remaedeling

YOUR TOOLBOX FOR SUCH

L

Scott Liseno dad Steve Meierdiercks
of Omnia Construction exemplify
our newest class of top remodelers.
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Introducing: *“
‘The Tropical Collection.

From TimberTech.

CARIBBEAN
REDWOOD®

The new TimberTech’® Tropical Collection combines warm

and inviting looks with the durability and performance that
homeowners demand. TimberTech’s proprietary capping protects all
four sides of the deck board against rot, weathering, mildew, and
splinters—all backed by a limited, 25-year fade and stain warranty.
Get samples of the new Tropical Collection at Timbertech.com.

@ Timberlech

Less Work. More Life.
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Remodeling, customer
relationships are a
point of pride:
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COVER STORY / BIGS50

Our annual salute to the newest
remodelers named among the
country’'s elite features a group that
stands out in a number of ways,
from their dedication to pleasing
customers to their willingness to
embrace new technology. Their
tried-and-true tips for success could
work wonders for your company.
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We’ve packed the pages
of this issue with insight
from 2016’s Bigs0
remodelers, but there
are even more ideas
and advice from these
firms that we couldn’t
fit into print. Head to
remodelingmag.com for
takeaways on customer
service, marketing,
employee retention, and
more—as well as the first
edition of our new year
of Big50 Bites.
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From the Assistant Editor /

Big Lessons

What you can learn from this year's Big50 winners.

utting together the Remodeling Big50 is a months-long task that starts the
year before and extends well beyond the publication of the issue you have
in your hands. Even after the Big50 profiles are complete, we like to reach
out to the featured remodelers for future stories, since all of our winners
are leaders in their field. In this issue, you'll learn about each winner and
read about some of the ways they’ve found success in their markets.

But across the board, when talking to remodelers for this issue—including
those that weren't selected as members of this year’s winning class—a few stan-
dard practices popped up that aren’t exclusive to any one region or group. These
basic practices are stealable in the sense that they apply to every remodeler out
there, from replacement to design/build, from new businesses to old hands.

The biggest trend we saw among our interviewees was a dedication to customer
service. Before clients even present themselves to these companies, the remodel-
ers are prepared to do whatever it takes to make the experience a pleasant one. For
some time-challenged clients, that means the remodeler may offer changes to the
design or selections order so the project remains on schedule, even if that means
doing things a little differently than originally planned. For others, it means hav-
ing a personal shopper so the client isn’t overwhelmed by all the options in the
showroom. No matter how they do it, each of these remodelers names customer
service as their specialty.

The second most prevalent trend we witnessed was going beyond the client/
remodeler relationship. As a remodeler, you're being asked to come into a client’s
home, sometimes to make sweeping changes. You wouldn’t want just anyone in
that personal space, and so many of our winners go out of their way to make the
client feel comfortable. We've heard of remodelers submitting dossiers with short
bios of the teams that will be going in and out of houses or providing introduc-
tory and congratulatory meals at the beginning and end of projects. All of this is
done for the sake of making the client feel comfortable and friendly with the team
working on the home.

And lastly, each of these remodelers is committed to finding the right job. That
means turning down work if the client’s personality clashes with the remodeler’s,
or recommending another company if the job is outside of the firm’s specialty.
All of our winners do their best to work with each client, but sometimes the best
thing for both remodeler and client is going somewhere else to find a better fit.
With the industry on the upswing, learning when to say no has become one of the
most valuable skills in the remodeler toolbox.

Hopefully you aren’t hearing these tips for the first time, but if you are, think
about how best to incorporate them into your business. Should that occur, you just
might be Big50 material next year.

(=

Curtis Sprung, Assistant Editor
csprung@hanleywood.com
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1l you built your own window company, it would have unique products. Highly
responsive salespeople and dealers. Unparalleled service. Uncompromised quality.

It would certainly deliver your orders on-time and complete.

And youd insist that your window company be extremely easy (o deal with.
Because, after all, youre the boss.

Fortunately, you've just described Sierra Pacific, the best new window company
in America.

Upgrade your homes with Sierra Pacilic Windows. You could buy windows that
are more expensive, but none are more impressive.

Talk to your local representative. Call 800-824-7744.

SIERRA
PACIFIC

WINDOWS THAT
NEVER COMPROMISE
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Job5|te dust:

" REMODELING DUST IS THE #1 IRRITANT
AMONG YOUR CLIENTS.

Did you know that jobsite dust is more than just a nuisance?
It's a serious hazard to your homeowners and your team. That’s You have to control the
because airborne jobsite pollutants have been known to cause dust, for your health and
health problems such as sore eyes, burning in the nose and for the health of your
throat, headaches, or fatigue. Plus, they can
trigger or worsen allergies, respiratory
illnesses (such as asthma), heart
disease, cancer and other serious,
long-term conditions.

TODAY’S HOMEOWNERS
DEMAND LIVABLE
REMODELING.

Homeowner interest in health issues tied
to remodeling has increased dramatically
in recent years. During a remodeling
project, they are most concerned about
the health of their family and pets, and
protecting their personal belongings. They
are seeking contractors who share those
priorities, and can do the right thing

by providing a livable remodeling
experience—free of airborne dust and
other remodeling hazards—from the
beginning of the project to the end.

house. BuildClean has
been THE solution for us.

- Sandee Bailey,
Homeowner

GAIN A COMPETITIVE EDGE BY
CONTROLLING THE DUST.

BuildClean reduces up to 90% of airborne
dust generated during a remodeling project.
The system uses a two-stage, 360-degree
HEPA filter and dynamic fan speed control
to adapt to the demands of
different jobsites. Contractors
can use the device to scrub and
recirculate the air orset up a
H< H E PA (\ negative-pressure workspace.
DUST CAN ALSO HURT e . FILTRATION \J/ With BuildClean, you will
YOUR BOTTOM LINE. ‘ reduce jobsite dust generated

Poor dust management will ‘during the remodeling process,
cost you referrals and harm your improve homeownef satisfaction,
reputation. Why? Dissatisfied and increase the quality and
homeowners are less likely to quantity of referrals for your firm.
recommend you if they have a bad
experience, and more likely to share this
negative word of mouth with their friends and family.

Whether you're doing a simple bathroom renovation or a full kitchen DO the rlght th | ng°
overhaul, you must take action now to address the potential health BUild Clean every time
: ; : ; ’ "

hazards tied to completing a remodeling project. A great place to
startis by building a dust control plan using the latest
technology, like the BuildClean™ Dust Control System.

lean For more information, visit
b DBqul:gncmstsr!p‘n BUILDCLEAN.COM/ADV1 today.




GUARANTEE

100% Refund’

This dust speck
is a homewrecker.

Jobsite dust is the #1 nuisance during a remodel. If you don’t
have a dust management plan in place, customer satisfaction—
and your business—will suffer.

That’s where BuildClean™ comes in. This revolutionary dust
management system captures airborne dust before it even has
a chance to settle. It draws the air in, passes it through a series
of HEPA filters and returns the “scrubbed” air back into the
space—removing up to 90% of airborne jobsite dust.

Strengthen your competitive edge. Do the right thing
and BuildClean, every time.

Visit BUILDCLEAN.COM/DS21 today.

mf BuildClean

DUST CONTROL SYSTEM

* Within the first 30 days of use, if the system is not dramatically reducing the amount of airborne dust, we’ll refund 100% of the purchase upon the return of the unit.
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Ferguson represents the finest bath and kitchen
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With reliability that's always in style, Ferguson keeps your projects and your
success right on track. Our product experts can show you the possibilities for
your next remodeling project, so you can take pride in your work on every level.

FERGUSON.COM/SHOWROOMS




REMODELING'S

STEALABLE IDEAS
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EXTEND THE WARRANTY

Remodelers operating in different states
have to abide by different minimum
mandated warranties, but one Big50 trend
this year is to go above and beyond. Some
of this year's winners provide a lifetime
warranty as long as the original client still
lives in the house; others extend to five or
10 years based on the type of remodeling
that they do. These remodelers stand by
their work, so they generally don't have to
return, but that longer warranty date is
something they use as a selling point to put
customers at ease.

2. THE CUSTOMER IS ALWAYS
FIRST, EVEN WHEN HE'S NOT

All of our Big50 winners have an insatiable
drive to please their customers and ensure
a happy client. But keeping the customer
happy can come at the expense of your
own workers, which ultimately can cause
your work to suffer. The team at Building
Company No. 7 has strict limitations on
when a client can call and ask a question
or request assistance. Those boundaries
help keep the teams on the jobsite
focused when they're working, while also
ensuring they have time to relax. This
prevents burnout, which leads to happier
employees—and clients.

Throughout the Big50 interview process, we hear from
remodelers all around the country who are competing for
the best clients and the best jobs. Each company puts
their own spin on remodeling and customer service, but
some are utilizing some very out-of-the-box—and very
stealable—ideas. Here are five of our favorites that you
just might want to steal and use in your business.

3. EVERY EMPLOYEE IS AN OPPORTUNITY

One of the most commonly cited problems in our interviews
was the labor shortage, but your next lead carpenter could
already be working for your company. Closet America gives
employees a career track, no matter what level they start at.
Education opportunities exist for all sorts of positions, so if
a truck driver is interested in becoming a carpenter, make an
effort to work with him toward that goal.

0. SYSTEMS SAVE TIME AND MONEY

Every project is different, but that doesn't mean you should
change how you approach the job every time. Many of our
winners this year have codified systems to help move the job
from one stage to the next. If you can identify the key aspects
of every job, starting as early as lead generation and going

up until completion, you can not only identify small problems
early on before they can grow, you also can get better at
estimating time and how long a job might take.

REMODELINGMAG.COM
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Connection Error

Focus on communicating effectively, not just efficiently

INSIGHT BY BRUCE CASE

My family and I spent a week in Asheville, N.C., to savor the food, culture, and
nature, along with well-deserved relaxation and family time. All that wonder was
forced to fit between emails, phone calls, texts, social media, and a web conference.

1 thought technology was here to make us better, faster, and smarter. In reality,
I am so connected that I'm disconnected. I've got my iPhone, my iPad, social me-
dia sites, my desk phone, note cards, and a carrier pigeon in the back room just in
case—more technology than sent the first person to the moon. So much, in fact,
that I often can’t connect fully with my family, my team members, or my clients—
not on a logistical/tactical level, but with deeper connections.

Technology—and communication—has to work for us rather than become an
addiction. We have the power of choice to check that email. We have the power of
choice to tell Facebook our latest adventure. That power is liberating, but is also
part of the dilemma. Some of us choose to lean on email. Others have chosen text.
Some of us actually still prefer to talk. This creates a tangled communication web.
Technology has brought infinite information but has added layers of complexity
to our communication.

I'm trying to refocus on what is effective, not just efficient. A sensitive conver-
sation is more effectively handled face-to-face rather than through the more effi-
cient text or email. If I am most efficient at texting but my client prefers email,
then email is most effective. Certain social media sites are more effective for our
business than others; we have a presence on many sites, but focus our time and
money to go deep on the most effective one or two. Going deep in those is better
than going shallow across them all.

Determining the most effective paths to communication takes thought. What
does my co-worker respond more effectively to? When I first meet someone—a cli-
ent, a prospective team member, a subcontractor, a supplier—we need to talk about
how they and I communicate most effectively. That includes not just mode of com-
munication, but also responsiveness on weekends, upcoming vacations, etc.

How about who should receive the communication? Do I really need to “Reply
All,)” or can I avoid spamming everyone with unnecessary email? If there is an
issue on the project, does our client know where to go for answers? That could be
a key point person or an online portal, but ideally it should be one place or person.
Saying, “Call Jane for design questions, call Ralph for production questions, call
Eddy for billing questions, and press ‘0’ for the operator,” might be efficient for you,
but it’s certainly not effective for the client.

Technology is working to turn communication into an addiction. It just doesn’t
feel right to be disconnected for more than an hour—or to wait four hours to re-
spond to a text, email, or voicemail. Communication technologies should be tools
in our toolbox that we only use when we need them. The next time we visit Ashe-
ville, my emails, phone calls, texts, social media, and web conferences will have
to wait. They will have to fit between the wonder of food, culture, nature, relax-
ation, and family.—Bruce Case is the president of Case Design/Remodeling, a full-service
home improvement firm in Bethesda, Md.
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Zombie Hunters

BY CRAIG WEBB

A public relations consultant who built his
reputation by creating electronic products
has four rules for creating “zombie loyalists”
that together sound a lot like new ways to
build word-of-mouth marketing.
“Advertising and marketing are secondary
to recommendation and trusted sources,” Peter

Shankman told attendees in Austin, Texas, at

NARI’s Spring Business Meeting. What he calls

zombie loyalists are the clients who like you so

much they tell others freely and enthusiastical-
ly about you. That’s better than self-promotion,
he said, because “no one believes how awesome
you are if you have to tell them.”

In creating those zombies, Shankman said
you need to be aware of four things:

e The ability to lie has gone away. The inter-
net is too pervasive and transparent for
you to fool people and expect them to nev-
er share what they know about you.

e “Having customers and clients is a priv-
ilege, not a right,” and thus you need to
serve them by asking them regularly what
they want. The mere act of asking makes
clients feel better about you.

 Brevity rules. Today a potential customer
will give you just 2.7 seconds of attention
before moving on, Shankman said. That’s
about how much time it takes to read a
140-character tweet. So you'd better max-
imize that moment by having good writ-
ing and good graphic design. “If you only
have 2.7 seconds, bad writing or a spelling
error will kill you,” he said.

Strive to always be top of mind. Reach

out even when you have nothing to sell,

Shankman advised. Ask constantly what

you can do for that person.

Aside from his four rules, Shankman opened

his NARI presentation with two basic princi-

ples. First: “Be brilliant at the basics,” he said,

“because all the technology in the world can’t

help you if you can’t be trusted.” And his second

thought? “Brand everything you do. If someone
else has a bigger audience and they steal it, so
long for you.”

REMODELINGMAG.COM
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Silica’s Spotlight

OSHA's new rule dramatically lowers
permitted exposure levels

BY HELENA OKOLICSANYI

On March 25, the Occupational Safety and Health Administra-
tion announced its highly anticipated and controversial new rul-
ing on crystalline silica dust exposure. The 606-page final rule
is the first update in more than 30 years on silica exposure in
the workplace. Secretary of Labor Thomas Perez said in a press
release that the new ruling will “enable workers to earn a living
without sacrificing their health.” Silica has been linked to silico-
sis, lung cancer, chronic pulmonary disease, and kidney disease.

The new rule reduces the amount of allowable silica exposure
from 250 micrograms per cubic meter to 50 micrograms per cu-

bic meter within an eight-hour work shift, an 80% reduction. It
also will require employers to provide medical exams to exposed
workers and offer medical surveillance to employees exposed to
silica between 50 micrograms and 25 micrograms. The new rule
“boils down to OSHA having an obligation to show that employ-
ees were exposed at significant PEL [permissible exposure level]
risk and that we need to either eliminate that significant risk or
lower it,” says OSHA’s David O’Connor.

The new rule has been met with criticism from industry lead-
ers, who filed two petitions in the 5th and 11th U.S. Circuit Court
of Appeals. The National Stone, Sand, & Gravel Association in its
petition said that the OSHA rule is “not based on sound science”
and that the laboratory used to get the data did not provide pre-
cise and accurate silica samples. Those against the ruling also
say that OSHA has grossly underestimated the total cost of im-
plementation for employers.

However, North America’s Building Trades Unions said it is
“pleased OSHA has issued the final silica standard. We believe that
the agency has been diligent in its efforts to hear and consider all
stakeholder input, and done a great job in getting the rule out.”

OSHA has issued a 2.5-page fact sheet, a nine-page FAQ, and a
table to help people figure out if they are in compliance with the
rule. Employers will have until June 23, 2017, to comply.

CableRalil
for Composite
Sleeved Posts

Our stainless steel fittings are
specially designed for composite
sleeved wood posts with
extra-long lag bolts to
maximize penetration into
the core and automatic-
locking Quick-Connect® jaws
that make cable attachment
a breeze.

Learn more.
1-800-888-2418 or
www.feeney16.com
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by feeney

E00RPRORSHOMER

Installation System 1o

StringA-Level™”
GOOF PROOF SHOWER WALLS

Simultaneously attach and level a continuous stringer
on which to stack heavy or large format tile vertically.

GOOF PROOF SHOWER SEAT

Fastest GOOF PROOF installation

» Easily Adjustable width 24" or 30” « Six pre-drilled Mounting holes
» Level vials ensure correct pitch ¢ Full width tile support ledge
* Waffle pattern assures optimal tile adhesion

Designed for New and Retro Fit/Existing Installations

|_ ——

<. .
Toll Free: 1-866-771-9470
www.goofproofshowers.com info@markeindustries.com




Chief Architect

Smarter Design Software

Kitchen, Bath & Interior Design

3D Design, Floor Plans & Elevations
Home Design & Remodeling
Customn & Manufacturer Catalogs

Construction Drawings

CAD Tools & Section Details

chiefarchitect.com /FreeTrial

™

Do it right.

Start every job with ZipWall'.

m Sets up in just a few minutes —
brings in business for years

= No ladders, no tape, no damage

See how easy it is at zipwall.com.
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For over 70 years, Ply Gem® has been proud to make
quality products homeowners trust to make their
dream home a reality. Now, with our Home For Good™
Project, we're partnering with country music icon Alan
Jackson and Habitat for Humanity® to make even
more dreams come true. Join us as we help build 300
homes with families in need of affordable housing.
Grab a hammer to help provide them with a better

place to live, laugh and love — a home for good.

Find out how you can help at:

74 PLy GEM

TRuSTED LEADER IN HOME EXTERIOR BUILDING SOLUTIONS

SIDING + ACCESSORIES | WINDOWS + DOORS | STONE VENEER | TRIM + MOULDINGS | FENCE + RAILING | ROOFING



Your Business /

Working the System

Fine-tune your vetting system to make
sure you're selling to the right clients

INSIGHT BY PAUL WINANS

In a recent post for the REMODELING website, I suggested having a script for a
phone call with a prospective client is a good idea. The comments reminded me
that not everyone agrees, so let me lay out some thoughts about sales in general.

DEVELOP ASYSTEM
For many years I resisted the idea of anything approaching a sales system, as I
thought it made more sense to decide what to do on a case-by-case basis. I thought
the marketplace determined the gross margin I could sell at. Worse yet, I had no
idea what “gross margin” meant! A call would come in and I would try to deal
with it as quickly as possible so I could get back to the “real work”—estimating
and managing production. To me, sales was a pain. And I was stupid. Eventually I
realized that sales provided the fuel the business needed, which was money.
How could I handle sales as efficiently as possible? I needed a methodology to
follow. Working with Sandler Training, I got better at figuring out who I would
allow to play in our sandbox. That is when we started making more money than I
ever thought was possible.

FOLLOW A SCRIPT

We developed a lead intake sheet that included questions to let the caller know
two things: 1) We had a good idea of what a desirable client is for us; and 2) We had
a process that clients were to follow. Great clients for us loved the intake process. It
prompted confidence in them that we knew what we were doing, in turn lowering
their concern about cost. Those who bristled at the intake sheet questions did us a
favor by saving us the time and grief of working with them on a project.

BE ADETECTIVE

All the questioning that we did through the sales interactions was based on the
goal of being in control. The more we could discover about the client’s true moti-
vation for going through a remodel, the more likely they would feel smart having
had us work with them. Those who did not like being questioned would not allow
us to be in control, so we did not work for them. All the above is driven by getting
to the goal: Making the sale to the right client. Some might call it persuasion. I
think it actually is manipulation—in a good sense.

Think about a sales interaction where the salesperson makes you feel she has
been waiting for you for her entire life. It’s an interaction where you are swept
along and feel good about spending more money than you intended. When you
use the item or service, you are reminded of how good the interaction was.

Call it what you will. If you have happy clients writing checks with your com-
pany’s name on it for amounts with lots of digits in them, does it really matter?—
Paul Winans, a veteran remodeler, now works as a facilitator for Remodelers Advantage and
as a consultant to remodeling business owners.
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You and your crew could

to the 2017 Academy of Country
Music Awards in Las Vegas

CM

Q.VYA RDS

TO ENTER AND \
LEARN MORE, VlSlT
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HomeForGood

PLy GEM
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No Purchase Necessary. Void Where Prohibited.
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UN-LEVEL the playing field.

You know what it takes to be successful. It starts with elevating
game, and we've raised ours to give professional roofing contractors,

like you, an even greater advantage.

Our architectural shingles are heavier and larger than most competitors’

{2 0B KD SRl righ

comparable products. They combine with our professional-grade PRO4
engineered roofing component system to offer incredible performance.
And it's all available when and where you need it, thanks to one of the
nation’s largest manufacturing footprints. Because, like you, we believe
in going above and beyond.

So go ahead. Take it to the next level.

MO

roofingelevated.com
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TO YOUR ADVANTAGE

oogle Me This

Six lesser-known ways to optimize

your use of the popular search engine

INSIGHT BY MARK HARARI

Did you know that Google averages over 40,000
searches per second? How many of those do you
think are yours? Your time is money: If you can
shave 60 seconds off your search time, then
you're freeing up least 20 minutes per day. (I sus-
pect it would be much more.) While you may al-
ready know a few of these techniques, many are
lesser known but highly effective methods for
exploiting the true power of Google efficiently.

1. Quotes: Use quotes to find an exact phrase.
“Ways to build a workforce” will only find web-
sites that use the exact phrase, in that order.

2. Don’t include: Use the minus sign to exclude
words from the results. This is handy when your
search could be easily confused. Say you have
an applicant you want to look up named Kevin
James. Limit many of the erroneous results by
searching for something like this: “kevin james
-actor -comedian -film.”

3. Wildcard: The asterisk [*] symbol is a wild-
card. This is useful when you can’t remember
an entire phrase. It works particularly well in
conjunction with quotes.

4. Site-specific: You can limit your results to
a specific website by using [site:]. For example,
“site:remodelersadvantage.com workshops” will
search for pages containing the word “workshops”
within the Remodelers Advantage website.

5. File types: If you seek a specific file, such
as PDF documents, Word documents, or Excel
spreadsheets, then use the “filetype:” operator.
So searching with “filetype:PDF” with your key-
words will return PDF documents.

6. Image Search: It’s not just for finding imag-
es. For example, I did a search for “how much
to pay a carpenter.” One of the first images is a
map of the mean wage in 2015 by state. You can
then click the “visit page” button to be taken to
the webpage.—Mark Harari is director of market-
ing for Remodelers Advantage.
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The average Google
searches per day

You've never
seen a tape
like this.

Introducing ScotchBlue™ PLATINUM Painter’s Tape
for quicker and easier tape prep and removal.

90-degree tear for faster corner prep. Durable 3M poly material helps stop
paint seepage for ultra sharp paint lines. Pulls off in one piece with no tearing
or slivering, saving you time. Prep smarter. Paint better. Finish stronger.

SATISFACTION
GUARANTEED
or your money back.

PLATINUM
Promise

Get it now at
paint retailers
nationwide.

Pull Off a Better Paint Job

pared to 3M pap




Your Business /

Digital Rx: An App a Day

Top contractors name six business apps they swear by

BY GARY THILL

By now, you've heard the expression, “There’s an app for that.”
And when it when it comes to some of the most difficult aspects
of contracting—time tracking, presentations and estimating—
there’s an app for that, too. Here’s a look at some of the apps top
contractors are using and why they recommend them:

1. Penultimate. This is an app that works with the popular
Evernote app. With Penultimate, a picture in your Evernote file
can be written on and then used as a presentation tool in client
meetings, says Eugenia Marshall, customer experience manag-
er at Contract Exteriors. Penultimate photos and the accompa-
nying notes can be accessed from anywhere on a computer or
mobile device. That way, customers can see photos and progress
any time they want, ideal for busy or out-of-town customers. “We
deal with a lot of people with second homes and rentals,” Mar-
shall says. “This really makes it easy to work with them.”

2. Skitch. Another option for electronically annotating and
drawing on photos is Skitch. The app can be particularly useful
to help clients better understand project parameters, says Dan
Dragomir, president of dRemodeling. “We do a lot of repairs,”
Dragomir says. “Ultimately this provides better customer satis-
faction because they can see exactly what we’re repairing.”

3. TSheets. One of many different time tracking app solutions,
TSheets is a cloud-based time sheet, tracker and expense-track-
ing app. It also tracks mileage and time off accruals. Dragomir
says he loves the app because he can immediately check on work-
ers’ hours. “It’s especially useful for when we do deliveries,” he
says. “I would suggest it to any contractor.”

4. ExakTime. Another time tracking app, ExakTime is a suite of
services that includes a mobile app. The app uses photo verifica-
tion to eliminate so-called “buddy punching,” in which employ-
ees check each other in even if they’re not on the jobsite and uses
GPS to track employees so you know which workers are at which
jobs. Brian Hogan, owner of Hogan Design and Construction,
says the app has given his company a new accuracy—and a new
way to incentivize workers. “If someone’s ExakTime is perfect in
a week they get an extra hour on their paycheck,” Hogan says.

5. HoverPro. This app is designed to easily create an interactive
3D model of a property. Using photos snapped from a smart-
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phone, the app promises to generate measurements for a variety
of materials such as siding and roofing. The app can also show
users what different materials would look like on the home. “It
really helps expedite the proposal process,” says Meghan Ritchie,
marketing director for Superior Pro Exteriors.

6. RenoWorks. This app is somewhat similar to HoverPro. It also
allows users to see what different design features would look like
on a home based on an uploaded photo. But this app shows cus-
tomers specific products rather than just general colors or styles.
Ritchie says her team is still trying it out, but it looks promising.

Some contractors are taking another route: creating their own
app solutions. PCS Residential is developing an app to streamline
the sales, ordering, and installation process, says Eric Kollauf,
the company’s marketing manager. When it’s completed, Kollauf
says, the app will provide measurements and pricing for differ-
ent products right from a smartphone. If the app is successful,
the company plans to license it to other contractors.

REMODELINGMAG.COM
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A SIMPLE BATH-TO-SHOWER
CONVERSION.

Designed to replace an existing bath, the Ensemble..
Curve end-drain shower is available in 60" x 32" and
60" x 30" sizes.

® Drains line up, so no plumbing adjustment is necessary

® 60" x 32" shower features simple, caulk-free installation;
its Dry-Block. seal and channeled water containment
system create watertight seams

e 40" x 30" shower requires just 4" of caulk

* Manufactured of solid Vikrelle material for strength,
durability and lasting beauty

* Four-piece design for easy maneuverability

e Coordinates with STERLINGg freestanding seat

Solid Vikrell material is built to stand the
test of time. We guarantee it with a ten-
year consumer limited warranty and a

three-year commercial limited warranty.

MATERIAL STRENGTH.
PROVEN PERFORMANCE.«

Visit SterlingPlumbing.com for more information.

72170110 60" x 30" Ensemble Curve shower, left drain

72170120 60" x 30" Ensemble Curve shower, right drain

72180110 60" x 32" Ensemble Curve shower, left drain

72180120 60" x 32" Ensemble Curve shower, right drain

72180116 60" x 32" Ensemble Curve Aging in Place shower, left drain
72180126 60" x 32" Ensemble Curve Aging in Place shower, right drain
72171110 60" x 30" Ensemble shower base, left drain

72171120 60" x 30" Ensemble shower base, right drain

72181110 60" x 32" Ensemble shower base, left drain

72181120 60" x 32" Ensemble shower base, right drain

72186104 217" x 17%" x 13%" freestanding seat

@

GREENGUARD

RTIFED FOR

Products made of solid Vikrell material
are certified by the GREENGUARD
Environmental Institute (GEI) for having
low chemical emissions.*

*Does not apply to the freestanding seat.
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GREENBUILD IS THE LARGEST SUSTAINABLE BUILDING
AND CONSTRUCTION EVENT IN THE UNITED STATES.

This year, we plan to gain momentum in the green movement as we continue to expand
offerings designed specifically for those in the residential building and construction community.

RESIDENTIAL OFFERINGS FOR 2016

* Residential Tracks - Residential sessions (single and multifamily) on Wednesday - Friday
¢ Residential Day - 12+ residential sessions offered on Thursday, October 6

¢ Dedicated Residential product pavilion in the Expo

¢ Residential Concept Home built on show floor by KB Home

* Expanded partnerships with leading organizations in the residential building community

including the NAHB as a Top Tier Partner NAHB.

WHY THE FOCUS ON GREEN HOME BUILDING?*

* Homebuyers expect homes built in the last 5 years to be more energy efficient and greener
* Builders expect that more than 60% of homes they build will be green by 2020
* Growing belief that green homes are healthy homes - 83% of homebuilders and remodelers
believe consumers are willing to pay more for healthier homes
* 39% of the Greenbuild audience works in both residential and commercial construction
* 30% of this audience said Residential was their primary sector
* Home appraisers are recognizing a greater value in green homes

*Source: Dodge Data & Analytics 2015 SmartMarket Report - Green and Healthier Homes: Engaging Consumers of all Ages in Sustainable Living
@ G R E E N B U I L D ExPo: OCT. 5-6 conrFeERENCE: OCT. 5-7
INTERNATIONAL CONFERENCE AND Expo LOS ANGELES CONVENTION CENTER | LOS ANGELES, CA

OWNED AND PRODUCED BY INFORMA EXHIBITIONS, U.S. PRESENTED BY THE U.S. GREEN BUILDING COUNCIL GREENBUILDEXPO.COM

GET soclAL: GREENBUILDEXPO.COM/GETSOCIAL ¥ fB 3'&
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Class-exclusive Impressive Best-in-Class

Drive' Payload* 21-Inch Floor Height'

RAMTRUCKS.COM/COMMERCIAL

s : N ; ey
ON THE JOB INCENTIVES NARI  BuswessCIDE]  JOB

o NATIONAL ASSOCIATION OF The fast lane for small business. -

upt on top of current offers.

1 Based on Large Commercial Van segment (Class 2). 2 When properly equipped. 3 Includes $500 On The Job (OTJ) Bonus Allowance on most 2016 Ram Commercial vehicles.
Must take retail delivery by 6/30/16. See participating dealer for OTJ incentives details and eligibility requirements. Ram is a registered trademark of FCA US LLC.




LET'S CUT TO THE
CHASE, A BLADE
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Introducing the new LENOX Gold® Power Arc curved
reciprocating saw blade. Its revolutionary curved
design positions the teeth to cut more efficiently,

so it lasts twice as long as any other blade in nail
embedded wood.

LEARN MORE AT LENOXTOOLS.COM

* vs. Standard Straight LENOX recips ©2015 LENOX. All Rights Reserved. CUSTOMER SUPPORT: 800-628-8810 | TECHNICAL SUPPORT: 800-642-0010
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Every year since 1986, REMODELING has searched for 50 remodelers
at the top of their field. This year, we had nearly 250 entries. Our
winners embody some of the most innovative strategies to survive—and
flourish—in a changing market. Half of the companies featured on this
year's list are less than a decade old. These remodelers were either just
starting out when the market crashed or saw opportunity among the
volatility. Others have continued to innovate over the years, with one
winner celebrating its 50th anniversary. Securing a spot on the Big50
isn't all about size or volume: This year, we're featuring eight companies
with revenue under $1 million and three with revenue above $10 million.
But each featured company is doing something right, from raising the bar
for customer service to embracing pioneering technology. Over the next
few pages, you'll meet each one of our winners, learn their stories, and
hopefully find a stealable idea or two. | by Curtis Sprung and Gary Thill

This year we again partnered with GuildQuality, an Atlanta-based customer satisfaction polling
company, to identify candidates for its Service Excellence Award. Based on the results of
customer surveys, the award recognizes Bigh0 winners who consistently deliver an exceptional
customer experience. They are identified by this symbol @ next to their names.

REMODELINGMAG.COM MAY 2016 /| REMODELING 29



ROBERT FREEMAN
Above Roofing
Jenison, Mich.

Years in Business: 20
2015 Volume: $2.9 million
Staff: 8 office, 4 field

Robert Freeman has discovered a simple
equation for success: happy employees = happy
customers. And based on his achievements it's
hard to argue with that formula. Above Roofing
has received the Angie's List Super Service
Award seven years in a row and won the Better
Business Bureau's Torch Award for Ethics.

But to really illustrate the power of this equa-
tion, Freeman tells the story of the “roof Nazi": a
former roofing foreman whose exacting tactics
started out producing good customer ratings.
But the longer he worked, the worse the ratings
became. “The average roofer would love to have
the roof Nazi" Freeman says. “But after a while,
his team started to feel unappreciated. Any
ideas they had were just overlooked and then
there was a feeling like you can never do a good
enough job. That just made a negative work
environment. We're not willing to hire someone
and have it destroy our culture”
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DAVID POLLARD &
RUSSELL HEAD
Liv Companies LLC
Riverside, lll.

Years in Business: 4
2015 Volume: $1.5 million
Staff: 4 field

When architect David Pollard teamed up with
builder Russell Head, they got a "baptism by
fire” into remodeling. Working with institu-
tional investors, the two rehabbed foreclosed
homes at a clip of 19 to 20 houses per month.
“It was crazy,” Pollard says. “We pretty much
saw everything. And it really prepped us for
the remodeling world. We don't have too many
people call us up today and say, ‘Hey, can you
get a car with no wheels out of the garage?"”
Today, Liv Companies’ success centers on
what the firm brings to the table as both a
contractor and an architect. Pollard says
the duo offers clients a feasibility study and
takes time to discover how people live, what
solutions they can offer—and how much the
client can actually spend. “We're asking bigger
conceptual questions than carpet and paint or
new cabinets and countertops,” he says.

STEVEN SILVERMAN
Valley Home Improvement
Northampton, Mass.

Years in Business: 25
2015 Volume: $4.2 million
Staff: 7 office, 18 field

When Steven Silverman knocked on the
door of Valley Home Improvement look-
ing for a job after moving to Massachu-
setts, he had no idea that he'd buy it in
2013.“It's really changed the trajectory
of my family and hopefully the people |
employ too. I'm fortunate for that hap-
penstance meeting,” he says.

Last year, Silverman took the next
steps to modernize his business and
launched a solar division. “We looked
at the numbers and crunched it. It was
a service we knew our clients would
hire." Installing solar panels isn't unique
to Valley Home Improvements, but the
added benefit of being carpenters and
remodelers first has created opportuni-
ties when talking to customers.

“There's areal jazz to being able to
talk about remodeling a kitchen and also
talk about solar,” Silverman says. “We
had seen a few of our clients in the past
go into solar and we knew it would work
with our carpentry background. There
are projects other firms are passing on
because of the structural work involved.”

Silverman also has entrusted em-
ployees with running the digital side of
the company, resulting in an unusual
partnership that's benefited his firm a
lot. “We have a cracker-jack 27-year-old
business information modeler. He's mar-
ried Chief Architect with a gaming soft-
ware that is just incredible,” he says.
The resulting demonstration allows for
digital tours and 3D walk-throughs that
assist in the sales process.
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KYLE SWARM, MATT MILLSAP, & TONY HIRSCH
Building Company No. 7
Nashville, Tenn.

Years in Business: 7
2015 Volume: $2.4 million
Staff: 2 office, 3 field

Matt Millsap left his safe job with a large company as the recession was getting started in
December 2008—he just wasn't happy with the type of clients he was serving. “They wouldn't
appreciate ... any of the small things that differentiate us from our competitors. | wanted to
remodel for people who appreciate quality,” he says.

Thus, Building Company No. 7 was formed. In those fledgling years, a strong online presence
generated upwards of 90% of the company's leads. Inits first four years in business, Building
Company No. 7 experienced 600% growth and was almost a victim of growing too fast. “We
learned it wasn't smart to grow that fast. We had to pump the brakes in 2013, Millsap says.
“Our revenue was increasing; our job size was growing.”

That slowdown, combined with a focus on quality, led Millsap to a growing market for detached
dwellings: With the rise of AirBnB, clients in Nashville are turning garages into short-term rentals.

BRIAN HOGAN
Hogan Design and Construction
Geneva, lIl.

Years in Business: 16
2015 Volume: $2.9 million
Staff: 4 office, 5 field

Brian Hogan started remodeling by buying
foreclosed houses and rehabbing them. But
after several years of working with subcon-
tractors, Hogan saw an opportunity. “The
whole subcontractor deal was so awful,” he
says. "I'd make 10 calls and no one would call
back. | thought, ‘This is probably something
easy to improve on.”

What started as an all-around handyman
service evolved into basement remodels
and finally into a whole-home remodeling
company. But through all the iterations,
customer service has been central to the
business plan—and the success. “We're really
selling the experience,” Hogan says. “It's super
important that at every level of our company,
the experience is stellar.” That tactic seems to
be working. Today, 87% of Hogan's business
is from repeat or referral work. Hogan credits
much of his success to “running a company
instead of trying to make it work.”
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RON & LINDA JEDWAB

Lincorp
Washington, Mich.

Years in Business: 27
2015 Volume: $1.9 million

Staff: 6 office, 2 field

Ron Jedwab must have felt like
he was living in a bizarro world
when he traded home building for
remodeling during the economic
downturn. “With homebuilding,

| owned the home until | sold it,”
he says. “With remodeling, | own
nothing. The homeowner owns it
all. With homebuilding I'm using
my money. With remodeling, I'm
using their money. Everything
reversed itself."

But Ron liked this new world
so much he immersed himself in
it. He joined a remodelers group
to learn more about financials
and business operations. And he
developed a process to stream-

line the design/build process
that gives customers a rock-sol-
id timeline and budget, which
includes using Builder Trends
software to holistically manage
all aspects of the project.

“In a sense, we guarantee our
price," he says. “We're covering
everything in our design up to the
cabinet knob so there's nothing
left to be uncovered or discov-
ered. That makes for a happy
client.”

REMODELINGMAG.COM
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LEADING
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YOUR ADHESIVE
SHOULDN’T

When adhesive continues to drool or flow from the cartridge after use,
it's a mess and a waste. And wasted adhesive is money lost. Fortunately,
Titebond Fast Set eliminates this annoying and costly problem.

See the side-by-side comparison story at titebond.com/NoDrool
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IRWIN WEITZ
Superior Pro Exteriors
Marietta, Ga.

Years in Business: 18
2015 Volume: $8 million
Staff: 12 office, 70 field

Superior Pro Exterior is a poster child for how
to smartly grow a company. When Irwin Weitz
decided to expand in 2012, he hired a market-
ing company to brand himself in the market and
signed a contract with WSB radio. That got him
endorsed by a local home fix-it show. Business
grew 65% in 2013, says marketing director
Meghan Ritchie. But Weitz wasn't finished. In
2014, his company became an elite preferred
remodeler with James Hardie siding and bought
a stucco repair company. In 2016, Weitz plans
to create a separate windows division and add a
roofing vertical to the company.

All the while, Superior Pro has focused on the
thing that made Weitz successful in the first
place: faithfully serving customers. “We're not
one of those companies that's here today and
tomorrow we're out of business,” Ritchie says.
“"Homeowners want to know you've been around
and that you stand behind your work "
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ERIK BLOCK
Erik Block Design-Build
Hadlyme, Conn.

Years in Business: 13
2015 Volume: $1.8 million
Staff: 3 field

Erik Block (pictured, right, with brother and
employee Haldan) owes his start to a fire at his
parents"home. Since he studied architectural
technology in college, he designed plans to
rebuild the house; upon seeing the plans, the
builder that completed the job hired him.

Now, Block turns others' requests into reality.
“A client came to us and said, ‘We want a new
kitchen and we want it to feel this way, and
showed us a bracelet,” he says. To best serve
those clients, Block keeps his team small. Right
now there are only a few employees, but he
says that's one of the key reasons he's been
successful. “You come into a jobsite and you're
like a ninja, all working really well together.”

A small team can't take on too many jobs for
fear of dropping in quality, but that's the kind of
work Block and his customers are happy with.
“It's the slow and steady approach,” he says. “If
we have two callbacks a year, that's rare.”

DILSHA & JOHN HAPPEL
H&H Builders
Denver

Years in Business: 19
2015 Volume: $1.5 million
Staff: 4 office, 4 field

Dilsha and John Happel attribute their
company's survival during the downturn
to operating like good squirrels: They
managed their money well and now
have secured a niche doing structural
remodeling, a choice that stems from
John's master’s degree in structural
engineering.

Due to the type of projects H&H
takes on, they only do around five to
10 projects a year. To make sure that
they're all successes, Dilsha acts as the
gatekeeper and speaks to every poten-
tial client on the phone before accepting
the job. “We screen all of our leads, 500
ayear give or take,” she says. "l spend
a lot of time on the phone with them.

I'll suggest solutions even if they aren't
customers.”

Making sure that only the best-fitting
leads go beyond the phone call stage
to meet with John is one of the systems
that has helped H&H Builders thrive.
“We're really big on systems,” Dilsha
says. "We have systems for everything.
They can be tough to develop, but sys-
tems make life better.”

One system that’s helped H&H retain
its employees is a longevity bonus.
After completing a full year of employ-
ment, an employee receives a slight
raise, regardless of whether or not
performance was at its peak. According
to Dilsha, “It's a little incentive. We like
you, you like us. It's also because we
keep the knowledge and experience
with the company.”
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“We’ve gotten
referrals off
of just the
feasibility study .
that hasn’t even
gotten off the
ground.”
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RANDY HANN
Contract Exteriors
Murrells Inlet, S.C.

Years in Business: 7
2015 Volume: $15.3 million
Staff: 12 office, 25 field

It's a given that customer satisfaction is key to
success. But Randy Hann takes that concept
to a whole new level with a devoted customer
experience department. “When people spend
$20,000 on their home, that's a lot of money.
And this is their home, their safe haven,” ex-
plains Eugenia Marshall, customer experience
manager. "When you interrupt that, you better
make sure someone is there asking the ques-
tions that need to be asked and making sure
everything is okay.”

To that end, the customer experience de-
partment “holds the hands” of customers from
start to finish. But it's really communication
that's crucial, Marshall says. That means daily
contact with customers, progress photos reg-
ularly uploaded to the client’s project portal,
and always asking: “What can we do to make
this better?” Marshall says. “There can never
be enough communication.”

REMODELINGMAG.COM

ANDREW LANGE
Drake Homes
Birmingham, Ala.

Years in Business: 5
2015 Volume: $5.2 million
Staff: 4 office, 3 field

Andrew Lange has been running Drake Homes
since 2011, doing what others have labeled
“heavy remodeling.” “We take houses that are
existing [and] take them down to the ground,”
Lange says. “In Birmingham, there's no lots.”
One of the ways he separates Drake
Homes from the competition is his pre-project
feasibility study. After the initial meeting with
potential clients, he estimates all of the costs
and draws up some initial plans. “They might
say, 'l want new hardwoods and an addition.’
I'll price that out. ... Sometimes we might do a
sketch to relay our thoughts or ideas.”
Offering that work for free is something
Lange has assessed, but he feels it's the right
choice for his company. “A lot of times what
happens is they'll bid out two or three people, or
want a commitment, or somebody local charges
for an estimate. We don't think that's the best
way to win the trust of our clients,” he says.

STEPHEN MCNEIL
Creative Property Restoration
Houston

Years in Business: 15
2015 Volume: $1.3 million
Staff: 3 office, 7 field

It was a deal too good to pass up: A HUD house
was up for auction at a rock-bottom price, and
Stephen McNeil decided to go for it. Never
mind that it was a former house of prostitution
or that McNeil had never renovated a home
before. “I cut my teeth on every phase of con-
struction by redoing that house,” he says.

That determination—and the gamble—has
paid off for McNeil, who transformed the
ramshackle house into what the Houston Post
called "the jewel of the neighborhood” and
launched CPR (tagline: Breathing New Life into
Homes) almost by accident. “People watch-
ing me redo the house hired me to redo their
house,” he says. “So | quit my job and went to
work as a contractor.” Years later, McNeil says
it's still the work he did on that original house
that sets his company apart. “I learned how
long things take, how much things cost, and
how emotional this entire process is.”
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GREG REHM
Liberty Hill Construction
Bedford, N.H.

Years in Business: 16
2015 Volume: $1.5 million
Staff: 5 office, 3 field

With a background in environmental studies and wine making, Greg Rehm (center, pictured
with Liberty Hill staff) didn't set out to become a remodeler. But once he started working as
a carpenter’s assistant, Rehm was hooked. “I really enjoyed the work and the industry, so |
started going out on my own and doing a lot of small jobs,” Rehm recalls. He also got himself
heavily involved in the industry through local and national positions on NAHB. In 2015 he
was the organization’s National Remodeler of the Year.

Rehm says he owes his success to being a “systems driven” company with clearly written
procedures and weekly team meetings. That combination has resulted in a company culture
that always puts the customer first. “The customer experience stays the same through
design, budgeting, planning, production, and follow up,” he says. “But it requires a lot of
supervision, management, and communication. We're just really excelling at that.”

JEF FORWARD
Forward Design Build
Ann Arbor, Mich.

Years in Business: 12
2015 Volume: $2.7 million
Staff: O office, 7 field

Forward Design Build has been growing so
much over the past few years that founder
Jef Forward's biggest problem is figuring out
how to unclog his workflow. “With growing the
company, we've transitioned from me being in
the way to all of us being in the way,” he says.

It's a problem that most companies would be
happy to have, but Forward has seen friends
and competitors fail because they grew too
quickly. “One of the biggest reasons remodel-
ing companies go out of business is that they
grow too fast. That was a big ‘a-ha’ moment,”
he says. To continue growing at a manageable
rate, Forward has limited his clients to only
certain types of jobs. To tackle those remod-
els, his designers have started utilizing virtual
design tools. “We'll fly clients through a project
and do different color renderings right there,”
Forward says. “It's been a pretty big change
for folks buying in emotionally to the design;
cost becomes more secondary.”
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JESS FRONCKOWIAK
J2 Solutions
Venice, Fla.

Years in Business: 14
2015 Volume: $6.8 milliom

Staff: 6 office, 21 field

When Jess Fronckowiak (shown
with vice president David Fouche,
right) got into remodeling, he
found his first success in an
unusual niche: detached garages.

Fast-forward to today, and he's
still using that original recipe—
only now it's for hospitals, one of
the most demanding niches for
any remodeler.

“It's very hard to get into the
club,” Fronckowiak says. “Imagine
doing construction inside a clean
operating room. That's what we
have to do.”

But being able to meet those
challenges has proved wildly
profitable. In 2015 alone, J2

Solutions went from seven to 21
employees. Fronckowiak says
that number will be soon be 30.

And it all started because Fron-
ckowiak was willing to take on
projects other contractors didn't
want to bother with. “We became
the panacea for our client. We
started solving their headaches,”
he says. “Eventually, we devel-
oped a reputation as the guys to
get it done. That led to bigger and
bigger projects.”

REMODELINGMAG.COM
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DAN DRAGOMIR
dRemodeling
Philadelphia

Years in Business: 8
2015 Volume: $1.9 million
Staff: 4 office, 11 field

dRemodeling started because Dan Drago-
mir couldn't find a decent contractor. At the
time, Dragomir was a project engineer who'd
been asked to find a contractor to fix a leak.
“It took two days to find a good contractor,”
Dragomir says. "l saw an opportunity, and |
grabbed it.” Never mind that Dragomir had no
remodeling experience. He figured his project
management skills coupled with a veteran
contractor partner would steer him in the right
direction. Today, that intuition has turned into
a million-dollar-plus going concern.

Dragomir still doesn't use subcontractors.
“With subs, it's very hard to control the quality
of the work,"” he says. Instead, Dragomir en-
courages his employees to exceed expecta-
tion. They get bonuses for finishing jobs early
—and for customers who lead to referrals.
“That's an incentive for them,” he says. "We
put the client first, always.”
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NATE BAHM
Nate's Custom Renovations
Lincoln, Neb.

Years in Business: 7
2015 Volume: $960,000
Staff: 2 office, 4 field

When Nate Bahm started his business in
20009, he quickly realized the biggest hurdle
he had to overcome was the experience
customers had with other contractors. So he
immediately set out to differentiate himself
with a nine-point promise that focuses on
the customer experience, and a three-year
warranty on all work. “| decided that we were
going to change the public's perception of con-
tractors, if not in general, at least in our little
corner of the world,” he writes on his website.
As part of that change, Bahm makes sure
his crews—all full-time employees—focus
onone job at atime. “That's a real big key
because it makes the process so much more
efficient,” he says, adding that many customer
complaints about contractors just come down
to poor scheduling. “They'll start on something
and then something else comes up and they'll
start on that.”
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BRANDON ERDMANN
HomeSealed Exteriors
Milwaukee

Years in Business: 9
2015 Volume: $2.3 million
Staff: 8 office, 1 field

HomeSealed Exteriors has found success by
following straightforward principles: setting
clear expectations and communicating
effectively. “We firmly believe in providing a
positive, team-oriented environment,” says
company president Brandon Erdmann. “There
is no yelling or bickering around our office.”
That focus on solutions extends to clients
as well. Each client, no matter the size of the
project, is treated as a top-tier customer. “We
constantly remind our staff that no matter
how routine the tasks of your job may feel ...
this person has invested thousands of dollars
with our company and deserves to be treated
as such,” Erdmann says. To attract and retain
top talent, HomeSealed prioritizes a simple
benefit: salary. “We offer pay that is in the top
tier of every position in our market. We believe
in having A-grade players on our team, and it is
necessary to pay in a corresponding manner.”
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JOSH KEENEY

LeafGuard Gutters and Roofing
of Northeast Wisconsin
Neenah, Wis.

Years in Business: 7
2015 Volume: $4.6 million
Staff: 5 office, 20 field

For Josh Keeney, starting his business in the
maw of the Great Recession made a huge dif-
ference in operations. "It gave us our culture,”
says Keeney. “"Had we started the business at
the peak of the economy, | don't know if we'd
be as grounded and customer focused.”

Today, Keeney's mantra is not just to have
customers, but have customers for life. That
means doing whatever it takes to make clients
happy—and keep them that way. For example,
one customer asked to have his downspout 1
inch shorter. When a crew showed up to make
it happen, he was shocked. “But the mileage
we've gotten out of that customer on a referral
basis is incredible,” Keeney says.

For Keeney, that's what exceeding expec-
tations is all about. “You shouldn't have to run
and hide from a customer. If you're doing that,
you're in the wrong business.”
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DUSTIN & JASON ROYER
RAMS Investing
Greenwood, Ind.

Years in Business: 8
2015 Volume: $600,000
Staff: 1 office, 2 field

The 2008 housing crash was the signal for
Jason and Dustin Royer to start their compa-
ny. With a background in realty, the two saw
an opportunity amid the chaos. “You're never
going to find a better time to find a house,” Ja-
son remembers thinking. “Why aren't we doing
this?” The brothers turned business partners
began buying and flipping houses and thus,
RAMS Investing was born.

Now, they work not only on flipping homes
but are exploring opportunities such as rental
properties. To grow as a business and take on
larger projects, Jason and Dustin have contin-
ued to educate themselves by taking classes
and networking in the community. “I think
we have a pretty good reputation here in the
Indianapolis area,” Jason says. And maintain-
ing that reputation is important to them. “Your
name is everything. We don't want to pass
along a product to someone and they hate it."

STEPHANIE VANDERBILT
Coastal Windows & Exteriors
Beverly, Mass.

Years in Business: 5
2015 Volume: $2.8 million
Staff: 7 office, 12 field

Before Stephanie Vanderbilt started
Coastal Windows & Exteriors with

her husband David, she was a special
education teacher. Turns out, working
with homeowners isn't all that different.
With both, Vanderbilt says, it's all about
appreciating the audience.

“When you're teaching a special
needs child, you have to think past what
you see. What are the issues you have
to get past to reach them and how can
you identify with them?” Vanderbilt
says. | related that to homeowners.
We're homeowners ourselves. We un-
derstand there's fear about renovation.
So we made sure we took those fears
and built trust.”

How? Once again, through educating
customers. As part of those efforts,
Vanderbilt writes a “Dear Abby" style
column for local papers called At Home
With Stephanie in which readers submit
questions. “We get leads from that all
the time,” she says.

Vanderbilt points to Coastal Windows'
A+ rating on Angie's List and top awards
from industry trade groups. But she
says the company’s core values really
win customers over—and teach them
how it's different from the rest. “We
don't take advantage of people,” she
says. “We really tailor solutions to them.”

That approach seems to be working.
Vanderbilt says Coastal Windows has
exceeded its sales goals every year and
this year is on pace for 25% growth.
That would make it a $4 million company.
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JOSEPH SMITH
Owings Home Services
Eldersburg, Md.

Years in Business: 13
2015 Volume: $2.6 million
Staff: 5 office, 10 field

If the Owings name looks familiar, it's because
sister company Owings Brothers Contracting
was named Big50 in 2001. Owings Home
Services is a separate beast that specializes
in kitchen and baths. “But | think the reason
people call us is we can do more than kitch-
ens,” says managing partner Joseph Smith.
“Our niche is as a service provider.”

To earn that reputation as a service provid-
er, Smith employs two interior designers and
promotes design to encourage customers. “I'll
give them 50% of the design fee back if they
sign up for design. We find that once design is
involved, the homeowner gets involved.”

Owings is also dedicated to online market-
ing and showcasing its work through photos
and videos. “We're all in for digital,” Smith
says. “"We track everything: where leads come
from, how many jobs sold. We think videos will
be better. We try something new every year."
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LARRY RYCHLOWSKI
Imperial Kitchens and Baths
Brookfield, Ill.

Years in Business: 50
2015 Volume: $1.9 million
Staff: 7 office, 4 field

Imperial Kitchens and Baths owner Larry Ry-
chlowski has what he calls “a neurotic need to
please.” Saying it's a result of his upbringing,
Rychlowski looks for employees who share
that same tendency—and uses his back-
ground as a teacher to help enhance his cus-
tomer service. “We try to educate our clients
so they understand why we need to do things,’
he says. “We go to all the seminars and learn
how and why you do things. The people who
know why are far superior. After we become
knowledgeable, we come back and educate
our employees and our contractors.”

The company also has a full-service shop
on the premises, allowing for a much faster
turnaround for things like cabinets. According
to Rychlowski, “When changes occur, it makes
the difference. No ordering in six weeks; it's
back in 45 minutes to the client. People are
looking for instant gratification.”

'

LEO LANTZ
Leo Lantz Construction
Glen Allen, Va.

Years in Business: 9
2015 Volume: $1.3 million
Staff: 2 office, 1 field

When Leo Lantz hires subcontractors, he
knows if he's getting good work out of them—
because at some point in his career, he's done
it himself. From the time he was an “indentured
servant” for his dad's real estate empire to
working his way through college doing remod-
eling, Lantz has been involved in renovation
the better part of his life. “I've done everything
on a house,” he says. “So each job is going to
be done to my satisfaction, and they know it.”

That approach seems to be working. Lantz is
currently booked four months in advance, and
he's going to need an addition to his office if he
gets any more accolades. Along with his Best
of Houzz award four years running, he received
a Remodeling Excellence award from NAHB
and NARI's Contractor of the Year award.

For Lantz, it goes back to showing custom-
ers why they should hire him. “We consistently
produce beautiful projects for people,” he says.

REMODELINGMAG.COM
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RUSSELL BUDD
PBS Contractors
Naples, Fla.

Years in Business: 30
2015 Volume: $8.8 million
Staff: 20 office, 22 field

Russell Budd started PBS Contractors to do
primarily commercial work. The recession
changed all that. Residential remodeling was
one of the few areas left, so Budd shifted gears
and began working with homeowners. “Some
of the fun onresidential is not the job, it's the
relationship—in contrast to the commercial
market, which is very transactional,” he says.
With the market picking back up, PBS is
re-growing its commercial development while
retaining the strong customer connection it
developed. To accomplish that, PBS utilizes
a Concierge Builder service. “Think of a con-
cierge you'd meet in a high-end hotel; they
make the experience even better,” Budd says.
“That is the attitude we take with our clients.
We look for what they need and then how to get
it done.” The Concierge Builder service means
no job is too small. “If it's moving furniture, or
whatever, we'd never say, 'We don't do that.”
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WARD & SADORA HAMPSON
Classic Remodeling NW
Everett, Wash.

Years in Business: 7
2015 Volume: $1.3 million
Staff: 3 office, 6 field

Ward Hampson built his company on superior
customer service. So when he and his wife
SaDora (pictured, center, with staff) decided to
remodel their bathroom, he saw an opportunity.
“We did it to be on the customer side of the equa-
tion," Ward says. “And | really learned a lot."

He put that education to work with a 15-point
daily checklist that crews follow to make sure
they're not leaving behind a mess—and they're
making customers happy. That list goes on a
whiteboard that's displayed in the office, where
the team is reminded of it every day and custom-
ers see it the moment they walk in.

Once hired, each client is assigned what Ward
calls a “client satisfaction representative” who
follows the project from beginning to end. If any
questions arise, company policy is that someone
will get back to the customer within 24 hours.
“This industry has a horrible reputation, and I'm
trying to combat that," he says.

ANNA & BUTCH WUCHTER
Rock Solid Builders
McHenry, Ill.

Years in Business: 10
2015 Volume: $1.6 million
Staff: 3 office, 7 field

A lot of people thought Anna Wuchter
and her husband Butch were a bit bon-
kers when they announced they were
forming a new business focused ex-
clusively on deck building. Just decks?
Surely there couldn't be enough work,
the naysayers said. The whole thing
was crazy.

Turned out, the Wuchters were
crazy like a fox. For years, Anna had
worked in corporate quality control,
developing customer service stan-
dards for Fortune 500 companies.
Now the deck building company gives
her the ideal platform to cash in on
those same skills. “All those years
developing quality control really
prepared us,” she says. “l wanted our
customer service to be far superior to
anyone else's from day one.”

Quiality control meant hiring her
own crews rather than subs. It also
meant specializing even further with
Trex composite decking materials. The
result? Today, the company is con-
sistently booked out three months in
advance and is looking to add another
crew to keep up with demand.

But Anna says superior customer
service is the real key to their success.
“The customer is always right,” she
says. "Even when they're not, we can
frame the situation so they feel like
their feelings are being validated.”
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GREG & BIANCA BEDNARSKI
Siding & Windows Group
Glenview, .

Years in Business: 32
2015 Volume: $5.5 million
Staff: 5 office

Siding & Windows Group has had some of the
same employees for 15 years—and the owners
know how integral those employees are to suc-
cess. "We deliver coffee and snacks to jobsites.
We make our employees our priority,” Bianca
Bednarski says. That's key, since they're the
ones on the jobsite each day. If anissue arises,
it's expected that whoever is there will resolve
it as soon as possible. “Our staff is extensively
trained with an eye for detail,” she says. "Each
house is different and unique. Our staff can
shift gears to meet client needs.”

To help meet those needs, Siding & Win-
dows Group uses the latest apps to create dig-
ital models and simplify tasks like estimation
and measuring, Bianca says. The company
also shows off its technical prowess in the
online design center: Clients can upload pho-
tos of their own homes and explore product
possibilities and changes in real time.
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CRAIG POSTLEWAIT
Pendulum Solutions LLC and
Post Haste Handyman Services
Wayne, Pa.

Years in Business: 6
2015 Volume: $850,000
Staff: 2 office, 4 field

The economic downturn may have been the
best thing to happen to Craig Postlewait's
business. Knowing he needed a new strategy
to survive, Postlewait started a handyman
service. “A lot of people were competing for
the larger jobs, but no one was handling what
the market was offering,” he says.

Today, he says 25% to 30% of his large-proj-
ect customers start with the handyman service.
“People get comfortable with us through the
handyman service and when they're ready to do
the big project, they already know us!" It works
the other way, too. But whether a project is big
or small, Postlewait never just sends a person
out to do a job. “| make an appointment and | go
look at it," he says. “The whole purpose is for me
to build a relationship, and | can't do that if | just
send a guy out. | find a lot of clients don't even
know what they really want.”

MAIDA & ANDY KORTE
Designs by Maida
Rolling Meadows, Ill.

Years in Business: 28
2015 Volume: $4 million
Staff: 4 office, 4 field

Maida Korte comes from a long line of
contractors, so it was only natural for
her to end up in the remodeling field.
She started Designs by Maida as a
part-time job, building her business
into one that today deals with high-end
clients with high-end expectations.
“They want an excellent product in an
excellent time for an excellent price,”
she says. "Because there's so many
people, they can ask, why should they
choose us?”

Maida answers that question by
having a tight relationship with her
subcontractors, ensuring that items like
stone countertops arrive within seven
to 10 days instead of four to six weeks.
In order to keep that tight schedule,
she looked at her operations at the end
of 2014 and decided to modernize as
much as possible. Utilizing cloud-based
computing and programs that are easily
understandable by clients, such as
Microsoft's Outlook 365, has helped
her stay up to date with clients, but the
biggest boon came when she rede-
signed her website.

“l cannot begin to tell you how worth-
while it was to invest in that. Instantly
there were thousands saying they love
the website. It's all about the pictures,”
Maida says. She also makes sure to per-
sonally post on social media sites like
Facebook and Twitter. According to her,
that personal touch—knowing that the
owner is saying something—attracts
more attention.
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PETER DI NATALE
Peter Di Natale & Associates
Cold Spring, N.Y.

Years in Business: 26
2015 Volume: $3.5 million
Staff: 5 office, 11 field

Peter Di Natale secured two projects the first
day he started his business, and it's continued
to grow since. Focusing on upscale remodels,
Di Natale works with outside architects to
design the project while his crew focuses on
the execution. “Because of the size of the proj-
ects, our preference is to build it and allow the
design professional to do their thing,” he says.
One of his keys to maintaining high quality
is to work with the homeowner to make sure
everything is ordered on time. “If we see some-
thing like a bathtub with a ridiculous lead time,
we take it to the owner and architects. They're
really relying on us as a partner to identify
potential delays like that,” Di Natale says.
After the project ends, Di Natale maintains
connections with his clients, doing smaller
jobs and repairs. “Our contracts say a year. |
don't care if it's actually two, three, five, seven
years. We'll go fix something at no charge.”
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BEN AND STEPHANIE TRANNEL
Red House Remodeling
West Des Moines, lowa

Years in Business: 7
2015 Volume: $1.7 million
Staff: 4 office, 3 field

Ben and Stephanie Trannel learned how to
operate their business during the lean years
right after the downturn. In hindsight, Ben
acknowledges that the timing wasn't perfect,
but starting under such tight conditions has
ultimately benefited the growing Red House
Remodeling. “That first year, we struggled
with volume,” he says. “It helped us learn

how we wanted to run it before we became
overwhelmed.”

Started as a Case Design/Remodeling fran-
chise, the Trannels decided to go independent
so they could focus on building relationships
in the community. “We have a lot of respect
for Case,” says Ben. “For a year, we decided to
think about why we're here. This is a personal
business.” That personal touch has informed
their sales process: Once the scope of the
project is set, Ben talks to each homeowner to
learn why they want the project completed.

“It would’ve been
nicer to start when
there was more
work available, but
starting when the
economy was down
helped us get our
legs under us.”

MATT CAVIGLIA
Reel Construction
Sparks, Nev.

Years in Business: 40
2015 Volume: $2.4 million
Staff: 6 office, 13 field

As aninsurance contractor, Matt Caviglia sees
the benefits of a remodel for a homeowner
immediately. Reel Construction takes pride in
getting people back into their homes as quickly
as possible. “The thing | like most about itis ...
when they come in and you do the final walk-
through, especially if we've done any extra
things, just to see their face,” Caviglia says.
Walking the fine line between obligations
to the homeowner and the insurance adjuster
can be challenging, but educating the home-
owner on what's covered leads to the best
results. “We can do whatever you want, but
you might have to pay out of pocket. Every
now and then we'll get someone who's been
planning to remodel. This is the silver lining.”
Caviglia also works with CARE Chest, a
Nevada nonprofit, to help make homes more
accessible after an injury or for elderly home-
owners. “It's really opened my eyes,” he says.
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Get it right. Make it Therma-Tru.
A new Therma-Tru. entry door can increase a home’s perceived value

by 4.2% or $18,750 on average.*

Now that’s a smart investment.

www.thermatru.com/curbappeal
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DOORS

*Based on a nationwide survey of consumers’ estimates of perceived home value based on exterior appearance. Not based on actual home sales. Results may vary based on region
and home style. Therma-Tru’s “National Home Valuation Study” was commissioned by Therma-Tru in 2015 and conducted by TNS, an independent provider of Internet-based research.
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TODD & KIM PIERPOINT
Pierpoint Construction @
Stafford, Va.

Years in Business: 26
2015 Volume: $1.9 million
Staff: 2 office, 11 field

The goal at Pierpoint Construction isn't to just remodel a room or repair a damaged pipe.
Company president Todd Pierpoint strives to be a one-stop shop for whatever customers
need. “Relationships are important to us, and we want to be our customers’ sole source for
any question that comes up regarding home remodeling or repairs,” he says. “For example,
‘How do | make my home more energy efficient?’ Or, ‘My mother will move in soon and we
need to make accommodations to our bathroom, will you take a look?"

To maintain that status as a trusted wealth of information, regardless of the project,
Pierpoint prides itself on quality and takes the time necessary to complete a job. “We will not
compromise our quality to cut costs or time to get a job. We have been in business for over
25 years now. We have demonstrated that our work will last and that we will stand behind
our work,” Todd says.

BRIAN GOTTLIEB
Tundraland
Kaukauna, Wis.

Years in Business: 7
2015 Volume: $18.1 million
Staff: 25 office, 60 field

Since Brian Gottlieb started Tundraland in
2009, the company has quickly grown to more
than $18 million in sales. The secret, he says, is
company culture. “I don't believe in just hiring a
bunch of skilled people and then motivate. | be-
lieve you hire motivated people.” And in order
to keep those people motivated, Gottlieb has
instituted benefits to attract someone looking
for an opportunity, not just a job. “If somebody
graduates and has college debt, we'll help them
pay it down,” he says. “It attracts a different
type of personnel. While they like a salary and
bonuses, they have debt. The most important
thing is to pay that debt down.”

Leveraging that culture for sales, Tun-
draland has adopted a team selling process.
Instead of one salesmen, a group of designers
is sent out for whatever parts of the home the
customer is looking to remodel. “The custom-
ers appreciate that. The customer feels like
they have a team assigned,” Gottlieb says.
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PAUL & MARY MAKI
Porch Conversion @
Wilmington, N.C.

Years in Business: 6
2015 Volume: $4.2 million

Staff: 4 office, 24 field

Porch Conversion's niche is
somewhat obvious; it's in the
name of the company. But what's
more unusual is how the Makis
(pictured with partners Scott

Fitzgerald and Brian Walsh) have
built a business around convert-
ing porches into rooms that are
usable all year. “A lot of builders
build these screen porches that,
because of our climate, it's either
too hot or cold, too muggy or too
buggy,” Paul says. “It opens up the
market to people to want these
porches to be used year round.”
The company has tapped into
that growing market. Last year,
it completed 494 jobs, and this

year is on pace to overtake that
number. Transforming a porch

to a more functional room varies
from job to job, from homeowners
who want a fully-furnished sun-
room to those who simply want to
keep out dirt and other evidence
of the elements, Paul says.

Now, his challenge is how to
grow appropriately. “Our claim to
fame is that though we've grown,
we're still mom and pop,” he says. ‘|
haven't had turnover in five years.”
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You're looking at the first and only product conceived and engineered to take on all the challenges
exterior trim faces like moisture, rot, termites, checking, splitting and cracking. The first and only
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SCOTT MCCOLLUM SR.
McRoof
Oklahoma City

Years in Business: 7
2015 Volume: $2 million
Staff: 2 office, 3 field

The last thing Scott McCollum wanted to do
was chase a storm. But after Oklahoma City
got hit with a major hailstorm in 2010, McCol-
lum was asked to help four storm victims. Two
of those became his first customers, and from
those humble beginnings, McRoof was born.

“|'ve spent the last five years trying to keep
a lid on this business,” McCollum says. But
now, that lid is getting blown. McRoof is an
insurance company-preferred contractor, and
the first in the state to be credentialed for the
MadSky Managed Repair Program network.
“We'll be the first boots on the ground after a
storm,”he says. "And when you're a recognized
name, you automatically capture a certain
portion of that neighborhood.”

Using MadSky, McRoof can go through the
entire process of inspecting, estimating, and
getting insurance adjuster approval from an
iPad. “It's the future,” McCollum says.
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WES CROCKET & MATT LEDERER
Mahogany Builders
Chicago

Years in Business: 16
2015 Volume: $2.4 million
Staff: 7 office, 13 field

Over the last three years, Mahogany Builders
has doubled its luxury remodeling business.
What's really remarkable is that it has spent
less than 1% on marketing to do it. How did the
company achieve such great ROI? By taking a
high-end hotel approach to remodeling, says
Wes Crocket, the company's business man-
ager, who has a background in chichi hotels.
Crocket and company use the hotel approach
to resolution: Restate the problem; empathize;
solve the problem; then follow up. And above
all, always make sure the customer looks good.
For Mahogany Builders, which works in a
lot of tight-quartered high rises, that means
leaving a bottle of champagne on a neighbor's
doorstep, talking them through the renovation
process, and going “above and beyond” to be
considerate. “That makes the homeowner
look good,” Crocket says. “And there's nothing
better you cando.”

DAN & JESSICA
WEBBER

Webber Development
and Construction
Watkinsville, Ga.

Years in Business: 11
2015 Volume: $600,000
Staff: 2 office, 1 field

When Dan Webber decided to pivot
from home building to kitchen and bath
renovation in 2008, he knew he had a
secret weapon: his daughter, Jessica.
“It's a huge advantage to have Jessica
with me,” says Dan. “People like to see a
dad and daughter working together.”

Of course, Jessica is more than just a
comforting presence; she's also the only
accredited kitchen designer in the area.
“That lends the team a lot of credibility,”
Dan says. Adding to that credibility is
arock-solid schedule every customer
receives once a job starts showing
what's going to happen each day. As
work progresses, daily emails review the
day's work and what to expect.

Dan says the company has only
missed the schedule once in the last
three years, and that was due to anice
storm. But even then, the team came so
close to making the schedule that the
customer gave them a surprise. “That's
the only time we've gotten an unsolic-
ited cash bonus of $2,000," Dan says.
“We were just flabbergasted.”

One reason the company can hew to
schedule is that it also makes its own
cabinets. That, plus Dan’s secret weap-
on. Jessica works with clients to pick
out all materials and plan the project
down to the smallest detail. “We work
really hard on the front end to finalize
those decisions,” Dan says. “We try to
eliminate surprises.”
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MATT MARTINI
OnSight Construction
Cincinnati

Years in Business: 6
2015 Volume: $470,000
Staff: 1 office, 3 field

After a series of fits and starts, Matt Martini
thought he'd landed the perfect job with
Procter & Gamble. “When you grow up in
Cincinnati, that's a dream come true,” he
says. But it turned out being a corporate exec
wasn't Martini's dream after all. So he started
a handyman service that quickly morphed into
his full-service remodeling company, which is
making other people’s dreams come true.
Turns out, that's where the money's at. Last
year, Martini says, he more than doubled his
business. How has he made the transition? It's
all about providing good value for the quality
of the work; for Martini, that comes down to
who he hires. “These are all people I'd trust
in my own home.” That's crucial, he says, be-
cause as much as it is a business, remodeling
is arelationship. “We have to cohabitate with
our clients, so we have to respect their privacy
and even get to know their pets,” he says.
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SKIP LABELLA
Closet America
Lanham, Md.

Years in Business: 7
2015 Volume: $7 million
Staff: 32 office, 29 field

Closet America has its business down to an
exact science. Using specialized software,
designers show customers what their final
closet will look like on a tablet, where they get
signoff and payment. Those specs are then
sent directly to the company-owned factory,
where parts are labeled with the customer's
name and address.

“What the homeowner sees on the screen
is what they get,” says Josh Kiernan, the com-
pany's marketing director. “There's zero room
for human error.” But that doesn't mean Closet
America has lost its human touch. Building
customer trust and loyalty has been a cor-
nerstone of the company's success. Kiernan
credits much of that success to the company's
commitment to do all work with employees
rather than subs. “It's a huge value proposition
for us,” he says. “We have 100% control when
they work for us.”

MARK QUIGLEY
Mark W. Quigley General Contracting
Newton, Mass.

Years in Business: 30
2015 Volume: $600,000
Staff: 1 office, 4 field

Being based in Boston, Mark Quigley has
learned a lot about historic restoration. “Bos-
ton, being one of the older cities in the U.S.,
has a very old housing stock,” he says. Due to
the specialized nature of the job, education is
important, so Quigley and his staff participate
in courses that focus on historic preservation.
On arecent renovation of a 1920s Tudor
house, Quigley restored about 70% of its exte-
rior wood but found a 12-foot-long piece rotted
at one end. To ensure the client was happy, he
special-ordered a new beam from Canada. “A
lot of times you can get lucky with wood that's
available for decoratives,” he says. “The struc-
tural and decorative pieces are different.” That
cost and time might be intimidating to some,
but Quigley says most of his clients appreciate
his dedication to accuracy. “You're living in an
antique, something that has a lot of value. If it's
done wrong, it can ruin the value of the house.”
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JIM COLLINS &
TRACY CORRIVEAU
Kitsap Kitchen and Bath
Poulsbo, Wash.

Years in Business: 7
2015 Volume: $1.2 million
Staff: 6 office, 3 field

Kitsap Kitchen and Bath was formed to give
clients a one-stop shop so they didn't have to
make a long drive or ferry ride to get to Seattle.
“We're the only ones who have [a showroom]
over here,” says lead interior designer Tracy
Corriveau. Founded as a subsidiary of local
general contractor Collins Homes, attention to
detail has helped Kitsap forge its own identity
and relationships with customers. “We're

very attentive,” Corriveau says. “We jump and
things get resolved, no questions asked.”

The company keeps customers engaged
throughout the process by using a digital
sketching program to provide real-time
updates and show a 3D rendering of what the
project will look like. “We used to do hand draft-
ing. Now, we hand off to a designer who has
the SketchUp program,” Corriveau says. “It's a
great presentation program. It sells the jobs."

52 REMODELING / MAY 2016

£\

v

GARY & CATHY HALDEMAN
HC Remodeling and Design
Council Bluffs, lowa

Years in Business: 4
2015 Volume: $680,000
Staff: 3 office, 3 field

Used to be, Gary Haldeman loved his job, but
hated getting paid. “Anytime we had to deal
with money was stressful for him,” says wife
and business manager, Cathy. So she decided
to change the equation. Using Co-construct
project management software, HC Remodeling
and Design keeps clients updated regarding
project costs, scheduling, and change orders
throughout the job, rather than surprising
them at the end. “We get to the end of the job
and people pay us, and that's that,” Cathy says.
The benefits don't end there. A companion
mobile app connects the team in the field with
access to all project documents and details.
Another app-based solution, TSheets, allows
the Haldemans to keep track of the crew
throughout the day. Cathy and company use
all of this data to improve estimating—and the
customer experience. “The more data we have,
the more we learn how to get better,” she says.

MILES WILKINS
The Board Store
La Crosse, Wis.

Years in Business: 26
2015 Volume: $4.8 million
Staff: 19 office, 22 field

If you live near La Crosse, Wis., chances
are you recognize Miles Wilkins. First off,
Wilkins" main billboard is a profile of him
pointing customers to his store, with his
trademark bald noggin sticking above
the top. But what makes the billboard—
and Wilkins—so memorable are the
different hats he puts on, depending on
the season. For example, for the store's
annual anniversary sale, Wilkins' billboard
persona wears a birthday hat. “I'll be out
in public and people will say, ‘When are
you going to change your hat?" says the
marketing-savvy 71-year-old.

Even if you miss the billboard, you're
likely to spot Wilkins on one of his
long-running TV spots, which have been
filmed right in the store he's owned since
1991. “That's part of our brand. Plus, I'm
cheap talent,” he jokes.

If you're a cord cutter, you can see
Wilkins in the local newspaper, where he
pays to write a regular advertorial edu-
cating customers about new products or
trends. “I've had people come in and say, |
read your column'’all the time, rather than
thinking it's an ad,” Wilkins says. “It just
gives us an identity in the community. It's
all about trust”

One way Wilkes gains that trust with
a 10-year workmanship warranty on
everything the company does—even
if the manufacturer's warranty doesn't
cover it. His approach is paying off: Since
taking over the store in 1991, he's grown
from $450,000 in annual sales to about
$5 million today.
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JACK CROCKER
Classic Home Improvements
Escondido, Calif.

Years in Business: 6
2015 Volume: $3.5 million
Staff: 11 office, 4 field

Jack Crocker's father owned a remodeling company when he was young, so when he was ready
to leave corporate America, he knew what he wanted to do: Classic Home Improvements was
born, marrying the best practices of both big and small remodeling companies. “We wanted

to be able to offer whole packages, not just services, and be a contractor for a lifetime,” says
Crocker (pictured, center, with wife Nicole and staff).

A recent addition that's been popular with customers is a personal shopper. Growing from
salesmen offering advice to clients, it became a formalized position for someone with a back-
ground in design. “The personal shopper talks about their style, gets a good feel for their space,
and guides them down the road,” Crocker says. The service has generated positive feedback—
and while referrals are still the heart of the company'’s leads, Crocker knows the days of a good
word by itself are in the past. “It's the ultimate compliment, but it's naive to rely on that alone.”

EDWARD CHMAR
Homelife Remodeling
Towson, Md.

Years in Business: 7
2015 Volume: $1.3 million
Staff: 3 office, 14 field

Edward Chmar formed the policies of Homelife
Remodeling to fight back against what he calls
“fly by night” contractors. He's aware of a stig-
ma against contractors and wants his clients
to feel safe having him work on their homes. “|
don't take a deposit up front. | do this because
| want people to trust us,” says Chmar.

To ensure that his clients are at ease,
Chmar makes himself available at all times.

“l probably care more than | should,” he says.
“I'm very involved and talk to all the customers.
They know if there's an issue they canreach
someone who can make decisions and get
things done. It just avoids major problems
when things can be handled quickly.”

Chmar also ensures that Homelife utilizes
the best technology—not for novelty, but for
its efficiency. “I could run my entire business
from the backseat of a car if | needed,” he
says. “It's all right there as long as you have an
internet connection.”
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ANTHONY OBEDOZA
Southern Maryland Kitchen,
Bath, Floors & Design
California, Md.

Years in Business: 7
2015 Volume: $3.7 million
Staff: 7 office, 9 field

Anthony Obedoza, lead designer
and general manager at Southern
Maryland Kitchen, Bath, Floors

& Design, understands that

remodelers have to complement
excellent final products with
exceptional customer service.
It's a key tenet that's helped the
company excel.

“We spend a lot of money to
try and catch mistakes to ensure
customers are happy throughout
the process,” Obedoza says. To
that end, the company handles
everything with an intense focus
on customer service. “We can
select all the material at the show-

room, design it for them, and then
construct everything from start
to end of the project,” he says.

The company was created to
handle a full range of projects
and fill a void in the local area,
says Obedoza. “There's plenty of
remodelers out there who can do
contracting work, but no design/
build firm that covered the full
gamut—a one-stop shop to help
them design the room they desire
and help create it for them.”
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YOHE ROJAS
Team Leader
Whirlpool plant in Clyde, Ohio
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When you want consistent, proven quality in an appliance, depend on Whirlpool Corporation.
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CHAD NYBERG
Property Claims Solutions
Eagan, Minn.

Years in Business: 10
2015 Volume: $14 million
Staff: 7 office, 13 field

The folks at Property Claims Solutions don't
just believe in climate change, they bank on

it. "Now, when it's hailing, it's like, ‘Oh my God,
money!” says marketing manager Eric Kollauf.
That's because as the name suggests, PCS is all
about storm damage, especially when it comes
to aluminum clad windows, a style popular with
builders in the late '80s and early '90s, Kollauf
says. These windows are “like a pop can”in a
hailstorm, he adds. Though damage may not be
noticeable, it can cause other problems with
windows that warranties cover.

PCS handles all aspects of storm damage:
roofing, gutters, siding, insurance claim
management, and damage assessment. But
Kollauf says windows are where the company
really sets itself apart, simply because most
contractors “don't want to deal with that hassle.”
Willingness to do so has proved so successful
for PCS, it's now opening offices in Wisconsin,
Colorado, and lllinois, with more to come. “We're
trying to take our model and share it with every-
one," Kollauf says.

SCOTT LISENO &
STEVE MEIERDIERCKS
Omnia Construction

Cornelius, N.C.

Years in Business: 5
2015 Volume: $540,000
Staff: 1 office, 1 field

Though Scott Liseno saw the 2008 housing
crash coming, he wanted to keep working in
construction. He took a job working on commer-
cial properties—and quickly learned a lesson.
“Commercial and residential are completely
different animals,” he says. “l enjoy being on the
jobsite and dealing with trades. As a project
manager | didn't get to do that.”

Liseno returned to residential remodeling in
2009 and started Omnia Constructionin 2011,
taking the lessons he learned to forge a better
business. "I learned a lot about scopes of work:
figuring out what's in the job, parts and pieces,
trades. We scope out the job so we know ahead
of time all the parts and pieces!”

At the second job check—after a verbal
commitment but before an official price—it's
not just Liseno; the trades talk with clients as
well. “The end result of the visit is accurate
trade pricing, feedback from the subs on the
best approach to the work, and increased client
confidence in our company,” Liseno says.

REMODELINGMAG.COM

Scott Bolster Photography; Tim Coffey Photography



Et Wk
et e s g |

Jeremiah Miller of our Walnut Creek, OH facility does.

The Professional Way is the only way at ProVia.

Hand-staining by professional painters is only one in the seven-step Dura-Fuse™ finishing system
at ProVia. To us, the surfaces and preparations underneath are as important as the ones everyone
sees and touches.

[t's our mission—to serve by caring for details in ways others won’t—that ensures the highest
manufacturing standards.

We’re building our products and our company to last a lifetime. That’s the Professional Way.

Visit www.provia.com to find out how you can experience The Professional Way.
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Earn Contractor Rewards™ when you buy
leading building products.

It's completely free to join. Simply sign up online. And collect rewards points with every purchase from

top-name brands in our growing list of manufacturers — including plumbing products, windows and
doors, kitchen and bath, and building materials.

Redeem your points for thousands of items from vacations to tools and recreation equipment. It’s a great
way to earn rewards for employees, customers and yourself. Welcome to the easiest part of your job.

Start bhuilding rewards now: ContractorRewards.com
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The buying power
customers demand.

The tools and technology
that power it.

Big. Small. Regional. Local. Every Home Improvement
business is different. But they all share a common ambition:
to succeed. And it starts by serving customers better.
Synchrony Financial delivers payment solutions that help
make buying more convenient, drive traffic, increase
average transaction size, and build repeat business to help
you develop long lasting relationships. Whatever you're
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Engage with us
at toolbox.mysynchrony.com
or 1-855-974-5360
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Introducing Windsor Revive” pocket replacement windows, the easiest way to
be the superhero of your next remodeling project. Available in Wood Clad, Hybrid

and Vinyl, Revive replacement windows help breathe new life into your client’s home.

Go to windsorrevive.com/superhero to find the perfect solution for your next
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Melissa Oehme

Intellectual Property

Design Group Three draws a line on the value of design

BY BRUCE D. SNIDER

Nobody likes getting ripped off, and as design/build ar-
chitect Alan Freysinger waited his turn at a local design re-
view board session, he realized in a flash that he had been.
Among those seeking plan approval that day were a couple of
Freysinger’s former clients—presenting one of his designs.
“We had met with the owners and charged them a rel-
atively small amount for the preliminary design,” says
Freysinger, who assumed that this would lead to a design/

build contract for his Milwaukee-based firm, Design Group
Three. Instead, he says, “they took the drawings, finished
them to a buildable level, and elected to act as their own gen-
eral contractor. The board loved it, but we got paid $700, and
the owners walked away with the design.”

The experience served as a wake-up call. Freysinger and
partner Robert Prindiville developed a new way of charging
for design that not only protects their creative output but also
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Design / Build

boosts their closing ratio, helps manage their workflow, and al-
lows the design side of the business to generate a profit.

DEMONSTRATING THE VALUE OF DESIGN

A perennial hurdle for any supplier of architectural services is that
clients tend to think that ideas are free, so design should be cheap.
“When people hear the dollar amount for stand-alone design ser-
vices, they think, ‘Man that’s a lot of money. I could do something
else with that,” Freysinger says. As every producer of intellectual
property knows, ideas are hard to protect, and architects and de-
signers face their own version of that problem. “The minute you
charge someone for a design, they have a right to the design,”
Freysinger says. Because he had charged his clients a nominal
fee, “they were entitled to a copy of the drawings.”

In walking off with Freysinger’s preliminary design, the cli-
ents were skimming the icing off the cake. “People come to us for
our design expertise,” Freysinger says. “We’ve done this kind of
work long enough that we can solve the puzzle creatively and rel-
atively quickly. That’s what sets us apart from everyone else.” A1-
chitects may charge by the hour, but not every hour of an archi-
tect’s time is created equal: The initial design solution is where
the greatest value lies.

To keep clients long enough to sell them the whole cake—a full
design/build package—Freysinger and Prindiville resolved nev-
er to release usable plans until after the owner has committed
to have Design Group Three build their project. The key to the
company'’s process is delivering only enough design in the early
stages, free of charge, to establish the scope of the project and
build enough trust for the client to sign a construction contract.

MAKING ARCHITECTURE INSEPARABLE

At his initial client meetings, Freysinger gathers the owners’
ideas and goals for their project and sets a date for a second meet-
ing at Design Group Three’s office. “We put together a quick con-
cept sketch—drawn to scale, but freehand. Everything we do to
that point is a free service. We consider it kind of a loss leader,
but we figure that we haven’t invested more than two or three
hours at most at that point,” he says. When the meeting ends,
the drawings stay with the architect.

Along with the concept sketch, Freysinger says, “we put to-
gether a written cost proposal that includes an outlined scope of
work and what the costs are, plus or minus between 5% and 10%.”
At that point, he says, “it’s the beginning of design development.
But our concept sketches get out on the table what the potentials
are. And it gives them a sense of what the budget’s going to be,
barring any changes they make to the scope of work.”

If clients like what they see, the next step is to sign a contract
thatincludes all further design and construction. “We’ll do a much
more thorough survey of the house and detail everything out from
there,” Freysinger says. “At that point, it’s a package. They’ve com-
mitted to work with us all the way through the project.”

COORDINATING SCHEDULES

After some 20 years of working with this process, Freysinger is
familiar with its advantages. “One is that we don’t give away any
preliminary design,” he says. It also identifies serious prospects
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Sketch it Out Design Group Three offers freehand concept
sketches like this one for no charge, along with a cost proposal.
Clients sign a contract for all further design and construction.

and gently encourages them to move ahead toward construction.

“I tell people, ‘You need to decide right up front whether you're
comfortable working with us—our process, how we do things—
before you sign the cost proposal,” Freysinger says. “But once
you sign that proposal, you want to do the project. That’s a com-
mitment. The process weeds out people who aren’t serious very
quickly, and that saves a lot of time.”

Tt also gives the construction side of the business a view over the
horizon. “Once people commit to our cost proposal and to start-
ing on design development, now we have our work queue filling
up with projects we know are going ahead,” he says. That’s a great
help in planning the construction calendar. He acknowledges that
a client could always back out of the construction contract, but “in
20 years, that’s happened maybe three or four times.”

SELLING THE WHOLE PACKAGE

Perhaps as important as protecting the company’s preliminary
design from getting poached, the process also circumvents any
haggling over architecture fees by folding design development,
working drawings, and oversight into project overhead.

That addresses the problem that got Freysinger’s attention in
the first place: Clients appreciate architectural quality, but they
have a hard time paying for it. “Most people don't realize the val-
ue of good design,” he says. “Some do, but generally, if you were to
tell clients what the line-item cost for design would be, most of
them would choke on that number.”

When design is simply a part of the project’s overall cost, as
it is with any other consumer product, that problem essential-
ly disappears. “We’ve had people say, ‘We can’t afford it. We love
your design, but we can't afford you,” Freysinger says. “Well,
okay; I can accept that. But our close ratio is still one out of four
to one out of five, so we must be doing something right.”
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PREMIER BUILDER level

Download the free PREMIER BUILDER app,
snap a picture of your VERSATEX invoices, and
start earning rewards today! Not only are points
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electronics, and much more), but your lifetime

point history also determines your program
status and eligibility for certifications and
marketing support programs.

VERSATEX

O

SMARTER.

If you can take a
picture, you can
earn rewards!

Mee

SUbmyy

Y, 8515

Oints

a Neg
Ney, Re oot

IN DESIGN & QUALITY

Extend your design options with
our PVC beadboard and explore the
widest range of tongue-and-groove
profiles in the industry. With the
look and craftsmanship of premium
lumber, VERSATEX® PVC Stealth
beadboard is designed with the builder
in mind. The extended nailing leg helps
to speed installation while creating a
professional, finished look. Our T&G
products include both sheets and
standard profiles, providing classic
looking wainscoting options. Our
traditional beadboard provides 5%
more coverage than the competition.

That’s what we call excellence.

www.versatex.com | 724.857.1111

TRIMBOARD

GET THE VERSATEX APP
Available on the App Store and Google Play™

Download on the
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Apple and the Apple logo are trademarks of Apple Inc., registered in
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THE ONLY
WORM DRIV
TABLE SAW

spT 70 wt-22
10 IN. PORTABLE WORM DRIVE TABLE SAW

We're bringing the world’s first Worm Drive table saw to jobsites. With the power and torque to tackle difficult cuts, bogging down is a thing of
the past. The impressive 3-1/2 in. depth of cut and 25 in. rip capacity are big enough to rip plywood sheets in half. It also features our best-in-class
Dual-Field" motor with smooth start-up for a saw that runs cooler and lasts longer. Welcome to the next chapter in the Worm Drive legacy.

TRUE TO THE TRADE SINCE 1924"
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Products

Raise the Roof

BY MARISA MENDEZ

After another winter of heavy snowfalls and cold tem-
peratures, your clients may be looking to update their
home’s exterior. While it might not be the most glamor-
ous project, the roof may be the item in need of the most
work. These four products blend beauty and function.

1. HAIL CEDAR

Ply Gem’s new engineered cedar roofing is inspired by real
cedar shingles, but is made from the same proprietary
polymer formulation as Ply Gem’s engineered slate roof-
ing. The company says the roofing can be scored and cut
with a utility knife and either can be attached with a nail
gun or nailed by hand. The roofing is also eco-friendly,
made almost entirely out of recycled resins. plygem.com

2. WELL BLENDED

DaVinci Roofscapes has expanded its EcoBlends offerings
with Tahoe, Mountain, Slate Gray, and Brownstone (pic-
tured) blends. The EcoBlends line, certified by the Cool Roof
Rating Council, repels the sun’s rays to help keep home-
owners’ heating and cooling costs down. The synthetic tiles
are also fire- and impact-resistant. davinciroofscapes.com

3. TRIPLE THREAT

GAF says that its Glenwood Shingles are the thickest triple
-layer asphalt shingle on the market. The shingles are
made to look like real wood shakes but are available at a
lower cost than their wood counterparts. The shingles
have a Class A fire rating and feature StainGuard protec-
tion and Dura Grip adhesive. gaf.com

4, STING LIKE A BEE

National Nail has expanded its line of Stinger roofing
products to include EX025, EXO35, and EXO50 synthetic
underlayments, which are UV-resistant and can remain
exposed for up to six months. The fabrics offer high tear
strength and proprietary, non-skid additives. Each roll
has pre-printed nailing patterns and overlap lines, covers
10 squares, and weighs 20 to 28 pounds. stingerworld.com

66 REMODELING / MAY 2016 REMODELINGMAG.COM



o g

\ = | T T i T T
5 i A e, o

SyStemC()mponentS Synthetic Roofing Underlayment Products for over a Decade

Corporation

N AN e

e O e

STRENGTH, PERFORMANCE & CONFIDENCE UNDERFOOT, RELIABLE OVERHEAD

COVE R PRO 3000
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www.panelpro.com

The Ultimate
Door & Window

SILL PAN SYSTEM
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Patent Pending
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FLEXJAMB

Eco-friendly jamb protection that’s

heavy-duty and reusable.

I: Protective
Products

International Inc

faffaoe Frotection Solutions

FLEXCORNER

Adjustable corner protection
that provides maximum versatility.

Visit us at:
ProtectiveProducts.com

Call: 1.800.789.6633

storage
W areas &
e workshops
2 reversible 90 cfm fans supply air, exhaust or provide
a balanced exchange. Magnetic damper
stops, dehumidistat & separate on/off  [5]
switches for each fan included.

UnderAire" Crawl
Space Ventilators
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Ventilates excess moisture, the cause of mold, mildew &
wood rot. Helps vent radon, treated wood off-gassing &
odors that might otherwise migrate into living areas.
@ Tjernlund Products, Inc.
800-255-4208 ® tjernlund.com

White Aluminum
Shipped Nationwide
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BUILDING PRODUCTS OF CANADA CORP.

BIGGER IS BETTER...

ONLY BP OFFERS 42" LAMINATE SHINGLES

eather-Tite" 4
" TECHNOLOGY -

WITH 2 SEALANT BANDS 42 il

Recently, we started making many of our architectural shingles 42 inches wide,
larger than standard shingles currently on the market.

Every roofing job becomes EASIER, FASTER AND LESS COSTLY because the
larger size means FEWER SHINGLES to install and FEWER NAILS to buy.

ONE STEP AHEAD OF THE WEATHER FOR OVER 100 YEARS
www.bpcan.com



You Built It /

OUTDOOR

Back to the Beach

BY ERIN ANSLEY

After designing this La Jolla, calif., home’s back landscape,
Kate Wiseman, principal of Sage Outdoor Designs in San Diego,
was asked to transform the front exterior into a welcoming and
usable space for the family. There was only one specification: a
modern, beach vibe. What was once an understated, grassy front
yard now is a sophisticated beach retreat. Simple lines, light col-
ors, and colored concrete provide the backdrop for various ameni-
ties often reserved for the backyard: built-in flat screen TV with
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retractable cover, fire feature, water element, multiple seating
areas, even heat. The entertainment center is accompanied by
built-in heating and three glass-enclosed flames that provide am-
biance and a serene escape. A sleek fence and stylish door offer
just the right amount of privacy for the street-facing yard.

There’s more where this came from. See more of our award-winning projects and get
N freshideas for design details at remodelingmag.com.
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FOR THE CUSTOMER WHO CAN’T DECIDE ON THE
PERFECT COLOR — GIVE THEM EVERY ONE.

Your goal is to create unique, one-of-a-kind spaces that clients crave. Napoleon
brings that same idea of custom creativity to the gas fireplace. Introducing the
first fireplace with an integrated smartphone app that lets the user set the
flame height and blower plus set the ember bed LED lights to millions

of different color variations. NapoleonFireplaces.com
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Instead of just replacing the flashing on a skylight while reroofing, install a VELUX No Leak Solar Powered
“Fresh Air" skylight and increase your profits up to $800. It requires no electrician to install and offers
three layers of water protection and a No Leak Promise. To uncover why skylight replacement makes

Skylights

sense, visit skylightoffers.com/reroofing.
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