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Our President’s Message
By Michael Gober

Education Chairperson turning 
programs into CEUs for our monthly 
meetings and entered our group study 
program for Construction Document 
Technologist. Finding this a rewarding 
knowledge opportunity I continued 
toward becoming a Certified 
Construction Product Representative 
in 2015 and now Chapter President in 
2018.

After learning from previous 
presidents, leaders and mentors, Our 
Chapter has a GREAT support team. I 
am proudly honored to be part of its 
current level of success, look forward 
to future enhancements and meeting 
you.

CSI Mission Statement: “The mission of 
CSI is to advance building information 
management and education of project 
teams to improve facility performance.” 

CSI MEANS TO ME: 
Education 
Certification 
Communication 
Relationships 
 What does CSI mean to you?

Respectfully,

Michael Gober 
IIDA, CSI, CCPR

H ello CSI 
Members and 
future Members:

Our CSI Nashville 
Chapter has 
transitioned 
into a new year 
of leadership, 

teamwork and fellowship. The board 
had an enlightening planning session 
early in July and have great programs, 
CEUs and networking activities 
moving forward for our members. 
Nowhere else is an organization where 
Architects, Specifiers, Contractors and 
Product Representatives unite to meet 
and collaborate on making the next 
project great. 

A brief background about me. 
Graduate of Middle TN State 
University. Employed with Shaw 
Industries Group, A Berkshire 
Hathaway Company for 25 years and 
in my current role as Philadelphia 
Commercial Flooring Specialist 
promoting, specifying and consulting 
on the proper application of our 
carpet tiles, resilient vinyl products 
and flooring accessories making our 
brand a one stop flooring supplier. 
After accepting this role 12 years 
ago I was looking for an association 
that could provide interaction and 
education with colleagues in my field 
of construction materials. I found CSI 
and was welcomed into the fold at 
the first meeting. In 2012, I became 



COCKTAIL SPONSORS LUNCH SPONSORTITLE- IST SPONSOR

WELCOME TO THE 2018 
CSI - IFMA GOLF TOURNAMENT

JUNE 4, 2018  --  TEMPLE HILLS

Nashville Chapter

THANK YOU FOR YOUR SUPPORT

MORNING REFRESHMENTS PRACTICE RANGE

DPM CARE BCB, LLC CONCRETE CONSULTANT

TEAMS
Alley Cassety Brick

Asurion / JLL
Baker RooÞng

BCB, LLC

C&R Services
Coastal Construction Products

Don Kennedy RooÞng
Energy Lighting Services
4M Building Solutions

HFR Design
Lee Building Products

Mid-South Carpenters Regional Council
Milliken

Pinnacle Services, Inc.

PPG Paints
SERVPRO of Belle Meade / West Nashville

Sherwin-Williams Paint Company
Synergy

The Lee Company

Trane
T.W. Frierson

W.R Meadows
Vision Security Technologies

ViViD1 Architecture

CLOSEST TO PIN HOLE SPONSORS SNACK & BEVERAGE SPONSORS

SHERWIN-WILLIAMS
PAINT COMPANY

Alply Insulated Panels
Baker RooÞng Company 

CORT
Empire RooÞng

4M Building Solutions

Herring Technology
Lee Building Products

Nashville Machine Company
Trust Building Services

Vision Security Technologies

The Great Lakes Region is once again providing a study group 
for the fall session for CCPR. Group Study starts 9/14/18.

Invitations are out!

If you’re interested but didn’t get one, contact Thad Goodman 
at 614-296-5375 to get all of the details.

Thad Goodman, FCSI, CCPR
Construction Design Manager
National Gypsum Co.
Somerset, OH
614-296-5375

CCPR Study Group



Construction Documents

One of the presentations at the 
2017 convention in Providence was 
a panel discussion titled Hot Topics 
and Emerging Trends, which included 
comments about the decline in the 
quality of construction documents. I 
found this to be an interesting subject, as 
I had seen many attacks on document 
quality over the years. Not only that, but 
I had made presentations on the subject. 

In 1997, Michael Chambers and I presented 
“Document Coordination” for the Minnesota 
chapter of AIA. We discussed the roles of 
drawings and specifications, document 
quality, coordination techniques, short-
form specifications, and MasterFormat 1995. 
Our handout included reprints of several 
articles about document quality; some, with 
scary titles, tried to prove that construction 
documents were atrocious and getting 
worse, while others how quality depended on 
coordination of construction documents.* 

The frequency of problems in construction 
documents makes it easy to accept claims that 
they are getting worse. In 1997 I believed those 
claims, but I now believe the opposite. I would 
argue that overall, construction documents are 
better than ever before. 

Since the presentation Michael and I made in 
1997, I have continued to collect articles about 
the quality of construction documents. Most of 
the articles address current document quality, 
but a few discuss a change in quality. The main 
difference is, while the first group of articles 
describe specific problems, the articles that talk 
about changes of quality lack specificity. Rather 
than explain how documents have changed, 
they rely vague expressions of individual 
perception. 

For example, the Construction Management 
Association of America (CMAA) has published 
several annual reports, often in conjunction 

Are They Worse Than Ever?

with the Facility Management Institute (FMI). 
These reports frequently refer to a decline in the 
quality of documents, with conclusions based 
on comments obtained by surveying facility 
owners, but they do not include supporting 
information. I have seen thirteen of these 
reports, going back to 2000. 

The reports consistently claim that quality 
of construction is a major concern, and 
sometimes say there has been a decline in the 
quality of documents. The 2003 survey report 
was the first to assert that “there is a general 
decline in document quality,” along with 
declining skill levels. There is no support for the 
claim, but the report does include an interesting 
exploration of reasons for that decline. 

The 2004 survey asked, “Have you experienced 
a decline in the quality of design documents?” 
More than 70% of responders said yes. Even so, 
it’s worth noting that about 30% said documents 
at the beginning of construction were adequate 
or excellent.

From then until the 2010 survey, survey reports 
mentioned document quality only tangentially, 
noting that quality is always a concern, but 
making no specific reference to a change in 
quality. 

The 2010 report states about 30% of owners 
report that the quality of design documents 
worsened in the previous two 
years. That sounds bad, but 
the graph provides additional 



information. 

Even though about 30% of 
owners said document quality 
had declined, more than 35% said 
there had been no change in 
quality, and 25% said they were 
better! 

While we should know of 
problems with construction 
documents, cherry-picking 
statistics is unnecessary and 
unjustified. 

The most recent CMAA report, published in 2015, states, “as major challenges, the poor quality of 
documents tops the list.” It goes on to say, “This finding is consistent with … the 2010 study, i.e., 34 
percent said the quality of design documents had declined … and 33 percent made the same claim 
about construction documents. … as long ago as [2005] more than 70 percent of respondents 
had cited a decline in the quality of design documents.” Again, the report uses only some of the 
information; it uses its own reports as sources but adds nothing new. The only other reference to 
document quality appears in a graph that shows poor document quality is an urgent challenge for 
owners.

One of the articles Michael Chambers and I used as a handout, “Contractor Survey Finds That Specs 
Don’t Measure Up,” was based on a survey conducted by Engineering News Record (ENR) and the 
School of Building Construction at the University of Florida. 
ENR sent surveys to 500 contractors and received responses from 120 of them. Asked about 
the quality of specifications, 37% were rated good, 35% were rated fair, and 17% were rated poor. 
Compared to drawings, 85% of respondents said specifications were “sometimes or even more 
often” of lower quality. They reported that more than 84% of specifications “sometimes, often or 
generally have major omissions.” Contractors complained that specifications are boilerplate and 
contained irrelevant information. As was the case with the CMAA reports, the ENR survey summary 
expressed only subjective opinions. 

How can this be?

In 1997, I accepted both claims about construction documents - that they had many problems and 
that they were getting worse. I had seen enough of them to know that defects were common, and 
because all I had heard about the change in quality was negative, I believed what I had read. In the 
time since then, I have noticed that every few years, the decline in construction document quality 
again becomes a popular topic. But, if document quality was declining twenty years ago, and has 
continued to decline since then, how is it that we can build facilities today that are more complex 
than they were in the ‘90s? 

In a sense, this is the opposite of what we often seen in advertising. Every time a product is 
changed - and, I suspect, sometimes when it hasn’t changed - it is promoted as “New! Improved!” 
If laundry detergent, for example, has been improved many times since it was introduced, it 
should be perfect by now, but it’s not. And chances are, within the next year or two we’ll see more 
“improved” versions of many common products. 

I contend that the quality of construction documents not only is not declining, but is, in fact, 
improving. Some of the improvement can be attributed to our tools. As software 
evolves, it makes it easier to avoid many types of mistakes. Both graphic and 



text processing programs now incorporate features that eliminate some problems, reduce 
the frequency of others, and help the user make correct choices. Also, the basic data used by 
computers has improved by becoming more standardized, and by being continually revised 
to incorporate real-world information. Many design firms have libraries of proven details and 
specifications that can be used as-is in many cases, and that can be easily modified to meet 
project-specific requirements. Building models now can incorporate complete, actual dimensions 
of structural elements, mechanical systems, and many products, allowing generation of more 
accurate dimensions, and software can analyze models to find conflicts. 
I’m not saying documents are perfect. I continue to see mistakes in both drawings and 
specifications, and it’s likely they will never be eliminated. There will always be new employees 
who need to learn the correct way of creating drawings and specifications, there will always be 
new contractors and subcontractors who must learn how to use construction documents, and 
there will always be new products and processes that will challenge designer and contractor alike. 

I see the problem as one of perception. Assume a typical project has 10,000 items. If 100 of them 
present problems, it’s likely that the 9,900 - or 99% - that were not a problem will be forgotten, and 
the one percent that didn’t work will be the ones that are remembered. 

A word about boilerplate

As noted above, contractors and suppliers frequently complain about text that is repeated many 
times with little or no change. What they don’t seem to understand is that some requirements do 
not change much from one project to another. Specifications aren’t prose; they’re documents that 
define products and processes used in construction. If a given window is used in two projects the 
specifications may well be identical because that particular window is required in both projects. 
Similarly, the general conditions may be identical in multiple projects, and even the supplementary 
conditions may vary only slightly from one to another. 

Boilerplate isn’t bad; it’s necessary. However, the amount of boilerplate can be minimized by proper 
use of Division 01 and industry standards, and by elimination of redundancies and nonessential 
text. 

What have you seen? Are contract documents getting worse? If you think so, please post a 
comment on my blog to explain why, and provide evidence!

* Partial list of articles reprinted for 1997 AIA presentation: “Contractor Survey Finds That Specs 
Don’t Measure Up,” “Contractors seek more detailed drawings, greater coordination,” “Field 
Interpretation and Enforcement of Specifications,” “Avoiding Liability in the Preparation of 
Specifications,” “Sum of the Parts: Complementary Documents,” “The Standard of Care,” “When 
Drawings and Specifications Conflict,” “Study pinpoints reasons for building problems.”

© 2018, Sheldon Wolfe, RA, FCSI, CCS, CCCA, CSC
Agree? Disagree? Leave your comments at 
http://swconstructivethoughts.blogspot.com/2018/02/construction-documents-are-they-worse.
html  

advertise  your business here

Contact Mike Martin For Details
mike@southeastassociates.com

Advertising in Specifacts is an inexpensive way to get your business 
message out to the CSI members.

It also helps support the efforts of our local Nashville CSI chapter. 



  

Nashville’s biggest design & construction
industry golf competition!

This October event includes:

� Mid-day Networking Event 
� Buffet Lunch 
� Two-Round Golf Competition 

� 5-person Teams 
� Scramble Format 

� Awards & Prizes 
� VIP Post-event Reception 

We’re taking over the whole complex!!

Info./Register:

LoveHelps.org/PL



Wednesday, October 24, 2018  Topgolf-Nashville
Early-bird team entry fee: $1,600/$2,000 (until July 31st) 5-person teams
10 AM–1 PM Scramble format

Early registration deadline:  July 31, 2018!
Includes:  morning appetizers, up to 1 hr. warm-up with practice balls, lunch buffet,  2 hr. team

golf competition,  swag bag, spontaneous prizes, awards & VIP Post-event Reception!

In partnership with...

This is a charity fundraising event for Love Helps, inc.
whose programs serve more than 4,000 elementary students in Metropolitan Nashville Public Schools.

For more information, visit http://LoveHelps.org or contact Dean Baker at 615/781-1010 or db@LoveHelps.org.

Sponsorships include:  signage, lunch tickets, VIP parking & more!

Honorary Chairpersons

Brantley Beeler
Goodwyn, Mills and 
Cawood

Lisa Brachey
GBI

Russ Carter
Edmonds Engineering, Inc.

Chance Dunleavy
R. J. Young Company Inc.

Gary Everton
EOA Architects

Trip Hereford
Hereford Dooley Architects

Shane Kirby
I. C. Thomasson Associates

David Miller
ESa

Don Miller
HMK Architects, PLLC

Matt Nicholson
Turner Construction Co.

Derek Robinson
Viega LLC

Mike Gable Vanderbilt University
David Proffitt Metro. Nashville Public Schools
A. J. Wendell HCA

Leadership Circle
Full event details & registration at: http://LoveHelps.org/PL

An event & venue

built for networking!
Fun for allskill levels!

Nashville Chapter



Triple “A”
Achiever
Awards

Since 1996, over 535,000
awards/letters have been distributed
in Nashville’s public schools recognizing
students every 9 weeks for making good
progress in the areas of  Academics,
Attendance and Attitude!

“Students worked harder to
receive the recognition.”  

“Students looked forward to
receiving their certificates and

letters”

student
awards

TOOLS
for

SCHOOLS
Teachers from 120+ Nashville
area schools since 1996 have
utilized our specially-designed notes and
forms to help them deal effectively with
student management, encouragement,
discipline & parental notification!

“Quick & easy to use.”

“A good way to give positive
reinforcement” 

teacher
materials

L♥ve Helps, inc.

Board of Directors
executive director & founder
Dean Baker
president 
Scott Wenz, AIA
vice-president/secretary
Cindy Baker 
treasurer
Jim Parker, S.E.

Latisha Gruver
Nicole Hermo, AIA
Mike McCormick
Lu Ann Montgomery

Advisory Council
Kenny Beam, AIA
BuildingTrust Inc.

Ricki Gibbs
Glengarry Elementary

Bill Inman
Inman Foodservices Group

Richard Miller, FAIA
ESa

Sandra E. Moorman
Tom Joy Elementary

Debra M. Smith, Ed.D.
Jones Paideia Magnet Elem.

Jimmy Stansell, Jr.
Stansell Electric Company, Inc.

Gerry Vance
Lee Company

Over 270 volunteers helped us
conduct our work in 2016–2017!

Established in 1995, our mission is to educate and affirm children toward responsible behavior through positive
character development using diverse programs networked with the community and administered in love.

2836 Logan Street
Nashville, Tennessee  37211
615/781-1010   fx: 615/781-1004

List of 2016-2017 Schools Served:
Cole Elementary
Fall-Hamilton Elem.
Gateway Elementary
Glencliff Elementary
Glengarry Elementary

Glenview Elementary
Goodlettsville Elem.
Jones Paideia Elem.
Lockeland Elementary
McGavock Elementary

Old Center Elementary
Robert E. Lillard Elem.
Rosebank Elementary
Tom Joy Elementary
Whitsitt Elementary

LEADING
by 

READING
Our volunteers have read more
11,600 children’s books on
responsible behavior themes to
kindergarten students in Nashville’s
inner-city, public schools since 1996!

“Really promotes reading 
and behavior improvements”

volunteer
readers 

Helping Children in Schools!!

Character
Education

LIVE!
Since 1995, over 15,000
Nashville-area students have
participated in classroom educational
sessions emphasizing the benefits of
responsible behavior & positive character!

“Wonderful lessons & the
presenters were great!  
Thank you so much!”

in-class
teaching

an
IRS 501(c)(3)

nonprofit
organization

helping young people
become responsible citizens

On the web at:

www.LoveHelps.org

Email:  mail@LoveHelps.org

® Love Helps, LEADING by READING and Triple “A” Achiever are registered trademarks of Love Helps, inc.  All rights reserved.

®

®

®



L♥ ve Helps , inc. 2016-2017 Major Supporters

L♥ve Helps, inc. is a Nashville, Tennessee-based, public charity [Fed. ID# 62-1600206].  Donations are tax-deductible.

American Constructors, Inc.
American Endowment Foundation

Dean & Cindy Baker 
Jimmy Batten 

Kenny & Wendy Beam 
Randy & Susan Campbell 
Charter Construction, Inc.

Chaseco, LLC
Edmonds Engineering, Inc.
Enfinity Engineering, LLC

Enterprise Solutions
Facility Diagnostics, LLC

Ferguson Enterprises
Gould Turner Group

Guy Brown
H. G. Hill Realty Company, LLC

Kevin & Kristin Harney 
HCA

Trip Hereford 
HFR Design

Hilti
HMK Architects PLLC

Ingram Civil Engineering Group
Kenny Pipe & Supply, Inc.

Layton Construction Co., LLC
LuLaRoe by Brittany

Messer Construction Co.
Morgan Stanley

Nashville Machine Company, Inc.
Nashville Predators Foundation

Schuett Development
Danny Shaw 

Stanley D. Lindsey & Assoc.
T.W. Frierson Contractor Inc.

Trane
YourCause, LLC

Batten|Shaw
Crunk Engineering

GHP Environmental + 
Architecture

Heery International
Hermitage Lighting Gallery

Hoar Construction, LLC

I. C. Thomasson Associates
Isenhour Door Products

JE DUNN CONSTRUCTION
Johnson Johnson Crabtree 

Architects, PC
LMH Architecture

Randy Mauldin 

Paul & Lezlie Murray 
Smith Seckman Reid

Southeast Venture, LLC
Stansell Electric Company
Structural Design Group

The HCA Foundation

Silver Level                               $1,000+

Gold Level                               $2,500+

Thank you 
for helping us
promote literacy,
student
achievement &
positive
character among
THOUSANDS
of children in
the Nashville
area!!

®

ESa
Inman Associates

Jack Schuett
The Mick Foundation

Ambassador Level $10,000+

Cooper Steel Fabricators, Inc.
Hereford Dooley Architects

Lee Company
Platinum Level $5,000+



Even the most sales savvy among us have 
had to fight back the nerves that materialize 
whenever we are faced with telling a customer 
about a price increase. Talking about it never 
makes for an easy conversation. When 
discussing a price increase in a business-
to-business environment, it is important to 
remember that our customers have probably 
had to have the same discussion with their own 
customers. A company exists only as long as it 
earns a profit and it can only do that if it delivers 
a quality product or service at the right price. 
This means that the key to any conversation 
about raising the price is to emphasize that 
such an increase will ensure product quality.

As you begin to prepare your strategy for 
communicating a price increase, ask yourself 
the following questions:

1. Does the customer take your product/
service and add a standard percentage 
increase in price when selling to their 
customers? If this is the case, you can point 

out that your customer will make more money 
by taking a standard percentage of a higher 
amount.

2. What percentage of the customer’s 
business is your product/service? If the 
percentage is small, tell them that the amount 
of increase is only a small percentage of their 
total business. If the percentage is great, then 
you can emphasize that the price increase 
is necessary to maintain the level of product 
quality necessary for them to serve their 
customers.

3. Has the customer faced any other price 
increases from other vendors? If so, try to 
identify what some percentages of the other 
increases have been. If yours falls into the low 
end, then you can point out how your increase 
is comparatively smaller than that of many 
others. If your increase is at the high end, you 
can either explain how yours is the only one 
you expect to take or that you wouldn’t be 
surprised to see others coming back to take 
another round of price increases.

Handling Price Increases
Submitted by Mike Martin

Source - thesaleshunter.com



4. How does the customer view you and the products/services you sell? If you have a qual-
ity reputation and record, then you can emphasize that the increase has been carefully thought 
through and it is only being taken to ensure continued quality. If you have a spotty record with the 
customer, then you should stress how the price increase will allow you to begin addressing some 
of the issues in question by allowing you to improve the overall quality of service they have been 
receiving. Naturally, it is important to make sure all comments are backed with a commitment to 
follow-through.

5. Will the customer raise an issue with the price increase? Be prepared to show documenta-
tion of how your costs have escalated and how other companies are experiencing the same in-
creases. (An example is the increasing cost of oil, which has forced any company that uses petro-
leum in the manufacturing or transportation of goods to most likely increase prices.) When having 
this discussion, be sure to show empathy for the customer, but remain firm in what you’re saying. 
If the customer senses any hesitation on your part, they will likely try to exploit it in the form of a 
price concession from you. Also, be prepared to share steps that your company has taken in an 
attempt to avoid a price increase. This can include ways you’ve already cut costs or how the price 
increase is the only way to maintain the quality and service the customer expects. A final point to 
emphasize is the time lag between this price increase and the previous increase. Having informa-
tion available concerning the rate of inflation during that specific time period may also help diffuse 
the issue.

6. Why does the customer buy from you anyway? Knowing this will allow you to reinforce these 
points when talking about the price increase. You should also have ready at least two key needs of 
the customer that your product or service satisfies. Be sure all of your strategic information about 
the customer is up-to-date before a price increase is announced.

7. How much business is at risk from the customer? We can sometimes get carried away think-
ing that if we raise prices, we’ll lose the customer, even though this is rarely the case. Think through 
what steps the customer would have to take to move to another vendor. Many times the work 
involved in moving is not worth the effort, and thus the business is less at risk than thought.

The following Sales Presentation tips 
are the best practices to employ when 
executing a price increase:
1. Give the customer lead-time. Provide the customer with enough notice to allow them to make 
adjustments in their information systems and to exercise at least one more order at the existing 
price.

2. Avoid showing favorites. Pricing integrity is always essential, but especially so during a price 
change. Do not treat particular customers more favorably than others in pricing during an increase. 
Different pricing levels are fine as long as they can be logically defended so that a customer who is 
not receiving the price break can understand and accept the price change.

3. Do not allow your customer to find out about a price increase from your invoice. Any 
changes in pricing must come from the account executive or a person of high position within the 
company. Information regarding a price change should only appear on an invoice after every per-
son involved has been personally notified. (Sufficient time should occur in the price increase time-
line to allow at least one invoice to contain a note of the pending increase in price.)



4. Make sure each customer service representative and anyone else who comes in contact 
with the customer is fully aware of when the price increase is going to be communicated. 
One of the most significant possibilities for confusion is when the customer hears conflicting 
information from different departments. Everyone in customer service needs to be fully aware of 
the price increase, the reasoning behind it, and the logistics for implementation. They should also 
be provided with a FAQ guide to ensure that when customers do ask them about elements of the 
pricing increase, they are able to share accurate information.

5. Believe in the price increase. In order to be paid what you are worth, you must charge 
what you are worth. Although this is not something that can be explicitly communicated to the 
customer, this general sense is what sets apart the best practice companies and high-performing 
sales professionals.

6. Instill an open-phone/open-door policy. Any time a price increase takes place, it is important 
for all senior executives to be willing to answer a phone call from a customer or to make phone 
calls to key customers. For successful consultative selling, nothing sends a stronger signal to a 
sales organization than seeing their senior executives on the front-line when dealing with a price 
increase.

7. Before and after the price increase, monitor the sales patterns of your individual 
customers. It is important to quickly catch any changes that occur as a result of the price increase.

During the 1970’s and 1980’s, price increases were common and expected. In the past 10 years, 
however, we’ve all grown used to lower inflation and the overwhelming impact of Wal-Mart’s 
philosophy on pricing. Today, price increases are again growing more common and acceptable as 
long as they are well thought through and not seen as a way to merely increase profits. Because 
they are an inevitable part of business today, we can’t let ourselves avoid dealing with price 
increases. Instead, we should seek to use them strategically to increase our selling potential.



Contribute To Specifacts!!

Jan-Feb Issue   Deadline Jan 16th
March-April Issue  Deadline March 16th 
May-June Issue  Deadline May 16th
July-August Issue  Deadline July 16th
Sept-Oct Issue  Deadline Sept 16th
Nov-Dec Issue  Deadline Nov 16th
 

Send article ideas to:
Mike Martin
mike@southeastassociates.com



2018 CSI Golf Outing



 
2018 Sponsorship Opportunities 

CSI Nashville Corporate Sponsors  $2000 unlimited 
Must have commitment in ASAP. 

Includes 2 preferred booths for Product Show in prominent space.  Booth preference will be 
determined by date of sign up. 

Recognition logo boards for Corporate Sponsors at the following CSI events:  
Golf Tournament, Product Show, 60th Anniversary/Christmas Celebration, and Monthly 
Meetings –including logo projection on screen prior to each meeting. 
 
Logo on Website and in Specifacts for entire year.  
 
Half page ad in Specifacts “Special Edition” 60th Anniversary/Christmas Celebration. 

 
10/9/18 Product Show @ Nissan Stadium 
-ALL Sponsors listed on closed circuit TVs day of show. 
$200   Lunch Sponsors -unlimited  
$500   Seminar Sponsors – three  available 
Company Logo on website for this event, on a display board by Seminar Room, 
and in recap edition of Specifacts.   
Two minute address at beginning of your sponsored seminar.  

(Vendor Booth Rental will be $600 for early bird sign up. $650 after that date.) 
 

Specifacts Ads – 5 Editions 
Business Card  $100 
¼ page   $150 
½ page   $250 
Full Page  $500 



advertise  your business here

Contact Mike Martin For Details
mike@southeastassociates.com

Advertising in Specifacts is an inexpensive way to get your business 
message out to the CSI members.

It also helps support the efforts of our local Nashville CSI chapter. 

 

Table Top Display for one Monthly Meeting $150   

Golf Tournament   TBD 

 
CSI Nashville’s 60th Anniversary and Christmas Event 

Merry & Bright for 60th Years! 
December 6th at The Maxwell House Hotel 

 
$800   60th Commemorative Hatch Show Prints 
Logo on Website this event & in Specifacts “Special Edition” & Signage at Stage  
 

$750  Merry & Bright Food Delights 
Logo on Website this event & in Specifacts “Special Edition” & Signage at Buffet 
 

$500    Merry & Bright Bar & Wine Sponsors   
Logo on Website this event & in Specifacts “Special Edition” & Signage at Bar  
 

 
 

Specifacts “Special Edition” Merry & Bright for 60th Years! 
Ads for Companies or Individuals for Congrats or Special Memories. 

What has CSI meant to you? 
This special edition will be handed out at the celebration party. 

Ads need to be in by Nov 15th, 2018 
$200   4 lines 
$300   1/4  page  ad 
$500   1/3  page  ad 
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Jerry Curtis, Programs 
(615) 790-2828
tnbass@comcast.net

Mike Martin, 
Publications/Editor
(615) 864-6350 
mike@southeastassociates.com

Carl Manka, Certifi cation
(615) 366-4401
(615) 366-3992 fax
carl.manka@tbr.edu 

Michael Gober, Education
(615) 351-7468
michael.gober@shawinc.com

Devin Righter, Membership
(615) 690-7200
devin@bxtn.org

Tiffany Goulet, Electronic 
Communication
(615) 333-1000
(615) 333-1006 fax
tiffany@nexgen.cr.com

Loretta Baltz, Friendship
(615) 844-1017
(615) 250-9425 fax
Loretta.baltz@construction.com

Melanie Kenney, Product Show
(615) 979-9497
mkenney@southlandbrickand
block.com

Vickie Dyer Long, Product Show 
Vice-Chair
(615) 844-1017
(615) 250-9425 fax
vickie.dyer@construction.com

Jarrod Finger, Emerging Professionals 
(615) 953-9474 ext. 704
(615) 658-8145 fax
jarrod@wisengineers.com

Jerry Curtis, Technical
(615) 790-2828
tnbass@comcast.net

Tom Parshall, Planning
(615) 399-5275
(615) 399-5285 fax
tlparch@bellsouth.net

Arya Kabiri, Social
Media
(615) 377-9773
(615) 370-4147 fax
aryak@tmpartners.com

Steve Honey, Chapter Director
(615) 533-7886
shoney@southlandbrickandblock.com

Lynn Jolley, Chapter Director
(615) 876-8096
ljolley@comcast.net

Devin Righter, Chapter Director
(615) 690-7200
devin@bxtn.org

Kevin Russell, Chapter Director
(615) 767-6139
krussell@mcelroymetal.com

CSI Nashville - Officers  & Directors/Committee Chairs & Co-Chairs
July 1, 2018 –June 30, 2019

President  Michael Gober  615-351-7468  michael.gober@shawinc.com
Past President  Dan Cress  615-523-5235  dcress@tmpartners.com
President Elect  Jerry Curtis  615-969-8970  tnbass@comcast.net
Treasurer  Jack Potter  615-370-8500  jpotter@hfrdesign.com
Secretary  Derek Hickman  615-953-9474  derek@wisengineers.com
2nd year director Kevin Russell  615-767-6139  kevin.dotson.russel@gmail.com
2nd year director Jill Colby  615-330-2746  jillcolby@colbyassoc.com
2nd year director Jarrod Finger  865-850-8707  jarrod@wisengineers.com
1st year Director Jim Christain  615-495-1971  JChristain@aol.com’
1st year director Beth Hargis  931-239-0797  bhargis@hfrdesign.com
1st year director Harry Harris  615-370-3252  hharris@hmharchitects.com
1st year director Doug Johns  615-794-1247  djohns@franklinhousingauthority.com

**6 of the above persons must be present at board meetings for a voting quorum**

Committee Chairs & Co-Chairs

Awards Regional Chair  Kevin Corkern  615-517-5184  kcorkern@comcast.net
Awards Institute Chair  Troy Williams  615-645-5929  twilliams@cauthenandassoc.com
Certification Chair  Carl Manka  615-351-1177  CManka@comcast.net
Certification co-chair  Lynn Jolley  615-876-8096  ljolley@comcast.net
Education   Ray St. Germain  615-418-9359  rstgermain@bathfitter.com
Emerging Professionals  Jarrod Finger  865-850-8707  jarrod@wisengineers.com
Emerging Professionals co Kevin Liegebel  615-250-8678  kliegibel@southeastventure.com
Golf Tournament  Kelly Pugh  615-339-3387  Kelly.pugh@ppg.com
X-mas/ 60th versary Chair Jerry Curtis  615-969-8970  tnbass@comcast.net
X-mas/ 60th versary Co  Tiffany Goulet  615-423-8321  tiffany@nexgen-cr.com
X-mas/ 60th versary Co  Melanie Kenney 615-979-9497  mkenney@leebp.com
Membership   Jill Colby  615-330-2746  jillcolby@colbyassoc.com
Membership co-chair  Tiffany Goulet  615-423-8321  tiffany@nexgen-cr.com
Planning   Tom Parshall  615-479-6199  tlparch@bellsouth.net
Product Show   Melanie Kenney 615-979-9497  mkenney@leebp.com
Product Show co-chair  Tiffany Goulet  615-423-8321  tiffany@nexgen-cr.com
Programs   
Social Media   Tyrone Bunyon  423-326-4872  tbunyan@tmpartners.com 
SpecHeads   Jerry Curtis  615-969-8970  tnbass@comcast.net
Specifacts   Mike Martin  615-864-6350  mike@southeastassociates.com
Toast and Tour   Tim Yoko  615-377-9773  tyoko@tmpartners.com
Toast and Tour co-chair  Lauren Laumeyer 615-277-0360  LLaumeyer@binkleygarcia.com
Website   Tiffany Goulet  615-423-8321  tiffany@nexgen-cr.com
Photography   Tyrone Bunyon   615-377-9773  tbunyan@tmpartners.com 
Photography   Jim Christain  615-386-9962  JChristain@aol.com

CDT classes: Lynn, Carl, Cheryl, Jerry Preston, Kevin Corkern


