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At Fabuwood we take pride in the fact that each of our 

cabinets are Special Reserve! Like a good Cabernet, our 

cabinets are treated with utmost care to create superior 

quality kitchens. From the very frst step of design to the 

last stages of delivery, we set the standard high - it’s what 

we stand for.

Enjoy your glass of “Cabinet” Sauvignon!
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Luxury Not Wasted
Waste containers need not be an eyesore. Update your space with the Rev-A-Shelf single and double door 

mount waste containers — featuring a sleek anodized aluminum frame that glides effortlessly on  

Rev-A-Motion™ soft-close slides.  The bins are available in stainless steel, silver and white.  

They come in a variety of sizes depending on your disposal needs.

(800) 626-1126  |  rev-a-shelf.com

5149-18DM-2SS

5149 DOOR MOUNT WASTE CONTAINER
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was designed by John Starck of 
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with architect Patricia O’Neill 

of Patricia O’Neill Architect and 

interior designer Linda Iannacci of 

Linda Iannacci Inc.
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Replace your pull with a push.

Perfecting motion

Introducing TIP-ON BLUMOTION mechanical opening system.

With a touch-to-open and soft close motion, we’ve created a non-electrical solution with limitless 

possibilities for clean, handleless design. See it in action with LEGRABOX at blum.com/push.

Circle No. 3 on Product Card

http://blum.com/push


LISTEN TO THE pundits and they’ll tell you that 

small is the new big.

McMansions have gone the way of the landline phone. 

Meanwhile, aging Baby Boomers and empty nesters are 

downsizing and Millennials swear that small equals chic 

(and if they want to live in urban areas, small is often all 

that they can aford). 

The tiny house movement has taken on a life of its 

own, with houses slightly bigger than milk cartons  

morphing from temporary post-hurricane shelters into  

the new “in” abode (never mind that you can probably only 

ft one pot, two changes of clothing and half a dog in some 

of these spaces). But tiny houses make for great HGTV, 

and they look adorable in the Pinterest photos (see related 

story, Page 30).

European shows like last month’s EuroCucina are 

showing a host of pared-down yet super-efcient applianc-

es that can ft in even the tiniest spaces.

Showrooms, too, are trending smaller, it’s said. After 

all, who needs all of those vignettes when technology 

allows you to showcase 51,234 product displays, all in the 

palm of your hand on your 4.7" iPhone screen (unless, of 

course, you have the latest, greatest iPhone, whose screen 

has increased to 5.5" in size – proof that some things, at 

least, are getting bigger).

But, for all the talk about the cult of small, there’s still 

plenty of folks embracing the bigger-is-better movement.

While showrooms are enhancing their use of technol-

ogy, many are opting for big-screen TVs or large kiosks to 

showcase project photos, rather than using smaller tablets 

(see related story, Page 34). 

Likewise, while American designers attending the 

recent EuroCucina marveled at the delightfully efcient 

small appliances designed to ofer space-saving bene-

fts, many of the hottest appliances at the 2016 KBIS, 

Architectural Digest Design Show and ICFF were oversized. 

The same trend seems to be evident with consumers.

I know this from personal experience. When my parents 

decided it was time to fnd a new house with fewer steps, 

they talked the talk – it was time to downsize, they didn’t 

need so much “stuf,” a big house was too much work, and 

wouldn’t it be better to clear out their old junk and just 

streamline and simplify? 

Yet the frst few houses we looked at were rejected 

outright because the kitchen was too small. Or the master 

bedroom was too small. Or the bathroom was tiny. Or there 

was no den, or no formal dining room, or tiny closets. One 

lovely house failed to make the grade for lack of a garage 

(never mind that my parents have had a garage for 51 years 

that, to my knowledge, they’ve never once parked in). 

After a while, the pattern became clear. My parents 

were willing to downsize…as long as their new house was 

still pretty big. 

The real estate agent told me she sees this a lot. Small 

is great in theory, but even those who don’t cook a lot still 

like to have a spacious kitchen, and a bath big enough to 

feel like a luxury haven.

Many Millennials feel the same way. As much as they 

love their adorably stylish small living spaces, once their 

income grows, marriage, children or just an accumulation 

of stuf usually leads to a larger space for their next home.

And while not every kitchen and bath frm wants or 

needs a super-sized showroom, many have come to realize 

that technology doesn’t replace showroom space, it simply 

augments it. 

Yes, we like the idea of small. We want to be more 

organized, more efcient. We marvel at tiny products that 

save energy and space – or add ‘virtual’ space. But we also 

like to have plenty of space for all of our “stuf.”

That’s not to say there aren’t lessons to be learned from 

small. Cleverly designed small spaces, small appliances or 

small showrooms can provide us with wonderful insights 

for being more efcient in our designs, in our storage and 

in how we consume energy. 

That said, as the economy continues to grow, expect to 

see “small chic” replaced by the “bigger is better” mindset.

“ Small is great in theory, but 

even those who don’t cook a 

lot still like to have a spacious 

kitchen, and a bath big enough 

to feel like a luxury haven.”

Small Lessons for Larger Spaces
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 “ YES, IT IS. As the Millennials come into 

their purchasing power, it’s important to be 

able to communicate with them in ways they 

are familiar and comfortable with. This way 

we can make sure we are not leaving out a 

whole segment of the potential market.”

Lucy Brickey, designer

Jim Carpenter Company

Fredericksburg, VA

 “ I FIND FACEBOOK and Houzz good 

tools for letting existing customers check 

out past projects. I think it has helped close 

a couple of projects, but have not yet expe-

rienced business from them. I have been 

heavy into Facebook and Houzz for about 

a year, so it might develop into a marketing 

tool but has not yet.”

Kellie Hancock, kitchen & bath designer

Kohl Building Products

Frederick, MD

 “ SOCIAL MEDIA HAS really done 

nothing for me, which is good, because I 

am swamped. I would not be able to handle 

any more work and I am not interested in 

expanding.”

Becky Brofman, principal 

Beyer Brofman Design

Oak Park, IL

 “ WE ARE ACTIVE with Facebook, 

Google Plus, blogging and Twitter. Blogging 

brings the biggest bang for our buck since it 

increases our Google authority. Twitter also 

helps point many people to our Website when 

we tweet a manufacturer’s product and they 

retweet. Our Website hits increase four-fold 

over a three-day period.”

John Lang, owner

Lang’s Kitchen & Bath

Newtown, PA

 “ YES, WE ARE on Facebook, Pinterest, 

Houzz and LinkedIn. Facebook and Pinterest 

seem to be the best platforms right now.”

Carolyn Kelly, cabinet design specialist

CO Lumber Specialties

Colorado Springs, CO

 “ IT’S NOT TERRIBLY important. 

My business is 95% referral-based. Strong 

relationships built with a couple of select 

contractors and interior designers, as well 

as a good reputation and referrals built 

through past homeowner clients in the 

community, have served me better than 

social media.”

Dale Kuhn, owner

Custom Cabinetry Studio

Yucaipa, CA

 “ SOCIAL MEDIA IS becoming more 

and more important. Millennials want to 

know how you are rated! They don’t care 

how great your Website is if it doesn’t come 

right up on their phones.”

Maria Stapperfenne ,CMKBD,  

manager/designer

Tewksbury Kitchens & Baths

Whitehouse Station, NJ

 “ YES, IN TERMS of gaining exposure. 

We post many completed projects, which 

show people that we do more than kitchens. 

We have also used social media to inform peo-

ple about industry materials or trends.”

James Tipton, president

Avoca Ridge Ltd. Design & Woodworks

Fairbury, IL

 “ SOCIAL MEDIA IS somewhat import-

ant to us, mainly in the sense that custom-

ers can view a wide variety of our work in a 

fnished setting. The most important outlet 

besides our Website is probably Houzz, and it 

showcases some of our unique projects.”

Mary Skurecki, kitchen & bath designer

MacLaren Kitchen & Bath

West Chester, PA

 “ I THINK SOCIAL media has a huge 

impact on keeping your business in touch 

with a customer base. Pictures and updates 

on products are great ways to gain interest in 

your social media pages.” 

Naftali Landau, president

Exclusive Cabinetry and Design, Ltd. 

Far Rockaway, NY

 “ YES, IT IS very important. We are 

getting more and more leads through our 

Website and [sources] outside of our site 

such as Angie’s List, the BBB and Google 

searches.”

Tony Martinez, business  

development manager

G M Roth Design Remodeling

Nashua, NH

 “ YES, WE USE professional photogra-

phy and post it on our Facebook page. I also 

share our business posts on my personal 

Facebook page and do some Facebook 

boosts. We post on LinkedIn and Instagram. 

We have a blog and newsletter and we share 

them both across the platforms. Social 

media is critical to us because we are small 

and don’t have a marketing budget for paid 

advertising.”

Nancy Jacobson, president

Kitchen Design Partners

Northbrook, IL

 “ I USE WORD-OF-MOUTH  

referrals and I do have a presence on social 

media sites like Facebook, Instagram  

and Houzz. They all work well to establish 

my brand.”

Yvonne Landivar, AKBD,  

principal/designer

Creative Construction & Design 

Reseda, CA

 “ YES. YOUNGER CLIENTS shop 

and view everything online, even while 

we’re discussing the items. My Website is 

mobile friendly and we have a Houzz and 

Pinterest presence.”

Marion O’Brien, owner &  

principal designer

Swags Classic Interior Design, LLC

Houston, TX 

 “ NOT REALLY. WE DO have a 

Website, but most of our interaction in 

the industry is with builders and through 

word-of-mouth.”

John Beasley, designer

Cozy Kitchens

Kitty Hawk, NC

Dealers & Designers’ Social Media Use

  WHAT DO YOU THINK? Email your feedback, 

contact information and the subject, ‘Market Pulse’ 

with your message to Janice@SOLAbrands.com

Is social media important to your business?  

Why or why not? If yes, what specifc platforms do 

you fnd most valuable in promoting your frm?
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HOUSING, ALONG WITH the related 

remodeling and kitchen/bath niches, continues 

to exhibit signs of growth as 2016 approaches 

its midpoint, according to the latest market ba-

rometers. Among the key statistics and forecasts 

released in recent weeks by government agen-

cies, research frms and industry-related trade 

associations were the following:

HOUSING STARTS

Steady job growth, afordable home prices, 

attractive mortgage rates and pent-up demand 

will help housing continue on a gradual up-

ward trajectory, according to economists who 

participated in the latest National Association of 

Home Builders’ Spring Construction Forecast 

Webinar. However, supply side headwinds – led 

by a shortage of construction lots and labor, along 

with tight access to loans – continue to hamper 

the recovery, economists noted. “Builders remain 

cautiously optimistic about market conditions,” 

said NAHB Chief Economist Robert Dietz. “2016 

should be the frst year since the Great Recession 

in which the growth rate for single-family pro-

duction exceeds that of multi-family. And we see 

single-family growth accelerating in 2017.” The 

Washington, DC-based NAHB is projecting sin-

gle-family production to post a 14% gain in 2016, 

and rise an additional 19% in 2017.

EXISTING-HOME SALES

Buyer demand for existing homes “remains 

sturdy” in most areas of the country, and the 

mid-priced market is doing well. However, sales 

are softer both at the very low and very high ends 

of the market because of supply limitations and 

afordability pressures. “The choppiness in sales 

activity so far this year is directly related to the 

unevenness in the rate of new listings coming 

onto the market to replace what is, for the most 

part, being sold rather quickly,” said Lawrence 

Yun, chief economist for the Washington, DC-

based National Association of Realtors. “A seg-

ment of would-be buyers at the upper end of the 

market appear to have been spooked by January’s 

stock market correction.” 

CABINET & VANITY SALES

Sales of kitchen cabinets and vanities gained 

ground in March, compared to sales for the 

same month in 2015, the Kitchen Cabinet 

Manufacturers Association said last month. 

According to the Reston, VA-based KCMA, 

manufacturers participating in the associa-

tion’s “Trend of Business” survey reported that 

March sales of cabinets and vanities rose 7.4% 

over March of 2015. Sales of stock cabinets 

gained 6.1%, while semi-custom cabinet sales 

increased 8.4% and custom cabinet sales rose 

8.6%, the KCMA said. Year-to-date sales for the 

frst three months of 2016 were up 5.8% over 

sales for January-March of last year, the associa-

tion reported.

APPLIANCE SHIPMENTS

Domestic shipments of major home ap-

pliances reversed their early-year losses 

with a strong showing in March, accord-

ing to the Association of Home Appliance 

Manufacturers. The Washington, DC-based 

AHAM reported last month that March 

appliance shipments totaled 7.9 million units, 

up 6.8% from the 7.4 million units that were 

shipped during the same month in 2015. Year-

to-date shipments for the frst three months 

of 2016 were up a total of 3.9% compared to 

January-March shipments in 2015, with most 

key product categories – including cooking, 

kitchen cleanup and refrigeration – performing 

well, AHAM said. 

Remodeling Seen as Positive, Although Labor Shortages Persist

PALO ALTO, CA — The residential remod-

eling market is facing a rosy short-term 

future, although labor shortages apparently 

pose a major challenge for remodeling 

professionals.

That’s the key fnding of the latest in a 

series of surveys conducted by Houzz, Inc., 

the Palo Alto, CA-based platform for home 

remodeling and design (see related Consumer 

Buying Trends, Page 12).

According to the latest “Houzz Renovation 

Barometer,” which tracks confdence in the 

market, nearly four in fve surveyed general 

contractors, remodelers and design-build frms 

reported moderate-to-severe labor shortages 

across a wide range of skilled trades. Carpenters 

are in the shortest supply (cited by 45% of 

frms). Other in-demand trades include framers 

(27%), tile specialists (22%), plumbers (19%) 

and drywall professionals (19%), Houzz said.

While Houzz’s survey refects ongoing 

market improvements, projected gains are 

less widespread than those in the same 

period last year, said Nino Sitchinava, 

principal economist at Houzz. “Consistent 

with [previous] projections, we’re seeing 

early evidence that 2016 will be a year of 

more moderate yet steady growth for resi-

dential renovation and design businesses,” 

Sitchinava said.

Upswing Continues as 2016 Hits Midpoint

Accelerating growth in residential remodeling is expected into at least the frst quarter of 

2017, according to the latest forecast issued by the Joint Center for Housing Studies of Harvard 

University. The forecast projects that home remodeling spending will increase 8.6% by the fourth 

quarter of 2016 and then further accelerate to 9.7%, for a total market of about $323 billion, by the 

frst quarter of next year (see related story below, and Consumer Buying Trends, Page 12).

Source: Joint Center for Housing Studies, Harvard University

LEADING INDICATOR OF RESIDENTIAL  
REMODELING ACTIVITY
Homeowner Improvements & Repairs, Four-Quarter  

Moving Total (in Billions) & Rate of Change

2015-Q1 Q2 Q3 Q4 2016-Q1 Q2
(projected)

Q3
(projected)

Q4
(projected)

2017-Q4
(projected)

$281.7 $284.6 $285.4 $285.4
$294.9 $299.8 $306.2 $309.9

$323.3

+8.0%

+6.9%

+5.7%

+4.4% +4.7%
+5.3%

+7.3%

+8.6%

+9.7%
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WASHINGTON, DC — Whole-house remodels and additions 

are regaining market share in a residential remodeling 

sector that continues to beneft from improved consumer 

confdence and more robust budgets.

That’s among the key fndings of a new survey of remod-

elers released by NAHB Remodelers, the remodeling arm of 

the National Association of Home Builders. The quarterly 

survey, whose fndings were released last month, pinpointed 

the most common remodeling projects being undertaken by 

homeowners through the frst quarter of 2016.

“While bathroom and kitchen remodels remain the most 

common renovations, basements, whole-house remodels 

and both large- and small-scale additions are returning to 

levels not seen since prior to the (housing) downturn,” noted 

2016 NAHB Remodelers Chair Tim Shigley, a remodeler 

from Wichita, KS.

Bathrooms topped the list of most common remodel-

ing projects for the ffth time since 2010, according to the 

Washington, DC-based NAHB. Eighty-one percent of remod-

elers reported that bathrooms were a common remodeling 

job for their company in 2015, while 79% of those surveyed 

reported the same for kitchen remodels. Whole-house re-

modeling (at 49%) and room additions (47%) were identifed 

as the other top remodeling jobs (see Figure 1).

Homeowners undertaking remodeling projects are 

motivated primarily by a desire for better/newer amenities 

and the need to repair or replace old components, the NAHB 

commented (see Figure 2).

In a separate, newly released survey of home builders, 

the NAHB reported that energy efciency “continues to 

be a top demand” from consumers who are purchasing 

new homes. Four of the top 10 features, according to the 

NAHB, focused on energy efciency: low-E windows, Energy 

Star-rated appliances and windows, and programmable 

thermostats.

Other popular features that builders said they are most 

likely to add to their homes include a walk-in closet in the 

master bedroom, laundry room, Great Room (kitchen-family 

room-living room), and a central island and granite counter-

top in the kitchen. ▪

Market Gains Spur Larger Projects

Source: National Association of Home Builders

 1    THE MOST COMMON REMODELING PROJECTS IN 2015

 2    TOP CONSUMER REASONS FOR HOME REMODELING
Scale of 1-5, With 1 ‘Never’  & 5 ‘Very Often’

81%

49%

47%

36%

30%

28%

27%

26%

25%

20%

20%

79%

Bathroom Remodeling

Kitchen Remodeling

Whole-House Remodeling

Room Additions

Window/Door Replacement

Finishing Basement

Bathroom Additions

Repairing Property Damage

Decks

Roofng

Handyman Services

Siding

4.3

4.2

3.8

3.3

3.1

2.9

2.8

2.4

2.3

Desire for Better/Newer Amenities

Need to Repair/ 
Replace Old Components

Desire/Need for More Space

Want to Avoid Moving/ 
Buying Another Home

Desire to Age in Place

Desire to Increase Value of  
Home as Investment

Repairing a Damaged Property

Energy or Efciency Concerns

Change in Number of People  
Living in Home
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We built a better mousetrap.

Introducing Wilsonart® HD® with antimicrobial protection.  

The best laminate for countertops.

More scuff and scratch resistant.

Antimicrobial agents inhibit the growth of stain and odor  

causing bacteria on your countertop or surface, so you can  

spend less time cleaning.

More wear resistant than the industry benchmark.

|      EXPLORE NEW SURFACES     wilsonart.com/wilsonarthd   

Granito Amarelo 1878K
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NKBA Announces 
CEU Opportunities
HACKETTSTOWN, NJ — The National 

Kitchen & Bath Association (NKBA) has 

unveiled a series of updated profession-

al development learning schedules and 

coursework designed to help members 

and nonmembers stay up-to-date on 

emerging technologies, design insights 

and business strategies.

In January, the Association an-

nounced that all certified NKBA 

members must earn additional con-

tinuing education unit (CEU) credits: 

2.0 CEU (20) hours, up from 1.2 CEU 

(12) hours, per two-year cycle beginning 

with the next professional develop-

ment cycle that runs from July 1, 2016 to  

June 30, 2018. 

Many of the virtual courses are free 

of charge, in order to allow NKBA-cer-

tifed members to earn the increased 

CEU credits required to maintain their 

certifcation more easily. 

“We have signifcantly expanded our 

learning opportunities to align with the 

association’s increase in CEU require-

ments,” explained Bill Darcy, NKBA 

CEO. “In our fast-changing world, we 

need to make sure our members can 

stay current on the skills they need to 

deliver an exceptional experience to the 

consumer.”

For additional information and to 

view the complete list of courses, go to 

NKBA.org/courses.

Doug Mockett Calls 
For Contest Entries
MANHATTAN BEACH, CA — Doug 

Mockett & Co. is hosting its 31st Annual 

Design Competition, seeking innovative 

ideas in furniture parts, components, 

accessories and hardware. The dead-

line for entries is Tuesday, September 

6, 2016. Judging will be conducted in 

December 2016.

“Even if you think your idea is too pro-

saic, dull, unusual or ‘not good enough,’ 

we urge you to send it in. You would be 

surprised at how many First Place award 

winners were shocked when they got the 

congratulatory call! They never thought 

they had a chance…” notes the frm.

First Place entries are awarded 

$1,000, an engraved achievement tro-

phy and a royalty based on sales, with no 

limit to the number of First Place awards.

To enter, send a clear write-up,  

drawing and/or model of an idea to 

contest@mockett.com, or via courier 

or registered mail. For further details, 

visit mockett.com/design-competition.

KBDN Seminar Set for Minneapolis
WILMETTE, IL — Minneapolis will be the location this 

month for the ffth program in the series of all-day seminars 

being brought to key metropolitan markets throughout 2016 

by Kitchen & Bath Design News.

KBDN’s latest educational initiative – “Client Engagement 

Strategies for Today’s Evolving Market” – made its February 

debut in Atlanta, with programs having already taken place in 

San Francisco (March), St. Louis (April) and Boston (May).

This month’s program is scheduled for June 28 at the 

Crowne Plaza Northstar hotel in Minneapolis. The program 

will take a two-month summer hiatus before resuming Sept. 

21 in Denver, Oct. 19 in Chicago, and Nov. 9 in Seattle.

The seminar series brings KBDN “live” to eight markets 

through a program aimed at enhancing the client-engage-

ment skills of kitchen/bath dealers, designers and related 

professionals. The program features a pair of experienced 

industry educators delivering content created by Ellen 

Cheever, CMKBD, ASID, CAPS.

Among the topics addressed are how both traditional and 

virtual showrooms are undergoing a revolutionary change, 

with the advent of new digital tools, including kitchen/

bath-related apps, smart phones, mobile devices, augment-

ed-reality, and powerful new software.

Corporate sponsors include Broan, Geberit, Jenn-Air, Rev-

A-Shelf, Showplace Wood Products, Wellborn Cabinet and 

Wellborn Forest Products. CEU credit from NKBA and NARI 

is applicable.

Information can be obtained by visiting KBDN’s Web-

site, www.KBDNseminars.com, or contacting Publisher Paul  

Degrandis at Paul@SOLAbrands.com.

Sub-Zero Launches ‘Fresh Food Matters’ Initiative
MADISON, WI — Sub-Zero has announced its new initia-

tive called Fresh Food Matters. The initiative highlights how 

fresh food touches on not only matters of health but also 

family life, economics, culture, the environment and more 

through the eyes of multiple infuencers. Sub-Zero’s goal is 

to empower people to think fresh when it comes to the food 

they buy and eat.

Sub-Zero enlisted the help of 13 individuals, Fresh Food 

Matters ambassadors, to share their unique perspectives 

on why fresh food matters through inspiring videos found 

on FreshFoodMatters.com.

One of those individuals is author, chef and host of ABC’s 

“The Chew,” Daphne Oz. “Fresh food is the basis of our hap-

piness; the basis of bringing your family together, ensuring 

your health and making delicious meals,” she ofered. 

In addition to the videos, visitors to the Website will fnd 

fresh food storage tips, seasonal produce guides and details 

about Sub-Zero corporate chefs using the produce grown at 

its Madison, WI-based Harvest Haven garden to feed more 

than 2,500 visitors of the training center per year.

“At Sub-Zero, we believe in the importance of fresh food 

and know that the many matters surrounding it have an impact 

far beyond just what you eat,” stated Brian Jones, director of 

marketing for Sub-Zero Group, Inc. “We want to share the 

many unique perspectives surrounding issues concerning 

food, from where it is sourced to how it helps your community.”

Katie Stagliano, another Fresh Food Matters ambassador, 

shares the story of how, at nine years old, she learned the impact 

that fresh food can have on those who don’t have access to it. 

Stagliano grew a 40-pound cabbage for a school project and do-

nated it to a local soup kitchen, where it helped feed 275 guests. 

That experience inspired her to start the nonproft organization 

Katie’s Krops, a network of 100 youth-run gardens in 35 states.

“Everyone deserves to be able to eat fresh food, and 

Sub-Zero is helping me get closer to my goal of ending hun-

ger by pledging to fund up to 25 new youth-run gardens,” said 

17-year-old Stagliano.

For every use of the hashtag #FreshFoodMatters on Face-

book, Twitter and Instagram from April to July 2016, Sub-Zero 

will donate $5 to Katie’s Krops, up to $25,000.

Pinske Edge Transfers 
Ownership to Employees
PLATO, MN — The Pinske Edge has announced 

that it is now a 100% employee-owned company. 

The announcement of the Employee Stock Owner-

ship Plan & Trust (ESOP) was made to The Pinske 

Edge employees at a special meeting held at the 

company’s headquarters in Plato, MN. 

An ESOP is an employee beneft plan, which 

provides company stock to employees as part of 

their retirement benefts. As a 100% ESOP-owned 

company, all of The Pinske Edge, Inc. stock is now 

held in trust by the ESOP exclusively for the beneft 

of The Pinske Edge employees. 

“I’ve been thinking about an ESOP for the last few years 

and I’m very happy that this has fnally become a reality,” said 

CEO Tom Pinske. Pinske wanted to reward his employees, 

many of whom have been with the company for more than 20 

years, and he wanted to ensure that the company headquar-

ters remains in Plato, MN, where his family has deep roots. 

“We are excited to become an employee-owned com-

pany,” said Scott Nelson, president of The Pinske Edge. “We 

believe providing ownership to employees as a company 

beneft will lead to greater employee satisfaction, reduced 

turnover and a more rewarding work experience. As a 100% 

employee-owned company, we are able to create a company-

wide culture of employee empowerment and responsibility.” 

  Employees of The Pinske Edge are now part of an employee-owned 

company initiative.
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Hansgrohe 
Opens Design 
Competition
NEW YORK, NY — Hansgrohe 

USA is calling for entries for its 

third annual Hansgrohe+Axor 

Das Design Competition. U.S. ar-

chitects and designers may enter 

projects from the last fve years 

incorporating Hansgrohe or Axor 

products that contribute to inno-

vative or inspiring environments 

in residential and hospitality/

commercial properties. 

Hansgrohe USA President Erik 

Christensen stated, “It is exciting 

for us to see how the products we 

work so hard to design, manufac-

ture and sell become a fxture in 

properties across the globe. Now 

in its third consecutive year, the 

AG&M Launches 
New Facility
ANAHEIM, CA — Architectur-

al Granite & Marble (AG&M) 

has opened a new facility in the  

Anaheim Hills/Yorba Linda area 

of Southern California, which will 

house granite, marble, limestone, 

quartzite and soapstone coun-

tertops and surfaces. 

In addition, the location will 

also carry the brand’s recently 

launched Metro Quartz counter-

top line, designer lines of vertical 

and horizontal tiles, expanded 

exotic natural stone oferings and 

stainless steel sink line.

Canyon Creek 
Alters Showroom
MONROE, WA — Canyon Creek 

Cabinet Company recently com-

pleted a remodel of its 6,000-sq.-ft. 

showroom at the Monroe, WA-

based manufacturing plant 

headquarters. Ten displays and two 

conference rooms were replaced 

with the company’s standard and 

custom products. 

New designs include a framed 

Cornerstone black walnut display in 

the Windsor door style with a Tof-

fee stain as well as a mantel-style 

hood and a backsplash made from 

copper pennies, and a contempo-

rary room in frameless Millennia 

with Lanai door style in carbonized 

bamboo with a natural stain.

Hansgrohe+Axor Das Design Competi-

tion allows us to discover new projects, 

as well as recognize excellence. Ulti-

mately, it is thanks to talented architects 

and designers that our products perform 

so successfully in the built environment.”  

Entry is free and can be done online 

through the deadline of August 12, 2016.

There are two categories of entry: 

residential and hospitality/commercial. 

The frst place winner in each category 

will receive a cash prize of $2,000 and 

will be eligible to attend a VIP trip to the 

Black Forest of Germany and the ISH 

Show. The frst place winners and three 

honorable mentions in each category 

will be awarded a plaque recognizing 

their achievements.
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Order today at  www.TopKnobs.com. 

908-359-6174   800-499-9095
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DPHA Revises 

Faucet Manual

BETHESDA, MD — The Decorative 

Plumbing & Hardware Association 

Education Committee, under the leader-

ship of Fred Felder (Simon’s Supply) and 

Traci D’Antoni (D’Antoni Sales Group), 

has updated the DPHA Kitchen Faucet 

Manual.  

Updates include: explanations of 

diferent types of kitchen faucets on the 

market; differences in kitchen faucet 

styles; diferent mounting options and 

industry nomenclature; a style guide; 

common values used in kitchen faucets; 

guidance to help sales professionals de-

termine client needs, preferences and 

budgets; and sales strategies and sugges-

tions to become a client’s trusted advisor.

One new feature of the 2016 edition 

is an expanded section on electronic/

touchless and touch faucets that ex-

plains how the technology works and 

enables showroom profession-

als to tell compelling stories 

about creative technology that 

captures consumer interest and 

attention.

The revised manual’s cover is 

made up of photos, schematics 

and other images submitted by 

more than a dozen DPHA man-

ufacturer members.

The DPHA Education Com-

mittee will also use the new 

manual to draft a new Recog-

nition Program test for kitchen 

faucets. This program is the 

only one available in the deco-

rative plumbing and hardware 

industry that recognizes show-

room professionals for product 

knowledge, technical expertise 

and sales skills.

The new DPHA Kitchen Fau-

cet manual is only available to 

DPHA members and is free of 

charge through www.dpha.net. 

Wolf Home 

Rebrands

YORK, PA — Wolf Home Prod-

ucts recently unveiled its new 

logo, featuring a dominant “W,” 

and the company’s signature 

“howling wolf” silhouette.

“Wolf has successfully es-

tablished itself as a supplier 

of American-made products 

available through independent 

dealers. Our Wolf-branded 

product lines have enabled us to 

rapidly expand our geographical 

footprint,” said Wolf President 

and CEO Craig Danielson. “This is 

the ideal time to introduce a new 

‘look and feel’ that represents the 

spirit of a company on the move.”

The new logo is all part of a re-

branding efort to amplify Wolf’s 

strengths in the marketplace 

that will extend to Wolf product 

packaging, sales materials, a 

new company Website, displays   

and more.
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able on October 4.

The Southern Nevada Water 

Authority is presenting WSI 2016  

in partnership with the Alliance for  

Water Efciency, the American Wa-

ter Works Association, Audubon 

International, the California Landscape 

Contractors Association, the California 

Urban Water Conservation Council, the 

U.S. EPA’s WaterSense Program, Green 

Plumbers USA, Imagine H2O, the Inter-

national Association of Plumbing and 

Mechanical Ofcials, the Internation-

al Center for Water Technology, the 

International Code Council and the 

Irrigation Association.

More information is available at  

WaterSmartInnovations.com.

Registration 
Opens For WSI
LAS VEGAS, NV — Registra-

tion is now open for the 9th 

Annual WaterSmart Innovations 

(WSI) Conference and Exposi-

tion, scheduled for October 5-7, 

2016, at the South Point Hotel  

and Conference Center in  

Las Vegas.

The full conference regis-

tration fee is $395. Each full 

conference registration includes 

admission to the WaterSense 

Partner of the Year Awards lun-

cheon, hosted by the Alliance 

for Water Efficiency and the 

U.S. Environmental Protection 

Agency’s WaterSense Program, 

on October 6.

WSI will feature more than 

100 professional sessions and an 

Expo Hall showcasing water-ef-

ficient products and services. 

Several pre-show workshops, 

which are not included with the 

WSI registration fee, are avail-

Graf Debuts  
At LuxeHome
CHICAGO, IL — Graf is opening 

its new U.S. fagship showroom 

this month in LuxeHome, lo-

cated on the first floor of the 

Merchandise Mart in down-

town Chicago. The company 

will join over 35 boutiques fea-

turing kitchen, bath and building 

products from luxury brands 

worldwide.

“We are pleased and excit-

ed to be unveiling our premier 

Graf showroom at LuxeHome,” 

said Ziggy Kulig, president  

and CEO. “We have been with 

the Mart since 2013 in the  

Design Resource Center and 

now look forward to presenting 

our products on a new stage 

within our own LuxeHome 

showroom.”

“Graf has built its reputation 

on quality and cutting edge de-

sign,” said Katherine Flaherty, 

v.p., Vornado | Merchandise 

Mart. “They are at the forefront of 

design innovation for the luxury 

bath market, and their full range 

of products and superior fnishes 

serve to enhance that position-

ing. We are thrilled that they have 

chosen to expand their presence 

at LuxeHome.”
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Mansfeld Plumbing 
Sets Sweepstakes
PERRYSVILLE,  OH —  As part of 

Mansfield Plumbing’s 2016 Summit 

Sweepstakes: Road to Freedom, licensed 

plumbers and contractors purchasing 

Summit toilets will have the chance to 

win a 2016 Harley-Davidson Road King 

motorcycle, Milwaukee 9-Tool Combo 

Kits or a $100 Outback Steakhouse gift 

card. Thirty-one prizes will be given out 

after the conclusion of the sweepstakes, 

September 30, 2016. 

Every time a licensed plumber or 

contractor has their dealer register 

their purchase of a Summit toilet, they 

are entered for the chance to win the 

grand prize of the motorcycle, one of 

fve Milwaukee tool kits or one of 25 gift 

cards to Outback Steakhouse. The more 

Summit toilets that are purchased, the 

more chances the plumber or contractor 

has to win a prize.

“This is a popular sweep-

stakes we host each year focused 

on the 12 diferent Summit mod-

els,” said Gary Pember, v.p. of 

marketing at Mansfeld Plumb-

ing. “This year the promotion 

has special meaning for us as we 

relaunch the Summit product line 

with our easy to clean PuraClean 

glaze, improved styling and en-

hanced trim warranty.”

Mansfeld dealers also get the 

opportunity to win in the 2016 

Summit Sweepstakes. Every 

time a wholesaler sells a Summit 

toilet during the promotion and 

enters their customer to win in 

the sweepstakes, they receive a 

Scratch N’ Win card. The grand 

prize in the Scratch N’ Win pro-

motion is $5,000 cash. There 

will be more than 1,700 Scratch 

N’ Win prizes awarded through 

September 30, 2016.

“We’re going ‘all in’ this 

year by doubling the number 

of wholesaler winners from the 

promotion held last year,” said 

Pember. “Every time a Summit 

toilet sale is made and registered, 

both the licensed plumber and 

our wholesaler dealer have the 

chance to win big!”

Akdo Opens 
Showroom
NEW YORK, NY — Akdo has 

opened a 10,000-sq.-ft. fagship 

showroom that fills two floors 

with its global stone, tile and mo-

saic collections in the Manhattan 

Flatiron District.

“We’re pleased that after 25 

years building both our global 

production and a U.S. network 

of over 300 kitchen, bath and 

tile showrooms nationwide, 

that we will now showcase our 

collections of natural stone, mo-

saic and specialty stone tiles in 

our  showroom that is located in 

the center of the design district,” 

said Hakki Akbulak, AKDO’s 

president and co-founder.

The showroom is open to both 

design professionals and the 

public. For more information, go 

to www.akdo.com.
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iLumaLight™

Illuminates the bathroom 

at night

LightSense™

Shuts off when bathroom 

lights are on 

Water Resistant
Protects internal components 

from moisture

Easy Removal
Removes for cleaning and 

battery replacement 

Bemis iLumaLight™ Models:

    Round  |  200E3NL

    Elongated  |  1200E3NL

Church iLumaLight™ Models:

    Round  |  300E3NL

    Elongated  |  380E3NLAffinitySeats.com

beautiful
by day

brilliant
at night
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Peter Shim has been 

named the new North 

A m e r i c a n  C E O  o f 

Schock, based in Lev-

ittown, PA. Shim, who 

has served as COO since 

2014 when the company opened 

its North American ofces, re-

places outgoing CEO Ken Fey.

Sherwin-Williams, based in 

Cleveland, OH, has appointed Sue 

Wadden director of color mar-

keting for its Paint Stores Group. 

Wadden will be responsible for the 

overall vision and philosophy for 

color leadership, and will play a key 

role in leading major world color 

trend forecasting for both pro-

fessionals and homeowners, and 

will oversee the recently launched 

ColorSnap color selection system, 

as well as the research and devel-

opment of all palettes, the annual 

colormix color Forecast and devel-

opment of the Color of the Year.  

Duravit USA in New York, NY, 

has named Candy Meekma as 

national projects coordinator. 

Meekma will coordinate and 

support communication across 

all company departments. 

In other company news, Du-

ravit USA has named DSC Pacifc 

to conduct sales and distribution 

of its products in northern Cali-

fornia and northern Nevada.

Jim Chapman of Atlanta has 

been elected chairman of the 

Washington, DC-based National 

Association of Home Builders’ 

NAHB 55+ Housing Industry 

Council.

Hardware Renaissance of Santa 

Fe, NM, has hired Tim Fremgen 

as national sales manager, a po-

sition created for him. Fremgen 

brings more than 25 years of ex-

perience to his new role.

Alpharetta, GA-

based Hansgrohe 

North America 

has named Brian 

Dunn as director 

of sales, Global 

Projects. Dunn will be respon-

sible for driving the company’s 

direction and management of 

all sales for the Hansgrohe and 

Axor brands.   

Wellborn Forest Products in  

Alexander City, AL, has appointed 

John Lomacz v.p. sales and marketing. 

Lomacz will manage departmental 

teams, sales operations and account 

services, and have input in determining 

the company’s direction for product mix 

and growth of its dealer base.

LaCantina Doors of San 

Diego, CA, has hired 

John Conway as director 

of operations. Conway 

will oversee all aspects 

of operations.

Joe Nacci has joined New York, NY-

based Nemo Tile as an A&D account 

manager. Nacci brings over 20 years of 

experience in the architecture/design 

community as well as surfacing and 

salesmanship expertise to his new role.
Shim Conway

Dunn
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Simply put, there is no substitute for innovation, like the introduction of IKON™— the 

frst apron front sink of its kind. Our diligence to continuously improve SILGRANIT® 

while pushing the boundaries of surface technology and design has resulted in 

30 beautiful shapes, 8 universal colors and proven durability others can only dream 

about. After all, sinks and faucets are what we do. It’s our heritage, our passion. 

If others have

SINK ENVY
we understand. 

www.blancoamerica.com
888-668-6201
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OVER THE PAST couple of years, most 

of us have seen the kitchen and bath remod-

eling business slowly regain momentum. 

Hopefully, our margins have recovered to near 

where they were before the recession and our 

cash fow has stabilized. While this may have 

allowed us to sleep better at night, it’s only 

prudent to recognize that there is a cycle to the 

economy, and our businesses tend to get whip-

lashed by these swings.

There’s always a tendency to get caught up 

in the urgent needs of our businesses and just 

assume that we will deal with the future when 

it gets here. For most of us, there is a reaction 

time required when change, either positive or 

negative, hits our business. Not just overall 

economic changes, but ones that are specifc to 

our company.

In theory, careful cash fow management and 

well-founded projections of our company’s reve-

nues and expenses should provide us with plenty 

of time to adjust to whatever comes our way. The 

reality is that most small businesses are not very 

sophisticated at such projections and rarely have 

the time required to keep such projections up-to-

date to include changing circumstances. 

Additionally, there are always the unfore-

seen events, such as losing your top salesper-

son, which cannot be anticipated. In order to 

provide ourselves with the time to respond to 

the inevitable cash crunch, it’s a good idea to 

know where to fnd enough fnancial resources 

to see you through.

HOW MUCH DO WE NEED?

Obviously, your fnancial statements will pro-

vide a good starting place. By analyzing your 

expenses, you can get an idea of what expen-

ditures are relatively fxed and will need to be 

covered each and every month, i.e. payroll, etc. 

Other costs will fuctuate directly if there’s a 

downturn in business, such as feld labor and 

material costs. If your fnancial statements 

don’t provide enough detail, simply reviewing 

your bank statements and check register will 

provide the information you’ll need.

Now that you have some data on your cash 

requirements, you can do some “what if” sce-

narios to see what might happen if your revenue 

were to be disrupted. There are many ways that 

revenue can be impacted: sales drop of and the 

stream of down payments is less than anticipat-

ed, a large customer fails to make a promised 

progress payment or a project is halted by 

weather, permit problems, etc. and work cannot 

progress to the next payment benchmark. 

When one of these events occurs, it’s important 

to recognize the situation immediately and react 

as quickly as possible to deal with the impact it will 

have on your cash fow. Evaluate the situation so 

that you can make a judgment as to how serious 

the impact will be and whether it is a temporary or 

a long-term change in your revenue fow. If the sit-

uation is temporary and will correct itself, such as 

delayed progress payments, then you probably only 

need enough cash or fexibility in your cash fow 

requirements to bridge the delay. If, on the other 

hand, it appears that the disruption to your revenue 

is more long term in nature, such as a drop-of 

in sales, you will need to take action in order to 

bring revenue and expenses into balance.

The question still is how much of a cushion 

should you have to see your business through 

this “adjustment” period? There is no hard and 

fast answer to such a question, but here are 

some guidelines. As a minimum, your busi-

ness should always have enough cash reserved 

to cover one payroll. And, as an ideal, it would 

give your business much greater freedom if 

there were one month’s worth of cash fow 

available in your rainy day fund.

WHERE WILL WE GET IT?

If your company is generating revenues of 

about $1.5 million annually then you likely have 

monthly operating and overhead expenses (ex-

cluding direct cost of projects) of about $50,000 

per month. One approach to providing this 

safety net is to arrange for a bank line of credit. 

While this may be possible, and it certainly is 

benefcial to have this available in emergencies, 

the problem with a line of credit is that it will 

eventually need to be paid back. How much bet-

ter would it be to have that one month’s worth 

of cash set aside in an investment account?

This may seem like a pretty challenging 

amount to ever set aside, but it’s like the pro-

verbial “elephant” that needs to be approached 

“one bite at a time.” Setting money aside for our 

rainy day savings account is not much diferent 

than trying to save on a personal level. The key 

to success is to set a goal and establish a regu-

lar, systematic method of adding to the savings.

Again, as with our personal experience with 

saving, we should start with achievable goals and 

savings levels to work toward. The best way is to 

attach the savings deposit to an event that makes 

it automatic. There are a couple of diferent 

approaches to this. One is to save a fxed amount 

periodically (i.e. each pay period) and the other is 

to tie the amount to be saved to cash fow. 

In the frst approach, you would set your 

initial target goal at one payroll, say $12,000, 

and then pick a benchmark to make your de-

posit. One possibility might be to deposit $500 

each payday into your rainy day account. In 24 

paydays you would reach your initial goal. Once 

you’ve established this pattern of setting aside 

an amount on a regular basis, you’ll fnd that it 

will be easier to continue it.

The other approach functions much like 

a sales tax in that you would establish a “tax” 

rate of say 1-2 percent of your collections and 

deposit this amount to your savings each time 

you make a deposit to your regular checking 

account. If your initial goal is the $12,000 

mentioned above, the 1 percent savings rate will 

allow you to reach it on collections of $1.2 mil-

lion. It may take a while to get to that $50,000 

goal, but eventually you will.

Once you have established this savings ac-

count, you will fnd that it will give you a degree 

of freedom that you have not enjoyed in the past. 

When it comes time to purchase that new truck, 

piece of equipment or other major capital outlay, 

the money will be there. Even more important, 

when you need to walk away from a potentially 

troublesome project, you will not feel compelled 

to take it simply to keep cash fow going. ▪   

 

A native of the Pacifc Northwest, Bruce Kelleran 

attended Washington State University, graduating in 

Construction Management. He obtained an MBA from 

the University of Washington and became a CPA in 

1972. After a short career in public accounting, Kelleran 

became chief fnancial ofcer of a local millwork 

manufacturing frm, later moving to become partner 

in another residential cabinet and millwork supplier, 

which eventually expanded into full service remodel-

ing. Kelleran retired in 2010 and now serves as board 

member and advisor to his former frm.  

“ The key to saving money for your business’ rainy 

day savings is to set a goal and establish a regular, 

systematic method of adding to the savings.”

  Read past columns and features and send us  

your comments about this article and others at 

KitchenBathDesign.com

This is No Time to Relax and Take it Easy

BRUCE KELLERAN,  

CKD, CPA
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HAVE YOU, OR ANY of your sales 

designers, ever been asked: Why should I buy 

from your company? It’s been my experience 

that very few kitchen/bath and design/build 

frms are prepared to answer that question 

efectively. But they should if they want to win 

a bigger market share. Eons ago, I took the 

Dale Carnegie sales course and learned what a 

“unit of conviction” was. It’s defned as having 

three elements: (1) a fact, (2) a beneft and (3) 

proof. According to Carnegie, it’s not enough 

to state a fact or feature about a product or 

your company, and expect that your prospect 

will automatically know what the immediate 

beneft is. He just may be thinking: “So what?” 

Carnegie wants us to spell out the beneft for 

each feature ofered up and then provide proof 

of that beneft.

THE VALUE OF PROOF

Let’s look at the rule of always furnishing 

proof from the customer’s perspective. Amy 

Greene is shopping for a new kitchen and has 

dragged her businessman/husband, Derek 

Greene, along on a Saturday to visit four area 

showrooms. They spend about an hour at 

each facility. Each company has lovely prod-

ucts on display. All of their representatives 

pledge great customer service…that’s what 

makes them special. 

Like most of the public that has grown 

cynical to advertiser claims of superior perfor-

mance, the Greenes understand that words are 

cheap. Without being ofered physical proof of 

outstanding service, how will they be able to de-

cide which company truly practices it on a daily 

basis? The simple answer is, they can’t. 

But if just one company diferentiates 

itself by presenting evidence of great service 

as a regular feature of prospects’ showroom 

visits, imagine how that would stand out to 

consumers like the Greenes. Imagine how 

much more momentum that particular kitch-

en/bath frm would gain toward securing the 

sale! Indeed, research shows, and marketing 

experts advise, that the public will gladly pay 

more for outstanding service. You need only 

supply the proof. 

If you want to charge more for your proj-

ects – as much as 30-40 percent more than 

your competitors while still enjoying 15-20 

percent sales growth per year – you must 

consistently deliver proof of the benefts most 

meaningful to your target client. Outstanding 

customer service is just one of the many 

values that kitchen/bath prospects look for in 

selecting a company to do their project.

20 UNITS OF CONVICTION

When it comes to furnishing the best kind of 

proof, Carnegie wants us to remember a single 

word: “defeats.” “D” stands for demonstration 

(like sketching a design solution idea); “e” for 

exhibit (like a display or sign); “f” for facts; “e” 

for example; “a” for analogy or anecdote; “t” for 

testimonials, and “s” for statistics.

In my view, one of the best team-building 

exercises you can introduce at your next meet-

ing is this: Ask each member why customers 

should buy from your company. Have them 

each write down 20 reasons (i.e. facts and 

benefts) in time for the following week’s 

meeting. That way, if you have fve team 

members, there could be some 60-90 separate 

responses to review after allowing for duplica-

tions. Then conduct that subsequent meeting 

so each person is heard, and all benefts are 

voted on by the team based upon a scale of 

0-10 (10 being the highest value). After assem-

bling the rated benefts in order from highest 

to lowest, your team will quickly arrive at the 

20 best reasons why people should buy from 

your company. 

Then the hard work begins! Divvy up 

the 20 customer benefts among your team 

members so each has a few to work on. Using 

the word “defeats” as a guideline, have them 

develop the absolute best physical proof of 

each company beneft. 

Give the team members 30 days to complete 

the assignment. Then decide as a team how 

you are going to deliver the proof: in a three-

ring binder, in a video, etc. During the next 

team meeting, each member should be tested 

on his/her competency to confdently rattle of 

the agreed-upon 20 units of conviction within 

fve minutes. Maybe video the session so they 

can refne their presentations. 

Not that the next prospect that stops into 

your showroom is going to pop the ques-

tion: “Why should I buy a kitchen from your 

company?” But imagine how impressive your 

team member’s response is going to sound 

to a consumer if that did happen. Better yet, 

imagine how easy it would be stand out from 

the competition if your team delivered these 

Top 20 Reasons as a regular part of a prospect’s 

showroom visit. 

FAILURE TO PROMOTE BIGGEST ASSETS

I would hope that two of these Top 20 

Reasons are what I consider to be a frm’s 

core competency. To this day, as I travel the 

country and stop into showrooms, I see a 

chronic and epic failure to market the frm’s 

two biggest assets: namely, (1) their personnel 

and (2) their process of doing business. When 

it comes to their showrooms, most kitchen/

bath frm owners in particular fail to deliver! 

They do a good job of visually marketing their 

products and design ability – but they over-

look the critical importance of also visually 

marketing their personnel and their business 

process, furnishing proof of their value to 

prospects.

Prospective buyers need to understand 

that, unlike cars, clothing or jewelry, kitchens, 

baths and additions are largely intangible 

products. They only become tangible prod-

ucts through a unique and complex process of 

interviewing, selecting, designing, estimating, 

consulting, ordering, scheduling, coordi-

nating, building and installing on time an 

incredible number of products, parts, fxtures, 

surface materials and minute details. Only 

then, after using the kitchen, bath or addition, 

will the buyer know how well the tangible 

product will perform. 

To accomplish all of this requires person-

nel with extraordinarily diverse skills, product 

knowledge and professionalism. Indeed, it’s 

the intangibles – the process and the people 

following that unique process – that can make 

or break a project’s success. If a kitchen or 

bath doesn’t ft as designed and specifed or 

it doesn’t function properly for the buyer’s 

individual needs, the results can be enough to 

substantially devalue a homeowner’s invest-

ment – and, by extension, ruin a company’s 

reputation. 

“ If you want to charge more for your projects,  

you must consistently deliver proof of the benefts 

most meaningful to your target client.”

  Read past columns and features and send us  

your comments about this article and others at 

KitchenBathDesign.com

Words Are Cheap, Proof is Not

KEN PETERSON, CKD
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SHOW YOUR STORY

Words alone will never sufciently convey the 

enormous importance of the right people and 

the right process to seamlessly deliver a quality 

project. After all, I’m sure your competitors 

also promise outstanding skilled craftspeople 

and outstanding customer 

service. So, again, words are 

cheap! You need to diferenti-

ate your people and company 

in a meaningful way. To do 

that, marketing experts stress 

the need to “tangibilize” your 

intangible values. In short, 

furnish visual proof. 

For example, imagine 

hanging a huge photo of six 

smiling kitchen/bath installers 

in your showroom with a tes-

timonial caption that read: “I 

called all six of your references. 

Each one recommended an 

installer by name, and each 

recommendation was a difer-

ent name. So, having never 

done a kitchen remodel before, 

I realized that I couldn’t miss 

getting a good quality job 

regardless of which installer 

happened to be assigned to 

me. And that’s why I was hap-

py to retain your company on 

our project!” – Jim Coolbrith, 

Chapel Hill, NC.

If what makes your compa-

ny truly unique is your busi-

ness process, then you need 

to tell that story too…visually. 

Because that’s how the vast 

majority of people learn and 

retain information. So develop 

and hang a storyboard in 

your showroom outlining the 

major steps of how consum-

ers will buy a project from 

your company. Show samples 

of what they will see, or what 

your team will develop, during 

each step of the process from 

initial showroom visit to 

home consultation, to fnal 

ordering of the project, to 

installation.

Now there is industry-spe-

cifc management technology 

available to speed up this en-

tire process, greatly enhancing 

team productivity and client 

service. For example, dealer 

personnel and consumers 

can literally interact with the 

software to develop realistic 

project budgets, get retained 

on projects and amend pro-

duction schedules. As a result, 

companies that embrace this 

innovation will be perceived 

as furnishing much superior service. 

Consumers love the transparency. And, best 

of all, the use of this technology – in and of 

itself – will serve as powerful visual proof 

why consumers will feel more comfortable 

choosing your company over others. ▪

Ken Peterson, CKD, LPBC, is president of the Charlotte, 

NC-based SEN Design Group. For more information 

about this topic, or upcoming dates/locations of  

relevant seminars, please contact Peterson at  

1-800-991-1711 or kpeterson@sendesign.com. Peterson 

also welcomes comments, questions or concerns.
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RICE LAKE, WI — In a world where kitchen 

and bath showrooms are often becoming small-

er or, in some cases, even obsolete, Rice Lake, 

WI-based Kitchen & Floor Décor has a show-

room with about as many square feet as people 

in the town: 10,000. 

While super-sized showrooms aren’t typi-

cally found in small towns, owner and designer 

Carrie Glaser believes that the combination of 

the spacious showroom and her frm’s small-

town values is key to the frm’s success.

“We have been told by our clients what makes 

us unique is our ‘Big City Showroom’ with 

our small town values and service,” she notes, 

explaining that being able to experience a wide 

variety of products is just as important to small-

town residents as it is to those in larger cities.

As such, the Kitchen & Floor Décor show-

room features a variety of vignettes, including 

working faucets, cabinets, vanities, tile, bath 

fxtures, foor coverings and more. In addition, 

the spacious showroom boasts a custom Corian 

waterfall and a fully operational kitchen where 

the frm hosts cooking classes and charity events. 

Despite the small-town location, the show-

room size has increased over time due to cus-

tomer demand, according to Glaser. She and her 

co-owner for 25 years, designer Dave Wellsandt, 

started the business handling only cabinets, 

countertops and foor coverings, but expanded 

to include plumbing for the kitchen and bath, 

window coverings and even wallpaper.

“Through the years of our clients coming 

in and saying, ‘Oh, there’s nowhere we can get 

a sink – can’t you get us a sink?’ or ‘There’s 

nowhere we can get a bathroom shower. Can 

you help us with that?’ – really, they’ve kind of 

steered our direction,” expounds Glaser. “A lot of 

our growth has been by our clients asking, ‘Can 

you help us?’”

Glaser prefers that her clients try out the 

foors and faucets before buying to ensure there 

are no concerns or regrets when the frm does 

the job. And, she believes this is part of why the 

frm saw its biggest success in the company’s 

29-year history in 2015: over $2 million in sales.

“For a town of this size, we’re thrilled with 

that,” says Glaser.

UNIVERSAL DESIGN FOR ALL

During the recession, Glaser notes her compa-

ny made it through doing mostly kitchen and 

bath renovations that other contractors passed 

on because they weren’t large enough jobs. 

At this time, the majority of her clients were 

baby boomers. Rice Lake is a conservative, rural 

area where people are frugal with their money, 

according to Glaser; but after becoming empty 

nesters, many realized that it was time to take 

action and use their savings to make their 

homes into comfortable living spaces where 

they could age in place.

“So many of them were [in the mindset of ] 

‘We’re healthy, our house is paid of, we’re empty 

nesters now, but I want to make this bathroom 

my refuge where I can go home at the end of the 

day, and be able to live [here] as long as I can and 

make it accessible,’” says Glaser.

One such Universal Design project Glaser 

recently completed was a master bathroom, 

where the existing 4'-wide dome shower felt 

almost claustrophobic for the client. The entire 

bathroom was gutted and a 7'x3-½' walk-in 

shower with two fxtures, a chandelier, a built-

in bench and glass enclosure replaced the 

former, less accessible design. 

“My client is just thrilled with how this 

turned out and now has, as she says, ‘some-

thing I can enjoy in my years to come and not 

worry about if I have to have a hip replaced,’” 

states Glaser.

KEEPING TOUCH FROM AFAR

Another important facet of Kitchen & Floor 

Décor’s business is a growing demand for 

second home projects for clients who live in 

diferent cities and/or out of state. Rice Lake is 

situated near many lakes, including the epon-

ymous Rice Lake, and is a popular area with 

out-of-towners for vacation homes. 

For long-distance jobs, the frm relies heav-

ily on email to keep an open fow of communi-

cation throughout the remodeling process. This 

is particularly important because the majority 

of these clients won’t be in the home at all 

until the project has been completely fnished, 

according to Glaser.

“That’s where we try to be that go-between 

person, to keep them up-to-date, because 

there’s some anxiety there. We’re being allowed 

into the one thing that they own, which is a 

home. We don’t take it lightly that we’re being 

allowed access into their home. We try really 

Large Showroom Energizes Small Town
BY ASHLEY LAPIN OLIAN

A small-town design business that started out of a garage has 

evolved into a kitchen and bath frm with a spacious showroom 

that has as many square feet as the town has residents.

  Just completed this year is the showroom’s upstairs foor coverings section. In this picture, laminate, vinyl 

and luxury vinyl tile can be seen as well as a Corian top with a built-in charging station. 

  The Kitchen & Floor Décor designers (l. to r.): 

Carrie Glaser, Dave Wellsandt and Nicole Beckman.
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hard to keep them in the loop as to what’s 

going on, where we’re at and what progress [is 

happening] so that they can feel a part of that 

project [even though] they’re not here physical-

ly,” says Glaser.

OVERCOMING OBSTACLES

Glaser started her business out of her garage 

29 years ago. At that time, the mother of two 

small children had previously worked for a 

company leading the kitchen & bath section 

– however, the owner ended up going bank-

rupt. After looking for another position but 

not fnding one, Glaser was encouraged by 

family members to go out on her own. She 

and her frst partner eventually opened a small 

storefront downtown as they weren’t getting 

enough new clients working out of Glaser’s 

garage. After four years, her partner left and 

Wellsandt came on as her partner – and they 

haven’t looked back since.

However, the road to success was not with-

out its challenges. About 10 years in, and with 

three young children, Glaser’s husband died 

unexpectedly. Luckily, she was able to count on 

Wellsandt for support. She admits, however, 

that juggling being a single mother and run-

ning a business was a lot to handle.

“Being a woman in this business isn’t 

the easiest thing to do. You defnitely have 

to have some big shoulders sometimes and 

strive really hard not to take things personal-

ly,” Glaser admits.

She continues: “I think and hope it’s 

taught my children [some important life les-

sons]. I have been a very independent person, 

and I think it’s made my children successful 

because of that, too. It was not always the 

easiest, but I’ve also had a very accommodat-

ing partner who has allowed me to do what 

I needed – not all men can let women take 

charge and Dave has done that.” Glaser also 

attributes her success to her second husband’s 

support of her career.

THE NEXT CHAPTER

While baby boomers still tend to make up the 

majority of her clientele, Glaser sees more and 

more of her children’s friends and acquaintanc-

es, now in their late 20s and early 30s, becom-

ing clients. To address this growing client 

segment, Kitchen & Floor Décor hired a third 

designer, 22-year-old Nicole Beckman, who 

started out as an intern for the frm in high 

school. After obtaining an Associate’s Degree 

from the local college, she returned to work for 

the frm full time as a designer. Glaser says that 

Beckman adds a fresh, young perspective that 

she and Wellsandt fnd refreshing and useful.

Ultimately, though, Glaser feels it’s her 

frm’s small-town, Midwestern values that keep 

Kitchen & Floor Décor honest and successful. 

“It is important to all of us who work at 

Kitchen & Floor Décor to make all of our clients 

feel welcome in our ‘home’; their business is 

an honor that we don’t take lightly,” says Glaser. 

“Seeing our customers in the grocery store or 

at an area restaurant and hearing how great 

everything is that we have done for them is like 

being a kid on Christmas Day and seeing all of 

the presents under the tree that Santa has left 

for us…there is no better feeling of gratitude!” ▪

  In this kitchen remodel with a view of Turtle Lake, the homeowner chose to go with Holiday Kitchens  

cabinets. The two-tone cabinets are complemented by a natural granite countertop that extends all the  

way up to the custom hood.
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HARBOR SPRINGS, MI — When Dawn 

Whyte’s clients built this log home nearly 20 

years ago on a golf course in Harbor Springs, 

MI, the residence served as a vacation spot 

where they could gather with friends and their 

families for a bit of rest and relaxation as well 

as culinary enjoyment.

“When I frst met them, it was in the 1999 

version of the kitchen,” says Whyte. “Friends 

were lounging around, drinking cofee and 

making a gourmet breakfast.”

Fast-forward a few years. The homeowners 

are now fully retired and they are still enjoy-

ing a house full of friends, albeit in a recently 

remodeled home that has doubled in size, and 

features a new second story and an addition for 

their kitchen.

“Even though they are retired, they have a 

tight following of down-state friends where this 

home serves as a getaway for them to unplug… 

a recovery center of sorts where they can enjoy 

each other as well as the culinary experience of 

cooking together,” she says. 

Whyte, owner/designer at Designs by 

Dawn in Petoskey, MI worked with archi-

tect Stephanie Baldwin of Edgewater Design 

Group and interior designer Renee Guthrie of 

Renee Guthrie Designs, who also owns Lake 

Street Design Studio with Whyte, to create the 

retirement retreat. “I am fortunate to have a 

great team to work with,” says Whyte. “It’s what 

makes the end product a truly great home.”

VINTAGE APPEAL

At the heart of the whole-house remodel are 

elements that combine her desire for a vintage 

French look and his wish to age in place. “Her 

desired look drove the direction of material 

selection,” says Whyte. “It was my goal to make 

the rooms look like they grew there. It was 

important that the fnished product didn’t look 

like it was plugged in later.”

Multiple cabinet fnishes help satisfy those 

needs, in particular adding a third color with a 

Daiquiri-colored dry bar. “She is a very vibrant 

person, with a vibrant personality,” Whyte says. 

“It was fun to bring in the pop of red.”

For him, the kitchen’s close proximity to the 

master suite – which is just behind the kitchen 

– means he can easily get a cup of cofee in the 

morning. Wide aisles between surfaces also 

make the kitchen easy to navigate, and the addi-

tion of a second oven in the wall makes baking/

cooking more accessible compared to bending 

over the range. “On his 60th birthday, he and 

his wife where having discussions about aging 

in place,” says Whyte. “They wanted a design 

that would help them live in the home for the 

rest of their lives.”

CENTER-STAGE ISLAND

Because the couple enjoys cooking and enter-

taining, the two-tier island takes center stage, 

providing ample work surface for multiple chefs. 

“The island is her prime space in the kitchen,” 

notes Whyte. “It creates three to four diferent 

work spaces…one each to the right and left of the 

sink and two more around the corner. It ofers 

a place for guests to help prepare a meal, while 

giving the main chef her own work space.”

Both levels feature New Venetian Gold gran-

ite set atop StarMark cherry cabinets fnished in 

Cappuccino with a Chocolate glaze and Old World 

distressing. The lower 36"-high level is home to 

a Rohl farm sink and faucet, Asko dishwasher 

and plenty of storage for pots/pans, utensils and 

a double pull-out waste/recycling center. 

The curved 42"-high upper tier replicates 

the arc of a dining table, making conversation 

between guests easier. “It’s nicer than hav-

ing people lined up side by side,” she says. 

Additional storage is provided in 12"-deep 

cabinets beneath the overhang.

The island also anchors the kitchen’s open 

concept. “They wanted an open foor plan, so 

we worked with the architect to design for the 

load of the upstairs addition, while keeping the 

area free of interior walls,” she says. 

LOCAL FLAIR

The kitchen’s perimeter features multiple 

cabinet fnishes, including dark Cappuccino 

cabinets that match the island and line much of 

the upper walls, surround the Wolf convection 

microwave and wall oven and conceal the Sub-

Zero built-in refrigerator. 

“The dark fnish was a bit risky,” notes the 

designer. “We wanted to contrast the white 

cedar wall paneling, and in order to do that we 

had to go lighter or darker. We opted for the 

rich, dark fnish but, because the home is in 

the middle of the woods and could be dark, we 

had to make sure we had good layers of lighting 

Retirement Retreat Gets Design Overhaul
BY KIM BERNDTSON

This vacation home remodel for a couple who love entertaining 

showcases a new-addition kitchen where culinary memories  

are made with friends. 

  The Michigan granite feldstone veneer facade surrounding the range serves as the focal point of the 

kitchen’s perimeter. It ties in with a feldstone freplace in the living room and is complemented with 

tumbled Turkish travertine backsplash tiles that pull all of the colors together.

  Because the couple enjoys cooking and entertaining, the two-tier island provides ample work surface 

for multiple chefs, including a space on each side of the farm sink.
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POP OF COLOR

Ofers visual relief and  

embodies the client’s 

vibrant personality

so it didn’t feel too heavy. We also included a 

window, which, although it limits wall cabinet 

space, was important for lighting and for views.”

The dark cabinetry mixes with the Daiquiri-

colored bar and light-colored Butterscotch with 

Chocolate and Old World distressing on maple 

cabinets that serve as the perimeter’s base. 

“Two-tone kitchens are really popular right 

now, so it was fun to bring in a third color,” says 

the designer. 

The pop of red also helps break up the variety 

of wood species. “There is a lot of wood in this 

kitchen, so it’s important to fnd harmony in the 

fnishes, including the cabinets, wall paneling 

and hand-hewn hickory fooring,” she says. “The 

red bar is a nice reprieve from all of the wood.”

The Michigan granite feldstone veneer fa-

cade surrounding the Wolf range and conceal-

ing the Wolf ventilation hood provides further 

relief from the multiple wood fnishes and 

serves as the focal point of the kitchen’s perime-

ter. It ties in with a large feldstone freplace 

in the living room and is complemented with 

tumbled Turkish travertine backsplash tiles 

that pull all of the colors together. “The colors 

are very indicative of what you would fnd in 

Michigan…grays, pinks and beiges,” she says. 

“It gives the kitchen a ‘local’ feel.” ▪

  The Daiquiri-colored dry bar helps break up the 

variety of wood species throughout the kitchen.

  The kitchen’s perimeter features multiple cabinet 

fnishes, including dark Cappuccino cabinets 

that match the island and mix with light-colored 

Butterscotch on maple cabinets that serve as the 

perimeter’s base.

FIELDSTONE FOCAL POINT 

Adds local fair and ties in 

with the feldstone freplace 

in the living room

CENTER-STAGE ISLAND 

Provides ample work 

surface for multiple chefs
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There are more than four million ‘tiny house’ 

search results on Google, 34,000-plus tiny 

house books on Amazon, nearly 9,800 photos 

of tiny houses on Houzz and more than 16 mil-

lion viewers for HGTV’s two tiny house series 

in the frst quarter of 2016 alone. 

Here’s how architect Marika Snider of the 

American Institute of Architects Small Projects 

Practitioner’s Advisory Group explains this 

huge tiny house trend: “Sarah Susanka popu-

larized the idea of downsizing with her [1998 

Taunton Press] book The Not So Big House and 

its sequels. She showed people how better de-

sign and a smaller footprint could create more 

livable, wonderful spaces.” 

BIRTH OF THE TINY HOUSE MOVEMENT

The ethos was out there, but so were the 

McMansions. Then came Hurricane Katrina 

and the Great Recession, when Americans 

realized how easily their fortunes could change. 

“After Hurricane Katrina,” Snider recalls, “ar-

chitects rallied to create small, livable houses as 

alternatives to FEMA shelters, and an inspiring 

collection of Katrina Cottages was born.” 

Marianne Cusato is the Katrina Cottage’s 

Miami-based creator. Since the original mod-

el’s 2006 debut, approximately 500 were built 

in Louisiana and nearly 3,000 in Mississippi, 

the designer and author says. They brought 

charm and livability to the dreariness of 

storm recovery. Since then, they’ve also 

become a hit with home buyers across the 

country seeking vacation houses, in-law 

suites and a way to downsize. 

DEFINING THE BUYER

“The popularity of both mobile tiny houses and 

micro-units is a direct result of the Recession 

and Millennials coming of age,” declares 

Christine Brun, a San Diego-based interior 

designer, syndicated columnist and the author 

of four books on small space living. “Boomers 

with much less money than they thought they’d 

have at this stage in life also are candidates for 

these little houses,” she adds. 

Motivating the trend, she believes, are 

“fnances and the fear for younger people that 

they might lose their homes like their parents 

did in the economic downturn, and the fact 

that it has now become fashionable to be super 

small in a cool neighborhood.”

Sheri Koones, author of the upcoming 

Prefabulous Small Houses (Taunton Press, 

2016) and seven previous books on residential 

building, sees diversity in the tiny house trend: 

“Young people newly out of school want to 

own, but can’t aford the cost or upkeep on a 

large house. Empty nesters are a growing popu-

lation. They don’t need a good deal of space and 

don’t want the work that comes with a larger 

house or the energy required to heat and cool it. 

Many other people in our society, even families, 

prefer to spend their money on recreational 

activities, athletic activities and traveling. Large 

homes will never go out of style, but many peo-

ple are opting for a more pared-down lifestyle.”

“While the small space movement is 

new to those of us in the U.S.,” comments 

Dan Kenny, director of brand marketing for 

Bosch at its U.S. headquarters in Irvine, CA, 

“this style of home has been very common in 

Europe.” The German appliance maker sees 

the small space movement from a lifestyle 

perspective, rather than a demographic 

or geographic point of view. “We’ve seen 

increased demand in urban markets, where 

young professionals are moving into big 

cities with small apartments and even smaller 

kitchens. On the other side of the spectrum, 

more and more empty nesters are downsiz-

ing. Then, in between these two demograph-

ics, we fnd the frst-time homebuyer who 

has purchased a property and wants style, but 

doesn’t have the space for larger appliances.” 

Lessons from the Tiny House Movement
BY JAMIE GOLD, CKD, CAPS

Whether designing one of the new and trendy tiny homes, or 

merely looking for design inspiration for space-saving ideas, 

designers should consider what can be learned from studying 

the tiny home movement.

  This cabin was a featured Tiny House Hunters 

property on HGTV.

  This Prefabulous Small Houses project defnes 

compact style.

  Katrina Cottages helped hurricane survivors 

recover with full kitchens. 
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ADVERTISEMENT

Sold exclusively through f ne 
decorative plumbing & hardware 

showrooms nationwide.

To learn more, visit rohlhome.com  

What is the Most Used Appliance in the Kitchen?

Filter

Which ROHL® Water Appliance™ f ts your lifestyle? 
Find out at rohlwaterappliance.com

Filter FaucetKitchen Faucet Soap/Lotion 

Dispenser
The Foundation - Sink

You Might Be Surprised.

Frequented between ten to thirty times each 

day – whether washing breakfast dishes or 

rinsing veggies for dinner – the kitchen sink is 

the most used appliance in the home. That’s why 

ROHL created The ROHL® Water Appliance™ 

– a completely conf gurable combination of 

sink, faucet and 

accessories. 

Elegant Solutions 
for Every Lifestyle

Whether for a family 

of four, empty nesters, 

the at-home gourmet or avid entertainers, 

ROHL has a water appliance solution 

for every lifestyle. Since 1983, ROHL has 

thoughtfully integrated the f nest components, 

ROHL® ITALIAN COUNTRY KITCHEN 

BRIDGE FAUCET IN INCA BRASS FINISH

sink, faucet and peripherals including f lter 

faucets, handsprays, and accessories such as 

soap/lotion dispensers, air activated switch 

buttons for waste disposal, and sink grids.

Allia Fireclay Kitchen Sink

A core component of any water appliance is the 

sink. ROHL discovered Allia Sinks in 1990. Made 

in the Limoges region of France 

since 1892, Allia Fireclay Sinks 

are made from the same organic 

clay used to make f ne ceramic 

ware. Each sink is covered with a 

thick layer of glaze, which fuses with 

the clay to produce an exceptionally 

strong, hard surface that is stain and chip 

resistant. Allia Sinks are as durable as they are 

beautiful, designed to last for generations. 

Exclusively from the House of ROHL™.

The ROHL® Italian Country Kitchen Deck Mount 3-Leg 

Bridge Faucet makes a stunning statement in Inca 

Brass. This elegant fi nish adds a sophisticated warmth, 

a golden glow and just a bit of wow. It’s an updated take 

on the shiny lacquered brass of the 90’s with a sheen 

that’s more refi ned, creating a look that adds sparkle 

without glitz. ROHL Italian Country Faucets are made in 

the Piedmont region of Italy, in a village on the edge of 

Lago d’Orta. Handcrafted and hand fi nished by artisans 

for discerning customers all over the world. 
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Duravit is another German manufacturer 

successfully marketing to the small space owner. 

“Regionally, we’re seeing that this trend is most 

prominent in the Pacifc Northwest, however, 

micro-unit apartments are catching on in most 

densely populated urban settings,” says Tim 

Schroeder, president and CEO of Duravit USA. 

DEFINING THE SCALE

So how tiny is tiny? “Seattle recently set a 

250-sq.-ft. minimum after a rash of very tiny 

places (150 square feet),” designer/author Brun 

recalls. “Recently, a project came online in 

New York City where the rule for a 400-sq.-ft. 

minimum space was reduced to 200. In the 

neighborhoods further away from the urban 

center, the hot issue is auxiliary dwelling units. 

What people want is the ability to build a 

250-to-500-sq.-ft. place in their yards for rela-

tives, or to rent out,” she shares. 

DESIGNING FOR TINY KITCHENS

Many designers reading this have created 

kitchens that are larger than entire tiny houses. 

Designing a large kitchen takes time, skill, 

knowledge and experience, but pales in com-

parison to the challenges of designing a tiny 

one. “Defnitely harder!” says Brun. “Designers 

make it work by using the latest in space-ef-

cient appliances. Most are popular in Europe 

and sadly, U.S. clients are not confdent in 

buying the products only because they haven’t 

heard of them.”

Bosch has been successful in gaining 

American buyers’ confdence and launched its 

small spaces kitchen last year to tap into their 

growing appetite for tiny houses. Since then, 

the company has released a complete small 

kitchen suite, with a 24" panel-ready refrigera-

tor coming fourth quarter. 

“Just because a kitchen is small, doesn’t 

mean it has to feel that way,” Kenny says, 

pointing out how the panel-ready appliances 

in the line create a seamless, spacious-feeling 

integrated space. “Our appliances provide the 

modern European design that Bosch is known 

for, in a compact package designed to meet a 

specifc need.”

Katrina Cottage creator Cusato acknowl-

edges the importance of defning that need:  

“A decision needs to be made up front, is this a 

kitchen for cooking or for looking? A hot plate 

and under-counter fridge are completely fne 

for some, but not enough for others.” Before 

making assumptions, she advises, be sure you 

understand your buyer. 

  This Tiny House, Big Living show kitchen packs a lot of style into a tiny space.

  Bosch introduced its small kitchen suite at the 2015 Design & Construction Week.
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DESIGNING FOR TINY BATHROOMS

And then there are those miniscule bath-

rooms! “Tankless toilets, barn door hardware, 

cantilever sinks and small soaking tubs are 

the direction design is heading in,” Brun 

observes. “One good thing is that clients can 

aford nicer fnishes because there isn’t much 

quantity,” she adds.

“Even when living in a tiny home, a bath-

room should be a retreat and a sanctuary for 

relaxation,” notes Duravit’s Schroeder. “Adding 

little luxuries can enhance the space and in-

crease the residents’ happiness.” 

Some of the products that have really 

resonated with tiny bath projects, Schroeder 

says, are the company’s folding OpenSpace B 

shower enclosures, compact Architect tubs, 

SensoWash Slim shower-toilet seats and 

space-saving handrinse basins.

LAST WORDS

You may never design a tiny house kitchen or 

bath, but there’s an excellent chance that you 

will work on a morning kitchen, in-law suite 

or other project for which the concepts and 

products developed for this trend will beneft 

your design there, too. ▪

 
Jamie Gold, CKD, CAPS is an 

independent designer in San Diego, 

the author of New Kitchen Ideas 

That Work and upcoming New 

Bathroom Idea Book (Taunton 

Press), and a blogger, design journalist, seminar 

developer and industry consultant. 

  (above) This stylish bath was featured on 

HGTV’s Tiny House Hunters.

  (top left) Duravit’s innovative shower enclosure 

folds fat to save foor space.

  (bottom left) Small Space Living book’s compact 

vanity optimizes space.
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Technology is changing the way kitchen and bath showrooms operate, from reductions 

in square footage and closing the sale to communicating with subcontractors and 

keeping clients in the loop.
BY ANITA SHAW

lthough there are a few companies out there opening 

10,000+-sq.-ft. kitchen and bath showrooms, the trend 

toward showroom downsizing has been evident over 

the past several years. There are a number of reasons for the 

interest in smaller spaces – including square-footage prices, 

employee salaries, display replacement costs and some carry 

over efect from the recession. Of course, changes in technolo-

gy and consumer attitudes are also a signifcant part of the mix.

But, the rise of technology and online shopping doesn’t 

have to spell the demise of the kitchen and bath showroom. In 

fact, many dealers have fgured out ways to harness technolog-

ical breakthroughs and use them to signifcant advantage. 

“As showrooms downsize, the need to show customers in 

a visual way by using technology is more important than ever,” 

stresses Wayne Weintraub, partner, Kurtis Kitchen and Bath, 

which has multiple locations in Michigan. “There are also 

more products today than ever, so there’s no way you can show 

everything – not even if you had a 30,000-sq.-ft. showroom. 

You have to involve the technology so that you can show the 

client what’s truly available.”

And, thankfully, there are many options available to kitch-

en and bath dealers to help them provide their customers not 

only with more product choices but also better service. 

INTERACTIVE SCREENS

The most obvious additions to kitchen and bath showrooms 

in recent years are large, fat-screen televisions – showing 

everything from completed jobs to faucet fnishes. Some 

showrooms opt for one large screen in the center of the action, 

while others have screens dotted throughout to display a range 

of content.

“We always have the 48" fat-screen television running, 

showing our projects on a slide show,” states John Lang, own-

er, Lang’s Kitchen & Bath in Newtown, PA. “If someone wants 

to see something specifc, such as a manufacturer video, we 

show that upon request.”

Lang’s Kitchen & Bath also features 21" and 27" monitors 

throughout the space, where specifc jobsite photos of past 

projects can be brought up while interacting with a client. 

“We can show the type of work that we do, or an idea we’re 

discussing,” ofers Lang. “We have hundreds of photos of our 

jobs scrolling through the system, and it really helps promote 

interactive discussions with clients.”

At Mountainland Kitchen & Bath, fat-screen televisions 

are controlled from a remote online server. “We may not carry 

certain brands in some branches, or we may want to have 

a specifc message or promotion going in one location, so 

Showroom Connections

A
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through the server we can control which branches see what,” 

comments Tim White, director of marketing, Mountainland 

Kitchen & Bath in Orem, UT, and other Utah locations. 

Diferent videos can also be programmed to run on diferent 

screens throughout the showrooms, he adds.

In addition to large screens throughout the showrooms, 

Kurtis Kitchen and Bath has a 42" screen at each salesperson’s 

desk. “The salespeople have their own monitor, and that is 

connected to the larger screen, which is for the client to look 

at,” says Weintraub. “This way, the clients don’t have to lean 

over the designer to look at his monitor. They can relax and 

see what’s going on with a large screen dedicated to them.”

In addition to screens, kiosks have become more common-

place in showrooms, but with mixed results. 

Weintraub notes that the manufacturer kiosks in his 

showroom are not used very much by visitors. “They’re afraid 

of breaking them, and clients really don’t want to play. They 

come to the showroom to be served,” he stresses.

White views them as a positive for his showrooms and 

visitors. “When you have more than one customer in, and 

you’re taking care of somebody else, the other customer might 

gravitate to the kiosks because they are looking for interactivi-

ty,” he remarks.

Lang is looking into developing a kiosk on his own rather 

than having manufacturer versions. “The idea would be that 

we could go over to that kiosk and pull up products on the 

Web as we’re doing selections,” he explains.

THE VIRTUAL EXPERIENCE

Technological interaction is currently reaching beyond the 

screens, however, with the advancement of virtual reality in 

the showroom. 

“People are using virtual reality to experience things in 

their regular lives, and those who aren’t will be using virtu-

al reality in the very near future,” stresses John Morgan of 

Morgan Pinnacle, LLC in the Baltimore, MD area.

While he acknowledges that the kitchen and bath indus-

try is a slow, evolving market, he also believes the industry is 

perfect for the medium. 

And larger chain stores are already getting a leg up.

This past April, Swedish furniture giant IKEA an-

nounced the release of a pilot virtual reality app, the IKEA VR 

Experience, which operates on the HTC Vive by way of the 

game platform Steam. The app allows users to step virtually 

into an IKEA kitchen. 

Using the Vive headset, users can explore any one of three 

kitchen designs and customize them at will – changing the 

colors of cabinets and drawers, or even switching perspective 

from that of a taller adult to a shorter child.

And, at the 2016 International Builders Show in Las Vegas 

this past January, Marxent ofered demonstrations of Lowe’s 

Holoroom Augmented Reality and Virtual Reality experience, 

the frst Oculus Virtual Reality kitchen and bath design studio. 

The Holoroom allows users to confgure and visualize home 

improvement projects in 360-degree Virtual Reality. Once a 

customer is satisfed with the design, it may be exported to 

YouTube 360 for sharing and viewing at home with a Lowe’s 

supplied Google Cardboard.

  Lang’s Kitchen & Bath in Newtown, PA, 

includes a large-screen television in the 

main area, as well as smaller fat-screens 

throughout the showroom. 

  Mountainland Kitchen & Bath, with multiple showrooms in Utah, 

includes manufacturer kiosks and displays for its clients to peruse 

the wide range of products available.

    VR 2020 is one of the cardboard devices 

available that provides a virtual reality experience 

using a smartphone and a CAD rendering, such as 

the one below, created with 2020 software. 
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Morgan believes that the closing room is a great place for 

the virtual reality experience. “Instead of clients looking at a 

50" television, they can put on the goggles and feel like they 

are completely immersed in their new kitchen,” he says.

Virtual reality can also be used for inspiration. Instead of 

photo albums flled with completed kitchens or large screens 

with slide shows, people can walk into a showroom and pick 

up a pair of goggles and be inspired, he adds.

Firms can also have a dashboard online and set up projects 

in a virtual reality environment. A potential client at home can 

then take the goggles from their home gaming system, click 

on a job and get the experience of being in that room.

“People can also share virtual reality links through their 

Facebook pages and other accounts, which continues the 

prospecting outreach from the dealer,” reports Morgan. “Now, 

instead of doing postcards to three of a client’s contacts as they 

have in the past, dealers can provide links like this to social 

media so that their client’s 250 friends on Facebook are actual-

ly seeing the work.”

COMMUNICATING SUCCESS

What all of this technology boils down to is fnding new and 

more efective ways of communicating with customers.

Onsite Wi-Fi is becoming commonplace in many show-

rooms, as customers come in with tablets and smartphones 

bookmarked with favorite products or designs.

“Our website and Houzz are used fairly often in the show-

room,” states Lang. “Houzz is brought up often by the custom-

er, and we encourage folks to go there. They create their own 

favorites list and share those favorites with us.”

Kurtis also now uses software that watches purchase orders 

and detects when things go awry. “This technology has helped 

us provide better services for our clients because it allows us to 

get on top of these issues quickly,” ofers Weintraub.

One of the biggest changes for communicating with 

clients for Kurtis has been through the use of BuilderTREND 

software. “With it, our customers can sign in on our website, 

go into their job and see a chart of services – the day they’re 

scheduled, what time the plumber is going to be there, etc. 

It also has before pictures of the job, as well as the ongoing 

pictures as services are performed. It helps manage the job 

so that everyone is on the same page, and it eliminates all of 

those calls from the customer regarding details of the job,” 

explains Weintraub. In addition, all parties – including the 

client – can leave notes about the job, allowing everyone to 

work together. 

“Being able to show this to a client at the front end – that 

this is the way their project is going to be handled and this is 

the interaction they can expect – is huge,” he stresses.

“It’s all about communicating – whether it’s through social 

media, the Internet, our chat box on our website or through 

BuilderTREND – you have to communicate with people,” 

Weintraub continues.

So, while some see technology as spelling gloom and doom 

for the brick-and-mortar showroom, those embracing what 

technology has to ofer have a diferent view.

“We very much believe that technology is not there to re-

place our salespeople; it’s there to be a tool for our salespeople 

to better serve the client,” concludes White. ▪

While this may sound like a foreign language to those not 

versed in virtual reality, the concept is not hard to digest.

The cardboard version of the virtual reality gear, such as 

VR 2020 from 2020, works with a smartphone. “You export 

your kitchen design that is created with a CAD program to a 

virtual reality format,” explains Morgan, who works with 2020 

Spaces on virtual reality. “When the user clicks on a link, it 

will divide the cell phone into a left eye/right eye sectional. 

The cardboard blocks out the outside world, and features two 

lenses so that, when they put it on, it separates their eyes and 

what they see.”

“For about $29, a company can buy the boxes and brand 

them to include their company logo,” adds Morgan. “Their 

customer can come in, see their kitchen and then go home 

with the device and, with their cell phone, show their friends 

and family a virtual reality rendering of their new room. So, 

not only is the company exciting their client, but they’re get-

ting the client to show other people. And the cardboard box is 

branded with the dealership’s name. It’s good marketing.” 

While Weintraub notes that virtual reality is probably the 

next step for his frm, he is less than impressed with the card-

board device for his showroom, believing it doesn’t really allow 

the user into the experience. 

An upgrade from the cardboard version, Gear VR from 

Oculus, is a pair of goggles that works with the Samsung 

Galaxy smartphone, and retails for about $100. The smart-

phone can be snapped into the Gear VR for the virtual reality 

experience.

For a high-end kitchen and bath showroom, Morgan agrees 

that glasses such as Rift from Oculus are a good investment 

for experiencing virtual reality in the showroom, rather than 

the phone models. “The Oculus glasses grip around your eyes 

and make you really feel like you’re there,” he stresses.

  Kurtis Kitchen and Bath, located throughout Michigan, connects 

a smaller salesperson monitor with a 42" fat-screen monitor devot-

ed to the customer for easier viewing. 

  Oculus supplies a range of virtual reality 

products that can be employed in the kitchen 

and bath showroom, including Rift (left), 

which is used with a gaming system, and 

Gear VR (right), which works with the Galaxy 

smartphone.
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Elegance Meets Style
Inset now available in Premier Series
Inset door styles have now been added to Wellborn’s Premier Series, giving you maximum opportunities to 
combine individual style with everyday luxury.

More choices…More possibilities…Wellborn Premier Series.

www.wellborn.com
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Human resource management has evolved into one of the most important components 

of operating a successful business…for both the employers and the employees.
BY HANK DARLINGTON

Personnel Adjustment

ll companies today should be focused on hiring the 

best employees possible, working to lower their 

turnover rate, and retaining the talent and knowl-

edge held by their work force. New hiring is expensive, and 

there’s always the risk that the new person may not live up 

to expectations.

The driver behind hiring and keeping the best employees 

is the company’s human resource management (HRM or 

HR) person or department. According to Wikipedia, HR is “a 

function in an organization designed to maximize employee 

performance in service of an employer’s strategic objectives. It 

is primarily concerned with the management of people within 

organizations, focusing on policies and systems.”

While it sounds simple enough, business owners know 

that there is nothing easy about managing people and keeping 

everything fowing in the workplace. And, when it comes to 

employees, the government has a heavy hand with regard to 

regulations, making a challenging job at times overwhelming.

HUMAN RESOURCE HISTORY

The human resource feld frst surfaced in 18th century 

Europe during the Industrial Revolution. Employers under-

stood that people were crucial to the success of an organi-

zation and believed that the well-being of employees led to 

improved work quality.

It is believed that the frst human resources department 

in the U.S. was established by the National Cash Register 

Company in 1901, following a bitter strike by employees. 

The early name for this department within a company was 

“Personnel,” and the role was largely compliance-based and 

focused on payroll, record keeping, work-place safety and em-

ployee grievances. 

As the feld of human resources evolved, it was greatly 

infuenced and shaped by state and federal laws governing 

employment issues. Today, regulations and laws lead all as-

pects of human resource management, including recruitment, 

placement, development and compensation.

One of the frst major federal laws concerning human re-

sources was the Davis-Bacon Act of 1931. This law required the 

payment of minimum wages to non-federal employees. 

A follow-up law, the Fair Labor Standards Act (FLSA) 

of 1938, changed the minimum salary level required to be 

considered exempt from overtime. “This law creates expense 

pressure that may require adjusting head count down to con-

trol costs,” remarks Joe Steenbeke, shareholder and v.p.,  

S & W Kitchens, which operates fve kitchen and bath show-

rooms in Central Florida. He believes it follows an antiquated 

mindset by the government on compensation. 

Raising the minimum salary rate again, which is cur-

rently a hot topic across the U.S., may also require lowering 

commission rates that are used as incentives to motivate 

the sales force. This could also add to costs and reduce the 

motivation factor. 

THE NEW AGE OF LEGISLATION

Since these early laws were enacted, dozens of business- 

changing federal laws have been put into efect, as well as 

hundreds of additions and amendments to these laws. Most, 

if not all, of these laws have been designed to help and protect 

both the employers and employees. 

A few of the more impactful federal laws that have been 

put into efect in the past few decades are:

• Occupational Safety and Health Act (OSHA) – 1970. This 

act was designed to force employers to provide safe and 

healthy work environments and to make organizations 

liable for worker safety. Today, hundreds of addi-

tions and amendments have been added to this 

act, backed by civil and criminal penalties that 

have been implemented in various industries to 

help ensure that employees are not subjected to 

unnecessarily hazardous working conditions.

“To this day, we see increased and ever-changing 

health and safety requirements,” notes Julia Spence, 

v.p. of Human Resources for Portland, OR-based Neil 

Kelly Company, which operates fve design/build 

centers. “OSHA continues to add more teeth 

to that law, and all of this requires more 

training and policy implementation. 

•   The American Disabilities Act (ADA) 

– 1990. This is a civil rights law that 

prohibits discrimination against in-

dividuals with disabilities in all areas 

of public life. Just like the OSHA law, 

there have been numerous additions 

and amendments.

A
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• Family and Medical Leave Act (FMLA) – 1993. This 

law was passed to provide employees who qualify 

with up to 12 weeks of unpaid, job-protected leave in 

a 12-month period for specifed family and medical 

reasons. It also requires group health benefts to be 

maintained during the leave as if employees contin-

ued to work instead of taking leave. New additions and 

amendments to this law are currently taking place.

Recent changes to FMLA have put an additional strain on 

companies in some states. “While the law has been in efect 

since 1993, migration in recent years has been to add paid 

leave reasons,” explains Steenbeke. But Congress has been 

reluctant to refne and clarify health reasons that qualify, he 

continues. “This leaves many employers to manage a complex 

federal law, with many state laws overlapping the federal law. 

The resources to manage laws like FMLA become increasingly 

taxing on small businesses that often cannot aford a full-time 

human resources professional.”

Paid time of, such as sick leave, vacation and other similar 

benefts, needs to be addressed, and new policies need to be es-

tablished, stresses Jacqueline Breslin, human capital director at 

TriNet, a professional human resources company headquartered 

in San Leandro, CA. “In some states, the issuing of mandatory 

paid sick days has become law…and it’s spreading,” she reports.  

Each of these major human resources laws has impacted 

all businesses in the kitchen and bath industry. And, these 

laws have often added an extra burden to these businesses.

Extending beyond these three major laws and their amend-

ments, other, more recent, laws and amendments are also 

having a dramatic impact on companies, continuing to afect 

businesses on a daily basis.

One of those laws is the Patient Protection and Afordable 

Care Act (PPACA) – commonly called the Afordable Care Act 

(ACA) or, colloquially, ‘Obamacare.’ This law requires com-

panies employing more than 50 people to provide health care 

options to 95 percent of their workforce. The legislation, which 

was signed into law in 2010, allows for a fne to be imposed be-

ginning this year for any qualifying company not in compliance.

SMALL BUSINESS ACUMEN

While many of the laws currently in efect apply only to larger 

businesses, there is a trend toward including smaller compa-

nies in regulatory enforcement. 

“The speed at which new laws are being implemented and 

the impact they’re having on businesses of all sizes” needs to 

be addressed, ofers Breslin. “These laws used to be geared 

toward larger (50+ employees) businesses. Now they are begin-

ning to afect businesses of all sizes.” 

This means it is more vital than ever for all kitchen and 

bath employers to stay abreast of what is happening in the 

regulatory arena.

Areas that have been afected by regulations in the past 10 

to 15 years include: discrimination, retaliation, defamation, ha-

rassment, rest/meal period, late payment of wage claims, trade 

secrets, unfair competition, wrongful termination, invasion of 

privacy, drug testing, workers’ comp and disability claims, and 

health and safety. Companies need to understand these laws 

and the compliance requirements that go with them.

For kitchen and bath dealers – many of which fall into 

the smaller company classifcation of less than 50 employ-

ees – keeping up with the changes can be a daunting task. 

Owner/managers are compelled to wear a number of diferent 

management hats, including sales, marketing, fnancial and 

human resources. In many cases, the manager’s strength lies 

in the areas of sales and marketing, and less in fnancial and 

human resource management. And, the lack of knowledge 

regarding the changes in human resource regulations can lead 

to some very serious consequences.

In start-up and smaller businesses, trained professionals 

such as outsource individuals and companies can help the 

company perform its human resources duties. Professional 

human resource management companies that specialize in as-

sisting frms of any size can be a signifcant help and resource 

for virtually every business.  

Another good resource is the Society for Human Resource 

Management, an industry association that can assist with nav-

igating the human resource minefeld. For more information, 

visit its Website at www.shrm.org. 
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electricians, plumbers, auto mechanics, etc., and it impacts 

kitchen and bath dealers in a major way. 

“The lack of a stable and skilled workforce has created new 

challenges,” Burton continues. “As the younger generation 

becomes ‘of age,’ people have a tendency to want to roam from 

job to job. People will even change jobs to make 25 cents more 

per hour.”

Burton adds that he is seeing situations where people will 

start a job, work three months or less, discover they don’t like 

the job they are performing and simply stop showing up for 

work. “They have no other job lined up – they just fat out 

quit! They have no work ethic or loyalty to anyone other than 

themselves,” he stresses.

Spence also notes that there are diferences with today’s 

younger generation and their employment expectations. Neil 

Kelly has chosen to alter its approach to certain aspects of hu-

man resource management to match its incoming employees.

One of those areas has to do with when employee perfor-

mance reviews are conducted. “What used to be a once-a-year 

event is now formally conducted once a year for most employ-

ees and quarterly for many new employees during their frst 

year, but by way of much more frequent, informal feedback 

and conversation with employees about their performance,” 

reports Spence. “This is all part of the younger generation and 

their expectations of fast responses to everything.”

At Neil Kelly, each employee is reviewed not only by their 

supervisor, but by a group of people with whom they work 

and/or who work for them, utilizing a digital tool called  

Survey Gizmo. 

While there is a knock on the Millennials and work ethic, 

Spence notes, “These younger, highly skilled and motivated 

folks are bringing an ‘I believe we might be able to do it a bet-

ter way’ attitude to their jobs. This is a very good thing!”

PROTECTING THE FUTURE

The workplace is changing and will continue to change as 

technology evolves. Companies, via their human resources 

departments, will need to set ground rules where no legisla-

tion exists when it comes to technology and its far-reaching 

infuences.

Among the areas that will need to be addressed, according 

to Breslin, are:

• Employees working remotely and utilizing fex 

time. “This is certainly a more difcult situation for 

the smaller kitchen and bath frms,” she notes.

• Personal smart phones and tablets at work. “Ten years ago, 

this wasn’t an issue, but now it’s requiring new company 

policies and good security in order to protect privileged 

information about the company,” Breslin stresses. 

• Social media. “A mere 10 to 15 years ago, social media did 

not exist or render the challenges it does today,” comments 

Breslin. “Policies are needed here to control personal use 

and keep negative comments from being transmitted.”

• The access of data. “The digital age has brought 

many advantages for both employers and em-

ployees,” she states, “and it’s only going to keep 

growing and becoming more important.”

Indeed, according to Spence, “Almost nothing in human re-

sources is the same as it was 30 years ago. It’s an all new world.”

And in that new world, efective human resource man-

agement is key to a company’s success, requiring careful 

monitoring to comply with not only regulations, but employee 

well-being. ▪

PROTECTING WORKER RIGHTS

In today’s politically correct world, it seems impossible that 

not so long ago, what are now viewed as grossly inappropriate 

questions probing into a prospective employee’s background 

were the norm. Managers and owners of businesses going 

back to the 1970s could ask any question they believed was ap-

plicable in the interview process. In addition, if they wanted to 

fre someone, they simply showed that person the door. There 

was no long, drawn-out termination process.  

Today, a range of laws protects people during the inter-

view process – laws that protect against discrimination of any 

kind, including race, gender, religion and sexual orientation. 

Probing questions that have to do with family obligations and 

health are also taboo.

Certain rights continue to be scrutinized, and legislation 

regarding these rights can vary from region to region. It is key 

for the human resource manager to understand what is not 

only acceptable but legal in their area of the country.

One of the current debates has to do with the ‘Ban the 

Box’ movement, which refers to the box to be checked on a 

job application asking if the applicant has a conviction history. 

“Depending on the legislation, which varies by jurisdiction, 

employers may need to remove questions about criminal 

history from the initial job application form,” states Spence. 

She adds that while Neil Kelly eliminated this from their appli-

cation several years ago, they do ask the question in the fnal 

interview if something has shown up in a background check. 

A sticky situation for employers has to do with company 

drug policies and drug testing. For many frms in the kitchen 

and bath industry, working with tools and heavy machinery is 

the norm, and employee safety is of utmost importance.

However, the legalization of marijuana in several states and 

localities has brought drug testing into question. 

“It puts a new spin on a company’s drug policies,” stresses 

Spence. “If the federal government should legalize this, how 

would you defne and monitor ‘legal impairment?’”

ATTITUDE ADJUSTMENTS

There is also a signifcant trend toward high schools drop-

ping the trade school as part of the curriculum. As a result, 

fnding qualifed employees to work in the trade has become 

more difcult.

“With most high schoolers being guided toward college 

for a professional career, the skilled workforce is losing good 

thinkers and doers,” states Larry Burton, v.p. of Human 

Resources for Wellborn Cabinets in Ashland, AL. This ap-

pears to be true in all of the ‘hands-on’ trades – carpenters, 
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The Latest Apps
alk to kitchen and bath dealers and designers about their 

take on apps, and you’ll fnd their responses run the gamut 

from those who can’t live without them to those who are 

largely indiferent to them to those who adamantly want noth-

ing to do with them – and everything in between. 

While some feel they take more time than they’re worth, or 

are just overwhelmed by the plethora of choices, others have 

a handful of tried and true favorites that they stick with, and 

still others are forever in search of the latest, greatest new app, 

viewing them as valuable tools that save time and simplify 

tasks – tools that you can never have too many of.

In a recent spot survey, KBDN asked dealers about their 

app usage, and found that what dealers like best about apps 

are their portability, price (many are even free!) and versatili-

ty. Additionally, today’s apps have wide-reaching capabilities 

– from helping with sales and design functions to editing 

photos, matching colors or tracking time. As one dealer noted, 

“Anything you need to do better in this industry, there’s proba-

bly an app for that!”

Things they like least include the learning curve required 

for many of them, along with the fact that some are “unnec-

essarily complicated” or “technology for technology’s sake,” 

rather than “an easy-to-use tool to simplify and streamline my 

business.” Other dealers and designers said they are put of by 

the huge number of apps, “which can make it impossible to 

keep up with them all.”

At the same time, most acknowledge that, with technology 

changing by the minute, the right apps can provide a compet-

itive edge, giving them the ability to perform more complex 

functions quickly and easily, while helping them to be more 

organized and efcient in everything from record keeping to 

social media to helping clients to better envision their projects.

On this and the following two pages, KBDN looks at some 

of the latest apps available on the market today.

T

CARMA
WHAT IT IS: An app that has a 360° selling system 

developed for kitchen and bath designers by kitchen 

and bath designers.

WHAT IT DOES: CARMA 

collects, organizes and 

catalogues all of the data 

needed to create designs. 

The designer/sales profes-

sional can use CARMA from 

the initial client interview to 

collect design preferences. 

It can then be used to in-

troduce product choices so 

the client can identify style 

likes and dislikes. Designers 

can utilize CARMA during 

the feld measurement 

process for on-site data 

collection. At this point in 

the process, CARMA can then be handed of to the CAD operator/

design specialist to be used as a mini CRM to track the presenta-

tion and follow-through. The app also includes an automated sales 

dashboard to track key performance measures, including reminders 

of the designer’s closing rate for the week, month and year.

WHO IT’S FOR: Any designer or salesperson who wants a com-

prehensive sales and design process in one app.

WHY KITCHEN AND BATH DESIGNERS NEED IT: This app was 

created specifcally for those in the kitchen and bath design industry, 

intended to make the sales/design process easy and seamless.

AVAILABLE SINCE:  April 14, 2016

WHO MAKES IT: eVision Services, LLC

PLATFORM: iOS for the iPad

WHERE TO FIND IT: On the iTunes Store or the eVision Services 

website: http://home.evisionservices.com/#carma 

FOR MORE INFO:  http://home.evisionservices.com/#carma

 Pixel Picker
WHAT IT IS: An app that will 

show pixel color information 

from images on 

the user’s device.

WHAT IT DOES: The user 

can pan, pinch and zoom to 

select points in an image from 

which Color Picker prints the 

color in RGB (decimal and 

hex). The image along with 

the selected color information 

can be exported and sent or 

used with an Adobe Creative 

Cloud account.

WHO IT’S FOR: Anyone 

who is inspired by the specifc 

colors in a picture and wants 

to fnd out the exact colors so 

as to replicate them.

WHY KITCHEN AND BATH DESIGNERS NEED IT: 

Whether it’s a client’s inspiration photo or a designer’s, this 

app can be used to pinpoint the exact color from a picture 

on the RGB color chart and incorporate it into a kitchen or 

bath design.

AVAILABLE SINCE: November 8, 2014

WHO MAKES IT: Andrea Bizzotto

PLATFORM: iOS for the iPhone, iPad and iPod touch

WHERE TO FIND IT: On the iTunes Store
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Hours Time Tracking
WHAT IT IS: A time tracking app.

WHAT IT DOES: Hours allows the user to track 

time through multiple avenues. The user can set 

smart reminders to start and stop timers, start/stop/switch 

timers with one tap, identify and correct mistakes with the 

visual timeline, set rounding rules to round time to whatever 

interval is most convenient, get calendar views to see which 

days were tracked and which were not, track time by clients, 

projects and tasks, add notes to time entries and view on-

screen reports in the app or email CSV or PDF reports.

WHO IT’S FOR: Any small business owner who needs  

an easy way to track time in order to be able to properly  

bill for their time.

WHY KITCHEN AND BATH DESIGNERS NEED IT:  

When involved in a conversation with a client, time can get 

away from a designer. With Hours, the designer can track 

time spent with a client without being obvious about it, so as 

not to ofend the client while being efcient in time keeping. 

AVAILABLE SINCE: July 11, 2014

WHO MAKES IT: Hours, LLC

PLATFORM: iOS for the iPhone and Apple Watch

WHERE TO FIND IT: On the iTunes Store

Evernote Scannable
WHAT IT IS: A free app that works as a paper scanner from  

a mobile device.

WHAT IT DOES: With Scannable, the user can scan contracts, receipts, 

business cards and more by simply pointing the mobile device’s camera at the paper. 

The app automatically rotates, crops and adjusts images after a scan is taken so that 

the scans are easy to read. Scanned documents can be sent via email or text and 

can also be exported as PDF and JPG fles to the Evernote app as well as others. An 

additional feature turns business cards into contacts by pulling the information on the 

cards and LinkedIn, and allowing the user to save it to a contacts list.

WHO IT’S FOR: Anyone who needs an easy fx for capturing documents as an elec-

tronic image/fle from a mobile device.

WHY KITCHEN AND BATH DESIGNERS NEED IT:  By taking a picture, designers 

can share documents, plans and receipts and send them in a professional format to 

clients or save them for later use. They can also use Scannable to maintain business 

contacts and quickly access them from a mobile device.

AVAILABLE SINCE: January 8, 2015

WHO MAKES IT: Evernote

PLATFORM: iOS for the iPhone, iPad and iPod Touch

WHERE TO FIND IT: On the iTunes Store

Ultralight/Photo Editor
WHAT IT IS: A photo editing app.

WHAT IT DOES: Ultralight can be used casually 

and professionally to edit photos. It has six photo 

editing tools: curves adjustment; saturation & temperature; col-

orize; vignette, sharpen & clarity; texture (74 textures available 

for in-app purchase), and crop. Additionally, it has 29 cus-

tomizable flter presets, the ability to create and save custom 

flters and a real-time editing preview. Edits are automatically 

saved, allowing the user to leave the app and come back later to 

continue editing or revert changes. The app also allows for easy 

sharing of edited photos.

WHO IT’S FOR: Anyone who needs a quick and easy way 

to edit photos.

WHY KITCHEN AND BATH DESIGNERS NEED IT:  Designers 

can edit photos on-the-go, whether for clients or for personal use.

AVAILABLE SINCE: June 8, 2015

WHO MAKES IT: Timi Koponen

PLATFORM: iOS for the iPhone, iPad and iPod Touch

WHERE TO FIND IT: On the iTunes Store
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Keyplan 3D
WHAT IT IS: An app to help design, build and decorate a home. 

WHAT IT DOES: Users can use Keyplan 3D to update an 

existing home or create a new one from the ground up. The plans 

created are interactive and updated in real-time. Main features include: the 

house builder, which makes creating walls as easy as drawing a line with a 

pencil and includes 2D/3D editing aspects; interior design, which allows the 

user to place furniture, windows and doors in either the 2D or 3D view; dec-

oration with a large selection of paints, brick, wood, ceramic and textile to be 

used on any object or surface, of which there are 350 free objects available 

to use; customization options such as wall width and height settings; iCloud 

synchronization so as to be able to use the app across multiple devices, and 

sharing 2D snapshots or 3D renders of the plan with anyone.

WHO IT’S FOR: Designers, contractors and homeowners.

WHY KITCHEN AND BATH DESIGNERS NEED IT: It makes designing or 

building a home easy and shareable with anyone via social media or email. 

The cost of the app is $5.99, but only needs to be purchased once to use it 

across diferent devices.

AVAILABLE SINCE: October 8, 2014

WHO MAKES IT: Quasarts LLC

PLATFORM: iOS for the iPhone, iPad and iPod touch

WHERE TO FIND IT: On the iTunes Store

This by Tinrocket
WHAT IT IS: An app that 

allows the user to tell a story by 

adding descriptors to photos.

WHAT IT DOES: This enables users to 

add pointers, labels, descriptions and 

commentary to all photos. Easy to use, it 

ofers seven expressive pointer designs 

to suit the user’s mood. Once added, 

pointers can be easily added, deleted, 

resized or repositioned. Photos can then 

be shared via social media or email.

WHO IT’S FOR: Anyone who fnds it 

necessary to modify photos taken and 

point out specifc aspects of a photo. 

Particularly good for a visual learner.

WHY KITCHEN AND BATH  

DESIGNERS NEED IT: Before, during 

and after a project, designers can spec-

ify brands, products and any to-dos on 

photos themselves, either as a reminder 

or as a way to show clients exactly what 

is being used and done to their kitchens 

and/or baths.

AVAILABLE SINCE: April 6, 2016

WHO MAKES IT: Tinrocket, LLC

PLATFORM: iOS for the iPhone, iPad  

and iPod touch

WHERE TO FIND IT:  

On the iTunes Store

Invoice by Wave
WHAT IT IS: A free app with which the user can access profes-

sional mobile invoicing.

WHAT IT DOES: Invoice by Wave was created for small 

business owners on the go. The user can create unlimited invoices and the 

app includes customizable invoice templates. The app can also accept and 

record cash and credit card payments, create invoices in multiple currencies, 

invoice for multiple businesses, allow the user to view invoice records ofine 

and send notifcations when an invoice has been viewed, paid or over-

due. The Pulse feature has graphs and charts that will give information on 

revenue and expenses, invoices coming overdue, average days to payment 

and more. Additionally, the app can be integrated with Wave’s accounting 

software so that records will be updated instantly across web and mobile 

platforms when invoices are issued and payments are made.

WHO IT’S FOR: Any small business owner who needs the fexibility to 

create and track invoices from a mobile device.

WHY KITCHEN AND BATH DESIGNERS NEED IT: When with a client, a 

designer can create an invoice on the spot to give real-time estimates and/or 

process credit card payments for invoices already created.

AVAILABLE SINCE: June 7, 2014

WHO MAKES IT: Wave Accounting Inc.

PLATFORM: iOS for the iPhone

WHERE TO FIND IT: On the iTunes Store
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Showplace began with standard overlay cabinetry, 

evolved to include inset off erings, then advanced 

again with Renew cabinet refacing. Now the 

Showplace evolution takes another important 

step, with the introduction of ShowplaceEVO full-

access cabinetry. A versatile selection of styles, 

woods and fi nishes. All the accessories, moldings, 

enhancements, hardware, and modifi cations you 

need. All backed by legendary Showplace customer 

service and the assurance of a lifetime warranty.

Employee-owned Showplace has grown to be very 

well regarded for its overlay and inset cabinetry. Now 

comes the new ShowplaceEVO line of full-access 

cabinetry from an entirely new, state-of-the-art 

American factory. The result is a highly-evolved, 

well-rounded off ering.

We invite you to learn more at ShowplaceEVO.com. 

You may also call 877-607-2200, ext 5962.
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itchen design has continued to trend toward a focus on clean, 

sleek looks and products that refect the lifestyle and needs of each 

individual homeowner. Since cabinets are the dominant feature in a 

kitchen, it should be no surprise that trends for kitchen cabinetry follow suit. 

Transitional styles lead the way, with clean lines and simple exterior 

features, and highly functional customized interior elements. Consumers 

are looking to express their own style, set up their cabinetry to best meet 

their organizational needs and get the best value for their money, manu-

facturers agree.

Scott Korsten, director of marketing for Showplace Wood Products in 

Harrisburg, SD says, “Homeowners look to diferentiate themselves, or 

express their personalities, through fnishes and features.” This may be 

achieved by adding accent pieces in a coordinating fnish, using larger 

drawers for base cabinets or increased use of foating shelves where wall 

cabinets may have been, he says. And, while homeowners look to get the 

best value for their dollar, he adds that they are willing to spend money on 

features that are perceived as adding value.

In addition to the move toward transitional design, there’s a grow-

ing focus on painted cabinetry, particularly in shades of white or grey. 

Frameless models are getting more attention, and Shaker, slab and other 

simpler doors are showing up more often, according to manufacturers 

recently surveyed by Kitchen & Bath Design News.

CONSISTENT APPROACH

While there are still signifcant diferences between stock cabinetry 

and full custom cabinets, the lines are becoming less defned, and 

many of the top trends remain consistent across all categories, manu-

facturers say. 

Jef Ptacek, CKD, director of product development at the Sioux Falls, 

SD-based StarMark Cabinetry says, “Color and cabinet door styles seem to 

have a common theme throughout all cabinet construction types.”

Trends that start in the luxury market are moving more quickly than 

before to the more afordable lines. “With the ever-increasing rise of 

digital media, trends in high-end cabinetry trickle down faster and faster 

because consumers are exposed to the gorgeous designs of high-end 

kitchen designers,” says Mitch Meador, marketing and branding specialist 

at Quality Custom Cabinetry, Inc. in New Holland, PA.

The ability to achieve similar looks with less costly materials is also 

playing a role. “Melamines with a deep texture and the look of real wood 

can get a similar look without the cost of painted wood doors or real 

Alno AG is introducing a poreless 

powder-coated steel cabinet front 

in Snow. The galvanized, stainless 

kitchen furniture is sandwich de-

signed and environmentally friend-

ly, ofering a hygienic and long-last-

ing surface. The powder coating is 

baked at high temperatures, making 

it resistant to water and rust.

Circle No. 155 on Product Card

Grabill Cabinets provides a range 

of custom cabinets for the kitchen 

and other rooms. Shown is a custom 

beaded inset door with fve-piece 

drawer front in Maple, fnished in 

White Dove. 

Circle No. 156 on Product Card

Full-overlay walnut cabinetry in 

the Vogue door style from Plain & 

Fancy Custom Cabinetry is fnished 

here in Cocoa, providing a rich 

contrast to the white walls, neutral 

backsplash and light countertop. 

The kitchen island, fnished in Dove 

White with 3" Vogue doors on 

maple, features deep, full-extension 

drawers in the end of the island. 

Circle No. 157 on Product Card

Pictured are shelves with concealed 

Switch doors from the Foodshelf 

programme by Scavolini, designed 

by Ora-ïto. The larder units have 

doors in matt lacquered Prestige 

White and are separated by an 

open-fronted larder unit in matt 

lacquered Titanium Grey. The larder 

units can hold up to four appliances 

and shelves and drawers. 

Circle No. 158 on Product Card

Today’s kitchen cabinets feature clean  

and simple visual appeal with customized  

storage solutions inside.
BY ELIZABETH RICHARDS

Sleek & 
Structured

K
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rise, says Wistrom. And custom manufacturers may work to streamline 

the ordering and designing process to provide more value while maintain-

ing their custom capabilities, she adds. 

TRANSITIONAL APPEAL

Manufacturers indicate a clear move toward transitional design as the 

divide between traditional styles and modern styles expands. “The gap 

between traditional and contemporary is wider than it ever has been, with 

many consumers opting for a transitional style,” says Meador.

Wistrom notes that this transitional styling with clean lines and 

simple details spans all price points. “Transitional design is the prevalent 

design style now, and in the foreseeable future,” she states. These designs 

move toward a sleek and streamlined look without heavy, ornate detail-

ing, she adds. Transitional features include recessed, slab and simple 

raised-panel doors, as well as large cove moldings rather than crown 

moldings, simple lines for backsplashes and countertops in a single color 

with little “movement,” according to Wistrom. 

The transitional style leads to door styles that are more simple and 

straightforward in design. “Regardless of price point, square raised-panel 

and fat-panel doors are the styles of choice,” says Korsten.

walnut with a durable topcoat,” says Joan Bostic, v.p./sales and marketing 

for Cabico, based in Quebec, Canada.

Additionally, all levels of cabinetry, from stock to custom, are ofering 

a greater range of options. “From door style selections and colors to cabi-

net oferings to semi-custom modifcations, there’s a continued widening 

of product demands across all of these product/price levels,” says Krislyn 

Wellborn, public relations/social media specialist for Wellborn Cabinet, 

Inc. in Ashland, AL. 

“The line continues to blur between stock, semi-custom and cus-

tom as each ofers more cabinet modifcation,” agrees JW Coady, v.p./

operations for Norcraft Canada in Winnipeg, Canada. “People want 

the ability to manage costs but still have a ‘unique’ piece. This pushes 

large-scale manufacturers to ofer small shop items at competitive 

prices and lead times.”

“There is always pressure to provide more for less, so all manufactur-

ers are working to provide the most value to their customers,” adds Karen 

Wistrom, NCIDQ, ASID, v.p./marketing at Dura Supreme Cabinetry 

based in Howard Lake, MN. This plays out diferently for manufacturers 

depending on the type of cabinetry they are ofering. As stock manufac-

turers strive to provide more “custom-like” features, manufacturing costs 

The Oceanside kitchen, designed 

by Wood-Mode Fine Custom 

Cabinetry, features hidden storage 

solutions, contrasting surfaces 

and subtly bold color choices. The 

open-foorplan kitchen includes 

design elements such as pull-out 

drawers disguised as cabinet doors, 

and 84" pull-out towers with 18" of 

season storage cabinets on top. 

Circle No. 163 on Product Card

The simple, clean look of inset 

cabinetry is showcased here in 

the Charlaine door style from 

Fieldstone Cabinetry. The 

Charlaine inset door style is 

shown in Maple, fnished in Stone. 

Fieldstone Cabinetry recently 

expanded its inset door collection  

to include Lyptus. 

Circle No. 159 on Product Card

The Ellisen Kitchen Collection from 

SunnyWood combines traditional 

design elements with modern 

features. Soft-close door and 

drawer mechanisms, solid-wood 

dovetail drawer construction, 

full-extension drawer slides and 

3-length storage shelves are 

included. The collection is fnished 

in the Ellisen Designer fnish. 

Circle No. 160 on Product Card

The popular contrast of white and 

dark plays well in this transitional 

kitchen created by Showplace Kitch-

ens with cabinets from Showplace 

Wood Products. The Pendleton 275 

Inset door style features wider 2-3" 

cope-and-stick frame and is fnished 

in White along the perimeter and 

Casual Vintage ColorSelect Smokey 

Blue on the island. 

Circle No. 165 on Product Card

Decora Cabinets has expanded its 

door style ofering to include three 

new nine-piece doors. Based on 

the popular existing Decorá doors, 

Altmann, Atwater and Haskins 

showcase applied moulding details 

for an extra touch. 

Circle No. 161 on Product Card

QCCI has developed a palette of fve 

proprietary black paint colors for a 

dramatic look in cabinetry. Typically 

defned by black cabinets with 

bronze hardware, light countertops 

and medium-tone wood 

foors, there are infnite design 

combinations that work, according 

to the company. 

Circle No. 166 on Product Card

This contemporary kitchen 

showcases a base cabinet with 

grain-matched Vancouver Walnut 

with mitered edges, while the upper 

cabinet is the new Vetro satin 

bronze glass fnish. Both oferings 

are from Eggersmann. 

Circle No. 162 on Product Card

Texture for kitchen cabinets is a hot 

trend, and UltraCraft Cabinetry has 

several options to choose from in 

this area, including six fnishes on 

its Metropolis Textured Melamine 

door style. Featured in this photo 

is the company’s Silver Elm fnish, 

along with its Powder High Gloss 

Acrylic door in South Beach. 

Circle No. 164 on Product Card
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Created in collaboration with designer 

Scott A. Stultz, Rutt HandCrafted 

Cabinetry presents the contemporary 

Prairie Series cabinet line. The line takes 

its name from the American landscape 

of seemingly endless space, according 

to the company.

Circle No. 167 on Product Card

Huntwood Custom Cabinets has 

introduced two glazing techniques that 

create a halo efect that radiates outward, 

appearing darker at the edges of the pan-

els. Both the Cottage and Carriage House 

efects create an old-world furniture look, 

and are available in black or brown glaze. 

Shown is Cottage Glaze in brown glaze. 

Circle No. 168 on Product Card

Danver Stainless Outdoor Kitchens 

now ofers a range of wood grain 

fnishes for both the Danver and Brown 

Jordan Outdoor Kitchens stainless 

steel cabinets. The fnishes will not 

warp, split or crack and are available 

for both brands’ door styles, according 

to Danver. 

Circle No. 169 on Product Card

HomeCrest Cabinetry ofers new 

opaque paints and glazes. Shown 

clockwise from left: Warner door style 

in Alpine Husk, a neutral gray brown 

glaze on white; Cadet, an opaque paint 

in a modern blue; Alpine Rye, a medium 

brown glaze on white, and Aloe, an on-

trend gray-green opaque paint. 

Circle No. 170 on Product Card

Going along with the trend of textured 

surfaces with horizontal detailing, 

KitchenCraft has added four out-

door-inspired melamine selections 

for Contempra Horizontal cabinetry 

(from left): Catamaran, Ebb, Pier and 

Manatee. The doors come in a mix of 

grays and warm browns. 

Circle No. 171 on Product Card

Light solid colors, including variations 

of gray and white or cream, continue to 

be sought after as the primary fnishes 

in many kitchens, according to Mouser 

Cabinetry. Shown is a kitchen from 

Mouser with white as the dominating 

fnish and gray used as an accent color 

on the hutch. 

Circle No. 172 on Product Card

Dura Supreme Cabinetry has 

introduced several fnish options, 

including six stains and two paint 

colors. The new fnish colors include: 

Toast stain, Cappuccino stain, Cider 

stain, Java stain, Smoke stain (shown), 

Shell Gray stain, Linen White paint and 

Cashmere paint. 

Circle No. 173 on Product Card

Greenfeld Cabinetry recently released 

a beaded inset door style, Coventry 

Beaded Inset. The detailing, with a 
3⁄8"-wide bead, is available for numer-

ous Greenfeld framed door styles, 

including the Glasgow, shown here and 

featured in Red Oak with an Asphalt 

fnish and accented with a Black Glaze. 

Circle No. 174 on Product Card

a move to transitional and more contemporary kitchen designs, generally 

the strength of frameless. Younger, more urban markets aren’t looking for 

their parents’ kitchen,” he adds.

In addition to the smoother look and contemporary appearance, frame-

less cabinets ofer more storage space, says Wellborn. “With the rise in 

smaller homes, that is becoming an essential design element,” she notes. 

Wellborn Cabinet, Inc. ofers styles that have a frameless appearance within 

their framed cabinetry, she adds, like the frm’s Geneva style with a solid 

wood reversed fat center panel. “When placed in a kitchen, the intentional 

door frame is built with a slab drawer front to get it as close to a frameless 

look as possible,” she says. “People are requesting a contemporary style that 

has slowly transitioned to a complete frameless look with each passing year.”

ACCENTED NEUTRALS

A wide selection of wood species and fnishes allow consumers to obtain 

just the visual they are seeking, allowing for the opportunity to customize 

the look. While requests vary widely based on personal taste, many manu-

facturers say that a painted fnish in white and grey tones tops the list.

“White cabinetry is extremely popular and a perfect option for lighten-

ing and brightening up your workspace,” states Marlar. “It is clean, simple 

Bostic adds, “We are seeing natural wood slab doors, some with a 

high-gloss clear lacquer, vertical and horizontal grain veneers as well as 

doors with fat center panels in a wide variety of styles and rails.”

Jay Patrick Marlar, marketing manager for Procraft Cabinetry, Inc in 

Nashville, TN also sees a growing interest in the European slab door with 

diferent fnishes. “Horizontal wood grain and even a high-gloss laminate 

fnish is stunning on these doors,” he says. But the Shaker door is best 

suited to meet the demands of transitional design, Marlar adds. “It’s just 

timeless. It’s a door style that has been around forever and it can be made 

to look traditional or contemporary based on the pulls, backsplash materi-

als or other elements that you choose in your design.”

FRAMELESS CONSTRUCTION

The straightforward appearance of frameless cabinetry lends itself well 

to the desired simplicity in design. “We are seeing the frameless cabinet 

style growing,” says Ptacek. “With the simple door lines, they get a nice 

clean look with doors and headers close together.” 

Coady agrees: “The traditional assumption of a 15% market share now 

looks closer to 20%,” he says. “Shaker door styles are the hottest design 

right now. Tie this with consumer demand for cleaner lines and you see 
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Sophistication.

Featuring Terence, shown in Maple with  

a custom gray painted finish

New to QR codes? 

Simply download a  

FREE QR scanner app  

on your Smartphone

The Terence door style finished with Custom Paint creates a comfortable,  

organized, and sophisticated room that is uniquely yours.

                            Good design doesn’t cost more.

Think

For more information visit www.midcontinentcabinetry.com

Thinking outside the “box” for 50 years

© 2016 Norcraft Companies

Circle No. 25 on Product Card

Featuring Terence, shown in Maple with 
a custom gray painted finish 

New to QR codes? 
Simply down load a 
FREE QR scanner app 
on your Smartphone 
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Sophistication. 

The Terence door style finished with Custom Paint creates a comfortable, 
organized, and sophisticated room that is uniquely yours. 
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Cabico creates custom cabinetry  

in contemporary, traditional and 

transitional designs. The Essence 

series includes a wide selection of 

styles, materials and fnishes, while 

the company’s Unique line provides 

fully customizable hand-made 

cabinetry for distinctive style.

Circle No. 179 on Product Card

Maple Ridge Cabinetry provides 

fully custom cabinets for the 

kitchen, allowing for mixing and 

matching of fnishes. Options 

include custom-designed furniture-

style pieces, appliance panels, 

curios, hearth-style hoods and a 

variety of design elements such as 

corbels and island legs.  

Circle No. 175 on Product Card

One of the latest additions to 

the Fabuwood Cabinetry Corp. 

collection, the Vista line showcases 

dovetail construction and Blum 

hardware. Intricate detailing, 

applied moldings and a painted 

Blanc fnish complement these 

transitional cabinets. 

Circle No. 180 on Product Card

Cabinets by Ovation Cabinetry 

are incorporated into this kitchen 

design by Kitchen Classics in 

Urbandale, IA. Inset cabinets, 

intricate molding and the use 

of both stain and paint create a 

traditionally classic kitchen. 

Circle No. 176 on Product Card

In addition to the ever-popular 

white fnishes, gray stains and 

paints continue to gain momentum 

in the marketplace, and Wellborn 

Forest Products has introduced 

several new fnishes in keeping with 

this trend, including neutral gray 

stains, paint and glazes. Shown 

from left are: Confection, Oyster 

and Earl Grey on maple. 

Circle No. 181 on Product Card

The Revola product line from  

R.D. Henry & Co. ofers a modern, 

full-access style of cabinetry. The 

perimeter of the kitchen shown 

features Revola cabinets with 

Cambria doors in MDF Paint with a 

custom paint match. The island is 

Revola cabinets with Cambria doors 

in Alder with Root Beer Finish. 

Circle No. 182 on Product Card

Poggenpohl is expanding its 

selected architectural color palette 

with the addition of Diamond Grey. 

The contemporary natural colors 

in the palette are coordinated to 

be efective both on their own and 

in combination with one another. 

The colors are ofered in a range of 

surface fnishes, from melamine 

resin coating to glass. 

Circle No. 177 on Product Card

maple is the majority player for all species,” says Ptacek. He sees people 

leaning away from cherry, but not all manufacturers agree. 

“Wood species’ popularity varies by degrees depending on the part of 

the country we are delivering to,” says Korsten. “Tight-grain species like 

maple and cherry continue to dominate by a wide margin.”

Wellborn adds, “Maple has been a popular wood species to consum-

ers for several years. Cherry has risen with sales as well over time.” What 

she sees trending lately, however, are oak and hickory. “Oak is the ‘talk’ 

in wood,” she notes, adding that her frm has seen an increase in sales of 

stained oak that enhances the natural look.

A mixing of shades among diferent elements in the kitchen is also 

emerging. Wistrom says species like hickory and quarter-sawn oak are 

being used as an accent on an island, hood or hutch because they bring 

an intriguing texture and natural element to the contemporary and transi-

tional designs. 

Bostic is seeing light green tones and accents of rich grains with 

fnishes that allow the beauty of the wood to shine through. “Another pop-

ular look is the kitchen with soft white or beige wall cabinets in a simple 

Shaker-style door, inset with the base cabinets in diferent shades, even in 

wood, such as beautiful natural black walnut,” she adds.

and lends a great deal of fexibility for complementary accents. Along with 

white, grey has become the hot neutral color, on its own or paired with 

the white. And we aren’t limited to just paint to achieve that beautiful grey 

color. We are also seeing a lot of weathered or reclaimed wood looks in 

grey as well.”

Still, painted fnishes are on the rise, and in addition to the whites and 

greys, manufacturers are seeing some other choices emerge as well. “You 

can’t avoid white paint. However, there is also a growing need at the high 

end for black paint,” says Meador. Rather than past trends that had white 

and black all over, he notes that the current look is more elegant, with a 

soft black paint fnish often paired with copper or bronze hardware and 

light marble countertops. 

Marlar says homeowners now want a more subtle fnish, making a 

“feather” glaze technique more popular because it gives the door dimen-

sion without being as busy. He adds that pops of color are becoming more 

common as well. “Blue, green and even red paint hues are beautiful in 

islands or wet bar areas. Those dramatic color accents really let homeown-

ers express their personality.”

The move toward painted fnishes impacts the wood species consum-

ers are choosing, manufacturers agree. “Because of paints being strong, 
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White remains the most popular 

cabinet color for homeowners in 

the U.S., and StarMark Cabinetry 

answers the call with its Fairhaven 

inset door style in Quarter Sawn 

Oak fnished in Pearl with Bronze 

glaze. The company ofers several 

white and of-white cabinet hues in 

its standard palette, and also ofers 

custom color matching. 

Circle No. 178 on Product Card
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485 Commerce Drive 

Fall River, MA 02720

Toll Free: 800-239-0036

T: (508) 675-4722

F: (508) 675-4724

JSI Chicago

380 Veterans Parkway, Suite 100 

Bolingbrook, IL 60440

JSI Atlanta

4175 Boulder Ridge Drive SW 

Atlanta, GA 30336

Introducing JSI’s Trenton Cabinet Door Selection

JSI’s new Trenton door is a winning combination now providing 

greater design fexibility. From our Designer Collection, select the best 

option to create the perfect design. Trenton’s recessed panel doors, 

choose either slab or matching drawer fronts for that fnishing touch!  

Yarmouth, raised panel designs are available in the same ivory color.

These soft-white, ivory painted cabinets feature all wood construction, 

full-overlay doors, MDF panels, with ¾ “ dovetail drawer boxes and 

full extension soft-close glides. Again, JSI brings you affordable luxury in 

solid wood cabinetry, and now, gives you the option to see how a little 

enhancement can be the perfect fnishing touch!  

Call us toll free at 1-800-239-0036 or visit us online at             

www.jsicabinetry.com to request samples and literature.               

Introducing...

Now shipping from our Massachusetts, Illinois and Georgia locations.

Exquisite cabinetry starts with JSI.

Trenton from our soft white collection

Circle No. 26 on Product Card

http://www.jsicabinetry.com


This transitional space from Prevo 

Cabinetry features white wall cabinets 

with glass-front toppers that extend to 

the ceiling. A curved cooking enclosure 

with curved interior panels provides 

the frame for white subway tiles. The 

gray-blue island breaks up the white on 

white color palette. 

Circle No. 183 on Product Card

Omega Cabinetry has two new Shaker 

door style choices, both featuring a 

slight bevel on the interior profle edge, 

as well as a fve-piece drawer front as 

standard. The Benson door (shown) 

features a solid reversed-raised panel 

on the door and drawer front, while the 

Blair model has a veneer center panel. 

Circle No. 184 on Product Card

Refecting a trend toward mixed metals 

in the kitchen, Premier Custom Built 

Cabinetry displays this island, which 

features the new Premier door style, 

Rockwell, in brushed stainless steel. 

The cabinet face frame is also brushed 

stainless with a brushed brass transi-

tional inset trim.

Circle No. 185 on Product Card

Wolf Home Products has added a grey 

stain to the Dartmouth collection, a 

popular style in the company’s Classic 

cabinets line. Dartmouth showcases 

a clean, simple Shaker design, with 

fat-panel, full-overlay door made  

from maple.

Circle No. 186 on Product Card

The trend toward gray fnishes is 

refected in this compact transitional 

kitchen from Woodharbor Custom 

Cabinetry. The Briarstone door style 

from Breeze Cabinetry by Woodharbor 

in Knotty Alder features the deep gray 

Flint fnish and the distinctive detail of 

Ting Ting decorative inserts. 

Circle No. 187 on Product Card

Wellborn Cabinet showcases the 

Electronic Hidden Storage Lift within a 

wall cabinet for housing dishes, canned 

goods and other items. The lift drops 

down from the wall cabinet to the 

countertop and can be stopped at every 

height in between. The unit consists of 

two shelves for extra storage. 

Circle No. 188 on Product Card

Shaker cabinets are a hot commodity 

in kitchen trends, with their uniquely 

simple, understated design. The gray 

coloring in this Shaker cabinet from 

ProCraft Cabinetry adds versatility 

for diferent decorating styles – from 

eclectic to elegant. 

Circle No. 189 on Product Card

JSI’s Trenton door is part of the compa-

ny’s Designer Collection. The recessed 

panel doors can be chosen with slab or 

matching drawer fronts. The soft white, 

ivory painted cabinets feature all-wood 

construction, full-overlay, soft-close 

doors and 3" dovetail drawer boxes 

with full-extension soft-close glides. 

Circle No. 190 on Product Card

is a big consideration, as well. “Technology has greatly advanced in all 

aspects of life. When dealing with cabinetry, it has enhanced the way we 

sell,” states Wellborn. Technology is even being installed on the inside of 

drawers, she adds, allowing for devices to be charged inside the drawer 

rather than on the countertops. 

Wistrom notes, “There is more focus on streamlined design and very 

functional work zones.” For instance, she says, a breakfast center can be 

designed behind pocket doors to house a cofee maker, toaster, smoothie 

maker and dishware; or a beverage center can house an entertainment 

sink, glassware, wine bottles and bar set up and then be hidden behind 

closed doors. Other examples include a drop zone in the kitchen closest  

to the entry door organized with fle drawer and a charging station to keep 

mail clutter and charging cords contained; two-tier cutlery racks near a 

cooking zone, and servo-drive recycling centers that open conveniently  

at the touch of a knee.

Bostic adds that, with a stock line, storage solutions are limited.  

In a custom line like Cabico, she says, there are no limitations to what 

a designer can suggest. “It’s really the designer who can suggest the 

best storage solutions suited to ft a homeowners’ needs and desires,” 

she concludes. ▪

SENSIBLE STORAGE

The need for an uncluttered look throughout the kitchen means that 

what’s inside the cabinet is as important as what is on the outside. “The 

increasing desire for clean and sleek designs means the need for interi-

or storage and organization takes on higher importance. Having logical 

places to keep things out of sight is appealing,” says Korsten.

“Consumers are asking for very functional, more efcient kitchens,” 

adds Marlar. “Of course you want your kitchen to be beautiful, but it’s 

even better when it’s a functional workspace.” He says that pantry slide-

out shelves, spice pull-outs, cutlery drawers and trash inserts are by far 

the most popular choices for interior organizers.

Storage solutions are among the top fve items requested by custom-

ers for a new kitchen, Ptacek states. “Getting accessible storage to the 

homeowner is a must. Finding ways to clear the countertop of and not 

have them crawl on their knees or get a ladder to access their items has to 

be designed into the plan.”

“Aesthetics, storage and function all play a very important role in the 

kitchen,” adds Wellborn. There are many ways to utilize space, including 

standard Lazy Susans, drawer storage solutions, pull-outs and sliding 

shelves with accessories like spice racks and tray dividers. Technology 

52     Kitchen & Bath Design News  •  June 2016

PRODUCT TREND REPORT

Continued �



QCCI congratulates

Peyton Edwards and Marvin Daniel at KDW Home / Kitchen Designworks for being a 

REGIONAL WINNER of the SUB-ZERO AND WOLF KITCHEN DESIGN CONTEST 2013-2014.

We are honored to have partnered with them on this beautiful kitchen.

qcci.com/kbdn2016-6

“QCCI always goes the extra mile for me and my clients.

I cannot say enough about the professionalism and

 helpfulness of their staff.  And, of course, the cabinets

 that they create are simply stunning!”

Peyton Edwards

Designers + QCCI
A Winning

Combination

Peyton Edwards
Marvin Daniel

© QCCI. ALL RIGHTS RESERVED

DESIGNER: KDW / KITCHEN DESIGNWORKS

PHOTOGRAPHY: JIM ADCOCK

REGIONAL AWARD WINNERS

2013-2014 SUB-ZERO AND WOLF

 KITCHEN DESIGN CONTEST

QCCI combines unparalleled crafts-

manship with exquisite finishes, while 

perfecting the balance between old 

world techniques and modern technol-

ogies.  At QCCI, we work hand-in-hand 

with our designers to make their vision 

become a reality.

To create an organic focal

point within this open area

of stonework, glass and 

soaring ceilings, Peyton 

and Marvin selected our 

Dimension IV door style

with Seal & Varnish finish 

on Architectural Mahogany.

Tall cabinets, with the grain

matched from one wall to 

the next, add dramatic 

movement to the space and 

discreetly hide appliances 

and entrance to the pantry.

We are seeking proven 

cabinetry designers, like 

Peyton and Marvin, who 

are setting the trends in 

new American design. 

Call 800-909-6006 today 

to speak with one of our

account advocates and 

continue the discussion. 

Circle No. 27 on Product Card
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The popular white and dark contrast 

is featured in this kitchen from 

Kountry Wood Products. On the 

perimeter, the Vanderburgh door 

style is showcased in Antique 

White on maple. 

Circle No. 192 on Product Card

The frameless Classic series 

Milano from CNC Cabinetry is now 

available in black, white and grey 

high-gloss color schemes. The 

Milano door style comes standard 

in a full multi-core plywood box 

construction with a solid wood 

dovetail drawer, as well as with soft-

close mechanisms for hinges and 

drawer glides. 

Circle No. 194 on Product Card

StyleAvant from Habersham is a 

new full custom, solid wood, Euro-

pean-style frameless cabinet line. 

The line includes 24+ standard door 

and ‘build your door’ customization 

options; standard and custom paint 

options; Blumotion soft-close, and 

interior storage solutions. Kitchen 

design by Bryan Reiss, CMKBD, 

Distinctive Design. 

Circle No. 191 on Product Card

The Flush Inset HFPR-100  

Hagerstown Flat Panel Door from 

Hagerstown Kitchens is shown 

here in Eggshell Paint on maple. The 

complementary island adds a rustic 

touch in Natural Walnut in the same 

door style. 

Circle No. 196 on Product Card

Delicate frames, metallic materials, 

wood and nuanced lacquer hues are 

part of the PURE style collection by 

SieMatic. The collection focuses on 

newly developed front panels with 

narrow, 6.5 mm frames in metal, 

real wood and matt lacquer. Shown 

is the PURE collection with SieMatic 

SE 3003 R, including door fronts in 

metallic Gold Bronze. 

Circle No. 200 on Product Card

Bellmont Cabinet Co.’s rustic urban 

oferings deliver nature-inspired, 

Italian-made textured laminates in 

four styles. The 15 realistic wood 

colorings cover the looks of sun-

bleached driftwood to reclaimed 

timbers. Designers can keep it rustic 

or add some glitz with high-gloss 

acrylics. Shown is Firma Timber and 

Lustro Gloss White. 

Circle No. 195 on Product Card

EuroAmerica Distributors ofers 

cabinets from Germany-based 

Warendorf, manufactured largely 

by hand. In this airy variation of 

the country-style kitchen, a variety 

of framed front and side panel 

thicknesses are highlighted by pale 

shades of lacquer. A monolithic is-

land with a sink and butcher’s block 

emphasizes the rustic country style. 

Circle No. 198 on Product Card

The simple contemporary door 

style in this full-access kitchen from 

Bishop Cabinets features an artful 

pairing of solid color and wood 

grain. The high-gloss fnish, the tiles 

on the backsplash and the chrome 

fxtures provide refective surfaces 

that help to create a soothingly 

brighter living space, notes the frm. 

Circle No. 202 on Product Card

Canyon Creek Cabinet Company 

has introduced the Curated Collec-

tion, a selection of 24 paint colors. 

These now standard colors include 

classic whites with hints of blue, 

grey, green, peach, beige and yellow. 

The existing soft yellow, green, blue 

and red colors have become more 

saturated by going richer, warmer 

and brighter. 

Circle No. 197 on Product Card

Mid Continent Cabinetry has 

introduced four door styles, four 

fnishes, eight styles of accessories, 

and an array of cabinet sizes and 

styles. Playing on the trend toward 

gray fnishes, the selection includes 

Stone, Flint, and Slate tones. Shown 

is the Jamison door style in Maple 

with Flint fnish.

Circle No. 201 on Product Card

The popularity of white fnishes in 

the kitchen continues, as shown 

in this inset kitchen from Brighton 

Cabinetry. Featuring the Verona 

door, staggered-height cabinets add 

visual interest while a custom wood 

hood further defnes the space. 

Brighton ofers an extensive line of 

standard fnishes, species and door 

styles, as well as custom matching. 

Circle No. 199 on Product Card

This grand prize winning kitchen 

from Crystal Cabinet Works’ design 

awards features inset cabinets 

painted in Stone Bluf mixed with 

rustic hickory fnished in Driftwood 

stain. Mary Adams of Kitchen 

Cove Cabinetry & Design chose 

the French Villa Square door for 

this timeless, neutral color palette. 

Photo: James Salomon. 

Circle No. 193 on Product Card
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Circle No. 28 on Product Card
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Design a living area that expresses your client's 

personality using an impressive selection of door 

styles, finishes, and cabinetry options. Together, we 

will help you Create Remarkable Spaces for Living™. 

www.wellbornforest.com I (800) 846-2562 

G~ •-~~~ ~~!! 

I I 

Fine Kitchen Cabinetry 

Shown: Chiswick Maple 5 in Arctic 

http://www.wellbornforest.com


A Cleaner 
Clean

n today’s busy world, people are looking for ways to clean up faster 

and more efciently. The latest products in the toilet and bidet mar-

ket help do both in ways that are more economical and environmen-

tally friendly than ever before.

High-efciency toilets continue to push the technological envelope, 

using fushing systems that require less water to clear waste. In addition, 

the latest bowl surfaces mean solid waste doesn’t cling the way it once did.

For personal hygiene, bidets are gaining signifcant traction in the U.S. 

market, most notably those that are integrated with the toilet. Electronic 

seats include multi-position wands, heated rims, warm-air dryers, 

self-cleaning systems and nightlights, all controlled by a digital remote. 

Electronic sensors are elevating this segment even further, with seats only 

operating when someone is approaching, and shutting down when fn-

ished – providing even more cost savings and eco-friendly operation.

On these two pages, Kitchen & Bath Design News takes a look at some 

of the latest toilet and bidet items garnering attention.

1. DirectFlush technology on Villeroy & Boch’s wall-hung toilets includes an 

open rim and distinctive water fow. With each fush, the fxture gets a compre-

hensive rinse, and the open rim allows for less grime to accumulate.

Circle No. 205 on Product Card

2. The Magic Flush line of toilets by Whitehaus Collection includes the 

eco-friendly WHMFL3364-EB toilet, which has a symphonic dual-fush system 

and is cUPC and WaterSense certifed with 1.3 gpf. The vitreous china toilet is 

equipped with a soft drop seat and decorative trimming.

Circle No. 206 on Product Card

3. Duravit’s SensoWash Slim is a minimal shower-toilet with a fat seat and a 

scratch-resistant, pore-free surface. Three wash cycle options – ComfortWash, 

RearWash or LadyWash – can be controlled via remote.

Circle No. 207 on Product Card

4. New from American Standard, the H2Option dual-fush, UHETs ofer a 

choice of dual fush 0.92/1.28 gpf or single fush 1.1 gpf. They represent the 

frm’s frst gravity-fush toilets that are MaP Premium-certifed. The toilets 

feature PowerWash siphon cleaning technology and EverClean fnish.

Circle No. 208 on Product Card

5. Toto’s UHET Neorest 500H provides an integrated Washlet personal 

cleansing system with warm water, air dryer and heated seat; auto open/close 

and auto fush, and in-bowl catalytic deodorizer. The Tornado dual-fush tech-

nology uses 1.0 gpf/0.8 gpf for fushing. The 500H features a rimless design 

and CeFiONtect glaze, which keep the bowl cleaner longer, the frm notes.

Circle No. 209 on Product Card

6. Hastings Tile & Bath’s collection of patterned vessel sinks, toilets, bathtubs 

and bidets features an explosion of design. The patterns are frst hand-painted 

onto the ceramic, then baked and glazed. Shown is the Artisan Deco collection.

Circle No. 210 on Product Card

7. Designed to convert an existing toilet into a bidet, the iWash S-10 Bidet Seat 

from Icera provides a heated seat, adjustable water temperature, warm-air dryer, 

LED nightlight and instant water-heating system that ofers limitless warm water.

Circle No. 211 on Product Card
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8. The Protector No-Overfow Toilet from Mansfeld Plumbing Products redi-

rects overfowing water into a concealed secondary drain. The overfow system 

is hidden within the bowl. The toilet features PuraClean glaze, which makes the 

bowl bacteria resistant and easier to clean, according to the company.

Circle No. 212 on Product Card

9. Delta Faucet Co. has introduced the Sanborne Toilet Seat with NightLight. 

The soft blue LED light runs nine hours on and 15 hours of.

Circle No. 213 on Product Card

10. The Pléo Wall Mount Toilet from Kallista has an elongated, skirted bowl 

that incorporates an hourglass shape that conforms to the wall. The rectangu-

lar actuator plate has rounded edges, its profle framed by smoky white glass.

Circle No. 214 on Product Card

11. Geberit updates its Sigma20 fush plates with larger, contoured buttons to 

improve dual-fush actuation and accessibility while promoting water savings. 

Made of metal or injection-molded plastic, the fush plates are available in 

eight fnish and color combinations as well as a stainless steel version.

Circle No. 215 on Product Card

12. Brondell’s Swash 1000 ofers a warm-water posterior and feminine 

wash. The wash temperature, spray strength, spray width and nozzle posi-

tions can be adjusted by remote control. A heated seat and warm-air dryer 

are also featured.

Circle No. 216 on Product Card

13. Gerber’s Avalanche CT Two-Piece toilet is a high-efciency unit that oper-

ates at 1.28 gpf. Available in white, the Avalanche concealed-trapway toilet is 

ofered as an ErgoHeight ADA-compliant elongated toilet.

Circle No. 217 on Product Card

14. The SpaLet AT200 dual-fush toilet with bidet functions from DXV by 

American Standard is a high-efciency toilet that ofers 1.32 gpf for solid 

waste and .92 for liquids. Features include a fve-position cleansing wand, with 

three adjustable water temperature settings and six pressure options.

Circle No. 218 on Product Card

15. The HiJet WC from Laufen produces high-performance fushes, with a 

water distribution and aperture design that cleans the entire basin using low 

water volumes of 1.2/.79, and 1.59/.79 gallons. Special channels transport 

water from the rear of the basin to strategic points around the rim.

Circle No. 219 on Product Card

16. The streamlined design of Niagara Conservation’s Stealth One Piece  

Toilet showcases skirted sides, concealing the trapway system. The unit is a 

0.8 gpf, single-fush toilet and features Niagara’s patented Stealth Technology.

Circle No. 220 on Product Card

17. SFA Sanifo U.S.A.’s two new vitreous china, foor-mounted toilet bowls 

are available in white with either an elongated or round front. The new bowls 

are being combined with four Sanifo macerating plumbing systems. The round 

version, shown, features Saniaccess3 behind the wall.

Circle No. 221 on Product Card

18. Part of Galassia Italy’s MEG11 Collection, the 5411 wall-hung toilet and 

bidet, available through through MIL USA Inc., are made of vitrous china and 

feature a space-saving design. The tank and mounting kit are hidden in the wall.  

Circle No. 222 on Product Card

19. Kohler’s Veil one-piece toilet includes automatic opening/closing lid and 

fushing, rimless bowl and dual jets for a cleaner fush, and both 1.28-gallon and 

0.8-gallon eco fush options. The bidet function includes a stainless steel bidet 

wand that provides warm water cleansing and a warm-air drying system.  

Circle No. 223 on Product Card

20. Perrin & Rowe’s Deco Water Closet, available from Rohl, is handcrafted 

of vitreous china. It features a low-water consumption 1.6 gpf, and is also avail-

able as a 1.28 gpf high-efciency water closet.

Circle No. 224 on Product Card
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BUILT-IN OVENS
The Wolf M series built-in ovens 

introduce advanced Dual VertiCross 

convection for consistent cooking, and 

10 cooking modes that control heat and 

airfow. The Gourmet feature has a menu 

of presets that automatically controls 

the cooking, making commonly prepared 

meals. Both 30" single and double ovens 

come in contemporary, transitional or 

professional styles to ft any kitchen.

Circle No. 251 on Product Card

LUMINA TILE
Artistic Tile’s four new products include Orly, Siam, Gaslight and 

Lumina (shown). Lumina features richly textured patterns inspired by 

the sunbeam patterns common in Renaissance painting. The tiles are 

made of silver metal wrapped around stone with hand-worked rays 

gently hammered into the surface. 

Circle No. 257 on Product Card

NEOROC KITCHEN SINK
Kohler’s latest kitchen sink model, 

Cairn, is crafted from its proprietary new 

material, Neoroc, a rock-hard composite 

material that is impact-, stain-, fade- and 

heat-resistant, the frm says. The Cairn 

Neoroc Kitchen Sinks are available in 

three confgurations: a single bowl, a 

double-equal sink, and a large/medi-

um double-bowl sink, and each design 

comes with one sink rack for surface pro-

tection and dish cleaning convenience.

Circle No. 256 on Product Card

DOWNDRAFT  
RANGE
Jenn-Air’s 30" range with downdraft 

ventilation is available in dual-fuel and 

electric models that can be vented 

outside or utilize the duct-free option. 

The dual-fuel range includes four brass 

burners – a 17,000 BTU Dual-Stacked 

PowerBurner, 15,000 BTU and 9,200-

BTU burners and a 5,000 BTU simmer 

burner – as well as an aluminum die-cast 

griddle. The oven features a 6.2-cu.-ft. 

baking capacity with 3,200 Watt True 

Convection Element, 3,600-Watt Hidden  

Bake Element and 4,000-Watt Broil  

Element. The dual-fuel range is available 

in Euro-Style stainless steel, Black Float-

ing glass and Pro-Style stainless.

Circle No. 254 on Product Card

INDUCTION COOKTOP
Miele’s line of induction cooktops includes 24", 30", 36" and 42" sizes. 

The 30" and 36" models are also available frameless for a fush mounted 

installation. The PowerFlex feature combines two zones into a 9"x15" 

zone for larger pots. The EasyClean Ceran Surface resists heat transfer, 

while TwinBooster ofers rapid heat-up times. Also included: a “keep 

warm” function and Stop & Go, automatically reducing the power level to 

the lowest setting.

Circle No. 250 on Product Card

BATH ACCESSORIES
Lenova’s Apogee Bath Accessory 

line is ofered in design styles to suit any 

decor, from sleek and modern to traditional. Each of the three new 

collections includes a towel bar, toilet paper holder, robe hook and a 

towel ring in either a brushed nickel or polished chrome fnish. The 

accessories are crafted of solid brass and easy to install, according to 

the company.

Circle No. 252 on Product Card

FREESTANDING TUB
MTI Baths’ new Addison 5 tub measures 58" long and is made of the 

company’s proprietary Engineered Solid Stone (ESS) with 1"-thick 

walls. The tub comes in white or biscuit, with a matte or gloss fnish. 

It can be ordered as a soaking tub or custom ftted with a therapeutic 

air bath. The Addison 5 has a fat tub rim and includes an integrated 

slotted overfow with one drain installation. Coordinating Addison 

lavatory sinks are also available.

Circle No. 253 on Product Card

SEQUOIA BROWN  
SURFACING
 The Sequoia Brown surface by Antolini 

debuted at the 2016 Salone del Mobile. 

Sequoia Brown’s hues range from grey 

to brown with touches of black, and it 

ofers the look of wood, even though it 

is made from quarzite. Originating in 

Brazil, it can be used for settings, furni-

ture, furnishings and interiors.

Circle No. 258 on Product Card

KITCHEN FAUCETS
The Edgewater collection of pull-down kitch-

en and bar faucets from American Standard 

showcase sleek, geometric styling. Three 

faucet models – a pull-down style, a semi-pro 

model and a pull-down bar faucet – incorpo-

rate two docking systems, Re-Trax and Dock-

Tite. The pull-down and semi-pro versions 

feature SelectFlo spray technology.

Circle No. 255 on Product Card
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Circle No. 29 on Product Card

Designed Exclusively for Today•s Kitchen and Bath Professional 

CLOUD ACCESSED 

RESOURCE MANAGEMENT ASSISTANT 

Increase your earnings by 
monitoring your own sales 

performance 

Collect and organize 
all field measurements in 

one job-site trip 

CARMA 
RESOURCE MANAGEMENT ASSISTANT 

Interview and qualify 
new clients during the 
first showroom visit 

Track bid follow-up 
from presentation to 

final contract 

CARMA is a breakthrough iPad application, developed with expert input from industry, 
retail, and sales design professionals. CARMA leverages the latest Cloud technology with 
instant 24/7 access to organize, store and secure all your valuable client records. CARMA 
will help build your professionalism and efficiency and increase your earning potential. 

Harness the Power of CARMA Today! 

eVision Services, LLC 
1018 East New Circle Rd, Suite 206 
Lexington, KY 40505 
859-280-9059 . . . 
www.ev1s1onserv1ces.com 

To find your CARMA, search the App Store 
for 11carma - r-• 

http://www.evisionservices.com


CABINET PAINT 

MATCHING PROGRAM

Wellborn Forest Products’ 

YourColor custom paint 

matching program was created 

in partnership with paint 

manufacturer Sherwin-Williams. 

The program allows designers 

and clients to specify any 

Sherwin-Williams paint color 

for any cabinet order. There is no 

additional lead time on YourColor 

orders. Users can specify with 

a color swatch or snap a photo 

and let the Sherwin-Williams 

ColorSnap Visualizer fgure it out. 

The ColorSnap Visualizer app is 

available for iPhone, iPad, Android 

and online at sherwinwilliams.com.

Circle No. 259 on Product Card

LED GLASS PENDANTS

Nora Lighting has enhanced its LED pendant lines featuring 

more than 100 glass shades with 14W LED lamps and 1100 

lumens. The Karen series (shown) is designed to light the 

glass shade and provide down light. It features 3500K and 

90+ CRI. The fxture includes a frosted glass shield and 

measures 4-1"D x 9-1"L. 

Circle No. 260 on Product Card

BATH FAUCET

Modern glamour is represented in B-Jou, a new 

bath faucet from Aquabrass. The softly angular fau-

cet features handles adorned with Swarovski crys-

tal details. The collection, available in single-hole, 

tall and widespread lav faucets as well as a 4-piece 

deckmount tub fller, is available in polished chrome 

as well as 15 Aquabrass custom fnishes. 

Circle No. 261 on Product Card
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Wanted 

to Buy: 
Surplus Building 

Materials
Clean of  your Dock
and get paid for it.

We buy discontinued products,
wrong orders, dead inventory.

No job too big.

Call 

717-249-2329

CHICAGO REP NEEDED

OOVATIONOOOOOOOC A B I N E T R YOO

WE ARE LOOKING for an individual(s) who:

nIs a well-organized self-starter;

nHas a strong custom cabinetry background;

nMaintains frmly established and well-preserved    

   connections within the Territory;

nDemonstrates an ability to fnd resolutions;

nRetains a deep passion for the Industry;

OOOO
nUnderstands or is adept at learning CRM  

OOOOOOOOOOOOO
   software, Ovation’s communication link 

OOOOOOOOOO
   with its dealers; and

OO
nDesires to grow with Ovation Cabinetry.

OOOOOOOOOCall 515-229-0749; orOOOO
eMail  j lorentz@ovationcabinetry.com

other territories available
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UNITY BATH FURNITURE COLLECTION

The Unity collection, part of the new Signature Series by Ronbow, is a 

bathroom suite series designed by Kurz Kurz Design. The collection includes 

vanities (plus sinktops) with integrated electrical and USB outlets, and 

matching components such as LED mirror cabinets, wall cabinets and a 

bench. The Unity collection features a soft, glossy white palette, natural 

plywood edges and a symmetrical, U-shaped, curved design theme carried 

throughout the wood open shelving, stainless steel legs and ceramic sinktop.

Circle No. 262 on Product Card
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Go to Web:  

Pgs. R-31~36

Outwater Plastics 
Industries, Inc.

Outwater ofers a wide selection of Single, Double and 

Triple LED Ribbon Lighting in 12V, 24V and 120V 

formats and Universal LED Ribbon Mounting Channels.

Also available are Outwater’s new RF Dimmers, capable of 

sending signals through any obstacle (walls, cabinet doors, 

store fxtures etc.) with a dimmer range of 10%-100% 

1-800-631-8375

www.outwaterads.com/vip1

The Kitchen Lighting Designer’s Dream!

Go to Web:  

Pgs. R-3~5, 

 R-11~23

Go to Web:  

Pg. R-112

PURE ELEGANCE
Our newest collection of solid stainless steel  

kitchen and bath faucets is here...

whitehauscollection.com 1-800-527-6900

Circle No. 105 on Product CardCircle No. 104 on Product Card

Phone: 586.752.3368 
www.wood-hood.com

Wood Range Hoods 

foR discRiminating 

Home oWneRs

Circle No. 101 on Product Card

Sub-Zero and Wolf continue to develop 

new tools that make product specifcation 

and installation easier than ever before. 

From the new mobile app to the custom 

cabinetry confgurator. 

See our full collection of tools at 

subzero-wolf.com/trade-resources. 

Circle No. 100 on Product Card
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IF YOU WORK in the design in-

dustry, it’s hard not to be captivated by 

the transformation process – taking an 

ugly, dated or poorly functional space 

and making it look and work better 

for the client. While there’s plenty of 

hard work involved in taking a project 

from conception to completion, there’s 

something inspiring about reviewing 

where a space started – and how it 

turned out.

This month, KBDN’s Transforma-

tions department takes a before and 

after view of a kitchen with a problem-

atic structural challenge that now in-

corporates symmetrical and functional 

improvements.

Cramped Kitchen Gets Sleek Makeover

    BEFORE: It took a team of experts to improve this 

cramped kitchen and provide an open living area for 

this family. John Starck of Showcase Kitchens worked 

with architect Patricia O’Neill of Patricia O’Neill 

Architect and interior designer Linda Iannacci of Linda 

Iannacci Inc. to not only make the kitchen spacious, 

but also to modernize it and give it a touch of ‘pizazz.’

    AFTER: By knocking down the wall that separated 

the kitchen and the laundry room, more space was 

made for the kitchen table, which before was placed 

squarely in front of the kitchen entrance. By moving the 

table, this created a clear path and sightline to glass 

doors opening to the backyard. The laundry room was 

moved to the previous location of the powder room, 

which was relocated to the expanded hallway entry to 

the kitchen. Both Starck and Iannacci added modern 

touches to the kitchen, with Knoll Bertoia stools, hand-

blown teardrop glass Monterey chandeliers, a grey, 

textured glass tile backsplash and custom stainless 

steel overlay cabinet doors ftted into the range wall 

next to the Wolf steam and wall ovens. The double 

granite island countertop serves as the anchor of the 

room with a reverse ½" Bullnose edge was placed on 

top of much needed under-island cabinetry storage. 

For extra convenience while cooking, Starck included a 

hook under the island for an oven mitt. 

View more after photos at KitchenBathDesign.com
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THIS ELECTION YEAR...

TEC SOFT-CLOSE

IS THE BEST CANDIDATE 

FOR YOUR CABINET.

Some decisions are far too important to give a quiet nod and move on.

The smartest move for any cabinet is TEC SOFT-CLOSE. Made in the

USA by seasoned pros, TEC is backed by over 35 years of experience

and knowledge. Historically, nothing beats the power of steel and

precision of the GRASS Soft-close mechanism. The majority has 

chosen TEC to swing more doors and lead cabinetry into the future. 

www.grassusa.com

Cast your vote today for TEC SOFT-CLOSE. 

Circle No. 30 on Product Card
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Fieldstone Cabinetry is beautiful, and so much more. Fieldstone Cabinetry is fl exible and comprehensive. 

Design with over 8,000 SKUs, many modifi cations, 110 door styles, and more than 900,000 combinations 

of doors and fi nishes. We create custom colors too, matching paint swatches, furniture and more. 

Fieldstone Cabinetry is not just another pretty face. Fieldstone Cabinetry offers:

•  Friendly, responsive and knowledgeable customer service staff to help you customize cabinets, 

from drawing to completion

• On time delivery

• Overlay cabinetry and inset cabinetry with standard SKUs up to 120" tall

• One easy-to-use spec book and a comprehensive, organized 2020 catalog with Global Style Validation

• Free training on product, modifi cations, design, trends and more

• Marketing assistance to reach homeowners and specifi ers in your area.

Fieldstone Cabinetry is available exclusively through kitchen and bath retailers. It is not available through 

home centers. Our limited lifetime warranty combined with your design expertise means you can offer 

homeowners and clients their dream kitchen: beautiful, functional and long lasting. 

The perimeter cabinets were created with Fieldstone Cabinetry’s Amsterdam inset door style in Cherry fi nished in Slate with Chocolate 
glaze. The island was created with Fieldstone Cabinetry’s Amsterdam inset door style in Cherry fi nished in Driftwood with Chocolate glaze. 

Call today about carrying Fieldstone Cabinetry in your showroom. 1-800-339-5369.

N O T  J U S T  A N O T H E R  P R E T T Y  F A C E .

217 FST

218 FSSPEC

Fieldstone Cabinetry is a Norcraft Companies brand. 
Norcraft Companies is a part of the 

MasterBrand Cabinets Family.

1-800-339-5369
fi eldstonecabinetry.com

ESP certifi ed
CARB II compliant

Made in America by craftsmen
in Sioux Falls, South Dakota.

Circle No. 31 on Product Card
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IN A WORLD OF 

SQUARE PEGS 

& ROUND HOLES...

WE’VE ENGINEERED 
THE PERFECT SOLUTION.

Whether it’s the sight of steel or the feel of wood, DYNAPRO is 

engineered to keep your projects in motion and trouble free. 

DYNAPRO can go directly from a wooden drawer to a steel VIONARO

drawer in a matter of seconds. No need to retrofit, redrill or customize the

installation. We’ve done that for you and it’s guaranteed to fit. 

TWO drawers, ONE slide. Now the choice is so much simpler. www.grassusa.com

Choose your side, DYNAPRO goes with you.
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Storage Solutions
Designers of er ideas for creating cabinet designs that 

maximize storage and organization and minimize 

clut er; KCMA members add their input for helping 

clients stretch their budgets.  |  By Kim Berndtson

Cabinetry Trends
Cabinet styles are trending cleaner and simpler, 

with gray and white painted f nishes remaining 

hot; KCMA members also share tips for managing 

clients’ expectations.  |  By Lis King

KCMA Certification
T e KCMA’s Environmental Stewardship Program 

continues to promote environmentally sound 

manufacturing, while the KCMA cabinet certif cation 

program spotlights quality.  |  By Janice Costa
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Cut Through Clutter
This Two-Tier base organizer with soft-close has flexible knife inserts and removable stainless steel bins that allow for 

customized utensil organization and less clutter around your workspace. Available for twelve and fifteen-inch base 

cabinets, the organizer’s low-profile design, modern chrome accents and choice of luxurious grey or maple shelving 

surfaces are a beautiful complement to any style cabinet.  

(800) 626-1126  |  rev-a-shelf.com

5322KB-BCSC-8-GR

FEATURING

concealed runners with BLUMOTION soft-close
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KCMA: An Industry Resource
More than just an industry association, the KCMA is a 

pioneer, leading the charge on myriad issues of import 

to the kitchen and bath industry.

W
hether adding much needed storage or making a stylish 

design statement, there’s no question that cabinets are an 

essential element of today’s kitchens and baths. Indeed, 

cabinetry has long been a cornerstone of the industry, def ning these 

important spaces where homeowners prepare and share meals, 

enjoy family time or simply escape from the stresses of the day.

So, when it comes to resources for everything from cabinet style 

and f nish trends to storage and sustainability, it’s no surprise that 

the Kitchen Cabinet Manufacturers Association is the kitchen and 

bath industry’s ‘go-to’ source, having been tirelessly providing 

information and expertise since the non-prof t’s inception in 1955. 

Representing North American companies that manufacture kitchen, bath or other resi-

dential cabinets, and key industry suppliers, the KCMA counts both large and small cabinet 

manufacturers among its members. Indeed, KCMA members’ sales comprise some 80% of the 

U.S. cabinet market, proving that the association has deep roots and a far-reaching impact. 

But more than just an industry association, the KCMA is a pioneer, leading the charge 

on myriad issues of import to the kitchen and bath industry. That includes everything from 

promoting responsible environmental practices in the industry with its Environmental 

Stewardship Program (see related story, Page 22) to promoting quality products that their 

industry partners can feel conf dent selling to their clients thanks to the association’s cabinet 

certif cation program (see related story, Page 24).

With more than 300 members and associate members (see member listings, Page 26), the 

KCMA has a breadth of expertise that comes from a diverse membership with a deep under-

standing of the marketplace. These are not just companies that sell cabinets; they are compa-

nies that are passionate about our industry, and which have a wealth of information to share – 

information that dealers and designers can use to strengthen their sales presentations, enhance 

their knowledge of cabinet trends and design more ef ectively with today’s cabinet of erings.

For that reason, Kitchen & Bath Design News is excited to be partnering with the KCMA 

on this special supplement, designed to provide kitchen and bath dealers and designers with 

insights into the various aspects of kitchen and bath cabinetry. From storage solutions, design 

trends and ideas for helping clients stretch their budgets to tips for managing clients’ expec-

tations during the sales and installation process and information about KCMA’s certif cation 

programs, the KCMA is a valuable resource that can provide a competitive edge to those who 

take advantage of it. 

Knowledge is power, and in this competitive day and age, we all need every advantage 

we can get. So, if you’re not yet familiar with all that the KCMA has to of er, put this on your 

short list of organizations to get to know better in 2016.  

Janice Costa, Editor
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W
hile kitchen cabinets are often thought of as the “style 

maker” of the kitchen, their primary function is still to 

store food and supplies and minimize clutter. But 

while cabinets of old generally of ered only a door and a few 

f xed shelves, today’s cabinets of er far more ef  cient ways for 

storing and organizing everything from the smallest utensils to 

the largest pots/pans and heaviest small appliances. 

To f nd out how designers help clients f nd stylish and function-

al storage solutions, we asked several to discuss current trends.

Jason T ompson
J T om Kitchen Cabinetry
Personalized storage is a hot trend at Philadelphia, PA-based 

J Thom Kitchen Cabinetry, where Jason Thompson notes, 

“We are getting more specif c with storage solutions, tailoring 

them to meet our clients’ way of working. We are doing a lot 

more with storage solutions built into drawers where related 

items are stored together, such as a bread knife stored with a 

bread box. It’s a little more European in thinking. Everything is 

stationed in one place, and there is less thought needed to f nd 

things, keeping the kitchen from getting too hectic.”

As such, the top storage trends he’s seeing right now in-

clude ‘right-f t’ storage solutions – where cabinets are “per-

fectly tailored for kitchen essentials such as cutlery, utensils, 

vegetables, rice, pasta, breadboards, etc.” and provide “one-stop 

shopping” for all kitchen needs – along with shallow-depth 

cabinets and fully functioning work stations.

Thompson believes, “There can be a lot of wasted space 

if you have limitations for a full-depth cabinet. But shal-

low-depth cabinets can add storage solutions and visual inter-

est in areas that can often be overlooked.”

A big fan of work spaces, he cites the Mobalco Orgavital, 

which he says “serves as a backdrop and a fully functioning 

work station with cabinet doors that retract. It allows people to 

be organized by keeping like things together. It’s like a storage 

shed, but is aesthetically pleasing and extremely functional.”

 Containing Clutter
Designers of er ideas for creating cabinet designs that maximize 
storage and organization and minimize clut er.
By Kim Berndtson

T ompson 

of en uses base 

cabinets that 

are wall-depth 

as storage for 

small applianc-

es and pots/

pans. ‘T ey are 

very handy at 

the end of a 

peninsula or 

in an island,’ 

he notes. 

Jason T ompson designed this shallow-depth cabinet in a space that 

would otherwise have been wasted. ‘It’s essentially a pantry cabinet 

with sliding doors that conceals spices, oils, salts, peppers, etc.,’ he says.

STORAGE SOLUTIONS
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Keith Gegg
Gegg Design & Cabinetry
At the Ellisville, MO-based Gegg Design & Cabinetry, Keith 

Gegg knows everyone is trying to maximize storage – and that 

means taking advantage of every available inch of space. He 

notes, “Even if a cabinet is a shallow 4" deep, we can turn what 

would have been a hollow panel or column into storage for olive 

oil or vinegar, which can be easily accessible and highly visible.”

Gegg also believes, “People are focused on reduced motion 

and making kitchens more ef  cient by storing items at their 

point of use. So the best design is also one where heavy items 

can be easily moved or used in their place of storage.”

When asked about the hottest storage trends right now, 

Gegg cites concealed storage, base cabinet dish storage and 

pull-out shelves.

Of the former, he explains, “We go to great lengths to hide 

appliances, integrating them whenever possible so they don’t 

interrupt the aesthetic design.”

With base cabinet storage, he notes, “We do a lot of hous-

es where people don’t want a lot of upper cabinets, or where 

Keith Gegg designed this back pantry as a hidden message center (lef ), 

bar (in the middle) and microwave (far right). Pocket doors allow this 

space to function dif erently for various events or times of the day.

T is mission-style kitchen 

designed by Keith Gegg includes 

a wall of appliances concealed 

by door panels. ‘However, it 

also includes a pantry that is 

concealed by what looks like a 

cabinet f ont,’ he says. 

2016 GUIDE TO KITCHEN & BATH CABINET SPECIFICATION    7

Photos: Keith Gegg



they have a lot of windows, so they store plates, saucers, 

bowls, etc. in large base cabinet drawers. We have even done 

glasses in drawers.”

And, he recommends pull-out shelves for their ef  ciency 

and easy access, as well as their ability to maximize space that 

otherwise would likely be wasted.

Maggie Grants-Stewart
Cabinets & Designs
Changes in the way people cook and eat can have a dramatic 

impact on storage, according to Maggie Grants-Stewart of 

Cabinets & Designs in Houston, TX. She notes that these 

days, “There’s less pantry storage for canned and boxed 

foods and more for fresh foods stored in refrigerator drawers. 

People are also buying specialty spices, vinegars and oils 

that don’t f t into drawers, so there is a need for pull-outs and 

towers near the range.”

Other shifts in storage she’s seeing include more open f oat-

ing shelves, fewer open cabinets and more small appliances 

that need to be accessible, yet hidden away to minimize clutter 

during day-to-day use of the kitchen.

Grants-Stewart also sees more requests for metal bins in 

deep drawers for vertical storage of utensils, roll-out shelves for 

small appliances and heavier pots and pans and base cabinets 

for dish storage. She notes, “We aren’t doing as many upper 

cabinets, so people store dishes in base cabinets with deep 

drawers. Sometimes I will also make the cabinets as high as 

42". This is a great option for clients with kids who help set 

the table, or for elderly people who have trouble lifting heavy 

plates into upper cabinets.”

Finally, customization continues to impact storage trends, 

she notes, adding that, thanks in part to a more educated 

consumer, “I am doing more custom building because we 

can create just about anything they want. The industry is so 

much more dynamic, and building cabinets is so much more 

complicated. Rarely do I design anything that doesn’t have a 

lot of custom features. There isn’t much we can’t do…we just 

have to be creative.”

Keith Gegg designed this kitchen with a grid of square veneer panels that create a sleek continuous look. T e panels are grouped and function like 

standard cabinets, but behind the panels he concealed pull-out spice racks, drawer bases, pot/pan drawers, tray dividers, etc.

STORAGE SOLUTIONS
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2020 is revolutionizing the kitchen and bathroom industry. 

Designers want instant access to the latest manufacturer 

products to gain a competitive edge. Having up-to-date, 

accurate and timely data is no longer a convenience—it is a 

necessity! 2020 Cloud gives designers the ability to add 

quality content to their designs faster than ever.

Offering the largest selection of manufacturer catalogs 

for kitchen and bathroom design, 2020 Design provides 

designers with an easy to use software to create stunning 

3D renderings and panoramic views.

T: +1. 866.698.2020  E: sales@2020spaces.com   2020spaces.com/kcmaCircle No. 52 on Product Card
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Nancy A. Muller, AKBD
CR Cabinetry Kitchen & Bath Design Studio
At the Schaumburg, IL-based CR Cabinetry Kitchen & Bath De-

sign Studio, Nancy A. Muller, AKBD, believes storage as organiza-

tion has really taken of  in the last three to f ve years. “It’s like a 

light bulb went of , thanks to the Internet and people seeing ideas 

online,” she states. “Cabinet manufacturers are also of ering more 

organizational accessories in semi-custom cabinetry, so more 

options are available without having to go full custom.”

The hottest trends she’s seeing right now include lots of 

drawers and pull-outs and dedicated charging stations. She notes, 

“We’ve been doing more two-drawer bases, where the top drawer 

has a hidden roll-out tray behind it. You gain the visual look of a 

two-drawer cabinet with the functionality of three drawers.”  

She also sees increased demand for dedicated charging sta-

tions “that can easily be tucked into any cabinet,” along with “any 

type of pull-out, whether to store foils, spices, etc.” Indeed, she 

sees pull-outs being integrated into almost every kitchen she does.

Muller believes growing interest in better storage options is 

due in part to need for increased organization and ef  ciency. 

She explains, “With our hectic lives, it’s nice to have a dedicated 

space for everything. Even without expanding a kitchen’s foot-

print, we can gain more space simply by improving organiza-

tion and, in most cases, we can do it without breaking the bank.”

Katherine Lynn
Juniper Ridge Designs 
As wall cabinets become less popular with her clientele and 

downsizing and aging in place become priorities, Katherine Lynn, 

owner of the Placitas, NM-based Juniper Ridge Designs, has had 

to get creative with her designs. She notes, “Most of my clients 

want open shelving, as opposed to wall cabinets, making it easier 

to locate, remove and replace dinnerware used on a daily basis.”

Nancy Muller of en includes roll-outs and pull-outs in her kitchen designs to promote easy access to stored items on the interior.

Nancy Muller’s 

clients are more 

receptive to 

drawer bases, 

such as this one 

that is used for 

liquor storage.

STORAGE SOLUTIONS
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ShowplaceEVO.com

high-gloss acrylics

textured melamine

foils

exotic woods

straight-grain woods

red oak

cherry

maple

rustic alder

paints

vintage

gray washes

glazes

distressing

blum

häfele

kesseböhmer

full-access cabinetry

your clients are
constantly evolving

Your cabinet brand should too.
Showplace began with standard overlay cabinetry, 

evolved to include inset oferings, then advanced again 

with Renew cabinet refacing. Now the Showplace 

evolution takes another important step, with the 

introduction of ShowplaceEVO full-access cabinetry. 

A versatile selection of styles, woods and fnishes. All 

the accessories, moldings, enhancements, hardware, 

and modifcations you need. All backed by legendary 

Showplace customer service and the assurance of a 

lifetime warranty. The result is a highly-evolved, well-

rounded ofering.

We invite you to learn more at ShowplaceEVO.com. 

You may also call 877-607-2200, ext 5962.
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She adds, “Clients who plan to remain in their homes 

request storage that is easily accessed. For example, I rarely 

place spices and oils above the counter. Instead, base pull-out 

cabinets are a great solution. Blind corner turnouts are also 

a great alternative to traditional lazy Susan cabinets. I’m also 

seeing more below-the-counter storage in wide drawers. Some 

people don’t even want doors with roll-outs anymore.”

With clients for whom this may be their last home, acces-

sibility becomes a high priority. She explains, “My clients are 

focusing on plans that help them stay in their home as long as 

possible. Storage is below the counter so it is wheelchair acces-

sible. That means they need to be more organized because they 

no longer have wall cabinets, so we have to get creative with 

tray dividers, wide drawers, blind corners, etc.”

While customizing is a good strategy for aging in place, 

sometimes it’s also about fulf lling a client’s dream. As she 

concludes, “Many of my clients are in their 50s and 60s, and 

they are remodeling for the last time, so they want to make it 

exactly what they want.” 

Tips for Stretching Budgets & Maximizing Storage
Maximizing cabinet storage is a high 

priority with consumers, and today’s 

cabinets of er a wealth of options to 

make use of every inch of space while 

improving access to cabinet contents. 

At the same time, many consumers 

are still working on tight budgets, and 

need help f nding a balance between 

being budget conscious but also get ing 

the most out of their cabinet storage. 

So what’s the best way to help them 

stretch their budget to get what they 

need to maximize storage without break-

ing the bank? Several KCMA members 

weighed in on this quandary.

According to Jeannine Laitres, CKD, 

CBD, CAPS, and national training manager 

for Canyon Creek Cabinet Company, 

“One of the keys to keeping on budget 

is knowing what you have and how you 

plan to use it.” 

Karen Wistrom, NCIDQ, ASID, v.p. of 

marketing for the Howard Lake, MN-

based Dura Supreme agrees: “T ere are 

hundreds of options, so if the budget 

is being kept in mind, you need to look 

and prioritize.”

Joan Bostic, v.p. sales and marketing 

for the Quebec, Canada-based Cabico 

Inc. believes designers need to start by 

reminding their clients to think about 

what household items they really need. 

“[Have them] purge items they don’t 

need or use.  Making an inventory of the 

most used items f rst is key to making 

sure the storage will work for those 

items and put them where they are 

within easy reach.”

When budget is a concern, she 

suggests using “deep wide drawers with 

a few f ont-to-back dividers,” which 

she says “can inexpensively keep pots 

and pans as well as baking tools such as 

mixing bowls separated without using 

roll-out shelves.”

She continues, “Keeping spices on 

a tiered pull-out rack that allows full 

visibility of what you have on hand will 

eliminate buying duplicates. Spices can 

be expensive.”

Finally, she says, “Having additional 

adjustable shelves in wall cabinets allows 

the homeowner to store plates and 

glasses more ef  ciently, thereby using 

less cabinet [space], and this saves time 

when looking for matching cups, saucers 

and salad plates.”

Wistrom suggests focusing on the 

basics: “For most people, that means 

a recycling center (two-bin), two-tier 

cutlery storage and spice storage. Roll-

out shelves are another one. T at will 

take any base cabinet and make it more 

accessible. But you can also skip roll-out 

shelves and do drawers. Some people 

think, ‘If I do doors, it costs less,’ but by 

the time you add roll-out shelves, you’ve 

pushed up the cost.”

She concludes, “You can add options 

and organizational features to inf nity – 

all the way down to very specialized stor-

age and charging stations within drawers 

– the options are endless. To stretch the 

budget, look to maximize storage and 

maximize organization.”  

Open shelving is a 

popular storage trend 

for Katherine Lynn’s 

clients. In this kitchen, 

she built the shelves 

into the wall, then tiled 

around the supports to 

conceal them.

STORAGE SOLUTIONS

12    2016 GUIDE TO KITCHEN & BATH CABINET SPECIFICATION

Photo: Cletus Kuhn Photography



Circle No. XX on Product Card

AVENTOS HK-XS. Nearly weightless lift systems for smaller cabinets. / blum.com

Circle No. 54 on Product Card

http://blum.com


C
abinetry often commands the lion’s share of a kitchen 

design’s budget, so it makes sense for designers and 

their clients to make choices that can stand the test of 

time. One result of the quest for long-lasting cabinetry is the 

disappearance of specif c styles. No longer do we see styles that 

scream French chalet, Tuscan villa or English cottage. Instead, 

we have endless variations of two styles: Shaker and Modern 

Slab. Amazingly, designers manage to use those two basics to 

create any look a client could ask for. Be it Texas Hill Country, 

Carolina Coastal, Silicon Valley Modern or anything in 

between, American kitchen and bath designers put them all 

out there, beautifully so. 

Clean & Simple
Cabinet styles are trending cleaner 

and simpler, with a focus on quality;

gray and white painted f nishes are 

popular, while custom touches are 

also back in vogue.
By Lis King

Designer Angela Victoria 

Rasmussen of H2H 

design + build in San 

Jose, CA, works all the 

angles in this kitchen. 

White and gray trends in 

California as well as the 

rest of the country.

Photo: Dean J. Birinyi Photography
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Whatever the look, there’s less ornamentation than has been 

seen in decades. Cabinetry, like interiors, is simpler and cleaner. 

The f nal quotient is quality. “That’s def nitely necessary,” 

says Liz Lapan, a designer and showroom manager at In Detail, 

in Pensacola, FL. “Cabinets have to have staying power. It’s 

expensive and messy to replace them, and it’s a rare homeown-

er who’ll want to do that before it’s absolutely necessary. True, 

he or she may want a kitchen update somewhere along the line, 

but that can be done in smaller ways, say, a new backsplash or 

changing out the countertop on the island. And, for that mat-

ter, the cabinets can be updated and given a dif erent look. We 

often take of  the doors and give them and the built-in frames a 

makeover. Sometimes we have them faux-painted.”

In Detail, a winner in the NKBA’s 2016 design contest, 

employs still another cabinet strategy. Whenever a kitchen 

involves a complete demolition and the cabinets are still viable, 

In Detail designers try to use them elsewhere in the house, 

perhaps in the laundry area, or in the basement or garage. 

“This defrays some costs and helps win clients over,” 

notes Lapan.

Style trends
The top cabinet f nishes in the past year were white painted, gray, 

dark natural, painted glazed and medium natural, according to 

the National Kitchen & Bath Association, and dealers everywhere 

call mixed cabinet colors the hottest current trend. Sometimes 

wall cabinets are a dif erent color than the base cabinets, they say 

and, increasingly, islands go their own way entirely.

“We often do an island in natural wood and then go to 

painted wood for the perimeter cabinets,” says Bart Lidsky of 

The Hammer & Nail, in Ridgewood, NJ. “Recently, we took the 

island idea one step further with a kitchen we installed at our 

showroom. The cabinets are blue-gray, and the island is natural 

white oak, but we treated the wood a bit dif erently. It’s rift-cut, 

which produces very straight and even graining. For hardware, 

we went to a raw, unlacquered brass. The client reaction to this 

kitchen has been terrif c. Straight forward styling with precise 

detailing that’s vastly dif erent from yesteryear’s ornamentation – 

Designed by H2H 

design + build in 

San Jose, CA, this 

man cave in a 

converted garage 

calls for strong, 

masculine elements, 

including cabinetry 

of natural wood and 

cast iron hardware.

A contemporary, clean-lined kitchen, as seen in this design by PB 

Kitchen Design in Geneva, IL, combines natural wood base cabinets 

and painted, glass-f ont wall cabinets. Limiting wall cabinets to 

make room for more windows is trending, to favor views and let in 

additional natural light. 
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that’s what homeowners want now. They’re looking for solid 

quality and design they can truly make their own.”

This is somewhat of a departure from the vanilla design 

aesthetic fostered by concerns for resale down the line, and 

Lidsky isn’t alone when he senses that more homeowners now 

opt for looks that suit their own tastes and lifestyles, without 

worrying about market trends.

Interior designer Anastasia Laudermilch of Annsville, PA, 

is currently working on a kitchen remodeling project that illus-

trates homeowners’ new quest for design freedom. “My client 

had her heart set on black cabinetry, which, frankly, I consid-

ered ultra-contemporary and the wrong look for her rather 

traditional home. But she was adamant, so we tempered the 

cabinetry with an island of zebra wood and a leather f nished 

granite counter. And we’re currently scouring the Internet for 

a gorgeous old French armoire, which we’ll incorporate in the 

design. It’ll become the kitchen pantry. Altogether, this con-

temporary kitchen is taking on a vintage industrial vibe.”

One of Laudermilch’s favorite strategies for creating cabinet 

variety is using four dif erent types of hardware. She will use 

rings, pulls, handles and knobs to open cabinets and drawers, 

and she favors aged brass. She also likes two-toned cabinetry, 

“which is so much more interesting than using one color on 

everything,” she remarks.

Replacing upper cabinets with open shelves is also a grow-

ing trend, notes Jill Boswell of 30A Kitchen Studio, in Santa 

Rosa Beach, FL. “This creates an airy look, makes a kitchen 

look larger and provides display and storage space,” she says. 

“Here in Florida, we may even replace wall cabinets with win-

dows. This lets in more natural light and, of course, we want to 

take advantage of the gorgeous views we have around here.”

Still another trend is kitchens with double islands. “For 

today’s lifestyles, two islands are better than one,” says Jef  

McDonald, APR Supply, in Lititz, PA. “Families live in their 

kitchens these days. That’s where they entertain, where the 

kids do homework, where the Garden Club meets.”

Not surprisingly, design in the Silicon Valley is heavily 

tech-oriented. “Smart technology is built into everything, 

from custom cabinetry to countertops,” says Angela Victoria 

Rasmussen of H2H design + build of San Jose, CA. 

Recently, Dan McFadden of PB Kitchen Design of Geneva, 

IL, got a chance to experience how design has changed over 

the years. “We were hired to remodel a kitchen we installed 20 

years ago,” he states. “The homeowners’ lifestyles and tastes 

changed so much over those years, and redoing the kitchen 

became a necessity. Now it’s a much cleaner, transitional style 

with a vastly improved layout.”

Interestingly, green design didn’t register at all on the trends 

meter, according to those interviewed for this story, with some 

saying homeowners simply won’t pay extra for eco-friendly prod-

ucts. They believe that they’re already paying more for greener 

paints, f nishes, appliances and other elements, and green is in-

creasingly being expected as the norm, rather than being sought 

out as an extra. 

Color counts

Gray is the overall national color winner, but there are varia-

tions regionally. Blue-grays are particular favorites in coastal 

areas, for example. “We’re right on the coast, and these shades 

are big winners around here,” tells Bryan Reiss of Distinctive 

Design, in Mt. Pleasant, SC. “That makes a lot of sense, actual-

ly. These are colors that are laid back and casual, ref ective of 

life on the beach. Other popular colors around here are earth 

tones and of -whites. In two-tone cabinetry, we often work in a 

lot of natural walnut, sometimes for an island, sometimes for 

either lower or upper perimeter cabinets.”

Gray and white are big colors in two-toned maple 

cabinetry at Peter Salerno, Inc, in Wyckof , NJ.  Luxurious 

hand-buf ed zebrawood or lacewood are also winners, tells 

Gabrielle Salerno.

Open shelves are a kitchen trend favored by Jill Boswell 

of 30A Kitchen Studio of Santa Rosa Beach, FL. T is 

designer also likes exotic wood for cabinetry, and of en 

specif es faux f nishes to update existing cabinets.

CABINETRY TRENDS
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In Northern California, white is still going strong, notes 

Rasmussen. But gray is sneaking in, too. Sometimes when a cli-

ent is in love with a strong color, such as purple or lime green, 

she tries to talk him out of it. “I suggest it for a wall instead,” 

she says. “There, repainting isn’t such a problem.” Her clients 

love dark-stained natural woods, but California laws make 

such cabinetry an expensive project. “Because of the state’s 

environmental legislation, we have to ship them out of state for 

staining,” she notes. 

White cabinets and white marble dominate in Illinois, but 

gray and natural walnut are popular as well. “We like calm 

looks,” says McFadden, “and we don’t see interest in two-col-

ored cabinetry.”

McDonald sees charcoal and sand still coming into the 

cabinet world, and says that mixed chocolate and terracotta 

create a rich, deep tone with low-grain woods like maple. 

“It shows of  a kitchen so well,” he says. However, fellow 

Pennsylvanian David White of Kitchen Encounters, in Lititz, 

PA, sees grays inching in on creams and browns.

Texan Shea Pumarejo is fearless when it comes to color, and 

her clients love her for it, as does the National Kitchen & Bath As-

sociation, which picked a bath design of hers as a contest winner.

Recently, her f rm, Younique Designs in Helates, TX, 

designed a kitchen with a bright orange island with a white 

marble top and acrylic hardware, white perimeter cabinetry 

and a f oor-to-ceiling wine cooler with glass racks. 

T e design process
The approach to cabinet design has become a lot easier thanks 

to the Internet sites like Houzz and Pinterest. 

“Asking the clients to open a Houzz account is always a 

good f rst step,” says Rasmussen.

“Then we ask them to look through the pictures and collect 

them in an inspiration book, and we sit down with them to 

f nd out what exactly appealed to them in each photo. Was 

it the color? The counters? The island? After that come the 

samples and the discussions. Eventually we arrive at a design 

that makes sense and, yes, it makes a dif erence whether this 

is their forever home or if they’ll be reselling down the road. I 

feel that a kitchen should be designed to look up-to-date for at 

least 10 years.”

At Peter Salerno, Inc., the typical f rst step in kitchen and 

bath design is a visit to the f rm’s showroom. “Homeowners will 

see a wide range of design options there, plus they will bring in 

KCMA Members Offer Tips for 
Managing Consumer Expectations
With cabinetry an essential part of the kitch-

en design, choosing the cabinets is perhaps 

the biggest decision that consumers make 

when investing in a new kitchen. Yet home-

owners of en end up selecting their cabinets 

based on door samples or sof ware, neither 

of which fully allow them to visualize exactly 

what their f nished kitchen will look like. 

As Wellborn Cabinet Director of Marketing 

Angela O’Neill explains, while her compa-

ny’s products are displayed in vignet es 

and samples throughout kitchen and bath 

showrooms, “T ere are thousands of choices 

today in door styles, stains and paints, and 

no one showroom can display the entire 

selection.” T is is why it’s so important for 

design professionals to help shape and man-

age their clients’ expectations to maximize 

overall satisfaction.

It’s one of the reasons Showplace Wood 

Products Director of Marketing Scot  Korsten 

believes it’s critical for showrooms to include 

a variety of displays and kitchen vignet es. 

He notes, “Displays are just easier to visualize 

f om. Current day design sof ware goes a 

long way toward helping clients visualize 

[their project], but it still isn’t the same.”

When using door samples, Korsten 

believes, “T e key is communication and 

realistically set ing expectations. Be very de-

liberate about pointing out the beauty of the 

variations that naturally occur in real wood, 

so if the client is of ended by variations they 

are likely to receive, they can be directed 

to cabinetry made f om other materials. Or, 

at the very least, it provides an opportunity 

to explain how certain subtle variations will 

blend in the f nal project.”

While technology may not replicate 

the touch and feel experience, it certainly 

of ers some advantages for helping clients 

to get a sense of what their f nished project 

will look like. According to Kristi Hodson, 

director of design and training for R.D. Henry 

& Company (formerly Custom Cupboards), 

“T e marketplace is f lled with examples of 

technology that help consumers visualize a 

product before purchasing. Everything f om 

ordering a pizza online and seeing an image 

of it built with your customized toppings, to 

making interior and exterior car f nish se-

Brass hardware on rif -cut natural white oak is showcased in this 

design by the Ridgewood, NJ-based T e Hammer & Nail.
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photos of designs they like,” tells Salerno. “At that point, we will 

be able to come up with a ballpoint budget f gure. The next step 

is a home visit and then comes the design.”

At PB Kitchen Design, the design process usually starts 

with Houzz input. “It’s such a good way to learn what the client 

likes. We had a meeting with prospective clients on Saturday 

and, thanks to the homework they did creating a Houzz idea 

book, we already have a cabinet decision.”

Pumarejo likes to “get into people’s heads” when she does a 

design project for them. “I understand that trends are import-

ant in the sense that you don’t want spaces to look outdated, 

but I’m really interested in design that expresses the client’s 

personality. I want his or her taste to prevail. So, basically, 

when I start a project, the client and I have a very deep conver-

sation. I also have clients do some homework, looking at im-

ages and pictures, and I go to their homes to see how they live, 

how they cook, I want to meet the kids, etc. I want my design to 

work for everybody in the house.”

Cabinet secrets

How far do designers go to address a client’s wishes and con-

cerns? Quite far, it seems. Pumarejo, for example, has been 

known to use cabinetry and closets to solve serious problems 

like gun safety and family protection in case of home invasion. 

“I design cabinets with removable back panels that can hide 

guns, for example,” she tells. “And I have been known to come 

up with closet designs that are fronts for safe rooms.” 

Bart Lidsky caters to clients who are looking for ways to 

hide valuables. “I often design cabinets with secret compart-

ments,” he says. “I confess I enjoy such design challenges. I’d 

better not say any more about this. Secrets are only ef ective if 

they’re kept secret.”  

lections on an interactive display at a Tesla 

showroom, has elevated the expectations 

of a visual experience when making a buy-

ing decision.” 

She continues, “It’s no dif erent in our 

industry. Most homeowners…have been 

spending hours watching design shows on 

HGTV, where animated drawings are the 

norm in the renovation process. Presenting 

accurate renderings - using sof ware like 

2020, ProKitchen or SketchUp - combined 

with f nish samples, helps the consumer and 

the designer come to a mutual under-

standing of what the space will be when 

completed.”

O’Neill agrees that the right sof ware 

can be an enormously helpful tool in 

managing consumers’ expectations. She 

notes, “T ese sof ware solutions also of er 

panoramic room views that place the 

consumer right in the room.”

While sof ware can help homeowners 

get a visual preview of what their f nal 

project will look like, it’s equally important 

to educate them to what the remodeling 

process will entail in order to ensure that 

everyone is on the same page in terms of 

expectations.

To that end, Korsten says, “It’s great to 

provide a bullet-point listing of things that 

will happen during the project and the order 

in which they will happen, again clearly 

set ing the stage for expectations.”

He continues, “If certain parts of the pro-

cess start to get of  track, be proactive and 

take the initiative to talk with the homeown-

ers before they start to ask. And for heaven’s 

sake, be honest and realistic. T e installation 

process is stressful enough on homeowners; 

if things aren’t going as planned and you 

wait until the homeowner starts to ask, they 

are already disappointed and the likelihood 

of you get ing a much desired referral has 

diminished.”

O’Neill stresses the importance of 

“choosing an experienced designer, qualif ed 

kitchen dealer and dependable product 

brands” to ensure satisfaction with the 

f nished product. And, she notes, it’s import-

ant to keep all of the pieces of the project 

organized and on schedule, explaining that 

the designer who makes sure all of the ad-

ditional products such as appliances, sinks, 

faucets, tiles and lighting are selected in a 

timely manner “will help to ensure a smooth 

installation process and timeline.”

Korsten concludes, “Af er installation, 

dealers should also make time to demon-

strate in a hands-on manner how to change 

the position of a shelf, how to adjust door 

hinges or how to remove and re-install a 

drawer. T ese are things that homeowners 

of en don’t know they’ll want to do until 

they’ve had the cabinets installed for some 

time. Having the homeowner walk through 

those processes themselves with the dealer’s 

help will give them the conf dence to do it 

themselves at a later date, and it’s a nice 

personal touch they’ll appreciate.”  

White cabinetry contrasts with the natural wood island in this elegant 

kitchen designed by Peter Salerno, Inc. in Wyckof , NJ.
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Two leading brands 
synonymous with 
elegant custom  
cabinetry, stronger
together, better  
than ever!

The Cabico family just got bigger with the acquisition of the Elmwood Group. We will both continue 

to market our respective lines. For home-owners, it means access to an even wider range of 

premium quality custom cabinetry thanks to a complementary product offering that is simply  

and beautifully unprecedented.

We are proud to have forged the size of our commitment to innovation, quality and service into our 

current operations as the biggest custom cabinetry manufacturer in Canada, and the third largest  

in North America.

Cabico

Cabico

Elmwood

http://cabico.com
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From here on in, one parent company and two distinct  

brands, each with its own independent sales team and 

distribution network.
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elmwoodkitchens.com

marketing@elmwoodkitchens.com
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Circle No. 56 on Product Card

http://elmwoodkitchens.com


T  
he Kitchen Cabinet Manufacturers Association has 

long been a key resource for the kitchen and bath 

industry, with cutting-edge programs that address 

topics of importance not only to cabinet manufacturers, but 

also kitchen and bath dealers and designers, and the clients 

they serve. So it’s no surprise that, 10 years ago, when the 

kitchen and bath market’s green movement was still in its 

infancy, KCMA was already launching the industry’s only 

environmental certif cation program to focus specif cally on 

kitchen and bath cabinets.

Today, as the KCMA’s Environmental Stewardship Program 

(ESP) celebrates its 10th anniversary, the program continues to 

encourage sound cradle-to-grave environmental practices for 

cabinet manufacturers, acting as a driving force in sustainabil-

ity, while focusing on such important categories as air quality, 

product resource management, process resource management, 

environmental stewardship and community relations. 

“ESP is a comprehensive green certif cation program for 

kitchen and bathroom cabinets,” says Chuck Arnold, director 

of certif cation for the KCMA. “ESP Certif cation is a clear sign 

the manufacturer has an interest in all aspects of environmen-

tal sustainability.” 

KCMA’s new CEO Betsy Natz agrees: “The ESP cabinet seal 

was designed to help customers identify cabinets and cabinet 

manufacturers who are committed to protecting the environ-

ment,” she says. “We are continuously evaluating the program 

and always looking for ways 

to strengthen it.”

To accomplish the high 

standards that have been 

put in place by the program, 

ESP-certif ed companies are ex-

pected to follow stringent require-

ments on everything from using woods 

from a recognized sustainable forestry program 

and meeting strict formaldehyde emission levels for plywood, 

particleboard and MDF to having a comprehensive recycling 

program and documented energy conservation program. 

The program takes a holistic approach to manufactur-

ing, examining the process from growth and harvesting of 

raw materials to manufacturing the end product, accord-

ing to the KCMA, with ESP Certif cation having been ad-

opted into the ICC 700 National Green Building Standard 

(NGBS). Builders seeking certif cation in accordance with 

the NGBS can earn points towards certif cation by using 

ESP-certif ed cabinets. 

For dealers and designers, selling cabinets from ESP-

certif ed companies creates an opportunity to educate clients 

about the benef ts of “buying green” by choosing products 

that are better for the environment, and by patronizing com-

panies committed to sustainable business practices, according 

to the association. 

Of course, today’s consumers are not only interested in 

the quality of the products they buy, they want to work with 

companies that “do good” as well. For that reason, dealers 

and designers selling products with the ESP seal should be 

aware that the program also requires members to demonstrate 

“community involvement and leadership through service or 

charitable organizations” – a great selling point in today’s more 

community-focused world.

Helping to spread the word about the importance of sus-

tainable products and practices is also high on the program’s 

mission statement. As the KCMA notes, “In order to be truly 

 ESP Turns 10
Going into its 10th year, the KCMA’s Environmental Stewardship 

Program continues to promote environmentally sound 

manufacturing processes of kitchen and bath cabinets.
By Janice Costa

“ The ESP cabinet seal was designed to help 

customers identify cabinets and cabinet 

manufacturers who are committed to 

protecting the environment.” 

BETSY NATZ, KCMA CEO

KCMA CERTIF ICATION
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KCMA-Certified Cabinets Pass Rigorous Testing
For kitchen and bath dealers looking 

to ensure client satisfaction and earn 

referrals and repeat business, selling 

quality products is essential. As the largest 

investment in a kitchen remodel, kitchen 

cabinets will def ne the space, both aes-

thetically and functionally, while vanities 

are critical for both style and storage in 

the bath. But while dealers and design-

ers can physically showcase door styles, 

f nishes, wood species and interior f t ings, 

it can be harder to showcase the equally 

important quality of looking and wearing 

well through years of real-life use.

T e Kitchen Cabinet Manufacturers 

Association helps dealers and designers 

address this concern with its cabinet cer-

tif cation program, in which cabinets must 

pass rigorous third-party testing designed 

to simulate years of real-life household use.

T e goal of the certif cation program is 

to “assure the specif er or user of kitchen 

cabinets and bath vanities that the cabinet 

bearing the blue and white seal complies 

with the rigorous standards 

developed through 

the ANSI process and 

administered by the 

KCMA,” according to 

association of  cials. 

Compliance is 

ensured through annual 

testing of random cabinet 

samples and bi-annual plant 

inspections. 

To become certif ed, the cabinets must 

pass f ve structural tests, two drawer tests 

and two door operation tests  to ensure 

structural integrity, durability and smooth 

operation. In addition, four f nish tests 

are conducted to ensure that the f nish 

can withstand high heat and humidity, 

prolonged exposure to hot and cold tem-

peratures, exposure to common kitchen 

substances such as vinegar, lemon, orange 

and grape juices, tomato catsup, cof ee, 

olive oil, 100-proof alcohol and mustard, as 

well as detergent. 

In other words, the tests help to ensure 

the cabinets work as well in the real world 

as they look in the showroom.

T e certif cation program, designed 

to promote excellence in the cabinet 

industry and ensure dealers and designers 

are able to sell these products with 

conf dence to their clients, is just one of 

the many programs the association has 

pioneered to advance the kitchen and 

bath industry through advocacy, set ing 

standards, sponsoring research, and pro-

viding management tools and educational 

programs. For more information about 

KCMA’s programs, visit www.kcma.org.   

environmentally responsible, companies must go beyond mon-

itoring their own actions to educating others. Educating others 

is a way to increase acceptance of environmental programs, 

demonstrate the value of environmental responsibility, and 

amplify your positive impact on the earth.” 

The program is one of many valuable resources of ered by 

the KCMA, and as the association transitions to new man-

agement, the KCMA remains excited by the opportunities to 

continue to act as a pioneer and resource in the kitchen and 

bath industry. 

As Natz looks past this anniversary milestone, she notes, 

“I’m very excited to build upon the outstanding foundation that 

Dick Titus has developed over many years, and foresee a bright 

future ahead for the organization.” 

T e KCMA’s cabinet certif cation program involves careful inspection of products by 

third-party testers to ensure quality, durability and the ability to withstand everything 

f om heat and cold to detergents, common household substances and more.

KCMA CERTIF ICATION
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Follow Us:

2112 N. Dixie Ave • Elizabethtown, Ky 42701

p: 800.345.7537 • f: 800.472.5889

www.mouserc.com

Virtually unlimited design potential combines with our 

available door styles, finishes, options and outstanding 

quality to create the cabinetry of your dreams.

Contact us today for more information on our custom

and limited custom product lines or for your nearest 

Authorized Mouser Cabinetry Dealer

Defining the Possibilities
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4-B Wood Specialties, Inc.
255 West Greenwich Rd.
Seville, OH 44273
Tel: 330-769-2188
Fax: 330-769-2850
www.4bwood.com

A

A&J Custom Cabinets, Inc.
2300-B East 1st St.
Vancouver, WA 98661
Tel: 360-694-4833 
Fax: 360-694-9598
www.ajcabs.com

Abel Corporation
P.O. Box 5324
Lacombe, AB Canada T4L 1X1
Tel: 403-782-4293
Fax: 403-782-2729
www.abelcorporation.com

Acacia Cabinetworks
511 Elbow La.
Burlington, NJ 08016
Tel: 800-253-3855
Fax: 856-488-0442
www.acaciacabinetworks.com

acpi
3551 Plano Pkwy., Suite 200
T e Colony, TX 75056
Tel: 214-469-3097
Fax: 214-469-3041
www.echeloncabinetry.com; 
www.advanacabinets.com

Adelphi Kitchens, Inc.
P.O. Box 10
Robesonia, PA 19551
Tel: 610-693-3101 
Fax: 610-693-6612
www.adelphikitchens.com

All Craf  Fabricators, Inc.
150 Wireless Blvd.
Hauppauge, NY 11788
Tel: 631-952-0800
www.donaldsonorganization.com

Alpine Cabinet Co.
P.O. Box 219
Timnath, CO 80547
Tel: 970-484-9030
Fax: 970-224-3091
www.alpinecabinetco.com

American Woodmark 
Corporation
P.O. Box 1980
Winchester, VA 22601
Tel: 540-665-9100
Fax: 540-665-9176
www.americanwoodmark.com

Arbor Mills
405 W. Caton Farm Rd.
Lockport, IL 60441
Tel: 815-727-4906 
Fax: 815-727-4099
www.arbormills.com

Artistry Masters of 
Woodcraf , Inc.
951 West 13th St., Suite 9
Riviera Beach, FL 33404
Tel: 561-844-6680
Fax: 561-844-8680
www.artistrywoodcraf .com

Auburn Ridge
825 Hubbell St.
Marshall, WI 53559
Tel: 608-655-3018
Fax: 608-655-3553
www.auburnridge.com

AyA Kitchens and 
Baths, Ltd.
1551 Caterpillar Rd.
Mississauga, ON Canada L4X 2Z6
Tel: 905-848-1999
Fax: 905-848-5127
www.ayakitchens.com

Ayr Cabinet Co.
1074 U.S. 6 West
Nappanee, IN 46550
Tel: 574-773-7973
Fax: 574-773-4371
www.ayrcabinet.com

B

Barbosa Cabinets, Inc.
2020 East Grant Line Rd.
Tracy, CA 95304
Tel: 209-836-2501
Fax: 209-836-0847
www.barcab.com

Bass Cabinet Mfg., Inc.
503 West T ird Ave.
Mesa, AZ 85210
Tel: 480-962-5249
Fax: 480-962-7919
www.basscabinet.com

Bellmont Cabinet Co.
P.O. Box 2050
Sumner, WA 98390
Tel: 253-321-3011
Fax: 253-321-3143
www.bellmontcabinets.com

Benedet ini Cabinetry
533 Highway 36 North
Rosenberg, TX 77471
Tel: 281-633-8200
Fax: 281-633-2370
www.benecab.com

Bertch Cabinet Mfg., Inc.
P.O. Box 2280
Waterloo, IA 50704
Tel: 319-296-2987
Fax: 319-296-2315
www.bertch.com

Birchcraf  Kitchens, Inc.
425 Richmond St.
Reading, PA 19605
Tel: 610-375-4391
Fax: 610-375-2762
www.birchcraf kitchens.com

BJ Tidwell Cabinetry
4600 Highway 90 West
San Antonio, TX 78237
Tel: 210-684-1611
Fax: 210-684-1685
www.bjtidwell.com

Blue Mountain 
Cabinet Works
P.O. Box 163
Pine Grove, PA 17963
Tel: 570-345-6500
Fax: 570-345-4440

Bremtown Cabinetry
1456 SR 331 North
Bremen, IN 46506
Tel: 574-546-2781
Fax: 574-546-2455
www.bremtown.com

Brighton Cabinetry, Inc.
1095 Industrial Park Ave.
Neoga, IL 62447
Tel: 217-895-3000
Fax: 217-895-3005
www.brightoncabinetry.com

C

Cabico Inc.
677 Akhurst
Coaticook, QC Canada J1A 2S2
Tel: 819-849-7969
Fax: 819-849-1011
www.cabico.com

Cabinet Craf  LLC
21441 Pacif c Blvd., Suite 115
Sterling, VA 20166
Tel: 703-964-3250
Fax: 703-964-3215
www.cabinetcraf usa.com

Cabinetcraf 
2750 Sullivan Rd.
Atlanta, GA 30337
Tel: 770-703-8201
Fax: 770-703-8341
www.cabinetcraf .net

Cabinetree Inc.
555 Duncan Rd.
Royston, GA 30662
Tel: 706-680-4650

Cabinets Northwest 
Corporation
4530 B St. NW, Suite C
Auburn, WA 98001
Tel: 253-520-2444
Fax: 253-520-3188

Candlelight Cabinetry, Inc.
24 Michigan St.
Lockport, NY 14094
Tel: 716-434-6543
Fax: 716-280-0150
www.candlelightcab.com

Canyon Creek 
Cabinet Co.
16726 Tye St., S.E.
Monroe, WA 98272
Tel: 206-674-4968
Fax: 360-348-4806
www.canyoncreek.com

Carolina’s Top Shelf 
Custom Cabinets, LLC
519 Armour Dr.
Charlot e, NC 28206
Tel: 704-376-5844
Fax: 704-376-4286
www.ctscustom.com

Century Cabinetry Inc.
220 Phillips Rd.
Exton, PA 19341
Tel: 610-363-5221
Fax: 610-363-5409
www.centurykitchens.com

Century Cabinetry 
of Leesport
130 East Wall St.
Leesport, PA 19533
Tel: 610-926-7750
Fax: 610-926-7742
www.centurykitchens.com

Choice Cabinet
26200 Richmond Rd.
Bedford Heights, OH 44146
Tel: 216-378-2828
Fax: 216-378-2844
www.choicecabinet.com

Christiana Cabinetry
P.O. Box 40
Christiana, PA 17509
Tel: 610-593-7500
Fax: 610-593-5001
www.christianacabinetry.com

Coastal International, Inc.
3 Harbor Dr., Suite 211
Sausalito, CA 94965
Tel: 415-339-1700
Fax: 415-339-1710
www.coastalintlconstruction.com

Columbia Cabinets
2221 Townline Rd.
Abbotsford, BC Canada V2T 6H1
Tel: 604-850-3538
Fax: 604-850-6760
www.columbiacabinets.com

Commodore Corporation
P.O. Box 577
Goshen, IN 46527
Tel: 574-533-7100
Fax: 574-533-6075
www.commodorehomes.com; 
www.manorwoodhomes.com

Connell Cabinets & 
Millworks Inc.
28 East Church
Lakeland, GA 31635
Tel: 229-482-3037
Fax: 229-482-2154
www.connellcabinets.com

Corsi Group, Inc.
6111 Churchman By-Pass
Indianapolis, IN 46203
Tel: 317-786-1434
Fax: 317-786-7108
www.corsicabinets.com

Craf -Maid 
Handmade Cabinetry
501 South 9th St., Building C
Reading, PA 19602
Tel: 610-376-8686
Fax: 610-376-6998
www.craf -maid.com

Crestwood, Inc.
601 East Water Well Rd.
Salina, KS 67401
Tel: 785-827-0317
Fax: 785-827-0084
www.crestwood-inc.com

Crotone Kitchens
9800 Maurice Duplessis
Montreal, QC Canada H1C 1G1
Tel: 514-648-8322
Fax: 514-648-2935
www.crotonekitchens.com

Crown Cabinets
1537 South 700 West
Salt Lake City, UT 84104
Tel: 801-972-4050
Fax: 801-972-1827
www.crowncabinets.com

Crystal Cabinet Works, Inc.
1100 Crystal Dr.
Princeton, MN 55371
Tel: 763-389-4187
Fax: 763-389-5846
www.crystalcabinets.com

Cuisine Ideale
980 Panneton
Sherbrooke, QC Canada J1K 2B2
Tel: 819-566-2401
Fax: 819-566-0285
www.cuisineideale.com

Custom Cupboards Inc.
3738 South Norman
Wichita, KS 67215
Tel: 316-529-3431
Fax: 316-219-2798
www.customcupboards.com

Custom Wood Products
P.O. Box 4500
Roanoke, VA 24015
Tel: 540-342-0363
Fax: 540-342-7789
www.cwpcabinetry.com; 
www.newrivercabinetry.com; 
www.outdoorkitchensby
atlantis.com

D

Dakota Kitchen & Bath, Inc.
4101 North Hainje Ave.
Sioux Falls, SD 57104
Tel: 605-334-9727
Fax: 605-334-1970
www.dakotakitchen.com

26    2016 GUIDE TO KITCHEN & BATH CABINET SPECIFICATION

KCMA MEMBERS

http://www.4bwood.com
http://www.ajcabs.com
http://www.abelcorporation.com
http://www.acaciacabinetworks.com
http://www.echeloncabinetry.com
http://www.advanacabinets.com
http://www.adelphikitchens.com
http://www.donaldsonorganization.com
http://www.alpinecabinetco.com
http://www.americanwoodmark.com
http://www.arbormills.com
http://www.auburnridge.com
http://www.ayakitchens.com
http://www.ayrcabinet.com
http://www.barcab.com
http://www.basscabinet.com
http://www.bellmontcabinets.com
http://www.benecab.com
http://www.bertch.com
http://www.birchcraftkitchens.com
http://www.bjtidwell.com
http://www.bremtown.com
http://www.brightoncabinetry.com
http://www.cabico.com
http://www.cabinetcraftusa.com
http://www.candlelightcab.com
http://www.canyoncreek.com
http://www.ctscustom.com
http://www.centurykitchens.com
http://www.centurykitchens.com
http://www.choicecabinet.com
http://www.christianacabinetry.com
http://www.coastalintlconstruction.com
http://www.columbiacabinets.com
http://www.commodorehomes.com
http://www.manorwoodhomes.com
http://www.connellcabinets.com
http://www.corsicabinets.com
http://www.crestwood-inc.com
http://www.crotonekitchens.com
http://www.crowncabinets.com
http://www.crystalcabinets.com
http://www.cuisineideale.com
http://www.customcupboards.com
http://www.cwpcabinetry.com
http://www.newrivercabinetry.com
http://atlantis.com
http://www.dakotakitchen.com
http://www.artistrywoodcraft.com
http://www.cabinetcraft.com
http://www.craft-maid.com


BellmontCabinets.com

Virtually unlimited design

possibilities.

Meet budget boundaries

without compromise.
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De Pere Cabinet, Inc.
P.O. Box 5213
De Pere, WI 54115-5213
Tel: 920-337-2989
Fax: 920-337-2999
www.countrysidecabinets.com

Decor Cabinets Ltd.
P.O. Box 2110
Morden, MB Canada R6M 1B8
Tel: 204-822-6151
Fax: 204-822-3271
www.decorcabinets.com

DeWils Industries
6307 N.E. 127th Ave.
Vancouver, WA 98682
Tel: 360-892-0300
Fax: 360-253-2096
www.dewils.com

Draper-DBS, Inc.
1803 North Fif h St.
Perkasie, PA 18944
Tel: 215-257-3833
Fax: 215-257-5099
www.draperdbs.com

Dudley Cabinets, Inc.
P.O. Box 38
Dudley, GA 31022
Tel: 478-676-3005
Fax: 478-676-3687

Dura Supreme Inc.
P.O. Box K
Howard Lake, MN 55349
Tel: 320-543-3872
Fax: 320-543-3310
www.durasupreme.com

Dutch Made, Inc.
P.O. Box 310
Grabill, IN 46741
Tel: 260-657-3311
Fax: 260-657-5778
www.dutchmade.com

Dwyer Kitchens
1345 Norwood Ave.
Itasca, IL 60143
Tel: 630-741-7900
Fax: 630-741-7974
www.dwyerproducts.com

E

Elkay Manufacturing Co.
2222 Camden Ct.
Oak Brook, IL 60523
Tel: 630-574-5805
Fax: 630-374-8634
www.elkay.com; 
www.medallioncabinetry.com; 
www.yorktownecabinetry.com; 
www.designcraf cabinets.com; 
www.mastercraf cabinets.com; 
www.innermostcabinets.com; 
www.schulercabinetry.com; 
www.medallionatmenards.com; 
www.americancabinetry
collection.com

Elmwood Fine 
Custom Cabinetry
570 Welland Ave.
St. Catharines, ON 
Canada L2M 5V6
Tel: 905-688-5205
Fax: 905-688-4554
www.elmwoodkitchens.com

Encore Cabinets
3315 West Buckeye Rd., Suite B
Phoenix, AZ 85009
Tel: 480-376-2582

Euro-Rite Cabinets Ltd.
Unit 212-19100 Airport Way
Pit  Meadows, BC Canada V3Y 0E3
Tel: 604-464-5060
Fax: 604-464-7210
www.eurorite.com

Evans Cabinet Corp.
1321 North Franklin St.
Dublin, GA 31021
Tel: 478-272-2530
Fax: 478-272-2731
www.evanscabinet.com

Executive Cabinetry
2838 Grandview Dr.
Simpsonville, SC 29680
Tel: 864-963-7011
Fax: 864-963-7342
www.executivecabinetry.com

F

Forever Cabinets by Kendrick
601 South Washington St.
Edgewood, IA 52042
Tel: 563-928-6431
www.forevercabinets.com

Futura Kitchen, Inc.
1903 West Calton Rd., Suite A
Laredo, TX 78041
Tel: 956-744-3273
www.futurakitchen.com

G

Grabill Cabinet Co.
P.O. Box 40
Grabill, IN 46741
Tel: 260-627-2131
Fax: 260-207-5400
www.grabillcabinets.com

Grandview Products 
Company, Inc.
P.O. Box 874
Parsons, KS 67357
Tel: 620-421-6950
Fax: 620-421-4211
www.grandviewcabinets.com

Great Northern 
Cabinetry, Inc.
749 Kennedy St.
Rib Lake, WI 54470
Tel: 715-427-5255
Fax: 715-427-5227
www.greatnortherncabinetry.com

H

Haas Cabinet Co., Inc.
625 West Utica St.
Sellersburg, IN 47172
Tel: 812-246-4431
Fax: 812-246-5420
www.haascabinet.com

Hagerstown Kitchens, Inc.
13324 Pennsylvania Ave.
Hagerstown, MD 21742
Tel: 301-733-2939
Fax: 301-733-9566
www.hagerstownkitchens.com

Harlan Cabinets, Inc.
P.O. Box 307
Harlan, IN 46743
Tel: 260-657-5154
Fax: 260-657-5151
www.harlancabinets.com

Heartwood Cabinets
5860 Obata Way
Gilroy, CA 95020
Tel: 408-848-9750
Fax: 408-848-9740
www.heartwoodcabinets.com

Helmuth Custom 
Kitchens, LLC
2004 CR 1800 East
Arthur, IL 61911
Tel: 217-543-3588
Fax: 217-543-3581

Hilton Cabinets
518 South 16th St.
Phoenix, AZ 85036
Tel: 602-252-5728
Fax: 602-252-5854
www.hiltoncabinets.com

Holiday Kitchens
120 West Allen St.
Rice Lake, WI 54868
Tel: 715-234-8111
Fax: 715-234-6370
www.holidaykitchens.com

Homestead Custom 
Cabinetry, Inc.
120 South 11th St.
Akron, PA 17501
Tel: 717-859-8788
Fax: 717-859-8750
www.homesteadustom
cabinetry.com

I

IDS Cabinets & Supply
1105 North Davis Dr.
Warner Robins, GA 31093
Tel: 478-929-2766
Fax: 478-929-2770
www.marblemasters.com

J

Jay Rambo Co.
8401 East 41st St.
Tulsa, OK 74145
Tel: 918-627-6222
Fax: 918-665-8328
www.jayrambo.com

JCW Company
5837 East Brown Ave.
Fresno, CA 93727
Tel: 559-348-9419
Fax: 559-348-0141
www.cabinetconnection.com

Jim Bishop Cabinets, Inc.
P.O. Box 11424
Montgomery, AL 36111
Tel: 334-288-1381
Fax: 334-281-3950
www.bishopcabinets.com

K

Kabinart
3650 Trousdale Dr.
Nashville, TN 37204
Tel: 615-833-1961
Fax: 800-541-3131
www.kabinartkitchens.com

Kent Moore Cabinets, Ltd.
501 Industrial Blvd.
Bryan, TX 77803
Tel: 979-775-2906
Fax: 888-278-4907
www.kentmoorecabinets.com

Kitchen Cabinets Inc.
2330 N.W. Dallas St.
Grand Prairie, TX 75050
Tel: 972-606-0488
Fax: 972-606-0515
www.kitchencabinetsinc.com

Kitchen Kompact, Inc.
P.O. Box 868
Jef ersonville, IN 47131
Tel: 812-282-6681
Fax: 812-282-7880
www.kitchenkompact.com

Kith Kitchens LLC
P.O. Box 336
Haleyville, AL 35565-0336
Tel: 205-485-2261
Fax: 205-486-3497
www.kithkitchens.com

Koch & Co., Inc.
1809 North St.
Seneca, KS 66538
Tel: 785-336-6022
Fax: 785-336-2348
www.kochandco.com

Kountry Kraf , Inc.
291 South Sheridan Rd.
Newmanstown, PA 17073
Tel: 610-589-4575
Fax: 610-589-4347
www.kountrykraf .com

Kountry Wood 
Products, LLC
352 Shawnee St.
Nappanee, IN 46550
Tel: 574-773-5673
Fax: 574-773-7013
www.kountrywood.com

L

LaFata Cabinets
50905 Hayes Rd.
Shelby Township, MI 48315
Tel: 586-247-1140
Fax: 586-247-3840
www.lafata.com

Lanz Cabinet Shop Inc.
3025 West 7th Pl.
Eugene, OR 97402
Tel: 541-485-4050
Fax: 541-485-5162
www.lanzcabinets.com

Leedo Manufacturing Co.
10707 Corporate Dr., 
Suite 250
Staf ord, TX 77477
Tel: 281-201-0900
Fax: 281-325-0272
www.leedo.com

Legacy Cabinets Inc.
285 Legacy Blvd.
Eastaboga, AL 36260
Tel: 256-831-4852
Fax: 256-831-9493
www.legacycabinetsllc.com

Legacy Craf ed Cabinets
5 North 8th St.
Mif  inburg, PA 17844
Tel: 570-966-2426
Fax: 570-966-1685
www.legacycraf ed.com

M

Markay Cabinets
P.O. Box 968
Poulsbo, WA 98370
Tel: 360-779-3443
Fax: 360-697-5594
www.markay.net

Markus Cabinet 
Manufacturing
P.O. Box 95
Aviston, IL 62216
Tel: 618-228-7203
Fax: 314-436-0700
www.markuscabinet.com

Marsh Furniture Co.
P.O. Box 870
High Point, NC 27261-0870
Tel: 336-884-7363
Fax: 336-884-3553
www.marshfurniture.com
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Masco Cabinetry, LLC
4600 Arrowhead Dr.
Ann Arbor, MI 48105
Tel: 734-205-4829
www.kraf maid.com; 
www.merillat.com; 
www.qualitycabinets.com; 
www.cardellcabinetry.com

Master WoodCraf  
Cabinetry LLC
232 North Marshall Industrial Ave.
Marshall, TX 75670
Tel: 903-935-0500
Fax: 903-935-0509
www.mwccabinetry.com

MasterBrand Cabinets, Inc.
P.O. Box 420
Jasper, IN 47547-0420
Tel: 812-482-2527
Fax: 812-482-9872
www.masterbrand.com; 
www.aristokraf .com; 
www.decoracabinets.com; 
www.schrock.com; 
www.diamondcabinets.com; 
www.kempercabinets.com; 
www.omegacabinetry.com; 
www.homecrestcabinetry.com; 
www.kitchencraf .com; 
www.woodcraf ers-tx.com; 
www.norcraf companies.com

MasterBuilt Cabinets
5130 N. L&N Turnpike Rd.
Hodgenville, KY 42748
Tel: 270-325-3578
Fax: 270-325-3381
www.masterbuiltcabinets.com

Merit Kitchens Ltd.
12185-86 Ave.
Surrey, BC Canada V3W 3H8
Tel: 604-591-3321
Fax: 604-591-9141
www.merit-kitchens.com

Metropolitan Cabinets 
& Countertops
505 University Ave.
Norwood, MA 02062
Tel: 781-949-8930
Fax: 781-949-8960
www.metcabinet.com

Mid-America Cabinets
P.O. Box 219
Gentry, AR 72761
Tel: 479-736-2671
Fax: 479-736-8086
www.midamericacabinets.com

Millbridge Cabinet 
Manufacturing Inc.
6335 LaPorte Rd.
Waterloo, IA 50702
Tel: 319-296-3345
Fax: 319-296-3091
www.millbridgecab.com

Monschein Industries Inc.
6344 Roselle Ave., #101
Riverbank, CA 95367-2829
Tel: 209-538-5102
Fax: 209-869-4534
www.monscheinindustries.com

Mountain Showcase 
Group Inc.
211 Sugarloaf Rd.
Hendersonville, NC 28792
Tel: 838-692-9494
Fax: 828-692-5470
www.mountainshowcase
group.com

Mountaineer Woodcraf 
1917 Locust Ave.
Fairmont, WV 26554
Tel: 304-363-2255
Fax: 304-363-2276
www.mountaineerwoodcraf .com

Mouser Cabinetry
2112 North Dixie Hwy.
Elizabethtown, KY 42701
Tel: 270-737-7477
Fax: 270-737-7446
www.mounserccc.com

Mullet Cabinet
7488 State Route 241
Millersburg, OH 44654
Tel: 330-674-9646
Fax: 330-674-1963
www.mulletcabinet.com

Muskoka Cabinet Co.
4983 County Road 17
Alf ed, ON Canada K0B 1A0
Tel: 613-526-2261
Fax: 613-737-5808
www.muskokacabco.com

N

Normac Kitchens, Inc.
59 Glencameron Rd.
T ornhill, ON Canada L3T1N8
Tel: 905-889-1342
Fax: 905-889-6709
www.normackitchens.com

O

Oak Craf  Inc.
7733 West Olive Ave.
Peoria, AZ 85345
Tel: 623-412-1901
Fax: 623-412-2408
www.oakcraf inc.com

Ovation Cabinetry, Inc.
999 Westview Dr., Suite 2
Hastings, MN 55033
Tel: 800-426-4648
Fax: 651-437-9387
www.ovationcabinetry.com

P

Plain & Fancy 
Custom Cabinetry
2550 Stiegel Pike
Schaf erstown, PA 17088
Tel: 717-949-6571
Fax: 717-949-2114
www.plainfancycabinetry.com

Plato Woodwork, Inc.
P.O. Box 98
Plato, MN 55370
Tel: 320-238-2193
Fax: 320-238-2131
www.platowoodwork.com

Precision Cabinets
145 Middlef eld Ct.
Brentwood, CA 94513
Tel: 925-634-5552
Fax: 925-634-7460
www.precisioncabinets.com

Premier Custom-Built, Inc.
110 Short St.
New Holland, PA 17557
Tel: 717-354-3059
Fax: 717-354-3120
www.premiercb.com

Q

Quality Custom 
Cabinetry, Inc.
P.O. Box 189
New Holland, PA 17557
Tel: 717-661-6900
Fax: 717-661-6901
www.qcci.com

Quality One Outlet
412 Industrial Rd.
Ellsworth, WI 54011
Tel: 715-273-5004
www.qualityonewoodwork.com

R

Raywal Cabinets
68 Green La.
T ornhill, ON Canada L3T 6K8
Tel: 905-889-6243
Fax: 416-733-7629
www.raywal.com

Republic Industries 
of Texas, L.P.
1400 Warren Dr.
Marshall, TX 75672
Tel: 903-935-3680
Fax: 903-935-3697
www.republicind.com

Rosebud 
Manufacturing Co.
P.O. Box 409
Madison, SD 57042
Tel: 605-256-4561
Fax: 605-256-3842
www.rosebudmfg.com

Royal Industries, Inc.
1299 East Phillips Blvd.
Pomona, CA 91766
Tel: 909-629-8565
Fax: 909-629-7762
www.royalcabinets.com

RSI Professional 
Cabinet Solutions
11350 Riverside Dr.
Mira Loma, CA 91752
Tel: 909-614-2900
Fax: 909-614-2911

S

Saco Industries, Inc.
P.O. Box 342
Lowell, IN 46356
Tel: 219-696-2800
Fax: 219-696-2232
www.sacoindustries.com 

Salon Interiors
62 Leuning St.
South Hackensack, NJ 07606
Tel: 201-488-7888
Fax: 201-488-0058
www.saloninteriors.com

Schroll Cabinets Inc.
821 Bradley Ave.
Cheyenne, WY 82007
Tel: 307-632-4278
Fax: 307-634-7537
www.swchrollcabinets.com

Schult Homes
201 Industrial Dr.
Redwood Falls, MN 56283
Tel: 507-644-3555
Fax: 507-644-5167
www.schulthomes.com

Sequoia Custom 
Cabinetry
1928 Industrial Way
Sanger, CA 93657
Tel: 559-875-0713
Fax: 559-875-0719
www.sequoiacustom
cabinetry.net

Seville Cabinetry
845 Prosper Rd.
De Pere, WI 54115
www.sevillecabinetry.com

Shell Lake Woodcraf ers
314 Industrial Blvd.
Shell Lake, WI 54871
Tel: 715-468-7061
Fax: 715-468-7327
www.shelllakefurniture.com

Showplace Wood 
Products, Inc.
One Enterprise St.
Harrisburg, SD 57032
Tel: 605-743-2200
Fax: 605-743-2500
www.showplacewood.com

Signature Custom 
Cabinetry, Inc.
434 Springville Rd.
Ephrata, PA 17522
Tel: 717-738-4884
Fax: 717-738-6988
www.signaturecab.com

Sitraco
260 Du Parc
St. Joseph, QC Canada G0S 2V0
Tel: 418-397-6851
www.sitraco.com

Smart Cabinetry LLC
P.O. Box 170
New Paris, IN 46553
Tel: 574-831-5010
Fax: 574-831-5019
www.smartcabinetry.com

Sollid Cabinetry LLC
2636 South Wilson St., Suite 105
Tempe, AZ 85282
Tel: 480-444-2402
Fax: 480-302-7919
www.sollidcabinetry.com

SouthernStone 
Cabinets, Inc.
12520 Automobile Blvd.
Clearwater, FL 33762
Tel: 727-538-0123
Fax: 727-538-2616
www.southernstonecabinets.com

Spencer LLC
17381 Tye St. S.E., Suite 4
Monroe, WA 98272
Tel: 360-805-2500
Fax: 360-805-6588
www.spencercabinetry.com

Stidham Cabinet Inc.
471 Nursery Rd.
Corbin, KY 40701
Tel: 606-528-3648
Fax: 606-528-5487
www.stidhamcabinet.com

Stylecraf  Corporation
P.O. Box 740
Terre Hill, PA 17581
Tel: 717-445-6270
Fax: 717-445-5799
www.stylecraf cabinets.com

Sunco Inc.
35 Eastman St.
South Easton, MA 02375
Tel: 508-238-5100 ext.132
Fax: 508-238-2639
www.suncocabinets.com; 
www.eswoodworks.com

Sunrise Wood Designs LLC
720 107th St.
Arlington, TX 76011
Tel: 817-701-4101
Fax: 817-701-4102
www.sunrisewododesigns.com

Superior Woodcraf , Inc.
160 North Hamilton St.
Doylestown, PA 18901
Tel: 215-348-9942
Fax: 215-230-7387
www.superiorwoodcraf .com

T

Tacoma Fixture Co.
1815 East D St.
Tacoma, WA 98421
Tel: 253-383-5541
Fax: 253-383-3170
www.tacomaf xture.com
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Tedd Wood, Inc.
P.O. Box 187, 758 Johnstown Rd.
T ompsontown, PA 17094
Tel: 717-463-3615
Fax: 717-463-9881
www.teddwood.com

T arp Cabinet Company, LP
1246 North Denver Ave.
Loveland, CO 80537
Tel: 970-667-7144
Fax: 970-635-2660
www.tharpcabinets.com

Touchstone Fine Cabinetry
160 Executive Dr.
Rutherfordton, NC 28139
Tel: 828-351-2020
www.touchstone
f necabinetry.com

Trimco Master Woodwork
11501 Confederate Rd.
El Paso, TX 79936
Tel: 915-855-8501
Fax: 915-855-0923

Tru Cabinetry
P.O. Box 640
Ashland, AL 36251
Tel: 256-354-3378
Fax: 256-354-7440
www.trucabinetry.com

W.L. Rubot om Co. Inc.
320 West Lewis St.
Ventura, CA 93001
Tel: 805-648-6943
Fax: 805-648-7856
www.wlrubot om.com

W

Wellborn Cabinet Inc.
P.O. Box 1210
Ashland, AL 36251
Tel: 256-354-7151
Fax: 256-354-7022
www.wellborn.com; 
www.rut cabinetry.com; 
www.rut regency.com; 
www.cabinetrybykarman.com

Wellborn Forest 
Products, Inc.
2212 Airport Blvd.
Alexander City, AL 35010
Tel: 256-234-7900
Fax: 256-234-2750
www.wellbornforest.com

Westridge Cabinets Ltd.
412 Liberty Ave.
Red Deer County, AB 
Canada T4E 1B9
Tel: 403-346-1589
Fax: 403-341-4727
www.westridgecabinets.com

Wildwood Cabinetry
1103 Clendenen Rd.
Maryville, TN 37801
Tel: 865-983-1466
Fax: 865-983-8453
www.wildwoodcabinetry.com

Windsor Fixtures, Inc.
755 Raco Dr., Suite E
Lawrenceville, GA 30046
Tel: 770-962-2828
Fax: 770-963-7669
www.windsorf xtures.com

Wood-Mode, Inc.
One Second St.
Kreamer, PA 17833
Tel: 570-374-2711
Fax: 570-374-2708
www.woodmode.com

Woodcase Fine 
Cabinetry, Inc.
3255 West Osborn
Phoenix, AZ 85017
Tel: 602-269-9731
Fax: 602-269-1242
www.woodcaseinc.net

Woodharbor Custom 
Cabinetry
3277 9th St., S.W.
Mason City, IA 50401
Tel: 641-423-0444
Fax: 641-423-0345
www.woodharbor.com

Woodland Cabinetry Inc.
2415 SD Highway 10
Sisseton, SD 57262
Tel: 605-698-4300
Fax: 605-698-3034
www.woodlandcabinetry.com

Woodmont Cabinetry
3444 Morse Dr.
Dallas, TX 75236-1120
Tel: 469-916-5350
Fax: 469-916-5356
www.woodmontcabinetry.com

Woodpro Cabinetry, Inc.
P.O. Box 70
Cabool, MO 65689
Tel: 417-962-5127
Fax: 417-962-4087
www.woodpro.com

WW Wood Products Inc.
P.O. Box 50
Dudley, MO 63936
Tel: 573-624-3526
Fax: 573-624-6671
www.shilohcabinetry.com; 
www.aspectcabinetry.com

Z

Zelco Cabinet Mfg. Inc.
298 West Robles Ave.
Santa Rosa, CA 95407
Tel: 707-584-1121
Fax: 707-584-5071

October 2015

QualifedRemodeler.com

20 Inside the NewBurns Remodeling

IMPROVEMENT

the New
Remode
st

Tools

E

OVEM
6

R
s

T

E

O

Technology
In the Bath

Kitchen Sink
& Faucet TrendsKitchenBathDesign.com  •  ForResidentialPros.com

2/16

The leading business, design and product resource for the kitchen & bath trade

 2016 DIRECTORY OF

SURFACING 
MATERIALS

 2016 2016 DIRECTORY OF

SOLA Group, Inc. and 

Its Magazine Brands, 

Kitchen & Bath Design News 

and Qualif ed Remodeler 

Salute the KCMA for Its Role 

as a Source of Advocacy,

Expertise and Leadership to 

the Kitchen Cabinet Trade.

KitchenBathDesign.com

QualifiedRemodeler.com

847.920.9513

2016 GUIDE TO KITCHEN & BATH CABINET SPECIFICATION    31

http://www.teddwood.com
http://www.tharpcabinets.com
http://www.touchstonefinecabinetry.com
http://www.trucabinetry.com
http://www.wirubottom.com
http://www.wellborn.com
http://www.ruttcabinetry.com
http://www.ruttregency.com
http://www.cabinetrybykarman.com
http://www.wellbornforest.com
http://www.westridgecabinets.com
http://www.wildwoodcabinetry.com
http://www.windsorfixtures.com
http://www.woodmode.com
http://www.woodcaseinc.net
http://www.woodharbor.com
http://www.woodlandcabinetry.com
http://www.woodmontcabinetry.com
http://www.woodpro.com
http://www.shilohcabinetry.com
http://www.aspectcabinetry.com
http://KitchenBathDesign.com
http://QualifiedRemodeler.com


#

2020
1255 Crescent Green Dr., 
Suite 410
Cary, NC 27518
Tel: 919-319-0888
Fax: 919-319-0884
www.2020spaces.com

3M
3M Center, Building 223-06-S-03
St. Paul, MN 55144
Tel: 651-733-5486
www.3m.com; 
www.3m.com/abrasives

A

Akzo Nobel Wood 
Finishes & Adhesives
2837 Roanoke Ave. S.W.
Roanoke, VA 24015
Tel: 540-982-8301
Fax: 540-344-6067
www.akzonobel.com; 
www.chemcraf .com

Allegheny Dimensions
238 Dolan La.
Petersburg, WV 26847
Tel: 304-257-9513
Fax: 304-257-9510

American Adhesive 
Coatings LLC
131 Sat erthwaite Ave.
Nutley, NJ 07110
Fax: 973-667-8041
www.aacc-hotmelts.com

American 
Manufacturers Supply
274 Highway 62
Bear Creek, AL 35543
Tel: 205-486-7558
Fax: 205-486-7585
www.american
manufacturerssupply.com

ARAUCO North America
5901 B Peachtree 
Dunwoody Rd., N.E.
Atlanta, GA 30328
Tel: 800-261-4890
Fax: 770-350-1658
www.arauco-na.com

Archon Woodworks Inc.
North State Highway 274
Wood Lake, MN 56297
Tel: 507-485-3131
Fax: 507-485-3533
www.archonwood.com; 
www.valleyoakcabinetdoors.com; 
www.thomas-creek.com

Art for Everyday Inc.
420 Canarctic Dr.
Toronto, ON Canada M3J 2V3
Tel: 416-645-5120
Fax: 416-645-5121
www.art oreveryday.com

B

Banks Hardwoods Inc.
69937 M 103
White Pigeon, MI 49099
www.bankshardwoods.com

BauschLinnemann 
North America
1175 Harrelson Blvd.
Myrtle Beach, SC 29577
Tel: 800-992-3936
Fax: 843-848-3001
www.us.bauschlinnemann.com

Belwith Products, LLC
3100 Broadway S.W.
Grandville, MI 49418
Tel: 616-247-4346
Fax: 616-247-4060
www.belwith.com

Berenson Corp.
2495 Main St., Suite 111
Buf alo, NY 14214-2152
Tel: 716-833-3100
Fax: 716-833-2402
www.berensonhardware.com

BirchwoodBest
600 East Highway 48
Birchwood, WI 54817
Tel: 715-354-3441
Fax: 715-354-3786
www.birchwoodbest.com

Blum Inc.
7733 Old Plank Rd.
Stanley, NC 28164
Tel: 704-827-1345
Fax: 704-827-0799
www.blum.com

Boise Cascade Co.
P.O. Box 62
Boise, ID 83707
Tel: 208-384-6610
Fax: 208-384-6647
www.bc.com/particleboard

Bocks Board 
Packaging of Texas, LLC
P.O. Box 1149
Hutchins, TX 75141
Tel: 205-652-9536
Fax: 886-390-5239
www.singleface.biz

Bradford Dimension 
Specialties
444 High St.
Bradford, PA 16701
Tel: 814-368-3701
Fax: 814-368-3720
www.bradfordforest.com

Brooke Chase Associates, Inc.
1543 Second St., Suite 201
Sarasota, FL 34236
Tel: 941-358-3111
Fax: 941-358-3311
www.brookechase.com

Brown Wood Inc.
7040 North Lawndale Ave.
Lincolnwood, IL 60712-2610
Tel: 847-673-4780
Fax: 847-446-6542
www.brownwoodinc.com

Buf alo Veneer & Plywood Co.
501 6th Avenue, N.E.
Buf alo, MN 55313
Tel: 763-682-1822
Fax: 763-682-9769
www.buf aloveneer
andplywood.com

C

Cardinal Logistics 
Management
10745 Westside Way, Suite 165
Alpharet a, GA 30009
Tel: 401-284-0806
Fax: 770-993-8018
www.cardlog.com

CCI/FinishWorks
P.O. Box 22000
Hickory, NC 28603-0220
Tel: 828-261-0325
Fax: 828-726-8128
www.ccicoatings.com; 
www.f nishworksindiana.com

CDS Logistics
1225 Bengies Rd., Suite A
Baltimore, MD 21220
Tel: 410-314-8000
Fax: 410-314-8001
www.cdslogistics.net

Ceramic Industrial Coatings
325 Highway 81
Osseo, MN 55369
Tel: 952-406-0706
Fax: 763-424-1014
www.paints.com

Colonial Millworks, Ltd.
P.O. Box 436
Beverly, WV 26253
Tel: 304-636-9338
Fax: 304-637-5555
www.colonialmillwork.com

Columbia Forest Products
7900 Triad Center Dr., Suite 200
Greensboro, NC 27409
Fax: 336-605-6969
www.columbiaforestproducts.com

Conestoga Wood 
Specialties Corporation
P.O. Box 158
East Earl, PA 17519-0158
Tel: 717-445-6701
Fax: 717-445-3409
www.conestogawood.com

Contact Industries
9200 S.E. Sunnybrook Blvd., 
Suite 200
Clackamas, OR 97015
Tel: 503-228-7341
Fax: 503-221-1340
www.contactind.com

Costa Sanders
P.O. Box 4589
Archdale, NC 27263
Tel: 336-434-6644
Fax: 336-434-6656
www.costasanders.com 

D

Darlington Veneer Co., Inc.
P.O. Box 1087
Darlington, SC 29532
Tel: 843-393-3861
Fax: 843-393-3243
www.darlingtonveneer.com

Decore-ative Specialties
2772 South Peck Rd.
Monrovia, CA 91016
Tel: 626-254-9191
Fax: 626-254-6755
www.decore.com

Deerwood Fasteners Int’l.
638 Reese Dr.
Conover, NC 28613
Tel: 828-469-1075
Fax: 828-469-1050
www.deerwood.com

Design Economics, LLC
1407 North Bancrof  Pkwy.
Wilmington, DE 19806
Tel: 888-285-7120
www.design-economics.net

Doellken-Woodtape
18 Covington Dr.
Palm Desert, CA 92260
Tel: 760-567-3849
Fax: 760-862-1830
www.doellken-woodtape.com

DSM Coatings Resins
730 Main St.
Wilmington, MA 01887
Tel: 978-661-7368
Fax: 978-657-7978
www.dsmneoresins.com

DV Hardwoods
131 Rue Principale
Fasset , QC Canada J0V 1H0
Tel: 819-423-2338
Fax: 819-423-5701
www.boisdv.ca

E

Eagle Machinery & Supply
422 Dutch Valley Dr., N.E.
Sugarcreek, OH 44681
Tel: 330-852-1300
Fax: 330-852-9400
www.eaglemachines.com 

EFI
500 Indeneer Dr., Suite 4
Kernersville, NC 27284
Tel: 336-992-2303
Fax: 336-992-2464
www.ef -us.com

Element Designs
P.O. Box 7747
Charlot e, NC 28241
Tel: 704-332-3114
Fax: 704-332-3267
www.element-designs.com

Enkeboll Designs
16506 Avalon Blvd.
Carson, CA 90746
Tel: 310-532-1400
Fax: 310-868-2869
www.enkelboll.com

eVision Services, LLC
1018 East New Circle Rd., 
Suite 206
Lexington, KY 40505
Tel: 859-245-4562
Fax: 859-201-1005
www.evisionservices.com

EXEL North America
45001 5 Mile Rd.
Plymouth, MI 48170
Tel: 800-573-5554
Fax: 800-664-1511
www.exel-na.com

Far East American, Inc.
5410 Mc Connell Ave.
Los Angeles, CA 90066
Tel: 310-822-7771
Fax: 310-822-2920
www.feaco.com

F

Finishing Brands, LLC
320 Phillips Ave.
Toledo, OH 43612
Tel: 419-470-2000
Fax: 630-237-5003

Flamex Inc.
4365 Federal Dr.
Greensboro, NC 27410
Tel: 336-299-2933
Fax: 336-299-2944
www.sparkdetection.com

Florida Plywoods, Inc.
P.O. Box 458
Greenville, FL 32331
Tel: 850-948-2211
Fax: 850-948-4616
www.f ply.com

Franklin Adhesives & 
Polymers
2020 Bruck St.
Columbus, OH 43207
Tel: 800-877-4583
Fax: 614-445-1366
www.f anklinadhesives
andpolymers.com

Fulterer USA, Inc.
542 Townsend Ave.
High Point, NC 27263
Tel: 336-431-4646
Fax: 336-431-4620
www.fultererusa.com
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Circle No. XX on Product Card

LIFE
T ES T E D

#CERTIFIEDCABINETRY

Choose cabinetry built to  

withstand all of life’s little      

challenges.

KCMA Certifed kitchen  

cabinets are performance tested,  

simulating the normal wear and  

tear of life in an average kitchen.

KCMA.ORGSelect performance-tested and environmentally safe cabinets for your next project. The Kitchen Cabinet Manufacturers 

Association (KCMA) offers two nationally recognized standards that can enhance your kitchen designs. Tested, proven, 

durable and environmentally safe. The choice is simple.

FOREST
PROTECTED

#CERTIFIEDCABINETRY

Do your part to protect the  

environment.

KCMA ESP Certifed cabinets are  

constructed with environmentally  

friendly practices that help to conserve 

and protect our planet. 

KCMAorg

1899 Preston White Drive 
Reston, VA 20191-5435 703-264-1690Circle No. 61 on Product Card

http://KCMA.ORG


Funder America, Inc.
P.O. Box 729
Mocksville, NC 27028
Tel: 336-751-3501
Fax: 336-751-5623
www.funderamerica.com

G

Garnica Plywood
1862 Lemming Ave.
Eugene, OR 97401
Tel: 541-525-2508
www.garnicaplywood.com

Gemini Coatings Inc.
P.O. Box 699
El Reno, OK 73036
Tel: 405-262-5710
Fax: 405-262-9310
www.gemini-coatings.com

Genesis Products
2608 Almac Ct.
Elkhart, IN 46514
Tel: 574-266-8292
www.genesisproducts.com

Georgia-Pacif c
P.O. Drawer N
Diboll, TX 75941
Tel: 936-829-1539
Fax: 936-829-7846
www.buildgp.com

Glacial Wood Products Inc.
410 Railway Ave.
Brooten, MN 56316
Tel: 800-804-6885
Fax: 320-346-2099
www.glacialwood.com

Grass America Inc.
1202 NC Highway 66 South
Kernersville, NC 27284
Tel: 336-996-4041
Fax: 336-996-4547
www.grassusa.com

Greene Group, Ltd.
P.O. Box 625
Pleasant Garden, NC 27313-0625
Tel: 336-674-5345
Fax: 336-674-5937
www.thegreengroupltd.com

H

H. B. Fuller Company
P.O. Box 64683
St. Paul, MN 55164-0683
Tel: 919-433-1256
www.hbfuller.com

Häfele America Co.
3901 Cheyenne Dr.
Archdale, NC 27263-4000
Tel: 336-434-8163
Fax: 336-431-3948
www.hafele.com

Hardware Resources
4319 Marlena St.
Bossier City, LA 71111
Tel: 318-742-5000
Fax: 318-742-9513
www.hardwareresources.com

Hardwood Solutions Inc.
680 East Industrial Dr.
Chelsea, MI 48118
Tel: 734-475-0144
Fax: 734-475-0457
www.hardwoodsolutions.com

Harris Hardwoods, Inc.
241 North 2nd Ave.
Foreston, MN 56330
Tel: 320-294-5800
Fax: 320-294-3201
www.harrishardwoods.com

Hermes Abrasives, Ltd.
P.O. Box 2389
Virginia Beach, VA 23450
Tel: 757-486-6623
Fax: 800-243-7637
www.hermesabrasives.com

Het ich America LP
4295 Hamilton Mill Rd., 
Suite 400
Buford, GA 30518
Tel: 770-887-3733
Fax: 770-887-0752
www.het ichamerica.com

Hexion Inc.
610 South 2nd St.
Springf eld, OR 97477
Tel: 541-744-3213
Fax: 541-747-3868
www.hexion.com

Holland Southwest 
International, Inc.
P.O. Box 330249
Houston, TX 77233
Tel: 713-644-1966
Fax: 713-644-7223
www.hollandsw.com

I

ICA North America
169 Main St.
West Lorne, ON Canada N0L 2P0
Tel: 519-768-0732
Fax: 519-768-0733
www.icaamerica.biz

Indiana Dimension, Inc.
P.O. Box 568
Logansport, IN 46947
Tel: 574-739-2319
Fax: 574-739-2818
www.indianadimension.com

Interprint Inc.
101 Central Berkshire Blvd.
Pit sf eld, MA 01201
Tel: 413-443-4733
Fax: 413-443-6940
www.interprint.com

IRON-A-WAY, Inc.
220 West Jackson
Morton, IL 61550-1588
Tel: 309-266-7232
Fax: 309-266-5088
www.ironaway.com

J

JBL Supply
P.O. Box 52980
Mesa, AZ 85208
Tel: 480-633-8671
Fax: 480-633-8670
www.jblsupply.com

K

Kesseboehmer USA Inc.
1 Heron Dr.
Denver, PA 17517
Tel: 484-332-2694
www.kesseboehmer.com

Keystone Wood Specialties
P.O. Box 10127
Lancaster, PA 17605-0127
Tel: 717-299-6288
Fax: 717-299-9654
www.keystonewood.com

Kitchen & Bath Design News
1880 Oak Ave., Suite 350
Evanston, IL 60201
Tel: 847-920-9510
www.kitchenbathdesign.com

Klingspor Abrasives, Inc.
P.O. Box 2367
Hickory, NC 28603
Tel: 828-322-3030
Fax: 828-326-0296
www.klingspor.com

Knape & Vogt Mfg. Co.
8761 East Bear Paw Pl.
Tucson, AZ 85749
Tel: 520-907-0620
Fax: 520-760-1306
www.kv.com

Konig North America, LLC
9302 Erlwood Rd.
Richmond, VA 23229
Tel: 804-750-1806
Fax: 804-750-2330
www.konigtouchup.com

Kretz Lumber Co., Inc.
P.O. Box 160
Antigo, WI 54476
Tel: 715-623-5410
Fax: 715-627-4399
www.kretzlumber.com

Kustom Karriers
1450 South Spencer Rd.
Newton, KS 67114
Tel: 316-283-1060
Fax: 316-841-2166

L

Laminate Technologies Inc.
161 Maule Rd.
Tif  n, OH 44883
Tel: 419-448-0812
Fax: 419-448-0811
www.lamtech.net

Lenmar Wood Finishes
9592 Park South Ct.
Orlando, FL 32837
Tel: 407-385-1709
www.lenmar-coatings.com

Leuco Tool Corporation
500 Industrial Court West
Villa Rica, GA 30180
Tel: 770-459-5784
Fax: 770-459-1445
www.leucotool.com

Liberty Woods 
International, Inc.
1903 Wright Pl., Suite #360
Carlsbad, CA 92008
Tel: 760-438-8030
Fax: 760-438-8018
www.libertywoods.com

M

M.L. Campbell
101 Prospect Ave., 525 Republic
Cleveland, OH 44115
Tel: 216-515-7784
Fax: 216-515-7756
www.mlcampbell.com

Mereen-Johnson LLC
575 9th St. S.E., Suite 200
Minneapolis, MN 55414
Tel: 612-529-7791
Fax: 612-529-0120
www.mereen-johnson.com

Meridian Products
124 Earland Dr.
New Holland, PA 17557
Tel: 717-355-7700
Fax: 717-355-7708
www.meridanproduct.com

Middletons Mouldings
575 Race St.
Coldwater, MI 49036
Tel: 517-278-6610
Fax: 517-278-8914
www.middletonsmouldings.com

Milesi Wood Coatings/
IVM Chemicals
301 McCullough Dr., #400
Charlot e, NC 27370
Tel: 407-506-4913
www.milesi.us; www.milesi.com

MJB Wood Group, Inc.
12839 Stanwyck Circle
Tampa, FL 33626
Tel: 972-409-2944
Fax: 214-442-7665
www.mjbwood.com

Mohawk Finishing Products
P.O. Box 22000
Hickory, NC 28603
Tel: 828-261-0325
Fax: 828-431-4565
www.mohawk-f nishing.com

Morgan Bros. Millwork Inc.
P.O. Box 4343
Laurel, MS 39441
Tel: 601-649-9188
Fax: 601-425-9732
www.morganbros.net

Mt. Baker Products, Inc.
2929 Roeder Ave.
Bellingham, WA 98225
Tel: 360-733-3960
Fax: 360-733-0803
www.mtbakerporducts.com

Murphy Plywood
2350 Prairie Rd.
Eugene, OR 97402
Fax: 541-461-4547
www.murphyplywood.com

N

Nanochem Technologies, LLC
1203 Kent St.
Elkhart, IN 46514
Tel: 574-970-2436
Fax: 574-970-2628
www.nanochem
technologies.com

NAP GLADU
9930 East 56th St.
Indianapolis, IN 46236
Tel: 317-803-8013
www.napgladu.com

National Kitchen & 
Bath Association
687 Willow Grove St.
Hacket stown, NJ 07840
Tel: 800-843-6522
Fax: 908-852-1695
www.nkba.org; www.kbis.com

Northern Contours
1355 Mendota Heights Rd., #100
Mendota Heights, MN 55120
Tel: 651-695-1698
Fax: 651-695-1714
www.northerncontour.com

Northwest Hardwoods, Inc.
9205 S.W. Gemini Dr., Suite C
Beaverton, OR 97008
Tel: 503-277-2600
Fax: 503-277-2631
www.northwesthardwoods.com

O

Olon Industries Inc.
42 Armstrong Ave.
Georgetown, ON Canada L7G 4R9
Tel: 905-877-7300
Fax: 905-877-3960
www.olon.com

Omega National Products
1190 East Broadway
Louisville, KY 40204
Tel: 502-583-3038
Fax: 502-584-1022
www.omeganational
products.com; 
www.antiquedecormirrors.com

OMNOVA Solutions Inc.
25435 Harvard Rd.
Beachwood, OH 44122
Tel: 330-869-4524
Fax: 330-869-4212
www.omnova.com/laminates

34    2016 GUIDE TO KITCHEN & BATH CABINET SPECIFICATION

KCMA ASSOCIATE MEMBERS

http://www.funderamerica.com
http://www.garnicaplywood.com
http://www.gemini-coatings.com
http://www.genesisproducts.com
http://www.buildgp.com
http://www.glacialwood.com
http://www.grassusa.com
http://www.thegreengroupltd.com
http://www.hbfuller.com
http://www.hafele.com
http://www.hardwareresources.com
http://www.hardwoodsolutions.com
http://www.harrishardwoods.com
http://www.hermesabrasives.com
http://www.hettichamerica.com
http://www.hexion.com
http://www.hollandsw.com
http://www.icaamerica.biz
http://www.indianadimension.com
http://www.interprint.com
http://www.ironaway.com
http://www.jblsupply.com
http://www.kesseboehmer.com
http://www.keystonewood.com
http://www.kitchenbathdesign.com
http://www.klingspor.com
http://www.kv.com
http://www.konigtouchup.com
http://www.kretzlumber.com
http://www.lamtech.net
http://www.lenmar-coatings.com
http://www.leucotool.com
http://www.libertywoods.com
http://www.mlcampbell.com
http://www.mereen-johnson.com
http://www.meridanproduct.com
http://www.middletonsmouldings.com
http://www.milesi.us
http://www.milesi.com
http://www.mjbwood.com
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http://www.nanochemtechnologies.com
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http://www.northwesthardwoods.com
http://www.olon.com
http://www.omeganationalproducts.com
http://www.antiquedecormirrors.com
http://www.omnova.com/laminates


Osborne Wood Products Inc.
8116 Highway 123
Toccoa, GA 30577
Tel: 706-886-1065
Fax: 706-886-8526
www.osbornewood.com

P

Packsize International
6440 South Wasatch Blvd.
Salt Lake City, UT 84121
Tel: 801-944-4814
Fax: 801-944-4815
www.packsize.com

Panneaux Maski
50 10th Ave.
Louiseville, QC Canada J5V 0A5
Tel: 819-228-8461
Fax: 819-228-9622
www.maski.com

Patrick Industries Inc.
107 West Franklin St.
Elkhart, IN 46515
Tel: 574-294-7511
Fax: 574-524-7706
www.patrickind.com

Peter Meier, Inc.
1255 Southpark Dr.
Kernersville, NC 27284
Tel: 336-996-7774
Fax: 336-996-1812
www.petermeier.com

Pollmeier Inc.
10200 S.W. Greenburg Rd., 
Suite 740
Portland, OR 97223
Tel: 503-452-5800
Fax: 503-452-5801
www.pollmeier.com/
perfect-hardwood; 
www.pollmeier-usa.com

PPG Industries, Inc.
125 Colfax St.
Springdale, PA 15144
Tel: 724-274-3019
www.ppg.com

Pro-Ply Custom 
Plywood Inc.
1195 Clark Blvd.
Brampton, ON Canada L6T 3W4
Tel: 905-564-2327
Fax: 905-564-2330
www.proply.com

R

R&D Coatings, Inc.
P.O. Box 418
McKees Rocks, PA 15136
Tel: 412-771-8110
Fax: 412-771-9001
www.rdcoatings.com

Real View-ProKitchen 
Sof ware
2505 East Paris Ave., S.E., #140
Grand Rapids, MI 49546
Tel: 616-848-8704
www.prokitchensof ware.com

Rev-A-Shelf LLC
12400 Earl Jones Way
Jef ersontown, KY 40299
Tel: 502-499-5835
Fax: 502-499-5510
www.rev-a-shelf.com

Richelieu Hardware
2600 Greengate Dr.
Greensboro, NC 27406
Tel: 336-841-5100
Fax: 336-887-8677
www.richelieu.com

Roseburg Forest Products
219 Carriage Hill Ct.
Lexington, SC 29072
Tel: 803-707-1110
Fax: 877-614-6252
www.roseburg.com

Royce//Ayr Cut ing Tools
405 Sheldon Dr.
Cambridge, ON Canada N1T 2B7
Tel: 519-623-0580
Fax: 519-623-9371
www.royceayr.com

Rudd Company, Inc.
1141 N.W. 50th St.
Seat le, WA 98107
Tel: 206-789-1000
Fax: 206-505-6738
www.ruddcompany.com

S

Salice America, Inc.
2123 Crown Centre Dr.
Charlot e, NC 28227
Tel: 704-841-7810
Fax: 704-841-7808
www.saliceamerica.com

SAMET
Ataturk Mahallesi Inonu 
Caddesi No: 8-13
Esenyurt-Istanbul, Turkey 34513
Tel: +90 212 886 75 23
Fax: +90 212 886 51 61
www.samet.com.tr

Schat decor Inc.
13950 Riverportplace Dr.
Maryland Heights, MO 63043
Tel: 314-400-6100
Fax: 314-400-6120
www.schat decor.com

Seemac Indorporated
11350 North Meridan St., #450
Carmel, IN 46032
Tel: 317-844-3995
Fax: 317-846-2054
www.seemac.com

Senco Brands, Inc.
4270 Ivy Pointe Blvd.
Cincinnati, OH 45245
Tel: 513-388-2088
Fax: 513-735-3067
www.sencobrands.com

Sherwin-Williams Co.
2406 Allen Rd.
Austinburg, OH 44010
oem.sherwin.com

Solua Inc.
4160 N.W. 1st Ave., Suite 19
Boca Raton, FL 33431
Tel: 336-408-8133
Fax: 336-464-2277
www.soluainc.com

Specif ed Components Co.
1800 Nations Dr., Suite 106
Gurnee, IL 60031
Tel: 847-625-1600
Fax: 847-625-1300
www.specif edcomponents.com

States Industries LLC
P.O. Box 41150
Eugene, OR 97404
Tel: 541-688-7871
Fax: 541-689-8051
www.statesind.com

Stiles Machinery Inc.
3965 44th St., S.E.
Grand Rapids, MI 49512
Tel: 616-698-7500
Fax: 616-698-9411
www.stilesmachinery.com

Sugatsune America Inc.
18101 Savarona Way
Carson, CA 90746
Tel: 312-461-1081
Fax: 310-329-0819
www.sugatsune.com

Superf ci America, Inc.
4715 Corporate Dr., #100
Concord, NC 28027
Tel: 704-875-8751
Fax: 704-875-8752
www.superf ciamerica.com

Swiss Krono, LLC
810 Technology Dr.
Barnwell, SC 29812
Tel: 803-224-9150
www.swisskrono.us

System TM A/S
Skovdalsvej 35
Odder, Denmark
Tel: +45 865 4 33 55
Fax: +45 86 54 32 19
www.systemtm.com

T

Tenn-Tex Plastics, Inc.
P.O. Box 550
Colfax, NC 27235
Tel: 336-931-1100
Fax: 336-931-1110
www.tenntex.com

Tigerstop, LLC
12909 N.E. 95th St.
Vancouver, WA 98682
Tel: 360-254-0661
Fax: 360-260-0755
www.tigerstop.com

Timber Products Co.
305 South 4th
Springf eld, OR 97477
Tel: 541-747-4577
Fax: 541-744-5431
www.timberproducts.com

Timesavers, LLC
11123 89th Ave. North
Maple Grove, MN 55369
Tel: 763-488-6600
Fax: 763-488-6601
www.timesaversinc.com

Titus Group
2800 156th Ave., SE, Suite 135
Bellevue, WA 98007
Tel: 800-762-1616
Fax: 253-872-2827
www.titusplus.com

Top Knobs, Inc.
170 Township Line Rd., Bldg.C
Hillsborough, NJ 08844
Tel: 908-359-6174
Fax: 888-486-7566
www.topknobs.com

Toppan Interamerica Inc.
1131 Highway 155 South
McDonough, GA 30269
Tel: 770-957-5060
Fax: 770-957-6447
www.ita.toppan.com

Trimac Panel Products
P.O. Box 25277
Portland, OR 97298-0277
Tel: 503-297-1826
Fax: 503-297-9049
www.trimacpanel.com

Trulite Glass and Aluminum
2395 Set erlin Dr.
Columbus, OH 43118
Tel: 614-876-1057
Fax: 614-876-1832
www.trudeco.com

Tumac Lumber Co., Inc.
805 S.W. Broadway, Suite 1500
Portland, OR 97205
Tel: 503-226-6661
www.tumac.com 

U

Uniboard Canada Inc.
2226 Maple Rd.
Homewood, IL 60430
www.uniboard.com

Unilin USA MDF
P.O. Box 69
Mt. Gilead, NC 27306
Tel: 910-439-6959
Fax: 910-439-4645
www.unilin.com

V

Valspar Corporation
1823 English Rd.
High Point, NC 27262
Tel: 336-802-4503
Fax: 336-802-4711
www.valsparwood.com

Vauth-Sagel USA LP
1821 Baker Rd.
High Point, NC 27263
Tel: 336-408-8133
Fax: 336-464-2277
www.vauth-sagel-usa.com

Viva Wood Ltd.
130A Pippin Rd.
Concord, ON Canada L4K 4X9
Tel: 905-738-5027
Fax: 905-738-5025
www.vivawoodltd.com

Voorwood Co.
P.O. Box 1127
Anderson, CA 96007
Tel: 530-365-3311
Fax: 530-365-6674
www.voorwood.com

VT Industries
1000 Industrial Park
Holstein, IA 51025
Tel: 712-368-4381
Fax: 712-368-4320
www.vtindustries.com

W

WEINIG
P.O. Box 3158
Mooresville, NC 28117
Tel: 704-799-0100
Fax: 704-799-7400
www.weinigusa.com

West Wood Products, Inc.
2943 East Las Hermanas St.
Rancho Dominguez, CA 90221
Tel: 310-631-8978
Fax: 310-631-8683
www.west-wood.net

Western Pulp Products Co.
P.O. Box 1838
Jacksonville, TX 75766
Fax: 903-586-3608
www.westernpulp.com

Woodcraf  Industries, Inc.
525 Lincoln Ave., S.E.
St. Cloud, MN 56304
Tel: 320-252-1503
Fax: 320-656-2199
www.woodcraf ind.com
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Pull Out Table and Pet Center
Wellborn Cabinet’s You Draw It Pull Out Table provides quick access 

to a counter when needed, and then tucks away when f nished. T e 

table is shown here paired with the You Draw It Base Pet Center, 

which provides an area for a pet bed to keep it out of the way and 

provide a cozy corner.   |  Circle No. 261 on Product Card

Textured Melamine Cabinets
T e Studio Full Access series by Advanta Cabinets features slab-

style doors made out of thermally fused, textured melamine that are 

easy to maintain, according to the f rm. T e series comes in a variety 

of colors including white, wood grain pat erns and neutrals.

Circle No. 262 on Product Card

Transitional Style
StarMark Cabinetry’s Milan 

door style comes in full 

international overlay and is 

available in an extra-wide 

width. T e door features a ve-

neer f at panel on an optional 

f ve-piece drawer header. Seen 

in this transitional master suite 

is StarMark Cabinetry’s Milan 

door style in Alder f nished in 

Hazelnut with Ebony glaze.

Circle No. 264 on Product Card

Cabinet Upgrade Additions
Wellborn Forest Products’ new Elite Series cabinets include upgrad-

ed features. Standard Elite Series cabinets have 3∕4" hardwood veneer 

sides, 1∕2" plywood tops and bot oms, 5∕8" hardwood dovetail drawer 

box with full-extension, sof -close drawer guides and integrated 

sof -close door hinges.  |  Circle No. 265 on Product Card

Contemporary 
Driftwood Oak
Kountry Wood Products’ 

Jamestown cabinets are 

shown here in Drif wood 

Oak Contemporary. All doors 

are full-overlay construction 

using 3∕4"x3" solid wood rails 

with mortise and tenon 

corner joints. Doors use a 

1∕4" veneer center panel. 

Circle No. 263 on 

Product Card

Shaker-Inspired Cabinets
T e full-overlay Shaker-inspired Birch door by CNC Associates 

comes with accent molding wrapped around the f at center panel. 

T e door is built using a reversed raised panel that is extremely stur-

dy and durable, says the f rm. T e cherry f nish is inspired by modern 

interior design experts.  |  Circle No. 260 on Product Card
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Dry-Brush Glazed Surfaces
T e Stoney Brooke Collection f om Medallion Cabinetry, an 

Elkay cabinet manufacturing brand, features f nishes achieved by 

dry-brushing multiple colored glazes onto a stained surface. With 

thicker than normal glazes, the applications produce rich-colored 

grays and browns inspired by the hues found in nature with a subtle 

texture. An oven-cured satin top coat provides a durable f nish. Four 

f nishes of ered are greystone, cobblestone, boulder and shale.

Circle No. 266 on Product Card

Decorative Laminate 
Veneer Cabinetry
Cabinetry by Karman has introduced the Af  nity European Design 

series. T e cabinets are built of Decorative Laminate Veneer, a 

high-quality melamine fused over MDF. Karman’s Decorative Lam-

inate Veneer products are built with two-sided material, creating 

a matching interior on all cabinetry. T e textured laminate grain 

provides increased scratch resistance and color fastness, says the 

f rm. Sof -close hinges provide six-way door adjustability.  

Circle No. 267 on Product Card
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1-800-387-2319                                                                                                              www.olon.com    

Over 9,000,000 doors made from NEXGEN
TM

  

components and the innovation never stops ... 

New Colours, New Finishes,  New Door Styles…. Lots of new drawers! 

Courtesy of Cuisine Beau-Regard 

Door Mouldings   •   Accessory Mouldings   •   Laminates   •    Edgebanding   •   Drawer Components 

Circle No. 62 on Product Card

http://www.olon.com


Full-Access Kitchen
Art ul combinations of solid colors and contemporary door styles 

continue to gain popularity. T is full-access kitchen f om Bishop 

Cabinets features both White and Light Eggplant high-gloss foils on 

an understated slab door style. Photo courtesy of Mother Hubbard’s 

Custom Cabinetry.  |  Circle No. 273 on Product Card

Painted Surfaces
BJ Tidwell has partnered with 

Sherwin Williams to of er 18 

new color choices, tripling the 

number of colors previously 

available. T ere is a conve-

nient, three-week lead time 

for customers on all solid color 

paint f nishes, according to 

the company.

Circle No. 270 on Product Card

Nine-Piece 
Cabinet Doors
Decorá’s three new nine-piece 

doors – Altmann, Atwater and 

Haskins – are based on existing 

Decorá doors. T e new doors 

also of er applied moulding 

details. Shown here: Altmann 

Maple True Taupe and Quarter-

sawn Oak Angora on the island.

Circle No. 272 on Product Card

Contemporary Cabinet
In a small space, storage that multi-tasks is a must. Canyon Creek 

Cabinet Co. introduces the Nova Contemporary veneer doors, 

shown here is a room with minimal accessories and a simple slab 

door in maple with a pecan stain.  |  Circle No. 268 on Product Card
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Inset Door Style
JSI showcases the Trenton 

open shelf vanity, which fea-

tures an inset design in a sof  

ivory color. Other features 

include 3∕4" dovetail drawer 

boxes with full-extension, 

side-mount glides.

Circle No. 269 on 

Product Card

Textured Thermofoil
Fieldstone Cabinetry’s newest door style, 

T icket, is a textured thermofoil with a full 

international overlay. T e door features a distinct 

grain pat ern: there is a vertical grain pat ern on 

the door and a horizontal grain pat ern on the 

drawer header. Seen here is the T icket door 

style mounted to an Oak face f ame f nished in 

Stone with Chocolate glaze.

Circle No. 271 on Product Card
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Our science is your art.

Nothing brings out the magic of wood 
like Valspar. When your customers need 
on-trend color styling for their designs, we’ve 
got you covered. With Color Choice® you can 
create a universe of custom colors, produce 
them with precision, and reproduce them with 
consistency. Our market-leading chemistry 
and comprehensive application knowledge 
ensures your success every step of the way. 
You create the art. Leave the science to us. 
Call 800-395-7047 or visit ValsparWood.com

Circle No. 63 on Product Card

http://ValsparWood.com


THERE ARE 13 HÄFELE 
PRODUCTS IN THIS PICTURE.
Hint: none of them are kitchen utensils or cookware. We make the world’s best kitchen and bath accessory and 
organizational solutions, LED lighting, decorative hardware, and sliding hardware — all the “little invisibles” that
add delight to your designs.

If you’re in kitchen and bath design, call us.

Online & Livechat: www.hafele.com/us  |  Phone: 800-423-3531  |  E-mail: sales@hafele.us Circle No. 64 on Product Card

http://www.hafele.com/us

