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“Preserving the Past while Building the Future.”

Celebrating 134 Years of Service
A note from the Siewers Family…

The temperatures are finally dipping a bit allowing all of us a break from the hot
weather! We hope this is bringing some reprieve to you and all of those on your team!
We have hit crunch time – trying to get all jobs finished before Thanksgiving! And Yes,
Christmas is only 10 weeks away!
We have set the date for our 2019 Siewers Architectural Products Show! Please mark
your calendars and plan on joining us -- Thursday, October 10th, 2019. It is never too
early to RSVP, so if you know you are coming, please contact Lauren at 804-358-2103 or
laurenf@siewers.com. We will be celebrating our 135 year anniversary and have
already started planning in an effort to make 2019 our best show yet!
We have an exciting Newsletter for you this month! There are articles on Margins,
Unqualified Leads and Transparency.
As always, we are always looking for feedback about our newsletter and our business.
We constantly strive to improve so we can better serve you! Please let us know what you
are thinking and any needs you may have. As always, we want to thank you for your
business and reading our newsletter!
-The Siewers Family
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Contractor News
It’s Your Call: Weeding Out Unqualified Leads

By Liz Smutko

It’s been a busy year so far, and economists predict the remodeling business will continue
its strength. That means your time and your team’s time, is at a premium. To use it
efficiently, you’ve got to concentrate on the leads that will turn into jobs.
Without a crystal ball, though, it can be hard to predict. There are the dreamers, the tirekickers, and the bargain-hunters. If you’ve been spending time going to appointments that
get you nowhere, it’s time to weed out those leads with a pre-qualifying system.
Determine who is qualified
There’s always a spirited discussion about what remodelers and builders consider a
qualified lead. The only way to know is to pre-qualify these leads before sending the
Salesperson out to the home.
First, choose who in your office is going to do the qualification. You want to choose
someone who’s good on the phone, can guide a conversation with open-ended questions,
and who can understand whether the answers make the lead a good fit for you and your
company.
Arm your lead-taker with information:
•
•
•

Project-cost guidelines. Figure these out from past jobs.
A script or take-in sheet to get the answers you need.
Access to Sales’ calendars, so they can make an appointment while on the phone.

As a general rule, people like to be contacted in the manner they used — so if a lead calls
in, take the call or call them right back if they’ve left a message. If the lead comes in
through an online form, email them and set up an appointment to get some more details
and chat about the project. If they don’t answer, follow up with a phone call if they’ve
left a number in the lead form.
What to ask
In your script or take-in sheet, you obviously want the basics — name, address, a
preferred form of contact and how the lead heard of your company. That sourcing is
vitally important to see how and where your marketing efforts are landing, and what
channels are better at getting solid leads.
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Even if you’ve got that information from an online lead form, taking the time to confirm
it takes control of the conversation — it reins in the people who start detailing everything
they want and gives those who are anxious about the process time to settle in.
Ask about the home — it’s age, how long they’ve been in it, and use that time to look the
home up on Zillow or Realtor.com to determine it’s current value — if the project they’re
looking at is too expensive for their home or neighborhood, better to know now. If the
lead has recently moved into the home, there may still be photos of the interior from its
time for sale. Copy and paste the URL to the take-in form if it’s digital or into a blank
document for use by Sales.
Find out who lives in the home — adults, kids and their ages, pets and get the names.
Getting this information at intake helps paint a fuller picture for the Salesperson.
Now you can start to really talk about the project they have in mind.
Talk money upfront
This crucial step is uncomfortable for a lot of people. It seems abrupt — you’ve just
established some rapport. But you have to know if your potential client has a realistic
idea of what their project will cost and how they’ll pay for it. And they may not know
project costs, which is why they contacted you. That’s totally fair.
Rather than ask “how much do you want to pay,” position it differently — “have you
thought about how much of an investment you’d like to make in your home?” Again,
they still may not want to open up that much to you. That’s where the project-cost
guidelines come in handy. If you can ballpark a range for them, you’re just talking about
the facts with no judgments.
You may hear an audible gasp at that point, or an apology for wasting your time, or any
number of negative responses — and it’s saved unproductive hours for the Salesperson in
travel and appointment time.
More likely, it’s what they expected or a little higher — but they’re still willing to move
forward. It’s time to set an appointment. Ask who the decision-makers will be — it could
be the person you’re talking to alone, that person and spouse, or may also include in-laws
or adult children. Whoever is making the decisions should be at the initial meeting in the
home — you need that buy-in to know the prospect is serious.
Ask if they’re willing to go to the next step — setting the appointment. Prep them for
what to expect, set the time, and you’ve qualified a solid lead.
The handoff
Take notes throughout — on everything. Whether the qualifier is also the Salesperson or
not, treat it as a handoff. Have the answers to the questions in the take-in sheet filled in,
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add notes, add the URL of the home on Zillow or Realtor.com. Tell as a full a story as
you can.
These qualifying conversations can take as little as 10 minutes or as long as 45. But
getting a system in place is a crucial first step in an efficient and profitable sales process.

How to Maintain Margins When Projects Cost More By Mark Richardson
One dynamic that’s created real challenges for remodelers today is the increase in project
costs. I can’t count the number of times that I’ve heard, “We just cannot do a bathroom
for less than 40k or a kitchen for less than 60k.” If you have a prospect with a budget
that’s 20–30% lower than that, then there is a lot of wasted time and stress trying to make
the project work.
Most of you probably know why things cost more today, but rather than arm-wrestle your
clients, you might try moving to a “trusted advisor” or wealth manager role on the subject
versus a remodeling expert or project peddler.
Why does a 50K project from 2015 now cost 70K?
1] Material costs have gone up substantially. Over the past three years materials increased
5–9% per year. If this was a one-time increase, 5% does not seem like much. However,
looking at it across a three-year time frame, 15–27% is meaningful.
2] Trade contractors have increased prices. Most subs are small businesses. When times
are tight they lower prices to stay busy. In a strong market, their prices will skyrocket. A
friend of mine is paying 50% more for plumbing and electrical than he was three years
ago.
3] Labor rates have gone up. With low unemployment and a significant shortage in
skilled labor, it’s obvious that labor costs will increase. Look at what you were paying a
lead carpenter five years ago versus today. Many remodelers are paying 30% or even
40% more across that time period. When you do the math, it’s easy to understand why the
40k kitchen is now 60k, or the 30k bathroom is now 45k.
The question is, however, are you increasing profits as a result of this dynamic? Most
remodelers are not. Most remodelers are getting squeezed.
EVEN THOUGH DEMAND IS HIGH, MOST REMODELERS ARE WORKING
HARDER FOR EACH SALE.
What Can You Do?
Even though demand is high, most remodelers are working harder for each sale, resulting
in a long process and more internal costs. Many are tweaking markups and margins to get
the jobs. While top lines are increasing, bottom lines may not be following suit.
With costs going up, you might estimate a project at 50k but by the time you finish, it has
grown to 60k. This is tough to explain.
Here are a few tips to address these unique challenges.
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1] Assume that costs will go up. When estimating projects think six months forward, not
now or in the past.
2] Educate the client. Share what is happening with costs in the first meeting. Try to tie
it back to the trade wars and unemployment rates. These are things they read about and
will more likely understand.
3] Lock in price parameters with subs and suppliers on a quarterly/semiannual
basis. Explain to them that this is a partnership: If you don’t get the project, they won’t
either.
This is a critical subject in today’s market. It’s important to find ways to maintain your
profit margin in times when you should be making more money, not less.

Why Transparency Is Bad for Business By Michael Stone
I’ve read many articles telling me that the best way to sell construction services today is
by being transparent with your pricing. The argument is that owners are more
sophisticated today, and they know what things cost. “Price is the most important aspect
of the sale,” they say. “When you’re fully transparent about how you price a project,
you’re showing that you can be trusted.”
“Transparency” is the usual buzzword, but it’s also called itemization. Itemization is
providing a line-by-line breakdown of what you’ll do and how much you’re charging for
each item. There are multiple problems with this approach, and I’m going to outline
them here.
A Focus on Price
When you offer to be transparent in your pricing, you’re focusing on the price of the
project. This, in turn, tells your prospective clients to focus on price as well. You’re also
offering to share details that are considered proprietary information in any other industry.
It’s absurd to believe that a doctor who would tell me everything about their pricing is the
best surgeon. If my attorney suggested that he was the best attorney in town because he’d
open his books for me, I’d find another attorney. How does disclosing all of your pricing
information make you the best contractor to build their project? The truth is that most
homeowners don’t consider price the most important issue when choosing a contractor.
They want to know you’ll do the job right, in a reasonable time frame, and at a fair price.
How do you show a potential client that you’re the one for the job? By listening and
asking questions. The more questions you ask, the more they’ll see that you care about
the project, and that’s when trust begins. Asking questions isn’t telling them how much
you know. It’s finding out what’s important to them.
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The more detailed you are, both in your presentation and in your contract, the more likely
you are to close the deal. Price transparency has nothing to do with it. Project
transparency makes the sale.
I believe many things should be disclosed to clients. Your contract should include a
detailed scope of work, and that’s why one- or two- page documents don’t cut it. But
your cost structure is proprietary, and when anyone asks for an itemization of your costs,
overhead expenses, and profit margin, sorry—that’s going too far. That’s no one’s
business except yours.
If clients want to know what items cost, they can visit one of the big box stores, prowl the
aisles, and look at price tags. If they want to know your overhead expenses, they can start
their own company and find out.
A Numbers Game
It especially disturbs me to read about the need for transparency in industry magazines.
(Professional Remodeler, “The Big Reveal,” May 2018, and “From Opaque to Clear,”
Oct. 2017). You’d think that publications for the construction industry would be looking
out for contractors. Instead, they often seem to promote transparency as the best thing for
consumers. Their thinking appears to be, “If we give homeowners everything they want,
contractors will win.” If only that were true.
In reality, contractors who claim to be transparent are usually playing a numbers game,
moving what is often considered overhead into job costs. Clients can see the details on
specific job items, but the remaining costs of the project are far from transparent.
Price is not the top priority for most clients. Too many contractors make price their
number one priority. They’re hurting themselves, and they’re hurting the industry. Giving
potential clients a pile of numbers doesn’t inspire confidence. Being apologetic about
your price or your method of pricing doesn’t inspire confidence.
THE BEST TYPE OF TRANSPARENCY IS PRESENTING A CLEAR AND
DETAILED DEFINITION OF WHAT YOU’LL DO, INCLUDING A CLEAR SALES
PRESENTATION AND A DETAILED CONTRACT.
Clients want to know that you will do the job they want to be done, in a timely manner
and at a fair price. They are hiring you to work on their largest financial asset, and need
to know you’ll do it right.
Transparency Done Right
The best type of transparency is presenting a clear and detailed definition of what you’ll
do. That means walking through a sales presentation that explains what can be done
within your client’s budget. It involves writing a detailed contract that includes a clear
scope of work. That’s the type of transparency that I can fully support.
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New Product

Subfloor Adhesive!
Say Goodbye to Floor Squeaks
From the subfloor brand that builders trust comes new AdvanTech™ subfloor adhesive
for subfloor assemblies so strong, you won’t hear a squeak — guaranteed. With a unique
foam-to-gel formula and 8x more coverage, AdvanTech subfloor adhesive delivers a
powerful panel-to-joist connection with a fast, easy application even on wet, frozen wood.
8X MORE COVERAGE2
One 24 oz. can yields 400 linear feet, which means you get advanced strength with less
product for a cost-effective, speedy application.
SQUEAK-FREE GUARANTEE™1
Together, AdvanTech® subfloor panels and AdvanTech™ subfloor adhesive give you a
bond so strong, it’s backed by the industry’s only Squeak-Free Guarantee™.
POLYURETHANE BONDING SYSTEM
A heavy-duty polyurethane formula helps create a solid, firmly bonded surface that
consistently performs two to five times above ASTM requirements.
ADHERES TO WET AND FROZEN WOOD3
Formulated to adhere to wet and frozen structural subfloor panels and joists, this
moisture-curing poly adhesive is the ideal solution for not so ideal weather conditions.
QUICK AND EASY APPLICATION
Install faster with the speed and ease of the gun-applied foam that quickly collapses into
an aggressive polyurethane gel adhesive.
APPLY BETWEEN 20°F AND 105°F
No matter what region or season you’re building in, AdvanTech™ subfloor adhesive
maximizes adhesion to keep subflooring stiff and quiet.
Easy Application. Powerful Bond.
Discover the heavy-duty holding power difference and learn how easy it is to apply
AdvanTech™ subfloor adhesive with this simple step-by-step guide.
FOR MORE INFORMATION, PLEASE VISIT:
http://huberwood.com/advantech/advantech-subfloor-adhesive
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SIEWERS WILL BE CARRYING:
728265020112

ADVANTECH SUBFLOOR ADH. 24 OZ.

$19.22 EA

728265020143
728265020129

ADVANTECH FOAM APPLICATOR GUN $49.89 EA
ADVANTECH FOAM CLEANER 12 OZ.
$10.45 EA

728265120164

ADVANTECH STARTER KIT

$165.89 EA

From the Cabinet Department:
Our new EVOKE Semi-Custom Cabinet Selection Center is being installed this week.
Please come see Kellene and Jamie to get a close look at our new cabinet line samples.
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Feel Lucky!

Be sure and bring your business card next time
You visit Siewers. Just drop it into the glass fish
bowl on the counter to enter a monthly drawing.
Good Luck!!!
Congratulations to Rich Brown our October Winner!
~~~~~~

HALLOWEEN is OCTOBER 30th
Come by and see the Siewers Ghoulies!
~~~~~~

Siewers will be closed November 22nd & 23rd for Thanksgiving.
We will reopen at 7:30 am on November 26th.
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NEW REMIT TO ADDRESS!!
Siewers Lumber and Millwork
1901 Ellen Road
Richmond, VA 23230
Please update your records as our Post Office Box will be closed.
~~~~~~

Sale Items This Month

*
*
*
*

Interior Doors $50
Exterior Doors $100
Free Pallets (Firewood, Tables, Partitions, Fence, etc) Up to 18’ long
Discounted bundles of culled lumber (gardens, farms, temporary projects, etc.)

~~~~~~

Give a Siewers Gift Card!!

From tools to lumber, hardware to decking.
It’s perfect for the woodworker or homeowner who is remodeling.
Available in any amount – Ask for it at the counter.
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Economy Snap Shot……….

Unemployment
Rate – Entire U.S.
3.7%
3.9%
4.2%

Sept. 2018
Prior Month –Aug. 2018
Prior Year – Sept. 2017

Gallon ($)
Of Gas
$2.88
$2.84
$2.57

Sept. 30 , 2018
Prior Month – Aug. 2018
Prior Year – Sept. 2017

Consumer
Confidence
(Indexed to value
of 100 in 1985)
138.4
133.4
120.6

Total Housing
Starts/Seasonally
Adjusted Annual
Rate
1,201,000
1,268,000
1,158,000

Existing Home
Sales
N/A
5,340,000
5,370.000

National Avg.
Mortgage Rate
4.63
4.55
3.81

Market Summary
Oct. 17, 2018

1/01/18

9/30/17

25,632

24,719

22,405

NASDAQ

7,645

6,903

6,495

S&P 500

2,809

2,673

2,519

DOW

Market Minute / September 2018
New Listings

2,092

Average Sales Price

Units Sold

1,508

Days on Market

33

Months of Supply

3.3

Sold vs. List Price 99.4%

$238,845
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Company Mission
To serve the needs of contractors and remodelers.

“Preserving the Past while Building the Future.”
Siewers Lumber & Millwork
1901 Ellen Road
Richmond, VA 23230
Phone: (804) 358-2103 Fax: (804) 359-6986
Hours:
Monday – Friday
7:30 a.m. – 4:30 p.m.

Visit our website for product and general information at
www.siewers.com
&
also on Facebook and Twitter at Siewers Lumber & Millwork

Share with others. . . . . . .
If you know someone that would like to receive our “Siewers Newsletter”,
have them email me at laurenf@siewers.com and we will add them to our
distribution list.
….Next issue Nov. 21th
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