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 First and No. 1
Since 1975, Qualified Remodeler has stood shoulder-to-shoulder with 
remodeling and home improvement professionals around the country.

 Then, as now, our mission is to foster professionalism among our readers 
by offering industry specific business education and information. 

We are immersed in remodeling and home improvement at the ground 
level. Our founder, Dave Sauer, was among a group that helped launch 

the National Association of the Remodeling 
Industry (NARI). From the beginning, we’ve also 
been big supporters of the NAHB Remodelers, 
Remodelers Advantage, Business Networks, the 
Certified Contractors Network and many other key 
remodeling peer groups.

From estimating and pricing to design and 
product trends, our content draws highly engaged 
remodelers to our pages, newsletters, webinars and 

websites. QR is a business tool our readers can rely on in bad times and good. 
In 2017, the remodeling market is strong. Estimates suggest that the 

total size of the industry will push past previous highs of $325 billion. And 
while the rising economic tide is lifting the market, remodelers still face 
headwinds. There is a shortage of qualified carpenters, tradesmen and 
project managers. The government is stepping up its enforcement of new 
regulatory regimes. And building codes are shifting specifying new products 
and installation methods.

Our 2017 editorial offering is designed to help remodelers address all of 
these challenges and more, as they make the most of strong demand for 
their services. Remodelers rely on QR for solutions. It’s why we are often 
judged to be the No. 1 media brand serving remodeling.

If you are looking for a highly engaged audience of remodelers and 
home improvement companies, you’ve come to the right place.

Respectfully,

Patrick O’Toole 
Owner and Publisher
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Source: John Burns Real Estate Consulting, LLC (Data: Feb-16, Pub: Jul-16)

Burns Residential Repair and Remodel Spending™ [$Billions]

Remodeling Activity Is 
Growing Fast
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From 1945 to 2008, home building dominated residential construction. Throughout 
that six-decade period, remodeling and home improvement hovered near 40 percent 
of residential fixed investment, RFI. But during the downturn and now as the economy 
has recovered, remodeling represents approximately 60 percent of RFI. Many analysts 
contend that home improvement dominance of RFI is a new normal.

Beyond being driven by an improving economy, remodeling and home improvement 
also benefits from an aging housing stock. The average age of the nation’s 130 million 
existing homes is 35 years old.

Harvard University’s Leading 
Indicator of Remodeling — 
Activity Points Higher in 2017

Residential Fixed 
Investment, 2016 

[2015: $507.5 Billion]

Source: Joint Center of Housing 
Studies of Harvard University  
and Federal Reserve Bank of 

St. Louis, 2015

Remodeling & Repairs  
$298 Billion

41%59%
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Notes: The former LIRA modeled homeowner improvement activity only, while the re-benchmarked LIRA models home improvement and repair activity.  
Historical estimates are produced using the LIRA model until American Housing Survey data becomes available. 

Source: Joint Center for Housing Studies of Harvard University

Homeowner Improvements 
Four-Quarter  Moving Totals 
Billions of $

Four-quarter moving 
rate of change

New Normal: Remodeling 
Exceeds Home Building New Construction  

$209.5 Billion
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QR Outdoors § 28
Door Trends § 54
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AWARD 
WINNERS § 32 

CUSTOMER 
SATISFACTION 
REPORT

SPECIAL SECTION | 40

June 2016 BPA Brand Report —  
80,010 print subscribers;  
3,567 receive digital version only

The Highly Qualified, QR Audience
Qualified Remodeler’s audience consists of remodeling’s leaders. Coming from 
all 50 states, they participate in all segments of remodeling (design/build, full-
service, home improvement, kitchen and bath, and insurance restoration). But 
regardless of segments they serve, they have one thing in common: They are 
all leaders — owners, CEOs, presidents and top managers. If you want to reach 
decision makers, you’ve come to the right place.

Audience Profile by  
Business/Occupation

President, Owner,  
Partner, CEO

Corporate Executive,  
Vice President,  

Controller, Treasurer, 
Financial Director

General Manager, 
Project Manager, 

Designer, Construction 
Supervisor, Foreman

Purchasing Director, 
Salesperson/Estimator, 
other Manager or 
Titled Personnel

75.9%

5.6%

12.4%
6.2%

83,577 
TOTAL QUALIFIED  

SUBSCRIBERS

4     Qualified Remodeler 2017 Media Planner  •  QualifiedRemodeler.com Rev. date 9-19-16

AUDIENCE



1-Qualified Remodeler June 2016 BPA Brand Report 
2-Publisher's June 2016 BPA Brand Report  
3-Publisher's June 2016 BPA Brand Report

Publishers Data

QUALIFIED
REMODELER1

QUALIFIED
REMODELER

80,01042

75,000

35

20

76,464

Competitor 
A2

Competitor 
A

Competitor 
B3

Competitor 
B

Growing Circulation
Qualified Remodeler continues to commit to our readers 
by delivering content in the manner in which the audience 
requests it. QR has grown its print circulation by 9 percent 
over the past two years outpacing our competitors. QR also 
remains committed to publishing monthly, while others have 
retracted on this commitment to the remodeling segment.

42 Years Strong
Founded in 1975, well before its competitors, Qualified 
Remodeler pioneered the remodeling industry and gave 
it a separate identity from home builders. QR was first 
with information that helped remodelers understand the 
industry’s unique business metrics and helped them satisfy 
customers and create profitable businesses along the way.

12X 
YE AR1975

10X 
YE AR1982

12X 
YE AR1997
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Sealants, Adhesives 
& Caulks Trends § 74

OUTDOOR 
PLANNING
GUIDE § 37

Home Improvement
Home improvement firms, 
also known as replacement 
firms, are marketers at 
heart. In selling windows, 
roofing, siding, gutters, 
decks, sunrooms and other 
specialties, they  market to 
drive leads. They are typically 
dynamic and fast growing.

Insurance Restoration
Approximately $20 billion is 
spent annually for renovation 
and repair activity associated 
with fire, flood and other 
property losses. This group 
specializes in working with 
insurance carriers to complete 
these jobs.

Kitchen & Bath  
Specialists
These firms focus their 
energies on designing and 
selling updated kitchens and 
baths. They often maintain 
their own showrooms and use 
them as a place to sell and 
manage projects. 

Design/Build
Design/build firms lead with 
excellent design. It is their 
calling card. They sell and 
manage bigger projects —  
from kitchens and baths on up 
to whole-house renovations.

Full-Service
This is the No. 1 type of firm 
served by Qualified Remodeler. 
Full-service firms typically 
handle a wide array of jobs — 
whole-house projects on down 
to smaller handyman projects.

Since 1975, Qualified Remodeler 
has drawn together a unique 
and vibrant audience of 
residential home improvement 
professionals. It is a very 
horizontal market, 
served by many 
types of firms.
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The QR Editorial Platform: Built for Today’s Remodeler

Qualified Remodeler’s editorial mission of providing hard-to-find, must-have industry-specific 
business education and information takes many forms – print, online and in-person.  
Our award-winning team of editors and contributors is committed to the task. 

PATRICK L. O’TOOLE is the owner, 
editorial director and publisher of 
Qualified Remodeler. He first joined 
QR as its editor in 2003. During his 
career he has covered all aspects 
of the residential construction 
industry and has won numerous 

editorial awards including two Jesse H. Neal Awards.  
For many years he has worked on behalf of NARI and 
NAHB Remodelers, where he served as a trustee. He 
is also a member of Harvard University's Remodeling 
Futures Program. 

SHAWN MCCADDEN, CR, CLC, 
CAPS, is a speaker, business 
trainer, columnist and award-
winning remodeler. As a Certified 
Remodeler, and Certified Lead 
Carpenter, McCadden has 
more than 35 years of personal 

experience in remodeling. He has received many 
industry awards including NARI’s Harold Hammerman 
Spirit of Education Award, several NARI CotY Awards and 
an Azbee Award from ASBPE for his writing. He can be 
reached at shawnmccadden.com.

DAVE YOHO s the president of the 
oldest (since 1962), largest and the 
most successful small business 
consulting company specializing in 
the home improvement industry. 
His company employs a staff of 
consulting experts who specialize in 

advising companies on how to become more profitable in 
their business. His company sponsors a series of ongoing 
educational programs in the form of webinars and 
seminars at hipsummit.com. His recorded materials are 
sold throughout the U.S. and several foreign countries.

KACEY LARSEN is associate editor 
of Qualified Remodeler. Larsen has 
become an active participant in 
the remodeling industry. She stays 
up-to-date on the latest product 
introductions and innovations, and 
manages QR's annual Outdoor 

Buyers Guide. Larsen helps manage QualifiedRemodeler.
com and affiliated social media accounts.

SCOTT SIEGAL is owner of Maggio 
Roofing in Washington, D.C., and 
also owns the Certified Contractors 
Network, a leading peer group 
among home improvement 
contractors. Siegal is a columnist 
for Qualified Remodeler's Home 

Improvement Pro section and is a sought-after speaker  
in the industry.
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irst impressions are hard to break. 
The exterior cladding of a home is 
one of the most significant con-
tributing factors to a house’s first 

impression and, oftentimes, that exterior clad-
ding is siding. Within the category, myriad 
lengths, widths, profiles, detailing, materials 
and color factor into creating positive curb ap-
peal all the while giving homeowners enough 
options to cater to their particular taste.

MIXING MATERIALS
Rob Gilfert, James Hardie director of prod-
ucts and segments, notices a growing interest 
in siding design styles and mixing textures 
and profiles. “A good example of this is the 
increasingly popular farm house design where 
architects are mixing narrow lap on the first 
story and adding board and batten on the 
second story and on bump-outs,” he says. 

“Curb appeal and use of multi-
ple materials, textures, profiles 
and colors is a huge trend 

happening right now,” says Jerry Blais, se-
nior vice president of marketing with Ply 
Gem Siding Group. “We see traditional 
horizontal lap siding with a shake product, 
stone veneer or board and batten. Without 
question, when people remodel today they 
can use a stone veneer product where they’ve 
never been able to before because of struc-
tural or cost limitations. Veneer is much 
lighter than stone, but a higher-end veneer 
will give the rich look in an affordable, 

low-maintenance way.”
Jonathan Berry, director of sales for 
siding at ProVia, sees a change in the 

siding industry. “Multiple profiles 
are being used on the same 

house,” he says. “Years 

Focus on Siding
Through selecting materials, profiles, colors and more, siding 
can cater to nearly any design and performance demand
By Laurie Banyay

F   

PROVIA HeartTech vinyl 
siding is manufactured 
with a double ply wind-
load nailing hem that 
improves tear resistance 
under high wind loads. 
Circle 10 on inquiry card

PRODUCT TRENDS: Siding

ago, a contractor might sell 5-in. straight lap 
siding and put that on all four walls. Today, 
the more popular thing is to use a horizontal 
siding on three sides and jazz up the curbside 
with something like shake or vertical board 
and batten. We’re also seeing more people 
using stone, brick or horizontal and vertical 
siding on the front of houses. People choose 
a multiple-profile approach and often a two-
toned color approach.” 

“In the siding realm we have lap siding, 
cedar shake siding and panel siding,” says 
LP SmartSide Trim & Siding’s Michelle 
Forchetti, segment manager for repair and 
remodeling. “Within lap siding, we have 

smooth and textured surfaces. Reverse board 
and batten is a good look. I’m seeing a lot of 
our contractors using our panel and trim to 
do that look, which gives a nice pattern on 
the wall reminiscent of craftsman and Tudor 
looks. That seems to be coming back as a trend 
with some stonework.”

Widths and profiles tend to vary by region, 
Berry explains. Four-inch or smaller profiles 
are more prominent in the Northeast whereas 
the mid-Atlantic has more of a 5-in. profile. 
“In my opinion, one of the most popular is the 
wider profile,” he says. “I think homeowners 
are looking for something a little different 
than the standard 4- and 5-in. panels. Some 

JAMES HARDIE manufactures many siding 
options, such as HardieShingle, so consumers 
can mix and match colors and textures to 
create a visually appealing exterior.  
Circle 11 on inquiry card
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On average, 44 products are presented in the pages of 
Qualified Remodeler each month. In addition, more than 
6,500 products are covered online and at least 12 products 
are featured each week in our newsletters. Product coverage 
is very near the top editorial need identified by our audience, 
right behind business how-to information. Product coverage  
is presented in three primary ways: 

Product Trends Reports  [MONTHLY]

In each issue of Qualified Remodeler, we take an in-
depth feature approach to important product categories 
– Windows, Siding, Roofing, Housewraps, Exterior Trim, 
Decking — and we present the latest trends from leading 
manufacturers. It is the kind of deep reporting that separates 
Qualified Remodeler from the rest of is competitors.

Product Spotlights  [MONTHLY]

Typically three product categories are covered with a page 
each of new products. Using years of experience, the featured 
products are hand-selected by our editorial team for qualities 
like innovation and performance.

Remodeler’s Choice  [MONTHLY]

The two most requested products from the previous month 
— one from a recent print issue and one from online — are 
spotlighted here in greater detail.

40+

Adhesive bonds in 
wet, dry, hot or cold 
conditions
LIQUID NAILS Fuze It All Surface construction 
adhesive (LN-2000) can be used on nearly all wet or 
dry porous or nonporous surfaces. Formulated to bond 
in any weather conditions, including temperatures 
from -40 F to 300 F, the adhesive offers instant grab 
in interior or exterior settings and is water-resistant. 
It has been certified by UL Environment to meet 
GreenGuard Gold Standard as a low emitting material.
Circle 22 on inquiry card

Standard, custom sizes available 
for vinyl door system
LACANTINA DOORS introduces its Vinyl Folding System, which features 
contemporary styling with clean profiles. It is available in standard and custom 
door sizes up to 8 ft. tall and 18 ft. wide. The hardware package is available 
in a stainless or bronze finish, concealed multipoint locking provides added 
security and standard Low-E glass improves energy efficiency. Standard color 
options include white or tan.
Circle 18 on inquiry card

Sheathing paired with seam tape 
eliminates need for housewrap

GEORGIA-PACIFIC’s ForceField Air and Water Barrier 
System keeps potentially harmful water out during 

construction and for the life of the home. The 
engineered wood sheathing panels are laminated 

with a proprietary air and water barrier, and are available 
in 7/16 category thickness and three sizes. After wall sheath-

ing installation, panel joints are taped with ForceField seam tape to cre-
ate an integrated air and water barrier system and eliminate the need for housewrap.

Circle 20 on inquiry card

The look of reclaimed wood  
for floors, walls
ARMSTRONG FLOORING provides the look of hardwoods at an afford-
able price point with its Architectural Remnants Laminate Wall. Used for floor 
or wall applications, four styles are available: Woodland Reclaim, To the Sea, 
Seaside Pine and Surf Side. Installation instructions and videos can be found 
on the company’s website.
Circle 19 on inquiry card

Linear design for 
outdoor fireplace
HEAT & GLO introduces Palazzo in 48-in. 
single-sided and see-through models for out-
door use. The fireplace has a linear design, and 
finishing materials can go right up to the edge 
of the firebox opening to provide a frameless 
design. Made from marine-grade premium 
stainless steel, the fireplace features a Power 
Screen that operates at the press of a button.
Circle 21 on inquiry card

PRODUCTS
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What’s New   
International Builders’ Show Wrap-up

Free-standing or drop-in 
bathtub in three color options
JACUZZI LUXURY BATH unveils the Fiore Collection, made 
of top-quality acrylic in free-standing or drop-in versions. Fiore is 
Italian for flower, so the bathtub features a subtle arching exterior 
coupled with room for relaxation in the 66- by 36- by 24-in. design. 
Available in white, oyster and a black/white combination, soaking 
and pure air bathing experiences are offered, and a 5 1/4-in.-wide 
side deck provides space for deck-mount faucet installation. 
Circle 36 on inquiry card

Apron front sink offered  
in new material
BLANCO releases its IKON Apron Front Single Bowl made with 
the quality, color selection and resilience of Silgranit. The apron 
front design features a traditional wide radius and a 1 1/2-in. rim, 
and it will be offered in three neutral colors: anthracite, white and 
café brown. A custom-fit Floating Grid accessory will be available, 
which rests along the walls of the sink and can be used as an addi-
tional workstation for prep, cleaning or as a trivet on a countertop. 
Circle 33 on inquiry card

Throwback  
bar faucet
The Artifacts Kitchen Faucets from 
KOHLER expands with the Gentleman’s 
Bar Faucet, which takes inspiration from vin-
tage spigots and classic soda fountains. It has 
a single-hole deck-mount design and an arti-
san-inspired top-mount handle. Temperature 
memory allows the faucet to be turned on 
and off at the temperature that was set 
during prior usage. Providing a 1.8-gpm flow 
rate, the bar faucet is available in polished 
chrome, vibrant polished nickel, oil-rubbed 
bronze and vibrant stainless finishes.
Circle 34 on inquiry card

Statement sink for  
small bathrooms
Ideal for small bathrooms, AMERICAN STANDARD 
designs its Boxe Semi-countertop sink to be partially recessed 
on a countertop as narrow as 13 in. Available in a choice of 
single or 8-in. widespread hole options, the lavatory achieves 
a sculptural attitude and angular shape. The white sink is 
self-rimming with a rear overflow and is constructed of fire 
clay. An optional towel bar can be installed beneath the sink.
Circle 37 on inquiry card

Look of wood, limestone, 
concrete for surfaces
Dekton by COSENTINO expands with six colors that 
capture the natural texture, depth and beauty of limestone, 
wood and concrete. From the Wild Collection, Aldem takes 
inspiration from weathered oak, Bento provides subtle graining 
variation, and Valterra has the warmth of maple hardwood. 
Gada captures the allure of limestone’s cream hue while Sarey 
embraces a range of cream tones. The Tech Collection adds 
Blanc White to capture the look and texture of white concrete. 
Circle 32 on inquiry card

Maximizing blind 
corner storage
The Three-Tier Blind Corner Optimizer (5PSP3 
Series) by REV-A-SHELF maximizes 
blind corner space and makes deep recesses 
more accessible. Designed for 15- and 18-in. 
door openings, the chrome corner optimizer 
fits full height blind corner cabinets.
Circle 35 on inquiry card

PRODUCTS
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Kitchen & Bath
Shadowing, texture results 
of blends of stone in veneer
HERITAGE STONE BY PROVIA creates its Terra Cut 
stone collection to combine the natural characteristics of 
weatherworn, coarse-grained and coral styles of stones. The 
blending of the three stones styles creates deep shadowing 
and contrasting texture, and three color choices — slate, rus-
set and summit — are available. A limited lifetime warranty is 
included with the company’s manufactured stone products.
Circle 33 on inquiry card

Collection focuses on 
clean lines, neutral palette
The ELDORADO STONE Modern Collection uses 
clean lines and a neutral color palette to blend or contrast 
neighboring elements in interior or exterior applications. 
Including six stone veneer profiles and 34 new colors, the 
collection can be used to accentuate contemporary designs. 
Three of the stone veneer profiles introduced are Chalk Dust 
TundraBrick, Nickel Zen24 and White Elm Vantage30.
Circle 32 on inquiry card

Veneer for interior, 
exterior applications
Part of the Artisan Masonry Stone Veneers 
line, the Echelon Brand from OLDCASTLE 
ARCHITECTURAL launches its Kensley 
Stone Thin Veneer in three color options that 
can be field blended for more options. Designed 
to combine the aesthetics of natural limestone, 
the veneer does not have unwanted flanges on 
the back of the stone. The lightweight stone 
aggregate has a traditional ashlar pattern with 
a 3/8-in. mortar joint, requires no footings, and 
resists salt, water and thaw damage making it a 
fit for interior or exterior applications.
Circle 34 on inquiry card

Versetta adds colors
BORAL STONE PRODUCTS expands its Boral 
Versetta Stone product line with two additional colors: 
Mission Point and Graphite. Both colors are available in 
Ledgestone and Tight Cut textures. Mission Point com-
bines light gray and blues, while Graphite blends near-
black grays with occasional whitewashed stones. The 
mortarless stone veneer features an integrated moisture 
management system, and the panels install with nails or 
screws and do not require additional footings for support.
Circle 36 on inquiry cardPanels in on-trend 

colors, styles
ENVIRONMENTAL STONEWORKS 
adds three panel profiles. Designed to represent 
where rustic charm meets modern style, the 
Desert Sunset Luxor Panel has a soft grounding 
effect that pairs well with contemporary design, 
and panels are 7 by 21 in. The Taupe Imperial 
panel — available in 12- by 24-in. panels — pro-
vides a warm, comforting look with subtle tex-
ture and architectural depth. Drawing inspiration 
from the Villa d’este in Tivoli, Cream Tivoli, also 
available in Taupe, features superfine indenta-
tions for texture in 12- by 24-in. panels.
Circle 35 on inquiry card

Curb appeal upgrade  
with modular system
CANYON STONE introduces its Column Collection 
for an easy way to add curb appeal and character to home 
exteriors and landscapes. Molded from a Civil War-era 
ledgestone fence and hand-painted by colorists, the collec-
tion is offered in Canyon with a natural blend and Mystic in 
a dark gray palette. The collection is designed with square-
shaped sections that stack on top of the other around 
a 5- by 5-in. PVC post, and is backed by a 50-year warranty.
Circle 37 on inquiry card

PRODUCTS

60     March 2016     QR     QualifiedRemodeler.com

Masonry Stone Veneer

Dust extraction  
built in sanders
FESTOOL equips its 5-in. and 6-in. brushless 
ETS EC Sanders with an EC-TEC Brushless Motor 
to deliver a constant stream of performance. 
Available in three different models, the 5-in. ETS 
EC 125/3 has a fine 3mm stroke, while the 6-in. 
ETS EC 150/3 and 6-in. ETS EC 150/5 provide 
sanding strokes of 3 and 5mm. Equipped with 
innovative features, the sander was designed 
with dust extraction efficiency in mind, as 
it includes a Jetstream dust extraction and 
extraction connection signal.
Circle 26 on inquiry card

Portable LED  
lighting solution
MILWAUKEE TOOL’s Trueview M18 LED 
HP Flood Light provides a portable area lighting 
solution that adapts, performs and survives 
industrial use. With a head that rotates 240 
degrees, the flood light runs on M18 Redlithium 
XC 5.0 Battery Pack or an AC cord and has three 
light output modes that provide 650, 1,500 or 
3,000 lumens respectively. Three keyholes are 
integrated for horizontal or vertical hanging, 
and it features a durable roll cage design and 
impact-resistant lens and bezel.
Circle 27 on inquiry card

Tool combines  
five into one
TASK TOOLS introduces its 5-in-1 All 
Purpose Caulking Tool. The Flat Surface Scraper 
is an angled straight-edge scraper that clears 
materials on flat surfaces. A triangular tip on the 
Caulking Shaver slips into grooves and removes 
caulk in one pass. Remove excess material from 
tight corners with the Caulking Remover. The 
Caulking Tube Cutter has a razor sharp blade 
to trim caulking tube tips. Users select from 
four radii — 3, 6, 10 or 13mm — by rotating the 
indexed rubber tip on the Rotating Finishing Tip.
Circle 28 on inquiry card

Driver 
operates 
at lower 
noise level
The RIDGID Stealth Force 
Brushless 18V 3-Speed Pulse 
Driver (R86036K) uses 
a unique hydraulics 
oil pulse mechanism 
to drive faster with 
half the noise of 
standard impact drivers. 
With three speed settings, the driver features 
a one-handed quick-load bit holder. Three LED 
lights around the front housing eliminate shad-
ows, while a grip light engages to illuminate the 
work space. Two Hyper Lithium-ion batteries and 
a lifetime service agreement are included.
Circle 29 on inquiry card

Multi-tool designed 
for tradesmen
IRWIN TOOLS integrates 
three additional tools into 
the lower handle of its Vise-
Grip Locking Multi-Pliers. 
Designed for users to 
get more done while 
carrying fewer tools, 
the multi-pliers design 
features a stainless 
steel serrated fold-
out knife blade 
and a fold-out 
screwdriver that 
includes a 1/4-in. 
bit holder with No. 
2 Phillips and six to eight 
slotted bits. Available in 
5WR, 5CR and 6LN jaw types, 
the multi-pliers are backed by the 
company’s Vise-Grip Lifetime Guarantee.
Circle 30 on inquiry card

Drywall taping  
tool update
AMES TAPING TOOLS updates its 
Bazooka Taper with several time-saving fea-
tures. The EasyClean Automatic Taper (Model 
07) is designed with a fast-release pressure 
plate latch, stainless steel side plates, anodized 
push rod and cable drum, and ergonomic tube 
protector for fast cleanups, corrosion resistance 
and easy cable replacement. An adjustable brake 
allows users to set their desired tension, while 
enclosed rollers protect hands from pinching.
Circle 31 on inquiry card

PRODUCTS
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Find out more about these 
products and THOUSANDS 
more via our online directory: 
ForResidentialPros.com/directory

Tools

Measuring app and sheathing and tape system top the 
list of what readers want to know more about 

The following product received the most reader 
inquiries in the past month on QualifiedRemodeler.com:  

JAMES HARDIE BUILDING 
PRODUCTS INC.

James Hardie Building Products Inc. launched the 
James Hardie 3-D app, an iOS-compatible appli-
cation that helps replacement contractors obtain 
complete and accurate measurements of siding, trim, 
soffit and windows from smartphone photos. The 

app is free on iTunes, and an Android version is currently in develop-
ment. With the snap of a few photos, contractors can obtain exterior 
measurements and a 3-D rendering of a home, thereby reducing the 
guesswork of job estimates. The app, which is 95 percent accurate, 
allows users to interchange exterior design elements like windows, 
as well as more than 20 James Hardie ColorPlus Technology colors, 
so replacement contractors can give clients an instant visual of their 
home, including a 360-degree view. Powered by HOVER, a mobile 
platform that generates accurate 3-D property measurements from 
smartphone photos, the James Hardie 3-D app allows contractors 
to calculate square footage and lineal measurements. Measurements 
can also be exported as a PDF and emailed from the app. 
For more information, visit jameshardie.com  or circle 50.

The following product received the most reader 
inquiries in the December issue of Qualified Remodeler:  

HUBER ENGINEERED WOODS
ZIP System sheathing and tape is an engineered wood structural 
panel with a built-in, water-resistive barrier (WRB) that eliminates 
the need for housewrap or felt on exterior walls and roofs. Because 
the WRB is integrated into the 
Structural 1-rated sheathing 
panel, it eliminates the risk of 
water getting trapped between 
the barrier and the sheathing, 
which can cause costly rework 
during construction or mois-
ture-related issues over time. 
Taped panel seams provide a 
rigid air barrier to help reduce 
air leakage and contribute to 
greater energy efficiency of the 
structure. This all-in-one system 
helps provide a tight building en-
velope with panels that allow for moisture to efficiently dry to the 
exterior and comes with a 180-day exposure warranty. The system 
won “Best Energy Efficient Product” at IBS 2016. 
For more information, visit ZIPSystem.com or circle 51.
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PRODUCTS

Remodelers’ Choice

AVERAGE NUMBER OF 
PRODUCTS PER PRINTED 
ISSUE, 12X/YEAR*

*Creative Data Services, 2015
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For almost 40 years, Qualified Remodeler 
has benchmarked the largest remodelers 
and home improvement companies in  
the U.S. The Top 500 list has become a 
Who’s Who of the industry. In 2016, The 
Top 500 accounted for $8.5 billion in 
remodeling activity.

August 2016QualifiedRemodeler.com
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TOP OPPORTUNITY IN 2016

1 BELFOR HOLDINGS, INC. — Birmingham, Mich. 
Sheldon Yellen — belforusa.com 1948 $1,254,907,290 

91,545
$1,400,152,749 

Insurance restoration specialist 6,000 259 ✪ ✪
Adding a new or 

expanded service area 

2 WINDOW WORLD — North Wilkesboro, N.C. 
Tammy Whitworth — windowworld.com 1995 $579,353,992 

174,750
$579,353,992 

Exterior/replacement contractor — 209 ✪ — Adding a new high-demand 
product or service 

3 PAUL DAVIS RESTORATION, INC. — Jacksonville, Fla. 
Rich Wilson — pauldavis.com 1966 $460,702,620 

73,660
$724,116,000 

Insurance restoration specialist 2,450 324 ✪ ✪
Increased business from 

overall marketing 

4 POWER HOME REMODELING — Plymouth Meeting, Pa. 
Corey Schiller — powerhrg.com 1992 $366,959,000 

34,000
$380,513,000 

Exterior/replacement contractor 1,674 21 ✪ ✪
Adding a new or 

expanded service area 

5 CHAMPION WINDOW MFG. & SUPPLY CO., LLC 
Cincinnati, Ohio  — Todd Dickson — getchampion.com 1953 $245,755,000 

30,269
$245,755,000 

Exterior/replacement contractor 1,200 93 ✪ — Overall higher volume of 
leads for new business 

6 AMERICAN TECHNOLOGIES, INC. — Orange, Calif. 
Gary Moore — atirestoration.com 1989 $180,837,756 

12,820
$180,837,756 

Insurance restoration specialist 776 18 — — Adding a new or 
expanded service area 

7 SYSTEM PAVERS — Santa Ana, Calif. 
Larry Green — systempavers.com 1992 $95,437,310 

5,596
$95,437,310 

Design/build remodeler 375 8 ✪ ✪
Higher demand for 

bigger projects 

8 BATH FITTER — Lewisberry, Pa. 
Aaron Gross, Larry Gross, Frank Ciccocioppo — bathfitter.com 1996 $93,381,886 

14,844
$93,381,886 

Kitchen & bath specialist 585 28 ✪ ✪
Adding a new high-demand 

product or service 

9 LEAFFILTER NORTH, INC. — Hudson, Ohio 
Matt Kaulig — leaffilter.com 2005 $87,905,784 

30,618
$87,905,784 

Exterior/replacement contractor 251 28 ✪ — Adding a new or 
expanded service area 

10 SILVERLINING INTERIORS — New York, N.Y. 
Joshua Wiener — silverlininginteriors.com 1987 $78,600,000 

34
$78,600,000 

Full-service remodeler 249 2 ✪ — Overall higher volume of 
leads for new business 

11 WINDOW NATION — Fulton, Md. 
Harley & Aaron Magden — windownation.com 2006 $75,382,009 

7,505
$75,382,009 

Exterior/replacement contractor 160 8 ✪ — Adding a new or 
expanded service area 

12 CASTLE, THE WINDOW PEOPLE — Mount Laurel, N.J. 
Chris & Nick Cardillo — castlewindows.com 1977 $73,126,587 

12,053
$73,126,587 

Exterior/replacement contractor 486 10 ✪ — Increased business from 
overall marketing 

13 1-800-HANSONS — Troy, Mich. 
Brian Elias — hansons.com 1988 $67,625,166 

8,150
$67,625,166 

Exterior/replacement contractor 300 7 ✪ ✪
Overall higher volume of 
leads for new business 

14 THOMPSON CREEK WINDOW COMPANY — Lanham, Md. 
Rick Wuest — thompsoncreek.com 1980 $57,928,555 

8,378
$58,857,200 

Exterior/replacement contractor 363 4 ✪ ✪ Other 

15 WINDOW WORLD OF BATON ROUGE, LLC — Baton Rouge, La. 
James Roland — windowworldinfo.com 2002 $52,619,566 

14,937
$52,619,566 

Exterior/replacement contractor 120 5 — — Increased business from 
Internet marketing 

16 UNIVERSAL WINDOWS DIRECT, INC. — Oakwood Village, Ohio 
William Barr, Michael Strmac — universalwindowsdirect.com 2002 $51,924,479 

7,112
$51,924,479 

Exterior/replacement contractor 180 6 ✪ ✪
Overall higher volume of 
leads for new business 

17 PACIFIC HOMEWORKS, INC. — Torrance, Calif. 
Marcus Mac — pacifichomeworks.com 2000 $50,577,933 

3,407
$50,577,933 

Full-service remodeler 254 7 ✪ — Other 

18 HOMEFIX CUSTOM REMODELING — Baltimore, Md. 
Adam Shampaine — homefixcustomremodeling.com 1990 $50,257,326 

5,629
$52,200,520 

Exterior/replacement contractor 320 9 ✪ ✪
Overall higher volume of 
leads for new business 

19 UNITED STATES SEAMLESS, INC. — Fargo, N.D. 
Michael Bullinger — usseamless.com 1992 $46,917,441 

7,751
$47,404,271 

Exterior/replacement contractor 5 51 ✪ — Adding a new high-demand 
product or service 

20 RF INSTALLATIONS, LLC — Grand Prairie, Texas 
James Norman — rfinstallations.com 2006 $46,514,189 

136,659
$46,514,189 

Exterior/replacement contractor 69 2 ✪ — Overall higher volume of 
leads for new business 

The  
Annual
List
The nation’s top  
500 remodelers  
ranked by revenue
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TOP PERFORMER 
CATEGORY

2016 
TOP 500 

RANKING
COMPANY / LEADERSHIP CATEGORY  

REVENUE
PERCENT OF TOTAL 

REVENUE
TOTAL REMODELING 

REVENUE KEY CHALLENGE IN 2016

BA SEMENTS 114
MATRIX BASEMENT SYSTEMS, INC. 
Arlington Heights, Ill. — mymatrixbasement.com 
President or CEO: Nick Richmond

$10,355,055 100% $10,355,055 Finding and hiring 
qualified employees

BATHROOMS 8
BATH FITTER/KITCHEN SAVER 
Lewisberry, Pa. — bathfitter.com 
President or CEO: Aaron Gross, Larry Gross, Frank Ciccocioppo

$93,381,886 100% $93,381,886 Finding and hiring qualified 
trade contractors

DECKS / 
PORCHES 89

PRINCE WILLIAM HOME IMPROVEMENT 
Woodbridge, Va. — pwhomeimprovement.com 
President or CEO: Scott Holtzhauer

$9,579,444 74% $12,945,195 Reduced profitability due to 
operational inefficiencies

DETACHED 
STRUCTURES 33

BOWA 
McLean, Va. — bowa.com 
President or CEO: Larry Weinberg Josh Baker

$6,217,200 20% $31,086,000 Finding and hiring 
qualified employees

DOORS 19
RF INSTALLATIONS, LLC  
Grand Prairie, Texas — rfinstallations.com 
President or CEO: James Norman

$39,537,061 85% $46,514,189 Generating leads for new business

INSUR ANCE 
RESTOR ATION 1

BELFOR USA GROUP, INC. 
Birmingham, Mich. — belforusa.com 
President or CEO: Sheldon Yellen

$1,254,907,290 100% $1,254,907,290 Finding and hiring 
qualified employees

HANDYMAN 40
HANDYMAN CONNECTION 
Cincinnati, Ohio — handymanconnection.com 
President or CEO: Jeff Wall

$20,604,606 73% $28,225,487 Finding and hiring qualified 
trade contractors

KITCHENS 48
KITCHEN MAGIC 
Nazareth, Pa. — kitchenmagic.com 
President or CEO: Brett Bacho

$24,226,253 100% $24,226,253 Keeping up with increased demand

LIGHT 
COMMERCIAL 35

GREATER DAYTON CONSTRUCTION 
Dayton, Ohio — gdcg.com 
President or CEO: Greg Thompson

$15,005,444 50% $30,010,888 Finding and hiring 
qualified employees

OUTDOOR 
LIVING 7

SYSTEM PAVERS 
Santa Ana, Calif. — systempavers.com 
President or CEO: Larry Green

$95,437,310 100% $95,437,310 Finding and hiring qualified 
trade contractors

ROOFING 98
LOS GATOS ROOFING 
Los Gatos, Calif. — losgatosroofing.com 
President or CEO: Gary Radonich

$12,212,792 100% $12,212,792 Increased Regulation 
from Government

ROOM 
ADDITIONS 49

NORMANDY DESIGN BUILD REMODELING 
Hinsdale, Ill. — normandyremodeling.com 
President or CEO: Andy Wells

$7,928,564 33% $24,025,953 Finding and hiring 
qualified employees

SIDING 18
UNITED STATES SEAMLESS 
Fargo, N.D. — usseamless.com 
President or CEO: Michael Bullinger

$18,297,802 39% $46,917,441 Finding and hiring 
qualified employees

SPECIALT Y 
IMPROVEMENT 24

MID-ATLANTIC WATERPROOFING 
Columbia, Md. — basements.com 
President or CEO: Edwin Fennell

$37,021,448 100% $37,021,448 Generating leads for new business

SUNROOMS 20

GREAT DAY IMPROVEMENTS, LLC  
dba PATIO ENCLOSURES & STANEK WINDOWS 
Macedonia, Ohio — greatdayimprovements.com 
President or CEO: Ed Weinfurtner

$26,250,279 58% $45,259,101 Increased competition

WHOLE HOUSE 10
SILVERLINING INTERIORS 
New York, N.Y. — silverlininginteriors.com 
President or CEO: Joshua Wiener

$74,670,000 95% $78,600,000 Higher material prices

WINDOWS 2
WINDOW WORLD 
North Wilkesboro, N.C. — windowworld.com 
President or CEO: Tammy Whitworth

$469,276,734 81% $579,353,992 Finding and hiring qualified 
trade contractors

Each of the companies listed above were selected as Top Performers of the Top 500 list in 2016. For each given category of projects — 
from basements to windows — the Top Performer generated the most remodeling revenue of that particular kind.  
All companies on the 2016 Top 500 list are ranked on remodeling revenue generated during 2015.
Source: Qualified Remodeler 2016

Top Performers by Project Categories
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TYPE OF FIRM FIRMS REMODELING JOBS REVENUE

Total 500 1,059,187 $7,561,924,174

Full Service 146 106,794 $1,053,758,716

Design-Build 120 16,629 $581,412,415

Home Improvement 160 652,621 $3,205,315,590

Insurance Restoration 36 250,006 $2,432,377,321

Kitchen & Bath 38 33,137 $289,060,129

NEW IN 2017!
  Top 500 Profile 

Every month we will 
provide an in-depth look 
at a Top 500 company

  QR Top 500 LIVE 
Learn more about our  
in-person, Top 500 event 
on page 15

Segmentation of the 2015 Top 500

ANNUAL39th
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Qualified Remodeler’s Master Design Awards  
is the leading competition of its kind in the 
remodeling industry. The imagery and design 
solutions offered by remodelers around the 
U.S. comprise the best in remodeling design 
and solution.

23 Remodeling Categories 
 § Whole House less than $300,000

 § Whole House $300,000-$700,000

 § Whole House more than $700,000

 § Addition less than $250,000

 § Addition more than $250,000

 § Kitchen less than $75,000

 § Kitchen $75,000-$150,000

 § Kitchen more than $150,000

 § Bathroom less than $50,000

 § Bathroom $50,000-$75,000

 § Bathroom more than $75,000

 § Room Remodel 

 § Basement 

 § Outdoor Living 

 § Specialty Room/ 
Niche Space 

 § Architectural Element 

 § Exterior Facelift 

 § Detached Structure 

 § Historic Renovation 

 § Light Commercial less  
than 5,000 square feet 

 § Light Commercial more  
than 5,000 square feet 

 § Universal Design 

 § Energy-efficiency Retrofit

September 2016QualifiedRemodeler.com

QR Outdoors § 56
Decking Fastener 
Trends § 60 SPECIAL SECTION § 22

MASTER 
DESIGN
 AWARD WINNERS

2016
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Home improvement professionals tend to be specialty contractors. They do 
windows, siding, gutters, decks, sunrooms, cabinet re-facing and more. At their 
core, they are marketing- and sales-driven organizations. That is why we’ve 
created unique content to fit their needs and partnered with industry experts 
Dave Yoho and Scott Siegal. We provide an additional resource to these pros 
every week with our Home Improvement Pro newsletter.  

The HIP 200
Similar to the Top 500, the Home Improvement Pro 200, or HIP 200, is an annual listing of the 
largest home improvement companies in the United States. It is a ranking based on dollar 
volume of revenue and is presented in the pages of Qualified Remodeler each November. 
Over the years it has become a must enter, must read content well for specialty firms in the 
remodeling industry.

QualifiedRemodeler.com November 2015

TIMES A YEAR 
+ HIP 200

 FEBRUARY
 APRIL
 JUNE
 AUGUST

 OCTOBER
 DECEMBER

NOVEMBER:  
HIP 200 LIST

6

Properly used, they aid management in the  
potential outcomes of recruiting, training and 
managing others:

¡¡ To aid management in examining and de-
fining the behavior of those who have the 
potential to succeed in the job role.  

¡¡ To aid management in determining those 
who may not have the skills or behavior to 
meet the requirements of the job.  

¡¡ To avoid later terminating that hiree who 
did not adjust to or fit the organization and 
operating model.  

¡¡ To aid management and those charged 
with the recruiting/interviewing process 
to avoid value judging, thus missing  
an applicant who has a strong potential 
to succeed.  

This format using these measuring de-
vices are part of a recruiting, interviewing 
and hiring system, which has served large 
and small companies for years. A component 
of this system is the use of an instrument, 
which is electronically generated.

THIS BEHAVIORAL PROFILE TAKES ABOUT 
EIGHT TO 10 MINUTES TO COMPLETE 
It evaluates the behavior you can expect from 
an applicant as well as their behavior under 
pressure and how they mask certain behav-
iors. In addition, it provides guidelines and 
communication methods, which enable the 
interviewer to better evaluate an applicant 
and suggestions on how to better manage 
those hired.

Here is an example of a graph/chart de-
veloped in eight to 10 minutes. The behavior 
style of the person taking it is explained as 

Hiring salespeople from your competitors 
is usually a mistake. They  frequently bring 
with them old methods, bad habits and may 
resist the transition  necessary to fit into your 
organization. 

There are some unique, almost self-taught 
“lone rangers” who do it their way and suc-
ceed. However, most great salespeople are 
developed with the proper selection. They 
are hired because they represent the proper 
behavior to fit well in a sales role; then they 
are developed with thorough training in a 
sound sales methodology. 

THERE ARE THREE THINGS TO LOOK FOR 
WHEN HIRING A SALESPERSON:
1. Can they do the job?
2. Will they do the job?
3. Do they fit your organization?

Despite the fact many owners of small 
businesses may already know this, many 
salespeople are hired by “instinct” or 
“gut-feelings” and that’s why there are so 
many “mis-hires” in selling. Hiring requires 
the same precision and planning as a sales 
presentation. We advise the use of a behav-
ioral profile, which measures current be-
havior, behavior under stress, and behavior 
which is masked. Instruments such as these 
are inexpensive and easy to use, although 
many are not geared to aid in selection.

ENTER with us into the real world of 
recruiting, hiring and train-

ing. Evaluate all of the issues that make this 
an important task: hiring the right person 
while avoiding the wrong one, then effective-
ly indoctrinating the newly hired person into 
membership in the “team” all the while cre-
ating a positive environment and, hopefully, 
reducing turnover.

Now, review the 13 Immutable Laws of Hiring 
(right page), then consider these realities:

¡¡ There will always be some turnover, yet 
excessive turnover is often a process of im-
proper selection or improper management 
— and — the cost of excessive turnover is 
seldom — if ever — independently identi-
fied in your operating statement.

¡¡ The manager or owner with mediocre hir-
ing skills will often hire applicants with 
mediocre skills.  This is particularly the 
case when recruiting salespeople.  

¡¡ The quality of the environment in which 
people are placed will affect their opti-
mism, frequently impairing their skill level.  

WE ARE FREQUENTLY ASKED WHERE DO 
GREAT SALESPEOPLE COME FROM?
Are they born? Do they work for our compet-
itors? Or what?

Hiring the Right Person  
& Avoiding the Wrong Ones
You are about to embark on a hiring program.  
You’re seeking a salesperson — a sales or production 
manager, an administrative assistant, a canvassing or 
showroom manager, an events manager — in fact, any 
of the critical positions which are so important to the 
success of your company.

By Dave Yoho
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INSIGHTS
the company toward its goals. In other words, 
exactly the things I used to have to do. Only, 
employees are doing them now. 

And I came to see that the minute you stop 
recognizing, rewarding and training them; 
employees get frustrated. Once they get 
frustrated, they check out, either mentally 
or physically. Then you’re back to the old 
grind of finding someone to replace them.

Operating a home improvement business 
is not just a matter of being a good contractor, 
installing a better window or putting on a 
better roof. It’s not even about marketing and 
selling that better. It’s about managing peo-
ple in a way so that they’re engaged. I found 
that one way to get employees engaged was 
by bringing them to conferences. That made 
a big difference. Yes, there’s an expense to 
it. But they start hearing things from other 
people at other companies who have jobs 
similar to their own. And those other people 
have similar problems and frustrations, and 
they can see that there are answers out there. 

As an owner it’s a great feeling to know 
that your company can run without you being 
there to stay on top of everything going on. 
It’s when people get to the point where they 
learn to think for themselves — and that’s 
something that must be taught — that they 
get actively engaged. 

Unfortunately, many contractors believe 
it can’t be done the way they want it done 
unless they’re there to make sure it is. That’s 
a self-fulfilling prophecy. It may be done right 
and the way you want it done, but chances 
are good that you end up doing it. n

toward becoming an $8 to $10 million oper-
ation that provides stellar customer service, 
flawless installation and is known as a great 
place to work. Now, how to get there? The 
plan tells you how. 

Say you know where you’re going and have 
a plan. Now you need to communicate that 
to all your people. Not once or once a year, 
but all the time. And you have to touch base 
with your employees and make sure they’re 
doing what they’re supposed to be doing. 
Assumptions often prove counterproductive.

DUAL ROLE
As important as anything is having the right 
managers and the right training for your peo-
ple. Oddly enough, for me it was actually 
much harder to run Maggio Roofing before I 
bought Certified Contractors Network (CCN). 
That’s because when my responsibilities in-
volved only the roofing company, I wasn’t 
always in training mode. After I took over 
CCN, I had no choice. Maggio Roofing had 
to run itself, with minimal oversight. 

At CCN, our primary business is training 
and educating contractors in every aspect 
of their business. So to run the roofing com-
pany and CCN at the same time, I had to put 
all my people through the different types of 
training we provide. And I thought: Wow, 
this actually works. It’s amazing. When you 
provide the right training and hold employees 
accountable for what they’re supposed to do, 
they get engaged and take ownership for the 
job and its outcome.

  
SWITCHING ROLES
I also realized if you recognize and reward 
employees for doing their jobs well they start 
doing other things, such as thinking of ways 
to improve efficiencies, make the business a 
better and even fun place to work, and move 

WOULDN’T it be great if every-
one in your orga-

nization gave it their all? If they were more 
efficient and productive than you’d imagined 
they ever could be? 

If they started jobs on time because they 
had everything they needed and knew where 
everything was? If they completed them on 
schedule every time? If they solved prob-
lems, created solutions and generated ideas 
that never would have occurred to you even 
though you’re the one who owns the company?

If all this actually happened, they did these 
things because they knew how to, because 
they weren’t stressed out running from one 
unfinished task to the next, and because they 
were relaxed enough to figure out ways to do 
things better or more efficiently. In other words, 
because they were engaged and empowered. 

NOT FAR-FETCHED
Seem like a dream? Not to everyone. You may 
have a company that’s already like this or 
know someone who does. And if you want 
your company to resemble this, there are 
steps you can take to get yourself and your 
organization there. 

It starts with basics. You have to set the 
right standards and provide the right train-
ing. You also need to create a culture of mu-
tual responsibility and support, as well as a 
vision with a plan. Minus those things, it’s 
difficult or impossible to get people engaged. 
They can do the job and may even work really 
hard. But it’s easy to get lost if you don’t know 
where you’re going.

FAIL TO PLAN, PLAN TO FAIL
Building or sustaining a strong company 
starts with a vision. What do you want it to 
be? Say, for instance, that in the next five 
to 10 years you see your company moving 

Power To Engage
How do you get employees to do their best? 
Encourage them to learn how. By Scott Siegal

Scott Siegal is owner of Maggio Roofing in 

Washington, D.C., and also owns the Certified 

Contractors Network. You can learn more about 

CCN by going to the website contractors.net. 
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ADVICE
Mobile app 
provides hail 
storm data
HAILSTRIKE, part of Dynamic 
Weather Solutions, simply 
requires a property address be 
entered or attained using Geo-
locating algorithms in its OneSite 
Mobile app to provide users access 
to detailed and time-sensitive hail 
reporting. The app can deliver two 
types of reports: a comprehensive 
OneSite with historical activity 
along with support documenta-
tion, or a OneSite Lite that lists the 
dates of activity. Roofing contrac-
tors, roofing engineers, insurance 
adjusters and more can remotely 
verify hail size, duration, storm 
speed, storm direction and more 
for the past five years.
Circle 7 on inquiry card

Water-based 
elastomeric spray
KNAUF INSULATION introduces 
its EcoSeal Plus with Gasket Pro 
Technology, a fast-drying, water-
based elastomeric spray that seals 
penetrations and joints in the 
building envelope while also pro-
viding a gasket between the studs 
and drywall. It dries to a flexible 
tough film with high bond strength. The low-odor, zero VOC product should be used with 
the company’s EcoBatts insulation or Premium Blowing Wool Insulation.
Circle 4 on inquiry card

Repair drywall and 
plaster
ABATRON INC.’s Krack Kote 
is a crack repair kit that makes 
an invisible, permanent repair 
to cracked walls and ceilings. It 
requires no sanding and can be 
applied and painted in less than 
one hour; it is a three-step repair 
process. The formulated acrylic 
emulsion retains its flexibility as it 
dries without shrinking. Each kit 
repairs 20 ft. of cracks; it can be 
used on drywall, plaster, stucco, 
wood, concrete and cement block.
Circle 6 on inquiry card

Door surround kit
FYPON launches its polyurethane door surround kits. 
Surrounds are offered for door sizes of 32 to 60 in. wide 
by 80 to 90 in. high. Several crosshead and pilaster 
styles are available. Each kit includes Fypon’s polyure-
thane trim. The selection process condenses the specs 
from three SKUs (crosshead, pilasters and with or 
without a keystone) to just one part number to simplify 
ordering. 
Circle 8 on inquiry card

Roof clips complement roof,  
gutter cables

The RX-C roof clip from DANFOSS can be used with Danfoss 
RX-C Self-Regulating Cables to secure asphalt shingles, metal 

seams and gutters. The clips are easy to install — apply adhesive, 
press the clip to the roof surface, install cables and close the clamps. 

Danfoss also offers the adhesive.
Circle 5 on inquiry card

Vinyl window, door series
WEATHER SHIELD WINDOWS & DOORS has launched the Visions 
3500 Series of premium vinyl windows and doors. The single- and dou-
ble-hung, direct set and sliding windows have the choice of an integral 
j-channel frame or a non-integral j-channel frame for brick or stucco instal-
lations. All offer options, including multiple grille styles, efficient glazing 
alternatives and a choice of 58 exterior colors. The series is available in 
double-hung, single-hung, casement, awning, single slider and direct-set 
pictures windows; and traditional and French-stile sliding patio doors. 
Circle 9 on inquiry card
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APRIL: OUTDOOR 
PLANNING GUIDE

Outdoor living is the fastest growing home improvement category. And 
not surprisingly, remodelers are the linchpin of these increasingly large 
and complex projects. Six times each year and with a special set of 
newsletters, Qualified Remodeler has established a leadership position 
for outdoor living content. We offer project profiles, project planning 
and detailed product information to keep remodelers on the cutting 
edge of this emerging and growing segment.

TIMES A YEAR +  
PLANNING GUIDE

 JANUARY
 MARCH
 MAY
 JULY

6

emodels elicit many emotions for home-
owners. Deciding to undergo a project, 
spend thousands of dollars and allow a 
stranger into your intimate home space 
is a big deal. Add onto that the potential 
outcomes — intense elation when it turns 

out well, or disappointment and sometimes anger if it 
doesn’t meet expectations. A remodeler is tasked with 
creating a new space that must meet and often exceed 
their clients’ vision. 

As a remodeler, creating only a functional space usually 
doesn’t put a project over the line into exceptional. This 
is particularly true for outdoor kitchens, where the line 
between ordinary and extraordinary is based on creating 

All-encompassing 
Experience
Outdoor kitchens are much more than 
just a place to cook food outside. They 
are spaces that should be created as an 
entire room and provide an experience 
of which homeowners are proud.
By Laurie Banyay 
Research by Hoffman York, Milwaukee

R
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homeowners in general have children. “This tells us the 
incidence of ownership and interest in the outdoor kitchen 
of those who have children is almost twice as much as 
those who have no children at home,” Brown concludes. 

Research also revealed what Brown refers to as an “op-
portunity gap” among consumers ages 45 to 54.

A COMPLETE ROOM
Throwing outdoor living elements into one space does 
not make for a great outdoor kitchen. “Homeowners are 

Seating area

Built-in grill

Sink with running water

Refrigeration

Table

Roof or canopy

Overhead lighting

Bar

Fire pit

Deck

Fireplace

Pizza oven

Stove 

Pool

Stand-alone grill

Fountain

OWNER COMPONENTS*

REMODEL COST*

Less than $10,000 $10,000–$19,999 $20,000–$29,999 $30,000–$39,999 $40,000–$49,999 More than $50,000

■  New Construction

■  Remodel

PROJECT COMPLETION TIME*

Less than 6 months

6 months to a year

12 months to 18 months

18 months to 24 months

More than 2 years

PROJECTS: QR Outdoors
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Grout-free porcelain 
stone deck surface kits
MBRICO TILE DECKS manufactures and 
supplies a deck surface kit of grout-free porcelain 
stoneware that is frost-, mold-, warp-, rot-, slip- 
and fade-resistant. The 20mm Italian porcelain 
slabs and composite backing are machined for 
installation onto the company’s track system that 
operates similar to a tongue and groove. With 
more than 40 colors, including aggregate, stone 
and wood appearances, the porcelain tile decking 
is designed for standard code framing, can be 
installed with conventional carpentry tools and 
includes a 30-year residential warranty.
Circle 5 on inquiry card

Material used as part of 
winning Solar Decathlon home
WESTECH BUILDING PRODUCTS offers the warmth and 
feel of real wood in TruGrain made with Resysta, making it useful for 
decking, siding and façade. As a bio-based wood substrate, the prod-
uct can be sawed, drilled, sanded, stained and sealed. The material 
does not absorb water so glazes and sealants will not flake off, 
and it has a low expansion and contraction coefficient. It is water-, 
UV- and fungal-resistant, and was featured on the winning 2015 U.S. 
Department of Energy Solar Decathlon home as decking and siding.
Circle 4 on inquiry card

Decking cuts, drills,  
shapes like wood
DECKORATORS Vault Composite Decking is made with 
Eovations technology, creating a lightweight fibrous composite 
with the appearance of wood without having any wood content. 
The decking cuts, drills, shapes and fastens like wood, but has 
virtually zero moisture absorption and low thermal absorption. 
Measuring 7/8 in. thick by 5 1/2 in. wide, the deck boards are avail-
able in dusk and mesquite color options with slotted- or solid-edge 
profiles. It is backed by 25-year structural, stain and fade, and 
removal and replacement warranties.
Circle 7 on inquiry card

Nature-inspired PVC membrane
DURADEK meets market demand for naturally inspired textures and colors for outdoor 
living by adding Pebble Beach designer aggregate 60-mil vinyl membrane to its Legacy Line. 
Bringing an aggregate pebble appearance to outdoor spaces, the PVC membrane involves a 
one-step application, but maintains a low-maintenance, waterproof option. The addition of 
Pebble Beach follows the introduction of Barnwood and Driftwood to the Legacy line.
Circle 6 on inquiry card

Deck tension tie 
designed to be fastened 
outside of home
SIMPSON STRONG-TIE’s DTT1Z deck tension 
tie is a less invasive alternative for attaching a deck to 
a home and meets 2015 IRC code standards. The ten-
sion tie can be fastened from outside the house instead 
of accessing floor joists from inside the house. Attached 
with Strong-Drive SD Connector screws and Strong-
Drive SDWH Timber-Hex HDG screw with integral 
washer, the deck tension tie comes standard with ZMAX 
coating for corrosion protection, and can be purchased 
individually or as part of a retail kit with screws.
Circle 8 on inquiry card
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DECK I NG

AZEK Deck offers 14 colors across 
three collections of capped PVC 
decking: Harvest, Arbor and Vintage. 
Protected by its Alloy Armour 
Technology, the decking is backed by 
a 30-year Fade and Stain Limiited 
Warranty. Visit azek.com or call  
(877) 275-2935 for more information. 
Circle 101 on inquiry card. 

Belgard paver stones are available  
in a variety of materials, including 
concrete form, permeable pavers 
and porcelain pavers. Each collec-
tion is offered in various selections 
and themes of color to fit any 
environment, and a full range of 
shapes and textures are available. 
Visit belgard.com or call  
(877) 235-4273 for more information. 
Circle 102 on inquiry card. 

CertainTeed’s EverNew vinyl deck 
systems are available in 12-, 16- and  
20-ft. plank lengths and a multiribbed 
profile spans 24-in. joist spacing. 
Offered in three colors, the decking 
installs using a concealed fastener 
channel. The company also offers its 
UnderShield water diversion system 
to beautify and keep the underside 
of a deck dry. Visit certainteed.com 
for more information.
Circle 103 on inquiry card. 

Clubhouse Decking & Railing  
is 100 percent PVC decking. 
Complementary, low-maintenance 
vinyl railing systems are available 
to create an outdoor total package. 
Visit thetapcogroup.com or  
call (800) 521-7567 for more 
information.
Circle 104 on inquiry card. 

Deckorators includes a 25-year 
structural, stain and fade, and 
removal and replacement warranty 
on its decking. Four composite 
decking lines are available: Vault 
comes in two colors, the Classic  
and Vista have four colors each,  
and Heritage comes in two colors.  
Visit deckorators.com or call  
(800) 332-5724 for more information. 
Circle 105 on inquiry card. 

DekTek Tile is a precast concrete 
decking material especially designed 
for elevated and roof decks. Durable 
and weather resistant, the concrete 
pavers install within most standard 
framing with minor modifications. 
Tiles are designed to be the same 
thickness as wood or composite 
materials for easy pairing. Six color 
selections are available with custom 
color options. Visit dektektile.com 
for more information. 
Circle 106 on inquiry card. 

Duradek is a walkable, roofing- 
approved PVC sheet membrane that 
can be used for sun decks, roof 
decks, balconies or other, flat, 
exterior surfaces. The company 
offers nine lines with 25 colors, and 
will expand with its Next Gen Legacy 
line, available in two colors, this 
spring. Visit duradek.com or call  
(800) 338-3568 for more information.
Circle 107 on inquiry card. 

DuraLife introduces its DuraLife 
Your Choice Program to simplify the 
decking decision making process 
into a three-step plan. The compa-
ny’s offerings include capped 
polypropylene and wood fiber 
composite decking in three profiles. 
Eight colors — four variegated and 
four nonvariegated — are available 
within any of the decking profiles. 
Visit duralifedecking.com or call 
(800) 866-8101 for more information. 
Circle 108 on inquiry card. 
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DekTek Tile is a precast concrete 
decking material especially designed 
for elevated and roof decks. Durable 
and weather resistant, the concrete 
pavers install within most standard 
framing with minor modifications. 
Tiles are designed to be the same 
thickness as wood or composite 
materials for easy pairing. Six color 
selections are available with custom 
color options. Visit dektektile.com 
for more information. 
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Duradek is a walkable, roofing- 
approved PVC sheet membrane that 
can be used for sun decks, roof 
decks, balconies or other, flat, 
exterior surfaces. The company 
offers nine lines with 25 colors, and 
will expand with its Next Gen Legacy 
line, available in two colors, this 
spring. Visit duradek.com or call  
(800) 338-3568 for more information.
Circle 107 on inquiry card. 

DuraLife introduces its DuraLife 
Your Choice Program to simplify the 
decking decision making process 
into a three-step plan. The compa-
ny’s offerings include capped 
polypropylene and wood fiber 
composite decking in three profiles. 
Eight colors — four variegated and 
four nonvariegated — are available 
within any of the decking profiles. 
Visit duralifedecking.com or call 
(800) 866-8101 for more information. 
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For the past 15 years, Qualified Remodeler has 
dedicated a significant portion of its April issue 
to coverage of outdoor living. It has evolved to 
become the annual Outdoor Planning Guide, 
which includes detailed research on products and 
projects. It breaks new ground in explaining the 
planning process of increasingly elaborate outdoor 
spaces. Finally, the guide is a compendium of 
outdoor products, second-to-none in the industry.

Multitiered outdoor living
dam M. Heath originally was asked to install a 
segmental block retaining wall along a more 

than 120-ft. section of rear yard in a Piankatank 
River, Va., home where a wood wall was failing. After 
walking the property, talking with the family and 
seeing more potential, the homeowners con-
tracted Heath and Mid Atlantic Enterprise Inc. of 
Williamsburg, Va., to create and install a multitiered 
outdoor retreat acting as an extension to the home. 
Walls and steps were built with more than 300 tons 
of 57 stone. More than 2,000 sq. ft. of Allan Block 
Ashlar Blend in Sandstone created the retaining 

walls, seat walls and steps. A natural gas fire pit area 
was constructed to be permeable, while the rest of 
the 1,100-sq.-ft. paver section was treated using 
Alliance Gator XP Polymeric Sand. The fence and 
rail system was custom-made black powder-coated 
aluminum by Greendale Railing Co. Inc. Forty feet of 
fence around the fire pit is 14 in. tall and curves back 
7 degrees to better allow for comfortable seating. 
The arbor that was the endpoint in the original yard 
was repurposed into a transition zone. The existing 
weeping cherry was used as an anchor to blend the 
hardscape with the surrounding property.

Outdoor Spaces  
Take on Many Forms
Across the country, remodelers are creating unique outdoor living spaces for  
clients that enhance views, provide cooking and entertainment space, and more
Compiled by QR Staff
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Product Information
Allan block: Nitterhouse 
Masonry Products LLC
Pavers: Hanson 
Hardscapes and trevia 
by Unilock
Fire pit: RH Peterson 
Campfyre 
Wall lights: FX luminaire 
CustodeGradino
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Making a porch and cabana blend into a home’s feel
he client asked Indianapolis-

based Corinthian Fine Homes, 
along with Demerly Architects, 
to update their living space into a 
functional area that maintained the 
integrity and feel of their home. To do 
so, the existing fiberglass pool, entire 
pool deck and hot tub were removed 
in favor of installing a wider, longer, 
deeper gunite pool surrounded with 
limestone paver decking. To transition 
from the interior to outdoor living 
spaces, a screened-in porch, including 
a covered porch, were added to the 
house. A separate pool cabana also 
was added, which includes a bathroom 
and changing station, grilling station 
with a vent hood, sink, ice maker and 
beer keg-orator. The cathedral ceiling 
includes a large ceiling fan, and the 
tile backsplash and wainscoting were 

specifically chosen to emulate the 
feeling of Old World Tuscany. Clay tile 
roofing and matching copper gutters 
top the cabana to mirror the existing 
house. Limestone columns with ped-
estals are consistent with the home’s 
front. A new pergola provides a natural 
covering and aesthetic appeal in the 
transition from the house/porch to 
cabana. Finding matching brick proved 
to be a challenge, so the team demoed 
as much brick as possible from below 
the screen porch to use in new areas, 
and supplemented that brick with 
brick from an existing garage on the 
property. They then replaced the 
brick on the garage with leftover brick 
from the cabana. Using old brick on 
the porch ensured it didn’t look like an 
addition, but instead looked like part 
of the original structure. 

Product Information
Doors and windows: Pella
Pavers/patio: Indiana limestone
Ice maker: Scotsman 
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Outdoor Living 
Room Elements
A Texas firm specializing in outdoor rooms details 
key project points in one outdoor living room
By Katherine Douglass, owner, Texas Custom Patios

1

3

2

4

1> CUSTOM CEDAR CEILING. This 
ceiling is made with a smooth cedar 
and stained with a clear finish. It 
has a vaulted center section with a 
hand-painted tin ceiling from which 
the chandelier hangs.

2> AUDIO/VIDEO. A surround system 
is installed with a large TV over the 
fireplace. A smaller TV is inside the 
garage window over the hot tub.

3> CUSTOM-BUILT FIREPLACE. The 
long horizontal opening of this fire-
place creates a more contemporary 
look and opens on both sides to visu-
ally expand the area a little bit more. 
It has two shades of gray slate and a 
basket weave tile accent. The mantle 
is made out of quartzite to match the 
kitchen counter.

4> DECK. This home is on a pier and 
beam foundation so a deck was 
necessary. The homeowner chose 
composite decking for easy main-
tenance. The small yard has a large 
tree so construction had to take care 
to not damage the tree and allow 
for water to reach its roots once the 
deck was in place.

5> LIGHTING. This space incorporates  
carriage lights, indirect lighting, a 
large chandelier, pendant lights and 
step lights in the levels of the com-
posite deck.

6> STEEL COLUMNS. A powder coat 
on the steel was also used on custom 
railing to match.

7> OUTDOOR KITCHEN. This kitchen 
includes a grill with a magic view 
window, fridge and stainless steel 
cabinets. It also includes a quartzite 
counter and a basket weave and 
slate pattern.

8> SEATING. A seat wall coming off 
the kitchen area provides additional 
seating for guests while entertaining.  
Behind the couch, a counter-height 
bar-type table allows for a separate 
dining area plus a sitting area. A hot 
tub is placed outside the covered 
area but is used as a part of the main 
living space.

Other notable elements  
not pictured:

¿¿ ELECTRIC HEATERS. Electric 
heaters are placed above the 
doors. Coupled with the fireplace, 
this makes the room suitable for 
wintertime. The space also includes 
fans to keep the air moving in the 
summertime.

¿¿ ROOF. The roof of the patio cover 
is a hip roof that matches the pitch 
of the home. Beams were pocketed 
into the house wall per code and roof 
connected to the original roof with 
lay downs that were screwed into the 
rafters of the home. The entire roof 
and valleys have ice and water shield 
as the underlayment. Matching shin-
gles were weaved into the existing 
shingles.
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Company Biography
Texas Custom Patios builds luxury outdoor living spaces, complete with fully 
equipped kitchens, lighting, decorative ceilings, entertainment centers and 
fireplaces. Owned by Rob and Katherine Douglass and Steven Schell, the 
company was founded in the Greater Houston area and also has a Dallas- 
Fort Worth area office. 

Texas Custom Patios has been featured in numerous magazines and won 
design awards through organizations like the Greater Houston Builders 
Association and the Texas Association of Builders. They are members of the 
Better Business Bureau with an A+ rating. Their community involvement includes 
membership in Central Fort Bend Chamber Alliance and the Fort Bend Chamber 
of Commerce. They are also active members in the GHBA and DBA. 

Fast Facts About This Project
Contemporary Outdoor 
Living Room in Montrose, 
Houston, Texas
Design started:  
December 2014
Construction started: 
February 2015
Completion: May 2015
Square footage: 440
Cost: Approximately $95,000

Product Information
Mosquito misting system
Roofing: Shingles to match  
existing home
Decking: Fiberon
Railings: Custom-designed 
iron
Refrigerator: FireMagic
Grill: FireMagic
Fireplace: Custom built
Lighting: Lighting Unlimited

Company Information
Completed by:  
Texas Custom Patios  
Stafford, Texas 
texascustompatios.com
Employees: 8
Average annual revenue:  
$4.5 million
Annual remodeling projects: 
100

or remodelers, the opportunity to 
grow by cultivating more outdoor 

living projects becomes more tangi-
ble with each passing day. Nearly 80 
percent of respondents to QR’s annual 
outdoor living survey report taking on 
at least one or more outdoor living jobs 
in the past 12 months — everything 
from decks and porches to pergo-
las, kitchens and and sophisticated 
detached structures. In fact, more 
than a third of remodelers now say they 
actively market their outdoor living 
services and credentials, a 4 percent 
increase over 2015.

The increase in marketing focus 
by remodelers stands to reason. A 
seemingly disjointed array of trades 
team up to create these beautiful and 
functional outdoor living spaces and 
that is why remodelers seem to be 
taking the lead. As outdoor projects 
grow in size and sophistication, there is 
greater demand for the expertise and 
project management skills of general 
contractors. Among the findings of our 
survey, remodelers report working with 
electricians, landscape designers, pool 
contractors, architects and plumbers, 
among others, in order to complete 
their outdoor work.

The top trade partner required was 
electricians. This too is a testament to 
the burgeoning scopes of work, which 
often include a combination of lighting, 
audio, video, ceiling fans as well as a 

broad range cooking and refrigera- 
tion appliances. 

It is striking to note that 51 percent 
of our survey respondents report 
currently working on an outdoor kitchen 
project in the past 12 months, up from 
32.6 percent a year ago. Client mo-
tivations for pursuing outdoor living 
projects are certainly consistent with 
this change. As was the case in 2015, 
“adding an entertainment space” was 
the top client motivator. But the second 
biggest driver was “to make existing 
spaces more functional,” followed 
by “creating more living space.” Both 
are consistent with the larger scopes 
reported this year.

This year we are pleased to add 
more context to our decking and railing 
survey results with market data from 
Principia, a Philadelphia-based analytics 
and consulting firm. While 73 percent 
of remodelers report using composite 
decking materials followed by pres-
sure-treated lumber at 62 percent, the 
overall market statistics stand in stark 
contrast. Pressure treated lumber sold 
for decking last year hit 1.9 billion lineal 
ft., while capped and uncapped com-
posites followed with 319 million lineal 
ft. sold. It suggests that remodelers 
are selling premium products into the 
bigger projects they manage.

Outdoor opportunities abound and 
remodelers are increasingly active in 
this space. v

A Sharper Focus
In 2016 remodelers have put a sharper focus on outdoor projects.  
The impact is evident in all categories but particularly in the growth  
in number of large-scale projects like outdoor kitchens.
By Patrick O’Toole, Editorial Director and Publisher

Outdoor Living Jobs in the  
Last 12 Months

Do You Market Your Outdoor 
Living Solutions?

“In the last 12 months, has your firm designed and/or built 
any outdoor living spaces including one or more of the 

following: patios, decks, outdoor kitchens, firepits,  
gazebos, pergolas etc.?”

SOURCE: QUALIFIED REMODELER, 2016

“Do you market your company as offering outdoor living 
solutions?” This is up 3 percent from 2015.

SOURCE: QUALIFIED REMODELER, 2016

Yes
79%

Yes
34%

No
21%

No
66%
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Projects You Are Designing, Building  
and/or Specifying

Top Trades Involved in Your Outdoor Projects

Clients’ Top Motivation for Outdoor 
Living Project

Survey Respondents by Type of Firm Survey Respondents by Region

n 2016 
n 2015

“Please select the elements 
in outdoor living projects 

that you are designing, 
building and or specifying. 
(Select top three.) Kitchens 

and covered structures 
made big gains over 2015.

SOURCE:  
QUALIFIED REMODELER, 2016

n 2016 
n 2015

“Of the outdoor living projects you are involved with, which other trades  
and professions have been part of the job? (Select all that apply.)”

SOURCE: QUALIFIED REMODELER, 2016

“What description best fits your remodeling company?”
SOURCE: QUALIFIED REMODELER, 2016

“What region of the country do you operate?”
SOURCE: QUALIFIED REMODELER, 2016

“Of your clients who embark on 
outdoor living projects, what is their 

motivation for doing so?” Making 
existing spaces more functional 
showed the most strength as a 

motivation, year-over-year.
SOURCE: QUALIFIED REMODELER, 2016

76.1% 35.6%

8.3%

11.4%
14.4%

12.8%

12.8%
18.9%

4.8%

4.0%

2.4%
9.8%

79.7%

53.7%

52.8%

52.0%

30.1%
28.5%

7.3%

1.5%

4.5%

9.8%

48.6%

37.7%

29.7%

26.8%

28.3%

33.3%

21.0%

15.9%

15.2%

14.5%

10.9%

11.6%

7.2%

7.2%

32.6%

70.9% 29.6%

19.2%52.0%

40.9%

33.9%

31.5%

31.5%

31.5%

28.3%

19.7%

17.3%

14.2%

14.2%

12.6%

9.4%

7.9%

51.2%

Full-Service

43%

Design-Build

19%

Middle Atlantic

18%
Midwest:  

West North Central

15%

Midwest:  
East North Central

13%
New England

10%

East South Central

9%

South Atlantic

8%

West South Central

6%

National

5%

Mountain

3%

Pacific

14%
Home Improvement 

Specialist

18%

Kitchen & Bath 
Specialty

16%

Insurance  
Restoration

3%

Other 

2%

Deck

Covered structures 
including gazebos 

and trellises

Outdoor kitchen

Hardscape patio

BBQ area

Fire pit

Masonry stone 
veneer

Accent lighting

Outdoor living 
room

Spot lighting

Large multi-slide or 
bi-fold glass doors

Sound system

Fountains

Television

Pools

Other

To add entertaining 
space

To make existing 
spaces more 

functional

To create more 
living space

To address changing 
lifestyle or family 

needs

To upgrade existing 
outdoor features 

and fixtures

Other

To increase  
home value

To correspond with 
a newly remodeled 

interior space or 
room addition

Electrical

Landscape  
contractor

Plumber

Landscape designer

Architect

Pool contractor

Other
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OUTDOOR 
PRODUCTS*

Project Profiles

Elements of an Outdoor Space Pulse & Purpose Research Pictorial Buyers Guide

*Qualified Remodeler, April 2016
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NAHB Remodeler of 
the Month and Year
Since 2003, Qualified Remodeler 
has been highlighting the business 
profiles and best practices of leading 
members of the NAHB Remodelers. 
Each month we publish a profile of a 
leading remodeler. And each year we 
dedicate a cover story to the business 
achievements and benchmarks of the 
NAHB Remodeler of the Year.

NARI Recertification 
Education
Qualified Remodeler has been linked 
with NARI since our founder Dave 
Sauer was involved in the founding of 
the important remodeling association. 
For the past 30 years, we’ve produced 
an education column each month in the 
magazine. The information, directed by 
NARI’s top educator Dan Taddei, is of a 
quality that CEUs are issued by NARI for 
online tests that readers can take after 
reading them. These articles support 
many NARI designations: Certified 
Remodeler, Certified Lead Carpenter 
among others.

Franchise and Business 
Opportunities Directory
Remodelers are entrepreneurs. 
Even while they manage their main 
companies, they are on the lookout 
for new products and business 
opportunities. This directory of 
franchise and dealer opportunities 
gives remodelers the information they 
need to find new opportunites and add 
them to their growing businesses.

Customer Satisfaction 
Leaders in cooperation 
with GuildQuality
In partnership with GuildQuality, 
the leading customer satisfaction 
measurement company in the U.S., 
Qualified Remodeler publishes the 
latest research on the required service 
attributes of dozens of common 
remodeling projects. QR also highlights 
the stories of 60 remodelers who have 
very high customer satisfaction scores.

December 2015QualifiedRemodeler.com

PROJECTS

PRODUCTS

NAHB  
REMODELER  
OF THE YEAR
Greg Rehm, CGR, CAPS, CGP,
Liberty Hill Construction Inc. § 22 

26 Rental 
Restoration

38 Kitchen Sink 
Trends

HOME  
IMPROVEMENT  
PRO § 32 

the customer to project manager to me,” 
he says. “They all know I am in the loop of 
all that is being done or changed.” 

¡¡ INTERPRET: “We try to value engineer 
the work so the customer’s dream can 
become a reality within their budget,” 
Bentivegna says. “Smartphones have made 
life easier in some aspects and worse in oth-
ers, but we work in a service industry and 
I built my business on responding fairly 
quickly to all calls, texts and emails so the 
customer feels special.” 

¡¡ IT’S NOT ABOUT YOU: “I mainly do 
vacation homes, so my clients aren’t there. 
It is still very important to communicate 
on a daily basis, even if it’s just the daily 
log of what is being done or if the weather 
is a problem,” he says. 

The advancement of technology has 
changed the face of communication, both 
in terms of how communication takes place 
and the instantaneous nature of it all. “With 
technology, the form of communication has 
switched completely to email and text, which 
we prefer because then there is always a pa-
per trail,” Bentivegna explains. “The days of 
leaving a message on a machine in the office, 
and someone gets back to them in a day or 
two is gone. People want a response quickly, 
and if you don’t they will find someone else 
that will.” | 

Bentivegna’s company works to hit on many 
of those communication habits from the very 
start of their interaction with homeowners. 

¡¡ LISTEN AND ASK: “Benco Construction 
typically becomes involved as the client is 
in the design phase or right before, so we 
can be a voice for the client,” he explains. 
“At the first meeting with them, we will 
discuss what they are looking to do, so we 
can give them a rough idea of time at the 
first meeting and they can take it all in 
before we start the bidding process.” 

¡¡ BE SPECIFIC: “After we are awarded a 
project, we give the customer an access 
code for a cloud-based program called 
BuilderTREND that has a dashboard with 

job calendar, contracts, plans, pictures and 
a daily log so the customer can see and vi-
sually understand the process, and what is 
happening now and in the future,” he says. 

¡¡ BE PERSONAL: “At my company, the 
clients deal with me from sales to punch 
list. My project manager is on-site and the 
customers are introduced to them, but all 
final decisions always come back to me 
whether it’s from the customer or from 

column from Inc. highlights the  
“5 Powerful Habits That Will Make 
You a Better Communicator,” 
from president of Creative Energy 

Options, Sylvia Lafair, PhD. The five recom-
mendations are to be specific and cut to the 
chase; be personal; listen and ask by creat-
ing a dialogue; interpret by listening for the 
silences and recognizing what is not being 
said; and remember it’s not about you. While 
these communication habits were written as 
ways to improve interpersonal interactions in 
a workplace, they can also be applied to com-
munication for project management. 

Patrick Bentivegna, CR, CRPM, president 
of Benco Construction in Bohemia, N.Y., in-
dicates that good communication with a cli-
ent is essential to that customer’s experience 

with his company. “Communication is key. 
If you start out with great communication 
and follow it throughout the entire project, 
the customer experience will be extraordi-
nary,” he says. “Ninety percent of the prob-
lems you hear about on projects is the lack 
or breakdown of communication between 
the customer and the contractor. If you keep 
the lines open — whether it’s good or bad 
news — the customer and you will be much 
happier.” 

Talk the Talk
Make sure your company’s communication 
habits are walking the walk
By Kacey Larsen

 Ninety percent of the problems you hear 
about on projects is the lack or breakdown 
of communication between the customer 

and the contractor.

A   
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PROFITS: NARI Recertification

QR has teamed up  
with NARI to create a  
convenient way to earn  

credits toward your recertification. After 
reading this issue’s article, take the test for CEUs 
at QualifiedRemodeler.com/10441422.

ntrepreneurship is inherent to re-
modeling. In fact, the urge to go 
from employee to contracting com-
pany owner by simply hanging out 

a shingle is so well documented that E-myth 
author Michael Gerber famously refers to the 
tendency as an “entrepreneurial seizure.” 

The entrepreneurial seizure is a phenom-
enon where seemingly rational carpenters, 
plumbers and tradesmen feel compelled to 
take on enormous and unforeseen business 
risks — risks they are unprepared to manage. 
That is why, according Harvard’s Joint Center 
for Housing Studies, on average, one in five 
contractors go out of business in five years — a 
20 percent failure rate.

STUDIES SHOW that franchise and dealer 
owners tend to fare much better. The benefits 
that franchise and dealer owners get in return 
for fees and royalties — which can be as high 
as 10 percent or more — are many. 

The first is brand. Remodeling franchises 
include many well-known and trusted brand 
names. A second benefit is business systems. 
The software and applications that run fran-
chises and dealerships can be lifelines for small 
business owners. Oftentimes owners receive 
integrated systems packages that handle ev-
erything from customer relationship man-
agement (CRM) software to applications for 
estimating, pricing and project management. 
Importantly, they frequently receive the train-
ing needed to successfully operate them. 

A third benefit of owning a franchise is a 
more viable exit strategy. There appears to be a 
much readier market for franchise businesses 
with proven systems than a local remodeling 
firm. Buying an existing franchise is how 
three remodeling entrepreneurs we spoke with 
entered the business — one from Paul Davis 

Restoration, one from Archadeck and another 
from ProSource. They purchased from exist-
ing owners and took them to new heights. 

IN 2003, Darren Impson was employed on 
Wall Street in New York City. A few years 
earlier his father purchased a Paul Davis 
Restoration franchise in Tampa, Fla., and 
was so encouraged by his initial success he 
suggested that Darren might want to one 
day buy the business. Not long after, Impson 
traveled to Tampa and spent a week working 
with his father. 

“In his first couple of years owning the 
Tampa franchise, my father was able to grow 
the business from $1 million to $2 million,” 
Impson says. “I went to work with him for a 
few days, and I saw it was a great franchise 
and a great opportunity.”

The sale from father to son was completed 
a few years later, and, in 2010, Impson was 
able to buy a second Paul Davis franchise in 
Tampa. He consolidated the businesses and in 
2016 he expects to bill $11.1 million, up from 
$5.2 million in 2011. He does it with 32 em-
ployees, who completed 1,620 jobs last year. 

Impson attributes a big measure of his suc-
cess to the resources of the national organiza-
tion, which, in some cases, makes it possible 
for his Tampa operation to take on larger jobs. 

“The shared resources are huge. Literally, no 
job is too big. We have the luxury of bringing 
in Paul Davis National if we need their help 
with a big commercial loss. Or we have local 
neighboring offices that collectively pull to-
gether and split a job or borrow equipment, 
estimators or project managers,” Impson says. 
“We do that quite a bit.”

Franchises That Sell
Among the many benefits of owning a franchise or dealership  
is the enhanced probability of being able to sell it when it comes  
time to retire from remodeling.
By Patrick O’Toole

E   

Darren Impson owns two Paul Davis 
franchises in Tampa. Both were 
sold to him by previous owners.
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Problem Resolution 64% 67% 69% 60% 72% 85% 73% 64% 65% 71% 83% 83% 66% 64% 74% 65% 70% 71% 71% 84% 67% 70% 66% 77% 74% 72% 72% 73% 72% 67% 81% 68% 67% 77% 66% 65% 66% 73% 74% Problem Resolution

Professional & Organized 59% 53% 54% 77% 54% 57% 63% 60% 62% 63% 69% 65% 65% 57% 60% 67% 64% 57% 59% 64% 58% 45% 56% 60% 69% 56% 63% 63% 55% 63% 62% 68% 67% 67% 68% 66% 55% 57% 65% 64% 60% 61% Professional & Organized

Communication 64% 59% 68% 68% 65% 57% 65% 69% 62% 65% 73% 66% 67% 70% 65% 68% 60% 59% 66% 66% 61% 56% 61% 76% 75% 58% 67% 72% 54% 71% 68% 72% 68% 60% 76% 68% 57% 58% 67% 69% 64% 64% Communication

Work Done Right 67% 63% 60% 74% 73% 55% 60% 64% 66% 68% 62% 70% 60% 68% 72% 65% 67% 68% 64% 57% 80% 63% 59% 77% 62% 61% 54% 65% 67% Work Done Right

Value 59% 63% 58% 61% 64% 63% 58% 63% 64% 58% 62% 70% 64% 47% 63% 63% 73% 75% 58% 61% 56% 57% 63% 66% 63% 58% 55% 63% 65% 51% 65% 59% 68% 60% 61% 63% 64% 63% 58% 60% 61% Value

Punchlist 72% 70% 59% 71% 78% 62% 69% Punchlist

Trust 61% 58% 64% 77% 81% 63% 69% 68% 68% 63% 64% 72% Trust

Schedule 63% 43% 54% 60% 36% 59% 61% 73% 47% 55% 55% 72% 70% 46% 52% 69% 55% 34% 52% 52% 51% 59% 55% 67% 37% 53% 59% 63% 48% 51% 57% 70% 69% 63% 70% 70% 64% 54% 52% Schedule

Quality Of Workmanship 58% 43% 46% 55% 47% 41% 56% 50% 60% 50% 53% 45% 59% 54% 61% 47% 51% 51% 45% 43% 51% 57% 42% 57% 61% 60% 50% 47% 49% Quality Of Workmanship

Construction Quality 46% 54% 34% 47% 51% 54% 69% 51% 49% 53% 55% 50% 51% Construction Quality

Installation Crew 45% 45% 45% 35% 44% 45% 44% 48% 41% 45% 51% 50% 46% 43% 50% 46% 48% 33% 64% 49% 56% 59% 46% 45% 49% 48% 42% Installation Crew

Clean & Safe 36% 20% 36% 32% 21% 31% 36% 37% 23% 29% 44% 32% 40% 40% 35% 42% 32% 32% 33% 42% 29% 32% 36% 41% 35% 43% 34% 34% 22% 37% 41% 39% 50% 41% 42% 40% 40% 41% 32% 34% Clean & Safe

Quality of Materials 41% 33% 37% 33% 36% 30% 48% 36% 39% 37% 40% 44% 35% 45% 41% 48% 32% 30% 39% 28% 22% 32% 35% 37% 42% 40% 41% 31% 38% 38% Quality of Materials

Sales Knowledge 50% 32% 38% 36% 41% 47% 35% 34% 49% 40% 41% 60% 34% 39% 50% 31% 40% 42% 34% 37% 41% 43% 41% 44% 41% 42% 42% 51% 34% 36% Sales Knowledge

Budget 40% 50% 32% 44% 37% 33% 37% 41% 40% 27% Budget

Employees & Subcontractors 26% 32% 49% 43% 49% 30% 34% 48% Employees & Subcontractors

Expertise 38% 39% 47% 44% 37% 48% 42% 45% 43% Expertise
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The GuildQuality/Qualified Remodeler      
Heat Map of Highly Valued Service Traits
Data by GuildQuality Inc.’s Justin Ruckman and Kathryn Ewing, Edited by Qualified Remodeler, Graphic by Tracy Hegg

SPECIAL REPORT: Customer Satisfaction
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QR Top 500 LIVE!
On March 15-16, 2017, at the Baltimore 
Hilton, Qualified Remodeler brings together 
the brightest minds and most energetic 
speakers and companies for a first of its 
kind conference. Special guests for the 
conference are Top 500 companies, and the 
focus is sales, sales management and sales 
motivation.

QR Awards Event
Each year, the Qualified Remodeler Awards 
Event is a highlight of the annual Remodeling 
Show and Deck Expo,  Typically held at a 
showcase venue, the event, where as many as 
300 remodelers gather, to receive awards and 
to network with colleagues.

Event Sponsorship Packages Available
To learn more, contact Paul DeGrandis at  
(847) 920-9510
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JAN FEB MAR APR MAY JUN
AD CLOSE 12-6-16 1-9-17 2-3-17 3-7-17 4-4-17 5-4-17
MATERIALS DUE 12-7-16 1-10-17 2-6-17 3-8-17 4-5-17 5-5-17

SPECIAL REPORT Distribution Report — Going 
In-depth Online

How to Hire and Retain a 
Productive Team

Consumer Buying Trends by 
Demographic

Directory of Construction 
Management Programs

Sales All-Stars The Outdoor Issue 
Annual Outdoor  
Planning Guide

Annual Franchise  
& Dealer Issue 

Business Opportunity 
Directory

Business  
Benchmarking

DESIGN SOLUTIONS High-end Kitchen Whole House Historic Restoration Master Bath Room Addition Outdoor Living

DESIGNER’S NOTEBOOK Architectural Element Detached Structure Universal Design Specialty Room/Niche Space Light Commercial Small Kitchen

COLUMNS / DEPARTMENTS:

Shawn McCadden Column ¬ ¬ ¬ ¬ ¬ ¬

Technology Column Connected Kitchens Visualizer Apps Best New Busines Apps

In Brief News ¬ ¬ ¬ ¬ ¬ ¬

NARI Education ¬ ¬ ¬ ¬ ¬ ¬

NAHB Remodeler of the Month ¬ ¬ ¬ ¬ ¬ ¬

QR Top 500 Profile ¬ ¬ ¬ ¬ ¬ ¬

HOME IMPROVEMENT PRO Dave Yoho — Sales & Marketing
Scott Siegal — Management

Exterior/Replacement Products

Dave Yoho — Sales & Marketing
Scott Siegal — Management

Exterior/Replacement Products

Dave Yoho — Sales & Marketing
Scott Siegal — Management

Exterior/Replacement Products

QR OUTDOORS Project Profile & Research: 
Decking

Outdoor Business

Project Profile & Research: 
Outdoor Kitchens
Outdoor Business

Project Profile & Research: 
Outdoor Storage
Outdoor Business

PRODUCT TRENDS REPORT Windows Faucets and Fixtures Decking Roofing Shower Systems Paints and Coatings

PRODUCT SPOTLIGHTS: Siding Masonry Stone Veneer Adhesives, Caulks, Sealants Personal Safety Railings Lighting

What's New ¬ IBS Wrapup ¬ ¬ ¬ ¬

Kitchen & Bath ¬ KBIS Wrapup ¬ ¬ ¬ ¬

Tools ¬ ¬

BONUS DISTRIBUTION IBS / KBIS, Orlando, Fla.     
Jan. 10-12

Bonus: QR Top 500 Live 
March 15-16

Dates and topics are subject to change without notice
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JUL AUG SEP OCT NOV DEC
AD CLOSE 6-5-17 7-5-17 8-7-17 9-5-17 10-4-17 11-2-17
MATERIALS DUE 6-6-17 7-6-17 8-8-17 9-6-17 10-5-17 11-3-17

SPECIAL REPORT Homeowner Satisfaction 
Post-remodel

60 Client Engagement 
Leaders

39th Annual 
TOP 500

& Top Performers

39th Annual 
MASTER DESIGN 

AWARDS 

Regulations &  
Compliance

Home Improvement Pro:  
The HIP 200

Top Sales & Marketing 
Benchmarks

EXCLUSIVE:  
NAHB Remodeler  

of the Year

DESIGN SOLUTIONS Exterior Facelift Room Remodel Award Winners Whole House Basement Universal Design

DESIGNER’S NOTEBOOK Basement Powder Room Insight From the Judges Room Addition Exterior Facelift Small Whole House

COLUMNS / DEPARTMENTS:

Shawn McCadden Column ¬ ¬ ¬ ¬ ¬ ¬

Technology Column Customer Relationship 
Management Software Design Software Sales Management Tools

In Brief News ¬ ¬ ¬ ¬ ¬ ¬

NARI Education ¬ ¬ ¬ ¬ ¬ ¬

NAHB Remodeler of the Month ¬ ¬ ¬ ¬ ¬

QR Top 500 Profile ¬ ¬ ¬ ¬ ¬

HOME IMPROVEMENT PRO Dave Yoho — Sales & Marketing
Scott Siegal — Management

Exterior/Replacement Products

Dave Yoho — Sales & Marketing
Scott Siegal — Management

Exterior/Replacement Products

Dave Yoho — Sales & Marketing
Scott Siegal — Management

Exterior/Replacement Products

QR OUTDOORS Project Profile & Research: 
Detached Structures

Outdoor Business

Project Profile & Research: 
Outdoor Accessories

Outdoor Business

Project Profile & Research: 
Connecting Indoor & 

Outdoor Spaces
Outdoor Business

PRODUCT TRENDS REPORT Exterior Cladding Insulation Exterior Details Surfaces Appliances Home Technology

PRODUCT SPOTLIGHTS: Apps & Software Double-hung Windows Entry Doors Building Envelope Metal Roofing Tankless Water Heaters

What's New ¬ ¬ ¬ ¬ ¬ ¬

Kitchen & Bath ¬ ¬ ¬ ¬ ¬ ¬

Tools ¬ ¬

BONUS DISTRIBUTION Remodeling Show,  
Nashville, Tenn.

Dates and topics are subject to change without notice
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 DISPLAY RATES 1x 3x 6x 12x
SPREAD $20,750 $19,520 $18,300 $17,080

FULL PAGE $10,800 $10,170 $9,530 $8,900

2/3-PAGE $8,110 $7,630 $7,150 $6,670

1/2-PAGE ISLAND $7,570 $7,120 $6,670 $6,230

1/2-PAGE $6,480 $6,100 $5,720 $5,340

1/3-PAGE $4,860 $4,580 $4,290 $4,010

1/4-PAGE $3,790 $3,560 $3,340 $3,120

SINGLE GALLERY $1,390 $1,300 $1,220 $1,050

DOUBLE GALLERY $2,730 $2,430 $2,290 $2,180

Contact your sales representative to inquire about special ad position rates. 

 SPECS LIVE AREA TRIM SIZE BLEED SIZE

FULL PAGE* 8.5" x 10.375" 9" x 10.875" 9.25" x 11.125"

TWO-PAGE SPREAD* 17.5" x 10.375" 18" x 10.875" 18.25" x 11.125"

1/2-PAGE HOR. SPREAD* 17.5" x 4.875" 18" x 5.1875" 18.25" x 5.4375"

1/2-PAGE HORIZONTAL* 8.5" x 4.875" 9" x 5.1875" 9.25" x 5.4375"

1/3-PAGE VERTICAL* 2.3125" x 10" 2.5625" x 10.875" 2.8125" x 11.125"

2/3-PAGE VERTICAL 4.625" x 10" — —

1/2-PAGE ISLAND 4.625" x 7.75" — —

1/2-PAGE VERTICAL 3.75" x 10" — —

1/4-PAGE VERTICAL 3.75" x 4.875" — —

1/3-PAGE SQUARE 4.625" x 4.875" — —

SINGLE GALLERY 2.4375”x3.3125”

DOUBLE GALLERY 5.125”x3.3125”

BOUND-IN INSERT** 8.5" x 10.375" 9" x 10.875" 9.25" x 11.125"

TIPPED-IN INSERT 8.125" x 10.375" 8.625" x 10.875" 8.75" x 11.125"

** If you do not want the ad to bleed, then set up ad to LIVE AREA size.  
For ads that do bleed, keep important elements within the live area.

** If including a perforation then keep it .5” away from spine at TRIM SIZE.

PDF/X-1a or Press-Ready PDF are the preferred  
formats for file submission.

Files should be submitted as CMYK.

Upload materials at http://solabrands.com/QR-ads
For questions about materials submission, please contact  
Heidi Riedl at (847) 786-8864 or Heidi@SOLAbrands.com

Patrick O’Toole
Publisher & Editorial Director 
(847) 920-5996 
Patrick@SOLAbrands.com

Paul DeGrandis
Group Sales Director &  
Midwest Sales Manager 
(847) 920-9510 
Paul@SOLAbrands.com

Tom Lutzke
National Automotive Sales Mgr. 
(630) 484-8040 
tlutzke@ACBusinessMedia.com

Mike Serino
Gallery Ad Sales Manager 
(630) 699-2004 
Mike@SOLAbrands.com

Beth Emerich
East Sales Manager 
(781) 710-4745 
EmerichB@SOLAbrands.com

Joanne Naylor
Strategic Accounts 
(201) 891-9170 
Joanne@SOLAbrands.com
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http://solabrands.com/QR-ads


Leaderboard: 970 x 90

Rectangle:  
300 x 250

Half Page:  
300 x 600

QualifiedRemodeler.com
QualifiedRemodeler.com delivers a targeted online 
content environment designed specifically for the 
residential remodeling professional. Your brand will be  
part of this relationship we have built through run-of-site 
and high-impact units. 

Standard Run-of-Site Options: $90 CPM
 § LEADERBOARD: 970 x 90  

(Also provide a 728 x 90 and 300 x 50  
for responsive ad delivery)

 § RECTANGLE: 300 x 250

High Impact Run-of-Site  
Options: $250 CPM
 § BILLBOARD: 970 x 250 

(Also provide a 728 x 90 and 300 x 50  
for responsive ad delivery)

 § WELCOME AD: 550 x 480

 § CORNER PEEL: 75 x 75 and 500 x 500

 § WALLPAPER MAX: 1658 x 1058;  
WALLPAPER MIN: 1280 x 800 (see diagram to right)

File Specs:
 § For all banners we accept .jpg, .png, .gif, .swf  

or third party HTML5

 § Flash ads also need to be accompanied by static image

 § Provide linking instructions

 § Impression tracking and click tracking capabilities 
available

Billboard: 970 x 250

Welcome Ad:  
550 x 480

Corner Peel:  
75 x 75 and  
500 x 500

Website Width: 1030

Wallpaper Min: 1280 x 800

Wallpaper Max: 1658 x 1058

55,705 
PAGE VIEWS  
PER MONTH

Google Analytics: Monthly  
average Q1/2016
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ForResidentialPros.com
Project your brand as the market leader by road-blocking 
your product caterogy with banner ads. Industry pros 
click here from product-specific Web searches — 
automatically making them highly-qualified prospects!

 § Only industry site with a fully searchable product guide

 § Hundreds of specific products related to each category

 § Leads are generated by users via “Request More 
Information” button

Product categories:
 § Accessibility Products

 § Adhesives, Caulks & 
Sealants

 § Appliances

 § Barriers –  
Moisture, Air, Thermal

 § Bath Accessories

 § Bath Fixtures

 § Business Services

 § Cabinet Components

 § Cabinetry

 § Compact Kitchens

 § Countertops &  
Surfacing Materials

 § Doors

 § Electrical

 § Faucets

 § Finish Hardware & 
Ornamentation

 § Fire Protection

 § Fireplaces

 § Flooring

 § Foundations

 § Framing & Sheathing

 § HVAC

 § Home Technology

 § Insulation

 § Interior Fittings &  
Closet Systems

 § Jobsite Equipment  
& Supplies

 § Lead Paint, Hazard 
Management

 § Lighting

 § Mobile Apps

 § Molding & Millwork

 § Outdoor Living

 § Paints

 § Roofing

 § Shower Components

 § Siding

 § Sinks

 § Site & Landscaping

 § Software

 § Tools

 § Trucks & Vehicles

 § Walls & Ceilings

 § Water Filters, Purifiers  
& Dispensers

 § Windows

970 x 90

728 x 90

300 x 50

Exclusive Category Sponsorship: 
$1,500 net per month per category  
(6 month min commitment)
 § LEADERBOARD: 970 x 90 (Also provide a 728 x 90 

and 300 x 50 for responsive ad delivery)

 § RECTANGLE: 300 x 250

File Specs:
 § For all banners we accept .jpg, .png, .gif, .swf  

or third party HTML5

 § Flash ads also need to be accompanied by static image

 § Provide linking instructions

 § Impression tracking and click tracking capabilities available

69,502 
PAGE VIEWS  
PER MONTH

Google Analytics: Monthly  
average Q1/2016
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Transition with Decking
Outdoor living spaces designed to blend with
existing architecture use decking as the base for…

 

DESIGN
 

2016 Chrysalis Awards
Once again, Chrysalis Awards is honoring the
finest remodeling projects in the nation. Entry
packages for the 2015 Chrysalis Awards are
available to download online. Deadline is March
25, 2016.

Click here to download from our website.

Realistic profiles for slate polymer
roofing
From DaVinci Roofscapes
DaVinci Roofscapes revised its Multi-Width Slate
and Bellaforté Slate polymer roofing tiles with…

Grout-free porcelain stone deck
surface kits
From Mbrico Tile Decks
Mbrico Tile Decks manufactures and supplies a
deck surface kit of grout-free porcelain
stoneware…

Black stainless steel gate, garage
hardware
From National Hardware
National Hardware’s Decorative and Functional
Gate Hardware presents a decorative suited
design…

Pullout faucet features LED light ring
From KWC America
KWC’s Zoe Kitchen faucet features curved lines at
the spout and base and is available in…

Brushless motor, ergonomic
improvements for drill, driver
From DEWALT
DeWalt offers a more powerful brushless motor
and better ergonomics in its 20V MAX XR Drill…

Underfloor heating includes
installation guarantee
From Warmup
The Warmup StickyMat system is a series of 3-ft.-
wide mats developed for new build and
renovation…

Experts Speak: How to Manage Your
Online Brand
Hear from Masonite, Angie's List and Guild Quality
on why you need to maintain an online brand for
your business and customize it for maximum
results. Learn why it’s important to engage with
your customers online and leverage user reviews
to enhance…

CLICK HERE FOR DETAILS & REGISTRATION

QR Weekly   |   View online

 
   

 

 
JANUARY 12, 2016

 

NAHB Announces Finalists for Best of IBS Awards
The National Association of Home Builders (NAHB) has announced the finalists for its fourth annual Best of
IBS Awards for the 2016 International Builders' Show (IBS) in Las Vegas.More than 300 entries in nine
categories were judged by 27 industry and…
 

Simpson Strong-Tie Acquires Hidden Fastening Systems Product
Lines
The company has acquired Blue Heron Enterprises, LLC and Fox Chase Enterprises, LLC
 

NKBA to Merge CKD and CBD Designations
The Hackettstown, NJ-based National Kitchen & Bath Association today announced changes to its design
certification program that are aimed at raising the bar on industry professionalism while simplifying the
complexity of the certification process.The…
 

NAHB Names 2015’s Outstanding Designees
NAHB is honoring 11 housing professionals for elevating the industry through education as the 2015
Designees of the Year. The winners will be recognized at the 2016 International Builders’ Show in Las
Vegas.Each honoree holds at least one professional…
 

Whirlpool Invests In Distribution
Benton Harbor, MI — Whirlpool Corp. is investing $21 million to increase the size of its distribution. The
company has established a new Regional Distribution Center near Chicago, bringing the company’s U.S. total
of RDCs to 12, including Puerto Rico…
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Small Footprint, Big Changes
Using every inch available, this interior remodel
project converted a former rental property into a…

 

DESIGN
 

2016 Chrysalis Awards
Once again, Chrysalis Awards is honoring the
finest remodeling projects in the nation. Entry
packages for the 2015 Chrysalis Awards are
available to download online. Deadline is March
25, 2016.

Click here to download from our website.

Deck tension tie designed to be
fastened outside of home
From Simpson Strong-Tie
Simpson Strong-Tie’s DTT1Z deck tension tie is a
less invasive alternative for attaching a deck…

Bench with no visible connections
From Holland Bath & Spa, Inc.
The Hollspa Floating Bench from Holland Bath &
Spa does not require bolts, nuts, welding, joints
or…

Chalk reel range expansion
From Irwin Industrial Tool Company
IRWIN Tools expands its Strait-Line Chalk & Reel
line with the Mach6 and Speedline Pro chalk reels,
…

Paint kills bacteria on surfaces
From The Sherwin-Williams Co.
Paint Shield from Sherwin-Williams is an EPA-
registered microbicidal paint that continuously
kills…

Sculptural design to ceiling fan
From Kichler Lighting
Kichler Décor Ceiling Fans expands with the
introduction of the 52-in. Nadia fan. Featuring a…

Energy-efficient replacement windows
From Simonton Windows, Inc.
The Simonton Windows Madeira collection of
replacement windows and doors is suitable for…

Experts Speak: How to Manage Your
Online Brand
Hear from Masonite, Angie's List and Guild Quality
on why you need to maintain an online brand for
your business and customize it for maximum
results. Learn why it’s important to engage with
your customers online and leverage user reviews
to enhance…

CLICK HERE FOR DETAILS & REGISTRATION

Lumisplash Laminates Plastic Ceiling Tiles

QR Weekly   |   View online
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NAHB Remodeler of the Month: Always Improving
January’s Remodeler of the Month sticks by his original principle of doing what he says he’ll do
 

Remodelers Choice - January 2015
The following product was the most popular in the October issue of Qualified Remodeler: BEST BATH
SYSTEMS COMPOSITE SHOWERBest Bath Systems’ composite shower features 90-degree corners with
sleek subway tile, achieved by using its exclusive SnapJoint…
 

Win the Storm Conference
The Win the Storm conference, taking place in Las Vegas, provides proven systems to assist contractors and
owners to scale and build large effective teams to mobilize their crews and staff, work with insurance
companies, and provide residential and…
 

ProVia Unifies Under One Brand
Heartland Siding and Heritage Stone brands change to ProVia; new website address is www.provia.com
 

A Rule on Silica is Coming — Be Prepared
By Kacey Larsen
Like it or not, OSHA plans to finalize a rule on crystalline silica in February
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Weekly Newsletter
Delivered every Tuesday morning, our editorial team 
filters the latest news and products to the remodeling 
community.

Sponsorship Options: 
$1,500 net per sponsorship position  
$3,300 net to own all three
 § LEADERBOARD: 600 x 100  

(scales down to 300 x 50 on mobile devices)

 § RECTANGLE: 300 x 250

 § HOT PRODUCT: 2 positions available

File Specs:
LEADERBOARD & RECTANGLE:

 § Static frame image as .jpg, .png or .gif

 § Provide linking instructions

 § Third-party click tracker URL’s acceptable

HOT PRODUCT POSITION:

 § IMAGE: 280 x 157 or horizontally-oriented that  
we can crop for you

 § HEADLINE: 3-5 words 

 § BODY TEXT: 300 character count limit  
(including spaces and punctuation)

 § CALL TO ACTION: 3-5 words + linking URL
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Thoughtful Tool Innovations
Woodworking and finishing tools receive
improvements in motors and batteries with more
to come,…

STERLING® Ensemble™ 60”
x 32” Shower
With an end-drain design, this STERLING
shower makes bath-to-shower conversion quick
and easy. There’s no plumbing adjustment
necessary, and the Dry-Block™ seal and
channeled water containment…

CLICK HERE FOR MORE INFO

 

Five new pliers
From Milwaukee Tool

Milwaukee Tool expands its hand tool offerings
with five new pliers. The trade-specific tools are:
…

 

Jobsite blower
From Ridgid

The RIDGID 18V Jobsite Blower has an air
volume of 0 to 280 CFM, air velocity of 0 to 100
mph and…

 

Whole house standby power covers
major mechanicals, sensitive
electronics
From Kohler Co.

The Kohler 24RCL from Kohler Generators
meets the growing demands for power that
larger homes and…

 

Protects against drafts, energy leaks
From ProVia

The ProVia Embarq Fiberglass Entry System
has a U-factor of 0.10. The fiberglass entry door
is 2½…

 

Built-In Coffee System
From Wolf

The gourmet home coffee system from Wolf
makes professional-quality brewed coffee,
espresso,…

 

Butler's pantry
From Wood-Mode Fine Custom Cabinetry

Wood-Mode's Toulon classic butler's pantry
provides Old World charm with leaded glass and
angular…

Remodelers: Join Us at
#IBSVegas
Still haven’t registered for the 2016 NAHB
International Builders’ Show® (IBS)? You’d
better get moving: Deadlines are approaching
fast! DECEMBER 4th is the last day for early-
bird…

Learn more and register by November 20 to
save!

 

A Modern Linear Curbless Shower
on Wood Joists creates a European

 

Installing 12' Hardie Trim Boards
To learn more click here

QR Weekly   |   View online

 

   

 

 

NOVEMBER 17, 2015

 

 

 

Congress Takes Up Initiatives to Limit Costly Regulations
Costly regulations like those governing methods for removing lead paint from remodeling projects, or
those that add new guidelines for working in confined spaces, while well-intended for safety reasons can
dramatically change business assumptions…
 

Vinyl Siding Institute Begins Offering Online Certification
Course
Starting Dec. 1, 2015, specialty contractors can complete the course wherever and whenever
convenient
 

Presidential Candidate Forum Now Part of Design &
Construction Week
NAHB sponsorship will bring 2016 candidates together to discuss economic and domestic policy issues
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Earthwise Windows and Doors: The Wise Choice   |   CLICK HERE to view online

 

 

We'll Build Over 1 Million Windows this Year!
 

 

Sales of Earthwise Windows and Doors have doubled over the past five years. We’re
giving educated consumers the products they want, in a wide variety of styles and
colors. And we’re giving dealers, contractors and builders a marketplace advantage.
 

 

Designed with Professionals in Mind 
 

You need windows and doors that are well-built, reliable and
pleasing to your customers. For professionals we provide:
 

• Durable, energy-efficient windows and doors that are custom-
built to fit perfectly into any opening
 

• A liberal consumer financing program
 

• Manufacturing close to home…we’re the first window and door
manufacturer to be Made in USA® Certified with 18 regional
manufacturers across the U.S.

 

Products Your Customers Want
 

Homeowners want windows and doors that
are beautiful, energy-efficient, maintenance-
free and warranted for life…and Earthwise
products deliver. Please view our website for
more information:
www.earthwisewindows.com
 

 

Unique Competitive Advantages
 

Differentiate yourself from the competition
with Earthwise windows and doors. Only
Earthwise products are built for optimum
performance in your local climate by a
national network of regional manufacturers.
 

You can also give consumers an unmatched
warranty: Earthwise products carry both the
Good Housekeeping Seal—with a money-
back guarantee—and our Limited Lifetime
Manufacturer’s Warranty.
 

 

Ready to Grow Your Business?
 

Contact us directly: 513-755-6707  | info@earthwisewindows.com
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 Color-treated wood saves time, adds value | View Online  

  

 

 

Treated lumber never looked so good
Color-treated wood saves time, adds value
 
BEAUTY. ProWood Dura Color® won’t fade to gray like cedar. And it’s backed
by a 2-year color assurance warranty. Request a cut sample.
 
DURABILITY. Wood is treated with eco-friendly MCA (micronized copper azole)
to fight termites and rot. Learn about MCA.
 
VALUE. Dura Color is a better alternative to everyday treated wood (you know,
with the greenish hue). It’s a more economical choice when compared to cedar
or redwood or high-end synthetic decking. And, you’ll save time building,
since it has color built in! Find a Dealer.
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Check out our special offer in recognition of Fire Prevention Week   |   View Online

Fire Prevention Week is October 4-10 and in recognition we're offering you an AFCI Receptacle at no
cost to promote how AFCIs can help improve home electrical fire safety. Get yours now >>> 

Offer expires October 10. 

To learn more about AFCI protection, visit leviton.com/afci.

*Terms and Conditions: Offer good through October 10, 2015 via order form accessed and submitted through this communication.
Quantities limited to the first 500 replies to this offer or while supplies last. One per household. Cannot be combined with any other offers.
Offer may not be shared or forwarded. Must be a resident of the United States.

Custom Newsletters
Send your unique marketing message to a qualified 
audience in a 100 percent share-of-voice format. The  
QR audience who receives your messaging has  
already opted-in to receive information from our 
marketing partners.

Perfect for:

 § New product or website launch

 § Drive attendance to trade show

 § Promote white paper, technical brief,  
new app or case study

 § Newsletter

Complete list of remodeling  
professionals: $3,900 net each

We also offer targeted lists. Contact us for specific pricing.

File Specs:
 § Complete, email-friendly HTML file with  

support images 

 § 600 pixels wide max to accommodate most  
viewing panes.  

 § We recommend 50/50 ratio of images to text

 § Supply subject line

We can create HTML files from provided assets  
if needed. Design charges may be applied.
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 VIEW ONLINE  

  

Sponsored 
by Marvin
Windows 
and Doors

  

Smooth Outdoor Transitions

Large sliding doors help diffuse the line between indoor and outdoor spaces in this
Pacific Northwest home. — Photo: Uptic Studios

Conceived as an empty-nesters paradise, Spokane, Wash.-based Uptic
Studios designed this house as a series of pods to maximize the
efficiency of the footprint and celebrate the relationship of interior and
exterior spaces. Living areas are promoted by the building’s harmonious
relationship with the natural environment. Every point in the house has
views of the landscape and surrounding golf course, and decks, bridges
and patios encourage the residents to be outside.   READ MORE

 SPONSORED PRODUCT
   

 

Better with Each Generation 
 

To remain at the top of the industry
requires constant reinvention, and the
Marvin Next Generation Ultimate Double
Hung Window is no exception. With
features like patented hardware, this new
window received the 2015 Best of
International Builders’ Show Award by
the National Association of Home
Builders.
LEARN MORE

 

Mid-century Appreciation

New windows contribute to a whole-house remodel’s goal of creating open spaces
and introducing daylight and views. 
— Photo: Rob Aldecocea – Revolution Design and Build

A Minnesota remodel that took a house from 1,500 to 2,400 sq. ft.
introduced a new floorplan that doubled the window walls in the main
living area and added egress windows to the rear elevation. Clerestory
windows on the new second level create visual continuity with the first
floor.   READ MORE

Marvin Acquires TruStile

The Marvin Companies has acquired 100 percent ownership of TruStile Doors,
LLC. — Photo: TruStile Doors, LLC.

Marvin plans to run TruStile as a separate unit within The Marvin
Companies. There will be no changes made to the way that TruStile
currently serves its national network of dealer partners, and its current
senior management team, led by President and CEO Scott Schmid, will
continue to run the company from its Denver, Colo.,
headquarters.   READ MORE
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Sponsored 
by Leviton

  

AFCI’s & Fire Prevention 
for Remodelers
In the fall our kids go back to
school and traditionally it's a time for
fire prevention awareness. That
sentiment is not lost on what's
important for us to report on here at
Qualified Remodeler.

Fire Prevention week is Oct. 4-10 
(for details visit
FirePreventionWeek.org).

Fire prevention is imperative in
residential building and remodeling
and should always be top-of-mind.
According to the ESFi (Electrical
Safety Foundation International), the leading cause of residential
building fires is electrical malfunction. The ESFi estimates arcing faults
cause more than 30,000 home fires each year in the U.S. alone, resulting
in hundreds of deaths, injuries and more than $750 million in property
damage. The CPSC (Consumer Product Safety Commission) estimates
that Arc-Fault Circuit Interrupters (AFCIs) could prevent more than 50
percent of these electrical fires each year.

 SPONSORED PRODUCT
   

 

AFCI Receptacles Offer Code
Approved Protection 
 

Fire Prevention Week is October 4-10
and a good time to focus on preventing
electrical fires. AFCI Receptacles are an
ideal solution and meet the 2014 NEC®
requirements for extensions and
replacement receptacles.

Learn More About AFCI protection at
Leviton.com/afci

 

KEY facts (according to the ESFI):

Extension cords hidden in walls or under carpets can cause them
to overheat, possibly leading to a dangerous arc-fault
The National Electrical Code® currently requires AFCIs be
installed in most areas within newly constructed homes
Standard circuit breakers and outlets can easily be upgraded to
have AFCI protection
AFCIs need to be tested monthly to ensure their efficacy

An AFCI is a type of outlet or circuit breaker that interrupts electricity on
a circuit when it detects potentially dangerous arcing conditions helping
to prevent an electrical fire. An AFCI distinguishes between a harmless
arc that occurs incidental to normal operation of switches, plugs and
brushed motors and an undesirable arc that can occur, for example, in a
lamp cord that has a broken conductor in the cord.

Conventional circuit breakers only respond to overloads and short
circuits; so they do not protect against arcing conditions that produce
erratic, and often reduced current. An AFCI is selective so that most
normal arcs do not cause it to trip. The AFCI circuitry continuously
monitors the current and discriminates between normal and unwanted
arcing conditions.

OBC AFCI Outlet Installations – 
Based on 2014 National Electrical Code®

What type of installation are you doing?
CLICK IMAGE TO VIEW PDF

Outlet Branch Circuit (OBC) AFCI devices are an alternative solution to
AFCI Breakers. These receptacles are designed to address the dangers
associated with both types of potentially hazardous arcing – parallel and
series. OBC AFCIs offer the benefit of localized TEST and RESET with
these buttons located on the face of the device itself. This is very
convenient for the user and saves a trip to the breaker panel.

When installed as the first outlet on a branch circuit, AFCI receptacles
provide series arc protection for the entire branch circuit. They also
provide parallel arc protection for the branch circuit starting at the AFCI
outlet and continuing downstream to other outlets in the circuit. OBC
AFCI devices may be used on all wiring systems regardless of the panel
and for this reason are ideal for older homes, which often have electrical
panels that may not be compatible with AFCI breakers.

OBC AFCI Receptacles contain electronic components within the device
that constantly monitor a circuit for the presence of “normal” and
“potentially dangerous” arcing conditions. Based upon an established
threshold in the sine wave, the AFCI can be triggered to quickly react
and de-power a circuit if “potentially dangerous” arcing is detected.

According to the most recent NEC® requirements, OBC AFCI devices
are a suitable option for remodeling projects involving extensions to
branch circuits and replacement receptacles (see diagram above).

There is a wealth of information at Leviton.com/afci to help
homeowners and professionals alike.

For link to AFCI infographic CLICK HERE
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Special Reports
Drive brand awareness with a single-topic, single-
sponsored Special Report. This semi-custom newsletter 
is created using editorial content related directly to the 
market served by your product. The Special Report can be 
sent from either the QR or Home Improvement Pro brand.

Some example topics are: Windows, Doors, Outdoors, 
Decking, Roofing, Exteriors, Technology, Kitchen, Bath, etc. 

A) Sponsorship: $4,500 net per report
Three articles related to your chosen topic, curated from 
existing QR content. 

B) Sponsorship: $5,500 net per report
Custom single article related to your chosen topic,  
written by our staff.

Both sponsorships include:

 § 468 x 60 BANNER and company name in header 

 § HOT PRODUCT SPOT with logo and call to action

File Specs:
BANNER:

 § 30k or less static image as .jpg, .png or .gif

 § Provide linking instructions

 § Third-party click tracker URL’s acceptable

HOT PRODUCT SPOT:

 § IMAGE: 210 x 140 or horizontally-oriented that  
we can crop for you

 § LOGO: Provide at a minimum height of 50 pixels

 § HEADLINE: 3-5 words 

 § BODY TEXT: 40-60 words

 § CALL TO ACTION: 3-5 words + linking URL

A B
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 VIDEO SPOTLIGHT  

 

   
A Better Choice in Construction Adhesives
 
Regardless of the job or project, you don’t want a construction adhesive to slow you
down. You need it to set fast, reliably work on a variety of building materials and
have excellent strength, so you can move on to the next task and not worry about
call-backs. Titebond Fast Set offers all of this and more. It’s also VOC compliant,
can be used in near-freezing temperatures, and won’t “drool” or flow uncontrollably
when not in use.
 
So when your next project demands exceptional adhesive performance, you now
have a choice. But not just another choice…a better choice.
 

CLICK HERE FOR A FREE SAMPLE
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 SPOTLIGHT on SIKKENS PROLUXE Wood Finishes  

 

  

 

Passion for Perfection.
 
For decks, siding, windows and doors Sikkens ProLuxe provides a distinctively rich
and vibrant finish. Sikkens ProLuxe premium products are designed to provide
unrivaled looks, durability and performance on all types of exterior wood.
 
FIND the perfect stain or finish to bring out the natural beauty of the wood 
in your project.
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FEATURING
MARVIN WINDOWS AND DOORS

 

  

 

 2015 ARCHITECTS CHALLENGE
BEST IN SHOW WINNER
 
2015 Marvin Architects Challenge “Best in Show”
winner Nick Noyes discusses the design of a
beautifully contemporary and environmentally-
conscious residence in Northern California.
 
» WATCH VIDEO

  

 

  

A CLASSIC REINVENTED
 
Introducing the Next Generation Ultimate Double
Hung Window from Marvin. A combination of
craftsmanship and quality, our new Double Hung
window brings both beauty and innovation to your
home. It's a classic, reinvented.
 
» WATCH VIDEO

  

 

  

TRANSFORMING AN URBAN LOFT
 
Join This Old House and architect Michael Collins
to see how Marvin Windows and Doors
contributed a light-filled, urban-loft feeling to a
gracious home in a suburban setting.
 
» WATCH VIDEO

  

 

  

SCENIC DOORS
 
The Ultimate Multi-Slide, the BiFold and the
Ultimate Lift and Slide: open up a whole new view
and bring the outdoors in.
 
» WATCH VIDEO

  

 

 

 2014 ARCHITECTS CHALLENGE
BEST IN SHOW WINNER
 
2014 Marvin Architects Challenge “Best in Show”
winner Patrick Ahearn discusses the design of a
shingle-style sanctuary on Martha’s Vineyard. The
two structures built within this new family
compound are inspired by the rich history of New
England seaside architecture.
 
» WATCH VIDEO

  

 

 

 FULLY INTEGRATED SHADES
 
Marvin Shades are fully integrated, matching any
current Marvin interior finish, appearing as a
seamless part of the window or door. Functionally
graceful, there are no visible cords or pulleys. The
fit is precise with virtually no light bleed. Add
beauty and functionality to your home with Marvin
Shades.
 
» WATCH VIDEO

  

 

Product / Video 
Showcase — Exclusive
Your brand takes center stage in this newsletter.  
100 percent of the content is focused on your product 
or product family and then delivered to remodeling 
professionals who have opted-in to receive email 
information from our marketing partners.

We offer two template formats; each can link to  
either your website or video:

A) Single product focus 

B) Up to six products or videos listed

Sponsorship: $3,900 net per showcase

File Specs:

TEMPLATE A:

 § IMAGE: Product shot or video screen capture,  
minimum width 560 pixels

 § HEADLINE: 7-8 words max is best

 § BODY TEXT: 100-200 words

 § LOGO: minimum height of 50 pixels

 § CALL TO ACTION: 7-8 words + linking URL  
(third-party click tracker URL’s acceptable)

TEMPLATE B:

 § IMAGES: Product shot or video screen capture,  
minimum width 250 pixels

 § HEADLINES: 3-5 words 

 § BODY TEXT: 40-60 words

 § LOGO: minimum height of50 pixels

 § ONE CALL TO ACTION TO USE FOR ALL: 3-5 words + 
linking URL (third-party click tracker URL’s acceptable)

A B
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Product / Video 
Showcase — Shared
This monthly newsletter is a cost-effective way to put 
the spotlight on your product or video. The Product/
Video Showcase is delivered to remodeling professionals 
who have opted-in to receive email information from our 
marketing partners. We only feature a maximum of 6 
products in each newsletter so that is a minimum of  
17 percent share of voice.

Sponsorship: $1,500 net per listing
Ask about our discount on a product/video showcase 
listing when your place a full-page ad.

Specs
 § IMAGE: Product shot or video screen capture,  

minimum width 250 pixels

 § HEADLINE: 3-5 words 

 § BODY TEXT: 40-60 words

 § LOGO: minimum height 50 pixels

 § ONE CALL TO ACTION TO USE FOR ALL:  
3-5 words + linking URL (third-party click tracker URL’s 
acceptable)

12/1/15, 10:12 PMQualified Remodeler - PRODUCT SHOWCASE

Page 1 of 1file:///Users/mrshegg/Dropbox%20(Sola%20Brands)/DIGITAL/Newsletters/QUR-eProductShowcase/showcase_08042015/index.html

 
 

View Online
 

 

  

 AUGUST 2015  

 

  
IN THIS ISSUE:
Azek
Kohler

 
Irwin Tools
Titebond

 
Royal Building Products   

 

  

SUITE OF PRODUCTS
 
AZEK Building Products’ – Deck, Trim, Mouldings, Porch,
Rail, and Pavers – are all high-quality, low-maintenance
products that offer tangible benefits as ideal replacements for
traditional building products.

Visit: Azek.com

  

 

  

DEVONSHIRE LAV FAUCET
 
Reminiscent of old-world design, Kohler's Devonshire is a
two-handle widespread lav faucet with elegantly curved lever
handles. Constructed of solid brass, the faucet features easy-
to-clean and leak-free UltraGlide valves.

Visit: Kohler.com

  

 

  

CUTTING PLIERS WITH COMFORT GRIPS
 
Irwin Tools expands its Vise-Grip category with its Max
Leverage Diagonal Cutting Pliers, End Cutting Pliers and
ErgoMulti Long Nose Pliers. All the pliers feature induction-
hardened cutting edges and are specially coated for superior
rust resistance and longer life. Three molded layers in the
handle make up the pliers’ 3-Zone Comfort Grips for
enhanced comfort.

Visit: Irwin.com

  

 

  

LOW VOC ADHESIVE PERFORMS IN
ADVERSE WEATHER
 
Titebond Fast Set Polyurethane Construction Adhesive bonds
virtually all types of building materials – including two
nonporous substrates – while meeting the rigorous green
standards, ASTM and Canadian specifications. The adhesive
is effective in temperatures down to 32 F and bonds wet and
frozen materials, making it useable year-round for most
exterior projects. Measuring a VOC content of 20 g/l, the
adhesive is safe for interior projects.

Visit: Titebond.com

  

 

  

APP FOR WINDOW, DOOR SURROUNDS
 
Royal Building Products introduces the Royal Envelop by
Marianne Cusato app, to help envision exterior windows,
entry doors and garage doors with window and door
surrounds. Users start by selecting a style –simplicity, royale,
classic or contemporary –then explore designs within the
styles in both 2- and 3-D perspectives. Window and door
measurements can be entered for an accurate estimate for
each project.

Visit: RoyalBuildingProducts.com
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Sponsored 
by EagleView
Technologies

  

Contractor Collaboration Results
in New Wall Technology

TO BE SUCCESSFUL in the insurance restoration business, you have
to be fast. Homeowners need restoration companies like Aspen
Contracting, Inc. to be on location after a catastrophe. Aspen makes it a
point to be the first on the scene with solutions that save homeowners
time, stress and money after a catastrophic event and relies on solutions
like those provided by EagleView Technologies.

“We have been finding a large need for total restoration after a storm,”
stated Patrick Nussbeck, president of Aspen Contracting. “When hail
hits, it does not just hit the roof, it hits the entire building. From the
siding to the windows to the garage doors, we often find ourselves
offering a complete restoration and we need accurate measurements.” 

 SPONSORED PRODUCT
   

 

Introducing WallsLite 
 

EagleView® Technologies’ patented
processes and technology power the new
WallsLite™ Report. The report provides the
overall surface area for exterior walls of a
residential property allowing contractors to
quickly estimate siding or painting jobs.
Reports include an overhead image, wall
surface area by direction and N, S, E and W
elevation diagrams. 

www.eagleview.com/walls

Nussbeck saw an opportunity for collaboration as he refined what he
needed for wall measurements and approached the team at EagleView.
“We wanted a wall report delivered fast, that was easy to understand,
and a good value. Time is money and we do not want our sales
representatives wasting time and money measuring,” confirmed
Nussbeck.

Aspen and the EagleView product team sat down and went through what
was and wasn’t needed. “By EagleView measuring the walls it takes the
question of accurate measurements out of the claims process. It makes it
easy for all parties, insurance and contractor, to agree,” stated Nussbeck.
WallsLite launched mid-February of 2015 and Aspen was involved in the
pilot leading up to the launch and according to Nussbeck it is working
great. “We don’t plan on measuring any siding this year.”

Learn more about WallsLite at www.eagleview.com/walls

/////
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Lightening Round
By Patrick O'Toole

OSHA, EPA and a number of other government
agencies are stepping up their enforcement
efforts.
 

Coming Soon: More Oversight of
Third-party Online Leads
By Patrick O'Toole

The Federal Trade Commission will hold a
workshop titled “Follow the Lead: An FTC
Workshop about…
 

Confined Spaces Enforcement
Delayed Until Oct. 2, 2015
By Patrick O'Toole

WASHINGTON – The Occupational Safety and
Health Administration said it is delaying full…

 

Tape stretches to fit in any direction
From Huber Engineered Woods

The ZIP System stretch tape from Huber
Engineered Woods is a one-piece installation
flashing tape…

 

New profiles, colors
From Vytec Corporation

Vytec updated its product lines, including adding
five new colors- white, maplewood, natural
sand,…

 

Roofing: Upward and Onward
Manufacturers report the roofing market is
bouncing back post-recession with new colors to
match…

 

Premium Siding is Booming
For remodelers trying to differentiate themselves
in a crowded market, the siding products
industry…

James Hardie - Our business
is building yours.
At James Hardie, our business is more than
making the #1 brand of siding. Our business is
building yours. When you join the James Hardie
Contractor Alliance™ Program, you can
accelerate your success with our unique
marketing tools, lead generation support, and
training—on everything from in-home sales to
installation. Stand with us. Stand out from the
competition.

Join today at HardieAlliance.com

 

Solar Workflow with EagleView
Solar Reports and PictometryOnline
A workflow from prospect to proposal using
EagleView Solar Reports and PictometryOnline.

 

Hidden fastening system
From Ply Gem

Newly engineered to work with the Ply Gem
Trim and Mouldings line, the Cortex Hidden
Fastening…

 

Technology creates custom interior
doors
From HighMark Digital

HighMark Digital has updated its model to
feature a built-in point-of-sale system to allow
dealers…

 

Glenwood Shingle
From GAF Materials Corporation

GAF's Glenwood Shingles feature a triple-layer
construction to create a realistic wood shake…

 

Surface made from recycled carpet
From Nyloboard

NyloBoard products, including NyloDeck and
NyloPorch, are made using recycled carpet fiber
to…

 

Aesthetics Arms Race in Decking
The evolution of decks from utilitarian 10-ft. by
20-ft. rear-stoops to today’s expansive,…
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FEATURED
 

Growing your business with ‘Make Marketing’
By Dave Yoho

A recent editorial of this publication quoted Dave Yoho, the head of a large, successful consulting group
that represents this industry, on the subject of take–vs.–make marketing.So this month, we interviewed
David Alan Yoho (his son), who has more…
 

BCI Acrylic Expands with Purchase of Luxury Bath
Alliance will expand the dealer network and provide additional product offerings
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CALL TO ACTION URL

280 x 157

Home 
Improvement 
Pro™

Home Improvement Pro (HIP) serves 
the high-volume residential window, 
door, siding, roofing, decking and one-
day bath replacement contractor. These 
firms are sophisticated marketers who 
show expertise in lead generation, 
canvassing and in-home selling and 
purchase a significant amount of 
building products and materials.

The HIP weekly newsletter, Special 
Report deployments and webinars 
are specifically designed as digital 
extension of our trademarked Home 
Improvement Pro brand:

 § 6x section in Qualified Remodeler 
magazine

 § November Annual Home 
Improvement Pro 200 List

 § Weekly newsletter

 § Special Reports (on demand)

 § Webinars (on demand)
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 FREE WEBINAR ON SALES & MARKETING CLICK HERE TO VIEW ONLINE 

 

 

 

How Homeowners Really 
Use the Web to Find You...
Debunking the 6 Myths of Online 
Lead Generation

Brought to you by:

 

 

 
May 13   |   2:00 PM Eastern   |   REGISTER
 

It’s No Secret! The Internet has completely changed the way companies need to
communicate and market to their prospects. In fact, over 85% of homeowners start
their home improvement project searches online. Is your company being found by
these “web shoppers”? Or more importantly, are you converting them to customers
in big numbers? If not, this webinar is for you!
 

Why do some online lead generation campaigns work while others fail? There are
hundreds of theories, and most simply aren’t true. Or aren’t true anymore. Learn
why some popular ideas about marketing to homeowners online are often ineffective
and even a waste of time and money. Then learn what tactics really work!
 
This web seminar will show the Internet best practices in use today
by some of the most successful home improvement companies in
the country. We’ll show you the process necessary to:
 

>> Get Your Company Found Online
 

>> Drive Traffic to Your Website
 

>> Get Prospects to Convert Once They Arrive
 

>> What to Do With That Lead Once You Receive It
 
Presenter:
 

Todd Bairstow, Keyword Connects
 

Todd Bairstow is a well-known entrepreneur and online
marketing expert with 18 years of experience in the still rapidly-
growing field. This concentration led him to found Keyword
Connects in 2005, where he developed a business plan to
generate leads for his clients on a 100% performance basis for
home improvement companies.
 

Todd continues to be a popular speaker at numerous industry
events. He has published dozens of articles and hundreds of
blog posts about online marketing for the home improvement
industry. He blogs regularly at Keywordconnects.com/blog and
is one of the most respected and listened to voices in the
remodeling space.

 

This webinar is perfect for owners, 
managers and marketing staff!

REGISTER TODAY
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Debunking the 6 Myths of Online 
Lead Generation
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It’s No Secret! The Internet has completely changed the way companies need to
communicate and market to their prospects. In fact, over 85% of homeowners start
their home improvement project searches online. Is your company being found by
these “web shoppers”? Or more importantly, are you converting them to customers
in big numbers? If not, this webinar is for you!
 

Why do some online lead generation campaigns work while others fail? There are
hundreds of theories, and most simply aren’t true. Or aren’t true anymore. Learn
why some popular ideas about marketing to homeowners online are often ineffective
and even a waste of time and money. Then learn what tactics really work!
 
This web seminar will show the Internet best practices in use today
by some of the most successful home improvement companies in
the country. We’ll show you the process necessary to:
 

>> Get Your Company Found Online
 

>> Drive Traffic to Your Website
 

>> Get Prospects to Convert Once They Arrive
 

>> What to Do With That Lead Once You Receive It
 
Presenter:
 

Todd Bairstow, Keyword Connects
 

Todd Bairstow is a well-known entrepreneur and online
marketing expert with 18 years of experience in the still rapidly-
growing field. This concentration led him to found Keyword
Connects in 2005, where he developed a business plan to
generate leads for his clients on a 100% performance basis for
home improvement companies.
 

Todd continues to be a popular speaker at numerous industry
events. He has published dozens of articles and hundreds of
blog posts about online marketing for the home improvement
industry. He blogs regularly at Keywordconnects.com/blog and
is one of the most respected and listened to voices in the
remodeling space.

 

This webinar is perfect for owners, 
managers and marketing staff!

REGISTER TODAY
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It’s No Secret! The Internet has completely changed the way companies need to
communicate and market to their prospects. In fact, over 85% of homeowners start
their home improvement project searches online. Is your company being found by
these “web shoppers”? Or more importantly, are you converting them to customers
in big numbers? If not, this webinar is for you!
 

Why do some online lead generation campaigns work while others fail? There are
hundreds of theories, and most simply aren’t true. Or aren’t true anymore. Learn
why some popular ideas about marketing to homeowners online are often ineffective
and even a waste of time and money. Then learn what tactics really work!
 
This web seminar will show the Internet best practices in use today
by some of the most successful home improvement companies in
the country. We’ll show you the process necessary to:
 

>> Get Your Company Found Online
 

>> Drive Traffic to Your Website
 

>> Get Prospects to Convert Once They Arrive
 

>> What to Do With That Lead Once You Receive It
 
Presenter:
 

Todd Bairstow, Keyword Connects
 

Todd Bairstow is a well-known entrepreneur and online
marketing expert with 18 years of experience in the still rapidly-
growing field. This concentration led him to found Keyword
Connects in 2005, where he developed a business plan to
generate leads for his clients on a 100% performance basis for
home improvement companies.
 

Todd continues to be a popular speaker at numerous industry
events. He has published dozens of articles and hundreds of
blog posts about online marketing for the home improvement
industry. He blogs regularly at Keywordconnects.com/blog and
is one of the most respected and listened to voices in the
remodeling space.

 

This webinar is perfect for owners, 
managers and marketing staff!

REGISTER TODAY
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Lightening Round
By Patrick O'Toole

OSHA, EPA and a number of other government
agencies are stepping up their enforcement
efforts.
 

Coming Soon: More Oversight of
Third-party Online Leads
By Patrick O'Toole

The Federal Trade Commission will hold a
workshop titled “Follow the Lead: An FTC
Workshop about…
 

Confined Spaces Enforcement
Delayed Until Oct. 2, 2015
By Patrick O'Toole

WASHINGTON – The Occupational Safety and
Health Administration said it is delaying full…

 

Tape stretches to fit in any direction
From Huber Engineered Woods

The ZIP System stretch tape from Huber
Engineered Woods is a one-piece installation
flashing tape…

 

New profiles, colors
From Vytec Corporation

Vytec updated its product lines, including adding
five new colors- white, maplewood, natural
sand,…

 

Roofing: Upward and Onward
Manufacturers report the roofing market is
bouncing back post-recession with new colors to
match…

 

Premium Siding is Booming
For remodelers trying to differentiate themselves
in a crowded market, the siding products
industry…

James Hardie - Our business
is building yours.
At James Hardie, our business is more than
making the #1 brand of siding. Our business is
building yours. When you join the James Hardie
Contractor Alliance™ Program, you can
accelerate your success with our unique
marketing tools, lead generation support, and
training—on everything from in-home sales to
installation. Stand with us. Stand out from the
competition.

Join today at HardieAlliance.com

 

Solar Workflow with EagleView
Solar Reports and PictometryOnline
A workflow from prospect to proposal using
EagleView Solar Reports and PictometryOnline.

 

Hidden fastening system
From Ply Gem

Newly engineered to work with the Ply Gem
Trim and Mouldings line, the Cortex Hidden
Fastening…

 

Technology creates custom interior
doors
From HighMark Digital

HighMark Digital has updated its model to
feature a built-in point-of-sale system to allow
dealers…

 

Glenwood Shingle
From GAF Materials Corporation

GAF's Glenwood Shingles feature a triple-layer
construction to create a realistic wood shake…

 

Surface made from recycled carpet
From Nyloboard

NyloBoard products, including NyloDeck and
NyloPorch, are made using recycled carpet fiber
to…

 

Aesthetics Arms Race in Decking
The evolution of decks from utilitarian 10-ft. by
20-ft. rear-stoops to today’s expansive,…
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Growing your business with ‘Make Marketing’
By Dave Yoho

A recent editorial of this publication quoted Dave Yoho, the head of a large, successful consulting group
that represents this industry, on the subject of take–vs.–make marketing.So this month, we interviewed
David Alan Yoho (his son), who has more…
 

BCI Acrylic Expands with Purchase of Luxury Bath
Alliance will expand the dealer network and provide additional product offerings
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Contractor Collaboration Results
in New Wall Technology

TO BE SUCCESSFUL in the insurance restoration business, you have
to be fast. Homeowners need restoration companies like Aspen
Contracting, Inc. to be on location after a catastrophe. Aspen makes it a
point to be the first on the scene with solutions that save homeowners
time, stress and money after a catastrophic event and relies on solutions
like those provided by EagleView Technologies.

“We have been finding a large need for total restoration after a storm,”
stated Patrick Nussbeck, president of Aspen Contracting. “When hail
hits, it does not just hit the roof, it hits the entire building. From the
siding to the windows to the garage doors, we often find ourselves
offering a complete restoration and we need accurate measurements.” 

 SPONSORED PRODUCT
   

 

Introducing WallsLite 
 

EagleView® Technologies’ patented
processes and technology power the new
WallsLite™ Report. The report provides the
overall surface area for exterior walls of a
residential property allowing contractors to
quickly estimate siding or painting jobs.
Reports include an overhead image, wall
surface area by direction and N, S, E and W
elevation diagrams. 

www.eagleview.com/walls

Nussbeck saw an opportunity for collaboration as he refined what he
needed for wall measurements and approached the team at EagleView.
“We wanted a wall report delivered fast, that was easy to understand,
and a good value. Time is money and we do not want our sales
representatives wasting time and money measuring,” confirmed
Nussbeck.

Aspen and the EagleView product team sat down and went through what
was and wasn’t needed. “By EagleView measuring the walls it takes the
question of accurate measurements out of the claims process. It makes it
easy for all parties, insurance and contractor, to agree,” stated Nussbeck.
WallsLite launched mid-February of 2015 and Aspen was involved in the
pilot leading up to the launch and according to Nussbeck it is working
great. “We don’t plan on measuring any siding this year.”

Learn more about WallsLite at www.eagleview.com/walls
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 § CALL TO ACTION: 3-5 words + linking URL

Sponsorship: $9,500 net per webinar
 § Your logo and 50-word description included on 

registration page and three email promos

 § Your research questions included on  
registration page

 § 30-second radio-style commercial delivered by 
moderator during webinar

 § Leads! We provide email addresses of all the 
registrants

File Specs:
 § LOGO: minimum height of 50 pixels

 § TEXT: 
• 50-word company description
• input on 30-second commercial
• 2-3 questions for registration page

 § WEBSITE URL

HIP Newsletter HIP Special Report HIP Webinar
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Houzz 
Throughout the year QR partners with residential 
remodeling powerhouse Houzz to deliver research data 
to our audience via the “Chart of the Month” newsletter 
and webinars.

Upcoming 2017 webinar topics* include: Annual Houzz 
home survey, Kitchen Trends, Bath Trends and Building 
Your Brand.   *Subject to change upon publisher discretion

Chart of the Month Sponsorship:  
$3,500 net per month
 § 100 percent SHARE OF VOICE 

 § HOT PRODUCT SPOT with logo and call to action

File Specs:
 § IMAGE: 210 x 140 or horizontally-oriented that  

we can crop for you

 § LOGO: minimum height of 50 pixels

 § HEADLINE: 3-5 words 

 § BODY TEXT: 40-60 words

 § CALL TO ACTION: 3-5 words + linking URL

12/1/15, 3:01 PMHOUZZ Chart of the Month
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Houzz Kitchen Trends Study: New Kitchen Features Click here to view this email online

HOUZZ KITCHEN TRENDS STUDY 
New Kitchen Features

While kitchens remain beautiful, classic and open to other rooms of the house, many of us
are also accommodating the digital age with electronics charging stations (22%). 

— © 2014 Houzz Inc.

SPONSORED PRODUCT
Create Your Client's Dream Kitchen
With today's open floor plans, the kitchen is both the
emotional heart of the home and the visual centerpiece of
the entire space. Homeowners dream of kitchens that blend
functionality with great style–and you can help them realize
those dreams with Canyon Creek cabinets. We offer framed
and frameless cabinets in a wide range of styles, priced to fit
every budget. Visit: www.CanyonCreek.com

Get a free mobile-friendly website from Houzz. 

Watch a Demo & Learn More Here

Brought to you by:
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HOUZZ KITCHEN TRENDS STUDY 
New Kitchen Features

While kitchens remain beautiful, classic and open to other rooms of the house, many of us
are also accommodating the digital age with electronics charging stations (22%). 

— © 2014 Houzz Inc.

SPONSORED PRODUCT
Create Your Client's Dream Kitchen
With today's open floor plans, the kitchen is both the
emotional heart of the home and the visual centerpiece of
the entire space. Homeowners dream of kitchens that blend
functionality with great style–and you can help them realize
those dreams with Canyon Creek cabinets. We offer framed
and frameless cabinets in a wide range of styles, priced to fit
every budget. Visit: www.CanyonCreek.com

Get a free mobile-friendly website from Houzz. 

Watch a Demo & Learn More Here

SPONSORED PRODUCT
Headline: Three to Five Words

Product description body text. Issinienet aut lautamet 
omnis nonsecaernat aut ipsanis de voluptam, ommolori 
reped eossum sinctis ex essit qui cum num repelluptae. 
Obis eos Issinienet aut lautamet omnis nonsecaernat 

aut ipsanis de voluptam, ommolori reped eossum 
sinctis ex essit qui cum num repelluptae.

CALL TO ACTION URL

210 x 140

Logo area

12/1/15, 3:30 PMHouzz Webinar
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Insights from Houzz on Bathroom Remodeling Trends 
Click here to view online

   

 

COMPLIMENTARY WEBINAR:

Insights on Bathroom
Remodeling Trends 
 
TUESDAY, SEPTEMBER 15 | 2 PM EASTERN
1 PM CENTRAL | NOON MOUNTAIN | 11 AM PACIFIC
 

REGISTER NOW
Following the live webinar, registrants
will receive via email a link to the
recorded version.

 

  

Register for this free webinar to learn the
latest bathroom trends from Houzz. 
Houzz's proprietary survey of thousands of
homeowners unearths the "what" and "why" when it
comes to consumer bathroom trends and preferences.
From motivations and product and material choices to
environmental considerations and demographic
comparisons, Houzz shares consumer insights to
empower your business. Houzz is the leading platform
and community for residential building, remodeling and
design.
 

   

Houzz is the leading platform and 
community for residential building, 
remodeling and design.

SPEAKERS:
Skylar Schock, Industry Marketing 
at Houzz

Teri Turan, Owner, 
Turan Designs

MODERATOR: 
Patrick O'Toole, Editorial Director
Qualified Remodeler, Kitchen & Bath Design
News, and ForResidentialPros.com

 

 

COST: 
Complimentary,
thanks to our sponsor: 

 

As a leading manufacturer of
faucets for bathrooms and
kitchens, Delta® Faucet offers
innovative technologies, styles
and support, making the
difference for trade
professionals. To learn more
about such Delta bath 
innovations as Touch2O®
Technology, Touch2O.xt®
Technology, Temp2O®
Technology and H2Okinetic®
Showers, visit
DeltaFaucet.com. 

REGISTER NOW

  

   

Product description body text. 
Issinienet aut lautamet omnis 
nonsecaernat aut ipsanis de 
voluptam, ommolori reped 

eossum sinctis ex essit 
qui cum num repelluptae. 
Obis eos Issinienet aut 

lautamet omnis nonsecaernat 
aut ipsanis de voluptam, 
ommolori reped eossum 

sinctis ex essit qui cum num 
repelluptae.

WEBSITE URL

Logo

Webinar Sponsorship:  
$9,500 net per webinar
 § Your logo and 50-word description included on 

registration page and three email promos

 § Your research questions included on registration page

 § 30-second radio-style commercial delivered by 
moderator during webinar

 § Leads! We provide email addresses of all the registrants

File Specs:
 § LOGO: minimum height of 50 pixels

 § TEXT: 
• 50-word company description
• input on 30-second commercial
• 2-3 questions for registration page

 § WEBSITE URL
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Customized
Position your company as a thought leader and industry 
expert by presenting the remodeling community an 
educational webinar or webinar series. Our editorial staff 
will partner with you to advise on relevant content and will 
moderate the event.  

Pricing starts at $10,000 net per webinar
 § 45-minute presentation with 15-minute Q&A

 § Your brand has primary positioning on promotional 
materials and registration page

 § Four email promos (a $15,600 value)

 § Your research questions included on registration page

 § 30-second radio-style commercial delivered by 
moderator during webinar

 § Leads! We provide email addresses of all the registrants

 § 12-month archive of webinar presentation for continued 
access and lead generation

File Specs:
 § IMAGES: 

• Logo, minimum height of 50 pixels
• Headshots of speakers, minimum 150 x 150 pixels

 § TEXT: 
• Webinar title, scope and description
• Input on 30-second commercial
• 2-3 questions for registration page
• Speaker bios

 § PRESENTATION: Provide a 45-minute slide deck that 
will be used for the webinar 

12/30/15, 9:52 PMFREE Webinar from Masonite, Angie's List, GuildQuality

Page 1 of 1file:///Users/mrshegg/Dropbox%20(Sola%20Brands)/DIGITAL/eBlast-Customer/2015/Masonite_Webinar_QUR_09242015/eblast.html

FREE webinar: Pay attention to your online brand   |   View Online

  

 

 

Why It's Important to Pay
Attention to Your Online Brand
THURSDAY, SEPT. 24   |   2 p.m. EASTERN
1 p.m Central   |   12 p.m. Mountain   |   11 a.m. Pacific

REGISTER  

 

 

  

Hear from Masonite, Angie's List and Guild Quality on why remodelers need
to maintain an online brand for their business and customize it for maximum
results. Learn why it’s important to engage with your customers online and
leverage user reviews to enhance your brand reputation. Discover how you
can capitalize on negative feedback and turn it to your advantage.
 

PRESENTERS:
TODD APPLE, Director of Channel Marketing for 
North America Residential, Masonite International 
Todd A. Apple joined Masonite in January 2015. Todd is responsible for
the leading the team that creates and executes marketing strategic plans
in collaboration with the wholesale distributors to drive Masonite Door
brand awareness, preference and profitable sales. READ FULL BIO
 
MIKE ABRAMS, Strategic Program Manager
Exterior Home Products, Angie's List 
Mike Abrams joined the Angie’s List team in 2011. Mike started in
Account Management where he taught contractors how to grow their
business by leveraging their online reputation. That reputation
management philosophy elevated Mike ... READ FULL BIO
 
JERROD BUTLER, Director of Business Development, 
GuildQuality 
Jerrod Butler is the Director of Business Development for GuildQuality,
the leading provider of customer satisfaction surveying for the building
industry. Jerrod leads all aspects of partnership development for the
company. In his 7 years at GuildQuality, ... READ FULL BIO

 

MODERATOR:
PATRICK O'TOOLE, Editorial Director, Publisher, Owner, 
Qualified Remodeler 
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Exclusive Sponsorship
Get noticed first as the exclusive sponsor to our 
monthly digital edition.

 § Logo on email invitations introducing the  
digital edition

 § Identification on subject line of email invitation

 § Full-page digital ad facing cover of publication in 
digital reader

Sponsorship: $2,900 net per issue

Specs
 § FULL-PAGE AD  

(can be same materials as inside  
issue or new may be provided)

 § LOGO: minimum height 50 pixels

 § WEBSITE URL

Digital Edition
Sponsor’s Full-page Ad

May 2016

2016 FRANCHISE  
OPPORTUNITIES

  28

 
  48

CREATING 
COHESION

SPECIAL REPORT  22

QR OUTDOORS  40

Logo

Sponsored by:
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Editorial Director/Publisher/Owner
Patrick O’Toole 
(847) 920-5996 
Patrick@SOLAbrands.com

Associate Editor
Kacey Larsen 
(872) 216-2869 
Kacey@SOLAbrands.com

1880 Oak Ave,, Suite 350, Evanston, IL 60201

Digital Programs Manager
Tim Steingraber
(847) 920-5692 
Tim@SOLAbrands.com

Midwest & West Sales Manager
Paul DeGrandis
(847) 920-9510 
Paul@SOLAbrands.com

Eastern Sales Manager
Beth Emerich 
(781) 710-4745 
EmerichB@SOLAbrands.com

Classified Sales Manager
Mike Serino 
(630) 699-2004 
Mike@SOLAbrands.com

Strategic Accounts
Joanne Naylor 
(201) 891-9170 
Joanne@SOLAbrands.com

National Automotive Sales Mgr.
Tom Lutzke 
(630) 484-8040 
tlutzke@ACBusinessMedia.com

QR Editorial QR Sales


