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Corning’s point-of-sale and mar-
keting materials, as well as train-
ing sessions for installers. The
company also sells a portable
insulationblower called an Atti-
Cat. “It fits in the back of an SUV;”
said Nieman.

Many different kinds of insula-
tion qualify, from recycl ed denim
to fiber glass batts, rolls, blowing
wool and spray foam. CertainTeed
lays out all the insulationoptions
on its Web site, along with links to
sites that help calculate the neces-
sary R values for individual re-
gions of the country. Some of
CertainTeed’s “cool roofing”
produ cts also qualify for a tax
credit under the American Recov-
ery and Reinvestment Act.

Windows have the biggest
cosmetic payback of all the tax
incentive products, but the field is
crowded with manufacturers. The
qualifying standards are also high.
Glass must have the highly efficient
.30 U factor (which measures how
well a window or patio door pre-
vents heat from escaping) and a .30
solar heat gain coefficient (which
blodks the heat coming from
sunlight). Many homeowners are
surprisedto learn that the so-
called “30/30 standard” is more
stringent than the current Energy

Star requirements.

“It really raised the bar
for the industry;” said Susan
Roeder, public affairs man-
ager for Andersen Windows.
But the new standard is also
“complex and hard to relate
to,” Roeder said, so Ander-
sen grouped all qualifying
windows and doors under
the EcoExcel brand. The
company is also launching a
major advertising campaign
throughits dealer network
using direct-mail pieces,
paint-of-sale materials and
store win dow clings. The

company’s tagline — “It
counts” — will be rein-
forced in the consumer press with
n ewspaper slicks that can be co-
branded with local dealers.
Maryin Windows and Doors
is also working throughits inde-
pendent lumberyard channel to
promote the idea that spring is a
good time to replace win dows.
“We’re trying to integra te this
into all communications,” said
public relations manager John
Kirchner. “We’re giving [dealers]
direct mail pieces they can cus-
tomize, collateral materials and
signage for their showrooms.”
Kirchner pointed out that
Ener gy Star also had a tax credit
for windows, so “there’s still a lot

of confusion out there.” Like other

window manufacturers inter-
viewed for this artide, Marvin
provides its lumberyards and
showrooms with an ordering
matrix that simplifies the process
of i dentifying which windows
qualify for the tax rebate.

Pella Windows and Doors
operates its own fleet of replace-
ment specialists, and an in-home
“consultant” can advise consumers
on which products qualify for the
tax rebate. Chris Simpson, senior
VP sales and marketing for Pella,
said the company hasn’t really
changed its consumer advertising
campaignas a re sult of the new
incentives.

“Our [print] ads talk about the

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

benefits of Pella windows and
doors, but we're calling out the tax
credit,” he said.

Pella has launch ed in-store
promo tions with Lowe’s and
Menards, its two bi - bax partneers,
however.

Other window manufactu rers
have tried more non-conventional
avenues for their tax incen tive
promos. Milgardhas been run-
ning banner ads on Right
Cinema, a celebri tynews and
gossip site run by female bloggers.

Beyond the envelope

While the outsideenvelope —

insulation, windows, doors and
(see Tax Credit, next page)
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certain types of roofing — can
only recover up to 30% of the cost
of the materials, heating and
cooling inclu des installation in
some cases. (The $1,500 limit still
applies, however.) The HVAC
category inclu des furnaces (natu-
ral, gas, oil, propane or water-
boiling), energy-saving air condi-
ti oning systems and fans, certain
types of water heaters and “bio-
mass” bu rning stoves.

One produ ctset to benefit
from the American Recovery and
Reinvestment Act is the simple
pell et stove, a stand-alone device
that warms a room by buming
pell ets made of compacted saw-
dust, wood chips, barkand other
organic materal. Purchasedin 40-
Ib. bags for $5 to $7, wood pellets
are considered a relatively inex-
pensive way to heat a room. The

WEATHERIZATION: FOLLOWING THE TRAIL

The grand scheme of the American
Recovery and Reinvestment Act
envisioned job creation and ener-
gy conservation. 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 Kelly, 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, we
have to become more endeared
to and more knowledgeable of
those government practices and
policies and those government
officials,” she said.

Northeastern United States and
the Pacific Northwest have the
highest penetrations of pellet-
bu rning appliances, which can
also be used as hot water heaters,
fireplace inserts and furn aces.
Hearth & Home Technologes,
one of the largest manu facturers
of fireplaces, pell et stoves and
other hearth products, is pushing
its green message along with its
tax incen tive reminder in direct-
mail pieces, e-mail blasts and
other marketing efforts. “Were
really trying to focus on the [con-
sumer’s] abilityto be environ-
mentally conscious when they
make these kind of purchases,”
said Jeni Forman, VP dealer mar-
keting for Hearthand Home.
Forman pointed out that the
pellet-bu rning stoves and fire-
places are clean bu rning (low
particulate emissions) and use
renewable fuels for heatin g,
making them eco-friendly and

Kelly sees three main areas of
opportunity from the Recovery
Act — tax incentives, spending
on federal buildings to make
them more energy efficient and
the Weatherization Assistance
Program (WAP).

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

carbonneutral. The appliances
are sold mostly through fireplace
outlets or farm and fleet stores,
Forman said, alth oughsome Ace
dealers have devel oped a niche in
the category.

“All of our ads are tagged
with "Visit your localdealer
for informati onon the tax
credit, ” said Forman. But for
the Internet brows er, the same
information can also be found
on www.fireplaces.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.

General Electric is calling their
version the “Hybrid Electric Water
Heater” Shown at the PCBC con-
ference in San Francisco, the device

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-makers.

“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. “It's a
question of whether we take
advantage of this as an industry,
or it passes by.” &

d raws heat from the
surrounding air and
vents cool air through
the use of Freon.

Owens Corning promotes its Pink Fiberglas.

“It works like a refri gera tor
in reverse,” said Laura Butle
marketing communications
manager for Rheem. Because its
“Heat Pump Water Heater”
won’t be shipping until Septem-
ber, the companyisn’t advertis-
ing it yet. (Tel evisionads are
scheduledto start in early
2010.) But Rheem’s Web site is
chodkfull of digible furnaces,
air conditioners, condensing
units, tankless water heaters and
otherappliances, each accompa-
nied by its own tax form.

One of Rheem’s products — a
solar water heater — falls into the

third and last category of the
American Recovery and Reinvest-
ment Act: alternative ener gy
sources. Good through2016, this
category also applies to new con-
structionas well as existing
homes. Besides the solar water
heaters, credits are available for
geothermal heat pumps, solar
panels, small wind ener gy systems
and fuel cells.

Hom eowners can claim 30%
of the cost of materials and in-
stallati on on their taxes, butwith
one big difference: there’s no
$1,500 limit. In fact, there’s no
spending cap at all in the altern a-
tive energy category. i
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Spreading the stimulus

Retailers promote tax credit through the Web, store signs and ads

By Lisa GIRARD

he economic stimulus

package sign ed by Presi-

dent Obama in February

expanded tax credits on
more than a dozen types of en er-
gy-efficient products — every-
thing from solar water heaters, to
geo th ermal heat pumps, to wind
energy systems.

Home improvement retailers
have been using this as an oppor-
tunityto highli ght these products
throughads, in-store signage and,
in some cases, s pecial events.
Everyone from Home Depot and
Lowe’s to Main St. USA hardware
stores are showing their custom ers
how to save mon ey, while increas-
ing store traffic and boosting their
own sales in the process.

“There are a number of vehicles
we are using to promote the tax

u cts this year.

Randy Burgess, VP
of the Anacortes-based
store, has been proactive
in providing customers
with tax credit incen-
tives, posting informa-
ti onnext to products
like water heaters and
weatherstripping and
providing rebate forms
where they app ly. His
store is also planning an
end-of-the-summer
event with a bulb ex-
change that will feature
vendors promoting
everything from wind
tu rbines to composting
tailets.

“Obviously we're
trying to drive sales and
have had success on
items like light bulbs

stimulus,” Home Depot spokes-
woman Jean Niemi said. “We have a
Web site, homedepot.com/taxcredit, that
explains the tax credit and lists qualifying
products. Inaddition, we have store signage,
and we also provide DIY home ener gy audit
brochures that give customers a ch ecklist and
shopping list”

The home page of Lowes.com features a
link to “Build Your Savings,” a
page that has informa-
tion abo ut tax
credits and

38 million

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.

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

reducing ener gy bills, and includes how-to
videos design ed to help hom eowners “save
more than $3,000” by doing the work them-
selves. There are “Tax Credit Eligible” signs
posted throughout Lowe’s stores, and cus-
tomers who use a Lowe’s credit card will re-
ceive a year-end summary of “Tax Credit
Eligible” purchases.
An ecdotal evi dence su ggests the tax credits
are working to boost sales. Windows and
doors in a Plymouth, Minn., big box
are $200,000 above proj ec-
tions, according to a
local TV report that
credited the tax credits.
And Ace Hardware of
Anacortes, Wash., which
is heavily promoting the
tax credits, has reported
a20% increase in sales
of energy-efficient prod-

and water heaters,” said

Burgess, who is also a
group leader for several Ace dealers in the
Puget Sound area. “It definitdy resonateswith
the customer. We've been doing this since
before the electi on but have stepped up efforts
even more since.”

Burgess said that some of his customers are
alre ady familiar with the tax credits from news
reports and the Internet, while others don’t
know abo ut them until they re ad the informa-
tion posted around his store.

“If the faucet has leaked for the last two
years and they’ve ign ored it, they’re fixing it
now. If the water heater needs to be replaced
and they’ve been putting it off, they’re doing it
now; he said. “People see a chance to get som e-
thing back and to do som ething good at the
same time. It’s all positive.”

Gina Schaefer, who owns six Ace Hardware
stores in the Washington, D.C./Baltimor area,
is in the process of set ting up an 8-ft. “green

(see Retail, next page )
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for tax credit’secti onin one of
her down town Washington loca-
tions. The section, which should
be in place by the end of July, will
consist of the product, a descrip-
tion of the concept, the code or
statute that relates to it and tax
credit information. The informa-
tion will be presented on laminat-
ed documents that give it a pol-
ished look.

“Our focus is on getting cash
back for the custom er;” Schaefer
said. “Initially, I think the section
will appeal to hom eowners, but
then more to con tractors, since
our dem ogra phic is one that finds
people to do the work for them.”

This is not the first time Schae-
fer has promoted energy-saving
produ cts in her stores. She has
invited Solgenics, a solar panel
company, to set up a table in one
of the stores to educate customers
abo ut the benefits of these prod-
ucts. And Honeywell, which
recently partnered with Ace to
promote its wind tu rbine prod-
udt, will be doing a training ses-
sion with the staff once the prod-
uctis in stores.

Schaefer is promoting the
“green for tax credit” section in a
newslet ter she sends to
customers, as well as on the
store’s Facebook page and
thro ugh Twitter. While Schaefer
believes some custom ers wi Il
take advantage of these
credits, she said
the price
tags

Marin’s Building Materials and Home Centers promotes the tax credit from the rafters.

may be too steep for others.

“I think some people don’t
know enough abo ut it yet, and
others think it’s too expensive
because they don’t make the
connecti onto savings over time,”
she said. “Like the wind tu rbine is
$4,500, and they can get a tax
credit of $3,500. But they see the
$4,500, and it tu rns them off”

Craig Cowart, senior VP mer-
chandising and marketing for
Marvin’s Building Materials and
Home Centers, said his company
has been notified by several sup-
pliers abo ut tax credit offers for
consumers and has posted “take
home” point of purchase infor-

mati on suppliedby those vendors.

But he said Marvin’s is just start-
ing to push the envelope on this
and has not yet seen a surgein
sales in these categories.

“To date, customer response
and feedbadk has been very limit-
ed,” said Cowart, whose company
has 26 locations across Florida,
Mississippi, Geor gia and Alaba-

ma. “We are seeing more
movement on
categories
like

$453 million

The amount of federal money released to 15

states for weatherization assistance earlier this
month. The Recovery Act provides a total of $5
billion of funding to Weatherization.

insulationwhen we offer our own
discount, su ch as via mail-in
rebate, versus simply communi-
cating the incen tive for tax credits
alone”

Cowart said suppliers like
M-D Building Products, which
makes weatherizati on materals,
have been focusing on ener gy
savin gs for a long time, while
others, like Guardian Building
Producdts, have increased their
focus with the expansion of the
stimulus tax credits. Regarding
customer interest in these prod-
udts, he said it increases when his
stores make it easy for them to
quantify savings.

“Wh en we show them what
theycan save by using a program-
mable thermostat versus a manu-
al unit, we see a slight surgein
these products,” Cowartsaid.
“And we find a bi gger gain on
energy-saving goods when we
promote it at the ri ght price, not
just leaning on the fact the prod-
uctsaves a customer mon ey on
energy consumption.”

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 Hardware Center, a
chain of 15 stores in Mississippi
and Iouisiana, is starting to pro-
mote items like Larson storm
doors and CertainTeed insulation,
providing brochu res to customers
and posting vendor advertise-
ments abo ut tax credits.

“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.”

Specialtyretailers are also
having success with energy-effi-
cient produdts, incuding Solar
Reflections in New Britain Town-
ship, Pa., which sells solar day-
lighting systems and attic fans.
CEQ Jacob Vargo said he adverti s-
es his produ cts and the tax incen-
tives associated with them in
magazines, news papers and on
the Internet, poin ting out to
consumers that they can save
money both short and long term.

“It’s a great cost-effective
way to go, and people are saving
money and get ting a 30% tax
credit, too,” said Vargo, who has
showrooms in Chalfont and
Sellersville, Pa. “The May
through August time period
has always been busy, but with
this year’s added kickb adk from
the government, I'’ve seen a
marked incease.” @
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Product watch

hen the topic is ener gy efficien-
cy for the home, insulation
products are never too far from
the conversation. Not su rpris-
ingly, insulati on suppliers are among the
industry's leaders in promoting tax credits.
But there are other produ cts on the
frontlines of Recovery Act tax incen tives and
energy-efficiency spending — plen ty of
them. And for retailers, the 30% tax credit is
a valuable selling tool. (Note: Installati on
costs are covered by the tax credit for win-
dows, doors, insulationand roofs, but they
do apply to HVAC, bi omass stoves, water
heaters and alternative ener gy systems.)
Here are examples of produ cts in the
growing energy-efficiency arena:

Owens Corning Pink Fiberglas loose-

fillinsulation
Also called “blown-in” insulation, Owens
Corning’s loosefill insulation is made of Pink
Fiberglass Insulation and is used in new
construction and in older existing homes,
typically in hard-to-reach areas. Since fiber-
glass insulation is non-combustible and
non-corrosive by nature, Pink Fibergas
Loosefill Insulati on offers advantages over
other loosefill alternatives, according to
Owens Corning A portable AttiCat blower
can help do it yourselfers finish the job.

Johns Manville Gori Ila Wrap

Gorilla Wrap is one of many house-
wraps on the market with an energy-effi-
ciency story. Durability is one of the key
themes for Gorilla Wrap, a non-woven
material with ex tremely high tear-resistance,
according to JM. Another feature is its

ultraviolet inhibitors in its coa ting that
protects against deteri orati on caused by the
sun before the siding is applied. The compa-
ny says it can stay uncovered and withstand
the elements for up to six months.

M-D Building Products’ FLIR Ther-

mography Infrared Camera Sys tem
M-D Building Products has devel oped a
program to app ly infrared technology to
home weatherization and energyefficien
cy. The company devel oped a program
with FLIR Cam era Sys tems to become an
authori zed distri butor for the FLIR sys-
tems in the hardware and home cen ter
channel. The produ ct helps people —
incudingdo-it-yourselfers and energy
auditors — go straight to the source of
the problem. “If you can’t see it, you can’t
find it,” said M-D Building Products’
Steve Wright. “If you can't find it, you
can't fix it.” (FLIR is an acronym for for-
wardlooking infrared.)

Masonite BarringtonDoors

The Barrington Fiberglass Door
Collection com bines performance with
style in a fiberglass door, according to
Masonite. One of the key features of the
line is its distinct rais edmolding and
authen tic wood door appearance. It is
available in both mahogany and oak
wood - grain tex ture. The company says
the product willnot dent andresists
splitting, cracking and warping. The
energy-efficieny tax creditisavailable on
all the doorswithout gass, all the doors
with decora tive glass and nearly all doors
with clear gass. @
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