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W 
HEN I STARTED IN THIS INDUSTRY  
in 1987, manufacturers would primarily 
use the DHI Conference to launch a 

new product. It was a common strategy for two 
reasons: first, it was a gathering place of the 
industry, so the exposure was effective; second, 
the development cycle of products was much 
slower than today, and the convention dates were 
a manageable target. Those days are long gone!

With the constant evolution of electronics, 
computers and cell phones; the growing sophis-
tication of security, life safety, access control 
and intelligent buildings; the speed of construc-
tion; and changing demands from the design 
community today, manufacturers have changed 
their game plan. New products must be designed 
quickly, tested faster, and launched immedi-
ately to guarantee a competitive advantage. 
Additionally, these advancements bring with them 
the need for constant training. 

How do we keep up? Manufacturers have 
incorporated training into their delivery models; 
they had no choice. Today, manufacturers invest 
substantial dollars to deliver this knowledge to 
distribution. DHI’s traditional role has been to 
teach the basics, and we have not been a training 
resource for new technological solutions and 
products. This is about to change. 

In February, DHI President Mark Lineberger, 
AHC/EHC, FDAI, established an Education 
Commission (see sidebar for commission 
members) to analyze DHI’s education and certi-
fication programs. The Commission identified 
a void concerning product development. The 
Commission members noted a major trend, which 
they labeled as “electrification/technology prolif-
eration.” The following delineated the trend:

■ A continual increase in demand for electric 
and electronic hardware/access control

■ An increase in the adoption of electronic  

solutions for security specifically with respect 
to door hardware

■ A common preference for one provider  
(distributor) for electrical locks and wiring

■ Technical confusion in the built environment 
around access control systems and associated 
hardware

■ An increase in the incorporation of electronic 
technologies in products and business operations

■ A rapid turnover of product lines and 
associated staffing

In an effort to address that particular trend, the 
Commission developed several recommendations for 
DHI’s Board of Directors, which were approved by 
the Board in March. The first was for DHI to collabo-
rate with other development and delivery sources. 
Several strategies underpinned this effort, such as 
expanding DHI education through partnerships 
with associations, private companies and education 
delivery companies. Another recommendation was 

DHI EDUCATION COMMISSION
C H A I R M A N

William J. Ritchie, AOC 
Allmar International

John K. Clancy, AOC, FDAI, AAADM 
QAI Laboratories

Kelley Culp-Burton 
KCB Architecture, PC 

Michael L. Gibson, CPL  
Mulhaupts, Inc.

Mark E. Lineberger, AHC/EHC, FDAI 
Valley Doors and Hardware, Inc. 

Dawn Orem  
Allegion

Hayley Piro, AHC, FDAI, CDT 
McBride Door & Hardware, Inc. 

Mark Sorrenti, EHC 
Sorrenti Hewlett Consulting 

William S. Trimble III, AHC 
William S. Trimble Co., Inc.

Keeping Up with the  
 Demand for Training

By Jerry Heppes, Sr., CAE

i n  T O U C H

continues on page 6



It’s not surprising that customers continue 
to call us year-after-year. 

Simply, many of our customers are our best friends. 
Here are a few more reasons why TND  

is their first choice for architectural door hardware:
In stock inventory • Large line of products • Knowledgeable staff 

Same-day shipping • Easy ordering

800-233-4210
www.topnotchinc.com

Pennsylvania • Missouri • Texas • Nevada

Talk about yesterday’s birdie,
    or place an order ... it’s your call.



6 DOORS & HARDWARE £ JULY 2014

l e t t e r  T O  T H E  E D I T O R

for DHI to develop and implement new guidelines on 
product/company-specific education under the DHI 
brand to keep pace with product development. 

Next, the Commission recommended develop-
ing and delivering short-format educational units. 
Strategies include taking current educational offerings 
and creating short (15- to 60-minute) educational units 
using a variety of delivery vehicles (blogs, podcasts, 
wikis, videos and chapters), creating a format (guide-
lines, standards) for delivering education produced 

by industry partners, and finally, expanding (build/
partner) industry content (soft skills, updates, reference 
information) using this format.

These strategies will enable us to play our role in 
training and educating our industry to embrace a 
fast-paced trend: electrification/technology prolif-
eration. The Commission addressed additional 
trends and developed a host of recommendations 
approved by the Board. I will address some of the 
other recommendations in future columns.  

A 

S  YOU’RE READING THIS, WE ARE  
wrapping up CoNEXTions 2014 in Dallas. 
It’s been a very exciting event for both 

DHI and for our industry. Thanks to everyone for 
their generosity and willingness to share their 
expertise with this industry newbie at the show. 
Look for our CoNEXTions 2014 wrap-up in the 
September issue.

In this issue, you’ll find the results of our most 
recent readership survey. We appreciate all of 
the feedback on Doors & Hardware as we strive to 
improve both the content and appearance of the 
magazine.

There are many ways you can contribute—write 
an article, submit a case study, send a letter to the 
editor, or send a great photo for the cover. As the 
only magazine exclusively covering the non-resi-
dential doors and architectural hardware industry, 
we strive to be a trusted source of information 
and a forum for networking and communication 
among industry members. If you’d like to contrib-
ute, email me at dgable@dhi.org or call me directly 
at 703/766.7018. 
 — Denise Gable 

Publisher/Managing Editor

The Necessity to See Both  
the Forest and the Trees

Wanted: Your  
  Industry Expertise

Editor:
I enjoyed Jerry Heppes’ column, “Technology and 
the Future of Our Industry,” in the May issue. His 
questions, “Will architects need a specification 
writer when working under a BIM model?” and 

“Will you still need a professional consultant to 
make sure products are being properly selected, 
or could this skill be automated?” are answered 
by his earlier statement that specifying is as 
much art as science because of the knowledge 
and experience needed to be a successful specifier 
(even though in the future “specifier” may be 
called something else).

I would go further in that specifiers must be 
generalists and think holistically and that these 
are not attributes that can be replaced by an 
algorithm. Of course details are important, but 
they must be viewed in the context of the whole; 
the big picture always needs to be kept in sight. 

This necessity to see both the forest and the 
trees will be even more important in the future, 
with the increasing use of BIM and drawing-
specification integration. There always will be 
a need for people who have the experience and 
judgment to keep things in perspective and who 
know how to ask the right questions.
 — David Metzger, FAIA, FCSI 

Heller & Metzger, PC

In Touch   from page 4

l e t t e r  F R O M  T H E  E D I T O R
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To learn more, please visit www.dhi.org,  
email MemberServices@dhi.org or call 703/222-2010.YOUR MEMBERSHIP MATTERS!

Do you know a DHI 

member you would like 

to nominate as the  

FACE OF DHI? Submit 

your nominations to  

Paige Purdum at 

ppurdum@dhi.org, and 

we’ll take care  

of the rest!

DHI member since: 2006

Occupation: Bid estimator/project management

Childhood ambition: As a young boy, I enjoyed building with Legos and blocks. When I was older,  
I enjoyed playing a computer game called Sim City 2000, where you could manage the construction of 
entire cities. This led to my desire to be an architect. 

First job: Data entry, HVAC duct systems design

What led you to our industry? I was searching for a job in sales but didn’t want to cold call. I wanted 
to sell a product that was known for having a good reputation and was easy to sell. I had previous 
experience in the construction industry, so when I saw the opening at Construction Hardware, I knew I 
had to apply.

Proudest professional moment: Finishing an upscale hotel renovation with 20 floors of fire-rated 
pairs. I was able to reflect on the education and knowledge that helped make the project a success.

Biggest challenge: Design-building projects with no specification and using my DHI experience to 
create one

Guilty pleasure: I enjoy inspecting door hardware everywhere I go!

Favorite book/movie: The Bible. Braveheart.

Mentor/Hero: Dennis De Jarnette, AHC. I call him the “door and hardware guru.”

Best advice you ever received: God, grant me the serenity to accept the things I cannot change, the 
courage to change the things I can, and the wisdom to know the difference.

Best advice you never received: Building quality relationships with my customers and fellow industry 
professionals has been my most valuable asset to returning customers who want to use our expertise 
on the next job.

How has your involvement with DHI supported your career goals? DHI has helped to equip me with 
the skills to problem solve and design-build correctly instead of being an order desk dummy.  ●

 David Wood, FDAI
 CONSTRUCTION HARDWARE COMPANY

f a c e s  O F  D H I
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oors & Hardware readers are  
generally happy with the content and 
appearance of the monthly magazine but 
would like to see more articles on indus-

try topics such as codes and life safety, access control 
and security, and ADA/universal access, according to 
the results of the 2014 Reader Survey.

Overwhelmingly, 90 percent of survey respondents 
rated the content of D&H as “excellent” or “good” 
and called it a “must-read” for someone in the indus-
try. The same percentage felt that the level of infor-
mation is appropriately sophisticated and timely.

Most Popular Topics
More than 80 percent of readers said they want 
more coverage of codes and life safety issues, 

while almost 60 percent asked for more on ADA/
universal access, access control/security, and 
installation, troubleshooting and “how-to” articles. 
Not surprisingly, doors and hardware were also 
often-requested topics, with 56 and 53 percent of 
respondents asking for more articles on those, 
respectively.

Other popular topics include fire door inspec-
tions, glazing/fire-rated glass, case studies and 
sustainability.

Print versus Online Reading
Almost 58 percent of readers responding to our 
survey said they prefer to read the printed copy of 
the magazine as opposed to the digital version, while 
almost 37 percent said they will read either one. A 

We Asked, You Answered

 0 50 100 150 200 250
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How do you prefer to read the magazine?
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small percentage—5.5 percent—prefer the digital 
version. That number increased from 4.3 percent 
last year, showing a slight increase in online reading 
preferences.

For those not reading online, 66 percent asked for 
an easier-to-read format, and 34 percent asked for 
easier access from the DHI website.

Seventy percent of readers said that if additional 
D&H content were placed on the DHI website, they 
would most likely read it.

Comments
Here are some of the comments that readers sent 

along with the survey results:

 Have a section concerning local chapters and what they 
are doing to be successful. Maybe our local chapter and 
others can learn from this.

 More interesting case studies with a stronger  
focus on design

 More how-to technical repairs and retrofit

 Very informative and a great resource for our  
industry. Love Lori Greene’s “Decoded”!

 The more DHI educates its members, the  
better we do our job.

 I’d like to see CEU articles that I can read and take 
an online test that will increase my knowledge and 
understanding. More real-world solutions and best 
practices that solve the problems of security, access control 
and aesthetics.

Wanted: Subject Matter Experts
We appreciate everyone who took the time to respond 
to the survey, and we will consider all of your sugges-
tions as we work to keep D&H relevant to our members 
while strengthening the content and appearance. 

Your expertise and willingness to share with 
your industry peers and colleagues is critical to 
our success. Contributing an article to an industry 
publication like D&H is an excellent way to gain 
recognition, and establishing yourself as a subject 
matter expert to your employer increases your career 
standing and value. 

Last year, more than 75 talented authors contrib-
uted articles to Doors & Hardware. If you are one of 
those authors and would like to contribute again 
in 2014, email me at dgable@dhi.org, or call me at 
703/766-7018. If you’re a first-time author/contributor, 
feel free to go to www.dhi.org/dandh, review the 2014 
editorial calendar to see where your article might 
best fit in, or call me to share your ideas. Chances are 
we can find a spot for you in 2014.

Why Do You Read D&H?

To learn more about new products, business 
practices, codes and standards . . . . . . . . . . . . . . . . . 66%

To educate myself and my employees. . . . . . . . . . 43%

To better understand issues and trends  
impacting our industry . . . . . . . . . . . . . . . . . . . . . . . . 35%

To find out the latest news in our industry. . . . . 33%

To stay current on DHI events  
and programs . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 22%

Fast Facts about D&H

■  More than half of our readers spend 30 minutes  
or more reading their copy of the magazine  
each month.

■  More than 80% of you save articles for  
future reference.

■  More than half of you have referred and/or 
discussed an advertisement with a colleague.

■  Most popular column? “Real Openings –  
The Good, the Bad and the Ugly,” followed 
closely by “Decoded” and case studies

■  90% of survey respondents rated D&H content  
as “excellent” or “good.”

■  More than half of D&H readers referred or 
discussed an advertisement they saw in the 
magazine with a colleague.

mailto:dgable@dhi.org
http://www.dhi.org
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Mid-Year Update:  
Checking in on Commercial Activity

By Michae l  E .  Col l ins

WO QUARTERS OF 
activity are enough to 
shed light on the trajec-
tory of the year in a given 
industry segment, so a 
mid-year check in on the 
tempo of the market is 
always a good idea. 

The pace and outlook 
of the door and hardware industry 
have gotten stronger since the 
beginning of the year. At the start 
of 2014, the government was facing 
numerous fiscal cliffs. These were 
sensationalized in the media, but 
whenever the two primary political 
parties are clashing over govern-

ment spending, the potential does 
exist for their actions—or inac-
tions—to have a detrimental effect 
on the performance of our economy. 
For the moment, the major fiscal 
cliffs are behind us, and the games 
of political brinksmanship have 
stopped. 

Government Challenges
The requirements of the 

Affordable Care Act are currently 
the primary governmental change 
presenting a challenge to door 
and hardware companies. Without 
debating whether Obamacare is a 
positive or negative thing for our 

T
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country, it has been executed in a 
surprisingly opaque manner for a 
plan so sweeping. 

When it became effective, 
companies were not always able 
to obtain answers as to what they 
were required to do. More than one 
company executive confessed that he 
or she was preparing to meet with 
employees to discuss the changing 
landscape of healthcare without being 
entirely certain of the requirements. 

Now, however, most companies 
have adjusted to their understanding 
of the requirements they face under 
the plan. Some have shut down insur-
ance plans and sent their employees 
to the exchanges, while others already 
had insurance in place that largely 
met the requirements. 

In any case, the entrepreneurs and 
executives running door and hard-
ware companies have done what they 
do best in the face of such changes. 
They have assessed the changing 
requirements and have done their 
best to put plans in place that follow 
the rules and are fair to employees.

Impact of Employment Recovery
Employment figures continue 

to be the most closely watched 
economic data as we approach 
mid-year. The monthly jobs report 
provides the best possible insight 
into the pace of the recovery and 
has sweeping implications for virtu-
ally all segments of the commercial 
door and hardware segment. 

In April 2014, the unemployment 
rate dropped to 6.8 percent, with 
the addition of 288,000 jobs that 
month. Importantly, this is well in 
excess of the 200,000 job level that is 
considered to indicate a sustainable 
economic recovery in this country. 
Employment figures fell just short of 
that level in March 2014, at 192,000 
jobs added. 

Continuing job creation near these 
levels and decreasing general levels 
of layoffs lead to increasing consumer 
confidence. Indeed, the University 
of Michigan Consumer Confidence 
Index hit a low of 55 in 2009 and now 
stands at 81 points. This increasing 
confidence among consumers leads to 
greater spending by consumers.

Retail sales levels have reached $4.5 
trillion annually, having fallen to $4 
trillion during the recession. Such 
increased spending spurs demand 
that leads to increased construction of 
retail, office and manufacturing proj-
ects. The vicious cycle that held the 
country pinned during the downturn 
becomes the virtuous cycle that leads 
us into a strong recovery.

In addition to watching for 
general employment reports, it is 
interesting to specifically track 
employment in the construction 

segment itself. The construction 
industry was among the hardest 
hit during the downturn, shedding 
more than 2 million jobs. 

By the start of 2014, the growth 
of construction jobs exceeded the 
growth of overall U.S. employment. 
Construction jobs tend to lag new 
starts by several quarters, so it is 
important not to take each month’s 
construction employment figures as 
a comment on current market condi-
tions rather than conditions nearly a 
year earlier. 

In any case, the growth of construc-
tion jobs means more workers out in 
the field installing and using door 
and hardware products, which is 
a harbinger of growth ahead. As a 

result of the increase in employment 
and the general improvement of the 
economy, the total nonresidential 
construction segment has recovered 
roughly 70 percent of the way to its 
$500 billion annual peak, as illus-
trated in in Figure 1 (next page).

M&A Activity
The recovery in the construc-

tion industry has led to increased 
interest in acquisitions in various 
building products segments. 
Private equity funds as a group 
have roughly $400 billion that must 
be invested, or they face the repu-
tation-damaging requirement to 
return those funds back to limited 
partners with no growth. A much 
greater number of these funds than 
in the past have indicated that they 
wish to acquire building products 
companies. 

On the strategic side of the M&A 
equation, companies already 
engaged in the door and hardware 
segment are benefitting from the 
recovery in their sales, the return to 
profitability, and an excess amount 
of cash on their balance sheets. 
Adding fuel to the general level of 
interest in making acquisitions are a 
strong desire among entrepreneurs 
to sell and retire, a helpful lending 
stance among banks, and low 
interest rates. 

However, all of these positive 
factors have not yet translated 
into the year-to-date level of deal 
activity. There have been very few 
transactions thus far in 2014. We 
are aware of several sale processes 

Employment figures continue to be the most  
closely watched economic data as we approach  
mid-year.
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being conducted that will likely 
conclude by year end, but this activ-
ity will still leave the level of M&A 
activity below last year’s levels. 

The fundamentals of supply 
and demand seem to dictate that 
this situation will reverse itself, 
possibly explosively, over the next 
several years as large numbers of 
owners seek an exit. If this occurs 
as expected, companies with the 
most cash and access to capital will 
be able to undergo transformative 
growth and strategic evolutions in a 
rapidly changing environment.

Updated Growth Projections
In a period of overall recovery, 

each region benefits from its own 
unique set of tailwinds. In the tech-
nology hubs, the creation of wealth 
among social media companies and 
app providers is reminiscent of the 
1990s dot-com boom. Fracking has 
led to a new energy boom in areas 
like North Dakota and Texas. The 
Northeast is buoyed by the recovery 

of the stock market and the strong 
performance of financial companies. 

Other areas that have seen strong 
residential development are experienc-
ing the commercial development echo 
that typically follows growth on the 
residential side by a year or so. Figure 
2 provides further insight as to the 
major U.S. population centers where 
the commercial segment is poised 
to benefit in the future from strong 
current residential market conditions. 

The Leading Markets Index (LMI) 
weighs residential building permits, 

home prices and employment to 
arrive at an overall score. Figure 2 
contains these scores for the largest 
U.S. cities. A score over 1 means that 
the city has progressed to a point 
above its previous sustainable level 
of economic activity. Cities with 
scores approaching 1 are considered 
to be at a strong level of recovery, 
though they haven’t surpassed 
previous levels. 

Given the recovery in the residen-
tial segment in all of these cities, it 
can be assumed that they should be 

Figure 2. LMI Scores for the Ten Largest U.S. Cities by Population
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Figure 1. Changes in Nonresidential Building Spending (2003-2013)

Overall Rank City State Overall Permits Prices Employment

33 Houston TX 1.07 0.84 1.38 0.99

46 San Jose CA 1.01 0.70 1.36 0.98

56 Los Angeles CA 1.00 0.48 1.58 0.94

67 San Antonio TX 0.99 0.54 1.45 0.98

114 New York NY 0.92 0.47 1.30 0.99

125 Philadelphia PA 0.90 0.39 1.36 0.96

142 Dallas TX 0.88 0.46 1.24 0.96

167 San Diego CA 0.86 0.27 1.39 0.93

223 Phoenix AZ 0.82 0.26 1.32 0.88

310 Chicago IL 0.72 0.22 0.99 0.96
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fertile ground for commercial door 
and hardware providers over the 
next year.

Reed Construction Data recently 
analyzed construction in all 50 
states to rank order those with 
the highest current number of 
projects in the areas of lodging, 
office, retail, healthcare, education 
and industrial/manufacturing 
projects. Interestingly, California, 
Texas, Florida and New York were 
all highly ranked in all of these 

categories. Generally, the distribu-
tion maps showed a broad national 
recovery underway. 

In a recent survey of the member-
ship of the Associated General 
Contractors of America (AGC), 
general contractors were asked to 

identify the industry segments in 
which they were the most confident 
that they will experience positive 
growth in 2014 versus the prior year. 
Manufacturing, retail, warehouse, 
lodging and private office were 
the most strongly indicated. There 
were high levels of confidence in the 
growth of hospitals, higher education, 
and power and water/sewer projects. 

Figure 3 illustrates the projected 
growth in several of these catego-
ries. While the office segment 

previously enjoyed the highest 
projections for growth, the lodg-
ing segment has posted a positive 
upside surprise in its very strong 
performance. The two categories 
with the strongest indication from 
GCs that they will complete less 

business in 2014 were public build-
ings and K-12 education buildings. 
These categories reflect the fact that 
government spending on these proj-
ects has dropped. 

AGC predicts growth in total 
construction spending of 6 to 10 
percent annually from 2014 to 2017. 
During the same period, materi-
als price increases will track the 
normal increases in the CPI of 1 to 
3 percent. Labor prices, meanwhile, 
are projected to outpace material 
costs with a growth rate of 2.5 to 5 
percent. Overall, this paints a very 
positive picture for door and hard-
ware providers, with top line grow-
ing faster than costs and expenses.

Another opportunity open to 
providers of commercial doors and 
hardware is to focus on the remod-
eling segment, rather than staying 
exclusively on the commercial new 
construction segment of the indus-
try. Nonresidential new construc-
tion dropped roughly $75 billion 
per year from its 2008 peak to its 
trough three years later. Meanwhile, 
nonresidential renovation exhibited 
slow but steady positive growth 
throughout the downturn. 

Challenges and Opportunities
The recovery of any large industry 

requires slow and steady progress 
in a positive direction, occasionally 
checkered with reversals of momen-
tum. The commercial construc-
tion industry is no different. The 
Architectural Billings Index, which 
had a strong 18-month run, has 
recently flattened out and has dipped 
back below the neutral score of 50. 

Interest Rates – While interest 
rates have represented a source of 
support across the entire building 
industry for the past several years, 
they also represent a looming 

Another opportunity open to providers of commercial doors 
and hardware is to focus on the remodeling segment, rather 
than staying exclusively on the commercial new construction 
segment of the industry.

Figure 3. Recent Growth by Industry Segment

Industry Segment % Change 
(2013-  2014)

Total Nonresidential Bldg. Construction 6.4%

Commercial/Industrial 14.8%

     Lodging 37.0%

     Office 12.9%

     Commercial (Retail & other) 8.6%

     Manufacturing 16.7%

Institutional 0.4%

     Healthcare -4.3%

     Educational -6.9%

     Religious -22.6%

     Public Safety -10.5%

     Amusement and Recreation 3.1%

     Transportation 5.1%

     Communication 52.0%

*Source: U.S. Census Bureau, Value of Constrution Put-in-place
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challenge for industry participants. At their current low 
level, interest rates have nowhere to go but up in the next 
several years. If that increase is slow and gradual, as the 
Fed has indicated that it will be, then the commercial 
segment should have ample time to adjust to the increas-
ing rates. If the Federal Reserve acts more quickly than 
the market can handle, though, growth could be stifled 
during a protracted period of adjustment.

Hiring – Another finding of the recent AGC survey is that 
the growth and recovery in the construction industry 
have created challenges in hiring for certain positions. 
Positions that were reported to be very difficult to fill 
included equipment operators, carpenters, laborers, 
project managers and estimators. These labor shortages 
are exacerbated by the fact that these positions are not 
traditionally ones in which workers are widely willing 
to relocate to a different state to follow job openings. As 
it always does, the market will find its own equilibrium 
with regard to companies needing to fill these positions. 
Wages and salaries will be bid up until employees are 
compelled to pursue new available opportunities. 

Retail Structures – Other commercial segments face 
unique challenges that arise from factors in that segment. 
For example, in the retail sector, Reed Construction Data 
has noted that high demand for online shopping reduces 
demand for brick-and-mortal retail structures somewhat. 
Since all products have to be shipped out of some kind 
of building, companies in the commercial segment that 
provide loading and dock doors are helped by the prolifer-
ation of online shopping. In the office segment, companies 
attempting to hold down facilities costs have begun placing 
employees in smaller offices than would have been the case 
in the past. This trend places artificial downward pressure 
on demand for new office space, a trend that is unhelpful 
for commercial door and hardware providers. 

These actual and potential challenges notwithstanding, 
the commercial door and hardware industry is benefit-
ting from a number of positive factors at present. There is 
every reason to believe that these signs of the recovery are 
only gaining momentum and that they will continue to do 
so for at least the next several years.  

About the Author: Michael E. Collins is managing director of Building 
Industry Advisors, LLC. He is an investment banker with an exclusive focus 
on the building products industry. He provides door, window and hardware 
companies with mergers and acquisitions and capital raising services. He 
can be reached at mcollins@buildingia.com.
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VER THE PAST 15 YEARS, THE SECURITY INDUSTRY
has witnessed a major shift occurring in a now necessary relation-
ship between IT and physical security. Once seen as completely sepa-
rate entities without a need to connect with or relate to one another, 
IT and physical security departments in facilities the world over are 
now encouraged—and often required—to meet, converging their 
individual expertise to aptly provide high-quality solutions. 

In every phase—from purchasing, planning and designing a 
solution to installation and eventual expansion of the system—IT 
and physical security teams have grown into a symbiotic partner-
ship that serves to significantly benefit their organizations. Modern 
access control solutions are network-based and require that IT and 
physical security personnel are both engaged from the start.

It’s a trend that’s been on the uptick for nearly two decades. 
Particularly with the emergence of IP-enabled devices in the 
access control marketplace and an industry expectation to provide 

The Necessary Rise in Convergence 
of Physical and IT Security

O
By Dan Stewart
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network-connected appliances, the need for these 
seemingly disparate groups to work together has been 
increasing exponentially. Planning and implementing 
an access control solution is no longer a scenario that 
only requires the advisement of a locksmith. 

Access Control Systems Grow More Complex
Instead, decision-making and deployment processes 

associated with access control have been significantly 
altered across all vertical markets. The structure of 
access control systems has grown in complexity in the 
advent of IP-enabled devices. When planning for and 
installing these devices, IT department consultation is 
required in helping to set up a distributed architecture, 
as well as enacting skilled management of infrastruc-
tures necessary to sustain the access control system. 
With the highly advanced technologies available and 
demands for remote access point control and monitor-
ing capabilities on the rise, access control systems have 
continued to evolve to the point at which IT engagement 
is now essential from the onset.

The industry has progressed and rapidly continues 
to progress away from the straight key-and-core, 
completely mechanical approach to access control. 
Though a solid mechanical hardware platform is 
fundamental to any access control system, sufficient 
protection demands that a number of reliable auditing 
purposes be in place to effectively monitor the secure 
status of doors and any other points of access. 

Modern technologies require trusted key system 
control as the base of the access control pyramid, built 

up with remote monitoring functionalities and network-
based capabilities integrated into the comprehensive 
security structure. These network-engaged devices offer 
reporting, alerts and immediate notifications to users, 
answering to increasingly common industry standards 
for the current state and future of access control in a 
wide range of institutions and facilities. 

The reality is that, for these separate functionalities—
between mechanical and electronic security—to operate 
smoothly together, security companies must leverage 
knowledge from two very different resources. In terms 
of traditional access control, locksmiths and mainte-

nance crews still have to be consulted and introduced 
to the mechanical aspects of the products being consid-
ered for installation. 

However, when encountering newer technologies 
such as wireless access control, biometrics-based iden-
tity management or IP-based surveillance cameras, it is 
imperative that the IT department be involved imme-
diately to best map out how to protect data networks, 
manage risks associated with the system, and plot out 
ways to deal with any potential privacy issues for users.

Even the simplest of access control projects have now 
evolved into solutions that require the consultation of 
both physical and IT security groups when determin-
ing that all components are properly executed. Under 
these circumstances, trained IT personnel need to be 
able to confirm that standards and policies for network 
computers are being followed, that all necessary ports 
have been opened and other system needs addressed 
prior to and during the implementation of the solution.

Security advisors and security sales teams must be 
aware of and open to this paradigm shift, inviting both 
physical and IT security organizations to the discussion 
when first introducing solution options, even before a 
purchase is made. Input from both parties is absolutely 
essential to the success and development of the system, 
taking into account details in design and requisite 
budget allocation to ensure that all elements can be 
adequately supported. 

Photo and illustration courtesy of STANLEY Security

The Necessary Rise in Convergence 
of Physical and IT Security

For these separate functionalities—between 
mechanical and electronic security—to 
operate smoothly together, security 
companies must leverage knowledge from 
two very different resources.

Access control is the convergence of a strong mechanical access platform with 
intelligent network-enabled devices that can grow and deliver a complete system to 
accommodate any enterprise scale solution.
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The need for physical-logical security system 
integration has become so great in recent years that now 
either group has the ability to halt the development 
and installation of a project if not granted profound 
consideration in the process.

For example, a number of years ago, we presented an 
access control solution to a potential customer at a manu-
facturing facility. We spoke with the facility managers 
and their maintenance and locksmith staffs, all of whom 
had approved of the solution—until we mentioned that 
it would require a computer on the network to run the 
system. To this point, the facility’s IT department had not 
been engaged, and we had to halt the entire sales and 
development process until the IT security team could 
be consulted to verify that the necessary infrastructure 
could be established to maintain smooth deployment 
where the system was to be installed.

It’s a lesson that security companies should take to 
heart when presenting solutions to new and existing 
customers. We’ve seen incredible success when the 
relationship between physical and IT security is 
addressed immediately in an installation—and beyond 
as customers continue to grow their systems.

For instance, we work with a K-12 public school 
district in Virginia whose maintenance team, facility 
managers and locksmiths have cultivated a strong rela-
tionship with their IT department over the years. As the 
need for extensive integration and system support have 
increased throughout the district, these organizations 
have learned to engage with one another for the good 
of the whole institution. Currently, we’re involved in 
a district-wide conversion to a new security and event 
management platform, and with IT and physical secu-
rity personnel simultaneously involved, we can trust 
that all hardware, equipment and network infrastruc-
ture will be in place before the project even begins.

Though 100 percent necessary in today’s ever-
changing security industry, the convergence of physical 
and IT security is a change that’s been slow to take on 
both sides. Prior to this natural evolution of enterprise 
security and technologies, physical and IT personnel 
were two groups that had no need for interaction. Each 
speaks in completely different vernaculars—foreign 
languages, for all intents and purposes—and the 
frequent overlap in responsibilities has caused a last-
ing tension that should be delicately addressed when 
approaching a project or given solution.

To alleviate any lingering conflict when delivering 
an integrated security solution, it is important for 
integrators to offer specialized support throughout 
the development and deployment of the system. This 
strategy truly relies on having trained, accessible team 
members on hand, each with a broad knowledge of the 
system’s requirements and functionalities and who are 
fluent in the technical jargon necessary to relate to both 
departments. 

By providing resources with similar skill sets and 
a comprehensive understanding of the scope of the 
technology, it becomes significantly easier for the physi-
cal and IT security teams to merge and focus on their 
combined, primary purpose: to assist in the protection 
of people and assets.  

About the Author: Dan Stewart is a product integration manager for 
STANLEY Security. He can be contacted at Dan.Stewart@sbdinc.com.

Wireless technology uses electro-mechanical locksets and combines 
them with online features such as a door position switch, a request-
to-exit control, a latch switch sensor and a key override sensor.

Photos courtesy of STANLEY

The convergence of physical and IT security is a 

change that’s been slow to take on both sides.
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IGH-SECURITY AREAS SUCH AS LABORATORIES, RECORDS OFFICES 
and server equipment rooms typically have a limited number of users but require a 
very high level of security to protect private, dangerous or expensive materials, goods 
or information. Whether a biohazard area, pharmaceutical dispensary or data center, 
it is imperative that only those authorized to enter get through the door. 

The threat of using unauthorized keys, shared PIN codes or another’s card must be 
eliminated. To do so, organizations with high-security areas are upgrading to smart 
cards, multi-factor authentication and/or biometrics.

Smart Cards Provide Higher Security
Today, a smart credential, for approximately the same price as a proximity card, 

provides a higher level of security, more convenience and far greater functionality. 
Smart credentials are more secure than proximity credentials and can be used for a 
variety of functions beyond access control.

Smart cards not only access physical locations but can be used for secure printing, 
logical access, and more. Company employees find them convenient for payments at 
the cafeteria or vending machines. They check out tools and equipment, facilitate time 
and attendance, and provide access to the IT system, among other applications. 

To heighten security, organizations should use a contactless smart credential armed 
with mutual authentication and encrypted with Advanced Encryption Standard (AES) 
128-bit diversified keys. With it, the card and reader verify that they are authorized to 
communicate bi-directionally. Additionally, 128-bit keys virtually ensure that no one 
can read or access credential information without authorization. 

The technology behind AES has approval by the NSA (National Security Agency) 
for classified information. A message authentication code (MAC) further protects 
each transaction between the credential and the reader. This security feature ensures 

HOW ELECTRONIC ACCESS 
CONTROL HELPS PROTECT 
HIGH-SECURITY AREAS

By Jeremy Earles

H
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complete and unmodified transfer 
of information, helping to protect 
data integrity and prevent outside 
attacks.

Organizations should also use an 
open solution smart credential—one 
built to adhere to ISO 14443, a 
four-part international standard 
for contactless smart credentials. 
This results in faster data transfer 
between credential and reader—up 
to 848 kbps baud rate (1K baud 
= 1,000 bits of data per second). 
ISO 14443 technology, the same 
standard used by the U.S. govern-
ment, is especially recommended 
for customer applications requir-
ing large amounts of data such as 
biometric templates. 

NFC Technology
Another application of smart 

card technology is Near Field 
Communications (NFC) technology, 
which is being added to a grow-
ing number of mobile handsets 
to enable access control, as well 

as many other applications. As 
more and more organizations are 
considering joining the “bring your 
own device” (BYOD) trend, they 
are exploring having their users 
deploy their own smartphones as 
their access control credentials. It is 
reported that more than 285 million 
NFC-enabled smartphones were 
sold in 2013, and more than half 
of the phones sold in 2015 will be 
NFC-capable.

NFC provides simplified transac-
tions, data exchange and wireless 
connections between two devices 
that are in close proximity to each 
other, usually by no more than a 
few inches. A Web-based creden-
tial management system allows 
NFC-enabled smartphones to grant 
access to buildings and rooms, as 
well as to partake of other badge ID 
applications. 

To turn NFC-enabled smart-
phones into access control creden-
tials, users simply download the 
app to their smartphone. Then, once 

a mobile credential is downloaded 
from the physical access control 
system administrator, users open 
the app and tap their smartphone to 
the reader in the same way they use 
a smart card. 

Multi-Factor Authentication 
Increases Security

Verification of who is at the door 
is done through several modes. 
A PIN verifies that a person is 
authorized by what she knows. A 
card—magnetic stripe, proximity 
or smart—verifies a person by what 
he carries. A biometric verifies a 
person by who she is. By combin-
ing any one of these elements with 
another, security is increased. An 
imposter may find it easy to capture 
a PIN or even to steal a card, but it 
is exponentially more difficult to 
obtain another’s PIN and card. And, 
of course, a biometric is very hard 
to foil.

Those organizations using only a 
card might want to consider adding 
a reader that also includes a keypad 
at higher security openings so that 
authorized people require both a 
PIN and a card to enter. Conversely, 
those using PINs only might want 
to consider adding a reader that 
reads cards as well at such doors.

For those considering such 
choices, this is a simple process if 
a locking system that incorporates 
the reader is selected. These types 
of locks combine the electrified lock, 
reader, and door position and REX 
switches into one device for simpli-
fied installation and connection 
to the access control panel. Both 
hardwired and wireless options 
are available. Changing or adding a 
credential is done by simply chang-
ing out and/or adding a module. 
Typically, the lock doesn’t even need 
to be removed from the door.

Photo courtesy of Allegion

Besides being more secure than proximity cards, smart cards can be used in more 
applications, such as vending, meal service payments and check outs, among others.
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Multi-technology readers may be 
the answer for other organizations. 
They allow organizations flexible 
access control solutions that let 
them work with the credential they 
currently have in place without 
having to make a major new invest-
ment when they want to upgrade 

credentials or add a second creden-
tial for multi-factor authentication. 
Such multi-technology readers 
should be designed on an open 
platform so that they will work 
with a variety of credential tech-
nologies, from PINs to proximity 
to smart. They could even use an 
NFC-enabled smartphone. 

Only a Biometric Answers  
the Question “Who Is Who?”

Biometric readers deliver the 
highest level of security possible 
because there are no PINs or cards 
to be lost, stolen or duplicated. 
Biometrics provide the assurance 
that the actual authorized individ-
ual, rather than just the authorized 
key, card or code, has access to a 
secure facility. Biometric security 
can work for perimeter and interior 
openings in sensitive areas where 
access must be tightly controlled.

In high-security settings, biomet-
rics provide peace of mind, protect-
ing critical data in data centers, safe 
deposit boxes in banks, and more. 
When placed at the entrance to a 
high-security area, biometrics can 
ensure that only authorized person-

nel can enter through the door. 
Biometrics are easy to admin-

ister. They are easy to install and 
maintain. Replacing card readers, 
in many cases, is simply an unplug-
plug-and-play operation. Hand 
geometry readers, which measure 
the unique size and shape of an 

individual’s hand, are especially 
noted for getting people into build-
ings and rooms quickly. Plus, it is 
easy to control threshold levels, 
tightening access control in a 
nuclear power plant while loosen-
ing the level at a spa.

Creating the Ultimate Multi-
Factor Authentication System

As stated previously, simply using 
a card or entering a PIN is often 
not enough in today’s world. A lost 
card or found PIN should not be 
the ticket for unauthorized people 
to enter places they don’t belong. 
That’s why multi-factor authentica-
tion is becoming more and more 
common. Indeed, one major selling 
point that has contributed to the 
phenomenal growth of biometrics 
over the past several years is the fact 
that a PIN or card must be used to 
bring up the biometric template that 
must be matched. Smart cards used 
with biometrics raise the security 
level even more.

That’s because a single smart card 
can store both the user’s ID number 
and biometric template. Because of 
this, there is no need to distribute 

hand templates across a network 
of readers or require the access 
control system to manage biometric 
templates. This means that integra-
tion to any existing access control 
application is greatly simplified, 
eliminating extra network infrastruc-
ture costs. Because the template only 
resides on the card, the solution also 
eases individual privacy concerns.

Providing the best of smart 
cards and biometrics, the solution 
provides dual authentication by 
requesting both the right card and 
the right person. A smart card 
reader is attached to or embedded 
into the biometric reader. The user 
presents his card and then his 
biometric. The verification process 
takes approximately one second.

With the hand reader, the hand 
template requires only nine bytes 
to define the hand, the smallest in 
the biometric industry. This ensures 
that response times are fast and that 
the smart card can maximize its 
benefits by offering users increased 
room for other applications. 

No Two Doors Are Alike,  
So Don’t Treat Them the Same

There are many openings that 
require elevated security based on the 
people, property and equipment that 
they protect. For areas such as the data 
center of an office building, the back 
entrance to a commercial retail store, 
and specialized areas of a hospital, 
it is important to review the ways to 
simply and affordably increase secu-
rity at such openings.  

About the Author: Jeremy Earles is portfolio 
marketing manager, electronic access  
control, for Allegion. He can be reached at  
Jeremy.Earles@allegion.com.

Multi-technology readers should be designed on an 
open platform so that they will work with a variety 
of credential technologies, from PINs to proximity 
to smart.

mailto:Jeremy.Earles@allegion.com


See you next year – 
Save the date!

APR 30 –M AY 1   Baltimore Convention Center

We hope you enjoyed the new format and features of your industry’s only convention—
CoNEXTions! Thank you to our CoNEXTions 2014 attendees and exhibitors for a great show. 

Many Thanks to Our 2014 Sponsors

Thank You to Our CoNEXTions 2014 
Attendees & Exhibitors
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HE MOST POPULAR COLOR IN TODAY’S BUILDING MARKET IS 
green. Energy efficiency is uppermost on everyone’s minds, and according 
to various industry reports, 50 percent of currently slated nonresiden-
tial building projects will incorporate green materials and processes. The 
ultimate goal is a “net zero” building—a building with zero net energy 
consumption in which the total amount of energy it uses is equal to the 
amount of renewable energy created on the site.

Energy efficiency is an admirable goal and something that customers want, 
but an environmentally friendly building is more than just that. It is becoming 
a mandated necessity, and something security integrators need to be aware of.

Many U.S. federal agencies and state and local governments already require 
or reward LEED (Leadership in Energy and Environmental Design) certifica-
tion for projects. For instance, Executive Order 13514 mandates that at least 
15 percent of existing federal buildings and leases meet Energy Efficiency 
Guiding Principles by 2015 (you read that right—by next year), with a goal of 
all new federal buildings achieving net zero status by 2030. In California, all 
new residential construction must have zero net energy use by 2020.

To achieve such efficiency, every aspect of a building’s energy-saving 
footprint must be considered. And that includes the energy efficiency of the 
electronic access control (EAC) system.

It’s true: some locks and access control hardware are more energy-efficient 
than others—in at least one case, up to 96 percent more. But the concept of 

Access Control:  
The Final Frontier for  
Green Building Technology

By Aaron Smith

Illustration credit: © Haywiremedia | Dreamstime.com
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energy-efficient security systems is 
still in its infancy. While everyone 
knows the importance of efficient 
HVAC systems and insulated walls 
and windows, there’s still a vast 
lack of understanding about secu-
rity technology among those who 
are writing the standards for green 
buildings, as well as among archi-
tects, contractors, specifiers and end 
users. Now is the time to get ahead 
of the curve.

Green as a Value Proposition
Security professionals should 

be thinking about this in the same 
way that electrical contractors 
did when they began replacing 
every light bulb in a facility from 
fluorescent to LED. They sold it as a 
value proposition, not just a way to 
meet mandated requirements, and 
emphasized the amount of money 
end users would save by moving to 
a more energy-efficient and environ-
mentally friendly technology. 

It’s the exact same situation with 
today’s energy-efficient electronic 
locking devices, which use much 
less energy than older solenoid 
types. These newer locking devices 
also require fewer power supplies in 
a given installation, further reduc-
ing energy consumption and costs. 
The locks also generate less heat, 
and excess heat equals 100 percent 
wasted energy and then some, 
since it goes into a building that 
needs to be air-conditioned. (As an 
additional benefit, the newer locks 
last longer because they run cooler.) 
In their quest to optimize energy 
efficiency, building engineers are 
starting to take a look at these kinds 
of things. 

Process and Quality Efficiencies
Energy-efficient solutions also 

provide process and quality efficien-

cies. For example, removing power-
hungry solenoids from a system 
allows wire runs to be lengthened, 
power supplies to be consolidated, 
and 12V power to be utilized for all 
components around the door. In an 
increasingly competitive market, 
creatively implementing new tech-
nologies to reduce project costs and 
improve system reliability is ideal.

The good news is that your clients 
will be receptive to your message 
because they’ll recognize that it 
will save them money in the long 
run. If you need an easy way to 
frame it (pun intended), explain it 
in terms of cost savings per door 
opening. Conventional solenoid 
EAC locks consume about six watts 
of power, compared to about 0.18 

Jack Winter, Customer Service/Product Engineering, 12 years at SELECT

Call SELECT Hinges and you won’t get lost in the maze of some 
giant, faceless, automated system. You’ll talk to a real person. A 
person who answers your question or solves your problem. Our 
knowledgeable and courteous staff understands our hinges and 
their unbeatable durability … and understands your business.  

Those same people stand behind our hinges with the industry’s 
only never-ending Continuous Warranty™ on geared hinges. And 
when it comes time to ship your order, they’ll send it out in just  
48 hours, or less.

Don’t talk to a machine. Talk to a real person at SELECT and see 
how our experts can help you fix your door problems for good.

800-423-1174    www.select-hinges.com/dhi

Talk directly to the people who design and build your hinges.

SL40591 Customer Service-DHI.indd   1 5/21/14   5:43 PM
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watts for some newer types. At 10 
cents per kilowatt-hour (kWh), that 
saves more than 50 kWh and $5 per 
year per opening, which adds up; 
in a facility with 1,000 doors, that 
amounts to more than 5 megawatt-
hours and $5,000 annual savings.

It’s important to make your 
customers aware of these consider-
ations so they’ll better understand 
the importance of environmentally 
friendly security products. Become 
a trusted advisor who can provide 
this information as an added value. 
More and more of the companies you 
approach will have a person or even 
a department in charge of sustain-
ability, and you will need to be 
ready to deal with them, as well as 
the security people, IT department, 
facilities managers and anyone else 
who influences the decision making. 

Also, an increasing number of 
general contractors will want to 
know how the products are made, 
the materials used and the envi-
ronmental considerations of the 
manufacturing processes. 

If two companies bid for a job and 
only one of them—you—is pointing 
out the energy-efficiency consider-
ations and the overall impact a green 
security system will have on a build-
ing, you will certainly have an advan-
tage. Obtaining LEED, GBI (Green 
Building Initiative) and other certi-
fications for you and your company 
will also be a major advantage.

Look at the Big Picture
While security products are clearly 

“going green,” we are still in the 
early stages of what is a complete 
market shift. Never forget to look at 

the big picture. What is your role in 
all this? You will be responsible for 
what the AIA (American Institute of 
Architects) calls Integrated Project 
Delivery (IPD); your work will liter-
ally be an integral part of a building’s 
total IT, HVAC, design, construction 
and facilities “ecosystem.” 

To achieve net zero building, 
convergence of every aspect of build-
ing design and construction is the 
rapidly approaching future, which 
you need to be prepared for today.

About the Author: Aaron C. Smith, LEED AP BD+C, 
is director of sustainable building solutions at ASSA 
ABLOY Door Security Solutions. He is responsible 
for maximizing business opportunities for ASSA 
ABLOY products that deliver energy efficiency and 
sustainability for green buildings. He works closely 
with technical, marketing and sales to develop 
strategies, programs and education programs for 
door opening consultants that enable them to 
educate their customers about sustainability. He 
can be reached at asmith@assaabloydss.com.

We Know Insurance Details! 

TrusT.   As members of the Institute, DHI has your 

company’s best interests at heart. DHI and its 

strategic partner will work to meet and exceed all 

of your insurance needs. The program offers a full 

range of insurance coverages including: Property 

and Casualty, Directors and Officers, Employment 

Practices Liability, and Professional Liability.

With the DHI-Sponsored Insurance Program, 

we can provide you ways to lower your risk through 

customized insurance policies and risk education. 

The DHI Board of Governors approved the formation 

of a DHI-sponsored comprehensive business 

insurance program in conjunction with its strategic 

partner, TISC (Telcom Insurance Services Corporation).

Like most other small to mid-sized 

businesses, our daily focus is in our core 

competencies. When we need insurance 

help we lean on the folks at Telcom.

We have a lot of options today, 

and let’s face it, we’re all challenged 

to exceed the expectations of our own 

customers. Telcom has worked hard 

to earn our business and solve our 

problems. They asked the questions to 

truly understand our business in order 

to build a program that fit our needs.

—Greg Lunde, President 

Builders’ Hardware & Supply Company, Inc.

DHI-SponSoreD InSurance program  ★  aDmInIStereD  by tISc

Peter J. Elliott, CPCU – President & CEO  •  800/222-4664  Ext. 1086  •  email: pje@telcominsgrp.com

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

mailto:asmith@assaabloydss.com


Always The Right Fit.
Introducing The EcoflexTM Lock.

Find the key to simplifying lock deployment:
www.intelligentopenings.com/ecoflex

Available from ASSA ABLOY Group brands: CORBIN RUSSWIN | SARGENT

Copyright © 2014 ASSA ABLOY Inc. All rights reserved.
Scan this QR code using your 
mobile phone to learn more.

The versatile mortise lock 
that fits all of your needs.
Discover the EcoflexTM Lock, an innovation in mortise lock technology that makes 
your job easier. With the strength and durability of Grade 1 hardware from 
CORBIN RUSSWIN and SARGENT, this single lock can be field configured to 
fail-safe or fail-secure.

RELIABILITY
Eliminate voltage drops and 
inductive kickback, while 
increasing performance and 
peace of mind.

VERSATILITY
Reduce costs and inventory
space with a single field-selectable 
lock for fail-safe/fail-secure and 
12-24V applications.

SUSTAINABILITY
Get up to 96% energy 
savings with lower operating 
cost, fewer power supplies 
and improved battery life.

NO INDUCTIVE 
KICKBACK

ELIMINATES
VOLTAGE DROPS

ENERGY SAVINGS*
96%

NO INDUCTIVE 
KICKBACK

VOLTAGE DROPS
ENERGY SAVINGS*

FAIL-SAFE/
FAIL-SECURE

12-24V
APPLICATIONS

FAIL-SECURE
FAIL-SAFE/

FAIL-SECUREFAIL-SECURE

UP TO

* Versus standard electrified mortise locks



30 DOORS & HARDWARE £ JULY 2014

ANY OF YOU ARE TOO YOUNG TO REMEMBER THE OLD DAYS BEFORE  
the Internet. We took math in grade school using old, worn textbooks. Most of these textbooks 
had the answers to all the math problems in the back of the book. Once you solved the 
problem, you could check your answer. Easy! 

But when we turned in our worksheets, the teacher insisted that we had to “show our 
work.” The teacher wanted to know if we had actually learned how to work the problems or if 
we had just looked up the answers. When we did the work, we knew the process and the path 
to achieve the end result. Yes, we had actually learned something.

With the advent of the Internet, we all found an immediate source for answers. We essen-
tially have a huge textbook with all the answers in the back. We no longer have to show 

Experiencing the Answers:  
Industry Information and Education

By Valerie Bevens, AHC

M

Photo credit: © Monkey Business Images | Dreamstime.com
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our work because all we need is 
an answer. We can easily look it 
up, but have we really learned 
anything? Are we sure we asked 
the proper question? Is it really the 
right answer? If so, why is it the right 
answer? 

We in the building design and 
construction profession must be 
ready to explain our answers, much 
like we were told to “show our 
work” in math class so many years 
ago. When we take the time to learn 
the answers rather than just to find 
the answers, we are better prepared 
not only to answer the questions 
but to share with others why our 
answers are the correct ones. 

For instance, we often talk to 
architects and contractors about 
door frames. Many don’t realize that 
there are door frames made of wood, 
aluminum, fiberglass and steel. 
Under the steel door frame category, 
there are several types, each used 
for a specific reason. This may be 
an application solution, a design 
requirement, a functional issue, or a 
combination of these factors. 

The specifications and hardware 
applications for each product are 
quite different depending on which 
type of frame is appropriate for the 
specific application. Knowing the 
application and performance attri-
butes of the different types of steel 
frames will direct you to the right 
product and the right specification 
for your application.

As door openings professionals, 
our mission is to educate other 
industry professionals about our 
products and their applications. 
This includes all products that inter-
face in an opening, including door 
frames, doors, hardware and elec-
tronic security devices. And we also 
may recommend products we do 
not sell but that may be better suited 

for a specific use. Our desire must 
be to learn why to use a product or 
application and not simply what 
they are. Then we must be prepared 
to clearly explain the answer. 

Website and Catalog Information
The primary tools for product 

education are a product catalog 
and/or a website. A great website 
differs from a good website if it 
clearly shows the why and how 
of an application. Instead of just 

showing products, the site must 
provide additional information 
regarding application and industry 
knowledge. It also must present the 
quantifiable features and benefits of 
products or concepts. Hopefully it 
will provide training materials with 
specific industry applications that 
thoroughly explain our “answers.” 

This information allows the 
design professional to gain a deeper 
understanding of what he or she is 
specifying during the design stage. 

Efficiency
Our industry requires specific 

knowledge, and there are few 
sources from which to obtain that 
knowledge. DHI’s excellent education 
programs increase our efficiency, 
making us better prepared to make 
quick decisions on products and 
applications. This saves time when 
writing specifications, preparing 
submittal documents, or ordering 
from vendors. 

Quality
We all make mistakes, but we 

have a choice on how to handle 
those mistakes. We can learn from 
our errors, or we can take the time 
to be educated. Knowledge helps 
us avoid mistakes in the first place. 
DHI education and other education 
sources improve the quality of the 
end result of our efforts. 

Integrity
Integrity means that we do what we 

say we’ll do, and we do it correctly. If 
we are continually educated, we will 
learn ways to solve problems and 
provide solutions that are functionally 
sound and financially acceptable. If we 
do this repeatedly, we will be known as 
professionals and will have earned the 
respect of our peers, stakeholders and 
customers. 

Respect
Respect is something we all value, 

but it is not something that comes 
with the job description. We cannot 
demand respect; we must earn it 
through many years of hard work and 
outstanding performance. We cannot 
be worthy of respect if we have 
failed to educate ourselves. Respect 
is the result of our efforts to become 
professionals who provide quality 
results on time. 

Success
Our success in this industry is a 

result of our efforts. If we continually 
do the things that prove we are 
people of integrity and worthy of 
respect, we will be successful. The 
basis for all of these attributes 
resulting in our success is our 
education. We must have knowledge 
of products and applications, codes 
and standards; knowledge of unique 
needs of building owners, and 
knowledge of business laws and 
practices. The more knowledge we 
obtain, the better prepared we are to 
perform at continually higher levels. 
Our ability to turn our knowledge 
into performance determines our 
level of success. 

 —Valerie Bevens, AHC

The Value of Education
   5 Reasons Why DHI Education Can Advance Your Career and Our Industry
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Without this knowledge, chances 
are high that a significant design or 
application error will surface near 
a project’s end, preventing on-time 
project completion.

A website must clearly define 
products that are used for each 
building type or occupancy. Within 
each building type, there should be 

a list of recommended products for 
each opening type. There may be 
some applications requiring solu-
tions not available by a particular 
manufacturer, and this should be 
made clear. The resource must pres-
ent clear visual examples of how the 
products are applied to the openings 
in a building. It must present the 

question and the answers, not just 
an “answer in a box.” There must be 
substance and detail to back up the 
answer. 

Plans and Specifications
Once a design professional makes 

a decision to use your products, it 
must be easy for you to detail and 

specify them. Pre-edited CSI format 
specifications for specific building 
types save the specifier countless 
hours of editing and reduce the 
possibility of specification errors. 
Architects must have easy-to-use 
CAD details where needed. The 
CAD details must be applicable 
to past and current versions of 

AutoCAD and must be constantly 
updated as required. If your prod-
ucts are available as BIM images, 
they must also be readily available.

To further explain our answers, 
the manufacturer or distributor 
must present features and benefits 
of using the products, comparing 
them with other commonly used 
products for each application. If 
there are test results or other proof 
of superior performance, they must 
be presented. The “why” must be 
easily understood so the “what” can 
be clearly stated. Wherever possible, 
provide the “rest of the story.” The 
bottom line is just that—the bottom 
line. You must clearly show how the 
products and services you specify 
provide significantly superior 
performance at a greatly reduced 
cost—the definition of true value. 

Total Opening Consulting  
and Coordination

Once the information on product 
and application is presented, coordi-
nation of the components is required. 
Since this may require a combina-
tion of products from numerous 
manufacturers, a consultant is called 
upon to finish the task. Frames must 
fit the wall conditions. Doors must 
be compatible with the frame and 
casings being used. The hardware 
must be applicable to both the door 
and frame and also provide the func-
tional requirements of the opening. 

Getting all of this to work together 
can be difficult, especially if an 
architect or specifier attempts to 
do it without an outside consul-
tant. Fortunately for all of us, our 
association is made of industry 
professionals who are called upon 
to provide the correct product speci-
fications and coordinate all opening 
components so that there will be no 
issues at the end of the project when 

Once a design professional makes a decision to use 
your products, it must be easy for you to detail and 
specify them.

Photo credit: © Antikainen | Dreamstime.com



 JULY 2014 £ DOORS & HARDWARE 33

the finish hardware is installed.  
We encourage architects to use these 
consultants, not just for hardware 
and security, but also for doors and 
frames.

Use of consultants in the design 
stages will guarantee proper 
application and installation. Issues 
are resolved before they become 
problems. This is much easier than 
providing creative “fixes” when the 
job is in the final completion stages. 
These resources are readily available 
and bring substantial value during 
project planning. The cost of solving 
a problem caused by inadequate or 
inaccurate product specification is 
significant when encountered at the 
end of a project. 

Consultant Education
Even with the best graphics 

and descriptions, it is not always 
possible to answer every question. 
It is important to offer technical 
services provided by professionals 
with extensive knowledge of all 
opening components. This informa-
tion should come from real people 
who can provide real answers. 
This means that manufacturers 
and distributors must be staffed 
with people who have experienced 
the answers and are able to clearly 
communicate them. 

Manufacturers regularly receive 
orders from distributor personnel 
who send in their purchase order 
information based on the approved 
door and hardware schedule 
information. Often, manufactur-
ers encounter situations in which 
the hardware is not applicable to 
products they manufacture. It is 
obvious that the project manager 
and detailer haven’t taken time to 
really check the specifications or 
learn about our product and its 
application. 

When we contact the customer to 
clarify, the contact person is often 
unaware of the issue and passes 
responsibility for the answer to some-
one else. This delays the order, and 
if our customer service department 

doesn’t catch the error, it is likely that 
it will result in a jobsite problem. 

This problem can easily be solved 
if distributor personnel are thor-
oughly educated. They not only 
know the product numbers, but 
they’ve also taken time to examine 
all opening components and require-
ments to make sure that the products 
are compatible. They’ve checked the 
hinge width and strike lip length 
to make sure they project enough 
to provide clearance for the door to 
open. They know that a swing clear 
hinge won’t work on a typical double 
egress frame. They know why a 
concealed overhead closer shouldn’t 
be used on a drywall frame. 

If the project manager or consul-
tant hasn’t been educated in all 
phases of the opening, there will 
likely be problems. In many cases, 
orders are placed by purchasing 
agents who only know the numbers 
on the purchase order and have 
little knowledge of what it is they 
are ordering. Manufacturers and 
distributors will not be successful 
if they do not place a high value on 
education for their entire staff. They 
must know how the product itself 
affects the components of the open-
ing. This knowledge must be shared 

by all, not be protected by a select 
few within a company. 

Value Equals Relevancy
To be relevant, manufacturers and 

distributors must bring value. For the 

design professional, the value our 
consultants bring comes in several 
forms. First, we provide opening 
systems and components that bring 
true value—an opening that meets 
the requirements for the project 
at the lowest cost. Next, we bring 
value through our knowledge. We 
must provide the textbook and the 
answers. We aren’t asked to “show 
our work,” but our work is evident 
in the functional, sustainable and 
affordable openings we provide. 

We also must provide education. 
We are relied upon to provide the 
expertise required to accurately 
design and specify door openings. 
It is up to the design professional to 
make use of these resources. 

Finally, we provide the value of 
partnership. We strive to develop 
and maintain relationships that 
result in our mutual success, build-
ing confidence and trust in each 
other and in our ability to solve the 
complex issues ahead of us. We must 
work with—and along side of—other 
industry professionals to help them 
experience the answers. 

About the Author: Valerie Bevens, AHC, is 
technical services manager for Timely. She can 
be reached at ValerieBevens@timelyframes.com.

It is important to offer technical services provided 
by professionals with extensive knowledge  
of all opening components. This information  
should come from real people who can provide  
real answers.
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S P E C I A L  A D V E R T I S I N G  S E C T I O NproductShowcase

NEW CHANNEL-FREE FLOOD BARRIER

Available in stock or custom heights and to 

specified widths, the marine-grade aluminum 

shield has bottom and side neoprene gaskets 

that are secured against the door stops and 

sill by tightening adjusting screws along the 

length of the gaskets for water-tight protection. 

www.zerointernational.com

AKRONLINE

Allowing you to do business 

with Akron Hardware wherever 

you are. Place orders, check 

product availability, and monitor 

your account—all with the same 

industry-leading service you 

have come to expect from Akron 

Hardware.

www.akronhardware.com

9710 SERIES WALL-MOUNT SYSTEM

Hager is pleased to introduce the 

new aluminum Wall-Mount System 

for 250-pound sliding doors. This unit 

ships with easy-glide four-wheel ball 

bearing carriers, fascia, end caps and 

hardware for a heavy-duty single door 

or bi-parting doors. With effortless 

installation, this space-saving solution 

is stunningly ideal for commercial and 

residential spaces. 

www.hagerco.com

PREMIUM PRODUCT MIX

Security Lock Distributors is pleased to announce the 

addition of BEST Access Systems, Precision Hardware 

and Stanley Door Closers to our premium product mix. Our 

core stocking principles have been applied to these brands 

as we maintain all finishes, functions, designs, lengths, 

voltages and electronic options in stock and in depth.

www.seclock.com

NARROW BACKSET  
ELECTRIFIED MORTISE LOCK 

Accurate Lock and Hardware is 

pleased to offer an electrified mortise 

lock ideal for narrow stile doors. Offered 

as a special-order item, this 24V DC  

fail-secure lock is available in 1¾", 2" 

or 2¼" backset. For details, please 

visit www.accuratelockandhardware.

com/8859EU.html, sales@

accuratelockandhardware.com,  

or call 203/348-8865.

www.accuratelockandhardware.com

http://www.zerointernational.com
http://www.hagerco.com
http://www.accuratelockandhardware.com/8859EU.html
http://www.accuratelockandhardware.com/8859EU.html
mailto:sales@accuratelockandhardware.com
mailto:sales@accuratelockandhardware.com
http://www.accuratelockandhardware.com
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A  P u b l i c A t i o n  o f  t h e  D o o r  A n D  h A r D w A r e  i n s t i t u t e

D&H explores how biM enhances project 
collaboration, why education is key for systems 
integrators and what trends are emerging in 
the security channel of the industry.

T h i s  M o n T h

A c c e s s  c o n t r o l  A n d  s e c u r i t y

March 2013
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ECOFLEX™ ELECTRIFIED MORTISE LOCKS

Ecoflex™ electrified mortise locks 

from ASSA ABLOY Group brands 

CORBIN RUSSWIN and SARGENT 

reduce energy consumption up to 

96%. Ecoflex offers an efficient, 

flexible and dependable locking 

solution, with a common lock for  

12 – 24V applications, which can 

easily be field configured to fail-safe 

or fail-secure operation.

www.intelligentopenings.com/Ecoflex 

PRODUCT SHOWCASE

Do you have a new product, service or 

catalog to showcase? You can reach 

industry stakeholders interested in your 

nonresidential doors and hardware 

products. It’s as easy as 1-2-3, and it’s 

affordable, too! This special 4-color ad 

section is available six times per year.  

The next opportunity is with the 

September issue of D&H. Schedule your 

placement TODAY.

www.dhi.org/advertising

OMNIA MORTISE LOCKSETS FOR APARTMENT ENTRANCES

OMNIA’s UL-listed, fire-rated mortise locksets have 

been specified for apartment entrances on countless 

high-rise residential projects worldwide. Multiple 

functions are offered for optimal security, and a wide 

assortment of lever designs is available. OMNIA also 

offers tubular latchsets for interior doors. 

www.omniaindustries.com

IN STOCK AND READY

Top Notch Distributors is now the authorized 

national wholesale distributor of Stanley’s 

BEST Access Systems. We have product in 

stock and ready for immediate delivery! 

www.topnotchinc.com

UNIVERSAL HIGH-SECURITY ACCESS CONTROL

SDC’s 55 UniFLEX® Series Electric Strikes for installation in hollow 

metal frames come with a choice of interchangeable application 

faceplates to eliminate the need for centerline relocation, perfect 

for new or retrofit (existing ANSI 47⁄8" strike prep) and compatible 

with any access control.

www.sdcsecurity.com

INTRODUCING SECURITYSEARCH!

Security Lock Distributors is proud to announce the 

launch of a new Web application, named SecuritySearch™. 

This online tool digitally aggregates all industry price 

books and catalogs into one centralized platform. 

Customers simply enter any term, and the tool will bring 

back all relevant search results for that query. There is also 

a variety of embedded functionalities that allow customers 

to be more efficient in specifying and sourcing door 

security hardware and accessories.

www.seclock.com/securitysearch

http://www.omniaindustries.com
http://www.sdcsecurity.com
http://www.seclock.com/securitysearch
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What Is a Solid Core Door, and  
What Type Is Best for My Installation?

OLID CORE DOORS ARE USED FOR 
various applications, ranging from architec-
tural, to commercial, to even residential. Not 

all residential solid core doors are exterior or entry 
doors. In many cases, people prefer to have solid 
core interior doors due to the sound dampening 
and insulating qualities that a normal interior 
hollow core door does not provide. 

The term solid core is just what it states: a solid 
core, but it is a generic statement in itself, as solid core 
can refer to many different types of cores. Usually a 
solid core door is defined as any door that does not 
have a hollow core. Further, hollow core doors are 
actually not hollow but have a cardboard-type core 
laid out in a honeycomb or grid-type configuration. 
Some may even have a foam core that can also be 
found in hollow metal doors.

All manufacturers construct a typical door in the 
same manner, with the core being the base that is 
framed with rails at the top and bottom and two 
or more vertical stiles that make up the standard 
sub-door. Included in this standard sub-door 
configuration may be additional rails and stiles 
or other interior blocking for hardware or other 
surface-applied products. 

There are two typical methods for building this 
sub-door:

■ A loose lay method, in which the core, stiles 
and rails are run through a glue spreader so 
that the glue is applied only to the surface that 
is to receive the door skin. Each component 
is placed in its prospective location, and the 
door skins are laid on the glued surface with 
the backer side down on both sides. This can 
be repeated to produce up to 40 doors at a time 
before being pressed. 

■ The other method actually bonds or glues the 
stiles and rails to the core, and the core is cured in 
a machine before it is sanded and/or planed. After 

sanding the bonded core to the correct thickness, 
the sub-door is run through a spreader. The door 
skins are glued to the core, then placed in the press 
in the same method as the loose lay, or individu-
ally, depending on the manufacturer’s method. 

The latter of the two is the preferred method 
for most architectural-grade doors and provides a 
durable product for heavy and extra-heavy usage. 
Most commercial and architectural-grade doors 
are required by the specifications to meet the 
minimum industry standards as set by associations 
dedicated to assuring that all products meet those 
minimum specifications, such as the Window and 
Door Manufacturers Association (WDMA).

Core Types for Solid Core Doors
Particle Core (PC) – The particle core is the most 
common type of solid core product, which is 
produced from a coarse sawdust material that is 
denser at the surface than at the center. This type 
of construction creates a better surface for sanding 
and bonding the door skin without telegraphing. 
Telegraphing is a defect caused by the outline and/
or surface irregularities such as frame parts, core 
laps, voids, etc., that is visible through the face 
veneers. It also provides a better screw-holding 
capability than does the less dense inner part of the 
core. Particle core has many uses in several indus-
tries, but for the sake of door usage, the two most 
commonly specified are LD-1 and LD-2 cores. 

Both LD-1 and LD-2 particle cores must comply 
with the American National Standards Institute 
(ANSI) a208.1 standard. LD-1 is the most common 
and widely used of the two and has a density 
factor of 28 lbs/ft. LD-2 particle core has a density 
factor of 32 lbs/ft and is specified for extreme heavy 
usage applications or for eliminating the need for 
hardware blocking that is recommended for most 
LD-1 particle core doors. LD-2 particle core must be 

S
By Theresa Nuqui
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specified, or most door manufacturers will supply 
LD-1 by default when particle core can be provided 
to meet other criteria for door construction. 

For example, LEED (Leadership in Energy 
and Environmental Design) is currently in high 
demand. Particle core can be specified to meet 
some of the requirements for certain types of 
LEED credits. Both pre- and post-consumer 
recycled content are covered, as well as No 
Added Formaldehyde (NAF) or No Added Urea 
Formaldehyde (NAUF). Certified forest (FSC)  
products are also available for LEED credits if 
specified—but with an added cost, of course. 

Staved Lumber Core (SLC) – Sometimes referred to 
as Wood Core (WC), this type of core has been avail-
able to the industry for several years and is produced 
from small blocks of wood (typically pine) that are 
butt-jointed and glued together so that each row and 
column are offset to the adjacent row and column. 
Each block of wood must maintain a specific dimen-

sional tolerance before it can be constructed into a 
solid core. This core is used more for an exterior-type 
application and can also meet some of the same LEED 
criteria as the particle core if specified, with the excep-
tion of recycled content. This type of core does not 
require additional blocking due to the density factor.

Structural Composite Lumber Core (SCLC) –  
This type of core was introduced to the market just a 
few years ago. It is produced from flakes or large chips 
of wood layered in a random orientation from one to 
the next. It is then pressed together to achieve a strong 
and stable finished product. These cores are used 
in several applications, including but not limited to 
exterior doors and doors that require a full vision lite 
or glazed panel or where a high usage application is 
specified. Most manufacturers will substitute a particle 
core for this type of core to maintain the warranty for 
any one of the issues mentioned previously. This core 
can be specified to meet some of the LEED require-
ments and does not require any interior blocking.

Top and Bottom Horizontal Edge: 11⁄8" minimum solid wood  

or structural composite lumber, one piece, laminated or LVL

Vertical Edge: ¾" minimum matching hardwood outer stile;  
7⁄8" minimum finger-jointed, composite or LVL inner stile

Core: Particle board, ANSI A208, 1, grade LD-1 or LD-2  

(LD-2 requires no additional blocking.)

Core/Edge Interface: Stiles and rails are high-frequency 

bonded to core, and core assembly is sanded prior to 

application of cross band and veneer.

Crossband: 2-ply edge-glued hardwood or one-piece HDF

Faces: Selected hardwoods minimum 1⁄50", grades A, AA, and 

high-pressure laminate, medium density overlay or hardboard. 

High-pressure laminate 0.050" direct to core, 0.050" with cross 

band or 0.125".

Inside a Solid Core Door

llustration courtesy of Vancouver Door Company
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Agri-Fiber Core (AC) – This kind of core is similar to 
particle cores in appearance. The base material for this 
core is wheat or rice that can be combined with other 
fiber-type materials. These are typically specified for 
their environmental or “green” qualities for LEED 
projects. They are a Rapidly Renewable material, not a 
forest product.

Mineral Core (MC) – Mineral cores are produced by a 
limited number of manufacturers, and the materials 
used to make them are proprietary to those manufac-
turers. They are used in wood doors requiring a fire 
rating of 45 to 90 minutes. Blocking with a denser mate-
rial similar to the core for attaching hardware is highly 
recommended for this type of product. 

Sound Transmission Loss Core (STC) – STC cores are 
engineered specific to the ratings for which they are 
specified. Each STC-rated core may be constructed 
differently to achieve the rating it is tested for and is 
also proprietary to each manufacturer.

Bullet-Resistant Core (BR) – This type of core can vary 
in thickness, which gives it a particular ballistic rating, 
and is usually sandwiched between two thinner pieces 
of different core types (usually particle core) to get the 
overall door thickness specified—i.e., 1¾ inch.

Lead-Lined or X-Ray – There are variable construction 
types that can use the cores outlined in this article to 
provide certain qualities such as lead-lined or x-ray 
doors and electro-shielding, but just about all doors 
produced will use one of these cores.

Regardless of the type of door—single or pair, sliding 
door, pivot door, dutch door, wicket door, etc.—the door 
construction or configuration type must be specified 
so that it can be constructed in one of the methods 
discussed in this article with the proper core and fram-
ing system for the type of door that is required.

As you can see, there are several cores to choose from. 
This information is a general guide to help you choose 
the correct door core for your upcoming projects or 
door replacement.  

About the Author: Theresa Nuqui is sales manager at Vancouver Door 
Company. She can be reached at tnuqui@vancouverdoorco.com.
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p r o f i t  I m p r o v e m e n t  R e p o r t

ONE OF THE NEVER-ENDING CHALLENGES in improving profit-
ability is that there is a great deal of uncertainty within many firms as to 
what sorts of actions should receive the most attention. This uncertainty 
is seen most clearly when trying to determine the relative importance of 
sales growth versus expense management.

The sales-versus-expense issue is exacerbated by the fact that sales 
growth has great public relations, while expense control has the world’s 
worst PR. For most managers, sales growth is what is right and good, 
while expense control is considered inherently evil, at least until sales 
start to fall. 

This report attempts to provide a non-emotional perspective regarding 
the degree to which sales growth and expense control should be empha-
sized in the firm. It will do so by considering two different aspects of the 
“what to work on” issue: 

■ �The Profit Impact of Sales and Expenses: An examination of the rela-
tive impact of changes in sales and expenses

■ �Integrating Sales and Expenses:�Suggestions for establishing a 
unified approach to profit improvement for the firm

Sales versus Expenses:  
The Ongoing Civil War

By Dr. Albert D. Bates

Photo credit: © Simon Greig | Dreamstime.com
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The Profit Impact of Sales and Expenses
The first step in reconciling sales and expenses is 

to look dispassionately at the impact of each of these 
factors on bottom-line results. Exhibit 1 does this for the 
typical DHI distributor based on the latest Profit Report. 
It is important to note from the outset that the exhibit 
examines how profit might have been different this year 
under alternative scenarios.

As can be seen in the first column of numbers, the 
typical firm generates $12,500,000 in sales, operates on 
a gross margin of 30.0% of sales, and produces a bottom 
line profit of 1.4 percent of sales, or $175,000.

Since the analysis is being conducted for this year, 
it is important to break expenses out into their fixed 
and variable components. Fixed expenses are overhead 
expenses that will not change during this year unless 
the firm takes a specific action to change them. For 
example, hiring an additional office employee would 
increase the firm’s fixed expenses. 

Variable expenses are those that will change automat-
ically along with sales during the year. Items such as 
sales commissions and bad debts fall into this category. 
They tend to be a relatively consistent percentage of 
sales.

Fixed expenses for this typical DHI firm are assumed 
to be $2,825,000, while variable expenses are 6 percent 
of sales. These, of course, are estimates. They represent 
a serviceable approximation for all DHI members. None 
of the conclusions of the analysis will be changed if the 
estimates are off a little.

The last two columns of numbers look at the profit 
implications of either increasing sales or decreasing total 
expenses. In both instances, the improvement factor is 
5 percent—that is, sales are increased by 5 percent, or 
expenses are decreased by the same exact 5 percent.

With a 5 percent sales increase, the first three lines on 
the income statement—sales, cost of goods sold and gross 
margin—all increase by 5 percent. Since the analysis 
focuses on this year, the fixed expenses remain the same. 
Variable expenses increase along with sales and continue 
to be 6 percent of the sales volume. The impact is a profit 
improvement of 85.7 percent, from $175,000 to $325,000.

In the last column of numbers, net sales, cost of goods 
sold and gross margin remain constant. Instead of a 
sales increase, total expenses are reduced by 5 percent. 
Note that total expenses are reduced, including both 
fixed and variable. This means that no line items are 
sacrosanct, including commission rates paid.

Exhibit 1: The Impact of 5.0% Sales and Expense  
Improvements for the Typical DHI Member

5.0% Improvement

Income Statement  $ Current Results Net Sales Total Expenses

Net Sales $12,500,000 $13,125,0000 $12,500,000

Cost of Goods Sold 8,750,000 9,187,500 8,750,000

Gross Margin 3,750,000 3,937,500 3,750,000

Expenses

   Fixed Expenses 2,825,000 2,825,000 2,683,750

   Variable Expenses 750,000 787,500 712,500

Total Expenses 3,575,000 3,612,500 3,396,250

Profit Before Taxes $175,000 $325,000 $353,750

Income Statement   %

Net Sales 100.0 100.0 100.0

Cost of Goods Sold 70.0 70.0 70.0

Gross Margin 30.0 30.0 30.0

Expenses

   Fixed Expenses 22.6 21.5 21.5

   Variable Expenses 6.0 6.0 5.7

Total Expenses 28.6 27.5 27.2

Profit Before Taxes 1.4 2.5 2.8
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As can be seen, an expense reduction of 5 percent 
drives profit up slightly more than a sales increase of 
the same magnitude. Specifically, profit increases from 
the $175,000 figure to $353,750, an increase of 102.1 
percent. 

This set of economics represents a truism for manag-
ers in all situations. Expense cuts will always produce 
greater increases in profits than sales increases of the 
same magnitude. Always is a fairly strong word. The 
hard, cold profit analysis says nothing about the ease of 
making the changes or management’s enthusiasm for 
doing so. Still, more is more.

Integrating Sales and Expenses
To reiterate, expense control will always have a bigger 

“bang for the buck” than will increasing sales. At the 
same time, sales growth will always warm the cockles 
of a manager’s heart much more than expense control. 
The challenge is to find approaches that balance both 
sides of the impact-versus-enthusiasm argument. Four 
such approaches are important.

Positioning Productivity Properly –�For a lot of manag-
ers, productivity is the silver bullet for controlling 
costs. The idea is to maintain sales growth and allow 
new technology to deal with the costs issues. This is a 
dangerous perspective.

Indeed, every firm must stay on top of new technology 
to enhance productivity. However, every firm also must be 
aware that in the long term, such enhancements will not 
solve the expense challenges and may not even diminish 
them significantly. 

To use professorial language, technology is a neces-
sary—but not sufficient—vehicle for controlling costs. 
Each and every firm that fails to stay on top of technol-
ogy will be at an expense disadvantage vis-à-vis its 
competition. However, such an investment will only 

allow the firm to maintain cost parity versus the compe-
tition. The motto should be invest steadily, but continue 
to look beyond new technology.

Order Economics –�Distributors in every line of trade 
continue to do too much work. Of greatest significance, 
they process too many small orders, which are inher-
ently uneconomical. Every possible effort has to be 
made to put more lines on every order and increase the 
order line value. 

Even a small change to the average order value has 
significant cost implications for the firm. If done prop-
erly—more aggressive add-on selling and increasing 
the firm’s in-stock position—sales will increase on the 
same overall workload. In other terms, sales are up a lot, 
while expenses are up a little.

Service Profile – There has been something of a rush in 
recent years to pile on additional services to strengthen 
customer support. Some of those services are extremely 
beneficial. Others are blatantly redundant.

The key for management is to line up the firm’s 
service profile with the factors that customers truly 
think are important. Eliminating redundant services is 
actually going forward, not backward.

Re-Thinking the Customer Set – All customers are not 
created equally. Some are wonderful to work with; some 
are terrible. From an economic perspective, only a small 
sub-set of customers are truly profitable for the distribu-
tor. It is essential to focus on customer profitability as a 
management responsibility.

Moving Forward
Distributors must balance sales and expenses. The 

traditional either/or thinking must be modified to reflect 
the opportunities to increase sales and control expenses 
simultaneously. The profit implications of such actions 
are substantial. Alas, achieving the profit potential 
requires new thinking by management. 

About the Author: Dr. Albert D. Bates is founder and president of  
Profit Planning Group. The company recently released Profit Is Everybody’s 
Business, a DVD-based training program to ensure that all employees 
understand what drives profit.

©2014 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.

Distributor Corporate Members

If you haven’t already submitted your 2014 Profit Survey, 
there is still time!  Contact Membership@dhi.org to 
request your copy of the survey or for details about the 
Profit Improvement Report and the Profit TookKit—
invaluable benefits of your corporate membership.
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DECODED:

From the well-known blog 

idighardware.com,  

Lori Greene brings some 

much-needed clarity to 

codes.

Use Groups and 
Occupancy Classifications

BY LORI GREENE, AHC/CDC, FDAI, FDHI, CCPR

HEN I’M WORKING THROUGH A CODE QUESTION, THE FIRST THING 
to determine is which code I should be referencing. If it’s a project in 
the design or construction phase, it’s typically the building code that 

was in effect when the building permit was granted. In most states, the building 
code is an edition of the International Building Code (IBC), often with state modifica-
tions. If the question is regarding an existing building, the prevailing code typically 
is the fire code for the project’s location—possibly NFPA 1 (which references NFPA 
101, Life Safety Code) or the International Fire Code (IFC). 

Sometimes my question is more specific and requires the use of a referenced stan-
dard, but I still start with the building code or fire code to find out which edition of 
the standard has been adopted. Referencing the wrong edition of a code or standard 
can result in incorrect information, as the code requirements may change from one 
edition to the next.

The next thing I consider is the use group or occupancy classification for the 
building or space where the door opening is located. In Chapter 3, the IBC defines 
each “use group,” and NFPA 101’s Chapter 6 describes each “classification of occu-
pancy.” Both terms describe how the building or a portion of the building will be 
used, and each of these codes contains requirements specific to certain uses. 

For example, the egress and fire protection requirements of an Educational occu-
pancy that would typically be occupied by a large number of children is different 
from the requirements of a Health Care occupancy where occupants may be inca-
pable of self-preservation.

The IBC includes the following use groups, many of which are divided into 
subgroups. In some cases, the subgroups are classified in order from highest hazard 
to lowest, although this is not the case for every occupancy type.

 ■ Assembly: Groups A-1, A-2, A-3, A-4, A-5
 ■ Business: Group B
 ■ Educational: Group E
 ■ Factory and Industrial: Groups F-1, F-2
 ■ High Hazard: Groups H-1, H-2, H-3, H-4, H-5
 ■ Institutional: Groups I-1, I-2, I-3, I-4
 ■ Mercantile: Group M
 ■ Residential: Groups R-1, R-2, R-3, R-4
 ■ Storage: Groups S-1, S-2
 ■ Utility and Miscellaneous: Group U

NFPA 101 defines the following classifications of occupancy and includes detailed 
requirements for each occupancy type in Chapters 12-42. Examples of each occu-

W
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pancy classification can be found in 
Annex A of NFPA 101.

 ■ Assembly
 ■ Educational
 ■ Day-Care
 ■ Health Care
 ■ Ambulatory Health Care
 ■ Detention and Correctional
 ■ Residential
 ■ Residential Board and Care
 ■ Mercantile
 ■ Business
 ■ Industrial
 ■ Storage

When two or more occupancies 
are present in the same building, 
the code requirements for each type 
must be addressed, depending on 
the building’s floor plan. NFPA 
101 defines two types of Multiple 
occupancies. A Mixed occupancy 
is where occupancies are intermin-
gled, and the most restrictive fire 
and life safety requirements apply 
to the whole building. A Separated 
occupancy is where two or more 
occupancies exist, and the occupan-
cies are separated by fire-resistance-
rated assemblies; in that case, each 
part of the building is treated as the 
applicable occupancy classification.

NFPA 101 also classifies the level 
of hazard presented by the contents 
of a building as either low hazard 
(unlikely to sustain fire), ordinary 
hazard (expected to burn with some 
rapidity or to create a substantial 
amount of smoke), or high hazard 
(likely to burn rapidly or explode). 
The vast majority of buildings are 
considered to have ordinary hazard 
contents.

You should understand which 
occupancy classification applies to 
your project because the require-
ments often vary by occupancy. For 
example:

 ■ Panic hardware is required for 
egress doors that lock or latch 

when serving a certain occupant 
load (50 occupants for recent edi-
tions of the IBC, 100 occupants for 
NFPA 101). However, this require-
ment only applies to Assembly 
and Educational Occupancies 
(and Day-Care per NFPA 101). 
Panic hardware is also required 
for High Hazard occupancies. 
Other occupancies are not usu-
ally required to have panic hard-
ware even if they have a high 
occupant load. For example, 
panic hardware is not typically 
required by these codes for a 
retail store because that would be 
a Mercantile occupancy. 

 ■ Delayed egress locks are not 
allowed by the IBC on doors 
serving Assembly, Educational, 
or High Hazard use groups. 
NFPA 101 has varying limita-
tions on the use of delayed 
egress locks, depending on 
the occupancy classification. 
In Assembly occupancies, for 
example, delayed egress locks 
may be used on doors other 
than the main entrance door. 
(Consult the pertinent occu-
pancy chapter in NFPA 101 for 
other limitations.)

 ■ Residential dwelling units are 
typically allowed to have a 
latchset and a separate security 
device (deadbolt, door guard, 
security chain), which would 
require two motions to unlatch, 
as long as no key, tool, or special 
knowledge or effort is required. 
For means of egress doors in 
almost all other occupancies, one 
operation must unlatch the door.

It can sometimes be difficult to 
determine the correct occupancy, 
so the applicable code must be 
consulted. The same building may 
be considered different occupancy 
types by the IBC and NFPA 101, or a 

space may change functions based 
on the occupant load:

 ■ According to NFPA 101, a college 
classroom building is a Business 
occupancy, but if a college class-
room holds 50 occupants or more, 
it is an Assembly occupancy.

 ■ Ambulatory health care facili-
ties must comply with the 
requirements for Ambulatory 
Health Care occupancies in 
addition to the requirements for 
Business occupancies. 

 ■ Child daycare centers are con-
sidered Day-Care occupancies 
per NFPA 101, but they may be 
Group I (Institutional) or Group 
E (Educational) per the IBC.

 ■ A training room within an 
office building is not considered 
an Assembly use group by the 
IBC unless it has an occupant 
load of 50 or more or is over 750 
square feet in area.

 ■ NFPA 101’s Health Care, Board 
& Care, and Detention & 
Correctional are all I (Institutional) 
use groups per the IBC.

After determining the relevant code, 
be sure to identify the occupancy 
classification(s) or use group(s) that 
apply to the project in question before 
attempting to apply the code require-
ments. This information is usually 
available from the architect, since 
there are many aspects of a building’s 
design and construction that are based 
on the occupancy type. Consult state 
and local codes for information perti-
nent to your project’s jurisdiction, as 
requirements may vary. As always, the 
Authority Having Jurisdiction (AHJ) 
has the final say in matters of code 
compliance.  

About the Author: Lori Greene, AHC/CDC, 
FDAI, FDHI, CCPR, is the manager of codes and 
resources for Allegion. She can be reached 
at Lori.Greene@allegion.com or online at 
iDigHardware.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 Denise Gable at  
dgable@dhi.org, or mail them to Denise Gable, 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

The computer revolution has led to many changes in our society. One of my favorites has been the 
proliferation of well-designed signs. Almost anyone with access to a printer can craft an important message and display it neatly.

Sometimes these signs are effective, illuminating, well-written and expertly executed. Other times they lead to head-scratching and 
shouts of “What were they thinking?”

Here are a few examples of both. Sometimes signage aids in ensuring clear paths in the means of egress. Other times they illustrate 
how far we still have to go to educate the public about life safety codes.

By Mark BergerI Saw the Sign

1. Good “Do Not Block” Sign

I have included multiple pictures in the past with 
shopping carts, bicycles and other items blocking 
exit doors. Sometimes there were signs, other 
times not. This great sign not only has simple words 
explaining what should be done, the illustration 
adds easy understanding of the importance of 
keeping exits clear.

2. High Voltage

In the old days, just saying there was up to 460 
volts would have been enough to tell anyone 
to keep out of this space. Now we add multiple 
disclaimers and a warning as to what could 
happen if you open the door. The “Do Not 
Block” sign seems like a quaint afterthought. 

3. Polite Sign

We all love it when people say “please” and  
“thank you.”

4. I Repeat

Looks like someone entered “2” in the quantity field when they printed 
their “Do Not Open The Door” sign. I’ll certainly take a meaningless 
sign over illegal slide bolts on a door any day of the week, but I’d much 
prefer removing the obstacles from in front of the door.

3

4

1 2
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The images shown here are not intended to reflect upon any specific manufacturer or products, but are intended 
to help build awareness around the everyday code violations that occur in buildings over time, despite our 
members’ best efforts to provide solutions to secure the life safety and security of the building occupants.

5.  Nice Door  
Alarm Signage

These guys thought of everything. 
What attention to detail. Look 
at the sign leading to the fire 
extinguisher. Well done!

6. Ornamental Door

This one is a bit overdone. Notice 
the intercom next to the door. 
Where are you supposed to go 
while waiting to get buzzed in?

7.  Stop and Smell 
the Coffee

This is the equivalent of the 
cheeky airline attendant with 
her cute and amusing safety 
announcement. This totally 
legal exit also doubles as a 
billboard. But it is also brutally 
honest. Read all the writing 
on the door on the right.

8. Uh Oh

Stating the obvious. The padlocked 
slide bolt really brings home the sign’s 

statement that “This Door is Closed.” 
But instead of putting up signs, let’s 

remove the slide bolts and restore the 
exit to full functionality.

6

7

8

5

 



 c o r p o r a t e  a c c e s s
s h e l f  l i f e

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

By Jason Bader

How to Gain the Trust of Your Sales Team

48 DOORS & HARDWARE £ JULY 2014

T 
RANSITIONING FROM  
a branch manager-based 
purchasing scheme to a 

centralized purchasing model is 
never an easy project. The inventory 
manger has a difficult challenge. 
On the one hand, he is being pres-
sured from the financial side of the 
company to reduce inventory and 
increase turns. On the other hand, 
he must stock enough of the right 
product to satisfy the customer to a 
high degree. 

Unfortunately, the two are not 
mutually exclusive. The financial 
side must support strategic inven-
tory increases in order to shore up 
customer service levels, but more 
importantly, the sales team must 
feel like the inventory manager has 
their best interests at heart. Gaining 
this trust is a critical step in any 
inventory optimization plan. 

The Great Divide  
Between Sales and Purchasing

The great divide between sales 
and purchasing comes down to 
perspective. From the sales perspec-
tive, the question is, “Why can’t you 
just buy what I sell?” The purchas-
ing camp comes from an opposing 
viewpoint: “Why can’t you just 

sell what I buy?” This is the classic 
chicken or egg argument. Neither 
is right—although many a meeting 
has been held trying to convince the 
logic behind each argument. Since 
the sales arguments tend to be more 
emotionally based, I believe that the 
only way the purchasing side can 
bring resolution is through the reli-
ance on data. 

I was recently reviewing a score-
card one of my private clients had 
created. In this scorecard, there 
were a couple of really solid metrics 
relating to inventory turns and 
customer service levels. I am a firm 
believer in building these types of 
scorecards so that both sales and 
operational teams can chart their 
progress. This type of documenta-
tion goes far beyond taking the 
company temperature by revenue 
levels. As I helped the owner 
get down to his root priorities, I 
started to realize that the inventory 
management team was going to 
have to come up with some fairly 
strategic moves in order to meet 
expectations.

I reached out to the gentlemen 
charged with correcting the inven-
tory levels and offered some advice 
on how to make the necessary 

improvements. Both of them are 
versed in making system changes, 
but they were a little stuck on where 
to begin. Remember, the job is about 
balance and not tipping the scales to 
one side or the other. However, what 
I shared with these folks is that the 
balance could only be achieved once 
they convinced the owner that the 
sales side would no longer be jeop-
ardized. In order to gain trust, they 
had to start with eliminating stock 
outs and back orders. 

Strategic investments in inventory 
levels will take care of a back order 
problem. Buy more, and you will 
not stock out. Seems easy enough, 
doesn’t it? Unfortunately, money 
doesn’t grow on trees. And neither 
do lines of credit. 

Getting the Best  
Bang for Your Buck

Since we do not have the luxury of 
infinite resources, we need to invest 
our cash in the products that give 
us the best bang on the customer 
service buck. These will be the high-
hit—not to be confused with high 
unit sales—items. Those of you who 
have been reading my articles over 
the years know where I am going 
with this. Your highest hit items are 
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the ones that your customers—and 
incidentally the sales team—care the 
most about. These are the items that 
you simply should not run out of. 
When you do, the credibility of the 
inventory manager is shot. 

To make headway, the inven-
tory managers had to focus their 
attention on the top 100 hit items in 
each branch location. Just to clarify, 
these were the top 100 items by 
appearance on customer orders in 
the last 12 months. For those of you 
with multiple locations, you know 
that these top 100 items will not be 
uniform across the board. Part of 

the scorecard tracked the number of 
stock-out days in the top 100 items. 

Remember, these items have the 
greatest number of transactions in 
the location, so even one day without 
inventory could be fairly significant. 
Ideally, you want to drop the number 
of stock-out days to zero for these 
critical items, but that may not be 
possible. Our goal was to drop it 
below five on a consistent basis. If we 
could do that, the sales team would 
start believing that purchasing was 
coming around to the “buying what 
we sell” point of view. 

Cleaning up days out of stock can 
be done several different ways in 
the system. My favorite remedy is 
simply to bump up the safety stock 
percentage to 100 percent on these 
items. What this means is that we 
will be creating a layer of safety 
stock equal to the average units sold 
during the lead time. If your system 
requires you to put in days of safety, 
then you need to put in a number 

equal to the average lead time. 
In some systems, a user can put in 

a protected quantity. This is similar 
to a Min in a Min/Max replenish-
ment method. All of these tactics 
will increase the inventory levels on 
the top 100 items and significantly 
reduce the number of back orders. 
Plus, it will make the sales team 
happy—a scenario that is a feather 
in the inventory management cap. 

Finding the Balance
My consulting practice tends 

to run in themes. The topic of 
the moment seems to be finding 

balance. Fresh off a coaching session 
with my current client, I sat down 
with a prospect challenged with 
multiple locations. The owners of 
the organization had charged my 
prospect with more effectively 
managing their inventory asset. In 
addition, the company wanted to 
move away from branch-directed 
replenishment and create a more 
efficient central purchasing team. 
As I looked over a massive spread-
sheet detailing turns and customer 
service percentages, it dawned on 
me that the key to a successful tran-
sition was all about gaining trust 
with the branch managers. 

When a company moves to 
centralized purchasing, branch 
managers relinquish the power 
to handle the needs of their local 
customer base. Since most branch 
managers are sales driven, this is 
not a comfortable set of circum-
stances. Most of them can see the 
logic in a centralized scheme, but 

there is still the fear that their 
customers are too far away from the 
person pulling the replenishment 
trigger. If the company wants to 
make a smooth transition, they can’t 
overlook this fear. 

Similar to the previous example, 
the new central purchasing team 
must prioritize customer service 
(order lines filled complete) over 
inventory turns in the short term. If 
the new team goes charging down 
the inventory reduction trail first, 
the branch managers will rebel. 
Remember, they are looking for 
this little experiment to fail. Branch 
managers who do not feel that they 
have the inventory necessary to take 
care of their local customers will fix 
the problem—and it will cost you 
plenty. 

Once the inventory manage-
ment team has gained a modicum 
of trust, through shoring up the 
investment in high-hit items, they 
can start doing the real work of 
right-sizing the inventory. Like it 
or not, the sales teams will have to 
become allies in the liquidation of 
unnecessary stock. They have to 
believe that the inventory manag-
ers are going down the right path, 
or they will thwart the best laid 
plans—especially when it comes to 
stock versus non-stock elections. 

Strategic reductions in inventory 
will improve the turns without 
jeopardizing customer service. I 
know it, and you know it, but you 
must earn the trust before you can 
implement it. As always, I am here 
to help.  

About the Author: Jason Bader is the owner 
of The Distribution Team, a firm specializing in 
helping distributors become more profitable 
through strategic planning and operating 
efficiencies. He is a regular speaker at industry 
events and coaches distribution companies. He 
can be reached at Jason@Distributionteam.com.

When a company moves to centralized purchasing, 

branch managers relinquish the power to handle 

the needs of their local customer base.

mailto:Jason@Distributionteam.com
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PEOPLE

Bud Park and John Frazer join  
Tillicum Agencies, Inc.

Bud Park, 
formerly with 
ASSA ABLOY 
Canada DSS, 
joins Tillicum 
Agencies, 
Inc. as vice 
president and 
co-owner.

Park has 18 
years of experi-
ence in the 
security and 
electromechan-
ical hardware 
market. Tillicum 
Agencies, Inc. 
has a 17-year 
history of 
excellence as 
a manufactur-

ing representative, with 12 employees 
and three offices located in Port Moody, 
Calgary and Edmonton. Tillicum currently 
represents multiple ASSA ABLOY brands 
in British Columbia and Alberta. Park will 
continue to expand and develop ASSA 
ABLOY intelligent openings solutions 
with Tillicum and will add supporting 
brands to Tillicum’s line card.

Tillicum Agencies, Inc. also welcomes 
John Frazer, formerly with RCI, as its new 
general manager. Frazer was formerly 
western regional sales manager for RCI 
and brings more than 30 years of experi-
ence in both the architectural hardware 
market and security industry.  

For additional information, please go to 
www.tillicumagencies.com.

PRODUCTS

PDQ Introduces  
New Orlando Lever 
and  
New Mortise Lock 
Status Indicators

The new Orlando 
lever from PDQ is 
offered for both 

mortise and cylindrical locks in a wide 
array of installations.

All Orlando levers comply with ADA 
(Americans with Disabilities Act) and 
ICC/ANSI 117.1, Accessible and Usable 
Buildings. The JW wide escutcheon trim 
complies with Unified Facilities Guide 
Specification 08 71 00 (August 2008). 
Buyers may choose Orlando levers with 
effective antimicrobial coatings.

A limited warranty covers every Orlando 
lever. MR1 Extra Heavy Duty Series and SD 
Commercial Series levers meet require-
ments of the Buy American Act. 

New mortise lock 
status indicators 
from PDQ provide 
an ideal solution 
in any installation 
requiring enhanced 
security and privacy. 
The indicators are 

available with six locking functions. The 
functions with the “Locked/Unlocked” 
indicator are intruder with deadbolt with 
deadlatch (ANSI F34 = PDQMR257) and 
dormitory (ANSI F33 = PDQ259). The  
functions with the “Vacant/Occupied”  

indicator are faculty/restroom with 
deadbolt (No ANSI, PDQ MR260), privacy 
(ANSI F22 = PDQ MR276), privacy with 
deadbolt (ANSI F02 = PDQ MR278), and 
privacy with deadbolt with egress (ANSI 
F19 = PDQ MR279).

Standard finish for all indicators is 630 
(US32D) stainless steel. Other finishes 
are available. For more information, call 
800/441-9692.

Adams Rite Launches TRUE Wood Door
Adams Rite, an ASSA ABLOY Group 
company, launches the TRUE Wood door 
series, the first and only integrated full 
wood door system with inset hardware. 

The D3976 RITE Door fire-rated con-
cealed vertical rod exit device features a 
top-latching mechanism that interlocks the 
door to the frame, as well as a clean design, 
with just a ¾-inch projection when inset in 
the door. The top rod design makes instal-
lation and preparation simple and reduces 
lifetime maintenance on the door. 

Bud Park

John Frazer

http://www.tillicumagencies.com
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The TRUE Wood door is available in 
several types: the GPD-EC 5-ply engi-
neered composite lumber core for non-
rated and 20-minute ratings, and the 
GPD-FD 5-ply fire core with fire ratings 
ranging from 45 to 90 minutes. All of the 
TRUE Wood doors are available in a wide 
variety of vertical and horizontal grain 
patterns and may contribute to the fol-
lowing four LEED 3.0 credits: MR4, MR5, 
MR7 and IEQ 4.4. To learn more about  
The RITE Door, visit www.ritedoor.com.

JL Industries 
Introduces the 
First Sound-
Rated Access 
Panel for  
STC-Rated Walls

Until now, there have been no sound-
rated access panels tested and rated to 
maintain the STC value desired in a wall. 
JL Industries has developed and tested a 
new access panel with an STC rating up 
to 47 for use in sound-rated wall assem-
blies. The patent-pending STC series can 
provide sound isolation wherever access 
to critical building components in walls 
is needed, meeting the sound-isolation 
requirements for schools, Group R occu-
pancies and healthcare facilities. 

The STC panels have been independently 
tested by Intertek to maintain an STC value 
up to 47 in accordance with ASTM E90-09 
for sound transmission loss of building 
partitions. These access doors are classified 
in accordance with ASTM E413-10 (rating 
sound insulation of partitions) and E1332-
10a (outdoor/indoor sound attenuation). 

Featuring a proprietary sound-block-
ing assembly and continuous gasketing, 

the STC panels are available in sizes from 
12"x12" to 24"x36". For more informa-
tion on the STC sound-rated access 
panel, email customer service at sales@
activarcpg.com or visit www.activarcpg.
com-jlindustries.

CRL-U.S. Aluminum Expands Commercial 
Door Stocking Program 
C.R. Laurence is committed to designing, 
engineering and manufacturing quality 
products that the architectural and glazing 
communities can trust. Continuing to offer 
a wide selection of architectural systems 
that are readily available and easily acces-
sible, including U.S. aluminum standard 
doors, is a key area of focus for CRL. 

Earlier this year, the U.S. Aluminum 
Division introduced its Stocking Program 
in all C.R. Laurence Service Centers in 
North America. This program was cre-
ated to accommodate glazing contrac-
tors and project teams in need of new 
or replacement standard commercial 
entrances at a moment’s notice.  
CRL-U.S. Aluminum developed the 
Stocking Program to allow customers to 
meet swift project deadlines. 

To learn more about the newly 
improved U.S. Aluminum Stocking 
Program, visit a local C.R. Laurence 
Service Center or go to usalum.com. 

SAFTIfire Hurricane System Now with 
Florida Product Approvals
SAFTI FIRST has announced that its 
SAFTIfire Hurricane system now has 
Florida Product Approvals for 60- to 
120-minute wall/window assemblies 
(FL16382) and 60- and 90-minute single 
and pair doors (FL16888).  This is in 

addition to Miami Dade testing done 
and UL certification received in 2006, 
making SAFTI FIRST the first company in 
the marketplace to introduce a complete 
fire-resistive and hurricane-rated glazed 
assembly up to 2 hours.

The SAFTIfire Hurricane system has a 
maximum design load of +/- 80 psf and 
complies with High Velocity Hurricane 
Zone (HVHZ) testing requirements. 
The system also meets the following 
standards:

■  ASTM E-119/NFPA251/UL263 up 
to 2 hours with hose stream for 
Fire-Resistance

■  ASTM E283 for Air Infiltration 
Leakage

■  ASTM E331/ASTM 547 for  
Water Penetration

■  ASTM E330/TAS 202 for  
Uniform Static Air Pressure

■  FBC 1626.2 (TAS 201 and 203) for 
Large Missile Impact and Cyclic 
Wind Loading

■  AAMA 1302.5-76 and 1303.5-76 for 
Forced Entry (for doors)

C’mon, Brag a Little — 
Send Us Your News!

New hire? New product? New 

website, service or catalog?  

Share this information with 

both Doors & Hardware and 

IndustryWatch readers. Email a 

150-word text description and 

high-resolution photo to  

dgable@dhi.org.

mailto:sales@activarcpg.com
mailto:sales@activarcpg.com
http://www.activarcpg.com-jlindustries
http://www.activarcpg.com-jlindustries
http://click.icptrack.com/icp/relay.php?r=1080438819&msgid=31661801&act=93Z9&c=69952&destination=http%3A%2F%2Fwww.usalum.com%3Futm_source%3DiContact%26utm_medium%3Demail%26utm_campaign%3DCRLaurence.com%26utm_content%3DP.R.%2BArchitectural
mailto:dgable@dhi.org
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■  ASTM E1300 for Determining Load 
Resistance of Glass in Buildings

The glazing is comprised of SAFTI 
FIRST’s clear fire-resistive SuperLite 
II-XL insulated with 9�16" DuPont Sentry 
Plus Laminated Glass. It can be further 
customized to include energy-efficient, 
decorative or sound attenuating  
make-ups. For more information, visit 
www.safti.com or call 888/653-3333.

New Finishing System and  
Eco-Friendly Primer from HMX
Hollow Metal Xpress (HMX) has 
integrated a new finishing system and 
a high-quality, eco-friendly primer into 
its steel door manufacturing operation. 
The new water-based primer is now 
standard on all of HMX’s doors and 
frames manufactured from standard 
galvannealed steel.

HMX’s new primer is an eco-friendly, 
water-reducible, very low-VOC primer 
that has been independently tested in 
accordance with the ANSI A250.10-1998 
test standard for prime painted doors 
and frames. It is suitable for most water-
reducible and many solvent-borne 
topcoats. 

The primer is delivered via a state-
of-the-art AiRMiX® technology spray 
system that delivers a higher-quality and 
more uniform finish than conventional 
and airless spray technologies. The new 
finishing system is also equipped with 
a custom-engineered infrared curing 
system that quickly and efficiently cures 
HMX’s doors and frames from the inside 
out. For more information, go to www.
HMXpress.com.

CORPORATE

Zero International’s 90th Anniversary 
Caps a Decade of Expansion and Growth
This year marks 90 years in business 
for Zero International. Zero has been a 
pioneer in door and window gasketing 
since the door and hardware industry 
emerged as a distinct construction seg-
ment soon after the second World War. 

The most recent decade has wit-
nessed notable expansion in Zero’s 
direct product offerings and OEM col-
laborations, as well as both its domestic 
operations and international sales 
organization.

In addition to Zero’s primary production 
facility at its Bronx, N.Y., headquarters, 
Zero now manufactures vision lites 
and door louvers at its Advantage Lites 
& Louvers subsidiary in Wallace, N.C. 
Zero also formulates and manufactures 
INTUMET™ intumescent materials at its 
Bronx plant for firestopping applications, 
as well as fire and smoke door gasketing. 
And IND-EX, a Zero company based in 
Middlefield, Ohio, compounds rubbers 
and manufactures specialty rubber and 
plastic extrusions to order for many indus-
tries and applications. A Las Vegas ware-
house facilitates western U.S. distribution. 

In recent years, Zero has established 
subsidiaries in Dubai and Chile, joined 
other Zero companies in the United 
Kingdom and Japan, and has numerous 
sales agencies in its international sales 
and supply network.

For more information, email  
Zero@zerointernational.com or go to 
www.zerointernational.com.

Networking is 

EVERYTHING.

www.dhi.org

Like Us.

Door and Hardware Institute 

Join Us.

Door and Hardware Institute Group
Door and Hardware Institute’s  

Fire Door Assembly Group

Follow Us.

@DHIorg
@DandHmagazine
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Do you want to work for a company that believes

employees make a difference and where your

career growth potential is unlimited? 
At STANLEY Security, a division of Stanley Black and Decker, and one of 

the world’s fastest growing and most dynamic companies, we seek the 

best in the industry to join our team. STANLEY Security is looking for self-

motivated and driven individuals with a proven track record of success for 

the following roles in locations nationwide:

STANLEY Security offers a complete range of products and services, including:
• Mechanical & electronic locks, cores & keying systems, exit devices, closers, 

hinges and other door accessories
• Speci� cation writing, masterkey systems, installation, maintenance, and 

support services

STANLEY Security seeks individuals  with  outstanding relationship building 
and team coordination capabilities. Quali� ed candidates should have 4+ years 
of commercial/industrial sales experience. Security and/or door and hardware 
experience is ideal. Bachelor’s Degree also preferred.

STANLEY Security offers a highly competitive bene� t and compensation package. 
Must be able to pass a background check and drug screen. AA/EOE

Interested individuals can apply at stanleysecurity.com

At STANLEY Security, a division of Stanley Black and Decker, and one of 

the world’s fastest growing and most dynamic companies, we seek the 

best in the industry to join our team. STANLEY Security is looking for self-

motivated and driven individuals with a proven track record of success for 

the following roles in locations 

Regional Sales Manager • End User Consultant
Distribution Development Manager 

Architectural Consultant • Speci� cation Writer
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CHANGE HAS ALWAYS BEEN A PART OF 
our lives, from fashion to entertainment to 
businesses. Today’s construction trends are 
changing also; we see more mixed-use facili-
ties, more multi-housing projects, and more 
attention to security, from school lockdown 
procedures to greater perimeter protection. 
Today’s projects are more concerned about the 
U.S. Green Building Council’s use of LEED 
standards addressing life cycle trends requiring 
both pre- and after-installation inspections. 

End users and design professionals today 
understand more than ever the importance of 

maintaining relationships with various building consultants, including the 
openings consultant. They expect openings consultants to be knowledge-
able in all aspects of complete openings—from standard commercial doors 
and finish hardware to specialty types of openings—and be able to commu-
nicate with the owner’s security consultant or vendors.

Many of today’s mixed-use buildings can contain several different occu-
pancies within the same project, with classifications ranging from business 
to assembly, mercantile, residential and storage. Building materials are also 
a changing trend, including the use of more aluminum storefront doors, 
sliding doors, and special-use openings like personnel gates, which have 
increased security requirements. Access control technologies are changing 
daily to more IP-based products such as Power over Ethernet (PoE) solu-
tions, F-wave technologies and wireless communications systems. Building 
codes are changing at a more rapid pace than ever before. 

Communication technologies have changed the way we communicate, the 
way we learn, the way we market our businesses, and yes, ourselves. With 
the use of webinars, video conferences, websites and social media, our lives 
have changed. The construction industry technologies are changing rapidly 
with the introduction of BIM and other technologies that can have a large 
impact on our industry.

These construction trends and emerging technologies have not been over-
looked by DHI. In 2012, the DHI Board, along with the Strategic Advisory 
Council and senior staff, met to update DHI’s Strategic Plan. This five-year 
Strategic Plan addresses many of the changing trends I have outlined here, 
from making our education offerings more available, affordable and indus-
try-relevant, to addressing the impact of emerging construction industry 
technologies and updating our membership structure to address the chang-
ing demographics of the industry. 

Today’s door and hardware professionals must accept these changes, 
position their businesses and employees for the changing trends, and learn 
to use the emerging technologies.

One trend that has not changed is that of providing a safe, secure and 
code-compliant opening. I guess the French critic/novelist Jean-Baptiste 
Alphonse Karr had it right when he said, “Plus ca change, plus c’est la même 
chose”—the more things change, the more they stay the same.  

f i n a l  T H O U G H T S

The Only Constant Is Change

Anthony A. Boatman, DAHC/EHC, FDAI, FDHI

President: Mark E. Lineberger, AHC/EHC, FDAI
Valley Doors and Hardware, Inc. • markl@valleydoorshdw.com

President-Elect: Barry T. Shovlin 
Mohawk Flush Doors, Inc. • bshovlin@masonite.com

First Vice President: Milton G. Allred, AHC 
Comsense, Inc. • miltonallred@rogers.com

Second Vice President: Michael L. Gibson, CPL 
Mulhaupt’s, Inc. • mikeg@mulhaupts.com

G O V E R N O R S
Mark J. Berger 

Securitech Group, Inc. • mberger@securitech.com

Anthony A. Boatman, DAHC/EHC, FDAI, FDHI
Openings Solutions, Inc. • tonyboatman@verizon.net

Jerry Heid, AHC 
Zero International, Inc. • jheid@zerointernational.com

Jeffrey W. Loss, AHC 
Donald A. Loss Associates • jeff@daloss.com

Robert D. Maas 
Allegion • bob.maas@allegion.com

Jerry Rice, CCCA, LEED Green Assoc., FDAI
D. H. Pace Company, Inc. • jerry.rice@dhpace.com

Scott J. Tobias, AHC/CDC, CDT, CFDI, LEED AP 
ASSA ABLOY Door Security Solutions • stobias@assaabloydss.com

Edwin Toy, DAHC 
Spalding Hardware Systems • etoy@spaldinghardware.com

William S. Trimble III, AHC 
William S. Trimble Co., Inc. • btrimble@wmstrimble.com

Sharon Wilson, AHC 
Allegion •  sharon.wilson@allegion.com

President, DHI Canada: Lawrence Beatty, AHC
Shanahan’s Building Specialties, Ltd. 

lawrence.beatty@shanahans.com

Certification Committee Liaison: William J. Ritchie, AOC  
Allmar International • bill.ritchie@allmar.com

Immediate Former President: Tim Petersen, LEED AP 
VT Industries, Inc. • tpetersen@vtindustries.com 

DHI BOARD OF GOVERNORS



One of the most challenging yet important tasks we have in our 

industry is to keep current with changes that occur in the codes 

and standards that directly affect the door assemblies with 

which we work. Arguably the two most vital codes and standards 

concerned are NFPA 80, Standard for Fire Doors and Other 

Opening Protectives, and NFPA 101, Life Safety Code.

This new, online self-paced course walks you through the 

changes in the current editions of NFPA 80 (2013) and NFPA 101 

(2012) that apply to our industry. 

Certifi ed consultants (AHC, CDC, EHC, and AOC) earn (50) 

technical CEP points upon successful completion of this 

course.

Price: $250 Member / $350 Non-member 

Register online today 
at www.dhi.org.
Or call the DHI Education Department at 703/222-2010 

for more information.

CE1401 CODES & 
STANDARDS UPDATE 



In our 30 years in the business, we 
can’t remember the last time we 
told a customer, “We don’t have it.” 
Our huge inventory of all the top hardware 
brands and highly experienced staff means 
we’ll do whatever it takes to get you the 
product you need—on time. Every time. 

seclock.com  |  800-847-5625
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