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Ted Craig
Editorial Comment

My Restoration Experience

Learning the restoration business is how I spent my summer vacation. I o�cially took over as editor-in-chief of

Restoration and Remediation Magazine on June 1. But that wasn’t my introduction to the �eld. That took place

in 2008.

My family had been living in our house for less than a year. One Saturday morning, we were minutes away from

walking out the door. My wife was taking the kids someplace and I was o� to run errands. The �ve of us stood

by the front door making our �nal plans when we started to hear running water, as if someone upstairs turned

on a faucet. We all looked at each other for a moment, confused by this seemingly ghostly noise. My wife and I

raced upstairs to discover a broken pipe under the sink in the master bedroom’s bathroom.

We headed for the basement to turn o� the water, but a large quantity was already coming through the �rst

�oor ceiling onto our dining room table. For some reason, we decided the best course of action would be

putting a massive amount of towels on the table. Our then-11-year-old daughter said, “Why don’t you just

move the table?” She’s still smug about that today.

We shut o� the water and then called our insurance agent. I’m not sure if we ever ran those errands. Over the

next few weeks, numerous workers came through our house, repairing water damage on all three levels,

replacing carpeting and basically making it seem as if nothing ever happened. My wife was home to oversee

the work and she was impressed by the skill and professionalism of each worker.

So I’m glad to contribute something to this business in my own way. I know �rst-hand how you help people

when they are in some of the most stressful situations of their lives.

Enjoy the show.

Ted Craig

R&R Editor-in-chief

Ted Craig
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2022 Winner:
Nicholas Hopkins

The
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Celebrating leaders climbing the ladder of success in the restoration industry.

By Ted Craig

Taking Nicholas Hopkins’ career path proves no easy task. One needs to live in two cities hit by hurricanes, work

as a drug counselor and get a master’s degree that entails studying historic methods for carpentry, masonry

and metal work.  Oh, and it helps to walk around New York City as a youth and fall in love with the craftwork on

display.

Following Hopkins up the career ladder may be a challenge, but the fact that he is where he is at his age —

historic restoration foreman at EverGreene Architecture in New York City — earned him the 2022 Ladder Award

from Restoration and Remediation Magazine. The award honors outstanding young restoration professionals 35

years and younger who are climbing the ladder of success and shaping the future of this industry. These

individuals exhibit leadership, drive, innovation, care for clients and colleagues, community service and a clear

passion for the industry.

This year, 16 young individuals from the restoration industry were nominated for the Ladder Award. Each

nomination was scored by a panel of industry judges. Hopkins was cited for his “impressive �eld skill.”

Hopkins grew up in an Italianate house in Jersey City, New Jersey, where he participated in family restoration

projects. He also spent a lot of time across the river in New York City, taking in that city’s abundant displays of

craftsmanship.

By 2005, his family was living in New Orleans when Hurricane Katrina hit. Hopkins spent his last high school

spring break as a volunteer gutting homes damaged by the storm.

“It’s one thing just to gut houses,” Hopkins said. “It’s sort of an empty feeling. You have no connection.

“But when you talk with the families, talk to people in the neighborhoods, it’s a deeper connection.”

ANOTHER HURRICANE
After college, he returned to Jersey City and started work as a drug counselor. Hopkins soon realized that

wasn’t his calling and began working with Habitat for Humanity as an Americorps member. That’s when

Hurricane Sandy hit New York and New Jersey. Hopkins and some others convinced their supervisors to direct

Habitat’s resources to restoring houses rather than building new ones.

Hopkins followed that experience with a return to school. He attended the master’s degree program in historic

preservation at Tulane University. Most students focused on the theory of preservation, but Hopkins was one of

two students that took the hands-on tract. That meant learning the skills of historic carpentry, masonry and

metal working.

He put those skills to work by freelancing as a carpenter working on historic shotgun houses in the Faubourg

Marigny neighborhood. Nick also interned at Andrew’s Blacksmith and Welding, where he learned how to weld,

salvage, and restore historic cast iron fence systems in Jackson Square and St. Charles Avenue in New Orleans

After graduating in 2017, Hopkins spent time at another �rm as a carpenter before joining EverGreene. He knew

of the �rm coming out of college and had watched it grow. Hopkins himself felt he outgrew his last job and saw

an opportunity at EverGreene.

That opportunity, however, came during the worst of the pandemic. Hopkins joined EverGreene in 2020. His

�rst major project was the James A. Farley Building, converting what was once New York City’s main post o�ce

into o�ce space for Meta Inc.

UP IN THE AIR
Now Hopkins is working on an especially challenging project — a retail development built under the Palace

Theatre in New York’s Times Square. What makes this unique is the developers �rst needed to create a space

beneath the 109-year-old building.

“This was a landmark building, so they couldn’t knock it over,” Hopkins said. ”So their idea, which I’ve never

heard of before, was to lift this historic building 30 feet in the air.”

Hopkins now determines what damage the operation caused and oversees the needed repairs. This means

working with union tradesmen who specialize in �elds such as plastering.

“I basically supervise dying trades,” Hopkins said.

The number of specialists in these �elds decreased considerably during the pandemic as many opted for

retirement. Almost all of the workers come from overseas, which sometimes makes communication a

challenge. The lack of native talent is something Hopkins would like to see change.

“I encourage people who are in high schools and don’t what they want to do, to look at trade schools,” he said.

Hopkins will jump in and lend a hand when needed. As one of the youngest and most slender guys on the site,

he recently found himself touching up plaster in a tight spot.  His main job, though, is keeping the project on

track and communicating with the client.

“I can joke around,” Hopkins said. “There are times when I can not be absolutely insane about accomplishing

things by the end of the day. But they’re there to work.”

IT TAKES DEDICATION
Down the line, Hopkins sees himself doing more consulting for the sake of saving spaces, intervening when

people want to take the less extensive path. Even then, he �nds it hard to picture a time when he isn’t on the

frontline.

“I see myself continuing to surround myself with historic projects and being someone who never says, ‘That

can’t be done,’ or ‘That’s not worth the time it takes to save or salvage,” Hopkins said.

That level of dedication leads to times of struggle. Hopkins said his best advice for young people entering

historic restoration is to prepare themselves for those days when they want to give up, because there will be

many. It takes a high level of commitment to keep going on those days.

“You can’t like it,” Hopkins said. “You must love it.”

FIRST RUNNER-UP

Alexandru (Alex) Duta
Co-Founder, Albiware

Duta is a restoration entrepreneur and co-founder of an eight-�gure restoration company out of Chicago and

Albiware, a restoration job management software. His passion is helping others grow their restoration

businesses through e�ciency and social responsibility.

“I found out about the restoration industry through my father who was a subcontractor for some of the largest

restorers within the Chicagoland area. We teamed up with the dream of creating a market leader in the

Chicagoland restoration space that challenged the status quo of restoration.

“Throughout my career, I realized that our success was a result of di�erentiating ourselves from our

competitors and applying modern day practices from other industries into restoration. If you copy your

competitors, you don't have a competitive advantage. If you �nd what they don't do and become the best at it,

you'll be cruising and they will be copying you!

“Another key takeaway was the ability to execute. Every time we took a class, read a book, went to a

convention, or met with another restorer, we asked ourselves ‘What can we easily implement from this?’ Every

week we stacked new things on top of each other and this compounded over the years.”

SECOND RUNNER-UP

Preston Martin
Owner, 

Abbotts Cleanup & Restoration

Martin born in Denver and now lives and work in San Diego. He is a second-generation contractor and restorer,

and gets to work with his family every day.

“I’m fortunate to have been surrounded by restoration ever since I can remember. Helping people is my

passion, and I look forward to growing with the industry and the people that surround it.

 “There is no such thing as an expert. That was the most important lesson I was taught in my �rst days working

in restoration. It was a substantial reason that I have had incredible success with my company, my employees,

and my customers. I am a second-generation restorer now in my ninth year in the industry, and with the

hundreds of projects and experiences I have had, there is not a day that passes where I don’t learn something

new about this business.

“This �eld of work is multi-faceted. Anyone who chooses to be a restorer will encounter these facets as highs

and lows. But it is the problems, challenges, and di�culties that lead to moments of new understanding. These

moments are what shapes growth, fosters new ideas and processes, and lastly will de�ne a clear vision for a

career. No matter what stage you start at, or what stage you end, never stop learning.”

Meet The 2022 Ladder

Judges
Larry Cooper
Larry Cooper founded Textile Consultants, Inc. in 1975. He is an

experienced business owner from the cleaning and restoration

industry with over 30 years’ experience. Larry served as

president of the IICRC for four years and then served on the

IICRC Board of Directors for 19 years. He chaired the IICRC

Standards Committee for 12 years, where he oversaw and

managed the development and writing of the S500 Water

Damage Standard, the S520 Mold Remediation Standard, the

S100 Carpet Cleaning Standard, and the S300 Upholstery

Cleaning Standard.

Annissa Coy
Annissa Coy has been in the restoration industry for more than

22 years. She owned and operated a full-service restoration

company with her husband, Kevin, before jumping full-time

into education. Coy and her husband teach, coach and speak

in the restoration industry on many platforms through their

company Firehouse Education. She is passionate about two

things: Spending time with her six grandchildren and helping

families who have been through a �re loss put their lives back

together. In 2008, Coy was awarded Entrepreneur of The Year

for outstanding entrepreneurial achievements in business. In

2016, she was the recipient of R&R’s inaugural Women in

Restoration Award. Coy writes articles for the industry and

contributes to R&R’s weekly Ask Annissa video column. She is

the co-creator of Firehouse Education and innovator of Mobile

Clean Systems.

Nicole Humber
Nicole Humber in the owner of Bravo Restoration and

Construction in Windsor, California. Humber started in the

restoration business as a receptionist in 2007. She joined Bravo

in 2010 when one of her co-workers at another restoration

company founded the �rm. In 2016, the owner approached

Humber about buying Bravo. She has been running the

company ever since. Humber won the Ladder Award in 2020.
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State of the Industry 2022
Finds Restoration Contractors Seeing More Residential
Work, Seeking More Workers

By Ted Craig

Restoration contractors see an opportunity for growth in residential business. They see their greatest challenge

as �nding enough employees to do that work.

Those are two of the key �ndings of our 2022 State of the Industry survey. In April, Restoration and

Remediation sent out a questionnaire covering a range of topics a�ecting the restoration business. These

included hiring and retention, spending expectations, and consolidation. Answers came from executives and

managers at a range of restoration �rms.

More than two-�fths of respondents are primarily involved with remodeling contracting, while just under one-

�fth are involved with water damage restoration contracting. Median company revenue is between $1 million

and $4.9 million. The majority of respondent companies provide water damage restoration services, followed

by mold remediation, �re/smoke damage restoration, cleaning and disinfection, and odor removal.

The majority of respondents (70%) were male. Gen X maybe up the biggest age group with 44% of respondents

born between 1965 and 1980. Thirty-seven percent have been working in restoration for four to 10 years, with

another 32% having been in the business for 11-20 years. Contractors from across the country took the survey,

but the South was the best represented with 38% of respondents.

Almost three-quarters of respondents are independent business owners. More than half of the respondents had

nine or fewer full-time employees. A third had no part-time employees and 42% had no contract employees.

Most respondents are optimistic about the business going forward. Sixty-nine percent of respondents estimate

that business revenue from restoration and remediation projects will increase in the future. Residential

contractors are especially enthusiastic about growth potential for their business, with 59% of respondents

expecting an increase. Forty-eight percent of commercial contractors expect an increase, with 39% of

institutional contractors seeing an increase.

On average, three-�fths of respondents’ business is generated from residential projects. Three-in-�ve of those

involved with residential business expect it to increase. Commercial work is expected to increase by nearly half

of involved respondents, while institutional work is mostly expected to remain the same.

FINDING, PAYING FOR SKILLED WORKERS
The largest perceived challenge in the industry is �nding skilled workers, followed by retaining labor and

increasing wages for certi�ed employees. Respondents report spending an average of 37% of last year’s budget

on labor. This is a similar story across most trades.

Hourly earnings growth in the Construction sector hit 5% in June, reaching the highest level since 2011,

according to the recent Paychex/IHS Markit Small Business Employment Watch. While that was below the

overall growth of 5.10%, construction was one of the few sectors to see a month-over-month increase in June.

Companies employ a mix of full-time, part-time and contract employees. Half or more of respondents report

no change in sta�ng level across the board over the past 12 months.

Part of that is because they are keeping the workers they have. Two-�fths of respondents have worked at their

current company between 4 to 10 years. The majority of respondents see a path to advance in their career and

company. In three years, the majority of respondents not only continue to see themselves in the restoration

industry but also with their current company.

One way to retain sta� is by providing opportunities for growth and improvement. The majority of respondents

believe it is highly important to provide quality sta� training. An average of 16% of company annual budgets

are spent on training.

Nearly half of company employees hold one or more certi�cations from the Restoration Industry Association or

Institute of Inspection, Cleaning and Restoration Certi�cation, on average. On-site �eld training and hands-on

training are top preferred training methods of technical competency.

Planned purchases for next 12 months are estimated at an average of about 3 categories of chemical/products

to be purchased and 4 categories of equipment/services to be purchased. On average respondents spent 18%

on restoration equipment, and 17% on remediation chemicals.

More than half of respondents report that their company is currently involved with, or planning to be involved

with, initiatives ensuring worker/occupational health, safety, clean technology, etc. (58%) and reducing toxic

chemical usage (54%).

CONSIDERING CATASTROPHIC RESPONSE
Restoration contractors use a lot of chemicals in their work. Overall, 85% of respondents use restoration and

remediation chemicals and solutions. The biggest categories are disinfectants, which 84% use, followed by

deodorizers, which 81% of respondents use.

Respondents believe that some of these increased costs on labor and supplies will be o�set by higher revenues.

More than two-thirds of respondents predict an increase in revenue from restoration/remediation work

compared to last year. On average, an increase of 25% is predicted.

About one-third of companies had employees travel outside of their service area for large-scale disaster

restoration projects in past 12 months. The value of sending employees to work on these types of projects is

becoming more complicated.

There are more large-loss events these days. For example, there have been more 38,000 wild�res this year that

have burned 5,571,855 acres. This is the most acres burned-to-date in the past 10 years, according to the

National Interagency Fire Center. Both numbers are well above the 10-year average of 32,286 wild�res and

3,328,244 acres burned.

However, travel costs are much higher now than they have been. Gas prices remain above $4 a gallon in many

parts of the country and airfare has seen the biggest increase in more than 30 years.

Then there are the costs incurred at the site. Equipment rental is the top service used. Eighty-eight percent of

respondents rent equipment, followed by 48% using portable storage options.

Something more contractors plan to spend money on in the next 12 months is drones. About a third of

respondents plan on making that purchase. Only about a quarter of respondents currently use drones, so this

could mark a large increase in their deployment.

QUALITY TOPS PRICE IN SPENDING DECISIONS
When it comes to any expense, quality and reliability matter. Eighty-nine percent of respondents listed that as

the most important factor in selecting which tools and equipment to buy. Availability, a bigger issue these days

than ever, came in second, with 88% ranking it a top priority. Price came in third.

On average, nearly two-�fths of restoration/remediation purchases are sourced from local distributors, followed

by about one-quarter procured from big box home centers. These stores are making an e�ort to attract more

contractor business. Last winter, Lowe’s introduced its MVPs Rewards and Partnership Program for trade

professionals. In 2020, Home Depot re-incorporated its wholesale supply arm.

Only 5% of respondents report that the business/business they work for has been sold in the last 12 months.

Among those who have not had their business sold, only one-in-ten are considering selling in 2022.

Consolidation continues to take place at a fairly brisk pace in the restoration segment, but that may change.

Higher interest rates could cool o� some investors.

One aspect of the restoration business that makes it appealing to buyers is that customers pay. On average,

nearly three-quarters of jobs are paid without dispute. More than three-in-�ve respondents state that they

re�ect their own rates on jobs rather than the rates listed in their estimating program. Respondents are able to

collect on 79% of jobs, on average. Nearly two-thirds of respondents believe policyholders are receiving the

promises made in their insurance policy.

RandRmagonline.com | September 2022

https://www.randrmagonline.com/
https://www.randrmagonline.com/
https://www.randrmagonline.com/
https://www.randrmagonline.com/
https://www.randrmagonline.com/


https://www.restorationmanager.net/


Photo credit: gguy44 / iStock / Getty Images Plus via Getty Images

HARD TIMES AHEAD:
How to “Recession-Proof”
Your Restoration Business

By Bill Giannone

It’s out there. It’s everywhere you turn. It’s on every newscast. You feel it every time you go into a store, �ll up

your tank or place an order for supplies.

Yes, things are getting tougher. The economy is changing, rapidly, right before our eyes. It doesn’t matter

whose fault it is. Blame Trump, blame Biden or blame Putin. The fact remains that we are headed into a

di�erent, more di�cult period of time for our economy. It will a�ect everyone and every business. Yes, even

your own restoration business will be impacted.

Many of you are sitting there thinking, “Wait… I thought we were in a ‘recession-proof’ industry. After all, broken

pipes and weather events don’t know anything about the economy, and insurance companies have to pay for

the losses, so we are safe.” In theory, you are not wrong. Your core business will still go on and be less impacted

than other types of business. But in practice, a recession a�ects every person and all aspects of life. You will

have to be nimble to manage your way through.

Before we lay out the “how,” let’s spend a few minutes discussing the “what” and the “why.” A recession is

generally considered a period of time when the overall size of the US economy is shrinking. This is a rare event,

given our history of capitalism and expansion. When it happens, businesses and investors start to doubt their

own actions and consumers start to rethink their expenditures. This “negative vibe” results in a loss of

con�dence in the entire system, which inevitably leads to a contraction.

Most of you have lived through recessions before and might not even realize it. Before getting into restoration

coaching about 13 years ago, I spent 28 years on Wall Street, so I lived my life with an acute knowledge of

economic realities. The way you guys look at The Weather Channel is the way I followed CNBC and The Wall

Street Journal. I was on the trading �oor on “Black Monday” in 1987, when the stock market collapsed and sent

the US economy into an instant recession. That lasted about three years. Over a decade later, the end of the

last millennium brought with it the “Dot-Com Bubble” and crash, which was a small blip on our overall growth

chart. Only a year later, September 11 brought with it a very weak economic cycle. Finally, the housing market

and �nancial crisis of 2008 shook our system to the core, and nearly took down our entire free-market

structure.

If you worked in or operated your company during any or all of those periods, congratulations — you survived!

Without even knowing it, you were able to get out of those recessions with your company and wallet intact. I’m

sure some of you experienced some pain- that is unavoidable. The good news is that you are still here, older

and wiser and determined to make it through again.

Since we are in this industry, we are somewhat shielded to the worst of the oncoming recession. I say

“somewhat,” because we are certainly not immune to negative consequences or threats. Let’s list just a few risk

factors we will have to overcome:

Rising Costs: Contrary to conventional logic, prices generally rise during the early stages of a recession.

Producers try to get more money for their products, knowing there will be a slowdown in the coming months or

years. Employees, seeing their own living costs rising, will demand higher compensation for the same level of

work.

Housing Construction Declines: When the economy weakens, the �rst place we can spot that is in the

housing market. Builders will halt new home production at the slightest sign of weakness. Their industry is

based on the speculation of growth, so they are averse to risky projects. This doesn’t directly a�ect our day-to-

day business, but it impacts us due to…

Increased Competition: When the economy su�ers, businessmen have to make survival decisions. Many

times, plumbers, renovation companies and builders will turn their companies into “restoration” companies.

Remember, we are recession-proof, right? Like it or not, this reality pressures us and dilutes our position in our

marketplace.

Homeowner Financial Struggles: Insurance companies make their pro�ts through investing your premiums in

the markets. Stock and bond prices decline during a recession, so these companies have to make up the

di�erence somewhere else. They will raise premiums and deductibles, resulting in a greater strain on your

clients. Even when you respond to a covered loss at their home, the burden they will face when paying your

invoice will be greater than even a year ago.

Knowing these facts, how can you position yourself for survival or, better yet , growth? With hard times

approaching, there is no better time than now to look deep into your business. Hard times can always be

defeated by hard work. You just have to commit to the hard work at the start so that you can manage through

the hard times. Here are a few things to think about as you work towards making your company recession-

proof:

Know Your Numbers: I’m a “Numbers Guy.” I think it is vital for an owner to know every stat about their

business. You will know so much about your e�ciency, productivity and pro�tability by studying your numbers.

Analyzing your own business should tell you where you are operating with peak e�ciency and where you

might be bleeding out. Take this time to address all issues while strengthening your core pro�t centers.

Market More: Generally speaking, residential water damage is a better core business during a recession than

mold, �re or commercial work. It is more consistent, easier to execute and more pro�table. If this is already a

strong point for you, re-double your marketing e�orts with your existing lead sources. Plumbers and insurance

agents will be getting hounded by your competitors and will need more attention from you, but they will still

call you if you stay “top-of-mind.”

The Golden Rule: We know what this means: He who has the gold makes the rules. Be smart about how you are

going to spend your money. As I said, prices will rise at the start of a recession, but as the time passes, they will

start to fall due to lack of demand. If you are a smart consumer, you can take advantage of this fact and time

your purchases accordingly. Another thing about a recession: Cash is King. Don’t be afraid to “discuss” pricing

with your vendors, especially when you’re going to make a large purchase. Supplies, equipment and vehicles

will be sitting around (unlike today’s supply chain backlog) and you can make great purchase decisions when

you hold the cards- and the cash.

Lean and Mean: Now is not the time for your ego to be running the company. If you are the type that likes to

brag about how many employees and trucks you have, maybe it’s time to rethink that inner drive. You can

come out of this downturn stronger and bigger by getting leaner and meaner right now. After you’ve done your

analysis, you should be able to identity a few areas of �u� and excess that can be trimmed. Today. If your

business picks up in a few months, there will always be the opportunity to bring on additional sta�. I know,

right now it feels impossible. But remember this: many companies in your market will not do the right thing

and will fail, causing more talent to be available to you. That is another reality in a recession.

There is no greater feeling than coming out the other side after a struggle. What makes that feeling even

sweeter is when we can not only survive, but thrive! Put in the hard work now and you will enjoy the bene�ts

on the other side.

Bill Giannone has been coaching and mentoring restoration owners for over a decade.

After a successful career on Wall Street, Bill has dedicated his life to educating and

supporting restorers with a focus on the numbers. Having spent over thirty years

coaching youth sports, Bill employs many of those same principles and passions in

building effective management teams. He is a founding owner of The CREST Network,

which provides education, support and training to scores of independent restoration

companies throughout the US.
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Consultants Are Not
the Enemy

A Second Opinion:  

By Josh Bachman

This is the one! It has been years in the making. Consistent, yet professional follow-ups — small, trial-run

projects too numerous to remember — equipment and supplier relationships made ironclad — training upon

training upon training — and it has �nally happened — we signed that large loss! Our scope is solid. The property

owner is con�dent in us and our relationship is tight. The carrier has given us the green light to start work and

our crews are en route. At 4:57 pm, the adjuster calls to let us know the consultant will be onsite tomorrow at

8:00 am and would like to walk through the project with us. Wait. What?!?

Let’s talk about what’s going on in your head right now. It probably sounds a lot like this, “I’m the industry

expert. I’ve been doing this work for over 20 years. The adjuster is out of their league. There must be coverage

issues. The consultant is probably some hack who couldn’t cut it in our industry. My bill is going to be shredded

to justify the consultant’s existence. They just don’t understand that I have margin to maintain. I’m sure I’ve

missed a few, but I probably got at least a couple of them right.”

While there might be elements of truth in some of those statements, in my experience I have not found them

to ring true as often as we may think.

Let’s see if we can understand some of the reasons behind the decision to engage a consultant and, more

importantly, why that may not be as bad as we �rst feared.

Let’s check in on our emotions and resist the temptation to freak out. A contractor who leads with emotion at

the �rst sign of a third party assigned to a loss lays all their cards out on the table before the game really

begins. In business, as in life, it is best to let the game play out before giving away our position.

EASIER TO PLAY THE GAME
In my opinion, a consultant brought in at the beginning of a project can be a good thing for the contractor.

How, you ask? I have found that it is easier to play the game when we know the rules from the start.

Are we going to bill this project by line item or should we prepare a time and material billing package? We plan

to bill our equipment on a weekly rate, but would they prefer to see it another way? We will be charging a 5%

mobilization fee on the total billing, are there any issues with approval for that? The questions can go on and

on but think how much better to have answers up front, before we spend a full day compiling our billing only

to be made aware of another thought process or unsaid expectation.

Solidi�ed agreement at the beginning of a project will lead to smoother conversation with the party paying our

bill. In turn, this leads to quicker settlement of the claim and then, ultimately, faster payment.

Next, I suggest stepping back and taking a few moments to consider why the carrier would feel the need to

bring a third party to the claim. Perhaps the adjuster doesn’t have the requisite expertise to properly determine

scope and pricing on a complex loss. Is it reasonable to ask an adjuster to be an expert at policy language and

coverage determinations, then to also ask that they be a consummate restorer? If we look back at the years

and the training we went through to assemble our breadth of knowledge, we can’t expect that the adjusting

party on the claim has the same depth of experience.

TRUST IS A TRICKY, TWO-WAY STREET
The assignment of a consultant to the project can be viewed as an admission that the adjuster needs help on a

complex loss. I agree that it would be the best of both worlds if they could take us at our word and allow us to

work the claim as we see �t, but trust is a tricky, two-way street.

Let’s be honest here, we all know a contractor who has taken advantage of a situation, adding an hour or two

or billing for a 5000 CFM unit when a 3000 CFM one would have su�ced. The adjuster on the other side of this

claim may have just had a bad experience and their distrust may be less personal than we are making it out to

be. The lack of trust may also stem from a recent settlement and now we are left to rebuild what someone else

tore down.

Once we have reached agreement, our course is set, and our emotions are in check, the next priority is to get it

all in writing. Or stated another way — document, document, document. Keep that receipt, save the daily

production notes, take the 100th picture of the source of loss. I know that to many of us this seems elementary,

but all too often when pressed for proof or reasoning in the �nal settlement of the claim, our documentation is

found lacking.

The better and more transparent the documentation of a claim, the better the decisions we make as restorers

can stand on their own. This not only holds true for our own internal correspondence and tracking but also for

the conversations we have with the claim stakeholders.

Our verbal conversations should be followed up with a quick email. It’s likely that the consultant or adjuster will

not respond or reciprocate, but the information is there and public. Written communication is good for all

parties involved with a claim. It allows for the summarization of the claim’s activities and agreements made.

This communication should also be shared with and involve our mutual client, the insured. This allows them to

be in the loop as to the progress of the claim and alert should any questions or delays come up. If we begin this

type of communication from the beginning of the claim, then it won’t seem like we involve the client only

when things get weird or when we encounter some type of disagreement.

Communication that is clear, consistent, and concise is the easiest method to build trust with the policy holder

and make an advocate of them, rather than an adversary. A customer who is an advocate will go out of their

way to work with us on the claim, sign our required paperwork, and help us to get paid. All too often I see us cut

out the client and leave them in the dark on the negotiations we are having behind the scenes on their behalf.

Ultimately, it is the policy holder who signed our paperwork, so our obligation and standard of care lies

primarily with them as the party paying the premium.

In truth, the consultant has no legal standing in the claims settlement and can only provide recommendations

to the carrier. But I have found that having that type of thinking as our go-to strategy leads to an us-versus-

them mentality. I would rather our documentation and communication tell the same story to everyone

involved.

Remember that saying our moms used to have about sticks and stones? In truth, I’ve found that sometimes

words can really hurt. I understand there are times in our business relationships where conversations get

heated and both parties cross the line. But I would suggest that in our claims negotiations, we �nd ways to play

nice in the sandbox. We should stay professional, no matter what comes our way.

We are going to run across the consultant who wants to prove their worth and only knows how to do so by

tearing others down. We must rise above the temptation to enter into that type of negotiation. We should state

our position, clearly, and let our documentation be our defense. Our client, our co-workers and even the person

staring back at us in the mirror will thank us for maintaining a level head through this type of conversation. We

do not need to lower ourselves and reduce our professionalism just because the other party takes that

approach.

Then there’s this. What about when the carrier brings in a consultant at the end of the project? Nothing is more

unsettling than someone being thrown into our claim having not been involved from the get-go. It means we

must retell the entire story, explain the decisions we made along the way, and feel second guessed by

someone who didn’t even have the opportunity to see the work site before or during the process.

If we begin to feel ourselves getting wound up, let’s �ip the perspective and imagine being in their shoes. I’m

con�dent the process is no kinder from the consultant’s point of view. There is a theme here, but we mustn’t

allow our emotions to get the best of us. We need to stick with allowing our clear and thorough documentation

to tell the story.

All in all, even though working alongside a consultant can at times bring out negative thoughts and emotions, I

don’t think it needs to be that way. Instead, we should do the work on our end to know the game we’re playing;

understand why the consultant is onsite in the �rst place; document, document (did I mention to document?);

keep the customer as our advocate; and keep our emotions in check. If we perform each job consistently and

professionally, it will allow us to change our outlook on the involvement of a consultant and reduce the fear of a

second opinion.

Josh Bachman is a business development advisor for Violand Management Associates

(VMA), a highly respected consulting company in the restoration and cleaning

industries. Bachman is a seasoned veteran of restoration, with a background in

operations, estimating and project management. His analytical approach and “meet you

where you are” coaching style helps his clients create highly functioning teams to

achieve sustained growth on their terms. To reach him, visit Violand.com or call (800)

360-3513.
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An Alpha Marketer
Why You Should Be

By Dick Wagner

The easy and simple answer to “why you should be an Alpha marketer” is that it puts you in control of the

interaction with your client or prospect.  When you take the subordinate (beta) position it means the prospect

controls the situation and narrative — putting you at their mercy.

Easily, the prospect can stall you, ignore you, or outright dismiss you. That will never get you the attention and

ultimately the relationships that you need. The better you are at keeping someone’s attention, the more likely

that person will accept your idea or pitch.

Unless your idea is presented in a way that the simple brain (the �ght-or �ight region) is interested, the idea

and you are going to be ignored. When it’s too complicated, they will rule it out because they don’t want to

think too hard. When you are presenting your idea from a more developed brain (neocortex) to someone who

naturally hears your message from the simple brain (it’s often referred to as the crocodile brain), you lose.

So many marketers (or salespeople) try to succeed by fast talking, spinning it to the marketer’s advantage, or

some other ine�ective and annoying strategy that rarely works. Plus, it makes you seem desperate and needy.

This is one of the big reasons why I encourage marketers to do their homework or research on the prospect �rst,

before they get in front of them. By doing research and understanding the clients’ wants and needs, you gain

the upper hand and can appeal to their emotions better than just spewing your self-serving pitch. You can’t be

very successful if you don’t know what you are up against.

One great way to establish the Alpha position is to let them know you only have 10 minutes to talk with them.

When you set the time frame for the meeting, they will be less likely to try to hurry you up, and more willing to

share their concerns with you. It also shows them you are not needy or desperate. It simply tells that that you

are important and have another client to talk with in  a few minutes and when they sense that you are

important, they’ll believe you have value, and they will respond in a more positive way.

Nobody schedules a meeting to listen to you tell them something they already know, so you better have a

compelling message that motivates them to want to do business with you. You can’t be logical, cold and

analytical at the same time you are trying to warmly engage them. Nobody’s brain is capable of that.

Another great way we found that works wonders is when they know of you, and know what you o�er, and

maybe even referred you in the past. Ask them why they haven’t referred you recently and then ask them if

they want to be removed from the list. None of us want to be taken o� a list (unless it’s a telemarketer list).

It's weird, but our business culture is obsessed with never taking no for an answer. In today’s society, you can’t

brow beat your prospect into submission — it is not going to happen.  Whenever we chase someone or value

someone more than ourselves, we are assuming the subordinate position and we are then at a disadvantage.

There is a part of all of us that will chase that which moves away from us, and we want what we can’t have. We

even place signi�cant value on things that are di�cult to get. The perfect example is about a year ago when

toilet paper was scarce. We bought it and hoarded it and it became something of great value.

Some of you will remember the ABC’s of sales — Always Be Closing — popular in the 1980s. I believe today it

should be ABL — Always Be Leaving. Don’t hang around for 30, 40 or 60 minutes. It tells the prospect that you

aren’t very important, that you don’t really have anything of value, and it puts you in the lesser role.

When you hold a high social status, even just during the meeting, you will convey power, urgency and value.

The Alpha always enjoys much of the attention and control in social situations, so don’t accept them telling

you that you have to wait, sometimes for a long time. Your time is important, and they need to understand you

aren’t so desperate that you’ll wait while they make you a beta or subordinate.

In a nutshell, when we limit our time, convey a level or exclusivity or selectiveness, and present some intrigue,

they’ll be much more inclined to want you. You become the magnet, drawing them in. You need to be an Alpha

marketer.

Dick Wagner is cofounder of The CREST Network, LLC, a Commercial & Residential

Education Support and Training coaching company. He is also president of the SCRT

and a Florida Guardian ad Litem, advocating for foster children.
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Kitchen Fire
Teaches Restorer Lesson
about Addressing
Client’s Needs

By Charlie Horn

Charlie Horn took over Charlie Horn earlier this year from his father, Bill Horn, who founded the �rm in 1980.

Charlie Horn has some some personal experience in dealing with the aftermath of �re damage at a home and he

shared that with our magazine.

R&R:  What is the history of your �rm?

Horn: My father founded the Louisville Paul Davis location in 1980. I was born in ‘79, so Paul Davis has been in

my life since birth essentially. We are located in downtown Louisville with approximately 40 full time

employees. I held many roles within Paul Davis before taking over as President in 2017.

Photo credit: Charlie Horn

R&R:  What happened with the kitchen �re?

Horn: The �re started on the stove of our home, like so many that we see every day. It was a grease �re that

started when hot oil ignited while cooking homemade wontons. By the time I got to the kitchen, the house was

starting to �ll with black smoke, enough that I had to duck while I made way to the stove. Knowing what the

�re department was coming to do in the home to keep the �re from spreading, my only thought once everyone

was out and accounted for was “I have to get that pan out of there some way to prevent further damage”.

The �re had already started to communicate to the cabinets above and the other appliances in the kitchen.

Running into the kitchen, I grabbed the engulfed pot and made my way to the door leading outside. Flames

were a few feet high coming o� the burning grease at that point.

As I walked quickly while holding the pan, �ames overcame my right hand completely. Once I got outside, I

quickly threw the pan into the yard. The cold air and increased oxygen caused the �ames to ignite even more,

�ashing over me. My �rst thought was to drop and roll, then quickly realized I wasn’t on �re.

To make matters worse, my wife thought I was still inside. I went out the back door, she planned on me coming

out the front. Typical lack of/miscommunication during a crisis. She panicked and started to go back in when

the �re department showed up and kept her outside. I was still in the back assessing the damage to my right

hand, which was “melted together”. The house is now repaired and a good portion of the skin on my right hand

was grafted with skin from my leg. The damage could have been much worse…everyone was safe. The lessons

in life and in our business are still very strong and real, used daily.

R&R:  What did you learn from that helps you when working with clients?

Horn: As I was being driven away in the ambulance, my wife caring for our children and looking for our two

dogs and a cat, I said to myself “We are doing this wrong." We can so quickly lose sight of the human element

after a disaster. Our main goal is to reduce stress, not add to it.

Those that have been in the industry for so long can get caught up in the “job” aspect, property owners are left

with many emotions, questions, desires, and a need for healing. The trauma is real, whether it’s a small �re,

water claim, etc. I understand the need to healing now. Those that have not been through that can only “learn”

about it. To live it, brings an entire new perspective and a tremendous or need to serve.

We have hired a production coordinator that specializes in healing and walking through the loss process with

property owners. Her role is designed to be our “consumer advocate” and care specialist. She communicates

with those who have su�ered a loss in a way we never have. Going through the process of living through a �re,

it was extremely important to me to hire this individual. It’s one of the best hires and business decisions I’ve

made.

R&R:  What are some of the biggest challenges of �re restoration?

Horn: Having true empathy and making sure the property owner knows you care and are there to serve them

in their time of need. It's not a job, it's an experience that we have an opportunity to play a major role in. We

have a responsibility to that person in need to deliver an exceptional experience during a traumatic time.

R&R:  What are some of the best practices?

Horn: Constant communication from Paul Davis with a representative other than the estimator or project

manager that is working the claim. Our coordinator is the customer liaison between estimator and PM.

Listen to the property owner as if they are family. That’s easy to say, not always easy to do.

Make the process easy on a person in need, not harder.

Ask property owners how they feel…how are you feeling about the process before, during and after.

Celebrate milestones along the way. Support their needs.

For more than 55 years, Paul Davis Restoration has restored residential and commercial properties damaged by

�re, water, mold, storms, and disasters. Paul Davis is a one-stop shop for disaster damage and restoration and is

approaching 350 franchises in the United States and Canada.
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Job Hazard Analysis –
The Proactive Method for Safety Management

By Barry Rice

The Job Hazard Analysis, or JHA, is a form that identi�es tasks associated with a job, the hazards of those

tasks, and the controls to eliminate or minimize those hazards. It has many other names — Job Safety Analysis,

Site Safety Analysis, and Hazard Analysis to name a few. They all accomplish the same thing, which is to

mitigate hazards and prevent injuries.

I know what you are thinking, “Another form to complete, just what I need.” Hear me out on this one. I have

seen it work well at minimizing hazards and greatly increasing awareness.

Job Hazard Analysis = Hazard Mitigation and Injury Prevention

IS A JHA MANDATORY?
OSHA requires employers to provide a workplace free from recognized hazards. They also provide guidance on

completing a hazard assessment and selection of PPE. (A JHA can accomplish these requirements, so basically,

yes, OSHA requires a JHA. To further support that, my personal experience is that anytime OSHA shows up for

a jobsite investigation, the inspectors have consistently asked for the JHA.

I wouldn’t recommend viewing this requirement as just another form that slows down a job and doesn’t

contribute value. View it as a proactive preventative measure. Think about the rami�cations of an injury —

injury impact to the employee, a worker’s comp claim, time away from work, �nding a person to �ll in, impact

to the client if OSHA investigates, etc. The time taken to complete a JHA and explain it to site workers

suddenly appears well worth it.

Finally, I get asked many times a year if a JHA needs created for every job. My response is that there is only one

way to account for the variety of hazards at each jobsite; that is to create a JHA for each job.

THE JHA DOCUMENT
An online search will reveal many JHA templates. I can’t say that one is any better than the other. Go back to

the basics and assure you have columns for the “Task”. “Hazards”, and “Controls”, as well as section for

identifying PPE and a worker’s signature. Simpler can be better for most restoration work.

I recommend considering how your restoration �rm could utilize electronic forms for completion and signing

JHA’s on the jobsite via a laptop, tablet, or phone (this could speed up the process, as well).

Noteworthy in the world of JHA forms is the Site Safety Assessment Guide and Form located at

www.ssaform.com. This was developed by a group of Canadian �re and �ood restoration professionals and is

geared speci�cally for the Restoration Industry. There is a comprehensive explanation and instructions on the

webpage.

THE BASIC JHA PROCESS
The JHA process starts prior to work beginning. Typically a supervisor, project manager, or safety manager

discusses the job steps with someone most familiar with work to be done. The job is broken down into basic

steps. For instance, for a simple water extraction and drying job, the tasks could be:

Mobilize equipment to job and setup in building

Move furniture or other items

Remove wet carpet or other materials

Extract water

Remove baseboards and prepare for drying

Cut and remove wet drywall

Install containment, if necessary

Apply necessary chemicals, anti-microbials, etc.

Setup fans, dehumidi�ers, etc. to begin drying process

Demobilize equipment

The speci�c order of the tasks can obviously be adjusted for your speci�c process.

Next, identify the hazards for each task. Some examples would be:

Mobilize equipment/Move items - Strains and sprains

Setting up equipment - Trip hazards

Removing carpet/Removing drywall – Hand pinch and cut hazards

Cutting drywall – Disturbance of asbestos containing materials

Chemical application - skin or eye contact

Now you will Identify how to eliminate or minimize each hazard; for instance:

Strains and sprains – Lift with legs, not back. Use the buddy system or cart/dolly

Trips – Tape down cords and position alongside walls

Pinch/Cuts – Wear cut-resistant gloves. Cut away from your body.

Skin/Eye contact – Follow SDS; wear gloves, safety glasses, etc.

I recommend keeping the tasks relatively simple and broad-scoped. My experience is that most jobs will have

10 or less tasks. Certainly, there are complex jobs that could have more tasks. However, a four-page JHA

probably has less chance of being read and followed than a JHA that is more condensed. Additionally, for those

complex jobs, don’t be afraid of creating separate JHA’s for di�erent phases of the job – for example, extraction

& drying, demolition, and rebuild.

Consider the Hierarchy of Controls as you evaluate your hazards and how you will control them; always try to

utilize elimination, substitution, or control of the hazards before putting workers in PPE.

Here is the hierarchy triangle:

Finally, review the JHA with site workers and have them sign it.

Sometimes in the restoration world, we get caught up in the urgency of the situation and lose focus on other

aspects of the work. That can result in forgotten tools, having the wrong equipment, and not tracking labor

hours or equipment operating hours. Any of those missteps can negatively impact a job. However, forgetting to

identify and control hazards can result in employee injuries that not only impact a job, but negatively a�ect

their health, their families, and even the restoration business. As the old saying goes: “An ounce of prevention is

worth a pound of cure”. Take 5 or 10 minutes prior to the start of jobs and complete a JHA for your restoration

work.

Reference:

1. General Duty Clause, Section 5(a)(1) of the Occupational Safety and Health Act of 1970.

2. 1910 Subpart I, Appendix B.

3. CDC/NIOSH Hierarchy of Controls: https://www.cdc.gov/niosh/topics/hierarchy/default.html

Barry Rice is a Certi�ed Safety Professional (CSP) with over 20 years of experience. He is

the Environmental, Health, and Safety (EHS) Director for Signal Restoration Service’s

family of companies that includes Signal,  PuroClean, and others. Mr. Rice has supported

EHS efforts in various industries, including environmental restoration, heavy industrial

manufacturing, mechanical �eld service, automotive and aircraft manufacturing

support, residential and commercial construction, and disaster restoration. If you have

questions or would like to speak to Barry, he can be reached at 248-878-5662 or

barrynrice@gmail.com.
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Revive Your
Restoration

Business Website

6 Prompts to

By Madeline Miller

Finding inspiration for business website blog topics is often di�cult. Writer's block, and an overall struggle to

develop new ideas, are common occurrence for business writers.

This is especially true for restoration businesses that want to talk about and share advice on their niche. While

the restoration industry is a treasure trove of knowledge, inspiration, and community, publishing all of this in a

blog can be challenging, because there is so much to talk about.

And sometimes, relying on the same tricks and prompts causes disinterest in both customers and clients. In

fact, customers and potential clients will be coming to your blog for advice on repairing a space after taking on

any form of damage. Therefore, it’s important to establish your blog as an authority when it comes to

restoration.

Reviving your business blog can require lots of planning and work. So, if you are experiencing writer's block,

researching prompts can be useful for contractor blogging purposes. Here are seven restoration blog prompts

that can help you revive your contractor business website:

1.  FAQ Blog Posts
Instead of only having an FAQ page, you can also write blogs on frequently asked questions. With more

resources, clients can get more questions answered in a reasonable timeframe. Contractors are important

�gures that citizens depend on when it comes to property concerns.

2.  Local Events
Events happening in your community are relevant to your clients. Construction, parades, and other disruptions

can impact project completion by causing delays. Writing blogs about community updates can erase the stress

clients may have by making them aware of situations to expect.

3.  Completed Projects
Showcasing completed projects is a sure-�re way to impress potential clients. One intention you should have

when working on reviving your contractor website is �nding ways to draw in new customers. Ask permission

from past clients to use photos of their property to advertise on your website. You can then write blogs on

recent projects to add to your website's archive. This blog prompt is bene�cial both marketing wise and

website wise. Completed projects are a wonderful way to enhance your contractor business website.

4.  Natural Disaster Protocols
In the event of natural disasters, client property and property construction are at risk. Tornadoes, rain storms,

and other natural disasters can impact contracting work. In a natural disaster protocol blog, you can discuss

what to do during certain events. Using this prompt will allow you to provide clients with important safety

information. Flooding is a big problem in many places. After huge storms, �ooding is likely to occur.

5.  Water Damage
Blogs on how to handle water damage can help property owners in need. Water damage is one of the biggest

concerns of clients. This prompt is a great way to show new visitors your expertise.

6.  Caring For a Property
This is probably the most e�ective prompt on the list. Not many people know how to properly care for their

homes. Property care is an important responsibility that homeowners must maintain. Home owners need to

know how to keep their property in perfect shape so that it doesn’t decrease in value. Regular home

inspections, renovations, cleaning, and replacing things are all examples of property maintenance. Writing a

blog on property caring tips will interest clients and customers in your company; this is due to trusting your

team based on knowledge and professionalism.

These six blog topics are perfect for reviving your restoration contractor business website. When you market

your contracting business online with these relevant topics, things will go more smoothly.

Happy blogging!

Writer Madeline Miller works at Assignment Writing Services and Urgent Assignment

Help. Madeline writes about property restoration and blogs at Best essay writing

services.
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FirstService Execs
Report Solid Second Quarter Despite

Tough Comparison

By Ted Craig

FirstService Corp, the parent company of Paul Davis and First Onsite, recently reported its second-quarter

results and shared an insight into how the overall restoration market is performing.

Overall, the company revenue from its restoration services declined in the second quarter. However, that was a

very tough comparison due to one very large weather event — the Great Texas Freeze of 2021. Adjusted organic

growth for FirstService’s restoration business grew by 10% in the quarter.

“We are pleased with the way the second quarter worked out for us, especially our organic growth,” said

FirstService CEO Scott Patterson.

The mild weather seen in many parts of the country in the �rst half of the years means fewer big-ticket jobs

for Paul Davis and First Onsite. Usually, the third-quarter provides the most weather-related work. This is

especially true as the Atlantic hurricane season gets into full swing.

NOAA recently released its mid-season update for hurricane forecasts. The agency’s forecasters have slightly

decreased the likelihood of an above-normal Atlantic hurricane season to 60% (lowered from the May outlook,

which predicted a 65% chance). The likelihood of near-normal activity has risen to 30% and the chances remain

at 10% for a below-normal season.

The increased business from last year’s extreme weather event still provides a long-term �nancial boost to the

company, said Jeremy Rakusin, FirstService’s chief �nancial o�cer.

“That event generated both high-margin mitigation jobs and an incremental $50 million in revenue that drove

operating leverage,” Rakusin said.

FirstService executives used that extra income to invest in the company, including 10 acquisitions. Patterson

said he plans for more growth, including more acquisitions, with the goal of becoming a $2 billion company.

Rakusin said executives are in discussions with several candidates for purchase.

While FirstService has yet to make a deal this year, the company has the cash and �nancing available to move

when the right situation arises, Rakusin said. Competition for acquisitions remains robust, Patterson said,

including from private equity �rms.

The environment remains positive for mergers and acquisitions even after recent rate hikes from the Federal

Reserve. Financing remains relatively inexpensive and many ageing business owners continue to seek a way to

get out of their companies.

Rakusin said a goal of future acquisitions is to improve the company’s ability to win more national accounts.

That's a goal for most acquiring companies. A pair of recent examples of larger restoration companies buying

family-owned �rms to expand their reach are ATI Restoration LLC buying All County Remediation and BluSky

Restoration Contractors LLC merging with Pro-Care Disaster Restoration Services.

A challenge in making more acquisitions is that sellers set their prices based on 2021 results, Patterson said. As

FirstService’s second quarter results show, this often proves unrealistic.  He said a further slowing on the

economy could actually help FirstService when it comes to buying others.

“There will probably be more opportunities across the board for us in a recessionary environment,” Patterson

said.

Adding companies to the FirstService portfolio is probably easier than adding employees. Patterson said hiring

remains a major challenge and the company cannot increase prices enough to cover higher wages.

Every type of contractor is �ghting for employees there days. The construction unemployment rate remains

below the overall rate, with the industry adding 32,000 jobs on net in July, according to the Associated

Builders and Contractors. However, the number of construction job opening decrease by 71,000 month-over-

month in July.
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Models Provide Forecasts
for Major Disaster Events

Major weather events drive a lot of business for restoration contractors. Being able to better plan for these

events can help contractors run their restoration businesses more e�ciently. A pair of tools are designed to

forecast natural disasters, which can help in this area.

NOAA recently completed a comprehensive update to its Billion Dollar Disasters mapping tool. The tool now

includes U.S. census tract data, providing many users with local community-level awareness of hazard risk,

exposure and vulnerability across more than 100 combinations of weather and climate hazards.

The enhanced interactive maps from NOAA’s National Centers for Environmental Information (NCEI) cover all

50 states and the District of Columbia, and provide data for over 72,000 U.S. census tracts, which are small

subdivisions of counties that average about 4,000 inhabitants. Users can now visualize a community’s

combined physical exposure, socioeconomic vulnerability and markers of resilience to natural hazards on a �ner

scale than ever before.

The census tract data builds on county-level data added to the mapping tool last year. The weather and

climate hazards displayed through the tool include severe storms and tornadoes; drought events and heat

waves; hurricanes and tropical storms; wild�res; river-basin and urban �ooding; and winter storms, freeze

events and cold waves.

First Street Foundation released the First Street Foundation Wild�re Model. This nationwide model provides

wild�re risk projections for speci�c properties in the contiguous United States. It o�ers analysis of the risk

individual properties face from damaging wild�res today, and up to 30 years in the future as a result of climate

changes.

Nationwide, the report �nds nearly 20 million properties face “Moderate” risk, (up to a 6% chance of

experiencing a wild�re over 30 years); 6 million properties face “Major” risk (up to 14% risk over 30 years); nearly

3 million face “Severe” risk (up to 26% over 30 years); and approximately 1.5 million face “Extreme” risk (greater

than 26% risk over 30 years). Over 49 million properties face less than 1% chance of experiencing a wild�re over

a 30-year period, or “Minor” risk in the model.

Wild�re has become one of the most common and dangerous climate perils, increasingly spreading from

heavily forested areas to more populous urban and suburban environments. According to NOAA, damage

associated with wild�res has grown substantially, with $81.7 billion, or 66% of all direct losses since 1980,

occurring in the last �ve years.

First Street Foundation will make this critical wild�re risk information available to users for free through Risk

Factor, where Fire Factor data will be presented alongside Flood Factor and other future threats. Like Flood

Factor, Fire Factor data will be integrated into Realtor.com

“The lack of a property speci�c, climate adjusted wild�re risk for individual properties has severely hindered

everyone from the federal government to your average American,” said Matthew Eby, founder and executive

director of First Street Foundation. “As a changing climate drives more frequent and severe wild�re events, Fire

Factor will prove critical in ensuring everyone has the insights they need to understand their personal risk to

avoid and protect against the devastating impact of a wild�re.”

Building the model brought together top climate and data scientists, technologists, and modelers from other

leading organizations; the Spatial Informatics Group, Reax Engineering, and Eagle Rock Analytics who are

members of the Pyregrence Consortium as well as the USGS, and architectural design & engineering

consulting group Arup.  This group combined decades of peer reviewed research and expertise in next-

generation modeling techniques to create an open source, freely available wild�re model that accounts for

current and future climate conditions.
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News

IICRC Updates

Photo from IICRC video

Online Retests: Watch the Retest Guide to set up your online retest in a few steps. Don’t miss the opportunity

to obtain your IICRC Certi�cation! Learn more at iicrc.org/retest.

Mold Stories: Did you know climate change has impacted the mold problem across the globe? Visit

MoldUncovered.org/blog to read real stories from people a�ected by mold.

Instructors Wanted: Do you enjoy sharing stories from the �eld? Are you interested in giving back to the

industry? Do you want to mentor new generations of professionals and impact thousands of consumers? Make

becoming an IICRC Approved Instructor the next goal of your career! Learn what you need with this short

video and start tracking your progress.

Women in the Industry: Thank you to the leading women that participated in this year’s recognition and that

have dedicated their careers to our industries.

Women in Restoration

Women in Cleaning

Women in Inspection

Stay tuned if you wish to be featured in the 2023 edition!
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Premium Listings
Below are the premium listings from our

Buyers Guide.
For a complete list of companies and products, go to

www.randrmagonline.com/buyersguide
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Premium Listings

Alliance Environmental Group
777 N. Georgia Ave.

Azusa, CA 91702

(877) 467-0155

info@alliance-enviro.com

www.alliance-enviro.com

Back

**To see all product photos, downloads, and more!**

Click Here

Alliance Environmental has 14 locations across California, Nevada and Arizona. For over 25 years, the company

has completed over 200,000 abatement jobs in Asbestos Removal, Mold Remediation, Lead Paint Removal,

Demolition, Structural Pasteurization, Bed Bug and Drywood Termite Removal, Attic Insulation, Trauma

Cleanup, Covid-19 Disinfection and Indoor Air Quality.

**Product Categories**

Abatement/Remediation

SUPPLIERS

Water Damage Removal/Repair

mailto:info@alliance-enviro.com?Subject=Request%20from%20your%20R&R%20directory%20listing
https://www.alliance-enviro.com/
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Premium Listings

Bioesque Solutions
2091 N.E. 36th St., No. 50548

Lighthouse Pt., FL 33074

(800) 921-4634

matt.williams@bioesquesolutions.com

https://www.bioesquesolutions.com

Back

**To see all product photos, downloads, and more!**

Click Here

Bioesque® Solutions is a pioneer in the development and distribution of naturally occurring, botanically based

disinfectant and cleaning products. Bioesque® Solutions specializes in bringing the bene�ts of nature to

address the demanding and ever-changing needs of commercial customers across various industries, including,

health care, food service, janitorial and restoration.

**Product Categories**

Chemicals (General), Cleaners

Chemicals (General), Disinfectants

Chemicals (General), Sporicides/Sanitizers

mailto:matt.williams@bioesquesolutions.com?Subject=Request%20from%20your%20R&R%20directory%20listing
https://www.bioesquesolutions.com/
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Premium Listings

Aramsco
1480 Grandview Ave.

Paulsboro, NJ 08066

(800) 767-6933

customer.service@aramsco.com

https://www.aramsco.com

Back

**To see all product photos, downloads, and more!**

Click Here

Aramsco is a national distributor providing Restoration, Concrete Surface Preparation, Abatement, Safety,

Professional Cleaning products and Janitorial & Sanitation solutions.  With the largest US footprint in the

industry, we are the strongest team in the business.

**Product Categories**

Absorbents

Air Conditioners/Portable Cooling Equipment

Air Movers

Air Scrubbers

Area Containment/Wall Barriers

Blasting Equipment, Other

Blasting Media, Other

Boroscopes

Carpet

Carpet And Resilient Repair Tools

Carpet Cleaning Chemicals, Dry Absorbent Compound

Carpet Cleaning Chemicals, Dry Solvent/Water

Carpet Cleaning Chemicals, Encapsulating

Carpet Cleaning Chemicals, Fiber Rinse

Carpet Cleaning Chemicals, Prespray/Tra�c Lane Cleaners

Carpet Cleaning Chemicals, Rotary Foam

Carpet Cleaning Chemicals, Shampoo

Carpet Cleaning Chemicals, Spot & Stain Removers

Carpet Cleaning Equipment, Supplies & Accessories

Carpet Cleaning EquipmentAnd Tools, Bonnet

Carpet Cleaning EquipmentAnd Tools, Bonnets

Carpet Cleaning EquipmentAnd Tools, Brushes (Carpet)

Carpet Cleaning EquipmentAnd Tools, Dryers/Air Movers

Carpet Cleaning EquipmentAnd Tools, Dyes & Dye Equipment

Carpet Cleaning EquipmentAnd Tools, Floor Protection Runners

Carpet Cleaning EquipmentAnd Tools, Groomers & Rakes

Carpet Cleaning EquipmentAnd Tools, Hose Reels

Carpet Cleaning EquipmentAnd Tools, Hoses

Carpet Cleaning EquipmentAnd Tools, Orbital Oscillating

Carpet Cleaning EquipmentAnd Tools, Oriental Rug Cleaning Equipment

Carpet Cleaning EquipmentAnd Tools, Pads

Carpet Cleaning EquipmentAnd Tools, Pet Odor Decontaminants

Carpet Cleaning EquipmentAnd Tools, Pile Lifters

Carpet Cleaning EquipmentAnd Tools, Portable Spotters

Carpet Cleaning EquipmentAnd Tools, Pumps

Carpet Cleaning EquipmentAnd Tools, Quick Disconnect Couplings

Carpet Cleaning EquipmentAnd Tools, Rotary Extraction Tools

Carpet Cleaning EquipmentAnd Tools, Self-Contained PortableAutomatic

Carpet Cleaning EquipmentAnd Tools, Shampoo Tanks

Carpet Cleaning EquipmentAnd Tools, Stair Tools

Carpet Cleaning EquipmentAnd Tools, Steam Extractors (Portable)

Carpet Cleaning EquipmentAnd Tools, Truckmounts

Carpet Cleaning EquipmentAnd Tools, Wands

Carpet Color RestorationAnd Dyes

Carpet Seam Tape

Ceiling Cleaning ChemicalsAnd Equipment

Ceiling Cleaning Equipment/Accessories

Ceramic/Tile Grout Cleaning ChemicalsAnd Equipment

Chemicals (General), Adhesive/Mastic Removal

Chemicals (General), Antimicrobial/Biocides

Chemicals (General), Asbestos Containment/Encapsulant

Chemicals (General), Carpet Cleaning/Spot Removal

Chemicals (General), Cleaners

Chemicals (General), Degreasers

Chemicals (General), Disinfectants

Chemicals (General), Flame Retardants

Chemicals (General), Fungicides

Chemicals (General), Mildew Stain Removers

Chemicals (General), Mildicides

Chemicals (General), Paint Removers

Chemicals (General), Quaternary Cleaners

Chemicals (General), Rust Removers

Chemicals (General), Smoke/Soot Removal

Chemicals (General), Sporicides/Sanitizers

Chemicals (General), Stainless Steel Cleaners

Chemicals (General), Waterproo�ng

Deodorization, Chemicals

Deodorization, Equipment

Deodorization, Hydroxyl Generators

Deodorization, Ozone Generators

Disinfectants

Drying & Dehumidi�cation Equipment, High Heat Drying - Portable

Drying & Dehumidi�cation Equipment, High Heat Drying - Trailer Mounted

Drying & Dehumidi�cation Equipment, LGR

Drying & Dehumidi�cation Equipment, Large Desiccant

Drying & Dehumidi�cation Equipment, Small Desiccant

Duct Cleaning, Chemicals (duct liners & sealants)

Duct Cleaning, Equipment

Dust Barrier/Containment Systems

Dust Control/Air Filtration Systems

Electrical & Lighting Equipment

Equipment Rental Firms

Filters/Strainers

Fire/Smoke Damage Repair Equipment & Chemicals

Flood/Water Extraction Equipment

Floor CareAccessory Products

Floor Protection Pads/Discs

Foggers

Fumgicides

Furniture &Appliance Glides & Movers

Gra�ti Removers

Gum Removers, Chemicals

Gum Removers, Tools

HEPA Equipment

Hand Protection

Handling/Lifting/Moving Equipment

Hard Floor Maintenance Chemicals, Cleaners, Neutral

Hard Floor Maintenance Chemicals, Cleaners, Quaternary

Hard Floor Maintenance Chemicals, Cleaners,All Purpose

Hard Floor Maintenance Chemicals, Finishes

Hard Floor Maintenance Chemicals, Sealers

Hard Floor Maintenance Chemicals, Slip Resistant Chemicals

Hard Floor Maintenance Chemicals, Strippers

Hardwood Floor Water Restoration Equipment

Heat Exchangers

Heaters

Hepa Filtration, Hepa Equipment

Hepa Filtration, Hepa Filters

Hoses

Humidity Meters

Humidity MetersAnd Data loggers

Infectious Waste Cleanup Kits

Infrared /Thermographic Cameras

Installation Tools,Accessories &Adhesives

Jamitorial Products

Knee Pads/Protectors

Leather Cleaning Chemicals

Loading Ramps

Machine Servicing & Repair

Marble/Stone Cleaning & Restoration, Chemicals

Marble/Stone Cleaning & Restoration, Equipment

Masonry Restoration

Mats

Mats & Runners

Micro�ber (Towels, Bonnets)

Moisture Detectors/Meters

Moisture Meters

Mold Remediation Chemicals, Coatings

Mold Remediation Chemicals, Moldicides

Mold Remediation Chemicals, Preventative Treatments

Mold Remediation Chemicals, Sealers

Mold Remediation Chemicals, Storage Containers

Mold Remediation Tools & Accessories

Mold Stain Removers

Mold Test Kits

Mops

Nailers/Tackers

Pads

Paint Strippers

Paint/Primers

Poly Sheeting

Portable Storage Containers

Pressure Washer Equipment/Accessories

Pumps

Remote Monitoring Equipment

Rug Cleaning Equipment, Centrifugal Equipment

Rug Cleaning Equipment, Dusting Equipment

Rug Cleaning Equipment, Rug Cleaning Equipment - Other

Rug Cleaning Equipment, Wash Pits

Rug Cleaning Services-Nationwide

Rug Underlays

Rug/Carpet Carvers

Safety Equipment/Accessories, Con�ned Space Ventilation

Safety Equipment/Accessories, Supplied Air Systems

Safety Gear/PPE, Protective Clothing (Tyvek)

Safety Gear/PPE, Protective Eyewear

Safety Gear/PPE, Protective Footwear

Safety Gear/PPE, Respirators

Safety Gear/PPE, Safety Supplies

Safety Products

Saw Blades

Sewage Backup Restoration Chemicals & Equipment

Smoke Restoration Equipment & Chemicals

Sponges

Sponges (Smoke & Soot)

Sporicides/Sanitizers

SpotAnd Stain Removers

Sprayers

Staplers, Tackers & Hammers

Steam/Vapor Cleaning Equipment

Structural Drying Equipment/Systems

Structural/Cavity Drying Systems

Sweepers

Tape

Thermal Imaging Cameras

Tile And Grout, Cleaning Chemicals

Tile And Grout, Cleaning Tools

Truck Mounts

Truckmount Carpet Cleaning/Extraction Equipment

Trucks/Vans

Ultraviolet Lights

Upholstery, Upholstery Cleaning Chemicals

Upholstery, Upholstery Cleaning Equipment/Accessories

Vacuum Bags

Vacuum Blowers

Vacuum Motors

Vacuum Power Boosters

Vacuums, Backpack

Vacuums, Explosion Proof

Vacuums, Extractors

Vacuums, HEPA Filtration

Vacuums, Upright

Vacuums, Wet/Dry

Valve Fittings

Wall Cavity Drying Systems

Waste Water Disposal/Treatment

Waterproo�ng Membranes

Wood Floor, Wood Floor Cleaning Equipment (Non-Sanding)

Wood Floor, Wood Floor Finishes

Wood Floor, Wood Floor Sanders
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Premium Listings

Legend Brands
15180 Josh Wilson Rd.

Burlington, WA 98233

(360) 757-7776

info@legendbrands.com

www.legendbrands.com

Back

**To see all product photos, downloads, and more!**

Click Here

Leading manufacturer of water and �re restoration equipment and antimicrobials, air scrubbers, specialty

drying systems, and carpet and hard surface cleaning truckmounts, accessories and chemicals. Legend Brands

education also provides industry-leading online and classroom restoration and cleaning certi�cation courses.

**Product Categories**

Air Filtration Devices

Air Movers

Air Scrubbers

Carpet Cleaning Chemicals, Encapsulating

Carpet Cleaning Chemicals, Fiber Rinse

Carpet Cleaning Chemicals, Prespray/Tra�c Lane Cleaners

Carpet Cleaning Chemicals, Shampoo

Carpet Cleaning Chemicals, Spot & Stain Removers

Carpet Cleaning Equipment, Supplies & Accessories

Carpet Cleaning EquipmentAnd Tools, Dryers/Air Movers

Carpet Cleaning EquipmentAnd Tools, Hose Reels

Carpet Cleaning EquipmentAnd Tools, Portable Spotters

Carpet Cleaning EquipmentAnd Tools, Rotary Extraction Tools

Carpet Cleaning EquipmentAnd Tools, Stair Tools

Carpet Cleaning EquipmentAnd Tools, Truckmounts

Carpet Cleaning EquipmentAnd Tools, Wand Glides

Carpet Cleaning EquipmentAnd Tools, Wands

Ceramic/Tile Grout Cleaning ChemicalsAnd Equipment

Chemicals (General), Antimicrobial/Biocides

Chemicals (General), Carpet Cleaning/Spot Removal

Chemicals (General), Cleaners

Chemicals (General), Degreasers

Chemicals (General), Disinfectants

Chemicals (General), Flame Retardants

Chemicals (General), Fungicides

Chemicals (General), Mildew Stain Removers

Chemicals (General), Mildicides

Chemicals (General), Quaternary Cleaners

Chemicals (General), Rust Removers

Chemicals (General), Smoke/Soot Removal

Chemicals (General), Sporicides/Sanitizers

Chemicals (General), Waterproo�ng

Deodorization, Chemicals

Deodorization, Equipment

Disinfectants

Drying & Dehumidi�cation Equipment, LGR

Drying & Dehumidi�cation Equipment, Small Desiccant

Duct Cleaning, Chemicals (duct liners & sealants)

Fire/Smoke Damage Repair Equipment & Chemicals

Flood/Water Extraction Equipment

Foggers

Fumgicides

Gum Removers, Chemicals

HEPA Equipment

Hard Floor Maintenance Chemicals, Cleaners, Neutral

Hard Floor Maintenance Chemicals, Cleaners, Quaternary

Hard Floor Maintenance Chemicals, Cleaners,All Purpose

Hardwood Floor Water Restoration Equipment

Hepa Filtration, Hepa Equipment

Hepa Filtration, Hepa Filters

Humidity Meters

Leather Cleaning Chemicals

Moisture Detectors/Meters

Moisture Meters

Mold Remediation Chemicals, Coatings

Mold Remediation Chemicals, Moldicides

Mold Remediation Chemicals, Preventative Treatments

Mold Remediation Chemicals, Sealers

Sewage Backup Restoration Chemicals & Equipment

Smoke Restoration Equipment & Chemicals

Sporicides/Sanitizers

SpotAnd Stain Removers

Structural Drying Equipment/Systems

Structural/Cavity Drying Systems

Tile And Grout, Cleaning Chemicals

Truck Mounts

Truckmount Carpet Cleaning/Extraction Equipment

Upholstery, Upholstery Cleaning Chemicals

Upholstery, Upholstery Cleaning Equipment/Accessories

Wall Cavity Drying Systems

mailto:info@legendbrands.com?Subject=Request%20from%20your%20R&R%20directory%20listing
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Premium Listings

Restoration Manager
7100 E. Belleview Ave., Ste. 200

Greenwood Village, CO 80111

(800) 583-8474 x4

rmsales@verisk.com

https://www.restorationmanager.net

Back

**To see all product photos, downloads, and more!**

Click Here

E�ective job management software for a thriving restoration business. Manage your jobs real-time, control

schedules, monitor costs, and communicate with your technicians and trade partners

**Product Categories**

Business Programs, Services Supplies

Computer Programs/ Software, Computer Programs/ Software

Computer Programs/ Software, Contact Management

Computer Programs/ Software, Documentation Software

Computer Programs/ Software, Job Management

Computer Programs/ Software, Pack out Inventory Mangement (POI)

Fire/Smoke Damage Repair Equipment & Chemicals

Hardwood Floor Water Restoration Equipment

Mold Remediation Tools & Accessories

Roo�ng Tools

Sewage Backup Restoration Chemicals & Equipment

mailto:rmsales@verisk.com?Subject=Request%20from%20your%20R&R%20directory%20listing
https://www.restorationmanager.net/
https://www.restorationmanager.net/
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Premium Listings

Vaportek Inc.
W226 N6339 Village Dr.

Sussex, WI 53089-3971

(262) 246-5060

info@vaportek.com

https://www.vaportek.com

Back

**To see all product photos, downloads, and more!**

Click Here

Manufacturing odor control products since 1979, our dry vapor systems use essential oils to safely and

e�ectively eliminate malodors without creating ozone, adding moisture, and which is safe to use in occupied

spaces for people, plants, and pets.

**Product Categories**

Chemicals (General), Smoke/Soot Removal

Deodorization, Chemicals

Deodorization, Equipment

Fire/Smoke Damage Repair Equipment & Chemicals

Smoke Restoration Equipment & Chemicals

mailto:info@vaportek.com?Subject=Request%20from%20your%20R&R%20directory%20listing
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