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We at Hager are focused on providing our customers with 

an impressive line of quality door hardware under one brand 

name. With that commitment, we have expanded our products 

to include a line of low energy power operators and actuators. 

The Low Energy Power Operator is quiet when in operation 

which eliminates noise in sensitive areas, making it ideal for 

hospitals, libraries, senior care centers, and universities. 

The 8400 Series is a perfect choice for your next project. 

Learn more at www.hagerco.com.    One Family.  One Brand.  One Vision.
TM
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President’s Farewell: Exciting Times Ahead
By Mark Lineberger, AHC/EHC, FDAI

 T 
HOSE OF YOU 
who know me 
know that I spend 

much of my extra time—
if there is such a thing—
coaching soccer with 
several teams, including 
both of my daughters’. 
Almost all of the trips I 

made this year to DHI headquarters in Chantilly, Va., 
started with me literally walking off a soccer field and 
making the drive south!

Each summer I come up with development plans 
with our coaching staff, knowing that adjustments will 
be made based on how the players perform during the 
year. I always put a lot of emphasis on basic technical 
skills, as without those, the players will begin to get 
frustrated when they play against more skilled oppo-
nents and eventually will lose their passion to play the 
game. As I look back at the last 12 months as DHI presi-
dent, I see many parallels to my coaching experiences.

I think DHI has a good strategic plan. Most impor-
tantly, we are executing the plan and making adjust-
ments when appropriate, focusing on our key areas of 
education, certification and membership. As with many 
of the players I coach, it often takes time to see how 
effective the development activities have been.

The ideas and strategies that came out of our 
Education Commission earlier this year helped define 
much of our path forward. The contributions of this 
group will be seen for some time through the actions of 
both the Education Council and Certification Council, 
as well as DHI staff. 

To facilitate these actions, DHI has created a growing 
team of highly qualified industry professionals. They 
will serve as resources for DHI to add value in many 
different ways, but primarily to increase our ability 
to respond to industry changes and the educational 
needs of our members. We also hired Ann McCrady as 
Director of Education to manage this team and continue 
implementing changes to our education program, which 

will make it more accessible and meaningful to our 
current and future members. Greg Drake, AHC, is now 
our Director of Certification and will serve to guide and 
manage our activities relative to DHI certifications.

Both the Certification Council and Education Council 
will meet the first week of November at DHI. While both 
councils have different responsibilities, each is tightly 
linked to the core purpose of DHI, which is industry 
education. Our credentials must be relevant to our 
industry, which means that our basic technical education 
must be relevant, as must any more advanced continuing 
education, especially for our certified members. 

As such, change and continuous development are 
necessities. This must involve not only what our educa-
tion includes, but also the method and manner of deliv-
ery. We are now in a position to begin that process in a 
way that our members will see, and we have the staffing 
in place to make it happen.

There are exciting changes also happening with 
our membership programs, especially our corporate 
membership. At the Board of Governors’ meeting in 
September, the approved Operational Plan puts into 
motion exciting changes that I know President-Elect 
Shovlin is enthusiastic about. I am confident that he will 
provide excellent leadership as these membership initia-
tives and changes take shape over the coming months.

The thing I have enjoyed most this year is engaging 
and being involved with people who are passion-
ate about DHI and our industry. Those experiences 
challenged me in ways I could not have anticipated, 
some unique to the role of DHI president. Sharing that 
passion with others is contagious, creating an environ-
ment where great things are possible. It is fundamental 
to the existence and success of any association or team 
of people and is especially rewarding as a volunteer. 
DHI is no different. 

I look forward to meeting with both the Education 
Council and Certification Council in November and 
helping influence positive changes for DHI members. 
And if you were wondering, yes, I’ll be heading south 
right from a soccer field....  



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 power play,
    or place an order ... it’s your call.
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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: 2011

Occupation: Director of sales and marketing, Oregon Door

Childhood ambition: Lifeguard or governor. As a kid I thought both were the coolest jobs  
possible—lifeguards got to swim all the time, and the governor got to give speeches and change  
the law whenever he wanted.

First job: Grocery store bagger/box boy

What led you to our industry? Family. I have several family members who are industry veterans.
Proudest professional moment: I am most proud of the incredible team of people we have at  
Oregon Door. It is rare when you are able to work with such a dedicated and caring team. Just about 
each and every team member at our company comes to work each day ready to do everything they can 
to ensure that we meet customer needs.

Biggest challenge: Unpredictability. People may think “it’s just doors,” but there is so much more to it. 

Guilty pleasure: Oregon Ducks football—go Ducks!

Favorite book/movie: The Goal by Eliyahu M. Goldratt (practical business advice in novel format); 
Hoosiers (I’m definitely a sucker for the come-from-behind sports movie)

Mentor/Hero: My mom. She taught me that anything is possible if you stay focused and get stuff done. 
She was never handed anything and worked incredibly hard under some tough circumstances to reach 
her goals.

Best advice you ever received: If you don’t have time to do it right the first time, what makes you  
think you’ll have time to go back and fix it?

Best advice you never received: Everything matters, but nothing matters that much.

How has your involvement with DHI supported your career goals? DHI, and especially 
 the Northern California Chapter, has been an excellent resource for education, networking and 
collaboration.  ● 

 Tim Cox
 OREGON DOOR

f a c e s  O F  D H I



1220 Watson Center Rd • Carson, CA 90745
Tel: (310) 835-7500 • Fax: (310) 835-0448
E-mail: door@anemostat.com

Sound Rated Vision Lite & Glazing Assembly

Fire & Safety Rated

• STC-35 to STC-42

LoPro-STC
TM
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IntroducingBarry T. Shovlin

INTRODUCING THE NEW DHI PRESIDENT

Photos courtesy of AdOne Advertising & Design
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WAS BOR N IN T HE  
small anthracite coal town 
of Shamokin, Pa., and am 
the son of a coalminer’s 

daughter. My mother Sarah and 
father Marlin both have deep family 
roots to the coal mining industry. 
My mother is the youngest of 10 
children. Her father was tragically 
killed in a mining accident prior to 
her birth. 

My grandmother raised the large 
family and financially supported 
them through farming, butchering 
and baking, while her sons took to 
the family mining business (some 
in their teens). This is a very strong, 
proud and large family (I have 63 
first cousins on my mother’s side 
alone) that has taught me a life 
lesson of how to overcome adversity 
through hard work, perseverance 
and a team approach. 

The best memories of my child-
hood years revolve around weeks 
in the summer spent with my 
grandmother on the farm. It was 
always a treat to wake up before 
the crack of dawn to milk the cows 
and get the chores done early before 
the summer heat so the afternoons 
could be spent sitting in a tree 
eating cherries until we almost 
turned into one. 

At night, my grandmother used 
to say, “I wonder what the poor 
people are doing today,” never 
once considering that being neither 
rich nor poor, as she defined it, 

had anything to do with personal 
finances. Family was her benchmark 
for success. I often reflect on those 
special years with her, which keeps 
me well-grounded as to what is 
most important in life—and that is 
family. I have been blessed to have 
been raised by such loving and 
supportive parents and extended 
family members.

Early Influences
Through my teen years, I spent 

much of my time involved in 
Scouting. One of the most signifi-
cant role models for me during that 
time—and still today—is my scout 
leader, John Fogarty. John gave his 
time and talent unselfishly to a 
group of 11 core boys in Troop 304, 
Sunbury, Pa. The stories from that 
time are endless; God knows we 
tested John’s patience and sanity 
many times over, but somehow he 
managed to get all of us through to 
become Eagle Scouts. 

Those years were filled with 
camping, hiking, skiing and all-
around good, wholesome fun. John 
is a man of high moral character 
and instilled in me the importance 
of giving back. He always will have 
my respect, appreciation and sincere 
thanks for all he has done for me 
personally, and for countless others 
in our community. 

Fast-forward to March 1980. I was 
16 years old and sitting in church with 
my family when my eyes fell upon 

the most beautiful girl I had ever 
seen walking down the center aisle 
(I’m scoring major points with my 
wife here.). I can distinctly remember 
telling my mother that, while we had 
yet to meet, that was the girl I would 
marry. 

A month later Monica Gesumaria 
and I had our first date, and the rest 
is history. Two years after college—
Gannon University for her and Penn 
State for me—we wed and have now 
been married for 28 years and share 
four amazing children: Lauren, 27, a 
graduate of Elizabethtown College 
and a sixth-grade history teacher in 
Accomack, Va.; Barry, 25, a graduate 
of Berklee College of Music living in 
Nashville, Tenn., while pursuing a 
music career; Emily, 20, who attends 
Penn College majoring in occupa-
tional therapy; and our youngest, 
Meahgan, 17, a senior in high school. 
We are incredibly proud of each and 
every one of them.

Joining Mohawk
In July 1983, I joined Mohawk 

Flush Doors® and started in the 
manufacturing plant, which at 
the time I thought was temporary 
employment to allow me to pay 
back school loans until I was able 
to secure a position in the archi-
tectural engineering field—that is, 
until I met the next major influence 
in my life, Don Enigk. At the time, 
Don was vice president of sales 
for Mohawk and happened to be 

I
It all started for me, as the musical group the  
      Four Seasons wrote, “...late December back in ’63.”
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looking for a territory salesman for 
Pennsylvania, southern New Jersey 
and upstate New York. The job 
market was soft, and I jumped at the 
opportunity. 

After three years I was promoted 
to regional sales manager for the 
East Coast, followed by a promo-
tion to national sales manager a 
few years later. In 1999, Don Enigk 
retired, and I was moved into 
the position of vice president of 
sales and marketing for Mohawk. 
Through that specific period of 
time, and even today, Don has been 
by far the greatest influence of my 
adult life. I can never thank him 
enough for his mentoring, leader-
ship and friendship; he truly is like 
a second father to me. 

In addition to Don, there are 
many others with whom I have 

crossed paths who have had a 
positive impact in my business 
life. To name a few: Larry Repar, 
Ron (Hollywood) Hasbrouck, Dan 
Arthur (and the boys of summer—
Richie, Ronnie, Philly, David, Neal), 
Ed Linaugh, Richard Manly, and 
John Krause; this list goes on and 
on. Most importantly, I want to 
thank Dick and Kathy Barnhard for 
their many years of friendship and 
support. Dick was instrumental in 
getting me involved at the national 
level with DHI back in 2000 and 
has been a tremendous advocate for 
DHI and our industry. 

Masonite Expansion
I have now been in the door indus-

try for more than 31 years and have 
been a part of a privately held, private 
equity-owned and now publicly 

traded company that has seen a 
tremendous amount of growth. 

Over the past few years, 
Masonite® has expanded our 
commercial and architectural wood 
door business to include Algoma®, 
Baillargeon®, Marshfield® and 
Mohawk®, not to mention numerous 
vertically integrated door compo-
nent manufacturers. I am incredibly 
fortunate to be part of such a great 
company and to work in a culture 
that has a clear blueprint, not 
only for our business, but for our 
personal successes as well. It is truly 
an exciting place to be.

Vision for the Future of DHI
In my current role as vice 

president, U.S. Distributor Sales, 
for Masonite Architectural, I have a 
unique opportunity to comprehen-

...incredibly      
    fortunate
to work in  
   a culture...I am incredibly fortunate 

to be part of such a great 

company and to work in 

a culture that has a clear 

blueprint, not only for 

our business, but for our 

personal successes as well.
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sively travel the United States and 
engage in numerous touch points 
within our industry—distributors, 
architects, contractors and other 
adjacent company leaders. It is my 
intent to evangelize all of the great 
things going on at DHI today and 
to share our vision for the future, 
recognizing that the road has had 
many twists and turns in it. 

Since 2000, I have participated in 
numerous committees within DHI 
that have now led me to the distinc-
tive honor to serve as your president 
for the next 12 months. From 
Exhibitor Advisory Committee, 
Strategic Planning, and numer-
ous years with the Door Security 
& Safety Foundation, ultimately 
serving as Foundation president in 
2008-2009, to the Board of Governors 
these past three years, DHI has 
been consistently focused on our 
distributor members in providing 
education, credentialing and advo-
cating the value of the services they 
provide to the building community.

I am grateful to the leadership 
that preceded me, as they were wise 
enough to undergo a full rewrite of 
the DHI Strategic Plan in the spring 
of 2012—a five-year plan. Their 
foresight to return to our roots of 
education and certification and to 
engage more of our industry into 
the organization through a new 
membership structure was insight-
ful, simple and, to a degree, obvi-
ous. Although we are only in the 
second year of implementation, the 
calculated impact on DHI to date 
has been considerable.

I am also grateful for the ground-
work that the Board and staff have 
built over the last two years—work 
that the membership has not to date 
really experienced. However, as 
luck would have it, during my term, 
these efforts will become public in 

updated educational programs, an 
enhanced certification program, 
and new membership value 
propositions.

Of course, depending upon our 
ability to effectively deliver this 
new direction, we will be judged 
positively or negatively. The 
membership will communicate 
their opinions through enrollments, 
purchases and direct communica-
tion. That will be our return on 
investment.

In most of our businesses, return 
on investment is king. Whether you 
work for a distributor, sales agency 
or manufacturer, ROI is almost a 
daily quest! Typically, it is tied to 
monies driven to the bottom line. 
However, with DHI it is different. 
The members certainly expect 
a financially healthy and well-
managed organization, but it is not 
really about making money; rather, 
it is about delivering useful services 
to the membership.

It is my intent to 

evangelize all of the 

great things going on 

at DHI today and to 

share our vision for the 

future, recognizing that 

the road has had many 

twists and turns in it.

...intent to 
     evangelize 
all of the 
   great things
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Like many organizations that 
pulled back during the recession 
years to ensure financial health, DHI 
had to do the same. But we cannot 
cut ourselves into prosperity, and 
investing in our future is not only 
necessary, but also critical! That is 
the collective thinking of the Board 
of Governors and DHI senior staff. 

Invest in Education
With this in mind, we will invest 

heavily this year in our education 
offerings. We will deliver four 
technical schools, launch monthly 
educational webinars on techni-
cal and industry-related business 
topics, and deliver short-format 
education programs at the chapter 
level, providing the necessary 
instructors to make it simple to 
implement for the chapters. 

In addition, we will collaborate 
with other organizations that 
deliver education—whether it be 
associations, professional education 
companies or manufacturers; it will 
not be only DHI who will develop 
and deliver every educational 
program. 

Launch New Credentials  
and Certifications

Concerning our certification 
program, we will look at the 
relevancy of the current certifica-
tions while launching new, multi-
level credentials and certifications. 
Recognizing professionals at various 
levels of expertise—not just at the 
highest consultant level—will be our 

strategy. These new recognitions will 
be delivered during my term. 

Realign Membership Structure
Finally, we are going to realign our 

membership structure to provide for 
more programs, a further touch for our 
members, and a variety of customized 
membership options. This significant 
effort will begin with research this fall, 
with a target launch in early 2015.

So, as they say, timing is every-
thing—and my timing could be great 
if the membership embraces our 
focused direction, or poor if not. But I 
am confident that you will be pleased, 
and I can state that both the leader-
ship and staff will work tirelessly to 
make a difference on your behalf.

...investing 
   in our 
 future is  
  ...critical!Like many organizations 

that pulled back during 

the recession years to 

ensure financial health, 

DHI had to do the 

same. But we cannot cut 

ourselves into prosperity, 

and investing in our future 

is not only necessary, 

but also critical!

Thank you for allowing me to serve 
as the DHI president next year! 
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ONE OF THE MOST EXCITING NEW build-
ings to open its doors this year is the Salt Lake 
City Public Safety Building in Salt Lake City, 
Utah. This $125 million, 335,000-square-foot 
facility blends sustainability and resiliency 
under one roof. 

It is the first U.S. public safety building to 
achieve both a net zero rating and LEED Platinum 
status. More importantly, the building is also 
designed to survive a 7.5 magnitude earthquake 
and remain fully functional afterward. This 
ensures that the city’s police and fire departments 
as well as emergency operations center can survive 
and help the city recover in the event of an earth-
quake or a similar disaster. 

Glazing dominates the exterior façade, allow-
ing for maximum natural light and unobstructed 
views to the outdoors. To ensure that natural 
light is able to penetrate further into the build-
ing, glazing is also widely used in the interior. 
In keeping with their design goals for sustain-
ability and resiliency, the architects decided to 
use fire-rated glass and framing to meet fire code 
requirements. 

Fire-rated glass contributes to achieving 
sustainable design goals by maximizing daylight 
penetration deep within a building where 
opaque walls are often the norm. Fire-rated glass 

Fire-Rated Glass Contributes to  
Salt Lake City Public Safety Building’s 
Sustainable and Resilient Design Goals

c a s e  S T U D Y

By Diana San Diego 

1-hour fire-resistive segmented wall with SuperLite II-XL 60 in GPX wall framing
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also increases shared artificial light-
ing between spaces. Both of these 
strategies can result in reduced elec-
tricity use. Transparent fire-rated 
walls also provide greater visibility 
between spaces and offer a sense of 
connection to the outdoors. 

As for resilient design, fire-rated 
glass and framing create transpar-
ent fire barriers, firewalls, fire 
partitions, fire doors, protective 
openings and smoke barriers that 
form compartments. They are 
designed to contain, prevent or slow 

the spread of fire from the room of 
origin to other parts of the building. 
By limiting the spread of fire with 
fire-resistive glass and framing, 
damage to the building is reduced, 
and building occupants gain time 
for emergency evacuation or move-
ment to areas of refuge. 

It works around the clock without 
the mechanical triggers that sprinklers 
need, which makes it reliable and 
virtually maintenance-free. In addi-
tion, incorporating clear lines of sight 
through transparent walls, doors and 
openings is a significant benefit to first 
responders. It gives them an oppor-
tunity to visually assess the situation 
before charging in, greatly improving 
fire and life safety.

For the new Public Safety 
Building, SAFTI FIRST’s architec-
tural representative Kevin Turner 
met with the architect while the 
project was in the design stage to 
offer solutions for the fire-rated 
areas. Fire rating was an important 
consideration because fires are 
predicted to happen following an 
earthquake, and since the building 
is expected to not just survive but 
to function and deliver emergency 
services after such an event, 
containing the fire spread is crucial 
to maintaining operations. 

The architects also wanted a non-
institutional look, so part of their 
requirements included a decorative 
element for the fire-rated glazed 
assemblies to add aesthetic value to 
the most secure parts of the building. 

SAFTI FIRST supplied a 27-foot-
wide fire-resistive segmented wall 
with SuperLite II-XL 60 with a 
custom-designed satin etched stripe 
pattern in GPX Framing and another 
37-foot-wide fire-resistive segmented 
wall with SuperLite II-XL 60 with one-
way reflective glass in GPX Framing. 
The GPX Framing, with its clean lines 

Name: Salt Lake City Public Safety Building
Location: Salt Lake City, Utah
Size: 335,000 square feet
Cost: $125 million
Architect: GSBS Architects
General Contractor:  Okland Construction 
Glazing Contractor: LCG Facades
Firsts:  First public safety building in the nation with net  

zero rating (generates as much energy as it uses)
LEED Status: Platinum

PROJECT FAST FACTS:

1-hour fire-resistive door assembly with SuperLite II-XL 60 in GPX wall and door framing
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and sharp edges, was supplied with a clear 
anodized finish to seamlessly match the adja-
cent non-rated storefront systems. The glass 
was supplied floor-to-ceiling to maximize 
vision, daylight and shared artificial lighting 
as much as possible. 

Two 60-minute door assemblies were 
also supplied using SuperLite II-XL 60 in 
GPX Framing with a clear anodized finish 
for both the door and the surrounding 
sidelites and transoms to match the look of 
the surrounding non-rated storefront and 
glazed aluminum door systems.

The GPX Doors were also supplied with 
fire-rated hardware to meet code require-
ments. The GPX Door has a proprietary 
continuous hinge, a lever set that latches 
the door in, a closer that enables the door 
to self-close, an automatic door bottom, 
and perimeter seals and gaskets to seal 
against smoke. In addition, the GPX Doors 
were also supplied with an electric strike 
that ties into the card reader to ensure 
controlled access, as these fire-rated doors 
are placed in a secure location. 

Constant communication with the glaz-
ing contractor throughout the construction 
phase ensured a successful project, in 
which all expectations and requirements 
were met and the materials were delivered 
on time to avoid delays. 

When the new Salt Lake City Public 
Safety Building finally opened to the 
public in July 2014, the building team was 
pleased that the fire-rated glass and framing 
systems that were specified and installed 
met the sustainable and resilient design 
goals of the building.  

About the Author: Diana San Diego 
is vice president of marketing for 
SAFTI FIRST. She has more than 
eight years of experience in the 
architectural glazing industry and 
more than 10 years of experience 
in public relations and marketing. 
She oversees the advertising, 
content management, media 

relations, promotional activities and communication 
initiatives for the company. She is also involved in 
creating and promoting SAFTI FIRST’s various educational 
programs. She can be reached at DianaS@safti.com.

A. Determine the appropriate building code.

B.  Check and fulfill the fire insurance company’s requirements  
for the specific building.

C. Use this checklist for basic fire door requirements (Exceptions do occur):

1. A fire door must have a label attached.

2.  A fire door frame must have either an attached or an embossed label.

3. A fire door must be self-latching.

4. A fire door must be self-closing (or automatic closing).

5.  If a fire door is held open, it must be equipped with a listed  
heat-responsive device, fusible link, or smoke-detection device.

6.  A fire door must be free of any obstructions that could prevent  
the door from operating properly—i.e., wedge door stops,  
chains, hookbacks, etc.

7. Only listed fire door hardware shall be used.

8.  A fire door must have steel bearing-type hinges or other listed 
and approved continuous hinges, pivots or floor-concealed door 
closers. (Exception: Non-bearing plain steel hinges may be used if  
they are part of a listed assembly.)

9.  Doors swinging in pairs that require astragals shall have at least 
one overlapping astragal. Pairs of doors within a means of egress 
shall not be equipped with an astragal that inhibits the free use 
of either leaf. A coordinator or open-back strike should be used to 
ensure proper closing.

10.  For fire doors with glass lights: 
a. The glass frame and glazing bead must be metal. 
b.  The glass must be labeled wire glass not less than ¼" thick or 

as permitted by the labeling agency.

11.  For fire doors with fusible link louvers: 
a. Only listed louvers can be used. 
b.  Louvers can be furnished in 1¾"-thick doors with a 1½-hour  

or a ¾-hour rating (no louver and glass light combinations  
are permitted).

 c.  Maximum louver size is 24" x 24".

 d.  Louvers are not permitted to be installed in doors with  
fire exit hardware or in stairwells.

12.  For maximum fire protection, Standard Number 80 of the 
National Fire Protection Association should be used for an 
installation guide.

13.  Purchase doors from a recognized, responsible manufacturer 
whose fire doors and frames are produced to conform to Fire 
Door Procedures and are subject to periodic inspections.

Source: The Steel Door Institute’s SDI 118-01  
Basic Fire Door Requirements Technical Data Series

Suggested Procedure for the Selection of  
Swinging Fire Doors and Frames 

mailto:DianaS@safti.com


72  Sharp Street ,  H ingham,  MA 02043 . Phone:  800-325-2530 , Fax:  800-205-3500
www.boyleandchase.com

BOYLE & CHASE, INCORPORATED

Electronics

A L L  C O M P O N E N T S  I N  S TO C K  A N D  R E A DY  TO  S H I P
F R O M  B OY L E  &  C H A S E

B&C Schlage Electronics 4C DHI 8.375x10.875  10/2/13  3:59 PM  Page 1



18 DOORS & HARDWARE £ NOVEMBER 2014

HE 2010 AMERICANS WITH DISABILITIES ACT (ADA) Standards for Accessible 
Design went into effect in March 2012, but there are several requirements that continue 
to surprise architects and specifiers, as well as door and hardware suppliers. These 
issues can be costly to resolve if they’re discovered after the doors and hardware are 
on site, so it’s important to stay current on the requirements.

This article examines six changes related to doors on an accessible route:

■ Maneuvering Clearance for Recessed Doors – including openings where the 
frame has a jamb depth of 10 inches or more

■ Operable Force for Hardware – hardware for your project may have to be  
operable with 5 pounds of force or less

■ Flush Bottom Rails – a minimum of 10 inches with no protruding hardware  
on the push side of manual swinging doors

■ Vision Lite Location – a maximum of 43 inches from the floor to the  
bottom of the lite

■ Low-Energy Automatic Operators with Sensor Actuation – must meet the safety 
requirements for a full-powered automatic operator, possibly including safety 
mats and guide rails

■ Standby Power for Automatic Operators – required for automatic doors if the 
proper maneuvering clearance isn’t provided

T
BY  LO R I  G R EEN E ,  A H C/C D C,  FDA I ,  FD H I ,  C C PR

Six Accessibility  
Changes to  
Watch Out For

Photo credit: ©iStock.com/Warchi
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Some of these issues are specific to the 2010 ADA, 
while others are also addressed by ICC A117.1, 
Accessible and Usable Buildings and Facilities. This 
standard is referenced by the International Building 
Code (IBC), International Fire Code (IFC), and NFPA 
101, Life Safety Code, for doors on an accessible route. 
The accessibility standards vary by jurisdiction, 
so check the applicable publication to see which 
requirements apply to your project.

Maneuvering Clearance for Recessed Doors
For manual doors (and some automatic doors, as 

explained later), clear floor space must be provided 
adjacent to the opening to allow someone in a 
wheelchair to maneuver as needed to unlatch and 
open the door. The dimensions for this clearance 
vary depending on the direction of the approach, 
as well as the type of hardware that is installed—
for example, if the door has both a closer and latch 
versus just one or the other.

When there is an obstruction within 18 inches 
of the latch side of a door that projects more than 
8 inches beyond the face of the door, maneuvering 
clearance for a forward approach must be provided; 
without this clearance, a person using a wheelchair 
may not be able to open a door that is recessed 
in an alcove. A frame with a large jamb depth 
(approximately 10 inches or more) can create the 
same situation.

The front approach for a door in an alcove (or 
having a frame with a jamb depth of 10 inches or 
more) requires the following:

■ If the deep reveal is on the pull side of the door, 
the maneuvering clearance must extend 18 
inches past the latch edge of the door. 

■ If the deep reveal is on the push side of the 
door and the door is equipped with both a 
closer and a latch, the maneuvering clearance 
must extend 12 inches past the latch edge of the 
door. 

■ If the deep reveal is on the push side of the door 
and there is either a closer or a latch but not 
both, the maneuvering clearance is not required 
to extend past the latch edge of the door. 

So imagine a 3-foot-wide single door with a 
frame that has a 12-inch jamb depth. On the push 

A door in an alcove or a frame with a large jamb depth can 
trigger a requirement for extra maneuvering clearance at the 
door leaf.
All photos (except page 23) courtesy of Lori Greene

Resources:

■ 2010 Americans with Disabilities Act Standards for Accessible Design (www.ada.gov)

■ ICC A117.1, Accessible and Usable Buildings and Facilities (webstore.ansi.org)

■ International Building Code (www.iccsafe.org)

■ International Fire Code (www.iccsafe.org)

■ NFPA 101, Life Safety Code (www.nfpa.org)
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side, the door is recessed in the frame by more than 
the 8 inches allowed by the ADA and ICC A117.1. 
There are several options that could help to resolve 
this issue:

1.  Reduce the jamb depth of the frame, and 
make sure that neither the push side nor the 
pull side of the door is recessed more than 8 
inches from the wall.

2.  Change the single door to a pair of doors 
so the inactive leaf essentially provides the 
required maneuvering clearance to operate 
the active leaf.

3.  Use a sidelite frame with a mullion that is 
not as deep as the rest of the frame so the 
sidelite provides the required maneuvering 
clearance.

4.  Omit the latch, or omit the closer; the door 
could have one or the other and not require 
any additional clearance on the push side 
beyond the latch edge.

Operable Force for Hardware
Prior to the 2010 edition of the ADA standards, 

there was no specific limit on the amount of force 
required to operate door hardware. But an editorial 
change was made to the 2010 edition in Section 
404.2.7, Door and Gate Hardware, which now 
references Paragraph 309.4, Operation: “Operable 
parts shall be operable with one hand and shall not 
require tight grasping, pinching, or twisting of the 
wrist. The force required to activate operable parts 
shall be 5 pounds (22.2 N) maximum.” By referenc-
ing Paragraph 309.4, a limit for the operable force 
for hardware was established.

Editorial changes are normally used to address 
errors or make clarifications that do not affect the 

scope or application of the code requirements. 
These changes do not go through the normal code 
development process (i.e., committee hearings 
and opportunities for public comment). In other 

words, this change was unexpected. Most lever-
operated hardware already met the 5-pound limit, 
but panic hardware did not, since panic hardware 
is required by most codes and standards to oper-
ate with a maximum of 15 pounds of force. Panic 
hardware has since been developed that operates 
with 5 pounds of force, and a new UL listing has 
been created to certify that the products meet 
the requirements for panic, fire resistance (where 
required) and operable force. 

ICC A117.1 does not currently include a limit 
on the force to operate hardware, although a 
change has been proposed for the 2015 edition. 
If approved, the proposal would establish a limit 
of 15 pounds maximum for hardware operated 
by a forward, pushing or pulling motion and 28 
inch-pounds maximum for hardware operated by a 
rotational motion.

The 2013 California Building Code (CBC) includes 
language virtually identical to the 2010 ADA oper-
able force requirements and requires hardware 
to operate with 5 pounds of force maximum. 
However, the code contains conflicting language 
in Section 1008.1.10, Panic and Fire Exit Hardware, 
which requires panic hardware to operate with a 
maximum of 15 pounds of force. 

While there is still some confusion in the field 
about the 5-pound requirement and the potential 
conflicts, there are projects where the 5-pound 
limit is being enforced for both lever-operated 
hardware and panic hardware. For each project, 
a decision must be made regarding whether to 
use hardware meeting the requirements of the 
IBC (and its referenced standard, ICC A117.1) 

Panic hardware has traditionally been required to operate with 
no more than 15 pounds of force. New ADA requirements limit 
the operation of door hardware to a maximum of 5 pounds.

While there is still some confusion in the  
field about the 5-pound requirement and  
the potential conflicts, there are projects 
where the 5-pound limit is being enforced  
for both lever-operated hardware and  
panic hardware.
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or whether to specify hardware that meets the 
5-pound limit to avoid a conflict with ADA 
standards.

Flush Bottom Rails 
For many years, ICC A117.1 has included a 

requirement for a 10-inch-high flush bottom rail 
on manual doors, and this requirement has been 
added to the ADA standards. The text of both 
standards is similar, except the ADA also addresses 
existing doors. The purpose of this requirement 
is to avoid projections that could catch a cane, 
crutch, walker or wheelchair and inhibit passage 
through the door opening. Because it appears in 
the “Manual Doors” section of both publications, it 
does not apply to automatic doors. 

The standards require the push-side surface of 
swinging doors and gates within 10 inches of the 
finish floor or ground to have a smooth surface that 
extends the full width of the door or gate. Narrow 
bottom rails and protruding surface bolts, surface 
vertical rods, kick-down stops and full-height 
door pulls installed on the push side of the door 
would not comply with this requirement for a 
10-inch-high smooth surface. Horizontal or verti-
cal joints in this surface must be within ¹⁄₁₆ inch of 
the same plane. If a kick plate is added to a door 
with a narrow bottom rail to resolve this problem, 
the cavity between the kick plate and the glass or 
recessed panel must be capped.

There are several exceptions to this requirement:
■ Sliding doors are not required to comply. 
■ Tempered glass doors without stiles are not 

required to have a 10-inch bottom rail (if the top 

of the bottom rail tapers at 60 degrees minimum 
from the horizontal), but protruding hardware 
is not allowed in the 10-inch-high area. 

■ Doors that do not extend to within 10 inches of 
the finish floor or ground are also exempt.

As outlined in the ADA, existing doors are not 
required to provide the 10-inch smooth surface, but 
if kick plates are added to extend the height of the 
bottom rail, the gap between the top of the plate 
and the glass must be capped. Existing doors are 
not addressed by A117.1, which is typically used for 
new applications as referenced by the IBC. Now the 
standards are consistent, and increased awareness 
and enforcement of this requirement are likely.

Vision Lite Location
Doors on an accessible route are not required 

by the accessibility standards to have a vision lite, 
although a vision lite may be required by another 
code or for safety purposes. If a door opening has a 

Protruding hardware within the bottom 10 inches of a door 
could inhibit passage through a door opening by catching a 
crutch, cane, walker or wheelchair.

Small lites found on some 
existing doors may not meet 
accessibility standards for lite 
location, but longer lites may 
create lite/lock conflicts.
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vision lite or sidelite, the 2010 ADA standards and 
ICC A117.1 both require the bottom of at least one 
lite to be no more than 43 inches above the floor. 
This is new to the ADA standards but has been 
required by ICC A117.1 for decades.

The exception to the 43-inch requirement is for 
doors that have a lite with the bottom edge located 
more than 66 inches above the floor; these lites are 
used for light transmission or aesthetics but not for 
viewing. A common example of this is a residential 
entrance door with lites in the top panel locations. 

The 10-inch x 10-inch lites that were once used 
quite often, and even the 4-inch x 24-inch narrow 
lites that are one of the most common configura-
tions, would not typically meet the location 
requirement. Half-glass lites are also affected by 
this change. A 24-inch-high lite mounted at 43 
inches above the floor on a 7-foot door would result 
in an unsightly top rail dimension of 17 inches. So 
longer lites will become more common, and with 
longer lites and the 43-inch location, we will see 
an increase in lite/lock conflicts—problems with 
fire ratings and warranties caused by failure to 
maintain the required minimum distance between 
the cutouts for the hardware and the vision lites. 
Careful coordination is needed in order to avoid 
these conflicts.

Low-Energy Automatic  
Operators with Sensor Actuation 

Low-energy automatic operators are often used 
when the door will be opened manually by some 
users and automatically by others. According to the 
ADA standards, ICC A117.1, and other codes, doors 
must comply with American National Standards 
Institute/Builders Hardware Manufacturers 
Association (ANSI/BHMA) A156.19, Power-assist 
and Low-energy-operated Doors. 

This standard includes limitations on opening 
speed and force to curtail the generation of kinetic 
energy and the potential for injury. Due to these 
limits, most doors with low-energy operators are 
not required to have safety sensors, control mats or 
guide rails. 

The 2002 edition of ANSI/BHMA A156.19 
introduced a requirement for power-assist and 
low-energy power-operated doors to be activated 
by a “knowing act,” and this requirement carries 
forward to the subsequent editions of the standard. 

The “knowing act” may be:
■ A push-plate actuator or non-contact switch 

mounted on the wall or jamb
■ The act of manually pushing or  

pulling a door
■ An access control device like a card reader, 

keypad or keyswitch
Stepping into the field of a motion sensor is not 

considered a knowing act. If automatic operation 
via a motion sensor is desired, automatic doors 
must comply with the standard for full-power 
operators—ANSI/BHMA A156.10, instead of 
A156.19. This means that although the door may 
have a low-energy operator, it has to meet the same 
requirements as a full-power operator that you 
would typically see on a supermarket entrance, 
including the safety sensors or control mats and 
guide rails.

Doors with low-energy automatic operators may require  
safety sensors and guide rails if they are not operated by a 
“knowing act.”
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Standby Power for Automatic Operators
The 2010 ADA standards include revisions to the 

section on automatic doors with regard to maneu-
vering clearance. (These have not been included in 
A117.1 to date.) The ADA standards read:

“404.3.2 Maneuvering Clearance. Clearances at 
power-assisted doors and gates shall comply with 
404.2.4. Clearances at automatic doors and gates 
without standby power and serving an accessible 
means of egress shall comply with 404.2.4.

EXCEPTION: Where automatic doors and gates 
remain open in the power-off condition, compliance 
with 404.2.4 shall not be required.”

Maneuvering clearance for manual doors is 
addressed in Section 404.2.4 of the 2010 ADA 
and requires automatic doors and gates without 
standby power that serve an accessible means of 
egress to have the required maneuvering clear-
ance for manual doors. Therefore, automatic doors 

and gates with standby power do not need the 
maneuvering clearance that would be required for 
a manual door.

If an existing door serving an accessible means 
of egress does not have the required maneuver-
ing clearance and an auto operator is added to 
overcome that problem, the operator needs to have 
standby power (unless the door stands open on 
power failure per the exception). This applies to 
doors that are part of a means of egress and must 
be accessible in an emergency, and it is intended 
to avoid entrapment of a person with a disability 
if there is a power failure. The standard does not 
currently include a requirement for how much 
standby power must be provided.

It is important to keep in mind that automatic 
operators on fire-rated doors are required to be 
deactivated upon fire alarm. Therefore, an auto-
matic operator with standby power should not be 
used on a fire-rated door to overcome maneuvering 
clearance problems because it will not be functional 
when the fire alarm is sounding.

Conclusion
With regard to these changes in the Americans 

with Disabilities Act standards, some accessibility 
requirements are not prescriptive, and enforcement 
varies by jurisdiction. Therefore, it can be difficult 
to apply the standards, especially when conflicts 
exist. In addition, some states have established their 
own accessibility standards. Following the most 
stringent requirements can help to avoid problems, 
and the local Authority Having Jurisdiction (AHJ) 
can also provide assistance to determine what is 
required.  

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.

If an automatic operator is installed to overcome a maneuver-
ing clearance issue on the egress side, the 2010 ADA requires 
standby power for the operator.

It is important to keep in mind that 
automatic operators on fire-rated doors  
are required to be deactivated upon  
fire alarm.
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Fire and Impact  
Safety-Rated Glass for Doors:
 A Simple Explanation

UR INDUSTRY SHOULD 
be thought of as the go-to 
supplier for glass in doors. 
We are compensated (maybe 
not as much as we think we 

deserve!) for our knowledge of the entire opening—
and I haven’t been convinced yet that the glass in 
doors is not part of the opening. 

Here is the key: Glass is not complicated. 
Compared to hardware, understanding glass is 
a brisk walk in the park on a cool autumn day. 
Mastering just a few key principles about glass will 
allow you to confidently answer your customers’ 
questions, read and interpret specifications, and 
most importantly, create or improve a revenue 
stream of selling more glass.

Though markets obviously vary, one of the 
appealing aspects of selling glass is the healthy 
profit margins. Sure, there is going to be break-

age, but don’t let that scare you off. Products and 
services that others do not want to mess with can 
prove to be lucrative endeavors.
TAKEAWAY: Understanding glass as it relates 
to doors is not difficult. With a little education, 
distributors can add a profitable line to their 
bevy of offerings. 

I’m Confused. Can I Still Use  
Standard Wire Glass in Doors? 

Wire glass has been used for fire protection in 
doors for more than 100 years, but like all empires, 
its reign eventually ended. In 1977, the Consumer 
Product Safety Commission developed a safety 
standard for glazing materials. Glazing materials 
found in hazardous locations such as doors now 
needs to be impact-rated. Wire glass is not impact-
rated to the CPSC safety standard for architectural 
glazing. Therefore, regular wire glass is not 

By C. Foster Smith III

O

Photos courtesy of Charlie Atkins, National Guard Products
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permitted to be used in doors in 
jurisdictions that have adopted IBC 
2006 or later, which is every state 
except Connecticut (Delaware and 
Kansas delegate to local government 
adoptions). 

However, wire glass is still being 
sold and used. How can that be? 

It is all about local enforcement. 
For wire glass to be supplied, the 
owner, architect, supplier and 
inspector all have to be compliant in 
one way or another.

As material suppliers, it is our 
responsibility to make sure that 
our constituents are educated as to 
the latest codes. Architects, AHJs, 
code officials and insurers are all 
important stakeholders who might 
not understand the danger that 
wire glass presents. The more we 
are educated, the more we can 
educate others, and the more the 
marketplace benefits by the removal 
of wire glass.
TAKEAWAY: CPSC developed impact 
safety standards for hazardous loca-
tions. Doors are hazardous locations, 
and wire glass is not impact-rated.

No Wire Glass in Doors.  
I Get It. What Then? 

The good news is that 
advancements in the glass industry 
have provided many options that 
are impact-rated for use in doors. 
Some of the glass is also fire-rated. 
Factors such as appearance, budget, 
and acoustic considerations, among 
many others, can lead to the ideal 
glass choice for a particular job.

Impact-Rated, Non-Fire-Rated 
Solutions: Tempered and 
Polycarbonate Glass

For non-fire-rated doors, there are 
tempered glass options that meet the 
impact code that are not fire-rated. 
Tempered glass, which is not field-

adjustable because of the strengthen-
ing heat-treating process it must go 
through, provides an impact-rated 
solution for non-fire-rated doors. 
Tempered glass comes in both ¼" 
thickness and 1"-thick insulated 
units for additional STC ratings. 

Polycarbonate high-impact glass 
is virtually unbreakable and is 300 

times stronger than ordinary glass. 
An ideal solution for high-security 
areas (ballistic protection), polycar-
bonate complies with impact ratings 
but is not fire-rated. It is available in 
variable thicknesses from ¼" up to 
1⁵⁄₁₆". The thicker the material, the 
more secure it is and the higher the 
STC acoustical rating.

ACCESS & EGRESS SOLUTION #42

Delayed Egress for Any Age
SDC’s 1511S Exit Check® Delayed Egress Lock with EA100 EXIT Annunciator™ 

restricts movement of wandering patients in Senior Assisted Living Facilities and 
guards against infant abduction in Hospital Nurseries. The system* provides 

verbal instruction, alternating tone, countdown display and highly visible multi-
color signal device to ensure patient safety and security. 

For details and specifi cations: SDCSecurity.com/Solution42

Security Door ControlsSDCSecurity.com  •  800.413.8783   •  service@sdcsecurity.com

Year
Warranty

®

Li fe Safety-L iab i l i t y 
Systems™

* Compatible with Patient Tracking systems and easily integrated into Airport, Public and Retail facilities to control 
pedestrian traffi  c and provide Loss Prevention of merchandise and assets.

For details and specifi cations: 

1511S DE
with EA100
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TAKEAWAY: Both tempered and poly-
carbonate glass products provide an 
impact-rated solution for doors in 
non-fire-rated openings.

Impact-Rated and Fire-Rated 
Solutions: The Stars of the Show
I’ve got wire glass currently and 
need to replace some of it, but I 
want it to match and to follow 
code. Is there a solution?

Wire glass with an applied safety 
film is available as an impact-rated 
product for approved use in doors. 
This can provide a cost-effective 
solution, giving one the ability to 
match existing wire glass without 
compromising code integrity.
What are my options for wire-free, 
clear glass that is fire and impact 
safety-rated?

There are several options available, 
with choices dictated by budget, 
thickness, appearance and fire-rating. 
The first option is ¼"-thick tempered 
glass fire-rated up to 20 minutes. Fire-
rated tempered glass is virtually iden-
tical to the tempered glass described 
previously, but this particular product 
is rated up to 20 minutes and can be a 
cost-conscious solution for 20-minute 
rated openings.

The most common clear solution 
on the market today for fire and 
impact safety-rated glass is ceramics. 
Ceramics are fire-rated up to 180 
minutes at 100 square inches of 
viewable glass (larger sizes are 
available for lower minute ratings) and 
can secure higher STC ratings with 
thicker products. Ceramic products 
are available with thicknesses starting 
at ³⁄₁₆" with a surface-applied safety 
film, moving on to ⁵⁄₁₆" two ceramic 
pieces laminated, and finally up to a 
1"-thick insulated glass unit.

Ceramics are considered the 
premium option on the market 
today, and that is reflected in their 

price. However, they are an ideal 
solution for higher rated doors 
because of their ability to withstand 
higher temperatures. 
TAKEAWAY: Wire glass with safety 
film, 20-minute rated tempered glass, 
and ceramics all provide solutions for 
fire-rated, impact-rated openings.

Fire-Resistive vs.  
Fire-Protective Products

The final class of glass products is 
known as fire-resistive, as opposed to 
fire-protective (which we have been 
discussing up to now). Fire-resistive 
glass includes an intumescent gel 
inter-layer that restricts the transfer of 
radiant and conductive heat. 

Standard profiles can be found 
from ¾" thick all the way up to 1½" 
thick. Fire-resistive glass is often 

found in egress exit areas such 
as stairwells and ramps and is 
required in temperature-rise doors. 
This type of glass is very costly.
FINAL TAKEAWAY: Glass options 
in doors are not complicated. 
Appropriate solutions are easily 
obtained with a little knowledge. 
Relying on either good old-fashioned 
field work or simple specification 
reading should provide more than 
enough information to drill down 
to the appropriate glass solution. A 
commitment to learning, supple-
menting a determined sales effort, 
should yield positive results, grow-
ing both revenues and, most impor-
tantly, the bottom line.  

About the Author: C. Foster Smith III is sales 
manager with National Guard Products. He can 
be reached at foster@ngpinc.com.

mailto:foster@ngpinc.com
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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

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

IP-BASED DOOR ACCESS CONTROL

Security Door Controls—SDC’s  

IP Pro™ IP-based Access Control 

Starter Kit is a simple and cost-

effective solution to control a single 

door or multiple doors, with everything 

needed for a complete IP door 

access control system connected and 

powered by existing PoE networks and 

controlled via browser-based software 

from any Internet-connected device. 

www.sdcsecurity.com/ippro

PREFINISHED STEEL DOOR FRAMES

It’s simple: a strong frame means a strong doorway. 

Choose Rediframe for strength, durability, superior  

security and long life: 90-minute fire-rated, kerf or non-kerf, 

adjustable or fixed throat. 

Rediframe prefinished 

steel door frames.  

The best frame available. 

Period. 

www.dunbarton.com 

8400 SERIES LOW ENERGY  
POWER OPERATOR

Hager Companies’ 8400 Series Low 

Energy Power Operators provide 

an installation-friendly, reliable 

option for the consistent opening 

and closing of doors that require 

an occasional automatic opening in 

noise-sensitive areas. The operators 

are quiet when in operation, making 

them ideal for hospitals, libraries, 

senior care centers and universities.

www.hagerco.com

PRIVACY SCREEN FOR VISION LITES

Air Louvers’ new Privacy Screen can be applied 

to any existing vision lite to block both light and 

vision.  Easy peel-and-stick 3M Dual Lock® 

installation takes only seconds. The opaque 

screen retracts with the push of a button and 

can be quickly pulled down for privacy in 

schools, healthcare settings and offices.

www.activarcpg.com/air-louvers

BIOWALLTM ANTIBACTERIAL FINGER PROTECTION FOR DOORS

Zero International—BioWall is a revolutionary non-toxic, antibacterial-

infused rubber that inhibits and suppresses bacteria, mold and 

microorganisms. Its long-lasting technology is resistant to abrasion, 

washing chemicals and UV exposure. Perfect for hospitals, medical 

offices, schools or wherever sanitary conditions are important. BioWall 

can also be extruded to add antimicrobial properties to door gasketing. 

www.zerointernational.com

http://www.sdcsecurity.com/ippro
http://www.dunbarton.com
http://www.hagerco.com
http://www.zerointernational.com/
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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

NEW 9100ADAL SLIDING/POCKET DOOR SETS

Accurate Lock & Hardware’s new 9100ADAL 

set meets the “no pinch,” “no grasp” ADA 

requirements while offering single-action 

egress (furnished with Accurate’s 9100SDL 

lock, which allows the inside handle to retract 

the deadbolt and be used to slide the door in 

one continuous motion).

The 9100SDL lock can be set up for use 

with other manufacturers’ trim. Please call, 

fax or email your requirements today!

www.accuratelockandhardware.com

SOUND-RATED VISION LITE & GLAZING ASSEMBLY

Anemostat now offers our LoPro-STC and 

fire-rated glazing, with sound ratings up to 

STC-42. It’s sold as a complete assembly, 

which includes the glass of your choice: 

fire and safety or safety only (STC-35 to 

STC-42), as well as the LoPro vision panel 

and sound sealing tape already applied to 

the glass and vision panel frame for ease of 

installation.

www.anemostat.com

TOUGH SKINS FOR TOUGH INDOORS

 Algoma’s RhinoDoor® is designed for interior 

door needs in environments likely to expose doors 

to high levels of traffic, abuse, impact, or other 

potentially damaging conditions. Resistant to the 

dings and dents common to such environments, 

the RhinoDoor can offer extended product life and 

reduced repair and maintenance costs, all while 

maintaining a pleasing, attractive complement to 

the interior décor in which it’s used.

www.masonitearchitectural.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

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

http://www.accuratelockandhardware.com
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In upcoming issues of Doors & Hardware magazine, we'll be bringing you stories from CoNEXTions. We believe that
our amazing convention attendees can tell you nitty-gritty truths about the convention much better than we can. 

Marketing for Revenue Growth: How to Increase Your Sales with
Simple, No-Cost Marketing Techniques
There's nothing you can do to grow your firm faster or more dramatically
than marketing.  Alex detailed 10 marketing behaviors that you can start
implementing immediately.  If you apply only a few of his approaches, your
company WILL grow!  

Visit www.dhiconextions.org to watch his presentation now.

Alex L. Goldfayn, CEO, Evangelist Marketing Institute

HIGHLIGHTED
2014
S E S S I O N

Face-to-Face
CoNEXTions

On Moving Forward and Hearing It Face-to-Face 

“You’re either moving forward or moving backward. 
You can’t stand still.”

In fact, Mike came home from the convention and ran the business through
an exercise: “We took some time and spelled out our value proposition.
We put it on paper, and we’re in the process of making sure everyone in
our company is educated about it and can get it out there and in front of
clients. Just that piece could put dollars to the bottom line,” Mike says.

Couldn’t he have just read all of that in a book or on a marketing blog?
“Maybe that’s enough for some people, but not me. I learn by
experiencing things firsthand and talking to people face-to-face.”

A PLACE TO SOLVE PROBLEMS
Firsthand knowledge is the biggest driver for Mike—and for many of his
colleagues. In addition to being able to find products he hasn’t used before
and has only seen in catalogs, he also gets the chance to talk to the senior
management of these companies, not just salespeople. There’s so much

Those who attended the convention may remember that Mike had a memorable
moment during the Forum Breakfast, when speaker Alex L. Goldfayn was doing a presentation
on marketing. Alex advocates rethinking the traditional marketing approach, where it’s all about
products and prices, and instead focusing on creating a value-based message—basically,
moving from the tangible things to the value of the work and how it improves lives and
companies. Alex was looking for volunteers to come on stage, and Mike volunteered. Alex led
Mike through an exercise about creating more value, which got some laughs. “We had some fun
on stage, but I took some real value out of that speaker’s presentation. You DO have to tell
contractors why you’re the better value.”

“Just that piece could put DOLLARS to the BOTTOM LINE.”

It’s easy for companies to fall into this line of thinking when
they’ve been in business for so long. “You think everybody knows
everything about you and what you do. But that’s just not the
case,” Mike says. Not in today’s world. “New contractors are
coming to the market all of the time, and they may not really
know us. They have not put all the parts and pieces together to
understand everything we do and what our real value
proposition is.”

AT LEAST ONE BIG TAKEAWAY EVERY YEAR
Mike has been going to the DHI convention since 1990. “I always
come home exhausted because I really work the show to see the
vendors and talk to my peers. I always bring so much home
with me,” he says. In fact, every year something sticks out in
Mike’s mind as the biggest takeaway. This past year, it was the
importance of defining his company’s unique value proposition. 

learning that happens both inside
and outside of the booths. “It’s
about us trying to make sure
that we are on the forefront of
what’s going on in our industry
so that architects and business
owners want to come to us when
they think about buying the
products.”

The industry is rebounding, but it’s
not without its challenges. That’s one
of the reasons why the convention is
of such value now. “We can go there
and solve some of the challenges,”
he says. “There is such a brain trust
at the convention: peers, code
people, manufacturers. It’s a place
to solve problems.”

Mike Gibson’s company has been around for 138 years, and it’s now into the fifth

generation. Mike has been there 43 years himself. It’s an impressive history. But today,

that’s not enough. “You’re either moving forward or moving backward. You can’t stand

still,” says Mike, a co-owner of Mulhaupt’s Incorporated in Lafayette, Indiana. You can’t

rest on where you’ve been. It’s about securing a new future in an evolving industry.

CONTINUE THE CONVERSATION....

Michael L. Gibson, CPL, Co-Owner, Mulhaupt’s Incorporated

Complete information and a video detailing Growth Masters can be found at www.evangelistmktg.com.
GROWTH MASTERS – A powerful year-long curriculum on revenue growth for owners, senior leadership and sales leaders. 

FINAL_AD_SPREAD_OCT_Layout 1  10/9/14  10:15 AM  Page 1
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In upcoming issues of Doors & Hardware magazine, we'll be bringing you stories from CoNEXTions. We believe that
our amazing convention attendees can tell you nitty-gritty truths about the convention much better than we can. 

Marketing for Revenue Growth: How to Increase Your Sales with
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There's nothing you can do to grow your firm faster or more dramatically
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In fact, Mike came home from the convention and ran the business through
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We put it on paper, and we’re in the process of making sure everyone in
our company is educated about it and can get it out there and in front of
clients. Just that piece could put dollars to the bottom line,” Mike says.

Couldn’t he have just read all of that in a book or on a marketing blog?
“Maybe that’s enough for some people, but not me. I learn by
experiencing things firsthand and talking to people face-to-face.”
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Firsthand knowledge is the biggest driver for Mike—and for many of his
colleagues. In addition to being able to find products he hasn’t used before
and has only seen in catalogs, he also gets the chance to talk to the senior
management of these companies, not just salespeople. There’s so much
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moment during the Forum Breakfast, when speaker Alex L. Goldfayn was doing a presentation
on marketing. Alex advocates rethinking the traditional marketing approach, where it’s all about
products and prices, and instead focusing on creating a value-based message—basically,
moving from the tangible things to the value of the work and how it improves lives and
companies. Alex was looking for volunteers to come on stage, and Mike volunteered. Alex led
Mike through an exercise about creating more value, which got some laughs. “We had some fun
on stage, but I took some real value out of that speaker’s presentation. You DO have to tell
contractors why you’re the better value.”

“Just that piece could put DOLLARS to the BOTTOM LINE.”

It’s easy for companies to fall into this line of thinking when
they’ve been in business for so long. “You think everybody knows
everything about you and what you do. But that’s just not the
case,” Mike says. Not in today’s world. “New contractors are
coming to the market all of the time, and they may not really
know us. They have not put all the parts and pieces together to
understand everything we do and what our real value
proposition is.”

AT LEAST ONE BIG TAKEAWAY EVERY YEAR
Mike has been going to the DHI convention since 1990. “I always
come home exhausted because I really work the show to see the
vendors and talk to my peers. I always bring so much home
with me,” he says. In fact, every year something sticks out in
Mike’s mind as the biggest takeaway. This past year, it was the
importance of defining his company’s unique value proposition. 
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what’s going on in our industry
so that architects and business
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products.”

The industry is rebounding, but it’s
not without its challenges. That’s one
of the reasons why the convention is
of such value now. “We can go there
and solve some of the challenges,”
he says. “There is such a brain trust
at the convention: peers, code
people, manufacturers. It’s a place
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Mike Gibson’s company has been around for 138 years, and it’s now into the fifth
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that’s not enough. “You’re either moving forward or moving backward. You can’t stand
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Illustrations and photo courtesy of Anemostat

IRST, A STORY. THOSE OF US 
who have done this awhile always 
seem to talk about an event from 
the past, and as Paul Harvey used 
to say, this one is the “rest of the 

story.” I might add that this particular story 
is one that has made a big change in our 
industry, and it is why I’m able to write this 
article today. 

In 1988, a since-retired manufacturer’s 
representative was representing the door and 
hardware industry as a volunteer member 
of the NFPA 80 (National Fire Protection 
Association) committee. For those who are 
unfamiliar, NFPA 80 is the Standard for Fire 
Door and Other Opening Protectives—or in 
simple terms the guidelines for the installation 
of fire doors and windows. The 1990 edition 
of NFPA 80 was going to be revised to include 
wording designating that a permanent label to 
be applied to fire-rated wire glass under third-
party certification guidelines.

This rep also represented our company, 
which manufactures fire-rated vision panels 
and door louvers. Since he was also one of our 
company’s original reps hired to sell our prod-
ucts, and because he also represented other 
major lines, we had learned to listen when he 
suggested something. So when he advised that 
we should start selling labeled wire glass, we 
listened. 

His belief was that one day every vision 
panel in every door would be sold with a piece 
of glass. He said that fire-rated wire glass was 
basically the only item not listed and perma-
nently labeled under third-party certification 
guidelines that was sold as part of the fire-
rated door and frame assemblies. We would be 

wise, he advised, to begin adding cut-to-size, 
UL-labeled/WHI-labeled wire glass to the 
product mix we sold. So we did!

Now in 2014, glazing of all types, but partic-
ularly fire-rated glazing products, are sold 
through the door and hardware distribution 
channel. Twenty-five years later, I am writing 
this article to help educate others in this area. 

How many different types of  
glass are there?

There are three basic categories:
■ Fire-rated only glass includes wire glass 

and some types of ceramic glass that do 
not pass the CPSC (Consumer Products 
Safety Commission) Category I or II 
safety standard when used in open-
ings deemed a “hazardous location.” 
While wire glass is not outlawed, it is 
limited to “non-hazardous” locations 
that are located more than 24" (610 mm) 
from a door opening or that have a loca-
tion 60" (1524 mm) above the finished 
floor. This type of glazing should not be 
used in doors anywhere, based on the 
International Building Code of 2006—and 
all subsequent editions.

■ Safety- or impact-rated glass includes 
tempered (heat strengthened, cannot 
be cut, breaks into small, non-harmful 
pieces, and the least expensive), lami-
nated (usually two pieces of float glass 
bonded together with a film interlayer, 
can be cut, breaks into a spidery effect 
held together by the film in a non-
harmful way, and a little more expensive 
than tempered), or various types of  
polycarbonates (plastic, able to be cut 

By Hank Krueger

Answering the Questions You Were Afraid to Ask

Fire-Rated Glazing: A Hot Topic
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with a saw, most impact-resistant, and more 
expensive) that can all pass the Category I or II test 
standard. This category of glass is for use in all 
non-fire-rated doors in both commercial and resi-
dential types of buildings or homes.

■ Fire- and safety-rated glazing is now required 
(per IBC 2003 or IBC 2006) in all fire-rated doors. 
In other words, the glass needs to pass both the 
appropriate fire rating required and the Category 
I or II safety ratings. Products falling into this 
category usually have a special type of film that 
bonds to one side of the glass surface for fire 
ratings of 45 minutes and higher. These products 
include filmed wire glass or filmed ceramic glass.  
 Be aware that this type of film is highly 
specialized; it must have passed the fire test 
requirements of UL10C and be strong enough to 
pass the safety test requirements of CPSC Category 
I or II or ASTM Z97.1-2004. It is not readily available 
at your local hardware or lumber dealer.

Some manufacturers also produce laminated ceramic 
glass with a specialized film interlayer and/or a multi-
laminated type of glazing that uses layers of float glass 
with intumescent or gel inter-layers. All of these glaz-
ing products also must pass the fire/hose stream test, 
along with a separate safety test for the Category I or II 
requirements, to be used in fire-rated doors. 

There is also a category of glazing for use in 
20-minute fire doors that has been tested for fire and 
safety, but per the U.S. building code, the hose stream 
test for 20 minutes is not required. In Canada, however, 
the hose stream test is required.

What is a fire door assembly?
A fire door assembly is any combination of a fire 

door, a frame, hardware and other accessories that 
together provide a specific degree of fire protection to 
the opening while at the same time allowing building 
occupants to pass through safely. Each manufacturer’s 
fire doors, glazing and all of the other various compo-
nent parts must be individually fire-tested to achieve a 
fire rating.

The fire rating of each opening is determined by the 
value of the lowest rated component in the opening. 
For example, a 90-minute door opening with 20-minute 
glass equals a 20-minute assembly.

The fire rating for door and window assemblies, 
which can be from 20 minutes to three hours, reflects 
the amount of time the assembly is to remain in place 

ADA Sliding/Pocket Door 
Hardware 

www.accuratelockandhardware.com 

 
Accurate’s ADA  
pocket/sliding door sets  
meet the “no pinch”,  
“no grasp” ADA requirements  
while offering an aesthetically  
pleasing look. 

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

 
For details and available options  
please call 203.348.8865 or visit 

accuratelockandhardware.com/ADASDL.html 
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to stop the spread of fire and smoke. Building codes 
dictate where rated products are allowed in a building. 
Codes are designed to take into account how long it will 
take people to exit a building in the event of a fire.

What is visible lite?
Visible lite is the viewing area, or exposed glass, 

within the vision panel. It also determines the fire 
rating as tested by the total in square inches (or square 
meters) with a maximum width and height dimension—
for example, 1,296 sq. in. (0.836 m2). Suppose the visible 
lite has a maximum tested width of 36" (914 mm) and a 
maximum tested height of 54" (1372 mm) at a 45-minute 
rating. Since 36 x 54 (914 mm x 1372 mm) = 1944 sq. in. 
(0.797m2), then either the width or the height needs to be 
reduced so that the square area does not exceed 1,296 sq. 
in. (0.836 m2) per the test approvals on that particular 
product.

Size limitations for visible lites depend on the product 
and the application. They are also dictated by the total 
assembly (i.e., door type or brand, door height and 
width, vision frame type or brand, glass and type of 
glazing tape). Let’s look at specific fire test standards.

Fire Test Standards 
The U.S. and 

Canada both 
require fire testing 
for steel and wood 
door assemblies. 
Each assembly is 
rated in increments 

of time according to how long the door and hardware 
will stay intact during a fire. Fire ratings are based on 

testing done by independent testing facilities, such as 
Underwriters Laboratories or Warnock Hersey, using 
positive pressure test standards such as UL 10C, UBC 
7-2 and UBC 7-4 simulating real fire conditions. 

Testing is based on a 
complete unit that includes 
the door, frame, vision lite and 
glazing as part of a wall assem-
bly. This assembly is then 
subjected to test standards that 
include two required elements: 
a fire test and then a hose 
stream test. Within minutes of 
completing the fire portion of 
the test, the side of the assem-
bly exposed to the furnace 
(the hot side of the glass and 
framing) is subjected to the 
hose stream test and is sprayed 
with water from a fire hose 

at pressures and durations specified in NFPA 257, Table 
6.2.3. (Note: The U.S. does not require hose stream test for 
20-minute assemblies.)

There are restrictions on the size of the visible lites 
that can be used in doors at the various rating levels. 
The requirements are:

■  20 and 45 minutes at 1,296 sq. in. (0.836 m2) visible 
lite, unless otherwise tested

■  60, 90 and 180 minutes at 100 sq. in. (0.065 m2) 
visible lite, unless otherwise tested

Some larger sizes of vision lites may be able to with-
stand greater fire ratings than those listed in the stan-
dards. However, UL or Warnock Hersey must approve 
the installation of oversized vision panels and glazing 
assemblies in steel or wood (timber) doors based on test 
evidence. In these instances, the manufacturer’s litera-
ture should state that the vision lite and glazing “Must 
be used in an appropriately tested door assembly.”

After successful testing, a follow-up inspection by 
UL or Warnock Hersey is required four times per year, 
and each product must have a certification label on each 
item in the assembly. Compliance with the implementa-
tion of the label is enforced at the UL /WHI follow-up 
inspection in the respective factory.

Test reports are rarely if ever furnished due to the 
proprietary information included. The individually 
labeled product precludes the need for a test report. 
Likewise, product certificates can be provided to replicate 
website information on UL letterhead when required.
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Why is the hose stream test so important?
In real-world fires, the glass and framing systems 

that have been exposed to the heat of flames will most 
likely be subjected to water from a fire hose, sprinklers 
or fire extinguishers. When one area of the glass/fram-
ing system is hot while another area is cool, stress on 
the glass, or thermal shock, occurs. Since the glass is 
expanding and contracting at the same time, the glass 
can shatter and vacate the frame, allowing for fire or 
smoke to spread. The hose stream test is to verify the 
integrity of the complete glass, frame and door system.

NFPA 257 states, “The Hose Stream Test provides a 
method for evaluating the integrity of constructions 
and assemblies and for eliminating inadequate materi-
als or constructions. The cooling, impact, and erosion 

effects of the Hose Stream provide tests of the integrity 
of the specimen being evaluated.” In the United States, 
the hose stream test is required for all fire ratings of 45 
minutes or greater. Canada requires the test for all fire 
ratings. The hose stream test is an integral part of many 
fire testing standards, such as ASTM E119.

Building and fire codes are clear on why the hose stream 
test is critical, and proposals to eliminate the test have 
been soundly defeated. The International Code Council 
(ICC) has reaffirmed the importance of the hose stream 
test for life and property safety on many occasions. 
Responding to proposals by a product manufacturer to 
lessen or eliminate the test requirements, in 2006 the ICC’s 
Fire Safety Code Development Committee stated that 
these actions “would reduce the level of life safety which 
the code has generally required and provided.”

The committee went on to note that the issue has 
been debated a number of times and that “it has always 
been defeated” (2006 ICC Public Hearing Results, FS121-
06/07 and FS107-06/07). In a more recent round of code 
reviews in February 2008, the ICC rejected additional 
proposals to change the hose stream test requirements.

Is fire-rated glass really necessary if I use sprinklers?
IBC 2012 clarifies that fire ratings must be based solely 

on a material’s own performance. Section 703.4 states: “the 
fire resistance rating of a building element, component or 
assembly shall be established without the use of automatic 
sprinklers or any other fire suppression system....”

While sprinklers help to save lives, they are no substi-
tute for the use of passive fire-rated glazing materials. If 
sprinklers do not activate due to faulty manufacturing, 
loss of water pressure or any other reason, fire-rated 
glass will still perform its critical function.

What about a fire-rated product 
with limitations on its use?

Architects and designers should always be wary of 
product listings that carry what appear to be unusual 
limitations. Although NFPA standards are clear that both 
the fire test and hose stream test are required, there exists 
fire-rated glazing material on the market that indicates 
a fire rating of 60 minutes but then goes on to say, “This 
product does not meet the hose stream requirements of 
the test standards,” and “This product protects from fire 
from one direction only. The identified face MUST be 
installed facing the direction of expected fire attack.” 

Likewise, be very careful with products whose manu-
facturers instruct architects and specifiers to seek exemp-
tions to well-established national testing requirements 
and building codes. Such limitations should raise red 
flags and prove how important it is to check out products 
thoroughly to ensure how a laboratory “listed” product 
may not be exactly what you thought it might be. 

What is the definition of a hazardous location?
IBC 2009 defines hazardous locations as such:
2406.4 Hazardous locations. The following shall be 
considered specific hazardous locations requiring 
safety glazing materials:
1.  Glazing in swinging doors except jalousies (see 

Section 2406.4.1).
4.  Glazing in unframed swinging doors.
6.  Glazing in an individual fixed or operable panel 

adjacent to a door where the nearest exposed edge of 
the glazing is within a 24-inch (610 mm) arc of either 
vertical edge of the door in a closed position and 
where the bottom exposed edge of the glazing is less 
than 60 inches (1524 mm) above the walking surface.

7.  Glazing in an individual fixed or operable panel, other 
than in those locations described in preceding Items 5 
and 6, which meets all of the following conditions:
7.1.  Exposed area of an individual pane greater 

than 9 square feet (0.84 m2).
7.2.  Exposed bottom edge less than 18 inches  

(457 mm) above the floor.
7.3.  Exposed top edge greater than 36 inches  

(914 mm) above the floor.

Building and fire codes are clear on why the 
hose stream test is critical, and proposals to 
eliminate the test have been soundly defeated.



 NOVEMBER 2014 £ DOORS & HARDWARE 37

What does ADA say about vision frame placement?
The Americans with Disability Act 2010 ADA 

Standards for Accessible Design, as adopted by the 
Department of Justice (DOJ) in September 2010, became 
mandatory on March 15, 2012. DOJ is allowing imme-
diate use of these standards as an alternative to its 
original 1991 standards but requires that the selected 
standard be applied consistently to a project. DOJ’s 

ADA standards apply to facilities covered by the ADA, 
including places of public accommodation, commercial 
facilities, and state and local government facilities. They 
do not apply to transportation facilities, including bus 
stops and rail stations, which are subject to similar stan-
dards issued by the Department of Transportation.

The standard’s Section 404.2.11, Vision Lights, states: 
“Doors, gates, and side lights adjacent to doors or gates 

The above drawings are based on 3-0 x 7-0 (914 x 2134mm) doors and are drawn to scale.

Where Safety Glazing IS Required
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containing one or more glazing panels that permit view-
ing through the panels shall have the bottom of at least 
one glazed panel located 43 inches (1090 mm) maximum 
above the finish floor. Exception: Vision lights with the 
lowest part more than 66 inches (1676 mm) from the 
finish floor or ground shall not be required to comply 
with 404.2.11.”

What do the codes say about labeling the glass?
Fire-rated glazing used in doors must have a permanent 

label and be safety rated. According to NFPA 80, 2013, 
Section 4.4.1: “Only Labeled Fire Resistance-rated or Fire 
Protection-rated glazing material shall be used in Fire 
Door Assemblies when permitted by the door listing.” 

Section 4.4.2 says, “Fire Protection glazing and Fire 
Resistance glazing shall meet all applicable Impact 
Safety Standards.” 

Section 4.4.3 says, “Glazing materials in vision panels 
shall be installed in labeled glass light kits or in accor-
dance with the fire door listing and shall be installed 
per the manufacturer’s installation instructions.” 

Fire-rated glazing materials do not all perform in a 
similar manner. Consequently, most building codes in 
North America now require a label, although enforce-
ment of such requirements lags in some areas. 

What’s all this I’m hearing about glazing in wood 
doors only being installed in the respective door  
manufacturer’s factory?

NFPA 80, 2013, 4.4.3.1 reads: “For new wood doors, 
glazing materials in vision panels shall be installed in 

labeled glass light kits or in accordance with the fire 
door listing and shall be installed in accordance with 
inspection service procedure and under label service.”

What this means is that all glass in new wood doors 
must be installed either by the door manufacturer or 
in a licensed door shop following the procedures and 
instructions of both the door manufacturer and the lite kit 
manufacturer. It also ensures that all components of the 
glazed assembly in the new wood doors have been prop-
erly installed per the manufacturer’s follow-up service 
procedure. Please note: This does not apply to steel doors.

Who should be selling fire- and  
safety-rated glass products?

Most wood and steel door manufacturers have been 
selling glass for some time. Since they are already 

New: 2012 IBC Labeling
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prepping the door for the door hardware, hinges and 
vision frame cutout, it’s not much of an effort to also 
offer fire- and safety-rated glazing. Keep in mind that 
the appropriate size of the glass and vision frame 
required is always based on each door manufacturer’s 
fire listings.

Door manufacturers are also aware of any special 
characteristics of a particular size or type of glass or 
vision frame and how that product should correctly 
be installed. Some vision frames are a combination of 
“sticks” that need to be fitted into the door cutout in a 
particular way, sometimes using clips, special glazing 
tapes or silicone adhesives to ensure that the glass and 
vision frame around the glass are installed per the 
manufacturer’s listing with UL or WHI. 

Door and hardware distributors can also sell glass, 
and many of the most profit-minded ones have been 
doing so for quite awhile. If it’s a bid job, they look for 
the fire- and safety-rated door glass in the appropriate 
section of the specifications. If it’s a negotiated job, they 
help the customer determine the best glass for each 
particular opening, based on design concept, fire/safety 
rating and budget. 

Distributors are providing a service that the glazing 
contractor is usually unable to do because they’re also 
selling the rest of each fire-rated opening, and they are 
better suited to provide multiple alternatives based on 
the variety of products they’re supplying. 

Why sell glass?
Simply put, larger invoices and additional profits. 

Sounds good, doesn’t it? Margins tend to be higher when 
adding fire-rated glazing than for just selling traditional 
doors, frames and hardware without the glass. You are 
also providing a service for your door customers because 
you are saving them time and money in selling the 
complete assembly including the glass. They no longer 
must travel elsewhere for the final product to complete 
the opening. 

This becomes even easier when you have “will call” 
accounts or if you inventory glass. Negotiated work 
also adds profits because you’re helping your customers 
solve problems by furnishing solutions. After all, some-
body must sell the glass, so why not you?  

About the Author: Hank Krueger has been director of sales and 
marketing for Anemostat Products (Los Angeles area) for more than 
25 years. Anemostat is a manufacturer of metal vision panels and door 
louvers and has been selling fire- and safety-rated, listed and labeled glass 
products for 24 years. Hank can be reached at hkrueger@anemostat.com.
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Keep 
Your “I”

on
BIM

By William Lawliss, AHC/CDC, CSI, CCPR

S 

IMILAR TO MOST LARGE FAMILIES, JOHN’S  
was renowned for their yearly reunions. But this one 
held special meaning. John hadn’t been to a reunion 

since he’d bought the family business three years ago, and his 
grandfather was going to be there. 

He had only spoken to his grandfather by phone a few times 
since the old man had retired to Florida, leaving the family busi-
ness he had started in John’s hands. During their phone conver-
sations, John never talked shop with his grandfather, but the 
business was doing well. However, the company and industry 
were changing, and John was looking forward to updating both 
his grandfather and his father on the company’s success and the 
changes he had implemented.

After only a few steps into the restaurant where the reunion 
was being held, John heard a familiar, friendly voice call out, 
“Junior!” With a smile, John turned, and there, sitting at the head 
of the long dining table, was his grandfather, Marty. 

Photo credit: ©iStock.com/nadla
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“Come over here, son,” Marty 
laughed as he patted the unoccu-
pied chair next to his. John obeyed, 
but only after giving Marty a hug 
hello. “We have a lot to catch up 
on,” he said.

The old man eyed his grandson 
with a glimmer of curiosity. “It has 
been a while since we spoke last. 
Tell me: how is everything going?”

John grinned confidently. “We’re 
very busy. We’re bidding an average 
of eight to ten projects per day, and 
we’re winning....”

“Hold on, Junior.” Marty frowned 
slightly before cupping a wrinkled 
hand around his ear and leaning 
forward in his chair. “Either I’m 
becoming more deaf than I thought I 
was, or I just heard you say ‘per day.’”

“Yes, sir!” John nodded proudly. 
“Eight to ten projects per day. I’m 
expecting a dozen requests and bids 
on Monday alone.”

Marty raised his eyebrows at John 
in shock. “Requests and bids on the 
same day! What do you do, weigh 
the plans?”

“Oh, Dad.” Both men glanced 
up to see John’s father, John Sr., 
standing behind them, a serious-
yet-amused look on his face. “They 
haven’t used plans for years. Bid 
documents are emailed in PDF 
format.” At this, John Jr. smirked.

“Sorry to burst your bubble, Dad, 
but we don’t use PDF documents or 
email for bidding anymore. We’ve 
entered the BIM world now!” John 
watched as his grandfather’s eyes 
grew as large as golf balls.

“BIM!” he asked. “What the 
he—?” But before he could finish, 
John quickly cut in.

“Hold on, Grandpa,” he warned 
with a laugh. “Gram is in the next 
room, and even though it has been 
a while, I still recall her bionic hear-
ing.” John looked at both men and 

adjusted his tie in a businesslike 
manner. “Now, let me tell you about 
BIM.”

“BIM is an acronym for Building 
Information Modeling,” John 
said and then turned to Marty. 
“Remember when you used to take 
me with you to architects’ offices, 
Grandpa, and I was fascinated with 
the scale models made from card-
board and foam board?” 

Marty smiled, causing small 
wrinkles to crease near his eyes. 
“Yes, I do. You loved the miniature 
trees and cars they had on display!” 
He laughed. “You wanted to build 
a model of your house for your 
Matchbox cars.”

John chuckled before continuing. 
“Well, today, architects and contrac-
tors have been using the software 
I mentioned to model the building 
and components in 3D. They can 

compare different designs, run cost 
estimates, mock-up a room, and 
check for conflicts or clash detection 
before they actually build anything. 
They can even create actual models 
using 3D printers.”

Almost in unison, John’s dad 
and grandfather both asked, “That 
certainly sounds interesting, but 
how do pictures of doors and hard-
ware affect your business and your 
ability to bid eight to 10 jobs per 
day?” Laughing again but this time 
at their impatience, John said, “It’s 
all about the ‘I.’”

John Jr. then dove back into his 
explanation. “The ‘I’ stands for 
information. Architects used to draw 
a door in the floor plan with pencil 
or pen or using 2D software. The 
door schedule provided information 
about the size, material and fire 
rating, and it referenced the eleva-

Illustrations courtesy of Allegion

Today, architects and contractors use BIM to model the building 
and components in 3D. They can compare different designs,  
run cost estimates, mock-up a room, and check for conflicts or 
clash detection before they actually build anything.
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tion and details of the door and 
frame and the assigned hardware 
set. As I’m sure you both recall, 
these are all disconnected, so we 

found errors or conflicts between 
the door schedule and plan or the 
details; unfortunately, sometimes 
we didn’t find them until it was too 
late. Then we’d interpret the specifi-
cation for the product information, 
which could cause more conflict.” 

Both John Sr. and Marty nodded 
their heads in agreement. “Now 
everything is connected,” John 
continued. “Architects place a door 
using 3D software, including all 
kinds of information about the door, 
frame and door hardware. The door 
families and models they pick aren’t 
just pretty pictures; they’re data-rich 
objects that provide information 
about the opening that become an 
integral part of the building.

“When the wall changes type, 
dimension or rating, it automati-
cally updates the opening or lets the 
user know that there is a conflict 
to be resolved. Manufacturers and 
software companies have created 
plug-ins and Web-based software 
that works with the 3D software 
to provide intelligence that assists 
architects and contractors in the 
selection of doors, frames and door 
hardware.”

John Sr. cut in. “So what do you 
use for bidding?”

“Contractors send us bid pack-
ages that have the 3D models of the 
openings,” John Jr. said. “We have 
modules of the Web-based software 

that we use to import the models, or 
information, and then we work up a 
bid. Sometimes it’s just a shopping 
list since the models are specific, 

but we bid a lot of projects where 
we have to convert generic models 
to specific manufacturers and prod-
ucts. However, since the generic 
models are in essence records of 
data, we can convert or map generic 
products to manufacturer-specific 
products fairly quickly. So we can 
bid several projects per day and 
almost anywhere in the country.”

“Almost,” John Sr. wagged a 
finger at his son. “Sounds like your 
competition can bid anywhere too, 
and you’re competing on price.”

John laughed nervously. “That’s 
what I thought at first too, Dad. But 
I had to accept that the construction 
industry was changing, and it made 
me rethink the business so we could 
add value. The first thing I had to do 
was hire and train the best people. 
Expertise on codes, applications and 
products is even more important 
now, but people also need to know 
how to use technology. The technol-
ogy is incredibly powerful, but 
it’s not perfect. It still takes people 
who know what they’re doing to 
complete and/or check the data. 
We often work with contractors in 
developing the models at different 
LODs.”

“LODs?” Marty asked. “What are 
those?”

“LOD stands for Level of 
Development or Detail,” John Jr. 
replied. “All the information isn’t 

needed at the same time or needed 
by everyone, so information is 
available when it’s needed and for 
whom it’s intended at the different 

levels of development. When the 
architect starts the design, they 
know they need an opening. At 
some point they determine that they 
want the opening to be a wood door 
and hollow metal frame, and as the 
design progresses, the wood door 
becomes plain sliced red oak, and 
the hollow metal frame is 16-gauge 
cold-rolled steel. As you can imag-
ine, the door and frame eventually 
become a specific manufacturer and 
model based on the specification, 
which is also information that’s 
included in the model.

“The second thing we focus on is 
service. We make sure we provide 
incredible customer service, but 
we also have expanded our door 
and hardware installation service 
to include access control, fire door 
and egress assembly inspections, 
and maintenance contracts, which 
support our aftermarket business. So 
our industry expertise, ability to use 
technology, and high-end services 
allow us to make the bid more than 
just price, and we win a lot of work.”

With a look of amazement and a 
proud grin, Marty said, “This sounds 
fascinating! Please tell me: how does 
the submittal process work?”

“Very similar,” John Jr. replied 

Manufacturers and software companies have created plug-ins and 
Web-based software that works with the 3D software to provide 
intelligence that assists architects and contractors in the selection 
of doors, frames and door hardware.
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with a smile. “We use technology 
to become more connected to the 
architect, contractor, subcontractors 
and the owner. In essence, we’re all 
working in the same building model, 
so communication and information 
are shared across all trades. Since the 
models are so detailed with actual 
product or generic product in a data 
structure, it’s very fast for the archi-
tect and/or contractor to validate. 
Everything is done electronically—in 
the cloud.” John laughed. 

“Because we’re all connected, 
approval is more about releasing 
areas or phases of construction 
when they’re ready. Imagine, Dad 
and Grandpa, the wall construc-
tion and thickness get locked down 
when the frames are ordered. So any 
change to the wall afterward is a 
documented change. Basically, what 

the 3D software allows us to do is 
create a virtual building to confirm 
constructability before anything gets 
ordered. The technology allows the 
project to move very quickly—time is 
money—which is why it’s important 
that we have experienced people who 
know how to use the technology.”

Before John Jr. could take another 
breath and continue, John Sr. inter-
jected, “So you’re an integral part of 
the construction team?”

“Oh, absolutely,” John Jr. responded 
with enthusiasm. “The technology 
doesn’t replace us; it just enhances 
our abilities. Some of our competitors 
have reinvented themselves like we 
did, but a lot are no longer around 
because they didn’t adapt to change.”

Marty smiled and slapped his son 
on the back. “It sounds like the busi-
ness is in good hands,” he said.

While this is a fictional story 
set sometime in the future, the 
content isn’t all fictional. A lot of 
the concepts of BIM exist today. I 
don’t consider myself a BIM expert; 
however, I have learned in the past 
year of working with BIM and 3D 
software that BIM is information 
and data with the intent to share 
knowledge to make decisions. The 
questions are: How good is the infor-
mation and data? and Will you adapt to 
the change to be part of the future?   

About the Author:  
William “Bill” Lawliss,  
AHC/CDC, CSI, CCPR, is 
director of Architectural 
Services for Allegion.  
He can be reached at  
Bill.Lawliss@Allegion.com.
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ONE OF THE HIDDEN COSTS FOR EVERY BUSINESS IS THE 
issue of employee engagement. This article covers some of the real costs of 
employee disengagement and the subsequent benefits of employee engagement 
and retention. If employees truly are a company’s most important asset, care and 
support of these workers must be a priority. 

There are three types of employees in most organizations today:
■ Totally engaged employees work with a passion, feel a part of the 

organization, are innovative, and work hard to improve the success 
of the organization. “Causal motivation” helps employees believe in 
what the organization stands for and helps workers to focus on the 
positive things that are going on.

■ Partially engaged or unengaged people seem to be putting in time. 
They do not appear to have a lot of passion or energy for the work 
that they do. The implication is that nothing extra is given. At best, an 
“incentive motivation” is present, and employees become energized 
when there is a clear understanding that harder work will result in 
tangible increased personal gain. This is an untapped opportunity for 
any organization to improve both performance and profitability. 

■ Actively disengaged employees with a negative focus tend to recruit 
others. “Fear motivation” results in employees feeling stuck in a job 
that they don’t like. Focus ends up on negative things that are going 
on in the workplace. 

According to a recent Gallup Business Journal article, the percentage of 
truly engaged employees is low in most areas of the world today. It has been 
suggested that only about 30 percent of U.S. workers are fully engaged at 
work. Even if we accept a 50 percent engagement rate, the resulting organiza-
tional costs cannot be ignored. If employees are only 80 percent effective or 
engaged, what is the cost in terms of productivity losses? 

It has been  

suggested that  

only about 30 percent 

of U.S. workers are 

fully engaged at work.

By Dave Neely

The Challenge of Employee Engagement 



 NOVEMBER 2014 £ DOORS & HARDWARE 45

The cost of employee turnover is 
extremely high, and the higher the 
turnover, the higher the cost. In the 
world of quick-service restaurants, 
there can be 100 percent employee 
turnover in a year, and it can cost 
$1,500 to bring a new hire up to 
speed. As another example, a large 
school bus transportation company 
has a driver turnover rate of 40 
percent at a cost of $2,500 per driver 
to replace those who leave. 

According to the 2014 Cross-
Industry Compensation Survey, 
the turnover rate in distribution is 
12.5 percent. However, the rate is 
substantially higher for operating 
employees. Employers should do 
the math to identify the costs of 
employee turnover, as well as the 
potential costs in terms of loss of 
productivity from employees who 

are not engaged. It is amazing how 
this affects profitability.

The reality is that engaged employ-
ees tend to stay with the organiza-

tion, and the payback is well worth 
the effort. There are simple strate-
gies that need to be considered to 
increase the engagement level in any 
organization. Front-line supervisors 
play a crucial role in this process and 
must be in tune and effective to get 
the best out of all employees.

Employee Engagement Survey
One good step to take is to 

administer an employee engage-

ment survey. Once employees are 
asked what it will take to become 
more engaged, it will be possible to 
focus on issues that will improve 

the work environment. Having 
done so, managers and owners 
will be expected to follow up 
with the employees’ suggestions, 
or all credibility will be lost. 

For example, Cruickshank 
Construction is a fairly large 
construction company with more 
than 500 employees and 80 supervi-
sors and project managers. The 
results of its annual employee 
engagement survey identified four 
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key improvement areas (KPAs): 
recognition, communication, pay 
and career opportunities.

Over the following six months, 
employee focus groups were held with 
a cross-section of the organization, 
including the CEO. A list of 
improvement ideas was created, and 
the organization began to implement 
the practical suggestions. The progress 
of the focus group was shared with the 
employees using e-newsletters and the 
quarterly employee magazine. 

The feedback from the focus 
group members has been extremely 
positive, and the members have 
become truly engaged. This process 
is now a part of the organization’s 
culture. As part of the process, the 
term “Building an Appreciation 
Culture” has been coined. 

Focus on Engagement at the 
Local and Organizational Levels

Real change occurs at the local 
workgroup level; however, it 
happens only when organization 
leaders set the tone from the top. 
Companies will realize the most 
benefit from engagement initia-
tives when leaders weave employee 
engagement into performance 
expectations for managers.

Both managers and employees 
must feel empowered to make a posi-
tive difference in their immediate 
environment. Leaders and manag-
ers should work with employees 
to identify barriers to engagement 
and opportunities to affect positive 
change. Employees often have the 
best ideas to maximize performance 
and business innovation and to 
create better workplace experiences.

Focus on Supervisors  
and Managers

Great managers care about 
their employees’ success. A great 

manager seeks to understand each 
person’s strengths and provides 
employees with every opportunity 
to use those strengths in their role. 
Great managers empower their 
employees, recognize and value 
their contributions, and actively 
seek their ideas and opinions. It 
takes talent to be a great manager, 
and selecting people who have this 
talent is important. 

Companies should treat the 
manager role as unique, with 
distinct functional demands 
that require a specific talent set. 
Research has found that immediate 
managers have the most significant 
impact on employees’ engagement 
levels. Organizations should train 
their front-line managers in commu-
nication and motivation skills. They 
should also coach managers to take 
an active role in building engage-
ment plans with their employees. 
Companies should hold managers 
accountable, track their progress, 
and ensure that they continuously 
focus on building an engaged work 
team. 

Define and Clarify  
Engagement Goals

Leaders must make engagement 
goals meaningful to employees’ 
day-to-day experiences. A company 
should ensure that managers 
discuss employee engagement 
at weekly meetings, in planning 
sessions and in one-on-one meet-
ings with employees. An organiza-
tion should work to make engage-
ment a part of its daily interactions 
and activities so that they become a 
part of the workplace culture.  

About the Author: Dave Neely is a training  
consultant based in Kingston, Ontario. He can 
be reached at dneely10@cogeco.ca, or go to 
www.neely-training.com.
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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

November is the month when we Americans remember and give 
thanks to the spirit of cooperation between the Pilgrims and the American 
Indians that allowed the Pilgrims to survive under very arduous conditions. I’ll 
bet you didn’t think I could find a link between the first Thanksgiving and door 
violations, but there’s always a connection.

Perhaps that same spirit of cooperation can be found between those 
responsible for places of public assembly and their guests. After all, the 
Pilgrims were technically guests of the first inhabitants of North America, 
and Thanksgiving celebrates a great coming together. I’d love to see a similar 
coming together to ensure the safety of everyone here.

By Mark BergerBe Thankful

Convenience Store

It’s easy to see hazards from the street. Space is always 
a premium on the island of Manhattan. As conve-
nience stores become mini-supermarkets, they find 
themselves with new issues to deal with. The standard 
method of breaking down cardboard boxes and baling 
them into piles does not work with milk crates. In most 
places you can stack them in an area in your parking lot. 
Absent a parking lot, what should you do? Blocking an 
exit door should not be the response. The inside of the 
door isn’t much better. I took the photo through the 
“one way” glass on an alarmed door leading to the exit. 
Storing a shopping cart and other material in front of 
the door isn’t too good, either. 

I’m thankful that there were a few other exits that  
were not blocked.

Office Building

I passed this one and snapped a quick picture through the  
open street exit door. Nice podium between the stepladder, 
bicycle pump and fuel container used to prop the door open.  
I guess they can keep a record of everyone who passes through 
this fire-rated opening.

I’m thankful that some of this opening was passable.

Furniture Store

Displaying merchandise is typically done to 
promote sales. But what do you do with large 
items that have been sold and are awaiting 
pick-up? The items in this exceptionally wide 
corridor all have green tags, indicating that 
they’ve been sold. Surely a better holding area 
can be found. And in case you are wondering, I 
did make it up to the exit door, and there was a 
functioning exit lock (the type we don’t show in 
this column), and there weren’t any slide bolts. 

I’m thankful that I could squeeze 
my way down to the door.
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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.

Rug Store  p

Just like the convenience store, the rug store also has certain 
items to dispose of that can become hazards. Here, the long tubes used to ship the 
beautiful oriental rugs can be an obstruction. Just having a parking lot is apparently not 
enough. You have to place your material wisely so that exit doors remain unobstructed. 

I’m thankful that at least the second exit door was open and did not have 
a plank of wood in the brackets preventing it from being used.

Restaurant 

I’m sure the Certificate of Occupancy for this establishment was issued well before 
the shelf unit, table and wall-mounted shelves were added. I don’t even think 
they can fully open the refrigerator doors anymore. This is another reason to start 
thinking about New Year’s resolutions and slimming down. That would give you a 
better chance at squeezing your way through to the well-marked exit door. 

I’m thankful that I don’t need to make that New Year’s resolution (but there are 
plenty of others on my list).

Restroom  q

I try not to make it a habit of taking pictures in a restroom, but 
this one I couldn’t resist. Fortunately, it was a private restroom 
in a nice restaurant near the Coliseum in Rome. The Coliseum is 
an engineering marvel to behold (including chambers created 
with doors to prevent the spread of fire), and I was speechless 
discovering how advanced the Romans were in creating the 
structure. On a smaller scale, this bathroom also left me 
speechless, as for the first time I can honestly say I was glad there 
was a locking device above an exit device. In this case it served 
a second role as an indicator for the exterior side of the door.

But I was thankful that I had a way of preventing the exit device from 
being opened from the exterior as I minded 
to the business at hand.
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By Jason Bader

s h e l f  l i f e

A Distributor’s Place in the Supply Chain
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I 
T SEEMS THAT EVERY-
 where I turn, someone is trying 
to cut out the middleman. Who 

is this middleman, and why do I 
want to get rid of him? In the circles 
I walk in, the distribution link in the 
supply chain is often viewed as the 
part everyone is looking to cut out. 
I fear that this axe-wielding view of 
the role distribution plays is due to a 
bad public relations campaign. 

Moreover, distributors are will-
ingly serving their head on a block 
when they fail to recognize and 
publicize their contribution to the 
chain. If distributors want to remain 
viable, they must be able to clearly 
articulate their value proposition.

When I teach distribution 
management, I often open with a 
brief discussion of the supply chain. 
In most industries, distributors 
reside between manufacturers and 
resellers of the goods they distrib-
ute. Some sell down the chain to 
dealers, others sell to hard goods 
manufacturers, and still others sell 
to installation professionals. 

I generally pose the question, 
“Why doesn’t the manufacturer 
sell directly to the customer of 
the distributor?” Wouldn’t it be 
more efficient? This goes to the 
heart of the middleman-severing 

philosophy. 
Playing the devil’s advocate, I 

remind them that the gross profit 
margins they enjoy produce an addi-
tional cost in the supply chain. So 
what do distributors do to justify this 
additional expense? This is where 
the rubber meets the road. When 
distributors fail to provide value, 
they are no longer entitled to remove 
margin dollars from the chain. 

Not only should distributors 
provide value, but they can no 
longer keep it a secret. It is not good 
enough to sell value down the chain 
to the customer; in order to duck the 
axe, distributors must also be able to 
sell up the chain to their suppliers. 

Relationships
What are distributors really sell-

ing to their suppliers? Customer 
relationships. Several years ago, I 
was doing research on the relation-
ship between suppliers and distrib-
utors in the floor covering industry. 
A soft goods manufacturer told me 
something that I will never forget: 
“He who controls the relationships 
in the market controls the market.” 

At the risk of throwing flooring 
wholesalers under the bus, this is the 
lesson I learned from them. Many 
years ago, both the wholesalers 

and carpet mills had sales teams 
calling on floor covering dealers. 
Both teams would push the brand, 
and the wholesaler would handle 
fulfillment. After some time, the 
wholesalers decided that both teams 
were a bit redundant and decided to 
let the carpet mill representatives call 
directly on their dealers. For a period 
of time, that worked great. The orders 
flowed through the distributor as 
they always had, and the expense of a 
field sales team was reduced. 

Can you guess what happened? 
Over time, the manufacturer-dealer 
relationship strengthened, and the 
distributor-dealer relationship with-
ered. Today, most major brands of 
carpet are sold dealer-direct. 

Trade Credit
One of the largest contributions 

distributors make to the supply 
chain comes in the willingness to 
extend trade credit to their custom-
ers. Do you think that manufactur-
ers would want to take on this 
burden? I think it might be a bigger 
pill than they could swallow. 

The liberal credit policies 
employed by the distribution 
community act as a lubricant to the 
supply chain. If credit was managed 
to the same rigidity as our banking 
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partners, the chain would come 
to a grinding halt. While I am not 
saying that the extension of credit is 

managed perfectly by all members, 
the willingness to use it as a catalyst 
for sales is a value to all links in the 
chain.

Localized Inventory
By placing inventory closer to the 

end user, the chain benefits through 
speed and efficiency. Customers 
don’t have to tie up space and 
resources to buy in manufacturer 
minimums. Distributors offer value 
by metering in product as needed. 
Customers don’t have to wait for 
transportation delays or lengthy 
order processing times. 

In several situations, customers 
can receive orders the same day. 
In many industries, speed means 
money. Reduction of down time is a 
very tangible benefit.

Breadth of Offering
By offering a wide variety of 

different products, distributors can 
help their customers write fewer 
purchase orders. This also caters to 
the reduction of down time. 

In many applications, labor is a far 
greater expense than the products 
consumed. When labor can remain 
working, overtime is reduced, and 
the project comes in on budget. In 
some situations, early completion 
of a project can produce substantial 
rewards for the customer. 

Product Knowledge Expertise
The downside of inventorying a 

breadth of products is the require-

ment for application-based training. 
Distributors go to great lengths to 
train their customer service and 

field personnel on the best products 
for the customers’ applications. 
Sales teams can often offer labor-
saving advice for their customers. 

In fact, the field sales profession 
has transformed from order writing 
to problem solving over the years. 
Given the fact that most distributors 
represent products from more than 
100 different suppliers, the need for 
training and education is greater 
than ever.

Warranty Support
Distributors stand behind the 

products they sell. They often go 
above and beyond to facilitate a 
warranty exchange with the manu-
facturer. They become advocates 
for the customer when disputes 
arise. Many of them will take care of 
customers long after the manufac-
turer warranty period has expired. 
Since customer relationships are 
their currency, distributors will 
often sacrifice short-term profit for 
long-term loyalty.

Bid Assistance
In several industries, wholesalers 

provide additional service to their 
customers by helping them plan 
for the consumable portion of the 
project. They take off work and 
create bid packages for contractors 
to help them win work. This 
involves an intimate understanding 
of what the customer does for a 
living. Some distributors scour 
the drawings for opportunities to 

provide labor-saving assemblies.  
It is common for some construction-
related distributors to provide 
fabrication work so that bids can 
become more competitive. 

VMI and EDI
In the industrial markets, several 

distributors help their customers 
manage on-hand inventory levels. 
These vendor-managed inventory 
programs draw upon what distribu-
tors excel at—managing inventory—
and allow customers to concentrate 
on production. 

Distribution has also been a key 
component in promoting transac-
tional efficiency through electronic 
data interchange protocols. These 
protocols allow the software 
programs of supply chain members 
to exchange and translate transac-
tional documents. 

The real reason I start out each 
course with an explanation of the 
supply chain is that I want distribu-
tors to never forget how they earn 
their money and why they invest so 
much in customer service. I want 
them to explain their role in the 
supply chain to every member of 
the company, from delivery driver 
to credit manager. 

Everyone in the organization must 
be able to internalize this value 
proposition and be certain that they 
are living up to the expectations 
promised.   

About the Author: Jason Bader is the managing 
partner of The Distribution Team, a firm that 
specializes 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. 

By placing inventory closer to the end user, the chain benefits 
through speed and efficiency. Customers don’t have to tie 
up space and resources to buy in manufacturer minimums.

mailto:Jason@Distributionteam.com
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PRODUCTS

SECO-LARM Introduces  
Expanded Line of Door Closers 
SECO-LARM introduces an expanded 
line of door closers for varying door 
weights: up to 100 lbs. (SD-C121-S), up to 
140 lbs. (SD-C131-SQ), and up to 330 lbs. 
(SD-C101-SGQ). The high-end SD-C101-
SGQ model is also adjustable for ANSI 
sizes 1-6.

ENFORCER door closers feature a 
reversible non-handed design for con-
venient installation. Rugged yet discreet 
construction with anodized aluminum 

bodies, silver finish, and forged steel 
arms makes them perfect for a wide 
range of applications. Two independent 
valve adjustments on the door closers 
allow for easy setting of sweep and latch 
speeds. For more information, go to 
www.seco-larm.com.

Secura Key Offers Four-Door  
NOVA.16 Access Control Kits
Secura Key is now offering four-door 
access control kits featuring the new 
NOVA.16 16-door control panel at a sig-
nificantly discounted kit price. 

NOVA.16 four-door kits include the 
NOVA.16 16-door control panel, SK-NET 
software, a DC power supply and four 
smart readers. It’s almost everything you 
need to control access to four doors—
just add cards, cabling and door locking 
devices.

Kits are available in either Radio Key®/
HID® Dual Technology proximity or e*Tag® 
contactless technologies. NOVA.16’s 
system architecture provides significant 
reductions in installation labor and cabling 
costs by eliminating home run cabling 
back to the control panel. For more infor-
mation, go to www.securakey.com.

Sugatsune Announces  
New Sliding Door Handles
Sugatsune has added four new styles for 
wood doors and four newly introduced 
styles for glass doors, as well as four 
surface-mounted handles that can be 
applied to wood or glass doors. They 
complement almost any design and are 
low profile, so they create a subtle effect 
to the overall space. Satin finish is only 
available for all the handles because it 

minimizes any fingerprints or smudges 
appearing on the surface.

Visit www.sugatsune.com for more 
information. Connect with Sugatsune 
America via Facebook (facebook.com/
sugatsune) and Twitter (twitter.com/
sugatsune).

PEOPLE

Weidenbenner Named PDQ Rep
Weidenbenner Marketing Associates, Inc. 
has taken the reins as sales representa-
tive for PDQ Manufacturing. This veteran 
organization, serving the Dallas/Fort 
Worth region since 1990, will handle PDQ 
accounts in Texas, Oklahoma, Arkansas 
and Louisiana.

The address for the new rep group is 
6170 Research Road, Suite 243, Frisco, TX 
75033 (phone 469/628-0820).

CORPORATE

Amesbury and Truth Hardware  
Announce New Brand Identity
Amesbury Truth, a division of Tyman, 
PLC, unveiled a new brand identity and 
tag line unifying the former Amesbury 
and Truth Hardware brands. This is a 

New Sliding Door Handles from Sugatsune
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significant step in the integration of the two businesses, which 
came together in 2013. 

The new tagline, “Engineered Solutions. Trusted Results,” 
articulates the value the company brings to its customers, as 
well as its commitment to excellence. For more information, 
contact Cindy Ihrke at cihrke@amesburytruth.com.

Stanley Security Donates to Wounded Warrior Project
STANLEY Security will donate a portion of all qualifying 
proceeds from purchases of BEST, PRECISION and STANLEY 
Commercial Hardware to the Wounded Warrior Project® 
(WWP), effective now through Dec. 28.

By partnering with WWP through substantial contributions, 
STANLEY Security joins the national effort to honor returning 
service members for their valor and dedication. STANLEY 
Mechanical Security has been a loyal donor to the organiza-
tion since early 2014, raising more than $30,500 to date, and 
remains committed to hiring veterans now and in the future. 

For more information on STANLEY Security’s partnership with 
the Wounded Warrior Project or to make a donation, visit www.
stanleysecuritysolutions.com/home/wounded-warrior-project. 
or www.woundedwarriorproject.org.

ASSA ABLOY Acquires Jiawei in China
ASSA ABLOY has signed an agreement to acquire Jiawei, one 

of the leading suppliers of security locks in China. The acquisi-
tion broadens ASSA’s presence in the OEM channel for door 
manufacturers and gives it important complementary access 
to the growing replacement market for security locks and 
cylinders in China. Jiawei was established in 1995 and has about 
920 employees. The head office and factory is located in Jinhua, 
Zheijiang province, Eastern China. The transaction is subject to 
regulatory approval and is expected to close during Q4 2014.

Linetec to Expand in Wisconsin
Linetec will expand its capacity and capabilities with a third 
anodize line. The 120,000-sq.-ft. addition and associated 
improvements are estimated to cost $15.3 million and to bring 
nearly 100 jobs to the city of Wausau, Wisc. In January 2014, 
Linetec opened a 30,000-sq.-ft. addition to its existing anod-
ize lines, which are operating at capacity.

Our cross-category Connect fi ttings for Falcon, Ives, Schlage 
and Von Duprin.

Allegion Connect is a quick and easy way to connect your Allegion products; all the 
way from your power supply to locking device. These connectors reduce the time 
needed to wire an opening and provide a secure connection between devices.  

 ■ Quick, common connections reducing installation time
 ■ Factory installed connectors ensure the right wires match up every time
 ■ Connection points are protected throughout the lifetime of the opening
 ■ All our Connect products utilize the same, interchangeable connectors

To connect with us, visit: allegion.com/us or call 866-335-6269.

We help you 
make the 
connection.

We help you 

1/4 Page 
3 1/2”  x  4 3/4  4/C

Doors&Hard_5C  (InDesign doc.)

Runs in:
Jan, Apr, Jul, Oct

DOORS AND HARDWARE
Salsbury Industries

Call regarding our
        Dealer Program!

mailto:cihrke@amesburytruth.com
http://www.stanleysecuritysolutions.com/home/wounded-warrior-project
http://www.stanleysecuritysolutions.com/home/wounded-warrior-project
http://www.woundedwarriorproject.org
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The line is expected to be fully functional by summer 2015. 
Linetec’s anodize is specified on architectural aluminum products 
such as window and door systems, storefront framing, sun shades, 
light shelves, canopies, column covers, panels and flat sheets. For 
more information about Linetec and its services, call 888/717-1472, 
email sales@linetec.com, or visit www.linetec.com.

Ridgemont Equity Partners Acquires The Cook & Boardman Group
Ridgemont Equity Partners, a middle market buyout and 
growth equity investor, announces the closing of a majority 
equity investment in The Cook & Boardman Group, a leading 
specialty distributor of commercial metal and wood doors, 
door frames, door hardware, and related products. Financial 
terms of the transaction were not disclosed.

Cook & Boardman is headquartered in Winston-Salem, N.C., 
and operates 20 locations across eight states. The company 
serves the non-residential construction market, including the 
education, municipal, healthcare, commercial, office, multi-
family, and hospitality sectors.

Piper Jaffray & Co. served as exclusive financial advisor to 
Cook & Boardman. Advisors for Ridgemont included K&L Gates 
and SunTrust Robinson Humphrey, Inc.

Midwest Wholesale Hardware Opens Doors with New Branding
Midwest Wholesale Hardware has unveiled its new branding, 
including a new logo. The branding change is part of MWH’s 
continuous focus on providing improved services and commu-
nications with its customers. 

The new logo pays respect to the previous monogrammed-
style logo through the new icon: an updated, modern 
monogram display of the company’s initials. Along with the 
new look, MWH has a new tag that embodies the spirit of its 
customer service: What you need, when you need it. With six 
strategically placed facilities throughout the U.S., MWH is able 
to provide fast, efficient delivery that passes its Double Check 
for Accuracy policy before being shipped out to the customer. 

For more information, go to www.midwestwholesale.com.

http://www.linetec.com
http://www.midwestwholesale.com
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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

New England Hollow Metal Manufacturer seeking experienced 
Doors, Frames and Hardware Project Manager to run our quoting 
and write up department. This candidate should have at least 
10 years’ experience in the industry, minimum of 5 years in 
management and will be expected to manage all aspects of project 
specifications, cad drawings, template analysis, quality control, 
customer service, and staff education. This position requires 
a team oriented individual who possesses a can do attitude 
with an out of the box thinking mindset to take control of this 
department and move it to the next level. It a great opportunity 
for the right person to make an impact on a growing company.

Please send resume, Cover letter explaining why you are up for 
the challenge, 3 trade references and salary requirements to:

Applicant 
PO Box 503,  

Belgrade, ME 04917

 Help Wanted
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FOR MOST DISTRIBUTORS, the struggle for sales 
associated with the so-called Great Recession has ended. 
Sales growth may not be back up to where it was 10 
years ago, but the era of anemic growth is certainly 
at an end. Some of that growth was the result of the 
acquisition of competitors weakened by the recession. 
However, most of the growth has been organic, which 
means it should be driving higher profits.

Unfortunately, this sales growth has not always 
translated into increased profits. For far too many firms, 
sales growth proved extremely hollow. However, other 
firms enjoyed a major profit upturn. They not only 
increased their profit, but they increased the advantages 
they enjoyed over their less-successful counterparts. 

It would be easy to suggest that the more successful 
firms were in easier market areas or enjoyed some unusual 
advantage that was unique to them. That, however, is 
simply not true. The most successful firms continued to 
do what they had always done: employ the Critical Profit 
Variables (CPVs) in a more effective manner. 

The financial benchmarking study of DHI Distributor 
Corporate members, the 2014 DHI Profit Report, 
provides some key insights into exactly how high-profit 
firms generate those better profit numbers. It is essential 
for every firm to understand that the key is to do a few 
things just a little better. The 2014 DHI Profit Report 
provides clear evidence as to how small differences 
in a few areas translate directly into higher levels of 
profitability. 

Typical versus High-Profit
The typical DHI firm in the 2014 DHI Profit Report is 

the firm with financial performance in the exact middle of 
the results for all participating firms—that is, on any given 
measure, half of the firms performed better than the typical 
firm, and half performed worse. It is the best measure of 
industry performance on any of the profit drivers.

Managing the CPVs
In trying to move from typical to high-profit, the 

key is to understand the nature of the CPVs—namely, 

which ones are most important and how they impact 
performance for the typical and high-profit firms. The 
CPVs that are the most important to enhancing profit 
results are sales growth, gross margin, payroll expenses 
and non-payroll expenses. Each of the factors needs to 
be planned carefully to ensure adequate profits.

Some of the differences in the CPVs between typical 
and high-profit firms appear to be so small that they 
don’t even deserve management attention. In fact, it is 
these small differences that multiply to produce major 
changes in profit margin. This means that the typical 
firm doesn’t have to dramatically improve performance 
on the CPVs, but rather to simply do a little better across 
the board. 

There is a multiplier impact when performance is 
better in a few areas, even if “better” is relatively small. 
It is not even necessary to do a little better everywhere. 
No firm produces superior results for every single CPV 
in either good times or bad. Successful firms manage 
their CPV performance so as to maximize overall 
profitability. This is great news for the typical firm. 
Perfection is not required, only blending the CPVs 
in a positive way. With such blending, profit rises 
significantly.

Want More Profit Improvement Help?
The annual DHI Profit Report is an exclusive benefit 

of DHI Corporate Membership and includes more 
specific and detailed recommendations for improving 
your company’s profit position. In addition to the 
confidentially collected and aggregated results, all 
survey participants also receive a Performance Analysis 
Report, offering a direct comparison between their 
company’s results and other participating firms. 

For more information on Corporate Membership and 
receiving these reports, contact Member Services at 
703/222-2010 or go to www.dhi.org.  

About the Author: Dr. Albert D. Bates is founder and president of Profit 
Planning Group. He is the author of the newly released Breaking Down the 
Profit Barriers in Distribution. It is a book every manager should have and is 
available from Amazon and Barnes & Noble.

c l o s i n g  T H O U G H T S

Turning Sales into Profit
By Dr. Albert D. Bates

http://www.dhi.org


In the world of architectural and commercial wood doors, there’s now  
one source for all of your needs. Four of the top industry brands — 
AlgomaTM, Marshfield®, Mohawk® and BaillargeonTM — have joined to 
become ONE as Masonite® Architectural.

Masonite Architectural combines exceptional customer service, industry-
leading innovation and expertise to deliver complete door solutions to our 
customers and the markets we serve.

w w w . m a s o n i t e a r c h i t e c t u r a l . c o m

ONE
T H E  V A L U E  O F



WE MADE 
DIANE A DOOR 
HARDWARE HERO

INFORMED. IN STOCK. IN DEPTH.

Her job at the condo site was going smoothly—until the morning 

Diane discovered 10 additional doors were added to the project. 

With the manufacturers requiring lead time to ship, Diane called 

Security Lock Distributors, who got the mortise locks delivered to 

her by the next day while carefully respecting the specs. In true 

Door Hardware Hero style, Diane got the job done on schedule.

SECURITY LOCK DISTRIBUTORS DELIVERED, 
SO DIANE COULD TOO.

The industry leader in electrical and mechanical 
door hardware solutions. 
seclock.com  |  800-847-5625
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