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90,000 distribution; published 6 times/year 
This compelling magazine delivers engaging and informative articles on the latest industry news  
and current trends. It offers expert advice on a myriad of subjects important to this target professional 
audience, along with unbiased reviews of the latest tools and coatings.

What sets inPAINT  
magazine apart?
Award-winning editorial* and engaging 
design set this magazine apart from other 
trade publications. Written by professional 
journalists, inPAINT is carefully researched, 
and also features from-the-field insight from 
seasoned industry professionals. Every article 
engages and educates on how to run a job  
or a business more efficiently.

Why should you advertise 
with inPAINT?
NATIONAL REACH 
inPAINT reaches virtually every painting 
contractor/painting company in the U.S. 

DIRECT TO PROFESSIONALS 
This magazine is sent to key industry decision 
makers: business owners in the painting, 
construction, design, property management, 
and building maintenance communities.

INFORMS DECISION MAKERS 
In a $6.5 billion annual commercial paint  
industry, the professional decision makers  
are looking for resources and solutions in  
all facets of their businesses. This magazine 
delivers them—and not just coatings choices: 
sprayers, brushes, rollers, ladders, tape,  
tarps, vehicles, software, hardware, apps,  
and more.

MORE THAN JUST PAINT 
Each issue addresses the challenges 
professionals face on the job every day at  
all levels, and offers solutions on subjects  
from business operations and marketing to 
product application and color decisions.

SPECIAL ADVERTISING OPTIONS 
Advertisers have additional opportunities  
such as; inserts, bellybands, business reply 
cards, gatefolds, polybags and more. No  
other publication can put your product in  
the hands of this targeted audience like  
inPAINT can.

MULTIPLE PLATFORMS 
Advertise anywhere and everywhere:  
print, digital, web and email

*Best Editorial–New Publication, Bronze 
 2014 Content Marketing Awards

WEB SITE 
inPAINTmag.com

PUBLISHER
REM Publishing Group 
8924 E Pinnacle Peak Rd
Suite G5 #575
Scottsdale, AZ 85255 
(602) 296-5391
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Feature articles*
MARCH/APRIL 
 0  Inside the Customer Experience: 3 customers 

talk about finding, working with, and dealing 
with a paint pro

 0  Go Big: Keys to winning commercial work 
 0  Your Ride, Your Way (outfitting your  

work vehicle) 
 0  New in Coatings: Top 5 most interesting  

new coatings over the last year 
 0  Prep School: What’s new in prep
 0  Pro Picks: Adhesives
 0  The inPAINT Interview: Property Manager

MAY 
 0  Big-Box Wars: What the big guys are doing 

to win your business 
0  Economy Coatings: Where and when they 

work best 
0  Getting to Know You: Background checks 

and drug testing 
 0  Pro Picks: Exterior Paint 
 0  The inPAINT Interview: Pro Painter

JUNE/JULY
 0  Survey: inPAINT survey results 
 0  Restoration and Recovery
 0  Sprayer Training
 0  Smooth Operators: Sanding Systems  
 0  Pro Picks: Specialty Coatings 
 0  The inPAINT Interview: Industry Expert

AUGUST/SEPTEMBER 
 0  Boosting Curb Appeal with Color  
 0  Online Lead Generators 
 0  True Grit: What’s new in abrasives 
 0  Mil Matters: Education on paint thickness
 0  Troubleshooting: Spray Guns
 0  Pro Picks: Interior Paint
 0  The inPAINT Interview: General Contractor 

OCTOBER/NOVEMBER 
 0  Troubleshooting: Solutions for common 

problems
 0  Late-Season Painting: Exteriors
 0  Applicators: What’s new
 0  Getting Started with Kitchen Cabinets
 0  Onboarding Employees 
 0  Pro Picks: Concrete Stains
 0  The inPAINT Interview: Student  

Housing Expert 

DECEMBER/JANUARY 
 0  Product Guide: Coatings and Applicators 
 0  Color Trends for 2018
 0  To Protect and Preserve: Surface protection 

approaches and products
 0  Green Paint as a Marketing Tool 
 0  Pro Picks: Marketing Tools
 0  The inPAINT Interview: Remodeler

*REM will make every attempt to adhere to the planned
editorial calendar, but reserves the right to change 
content without notice.
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The president of Indianapolis-based Connor Fine 
Painting often gains business through referrals and 
long-time relationships. When it comes to education 
work, facilities managers that he has known for some 
time now see Connor as a go-to guy for quick-turn 
work that keeps their campuses and buildings looking 
polished.

“The administration, students and parents are all 
potential headaches for a facilities guy. If you can keep  
a facilities person out of trouble, the more valuable you 
are to them,” he said. 

Connor, however, understands his limits when 
it comes to seeking out education jobs. He avoids 
bidding on new-school construction, a wildly differ-
ent—although potentially quite profitable—animal that 
requires unique bidding strategies, heavy documenta-
tion, and its own way of scrutinizing production rates 
and schedules.

“There’s a whole art to trying to make money with 
those kinds of contracts,” Connor admits. “There are 
a lot of tricks to maintaining margins on big jobs like 
that. … When you have a business that’s built on long-
standing relationships like ours, that doesn’t always 
translate well into new construction.”

Whether you’re a pro considering education-arena  
repaints, or you’re eyeing new construction opportuni-
ties, there’s plenty to consider before taking the leap.

Small to large
For Connor to get into the repaint side of education 

work, it’s not unlike building a business relationship  
with a customer in other commercial sectors. He  
happily takes on the small jobs with the hope of  
them bringing bigger, more profitable, projects later.

That’s the approach he’s taken for the past 15  
years with Butler University, a private institute  
with about 5,000 students. Even today, some  
Butler jobs, like ones that involve covering up water 
damage in a small wall section—or others that may  
simply require updating paint on a single wall in a 
room—only require a few man-hours. But showing 
that he can be counted on for the seemingly petty work 
has also built loyalty between customer and contractor, 
and each year, Connor sees large summertime repaint 
projects as well. In any given year, Butler brings in 
about 100 work orders for Connor Fine Painting. The 

company has similar relationships 
with other private-school corpora-
tions with multiple campuses in 
the Indianapolis area as well.

“We might be in a dorm room 
and only paint one wall. … but 
then we get the summer painting, 

too,” he said. “This has developed over time to where 
I know there’s enough money in it to do it; yet it allows 
them to manage their costs too. Some might say a $325 
job is a pain in the butt, but we look at it as part of a 
$300,000 account.”

Scheduling, logistics
Education facilities inherently bring their own 

scheduling challenges. Holiday breaks, spring break and 
summer break, times when many people are planning 
vacations, are higher-volume time windows for paint 
pros on educational campuses, since there is far less foot 
traffic in buildings. This type of scheduling also brings 
a downside.

“Most of our guys are tied up in schools and are not 
going to be doing a lot of other stuff in June and July or 
before August 15,” Connor noted.

Scott Kuperman, owner of Paint Platoon USA, a 
Cary, IL-based painting contractor, also says jobs in the 
education arena require a keen eye for dry times and 
odors. He’ll often order low-odor or low-VOC prod-
ucts for education jobs, but likes to stay mindful of dry 
times, especially if he knows children may be back in a 
room or space within a few hours.

“You want employees who are familiar with safety 
and how to keep everyone else safe, and who can be 
conscience of the fact that there are kids coming here 
every day,” he said. “Lead-based paint, for buildings 
built before 1978, is another concern. You have to be 
really careful about proper containment.”

Coating considerations, ceilings
Tim McCahill, owner of McCahill Painting Company, 

in Chicago, says coatings for education jobs must be  
more durable than typical formulations used on resi-
dential jobs.

In Illinois, painters are still allowed to use some 
industrial urethane enamels and solvent-based products 
if odors aren’t a problem. If the situation is right,  
McCahill will use these paints on trim and railings. 
Above all, he says it’s important to indicate on MSDS 
forms the type of paint being used and to have a  
discussion with school officials about potential odors 
before the job starts.

“I’m still from the school of solvent-based paints, 
although they are coming up with good crossovers,”  

MAKING  
THE GRADE 

EDUCATION MARKET LUCRATIVE  
BUT NOT WITHOUT ITS SHARE  
OF RISKS, PROS SAY
BY BRIAN SODOMA

If you want a 
classroom to look 
brand new, then 
overlooking the 
ceiling can be a  
bad move.”
—TIM MCCAHILL,  
    MCCAHILL PAINTING CO.

“

About one-third of Bob Connor’s multi-million-dollar book 

of business comes from work on educational institutions—

everything from elementary schools on up to colleges and 

universities. It’s a sector he began pursuing about 15 years 

ago by getting to know various facilities managers and 

school officials at a wide range of enterprises.
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RIDE ON
WHAT’S TRENDING IN 

VANS FOR THE TRADES

As with painting 
or any of the 
trades, it’s about 
finding the right 
tool for the job at 
the right cost.” 
—Yaroslav Hetman, Ford

When it comes to purchasing a new 
commercial vehicle, it’s never been a  
one-size-fits-all situation for professional
painting contractors. From the area of the country 
you work in, to your paint and gear demands, to the 
overall cost of ownership, the factors that go into 
making a decision are as individual as your business. 
The good news is, today’s variety of vans and trucks 
offer hundreds of different base configurations—plus 
countless add-ons through upfitters. 

The current trend throughout the trades is the 
surge of European-style vans. “It used to be that 
larger vans from Dodge, Chevy, Ford, and everyone 
else were all pretty similar—you were just picking the 
brand,” says Dave Sowers, Chrysler’s head of Ram 
Commercial Marketing. “They were little more than a 
pickup with a different body. Everything was a front 
engine with rear-wheel drive, and inefficient on every 
level—getting in and out, cargo-carrying capacity, 
and cost of ownership.” 

BY JAKE POINIER

Highly configurable choices in top brands
Today, that couldn’t be more different. Depending 

on the make and model, configurations will include 
an array of gas or diesel engine choices, power trains, 
payload and towing ratings, doors, and height and 
wheelbase-length choices. Here’s a quick look at a few 
of the vans that experts say make the most sense for 
today’s painting contractors:

Ram’s full-size ProMaster and Class 1 ProMaster 
City vans have their roots in the company’s corporate 
relationship with Fiat in Europe, and exemplify the 
manufacturer’s focus on commercial vehicles that 
started four years ago. “They’re unibody products, 
which is a change from the old body-on-frame that 

vans used to be,” Sowers says. 
“We’ve changed the powertrain  
to make sure it’s durable for U.S. 
conditions. If you had a clean slate, 
they are what you’d design.” 

Ford Class 1 Transit Connect and full-size Transit 
vans display a similar European sensibility. “The most 
popular version for contractors in general has been the 
medium-roof, long-wheelbase Transit,” says Yaroslav 
Hetman, brand manager for the Ford Transit/Transit 
Connect/E-Series. “Specifically, it allows the contrac-
tor to have a mobile workshop. If you’re six feet tall, 
you can stand up straight in the back, you can fit all 
of your tools and equipment and, at the same time, 
you don’t have to worry about the security or weather 
disadvantages of a pickup truck.” For 2016, Ford added 
dual sliding doors, allowing convenient access to the 
vehicles from either side, and fleet options like speed 
limitation to 70 mph. 

Mercedes-Benz’s one-two punch in the van world 
includes the Sprinter, which has been updated for 2016 
with standard window air bags and thorax air bags. 
And the Metris Cargo Van, which enters its first full 
year of availability in 2016, launched in the U.S. in late 
2015. All Sprinters sold in the U.S. are powered by  
BlueTec clean diesel engines, although a V6 turbo-
charged diesel is available as an option for more 
power—and can also be had in a 4x4 power train.

Chevrolet Express Cargo Van and Chevrolet City 
Express van, as well as the GMC Savana Cargo van, 
are the comparable offerings from General Motors, 
which this year is touting 
the addition of an OnStar 
4G LTE Wi-Fi Hotspot for 
ease of communications. 

Like the Sprinter, the 
changes to the Nissan NV 
Cargo van for 2016 include 
supplemental front-seat-
mounted side-impact air 
bags and roof-mounted 
curtain side-impact air 

bags for front outboard occupant head protection, 
added as standard equipment. Its NV200 Compact 
Cargo van sibling may look tiny, but its cargo area 
allows for loading standard 40"x48" pallets.

Comparing the new generation of vans
You’ll need to consult individual automakers for  

the specific packages they offer, but the options— 
and advantages—can be fairly generalized. As with 
any vehicle purchase, it comes down to trade offs and 
deciding how important the options are for you.

- Different interior and exterior heights. Inside 
the smaller, low-roof vans, you’re obviously not going 
to be able to stand up straight, yet they offer a benefit 
for contractors who do a lot of work in cities and need 
to squeeze into underground garages and into tight 
parking spaces. A medium roof might accommodate 
someone who’s six feet tall, while the highest specs can 
allow someone a few inches taller to walk the length of 
the cargo bay without hitting their head. Don’t just look 
up, though: Consider the height of the load floor from 
the ground. “When you’re constantly lifting 5-gallon 

THE FORD TRANSIT (ABOVE), THE RAM 
PROMASTER CONNECT (TOP RIGHT),  
AND THE MERCEDES BENZ SPRINTER 

WORKER (RIGHT) OFFER INNOVATIONS 
AND CONFIGURATIONS DESIGNED  

SPECIFICALLY FOR THE TRADES.

“
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Changes to Overtime Rules  
Are Nearly Upon Us
PROACTIVE BUSINESS OWNERS CAN  
PREPARE FOR CHANGES IN A WAY THAT  
PROTECTS THEIR BOTTOM LINE

[ TREND IN FOCUS ]

“The truth of 
the matter  
is that this 
may not  
be that big  
of a deal 
for some 
employers.” 

 —GARY KLOTZ, 
  BUTZEL LONG PC

[ TRENDS ]

IT’S PRIME TIME FOR OVERTIME
Effective July 2016, the U.S. Department of Labor will guarantee 

overtime pay to most salaried workers earning less than an 

estimated $50,440 per year, a hefty jump to the previous salary 

threshold of $23,660 per year.  SOURCE: WhiteHouse.gov

SUMMER LOVIN’ 
Here are the top-selling sun-inspired yellows from five major paint manufacturers:

SHERWIN-WILLIAMS

CLASSICAL YELLOW 
SW 2865

DUNN-EDWARDS PAINTS

GOLDEN WEST
DET488

BENJAMIN MOORE

HAWTHORNE YELLOW 
HC-4

BEHR PROCESS CORPORATION

MERINGUE 
P300-2

PPG PAINTS

FORSYTHIA BLOSSOM
PPG1214-5

Going Rates
According to PayScale.com, the average 
hourly wage for a painter in the U.S. 
is $15.44. Experience and skill set, 
specifically those related to spraying and 
safety compliance, can push wages up, 
although geography is the biggest factor 
affecting pay for this group.
SOURCE: PayScale.com

U.S. PAINTER HOURLY WAGE

 REMODELING  
 REBOUND 
According to the Joint 
Center for Housing Studies 
of Harvard University, 
remodeling activity in the 
U.S. grew in 2015, and is 
projected to grow even 
more in 2016.

REMODELING ACTIVITY

SOURCE: Joint Center for Housing 
Studies of Harvard University

2015 
(Q4)

2015 
(Q3)

2015 
(Q2)

2015 
(Q1)

$280 $285 $290 $295 $300 $305

Homeowner Improvements Four-Quarter  
Moving Totals, Billions of $

2016 
(Q3)

2016 
(Q2)

2016 
(Q1)

  $306.2

 $299.8

 $294.9

$285.4

$285.4

WE’RE HIRING (OR NOT) 
According to the 2016 Houzz State of the 
Industry report U.S. Residential Renovation 
and Design, here’s how reporting specialty 
building and renovation firms (including 
paint pros) experienced changes in the 
number of employees in 2015.
SOURCE: Houzz.com

 Shrank by  
 1—2 Employees

 No change

 Added 1—2  
 Employees

 Added 3+  
 Employees

=

=

=

=

By the time you read this, the U.S. Department of 
Labor’s final regulations on overtime rules will either 
be in effect or very close to it.

Among the most significant proposed changes is 
an increase in the minimum salary for an employee to 
be considered exempt from overtime eligibility. The 
change pushes the minimum salary to approximately 
$970 per week ($50,440 per year) from $455 per week 
($23,660 per year). 

The high price of change
According to the National Small Business Associa-

tion, the new overtime rule could cost a small business 
an average of $100 to $600 in direct costs and $320 
to $2,700 in new payroll costs per employee within the 
rule’s first year. In addition to straight payroll costs, the 
change will likely lead to additional administrative costs 
related to scheduling and monitoring the increased 
number of employees who are now overtime-eligible.

Remain calm, then respond
Gary Klotz, a shareholder at Butzel Long PC and an 

employment attorney, advises employers not to panic.
“The truth of the matter is that this may not be that 

big of a deal for some employers,” says Klotz. “It’s 
only the exempt employees currently making between 
$23,660 and $50,440 who will be impacted. This will 
have no effect on hourly people who are non-exempt.” 

Klotz suggests employers first determine how many 
of their employees fall into that category. “Once you 
know how many people you’re talking about, you can 
consider your options.”

Weigh the options
There are a number of ways employers can respond 

to this rule change.
The first is to look at your current workforce and 

determine if there’s a way to reduce or even eliminate 
overtime. Can you hire more employees? Can you  
reassign duties to higher-level employees who are  
clearly exempt? Or can you reassign lower-level duties  
to those who are non-exempt?

A second option is to bump up the salaries of cur-
rently non-exempt employees to the new exempt level.

A third option involves  
changing the status of currently 
exempt employees to make them 
non-exempt hourly employees 
who are eligible to receive over-
time pay for any time worked over 
40 hours per week. 

Another option, and one that Klotz doesn’t advise, 
is to reduce salary levels so that, with overtime, the 
employee maintains their pay level. 

“While the Department of Labor has offered up this 
option,” says Klotz, “I personally think it’s an employer 
relations disaster waiting to happen.” 

Jamie Hasty, VP at SESCO Management Consultants, 
agrees that there are a lot of creative ways to structure 
pay plans. “No one method is perfect for every organi-
zation. The key is to customize an approach that works 
within your budget while enabling the ability to meet 
client needs and remain compliant with the Fair Labor 
Standards Act.”

Compliance is key
Hasty cautions that there’s a lot of liability involved 

in being noncompliant. 
“Should the employer receive an audit by the Wage 

and Hour division of the Department of Labor, they 
must be prepared for the auditor to review the previous 
two years of payroll for both terminated and current 
employees,” she says. 

“They’re going to scrutinize all employees paid on  
a salary basis, and whether or not those employees  
meet both the salary and duties test of ‘white collar’  
exemptions. Any evidence of misclassification of 
exemption, nonpayment for overtime, miscalculation 
of time cards, short meal periods, child labor issues 
… the auditors will identify the error and dollar value 
associated with the Wage and Hour noncompliance. 
This means the employer may pay out substantial 
amounts of back wages to both current and previously 
terminated employees.” 

EDITOR’S NOTE: At the time we went to press, the DOL had not determined if  
non-discretionary bonuses and incentive payments would count toward a portion  
of the standard salary-level test for overtime exemption, thus we were not  
able to address it in this article.
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Departments*
0  Trends features infographics and fast  

facts on a variety of subjects such as: color 
trends; dollars spent on remodels by region; 
housing starts; the use of specific materials; 
and more.

0  Trend in Focus is an in-depth look at one  
specific trend featured in the Trends article.

0  The News offers a quick recap of industry-
related news. 

0  Ask a Pro is a Q&A column where we put 
interesting questions to seasoned, in-the-
field pros and industry experts.

0  Work Smart addresses issues related to 
running a business such as: managing staff, 
insurance, hiring/firing, contracts, and more.

0  Tools of the Trade is an introduction to 
products that professionals should know 
about.

0  Upcoming Events is a nationwide listing  
of upcoming events and conferences of 
interest to this key audience.

0  Bottom Line is the closing article of each  
issue. This column provides a space for 
industry leaders to share some of their hard-
earned wisdom with other professionals.

*REM will make every attempt to adhere to the planned
editorial calendar, but reserves the right to change 
content without notice.
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Three Strategies for Winning More Work  
from Existing Customers

STEVE BURNETT is a high 

school dropout who successfully 

launched not one, but two paint 

companies over an eight-year 

period. While running his second 

company, he made a conscious 

effort to actively build, and not  

just maintain, the company. Three 

years later, he had quintupled his 

book of business.

 In 2014, he wrote a book  

about his experience and sold his  

company. Since then, his focus  

has been on helping other pros  

achieve the same kind of success.  

Get his free estimating bundle at 

DYBCoach.com 

We spend so much money and effort 
looking for new customers when we already 
have a list—many times a long list—of customers 
who already know, like, and trust us, and would be 
more than happy to give and refer us more work.

But like all of us, they get busy and forget about us.
For the past 20 years, as both a painter and a con-

sultant, I’ve found the following three strategies work 
best for building relationships and winning more 
business through existing customer relationships.

 STRATEGY #1 
Stay top of mind 

The simple truth is that, no matter how much 
someone likes you or your work, if you’re not on their 
radar, you’re not going to be on their list of contenders 
for any job. 

One simple way to stay top of mind with current  
and past customers is to make sure you connect with 
them on Facebook or LinkedIn. Build on existing rela-
tionships with friendly and useful exchanges. You can 
recommend other groups or pages of interest, or simply 
share links to interesting articles or even events.

Email is another easy way to stay top of mind. 
You can use Gmail or sign up for an automated and 
formatted program such as MailChimp, iContact or 
Constant Contact to customize the look of messages 
so they match your brand.

But it’s not all about looks. The message is what 
really matters.

Use email to send what I call G.I.E. emails: messages 
of Gratitude, Inspiration or Entertainment. Do not use 
email to promote sales, coupons or blogs. Again, it’s 
about building a relationship, not selling.

And don’t forget about the value of snail mail. 
Sending a card every four months with a G.I.E mes-

sage, is great way to connect with your customer base.

 STRATEGY #2 
The real ABCs of sales

In the past, Always Be Closing was the ABCs of 
sales, but in our highly connected world, I’ve found a 
more effective ABC is Always Be Connecting.

Local networking is one of the most effective ways 
I’ve found to Always Be Connecting.

The three networking groups that have proven most 
useful to us are BNI (Business Network International), 
Chamber of Commerce, and Rotary. They each serve 
different purposes and are a great way to connect and 
stay top of mind to your community.

Before you begin face-to-face networking, I recom-
mend you read Bob Burg’s books: Endless Referrals and 
The Go-Giver (coauthored by John David Mann). As 
he outlines, the key is to always be looking for ways to 
give value and serve. If that, rather than getting a sale, 
is your focus, you will be well taken care of.

 STRATEGY #3
Internet leads through blogging

While I admit this was not our hottest lead source 
straight away, with work, we found a way to go from a 
25% to 52% close ratio on quality Internet leads. Here’s 
how we did it—and without paying for SEO services:

 Start by writing a 300- to 500-word blog post each  
week. These can be short stories about current  
projects that you are working on. How about a  
before-and-after photo with explanations? It could 
also be a short post about how to properly prep and 
paint. A good blog not only demonstrates your skills 
and capabilities, it moves you up in local rankings  
and puts you in front of potential customers.

 Here’s just one quick tale of proof of this approach:  
At the start of this year, Ron Ramsden of Ramsden  
1-800-PAINTING didn’t even have a web site. He  
built one and started blogging on January 30th. Since  
then, he has written a weekly post, and is now ranked  
on the first page of Google for niche city: ‘Interior  
Painting Methuen, MA’ and ‘Exterior Painting  
Methuen, MA.’ As he continues to blog weekly,  
Ron will soon own the top key words for his town.

 
Build your business by building  
relationships

While none of these strategies may be ground-
breaking, they have the potential to help you break 
records in terms of sales. Plus, your past work experi-
ence together means both parties have reasonable 
expectations in terms of the work to be done and how 
it will be done, taking a good bit of the ‘work’ out of 
every job. 

[ BOTTOM LINE ]
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Even something as simple as the texture applied to 
a drywall surface can produce an irregular surface 
and have some effect on production rate and material 
consumption. On a smooth drywall surface you 
might expect to produce a spray-paint finish at 550 
s.f. per hour. With a light texture you may only get 
500 s.f. Bump that up to a heavy texture and your 
production drops to 450 s.f. On a small project of 
2,500 s.f., going from the smooth surface to the 
heavy texture, you’re only looking at about an hour 
difference in labor, but on a project with thousands 
of square feet, it would make a big difference.

Now, corrugated metal sheeting, once only used 
on roofs or exterior walls of farm or commercial 
buildings, is showing up in commercial office 
buildings as accent surfaces. Two of the most com-
mon patterns are a 2-½" and a 1-¼" corrugation.  
To find the surface area of the 2-½" pattern, take the 
square feet of the area to be painted and multiply it  
by 1.08. For example, if the wall is 10' high by 200' 
long (or 2,000 s.f.), you’d multiply 2,000 x 1.08 and 
the actual surface to cover is 2,160 s.f. The labor  
for painting this type of surface wouldn’t be 
particularly affected, but material quantity would be. 

A more severe example would be one with the 
M-patterned metal sheeting like the kind used on 

roofs, showing on the underside of a roof deck.  
In 12," it goes up then down 1," then up 4-½,"  
across 3," down 4-½," across 2," up 4-½," across  
3," down 4-½" then across 1." I hope you get the  
idea. One square foot of this material has 2.42 s.f.  
of surface to paint. A 20' x 30' roof has 600 square 
feet, but the area you would have to paint is 1,452 
s.f. This would have a major impact on production 
and material consumption rates. Usually, this type 
of surface would be spray-painted but still, the 
production rate would be a lot slower than painting 
a smooth (flat) surface. On a smooth surface you’d 
make one pass; here you will have to make four 
passes to cover the same area. 

Painting structural steel is another irregular 
surface that can’t be ignored. For example, a 12' x 4' 
I-beam has 3.35 s.f. to the foot of beam. 

Any painting contractor or estimator must take 
these factors into consideration when preparing 
a project’s cost estimate. Not doing so could 
be devastating to the painting company. There 
are several manuals available with formulas for 
calculating the area of surfaces, and PDCA has its 
Cost & Estimating guide, which shows different  
shapes and formulas for estimating all types of 
irregular surfaces. 

LES LIESER spent 30 years as  

a professional painter, focusing  

on upper-end residential and  

commercial projects. In the early 

’90s, Lieser also developed the 

first version of Front Range Coating 

Consultants estimating software.  

He later sold his painting business 

and worked as an estimator for a  

commercial painting company in 

Denver while continuing to hone  

his commercial and residential 

estimating software. Lieser now 

works as a contract estimator and 

consultant for large commercial 

painting companies.  

FrontRangeCoatingConsultantsInc.com

A:  Determining the labor and material to paint 
an irregular surface can be somewhat daunting.

Q: How do you estimate uneven surfaces?

[ ASK A PRO ]

3" 2⅞" 3"

4-½"

1" 4" 2" 4" 1"
12"
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on roofs or exterior walls of farm or commercial 
buildings, is showing up in commercial office 
buildings as accent surfaces. Two of the most com-
mon patterns are a 2-½" and a 1-¼" corrugation.  
To find the surface area of the 2-½" pattern, take the 
square feet of the area to be painted and multiply it  
by 1.08. For example, if the wall is 10' high by 200' 
long (or 2,000 s.f.), you’d multiply 2,000 x 1.08 and 
the actual surface to cover is 2,160 s.f. The labor  
for painting this type of surface wouldn’t be 
particularly affected, but material quantity would be. 

A more severe example would be one with the 
M-patterned metal sheeting like the kind used on 

roofs, showing on the underside of a roof deck.  
In 12," it goes up then down 1," then up 4-½,"  
across 3," down 4-½," across 2," up 4-½," across  
3," down 4-½" then across 1." I hope you get the  
idea. One square foot of this material has 2.42 s.f.  
of surface to paint. A 20' x 30' roof has 600 square 
feet, but the area you would have to paint is 1,452 
s.f. This would have a major impact on production 
and material consumption rates. Usually, this type 
of surface would be spray-painted but still, the 
production rate would be a lot slower than painting 
a smooth (flat) surface. On a smooth surface you’d 
make one pass; here you will have to make four 
passes to cover the same area. 

Painting structural steel is another irregular 
surface that can’t be ignored. For example, a 12' x 4' 
I-beam has 3.35 s.f. to the foot of beam. 

Any painting contractor or estimator must take 
these factors into consideration when preparing 
a project’s cost estimate. Not doing so could 
be devastating to the painting company. There 
are several manuals available with formulas for 
calculating the area of surfaces, and PDCA has its 
Cost & Estimating guide, which shows different  
shapes and formulas for estimating all types of 
irregular surfaces. 

LES LIESER spent 30 years as  

a professional painter, focusing  

on upper-end residential and  

commercial projects. In the early 

’90s, Lieser also developed the 

first version of Front Range Coating 

Consultants estimating software.  

He later sold his painting business 

and worked as an estimator for a  

commercial painting company in 

Denver while continuing to hone  

his commercial and residential 

estimating software. Lieser now 

works as a contract estimator and 

consultant for large commercial 

painting companies.  

FrontRangeCoatingConsultantsInc.com

A:  Determining the labor and material to paint 
an irregular surface can be somewhat daunting.

Q: How do you estimate uneven surfaces?

[ ASK A PRO ]

3" 2⅞" 3"

4-½"

1" 4" 2" 4" 1"
12"
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[ WORK SMART ]

You’ve finally landed that larger commercial job—and it requires 
a scissor lift. So, you figure out a way to build a rental into your 
costs without harming your profit line. Heck, maybe you even 
find a way to tack on a markup for renting the equipment. In 
time, as you see more of these scenarios, you naturally consider 
buying a lift of your own. The move could bring convenience and 
will save you time and money in the long haul, you think. Not so 
fast, some of your peers say. There’s more to the decision than 
you might think.

BY BRIAN SODOMA

RENT or BUY: 
WHEN DOES OWNING  
A LIFT MAKE SENSE?
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a scissor lift. So, you figure out a way to build a rental into your 
costs without harming your profit line. Heck, maybe you even 
find a way to tack on a markup for renting the equipment. In 
time, as you see more of these scenarios, you naturally consider 
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RENT or BUY: 
WHEN DOES OWNING  
A LIFT MAKE SENSE?

EDITORIAL INQUIRIES 
Amanda Haar 
Managing Editor  
amanda@inPAINTmag.com
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DISTRIBUTION

90,000 total distribution, published 6 times/year
MAGAZINE
Delivered to the following business  

segments via a controlled circulation  

and subscriptions

0 52,500 Painting Companies: commercial  
 and residential (multifamily and  
 single family)

0 22,500 General Contractors, Builders, 
 Construction Companies,  
 Remodelers 

0 10,000 Property Managers, Property 
 Management Companies

0 5,000 Designers and Architects

DIGITAL
These single-sponsored communications 

are another way we're working to help your 

pro audience stay informed and relevant.

0  eNEWSLETTER  
40,000 distribution, monthly  
SOLD OUT FOR 2017!

0  TEACH TO FISH eBLAST 
40,000 distribution, monthly 
inPAINT presents an industry-specific 
question and invites one manufacturer and 
two professionals to share their insights.

inPAINT
®

LET US SPRAY
Finding the right  

pressure washer

+
How to handle  

nonpaying customers

What pros are using for  

concrete and masonry

Tackling water and smoke  

damage—and mold

THE MAGAZINE FOR PROFESSIONALS |  DEC 2015/JAN 2016

THE MAGAZINE FOR PROFESSIONALS | AUG/SEP 2016

Think  
Outside  
the Cube

PROS TALK STAINS  
THAT PERFORM

UNDERAPPRECIATED  
APPLICATORS

CONTINUING EDUCATION  
FOR PROS

Coatings for  
Office Spaces

inPAINT®

+

inPAINT ®
THE MAGAZINE FOR PROFESSIONALS | OCT/NOV 2016

Pros talk  power sanders
Improving work- place safety

Making color   consulting count

+

 MAKING THE CASE FORPREMIUM PAINTSAre they worth it?

WEB SITE 
inPAINTmag.com

PUBLISHER
REM Publishing Group 
8924 E Pinnacle Peak Rd
Suite G5 #575
Scottsdale, AZ 85255 
(602) 296-5391
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 1x  3x  6x
Full Page  $ 6,900  $  6,500  $ 5,900

2/3 Page  $ 5,690  $  5,360  $ 4,860 

1/2 Page  $ 4,485  $  4,225  $  3,835 

1/3 Page  $ 3,700  $  3,480  $  3,160 

1/4 Page  $ 2,915  $  2,740  $  2,490 

Spread  $  13,110  $ 12,350  $  11,210 

Back Cover  $ 9,850  $  9,850  $  9,850 

Inside Front Cover  $  8,625  $   8,125  $  7,375 

Inside Back Cover  $  7,840  $  7,380  $  6,700 

PRINT RATES

ADVERTISING INQUIRIES 
Ed McAdams 
(602) 296-5391 
ed@inPAINTmag.com

RATES

SPACE RESERVATION DEADLINES  
FOR 2017 PRINT ADVERTISING*

 0  Mar/Apr issue February 17, 2017
 0  May issue April 18, 2017
 0  Jun/Jul issue May 29, 2017
 0 Aug/Sep issue July 26, 2017
 0  Oct/Nov issue September 29, 2017
 0  Dec/Jan issue November 22, 20177

*All materials are due one week after space deadline.

TERMS AND CONDITIONS
 0  Rates All advertising rates published are 

considered net rates. No discounts will be 
offered for commission purposes; all com-
missions are handled between advertiser  
and agency.

 0  Cancellations Neither the advertiser nor  
its agency may cancel after the closing  
date. No cancellations, changes, or insertion  
orders will be accepted by Publisher after 
the closing date. Orders for covers and  
inserts may not be canceled less than  
30 days preceding the closing date. If by 
closing date Publisher has not received 
content that, in its sole discretion is deemed 
acceptable for publication, Publisher may 
either repeat the advertiser’s most recent 
published advertisement or publish nothing, 

but charge the advertiser and agency for  
any space reserved by them.

0  Contract Year Advertising must be  
inserted within one year of first insertion 
in order to earn a frequency discount. An 
advertiser who does not complete a com-
mitted schedule will be subject to a short 
rate. Credits earned by increasing frequency 
during a contract year are applied toward 
future billing for space. No cash rebates.

0 Agency All advertisements are published  
for the benefit of the advertiser and  
agency, and each of them is jointly and  
severally liable for all charges. 

0  Credit Payment is due in advance unless 
credit is approved by Publisher.

0 Billing Date (Publication date) Payment is 
due at Publisher’s office in Scottsdale, AZ, 
within 30 days of date of invoice.

0  Past Due Accounts not paid in full within 
30 days of date of invoice shall incur a late 
charge of 1% per month from the due date 
until paid in full.

0 Collection In the event advertiser and/or 
agency defaults in payment of bills, such 
bills will be turned over for collection. In this 
event, advertiser and/or agency shall be  
totally liable for all fees and sums charged  
by the collection agency and/or attorney.  
If any suit or other judicial proceeding is  
instituted or had thereon or if collected 
through probate or bankruptcy proceeding, 
advertiser and/or agency shall be totally 
liable for all attorney fees and court costs 
incurred by Publisher in the collection of  
said bills.

 For complete terms and conditions visit 
inPAINTmag.com/terms-and-conditions
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Full-Page Ads

Trim 8.375" x 10.875"

Bleed 8.625" x 11.125"

Live Area 7.375" x 9.875"

2-Page Spread Ads

Trim 16.75" x 10.875"

Bleed 17" x 11.125"

Live Area 15.75" x 9.875"

Fractional Ads; Non-Bleed

2/3 Page 4.408" x 9.958"

1/2 Page Vertical 3.729" x 9.958"

1/2 Page Horizontal 7.458" x 4.979"

1/2 Page Island 4.408" x 7.144"

1/3 Page Vertical 2.249" x 9.958"

1/3 Page Island 4.408" x 5.174"

1/4 Page 2.883" x 5.618"

PRODUCTION INQUIRIES 
Cindy Puskar 
Creative Services Director 
cindy@rem-cc.com

ELECTRONIC FILES
 0  Formats High-resolution PDFX-1A files  

are required. 
NOTE: PDF files must be print quality and 
are only accepted from Adobe Professional 
software with bicubic downsampling to 600 
pixels per inch. 

 0  Type/Fonts must be embedded. Do not 
allow font substitutions. Do not use True Type 
fonts. If necessary, convert type to outlines 
when exporting from Illustrator as an EPS. 
NOTE: If fonts are not compatible, we reserve 
the right to replace fonts as necessary.

 0  Resolution of all files must be 300 dpi 
(dots per inch) and sized to the appropriate 
dimensions. Avoid scaling images below 50% 
and above 100%. Embedded files and images 
must also be 300 dpi.

 0  Color must be converted to CMYK. All PMS 
(spot) colors must be converted to CMYK 
unless a PMS color is specified and has  
been purchased. RGB and LAB colors will 
not be accepted.

AD SUBMISSION OPTIONS
 0  Email your compressed files (must be less 

than 10 MB) to cindy@rem-cc.com
 0  Provide a link to your uploaded files placed 

on a web-based file-hosting service such as 
Hightail or DropBox.

MECHANICAL SPECS

PRODUCTION SPECIFICATIONS


