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How A Thousand-Dollar Makeover Can
Make A Home Look LikeA Million Bucks

(HIT)-Whether homeowners
dream about enjoying their home
for the next 20 years or sellingitin
2, adding innovative exterior décor
products delivers valuable character
to help turn those dreamsinto reality.

With an investment of less than
$1,000, a facelift with vinyl deco-
rative solutions can spice up curb
appeal and dramatically transform
a home's fagade. Windows, doors,
gables and fascia can all be en-
hanced with vibrant products from
Mid-America Siding Components®
that include shutters, window head-
ers, sunbursts, door surrounds, den-
til trim, decorative gable vents and
more. With these infusions of color
and dimension, homes become more
welcoming, exuding homeowner
care and pride.

While installing these exterior
accentsis accomplished in a mat-
ter of hours, their beauty benefits
last for decades. WithMid-America’s
SolidThru™ color technology and
limited lifetimewarranty, no painting,
staining or sealing are ever required.

The vinyl shutters from Mid-
America offer virtually limitless
ways to bring excitement, and make
a colorful starting point for one of
these affordable multi-faceted
makeovers. Whether shuttersarefor
two windows or a set of five, thedif-
ference with charismatic color and
depth is dramatic. Standard shutter
styles include Cathedral Open Lou-

ver, Williamsburg Raised Panel, and
spaced or joined Board-N-Batten
Shutters. Customizable louvered
shutters allow offset mullions, extra
panels and optional shutter tops for
added elegance. Available decorative
S-hooks can further distinguish with
aromantic touch.

Shutters can combine with sun-
bursts or window headers to frame a
window with robust style. Mid-
America's elliptical and half-round
sunbursts bring a brighter feel, while
sunburst kits pair half-round designs
with either flat-panel or classic-den-
til headers for added flair.

Thetimeless style of window head-
ersprojectsan image of stately refine-
ment. For a front door, a header is
combined with twin pilasters to cre-
ate adoor surround conveying subtle
strength. The pilasters' crisp vertical
lines deliver a grand entryway feel.
The eye-pleasing dimension of adoor
surround can also be used to uniquely
frame a garage door.

For an expressive combination, a
door surround can be paired with the
lively contrast of specialty siding
shapes. Mid-America’s popular
Round specialty shapes provide tex-
tured accentsfor gablesand contrast-
ing color around a home’s second
story. Five other shapes are offered
inwhite, including Half Coveand Mi-
tered Corner profiles, lending contrast
to shingle-style siding or combining
with colorful Round shapes for

uniquely elabo-
rate exteriors.
Dentil trim is
another accent
available for
upper exteriors,
delivering time-
less elegance
and immediate
architectural
distinction.Mid-
America’s
Square Tooth
and Scalloped
Tooth Dentil
Trim create sub-

Within amaterialsbudget of just $1,000, Mid-America Siding Components can reinvent a home's

style and maximize curb appeal.

stance all the way around a home
with harmonious interplays of light
and shadow.

Decorative Gable VVents (non-func-
tional) are simple yet impactful.
Combining with shutters, window
headers or other accents, they help
unify ahome's appearance. Available
in Round, Octagon, Square and Rect-
angle profiles, these ornaments can
complement or contrast existing trim
or siding.

Smaller detailsalso do their part to
generate serenity and amorefinished
look. Cost-effective, color-coordi-
nated mount blocks and ventsdeliver
crisper, cleaner appearances for light
fixtures, electrical outlets, exhaust
vents and more. Mid-America's
blocks and vents come in the
industry’s widest color spectrum,

matching vinyl and fiber cement
siding makers' color availability.
With innovative trim rings that snap
on in a flash, they hide imperfec-
tions like heavy caulking and un-
seemly cut ends.

Mid-America Siding Components
enhance various architecture styles
and can be directly installed on exte-
riorsranging from brick, fiber cement
and vinyl to wood, stone veneer and
stucco. From modest homes to those
in luxurious neighborhoods, a selec-
tion of these decorative accents can
reinvent a home's exterior with cap-
tivating new appeal .

Mid-America Siding Components
isadivision of The Tapco Group®,
a U.S. Green Building Council
member. For moreinformation, visit
www.MidAmericaComponents.com

or cal 800-521-8486. For more great
idess to enhance your home, find The
Tapco Group® on Facebook at
facebook.com/TapcoGroup, Twitter at
twitter.com/tapcogroup andonYouTube
a youtube.com/thetapcogroup.

The Tapco Group is the building
industry’sleading provider of easy to
install, premium innovative interior
and exterior products. Serving the
building industry since 1961, Tapco
specializes in the manufacturing of
stone veneer, roofing, siding, trim,
tool systems, egress systemsand sid-
ing components. The products com-
bine versatile application, durability,
vast color palettes and uncommon
authenticity to exceed the expecta-
tions of contractors and homeowners.
Tapco deliversinnovation Born from
Origina Thinking™.

Fowers Can Improve Your Home' sAttitude

by Carole Stewart

(HIT)-Have you ever entered a
friend or neighbors home and in-
stantly felt “at home” without area-
sonabl e explanation? Of courseyou
were experiencing the welcome
attitude of the people who lived
there, and your susceptibility was
no accident.

Most homeowners go to great
lengths to create a welcome atmo-
sphere, particularly in the areas of
front or patio doors. Inviting
entryways are an extension of the
owners’ attitude—elegant front
doors framed by classic columns,
strong metal accents of bronze,
brass, or copper, and unique flower
or plant arrangements speak vol-
umes about the people who live in-
side. Entryway or parlor furniture

has proliferated over the years to
include every style and design, and
is often set properly on fabuloustile
or marble floors. One element of

comfort, however, that is some-
times scarcely noticed, and often the
first topic of conversation, has
changed little over the decades and
remains popular and affordable: the
indoor green gardens.

A vase of fresh cut flowershasthe
capacity to take the hurt out of
nearly anything; and likewise a
carefully planned display of plants
lazily worshipping rays of sun, isan
instant reminder of the order of na-
ture. It doesn’t really take a green
thumb to grow plants indoors, but
rather a desire to have them inte-
grated in your life. One homemaker
I know growsAfrican Violetson an
inside kitchen window sill where
there isn’t a hint of sun. By simply
replacing the purple and white beau-
ties a couple times each season, who
knows she hasn’t got the touch.
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Sun porches or gazebo type
sunrooms are particularly popular
in some parts of the country where
winter seems to take forever, and a

sun porch with wooden blinds can
beareally great |ocation for ahome
office. Even the antique jardonnae
in the upstairs hall adds to the
home’s atmosphere with a few re-
maining wisps Grandma’'s once
prized Fica plant.

Take afew momentsto contem-
plate exactly which flowers and
foliage routinely catch your atten-
tion, or indulge yourself with
browsing on the internet and you
will get enough information to
plant, cultivate and anticipate
your own gala inside garden.
Don’t be concerned with the myth
of the green thumb, plants respond
to their keepersin kind. Water and
feed your new trophies lovingly
and the plants will almost cer-
tainly respond with loving blos-
soms and greenery.
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Grown InAmer ca—RTsponsi bly Harvested
—Naturally Abundant Hardwood

(HIT)-The Unified Hardwood
Promotion (UHP) is a coalition of
hardwood industry leaders who
have come together to create a
single campaign to raise awareness
and promote the use of American
Hardwoodsin productsfor the home
and building. It will givethe indus-
try a cohesive identity and tools to
elevate American Hardwoods asthe
building material of choice.

“This unique effort combines the
best practices of more than 20
hardwood trade associations and
leading product manufacturers
who have come together with the
common goal of inspiring in-
creased usage of American Hard-
woods in products from cabinetry
to furniture to flooring,” said
Terry Brennan (Baillie Lumber),
chairman of the UHP.

Courtesy of Plato Design and the American Hardwood
Information Center

UHP leaders have contributed to
the program through hands-on in-
volvement in consumer research and
brand development, as well as sup-
port through financial contributions.
Trade associations involved in the
campaign includeAppal achian Hard-
wood Manufacturers Inc., Hardwood
Distributors Association, Hardwood
Manufacturers Association, Hard-
wood Council, Hardwood Plywood &
Veneer Association, National Hard-
wood Lumber Association, National
Wood Flooring Association, Penn
York Lumberman’'s Club and Wood
Component Manufacturers Associa-
tion. American Hardwood Export
Council will aso help disseminatethe
new message throughout export mar-
kets. The Hardwood Federation is
providing administrative functionsfor
the UHP.

The execution of qualitative and
guantitative research outlined the
most important values associated
with American Hardwoods. As
documented in the research, more
than 90 percent of consumers and
proslike hardwood as amaterial for
furniture, flooring, cabinets or
building materials. More than 90
percent of respondents also agree
that the strongest impressions of
hardwoods relate to the durability
and longevity of the material, and
the ability to create a classic look
that never goes out of style. Surpris-
ing to some was the fact that con-
sumers 45 and under showed a
marked preference for hardwoods.

“The research showed a deep ap-
preciation for American Hardwoods
among both consumers and pros and
among all age groups. This offersa
tremendous opportunity for the in-
dustry to come together and high-
light American Hardwoods as the
desired material in homes,” said
Brennan.

A logo and tagline have been de-
veloped to reflect the most notable

characteristics of American Hard-
woods, as identified in the research.
The tagline “Treasured for Genera-
tions,” coupled with the logo show-
ing three American Hardwood leaves
including Maple, Oak and Ash, are
meant to convey thevariety of choices
availablewith hardwood and indicate
the timeless beauty and enduring
value that come naturally with this
material. This offers a recognizable
identity to thewholeindustry fromthe
forest to the finished product.

The next phase of the campaign
will be to encourage more members
of theindustry to join the effort and
to get everyone involved thoroughly
familiar with the new brand and po-
sitioning and how it can enhance
their business. The goal is to con-
tinueto reinforce the message, with
each member helping to promote
American Hardwoods through their
individual companies and organi za-

tions. The UHP has also engaged a
communications firm, New York-
based Gibbs & Soell (G&S), to help
roll out the campaign. The G&S
team led the research and branding
effort and is currently helping de-
velop a branded website, literature
and sales tools.

According to Brennan, “We have a
golden opportunity uncovered by the
research to dramatically increase the
use of American Hardwoods among
consumers and pros based on their
deep appreciation of itsattributes. It's
timefor theindustry to cometogether
to claim our pride of place in the
American home.”

To learn more about flooring,
cabinetry, moulding and other products
made from American hardwoods, visit
the American Hardwood Information
Center at www.har dwoodinfo.com, a
service of the Hardwood Manufactur-
ersAssociation.

American Hardwoods
Treasured for Generations™

Industry L eaders Join Forcesto Reinvigor ate | mage and
Promote Use of American Hardwoods

American Hardwoods Treasured for Gener ations

» The Unified Hardwood Promotion (UHP) has implemented a re-
search-based brand identity campaign.

» UHP aims to give the hardwood industry a recognizable brand
and a consistent marketing approach to drive awareness and sales.

» Research shows that a great majority of consumers and pros view
hardwood as a superior material for aesthetics, quality and durability.

New SlentFX™ Acoustic Gypsum Board
Provides A High-Performance, Noise Reducing
Solution For The Construction Market

(HIT)-CertainTeed is strengthening
its position as a single source partner
for high-performance gypsum prod-
ucts through the introduction of
SilentFX ™, a cost-effective gypsum
board that improves acoustical perfor-
mance and offersahigh level of mold
and fire resistance.

Achieving a high sound transmis-
sion class (STC) rating of 50 and
higher, SilentFX allowsbuilding pro-
fessionals to achieve acoustical con-
trol with lessmaterial than traditional
gypsum boards, saving oninstallation
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time and materials. The product con-
sists of Green Glue, a viscoelastic
polymer, that is sandwiched between
two Type X fire resistant gypsum
boards. Specially engineered to pro-
vide enhanced protection against
moistureand mold with M2Tech® tech-
nology, SilentFX is GREENGUARD®
Children and Schools™ Certified.
“The green building design move-
ment has contributed to an increased
demand for acoustical management,
especialy in multi-family, school,
hotel and healthcare settings,” says

John Donaldson, president of
CertainTeed Gypsum. “It is much
easier to relax, learn, sleep and heal
without the headache of unwanted
noise. We specifically designed
SilentFX to provide building profes-
sionalswith accessto ahigh-perform-
ing gypsum board that can meet the
toughest acoustical standards.”
SilentFX gypsum boards are de-
signed for use on interior walls and
ceilings and can be used for new
construction or renovations over
wood or steel framing. The product
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is easy to install and finish in a con-
ventional fashion.

“Our comprehensive product offer-
ing givesbuilding professionalsflex-
ibility in meeting the needs for a di-
verserange of applications,” explains
Donaldson. “Using CertainTeed ceil-
ing, thermal insulation and gypsum
products, building professionals can
design spaces that meet the most rig-
orous acoustical requirements.”

Offering a broad range of gypsum
and finishing productsfor interior and
exterior needs, CertainTeed Gypsum

has served the North American build-
ing industry for more than 80 years
and is a subsidiary of Saint-Gobain,
the world’s leading producer of gyp-
sum products. This, in combination
with the full range of affiliated
CertainTeed Corporation building
products. This, in combination with
thefull range of affiliated CertainTeed
Corporation building products, pro-
vides architects, contractors, builders
and dealersone partner to provide ser-
vice and support for commercia and
residential building projects.


http://www.homeimprovementtime.com/editor/feature_view.asp?ID=827
http://www.homeimprovementtime.com/editor/feature_view.asp?ID=804

An Affordable PVCm'fray Caling Wstem
AddsA Practical Touch of ‘El egance

When Major Plumbing Repalrs
TurnIntoA Household Disaster .

(HIT)-While most seasoned do—it-
yourselfers have “war” stories about
seemingly simple repairs that go
awry. It might be difficult to top the
suprises this Pennsylvania home-
owner found—the day water from an
upstairs drain burst—and leaked all
the way down into the kitchen. That
it had actually come down through
three separate ceilings, likely put up
there by three separate generations,
was still to be discovered.

Stately homes with spacious high
ceilings and multiple layers of wall-
paper have long been known for the
secrets they keep, and so it was with
thisformer farm house from the early
1920's. After theinitial spill of wa-
ter was cleaned up and the source
pipes turned off, exploration began
at the point where there was a rea-
sonably small breakthrough. The
bathtub drain was indeed com-
pletely clogged. Extensive plumb-
ing replacement would be required
beforethe ceiling could be repaired.
The recessed lighting had been
compromised as water poured down
on the floor below; and also
throughout the housing for the ex-
haust hood and fan. Happily abrand
new dual power rangejust below the
spill was spared everything but dust,
debris, and falling plaster.

Once the rubbish from the three
different levels of ceilings had been
removed and the various plumbing
and wiring misfortunes exposed,
there still remained the problem of
replacing the ceiling at some level.
Then the homeowner would be
faced with the task to tie the whole
thing together, restoring the room
aesthetically, and separating the
view of an upstairs bathtub from the
breakfast nook below.

A glamorous new productsjust in-
troduced to the home improvement
market seems to have been made to
order for the project.

The"Fix”

While getting to the bottom—or in
this case the top of the problem—re-
quired literally removing the plaster,
the lath framing and even bricks and
cement from along ago kitchen fire-
place; there was always the bigger
question. How to put thisall back to-
gether? And even more important
would the already compromised
beams support the project.

The timely discovery of a new
home improvement product known as
The Elegant Tray Ceiling System
seemed to offer the best kitchen fin-
ishing solution for thismassive repair
project. Foam PVC construction
would render the panels light in
weight, resistant to fire, and strong
enough to conceal wiring, lighting,
and/or plumbing. The system meets
all the code requirements and exceeds
in the need for ease of handling with
al12' panel weighing only 18 pounds.
Additionally, PVC is reusable mak-
ing it acandidate for Green Building
Council approval.

TheElegant Tray Ceiling systemis
80% less costly than traditional tray
ceiling installation.

The newly affordabletray ceiling
panels are consistent in size and de-
sighed according to the developer,
as a means to make a room in a
home a lot more elegant, give it
more value and bejust as affordable
as other minor upgrades that are
usually recommended.

Searching For The Affordable
WOW Factor

According to Ron Launs, Elegant’s
inventor and devel oper, “| was|ook-
ing for away to achieve an elegance
that perhaps had been previously
overlooked. In this search | came
to the conclusion that the most ne-
glected surface area in a home
was the ceiling, also known as the
‘fifth’ wall.”

There were a number of decora-
tive products on the market i.e.
crown molding, medallions, domes,
panels and more, but none produced
the WOW factor that would receive
constant enjoyment and applause
from friends and family. “If awhole
new affordable ceiling choice were
offered, would ceiling architectural
preference change?’ The from Har-
bor Beach, Michigan entrepreneur
decided to find out.

Asking 4,000 Homeowners

To answer the proposed question,
asurvey was conducted through the
Wayne State University business
graduate school which confirmed a
high level of enthusiasm for the pro-
posed product.

Elegant Tray Ceiling System vs.
Traditional Tray Ceiling

The Elegant Tray Ceiling System
has been installed in homesfrom the
Midwest to Vancouver, British Co-
lumbia and in every job the home-
owner did the installation himself,
without complication. “In every
home,” says Launs, “The home-
owner received the WOW effect the
elegance of the tray ceiling was
meant to produce. It isgratifying to
contribute to ahomeowner’s enjoy-
ment of home elegance and verify
the original premise of bringing
value into a home inexpensively
without compromising quality.

The Elegant Tray Ceiling System
can beinstalled in a12' x 14' room
in about 8 hours by a do-it-yourself
homeowner for about $395. Wood
framing (2 x 2 x 8) and drywall
screws for attaching the framing to
the walls and ceiling can be pur-
chased at any lumber yard or big
box store. The Elegant Tray Ceiling
System panels attach to the framing
quickly and easily using a pneumatic
nailer that can be rented for the day
for $35 to $45 from most tool rental
stores. No mitering is necessary for
45 degree corners, clean up is minor
and painting can be done the same
day. For added elegance, architectural
molding can be purchased separately
and mounted directly to thetray ceil-
ing panel surfaces.

A typical traditional tray ceiling
can be done by a do-it-yourself ho-
meowner, but normally installation
is done by professionals. The cost
ranges from $2,000 to $2,500.

Decades of wear and plumbing mishaps may have been concealed in the trio of ceiling
levels shown above. New plumbing will fix the emergency, but what about the integrity

this once lovely room?

Wher e looks matter ...

this newly affordable tray ceiling system offers a cost effective

decorating answer. A perfect fit with PVC Crown Moldingsin a variety of styles and

finishes.

Whether drywall or MDF board is
used, installation laststwo full days.
Dust from sanding and cutting
settles in nearly every room in the
house, making clean up amajor job
for the homeowner.

The Elegant Tray Ceiling Sys-
tem panels measure 6.5" x 12" and
can be purchased in 12' and 8'
lengths. For the 7.5' ceiling the

panels can be easily trimmed to
45" x 10" for a good fit. End-
cap and third sides are available
for ceiling remodeling of room
decor designs using only 3 walls.
The Elegant Tray Ceiling Sys-
tem is available on-line at
www.eleganttrayceiling.com
Decades of wear and plumbing
mi shaps may have been conceal ed

inthetrio of ceiling levels shown
above. New plumbing will fix the
emergency, but what about the in-
tegrity of a once lovely room?

Where looks matter ... this
newly affordable tray ceiling sys-
tem offers a cost effective deco-
rating answer. A perfect fit with
PVC Crown Moldings in a vari-
ety of styles and finishes.
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