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EDITOR’S NOTE

Over the last century, 

many modern inno-

vations were initially 

considered passing 

trends that would fade 

into obscurity. Th ey included electricity, 

telephones, automobiles, airplanes, radio, 

television, and the internet. But as we 

know, they weren’t temporary fads; they 

completely transformed society.  Solar 

power may well be one of those transfor-

mative changes. 

Th ere are some great opportunities for 

builders in solar system installation for 

those willing to learn how to break into 

the fi eld. While there have been some 

bumps in the industry along the way, the 

overall direction is toward large-scale 

implementation of both commercial and 

residential solar power. 

Solar power has been around for 

decades, but in recent years, it’s gained 

steam because of federal and other 

fi nancial incentives, reduced costs, and 

improved technology. Just in the last few 

months, there have been several scientifi c 

breakthroughs that show potential for 

greatly increased solar effi  ciency. 

Although solar power is still in its 

infancy, it’s poised to grow exponentially, 

and there’s a huge opening for build-

ers. Th e earliest adopters will have a big 

advantage, so it’s worth considering if 

this area is right for 

your business. For an 

overview of the topic. 

read the article that 

starts on page 18.

— Dan Brownell

Sunny Side Up
Solar Power Off ers Builders a Bright Future
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In the competitive and ever-evolving landscape of the 

garage, shed, and carport builder industry, success 

hinges on more than just the quality of products. It’s 

equally about the skill and effectiveness of the sales 

team. To prosper in this market, it’s imperative that 

companies invest in comprehensive sales training 

programs. From in-house coaching to webinars, 

seminars, and podcasts, here’s why sales training is invaluable to 

driving growth and sustaining success in this sector..

Understanding the Industry Dynamics
Before diving into the significance of sales training, it’s crucial 

to grasp the unique dynamics of the garage, shed, and carport 

industry. This sector caters to diverse consumer needs, ranging 

from residential storage solutions to man caves, she sheds, lake-

side cabins, and commercial storage solution projects. Conse-

quently, sales professionals must possess a deep understanding 

of product specifications, customization options, and installa-

tion processes to effectively meet customer expectations.

Elevating Customer Experience
Sales training plays a pivotal role in enhancing the overall 

customer experience. Through in-depth product knowledge and 

refined communication skills, sales representatives can guide cli-

ents through the decision-making process with confidence and 

clarity. A key element is the ability to become the trusted advisor 

who is not simply selling a structure but assisting in facilitat-

ing a solution. This approach by well-trained sales professionals 

contributes to a positive buying journey, fostering trust and loy-

alty among customers.  Let’s remember, people love to buy but 

do not like to be sold. Equally, they wish to feel important and 

heard. If we learn to make use of good open-ended questions, 

listen, and engage in an intentional back and forth, we will learn 

what the potential customers real needs are. We are assisting the 

customer with making the right decision and not selling them a 

structure. 

Leveraging In-House Sales Coaches
Having seasoned, successful veterans in-house can serve as 

invaluable resources for nurturing talent and refining selling 

techniques within the organization. These veterans can serve 

as mentors of the industry, offer personalized guidance and 

feedback to sales teams, helping them overcome challenges and 

capitalize on opportunities. By leveraging the expertise of in-

house coaches, companies can cultivate a culture of continuous 

learning and improvement, ultimately driving sales performance 

and revenue growth.

Harnessing the Power of Webinars
Webinars provide a convenient platform for delivering 

targeted sales training content to a distributed workforce. From 

Maximizing 
Sales Success

The Vital Role of Sales Training  
in the Garage, Shed, and Carport Industry

BY RANDY CHAFFEE
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product demonstrations to sales strategies, these online sessions 

offer flexibility and accessibility, enabling sales professionals to 

enhance their skills from anywhere, at any time. Moreover, we-

binars facilitate interactive learning experiences, allowing partic-

ipants to engage with subject matter experts and peers, exchange 

insights, and glean best practices for success in the industry.

Engaging Through Seminars
Seminars offer extensive learning opportunities for sales teams 

to probe deeper into key industry trends, market dynamics, and 

sales methodologies. By bringing together industry experts, 

thought leaders, and sales professionals under one roof, seminars 

foster knowledge sharing and collaboration which help inspire 

participants to adopt innovative approaches and refine their 

selling strategies. Additionally, networking opportunities enable 

sales representatives to forge valuable connections and gain fresh 

perspectives on industry challenges and opportunities.

Empowering Through Podcasts
Podcasts delivered by Shed University, Shed Marketer, and 

Shed Geek Podcast offer a versatile platform for delivering 

engaging and informative sales training to sales professionals 

on the go. Whether it’s interviews with industry leaders, case 

studies, or practical sales tips, podcasts offer a wealth of valuable 

insights that sales teams can incorporate into their daily prac-

tices. By subscribing to relevant podcasts, sales professionals can 

stay abreast of industry trends, sharpen their skills, and draw 

inspiration from real-world success stories, driving continuous 

improvement and performance excellence.

Step Out of the Box…Actually See No Boxes
Networking is essential both within and outside the industry. 

While developing a strong network within our industry is im-

perative, it’s equally useful to look outside our area of comfort. 

Let’s watch, listen to, and personally meet successful individu-

als from as many aspects of life as possible. There is much to 

learn from and share with fellow industry professionals, but we 

all tend to participate in groupthink. This is where we all come 

from the same viewpoint, so we have a tendency to not explore 

other views. Some groupthink is understandable and good, but 

once we step out of our comfort zone, we begin to grow. Let’s 

take advantage of differing opinions, strategies, and techniques 

that have been proven winners, even if they are not narrowed 

down to just our industry. What works in another field may be 

just the answer for us.

Conclusion
In the ever-evolving landscape of the shed, garage, and 

carport industry, sales training emerges as a strategic impera-

tive for driving business success and sustaining a competitive 

advantage. From in-house coaching to webinars, seminars, 

and podcasts, each training methodology offers unique ben-

efits for empowering sales teams with the knowledge, skills, 

and confidence needed to excel in their roles. By investing in 

comprehensive sales training programs, companies can elevate 

the customer experience, maximize sales performance, and 

unlock growth opportunities in our exciting industry. In es-

sence, sales training isn’t just a cost; it’s an invaluable invest-

ment. GSCB

Randy Chaffee brings four-plus decades of 

experience to the post-frame and metal roofing 

industries. A board member for the Buckeye 

Frame Builders Association and the National 

Frame Builders Association, his podcast is 

available at facebook.com/BuildingWins. No 

web access? Call (814) 906-0001 at 1 p.m. East-

ern on Mondays to listen.
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TEAM
RUBICON:

Helping People in Crisis
Working Toward More Resilient Communities

BY LINDA SCHMID

Y ou may have heard 

of Team Rubicon, 

a humanitarian 

organization with 

local volunteers, or 

Greyshirts as they 

call them, in every state. The organization 

has grown from its inception 14 years 

ago when Jacob Wood, a Marine, pitched 

in to help Haiti after the 2010 hurricane 

that devastated the island. He met eight 

other volunteers during this mission, and 

they banded together to start a volunteer 

organization. Today Team Rubicon in-

cludes 160,000 Greyshirts. Once you find 

out a bit about Team Rubicon, you will 

understand how they manage to recruit 

so many volunteers!

Team Goals
Devon Miller, Sr. Communications 

Associate, explained that Team Rubicon 

engages in three phases of relief: mitiga-

tion, response, and recovery. Response 

is the part of their work that people are 

likely to hear about, it’s the part that the 

media reports on, but all three phases are 

important.

Mitigation is about helping people to 

become prepared and even avoid prob-

lems when disasters strike. For example, 

clearing away the brush and flammable 

items from yards where wildfires are a 

threat and sandbagging in areas that suf-

fer from flooding.

Response is about showing up when Flooding response in San Diego. 

Hurricane response in Florida. PHOTOS COURTESY OF TEAM RUBICON.
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disaster strikes and doing what needs to 

be done. This often means clearing the 

route so first responders can get to the 

people who need attention and organiz-

ing volunteers.

Recovery is about helping people 

get back into their homes. Sometimes 

that entails repairs and sometimes that 

requires rebuilding. The organization em-

ploys local tradespeople for these projects 

with the mindset that the money spent is 

invested into the local economy.

Domestic & International 
Services

The goal of the domestic services is 

to develop a bank of volunteers across 

the US that can jump into action when 

needed. Local volunteers who know the 

area and work to develop connections 

with local leaders and communities is 

invaluable. In times of crisis, they can 

help the team to find the areas where they 

are most needed, as well as helping them 

with places to shelter. Besides the local 

people, they have about 40,000 Greyshirts 

who will deploy to crisis areas as needed.

The International operation has many 

of the same goals as the domestic team, 

but there is greater focus on medical 

services, water, and hygiene. This is be-

cause these items are often scarce in the 

environment even before the disaster or 

crisis hit. Team Rubicon deploys mobile 

medical units, type 1, which means they 

are small and able to reach remote areas, 

and they are self-sustaining so the vol-

unteers are not using resources that the 

locals need.

Team Rubicon In Hawaii
Team Rubicon was fortunate enough 

to be part of the initial response to the 

recent, devastating wildfires on Maui. 

Erin O’Rourke, Operations Manager, said 

they operated in the up-country region 

of Kula which was attacked by the same 

fire that did so much damage in Lahaina. 

Their operation consisted of clearing the 

access route to the area, managing local 

volunteers, and handling the donations 

Hawaii wildfire recovery.

Donations management in Hawaii.

12  GARAGE    SHED    CARPORT BUILDER  /  JUNE/JULY 2024

Flooding response in San Diego.
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that came in. Post-disaster work is con-

tinuing in the region.

The Veteran Connection
With labor shortages what they are, es-

pecially in hands-on work like the trades, 

one might think that it would be hard 

to find workers and volunteers to fulfill 

the team’s mission. One great resource is 

veterans.

The organization was developed by a 

veteran, and O’Rourke said, “We have 

found that military people are especially 

suited to do this work. They have the grit 

and determination we need.”

She explained that their volunteer ac-

tivities depend on what is needed in each 

individual case, but often Greyshirts use 

power saws to cut up trees and remove 

them from the access route and perform 

other manual labor. They work in grim 

circumstances and may be subjected to 

stark living conditions, and these are 

things that veterans have generally expe-

rienced before.

“Working with Team Rubicon often 

gives veterans a sense of purpose that 

they may be missing after they leave the 

service,” O’Rourke said.

Miller estimates that about half of 

their volunteers are veterans. Training is 

provided to Greyshirts for such things 

as using power tools and leadership 

training, and some veterans have taken 

the skills they have developed with the 

organization and found employment op-

portunities, such as firefighting, working 

for FEMA, or as EMTs.

The Trades Academy
Team Rubicon is working on a new 

initiative; they are developing a Trades 

Academy. The mission is to train people 

in skills such as carpentry, HVAC, and 

electrical work so they will be able to 

better help with recovery, getting people 

back in their homes.

The Academy’s goal is to provide 

tuition-free training with the help of 

generous sponsors and partners like 

the A. James & Alice B. Clark Founda-

tion. The academy will be open to all, as 

O’Rourke said, it’s for “people who want 

to give their time and make the world a 

better place.”

Supporting The Mission
During a natural disaster, war, or a 

pandemic, people need many things. 

Miller quoted founder, Jake Wood, 

“There are a thousand things that are 

more important than money, and all of 

them cost money.”

The team needs funds and volunteers, 

or “kick-ass civilians” who are willing to 

help, so they can continue coming to the 

aid of people in need across the country 

and the globe. If you would like to sup-

port Team Rubicon, visit teamrubico-

nusa.org/give. GSCB

Hurricane response in Florida. 

Rebuilding in Selma, Alabama.

http://www.garageshedcarportbuilder.com
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“What are these 

opportuni-

ties?” you 

ask. But, first 

things first: 

Have you heard of BuildMyBarndo.com? 

This is a new website started by Shield 

Wall Media, the publishers of Frame 

Building News. Unlike our other web-

sites, Build My Barndo is not created and 

maintained for you, our industry profes-

sionals. This website is for the people who 

are considering building (you guessed 

it!)  barndominiums, which leads us to 

the reasons you should get involved with 

Build My Barndo.

Why Should Builders Get 
Involved with Build My Barndo?

Builders, you can:

1. Get your company out in front of 

prospective clients. BuildMyBarndo.

com is a great opportunity for builders 

of barndominiums to get their company 

and their fine work out in front of people 

who are considering building barndo-

miniums! After all, the people who visit a 

website called Build My Barndo are either 

planning to build a barndominium or at 

least they are curious about it, which may 

lead to them building one. If you show-

case your excellent work, you may be the 

builder they think of when they are ready 

to start their new home.

2. Build your reputation. You can 

provide information to Build My Barndo 

staff, they will write an article, quote 

you, and build your reputation with the 

audience that matters most: prospective 

clients.

3. Show yourself to be a Subject 

Matter Expert. Editorial opportunity 

abounds on this site, and an article with 

your name as author will help show that 

you are the expert. Build your reputation 

and you may find that you build your 

client list, too. 

Does writing an article sound intimi-

dating? It doesn’t have to be; you have 

backup in the form of Build My Barndo 

editors. 

4. Get published easily. You can par-

ticipate even if you don’t have a project 

complete with details and component 

information. Send photos of a job and 

you can be published … with credit of 

course!

5. Participate in a virtually unlimited 

fashion. You can send photos of 2, 3, 4, 

5 … how many barndo projects do you 

have? These projects do not have to be 

recent, either. If you have barndo projects 

that are several years old, we’ll take them! 

You can submit them at: https://build-

mybarndo.com/barndominium-photo-

submission-form/

6. Enjoy Free PR! Where else can you 

get this kind of exposure at no charge?

 

At Shield Wall Media, we want Build 

My Barndo to become a catalyst for 

growth and teamwork in the industry. 

The more we educate people about barn-

dominiums, the more we succeed. Let’s 

build the barndominium community and 

all grow together. GSCB

Contact me at linda@shieldwallmedia.

com to discuss how you can participate in 

BuildMyBarndo.com.

6 Reasons You Should Be Featured on BuildMyBarndo.com! 
BY LINDA SCHMID

Opportunities  
for Builders & Suppliers!

Graber Post Barndominium. PHOTO COURTESY OF GRABER POST BUILDINGS.
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https://build-mybarndo.com/barndominium-photo-submission-form/
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BUSINESS PROFILE

Speedlap Celebrates Their First Anniversary!
BY LINDA SCHMID

Pre-Cut Steel Soffi  t
+ Quick Delivery

The Speedlap team planned to start a company that 

would produce soffi  t, but their vision didn’t end 

there. Th ey wanted soffi  t made from the same 

grade and brand of steel as the roof panels on a 

project. Speedlap started business May 1, 2023 

bringing that vision to life.  

Darin Westhoff , CEO explains that 

their system includes running industry 

standard 29 gauge Grade 80 coils. Th e 

soffi  t will perfectly match the roof. Fur-

ther, the company  cuts the soffi  t to the 

lengths the rollformer needs for a job.

Traditionally, Westhoff  said, rollform-

ers carry aluminum soffi  t and send it to 

the contractor to cut to all the required 

lengths on the job site. However, his team 

will use the same steel as the panels used 

in the project so it will match, and they 

will cut it for them.

“A rollformer can put in one order 

with 41 diff erent lengths of soffi  t. Th is 

means they will all be cut to the lengths needed, and organized 

in labeled boxes so they can put the box on a lift  and go right 

around the eaves, installing and getting it done so much faster 

than the traditional cutting on the job site allows.” 

Th is customized matching and cutting service means the 

rollformer doesn’t have to carry soffi  t and the contractor gets 

a better aesthetic for the job and an easy time installing it. Th e 

company’s tag line: “Happy Job sites!” takes on real meaning for 

contractors.

“At fi rst, contractors may not put much stock in pre-cut soffi  t, 

but aft er they’ve done a couple of jobs with it, they tell their sup-

pliers they never want to go back!” Westhoff  said.

Getting Started!
Starting a manufacturing business begins, of course, with 

developing the product. Th e team was testing their product on a 

machine they had purchased, but the machine did not produce 

the soffi  t they were looking for. Th ey continued looking around, 

and eventually they had a machine designed to match their vi-

sion so they could get precisely what they were looking for. 

“Th e machine runs 29 gauge Grade 80 steel, the same steel 

most people are putting on their build-

ings,”  Westhoff  said. “Th e machine is 

equipped with shears and can make a lot 

of footage fast,” he added. 

Soffi  t comes in solid, vented, or center- 

vented in about 40 diff erent colors.

Growing the Company
Th e company started with Westhoff  

and one production person; now they 

have 6 employees. Further, in one year 

they have developed a client list in 32 

states.

Th eir outside salespeople call on 

rollformers across the country. Over the 

autumn and winter seasons they made a push across the South 

where more construction is done in the winter than in the Mid-

west, helping to keep production going year round.

A YouTube video done by a happy customer helped spread 

the word about Speedlap soffi  t, bringing in calls from across the 

U.S., Canada, and Mexico.

Further, their fi rst time out at the Construction Rollform-

ing Show in Cincinnatti last fall, the company picked up 15 

rollforming customers. 

Servicing Customers
Westhoff  said that many other companies in the area off er sof-

fi t. Th ey sell 12-foot aluminum or steel, but only in 4-5 diff erent 

lengths. 

“Our end users like that our soffi  t is already cut to fi t and it 
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will match the panel.”

Lead time can vary, but they usually 

get it to the rollformer in two to four 

days. Less labor is required to install the 

soffi  t helping them to deliver on their tag 

line: “Happy Job sites”.  If the contractor 

is happy, it strengthens their relationship 

with the rollformer, which makes the 

rollformer happy and strengthens their 

relationship with Speedlap.

Lessons Learned
Westhoff  advised that when you are 

in uncharted territory, don’t rush your 

research and development. Ensure that 

the product is what you want before you 

move forward. 

“Culture is very important,” Westhoff  said. “You can’t have in-

fi ghting; everybody has to work together.”

A strong team is developed, he believes, by carefully selection 

of employees. Th ey have hired everyone through referrals. 

Th ey include everyone in weekly meetings and idea genera-

tion, so there is a strong feeling of pulling 

together as a team. If they develop a good 

idea about what will make their jobs 

easier, for example, “they can implement 

it within the hour,” Westhoff  said.

Moving Forward
Westhoff  believes that people are going 

to want cut-to-order soffi  t at an increas-

ing pace. Th is will make it easy for the 

rollformers who won’t have to carry as 

much inventory, as well as the installer 

who doesn’t have to cut soffi  t on site.

Meanwhile, the company has ex-

pansion plans of their own. Th ey have 

another machines on order, and they are 

planning to add custom-cut orders in 

aluminum to their product line so they can serve customers in 

coastal areas.

Congratulations to Speedlap on their anniversary! Th e com-

pany has developed their own niche and is making a success of 

it. GSCB

BUSINESS PROFILE

Darin Westhoff , CEO, Speedlap

http://www.garageshedcarportbuilder.com
https://shedmarketer.com
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Solar panel systems have 

been used on homes for 

decades, and they continue 

to increase in popularity but 

still account for just a small 

fraction of the overall residential housing 

market. According to solarinsure.com, 

as of 2024, only 4.2 million, or 4.96%, of 

single-family homes have solar panel sys-

tems. While the number is small now, it’s 

on track for extensive long-term growth.

Solar Growth 
Over the Long Term

With generous federal and state 

fi nancial tax and rebate incentives for 

homeowners, combined with sharply 

decreasing costs for solar panels, builders 

have an opportunity to capture some of 

the remaining 95% of the single-family 

residences that don’t yet have a solar 

system. 

In addition, the federal initiative to 

replace gas-powered vehicles with electric 

vehicles will likely increase demand for 

solar panels on homes, garages, and 

carports to reduce or eliminate the cost 

Solar Opportunities 
for Builders

The Solar Market Is Currently Small but Poised for Explosive 
Growth. Builders Have a Chance to Expand 

Into Solar Panel System Installations.
BY DAN BROWNELL



for charging them. Th e federal mandates 

for moving from gas-powered to electric 

are aggressive. A Forbes.com article dated 

March 20, said, “Th e auto industry will 

meet the new standards if 56% of all new 

vehicles are electric by 2032, at least 13% 

are plug-in hybrid or partially electric, 

and only 29% are traditional combustion 

engine vehicles, according to the EPA’s 

regulation.”

An article on na.pansonic.com, also 

shows a close relationship between 

an increase in electric vehicles and an 

increase in residences with solar pan-

els. Th e article says, “As of March 2023, 

about 4% of Americans own an EV. Of 

those EV owners, about one-third have 

homes fi tted with photovoltaic (PV) solar 

systems and charge their EVs at home. In 

California (the number one EV owner-

ship state), nearly 40% of EV owners have 

home PV systems.”

Opportunities for Builders 
Have Mostly Been Overlooked
Solar system installations are a largely 

untapped revenue stream for builders. 

According to Mark Gies, director of strat-

egy and market development for S-5!, so-

lar panel system specialists are currently 

doing the lion’s share of the solar panel 

installation work. “Builders are generally 

just not doing solar, and I think that’s a 

shame because I think builders, roofers, 

and contractors could make more money 

if they got into doing solar themselves,” 

he said. 

Gies pointed out that dedicated solar 

installers usually work under a general 

contractor, or they install aft er the rest of 

the construction is complete. “A lot of so-

lar is sold aft er the fact. You would think 

a lot more would be spec’ed in and would 

happen on new buildings, but generally 

somebody builds a house and then they 

say six months later, ‘OK, now I’m going 

to put solar up’ and the planning seems 

disconnected. Or they knew they were 

going to do it, but they were just going 

to get the house built fi rst, move in, and 

then worry about it.”

(LEFT) Th is 3,500-square-foot, multi-

purpose barn is located on a small 8-acre 

equestrian estate with spectacular mountain 

and lake views of the Okanagan Valley area 

of British Columbia, Canada. Th e barn fea-

tures a 24-gauge Cascadia Metals Black SMP 

Standing Seam Metal Roof. Th e S-5-PVKIT® 

solar mounting solution (in black to match 

the black anodized PV frames) enabled solar 

installers to direct-attach PV modules to 

the standing seams, eliminating the need 

for a traditional rail mounting system and 

provided a simple, secure, economical and 

penetration-free method for attaching the 

solar modules. PHOTOS COURTESY OF S-5!
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Jon Shenski, builder and co-owner of 

Northern Neck Pole Buildings, agreed 

with this perspective. “Usually when we 

build a custom barndominium, the client 

never talks about solar to us, even if it is 

in their future,” he said.

“I think there are opportunities for 

change in that world,” Gies noted. “Th e 

roof and the solar system should be 

viewed as one system. If you’re doing it 

all at once as you build the building and 

the roof, you can incorporate things that 

make it more feasible for solar. So there 

are defi nitely benefi ts to upfront plan-

ning. 

“I was at a recent event and had the 

opportunity to speak with some builders,” 

Gies added. “Th ey said that sometimes 

they’re putting a building together and 

fi nishing the roof. Th ey take their ladder 

down, and as they’re driving away, some-

body else is driving up, putting another 

ladder up, and they go up on the roof 

to install solar. I said, ‘You know, that 

could be your money if you expanded 

your business off erings.’ For some reason, 

the electrical contracting industry has 

taken over all aspects of solar installa-

tions. Th ere’s no reason why the building 

industry couldn’t do that as well. I talk 

about that a lot.

“Th ere are defi nitely opportunities for 

the roofi ng industry to expand verti-

cally and to integrate solar installations. 

Th ey would have to hire electricians, 

but installing on roofs is a natural fi t for 

a roofer, because they’re the ones who 

know roofi ng. Not enough solar installers 

know roofi ng. So, there are opportuni-

ties for growth in solar installations in 

the roofi ng industry and the building 

industry overall. 

“Th ere’s an organization called NAB-

CEP [North American Board of Certifi ed 

Energy Practitioners]. Th ey’re one of the 

organizations that will certify people to 

become offi  cial solar installers. A lot of 

electrical companies say, “Yeah, we have 

certifi ed installers on staff .’ But they’re 

just electricians who just took some 

courses and took the test.” 

According to Gies, if an electrical 

company can hire certifi ed solar install-

ers, builders should be able to as well 

and compete with electrical companies 

for those same solar contracts. Th ere are 

potential roofi ng sales opportunities too. 

Because a roof may need to be replaced 

on an existing building before a solar 

system is added, that’s another area of 

synergy for roofers and builders.

A Caveat About Recent 
Economic Headwinds

Although the long-term future of solar 

looks bright, certain segments of the solar 

market have suff ered signifi cant setbacks 

in the last two years. Solarinsure.com 

explains on its website that “2023 has 

brought immense challenges, with higher 

interest rates, tighter fi nancing, and ad-

verse policy shift s in key states contribut-

ing to over 100 solar bankruptcies based 

on our industry data, a number unseen 

before in our almost 20 years in the solar 

sector.” 

As is oft en the case, companies with 

a strong foundation survive and grow, 

while fi nancial storms weed out the 

weak ones. Th ere is great opportunity 

in the solar sector, but builders should 



do due diligence to ensure that the solar 

companies that they’re working with are 

well-positioned to navigate the economy. 

But this is another argument for builders 

to do their own solar installations. It not 

only increases the potential for profi t but 

could also decrease risk because it brings 

control in-house. 

It should also be noted that while 

growth in the solar residential sector 

skyrocketed in recent years, it has slowed 

in the last year, according to a Solar Ener-

gies Industries Association (SEIA) market 

report updated in March 2024 (seia.org/

solar-industry-research-data). Th e report 

states, “Nearly 7 GW of residential solar 

were installed in 2023, marking the 5th 

consecutive record year for the segment. 

High household electricity bills and 

power outages have driven demand, as 

have changes to California’s Net Meter-

ing rules. Customers in California rushed 

to sign up for projects under the old, 

more favorable rules before they expired 

in Spring 2023, and build out of that 

pipeline propped up national installation 

volumes in 2023. In 2024 however, the 

buildout of the California queue coupled 

with higher fi nancing costs nationally 

will lead to an overall contraction in 

the residential market, despite modest 

growth in non-California markets.”

Another factor that could aff ect solar 

growth would be a change in adminis-

tration and polices aft er the November 

election. However, the federal solar tax 

break is scheduled to last through 2034, 

which should help soft en the uncertainty, 

and the overall long-term momentum 

of solar would seem likely to overcome 

short-term slowdowns. 

Th is long-term momentum is buoyed 

by a mid-April announcement of a 

breakthrough in solar panel technology. 

According to an article published April 

13 on thedebrief.org, “A new material ca-

pable of greatly improving the effi  ciency 

of solar power systems reportedly raised 

the quantum effi  ciency of solar panels to 

an unprecedented 190%.... Traditional 

solar cells possess a maximum external 

quantum effi  ciency (EQE) of 100%, 

which means they can generate and col-

lect a single electron for each photon they 

absorb through sunlight collected… Th e 

effi  ciency displayed by the new prototype 

tested by the Lehigh University team far 

exceeds the current theoretical limits for 

conventional silicon-based materials used 

in such PV systems and could potentially 
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revolutionize the fi eld involving the 

quantum materials they rely on.”

The Basics of 
Solar Panel Systems

Since solar panel systems are currently 

used in only a small part of the residen-

tial market, many builders may have little 

or no direct experience with solar. An 

inexperienced builder could face a couple 

of scenarios. Th e fi rst is a customer who 

requests a solar system to be integrated 

with a new residential structure. In 

that situation, it’s best that the builder 

work with the customer at the very 

beginning stages to create a plan to 

accommodate solar power, as it af-

fects so many aspects of the construc-

tion planning, including building 

location and orientation. A south 

facing roof angled at 30 to 45 degrees 

and that’s not shaded by buildings, 

trees, or other obstructions is best. 

On the other hand, if a customer 

asks for a solar system to be installed 

on an already existing structure, 

there will be more constraints to 

work around. In that situation, the 

panels might need to be installed in 

a direction or at an angle that’s less 

than ideal. Another factor to consider 

is the type, age, and condition of the 

roof of an existing building. It might 

not be able to support the weight of a 

panel system. 

Or if it’s an asphalt roof that’s already 

old, it would need to be replaced before 

the solar panel system is installed. Other-

wise, at some point, the solar panels will 

need to be removed, a new roof installed, 

and then solar panels replaced, which 

would add so much cost that it could 

make the solar system fi nancially imprac-

tical. Th at issue might not be a factor, 

however, if the current roof is a metal 

roof in good condition with an expected 

life span that’s longer than the anticipated 

life span of the solar panels.

In any case, if the general contractor 

and/or builder don’t do the solar work 

themselves, they will need to work with 

a licensed solar panel company to do the 

planning and installation of the system. 

Th e design needs specialized knowledge. 

For instance, the calculation to determine 

the optimum panel setup for a structure 

can be complex because so many vari-

ables are involved. Th ere are many solar 

system companies to choose from. Build-

ers and homeowners should do careful 

research to fi nd a reliable company with 

good reviews and warranties. 

Homeowners should also consult their 

insurance company, as solar panels can 

raise insurance rates. Although wind 

and hail coverage for panels might be 

included in a standard insurance policy, a 

solar panel system would likely raise the 

value of the home and increase the rates 

for that reason. 

While the increased home value could 

help homeowners get a higher amount 

for their home when they do sell, it could 

cause a home to take longer to sell on 

the market, depending on policies of the 

state or region. According to the web-

site unbound.com, “Solar homes may 

languish on the market for much longer 

when there is no incentive for owning a 

solar-enabled home.” 

Unbound.com also points out that 

“Solar education in lower adoption 

states can be a major stumbling block. In 

many cases, buyers don’t understand the 

diff erence between grid-tie and off -grid 

systems. Th ey tend to assume all solar 

energy systems are off -grid, which rely on 

panels to generate 100% of their energy 

and run entirely on a battery storage 

system. Th e fear is that they’ll be stuck 

without power if the solar array goes out 

and they don’t know how to fi x it…. In 

areas where solar energy is less popular, 

a little education may be necessary to 

convince buyers that a PV system is a 

reliable way to power their home.” For 

more details on how solar impacts home 

sales, visit unboundsolar.com/blog/

do-solar-panels-increase-home-value.

Once an on-grid solar system is in-

stalled, it will need an inspection and 

Permission to Operate (PTO) from 

the utility company. If the building 

and solar systems are done by sepa-

rate companies, the GC or builder’s 

role is to meet the building’s struc-

tural requirements, ensuring that the 

proper permits, codes, and zoning for 

the structure are done completely and 

correctly. Th e solar panel installation 

company is responsible for the per-

mits and codes for installing the solar 

system and the electrical work. 

Even if the builder doesn’t do solar 

installation, having a good knowl-

edge of solar panel systems is helpful 

because as part of the initial planning 

conversation with the homeowners, 

the builder can help the customer do a 

preliminary review of solar requirements 

and costs to help answer basic questions. 

Several online tools are available, such 

as a peak sun hours map and a solar 

calculator to determine whether it makes 

sense fi nancially to invest in a solar panel 

system for the client’s particular situation. 

A peak sun hours map shows the average 

peak hours of sun for each state. In the con-

tinental United States, that varies between 

3.5 and 6 hours. A solar calculator can help 

a builder and homeowner do the math 

on the system size needed, its estimated 

cost, tax incentives and rebates, potential 

monthly savings, and estimated number of 

years to reach the payback point. 

Monthly Peak Sun Hours Maps
• solarreviews.com/blog/how-many-
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solar-panels-do-i-need-to-run-my-house

• https://unboundsolar.com/solar-

information/sun-hours-us-map

Solar Calculators
• solarreviews.com/solar-calculator

• https://unboundsolar.com/solar-

information/solar-cost

Planning a Solar Panel System
If, aft er an initial review with the 

builder, the customer decides in favor of 

a solar system, the solar installation com-

pany will evaluate the customer’s current 

structure or proposed new one and its 

site characteristics, such as its geographic 

location, average light per day, roof size, 

position on the property, obstructions 

that could block sunlight, direction and 

angle of the roof, roofi ng material and 

age, and power requirements to deter-

mine if the proposed system will deliver 

the results needed and, if so, the number 

of solar panels needed and whether the 

roof is strong enough to support the solar 

panels system and handle wind uplift  and 

snow loads. A reputable solar installer 

will use proper attachments to connect 

the solar panels to the roof. 

Solar Glossary
Inverter: A device that converts DC 

power to AC power

String: Th e group of panels connected 

to a single inverter

Array: All the solar strings connected 

to form a solar system

PV: Photovoltaic (PV) panels that 

comprise a solar panel system

Solar Panel System Types
On-Grid (Tied In)

An on-grid solar panel system ties into 

an existing power grid through a utility 

company, typically using a net metering 

system, which is a two-way connection to 

the power grid that measures how much 

is drawn from the grid when the solar 

panel is not producing electricity, as well 

as the amount of excess electricity the so-

lar panel system contributes to the power 

grid. With the net metering system, the 

utility applies a credit to the solar panel 

owner for electricity produced above 

what is drawn from the grid. 

Th e disadvantage of net metering is 

that some utility companies sell their 

power at high retail rates but credit the 

excess power from solar panels at a much 

lower wholesale rate. Sometimes the rates 

vary depending on the time of day and 

the corresponding level of power demand 

on the grid. Homeowners should evalu-

ate the utility company’s terms carefully 

before committing to a long-term plan in 

which a decision is based heavily on the 

ability to sell power back to the utility. 

For more information on net metering, 

visit solarreviews.com/blog/what-is-net-

metering-and-how-does-it-work.

Off -Grid

An off -grid system is not connected to 

the existing power grid. Th at means it’s 

totally dependent on solar panels for elec-

tricity. It won’t be able to draw any power 

from a power line when the solar panels 

can’t keep up with demand. For that rea-

son, a battery storage system is essential 

to store power for times when the panels 

aren’t producing power, which would be 

the majority of a 24-hour period. 

However, a battery backup isn’t a prac-

tical solution to power all the electrical 

needs of a home for an extended period. 

In fact, it’s only expected to provide 

power for essential appliances, such as a 

refrigerator and lights for around eight 

hours on a single charge. Th at’s enough to 

help with a power outage from a storm, 

but not a dependable long-term replace-

ment for electrical power. 

For this reason, off -grid systems are 

only practical for limited power require-

ments such as garage or shed, especially 

if it is either inaccessible to an on-grid 

power line or is so far from a house (or 

other structure with an existing power 

line) that the cost of digging a trench and 

running wire from it is cost prohibitive.

For situations in which an off -grid 

system is the best choice, an inverter is 

needed to convert the DC charge gener-

ated by the solar panels into AC current 

used by standard household receptacles. 

Th e system also needs a solar charge con-

troller to regulate the current and voltage 

supplied by the solar panels to allow safe 

and effi  cient battery charging.

An off -grid system is also practical for 

smaller structures and lower power needs 

such as running an overhead light and 

device charger, etc. in a shed or garage. 

Some small solar panel systems are avail-

able in DIY kits, typically 200W or less, 

http://www.garageshedcarportbuilder.com
https://unboundsolar.com/solar-information/sun-hours-us-map
https://unboundsolar.com/solar-information/sun-hours-us-map
https://unboundsolar.com/solar-information/sun-hours-us-map
https://unboundsolar.com/solar-information/solar-cost
https://unboundsolar.com/solar-information/solar-cost
https://unboundsolar.com/solar-information/solar-cost
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which don’t need a permit or inspection 

since they’re low power and not tied into 

the grid. For more information, visit mar-

ketwatch.com/guides/solar/solar-power-

for-shed. Small off -grid solar vents can 

also be added to sheds, garages, attics, 

greenhouses, and other small structures 

to control heat, improve air circulation, 

and lower humidity. 

Hybrid

A hybrid solar panel system is both 

tied into the power grid and has a backup 

battery system. While a battery backup 

system is very expensive, it does off er a 

couple of advantages. First, it provides 

backup power during a power outage on 

the grid. Second, it can allow homeown-

ers to store power during times of the 

day when power rates are low and to 

meter them back to the grid during high-

demand/high-rate hours so the owner 

can be credited with the higher rates. 

However, with this strategy, the payback 

period for batteries can be quite long — 

20 to 30 years, according to some sources. 

So, the biggest benefi t of a hybrid system 

isn’t making money by selling power back 

to the utility but having backup power 

during a power outage.

Charging Electric Vehicles
with Solar Panels

While it’s most common to have an 

EV charging system that’s tied into the 

grid, an off -grid solar panel system can 

completely recharge an electric vehicle 

if it’s connected to an adequate number 

of panels exclusively dedicated to it. Th e 

typical number of dedicated panels varies 

from 7 to 12 depending on the type of ve-

hicle, driving habits, area of country, etc. 

An off -grid system would also typically 

have a battery storage system to store 

electricity when the panels aren’t produc-

ing power. For more information, visit  

energysage.com/ev-charging/how-many-

panels-do-you-need-for-your-ev. 

The Federal Solar Tax Credit 
(ITC)

From 2024 to 2032, the federal solar 

tax credit, known as the Investment Tax 

Credit or ITC, is 30% for qualifi ed solar 

electric costs, including solar panels, 

other components such as wiring and 

inverters, mounting equipment, batter-

ies, labor, and sales tax. To qualify for 

the tax credit, the solar installer must be 

licensed, and the applicant must own the 

system (not lease it), and it must be on-

grid. Some solar system companies will 

only install residential installations that 

are on-grid. Th e federal solar tax credit 

will decrease to 26% in 2033, to 22% in 

2034, and will be eliminated completely 

in 2035 unless renewed by Congress. For 

more details, visit marketwatch.com/

guides/solar/federal-solar-tax-credits.

Other Solar Incentives
In addition to the federal solar tax 

credit, other incentives are available, such 

as rebates, subsidies, low-interest loans, 

and state tax credits. Th ese vary accord-

ing to area and timeframe. Find more 

information from the following sources:

• dsireusa.org

• https://unboundsolar.com/solar-

information/state-solar-incentives 

• forbes.com/home-improvement/so-

lar/solar-tax-credit-by-state

• solarreviews.com/blog/the-top-solar-

incentive-programs-in-the-us

Solar Installers
Following are several sources for lists 

of solar companies. 

• solarreviews.com/solar-companies

• solarpowerworldonline.com/top-

solar-contractors

Other Solar Information 
and Resources

• energy.gov/eere/solar/homeowners-

guide-going-solar

• energysage.com

• solarunitedneighbors.org/go-solar/

faqs

• mobenosolarsolutions.com

GSCB

Nestled among the Yarra Ranges, 67 kilometers east of Melbourne, Australia, Moora Moora 

is an off -grid co-operative community hosting 30 solar-equipped off -grid homes, 70 people 

and three electric vehicles (EVs). Reaching freezing temperatures in winter and scorching 

heat in summer, the community’s residents required shelter to protect their EVs from the ele-

ments while charging. To provide such protection and also fast-charge their vehicles, a shared 

community carport was constructed, purpose-built for rooft op solar photovoltaics (PV). Th e 

carport features a corrugated iron roof with a 9.5kw solar array. Twenty LONGi solar panels 

are mounted in landscape position to the roof using the PVKIT rail-less solar mounting solu-

tion along with the CorruBracket 500T PV. Th e EV charging station allows for an extra 10kW 

of charge for the community’s EVs, in addition to the solar power provided by each of the 

homes. With residents planning to purchase another six EVs, this project provides a place for 

the residents to protect their investment and charge their additional vehicles. PHOTOS COURTESY OF S-5!

https://unboundsolar.com/solar-information/state-solar-incentives
https://unboundsolar.com/solar-information/state-solar-incentives
https://unboundsolar.com/solar-information/state-solar-incentives
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Punch Your TicketS to our next EVENTs! 
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SEPTEMBER 18-19, 2024
DeVos Place, Grand Rapids, MI
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JANUARY 15-16, 2025
Greenville Convention Center, Greenville, SC
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THE $50
PRE-REGISTRATION 
FEE FOR ADMISSION 

COVERS BOTH 
DAYS AS WELL AS 

THE EDUCATIONAL 
SEMINARS.

https://framebuildingnews.com/postframe-builder-show-registration/
https://rollformingmagazine.com/construction-rollforming-show-registration/
https://garageshedcarportbuilder.com/show-registration/
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Sell More Garages and Sheds!
BY LINDA SCHMID

Keep Your  
Customers Happy

A well-known business principle is that in order to 

grow your business, it is important to keep your 

current customers happy. A happy customer 

will come back to you if they should decide they 

want to remodel or to build another building. 

They are also likely to share their great experience working with 

you with their friends and acquaintances, especially if those 

people are considering a building project. Of course, word of 

mouth works both ways; people will talk whether their experi-

ence is good or bad, so the best thing you can do is ensure your 

customers talk you up rather than down. If many people have a 

good experience with your company, you will gain a reputation 

as one of the go-to businesses in your market.

How do you make customers happy? People invariably say a 

quality product combined with superior service is the answer. 

No one is going to argue with that, but what makes for superior 

service? It is more than showing up when you say you will and 

speaking politely (though of course, that is a good start).

In the garage/shed building world, there are certain items 

that need to be considered before the project is begun. If you do 

not initially ascertain these important pieces of knowledge, the 

project may be doomed from the start. You probably are familiar 

with them, but we have gathered a handy checklist here.

Questions to Ask
• What is this building for? Will vehicles be stored in it and 

how many? Are there other items that need space in this garage? 

How big does the building need to be?

• Where is this building going to be located? What are the 

local ordinances or building codes? What setbacks are in place? 

What permits are required? What specifications need to be met? 

Is the land zoned for the planned activity in this building?

• Where on the property is this building going to be situated? 

Is access going to be a problem?

• What kind of materials is the customer interested in? Are 

they looking for low maintenance? Durability? Do they wish to 

match another building on the property? Do they already know 

whether they would prefer a wood or steel frame and what panel 

material they want?

• What kind of foundation is acceptable for the soil condi-

tions? What does local code require?

• What kind of design are they looking for? Do they want to 

match the design of another building? Are there specific ele-

ments they are looking for?

• What kind of activities may take place in the building? A 

workshop? An office? A dog pen? Any activity, human or ani-

mal, will require certain elements, including appropriate ventila-

tion, insulation, and perhaps other considerations.

• Are special accommodations required for accessibility, such 

as a ramp or wider than traditional doorways?

• What kinds of doors and windows does the customer need? 

Man doors? Overhead doors? Windows that open? How many 

of each?

• Are special security items required like cameras or a specific 

ALL PHOTOS COURTESY OF COUNTRY CARPENTER, INC.



www.garageshedcarportbuilder.com  27

type of lock?

• What timeline is the customer expecting? Are there specific 

deadlines to meet?

• What is the budget? What can you do to help keep the proj-

ect in line with it?

This list may not be exhaustive, but it is a strong start. Know-

ing the answer to all these questions is important because 

knowing the customer’s expectations is, naturally, the first step 

to being able to fulfill them.

Provide the Customer All the Information You Can
Craig Froh, Director of Sales at Country Carpenter, Inc., said 

that they have a similar process when they sell post and beam 

kits to customers. “We try to elicit as much information as we 

can about what they need, what their concerns are.”

The team starts from day one talking to the customer, finding 

out if they have much experience with post and beam, or if they 

are likely to need more help, and they make sure they are there 

for questions. 

When a contractor or salesperson is talking to a customer, 

they need to find out how much the customer understands 

about the building process Froh said, “You can tell pretty quickly 

if they understand construction terminology. Are they engaged 

in the conversation? If not, educate them.”

“Transparency is important,” Froh continued, “customers 

don’t like surprises, so we give them as much information about 

what is coming as we can. We tell them about additional costs 

like roofing, foundation, and electrical. We provide 3-D model-

ing to help them visualize their design.“

Transactional or Relational
Matthew Gerber, Owner and Business Development Manager 

of Meyer Building, LLC, said that they look at every interac-

tion as an opportunity to build a relationship. “We believe that 

relational interactions will bring more success than transactional 

interactions in the long run,” he said.

Gerber said Meyer Building will stand behind their buildings 

and help customers with any problems they may have with a 

building after the transaction is complete. This approach makes 

sense. Look at it this way, if a customer purchases a tool at the 

hardware store, that is a transaction. If a customer discovers 

when they get the tool home that it is not the correct tool for 

their project, and the store refuses to help with a solution, that 

http://www.garageshedcarportbuilder.com
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may be the last transaction between that 

store and that customer. If, however, 

the store manager recognizes that the 

relationship can be more important to 

the store than the one transaction and 

tries to help the customer, that customer 

will almost certainly shop at that store 

the next time they need a tool. Now the 

store is building a relationship with the 

customer.  

Selling a garage is different than selling 

tools, for one of many reasons because 

the customer may not need another 

building any time soon, while another 

tool may be on the shopping list next 

week. But, the fact is your customer may 

build again at some point, and as previ-

ously mentioned, your reputation is on 

the line in a big way with each purchase. 

If your customer tells people that you 

didn’t show up when you said you would, 

or you built a leaky garage and did not 

resolve the problem, those people are not 

likely to trust you with a big purchase of 

their own. 

Only the Beginning
Froh said that after one of their kits 

is built, they contact the customer to 

ensure that everything is good. “Often the 

customer is very excited about their new 

building and they send pictures to us.

“We want to keep the relationship with 

the contractor after the build for things 

like maintenance and making altera-

tions, Froh continued. We support them 

through the life of the building.”

Sometimes customers return for small 

things, but often people return to buy an-

other building. One happy customer has 

built four buildings with them Froh said. 

Communications and  
Responsiveness

Gerber said that in the quest to keep 

customers happy, he believes the biggest 

pitfall that builders tend to fall into is a 

lack of sufficient communication. “This 

is all very elementary stuff,” Gerber said, 

“but it’s easy to be caught up in your busy 

building schedule and not communicate 

and update the customer.”

When things don’t go right and the 

crew isn’t going to make it to the jobsite 

on Wednesday as planned, they call to tell 

the customer there has been a change of 

plans, so the customer isn’t left wonder-

ing if they have been forgotten. If the 

crew accidentally damages a panel, they 

let the customer know what happened 

and that they will replace it. If they didn’t 

say anything and the customer saw the 

panel, they might worry…what hap-

pened, are they going to take care of it? 

You don’t want your customer worrying 

about these things.

When the crew is going to be drop-

ping off materials at the jobsite, Gerber 

or someone on his team call to let the 

customer know. It may be an unneces-

sary contact, but it is a contact. They 

speak to them and keep them in the loop. 

In effect it is like they have reached out 

and touched the customer. Perhaps in 

the ensuing conversation they find out a 

bit of what is going on in the customer’s 

life, or they find out what the customer is 

concerned about on the job site. It’s one 

more chance to build the relationship 

with the customer.

The other part of being communica-

tive and responsive is follow-through 

Gerber said. You can talk all you want, 

but if nothing you promise actually hap-

pens you are not going to have a happy 

customer. GSCB



Get Free Business Exposure Here!

If you’re a builder or shed manufacturer, you can receive 
FREE NATIONAL EXPOSURE for your business (free PR!) 
by sending building details, a component list, and a brief 
description. Th e component list should identify manufacturers 
and models so we can give them proper credit, too!

Th e general description can include details about what the 
customer wanted, special elements, any other features that 
make it noteworthy.

Th ese editorial placements are absolutely free!

If you have any questions about the Project of the Month, contact the editor:
Dan Brownell • dan@shieldwallmedia.com • 920-264-0787

WHAT WE NEED:
• Component List
• Brief Description
• Th ree to fi ve attractive high resolution images
   (at least one must be the entire building). Submission is not a guarantee 

of publication. We reserve the 
right to edit content. 

PHOTO COURTESY OF STEVEN BULLOCK

We publish a Project of the Month in each edition of our magazines to 

promote best design and building practices. We have received feedback from 

readers that it’s one of their favorite features in our magazines.

TO SUBMIT ONLINE: shieldwallmedia.com/submissions

mailto:dan@shieldwallmedia.com
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BUSINESS BUILDING

Mfany businesses must soon report new 

benefi cial ownership information (BOI) 

to the U.S. government. Our earlier article 

[https://blogs.claconnect.com/realestate/

benefi cial-ownership-information-report-

ing/] covered a high-level overview of BOI reporting require-

ments, and now we’re sharing important updates to help you 

clarify your responsibilities. Read on for fi ve fast facts.

Background
In 2021, Congress enacted the Corporate Transparency Tax 

Act (CTA), which establishes uniform BOI reporting require-

ments for certain types of corporations, limited liability com-

panies, and other similar entities created in or registered 

to do business in the United States.

Th e CTA is designed to help the U.S. govern-

ment collect information necessary to prevent 

bad actors from using the U.S. fi nancial system 

to facilitate money laundering, tax evasion, 

human and drug traffi  cking, and other illicit 

activities.

Th e CTA authorizes the Financial Crimes 

Enforcement Network (FinCEN), a bureau of 

the U.S. Treasury, to collect and disclose BOI 

information to authorized government authorities 

and fi nancial institutions. Since CTA’s enactment, 

FinCEN has issued implementing regulations — the basics 

of which are discussed briefl y below.

Clift onLarsonAllen will not advise on or assist with BOI re-

porting preparation. We recommend that you reach out to your 

attorney for assistance in complying with these fi lings.

5 fast BOI reporting FAQs
1. What companies will be required to report BOI to Fin-

CEN?

All domestic entities and any foreign entity registered to do 

business in the United States. Entities subject to BOI reporting 

include a corporation, limited liability company, or any other 

entity created by the fi ling of a document with the secretary of 

state or similar offi  ce in the United States.

2. Are there exemptions from BOI reporting?

Yes, FinCEN notes 23 BOI reporting exemptions.

Perhaps the most common exception to BOI reporting is 

the large operating company exemption. Generally, 

a company meets this exemption if it has at 

least 20 full-time employees, more than $5 

million in gross receipts or sales, and an 

operating presence at a physical offi  ce 

within the United States. For purposes 

of the $5 million threshold, the thresh-

old is measured as gross receipts or 

sales net of allowances on Forms 1120, 

1120-S, 1065, or other equivalent tax 

return. It should be noted, however, 

that the 20-employee threshold is not 

applied on a consolidated basis. As a result, 

a parent company fi ler of a consolidated C 

corporation tax return must itself have 20 or more 

full-time employees to meet the large operating company 

exception.

Other exemptions apply to Section 501(c)(3) tax-exempt enti-

ties and certain types of regulated fi nancial companies.

Be Aware of BOI
5 Fast Facts About Benefi cial Ownership Information Reporting

BY CLIFTONLARSONALLEN

Key Insights
Th e Corporate Transparency Tax Act is designed to help 

the U.S. government collect information to prevent use of the 

U.S. fi nancial system for illicit activities.

All domestic entities and any foreign entity registered to 

do business in the United States must report benefi cial own-

ership information.

Th e reporting is complex and there are penalties for non-

compliance. Be aware of your BOI reporting requirements.

https://blogs.claconnect.com/realestate/


www.garageshedcarportbuilder.com  31

3. When does BOI reporting start?

Reporting companies created or registered to do business be-

fore January 1, 2024, must fi le initial BOI reports with FinCEN 

on or before January 1, 2025. Reporting companies created or 

registered to do business on or aft er January 1, 2024, will have 

90 days from creation or registration to fi le their initial BOI re-

ports. Any changes to previously reported BOI must be reported 

to FinCEN within 30 days.

4. What information does a reporting company disclose to 

FinCEN?

A reporting company must report:

• Legal name

• Any trade, doing business as, or trading as names

• Th e current street address of its U.S. place of business, juris-

diction of formation or registration

• IRS taxpayer identifi cation number

• Type of BOI fi ling (i.e., initial report, a correction of a prior 

report, or an update to a prior report).

In addition, for each individual who is a benefi cial owner or 

company applicant, the reporting company must report:

• Individual’s name

• Date of birth

• Address

• Unique identifying number from an acceptable identifi ca-

tion document (e.g., driver’s license, passport, etc.)

• Name of the state or jurisdiction that issued the identifi ca-

tion document.

A benefi cial owner is an individual who either directly or 

indirectly (1) exercises substantial control over the reporting 

company (e.g., a senior offi  cer or key decision-maker), or (2) 

owns or controls at least 25% of the reporting company’s owner-

ship interests. A corporate entity owner is “looked through” to 

its ultimate owners for purposes of determining the 25% owner-

ship test.

Although not required, many fi lers are encouraged to obtain 

FinCEN identifi ers to help facilitate fi ling this information.

Th ere is no fee to fi le BOI reports with FinCEN.

5. Are there penalties for failing to fi le BOI reports with 

FinCEN?

Yes, be aware of BOI fi ling penalties. A person who willfully 

fails to comply with BOI reporting may be subject to civil penal-

ties of $500 per day and criminal penalties including a $10,000 

fi ne and/or up to two years of imprisonment. GSCB

BUSINESS BUILDING

Reporting companies created or registered 
to do business before January 1, 2024, 

must fi le initial BOI reports with FinCEN 
on or before January 1, 2025.

The Financial Crimes Enforcement Network has published the brochure 
“An Introduction to Beneficial Ownership Information Reporting,” which 
can be downloaded at http://tinyurl.com/3und37eh.

U.S. Department of the Treasury
Financial Crimes Enforcement Network

or controls them.

Th e information contained herein is general in nature and is not 

intended, and should not be construed, as legal, accounting, invest-

ment, or tax advice or opinion provided by Clift onLarsonAllen 

LLP (CLA) to the reader. For more information, visit CLAconnect.

com.

CLA exists to create opportunities for our clients, our people, 

and our communities through our industry-focused wealth advi-

sory, digital, audit, tax, consulting, and outsourcing services. CLA 

(Clift onLarsonAllen LLP) is an independent network member of 

CLA Global. See CLAglobal.com/disclaimer. Investment advisory 

services are off ered through Clift onLarsonAllen Wealth Advisors, 

LLC, an SEC-registered investment advisor.

http://www.garageshedcarportbuilder.com
http://tinyurl.com/3und37eh
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It was standing-room-only around the Maze Nails nail driving competition.

Exhibitors, attendees enjoy annual 
Frame Building Expo in Des Moines

BY KAREN KNAPSTEIN

What’s New in Post-Frame

TRADE SHOW NEWS

For the better part of a week, Iowa was the hub of 

the post-frame industry. Frame Building Expo 

(FBE), sponsored by the National Frame Building 

Association, was held March 6-8 in downtown 

DesMoines at the Iowa Events Center. 

Th e event hosted more than 160 exhibitors on the Expo fl oor. 

Several attendees polled said their most important objective was 

to fi nd new products. If you missed the event but would like to 

learn about some of the products debuted in Des Moines, read on.

New Products
Component manufacturer Plyco debuted some new innova-

tions, which included its Designer Series doors  – Series 92 

and 20 — that are now available in several  new colors, with 

textured panels, and with several frame colors. Plyco reported: 

“Customers can now choose from the various panels and frames 

to customize their doors.” Also, the Klik-Fit Trim Kit is a new 

addition to Plyco doors to “help create a stylish, fi nished look 

aft er installation.”

About the show, they said, “Overall, it was a great show. We 

had wonderful attendance in the booth looking at the new in-

novations and were able to have great conversations with current 

and prospective customers.”

Keith Dietzen shared an exciting project that SmartBuild cur-

rently has in development. “SmartBuild’s big deal was to show 

off  our soft ware Release 1.90, which will be used to design two 

levels of interior living space in a barndominium.” It was very 

well received; people had a strong interest in it.

Coming in 2024, SmartBuild is developing a soft ware ver-

sion for building design people. “Aft er we came out with the 

1.90 barndominium-specifi c release that can lay out the bath, 

kitchen, and other details,” Dietzen said,  “we found we started 

to get inundated with inquiries from building designers. (Before, 

it was for builders and contractors.)” During the inquiries, the 

building design people said the tools they were using weren’t 

effi  cient in designing post-frame structures. “We did a deep dive 

with these people,” Dietzen continues. “Th e tools that they have 

to generate a full set of drawings for a barndominium customer 

takes 10-20 hours. When they use SmartBuild, it has all the 

details including structural details. Building designers are saying 

it’s valuable the way it is but we will be doing more. … Once it’s 

fully developed, SmartBuild for building designers will take a 

10-20 hr task and boil down to less than 2 hours.” 

Ultimately, a project will be able to go from design to price 

within the same day, he explains. Th e company will have some 

initial releases within the next 60 days, and then will be rolling 

out regular updates. “We’re going to connect the whole post 

frame industry to the architectural design community.” 

Post-frame building and metal roofi ng supplier True Metal 

Supply exhibited at FBE for the fi rst time this year. Th e com-

pany’s booth featured its post frame buildings with Buff alo River 

Truss’ Parallel Chord Steel Trusses, as well as its Board & Batten 

Steel Siding with various Wood Print Coatings. “Th e steel truss-

es drew a lot of attention, as a hybrid building style. Many show 
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TRADE SHOW NEWS

attendees were intrigued by the 100’ clear span capabilities and 

ease of installation.” Th e company also reports its new Wood 

Print Coatings on its Board & Batten Steel Siding attracted both 

infl uencers and builders in the industry. “We expect these build-

ing components to continue growing over the course of 2024.”

Th e company also reported that in 2024, Sweat Shield™ con-

densation control will be a new focus. It creates a lasting barrier 

between the building’s metal envelope 

and the harmful eff ects of condensa-

tion. “Th is material is pre-applied to 

True’s, Th rough Fastened Tuff -Rib 

panels and is designed for buildings 

with interior, exposed metal roofi ng.”

Th ey said they “had an excellent 

experience as we received quality leads 

and reconnected with industry part-

ners. We’re excited to have the show in 

our home town, Knoxville, in 2025!”

Hixwood’s Paul Zimmerman said, 

“I always enjoy the NFBA show, with 

Iowa being in our core area. It was a 

very productive exhibit for our team. 

Th e seminars were very informative, 

I wanted to give a shout out to the 

barndominium seminar. Th is has great growth potential for the 

post-frame industry.”

Regarding Hixwood’s sponsorship of the Family Lounge, 

Zimmerman said, “With God and family fi rst in our lives at 

Hixwood, it is natural for the company to sponsor the family 

lounge. A mother with children that accompanied her husband 

to the show said, ‘I wonder if they realize how much this area is 

appreciated?’ It made it worthwhile and I am hoping someday 

the children playing in the family lounge area will be leaders in 

the post-frame industry that we love so well.”

In addition to its standard line of tools, including the Ridge 

R-3:10 and the Ridge R-9, the County Line Concepts exhibit 

featured some new tools, including Th e Ceiling Panel Support 

for holding panels close to the ceiling for installation. Also 

shown were the Ridge R-Awl, used to give accurate marks on 

the panels, and the Mega Bracket, which sits over the rails on a 

mega deck and keeps materials and equipment off  of the fl oor. 

Th e Post Plummer, which allows for adjustment of the posts 

for a fi nal, accurate alignment and the Pole Cat and Wall Lift er 

(used with your equipment to raise posts and walls into place) 

were also exhibited. 

“Th e exciting part of our business is talking with contractors 

and getting ideas of what they are looking for and then bring-

ing them to the table,” said County Line Concepts’ Gordon 

Moeggenborg. “We are always open for your input.”

Metal shear manufacturer Integrity Sales & Service, maker of 

the Dyna-Cut shared a bit of news. While the company didn’t 

debut any new products at the show, they do have some exciting 

tools in development. Keep watch for future announcements.

Crowd Favorites
A large crowd gathered around to watch the always-popular 

nail-driving competition, which was once again sponsored by 

Maze Nails of Peru, Illinois. A total of 47 contestants stepped 

up to compete. “We timed each contestant on how quickly the 

could drive three 40d (5-inch) Hard-

ened Ring shank Pole Barn nails into 

a LVL Microlam Beam,” explains Len 

Kasperski of Maze Nails. “Th e nails 

were preset into the Beam 1/2 inch for 

safety reasons. Each contestant raced 

against the clock to see who could 

drive all three fl ush to the surface the 

quickest. Th is was our 20th annual 

Nail Pounding Competition.” When 

the results were tallied, Joshua Gin-

grich came in with the fastest time of 

8.75 seconds, earning him fi rst place. 

Th e second and third place fi nishers, 

respectively, were Vernon Borntrager 

at 8.87 seconds and Eddie Conrad at 

9.85 seconds. 

Atlas Building Products once again sponsored the Screw 

Driving Competition. Th ree-man crews stepped up to drive 1” 

Woodtite fasteners into 29-ga. ag panels using a DeWalt 268 

screw gun. “Th e winning team was Countryside Metals with a 

three-man team time of 43.7 seconds,” reports company spokes-

person Amanda Edwards. “Coming in second was Timbercrest 

construction with a time of 47.52 seconds. Th e fastest individual 

was TJ Mast with a time of 13.2 seconds.” 

Looking ahead, next year’s event takes place a little later in the 

year; the 57th Annual Frame Building Expo & Conference will 

be held April 2-4, 2025, in Knoxville, Tennessee. GSCB

True Metal Supply exhibited for the fi rst time at FBE.

Attendees could try the product innovations at the 

Simpson Strong-Tie exhibit.

http://www.garageshedcarportbuilder.com
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One of the advantages of a shed is that it 

can be used for storage or other func-

tions without electricity. But a shed 

can be far more useful if it can power 

devices such as a light, a radio, a laptop, 

fan, etc. Th e lack of power might be a 

dealbreaker for potential customers who 

want a shed with electrical power, but for one reason or another, 

it’s not feasible for them to install a dedicated electrical system. 

Th ey may not want to deal with the paperwork to get a permit, 

or it may be too expensive to have a system installed, or perhaps 

because of the shed’s location, it would be inaccessible to an 

electrical line. 

The Solution
Th ere’s a simple, low-cost alternative you can show customers 

that may help you sell a shed: a portable, lightweight recharge-

able battery pack that can cost as little as $200 to $300. 

I use a rechargeable battery pack myself in my 12’x20’ offi  ce 

shed, where I work as a shed salesperson. My shed has never had 

electrical wiring installed, but to use it eff ectively as an offi  ce, I 

needed power for a 4 ft . LED light, my laptop, a monitor, a desk 

lamp, and a charger for my cell phone. It certainly has met my 

needs, and you can use a similar setup to demonstrate this option 

to customers to potentially turn a shed sale “No” into a “Yes.” 

Off -Grid
Battery Power 
for Sheds
Turn a Sales “No” Into a “YES!!” 
With This Electifying Solution
BY PAM KAROUSIS

I work for K & K Barn Sales from this offi  ce shed. It has never had 

electrical wiring installed, but I needed power for lighting, laptop, 

and monitor. I turned to a rechargeable battery pack to supply 

the power I need, and it has worked well. It’s also a perfect way to 

demonstrate a solution to a customer and potentially remove an 

objection to a sale.

My battery pack powers the 4 ft . LED light over my desk, as well as 

my laptop, monitor, and desk lamp, transforming my shed into a very 

usable offi  ce space. A battery pack also works great during a power 

outage at home.

I show all my customers how my shed 
is powered. They get so excited at the 
possibility of adding lights and small 

electronics in their shed without the hassle 
of permits or exterior wiring. It’s defi nitely 

a win/win for dealers and customers! 
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What’s Needed
To make a workable offi  ce space, I 

bought a rechargeable battery pack from 

Amazon. Th e brand I use off ers a wide 

range of prices and wattages, currently 

at around $179 for 300W and $499 for 

700W. Th ere are far more choices of 

brands, power options, and prices. Th e 

battery I chose has a fast recharge feature 

that recharges from 0% to 100% in just 

an hour. It has two outlets, three USB 

ports, a light, and can recharge from 

a power cord plugged into an outlet, a 

solar panel, or a car cigarette lighter. 

I also bought a power strip to plug in 

all my devices into; then I simply plug 

the power strip into the power pack. My 

battery isn’t powerful enough to run high-energy demand items, 

such as a coff eemaker, mini fridge, or power tools, but there are 

higher-priced battery packs rated for those uses for customers 

who are interested. Another option is to have more than one 

power pack to run more devices.

Recharging
I take the power pack home at night to recharge and bring it 

back to work the next day. If needed, I can take it to the retail 

shop next door to my offi  ce to recharge it if it runs low during 

my work hours.

Close That Sale
If a customer’s major hesitance in purchasing a shed is its 

lack of access to electricity, you can off er this simple, practical 

solution. Th is idea may never have occurred to them, and with 

that objection resolved, it may make all the diff erence in making 

a sale. Easily 15 to 20% of my customers become even more 

motivated to purchase when I can demonstrate how easy it is 

to power their shed. Th ey’re just amazed. It just adds so many 

more possibilities with how they will be able to use it. It has also 

added to my upgrade sales for them to order a workbench or 

shelves built in. GSCB

Pam Karousis has been selling sheds since 2021 and has been at 

K & K Barn Sales (https://kandkbarn.com), since 2022. She has 

two sheds at home, and two offi  ce sheds she works out of six days a 

week, so she’s fully immersed in the shed life. She enjoys designing 

sheds for her customers and helping them decide which shed is the 

perfect one for their needs.

I placed a dollar bill on top of my battery power pack for size com-

parison. Th e pack is lightweight, so it’s easy to bring back and forth 

to work every day.

(FAR RIGHT) My battery pack powers the 

4 ft . LED light over my desk, as well as my 

laptop, monitor, and desk lamp, transform-

ing my shed into a very usable offi  ce space. 

A battery pack also works great during a 

power outage at home.

(RIGHT) Here’s my battery pack, plugged 

into the power strip. It has a digital gauge 

that shows output and the percentage of 

charge remaining. It also has a built-in 

light, DC plug, AC plugs, and USB ports.

http://www.garageshedcarportbuilder.com
https://kandkbarn.com
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CertainTeed Launches New 
Solar Off ering in Partnership 

with SunStyle
CertainTeed, the leading North 

American manufacturer of sustainable 

building material, has entered a strategic 

partnership with residential and com-

mercial solar roofi ng pioneer, SunStyle. 

Th is deal signifi es a notable expansion for 

CertainTeed, broadening its U.S. off erings 

to include the premium Swiss-engineered 

line of product. Th rough this partnership, 

CertainTeed is poised to deliver an array 

of industry-leading solar solutions to its 

customer base, including homeowners, 

architects, builders, and more.

SunStyle has been a leader in the devel-

opment of building-integrated photovol-

taic (BIPV) technology for more than 15 

years and extends CertainTeed’s growing 

portfolio of solar technology off erings.

Combining structural roofi ng materi-

als with solar modules, SunStyle off ers a 

comprehensive solar roofi ng system with 

industry-leading performance and sleek 

aesthetics. SunStyle solar roofi ng mod-

ules are installed edge-to-edge in a pat-

ented overlapping diamond dragonscale 

confi guration, engineered for weather-

proofi ng and strong enough to withstand 

harsh weather conditions. Th e solar roof 

system can be installed on single- and 

multi-family homes, or on commercial 

and industrial buildings.

For more information, visit certainteed.

com/products/solar/sunstyle. 

Ambassador Supply Names Joel 
Usina Marketing Director

Ambassador Supply has named Joel 

Usina as the company’s marketing direc-

tor. Usina’s career includes over 12 years 

of marketing experience working as a 

website and graphic designer and as a 

director of marketing for Redfl i Elec-

tronics/Redfl i Design Build. In addition, 

Usina has held the role of director of 

operations and director of family services 

for Genesis Outreach.

Based in Fort Wayne, Indiana, Am-

bassador Supply is an investment and 

management company in the residential 

and commercial construction industry. 

For more information, visit ambassador-

supply.com.

ATAS Announces 2024 
Metal Wall Panel Installation 

Seminar Dates
ATAS International will conduct wall 

panel installation seminars for the follow-

ing locations and dates.

Allentown, Pennsylvania

• July 24-25

• Oct. 15-16

Mesa, Arizona

• Sept. 18-19

University Park, Illinois

• Nov. 6-7

Classroom learning and hands-on 

installation practice, along with a factory 

SunStyle Diamond Dragonscale solar panels.

Residence featuring SunStyle solar panels.
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tour, are covered during the seminar.  

Classroom learning includes education 

on ATAS’ specifi c wall panels, common 

substrates to which panels are applied, 

and tools recommended for panel instal-

lation. 

For the hands-on installation portion 

of the seminar, three diff erent panel ap-

plications will be covered: horizontally 

applied panels over open framing, verti-

cally applied panels over a solid deck, and 

metal shingles applied over a solid deck.  

Classes are taught by industry experts 

with many years of experience work-

ing with metal wall cladding.  For more 

information, or to register for a session,  

visit atas.com/in-person-installation-

seminar.  

Sheffi  eld Metals Announces
New Branch Opening in 

Plant City, Florida 
Sheffi  eld Metals International (SMI), a 

leading provider of coated and bare metal 

coil and sheet products, has announced 

a new branch opening in Plant City, 

Florida. It’s the sixth Sheffi  eld Metals 

branch to open and the closest to its Ac-

worth, Georgia, location. Th e new branch 

will provide convenience for existing 

customers in Florida and the Caribbean 

and help Sheffi  eld Metals reach more of 

its target market. 

Th ose customers currently buying 

products from Sheffi  eld’s Acworth, 

Georgia, location will now be able to get 

products from the Plant City location. 

“Th ere are a lot of customers in the 

Tampa area that are excited about this 

new opening,” Steve Gansey, Branch 

Manager of the Sheffi  eld Metals Plant 

City location, said. “We’ve had people 

from our Acworth locations asking when 

the Florida branch will open and start 

production. Th ey’re looking forward 

to getting whatever products they need 

quicker.” 

Th e opening of the Plant City location 

fi ts into the larger goal of Sheffi  eld Met-

als: to provide customers with the best 

service possible, no matter where they’re 

located. 

Th e new Plant City branch will be 

located off  the I-4 highway at 4021 South 

Frontage Road.

Tando Division Renamed 
Tando Composites 

Derby Building Products has an-

nounced its Tando division has been 

offi  cially renamed Tando Composites, 

paying tribute to its state-of-the-art 

composite technology. Tando Composites 

off ers two exterior cladding solutions — 

Beach House Shake® composite shingle, 

and TandoStone® composite stone. 

“Updating the brand’s name to Tando 

Composites refl ects decades of manufac-

turing development that is revolution-

izing the exterior cladding category,” said 

Ralph Bruno, CEO of Derby Building 

Products, the parent company of Tando 

Composites. 

Beach House Shake, with the look 

of individual, natural cedar shingles, 

perfectly replicates cedar’s natural color 

variations, saw cuts, and grain patterns. 

In four shades that resemble fresh-cut 

Eastern white, fresh-cut Western red, 

bleach oil shingles, or deeply weathered 

Eastern white cedar, Beach House Shake 

authentically meets the local design style 

in any geography. 

Unlike natural cedar shingles, Beach 

House Shake will stay looking perfect, 

without any discoloration, from the day it 

was installed for the life of the home. 

Additionally, Beach House Shake holds 

a Notice of Approval from Miami-Dade 

County for use in High-Velocity Hurri-

cane Zones and severe weather conditions. 

For the contractor, installation is fast and 

easy using standard tools and 80% fewer 

fasteners than individual cedar shingles.

DOWNLOAD OUR 
FREE BACK ISSUES

https://bit.ly/3r8ZDov

http://www.garageshedcarportbuilder.com
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TandoStone, a game changer for siding installers, delivers 

the authentic look and feel of stone to create on-trend mixed 

material home exteriors. Th e leading brand of composite stone, 

TandoStone is available in various colors and two profi les: 

Stacked Stone, featuring a dry stack profi le without grout lines, 

and Creek Ledgestone, imitating the appearance of hand-picked 

stones with visible grout lines. 

Using standard siding tools, TandoStone can be installed in a 

fraction of the time compared to natural stone or stone veneer. 

Learn more about Tando Composites at http://www.tandocom-

posites.com.

Marc Kermisch Joins Malco Tools 
Board of Directors 

Malco Tools, one of the nation’s leading solution develop-

ers and manufacturers of a variety of high-quality tools for the 

HVAC and building construction trades, announced that Marc 

Kermisch, chief digital and information offi  cer at CNH Indus-

trial, has joined its board of directors.  

Kermisch brings over 25 years of leadership expertise and 

experience with a variety of leading U.S. companies, where he 

has led corporate IT functions, driven technology strategy and 

architecture, and enabled 

e-commerce platforms. 

Kermisch will be instru-

mental in advising Malco 

on how to best leverage 

its technology invest-

ments to deliver value 

and improve customers’ 

digital journeys. 

“We are honored to 

welcome Marc to the 

Malco board,” said Malco 

president and CEO Rich 

Benninghoff . “Marc’s fo-

cus and deep experience 

in driving operational 

effi  ciencies and build-

ing strong partnerships 

will be invaluable to Malco as we implement new technologies 

that allow us to better serve our partners and customers as we 

continue to grow our business.” 

Malco Tools leads the market in high-quality specialty tools 

for the HVAC and RSG trades, and has seen year-over-year 

growth thanks to new product innovations. Kermisch’s appoint-

ment rounds out Malco’s board, which is focused on driving 

measured and strategic growth for the company and further 

strengthening the Malco brand in the marketplace.

For more information about Malco Tools, visit www.malcoto-

ols.com. 

Tecta America Commercial Roofi ng 
Acquires Eberhard Companies

Tecta America, the national leader in commercial roofi ng, has 

acquired Eberhard Companies based in Van Nuys, California 

and Las Vegas, Nevada.

Eberhard has served the greater Los Angeles and Las Vegas 

markets since 1945, making it one of the most recognized com-

mercial roofi ng providers in those areas and has performed 

some of the most iconic roofi ng work over the last 80 years. 

Eberhard has established itself as a premier provider of new 

construction, reroofi ng and service and maintenance services 

for property owners, and general contractors, as well as local, 

state and federal government customers. 

Eberhard’s focus on safety and taking care of its people and 

customers has been the keys to its success and growth.

Th e operation will be known as Eberhard, a Tecta America 

Company, LLC in the southern California market and Eberhard 

Southwest, a Tecta America Company, LLC, in the southern 

Nevada market.

Tecta America Corporation has grown to over 95 locations 

nationwide and is the largest roofi ng contractor in the United 

States, with an impeccable quality and safety reputation. Tecta is 

an approved applicator of all major manufacturers.  GSCB

Marc Kermisch, new member of Malco 

Tools Board of Directors.
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Brass Knuckle SmartCut 
KCR303 Features Improved Fit 

and Tactile Sensitivity
Th e Brass Knuckle medium-duty glove 

is now even better. Brass Knuckle® Smart-

Cut™ (BKCR303) off ers triple-threat 

benefi ts with A2 cut protection, excel-

lent dexterity, and superior grip, now 

mproved with better tactile sensitivity, 

better fi t, yet the same great protection.

OSHA estimates that over 70 percent of 

hand and arm injuries could be prevented 

with the proper protective equipment. 

Th at means considering form and fi t as 

well as function. A glove that fi ts well 

promotes compliance. It’s one that work-

ers will want to wear.

BKCR303 starts with ultra-high-

molecular-weight polyethylene fi ber for 

ANSI cut resistance level A2 protection 

and thinner, 13-gauge material for dex-

terity. A non-sticky polyurethane (PU) 

coating on the palm and fi ngers creates 

a solid-gripping glove. Polyurethane also 

delivers enhanced puncture protection 

and abrasion resistance, all without add-

ing bulk or reducing sensitivity. 

Th e glove is designed specifi cally to 

provide enhanced fl exibility and deliver 

the right balance of protection, perfor-

mance, and comfort for medium-duty 

jobs. SmartCut BKCR303 is the natural 

choice for material-handling applications 

requiring cut resistance and dexterity.

Th e polyurethane palm and fi nger 

coat delivers excellent grip even against 

oils, fats, and greases. An uncoated back 

and wrist improves ventilation, while a 

seamless and stretchable full knit wrist 

provides a snug fi t and prevents dirt, 

debris, and cold from getting inside the 

glove. Color-coded cuff s easily indicate 

glove size. 

For more information, visit brassk-

nuckleprotection.com.

FastenMaster Introduces 
the New FrameFAST

FastenMaster has introduced the 

new FrameFAST fastener, featuring the 

patented TORX® ttap® Drive system. 

Th is new design empowers pros with the 

choice of using a standard impact driver 

or the award-winning FrameFAST tool. 

FrameFAST replaces many commonly 

used hurricane ties, installing 5X faster 

without the need for compressors, nailers, 

and hoses. Th e new 50pc box and 250pc 

bucket will include a free alignment guide 

ensuring a code compliant connection 

and TORX® ttap® driver bits that deliver a 

wobble-free drive.

“In 2011, FastenMaster began replac-

ing hurricane ties with structural screws 

and in 2017 we introduced FrameFAST, 

the fi rst system specifi cally designed to 

replace hurricane ties,” said Nikki Long, 

Structural Business Unit Director. “Our 

latest innovation delivers FrameFAST to 

more pros without the need for a specifi c 

tool while increasing productivity for 

home builders, remodelers and deck 

builders.”

Th e new fastener is certifi ed for con-

tinuous load path applications including 

securing roof trusses, wall studs and 

plates, in addition to attaching deck joists 

to carrying beams. Backed by Fasten-

Master’s exclusive ProjectLife Guarantee, 

FrameFAST is guaranteed for the life of 

the project and is approved for use in 

ACQ pressure treated wood.

Established in 1981, FastenMaster is a 

brand of fastening solutions for profes-

sional contractors. Its products are engi-

neered for structural, decking, and trim 

applications in residential construction, 

and its product line includes the LOK 

Line of structural wood screws, Tiger 

Claw Hidden Deck Clip System, Truss-

BRACE roof truss support system, as well 

as Cortex Hidden Fastening Systems for 

deck and trim applications.

For additional information, contact Fas-

tenMaster at 800-518-3569 or visit www.

FastenMaster.com.

Malco Tools Unveils Additions to 
Its Best-Selling C-RHEX® Line
Malco Tools, one of the nation’s leading 

solution developers and manufacturers 

of a variety of high-quality tools for the 

HVAC and building construction trades, 

announced additions to its popular C-

RHEX® line including C-RHEX drivers 

and C-RHEX SAWTOOTH in 3/8-inch 

and 7/16-inch hex sizes. Th e new models 

off er trade professionals more options 

to quickly and easily install and remove 

fasteners commonly used on commercial 

sites. 

With the addition of 3/8” and 7/16” 

hex sizes to Malco’s C-RHEX lines, trade 

professionals now have access to more 

driver options that feature a heavy-duty, 

deep-set magnet that does not contact 

Brass Knuckle SmartCut BKCR303 medium 

duty glove.

FastenMaster FrameFAST fastener.

http://www.garageshedcarportbuilder.com
http://www.FastenMaster.com
http://www.FastenMaster.com
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STEEL PRODUCTS FOR 
THE METAL ROOFING &  
METAL BUILDING INDUSTRY

512-263-0954 • unitedsteelsupply.com

Understanding Superior Service

Automation
Systems

Construction

Processing

Recondition
Existing

WE ADD THE VALUE TO THE METAL

“SINCE 1979”

620-382-3751

465 N Reading Rd, 
Ephrata, PA 17522

HOURS:
Mon - Fri: 7 AM - 5 PM
Sat: By Appointment
Sun: Closed

THE UNIVERSAL VENTILATION SYSTEM

ULTRA-VENT

40 YEAR WARRANTY!

QUALITY PRODUCTS
COMPETITIVE PRICES

& MOST ORDERS SHIP THE SAME DAY

Ph: (334) 283-4030  -  FAX (334) 283-4032
info@goldenrulefastenersinc.com  -  www.goldenrulefastenersinc.com

• Screws  •  Closures  •  Ridge Vent
• Pipe Flashings  •  Butyl Tape  •  And much more!

THE MOST AFFORDABLE, ALL-IN-ONE 
SOLUTION FOR IN-GROUND POST DECAY 
AND UPLIFT RESTRAINT

P (610) 377-3270
www.planetsaverind.com Made in the USA

mailto:info@goldenrulefastenersinc.com
http://www.goldenrulefastenersinc.com
http://www.planetsaverind.com
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= BUILDING INVESTMENT PROTECTION

www.directmetalsinc.com         855-800-8878

HWH & PANCAKE FASTENERS • ANCHORS • PIPE FLASHINGS
REFLECTIVE INSULATION • POLYCARBONATE PANELS

SOLID & VENTED FOAM CLOSURES

Let DMI complete your building project 
with Code Approved & Warrantied:

PREMIUM QUALITY

ROLLFORMING MACHINERY

WWW.ASCMT.COM   TEL: (509) 534-6600ROLL UP DOOR LINES

CZ PURLIN LINES

CHANNEL LINES

PANEL LINES

TRIM LINES

SLITTING LINES

Lebanon, PA
10 Enterprise Court
Lebanon, PA 17042

Bridgton, ME
24 JR Mains Drive
Bridgton, ME 04009

Orwell, OH
161 Grand Valley Ave
Orwell, OH 44076

Howe, IN
7180 N 050 E
Howe, IN 46746

EVERLAST II™ EVERDRAIN™

AZM™ with Activate Technology
Synergy® Paint System

Cut Edge Corrosion Inhibitor™ (CECI™)
Heat Forming

Most corrosion resistant panel in the 
industry

O u r  N a m e  S a y s  I t  A l l

FAST • EASY • LOW COST

www.retrofi tclip.com  • retrofi tclip@hotmail.com
1-800-431-9661 • Manitoba, Canada

NEW!!!

1-800-WASHER 5 (927-4375 • Ph: 858-513-4350 • info@aztecwasher.com • www.aztecwasher.com 

23-PC-069-RuralBuilderDir-Ad-B-Fin1.indd   1 10/17/23   10:56 AM

• Coil Upenders • Shears • Slit Line • Uncoilers • Trim Roll Formers

• Panel Lines• Wrappers

(330) 674-4003 - ACUFORMEQUIPMENT.COM
Millersburg, Ohio

MANUFACTURER OF ROLL FORMING EQUIPMENT

http://www.garageshedcarportbuilder.com
http://www.directmetalsinc.com
http://www.retrofi
mailto:tclip@hotmail.com
mailto:info@aztecwasher.com
http://www.aztecwasher.com
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®

5th ANNUAL

FOR MORE INFORMATION CONTACT MISSY BEYER:
missy@shieldwallmedia.com  •  920-216-3007

SEPTEMBER 18-19, 2024
DeVos Place, Grand Rapids, MI

Show

FOR MORE INFORMATION CONTACT MISSY BEYER:
missy@shieldwallmedia.com • 920-216-3007

www.garageshedcarportshow.com

4TH ANNUAL

JANUARY 15-16, 2025
GREENVILLE CONVENTION CENTER • GREENVILLE, SC

http://www.garageshedcarportshow.com
mailto:missy@shieldwallmedia.com
mailto:missy@shieldwallmedia.com
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the screw, so the fasteners spin true, and 

the magnet retains its strength for years 

to come.  

Built with S2 hardened steel for long 

life and superior durability, the remov-

able and reversible hex driver allows 

users to easily clean the socket and 

magnet. Trade pros can get back to work 

quickly by removing the driver from the 

impact to push the drive side of the shaft  

through the socket to quickly clear seal-

ant buildup. 

With the new SAWTOOTH 3/8” 

and 7/16” hex drivers, pros can rapidly 

remove sealant and adhesive-coated fas-

teners when doing retrofi ts or removals 

of existing HVAC equipment and ducting 

with the sawtooth action.  

Th e C-RHEX drivers portfolio allows 

trade professionals to quickly change 

between popular hex sizes and elimi-

nate troublesome buildup of sheet metal 

shavings with the swipe of a glove or 

towel. C-RHEX drivers are quick to set 

up and change between sizes while the 

driver shank remains installed in the drill 

chuck. Th e new hex reversible sockets in 

the 3/8” and 7/16” sizes ensure trade pros 

have the right size without the need for 

additional tools. 

 “We’re excited to off er new sizing op-

tions for our popular C-RHEX driver and 

SAWTOOTH product lines that are the 

perfect tool for contractors working on 

commercial HVAC and duct jobs,” said 

Rebecca Talbot, Malco’s vice president 

of marketing. “Malco is proud of the 

positive response we’ve received for our 

C-RHEX products and we look forward 

to providing future innovations that trade 

professionals need to make their jobs 

easier and safer.” 

 Th e new models join Malco’s existing 

C-RHEX portfolio, which includes 6 mm 

& 8 mm; 7 mm & 8 mm; 8 mm & 10 mm; 

5/16” & 3/8”; 1/4” and 5/16”; and award-

winning C-RHEX SAWTOOTH drivers 

in 1/4” and 5/16”. 

 For more information about Malco 

Tools, visit www.malcotools.com. GSCB

Malco C-RHEX Driver 3-8 7-16

Download  Your  Copy  Of  The
Shield  Wall  Media Business  Directory  :

www.shieldwallmedia.com/directory

4            2024 DIRECTORY - THE RESOURCE BOOK OF SUPPLIERS & SOLUTIONS

BUILDING MATERIALS

ADHESIVES, SEALANTS, 

CAULK, MOISTURE BARRIERS 

& WATERPROOFING

Albion Engineering Company

American Gutter Supply

Atlas Building Products

DB Building Fasteners, Inc

Direct Metals Inc.

Dripstop®

East Coast Fasteners

EPDM Coatings Corp.

Golden Rule Fasteners

Hitz Halter

Innovative Energy, Inc.

Lakeside Construction Fasteners, Inc.

Levi’s Building Components

Marco Industries

MWI Components

Novagard

PPG VERSOLON™ Solutions

rFOIL Reflective Insulation 

  (Covertech Inc.)

Sharkskin

SnoBlox-SnoJax

Triangle Fastener Corporation

LIVESTOCK, EQUINE 

& AGRICULTURAL

BECK America

Best Products

Classic Equine Equipment

County Line Concepts: 

  Tough Trade Tools

FBi Buildings

Klar USA

Lester Buildings

Metal Exteriors

MWI Components

Suppliers Index
2024

HOW TO USE THIS GUIDE:

The Index below is a guide to help you find 

companies, distributors, associations, and other 

organizations that provide specific products or 

services to the rural building industry. This Index 

is followed by a Company Directory, which is in 

alphabetical order. Many companies have included 

logos and/or descriptions of their businesses to 

explain their offerings. Firms that won 2023 Gold 

Key of Excellence Awards and 2023 Metal of Honor 

Awards are noted on pages 14 & 15. 

Companies that advertised separately in this issue 

can be found in our ad index on page 67.

PHOTO COURTESY WARREN’S SHEDS AND CARPORTS
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A.J. Manufacturing, Inc1217 Oak St.
Bloomer, WI 54724
800-328-9448
715-568-3099 fax
info@ajdoor.com
www.ajdoor.com

Steel walk doors pre-hung in steel, aluminum or stainless steel frames with 4” x 4.5” fi xed pin hinges for 4-way universal swing, foamed in place door lite and polyurethane foam injected for an R12 insulating value. Harmony™ & Main Street™ vinyl windows with EZ-v™ trim and fl ashing.

AceClamp® by
PMC Industries, Inc.87 Spring Ln.
Plainville, CT 06062
860-351-0686
www.aceclamp.com

AceClamp® is a manufacturer of non-penetrating clamps for snow retention and solar mounting. Pre-assembled clamps save on labor costs and instal-lation time. Patented sliding-pin design protects metal roof panels from installation damage. Adaptable to various roofs. With AceClamp, you get the “Power of Pre-as-sembled” for secure and effi  cient rooftop solutions.

Acu-Form
10550 Township Road 262Millersburg, OH 44654330-674-4003

330-674-4035 fax
wayne@acu-form.comwww.acuformequipment.com

Acu-Form is a manufacturer of metal form-ing equipment, such as the Ag Panel, Post Cut Shear, Uncoiler, Corner, J-Channel, Ridge Cap, Rat Guard, Hemmer, Slitter, Wrapper, etc., also machines made to your specs. Our goal is to meet and exceed our customers expectations. Our number one priority is to send our customers durable top performing machines that will give you years of trouble-free service.

Directory
Find the suppliers with the products you need for your jobs…it’s fast, it’s easy,

Directory
The Resource Book of Suppliers & Solutions

• Suppliers Index
• Company Listings

www.shieldwallmedia.com

PULL-OUT
Industry Event 

Calendar
PAGES 28-41

ANNUAL
Vol. 57, Issue 7

To get your company into the 2025 Directory,
use our online form or contact:

Gary Reichert • 715-252-6360  •  gary@shieldwallmedia.com

http://www.malcotools.com
http://www.shieldwallmedia.com/directory
mailto:info@ajdoor.com
http://www.ajdoor.com
http://www.aceclamp.com
mailto:wayne@acu-form.com
http://www.acuformequipment.com
http://www.shieldwallmedia.com
mailto:gary@shieldwallmedia.com
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A Legacy of Hard Work, Integrity, and 
Stellar Customer Service

BY JEANNIE KONTIS

Fox Country 
Sheds

Who started the business and when?
Fox Country Sheds has been in business since 1998. It was 

originally known as “Fox’s Country Sheds,” a company started 

by the Fox family — Earl and his son Charles — who sold the 

business to Adam and Jeannie Kontis when Earl retired and 

Charles wanted to travel for mission work. Th e Kontis family 

have owned the business since 2008, and soon aft er changed the 

name to Fox Country Sheds. We are still referred to as “the Fox 

family” because the business has such a well-established reputa-

tion in the area. Also, some of the original Fox family continued 

to work for us for several years aft er the transition.

What was their previous history, 
prior to starting the business? 

Adam and Jeannie had operated several successful businesses 

before taking over Fox Country Sheds, including involvement in 

real estate sales, investment, and construction, as well as three 

successful hospitality establishments. A background in con-

struction and business ownership paved the way for transition 

to prefabricated building manufacturing.

Were there changes in location through the years? 
Th e current location for Fox Country Sheds has remained 

unchanged for several decades. Even prior to the formation 

of the Fox’s Country Sheds manufacturing brand in 1998, the 

facility had been a storage shed manufacturing shop for several 

decades.  Every local knows that sheds are built in “that building 

on 322.”  Decades past it was Brickerville Structures and then 

Ben’s Country Sheds before becoming Fox’s Country Sheds (now 

Fox Country Sheds). Most of the old T1-11 sheds that we haul 

away now have a Brickerville Structures placard on it from about 

40 years ago or so. 

From left  to right: Alex, Jeannie, and Adam Kontis.

BUSINESS PROFILE



and less SKUs for dealers. Unlike most structural screws, all CAMO structural screws can be used for interior and exte-rior projects. There are numerous variet-ies in the product line.

 ATLAS ROOFING LAUNCHES ENERGYSHIELD XRAtlas Roofing Corporation announces 

the introduction of EnergyShield XR, a new polyiso insulation product specifical-ly engineered to provide continuous insu-lation for foundation walls and under-slab use. EnergyShield XR expands upon their polyiso wall solutions to create a versatile, industry-leading portfolio for both com-mercial and residential applications.“EnergyShield XR effectively insulates the building foundation to help improve energy efficiency and interior comfort for occupants,” said Jen Frey, Senior Product Manager for wall insulation at Atlas. “It’s engineered to effectively reduce energy loss through foundation walls with excep-tional durability to resist loads from soil and hydrostatic pressure.”Atlas said this new product has a very high R-value and a 15-year thermal war-ranty.

 CAT LAUNCHES NEW HAMMER DRILL WITH GRAPHENE BATTERYThe New Cat 18V ½-inch DX13 Brush-less Hammer Drill claims the distinction of being the first portable power tool to feature a graphene battery. This state-of-the-art 18V, 5.0Ah graphene battery deliv-ers twice the power, charges three times faster, and provides four times longer life cycles than conventional lithium-ion bat-teries.
“Imagine the ability to fully re-charge a 

5Ah battery in 20 minutes and have twice the amount of power to tackle some of the toughest applications on the jobsite with-out being connected to a cord,” stated the press release. “Plus, the graphene battery provides four times the amount of life cy-cles, which translates to 1200 charges on a single battery, with a 5-year warranty to stand behind it.”
All cordless tools on the Cat 18-volt platform are compatible with the 18V, 5.0Ah graphene battery. Cat also said the Hammer Drill features “25 percent more power, provides 50 percent longer runtime, and adds 10 percent longer life, compared to traditional brushed mo-tors.”   RB
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NEW PRODUCTS

ASC MACHINE TOOLS, INC. PREMIUM QUALITY ROLLFORMING MACHINERY
PANEL LINES

TRIM LINES DECKING LINES TRACK LINES ROLL UP DOOR LINES

CZ PURLIN LINES

CHANNEL LINES
PURLIN STACKER SEAMING STATIONS ROLL-UP STATIONS

COIL UPENDER

WWW.ASCMT.COM 

MANUFACTURED IN SPOKANE, WA SINCE 1949

TEL: (509) 534-6600

Metal Roofing Magazine; Frame Building News; Roofing Elements Magazine; Rollforming Magazine:
Karen Knapstein – karen@shieldwallmedia.com • 715-513-6767

Rural Builder; Garage, Shed & Carport Builder:
Dan Brownell – dan@shieldwallmedia.com • 920-264-0787

GET GUARANTEED PLACEMENT BY ADVERTISING: Gary Reichert – gary@shieldwallmedia.com • 715-252-6360

Submission is not a guarantee of publication. We reserve the right to edit all submissions for content, length, and clarity.

        Include a clear, high resolution image of the product  
      (no logos or advertisements), along with a brief 
     description of your product and the problems it solves. 

TELL 100,000
SUBSCRIBERS ABOUT YOUR
NEW PRODUCT

If your company has 
developed a new 
product for builders 
or contractors, 
email a new product 
announcement
to one of the 
contacts listed 
below for possible
publication in our
business-to-business 
magazines. 

www.ruralbuildermagazine.com

Serving The Construction Trade Since 1967

CUPOLAS

DECEMBER 2023 
Vol. 57, Issue 9

BIG
CLEAR
 SPANS

FLIP TO
METAL BUILDER

SPECIAL
SECTION

All About
GRAVEL
FLOORING

SEE US INSIDE

SEE PAGE 16 SEE PAGE 44

SEE PAGE 44SEE PAGE 44

Form & Function

HOW TO 
WORK A 
TRADE 
SHOW

The Only Magazine Dedicated to the Eff ects of Weather and Climate on Roofi ng

FALL 2023
Vol. 3, Issue 3

HAIL IMPACT 
TESTING
ON ASPHALT
SHINGLES

FIRE-RESISTANT 
ROOFING MATERIALS

www.roofi ngelementsmagazine.com

IBC CODE 
LANGUAGE 

UPDATED
FOR LIGHTNING 

PROTECTION

PINE STRAW
VS. METAL

GUTTER GUARD 
OPPORTUNITIES:
AMERICA’S LEAFIEST 

CAPITAL CITIES

EXCLUSIVELY DEVOTED TO CONSTRUCTION ROLL-FORMING PROFESSIONALS

CARBON
& STEEL

WHY IT
MATTERS

APRIL/MAY 2024 
Vol. 7, No. 2

ROLL FORMER
CLEANING & PREVENTIVE
MAINTENANCE

TEAM RUBICON:
DRIVEN
TO SERVE

DON’T MISS THE
POST-FRAME
BUILDER     SHOW

ROLL TOOLING
& DIE DESIGN

www.rollformingmagazine.com

FEB/MAR 2024
Vol. 23 • No. 1

Re-Roofing 
With Metal

SEE US ON PAGE

22
16

4912

readmetalroofi ng.com

Understanding
Sealants

®

Advancing the Metal 
Roofi ng Industry 
Since 2001 

How Natural 
Metals React

STATE
OF THE

INDUSTRY

www.garageshedcarportbuilder.com

JAN. 24-25, 2024
KNOXVILLE, TN

MEASURING
TIPS & TRICKS 

ADUs
ALL ABOUT
SHED
RAMPS

FASTENERS 
LEARN WHY THEY’RE
SO IMPORTANT

HIGH-END

Oct/Nov 2023

Vol. 4, Issue 5

PROTECT YOUR 

POSTS

THE ONLY PUBLICATION SERVING THE POST-FRAME INDUSTRY FOR OVER 35 YEARS                       WWW.FRAMEBUILDINGNEWS.COM

 WORKING WITH
PLAIN

COMMUNITIES

FLIP TO POST-FRAME BUILDER SHOW PREVIEW

BOOTH #315

BOOTH #1033

BOOTH #427

JANUARY 2024
Vol. 36, Issue 1

5 TIPS
FOR POST-FRAME
SALES SUCCESS

BOOTH #435

SEE US AT THE FRAME BUILDING EXPO
10-PAGE SHOW PREVIEW INSIDE

46  GARAGE    SHED    CARPORT BUILDER  /  JUNE/JULY 2023

NEW PRODUCTS

S-5! Unveils New Clamp for 

Riverclack Profi les

S-5!, the inventor of engineered, 

manufactured, metal roof attachments, 

introduced its new S-5-RC™ clamp for at-

taching a wide range of rooft op accesso-

ries to the Riverclack® metal roof profi le.

Th e two-piece design of the S-5-RC in-

terfaces with the rib geometry and creates 

a mechanical interlock strong enough to 

mount most rooft op applications with cer-

tifi ed holding strength, protecting the roof 

from corrosion and preserving the metal 

panels’ thermal cycling characteristics.

Applicable for small- and large-scale 

industrial, commercial and institu-

tional projects, the clamp can be installed 

anywhere along the seam for placement 

fl exibility. Installers can utilize the S-

5-RC with rails or pair the clamp with the 

S-5! PVKIT® solar solution for stream-

lined rail-less and penetration-free solar 

mounting to save time and money. 

Made of high-tensile structural alumi-

num to match Riverclack’s long-lasting 

performance, the S-5-RC requires no 

maintenance or reinspection and is war-

ranted for the life of the roof.

New Stanley® Control-Lock™ 

Tape Measures 

Stanley has released the new Control-

Lock tape measures that feature an inte-

grated fi nger brake, providing users with 

maximum control and protection when 

extending and retracting the blade. Com-

ing in lengths of 12, 16, 25, 26, and 30 

feet, they’re made to reach out to 12 feet. 

Features listed:

• An integrated fi nger brake that pro-

vides improved control of the blade when 

measuring and retracting

• Pro-grade performance 1-In. blade 

width and 12-Ft. max reach 

• Protective rubber over-molded casing

• BladeArmor coating treated to the 

fi rst 3 inches.

Malco Products Expands Line 

of C-RHEX Drivers

Malco Products, SBC, one of the na-

tion’s leading solution developers and 

manufacturers of a variety of high-

quality tools for the building trades, 

today launched an extension of its line 

of award-winning Cleanable, Revers-

ible Magnetic Hex Drivers: the Build-

ing Construction Series, which features 

deeper sockets for installing fasteners 

with higher head heights such as concrete 

anchors, pole barn screws and other 

common fasteners for roofi ng, siding and 

gutter applications.

Th e C-RHEX Building Construction 

Series models are available in six lengths 

from 2" throug 12". Reversible 1/4" and 

5/16" hex sockets allow for quick changes 

between sizes, and the Building Con-

struction Series drivers are designed to 

work eff ectively with painted fasteners, as 

specialized polish in the internal sockets 

prevents fastener sticking.

End-users can save valuable time and 

eff ort by having access to two reversible 

hex sizes in one driver with color-coded 

grooves for easy identifi cation. Th ese 

drivers are built with S2 hardened steel 

for long life and superior durability, and 

the protected heavy-duty magnet is easy 

to clean and doesn’t contact the screw, so 

the fasteners spin true. Th e magnet will 

retain its strength for years to come.

Th ese new models join Malco’s existing 

C-RHEX portfolio, which includes 6 mm 

and 8 mm; 7 mm and 8 mm; 8 mm and 

10 mm; 5/16" and 3/8"; 1/4" and 5/16"; 

and award-winning SAWTOOTH 

C-RHEX drivers.

Bosch: New Cordless Rotary 

Hammer Has Corded Power

Bosch has released a new cordless ro-

tary hammer that it says has the power of 

a corded tool. Th e concrete rotary ham-

mer is called the Profactor 18V SDS-max 

1-5/8" Rotary Hammer (GBH18V-40C) 

and outperforms its corded counterpart, 

the Bosch 11264EVS, according to Bosch. 

Features listed:

Cordless Design: Delivers corded 

hammer performance, with 6.7 Ft.-Lbs. 

of impact energy (EPTA) powered by a 

single 18V CORE18V 8 Ah or 12Ah bat-

tery, making concrete work easier.

KickBack Control: Reduces the risk of 

sudden tool reactions in binding condi-

tions. 

Soft  Start and Controlled RPM: Adjusts 

the tool rpm and bpm for more con-

trolled drilling and chiseling applications 

when working with soft er materials like 

brick and tile. 

Anti-Vibration System: Helps to 

reduce tool vibration due to the longer air 

cushion built into the hammer tube and 

dampeners added in the handle. 

Lock-On/Lock-Off  Button: Keeps the 

tool running when locked on (hammer 

mode only) and helps prevent accidental 

activation of the tool trigger when locked 

off . 
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What else can you tell us about your history? 
We have been building quality backyard storage sheds in the 

town of Brickerville, Lititz, Pennsylvania — a small area in Lan-

caster County — for decades.  We are proud of the reputation 

that we have established and continue to uphold. 

What products and services do you provide?
We manufacture prefabricated wood storage buildings — pri-

marily sheds and garages. We like to keep current on styles and 

trends that homeowners lean toward. When we originally took 

over the business, only vinyl sided sheds were being manufac-

tured. We added painted sheds as well, which are quite popular.  

Our main focus is on wholesale because we respect our 

dealer’s time and want to be available for support as needed, to 

answer general inquiries or to do custom orders. We do also sell 

retail, mainly locally or in areas where we don’t have a dealer.  

We feel it keeps our ideas for new styles and trends current so 

that we know what to off er our dealers.

 What is your current territory?
We focus primarily on the East Coast of the U.S., mostly mid-

Atlantic, allthough we have a few dealers in more central states 

and the occasional retail sales out of the area, too. For instance, 

we just shipped a shed to Michigan. 

What is the current business climate in your area? 
Our area in Lancaster County, Pennsylvania, is generally in-

volved in a lot of manufacturing, so unemployment is relatively 

low. Th is means that homes sell easily, and homeowners need 

sheds. We are seeing an uptick in larger styles, such as two-story 

garages or large sheds in general. Th is seems to be the consensus 

from most of our wholesale orders also. While the orders might 

be a bit slower than in recent years, during the pandemic we had 

an increase in sales. We are seeing larger sized/priced orders 

coming in. People who have the means are buying big buildings. 

What is your primary customer base?
Our primary customer base is our wholesale dealer customer.  

Besides our wholesale orders, our retail sales consist of residen-

tial (mostly) but we also have our fair share of businesses placing 

orders when in need of either a storage facility or even an out-

door area to retrofi t for staff  breakrooms or excess offi  ce space.

How do you diff erentiate 
yourself from your competitors?

Th ere is defi nitely competition in the area, as we are located 

right in Lancaster County, Pennsylvania, the heartbeat of shed 

manufacturing on the East Coast. We don’t really do anything in 

particular as a gimmick to try to diff erentiate ourselves; rather, 

we treat everyone as we would want to be treated, with respect 

and terrifi c customer service. We build a quality product and 

it speaks for itself. Our customer service is top notch, and that 

is really the feedback that we hear most — from our wholesale 

dealers and from our retail customers. Th e one main point that 

would diff erentiate us from our local competition is that we are 

the only shed builder in the area (that we know of!) who is not 

a member of the Plain Community. We are the only “English” 

shed builder in the area and that takes people by surprise! But 

we feel we have an excellent relationship with our local competi-

tion and can speak freely with them about the current business 

climate, etc.

Tell us the challenges the company 
has overcome, and how you did it. 

Th e largest challenge has always been the workforce, generally 

fi nding labor for the shop who have the skill or are trainable, 

who will want to work for an honest wage, who pay attention 

to detail and take pride in their work. We seem to have honed 

that need now, and have a great crew working in the shop with 

us. Some have been with us for 14 years, some 10 years, and that 

seems encouraging to new employees who can see that they can 

have a good career and make a living building for Fox Country 

Sheds.

To what do you owe the success of your business? 
It is really the same mindset that we look for in our employ-

ees:  hard work, attention to detail, and pride in our work. We 

treat our customers and our employees fairly and with respect.  

We have an excellent relationship with our suppliers, who have 

become more like friends over the years. It all boils down to be-

ing honest and respectful, and not being afraid to take chances.  

You need to be fl exible with ideas, with investments in your 

building and equipment, and with your relationships. 

What would you tell yourself three years 
ago or fi ve years ago if you could?

“Don’t sweat the small stuff ” would be Alex’s answer. Five 

years ago would have been right before the pandemic, and we 

Fox Country Shed Crew Christmas Party

BUSINESS PROFILE
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had to just “go with the fl ow” with the materials shortages and 

backlogs. It was really hard to see where it would all end up — 

with the surcharges and pricing fl uctuations. Jeannie’s answer 

would be “invest in technology,” as we were so busy building 

sheds that we really didn’t have time to keep up with our website 

and new online tools, which we are catching up with now.

What is your advice to somebody who 
is brand new in your line of business? 

Don’t get so hung up on pricing and markup and margins 

right off  the start. Your main concern is providing excellent 

customer service, and the referrals will come. Get to know your 

vendors and suppliers and create a relationship with them.  

Make friends with your customers. Th ey are spending a lot of 

money, and they want to know that you are trustworthy and not 

trying to make a buck off  them. 

Where do you see the biggest opportunities 
in the coming months? Coming years? 

It’s really the online shopper that is creating the biggest op-

portunity.  If you are not reaching your consumer online and 

giving them all of the information they need, while still provid-

ing personal service, you are not taking advantage of the biggest 

opportunities available to you. And this is an ongoing eff ort, as 

technology changes so quickly. 

Where do you see the biggest challenges 
in the coming months? Coming years? 

Th e biggest challenges would be HOAs and local government 

obstacles with regards to setbacks and whether a homeowner 

can get a shed that they want and place it in a reasonable area in 

their yard.  Some newer home developments and local zoning 

make it hard for a homeowner to place a shed, making them 

jump through hoops such as stormwater studies, etc, that it re-

ally creates a burden for many customers. Th ey just get over-

whelmed with the paperwork. 

An equal challenge as a manufacturer is the cost of insurance. 

General liability, property insurance, and worker’s compensation 

for our line of work is getting to be very expensive. Of course we 

continue to be insured to protect ourselves and our employees, 
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as well as our customers, but the reality of it is we know that 

many of our competitors are not insured, and oft entimes they 

end up paying for it greatly. 

What are the things that you are not good 
at and would love to learn more about? 

So many areas! None of us are perfect and we always have a 

lot to learn. Time-management would be a good start; it’s easy to 

plan your day of phone calls and appointments, but as a business 

owner there are always obstacles that get thrown in the mix and 

can upend the schedule. Th e shop schedule never gets missed. 

You have to be good at letting the reins loose a bit and pivoting 

and still getting the sheds completed in time for loading on the 

trailer that has been scheduled for weeks. 

Technology can help with some of those time constraints, but 

we need to make time to learn about the technology, and then it 

can mess up the time-management thing. 

What are your Three Keys to Good Business? 
1. Hard work - never being afraid of the long hours and plan-

ning involved.  

2. Integrity - being honest in your business dealings and in life 

in general. 

3. Self-effi  cacy - having the self confi dence to take risks and 

seeing things through. 

What are your business goals for the future? 
We are always looking to increase our wholesale accounts 

because we are a manufacturer and that is our main business. 

We are always open to talking to retailers to see how we can help 

them to add Fox sheds to their inventory. 

We are also always on the lookout for a larger manufacturing 

plant, or a property to build on so we can really spread out and 

work more effi  ciently. 

Lastly, future plans would include Alex taking the reins 

entirely as Adam and Jeannie take lesser roles in the day-to-day 

obligations. 

Tell us about your company 
culture and business philosophy.

Th e Fox Country Sheds Mission Statement:  It is our goal to 

provide our (wholesale and retail) customers with a superior 

product built with integrity and quality. We strive to satisfy our 

customer’s needs through the process of ordering, customizing, 

and delivering a product which will enhance the end user’s  

property and fulfi ll their storage needs within their budget.

Who are your component suppliers? Can we give a 
shout-out to them for their great products?

  ■ Metal Roofi ng from AB Martin.  Shingles from Service 

Wholesale Inc.

■ Plywood & Lumber from Capital Forest Products, Seven D 

Wholesale, Culpeper

■ Insulation - Elite Insulation, Home Depot

■ Fasteners, Adhesives, Sealants - Apple Outdoor Supply, 

WEH Supply, Leola Fasteners, Corus

■ Ventilation - Ridge vents: CL Aluminum, Gable vents: Apple 

Outdoor Supply

■ Columns & Railings - Red Run Structures 

■ Windows & Doors - Bird-In-Hand Windows, Apple Out-

door Supply, WEH Supply 

■ LVL Beams:  AB Martin, Mussleman Lumber  GSCB

Ultimate ScrewsUltiBond UltiVent

ATLASFASTENERS.COM

USA MANUFACTURING & DISTRIBUTION TO SUPPORT YOUR BUILDING PRODUCT NEEDS

THE ULTIMATE LINE OF METAL CONSTRUCTION PRODUCTS
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PROJECT OF THE MONTH

Carport With Deck
National Barn Company - Central Division • www.nationalbarnco.com

For this 

project in 

Park Hill, 

Oklahoma, 

our customer 

imagined more than just 

a functional carport. 

He wanted a space that 

seamlessly blended 

protection for his vehicles 

with an inviting outdoor 

living area. By adding a 

raised deck, we were able to 

craft  a delightful extension 

of his home, perfect for 

hosting friendly gatherings or simply enjoying a quiet moment of relaxation. GSCB

The Details:
Builder: National Barn Company

Size: 16’x36’x14’ ceiling height roof only

Roof Pitch: 3:12

Metal: Burrow’s Post-Frame Supply

Posts: Burrow’s Post-Frame Supply,
solid sawn 6”x6” pressure-treated

Trusses: Burrow’s Post-Frame Supply

Additional Details:
  •Attached porch with wood deck 
 underneath, 2:12, 10’ ceiling - 0’ OH
  •Wall girts, 2”x6” #2
  •Skirt boards, 2”x6” 
 #3 pressure-treated
  •Corner bracing, 2”x4” #2
  •Truss carrier (double-top plate),
 2”x10” #2

http://www.nationalbarnco.com
http://www.garageshedcarportbuilder.com
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CONSTRUCTION SURVEY INSIGHTS

First CSI Annual & Market 
Report On Its Way Soon

Help Improve Future Reports by Participating in Surveys 

As of writing this, the fi rst CSI Annual & Market Report 

is being sent to the printer. Because of the timing, the 

Annual may be included with this issue.

July 2 will be the fi ft h anniversary of our acquiring the Con-

struction Division from the previous owner, F+W Media. In that 

time, we have expanded into multiple 

related markets. Th ese include roll form-

ing, sheds and portable buildings, and 

cold-formed metal. Adding these to the 

audiences from our legacy magazines, 

there seemed to be one frustrating point 

spread across the markets: a lack of ac-

tionable data.

We were asked to participate in market 

surveys by sharing our lists. At that time, 

the combined subscription list for our 

magazines was almost 60,000. Performing 

the due diligence revealed that some of 

the surveys had contact lists of under 100 

people. Not 100 responses, but under 100 

people on the list to receive the survey. 

Our experience told us there had to be a 

better way.

We experience about a 6% comple-

tion rate for the recipients of the survey; 

naturally, the more the better. Our surveys are still growing, and 

we are refi ning our best practices regarding survey content and 

generating responses.

Th is year we received 302 responses to our survey. Not earth 

shattering, but enough to generate data with a reasonable confi -

dence level.

Typically, market reports are sold as proprietary and cost 

recipients several hundred to several thousand dollars. We are 

providing it to all our subscribers free of charge.

If you see value in data for our markets and use this informa-

tion in any way, please help us improve for the 2025 CSI Annual. 

Th ere are a few simple things you can do:

First and foremost, take the survey. Th e more responses we 

have, the more complete the data. Th e 2024 Annual is admit-

tedly weaker in some geographic regions and some market seg-

ments. More responses solve this concern.

Second, tell people and share this information. Th e more 

people who know about this, the more 

people can benefi t from the information 

and take the survey.    We are publishing 

and distributing the report free to sub-

scribers so the information can be shared 

and help grow our corner of the construc-

tion industry.

Th ird, suggest topic areas or questions 

we should add to the survey. My email 

and phone number are all over our publi-

cations and I appreciate feedback.

Last, but certainly not least, consider 

sponsoring a section. If you look at the 

metrics (cost per thousand), this is the 

most cost-eff ective product we have to 

reach our audience. 

Collecting, curating, printing, and 

distributing the data is expensive. I per-

sonally want to express sincere gratitude 

to the sponsors who helped us make this 

possible and our advertisers. Without your support, we could 

not make this type of investment in the industries we all serve. 

Th ank you for your confi dence and support as we continue to 

grow and support our industries. GSCB

If you like the CSI columns or fi nd the information useful, help us help you. 

Please complete the Shield Wall Media construction industry survey and 
share it with your colleagues. A larger survey sample generates more reli-
able data.

ANNUAL &
MARKET REPORT

Economy Trends & Data for the Construction Trade

http://www.garageshedcarportbuilder.com


For more information on Sheet Doors visit:
ASTAAmerica.com/The-Extra-Mile or call: 770-692-2898.

For more information on ASTA AMERICA and 
our Doors, scan or call 888-850-1843.

ASTAAmerica.com

MARRIAGE ISN’T 
ALWAYS ABOUT COMPROMISE

WITH ASTA’S WIDE VARIETY OF OPTIONS, 
YOU CAN BOTH GET WHAT YOU WANT.

Variety is the spice of life, and with ASTA America’s extensive selection of models, sizes, and paint color options, 
you and your spouse can get the doors you want without settling. Our versatile and durable sheet doors come 
included with spiral torque tubes, tension holding devices, and adjustment available in the bracket systems. 

They’re a quick and easy install, whether you do it yourself or have one of our skilled dealers do it for you. 

ASTA America is a win-win. See, marriage is easy.

https://www.astaamerica.com/en/
https://www.astaamerica.com/en/



