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Corn i n g’s poi n t - of-sale and mar-
keting materi a l s , as well as tra i n-
ing sessions for install ers . Th e
com p a ny also sells a port a bl e
i n su l a ti on bl ower call ed an At ti-
Ca t . “ It fits in the back of an SUV,”
said Ni em a n .

Ma ny different kinds of i n su l a-
ti on qu a l i f y, f rom rec ycl ed den i m
to fiber glass batts, ro ll s , bl owi n g
wool and spray foa m . Cert a i n Teed
l ays out all the insu l a ti on opti on s
on its Web site , a l ong with links to
s i tes that help calculate the nece s-
s a ry R va lues for indivi dual re-
gi ons of the co u n try. Some of
Cert a i n Teed ’s “cool roof i n g”
produ cts also qualify for a tax
c redit under the Am erican Recov-
ery and Rei nve s tm ent Act .

Wi n dows have the bi gge s t
co s m etic payb ack of a ll the tax
i n cen tive produ ct s , but the field is
c rowded with manu f actu rers . Th e
qu a l i f ying standards are also high .
Glass must have the high ly ef f i c i en t
.30 U factor (wh i ch measu res how
well a wi n dow or patio door pre-
vents heat from escaping) and a .30
solar heat gain coef f i c i ent (wh i ch
bl ocks the heat coming from
su n l i gh t ) . Ma ny hom eown ers are
su rpri s ed to learn that the so-
c a ll ed “30/30 standard ” is more
s tri n gent than the current Ener gy

Star requ i rem en t s .
“ It re a lly ra i s ed the bar

for the indu s try,” said Su s a n
Roeder, p u blic affairs man-
a ger for An ders en Wi n dows.
But the new standard is also
“com p l ex and hard to rel a te
to,” Roeder said, so An der-
s en gro u ped all qu a l i f yi n g
wi n dows and doors under
the Eco Excel bra n d . Th e
com p a ny is also launching a
m a j or advertising campaign
t h ro u gh its de a l er net work
using direct-mail piece s ,
poi n t - of-sale materials and
s tore wi n dow cl i n gs . Th e
com p a ny ’s tagline — “ It
co u n t s” — wi ll be rei n-
forced in the con su m er press wi t h
n ews p a per slicks that can be co -
bra n ded with local de a l ers .

Ma rvin Wi n dows and Doors
is also working thro u gh its inde-
pen dent lu m berya rd ch a n n el to
prom o te the idea that spring is a
good time to rep l ace wi n dows .
“We’re trying to integra te this
i n to all com mu n i c a ti on s ,” s a i d
p u blic rel a ti ons manager Jo h n
Ki rch n er. “We’re giving [de a l ers ]
d i rect mail pieces they can cus-
tom i ze , co ll a teral materials and
s i gn a ge for their showroom s .”

Ki rch n er poi n ted out that
E n er gy Star also had a tax cred i t
for wi n dows , so “t h ere’s sti ll a lot
of con f u s i on out there .” L i ke other

wi n dow manu f actu rers inter-
vi ewed for this arti cl e , Ma rvi n
provi des its lu m berya rds and
s h owrooms with an orderi n g
m a trix that simplifies the proce s s
of i den ti f ying wh i ch wi n dows
qualify for the tax reb a te .

Pella Wi n dows and Doors
opera tes its own fleet of rep l ace-
m ent spec i a l i s t s , and an in-hom e
“con su l t a n t” can advise con su m ers
on wh i ch produ cts qualify for the
tax reb a te . Ch ris Si m p s on , s en i or
VP sales and marketing for Pell a ,
said the com p a ny hasn’t re a lly
ch a n ged its con su m er adverti s i n g
c a m p a i gn as a re sult of the new
i n cen tive s .

“Our [print] ads talk abo ut the

ben efits of Pella wi n dows and
doors , but we’re calling out the tax
c red i t ,” he said.

Pella has launch ed in-store
prom o ti ons with Lowe’s and
Men a rd s , its two bi - box partn ers ,
h owever.

Ot h er wi n dow manu f actu rers
h ave tri ed more non - conven ti on a l
avenues for their tax incen tive
prom o s . Mi l ga rd has been ru n-
ning banner ads on Ri gh t
Ci n em a, a cel ebri ty news and
gossip site run by female bl oggers .

Beyond the envelope
While the out s i de envel ope —
i n su l a ti on , wi n dows , doors and

Tax Credit 
( f rom previ ous pa ge )

General Electric displayed its “Hybrid Electric Water Heater” at PCBC in June. 

( see Tax Cred i t ,n ext pa ge )
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certain types of roofing  — can
on ly recover up to 30% of the co s t
of the materi a l s , h e a ting and
cooling inclu des install a ti on in
s ome cases. (The $1,500 limit sti ll
a pp l i e s , h owever.) The HVAC
c a tegory inclu des furn aces (natu-
ra l , ga s , oi l , propane or water-
boi l i n g ) , en er gy - s aving air con d i-
ti oning sys tems and fans, cert a i n
types of w a ter heaters and “bi o-
m a s s” bu rning stove s .

One produ ct set to ben ef i t
f rom the Am erican Recovery and
Rei nve s tm ent Act is the simple
pell et stove , a stand-alone devi ce
that warms a room by bu rn i n g
pell ets made of com p acted saw-
du s t , wood ch i p s , b a rk and other
or ganic materi a l . Pu rch a s ed in 40-
l b. b a gs for $5 to $7, wood pell et s
a re con s i dered a rel a tively inex-
pen s ive way to heat a room . Th e

Nort h e a s tern Un i ted States and
the Pacific Nort hwest have the
h i ghest pen etra ti ons of pell et -
bu rning app l i a n ce s , wh i ch can
also be used as hot water heaters ,
f i rep l ace inserts and furn ace s .

He a rth & Home Tech n o l ogi e s ,
one of the largest manu f actu rers
of f i rep l ace s , pell et stoves and
o t h er hearth produ ct s , is pushing
its green message along with its
tax incen tive rem i n der in direct -
mail piece s , e-mail blasts and
o t h er marketing ef fort s . “We’re
re a lly trying to focus on the [con-
su m er ’s] abi l i ty to be envi ron-
m en t a lly conscious wh en they
m a ke these kind of p u rch a s e s ,”
said Jeni Form a n , VP de a l er mar-
keting for He a rth and Hom e .

Forman poi n ted out that the
pell et - bu rning stoves and fire-
p l aces are clean bu rning (low
p a rti c u l a te em i s s i ons) and use
ren ew a ble fuels for heati n g,
making them eco - f ri en dly and

c a rbon neutra l . The app l i a n ce s
a re sold mostly thro u gh firep l ace
o ut l ets or farm and fleet store s ,
Forman said, a l t h o u gh some Ace
de a l ers have devel oped a niche in
the category.

“All of our ads are tagged
with `Visit your local de a l er
for inform a ti on on the tax
c red i t ,’ ” said Form a n . But for
the In tern et brows er, the same
i n form a ti on can also be fo u n d
on w w w. f i rep l ace s . com.

Tankless water heaters also
qualify for a 30% tax credit
under the American Recovery
and Reinvestment Act. This
includes installation, which
can easily reach the $1,500
limit. One appliance included in
the incentives is so new that it’s
not yet found in stores.

G en eral Electric is calling thei r
vers i on the “ Hybrid Electric Wa ter
He a ter.” S h own at the PCBC con-
feren ce in San Fra n c i s co, the devi ce

d raws heat from the
su rrounding air and
vents cool air thro u gh
the use of Freon .

“ It works like a ref ri gera tor
in revers e ,” said Laura But l er,
m a rketing com mu n i c a ti on s
m a n a ger for Rh eem . Because its
“ Heat Pump Wa ter He a ter ”
won’t be shipping until Septem-
ber, the com p a ny isn’t adverti s-
ing it yet . (Tel evi s i on ads are
s ch edu l ed to start in early
2010.) But Rh eem’s Web site is
ch ock f u ll of el i gi ble furn ace s ,
air con d i ti on ers , con den s i n g
u n i t s , tankless water heaters and
o t h er app l i a n ce s , e ach accom p a-
n i ed by its own tax form .

One of Rh eem’s produ cts — a
solar water heater — falls into the
t h i rd and last category of t h e
Am erican Recovery and Rei nve s t-
m ent Act : a l tern a tive en er gy
s o u rce s . G ood thro u gh 2016, t h i s
c a tegory also applies to new con-
s tru cti on as well as ex i s ti n g
h om e s . Be s i des the solar water
h e a ters , c redits are ava i l a ble for
geo t h ermal heat pumps, s o l a r
p a n el s , s m a ll wind en er gy sys tem s
and fuel cell s .

Hom eown ers can claim 30%
of the cost of m a terials and in-
s t a ll a ti on on their taxe s , but wi t h
one big differen ce : t h ere’s no
$1,500 limit. In fact , t h ere’s no
s pending cap at all in the altern a-
tive en er gy category. e

Tax Credit 
( f rom previ ous pa ge )

Owens Corning promotes its Pink Fiberglas.

The grand scheme of the A m e r i c a n
Recovery and Reinvestment A c t
envisioned job creation and ener-
gy conserva t i o n . Those achieve-
ments are off in the distance.

More immediately, the act put
many LBM executives to work,
studying the rules and looking
for opportunities.

One of those executives is
Shiloh Ke l l y, the sustainability lead
for Atlanta-based BlueLinx Holdings.

Not only have the energy
provisions of the Recovery Act
given her a lot of new reading,
it’s given her a lot of people to
get to know — decision-makers
in the distribution of dollars.

“In order for us to be a part of
that new energy economy, w e
have to become more endeared
to and more knowledgeable of
those government practices and
policies and those government
o f f i c i a l s,” she said.

Kelly sees three main areas of
opportunity from the Recovery
Act — tax incentives, s p e n d i n g
on federal buildings to make
them more energy efficient and
the Weatherization A s s i s t a n c e
P r o g r a m ( W A P ) .

The WAP program and its $5
billion in Recovery Act spending
represent a logistical challenge
for state and federal agencies,
and a big opportunity for the
building material industry. Kelly
says some of the administrators
of the program — which has
weatherized 6.2 million low-
income homes since its inception
in 1976 — are feeling “over-
whelmed,” by the ambitious
boost in spending. “The dollars
haven't really hit, and they are
ramping up,” she said.

Assessors and installers are
going to be needed to bring these
federal dollars to low-income

households (under $40,000 annu-
al household income). The task of
distributing $5 billion will be
handled on a state-by-state,
county-by-county basis.

Kelly believes distributors who
want to participate in the pro-
gram have their work cut out for
them to understand the process
and to develop relationships with
the many decision-make r s.

“We are looking at the lowest
income counties that have the
most homes — that’s where we
can help the most,” she said.

All three aspects of the Re-
covery Act provide much needed
help for the building industry
and its suppliers. Kelly added
that the industry as a whole
needs to step up. “ This is a
limited window,” she said. “ I t ’s a
question of whether we take
a d vantage of this as an industry,
or it passes by.” e

W E AT H E R I Z AT I O N : F O L L OWING THE T R A I L

http://www.fireplaces.com
http://www.rheem.com
http://apps1.eere.energy.gov/weatherization/
http://apps1.eere.energy.gov/weatherization/
http://www.bluelinxco.com
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S p reading the stimulus
Retailers promote tax credit through the We b, store signs and ads
BY LI S A GI RA R D

T
he econ omic sti mu lu s
p ack a ge sign ed by Pre s i-
dent Obama in Febru a ry
ex p a n ded tax credits on

m ore than a dozen types of en er-
gy - ef f i c i ent produ cts — every-
thing from solar water heaters , to
geo t h ermal heat pumps, to wi n d
en er gy sys tem s .

Home improvem ent ret a i l ers
h ave been using this as an oppor-
tu n i ty to high l i ght these produ ct s
t h ro u gh ad s , i n - s tore sign a ge and,
in some cases, s pecial even t s .
Everyone from Home Depot and
Lowe’s to Main St. USA hardw a re
s tores are showing their custom ers
h ow to save mon ey, while incre a s-
ing store traffic and boo s ting thei r
own sales in the proce s s .

“Th ere are a nu m ber of veh i cl e s
we are using to prom o te the tax
s ti mu lu s ,” Home Depot spo ke s-
woman Jean Ni emi said.“We have a
Web site , h om edepo t . com / t a xc red i t, t h a t
explains the tax credit and lists qu a l i f yi n g
produ ct s . In ad d i ti on , we have store sign a ge ,
and we also provi de DIY home en er gy audit
brochu res that give custom ers a ch ecklist and
s h opping list.”

The home page of Lowe s . com fe a tu res a
link to “ Build Your Savi n gs ,” a
p a ge that has inform a-
ti on abo ut tax
c redits and

reducing en er gy bi ll s , and inclu des how - to
vi deos de s i gn ed to help hom eown ers “s ave
m ore than $3,000” by doing the work them-
s elve s . Th ere are “Tax Credit Eligi bl e” s i gn s
po s ted thro u gh o ut Lowe’s store s , and cus-
tom ers who use a Lowe’s credit card wi ll re-
ceive a ye a r- end su m m a ry of “Tax Cred i t
E l i gi bl e” p u rch a s e s .

An ecdotal evi den ce su ggests the tax cred i t s
a re working to boost sales. Wi n dows and

doors in a Plym o ut h , Mi n n . , big box
a re $200,000 above proj ec-

ti on s , according to a
l ocal TV report t h a t
c red i ted the tax cred i t s .
And Ace Ha rdw a re of
An acorte s,Wa s h . , wh i ch
is heavi ly prom o ting the
tax cred i t s , has reported
a 20% increase in sales
of en er gy - ef f i c i ent prod-

u cts this ye a r.
Ra n dy Bu r ge s s , V P

of the An acorte s - b a s ed
s tore , has been proactive
in providing custom ers
with tax credit incen-
tive s , po s ting inform a-
ti on next to produ ct s
l i ke water heaters and
we a t h er stri pping and
providing reb a te form s
wh ere they app ly. Hi s
s tore is also planning an
en d - of - t h e - su m m er
event with a bulb ex-
ch a n ge that wi ll fe a tu re
ven dors prom o ti n g
everything from wi n d
tu rbines to com po s ti n g
toi l et s .

“Obvi o u s ly, we’re
trying to drive sales and
h ave had su ccess on
i tems like light bu l b s
and water heaters ,” s a i d
Bu r ge s s , who is also a

group leader for several Ace de a l ers in the
Pu get Sound are a .“ It def i n i tely re s on a tes wi t h
the custom er. We’ve been doing this since
before the el ecti on but have stepped up ef fort s
even more since .”

Bu r gess said that some of his custom ers are
a l re ady familiar with the tax credits from news
reports and the In tern et , while others don’t
k n ow abo ut them until they re ad the inform a-
ti on po s ted around his store .

“ If the faucet has leaked for the last two
ye a rs and they ’ve ign ored it, t h ey ’re fixing it
n ow. If the water heater needs to be rep l aced
and they ’ve been put ting it of f , t h ey ’re doing it
n ow,” he said.“ People see a ch a n ce to get som e-
thing back and to do som ething good at the
same ti m e . It’s all po s i tive .”

Gina Sch aefer, who owns six Ace Ha rdw a re
s tores in the Wa s h i n g ton , D. C . / Ba l ti m ore are a ,
is in the process of s et ting up an 8-ft. “green

( see Ret a i l , n ext pa ge )

High priority: Home Depot communicates the tax credit to its customers.

38 m i l l i o n
The approximate number of households in the

United States that are eligible for services
through the Weatherization Assistance

Program (WAP) for low-income households.
Any household at or below 200% of poverty is

considered low-income.

homedepot.com/taxcredit
http://www.lowes.com
http://www.kare11.com/news/news_article.aspx?storyid=779971
http://www.acehardwareanacortes.com/
http://www.acehardwareanacortes.com/
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for tax cred i t”s ecti on in one of
h er down town Wa s h i n g ton loc a-
ti on s . The secti on , wh i ch should
be in place by the end of Ju ly, wi ll
consist of the produ ct , a de s c ri p-
ti on of the con cept , the code or
s t a tute that rel a tes to it and tax
c redit inform a ti on . The inform a-
ti on wi ll be pre s en ted on laminat-
ed doc u m ents that give it a po l-
i s h ed loo k .

“Our focus is on get ting cash
b ack for the custom er,” S ch aefer
s a i d .“ In i ti a lly, I think the secti on
wi ll appeal to hom eown ers , but
t h en more to con tractors , s i n ce
our dem ogra phic is one that finds
people to do the work for them .”

This is not the first time Sch ae-
fer has prom o ted en er gy - s avi n g
produ cts in her store s . She has
i nvi ted So l gen i c s , a solar panel
com p a ny, to set up a table in on e
of the stores to edu c a te custom ers
a bo ut the ben efits of these prod-
u ct s . And Hon ey well , wh i ch
recen t ly partn ered with Ace to
prom o te its wind tu rbine prod-
u ct , wi ll be doing a training ses-
s i on with the staff on ce the prod-
u ct is in store s .

S ch aefer is prom o ting the
“green for tax cred i t” s ecti on in a
n ews l et ter she sends to
c u s tom ers , as well as on the
s tore’s Facebook page and
t h ro u gh Twi t ter. While Sch aefer
bel i eves some custom ers wi ll
t a ke adva n t a ge of t h e s e
c red i t s , she said
the pri ce
t a gs

m ay be too steep for others .
“I think some people don’t

k n ow en o u gh abo ut it yet , a n d
o t h ers think it’s too ex pen s ive
because they don’t make the
con n ecti on to savi n gs over ti m e ,”
she said.“ L i ke the wind tu rbine is
$ 4 , 5 0 0 , and they can get a tax
c redit of $ 3 , 5 0 0 . But they see the
$ 4 , 5 0 0 , and it tu rns them of f .”

Craig Cow a rt , s en i or VP mer-
chandising and marketing for
Ma rvi n’s Building Ma terials and
Home Cen ters, said his com p a ny
has been noti f i ed by several su p-
p l i ers abo ut tax credit of fers for
con su m ers and has po s ted “t a ke
h om e” point of p u rchase infor-
m a ti on su pp l i ed by those ven dors .
But he said Ma rvi n’s is just start-
ing to push the envel ope on this
and has not yet seen a su r ge in
sales in these categori e s .

“To date , c u s tom er re s pon s e
and feed b ack has been very limit-
ed ,” said Cow a rt , whose com p a ny
has 26 loc a ti ons ac ross Flori d a ,
Mi s s i s s i pp i , G eor gia and Al a b a-

m a . “We are seeing more
m ovem ent on

c a tegori e s
l i ke

i n su l a ti on wh en we of fer our own
d i s co u n t , su ch as via mail-in
reb a te , versus simply com mu n i-
c a ting the incen tive for tax cred i t s
a l on e .”

Cow a rt said su pp l i ers like 
M-D Building Produ ct s, wh i ch
m a kes we a t h eri z a ti on materi a l s ,
h ave been focusing on en er gy
s avi n gs for a long ti m e , wh i l e
o t h ers , l i ke Gu a rdian Bu i l d i n g
Produ ct s , h ave incre a s ed thei r
focus with the ex p a n s i on of t h e
s ti mu lus tax cred i t s . Rega rd i n g
c u s tom er interest in these prod-
u ct s , he said it increases wh en his
s tores make it easy for them to
qu a n tify savi n gs .

“Wh en we show them wh a t
t h ey can save by using a progra m-
m a ble thermostat versus a manu-
al unit, we see a slight su r ge in
these produ ct s ,” Cow a rt said.
“And we find a bi gger gain on
en er gy - s aving goods wh en we
prom o te it at the ri ght pri ce , n o t
just leaning on the fact the prod-
u ct saves a custom er mon ey on
en er gy con su m pti on .”

In terms of marketing, Mar-
vin’s includes information about
energy-saving products in its
ads, posts signage in its stores
and does “how to” segments on
the Birmingham, Ala., FOX
television station morning pro-
gram — some of which have
included energy-saving tips like
changing furnace filters on a
regular schedule, using program-
mable thermostats and proper

home insulation.
Home Ha rdw a re Cen ter, a

chain of 15 stores in Mi s s i s s i pp i
and Lo u i s i a n a , is starting to pro-
m o te items like Lars on storm
doors and Cert a i n Teed insu l a ti on ,
providing brochu res to custom ers
and po s ting ven dor adverti s e-
m ents abo ut tax cred i t s .

“We’re taking the message
that it’s a good time to replace
windows and doors and rein-
forcing it,” owner Jim Smith said.
“It may not make a big differ-
ence in terms of money in their
pocket, but every little bit helps
in today’s economy.”

S pec i a l ty ret a i l ers are also
h aving su ccess with en er gy - ef f i-
c i ent produ ct s , i n cluding So l a r
Ref l ecti on s in New Britain Town-
s h i p, Pa . , wh i ch sells solar day-
l i gh ting sys tems and attic fans.
CEO Jacob Va r go said he adverti s-
es his produ cts and the tax incen-
tives assoc i a ted with them in
m a ga z i n e s , n ews p a pers and on
the In tern et , poi n ting out to
con su m ers that they can save
m on ey both short and long term .

“ It’s a great co s t - ef fective
w ay to go, and people are savi n g
m on ey and get ting a 30% tax
c red i t , too,” said Va r go, who has
s h owrooms in Ch a l font and
Sell ers vi ll e , Pa . “The May
t h ro u gh August time peri od
has alw ays been bu s y, but wi t h
this ye a r ’s ad ded kick b ack from
the govern m en t , I ’ve seen a
m a rked incre a s e .” e

Retail 
( f rom previ ous pa ge )

$453 m i l l i o n
The amount of federal money released to 15

s t a t e s for weatherization assistance earlier this
m o n t h . The Recovery Act provides a total of $5

billion of funding to We a t h e r i z a t i o n .

M a rv i n ’s Building Materials and Home Centers promotes the tax credit from the rafters.

http://twitter.com/HomeChannelNews
http://marvinsbuildingmaterials.com
http://marvinsbuildingmaterials.com
http://www.mdteam.com/
http://www.homehardwarecenter.net/locations.html
http://solarreflections.net/
http://solarreflections.net/
http://apps1.eere.energy.gov/weatherization/news_detail.cfm/news_id=12587
http://apps1.eere.energy.gov/weatherization/news_detail.cfm/news_id=12587
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P roduct watch
W

h en the topic is en er gy ef f i c i en-
cy for the hom e , i n su l a ti on
produ cts are never too far from
the convers a ti on . Not su rpri s-

i n gly, i n su l a ti on su pp l i ers are among the
i n du s try's leaders in prom o ting tax cred i t s .

But there are other produ cts on the
f rontlines of Recovery Act tax incen tives and
en er gy - ef f i c i ency spending — plen ty of
t h em . And for ret a i l ers , the 30% tax credit is
a va lu a ble selling too l . ( No te : In s t a ll a ti on
costs are covered by the tax credit for wi n-
dows , doors , i n su l a ti on and roofs , but they
do app ly to HVAC , bi omass stove s , w a ter
h e a ters and altern a tive en er gy sys tem s . )

Here are examples of produ cts in the
growing en er gy - ef f i c i ency aren a :

1Owens Corning Pink Fiberglas loo s e-
f i ll insu l a ti on

Also call ed “bl own - i n” i n su l a ti on , Owen s
Corn i n g’s loo s ef i ll i n su l a ti on is made of P i n k
F i ber glass In su l a ti on and is used in new
con s tru cti on and in older ex i s ting hom e s ,
typ i c a lly in hard - to - re ach are a s . Si n ce fiber-
glass insu l a ti on is non - com bu s ti ble and
n on - corro s ive by natu re , Pink Fiber gl a s
Loo s ef i ll In su l a ti on of fers adva n t a ges over
o t h er loo s ef i ll altern a tive s , according to
Owens Corn i n g.A port a ble At ti Cat bl ower
can help do it yo u rs el fers finish the job.

2Johns Ma nvi lle Gori lla Wra p
G ori lla Wra p is one of m a ny house-

wraps on the market with an en er gy - ef f i-
c i ency story. Du ra bi l i ty is one of the key
t h emes for Gori lla Wra p, a non - woven
m a terial with ex trem ely high te a r- re s i s t a n ce ,
according to JM. An o t h er fe a tu re is its

u l travi o l et inhibi tors in its coa ting that
pro tects against deteri ora ti on caused by the
sun before the siding is app l i ed . The com p a-
ny says it can stay uncovered and wi t h s t a n d
the el em ents for up to six mon t h s .

3M-D Building Produ c t s’ FLIR Ther-
m ogra phy In f ra red Camera Sys tem

M-D Building Produ cts has devel oped a
program to app ly i n f ra red tech n o l ogy to
h ome we a t h eri z a ti on and en er gy ef f i c i en-
c y. The com p a ny devel oped a progra m
with FLIR Ca m era Sys tems to become an
a ut h ori zed distri butor for the FLIR sys-
tems in the hardw a re and home cen ter
ch a n n el . The produ ct helps people —
i n cluding do - i t - yo u rs el fers and en er gy
a u d i tors — go stra i ght to the source of
the probl em . “ If you can’t see it, you can’t
find it,” said M-D Building Produ ct s’
S teve Wri gh t . “ If you can't find it, yo u
can't fix it.” (FLIR is an ac ronym for for-
w a rd looking infra red . )

4Ma s on i te Ba rri n g ton Doors
The Ba rri n g ton Fiber glass Door 

Co ll ecti on com bines perform a n ce wi t h
s tyle in a fiber glass door, according to
Ma s on i te . One of the key fe a tu res of t h e
line is its disti n ct ra i s ed molding and
a ut h en tic wood door appe a ra n ce . It is
ava i l a ble in both mahoga ny and oa k
wood - grain tex tu re . The com p a ny says
the produ ct wi ll not dent and re s i s t s
s p l i t ti n g, c racking and warp i n g. Th e
en er gy - ef f i c i ency tax credit is ava i l a ble on
a ll the doors wi t h o ut gl a s s , a ll the doors
with decora tive glass and nearly all doors
with clear gl a s s . e
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http://insulation.owenscorning.com/professionals/insulation-products/propink-loosefill.aspx
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http://gorillawrap.com
http://homechannelnews.com/hcntv/Weatherization.html
http://homechannelnews.com/hcntv/Weatherization.html
http://www.masonite.com/productPages_EntryDoors_Detail.php?doorID=FG-BCM-DR-225-BS1-X-3-80
http://www.masonite.com/productPages_EntryDoors_Detail.php?doorID=FG-BCM-DR-225-BS1-X-3-80



