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RAIN ASSAULTS DOOR

INDILY DOMINATED

RAIN COWERS IN DEFEAT

Performance. For many companies,
it's just a word. At Peachtree, it's our
sole mission. For the past eighteen
months, we’ve revitalized every part
of our organization. New technologies.
New manufacturing facilities. And new
designs. These changes haven't just
improved the quality of our products,
they’ve helped unleash a new level of
customization — from entry doors to
windows to patio doors. Performance?
That's a mandatory. The possibilities

for you and your customers? Endless.
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ALUMINUM-CLAD DOOR FRAMES.
No primer. No paint. No hassles. With
aluminum clad door frames, you're

providing your customers with a virtually

maintenance free future.

©0000000000000000000000000000000000000 o

COMPREHENSIVE WARRANTY.
Unlike many of our competitors, each
of our entry door systems comes with
one warranty from one manufacturer.

Peachtree. No confusion, no excuses.

©0000000000000000000000000000000000000 o

HIGH-PERFORMANCE SILL.

Every entry door we make comes with
our new high-performance sill. Because
at Peachtree, high performance isn’t
an upgrade — it comes standard in

everything we do.

Circle 1 or go to http://pb.ims.ca/5127-1
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Peachtree

Doors and Windows

FOR MORE INFO 800.732.2499
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ntroduction

THE TRIED AND TESTED HAVE
PARTNERED WITH THE BOLD
AND INNOVATIVE.

Welcome to iLevel’ a new business from the three most respected names in residential framing:

Trus Joist, Structurwood and Weyerhaeuser. We've made the latest product technologies
and design services available under one roof, helping you manage costs while minimizing
jobsite waste. It's an entirely new way of thinking, and one that adapts to your business on

every level. So let’s get started. Go to iLevel.com today, or call 1-888-iLevel8 (1-888-453-8358).
Circle 2 or go to http://pb.ims.ca/5127-2

A Weyerhaeuser

© 2006 by Weyerhaeuser, all rights reserved. iLevel™ Silent Floor Structurwood® and Trus Joist © are trademarks of Weyerhaeuser Company.



als to highlight c yrtant design features. Shoppers spend more time, interact
Plus, they’re 54% more interested in buying the home. Isn’t that the point?

N l'Visit the seen-it, done-it, studied-it kitchen experts at merillat.com
or call 1-833-444-4642.




HAVE TO GIVE EVERYONE A LOAN.

i

Does your bank think small about your small business?

Your business deserves better. And Capital One delivers, with No Hassle™ business loans, lines of credit, credit cards, plus a
little something we like to call respect.To find out how we can help your business or for more information, visit us at

capitalone.com/smallbusiness. What's in your wallet’® small business

Capiftal :
Circle 4 or go to http://pb.ims.ca/5127-4 apiia Ol”l@

Ofer intended for qualified applicants only. Terms subject to change without notice. ©2006 Capital One Services Inc.
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Saying goodbye just got easier. Because with Weyerhaeuser ChoiceDek®, when you're done W|th the
job, you're done. No more callbacks. No more hassles. Just a beautiful deck in the rear view mirror.
Aren't you ready to move on?

e Lifetime warranty ® Resists rot, decay and insects et

* Extremely low maintenance * Matching railing system EBZ)ZHC;%SCEIE

e Fewer callbacks e Pre-machined for lighting Eu s iy |
e Easy to cut and install e Easy to clean

CHOICEDEK.COM
* No sealing, staining or treating required e Available in a variety of colors 800-951-5117

o= SIIRT
= i i

Circle 5 or go to http://pb.ims. ca/5127 5

Available at the | LOWE'S | store nearest you.

Improving Home Improvement’

ChoiceDek® is and by Advanced Environmental Recycling Technologies (A.E.R.T.) under U.S. Patent #5759680 and covered under NER-596. ©2005 Weyerhaeuser. ChoiceDek® is a reg of
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American Style Collection™

Oak Collection™

Rustic Collection™
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ENERGY STAR
PARTNER
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all the way to the curb.

Our AccuGrain™ Technology does a beautiful thing for your business. It gives

f ACC GTIH{X"A'TRU@ Classic-Craft® fiberglass entryways, and any home, maximum curb appeal.
% u IN/“” Therma-Tru invented the first fiberglass door and continues to lead the industry

%/V"lﬂcv
with an ever-expanding Classic-Craft® family of entryways.

From new products to providing you with research-based TI'IERM A ITRU®

marketing tools, Therma-Tru helps you better understand and satisfy
your customers. Learn more at: www.thermatru.com DOORS

The Most Preferred Brand in the Business™

© 2006 Therma-Tru is a Fortune Brands Company

Circle 6 or go to http://pb.ims.ca/5127-6
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LETTERS

Sprinklers and Storms

Hot Debate

The NAHB pays close attention to
discussions about mandating residen-
tial fire sprinklers (Debate Rages, April
1). Home builders must be advocates for
the families who will buy new homes
and who are affected by the costs of
excessive regulation.

One correction to the story: Although
the 20006 International Residential Code
(IRC) does reference the use of residen-
tial fire sprinklers, the information is not
contained in the body of the code, but in
the appendix. Should a local jurisdiction
choose to mandate sprinklers, the model
code requirements are available there
and must be adopted separately.

This placement echoes the stance of
NAHB regarding residential fire sprin-
klers, which we believe should remain
voluntary. Proponents of mandatory
installation in new home construction
often cite frightening and, unfortunate-
ly, flawed statistics when they make their
pitch. However, there exists no definitive
study demonstrating that mandating
residential sprinklers is a cost-effective
solution.

What is proven, however, is that mod-
ern home construction techniques, the
use of smoke alarms and fire safety edu-
cation for consumers have combined
to dramatically reduce the instance of
death and injury from fire.

GErALD M. HowaRrD

NAHB Executive Vice President and
Chief Executive Officer

Washington, D.C.

Storm-Resistant Roofing

Storm-Resistant Roofing in the March
issue of Professional Builder caught my
attention. Because the effects of hurri-
canes and tornadoes in North America
are a significant issue, I read the recom-
mendations for storm resistant roofing
with enthusiasm.

That was until I reached the section
on wind and impact-resistant covering. I
was expecting to read a few lines on the
strong wind resistance of metal roofs. To
my surprise only standing-seam metal
roofs and impact-resistant asphalt shin-
gles were mentioned, and the UL test
numbers listed referred to the asphalt-
shingle testing and impact resistance of
prepared roof covering materials.

I just want to add that granular-coat-
ed metal roof panels also perform great
during storms. Choosing the appropriate
wind and impact resistant roof is always
important, especially in hurricane and
tornado prone areas. However, no matter
what type of covering is chosen perfor-
mance is affected by numerous factors,

vestment

Secunity
Peace of Mind

including installation practices, job site
conditions, time of year, weather, tem-
perature, microclimate variations and
other specific circumstances (ulstan-
dardsinfonet.ul.com).

ALLEN REID, PRESIDENT
DuRra-Loc ROOFING SYSTEMS
Courtland, Ontario

Contact Us

Write to us by e-mail. Please include
your name, company name, address and
phone number.

Subject Line: Letters to the Editor
fax: 630.288.8145

e-mail: paul.deffenbaugh@
reedbusiness.com

Superior Concrete Products is a respected
design-build company that manufactures

and installs decorative precast concrete 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

Circle 8 or go to http://pb.ims.ca/5127-8
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PERSPECTIVE
by Paul Deffenbaugh

Common Vision

For most builders, strategic planning
entails sitting on the deck, frosty mug
in hand, and daydreaming about what
their company could be if they just had
enough breathing room to put together
a plan. In fact, the only real breathing
room for builders often is that brief
respite on the back deck.

It is essential to devote time to stra-
tegic planning. Just imagining you'll
expand into a new market doesn’t get
you there; it’s the business equivalent
of closing your eyes, tapping your heels
three times and saying, “There’s no
place like home.”

So why don’t more builders have
clearly defined strategic planning pro-
cesses? Why do so many believe plan-
ning is merely associated with a single
development, new service or market?

I think it has to do with the cyclical
nature of home building. Home build-
ers feel there are so many forces beyond
their control affecting their businesses
that planning is almost impossible
— better to be prepared to react to the
buffeting winds than to plot a course.

Now that I've established that straw
man argument, let me knock it down.
First, the cyclical nature of home build-
ing is nothing compared to what it was
in the 7os and 8os. Then, a five-year
span could include the peak of pro-
duction and the nadir. Now, we suffer
mini-peaks and valleys. Second, stra-
tegic planning does far more than plot
a course for your company. In truth, I
believe its value is greater for the cohe-
sive effect it has on your employees than
for the strong direction it gives your
business.

Consider this. When you go through
a strategic planning process, you engage
your entire staff in the future success of
the business. The result is employees
either buy the plan or reject it. I can’t
tell you how exciting it is to see a freshly
energized staff member who sees a clear

future for both the business and his or
her own. When employees know where
the company is going they can identify a
vital role for themselves in that success.

Equally important is the ability to
identify employees who are not on the
bus. You know the person; he sits in
the meetings, tight-lipped and barely
participating. Often he is a long-tenured
employee who others view as vital to the
operation. But after a couple of strategic
planning sessions, you know this per-
son doesn’t believe in the vision.

This person, who may be a cancer in
your company, often opts out because
he recognizes there is no future within
your walls. At the very least, strategic
planning allows you to tie employee
performance to company goals, mak-
ing it easier to transition (what a lovely
phrase) the employee.

The communication of a common
vision to all employees is the most valu-
able tool you have. Strategic planning
is the method for both establishing the
vision and communicating it. At the very
least, it’s more effective than drinking
and daydreaming on the back deck.PB

A B Dfflbmns”

Paul Deffenbaugh

Editorial Director

630.288.8190
paul.deffenbaugh@reedbusiness.com



Helping Make
Buildings Better ™

INSULATION
S NOT ENOUGH

HOW TO IMPROVE THE ENERGY EFFICIENCY, COMFORT,
COST OF OWNERSHIP AND DURABILITY OF HOMES

BASF

The Chemical Company

BASF Polyurethane
Foam Enterprises LLC

Why Insulation is Not Enough

The fact is, you can’t achieve the kind of
energy efficiency your customers want by
simply adding insulation. You need an air
barrier to stop uncontrolled air leakage. The
United States Department of Energy reports
that over 30-40 percent of the cost of heating
and cooling a home is lost to uncontrolled
air leakage.

In addition to costing the homeowner money,
air leakage also contributes to problems with
moisture, mold growth, thermal comfort, noise,
dust and pollutants, as well as premature
structural deterioration and ice damming.

Glass fiber insulation will not stop air leakage',
no matter how much you install. In fact, if
you visit older homes you might see dirty,
discolored glass fiber—a telltale sign of air
movement, as it collects dirt like a filter.

With uncontrolled air leakage, the furnace and
air conditioner have to work harder to maintain
the indoor environment. COMFORT FOAM®
combination insulation and air barrier eliminates
uncontrolled air leakage by contributing to a
monolithic, air impermeable building envelope
system. This allows the heating and cooling
equipment to do its job uncompromised by
having to make up for the air it is conditioning
leaving the house.

Increasing the operating efficiency of the
heating and cooling equipment reduces energy
consumption and therefore energy costs. The
inclusion of an effective air barrier system
may allow the equipment to be downsized—in
some cases by a substantial amount.

T AIR SEALING: Seal air leaks and save energy! Technology
Fact Sheet, Office of Building Technology, State and
Community Programs, Energy Efficiency and Renewable
Energy, US Department of Energy

Breaking News:
Building America Launches
Field Test Comparing
COMFORT FOAM® with
Traditional Systems

Building America, a private/public partnership
sponsored by the U.S. Department of Energy,
has launched a field study to measure the
real-world energy-efficiency performance
of COMFORT FOAM® medium-density (2 Ib),
closed-cell spray-applied polyurethane foam
insulation and air barrier compared with
traditional insulation systems, including
glass fiber batts, damp-spray cellulose
and low-density (1/2 Ib), open-cell spray-
applied foam.

The study is being conducted by Building
Science Consortium and Venture, Inc. and
comprises four test homes in an affordable
housing development in Royal Oak Township,
near Detroit, MI. The houses are one-and-a-
half-story, three-bedroom cape-style designs
with conditioned basements and cathedral
ceilings, offering 1260 ft? of living space with
444 ft2 of unfinished, conditioned basement.
The four test homes are identical except
for the insulation systems, and all are expected
to achieve 37 percent whole-house energy
savings compared with the Building America
Benchmark.

The study will include an evaluation of the
speed and ease of installation, multiple short-
term energy monitoring tests, and air leakage
and flow characteristics testing using a blower
door, duct blaster and flow hood, as per
RESNET standards.




Making Foam Pay:

The Dollars and Sense of Using the Most Efficient Insulation and Air Barrier

Homebuyers want a lower cost of ownership
over the long-term. One of the best ways for
builders to provide customer satisfaction—
and profit from it—is to use COMFORT FOAM®
closed-cell, spray-applied polyurethane foam:
a fully-tested, proven combination insulation
and air barrier.

Most developers cite the slightly higher up-
front material cost of closed-cell polyurethane
foam insulation as their primary reason for
not using it more often. The Partnership
for Advancing Technology in Housing (PATH)
estimates the installed costs for various
insulation products', as shown below.

some degree, still conducts thermal energy. To
eliminate thermal bridging through wood stud
systems, the insulation must be in contiguous/
intimate (fully-adhered) contact with the studs.
Batts, blown-in and board stock materials do
not exhibit this characteristic and, therefore,
do not reduce the potential for thermal
bridging. SPF, as a fully-adhered, fluid-applied
insulation material, all but eliminates thermal
bridging in a 2 x 4 structure at an application
thickness of three inches.

COMFORT FOAM insulation provides both
superior insulation performance at over
R-6 per inch and virtual air impermeability

Insulation Cost / ft? Cost / 1,200 ft? home R-value
Spray-A.pplifad Polyurethane Foam $1.250 $2.25 $1,500 0 $2,700 R-19
(3” application)

Spray Foam (1” application with R-19 batt) | $1.60 $1,920 R-25
Glass Fiber Batt Insulation $0.70 $840 R-19
Cellulose Wall-Spray $1.20 $1,440 R-19
Cotton Batt Insulation $1.20 $1,440 R-19
Sheep’s Wool $2.40 $2,880 R-19
Blown Insulation (attic) $0.50 $600 R-38
Cementitious Foam through a Membrane $1.45t0 $2.45 $1,740 to $2,940 R-19

Costs will vary according to local product availability and material cost, labor rates, and thickness of insulation.

What these figures don’t take into account
is the need to also control air leakage. If you
want to build a truly energy efficient home,
insulation alone is not enough. You need an
effective air barrier system to make a home
truly efficient.

Air moves around, through and behind
traditional insulation materials. As we add
insulation thickness (R-value) in hopes of
raising energy efficiency, we in effect promote
convection loops within the insulation. Energy
efficiency is lost through the movement of
cold air around glass fiber materials, and the
phenomenon exists in low-density, dry-blown
cellulose, wool and almost every blown-in
insulation product. Board stock, although
not subject to internal convection loops,
loses effectiveness through loops behind
the insulation boards themselves. If the
edges are not fully and completely sealed
to one another, warm or cool air can flow
around them and may account for an energy
efficiency reduction of up to 15 percent.

Thermal bridging is another factor that can
affect energy efficiency when using traditional
materials. Wood, although an insulator to

in a single installation. COMFORT FOAM
insulation and air barrier offers a closed-cell
content of greater than 90 percent and meets
ASTM 1029/SPFA guidelines when applied
at only 1.5-inch thickness. COMFORT FOAM
also surpasses ASTM E-2178 at 0.0001
L/s/m? @ 75 Pa.

It should be noted that open-cell foams used
for insulation have approximately 60 percent
open-cell content and have far greater air and
vapor transmission characteristics, with an
R-value of 3.5 per inch. Although open-cell
foams tend to be slightly less expensive to
install than closed-cell formulations, this cost
advantage is often lost due to the need to
apply over four times as much material when
using an open-cell foam as an air barrier.

Unlike traditional insulation materials that
do not offer native air leakage control and
therefore require an additional air barrier
(polyethylene, airtight drywall, etc.) to be
installed, with COMFORT FOAM, your outlay
of $1.25 to $2.25 per square-foot gives
you two integral systems—insulation and air
barrier—in one. That means a much faster
installation—an average crew can complete

a 1200-ft?> house in less than a day—for a
substantial reduction in labor costs. It also
means you’re not shelling out even more
money for additional materials.

LOWER ENERGY, INSTALLATION AND
LIFECYCLE COSTS

Because insulating air barrier systems
combine superior insulation with total air
leakage control, they allow HVAC requirements
to be reduced at the design phase. Lower
installation labor costs and a lifecycle
that lasts throughout the structure’s life
expectancy combine to make the COMFORT
FOAM insulation and air barrier one of the
most cost-effective solutions available today.

A residential study by ADVANCED CERTIFIED
THERMOGRAPHY shows that COMFORT
FOAM installations can help reduce energy
costs by as much as 60 percent each year
compared to traditional insulation systems.
With escalating energy costs, realized savings
may be even greater.

COMFORT FOAM insulation and air barrier can
also contribute to obtaining energy-efficiency
incentives under the Federal Energy Policy Act
of 2005. Under the Act, builders of site-built
ormanufactured homesare eligible forarebate
of $2,000 for energy-efficiency measures
that achieve 50 percent savings over the
2004 IECC Standard.

Existing homes can also benefit from using
COMFORT FOAM insulation and air barrier,
as well as ZERODRAFT® insulating air seal
materials under the Energy Policy Act.
Envelope improvements to existing homes
that meet the 2003 IECC and supplements
are eligible for a rebate equal to 10 percent of
the cost of improvements, up to $500.

The DOE offers financial assistance
opportunities through the Office of Energy
Efficiency and Renewable Energy (EERE) and
other incentives are available through more
than 60 ENERGY STAR® incentive programs.
In addition, special mortgages for energy
efficient homes are offered by more than 40
different agencies across the United States.

BASF Polyurethane Foam Enterprises LLC is
associated with the ENERGY STAR Insulation
Program and an ally in the ENERGY STAR
Homes Builder Program. This program offers
Energy Efficiency Mortgaging (EEM) that

INSULATION IS NOT ENOUGH | www.basf.com/res



COMFORT FOAM® Glass Fiber | Wool | Blown Cellulose | Open-Cell Foam
R-Value 6.0 3.0 35 3.0 3.5
Yes Yes
Approved Air Air leakage <0.001 | o No | No Air leakage 0.005
Barrier System L/s/m? @ 75 Pa at L/s/m? @ 75 Pa at
1.5” thickness 5.5” thickness
Seamless_ Yes No No No Yes
Construction
Rigid Yes No No No No
Fully Adhered Yes No No No Yes
Adds Structural
Strength Yes No No No No
Long Service Life Yes No No No Yes
Absorbs Water <4% v/v Yes Yes Yes >40% v/v
Allows Moisture No Yes Yes Yes Yes
Vapor In

may help borrowers to qualify for additional
mortgage dollars.

WHAT ABOUT DURABILITY?

Because the BASF Polyurethane Foam
Enterprises air barrier materials are seamless
and fully adhered, they actually add structural
strength and will not settle or sag over time,
unlike traditional insulation systems.

Testing conducted by the National Association of
Home Builders (NAHB) Research Center shows
spray-applied polyurethane foam insulation
between wood- and steel-stud wall panels
increased rack and shear two to three times
over standard stick-built components and glass
fiber insulation when sprayed onto gypsum
wallboard or vinyl siding, and increased racking
strength by 50 percent when sprayed onto
oriented strandboard (OSB).

Results from testing conducted by the National
Research Council (NRC) of the Canadian
Construction Materials Centre (CCMC) show
spray-applied polyurethane foam air barriers
offering long-term durability greater than or
equal to the building’s expected life span®.
They also show that 16-inch centered studs
incorporating closed-cell polyurethane foam
may be moved out to 48 inches and still maintain
racking and structural loads according to Code.

HEALTH, SAFETY AND
ENVIRONMENTAL RESPONSIBILITY
COMFORT FOAM insulation and air barrier uses
ZONE3® zero-ozone-depleting blowing agent
technology, contains no urea formaldehyde
and emits no volatile organic compounds
(VOCs). Also, the award-winning BASF Eco-
Efficiency Analysis assesses total cost and
ecological impact over the product lifecycle
to benchmark current performance and get
insight for future improvements.

The COMFORT FOAM system is accepted by all
major building codes, including the International
Code Council encompassing both commercial
and residential applications. Accredited third-
party testing of the COMFORT FOAM system
using ASTM E 283-(04)* and E 2178 proves
that COMFORT FOAM insulation is a Building
Code-recognized air barrier material.

PERFORMANCE ATTRIBUTES

Typical applications for COMFORT FOAM
spray-applied polyurethane foam material in
the building envelope system include:

= Wood framing = Crawl spaces

= Metal framing = Attics

= Foundations = Garages

= Slab on grade m Cathedral ceilings
= Walls = Rim/band joists
= Floors = Bonus rooms

Rising energy costs are fueling a demand among
educated homebuyers for energy-efficient,
sustainable, comfortable houses. Incentives
from all levels of government, as well as local
utilities, help raise awareness, desirability and
affordability of energy efficient homes. Is it
any wonder that developers, architects and
contractors are actively seeking cost-effective,
environmentally responsible ways to build
homes with reduced energy demands?

1 TOOLBASE™ TECHSPECS: Alternative Insulation
Materials, Partnership for Advancing Technology

in Housing.

Home Performance Brochure, 1999, sponsored by Home
Energy Magazine, Affordable Comfort Institute and US
Department of Energy.

Canadian Construction Materials Centre (CCMC),
Evaluation Report 12932-R, National Research Council
(NRC) of Canada.

Test Method for Determining the Rate of Air Leakage
Through Exterior Windows, Curtain Walls and Doors
Under Specified Pressure Differences Across the
Specimen.
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/ERODRAFT®
Insulating Air
Sealants Play a
Key Role in the
BASF Near-Zero
Energy Home-
Paterson, N.J.

ZERODRAFT® single- and plural-
component insulating air sealants are
making a key contribution to the building
envelope system of the BASF Near-Zero
Energy Home-Paterson, N.J.

Built as part of the BASF Better Home,
Better Planet Initiative, the BASF Near-
Zero Energy Home-Paterson, N.J.,
features a high performance building
envelope, or exterior wall system. Fast-
curing ZERODRAFT® insulating foam
sealants are used to join the Structural
Insulating Panels (SIPs) and Insulating
Concrete Forms (ICFs) together and create
complete air barrier continuity between all
the components of the building envelope
of the BASF Near-Zero Energy Home-
Paterson, N.J.

Plural-componentpolyurethaneinsulating
air sealants and single-component
polyurethane foam sealants are installed
from within the building structure to
seal and insulate ‘hard-to-build’ areas,
such as windows, doors, penetrations,
parapets and soffits to create insulating
air barrier system continuity from the
foundation up through the walls and
across the roof.

The BASF Near-Zero Energy Home-
Paterson, N.J., recently achieved a HERS
rating of 95.5—more than 78 percent
better than the Model Energy Code.

By sealing gaps, cracks, leaks and holes
within the building envelope and creating
air barrier continuity, ZERODRAFT foam
sealants have helped lower energy
demand and consumption in all types of
commercial, institutional, multi-unit and
single-family residential buildings—both
new construction and retrofit—across
North America.

INSULATION IS NOT ENOUGH | www.basf.com/res



Are All Spray Foam Insulations

Created Equal?
No. And the reason is chemistry.

You probably don’t spend a lot of time thinking about chemistry when you choose
insulation to improve energy efficiency. Yet one popular insulation material—spray-applied
polyurethane foam (SPF)—relies entirely on chemical cleverness.

Spray-applied polyurethane foam is a two-component product that is manufactured on-site,
but engineered in the molecular level to optimize performance for a specific application.

Currently, three types of spray-applied polyurethane foam are commonly used within the
construction industry:

= medium-density (MD) 24 kg/m® to 48 kg/m? (1.5 pcf to 3 pcf)
= |ow-density (LD) 8 kg/m? to 12 kg/m? (0.5 to 0.7 pcf)
= sealant foams

The most important distinction is whether the formulation produces an open-cell or
closed-cell foam. MD foams are formulated to have a closed-cell content of greater than
90 percent, combined with an effective R-value of over 6.0 per inch. LD, open-cell foams
have approximately 60 percent open-cell content and offer an R-value between 3.0 and
3.6 per inch.

But R-values are only the beginning when it comes to energy efficiency. The air permeability
capabilities are the true differentiator.

To make a building truly energy efficient, it needs an effective, continuous air barrier system,
as well as insulation. Without it, conditioned air escapes through the building envelope, and
the HVAC system has to work harder to keep the indoor environment comfortable.

Most open-cell foams have not been tested for the function and, therefore, do not qualify
as air barrier systems in ‘typical thickness’ of less than four inches. One open-cell foam
manufacturer’s product requires an application of 5.5 inches (its maximum allowable
thickness) to pass the minimum requirements of ASTM International E 2178, Standard Test
Method for Air Permeance of Building Materials (air leakage rate of 0.02 L/s/m? @ 75 Pa).

Compare this with closed-cell foams, some of which provide air leakage rates of <0.001
L/s/m? @ 75 Pa at 1.5-inch thickness.

Because the systems are spray-applied, fully-adhered and seamless, they also eliminate
connective loops behind the insulation and, therefore, eliminate moisture. And since mold
requires three things to grow—moisture, warm temperatures and a food source—and
closed-cell foams do not provide any of these things, MD, closed-cell SPF can help to
prevent dangerous mold growth.

Both closed-cell SPF systems and open-cell foams have low environmental impact, have no
adverse effect on the ozone layer and do not emit volatile organic compounds.

COMFORT FOAM® is a registered trademark of BASF Polyurethane Foam Enterprises LLC.
Helping Make Building Better™ and ZONE3® are registered trademarks of BASF Corporation.
ZERODRAFT® is a registered trademark of Canam Building Envelope Specialists Inc.

ENERGY STAR® is a registered trademark of the United States Department of Energy.

© 2006 BASF Polyurethane Foam Enterprises LLC.

363-1120

Helping Make
Buildings Better ™

BASF

The Chemical Company

BASF Polyurethane
Foam Enterprises LLC

1-888-900-FOAM

BASF Polyurethane
Foam Enterprises LLC
13630 Watertower Circle
Minneapolis, MN 55441
www.basf.com/res
comfortfoam@basf.com
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Best In American Living Awards

e SINGLE-FAMILY DETACHED HOMES BUILT
FOR SALE

e ATTACHED HOMES BUILT FOR SALE
* ONE-OF-A-KIND CUSTOM HOMES
® ONE-OF-A-KIND SPEC HOMES

o AFFORDABLE HOUSING RENTAL

¢ COMMUNITY DESIGN

* SMART GROWTH

e HUD SECRETARY’S AWARD FOR
EXCELLENCE

® INTERIOR DESIGN: KITCHEN

¢ INTERIOR DESIGN: BATH

* INTERIOR DESIGN: SPECIALTY ROOM
¢ INTERIOR DESIGN: DETAIL

¢ INTERIOR DESIGN: AMENITY/FACILITY
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Professional
Builder

ENTER YOUR AWARD-WINNING PROJECT

THE BEST IN AMERICAN LIVING AWARD design competition is open
to builders, architects, designers, developers, land planners and interior
designers nationwide. Homes completed or, for which the first model
opened between May 1, 2005, and July 15, 2006, are eligible for this

year's competition.

Public announcement of the 2006 winners will be at the 63rd NAHB
International Builders” Show. Winners will be presented awards during a
ceremony sponsored by NAHB, Professional Builder and several leading
building product manufacturers. The BALA winners will be posted on

probuilder.com for up fo one year after the ceremony.

Any questions contact Judy Brociek at 630-288-8184 or

jbrociek@reedbusiness.com

Visit
www.housingzone.com/bala
for registration information
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You May Not Even Realize You’re Sitting On It.

Few builders recognize the wealth they may have created ¢ Ranked #24 on Builder Magazine’s
2004 Power Brokers List of

The Homebuilding Industry’s

50 Most Influential Individuals

in their businesses. You could well be sitting on your own

golden egg. Michael P. Kahn & Associates can help

quantify the worth of your business to determine if a

e Mergers and Acquisitions

. . X e Capital Formation
on-site valuation today... and find out exactly what « Business Valuations

fairytale ending could be in store for you. Call for an

you're sitting on. ¢ Business Consultation

i MPKA

CONSULTANTS TO THE
HOMEBUILDING INDUSTRY

“It’s one thing to claim leadership, quite another to demonstrate it.”

330 A1A North, Suite 322 e Ponte Vedra Beach, FL 32082 ¢ (904) 285-0486 ¢ www.mpka.com
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>> BILL LURZ, SENIOR EDITOR, BUSINESS

Spec Carefully

>> WWW.PROBUILDER.COM/BESTPRACTICES

Many builders are discounting to move homes, a reason experts warn

spec production should slow

The latest data the U.S. Census Bureau and HUD released
shows the inventory of completed but unsold new houses on
the market reached 128,000 in March — the highest level ever

recorded since 1973.

“This is certainly not a time to be build-
ing a lot of specs,” says Littleton, Colo.-
based management consultant and
Professional Builder columnist Chuck
Shinn, “especially with the public build-
ers’ discounting homes by $100,000 or
more to try to maintain their sales veloc-
ities.”

Fannie Mae Chief Economist David
Berson notes the March inventory of
completed homes represents a four-
month supply at the March sales pace,
which is less than more than 4-month
supply recorded in January this year,
when the completed inventory stood at
120,000.

Berson cites three categories: houses
with permits but not started, houses
under construction and those completed
but not sold. “The first two components
have been at record levels for several
months, but builders can eat permits
and just not start those houses. They can
change houses under construction to try
to make them more saleable. But when
houses are completed, there’s not much
you can do to move them except use
incentives that lower the price.

“It's disturbing that the inventory
of completed, unsold houses has now
joined the others in record territory,”
Berson says. “Fortunately, it’s still not
high in relation to sales. If sales remain
strong, these excess inventories can be
worked through fairly quickly.”

California-based consultant and
GIANTS columnist John Burns says

spec sales will not produce the margins
builders in many previously hot markets
have come to expect. “In many markets
where corporate relocations represent a
high percentage of buyers, builders have
always started many homes as specs.
Cutting delivery time enhances the
chance of making the sale. But the public
builders now seem intent to grow their
businesses regardless of the market, so
they will sell houses at whatever price is
necessary to maintain their velocities.”

Burns says the public builders’
attempts to lower costs with just-in-time
deliveries of materials compounds the
problem. “They are trying to get into
even-flow,” Burns says, “but they hate
cutting their rate of production, such
as from 10 a day to seven a day. They've
got so much profit built into the land in
their current communities, I don’t look
for them to cut back the rate until they
face that decision on new communities,
where they bought the land last year
instead of five years ago.

“Until then, they will sell at whatever
price they need to maintain the velocity,
and private builders will have to compete
with that price,” Burns warns.

Shinn suggests builders use a formu-
la to keep spec inventories from getting
too high: “Take the last three months of
sales and multiply by four to get your
current annual sales rate. Then keep
your specs at no more than 20 percent
of that total. The spec starts need to go
down as the sales pace drops.”

>> LAURA BUTALLA, SENIOR EDITOR

Career Help

THE HISPANIC POPULATION IS THE LARG-
EST MINORITY GROUP in the U.S., but
no formal effort had been made to recruit
Latinos for the residential building industry
- until now.

In March, the Home Builders Institute
(HBIl) partnered with Beazer Homes and
Latinos on Fast Track (LOFT) to launch Team
Builders, a first-of-its-kind program designed
to introduce Hispanic college students to
careers in the home-building industry.

Twenty-five college students will par-
ticipate in summer internships at Beazer
Homes’ offices across the U.S.

HBI spearheaded the Team Builders ini-
tiative to help Hispanic college students
understand an industry they might not con-
sider otherwise, says HBI’s Chairman of the
Board of Trustees Michael Sivage.

Because Hispanics now make up the
largest group of minorities in the U.S., at 14
percent, guiding them to careers through
the Team Builders program is particularly
important, HBI officials say.

HBI also predicts more than two-thirds of
the overall workforce growth will consist of
Latino workers in the next 15 years, with less
than one percent in management positions.

“This program will help us connect with
a previously untapped workforce and give
young Hispanic people the opportunity to
experience the home-building industry at a
critical decision-making time in their lives,”
says lan McCarthy, president and CEO of
Beazer Homes. “We hope their internships
will be personally rewarding and enlighten-
ing.”

PROFESSIONAL BUILDER 06.2006 www.PROBUILDER.COM
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Install Atrium.

A huge product line
and a can do windows
attitude enables us to
deliver what you need

where you need it.

You're not just building homes; you're building your reputation.
and patio doors that make you look good. No other company
we got to be the nation’s largest manufacturer of vinyl and
scale and deliver products for the local level. Reliably and

not just sales. So install the windows that instill confidence

3890 West Northwest Highway, Suite 500

One house at a time. And we can help. Because at Atrium, we make windows
combines quality, variety and reliability quite like we do. Which explains how
aluminum windows. Our national presence allows us to manufacture on a large
cost-effectively. And our builder-focused programs stress individual solutions

— for you and your customers.

e Dallas, Texas 75220 ¢ 1-800-421-6292 e www.atrium.com

WINDOWS AND DOORS

Improving Your View of the World
Circle 16 or go to http://pb.ims.ca/5127-16




BLUER SKIES AREN'T THE ONLY REASON TO
BUILD MORE ENERGY-EFFICIENT HOMES.

'/EB> With homebuyers concerned about rising energy costs, there's never been a better time

to join the California ENERGY STAR® New Homes Program. Beginning this year, we're
EARN UPTO

$5O O making it easier than ever by offering builders two ways to earn incentives.

Exceed Title 24 requirements by at least 15%, and you can earn big cash incentives in

PER HOME the program with our ENERGY STAR Option. Or, with our new Prescriptive Option, you
IN CASH
INCENTIVES. can earn an individual incentive for each energy-efficient feature you add to your homes.

Innovations like this have helped us earn the EPAs prestigious ENERGY STAR Award for
EEGYST Excellence in Program Delivery for the past four years in a row. Join us and help ensure a

brighter energy future for California.

Stop by the Pacific Gas and Electric booth, #2535,
at PCBC in San Francisco for more details!

Pacific Gas and
54 Electric Company
www.pge.com/newhomes

800-342-7737
Circle 17 or go to http://pb.ims.ca/5127-17

This program is funded by California utility customers and administered by Pacific Gas and Electric Company, under the auspices of the California Public Utilities Commission.

Copyright © 2006 by Pacific Gas and Electric Company. All rights reserved.
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Man’s Best Friend

A lesson in builder/supplier/trade relationships.

A strange and sadly touching thing hap-
pened today. Our two family pets died within
eight hours of each other, both of old age and nat-

ural causes.

They came into our busy fam-
ily of six more than 12 years
ago. Alexi (aka “Lex”), a 100-
pound mutt of English Setter
vintage with overtones of Lab,
Rottweiler and Coon Hound,
was a beautiful, energetic, kid-
loving chaser and occasional
catcher of rabbits, squirrels and
geese. He was your best friend
within 10 seconds of meeting.
Jenny was a tiny, 7-pound clas-
sic “tortie” who spent much of
her life in typical cat aloofness.
She would hide from any visi-
tor, yet much to our surprise,
she became openly friendly
and affectionate in her final
years. I think she adopted this
from Lex, seeing that he was
doing much better getting
treats and scraps.

Lex and Jenny didn’t come
off as best pals, and I don’t have
any heartwarming, anthro-
pomorphic stories about how
they worked out their differ-
ences with the help of a friend
over a can of tuna. Yet these
natural enemies were in the
same house 24 hours a day for
more than 12 years and were
never once kenneled. Imagine
that, being with someone vir-
tually every minute of your
life. Over those 12 years they
developed a relationship that

was subtle but very support-
ive. I can't recall one instance
of a hiss or a growl between
them after their first month
together. Many times I caught
Jenny up on Lex’s elevated dog
bowl stand, stealing bits of his
food while he ate. He, likewise,
would invade her food and
water domain in the basement,
and she didn’t seem to mind.

As I sat looking at them
lying side by side where I had
placed them on the cold floor
of our pump house, I men-
tally calculated the statistical
odds they would both die on
the same day. If you take a
two-year period either side of
an average life expectancy for
such animals, it comes out to
more than one in two million!
You may think its coincidence,
but my family can only con-
clude that they were far more
tied together emotionally than
we could have imagined. Their
relationship ran deep.

If you have been reading
my columns over the past
eight years, you know what
comes next, but I can’t blame
you if you are wondering,
“Now how is Sedam going to
tie THIS story to home build-
ing?” It is surprisingly easy,
because I am just wrapping up

the most intense two-month
period of work in my entire life
— weeks on end of 7 a.m. to 10
p.m. weekdays plus Saturday
mornings, Sunday afternoons
and evenings.

It has taken that level of
attention to pull off a con-
ference that we are holding
next week called Alliance
— TrueNorth’s Executive
Conference. Reaching our
goal became doubtful due to
a combination of the recently-
hammered home-building
economy, deciding too late to
go ahead with plans and being
new to the conference game.
Yet we have done it, people
have responded and I know
why. It is because of the mes-
sage. The singular focus of
Alliance is building productive,
high-performance relation-
ships among builders, suppli-
ers and trade contractors. It's
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a message whose time has finally come,
and strange as it may seem, the passing
of Lex and Jenny gave me some insight
on that.

When I began concentrating exclu-
sively on the building industry in the late
8os, the first and most obvious missing
factor was a focus on customers. If there
is one thing that has truly changed for
the better, it is that, by and large, the
industry has finally “gotten it.” Many
builders are still not executing well, but
we have accepted that creating customer

shirts now and then doesn’t mean you
have what it takes.

In these days of tightening markets
and shrinking overheads, the builder/
supplier/trade relationship is more criti-
cal than ever. As I detailed in my April
column, (see “Your Choice in Cost
Control”) there is 10 times as much
money in house costs as in overhead.
Add in land development’s price and it’s
12-15 times more. That is where the real
money is, and the quality of the supplier
and trade relationships determines how
well you can get at it in

delight through. a tot?.l -
customer experience is
not just the right thing
to do; it is good busi-
ness and it pays.

That took most of
the gos. Since then,
we have made signifi-
cant strides in the next
most obvious factor,
which is a commitment

a way that still allows
1 thehighestlevels of cus-
tomer satisfaction. As
far as the most power-
ful tools for cost reduc-
tion go — even-flow, Six
Sigma and lean manu-
facturing techniques
— without the very
strongest relationships,

to our employees. The

best builders are beginning to value and
thus manage their employee resources
as much as they do land, inventory or
money. We have a long way to go, but
there are now solid models out there:
builders who point the way for the rest
of the industry.

Yet, as I have said many times over
the years, ultimately you cannot treat
your customers better than you treat
your own people, and that includes your
suppliers and trades. This is not just a
common sense notion any more. We
have data that correlates high customer
satisfaction with high supplier/trade sat-
isfaction. Few builders though — even
most of the more progressive ones —
seem to understand this. When I make
these statements, I always get support.
Yet when I look for specific evidence
and behaviors that demonstrate how
a builder is proactively building long-
term positive relationships with suppli-
ers and trades, I see very little genuine
substance. Just because you have a trade
appreciation breakfast and pass out T-

don’t even think about
it working.

It's a troubling notion for many, but
we have to face the fact that, presum-
ing you know how to manage land and
finance, relationships are the single
greatest key to success in this business.
What we so often assume are naturally
adversarial, competitive relationships
don’t have to be. The old models of
“hammer the trades” and playing one
supplier off against the other are coun-
terproductive. There is a new paradigm
of high-level cooperation, and though
rarely practiced, it works.

This doesn’t mean we have to always
be best friends, but mutual respect and
trust are the non-negotiable building
blocks of any productive relationship.
Now challenge yourself: do your rela-
tionships with your suppliers and trades
stand up to that test? How about your
non-construction suppliers, such as mar-
keting consultants, attorneys and bank-
ers? How about your relationships with
the communities in which you build?
If you are going to manage effectively

LESSONS LEARNED

through the downturn and beyond, you
need these relationships to be the stron-
gest they can be, and for most of us, this
requires a change of paradigms.

I can't say that Lex and Jenny were
what we’'d call best friends. But they
found themselves in close proximity and
forged a relationship of mutual trust,
respect and support in order to please
the customer — our family. They knew
innately that whatever natural differ-
ences they were born with were sub-
ordinate to their critical needs of food,
shelter, protection and love. We should
be so smart. Some of you are, because
I've been seeing it out there; there is a
genuine movement of builders, suppli-
ers, trades manufacturers and distribu-
tors trying to come together and build
their relationships on a different level.
More than 200 of them have decided to
travel to the glamour spot of the nation,
Detroit, in a difficult year to work on
just that at the Alliance conference. But
it doesn’t take participation in a confer-
ence to help push this movement for-
ward at the local level. It just takes you
and a handful of your best suppliers and
tradespeople to make the choice and
change your world.

I have to go dig a grave now, a big
one. I could just drop Lex and Jenny off
at the vet, but the kids would never for-
give me. Besides, there is this beautiful
spot across the meadow along the tree
line where the rabbits and squirrels run.
Lex and Jenny lived great lives together
and I see now that they were smarter
than I ever realized. I hope all of us can
live as well and be as smart. PB

Scott Sedam is President of TrueNorth
Development, a nation-wide consulting &
training firm focused on quality, process
improvement and organizational develop-
ment. He can be reached at scott@truen.
com

LOG ON To find this and other articles by
L Scott Sedam, visit www.ProBuilder.com/
bestpractices



This house has been rewired, rewindowed,
re-everythinged. Except replumbed.

Tell your homebuyers you insist on using durable, reliable copper plumbing.

Nearly 70 years ago, this house was built with the
finest materials, including copper tube and fittings.
Today, the original plumbing system is still providing
trouble-free service. It should come as no surprise,
then, that builders all across the country continue to
choose copper plumbing for their projects.

So make sure homebuyers know your homes are
built with the only plumbing material with such a
longstanding reputation for reliability — copper. Our
Builder Satisfaction Program has everything you
need, including Quality is the Reason pamphlets,

stickers, hang-tags and literature displays. We’ll tell
Circle 18 or go to http://pb.ims.ca/5127-18

you about our 50-Year Manufacturers’ Limited
Warranty and give you helpful tips on how to turn
copper plumbing into a strong selling point. Just go
to www.copper.org and click on Tube, Pipe ¢ Fittings
under Applications. You'll also find answers =
to frequently asked questions, technical £
information and how to
work with plumbing

subcontractors. For free
CDA marketing tools,
call 800-741-6823.

COPPER ———
The plumbing people prefer.
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"With Advanlech® Flooring, you dont have

any of the problems you normally do
with wet weather - it won’t swell or
delaminate, and you won’t have to waste
time sanding down the edges."

KEVIN HOPE, FIELDSTONE HOMES

\ 9

IS STILL AT ITS: BEST

AdvanTech'\. e (§0) manaves

5 FLOORING

Plywood and OSB don’t even come close to AdvanTech Flooring, especially in bad weather. It's the
one-of-a-kind flooring that offers:

e GREATER WATER RESISTANCE THAN COMMODITY OSB AND PLYWOOD.

e NO SANDING DUE TO MOISTURE. GUARANTEED.'

e GREATER DESIGN BENDING STRENGTH AND DESIGN STIFFNESS THAN
COMMODITY OSB AND PLYWOOD.?

e FASTENING GUIDE MARKS FOR EASY INSTALLATION.

e 50-YEAR LIMITED WARRANTY.'

TO FIND OUT MORE ABOUT WHY 4 OUT OF 5 BUILDERS WHO TRY ADVANTECH STICK WITH ADVANTECH,? VISIT HUBERWOOD.COM.
Circle 19 or go to http://pb.ims.ca/5127-19
1. Limitations and restrictions apply. 2. Sources: ICC ES Evaluation Report ER-5866 and 2004 TECO Design Capacities for OSB, Table A.

another innoyation from ENGINEERED
f Woobs
3. Based on independent market studies on brand usage. © 2006 AdvanTech is a registered trademark of Huber Engineered Woods LLC.

Huber is a registered trademark of J.M. Huber Corporation. HUB 289
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BY RODNEY HALL, THE TALON GROUP

Motivation and Loyalty

The second article in a series dedicated to teaching builders how to retain great employees.

Motivated employees tend to be happier
employees, and happy employees tend to stick
around longer than unhappy ones — and do’better
work. Not exactly groundbreaking news, is it?

Last month we introduced the
link between employee moti-
vation and loyalty, i.e. the more
motivated an employee is with-
in a company, the more likely
the employee will want to con-
tinue working there and thrive.
On the flip side, employees
who are not motivated by their
work are more apt to look for
motivators elsewhere.

The theory is based on
research by Dr. Frederick
Herzberg, former director at
PSP, a human resource devel-
opment firm in Pittsburgh.
For the past 13 years, PSP has
interviewed and tested virtu-
ally every management-level
candidate for one of the top 10
builders in the U.S. (visit www.
ProBuilder.com /bestpractices to
see what PSP learned).

Personal motivators can
change during the course of a
person’s career. For example,
general management candi-
dates are typically further along
in their careers than those in
sales or construction manage-
ment. Therefore, money and
authority become somewhat
less important; for the most
part, they have already been
achieved and no longer serve
as the primary drivers. And the
number of motivators tends to

increase as a person climbs the
corporate ladder, e.g.-"a CEO
will have more motivators than
a mid-level manager.

Now that we know this,
what do we do with it? Two
things. First, assess your-o
personal drivers and use,them
as a career navigation tool!
Don't jump the fence to green-
er pastures if a new opportu-
nity fails to match most of your
personal motivators. Never
take a new job for fewer moti-
vators than you have in your
present position.

Second, use motivation
as an assessment tool as you
interview candidates. PSP’s
Gary Williamson says one way
to assess motivation is to take
an inventory of what an indi-
vidual already has achieved;
people who are internally
motivated usually have an
established record of results.
Depending on age and expe-
rience, these results could be
in the workplace, in school, in
competitive events or in other
activities that demonstrate
continuous improvement.

What to look for during
interviews:

® Do the individuals’ expe-
riences indicate they excel in a
highly organized, team-inten-

[

MORE
CONTENT
ONLINE

sive environment (structure)
or did it occur in a stand-alone
role (autonomy)?

® Do the candidates focus
on their own accomplishments
(xecognition) or do they involve
others (influence/coaching)?

One way to affirm your
interview conclusions may be
through psychological testing.
In thé hands of a well-trained
professional, validated and
reliable psychological tests can
help identify candidates who
are motivated by the kind of
rewards a particular employer
has to offer. Beyond face-to-
face interviews, references,
etc., these instruments can
assess a variety of internal driv-
ers.

If a candidate has the nec-
essary skills and aptitudes and
their desired rewards align
with the motivators available
in the position, everyone wins.
The candidate is likely to be a
motivated, highly productive
employee who will want to stay
with your organization. PB

Rodney Hall is a senior part-
ner with The Talon Group, a
leading executive search firm
specializing in the real-estate
development and home building
industries. He can be reached at
rodney@thetalongroup.com.

LOG ON For special online
L content, visit us online at
www.ProBuilder.com/bestpractices
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“The stone you use says something a the homes you huild.

| choose the stone that says so ing memorable”

Builders in today’s market need their home to do more than just make

an impression. They need it to be the one home buyers remember. The @ CULTURED STONE®
one they have to have. Adding new Pro-Fit® Alpine Ledgestone makes %€

any home memorable. And its modular design makes iteasy to install. ~ The Preferred Name In Stone”
With all that going for it, why would a builder choose anything else? Circle 20 or go to http://pb.ims.ca/5127-20

Shown: Pro-Fit®Alpine Ledgestone in Chardonnay. To find out more about Cultured Stone® products visit www. culturedstone.com or call 1-800-255-1727.

The product colors you see are as accurate as current photography and printing techniques allow. We suggest you look at product samples before you select colors. Printed in U.S.A. May 2006.
©2006 Owens Corning. Cultured Stone® is a registered trademark of Owens Corning.
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— <) CUSTOMER SATISFACTION

BY PAUL CARDIS, NRS CORRP

How Do You Spell Team?

Using Neighborhood Quality Teams to boost customer satisfaction.

There has been a lot of builder buzz sur-
rounding teamwork’s ability to boost customer
satisfaction with homeowners. But all of the buzz
will simply be lip-service if your company doesn’t
understand what teamwork is and how to create it

effectively.

Teamwork can be defined as
people working together to
achieve a greater goal. But
it's more than just working
together; it's working effec-
tively together, which is hard-
er to achieve than you think.
One way we have helped our
clients create the ultimate
teams has been to implement
Neighborhood Quality Teams
(NQTs).

NQTs are buyer-oriented
programs that create team
synergy and improve commu-
nications among a builder’s
departments.

Truth be told, there has
been alot of challenge to NQTSs,
but companies that have done
them successfully have some
of the highest customer satis-
faction ratings in the industry.

A major tenet of NQTs is
that each community operates
as if it were an independent
business. To do that, you need
to bring together the builder,
salesperson, project superin-
tendent, loan officers, design-
ers and warranty personnel on
a regular basis to discuss how
individual sales are progress-
ing in a specific community. As
a team, they should review the
flow of deals and discuss the

progress and potential issues
with individual homebuyers.

Depending on the state of
development, these meetings
might need to be held monthly
or weekly. People might resist
planning around another
meeting in their already over-
booked schedules; however, to
benefit from employees” work-
ing together in a synergistic
manner, it is imperative every-
one participate.

To ensure attendance and
participation, senior man-
agement must believe in the
concept and lead by example.
It also helps if the NQT has
a set time and place to meet.
Attendance should be man-
datory, with any absences
approved in advance by the
NQT leader. Team members
must understand that their
participation on the NQT is a

priority.

Setting the Agenda
Once you have the team
together, make efficient use
of everyone’s time by having a
detailed agenda and sticking to
it. Some things to include:

1. Discuss new home sales
and how overall sales are pro-
gressing.

There has been a
lot of challenge to
NQTs, but compa-
nies that have done
them successfully
have some of the
highest customer
satisfaction ratings
in the industry.”

2. Review homes being
built. These should be dis-
cussed customer by customer,
including where they are in
the process, the next major
milestone, who is communi-
cating and any problems they
are having.

3. Analyze customer satis-
faction surveys received since
the prior meeting. Discuss
where these home builders are
in the process.

4. Develop a list of action
items and assign them to indi-
vidual team members.

5. Review action items from
the last meeting and discuss
whether they are complete or
more action is required.

As you can see, the success
of this meeting largely depends
on team members’ being able
to gather all of the necessary
information and be able to
present it in a clear and timely
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Swim at Home"

ENDLESS POOLS"®

SWIMMING MACHINES Circle 21 or go to http://pb.ims.ca/5127-21

Are you a Builder looking to generate
more revenue from your new or
existing homes?

Would you like to add an Indoor Pool quickly, easily
and at a fraction of the cost of traditional pools?

Introducing the Endless Pool®, the treadmill for swim-
mers. Discover the untapped revenue from basements,
garages, rooftops and more! With thousands of instal-
lations nationwide Endless Pools has architects and
designers on staff to work with you on your next
project. Install the Endless Pool, in-ground or above-
ground, in new or existing spaces.

Builder discounts available to qualified buyers. Request
a Free DVD & Builder application today.

For a FREE DVD or Video, call:
800.791.3481, ext. 5072

or visit us at:
www.endlesspools.com/5072
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CUSTOMER SATISFACTION

manner. If a builder’s organizational structure doesn’t
make this information easily accessible to all team mem-
bers, they won't be able to prepare for the NQT meeting.

Pointing Fingers

It is important to note that the mere existence of an NQT
doesn’t guarantee a boost in your customer satisfaction
ratings. It all depends on how well the team performs.

As problems with individual homebuyers arise dur-
ing NQT meetings, some employees may be quick to
blame and point fingers at other departments. Part of the
problem is that the home-building industry comprises
different disciplines that are too often fragmented, even
within an organization.

It takes a strong and united NQT to mitigate these
circumstances. Such teams have clearly defined ground
rules regarding the tone and content of discussions. They
realize that there are no sacred cows and that honesty
and fairness are necessary if the organization is going to
successfully face the facts, no matter how cold and brutal
they may be.

This is not easy to achieve — especially with over-
worked and underappreciated staffs. In fact, the inability
to work together and to take individual responsibility is
another reason why many NQTs fail.

In the end, NQTSs are about building a culture where
teamwork is a top priority. When employees and depart-
ments operate individually without coordination, you
are unable to effectively manage customers. But when
you have achieved a level of teamwork where the proj-
ect supervisor can rely on the salesperson to communi-
cate information to the home buyer, or the salesperson
can count on the project supervisor to handle a unique
request, it has a significant impact on your customers’
level of satisfaction.

Some builders are skeptical about the return on
investment on NQTs. That is a fair concern. But the very
best providers of customer satisfaction remain commit-
ted to NQTs because they know they work. They realize
that NQTs can bridge the divide between departments
and keep everyone’s attention on what really matters: the
customer. PB

Paul Cardis is CEO of NRS Corp., a research and con-
sulting firm specializing in customer satisfaction for the home
building industry. He can be reached at pacardis@mnrscorp.
com.

AWA 1.0G ON \Want to learn more about customer satisfaction? Visit us
online at www.ProBuilder.com/bestpractices
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..ald Remain Calm BEFORE and AFTER

Impact Resistant Windows

When everything is chaotic outside, you can stay calm knowing the homes you've built are protected with Weather Stopper™
Windows from Silver Line®. Our line of Impact Resistant Windows meet both the ASTM and Miami-Dade test standards for
impact resistance. Our extensive manufacturing, distribution and transportation network ensures you'll get your windows
on-time, keeping you calm before the storm, while proven, dependable protection for your coastal homes will help

keep you calm after the storm.

For more information call 800.234.4228 or visit www.silverlinewindows.com.

Weather Stopper™- Protecting Homes

WINDOWS

1
From Nature’s Fury‘ Circle 22 or go to http://pb.ims.ca/5127-22 800-234-4228 | www.silverlinewindows.com
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CONSUMER TRENDS

The key is knowing what

the homebuyer wants.

While every new home doesn’t always offer custom details,
the need for individuality and personal expression is in

— especially in the kitchen. People don’t want the same
commonplace stuff that everyone else has. They want their
home to stand out and show off their unique personality.
They want tailored kitchen solutions that fit their lifestyle.

The secret to delivering these personal solutions without
creating the headaches of custom building is having the
right selection of brands. The right brands make it easy for
builders to create solutions that appeal to homebuyers —
and make it easier for you to build business.

Delivering the right brands gives you

a real advantage. Here's an easy way to take the
“mass” out of “mass marketing.” Rather than choosing from
a limited number of standard kitchen solutions, builders can
benefit from having a larger portfolio of appliances to put in
their homes. This not only allows more options to fit standard
home plans — it's an easy way to satisfy the wants and needs
of potential homebuyers. Maytag Builder Sales can help you
answer the needs of homebuyers because we offer more
diverse, quality brand names including Jenn-Air, Maytag”
and Amana’. We understand consumer trends, so we can help

you anticipate the appliances homebuyers want to personalize

all about el

“I wanted a kitchen that was not only beautiful, but also fit the way my family lives.

‘ my kitchen different from the rest.”

It was the unique appliance features and the quality brand names that made

their homes and fit their families’ needs — without
compromising your budget, timeline or building plans
with custom solutions.

The right brands attract more buyers.
A new home is a clean slate. And choosing quality brands
reflects on every aspect of your project. New homebuyers
are drawn to quality brands that they trust and that offer
unique features to fit their lifestyles.

Your dedicated Maytag Builder Sales team makes it easy

and painless for you to bring the best solutions to today’s
homebuyers. We offer three unique and preferred brands

that provide high quality and real innovation. For higher-

end homes, Jenn-Air’ kitchen appliances offer the professional-
style, luxury brand name these consumers expect. Maytag”
appliances are known for dependability as well as for innovative
features and unique configurations that make homeowners’
lives easier. And Amana"“ appliances provide the freedom to

fill your kitchens with contemporary, commonsense solutions
that reflect today’s younger homeowners’ desire for style

and individuality. Whichever you choose, you'll be sending

a message that your homes are filled with quality solutions
that are anything but run-of-the-mill.



‘ Maytag® Innovation Kitchen In Stainless Steel.

Innovative solutions differentiate you
from the rest. Maytag Builder Sales makes it easy
to provide innovative solutions that make kitchens unique,
make everyday tasks easier and reflect today’s styles.

We can suggest the right options to help sell your

properties and to fit your appliance allowance.

Stainless steel appliances are all the rage. But some of
your higher-end homes may require the individuality of the
new high-gloss Floating Glass appliances, downdraft
ventilation cooktops or professional-style appliances from
the Jenn-Air" brand.

Choose the brands that deliver for you.

¢ Professional, On-Time Delivery From Our Extensive Professional
Delivery/Installation System. Covers the United States with nine major

distribution centers plus licensed and trained distributors.

¢ Dedicated Builder Support Team. Provides order entry, credit, contracts

and marketing team support to help you get the job done.

e Dedicated Builder Service Support Team. Handles all of your parts and

warranty needs, as well as post-sale service and support.

e Dedicated Builder Field Team Support. Offers the full support you need
to plan and implement, including new model home programs, inventory

forecasts, custom-designed packages and more.

¢ Business-To-Business Builder Web Site For Accessible Product And Ordering
Information. Provides what you need when you need it online, including product
information, ordering/delivery/account details, plus sales and marketing materials.

ADVERTISEMENT

Who wouldn’t love a double oven in

the kitchen? But budgets and building
specifications often make this option
more work than it's worth. That’s why
Maytag offers a double-oven range that
fits in the same space as an ordinary
range. Other innovative solutions that
match homebuyers’ desire for innovation

and your need for easy solutions include

the new Maytag"” Ice,0" French Door

refrigerator with an ice/water dispenser
on the door and more fresh food

capacity — and the world'’s first three-rack
dishwasher. All fit standard openings

SO you can provide a custom solution

without the custom headaches.

Amana’ appliances allow you to add
custom-look options, including cooktops,

slide-in ranges, wall ovens and other Alllﬂna

traditional appliances in a variety of
colors and finishes — all at prices that
fit your building budget.

For more information about
the Maytag’ family of brands,
call Maytag Builder Sales at
1-866-788-5323.

Circle 23 or go to http://pb.ims.ca/5127-23




National scope. Local service.
One very firm

When you meet the people who make MI's windows and doors, you can feel the strength
of the entire company.

It’s not just our facilities that span the nation or our complete lines of vinyl, aluminum and
cellular products. It’s our team of dedicated employees. The team that has built decades’ worth
of trust among leading builders and developers. The team that delivers swift and focused service.
The team that makes a commitment to you and sticks with it.

At MI, we know that you’re buying more than windows and doors—you're buying a promise.
That’s why we’re here. Behind every door. Behind every window. Seeing You Through.

CAPITOL Insight

| ——JENERGY
STAR
‘“’7_"’? PARTNER

WINDOWS ano DOORS
Seeing You Through.

650 WEST MARKET STREET GRATZ, PA 17030 ® 717-365-3300 ® WWW.MIWD.COM
Circle 24 or go to http://pb.ims.ca/5127-24
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BY JOHN RYMER, NEW HOME KNOWLEDGE

—) NEW HOME KNOWLEDGE

Overcoming with Attitude

I[e)sTaMN%es [ Barbara Murtos

California local home builder
Annual unit sales: 67; Annual sales volume: $27 million

YES, | THINK WE ALL HAVE EXPERIENCED A SLOW PERIOD. | was named Salesperson of the Year in
San Francisco and two years later was trying to sell homes with record interest rates and little success.
You have to be in touch with yourself. Remember what made you successful. Buyers like to buy from
sales people with a positive attitude. When you have a positive attitude, buyers believe what you are say-
ing and look to find ways to do business with you. When they sense doubt in your actions, they look for
other alternatives. Everyone has had bad days. | always find myself saying how lucky | am to be in new-
home sales — what a great profession this is and how good it has been to me. It keeps me positive and
helps me prepare for my next customer — and helps me keep a healthy attitude in life.

Adam Scott

Florida public home builder
Annual unit sales: 68; Annual sales volume: $14 million

IT ALL BEGINS WITH A POSITIVE ATTITUDE. People who walk in the door can feel the enthusiasm of

a sales associate who is excited about their neighborhood versus someone who sits in their chair and
asks the customer if they can be of help. If you are distracted or don’t believe in your community, that will
come across to your customers. Excited sales people are contagious. People want to buy from people
who absolutely believe they have the best community in the market. Also remember that slow sales are
not always about you — but always focus on the items you can impact rather than those you can’t. Slow
sales periods are when | really work on my Realtor contacts and on follow-up with my prior customers.

| also like to go visit my existing homeowners and ask them why they bought. It gets you excited as to
why they believe you have the best community in the market and a great way to look for referrals as well.

Julie Green

Mid-Atlantic public home builder
Annual unit sales: 56; Annual sales volume: $ 21 million

HAVE 1 HAD A DRY PERIOD IN MY CAREER? Absolutely! | think every experienced new-home sales-
person has experienced a period when they were wondering if they have lost their touch. You have to

be patient with yourself. Tomorrow is new day: a “do over.” Attitude is what gets you past the slow time.
Take that downtime to catch up on some of the things you have put off; take a tough look at your mod-
els, your community and your competition. But remember no matter how much you may be doubting
your abilities, when your customer walks in the door it's not about you; you represent your builder. You
need a positive attitude no matter what. You owe it to your builder and your team members to put any
negative feeling aside and give every customer your best presentation. It won’t be long until your enthusi-
asm pays off.

LOG ON For this and other top-
[ ics related to new home sales,
visit us online at www.ProBuilder.
com/bestpractices
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www.hurd.com 1-800-223-4873 ©2006 Hurd Windows & Doors, Inc.

Home design ©Betant, Inc.

You didn’t become successful by striving for average.

Builders like you don't accept average, or have any real patience with
satisfactory. Nor do we. At Hurd, our windows and doors are custom made to

= .
your exacting specifications. Thanks to our endless options, distinctive designs 4 /
and upscale performance, you’ll never have to compromise with Hurd. In fact, L / / £ 2 / ‘
you'll soon discover that we re striving for the same thing as you: Perfection. L.——-

Circle 25 or go to http://pb.ims.ca/5127-25 Windows and Doors
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) STRATEGIC PLANNING

On-Your-Lot Gets Hot

Building on scattered sites could seem like easy money to home builders who make their living in
high-volume subdivisions. But what they don’t know could burn them.

Today, many production
builders are jumping into
on-your-lot building as a side-
line operation, lured by stories of
extravagant returns. After all, what is
there to fear when building their own
house plans on the customer’s lot while
the customer covers the financing cost?
No land, no risk and another way to
get a little more bang out of marketing
money that’s already spent.

As long as builders don’t venture too
far into the countryside, it seems logical
that subdivision supers and trades ought

to be able to handle a few of these hous-
es. It’s like stealing!

Before committing to this strategy,
there are a few things to think about
besides the price of gasoline. Leaders
in this highly specialized niche market
have advice, including Houston-based
Giant David Weekley, a production
builder who made the jump into on-
your-lot eight years ago; Ed Martin, a
specialist in scattered-lot operations with
Tilson Home Corp., a company outside
Houston that closed 485 on-your-lot
houses all over the eastern half of Texas

in 2005 for more than $72.7 million in
revenue; Ohioan Dave Showers, who
built Wayne Homes into a scattered lot
juggernaut with 22 percent net profit
before selling his company to Centex in

1998.

Critical Leadership

“There’s no denying the attraction on-
your-lot has for production builders,”
says Showers. “The cash investment
is much less because you don’t have
to buy land or take down lots from a
developer. At Wayne, we didn’t have




PHOTOGRAPH COURTESY OF DAVID WEEKLEY HOMES

DAVID WEEKLEY’S ON-YOUR-LOT
BERKELEY PLAN is 3,934 square feet, base-
priced at $334,990 to $341,990 without land.
This one is located in the Houston community
of Coles Crossing, which has lots large enough
to accommodate its nearly 60 by 80 footprint.

any financing expense because we
worked off draws from the bank on the
customer’s construction loan. We paid
most of the trades on a 30-day cycle, so
we were always ahead of the bills with
our draws. Because they owned the job
site and got the construction loan, the
customer was also responsible for the
insurance. But this is a different busi-
ness, and you'd better understand the
nuances of it.”

Showers is critical of the idea of try-
ing to have subdivision supers manage
scattered-lot houses on the side. “That’s
dangerous,” he says. “That’'s how we

BY BILL LURZ, SEN/OR EDITOR, BUSINESS

started, but we quickly learned how inef-
ficient we were. As we separated from
subdivision building, we learned that a
good subdivision super isn’t necessarily
a good scattered-site super.

Because the buyer owns the land,
“Customer relations is much more
important in on-your-lot,” Showers says.
“You can’t ‘fire’ him. If you don’t make
him happy; you don’t get paid.”

Leadership at the site is particularly
critical: “A typical subdivision super is a
hands-on guy,” Showers says. “He under-
stands construction but is not likely to be
well-enough organized to run a job site
remotely. He probably doesn't have the
skill to anticipate challenges before they
happen. The trade crews have to be self-
starters in on-your-lot. In most cases, the
super won't get to the job site every day.
That requires a different management
approach. It's about coaching and men-
toring as much as supervising.”

Showers also notes on-your-lot pro-
duction building requires greater skill
and attention to detail from the entire
company. “Blueprint mistakes can be
catastrophic,” he says. “In a subdivision,

b

the super can catch such a mistake and
improvise a solution. But on a remote
job, if you send bad information to the
field, it will come back to haunt you.
For all of these reasons, it’s very hard
for people who are used to working for
a subdivision builder to be efficient in a
scattered-site operation.”

Different Strokes

Martin says Tilson finances construc-
tion out of retained earnings rather
than on the customer’s dime, and
Martin pays his supers (Tilson calls
them ‘builders’) on commission rather
than salary and a bonus, although both
sales and supers have full benefits.

“When the customer owns the lot,”
Martin says, “you have to please him.
You have no choice. Our financing con-
struction just emphasizes the point. If
they don’t close, we not only don't get
their money, we lose ours.”

What Martin leaves unsaid is that
financing construction out of Tilson’s
retained earnings creates a sales advan-
tage for the firm, which specializes in
entry-level and first move-up houses.

PROFESSIONAL BUILDER 06.2006 www.PROBUILDER.COM
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Buyers don’t need interim financing, so
they never have to juggle two house pay-
ments at the same time; they can make
a down payment of a few hundred dol-
lars and not have to worry about another
payment until they close on the house.
By that time, they're through paying on
their current accommodations.

Tilson’s builders drive an average of
300 miles a day, visiting every job at least
every other day. But they spend six hours
or more in the car in work days that may
stretch to 12 hours. Paying commission
makes the builders that much more
entrepreneurial.

“Our builder has to develop in the
trade crews the desire to work for him,”
Martin says. “We have to develop their
talent, skills and confidence to where
we can leave them alone for most of the
time they're on the job.”

The trades also learn to communicate

ON-YOUR-LOT BUILDERS

DAVID WEEKLEY’S ROGERS PLAN, shown

here in San Antonio, is 3,169 square feet, and
is priced between $285,990 and $319,990. It
is 48 feet wide by 54 feet deep, and adding a
side garage requires another 21 feet in width.

with each other instead of the builder to
manage the hand-offs from one trade to
the next.

“That’s another reason it’s hard to
for us to bring on new trade crews,
especially those used to working in sub-
divisions. They don’t know the people
there before them and after them. They
don’t call and then the others get mad.
...That's why we place so much empha-
sis on training and quality processes,”
Martin says.

Tilson’s sales grew 27 percent in
2003, and the firm is up another 40 per-
cent in the first third of 2000.

“Unlike our builders, who commute
long distances to reach their job sites,
our buyers usually work in the area,”
Martin says. “Many already live on the
site, sometimes in a mobile home. While
we build on some scattered lots in exist-
ing subdivisions, most of our homes
— 70 percent — are in unincorporated
rural areas as opposed to cities.”

Customizing is Key

If you are a production builder and
think you can build the same houses
on scattered sites, Martin and Showers

say you'd better get that idea out of your
head. Unlimited customization is the
norm, not the exception.

“That was our secret,” says Showers.
“We did virtually everything the buyer
wanted. There were times I’d drive up
to a site and not recognize the house
as being one of ours. This is the hard-
est part of the business in my estimation
because every house is different, and if
you don’t have good blueprints and good
materials lists, it wreaks havoc in the
field. And yet, you have to give the cus-
tomers what they want.”

Tilson has 105 employees, and seven
of them are draftsmen working con-
stantly on custom changes. “About five
years ago, we were so busy we decided to
stop letting people move so many walls,”
Martin says. “We stopped making struc-
tural changes and our business almost
died. These people want what they want.
They're independent, and remember,
it's their house — not ours.”

Tilson adopted new processes to find
a happy medium. “We have a system
with virtually all the changes anyone
could make to our plans, pre-priced and
constantly updated — so when people
ask for a change, we can quote them a
price before they leave,” Martin says.

Land Mines on the Site
Both Showers and Martin say another
on-your-lot building aspect that most
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For the home of a lifetime. = Ry
CertainTeed WeatherBoards™ FiberCement siding.

Get all the great-looking features of wood, with few of the maintenance headaches.
WeatherBoards siding is the finest-performing fiber cement siding on the market — for
your homebuyers’ walls and over time.

The exclusive CertainTeed manufacturing process creates the most authentic wood

grains and a tough, moisture-resistant siding. Plus your homebuyers get the peace of mind
of an outstanding finish warranty. Get the look of a lifetime. Choose WeatherBoards
Siding. Learn more at 800-233-8990, code 120,

or visit www.certainteed.com/wb120. -
Certainleed Ei

Quality made certain. Satisfaction guaranteed.™
Circle 26 or go to http://pb.ims.ca/5127-26
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subdivision builders don't understand
is the necessity to deal with a variety of
site conditions. “A lot of times, people
will tell us in the sales office that their
site is flat. It looks flat to them,” says
Martin.

Showers taught his supers to do site
assessments. Martin has specialists who
inspect the sites and estimate the cost to
make the site buildable.

Both of these two specialists in on-
your-lot stay away from doing wells, sep-
tic systems and most other site improve-
ments. “That’s the responsibility of the
buyer,” says Showers.

“We're experimenting now with sell-
ing turn-key, full-site services,” Martin
says. “We want to see if it brings us more
business.”

Weekley’s Tough Nut

David Weekley Homes created a profit
center to do on-your-lot eight years ago,
and the principal says he isn't certain
he’d do it again if he had it to do over:
“We went into it at about the same time
we started building big new-home cen-
ters on Texas freeways,” Weekley says
today. “We were already committed to
centralizing our options, upgrades and
selections processes. So we decided to
put an on-your-lot business into those
design centers to capitalize on anoth-
er profit opportunity. We put model
homes behind the design centers. We
had prospects asking us to build our
houses on their lots for years. When
we looked into it, we found developers
were selling scattered lots all over the
Houston area.

But “if you don’t have that lot sup-
ply, it’s a waste of time,” Weekley says.
“Specialists in on-your-lot always put
their models on a well-traveled road. We
had the opportunity to do it on a major
freeway. It looked like a good idea.”

Now he’s not so sure. “The chal-
lenge is that every house is a one-of-
a-kind because every lot is different.
Each is in a different community with
different restrictions and regulations,”

ON-YOUR-LOT BUILDERS

TILSON HOME CORP.’S
Fredericksburg plan is 3,744 square
feet as modeled in Katy, Texas, with
a bonus second-floor game room.

DNING ROOM
14 x 130"

2-CAR GARMGE.
A2 x 21

BEDROOM 2
e

BEDROOM 3
3¢ xie

That brings the price to $300,100
without land. The base plan is
2,693 square feet at $220,150.
Tilson specializes in entry-level
homes, but this model pioneers a

154 x 1%

First Floor

L

new price point for the Houston-
based firm.

B
----- _] BONUS ROOM
07 x 156"

Second Floor

Weekley says. “And by their nature, on-
your-lot buyers are customer-oriented.
They want it their way. But they often
can’t make their dreams fit the reality of
what it costs. We had to dedicate a spe-
cial designer to adjust our plans to their
needs.”

Weekley also acknowledges that hav-
ing subdivision builders and trades do
this work is a challenge and estimates he
increased his hard costs by $5 to $10 a
square foot.

“You need to have your regular pro-
duction operations really fine-tuned
before you try to get into this,” Weekley
cautions. “Then you have to find people

who are very entrepreneurial and willing
to spend the driving time required to get
this work done. It's very management
intensive and not a way to add a lot of
volume. We do about 100 houses a year
in Houston compared to 1,700 to 1,800
in subdivisions.”

Weekley says on-your-lot is working
well enough now in Texas that his firm
is starting operations north of Atlanta
and in Ft. Myers, Fla. “I'm glad we're in
it now, but it took a long time make it
profitable.” PB

LOG ON Head online to learn about Chuck
| Shinn’s ratios that work
www.ProBuilder.com/bestpractices



PINNACLE SERIES

Durable maintenance-free
extruded aluminum cladding

Superior
insulating value
through Cardinal
Insulated Glass

Frame corners
contain 21 grams
of silicone for
weather-tight

Available

in Pine and
Natural Alder
wood interiors

7 standard colors
serve to complement
a vast color palette

Double sealed
sash for extra
weather-tight fit

GO AHEAD - SCRUTINIZE.

Windsor's vast product line offers the finest quality in components, construc-

tion and operation. Add our meticulous service and the value of Windsor

becomes perfectly clear.

So go ahead and scrutinize. Windsor Windows & Doors will stand up to the

toughest inspection. And the most demanding use. Year after year.

Windsor Windows & Doors — only available from select distributors.

1.800.218.6186 | www.windsorwindows.com
Circle 27 or go to http://pb.ims.ca/5127-27

QUALITY

PRODUCT SELECTION
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\W/INDSOR

INDOWS & DOORS
A Woodgrain Millwork Company

Excellent Choice

SERVICE | VALUE
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BENCHMARK

The Premier Management Conference for the Housing Industry

is the leading building industry
management conference that brings together executive-
level production builders, custom builders, architects and
building owners who are serious about their businesses.
This three-day event explores innovative ideas geared

to make companies more profitable.

Ri1Zz-CARLTON
LLAKE [LAs VEGAS
SEPTEMBER 27 - 29, 2006
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KeEYNOTES: TEAMWORK AND LEADERSHIP

DLootodé ereciorel

Patrick Lencioni is the founder and
president of The Table Group, Inc., a
specialized management-consulting firm
focused on executive team-building
and organizational health. He has been
described by the One-Minute Manager’s
Ken Blanchard as “fast defining the next
generation of business thinkers.” Pat’s passion for organizations
and teams is reflected in his writing, speaking and consulting. He
is the author of five business b including The Five Dysfunctions
of a Team, which was on the New York Ti st-seller list. His
new book, Silos, Politics and Turf Wars, came out in March 2006.
Pat consults to executives and speaks to world-class organizations,
addressing thousands of leaders. Prior to founding his firm, Pat
worked for Sybase, Oracle and Bain & Company. He also served on
the National Board of Directors for the Make-A-Wish Foundation of
America from 2000-2003.

 for his energetic, innovative
tations, Keith Harrell is a dynamic
life coach who specializes in changing
behaviors through a positive attitude.
While growing up in Seattle, he aspired
to become a professional basketball
player. Although he never realized that
dream, The Wall Street Journal “What sets him apart . s
driving ambition and an attitude that refuses to flag.” Through his
company, Harrell Performance Systems and his book Attitude is
Everything: Ten Life Changing Steps to Turning Attitude into Action, Keith
specializes in helping companies achieve and maintain their goals.
Harrell spent 14 years at IBM, where he was recognized as one of
the top sales and training instruct > is widely regarded as

one of the country’s best speakers.
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YLENTY OF COMPANIES BRAG 4 BOUT

BEING v BUSINESS ror OVER 50 YEARS.

YOUNG WHIPPERSNAPPERS. 1

et

Our love affair with crafting wood began all the

| XO RKTOWNE

way back in 1908. Today, we do business the way CABINET Ry

youd expect a hundred-year-old company would:

with integrity, craftsmanship and personal A cemiury of crafismanship, Al Kfetione of Gy

attention. If you think you might benefit from

our hundred years of experience, give us a call at Yorktowne, Inc. an Elkay company
PO Box 231, 100 Redco Ave.

717-244-4011 or visit yorktownecabinetry.com. Red Lion, PA 17356-0231

Circle 30 or go to http://pb.ims.ca/5127-30



It doesn’t take long to figure out why some people
want to live on a golf course.

For these people and their homes,)

The demand for home elevators is growing at Inclinator offers more choices
more than 15% per year, leading some to say that ~ and custom features. Add to that
it is the next appliance in the American home. one-at-a-time hand craftsmanship, proven

Adding an elevator enhances convenience and reliability and nationwide support, and you can
accessibility so people can enjoy their homes for see why builders, designers and homeowners
many years. For builders, it can be that “special”  are choosing Elevette®.

feature that attracts homebuyers. The payoff?

More homebuyers. Greater value. Higher profit.

Number one for a reason

There are more Elevette® elevators installed in INCLI NATOR

. COMPANY OF AMERICA
homes across America than any other brand.
Perfecting the home eIevator.

Visit Inclinator.com
to learn more or call
800-343-9007, Dept.80

for a personal presentation.

Circle 31 or go to http://pb.ims.ca/5127-31

Elevette® as a Classic styling that Special touches From ornate
centerpiece of the complements any make each Elevette® elegance to this
interior design. décor. one-of-a-kind. simple design.
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>> BILL LURZ, SENIOR EDITOR, BUSINESS

A Looming Rental Boom?

Echo boomers and rising rents point to an upswing in the
rental housing market, but converted condos may trump it.

Central Florida builder Frank Herring Jr. of Faison Enterprises expects a big boom in rental residential infill
development in his market over the next three to five years, and he has demographics and logic to back up that notion. But as
builders shop for rental sites, they should take a close look at the “Multifamily Forecast Report” that NAHB’s economics depart-
ment recently released and do a quick count of recently built or converted condo apartments that may be oozing back into their
own town’s rental supply as investors bail and head back to Wall Street.

Herring suspects interest rates will
climb right along with house prices and
commuting costs. This would push the
price of a new home out of reach of the
echo boomers’ taking jobs in Central
Florida’s resort-driven economy. He
believes that Orlando’s future is high-
density and urban.

Consultant and GIANTS columnist
John Burns agrees. In his latest news-
letter, Burns writes, “With home prices
now beyond the reach of many middle-
income households, this will be the year
the apartment market surges.” He cites
data from RealFacts, an apartment mar-
ket research firm, showing 222 rental
apartment communities in 15 states that
were converted to condo ownership in
2005 — triggering a shortage of rental
units.

However, just because an apartment
is converted to a condo doesn’t necessar-
ily mean it’s no longer in the rental mar-
ket. “I got a newsletter that said 120,000
apartments were converted to condo last
year, bringing the net change in the sup-
ply of rental apartments to zero,” says
rental builder Steve Patterson, president
of Orlando-based ZOM Development,
a specialist in luxury apartments aimed
at renters-by-choice. “It said now is the
time to find land and build rental proj-
ects — all you can, wherever you can.
But that doesn’t make sense to me. It
doesn’t account for all the condos bought
by investors that are now leaking back
into the rental pool.”

NAHB’s report points out that from
1997 to 2005, starts of for-sale multi-
family units increased from 59,000 to
149,000 a year, with most of the increase
in 2004 and 2005. Meanwhile, market-
rate rental production fell from 235,000
to 120,000 per year.

“The most notable and possibly trou-
blesome development over the past two
years has been the explosion of produc-
tion of condo units,” NAHB’s econo-
mists write.

“After remaining at about 20 per-
cent (of total multifamily production)
for a number of years, the for-sale share
of multifamily starts jumped to 25 per-

-- Going Condo

cent in 2003, 35 percent in 2004 and
43 percent in 2005. ...The 149,000 for-
sale multifamily units started in 2005
greatly exceeded the 98,000 completed
(last year). Thus, much of the condo pro-
duction tsunami hasn’t yet come on the
market as completed supply.”

The report also notes conversions of
existing rental properties to condos may
have reached 195,000 units in 2005;

16,000 hotel rooms and office buildings
with 20 million square feet also moved
into the hands of condo converters.

None of this necessarily overrides the
recent increases in rents in many mar-
kets that now make rental investments
more appealing. But the power is not at
a price point that’s easily reached.

Patterson says his firm will continue
to build projects for high-income rent-
ers-by-choice. “I think 2007 is when
you'll really see a big spike in rental
starts because land prices are coming
down.”

The total number of multifamily
housing starts has remained fairly stable

this decade, Burns says.
“It's the mix between
rental and for-sale
that’s changed, but
a lot of people who
own condos are not
living there.

“The multifam-
ily market is really
messed up. I think

a lot of condo proj-
ects aren’t going to get built. And many
of the conversions are B quality or less,
so much of that will drift back into the
rental market.

“The other piece of the puzzle is sin-
gle-family home rentals, which are way
up because investors own them.”

The best idea may be to watch what
happens in the condo market before
commiitting on land for rental housing.
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BY FELICIA OLIVER, SENIOR EDITOR

O Must-Have

Features for Today’s
Home Buyers

What baby boomers, Generation X and echo boomers
crave for their new homes

>

Professional Builder surveyed six experts* — architects,
home industry trend experts, and real-estate brokers and
designers — to get their take on the must-have features
for today’s home buyers.

No stairs — Single-story homes, first-floor master suites and/or personal elevators. As baby boomers age,
they’d rather not do stairs stay.”
=

They’ve always wanted to have one. “It’s a reward for their station in
life,” says real estate broker Mark Nash.

Low-maintenance surfaces such as granite, quartz and Corian.

with walking trails and amenities conducive to fitness and
social interaction in the neighborhood.

Emphasis on quality and detailing more than square footage. It’s the McMansion theory in reverse.
Baby boomers are willing to trade some space for [better] features, architect Cheryl O’Brien says.

Rooms and spaces that can adapt to changing needs and circumstances, that are
multi-functional, perhaps with sliding doors and movable partitions. “Designing bedrooms so that they can be easily
con-verted into dens ... sitting rooms off the bedroom, etc.,” says architect Thomas Barton.

A keeping room. Living rooms are giving way to great rooms; a keeping room provides an
intimate space for families to gather near the kitchen area. ”You can put a sofa and a couple of
chairs in there and a fireplace,” says market expert Cecilia Davidson-Farkas.

This could be a deck or patio. “Somebody coined the phrase,
‘Does it pass the smooch test?’” says Davidson-Farkas.

CONl ON V1T NN\ N H
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GEN XERS AND

Accessible storage. Cabinets and shelves placed at heights that can be reached without a stepladder and that
have pullouts, lazy Susans and shallow shelving to keep items within easy reach.

of all the kids, grandkids, siblings, and parents who may have
passed away is helpful, architect Bill Kreager says.

Radiant floor heating. Baby boomers may have more health issues like asthma or emphysema. “Forced air be-
comes problematic — you don’t want dust blowing around,” Kreager says.

12
13
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19
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21
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23

Smart home technology. Every room should be wired for phones, modems and DSL. “They want to be able to
call from their cell phone and turn the lights on and change the heat,” O’Brien says.
stay.”

“Putting the plasma [TV] and the surround sound in your
family room -- it’s not that you have to have a separate destination for it,” O’Brien says. Barton adds:
“It’s ... part of the living space, a center of activity in the home.”

Built-in wiring and conduits for flat screen TVs. A popular location for plasmas
screens today is over the fireplace. Good design provides a place for all the components, and no
unsightly cords and wires.

as a secondary eating space. “Xers and Yers tend not to eat formally.
They tend to graze,” Barton says, “and on their way through the kitchen they pick up something to eat.” ==

Green/environmentally sensitive features. Says Nash: “Generation Yers in particular will ask about it:
‘Do you know of any green developments or eco builders?’ That influences their buying decisions.”

“A place for what | call ‘dirty storage’: the snow board, bicycle, kayak, and the other outdoor
equipment ... usually off the garage area,” Notes Barton.This is your [bowl], that one is mine,”” says Nash.

Quality closet organizers. Vinyl coated wire shelving isn’t acceptable anymore. Elfe and Ikea-styled wood or ply-
wood finishes are required at minimum. “If builders make them standard,” Nash says, “people would pay the extra money.”

A home with “loft-like” features, a look seen on TV shows like “Friends® and “Seinfeld,” as well as
commercials aimed at the Gen X and echo boomer audiences. “Brick or stone interior wall accents and veneer bricks as an
accent or as a full wall” add to the feel, Davidson-Farkas says.

“We have an optional Space for a dog washing station off the garage. Gen Xers are [more likely to own pets]
than any other generation,” Davidson-Farkas says. An alternative is a community dog park. “It’s a new way to meet peo-
ple,” Nash says. “An Xer will say, ‘How close is the nearest Starbucks? Echo boomers want to know about the dog parks.”

“You need to get rid of the ‘builder beige’ walls. They like color. They like vibrancy,” says Davidson-
Farkas. For a lot of builders, “it’s a paint upgrade to do these Pottery Barn burgundies and the mustards,” Nash says.

An upstairs computer loft or “net nook.” “People want an open area
dedicated to computers,” Nash finds. Adds Davidson-Farkas: “Parents need to be able to
peek around the corner and see who their kids are on the Internet with.”

“The echo boomers are into like I've never seen,” Nash says.
“They say, ‘I won’t buy a condo that only faces north,” because they want sun.”
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Large, open kitchens with plenty of space to prepare food and entertain guests. “Kitchens
are coming out to be about the size of the grand room because it is the new living room,” says David-
son-Farkas. Adds O’Brien: “Open family rooms and kitchen entertainment areas “are here to stay.”

: ! with space for guests to sit while the homeowner is cooking, for boom-
ers to keep an eye on the grandkids, for additional room on the counter, and extra storage.

Quality kitchen cabinets. “With the kitchen/great room the center of family liv-
ing, buyers today are looking at furniture-style cabinets,” notes Nash.

2| O’Brien’s suggestion: High-end brands or
high-end features available in some affordable brands such as the GE Monogram line.

2| 8 A separate tub and shower. “Gen [Xers and] echo boomers will take a shower over
a tub/ shower combo,” Nash says. “Boomers want a separate shower and a soaking tub.”

“Usually the
woman says, ‘This is your [bowl], that one is mine,”” says Nash.

showerheads and a bench. ...Gen Xers are looking for the big Jacuzzi tub for two. But everybody wants the shower with

O Large master baths, especially for couples without kids. Boomers are looking for a “large shower with a double
3 the bench — ladies want to shave their legs,” Davidson-Farkas says.“Boomers want a separate shower and a soaking tub.”

the top of the shower, not out of the wall,” are popular, notes O’Brien. Davidson-Farkas’ group is “putting shower massage

3 I “Shower heads that are really big and come down like a waterfall out of the middle of
jets in all of our homes, even down in the low price points, to give that resort-type feeling.”

want them back. Even if one is not in the master bath, where they expect it, it’s in every other bathroom — not in the

2| Linen Closets. “A ot of developers were taking out linen closets out of bathrooms; buyers miss them and
3 hallway,” Nash says.

el w )
— “It used to be the desk, but now it’s become
a little bit more elaborate. It’s a space near the family hub where you put the mail, the computer,”
O’Brien says. It’s a niche or nook.

so clothes don’t need to be carried down-stairs.

3 4 An upstairs laundry room conveniently situated near the bedrooms

for the kitchen towels, the stuff you drop,” notes O’Brien. For baby boomers, the small stack

“In homes with higher square footages, we’re seeing
3 5 space is for the teenager — “the wash it yourself situation,” says Davidson-Farkas.

tech area. “Each adult needs space to call his or her own,” Barton says. “Space in the laundry room can accommo-

3 6 Multi-functional laundry rooms that double as a family activity area, sewing room, gift-wrap station or
date that.”

on all price points,” says O’Brien.
Those doors feature more glass and ironwork details. “[I’'m] seeing more 8-inch front doors, where 6
feet, 8 inches used to be the norm, even on affordable, entry-level products,” Davidson-Farkas adds.
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SOMETHING FOR
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More ornate garage doors sometimes resemble carriage doors and are more “high-style,” O’Brien says.”

“Some people build the smallest two-car garages: extra deep,
[fit for a] car and a half, because they [want] a lot of storage [for] grills, patio furniture, bicycles and the grandkids’ toys,”
Nash says.

A dI’Op Zonhe - a foyer with built-in shelves by the garage as a place to shed coats and drop book bags. “You have
outlets ... for dropping your cell phone, a place for all the junk that you come into the house with,” Davidson-Farkas says.

“The building products industry
is doing a better job of offering synthetic versions of ... cultured stone on the outside of the house,”

liv O’Brien says. “Ten years ago, it was bad. There was no detailing. ...The industry has come a long way.”

Wider balconies and decks. “Home buyers want usable outdoor space big enough for a bistro table and
chairs and a couple of pots for container gardening,” Nash says.

“are seen as a feature for mild climates, but almost everything I’'m doing
has a courtyard; [it’s] really not climate specific,” says O’Brien.

Outdoor fireplaces. For outdoor entertaining, particularly in warmer climates.

can add ambience and interest to a room. It can be used to light a pathway to an outdoor
garden, or as a gentle highlight to a picture on a wall. “This plays back into that whole smart-house technology - lighting
that you can have on at night ... along the wall to light the stairs,” O’Brien says.

= (W

i 'y " i@&“ “They all want good quality Low-E windows....

People seem very tuned in to windows and window quality,” says

=i m =zxil Nash

N

“It’s a hotter and hotter issue [that] really spiked this year
with the cost of energy,” says Nash.

Bamboo wood floors. “It could overtake maple as the favorite light-colored wood flooring,” Nash says.

“So you don’t have to order the bottles of water,” O’Brien adds.

Carbon monoxide detectors. Home inspectors flag homes that have only smoke detectors. Nash says
one should be installed on every floor of a home.

*The Experts: Professional Builder surveyed six experts — architects, home industry trend experts, and real-estate brokers and designers - to
get their take on the must-have features for today’s home buyers: ¢ Thomas Barton lll, AIA, principal, Barton Partners Architects in Norristown,
Pa. e Catherine Daly, president of Design East, a design and merchandising consulting firm to the building industry, in Medford, N.J. ¢ Cecilia
Davidson-Farkas of Marketing Synergy, a home-trends market research expert based in Atlanta. ¢ Bill Kreager, principal of Mithun, an archi-
tectural design and planning firm in Seattle.e Mark Nash, a Chicago-based real-estate broker and author of “1001 Tips for Buying and Selling
a Home” and the article, “What’s In, What’s Out with Homebuyers in 2006.” e Cheryl O’Brien, AlA, Professional Builder contributing editor and
president of C. O’Brien Architects in Bala Cynwyd, Pa.



Where nature meets technology.
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STARON® QUARTZ BY SAMSUNG is a luxurious, high-gloss countertop that blends the best of nature and technology.
Unlike granite, Staron® Quartz contains 93% natural quartz crystals, making it harder and more scratch-resistant. Technologically ®
advanced polymers make it nonporous, so it's also stain-resistant and never requires sealing. And Staron® Quartz provides color S arOI I
consistency that granite can’t match. Samsung offers Staron® Solid Surfaces, too. To learn how nature and technology have
merged in a beautiful, trouble-free surface, visit www.getstaron.com/qtzbld2 or call 1.800.795.7177, ext. 650. %an’z Smfaces
color: | Patagonia Gray | inspired by the jagged peaks of Argentina’s mountains.
© 2006 Cheil Industries Inc.
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Get Mo(’é ' Your Basement

Adds natural daylight and ventilation to rooms, making them as warm and comfortable as any
area in the home.

Meets IRC 2003 building code requirements for emergency egress in finished basement areas.
Features easy to install components that simply snap or mate together on site for reduced
installation costs.

Are constructed of non-corrosive materials to provide
homeowners with years of maintenance free service.

|

Complete system consists of:
* NEW! ScapeVIEW™ Series 6000
Foundation Window System
‘Two-piece system includes vinyl
windowbuck and egress size vinyl window
* High-density polyethylene window well
* Window well cover
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For more information call 1-800-854-9724
Building an Owr hadition® or log on to www.bilco.com
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Comfort starts long before installation.

Before it’s a home, it’s a jobsite. Not an easy place for a contractor to relax. This
is where Uponor reliability starts to shine. Our innovative radiant heating, PEX
plumbing and fire protection systems not only make homeowners comfortable,
our proven dependability will put you at ease, too. To learn about Uponor products
first hand, visit uponor-usa.com.

Circle 36 or go to http://pb.ims.ca/5127-36
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>>LAURA BUTALLA, SENIOR EDITOR

Survey says

>> WWW.PROBUILDER.COM/PLANSANDPROJECTS

An architectural design study discovers demand for more accessibility,
mixed-use communities and plenty of family space.

VII'I::‘Il g 'lh; |I:I' IWI I .. 'Illll UL L

In 2005, the American Institute of Architects asked residential architectural firms nationwide
to participate in its four-part survey to determine the latest home design trends across the country.
The new survey found designers crafting for aging adults, catering to communities complete with
shopping and transportation, and allowing space for gatherings.

Accessible Features

\ The first part of
the survey focused
on baby boomers
ready for retire-
ment. Because
they will generate
a majority of home
sales for years to come, there is more
demand for greater accessibility and sin-
gle-floor design to promote easy mobil-
ity within the home, the survey found.

Of the firms surveyed, 62 percent
reported homes are becoming more
accessible with features for the aging
and handicapped. Accessible features
include wider hallways, fewer steps and
more single-floor designs.

Forty nine percent of the firms
reported finished basements and attics
becoming more popular, while owners
of older homes are looking to increase
their living space.

Home Features
The second
part of the
survey results
show a rise in
telecommut-
ing costs as
well as higher ! .
gasoline prices that have led owners
to add offices to their homes. Almost
half the survey participants said they
are being asked to design home offices
more than ever.

I
i

Home theaters ranked high on this
survey, too. A drop in price and the bet-
ter availability of audio and video op-
tions added to the demand for home
theaters.

Other special features gaining popu-
larity: hobby and/or game rooms by 30
percent; in-law suites by 22 percent;
security systems by 32 percent; and fire-
safety by 23 percent.

Easy Access

The third portion of the survey focused
on community and neighborhood plan-
ning and showed mixed-use develop-
ment is all the rage. Many consumers
are on board for shorter commutes
from work to home and want shopping,
public transportation and recreational
activities within their communities.

“To combat the isolation caused by
distant residential construction and to
increase accessibility for households,
we are seeing a strong increase in com-
munity design trends that are integrat-
ing more activities into housing devel-
opment,” says AIA Chief Economist
Kermit Baker.

“In addition to mixed-use develop-
ment strategies, 63 percent of residen-
tial architecture firms reported that infill
development — where smaller land par-
cels closer to urban centers are targeted
for development — is another strategy
that is increasing in popularity,” says
Baker.

Kitchen & Bath

For years, the kitchen has been the
focal point of the home, which hasn’t
changed, according to AIA’s survey.
Homeowners want more pantry space,
high-end appliances and family space
integrated within the kitchen.

“Both the square feet devoted to
kitchens and the number of separate
cooking facilities throughout the home
are increasing, including the additions
of outdoor kitchens in many areas of
the country,” says Baker. “As far as spe-
cific trends in kitchen design, granite
countertops, natural wood cabinets and
drinking water filtration systems are
especially popular,” says Baker.

Bathrooms, the second focal point of
the home, are being designed with his
and her vanities. Multi-head showers,
heated floors and towel racks also topped
the bathroom trends list. “Upscale prod-
ucts and features are going into bath-
room design as well,” says Baker, “noted
by heated floors and towel racks, and
even fireplaces becoming more com-
mon in homes, while heat lamps and
whirlpools aren’t nearly as prevalent.”
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FOR THE BUILDER WITH
COLORFUL STYVLE

Whatever your style, we have six forged iron baluster colors to complement it.

Available in our exclusive Brushed Nickel*, along with Silver Vein, Copper Vein, Rubbed FOWI]®
Copper, Flat Black and Gloss Black, our handcrafted forged iron makes a beautiful state-

ment about the home —and about you. erltage

Visit www.crownheritage.com. Or call toll free 1-800-745-5931.
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*Patents pending on this new and unique metal finish.
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&) INSIDE & OUT

‘Give us our Outdoor Rooms’

Qutdoor rooms become retreats for busy homeowners.

A BLEND OF REPLA an be used
NATURAL ear-round e rig egio
MATERIALS, such
as stone walls and
wooden beams,
helps create a
pleasant outdoor
living space. o e

Y

—_—

USING ERIALS, s-thisTile floor, from: Hnside and
outside the home has gained popularity.
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WHETHER A
POOL OR A
FOUNTAIN, water
elements add to
the outdoor living
experience.

>> BY LAURA BUTALLA, SENIOR EDITOR

Our lives get busier and busier. We don't have
enough time to relax. Tension builds. People get sick. Missing
work causes more stress. “The statistic we've come up with
says between 75 and 95 percent of all doctor visits in this coun-
try are related to stress,” says Georganne Derick, president
of Merchandising East, a company specializing in in-terior
design for model homes. “We are addicted, as a nation, to
stress hormones, and they are very harmful over the long-
term.”

The solution, Ellicott City, Md.-based Derick says, is “creat-
ing outdoor rooms where one can get away. Just the experi-
ence of being outside and being exposed to sun, breeze and
rain pattering on a roof is very calming.” Hence, the outdoor
oasis arises.

Outdoor rooms can be fun, fancy and free. The range of
opportunity depends on the home’s style, available land, lot
location, the designer’s imagination and what the buyer wants.
One thing is certain: buyers want them, and more builders are
delivering the outdoor rooms customers crave.

Why is there such a strong trend? Barry Glantz, president
of Glantz & Associates Architects of St. Louis, Mo., says, “It’s
the indoor/outdoor connection. It’s an extension of the living
space.”

Braving the Elements

For decades, designers have used natural materials indoors to
create pleasing environments. Now those same ma-terials are
being matched in their natural environment.

“If it’s an exterior material, like a stone or slate on a wall,
we'll try and repeat that in the outdoor room,” says Chip
Pierson, principal and general manager for Dahlin Group
Architecture Planning in San Ramon, Calif. “If it's a hard sur-
face in the living areas on the floor, we'll try and repeat that
outside as well.”

Using natural materials also follows the feng shui philoso-
phy of balancing the five major elements: water, wood, fire,
metal and earth. These elements create a balance in the out-
door spaces, producing an energy flow.

Whether or not you ascribe to the feng shui design ideas,
consider what each element adds to an outdoor room:

® The water of a fountain or pool is soothing.

® Wood furniture provides durability and natural

ruggedness.

e Stone matches the surrounding environment,

reinforcing the outdoor feel.

The earth can be represented by decorative plants and flow-
ers, giving a more complete sense of the outdoors.

e Fire brings the drama and a focal point with a hearth or

PROFESSIONAL BUILDER 06.2006 www.PROBUILDER.COM
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fire grid.

® Metals in furniture — as decorative elements or as
part of the structure — provide the same balance
and design tension they do in indoor environ-
ments.

Regional Trends
Due to climate differences, outdoor rooms require different
designs. In fact, the name “outdoor room” can be debated.

The flexibility you need.

FOR YOUR COMPLIMENTARY CATALOG CALL US AT 1.800.387.6267"

CUSTOM DESIGNED, FABRICATED AND FINISHED PERFORATED AND BAR GRILLES
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=200 Square Link

ARCHITECTURAL GRILLE 42 Second Avenue, Brooklyn, New York 11215 Phone 718.832.1200 Fax 718:832.1390 wwn

* Phone mmber el vt of
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OUTDOOR ROOMS OFFER MYRIAD OPTIONS, including water
elements, left, and fireplaces, right. Features such as the fireplace allow
homeowners to use the “room” throughout the year.

Some are courtyards, others are patios, and many are simple
porches. However they're viewed, these spaces are built to pro-
vide a sense of comfort as well as a place to entertain.

“It's not just a porch outside or sitting under a tree,” says
Brian Van Bower, president of Murfreesboro, Tenn.-based
Genesis 3 and Aquatic Consultants of Miami. Outdoor rooms
“are a way of having space where one might sit outside for
the whole evening or have people over and go right outside to
entertain there.”

In Southern California, the climate is conducive to court-
yards. “These spaces are typically bound by as few as two and
as many as four walls with no overhead coverage,” says David

Kosco, senior principal for Bassenian/Lagoni Architects of
Newport Beach, Calif.

“While they exist as wonderful outside environments and
a valuable means with which to bring natural light into the
home, their uses are somewhat limited because of their expo-
sure to the elements.

“For that reason, we are designing transitional spaces fus-
ing inside with outside,” Kosco says. “They allow for year-
round activity and increased flexibility with furnishings, light-
ing and finishes. From outdoor kitchens, billiard rooms, din-
ing rooms or media lounges, the potential for these spaces
becomes limitless.”

Northern California outdoor rooms need to provide pro-
tection from rain and wind. “We're very concerned about
weather protection from wind,” says Pierson. “If it's a high-
end project, usually it's on a hill or in a hilly area, so you have
some wind and rain coming in.”

But the harsher weather doesn’t prevent homeowners
from using well-designed outdoor spaces. “If you protect the
outdoor room,” Pierson says, “you actually get wonderful out-
door spaces where you can build a fire and the fire won’t go
out because of the wind.”

Most East Coast and Midwest outdoor rooms can’t be used
year-around, of course, unlike Southern and West Coast out-
door rooms. Maryland-based Derick says, “Even in our area,
people want to do outdoor rooms more and more.”

In the Midwest, Glantz says, “It works — it just doesn’t
work year-round.” The Midwestern outdoor rooms tend to be
covered balconies or decks, courtyards, screened porches or



‘ @s TONE®
A RETAINING WALL SYSTEMS

Retaining Excellencer

f
-

When It Comes To Freestanding Walls,
Keystone Country Manor Stands Alone.

Keystone Country Manor features an unmatched versatility, backed by the Keystone standard of excel-
lence. The ability to function as a freestanding or retaining wall makes Keystone Country Manor the
right product for almost any job. Find out why Keystone retaining walls continue to stand above the

competition at www.keystonewalls.com.

A Contech Company ° 1-800-891-9791 4444 West 78th Street  Minneapolis, Minnesota 55435
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patios. “In the Midwest,” Glantz adds,
“some sort of roof protection is nice.”

Fireplaces or fire pits have been pop-
ular in all parts of the country for years,
but they are particularly welcome in the
East Coast and Midwest because they
prolong the time frame to use outdoor
rooms.

Natural materials, such as stone,
marble, granite, limestone, slate and
flagstone are used in outdoor rooms
throughout the country. But in Florida,
outdoor rooms also incorporate more
exotic materials such as coral and inlayed
tumbled marble.

Limestone is very different from coral,

Tired of losing money
on every payroll?

Reality?

Employee Report

Bill Kemp

Jobsite Name: Walby Property

Start End

7:08 AM 12:05 PM
12:41 PM 3:22 PM
712 AM 12:07 PM
12:43 PM 3:23 PM
712 AM 12:02 PM
12:46 PM 3:49 PM
717 AM 12:19 PM
12:50 PM 3:46 PM
Fri  6/16 713 AM 12:07 PM

12:44 PM 3:39 PM
Signature ; BiH?(emp

Activity
Framing
Framing
Framing
Framing
Framing
Framing
Drywall

Drywall

Drywall

Day

Mon 6/12
Tue 6/13
Wed 6/14

Thu 6/15

Date Range: 6/12/2006 through 6/16/2006

4:57 hours
2:41 hours _7:38 hours
4:55 hours
2:40 hours _7:35 hours
4:50 hours
3:03 hours  7:53 hours
5:02 hours
2:56_hours _7:58 hours
4:54 hours

Drywall 2:55 hours  7:49 hours

Reality Check.

The JobClock System easily tracks attendance
for each worker, at every jobsite, 24/7.
Find out why more than 230,000 workers clocked in
today with The JobClock System!

THE JoBCLOCK® THE CONTRACTOR’'S TIMECLOCK™

RUGGED + EASY-TO-USE + ACCURATE + OPERATES 24/7 + ATTACHES ANYWHERE
Call today: (888) 788-8463 « www.jobclock.com

EXAKTIME

INNOVATION AT WORK
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indicating how important it is to choose
the right colors and material. “If you're
in a very cold climate, you may want to
add warm colors, like reds, oranges and
yellows to add warmth,” Derick says.

“If you're in a very hot climate, you
want cool colors, like greens, blues and
violets.”

Design Trends

When people think of outdoor rooms,
they often think of outdoor kitchens,
which is probably the hottest trend. A
kitchen is more than just a grill. Most
outdoor kitchens are equipped with
mini-refrigerators, islands with stone
countertops, and built-in cabinetry.
Other popular features include pizza
ovens, wet/dry bars, icemakers and
infrared cook tops.

“We're pretty much doing complete
outdoor dining and entertainment areas
to prepare an entire meal outside with
running water, icemakers, refrigerators
and so forth,” says Van Bower.

Having fun with fire seems to be
another trend. “We're doing a lot of
themes with fire,” says Van Bower.
“We're doing functional fire items like
pizza ovens and barbeques. We also do
fire pits.”

Combining fire elements with water
features provides a strong contrast.

“You can imagine an outdoor room
with three sides open over some type
of decorative water feature.” Van Bower
says. “On the opposite side of the water,
a fire bowl appears to be floating on the
water.”

Outdoor rooms are shifting from
being a trend to a necessity, and extend-
ing living space from the inside to the
outside matters to more consumers
every day.

“Builders need to recognize we are
craving these spaces,” says Derick.
“People are now craving reconnecting
with the earth, so give us our outdoor
rooms.” PB

AWA LOG ON Want to learn more innovative home
u building ideas? Visit us online at
www.ProBuilder.com/plansandprojects
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Popular .042" vinyl siding in game changing colors - exclusively from BlueLinx.
Those that play to win turn to BlueLinx for vinyl siding. Choose from 17 exclusive GP vinyl siding
colors and fill your next neighborhood with rich, dark colors. For more information on durable,
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THE PROVIDENCE’S
EXTERIOR
demonstrates the
builder’s commitment
to creating an
architecturally
distinctive
neighborhood where
homes feature
windows on four sides.
Buyers sometimes add
character to their living
space by adding a bay
window, as shown in
the Providence’s dining
area.

MORE
CONTENT
ONLINE
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>> BY ANN MATESI, CONTRIBUTING EDITOR

New Community
Built on Strong Roots

This builder’s architecturally distinctive models cultivate a new crop of buyers for
a clubhouse community in a fast-growing corridor outside Chicago.

Not long ago, an hour’s drive south from downtown Chicago
led to the land of the two-lane country road, framed on either
side by field and farmstead and punctuated periodically by a town
passed through in the blink of an eye. Today, Illinois’ northeastern
counties have the state’s hottest housing markets, as new home
buyers continue to move farther in search of more home at an

affordable price.

Lakewood Homes reinforced its role
as one of the area’s leading production
builders by opening 10 single-family
models in January at Lakewood Prairie
west of Joliet, I1l.

The abundance of open farmland
has led the rural counties southwest
of Chicago to become the next major
zone for development in the area, says
Richard Bridges, regional sales man-
ager for Hoffman Estates, Ill.-based
Lakewood Homes.

“We had just closed out a success-
ful project in a nearby community east
of Joliet and wanted to capitalize on the
strong regional acceptance we already
had in place,” says Bridges. “We have a
unique and highly competitive situation
here because every major builder in our
market has its own project in literally the
same spot. You have to really stay on top
of things and offer buyers something
unique, high quality and competitively
priced to remain successful under these
circumstances.”

Market Opportunity

Lakewood Prairie is designed to be
a family-oriented development that
includes a private, community-support-

ed clubhouse with a swimming pool,
tennis and volleyball courts, and a tot
lot. Because of diverse product offerings,
the builder is able to court a wide range
of buyer markets, ranging from singles
and empty nesters, to first-time buyers
on up to second-time move-up executive
families.

“So far, customers are buying the
spacious, flexible floor plans available
at Lakewood Prairie,” says Bridges. Pre-
sales began there in June 2005. “We're
finding, however, that our market draw
has actually been more difficult to pin
down than it has been on our previous
projects in the area. For the most part,
those buyers were typically local resi-
dents already. This time, we are getting
buyers from much further north and
west than we had originally anticipated.
This has turned out to be a blessing in
this highly competitive market.”

Challenges Met

The builder added the 325-acre parcel
of reclaimed farmland to its portfolio
five years earlier but suspended plans
for its development until several nearby
projects were completed. “We held off
until the timing was right for us. We did

not want to end up competing with our-
selves,” says Bridges.

While Illinois farmland is typically
flat, the topography of this site had a sig-
nificant grade change running from its
northeast to southwest corner that pre-
sented the builder with both an oppor-
tunity and a challenge. “It does permit
us to offer buyers desirable walkout
and lookout basement options on some
lots, as well as the chance to create a
more interesting overall streetscape,”
says Bridges. “But from an engineering
standpoint, it made the grading issues
much more difficult.”

Because of this, Lakewood Prairie
required more planning than usual, says
Bridges. “There were a whole bundle of

VITAL STATS

Lakewood Prairie

Location: Joliet, Ill.
Builder/Architect/Developer: Lake-
wood Homes, Hoffman Estates, ll.
Interior Merchandiser: Eleni Interiors,
Naperville, IIl.

Square Footage: 1,250 square feet to
3,997 square feet

Minimum Lot Size: 9,100 square feet
Current Models Opened: January
2006

Price Range: $180,990 - $303,990
Began Pre-Sales: June 2005

Buyer Profile: singles; first-time buyers;
move-up buyers; empty nesters
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THE KITCHEN IN
THE PROVIDENCE
MODEL features a
center island, walk-in
pantry and built-in
organization center
as standard. The
breakfast area can
be expanded with
an optional box bay
window.

considerations that made engineering this devel-
opment like putting together a puzzle.” These
included painstaking planning of neighborhood
roads to create a curvilinear streets; anticipating
and accommodating driveway slope requirements,
building pad size requirements and side yard
requirements; avoiding lining up multiple homes
in a row; and the challenge of siting big homes on
relatively modest-sized lots.

The rural location also presented the builder
with the challenge of creating new infrastructure
where there was none in place already, including
constructing or improving key access roads in con-
junction with the city and other local builders.

“According to our annexation agreement with
the city, each builder is responsible for building or
improving the portion of the road that they impact
on in accordance with the specifications of the
municipality. One year later, we've had to recon-
struct our portion of the main access road from two
lanes to a five-lane highway with a center median
and turning bays.”

Captivating Models
Three product lines are currently available at
Lakewood Prairie, including single-family attached

BR
14x13

SIT'G
13x12

BR
13x15




BEAUTY ONCE RESERVED
FOR PEOPLE WITH NAMES LIKE

VANDERBILT AND ASTOR

IS NOW AVAILABLE FOR FOLKS WITH NAMES

LIKE HANK AND BOB.

Otr dccorativ; synthetic millwork
collections hint at the grandeur of another era.
All cast in lightweight, easy-to-install materials
+ and available in a variety of styles and sizes.

Uncommon beauty is hereby in the

hands of the common man.




PROFESSIONAL BUILDER 06.2006 www.PROBUILDER.COM

~J
(o)}

Plans and Projects)

THE PROVIDENCE’S
MASTER SUITE
provides buyers with
plenty of opportunity
to customize their
personal retreat; a
tray ceiling, sitting/
exercise room, office
space, coffee bar or
a bathroom skylight
can be added.

Country Homes; larger, detached Classic Homes;
and upscale Executive Homes. Although the build-
er’s portfolio of plans offered at Lakewood Prairie
includes designs that have been developed and
used in its other communities, their exterior archi-
tecture makes them look very different from past
projects, says Bridges.

Homes in different price points are intention-
ally intermingled throughout the development
rather than arranged in clusters to enhance archi-
tectural diversity.

Although all of the single-family plans have
been developed to provide buyers with some
choice in configuring their living space, the
Executive Homes are designed to offer pre-deter-
mined options to overcome a buyer’s negative
preconceptions about buying a non-custom home,
says Bridges. “I call it Swiss Army knife planning
because we offer so much flexibility that, viewed
side-by-side, the same model can be completely

different and we've eliminated the need to go out
for bids in order to make changes.”

Bridges cites the two-story Providence model,
which he describes as the “hook” for the neigh-
borhood, as a great example of flexibility in liv-
ing space. With a base price of $288,990, the
3,573-square-foot home can feature 27% to four full
bathrooms and three to six bedrooms; a main-
floor “wildcard room” that can be used as a den,
play room or in-law quarters; a second-floor family
room; and an exercise or sitting room as part of
the master suite that doesn’t increase the overall
square footage.

“We are able to tell them, ‘If you like that in
this model, you know that you can do that in your
model, too’, says Bridges. “They really respond to
the custom feel of this approach. PB

A4 LOG ON Log on to learn about the architectural challenges
Lakewood faced during this project
www.ProBuilder.com/plansandprojects



BellSouth® Community Technologies

It's all about having the right tools for the job.
And a solid foundation.

Introducing BellSouth Community Technologies, a new, specialized division of BellSouth, providing the right tools for the big job.
Our team is dedicated to helping you build not just a development, but a community. You can trust that our marketing professionals,
project managers and network engineers will be there every step of the way. We provide you with the latest integrated communications
and fiber-based solutions in the Southeast. And by working with us, you'll be helping to ensure your future residents will have everything

they need to feel right at home.

1.888.899.9043 ® BELLSOUTH'

bellsouth.com/develop
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Professional Builder‘ KEYNOTES: TEAMWORK AND LEADERSHIP

0 " Patrick Lencioni is the founder and
The Premier Management Conference for the Housing Industry

president of The Table Group, Inc., a
specialized management-consulting firm
focused on executive team-building

and organizational health. He has been
described by the One-Minute Manager’s
Ken Blanchard as “fast defining the next

is the leadlng bulldlng industry generation of business thinkers.” Pat’s passion for organizations

and teams is reflected in his writing, speaking and consulting. He

management Conference that brings together executive- is the author of five busin ooks, including The Five Dysfunctions
of a Team, which was on the New York Times b ller list. His

level Production builders, custom buﬂders, architects and new book, Silos, Politics and Turf Wars, came out in March 2006.
Pat consults to executives and speaks to world-class organizations,
bulldlng oOwWners WhO are serious about their businesses. addressing thousands of leaders. Prior to founding his firm, Pat
worked for Sybase, Oracle and Bain & Company. He also served on
the National Board of Directors for the Make-A-Wish Foundation of

This three—day event explores innovative ideas geared
America from 2000-2003.

to make companies more profitable.

Aol Tl

Known for his energetic, innovative
pr ati Keith Harrell is a dynamic
life coach who specializes in changing
behaviors through a positive attitude.
While growing up in Seattle, he aspired
to become a professional basketball
player. Although he never realized that
dream, The Wall Street Journal “What sets him apart . . . is
driving ambition and an attitude that refuses to flag.” Through his
RI T Z o CA R LT ON company, Harrell Performance Systems and his book Attitude is
Everything: Ten Life Changing Steps to Turning Attitude into Action, Keith
specializes in helping companies achieve and maintain their goals.

LA K E LAS VE GAS Harrell spent 14 years at IBM, where he was recognized as one of

the top sales and training instructors. He is widely regarded as

S EPT EMB ER 2 7 - 2 9 ’ 2 (0 Xo) 6 one of the country’s best speakers.
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>> BY JENNIFER BLOCK MARTIN, CONTRIBUTING EDITOR

Shower Your Clients

Spas aren’t just for specs anymore, experts say.

Move over, whirlpools. Soaking tubs, take a hike. The hottest
products are called vertical spas, shower towers, performance showers and carwash-

es. And consumers are clamoring for them.

Ed Pell, manager of market research at
the National Kitchen & Bath Association,
says that although these shower sys-
tems have been in commercial spas for
years and available to use in homes the
past 15, the trend has exploded recently.
“Consumers don't take baths as often
anymore,” Pell says. “People love these
showers for the time saving — and the
toys.”

Know the Players

Moen, Hansgrohe, Jacuzzi, Grohe,
Kohler and others offer systems to sat-
isfy all ends of the market.

Kathy Yates, Moen's target market
manager, says systems that were consid-
ered luxuries are now mainstream. “On
the low end is rainshowers; mid-range, a
showerhead and hand spray with three-
function diverter. High-end would be a
larger shower with four sprays and two
showerheads or a ‘head and hand,” she
says.

“A hand spray is an easy upgrade and
great for families whose small children
are transitioning from the tub.” Moen
offers the pressurized Rainshower.
“Others are like a watering can — you
can’'t rinse the shampoo out of your
hair,” she says.

“People recognize they can add lux-
ury to their daily routine,” says Michael
Wandschneider, a senior product man-
ager for Kohler performance showers.
Kohler’s ultra low—profile WaterTile has
no protruding nozzles and is installed
flush in the ceiling or wall. The BodySpa

10-jet tower recirculates water twice a
minute from a 9o- to 200-gallon basin.
The DTV offers programmable tempera-
ture-based hydrotherapy and feeds up to
eight showerheads, hand sprays or body
sprays.

Hansgrohe’s Shower Panel has four
body sprays plus a hand spray and is
installed in the existing shower mount.

“It's an easy upgrade for new con-
struction because it uses existing hot
and cold water connections — no
plumber needed,” says spokesman
Jason McClain.

Plan for the Unknown
Doug Santoro, president of General
Plumbing in West Palm Beach, Fla,,
stresses that builders should keep
plumbers in the loop. “Showers can
take on a life of their own after the ini-
tial plans are drawn,” he says.

Obstacles can include undersized
water and drain lines, so Santoro recom-
mends a minimum ¥-inch supply line
with 1-inch for cold water and a 3-inch
drain. Spec a heater sufficient to sup-
ply 15 gpm — the Kohler DTV uses 21
— and at least 50 psi. Look for valves
with a higher gpm range. “Three to 4
gpm is not adequate,” he says. “A recir-
culating hot water system is a must with
these showers. You don’t want to wait
to get cold water out of the pipes.” An
ample wastewater system is also needed
to handle the demand, especially if the
home is not on a public line.

Thicker walls to accommodate plumb-

THIS MOEN VERTICAL SPA boasts a rainfall
showerhead, a hand spray and four body
sprays.

ing and electrical lines and insulation for
noise are a good idea, “but builders don’t
want to give up the inches,” Santoro
says. For steam units, “forget the 10-foot
ceiling — go for 7 to 8 feet in the enclo-
sure,” he says; in air-conditioned spaces,
as steam builds and heat rises, conden-
sation beads up on the ceiling. Also con-
sider additional ventilation.

Builders should make sure they
have the right controls and components
for the valves. Kohler, for example, has
behind-the-wall and finished-trim pack-
ages for builders.

With all the bells and whistles,
shower systems can retail for more than
$6,000, plus the pump. “It's my experi-
ence that builders don’t put shower spas
in spec homes, only as an upgrade,” says
Pell.

Jennifer Block Martin is a San
Francisco-based writer.
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The Rapid Response™ Home Fire Sprinkler System, designed specifically
for the home, is the most complete system on the market today —
meeting all the requirements specified in NFPA 13, 13R and 13D.

The Rapid Response System features:

o Sprinklers - a wide range of styles and colors to fit any décor or home design

« BlazeMaster® CPVC Pipe and Fittings - lab tested for outstanding fire performance

« System Components - a full line of risers, valves and accessories to support the entire system

« 10-Year Limited Warranty - so you can install with confidence

The Rapid Response Home Fire Sprinkler System is economical and easy
to install. A standard installation by a qualified professional installer should
take no longer than one to two days.

Help Them Protect Their World. Recommend Rapid Response
Home Fire Sprinkler Systems to your home buyers.

rapidresponse

HoME FIRE SPRINKLER SYSTEM Circle 49 or go to http://pb.ims.ca/5127-49

To learn more about Tyco's Rapid Response Home Fire Sprinkler System, or to request an tqca
educational DVD and brochure, call Tyco Fire & Building Products at 1-877-GET TYCO (1-877-438-8926)

or visit www.tyco-rapidresponse.com Fire & Bui/ding
BlazeMaster is a registered trademark of the Lubrizol Corporation. Products

Refer to www.tyco-rapidresponse.com for full limited warranty information.
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>> BY SCOTT SHEPHARD, PATH PARTNERS

Solar energy for
everyone

Photovoltaics are not just for sunny states.

Many builders assume they need a hot,
sunny state to even consider installing a pho-
tovoltaic (PV) system. While there is a benefit to
being in these areas, homes in colder climates may
be equally good — or even better — candidates.

Does Bright Make
Right?

First, you'll need to discard any
misperceptions you have about
location.

“Solar thermal and photo-
voltaic devices depend on light,
not heat — and this light does
not need to be direct.

“While the Southwest
enjoys particularly good
resources, the entire U.S. has
good solar resources,” says
Noah Kaye, a spokesman for
the Solar Energy Industries
Association (SEIA).

The NAHB Research
Center tested homes with PV
systems in upstate New York
and in Tucson, Ariz., and dis-
covered financial benefits in
both areas.

While a 2-kilowatt (kW)
capacity PV system in Tucson
would generate about 9.4 kilo-
watt hours (kWh) per day, a
similar size unit in New York
would produce 6.2 kWh.

And while a unit in a less
sunny area may produce
fewer kWh per day, it could be
more cost effective if the local
utility has high summer peak
rates because the output of a
PV system has a higher value

in summer than in winter.

Orientation, Tilt,
Roof Shading

Whatever the location, orien-
tation is part of determining
the cost-effectiveness of PV.
Although a roof facing south
is ideal, a system can still work
at 95-percent capacity facing
southeast or southwest.

“If you are 20 degrees off
due south you can still be suc-
cessful,” says Joe Wiehagen,
a research engineer at the
NAHB Research Center.

“In fact, sometimes there
is a real cost benefit to orient-
ing somewhat west because
the PV output can match
peak utility demand more
closely.”

The tilt of the PV unit can
affect its efficiency as well. It
is ideal to allow the maximum
exposure to sunlight, but even
on a flat roof, a PV system can
perform near maximum capac-
ity as long as it has a south-fac-
ing array at the optimal tilt,
which is an angle equal to the
home’s latitude.

Additionally, there should
be little or no shading over the
PV system.

Often referred to by
casual observers as
solar panels, photo-
voltaic systems are
single cells com-
bined and connect-
ed to form PV mod-
ules. PV modules
are manufactured
with varying electri-
cal outputs ranging
from a few watts to
more than 100 watts
of direct current.
The modules are
then connected into
PV arrays to power
electrical devices.
CONM%E%

ONLINE

Is the Price Right?

Determining the price of the
system — and the payback—
will require some research.
For upfront costs, builders will
need to account for the cost of
the components, labor, federal
tax rebates and local incen-
tives. (Go to www.ProBuilder.
com/innovations to learn how to
calculate the costs). For infor-
mation about local incentives,
consult the Database of State
Incentives for Renew-able
Energy at www.dsireusa.org.
For utility rates and payback
periods, contact the utility.

The size of the unit that’s
installed has the most impact
on price.

Generally, a PV system con-
nected to the grid costs about
$7,000 to $10,000 per kW
of capacity, before incentives.

PROFESSIONAL BUILDER 06.2006 www.PROBUILDER.COM
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>> PATH REPORT

Builders can use the following formula to determine a
project’s payback period:

(Installed Cost - Incentives) / (Electric Rate * Hours of
Sunshine/Yr * Size of PV System in kW)

for the Future?

Let Our Design
- Complement Yours.

Give your clients the ideal energy-
saving solution for every house
you build — the Rinnai tankless
water heater. With innovative
technology which heats water on
demand, it is the ideal comple-
ment for luxurious roman spa
baths, body spray systems and
larger bathrooms, providing up to
8.5 gallons of hot water per
minute. Every Rinnai unit is
designed to provide endless hot
water at the temperature your
_ lients desire. Significant energy
: '\":':,‘ avings and ease of installation
g puts your clients at an advantage

— the Rinnai Advantage.

Insist on Rinnai today for the
homes you build tomorrow.

o [ ]
Rinnai.
TANKLESS WATER HEATERS
SEE US AT: 2006 For more information,

: call 1-800-621-9419
or visit our websites

SAN FRANCISCO « JUNE 20 - 23, 2006 www.rinnai.us
BOOTH #231 www.foreverhotwater.com

Circle 21 or go to http://pb.ims.ca/5127-21

Thirty-nine states also permit customers
to sell excess energy back to the utility.
(Contact the local utility to learn more.)

To determine the project’s payback
period, find out the local peak electric
rates and the number of sunlight hours
per day. Divide the upfront cost of the
product by the local price of electricity,
the hours of sunshine per year, and the
size of the PV system.

To make a generic estimate, build-
ers can use this formula: (Installed Cost
— Incentives) / (Electric Rate * Hours
of Sunshine/Yr * Size of PV System in
kW).

This does not take into account all of
the variables, however. For further assis-
tance, use the Performance Calculator
for Grid-Connected PV Systems, pro-
vided by the National Renewable Energy
Laboratory at http://rredc.nrel.gov/
solar/calculators/PVWATTS).

Easy to Install

Builders who have never installed a PV
system before shouldn't let any a fear of
new technology daunt them, says John
Graziose, vice president and co-owner of
Gerber Homes in Rochester, N.Y.

“The systems were very simple to
install,” Graziose says. “We built the
houses, and [the subcontractor] came
and plopped them on. We had to run
some feeds up into the attic, and we ran
some conduits for them to use, but it
was very convenient and very simple. On
top of that, we didn’t have any problems
finding a subcontractor to install it.”

But before installing the system, put
some effort into improving the efficiency
of the home that the system will serve.

Insulation, Low-E windows, air seal-
ing and a high-efficiency HVAC system
all have shorter paybacks, so it makes
sense to do them first. PB

Scott Shepherd writes about better build-
ing practices on behalf of PATH.

LOG ON Want to learn more about phot-
| voltaics? Head online and visit us at www.
ProBuilder.com/innovations



THE POWER OF YELLOW."

JDPOWER

AND ASSOCIATES®

“An Outstanding Product
and Service Experience

for Home Builders.”

PRESENTED TO

PELLA

BY ].D. POWER AND ASSOCIATES

Quality products. Fewer hassles. Greater satisfaction. No wonder Pella was named a J.D. Power and Associates Certified
Home Builder Supplier. Our home builder clients already know what Pella delivers. Now the rest of the world does too.

Learn more about all the ways The Power Of Yellow™ provides an award-recognized product and service experience.

866-209-4216 www.pella.com/pro

@

VIEWED TO BE THE BEST®
.
For J.D. Power and Associates Certified Home Builder Supplier Program™

information, visit www.jdpower.com or call 1-866-842-7548. Circle 51 or go to http:”pb_ims.cals127-51

© 2006 Pella Corporation




BUSINESS
CENTRAL

OUR BUSINESS:
HELPING YOURS.

Businesses like yours need just the right vehicles, vehicle specifications, service capabilities and experienced dealers to get the
job done. Chevy Business Central dealers provide all that, and more. Our dedicated sales staff can meet to discuss your needs.
They have a sizeable inventory of trucks, vans, SUVs and cars that are ready to work. And specially designed service facilities to
help keep your business vehicles running smoothly. For more information, visit chevybusinesscentral.com for the Business
Central dealer near you.

chevybusinesscentral.com

sfe= AN AMERICAN R VOLUTION




Innovations

Windows
& Doors

Kolbe & Kolbe

Kolbe & Kolbe Millwork connects the past and
the present in its Old World Classic windows.
These classic windows feature a traditional brass
and pulley system with a lever handle and an
oil-rubbed finished. This window is available in
western pine, Douglas fir, mahogany, oak, maple

>> BY RHONDA JACKSON, BUILDINGPRODUCTS@REEDBUSINESS.COM

Andersen Windows

& Doors

Andersen has a new Low-E4
glass for windows and doors.
The Low-E4 features an exterior
coating that works with sunlight
to reduce dirt buildup and water
spots. This fast-drying glass is
energy efficient and also reduc-
es sound and shields UV rays.
This glass is offered standard in
all of Andersen’s 400 Series.
Circle 126 or go to
http://pb.ims.ca/5127-126

and cherry. There are nine interior pre-finish op-
tions and 20 color offerings. Decorative options
include: removable grilles, grilles-in-the-airspace
and performance-divided lite or

true-divided lite.

Circle 125 or go to
http://pb.ims.ca/5127-125
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Therma Tru

Therma Tru introduces the Classic-Craft Mahogany door collection.
This eight-panel fiberglass door replicates the look of Honduran
mahogany grain. The door measures 6 feet by 8 inches by 3 feet. The
door has an optional 10-inch by 42-inch center arch for a decora-
tive glass insert. The Classic-Craft line is designed for the Arcadia,
Ashurst, Longford and clear decorative glass styles. There is also a
6-foot, 8-inch full-lite, flush-glazed sidelite.

Circle 127 or go to http://pb.ims.ca/5127-127

PROFESSIONAL BUILDER 06.2006 www.PROBUILDER.COM
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brought to you by Fantech >> WINDOWS & DOORS

e
S —
= \ - ‘ <@ Hurd
Enjoy the Luxury of ‘,;j; I I ‘ ' || Hurd Windows & Doors’
H ! = — y new line of patio doors
a Quiet Batl: Ftan t,(, [ l are characterized by
o Energy Efficient Moo v ! its wood interiors. The
r . Inline Fan w3 doors are available in
Vent
% (F]le;(ilfrl]i Design [/277[ i nine woods with six
P i/ hardware finishes. The
* Remote Fans from = | locking mechanism is
122 CFM to 263 CFM  VentLight | | =, ! designed to match entry
o UL Listed for \[ [ door locks by operating
Wet Locations [ from the bottom up. The

N patio doors have two

\ installation options: an
in-swing installation with
an adjustable hinge sys-
tem and an out-swing
set-up that operates by
ball-bearing butt hinges.
Circle 128 or go to
http://pb.ims.ca/5127-
128

© (One or Two Port
¢ Models Available

REGI00FL

le with Hal Light Available without Light Available with
Fluorescent Light

Fa nte C h 1-800-747-1762 « www.fantech.net

Circle 53 or go to http://pb.ims.ca/5127-53

Weather Shield >
Weather Shield introduces
4 Visions 3000, an expansion
and upgrade to its 2000
series line. Visions 3000
features a sloped sill, inte-
rior finger lift, integral brick
mould and a floating 2-%4
jamb liner. The windows are
available in several single-
hung styles: tilt, tilt oriel, tilt
eyebrow, tilt picture as well
as a simulated transom and
a single slide-by design. Vi-
sions 3000 comes in white
and tan with vinyl, wood
&l and cellular PVC interior
trim options.
Circle 129 or go to http://
pb.ims.ca/5127-129

.

.

|

Commercial Mailboxes | Residential Mailboxes

Signage

Contact Us for a Free Catalog! | SALSBURY)

Peaple Committed to Quality Since 1936”

1010 East 62nd Street, Los Angeles, CA 90001-1598  p: 1-800-624-5269 « f: 1-800-624-5299

Circle 54 or go to http://[pb.ims.ca/5127-54
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Rely on FrameSaver for "Rot Proof Solutions for Your Home™”'
Now exclusively from Endura Products

No matter how well a home is built, over time water and insects will come in contact with your
exterior door frames. Wood acts like a straw drawing up the moisture and eventually rots your
frame. This makes repairing the damage costly.

The problem starts at the base, the portion of your door frame with the most exposure to moisture
and insects. By protecting the base, you protect the entry to your home. It's where you'll make
your first impression! That's the idea behind our patented FrameSaver® technology. A revolutionary
wood composite material so resistant to rot and insect damage, we guarantee the frame for life.

Contact Endura Products, Inc. for FrameSaver® and more rot proof solutions for your home;
featuring all composite Z-Series Sills, French Door Astragals, Continuous Entry Door Systems,

and weather sealing products.

Circle 55 or go to http://pb.ims.ca/5127-55 ﬂ
2lfFrameSaver

www.enduraproducts.com | 800.334.2006 | www.framesaver.com Exclusively from B Endura




Innovations
>> WINDOWS & DOORS

Integrity

Integrity’s new line of All Ultrex windows is available in single-hung, polygon and transom window styles.
Special features include factory applied jamb extensions and Sheetrock return, optional universal J
channels and standard non-integral folding nailing fin. The exterior frame can be ordered in stone white
or pebble gray and the interior frame comes in stone white.

Circle 130 or go to http://pb.ims.ca/5127-130.
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NOT With Us!
OT With Us!
ESIDENTIAL
ARRANTY .
wommodGeneral Liability Insurance*  AWANIAZE
; —§
& New Home Warranties
Exclusively for Builders
Loewen

Loewen introduces metal to its windows and
doors with Cyprium Collection. This collection
*General liability insurance is administered by Lockton Risk Services and is insured features copper and bronze-cad windows

by Western Pacific Mutual Insurance Company, a Risk Retention Group. with several patina options: natura (non-patina),
umbra (brown) and verdigris (green). The copper
and bronze are integral in the sash, frame and
Circle 74 or go to http://pb.ims.ca/5127-74 simulated divided lite bars. This collection is avail-
able in awning, casement, picture and specialty
windows and terrace doors.

Circle 131 or go to http://pb.ims.ca/5127-131.
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Best In American Living Awards

e SINGLE-FAMILY DETACHED HOMES BUILT
FOR SALE

o ATTACHED HOMES BUILT FOR SALE
* ONE-OF-A-KIND CUSTOM HOMES
® ONE-OF-A-KIND SPEC HOMES

e AFFORDABLE HOUSING RENTAL

¢ COMMUNITY DESIGN

* SMART GROWTH

e HUD SECRETARY’S AWARD FOR
EXCELLENCE

® INTERIOR DESIGN: KITCHEN

¢ INTERIOR DESIGN: BATH

¢ INTERIOR DESIGN: SPECIALTY ROOM
¢ INTERIOR DESIGN: DETAIL

e INTERIOR DESIGN: AMENITY/FACILITY

A

ARt

hime

Professional
Builder

ENTER YOUR AWARD-WINNING PROJECT

THE BEST IN AMERICAN LIVING AWARD design competition is open
to builders, architects, designers, developers, land planners and interior
designers nationwide. Homes completed or, for which the first model
opened between May 1, 2005, and July 15, 2006, are eligible for this

year's competition.

Public announcement of the 2006 winners will be at the 63rd NAHB
International Builders” Show. Winners will be presented awards during a
ceremony sponsored by NAHB, Professional Builder and several leading
building product manufacturers. The BALA winners will be posted on

probuilder.com for up to one year after the ceremony.

Any questions contact Judy Brociek at 630-288-8184 or

jbrociek@reedbusiness.com

Visit
www.housingzone.com/bala
for registration information
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NAHB -fi
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Innovations

>> WINDOWS & DOORS

Hy-Lite has added decorative glass windows to its family of glass block products. The windows
are offered with a square, oval or octagon shape frame with black, brass or nickel caming. The
square windows are 4 feet by 4 feet with optional white, tan or driftwood vinyl frames. The two
oval windows measure 2 feet by 3 feet with a white frame. There are eight designs to choose
from: Craftsman, Cathedral, Victorian, Spring Flower, Fleur-de-lis, Radiance, Floral and Geometric.
Circle 132 or go to http://pb.ims.ca/5127-132.

ooL >

ODL introduces the Michael
Graves Collection of decora-
tive door glass. The collection
offers elegant, clean designs in
three styles: the Acacia, Vienna
and Fleur-de-lis. The Acacia’s
sizes include 22 inches by 64
inches, 22 inches by 80 inches,
8 inches by 80 inches and a
rectangular transom.

Circle 134 or go to
http://pb.ims.ca/5127-134.

300 Series Simulated Transoms By Peachtree
pm—— A new addition to Peachtree's 300 Series is revolutionary.
H 1 Now you can add all the style and character of a transom
| | without the extra costs of mulling two units together.
; The simulated transom double hung is easier to install,

[ more structurally sound, and more affordable than a
’ traditional mulled transom. With solid pine frames, pine
u or PVC interiors, and exterior extruded vinyl cladding,
[ this new product is available in multiple shapes and sizes,
‘ including rectangle, segment, circle heads, and Gothic
configurations. For more information, call 800-732-2499

L1 or visit www.peachtreedoor.com.

Peachtree Doors & Windows

Circle 215 or go to http://pb.ims.ca/5127-215

CraftMaster V

The Corvado is a new Shaker-style interior door
by CraftMaster Door Design. With a two-panel,
square-top plank design, the Corvado can be
combined with a bi-fold style design or the Cellini
series for a raised-panel molding. This door is
available in 7-foot and 6-foot, 8-inch heights.
Circle 133 or go to http://pb.ims.ca/5127-133.




- The newest
shape to gather
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=== to French country with just
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heatilator.com
Circle 59 or go to http://pb.ims.ca/5127-59




Professional Builder

BENCHMARK

The Premier Management Conference for the Housing Industry

is the leading building industry
management conference that brings together executive-
level production builders, custom builders, architects and
building owners who are serious about their businesses.
This three-day event explores innovative ideas geared

to make companies more proﬁtable.

Ri1Zz-CARLTON
LLAKE [LAs VEGAS
SEPTEMBER 27 - 29, 2006
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KeYNOTES: TEAMWORK AND LEADERSHIP

@(Zﬁtc%ﬂ ereceoree

Patrick Lencioni is the founder and
president of The Table Group, Inc., a
specialized management-consulting firm
focused on executive team-building
and organizational health. He has been
described by the One-Minute Manager’s
Ken Blanchard as “fast defining the next
generation of business thinkers.” Pat’s passion for organizations
and teams is reflected in his writing, speaking and consulting. He
is the author of five business books, including The Five Dysfunctions
of a Team, which was on the New York Times seller list. His
new book, Silos, Politics and Turf Wars, came out in March 2006.
Pat consults to executives and speaks to world-class organizations,
addressing thousands of leaders. Prior to founding his firm, Pat
worked for Sybase, Oracle and Bain & Company. He also served on
the National Board of Directors for the Make-A-Wish Foundation of
America from 2000-2003.

/ %/I’/’l’.//

Known for his nergetic, innovative
presentations, Keith Harrell is a dynamic
life coach who specializes in changing
behaviors through a positive attitude.
While growing up in Seattle, he aspired
to become a pro onal basketball
player. Although he never realized that
dream, The Wall Street Journal says, “What sets him apart . . . is
driving ambition and an attitude that refuses to flag.” Through his
company, Harrell Performance Systems and his book Attitude is
Everything: Ten Life Changing Steps to Turning Attitude into Action, Keith
ing companies achieve and maintain their goals.
s at IBM, where he was recognized as one of
the top sales and training instructors. He is widely regarded as

one of the country’s best speakers.
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Professional Builder

SEPTEMBER 26-29, 2006
Rit1z-CAaRrRLTON, LAKE LAS VEGAS

M MWQK

I12:00 —
HousinG Tour - MouNTAIN EDGE COMMUNITY

H2¥ 0.0l = (100
GoLr OuTING - REFLECTION BAY GOLF COURSE

6:00 — 8:00
‘WeLcoME CocKTAIL RECEPTION

WM MM» 27

8:00 —9:30

KEYNOTE ON LEADERSHIP — PATRICK LENCIONT

Patrick Lencioni is the founder and president of
The Table Group Inc., a specialized management-
consulting firm focused on exccutive team-building
and organizational health. He has been described by
the One-Minute Manager’s Ken Blanchard as “fast
defining the next generation of business thinkers.”
Pat’s passion for organizations and teams is reflected

in his writing, speaking and consulting. He is the

author of five business books, including The Five

Dysfunctions of a Team, which was on the New York
Times Best Sellers list. His new book, Silos, Politics and Turf Wars, came out in March
2006. Pat consults executives and speaks to world class organizations, addressing
thousands of leaders. Prior to founding his firm, Pat worked for Sybase, Oracle and
Bain & Company. He also served on the National Board of Directors for the
Make-A-Wish Foundation of America from 2000-2003.

9:44 — 11300

REAL-ESTATE MARKET UPDATE — JOHN BURNS,
PRESIDENT, JoHN BurNs REAL EstaTE CONSULTING
GIANTS magazine columnist John Burns provides unique insight to the real-estate
market. He will share the trends, opportunities and threats facing home builders in

an increasingly difficult market.

11:00 — 11:4§

Buriping MATERIAL MARKET UPDATE —

BARRY RUTENBERG, PRESIDENT,

BARRY RUTENBERG AND ASSOCIATES

Barry Rutenberg has been a leading voice in understanding the impact building
material issues have on builders. He will share his timely information on

regulations, tariffs and other events affecting product supply.

BENCHMARK

The Premier Management Conference for the Housing Industry

DETAILS

I8 S NG AT AR S
LEADERSHIP — LARRY WEBB
CEO, Joun Laing HoMEs

Establishing a culture of leadership in a company requires inspired direction and

b

a strong plan. Hear from a recognized industry leader on successful methods for

developing true leaders in your organization.

RS o SO

StrRATEGIC PLANNING — MARK HODGES,

SENIOR VICE PRESIDENT, CORPORATE OPERATIONS,
HovNANIAN ENTERPRISES

Leadership translated into action only comes from strategic planning. The future
of Hovnanian Enterprises has been mapped by a clear plan. Learn about the
methodology for strategic planning executed by one of the largest, most

aggressive builders in the country.

O BT -OE AL

HumaN REsources — MArRk UPTON,

ExEcuTive VICE PRESIDENT — WESTERN REGION,
TecunicarL Orympic USA

The engine at the center of any successful home building company is
fueled by quality employees. Technical Olympic’s focus on supporting
quality people with best practices points to the clear connection

between recruitment/retention and superior operations.

3:00 — §:00
BREAKOUT SESSIONS —

LEADERSHIP, STRATEGIC PLANNING,
HumaN RESOURCES

6:00 — 10:00

NHQ AwarRD DINNER

REGISTER TODAY!

www.PROBUILDER
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In a year of change, home builders face new pressures from all sides. Ensuring they execute the details of their businesses is

essential to growth and prosperity. To help you succeed, the Professional Builder 2006 Benchmark Conference focuses on

the specifics of operating a quality home building company.

Our keynote speakers will address the essential success elements of leadership and team-building, providing the framework

for executing the details. Then our nationally recognized builders will delve into six areas that are essential to develop for

your company’s future success: Leadership, Strategic Planning, Human Resources, Trade Relations, Performance Manage-

ment and Construction Quality

KEYNOTE ON PERFORMANCE — KEITH HARRELL

Known for his energetic, innovative presentations, Keith
Harrell is a dynamic life coach who specializes in changing
behaviors through a positive attitude. While growing up in
Seattle, he aspired to become a professional basketball
player. Although he never realized that dream, The Wall
Street Journal says, “What sets him apart from less

successtul speakers is driving ambition and an attitude

that refuses to flag” Through his company, Harrell
Performance Systems, and his book, Attitude is Everything:
Ten Life Changing Steps to Turning Attitude into Action, Keith specializes in helping
companies achieve and maintain their goals. Harrell spent 14 years at [BM, where

he was recognized as one of the top sales and training instructors. He is widely

regarded as one of the country’s best speakers.

9:45 — 11:45

LEGENDARY SERVICE AT THE Ri1Z

The Ritz-Carlton has carned a worldwide reputation for delivering customer services
that set a standard for every business owner to emulate. How do they do it? Get the
inside story on their methods to identify, hire, train and motivate employees to meet

the demands of the most demanding customers.

KI5 5 el
NRS SartisractioN 1 AwARD LuNcH

.coM/BENCHMARK

DETAILS

1:15 — 1:4§

TrRADE RELATIONS — BRYAN BINNEY,

VICE PRESIDENT OF OPERATIONS, SHEA HomMmes

Developing partners to support the future of your business is essential to mitigate
the risk of home building Trade partner relations mean sharing in each other’s
success. Executing that requires careful communication, attention to details

and long-term commitments.

1R e LS

PERFORMANCE MANAGEMENT — BILL SAINT,

CFO & DIRECTOR, SIMONINT BUILDERS

Every good company wants to improve performance. Establishing a foundation for
performance management is essential. 2006 Builder of the Year Simonini Builders
has created in-house methods that give the tools to its employees to meet enormous

expectations from demanding clients.

2:15 — 2:45%

ConsTrUCTION QUALITY — CHARLIE SCOTT,

ExecuTive VicE PRESIDENT, THE ESTRIDGE COMPANIES
Known for its superior customer service, The Estridge Companies starts the process
through a program of superior construction quality. Learn the techniques this dynamic

company uses to control, communicate and execute the craft of building every day.

3Eloe S ¥ 00
BrEAKOUT SESSIONS —

TrRADE RELATIONS, PERFORMANCE
MANAGEMENT, CONSTRUCTION QUALITY

6:30 — 10:00
NETWORKING OUTING —
NiNE FINE IRIsSHMEN PuB

9:00 — 12:00

TEAM—BUILDING OPPORTHNITIES

After two days of hard work, bring your group together for fun and team-building ex-
ercises. Offered through the Ritz-Carlton, attendees will have access to hiking, biking,
ATV riding and other outdoor activities in the beautiful Lake Las Vegas area. Also, take
the opportunity to participate in team-building exercises such as a CSI Investigation or

Building a Catapult.
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Product Showcase / INnterior/Exterior

SUMMER SKY CEILING PANELS
BY OUTWATER

Outwater’s new series of Summer
Sky Acrylic & Acoustic Ceiling
Panels is guaranteed to brighten
{ your day for eternity by bringing
the open airy ambiance of soft
white clouds against a light blue sky
right into the temperate, climate
controlled environment of your
home or office. Designed for “drop
in” use with suspended ceilings
in residential and commercial
new Construction or renovation
projects, Outwater’s 2'x2" and
2'x4" Summer Sky Acrylic &
Acoustic Ceiling Panels are durable,
lightweight and economical.

©2006 - ®, ™ are registered trademarks of General Ecology, Inc.

SEAGULL IV water purifiers provide instant, great
+ ' tasting purified water for drinking, cooking and ice
FREE 1’ 100+ PAGE MASTER CATALOG! cubes, right at the kitchen sink. These compact,
easy-to-install purifiers feature “Structured Matrix™” —
the only technology independently certified to meet the
EPA Standard for microbiological purifiers against
bacteria, cysts and viruses without chemicals, electricity
Call 1-888-772-1400 (("uql()g Requests) or wasted water. They also remove foul taste, odor and

1-800-835-4400 (Sales) * Fax 1-800-835-4403 chemical pesicides such as chiorine. gt IS
-outwater.com @ 800-441-8166 - www.generalecology.com

New Jersey ¢ Arizona * Canada

LOWEST PRICES...WIDEST SELECTION... ALL FROM STOCK!

All health claims not in accordance with local or state laws are hereby withdrawn.
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NobleSeal TS

The best choice for thin-set waterproofing

NobleSeal TS is a thin, i {
sheet membrane that provides ”
uniform thickness and quality.

Using TS helps insure watertight

installations by minimizing

workmanship variables.

Makes Surface Protectlon
& Dust Control

Use NobleSeal Sheet Membranes
over common substrates
including radiant heat systems,
gypsum concrete and many
wood subfloors. NobleSeal TS

is approved for thin-bed
waterproofing in showers.

NobleSeal TS is a proven performer
with millions of square feet installed Easy to install
for over two decades.

Guaranteed to Last.

Nobl N Company

800-878-5788 simple Solutions...

www.noblecompany.com Proven Performance

NobleSeal TS

Call for our FREE Surface Protection Guide

1-800-789-6633

www.protectiveproducts.com
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ADVERTISEMENT

Weatherproofing / product Showcase

Small Leaks

Can Have Big Consequences

My
¥4 Home Leaks Like A Sieve

il _
B —

—_——

The 10-Year FortiShield Warranty is the
industry’s best performance guarantee for
weather-resistive barriers, sealant and flashing
products. It provides added assurance that you're
protected against moisture intrusion and the
unintended publicity it can cause.

call 800-773-4777 for
complete warranty Protecting Your World from the Elements™

limitations and details.

Please see Fortifiber.com or 1? Fortifiber Building Systems Group®

Please visit us at booth 0411 in the South Hall of PCBC

PROFESSIONAL BUILDER 006.2006 HOUSINGZONE.COM
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Product Showcase / Interior/Exterior

When a spreadsheet just won’t do.

DealBuilder eliminates all that tedious spreadsheet
programming So you can make better decisions, faster.

You can prepare an accurate preliminary analysis of your
deal in 60 minutes - including sales, costs, profits, loans,
equity, NPV’s and IRR’s. Then you can create accurate spread-
sheets and presentation graphics for investors and lenders in
just an hour or two more.

Of course things change — and when they do, you can
see the impact of those changes, any change, in 30 seconds.
And quickly create revised financials.

DealBuilder does it all, right out of the box. And after
training, you can return it in 30 days. But that’s not likely to
happen. Because once you've seen DealBuilder in action,
we’re confident you’ll never want to do a deal without
DealBuilder again.

DealBuilder’

Plan. Analyze. Maximize.
Visit www.dealbuilder.com or call us at 1-800-332-5253
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Saunas Since 1964!

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.

800-354-3342
www.finlandiasauna.com site for complete information.

Call for a free brochure or browse our web

Finlandia Sauna for your Health!
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Interior/Exterior / product Showcase

NEED HELP WITH
Wme Cellar DeS|gns?

AT G ue

%ﬂw

ETCHED PANTRY GLASS

SANDBLASTED WINE & LAUNDRY
FAUX FRENCH & REEDED GLASS
SIDE-LITES & HALF-LITE DOORS
SPECIALTY GLASS DESIGNS

Use IWA’s Online Rack Design &
Take 15% Off Our Catalog Price*

Why do leading builders come to IWA? Because we are the
experts delivering custom racking, cooling units, wine cellar
design and much, much more at the best prices!

*To receive dlscount Provide Source Code PB. Limited time offer. Expires 7/10/06.

INTERNATIONAL WINE ACCESSORIES®
][W \ Visit us at iwawine.com
LN\ Or call 1.800.527.4072

For free information circle 207

woodport

INTERIOR DOORS
Handcrafted by Heritage Veneered Products

PROFESSIONAL BUILDER 006.2006 HOUSINGZONE.COM
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Product Showcase / INnterior/Exterior

VACUUMS WETandDRY

Finally, a Built-In Central Vacuum System that will simultaneously clean, wet and dry!

Dry Vacuum Quick Spill Pick Up Hard Floor Cleaning Carpet Cleaning Upholstery/Auto

|
‘ Cleaning

! The AQUA-AIR Wet/Dry® will vacuum
every surface using a 100% dust removal,
water-filtration process, but also incorpo-
rates a hot water delivery and pick-up
capability to deep clean those same sur-
faces. The Aqua-Air Wet/Dry is the most
advanced central vacuum cleaning system.

Ideal for: ® Homes ® Restaurants
® Health Care ® Auto Detailers
® Day Care ® Vet Clinics and more....

Residue-Free Cleaning for a

Healthy Indoor Environment

AQUA-AIR

(—

Total Cleaning System

www.aquaair-wetdry.com
o or call 800-916-5777
Made in USA B
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Just Released SoftPlan Version 13!
Get the Job Done with Easy to Use Residential Design Software

RDS Design, Inc.
rdsdesign.com
Rendering By: Aaron Johnson

ovmoss

feleloRer]

material lists - 3D

floorplans - elevations - cross secti

derings - DWG drawings

for a FREE demo
CD or live demo
call 800-248-0164
or visit www.softplan.com

Version 13

ARCHITECTURAL DESIGN SOFTWARE

Quickly build a
fr 1ding OSHA
compliant guardrail
that provides fall
protection throughout

C()nstructiun,
including dryw:

The Low Cost
FREESTANDING

FALL PROTECTION

www.safetyboot.com

all protection
requirements.
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High Capacity Girder Hangers

Simpson’s GU series are high-capacity girder
hangers designed for situations where the
header and joist are flush at the top. These
connectors can be retrofitted on the framing
members after they are temporarily placed
in position. They use Simpson Strong-Drive®
screws (SDS) to make installation fast and easy,
with no pre-drilling required.
www.strongtie.com

Simpson Strong-Tie

For free information circle 213
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UDA . N
ConstructionOffice

Construction Productivity Software

Start Your Next Project Right.

Network Versions
starting at$1 499
Professional

""$499

Real User.
Real Return.

Tom Lasley, a third generation North
Carolina contractor, leveraged the
ConstructionOffice system to transform
himself from builder to businessman and
experienced a substantial return on his
investment.

ConstructionOffice™ redefines what project
management software should be: powerful,
integrated, and easy to use.

é Using ConstructionOffice has allowed me
to increase the volume of work I can take
on by at least 100% - that’s twice as much
work as | could previously handle. The best
part of it is that I've not only increased my
volume, productivity, and efficiency, but I've
also increased my profitability. )

7
O ZZ,

Lasley Construction Company,|
ConstructionOffice Professional XT

Complete with Estimating, Scheduling,
QuickBooks Integration, Contracts, and
Specifications, ConstructionOffice delivers
a comprehensive solution trusted by tens
of thousands worldwide.

Download a FREE TRIAL at www.udatechnologies.com or call 1.800.700.8321
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COLUMNS BALUSTRADES
& MOULDINGS

¢ Polyurethane
Balustrades,
Mouldings & Details

* GFRC Columns
& Cornices

* GRG Columns
& Details
V.

¢ Poly/Marble Columns

o Synthetic Stone
Balustrades

& Columns
¢ Wood Columns

* Cast Stone *
Balustrades & Details | Cusfom Quotations:

800-963-3060
Mamtenance-Free, stock & custom cupolas from

MC assics
Incorporated
New Concept Louvers are wrapped with PVC

coated aluminum and copper. Made from the J————— www.MeltonClassics.com

same materials as our custom louvers, they never | For free information circle 251
require painting like wood products. They arrive
in three easy to install pieces pre-cut to fit any
roof pitch, and can be ordered in stock sizes or to
custom specifications. Over 400 colors are

available, as well as many different weather vanes ADV E RT I s l N G M EAN s B u s I N ESS .

and accessories.
New Concept Louvers
800-635-6448

www.NewConceptLouvers.com
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1.800.872.1608

WORTHINGTON

6950 Phillips Hwy, Suite 20 ® Jacksonville, FL 32216

R ETEN I

Discover must-have, hard to find
information at the Research Store Your Only Source For Fine Arch1tectural Deta1ls.

on HousingZone.com.

Purchase the proprietary data you need z® v

to run your business — reports include: co lu mns e B alustrad es e M 0 ld] 1] gs
Professional Builders' Annual Giants Reports (99-03)

Professional Builders' Customer Satisfaction Survey

Professional Remodelers' Home Remodeling Study

Professional Builders' Internet Usage Study

Call for a FREE Catalog.

HOEIng , ,
7ons www.WorthingtonMillwork.com

www.housingzone.com/research
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doors. Shipped directly to your jobsite. Any length, Any width,

As Low As | ] e = 3 4@ Any thickness

Lumber ¢ Plywood ¢ Burls
Turning Blocks ¢ Veneers

[ 1 i : ‘ Call for a fast,
As Low As ‘ A " free quote

vailable in Fir, ' Mouldi
242 IR d | ouiain
i 1 ea g $40 + $10 s&h

5 o0 00
Your Choiice! o FatRato shieein 274 Ferris Avenue, White Plains, NY 10603
Deliveredin Contiguous U.S. Phone: (914) 946-4111 * Fax: (914) 946-3779

Many Different
Styles To
Choose From |

©1,999

intefior Deox 802167-AD20 Pre-Hung

Dbl. 3/0 80" 3/4-Lite
Unfin. Mahogany, 4-9/16 Jamb Std.

Wholesale/Door Source
0 (888)651-1950
onbnear WholesaleDoorSource.com
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ESavelup to.50%

PEREE, Samples*
eShipped to jobsite

sLarge selection from FHA
to upscale designer carpets

ItoTICarpet<Contxzi:
-800-338-7811x2422

- Dalton Paradise Carpet POBox 2488 Dalion, Ga 30722

curved rail & balusters.
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The construction industry can be full of
headaches and holdups. This isn't one of them.
Custom closets are easyto 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.

The perfect tool
for making profits in
the closet business.

877-BUY-A-PRO

For free information circle 2565




KeMmiko CONCRETE STAIN

Permanent Concrete Stain that will not fade, chip or peel.
Eight colors available ¢ Interior/Exterior Use
Call for your Local Distribu

FLEX-C
ARCH

Another of Flex-Ability Concepts’ innovative
products. Creating high quality arches is
a snap with Flex-C Arch. Use it to build
window, doorway, pass-through arches
and more. Find out for yourself how easy
it can be to build round, oval and even
asymmetrical arch designs.

FEATURING

43av3iH
O-X314

Oy 4"
2y 6"
o'y 8"
2"x10"
2"x12"

5' and 8' Lengths

Contact Flex-Ability Concepts, The Curved Wall People™ for complete instructions, product

specifications, load capacities and allowable heights. Assistance is also available for

finding all your curved framing resources and for finding a dealer near you.
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U.S.
Shutter
Company

* Plantation

Shutters = = Framed
: 7 Opening Center

* Fixed Louver = for il

: ‘ D
& Raised W‘i,:::l :v'"
Panel

o Cabinet -
Doors ; RIM-JOIST

SLAB

* Mouldings
Hardware Jamsill, Suard.

PATENT 4,555,882

www.usshutter.com § .0.;am.sSILL
COUPON  OFC: 817-886-2665 (526-7455)

CODE TEL: 866-862-0146 www.jamsill.com
"BUILDER" FAX: 817-886-7262
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THE ORIGINAL

SILL PAN FLASHING

The name trusted since 1983

Jamsill Guard™ is a molded
sill-pan flashing, designed
to weatherproof the rough
openings of doors and
windows.

Sub-floor

SLOPED
WEEP AREAS

S49pjing




PRO-VENT CURMCETRNS
VENTILATION DEBRIS PREVENTION Eoswe _‘BIEH_T HER‘E“"_’
The Functional Marketing Tool : ; "
o==r=7 | CUSTOM
Ldiime! | IMPRINT
I 1| YOUR
I PRO-VENT!

for more information call:

1-866-782-8862

or visit www.pro-vent.com
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Dont Foerget Te Udventise

Place your ad in PROFESSIONAL BUILDER
Call Shelley Perez at 630-288-8022 ¢ Fax: 630-288-8145

y

Aoy

Wrought!Iron®

MarketPlace

-

ARCHITECTURAL VA% MALL

17W300 22nd St., 2nd Floor
Oakbrook Terrace, IL 60181
630-279-9993
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YOUR TICKET TO
MUST-HAVE,
HARD TO FIND
INFORMATION

Visit HousingZone.com
for the latest news
product information &
the latest research in
the building industry.

* News & Articles

* Latest Product Trends

* Forums & Web Casts

* Plans & Projects

* HZ University

* Cost Estimators

* Awards & Events

* Business Tools

* Research & Data

* Subscriptions for
Digital Editions of
Magazines

* Subscriptions for Digital
E-Newsletters

| (e, <
riolEing
Lornig

Www.housingzone.com




AGE

BUILDING SYSTEMSs
Evtablished 1979

o -
1.800.643.5555 | www.heritagebuildings.com

For free information circle 264

Place Your Ad TODAY in
Professional

Call Shelley Perez at 630-288-8022
Fax: 630-288-8145
E-mail:
shelley.perez @reedbusiness.com

KODIAK

STEEL

HOMES
800 278-0888

Get more info and pricing at
www.kodiaksteelhomes.com

Get the Strength and durability of
pre-engineered steel framing in a
beautiful, affordable new home

e FuLL DRY-IN KiITs
* FRAME ONLY KiTs

¢ CLEARSPAN SYSTEM
e BOLTED RED IRON

e UL-90 STEEL ROOF
. SlX-lNCH WALLS

The Wmdmaster

IBC 2003 ¢ 155 mph Wind e Exposure C
Three New Models: 32x36 ¢ 36x36 * 36x48
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Over 1 MILLION installed
22 gauge aluminized steel
Gain 5 feet of duct run

Saves Energy  Reduces Fire Hazard

In-0-Vate Technologies, Inc. RN

| RO ryerh XEHO,

> |
Available at over 1,300 HVAC supply houses
www.dryerbox.com 888.443.7937
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_ High Performance Wood Finishes
EURO X™

M.L. Campbell, a leader in the wood finishing industry for 80 years,
introduces the Euro X™ line of products - the first in the Euro
Series. Each of the two-component finishes draws on European
technology to produce a high performance finish and lasting
results in exterior applications.

enro

Pigmented 2k Polyurethant
EU307 74 SATIN

The Euro X series offers:

* Exceptional clarity, allowing the true wood color to show through

* Relatively fast dry time makes it ideal for both individual & production volume
applications.

* Superior elasticity allowing finishes to flex with the wood’s natural contractions
& expansions due to humidity and temperature changes.

¢ Excellent resistance to chemicals, UV exposure and scratches, providing
outstanding protection for wood in outdoor environments.

The Euro X products include: Clear Sheen, Clear Satin, Pigmented Satin and Clear Sealer.

1.800.364.1359
- camprEL)

WOOD FINISHING SYSTEMS

For additional information, visit www.mlcampbell.com
224 Catherine Street, Fort Erie, Ontario L2A 5M9, Canada, Fax: 1.905.871.5455
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Soap Dishes
Shampoo Shelves
Toiletry Shelves

Shaving Steps

Effortless lnstallatlon " lncreased Profltablllty * No Leak Callbacks

For free information circle 268
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Ad Ind Advertisi
Company Page # Circle # Phone Number To Learn More Sal es
+Ainsworth Lumber Co Inc 23 11 877/661-3200 http://pb.ims.ca/5127-11
AMSCO Windows 93 61 800/748-4661 http://pb.ims.ca/5127-61 Publisher
Architectural Grille 68 40 718/832-1200 http://pb.ims.ca/5127-40 Niles Crum, 630/288-8160
+ASI Building Products 23 12 800/262-6624 http://pb.ims.ca/5127-12 Fax 630/288-8145
Atrium Windows & Doors 26-27 16 800/421-6292 http://pb.ims.ca/5127-16 ncrum@reedbusiness.com
Azek Trimboards c3 69 866/549-6900 http://pb.ims.ca/5127-69 Arlean Talley, Publisher’s Assistant
BASF Polyurethane Foam Enterprises LLC ~ 19-22 10 800/900-FOAM http://pb.ims.ca/5127-10 630/288-8183
Bell South Community Tech 77 45 888/899-9051 http://pb.ims.ca/5127-45 arlean talley@reedbusiness.com
Bilco 60 34 203/934-6363 http://pb.ims.ca/5127-34 Regional & Strategic M
BlueLinx 71 43 888/502-BLUE http://pb.ims.ca/5127-43 IL, IN, OH
+Boral Bricks 64 37 770/645-4510 http://pb.ims.ca/5127-37 KT McNamara, 630/288-8182
Capital One Services Inc. 8 4 800/965-7070 hitp://pb.ims.ca/5127-4 Etax 650/ 288;”; _
CertainTeed WeatherBoards 47 26 800/233-8990 http://ob.ims.ca/5127-26 menamaratreedbusness.com
Copper Development Assn. 31 18 800/741-6823 hitp://pb.ims.ca/5127-18 s FL&;\‘ e “1313 T 5. T, WY
Crown Heritage 65 71 800/745-5931 http://pb.ims.ca/5127-71 Michael Stein, 610/205-1181
+Crown Heritage 78 72 800/745-5931 http://pb.ims.ca/5127-72 Fax 610/205-1183, mstein@reedbusiness.com
Endless Pools Inc. 36 21 800/791-3481 http://pb.ims.ca/5127-21 .
Regional Manager
+Endura Products Co 93 62 800/334-2006 http://pb.ims.ca/5127-62 CT. DC, DE, ME, MA, MD, NH, NJ, NY,
Endura Products Co 87 55 800/334-2006 http://pb.ims.ca/5127-55 PA, RI, VT, VA, EASTERN CANADA
Exaktime Inc. 70 42 888-788-8463 http://pb.ims.ca/5127-42 Bill Black, 610/205-1172
Fantech Inc. 86 53 800/747-1762 http://pb.ims.ca/5127-53 Fax 610/205-1183, wblack@reedbusiness.com
Fypon 75 44 800/446-3040 http://pb.ims.ca/5127-44 Regional Manager
GMC Commercial Vehicles 84 800/GMC-8782 IA, KS, MI, MN, MO, ND, NE, SD, WI, WYy
+Hanson Brick 23 13 888/HANSONS http://pb.ims.ca/5127-13 Tim Gillerlain, 630/288-8168
Heatilator 91 59 800/843-2848 http:/pb.ims.ca/5127-59 Fax 630/2688-8145
Huber Engineered Woods 32 19 800/933-0220 hitp://plo.ms.ca/6127-19 tim.gilerlain@reedbusiness.com
Hurd Windows and Doors, Inc. 42-43 25 800/2BE-HURD http:/pb.ims.ca/5127-25 :;glc?:acl:gal-/nla?;rmr MLV OK
Inclinator Co of Ameri 52 31 800/343-9007 http://pb.ims.ca/5127-31 C ) T
termatonal Windon & 64 38 62/928-6411 b e 127 33 OF, TX, UT, WA, Western Canada
+International Window Corp. 5 - p://pb.ims.ca/5127- Bret Ronk, 972/644-1153
JELD-WEN c4 70 800/535-3462 http://pb.ims.ca/5127-70 Fax 972/235-6554. bronk@reedbusiness.com
Jenn Air Co. 38-39 23 800/688-1100 http://pb.ims.ca/5127-23 Inside Sales
+Johns Manville Internatl Inc 78 46 800/654-3103 http://pb.ims.ca/5127-46 Shelley Perez, 630/288-8022
Keystone Retaining Wall Systems 69 41 800/747-8971 http://pb.ims.ca/5127-41 Fax 630/288-8145
Marvin Windows & Doors 16-17 9 800/435-0013 http://pb.ims.ca/5127-9 shelley.perez@reedbusiness.com
Merillat Industries Inc 6-7 517/263-0771
MI Windows & Doors 40 24 W/888-376-4230, http://pb.ims.ca/5127-24 E e hlichi :
E/800-949-3818 PP istom Pt Director
Michae! P Kahn & Associates 24 15 904/285-0486 http://pb.ims.ca/5127-15 ‘;"d}é g’(g/’gg"éffé’/ 188'5‘5@‘)‘ o
Owens Corning 34 20 800/GET-PINK http://pb.ims.ca/5127-20 ax -S4, Jorociex@reedbusiness.com
Pacific Gas & Electric 28 17 800/652-1080 http://pb.ims.ca/5127-17 . .
. . Custom reprints and electronic usage
Peachtree Doors & Windows c2-3, 90 1,215 888/888-3814 http://pb.ims.ca/5127-215 800/290-5460 x136
Pella Corp 83 51 888/84-PELLA http://pb.ims.ca/5127-51 professionalbuilder@reprintbuyer.com
+PGT Industries 89 56 877/550-6006 http://pb.ims.ca/5127-56
+Reico Kitchen & Bath 50 73 800/REICO-11 http://pb.ims.ca/5127-73 Advertising Production Manager
Residential Warranty Corp 88 74 717/561-4480 http:/ob.ims.ca/5127-74 Paul Brouch, 630/288-8074
+Rheem Manufacturing Co. 50 28 800/548-RHEEM http://pb.ims.ca/5127-28 N
Rinnai America Corp 82 50 800/621-9419 http://pb.ims.ca/5127-50 ?d‘;e"‘g",‘lg f;"gggf;gg wor
Salsbury Industries 86 54 800/624-5269 http:/ob.ims.ca/5127-54 SR SCAMNZ, :
Samsung Staron 59 33 800/795-7177 http://pb.ims.ca/5127-33 EDITORIAL & PUBLISHING OFFICE
Schlage Lock Co. 61 35 800/540-7951 http://pb.ims.ca/5127-35 ) .
Professional Builder
Silver Line Windows 37 22 800/234-4228 http://pb.ims.ca/5127-22 2000 Clearwater Drive. Oak Brook. IL 60523
Simonton Windows® 57 32 800/542-9118 http://pb.ims.ca/5127-32 Phone: 630/288-8000, Fax: 630/288-8145
Simpson Strong-Tie Co. Inc. 14 7 800/999-5099 http://pb.ims.ca/5127-7
Superior Concrete 15 8 800/942-9255 http://pb.ims.ca/5127-8 To Advertise: See above for the office closest 10 you,
Therma-Tru Residential Entry Systems 12-13 6 800/THERMA-TRU http://pb.ims.ca/5127-6 § ) . . o
or write to the Publisher. Best in American Living
Tyco Fire & Building Products 80 49 877/438-8926 http://pb.ims.ca/5127-49
X Award: To enter this design contest, contact address
Uponor 62 36 800/321-4739 http://pb.ims.ca/5127-36 Professional Buil ) N
Weyerhaeuser 11 5 800/887-0748 http://p.ms.ca/5127-5 above: Professional Bulder Giant 400: To request a
iLevel, A Weyerhaeuser Company 45 2 800/887-0748 hitp://pb.ims.ca/5127-2 sunvey form, contact GIANTSA00Breedbusiness, com.
Windsor Window Co. 49 27 800/887-0111 http://pb.ims.ca/5127-27 For subscription inquiries and change of address:
Yorktowne Cabinetry, Inc. 51 30 800/777-0065 http://pb.ims.ca/5127-30 Qustomer Service, Reed Business Information, 8678 S.
+REGIONAL ADVERTISER Barrons Blvd., Highlands Ranch, CO 80126-2345; e-mai:
subsmail@reedbusiness.com; phone: 303/470-4445; fax:
303/470-4280
For FREE infor on any Prof: 1al Builder advertisers go to http://probuilder.ims.ca
Reed Business Information, A Division of Reed Elsevier Inc. | Specialized Business Magazines for Building & Construction | Research | Technology | Electronics | Computing | Printing | Publishing | Health Gare | Foodservice
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Makes the barn as beautiful as the main house. Every home you build, builds your
reputation. And your success as a builder is based on your skill, expertise and the materials you select.
AZEK Trimboards, the #1 brand of trim, looks, feels and sounds like wood, but with unmatched durability
and a 25-year warranty, you'll eliminate costly warranty claims. For more information, go to your TRIMBOARDS

pro lumberyard, call (877) ASK-AZEK, or visit www.azek.com. Once you |°°k’ it’s all YOU’" see™

© 2006 Vycom Corp. All rights reserved. Circle 69 or go to httpllpblmsca/51 27-69




For more information and complete product warranties, see www.jeld-wen.com/auralast. ©2005 JELD-WEN, inc. JELD-WEN, AuraLast and Reliability for real life are trademarks or registered trademarks of JELD-WEN, inc., Oregon, USA.

1 |
i

Exterior Premium Pine Door 1863AP

Wood Radius Casement Window

Solid pine AuralLast;"
the worry-free wood from JELD-WEN,
is guaranteed to resist decay,
water absorption and
termite infestation for 20 years.

Auralast" Wood

A unigue vacuum/pressure process provides
virtually 100 percent penetration of the protective
ingredients from the surface to the core.
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Dip-Treated Wood

Dip-treated wood is only protected on the surface.

4

Exterior Premium Pine Door 1836AP Wood Double-Hung Window

= JELD-WEN® windows and doors with Auralast™ wood will remain beautiful and worry-free for years. Unlike

Jt dip-treated wood, Auralast wood is protected to the core to resist decay, water absorption, and termite

THE WORRY-FREE WOOD

N infestation for 20 years. That's added protection for any building project. To learn more about AuralLast wood

and all our reliable windows and doors, call 1.800.877.9482 ext. 1014, or go to www.jeld-wen.com/1014.

T RELIABILITY for real lifer JELIYWEN.

Circle 70 or go to http://pb.ims.ca/5127-70

WINDOWS & DOORS





