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i n  T O U C H

 I 

AM SO ENCOUR AGED ABOUT DHI’S  
new direction and the important work we are 
launching that I decided to appropriate Jerry’s 

column this month. He, of course, generously 
agreed and only asked that I wish the members 

a happy new year. So happy new 
year to all of our readers!

Last month, Jerry spoke about 
the concept of relevancy, shar-
ing that DHI is changing our 
certification, education and 
membership structure to be more 
relevant to our industry today. To 
accomplish this work, we need to 
understand what is valuable to 
our members and our industry. 

Our goal is simple: to rebuild our individual 
and corporate membership structure, adding 
more value at the right price to touch more of our 
industry immediately. What membership value 
proposition will attract more of our industry to 
engage in DHI?

So why am I writing to you? I am writing to 
implore you to help us by participating in the 
research we are launching this month. I have 
been on the Board for several years during one of 
the industry’s most tumultuous periods—a time 
when every organization has to be brutally honest 
about its effectiveness. I have participated in and 
led numerous discussions in DHI meetings and 
in your offices regarding DHI’s value proposi-
tion. We want to get it right, and that starts with 
understanding what is important to you and 
what you are willing to invest for those benefits 
and programs.

I participated in the design of this research in 
a meeting in mid-December. I was encouraged 
by the approach and procedure used to measure 
the value proposition input of an association’s 
membership. But it is only successful if you 
participate! If you have expressed concern any 
time over the last several years, now is the time—
and this is the vehicle—to tell us your thoughts. 

If you make this effort, then I will make this 
commitment to you: We will take your input seri-
ously, we will use your contribution to change, 
and we will move quickly! Jerry mentioned in his 
last column that he is hitting the road to discuss 
new strategies for our education and certification 
programs and is asking for direct feedback on 
membership. He immediately traveled two out 
of the following three weeks to conduct private 
member meetings.

I am encouraged by the initial positive reac-
tion to the concepts that the DHI Education and 
Certification Councils created. In addition, Jerry 
captured many additional new ideas that will be 
shared directly with these councils this winter. 
His travel will continue throughout this process, 
and I will be undertaking the same effort.

We will bring this all together for a Board 
meeting in March to approve the recommended 
changes of the Certification Councils on a 
retooled certification program and to consider 
new strategies on membership based upon your 
input. Now is the time to be heard! The leader-
ship and staff are focused and are determined 
to make the correct decisions, but the critical 
pieces ensuring our success are your views and 
responses to the research survey.  

Increasing Our  
 Value Proposition

By Barry T. Shovlin
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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: 2005

Occupation: Sales consultant, AHC, EAC specialist at Knell’s Door & Hardware

Childhood ambition: I always loved cool gadgets, so naturally I wanted to be a police officer or a 
professional spy. At age 10, I had the house wired up with microphones and speakers.

First job: Working nights and weekends in a small pizzeria. I learned how to make a great pizza at  
2 a.m.—minimum wage and all you could eat.

What led you to our industry? My brother was in the security industry out West. He called me about 
a guy he knew looking for a branch manager of a security distributor in Toronto. I went for an interview 
Friday and started Monday, knowing nothing about the products or business. I was working full-time 
in a convenience store at the time. The rest is history. I joke that I have been trying to get out of the 
industry ever since.

Proudest professional moment: While working for a manufacturer, I managed a team developing 
a new product. Seeing that product actually come to market and seeing it in use was a proud and 
rewarding professional moment for me.

Biggest challenge: Access control, security and electronic hardware are constantly changing. It is a 
challenge to keep up with all the latest and greatest. This is also what keeps it interesting.

Guilty pleasure: Reading new technology, science and innovation articles online. I’m a closet geek.

Favorite book/movie: Author: Ken Follet; movies: Pulp Fiction, Fargo, anything Monty Python

Mentor/Hero: I would consider Bob Dahmer, AHC, and Al Meagher, AHC, mentors. During my AHC 
training, they were critical, encouraging and quick to offer advice—whether I wanted it or not.

Best advice you ever received: Put your brain in gear before engaging your mouth. My grandfather 
told me that on a regular basis.

Best advice you never received: Put away 10 percent of everything you earn for retirement.  
Start at age 16.

How has your involvement with DHI supported your career goals? DHI has given me the grounding 
of a good industry education. Many of us come from different or related industries. DHI helps us all 
speak the same language and achieve common project goals.  

 Scott Kittell, AHC
 WILLIAM KNELL AND COMPANY LIMITED

f a c e s  O F  D H I
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“ “
“The construction expansion should become 

more broad-based in 2015, with support 
coming from more sectors than was often 
the case in recent years,” says Robert Murray, 
Chief Economist and Vice President for Dodge 
Data & Analytics. “The economic environ-
ment going forward carries several positives 
that will help to further lift total construction 
starts. Financing for construction projects 
is becoming more available, reflecting some 
easing of bank lending standards, a greater 
focus on real estate development by the invest-
ment community, and more construction bond 
measures getting passed. 

“While federal funding for construction 
programs is still constrained, states are now 
picking up some of the slack. Interest rates 
for the near term should stay low, and market 
fundamentals (occupancies and rents) for 
commercial building and multi-family housing 
continue to strengthen.”

Based on research of specific construction 
market sectors, the 2015 Dodge Construction 
Outlook details the forecast as follows.

OTAL U.S. CONSTRUCTION 

starts for 2015 will rise 9 percent to 

$612 billion, a larger gain than the 

5 percent increase to $564 billion 

estimated for 2014, according to 

the 2015 Dodge Construction Outlook. The report, 

released by Dodge Data & Analytics, is considered 

a mainstay in construction industry forecasting and 

business planning. 

Photo Credit: ©iStock.com | ewg3D

   While federal funding for construction programs is  
still constrained, states are now picking up some 
of the slack. Interest rates for the near term should 
stay low, and market fundamentals (occupancies 
and rents) for commercial building and multi-family 
housing continue to strengthen.

Copies of the 2015 Dodge Construction Outlook report with additional details by  
building sector can be ordered at http://construction.com/dodge.

Dodge Outlook 
Report Predicts Rise 
in Construction Starts 
for Commercial and 
Institutional Building

Construction Industry to See  
More Balanced Growth in 2015

T
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■ COMMERCIAL BUILDING will increase 15 percent, 
slightly faster than the 14 percent gain estimated for 
2014. Office construction has assumed a leading role in 
the commercial building upturn, aided by expanding 
private development as well as healthy construction 
activity related to technology and finance firms. Hotel 
and warehouse construction should also strengthen, 
although the pickup for stores is more tenuous. 

■ INSTITUTIONAL BUILDING will advance 9 percent, con-
tinuing the moderate upward trend that was established 
during 2014. The educational building category is now 
seeing an increasing amount of K-12 school construction, 
aided by the financing made available by the passage of 
recent construction bond measures. Healthcare facilities are 
expected to show some improvement relative to diminished 
activity in 2014. 

■ MANUFACTURING PLANT CONSTRUCTION will 
settle back 16 percent, following the huge increases 
reported during both 2013 (up 42 percent) and 2014 (up 
57 percent) that reflected the start of massive chemical 
and energy-related projects. Next year’s volume remains 
quite high by recent historical standards.

■ SINGLE FAMILY HOUSING will rise 15 percent in dol-
lars, corresponding to an 11 percent increase in units 
to 700,000 (Dodge basis). It’s expected that access to 
home mortgage loans will be expanded, lifting housing 
demand. However, the millennial generation is only 
gradually making the shift toward homeownership, lim-
iting the potential number of new homebuyers in the 
near term.

■ MULTI-FAMILY HOUSING will increase 9 percent in 
dollars and 7 percent in units to 405,000 (Dodge basis). 
Occupancies and rent growth continue to be supportive, 
although the rate of increase for construction is now 
decelerating as the multi-family market matures.

■ PUBLIC WORKS CONSTRUCTION will improve 5 per-
cent, a partial rebound following the 9 percent decline 
estimated for 2014. Highway and bridge construction 
should stabilize, and modest gains are anticipated for 
environmental public works. Federal spending restraint 
will be offset by a greater financing role played by the 
states, involving higher user fees and the increased use 
of public-private partnerships.  

Photo Credit: ©iStock.com | Macrovector

2015

Commercial Building

Institutional Building

Manufacturing Plant  
Construction

PREDICTIONS

Total Construction Starts

»

»
»

»

15%

9%

$
to $612 Billion

9%

16%



10 DOORS & HARDWARE £ JANUARY 2015

THE TONE IN THE DOOR AND HARDWARE INDUSTRY AT THE 
end of 2014 was even stronger than the already-upbeat tempo at the 
beginning of the year. A private equity investor recently referred to 
the recovery as having entered its adolescence. This seems to be an apt 
description and is relevant in several ways. 

First, it means that the recovery is undeniably taking place. It has been 
more than a year since a door or hardware company executive confided in 
us that he or she was not yet feeling the recovery. Attendees at tradeshows 
throughout 2014 were in high spirits and were wrestling with elegant 
problems like how to process all of their increasing orders or find the 
right people to hire. With a recovery in its adolescence, it is important that 
industry participants hit the ground running in 2015 and focus on the 
areas that seem to offer the greatest promise. 

Major Economic Trends as 2014 Drew to a Close
Any predictions regarding the year ahead should be viewed in the 

context of the momentum of the economy as 2014 drew to a close. There 
were a number of important macroeconomic trends, as highlighted in the 
Federal Reserve Beige Book, that were acting on the U.S. economy at that 
time. The uncertainty regarding certain global geopolitical risks that have 
escalated to an unusually high level continued into this year as well. 

At year end, situations like the Russia-Ukraine issue, various active 
terrorist groups and the Ebola virus continued to capture headlines on 
a daily basis. Yet outside of a slight contraction in Q1, these geopolitical 
uncertainties did not have a large negative impact on the economy or the 

Recovery Continues;  
Growth in Every Segment Predicted

2015 Forecast
Door and Hardware Industry

By Michael Collins

Photo Credit: ©iStock.com | cnythzl
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financial markets. The economic shrinkage in 
Q1 was generally blamed on the large drop 
in exports caused by the unprecedentedly 
low temperatures and higher-than-average 
number of snowstorms.

The advanced estimate from the Bureau 
of Economic Analysis released on October 
30, 2014, showed that U.S. real GDP grew 
at an annual rate of 3.5 percent in the third 
quarter of last year. This growth in Q3, which 
followed an exceptional 4.6 percent growth 
rate in Q2, made it the best half-year perfor-
mance since the start of the recovery. At the 
end of 2014, real GDP was 7.7 percent higher 
than its pre-recession peak. Housing starts 
contributed strongly to these numbers, with 
an increase of 6.3 percent from August to 
September. Much of this rise was due to the 
continued growth in multi-family housing, 
which made up about 35 percent of total hous-
ing units constructed. 

Construction spending rose steadily 
throughout 2014 and was up 6.1 percent 
in the first nine months, versus the same 
period in 2013. Overall, despite the mixed 
economic indicators, the primary economic 
fundamentals were strong at the end of the 
year. Unemployment continued its downward 
arc and bottomed out in October 2014 at 5.8 
percent. As the year drew to a close, the 
Architectural Billing Index rose to one of its 
highest points in the post-recession period, 
following its fourth consecutive increase in all 
regions. 

Review of the Prior Year’s Predictions 
Fiscal Cliff Resolved – Last year at this 

time, we predicted that the final major fiscal 
cliff that was looming at the end of 2013 and 
the start of 2014 would be resolved without 
major incident. Specifically, we predicted 
that members of both parties would dig in, 
unhelpfully, but that the issue would be 

resolved after much finger-pointing and accu-
sations. We are not seeking much credit for 
the accuracy of this prediction, as it seems to 
be the usual way that politicians address key 
problems. 

Unemployment Continues to Drop – We 
correctly predicted that the unemployment 
rate would continue to drop in 2014. However, 
we were not as optimistic as we should have 
been, predicting a low point in unemploy-
ment of 6.75 percent. Economic pundits were 
expecting it to take until 2015 for unem-
ployment to hit 6.5 percent. However, as 
mentioned previously, unemployment actu-
ally hit 5.8 percent during 2014. Job creation 
numbers well in excess of 200,000 per month 
throughout 2014 helped trim the unemploy-
ment rolls significantly.

Interest Rates Remain Low – Finally, we 
predicted that the Federal Reserve would 
not use the caveats under which it might 
increase interest rates. Indeed, rates remained 
unchanged during 2014 at historically low 
levels. In the building products industry, 
low interest rates are helpful for a number 
of reasons. First, building products compa-
nies enjoy lower operating costs under lower 
interest rate environments. Also, as borrowing 
costs for residential and commercial projects 
alike decrease, building activity and demand 
for building products increase. 

What’s Ahead in 2015
Increased Energy Production Will Drive 

National Growth – The current U.S. energy 
boom deserves a place in the spotlight. 
Fracking and other relatively new methods 
of oil production have turned the U.S. into 
something it was previously believed it would 
never be again—an oil exporter. Energy 
industry experts have gone as far as saying 
that oil deposits in the Bakken Shale, the 
Permian Basin and elsewhere will eventually 

Overall, despite the mixed economic indicators, the primary economic 

fundamentals were strong at the end of the year.
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allow the U.S. to achieve independence from 
oil from the Middle East. Already, this trend 
is causing economic booms in the areas imme-
diately adjacent to the oil sites. Hundreds of 
thousands of jobs have been created, further 
spurring economic growth. The oil boom has 
attracted foreign investors in residential and 
commercial real estate. 

While there are no specific milestones in 
2015 about which we will make predictions, 
the energy boom in the U.S. will likely end 
2015 with even more momentum than it has 
at the start. There are economic pundits who 
believe that this oil boom will be the single 
most meaningful economic driver in the U.S. 
over the next 20 years. 

Permanent Shortage in Skilled Labor 
Positions – Skilled labor shortages are almost 
an axiom in an economy that is in strong 
recovery mode. However, tool and die makers 
in particular are insufficient in number to 
meet the needs of manufacturers. We have 
visited numerous factories in this industry. 
Not all of them maintained an in-house tool 
and die maker. However, among those that did 
have an in-house tool maker, those individuals 
had several things in common:

■ First, they were jammed with institutional 
knowledge about critical manufacturing 
equipment that few others within the 
company could even begin to understand. 
Their employees often invoked the ability 
to efficiently produce tooling in house as a 
key differentiator.

■ Second, they were all working alone. We 
have yet to visit a company where the tool 
and die maker has one or more strong 
apprentices learning the craft from him.

■ Finally—and here is where it gets scary—
they were all nearing retirement. 

We have probably not met a tool and die 
maker who will be working five to seven years 
from now. For companies that have come to rely 

on in-house services and who do not want to 
lose that edge by outsourcing tool making and 
machinist work, this is a call to action. Whether 
it is hiring an apprentice or partnering with a 
local vocational technology school, manufac-
turers must fill this gap in their infrastructure. 
At the national level, the government might 
consider accelerated immigration processes for 
workers with these vital skills.

Interest Rates Will Not Rise as Quickly as 
Predicted – As 2014 drew to a close, Federal 
Reserve officials were predicting that the 
federal funds rate—the interest rate for over-
night loans from the Fed to banks—would 
spike to 1.375 percent by the end of 2015. This 
rate is important because other loan rates rise 
and fall with changes in the federal funds rate. 
However, the Fed has also indicated its desire 
for an accommodative stance as long as infla-
tion stays under 2 percent. 

We believe that the economic recovery is 
nowhere near the level of overheating. Thus, 
we would predict that inflation next year will 
fail to cause alarm bells at the Fed, as they 
see that interest rate increases are slowing the 
recovery, rather than staving off inflation. We 
predict that the federal funds rate will end the 
year considerably lower than 1.375 percent. 

Segment-Specific Growth Projections
The American Institute of Architects recently 

published growth projections by market 
segment for 2015. These growth figures were 
derived from the predictions of seven different 
and highly respected organizations.1 Consensus 
projections for 2015 for the various segments are 
highlighted in Figure 1 on page 14.

Single-Family Construction – The rate of 
growth in single-family construction, which 
is expected to surge in 2015, has been included 
for comparison purposes and for its ability 
to predict future nonresidential construction 
spending. 

Skilled labor shortages are almost an axiom in an economy that is in strong 

recovery mode. However, tool and die makers in particular are insufficient in 

number to meet the needs of manufacturers.
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After a slower-than-expected growth rate 
in 2014, single-family starts are expected to 
increase by roughly 30 percent in 2015. Multi-
family housing starts, of much greater interest 
to purveyors of commercial doors and hard-
ware, are expected to see slower growth in the 
year ahead. After leading the market during 
the downturn for a number of years, multi-
family starts will consolidate their prior gains 
and pause for breath in 2015. 

Retail and Office Construction – On the 
nonresidential side of the market, retail and 
office construction are expected to see the 
strongest growth, at 11.5 percent and 10.8 
percent respectively. Both of these segments 
benefit directly from the increase in employ-
ment and the general increase in economic 
activity. The office segment in particular will 
benefit from low overall vacancy rates and 
increased spending on office complexes by 
finance and technology companies. Further, 
the supply of commercial space remains 
tight relative to demand, primarily because 
commercial lending is still not as easily 
obtained as it was prior to the downturn. 

Hotels – The next distinct sector with a strong 
expected growth rate is the hotel segment, at a 
projected growth of 9.2 percent. Hotel construc-
tion is driven by strong consumer spending 
and dropping vacancy rates across cities that 
are popular destinations for business and vaca-
tion travel. Spending on industrial construction 
is projected to grow at 7.8 percent in 2015.  

The increase in overall economic activity and 
the resurgent growth in manufacturing in the 
U.S. are driving this segment. 

Institutional Segments – On the nonresi-
dential side, the highest increase in the 
projected growth rate in 2015 versus the 
growth of the prior year is in the institutional 
segments of public safety and education. 
The education market is benefitting from the 
recent passage of a wide variety of construc-
tion bonds across the United States. The K-12 
market is seen as being particularly strong in 
the year ahead. 

With growth in 2015 predicted in every 
segment of the nonresidential construction 
industry, this should be a good year for compa-
nies engaged in the commercial door and 
hardware segment. By increasing their focus 
on pursuing projects in the fastest growing 
segments and deemphasizing those segments 
that are expected to offer the least attractive 
growth, companies in our industry should 
position themselves for a profitable 2015.  

Endnote
1.   McGraw-Hill Construction, IHS-Global Insight, Moody’s, FMI, Reed Construction 

Data, Associated Builders and Contractors, and Wells Fargo Securities

About the Author: Michael Collins is 
an investment banker with an exclusive 
focus on the buildings products 
industry. He provides door, window  
and hardware companies with 
mergers and acquisitions and capital 
raising services. He can be reached at 
mcollins@buildingia.com.

Figure 1. Growth Projections for 2015
Segment % Growth in 2014 % Growth in 2015 Change (2015 vs. 2014)
Single-Family Residential Construction* 4.5% 34.8% 30.3%

Retail and Other Commercial 10.5% 11.5% 1.0%

Commercial Total 10.3% 10.8% 0.5%

Office 9.2% 10.8% 1.6%

Hotel 13.1% 9.2% -3.9%

Industrial Total 7.8% 8.7% 0.9%

Nonresidential Total 5.8% 8.0% 2.2%

Health 5.2% 7.8% 2.6%

Amusement and Recreation 9.9% 7.5% -2.4%

Institutional Total 3.4% 6.3% 2.9%

Education 2.8% 5.8% 3.0%

Multi-Family Residential Construction* 13.9% 3.4% -10.5%

Public Safety -0.2% 3.1% 3.3%

Religious -1.7% 1.3% 3.0%

*Source: N
ational Association of Hom

e Builders (N
AH

B
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HE 2014 DISTRIBUTOR PROFITABILITY 
Trends Report has just been 
completed by the Profit Planning 
Group. The report, which was 
expanded to include 34 different lines 
of trade, highlights an up and down 

pattern to profitability going back five years. 
During 2013 (the last year for which complete 

information is available), distributors, as a group, 
experienced slowing sales growth, which led to 
an increase in expenses as a percent of sales. That 
problem was more than offset by an increase in 
the gross margin percentage. The net result was a 
slight increase in profitability.

Despite the increase, the results do nothing more 
than continue a pattern of a profitability increase in 
one year followed by a decrease the next. This up 
and down pattern suggests that real profit improve-
ments are still somewhat illusory.

This article reviews the key findings from the 
analysis. It is important to note that comparisons 
across industries are challenging. Some factors can 
be compared directly, while others cannot.  
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Distributor Profitability 
Trends Report Shows  

Yo-Yo Results

By Dr. Albert D. Bates

T
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 JANUARY 2015 £ DOORS & HARDWARE 17

Sales growth, for example, can be compared 
industry by industry. If one industry grows 
and another does not, it is a directly measur-
able factor. Given the significance of sales 
growth in driving profit, such comparisons 
provide direct insights into profitability.

On most of the factors that influence 
profitability, though, direct comparisons are 
not possible. Some distribution industries, for 
example, have high gross margin percentages, 
while others have low percentages. By the 
same token, some industries have high 
expense ratios, while others have low ratios. 
Similar differences exist with regard to 
inventory turnover and accounts receivable 
collection patterns.

For all of these factors, such as gross margin, 
the key is the degree of change. If the gross 
margin percentage is declining for a specific 
industry while the rest of distribution is increas-
ing, it is a clear indicator that attention is needed.

The Distributor Profitability Trends Report 
includes four exhibits that cover overall finan-
cial results and the Critical Profit Drivers (CPVs) 
that underlie the profit trends. Each exhibit is 
reviewed briefly in the following paragraphs.

Exhibit 1: Return on assets (ROA) is the best 
overall measure of distributor profitability. It 
is profit, after all expenses but before income 
taxes, expressed as a percent of the total asset 
investment in the business. Simply put, it 
reflects the economic viability of the firm.

ROA fell from 2009 to 2010, increased in 2011, 
fell again in 2012, and then rose again in 2013. 
It was on a yo-yo path. Individual industries 
deviated from this up and down pattern due 
to conditions unique to a single line of trade. 
However, distributors in aggregate could not 
develop any real profit momentum during the 
five-year period. 

During this time period, ROA hovered in 
the 6 to 7 percent range.  This is enough profit 
to be able to continue to expand modestly, 
but is below the 10 percent level that would 
note strong profits. Distributors were able to 
maintain adequate but unexciting profit levels.
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The 2014 Distributor Profitability Trends Report is available  

exclusively to DHI corporate members by going to  

www.dhi.org/INDUSTRY/membership/DistributionResearch.php.



Exhibit 2: The most important factor taking place 
in 2013 was the moderating of sales growth. In 
2012, sales growth was in excess of 5 percent for 
the industries tracked in the report. In 2013, sales 
growth fell back into the 4 percent range. This 
was true across all three sectors analyzed: distrib-
utors selling largely in the industrial market, 
distributors selling into the construction market, 
and distributors selling directly to consumers or 
to retailers ultimately selling to consumers. 

A mere 1.0 percentage point decline in sales 
growth may seem trivial. However, long-term 

historical evidence suggests that sales growth 
in excess of 5 percent is needed to help firms 
offset cost increases and improve profitability 
on an ongoing basis. 

The fact that profitability ticked up slightly 
in the absence of strong sales growth suggests 
that some other factors were at work. Those 
factors were the combined impact of the other 
CPVs: gross margin, operating expenses, 
inventory turnover and the DSO.
Exhibit 3: The key factor behind the increase 
in profit in a time of modest sales was an 
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increase in the gross margin percentage.  
Both the industrial and construction segments 
experienced measurable improvements, while 
the consumer segment was up, but only by an 
insignificant 0.1%.

Gross margin is one of the two most 
important drivers of profitability. If additional 
improvements can be generated in the future, 
distributors have an excellent chance of break-
ing out of the profitability rut.

Exhibit 4: The one thing that sales growth 
should do is help drive down operating 
expense percentages. Given the modest 
sales gains in 2013, the operating expense 
percentage rose slightly in two of the three 
segments. While the changes were small, they 
should be an area of concern going forward. 

The consumer segment was able to reduce 
operating expenses slightly, which, combined 
with higher gross margins, drove profits for 
that segment.

This negative change may reflect a period of 
reinvestment in infrastructure in anticipation 
of accelerated future sales growth. However, if 
the increase in operating expense percentages 
continues in the future, it will cause all of the 
potential sales growth to be little more than 
wasted effort.

In aggregate, the figures suggest that 
distribution is in something of a “muddling 
through” pattern. Improvement in the future 
will require regenerating sales growth, 
maintaining strength in gross margin, 
and controlling expenses to a much more 
significant degree. Such changes should be 
possible with concerted effort.  

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, available from Amazon and Barnes & Noble.
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Exhibit 4: The Change in the Operating Expense Percentage by Industry Segment
2013 Versus 2012   
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Given the modest sales gains in 2013, the 
operating expense percentage rose slightly in 
two of the three segments.
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Y NOW, MOST OF YOU ARE AWARE 
of or are already performing services 
that include the in-house installation 
of door hardware. Having not seen the 

official industry-embraced name for this service, we 
in Kentucky and the adjoining states have gravitated 
toward the term pre-install. Surely there is a committee 
or advertising agency somewhere that can come up 
with a catchy phrase upon which we can all agree, but 
until that happens, feel free to call it pre-hardware, shop-
installed, pre-dressing or something else entirely, but just 
make sure that you try it. 

For those of you who are not familiar with pre-install 
(PI), it is basically doing the installation of most hardware 
items that will be attached to the door in your shop, not in 
the field. The installation includes almost everything but 

The Benefits of Pre-Installed Hardware
How Shifting Installation from the Field to Your Shop Will Save You Time and Money

For those of you who are not 

familiar with pre-install (PI), it is 

basically doing the installation 

of most hardware items that will 

be attached to the door in your 

shop, not in the field.

BY SCOTT WESLEY

B
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weatherstripping items, which are 
still most commonly installed in the 
field. 

With PI, there is a lot of coordina-
tion that gets shifted to the shop 
that would normally be done by a 

carpenter or a field installer. Much 
of this work revolves around the 
door closer or items used to limit 
the door swing. Care must be 
taken to ensure that the closer gets 
installed on the correct side of the 
door and at the proper degree of 
opening so as to allow for a hold 
open or stop arms. Unless you walk 
the job prior to beginning the shop 
installation, you must use the plans 
to glean these particulars.

If your upfront detailing is 
sloppy, it will be costly to fix on the 
project. In fact, you will find just 

how much grief you have caused 
the superintendent for the general 
contractor when you move the 
installation into your own shop. 
You will now be making your own 
people angry when you supply the 

wrong screws or strikes or brackets. 
The good news is that you will find 
out your internal process failures 
and outright mistakes long before 
the material makes it to the jobsite, 
and you can fix those in-house. 
That certainly cuts down the angry 
phone calls. As a project manager, 
this alone is my greatest benefit. 

Sales and Marketing 
The biggest hurdle you’ll have is 

selling the idea of the pre-install to 
others. The sales job begins with 
your own people. If you have a good 

field installer crew, you need to set 
up a few sawhorses in your shop 
to persuade your field guy how 
much easier his life will become 
by installing things flat on a table 
rather than while swinging in an 
opening. He may rebel against this 
idea. He may prefer working out in 
the field where you are not looking 
over his shoulder. But there are very 
few installation projects that are not 
accomplished more quickly in your 
shop than in the field. Time is money. 
The installer may ultimately just 
need to salute and do his job, though 
in time he will embrace the idea. 

Education of the contractor must 
occur, or you will have a hard time 
getting any traction. Great ideas 
frequently meet their demise when 
you do not do a good sales job. The 
GC’s estimators need to know how 
much of the installation labor will 
be performed by you off site. If the 
GC has never performed a project 
for which the hardware arrives 
installed on the doors, then he will 
not understand how to compare 
your price to his field-installed 
number. Bid day is not the time to 
educate him. PI will allow you to 
pull in other items that we as an 
industry touch on and that can be 
competitive as well. Those include 
glazing, whether factory or in 
your shop, and also the painting of 
hollow metal doors.

All of these value-added services 
sweeten your package pricing. 
But the GC needs to know to get a 
deduct from the glass guy or from 
the painter to put your price into 
perspective. If you drop these facts 
in his lap on bid day, your bid will 
probably not get the attention it 
deserves. 

Pre-painting hollow metal doors 
can become a necessity. Painters do 
not like to cut in around PI hardware 

All photos except page 22 courtesy of Schiller Architectural Hardware

Making sure the closer is installed correctly
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on metal doors. If there is a small 
number of metal doors, then we get 
the color from the GC and either 
paint them ourselves or work out a 
deal with the paint contractor. We 
need to get a coat of paint behind 
the hardware items but do not wish 
to allow a small quantity of metal 
doors to shoot down the rest of the 
project. (I am making the assump-
tion that the wood doors are factory 
finished.) The marketing job here is 
to convince your staff, the architects, 
etc., that a metal door and a wood 
door are really no different. 

Think about it: Why do we take 
the time to find out the finish of 
the wood door but just send out 
the metal door primed? There is no 
good answer. We miss opportuni-
ties in many areas. Hollow metal 
manufacturers can figure out how 
to tint paint and to get it on the door 
economically. Create the mindset 
that you will pre-finish all of the 
doors on your project; then figure 
out how to do it and to sell it.

Using a Sales Video
To educate contractors, we worked 

with a local advertising agency to 

create a sales video. It is a three-
chapter video, each chapter being 
five minutes in length. We arrange 
for a lunch-and-learn program in 
the GC’s office so we can educate 
his estimators. The video basically 
explains why and how we do the 
pre-install. And most importantly, it 
shows the GC how the material will 
be delivered to and move around 
his project. 

The video gives us the forum 
from which to address our needs 
on delivery day, such as a way to 
lift skids of doors to the second and 
third floors and higher. If we need 
elevators, hoisting, or a window left 
out of the second floor, this is where 
they see why. The video shows us 
unloading our truck with a skid, 
using a “Lull” to insert it through a 
window, and then using our carts to 
move the skid around the building. 

We joke that every time we show 
the video, we get an order. Although 
that may be an exaggeration, the 
video did pay for itself the first time 
we showed it. We were in competi-
tion with another distributor over a 
project, and the video explained to 
the contractor everything he needed 

to know to factor our price against 
the other guy’s. It’s a fairly easy sell 
once the GC sees everything you are 
doing for him. 

Space Eater
Pre-installation requires a great 

deal of space in your facility. A 
single factory skid of 20 doors 
quickly doubles or even triples as 
you dress the doors out with panic 
devices and door closers. You must 
have a lot of room to stage pallets 
in such a way that you are shipping 
doors to your customers in a logical 
fashion. Essentially, you become the 
contractor’s hardware room. 

As you install all the hardware for 
your project, you will see how much 
cardboard and packing materials 
accumulate. What was filling the 
GC’s dumpster is now filling yours. 
This is another selling point that 
you need to remember to mention. 

Staging
When we bid a project, we 

normally break out our price so that 
the contractor has a few options 
to consider. Our normal base bid 
includes the hardware items pre-

Skids of  
pre-hardware 
openings ready to 
ship to a hospital 
project
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installed on the door, as well as 
items that cannot be pre-installed, 
such as stops, weatherstrip items, 
etc., that are shipped loose. We also 
provide a separate price to “shake 
out” the doors around the project. 
Finally, we provide a turn-key 
install. The reason for doing this is 
because many contractors go into 
the job holding onto the possibility 
that their own people will be avail-

able to hang the doors, self-perform-
ing the final install. More often than 
not, you will get that call. But for 
those times when you do not, there 
is added value to him in you placing 
the doors next to the opening. 

We stage the doors so that each 
shipping pallet contains doors that are 
clustered in the same proximity inside 
the building. In addition, we attempt 
to arrange the doors on each skid so 

that the installer can minimize the 
carrying distance required to get them 
from the skid to the opening. This 
makes “shaking out” the doors on a 
project much easier, whether it is you 
or the contractor doing it. 

We attempt to get 10 to 12 doors 
on a skid, so as you can imagine, 
the skids get fairly tall. You must be 
prepared to spend time looking at 
the plans to decide what openings 
are going to go on each skid. You’ll 
want to think about the staging of 
the openings prior to running doors 
down your line. 

Benefits
Some of the benefits that PI 

provides have a value but are diffi-
cult to affix a price to. First, you can 
be fairly confident that you are not 
going to get an angry call from the 
superintendent during which he tells 
you that you shorted him a lockset 
or a door closer. He might, however, 
call you to inform you that the 
kickplate was mistakenly installed 
at the top rather than the bottom. 
That still happens. But with controls 
in place and with properly trained 
and factory-certified installers, you 
will find that coordination errors 
are kept to a minimum. There is a 
great degree of comfort in knowing 
that everything scheduled has been 
installed properly and that you did 
not miss or overlook anything. Peace 
of mind is one of those intangibles. 

In our marketing of the PI, we 
use the phrase “No drywall screws 
used.” We all have seen bad instal-
lations in the field in which drywall 
screws are used to attach brackets, 
plates and other items they were 
never intended to be used on. That 
is part two of why we do this. We 
are able to guarantee, even down 
to the correct screws being used, 
that we are providing the GC, 

Five assembly work stations, one devoted to bench testing of electronic hardware

Access control locks installed on doors headed to a university dorm project
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architect and ultimately the owner 
the product and the outcome they 
desire. Having your people make 
the hardware attachments also 
helps give credibility to your call to 
the manufacturer’s rep concerning 
defective, missing or shorted items. 

When we tell our rep that a door 
closer is bad, he tends to believe us. 
Most reps will tell you that their 
field calls are mostly due to bad 
installations. But our people are 
proficient at installing closers and 
concealed vertical rod panic devices 
in a way that few carpenters are 
able to match. There are fewer of 
those skilled craftsmen out there 
today who are providing the end 
user with a quality hardware instal-
lation. We promote the fact that we 
are that source of skilled carpenters. 

Sometimes the benefits are small. 
We tend to stock hardware items 
without taking into account how 
they go from the box on the shelf to 
their installation on the door. When 
you are pressed with providing 
the installation, you look for ways 
to shave time. This means that you 
take into consideration the types of 
fasteners provided (i.e., self-drilling 
and tapping screws) or that you begin 
to order your stock wood doors with 
factory pre-drilled hinge pockets. 

We do not overlook the small 
things. We often receive the contract 
to complete the field installation, 
and when we are completing the 
install, we PI everything we effi-
ciently can in house. But we also 
take into consideration items that 
will require field installation. 

Our installers have grown to 
love those recessed door sweeps 
that install in the channel at the 
bottom of hollow metal doors. 
Besides providing a cleaner look 
than a surface-mounted sweep, they 
mount with three screws in about 

20 seconds. Compare that with the 
time required to field-install a tradi-
tional surface door sweep. Once 
again, time is money, and you will 
find time-saving items. Sometimes 

paying a little more for hardware 
item or fasteners will save you a 
great deal of labor in the field. 

90 Percent of the Problems
In the end, the GC is the guy 

who you must sell on the idea of 
receiving the doors and hardware 
on a different schedule than that to 
which he has become accustomed. 
The superintendent wants to see, 
touch and feel the material much 
earlier than he is actually ready to 
receive it. But a PI shipment is best 
delivered very late in the project. 
The GC is not used to seeing 50 
doors swinging and completed in 
a single day, but that can be easily 
accomplished by your crew. 

I cannot tell you how many times 
we have been instructed to start the 
field-install piece only to have the 
GC tell us to stop. He simply did 
not believe that we could install 
doors that quickly. Swinging doors 
become an obstruction to the other 
trades. Obstructions get damaged. 
Reordering the construction sched-
ule so that the door installation 
comes later in the project alleviates 
a lot of pressure on everyone. 

There is a great deal of trust 
required for the contractor to 
believe that you will perform as 
promised. Most of us have heard 
the old chestnut that doors and 
hardware are 1 percent of the 
project dollars but 90 percent of its 

problems. Unfortunately, there is 
a long history that has led to that 
statement. 

It is my belief that by embracing 
PI, we can go a long way toward 

dispelling that belief. When you 
do, you become a more valuable 
subcontractor and not just a mate-
rial supplier competing and selling 
based on low price. You are now the 
company that makes sure that your 
1 percent of the project is not 90 
percent of the GC’s problem.

In our sales video, we show two 
of our field installers rolling a door 
to the opening, hanging it, popping 
in the silencers, and shutting the 
completed opening—all in under two 
minutes. When we filmed that part 
of the video, the producer from the 
ad agency was a media-savvy guy 
named Raphael (he went by “Rafe”) 
who didn’t know a door knob from 
a cordless drill.

We were just finishing a long, 
two-day shoot using sets from our 
own PI shop and a room in a hospi-
tal site that was under construction. 
Rafe had videoed everything we 
were doing in our shop, but to him 
I’m sure it was another industry-
specific video project that he didn’t 
fully understand. But when my 
installers installed that PI door 
and closed it, latching it shut, Rafe 
said, “I get it now.” At that moment, 
I knew we were on to something 
special.  

About the Author: Scott T. Wesley is  
Executive Vice-President of Schiller 
Architectural Hardware. He can be reached  
at scott.wesley@schillerhardware.com.

In the end, the GC is the guy who you must sell on the idea 
of receiving the doors and hardware on a different schedule 
than that to which he has become accustomed.
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DHI’s New Webinar Series:

THE DECODED 
COURSE
Announcing a new webinar series from DHI! 
The fi rst in this series is “The Decoded Course,” a 
four-session series on code requirements. Each of these 
session will be led by Lori Greene, AHC/CDC, FDAI, FDHI, 
CCPR, and will last approximately 90 minutes. Participants will be eligible for 5 DHI CEP points.

The course is based on the following codes and standards:

• International Building Code (IBC)

• NFPA 101: The Life Safety Code

• NFPA 80: Standard for Fire Doors and Other Opening Protectives

• ICC A117.1: Standard for Accessible and Usable Buildings and Facilities

The following classes have already occurred, but 
the archived versions are now available at no cost 
to DHI members through DHInteractiv!  

• Accessibility Requirements

• Fire Door Assemblies

Corporate Members:
It is complimentary for your entire staff to attend. Keep 
your employees current on the latest in the industry. 
Consider creating a viewing party; register one time, 
gather in your conference room, and attend as a group. 
Alternatively, each employee can attend individually;
register by employee, and each staff member can attend 
from the convenience of his or her own computer.

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

Mark Your Calendar:

DHI’S 2015 EDUCATION
Technical Schools:
Learn from experienced instructors with fi rst-hand industry knowledge. Bring your questions to the experts, network with 
your peers, go back to your offi ce with the essentials and tailor them to your workplace.

“DHI has meant a lot to me because I do not have a lot of time to study on my own. I can come here 
(technical school) to focus and further my education, which furthers my future. It means a lot to me 
that people come here voluntarily on their own time (and vacation time at times).”

– Reina Martin, Dallas Door and Supply Company

April 12–19, 2015
National Conference 
Center
Lansdowne, Va.

October 5–10, 2015
Chaparral Suites
Scottsdale, Ariz.

Spring 2015
Dates and Venue 
Coming Soon

October 26–30, 2015
Sheraton Hotel Cavalier
Calgary, AB, Canada

Instructor-Led Online Classes:
Take advantage of DHI’s growing number of online education opportunities.

Self-Paced Online Classes:
Online on your own time.

Visit www.dhi.org or www.dhicanada.ca for more details.
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Door Assembly Inspections Online 
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For full program details and to register, visit www.dhi.org/webinars.
Questions? Contact DHI’s Education Department at education@dhi.org or 703/222-2010.

COMPLIMENTARY
for DHI members

ALL FOUR for $100
for non-members OR $25 each

There’s still time to register 
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• Egress and Life Safety, January 21, 2015—

Occupancy types, opening protectives, 
means of egress, hardware operation, panic 
hardware, impact-resistant glazing, luminous 
egress path markings and door swing
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egress locks, access-controlled egress doors, 
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special egress locks, elevator lobby egress 
and stairwell reentry

The live webinar series runs at 11:00 am ET 
each day.
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Could it have come up over the phone or in an email? 

Foster Smith, Sales Manager, National Guard Products

A simple 
thing.

SO WHAT DID FOSTER’S COMPANY DO? 
They switched to tape, making the client happier. Can Foster trace a direct ROI to that one conversation? 
Not necessarily. But it’s about the long game. And that’s what investing in opportunities to meet channel partners 
face to face really serves: the long game. Not to mention getting to talk to a variety of people (not just the key
decision-maker) in a comfortable atmosphere. 

“People are making big and small decisions every single day, and it all factors into

buying decisions. Having an in-person meeting and getting the chance to talk to

people at all levels in the company—that feedback matters,” Foster says.

BUILDING RELATIONSHIPS THROUGH FACE-TO-FACE CONVERSATIONS IS IN FOSTER’S BLOOD. 
A third-generation member of National Guard Products, Foster officially joined the company in 2007, and he hasn’t
missed a national convention since. “There’s nothing else that replicates what happens at the DHI national
convention. By far, it’s the best forum for face-to-face opportunities that we have today,” he says.

As a manufacturer (one of the increasingly rare independent ones), Foster is looking to make connections with
distributors. He’s in sales, so of course it makes sense for him to attend the convention. But it’s mutually beneficial
for distributors to attend—not just for Foster’s bottom line, but for theirs as well. For Foster, it goes to building
relationships, staying current, and having your voice heard. “If you are distributor and you are serious about being
in the commercial hardware business, then you should be there,” he says. 

Even if you think that you’re not going to get anything, 

you just never know what might be waiting for you.

But you are certainly not going to get anything 
if you don’t even make the effort to go.

That’s what Foster Smith, Sales

Manager for Memphis-based

National Guard Products,

discovered when he got to meet

with a client face to face. 

Possibly—but it’s the kind of

thing that is more likely to

spring organically from an 

in-person conversation.

But it makes a difference. A small 
thing.

”
“

FACE TO FACE AND MOVING FORWARD
www.dhiCoNEXTions.org

APRIL 29 – MAY 1, 2015 n BALTIMORE, MD

“The best forum for face-to-face opportunities that we have today.

It’s harder to open a box that’s been stapled than it is to open one that’s been sealed with tape.

”
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$
The opportunities are not limited to the show
floor. Foster and his colleagues at National Guard
Products arrange for dinners and other one-on-one
time with channel partners. It’s a chance for direct
follow-up from the emails and phone
conversations. “Put in the time ahead, and that
makes the in-person follow-up that much more
effective,” he says. That goes both ways.
Distributors should come to the show in search of
new solutions to help them better serve their
clients. That’s the job of manufacturers—to
provide those solutions. 

“No other mode of communication can hold a
candle to face-to-face interactions,” Foster says.

1
In person, you can hold and touch products, ask questions of the
people who actually made the products, get hands-on learning, and
discover solutions and new features for yourself.

Shake hands, smile, laugh, notice facial expressions and gestures,
and have deep conversations that are definitely not possible on
email and often are harder to orchestrate by phone. There’s no lag
time when you network in person (no waiting for someone to
respond to your email); the connections are made in real time.

Ideas worth sharing, whether they’re about products, business best
practices, or industry trends, spread more quickly and more
efficiently when the brightest minds are together.

“It’s easy to get bogged down with your day-to-day, having to put
out fires or dealing with criticism or challenges,” Foster says. “It’s
great to get out, be in the same space as your peers, and get some
different perspectives.”

Showing up in person sends a signal to your peers and to the
industry as a whole: “We believe in this industry, and we believe in
relationships and in investing in our business.” Showing up means
that you’re part of something, leading the way to a brighter future.

You can look at products online and have an email exchange about it,
bu t  h a s h i n g  i t  o u t  i n  p e r s o n  w i l l  a l wa ys  w i n .

By far, the best aspect of the DHI show is the people.

W H AT  H A P P E N S  FAC E  TO  FAC E ?

WITH PRODUCTS

WITH PEOPLE 

WITH IDEAS

WITH MORALE 

WITH THE FUTURE 
OF THE INDUSTRY 

CONNECT WITH US IN CHARM CITY!

FACE TO FACE AND MOVING FORWARD
www.dhiCoNEXTions.org

APRIL 29 – MAY 1, 2015 n BALTIMORE, MD

FACE TO FACE AND MOVING FORWARD
www.dhiCoNEXTions.org

APRIL 29 – MAY 1, 2015 n BALTIMORE, MD
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ELCOME TO THE ERA OF THE 
incredible shrinking office. Personal 
space has shrunk from an average of 250 
square feet per worker 10 years ago to 175 
feet or less today, which can make the 
place an employee spends eight hours 
daily positively claustrophobic. The high 
cost of renting and maintaining space, 
coupled with telecommuting options, 
less need for paper records storage, and a 
host of technology-age adaptations, have 
greatly changed the landscape in which 
we work. 

The solution? Glass—walls that don’t 
feel like walls and offices that feel light-
filled and open, even when the nearest 
window is two aisles over. Feeling more 
connected to colleagues by knocking 

down walls between departments fosters 
easy collaboration, in addition to making 
a small space feel much larger than it 
actually is.

Designing with Glass
One of the big drivers behind the use of 

glass in office design is technology. Glass 
enclosures by their very nature look 
sleek and modern There is an undeniable 
“wow factor” in presenting a feeling of 
modernity and 21st-century focus. Glass 
allows you to see the contents of a room 
as opposed to the framing of that room.

The ability to adapt a space to changing 
needs can be an important feature as 
well, with demountable systems designed 
to be configured and reconfigured 

Transparent Design

W
Glass Is Both a Sleek Aesthetic Choice 
and a Strategic Business Decision

By Melissa Evans

Photos courtesy of DORMA USA, Inc.
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according to changing space 
allocations.

A conference room with glass 
walls and a glass door means that 
a meeting can take place without 
noisy distractions, while the rest of 
the office has clear visibility into that 
meeting—and to the daylight and 
views beyond. If employees prefer 
to hold meetings with more privacy, 
privacy glass is available that has the 
ability to make clear glass opaque 
at the flip of a switch (or a dimmer). 
As a bonus, it can also serve as the 
screen for that Powerpoint presenta-
tion or on which to show the latest 
corporate video. 

You can also choose from 
double-glazed options, which offer 
impressively high STC (Sound 
Transmission Control) ratings 
between 44 and 45—enough to 
greatly diminish the sound of loud 
speech and music systems, in addi-
tion to muting traffic noises.

Glass is one way for a brand to 
make a statement about its forward-
thinking focus, its business, its 

people and its unique identity. The 
options and considerations avail-
able to the designers and installers 
of interior glass doors are virtually 
limitless.

Frameless Installations
One of the first considerations in 

choosing glass doors and walls is 
deciding whether or not the framing 
should be visible to the occupants 
of the space. Frameless glass brings 
a simple, unifying elegance to 
the workplace, while a choice of 
pivot or swing door configurations 
adapts the design to virtually any 
application. Framed designs offer 
the transparency of glass reinforced 
with fully framed panels, provid-
ing greater security and sound 
mitigation.

For sliding door applications such 
as office fronts and small conference 
rooms, frameless glass walls with 
sliding doors establish a simple and 
clean office front with extended 
transparent sightlines. They work 
well wherever space is limited. 
To keep the frame out of sight, a 
sleek top track and a small guide at 
the sill allow for a smooth transi-
tion between office and the space 

outside. The track can be mounted 
overhead to the ceiling, recessed in 
the ceiling, mounted to the outside 
of a wall, or attached directly to the 
surface of a fixed piece of glass. 

When opting for traditional slid-
ing operation for a glass door in 
a frameless installation, consider 
hidden rollers that operate on a 
compact track, which combine 
versatility and durability to create 
a sophisticated and minimalistic 
opening. Regardless of the mecha-
nism, though, silent operation is 
almost always an important consid-
eration for an automated door in an 
interior. This makes it important 
to select closing mechanisms that 
control and regulate closing speed, 
preventing the sliding door from 
slamming or traveling too quickly.

Pivoting doors in frameless 
installations must adhere to many 
of the same project requirements as 
sliding doors, such as silent opera-
tion. To meet them, manufacturers 
provide hardware such as patch 
fittings that blend with the metal 
track, or powerful door closers are 
hidden in the floor or ceiling, ensur-
ing a clean look that blends the door 
with the fixed wall panels. 

Frameless glass brings a simple, unifying 

elegance to the workplace.
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Framed Installations
For spaces that demand enhanced 

sound control, like office fronts and 
medium- or large-sized conference 
rooms, framed glass wall systems 
with pivoting doors provide the 
aesthetic advantages of glass walls 
with the added benefit of full fram-

ing. That’s because metal channels at 
the floor, ceiling and walls effectively 
dampen sound transmission and add 
structural definition without imped-
ing sightlines. Full framing also 
accommodates uneven floors that can 
make installing glass walls difficult.

The pivoting doors in framed 
installations, like those in frameless 
installations, can be controlled by 
closing devices concealed in the 
ceiling or floor or that are simply 
designed to swing freely. 

For enhanced privacy along with 
the transparency of glass walls 
and doors, consider glass panels 
fully framed in metal, which 
adds rigidity and greater sound 
protection without interrupting 
sightlines. When fully closed,  
the door edge should rest in a 

brush-lined channel built into the 
frame post. These features combine 
to eliminate gaps between the 
panels themselves and between 
the panels and the surrounding 
structure.

When a conference room is adja-
cent to private offices, noisy distrac-
tions have to be kept to a minimum 
while private conversations are kept 
private. For this type of application, 
a good option is an installation of 
fully framed, demountable, double 

glass panels. By pairing transpar-
ency with high levels of sound 
protection, this approach simul-
taneously provides openness and 
security. 

Additionally, this design opens 
up multifaceted possibilities. Solid 
panels of laminate or marker board 
can be intermixed with glass or 
used alone to create private space. 
The fully framed demountable 
panels can be up 10 feet tall and can 
be assembled as demising walls in 
numerous configurations. Then, 
with a minimum of expense and 
disruption, they can be demounted 
and reconfigured to meet new 
requirements.

Automation and Control
All the advantages of door 

automation available to exterior 
access points are also available for 
interior glass office fronts. Discrete 
automation components work with 

All the advantages of door automation available to exterior  

access points are also available for interior glass office fronts.

Textured glass can be used for partitions that afford privacy without blocking light.
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glass or wood doors in both sliding 
and pivoting configurations and 
incorporate electronic access control 
like key fobs, motion sensors or wall 
controls.

For instance, compact, low-energy 
swing doors offer virtually silent 
operation, providing convenient 
and unobtrusive access control 
without compromising the style 
and feel of the entrance. For sliding 
entrance systems, consider a linear 
magnetic drive, which is safe, reli-
able, whisper-quiet and resistant to 
wear.

With the availability of a wide 
variety of powerful control options, 
installing all-glass office fronts in no 
way compromises requirements for 
effective and convenient security. 
Electromagnetic locks provide easy 
installation and reliability, with 

holding forces up to 1,500 pounds. 
And for securing or unlocking an 
interior glass door, the same exten-
sive variety of keys, switches and 
ADA-compliant push-to-exit buttons 
is available. 

Choosing the Glass
The standard for interior walls 

and doors is ½-inch tempered glass, 
but within that standard a range 
of options is available, including 
clear and low-iron tempered glass. 
Thicker glass panels are becoming 
much more common, with up to 
¾-inch widths for many applica-
tions. Satin-etch tempered glass 
is a good option, while laminated 
tempered glass adds both strength 
and enhanced sound protection. For 
interior spaces that demand truly 
exceptional aesthetics, designer 

glass can create an extraordinary 
environment. 

An office design that uses glass as 
a structural element might call for 
a framed or frameless installation, 
pivot doors or sliding doors, auto-
mated or manual operation, stan-
dard or designer glass. Regardless, 
the intent is often the same: a collab-
orative work space, a healthy indoor 
environment, a clean and modern 
aesthetic, and the efficiency that 
comes from open communication—
in other words, transparency.

About the Author: 
Melissa Evans is Product 
Manager for DORMA 
Interior and Glass.  
She can be reached at  
MEvans@DORMA-usa.com.

CE1401 CODES & 
STANDARDS UPDATE 

Register online today at www.dhi.org.

Keep current with changes in codes and standards. 

This new online self-paced course walks you through NFPA 80 (2013) and 

NFPA 101 (2012) noting changes that apply to our industry. 

Price: $250 Member / $350 Non-member

Certifi ed consultants (AHC, CDC, EHC, and AOC) earn 50
technical CEP points upon successful completion of this course.
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In Praise of Independent Reps

NCE UPON A TIME, IN AN INDUSTRY THAT SLIGHTLY 
resembles our own, there lived a band of people known as 
independent sales representatives. They were a noble tribe whose 
reach stretched from the northernmost outpost of the continent 
to the tropics and beyond. Their compatriots even spanned the 
globe. Adventurers they were, traveling to undiscovered corners of 
the earth to spread the message of the many kings and princes in 
whose service they excelled.

Sounds like a fairy tale? It’s not. It’s the history of the growth of 
the door and hardware industry, and in some ways it parallels the 
growth of the U.S. in the second half of the 20th century. These are 
the stories of entrepreneurs whose contributions to the develop-
ment of the brands you recognize in our industry should be under-
stood and recognized. Without their efforts to educate architects, 
end users and distributors, many of these brands and products 
would have remained concepts and ideas instead of crucial compo-
nents of the door and hardware universe.

My first tour guides across the United States were independent 
reps. As a young, naïve manufacturer, I learned the ropes under 
the tutelage of independent reps across the country—not that I 

Attendees at NLSA’s annual meeting in Chicago wait to enter the exhibit hall for their opportunity to meet with manufacturers and distributors.

C O M M E N T A R Y

By Mark J. 
BERGER

Photos courtesy of Security Hardware Distributors Association
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had the foggiest idea they even existed when I started 
out. I certainly knew of distributors and the legends 
of salesmen who were on the road visiting customers, 
yet I knew little of the bridge between producer and 
wholesaler. But I was fortunate to receive an education 
from those who had a Ph.D. in the field.

It was easy to identify the first tradeshow my 
company wanted to attend. Back then the National 
Locksmith Suppliers Association’s (NLSA—now known 
as Security Hardware Distributors Association) and the 
Associated Locksmiths of America’s (ALOA) annual 
conventions and exhibitions were the places to premier 
new products and gain exposure if your primary 
market was the locksmith industry. A few years before 
we attended our first DHI convention, we demon-
strated product at the NLSA meeting in Chicago and a 
few months later at the ALOA convention in Las Vegas. 

The NLSA meeting had an interesting format. 
Manufacturers had suites where they met with individ-
ual distributors one on one. Setting appointments was 
the first order of business when the meeting opened. It 
was speed dating on a commercial scale. First, manu-
facturers would man the tables, and wholesalers would 
come by to book appointments. Then the tables were 
turned, and the distributors would take their places 
seated at the tables while manufacturers filled in the 
open slots on the distributors’ schedules.

The gathering was sized just right so you could be 
assured that your dance card would be filled. In the pre-
Internet age, this was your opportunity to impart infor-
mation without a filter direct to your potential audience. 
For a new company, it was your one shot to have intimate 
contact with the owners of the largest distributors across 
the country. It was make-or-break for the intro.

At the cocktail party after the booking session, I 
noticed someone casually conversing with the attend-
ees. I hadn’t noticed him seated at a table as either a 
manufacturer or a wholesaler and did not see him 
booking appointments at all. His badge was a different 
color. He seemed to traipse around the room with a 
confidence and swagger that was different from most 
others. I watched him smile, shake hands with every-
one he saw, talk for a bit, and then move on. It looked 
as if his purpose in life was to meet everyone in the 
room and make sure they knew him, too. 

He made his way over to me—clearly the youngest 
person in the room—introduced himself, and asked me 
why I was there. The small talk ended with him stating 
his name. He had a purpose, gathering his information 
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and then determining how best to 
use it. I provided my name, rank 
and serial number and let him know 
that it was my first time at a gather-
ing like that. At that point he no 
longer continued his pattern of talk-
ing two to three minutes with each 
person he met. He lingered with the 
rookie, asked me how I ended up at 
the gathering, what my goals were, 
what I knew and how I planned to 
present myself. 

I was about to receive the greatest 
industry education anyone could 
have expected. For the next 30 
minutes I was under the tutelage 
of a master. He briefed me on the 
individuals in the room, their 
companies, the owners, the sales 
managers and their different go-to-
business philosophies. He let me 
know what to expect when they 
would be coming to my suite for the 
presentation, what they would be 
interested in and what they would 
ask for at the end.

Here I was, figuring I’d conquer 
the universe one meeting at a time, 
and there he was, bringing me 
down to earth with the cold hard 
facts of where I actually was and 

how I would be perceived and 
predicting the outcome of my meet-
ings. Who was this sorcerer with 
such magical powers? How could 
one person be so personable, confi-
dent, knowledgeable and sharing?

That was my first meeting with an 
independent rep. I learned that his 
stock in trade was knowing people 
and knowing what they knew, how 
they thought, how they acted, what 
motivated them and how to earn 
their trust. He instructed me on 
where their soft spots where, what 
their interests were outside of the 
industry, who wanted to get right 
to the point in the first minute of 
the discussion, and with whom I 
should bring up business only after 
discussing the previous night’s 
sports results. He explained growth 
plans of the mightier players in the 
room and which of the attendees 
had trouble paying their bills. He 
rightly predicted who would ask for 
exclusives and who would just ask 
for a fair shot at making the product 
introductions in their area. 

After that great experience, you 
would have thought that this rep 
would have closed his pitch by 

trying to sign me up as one of his 
lines. But there was one other skill 
this independent rep possessed: 
a desire to make sure any line he 
took on fit his selling profile. He 
led an organization and knew what 
its approach was. It was the major 
agency in its market and was so 
well-respected that it even handled 
competing lines in a few categories. 
He knew that the missionary work 
required to grow the single product 
line we had at the time was some-
thing his team could not do while 
supporting the other established 
companies it represented. So rather 
than add me to his stable, he identi-
fied a few other reps in his territory 
(as well as others across the coun-
try) who would be a better fit.

All this before I had made a single 
presentation to a wholesaler at the 
conference! Needless to say, his 
prediction of the outcomes of the 
individual sessions was prescient, 
and his referrals for independent 
reps across the country were spot 
on. It harkened back to what I saw 
him first do as he worked the cock-
tail party: greet everyone, connect 
with old friends, meet new ones, be 
generous where needed, and store 
all the information for use at the 
appropriate time. As the meeting 
unfolded over the next few days, I 
saw him have several deep discus-
sions with manufacturers as he 
learned who was looking for new 
representation, play peacemaker 
between his factories that were 
having issues with some of the 
distributors in his territory, and 
generally serve as an ambassador 
for the industry.

I spent a fair amount of time over 
the next year on the road with reps 
as we introduced the new product 
across the country. The reps intro-
duced me to many of the names on 

Manufacturers, distributors and wholesalers are eager to set up meetings during NLSA’s 
annual meeting in Chicago.
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the door of the individual distribu-
tors who went on to create some of 
the powerful distribution alliances 
in the locksmith industry. The 
reps all had excellent relationships 
with these industry titans, who 
welcomed me through association—
I would have never gotten past 
the receptionist, let alone seen 
the owner of the company, unless 
accompanied by someone who had 
earned their trust over the years. 

The best independent reps 
followed the mold of the master 
I had first met. They knew their 
markets. They knew the power-
ful players, the pretenders, the 
MVPs among the sales staff, the 
purchasing agents and their buying 
patterns, as well as the warehouse 
staff who packed the boxes. 

They knew where to bring the 
coffee and donuts, who preferred 
the 8 a.m. staff presentations and 
who preferred the pizza party at the 

end of the day. Later, as our product 
line developed and our philosophy 
changed, the reps knew which 
architects and spec writers to meet, 
how to handle the lunch-and-learns, 
and which end user and local 
government employees to meet to 
make sales happen.

There is an art to being an inde-
pendent rep. It’s a skill set devel-
oped on a local level and deeply 
enmeshed in the community. There 
are times I find myself in a meeting 
and wonder how to handle the situ-
ation. I put myself into the mindset 
of some of the great local reps I have 
met over the years and imagine how 

they would seize the moment and 
own the outcome. I have witnessed 
their different personalities and 
selling styles, but I recognize what 
all the best possessed: a great love 
for the art of selling, a deep, sincere 
connection with their customers, 
and a willingness to walk through 
fire to support their factories.

You don’t need me to tell you that 
technology has radically changed 
the method of information distribu-
tion and product introductions 
over the past few decades. End 
users, architects and distributors 
are bombarded with information 
overload on a continuous basis. The 
need for someone to help them sort 
through the muck has never been 
greater. The value of independent 
sales representatives, their strength 
in building and maintaining 
personal relationships, and their 
ability to guide people to the right 
solution has never been greater.

If you are seeing a trend toward 
the return of the independent repre-
sentative, it’s not an accident. While 
consolidation and contraction have 
reshaped our landscape, the recogni-
tion of the contribution of the inde-
pendent representative is creating a 
renaissance of this craft.  

About the Author:  
Mark J. Berger is the 
President of Securitech 
Group, Inc. and a 
member of DHI’s Board 
of Governors. He can be 
reached at  
mberger@securitech.com.
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 1.  NFPA 80 limits the clearance at the head, jambs, and meeting stiles of a ______ fire door to 1∕8".
 3.  The 2010 ADA requires an automatic door to have the same maneuvering clearance as a 

manual door unless the operator has ______ power.
 6.  The IBC does not allow delayed egress locks to be used in ______, Educational, or High Hazard 

occupancies.
 7.  NFPA 80 requires the base material for hinges to be ______, unless otherwise tested and listed.
 9.  A door with a closer and a hold-open released by the fire alarm system is considered ____-closing.
14.  Signage stating “This door to remain unlocked when building is occupied” is required when 

______-operated locks are installed.
15.  The Fair Housing Act applies to multi-family buildings with ______ or more dwelling units.
17.  In the IBC and NFPA 101, fire door assemblies are called ______ protectives.
19.  In NFPA 101, a multiple occupancy in which two or more occupancy types are separated by fire-

resistance-rated construction is a ______ occupancy.
20.  A door with a door closer and no hold-open is considered ______-closing.
22.  NFPA 101 now requires annual inspections of some egress doors in Assembly, ______,  

Day Care, and Residential Board and Care occupancies.
24.  ______ warning on hardware leading to hazardous areas is not required by the ADA or  

ICC A117.1 accessibility standards.
26.  The portion of the exit access traveled before two distinct paths of egress become available is 

called the ______ path of travel.
27.  A ______ is required for pairs of fire doors with automatic flush bolts.
30.  Panic hardware is required for rooms containing electrical equipment with 800 ______ or 

more per the 2014 edition of NFPA 70.
31.  According to NFPA 101 and the IBC, certain units in hospitals and nursing homes may now lock 

their egress doors using a ______  ______ lock if the applicable requirements are met.
33.  The portion of a means of egress between the end of the exit and the public way is called the 

exit ______.
34.  Kick plates mounted in the bottom ______ inches of fire doors do not require a label.
35.  NFPA 101 requires all exits, including stairways and doors, in Educational and Day Care occupancies 

to be inspected ______ by principals, teachers, or staff to ensure that they are in proper condition.
37.  NFPA 105 is the standard for ______ doors.
38.  The IBC now requires luminous egress path markings for doors leading out of an exit enclosure 

in many ______  ______ buildings.
40.  NFPA 101 requires panic hardware for Assembly, Educational, and Day Care occupancies with 

an occupant load of ______  ______ or more.
43.  Egress doors must ______ with one operation.
44.  The actuating portion of panic hardware must extend across at least ______ the width of the door.
46.  UL 294 is a certification for access ______ system components.
47.  An additional hinge is required for each ______ inches of height on a fire door.
48.  The accessibility standards require doors to close from ______ degrees to 12 degrees in a 

minimum of five seconds.

 2.  Deficiencies found during a fire door inspection must be repaired without ______.
 3.  In 2003, 100 people were killed in a tragic fire at the ______ Nightclub in Rhode Island.
 4.  The ______ develops and publishes more than 300 consensus codes and standards.

DECODED:

From the well-known blog 

idighardware.com,  

Lori Greene brings some 

much-needed clarity to 

codes.

Test Your Knowledge
BY LORI GREENE, AHC/CDC, CCPR, FDHI

ACROSS

DOWN
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 5.  A doctor’s office would be considered a ______ occupancy.
 6.  ______ means acceptable to the Authority Having Jurisdiction.
 8.  A horizontal exit leads to an area of ______.
10.  According to the 2013 edition of NFPA 80, fire door assemblies 

must be inspected annually, and also upon installation and 
______.

11.  In 1911, 146 workers were killed in the ______ Shirtwaist 
Factory fire.

12.  An interior, non-fire-rated door is required to open with a 
maximum of ______ pounds of force.

13.  Chapter 6 of NFPA 80 contains the requirements for Swinging 
Doors with ______ Hardware.

16.  According to NFPA 70, panic hardware is required for rooms 
containing electrical equipment with 600 ______ or more.

18.  A stairwell enclosed by fire-resistance-rated construction and 
opening protectives to provide a protected path of egress 
travel is an ______.

21.  The exit ______ leads from an occupied portion of a building 
to an exit.

23.  Most access control work will require a ______ from the AHJ.
25.  For both egress and accessibility, the minimum clear opening 

width required for most doors is thirty-______ inches.
28.  The IBC, IFC, and A117.1 are publications of the ______.
29.  The clearance at the bottom of a fire door is limited to ______  

______ of an inch.

30.  To calculate the occupant load of a space, you must divide the 
______ by the occupant load factor.

32.  In the 2015 IBC, the section called Access Controlled Egress 
Doors has been changed to ______ Release of Electrically 
Locked Egress Doors.

34.  An electric strike used on a fire door assembly must be 
fail-______.

35.  In the IBC (2009 and later), an Electromagnetically Locked Egress 
Door has a mag-lock that is released by ______-mounted 
hardware.

36.  Residential ______ units with an occupant load of 10 or fewer 
may typically have separate locks that require two operations 
to unlatch.

39.  Glazing used in doors and sidelites, including fire door  
assemblies, is now required by the IBC to be ______-resistant.

41.  The clear opening height of a door is typically required to be a 
minimum of ______ inches.

42.  The minimum ______ of a latch bolt for a fire door is shown 
on the fire door label.

43.  The test used to measure air/smoke infiltration is ______ 1784.
45.  According to the 2006 edition of the IBC and subsequent editions, 

panic hardware is required for Assembly and Educational 
occupancies with an occupant load of ______ or more.  

See page 59 for answers 
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r e a l  o p e n i n g s  T H E  G O O D ,  T H E  B A D ,  T H E  U G LY

Have pictures you’d like to share? Email your high-resolution pictures (300 dpi or higher) to Denise Gable at  
dgable@dhi.org, or mail them to Denise Gable, DHI, 14150 Newbrook Dr., Suite 200, Chantilly, VA 20151.  
Be sure to include your name, descriptions of what the photos show, and where you were when you took them!

Photos Courtesy of Mark Berger

I’ll admit—this is my absolute favorite column of the year. 
I wish there were two or three or four of them. Sound like a challenge? Well it is! 
Send eight great photos, and you can have your own dedicated month. 

The gauntlet has been thrown. Let’s see who rises to the occasion. 

Many of the photos that follow were sent in with a brief explanation of where 
they were taken. Thanks to the readers who took the time to share these less-
than-magical moments. I hope they were also opportunities to educate the 
proprietors or staff at those locations.

Thanks also for the kind words that accompanied the photos. 

By Mark BergerReaders’ Photos

1

2.  One Sign Too Many 
Photo credit: Alan Stevenson

Alan is an architect and a reader of Doors & Hardware. Architects 
are trained to pay close attention to details. Here we have a 
nice clean opening, vision lite on the door to prevent accidents, 
no illegal deadbolts or slidebolts to be found, and as clean and 
unobstructed an exit as we could ever hope to find. Just ignore 
the extra sign to the right of the door. Had the sign maker 
paid as much attention to detail as an architect, then the right 
wording (something along the order of “Use Only in Case of 
Emergency”) might have been written on the sign board.

4.  Another Deadbolt Over an Exit Device 
Photo credit: John Ream

John is a great resource for deep product knowledge and proper 
hardware application. He’s also quick to share a joke and has a 
great laugh. But this photo is no laughing matter. I’m not sure 
if the deadbolt was projected when he snapped this photo, 
but here’s a case of a tubular deadbolt neatly installed over 
an exit device. I hope it wasn’t a locksmith who installed it.

1.  Where Are the Paper Towels? 
Photo credit: Adam Matusz

I’m sure Adam only pulls out his camera in a bathroom for special occasions. 
This certainly qualifies as one. If you look closely at the photo, you will 
notice something missing: paper towels. My guess is they are behind the 
door that is now incredibly difficult to open. 

2

3.  Look What Side of the Door 
This Photo Was Taken From 
Photo credit: David M. Klein

David’s vacations take him to some interesting 
spots across the globe. Here’s one from the 
Galapagos Islands. Ask Dave, and he’ll show 
you wonderful turtle and marine life photos, 
but he knew to share this one with me. Because 
of the salt air, a regular chain would show 
signs of rusting fairly quickly. So Dave showed 
us the blue plastic covering used over chains 
here. Unfortunately, this chain was wrapped 
around the lever trim, and exiting through 
this emergency exit would be impossible. 
This is another reason to place trim only 
on the active leaf—it prevents wrapping 
chains around the doors on the exterior.

3

4
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The images shown here are not intended to reflect upon any specific manufacturer or products, but are intended 
to help build awareness around the everyday code violations that occur in buildings over time, despite our 
members’ best efforts to provide solutions to secure the life safety and security of the building occupants.

5

6

9

7

5.  Automatic Door with an Issue 
Photo credit: Kevin Binksma

Kevin has a keen eye and is willing to investigate when something is not quite right. 
Many of us would look at a door with automatic operation and a pull handle and 
a nice sign that says to keep the door closed to maintain the fire code and assume 
that all is okay. But Kevin gave it a second look. Pull handle? How would someone 

retract the latch? So he opened the door and discovered 
the answer: no latch. Yet the door has a fire label. When 
the automatic operator was added, it looks like the lock 
was removed instead of adding a strike or electric latch 
retraction to work in conjunction with the operator. Kevin 
also pointed out the absence of gasketing on this opening. 

6.  Strike Out 
Photo credit: Kevin Binksma

Eagle-eye Kevin spotted this one, too. 
We all know about less bottom rod  
exit devices, but if you are going 
to have the rods, you really should 
install the strikes to meet the fire 
code performance requirements. I’m 
wondering if the floor was replaced 
and they forgot to reinstall the strikes. 
Regardless, we have to make sure all 
the elements are installed and in good 
working order to be able to provide the 
proper level of protection in the event 
of a fire.

7.  Ordering Details 
Photo credit: Mark Montana

Some people see things as they are and 
wonder why. Mark saw this and said,  
“I wonder why they couldn’t order the 
right hand on the exterior trim.”

8.  Chosen People Only 
Photo credit: Robert Isaacs

Robert is a veteran traveler and knows that 
on a lifeboat, it’s “women and children first.” 
At this emergency exit, Robert learned who 
really counts: the employees.

9. Unique Hold Open Device 
Photo credit: Stan Huguley

I’m sure Stan appreciated that these exit doors 
were not chained shut. However, I’m guessing that 

when the chain isn’t used to keep the door propped 
open, it’s probably used in a less-than-safe manner.

8
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AR TOO MANY FIRMS DO A POOR JOB OF FINANCIAL  
planning. In some cases this is because management believes that the 
future is simply too uncertain to predict with any accuracy. In an uncer-
tain environment, detailed budgeting may be a wasted effort. Financial 
planning becomes a perfunctory exercise that is quickly forgotten or 
simply ignored.

Other firms take the process very seriously but still develop plans that 
are unreasonable and are, on occasion, worse than no plan at all. The prob-
lem is not a lack of skill or interest. The problem is that the process yields 
an overreaching plan that virtually everyone knows cannot be met. They 
have fallen victim to the ubiquitous stretch budget.

This report reviews the challenge of stretch budgeting from two 
perspectives:

■ Stretch Budgeting as Self-Inflicted Failure: An examination of how 
unrealistic budgets are created in the first place and their negative 
impact on the firm

■ Profit-First Budgeting: A suggested approach for setting meaningful 
profit targets and hitting them

F

p r o f i t  I m p r o v e m e n t  R e p o r t

By Dr. Albert D. Bates

Rethinking the 
Stretch  Budget:

Time to 
Promise Less 
and Deliver 
More

Illustration credit: ©iStock.com | retrorocket
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Stretch Budgeting as Self-Inflicted Failure
No firm wants to develop a plan that is destined to 

fail. However, the reality is that most firms start with 
the emotional perspective that “We can do a lot better 
next year than we did this year.” That point of view 
is then translated into a classic “what if” spreadsheet-
based model to produce a plan that almost inevitably is 
unattainable.

As one example of this, consider how the sales goal 
is typically set. The entire sales team is encouraged 
to think about how many opportunities were missed 
and to consider all of the “low-hanging fruit” that can 
be exploited. The almost-certain result is a sales goal 
that has a slim chance of being met, but only through a 
combination of real stretch performance and luck. 

That process is duplicated with regard to gross 
margin, expense control, inventory management and 
accounts receivable collection. Every sector sets a goal 
that might be met. However, the stars need to align 
properly to ensure actual goal attainment.

Individually, the goals are difficult to achieve. 
Collectively, they represent an invitation to failure. In 
addition, the goals may well be mutually exclusive. A 
serious shortfall in performance against the plan is close 
to inevitable.

The ultimate problem is not a failure to perform 
against plan this year. It is that the unattained plan will 
be replaced next year by a similarly unattainable one, 
followed by another unattainable one in perpetuity. 

Eventually the company settles into a systematic 
approach to planning. Set a goal, and miss it. Repeat 
annually. It is a sure prescription for failure

Profit-First Budgeting
There is no guaranteed inoculation against stretch 

budgeting. However, there is one approach that has 
proven effective in helping firms develop sensible goals 
that result in sustained improvement over time. It is 
commonly called profit-first budgeting. It is not without 
controversy.

Exhibit 1: A Sample of a Profit-First Plan  
for a Typical DHI Member

Current Results Planned Results
Sequence Income Statement Dollars Percent Dollars Percent

2 Net Sales $12,500,000 100.0 $13,375,000 100.0

Cost of Goods Sold 8,750,000 70.0 9,335,750 69.8

3 Gross Margin 3,750,000 30.0 4,039,250 30.2

Expenses

4    Payroll Expenses 2,500,000 20.0 2,625,000 19.6

5b    Non-Payroll Expenses 1,062,500 8.5 1,136,750 8.5

5a Total Expenses 3,562,500 28.5 3,761,750 28.1

1b Profit Before Taxes $187,500 1.5 $277,500 2.1

Total Assets $4,500,000 $4,500,000

1a Return on Assets 4.2% 6.2%

Action Plan

1a New ROA 6.2%

1b New profit based on the new ROA $277,500

2 Sales increase 7.0%

3 New gross margin percentage 30.2%

4 Increase in payroll 5.0%

5a Calculated total expenses (gross margin – profit) $3,761,750

5b Calculated non-payroll expenses (total expenses – payroll) $1,136,750
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Exhibit 1 looks at the process for a typical DHI 
member based upon the results of the latest Profit 
Report. As can be seen in the Current Results column, 

the firm generates $12,500,000 in sales and operates 
on a gross margin percentage of 30 percent of sales. 
It produces a pre-tax profit of 1.5 percent of sales, or 
$187,500. Total expenses are heavily weighted toward 
payroll, which are 20 percent of sales, or 70.2 percent of 
total expenses.

To generate these income statement figures, the firm 
had to invest $4,500,000 in total assets. The result is 
a return on assets (ROA) of 4.2 percent. It is adequate 
performance, but well below the firm’s full profit 
potential.

The Action Plan section at the bottom of the exhibit 
reflects the sequence of planning steps, while the 
Planned Results columns at the top indicate the impact 
of the action plan. The key to the entire planning process 
is to start with a profit goal. That goal should be well 
thought out and completely justifiable. If it is achievable, 
then everything else in the plan will be as well.

In the case of the typical firm, the plan calls for 
increasing ROA from the current 4.2 percent to 6.2 
percent, an obvious increase of 2.0 percentage points. 
Experience suggests that an increase in ROA of 
anywhere between 1.0 and 2.0 points requires the firm 
to stretch moderately, but it is still realistic.

Making the large assumption that the total assets 
investment does not change, the higher ROA on the 
same asset base calls for an increase in profit to $277,500 
(6.2 percent x $4,500,000). The firm is clearly moving 
forward but is doing so in a systematic manner.

After setting the profit goal, the firm has three more 
key items to plan: sales growth, the increase in the gross 
margin percentage, and the dollar increase in payroll. 
All three should be planned with incremental improve-
ments in mind.

The sales increase chosen by the firm is 7 percent. 
This should reflect what management feels can be 

accomplished with systematic effort. Management 
may still motivate the sales force by suggesting that 
10 percent or even 15 percent is possible. However, 7 
percent is what the real target is.

The gross margin percentage has increased from 
30 percent to 30.2 percent. It should reflect the reali-
ties of the competitive situation in the firm’s market. 
Combined with the increase in sales, the gross margin 
goal becomes $4,039,250.

Finally, the plan provides for an increase in payroll 
expenses of 5 percent—2.0 percentage points slower 
than the projected increase in sales. This concept, 
commonly called a sales-to-payroll wedge, ensures that 
the firm achieves a reasonable level of productivity 
during the year. At the same time, it allows for neces-
sary increases in payroll.

The final two items in the plan are simply calculated. 
Total expenses must equal gross margin minus profit, 
while non-payroll expenses, by definition, are equal to 
total expenses less payroll.

The profit-first approach has two advantages if 
implemented correctly. First, it tends to produce much 
more realistic performance goals. This allows the firm 
to get into a mode of setting plans and meeting them. 
That process has a positive impact throughout the 
organization.

Second, this planning process moves beyond just 
being a series of “what if” exercises that eventually 
produce a plan. The profit-first plan is based upon the 
intent to improve profitability in a way that is consis-
tently successful.

Moving Forward
There is a genuine need for improved financial 

performance in distribution. A properly developed and 
well-executed financial plan can be an integral part 
of the improvement process. However, in a fast-paced 
world there is often the desire to reach profit levels more 
quickly than is really possible. Management would be 
well-served to retreat to a “slow but steady wins the 
race” philosophy.  

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, available from Amazon and Barnes & Noble.

©2014 Profit Planning Group. DHI has unlimited duplication rights for this manuscript. 
Further, members may duplicate this report for their internal use in any way desired. 
Duplication by any other organization in any manner is strictly prohibited.

There is a genuine need for improved 
financial performance in distribution. 
A properly developed and well-executed 
financial plan can be an integral 
part of the improvement process.
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HE GOAL OF EFFECTIVE INVENTORY MANAGEMENT 
 (EIM) is to meet or exceed customers’ expectations of 
product availability with 
the amount of each stocked 

item that will maximize an organization’s net 
profits. Every week I get at least one phone call 
or email in which a company president asks:

■ That goal sounds great, but how do  
we get started?

■ What are the steps necessary to achieve  
the goal?

■ What are our inventory turnover and 
gross margin return on investment 
(GMROI) potentials? 

While we develop customized programs to 
achieve EIM for each of our clients, most follow 
our basic 13-step plan. The good news is that 
achieving EIM is not rocket science. It is just 
like achieving any other personal goal. Superior 
intellect is not necessary. The key factors to 
achieving EIM are organization, perseverance, 
and an open mind to change the way things 
have always been done in your organization. 
Let’s review the 13 steps to succes.

T

The 13-Step Program 
to Achieving

B y  J o n  S c h re i b f e d e r

Effective  
Inventory 
Management

✔  Implement a cycle 
counting program.

✔ Develop an approved stock list.

✔ Verify lead times.

✔ Separate products.

✔ Determine average sales quantity.

✔  Set minimum and maximum 
stock quantities.

✔  Determine the best 
forecast method.

✔ Set safety stock quantities.

✔  Correctly set your order/
review cycles.

✔ Analyze unusual usage monthly.

✔  Calculate replenishment 
parameters.

✔  Determine turnover 
and profit goals.

✔ Measure progress monthly.

Follow These Steps to 
Manage Your Inventory:
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Make sure that all material movement is 
properly recorded. Effective replenishment 
is impossible if the on-hand quantity of each 
item in your computer system does not agree 
with what is physically on the shelves in 
your warehouse.  
 To uncover problems in your material 
handling procedures, we suggest that you 
implement a comprehensive cycle counting 
program. Count a selected number of prod-
ucts every day. Count your fastest-moving 
products (e.g., those that sold in all 12 
months within the past year) one time, and 
then count them again a week or two later. 
If you see significant discrepancies during 
the second count, examine transactions 
involving these products. You’ll probably 
discover some sloppy material handling pro-
cedures that can easily be corrected.

Develop an approved stock list for each of 
your warehouses or branches. Separate the 
material that you want to stock from the 
stock that needs to be liquidated. Start by 
examining items that were sold or used in 
less than three of the past 12 months. How 
many of these items can be discontinued, 

ordered as needed to fill specific customer 
orders, or maintained in a central ware-
house? This process will free up both space 
and money that can be utilized to stock the 
products your customers expect you to have 
on the shelf available for immediate delivery.

Verify the lead times for all items to be 
stocked. Achieving your customer service 
goals is dependent on reordering products 
when your net available quantity (on-hand 
– committed + on replenishment order) is 
no less than what you will sell during the 
anticipated lead time. Best practice is to 
implement an unusual lead time notification 
report or inquiry. If a shipment arrives from 
a supplier more than a week early or late, the 
appropriate buyer should be alerted. He or 
she should contact the vendor to determine 
if the lead time associated with this stock 
receipt was an exception or what can be 
expected for future shipments.

Separate products to be stocked into items 
with sporadic usage and those with recur-
ring usage. The forecast for a stocked product 
is the quantity you anticipate selling in an 
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upcoming week or month. Most computer 
systems calculate forecasts based on some 
average of past usage. But this doesn’t work 
well if a product does not sell in most months.  
 For example, if you sell six of an item three 
times a year (a total of 18 pieces), do you 
really want to base your stocking decisions 
on selling an average of 1.5 pieces per month? 
For most distributors, non-seasonal sporadic 
items have usage activity in less than eight of 
the past 12 months. Seasonal sporadic items 
do not have consistent usage in the same 
months each year. Note that for the average 
distributor, more than 70 percent of their stocked 
products experience sporadic usage.

Determine the average sales or usage  
quantity for each item with sporadic usage. 
This is the normal quantity sold or used 
in one transaction. Most often we find it to 
be the greatest of the mean hit average (12 
months usage ÷ number of orders in past 
12 months), the median average (when all 
requested quantities of an item are sorted 
from the highest to lowest quantity, this is 
the middle value) and the mode average (this 
is the most common sales quantity).

Set minimum and maximum stock quantities 
for items with sporadic usage based on a 
multiple of the normal quantity sold or used 
in one transaction. You probably want to set 
the maximum quantity to a higher multiple 
of the normal sales quantity if it has a longer 
lead time, is used more frequently (i.e., it 
almost has recurring usage), or is a very inex-
pensive product. The minimum is usually 
set to one less normal sale or usage quantity 
than the maximum quantity. However if the 
maximum quantity is only one normal usage 
quantity, the minimum will be one piece less 
than the maximum quantity.

Determine the best forecast method for 
each item with recurring usage. Different 
stocked items have different patterns or 
usage. A good forecasting system will test 

each item against several forecasting for-
mulas and choose the method that results 
in the lowest forecast error for each product. 
The forecast error measures the difference 
between the forecast and actual usage over 
the past several months.

Set safety stock quantities for each item 
to ensure that your company achieves the 
desired level of customer service. Customer 
service measures what percentage of orders 
can be filled completely in one shipment out 
of stock inventory. Safety stock is “insurance 
inventory,” protecting against stock-outs 
due to unanticipated demand or delays in 
receiving a replenishment shipment. Many 
companies take a “paint roller” approach 
to calculating safety stock quantities—that 
is, they apply the same rules to all items. 
Apply safety stock with a fine-tipped artist’s 
brush: dab it precisely where it is needed. 
Give more safety stock to “critical” items 
and those with erratic demand or lead times. 
Less-important items, as well as those with 
consistent usage and deliveries, do not need 
as much safety stock.

Be sure your order/review cycles are  
correctly set. The order/review cycle 
measures how often you can place a target 
order with a vendor. This is the vendor’s 
requirement that allows you to achieve 
the terms or discounts enabling you to 
competitively sell the vendor’s products.

Analyze possible unusual usage at the 
end of each month. Adjust usage history 
as necessary to correct for activity that 
probably will not reoccur.

Calculate replenishment parameters for  
each item every month after examining  
possible unusual usage. Your buyers 
should be familiar with how your system 
determines when to order products and 
how much to order. They should be able to 
update software settings so that your system 
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consistently produces the results you are 
looking for. 

Determine turnover and profitability goals. 
Every company has a potential inventory 
turnover. This is measured by dividing 
your annual cost of goods sold by your 
ideal inventory investment. Contact us for 
an article on how to calculate the amount 
of inventory you should have to achieve 
your desired level of customer service. 
Profitability is normally measured by the 
Turn/Earn Index (average gross margin 
percentage x actual inventory turnover) 
or Gross Margin Return on Investment or 
GMROI (annual gross profit $ ÷ average 
inventory investment). While profitability 
goals vary by company, most of our cli-
ents strive to achieve a minimum Turn/Earn 
Index of 1.20 (four turns at a 30 percent 

margin) or a GMROI of 1.50 (earning $1.50 
for every dollar of your average inventory 
investment).

Measure progress each month in achieving 
predetermined goals. You will never meet 
your customer service level, turnover and 
profitability goals unless you track your 
progress. You won’t achieve success over-
night. Look for continual progress toward 
achieving the goal of effective inventory 
management.

What better time than the beginning of a 
new year to get started on achieving effec-
tive inventory management?  

About the Author: Jon Schreibfeder is president of 
Effective Inventory Management, Inc., of Coppell, Texas. 
He can be reached at jons@effectiveinventory.com.

We Know Insurance Details! 

TrusT.   As members of the Institute, DHI has your 

company’s best interests at heart. DHI and its 

strategic partner will work to meet and exceed all 

of your insurance needs. The program offers a full 

range of insurance coverages including: Property 

and Casualty, Directors and Officers, Employment 

Practices Liability, and Professional Liability.

With the DHI-Sponsored Insurance Program, 

we can provide you ways to lower your risk through 

customized insurance policies and risk education. 

The DHI Board of Governors approved the formation 

of a DHI-sponsored comprehensive business 

insurance program in conjunction with its strategic 

partner, TISC (Telcom Insurance Services Corporation).

Like most other small to mid-sized 

businesses, our daily focus is in our core 

competencies. When we need insurance 

help we lean on the folks at Telcom.

We have a lot of options today, 

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

to exceed the expectations of our own 

customers. Telcom has worked hard 

to earn our business and solve our 

problems. They asked the questions to 

truly understand our business in order 

to build a program that fit our needs.

—Greg Lunde, President 

Builders’ Hardware & Supply Company, Inc.

DHI-SponSoreD InSurance program  ★  aDmInIStereD  by tISc

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

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

Hebert, Anez Named to Leadership 
Positions at AmesburyTruth™
AmesburyTruth™ announces the hir-
ing of Mathieu Hebert as its new Sales 
Director for Canada and Kevin Anez as 
Director of Marketing.

Hebert has more than 16 years of expe-
rience in the building materials industry 
and comes to AmesburyTruth from Jeld-
Wen, where he was General Manager of 
Atlantic Millwork Distribution. Prior to 
Jeld-Wen, Hebert was Atlantic Sales and 
Operations Manager at Guardian Building 
Product Distribution.

Anez has more than 21 years of experi-
ence in the building materials industry 
and was formerly Director of Marketing 
and Product Management for Viracon’s 
architectural commercial glass business. 
Prior to Viracon, Anez spent nearly 19 
years with Andersen Corporation. 

Proficient in the science of merging 
engineering with business, Anez has 
three degrees, including a bachelor’s 
degree in industrial technology from the 
University of Wisconsin Stout, a master’s 
degree in manufacturing systems, and 
an MBA in marketing from the University 
of St. Thomas. 

CORPORATE

National Custom Hollow Metal Welcomes 
Experienced Sales Team
National Custom Hollow Metal (NCHM) 
welcomes Patterson Sales, Inc. to its team 
as a representative for distributors located 
in Iowa, Kansas, Missouri and Nebraska. 
Patterson Sales will be able to help dis-

tributors better serve their customers by 
offering custom/quick-ship hollow metal, 
stainless steel door and frames, and lead-
lined doors and frames, paired with their 
already-proven follow-up and focus that 
distributors have come to trust. For more 
information, go to www.nchmetal.com.

 
Top Midwest Sales Representative 
Agency Joins PDQ 
Rittner French Associates, a security 
consulting, design and sales agency based 
in Rochester, Mich., has joined PDQ 
Manufacturing as sales representatives. 
The new organization is covering Michigan 
and northern Ohio on PDQ’s behalf.

Rittner French is a full-service agency 
fully engaged through all project phases, 
including pre-construction planning 
with the architect, specification writing, 
estimating and training. It joins PDQ with 
more than 70 years of architectural door 
hardware experience.

ASSA ABLOY’s Mobile Access Solution 
Debuts at Select Starwood Hotels
ASSA ABLOY Mobile Access for 
Hospitality has gone live with the intro-
duction by Starwood Hotels & Resorts 
Worldwide, Inc. of SPG® Keyless, a key-
less entry system allowing Starwood 
Preferred Guest® members to use their 
smartphone as a key. 

Rolling out to Aloft, Element and W 
Hotels across the globe, SPG Keyless 
makes its official debut in 10 hotels in 
markets including Beijing, Hong Kong, 
New York, Los Angeles and Doha. 
Starwood will rapidly roll out SPG 
Keyless to be available on 30,000 doors 
in 150 hotels by early 2015.
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Starwood has installed mobile access-enabled locks from 
ASSA ABLOY Hospitality and has designed functionality for 
seamless customer interaction. SPG members with Bluetooth 
Smart-enabled smartphones will receive the guest room Seos 
Mobile ID with their room number via the SPG App before 
arriving at the hotel, allowing them to proceed straight to 
their room and gain access by presenting the smartphone to 
the reader on the hotel room door. 

ASSA ABLOY Announces Sponsorship of  
Safe and Sound Initiative
Safe and Sound, a non-profit organization dedicated to 
improving school safety, is now backed by a leading provider 
of door safety and security solutions. ASSA ABLOY has signed 
on as a platinum sponsor of Safe and Sound, an organization 
founded by families directly affected by the December 14, 
2012, tragedy at Sandy Hook Elementary School.

ASSA ABLOY supports Safe and Sound in its mission of 
empowering communities to improve the safety and security 
of their schools. The organization’s goal is to unite the national 
school community with a nonpartisan, grassroots approach to 
problem solving and provide school communities a platform 
for building local and national partnerships between parents, 
educators, students, first responders, safety and security 
experts, and community members.

The sponsorship announcement coincided with America’s 
Safe Schools Week, a week-long National School Safety Center 
public awareness campaign designed to bring greater atten-
tion to the importance of school safety.

ASSA ABLOY and Safe and Sound will work together to 
increase public awareness of school safety. The Safe and 
Sound website, www.safeandsoundschools.org, features tool-
kits, ideas and resources that help schools assess the safety of 
their facility, along with strategies for making schools safer.

PRODUCTS

PDQ Launches Flat Goods
PDQ is excited to launch a full line of flat goods, complement-
ing an already-extensive world-class portfolio of locks, exits, 
closers, electronic locks and hinges. Categories include flush 
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Joseph F. Ambrosius
Joseph F. Ambrosius, 61, of Green Bay, Wisc., passed away on 
December 1. Joe was a 1971 graduate of Seymour High School 
and was employed at La Force, Inc., where he was loved and 
respected by many.

Joe enjoyed time spent with his grandchildren, family and 
friends, as well as mission work in the Dominican Republic. He 
was always willing to help others. He enjoyed the outdoors 
and working on various special projects with his children and 
grandchildren.

He is survived by his son Nate (Amy) Ambrosius; his daughter 
Laura (Jeremy) Rowell; grandchildren Kalissa, Austin, Bradly, 
Jonathan, and Cameron; siblings, and many nieces and 
nephews.

Services were held in Seymour, Wisc. Online condolences 
may be expressed at www.muehlboettcher.com. In lieu of 
flowers, a memorial fund has been established to offset Joe’s 
journey expenses and to continue his mission work in the 
Dominican Republic.

Sharon Ashton
Sharon Ashton, 60, of Virginia Beach passed away Oct. 27, 
2014, after a spirited battle with cancer. Sharon was a former 
DHI instructor and a member of DHI’s Old Dominion Chapter. 
She was successful at everything she did, from her career, to 
homebuilding, to being a loving and devoted wife, mother and 
grandmother. 

Sharon was known for having a huge heart and always 
giving of herself to those in need. She also lived within the 
Christian faith, often involving herself with bible study and 
other church activities.

She is survived by her husband of 33 years, Garry, two 
children and two grandchildren. Services were held Nov. 2 in 
Virginia Beach, Va. Memorial contributions may be sent to the 
Susan G. Komen Foundation: www.komentidewater.org/make-
a-donation/donate-online, 420 N. Center Dr., Building 11, Suite 
143, Norfolk, Va. 23502.

Vance P. Pittman Jr. 
Vance P. Pittman Jr., 76, passed away at home on Aug. 10, 2014, 
after a three-year battle with complications of bladder cancer. 
Pittman was a member of DHI’s Old Dominion Chapter and 
received an associate’s degree from Chowan College. He was 
the owner of H & P Hardware and Specialty, Inc. in Portsmouth 
from 1980 until his death. He served in the North Carolina 
Army National Guard.

Survivors include his wife, Betty Lou Pittman, three children 
and three grandchildren. Services were held Aug. 13 in 
Portsmouth, Va. Memorial donations may be made to the 
Monumental United Methodist Church Endowment Fund, 450 
Dinwiddie St., Portsmouth, Va. 23704. Condolences may be 
registered at bakerfoster.com.
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bolts, surface bolts and coordinators; pulls, push plates, pull 
plates, and door protection plates; and general hardware.

New brochures and a supplemental price list have been 
created. Each provides a wide range of essential information 
for researching, specifying and ordering these hardware 
products. Users will find photos, drawings, dimensions, 
finishes, model numbers, mounting options, handing details 
and much more. For copies, call 800/441-9692.

STANLEY Security Expands VAR Network for  
EyeLock Product Suite Distribution
STANLEY Security has expanded its network of value-added 
resellers (VARs) to distribute its suite of EyeLock iris-based 
identity authentication products and technology solutions. 
The channel now includes Vanderbilt Industries, Low Voltage 
Contractors, Stone Security and Xentry Systems Integration.

Launched in 2011, STANLEY Security’s EyeLock product 
solutions provide a dual-iris authentication method for iden-
tity management, producing one of the most accurate access 
control solutions in the field. The robust and flexible design 
offers video-based iris recognition of registered individuals in 
motion and at a distance, resulting in accelerated throughput 
to be used in a variety of applications. The full product suite 
includes the EyeLock HBOX, EyeSwipe Nano, EyeSwipe Nano-
TS and, coming in 2015, the nano NXT.

For more information on the STANLEY Security EyeLock 
product suite and the expansion of the VAR network, go to 
www.stanleysecurity.com/eyelock.

Honeywell Adds Schlage AD-Series Locking  
Systems to Pro-Watch® Access Control Suite
Allegion PLC announces that Honeywell Pro-Watch customers 
will be able to implement access control on more doors by 
integrating the Schlage AD-Series wireless platform into their 
security management suite, eliminating the need to run wires 
to each access point, reducing time and associated labor 
costs. Schlage AD-Series wireless electronic locking systems 
provide options—credentials, styles and modes—that add to 
the Pro-Watch system’s flexibility, scalability and control. 

Contrary to purchasing a reader and a lock, components 
that have traditionally been located around the door are now 
integrated into the AD-Series lock itself to yield a smarter 
solution and more value for the investment. The locks pro-
vide multiple interchangeable credential reader modules and 
wireless devices so that access control can now be installed 
at doors where it had been previously infeasible. For more 
information, go to www.allegion.com.
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ON OCT. 29, 2014, THE U.S. GREEN BUILDING COUNCIL 
(USGBC) announced that it has extended the project 
registration date for LEED 2009 projects until Oct. 31, 
2016. The last date for registering projects under the 
2009 version was set to expire June 15, 2015, when LEED 
Version 4 would take over. 

Why the extension? Bottom line: the market is 
not ready for LEED v4. At the October Greenbuild 
Conference, 61 percent of the people surveyed 
indicated that more time was needed to comply with 
the additional stringent requirements of v4. From 
full disclosure of all chemicals to Health Product 
Declarations and Environmental Product Declarations, 
many manufacturers are still attempting to put these 
documents in place. In some cases, the rules needed to 
develop the final documentation for some products had 
yet to be established. 

Let’s take a look at Environmental Product 
Declarations and wood doors. An Environmental 
Product Declaration (EPD) is a certified and 
standardized document that provides pertinent, proven 
and comparable information about the environmental 
impact of a given product. An EPD is based on a 
product’s environmental impact information compiled 
during a product Life Cycle Analysis. For a Life Cycle 
Analysis to be created, rules (referred to as Product 
Category Rules) must first be established. 

For door manufacturers, Product Category Rules for 
wood doors were nonexistent. Members of the Window 
and Door Manufacturers Association, in conjunction 
with ASTM, recently drafted these rules. The completed 
PCR defines how a manufacturer is to conduct a Life 
Cycle Assessment, a required first step in completing an 
Environmental Product Declaration. 

Providing a Health Product Declaration (HPD) is also 
a challenge for manufacturers. An HPD is different than 
an Environmental Product Declaration, as it requires 
full disclosure of all chemicals in a product. While 
manufacturers typically focus on Material Safety Data 
Sheets (MSDS) for documenting chemicals of concern, 

an HPD requires additional data over and above what is 
required to be in an MSDS. 

To complete an HPD for wood doors, manufacturers 
must work closely with their component vendors to 
capture all chemical information regarding resins, 
binders, adhesives, sealants, etc. Obtaining this type 
of information from vendors can be trying, as some 
ingredients may be proprietary. 

The Health Product Declaration Collaborative 
developed a tool to assist manufacturers in creating 
product-specific HPDs. The HPD Builder, as it is known 
today, is still in development. Version 1 of the tool has 
had several enhancements but is still not well-suited for 
complex assemblies like wood doors. 

Version 2 of the tool was to have been launched in 
October 2014 but has now been delayed to the first 
quarter of 2015. Most manufacturers will wait for 
Version 2 to be published before completing their HPDs 
to ensure a greater degree of accuracy.

LEED v4 credit opportunities also exist for 
manufacturers that have a Corporate Sustainability 
Report on file and with those that manufacture 
composite wood products meeting the stringent 
California Air Resources Board Ultra Low-Emitting 
Formaldehyde (ULEF) or No Added Formaldehyde 
(NAF) emission levels. The new emission requirements 
replace the No Added Urea Formaldehyde requirements 
in LEED 2009.

In closing, door manufacturers, like many others, have 
their work cut out for them. Each of these items takes 
time, money and resources. Projects will continue to be 
registered under LEED v4, even with the LEED 2009 regis-
tration date extension. Advocates of the new rating system 
will continue to pressure the market toward compliance 
with the more stringent standard. Unfortunately, it will 
take some time for manufacturers to catch up to the 
complex credit requirements of LEED v4.   

About the Author: Judy Landwehr, LEED® Green Associate, is Product 
Compliance and Training Manager for Masonite Architectural. She can be 
reached at Judy.Landwehr@MDRSYS.com.
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LEED v4 Update: Project Registration Date Extended
By Judy Landwehr
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Alan fi nally got the PO to upgrade the access control system at his 

customer’s facility. But he wasn’t sure where to start. Biometric 

systems, electronic locks, RFID systems…the options were endless. 

So he talked to a technical sales expert at Security Lock Distributors, 

who helped him select a cutting-edge solution that respected the job 

specs and integrated perfectly with his customer’s existing systems. 
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