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Recipe for
Success

NRS winners share
best practices for
customer satisfaction
success.

Larry Webb, left, president of John Laing
Homes stands beside Rich Staky,

president of the Denver division.



Extruded Aluminum Clad Windows & Doors By Weather Shield

On the outside, all aluminum

clad windows might look similar.

But when you compare the soda

can thin cladding on competitive - ol : ’ ' 3 A e o £ ; e
products with the beefy .045" B . _ = ) - ) ’ ; e p : ¢ W O ’ G

thick extruded aluminum on . 2 2 v Seard, ¢ A v
Weather Shield wood windows \ = — = 7 : : : ‘ S . .‘ A
and doors, that's where all _ 7 By ,' i TS .
similarities end. g \ Zz 4 ~ : d OB 1
As a result of our exclusive NG = 9 / » Q . i : § % . P ' b
FocusEngineering™ process, . ! B\ = ‘ e ‘ : ' A i

the extruded aluminum cladding | B T _ I | ; | ] : , 0% - } ol
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provides better protection in the face . 2 | b £ ! 5 !

of weather such as hail that can leave 1 b | : 3 y 7 I 43

roll-form aluminum clad products IR i = - ‘ 7 ] : U B

damaged and dimpled. ‘ < ' ‘ _9 i { :

FOR YOUR REPUTATION

you think will look and perform
better? A window brand that uses

a mismatch of extruded aluminum
on the frame and roll-form cladding
on the sash? Or a Weather Shield
product that provides the same
durable protection on all parts of the

windows and doors?

FocusEngineering is what makes us
different from everyone else. Don't
settle for less. Call us today at

1-800-477-6808. Demand better.
Compromise nothing. Want more. F o C U S + EN G INEERIN G = M O RE

THICK EXTRUDED ALUMINUM = GREATER OVERALL PROTECTION

). \"M

Want More
For FREE information circle 1

www.weathershield.com/PB

© 2003 Weather Shield Mfg., Inc.
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L ooks like wood.
Pertforms like WeatherBoards:

WeatherBoards FiberCement Siding.

It does look and feel like wood. But it'’s not wood. Low maintenance
is just one of the beauties of CertainTeed WeatherBoards FiberCement
Siding. It’s protected against moisture by exclusive FiberTect® Sealant.
Plus WeatherBoards has a Class 1(A) Fire Rating and a 50-year
warranty; wood has neither. Choose WeatherBoards Siding. Learn
more at 800-233-8990, code 120, or visit www.certainteed.com/wb120.
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50 Recipe for Success

From genuine caring to the power of "Wows,” the third
annual NRS Awards outline the cutting edge findings
from NRS Corp.'s North American Study. This year’s
winners, which include John Laing Homes, Desert View
Homes, Mayberry Homes, Cambridge Isenhour Homes,

Green Company and :
Pigman Builders, explain $EE -
what best practices they
have implemented to

guarantee customer satis-
faction success. by Paul |
Cardis with additional

reporting by Jack ReVelle
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14 The Heights of
Expectation. In century-old
Houston Heights, Allegro Builders
grows a modern business one period
home at a time. Follow homeowners
Christine and Jan Spin as they work
with Lambert Arceneaux, Allegro
Builders’ owner, to design and build
their custom 1850s revival mansion.
by Bob Sperber
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>> BUILDERS NEWSLETTER

Receive weekly news and information
important to the building community
directly in your inbox. Sign up today!
www.HousingZone.com/hzpass

>> ONLINE EDUCATION

Training is an important key to improving
your business. HousingZone offers many
classes that can help you improve your
production quality and ROI. Visit our HZ
University today!
www.HousingZone.com/hzuniversity

>> BUILDING ECONOMICS

Keep tabs on the building market with
HousingZone’s monthly economic re-
caps.
www.HousingZone.com/economics

HousingZone.com

>> GREEN BUILDING FORUM

Learn about green building from the
experts. Read interviews, book reviews,
white papers and more all in the Green
Building Forum.
www.HousingZone.com/forum-green

>> MOLD & INSURANCE

Keep up to date on mold and insurance
issues affecting the industry.
www.HousingZone.com/forum-mold

>> CATCH US ONLINE

Read these articles
and more at
www.HousingZone.com

— BUSINESS OF BUILDING

3 Leamn: Land Development
and Acquisition Financing,
Part 4
You've got the land, now you have to
figure out how you're going to pay for it.
This month’s article explains financing
options, including public and equity
financing. by Rich Guerard

45 Path Report: It’s Raining
Profits

Let Mother Nature help build your
profits. Installing rainwater catchment
systems can help homeowners save
money and help you generate profits.
by Asa Foss, Path Partners

—+) PRODUCT REPORT

65 In My Own Words

David Hale, owner and president of Hale
Development, Inc. tells us what he
wouldn’t build without.

69 Products

Our Products Editor reviews the
latest interior and exterior
lighting products on the
market.

by Rhonda Jackson <
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73 Best in Class

Are builders getting what they want out
of product manufacturers? Professional
Builder takes a look the winners of the
Best in Class survey to see which compa-
nies have the winning edge. by Cheryl
Cullen

HOW TO REACH US

SINGLE COPIES: To purchase a current or back issue,

call 800/637-6079.

REPRINTS: Contact 800/290-5460 x136
e-mail: professionalbuilder@reprintbuyer.com

SUBSCRIPTION INQUIRIES, CORRECTIONS
OR CANCELLATIONS: Customer Service, Reed
Business Information, 8878 S. Barrons Blvd.,
Highlands Ranch, CO 8o129; Ph: 800/446-6551

(7 am. - 4 p.m. Mountain time); fax: 303/470-4691;
e-mail: subsmail @reedbusiness.com
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[F YOU'D FRAMED THIS WI

HE WOULDN'T BE
OUT OF THIS JOB.

!

T v e e

FRAME WITH TIMBERSTRAND® LSL HEADERS AND YOU'LL GET MORE REFERRALS THAN CALLBACKS.

These days when you’re framing walls of windows, stable headers are even more critical. TimberStrand® LSL is
engineered lumber that’s free of knots, and resists bowing and twisting so it makes great headers and studs. Use
it and your windows and doors won't stick due to warped headers.
Use TimberStrand® LSL studs and your walls will be straight as a

chalk line. TimberStrand® LSL installs easﬂy and is extremely stable ¢ /W

so your crew can keep moving. For your nearest Trus Joist dealer, e 2
Visit Wwwtrus' ist.com or call 1-800- 338 0515. T S S

Visit us at: www.trusjoust.com



[F YOU'VE BEEN
WAITING FOR WO0OD

MILLWORK THAT
RESISTS SPLITTING,
DECAYING AND INSECTS,
YOUR PRAYERS HAVE

BEEN ANSWERED.

THE ANSWER IS NO.

Lightweight and easy to install,
polyurethane millwork and trim from
Fypon® will never split, chip or decay.

Requiring only standard woodworking
tools and almost no maintenance, it
saves time during and after installation.
And because compound mouldings can
be made with a single moulding profile,
it makes complex jobs surprisingly simple.

So simple in fact, you never have to be

disappointed by wood again.

2 YPON

www.fypon.com 1.800.446.3040

For FREE information circle 4
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PERSPECTIVE
by Paul Deffenbaugh

It's About People

Fm new here. I joined the magazine
about three weeks ago but I've been in the
residential construction industry for more
than 20 years. A long time ago, I used to
swing a hammer for a living, doing his-
toric restoration in Fredericksburg, Va. I
also built custom homes
and did some light com-
mercial work.

Before I took my first
magazine job, I debated
about how difficult it
would be to move from
the jobsite to the office.
Jobsites are such social
places, and the people I
worked with had become
my friends. I worried that
I would be walled away
from others and end up
working in isolation. It

Home building is a people business.

Don’t get me wrong. I love a razor-
sharp miter joint and the smell of a fresh-
ly excavated foundation as much as the
next guy. But what gets me up in the morn-
ing is the chance to be around people.

Over the next few
years, I look forward to
meeting and speaking to
as many of you as I can. I
want to sit in your design
centers, prowl your con-
struction sites and meet
your office staff. My job is
to make this magazine an
essential tool in the opera-
tion of your business.
Believe me when I say
that as in home building,
editorial work is also a
people business because

Take some time with this month's issue. Read
the articles, look at the projects, then drop me
an email and let me know what you think. Bop
over to HousingZone.com and look around.

How are we doing?

was a curious fact to recognize about
myself. I had always thought I was a bit of
a loner. Instead, I discovered how much I
enjoyed social interaction.

In the intervening years, I came to
understand that T was not unique in that
regard in the building community. In fact,
I would hazard that being a social person
is one of the keys to success for builders.
You see, I don't believe building homes is
really about either the homes or the build-
ing. It's about people.

To succeed, we need to establish rela-
tionships with our employees, our trade
partners, our vendors, our community
leaders, our bankers, our accountants and
our marketing advisors. Without those rela-
tionships, no builder could succeed. And at
the heart of each of those business rela-
tionships lives a direct, one-to-one, person-
to-person interaction. Keep the other per-
son happy, and that person will help you
succeed.

for me to succeed, I have to keep you
happy.

So do me a favor. Take some time with
this month’s issue. Read the articles, look
at the projects, then drop me an email and
let me know what you think. Bop over to
HousingZone.com and look around. How
are we doing?

Evaluate us like you would a new saw.
Are we being straight and true? Are we
sharp? Do we have a handle on it? In
exchange, I promise to keep the puns and
silly tool analogies to a minimum.

I look forward to meeting you. PB

AR DYl s

Paul Deffenbaugh

Editorial Director

630.288.8190
paul.deffenbaugh@reedbusiness.com
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truly better.

Introducing Classic-Craft®
American Style Collection™

Instant curb appeal and enduring
customer satisfaction. That's the true
beauty of this strilzing addition to

our Classic-Craft® family of quality

fil)erglass entryways. American

S’cyle’s historicauy correct
“craftsman” design is the result of

our AccuGrain™ technology. This

NN

patented approa.cll delivers real

— )
| 777777

wood grain
THERMA-TRU®

with all the (»e CCUG RAI N’

WoL06y

appearance

H

aclvantages of
Therma-Tru fiberglass. Unmatched
in the inclustry, it procluces grain

that is so true-to-life, it’s virtua“y

in(]is’cinguishal)le from fine wood —
yet it will never split, crack or rot
like wood.
Bring American Styleys truly
better design and durability to
your home.

Visit: www.thermatru.com

For FREE information circle 5

THERMANTRU

DOORS

The Most Preferred Brand in the Business™

Door Séyle: CCA232 .,
\ Sidelites: CCA3402
Transom: VGRT-Villager™glass

©2005 Therma-Tru Corp. is a Fortune Brands Company.




D711 ‘sauasnpu 3BJUBIAl 002 ©

We study fashion. You watch the bottom line.
The kitchen makes a fashion statement, and great kitchens help you sell homes. At Merillat, we know
what homebuyers want in their kitchen and in their cabinetry. We scan the world of home products,
furniture and style to learn new color and design trends. We hold focus groups to see what people
want in cabinetry. We take all sorts of insight and apply it to our design philosophy of Sensible Chic.
Merillat combines great style and great value for any homebuyer. Learn more at www.merillat.com.

<

X Merillat.

The cabinet built for
new construction.
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PHOTOGRAPHY: FELIX SANCHEZ

BY BOB SPERBER, SEN/OR EDITOR

The Heights of Expectation

In century-old Houston Heights, Allegro Builders grows a modern business

one period home at a time.

Lambert Arceneaux is thriving on the “unofficial design
revitalization” he sees taking place in Houston’s historic neigh-
borhoods. Following success as a remodeler on historic jobs, he
formed Allegro Builders in 1997 and has delighted mostly upscale
couples in neighborhoods like his current favorite, Houston
Heights, a century-old planned community.

“We don’t build big houses; we build
fairly interesting houses, and we pay
attention to the details,” an Arceneaux
says in describing his houses, which
range from $700,000 to $2 million.
His attention to detail has gained him
recognition to mine his period-home
niche.

Opportunities

When homeowners Christine and Jan
Spin set out to find their “own little
Shangri-La,” they set their sights on
Houston Heights and contacted Allegro
Builders.

The Spins wanted enough space to
accommodate a possible family as well
as out-of-town visitors. Arceneaux was
happy to oblige and the building process
began.

Challenges Met

In a real sense, the opportunity in this
project was the challenge of serving
clients with high expectations. Christine
Spin quit her full-time job to take the
lead on design decisions. Spin wanted
her new home to have the “same kind of
character, but with all the modern

amenities” as her former residence, a
175-year-old Maine farmhouse.
Arceneaux is similarly demanding.
He admits to making trades tear out and
re-do “more of their work than you could
ever imagine,” from porches to a wall of
glass block whose bottom row was
improperly aligned. “Those who bear
with us and do things right know we’ll
have 20 more houses coming for them.”
As the Spins reviewed Allegro’s proj-
ects in Houston Heights, the houses
designed by Creole Design, a Houston
firm, caught their attention the most.
Arceneaux brought Creole Design archi-
tect-president Sam Gianukos into the
project. Poring through architectural
books, Christine Spin pinned her hopes
for a dream home on the photo of an
1850s Greek Revival mansion that she
found in the book “Southern Comfort:
The Garden District of New Orleans.”
The old mansion’s front elevation
featured prominent columns support-
ing upper and lower galleries. Gianukos
faithfully included the columns in the
Spins’ floor plan which Allegro Builders
recreated. The end result fits two floors
and a small 218 square-foot third floor

LIGHTWEIGHT AND WEATHER-RESISTANT, structural fiberglass columns support the double
gallery of a home that pays homage to an historic New Orleans mansion (opposite page). Pine
dominates the front elevation while fiber-cement planking protects the sides and rear. Inside, (this
page) a three-story spiral stairway wows guests as well as the homeowner.

' VITAL STATS _

The Spin Residence

Location: Houston, Texas
Builder/Developer: Allegro Builders,
Houston

Architect: Creole Design, Houston
House Completed: July 2005
Home type: custom single-family
Lot size: 60 x 200 feet

Square Footage: 4478 plus 972 in
outbuilding

Buyer profile: Young professional
couple
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FORMAL AND INFORMAL ELEMENTS FLOW
from a formal dining room (below), through a
butler’s pantry with custom wine station, and
into an open kitchen/family area (above)
whose breakfast nook opens to an outdoor
“summer kitchen.”

into 4478 square feet; and 972 more
square feet of interior space in an out-
building that also hosts a three-car garage.

Materials & Products
Despite its 1850s design roots, the Spin
residence uses modern choices to
enhance the traditional style. Structural
fiberglass columns replace wood, which
has proven inferior in weathering the
Houston humidity. The rest of the front
elevation, however, is primarily wood
primed on all sides and tucked away
from the elements. This includes the
pine 105-profile siding, trim and corbel
brackets, which were designed by
Gianukos and hand-carved by a local
craftsman whose shop “looks like
Geppetto’'s workshop,” says  Dan
Bedwell, project manager for Allegro
and hands-on supervisor through most
of the Spin job.

Fiber cement siding was used on side

and rear exterior elevations where the
siding profile is less critical. Windows
are wood inside and out, but needed to
be insulated to meet Houston’s energy
code. Allegro used JELD-WEN’s Pozzi
Custom Collection as an alternative to
true divided light windows, which were
impractical, cost-wise, to specify.

Several specialists were brought into
the project, including a lighting design-
er; a contractor to install a Niles Audio
multimedia entertainment system with
distributed touchpad controls; and a

landscape architect who handled the
grounds and a built-in pool.

People & Processes

“We have to operate efficiently and effec-
tively, and we always have to know exact-
ly what it costs us to build a house,”
Arceneaux says. To meet these goals,
Allegro outsources its estimating and
purchasing to The Builders Club, a
Houston company that serves as an out-
side estimating and purchasing arm to
Houston builders.



www.masonite.com

Belleville® Fiberglass Door Collection. Making a grand entrance.

Once again, Masonite delivers on its commitment to create truly innovative and beautiful doors with the introduction of the
Belleville® Fiberglass Door Collection. Featuring a high-definition panel profile that reflects authentic wood door design and beauty,
Belleville fiberglass doors represent the ultimate in design flexibility.

For FREE information circle 7

Masonite. The Beautiful Door.®
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LIGHT SHINES FROM A SECOND-STORY
BALCONY into the master suite (right and
below). Rich woodwork and a custom, stained
glass complete a relaxing retreat.

Serving Allegro and 21 other local
builders, The Builders Club owner
James Dong operates a remote purchase
order system using CAD and product
data management software from Argos
Systems for detailed take-downs of
major building components. That infor-
mation, along with general invoicing, is
then processed through the FAST
accounting system from Constellation
HomeBuilder Systems.

Arceneaux prefers this service to pack-
aged systems for up-front cost efficiency
and for its head-to-head competition
between vendors. He says it has uncov-
ered price variances that have translated
into savings as high as $10,000 for a
frame package. Arceneaux believes this
system helps set the stage for Allegro,
with only eight employees, to grow.

Executing on-plan and on-schedule
in large part hinges on the “client rela-
tionship and setting expectations,” says
Karen Travelstead, Allegro’s general
manager. “What sets us apart is the way
we set expectations and educate buyers.”
She says custom building is rife with
change orders, but “we tell them there
will be ‘surprises,” and we tell them how
we will handle them.”

Key, scheduled meetings include a
virtual, 3D CAD pre-start walk-through
and a pre-drywall walk-through. In the
Spins’ case, the latter helped confirm
changes to accommodate lighted art-
work niches. Additionally, Allegro
Homes works with lenders to coordinate
the home’s value and completion date.
“It was such an emotional investment
for [the Spins],” Travelstead says. “By
communicating with them each step of

o )
BKFT
1510
e 7
= 7 | MBR
! i 14x15
Lo
ool —_]
5 FR
i 19x22 ;
K BR | SITG
14x20 14x14 —J 14x11
I ] - | N o}
o 1
I Y] Ly T
. [ | S—_—
-% D T GAME RM (]
alw] E n = | 22x21
oli

~N

1st FL 2nd FL
the way, we took a good deal of stress out
of the process.”

Outcomes

The Spin house took 13 months to com-
plete from groundbreaking to walk-
through, longer than average but “without
any major hiccups,” Christine Spin says.
“We love the area and we love the house,”
she adds. “It turned out so much more
beautiful than I could have imagined.”

Arceneaux declined to report hard
construction costs and the price tag on
the house, but the house’s craftsman-
ship appears on a par with that of homes
slightly above $1 million.

The small, custom and spec-home
building business has seen its revenues
double for three years running to reach
$8.1 million in 2004. Arceneaux expects

i

./

3rd FL

to top $12 million for 2005 in an esti-
mate has been adjusted slightly down-
ward following Hurricane Rita.

While profits are wundisclosed,
Arceneaux credits Allegro’s success to
tight estimating, constant client contact
and a steadfast focus on “building peri-
od homes that fit in with the homes
around them in historic neighbor-

hoods.” PB

To purchase a copy of “Southern
Comfort: The Garden District of
New Orleans,” visit the
HousingZone bookstore at
www.housingzone.com/bookstore

AW LOG ON For more information about this and
other plans and projects, visit our Website at
www.housingzone.com/1105
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COMMANDER IN CHIEF OF ALL LOADING DOCKS

INTRODUCING EXPRESS WITH AVAILABLE DURAMAX DIESEL

£

LASTING TRUCKS ON THE ROAD™

THE MOST POWERFUL DIESEL IN ITS CLASS' | ADVANCED-ENGINEERED FOR

*
)

DEPENDABLE, LONGEST-

ENGINE

i

I

e FOE 5% B 1A

THE 2006 CHEVY EXPRESS® VAN IS NOW AVAILABLE WITH A DURAMAX® 6600 V8 TURBO-DIESEL
POWERFUL, QUIET, EFFICIENT PERFORMANCE | FROM THE FAMILY OF CHEVY™ TRUCKS, THE MOST

express
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Products In Action

SEE! ENJOY!

* Products from the Builders’ e Partfies

Show in action, in real homes @ Llive
® FirstHime Buyer home enteriainment
e Move-up home ® Refreshments
* luxury custom home
 All'in the parking lof

outside the IBS show

GET YOUR PASSPORT...to Show Village 2006

This passport officially enters you info the drawing to win a Plasma
Screen TV or one of four IPODs. It also transports you to Show
Village 20006, built in the parking lot of the IBS, where you will see...

* 3 homes, including first time buyer and move up home built by
Palm Harbor and a custom home built by Nationwide Homes

® Fabulous products that you have also seen af the IBS, but this time,
in action, in their actual, live environments

* "Block parties” each evening of the show

To get your PASSPORT, just visit any one of our sponsors’ booths or stop by Show Village and see a Reed representative.

SHOW VILLAGE 2006... GREAT COMPANIES...

Home Sponsors:

Village Sponsors:  LAH[-MACS

Acrylic Solid Surface

& BOSCH
SIEMENS

LP SmartSide.

Construction Products

' . .
Building & | =23 c v ROOFING PRODUCTS 2 ‘ Z / " /

Gonstruction Windows and Doors

— Products, Inc.
APA -
WOOD ASSOCIATION TENDURA mm

Visit us

at the
RBuilder’s
Show

in Orlando

I | January

11-14, 2006

GREAT PRODUCTS. .. GREAT FUN FOR ALL

P as
Room Spomsors: 1? Fortifiber Building Systems Group™
P 5

rotecting Your World from the Elements

Sealants & Adhesives

Taylor
() iiiche @m oy

CLASS BLOCKE

Rubbermaid

@eosch  USH

Vanguard
X coa

- Piping Systems, Inc.

QUALITY THAT ENDURES



TrimJoist

Electrical
can go here

If Bob tries TrimJoist, he'll find out
why TrimJoist is the hest choice for floor truss products.

IT'S CONTRACTOR-FRIENDLY.  Wiith 3 5.inch flanges
The end sections can be

: o on the top and bottom,

trimmed onsite. subfloor application s TRV _® °

IT SAVES MONEY AND TIME. simple. Nailing and I ® ' ‘t

Wlth strut-webbing, glun‘lg are easier. - I Ille. ‘P'I&

there’s no need for IT COMES WITH A TEAM NEINIE E;EE BZZ DSZE?DUBTS

subcontractorsto cutholes.  oF ENGINEERS. e
www.trimjoist.com

IT'S STRONGER. Just Cal] our toll-fre.e num_ For FREE information circle 13

You don’t weaken the ber for custom engineering.

joist with holes.

IT HAS WIDE FLANGES.
U.S. Patent 5,761,872 « U.S. Patent 6,139,667 ¢ Additional Patents Pending
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BY RODNEY HALL, THE TALON GROUP
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Self-Development
Orientation

Learning how to further improve skills and performance proficiency.

aspirations... your plans for
the future?

What steps have you
taken to prepare yourself and
what steps are you planning to
take?

The first answer is self-
explanatory, but the second
reveals a host of dimensions

I recently returned from Professional
Builder’s Benchmark Conference where I
feasted on a cornucopia of educational seminars
served up by some of the best minds inside and
outside our industry. One of those was Ram
Charan, an acclaimed adviser, author and teacher
to some of the world’s most successful companies.

Charan has a keen ability
when it comes to understand-
ing why great companies are
more successful than others.
Great companies have more
than good leaders; they have
growing leaders. Charan elab-
orated on this, noting three
habits he usually sees in top
leaders:

They are voracious read-
ers of diverse materials and
have an insatiable appetite to
find new ideas.

They are very perform-
ance oriented.

They are very conscious
of the unconscious.

While each of these bullet
points are worthy topics, I
would like to focus this
month’s column on the first
bullet, something we call Self
Development  Orientation
(SDO).

I did a quick Google search
on Self  Development
Orientation and found no
shortage of definitions. In its
simplest terms, SDO means
to initiate actions to further
improve skills and perform-
ance proficiency. And, as
Charan suggested, continu-
ously learning and improving,

usually without being prompt-
ed to do so.

Lets face it, most of us have
more on our plates today than
we can deal with and are in no
hurry to add more. When
times are good, it is normal
for us to focus on doing rather
than growing. Unfortunately,
that is the reason so many
people hit the career ceiling.
People are so busy excelling in
their current jobs that they see
no need to broaden their hori-
zons. After all, success in
their current role will surely
follow them into their next
role, right? Not altogether
untrue, but it is like betting on
36 red at the roulette table...
just how lucky do you feel?

Whether you are a hiring
manager or a potential candi-
date, SDO separates the great
people from the occasionally
lucky ones. And a complete
lack of SDO can curtail, or
worse, derail a person’s career
(depending on how fast your
industry is changing). Open
any interview how-to book
and a variation of the follow-
ing two questions can always
be found:

What are your career

about the person including
their initiative, problem analy-
sis and judgment, planning
and organization, etc. Before I
lose you on this, let’s look at a
real-life example.

A vice president of con-
struction for a Top 10 builder
aspired to become a division
president. For the first seven
years of his career, his experi-
ence was all about construc-
tion. Recognizing his lack of
sales and marketing experi-
ence — showing problem
analysis and judgment — he
signed up for and completed
all Member, Institute of
Residential Marketing courses
offered by the National
Association of Home Builders
— showing initiative. Because
his company did not advocate
such action, he paid for it him-
self and used personal vaca-
tion days over four years —
showing drive, planning and
organization — to pull it off.
Starting to make sense now?

The bottom line is that indi-
vidual development starts with
you — the individual. PB

LOG ON For more information
ﬂ on this and other human
resource issues, Visit our Website at
www.HousingZone.com/management
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Sweet Dreams
Thanks to Icynene®

lmagine being in control of client satisfaction, quality construction, and profits all the time.
It all begins with a dual-performing insulation that helps you take control of air leakage and deliver
unparalleled results.

Icynene® spray foam insulation and air barrier system provides builders with an air tight solution
to superior building envelope performance while keeping projects on track and on budget.
Your homes will be the talk of the town.

Icynene® helps homeowners take control too... They can control the quality of the air they breathe. They can also
control their spending by saving up to 50% in energy costs every month.

Drive your business to healthier pl’OﬁtS by giving homeowners what they want.

) The Icynene Insulation System’
Healthier, Quieter, More Energy Efficient®

For FREE information circle 14

Selling your homes gets easier with Icynene’s Builder Advantage Program. To request a
FREE copy of the program, visit www.icynene.com/builderadvantageprogram.aspx
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New Prospects vs.
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‘Be Backs’

BY JOHN RYMER, JOHN@NEWHOMEKNOWLEDGE.COM

Interviews with America’s best new home sales professionals.

Statistics show that “Be back” customers —
those returning for a second or third visit — are
almost four times as likely as new prospects to pur-
chase a home. What is the goal with “Be back” cus-
tomers? Does the approach change for a first time
customer? This month, we sit down with new home
sales professionals Stacy Hair, Jeff Kaizer and Debra
Dunaway to discuss “Be backs” versus new prospects.

Stacy Hair: When I have to take them down the criti-

a returning customer I cal path to closure.
believe it is because I did my
job the first time getting Debra Dunaway: It is great
them to come back to the when a customer walks back
community. My goal with in the door for the second or
“Be back” customers is to third time because you treat
focus on what is important them like an old friend rather
to them. Whether the impor-  than someone that you are
tant thing is the home, the meeting for the first time.
home site, the financing, When I have customers
etc., I make sure to narrow that have returned more then
in on that important ele- three times, I believe it is
ment. At this stage, I will important to zero in what the
either close on a sale or set hesitancy is to close. I like to
up a second appointment. ask the customer why she is
having difficulty making this
Jeff Kaizer: For a new decision when she has found
prospect, my closing ratio a community that has
is r:11. When I have a “Be answered all of her needs.
back,” that ratio narrows I am straightforward with
down to almost 1:2. [ take a  “Be backs.” At this point in
different approach when I the sale, if you can’t treat
recognize a customer as a them like an old friend, then
“Be back” prospect. I cate- they are not going to open up
gorize my “Be Backs” into to you. You need to just go
two different categories: straight to the point and find
did they just show up or is out is there something stand-
this a planned visit that I ing in their way of making
have initiated? In the latter  this decision. And once they
case, I know what we are have opened up and tell you
trying to achieve and how that, you will probably solve
much further T am trying that and move forward. PB

F

LOG ON For more information on selling new homes, visit
B New Home Knowledge, www.newhomeknowledge.com
or visit us at www.housingzone.com/sales
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THE REVOLUTION IS HERE.

AMBASSADOR

8200 SERIES ALUMINUM THERMAL BREAK WINDOW WITH DUAL-COLOR OPTIONS.

ABOUT THE

AMBASSADOR?

FEATURES:

ENERGY STAR RATING IWC is proud to introduce an impressive

DUAL-COLOR OPTIONS addition to its window & door product

EASY TO INSTALL line-up. The clean and contemporary

Ambassador 8200 Series boasts an

Energy Star Rating

for enduring variable climatic challenges

AFFORDABLE

& innovatively designed to allow for
Dual-Color Options
(a total of 25 color combinations) to
‘achieve maximum customization! State
f the Art ThermoTech™ extrusions are
ally broken for optimum energy
ice. Find out more about the

Ambassador 8200 Series

International Window Corporation - Arizona
2500 East Chambers Streetwwgmml mugi—" G- p—]

‘ Phoenix, Arizona 85040
. J  Telephone 602.232.2500 T _‘
Your Window to the World®  www.WindowsForLife.com F““ ““ - 'L
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) LESSONS LEARNED

BY SCOTT SEDAM, SCOTT@TRUEN.COM

The real issue behind the no-growth movement.

A mid-August poll published in USA Today indicated 771 per-
cent of respondents would accept a tax hike to keep developers
away from their property. I don’t know who asked the survey ques-
tion, nor do I know how it was asked, but I'd like to see the details.
I know I could blow huge holes in it.

Most Americans won't tolerate tax
increases for schools, roads and
bridges. What makes us believe our fel-
low citizens will subsidize the protec-
tion of land from housing develop-
ments out of their own pockets? In
USA Today’s survey, it was obvious that

someone was looking for a response,
and they got what they wanted. The
response indicates there is a problem.
Normal, tax-paying Americans claim
they would rather spend more money
in taxes than let a developer set up shop
right next door.

I confess that I am generally support-
ive with the principle of protecting green
space, wildlife habitats, forests, prairie,
wetlands, etc. It's just a basic responsi-
bility of being a human — or at least it
should be. Similar to the old maxim that
few companies ever got a union they
didn’t deserve, few industries have ever
generated environmental regulations
they didn’t earn.

Most industries worked very hard for
decades at messing up the environment
before the government was pushed to
enact legislation. Sure, they may get
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punished because of the sins of the few,
but the damage the few did is mind-
boggling. Industries, including home
building, have no one to blame but
themselves for what sometimes
becomes unreasonable and even illogi-
cal regulation.

go to any suburban airport in America,
buy a plane ride and tell the pilot to aim it
directly away from downtown. By the
time you get to 2000 feet and look out the
window you will see nothing but land.

I have observed this phenomenon
this year alone in the “hot” metro areas

This industry has to be much more proac-
tive in making it easy for the citizens and
members of city councils, planning commis-

Nobody is home

We now deal with what has become the
ultimate bogeyman — urban sprawl.
The words are so loaded that to say you
are pro-growth is tantamount to saying
you are “for pollution” or “soft on
crime.” But growth is not the real prob-
lem for most of these people. They
think that it is — and they are indeed
against something — but the real prob-
lem is something else, indeed.

You see, I have determined beyond a
shadow of a doubt that there is no such
thing as sprawl as it is classically defined
— the careless consumption of our farm-
land and open spaces. How do I know?
One of the best things about my job is
that I get to fly around the country a lot. I
am lucky to get to see the American land-
scape in a small plane, usually no more
than a couple of miles up and at speeds
that let you get a feel for the land.

As I write this, I am in the middle of
a journey from Detroit to the West
Coast, then back via Arizona and Texas,
with stops in nine major cities. I have
also been back and forth to the East
Coast twice and to Florida three times
this year. And one thing that I, and
everyone who flies with me, is amazed
about is that nobody is home! That's
right. There is no one out there. What
you see virtually everywhere in America
is vacant land. If you don't believe me,

sions and zoning boards to love what we
do rather than fear what we do, which is the
current default standard.

of Atlanta, Chicago, Charlotte, Phoenix,
Dallas, Minneapolis, Baltimore, Las
Vegas, Dallas and Sacramento, just to
name a few. There is so much open land
in this country that it defies comprehen-
sion. Yeah, it's getting kind of far out for
commuting to the traditional work cen-
ters, but the bottom line is, there is no
such thing as sprawl as it is usually
understood. We have an incredible
abundance of farmland and open space
and will have for centuries. Most of the
statistics produced on the so-called
“problem” are based on nonsensical

growth models.

Good development versus
bad development

Despite the complaints of builders and
developers, most people are not anti-
growth per se, although those that are
take up a disproportionate share of
newsprint and airtime. Most people
accept that growth has to happen.

What a lot of people hate are many of
the outcomes from suburban develop-
ment as it is currently practiced. Despite
notable exceptions here and there, so
much of what our industry has built
qualifies as ugly, and that’s being kind.
Our march to the hinterlands has pro-
duced a lot of ugly product arranged in
ugly ways, with little regard for how peo-
ple want to work, play and live.

LESSONS LEARNED

sprawl (sprol)
Haphazard growth or extension outward,

esp. that resulting from new housing on the
outskirts of a city.

Websters II New College Dictionary, (Houghton
Mifflin Company), 2001: 1069.

Let me be clear. There is a big issue
here and it is aggravating, time consum-
ing and expensive. But the target has
become sprawl because that's a handy
wrap-up term for people who are legiti-
mately angry, but can’t quite articulate
what is bothering them.

The real issue is good development
versus bad development. But doing
things right so often requires money,
which requires density. The basic rela-
tionship between density and house
prices is something, the public does not
understand.

Despite that obstacle, this industry has
to be much more proactive in making it
easy for the citizens and members of city
councils, planning commissions and
zoning boards to love what we do rather
than fear what we do, which is the current
default standard. Don't tell me it can’t be
done because I have seen so many of you
do it. There are incredible, wonderful
examples of great development. We need
to get to where the trophy-winning proj-
ects are the rule, not the exception.

The industry too often behaves as if
doing things the way we've always been
doing them is the only way to do things.
But remember before your next town-
ship council meeting, that it is not our
growth that is causing people to scream
“Sprawl!” Rather, it is the way we have
been growing — the look, the impact,
the outcomes that detract from, rather
than enhance the quality of life. But it
doesn’t have to be that way. There is still
plenty of land, and it doesn’t have to be
sprawl or nothing. PB

LOG ON To find this and other articles by
B scott Sedam, visit www.housingzone.com
or www.truen.com. Also tune in to Scott Sedam’s
program on HZRadio at
www.housingzone.com/hzradio



When the weather threatens,
people always reach for one product:

Plywood.

If it's tough enough to protect
the outside of your home,
imagine the strength it can

bring to the inside.

You have a choice of panels. For stiffer, quieter floors, and firmer roofs, build or remodel with the plywood people trust:
Plytanium® plywood from Georgia-Pacific. Call 1-800-BUILD GP or visit our website at www.gpplytanium.com for more information.

©2005 Georgia-Pacific Corporation. All rights reserved. PLYTANIUM is a registered trademark of Georgia-Pacific Corporation.
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DON'T JuST
BUILD HOMES...
BUILD DREAM HOMES.

" With Genesis Homes, you can. That's because for years we’ve been offering builders

innovation and technology that allows them to complete more homes and satisfy more

customers. Our off-site construction process eliminates the risk of weather damage to

materials, and increases the ability to provide quality-built homes in less than 90 days. What's

more, Country Living Magazine selected Genesis Homes to build their 2005 Home of the Year.
Proof that when you build with Genesis, you're building with the best! To learn how you can start
building with Genesis Homes today, call us at 1.877.241.1372, or visit us online at genesishomes.com.

CALL TODAY-1.877.241.1372 GENESIS®
OR VISIT genesishomes.com ——
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BY RICH GUERARD, PRINCIFPAL, WYNDHAM DEERPOINT HOMES

Land Acquisition
and Development
Finance Part 4

Financing can be a risky business so weigh your options carefully.

The majority of
real estate
developers look to
increase their potential
investment return by
using other people’s
money. Assuming that
the rate of return for the
project is greater than the
interest rate for the debt,
the more debt placed on
a property, the higher the
potential return.

The use of borrowed
capital to make an invest-
ment, called leveraging,
does not always guaran-
tee a return. Negative
leverage is a situation in
which the project experi-
ences losses or is earning
profits at a lower rate
than the mortgage inter-
est rate. Consequently,
the developer receives
less of a return than he
would have had he been
able to finance the proj-
ect with no loan. This is
because the developer
must pay the lender a

greater rate of return for
the use of the borrowed
money than that earned.
Also relevant to the
debt and equity balance
is the risk related to
recourse lending. A
recourse loan is a loan in
which the borrower is
personally liable for the
debt in the event of a
default. A non-recourse
loan is one in which the
borrower is not personal-
ly liable for the debt. A
non-recourse loan is
more risky for lenders
because they must look
only to their collateral, or
any other signer on the
loan, for repayment in
the event of a default.
Generally a smaller
developer will be
required to personally
guarantee the loan. As in
all investments, builders
must balance risk with
return. Debt financing
has the lowest cost, but
the highest risk. With

debt financing, if the pay-
ments are not made in
accordance with the
agreements, the lender
may chose to foreclose on
its collateral. The borrow-
er can lose the property,
all its equity and may be
liable for any deficiency to
the lender. Equity financ-
ing has a much higher
cost, but a lower risk.
With equity money,
equity investors assume
more risk. They often
lend without requiring
collateral to secure the
loan and offer more
timeline flexibility for
receiving a return. The
more equity in a deal, the
less risk of an unsuccess-
ful project due to cash
flow needs. There is less
return because the equity
investor requires a high-
er rate of return than a
lender. The more debt
financing (the greater the
leverage), the higher the
total return to the devel-
oper because the lender’s
interest cost is signifi-
cantly below the rate of
return that would be paid
to an equity investor.
There is higher risk
because if the lender is
not paid in time, the
entire project can be lost.
Thus, the combination of

The label says it all — Learn.
In each issue we publish
must-know material pre-
pared specifically for
Professional Builder by the
best educators in the indus-
try. This is the very informa-
tion the NAHB has used in
teaching Certified Graduate
Builder and Graduate Master
Builder classes.

Every builder who regu-
larly reads this section will
come away with the knowl-
edge necessary to run his or
her business more profitably.
But the benefits don’t stop
there. Readers interested in
the Certified Graduate
Builder program can earn
course credits through PB’s
Learn section. Each course
is a series of six lessons.

To register for a CGB
course, call the NAHB
Education Group at
800/368-5242, extension
8153 for a course applica-
tion. Complete the enroll-
ment form and return it to
the NAHB with a $50 course
fee. Pass the test in the final
issue for that course series
and earn one course credit
toward the CGB designation
or toward maintaining it.

For questions about the
CGB program or about the
author of this course article,
contact the NAHB Education
Group at 800/368-5242,
extension 8153. Contact
your state or local
association for additional
CGB courses offered
throughout the year on site
in your area.

NOILVINHO4NI NOILVH.LSIODIY
g90—11d34D NdVv3
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over leveraging and a cash shortage is Public Financing CONSIDER THESE TIPS TO

a common cause of project fallgre. To The public sector offers a_vwde variety of APPROPRIATELY BALANCE THE
maximize your return on a project, use  land development financing alternatives MIX OF EQUITY AND LENDER

a strategic mix of equity and lender to the real estate developer. These alterna- CAPITAL

capital. tives are covered below and on page 306.

m | everage Low Risk. If you feel comfort-
able with the risk, then leverage is the
appropriate strategy to maximize returns.
m Use Equity for the Gap. Use equity
financing to cover the difference between

what you can borrow and the total
amount you require to do the project. The
Epoxy ead equity investors’ return often takes the
° ° ° form of a share of the profits paid after the
B u I Id o r flx a nyt h I n g lenders are repaid their loan and interest.
Consequently, the equity financing
involves more risk and equity investors
t o a st 0 reve r. require a higher rate of return than the
interest rate that lenders chose. To the
extent that lower rate lender debt can be

“Well, nearly anything.” substituted for higher cost equity money,
the developer benefits from the increase in
Contact us soon for product total profits resulting from the lower overall
5 z B cost of the project financing.
and price i nformation. ® Replace Equity Financing. Replace
equity financing with bank financing as
4 1 quickly as possible. This will lower your

initial cost of financing to increase your
project return.

m Interest and Fees Over Profits. Pay a
fixed rate of return to investors rather than
a share of profits whenever possible. This
limits the potential payout to investors and
maximizes your return.

Tax Increment Financing

Tax increment financing (TTF) is
most frequently used with larger
mixed-use projects involving commer-

TWO PART cial property. TIF is based on the
OXY | ; assumption that redevelopment
woraT i ) increases property values. Following
EPOXY B Goating this assumption, the Increase in proper-
! ‘ ty values leads to the “increment” com-
., Slues Coating SN ponent of tax increment financing. The

Home & Industry « Repair & Fab!
— "’ "

increment in revenues is the difference
between the municipality’s income
from property and sales taxes in the

1 quart

I1.2005 WWW.HOUSINGZONE.COM
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E — — ’ s area prior to redevelopment as com-

5 pared to after redevelopment.

: Toll Free: 866-EPOXY IT (376-9948) Fax: 989-671-9921 Incremental funding is typically

= www.epoxyheads.com used in two ways: to pay directly for

° development improvements or pledged
2 Address: P.O Box 2280 Bay City, Ml 48707 to the retirement of bonds issues by the
§ Pt = 4 municipality at the onset of the redevel-

opment program. For a developer who
For free information circle 18
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You can already tell exactly what kind of house it’s going to be.

©2005 Marvin Windows and Doors. Allrights reserved. ®Registered trademark of Marvin Windows and Doors.

Choose Marvin, and it tells the world that you
build top-quality homes. Exclusively. We make the finest,
most durable windows and doors. Details like extruded
aluminum cladding, the longest-lasting finishes and
double-strength glass create products worthy of your

projects. And we offer a network of professional millwork

experts. Call 1-800-241-9450 or visit marvin.com

MARVIN (&

Windows and Doors

For FREE information circle 19
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developers to undertake development
projects because they offer relief from
taxes. Through these programs, devel-
opers are relieved of all or part of the
taxes on certain property during a spe-

anticipates large expenditures for land
acquisition and/or infrastructure, and
who can present convincing evidence
that the redevelopment will generate
significant increases in land values (and

the corresponding increase in tax rev-
enues), TIF offers a potentially signifi-
cant source of funds.

Tax Abatement Financing

Tax abatement programs encourage
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NEW HOME WARRANTIES
ANDIGENERAL LIABILITY

RWC’s
Gotcha Covered
All Under
The SAME Hat!

Now get New Home Warranties
AND
General Liability Insurance
from ONE insurer.

= One insurer = Competitive Rates
= NO haggling = “Menu of Choices”

*General liability insurance is administered by Lockton Risk Services and is insured by Western Pacific
Mutual Insurance Company, a Risk Retention Group.

Whadarelyoubwaitingi{0k3

Call today for your FREE quote!
800-247-1812 ext 2139

'More.Choices!Erom Us s
YA'Better Eit! EordYOU! L

NV I wwwrwewaranty.com |
RWC: The Innovative Leader
“We Gotcha Covered”

For free information circle 6

cific time block. This serves as an
incentive for development. Tax abate-
ment financing frees developers from
ordinary financing restrictions and
thereby makes other improvements
affordable or additional financing
obtainable.

Special Districts

“Special district” is a general term
that can include any of a number of geo-
graphically based jurisdictions created to
carry out a specific function or functions.

Special districts are often used to
finance land development where public
purpose can be demonstrated. Public
improvement districts are established
within the boundaries of an existing
municipality, or occasionally a county,
while a metropolitan service district is
established in an unincorporated area.
Because of the special characteristics of
service districts, developers use them
more frequently to finance infrastructure
than the other types of special districts.

Equity Financing
This type of financing can be used for
land acquisition, land development and
project construction. In relation to land
acquisition financing, equity financing
often makes up a large part of the total
financing package. Equity is the funds
contributed by the owners and/or
investors, which together with debt pro-
vide the capital needed to acquire
and/or develop the asset. Because equi-
ty is typically subordinated (junior) to
debt, it is considered riskier. Typically,
all operating costs and all debts for the
project must be paid before the equity
investor realizes any return. However,
equity providers are often allowed to
receive partial distributions even before
debt has been fully repaid. Listed on the
following pages are five methods of
securing equity capital, in addition to
that contributed by the developer/owner.
1. Joint Ventures
A joint venture involves you and one or
more outside parties who join forces to
provide capital and/or expertise for a



[

e 7,

'\J
—_—

=

- 5 I
Wy
Picturesliding
patio doors made
truly better.

Smooth-Star” Patio Door System

~

Introducing our all-fiberglass Smooth-Star® Sliding Patio Door System.

Now, the leg‘en(lary quality and relial)ili‘cy of Therma-Tru entry doors comes to patio door

systems. Our new Smooth-Star” Sliding Patio Door System has all-fiberglass construction. It

also features our new multi—point lock for truly better security, sty]ish hanc”esets, and Low-E
insulated g]ass for increased energy efficiency.
Smooth-Star” offers the smooth look of painted woocl, but won’t split, crack or rot like wood. Its system
components are trouble-free and backed by a 20-year limited warranty. Design one of our truly better
izl t?]e syl sliding patio door systems yourself, visit: www.thermatru.com/patioconfig
wood look with our new ” ° ®
Fher-Clasi” Shlivg THERMA TRU
Patio I . PATIO DOOR SYSTEMS

©2005 Therma-Tru Corp. is a Fortune Brands Company.
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Business of Building

project. You provide the expertise, and,
in some cases, also make a capital con-
tribution.

Landowners selling to developers
also frequently become equity partici-
pants in joint venture activities. The
landowner typically contributes land to
the project in return for a proportionate
ownership interest in the project. The
land may also be entered into the deal
at a negotiated price, which usually cov-
ers in full the equity needed to obtain
development financing. The landowner
may hold a mortgage that is subordinat-
ed to the development loan. Cash flows
can be distributed on a priority basis.

An equity investor’s confidence in you
as the developer, the perceived risk of the
project, the amount of equity required
and your commitment all help to deter-
mine how much control they want over
the project and the rate of return they
will require for their investment.

2. Builder Cooperative Agreements
In a builder cooperative agreement,
you and other builders share the risk
and combine their equity and borrow-
ing power to acquire and develop a
larger project than they could take on
individually. The co-op can be organ-
ized in various ways, such as:

B Each co-op party can assume differ-

Goals of the partners

Amount of capital

ent responsibilities within the project.
W Parties may prepare written agree-
ments on architectural standards, types
of building materials, number of spec-
ulative houses, quality of construction,
and amount of advertising. Consensus
around these considerations becomes
important if co-op parties will build in
the same subdivision.

W Parties can contribute service for a fee.
B After development, parties can share
lots by lot draws or sales of the lots to
themselves at determined prices.

3. Syndications
Syndication involves raising cash by
selling ownership shares in a project
through either a private or a public
offering subject to the very strict regu-
lations of the Securities and Exchange
Commission. The cash is used to
acquire land and develop the project.
Because of their complexity and large
amount of capital involved, developers
often use a professional agency, called a
syndicator, to arrange the syndication
while assuming the role of information
liaison between the lender and the
investors.

Syndicators act as middlemen who
market the ownership shares to
prospective investors. Syndicators can
also purchase the ownership shares

COMMON COMPONENTS OF JOINT VENTURE AGREEMENTS

Individual goals should be aligned with each other.

The agreement records what is to be contributed,

by whom, and when.

Return distribution

The agreement specifies the returns to each of the

partners, including any preferred return, as well as the
distribution of the cash flow, tax benefits, and reversion.

Loss distribution

The distribution of responsibility for any losses must

be designated.

Additional capital sources

The agreement details the agreed upon method for

raising additional funds, as needed.

Dispute resolution

The agreement outlines a dispute settling method, as

well as provisions for withdrawal or death of a partner.

Risk allocation

All partners must identify and agree on the amount of

risk each is willing to take.
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MANABLOC’

Modular Manifold Plumbing System

MANABLOC
Delivers!

MANABLOC Manifolds speed plumbing
and lower your costs. Put them together
with Vanguard's advanced Vanex®
Series PEX flexible piping and you
have a complete water distribu-
tion system that's easy to install.
MANABLOC Systems save energy
and add real value and comfort to
homes and offices.

MANABLOC Systems outperform
conventional plumbing with...

* Easy installation and service g
* Fewer, more accessible fittings

* Reduced energy and water waste

* More balanced, safer hot/cold water
* Faster hot water delivery

* More constant water pressure

Each
fixture is
fed from the
MANABLOC by its

own Vanex PEX water

line. Flexible PEX tubing can

be run in one continuous piece
from the MANABLOC through
studwalls and around obstacles.

Vanguard

A Piping Systems, Inc.
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Call 800-775-5039 inasioc ssiem Erochure

901 N. Vanguard St. * McPherson, KS 67460 * www.vanguardpipe.com
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Business of Building

from the developer and resell them. They receive a fee, usually
up front, for their services but they can also receive a percentage
of the profits based on performiance as all or a part of their fee.

If the syndicator acts as a middleman, developers often
remain as general partners in the project. If the syndicator
actually purchases the ownership shares and resells them, the
syndicator becomes the general partner and developers
remain to provide expertise on a fee basis.

There are advantages and disadvantages to each arrange-
ment. From a developer’s perspective, the trade-off is between
liability and control. The amount of liability you incur depends
on whether you are a general partner or not. If the syndicator
becomes the general partner, you lose control over the project.
However, in exchange for loss of control, you receive a guar-
anteed fee and incur no liability.

4. Mezzanine Lender

A mezzanine lender provides a second loan, subordinate to
a first lender, for the balance of the equity portion needed to
complete the financing of a project that is not provided by the
first lender. The mezzanine lender can be used to finance land
acquisition, improvements and unit construction. These loans
may be secured or unsecured, but are generally secured and
can be made for up to 100 percent of cost not to exceed 75 per-
cent of the loan-to-value. The term of this loan type is general-
ly 12 to 36 months with personal guarantees. The loan can be
structured with an interest reserve for the first lender and a
project overhead draw. The interest is paid from the loan
instead of the cash flow. The overhead draw finances your indi-
rect expenses to run the project. Lenders generally charge 1 to 3
percent above the prime rate. You pay the lender monthly inter-
est, unless funded in the loan, and upfront fees of usually 3 per-
cent. When each unit is sold and title is transferred to the pur-
chaser, you pay an additional release price fee of up to 10 percent
of the loan amount being paid off or “released” at the time of
closing, along with both principal and any outstanding interests.

5. Management Agreements

As an indirect method of equity financing, you can enter into
a management agreement with an investor. These are also
known fee-development agreements. A typical management
agreement might provide for an investor to acquire an identified
parcel of land and hold it in its own name. You would agree to
perform the entitlements process, the development and the ulti-
mate sale of the property. The investor pays for the out-of-pocket
costs. When the property is sold, both you and the investor are
reimbursed any out of pocket costs, the investor receives an
agreed return on his investment, and you are then paid a fee
based on a percentage of the profit of the project.

Management agreement arrangements present no or low-risk
advantages. They provide equity financing without personal risk.
Conversely, these agreements offer lower returns. The investor
typically retains a substantial portion of the profits resulting in a
higher total development cost than commonly realized through
bank financing. PB

Peaple Committed to Quality Since 1936° phone: 1-800-624-5269 « fax: 1-800-624-5299
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LOG ON More courses from the Certified Master Builder Program can be
found on our Website at www.HousingZone.com/education
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A New Summit Of Our Own

This is experience you can count on. After two decades, Michael

P. Kahn and Associates has exceeded $5 billion in homebuilder

mergers and other financial transactions. We've reached these

heights by helping guide many to summits of their own, holding

their hands every step of the way. From providing business

valuations, to arranging capital formation for growth or
expansion into new markets, to representing them

as buyers or sellers. We can do the same for
you. Visit us at www.mpka.com.

CONSULTANTS TO THE
HOMEBUILDING INDUSTRY

“It’s one thing to claim leadership, quite another to demonstrate it.”
50 A1A North, Suite 110 e Ponte Vedra Beach, FL 32082 ¢ (904) 285-0486 ® www.mpka.com
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and Acquisition Transactions

Ranked #24 on Builder Magazine’s
2004 Power Brokers List of

The Homebuilding Industry’s

50 Most Influential Individuals
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DODGE COMMERCIAL VEHICLES. LET’S GET TO WORK.

RAM 3500 > Available Cummins® Turbo Diesel » Over 16,000 lb towing capacity*

RAM 1500 > Available 5.7L HEMI® V8 > Unsurpassed horsepower in a half-ton pickup > Tows over 9,000 lb*
SPRINTER > Premium 2.7-liter Turbo Diesel engine > 25 mpgt fuel economy > Up to 73" interior standing room
For more info, visit or call

*When properly equipped. tAverage fuel economy for 2500 140"-wheelbase Cargo Van at 50 percent load capacity. Results based on SAE test J1082
as conducted by FEV Engine Technology, Inc., in 2002. Cummins is a registered trademark of Cummins, Inc.
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The Excellent Choice for
Builders, Architects and Homeowners

As a top manufacturer of quality, energy-efficient windows and doors, Windsor is
acknowledged by builders, architects and homeowners alike as a leader in the industry.
We are committed to providing innovative, cost-effective solutions to the unique

and changing role windows and doors play in home building and renovation.

Windsor Windows & Doors — the Excellent Choice for you and your customers. wlND OR

INDOWS & DOORS
For FREE information circle 26 A Woodgrain Millwork Company

1.800.218.6186 * www.windsorwindows.com Excellent Choice
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It's Raining Profits

Using rainwater to harvest new customers.

Mother Nature is ironic. As
one part of the country was being satu-
rated by rain and flood waters, the rest
of the country was suffering one of the
longest droughts on record. Lush lawns
baked to a golden straw; blooming buds
dried as quickly as they grew. Home
builders and owners alike were desper-
ate to conserve any water Mother Nature
delivered.
Enter rainwater harvesting.

Profiting from Rain
Rainwater harvesting is an easy and
cost-effective way to conserve water.
How? Because it allows homeowners to
water their lawns and gardens with col-
lected rainwater instead of using water
from a private well or municipal
reserves.

Most rainwater collection systems
include five components:
B A catchment area
B A conveyance system
B Roof washing

B A holding system
B Distribution

Benefits for the Builder
The greatest benefit rainwater harvesting
offers builders is increased ability to get
building permits in areas that have water-
related moratoriums. In areas through-
out the desert Southwest, for example, it
is very difficult to get the necessary per-
mits without including substantial water-
saving measures in the project.
“Through the use of graywater,
stormwater and rainwater harvesting,
builders are able to meet a portion of the
water usage reduction standards
required for some municipalities,” says
Heather Kinkade-Levario, president of
American  Rainwater  Catchment
Systems Association.

“For example, Cochise County, Ariz.,
requires all builders to go through a
project approval process,” Kinkade-
Levario says. “If builders can show they
are not using more water than a stan-

BY ASA FOSS, PATH PARTNERS

THIS RAINWATER
STORAGE TANK
contains leaders
from the roof
downspouts

on the right

and an

overflow pipe

on the left.

dard subdivision on well water, they can
get a density bonus to allow additional
units. These standards may also require
that low-flow fixtures and native land-
scapes are installed to meet the total
water usage reductions.”

Builders may also benefit from
reduced stormwater management costs.

“Rainwater harvesting is a great way
to control a lot of on-site drainage,” says
Mike Chapman, a home builder in
Santa Fe, N.M. “We don’t have to deal
with runoff from roof water because it
gets siphoned-off into the holding tank.”

By lowering the amount of peak
runoff, a smaller, and potentially less
costly, stormwater management system
can be put in place.

Although Chapman is a fan of these
cost savings, he installs rainwater catch-
ment systems because of the high con-
sumer demand. Eighty percent of his
customers upgrade to a rainwater har-
vesting system.

“We offer these systems completely
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in response to the marketplace,” he says.
“We are in an area where water is a huge
issue. And we can offer our customers
the option of increasing the amount of
water they can use for landscaping at an
affordable price.”

Success in Simplicity
Chapman typically installs a 1200-gallon
cistern with downspouts plumbed into
the tank. The water is removed from the
tank by a submersible pump.
Homeowners can hook a hose up to the
tank just like a regular faucet and water
their lawn or garden or wash their car.
The installed cost varies between $3000-
$4000, based on the terrain and layout
of the roof.

This is Chapman’s least expensive
option, and one that appeals to those
customers who are simply going to
water trees and plants with it.

“Most builders ought to keep it sim-
ple,” he says. “When you complicate how
you feed water into the sprinkler system,
you have more to maintain. My recom-
mendation is the simpler the better.”

Maximize the Benefits
Rainwater harvesting is popular in the
desert Southwest, where there is limited
rainfall and droughts are a serious issue.
In these conditions, it is easy for
builders and homeowners to see why
collecting and storing the rainwater
makes sense. But builders in areas with
average and even above-average rainfall
are including rainwater collection sys-
tems in their projects.

Dana Bres, a senior research engi-
neer for the Partnership for Advancing
Technology in Housing explains that
rainwater harvesting is very practical in
climates where rain is more frequent
and is evenly dispersed throughout the
year. Harvesting is practical, Bres says,
because less water needs to be stored at
any one time, lowering installation
costs. Because the most expensive com-
ponent of rainwater harvesting is buying
and installing the cistern, reducing the
amount of water the homeowner needs
to store will reduce the size of the cistern
and the size of the hole that the cistern is
buried in. This lowers installation costs,

INSTALLING A RAINWATER
HARVESTING SYSTEM

1. Assess the situation. Because all
houses have roofs and most have gutters,
the only thing a builder needs to add to
harvest rainwater is a holding tank. Most
builders install a cistern below ground.
Although rain barrels work fine, they hold
a small amount of water, which offers lim-
ited benefit to the homeowner.

2. Plumb away. Once the holding sys-
tem is complete, plumb the gutters to the
cistern or barrel. During a rainstorm, the
downspouts direct the rainwater into the
storage facility, rather than allowing it to
run off into the ground. Be sure to place
submersible pumps as close to cisterns
as possible.

which makes it easier to sell to cus-
tomers.

Design and Installation
Designing a system with appropriate
storage is one of the most important
aspects of installing a rainwater catch-
ment system, Bres says. Installing a cis-
tern that is too small minimizes the ben-
efits, while installing a cistern that is too
large is needlessly expensive.

“This is where the 8o-20 rule comes
into place,” he says. “It takes 20 percent
of the effort and money to get 8o per-
cent of the water, and 8o percent of the

BE SURE TO PLACE SUBMERSIBLE PUMPS
as close to cisterns as possible. Ground-level
access hatches are required for both the
pump and the tank.

money to get the remaining 20 percent
of the rainwater. So, it may be appropri-
ate for the builder to size the system to
be successful 8o percent of the time.”
How can a builder determine what
size cistern to install? The general rule of
thumb is that every inch of rain will pro-
duce about 623 gallons of water for every
1000 square feet of roof area. Based on
the rainfall for the local area and the
desired use of the water, you can approxi-
mate how much water needs to be stored.

Sell this upgrade to your
customers

Rainwater harvesting allows homeown-
ers to keep their landscape green while
minimizing their water bills or the
demand on their well. The following list
demonstrates benefits that builders can
highlight when speaking with home-
buyers:

B Reduced water and sewer costs. In
most urban communities, sewer costs
are based on water usage. By capturing
rainwater and reducing water purchased
for landscaping, homeowners can also
save money on their sewer bills. In
Arlington, Va., for example, homeown-
ers will save about $3 on water fees and
$4 on sewer fees for every 1000 gallons
of water captured and used for landscap-
ing. This can save the average home-
owner $600 per year.

B Extra water. In many drought-stricken
areas, homeowners are only allowed to
water their plants once or twice a week, if
at all. With their own rainwater reserves,
they can water more frequently.

® Healthier lawns and plants. Plants
respond better to rainwater than tap
water, Kinkade-Levario says. Rainwater
is naturally soft water without chlorine,
fluoride, and other chemicals that are
harmful to the environment. PB

LOG ON For detailed sizing information con-
BN tact the American Rainwater Catchment
Systems Association at www.arcsa-usa.org. For
more information on this and other projects PATH is
doing, visit us at www.housingzone.com/build
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tarnishing, and our SilentShieldw sound-deadening
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Millions of win dows.

One commitment:

Your satisfaction.

We make a lot of windows. One every 4.5 seconds to be exact. But we make satisfied
customers even quicker. Keeping each and every one of them happy is a big reason we're
the nation’s largest manufacturer of vinyl and aluminum windows. It doesn’t hurt that we have
the most complete product mix in the industry and a nationwide distribution network that

ensures you get exactly what you ordered right when you expect it.

We deliver a lot of windows every year. But what really sets us apart is our abillity to deliver results.
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Improving Your View of the World

3890 West Northwest Highway, Suite 500 e Dallas, Texas 75220 e 1-800-421-6292 ® www.atrium.com

For FREE information circle 28



11.2005 | WWW.HOUSINGZONE.COM

PROFESSIONAL| BUILDER

;1
0]

The 2005 NRS Award winners share best p%éctlces for improving
customer satisfaction ratings.




Methodology

The NRS Award program is conducted annually to measure
homebuyer satisfaction among builders in the United States and
Canada. This year’s study was comprised of 241 building companies
in 37 U.S. states and one Canadian province. The survey measured
customer satisfaction levels with a 105-question mailer and an online
survey administered to 59,684 homebuyers who closed on their
homes in 2004. Winners were determined by adding their total
homebuyer satisfaction score with their recommend score to calculate
the NRS Index score. The NRS Award program announces only the
winners in the award categories, and it holds in confidence the results
for builders that subscribed to the study but did not win.

f successful home building when it comes to making them happy about their home

of Care

to which buyers are influ-
or — a “genuine caring for
ality home.” The genuine
predicted recommenda-
dicator, including the
atisfaction average and
ey. This kind of pre-
Survey was never so
g question, the best
service satisfaction
RS was able to
er of the service
e power of the

an integral part of the
focusing more than ev

C J Laing Homes
“sense, but most builders don’t real-
s to buyers.”

Caring Difference
Results of the 2005 study reveal significant differences
between the top and bottom five companies on genuine car-
ing. High performers averaged 9o.8 percent of customers
indicating genuine caring from employees. Low performers
averaged 32.8 percent of customers indicating genuine car-
ing from employees.
As you can see in Chart 1 (page 52), if a builder raises its
ild genuine caring by 1 point, it would see an increase in its rec-
build ommend levels by .64 of a point. This is compared to an
This y deep to find out what it takes to  increase of only .24 on recommend for a 1 point increase in
be the bestin ¢ satisfaction by conducting a series of  overall service and even less than .10 on recommend for a 1
regression analyses to figure out what really matters to buy-  point increase in overall product.

And the Winner is...
John Laing Homes Denver division received the 2005 NRS Diamond Award. This builder had the highest rating among all other
builders, 50 closings or greater, on customer satisfaction. Profiles of each winning company are provided on pages 52-61.

ettt e s et o
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The power of genuine caring can also be found in the rat-
ings of each of our winners. The top 2.5 percent compared REGRESSION ANALYSIS COEFFICIENTS

to the bottom 2.5 percent in the study revealed startling dif- | (degree to which key questions impact recommended levels)
ferences in the amount of caring.

John Laing Homes Denver, this year’'s NRS Diamond _ 64%
Award winner, No. 1 Production Builder in Customer
Satisfaction, had 100 percent of its customers stating that _ 24%
they felt John Laing’s staff cared about its customers and

building a quality home. - PRODUCT 10%
Caring obviously doesn’t exist in a vacuum relative to the

NRS Diamond Award Best Builder in North America in Customer Satisfaction presented by Professional Builder
NRS Best in Class Award 100-499 Closings

Establishing relationships first

Winning the NR
John Laing Hom
with each ho

award, as well as Best in Class award,
believes in building a strong relationship

According to nt, “creating the best new home buying experi-
strives for as its fundamental moral core,
Staky’s team. So, establishing a relation-

onships with our homeowners,” says
office until the day we walk their home

events for potential homebuyers. “We

yur homes, and they get a chance to

“It’s a pretty neat process because

1 a purchasing agreement.”

ts, appointments throughout

(el touch points are a preconstruc-

orientation meeting, house to home orientation

tomer closes,” explains Rich Larson, vice president of opera-

. “It just reassures the relationship with the customer, and I truly

es adds trust to our trust bucket.”

[ is a major best practice John Laing Homes Denver instills, which helps

lationship to another level of caring. “We empower our people to also lead with

I'soul,” says Larson. “If something’s wrong, fix it. If your heart told you to do that,

do it and we’ll worry about how it's going to get paid for later.”

s heart-leading process starts at the top of the chain with Larry Webb. “Caring is something that

sannot be faked,” states Webb. “Caring has to be consistent over the entire experience of the homebuyer.”
Although Bill Probert, executive vice president of sales and marketing for John Laing Homes,

refers to caring as “relationship selling and building,” which ties back into the Denver division’s phi-

losophy of leading with your heart. “That is one of the things John Laing Homes does well as a com-

OSC
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quality of the homes built; rather, caring is the sum of all
that builders do for their buyers. A builder who runs
around giving warm fuzzies without building a quality
home will ultimately fail in customer satisfaction.
However, a builder that builds a great home but fails to
convey the level of caring it has toward the buyer will also
under-perform. The lesson learned is that builders need a
well built home with a lot of caring from its employees to
reach No. 1.

Capitalizing on these findings will become more difficult

pany,” says Staky. “If there is ever any question in something we have done, we follow our heart.”

Once John Laing has developed the relationship, it “Wows” its new friends with little details that
show they care not only about the homebuyer, but also the home itself. “We do not install carpet in
a home until it's 100 percent complete,” explains Larson. “They get fresh carpet that’s only been in
for three days. The only traffic that's been on it is pretty much them.”

Helping the homeowner fill out its warranties on appliances is another little detail that shows John
Laing cares. About a week after the homeowner moves in, a customer care representative visits the
homeowner for its warranty orientation. “Our folks walk the house thoroughly to explain how every-
thing operates and how everything should be maintained,” says Dana Goodnight, vice president of sales.

MELLIR L

— -

PRESIDENT OF JOHN
LAING HOMES, LARRY
WEBSB, left, stands in
stride with award winner
Rich Staky, president of
the Denver division.

as time passes. What qualifies as a “Wow” today will eventu-
ally become a “want” tomorrow and possibly a “must” in the
future. Fortunately, there are strategies that have given
builders a tremendous boost in their customer satisfaction
ratings. The first step is to understand how “Wows” work
with customers in today’s marketplace.

Several Cups of “Wow”
Many building experts insist that customers dont really
know what they want; they have to be told. These experts are

— BY LAURA BUTALLA, SENIOR EDITOR
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wrong. Homebuyers, for example, do know what they want,
but unfortunately they're not always proficient at describing
their needs. When home builders understand the three
types of customer needs and how to reveal them, the builder
will be well on his way to understanding his customers’
needs as well as, or perhaps better than, they do.

The Kano Model of customer expectations is quite use-
ful in gaining a thorough understanding of a customer’s
needs. Japanese quality expert Dr. Noriaki Kano has isolat-
ed and identified three levels of customer expectations —
that is, what it takes to positively impact customer satis-
faction. There are three needs: MUSTs, WANTs and
WOWs.

The MUSTs
Fully satisfying the homebuyer at this level simply gets a
home builder into the market. The entry-level expectations
are referred to as the MUST level qualities, properties or
attributes. These expectations are a vn as the “dis-
satisfiers,” because by themselve
a homebuyer. However, failure

> basic expec-
ude features

enior pro1ect manager at The Green Company.
k in the door and it ends with our warranty depart-

v" factor, The Green Company starts a photo album for each
stages of the home being built. “It’s a really nice photo album with
at are printed of the different stages of their construction,” explains

! ampson vice president of sales and marketing at The Green Company.
ps them informed so they know what's happening with their house.”

Building trust with each customer makes a huge difference too. “You have to build
trust, do everything you can to build that trust and then you have to make sure you can
perform so you don't let people down,” says Sampson.

relative to home safety, latest generation building materials
and the use of branded fixtures and components. The
MUSTs include customer assumptions, expected qualities
and functions, and other “unspoken” expectations, such as
plumbing and air conditioning that work as expected every
time, and a roof that doesn’t leak.

The WANTs

These are the qualities, attributes and characteristics that
keep a home builder in the market. These next higher-level
expectations are also known as the “satisfiers” because they
are the ones that customers will specify as though from a
list. They can either satisfy or dissatisfy the customer
depending on their presence or absence. The WANTSs
include any “spoken” homebuyer expectations, such as
Energy Star appliances and extra large cabinets and closets,
returned phone calls and a house that will be serviced with-
in the first year.

The WOWs

These are features and properties that make a home
builder a leader in the market and produce the highest lev-

re reached by set-
ough communica-

says there are two
“One is how well
close second, if

DREW HYMAN, PHOTOGRAPHY BY DREW

— BY LAURA BUTALLA, SENIOR EDITOR



els of customer satisfaction. As described by Kano, these
expectations are the “delighters” or “exciters” because they
go well beyond anything the customer might ask for or
imagine. Their absence does nothing to hurt satisfaction
levels, but their presence improves the overall experience
— sometimes quite significantly.

Examples of WOWs include guaranteed utility bills
due to quality construction, same day service, weekend
hours, gift baskets, frequent informative communica-
tions, thoughtful gifts to the buyer, active listening, lend-
ing a helping hand and true caring for the buyer. All of
these examples are are unspoken ways of knocking the
customer’s socks off.

Over time, however, unspoken WOWSs can become
WANTs and finally may end up as MUSTs. The home
builders that get ahead and stay ahead, like many of this
year’s NRS award winners, are constantly monitoring their
homebuyers to identify the next WOWSs. Remember, the
best WOWs, plenty of WANTS, and all the MUSTS are need-
ed to become and remain an industry leader in customer
satisfaction.

THE GREEN COMPANY TEAM, left to right (front row) Mark
MacNeill, Sheila Schimmel, Alan Green, Dan Green and David
Caligaris. In the back row, Rick Maranhas, Donald Kurson,
Dominique Sampson and Jay O’Reilly.

BEST PRACTICE ADVICE

NRS winners give their advice on what they
would recommend to other builders to achieve cus-
tomer satisfaction.

“It's building the trust and making them feel com-
fortable, not only with their home but with their
builder,” says Janet Jackson, vice president of cus-
tomer relations for the central southeast division of
Pulte.

“I'think it all comes down to the right people,”
says George Geiger, president of Shamrock Builders
residential division. “Our superintendents are very
involved with our clients, they develop relationships
with our clients. It's very rare that we’ll close a house
and the superintendent won't get a gift from the
client.”

“Employees buying into all this is very, very impor-
tant,” states Randy O’Leary, president of Desert View
Homes. “Initially, | think it was very difficult for us to
have the employees understand what the importance
of customer service was.”

“There has to be a formalized process with identi-
fied functions,” says Eric Froelich, COO of
Cambridge Isenhour Homes. “We'll go out there and
benchmark the heck out of it with pride, copy, and
put in place what other people have done.”

“I think you have to have a love and passion for
what you’re doing,” says Bob Schroeder, president
and owner of Mayberry Homes. “Then, | think it’s a
matter of following through with that and continuing
to learn forever. That’s part of the passion.”

“| think reliability and consistency are very impor-
tant elements,” says Dave Caligaris, president of The
Green Company. “In terms of delivering consistent,
high levels of customer satisfaction, if you don’t have
the operating systems and discipline to do it day in
and day out, it's just not going to happen.”

“Develop a systematic approach so that you do
the same thing every time,” says Chip Pigman, presi-
dent of Pigman Builders.

“I think I'd ask a question,” says Rich Staky, pres-
ident of John Laing Homes Denver. “I wouldn't tell
them anything. I'd ask, “are you really prepared to
implement these [best practices]?” There's a lot of
talk about best practices, it's the follow through that’s
the hard part.”

— BY LAURA BUTALLA, SENIOR EDITOR
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Special Report )

Mix it all together
It has been long suspected but never before proven with
real homebuyer data that homebuyers over time will
become less satisfied with their purchasing experiences
and with their builders’ performance.

In this study, randomly selected homebuyers were asked
to evaluate their overall satisfaction with their particular

B At closing

B Thirty days after closing

B Today

The good performers are those homebuyers who pur-
chased from a builder ranking in the top 2.5 percent for
overall customer satisfaction. The poor performers are those
homebuyers who purchased from a builder ranking in the

bottom 2.5 percent for overall customer satisfaction.
The performance values are the median scores for the
good performers and poor performers at each point. For

builder at five specific points:
B At the contract signing
B One month before closing

NRS Excellence Award 500+ Closings

Neighborhood |
quality teams

The key element
best practices
neighborhood
from there.

View Homes
ing together
s and growing

PHOTOGRAPH: GARY BISSELL

PRESIDENT RANDY O’LEARY pulls out a
satisfied customer’s plans.

another

the customer is

ner is also key, but it must be done throughout the entire building

y way a higher level of customer service can be reached, customer after cus-
| consistent processes and procedures,” says O’Leary. “An important process is

e expectation of the customer and making sure that we exceed those expectations.”
eary says Desert View exceeds those expectations with its Homeowners Manual. “Our
omebuyers receive this manual when they purchase our homes as a reference guide and a way
to let them know what they can expect from us throughout the entire home buying process,” says
O’Leary. “This has become a very important tool to use because the majority of our homebuyers
are first-time buyers and truly don’t know what to expect.” — BY LAURA BUTALLA, SENIOR EDITOR




example, 9.06 is the median response
for the good performers regarding
their satisfaction level at the time when
the sales contract was signed. This is
based on a scale of 1 to 10, with 10
being the best score possible.

In this study, the good performers
had minimal customer satisfaction
decay over time. The median score
from this group declined from 9.1
when the contract was signed to 8.7
today. That's a reduction of less than 4
percent.

The poor performers, on the other
hand, experienced a much greater loss
in customer satisfaction over time.
According to the study, the poor per-
formers’ median score decayed from
8.4 10 4.5, a reduction of more than 46
percent. More importantly for the poor
performers, the drop from 8.4 to 5.4
occurred during the period between
initial contract to one month before
closing. This level of performance did
not turn around throughout the rest of
customer experience, rather continued
to decrease to the 4.5 level.

The main points we discovered to
help builders improve their satisfaction
scores include:

® Homebuyers who are most satis-
fied with their builders at the outset
continue to be highly satisfied over
time; whereas, homebuyers who are
less satisfied with their builders at the
outset become even unhappier with
their builders as time progresses.

B The key satisfaction turning point
during the entire customer experience
is during construction to one month
prior to closing.

B Customer satisfaction decay
occurs more than 10 times faster
among the losers (46 percent) as
among the winners (4 percent). For
builders, this means first impressions
really do count, but consistency is even
more important to be the best. Builders
must design a complete customer
experience that maintains and increas-
es the satisfaction levels of its cus-
tomers.

B Once a builder falls down during
any period, it is very difficult to turn
things around.

Add Heat

So what are some of the best practices

PHOTOGRAPH: DAVIS TURNER/GETTY IMAGES

NRS Best in Class Award 50-99 Closings

Passionate about
communication

Cambridge Isenhour Homes, Winston-
Salem, N.C., believes communication
throughout the building process is a key
best practice.

Communication comes first in Cambridge Isenhour’s
building process. “From a best practice standpoint, we are
passionate about communication,” explains Eric Froelich,
chief communications officer of Cambridge Isenhour
Homes. This not only applies to the customer, but toits
i T employees as
N LAl - well.
; Training for the
employee is a best
practice that has
helped to lead
Cambridge
Isenhour where it is
today. “We have put
a lot of resources
and time into train-
ing the sales agents
on the education
process upfront,”
says Froelich. “When they sit down with our homeown-
ers they map out the process and let them know this is a
complicated process. It’s not one that’s going to go per-
fectly, that's our goal, but as a critical piece upfront, we
have that homeowner education in our first meeting.”

Going along with communication and training its peo-
ple is the quality of its people showing they really care.

“We address any issues in a very timely fashion and
let them know how important it is to us,” says Isenhour.
“This is part of our culture and what we create.”

Design is also a focus within Cambridge Isenhour’s
best practices. President and owner Todd Isenhour
believes in constantly evolving with design change.
“Todd is our CCO — chief creative officer,” says
Froelich. “We use our spec homes really as an R&D
function to test new ideas and concepts. It's constantly
evolving.” — BY LAURA BUTALLA, SENIOR EDITOR

ERIC FROELICH, LEFT, AND TODD
ISENHOUR stand behind communication.
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Adding excitement
to home

Only opening for business in 2002,
Mayberry Homes, Lansing, Mich.,
wanted to offer product it would
want if the roles were reversed.

Bob and Karen Schroeder began Mayberry
Homes three years ago with the vision of cre-
ating excitement for homebuyers. “We wanted
product that excited us,” states Bob Schroeder,
president and owner. “We wanted product that
would be what we wa
With the philosop
of treating each ho
says Karen Sch

o ensure the ultimate
customer satisfac-

tices include:

| Informative Communication. To allevi-
satisfaction levels the poor performers
at one month prior to close, builders need to
ent a frequent communication plan with buyers.
Ultimately buyers want to know what is going on with their

— home at any given time. The more bu).fers have to bgg for
——— information, the greater the worry. This results in signifi-
s cant disappointment that may forever lower satisfaction lev-
———— els. Those who excelled in customer satisfaction communi-
E—— cated with their buyers based on a regular plan and made

KAREN AND BOB SCHROEDER believe in creating
excitement for their buyers.

ere the customers.”

citement, Mayberry Homes also follows the best practice
part of the company. “We don’t look at them as a number,”
i he majority of our homeowners believe we really

PHOTOGRAPH: MARC BERLOW

ate to call me or e-mail me if there’s a

tant to Mayberry too. “We're in com-
gular basis,” says Bob. This com-
omer at the end of construction,

by presenting the homeowner
ooler and it’s filled with
Karen. “Anything they need
oth.” In addition to the cool-
ith toilet paper, Kleenex,

A BUTALLA, SENIOR EDITOR

sure every buyer knew what was going on with the progress
of his home.

B Proactive Corrective Programs. One of the most
important strategies used by the best in customer satisfac-
tion is getting in touch with buyers before problems arise.
Rather than waiting around for customers to call with com-
plaints, the best builders have created a service model that
uses scheduled visits to the home to inspect for problems
before and after the buyer has moved in. More importantly,
this model of proactive service is geared toward creating a
sense of reassurance and bonding between the buyer and
the representative.

m 24-Hour Confirmation Call. The best in customer sat-
isfaction measure the hours — not days or weeks — it takes



for their representatives to contact a buyer following a
request for service. The key is to develop a fast response
system that documents incoming requests, enables repre-
sentatives to contact customers quickly and tracks the suc-
cess in the form of response time. After all, the longer you
make buyers wait, the more they lose confidence in your
company’s organizational skills and service quality. As
Dan Green from The Green Company states, “each serv-
ice request is an opportunity for our staff to delight our
customers.”

B Fix it on the spot. The best in customer satisfaction
realize that homebuyers want repairs done quickly. That's
why the winners have hired or trained service reps that can
make minor repairs on the spot during the initial visit and

NRS Best in Class Award 500+ Closings

One customer at a time

Pulte Homes Phoenix division believes in reaching their customers one
at a time is a prime example of best practices to follow.

Pulte Homes Phoenix strives to develop one-on-one relationships with each of its customers. Not
only do they constantly drop by during the different building stages, but they also make sure to
have the superintendent meet with each customer to discuss what to expect during each stage.
When it comes to best practices, Pulte’s Phoenix division has them down to a science. It all stems
from the customer relations department. First, and foremost, the customer relations department
tries to get involved in the preconstruction meeting, when )

inspection. Such immediate service assures customers that
the home builder is serious about correcting problems
quickly. It also makes homebuyers feel a sense of accom-
plishment for the time they invested waiting for the builder’s
visit. Another big benefit is that everything the rep fixes dur-
ing his or her visit is one less thing the trade contractors
have to worry about. This doesn't mean you're letting the
trades off the hook. It just means you're making sure the
buyer is taken care of first, and debates about the quality of
the trades’ work can take place after the buyer is happy.

B “Do the right thing” company culture. Nothing has
a greater long-term impact on satisfaction than the culture
of the company and department. Have you ever heard your
employees say, “Buyers are liars” or some other derogatory

the customer comes in to understand the process.

The department also takes strides to helps cus-
tomers understand their home. “We want to make
sure they're comfortable coming to us if there’s a prob-
lem with their home, or questions they have related to
their home,” says Janet Jackson, vice president of cus-
tomer relations for the central southeast division of
Pulte.

Pulte also “Wows” its customers by focusing on
workable rooms that pack a lot of punch — kitchens
master bathrooms. In the kitchen, Pulte works on
improving countertop space, cabinets and pantries to
meet the customers’ demands. With master bathrooms,
it's important to the customer to include dual sinks and
a shower separate from the tub.

— BY LAURA BUTALLA, SENIOR EDITOR

\

JANET JACKSON’S CUSTOMER RELATIONS DEPARTMENT stands
behind her with pride in what they do.
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Special Report )

remark? If you have, you may want to examine the culture of
your organization. The best in customer satisfaction — every
single winner in this year’s NRS Awards program — maintains
a company culture that supports employees “doing what is
right” for buyers and holding the buyers in the highest regard.

Overall, investing in an exceedingly positive experience
that satisfies the needs, wants, wows and genuine caring —
from contract to close and beyond — is what this year’s NRS
award results point to as especially important to becoming
first in customer satisfaction.

And Serve...

With all of the attention builders are paying to customer
satisfaction, the all-important question must be answered.

NRS Best in Class Small Volume

Happy

Indianapoli
a strong re

e can help people.”

ith each customer also makes a differ-
lo pretty much anything the client wants,”
Seiger. “We have very high-quality standards, but
€'s something that really bothers a client, then we'll
ry to gauge or understand how big of a deal it is to them.
We'll do whatever it takes to make the clients happy.”
— BY LAURA BUTALLA, SENIOR EDITOR

GEORGE GEIGER believes in strong relationships with the buyer.

1153 in the end

der, Shamrock Builders depends on developing

the client.
states Geiger.
Kking the call right away,
re and looking at the situa-

Does customer satisfaction matter to buyers? The NRS
team conducted a study to examine this with homebuyers.
We surveyed a random sample of 400 recent homebuyers
to determine the level of importance customer satisfaction
had in their buying decision. The results were startling.

More than 72 percent of buyers said that customer satis-
faction ratings were important in their buying decision, and
another 95 percent would seek out the customer satisfaction
ratings of builders if they were to buy another home.

The results of this study show that customer satisfaction
does matter and it appears that it is an important source for
those looking to choose a homebuilder. PB

" LOG ON For more information on customer satisfaction, visit NRS at
WWww.nrscorp.com or visit us at www.HousingZone.com/1105

D reach happiness.

ach potential customer’s needs.

ord “salesperson.” “We try to stay

ink it's a good representation of
rock Builders residential division.
ey will be in our models and in
-qualify them, then Pamela (vice
ds.”

ow that it really cares about
right staff. “I think it all starts
e people that have the right

PHOTOGRAPH: JOHN BRAGG




PHOTOGRAPH: KELLY GORHAM

NRS Excellence Award Small Volume

CHIP PIGMAN believes in adding
a personal touch.

Adding a personal touch

Montana-based builder, Pigman Builders, believes personal touches
help “wow” the customers into satisfaction.

For Pigman Builders “Wow” Factors seem to make an impact on its homeowners. “We give
each of them a leather bound home book that has all the product, process and warranty infor-
mation in it,” says Chip Pigman, president of Pigman Builders. “We spend an in-depth period
in the homeowner orientation explaining the features and benefits of the home.”

Before each closing Chip’s wife, Corky, manager of customer service and design selection,
presents the buyers with a basket and a large bag with the company’s logo on it. “The bag has
toilet paper, paper towels, dish soap and all kinds of cleaning supplies in it,” states Pigman.
“Each toilet paper dispenser has a roll of toilet paper that has our silver logo on it. It's a goofy
thing, but we have people ask, “do we get Pigman toilet paper?””

The basket contains a number of other goodies including “a one month certificate for the
local newspaper and a certificate to a local place to eat or certificates to one of the local gyms,”
says Pigman.

Besides “wowing” the customer, Pigman believes that best practices work with specific
processes in place. “We have checkpoint inspections where the field superintendent has to
check on the framing, the finish, etc,” says Pigman.

Critical path scheduling is another process Pigman strongly believes in. “One process can-
not start if it’s linked to another process,” says Pigman. “If we lose a day in framing it's going
to push everything dependent on that back. If we lose a day on cabinets, it may not effect your
closet shelving going in. So, by linking the critical events, we're able to not have a lot of wast-
ed time, which is key to delivering on time to the customer.”

— BY LAURA BUTALLA, SENIOR EDITOR
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With scores of comp :4‘ ies representmg the biggest,
best and most technologically advanced in the
mdustry, the Mzdwe&t Builders Show® & Conference
IS a once-a-year opportumty you can not let pass.
You’ll connect with the experts who have the
\ knowledge you need to stay up-to-date on the latest
trends in the business. This exciting venue offers
everything from education sessions, to exhibits, to a
Plan Review Workshop, to three House Call Demo
Stages, to the House Party - you will find it all at the
Midwest Builders Show® & Conference.

For more details, check us out online at |
MidwestBuildersShow.com.
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NO GAPS.
NO VOIDS.
NO RED TAGS.

Spider” insulates you
against Title 24.

Spicer

CUSTOM INSULATION SYSTEM

The Spider™ Custom Insulation System is formaldehyde-free fiber
glass that sprays in almost dry, completely filling gaps and voids
around electrical fixtures, pipes and other obstructions to give you
superior insulation coverage. Plus, unlike cellulose, Spider will

not settle or shrink, and it’s inorganic and naturally mold-resistant.

As you know, higher R-values mean greater energy savings. Spider
achieves R-values up to R-15 in 2x4 walls and R-23 in 2x6 walls,
so it meets or exceeds 2004 IECC building codes. In fact, since it’s
designed for walls, Spider can achieve an R-value of 4.2 per inch
of thickness—much more than the maximum 3.7 per-inch R-value
that wall-spray cellulose and open-cell foam products provide.

For more information on how Spider

can help insulate you against Title 24, ,
visit JM.com/builder. J“

Johns Manville
For FREE information circle 7 Formaldehyde-free’ Fiber Glass Insulation
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UL Ratings
FBX900

Fan or Fixture:
70 Ibs

FB900

Fan: 70 Ibs
Fixture: 200 Ibs

CENTERED.

FBX900

Box adjusts
on the
brackets

to center it
between
the rafters!

Arlington’s new FBX900
Fan/Fixture Box allows you
to center your installation
between two rafters — even if
the desired mounting point is
not in the center of the pitch.

Get a centered, safe
installation that saves time
and money. FBX900 has
expandable brackets that
mount securely between joists
and eliminate the need to cut
and nail 2X4s to center a fan
or fixture!

The new FBX900 has a large,
8" square mounting surface so
it can handle the newer fans
with larger canopies. The tip

is taller too, so it fits cathedral
ceilings with a greater than
90° angle. Our redesigned
FB90 box is now the FB900.

It offers the same great
improvements!

Fits ceiling angles
greater than 90°

'\%é
T
\
\

8"

square : 6

mounting  “y=
suface. &P FBX900

Expandable
v brackets

Arlington

Scranton, PA 18517

800/233-4717 « FAX 570/562-0646

For FREE information circle 32
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Hale
Development, Inc.

V Toto Washlet Toilets
www.totousa.com

Toto was the first to reinvent the humble toilet seat
with its line of high-tech personal hygiene systems,
called Washlets. In the United States, Toto offers four
models: the introductory Washlet C100 (shown here, for-
mer marketing name, “Chloe”); the top-of-the-line
Washlet S300; and the Portable Washlet. More recently,
Toto extended the line by introducing the mid-level
Washlet E200. The
E200 multi-task func-
tions provide gentle,
front- and back-aerat-
ed, warm-water
spray, with adjustable
water pressure and
temperature. The unit
is controlled by a bat-
tery-powered, wire-
less remote control
keypad with a LCD
read-out which can
be hand-held or wall
mounted.

In My Own Words

“I discovered this high-tech toilet while on
a recent trip to Japan. It’s the most
advanced toilet in the world, offering seven
different cleaning functions. It looks like a
Western-style toilet at first glance, but it
gﬁers a number of features, such as a blow

ryer, heated seat, heated water and cleans-
ing mechanisms.

“Start building homes with this device,
and you're sure to become the talk of the
town — literally! Our local Fox News affili-
ate profiled one of the homes I built, and the
Chloe got a big chunk of airtime.

“To date, I've used this model only in
master-bath applications, but I'll gladly put
it in more ‘public’ areas if my homeowners
are comfortable with all the ‘potty talk’ from
their guests.”

IN MY OWN WORDS

David Hale
Owner and President
Boise, Idaho

P> Russound A-Bus Amplified Volume
Control System

The number of new homeowners requesting distributed
audio systems is expected to rise 20 percent annually over
the next three years. Russound’s A-BUS offers builders a
streamlined product to answer that need and make tradi-
tional audio distribution obsolete. Whether it's a new or
existing home, the simplicity and reliability of an A-BUS
multi-room audio system ensures an enjoyable, hassle-
free listening experience - all at the touch of a keypad
button.

Using standard CAT-5 wire, Russound’s A-BUS sys-
tem transmits power and stereo music to amplified
keypads throughout the home. Just add speakers
and the A-BUS kits deliver quality sound. A-BUS
systems are easily expandable to fit any home or
budget. Complete kits are available for a
straightforward solution for multi-room installa-
tion.

In My Own Words
“I like to —
include hi-tech Y
materials in all of my homes, and
I've found this A-BUS Multi-Zone
Audio Control System can’t be beat /

when it comes to home-audio controls. | ) '7/ 5
The A-BUS control panel allows my | < /
homeowners to customize audio vol- = s
ume levels in each room of their ( >

houses. Additionally, they can L

change stereo audio sources from

CD to tuner to satellite receiver — i\

whatever their needs may be — all

with the use of a simple remote /

control. You can also control the ABU

wall switch manually, but I find \S

the remote much more efficient. _
“I personally have used these switches in my

own home the past four years, each time upgrading the

product as the opportunity presented itself. I do a lot of

entertaining, and these quality switches help me set the

mood throughout the entire house.”
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IN MY OWN WORDS

>> Hale Development, Inc. ...

P> Creative Building Resources
scottshiddenpassages@earthlink.net
The latest innovation from Creative Building
Resources is the Hidden Passage Doorway. This con-
cealed doorway was introduced to obscure an
entrance into a room, closet or hallway, while appear-
ing as a built-in bookcase. The pre-hung unit has con-
cealed hinges and will fit any standard rough opening.
The Hidden Doorway is offered in paint grade and
most domestic and imported hardwoods. Latching
options include magnetic push catches, positive slide
latch and self-closing, keyed lock and electronics
devices. Standard options are one fixed shelf and four
adjustable shelves. The Hidden Doorway is also avail-
able as a kitchen pantry door; linen storage; curio cab-
inet; and as a CD/DVD Plus Organizer.

P> GE Monogram Collection
www.geappliances.com

GE has expanded its Speedcook line with the introduction of the new
GE Profile Advantium 120 built-in wall oven. The Advantium 120 plugs
into any standard 120-volt, 15-amp outlet, providing the ultimate in
design flexibility and ease-of-installation. It is designed to be installed
either above a conventional single-wall oven, or a warming drawer, or by
itself, offering a great built-in look in both 27-inch or 30-inch cabinet con-
figurations.

A smooth-turn dial and touch-pad controls offer selection of 30 custom
recipes and more than 175, pre-programmed, speed-cooking options.
Interior halogen lights
offer a clear view of
the stainless steel
interior, making it easy
to check on cooking
food without opening |
the oven door. A large
rounded interior with
16-inch turntable
offers enough room to
easily fit and rotate a
9-inch x 13-inch dish.

Iin My Own Words

“When it comes to appliances, my preference is the
Monogram collection oﬂ’fred by General Electric. In my
opinion, the collection offers a wide range of products per-
fect for just about every application imaginable.

“Plus, having used GE appliances in more than 350
homes over the past eight years, I can honestly say that
their customer service and warranty are tops in the field.”

I1.2005 WWW.HOUSINGZONE.COM
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In My Own Words

“This product offers a great solution to
hiding away unsightly rooms from public
view or secretly concealing those rooms
needing privacy. Instead of using a stan-
dard door on storage or linen closets and
HVAC mechanical rooms, I've started
using the Hidden Passage Doorway.

“The door easily blends in with the
room’s décor and appears to the unknow-
ing eye to be a nicely trimmed-out, built-in
bookcase. But with a slight press to the
wall unit, the bookcase swings open to
reveal the hidden closet or room on the
other side.

The door is heavily weighted, and 1
haven't had any probfém with its mechanics.”

V¥V Bamtex Collection
www.bamtex.com

A traditional building material in Oriental
design for centuries, bamboo is an excel-
lent alternative to wood flooring. It is truly
renewable, growing many times faster
than hardwood trees and reaching matu-
rity in only five years. Homeowners like
the artistic pattern inherent in bamboo
through its unique graining. Bamtex uses
advanced technology to create several
unique looks of bamboo planks, including
vertical, horizontal, and strand styles.

Iin My Own Words

“I first started using this pre-finished bam-
boo flooring in my homes several years ago
when bamboo was unknown as a flooring
material to many of my hardwood subcontrac-
tors. What I like about it is the peace of mind
bamboo gives me, knowing I'm using a sustain-
able natural resource. One of the fastest grow-
ing ‘grasses’ on the planet, it is the perfect sus-
tainable resource that helps reduce the need to
harvest timber from the world’s shrinking

forests.

“By using bamboo, I'm also giving my
homeowners one of the hardest and most
durable flooring sug"aces available. From a
design perspective, bamboo flooring presents a
subtle, yet unique grain pattern. The product is
easy to install and comes in pre-finished,
tongue-and-groove planks”

(o)
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Product Support " _
isn’'t just a phone number.

y

We know that calls for help to many companies can leave you frustrated. Call Simpson Strong-Tie
and we get moving. We not only help resolve installation issues and troubleshoot difficult problems,
we also offer customized on-site training and plan reviews to anyone in our builder programs. We
support builders with national consumer advertising and a builder referral program. To learn more,

call your local Simpson representative at 800.999.5099. You'll find we're always willing to help you
get over bumps in the road.

www.strongtie.com B el e For FREE informflion clrcte 33
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Continuous hot water from Rheem P! 4|

‘ D L - m Protol
Pronto! =
A tankless water heater : -

from a company you trust

The number one name in water heaters is proud to introduce Pronto!

* Continuous hot water NEW!

; Rheem-Ruud Commercial Tankless
* Energy efficient manifolds up to 20 units
* Space saving for easy installation

...and it’s about the size of a medicine cabinet.

For product and installation information, please call 800-432-8373.
To locate a local Rheem distributor, call 800-621-5622.

Rheem Water Heating o
sles@rraam.com - wwnmgem.com RELAX. IT'S RHEEM.

N\

CONTINUOUS HOT WATER |ENERGY EFFICIENT | SPACE SAVING
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WAC

W.A.C. has a new track light,
Precision Modules. These speci-
fication-grade, multiple recessed
spotlights can be configured for
specific lighting effects such as
wall washing, accent spot or
perimeter lighting. These spot-
lights are flush mounted to the
ceiling or wall. Each lamp is
attached to scissor-like suspen-
sions that pull down and lock it
into position. This locking feature
prevents movement. The
Precision Modules are offered in
low-and line- voltage systems;
with or without flanges. They can
be ordered in square or rectan-
gular style with one-, two-,
three-, four- and six-light configu-
rations. Lamping options include:
halogen MR16, AR111, PAR30,
PARS36, PAR38 and HID Metal
Halide PAR30, PAR38 and T6.
www.waclighting.com

Thomas Lighting

Thomas Lighting has a new fami-
ly of chandeliers, the Palisades
This nine-light chandelier has a
bronze finish with faceted hand-
polished drops. The fixture is 30
X 36-inches and 156 inches
long. www.thomaslighting.com

Avalanche

Mountain Ranch Lighting has a
new arts and crafts light fixture,
the Smoky Mountain Ceiling
Light-Southview. This ceiling light
is offered in two sizes: 10 X 8
inches and 13 X 11 inches. The
Smoky Mountain lantern is
designed with four Mica panels
encased in a steel frame. The
steel can be ordered in Aimond
or Amber. This hardwired fixture
is suitable for interior and damp
locations only. There are several
finishes to choose from: hunter
green, rustic brown, antique cop-
per metallic, old world copper,
forest green, natural gray and
black iron.
www.mtnranchlighting.com

Kichler

Cottage Grove is a part of
Kichler's new line of chandeliers.
The Cottage Grove family has a
carré bronze finish. The upturned
glass shades are washed with
swirls of brown to diffuse the
light. The chandelier comes with
optional glass teardrops along
with a spring-steel mounting clip.
The orange splashed teardrops
can be added to the light fixture
for customization. The Cottage
Grove family of lights can be
ordered in these standard config-
urations: 18 light, five tier chan-
delier; 12 light, three tier chande-
lier; nine light, two tier chandelier;
six light chandelier; four light
chandelette; three light; two light;
two light wall sconce; one light
wall sconce; one light pendant.
www.kichler.com

Medusa Three-Light
Bath Fixture

Medusa is Bellacor Lighting’s
new bathroom light fixture. This
three-light fixture is designed with
curvy fittings/hardware and
alabaster glass shades. Medusa
is available in brushed steel or oil
rubbed bronze finish. The shades
measure 6 inches wide. This fix-
ture can be mounted with the
glass up or down and measures
22 X 9 inches with an 8-inch
extension. www.bellacor.com

asy-

Available in over 140 standard
sizes through our nationwide
distribution network.

Quarter Circle

a

Half Circle

R

True Eilviplical

.Y

- Pre-formed & Precut !
- Ready to Install !
- Perfect Shapes !

- Cost Effective !

Compound

Radius * Quick & Easy !

Now Featuring:

Arch

The Name Says It All.

Adjustable Arches!

Adjusts to fit nearly any opening from
2.5-inches to 12.5-inches in depth.

Call or visit our website for

the dealer nearest you.

800-854-2461
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Travel
Effortlessly
from
Floor to Floor

PRODUCT REVIEW

A residential elevator adds
convenience and easy access to
all levels of your client’s home.

Our professionally installed and
serviced hydraulic or winding
drum elevators are available in
a wide variety of car styles, or
we can customize it to enhance

your client’s home.

For free information circle 37

1-800-238-8739

www.waupacaelevator.com

ELBE\ATOR copeany, inc.
Specify the Specialists®

RESIDENTIAL ELEVATORS & DUMBWAITERS

c —
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BAQI o CoCo Pendant
Baci has two new hand-blown glass lighting Stonegate has a new a lampshade light
fixtures. There are two styles of this hand- fixture, the CoCo Pendant. This pendant

blown glass pendant. Model #HP-C-1012 has is a two-toned fabric lampshade that
a white alabaster flared shade and model #HP- measures 15 X 14 X 8 1/2 inches. The

C-1016 has a cased opal glass shade accent- shade is 18 inches. This hardwired fix-
ed by a blue-green Italian design. Both styles ture is available in four finishes: brushed
have Venetian style fixtures and matching nickel, polished nickel, polished brass,

sconces. These new pendants are constructed bronze. The Dupioni fabric is offered in
of solid brass with a die-cut canopy and heavy, | the following color combinations: red

turned fittings. These Baci Pendants can be over silver, mocha over ivory, black over
installed as spotlights or as a grouping. Offered ivory, ivory over silver, ivory over orange,
in choice of brass, chrome, satin nickel or spe- chocolate over ivory, lime over chocolate
cial custom finishes, the pendants are available and chocolate over lime. The CoCo

with a solid 24-inch stem or 48-inch cord Pendant is available in two additional
The pendants come with a 40-watt, G-9 halo- sizes: 20-inch shade that is 19 X 17 X
gen lamp. Additional glass shade options 11 inches with three 75-Watt bulbs; and
include frosted, opal triplex and faux travertine. a 32-inch shade that is 23 X 21 X 11
www.bacimirrors.com inches for three 100-Watt bulbs. The

stem comes in three sizes - 6, 12 and
18 inches - and can be combined for a
variety of lengths.
www.stonegatedesigns.com

[nvestment
SE l: " Filv Superior Concrete Products is a respected
design-build company that manufactures
P ea[:a “I M i " [I and in;talls decorative precast goncrete fences,
screening walls, and sound barriers.
Superior has over 20 years experience,

with satisfied customers throughout United States.
Contact us today, so we can be thinking of you.

Proven Leaders of Precast Concrete Fences and Screening Walls
800-942-9255 or 817-277-9255
www.concretefence.com
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A Relentless

4 »\ and Service

Award winning doors are the result of a relentless commit-
ment to innovation, quality and service. For over 80 years,
Masonite has combined the long-standing spirit of innova-
tion with customer-focused product development. Every
door is designed and constructed to exacting standards and
specifications.

Receiving the
BEST IN CLASS
award by the
readers of
Professional Builder
magazine is a great
testament to
Masonite’s product
and service

excellence.

’ ' Today, Masonite
Cheyenne™ Two Panel Plank Smooth .

offers its customers
an ever expanding, diverse line of quality doors that make
any home more beautiful. In honor of its 80th year,
Masonite recently launched a special edition of the
Masonite® Molded Panel Series, adding to their winning
collection of interior doors.

Masonite’s Anniversary Collection is unique, providing
the ultimate in wood door authenticity with all of the bene-
fits of a composite wood product. The collection’s featured
product is the Cheyenne™ Two Panel Plank Smooth
interior door. Its striking panel profile and beautiful beaded

planks, create the perfect rustic, country or western look.

Commitment to
Innovation, Quality

For FREE information circl

Palazzo™ Series — Capri®

The Anniversary
Collection comple-
ments Masonite’s
tremendously
successful Palazzo™
Series. Crafted in the
tradition of the
finest Italian
designers, Masonite’s

Palazzo™ interior

doors add elegance
and warmth to any  pglazzo™ Series — Bellagio®
home. Customers
can choose from the curved arches of the Bellagio® design
or the crisp lines of the square-paneled Capri®. Every
Palazzo door has the weight, feel and richness of solid wood
and a smooth surface that is ideal for beautiful finishing.
The distinct raised mouldings and unique high-definition
panel profiles make these doors the perfect start to any
beautiful room.

Masonite doors are carefully designed to add value, style
and beauty, making a house a home that everyone will
admire. It is easy to see why Masonite is the BEST IN CLASS

for interior doors.

Masonite. The Beautiful Door.-
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Best in Class Winners Offer

BEST IN CLASS

Competitive Advantage

Product makers strive to give builders what they want, but are they succeeding?

BY CHERYL CULLEN, CONTRIBUTING EDITOR

In today’s highly competitive marketplace,
building product manufacturers have to work hard
at establishing relationships with their savvy

builder-customers.

Fortunately, hard work does-
n't go unnoticed. Builders
appreciate the extra mile a
product manufacturer is will-
ing to go to ensure customer
loyalty. But what product
manufacturers think sets
them apart from the competi-
tion isn’t necessarily what
builders actually value.

What’s in a Name?
Virtually every product manu-
facturer that earned a Best in
Class rating from builder-
respondents to our recent
survey attributed their wins,
in part, to the equity in their
sterling reputations and to
consumer preference for
their brand names.
Nonetheless, only 3 percent
of builders reported that
either reputation or customer
preference was important in
choosing a manufacturer of
exterior products. That num-
ber rose only slightly — to 4
percent — when it came to
specifying interior products.
The perception is that
homeowners are most famil-
iar with highly visible con-
sumer products that are tout-
ed in the decorating maga-
zines — products like
faucets, plumbing fixtures,

doors and kitchen cabinetry.
Yet, 12 percent of builders
surveyed reported that manu-
facturer brand and reputation
are most important when it
comes to behind-the-wall
products — or three and four
times higher, respectively,
than for interior and exterior
products.

The fact that name recog-
nition among homeowners
ranks low on the list among
builders may be an anomaly,
since most would agree with
manufacturers that brand
preference is important to
most homeowners. “Georgia-
Pacific is a highly respected
name in the industry and an
innovator in the manufacture
of plywood and OSB [orient-
ed strand board],” says Jeff
Key, senior communications
manager for Georgia-Pacific,

METHODOLOGY

The survey for the Professional Builder Best-in-Class Study was conducted among 300 recipients of
Professional Builder magazine.
The sample was drawn at random from the circulation of Professional Builder and is thus
representative of the entire circulation.
Allinterviews were conducted by telephone during the late winter and early spring of 2005.
The research was conducted, tabulated and reported by the Qume Group, Ltd., an independent
market research company.

PROFESSIONAL BUILDER BEST-IN-CLASS SURVEY

THERMA-TRU DOORS
recognizes the importance
of trends. Their new
Classic-Craft American
Style Collection captures
the Arts and Crafts style
trend in homes.

Professional
Build

er
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which was voted Best in Class by builders for both its OSB
and plywood products.

“It is the ultimate compliment to be voted Best in Class
by building and remodeling professionals,” says Peter
Dackowski, president and chief executive officer of
CertainTeed Corporation, named the overall best manufac-
turer in exterior products as well as the winner in the vinyl
siding category.

Ralph Howard, vice president of sales for Kohler, which
builders voted Best in Class for its toilets and plumbing
fixtures, agrees that a trusted name is key. “First and fore-
most, Kohler is an aspirational brand: Consumers want
Kohler. This has resulted from a strong commitment to
bringing innovative, fresh designs to the market, and sup-
porting that commitment with years of significant con-
sumer advertising to create pull-through demand. Kohler
has, far and away, the highest brand recognition of anyone
in our industry. Builders don't have to sell their customers
on why Kohler is in a home. Instead, Kohler helps sell the
home or the project.”

But are product manufacturers overestimating the
weight their name brands carry? Why would only 3 or 4
percent of builders rank reputation and consumer prefer-
ence as important in the decision-making process? This
finding was just one of many intriguing aspects in the
Best in Class survey. Let’s get into the specifics.

Quality is #1

Product quality and its subsets, dependability and perform-
ance, consistently ranked as the most important attributes,
with 71 percent of builders reporting that quality is impor-
tant in choosing an interior product; 68 percent, an exteri-
or product; and 64 percent, a behind-the-wall item.

Service

Conventional wisdom says that customer service isn’'t
what it used to be. That could be why it is so highly valued
among builders. It came in second, behind quality, with 43
percent of builders rating it as important in an exterior
product; and 39 percent, in an interior product. In the
behind-the-wall category, service was mentioned as impor-
tant by 23 percent of builders polled.

Service also includes product support, knowledgeable
sales reps, a good warranty and timely delivery. All are key
to product choice, say builder-respondents. This is a cate-
gory where the winning product manufacturers feel they
really excel.

Merillat, which took top honors for cabinetry, has adopt-
ed a proactive approach to understanding what consumers
want. To that end, the company recently conducted a
research study, Model Behavior: How people act, think and
shop in a model home. “This study is the first-ever to gain
insights into the motivations and preferences of new home
shoppers,” explains Clay Kiefaber, Merillat president.

The study examined shoppers’ behaviors in model

BEST IN CLASS: EXTERIOR PRODUCTS
Top finisher in each product category

PRODUCT CATEGORY
Decking

Exterior Doors

Exterior Trim

Garage Doors
Housewrap
Manufactured Stone

Patio Doors

Roofing

Siding: Fiber Cement

Siding: Vinyl

Skylights

Windows: Composite

Windows: Vinyl

Windows: Wood

BEST IN CLASS: INTERIOR PRODUCTS

Top finisher in each product category

PRODUCT CATEGORY
Appliances, Kitchen
Appliances, Laundry
Cabinets

Faucets, Bathroom
Faucets, Kitchen
Fireplaces

Glass Block

Interior Doors

Interior Molding

Lighting

Locksets and Hardware
Paints, Stains, Finishes
Plumbing Fixtures: Bath Tubs and Sinks
Plumbing Fixtures: Toilets

OVERALL WINNER
CertainTeed

FIRST PLACE WINNER
Trex
Therma-Tru
Fypon

Clopay

DuPont Tyvek
Owens Corning
Cultured Stone
Pella

GAF

James Hardie
CertainTeed
Velux

Andersen
Andersen
Andersen

OVERALL WINNER
Kohler

FIRST PLACE WINNER
General Electric
General Electric
Merillat

Moen

Moen

Heatilator

PPG

Masonite

Brasco

Thomas Lighting
Schlage
Sherwin-Williams
Kohler

Kohler

BEST IN CLASS: BEHIND-THE-WALL PRODUCTS OVERALL WINNER

Top finisher in each product category

PRODUCT CATEGORY
Caulks and Sealants
HVAC Systems
Insulation, Fiberglass
Insulation, Foam
Insulation, Rigid

Nails

Oriented Strand Board (OSB)
Piping and Tubing
Plywood

Radiant Floor Heating
Wallboard, Gypsum
Wallboard, Wet Area
Water Heaters

Owens Corning

FIRST PLACE WINNER
DAP

Carrier

Owens Corning
Owens Corning
Owens Corning
Paslode
Georgia-Pacific
PEX
Georgia-Pacific
Uponor Wirsbo
U.S. Gypsum
U.S. Gypsum
A.O. Smith

BEST IN CLASS: MISCELLANEOUS PRODUCTS & SERVICES

PRODUCT CATEGORY
Financing

Hand Tools

Power Tools

Trucks

Vans

Top finisher in each product category

FIRST PLACE WINNER
Wells Fargo

Stanley

DeWalt

Ford

Ford



homes, as well as their likes and dis-
likes — especially as they relate to the
kitchen. “Merillat discovered many
interesting and helpful insights for
builders, such as the percentage of
shoppers ready to buy, overall time
shoppers spend in the model, and the
most-shopped cabinets within the
home,” says Kiefaber, who adds that
Merillat plans to conduct ongoing
research that will continue to give
their builders a competitive advantage.

Builders cited product support as an
important part of service. Service, as
defined by product manufacturers,
comes in all forms. The most common,
however, is getting answers and techni-
cal help when needed.

“We've gotten nothing but positive
feedback on that group,” says Patti
Rowland, director of building solutions
and the sales support group. “Builders
can be on a job site, yet get a question
answered immediately.”

Another component of product sup-
port would be training, although
builders did not specifically use that
word in their responses. Nevertheless,
product manufacturers offer a diverse

range of educational tools: hands-on

classes, online seminars and sales-train-

ing CDs. Not surprisingly, they cite the
quality of their training as one of their
advantages.

Good warranties are yet another
component of the service equation, and
many manufacturers tout them as their
strong suit.

Cited by builders as the most
important considerations after service
were breadth of product line, product
availability, pricing, durability, mini-
mal complaints, frequency of use, and
brand reputation/customer prefer-
ence.

Business Partnering
Interestingly, builders did not mention
partnering as a reason for doing busi-
ness with a manufacturer. Yet time and
again, product makers cited this as a
primary strength. “We continually
strive to bring products, programs and
initiatives that help builders grow their
businesses,” says Nancy Matchey, new
construction manager for Andersen
Windows and Doors.

Andersen, for example, has a new

BEST IN CLASS

LEFT The Classic Portrait Cherry and Estero
Accent Collections shown here are the result of
Merillat’s proactive consumer research. BELOW
Andersen Windows built its reputations on
delivering quality. Shown here are the Bow and
Bay casement windows from its 400 Series.

initiative, called HomeTalk, which
allows builders to market their homes
through a virtual tour on Andersen’s
hometalktour.com Web site. “It is a
huge thing for builders,” Matchey com-
ments. “Their models are not only part
of a Web site, but the site also connects
to the main Andersen Web site that
gets a lot of traffic. Helping them mar-
ket their products is big.

“All our programs are about a bal-
ance approach and adding value to the
builder-customer’s business,” Matchey
adds. “We want to help them get to
places they can't reach on their own.”

Therma-Tru’s President and CEO
Carl Hedlund takes the same approach:
“We are very proud of our strong and
enduring relationship with the profes-
sional builder. The products and pro-
grams we offer to builders are intended
to help them grow their businesses by
helping their customers add value to
their homes. We are committed to con-
tinue to lead in the innovation, quality
and beauty of the door systems we pro-
vide the builder.”

Similar sentiments were voiced by
John Pagano, vice president of builder
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KOHLER registered 8 million unique visitors on
its Web site in 2004. These visitors viewed 25
percent more content than those who visited
the site of its closest competitor.

strategy at Owens Corning, named Best
in Class for insulation: “Our role and
focus as a company is to meet the
needs of our builder customers and
make them more successful, because
we know that we will grow and prosper
only when our customers grow and
prosper. But the bar is constantly rising,
with our nationwide builder team,
we're committed to continuing to dive
deeply into their businesses to uncover
our builder-customer’s needs and deliv-
er the systems and solutions of value
they're looking for from us with one,
simple goal: We want to be the indis-
pensable partner of every builder in
America.”

Marketing Support
Another no-show among builders’ pref-
erences was marketing support. Still,
manufacturers can be very generous, as
well as creative, in this area. For exam-
ple, Georgia-Pacific has an extensive
trade and consumer marketing cam-
paign for its Plytanium Plywood that
includes television, radio and direct mail,
as well as print and online advertising.
Online advertising is a hot button
with manufacturers, and many tout it
among their key advantages. Like
Andersen Windows, Kohler feels that
linking to its Web site gives builders a
competitive edge. “Being identified on
Kohler.com is a tremendous marketing
advantage,” says Howard. “It’s truly a
high-traffic, destination site for con-
sumers looking for product and avail-
ability information.”

WHAT MAKES A MANUFACTURER “BEST IN CLASS”?

Percentage of builder-respondents who rated various manufacturer-performance factors
as important to their choice of Best In Class

Attribute Exterior Interior Behind-the-wall
Products Products Products
Product Quality 68% 71% 64%
- Quality Products 63% 65% 57%
- Dependable 4% 7% 6%
- Product Performs Well 2% 2% 7%
Service 43% 39% 23%
- Service 29% 28% 19%
- Product Support 5% 9% 2%
- Knowledgeable Sales Reps 5% 2% 0
- Good Warranty Service 4% 4% 0
- Timely Delivery 1% 4% 0
Broad Product Line 24% 24% 14%
Product Availability 18% 10% 22%
Good Pricing 15% 10% 19%
Durable Products 10% 8% 10%
No Complaints or Problems 10% 8% 7%
One We Use a Lot 4% 2% 7%
Reputation/Customer Preference 3% 4% 12%
Appearance/Design 0 4% 0
Easy to Work With 0 1% 7%

According to Howard, 8 million
unique visitors registered on Kohler’s
WebD site in 2004, and these visitors
spend more time and view 25 percent
more content than those who visit the
site of its closest competitor. “Being
linked to that kind of marketing muscle
is a wonderful advantage for home
builders,” he says.

Incentives

Manufacturers go a long way to provide
incentives, another consideration that
did not appear among builders’ top 10
reasons for choosing a product. Many
of these programs cross-sell products or
help pull through other items by pro-
viding builders a cash or travel incen-
tive for volume purchases or mixing
and matching product lines.

Only a few product manufacturers,
however, mentioned such incentives.
Most prefer offering marketing incen-
tives via Web links or marketing mate-
rials, in lieu of financial rewards.

Wants vs. Needs

Builders and manufacturers agree that
quality and service are important.
Beyond that, their opinions diverge.
Are product manufacturers really giv-
ing builders what they want — or what
the manufacturers think builders
need? Do builders simply take the
many programs manufacturers offer
for granted?

The answer may lie somewhere in
between. While training, incentive and
marketing support programs are nice to
have, they may be just the icing on the
cake. At the end of the day, if product
quality and service aren’t there, the
builder won't buy — even from the
most recognized names in the busi-

ness. PB

LOG ON For more information about product
manufacturers and building materials log on
to www.HousingZone.com/buildingmaterials
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Trex Company has the widest range of
composite decking and railing products,
offering you and your clients unlimited
design possibilities. It’s just one way Trex
Company helps you create the deck of their
dreams. When asked who delivers the
quality products and services to help sell
and satisty clients, more readers chose Trex
Company over any other composite brand.
We're proud to be recognized as “Best in
Class” in the decking category.

Help create your clients’ space with a
choice of three unique finishes in six rich
colors. Choose Trex Brasilia™ for the
distinctive beauty of tropical hardwoods,
Trex Accents® for a rich, woodgrain
appearance, or Trex Origins™ for a smooth,
contemporary look. For the ultimate
finishing touch, new Trex Artisan Series
Railing™ comes in Classic White, capturing
the elegant look of painted wood.

Trex® decking and railing is known for
its ease of installation and unparalleled
workability. There’s no need for pre-drilling,
and Trex decking cuts and routs beautifully,
curving where other decking can’t. What's

more, Trex products won't rot, splinter, crack

or warp like wood, reducing call-back issues.

Decking

As the original composite
manufacturer, Trex Company backs
its products with an industry-leading
guarantee. Plus there’s the peace of
mind you get from working with the brand leader you know and trust.

Trex Company doesn'’t stop at building superior composite products.
We also work hard to make your business more successful through extensive
training and contractor programs. The Trex home builder program supports
you with showroom merchandising, model home benefits and other features.
We also train and certify installers to become TrexPros®, ensuring the best
possible workmanship. As a TrexPro, you’ll receive quality referrals and leads
from our extensive, national marketing campaign. Whatever your business
focus, you'll be supported by the largest network of dealers and dedicated

sales representatives in the country.

To learn more about

our programs, visit

Trexx

Create Your Space!

www.trex.com
or call 1-800-BUY-TREX.

For FREE information oirole 42
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Financing

Wells Fargo Home Mortgage

Wells Fargo Home Mortgage makes it their business to
know your business. A smooth and convenient loan
process results in quick buyer approvals and closings that

happen on time. You can count on Wells Fargo to deliver.

To get the job done right, you need the right tools. The
National Builder Division of Wells Fargo Home Mortgage
partners with builders to provide the right financing tools.
Every product has the client’s needs in mind and the Wells
Fargo reputation behind it; a reputation built on the
strength of business integrity and market knowledge. With
their wide range of products, programs and services they
will create custom-fit solutions for you and your customers.
Innovative sales and marketing programs, market research
information, and database management systems help you
build a comprehensive business approach — to attract and

retain customers.

Wells Fargo offers the nation’s largest retail network dedicated
to financing new construction homes. Their Regional
Builder Sales Managers are supported by specialized new
construction teams in your communities, ready to work with
you and your customers onsite, anytime with products to

help you sell more homes more profitably such as:

e Builders Best® or Market Option Plus®™ —
Offers extended rate protection* for new

construction loans.

Builder Division of Wells
Fargo Home Mortgage has
experienced incredible growth
over the past few years. This
growth has enabled us to
maintain our position as

by the number one new
Stuart Tyrie
National Builder Division
Vice President
Wells Fargo Home Mortgage

construction lender, a
position we have held since
1995.** Consistently holding
this position is a true
testament to our talented people and our innovative products
and programs. But while we enjoy the top spot, we make
sure to never lose sight of the one-on-one relationships with

our builders that have allowed us to achieve this.”

And now, even greater opportunity is yours, as two of the
country’s most influential housing industry players —

Wells Fargo Home Mortgage and the National Association

e Spec Lock-in —Protects the builder against rising interest
rates, while they advertise for homebuyers.

e Construction-to-Perm Loan — Features an interim .
construction loan paired with a permanent loan.

e Forward Commitment Option — Establishes an
attractive interest-rate range on selected permanent loans,

and guarantee interest rates for up to two years.

NATIONAL ASSOCIATION
oF HoME BUILDERS

* Model Home Program and Model Home Loan
Financing — Two programs that provide financing

options for a builders model.

According to Stuart Tyrie, vice president of Wells Fargo

EQUAL HOUSING

Home Mortgage’s National Builder Division, “The National LENDER

For FREE i

AL

*May require a fee. **Based on yearend MarkeTrac reports.
Wells Fargo Home Mortgage is a division of Wells Fargo Bank, N.A.© 2005 Wells Fargo Bank, N.A. #30273 9/27/05

f

of Home Builders — have come together in an
unprecedented business-building alliance. Wells Fargo
supports NAHB’s many initiatives aimed at enhancing
business opportunities for its members and is the exclusive

NAHB Leadership sponsor.

Wells Fargo Home Mortgage has the people, products,
programs and services to help you sell more homes more

profitably and take your business to The Next Stage.®

ormation circle 43




the brand most

preferred by the large

volume builders
4 | surveyed by

Builders know that when they buy Thomas, they will get
excellent product, excellent representation and

excellent service and support.

“We cover a broad range of lighting styles, original designs
and price points,” says Terry Fraser, General Manager.
“Builders enjoy that they can get everything from a base
selection of product up to high-end fixtures from the same

local distributors and sales professionals.”

Thomas Lighting
works with builders to
define individualized
lighting style and price
point packages. A
national network of
distributors and dedi-
cated local lighting
professionals assist in
the product selections,
help develop basic
lighting packages and
upgrade programs, provide training and marketing assis-
tance, as well as forecast and maintain builders’ inventory

requirements.

“We don’t go to market with a standard program,” explains
Fraser. “Instead, we develop individualized packages for
specific builders and we structure our programs to high-

light the services and support that they need.” This might

Professional Builder.
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Best Lighting

Thomas Lighting is

include marketing or advertising support, brochures,
literature, special rebate programs, design center or model

home assistance.

Thomas’ broad product families, such as the elegant
Palazzo line shown here, include lighting products for
rooms and areas throughout the home. As an additional
value to customers, Thomas offers a distinct qualitative
benefit as compared to competitive lighting products.
Amongst the benefits are higher wattage ratings on many
fixtures, more substantial glass, ample wire and chain,
extra reinforcement welds on bound glass pieces, and
Thomas’ patented Easy Hanger feature for outdoor
products. Fixtures are basically pre-assembled to speed
installation. With products packaged in family groupings,
it’s easy for consumers to select upgrades and for builders

to increase option sales.




Number one with builders again.
And again.

GE Monogram®

GE Profile™

GE Consumer & Industrial
Appliances is a J.D. Power

and Associates Certified
Homebuilder Trade Supplier

and first to be certified in

the appliance industry,
providing “An Outstanding
Product and Service Experience”
for home builders.

—

GE has the most extensive distribution network in the
industry as well as the industry’s only company-owned
factory service network. GE is the #1 choice in appliances
for eight consecutive years.” And, GE is the source for kitchen
appliances in every price range. No wonder builders go with
GE more often than any other brand.” Visit ge.com

GE®

*Ranked #1 in appliance preference by Professional
Builder and Professional Remodeler 2004 Brand Study

|mOg | nOtIOﬂ Ot WOFk **professional Builder magazine, February 2003

For additional information on General Electric Appliances please call 866.251.1753.
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Best Hand Tools

We have the
brands you
count on

Stanley Tools offers a broad range of hand
tools, laser layout and measuring tools for
construction professionals. Professional

builders and remodelers choose Stanley for

Best in Class. Providing innovation and

consistently superior products with the

Increase your level of professionalism,

latest features makes our brands the right with a lightweight, portable

choice for professional construction tools. measuring device. The uncertainty of

As the ‘Precision Measuring Division of measurement is eliminated as the

Stanley’, CST/berger, has once again TLM emits a distinct red laser point.

revolutionized the industry with new and It is as simple as point and click with

innovative laser measuring and layout tools. confidence.

To be the best in class, you need job

experience and quality tools. Stanley

Precision Measuring gives you both.

Performance, quality and reliability are

“built in” to our instruments. unlike sonic measurers. The TLM100 is one of three measurers in the TLM
We have the brands you count on — laser family of products. The Stanley FatMax® TLM200™ is a step up for the

CST/berger, David White®, LaserMark®, professional. Quickly calculate distances, area, volume, with an added feature

Rolatape®, Stanley®, FatMax®. of simple Pythagorean and tracking. If you're a true professional/surveyor,

the Stanley FatMax® TLM300™ is designed with more features and accuracy
A New Generation OfP?'OfCSSiOnal of £1/16-in at 100' with up to 600' working range. Features include:
Laser TOOlS. calculating distances, area, volume, Pythagorean, tracking, trapezoid measur-
Introducing a family of Stanley Fatmax® ing, memory, and history.
Laser Tools. The Stanley FatMax®

X TLM100™ is the first “true” laser measuring
! product under $100 retail. The TLM100 CST / b STANLEY
provides +/-1/4" accuracy at 100' by actually e rg e r
e MAKE SOMETHING GREAT ™
a division of The Stanley Works

measuring the laser light travel distance —




Fight basement moisture

with
a powerful
combination. "

MOISTURE OUT. | CONFIDENCE IN:

The TUFF-N-DRI two-part system

beats three sources of moisture:
leaks - seepage - condensation

Lo ERRPld= el IR Excess moisture can be brutal on the homes you build.

Moisture can create damp, uncomfortable living environments. Make air conditioners,
heaters and dehumidifiers use more energy. Damage drywall, carpeting and

furnishings. Even weaken structural materials.

[11 The black, flexible membrane of TUFF-N-DRI
But you can fight back with the one-two punch of TUFF-N-DRI® Basement Water- is spray-applied to seamlessly seal out water
proofing System. This unique black-and-pink combination defends against three main leaks and seepage.

sources of moisture from basement walls, by preventing leaks, stopping seepage and

[2] The pink WARM-N-DRI® foundation board
insulates basement walls on the outside to
reduce condensafion on the inside. WARM-N-DRI

reducing interior condensation.

el I S e S [N By fighting basement moisture three ways, TUFF-N-DRI board also helps drain water away from
gives you the confidence to transform lower level space into luxury living spaces. basement walls to relieve hydrostatic build-up.

A dry, comfortable basement can increase your profit potential — and build your
reputation for future referrals. And TUFF-N-DRI is so strong, it’s backed by a 30-year

transferable performance warranty.*

ANT
5

So fight basement moisture and champion your business with TUFF-N-DRI — North © O
America’s #1 brand of new basement waterproofing. For details, call or visit our Web site. TUFF-N-DRT
2\ O,p}) &

800-DRY-BSMT TUFF-N-DRl.com

*Visit TUFF-N-DRI.com for full details on our 30-year performance warranty. For FREE information circle 47



ISES l __ VOTED

y) Best Wet-Area Wa

Are your
bathrooms
aqua-tough?

Most residential builders back tile in tub and shower

i

surrounds with water-resistant gypsum panels — “green
board.” But custom builders, always
at the vanguard of industry advances,
are using something better. In a
recent USG survey, more than 70%
said they specify high-performance
tile backers such as FIBEROCK® Brand
AQUA-TOUGH™ Interior Panels from
USG for wet areas. To understand
why, consider the many advantages

of this versatile, high-strength panel.

Superior mold resistance:
Scores a 10, the highest rating, when tested according to
ASTM D 3273.

Reduced tile callbacks:

Will not warp, shrink or swell when eXpOSed to moisture. To learn more about bulldlng aqua_toughl contact USG.

Features a 20-year transferable manufacturer warranty.

Efficient installation:

Available in large 4'x8' panel sizes. Accepts multiple

finishes including tile, paint and wallpaper.

NI Technical support: 800 USG.4YOU
Sustainability: Literature: 888 874.2450
Contains 95% recycled material. Web: www.usg.com/fiberock



VOTED

Best Skylights

Differentiates Builders

VELUX offers builders a design program that takes
maximum advantage of attic space to decrease square
footage costs and increase builder profit while providing
more natural light and ventilation for homeowners.

The Room in the Roof program uses innovative floor
plans to turn underutilized attic space into highly desirable
finished square footage that is significantly less costly to
build. Builders can realize as much as a nine percent
reduction in overall per square foot construction cost while
offering customers efficient home designs that maximizes
usable square footage — a high priority for homebuyers.

A Charlotte, NC homebuilder uses the program to create
added value for his clients and more profit for his company.
“Homebuyer reaction has been great,” he says. “With one of
our plans, the Room in the Roof option is consistently select-
ed. Buyers even switch from one home design to another to
get the option. It’s a win-win all around since we can offer
our buyers additional square footage at a reduced price while
making a higher margin on the additional space.”

Efficient land use is also a plus. Building up rather than
out and getting the absolute most out of small lots can be
another key to profitable sales. And finished attics and
bonus rooms typically appraise at 100 percent of the value
of the rest of the home while basements typically appraise at
40 to 70 percent. You're helping your buyers not just when
they move in but also at resale time.

VELUX design staff will work with you, at no charge,
to assist in evaluating and modifying plans to incorporate
the attic space utilization plans into your projects.

For information on how you can incorporate the Room in
the Roof program in your plans, contact your local VELUX

sales representative or visit www.veluxusa.com.

e AT

VELUX Room in the Roof Program

; ‘;FrFRE ino_rmgion <__:ir| 49

VELUX GPL top-hinged roof windows open to a 45-degree angle.
Installed within reach, they satisfy egress requirements for emergency
escape from attics, bonus rooms and loft areas.

VELUX venting skylights are perfect for bonus rooms and loft areas
where egress is not required. Blinds, shades, and other accessories
are available for skylights and roof windows.

VELUX

SKYLIGHTS



VOTED

Best Fireplace
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plan trend by allowing builders to cast greater light and
warmth between living areas.

Builders rely on Heatilator® fireplaces more than any
other brand. And with more than 75 years experience
behind the Heatilator name, it’s easy to see why:

e Heatilator provides builders a total hearth
solution with mantels, surrounds and finishing
materials

¢ Heatilator offers the widest product offering
ranging from wood burning and gas fireplaces to
electric fireplaces and fireplace inserts

¢ Heatilator fireplaces have the lowest service call
rate in the industry. On average, less than .5% of
products have reported warranty claims, a benchmark
within the industry

e Heatilator is supported by the world’s largest
fireplace manufacturer, Hearth & Home Technologies,
which provides a nationwide network for on-time

installations and professional hearth service

i S

Heatilator offers the industry’s largest see-through gas fire-
place. The 44" See Through model addresses the open floor

. For FREE informatio cice_

Making a House
a Home

Designed with a mind toward affordability and an eye toward beauty,
Caliber™ gas fireplaces from Heatilator make it easier for builders to turn
houses into inviting homes.

Homeowners Know Heatilator
As the most recognized brand in the industry, homeowners look to
Heatilator to make their house a home. Heatilator embraces this
role with straightforward and dependable hearth products that pro-
vide a secure and comfortable home setting year after year.

By placing Heatilator brand fireplaces in the homes you build,
you can confidently offer a comfortable hearth experience that’s
forged from more than 75 years of American ingenuity, hard work

and an appreciation for the simple things in life.

hedtilator

1915 W. Saunders Street
Mt. Pleasant, IA 52641
(800) 927-6841

www. heatilator.com
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VOTED

Best Radiant Floor Heating

Homeowners, contractors and builders continue to
request Uponor Wirsbo for superior radiant floor heating
products and systems. Uponor Wirsbo is the nation’s
leading manufacturer of Engel-method, crosslinked
polyethylene (PEX-a) tubing used in radiant floor
heating systems as well as Structured Plumbing® systems,
residential fire sprinkler systems, snow and ice melting
systems and turf conditioning systems. More than 2
billion feet of Uponor Wirsbo PEX tubing is in service in
North America alone, and more than 11 billion feet of
Uponor PEX is installed worldwide.

Radiant floor heating is the clean, comfortable and
economical heating alternative. With radiant floor
heating, dust, allergens and other pollutants are no
longer forced into the air, and radiant floor heating
provides greater comfort at a lower thermostat setting,
potentially saving up to 40% in energy costs.

Radiant heating is also extremely versatile, keeping
ceilings, walls, commercial buildings and apartments
warm and comfortable, as well as driveways, sidewalks,
parking lots and football and soccer fields free from
snow and ice. With Uponor Wirsbo radiant technology,
any environment can be safe, clean and comfortable.

Uponor Wirsbo also offers additional products and
systems that provide safe and comfortable living —
AQUAPEX® for clean and healthy plumbing systems and
AQUASAFE® for residential fire protection and peace of
mind.

AQUAPEX provides a clean, quiet and reliable alter-
native to copper and other plastic tubing used in today’s
plumbing systems. AQUAPEX is extremely durable — it
does not pit, leak or corrode like copper pipes, and it is
also highly freeze-resistant.

AQUAPEX tubing offers additional peace of mind
when used with the AQUASAFE Residential Fire

Uponor Wirsho — Industry Leader for
Reliability, Efficiency and Comfort

or FREE information circle 51

Protection System.
Designed to protect
families and homes,
AQUASAFE is the only
non-stagnant, multi-
purpose plumbing and
fire sprinkler system on
the market.

Experience the ultimate in comfort, quality and reliability —
install Uponor Wirsbo products and systems for all your heating

and plumbing needs.

WIRSBO

Life, Safety, Comfort Systems

5925 148th Street West
Apple Valley, MN 55124
(800) 321-4739
WWW.Wirsbo.com




VOTED

Best Locksets & Hardware

Schlage®
Door
Hardware

Finish the homes you build with a personal
touch from Schlage, the signature name in

quality and security.

Schlage’s easily installed, flawlessly engineered
products will leave a lasting impression for your
customers and all of their guests. Your
customers will be reminded of the quality and
care you took while building their home every

time they open a door.

The Schlage product line of interior and exterior door hardware allows you to
Schlage® offers the perfect door hardware for enhance the security of your customer’s home and coordinate other door entrances
your customers, who know the security, quality leading throughout the home.
and reputation of Schlage. Our door hardware’s
enduring quality and exacting craftsmanship =
will ensure complete homeowner satisfaction,
enhancing the reputation you work so hard to

build everyday.

Schlage, reinforcing consumer choice in builders

for more than 80 years.

For more information regarding Schlage Schlage offers the perfect door hardware for your

and our product line, customers, who know the security, quality and
please visit www.schlage.com or www.schlagelock.com. reputation of Schlage.



VOTED

Best Kitc

Nearly 65 years ago, Al Moen realized
an opportunity for innovation and
invented the first single-handle mixing
faucet. Moen is pleased to bring these
standards of uncommon thinking and
unexpected style into America’s most
distinctive homes today.

Moen products have been around
for decades offering unique designs for
the kitchen and bathroom including
faucets and coordinating accessories
that are livable and enduring.

Although it’s hard to believe, there
was a time when expectations for faucets
were pretty basic. Those times have
changed as today’s customers demand
for both style and functionality.

Moen answered this demand with
timeless designs, unique styles and
dependable faucets. Homeowners will
always find the perfect balance
between styles they love and

innovation they can live with.

BUY IT FOR LOOKS

Style - Clean and classic or bold and
contemporary. Whatever look you're
after, Moen offers a variety of styles
designed to complement today’s
decors.

LifeShine® Titanium
Strengthened Finish — Use it every
day. Clean it as often as you wish.
You'll never scrub or wear off the

beauty of a LifeShine finish. This finish

is guaranteed not to tarnish, corrode or
flake off ...

for life.

Moen: Perfect Balance
of Character and Quality

M-Pact™ Common Valve System —
Your style tastes may change, but your
Moen faucet doesn’t have to. Our
revolutionary new M-PACT common
valve system allows you to completely
upgrade your bathroom faucet’s style

without replacing any faucet plumbing.

BUY IT FOR LIFE

Patented One-Piece Washerless
Cartridge System — Moen's patented
one-piece cartridge means no washers,
springs or discs — the most common
causes of annoying drips. The self-con-
tained assembly has fewer parts, mean-
ing greater reliability and worry-free
performance year after year. And, if
ever required, replacement is also
simple — just pop out the old cartridge
and drop in the new.

‘For FREE information circle 53

e

hen & Bath FaucetsShiane

Pressure-Balancing Shower Valves
— We've all been there. The shower
instantly becomes scalding hot or ice
cold because someone turns on a
washing machine, or flushes a toilet.
Not with Moen pressure-balanced
faucets. Our ExactTemp™, Moentrol®,
and Posi-Temp® valves guard against
this “shower shock.”

Lifetime Limited Warranty — All
Moen faucets come with a lifetime
limited warranty against leaks, drips
and finish defects.

5] MOEN

Buy it for looks. Buy it for life ™

For more information,
visit moen.com.
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SHOW VILLAGE 2006

Products In Action

SEE! GET your Passport to Show Village 2006... ENJOY!

Products from the Builders' by visiting any of our sponsors’ booths, or you can stop by e Parfies

Show in action, in real homes ~ Show Village and see a Reed representative. Your Passport e live enferfainment
Firsttime Buyer home grants you eniry fo Show Village 2006, built in the parking lot e Refreshments
Move-up home of the IBS, where you will see. ..

Luxury cusfom home
All'in the parking lot
outside the IBS show

* 3 homes: firstime buyer, move-up, and custom designs
e Fabulous products in action, in their actual, live environments
* "Block parties” each evening of the show

WIN a P’asma screen TV! Enter the drawing to win a FREE Plasma Screen TV or one of four IPODS.

GREAT COMPANIES, GREAT PRODUCTS, GREAT FUN

Village Sponsors:

Beam Industries © Bosch Tool Company ¢ Dow Building Products ¢ Home Fire Sprinkler Coalition
LG HI-MACS Solid Surfaces ® Maze Nails ¢ Siemens Energy and Automation ¢ Whirlpool

Home Sponsors:

Grace Construction Products ®  Hurd Windows & Doors ® Icynene ® Jeld-Wen Windows & Doors

Laticrete ® LP Smartside ® Panasonic ® Tamko

Room Sponsors:
APA-The Engineered Wood Association ® BHK Flooring ® Bosch Water Heaters ®  Copper Development
Fortifiber Building Systems Group ®  GE Sealants & Adhesives ® Nisus  Pittsburgh Corning ®  Rubbermaid
Taylor Building Products ® Tendura e USG e Vanguard Piping Systems




Congratulations Winners of The 2005
NRS Award™ in Customer Satisfaction!

GIANTS

Presented by
Professional
Builder

The NRS Award™ Eresen’red by Professional Builder honors the best
home builders in the industry tor customer satisfaction excellence.

The NRS Award™ in Customer Satisfaction is the ultimate achievement for builders whose homeowners rate
them the highest in North America for customer satisfaction. Recognized as the best in the industry, NRS
Award™ recipients are truly among the residential construction industry's elite. We're proud to announce the
recipients of the 2005 NRS Awards presented by Professional Builder magazine.

John Laing Homes Denver Harbourside Custom Homes, Inc.
Pulte Homes Phoenix Desert View Homes
Cambridge Isenhour Homes Mayberry Homes
Shamrock Builders The Green Company

Pigman Builders
Arcadia Homes, Inc.

How satisfaction is measured.
For FREE information circle 57
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ADVERTISEMENT

Product Showease / Interior Products

PLASTIC CEILING PANELS anD
BACKSPLASHES BY QUTWATER

Offered at a fraction of the cost of its stainless steel counterparts, Outwater's
new selection of highly detailed Class-A Fire Retardant Plastic Ceiling Panels
and Backsplashes not only enable a perfect, professional installation by

anyone without any necessary previous experience, they are available in a
variety of different traditional and contemporary finishes to accommodate
Easy to cut for customized fab

any décor. ation, they are waterproof,

mildew-resistant as well as germ and bacteria-free.
FREE MASTER CATALOG!
__ LOWEST PRICES...WIDEST SELECTION... ALL FROM STOCK!
WA,
ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)
g 1-800-835-4400 (Sales)  Fax 1-800-835-4403
www.outwater.com
New Jersey ¢ Arizona ¢ Canada

Makes Surface Pi?otec on
& Dust Control

1-800-789-6633

_ www.protectiveprodupt; om
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Since 1964, Finlandia Sauna has been nationally
recognized as a manufacturer of Saunas without equal.
We design and build custom, precut, and prefabricated
rooms of any size and shape. Our pre-planning assistance
and customer service is unmatched in the Sauna business.

Call 800-354-3342 for a free brochure or browse our web
site. www.finlandiasauna.com for complete information.
Finlandia Sauna for your health!

Finlandia Sauna

For free information circle 203

Plaster Mantels

Our Plaster Mantels are non-
combustible which allows the
option of using an expensive
surround or NOT.

Quantity Discounts
404-373-7587; 877-628-1628;
sales@aaplusinc.com
For all models and dimensions visit us at:
www.aaplusinc.com/plastermantels/pb

a plus, inc.
Mantels also available in Cast Limestone
and Cast Tumbled Limestone

For free information circle 204

Two New Traditions from
Weather Shield

'Q' Set a new benchmark in tradition with the

new Weather Shield® casement window. A new
optional putty glazed grille profile provides a
traditional hand-glazed look to the SDL bars. And an
exclusive new standard nested crank handle
boasts a sleek low-profile design in seven popular
hardware finishes. For more information, visit

www.weathershield.com or call 1-800-477-6808.
Weather Shield Windows & Doors

For free information circle 205




ADVERTISEMENT

Product Showcase / Interior/Exterior Products

. / e Easy Installation!
CHOOSE Z;Wéo e Virtually Maintenance-Free
=l * 25 Year Warranty
Two choices in vinyl agri-fiber composite decking with the natural

look of wood-grain. Available in a variety of colors.

LP Design Manual CD

LP's Engineered Wood Products Design Manual CD is a one-stop reference guide for
architects, engineers and designers specifying LP Engineered Wood Products. The fall
release of the CD includes an installation video and the latest literature and code reports.

© 2005 Louisiana-Pacific Corporation.

For free information circle 206 Dura-Dri™ is the patent pending tongue
& groove system that channels water
away from joists or under decking. Ideal

The E ase of 30 Foot Wa"s for “above patio” installations per code.

1 wall i h Boards are a full 1" x 6". >®
Trus Joist's tall wall system offers architects, : . 1

i ) y, Procell Decking Systems have superior strength & Pblmqacwemlsl
designers, and builder’s walls 10 to 30 feet color retention in a slip resistant surface that will

in height, allowing spacious, open floor plans. not crack, peel or split.

The design of a tall wall system using

. . . * Class | flame spread rating * Superior strength with low relative
Trus Joist's engineered wood technologies R olor retention weight
provides a wall that will start straight, * Natural wood grain appearance « Cool to the touch
stay straight, and  deliver predictable o SI|p-|:e5|st..ant surface o Contains no harmful chemicals
*Won't splinter, check, crack, rot or shrink

performance.  Visit  www.trusjoist.com or
call 800-338-0515.
Trus Joist, A Weyerhaeuser Business

The Choice is Yours....
Call Today For More Information!
866-772-9524

For free information circle 207 For free information circle 208

. (e
American Heart
Associations

Fighting Heart Disease and Stroke

It '
S the gift of
[ ] [ ]
a lifetime.
A bequest to the American Heart Association
says something special about the giver. It’s an
expression of hope, a gift of health given to
generations to come. It’s an unselfish act that
shows you care about others and want to leave
the world better than you found it. Your gift will be used
to fund research and educational programs to fight heart attack, stroke, high
blood pressure and other heart and blood vessel diseases. To find new ways to stop the sadness,

suffering and death — and give others the freedom of good health. To learn more about how you can leave a
legacy for the future, call 1-800-AHA-USALI. Do it today.

This space provided as a public service. ©1992, 1997 American Heart Association

HOUSINGZONE.COM
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Product Showcase / SOftware Connection

floorplans - elevations - cross sections - material lists - 3D renderings - DWG drawings

3D Rendering By:
Marcus Bell & Assoi

ARCHITECTURAL DESIGN SOFTWARE

SOFTPLAN homepians

popular home designs in SoftPlan format
Now Available on www.SoftPlanhomeplans.com!

fora FREE demo (D or live demo call 800-248-0164 or visit www.softplan.com

For free information circle 209

ubDA - . -
ConstructionOffice

Construction Productivity Software

Professional Network Versions

starting at 5 user package
499 :$1499

Streamline Your Business.
CEstimating ©Scheduling

©Mobile Integration ~ ©QuickBooks Integration
©Contracts & Specs ~ ©Document Management

)  EB57ce

Download a FREE TRIAL at www.udatechnologies.com or call 1.800.700.8321

c'éﬁgtrucﬁonofﬂce' e
- .
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Download All of Craftsman’s 2006 Estlmatmg Manuals
For Only $54.99 & Get
FREE Access to 2005 Data! Kot

% 4»

Craftsman’s Site License allows you
to download all current cost
estimating data as you need and as
often as you want it. You pay only
one low price for unlimited access.

Ordered separately, these downloads would cost over $200. The
printed books sell for $531. But you get unlimited downloads of
these nine 2006 editions for only $54.99.

www.craftsmansitelicense.com. Use promo code pb1105 and save $5.49.

For free information circle 212

BuildLinks
The Most Important Thing You Build
Is Your Business.

= um{m 09/22/2001 |16
01/22/2004_|04/01/2008

14| xtoree Trim 8 Siieg
3 eaar Tima S6ng
|xtorr Yeim 8. SHing

» Coordinate and share critical information

* Save time with our easy-to-use scheduler

» Streamline homebuyer selections

* Manage Documents, Emails & Photographs
* Web based - No software to buy

Create an exceptional homebuyer
experience and a competitive advantage.

1-888-700- 9470
www .buildlinks.com

For free information circle 210

Discover must-have, hard to find
information at the Research Store
on HousingZone.com.

Purchase the proprietary data you need
to run your business — reports include:

Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study
Professional Builders' Internet Usage Study

rL) JJ'J'J

www.housingzone.com/ research




. ~
American Heart
Associatione

Fighting Heart Disease and Stroke

It’s the
gift of a
lifetime.

Making a bequest to the
American Heart Association
says something special about
you. It’s a gift of health for
future generations — an
unselfish act of caring.

Your gift will fund research
and educational programs to
fight heart attack, stroke,
high blood pressure and
other cardiovascular diseases.
And bring others the joy and
freedom of good health.

To learn more about how you
can leave a legacy for the
future call 1-800-AHA-USA1.
Do it today.

This space provided as a public service.
©1992, 1997 American Heart Association

ARCHITECTURAL VA% MaLL
17W300 22nd St., 2nd Floor
Oakbrook Terrace, IL 60181

630-279-9993

For free information circle 251

’

The perfect tool
for your new custom
closet business.

For free information circle 252
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Custom closets are easy to
design, simple to install and
extremely profitable. We make
it easy to join the thousands
of construction professionals
who are offering closets to
their customers. Put a closet
like this into your next job and
make some real money in closets.

www.proclosets.com 877-BUY-A-PRO

ade|d19oM e\



Sleep like a baby. . .Enjoy peace and quiet
7 V"""’ | oy { - v

Keep your current window supplier and still get STC values from 45 to over 55.
Add a specially engineered high tech Soundproof Window to your existing windows of
choice and create sound studio quiet.

® More economical and more effective than specialty noise abatement windows that

cost three times as much
® Add our windows where additional quiet is needed, even after final construction

® Our small footprint make them “invisible” windows

Don’t discount noisy homes, sell them for a premium with Soundproof Windows.

Visit our website for more details,
specifications and pictures. (( ff |
Available Nationwide sounprRoor WINDews 0 erll'lg exc uSIV

www.soundproofwindows.com 877.438.7843
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Place your ad TODAY! Contact Shelley Perez at 630-288-8022,
o@gm up t0,50%

gL, . et ol Professional Builder and

to upscale desig) carpets

www.Dalton Carpet«cpmr“' 579 =
S 1-800-338-7811x2379 ) Professional Remadeler

Dalton Paradise Carpel POBox 2488 Dalton, Ga 30722
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audio content from

HousingZone.com,

MarketPlace

magazines

NFORMATION

Visit the Research Store
on HousingZone.com Goto
to purchase www.HousingZone.com/hzradio
proprietary data
you need to run
your business:

z
/ Professignal Bui[ders' Annual Giants Reports (99-03) ra d i O)))

Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study
Professional Builders' Internet Usage Study

| -“;"
rioEing .
pASIgEm Www.housingzone.com/research



AVE 15%-509;

1000’ of top quality entry, interior & patio
doors. Shipped directly to your jobsite.
OE—=Emm

WholesaleDoorSource.com
L

Wi

e

"HERITAGE

BUILDING SYSTEMSo

Established 1979 % Order Your Door o

LET US SHOW YOU WHY WE'RE # 1 « Online Today!

33’x45°x 10’- $6,985 51 104’ x 14’ - $21,867
N

Since 1979 Heritage Building Systems’ focus Double3/0 80 Pre-Hung

has been to provide the industry with the Unfinished - Mahogany
finest quality, best looking pre-engineered

steel structures at the lowest possible price. :5;2) 2@\9
1.800.643.5555 * heritagebuildings.com dn ylom) /; J‘
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In Contiguous U.S.

BALUSTRADES Double 3/0

51,999

Available In Several Glass & Door Styles

NN,

i

Quantities are limited to
stock on hand.

Complete balustrade systems
TRUE ARCHITECTURAL™
curved rail & balusters

Over 750,000 installed
Gain 5 foot of duct run

ipe i ']
FEDERAL = \ : ! 22 gavge aluminized steel

CABINET COMPANY, INC.
1-800-342-1514
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. ~
American Heart
Associatione

Fighting Heart Disease and Stroke
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1t keeps THE ORIGINAL

more than |
memories |JEITECIO (RSt
alive. FLASHING [l centor section

Jamsill Guard™ is §

AMERICAN HEART o Ly G S
ASSOCIATION flashing, designed e,

to weatherproof the
MEMORIALS & TRIBUTES rough openings of

doors and windows. i‘
RIM-JOIST

S5Cq1O0IEIN

1-800-AHA-USA1"

This space provided as a public service.
©1994, 1997, American Heart Association

\‘
800-JAM-SILL h
www.jamsill.com
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The name trusted since 1983
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+Ainsworth Lumber Co Inc 90 54 877/661-3200 www.ainsworth.ca
Arlington Industries 64 32 8007233-4717 www.aifittings.com
+ASI Building Products 63 30 800/262-6624 www.asibp.com -
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+Quality Stone Veneer 63 39 8007795-3229 www.qualitystoneveneer.com
Residential Warranty Corp 36 [ 717/561-4480 WWW.rwewarranty.com
Rheem Manufacturing Co. 68 34 800/548-RHEEM www.rheem.com
Salsbury Industries 40 23 800/624-5269 www.mailboxes.com
Simpson Strong-Tie Co. Tnc. 67 33 8007999-5099 www.strongtie.com
Sterling Plumbing 47 27 800/STERLING www.sterlingplumbing.com
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+Syngenta Impasse 22-23 ikl 8007759-4500 WWW.Syngenta.com Bret Ronk, 972/644-1153
Therma-Tru Patio Door Systems 37 20 800/THERMA-TRU www.thermatru.com
Therma-Tru Residential Entry Systems 10-11 5 800/THERMA-TRU www.thermatru.com
Timberland 38,39 21,22 8007258-0855 www.timberlandpro.com
TrimJoist 24 13 800/844-8287 www.trimjoist.com
Trus Joist, A Weyerhaeuser Business™ 7 3 8007338-0515 www.trusjoist.com
Vanguard Industries, Tnc. 40 24 800/775-5039 Www.vanguardpipe.com n
Watipaca Elevator Company e 70 37 B00/238-8739 WWW.wWalpacaelevator com Strategic Account Manager
Weather Shield Windows & Doors c2-3 1 800/477-6808 www.weathershield.com Craig Coale, 630/288-8182
Windsor Window Co. 44 26 8007887-0111 www.windsorwindows.com
+ REGIONAL ADVERTISER
BEST IN'CLASS 630/288-8181
CST Berger 82 46 8007435-1859 WWW.CStsurvey.com cmenamara@reedbusiness.com
General Electric/Appliances 81 45 800/626-2000 WWW.ge.com
Heatilator 86 50 800/843-2848 www.heatilator.com ;
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Masonite International Corporation ™72 49 (800 663-D)OOR Www.masonite.com Shelley Perez, 630/288-8022
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Tremco Barrier Solutions, nc. 83 47 800/DRY-BSMT www.tuff-n-dri.com
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a. Total No. Copies
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"~ HER PARENTS CHOSE =
THE INSULATION CERTIFIED" FOR BETTER INDOOR
SO THEY'RE SLEEPING SOUNDLY; 10

~y

*Certifie 2 lental Institute as a low emitting product for better, cleaner indoor air quality.
The GRI ) A J 3 D mark is a certification mark used under license through the GREENGUARD Environmental Institute.
THE PI AN yer Studios Inc. All Rights Reserved. The color PINK is a registered trademark of Owens Corning. ©2005 Owens Corning.

It's not surprising that people concerned about the quality of the air in their homes choose Owens Corning. PINK FIBERGLAS®

Insulation is certified” for better indoor air quality by the GREENGUARD Environmental Institute®™ But it's also the choice

of people concerned about the quality of our planet's air, because PINK FIBERGLAS Insulation reduces energy consumption. o
And that reduces the production of greenhouse gases. PINK FIBERGLAS Insulation even contains the most recycled glass of

any insulation. Oh, and it saves money on energy costs. No wonder people feel comfortable choosing Owens Corning  INNOVATIONS FOR LIVING™

PINK FIBERGLAS Insulation. For more information, call 1-800-GET-PINK or visit www.owenscorning.com.
INSULATION

ENERGY STAR
HOME SEALING

Minimum 9% postconsumer
recycled and the balance (26%)

®
preconsumer recyc\gd glass Insulation, when installed
{North American plantwide average) according to ENERGY STAR

idelines, can save energy.
35% Recycled Content &
R Indoor Air Quality Certifed

Www.energystar.gov
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JELD-WEN offers a wide range
of windows and doors
that include Low-E glass.

In warm weather, Low-E glass reflects
the sun’s energy and prevents
it from entering the home.

In cold weather, Low-E glass
reduces the amount of heat loss
by reflecting it back inside.

/1 |

\

- Wood Casement Window Vinyl Geometric Window Courtyard Collection Steel Door
Wood French Door

For years, homeowners have relied on JELD-WEN for energy efficient windows and doors. Now Low-E glass comes
standard in our wood windows and patio doors, and in our Courtyard Collection steel doors. It's also an option in our
vinyl or aluminum windows, and in our Premium Wood doors. Low-E is just one of a variety of energy-saving choices
you can offer from a company that’s been an ENERGY STAR® Partner since 1998. To learn more about any of our reliable
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windows and doors, call 1.800.877.9482 ext. 4214, or go to www.jeld-wen.com/4214.

RELIABILITY for real life [P JELIXWEN

WINDOWS & DOORS

ENERGY STAR
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