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28 A Model Approach? 
Just about everyone in the construction industry is
talking about building information modeling. What do
glazing industry suppliers think of this new technology?
Find out here.

36 Putting Your Business On Display
A successfully completed project in the portfolio is a
testament to a job well done, but a local showroom can be a
chance to tout one’s unique and varied offerings and bring
in new business.

40 Enjoying the Ride
For 35 years Coastal Industries has focused on making
shower doors. Despite periods of ups and downs, the
company has continued to prosper and grow.

44 One Week, All Glass
There was lots of ground to cover during GANA’s big Glass
Week-BEC event. We’ve got a rundown of future committee
activities and upcoming informational bulletins, and a
synopsis of the speakers that presented.

50 Having It All, All in One Place
The Americas Glass Showcase, May 2-3 at the
Cashman Center in Las Vegas, is sure to offer a
variety of exhibitors, seminars and networking
opportunities for glass retailers and installers.
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Only on USGlassmag.com
Features Exclusively Online
• Showroom Slideshow: Check out “On Display,” this

month’s article on creating a successful showroom—and then look at
our special online slideshow of the showrooms featured in the article. 

• A Sneak Peek of Americas Glass Showcase:
Get more details about the Americas Glass Showcase through our
article on page 50, but find out about the hot products to be on
display with our special online guide. 

Departments Exclusively Online
• Financial: Read the latest financial news for glass industry

companies.

Go to www.usglassmag.com

What Do You Think?
Online Survey

Speak out and tell us what you think with our online reader poll. Read
the articles inside the issue and then cast your votes online. This
month’s question:

Building information modeling (BIM) is a hot new tool for
architects, but it’s a tool that many glazing contractors are
only just beginning to see used. Have you started using BIM
in your work? 

❏ Yes, I’ve done a job using BIM

❏ No, but I’m planning to start using BIM soon

❏ No, I’m waiting until I work with an 
architect that uses BIM

❏ No, I don’t think BIM will have any 
bearing on the projects that I do

WeBlogs
Read weekly updates via www.USGNN.com. 

P a u l  B i e b e r  
Online editor,
www.usgnn.com

E l l e n  R o g e r s  
Online editor,
www.usgnn.com

M a x  P e r i l s t e i n  
Vice president of 
marketing, Arch 
Aluminum & Glass

M e g a n  H e a d l e y  
Editor, 
USGlass Magazine 

Thursday - From the Fabricator

Monday - Let's Be Clear

Tuesday - USGlass & Paul

February Survey Results
The Energy Independence and Security Act of 2007 would require all commercial
buildings, new and existing, be zero-net energy by 2050. How do you think the
glass industry can best contribute to the effort to attain zero-net energy?

You answered: 
Increased daylighting 51.85% Electrochromic windows 7.41%
New glass coatings 14.81% Photovoltaic panels 25.93%

USGlassElectronic

Visit our online discussion boards at 
www.usglassmag.com/phpBB2 

to ask questions and share 
experiences about business 

and life in the glass industry.

P e t e  C h o j n a c k i
President, FabTech LLC

D e b r a  L e v y  
Publisher, 
USGlass Magazine

On Occasion - deBLOG

Wednesday -
The Entrepreneur’s Corner

Friday -
Off the Press, On My Mind
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Issue@Hand

Reality Bytes

Not since I wrote about my father’s love of hockey have I seen an outpour-
ing of emotion like the reaction to my article last month about the Na-
tional Fenestration Rating Council’s (NFRC) efforts to inflict its

Component Modeling Approach on the glass industry. I heard from so many read-
ers that I lost count. All were concerned and wanted to take action to stop the ef-
fort from going forward and I’m pretty sure I’ll be able to report progress in that
area in our next issue.

Progress is always a relative term as you’ll see in this issue. The development of
Building Information Modeling (BIM) is being hailed as the next great invention
in the construction process. Everybody’s talking about it—now. No one in the
glass industry is using it—yet. And few people understand what it is—at all.

It was against this backdrop that contributing editor Ellen Rogers began her ex-
cellent investigative series that starts on page 28.  To her credit, Ellen decided the
topic was so big and so important that she expanded the article into a multi-part
series that starts this month. One of the first things she did was learn about the his-
tory of BIM through an interview with Steve Jones of McGraw-Hill Construction.

BIM, as Ellen reports, is a computer modeling tool that allows planners, de-
signers, manufacturers, contractors, glazing subcontractors and owners to work
from the same object-related database. In other words, instead of project drawings
of lines, arcs and texts, everyone involved with the construction is able to visual-
ize the entire building with a 3D model representation.

Where did BIM come from? A French company originally developed the technol-
ogy for the aerospace, automotive and shipbuilding industries. The power of the tool
it developed, called Catia, is that you can design a very complicated product virtually,
test it and simulate its operations so you don’t have to build big, expensive prototypes.
“[The construction industry’s] contact point was with famed architect Frank Gehry.
Being that he does these very complicated exterior envelopes, it was difficult for him
to describe those to contractors. So he found this Catia program and, with it, once
you design something fabricators can then take that model and use it to drive com-
puter-milling machines. It takes you directly from the designer’s model right to the
equipment on the shop floor that’s creating the parts and pieces,” noted Jones.  

Whether or not you like BIM, the decision of whether or not you will use it is al-
ready being made for you everyday in the schools of architecture and the univer-
sities that offer project management degrees. Those studying there are already in
tune with BIM; they are using it and they understand it. And soon this technology
will be showcased right before our eyes.

Speaking of showcases, be sure to visit USGlass editor Megan Headley’s excel-
lent article on showrooms in the glass industry on page 36.  Megan has done
some great research on what works well in a showroom. In the course of her re-
search, readers who feel their showrooms are particularly effective have sent her
tons of pictures as well. They sent so many, in fact, that we can’t fit them all in
this issue. But the ever-resourceful Megan has made arrangements for you to
view them in a slide show at www.usglassmag.com. Just visit the Only Online
section of the website and you’ll see some amazing showrooms. 

Happy Spring!
-Deb

deb@glass.com

6 USGlass, Metal & Glazing  |  April 2008 www.usglassmag.com

http://www.usglassmag.com
mailto:deb@glass.com
mailto:deb@glass.com
mailto:mheadley@glass.com
mailto:sfletcher@glass.com
mailto:ccumpston@glass.com
mailto:ttaffera@glass.com
mailto:pstacey@glass.com
mailto:erogers@glass.com
mailto:wjozwiak@glass.com
mailto:circulation@glass.com
mailto:cbunn@glass.com
mailto:dcampbell@glass.com
mailto:eharris@glass.com
mailto:tczar@glass.com
mailto:hbiller@glass.com
mailto:psmith@glass.com
mailto:jmulligan@glass.com
mailto:bhovey@glass.com
mailto:kjohnson@glass.com
mailto:blathrop@glass.com
mailto:lnaugle@glass.com
mailto:rzegalia@glass.com
mailto:srickles@glass.com
mailto:emitchell@glass.com
mailto:patco@glass.com
mailto:sxiao@glass.com
http://www.usglassmag.com


For information on ScarGard 2 Products, phone us at 800-238-6057,

email: sales@vitroamerica.com or visit our website: www.vitroamerica.com

We've proudly celebrated more than a decade 
of success with ScarGard Surface Protected
Mirrors. Now, Second Generation ScarGard
offers improved results!

Vitro America has taken a major step to help customers avoid the 
problems created when mirror surface scratches occur during handling.
With Second Generation ScarGard2, scratching problems that occur during
manufacturing, installation or fabrication processes have been drastically
reduced.  ScarGard2 adds quality and protection without adding cost to
OUR CUSTOMERS!  ScarGard2 Surface Protection is available on all of 
our mirror products!  Avoid the potential cost of NOT using ScarGard2
Surface Protected mirrors!  Use ScarGard2 and think about the money 
you will save by reducing the number of mirrors that have to be fabricated 
a second time. 

...prevents most surface scratches.

...is EPA Approved

...stays cleaner because dust and foreign items 
will not stick to the surface as readily.

...is not a coating or a film so it will not discolor 
or alter the reflective quality of the mirror.

...mirrors can be installed using all recommended 
mirror adhesives.

ScarGard
®

ScarGard
®

ScarGard
®

ScarGard
®

ScarGard
®

ScarGard2 is a chemical

treatment used to 

transform naturally porous  

glass surfaces into harder,

smoother surfaces. The

molecular structure of 

the glass is effected so

slightly that it cuts as 

easily as glass that is

UNPROTECTED.

ScarGard
Second Generation Surface Protected Mirrors

®

2

2

2

2

2

2

mailto:sales@vitroamerica.com
http://www.vitroamerica.com


DearUSG

One Specifier Asks, 
Who Should Handle 
Hardware Coordination?
Dear USGlass:

Mary Hester’s editorial “One Source
Headache” (see January 2008 USGlass,
page 20) laments the problems with
proper coordination of hardware for
glass and aluminum doors. No doubt
these problems occur on too many
projects. Properly coordinating the nu-
merous components of a building is
one of the greatest challenges of both
design and construction. Unfortu-
nately, Ms. Hester misunderstands the
role of the designer in this effort. Cer-
tainly the designer must select hard-
ware appropriate for the particular
door, including stile size, door weight,
lock function and appearance. How-
ever, it is purely the province of the
contractor to determine which sub-
contractors should provide which as-
semblies and systems—specifications
do not and should not provide “trade
scopes,” a common misconception.

The Project Resource Manual pub-
lished by the Construction Specifica-
tions Institute states that “neither the
section titles nor their arrangement de-
fines how the work of the project is to

be assigned to various construction
trades and subcontractors.” Although a
section based on MasterFormat (CSI’s
master list of numbers and titles) “may
correlate with the activities of tradi-
tional contractor groups … it is not the
intent of MasterFormat to assign work
to specific construction trades. Con-
versely, the subcontractor and the in-
stalling trade should not influence the
arrangement of the specification sec-
tions.” Experienced specifiers will not
attempt to second-guess the general
contractor’s preferences for dividing up
the work between subcontractors. 

Specifiers include all door hardware
in a single specification section for a
number of reasons. Hardware has be-
come significantly more complex, and
many design firms engage hardware
consultants to ensure that the selection
of items for each door is appropriate,
meets building codes, functions as
needed, coordinates with other devices
and integrates with electronic security
and access control. If door hardware for
aluminum doors and all-glass doors
was included in those sections, large
and significant portions of these re-
quirements would need to be re-
peated—a poor specification practice.

This also may be misinterpreted to
mean that there is no need to coordi-
nate between the two during the con-
struction phase. At the same time, door
hardware manufacturers’ stock offer-
ings for hardware are severely limited
and often inappropriate for the project
needs, necessitating that hardware
manufacturers be contacted directly to
find the appropriate hardware.

The solution Ms. Hester suggests—
that the hardware on glass and alu-
minum doors be furnished and
installed by the glazing contractor—
is one reasonable solution. She sug-
gests glazing contractors “work with
the architects or construction man-
agers, as well as the general contrac-
tors, to show that [they] can get them
the correct hardware,” but the archi-
tect does not make the decision who
supplies what—the general contrac-
tor does. Further, she states that this
“process puts some responsibility on
the architect to look over the submit-
tals carefully and make sure that the
two hardware packages have the same
brands of hardware to avoid issues re-
garding mix-and-match hardware
brands.” This attempts to shift re-
sponsibility for coordination to the
architect. The general contractor and
the respective subcontractors should
be sitting down together and com-
pleting this coordination effort before
the submittal is prepared. It actually
must be done before the hardware or
the doors are purchased. 

Responsible general contractors
working with reliable subcontractors
can accomplish the necessary coordi-
nation without undue difficulty, and
maintain the proper separation of re-
sponsibilities between the designer
and the contractor at the same time.
Expecting architects to assume a
greater role, and micro-manage this
coordination, is not the solution.

John Bunzick, CCS, CCCA, LEED AP 
Associate | Specifications

Symmes Maini & McKee Associates Inc. 
Cambridge, Mass.   ■

Hester Responds
Dear USGlass:

I feel that Mr. Bunzick unfortunately has missed the point of my article. I
agree that the contractor makes the determination as to the subcontractors
who provide which assemblies and systems, not the architect. I was attempt-
ing to point out the issues that arise from incorrectly specified hardware and
how to best resolve those problems. As Mr. Bunzick points out, “Hardware has
become significantly more complex,” and this is where I wanted to make the
point that knowledgeable sources for hardware can ease sticky situations. 

My article does not address coordination of the trades but, rather, what prob-
lems exist for glazing contractors and suggestions of how to overcome them.
I appreciate Mr. Bunzick’s knowledge on the role of the designer and the gen-
eral contractor as well as the intent of a specification. I do feel that his point
of trying to include aluminum and all glass doors in different areas of the spec-
ification would cause repeated work and be a poor practice. 

Many thanks to Mr. Bunzick for his views on my article.
Mary Hester

JLM Wholesale Inc.
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theFarnadyFiles

Once upon a time, a long time
ago—and no, this is not a fairy
tale—I had a customer who

gave me all of his business. We had a
deal where all I needed to do was keep
my price and service competitive and
we both could do well. There were the
occasions when he would ask for a bet-
ter price but he often repaid me by
telling me he had some room and
would give me a break by paying more
to keep the deal fair. 

Every once in a while, though, the
good thing wasn’t so good. As he came
to rely on me as his sole supplier he lost
his leverage with everyone else—par-
tially because he was not buying any-
thing from anyone else and partially
because eventually everyone knew he
was buying it all from me. This is a
small industry. No one was interested
in doing him any favors. He would usu-
ally be forced to look elsewhere when it
was for a product we did not stock or
could not fabricate. When a large job
came by with one of the products I was
not able to provide very effectively we
were both stuck. 

Sometimes when he needed some-
thing I could not supply I felt obligated
to try buying-out the product for him.
Rarely was this very profitable. By the
same token, if we ran out of material or
the equipment was down and he
needed product, since he had little in
the way of other options, my problem
became his problem. In spite of all this,
the relationship lasted for many years
but only because it was back in the days
when the product mix was much
smaller. Most commercial jobs were ei-
ther cut-size or tempered and either
clear or one of the standard tints. So
how much trouble could we get into? 

One Source, No Options
In today’s market with the myriad of

products and options, no one can be all
things to all customers. The single-
source supplier is barely okay for a small
volume business. If your supplier has a
problem, be it stock or equipment, you
are at his mercy and so is your business.
Glass is glass and storefront, for better
or worse, is storefront, and if you can’t
get what you need from one vendor, you
should be able to find another. Not only
is it unpractical, but with giving 90 per-
cent of your work to one vendor you will
not make friends with the other three
who share your remaining business. 

There may not be an easy answer for
everyone, but supporting multiple sup-
pliers is a must for all but the smallest
of customers. One good thing is that
now a lot more suppliers have large
product packages and the same or sim-
ilar capabilities as competitors. The
other good thing is that they may not
all stock exactly the same materials.
The temperer who also insulates
would rather have you give the IG
to the insulator who also tempers.
The guy with the big cutting ca-
pability would rather you give the
boxed glass to the guy who stocks
case goods while he prefers the
cut-size orders.

For more examples, think of the
supplier who stocks and cuts lam-

inated as opposed to the other guy who
has an autoclave and lays it up and lam-
inates for you. The products may be sim-
ilar but they are not quite the same. The
price is not likely to be the same either.
And, of course, all low-E products are
alike except when they are not. Some
suppliers carry the PPG product, some
the Cardinal, some the AFG or Guardian
or whoever. And believe it or not, some-
times you need one and not the other.
Sometimes different fabricators buy the
majority of their bread-and-butter stuff
from one of the float suppliers and not
much from the others so while they may
have a lot of the Versalux colors they may
not have a lot of the Pilkington or PPG
stuff or vice versa. 

All fabricators and vendors have their
strengths and their weaknesses. There
are some things they do better than
others.  Some things make more money
for them than others and as a result
they will be more competitive in the
areas where they want the business. If
you know this, you can give them what
they want and what they can do well.
This allows you to balance your pur-
chases among multiple vendors and
keep them all happy. Well, that may not
be true, only all of your business will
make any of them happy. That is until
you need something they can’t do and
then nobody is happy.    ■

Too Much of a Good Thing
Why Single-Source Shouldn’t Be the Only Option 

b y  D e z  F a r n a d y  

D e z  F a r n a d y serves as
the general manager of
Royalite Manufacturing Inc., a
skylight manufacturer in San
Carlos, Calif. His column
appears monthly. Mr.

Farnady’s opinions are solely his own and
not necessarily those of this magazine.
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P E O P L E A R E T A L K I N G

“We were looking for a glass that was thermally
efficient, translucent and safe. Oldcastle Glass®

met our requirements perfectly”.

—James Baird, FAIA, Design Principal-Holabird & Root

Rhythm City Skybridge by Holabird & Root—
Glass floor is MontageTM by Oldcastle Glass®

Quickly becoming an iconic landmark in Davenport, Iowa,

the Rhythm City Skybridge is a marvel of glass and steel.

“The bridge represented some interesting challenges—

since the floor is composed of glass inset panels it had to

support heavy foot traffic while providing a soft translucent

glow to the streets below. MontageTM is laminated glass so

it is both strong and aesthetically appealing,” noted James

Baird. For information, call 1-866-OLDCASTLE (653-2278)

or visit us online at the new www.oldcastleglass.com.

http://www.oldcastleglass.com


OnlineBylines

How would you like the ability to
change your advertising strat-
egy on the fly? Decide a promo-

tion should be extended or cancelled
with little effort? Enter new markets or
change your entire marketing message
with a snap? You can do all of this and
more with Pay-per-Click advertising. 

Found at the top and to the right of
most major search engine results pages,
Pay-per-Click (or PPC) is, by far, the
most popular form of online advertis-
ing today. Named for its basic function,
you pay the search engine a fee each
time someone clicks on your ad.  

Costs are determined by ad-quality
and highest bidder. To be positioned
above your competition you need supe-
rior ad-quality (determined by search
engines), and bid a higher per-click fee.
No matter how high you bid, you only
pay one cent above the next highest
bidder (on top search engines).  

Programs are available to give you
a hand, but if you’d like to try this on
your own, I recommend starting
with a Google Adwords account at
www.adwords.google.com. 

The foundation of an effective cam-
paign strategy includes: search term (or
keyword) selection; ad copy (title and
description); landing page; and track-
ing success.

SEARCH TERMS
The search terms you choose

should be directly related to your
products and services. So what is your
business? Flat glass? Auto glass? Cus-
tom glass? Collision? A mix of these,
or more? Each of these categories will
have their own respective set of search
terms. To locate terms easily, I recom-
mend using the free keyword tool in

your Google Adwords account. 
As you build your plan, you’ll want to

separate terms into categories. For in-
stance, if you offer auto and flat glass,
create a category for each. When you’re
building your Google campaign you’ll
have the opportunity to break these
down further.     

CREATING AD COPY
Once your term list is gathered and

you’ve segmented them into appropri-
ate categories, it’s time to build the ad
copy, or marketing message.    

Effective ad copy is clear and concise,
action oriented and descriptive of your
products or services. Each engine offers
varying, but limited, space for ad copy.

Most engines now offer the ability to
list numerous versions of ad copy so
you can test which works best to drive
business. You can also modify or add a
new marketing message anytime.

So what should your ad copy say?
There isn’t a perfect recipe for everyone.
The key is to build multiple versions of
ad copy and test which ones drive the
most success.

LANDING PAGE
A landing page is the page on your

site to which you send your visitors. For
an effective PPC strategy, you want to
send visitors to the page most closely
related to their search query (typ-
ically not the home page).

For instance, if someone
searches for “custom shower doors,”
send them to a page about custom
shower doors only, not commercial
glass, auto glass or any other prod-
uct or service you might offer.

Each page on your site should
also have a clear call-to-action to

drive the visitor to the next step. This
might be a phone number, a free quote
offer or some other element that entices
the visitor to contact you or interact with
your business.

TRACKING SUCCESS
Proper analytics (or tracking) should

be installed as it is critical for a suc-
cessful PPC campaign. For ease and cost
savings, I recommend Google Analytics
at www.google.com/analytics. Also be
prepared to install tracking code from
each of the PPC search engines.

Analytics programs give you insight
into how all visitors use your site.  A
primary purpose of analytics is to un-
derstand the difference between ad-
vertisements that drive traffic to your
site, and those that drive new business.
For instance, one search term may
drive significant traffic, but cost you
$100 to gain a new customer. Another
term may drive less traffic, but cost
only $20 for a new customer.

Understanding how to find the “right”
search terms and ad campaigns will save
money on poor performing ads, while
allocating more funds to campaigns that
drive revenues and increase profits. 

To learn more about Pay-per-Click,
join GTS in May for its free Pay-per-Click
educational webinar. Find out more and
sign up at www.gtswebinars.com.   ■

Pay-per-Click
Increase Profits with Paid Online Advertising 

b y  S c o t t  O r t h

S c o t t  O r t h is the
director of Internet marketing
services at GTS in Portland,
Ore. He can be reached at
scotto@gtsservices.com. Mr.
Orth’s opinions are solely his

own and not necessarily those of this
magazine.
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GANAPerspectives

A s we all know, glass hasn’t truly
“gotten its due” in the architec-
tural community yet, but the tide

is changing as the aesthetic of the future
begins to take root in the pillars of archi-
tectural society today. Industry-changing
trends such as daylighting and green
building have embraced the use of our fa-
vorite building material. The increase in
the designer’s glass palette has made for
compelling designs in today’s world, and
nothing illustrates that more clearly than
the winners of GANA’s Design in Glass
Awards.

Winners were named in several cate-
gories that covered both residential and
commercial applications. All of the win-
ners embraced glass as a viable design
tool with endless potential. Each took
an approach that sometimes surprised
our panel of judges, but all featured a
point of view that highlights the versa-
tility of glass.

“The quality of entries was absolutely
stunning,” says Rachel Long, special proj-
ects editor for Hospitality Design maga-
zine, and member of the Glass in Design

judging panel. “Glass can be amazing in
design in the home or business, and these
winners really show that.”

WALKING ON AIR
Glass staircases have become an in-

credibly popular design element and
something we have all seen much more
of lately, both in retail stores (such as
the Apple store in New York) and public
spaces, but also as a new element in the
home. The “walking on air” sensation
was only increased by the winner of the
Laminated Glass—commercial cate-
gory, the Grand Staircase at the Four
Seasons Centre for Performing Arts in
Toronto, Canada. This staircase,
designed by Halcrow Yalles in
Toronto and installed by Josef
Gartner USA in Schaumburg, fea-
tured support elements also made
of glass, giving the entire system
a truly transparent effect that il-
lustrated the strength of glass in
structural support.

VERSATILE AND
BEAUTIFUL FUNCTIONALITY

Glass in nearly any application is
beautiful, but functionality expands
that beauty even further. Decorative
Glass—commercial category winner
Cielo Restaurant in Boca Raton, Fla.,
designed by Bentel & Bentel Archi-
tects/Planners, AIA of Locust Valley,
N.Y., and featuring J.E. Berkowitz glass
installed by M. Cohen and Sons of
Broomall, Pa., gave what was essen-
tially an “all glass” restaurant warmth
and beauty. Glass walls provide unique
differentiation between rooms while
still allowing light to enter spaces, and

Design in Glass Winners Announced
GANA Awards Showcase Versatility of Glass

b y  B r i a n  P i t m a n

B r i a n  P i t m a n is the
director of marketing and
communications for the Glass
Association of North America.
Mr. Pitman’s opinions are
solely his own and not

necessarily those of this magazine.
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The Grand Staircase at the Four
Seasons Centre for Performing Arts in
Toronto was the winner in the
Laminated Glass category.

The Santa Monica Civic Center Parking Structure blended tempered and
colorful laminated glass. It won the Tempered Glass—Commercial category.
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glass tables offer a modern dining sur-
face while giving an open-air feel to
rooms. 

GREEN DESIGN
Green design has become a huge

trend in the architectural community,
and liberal use of glass is one of the
signatures of this trend. The Santa
Monica Civic Center Parking Struc-
ture, designed by Moore Ruble Yudell
Architects & Planners of Santa Mon-
ica, Calif., and installed by Wood-
bridge Glass Inc. of Tustin, Calif., took

a blend of tempered, laminated glass
with colorful interlayers, added a
photovoltaic approach to the system
and created a piece of art out of a
parking garage. This energy-efficient
system epitomizes the beauty, versa-

tility and overall need for glass as a
design element.

To view photos and videos of the
2007 Design in Glass winners, includ-
ing all of our residential winners, log on
to www.glasswebsite.com.   ■
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The “all glass” Cielo Restaurant won for its use of decorative glass. 
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CMA, Attachments and Air Leakage
Under Discussion at NFRC Meeting

The National Fenestration Rating
Council (NFRC) spring meeting,
which took place in March at the

Loews Vanderbilt Hotel in Nashville,
Tenn., was relatively quiet until the
Component Modeling Approach (CMA)
Technical Subcommittee meeting. Dur-
ing the session several participants with
strong ties to the commercial glazing in-
dustry spoke adamantly that, having ex-
pressed various concerns over the CMA’s
development numerous times, the
NFRC board continues to “not listen” to
the industry’s concerns or its attempts
to create a program more suitable to the
commercial industry’s unique needs.

Declaring “a point at which frustra-
tion has set in,” neither Greg Carney,
technical director for the Glass Associa-
tion of North America (GANA) nor
Margaret Webb, executive director for
the Insulating Glass Manufacturers Al-

liance (IGMA), responded to any ballots
this round. Carney said on numerous
occasions the commercial representa-
tives have expressed concerns over var-
ious aspects of the CMA development
process. Using the example of the
“spacer system” terminology, Carney
said membership has voted many times
in agreement to remove the word “sys-
tem,” however it has yet to be removed.

Mike Manteghi from TRACO, sub-
committee chairperson, said he would
arrange for a separate conference call to
discuss the spacer terminology and fi-
nalize the issue.

Frame values ballot negatives were also
discussed during the meeting. One de-
bate centered on whether default values
should be allowed. A ballot negative from
ATI said it was not appropriate to include
generic values in the documents and that
it would be more feasible to assign a value

to the overall product and not just the
frame. Many in attendance spoke out for
and against the ballot; a motion to find
the issue non-persuasive passed. 

The CMA meeting continued with
discussions over other ballots. The
CMA frame grouping rules - NFRC 100
ballot and the generic CMA frame val-
ues - NFRC 200 were both sent back to
task group for further work. A spacer
grouping rules ballot was approved.

For once, the CMA development was-
n’t the meeting’s only controversial topic;
additional concerns grew out of the At-
tachments Subcommittee meeting. 

Dave DeBlock from ODL, chair of the
Dynamic Attachments for Swing Doors
Task Group, has been heading efforts to
develop an attachments rating system.
The system separates the way a consumer
sees the window and the attachment, and
provides a lettering scale rating (i.e., A
products, B products, C products, etc.) for
the attachment only; not the performance
of the entire system. Designed as such, if
a storm window, for example, was to be
rated in the same fashion as a window, the
performance values would be much lower
than those of the windows alone. How-
ever, what a consumer might not under-
stand is that such a rating on a storm
window, once installed into the window
system, will result in even greater per-
formance numbers. 

Concerns arose over one ballot neg-
ative, which stated that having two sep-
arate rating systems rather than one
uniform system wouldn’t fall under
NFRC’s standard procedures. Since the
negative was found persuasive the sub-
committee will have to go back and re-
create the system.

Discussions took place about the fact

CRL Purchase of 
Sommer & Maca Completed

Los Angeles-based C.R. Laurence (CRL) has completed its purchase of Cic-
ero, Ill.-based Sommer & Maca Industries Inc., according to announce-
ments posted on both the companies’ websites. 

Sommer & Maca ceased to operate under its current name as of March 20.
Since that date, Sommer & Maca’s website has pointed its former customers
to CRL. The website notes, “CRL’s 19 North American warehouses will offer all
Somaca products, and you can continue to use the Somaca Stock Numbers to
place your orders with CRL.”

CRL’s site now includes an announcement, which reads, “On March 20,
2008, Sommer & Maca joined the CRL family of companies. CRL’s 19 North
American warehouses now offer all Somaca Products …”

No word has been given as to how many employees have been hired by CRL
as of Sommer & Maca’s official close. 

At press time officials at both CRL and Sommer & Maca were expected to re-
lease an announcement on the sale, but had not done so as yet. 

16 USGlass, Metal & Glazing  |  April 2008 www.usglassmag.com

continued on page 18

http://www.USGNN.com
http://www.usgnn.com
http://www.usglassmag.com


United States � United Kingdom � France � Australia � New Zealand

� Simple and easy to use
� Web and stand alone formats
� Manufacturer and Dealer versions
� Accommodates all the complexities of frameless or framed

enclosures and associated hardware
� Unique Dealer Smart Client updates manufacturer product

and pricing changes automatically

1040 Bayview Drive • Suite 600
Fort Lauderdale, Florida 33304
t: (954) 568-3198
f: (954) 563-6116
www.softtechnz.com

“Soft Tech developed a great system for us and we are
very pleased with it.

Our internal sales and customer service team use the
system continuously and we are seeing significant reductions
in estimating time and improved accuracy on complex custom
bath enclosures. We have successfully deployed it to our
Dealers and they too are very happy with it.

Soft Tech have been good to work with, they have honored
all of their commitments to Alumax Bath Enclosures and are
providing great support.

We recommend them.”
– James Whitefield, General Manager
Alumax Bath Enclosures
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Enclosure Manufacturers
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NewsNow
continued

that the attachment rating system was
developed precisely according to NFRC
procedure, and DeBlock took the op-
portunity to express his concerns to the
board of directors during its meeting.

“We’ve completed our task. We created
a way to rate [attachment] products,”
said DeBlock. He explained that the rat-
ing system would allow consumers to as-
sess what they need to do—replace their
windows or incorporate an attach-
ment—given their own resources.

No board action was taken on the
matter. Most believe that the intention
to create a uniform system for rating at-
tachments remains. Whether it’s the
same system NFRC follows for rating
doors and windows or something dif-
ferent is yet to be determined.

During the air leakage subcommittee
meeting, members discussed whether or
not NFRC 400, the procedure for deter-
mining fenestration product air leakage,
should be removed from the group’s
2009 documents. Since determining air
leakage performance is already covered
by other programs, including those
within AAMA and WDMA, members
questioned whether there was a need for
NFRC to also offer this program. Though
a number of members spoke out against
removing the document, as some codes
require NFRC 400 testing, a motion was
made requesting that the technical com-
mittee, to which the subcommittee re-
ports, recommend to the board that
NFRC 400 be withdrawn without re-
placement, effective January 1, 2009.

“Making a move like this could be
good politically,” said ATI’s Rich Biscoe,
“as it shows NFRC is yielding to what is
already available.”

Once at the board level, opposition
again arose, with members pointing
out that NFRC 400 shouldn’t be re-
moved due to the fact that it is refer-
enced by certain codes.

The board unanimously approved a
motion directing the Technical and Rat-
ings Committees to revisit the issue.  

The NFRC’s next meeting will take
place July 28-31 in Chicago.   ■
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CompanyNews

Solutia Emerges From Chapter 11;
Trades Under New Stock Symbol

S t. Louis-based Solutia Inc. emerged from Chapter 11
reorganization in late February. “Solutia has emerged
as a well-positioned specialty chemicals and per-

formance materials company with market-leading global po-
sitions and a diverse portfolio of high potential businesses,”
says Jeffry N. Quinn, chairman, president and chief execu-
tive officer. “We believe we are a stronger, healthier and more
competitive company than at any point in our history. Over
the past four years, we have transformed our portfolio
through strategic acquisitions, internal investments, asset
dispositions and the re-deployment of significant nylon as-
sets to higher-value uses.” 

On November 29, 2007, the U.S. Bankruptcy Court for the
Southern District of New York confirmed Solutia’s plan of re-
organization and approved the company’s exit from bank-
ruptcy subject to certain conditions including the funding
of an exit financing facility. Citigroup Global Markets Inc.,

Goldman Sachs Credit Partners L.P. and Deutsche Bank Se-
curities Inc funded Solutia’s $2.05 billion exit financing fa-
cility. This exit financing is being used to pay certain
creditors, and for ongoing operations. 

The new common stock of reorganized Solutia began trad-
ing on the New York Stock Exchange under the ticker symbol
SOA on March 3. The “old” Solutia stock, which was trading
over-the-counter under the SOLUQ ticker symbol, was can-
celled as of February 28. 
❙❙➤ www.Solutia.com

J.E. Berkowitz Renews Plant’s 
ISO 9001-2000 Certification 

On January 25, 2008, J.E. Berkowitz, L.P. (JEB) of Pedrick-
town, N.J., achieved a renewal of its ISO 9001-2000 certifi-
cation. JEB was audited by KEMA Registered Quality Inc. for
its standards of quality in architectural glass products and

O fficials of the defunct Film Technologies Interna-
tional Inc. (FTI) announced in late February that
Novomatrix Pte Ltd. of Singapore has entered into

an agreement to acquire the discontinued company’s prop-
erty, plant, equipment, intellectual property and various
other manufacturing assets. FTI ceased manufacturing op-
erations January 26, after experiencing a long decline and
several failed attempts at establishing acquisition (see Feb-
ruary 2008 UUSGlass, page 18). Novamatrix will acquire the
assets through Solamatrix Inc., an affiliated company.

Novomatrix Pte. Ltd. (NVP) is a joint venture between
Globamatrix Holdings (GMX) and Southern Capital Group,
headquartered in Singapore. The GMX group currently owns
and operates a number of window film brand names, in-
cluding V-KOOL®, Huper Optik®, Nanolux® and IQue®. Man-
ufacturing, however, is a new endeavor for the company. 

“This is a major milestone for the Novomatrix group of
companies,” says Andrew Kwan, director of Novomatrix. “Its
capabilities have been augmented, its offerings broadened
and its standing elevated overnight with this upstream in-
tegration into the manufacturing arena.”

Kwan says the company has assembled a management

team to spearhead its new endeavor and it plans to start its
new operations as soon as possible.

“We expect to fire up the engines operationally in short
order as well,” says Colonel Wee Hian Woon, director. 

FTI’s former chief executive officer, Don Wheeler, says he
is pleased that the legacy of his company’s brand names
will continue.

“I have every confidence in their ability to re-employ the re-
cently and extensively upgraded assets successfully and wish
them the very best in their future endeavors,” Wheeler says.

It is unclear whether the new company will be able to
reemploy any of FTI’s displaced employees.

Dave Fletcher, president and chief executive officer of
Solamatrix Inc., says the company’s investment will enable
it to deliver a U.S.-made product.

“Solamatrix will be positioned to deliver differentiated,
good quality U.S.-made products serving the new SunGard,
SafeGard and GlassGard network who are aligned with the
group’s vision,” Fletcher says. “The company believes the
group’s unique roots as a distributor will enable it to better
understand the needs of the market as well as foster closer
ties with its distribution network of choice …”
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Solamatrix to Acquire FTI Assets
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SRP® has a great opportunity for people who want 

to save glass, cut waste or make extra money by 

expanding their services.  Not only is the SRP Glass 

Restoration System cost-effective, it’s also the most 

effi cient and versatile professional glass restoration 

system on the market today. Discover just how BIG

the potential can be for saving glass or by adding 
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free video and more information.

Shat R Proof Corp.
(800) 328-0042

www.shatrproof.com

SRP is a registered trademark of TCG International Inc.

The BIG Opportunity in Glass Restoration

processes necessary to fabricate and distribute flat glass
products to commercial markets.

KEMA performs renewal audits every three years for
recertification. They review internal audit reports, cor-
rective actions taken, customer satisfaction processes,
continual improvement processes, management involve-
ment requirements and process audits throughout the
plant. This is the ninth year that JEB has had an ISO pro-
gram in place. 

To maintain its certification, senior management con-
ducts monthly meetings to discuss ISO issues. In addition,
they also make customer satisfaction calls and conduct cus-
tomer forums twice a year to receive suggestions on how
they can improve service.
❙❙➤ www.jeberkowitz.com   ■
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The plaintiffs in a class-action
price-fixing suit have filed a
motion requesting that all

pending and later-filed anti-trust ac-
tions relating to a conspiracy to fix
prices in the flat glass market be con-
solidated in the U.S. District Court for
the Eastern District of Pennsylvania.
The motion was filed by counsel for
Draper’s Auto Glass, Jackson Glass Co.
Inc. and Colonial Glass Solutions in
the U.S. District Court for the Eastern
District of Pennsylvania in February
before the Judicial Panel on Multidis-
trict Litigation (see February 2008

USGlass, page 30, for related story). 
The plaintiffs claim that the Penn-

sylvania court is the most appropriate
forum for coordination and consoli-
dation of the actions as three of the
pending cases were filed there, and
the suit filed by Draper et al was the
first of all the cases filed. Like-
wise, they argue that because
one of the defendants, PPG In-
dustries Inc., is located in
close proximity to the
court, it is a “locus of
witnesses and relevant
evidence.”

Finally, the claimants
allege that this action

is sensible as several
of the defendants,

which include Nippon
Sheet Glass, Saint-Gob-

ain, Asahi Glass Co. and Guardian
Industries, have international offices,

Philadelphia is a central location with
an international airport, making it
convenient for all parties.

On February 21, the plaintiffs volun-
tarily dismissed Pilkington plc from the
case, which originally was filed in early
December.   ■

Legislation&Legal
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Plaintiffs Move to Consolidate 
Price-Fixing Suits
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Arch Aluminum & Glass in
Tamarac, Fla., has announced
the addition of nationwide heat

soaking capability for its heat-treated
glass products. 

“More and more everyday our cus-
tomers are asking us about heat soak-
ing, and in order to stay a True Single
Source, we felt like we needed to do
this,” says Steve Perilstein, vice presi-
dent of sales for Arch.

According to information from the
company, while heat soaking glass does
not give a 100 percent guarantee of the
elimination of spontaneous breakage, it

does statistically reduce the instances.
Arch reports that it will be the only fabri-
cator with multiple locations in the

United States and Canada to offer this
service.
❙❙➤ www.archaluminum.net   ■

Arch Aluminum & Glass Adds Heat
Soak Capability for Heat-Treated Glass

Distribution&Production

recision Glass Bending specializes in the
custom fabrication of BENT GLASS, 
one piece or thousands, for Architectural, 
Fixture & Furniture applications. Capabilities
include bent glass in kinds Annealed, 
Heat-Strengthened, Safety Tempered, 
Safety Laminated, and Insulating. 

Clear, Tinted, Low-E, Reflective, 
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Polished Edges, Holes,
Notches, or Cutouts.
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bending 3-D fluid shapes, processing high-
performance coatings, utilizing digital data, and 
the five-axis CNC machining of bent glass surfaces. 

Built on years of innovation, Precision Glass 
Bending has formed a new generation of shaped 
glass with patented methods, proprietary 
software,and space-age machinery, all backed 
by a team of industry experts. The results 
are found in the IMPECCABLE QUALITY and 
QUICK DELIVERY of every AFFORDABLE PIECE. 

P e-bentglass.com
“One piece or thousands, our custom fabricated bent glass
is bringing form and function to the designs of tomorrow.”

*photo courtesy of Solar Innovations, Inc.

THE WORLD LEADER IN
CUSTOM FABRICATED
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Precision Glass Bending Corporation
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Greenwood, AR 72936-1970
UNITED STATES OF AMERICA
Tel: (800) 543-8796
Fax: (800) 543-8798
sales@e-bentglass.comA GUARDIAN ‘SUN-GUARD’ CERTIFIED FABRICATOR 
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Custom Glass Products Expands in Midwest 
Custom Glass Products Inc. in Schofield, Wis., has finished construction of a

new glass fabrication plant in Weston, Wis. 
The company says that the new facility has improved work process flow. It fea-

tures a new convection tempering plant, edge fabrication equipment and auto-
mated insulating glass (IG) fabrication. This new location is intended to help the
company meet the growing need for high-performance fabricated IG and tempered
glass throughout the Midwest.
❙❙➤ www.cgpglass.com   

http://www.cgpglass.com
http://www.archaluminum.net
http://e-bentglass.com
mailto:sales@e-bentglass.com
http://www.usglassmag.com
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ContractGlazing

Giroux Glass Inc. Relocates 
to a New Home in Las Vegas

The Las Vegas construction boom
has been good for the local
branch of Giroux Glass Inc. So

good, in fact, that the company relo-
cated to a brand-new, 20,000-square-
foot facility. Office and field staff moved
into the new building, located in South-
west Las Vegas, last August, and by Sep-
tember it was 100-percent operational.

According to Jonathan Schuyler, chief
estimator and partner, the company is
outgrowing its new location quickly
and already is looking to add approxi-
mately 30,000 square feet more.

The new facility has capabilities for

fabricating curtainwall and storefront
products, as well as unitizing operations.

“We also have a polishing machine to
assist us in the custom interior work we
pursue,” says Schuyler.

Giroux is also celebrating because its
new building was one of three finalists
for the Southern Nevada chapter of the
National Association of Industrial and
Office Properties Spotlight Award.
Giroux’s general contractor entered the
facility in the competition, which is de-
signed to recognize distinguished in-
dustrial and office development in
Southern Nevada.    ■

A perfect combination of form and
function. DORMA 7400/7300.

The 7400/7300 Series surface

applied door closers offer modern

styling and versatility while

providing safe and reliable door

control. With a low projection body

and a wide range of painted

finishes, these complementary

closers deliver superior service life

through the use of precision

manufactured materials —

supported by a 25-year warranty. 

DORMA Architectural Hardware · Dorma Drive

Reamstown, PA 17567 · Tel: 800-523-8483

Fax: 800-274-9724 · www.dorma-usa.com

DORMA By Choice™

26 USGlass, Metal & Glazing  |  April 2008 www.usglassmag.com

Giroux Glass just moved in, yet it
already expects to expand its new
20,000-square-foot facility. 

http://www.dorma-usa.com
http://www.usglassmag.com
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Look at the facts. Whatever the weather, Loå3-366™ (low-e cubed) glass simply performs better.
Even high solar gain low-e (HSLE) doesn’t measure up. On winter days, solar gain can increase
room temperatures so much that homeowners open windows or close blinds, negating the
effect of the solar gain. At night, with no sun, the interior glass surface gets cold creating more
discomfort. Then when summer rolls around, the solar gain from HSLE really plays havoc with
comfort. Your customers’ customers want energy-efficient windows that also keep them
comfortable – windows with Loå3-366. Formore information, visit cardinalcorp.com.

Loå3-366TM > XL EdgeTM > NeatTM > PreserveTM

CardinalCG Company / Superior glass products for residential windows and doors
A CARDINAL GLASS INDUSTRIES COMPANY
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about being
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year-round.
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Just because building information
modeling (BIM) hasn’t yet made its
way into the contract glazing realm

of construction doesn’t mean other
segments of the glazing industry aren’t
jumping in. 

Mike Collins is a co-founder of BIM-
World, an online product library that
he, along with James Jackson, started
three years ago. Collins explains that
BIM is simply the transformation from
2D to 3D.

“Essentially, 25 years ago it was the
same thing—you went from paper de-
tails to 2D AutoCAD. Some of the pri-
mary benefits for the design community
involve automating many of the tasks
such as the development of construction

documents, collision detection and vi-
sualization. BIM applications funda-
mentally enhance productivity earlier in
the design process,” says Collins, who
adds that there are also great benefits for
suppliers.

“For suppliers, the value that BIM
can bring is the transformation toward
manufacturer-specific products with
the data attributes embedded in the
models,” says Collins. “Manufacturers
are starting to realize they can provide
tangible value to the design community
by taking the responsibility of repur-
posing their technical product data so it
can be used inside BIM project details.”

A growing number of building prod-
ucts companies, including curtainwall

manufacturers, glass fabricators and
component suppliers, are modeling
their products and placing them in
BIM libraries. This effort, they say, will
help better position them for architec-
tural specification. 

Full Speed Ahead
EFCO Corp. in Monett, Mo., has been

offering BIM options since early 2006
and now has more than 400 models of
various products available through the
different libraries (see box on page 32).
When first starting out the company
worked with BIMWorld to have its dif-
ferent product lines modeled and pub-
lished. While there are definitely
upfront costs, which vary based on
product details and complexity, Dave
Hewitt, EFCO’s director of sales and
marketing, says it was money well
spent.

“It was a scenario of jumping in and
taking the lead,” Hewitt says. “To me, it
was no different than our ad dollars.”

Other suppliers are also getting in-
volved. Devin Bowman, national sales
manager for Technical Glass Products
(TGP) in Kirkland, Wash., says his com-
pany had a firsthand experience in get-
ting started.

“We’re in the process of building a
new facility for our company and the
firm with which we’re working pre-
sented us 3D drawings,” says Bow-
man, who explains it has taken a year
for his company to become fully en-
gaged in BIM. “Architects had been
asking us about it, so last year we
made the decision to really start look-
ing into this and start moving in the
BIM direction.” TGP also worked to
have its products modeled and pub-
lished, and has now modeled its full
line of fire-rated glazing products,
framing systems, steel curtainwall,
doors and windows, as well as prod-
ucts such as the Pilkington Profilit
channel glass.

Contract glazing firm Trainor Glass
Co. has not yet ventured into using BIM
for drafting and design purposes, but

A Model 
Approach?
Is BIM the Next Big Thing? Suppliers 
Share their Views on Using the 
Technology in Part I of a Two-Part Series
by Ellen Rogers
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Technology in Part I of a Two-Part Series
by Ellen Rogers
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has had several of its custom impact
curtainwall systems modeled and made
available.

“We were seeing BIM becoming
more prevalent and we wanted to be
one of the first glazing contractors out
there to utilize it for our glazing sys-
tems,” says Jerry Kern, vice president
and division manager for the com-
pany’s Florida branch. “This makes our
products more visible to architects who
use BIM and we didn’t want to be
knocked out of an opportunity just be-
cause we didn’t have something.” 

Arch Aluminum & Glass headquar-
tered in Tamarac, Fla., hasn’t yet begun
modeling, but is gearing up to do so.

“We see that there is an absolute need
for this program,” says Max Perilstein,
vice president of marketing. “We’re still
in the beginning stages, but we know
we have to do it.”

A Good Reason Why
Suppliers say they have found a num-

ber of benefits in having BIM models
available. In addition to being at the
forefront of technology, BIM gives them
a strong presence before architects.

“We have additional product promo-
tion from having these files available,”
says Hewitt. “We can generate 3D de-
signs for architects and when we bid
something we know exactly what we’re
bidding—there’s no longer that inter-
pretation of architectural drawings.”

Perilstein agrees that when suppliers
have all of their products available and
quickly assessable for architects it will
make it easier for them to be specified.

“Plus, it gives architects another de-
sign resource. It’s a whole system calcu-
lation that takes the design process to a
new level,” Perilstein says.

Bowman, too, says it’s advantageous
to have this presence in the architec-
tural community.

“We believe many of the major firms
are bringing on young architects who
are being taught about BIM in school,
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continued on page 30

Get “Smart” with a New 
Tool for Checking Code Compliance

No matter how pretty the
windows, it’s not always easy
to know immediately that a
building design is sure to be
in compliance with a given ju-
risdiction’s codes. Now, with
the development and growth
of building information mod-
eling (BIM), the International
Codes Council (ICC) and the
buildingSMART alliance, a
council within the National
Building Sciences Institute,
have developed SMART-
codes™, a program designed
to automatically determine
whether a project will comply
with the 2006 International En-
ergy Conservation Code (IECC). 

Through a manual code
search, SMARTcodes users ask specific questions about the 2006 IECC. The
program then takes them through all aspects of the code, including reference
standards, commentary and code interpretations, as well as product listing di-
rectories that will take them directly to a manufacturer’s product information. Ac-
cording to information from the ICC, the automated compliance check takes the
building plan as represented by BIM to automatically check for compliance
through the use of model-checking software.

Developers of the system explain that SMARTcodes is an “interoperable” sys-
tem, which means it is capable of sharing and using information from different
groups. For instance, the system could help contract glaziers effectively ad-
dress code-related issues prior to submitting their plans for approval.

Arlene Stewart, president of AZS Consulting Inc., a code consulting firm in
Gainesville, Fla., says having a tool such as SMARTcodes is going to help bring
BIM more into the construction mainstream. 

“Once you start interfacing the different programs you have a live way of
telling how to reach the energy code,” says Stewart. “For contract glaziers, they
receive a request for a certain type of glass and a certain frame and they need
to know what those [energy performance] numbers are. This program will help
shift that responsibility back into the hands of the architect; the person doing
the design can tell immediately whether or not the design is in compliance, so
it helps take the pressure off of the contract glazier.”

A demonstration and additional information about SMARTcodes is available
at www.smartcodes.org. ICC plans to expand the demo with more BIM options,
additional codes and federal, state and local code amendments. Future plans
include expanding SMARTcodes to include the International Building, Fire, Me-
chanical, Plumbing and Fuel Gas Codes. Before it is released for commercial
use, SMARTcodes will undergo beta testing in which users can code check their
own BIM. 

The ICC is developing ways to use BIM to
check for a given product’s code compliance.

We believe many of the major firms are bringing on young
architects who are being taught about BIM in school, and

they are learning about the advantages of being able to work
efficiently, so it’s good to have our products available. 

—Devin Bowman, TGP
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and they are learning about the advan-
tages of being able to work efficiently,
so it’s good to have our products avail-
able,” says Bowman. “Another benefit is
that when the BIM data is saved it’s ac-
tually embedded into the model itself.
So, should there be a reason to add an
extension or to makes changes, it’s very
easy to replicate.”

Making it all Work
Any time a company adopts a new

technology there are always some chal-
lenges and concerns. These suppliers

all agree, though, that so far the addi-
tion of BIM hasn’t been too difficult.

“The biggest concern was just fig-
uring out how to do it correctly, as
there were no guidelines for doing so,”
says Hewitt. “We talked to experts in
different businesses who’d been
around and had done more with it. It’s
a matter of getting into the main-
stream, and it can be difficult to know
how to do that.”

Perilstein agrees.
“It’s a new technology, so under-

standing the applications, making sure

it’s done right and following the right
path are the main challenges,” he says.
“As an industry we’re used to doing
things the same way and new tech-
nologies scare us.”

For TGP, Bowman says it was impor-
tant that they not get started too early.

“Because it is such a new technol-
ogy we didn’t want to get going with
it and then have everything change
completely six months later,” he says. 

Another challenge, Bowman adds, is

DeMichele Group and McGraw-Hill 
Plan New Software Launch for AIA Show

An increasing number of architects are making
the shift toward building information modeling
(BIM). A new software tool developed jointly by
the DeMichele Group, based in Mesa, Ariz., and
McGraw-Hill Construction, will also be beneficial
for glazing contractors who are looking to make
the BIM transition.

Architect Design Studio (ADS), which will be
launched next month at the AIA Show, May 15-
17, in Boston, operates with Revit, Autodesk’s 3D
design program. During the architectural design
phase, ADS analyzes the BIM and searches for de-
tailed information about it. It then displays the extracted information, allow-
ing users to choose a specific manufacturer’s products to fit into the design of
the building. Since there may be more than one suitable product, the program
can also compare products based on price, performance,  etc. In addition, the
program can analyze the building elevations to determine whether curtainwall,
for example, can stand up to the given wind loads, dead loads, etc. It can do a
cost analysis of the glass, metal and labor and then write a specification, cus-
tom to the chosen products.

And what about the benefits for the glazing contractor? As part of the current
process, glazing contractors typically review an architect’s paper drawings,
which they then must transfer into whatever estimating program they use. 

“Because BIM operates within the Revit program, the contract glaziers can
choose the products they want and then do a complete takeoff for estimating,”
says Nathan Henning, senior level programmer with the DeMichele Group. “They
no longer have to look at the paper drawings.”

Henning says the program will allow contract glaziers to be closely integrated
as part of the architectural design process and within just moments they can
provide the architects with an estimate thanks to the automatic takeoff. 

More information about the software program will be available during the AIA
Show, where The DeMichele Group will be exhibiting with McGraw-Hill Con-
struction in booth 15011.

A Model 
Approach?
continued from page 29

continued on page 32

Who’s Been BIM’d?
Want to know who’s having their

products BIM’d? The following lists
will give you an idea of just some of
the industry companies who’ve had
products modeled and made avail-
able in the online BIM libraries.
Who’s on BIMWorld?
AGC Flat Glass
Andersen Windows
Doralco
EFCO, a Pella Co.
Llumar Window Films
Marvin Windows & Doors
Pilkington
Technical Glass Products
Trainor Glass Co.
Vista Window Film
Winco

Who’s on the Sweet’s Network?
Alucobond
Alcoa
DORMA
EFCO, a Pella Co. 
Optimum Window 

Manufacturing Corp.
Pella Windows & Doors
Pittsburgh Corning
PPG
Rixson
Thermique
Solar Tracking Skylights Inc.
Wagner
Winco
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RAILINGS AND 
WINDSCREEN SYSTEMS 

For view-oriented installations, Glass
Railings and Windscreens serve as an
effective wind barrier and divider, or as
a pool surround, further enhancing the
outdoor environment.  Also provides a
sound wall, great for noise reduction.

CRL can design, engineer, and
fabricate a custom system that will 
satisfy not only your need for safety
and security, but also your artistic
tastes as well.
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SYSTEMS
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Architectural Products Manufacturing Division
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MANUFACTURED BY C.R. LAURENCE COMPANY

Ask for Your FREE CD-ROM Catalog Today!

HR09 Railing Systems Catalog features our 
structural glass, aluminum and post railings, hand and

guard rails, windscreens, patio posts, and more.  See
beautiful pictures of installations to give you ideas 

and inspiration for your jobs.  It can be viewed 
online at crlaurence.com.
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making sure the information they pro-
vide [to the BIM libraries] is conveyed
correctly. “We have to make sure all the
embedded data is correct and also that
all of the limitations [such as with a
curtainwall system] are all included,”
he says.

One challenge for Trainor Glass has
to do with the way the model is drawn.
Kern explains that architects can still
draw whatever they want—even if it’s
not possible to construct. “So we still

have to interact with them to make sure
what they draw can actually be built;
we still have to check the con-
structability of the project.” This is also
one of the reasons they’ve not yet ven-
tured into using BIM for their own de-
sign purposes.  

“It’s not that drawing in 3D is differ-
ent from the real world, it’s that BIM
does not construct the glazing system
in 3D the same way as it’s constructed
in the real world,” says Kern. 

Air of Uncertainty 
Just because some companies agree

about the benefits of BIM, not everyone
sees it in the same positive light. Terry
Newcomb, director of marketing for
Thermal Windows Inc. in Tulsa, Okla.,
isn’t yet convinced that BIM is the best
way to go. 

“BIM seems like another attempt to
wow the industry with 3D capabilities
and I’ve seen it before,” says Newcomb.
“Architects and manufacturers sign on
to these technologies, and we invest
time and money into developing them,
then get burned because it doesn’t per-
form the way it’s supposed to and every-
one ends up going back to 2D CAD.”

In order to adopt the technology,
Newcomb says he would have to see
real results that BIM products truly de-
liver what they promise.
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BIM Libraries
Want to see which other companies have had their products modeled? Check

out these online libraries:
• BIMWorld, www.bimworld.com
• Google 3D Warehouse, http://sketchup.google.com/3dwarehouse/
• Sweet’s Network, http://products.construction.com/portal/server.pt

We still have to interact with [architects] to make sure
what they draw can actually be built; we still have to

check the construction of the document. 
—Jerry Kern, Trainor Glass Co.

A Model 
Approach?
continued from page 30
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“If you could prove that BIM really
does produce accurate, usable shop
drawings without a lot of extra effort,
then it’s something I’d consider,” says
Newcomb. “Unfortunately, at this time,
BIM requires the creation of a CAD ob-
ject for every building component, as
well as a lot of computing power, disk
space and bandwidth.”

But Collins says all companies who
want to remain competitive will have to
start using the BIM tools eventually.

“Go back 25 years and manufactur-
ers were asking the same question:
‘How do I know that doing this [Auto-
CAD] will get my product specified into
the building?’ It quickly became appar-
ent that if you didn’t create CAD files
then the opportunity to be specified di-

continued on page 34

Many manufacturers are waiting for
BIM to mature before adding their
products to libraries.

P
ho

to
 c

ou
rt

es
y 

of
 T

ec
hn

ic
al

 G
la

ss
 P

ro
du

ct
s.

We believe in the
future of BIM.
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A Model 
Approach?
continued from page 33

On Board the BIM Bandwagon …
Just because contract glaziers are not yet 100-percent on board with building

information modeling (BIM) doesn’t mean the industry isn’t getting ready for the
technology’s full-scale arrival. In fact, the Glass Association of North America’s
(GANA) Building Envelope Contractor’s (BEC) division is one group that is taking
steps to prepare the industry for BIM.

“Building information modeling (BIM) is changing the way commercial construc-
tion projects are designed, specified, cost estimated, procured, managed, erected
and documented. Specific to our industry, three dimensional details of fenestration
systems are already becoming readily available in construction product databases
and will serve as the way we provide product and system information in the future,”
says Greg Carney, GANA’s technical director. “Hopefully, very well respected soft-
ware tools such as WINDOW, THERM, OPTICS and COMFEN developed by the Win-
dows and Daylighting Group at Lawrence Berkeley National Laboratory (LBNL), as
well as future LBNL tools will play a major role in fenestration system modeling.”       

The technical committee of GANA’s BEC division currently has several projects
in the works. Realizing the significance of BIM to the industry, the group is work-
ing on developing a BIM Glass Informational Bulletin. In addition, the committee
is working to secure a BIM speaker at a future BEC event, though specific details
have yet to be finalized. More information will be available from UUSGlass as well
as the GANA website, www.glasswebsite.com, as it becomes available. 

Technical 
Glass

Products

has developed a 
BIM Library

To view it
visit

www.bimworld.com

http://www.bimworld.com
http://www.glasswebsite.com
http://www.usglass-digital.com
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minished dramatically,” says Collins.
“Eventually, building product manu-
facturers realized they had to develop
[these] CAD files. Now, as design firms
continue to adopt BIM as a core tool set
they will continue to demand more
manufacturer specific BIM products to
be developed.”

Looking Ahead
But regardless of whether or not a

company sees BIM as the right direc-
tion, experts agree, it’s here to
stay. And it’s only a matter of
time before more and more
companies follow suit.

“Right now [in this indus-
try] there are only a few man-
ufacturers with products
available,” says Bowman. “I
think as the architects start

using the tools more and more they are
going to see this handful of companies
and then they’ll start going to those
product competitors and asking the
same of them. That’s really going to
start alerting everyone of this.”

Plus, Hewitt points out another ad-
vantage, “BIM allows you to build bet-
ter buildings, more efficiently and at
reduced costs.”

And isn’t that what everyone’s really
after?   ■

Transparency in the system.

DORMA ENTRY Structural Fittings.

Facades, roofs, canopies, and
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E l l e n  R o g e r s is a
contributing editor for UUSGlass
magazine.

Look for the May issue of UUSGlass for an in-depth explanation of BIM 
from Steve Jones, senior director of McGraw-Hill Construction.
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BIM Library
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S
ome people can feel confident
making a major purchase sight
unseen. Others might use the
web or a catalog as a place to

collect ideas, but prefer to reserve judg-
ment until they’ve seen an item up
close and personal. 

If you think you’ve covered your bases
by advertising your services online and
in the phonebook, or you draw in much
of your business through word-of-
mouth, you may not have considered
adding a showroom to your facility. But a
great many glass professionals—
whether offering a diverse array of serv-
ices or focusing primarily on commercial
construction—consider their show-
rooms to be an important resource to
have available for future customers. 

WHY ADD A SHOWROOM?
Ajax Glass in Fort Worth, Texas,

owned and operated by brothers
Buddy and Arthur Moses, recently
moved into a new 52,000-square-foot
facility—which includes a 12,000-

square-foot showroom displaying a
wide variety of inventory. That’s a lot of
space to dedicate to a showroom for a
company that the owners consider to be
focused on installation and replacement.
So why devote so much room to put-
ting products on display?

For starters, having a wide variety of
products on hand, particularly items
like hardware, is useful for the com-
pany’s own installation business. That
immediacy is also appreciated by the
contractors who come in to visit.

“People like to spend their money
and just carry it out or have it immedi-
ately,” Buddy Moses says. 

But more importantly, these show-
rooms can become a sort of tactile cat-
alog for end-users lured by the web or
designers looking for ideas.

“On the various shower doors, we try
to show some of everything so people
can see the wide selections, and I think
that’s important … so that people can
get a visual of what it may look like at
their homes,” Buddy Moses says. 

Many home and business owners do
frequent these showrooms but, as Jane
Cook, marketing officer for IGD Indus-
tries in Cedar Rapids, Iowa, notes,
many of these consumers are accom-
panied by the contractor with whom
they are working. 

“So many of our customers are con-
tractors, and they don’t have anything
to show their customers—so they send
them to us to look through a catalog
maybe, or to just come out and look at
the space with them [to see] what it’s
going to look like,” Cook says. 

IGD is the parent company of Allied
Glass Products Inc., which opened a
showroom in March in its Davenport,
Iowa, location. Showrooms for the com-
pany’s Des Moines and Cedar Rapids,
Iowa, branches are to follow.

Hellenbrand Glass LLC, a full-service
glass company in Waunakee, Wis., re-
cently has expanded its facility to
34,000 square feet and increased its
showroom space to 4,500 square feet to
make room for more displays. 
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PUTTING YOUR
BUSINESS ON

DISPLAY
What to Show—

and Why to Show It—
When Designing a 

Successful Showroom 
by Megan Headley

By expanding its showroom, Hellenbrand Glass can now showcase a wide variety of the windows it carries.

http://www.usglassmag.com


“The windows were probably the
biggest reason [we expanded],” explains
owner Trent Hellenbrand. “With the ex-
isting showroom we had we couldn’t
showcase all of our windows properly.” 

The showroom now features a wide
selection of the products the company
installs—or carries for other contractors.

Anchor Ventana in Round Rock,
Texas, has had a showroom in each of
its two locations for seven years, and is
now in the process of revamping the
2,500- and 3,000-square-foot spaces.
Owner Felix Munson says that the
showroom is an important resource for
customers following a lead from a web-
site or advertisement. “It’s an educa-
tional opportunity for the customer or
the end-user because they may go to a
website and see something but they
want to come in and really get the feel
for how the product feels in their hand.” 

Having a wide variety of products on
display “does draw in business,” says
Chris Mammen, president of Mammen
Glass & Mirror in Irving, Texas. “If
somebody wants a shower door and
they can look at it at my place or not
look at it somewhere else, I’m probably
going to win that customer.”

However, Mammen points out that
the benefits can go further than mak-
ing an on-the-spot sale. 

“It also gives us a chance to build our
image by designing the showroom the
way that we want to, to present the image
that we want our customers to see. And
I think it also gives you credibility as an
established brick-and-mortar business.
There are a lot of websites with different
shower doors, but you don’t know if
that’s a guy operating out of his garage
with a pickup truck or if it’s an estab-
lished business, ” says Mammen. 

KNOW YOUR AUDIENCE
A showroom is just one more tool in

the diversification bag. “We can do just
about anything anybody wants,” says
Edward Nethercutt, owner of Wood-
bridge Glass Co. Inc., a retailer and glaz-
ing contractor in Woodbridge, Va. “It
keeps you diversified, and I think that’s
been a big help to us.” 

But for companies with a commercial
focus, is a showroom really relevant? 

Some showroom owners say this
show-off space can bring in designers
looking for products ideas. 

“We do have some contractors who
come in,” Munson says, “but generally
when somebody has done an architec-
tural rendering, and has specified for a
commercial project what they want,
you’ll get an interior designer who
comes in that’s working on the project.” 

As Cook mentioned, many consumers
come in at the behest of contractors. 

“Sometimes homebuilders will send
their clients here to pick out their glass,
just like they would send them to a
plumbing showroom or a lighting
showroom,” Mammen says. 

But if you’re selling to contractors,
does that take away from your own in-
stallation business? 

No way, says Cook. “We do the glass
installation. The contractors that we
work with don’t want anything to do
with that, they don’t have the skills to
do that. So they might finish off the
bathroom, the plumbing and the tile
work, and they leave the glass enclo-
sure up the homeowner. Or they
might help facilitate it, and serve as
the general contractor, but we do the
actual installation.” 

In some cases these consumers who

bring in walk-in business—or con-
tractors who visit to get ideas—may
lead to new installation business for the
showroom owner. 

“We hope to be a resource so that we
are requested to do the work or ulti-
mately get to do the work,” Munson says.

“That’s the purpose,” Cook says. “We
want to get a bigger market share of the
glass shower enclosures,” she offers as
one example. “We also want to get a big-
ger share of wallet from those con-
sumers because they might need a …
product that we have.” 

TIPS TO A SUCCESSFUL SHOWROOM
Despite the aforementioned benefits

to having a showroom, the area will
only be as effective if the display can
pique the interest of visitors. 

Of course, in creating this three-di-
mensional catalog, it’s important to have
a big selection to show off to a visitor. 

“Obviously show a lot of product,”
Buddy Moses says, “but make it roomy
enough that people can maneuver and
move around.”

continued on page 38

A showroom can draw in designers looking for ideas of products to use—that
these glass shops can then help install.
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“IF SOMEBODY WANTS A SHOWER DOOR AND THEY CAN

LOOK AT IT AT MY PLACE OR NOT LOOK AT IT SOMEWHERE

ELSE, I’M PROBABLY GOING TO WIN THAT CUSTOMER.” 
—Chris Mammen,  Mammen Glass & Mirror 
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On the other hand, having too much
selection can be a bit overpowering.

“I’ve been in some showrooms and it
seems like if try to you show everything
it’s overwhelming and it’s kind of junky,”
Mammen comments. 

A professional designer can help
draw that fine line between too much
and just enough. 

“We used a professional designer to
help us because we are constrained, of
course, by space. We just had to decide
what do we need to accommodate that
space,” says Cook. 

To have “just enough,” picking a few
representative examples is key. But if
you offer a little of everything how do
you decide what to set out? These pros
say they try to balance a selection of
the basics, with a little something
unique thrown in as well. 

“The showroom doesn’t reflect all of
our product offerings, but it does reflect
the ones that are not generic,” says Mun-
son. “They’re a little bit out of the norm.”

“We’ve picked and chosen the neat-
est looking ones as well as some repre-
sentative samples,” Mammen says. “For
example, with the acid-etched patterns,
there are dozens of different ones.
We’ve picked out two or three and if
people are interested we can tell them
‘there’s 30 more available, let me get a
brochure out and show you.’” 

A professional designer can be a
great resource—but as Munson notes,
don’t forget to take the customer’s
opinion into account as well. 

“You’ve got to always find out from
your customer what they feel is needed
to help them sell a product because …
this is a contractor’s resource.”

If you’re going to put your best
products forward, be sure to have an

Designed by tradesmen for the trade

www.groves.com
800-991-2120 • sales@groves.com

SAVE 15 - 25% For a Limited Time Only!
Rack Up The Savings March 1st through the end of the
Coverings Show, May 10, 2008
Save 15 – 25% on top quality Groves Stone storage and transport
systems for a limited time only!  Orders of $500 to $2,499.99
received by May 10th will be given a 15% discount, orders of
$2,500 or more will be given a 25% discount on the entire order!

Bundle Rack
Regularly $450*
As Low As $337.50*
*per 5’ increment

Fabrication Tables
Regularly $545 ea.
As Low As $408.75 ea.
2 tables shown together

Transport Rack
Regularly $990
As Low As $742.50
Shown with optional casters

Shop Cart
Regularly $525
As Low As $393.75
3 sizes available

Econo A-Frame
Regularly $189

As Low As $141.75

TAKE A LOOK
Showrooms displays are varied, but

they’re all about getting an up-close
look at what’s available. But before
visiting showrooms in your area for
ideas, take a look for yourself at some
of the displays mentioned in the
article by visiting our Showroom
Slideshow on the Only Online section
of www.usglassmag.com. 

Many glass shops are finding
that a showroom can augment
their  installation business.

PUTTING YOUR
BU SI N E S S ON

DISPLAY
continued from page 37
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environment that shows them off to
their benefit. 

“We try to have them in such a man-
ner that glass samples can be viewed
with natural light,” Munson says.

A neat and orderly display is also
important. 

“I would say a number-one [prior-
ity] is keeping things neat and well or-
ganized and working properly and
having a clean and very professional
showroom—and a proper sales staff to
answer questions, ” says Hellenbrand.

Having knowledgeable staff on
hand to offer additional information
is important. 

“We have four people who are always
on the floor area,” says Buddy Moses.

In addition to providing as much
information as possible, these pros
suggest creating a comfortable envi-
ronment that encourages looking.

“We like to put up our samples with
plain English names and explanations.
You don’t want it to be intimidating,
you want it to be comfortable aesthet-
ically speaking as well,” Mammen says. 

“We have seats for them to sit in
when they come in if they have to wait,”
Nethercutt agrees. “They want some-
thing cut right now and we do that. And
while they wait for it to get cut they
have a place to sit down, and we have a
magazine rack that they can read if
they choose to. Try to keep them re-
laxed that way they don’t get impatient.” 

If there’s nothing else that can be
learned from these showroom tips, re-
member that it’s important to remain
open to suggestions on how to make
things better. As Munson comments,
“Many of our displays are flexible
enough where if we get feedback from
the customer, which we want, we’ll try to
accommodate them and learn from that
and develop it in such a manner.”   ■

Go to www.saf.com
Order ALUMINUM SHEET & EXTRUSIONS now! 

Online pricing.

NO FREIGHT or SURCHARGES over 100lbs.

SAF ATLANTA: 800-241-7429
SAF WEST: 866-660-6627

Ask about: Next Day Out Extrusions Service. Next Day Out Fabrication Services.
Me g a n
H e a d l e y is the
editor of UUSGlass.

http://www.saf.com
http://www.usglassmag.com
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B
ill Cobb, chief executive officer of Coastal Industries in Jack-
sonville, Fla., is a big fan of the Clemson University Tigers—and
he’s got the recreational vehicle (RV) in orange and black school
colors to prove it. You might even say Cobb, his wife, Gail, and
their RV are famous within the tailgating circuit. They’ve been

featured in Winnebago’s Traveling Times magazine and also on ESPN’s Ulti-
mate Tailgating. Today “RVing” is Cobb’s pastime and pleasure, but at one time
it was his livelihood. When Coastal Industries was founded in 1972 the com-
pany faced many hurdles. No money, no customers and, at times, no roof over-
head. But thanks to motor homes (and plenty of prayers) Cobb and Coastal
pushed through the hardest of times to become what they are today.

Humble Beginnings
The residential housing market may amount for 60 percent of Coastal’s

total business today, but this was not always so. In the early days its main
market areas were manufactured housing and RVs, followed by boating and
lastly residential. Cobb says 35 years ago shower doors in homes were a new
concept. But, before any new business can be launched, a few necessities
are required—namely, money. In 1972 when Cobb set out to start Coastal
he had a mere $15,000 loan, 9,000 square feet and three people, in addition
to himself.

“We had no customers, no income, no guarantees of any kind,” Cobb says.
Everybody I talked to at the time told me it was impossible to do what we
started out to do. And guess what? It was ... but we still did it.”

Today, though, the company’s 250,000-square-foot facility, nearly 200 em-
ployees and production capacity of 5,000 shower doors a day (a figure Cobb
says they’ve yet to reach. On average the company produces 1,500 to 1,800 fin-
ished doors each day), stand as examples of how a little perseverance, hard
work and faithful, dedicated employees can make the impossible possible. 

by Ellen Rogers

Enjoying
the Ride

www.usglassmag.com

Atlantic Blvd. facility, 
February 1972 – July 1975

St John’s Industrial facility,
September 1989 – present.

Baymeadows facility,
July 1975 – May 1984

Theresa Rd. facility, 
May 1984 – September 1989

Bill Cobb, founder and owner of Coastal Industries, raises a glass in his office.

After 35 Years,
Coastal Industries
Stays Focused on
What it Does Best

Coastal Industries has
occupied several places
during 35 years. Pictured
below are past and present
facilities: 

For an expanded version of 
this article—and a special 

slideshow profile—visit 
www.usglassmag.com.

http://www.usglassmag.com
http://www.usglassmag.com/online/onlytoc.php


Then and Now
Getting a new business off the ground is not an easy task,

as there are often many obstacles along the way. The reces-
sion of 1973, for example, brought tight times for Coastal. 

“We fell into a negative net worth; in coming out of the re-
cession, we had run out of capital. At one time I went to my
sales manager and told him to sell everything he possibly could
and I would work the vendors for terms as much as I could,”
says Cobb. “At the same time we went out to a bunch of man-
ufacturers supplying the RV and manufactured housing in-
dustries and talked them into consigning inventory to us. We
became a massive distributor for those industries in the south-
eastern United States. We didn’t actually buy the products; we
just sold them and were paid a commission on those items. We
did that [for several years] and that’s how we survived during
that period. But at one time, yes, I felt like it might be in my
best interest to try and find a job somewhere else.”

If lack of money wasn’t challenge enough, there were other
struggles, too. By 1975 the company was doing well enough to
relocate to a 40,000-square-foot row warehouse. Cobb recalls
one particular afternoon,  when at 5:15 p.m. it began to rain.

“At 5:30 the roof was on the floor,” says Cobb. “That wasn’t
the worst news. When I called my insurance agent he told me
that we had fire and extended coverage, but what we needed
was a policy called all risk. Today we have all risk.”

Cobb credits the employees of Coastal as the main reason
the company was able to persevere through difficult situations.

“We got all of our people together and I told them we could
either fight through it or we could just quit. They all elected to
fight through it—most of those folks are with me today,” says
Cobb. “You’d be amazed, each year when I recognize the peo-
ple who work for this company and I give the tenures—five-
year, ten-year, 20, 25, 30, 35—that we have people who have
been here for 35 years. I get hoarse talking about it mention-
ing all the people just when I get to the 15-year tenure.”

All in the People
Bill Furr, quality control supervisor, is one of those em-

ployees who has been with Coastal for nearly 35 years, start-
ing January 22, 1975. In almost 33 years, Furr has worked
in many jobs, from managing a warehouse in Charlotte,
N.C., to regional and international sales. 

“I’ve been approached by competitors …  and offered posi-
tions of equivalence to the positions I had as a sales manager,”
says Furr. “I weighed the offers and I weighed the fact that here
I know where I am. I’ve watched Mr. Cobb decide what’s nec-
essary to keep a company profitable and I’ve seen what’s hap-
pened with other companies that have gone out of business
because of bad upper management procedures. I want to be
sure that in the next five, ten years or whatever it is for me, that
the company I’m at will still be in existence and profitable.”

Company president Ray Adams joined the company in Au-
gust 2000, with previous experience in the shower door in-
dustry. He says Cobb had been friends with his dad, so he had
known him for many years prior to joining the company.

“Bill has a dynamic personality; he’s a self-made man,” says
Adams. “I think as a manager he’s one who tries to get the right
people at the right place. You always know where he stands.”

“One of the things I’ve always tried to do is hire people who
are compatible with the people we have here,” says Cobb. “I
think that’s one of the reasons that we have the longevity that
we do. It’s a big family atmosphere here.”

Competitive Measures 
Cobb admits that the shower door business is extremely com-

petitive. The key, though, is to differentiate, and bring something
to customers that no one else has. For Coastal, that is a software
program, created by Cobb, which takes general input and con-
verts it to specific information about building a shower door.

“I had the choice of learning a program language and de-
signing and developing a software program myself, or I could
hire a programmer and sit with him for several years to develop
it and I chose to learn the program,” says Cobb. “Over a period
of almost 30 years I have written this program, and it is a major
asset because it gives you everything you need to know about
building a shower door.”

The program was developed internally for Coastal em-
ployees to use, but in the last ten years it’s been made avail-
able to all of the company’s fabricators. 

“We don’t give it away, we sell it. My theory is if you give
something away it has zero value,” says Cobb.

Customer Satisfaction
Having long-term customers is another example of a suc-

cessful business. Some of Coastal’s customers have been sup-
porting the business since the very beginning. One of those early
customers still working with them today is Raleigh Glass & Mir-
ror, in Raleigh, N.C., which has been a customer for 34 years.

“They have one of the best products on the market,” says the
company’s residential general manager, Gerald Humphries.
“I’ve dealt with shower doors for 50 years and they have some
of the best service; if there’s a problem they fix it right away.”

Mark Hill, president of United Mirror and Glass, which has
operations in the Dallas/Fort Worth and Austin areas of
Texas, has worked with Coastal for about two years.

“The previous manufacturer we had been working with
could not handle the amount of work we had,” says Hill. “So
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continued on page 42

Coastal buys and sells its shower door products on a
worldwide basis.
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we researched suppliers for six or eight months and Coastal
was one of the top three we looked at. It was in the service
and the quality [they had], and they won with flying colors.”

Hill continues, “My experience with Coastal is old
school—good service and quality. You can call them and talk
to the owner and everybody there is willing to do that, and
that’s so important. They strive hard. There’s a problem and
a solution and they get the solution. The whole company is
that way, top to bottom.”

Building Relationships
Many business owners will tell you that without good sup-

pliers it’s difficult, if not impossible, to survive. In the early
days, Coastal was not without its own supplier challenges. In
fact, they lost one vendor when a competitor gave huge ma-
terial contracts to that company, provided they would not sell
to Coastal. Today, though, it’s a different situation.

“We work with a supplier as a partner. We treat them as an
equal,” says Cobb. “We realize that they have to make money
and we try to work with our suppliers and that has worked
over the years. Our suppliers have been very, very, good to us
and us to them—it’s not always price.”

Coastal also operates on a global basis, having sold products
around the world. Cobb says they also buy on a worldwide basis.

“We import [some products] from China, and where a lot of
the competition may have chosen the route of going through
brokers, we chose to establish relationships with the plants in
China,” Cobb says.

Coastal buys some of its patterned glass from China, but
primarily lineal materials. Cobb adds that one of his biggest
industry concerns is the ever-increasing amount of extruded
aluminum being imported from China.

“My background was in the extrusion business and I have
a lot of friends who have been hit hard by the price cutting
that’s happened with the Chinese coming into the market,”
says Cobb. He adds that his company does not buy processed
materials from Chinese manufacturers. “We have tried in the
past and were not successful because [the products] don’t
seem to be able to hold the tolerances we require,” Cobb says.

Maintaining Success
In order to be competitive and to stay prosperous, many

U.S. manufacturing companies have relocated their pro-
duction facilities to China, where labor costs are lower.
While Cobb admits he has considered moving production
offshore, he decided it was not the right move. 

“Certain items will lend themselves to being produced
offshore. Those items have to be extremely high volume
where there’s no change or no chance of change,” says Cobb.
“But this business, especially on the residential side, is a
five-day-turn business, which means the Chinese supply
chain does not work. There may be some instances where
we could utilize that, but it would have to be low-end, high-
volume stuff. The systems that we produce here, which now
seem to be such a big part of our business, I don’t think
they are compatible with that [type of production].”

Looking Ahead
Shower doors themselves have changed greatly in 35 years. 
“When I started out installing years ago it was rare to ever

see a custom enclosure,” says Adams. “Now it’s rare not to see
one. The industry has become less cookie cutter.”

And Coastal is continuing to keep up with the changes.
In fact, in working with its advertising and marketing
agency, Kleber & Associates, they are developing plans for
what they are calling “the shower of the future.” Areas they
are considering include different types of glass such as
“self-cleaning” and antimicrobial.

And what’s in store for Coastal itself? 
“If you’re not growing you’re dying,” Cobb says. “I have

sons involved in the business, Ray’s like a son to me. My in-
tention is for the company to grow. I have no plans to sell.”

Employees agree, Cobb is the type of leader whose in-
fluence carries throughout the company.

“To me, he’s fun. He’s got a great sense of humor,” says
Adams. “He’s always looking for the humor and I think you
need that in business. He’s also very even-keeled and he’s
been a good mentor to me.”

Cobb has also influenced Furr’s outlook. “He’s the type
of leader who’s constantly looking to the future for what’s
on the other side of the hill or around the corner,” says
Furr, “and as long as you have a positive attitude and are
not adverse to change the company will grow.”   ■

Coastal’s plant has production capacity to create 5,000
shower doors a day.

Coastal Industries
continued from page 41

E l l e n  R o g e r s is a contributing editor
for UUSGlass magazine.
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T his year’s Glass Association
of North America (GANA)
sponsored Glass Week took
place February 13-17 at the

Rio in Las Vegas—and hot on its heels
was the Building Envelope Contrac-
tors (BEC) Conference, which lasted
through February 17-19. While the
week began with hard-at-work GANA
members discussing new business
initiatives, it closed with a swelling
tide of glazing contractors eager to sit
back and take in detailed informa-
tional presentations. 

G is for Green
During Glass Week, the “G” in GANA

might also have stood for green. 
“This will continue to be a focus for

us,” Greg Carney, GANA’s technical direc-
tor, said during a Tempering Division
meeting. “This is the future of our indus-
try and I think has to be a part of GANA
down the road.”

The BEC Division likewise opened its
meeting with green talk. “Daylighting is
one of the biggest things out there and a
lot of people don’t have a clue,” com-
mented BEC Division chairperson Max
Perilstein of Arch Aluminum & Glass. 

The group tossed around such ideas
as developing a task group and creat-
ing a white paper on green construc-
tion. The Decorative Division heard
the call as well and is creating a task
group to focus on green efforts. 

The Flat Glass Manufacturing Divi-
sion took a different tack. As part of the
division’s new business, Henry Gorry of

Guardian Industries Corp. requested the
division “create an ad hoc committee on
climate change.” Per Gorry, the commit-
tee would identify the industry’s objec-
tives in legislation or regulatory
activities and aim to get its objectives
incorporated in any legislation or regu-
latory activities. A six-to-one vote ulti-
mately created this committee.

Tempering 
Division Cleans Up 

The Tempering Division’s Construc-
tion Subcommittee addressed the issue
of glass cleaning, an issue that has seen
much debate between the glass associ-
ation’s members and the window
cleaning industry (see January 2008
USGlass, page 18).

In particular, GANA has urged win-
dow cleaners not to use metal scrapers to
clean glass, as it can result in scratches.
The subcommittee members stressed
that it is important to get the word out

by Megan Headley and Debra Levy

One Week, All Glass
Attendees Get It All at Glass Week-BEC “Super Conference” 

(At left) Ren Bartoe (from left) and Andy Gum present William Coddington with
an award as part of his GANA Honorary Membership. (Below) GANA’s seven
divisions each met during Glass Week to further progress on educational
presentations, glass information bulletins and other projects.
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about the damage caused by metal
scrapers. “GANA has taken the position
that we are here to educate and will con-
tinue to educate the window cleaners,”
said Brian Pitman, director of marketing
and communications for GANA.

It was suggested that a static-cling ap-
plied sticker on certain glass products
might help in this education process. 

The subcommittee expressed inter-
est in the idea. Some individuals sug-
gested having these stickers applied by
the glazing contractor, although there
was concern about liability should the
contractor neglect to use the sticker. 

The Laminated 
Division Hears a Proposal 

John Kent of the Safety Glazing Certi-
fication Council (SGCC) presented the
Laminating Division with a proposal for
new guidelines for the certification of
laminated glass. Historically, laminated
glass has been certified per nominal
thickness per ASTM C1036. However,
Kent said, there are products that don’t
fall into those nominal thicknesses. 

He explained that initial testing would
be performed on each nominal thick-
ness, per C1036, of at least one brand of
each generic category of interlayer mate-
rial that the company is aiming to certify.
Ongoing certification would be by two
thickness classes (standard or heavy)
and per generic category of interlayer.
SGCC will maintain a list of accepted in-
terlayer brands per generic category, and
certification to one brand within the
generic category will allow switching to
other brands within the generic category
on the list. According to Kent, this new
method would mean that, on an ongoing
basis, there will be fewer tests for a wider
range of products.

FRGC Takes 
Charge of Labels

The Fire Rated Glazing Council
(FRGC) spent part of its meeting prior-
itizing its “wish list” of items to accom-
plish. The items ranged from creating a
logo and website to creating additional
presentations and bulletins. 

Among its priorities is the creation
of a new committee to address issues
concerning the labeling of fire-rated
glazing. Council members noted that
there exists a large discrepancy in how
these products are labeled and it was
suggested that GANA create a subcom-
mittee to focus on creating a standard
labeling procedure. A motion to accept
this charge from the Glazing Industry
Code Committees (GICC), which cur-
rently handles labeling, was accepted. 

Under Review
The Laminating Division’s Marketing

Committee discussed an initiative to
create a video on the resin process of
laminating glass; a video already exists
on laminating with PVB. Meanwhile, the
Tempering Division is in the process of
developing its video about tempering. 

The Flat Glass Manufacturing Divi-
sion’s Technical Committee had updates
on several documents. The committee

sent a Glass Informational Bulletin (GIB)
on the approximate weight of architec-
tural flat glass to the board for its ap-
proval. The group’s Specifiers Guide to
Architectural Glass, now known as the
Guide to Architectural Glass, has gone out
to members for revision.

The Protective Glazing Committee sent
a new GIB on detention facility glazing
out to its members for review. Two drafts,
on protective glazing earthquakes and
on how glazing can prevent melanoma,
were prepared to send.

The Mirror Division’s Technical Com-
mittee now has a draft outline of its GIB
on Installation Techniques Designed to
Prolong the Life of Mirror. The group
touched on concerns about offering ac-
tual installation guidelines, which the
group typically does not provide.  

The Product Handling and Cleaning
Task Group’s GIB had gone out to the
Decorative Division’s Technical Com-
mittee following the last meeting. One
comment had been made and the group
had since resolved it, leaving it to  send to
the full division for approval. 

Next up is GANA’s Fall Conference,
scheduled for September 8-10 at the
Wyndham DFW Airport North in Dallas.

continued on page 46

GANA Staff Passes
Torch During Glass
Week Celebration

Now that the Glass Association of North
America’s (GANA) joint Glass Week and
Building Envelope Contractors (BEC) confer-
ence have drawn to an end, the association
is preparing for changes within its staff. 

Following a formal dinner held during the
event, Glass Week attendants recognized
outgoing GANA executive director Stan Smith
who retired March 1. The association hon-

ored Smith with many thanks and the presentation of a ticket for a seven-day cruise,
a token to lead the hardworking staff member into his retirement. Ren Bartoe of
Vesuvius treated Smith to a subdued “roast” that brought chuckles from his audi-
ence. In addition, Debra Levy, publisher of UUSGlass magazine presented Smith with
a personalized cover in recognition of his frequent contributions to both the indus-
try and the publication. During the dinner, as well as throughout the week, Glass
Week attendees and GANA members were introduced to incoming executive di-
rector William Yanek (see September 2007 UUSGlass, page 22), who has worked
closely with Smith for the past six months.

The GANA members next turned their attention to honoring an industry legend.
William Coddington of W.S. Coddington Consulting was brought to the stage where he
was formally presented with a GANA Honorary Membership due to his valuable work
over the course of 40 years in the industry (see September 2007 UUSGlass, page 124). 

For an expanded version 
of this article, visit

www.usglassmag.com.

Stan Smith (left) retired as GANA’s
executive director as of March 1.

http://www.usglassmag.com
http://www.usglassmag.com
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One Week, All Glass
continued from page 45

While many Glass Association
of North America (GANA)
members arrived at the Rio in

Las Vegas for the start of Glass Week
on February 13, by February 17 the
desert city was flooded with glazing
contractors. More than 700 attendees
arrived for the Building Envelope Con-
tractors (BEC) conference, and crowds
did not dwindle as the first presenta-
tions were given the next morning. 

Max Perilstein of Arch Aluminum &
Glass, chairperson of GANA’s BEC Di-
vision, welcomed the audience before
turning the stage over to keynote
speaker Shep Hyken. Hyken noted
that, “People want to do business with
people they know, they like and they
trust.” Those words seemed to be ex-
emplified by the networking opportu-
nities for which the BEC conference is
known.  

Hyken’s advice gave way to more
technical sessions later in the morning. 

Joseph Solinski, president of Stone
& Glazing Consulting, presented the
audience with a thought-provoking
case study during his presentation,
“Structural Glazing Survey and Re-
pair.” He walked the audience
through the examination of a building
with a 500,000-square-foot unitized

curtainwall system—and a history of
loose glass and leaks. A survey of the
building revealed structural sealant
concerns. 

Later, Bruce Werner of Curtain Wall
Design and Consulting Inc. and Peter
Poirier of Tremco Inc. formed a panel
about four-sided structural silicone glaz-
ing. As Werner pointed out, the talk in
Las Vegas was apropos as the City Cen-
ter project on the Strip is the largest
structural silicone glazed (SSG) con-
struction project in the world. Since the
first SSG building was constructed in
1971, it has become “a mature tech-
nology,” Werner said. 

Ted Derby of Pohl Inc. of America
touched on a newer technology: rain-
screens. Pohl made a case for the use
of vented walls, or walls that allow air to
move around but still manage water.
One question that comes up is whether
energy efficiency can be maintained
with vented walls. According to Pohl,
continuity in installation is the key to im-
proved energy efficiency.

He also noted that rainscreens can be
incorporated into unitized curtainwall
systems. “A lot of pre-engineering is
done with these systems,” he says,
adding that this can help quality control.

Richard Green, P.E., and Stanley Yee

of The Façade Group also discussed
new technology. The duo went through
the design, development and imple-
mentation of a 300,000-square-foot
point-supported glass wall at the new
Bangkok International Airport. One of
the ten largest airports in the world, its
curtainwall system incorporates a num-
ber of new technologies, including
point-fixed, heat-strengthened lami-
nated glass and intricate stainless
steel components. 

Patrick Muessig of Azon USA fo-
cused on the topic of  energy model-
ing. Muessig introduced his audience
to some of the tools available for this
topic, as well as an overview of some
of the federal legislation pointing to-
ward requirements for energy-efficient
buildings, including the recently
passed Energy Independence and Se-
curity Act of 2007 (see March 2008
USGlass, page 46).

He suggested COMFEN—a software
tool from the Lawrence Berkeley Na-
tional Laboratory for calculating heat-
ing and cooling energy use of
fenestration products in commercial
buildings—is the next generation of en-
ergy modeling. 

BEC Crowds Come to Las Vegas

The seminars, ranging from technical to humorous, stayed packed by nearly 800 attendees throughout the BEC Conference.

continued on page 48

http://www.usglassmag.com
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One Week, All Glass
BEC Crowds Come to Las Vegas
continued from page 46

Raj Goyal of Graham Architectural
Products presented information about
designing for blasts per the new UFC-
DOD standard. His videos of flying
glass shards following test explosions
impressed upon his audience the im-
portance of following the 2007 docu-
ment and thoroughly understanding its
requirements. 

During his presentation Mike Burk of
Edgetech IG touched on the topic of
window cleaning, which had been dis-
cussed earlier during Glass Week. He
called today’s high-performance glass
products and metal scrapers “a disas-
trous combination.” 

He suggested plastic films that pro-
tect glass during the construction
process as one way to avoid problems. 

Jim Fairley of Colonial Glass Solutions
presented “Systems and Glass … Which
System Fits Your Business.”

For lean manufacturing—which fo-
cuses on waste removal to increase
throughput—he suggested each mem-
ber of management write something
they considered wasteful on a post-it
note. After everyone had put three or
more post-its on the wall, the overlap
could be considered items to look at
cutting right away. Fairley explained that
following Six Sigma means focusing on
reducing variation and reworks to in-
crease throughput. He pointed out one
area: “Think about how much time is

wasted on the bidding process.” The
theory of constraints he summed up as
“one hour lost at a bottleneck is an
hour lost for the whole process.” Find-
ing the bottleneck is the starting point,
whether it’s a machine in the facility or
an idle group on the jobsite. Then it’s
necessary to explore the constraints to
find a solution. 

Richard Kalson and David White of
Thorp Reed & Armstrong LLP talked
about a “new hot clause” showing up in
subcontracts during their presentation
on “Construction Law Developments in
2007.” The pay-when-paid clause has a
big difference from the pay-if-paid
clause, the pair noted during their talk. 

White explained that a pay-if-paid
clause more or less says that a subcon-
tractor will only be paid if a general con-
tractor is paid by the owner, implying that
if the general contractor is not paid the
subcontractor suffers that fate as well.
“Don’t agree to this,” White insisted. 

“It’s important because once that
risk of payment shifts from the gen-
eral contractor being paid by the
owner to you, the subcontractor,
then you are completely at the
mercy of the payment by owner and
you don’t ever want to get into that
situation,” he said. “That should al-
ways be a deal breaker.” 

While the “pay-if-paid clause can
result in your never ever ever being

paid by the general,” White explained,
the pay-when-paid clause “sets a rea-
sonable amount of time, say a year,”
after which point the court will usually
make a decision that the subcontractor
must be paid. 

A highlight for many attendees was
the keynote speech from Mike Eruzione,
who was the team captain of the 1980
Olympic Gold Medal hockey team. 

Despite the success of the packed
seminars, many attendees were most
interested in networking opportunities.
Either way, there was something for
everyone at the conference. 

“BEC continues to be the ultimate
networking and educational event for
the contract glazier. We had great feed-
back from the attendees and I am con-
fident that we will continue to work to
make that event the best one around,”
commented Perilstein. 

Dates for next year’s BEC Conference
will be announced later this year.    ■

M e g a n
H e a d l e y and
D e b r a  L e v y are
the editor and
publisher of UUSGlass,
respectively. 

In his keynote, Olympian Mike Eruzione
showed there really is a connection
between the glass business and hockey.

Jim Fairley of Colonial Glass suggested
several systems that can make a
business more efficient.

Richard Kalson of Thorp Reed &
Armstrong returned to BEC with an
update on 2007 law developments.

http://www.usglassmag.com
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For many retailers, diversifica-
tion is key, and the Americas
Glass Showcase® (AGS), to be
held May 2-3 at the Cashman

Center in Las Vegas, offers opportuni-
ties for retailers and glazing contractors
alike to expand their knowledge as well
as their product selection. 

The trade show, sponsored by the
Americas Glass Association, is co-lo-
cated with the Independent Glass Asso-
ciation’s (IGA) Independents’ Day
Conference and the International Win-
dow Film Expo, Conference and Tint-
Off™ (IWFE). The two-day event will
host companies providing an array of
products, from glass to equipment to
window film to software. The event is
large enough to attract some of the in-
dustry’s biggest names, but show organ-
izers say it remains personal enough to
spend quality time with the exhibitors.
The event also provides an opportunity
to meet new contacts, whether on the
show floor or in the seminars. 

A Sampling of Seminars
Whether you’re looking to improve

your business practices, or just need
some insight into a few technical ques-
tions, AGS offers a variety of seminars
certain to meet your needs. 

On Friday, May 2, Tom Grandy of
Grandy & Associates—a company that
provides business training exclusively
to contractors—will present the
keynote address on “15 Things All Suc-
cessful Companies Have in Common.”
Grandy will share a checklist to show
his audience how they are doing com-
pared to other successful companies,
and offer ideas to improve profitability.
Later that day, Grandy will present on
“Labor Pricing for a Profit.” As he notes,
improper labor pricing is the top killer
of small businesses today, so this ses-
sion will cover all the basics of prof-
itable labor pricing using a sample
company and ten filled in worksheets. 

Donn Harter, AGA president and tech-
nical director, will fill attendees in on the

latest in codes. On January 1, 2008, Cali-
fornia officially adopted the 2006 Inter-
national Building Code, bringing more
than 50 percent of the country under the
2006 code. Harter will update his listen-
ers on the many changes that have been
brought to safety glazing. For more code
information, Mike Grossman of ACI Dis-
tribution will focus on the latest 2006 IBC
code requirements specifically for hand
rails, as well as other new developments
in glass railings. 

Sherilyn Hobkins of Momentive Per-
formance Products and Bryce
Roughton of Sunshine Supply will join
together to bring attendees “the good,
the bad and the ugly” facts about
sealant installation. The seminar will
consist of tips on how to use the correct
sealant and proper application to fulfill
the manufacturers’ requirements.

For specifics on fire-rated glazing, a
panel of experts will outline the differ-
ence between protective and resistive
glazing, what the adoption of the
Urban-Wildlands Fire Code really
means, alternatives to wired glass in
hazardous locations and the inclusion
of safety and energy glazing as required
and the proper composition.

Several general business-oriented
sessions also are being offered. Mattie
Carrillo, former owner of JC Glass and
a present AGA board member, will offer
insight into “Creating a Legacy” with
your glass business. Bill Braun of Braun
& Melucci LLP will present practical
business strategies and plans intended

Having It All, 
All in One Place
A Preview of the Americas Glass Showcase™ 

AGS offers seminars on architectural glass issues as well as general business
practices.

http://www.usglassmag.com
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to reduce the likelihood of being
dragged into expensive construction
defect litigation. Gregg Ketter of  Ketter
Development will help attendees to
“Master Emotional Intelligence,” which
he says is particularly central to leader-
ship, and “Cultivate High Performance
Teams.”

Home Away from Home 
While the Cashman Center is hosting

the event, attendees are invited to stay
at the nearby Golden Nugget Hotel &
Casino in downtown Las Vegas.

The hotel, known for its classic feel of
Old Las Vegas, unveiled a $60 million
expansion in December 2007, which in-
cludes an expanded gaming floor, a
new sushi restaurant and an exciting
new nightlife venue called Gold Dig-
gers. Previous renovations and addi-
tions to the world-renowned AAA Four
Diamond Award-winning property in-
clude The Tank, a pool with live shark
aquarium complete with it’s own pass-
through, three-story waterslide; restau-
rants Vic & Anthony’s Steakhouse,
Grotto Italian Ristorante, Lillie’s Noo-

dle House and The Buffet; a Race and
Sports Book, Poker Room and the re-
designed casino floor; RUSH Lounge,
an ultra-lounge experience in the cen-
ter of the casino floor; The Showroom,
an intimate, 600-seat theater hosting
the best in headline entertainment;
renovated luxury spa, salon and fitness
center; and ultra-modern Gold Club
rooms. With all of this to do, there’s lit-
tle reason to leave the hotel—except to
come to the Expo, of course. 

Connecting 
with Colleagues 

Actually, there’s more than just the
trade show floor to draw you away from
the bright lights of Vegas; there are also
plenty of opportunities to network with
your peers and learn the latest from
colleagues who know the challenges
you face. 

For starters, this year’s show will con-

tinue the tradition of hosting the an-
nual AGA Golf Classic. The best ball
competition, to be held jointly with the
IGA, will take place Thursday, May 1, at
the Rhodes Ranch Golf Club. This
course, designed by architect Ted
Robinson, is said to provide a blend of
challenge and playability to golfers of
all skill levels. It’s highlighted by a
group of par threes which Robinson
calls the very best that he has ever de-
signed, and includes a multitude of
water features, varying elevations, stun-
ning city and mountain views and gen-
tle rolling fairways.

Registration for four-person teams
begins at 6:30 a.m. and a shotgun start
is to begin promptly at 7:30 a.m. All
fees include golf cart, giveaways and
greens fees. Club rentals will be avail-
able for an additional fee. Teams of four
are welcome to register. 

If golf isn’t your thing—but the Vegas
scene is—a cocktail reception from 5-6
p.m. on Friday, May 2, following the Expo,
will include everything you need to know
on Vegas staples such as craps, blackjack
and other classic games. Cocktails and
finger foods will be served. Why not start
off the night with a lesson and mingling
and end it in a Vegas casino with some of
your new friends? 

More Information?
To learn more about the Americas

Glass Showcase®, or register to attend,
visit www.americasglassassn.org. 

To register for the IGA’s show, visit
www.iga.org.

To register for the IWFE, visit
http://windowfilmmag.com/iwfe.   ■

Schedule at a Glance
Thursday, May 1, 2008
AGA Golf Outing .........................................................................6:30 a.m. - 3 p.m.

Friday, May 2, 2008
Registration Open ......................................................................8 a.m. - 4:45 p.m.
AGA Annual Meeting ..................................................................9 a.m. - 9:15 a.m.
Keynote Speaker......................................................................9:15 a.m. - 11 a.m.
Educational Seminars .............................................................11 a.m. - 4:15 p.m.
Americas Glass Showcase®..........................................................11 a.m. - 5 p.m.
Cocktail Reception ..........................................................................5 p.m. - 6 p.m.

Saturday, May 3, 2008
Registration Open ......................................................................8 a.m. - 3:45 p.m.
Educational Seminars..........................................................9:30 a.m. - 2:30 p.m.
Americas Glass Showcase® ..........................................................10 a.m. - 4 p.m.

The trade show will feature big industry names, although show organizers say
the event remains personal enough to spend quality time with exhibitors.

http://www.americasglassassn.org
http://www.iga.org
http://windowfilmmag.com/iwfe
http://www.usglassmag.com


USGlass Magazine 2008 CEO of the Year Nomination Form

Nominee’s Name: ___________________________________________________
Nominee’s Company:_________________________________________________
Title: ______________________________________________________________
Number of Years in this Position: _______________________________________
Number of Years Working in the Glass Industry: ___________________________
Nominee’s E-mail Address: ____________________________________________
Nominee’s Phone Number:____________________________________________
City/State:__________________________________________________________

USGlass magazine is now accepting
nominations for its second annual CEO
of the Year Awards. The recognition will
honor the industry’s top leaders for
their drive and their dedication to their
companies, the industry and their com-
munities. Nominees should convey en-
trepreneurial experience and success,
community involvement and innova-
tive management philosophies and
skills. 

To nominate a CEO, president or top-
level leader, please fill in the form and
fax it to 540/720-5687 by June 23, 2008.
Honorees will be announced in the De-
cember 2008 issue of USGlass.

If you have questions about the
competition or would like more infor-
mation please contact Megan Headley
at 540/720-5584 ext. 114 or e-mail
mheadley@glass.com

Now Seeking the 

USGlass Magazine 2008 CEO of the Year 

Nomination Form Submitted By:________________________________________
Your Name:_________________________________________________________
Company: __________________________________________________________
Title: ______________________________________________________________
Relationship to Nominee: _____________________________________________
City/State:__________________________________________________________
Phone Number: _____________________________________________________
E-mail Address: _____________________________________________________

For the next three (3) questions you may use extra paper. 
Please limit each response to fewer than 300 words. 

1. Describe how this person leads his/her company toward excellence.

2. Provide three specific examples that illustrate the nominee’s abilities in serv-
ing his/her organization (i.e., examples of how this person has heightened the
company’s public image; examples of strong financial/business management
skills; or examples of how they’ve developed new products and/or capitalized on
market opportunities. 

3. Describe how this nominee extends his/her leadership and dedication to the
community in which the company is located.

2007 CEO of the Year
Left: Don Pyatt, Viracon (large company
winner). Right: John Wheaton, Wheaton
& Sprague Engineering (small company
winner)

Fax forms to 540/720-5687 no later than June 23, 2008. 

mailto:mheadley@glass.com


Supervisor Training • Safety Training • Mutual Gains Bargaining • International Networking • Online Resources

RESOLUTION
Good Relationship Determine
HowWell Any Job Gets Done.
This is why the Painters and Allied Trades LMCI is committed to enhancing
the relationship between the contractor and union, to help reinforce the
common agenda you both share.

We’ve devised strategies and seminars to make the collective bargaining
experience a positive exchange of goals. By stressing the value of mini-
mizing differences and emphasizing how both sides can achieve their
goals, contractors can better serve their workforce and their customers.

The tools you need to succeed can be found
at www.LMCIonline.org or by phone toll-free
at (888) 934-6474 or (202) 637-0798.

http://www.LMCIonline.org


hardware
New Shower Door 
Pivots on the Horizon

U.S. Horizon Mfg. Inc. in Valencia,
Calif., is offering adjustable shower door

pivots designed for 3⁄8- and ½-inch glass.
The precision-machined pivots feature
solid forged brass construction and all
stainless steel components. Twenty-five
finishes are available.
❙❙➤ www.ushorizon.com 

shower enclosures
Paragon™ Goes Bronze

The Paragon™ series of shower en-
closures from Coastal Industries in
Jacksonville, Fla., now features an an-
odized oil-rubbed bronze finish.  

The oil-rubbed bronze complements

contemporary and traditional décor, ac-
cording to information from the com-
pany. In addition to the oil-rubbed
bronze finish, the Paragon series is avail-
able in brushed nickel, bright silver, gold
and platinum.
❙❙➤ www.coastalind.com 
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aluminum 
SAF Rounds Out Offering
with Telescoping Tubes 

Atlanta-based Southern Aluminum
Finishing Co. Inc. (SAF) is now stocking
telescoping round tubes made of 6063-
T832 aluminum alloy. The telescoping
tubes are manufactured to fit together
snugly and, the company says, may not be
appropriate for load-bearing and ex-
tended-length applications. The telescop-
ing round tubes are available in 12-foot
lengths with a 0.058-inch wall thickness.
Outside diameters may be specified in 1⁄8-
inch increments from ¾- to 1 3⁄8-inch. The
tubes are available in mill, anodized
204r1, anodized dark bronze, anodized
black 2-step or custom finishes. 
❙❙➤ www.saf.com

decorative glass
Pulp Studio Gains New Expressions™

Los Angeles-based decorative glass manufacturer Pulp Studio is now li-
censed to use DuPont™ SentryGlas® Expressions™ digital interlayer technology.
The agreement with DuPont Glass Laminating Solutions in Wilmington, Del.,
allows Pulp Studio to produce and distribute high-definition, decorative safety
glass interlayers. 

The technology uses a proprietary process developed by DuPont to print di-
rectly onto the plastic interlayer of laminated safety glass. Printing the polyvinyl
butyral interlayers in the same location where laminating occurs will help the
company provide a faster, more efficient response to customer needs. 

Pulp Studio will also be adding a full service division called Artwerks that will
assist designers in the art development of their projects. 
❙❙➤ www.pulpstudio.com

laminated glass
SOLARBAN 70XL 
Now Available For 
Laminated Applications

Pittsburgh-based PPG Industries an-
nounced that Solarban 70XL glass, the
company’s high-performing solar con-
trol, low-emissivity (low-E) glass, is
now available as a laminated glass
through members of the PPG Certified
Laminator Program (PPG/CLP). Solar-
ban 70XL has been tested for use with
both DuPont and Solutia PVB interlay-
ers, and both applications are approved
on the condition that the laminator is
an active PPG/CLP member.

Solarban 70XL glass offers a combi-
nation of solar control and visible light
transmittance with a transparent,
color-neutral appearance. 
❙❙➤ www.ppgideascapes.com

material handling
Edgetech Unveils 
Enhancements to E-Z RAD™ 

Edgetech I.G. in Cambridge,
Ohio, has introduced en-
hancements to Nupro
Product Inc.’s
patent-pending E-Z
RAD™ grid place-
ment system that
are designed to
save time and en-
able users to easily
create up to 60 different patterns.

Among the new features is a meas-
urement indicator for the radius line
that eliminates the need to use pre-cut
glass as a template. 

E-Z RAD is a vertical workstation
developed through a partnership be-
tween Edgetech and Nupro. First in-
troduced in 2007, E-Z RAD was
designed to reduce production time
for starburst, sunburst and combina-
tion patterns with up to seven spokes.
The entire system is made up of three
main components, including the E-Z
RAD table, specially engineered
muntin clamping rings and Ed-
getech’s IntelliClip™ muntin end clip
technology.
❙❙➤ www.edgetech360.com   ■
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NewsMakers

obituaries 
Harold Ponder, Founder 
of Economy Glass, Dies

Harold C. Ponder,
85, passed away on Feb-
ruary 9. Ponder, who
founded Economy Glass
in Escondido, Calif., is
survived by his wife,
Penny; a daughter, Kate;
two sons, John and Jim;
four grandchildren,
Garrett, Sarah, Kelly

and Lauren; two brothers, Scott and
Dick; and a sister, Nell.

Ponder was born on July 20, 1922,
in High, Texas, the eldest of seven
siblings. He attended Crosbyton
High School and Texas Tech Univer-
sity. On June 10, 1942, he enlisted in
the Marine Corps and served for
four years. Upon completion of his

service, he married Penny Latham
on June 22, 1947, and the two settled
in Escondido. Ponder worked for
Valley Lumber before starting Econ-
omy Glass in 1955. 

Harlingen Glass 
Founder Passes Away

On February 26 Claudio Gonzales,
the founder of Harlingen Glass Co. in
Harlingen, Texas, passed away at his
home. Gonzales also was a founding
member and past president of the
Texas Glass Association (TGA) and a
past president of the Rio Grande Val-
ley Glass Association.

Gonzales, who retired from Harlin-
gen in 2001, died of a heart attack at
the age of 76. He is survived by two
daughters, Sandra Tovar and Jerry In-
gles, and five grandchildren. He was
preceded in death by his wife, Dora,

who died earlier this year.
“We owe Claudio a great deal of

thanks for his efforts to help build the
TGA,” says Ray Soliz of Harlingen
Glass Co., who also serves as a TGA
board member and has known Gon-
zales since 1986. “He was very influ-
ential—he was a mentor.” 

Soliz and Gonzales founded two
companies during their time working
together, Custom Glass and Coastal
Glass, both in Texas.

National Building
Science’s Barry 
Hardman Dies at Age 67

The National Building Science Corp.’s
Barry G. Hardman died on February
7 at the age of 67. Hardman died of an
aggressive lymphoma that had invaded
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Flat Edging/Mitering Machines • Double Edgers • Bevellers • Shape Edge/Bevellers • Horizontal & Vertical Drills 
Profile Polishers • Glass Washers • Tempering Furnaces • Glass Tools •  Water Jets • and much more

Large Inventory of New Machines for Immediate Delivery • Installation and Training Included in Price
Toll Free: (800) 833-2159 I Fax: (305) 482-0119 I Email: sales@jordonglass.com I Web: www.jordonglass.com

Jordon Glass Corp.

Washing Machines
48”, 60” and 72” in stock

Flat Edger/Miter 
(Miter from 0-60 degres)

Dual-head Glass Drilling
Machine (52” throat)

Water Jet (Pumps from
35,000 to 55,000 PSI)

Horizontal Tempering
Furnaces

Harold C.
Ponder

continued on page 58
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EDUCATION: June 3-6, 2008    
EXHIBITS: June 4-6, 2008 
Las Vegas Convention Center 
Las Vegas Nevada, USA

Register online NOW at
www.constructshow.com

Choose from over 100 expert-led 
educational sessions.

Network with peers in the engineering, 
contracting and architectural fi elds.

Check out the latest products, information 
and services from hundreds of building 
product manufacturers.

Participate in the CSI Annual Convention 
and attend the numerous educational and 
social events. 

Join thousands of commercial, industrial, 
and institutional construction professionals 
and hundreds of exhibiting companies as 
they come together to interact, discover and 
increase business.

The Art and Science 
of Building

Where
ARCHITECTS
ENGINEERS
SPECIFIERS

CONTRACTORS
FACILITY OWNERS

CSI MEMBERS
BUILDING PRODUCT 

MANUFACTURERS
 and 

YOU  

http://www.constructshow.com


NewsMakers
continued

his lungs and defied two series of chemotherapy. 
Hardman designed and manufactured high-end cus-

tom commercial fenestration systems and installation
details. His product lines included doors, windows, sky-
lights, sun grilles, X-ray impervious ICU doors and a
host of custom products. 

Hardman’s volunteer work in fenestration and build-
ing science included serving as chairman of ASTM
E06.51.11 and E06.51.06, vice chairman of BETEC (a
council of the National Institute of Building Sciences), a
member of the Fenestration Manufacturers Association
and some work with the American Architectural Manu-
facturers Association. He helped found and served on
the boards of the California Glass Dealers Association
and the Bay Area Glass Dealers Association.

Hardman is survived by his wife, Jacqueline Beaulac
Hardman, and his children, Susan Jean Grass, Barry G.
Hardman II, Jackie Lynne Hardman, Marjorie B. Hard-
man and Carolyn J. Hardman. 
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1

ALUMINUM & GLASS
CURTAIN WALL  /  WINDOW WALL

GROVE SHIM STACKS

VERTICLE ALUM. MULLION

INTERNAL ANCHOR CLIP

This Deal is Stacked 
in Your Favor!
Save an additional 10% 

on orders placed through 
April 30, 2008

Now, by special order: 

Fire-Resistant Stack Shims!

BAKER’S DOZEN
Purchase 12 Boxes of the Stack Shims 

of your choice through April 30, 2008 and 
receive the 13th box FREE!

P.O. Box 240, 17 Marguerite Avenue, Leominster, MA 01453

Tel: 978-534-5188  •  Fax: 978-840-4130

www.groveproductsinc.com

All Shims aremanufacturedfrom recycledmaterials.98% by content.

http://www.groveproductsinc.com
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in
no
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ve

Photovoltaics, solar heating, 

intelligent and integrated 

glass façade systems.

Over 1,300 exhibitors from 

more than 46 countries, an 

ancillary program with expert 

symposia and the “glass tech-

nology live” special show will 

give more than just a glimpse 

into the future:

Innovative solutions, the latest 

processes, trend-setting tech-

nologies – new possibilities.

Secure your access into the 

future of glass.

glasstec
®

w w w . g l a s s t e c . d e

D I S C O V E R 
    T H E  W O R L D 
  O F  G L A S S

International Trade Fair
Düsseldorf, Germany

October 21– 25, 2008

For hotel and travel 
arrangements:
TTI Travel, Inc.
Tel. (866) 674-3476
Fax (212) 674-3477 

For show information:
Messe Düsseldorf 
North America 
150 North Michigan Avenue
Suite 2920
Chicago, IL 60601
Tel. (312) 781-5180
Fax (312) 781-5188
E-mail: info@mdna.com
http://www.mdna.com

Official Airline

Order your glasstec 2008 entrance passes and show directories in advance of the show!

NewsMakers
continued

During the Glass Association of North
America’s (GANA) annual Glass
Week (see related story, page 44), Brad Austin, sen-

ior vice president of sales and marketing of Viracon in Owa-
tonna, Minn.,took the reins as president of the association. 

Austin is celebrating 30 years in the glass industry,
and has been attending Glass Week for more than 20 of
them. For the last five years he has been a board mem-
ber, but Austin admits that there is new territory to ex-
plore in the year ahead. 

Q. Are there any particular projects you are looking for-
ward to in the year ahead?

A. The one I’ve been most involved in is helping to put in
place strategies and strategic plans that will carry GANA for-
ward for the next number of years, that provides the most
value to our members and expands the GANA organization.

Q. Did you receive any words of advice from outgoing
president Andy Gum?

A. He wished me all the best! I’ve had the good fortune
of Andy and, prior to Andy, Julie Schimmelpenningh, pro-
viding me their guidance during my time on the board.
More importantly, I have the utmost respect for their con-
tinued service to GANA. I believe Andy has served GANA
for 11 years in different leadership roles and Julie has
served for 12 years in different leadership roles. It’s pretty
humbling when you stop and think, ‘There have been so
many great people that have come before me that have
given their time and talents on a purely volunteer basis.’

Q. Do you find it challenging to balance your work for
GANA with your duties at Viracon? 

A. I could not take on this volunteering role without the
support of Viracon or our parent company Apogee En-
terprises. They’ve been very supportive of my involve-
ment with GANA over the years and
encouraged me to be a part of the
leadership going back five years.
Viracon has a very long history
of people participating in volun-
teer roles for the industry. … I
think the other GANA member
companies have done the same
and that’s really what makes this
association so successful and I
hope it continues on.    ■

AMinuteWith...
Brad Austin

GANA’s 2008 President

http://www.glasstec.de
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Forget the Backer Board and
Mastic Too, Just Peel and
Stick and You are Through!

Patent #6572943
Hang-It is Engineered and
Manufactured in the USA

9117 Medill Ave., Franklin Park, Il. 60131   1-800-832-5800  www.andscot.com

A New and Innovative 
System Designed for Hanging 
Flat Decorator Mirrors

� Provides for a safe and stylish installation of decorator mirrors.
� Easy to install, simply peel off backing paper and stick to 

back of mirror.

Hang-It has been designed to be used with all types 
of mirrors. It’s high strength adhesive backing adheres to
all mirror paint backings that meet industry standards.
Hang-It saves time and labor when installing 
decorator mirrors. 

 Diamond Plated Core Drills
Available from 1/8" to 6" OD. Custom sizes available. We
make: solid drill bits, saw blades, lapping discs and
countersinks as well. Buy a 2" core drill for $50.00 or we
can recoat yours for $25.00! Proudly made here in the
USA.
No cheap imports!

 Also available from Lapcraft:
*Standard tooling from our catalog.

*New Diamond Tools to your print.

*Strip & Replate any brand of
core drill.

*Download our catalog & prices.

*Order online at:

           www.Lapcraft.com

Call: 800-432-4748
Monday-Friday, 9-4 EST

195 West Olentangy St.
Powell, OH 43065 USA

[ d a t e b o o k ]

The Protective Glazing Council (PGC) International
Spring Meeting in Orlando, Fla., focused on laying
the groundwork for the four committees in the or-

ganization. Three of the committees—Liaison, Resources
and Technical—were created in late 2007 to organize ef-
forts by the council to expand its offering to the industry. 

The PGC International Technical Committee met on
March 13, with Joe Smith of Applied Research Associates
sitting in as chair for Jim Brokaw. The committee reviewed
the three current Quad Chart proposals, which included:
• The development of an explanation of ISO 16933—

Glass in Building Explosion Resistant Security Glaz-
ing, including a summary, comparison of terminology
and definitions, as well as a comparison of blast loads
outlined in the document in different units. 

• The development of a presentation explaining the
points within the United Facilities Criteria and its re-
quirements for protective glazing. 

• A letter to the United States General Services Admin-
istration outlining user suggested updates to the Win-
dow Glazing Analysis Response and Design software. 
The committee established timelines for each of the

projects and forwarded the requests for action to its
board for fiscal approval. Committee members also dis-
cussed the development of a blast standard.

The Resources Committee met next to discuss its cur-
rent projects. Chair Ryan Russell of Hope’s Windows led
discussion on the first project, a Speakers Bureau for the
industry. The document will include a list of industry
speakers, their bios and a synopsis of industry-related
presentations that each speaker can give. Two papers on
fire-rated glazing were submitted and discussed by the
committee. Members of the organization were encour-
aged to submit papers, documents and video resources
to the committee for inclusion on the website.

The Marketing Committee, chaired by Michael Has-
senauer of 3M, discussed potential dates and locations
for its Annual Symposium. In addition to dates, the com-
mittee brainstormed potential topics of discussion.

The PGC Liaison Committee, chaired by Bob Ford of So-
lutia Inc., is developing a “Who Is PGC International?” pres-
entation to provide to members and at industry trade
shows. The presentation will be distributed to the commit-
tee for review and submitted to the board for approval.   ■

PGC International
Holds Spring Meeting 

Reviews&Previews
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NORTH AMERICAN EVENTS

May 1-3, 2008
Americas Glass Showcase™
Sponsored by the 
Americas Glass Association
and the Independent 
Glass Association (IGA). 
Cashman Center.
Las Vegas.
Contact: UUSGlass magazine 
at 540/720-5584.

May 1-3, 2008
IGA Independents’ Day
Conference and
Spring Auto Glass Show
Sponsored by the IGA.
Cashman Center.
Las Vegas.
Contact: UUSGlass magazine 
at 540/720-5584.

May 2-3, 2008
International Window
Film Expo, Conference
and Tint-Off™
Sponsored by 
WINDOW FILM magazine.
Cashman Center.
Las Vegas.
Contact: WINDOW FILM
magazine at 540/720-5584.

May 15-17, 2008
AIA National Convention
and Design Exposition
Sponsored by the American 
Institute of Architects (AIA). 
Boston Convention 
and Exhibition Center. 
Boston.
Contact: AIA at 800/242-3837.

June 1-4, 2008
AAMA National
Summer Conference
Sponsored by the American 
Architectural Manufacturers
Association (AAMA).
The Hotel Hershey. 
Hershey, Pa.
Contact: AAMA at 
847/303-5664.

June 4-6, 2008
Construct2008
Sponsored by CSI and 
Hanley Wood Exhibitions. 
Las Vegas Convention Center. 
Las Vegas. 
Contact: Construct2008 
at 866/920-0207.

June 16-19, 2008
IGMA Summer Conference
Sponsored by the 
Insulating Glass 
Manufacturers Alliance (IGMA). 
Westin Resort and Spa.
Whistler, British Columbia.
Contact: IGMA at 
613/233-1510. 

July 28-31, 2008
NFRC Summer 2008
Membership Meeting
Sponsored by the 
National Fenestration 
Rating Council (NFRC). 
The Conrad Chicago.
Chicago.
Contact: NFRC at 
301/589-1776. 

September 8-10, 2008
GANA Fall Conference
Sponsored by the 
Glass Association of 
North America (GANA). 
Wyndham DFW Airport North.
Dallas.
Contact: GANA at 
785/271-0208.

September 21-24, 2008
AAMA National Fall Conference 
Sponsored by AAMA.
Hyatt Regency Hill 
Country Resort and Spa.
San Antonio.
Contact: AAMA at 
847/303-5664.

October 6-8, 2008
GlassBuild America
Sponsored by the National
Glass Association (NGA).
Las Vegas Convention Center.
Las Vegas.
Contact: NGA at 
866/342-5642 ext. 300.

INTERNATIONAL EVENTS

May 7-8, 2008
Glassman America
Organized by the 
dmg glass group.
Cintermex. 
Monterrey, Mexico.
Contact: Suzannah Povey at
01737 855391 or suzannah-
povey@dmgworldmedia.com.

May 8-10, 2008
Glass South America
Organized by Nielsen 
Business Media and VNU 
Business Media Brasil. 
Transamerica Expo Center.
Sao Paulo, Brazil.
Contact: UUSGlass magazine 
at 540/720-5584.   ■

Up&Coming
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Send your events to editor
Megan Headley at

mheadley@glass.com

mailto:mheadley@glass.com
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Project Manager
Nationally recognized top 30 commercial
glazing company, which is well established
on the east coast, is looking for an experi-
enced Project Manager to work out of our
Capitol Heights Maryland facility. Candi-
date must possess exceptional work ethic,
and must be highly organized. Candidate
must have a minimum of 5 years experi-
ence and the ability to handle multiple
mid to large scale commercial glass proj-
ects. Candidate must also be very proficient
in all MS, internet, and e-mail applica-
tions. We offer top salary (commensurate
with experience), 401-K, medical, dental,
life, holidays, and vacation. Team oriented
individual a MUST. E-mail resume to:
dsimpson@galaxyglass.biz.

Employment/Help Wanted

64 USGlass, Metal & Glazing  |  April 2008 www.usglassmag.com

To place a classified listing,
please call Janeen Mulligan
at 540/720-5584 Ext. 112 or

e-mail jmulligan@glass.com

Project Manager
Engineering Draftsman

BCIndustries, a Tampa, Fl. based manu-
facturer and Contractor, is recruiting the
above positions. Experience in the indus-
try is required. Knowledge of window,
sliding door, and curtain wall is required.
Relative experience in the respective job is
required. Florida experience a plus. If you
are a career oriented person
we want to talk to you. Our 20 year old
company is growing at above average rates
and the best should apply.

BCIndustries
5008 Tampa West Blvd.

Tampa, Fl. 33634
Fax: 813/881-0812

employment@bcindustries.com

Glaziers Wanted
5+ years experience in commercial glass.
Position starts ASAP. Cookeville, TN.
Interested parties please call 931/526-
4373.

Windows and Curtain Wall Senior Project Manager,
Engineers, and Consultants Positions Available 

Related LP (www.related.com): Senior Project Manager, Engineers, and Con-
sultants needed in Beijing, China for development and production of curtain
wall and window systems for Related's USA projects.  Projects are by top In-
ternational architects e.g. the new Frank Gehry project in LA.  The Senior Proj-
ect Manager will be responsible for a) providing comprehensive accountability
for every aspect of curtain wall and window construction including design
feedback, estimating, structural detailing, structural analysis, and fabrication;
b) leading the project development team through the entire product life-cycle,
which includes the design, pricing, fabrication, testing, and support of instal-
lation phases of the project; and c) leading an integrated program team to
manage performance, cost and schedule.

Senior Project Manager must have: a degree in Architectural, Structural, or
Civil Engineering; at least 10 years experience managing aluminum windows/
window wall, curtain wall, glass and glazing projects;  ability to manage mul-
tiple large scale projects in the US$3M-40M range; experience with project
delivery, developing and monitoring budgets; strong negotiation skills and  ex-
perience with client interfacing and managing large project teams; a team   ori-
ented personality, as well as excellent communication and project management
skills.  Candidate must also possess exceptional work ethic in addition to being
highly organized. Work is very hands on as US/International standards must
be met in a Chinese production environment. Knowledge of Mandarin is not
required but is a plus. Salary commensurate with experience. Submit detailed
Curriculum Vitae with work history and salary requirements to Related Sup-
ply at hr@relatedsupply.com.  Only e-mailed resumes will be considered.  USA
and International applicants welcome. 

CAD Operator 
New Braunfels, Texas

Large glazing contractor is looking for an
experienced CAD operator with knowl-
edge of storefront and curtain wall fram-
ing systems.  Qualified candidates must
have 2+ years of experience in the indus-
try. Benefits include paid vacations, holi-
days, health insurance and a bonus
program.  Salary and relocation assistance
is commensurate based upon experience.
E-mail resumes to: kylek@win-con.com,
fax 830/643-9072, or mail to 483 West End
Avenue, New Braunfels, Texas  78130

mailto:jmulligan@glass.com
mailto:dsimpson@galaxyglass.biz
http://www.related.com
mailto:hr@relatedsupply.com
mailto:employment@bcindustries.com
mailto:kylek@win-con.com
http://www.usglassmag.com
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Industry Services

Products for Sale
Businesses for Sale

Bieber Consulting Group, LLC
Is a group of retired Glass Industry Exec-
utives with the ability to solve your prob-
lems,  grow your business and add to your
revenue stream.  With over 40 years of
expertise managing sales and profits, we
know cost reduction, sales & marketing,
finance, glass fabrication, safety,  purchas-
ing, labor relations and more. To explore
how we can be of benefit to you, call
Paul Bieber at 603/242-3521 or e-mail
paulbaseball@msn.com.

Curved China Cabinet Glass
Standard curves fit most cabinets - one
day service. Most sizes $87, $92, $97
and each piece is delivered. Call
512/237-3600, Peco Glass Bending, PO
Box 777, Smithville, TX 78957.

New & Used Machinery
Vertical Washers - Makivetro, CRL, Zaf-
ferani,  Lenhardt, Somaca.
Horizontal Washers - Billco, Somaca
Miller, Bovone & Bavelloni.  
Used Oven Presses - Billco, Besten
Vinyl Welders, Corner Cleaners, Saws,
Bevelers, Edgers, Drills, & Tempering
Furnaces

Ph:  724/239-6000;  Fx:  724/239-6011
USGM08@gmail.com 

www.usglassmachinery.com

Listings start at $109 per
column inch. 

Don’t miss out!

Glass Business for Sale
San Luis Obispo, (Central Coast of CA).
Rated in the top 10 favorite places to live in
the U.S.  Retiring after 35 years. Sale in-
cludes inventory, 2 trucks & equipment.
Listing $85,000.  Call 805/440-0873. 

Operable Window System  
Casements / awnings / vents. Heavy com-
mercial – extruded aluminum .125 wall
thickness w/ thermal brake. Clear an-
odized, dark bronze anodized, and mill
finish stock lengths (most 21’-0). Some
hardware, fasteners, and weather seals in-
cluded. Also includes extrusions for heavy
duty screen frame.
Copy of initial test report available for re-
view (air / water infiltration). 
Double Miter Saw ( OMGA)
Hydraulic Corner Crimper (RAPID)
Double V-Notch Saw (WEGOMA) with
table extensions 
Contact: David Hess 570/385-9600 or
doorworx@hotmail.com

Shower Door 
Manufacturing Set-Up

All equipment & $50K+ inventory. Pro-
ducing daily. Move set-up anywhere.
Retiring. Great opportunity. Call Joe @
772/343-0033.

New and Used Equipment
NEW 4 spindles flat edger $19,500 US
60” horizontal glass washer 6 brush
60” vertical glass washer 4 brush
Butyl extruder 15 pounds slug
NEW EDGERS. NEW BEVELERS. 
50% OFF REGULAR PRICE
Contact: Steve Brown
Tel: 888/430-4481; Fax: 450/477-6937
E-mail: steve@s-b-m-s.com

Classifieds go online every day! To view listings, visit: 
http://www.glass.com/classified.php
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Shop Drawings
Automated Drafting, specializing in shop
drawings for the aluminum and glass in-
dustry.  Storefront, curtainwall, automatic
doors. Unbeatable rates and the best turn-
around in the industry.  Call 484/ 686-9423
or visit automateddrafting.com for more
info.

Project Managers
Contract Glaziers, a leading curtain wall
manufacturer and installer, is looking  for
experienced project managers. We  are
seeking candidates with a minimum of 5
years experience. Good computer skills a
must. Salary commensurate with experi-
ence. Relocation expenses considered.
E-mail resumes or inquiries to info@con-
tractglaziers.com

Glass Equipment, Trucks,
Edgers, Saws, Case Slings

and Dollies, Tables
Call for list and prices - 410/848-2128

Project Manager
N. Canton, Ohio

High-end architectural metal and glass
contractor with custom in-house fabri-
cation and unitizing facility seeks Proj-
ect Manager.  Self-motivated, energetic
individual must have excellent commu-
nications and organizational skills with
working knowledge of Outlook, Word
and Excel software programs. Tremen-
dous growth and advancement opportu-
nities available for committed
individual(s).  Inquires kept confidential.
Fax resumes to 330/433-9250 or e-mail:
jschultheis@ugps.com

Used Equipment
for Sale

mailto:jschultheis@ugps.com
mailto:paulbaseball@msn.com
http://automateddrafting.com
mailto:steve@s-b-m-s.com
mailto:USGM08@gmail.com
http://www.usglassmachinery.com
mailto:doorworx@hotmail.com
http://www.glass.com/classified.php
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ADHESIVES/SEALANTS
Dow Corning Corporation
2200 West Salzburg Road
Midland, MI  48686
Phone: 989/496-6000
www.dowcorning.com/construction/
construction@dowcorning.com

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Glazing Compounds
Omaha Wholesale Hardware
1201 Pacific Street
Omaha, NE 68108
Phone: 800/238-4566
Fax: 402/444-1659

ARCHITECTURAL GLASS
Berman Glass Editions
1-1244 Cartwright Street
Vancouver, BC V6H3R8
Canada
Phone: 604/684-8332
Fax: 604/684-8373
www.bermanglass.com
info@bermanglass.com

General Glass International
101 Venture Way
Secaucus, NJ 07094
Phone: 201/553-1850
Fax: 201/553-1851
www.generalglass.com
sales@generalglass.com

Oldcastle Glass®

Over 40 manufacturing 
locations throughout 
North America
Phone: 866/653-2278
www.oldcastleglass.com

Virginia Glass Products Corp.
P.O. Box 5431
Martinsville, VA 24115
Phone: 800/368-3011
Fax: 276/956-3020

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Acid Etched Glass
Walker Glass Co. Ltd.
9551 Ray Lawson
Montreal, QC  H7X 3K7 Canada
Phone: 888/320-3030
Fax: 514/351-3010
www.walkerglass.com
sales@walkerglass.com

Bent/Curved

California Glass Bending
320 E. Harry Bridges Blvd.
Wilmington, CA  90744
Ph: 800/223-6594
Fax: 310/549-5398
www.calglassbending.com
glassinfo@calglassbending.com

Precision Glass Bending Corp.
P.O. Box 1970
3811 Hwy 10 West
Greenwood, AR 72936
Phone: 479/996-8065 or 
800/543-8796
Fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

Block
Decalite Ltd.
The Portergate Ecclesall Road
Sheffield S11-8NX, UK
Phone: 01142-096096
Fax: 01142-096001

Flat
Carolina Glassmasters
1 Andrew Pearson Drive
Mt. Airy, NC 27030
Phone: 888/786-1800
Fax: 336/786-1810

Fire-Rated Glass
AGC InterEdge Technologies
85 Liberty Ship Way, Suite 110B
Sausalito, CA  94965
Phone: 877/376-3343
Fax: 415/289-0326
www.firesafe-glass.com

SAFTI FIRST™ Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124-1432
Phone: 888/653-3333
Fax: 415/824-5900
www.safti.com
info@safti.com

Technical Glass Products
600 6th Street South
Kirkland, WA 98033
Phone: 800/426-0279
Fax: 800/451-9857
www.fireglass.com
sales@fireglass.com

VETROTECH Saint-Gobain
2108 B Street NW, Suite 110
Auburn, WA 98001
Phone: 888/803-9533
Fax: 253/333-5166
www.vetrotechusa.com

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Fire-Rated Glass, 
Impact Resistant
AGC InterEdge Technologies
85 Liberty Ship Way, Suite 110B
Sausalito, CA  94965
Phone: 877/376-3343
Fax: 415/289-0326
www.firesafe-glass.com

General Glass International
101 Venture Eay
Secaucus, NJ  07094
Phone: 201/553-1830
Fax: 201/553-1851
www.generalglass.com
sales@generalglass.com

SAFTI FIRST™ Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124-1432
Phone: 888/653-3333
Fax: 415/824-5900
www.safti.com
info@safti.com

Technical Glass Products
600 6th Street South
Kirkland, WA  98033
Phone:  800/426-0279
Fax: 800/451-9857
www.fireglass.com
sales@fireglass.com

VETROTECH Saint-Gobain
2108 B Street NW, Suite 110
Auburn, WA 98001
Phone: 888/803-9533
Fax: 253/333-5166
www.vetrotechusa.com

Hurricane-Resistant
Coastal Glass Distributors
7421 East Spartan Blvd.
Charleston, SC 29418
Phone: 800/868-4527
Fax: 800/314-4436
www.coastalglassdist.com
thartley@coastalglassdist.com

Glasslam
1601 Blount Rd.
Pompano Beach, FL 33069
Phone: 954/975-3233
Fax: 954/975-3225
www.glasslam.com

BENT
GLASS

• SAFETY TEMPERED • INSULATING
• ANNEALED • SAFETY LAMINATED

• HEAT-STRENGTHENED

(800) 543-8796 • fax: (800) 543-8798

www.e-bentglass.com

The World Leader
in Custom Fabricated

A GUARDIAN ‘SUN-GUARD’ 
CERTIFIED FABRICATOR

Radius or Irregular Bends 
Sizes up to 96” x 130”
3/32” to 3/4” Thickness

Architectural, Fixture, &
Furniture Applications

Clear, Tinted, Low-E,
Reflective, Acid-Etch,
Low-Iron or Specialty

Polished Edges, Holes,
Notches, and Cutouts
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SAFTI FIRST™ Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124-1432
Phone: 888/653-3333
Fax: 415/824-5900
www.safti.com
info@safti.com

Insulating
Arch Aluminum & Glass
10200 NW 67th St.
Tamarac, FL 33321
Phone: 800/432-8132
Fax: 954/724-9293
www.archaluminum.net
info@archaluminum.net

Laminated
Arch Aluminum & Glass
10200 NW 67th St.
Tamarac, FL 33321
Phone: 800/432-8132
Fax: 954/724-9293
www.archaluminum.net
info@archaluminum.net

Glasslam
1601 Blount Rd.
Pompano Beach, FL 33069
Phone: 954/975-3233
Fax: 954/975-3225
www.glasslam.com

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Pattern Glass
Coastal Glass Distributors
7421 East Spartan Blvd.
Charleston, SC 29418
Phone: 800/868-4527
Fax: 800/314-4436
www.coastalglassdist.com
thartley@coastalglassdist.com

Radiation Shielding
Amerope Enterprises Inc.
150 Commerce Rd.
Boynton Beach, FL 33426
Phone: 800/327-3320 
Fax: 561/737-3721
www.amerope.com
claire@amerope.com

Fluke Biomedical
6045 Cochran Rd.
Cleveland, OH 44139
Ph: 440/248-9300
www.flukebiomedical.com/rms
rmsinfo@flukebiomedical.com

X-Ray Fluoroscopic 
Amerope Enterprises Inc.
150 Commerce Rd.
Boynton Beach, FL 33426
Phone: 800/327-3320 
Fax: 561/737-3721
www.amerope.com
claire@amerope.com

X-Ray Protective
Amerope Enterprises Inc.
150 Commerce Rd.
Boynton Beach, FL 33426
Phone: 800/327-3320
Fax: 561/737-3721
www.amerope.com
claire@amerope.com

Technical Glass Products
600 6th Street South
Kirkland, WA  98033
Phone:  800/426-0279
Fax: 800/451-9857
www.fireglass.com
sales@fireglass.com

ARCHITECTURAL
GLASS/LAMINATED
Oldcastle Glass®

Over 40 manufacturing 
locations throughout 
North America
Phone: 866/653-2278
www.oldcastleglass.com

Bent
Precision Glass Bending Corp.
P.O. Box 1970
3811 Hwy 10 West
Greenwood, AR 72936
Phone: 479/996-8065 or 
800/543-8796
Fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

Fire & Safety Rated Wire
SAFTI FIRST™ Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124-1432
Phone: 888/653-3333
Fax: 415/824-5900
www.safti.com
info@safti.com

ARCHITECTURAL
GLASS/TEMPERED
Oldcastle Glass®

Over 40 manufacturing 
locations throughout 
North America
Phone: 866/653-2278
www.oldcastleglass.com

All Team Glass & Mirror Ltd.
Phone: 800/363-4651 or 
416/745-7182
Fax: 416/745-2692
www.allteamglass.com

Virginia Glass Products Corp.
P.O. Box 5431
Martinsville, VA 24115
Phone: 800/368-3011
Fax: 276/956-3020

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Bent
Precision Glass Bending Corp.
P.O. Box 1970
3811 Hwy 10 West
Greenwood, AR 72936
Phone: 479/996-8065 or 
800/543-8796
Fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

ARCHITECTURAL METAL

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Dies/Custom Metal
EFCO Corporation
1000 County Road
Monett, MO 65708
Phone: 800/221-4169
Fax: 417/235-7313 

AUTO GLASS 
ACCESSORIES
Window Film 
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

AUTO GLASS & 
RELATED PRODUCTS
EDI/Billing
IBS Software
1221 Harrison Street
Kansas City, MO 64106
Phone: 800/959-5500
Fax: 816/471-1939
www.ibssoftware.com

Sunroofs
Night Watchman Co.
30551 Edison Dr.
Roseville, MI 48066
Phone: 586/778-2144
Fax: 586/498-2301
sales@nightwatchman.net

T-Tops 
Night Watchman Co.
30551 Edison Dr.
Roseville, MI 48066
Phone: 586/778-2144
Fax: 586/498-2301
sales@nightwatchman.net

BATHROOM SPECIALTIES

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Shower Door Hardware 
C.R. Laurence Co. Inc.
2503 E Vernon Ave.
Los Angeles, CA 90058
Phone: 800/421-6144
Fax: 800/262-3299
www.crlaurence.com

US Horizon Mfg., Inc.
28912 Ave. Paine
Valencia, CA  91355
Phone: 877/728-3874
Fax: 661/775-1676
www.ushorizon.com

continued on page 68
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COMPUTER SOFTWARE
Albat + Wirsam 
North America
1540 Cornwall Rd., Suite 214
Oakville, ON L6J 7W5
Phone: 905/338-5650
Fax: 905/338-5671
www.albat-wirsam.com
moreinfo@albat-wirsam.com

PMC Software Inc.
Bartles Corner Business Park
8 Bartles Corner Rd., Suite 11
Flemington, NJ  08822
Phone: 908/806-7824
Fax: 908/806-3951
www.pmcsoftware.com

Auto Glass-Related
GlassMate
(NAGS® International)
9889 Willow Creek Rd.
San Diego, CA 92131
Phone: 800/551-4012
Fax: 619/653-5447
nags@mitchell.com

IBS Software
1221 Harrison Street,
Kansas City, MO 64106
Phone: 800/959-5500
Fax: 816/471-1939
www.ibssoftware.com

EDI
IBS Software
1221 Harrison Street
Kansas City, MO 64106
Phone: 800/959-5500
Fax: 816/471-1939
www.ibssoftware.com

Point of Sale
IBS Software
1221 Harrison Street
Kansas City, MO 64106
Phone: 800/959-5500
Fax: 816/471-1939
www.ibssoftware.com

Quest Software Inc.
1000 E. Sturgis St., Suite 8
St. Johns, MI 48879
Phone: 800/541-2593
Fax: 517/224-7067
www.questsoftware.com

Window Film
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

DECORATIVE GLASS
Oldcastle Glass®

Over 40 manufacturing 
locations throughout 
North America
Phone: 866/653-2278
www.oldcastleglass.com

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Etched Glass
Walker Glass Co. Ltd.
9551 Ray Lawson
Montreal, QC  H7X 3K7
Canada
Phone: 888/320-3030
Fax: 514/351-3010
www.walkerglass.com
sales@walkerglass.com

Glass Flooring

Painted
Decorative Glass Company
14647 Lull Street
Van Nuys, CA 91405-1209
Phone: 800/768-3109
Fax: 818/785-7429

Sandblasted
Advanced Glass Design
30 Deer Run
Plantsville, CT 06479
Phone: 860/426-0401
Fax: 860/426-0401
advancedglass@cox.net

Textured Glass
Coastal Glass Distributors
7421 East Spartan Blvd.
Charleston, SC 29418
Phone: 800/868-4527
Fax: 800/314-4436
www.coastalglassdist.com
thartley@coastalglassdist.com

DOORS
Bullet Resistant
U.S. Bullet Proofing, Inc.
4925 Lawrence Street
Hyattsville, MD 20781
Phone: 800/363-8328
Fax: 301/454-0199
www.usbulletproofing.com
info@usbulletproofing.com

Closers
Access Hardware Supply
14359 Catalina Street
San Leandro, CA 94577
Phone: 800/348-2263
Fax: 510/483-4500

Fire Rated
Technical Glass Products
600 6th Street South
Kirkland, WA  98033
Phone:  800/426-0279
Fax: 800/451-9857
www.fireglass.com
sales@fireglass.com

Fire-Rated 
Framing Systems
AGC InterEdge Technologies
85 Liberty Ship Way, Suite 110B
Sausalito, CA  94965
Phone: 877/376-3343
Fax: 415/289-0326
www.firesafe-glass.com

SAFTI FIRST™ Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124-1432
Phone: 888/653-3333
Fax: 415/824-5900
www.safti.com
info@safti.com

VETROTECH Saint-Gobain
2108 B Street NW, Suite 110
Auburn, WA 98001
Phone: 888/803-9533
Fax: 253/333-5166
www.vetrotechusa.com

Folding Glass
Walls/Doors
Solar Innovations, Inc.
234 East Rosebud Road
Myerstown, PA 17067
Phone: 800/618-0669
Fax: 717/933-1393
www.solarinnovations.com
skylight@solarinnovations.com

General Door Hardware
Akron Hardware
1100 Killian Road
Akron, OH 44312
Phone: 800/321-9602
Fax: 800/328-6070

C.R. Laurence Co. Inc.
2503 E Vernon Ave.
Los Angeles, CA 90058
Phone: 800/421-6144
Fax: 800/262-3299
www.crlaurance.com

Metal Clad Doors
Doralco
11901 S. Austin Ave., Suite 301
Alsip, IL 60803
Phone: 708/388-9324
Fax: 708/388-9392
www.doralco.com

Sliding Doors
Doralco
11901 S. Austin Ave., Suite 301
Alsip, IL 60803
Phone: 708/388-9324
Fax: 708/388-9392
www.doralco.com

www.AAG-Glass.com

UL Approved
Glass Flooring
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DOORS, OTHER
Peterson 
International Ent. Ltd.
504 S. Glenn Ave.
Wheeling, IL 60090
Phone: 847/541-3700
Fax: 847/541-3790
www.petersoninternational.com

Virginia Glass Products Corp.
P.O. Box 5431
Martinsville, VA 24115
Phone: 800/368-3011
Fax: 276/956-3020

DOOR COMPONENTS
Adams Rite Manufacturing Co.
260 Santa Fe Street
Pomona, CA 91767
Phone: 909/632-2300
Fax: 909/632-2370
www.adamsrite.com

JLM Wholesale, Inc.
3095 Mullins Court
Oxford, MI 48371
Phone: 800/522-2940
Fax: 800/782-1160
www.jlmwholesale.com
sales@jlmwholesale.com

DOOR HARDWARE AND 
RELATED PRODUCTS
Boyle & Chase, Inc.
72 Sharp Street
Hingham, MA 02043
Phone: 800/325-2530
Fax: 800/205-3500
www.boyleandchase.com
sales@boyleandchase.com

JLM Wholesale
3095 Mullins Court
Oxford, MI 48371
Phone: 800/522-2940
Fax: 800/782-1160
www.jlmwholesale.com
sales@jlmwholesale.com

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Track Caps
Johnson Bros. Metal Forming
5518 McDermott Dr.
Berkeley, IL 60163
Phone: 708/449-7050 
Fax: 708/449-0042

GLASS FURNITURE
Table Tops
Carolina Glassmasters
1 Andrew Pearson Drive
Mt. Airy, NC 27030
Phone: 888/786-1800
Fax: 336/786-1810

GLASS HANDLING/
TRANSPORTATION
Rolltech Industries
11 Dansk Court
Toronto, ON M9W 5N6 Canada
Phone: 419/337-0631
Fax: 419/337-1471

KEAR Fabrication Inc.
11 Creditstone Rd., Unit 7
Concord, ON L4K 2P1
Canada
Phone: 905/760-0841
Fax: 905/760-0842

INFORMATION AND 
ORGANIZATIONS
Associations
American Architectural
Manufacturers Association
(AAMA)
1827 Walden Office Square, Ste 550 
Schaumburg, IL 60173
Phone: 847/303-5859
Fax: 847/303-5774
www.aamanet.org

INSULATING GLASS AND 
RELATED PRODUCTS
Oldcastle Glass®

Over 40 manufacturing 
locations throughout 
North America
Phone: 866/653-2278
www.oldcastleglass.com

Virginia Glass Products Corp.
P.O. Box 5431
Martinsville, VA 24115
Phone: 800/368-3011
Fax: 276/956-3020

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Airspacers
Alumet Mfg., Inc.
3803 136th St. NE
Marysville, WA  98271
Phone: 360/653-6666 or
800/343-8360
Fax: 360/653-9884

Helima Helvetion Intl.
PO Box 1348
Duncan, SC 29334-1348
Phone: 800/346-6628
Fax: 864/439-6065
www.helima.de
kristi_madey@charter.net

Muntin Bars
Alumet Mfg., Inc.
3803 136th St. NE
Marysville, WA  98271
Phone: 360/653-6666 or
800/343-8360
Fax: 360/653-9884

Spacers
Edgetech I.G. Inc.
800 Cochran Ave.
Cambridge, OH 43725
Phone: 740/439-2338
Fax: 740/439-0127
www.edgetechig.com

Units, Bent-Curved
Precision Glass Bending Corp.
P.O. Box 1970
3811 Hwy 10 West
Greenwood, AR 72936
Phone: 479/996-8065 or 
800/543-8796
Fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

INSULATING GLASS 
MACHINERY/EQUIPMENT
Production Lines
Edgetech I.G. Inc.
800 Cochran Ave.
Cambridge, OH 43725
Phone: 740/439-2338
Fax: 740/439-0127
www.edgetechig.com

MACHINERY/EQUIPMENT

Lapcraft Inc.
195 West Olentangy St.
Powell, OH 44065-8720
Phone: 800/432-4748
Fax: 614/764-1860
www.Lapcraft.com
CustService@Lapcraft.com

Cutting Machine
Bottero Flat Glass Inc.
330 Weaver Rd., Suite 600
Florence, KY 41042
Phone: 800/900-7559
Fax: 845/362-1856

MIRROR AND MIRROR
RELATED PRODUCTS
Palmer Mirro-Mastics
146 St. Matthews Avenue
PO Box 7155
Louisville, KY 40257-0155
Phone: 502/893-3668 or
800/431-6151
Fax: 502/895-9253
www.mirro-mastic.com

Virginia Glass Products Corp.
P.O. Box 5431
Martinsville, VA 24115
Phone: 800/368-3011
Fax: 276/956-3020
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Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

Acid Etched Mirror
Walker Glass Co. Ltd.
9551 Ray Lawson
Montreal, QC  H7X 3K7
Canada
Phone: 888/320-3030
Fax: 514/351-3010
www.walkerglass.com
sales@walkerglass.com

Decorative

SKYLIGHTS & OVERHEAD
GLAZING SYSTEMS
Skylights
O’Keeffe’s Inc.
325 Newhall Street
San Francisco, CA 94124
Phone: 415/822-4222
Fax: 415/822-5222
www.okeeffes.com

STOREFRONT/
ENTRANCES
Oldcastle Glass®

Over 40 manufacturing 
locations throughout 
North America
Phone: 866/653-2278
www.oldcastleglass.com

Pittco Architectural Metals, Inc.
1530 Landmeier Rd.
Elk Grove Village, IL 60007
Phone: 800/992-7488
Fax: 847/593-9946
info@pittcometals.com
www.pittcometals.com

Vitro America
(formerly ACI Distribution)
965 Ridge Lake Blvd., Suite 300
Memphis, TN 38120
Phone: 800/238-6057
www.vitroamerica.com
sales@vitroamerica.com

SUNROOMS AND 
RELATED PRODUCTS
Bent Solarium Glass
Precision Glass Bending Corp.
PO Box 1970, 
3811 Hwy. 10 West
Greenwood, AR  72936
Phone: 800/543-8796 or 479/996-8065
Fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

Sunrooms
Solar Innovations, Inc.
234 East Rosebud Road
Myerstown, PA 17067
Phone: 800/618-0669
Fax: 717/933-1393
www.solarinnovations.com
skylight@solarinnovations.com

TOOLS AND SUPPLIES
Cleaning Towels
Jacone Distributors
5717 Samstone Ct.
Cincinnati, OH 45242
Phone: 513/745-0244
Fax: 513/745-9581
marji@fuse.net

WINDOW & DOOR 
REPLACEMENT
HARDWARE
Strybuc Industries
2006 Elmwood Ave.
Sharon Hills, PA 19078
Phone: 800/352-0800
Fax: 610/534-3202
www.strybuc.com

WINDOW FILM
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

Architectural Film
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

Johnson Window Films
20655 Annalee Ave.
Carson, CA 90746
Phone: 310/631-6672
Fax: 310/631-6628
www.johnsonwindowfilms.com

Auto Film
Johnson Window Films
20655 Annalee Ave.
Carson, CA 90746
Phone: 310/631-6672
Fax: 310/631-6628
www.johnsonwindowfilms.com

Commercial Tint
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

Johnson Window Films
20655 Annalee Ave.
Carson, CA  90746
Phone: 310/631-6672
Fax: 310/631-6628
www.johnsonwindowfilms.com

Decorative Film
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

Security Film
CPFilms Inc.
P.O. Box 5068
Martinsville, VA 24115
Phone: 276/627-3000
Fax: 276/627-3032
www.llumar.com
llumar@cpfilms.com

Johnson Window Films
20655 Annalee Ave.
Carson, CA 90746
Phone: 310/631-6672
Fax: 310/631-6628
www.johnsonwindowfilms.com

WINDOW HARDWARE
Stiffeners
Alumet Mfg., Inc.
3803 136th St. NE
Marysville, WA  98271
Phone: 360/653-6666 or
800/343-8360
Fax: 360/653-9884

WINDOWS
Blast Resistant
United States 
Bullet Proofing Inc.
4925 Lawrence Street
Hyattsville, MD 20781
Phone: 301/454-0155 or
800/363-8328
Fax: 301/454-0199
www.usbulletproofing.com
info@usbulletproofing.com

Fire-Rated
SAFTI FIRST™ Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124-1432
Phone: 888/653-3333
Fax: 415/824-5900
www.safti.com
info@safti.com

General Tools & Supplies
Pacific Laser Systems
449 Coloma Street
Sausalito, CA 94965
Phone: 800/601-4500
Fax: 415/289-5789   ■

www.Jockimo.com

MirrorUnique™  
antique mirror glass

introducing...
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18 Access Hardware 800/348-2263 800/435-8233 www.accesshardware.com

13 Alumax 870/234-4260 870/234-3181 www.alumaxbath.com

62 Andscot Co. Inc. 800/832-5800 773/625-1242 www.andscot.com

74 Arch Aluminum & Glass Co. Inc. 866/629-2724 586/725-4627 www.archaluminum.net

63 California Glass Bending 800/223-6594 310/549-5398 www.calglassbending.com

27 Cardinal Glass Industries 952/935-1722 952/935-5538 www.cardinalcorp.com

15 Coastal Glass Distributors 800/552-6377 800/314-4436 www.coastalglassdist.com

57 Construct 2008 972/536-6467 972/536-6307 www.constructshow.com

35,43 CPFilms Inc. 800/345-6088 314/674-1950 www.cpfilms.com

31 C.R. Laurence Co. Inc. 800/421-6144 800/587-7501 www.crlaurence.com

39 Dependable Glassworks 800/338-2414 800/866-0986 www.dependableglass.com

26 DORMA Architectural Hardware 800/523-8483 800/274-9724 www.dorma-usa.com

35 DORMA Glas 800/451-0649 301/390-0011 www.dorma-usa.com

19 Edgetech IG Inc. 800/233-4383 740/439-0121 www.superspacer.com

23 F. Barkow Inc. 414/332-7311 414/332-8217 www.barkow.com

9 For.El. Spa 336/768-5504 336/768-7549 www.besanalovati.com

55, 61 Glass Association of North America 785/271-0208 785/271-0166 www.glasswebsite.com

21 Glasswerks L.A. Inc. 888/789-7810 888/789-7820 www.glasswerks.com

73 GlasWeld Systems 800/321-2597 541/388-1157 www.glasweld.com

38 Groves Inc. 800/991-2120 815/385-8640 www.groves.com

47,59 Groves Structural Shims 978/534-5188 978/840-4130 www.groveproductsinc.com

22 JLM Wholesale 800/522-2940 248/628-6733 www.jlmwholesale.com

56 Jordon Glass Co. 800/833-2159 305/482-0119 www.jordonglass.com

62 Lapcraft Inc. 800/432-4748 614/764-1860 www.lapcraft.com

58 Liberty Glass & Metal Industries 800/843-2031 860/923-9662 www.libertywindowsystems.com

16 Messe Düsseldorf North America 312/781-5180 312/781-5188 www.mdna.com

11 Oldcastle Glass 866/653-2278 770/804-3369 www.oldcastleglass.com

53 Painters & Allied Trades 888/934-6474 301/654-2025 www.lmcionline.org

24 Precision Glass Bending 800/543-8796 800/543-8798 www.e-bentglass.com

63 Pulp Studio 310/815-4999 310/815-4990 www.switchlite.com

5 SAFTI First Fire Rated Glazing Solutions™ 888/653-3333 415/822-5222 www.safti.com

33 Salem Distributors 800/234-1982 336/766-1119 www.salemdist.com

49 Shapes Supply 847/956-7003 847/956-7917 www.theshapesco.com

21 Shat R Proof Corp. 800/328-0042 952/946-0461 wwwshatrproof.com

17 Soft Tech America Inc. 954/568-3198 954/563-6116 www.softtechnz.com

39 Southern Aluminum Finishing 800/241-7429 404/355-1560 www.saf.com

C2 Taricco Corp. 562/437-5433 562/901-3932 www.taricco.com

1,34 Technical Glass Products 800/426-0279 800/451-9857 www.fireglass.com

25,33 Technoform 330/487-6600 423/929-0002 www.technoform.us

3 Unruh Fab Inc. 888/772-8400 316/772-5852 www.unruhfab.com

58 U.S. Horizon 877/728-3874 661/775-1676 www.ushorizon.com

7 Vitro America 800/238-6057 501/884-5338 www.vitroamerica.com

[ a d v e r t i s i n g i n d e x ]
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theBusiness

He was huge … maybe the
biggest human being I’d ever
been that close to … a former

lineman for the Eagles. But that was the
past, because starting as of that hot,
humid August afternoon so many years
ago, he was the new head coach of the
sophomore football team at Proviso
East High School in Maywood, Ill.

Expectations were high for this group
of 15- and 16-year olds. As freshmen, the
team had gone undefeated in what, at that
time, was considered to be the toughest
conference in the state. And the games
were usually not close. By the second half
of most games, the second stringers were
getting the bulk of the playing time. 

“Okay, you bunch of cream puffs,” he
bellowed at our very first meeting. “It’s
my job to turn you bunch of sissies into
real men. And believe me, it won’t take
me long to separate the real men from
the boys around here.”

We were dead silent, and while there
was this slight amount of fear just under
the surface, there was also the feeling
that we were going somewhere and that
the coach probably knew the best and
quickest way to get there. After all, there
was something to be said for becoming
a real man. I mean, we all knew we
couldn’t remain cream puffs forever. 

“Start running,” he screamed as he
pointed to the quarter-mile oval track
that went around the football field, “and
don’t stop until I tell you to stop.”

After a few laps he stopped us, let us
get some water and then lined us up in
front of him. 

“Are you tired? Are you hot?” he yelled.
Of course we were hot and tired. It was

90-something degrees and not a cloud in
the sky. We shook our heads in unison.

“Well, remember this,” he went on

yelling. “No one has ever drowned in
sweat. And furthermore, if you can’t
stand the heat then get out of the
kitchen. Now get back to running.”

Day after day he worked us without
mercy, screaming and cursing and con-
stantly reminding us that history had
yet to record a drowning death due to
sweat. If anyone dared to moan, he’d get
the standard “no pain, no gain” fired
back at him. 

The man worked us like animals and
while we were the best-conditioned
team in the conference, we were also
without a win after our first five games.
One night, after a long and grueling
practice that concluded with the cus-
tomary two-mile run, our quarterback,
Tom Rush, spoke up.

“Coach,” he began, “I’m a little dis-
couraged. We haven’t won a game yet,
and this Saturday we’ve gotta face a
team that’s undefeated. We’re disorgan-
ized on the field, our plays are third-rate
and we don’t always seem to have the
right people playing the right positions.
We’re gonna get killed!”

“Men,” the coach responded, “always
remember, from an aerodynamic point
of view, the bumblebee cannot fly. As for
you, Tom, if you were pulling on the
oars you wouldn’t have time to rock the
boat, so go back out there and run an
extra mile for me.”

The entire team stood silent to
see what Tom would do. We were
all totally spent and an extra mile
was just too much to ask. But be-
fore he could move, the coach
came up with yet another of his
never-ending sayings. 

“Tom,” he stated in that “know-
it-all” voice we’d all come to dread,
“in life, you’ll find that there’s no

traffic jam on the ‘extra mile.’” 
Tom quit and so did several others. We

never won a single game that year and in
looking back on the experience I now re-
alize that the coach was like a lot of peo-
ple I’ve met over the years, particularly
in business. For you see, a lot of people
know the cute buzzwords and catchy
phrases of the business world. They talk
a good game and they wrap themselves
up in what seems to be worthwhile ef-
forts and preparation. But when the
game’s on the line, they really can’t per-
form. Ultimately, they move on. I believe
the consulting world is filled with peo-
ple who know the words and have the
appearance of knowing what it takes to
succeed; they are, as the old coach would
most likely have said, “all show and no
go.”

I ran into Tom Rush the other day and
asked him if he had ever heard anything
about the coach. He said he had. Unfor-
tunately, it wasn’t good. Apparently the
coach was vacationing in Mexico last
summer when a bumblebee stung him
while he was bicycling along a dangerous
mountain road. He lost control and ran
over the edge, breaking both of his legs.
Funny thing, though; he had evidently
cycled exactly one mile past the hotel
where he was scheduled to spend the
night when the bee got him. I wonder if
he was sweating at the time.   ■

The Coach

b y  L y l e  R .  H i l l  
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L y l e  R .  H i l l is president
of MTH Industries of Chicago.
Mr. Hill’s opinions are solely
his own and not necessarily
those of this magazine.
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Go with a greener bottom line… 
go with GlasWeld.

Reflecting Excellence in Glass Repair

The glass is always greener with Gforce™

-   Reduce scrap ratios, product defects and customer returns

- Eliminate costly reworks

- Improve efficiencies throughout the production process
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P ittsburgh-based PPG Industries
reported record sales of $2.9 bil-
lion for the fourth quarter 2007,

surpassing the prior year’s fourth quar-
ter results by 15 percent. Fourth quarter
net income was $200 million, or $1.21

per share, compared to 2006’s net in-
come of $157 million. The company re-
ports that its fourth quarter earnings
per share from continuing operations
represent a 30-percent increase over the
prior year’s quarter.

This quarter’s reported net income
from continuing operations does in-
clude an aftertax charge of $1 million,
or 1 cent per share, which reflects the
net increase in the current value of the
company’s obligation under a proposed
asbestos settlement agreement still
subject to pending court proceedings.
Adjusted net income from continuing
operations was $194 million, or $1.18
per share. 

“Our strong fourth quarter results
capped one of the best annual financial
performances in the company’s history,”
says Charles E. Bunch, chairman and
chief executive officer of PPG. “We
achieved over 5 percent volume growth
in the quarter, marking our best quar-
terly performance in three years despite
a slowing economy, and each of our
business segments increased sales for
the quarter by at least 10 percent over
the prior year.”

Bunch attributed the significant
growth in sales and earnings per share
to strategic actions taken to reshape the
company, including expansion in
emerging regions and acquisitions that
broaden PPG’s geographic presence.

For all of 2007, the company reached
sales of $11.2 billion and net income of
$834 million. For all of 2006, sales were
$9.9 billion, while net income was $711
million.

Glass segment sales increased $27
million, or 10 percent, which the com-
pany attributes to improved volumes in
the performance glazings and fiber-
glass businesses and the positive im-

FinancialFlash

PPG Surpasses Last Year’s 
Fourth-Quarter Sales by 15 Percent

Only  On

usglassmag.com
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PPG Industries and Subsidiaries 
Statement of Operations (unaudited)

(all amounts in millions USD except per share data)

3 Months Year 
Ended Dec. 31 Ended Dec. 31

2007 2006 2007 2006
Net sales 2,874 2,500 11,206 9,861
Cost of sales, exclusive of 
depreciation and amortization 1,846 1,596 7,087 6,153
Selling and other 659 570 2,475 2,138
Depreciation 82 77 322 298
Interest 26 20 93 83
Amortization 14 11 58 43
Asbestos settlement – net 2 5 24 28
Business restructuring - - - 35
Other – net (Note A) (47) (19) (96) 121
Income before income taxes and minority interest
Income tax expense 292 240 1243 962
Minority interest 82 74 355 241
Income from continuing operations 193 150 815 653
Income from 
discontinued operations, net of tax 7 7 19 58
Net income 200 157 834 711
Earnings per common share
Income from continuing operations 1.18 0.91 4.95 3.94
Income from discontinued operations 0.04 0.04 0.12 0.35
Net income 1.22 0.95 5.07 4.29
Earnings per common share – assuming dilution
Income from continuing operations 1.17 0.90 4.91 3.92
Income from discontinued operations 0.04 0.04 0.12 0.35
Net income 1.21 0.94 5.03 4.27
Average shares outstanding 164.3 165.3 164.5 165.7
Average shares 
outstanding – assuming dilution 166.0 166.5 165.9 166.5

Note A: The change in “Other – net” for the three months ended Decem-
ber 31, 2007, is due to higher interest income, gains from asset sales, for-
eign currency gains and lower legal charges compared to 2006. The change
in “Other – net” for the year ended December 31, 2007, is due to $196 mil-
lion of lower environmental expenses compared to 2006.
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pact of stronger foreign currencies. Seg-
ment earnings improved by $8 million,
primarily the result of improved sales
volumes.

“Overall, 2007 was a milestone year
in our transformation to focus on coat-
ings and specialty products,” Bunch
adds. “Both coatings segments and our
Optical and Specialty Materials seg-
ment are consistently delivering prof-
itable growth. They represented just
under 80 percent of our continuing op-
erations in both sales and earnings in
2007, and this does not include the fu-
ture impact of the SigmaKalon acquisi-
tion, which was completed on January
2, 2008.” 
❙❙➤ www.ppg.com

NSG Releases 
Third-Quarter 2008 
Financial Statement 

Japan-based Nippon Sheet Glass has
released its fiscal year 2008 third quar-
ter consolidated financial results. The
company saw net sales of $6.500 billion
USD (648.654 billion JPY) in the third
quarter of 2008, compared to $4.873
billion for the same period in 2007. Net
income was $609 million for this year’s
third quarter, as compared to $282 in
the previous year’s period. 

Overall, the Building Products (BP)
business (which includes flat glass
business) achieved sales of $3.062 bil-
lion and operating income of $278 mil-
lion. Flat glass business accounted for
around 90 percent of total group sales
in the period under review. 

With regard to the BP business in Eu-
rope, the company reports that demand
was strong in the first half of the year
but slowed during the third quarter.
Sales in Japan were slightly below the
previous year. Market conditions re-

main difficult, with a continuing de-
cline in housing starts following regu-
latory changes. Profits are above the
previous year, largely due to negative
one-off items (a production adjust-
ment) in the comparative period re-
sults. North America continued to
experience a declining housing market
resulting in a decrease in NSG’s sales
and profitability. In South America, re-
sults continue at good levels, with mar-
ket conditions remaining robust, and in
Southeast Asia profits demonstrated a
marked year-on-year improvement. 

The inclusion of Pilkington, which
became a consolidated subsidiary in
June 2006, in the company’s consoli-
dated income statement has substan-
tially increased year-on-year sales,
operating profits and ordinary profits
in the nine-month period to this quar-
ter. In addition, the company’s share
joint ventures and associated compa-
nies, included within non-operating in-
come in the income statement, also
show profitability. Cebrace, a joint ven-
ture company in Brazil, performed
strongly during the period with signif-
icantly improved profits. In Russia, the
joint venture Pilkington Glass Russia
LLC also improved profitability. 

Total assets at the end of December

2007 were $14.2 billion, representing an
increase of $85 million from the end of
March 2007. Net financial indebtedness
decreased by $605 million from March
31, 2007 to $3.409 billion at the period
end, due to the proceeds from the sale of
the Australasian business and the com-
pany’s continued efforts to reduce debt
following the acquisition of Pilkington. 

Vitro Sees Strong 
Fourth Quarter 2007 
and Year-End Results 

During the fourth quarter of 2007,
Vitro S.A.B. de C.V., headquartered in
Monterrey, Mexico, saw its consolidated
sales increase 8.3 percent to $659 mil-
lion USD and earnings before interest,
taxes, depreciation and amortization
(EBITDA) rise 6.9 percent to $101 mil-
lion. The company recorded a consoli-
dated net income of $48 million in the
fourth quarter 2007, compared to a net
income of $34 million during the same
period last year. 

According to information from Vitro,
the change in its net income was largely
the result of a $34 million increase in
earnings before interest and taxes
(EBIT), which in turn was a result of a
reduced depreciation charge since a re-
vision of the condition of the company’s

NSG Building Products Financial Highlights
(in million USD)

April 1 2007- April 1 2006- April 1 2006-
Dec. 31 2007 Dec. 31 2006 March 31 2007

Sales to customers 3,064 2,342 3,212
Inter-segmental sales 29 88 15
Total sales 3,092 2,429 3,226
Operating expenses 2,813 2,285 3,061
Operating income 279 143 165

❙❙➤ www.nsggroup.net

http://www.ppg.com
http://www.nsggroup.net


furnaces led to the need to extend their
remaining life. In addition, this quarter
saw an income tax gain of $11 million,
compared to an expense of $29 million
during the same period of 2006. These
factors more than offset expenses of
$27 million, which included some im-
pairment charges in the company’s
Central American subsidiaries, as well
as a change in Mexican FRS that re-
quires profit sharing to workers to be
registered in other expenses. 

Flat glass sales, which made up 47
percent of the company’s consolidated
sales in 2007, increased 11.1 percent for
the quarter to $312 million. Float glass
sales remained relatively stable year-
on-year, showing a 3-percent increase. 

“We are particularly pleased with flat
glass performance,” says Federico Sada,
chief executive officer. “Our results re-
flect the continuing shift to value-
added, higher margin products in all
locations. The fourth quarter of 2007
was the best on a comparable basis that

we’ve seen in the last three years.
EBITDA rose by 13.6 percent year-on-
year. We also reported the highest com-
parable EBITDA for a fiscal year in flat
glass since 2004.” 

Export sales increased 32.5 percent
year-on-year, mainly due to higher float
glass volumes, as part of the company’s
strategy of temporarily exporting addi-
tional capacity gained by the purchase
of AFG’s 50 percent stake in Mexicali. 

Sales from foreign subsidiaries rose
6.2 percent year-on-year to $174 mil-
lion and maintained their growth mo-
mentum. Sales at Vitro Cristalglass, the
Spanish subsidiary, increased 37 per-
cent year-on-year due to higher vol-
umes coupled with an improved
product mix. Sales at Vitro Colombia
increased 42 percent compared with
the same quarter last year due to in-
creased volumes linked to the strong
demand in the domestic, Venezuelan
and Ecuadorian markets. 

“It is clear we are continuing to build

on Vitro’s inherent strengths in the glass
industry as we benefit from our estab-
lished position, production flexibility
and fast time to market,” says Enrique
Osorio, chief financial officer. “Given
this strong performance, and ongoing
emphasis on cost control, we feel Vitro
is in an excellent position to face the
challenges of 2008.”
❙❙➤ www.vitro.com 

Biesse Sees Low Fourth-
Quarter Revenues, But
High Full-Year Results 

Despite fourth-quarter 2007 net rev-
enues of $205.0 million USD (129.7
million EUR), down 2 percent com-
pared to the same period in 2006,
Biesse S.p.A. reports growth in its full
year 2007 consolidated results. The Pe-
saro, Italy-based manufacturer of glass,
stone and wood fabrication equipment
is the parent company of Biesse Amer-
ica, Biesse Canada, Intermac America
and Intermac Canada. 

The company’s fourth-quarter
EBITDA, 15.3 percent of its revenues,
was $31.3 million, down 10.1 percent
from fourth-quarter 2006. Similarly, its
EBIT was down 13.2 percent to $26.2
million this quarter. The company’s net
profit of $16.7 million was a 10.5-de-
crease from the fourth quarter of 2006. 

For all of 2007, however, the company
saw a 17.5-percent year-on-year in-
crease to $736.8 million. The full year
EBITDA of $125.0 million showed a
20.6-percent increase year-on-year;
while the EBIT was up 25.8 percent to
$103.3 million. Net profit for 2007 was
$61.1 million, a 20.1-percent rise from
2006. 

The financial statements also note
that as of December 31, 2007, the com-
pany’s net financial position was $1.7
million, down approximately $20.5 mil-
lion from the same period in 2006. Ac-
cording to information from the
company, this figure reflects items ac-
quisition costs and an extraordinary
dividend paid in December 2007, total-
ing more than $63.2 million, which off-
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Vitro Flat Glass Financial Highlights
(in million nominal dollars USD)

4Q 4Q % 2007 2006 % 
2007 2006 Change Change

Consolidated net sales 312 281 11.1 1,210 1,149 5.3 
Domestic sales 80 73 9.2 296 289 2.6 
Export sales 59 44 32.5 237 212 11.5 
Foreign subsidiaries 174 164 6.2 677 648 4.5 
EBIT 20 10 94.3 69 34 101.6 
EBITDA 30 27 13.6 116 97 20.2 
EBIT margin 6.4% 3.6% 2.8 pp 5.7% 3.1% 2.6 pp
EBITDA margin 9.7% 9.5% 0.2 pp 9.6% 8.5% 1.1 pp
Volumes
Flat Glass (Thousands 
of reduced 
squared meters) 33,871 29,860 13.4 132,790 129,586 2.5 
Capacity utilization
Flat Glass furnaces1 110% 115% -5.1 pp - - -
Flat Glass auto 76% 70% 6.9 pp - - -
Notes
1 Capacity utilization may sometimes be greater than 100 percent because pulling capacity is cal-

culated based on a certain number of changes in glass color & thickness, determined by histori-

cal averages

❙❙➤ www.vitro.com 

FinancialFlash
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set the positive cash flow from normal
operations.

Roberto Selci, chair of Biesse S.p.A.,
notes, “In 2007, for the second consec-
utive year, Biesse not only reached but
exceeded the targets set at the start of
the year, with record growth rates for
profits and revenue, despite external
factors that did not play in our favor,
such as a declining international econ-
omy, aggravated by weakness in the
U.S. dollar.” He adds, “Our results for the
last quarter of 2007 were also positive
despite trade union disputes in the me-
chanical engineering sector as well as
December’s transport strikes. On this
premise, the board of directors has ap-
proved a three-year plan, which has
Biesse aiming for $790 million in con-
solidated revenue in 2008. At the same

time, we intend to increase what we
consider our most strategic investment,
namely human resources. We’re invest-
ing to make our processes even more
innovative and ready to face the chal-
lenges of the future.” 

The three-year industrial plan calls
for attaining consolidated revenue of
approximately $869 million by 2010,
while for profitability, the plan provides
for an expected 2010 EBITDA and EBIT
exceeding $153 million and $129 mil-
lion respectively, with net profit of
around $80 million. In the three-year
period, with Capex of more than $173
million, total free cash flow generated
by Biesse is projected to reach approxi-
mately $165 million before dividend
distribution and the financial impact of
a buyback plan deliberated in January.

Under this plan, Biesse has started a
buyback of its shares, valid for 18
months for up to 10 percent of the share
capital. Biesse currently owns 85,016 of
its own shares (3.1 percent of the max-
imum total of the buyback plan).    ■
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Biesse Consolidated 
Income Statement
(USD million)

Year Ended 12/31/07 12/31/06
Net revenue 736.7 627.0
EBITDA 125.0 103.6
EBIT 103.3 82.1
Pre-tax profit 99.8 80.7
Net profit 61.1 50.8
❙❙➤ www.biesse.com 
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by Ellen Rogers

Enjoying
the Ride

Atlantic Blvd. facility, 
February 1972 – July 1975

St John’s Industrial facility,
September 1989 – present.

Baymeadows facility,
July 1975 – May 1984

Theresa Rd. facility, 
May 1984 – September 1989

Bill Cobb, founder and owner of Coastal 
Industries, raises a glass in his office.

After 35 Years,
Coastal Industries
Stays Focused on
What it Does Best

Coastal Industries has occupied 
several places in 35 years. Pictured 

below are past and present facilities: 
Only  On
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B
ill Cobb, chief executive of-
ficer of Coastal Industries
in Jacksonville, Fla., is a big
fan of the Clemson Univer-
sity Tigers—and he’s got

the recreational vehicle (RV) in orange
and black school colors to prove it. You
might even say Cobb, his wife, Gail, and
their RV are famous within the tailgating
circuit. They’ve been featured in Win-
nebago’s Traveling Times magazine and
also on ESPN’s Ultimate Tailgating. Today
“RVing” is Cobb’s pastime and pleasure,
but at one time it was his livelihood.
When Coastal Industries was founded in
1972 the company faced many hurdles.
No money, no customers and, at times, no
roof overhead. But thanks to motor
homes (and plenty of prayers) Cobb and
Coastal pushed through the hardest of
times to become what they are today.

Humble Beginnings
The residential housing market may

amount for 60 percent of Coastal’s total
business today, but this was not always
so. In the early days its main market
areas were manufactured housing and
RVs, followed by boating and lastly resi-
dential. Cobb says 35 years ago shower
doors in homes were a new concept. Be-
fore the launch of Coastal, Cobb was
working for a window screen manufac-
turer and living in a mobile home. “Every
time I took a shower the curtain would
wrap around me. That was a tough way
to take a shower because you were fight-
ing the curtain off,” he says. “So I figured,
if I could take a screen frame and have
shower curtain material roll-formed into
the frame, and then put a W-track at the
top and bottom, a couple of U-jambs on
each side, I could have an enclosure
made out of a screen frame for shower
curtain material. And it worked.”

That was the technology Cobb had in
mind when he decided to start his own
business a few years later. But, before
any new business can be launched, a
few necessities are required—namely,
money. In 1972 when Cobb set out to
start Coastal he had a mere $15,000
loan, 9,000 square feet and three peo-
ple, in addition to himself.

“We had no cus-
tomers, no income,
no guarantees of any
kind,” Cobb says. “We
had suppliers that
looked at us with a
lot of skepticism be-
cause we had no
money. After about
three months I began to realize that it
takes a certain level of sales to break even.
We were a prime example of how you
don’t start a business because we did not
have enough capital. Everybody I talked
to at the time told me it was impossible
to do what we started out to do. And
guess what? It was ... but we still did it.”

Today, though, the company’s
250,000-square-foot facility, nearly 200
employees and production capacity of
5,000 shower doors a day (a figure Cobb
says they’ve yet to reach. On average the
company produces 1,500 to 1,800 fin-
ished doors each day), stand as exam-
ples of how a little perseverance, hard
work and faithful, dedicated employees
can make the impossible possible. 

Then and Now
Getting a new business off the

ground is not an easy task, as there are
often many obstacles along the way. The
recession of 1973, for example, brought
tight times for Coastal. 

“We fell into a negative net worth; in
coming out of the recession, we had run
out of capital. At one time I went to my
sales manager and told him to sell every-
thing he possibly could and I would
work the vendors for terms as much as I
could,” says Cobb. “At the same time we
went out to a bunch of manufacturers
supplying the RV and manufactured
housing industries and talked them into
consigning inventory to us. We became
a massive distributor for those industries
in the southeastern United States. We
didn’t actually buy the products; we just
sold them and were paid a commission
on those items. We did that [for several
years] and that’s how we survived dur-
ing that period. But at one time, yes, I felt
like it might be in my best interest to try
and find a job somewhere else.”

If lack of money wasn’t challenge
enough, there were other struggles, too.
By 1975 the company was doing well
enough to relocate to a 40,000-square-
foot row warehouse. Cobb recalls one
particular afternoon, when the distri-
bution operations had been moved into
the new plant with the production
equipment still to go, when at 5:15 p.m.
it began to rain.

“At 5:30 the roof was on the floor,” says
Cobb. “That wasn’t the worst news.
When I called my insurance agent he
told me that we had fire and extended
coverage, but what we needed was a pol-
icy called all risk. Today we have all risk.”

Cobb credits the employees of
Coastal as the main reason the com-
pany was able to persevere through dif-
ficult situations.

“We got all of our people together and
I told them we could either fight through
it or we could just quit. They all elected to
fight through it—most of those folks are
with me today,” says Cobb. “You’d be
amazed, each year when I recognize the
people who work for this company and I
give the tenures—five-year, ten-year, 20,
25, 30, 35—that we have people who
have been here for 35 years. I get hoarse
talking about it mentioning all the peo-
ple just when I get to the 15-year tenure.”

All in the People
Bill Furr, quality control supervisor,

is one of those employees who has
been with Coastal for nearly 35 years,
starting January 22, 1975. In almost 33
years, Furr has worked in many jobs,
from managing a warehouse in Char-
lotte, N.C., to regional and interna-
tional sales. He gives credit to Cobb
and his leadership style as one of the
main reasons he’s stayed with the com-
pany for so long.

In their free time, Cobb and his wife, Gail, enjoy tailgating
at Clemson games in their RV, nicknamed the Cathouse.
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“I’ve been approached by competitors
as well as other aluminum companies,
not necessarily in the shower door mar-
ket, and offered positions of equivalence
to the positions I had as a sales manager,”
says Furr. “I weighed the offers and I
weighed the fact that here I know where
I am. I’ve watched Mr. Cobb decide
what’s necessary to keep a company
profitable and I’ve seen what’s happened
with other companies that have gone out
of business because of bad upper man-
agement procedures. I want to be sure
that in the next five, ten years or what-
ever it is for me, that the company I’m at
will still be in existence and profitable.”

Company president Ray Adams joined
the company in August 2000, with pre-
vious experience in the shower door in-
dustry. He says Cobb had been friends
with his dad, so he had known him for
many years prior to joining the company.

“Bill has a dynamic personality; he’s
a self-made man,” says Adams. “I think
as a manager he’s one who tries to get
the right people at the right place. You
always know where he stands.”

Furr agrees. “When Mr. Cobb says
he’s going to do something, he does

it—whether you like it or not.”
“One of the things I’ve always tried to

do is hire people who are compatible
with the people we have here,” says
Cobb. “I think compatibility with the
rest of the group is important and I
think that’s one of the reasons that we
have the longevity that we do. It’s a big
family atmosphere here.”

Forward Thinking
A lot has happened in the shower door

and residential markets over the past 35
years, including periods of big business
and slow periods. Despite the slow peri-
ods of residential construction, Coastal
has always managed to thrive. How so?

“Remodeling always goes up when
new construction goes down,” says
Cobb. “And we also have seen in the
past, manufactured housing picks up,
but that hasn’t really happened this
time. The RV business has been good
and some of the other segments stayed
strong [multi-family, high-rise and
hospitality] as well.” 

During slow periods, some compa-
nies stay busy by diversifying; Coastal
has not chosen this path. 

“We try to concentrate on what we do
best and shower doors is the business
we do best,” says Cobb. “A lot of our
competitors have gone into tempering
glass and we’ve stayed away from that
because it’s not our niche.”

Competitive Measures 
Cobb admits that the shower door busi-

ness is extremely competitive—even with
building products other than shower
doors. The key, though, is to differentiate,
and bring something to customers that no
one else has. For Coastal, that one asset is
a specially-developed software program,
created by Cobb, which takes general
input and converts it to specific informa-
tion about building a shower door.

“I had the choice of learning a program
language and designing and developing
a software program myself, or I could hire
a programmer and sit with him for sev-
eral years to develop it and I chose to
learn the program,” says Cobb. “Over a pe-
riod of almost 30 years I have written this
program, and it is a major asset because
it gives you everything you need to know
about building a shower door.”

The program was developed inter-

Coastal’s plant has production capacity to create 5,000 shower doors a day.

Coastal Industries
continued 
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nally for Coastal employees to use, but
in the last ten years it’s been made avail-
able to all of the company’s fabricators. 

“We don’t give it away, we sell it. My
theory is if you give something away it
has zero value,” says Cobb.

Customer Satisfaction
Having long-term customers is an-

other example of a successful business.
Some of Coastal’s customers have been
supporting the business since the very
beginning. One of those early cus-
tomers still working with them today is
Raleigh Glass & Mirror, in Raleigh, N.C.,
which has been a customer for 34 years.

“They have one of the best products
on the market,” says the company’s res-
idential general manager, Gerald
Humphries. “I’ve dealt with shower
doors for 50 years and they have some
of the best service; if there’s a problem
they fix it right away.”

Mark Hill, president of United Mirror
and Glass, which has operations in the
Dallas/Fort Worth and Austin areas of
Texas, is a more recent customer, having
worked with Coastal for about two years.

“The previous manufacturer we had
been working with could not handle the
amount of work we had,” says Hill. “So
we researched suppliers for six or eight
months and Coastal was one of the top
three we looked at. It was in the service
and the quality [they had], and they
won with flying colors.”

Hill continues, “I’ve dealt with all of the
top shower door suppliers in the United
States; I’m second generation in this busi-
ness and I’ve been in it for 30 years. My
experience with Coastal is old school—
good service and quality. You can call
them and talk to the owner and every-
body there is willing to do that, and that’s
so important. They strive hard. There’s a
problem and a solution and they get the
solution. The whole company is that way,
top to bottom.”

Building Relationships
Many business owners will tell you

that without good suppliers it’s difficult,
if not impossible, to survive. In the early
days, Coastal was not without its own
supplier challenges. In fact, they lost
one vendor when a competitor gave
huge material contracts to that com-
pany, provided they would not sell to
Coastal. Today, though, it’s a different
situation, and suppliers are happy to
work with Coastal. Katie Williams, who
works in inside sales for Guardian In-
dustries in Richburg, S.C., has been
working with Coastal for five years.

“Everyone there is so friendly and
easy to deal with,” she says. “Their or-
ders are always timely; they are a very
low-maintenance customer.”

“We work with a supplier as a part-
ner. We treat them as an equal,” says
Cobb. “We realize that they have to
make money and we try to work with
our suppliers and that has worked over
the years. Our suppliers have been very,
very, good to us and us to them—it’s
not always price. Price is important, but
it’s not always price.”

Coastal also operates on a global
basis, having sold products all around
the world from South America to Rus-
sia, the UAE and South Korea. Cobb says
they also buy on a worldwide basis.

“We import [some products] from
China, and where a lot of the competition

may have chosen the route of going
through brokers, we chose to establish re-
lationships with the plants in China,”
Cobb says.

Coastal buys some of its patterned
glass from China, but primarily lineal
materials. Cobb adds that one of his
biggest industry concerns is the ever-
increasing amount of extruded alu-
minum being imported from China.

“My background was in the extrusion
business and I have a lot of friends who
have been hit hard by the price cutting
that’s happened with the Chinese com-
ing into the market,” says Cobb. He adds
that his company does not buy
processed materials from Chinese man-
ufacturers. “We have tried in the past
and were not successful because [the
products] don’t seem to be able to hold
the tolerances we require,” Cobb says.

Maintaining Success
In order to be competitive and to stay

prosperous, many U.S. manufacturing
companies have relocated their produc-
tion facilities to China, where labor costs
are considerably lower than in the
United States. While Cobb admits he has
considered moving production offshore,
he decided it was not the right move. 

“Certain items will lend themselves
to being produced offshore. Those
items have to be extremely high vol-
ume where there’s no change or no

Coastal buys and sells its shower door products on a worldwide basis.
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chance of change,” says Cobb. “But this
business, especially on the residential
side, is a five-day-turn business, which
means the Chinese supply chain does
not work. There may be some in-
stances where we could utilize that,
but it would have to be low-end, high-
volume stuff. The systems that we pro-
duce here, which now seem to be such
a big part of our business, I don’t think
they are compatible with that [type of
production].”

Looking Ahead
Shower doors themselves have

changed greatly in 35 years. Heavy glass
doors are the big trend, along with cre-
ating a spa-like environment in the
bathroom. This includes everything
from aromatherapy showers to multi-
ple shower heads. 

“When I started out installing years
ago it was rare to ever see a custom en-
closure,” says Adams. “Now it’s rare not
to see one. The industry has become
less cookie cutter.”

And Coastal is continuing to keep up
with the changes. In fact, in working
with its advertising and marketing
agency, Kleber & Associates, they are
developing plans for what they are call-

ing “the shower of the future.” Areas
they are considering include different
types of glass such as “self-cleaning”
and antimicrobial to products other
than glass that could possibly be used.

“I don’t know where this will lead us,”
says Steve Kleber, president of Kleber &
Associates, “but it speaks highly of this
company that they would engage in that
type of thought leadership.”

And what’s in store for Coastal itself? 
“If you’re not growing you’re dying,”

Cobb says. “I’ve always been growth-
oriented. I want the company to grow. I

have sons involved in the business,
Ray’s like a son to me. My intention is
for the company to grow. I have no
plans to sell.”

As far as retirement, Cobb says he has
no plans to do that either. In fact, he’s
fond of saying, “I have the best job in
the world, so why quit?”

Employees agree, Cobb is the type of
leader whose influence carries through-
out the company.

“To me, he’s fun. He’s got a great
sense of humor,” says Adams. “He’s al-
ways looking for the humor and I think
you need that in business. He’s also very
even-keeled and he’s been a good men-
tor to me.”

Cobb has also influenced Furr’s out-
look. “He’s the type of leader who’s
constantly looking to the future for
what’s on the other side of the hill or
around the corner,” says Furr, “and as
long as you have a positive attitude
and are not adverse to change the
company will grow.”   ■

E l l e n  R o g e r s is a con-
tributing editor for UUSGlass
magazine.

Cobb says 35 years ago shower doors in homes were a new concept. These
samples show how many varieties are available today.

Today the company has a 250,000-square-foot facility, but Cobb aims to
keep growing.
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T his year’s Glass Association
of North America (GANA)
sponsored Glass Week took
place February 13-17 at the

Rio in Las Vegas—and hot on its heels
was the Building Envelope Contrac-
tors (BEC) Conference, which lasted
through February 17-19. While the
week began with hard-at-work GANA
members discussing new business
initiatives, it closed with a swelling
tide of glazing contractors eager to sit
back and take in detailed informa-
tional presentations. 

Too much for one week? Not so for
the more than 800 glass industry
professionals—from manufacturers
and fabricators to distributors and
suppliers to glazing contractors—
who came to Vegas to learn. And
whether it was the name of a critical
contact or an installation tip, these
attendees went home with lots of new
knowledge. 

G is for Green
During Glass Week, the “G” in GANA

might also have stood for green. Asso-
ciation staff and division chairs moti-
vated members to think green. 

“This will continue to be a focus for
us,” Greg Carney, GANA’s technical di-
rector, said during a Tempering Divi-
sion meeting. “This is the future of our
industry and I think has to be a part of
GANA down the road.”

Carney suggested that the Tempering
Division begin to consider ways to bring
“green” up to its agenda. He added, “If we
don’t begin to look at it and try to find
opportunities, we’ll never see them.”

The BEC Division likewise opened its
meeting with green talk. 

“Daylighting is one of the biggest
things out there and a lot of people
don’t have a clue,” commented BEC Di-
vision chairperson Max Perilstein of
Arch Aluminum & Glass. 

The group tossed around such ideas

as developing a green construction task
group and creating a white paper on
green construction.

The Decorative Division heard the
call in its meeting as well and is creat-
ing a task group to focus on contribut-
ing to green efforts. 

The Flat Glass Manufacturing Divi-
sion took a different tack. As part of the
division’s new business, Henry Gorry of
Guardian Industries Corp. requested
the division “create an ad hoc commit-
tee on climate change.” Per Gorry, the
committee would identify the indus-
try’s objectives in legislation or regula-
tory activities and aim to get its
objectives incorporated in any legisla-
tion or regulatory activities.

Some division members questioned
whether a committee specific to climate
change would be too narrow of a focus
and if it would not be better to broaden
the scope to cover all things green in the
overall context of the association’s green

by Megan Headley and Debra Levy

One Week, All Glass
Attendees Get It All at Glass Week-BEC “Super Conference” 

GANA’s seven divisions each met during Glass Week to further progress on educational presentations, glass information
bulletins and other projects.
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initiative. Others, however, felt that such
a broad scope would be charging one
committee with too much.

Among other concerns were time
and money. As Gorry noted, “This is
going to require, in the nation’s capital,
some eyes and ears, some lobbying.”

William Yanek, GANA’s incoming ex-
ecutive director, pointed out that if the
division would be aiming to lobby
Washington, this would be the year to
start organizing efforts. “You’re going to
have new administration, new Con-
gress, new legislation,” he said. “If you
don’t act soon you’re going to leave the
playing field and you might have to live
with what comes out of Washington.”

A six-to-one vote in favor created this
committee on climate change. 

Also under the umbrella of green,
Yanek gave a presentation during that
division’s meeting on adding to points
for the U.S. Green Building Council’s
(USGBC) LEED program through such
efforts as using recycled cullet during
the manufacturing process. The GANA
staff noted that ideas such as this were
needed so that manufacturers might
start to look at this green issue and be
on the same page as their customers.

“[We] think it’s logical to begin in the
beginning with the flat glass manufac-
turing,” said Carney. As he’d pointed out
earlier, “I’ve seen a lot of cullet go out
headed for the landfill.” Recycling dur-
ing the manufacturing process was one
suggestion made. 

The division members were asked
for additional suggestions and activi-

ties being done at their facilities. “If you
have public documents that address the
issues and opportunities, please send
them to staff,” Carney said.

The staff suggested collecting doc-
uments to identify potential areas or
inconsistencies among companies and
ways in which to address them as an
industry. 

Tempering 
Division Cleans Up 

The Tempering Division’s Construc-
tion Subcommittee addressed the issue
of glass cleaning, an issue that has seen
much debate between the glass associ-
ation’s members and the window
cleaning industry (see January 2008
USGlass, page 18).

In particular, GANA has urged win-
dow cleaners not to use metal scrapers
to clean glass, as it can result in
scratches. The International Window
Cleaning Association (IWCA) and
other window cleaners place the blame
for these scratches on the alleged pres-
ence of fabricating debris on tempered
and heat-strengthened glass that is
pulled along the surface of the glass. 

The subcommittee members stressed
that it is important to get the word out
about the damage caused by metal
scrapers. “GANA has taken the position
that we are here to educate and will con-
tinue to educate the window cleaners,”
said Brian Pitman, director of market-
ing and communications for GANA.

It was suggested that a static-cling ap-
plied sticker on certain glass products

might help in this education process. 
The subcommittee expressed interest

in the idea, noting that a GANA-supplied
decal would carry more weight than in-
dividual company-supplied stickers.
Some individuals suggested having these
stickers applied by the glazing contractor,
although there was concern about liabil-
ity should the contractor neglect to use
the sticker. One listener added that there
likely would be pushback from the com-
mercial glazing industry should stickers
be required on the exterior of the glass. 

Should this practice be followed, Car-
ney pointed out that the sticker would be
most useful in the initial cleaning, when
cement and other new construction de-
bris are most problematic for glass.

The Laminated 
Division Hears a Proposal 

John Kent of the Safety Glazing Certi-
fication Council (SGCC) presented the
Laminating Division with an update of
that group’s certification activities. Kent
summarized for the division a proposal
for new guidelines for the certification of
laminated glass. Historically, laminated
glass has been certified per nominal
thickness per ASTM C1036. However,
Kent said, there are products that don’t
fall into those nominal thicknesses. He
explained that the SGCC proposal would
initially test for nominal thickness to sat-
isfy C1036, but ongoing certification
would be by range of thicknesses.

He explained that initial testing would
be performed on each nominal thick-
ness, per C1036, of at least one brand of

Now that the Glass Association of
North America’s (GANA) joint Glass
Week and Building Envelope Contrac-
tors (BEC) conference have drawn to an
end, the association is preparing for
changes within its staff. 

Following a formal dinner held during
the event, Glass Week attendants recog-
nized outgoing GANA executive director
Stan Smith who retired March 1. The as-
sociation honored Smith with many
thanks and the presentation of a ticket
for a seven-day cruise, a token to lead the
hardworking staff member into his re-
tirement. Ren Bartoe of Vesuvius treated
Smith to a subdued “roast” that brought

chuckles from his audience. In addition,
Debra Levy, publisher of UUSGlass maga-
zine presented Smith with a personalized
cover in recognition of his frequent con-
tributions to both the industry and the
publication. During the dinner, as well as
throughout the week, Glass Week atten-
dees and GANA members were intro-
duced to incoming executive director
William Yanek (see September 2007 UUS-
Glass, page 22), who has worked closely
with Smith for the past six months.

The GANA members next turned their
attention to honoring an industry legend.
William Coddington of W.S. Coddington
Consulting was brought to the stage

where he was formally presented with a
GANA Honorary Membership due to his
valuable work over the course of 40 years
in the industry (see September 2007 UUS-
Glass, page 124). 
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Stan Smith (left) retired as GANA’s
executive director as of March 1.

GANA Staff Passes Torch 
During Glass Week Celebration



each generic category of interlayer ma-
terial that the company is aiming to cer-
tify. Ongoing certification would be by
two thickness classes (standard or
heavy) and per generic category of in-
terlayer. SGCC will maintain a list of ac-
cepted interlayer brands per generic
category, and certification to one brand
within the generic category will allow
switching to other brands within the
generic category on the list. According to
Kent, this new method would mean that,
on an ongoing basis, there will be fewer
tests for a wider range of products.

FRGC Takes 
Charge of Labels

The Fire Rated Glazing Council
(FRGC) spent part of its meeting prior-
itizing its “wish list” of items to accom-
plish. The items ranged from creating a
logo and website to creating additional
presentations and GIBs of its own. 

Among its priorities is the creation of
a new committee to address issues con-
cerning the labeling of fire-rated glaz-
ing. Council members noted that there
exists a large discrepancy in how these
products are labeled and it was sug-
gested that GANA create a subcommit-
tee to focus on creating a standard
labeling procedure. A motion to accept
this charge from the Glazing Industry
Code Committees (GICC), which cur-
rently handles labeling, was accepted. 

Product Output
As always, GANA members kept

busy in each division on fine-tuning
their educational products, from pre-
sentations to videos. 

The FRGC’s Education Committee
began to assemble a presentation for ar-

chitects, which the committee members
aim to someday evolve into an AIA-ac-
credited program. While updating the
presentation for the upcoming Glass
Fabrication and Glazing Educational
Conference, several committee mem-
bers expressed concern over the level of
information being offered to potential
glazier and architect audiences. 

Association staff stressed keeping it
simple for audience of new glaziers at
the Glass Fabrication Conference.
However, Jeff Griffiths of SAFTI FIRST
was one to voice concern that the pres-
entation was on the wrong side of a
line between easy-to-understand and
overly simplistic. To address those con-
cerns, committee members took an-
other afternoon to go through the
presentation slide-by-slide, ensuring
that the final product would be fit for a
wide audience. 

The Laminating Division’s Market-
ing Committee reviewed the latest
draft of its Laminated Glass 101 pres-
entation. The goal is to provide an
AIA-accredited presentation as well.
The group presently is waiting on
more photos and a script, being pre-
pared by Valerie Block of DuPont, to
accompany the presentation. 

“It’s something the committee has
been working on for quite some time,”
Pitman commented. “It’ll go through
one more review but everyone seems to
be pretty happy with it.” 

That same committee also discussed
an initiative to create a video on the resin
process of laminating glass; a video al-
ready exists on laminating with PVB.

Meanwhile, the Tempering Division
is in the process of developing its video
about tempering, as one of several ways

to help the uninitiated understand
what tempering is. 

These videos would join the associ-
ation’s already available videos on float
glass manufacturing, making lami-
nated glass with PVB and the fabrica-
tion of flat glass mirrors. 

Upcoming 
Documents Under Review

The Flat Glass Manufacturing Divi-
sion’s Technical Committee had up-
dates on several documents. A motion
by the committee was passed to send a
Glass Informational Bulletin (GIB) on
the approximate weight of architectural
flat glass to the board for its approval.
Urmilla Sowell, GANA’s assistant tech-
nical director, had drafted an outline of
a GIB on weld splatter and continues to
research the document. The group’s
Specifiers Guide to Architectural Glass,
now known as the Guide to Architec-
tural Glass, has gone out to members
for revision suggestions.

The Protective Glazing Committee’s
draft of a Blast Mitigating Glazing GIB is
still in its review state, but with no new
changes or comments the group voted to
send the document out to be balloted by
the committee. Meanwhile, the commit-
tee sent a new GIB on detention facility
glazing out to its members for review.

Two draft GIBS, one on protective
glazing earthquakes and one on how
glazing can prevent melanoma, also
were readied to go out for comments
from the committee.

The Mirror Division’s Technical Com-
mittee reviewed the results of a board
ballot on the draft Proper Fabrication of
Flat Glass Mirrors GIB. The document
had two disapprovals at the board level,

One Week, All Glass
continued
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which both will require some tidying up
from the committee before resending. 

The committee also now has a draft
outline of its GIB on Installation Tech-
niques Designed to Prolong the Life of
Mirror. During the meeting the group
touched on concerns about offering ac-
tual installation guidelines, which the
group typically does not provide. This
GIB gets close, the members worried. As
the association’s members are primarily
manufacturers, rather than installers,
the group felt that creating guidelines on
installation could prove to be a liability. 

The Decorative Division’s Technical
Committee heard reports on several
task group GIBs. The Product Handling
and Cleaning Task Group’s GIB had gone
out to the Technical Committee follow-
ing the last meeting. One comment had
been made and the group had since re-
solved it, leaving it to prepare the docu-
ment to send to the full division for
approval. The Types of Decorative Glass
Task Group is looking for additional
input for its glossary of terms so that an
updated document can be passed to the
task group and technical committee. 

That committee’s Product Color and
Durability Task Group expects to pro-
duce a GIB about color in the future,
and perhaps one on durability as well.
For now, though, the group continues to
identify and list properties of each cat-
egory (for example, properties of color
include lightness and darkness, hue,
chromaticity, etc.), add to definitions
and compile related standards.

The Tempering Division’s Optical Dis-
tortion Subcommittee continued its re-
view of the ASTM standard C14.11. The
manual on which the group has been
working is almost ready for publication
with only 15 items left to complete.

Association Reports
GANA lawyer Kim Mann captured

his audience’s attention right away at
the Glass Week membership meeting.
Mann addressed the recent filing of
price-fixing lawsuits against a num-
ber of primary manufacturers (see
February 2008 USGlass, page 30). 

“There are seven such lawsuits that

I am aware of,” said Mann, “and a good
number more are expected. They tar-
get the primary glass manufacturers.”
Mann spoke to an audience that had
his undivided attention. He added that
the glass industry, by its very nature,
has caught the attention of class action
suit lawyers. 

He cited the small number of pri-
mary manufacturers as the main rea-
son for the legal focus. “It’s easy to
allege price-fixing in an industry of
few players. It’s harder to do in in-
dustries with more players,” he said.

Mann believes two main events led
to the filing of these lawsuits. The first
was the implementation of fines by the
European Union (EU) against four
major primary manufacturers for al-
leged price fixing in Europe (see De-
cember 2007 USGlass, page 36). The
second was the success of lawsuits in
the trucking industry in Europe that
became a precursor for a number of
other price-fixing lawsuits. 

Mann reminded the group that
GANA always has had a strong anti-
trust policy. “Trade associations are
where competitors gather and it’s im-
portant to avoid any kinds of appear-
ance of discussion of pricing, warranties
and surcharges. Surcharges are the hot
topic today,” he said. “Primaries are not
the only ones who assess surcharges.
Many do. I am not suggesting they are
illegal, but you must be careful in how
they are created.”

Mann also believes additional fines
will be assessed by the EU regarding al-
leged auto glass price-fixing and that

those fines “may be five, six even seven
times higher than those for flat glass.”

Carney then reported on the activi-
ties of his department. He introduced
Urmilla Sowell as the new assistant
technical director. Carney, who is in-
volved in a staggering number of
projects for GANA, gave an overview
of a few of those efforts. He men-
tioned that he had, for the first time,
prepared a complete summary of all
the technical projects upon which his
department had worked this past
year. “I did a technical report for the
year and it was 424 pages,” Carney
joked. He said that, luckily, it was able
to be summarized in 12 pages and is
now available in the members-only
area of the GANA website.

Carney then discussed what many
believe to be the single, biggest prob-
lem area in glass industry: the lack of
responsiveness by the National Fenes-
tration Rating Council (NFRC). “You
have heard me rant and rave and oc-
casionally cuss about NFRC. You’ve
also heard me be the voice for our in-
dustry at NFRC,” Carney said.

He added that he and IGMA executive
Margaret Webb were considering not re-
sponding to votes because of the role of
the NFRC board in overruling the com-
mittee (see page 18). “Once they [pro-
posals the NFRC group works on] go to
the NFRC board they come back very
different than what was agreed to by the
committee. It’s very frustrating,” he said.

Next up is GANA’s Fall Conference,
scheduled for September 8-10 at the
Wyndham DFW Airport North in Dallas. 

(From left) Ren Bartoe and Andy Gum present William Coddington with an
award as part of his GANA Honorary Membership.
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One Week, All Glass
continued

While many Glass Association of
North America (GANA) mem-
bers arrived at the Rio in Las

Vegas for the start of Glass Week on
February 13, by February 17 the desert
city was flooded with glazing contrac-
tors. More than 700 attendees arrived
for the Building Envelope Contractors
(BEC) conference, and the crowded
room during the BEC opening reception
seemed to host all of them. Crowds did
not dwindle either as the first presen-
tations were given the next morning. 

Max Perilstein of Arch Aluminum &
Glass, chairperson of GANA’s BEC Di-
vision, welcomed the audience before
turning the stage over to keynote
speaker Shep Hyken. Hyken created
“moments of magic” for the audience
during his talk on creating such mo-
ments for customers. As he told his au-
dience, studies have shown that more
than “40 percent of satisfied cus-
tomers don’t come back.” He ex-

plained that those customers are met
with satisfactory services, but aren’t
wowed by exceptional care. Hyken
stressed the importance of creating a
powerful and positive interaction be-
tween the customer and every repre-
sentative of a company to create an
impression that will build not just sat-
isfaction, but loyalty. 

Hyken also noted that, “People want
to do business with people they know,
they like and they trust.” Those words
seemed to be exemplified by the net-
working opportunities for which the BEC
conference is known.  

Hyken’s magic tricks and advice gave
way to more technical sessions later in
the morning. 

Joseph Solinski, president of Stone &
Glazing Consulting, presented the audi-
ence with a thought-provoking case
study during his presentation, “Struc-
tural Glazing Survey and Repair.” He
walked the audience through the ex-

amination of a building with a 500,000-
square-foot unitized curtainwall sys-
tem—and a history of loose glass and
leaks. A survey of the building revealed
structural sealant concerns. 

“What percent [of glass] is ok to fall
out?’ Solinski jokingly asked his audi-
ence. For this building, the answer
seemed to be “far too many.” However,
Solinski was all seriousness as he re-
counted the inspection process that re-
quired doing a “suction cup pull test” on
each of the 26,000 lites on the build-
ing. A test apparatus was used to es-
sentially pull six times on each lite to
discover if sealant defects existed. The
search turned up 16 lites that could be
pulled out by hand. 

As additional resources for his audi-
ence, Solinski pointed to ASTM stan-
dards C1184-05, Specification for
Structural Silicone Sealants; C1392-00
(05) Guide for Evaluating Failure of
Structure Sealant Glazing; C1394-03

BEC Crowds Come to Las Vegas

The seminars, ranging from technical to humorous, stayed packed by nearly 800 attendees throughout the BEC Conference.

Only  On

usglassmag.com

A P R I L  2 0 0 8

© 2008 USGlass magazine. 540-720-5584 All rights reserved. 



03 Guide for In-Situ Structural Silicone
Glazing Evaluation; C1401-02 Guide for
Structural Sealant Glazing; and C1487-
02 Guide for Remedying Structural Sil-
icone Glazing. 

Later, Bruce Werner of Curtain Wall
Design and Consulting Inc. and Peter
Poirier of Tremco Inc. formed a panel
about four-sided structural silicone glaz-
ing. As Werner pointed out, the talk in
Las Vegas was apropos as the City Cen-
ter project on the Strip is the largest
structural silicone glazed (SSG) con-
struction project in the world. Since the
first SSG building was constructed in
1971, it has become “a mature tech-
nology,” Werner said. 

Ted Derby of Pohl Inc. of America
touched on a newer technology: rain-
screens. During “The Application of the
Rainscreen Principle with Current Con-
struction Practices,” Pohl made a case
for the use of vented walls, or walls that
allow air to move around but still manage
water, thereby preventing problems such
as mold. He said that with open joint sys-
tems designers can create a façade with
enough vents that the pressure on the
veneer equals the pressure on wall cav-
ity, so water drains right down.

One question that comes up is
whether energy efficiency can be main-
tained with vented walls. According to
Pohl, continuity in installation is the key
to improved energy efficiency.

He also noted that rainscreens can

be incorporated into unitized curtain-
wall systems. “A lot of pre-engineering
is done with these systems,” he says,
adding that this can help maintain top-
notch quality control.

Richard Green, P.E., and Stanley Yee
of The Façade Group also discussed new
technology. The duo went through the
design, development and implementa-
tion of a 300,000-square-foot point-sup-
ported glass wall at the new Bangkok
International Airport. One of the ten
largest airports in the world, its curtain-
wall system incorporates a number of
new technologies, including point-fixed,
heat-strengthened laminated glass and
intricate stainless steel components.
Green and Yee walked their listeners
through the development of the tension
truss support system and the stainless
steel components—and the challenges
they faced in testing the holes drilled into
the glass for these components. 

Patrick Muessig of Azon USA focused
on the topic of energy, specifically, en-
ergy modeling. Muessig introduced his
audience to some of the tools available
for this topic, from the National Fenes-
tration Rating Council’s (NFRC) Compo-
nent Modeling Approach (CMA) and
AAMA 507, Standard Practice for De-
termining the Thermal Performance
Characteristics of Fenestration Systems
Installed in Commercial Buildings, as
well as an overview of some of the fed-
eral legislation pointing toward require-

ments for energy-efficient buildings, in-
cluding the recently passed Energy In-
dependence and Security Act of 2007
(see March 2008 UUSGlass, page 46).

He also suggested looking at COM-
FEN—a software tool coming from the
Lawrence Berkeley National Laboratory
to be used for calculating heating and
cooling energy use of fenestration prod-
ucts in commercial buildings—as the
next generation of energy modeling. “I
think it’s going to be a very nice prod-
uct for our industry,” he said. 

Raj Goyal of Graham Architectural
Products presented information about
designing for blasts per the new UFC-
DOD standard. “We all have dealt with
disasters like water infiltration,” Goyal
said, “but in these cases we are de-
signing for life safety.”

His videos of flying glass shards fol-
lowing test explosions impressed upon
his audience the importance of follow-
ing the 2007 document and thoroughly
understanding its requirements. 

During his presentation “Protecting
Exterior Fenestration & Glazing Sur-
faces with Applied Protective Coat-
ings,” Mike Burk of Edgetech IG
touched on the topic of window clean-
ing, which had been discussed earlier
during Glass Week.

He called today’s high-performance
glass products and metal scrapers
used by window cleaners “a disastrous
combination.” 

In his keynote, Olympian Mike Eruzione
showed there really is a connection
between the glass business and hockey.

Jim Fairley of Colonial Glass suggested
several systems that can make a
business more efficient.

Richard Kalson of Thorp Reed &
Armstrong returned to BEC with an
update on 2007 law developments.
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One Week, All Glass
BEC Crowds Come to Las Vegas
continued

“You know that if you scrape this with
a metal scraper you’re going to see
damage to the glass,” Burk said.
“We’ve got people out there saying it’s
the glass that’s at fault … and we all
know better than that.”

He suggested plastic films that pro-
tect glass during the construction
process as one way to avoid problems. 

Jim Fairley of Colonial Glass Solutions
presented “Systems and Glass … Which
System Fits Your Business.”

“I’m not here to tell you which system
to use,” Fairley commented. “The sys-
tems that works is the system that
works for your company.”

However, he did offer some sugges-
tions. For lean manufacturing—which
he summarized as a focus on waste re-
moval to increase throughput—he sug-
gested each member of management
write something they considered waste-
ful on a post-it note. After everyone had
put three or more post-its on the wall,
the overlap could be considered items
to look at cutting right away.  

Fairley explained that following Six
Sigma means focusing on reducing vari-
ation and reworks to increase throughput.
He pointed out one area where there’s
typically lots of variation and reworking.
“Think about how much time is wasted on
the bidding process,” he said. He recom-
mended marking off how much time is
spent with each bid to take note of the
time lost and how that could be changed. 

The theory of constraints, Fairley ex-
plained, can be summed up as “one
hour lost at a bottleneck is an hour lost
for the whole process.” Finding the bot-
tleneck is the starting point, whether it’s
a machine in the facility or an idle group
on the jobsite. Then it’s necessary to ex-
plore the constraints of the bottleneck
to find a solution. Fairley also recom-
mended that, if there are problem on
the jobsite, it’s necessary to fix the prob-
lem first, and then continue to move
product through, otherwise you’ll just be
creating additional problems.

Richard Kalson and David White of
Thorp Reed & Armstrong LLP focused on
different industry problems. The two
talked about a “new hot clause” showing

up in subcontracts during their presenta-
tion on “Construction Law Developments
in 2007.” The pay-when-paid clause has a
big difference from the pay-if-paid clause,
the pair noted during their talk. 

White explained that a pay-if-paid
clause more or less says that a subcon-
tractor will only be paid if a general con-
tractor is paid by the owner, implying that
if the general contractor is not paid the
subcontractor suffers that fate as well.
“Don’t agree to this,” White insisted. 

“It’s important because once that
risk of payment shifts from the general
contractor being paid by the owner to
you, the subcontractor, then you are
completely at the mercy of the payment
by owner and you don’t ever want to get
into that situation,” he said. “That
should always be a deal breaker.”

As White noted, “Some states have
actually enacted legislation that these
clauses are unenforceable.” 

While the “pay-if-paid clause can result
in your never ever ever being paid by the
general,” White explained, the pay-when-
paid clause “sets a reasonable amount
of time, say a year,” after which point the
court will usually make a decision that
the subcontractor must be paid. 

In response to a question from the
audience, White agreed that there can
be an advantage to striking a pay-when-
paid contract clause so that it simply
says the general contractor shall pay
the subcontractor. 

“To the extent that you can get rid of
that, try that, absolutely,” White agreed. 

Following the almost overwhelming
technical knowledge presented, a high-
light for many attendees was the
keynote speech from Mike Eruzione,
who was the team captain of the 1980
Olympic Gold Medal hockey team. Un-
like other sports heroes on the
speaking circuit, Eruzione did not
dwell on his own accomplish-
ments (like making the winning
goal in the U.S. vs. Russia game)
but rather talked of team efforts
and advancements.

When asked to name his proud-
est achievement he chose two:
when the movie “Miracle” pre-

miered and getting to light the torch at
the Salt Lake City games. “I was proud
of the movie, because it means that
people who were there can relive it and
people who weren’t alive, or who aren’t
yet alive will get to see it. It was very ex-
citing for me.

“The only thing that tops it is lighting
the torch to open the Olympics,” he
added. “They didn’t tell us until very late
the night before that we were going to
do it. It was a very big secret. We had to
rehearse at midnight to keep it a secret.
I came back to the condo I was staying
in at 3 a.m. and told my wife, to which
she replied ‘Yeah, right, what bar were
you guys drinking at?’“

It was just that kind of humor and
self-deprecation that endeared the star,
who never played professional hockey,
to the crowd. 

“I liked him because he was a regular
guy,” said one attendee, “you could re-
ally relate to him.”

Despite the success of the packed
seminars, many attendees were most
interested in “relating to” their col-
leagues at the conference. Either way,
there was something for everyone at
the conference. 

“BEC continues to be the ultimate
networking and educational event for
the contract glazier. We had great feed-
back from the attendees and I am con-
fident that we will continue to work to
make that event the best one around,”
commented Perilstein. “All in all, our in-
dustry benefits from the technical and
education process of Glass Week and
BEC and I believe everyone who at-
tended was able to get something tan-
gible out of it.”

Dates for next year’s BEC Conference
will be announced later this year.    ■

M e g a n
H e a d l e y and
D e b r a  L e v y are
the editor and
publisher of UUSGlass,
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Booth #407: Vistawall
Provides Reliance (Curtainwall)

The Reliance™ thermal composite inside glazed (TC IG) cur-
tainwall from Vistawall Architectural Products, part of The
Vistawall Group, an Oldcastle Glass® Engineered Products Com-
pany, adds thermal performance to its Reliance line of products. 

Increased thermal performance is achieved through the
use of glass-reinforced polyamide strips in the construction
of all horizontal and vertical members. The new vertical is
available in both 7 ¼- and 6-inch depths, with either cap-
tured or structural silicone glazed verticals. Two-color ca-
pability is still available on both vertical and horizontal
sections. As with Reliance curtainwall, Reliance-TC IG of-
fers optional system depths and profiles with the ability to
adapt entrance doors and operable windows.

With this latest addition to the Reliance line of products,
the company now offers three tiers of thermal and installation
options:  a traditional exterior-glazed pressure wall, an exte-
rior-glazed pressure wall with thermally enhanced compos-
ite verticals and a fully inside-glazed composite system.
❙❙➤ www.vistawall.com

Shop Online for Your Shop
Glass Retailers Get a Look Ahead 

at the Americas Glass Showcase®

Booth: #441:
Wood’s Powr-Grip Lends a Hand 

From factory floor to final installation, Wood’s Powr-
Grip Co. Inc. in Laurel, Mont., offers a full line of hand-
held vacuum cups, below-the-hook vacuum lifters for
multipurpose and production line use and other prod-
ucts designed specifically for glass handling. 

On display at Americas Glass Showcase® 2008 will
be its full line of handheld vacuum cups, which fea-
ture the company’s patented, red-line vacuum indi-
cator. The company’s broad range of hand cups
includes diameters from 3 to 10 inches, in styles for
handling either flat or curved glass.
❙❙➤ www.powrgrip.com

G lass retailers looking to expand their offerings—and other glass-related companies looking to see what’s out there—
are invited to the Americas Glass Association’s annual Americas Glass Showcase® (AGS). AGS, to be held May 2-3
at the Cashman Center in Las Vegas, is scheduled to host a variety of companies providing products from glass to

equipment to window film to software. 
Take a look at these previewed products for a glimpse of what’s to come, but be sure to check out the show for addi-

tional product offerings. For a full list of exhibitors, visit www.americasglassassn.org.

http://www.americasglassassn.org
http://www.vistawall.com
http://www.powrgrip.com
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Booth #217: Unruh Weathers It All 
Unruh Fab Inc. in Sedgwick, Kan., will be spotlighting

its “Weathers by Unruh” product line at the Americas
Glass Showcase®. The line is made up of various racks,
carts and accessories designed to assist in transporting
and handling glass.
❙❙➤ www.unruhfab.com 

Booth #227: PPG is on the Edge
Pittsburgh-based PPG In-

dustries has published a new
edge-color guide for Starphire
glass that highlights the
unique blue edge appearance
of Starphire ultra-clear glass.

Traditional clear glass dis-
plays a light green cast that
gets darker as the glass gets
thicker and longer. When
Starphire glass is manufac-
tured and cut in longer
lengths, its clarity produces an
aesthetic blue color, according
to information from the com-
pany. The new brochure
demonstrates the differences
between Starphire glass and
other clear glass products. A
chart illustrates the different
glasses’ edge-color appear-
ances in thicknesses of 6, 12
and 19 millimeters and in
lengths up to 130 feet.
❙❙➤ www.ppgstarphire.com 

Booths #237: Glass Doctor®

Partners to Fix Panes
Glass Doctor®, Western Reflections and PPG AutoGlass

have teamed up to offer customers high-quality replace-
ment residential door glass service. Glass Doctor fran-
chisees now can order Western Reflections door glass
insert products and parts from PPG AutoGlass, which will
ship the orders through its established auto glass distri-
bution network. 

“We appreciate the willingness of Western Reflections
and PPG AutoGlass to step out of the box to help us deliver
a superior product and service to our customers,” says
Glass Doctor president Mark Dawson. 
❙❙➤ www.glassdoctor.com/Glass_Doors.htm

Booth #304: CRL Puts Door
Products in One Location, DC07 

If you’re looking for
information on all of
the door closers, locks,
handles, panic exit de-
vices, door pulls and
other accessories avail-
able from Los Angeles-
based C.R. Laurence
Co. Inc. (CRL), then
you’re looking for the
company’s new CRL
DC07 Door Controls
Catalog. The full color,
230-page catalog is
available in print and
online in pdf format. 

The DC07 catalog,
which will be one
among many products
the company will have
on display at the up-
coming trade show, also includes glass door locks, center
locks and keepers, electronic locks, many kinds of center-
hung and offset pivots, and a full selection of door hinges.
❙❙➤ www.crlaurence.com

Booth #302: Get 
USGlass Delivered Digitally 

Now UUSGlass subscribers have
a choice as to how they receive
their magazine—in their inbox or
in their e-mail inbox. 

The new digital issue of 
USGlass features all of the
same content that can be
found in print, in much the
same format, but with

bonus material such as
videos, immediate access to spe-

cial online departments and
features, and clickable links

that deliver readers directly to in-
formation from featured companies. 

The March 2008 issue marks the start of regular digital of-
ferings following a successful pilot program last fall. The dig-
ital edition brings the latest issue of UUSGlass straight to
readers’ mailboxes, making it perfect for subscribers who
are always on the road, as well as international readers.  

Sign up for a free subscription by visiting
www.glass.com/subcenter.php or booth 302 at the Amer-
icas Glass Showcase®.
❙❙➤ www.usglass-digital.com

http://www.unruhfab.com
http://www.ppgstarphire.com
http://www.glassdoctor.com/Glass_Doors.htm
http://www.glass.com/subcenter.php
http://www.usglass-digital.com
http://www.crlaurence.com
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Booth #431: Access These
New Hardware Supplies

Among other hardware products, Access
Hardware Supply in San Leandro, Calif., is
supplying the new World Strike, a fire-rated
electric strike with a new patented design.
With no need for cutouts, installations are fast
and cost-efficient. Installers simply replace
the standard mechanical plate with the World
Strike—no filing or sawing is necessary. 

Designed for heavy-duty and standard applications, the
all-in-one 77-54 offers dual voltage and field selectable fail
secure/fail safe operation. A deep latch cavity accommodates
cylindrical lockets with a 5⁄8- to ¾-inch throw in metal, wood
or aluminum frames. 
❙❙➤ www.accesshardware.com 

Booth #325: The Mule Flexes Its Muscles
The Mule from Quattrolifts in Henderson, Nev., was designed

to help one man lift and rotate up to 660 pounds of glass or in-
sulating glass units.
The Mule can load and
unload glass, mirrors
and double glazed
units onto cutting ta-
bles, edgework ma-
chines, trucks and
dollies while reducing
OHSA risks. 

For glazing shops
that don’t have over-
head cranes or cranes
that don’t reach some
areas, the Mule can be
used to move glass
around from a rack to

a cutting table and rotate glass on an edgework machine.
Glaziers can also use the Mule to load and unload trucks that are
parked outside their shops.
❙❙➤ www.quattrolifts.com 

Booth #332: See What You Want to See
Not every view is great from every angle, but there is a way

to always show your good side. Madico’s Lumisty view con-
trol film allows you to dictate what’s seen, at what angle. The
Woburn, Mass.-based manufacturer developed this product
to change from transparent to translucent, depending on
which angle viewers are positioned. In this way, it’s possible
to allow passersby a clear view from straight-on, while block-
ing unsightly views lurking at certain angles.

The same amount of light is transmitted in both forms, but its
translucent form scatters light and offers invisibility. Lumisty is
available in three styles and a number of viewing range angles. 
❙❙➤ www.madico.com

Booth #205: TGP Offers Pyrostop 
Product with Integrated Blinds 

The latest fire-rated offering from Technical Glass Prod-
ucts (TGP) in Kirkland, Wash., is Pilkington Pyrostop™—
with integrated Venetian blinds.

Pilkington Pyrostop products with 45- and 60-minute fire
ratings can be combined with manually operable Venetian
blinds included in an insulating glass unit to enhance privacy
and reduce glare. The blinds are encased between multiple lay-
ers of glass, so never need to be cleaned. In addition, the blinds
are available in a wide range of colors and are fabricated in the
United States, allowing for short delivery lead times. 
❙❙➤ www.fireglass.com

Booth #310: Vitro America 
to Decorate with DecoTherm®

The latest in the line of products from Vitro America in
Memphis, Tenn., is decorative glass. Following a licensing
agreement to manufacture DecoTherm® digital ceramic-frit
glass decoration, Vitro has installed an image positioning
system in its Greensboro, N.C.

DecoTherm decoration, a patented process for placing
graphic designs permanently on glass without the need for
sandblasting or screen printing, is expected to complement the
company’s existing lines, including all-glass entrances, vision
systems, glass handrails and heavy glass shower enclosures.
❙❙➤ www.vitro.com 

Booth #234: Roland 
Says, Design Like A Pro 

Roland Advanced Solutions Division (ASD) has introduced
Film Designs Pro—a design software package that’s com-
patible with all brands of window film. Film Designs Pro
comes loaded with design features and makes it possible to
add designs, logos and text to window film patterns. With
several unique editing tools, this software can even create
signs, banners and decals. It imports both AI and EPS files
and can save changes directly to a local computer. 

Film Designs Pro does not restrict customers to using cer-
tain film brands or types or limited design capabilities. The
software provides unlimited use of more than 2,000 window
film pattern kits. The patterns can be re-used over and over
without a per-cut fee. 
❙❙➤ www.rolandasd.com    ■

Americas Glass Association 
Releases New Edition of The Source®

The Americas Glass Association (AGA) has released the latest edition of
the Source®, a publication offering in-depth information about the 2006 In-
ternational Building Code. 

On January 1, 2008, California officially adopted the 2006 International
Building Code, bringing more than 50 percent of the country under the 2006
code. In this publication, Donn Harter, AGA president and technical director,
provides an interpretation of the code to assist glazing contractors in better
understanding how to keep their projects within compliance of the code. 
❙❙➤ www.americasglassassn.org

http://www.americasglassassn.org
http://www.accesshardware.com
http://www.quattrolifts.com
http://www.fireglass.com
http://www.vitro.com
http://www.madico.com
http://www.rolandasd.com
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