


Our Builder Network members have made a
statement. At Metallic we heard it, loud and clear. 

That’s why we’re committing more resources to
these valued business partners than ever before.
Like enhanced tools for simplified project tracking.
Advanced software for more accurate custom
configurations. Even comprehensive marketing
support and qualified new-business referrals.

So the next time you need a customized metal
building solution, consider partnering with
Metallic. Smart builders agree, we’re a great fit.

Metallic Building Company
800.755.7339 
metallic.com

Try us on for size. 
Find out how to get your 
own Metallic Carhartt® jacket 
at metallic.com/beabuilder.

WE’VE GOT YOUR BACK.

Copy of Metallic final ad.qxp  5/13/2009  10:53 AM  Page 1

circle #17 on reader service card

profile

ity to align and collaborate with the corporate 

support functions. I believe this gives NCI a 

strategic advantage.”

 “A large organization like NCI allows us 

at the divisional level to take advantage of the 

economies of scale,” Kuzdal said. “The shared 

infrastructure available to each of us allows us 

to operate more efficiently, at a lower cost, and 

provide more value to our customers. There are 

certain resources that are available on a corpo-

rate basis that we literally couldn’t afford on an 

individual business. As a stand-alone company 

we would have to fund all of that infrastructure, 

so the fact that we can share that as three 

separate units enables us to reduce our over-

head and be a lower cost producer overall. IT is 

a prime example of that.”

 Dickinson agreed, reinforcing the ben-

efits of a centralized IT group. “You need to 

utilize technology to effectively serve a large 

company, but you can ‘technology’ yourself 

right out of the business if you don’t have 

somebody orchestrating it.”

 The maestro orchestrating NCI’s IT group 

is Eric Brown, executive vice president and 

CIO, who positions IT as an enabler that im-

proves the level of communication within each 

of the NCI companies and facilitates business 

processes. Recognizing the benefit technolo-

gy can provide, NCI has made a financial com-

mitment to further invest in this critical area 

by advancing internal systems and customer 

service applications.

 “We look at IT from a strategic initiative 

role,” Brown said. “We take that philosophy 

and make sure the IT group is involved with 

what is going on within each of the business 

units. Some part of the IT organization is in-

side each one of NCI’s business units, helping 

them do what needs to get done for the bet-

terment of their brands and ultimately NCI.”

Weathering the Perfect Storm
Like nearly every company in the metal 

construction industry, the past year was not 

without its challenges for NCI. Late in 2008, 

NCI was already noticing a shift in their busi-

ness. The banking issues, which definitely 

impacted the metal construction industry, 

also affected NCI’s customers and its cus-

tomers’ customers who were trying to fund 

their projects. The economy was collapsing 

and, on top of the market challenges, NCI 

had debt that was maturing in November 

2009. With the added impact of falling steel 

prices the result was, according to Cham-

bers, “a perfect storm.”

 NCI was certainly a valuable, success-

ful company, but needed a partner to help it 

weather the storm. While searching for the 

right partner, private equity firm Clayton, Dubi-

lier & Rice, New York, came in, and after com-

pleting extensive due diligence, both sides 

decided it was the right fit. In August 2009, 

NCI signed a definitive investment agreement 

where CD&R agreed to invest $250 million 

into NCI that would be used to pay down 

debt. After some additional negotiations and 

financial restructuring, NCI currently sits on 

strong financial footing.

 “We closed all that on the 20th of October 

and we have paid down $320 million in debt,” 

Chambers said. “Our remaining debt is very 

small and we have more than $100 million in 

cash on our balance sheet. So our net debt 

position is about $50 million dollars, and we’re 

now at a better financial position—in terms of 

our balance sheet—than at any other time in the 

history of the company. Now we have a great 

partner that not only has the financial expertise 

but is also strong in manufacturing, purchasing 

steel and other key areas of our business. So 

they bring to the board level some functional 

knowledge, with which we’re very happy.”

Poised for Success
Like most good companies, NCI has braced it-

self for a difficult recovery, heeding the words 

of leading economists who predict another 

challenging year. That said, NCI is investing 

into markets and product segments it expects 

to grow incrementally in the years to come, 

like the green building movement.

 “With the green building movement our 

competition is not necessarily other metal 

building manufacturers, but other types of con-

struction,” Dobbins said. “Every now and then 

you find yourself in the right place at the right 

time. The metal construction business—metal 

building business—is positioned in a perfect 

spot, with all this emphasis on green buildings. 

We use recycled material, our projects are high-

ly recyclable, we have this product—insulated 

metal panels—which will play a larger role in 

the construction industry … we have an incred-

ible opportunity to take market share from the 

rest of the construction industry. There’s hardly 

anything out there being built today that our 

industry can’t compete with.”

 Robeson asserted: “A trend I’m seeing is a 

higher level of integrity in the industry with com-

panies who want to be on the leading edge of 

converting other building materials to steel, and 

in a way that is on the leading edge of satisfying 

the requirements of tomorrow—green, insula-

tion requirements, PV applications, or a greater 

degree of quality of the structures themselves. 

That’s been heightened over the years." 

 Added Dickinson: “In the future, the in-

dustry needs to continue what we’re doing: 

working with the associations to promote 

the advantage of metal. We have an out-

standing product when you look at lifecycle 

costs. There is a tremendous amount of 

construction where metal would work really 

well. And that just takes educating people in 

the uses of metal building products. It’s all 

about education and perception.” 

 Educating building owners, developers 

and the public about the plethora of uses for 

metal buildings and metal building products will 

certainly play a significant role in the growth of 

the metal building industry. For NCI, it may also 

extend its stay in the elusive Sweet Spot.
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