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WARM-EDGE GLAZING.

ENERGY-STAR CERTIFIED.

EASYCARE GLASS
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Old Man Winter. Icy inhabitant from

the North, unwelcome visitor to the

South, annoyance to one and all.

Help your customers ward off winter

with Peachtree Windows. Armed with

multiple weatherstrips and gasket

seals, our windows virtually eliminate

the possibility of water or air filtration.

And with extruded aluminum clad

exteriors, these windows are built to

withstand extreme weather, provide

years of maintenance-free use and

keep Old Man Winter out in the cold.

WWAARRMM--EEDDGGEE GGLLAAZZIINNGG..

Peachtree’s warm-edge insulated glass

is up to 50% more efficient than other

windows with metal spacers, saving

your customers money on heating and

cooling costs.

EENNEERRGGYY--SSTTAARR CCEERRTTIIFFIIEEDD..

Every Peachtree window meets the

national ENERGY STAR ® guidelines for

reduced energy use. So your customers

can stay comfortable while cutting costs.

EEAASSYYCCAARREE® GGLLAASSSS

A patented exterior coating helps

water sheet off, allowing glass to dry

faster and stay clean longer. Your 

customers will thank you.

W I N DOW S

Circle 1 or go to http://pb.ims.ca/5214-1
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The best sub-floor you can buy just got 

better. Introducing Plytanium® DryPly™

plywood – with all the benefits of plywood 

plus a water repellant coating. Because

*Visit www.plywoodtough.com for complete Builder Satisfaction Guarantee details. ©2006 Georgia-Pacific Corporation or one of its subsidiaries.
PLYTANIUM and DRYPLY are trademarks of Georgia-Pacific Corporation or one of its subsidiaries. All rights reserved. 

DryPly plywood protects your sub-floor so

well against the elements during the normal 

construction cycle, Georgia-Pacific offers 

a 100% Builder Satisfaction Guarantee.* 
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866.4.DRYPLY 

www.plywoodtough.com

Plus, since it’s Plytanium plywood, you get 

better floors for your homeowners – floors

that are stiffer and quieter. Ask for DryPly 

plywood. Because the best just got better.

Circle 2 or go to http://pb.ims.ca/5214-2
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It’s amazing how shoppers react to the right kitchen design.

It’s all about instant attraction. New home shoppers can’t help but feel drawn to the styles, finishes,

accents and storage solutions that make Merillat cabinetry so special. Find out how Merillat’s

unparalleled experience, research and understanding of trends can turn your home shoppers into

satisfied homeowners.

Visit the seen-it, done-it, studied-it kitchen experts at merillat.com
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MAKE A STATEMENT WITHOUT 
EVER SAYING A WORD.

iLevel Trus Joist TimberStrand LSL
You build your reputation into every home. So when you encounter a zone that
needs to be straight and true, you need Trus Joist TimberStrand LSL. Available up
to 30 feet in length, it’s perfect for tall walls. And it resists bowing and shrinking,
making it ideal for kitchens and baths. It’s an essential frame component, by 
your essential framing partner: iLevel, from Trus Joist, Structurwood and
Weyerhaeuser. Learn more at iLevel.com, or call 1-888-iLevel8 (1-888-453-8358).

Weyerhaeuser ®, Structurwood ®, TimberStrand®, and Trus Joist ® are registered trademarks and iLevel™ is a trademark of
Weyerhaeuser Company, Federal Way, Washington. © 2006 Weyerhaeuser Company. All rights reserved.

Circle 4 or go to http://pb.ims.ca/5214-4
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Thursday, we experienced a
7.2 magnitude earthquake.

Then we had lunch.

At our state-of-the-art Tyrell Gilb Research Laboratory, we test full-scale framed 
structures on a shake table that can mimic virtually any earthquake. By investing in
technology to understand how the forces of nature affect a structure, we’re able to 
continually develop new products and systems that improve building safety. While 
we know our lab may look like a disaster at times, that just means we’re doing 
everything we can to protect homes and ultimately save lives. For more information,
visit www.strongtie.com or call 1.800.999.5099. 
Circle 5 or go to http://pb.ims.ca/5214-5
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“The quicker we sell a home,
bottom line. That’s why 100 percent

“Winchester Homes has been building around

the Washington, DC metro area for more than 25

years and has built and sold more than 12,000

homes.  So you might think we just assume we know

what our buyers want.  Actually, we constantly talk

to potential customers, one-on-one and in focus

groups.  They say three key things about brick and

the way we use it.

First, they come to the table already thinking that

brick makes a statement they want their homes to make.

Second, our hallmark is to allow our buyers to “customize”

their new home, even to the extent of changing the

footprint.  Here at Oak Hill Reserve, at least 90% of

these are “customized.” Brick lets us do that and do it

well.  And finally, customers feel that for maintenance

and energy efficiency reasons, they want brick.

pbx0610.indd   12pbx0610.indd   12 9/20/2006   3:40:42 PM9/20/2006   3:40:42 PM

the greater  the impact  on our

of these homes are made of  br ick .”

This Oak Hill Reserve project is a community 

of 83 homes. And 9 months into the last section, 

it’s 99% sold. Good news for the bottom line. Good

news for us.”

Contact a brick manufacturer or local distributor

to learn more about improving your bottom line by using

brick. Or, see www.gobrick.com/find_brick for a list

of BIA manufacturers and distributors.

Mike Karns ,   Director  o f  Purchasing, Winchester  Homes

R E A L  H O M E S  A R E  

made o f B R I C K .
TM

Circle 6 or go to http://pb.ims.ca/5214-6
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Where there’s building, 
there’s science.

ROOFING • SIDING • WINDOWS • INSULATION • FENCE • DECKING • RAILING • FOUNDATIONS • PIPE

Turn to CertainTeed Building Science for greater knowledge and better
performing buildings. Building Science reaches beyond any one component of a

structure; it focuses on all materials interacting as a fundamental system. CertainTeed

understands how the relationships between the building envelope, mechanical systems

and occupants affect the performance of any building. Our Building Science department

works regularly with building professionals to assist them in designing and constructing

buildings that achieve maximum performance.

Bring our knowledge to your next assignment.

www.certainteed.com/buildingscience

800-441-9850
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Circle 7 or go to http://pb.ims.ca/5214-7
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Last February, I posed this ques-
tion to the CEO of one of the country’s 
largest home builders: what would 
happen on Wall Street at the end of the 
first quarter when home builders report 
their earnings and revise projections? 
My thinking followed this line: we had 
already begun to see deep discounting 
among home builders in many markets 
(see my January 2006 editorial), which 
led me to believe they would be forced 
to feed the machine at the cost of their 
margins. Wall Street also has a history 
of kicking the crap out of home build-
ing when things get loose. 

The CEO said he thought earn-
ings would continue to be strong. We 
were both right. First quarter earnings  
weren’t as bad as I thought, although 
they probably couldn’t be character-
ized as strong. Soon thereafter, though, 
the business profile for many builders 
grew darker. So far in 2006, some 
public builders have seen their share 
prices drop by more than half.
It has also been a tough year for private 
builders, who account for almost all of 
the companies operating in the indus-
try. Still the reaction of public and 
private builders — in fact, the whole 
industry — to this downturn has been 

almost uniform: discounting and offer-
ing aggressive incentives.

What I find amazing about this 
is how quickly the housing industry 
turns. For an industry that has been 
around thousands of years, it acts 
amazingly immature. In just a few 
months, we went from the excesses 
of speculative behavior to the nadir of 
deep discounts. Speculative investment 
and discounting are the extremes of 

the same spectrum. Surely there are a 
few notches on the ruler in between. 
(Please don’t tell me “incentives” 
are a notch not quite as far along as 
discounting, because I remain uncon-
vinced consumers appreciate the 
difference between incentives and dis-
counts. The effect is the same.)

The closest recent model to this 
kind of behavior occurred in the dot-
com era. During that time, companies 
that were little more than ideas were 
wildly overvalued due to speculative 
behavior. When the market turned, the 
companies tanked. All of you remem-
ber that, and many probably remember 
it with a deep pain. Unlike the long 
history of home building, that business 
model was a new born.

The big difference between the dot 
coms and home building companies 
is that home builders actually deliver 
value, earn a profit and produce more 
than ideas. How can an industry that 
delivers so much act so rashly?

As much as I despise discounting, 
it is the speculative behavior in the 
marketplace that causes even more 
problems for the industry. Just as in 
the dot-com era, some people are not 
interested in what’s being produced; 

they only care about the elevator ride: 
buy in on lower floors, ride the rising 
elevator and sell off at the higher floor. 
Those people don’t care what building 
the elevator is in. It could be housing, 
it could be dot coms, it could be oil, 
it could be lumber, it could be tiddly-
winks. The trick is to get off the eleva-
tor before it plummets again.

The problem is the people in the 
building industry are left to clean up 

the mess after those folks have used 
the emergency exits.

As an industry, it is in our best inter-
ests to avoid both the speculative behav-
ior of investors and the rash reaction 
of discounting. The frontline for that 
effort is in sales discipline. We need to 
put teeth into the requirement that buy-
ers report whether the property they are 
buying will be their primary residence. 
We allow too many people to fudge the 
requirement. By some estimates, 17 per-
cent of the new home purchases in 2005 
came from investors. When that 17 per-
cent disappears, the market drops fast.

Of all the things affecting the hous-
ing industry, the thing builders control 
that will have the biggest effect is the 
focus on selling to people who truly 
desire our product, not people looking 
to make a quick killing. That decision, 
while painful during high times, will 
allow the industry to become more 
stable and, in the long run, more prof-
itable. PB

Fast Twitch, Knee Jerk
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PERSPECTIVE
by Paul Deffenbaugh

As much as I despise discounting, it is the 
speculative behavior in the marketplace that 
causes even more problems for the industry. ‘‘

Paul Deffenbaugh
Editorial Director
630/288.8190
paul.deffenbaugh@reedbusiness.com
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Fire Brigade
I second the opinion of David Stone in 
his letter in the August issue of Profes-
sional Builder and want to add that home 
fire sprinklers benefit the community 
as well as the homeowners. Many fire 
departments are staffed by volunteers 
who are becoming increasingly scarce 
with all the correct credentials. Limited 
personnel as well as resources for rural 
fire departments means that home fire 
protection is again in the province of the 
home owner. The new technology for 
home fire sprinklers is literally a wonder-
ful benefit to all rural homeowners and 
should be required by all counties in spite 
of the spirit of big builders. Installing 
sprinklers is one of the most important 
things a homeowner can do for their 
home and their county; it will keep fire 
fighting costs down and their individual 
property saved. A no-brainer for all new 
homes and retrofits, we have even talked 
two modular companies into providing 
“sprinkler ready” homes in their state 
code products.  

Kricket Smith-Gary
Lawrenceburg, Ky.

Labor Pains
Your story on the labor shortage (“Clean 
Sweep,” August) in construction is in-
complete. There should be a breakdown, 
including benefits paid to illegals, citi-
zens, non-union high-to-low, and union 
trades people. The union contractor will 
employ a blend of journeymen and ap-
prentices. This results in an average cost. 
[The article] should also include the pro-
ductivity and quality of work performed 
by each group and the difficulty in attract-
ing quality workers by each group. I think 
your story would not be so sympathetic to 
the employers of illegal aliens. 

[Our company] went from a non-union 
to a union operation many years ago. To 
do so was cost beneficial and the qual-
ity of our work increased. In a recession 

year, our non-union labor costs would be 
cheaper; we would loose some quality. In 
our non-union operation, people worked 
54 hours a week with overtime pay to 
equal what union workers made in 40 
hours; there were no benefits. In a reces-
sion, they worked 40 hours a week. 

We were not capable of providing the 
training the union does. We have team 
leaders who are held responsible for plan-
ning their work and productivity. They 
also hire and fire the people working 
under their supervision. We have had no 
trouble adding staff when needed. 

Builders I know who employ illegals 
are blood suckers. The illegals are at their 
mercy. Wal-Mart pays better and provides 
benefits. Recently our local newspaper 
published a story about an accident. The 
arrested party was illegal, working in a 
gravel pit, making $350 a week. He had no 
car insurance. The lack of car insurance is 
common on the part of illegals. Because 
they are poorly paid they will also spend 
some time on welfare. 

The illegal aliens and their employers 
are both breaking the law. The illegal alien 
problem has been caused by those holding 
the elected position in the executive and 
legislative branches of the federal govern-
ment, past and present. Reagan rewarded 
them for breaking the law. Giving those 
who employ them a little jail time would 
solve the problem immediately. The level 
of incompetence or insanity on the part of 
those we elect must be great. 

Richard G. Frett
Crystal Lake, Ill. 

Have issues on your mind?
Send your letters to Editorial Director 
Paul Deffenbaugh. Please include your 
name, company name, address and phone 
number.
Professional Builder
2000 Clearwater Drive, 
Oak Brook, IL 60523; f: 630/288.8145
e: paul.deffenbaugh@reedbusiness.com
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Your calling card has just been installed.

Why are more custom builders choosing our windows — and using them 

in their own homes? Simple: reputation and referrals. Marvin Windows and 

Doors are superior, from their design and craftsmanship to the way they 

perform. And our cladding is the highest quality available, able to stand up 

to the rigors of construction, weather and time. Just like you have to. 

Call 1-800-241-9450 (in Canada, 1-800-263-6161) or visit marvin.com

©2006 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors.

Circle 8 or go to http://pb.ims.ca/5214-8
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Chances are, it was the pipe. After all, copper tends to corrode, pit and scale, leaving homeowners vulnerable.

That’s why you should install a FlowGuard Gold® plumbing system. Made from durable CPVC, FlowGuard Gold

pipe and fittings last longer and maintain water purity. And they're backed by the most trusted support network

in the industry. Plus, they save you money, not just in materials, but in labor and time. And because they're easy

to install, you reduce costly installation errors as well. So if you're looking for the ultimate in reliability, savings

and support, FlowGuard Gold systems are your best choice. No doubt about it. To learn more, call 888-234-2436

or visit www.flowguardgold.com.

Was it a bored younger son and an unfortunate swirly mishap? 
Or was it the corroded copper pipe?

FlowGuard Gold® is a registered trademark of The Lubrizol Corporation
©Copyright 2006 The Lubrizol Corporation

Circle 9 or go to http://pb.ims.ca/5214-9
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Best Practices
>> WWW.PROBUILDER.COM/BESTPRACTICES

The Initiative — a collaboration between 
The House_n Research Consortium at 
MIT, Bensonwood Homes and other 
industry professionals — will build four 
prototype homes — one every 18 months 
through 2010. 

The first Open Prototype house, 
Open_1, was completed in August. The 
three-story, 28-foot by 46-foot home was 
built at Crotched Mountain, a Greenfield, 
N.H., non-profit organization that pro-
vides support services to disabled indi-
viduals and their families. The transi-
tional home, which clients will use after 
leaving the organization’s Brain Injury 
Center, incorporates universal and green 
design.

“The goal of the Open Prototype 
Initiative is to revolutionize the way 
homes are built, making today’s 
extraordinary into tomorrow’s ordi-
nary,” says Kent Larson, director of 
MIT’s House_n.

A cornerstone of the Open Prototype 
Initiative is “open building,” which views 
a building as a well-organized combina-
tion of systems carefully coordinated 
to ensure a better process and product 
for both homeowner and builder. It was 
developed in part by MIT in the 1970s 
and 80s. Bensonwood Homes founder 
Tedd Benson, who has been involved 
in open building for the past 15 years, 
developed the Open-Built system used 

in Open_1. Bensonwood is taking the 
lead in the design, prefabrication and 
on-site construction of the home aided 
by 3-D modeling and CAD. 

The idea behind the Open Prototype Initiative — what will 
be a showcase of four high-quality, economically constructed 
homes — was to improve the way all homes are built in America. 
And information learned through the first home and subsequent 
prototype homes will also be useful for improving in-home treat-
ment of the disabled and older Americans with a desire to age in 
place. 

Better, Faster, Cheaper
>> FELICIA OLIVER, SENIOR EDITOR

A four-home prototype project finds a way to incorporate green building 
with universal design — and help a rehabilitation center, too.

TAYLOR WOODROW LEARNED FIRST-HAND the impact of implementing off-
the-beaten-path marketing strategies when a home sold after the company 
ran an in-flight airline infomercial in which a passenger walks off the plane and 
straight to a Taylor Woodrow community to buy.

And for the company’s most recent foray into multimedia marketing, Taylor Woodrow has 
turned to podcasting, a way for Internet users to watch or listen to video or audio clips online 
and off-line. The move is just one of several alternative marketing tools Taylor Woodrow has 
incorporated into its marketing strategies, says Arianna Barrios, Western Regional Marketing 
Director for Taylor Woodrow Homes. 

A New Kind of Shopper
According to a recent study by the California Association of Realtors, 70 percent of home 
buyers spend some part of the home-buying process shopping for homes online, with new 
home buyers eliminating 50 percent of their choices over the Internet. “If you have not pushed 
out your marketing to have all the tools you could possibly have for (home buyers) to make 
decisions, they are eliminating you before you even get a chance to talk to them. 

“Before they drive out to a model before they go and look in the newspaper, they are mak-
ing a choice on the Internet,” Barrios says.

Taylor Woodrow’s podcasting venture launched in June with www.itaylorwoodrow.com, 
which serves as a host for several virtual tour and educational podcasts for potential buyers 
to download. The on-demand marketing tool allows consumers to receive information when 
they want it and respects their ability to make the right choice, says Taylor Woodrow’s Mike 
Forsum, Western Regional President for Taylor Woodrow Homes.

Consumers might find, for example, a podcast featuring Taylor Woodrow’s Southern 
California communities as well as the educational podcast series “Home Front,” which fea-
tures presentations on exterior and interior design principles by architect Robert Hidey and 
interior designer Jenny Kennette. Another video walks potential home buyers through their 
first design center visit. 

IT TOOK A LITTLE LONGER THAN 20 DAYS, 
but the three-story Open_1 Prototype home in 
Greenfield, N.H., is complete.

>> RHONDA JACKSON, STAFF WRITER

Live Via Podcast

Proactive Solutions
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TOWS THE LINE. AND EVERYTHING ELSE.
PRESENTING THE GMC® SIERRA.®

Where do you turn when the job demands all the strength you’ve got? Look to the most powerful lineup of V8 pickups available on the road
today.* The GMC Sierra, the first full-size pickup professionally engineered with Tow/Haul mode.† It gives automatic transmissions like the
optional Allison® a dual-mode shift program that holds gears longer, transferring torque where it’s needed most. So you can tow up to
16,700 lbs,§ depending on the engine you choose — the Vortec™ 6000 V8, the Vortec 8100 V8, or the DURAMAX™ 6600 diesel. And with
the innovative Dynamic Brake Proportioning system (standard on all models), you’ll have great stopping power. The mighty GMC Sierra.
Pulls its weight. And then some. Visit WWW.GMC.COM or call 1-800-GMC-8782.
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*Excludes other GM
®

vehicles. Based on 2005 m
odel-year available engine torque. †Excludes other GM

 vehicles. §M
axim

um
 trailer weight ratings are

calculated assum
ing a properly equipped base vehicle plus driver. See the GM

C Trailering Guide
for details.

Call 1-888-4-ONSTAR (1-888-466-7827) or visit onstar.com
 for system

 lim
itations and details. OnStar is a registered tradem

ark of OnStar Corp.
Vehicle shown with equipm

ent from
 an independent supplier. See the owner’s m

anual for inform
ation on alterations and warranties.
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 C O N S U M E R  T R E N D S

The key is knowing what 
the homebuyer wants.

 brands.It’s all about the brands.
“I wanted a kitchen that was not only beautiful, but also fit the way my family lives. 

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

different from the rest.”

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 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 

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.

ADVERTISEMENT
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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.

• Dedicated Builder Service Support Team. Handles all of your parts and 
warranty needs, as well as post-sale service and support.

• 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.     

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. 

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® Ice2O
™ 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 

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 the Whirlpool Inside 

Advantage at 800-253-3977.

Jenn-Air® Black Floating Glass Kitchen.

Maytag® Innovation Kitchen In Stainless Steel.

ADVERTISEMENT

pbx0610.indd   39pbx0610.indd   39 9/20/2006   4:09:38 PM9/20/2006   4:09:38 PM



Simonton’s beautiful, long-lasting quality. Just another way we make 
lasting impressions worthy of admiration. To locate a supplier call or 
click. 1-800-SIMONTON. WWW.SIMONTON.COM

©2006 Simonton Windows, Inc.     SWRE1006QU / SIM2082 

A window that 

lasts this long 

darn well better 

look this good.

Circle 18 or go to http://pb.ims.ca/5214-18
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 >> BY AUTHOR, CREDENTIALS AND/OR TITLE>> BY SCOTT SEDAM, TRUENORTH DEVELOPMENT

LESSONS LEARNED

The Lean-Building Machine
The market’s getting tighter. How’s your business?

What began as a predicted 5 percent slow-
down for 2006 has now passed 10 percent nation-
wide and may reach 15 percent, or more.
Some of the nationals are real-
ly hurting, with one of the Top 
10 builders reporting sales 
down 45 percent as of August. 
With a new article coming 
out nearly every day on the 
housing downturn, it seems 
unlikely that things will turn 
around soon. 

How did virtually the entire 
industry get caught this far out 
in left field? After seven con-
secutive years of economic pre-
dictions of “the last good year 
in home building,” and seeing 

things just get better and bet-
ter, it’s no surprise we thought 
we’d skip one more down cycle.
One of the unique aspects of 
this slowdown is that so few 
managers, including many at 
the most senior levels in home 
building today, have experi-
enced a downturn of major 
proportions. Other than a few 
minor blips, there hasn’t been 
a significant home building 
slide since the early ’90s, and 
it’s clear that this one will be 
worse. Maybe half of today’s 

managers just weren’t around 
in 1991, and 90 percent 
weren’t in the industry in the 
early ’80s, the last time home 
building totally caved in. I have 
heard many lament the relative 
inexperience of current man-
agement. If you’ve never been 
in a downturn, how do you 
know what to do? 

I’m not sure this explains 
why, despite the negative indi-
cators during that last half of 
2005, most large builders kept 
their production pace through 
the spring, building unsold 
inventory to levels that now 
exacerbate this problem. Who 
was calling the shots? Readers 
of this column have come to 
expect my radical propositions, 
so here you go. I believe that 
when all is said and done, this 
lack of experience in manage-
ment could turn out to be a 
good thing.

Historically, the reaction to 
downturns has been so con-
sistent that you can put it into 
a formula: slash overheads, 
lay off people, cut production, 
stop hiring, stop buying land 
and hammer your suppliers 
and trades. Not much creativ-
ity in that. 

I don’t trivialize how pain-
ful those steps are, but you 
don’t have to be a 30-year griz-
zled veteran to carry them out. 
I also do not deny the need 
for action in these areas to get 
home builders through tough 
times. I can predict, however, 

Best Practices
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One of the unique 
aspects of this 
slowdown is that so 
few managers, 
including many at 
the most senior 
levels in home 
building today, 
have experienced a 
downturn of major 
proportions. 

‘‘
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that most will go further 
than they need and do 
a lot of damage. In the 
process, builders will 
miss the best oppor-
tunities to rethink the 
way they do business 
— opportunities that 
can both pay off on their 
own and reduce the 
need to carry out many 
of the other steps. It 
could be that the “young 
guard” might have a 
natural advantage over the “old guard” in 
pursuing some new ways to reduce costs 
and run the business. Let me amend 
that. They are actually old ways — just 
new to the building industry.

If you want to follow the whole 
thought process, I suggest you go back 
and read “Your Choice in Cost Control” 
in April’s Professional Builder and “That’s 
Where the Money Is” in July’s edition. In 
the first column, I blasted the slash-over-
heads solution as a drop in the bucket 
compared to house costs and land devel-
opment costs, imploring readers not 
to inhibit their ability to find the real 
money. In the second column, I cited 10 
specific areas where a builder can find 
significant dollars, increasing margins 
while reducing the need for overzealous 
budget cutting that will come back to 
haunt you. 

Our Flaws
Those 10 areas touched virtually every 
area of the business, but let’s focus on 
just one, the building process. From 
graded lot to final, this is a clearly iden-
tifiable, readily measurable process. 
Sometimes, though, I’m mystified by 
what happens in the field.

The most obvious issue is schedul-
ing, and, as an industry, we are just 
lousy. Ask any supplier. Ask any trade. 
Or write down your number of closings 
for every week over the past two years 
and stare at it a while. If you have any 
sensibilities toward an orderly process, 

you should find them 
heartily violated. 

A l though  home 
building materials have 
changed over the past 
50 years, very little has 
changed in the process. 
It’s the same setup as a 
project superintendent 
drawing 40 or 50 sup-
pliers and trades from 
a pool of hundreds and 
trying to coordinate 
them on-site. It gets the 

job done with gross inefficiencies and 
a horrific amount of rework. No one 
knows the national average for construc-
tion cycle time, but I’ll peg the median at 
120 days for production homes. (In this 
case, midpoint makes more sense than 
the average.) 

What should it be? I know; it could 
easily be 60, and enough builders have 
done it to prove that virtually everyone 
can — and in the case of houses any-
way, size doesn’t matter. If you reduced 
your cycle time to 60 days on a consis-
tent basis, you would save far more than 
simply cutting two months out of your 
carrying costs on land, which in itself 
is considerable. Work-in-process inven-
tory would fall dramatically. Supervision 
cost per house would be cut in half. You 
would become so tight and so efficient 
that rework, errors and omissions would 
fall and quality would rise; most of your 
rework would be eliminated. Do that 
and you can stop knee-jerking your over-
heads, demoralizing your work force 
and destroying your supplier and trade 
relationships.

You call this an impossible dream? 
Then answer this question: why has 
virtually every other industry that manu-
factures a product — from agriculture 
to transportation — seen order-of-mag-
nitude increases in productivity and 
efficiency over the past 50 years and not 
home building? 

We were just having too much fun 
doing what we were doing to attend. 

Over the past 15 years, we have made so 
much money doing things the way we’ve 
always done them that there was no rea-
son to pay attention to what was going 
on in the world around us. 

Lean Production Can Work
There has been a revolution, and we 
missed it. The revolution is called lean 
production and it was perfected by Toyota. 
Lean production — when you eliminate 
waste and do more with less — has now 
completely supplanted Henry Ford’s 
mass production model as the basis for 
operations in the leading companies and 
industries around the world. 

So this is our opportunity. The pain is 
here, and I know you feel it. That should 
provide the motivation to change the way 
we do things. The key to lean production 
— lean building — is understanding 
waste and where it resides in all areas of 
the business. 

Next month we’ll take a look at the 
seven key areas of process waste to get 
you agitated enough to find and elimi-
nate waste in your own company. How 
much is there? Twice as much as you 
have saved in all your overhead slashing, 
guaranteed, and without all the collateral 
damage. That’s just for starters. If you 
want to get a head start, go dust off Jim 
Womack, Dan Jones and Daniel Roos’ 
“The Machine that Changed the World.” 
That’s the book your neighbor Chuck 
the engineer told you to read 15 years 
ago and you didn’t. It was mostly about 
the automobile industry, for heaven’s 
sake, and what did Chuck know about 
home building, anyway? We’ll see about 
that, next month. PB

Scott Sedam is president of TrueNorth 
Development, a nationwide consulting 
and training firm focused on quality, 
process improvement and organizational 
development.

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

bestpractices

Sedam’s Strategies
 1. Product Strategy
 2. Land Selection
 3. Advertising
 4. Startup Process
 5. Trade selection
 6. Plans & Specs
 7. Options & Selections
 8. Schedule
 9. Turnover
 10. Prevention Mentality
Professional Builder, July 2006

pbx0610bp_lessons_ID   42pbx0610bp_lessons_ID   42 9/25/2006   11:42:32 AM9/25/2006   11:42:32 AM



S T E P 1

THE F.A. PORSCHE DESIGN RANGE HOOD, FROM BEST BY BROAN.
It’s what happens when form meets function, they hit it off and have a lifelong romance. It’s
high-performance coupled with high design. If only all kitchens could begin this beautifully.

800.558.1711 bestbybroan.com

©2005 Broan-NuTone, LLC. Best by Broan is a registered trademark of Broan-NuTone LLC. Circle 19 or go to http://pb.ims.ca/5214-19
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Why are Red Wing work boots legendary for keeping the elements out? Because we put so much into them. 
For waterproofi ng, we use full-grain waterproof leathers and a special moisture-wicking barrier for a system 
so effective, it’s guaranteed for one year. For warmth, we use genuine Thinsulate™ Ultra Insulation. Keep your feet 
warm and dry with Red Wing Shoes. Built to fi t. Built to last. For a dealer: redwingshoes.com or 1-800-RED-WING.

© 2006 Red Wing Shoe Company
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>> BY BOB PIPER, THE TALON GROUP

H.R. DEPT.

Remember the Basics
How are you operating today? Learn from your peers and better yourself at the same time.  

My partners and I are in a fascinating line of 
work. Every day we get to talk to interesting people 
from across the country about what’s going on in 
our industry.

Here’re some things we’ve run 
across lately that may help you 
on the HR side:   

No Surprises
Hiring people should be a 
fairly fluid process. Learn 
and understand the following 
about each candidate early in 
the interview process:
■ Why are they interested in 
pursuing an opportunity with 
your company? Is it growth? 
Money? Environment? If a 
candidate’s motivation is lack 
of promotion with their cur-
rent company, it’s critical you 
understand what his or her 
expectations look like going 
forward. 

■ What are they making now 
(base, bonus, bonus criteria, 
when paid, etc.)? What do 
they expect to make? Will it 
cost them money via forfeited 
bonuses to make a change? 
This is especially true of any-
one leaving a company late in 
their current bonus cycle. 

■ Now that they’ve had the 
opportunity to get to know 
you and your company, what’s 
their temperature? How inter-
ested are they? Ask them how 
they feel about being a mem-
ber of the team.

■  If a candidate’s requirements 

and expectations are out of 
alignment with yours, there 
is no need to move forward. 
Don’t get surprised and find 
yourself in a negotiation at the 
last furlong. Selection takes 
time, and the last thing you 
need is a lot of time invested 
and no results. 

No Need for Mystery
Too many people in our indus-
try think that if they don’t 
hear any feedback from their 
supervisor, they must be doing 
a good job. When associates 
know where they stand formal-
ly and informally they natural-
ly become more focused; they 
have no need to guess or fill in 
the blanks. 

What’s In a Name?
We recently completed a COO 
search for a regional builder. 
During the search we inter-
viewed talented and success-
ful candidates. All had great 
technical prowess with his-
tories of delivering high vol-
ume, revenue and profits. The 
candidate who got the nod 
had one attribute we don’t 
see often enough: he made 
it his business to know and 
acknowledge every member 
of his organization. 

I know what you’re think-
ing: how hard can that be? In a 
normal company of 100 asso-
ciates, it’s tough, but certainly 
not impossible. The astonish-
ing thing about this individual 
is he had more than 350 asso-
ciates on his team. 

Everyone’s favorite word is 
their name. When they hear 
it, they feel celebrated, special 
and important. It costs noth-
ing and the dividends this type 
of care and interest yield are 
huge. PB

Bob Piper is the founding 
partner of The Talon Group, a 
leading retained executive search 
firm specializing in the real-estate 
development and home-building 
industries.

‘‘The candidate who 
got the nod had one 
attribute we don’t 
see often enough: 
he made it his 
business to know 
and acknowledge 
every member of 
his organization. 
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LOG ON To read about this and 
other HR issues, visit us online at

www.ProBuilder.com/
bestpractices
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Superior
insulating value 

through Cardinal 
Insulated Glass

Frame corners 
contain 21 grams 

of silicone for 
weather-tight 

joints

7 standard colors 
serve to complement 

a vast color palette

Double sealed 
sash for extra 

weather-tight fi t

Available 
in Pine and 
Natural Alder 
wood interiors

Durable maintenance-free 
extruded aluminum cladding

GO AHEAD – SCRUTINIZE.

Windsor’s vast product line offers the fi nest 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

QUALITY   PRODUCT SELECTION   SERVICE   VALUE  
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>> BY PAUL CARDIS, NRS CORP.

CUSTOMER SATISFACTION

Boost Your Resources
With existing home sales down and a sur-
plus of new housing in many parts of the country, 
home builders are heading back to the days of nor-
mal growth and profits. As many of you already 
know, the industry now has to work harder just to 
keep sales close to last year’s levels. 

While economists predict that 
the home building market is 
going to stay strong for the 
next 20 years, some home 
builders have responded to 
the ’06 correction with mas-
sive budget cuts and layoffs. 
However, rather than gut your 
company and pine for lower 
interest rates and increased 
housing demand, home build-
ers should view this slowdown 
as an opportunity to fix what is 
wrong in their organizations 
and maximize their corpora-
tion’s resources — the people 
and processes. 

I realize the need to cut 
back in hard times; it’s a fact 
of business. A drop in sales 
requires cost-cutting mea-
sures. However, before you go 
slashing expenses, it is impor-
tant to look at every expendi-
ture and its effect on customer 
satisfaction. It is important 
not to jeopardize tomorrow’s 
sales by hastily making cuts 
that could negatively impact 
the customer experience and 
choke your referral sales and 
reputation in the market.

Even cuts that seem to be 
outside of the customer expe-
rience — such as certain lay-
offs — could affect customer 
satisfaction. 

It is a gamble to make cer-
tain cuts so they won’t impact 
the bottom line or customer 
satisfaction. It’s like a min-
ing company betting that a 
decrease in particular expen-
ditures won’t affect employee 
safety. You have to ask, “Is it 
really worth the risk?” As min-
ers dig deeper into a shaft, they 
must shore up the tunnel to 
make sure it doesn’t collapse.

Before you begin heavy 
cost-cutting, you should imple-
ment a quality improvement 
program to rebuild your pro-
cesses and become more profi-
cient. That way, you can make 
the right cuts without gutting 
your key resources and jeopar-
dizing your future.

Every successful company 
has natural resources that help 
set it apart from the competi-
tion — the assets you need to 
protect to remain competitive 
and ensure that customer ser-
vice doesn’t slip. The ultimate 
resource is customer satis-
faction. Others include your 
employees, your company cul-
ture, process and your brand. 

Customer 
Satisfaction
We all know the power of 
customer satisfaction when 

it comes to generating refer-
ral business. As the housing 
market becomes tighter, cus-
tomer satisfaction will become 
increasingly important for 
attracting new business. In an 
NRS research study, 72 per-
cent of buyers said customer 
satisfaction awards and recog-
nition were important in their 
buying decision. Therefore, 
now is the time to implement 
programs that bolster custom-
er satisfaction, not cuts that 
chip away at it. 

Employees
Your internal customers are 
another key asset you must 
preserve and occasionally sur-
gically trim. If the decline in 
new housing sales convinces 
you to implement a series of 
layoffs, consider the impact on 

‘‘One day the market 
will bounce back. 
Let’s hope you 
haven’t burned your 
vital resource so 
you will be poised 
to seize the day that 
is destined to arrive 
again.

IL
LU

S
TR

AT
IO

N
: J

U
P

IT
E

R
 IM

A
G

E
S

Best Practices

pbx0610bp_custsat_ID   47pbx0610bp_custsat_ID   47 9/25/2006   11:50:07 AM9/25/2006   11:50:07 AM



pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
0

.2
0

0
6

  
w

w
w

.p
r

o
b

u
il

d
er

.c
o

m

48

Best Practices
 >> CUSTOMER SATISFACTION

employee satisfaction and how that could 
affect customer service. Also, consider 
the cost of replacing highly qualified 
and trained employees who jump to the 
competition because they are no longer 
part of your organization. Who is going 
to serve the customer after you pull in 
the reins? Is it you? Is it your executive 
team? It’s not going to hap-
pen, and the end result will 
be much lower customer 
referrals. Don’t be left with-
out the resources to deliver. 

If you lay off, make sure 
you make up for it with supe-
rior management skills. This 
means:
1) Evaluate employees very 
carefully with a thorough 
review.
2) Weed out those who don’t belong.
3) Support those who remain by having 
an action plan to handle the increased 
workload. 
4) Provide praise to those who remain 
and discuss the increased psychological 
impact these changes have on them. 

Remember that your good employees 
are with you not because of money, but 
rather because of the companionship, 
camaraderie and pride they have in their 
work. Don’t gut that too — it comes at 
no charge to your company.

Company Culture
You treat employees as equals, you value 
everyone’s ideas, you care about their 
work/life balance, and you even offer 
free gym memberships to encourage 
employees to stay healthy. Everything 
you do says that you care about people, 
both those who work for you and those 
who buy from you. It’s a way of doing 
business that has people wanting to do 
business with you. 

But all of this can change if you make 
the wrong cuts. A culture doesn’t emerge 
overnight, and restoring a culture that’s 
been decimated is an arduous path that 
takes years of work. So how can you 
screw this up? Try firing good people in 

your company who are viewed as valu-
able. That’s a guaranteed way to create 
turmoil and turn your company culture 
on its head. Or try stopping your custom-
er loyalty programs and focus completely 
on the bottom line. Once you’ve achieved 
this, everyone else in the company will 
see this as a signal to stop caring for the 

customer as well. How about 
one more horrible recom-
mendation? Lets renegotiate 
with all our trades and sup-
pliers and mandate they cut 
their contracts by 15 percent. 
While you will get many tak-
ers, the one who will pay is 
the customer in the form of 
reduced quality, understaffed 

crews and poor quality materials. Not 
what you asked for.  

Process
Now that I have tempered your willing-
ness to fire valuable people in your com-
pany, we have less work and lots of good 
people. What next? Process improve-
ment! This is your company’s golden 
opportunity to ready itself for the next big 
rush in home building. It is also a time to 
earn the trust of your employees, trades 
and suppliers. Make this slowdown the 
time when you have preserved many 
resources so you can invest in the future. 

Let’s demonstrate how your company 
will preserve many of the people to fix 
the processes that have been strained 
for the last five years during the biggest 
home building rush in history. Much 
of what we have left today after being 
trampled by customers is broken systems 
that need work. This is the time when 
you can revamp departments, map out 
your processes, redefine responsibilities, 
implement measurement systems and 
ultimately make your company stronger.

Brand
Once you’ve destroyed your brand, it is 
very difficult to turn it around. We can 
all think of companies who have been 
around for decades, only to damage their 

brands and have to either change their 
names or sell. For example, Sundance 
Homes in the Chicago market let its 
quality get so low during the mid ’90s 
a community protest was mounted 
against the builder, and in a matter of 
years, the company was sold and dis-
mantled. Likewise, there are many other 
stories of builders who forgot about 
their customer in lieu of the bottom line 
and have either changed their names or 
cease to exist. 

How about Dell’s recent accidental 
exploding computer. The damage to the 
brand has been significant, and the next 
few months and years will determine the 
actual cost to their company from this 
failure in quality control. Imagine, for 
example, a builder who has branded his 
company as a green builder. In a short-
sighted attempt to save money, he does 
something that is against green building 
standards to cut costs. As soon as word 
gets out, the builder’s brand would be 
destroyed. The quickest way to damage 
your brand is to make cuts that directly 
impact the work you are known for.

At the end of the day, you have to be 
making money to survive and flourish. 
Sound financial planning dictates that 
expenses be evaluated regularly to ensure 
the best return on your investments. The 
same goes for your relationships with 
employees, suppliers and trades. If cuts 
are necessary, the challenge is to make 
them in a way that protects your natural 
resources and maintains your key com-
pany asset: the customer. One day the 
market will bounce back. Let’s hope you 
haven’t burned your vital resource so 
you will be poised to seize the day that is 
destined to arrive once again. PB

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

LOG ON Want to learn more about customer 
satisfaction? Visit us online at
www.ProBuilder.com/bestpractices
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HVAC. Plus, sawing and drilling
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>> BY JOHN RYMER, NEW HOME KNOWLEDGE

NEW HOME KNOWLEDGE

Protecting Your Backlog
With rising interest rates and a softening mar-
ket, many builders face high cancellation rates as 
customers reconsider and or walk away from their 
original purchase decision. Although no builder 
is immune from cancellations, builders and sales 
agents can use several strategies to minimize can-
celled customers.
Smart builders escalate rela-
tionships with their back-
log customers by keeping in 
touch. No news is good news 
for customers who believe they 
may have made a bad decision 
when agreeing to buy a home. 
If customers don’t hear from 
the builder, they might think 
there’s no progress on the con-
struction of the home — and 
wonder if there’s a good way 
out of the deal. 

At the same time, a sales 
agent does not look forward 
to calling customers who they 
think may be considering can-
celing their home. Again, they 
assume no news is good news. 
Many sales agents assume that 
by not calling the customer they 
have eliminated or postponed 
the chance of a cancellation. 

It is very important to com-
municate regularly with every 
customer in backlog a mini-
mum of once every two weeks. 
Ask yourself, from a customer’s 
perspective, who would you 
rather disappoint: a company 
and a sales person who you 
barely know and haven’t heard 
from, or a trusted friend and 
company representative who 
calls and keeps you abreast of 
the status of your home?

So how do you stay in touch 
and provide purposeful infor-
mation for customers in back-
log? Begin with the following 
premise to every phone call:
■ I personally walked your 
homes this week and this is 
what I observed.

■ I spoke to the builder (or 
superintendent) who is build-
ing your home this week, and 
this is what he/she said about 
your home.

Note there are no commit-
ments for closing dates or even 
necessarily that any progress 
has been made on the home 
— just personal interest taken 
by the sales agent in providing 
an update to the customer. If 
little progress is occurring on 
the home, think about prog-
ress outside of construction, 
such as new schools that are 
opening; road work that is  
being completed; or new area 
restaurants or shopping.

If your market is seeing 
significant discounts since 
homes in backlog were sold, 
sales agents need to be armed 
with guidelines on how to deal 
with customers seeking a price 
reduction prior to closing. 

Setting guidelines with 
sales agents doesn’t mean giv-

ing them the keys to discount a 
home in backlog. If a custom-
er says, “I see that the price 
of my home on the Internet 
has decreased, so what are 
you going to do for me if I go 
ahead and close?” The sales 
agent might say, “I understand 
that you expect to pay a fair 
price for your home in today’s 
market. Let me discuss it with 
my division president/sales 
manager, and we will get back 
to you within 48 hours.” By 
doing this, the sales agent is 
still the point person and the 
relationship is still in tact. PB

John Rymer is the founder of 
New Home Knowledge, which 
offers sales training for new home 
builders and real-estate profes-
sionals. He can be reached at 
john@newhomeknowlege.com. 

‘‘Smart builders 
escalate 
relationships with 
their backlog 
customers by 
keeping in touch.
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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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Hiring the right people takes thought, patience and skill. Are you holding the right auditions? 

Do you have great people 
working for you — people with 
great skills, a good work ethic, and 
great working relationships with their 
fellow employees? If so, kudos — it 
probably didn’t happen by accident. If 
not, take an inventory of your hiring 
strategies. In a slowing and competi-
tive market, having a quality staff gives 
you a definite advantage.

“Most builders look at this busi-
ness as a land business,” says Martin 
Freedland, president of Organizational 
Development Associates, a human 
resources consultancy with several 

home builder clients, based in Atlanta. 
“But next door, there’s another builder 
on a comparable piece of land. And if 
you build a really cool product, within 
90 days somebody’s going to copy it. 

“The thing that will really differenti-
ate one builder from another will be the 
quality of their people. It gives a builder 
a strategic advantage to have the best 
people who are the best trained and 
who are the happiest. They will just do 
a better job.”

Conversely, a mediocre crop of 
employees will cost you time and 
money. Think about it: you place ads, 

interview and pick someone. You spend 
time training and getting that person 
acclimated to the job. Then the prob-
lems start: not being dependable, not 
getting along with other team members, 
or just doing a bad job. Other employees 
complain about having to make up for 
the bad hire’s slack. Some quit. Worst of 
all, your product and service is affected, 
which affects customer satisfaction and, 
in the end, your bottom line.

When builders are in a pinch, they 
can be short-sighted about these conse-
quences.

“You’ve got a job coming up and you 

HOW I LEARNED TO ... HIRE THE BEST PEOPLE

The Great 
Talent Search
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need somebody. You need somebody 
you don’t have to train. You say you’ll 
work out the problems next week if they 
don’t show up,” says Ira S. Wolfe, found-
er of Success Performance Solutions, a 
Lancaster, Pa.- based company that pro-
vides pre-employment evaluations and 
consulting services. Wolfe taught the 
class “Construction Management Jump 
Start and Hiring Competence” at the 
2003 International Builders’ Show. 

“The problem is that the cost of hir-
ing somebody is indirect. Research 
shows at least half an employee’s annual 
salary and up to 100 percent is spent on 
a new hire. Even for fast food restaurants 
that pay seven bucks an hour, the cost to 

bring somebody on board and provide a 
minimum of training is $3,000.”

It’s worth it to spend time and energy 
on the front end of the hiring process to 
avoid the consequences of a bad hiring 
decision later.

Get the Word Out
Good hires start with smart recruitment. 

“With the market we’ve had in hous-
ing for the last number of years, almost 
everyone you would want is working,” 
Freedland says, “so they don’t respond to 
ads. If you have a job and you’re being 
paid decently and you haven’t been 
abused, you’re probably not going to 

start searching other builders’ Web sites 
or Monster.com for jobs.”

The lesson: don’t wait for good candi-
dates to find you. Scout them out. 

“It’s imperative that the manager, 
CEO or whoever is doing the hiring 
actually be out there networking on a 
regular basis to know where the good 
people are,” Freedland says. “You need 
a recruiting system that continually has 
the very best players in your geographi-
cal area on your radar screen. 

“If you were to lose somebody,” 
Freedland adds, “at best you get two 
weeks notice, and you can’t replace that 
person with a first-round draft choice in 
two weeks. If you start scouting around 
after you get the notice, in most instanc-
es you’re probably going to end up with a 
less-than-qualified person for that job.”

Internal referrals are another good 
source. “Take your best people, set up 
a referral program and hope they refer 
their friends,” Wolfe says. 

“We really focus on referrals from 
existing employees,” says Chuck 
Vassallo, CFO of Atlantic Builders in 

Fredericksburg, Va. “They know what 
Atlantic Builders is about, and they are 
better able to relate to the type of indi-
vidual we’re looking for.”

Recruiting good people from other 
industries can be effective. Jeff Rutt, 
president of Keystone Custom Homes 
in Willow Street, Pa., used his experi-
ence buying his wife a piece of jewelry to 
seek out a prospective employee. “This 
gal was doing a phenomenal job. I kept 
her card and called her a couple of times 
over the past six months. Finally she 
said, ‘Yeah, I’m ready to come in and 
talk.’ We really want to keep our eyes 
open and always be aware of other peo-

ple that could be interested in working 
for our company.”

Building good relationships with col-
leges and trade schools can be another 
pipeline for good talent. Tom Schoedel, 
president of Atlantic Builders, says the 
company has looked to Virginia Tech 
because of its reputable construction 
management program. Interns were 
hired through a campus career fair — 
solid candidates for future careers in the 
construction industry.

Larger builders and industry associa-
tions are making colleges more aware of 
the opportunities in the home-building 
industry. If a college in your market has a 
construction, engineering or related pro-
gram, keep a presence on campus and 
use resources to educate faculty about 
opportunities in the industry and your 
company (for more on this subject, see 
sidebar “Recruiting the class of 2007).

Know Who and What 
You Want
Knowing what kind of person your com-
pany needs is key. Not only do they have 
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‘‘
It’s imperative that the manager, CEO or 
whoever is doing the hiring actually be out 
there networking on a regular basis to 
know where the good people are. 
— Martin Freedland
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to be able to do the job and fulfill what’s 
outlined in a job description, but they 
should also fit the company’s culture – 
and that includes working compatibility 
with the manager. 

“A lot of people can do things,” 
Freedland says, “but maybe they don’t 
fit on the team. The greatest 
rebounder in basketball is Dennis 
Rodman, but he doesn’t have a 
job. He has trouble playing on 
teams. But when he played for 
the Chicago Bulls with [Michael] 
Jordan, he won a bunch of cham-
pionship rings. Change the team, 
change the coach, change the 
chemistry, and all of a sudden 
he’s ineffective.”

Also, certain personality types are a 
better fit for certain jobs.

“We’re looking to match the person-
ality with the position,” says Schoedel of 
Atlantic Builders. “I come from a finan-
cial background, but you wouldn’t want 
the accountant personality — that detail- 
oriented, very task-oriented personal-
ity — in the sales role where ego, drive 
and that desire to make a deal is more 
important. And you wouldn’t want the 
sales personality in the accountant role. 
They’d go crazy.”

Disposition and attitude are incred-
ibly important.

“Employers should look at team/
culture fit, even before the job skills,” 
Wolfe says. 

“You find that if people are motivated 
to learn, they fit well on the team and 
seem to be motivated by the culture; you 
can train them to do almost anything. 

“People tend to hire on skills and fire 
on attitude,” Wolfe adds. “You almost 
have to flip it around. All the failures 
that we hear about are people who have 
years of experience and training but 
didn’t make it.”

“Absolutely attitude comes first,” 
says Schoedel. “A great example is Mr. 
Vassallo, our CFO. He didn’t come from 
the construction industry. He came from 
telecommunications. His enthusiasm, 

BUILDERS HAVE TACTICS, TOO! ‘YOU’RE HIRED!’

In Loganville, Ga., a builder’s “Hire Night” strategy has enough elements of “The 
Apprentice” to gather the right employees for Jeremy York, founder and president of 
Presidio Homes. He created “Hire Night” as a way to get employees’ help in saying, 
“You’re hired!” 

“I had some really great people working for me,” says York, and “I wanted 
to figure out how could I bring the employees and the candidates together 
where we can all make a decision on who we’re going to hire.”

Though all employees are invited, the candidates’ future coworkers get the 
most say.

It’s a question and answer process that isn’t just fun and games. Says York: 
“Questions include anything from ‘Why do you want to come work for Presi-
dio Homes?’ to ‘What has been your biggest career failure?’” 

All employees ask a predetermined question; all candidates will have to 
answer each question. 

At one point, the candidates and employees work together on a task that’s 
timed. “I want to get them as stressed out as they can be within a 22-minute time 
period. But I don’t want them to get so stressed out that they’re not having fun. At the 
end of the day, the whole reason for putting them in a group setting is I want to see 
what they’re made of.”

Once the group task has been completed, employees are asked to vote for their 
first-choice candidate anonymously.

“You will have your mind made up by the end of the Q and A,” says York. “But you 
will almost always change your mind by the end of the task. People are going to an-
swer questions as well as they can and be relaxed. But when you put them in a work 
atmosphere, they change.”

“We came out with ‘Hire Night’ about a year before ‘The Apprentice’ premiered,” 
York says. “I’m looking for leaders, and so is Trump. But I’m not looking for corporate 
America leaders. I’m looking for people who will lead people, not just take the lead for 
a particular job.”

his desire, his intensity and his strategic 
planning brought him to us.”

Beware of Actors
The biggest mistake managers who hire 
make is to select an employee solely on 
gut feeling. This is not to say instinct 
shouldn’t play a role in the decision. 
Wolfe says the problem comes in identi-
fying whether a person is putting a good 
face on or talking a better game than 
they can actually play.

“Managers don’t generally spend a 
lot of time learning to interview better, 
but candidates do,” Wolfe says. 

In an era of downsizing and at a 
time when people often change careers, 

many job seekers have been coached on 
interview and presentation skills. And 
candidates will generally do whatever it 
takes to avoid rejection.

“Even if they don’t want to work for 
the company, they at least want to get the 
job offer,” Freedland says. “Whether it’s 
your high school prom or a job, people 
will avoid rejection.” 

Behavioral interviews and tests are a 
way to get a more objective assessment 
of what a candidate is really like. 

Interviewers turn to several psycho-
metric tests such as the DISC Profile 
Personality Test, Myers-Briggs person-
ality type indicator, BERKE and Caliper, 
to name a few. Wolfe has trademarked 
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an employee selection and performance 
management system called CriteriaOne.

Good testing instruments can be 
helpful in predicting behavior on the job 
and whether an individual will work well 
with the team. 

“When we started looking at CFOs,” 
says Schoedel, “we took my Caliper pro-
file and we asked them, ‘What would 
be a matching caliper to augment my 
deficiencies and short comings?’ That’s 
why we have a very personable and out-
going CFO.”

Just don’t make a hire based solely on 
test scores.

“It’s an interview tool,” says 
Freedland. “It will help you learn a lot 
more about them. But would you go 
to eHarmony and because they recom-
mended you to somebody, meet them 
at the altar? There has to be face to face 
interaction, reference checking — a 
highly disciplined system is needed to 
make the right decision.”

Have Multiple Rounds
The objective of a good interview is to 
get the candidates to be as honest as pos-
sible about who they are, so the hiring 
manager can answer the questions of 
competency, attitude and cultural fit. 

“One theory is that the candidates 
should talk to a lot of people,” Freedland 
says. “We don’t subscribe to that. If 
you’re going to work for someone, you 
really want to spend time with that per-
son. The intimacy is so much higher.” 

Freedland also suggests conducting 
three- to five-hour interviews.

“This is after screening, reference 
checking and some sort of written third-
party evaluation,” Freedland says. “A 
whole lot of groundwork has been done 
before you invest this amount of time.”

Why such a long meeting? Freedland 
says it takes about three hours to “get 
people’s energy level down enough that 
they’ll quit spinning things and tell you 
the truth.”

“It’s very friendly, very welcoming,” 
Freedland says. “You’re not beating them 

up with rubber hoses. It’s just, ‘Tell me 
more about yourself. I’d like to learn 
more of what happened here. Explain 
that to me.’ The manager learns a lot.

“And at some point you’ll get a can-
didate that will say, ‘Well, I probably 
shouldn’t tell you this, but …’ Now some 
of the warts start to come out. And they 
are important to know because there 
aren’t any perfect candidates.”

Get a Testimony
Before making a final decision, you have 
to find reliable references.

“You’ve got to be able to get past these 
people who say, ‘I’m sorry, we’re not 
allowed to say anything,’” Freedland says. 

“The last thing you want to do is talk 
to an HR department a thousand miles 
away at some corporate headquarters,”   
he adds. “They have no idea how good 
or not so good this person is. The person 
you really want to talk to is the manager 
right over that person.”

Freedland recommends talking with 
a coworker and even tapping a third 
party to do the reference check. “For 
some reason,” he says, “people seem to 
think if they tell it to a third party, it must 
be okay.”

“I ask them to provide personal ref-
erences,” says Vassallo. “Sometimes I’ll 
ask them Caliper questions about the 
person. You can get a very good feel for 
or an additional validation of what you 
think about that person.”

And if the candidate has worked in 
the industry, there’s an informal net-
work of references.

“If it’s a superintendent, you can 
talk to trades,” Freedland says. “If it’s a 
sales person, talk to the realtors and loan 
originators. There’s such a network of 
people that will be able to help you get 
to know this person. But you’re going 
to have to spend some time and energy 
doing it.” PB
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Best Practices
 >> HOW I LEARNED TO

LOG ON For this and more best practice 
articles, visit us online at

            www.ProBuilder.com/bestpractices

There’s no shortage of jobs in the 
home building industry. Steve Nellis, 
vice president of recruiting at Centex 
Homes, spoke to the importance of 
college recruitment at the Pacific Coast 
Builders Show in June.
“We need to build awareness on 

campuses of our industry, that we have 
great career opportunities,” he said. “We 
have huge needs at all levels and talents 
— from trades to senior executives.”
Nellis said one way to capitalize on 

the new crop of graduates is to provide 
scholarships, start name recognition 
early and be open minded to graduates’ 
backgrounds. 
“Faculty love scholarships. Students 

need them. So we are providing a $2,500 
scholarship. Promoting the scholarship 
that’s what’s getting attention for us.
“I analogize it with the NBA and NFL. 

Do they wait until senior year to deter-
mine the top talent? They look at fresh-
men, sophomores and juniors. That’s 
why we need to provide scholarships. 
We need those students to start think-
ing about us early, before they decide 
on another career. Who are the Lebron 
Jameses and the Dwayne Wades? 
It’s time to identify the high potential 
recruits.
“And we need to be open to all stu-

dents, no matter what degree. Look for 
the leaders in the organizations. Most 
construction management degree pro-
grams have an NAHB student chapter, 
and Sigma Lambda Chi is the honorary 
fraternity for construction majors. We’re 
looking for those leaders — presidents 
and treasurers, as well as students 
involved in other professional organiza-
tions. 
“Find the athletes. I love it when I find 

a student who is interested in working 
for me that is part of an NCAA team on 
campus. They are driven. They’re hard 
workers. They understand team concept, 
and the hours don’t scare them either.” 

Class of 2007 Recruitment

pbx0610bp_hire_ID.indd   58pbx0610bp_hire_ID.indd   58 9/25/2006   12:30:54 PM9/25/2006   12:30:54 PM



©2006 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors. Photos for dramatic effect only.

All Ultrex Series

The job site’s no place for weak windows that get all bent out of shape over an honest day’s work. That’s why
we created the new Integrity® All Ultrex® Single Hung Window. It’s made with Ultrex, a pultruded fiberglass 

that’s eight times stronger than vinyl. It stays square through installation and beyond, and resists warping,
fading, discoloration and chalking. Making callbacks – and vinyl windows – a thing of the past.

Get a free t-shirt at integrityallultrex.com or call 1-888-537-7602 to find out how it's Built to perform.  

Built to survive the most demanding conditions we could imagine. And a few we’d rather not.
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Emerging Issues
>> WWW.PROBUILDER.COM/EMERGINGISSUES

Proactive Solutions

Respondents to a Joint Center for 
Housing Studies survey were among the 
country’s top 150 builders who reported 
closings of 500 or more single-family 
homes in 2004. Although the study’s 
authors had noted analysts’ predictions 
of an ensuing downturn, the actual study 
was conducted and released before the 
market started to deteriorate.

When asked to identify what contrib-
uted most to financial performance suc-
cess, more than half of the respondents 

pointed to strong housing market fun-
damentals and nearly a third cited land 
assembly strategies. Another 13 percent 
considered improved customer satisfac-
tion as key to profitability. In contrast, 
few respondents attributed their success 
to shorter construction cycles, savings 
on product purchases and on-site con-
struction costs, and other operational 
efficiencies.

However, authors of the study noted 
that the adoption of innovative prac-

tices related to product distribution and 
assembly were improving the operation-
al performance of large builders along 
such dimensions as construction cycle 
time and customer satisfaction. 

The four innovative operating prac-
tices identified as contributing most to 
increased efficiencies included coordi-
nation with subcontractors, component 
preassembly, supplier installation and 
supply chain management, which cov-
ers a broad range of practices.  

A link to the entire Harvard Joint 
Center for Housing Studies report “The 
Evolving Home Building Industry & 
Implications for Consumers” is avail-
able from this article online at www.
ProBuilder.com.

Builders participating in the most recent Harvard Distri-
bution Study signifi cantly downplayed the contribution that im-
proved operating effi ciencies have had on their bottom line growth. 
Yet it’s precisely those effi ciencies that might end up helping pull 
them through the current market doldrums.

Well-Oiled Efficient Machines

Supersize It

>> BY MARK JARASEK, SENIOR EDITOR

Study finds operating efficiently makes your business work

Americans don’t just want 
their food super-sized — their 
homes are getting bigger as 
well. The sizes of newly con-
structed homes have grown 
significantly over the last 30 
years. According to the U.S. 
Census Bureau, the number of 
new homes with 2,400-2,999 
square feet has grown 75 per-
cent. Homes measuring more 
than 3,000 square feet doubled 
in amount from 1978 to 2005, 
from 143,000 homes to 286,000 
homes. 

Although the number of 
new homes with 2½ bathrooms 

or more has increased by 200 percent, the number of new homes with 
1½ bathrooms has decreased by 81 percent.
The tables here chart the super sized house movement over the last 
three decades. The data tracks the number of bathrooms and bed-
rooms and square footage for new homes sold in 1978 and 2005.

>> BY RHONDA JACKSON, STAFF WRITER

BEDROOMS 1978 2005

% of Market
Percent
Increase1979 2005

2 bedrooms or less 74,000 130,000 9 10 75.6%

3 bedrooms 523,000 612,000 64 48 17%

4 bedrooms or more 219,000 514,000 27 42 134.7% 

BATHROOMS 1978 2005

% of Market Percent 
Increase/
Change1979 2005

1½ bathrooms or less 181,000 34,000 23 3 -81%

2 bathrooms 419,000 458,000 51 36 9.3%

2½ bathrooms 153,000 464,000 19 36 203% 

SQUARE 
FOOTAGE 1978 2005

% of Market
Percent Increase/
Change1979 2005

Under 1200 42,000 32,000 5 2 -23.8%

1200-1599 177,000 204,000 20 16 21%

1600-1999 204,000 272,000 23 21 33.33%

2000-2399 167,000 234,000 19 18 40.1% 

2400-2999 146,000 255,000 17 20 74.7%

3000+ 143,000 286,000 16 22 100%
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Fannie Mae chief economist David 
Berson points out that years of fren-
zied housing investor activity from 
1987 to 1989 preceded the 1992 hous-
ing slump. Markets in the worst shape 
now had investors drive housing price 
increases to unsustainable rates. And 
today, “the investors have not only 
stopped buying, they are selling,” says 
Berson. “That’s why inventories and 
cancellation rates are up dramatically. 
The markets in most trouble are those 
that had the most investors, without 

other factors to offset it such as good job 
growth, in-migration and strong house-
hold formations. Those markets have 
the potential for significant declines in 
housing activity and prices.”

Another set of housing markets have 
a different problem: weak economies. 
You won’t see as big a drop in housing 
activity there as in the investor-driven 
markets. “There weren’t many inves-
tors in southern Michigan,” Berson 
says, “but there’s the potential for a long 
housing downturn there.”

Berson predicts a drop in home sales 
this year of 10 to 15 percent, followed 
by a further decline of 5 to 7 percent in 
2007. 

“In the early 1990s, we had five years 
where price gains averaged only about 
2 percent a year, well below the rate of 
inflation,” Berson says. “The good news 
today is other parts of the economy are 
growing well. That should offset the 
damper of a housing slump. But growth 
will be below-trend because housing is 
slowing the national economy.”

Emerging Issues

The continuing collapse of housing markets across the country is not uniform; Texas and the 
Carolinas are bucking the downward trend. In many ways, this slowdown is similar to what hap-
pened between 1990 and 1992, although that one had a national economic recession to deepen it. 
We’ve avoided that this time — so far.

>> WWW.PROBUILDER.COM/EMERGINGISSUES

Proactive Solutions
Market Downturn Deepens
>> BY BILL LURZ, SENIOR EDITOR

Investors played a big role in the housing industry’s slump in the 
early ’90s. Their effect on today’s down market is even greater. 

MANAGEMENT CONSULTANT JOHN BURNS recently produced a 
housing cycle barometer by calculating the ratio between home prices 
and income levels, then comparing those ratios today against the 25-
year history of markets across the country. What Burns found raises 
an alarm: only 13 markets fall below their median affordability level. 
Three are on median and 84 are above it.

The four inexpensive markets — Pittsburgh, Cleveland, Cincinnati 
and Indianapolis — have stagnant local economies. Nine markets 
— New York; Washington, D.C.; Los Angeles; Seattle; Portland, Ore.; 
Baltimore; Edison, N.J.; Nassau, N.Y.; and Naples, Fla. — have worse 
affordability today than in the early 1980s, when mortgage rates were 
above 18 percent.

The map shows the most overpriced markets are along the coasts, 
where supply constraints aggravate the situation. The barometer 
ranges from 0 to 10; Burns categorizes markets between 7.5 and 10 
as potential housing bubbles, those from 5.0 to 7.5 as overpriced in 
comparison to history, and 0.0 to 5.0 as no housing bubble.

However, Burns cautions, with sales slumping, prices are probably 
past their peak everywhere except North Carolina and Texas, where 
houses still sell fast. “[They] have strong economies and didn’t see 
the investors that drove up prices elsewhere,” Burns says. “But now 
there are signs investors are flocking there because those are the only 
places it’s possible to flip houses” he says. “A lot of money was raised 
for real-estate investments, and there are still people trying to place it.”

HOUSING CYCLE BAROMETER

No Housing Bubble, 0.0 to 5.0

Overpriced in Comparison to History, 5.0 to 7.5

Potential Housing Bubble, 7.5 to 10.0
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BroadbandAccess is available in 181 major metropolitan areas covering over 148 million people, and is expanding coast to coast. BroadbandAccess is available in 72 primary airports in the U.S. Coverage limitations 
and maps at verizonwireless.com.

•  With the Verizon Wireless network as your partner, your construction business has a full range of wireless solutions to increase 

productivity and stay competitive—from the initial bid to the fi nished job.

•  Streamline job management, scheduling and communications between staff, subcontractors and customers.

•  With Field Force Manager, your offi ce can enhance operations by scheduling and dispatching jobs to staff in the fi eld—as well as 

enabling personnel to perform their jobs more effi ciently while on-site.

•  Access email, Internet—and your fi les—with BroadbandAccess, our high-speed wireless broadband network.

• Access construction management custom applications and tools on Verizon Wireless handsets.

Want more info about construction-specifi c solutions? Call 1.800.VZW.4BIZ or visit verizonwireless.com.

that moves your construction business forward.

IT’S THE 

NETWORK
SM
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Mod Moves Up
Keep an eye on the Gulf of Mexico 
— not because another hurricane is headed our way, but 
because the future of American home building may be 
emerging there. The Gulf Coast housing crisis created by 
Hurricane Katrina is churning up innovation on a broad 
scale, and the solutions taking shape in Louisiana and 

Mississippi may eventually land at your door, wherever 
you do business.

A consensus is emerging in the Gulf that plant-manu-
factured modular housing will be a major player in the 
region’s recovery because there isn’t much labor supply 
to support traditional on-site home-building operations. 

Emerging Issues

>> BY BILL LURZ, SENIOR EDITOR

Modular manufacturers are courting home builders with products — and quality 
— light years beyond the double-wide.   

GOVERNOR’S HOUSE IS THE LARGEST MODEL — 2,430 

square feet and $255,300 — at suburban Chicago builder 

Bigelow Homes’ Hometown Aurora development in Aurora, Ill.  

It’s not modular, and builder Perry Bigelow believes it’s a better 

buy because it’s site-built.
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DAVID BAUER OF GURNEE ENTERPRISES built Magnolia Square modular 

development in Fort Pierce, Fla. The homes came out of Nationwide Homes’ plant 

in Arabi, Ga. 
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Already, modular manufacturers like Champion, Palm Harbor 
Homes, Patriot Homes and others are stepping up to meet the 
challenge by treating it as an opportunity to prove their abil-
ity to act as suppliers of modules to traditional home builders, 
moving a big chunk of what normally takes place at the site 
into a controlled environment in a factory.

The labor shortages in Gulf Coast construction trades are 
extreme. “On the Mississippi coast, if you want your home 
rebuilt, you can expect to pay $300 a square foot,” says Thayer 
Long, executive director of the National Modular Housing 
Council. “This is in an area where the average home sold 
for $100,000 before Katrina. Obviously, they’ll have to find 
other ways to build workforce hous-
ing, which is what they need most to 
rebuild the local economy. Modular 
housing is the answer,” he says.

Let’s take a closer look at what mod-
ular manufacturers can — and can’t 
— do for you and your home buyers 
today.

Pros & Cons
Looking at the speed of modular pro-
duction, you might be tempted to 
immediately pull out a pen and shout, 
“Sign me up!” But it’s not as simple as 
that, especially if you’re a production 
builder.

“Modular housing has great ben-
efits for custom builders and small 
firms that build on scattered lots,” 
says Palm Harbor Florida division 
president Mike Draper. “We can 
always get the house up faster, and 
the farther out of a metro area the site 
is, the better we compare. Where the 
trade crews have to drive great dis-
tances to get to a building site, it’s bet-
ter to ship modules.”

This is especially true in the 
Northeast, where houses are built on 
basement foundations or crawl spaces 
and traditional architectural forms 
make it easy to adapt floor plans to 
modular production. After all, it’s easy 
to fit a big, two-story Williamsburg 
colonial into four or six modules. 
“We can match elevations with any 

site builder,” says Mike Wnek, Palm Harbor vice president of 
marketing. “We’re able to achieve the steep roof pitches many 
of them want because we can now ship the roof hinged and 
folded flat, then tilt it up to the desired pitch on-site.”

But the value equation gets a bit more complex for a pro-
duction builder, especially if the firm is doing business some-
where across the Sun Belt, where most houses are built on 
slab-on-grade foundations and gabled roofs are less common. 
“The big production builders, especially the public companies, 
can match our costs,” says Draper. “After all, when they go up 
and down a street, there’s not all that much difference between 
that and what we do in a plant. When you figure out what it 
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“WE CAN ALWAYS GET THE HOUSE UP FASTER, 
AND THE FARTHER OUT OF A METRO AREA THE 
SITE IS, THE BETTER WE COMPARE.” 
Mike Draper, Palm Harbor Homes.

Emerging Issues

HOW FAST ARE THEY BUILT? 

SPEED IS MODULAR HOUSING’S STRONG SUIT. Work is performed quickly and pre-
cisely in the plant in uniform operations that benefit from a controlled environment, 
unlike job sites where weather often affects the pace.

To get a feel for how a modular plant operation compares to that of a top-flight 
production builder, we asked Chicago builder Perry Bigelow, chairman of 2005 
Professional Builder Builder of the Year Bigelow Homes, to share his construction 
schedule for a typical house in the Hometown Aurora development in Aurora, Ill. We 
matched it against the production schedule for a similar home moving through the 
modular plant of former National Housing Quality award winner Palm Harbor Homes 
in Plant City, Fla.

Because site preparation would be the same whether a house is built on-site or 
in a plant, we try to put them on equal footing by starting the clock when Bigelow 
begins the firm’s 11-day framing stage and Palm Harbor begins flooring and framing 
work in the plant. Here’s what we found:

Bigelow Palm Harbor

Day 1   Framing
Day 16 Mechanicals
Day 32 Drywall
Day 35 Exterior
Day 47 Trim
Day 82 Closing

Day 1   Floor and Framing (factory)
Day 17 Crane Set/House Set
Day 22 Interior Final Trim Out
Day 41 Carpet and Hardwood Floor
Day 55 Closing

Bigelow’s schedule, which hits closing in 82 calendar days after framing began, al-
lows more time than necessary for a number of tasks. “We’ve got some ‘air’ in it to 
allow for rain days,” he says. That’s the reality of on-site operations, especially in an 
area with varied weather like northern Illinois.
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costs us to deliver the mod-
ules and set up the house, they 
can get down there with us 
on cost per square foot. And 
a lot of the public builders are 
getting into plant production 
themselves. They are building 
panel plants and using trussed 
roofs and floors.”

For a production builder 
in the Northeast or Midwest, 
going modular is a tough call. 
In Texas, Florida or Arizona, 
it’s even tougher because it 
requires conversion to perim-
eter foundations and crawl 
spaces. Modules can’t be built 
with only three sides to fit on 
a slab-on-grade foundation. 
“All of our structures must 
have a wood floor,” explains 
Palm Harbor’s Steve Reyanga, 
“or a floor of some kind. I’ve 
got our engineers looking for 
ways to build floors out of steel 
and integrate them into our 
chassis assembly for shipping. 
That way, we’d only have an 
axle assembly that would have 
to be returned to the plant. But 
right now, it has to be 2 by 10 
floor joists or a trussed floor.”

Reyanga points out that 
Palm Harbor is headquartered 
in Dallas and continues to 
grow fast in Texas, so it’s not 
impossible to sell crawl spac-
es and wood floors even in a 
market that is perceived to be 
solidly slab-on-grade. “We’re 
seeing a trend among custom 
builders in Dallas and Fort 
Worth to go to wood floors,” 
Reyanga says. “It’s a better 
floor — softer, easier on the 
feet. And Texas is spending 
billions of dollars on founda-
tion repairs every year because 
of expansive soils. The best 

custom builders here are sink-
ing pilings down to 30 feet, 
even under concrete slabs.”

Palm Harbor’s value equa-
tion is further complicated by 
having 30 percent more wood 
in its houses than those of an 
average production builder in 
North Texas. “We sheath our 
entire building with ¾-inch 
OSB sheathing. Our walls are 
2 by 6 in most cases, and our 
studs are 16 inches on center,” 
Reyanga says. “In Florida, we 
don’t even offer 2 by 4 walls 
because we need six-inch walls 
to meet the 140 mph wind 
resistance required in coastal 
counties, and 90 percent of our 
business in Florida is within 15 
miles of the ocean.

“You have to remember 
that we have to transport 
these modules down the high-
way and then lift them with a 
crane. You know what happens 
to drywall if that module is not 
stiff? It cracks. So we sheath 
the entire structure, including 
meeting walls.”

Chicago builder Perry 
Bigelow, who builds about 250 
houses a year, says it would be 
tough for a production builder 
to justify putting all that wood 
in a house, especially if the 
company operates at an entry-
level price point. “Those 2 by 6 
walls and all that sheathing are 
costs we don’t have. The crawl 
space foundation is a wash 
against slab-on-grade, but the 
wood floor that sits on top of 
the foundation is extra. These 
are the kinds of things that 
chew up the advantage they 
have by operating in a plant. 
At a higher price point, you 
can justify it because all these 

Emerging Issues
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GLOSSARY OF TERMS

MANUFACTURED HOME: Any home produced in a factory 
is, in fact, a manufactured home. But what most people 
in the industry refer to when they use this term is a home 
built and inspected entirely in a factory under the federal 
building code administered by the U.S. Department of 
Housing and Urban Development (HUD). It may be single- 
or multi-section and is transported to the home site and 
installed. It is not subject to local building codes, only 
to the zoning that often restricts where the HUD-code 
manufactured homes are allowed.

PANELIZED HOME: This is a home made of panels or 
wall sections built in a plant, shipped flat, then assem-
bled on a foundation on-site. An “open” panel arrives 
unfinished, inside and out. A “closed” panel is complete 
when it leaves the plant, including windows, doors, 
wiring, inside surface and outside siding. Panels can be 
designed to serve as wall, floor and roof surfaces. Such 
homes must meet the state and local building codes 
where they are sited. Many production builders use 
panelization to varying degrees to reduce the on-site 
labor component in a home.

PRE-CUT HOME: This is the term for homes in which 
building materials are factory-cut to design specifica-
tions, shipped in a kit of parts, then assembled on-site. 
Such kits are sold directly to consumers. Popular ver-
sions include log homes, A-frames and geodesic dome 
homes. They must meet state and local building codes 
where they are erected. This form requires the most 
on-site assembly.

MODULAR HOME: This is a home created by assembling 
two or more factory-built modules — boxes really— that 
may contain several rooms. The units are built in a factory 
almost to completion, trucked to the site and assembled 
using a crane to lift each module into place. Modular 
homes can be virtually any size. Townhouses and multi-
family buildings can also be assembled. Modular homes 
fall under the auspices of whatever model building code 
is enforced in the jurisdiction where the home is sited, 
such as the BOCA National Building Code, ICBO Uniform 
Building Code, Southern Standard Building Code, or the 
IRC One- and Two-Family Dwelling Code.  

THE VALUE EQUATION GETS A BIT MORE 
COMPLEX FOR A PRODUCTION BUILDER, 
ESPECIALLY IF THE FIRM IS DOING BUSINESS 
SOMEWHERE ACROSS THE SUN BELT.
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convenient, IRC2003-compliant access for a home
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more. Delivered and installed by licensed dealers,
the PermEntry® basement access system with 
heavy-gauge steel Bilco basement door will add
profitable options to your new homes.

Add Direct 
Basement Access

With PermEntry®... the precast
concrete stairwell and Bilco 
basement door system.

For more information, contact 
The Bilco Company at

(203)934-6363
www.bilco.com

Now available with Bilco's new Ultra Series Basement Door 
featuring high density polyethylene construction
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Emerging Issues

things add quality to the product, but entry-level buyers can’t 
afford 2 by 6 walls.”

Bigelow points out another subtle advantage that site build-
ers have: the freedom to design without the constraints of fit-
ting rooms into module dimensions. “Our houses in Home 
Town Aurora are designed to maximize useable space. We 
have very few halls, and a lot of rooms that ‘borrow’ space from 
adjacent rooms. We never had to worry about fitting a house in 
a module. If we wanted to modularize, we’d have to redesign 
to try to maximize the cost savings available in modular. That 
would add another design constraint.”

On the Upswing?
Even with these issues, modular housing is likely to look bet-
ter to many builders, even small production companies, in the 
near future as site labor becomes scarcer and more expensive. 
Add to that the possibility that immigration reform legisla-
tion might close the border with Mexico to illegal immigrants, 
which would certainly have an effect on labor costs. Nationwide 
Homes director of marketing Reed Dillon believes that bodes 
well for his firm, which markets modular along the east coast.

“With our systems, it’s almost always about labor when we 
sign up a new builder. Trades seem to always be in short sup-
ply. We usually figure a plant will have an effective marketing 

“IF WE WANTED TO MODULARIZE, WE’D HAVE TO 
REDESIGN TO TRY TO MAXIMIZE THE COST SAVINGS 
AVAILABLE IN MODULAR. THAT WOULD ADD ANOTHER 
DESIGN CONSTRAINT.” Perry BIgelow, Bigelow Homes
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THE 129-LOT MAGNOLIA SQUARE features one- and two-story homes from 1,182 to 2,271 

square feet priced from $207,990. All the homes have covered front porches, hardwood flooring 

and window treatments.
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radius of 300 miles before you start to see 
cost issues,” he says. But we are shipping 
modules from our Arabi, Ga., plant 800 
miles to builders in Key West.

“There are no available trades in the 
Keys,” he says, adding that coastal mar-
kets with hurricane exposure are where 
Nationwide compares best to site build-
ing. “Our ability to build on pilings is 
strong, and our product is most efficient 
and attractive at the high price points you 
see in coastal markets. We customize 
more than anybody,” Dillon says. “CAD 
revolutionized the modular industry.”

Wnek says modular will eventually 
be a secret weapon for small production 
builders trying to compete with the big 
publics, even at affordable price points. 
“Modular allows us to do attached hous-
ing, multifamily, even mixed-use,” he 
says. “So we can help small production 
builders to build a large number of units 
fast, turn the inventory in high-density 
developments, and our builders can still 
offer a lot of customization. That’s what 
CAD and a computerized systems build-
ing operation can do for you, and the big 
public companies can’t match it.”

It will certainly be interesting to watch 
how this plays out over the next several 
years, especially in the Gulf Coast, where 
modular builders have been handed a 
perfect opportunity to prove their viabil-
ity at every price point. PB

Emerging Issues

MODULAR ALLOWS US TO DO ATTACHED 
HOUSING, MULTIFAMILY, EVEN MIXED-USE, 
SO WE CAN HELP SMALL PRODUCTION 
BUILDERS TO BUILD A LARGE NUMBER 
OF UNITS FAST. Mike Wnek, Palm Harbor Homes

MODULAR HOMES ON 
DISPLAY AT IBS 2007

Stop by Professional Builder’s  
Show Village at the International 
Builders’ Show February 7-10 in 
Orlando to check out modular 
homes first hand. The three-home 
showcase will highlight Nation-
wide’s and Palm Harbor’s work in 
the modular home market.

For more information, visit us 
online at www.housingzone.com

Circle 32 or go to http://pb.ims.ca/5214-32

pbx0610ei_siteVman_ID.indd   72pbx0610ei_siteVman_ID.indd   72 9/25/2006   4:21:02 PM9/25/2006   4:21:02 PM



Circle 33 or go to http://pb.ims.ca/5214-33

pbx0610   73pbx0610   73 9/25/2006   10:07:49 AM9/25/2006   10:07:49 AM



pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
0

.2
0

0
6

  
w

w
w

.p
r

o
b

u
il

d
er

.c
o

m

74

Plans and Projects

Some builders still call it the family 
room, while others have adopted the contemporary 
term great room. Labels aside, industry experts agree 
this multipurpose space is here to stay. In modestly 
priced production homes or high-end custom resi-
dences, today’s buyers are expecting more from it in 
function and style.

“It really doesn’t matter what you call it,” says build-
er Jay Fechtel, president of  The Fechtel Company in 
Tampa. “This is the place where the family is hang-
ing out. In terms of usage, this is definitely one of the 
most important rooms in the house for our buyers.”

The typical great room is an open, informal living 
space at the back of the home that has both a physical 
and visual connection to the kitchen and informal din-
ing area. Today’s most successful great rooms allow 
the homeowner to relax, watch television, entertain, 
supervise children’s homework, visit with the cook 
in the kitchen, or simply contemplate their outdoor 
environment.

“The great room is the social center of the house,” 
says Orlando-based interior designer Kay Green, a 
recognized industry leader in merchandising model 
homes for builders in all price ranges throughout the 
eastern, central and southern U.S. 

 “The great room has really emerged in our market 
in a big way over the past five years,” says architect 
Robert Hidey, whose residential architectural firm 
Robert Hidey Architects in Irvine, Calif., designs 
multi-family, single-family and custom homes for 
some of the country’s leading builders. “We include 
one in just about every set of plans that we do. People 
just naturally gravitate to the kitchen and the space 
adjoining it  — the great room. No matter what you 
do you just can’t get them out of there.”

Go With the Flow
“Even though it’s located at the rear of the home, the 
great room’s function as a connection space is very 
important,” says Green. “Traffic is constantly flowing 
through it to some other part of the house.”

Fechtel agrees. “From a horizontal perspective, the 
most important element of the great room is its link to 
other spaces, particularly to the outdoor living area.”

INSIDE & OUT

Open Invitation
A well-planned great room can handle 
everyday living or guests.

PAY ATTENTION TO TRAFFIC 

FLOW to maintain good 
circulation throughout the 
space.

BOTH A VISUAL AND 

PHYSICAL CONNECTION 
to other key areas, including 
the kitchen and outdoor living 
space, is essential.
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>>  BY ANN MATESI, CONTRIBUTING EDITOR

PLAN AHEAD TO CREATE 
seamless integration of 
high-tech wiring for lighting, 
computer and audio-visual 
equipment.

INTERIOR ARCHITECTURE, 
including beamed ceilings, 
distressed wood floors, 
decorative millwork and a 
focal-point fireplace, makes a 
strong visual statement.

CEILING BEAMS ADD WARMTH to 
the great room and provide space 
to hide everything from wiring runs 
to overhead speakers and HVAC 
outlets.

PROPER SCALE AND 

POSITION of furniture offers 
several seating areas in one 
room.

BUILT-IN OR FREE-STANDING 

CABINETS for today’s 
slim profile television sets 
should provide a place for 
accompanying components as 
well as the option to downplay 
the TV’s presence. 
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The great room is also the primary gathering 
spot for the family. “Great rooms can be difficult to 
design for because of all of the things that you have 
going on in there,” says Green. Fixed elements 
such as fireplaces and windows pose a significant 
challenge for furnishing the space without impact-
ing traffic flow through it. 

“I’m also seeing an increase in secondary great 
rooms in homes these days,” she says. “The pri-
mary great room continues to be that open space 
adjoining the kitchen, but there may be much less 
emphasis on TV viewing in here. This is more 
often being handled by a smaller dedicated space 
at the back of the home or on the second floor, but 
not necessarily a home theater.”

The popular acceptance of the combined great 
room/kitchen as the principal entertainment venue 
in the home has led to another interesting trend, 
says Hidey. Small-scale, secondary cooking facilities 
— in either a corner of the kitchen that is blocked 
from view from the great room or in a separate but 
adjoining nook or hallway — are becoming more 
common and hide meal preperation clutter.

FURNITURE 

ARRANGEMENT in 
the great room, right, 
should create one or 
more conversation 
areas with a definite 
focal point, such as 
the fireplace in this 
project by builder 
Jay Fechtel. (Below) 
Having an indoor/
outdoor connection is 
an important element 
of any successful 
great room, says 
architect Robert 
Hidey. 

Plans and Projects
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1-866-4-HARDIE

www.JamesHardie.com

Below: Ventral Park by Bennett Homes
Below right: Magnolia Park by 
Steve Burnstead Construction

CREATING BETTER PLACES TO LIVE

To register for more information about 
New Urbanism, Sustainability and 
Creating Better Places to Live, 
visit www.jameshardie.com/subscribe.

More than simply a fi nancial investment, our homes are the stage 
upon which we live our lives. Which is why professionals charged 
with building communities – developers, builders, architects and 
city offi cials – are looking at ways to create not only houses but 
whole neighborhoods that put people fi rst. 

This return to traditional neighborhood planning is proving a 
magnet for homeshoppers who appreciate the attention given to 
elements such as:

• Walkability
• A sense of place
• Sustainability
• Connectedness
• Interesting architecture

Due to extreme moisture caused by the high rainfall in the Pacifi c 
Northwest, successful developers in the state of Washington are 
embracing innovative building materials. Among those leading the 
way is Andrew Miller, director of The Dwelling Company.

“We wanted quaint, cute developments, with distinctive colors for 
the cottages and bungalows. James Hardie siding is a staple for us; 
it holds paint so well and stands up to all the moisture we get here.”

ANDREW MILLER, DIRECTOR, 
THE DWELLING COMPANY 

“The architecture here isn’t trendy or stuffy. These are timeless Arts & Crafts-style 
homes with a difference. They’re smart and they incorporate everything we’ve 
learned about how people want to live.”
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Turn Down the Volume
Builders have found that one of the 
drawbacks to a wide-open great room is 
poor sound quality. A high ceiling and 
few walls permit ambient noise from 
adjoining rooms to compete with con-
versation or TV in the great room. 

 “It’s a good idea for builders to 
address the problem of excessive sound 
transmission in open spaces such as 
great rooms,” says Mike Comito, vice 
president of design and construction for 
Marshall Building Enterprises, a Denver-
area residential construction firm. “You 

can really make a big difference by pay-
ing attention to the insulation package 
that you offer.” 

Comito recommends insulating not 
only exterior walls, but also ceilings, 
interior walls and floors. “Most people 
do not realize how much noise actually 
originates from the flooring.” Ceiling 
details such as coffers and beams also 
help by dampening sound from above.

Details to Complete 
the Look
Natural wood for ceiling beams, mill-
work and floors is popular in all markets, 
say the experts. Wide-plank, distressed 
wood flooring has replaced tile as the 
No. 1 choice for the great room for his 
buyers, says Fechtel. He also recom-

Plans and Projects

“The better builders have come to un-
derstand that residential technology is an 
important facet of what an owner wants 
to get out of their house. The great 
room is a good example of where that 
all comes together,” says Thad Glavin, 
managing partner with LouisClark. 

The Chicago-area technology 
company works closely with builders, ar-
chitects and interior designers and even 
hosts periodic roundtable discussions 
to keep them up-to-speed on the latest 
trends and equipment for the residential 
market. “We educate them so that they 
can pass the possibilities on to their 
clients who they then refer to us.” 

Recently, LouisClark opened a new 
high-tech headquarters, training and 
staging facility in Evanston, Ill., appropri-
ately called the Experience Center, which 
provides the end client with a peek at 
just what’s going on behind the walls of 
their home. Visitors can actually step be-
tween walls that have been constructed 
with a 36-inch gap between them in 
room mock ups, permitting them to visu-
alize — wires and all — exactly what’s 
involved in the process of integrating 
technology into a home.

“Anyone can go to the store and 
buy a bunch of equipment and plug it 
in. Creating a seamless installation that 
is easy for the homeowner to operate is 
the challenge,” says Glavin.

Technology for the 
Multipurpose Room

Circle 36 or go to http://pb.ims.ca/5214-36
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You know the right way to build homes. Now there’s a partner who can help you build your business
just as efficiently by removing obstacles to better organization, communication, revenue generation
and customer satisfaction. And of course, better profits.

Introducing Dynami Solutions, an innovative company offering sales and operations management programs designed 
by Jagoe Homes, especially for builders. It enables mid-size builders to perform like big builders – and profit like them 
too. The principles behind Dynami Solutions helped Jagoe Homes increase profit margins by more than 75%.

Ready to run your business more profitably too? Dynami Solutions will give you
the leverage to maximize your business performance. To learn how to make 
success easier, call 1-888-744-5418 or visit us at www.dynamisolutions.com.

Visit us at booth #S12079 at the International Builders Show. www.dynamisolutions.com

WHAT IF...
YOU RAN YOUR BUSINESS, INSTEAD OF

YOUR BUSINESS RUNNING YOU?

TRIM AREA

Circle 35 or go to http://pb.ims.ca/5214-35
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mends using different finishes in the great room 
than in other areas of the house. 

“Interior architecture is a very big element in 
great rooms today,” says Hidey. “One reason is that 
the quality of the materials that are available has 
really been dialed up in recent years. 

“Not only does the Internet provide more 
resources for products than ever before, but manu-
facturing processes for everything from doors and 
millwork to cast-stone fireplace mantles are so 
much better that you can get things made today 
that you couldn’t five years ago. You can take 
houses at all price ranges to a more authentic level 
architecturally and remain competitive in cost.”

Fine Tune Your Focus
In most cases, great rooms feature several focal 
points that change depending on how the space is 
being used at the time. 

“The great room may not necessarily contain 
the largest TV in the house,” says Fechtel, “but in 
most cases it needs to have one somewhere.”

The television’s location and its relationship to 
seating is something that should be considered 
while the great room is still in its design stage, 
recommends Thad Glavin, managing partner with 
LouisClark, an Evanston, Ill.-based company that 
provides custom technology and entertainment 
systems for residences.

Don’t overlook the need for some type of closet 
or storage space to hold the supporting audio/visu-
al equipment, he recommends. Consulting with a 
technology specialist during the design stage may 
avert costly changes down the road. PB

Plans and Projects

LOG ON To read more about this and other tips for 
building better rooms, visit us online at 

          www.ProBuilder.com/plansandprojects

INTERIOR 

ARCHITECTURE, 
including columns, 
archways and beamed 
ceilings, provides 
definition to the great 
room space without 
restricting views.

Kay Green of Kay Green Design, a 
national interior merchandising firm 
based in Orlando, offers these tips for 
great-room success: 

• Include media features; comfort-
able seating in one or more defined 
conversation areas; a fireplace; a con-
nection to the kitchen/breakfast area; 
and outdoor views and access.

• Drywall built-ins are out; opt 
instead for cabinetry-style entertainment 
centers or consoles to display the flat-
screen TV in the great room.

• Painted accent walls are a good 
way to add character to an open space 
that does not have clearly defined 
boundaries.

• Natural finishes and rich stains for 
wood floors, ceiling beams and millwork 
add warmth to a room.

• Shades of brown, blue, red and 
green have been popular. The Florida 
and the Southeastern markets prefer 
brighter colors and higher ceilings, while 
Midwestern buyers tend to be more 
conservative in color choice and drama.

• Textured rugs and upholstery will 
help mitigate noise in open spaces with 
volume ceilings. 

Great-Room Basics
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Solid pine AuraLast,®

the worry-free wood from JELD-WEN, 
is guaranteed to resist decay and 
termite infestation for 20 years.

AuraLast® Wood

A unique vacuum/pressure process 

provides virtually 100 percent penetration 

of the protective ingredients from the 

surface to the core.

Dip-Treated Wood

Dip-treated wood is only

protected on the surface.
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Colors are used for illustration purposes only. AuraLast wood has a clear pine color.

Throw everything  you know about wood out the window.

JELD-WEN® windows and doors with AuraLast® wood will stay beautiful and worry-free for years. 

AuraLast wood provides superior protection against decay, water absorption and termite infestation. 

Unlike dip-treated wood, AuraLast wood is protected to the core and comes with an exclusive 20-year 

warranty. That’s added protection for any building project. To learn more about AuraLast wood and 

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

Wood Double-Hung 
Window

Exterior Premium Pine Door 
1871AP

Wood Radius Casement 
WindowExterior Premium Pine Door 1863AP

®

Circle 37 or go to http://pb.ims.ca/5214-37
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Professional Builder 

presents a LIVE, interactive Web cast...

Back to Normal
Gear Your Business to Today’s Market

Tuesday, October 17, 2006, 1-2 p.m. CDT

Moderated by Paul Deffenbaugh, 
Editorial Director, Professional Builder Magazine

Charles Shinn,
Principal 

Shinn Consulting

Paul Deffenbaugh, 
Editorial Director

Professional Builder Magazine  

Featuring Chuck Shinn 
Former NAHB executive and 38-year industry veteran Chuck 
Shinn is an active consultant and educator for NAHB as well as 
a popular speaker at state conventions and local associations. 
While director of the Business Management Department for 
NAHB, Chuck conducted the fi rst Cost of Doing Business 
study and wrote “The Accounting System for All Builders.” 
Chuck served as director of the Franklin L. Burns School of 
Real Estate & Construction Management at the University of 
Denver before becoming an active builder and remodeler. 
He has a B.A. in economics from Ohio Wesleyan University 
and an M.B.A and Ph.D. from the College of Business 
Administration at American University in Washington, D.C.

Bring your questions to the table
Participate in this LIVE roundtable discussion analyzing the 
newest challenges facing builders in today’s housing market. 
How can you boost sales without shaving margins? 
Can quality come fi rst when cost is on everyone’s mind? 

Hear housing industry expert Chuck Shinn’s take as three 
top builders tell how they are navigating uncertain market 
conditions. Listen as they share what works and what doesn’t 
and hear tested practices for maintaining and growing 
successful companies. And, submit your questions to the 
panelists for real-time, expert advice. 

REGISTER TODAY at

www.ProBuilder.com/webcast

Field your questions to these industry experts on October 17!

Our distinguished panelists: 
Ray DiYanni, Treasurer

 DiYanni Homes, Columbus, Ohio

Barry Frey, President
 Frey & Son Homes, Bonita  Springs, Florida

Todd Olthof, Vice President
Olthof Homes, St. John, Indiana

Sponsored by:

Trade discounts for builders.
800-304-8120

LampsPlus.com/Pros
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Back to the Future
Whittaker Homes refreshes New Urbanism 
in a Missouri development home buyers embrace.

MODEL 2882 at The New Town at St. Charles features Kolbe & Kolbe Windows and pre-finished 
fiber cement siding. Model names at the development reflect their square footage.P
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The way he sees it, the blueprint for success was simple. 
“We’ve gone back in time to the way people used to live,” says 
Greg Whittaker, president of Whittaker Homes. Taking an old idea 
and bringing it to life for today’s home buyer has thrust his firm 
forward in a way he could never have imagined. The New Town 
at St. Charles, a New Urbanism or Traditional Neighborhood 
Development, is the most successful and challenging project that 
the St. Charles, Mo.,-based builder has ever undertaken.  

“We’ve been seeing 10 times the 
amount of traffic at New Town than we 
have at any of our other subdivisions,” 
Whittaker says. 

“In the hectic atmosphere of today’s 
world, people seem to be craving a more 
comfortable atmosphere reminiscent of 
towns in days gone by,” Whittaker says. 
New Town, he says, is a place where 
people can leave their gas-guzzling cars 
behind and walk or ride their bikes to 
the corner store, restaurants, local enter-
tainment and recreation.

Four years ago, Whittaker set out with 
a vision to replicate the composition and 
ambience of Seaside, Fla., where he had 
been vacationing almost yearly since 
1991. Developed in 1981, Seaside is often 
identified as the first and one of the best 
examples of a New Urbanism commu-
nity in the United States.

“I wanted to bring that resort feel-
ing to the Midwest. I wanted to create 
a community where people could walk 
to shops and stores. I was just waiting   
for the right time and the right place,” 
Whittaker says.

He deemed the right place to be the 
flat, rural territory about 25 miles south 
of St. Louis and 3.5 miles away from the 
historic town of St. Charles — very famil-
iar turf for Whittaker Homes, which has 
been building homes and a reputation 
since 1977. It took nearly 12 months to 
methodically assemble the 746 acres 
of farmland that currently defines the 
boundaries of New Town at St. Charles. 
Negotiations involved six farms and 20 
family members.

“This project has taken five times 
the amount of energy and time com-
pared to anything we’ve ever done,” 
Whittaker says. 

After all the land was under contract, 
Whittaker solicited proposals from sev-
eral urban planners, ultimately deciding 
to utilize the talents and expertise of 
Miami-based Duany Plater-Zyberk & Co. 
The award-winning urban design firm 
also happened to be responsible for 
designing Whittaker’s vision archetype 
— Seaside, Fla.

When completed in about 10 to 15 
years, the $1.5 billion New Town at St. 

>>  BY MARK JARASEK, SENIOR EDITOR

Location: St. Charles, Mo.
Builder: Whittaker Builders, St. Charles, 
Mo.
Architect/Planners: Miami-based 
Duany, Plater-Zyberk & Co.
Interior Designer: C&D Interior Design
Developer: Whittaker Builders.
Models Opened: July 2005
Home type: Condo/townhomes, row 
houses, cottages, detached town-
homes, single-family homes, custom 
homes, live/work units and senior 
courtyards
Sales to date: 600-plus
Community size: 746 acres
Square footage: Approximately 600 to 
4,000 square feet 
Price: Mid-$100,000’s to $1 million-plus
Hard cost: $50-$70 a square foot
Buyer profile: Singles, first-time, move-
up, couples without children, empty-
nesters, retirees, seniors

VITAL STATS
The New Town at St. Charles 

Charles project will comprise about 
5,700 residential units and will also 
include 500,000 square feet of commer-
cial mixed use, office and retail space. 
An interconnected system of lakes and 
canals, conceived as an innovative and 
picturesque solution for requirements to 
retain storm runoff, meander through-
out the neighborhoods. The master 
plan calls for all homes to be within two 
blocks of water. Taking a cue from cit-
ies like Venice and Amsterdam, a sec-
tion in the development known as the 
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Island District will even have housing 
units directly on the water that reflect a 
European architectural style.

Building Affordable 
Indeed, a vast assortment of housing 
types will define the ultimate compo-
sition of New Town, including single-
family homes, custom homes, cottages, 
detached town homes, row houses, 
condo/townhome mansions, live/work 
units and senior courtyards. Prices range 
from $120,000 to $1 million and higher.

New Town Homes
Their single-family Model 2880 has been 
a popular sell at New Town. Featuring 
four bedrooms on the second floor, it is 
targeted to families with children. Like 
all models at the development, its name 
represents the square footage of the 
home. Its exterior reflects the symmetric 

Plans and Projects

THIS SINGLE 

FAMILY model at 
The New Town at 
St. Charles features 
a simple floor plan. 
It is decorated in an 
inviting traditional 
style to harken the 
comfort, warmth 
and simplicity of 
yesteryear.
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and refined elegance of a Georgian style, 
with a porch framed with Romanesque 
columns that stretch to the second story 
to create an extra balcony. Decorative 
shutters flank traditional grill-patterned 
windows that harken old-world charm. 

The floor plan is also very traditional 
and austere with a center front entryway 
that opens to a foyer with a living room 
(or study) and dining room on either 
side. A hallway from the foyer leads to 
a spacious family room with an adjacent 
kitchen. At the back of the home, a small 
laundry room leads to a garage.

Although Whittaker said he initially 
thought the 2882 would be the most 
popular model, it has turned out that the 
cottage homes, which range from 1,200 
to 1,800 square feet on smaller 3,000-
square-foot lots, have been the best sell-
ers, representing about 20 percent of 
the sales so far. 

“We’ve attracted many more younger 
singles than I ever expected,” Whittaker 
says, citing affordability as the popular-
ity factor.

The company’s ultimate goal for the 
community, he says, is to have a diverse 
profile of residents, from those freshly 
out of college to families with children to 
empty-nesters and retirees.

A Community-Built 
Community
From day one, DPZ and Whittaker 
reached out to involve the local com-
munity. In February 2003, design work-
shops, also known as charrettes, were 
held. The purpose was to introduce the 
New Urbanism concept and solicit com-
munity and civic feedback. The plan-
ners listened to the concerns and ideas 
and advice of more than 400 citizens 
and municipal officials of St. Charles 
and neighboring areas. By the time 
Whittaker and DPZ went to the city for 
official public hearings and approvals, 
there were no objections.

Not only did the early community 
involvement strategy help approvals sail 
through the St. Charles city council, it 
also turned out to be a fortuitous mar-
keting strategy.

“We had over a thousand people on 
our waiting list after those initial meet-
ings,” Whittaker says. “And the word 
just continued to spread from there.”

Before market activity decelerated 
across the nation, the builder was clos-
ing on 30 to 40 homes per month. Today 
the number is closer to 20. The slower 
pace has narrowed the occupancy hori-
zon from a 24-month waiting period 
when sales started in January 2004 to 12 

to 16 months. Oddly enough, the slower 
sales pace is a good thing. “People simply 
don’t want to wait one to two years to get 
into their new home,” Whittaker says, 
adding that they hope to further trim the 
span between contract and occupancy to 
around six to nine months. PB 

A bevy of home builders, city planners, 
mayors and other civic leaders have 
flocked from all over the world to get a 
first-hand look at what’s been going on at 
The New Town at St. Charles. Planning 
and government officials from Germany, 
China, India and Hong Kong have recently 
visited, and on a weekly basis, at least one 
or two developers from around the country 
take a tour.  All this attention has inspired 
Whittaker Homes of St. Peters, Mo., to 
package the process they painstakingly 
went through in turning their vision into real-

ity. Called “New Town in a Box,” it contains 
the processes for marketing, product test-
ing, floor plans, legal documents and other 
pertinent material for recreating a TND like 
New Town.

“The process is very different from put-
ting together a simple subdivision,” says 
Greg Whittaker, adding that there are a 
multitude of other components involved, 
including accommodating the commercial 
and retail components. The firm initially 
spent more than $1 million in professional 
fees and model plans for New Town.
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Plans and Projects

A VIEW OF THE FAMILY ROOM from the 
living room, including an optional direct-vent 
fireplace. Most New Town homes feature 
9-foot first-floor ceilings.

LOG ON Interested in seeing plans and 
projects from past editions of Professional 

Builder? Visit the archives under PB Resources online 
www.ProBuilder.com

Packaged to Go: ‘New Town in a Box’
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It’s a stroke of genius the way Icynene® delivers superior
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LOTS IN BOTANICA, an infill 
development in Jupiter, Fla., are 
40 feet by 50 feet and cost about 
$120 a square foot to build.
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Diamond in the Rough
In tough markets, look for infill gems like this one in Jupiter, Fla., to lead the recovery.
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Many markets across the country are in full retreat, espe-
cially where investors flipping houses drove annual price increas-
es to unsustainable levels. With no one sure what a fair price 
looks like, potential buyers are sitting on their wallets as excess 
inventory stagnates — and some builders exacerbate the problem 
with massive discounting. It’s happening even in markets where 
the local economy is booming. 
If you’re wondering what kind of product 
will finally entice buyers back into sales 
centers in such areas, here’s our pick: 
New Urban Communities’ Botanica, an 
infill masterpiece only blocks from the 
Intracoastal Waterway in Jupiter, Fla., 
north of West Palm Beach. 

Risky Land
The space is part of a mixed-use devel-
opment created on 143 acres of for-
mer MacArthur Foundation land 
the firm acquired in 2001 from WCI 
Communities. “It was zoned industrial,” 
NUC partner Tim Hernandez recalls. 
“Only about 60 acres was buildable, and 
it had railroad tracks on one side and 
power lines running down the middle. 

“WCI didn’t want it, but they wouldn’t 
sell it to us subject to approval. The risk 
of changing the land use and zoning was 
all on us,” Hernandez says.

New Urban took that risk, then 
nursed the parcel through two years of 
entitlements, including environmen-
tal permitting through the Army Corps 
of Engineers and South Florida Water 
Management District. The zoning for 
the full site now allows 540 units, plus 
commercial space. New Urban sold off 
most of the land, including a cul-de-sac 
of large lots jutting into one of the lakes 

>>  BY BILL LURZ, SENIOR EDITOR 

Location: Jupiter, Fla.
Builder: New Urban Communities, 
Delray Beach, Fla.
Neighborhood size: 123 homes on 
20 acres
Architect: Kupi Eliopolous Architects, 
Delray Beach, Fla.
Interior designer: The Interiors Group, 
Boca Raton, Fla.
Models open: May 2005
Sales: 62
Home type: Rear-loaded, single-family 
detached
Gross density: 6 units per acre
Square footage: Six plans, 2,097-
3,639
Prices: $369,990-$559,990 at opening, 
$569,990-$689,990 today
Buyer profile: Mix of families, young 
professionals, empty-nesters

VITAL STATS
Botanica

on the site, but Hernandez and partner 
Kevin Rickard hung onto 20 acres for 
the compact neighborhood of 123 rear-
loaded, detached courtyard homes.

“We wanted to do something different 
from everybody else,” says Hernandez. 
“Rear-loaded courtyard homes with 
optional guest quarters above the garage 
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INTERIOR 

DESIGNER 

MICHELLE PALMER-

REICH of The 
Interiors Group in 
Boca Raton, Fla., 
uses an eclectic, 
luxurious mix of 
furnishings in 
Botanica models 
to cater to diverse 
buyers.  

Plans and Projects
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at the back of each lot fills that bill.” For 
a crowning touch, the partners decided 
to shun South Florida’s ever-present 
Mediterranean architecture for what 
Hernandez calls ‘Anglo Caribbean’ — a 
mix of brightly colored stucco and clap-
board-sided two-story houses, some with 
metal roofs. The second stories, like the 
first, have concrete block walls.

Why It’s A Winner
When housing markets contract, they 
do it geographically as well as figurative-
ly. Subdivisions of tract houses far out 
of town are in trouble in many markets 
today. When the buyers come back, it 
will be for unique value they can’t get in 
the resale market. Location leads the list 
of attributes. Striking architecture and a 
pedestrian-friendly land plan with urban 
attractions within walking distance are 
also near the top.

As their company’s name implies, 
Hernandez and Rickard are dedicated 
new urbanists. With the town of Jupiter, 
the firm negotiated rentable auxil-
iary dwelling units above 28 of the 123 
garages. The rest can have what NUC 
now calls “executive retreats”— guest 
quarters. The difference is subtle. The 

rentable form has a range, rather than a 
microwave oven, and a balcony, so there’s 
slightly less interior space. “The town 
requires a certain percentage of useable 
outdoor space in relation to indoor for 
rental properties,” Hernandez says.

Courtyard homes have become a 
popular product in Florida, especially 
for empty-nesters who want to do lots 
of entertaining. An L-shaped floor plan 
surrounding a pool creates a dynamite 
party house. But most Florida court-
yard homes have the garage at the 
front (often flanked by a detached guest 
house). Visitors enter through a gate, 
and the front door is actually inside the 
courtyard. Houses have little curb appeal 
when the street scene is a sea of garages 
and the blank walls of guest houses fac-
ing internal courtyards. Botanica’s lots 
are 40- to 50-feet wide. “With 5-foot side 
setbacks, that leaves 30 feet of width for 
half of our houses. If 20 feet of the width 
was taken up by the garage, how bad 
would that be?” 

Instead, with the garage at the back, 
the front of the home can be devoted 
to traditional spaces buffered from the 
sidewalk and street by porches and bal-
conies. The entertainment space around 

the pool is totally private, shielded by the 
house and garage on three sides, with a 
privacy fence filling the gap.

Shown here is the Cayman model, 
the largest floor plan at 3,639 square 
feet and decked out in striking orange 
stucco and a metal roof. It has a 17- by 
5-foot covered porch off the breakfast 
nook that would normally be a $15,000 
option, but it’s required by Jupiter on 
corner-lot houses where that side of the 
house faces a street.

Only the family room and breakfast 
nook face the pool, while the traditional 
living room and a guest bedroom face 
the street downstairs. The master suite 
and three more bedrooms sit upstairs, 
and the only way to the executive retreat 
above the garage is through exterior 
stairs off the courtyard. It has a living 
room, bedroom, full bath and kitchen-
ette (without range).

Halfway Home
Botanica’s pre-sales began in the spring 
of 2004 with eight floor plans ranging 
from 1,747 to 3,639 square feet and base-
priced from $369,990 to $559,990. By 
the time two furnished models opened 
in May 2005, sales were booming and 
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LOG ON Interested in seeing plans and projects from past 
editions of Professional Builder? Visit the archives under 
PB Resources online www.ProBuilder.com

prices ranged $569,990 to $764,990. Sales agent 
Linda DeFrancis says it stayed that way until late 
last spring, long after the rest of South Florida’s 
housing market crashed. “We were the last to feel 
it, and I think we’ll be the first to recover,” she says, 
but admits she spends her days now trying to hold 
onto the 62 sales Botanica still has. 

DeFrancis believes as much as 30 percent of 
those buyers were investors. “We tried to screen 

them out, but they lied to us,” she says, admitting 
that she’ll have to sell against that competition 
when the market comes back. Rickard believes that 
may happen as soon as this winter’s selling season. 
“Our traffic doubled in August, from July, and that 
was just as we were heading into hurricane season. 
Don’t underestimate the impact that had this year. 
We had three hurricanes hit this coast in the last 
two years; a lot of people were waiting to see if it 
was going to be like that every year from now on,” 
he says.

New Urban has backed away only slightly 
from peak pricing. The range is now $569,990 to 
$689,990 for six floor plans from 2,097 to 3,639 
square feet. A small one-story plan and one other 
were eliminated from the mix.

“Lowering prices is not the answer,” Rickard 
maintains. “As the master developer, our land basis 
in these houses is very low. We sold serviced lots 
to our home building operation for $65,000 to 
$75,000 apiece. We could win a price war, if it came 
to that. But we don’t need to fire-sale this product. 
The location is too strong for that. When the market 
comes back, we’ll be the first to know it.”

New Urban has two spec homes — other-
wise, no standing inventory. The firm builds the 
Botanica homes for hard costs averaging $120 a 
square foot. PB

Plans and Projects

BOTANICA PACKS 

123 rear-loaded homes 
— ranging from 2,097 
to 3,639 square feet 
— onto 20 acres in 
the heart of Jupiter, 
Fla., blocks from the 
Intracoastal Waterway. 
The location attracts a 
mix of buyers.

You might assume from looking at photos of Botanica’s houses that the second 
stories have manufactured siding product above stucco-sided first floors. But it’s 
not. That’s troweled stucco that takes on the appearance of clapboard siding.

“Our stucco contractors do it,” explains Kevin Rickard. “It’s much lower cost 
than siding even though it has a high labor component. There are no seams, so 
there’s no caulking required. You just paint it and that’s it. It’s virtually mainte-
nance-free.”

The stucco contractors make a scratch coat on the building and feather the 
thickest part, at the bottom, back to the top of the wall to create a clapboard 
look. And the cycle-time and warranty savings add to the cost efficiency. “I would 
never use siding in South Florida anymore,” Rickard says.

There’s the rub: Unless you work in a market where stucco is widely used 
(and relatively inexpensive), the cost break may not be there. But for builders in 
California, Arizona and Nevada, this technique — which Rickard says is becom-
ing common practice in South Florida — might be something you need to learn. 

A DIFFERENT 
APPROACH TO SIDING
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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 
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. 

color:  | Moab Canyon Sienna  |  inspired by the unique rock formations of southern Utah.

© 2006 Cheil Industries Inc.

Where nature meets technology. 
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Kitchens.com’s editor Kimberly Sweet 
says homeowners are heavily influenced 
by food television; cooking shows’ popu-
larity has given consumers a peak into 
the workings of a professional kitch-
en — and homeowners want one to 
match. Plus shelter magazines — House 
Beautiful, DWELL, Real Simple — are 
serving as a mini-university for home 
and kitchen design for potential home 
buyers, too.

Ideas All Around
“As [consumers] go through the shelter 
magazines, they see a lot of kitchens 
with the look of stainless steel. It has 
that real professional, commercial look. 

That’s what consumers are migrating 
to,” says Troy Rodman, industrial design 
manager for Sears, Roebuck and Co. 
Other trends: 
■ Side-by-side refrigerators with three-
door refrigerators, which have a two-
door refrigerator on top with a bot-
tom-mount freezer. This configuration 
allows the homeowner to easily access 
the entire refrigerator. 

■ Dual-fuel ranges. “[Consumers] want  
gas burners, ideally with an electric 
oven. Electric bakes better and roasts 
better and gas tends to have infinite 
control; therefore, it is better for your 
burners,” says Connie Edwards, a 
Certified Kitchen Designer and director 

of design for Timberlake Cabinet Co.
■ Induction ovens, although gas and 
electric cooking appliances occupy the 
majority of the market.

■ Cabinets that resemble furniture, as 
kitchens blend into other areas of the 
home. “That is what is moving the trend 
from really light woods to medium and 
a little darker woods. It works better 
with furniture tones,” says Edwards.

Cabinets are also taking on a sleek-
er look. “There is a movement toward 
cleaner, simpler lines that I would prob-
ably call contemporary,” says Edwards.

Kitchens have evolved from function-
ing as just the cooking stage to the actual 
hang-out hub of the home. And more 
exposure to  media that focuses on kitch-
ens has produced a much more educated 
home buyer who wants a personalized, 
efficient and highly-styled kitchen. 
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Innovations
>> BY RHONDA JACKSON, STAFF WRITER

As Seen on TV
Today’s home buyers are looking for a stylish kitchen that 
supports their modern lifestyle — and they’re following pop cul-
ture’s cues. 
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ELECTROLUX’S PROTOTYPE LIVE-IN ROOM at the kitchen and bath show seam-

lessly combined the kitchen with a living room, wet bar and an area for practicing 

the piano.

THE EVOLUTION OF THE KITCHEN

Dinner is not the only thing cook-

ing in the kitchen. Homeowners 

pay bills, supervise homework, 

watch television and host parties in 

these multi-function rooms. Design-

ing kitchens with a focus on the 

triangular workspace and the basic 

cooking area doesn’t cut it. The 

modern kitchen has emerged as a 

convergence of many rooms: the liv-

ing room, dining room, office space 

and traditional kitchen. 

A recent Electrolux survey of 

1,024 Americans highlights several 

consumer trends that may influence 

the way kitchens are designed. 

Here are the top consumer trends:

1. Nine out of 10 perform non-tradi-

tional activities in their kitchen

2. Two-thirds socialize in the kitchen 

rather than the living or family rooms

3. Integrated/separate zones 

– cooking, eating, entertaining, 

working

4. Combining the living room, dining 

room/breakfast nook and kitchen 

5. Comfortable seating

6. Appliances that blend in

Proactive Solutions

pbx0610in_applications.indd   103pbx0610in_applications.indd   103 9/25/2006   2:19:17 PM9/25/2006   2:19:17 PM



EVER-G
UARD

™

GEN
UIN

E L
EATHER

Ever-Guard™ genuine leather; 10x more abrasion resistant than traditional leather, 
heat resistant up to 346̊ F*, and waterproof.    Only Timberland PRO has it.

THE POWERWELT WITH 
EVER-GUARD™ LEATHER.

JUST JACKHAMMER THEM 
OFF WHEN YOU GET HOME.
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Circle 20 or go to http://pb.ims.ca/5214-20
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PATH REPORT

AUTOCLAVED AERATED CONCRETE’S 

dependability and efficiency helps it withstand 

many natural disasters.

Innovations
>> BY DUSTIN ROSA AND SUSAN CONBERE, PATH PARTNERS

Better Building Blocks 
for Better Homes 
What goes up as easily as a 
standard concrete masonry  
unit (CMU) structure but is just as 
strong, more energy-efficient and easier 
to work with because of its light weight?

It’s autoclaved aerated concrete 
(AAC), a pre-cast manufactured building 
block made from quartzite sand, lime 
and water. The elements are processed 
into a highly durable and efficient build-
ing material that can withstand fire and 
other natural disasters. By altering the 
mixture’s proportions, manufacturers 

can manipulate insulation values and 
compressive strength. And because it is 
lightweight and has its own insulating 
properties, AAC can save construction 
time and energy.

A Case Study
Doug Edwards, head designer and part-
ner of Edwards Design Group, a design/
build firm in Scottsdale, Ariz., has been 
building with AAC since 1999. With his 
brother and partner, Kevin, who heads 
construction, the Edwards’ build between 

five and 10 homes a year using AAC, 
which meets the team’s requirements for 
sustainability. Because AAC comprises 
natural materials, there’s little to no pol-
lution during its production. Also, AAC’s 
insulating properties require less heating 
and cooling, and its pesticide resistance 
minimizes the amount of potentially 
harmful chemicals that could be needed. 

“With AAC, it’s easy to construct 
environmentally friendly homes that are 
comfortable, affordably priced and aes-
thetically appealing,” says Doug Edwards

A look at Autoclaved Aerated Concrete
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Innovations

“With AAC block, walls are very 
straight and smooth and consistent 
from an insulating perspective,” Doug 
Edwards says. “There is less thermal 
bridging than with wood framing, and 
you don’t have to deal with batt insula-
tion on the walls.” 

Tests of buildings conducted by the 
Oak Ridge National Laboratory (ORNL) 
have shown that air infiltration is 63 per-
cent less in an AAC home than a wood 
stud-framed structure and 48 percent 
less than an uninsulated 8-inch CMU 
wall. This increased air tightness can cut 
energy demand significantly — 18 per-
cent compared to wood-frame walls, 23 
percent compared to steel stud walls, and 
36 percent compared to two-core CMU. 

Training the Trades
Building a home with AAC can take a 
bit longer than building with conven-

tional materials, Edwards says. “As our 
crew gets more experienced, this may 
not always be the case. In the meantime, 
we pride ourselves on delivering an AAC 
home for the same price as a stick-built 
home,” says Doug Edwards. The crews 
have adopted well.

“At first, we had to work closely with 
the crew to get them used to some dif-
ferent processes, but it’s not that hard. 
Masonry crews have to adjust to using a 
special polymer-modified thin-set mor-
tar system, which allows less margin for 
error. Our masons use a special notched 
trowel to apply the thin-set mortar and 
create texture for subsequent pieces of 
block.” To protect AAC’s exterior, Doug 
and Kevin use an impermeable synthetic 
stucco system that helps avoid moisture 
issues. 

“The electrician is the subcontractor 
most affected by the use of AAC block. 

It’s a whole new way of pulling wire and 
installing J-boxes, switches and outlets. 
They have to use a skill saw to cut out 
11/2 inch deep by 11/2 inch wide channels 
to accommodate romex and j-boxes. A 
circular skill saw cuts through AAC like 
butter, but protective eye equipment and 
respiratory masks are a must because of 
the dust,” Doug Edwards said. 

Working with AAC generates a lot of 
dust, another reason trades might not 
like working with it. PB

Dustin Rosa and Susan Conbere write 
about better building practices on behalf of 
the Partnership for Advancing Technology 
in Housing. PATH is administered by the 
U.S. Department of Housing and Urban 
Development. 

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

• Order Factory Direct!
• In Stock and Ready for Shipment!

>> PATH REPORT

LOG ON To read more PATH articles, visit us 
online at www.ProBuilder.com/
innovations

CUSTOM DESIGNED, FABRICATED AND FINISHED PERFORATED AND BAR GRILLES

#200 Square Link

Perforated & Bar Grilles • Curved Grilles • Waterjet & Laser cutting • Stock Items Available
ARCHITECTURAL GRILLE 42 Second Avenue, Brooklyn, New York 11215 Phone 718.832.1200  Fax 718.832.1390  www.archgrille.com

* Phone number valid outside of New York State.

The flexibility you need.
FOR YOUR COMPLIMENTARY CATALOG CALL US AT 1.800.387.6267*

#210 School Slot #225 Majestic

Circle 54 or go to http://pb.ims.ca/5214-54 Circle 53 or go to http://pb.ims.ca/5214-53
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*Results from a survey of 1500 home shoppers/home owners conducted by Gilmore Research Group in December 2005. 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. October 2006. ©2006 Owens Corning.  Cultured Stone® is a registered trademark of Owens Corning.

“I knew Cultured Stone® gave me 
  an edge in selling homes. But I was 

 surprised how big an edge.”

In a recent study*, homebuyers said they were 50% more likely 
to consider buying a home that had a Cultured Stone® exterior. 
Yes, you read that right. 50% more likely. So if you want your 
homes to sell more easily, add Cultured Stone® veneer. And 
that’s not just somebody’s opinion. It’s a fact.

Shown: Cedar Limestone. To find out more about Cultured Stone® products, visit www.culturedstone.com or call 1-800-255-1727.

55712_OC_OC6-272.indd 1 9/11/06 2:50:05 PM

Circle 55 or go to http://pb.ims.ca/5214-55
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Smart energy for 
a simpler world.

Electricity is everywhere 
in your daily life. At work, 
Helen likes to be in control. 
But at home, Helen just 
wants to relax. The only 
thing she has to worry 
about is whether 
her coffee is  avored. 
Thanks to Schneider 
Electric, the world leader 
in the management 
of electricity and 
automation, technology 
becomes so effective 
that you forget it’s even 
there. Together with its 
brands: Square D®

— the best known name 
in NEMA type electrical 
distribution and control 
products, systems and 
services — Juno Lighting Inc. 
— a leader in the design, 
assembly and marketing of 
recessed and track lighting  xtures 
— and Square D/Clipsal® — a leader 
in the data communications and home 
automation markets — Schneider Electric 
converts electricity into smart energy. 
Creating processes and solutions today that 
are simple, ef  cient and environmentally friendly. 
So tomorrow’s world is a better place to be. 
Welcome to a new electric world.

Building a New Electric Worldwww.us.schneider-electric.com

This is where we control 
the home’s electrical distribution.

This is where you’ll  nd the remote 
that controls the entire home.

G
E

T
T

Y
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E
S

This is Helen. She’s having a nice hot 
cup of coffee — thanks to us.

This is where we provide 
decorative lighting.

IN93353A_66604R.indd 1 9/5/06 3:11:10 PM

Circle 56 or go to http://pb.ims.ca/5214-56

pbx0610.indd   108pbx0610.indd   108 9/21/2006   1:50:10 PM9/21/2006   1:50:10 PM



109

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
0

.2
0

0
6

  
w

w
w

.p
r

o
b

u
il

d
er

.c
o

m

Avi Hornstein
Owner, Vice President
Allentown, Pa.

� TerraDrain 
www.webtecgeos.com
TerraDrain sheet drains offer a cost-effective 
alternative to conventional drainage systems. 
TerraDrain 101 consists of a non-woven fabric 
attached to a polymeric dimpled core. TerraDrain 
50 is a lighter version of the 101. TerraDrain 121 
has a membrane backing compatible with soft 
waterproofing systems. TerraDrain 203 utilizes a 
heavier-duty core and high-strength woven fabric 
for horizontal applications. Circle # 126 or go to 
http://pb.ims.ca/5214-126

Omega 
Homes

>>  >> IN MY OWN WORDS

Innovations

In My Own Words
“Prior to our using TerraDrain — and 
no matter how successful a door installa-
tion was — we inevitably got complaints 
within the first year. Years later, water 
was seeping into the basement area 
where the slab meets the Bilco doorsteps. 
This product allows a small drainage 
plane underneath the slab and on top of 
the footer, giving the water somewhere to 
go instead of into the homeowner’s base-
ment. It is a cheap solution to a difficult 
problem.

� Wirsbo Aquapex 
from Uponor
www.uponor-usa.com
Corrosion-resistant Wirsbo Aquapex 
from Uponor is made of cross-linked 
polyethylene (PEX), whose flexibility 
eliminates many of the joints necessary 
in rigid plumbing systems. PEX tubing 
has a life expectancy of more than 100 
years when used under normal operat-
ing conditions. Circle # 125 or go to 
http://pb.ims.ca/5214-125

In My Own Words
“With the rising cost of cop-
per, we have switched almost 
exclusively to this product. 
By moving all our plumbing 
systems over to the Uponor 
Wirsbo product, we have 
been able to keep our plumb-
ing material costs in line and 
actually saved on some of 
the labor. With the systems’ 
point-to-point service, we 
eliminate the possibility of 
leaking joints inside ceilings 
and walls. Our energy-con-
scious home buyers love the 
quick delivery of hot water to 
the fixture.” 
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� Barricade Building 
Wrap 
www.covalencecoated-
products.com
Covalence Coated Products’s Bar-

ricade Building Wrap is made of 

perforated cross-woven polyolefin 

that allows moisture vapor to move 

out of a home, but not in. Its tear-

stop design keeps it from blowing 

off the wall during construction on a 

windy day. The company’s private-

label program allows builders to 

advertise their company names and 

logos in any color. Circle # 129 or go 

to http://pb.ims.ca/5214-129

In My Own Words
“Besides the great additional drive-by marketing we get from 
our personalized housewrap, Barricade Building Wrap deliv-
ers great protection and long-term performance. The product 
offers one-year UV resistance while minimizing energy-robbing 
air infiltration. That helps us build a quality product free of 
moisture problems.”

>>

 >> IN MY OWN WORDS

Innovations

Omega Homes cont’d

� UStec Wiring
Systems
www.ustecnet.com 
UStec provides homeowners 
with the wiring infrastructure 
they need to distribute and 
connect video, data and voice 
signals for home entertainment, home networking, 
home security and automation. The UStec infra-
structure offers maximum flexibility, which means it 
won’t tie homeowners to prescribed hardware and 
software solutions. Shown here, the ceLAN tecCen-
ter cabinet, 2 by 2 tecWire and a 2 by 2 tecPlate. 
Circle # 127 or go to http://pb.ims.ca/5214-127

In My Own Words
“Structured wiring offers superior per-
formance over the 1950s-style wiring still 
used in many homes while eliminating 
the clutter of expose wiring. The installa-
tion of high-quality devices from UStec, 
along with superior wiring, gives our 
customers the ultimate performance from 
their present electronic equipment. This 
wiring network also permits the expan-
sion with the bandwidth needed for future 
technologies while increasing the resale 
value of every home.”

� Merillat Cabinets
www.merillat.com
Merillat’s Classic Somerton Hill is a full 
overlay-styled door with a raised panel 
that is ideal for glazed finishes. The glaze 
style replicates a time-worn, old-world 
look. Circle # 128 or go to http://pb.ims.
ca/5214-128

In My Own Words
“At Omega Homes, our top prior-
ity is exceeding our customers’ 
expectations. Merillat Cabinets 
gives us that ability. Our home-
owners love the wide range of 
products we offer, and Merillat 
gives us the tools and designs we 
need to meet homeowners’ wide-
ranging tastes.”
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Problem: Wood is putty in Mother Nature’s Hands.

Solution: Think beyond wood.

QUALITY BEYOND WOOD LIFE BEYOND WOOD BEAUTY BEYOND WOOD RESULTS BEYOND WOOD

In your hands, the wood trim you installed was fresh, new and beautiful – a material you could turn into something the 
customer loved. Then time passed and Mother Nature got her hands on it. And the result was the kind of “weathered 
look” you see in your worst nightmares. Making the nightmare real was the customer on the phone, demanding that 
you remove, replace and make new the sagging, rotting substance that started out as wood. All with you footing the 
bill. The answer? Stop thinking the only answer is wood. And start thinking beyond it. Thanks to the pioneers at Kleer 
Lumber, you can. Kleer trim is engineered to handle like wood, but has superior performance benefi ts. Like our custom-
ers, we believe Kleer is “best-in-class” – so much so we offer a lifetime warranty. What this means for you is whether 
you cut Kleer, nail it, paint it or mill it – you can do everything you’d ever do with wood, except, of course, replace it.

Learn more about Kleer Lumber at http://www.kleerlumber.com/probuilder.

TOLL FREE: 866-KLEER70WWW.KLEERLUMBER.COM

Circle 58 or go to http://pb.ims.ca/5214-58
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Innovations
 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

� Sharp 
The 62-watt solar roofing modules from Sharp are compatible with 
most roof tiles. One module is used about every five standard tiles 
and screws into existing roof battens. Each module lays flat and 
interlocks with surrounding tiles. They are impact- and wind-resistant 
and deflect water. The modules have a 25-year limited warranty on 
power output. 
Circle 134 or go to http://pb.ims.ca/5214-134

� Columbia Forest Products 
PureBond formaldehyde-free veneer panels are 
certified by the U.S. Green Building Council’s 
Leadership in Energy and Environmental Design 
(LEED) standards. The panels are coated with 
a soy-based proprietary resin. Veneers range 
from 1/28-inch to 1/42-inch in thickness and are 
available in birch, red oak, maple, ash, cherry and 
other species in whole piece, book-matched and 
spliced styles. 
Circle 131 or go to http://pb.ims.ca/5214-131

� Humidex 
The moisture control units from Humidex expel moist air and replace 
it with fresh air. They are made of aluminum to resist corrosion and 
come with a 6-inch duct, sleeve and outside flapper. The fans run at 
115V AC/60hz and have low energy consumption and noise levels. 
Relative humidity is kept at 50-60 percent in the summer and 40-50 
percent in the winter. 
Circle 133 or go to http://pb.ims.ca/5214-133

Green 
Products

� Teragren 
The Synergy line of bamboo strand flooring 
from Teragren is harder than both maho-
gany and red oak and manufactured for 
high-traffic installations. Held together with 
environmentally safe adhesives and almost 
formaldehyde-free, the flooring has a tongue 
and groove assembly both pre-finished and 
unfinished. The Synergy line also features 
coordinating stair parts and moldings. 
Circle 132 or go to http://pb.ims.
ca/5214-132

� BonaKemi USA 
The Bona Traffic and Bona Mega 
waterborne finishes have VOC lev-
els of 180 and 150 grams per liter 
respectively and is Greenguard-
certified. It applies similarly to a 
solvent and has a fast curing rate 
with a clear and colorless finish. 
Finishes are available in satin and 
semi-gloss that are nonflammable 
and has few odors. 
Circle 130 or go to http://
pb.ims.ca/5214-130

PRODUCT REVIEW
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Innovations
 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

� Ice Energy 
The Ice Bear from Ice Energy uses a standard air 
conditioner to freeze 500 gallons of water in the 
unit’s tank when it’s dark out. The ice generated 
during the day is then used to pump cold air 
through evaporator coils into homes using only 
300 watts of power, compared to an average 
7,000 watts used by typical AC units.
Circle 139 or go to http://pb.ims.ca/5214-139

� enLux 
LED floodlights from enLux are 
now made with a GU-24 pin base 
being mandated by California Title 
24 energy requirements and EPA 
Energy Star guidelines. No ballasts, 
separate wiring or transformers are 
required for installation. The LEDs 
come in three tones: warm, neutral and 
cool — or 2800, 3300 or 4100 degrees 
Kelvin — and have a light output similar to 
45- to 65-watt incandescent floodlights. Accent 
floodlights in 18 colors are also available and have a lifespan of 
about 50,000 hours.  
Circle 136 or go to http://pb.ims.ca/5214-136

� KlipTech 
Approved by the Forest Stewardship Council and by the 
Rainforest Alliance, KlipTech’s PaperStone countertops are 
made from 100 percent post-consumer recycled paper. The 
materials are held together by a non-petroleum, water-based 
phenol that has no formaldehyde. Slate black, leather brown 
and mocha colors are available in 30-inch and 60-inch 
widths and lengths of 8, 10 and 12 feet with thicknesses 
from 1/4-inch to 2 inches. 
Circle 135 or go to http://pb.ims.ca/5214-135

� C&R Flooring 
The Dust Eliminator from C&R Flooring is certified 
for indoor air quality by the Greenguard Environ-
mental Institute. The unit is self-contained and at-
taches to sanders, edgers and buffers to remove 
dust through a 300-foot capacity hose powered 
by a self-contained 27-horsepower, water-cooled 
Kawasaki engine. A 200-foot, 2-inch diameter 
hose is used for sanders and a 100 foot, 1½–inch 
diameter hose for use with edgers and buffers. 
Circle 138 or go to http://pb.ims.ca/5214-138

� DriTac 
DriTac Adhesive Group’s 7500 Eco-Urethane contains 
zero VOCs. The solvent-free urethane adhesive has 
a high initial tack, contains no water and provides a 
permanent bond on a wide range of wood floors. It 
is available in 2 gallon and 4 gallon containers and is 

freeze-thaw stable, non-slumping and has few odors. 
Circle 137 or go to http://pb.ims.ca/5214-137
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Show Village

BENCHMARK Conference

National Housing Quality Awards

NRS Customer Satisfaction 1 Award

One Night. One Industry.

Builder of the Year

Remodeler of the Year

Best in American Living Awards

Best of the Best Awards

Best in Class

The Giant 400

Custom Publishing
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  >> GREEN PRODUCTS

Innovations

� Rheem 
The Prestige series 18 Seer air 

conditioners from Rheem have two-stage Copeland 
Scroll UltraTech compressors. The units are made 
with R-410A refrigerants that contain no ozone-
harming compounds or gases and have comfort 
alert monitors to analyze system performance. The 
AC units have a low profile cabinet with an all-steel 
wrap-around for coil protection and are coated with 
the company’s neutra green finish. 
Circle 141 or go to http://pb.ims.ca/5214-141

� Sea Gull Lighting 
Featuring the company’s Am-
biance transitions, the indoor 
pendant and wall sconce 
kits from Sea Gull Lighting are 
Energy-Star-rated and measure 5 
inches by 7 7/16 inches. Pendants 
are 5 inches in diameter and are 
powered by compact fluorescent 
bulbs or by G8 Halogen T4 50-watt 
bulbs. Kits include a glass shade, 
pendant assembly and mounting 
hardware.
Circle 140 or go to http://pb.ims.
ca/5214-140�

�

Circle 61 or go to http://pb.ims.ca/5214-61
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Circle 62 or go to http://pb.ims.ca/5214-62
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Circle 201 or go to http://pb.imsca/5214-201

TV LIFTS BY OUTWATER
Although LCD, DLP and Plasma Screen 
Televisions and Computer Monitors have 
readily emerged as accepted fully integrated 
commonplace fixtures within today's 
homes, aesthetically speaking, they are 
viewed as the modern day Achilles heel; 
monumental physical eyesores devouring 
vast areas of much needed space without 
regard… until now.  

Outwater introduces its new series of 
low cost, very high quality motorized
TV Lifts and complementary accessories 
to accommodate all formats and sizes
of commercially available LCD, DLP
and Plasma Screen Televisions and 
Computer Monitors for any type of 
design application.

ARCHITECTURAL PRODUCTS BY OUTWATER

Call 1-888-772-1400 (Catalog Requests)
1-800-835-4400 (Sales) • Fax 1-800-835-4403

www.outwater.com
New Jersey  •  Arizona  •  Canada

FREE 1,100+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

PP LL EE AA SS EE PP RR OO OO FF RR EE AA DD CC AA RR EE FF UU LL LL YY

• The Best Surface Protection Values.
• Two Huge Warehouses – Back Order 

Hassles Virtually Eliminated.
• On-time Delivery.
• Save Time & Money. Improve

Customer Satisfaction.

Lowest Price & SatisfactionGUARANTEED!Lowest Price & SatisfactionGUARANTEED!

Makes Surface Protection 
& Dust Control

....easy.

Protective
Products
Protective
Products

Call for our FREE Surface Protection Guide

1-800-789-6633
www.protectiveproducts.com

New PRO-VENTNew PRO-VENT
• Keep Dust, Dirt & Debris 

Out of Duct Work.
• Custom Imprint Available.

Call for More Info!

Circle 203 or go to http://pb.imsca/5214-203

Circle 200 or go to http://pb.imsca/5214-200

800-878-5788
www.noblecompany.com

ProForm Niches and Curbs
Waterproof, lightweight and “tile ready”.
Available in a variety of shapes & sizes.

PRO-SLOPE
Creates the slope required under the shower pan.

Chloraloy
Shower pan liner made from CPE. Guaranteed to last.

NobleSeal TS
Thin-set waterproofing for shower walls, drying areas, floors, etc.

Clamping Ring Drain
Available with either a square or round strainer.

NobleSeal® TS

PRO-SLOPE™

Clamping Ring Drain
Positive Weep
Protector™

ProForm™

Niche

ProForm
Curb

Chloraloy®

Shower Pan
Liner

create a                            shower
in less time with products from Noble Company

Circle 202 or go to http://pb.imsca/5214-202
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ADVERTISEMENT

Circle 208 or go to http://pb.imsca/5214-208

Circle 205 or go to http://pb.imsca/5214-205
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Circle 209 or go to http://pb.imsca/5214-209

iLevel™ Trus Joist® TimberStrand® PSL

iLevel Trus Joist TimberStrand laminated strand lumber (LSL) is a 
high-quality engineered wood product available for a wide range of 
applications, including beams, rim board, treated sill plate, headers, 
columns and studs. Builders choose TimberStrand LSL because it is 
consistently strong, straight and true. www.iLevel.com; 1-888-iLevel8

iLevel by Weyerhaeuser

Circle 206 or go to http://pb.imsca/5214-206

Solid design. Solid choice.
The new Legacy Series® Double-Hung Tilt 
window by Weather Shield® brings a new 
standard of beauty to your designs. Available 
in seven custom wood interior options, the 
window features durable, solid wood jamb 
liners that can be stained or painted to 

seamlessly match the sash. A patented, concealed hardware mechanism 
allows for easy, one-handed lock and tilt operation. The hardware is 
available in seven finishes. Learn more at www.weathershield.com or call 
1-800-477-6808.
Weather Shield Windows & Doors

Broan® Ultra Silent™ Humidity 
Sensing Fan Series

Broan® is introducing a new line of Ultra 
Silent™ Humidity Sensing Fans featuring 
Sensaire® technology, which senses increases 
in moisture at the ceiling where it’s most 
prevalent and automatically exhausts the 
moisture, turning off once the room’s 

normal humidity level is reached. 800-558-1711; www.broan.com
Broan-NuTone

Circle 207 or go to http://pb.imsca/5214-207

Circle 204 or go to http://pb.imsca/5214-204
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Circle 212 or go to http://pb.imsca/5214-212Circle 211 or go to http://pb.imsca/5214-211

Offers unlimited design options

Removes the need for glass doors or panes

Increases hearth size, enhances natural beauty 

Mounts at the top of the chimney

Keeps entire flue at optimum temperature, facilitates proper airflow 

Easy to install

One switch operation

Available in Millivolt & 24 VAC models 

Automatically opens just before gas logs ignite, automatically closes 
when logs are turned off
Eliminates drafts, saves up to 30% on heating and air-conditioning

Flue Sentinel tested and listed Electronic Damper for gas log fireplaces:

Circle 210 or go to http://pb.imsca/5214-210

Interior/Exterior / Product Showcase

pbx061001_lit   3pbx061001_lit   3 9/15/2006   10:13:30 AM9/15/2006   10:13:30 AM



B
ui

ld
er

s’
 M

ar
ke

tP
la

ce

COLUMNS, BALUSTRADES 
& MOULDINGS

www.MeltonClassics.com

• Fiberglass Columns     

• Poly/Marble Columns 

• Synthetic Stone 
Balustrades
& Columns

• Wood Columns

• Cast Stone 
Balustrades & Details

• Polyurethane 
Balustrades,
Mouldings & Details

• GFRC Columns 
& Cornices

• GRG Columns 
& Details

Custom Quotations: 
800-963-3060

Circle 251 or go to http://pb.ims.ca/5214-251

ADVERTISING MEANS BUSINESS.
PLACE YOUR AD TODAY!

Circle 252 or go to http://pb.ims.ca/5214-252
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Don’ t  Forg e t  T o  A dv er t is e
Place your ad in PROFESSIONAL BUILDER
Call Shelley Perez at 630-288-8022 • Fax: 630-288-8145

Circle 255 or go to http://pb.ims.ca/5214-255

Circle 254 or go to http://pb.ims.ca/5214-254

HARDWOOD
MOULDINGS

256-pg
Moulding
Catalog

$40 + $10 s&h

274 Ferris Avenue, White Plains, NY 10603
Phone: (914) 946-4111 • Fax: (914) 946-3779

Lumber • Plywood • Burls
Turning Blocks • Veneers

Call for a fast, 
free quote

Any length, Any width, 
Any thickness

Circle 253 or go to http://pb.ims.ca/5214-253

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

www.housingzone.com/research

pbx061001_cls   123pbx061001_cls   123 9/19/2006   2:48:56 PM9/19/2006   2:48:56 PM
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It’s the
gift of a 
lifetime.
Making a bequest to the 
American Heart Association 
says something special about 
you. It’s a gift of health for 
future generations – an 
unselfish act of caring.

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

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

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

 

Circle 256 or go to http://pb.ims.ca/5214-256

Circle 258 or go to http://pb.ims.ca/5214-258

Circle 257 or go to http://pb.ims.ca/5214-257
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The construction industry can be full of 
headaches and holdups. This isn’t one of them. 
Custom closets are easy to design, simple to install 
and extremely profi table. We make it easy to 
join the thousands of construction professionals 
who are off ering closets to their customers. Put 
a closet like this into your next job and make 
some real money in closets.  

www.proclosets .com

877-BUY-A-PRO

The perfect tool
for making profi ts in
the closet business.

toolbelt_tabloid.indd 1 12/9/05 1:50:06 PM

Circle 262 or go to http://pb.ims.ca/5214-262

Circle 259 or go to http://pb.ims.ca/5214-259

HERITAGE
BUILDING SYSTEMS®

Established 1979

ALegacy Built to Last
30’ x 40’ x 10’ - $5,975

1.800.643.5555
w w w. h e r i t a g e b u i l d i n g s . c o m

Since 1979 Heritage Building Systems has been
dedicated to providing the finest-quality, pre-engineered

steel structures at the lowest possible price.

Untitled-1   1 7/14/2006   10:11:46 AM

www.housingzone.com/research

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

Purchase the proprietary data you need 
to run your business — reports include:
Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study
Professional Builders' Internet Usage Study

Maintenance-Free Maintenance-Free 
Cupolas and LouversCupolas and Louvers
Maintenance-Free, stock & custom cupolas from
New Concept Louvers are wrapped with PVC 
coated aluminum and copper. Made from the
same materials as our custom louvers, they never 
require painting like wood products. They arrive 
in three easy to install pieces pre-cut to fi t any 
roof pitch, and can be ordered in stock sizes or 
to custom specifi cations. Over 400 colors are 
available, as well as many different weather vanes 
and accessories. 

New Concept Louvers
800-635-6448

www.NewConceptLouvers.com
Circle 260 or go to http://pb.ims.ca/5214-260

Fill , bond, and laminate
AZEK ®Trimboards !

Construction Products Group

1-800-933-8266
www.trimbonder.com

TrimBonder
Bonding System

TM

▼ Fills nail holes, joints, and gaps
quickly and permanently

▼ Bonds/laminates AZEK® Trimboards,
metal, wood, and PVC

▼ Non-yellowing,sandable,paintable
▼ Easytouse, fitsstandardcaulkinggun

Available through your local 
AZEK®Trimboards dealer

AZEK is a registered trademark of  Vycom Corporation.
Devcon and TrimBonder are registered trademarks of Illinois Tool Works.

©2006  ITW Devcon.   All rights reserved.

Circle 261 or go to http://pb.ims.ca/5214-261
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Circle 264 or go to http://pb.ims.ca/5214-264

FEELING LUCKY?

Don’t rely on Lady Luck to bring in new business. 

Leverage the power and reach of 

Professional Builder to gain new customers 

and increase your profits.

Builders' MarketPlace Advertising  

Shelley Perez
630-288-8022 • Fax: 630-288-8145

2000 Clearwater Drive • Oak Brook, IL 60523
E-mail: shelley.perez@reedbusiness.com

Circle 263 or go to http://pb.ims.ca/5214-263

All of Craftsman’s most popular construction estimating 
references will be available for download in
November 2006. Order before that date and you’ll
get a license for ten 2007 costbooks when issued
with immediate access to all 2006 costbooks. We’ll send
you a reminder with a link to the download site when the
2007 costbooks are available. Price for the 2007 Craftsman
Site License is $64.99 and includes, as a bonus, immediate
access to all nine of the 2006 costbooks. Monthly updates are free on the Web dur-
ing all of 2007. You get unlimited downloads of these ten 2007 editions for only $64.99.

www.craftsman-book.com Use promo code pb1006 and save 10%

Reserve Your 2007 Craftsman Site License Now and
get the 2006 Downloads as a Bonus!

pbx061001_clscrafts.indd   1 9/14/2006   1:24:05 PM
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Circle 265 or go to http://pb.ims.ca/5214-265

Tel 405.996.5343 E-mail info@flexabilityconcepts.com or visit flexabilityconcepts.com

2"x 4"
2" x 6"
2" x 8"

2" x 10"
2" x 12"

5'
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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.

FLEX-C
F

E
A

TU
R

IN
G

ARCH

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.

FLE
X-C

H
E

A
D

E
R

FLE
X-C

A
N

G
LE

FLE
X-C

P
LA

TE

The Estimating Tool
Pros Rely On!

For the dealer nearest you, call today 1-800-854-8075

Promo Code: PROB-1006

SCALE MASTER®II
Advanced Digital Plan Measure with Optional PC Interface

Model
61304840 Hytech Drive, Carson City, NV 89706 • 1-775-885-4900 • Fax: 1-775-885-4949

If you’re responsible for estimating,
bidding or planning, the Scale Master II
is easy-to-use for fast, accurate Linear,
Area and Volume take-offs.
The optional PC Interface Kit makes it
simple to input values directly into a
spread sheet or estimating program.

You’ll Reduce Errors, Save Time   
and Save Money!

OPTIONAL PC INTERFACE KIT
The PC Interface Kit is fully compatible with Win 3.0
and up, Windows 95, 98, 2002, NT and XP. Reduce
the potential for costly transcribing errors.

Model 6215

www.calculated.comVisit us on the web at:

AWARD
WINNING

ESTIMATING

TOOL!

AWARD
WINNING

ESTIMATING

TOOL!

• 91 Built-in Scales: 50 Imperial (Feet-Inch) and 41
Metric for architectural, engineering and civil/map
scaling

• Eight “Custom” Scales: user can set scale for out
of scale plans

• Wide range of Dimensional Units: Decimal Feet,
Feet-Inches, Decimal Yard-Feet-Inches, Miles,
Nautical Miles, Acres, Millimeters, Meters,
Kilometers, Hectares — Square and Cubic formats

• Dedicated Length, Width and Height Keys:
instantly find rectangular Areas and Volumes

• Manual or Auto Count Feature: “Count” how many
times a distance has been rolled

The
Toughest
Glue On
Planet
Earth.

The
Toughest
Glue On
Planet
Earth.

1-800-966-3458 • www.gorillaglue.com

TM

TM

1-800-966-3458 • www.gorillatape.com

Extra Thick. Extra Stick.
New Gorilla Tape grips smooth, rough,

and uneven surfaces.

The Toughest
Tape On

Planet Earth.

The Toughest
Tape On

Planet Earth.

Bonds hundreds
of materials
including wood,
stone, metal, ceramic &
more! Incredibly strong
& 100% waterproof!

Untitled-1   1 5/23/2006   11:09:24 AM

Circle 266 or go to http://pb.ims.ca/5214-266
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We were energ y eff icient before it was cool. Or hot.

For years, homeowners have relied on JELD-WEN for energy efficient windows and doors. Now Low-E glass comes 

standard in our wood windows and patio doors, and in our Courtyard Collection steel doors. It’s also an option in our 

vinyl or aluminum windows, and in our Premium Wood doors. Low-E is just one of a variety of energy-saving choices 

you can offer from a company that’s been an ENERGY STAR® Partner since 1998. To learn more about any of our reliable 

windows and doors, call 1.800.877.9482 ext. 4314, or go to www.jeld-wen.com/4314.

JELD-WEN offers a wide range
of windows and doors

that include Low-E glass.

In warm weather, Low-E glass reflects

the sun’s energy and prevents

it from entering the home.

In cold weather, Low-E glass

reduces the amount of heat loss

by reflecting it back inside.

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