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\ | \ ¥ s =Rl W o OLD MAN WINTER MOVES ON

Old Man Winter. Icy inhabitant from WARM-EDGE GLAZING.

Peachtree’s warm-edge insulated glass
the North, unwelcome visitor to the

is up to 50% more efficient than other

South, annoyance to one and all. windows with metal spacers, saving

your customers money on heating and

Help your customers ward off winter cooling costs.
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with Peachtree Windows. Armed with S 50 SO OB OO i o L s s

multiple weatherstrips and gasket ENERGY-STAR CERTIFIED.

g ; N Every Peachtree window meets the
seals, our windows virtually eliminate
national ENERGY STAR® guidelines for
the possibility of water or air filtration. reduced energy use. So your customers

can stay comfortable while cutting costs.
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And with extruded aluminum clad

®0000000000000000000000000000000000 o

exteriors, these windows are built to
EASYCARE® GLASS

\ {i| : b Ly withstand extreme weather, provide A patented exterior coating helps

; water sheet off, allowing glass to dr,
years of maintenance-free use and S |

faster and stay clean longer. Your

keep Old Man Winter out in the cold. customers will thank you.
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Visit us at the International Builder’s Show, Booth #3143

Circle 1 or go to http://pb.ims.ca/5216-1
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Peachtree

Doors and Windows

© 2006 PEACHTREE DOORS & WINDOWS, INC.

FOR MORE INFO 800.732.2499 ! % WWW.PEACHTREEDOOR.COM




© 2006 Merillat Industries, LLC
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Or you could just pick up the phone.

Give us a sign, and we’ll come to the rescue. We're Merillat, and you’ll find us wherever you'll find new
construction. Fast delivery. POW! It's there. Integration with your scheduling system so you know what to
expect and when to expect it. WHAM! Its yours. High-quality cabinetry that’s delivered on-time and complete.
BAM! You've got it. No masks. No capes. Just hard-working solutions for your whole business. Not to mention

super-looking cabinetry. Quick builders, to the phones 1-888-444-4642. Visit the seen-it, done-it, studied-it kitchen experts at merillat.com



The best sub-floor you can buy just got DryPly plywood protects your sub-floor so Plus, since it's Plytanium plywood, you get A\ GeorgiaPacific

better. Introducing Plytanium® DryPly™ well against the elements during the normal better floors for your homeowners — floors PLYTANIUM

: : . : . . . PLYWOOD
plywood — with all the benefits of plywood construction cycle, Georgia-Pacific offers at are stiffer and quieter. Ask for DryPly

plus a water repellant coating. Because a 100% Builder Satisfaction Guarantee.* plywood. Because the best just got bette 866.4.DRYPLY
www.plywoodtough.com

Circle 3 or go to http://pb.ims.ca/5216-3

*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.
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REAL ESTATE FINANCING

Acquisition = Equity * Bridge Loans « Mezzanine * Debt Re-structuring * Conversions

PRIVATE PORTFOLIO FINANCING

Hard Money * BK & Foreclosure bailouts » Liquidations/Advance * Corporate asset base financing
Customized Real Estate Financing anywhere in the United States

Conduit
WorldBanc Financial & Acquisition
Riverwood Center
Atlanta Georgia
866-909-BANC
404-691-0010

Holland Financial Place
South Holland Illinois
877-204-BANC

708-596-9700

Charlotte City Center
Charlotte North Carolina

866-906-BANC
Circle 4 or go to http://pb.ims.ca/5216-4
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site’s new look
www.ProBuilder.com

e Get up to the
minute news on
the home building
industry

e Read past articles
from our archives

e Register to be a
part our annual
Professional Builder
Giant 400
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See us at Booth #1909 at the
International Builders’ Sho
Feb. 7-10 -

Here’s the latest word
on staining the #1 door.
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Introducing a factory finish with all
the quality and consistency you expect.
Finishing our beautiful doors has never been easier. Just let Therma-Tru do it for you, with our

new FinishRight™ factory-finish process. Five of our most popular stains are now available
pre-finished on select Therma-Tru entryways, with the high levels of quality and consistency

These factory stains are available on all pre-finished o
you want for your customers. All backed by a 5-year satisfaction warranty.

Classic-Craft® and Fiber-Classic® doors.
See our beautiful entryways firsthand at: www.thermatru.com. Then have a word with your

Therma-Tru representative about FinishRight™ factory finishes from the #1 door company.
THERMARTRU
DOORS
The Most Preferred Brand in the Business™

Mahogany Walnut Cherry Medium Oak English Walnut Circle 6 to hito:fibb.i /52166
ircle 6 or go to http://pb.ims.c -
©2006 Therma-Tru Corp. is a Fortune Brands Company.



PINNACLE SERIES

Durable maintenance-free
extruded aluminum cladding

Superior
insulating value
through Cardinal
Insulated Glass

Frame corners
contain 2| grams
of silicone for
weather-tight

Available

in Pine and
Natural Alder
wood interiors

7 standard colors
serve to complement
a vast color palette

Double sealed
sash for extra
weather-tight fit

GO AHEAD - SCRUTINIZE.

Windsor's vast product line offers the finest quality in components, construc-
tion and operation. Add our meticulous service and the value of Windsor

becomes perfectly clear.

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

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

Windsor Windows & Doors — only available from select distributors.

1.800.218.6186 | www.windsorwindows.com
Circle 7 or go to http://pb.ims.ca/5216-7
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\W/INDSOR

WINDOWS & DOORS
A Woodgrain Millwork Company

Excellent Choice

QUALITY | PRODUCT SELECTION | SERVICE | VALUE



Professional
Builder

Editorial Director
Paul Deffenbaugh 630/288-8190
paul.deffenbaugh@reedbusiness.com

Group Managing Editor
Erin Hallstrom-Erickson 630/288-8198
erin.hallstrom@reedbusiness.com

Production Editor
Rhonda Jackson 630/288-8167
rhonda.jackson@reedbusiness.com

Copy Editor
Sara Zailskas 630/288-8197
sara.zailskas@reedbusiness.com

Senior Editors
Laura Butalla 630/288-8192
Ibutalla@reedbusiness.com

Mark Jarasek 630/288-8171
mark.jarsek@reedbusiness.com

Bill Lurz 941/371-4804
bill.lurz@reedbusiness.com

Felicia Oliver 630/288-8483
felicia.oliver@reedbusiness.com

Products Editor
Nicholas Bajzek 630/288-8187
nicholas.bajzek@reedbusiness.com

Senior Contributing Editor
Matt Power 207/780-0227
mpower@maine.rr.com

Contributing Editors
Scott Sedam, John Rymer, Paul Cardis
Scott Shepherd

Vice President, Publishing Director
Julian Francis 630/288-8826
julian.francis@reedbusiness.com

Publisher

Director, Building Group
Niles Crum 630/288-8160
ncrum@reedbusiness.com

Director of Finance
Bruce Ksiazek 630/288-8120
bksiazek@reedbusiness.com

Director of Electronic Media
Karthi Gandhi 630/288-8172
karthi.gandhi@reedbusiness.com

Circulation Manager
Angela Tanner 303/470-4488
atanner@reedbusiness.com

Creative Director
Bill Patton 630/288-8050
bpatton@reedbusiness.com

Editorial & Publishing Office
Professional Builder

2000 Clearwater Drive

Oak Brook, IL 60523

Telephone: 630/288-8000

Fax: 630/288-8145

Reed Business Information
Tad Smith Chief Executive Officer
Jeff Greisch President, Chicago Division

SUBSCRIBE TO

PROFESSIONAL BUILDER ONLINE AT
WWW.HOUSINGZONE.COM

€L ON 270N 44V1S

PERSPECTIVE
By Paul Deffenbaugh

Healthy and Great

What makes a great company? We
answer the question with an example
in this month’s issue. The Professional
Builder 2007 Builder of the Year is Shea
Homes, and it exhibits all the character-
istics of what makes a great company.

While many believe those character-
istics include strong strategic planning,
great execution and fabulous controls,
there are other aspects of greatness I
think go overlooked.

Patrick Lencioni, author of the
“The Five Dysfunctions of a Team: A
Leadership Fable” and other best-selling
business books addressed this in his
keynote speech at the Professional Builder
Benchmark Conference in September.
His most significant point: there are two
requirements for organizational success
— to be both smart and healthy — and
we tend to focus only on the smart side,
which includes strategy, marketing,
finance and technology. The healthy
side, though, can have more significant
effect on our greatness as companies
and organizations. By healthy, Lencioni
means such things as minimal politics,
minimal confusion and high morale

traits in employees: commitment and
alignment to company goals.

Our editorial team has had the
privilege of working with several Shea
Homes employees on different projects,
including the National Housing Quality
Awards; I can speak from personal expe-
rience that these kinds of soft traits are
evident in every Shea person I've met.
No matter what is happening in the
economy or business environment, you
understand they are part of a healthy
organizational culture that does as much

The Professional Builder Giant 400 Survey will be online
on Jan. 1. You can review it now by visiting
www. ProBuilder.com/Giant400.

— the hard-to-control human aspects of
business management.

Shea Homes excels in all the tradi-
tional smart areas we measure in the
business world. I think it really separates
itself in the healthy areas. When Senior
Contributing Editor Matt Power traveled
to California to interview Shea’s senior
managers, he was struck by the common
language they used. You can see it in his
article on page 42. People at Shea Homes
speak regularly of honesty and integrity.
They benchmark employee morale and
company cultural fit. CEO Bert Selva,
explains that the company looks to two

or more to ensure the company’s great-
ness than even the most sophisticated
process could.

Don't get me wrong. Refined busi-
ness processes are essential to great-
ness. But if you want to be a Professional
Builder Builder of the Year, you have to be
healthy — top to bottom. PB

AR Db wns”

Paul Deffenbaugh

Editorial Director

630/288.8190
paul.deffenbaugh@reedbusiness.com
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WE JUST STARTED COMPETING, BUT
WE'VE ALREADY GOT A FULL TROPHY CASE.

The new ’07 Dodge Ram 3500 Heavy Duty Chassis Cab wins where it counts. With best-in-class* standard V8
horsepower and torque, thanks to HEMI® power. Best-in-class* standard GVWR for single rear-wheel models. It’s
got the largest available diesel engine in its class, the 6.7L in-line Cummins® Turbo Diesel. Best-in-class* interior
passenger volume (Quad Cab®) and standard 52-gallon fuel tank capacity. And most important, best-in-class*
rear frame steel strength—50,000 psi. For more info, visit dodge.com/chassiscab or call 800-4ADODGE.

*Based on 2007 Dodge Ram 3500 Heavy Duty Chassis Cab vs. 2006 Ford and GM one-ton pickup-based chassis cab models. Properly secure all cargo.
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Chrysler Financial is a business unit of DaimlerChrysler Financial Services. Cummins is a registered trademark of Cummins, Inc.
Dodge, HEMI, and Quad Cab are registered trademarks of DaimlerChrysler Corporation.
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PROFESSIONAL BUILDER BENCHMARK 2007

PASSION ror EXCELLENCE

Monday, Sept. 24 —Thursday, Sept. 27
Charleston, South Carolina

ather in historic Charleston with friends and
colleagues to rekindle your Passion for Excellence.
Let this architecturally distinctive, dynamic city inspire you to
create your own legacy of quality design and craftsmanship.
And learn new ways to bring that passion home to your

company and to your buyers.

Be with us in Charleston at Benchmark 2007.

For program information visit www.ProBuilder.com/Benchmark.

Professional Builder

BENCHMARK

The Premier Management Conference for the Housing Industry
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BY SCOTT SEDAM, TRUENORTH DEVELOPMENT

The Last Word on Lean

Seven wasteful activities you should eliminate

My tirade on lean production has gone on now
for six months. Many who have endured my con-,

ference presentations and keynotes of late %)
have suggested I might need stronger
blood pressure medication. I get _ \

steamed when so many

builders pursue actions — I can’t

call them strategies — that purport to save money
but in reality make things worse for themselves as
well as their suppliers, trades and customers.

I am not invoking the pro-
verbial consultant crutch that
what’s happening is bad in
the long term. I am talking
about now — this quarter,
this month, this week. Why do
builders pursue actions that
lead inexorably to lower mar-
gins and upset customers?
They understand neither the
consequences nor the alterna-
tives.

For last month’s column
I promised to get into more
detail about a different way
to preserve and grow mar-
gins through lean produc-
tion methods. First, though,
I was compelled to address
the incredible proliferation
of builder demand letters for
across-the-board percentage
cuts from their suppliers and
trades. That's a perfect demon-
stration of the primary obstacle
to implementing lean methods
— the right operating culture.

Let’s be frank. If you read
my November column and
did not see the fallacy of the

demand letter approach, go
no further. You simply cannot
pursue lean production with-

out strong, positive, high-trust ®

relationships with your suppli-
ers and trades. Such relation-
ships and demand letters are
mutually exclusive.

If you are still interested,
then you either have the strong
relationships required or you
are convinced you can undue
the damage. That’s not easy,
but I have seen it done.

Getting to the heart
of lean production

So let’s look at the heart of
lean production and put it in
builder-speak.

“Lean” is an extensive
body of production science
that extends all the way back
through management, prod-
uct planning and purchasing,
but at its core it emphasizes
eliminating waste in seven
ways. These represent huge
opportunities for us.

Because our business is

almost entirely dependent on

suppliers and trades, the waste

is harder to see compared to

other types of production. A

large percentage is buried in

the costs the suppliers and
trades bear; thus builders sim-
ply view this waste as a cost of
production. Another big chunk
of waste is contained in builder
functions, like product devel-
opment, site development,
site supervision and warranty
service, which have become
accepted as normal costs of
doing business.

Here’s a quick overview of
the seven wastes.

1. Over-production.
The definition of waste of
over-production is produc-
ing more than is needed
faster than it is needed or
before it is needed. In just
one year, this has become
a monumental industry
issue. The current down-
turn is driven in no small
part by excess inventory of
finished homes, and a mas-
sive finished-lot inventory
exacerbates the financial
stress. An old mentor of
mine used to preach that
the greatest builder sin of
all was “the unclosed final.”
I think a lot of home build-
ers would agree with him.

12.2006 WWW.PROBUILDER.COM
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. 2.Wait Time.
\ Defined as any
idle time that
occurs when
two codepen-
dent events are
not synchro-
nized, this one
should need no
further explana-
tion. Yet it must,
because on any
building site you will
see houses sitting idle
more often than not. Even when
there is activity on a job, it's not hard
to spot opportunities for simultane-
ous work. Subtle, but it’s wait time
all the same. This is also a huge
problem in both community start-up
and product development.
Process Waste. This is
about redundant effort in produc-
tion, planning and communication
that adds no value to the product
or service. For example, I can't tell
you how many times I have heard
superintendents lament turning in
a change request for a plan without
working out the recurring prob-
lem. Six months later, the superin-
tendent is still short 16 pre-cuts on
the Pinnacle II plan. Get a group
together and start brainstorming all
the mistakes your company makes
over and over. You'll get it. The trick
is taking action to prevent it.
Transportation. Any move-
ment of material that doesn’t sup-
port production is waste. Remember
US Build and BuildNet? Those were
two high-tech start-ups that blew up
in the process of trying to apply new
technology to old building industry
problems, one of which was the ram-
pant waste in distribution costs. If
you don’t believe it, walk a few proj-
ects and look in the back of the first
10 or 12 panel trucks you see. What
you will find is mostly just air. These
trucks average less than 20 percent

full. The buried costs are astronomi-
cal but, as we have seen, “out of sight,
out of mind.” And little changes.

Inventory. This definition is crit-
ical and counter-intuitive, and it’s not
what you think. House and lot inven-
tory are covered primarily by over-
production. Inventory waste is any
supply in excess of materials needed
to produce the house in a “just-in-
time” manner. In a perfect world,
virtually nothing ever sits in a ware-
house, on a lot or in a house awaiting
installation. It is either being made,
being moved or being installed. Our
problem is that the cost of this is bur-
ied in the balance sheets of our man-
ufacturers, suppliers and trades.

I spent a year in the dark ages
of the early 'gos on a supply-chain
team with a major builder. We were
astounded at the amount of waste we
discovered buried in processes every-
one thought were normal — and the
builder pays for every cent of it.
Motion. Any movement of people
that does not contribute to building a
home is waste. I am looking for just
one builder who finally has the guts
to say to their trades, “We will pay
you $200 for each and every dry run
to our sites.” That would get some
attention! But you know what would
happen? Within 6 months, the
builder would see improved mar-
gins. Yes, I am saying it would be a
money-maker, because the only way
a builder could eliminate the cost of
dry runs would be to eliminate the
causes. A key tenant of lean produc-
tion is you always stop the line; you
never bury a mistake. Or guess what;
it never gets fixed. Not confronting
production glitches such as wasted
trips simply guarantees they will
continue — and continue to cost
you money.

Defects. Defect waste, despite an
overall improvement in the industry
and a few examples of extraordinary
performance, is still rampant. The

LESSONS LEARNED

evidence is inarguable and the cost is
horrific. Even many of the top-scor-
ing builders on the ]J.D. Power and
Associates survey routinely reserve
1o days to two weeks for rework
and repair between “final” and clos-
ing. This is 100 percent pure waste
and costs far more than the obvious
supervision, carry costs and buried
trade expense. What's worse: every
trade involved in this quality charade
performing rework is not building
new homes.

We had 15 glory years in home build-
ing, and now come a couple gory ones.
That’s a good trade-off, all things consid-
ered, but the impact is still painful. All
of our talk about process improvement
has produced scant results. During the
boom times, the motivation for build-
ers, suppliers, trades and manufacturers
alike was never sufficient. That has all
changed now.

Fear is a powerful motivator in the
short-run and perhaps enough to wake
the industry up. People seem at least
willing to listen now and, ironically, they
also have the time. You have a choice.
You can go the formula route of slashing
overheads and hammering your suppli-
ers and trades and ultimately lose more
than you gain, or you can take the road
less traveled in home building that will
show you how to maintain your profits
without destroying the margins of your
suppliers and trades and trashing the
relationships that took years to build.
That road is called lean production, and
it's wide open — no traffic at all. How
about creating some? PB

Scott Sedam is president of TrueNorth
Development, a nationwide consulting
and training firm focused on quality,
process improvement and organizational
development. He can be reached at scott@
truen.com.

LOG ON To find this and other articles by
o Scott Sedam, visit our newly updated site:
www.ProBuilder.com



Masonite, Cheyenne, Beauty IN THE DETAILS, and Masonite. The Beautiful Door. are trademarks of Masonite International Corporation.
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Introducing Masonite’s new Cheyenne™

The new Cheyenne™ Two Panel Plank Smooth interior door features a striking panel profile
and beautiful beaded planks, creating the perfect rustic, country or western look for any home.

Masonite. The Beautiful Door.® MMM®

Circle 13 or go to http://pb.ims.ca/5216-13
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Rosen Shingle Creek Resort—

Tickets Today! | "™

Cocktails-5 p.m. to 6:15 p.m.
Dinner-6:30 p.m. to 7:30 p.m.
Awards-7:30 p.m. to 11 p.m.

Don’t miss out on your chance to attend The Nationals™—the largest
and most prestigious competition in the homebuilding industry.
Order your tickets online today and be a part of the celebration of $175 per person

achievement in the sales and marketing of new homes. $1750 for table of 10

Visit TheNationals.com today to order your tickets. Call 800.658.2751

or 909.987.2758
THE NATIONALS™ 2007 or E-mail
Presented by the National Sales and Marketing Council ll) arrish@thenationals.com

HOUSING Presented by NAHB’s

IDES of . ! .
trywide ' g'!‘l"ema PPZ FIRST \A/ National Sales and Marketing Council
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2 This is where we control
the home’s electrical distribution.

Smart energy for ‘
a simpler world. ! :
Electricity is everywhere QU

| :

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 flavored.
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
Group — a leader in the
design and manufacturing
of recessed, track and 4 This is Helen. She’s having a nice hot
decorative lighting fixtures cup of coffee — thanks to us.

— and Square D/Clipsal®
— a global leader in integrated
automation and lighting control
solutions for residential and
commercial building applications
— Schneider Electric converts electricity
into smart energy. Creating processes and
solutions today that are simple, efficient
and environmentally friendly.

So tomorrow’s world is a better place to be.
Welcome to a new electric world.

Ve

~ e
{ This is where you’ll find the remote
) / that controls the entire home.

GETTY IMAGES

[
Schneider —
ﬁ Electric Yy Habitat
www.us.schneider-elecric.com Building a New Electric World

Circle 15 or go to http://pb.ims.ca/5216-15



Thousands of Attendee

" JOIN THE REGION'S LEALING
BUILLERS AND THEIR SEST SUPPLIERS

AT THE MIDWEST'S PREMIER TRALE SHOW AND CONFERENCE
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Now Celebrating Our 5th Year

The Midwest Builders Show® & Conference
Donald E.Stephens Convention Center — Hall G, Rosemont, lllinois

March 21-22, 2007
THE FUTURE IS WHAT YOU MAKE IT!

Circle 24 or go to http://pb.ims.ca/5216-24

MIDWEST
BUILDERS
SHOW

Take charge of your future, today. Visit www.MidwestBuildersShow.com.

Superior Educational Sessions « Compe



Open House

P Drop by...
www.ProBuilder.com
and check out our
new, interactive
Professional Builder
Web site.
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¢ Fagsy-to-navigate
pages

e More helpful links

¢ Your favorite columnists
¢ Best Practices

¢ Product innovations

¢ Plans and projects

¢ Emerging issues

¢ Research results

¢ Product information

e Archived issues

> ... And all topics of interest to professional builders — 24/7! Visit us soon!
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~~—2ow Do You WIN
A Custom Chopper?

Go to where Speed meets Strength

Solid joists are just plain difficult and time consuming * Open-web configuration allows fast and easy
when it comes to installing plumbing, electrical and installation of plumbing, electric and HVAC

HVAC. Plus, sawing and drilling
into solid joists can compromise
their structural integrity. OPEN

* All-wood construction. No heavy metal nail
plates to snag electrical wires or cut hands

JOIST® through-the-web access * 11" trimmable ends allows for size flexibility
makes the installation of and eliminates waste
mechanicals fast and easy. * Stock sizes always available at your dealer

And OPEN JOIST offers builders
and their subs the opportunity

* Wide flanges provide a sizeable surface for

to build stronger, faster and more efficiently. fasteners and adhesives to ensure a quiet floor

For more information about OPEN JOIST, visit * Lifetime warranty
www.openjoist.com/pbd or call 866.243.3381.

®
Register for a chance to win a custom OJ Chopper %‘ EN.IOIST

built by Arlen Ness at www.ojchopper.com WHERE SPEED MEETS STRENGTH

NO PURCHASE NECESSARY TO ENTER OR WIN. Open Joist Chopper Giveaway Sweepstakes begins on 6/1/06 and ends on 4/15/07. Open to residents of the contiguous
48 states, 18 years or older, who are licensed contractors or derive 70% of their gross income from contracting, licensed architects and full-time employees of building
material distributors and dealers. Void where prohibited. For entry and official rules, go to www.ojchopper.com. Actual prize bike may differ from image above.

Circle 20 or go to http://pb.ims.ca/5216-20



Best Practices

BY PAUL CARDIS, NRS CORP, AND DR. JACK REVELLE, REVELLE SOLUTIONS

— <) CUSTOMER SATISFACTION

Stand Out Performance

Block and tackle basics that drive customer delight.

Excellent performance is the result of an excellent pro-
cess. Take a look at great sports teams. They are hailed for execut-
ing the basics at levels higher than the competition, and the best
teams always seek ways to get better. They also have leaders who
use process improvement to push the team to higher performance
levels.

Companies have many programs to
help improve processes. You have prob-
ably heard of some of them, including
Total Quality Management, Kaizen
(Continuous Improvement) and Six
Sigma.

Within any company, there are mul-
tiple, related processes that must work
together to achieve a desired outcome.

By continually improving your process-
es, you are creating a powerful system
for satistying and delighting custom-
ers. When great processes are in place,
they take home buyer satisfaction to new
heights and more-consistent levels.

Where Is Your Pain?
Every process improvement program

must begin with the all-important ques-
tion: where is your pain? You must begin
with a general identification of what
issues trouble your company and where.
Of course, this is just a general descrip-
tion of what you hope to have process
improvement efforts fix, but very impor-
tant to establish a baseline that is the
foundation for later decisions.

Process improvement teams will
often revise their answer to this question
once they collect more data and discover
that, in fact, the pain resides in another
part of the company.

Let’s follow a client whom we'll call
XYZ Builders to see how it handled a
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process improvement initiative. XYZ
Builders lies in a major metropolitan
market and came to us for help with its
low scores for landscaping satisfaction.
At first we thought the pain was land-
scaping delivery, but after we completed
our root cause analysis, we realized it
was something vastly different. Read on
to learn more.

Decide What to Collect
The next step in getting to the source
of pain is to begin measuring. It boils
down to three key questions:
What you are going to measure?
How you are going to measure it?
What metrics are you going to use?
For the best process improvement
you should measure errors and inci-
dents using the following four metrics
when possible:
1. Frequency of incidents
2. Trend of incidents (performance over
time)

You can choose which variables
you put in the regression equa-
tion, and it will tell you which ones
have the most effect. We recommend
using a consultant to run this type

of analysis for your company. In lieu
of using a statistician, you can use
failure mode and effects analysis
along with cause and effect analysis
and scatter analysis (refer to “Quality
Essentials” by Dr. Jack B. ReVelle) or
a simple correlation function found in
Microsoft Excel. Please note that cor-
relations are not the same as regres-
sions and often yield different results,
so they must be used carefully in
your improvement efforts. We prefer
regression over correlation because
regression does a better job account-
ing for misleading relationships in

the data. Correlation is well known to
be a weaker tool, but still effective if
used properly.

3. Range of incidents (maximum and
minimum range of errors)

4. Rank order of identified issues

In the case of XYZ Builders, we
examined the number of customers who
had given the lowest score for landscap-
ing; plotted trends over time; identified
ranges of satisfaction or dissatisfaction
per month; and ranked the landscap-
ing comments provided by the buyers.
This data was critical in making the root
cause discovery. You should do the same
with your customer data.

Root Cause Analysis
Collecting data is critical to this process,
but it can yield more information than
anticipated. How do you determine
the source of the problem from all this
information? The key to making the root
cause discovery is to examine your data
through analysis tools.

With XYZ Builders’ data, we ran an
analysis called regression. Regression
is a statistical analysis procedure that
takes all of your data and determines the
importance of each against a single key
variable. (See Choosing Analysis Tools,
left, for more information)

Armed with regression results, we
discovered that the landscaping scores
were related to sales scores and overall
value. This result uncovered something
very important: there was more to the
story than just poor performance with
our trade. We did further interviews with
buyers and discovered that dissatisfied
customers thought complete landscap-
ing was included in the home price. The
reality was that it wasn’t, even though the
builder was marketing and selling these
homes as if the landscaping were includ-
ed. In this case, we had a classic example
of misleading expectations that had noth-
ing to do with the performance of the
trades contracted to do the work.

Implement Change and
Monitor Results

Once you have a root cause or at least
alleged root cause, you can set out to fix

CUSTOMER SATISFACTION

the problem. With misleading expecta-
tions during the sales and design pro-
cess now clearly identified, our team
helped the client clarify what landscap-
ing should be included in the price. We
also worked with the client’'s employees
to properly communicate the offer and
create a clear upgrade option for those
who wanted to purchase the higher level
of landscaping shown.

Once the revised program was
deployed, we monitored results to see if
satisfaction levels increased — and they
did.

Learn Lessons,

Adjust and Redeploy

We initially thought the landscaping com-
pany wasn't doing its job and immediate-
ly came down on the trade. The reality of
the situation was that it wasn't the trade’s
fault; the root cause was the builder.

In many cases, we go down the road
of improvement only to find out that we
are not getting the results we expected.
This is because we have not found the
root cause, and we need to repeat the
root cause analysis described above. By
diligently monitoring and learning from
data, you can adjust and redeploy your
solution, getting the results you desire.

Process improvement is critical and
difficult, but with discipline and knowl-
edge you can fix things we do every day
that impede excellence. Moreover, builders
interested in achieving high referrals and
increased market share should be anxious
to tap into these powerful tools. The best
home building companies are already tak-
ing the leap into process improvement
and yielding big rewards for their disci-
plined culture of excellence. 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@
NISCorp.com.

LOG ON Want to Learn more about
”‘ customer satisfaction? Visit us online at
www.ProBuilder.com/bestpractices



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

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

Nearly 70 years ago, this house was built with the you about our 50-Year Manufacturers’ Limited
finest materials, including copper tube and fittings. Warranty and give you helpful tips on how to turn
Today, the original plumbing system is still providing copper plumbing into a strong selling point. Just go
trouble-free service. It should come as no surprise, to www.copper.org and click on Tube, Pipe & Fittings
then, that builders all across the country continue to under Applications. You'll also find answers -
choose copper plumbing for their projects. to frequently asked questions, technical

So make sure homebuyers know your homes are information and how to
built with the only plumbing material with such a work with plumbing
longstanding reputation for reliability — copper. Our subcontractors. For free
Builder Satisfaction Program has everything you CDA marketing tools,
need, including Quality is the Reason pamphlets, call 800-741-6823.

stickers, hang-tags and literature displays. We’ll tell

The plumbing people prefer.
Circle 21 or go to http://pb.ims.ca/5216-21



We're building your business’ biggeét advantage.

THE 2007

INTERNATIONAL
BUILDERS’ SHOW,

63" Annual Convention & Exposition

February 7-10, 2007 « Orlando, Florida

This is huge. In 2007, the largest annual light construction show in the world

Aﬁfs\\ A Service of
i will be even bigger and better. The most new products, trends and classes,
' NAHB

allin one place to give you the biggest opportunity for building your business.

nextBUILD" ‘ ; :
Tialhemn o alesy N o B Learn more and register now at BuildersShow.com

Circle 22 or go to http://pb.ims.ca/5216-22 Your source code: PB107
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Make More

¥

WHEN YOU OFFER STARON® SOLID SURFACES, YOU'RE GUIDING YOUR CLIENTS TOWA
COUNTERTOP CHOICE THAT HELPS YOU EARN HIGHER MARGINS. And because Staron® is trouble-free,
customer satisfaction is high and callbacks are low. Staron® now offers quartz countertops too. To learn how

Staron® Solid Surfaces and Staron® Quartz can reflect positively on your work, visit www.getstaron.com/build5
_or call 1.800.795.7177, ext. 270.

_Circle 23 or go to http://pb.ims.ca/5216-23

- Starons.,

Solid Surfaces




Black tie optiomal.

Come as you are...

Tuesday, February 6, 2007, 7-10p.m.
Sea World—Orlando

The 23rd Annual BALA Awards
celebrating America’s best
residential designs.

Wander the lush Sea World garden
gallery and peruse the exhibit of
winning projects.

Meet and greet penguins, parrots, and

sea lions — architects, builders and
designers, too!

Cocktails « Buffet « Awards

il

Tickets AN

$125 per person. Purchase tickets online
at www.ProBuilder.com/BALA
by January 15, 2007.

Co-sponsored by Professional Builder and
the NAHB Design Committee

Professional WEW:;—H
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WE GIVE YOU MORE THAN DATA.
WE POINT OUT SOLUTIONS.

At NRS, we do consumer satisfaction research. Just like other research firms. But then we do something
different. We study the data, searching for a better understanding of what homeowners like and don’t
like. Then we give you real, meaningful, solutions that we help you implement into your business. With
NRS, it’s about more than data. It’s about finding ways to successfully improve referrals, margins and
consumer satisfaction.

™
Find out what solutions these exclamation points n r s

represent at nrscorp.comy/solutions. Research. Consulting. Solutions.
Circle 25 or go to http://pb.ims.ca/5216-25
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SOLID. JUST LIKE OUR SUPPORT.

o LP I-Joists

* LP LVL Headers and Beams m

o LP Rim Board

- With many years of experience in the building products industry, LP has offered customers the Engineered Wood
Products they need, partnered with them to develop valuable innovations and worked to gain their trust and
acceptance. No matter which products you choose, you can feel confident LP will back you with a network that

LP resolves problems quickly, so you can focus on building your business. Which means every |-Joist, LVL header or

BUILDING PRODUCTS beam, or Rim Board is as solid as the company that produced it.

www.lpcorp.com e 1-888-820-0325

BUILD WITH US™

LP is a registered trademark of Louisiana-Pacific Corporation. “Build With Us.” is a trademark of LP. © 2006 Louisiana-Pacific Corporation. All rights reserved.




Best Practices

BY JOHN RYMER, NEW HOME KNOWLEDGE

—0

Sales Presentations for
Internet Customers

How to fine-tune your presentations for Web-savvy customers

More than half of your customers have already

spent time on your Web site.

Statistics show that walk-in
customers who have already
visited a builder's Web site are
more than twice as likely to buy
ahome as those coming in with
little or no knowledge about the
homes or community.

In many ways, a walk-in
guest who has visited a Web
site is a “be-back.” Chances are
they already know about your
homes, community, locations
and prices. They have already
eliminated many builders and
communities during their
electronic search and are now
narrowing their options to
builders who meet their most
important criteria.

A big disconnect in new
home sales often comes if you
fail to structure your presenta-
tion differently when you meet
a Web site visitor. I recently
attended a new-home sales
seminar called “Maximizing
Sales from your Web site.”
The curriculum focused on
capturing and harvesting more
e-leads from customers who
visit your site. Although that
is certainly important, it is sec-
ondary to understanding the
different selling strategies nec-
essary when an online visitor
shows up at your sales office.

Remember, no matter how
well you follow up on e-mail
leads, a visitor to your sales
office offers a better chance for
a sale than prospective buyers
sitting at their computer.

Traditional sales training
asserts we begin our presenta-
tion with the premise the cus-
tomer knows little about our
homes and communities. The
“critical path” method of sell-
ing forces sales professionals
to include information on the
home, the home site, the loca-
tion, the community and the
builder in every presentation,
no matter how much the poten-
tial buyer knew walking in.

Most training programs ask
the sales professional to priori-
tize the customer’s needs and
then build the presentation
around those desires. What
each training system fails to
address is identifying how
much a walk-in visitor already
knows about the community.

It is essential that we learn
how much the customer
knows about the community
as part of the connecting or
greeting portion of our sales
presentation.

I recommend sales pro-
fessionals ask first-time cus-

tomers to the sales office the
following question immedi-
ately after greeting them and
exchanging names: “What do
you know about our homes
and our community?” The
question is not intrusive, and
the answer provides a wealth
of information.

Understanding what cus-
tomers already know and
what made them visit is the
key kickoff to a great sales pre-
sentation. 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@newhomeknowledge.com.

LOG ON For this and other top-
L ics related to new home sales,
visit us online at www.ProBuilder.com
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THE FANTASTIC Y . IR = T
FOUR. Shea Homes'’ ' 3
top executives come
from diverse work
backgrounds, a factor
that lends to the
company’s staying
power. Back to front:
Eric Snider, vice president
of sales and marketing;
Robb Pigg, vice president
of operations; Terry
Bryan, director of safety;
and Bert Selva, president
and CEO.
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BY MATTHEW POWER, SENIOR CONTRIBUTING EDITOR

Lasting
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Legacy

Not many construction firms can boast 125 years of building.
Shea Homes uses that experience to craft a company culture of no

ordinary business.

o reach the corporate headquarters
of Shea Homes in Walnut, Calif., —
the jewel in the crown of the J.F. Shea
Co., — you must face the perilous
gridlock of Southern California’s free-
ways; the dust and detours of road con-
struction; and all of the other fast-paced
pressures of modern life in the fast lanes. Once you
walk through Shea’s doors, however, you feel like
you're home with friends.

The sense of personal relationship with the compa-
ny’s employees is no accident. It’s a large part of their
corporate creed: the psychological bedrock upon which
they have built their reputation — and their construc-
tion empire.

“We're concerned with keeping the company’s fam-
ily values and living by those values,” notes Bert Selva,
CEO and president of Shea Homes, who joined the
company 10 years ago. “It begins and ends with honesty
and integrity.”

Those high-minded ideals, of course, are a familiar
mantra in the business world. But the real test is whether
a firm actually lives its values. Shea tackles that challenge
with a high-tech and a “high-touch” perspective: it uses
number-crunching software to benchmark “soft” goals,
such as employee morale, customer satisfaction and com-
pany cultural fit. At the same time, Shea’s corporate philos-
ophy still keeps personal contact high on the priority list.

For these reasons and others, Professional Builder has

chosen Shea Homes as the Builder of the Year for 2007.
A large, private company, Shea builds more than 6,000
homes a year in eight divisions across the Western
United States, along with one self-contained division
in North Carolina. The home-building arm of J.F. Shea
Co. also includes Shea Financial Services, a mortgage
firm that services about 771 percent of Shea’s new home
sales.

Despite the emphasis on people, this isn’'t a loosely
run firm. The execution — not just the rhetoric — of
family values actually plays into the hierarchy of friendly
competition within the parent company.

That includes upper management. For example, the
company has been conducting very specific surveys of
employees for years that ask them how their supervisors
perform. The results of those surveys are then ranked. If
you're at the bottom of the list, you may get called in for
some coaching.

“It’s not so hard-core that people feel they're being
ranked all the time,” Selva notes. “But it gives us a good
perspective on how the organization is working.”

He adds that Shea emphasizes two major employee
traits: commitment and alignment to the organization’s
goals. Surveys such as this one can tell whether people
are really living by the company’s values — respecting
other employees, for example.

“You can get people who are very committed to the
organization,” he explains, “but they may not know where
the company is going.”

“Year
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2007 Builder of the Year

“The company
really gives us a
lot of autonomy
and the leeway
we need to be
successful.”
—Rick Andreen

y 4

The Driver’s Seat

Shea has developed a custom software program
they call “the dashboard.” The inner workings
are a closely guarded secret.

What Selva will say is that putting this mana-
gerial software into action required a major over-
haul of Shea’s bureaucracy.

“We used to have as many as 450 different
reports that had to be entered,” Selva recalls “We
consolidated that number down to about 6o,
which are really integrated well.”

That data is put into a deceptively simple look-
ing computer screen consisting of a half-dozen
simple dials resembling speedometers. But
instead of tracking highway speed, these dials
reflect real data from all eight of Shea’s divisions,
collected in real time. At a glance, any division
manager can check in on any other division and
compare progress for a number of key indicators,
including on-time closings, percent of sales from
referrals, accident frequency and sales versus
units available.

Selva believes all of Shea’s divisions should be
measured by the same standards (with the excep-
tion of product design) despite regional and mar-
ket differences. Divisions whose numbers are lag-
ging, he says, won't get taken to the woodshed,
but they will know it's time to evaluate methods
and marketing.

“What [the dashboard] really does is triggers
dialogue,” Selva explains. “For example, if sales
are not keeping pace with construction, we ask
whether they were too optimistic in their sales
planning.”

‘Collegial’ Lieutenants
Despite the pressure of constant side-by-side bench-
marking of their performance, Shea’s division
heads say they don’t feel unrealistic pressures.
“The company really gives us a lot of auton-
omy and the leeway we need to be successful,”
notes Rick Andreen, president of the Active Adult
division based in Scottsdale, Ariz. “The culture of
the company isn't to go and beat someone over

The J.F. Shea Co.

1908

Under the direction of
Charlie Shea, described
by those who know him
as a “pugnacious, hard-
drinking little Irishman
who hated suits and ties,”
the company expands
into major sewer and
storm drain construction,
constantly moving up to
bigger, more complex jobs.

Loy

1926

The J.F. Shea Co. wins
a major contract to
build the sewer system
for the Portland
Seawall in Oregon,
next to the Willamette
River. The $11 million
seawall takes three
years to complete.

1931

1935

At the same

time the Hoover

Dam is being

built, the Golden Gate Bridge
needs skilled contractors. The
J.F. Shea Company wins a
$3.6 million contract to build
the piers and abutment that
will support the bridge. Ed
Shea, the younger brother of
Charlie Shea, takes charge of
this work.

1940

For legal reasons, the
J.F. Shea Co. becomes
incorporated as a new
company, but it’s still
run by descendants of
the Shea family. The
new generation of the
Shea family renews the
company’s emphasis on
heavy construction and
tunnels.

1881

John F. Shea
opens the J.F. Shea
Plumbing Co. in
Portland, Ore. His
company builds
much of that city’s
infrastructure for the
next 20 years.

As the U.S. enters World
War |, Shea becomes a
contractor with the North
Pacific Shipbuilding Co. in
Seattle, installing plumbing
and heating systems in
many of their ships. This
experience becomes a
precursor to their later
shipbuilding work prior to
World War I.

Thanks to Franklin

D. Roosevelt's New

Deal, the J.F. Shea ’
Co. manages to thrive )
and prosper during the
Great Depression. It lands
major contract work on
the Hoover Dam, where
Charlie Shea, with his
hands-on style, becomes
something of a legend.

The J.F. Shea Co.

becomes a shipbuilder g

— one of several
companies involved in
the production of Liberty
Ships, used to transport
goods between the U.S.
and England for the War
effort.




the head if they're not doing well in a certain area.

“I've never felt a rivalry between the divisions,
and I've been here eight years,” he adds. “I have
a very collegial relationship with all of the other
division managers. We don’t really compete for
resources.”

Andreen also can speak knowledgeably about
what separates Shea from the larger, public build-
ers. He used to work for two of the largest in the
country.

“At the end of the day, as a private company, we
can act with a longer term horizon,” he says. “We
don’t need to do things that make our numbers
look good for January. If accelerating a land pur-
chase makes this year’s numbers look worse, but
promises better long term results, we can do that.
I've seen public builders buy extra units that they
know are not going to be profitable just so they can
hit the numbers they promised.”

“I have a direct relationship with the company
owners,” he adds. “A public firm can’t possibly
know all of its 13,000 shareholders.”

J.F. Shea Company Organizational Tree

| |

Shea Heavy
Homes Construction

e Shea
Housing ||Financial ||APat| |Offices||Retail | | Tunnels || Water |[INVest || New
Divisions|| Services ||Ments ments ||Ventures

85% of Shea’s Property Includes Bridges Has Started

Operations Management and Water Hundreds of

$3 Billion Annually Treatment Plants Companies

ORGANIC GROWTH. Instead of pushing aside one business to start another, Shea
maintains its traditional profit centers while forging into new areas. Weakness in one
sector may mean opportunity in another, providing a financial safety net.

At the same time, he says, his team members
share an indirect sense of connection with the
Shea family.

1965
Shea tackles high-
profile tunneling

1974

PBS Corp. changes
its name to Shea
Homes as Roy
Humphreys takes the
helm. The company
enters a period of
many years of cyclical
highs and lows.

projects such as the
Bay Area Rapid Transit
System, earning a
reputation for superior
engineering even in
the worst seismic
conditions.

1968 1982

2004
As part of ongoing
diversification, J.F. Shea Co.

19838

Shea Homes
rebounds. Now
fully staffed with
200 employees,
the company has
diversified into three

forms an investment banking
firm called Shea Ventures and
a property management firm
called Shea Properties. The
latter company creates new
divisions and becomes opportunities for Shea Homes,
increasingly involved
with master planned
communities.

1995

enabling it to offer new types of
product in both commercial and
residential markets.

2007

The J.F. Shea Co.
enters the home
building business under
the name of PBS Corp.
Starting with just six
employees in Newport
Beach, Calif., the firm
has 145 homes under
construction by the end
of the first year.

Hit hard by high
interest rates and high
inflation, Shea Homes
builds only 38 homes
this year, the fewest
since 1968. Personnel
are thinned down to
35 employees.

With both the number
and financial strength
of housing divisions
increasing, the J.F.
Shea Co. acquires a
mortgage company,
which soon expands
into other financial
products and services,
becoming Shea
Financial Services.

Thanks to a decade-long building
boom, Shea Homes has grown

to include eight housing divisions
responsible for more than 6,000
units of new housing each year. At
the same time, in the Eastern U.S.,
Shea Homes Charlotte, based in
Charlotte, N.C., builds homes under
the Shea name as well, although it's
is an autonomous operation and the
umbrella of the larger corporation.
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Half of my job
is looking at the
future, deciding
which markets
we want to
move into.”

—Bert Selva

“I think the most important thing to under-
stand about Shea is that we get the best of both
worlds. We're a family-owned business and a big
corporation. People don’t like doing business with
big corporations, but they do like the stability a
corporation offers. The fact that we're also a family
business makes the corporate aspect acceptable.”

Shea’s San Diego division earned a National
Housing Quality award this year. It won the
same award 10 years ago. And it’s not alone.
Shea’s Arizona and Colorado divisions have also
won the prestigious award in recent years.

“We look at where we were 10 years ago when

we won that award,” says San Diego division
president Paul Barnes, “and we're light years
ahead of that mark today.”

Barnes notes that his division implemented
Total Quality Management principles in 1991
and reduced defects by 8o percent. It’s building
between 500 and 700 new homes a year.

“The numbers are important,” Barnes adds,
“but we can still take the risk. You just tell [the
company’s top brass], ‘Here’s what we want to
change,” and you'll get the support you need.”

Barnes adds that this sense of trust from cor-
porate allows his division to take on relatively

L ROV . »

How do Shea Homes’ employees view the company? Here’s what they had to say.

GARY GOESSLING, Superintendent,
Southern California Division,
Tapestry Community, La Habra, Calif.

‘| feel like | can pick up the
phone and talk to anybody in
the company. ... Believe it or
not, the only thing we're short
on is labor. When there's a
slow down like this, a lot of
the trades will lay people off,
so there are fewer of them to
go around.”

JOE SCHULTE, Community
Representative, Tapestry Community,
La Habra, Calif.

“We try to keep in contact
with buyers through
construction and beyond.
We hold meet-your-neighbor
parties and bring in people
from both the construction
and mortgage side of Shea.
We talk a lot about Shea's
history as a builder, pointing
out that the company has
een around forever, that
they've been involved in all
these great projects. That
helps them understand that
we care about quality.”

DAVID MUELLER,
Assistant Supervisor,
Walden Estates, Brea, Calif.

‘I've been with Shea for 15
years now; | just transferred
here from another community
that's built out. This
company’s been very good to
me. They're really focused on
quality and constantly making
improvements.”
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‘Our employees
come at the
business from
the perspective
of customer

small projects — an important flexibility as land
becomes scarce.

“Sometimes it’s hard to fit into the Rubik’s
cube of local entitlements,” he says. “We've got a
couple of years [land] supply here in San Diego.
The smallest is about 67 homes, but it’s a block
from the ocean. Part of why we take a project is
because we love what we do. We want to do stuff
that's fun. So sometimes we'll take a 40-home
community if it plays to our strength.

“Our employees come at the business from
the perspective of customer satisfaction,” Barnes
continues. “That’s part of the culture, and we've
been practicing it long enough that it’s paying
dividends for us. We'll continue to fine-tune the
buyer experience.”

Market Chameleon

Like most highly successful companies, Shea
responds quickly to market changes. It's known
as an innovator, not just in terms of building
homes but also in its marketing.

Case in point: a serious housing slowdown
that’s rippling across the Southwest. In response,
Shea’s Southern California division just launched
a campaign that helps home buyers sell their
existing homes.

Eric Snider, vice president of sales and mar-
keting, exemplifies the company’s efforts to
unify operations across divisions.

“I'm charged with shepherding the brand —
maintaining brand integrity,” he explains. “The
divisions really handle local advertising buys;

satisfaction.”
— Paul Barnes
A [Y PAYBACK

Shea Homes’ commitment to worker safety has led to unexpected payoffs.

When Terry Bryan joined Shea
back in 1999 as director of
health and safety, he came
from the trenches — literally.
Bryan had expertise in heavy
construction, including tunnel-
ing, and he brought with him
new approaches to improving
Shea’s safety record.

“When | first came
on board, they were
using an outside
safety firm. But it was
Clear that having a
third-party person
come by the job site
once a week to do
an inspection was
not enough.”

Bryan created a checklist
for every job foreman to
complete on a regular basis.
He also established criteria
for screening trades, similar
to methods commercial
firms use.

“We began to check
their experience
modification factor,
which measures their
tendency to have
accidents.”

Bryan also initiated regular
training in safety for trades
and an audit system to
eliminate companies that
don’t clean up their practices.
The result during three years:
a 41 percent reduction in
accidents, and a 66 percent
reduction in the severity of
accidents.

Robb Pigg, vice president of
operations, says this safety
upgrade has another big
benefit: reducing the number
of lost work days.

“What we're seeing
is a total change of
culture,” Pigg says.
“Because of the
focus on safety, each

supervisor knows the
capability of every
man on his team and
doesn’t put him in

a position where he
could get injured.”

At the same time, Pigg

notes, he and Bryan allow

for variations in how different
divisions meet various safety
requirements. Employees can
implement multiple solutions
to problems that the company
will accept if it agrees. “Being
at the corporate level gives us
the vantage point of seeing
the big picture, of what sys-
tem serves each community
best,” Pigg says.

That approach pays off in
tangible ways, Pigg says. On
one job site in the Costa Azul
community in Newport Coast,
Calif., it's been 875 days since
a crew member missed a day
because of injuries.

4

ROBB PIGG

PHOTOGRAPHS: KINGMOND YOUNG



If selling homes is your
#1 priority, partner
with the #1 video and
high-speed Internet
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Why settle for second best? Attract more buyers with Comcast’s
full range of cutting-edge communications services.

Comcast gives residents the advanced communications services they want, right
now. Everything from high-definition television and high-speed Internet

to low-cost home phone service. As an industry leader, we never stop innovating.
So if you want your homes to truly stand out, stand with Comcast.

Call 1-877-395-5388
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“Fifty years
from now, I'd
like people to
look back and
say we made a
difference. We
enhanced a
lot of peoples’
lives — not just
our customers
— but also our
employees.”

— Bert Selva

Professional
Builder-

ZiBuilder
“Year

the

that's where most of the advertising budget goes.
We spend about 10 percent on national buys,
such as the Wall Street Journal.”

Snider adds, however, that Shea’s marketing
effort “is not a strict hierarchy.” Divisions often
market outside of the brand, particularly in a
master planned community involving several
builders.

A tougher sales market has shifted the focus
in recent months. The company has gone back
to a more local model, he says, where divisions
are encouraged to try innovative marketing ideas
all the way down to the subdivision level. “For
example, Active Adult is trying something: a
guaranteed price. They've found that these cli-
ents are very aware of price variations. The way
it works is if we close on their unit and change
(lower) the base price of that unit within 9o days
of the closing, we give them back the money they
would have saved.”

Shea often taps synergies across divisions,
linking their mortgage company to marketing
plans, for example. “We're working on a retail-
ing message to get an interest rate that will
infuse some interest,” Snider says. To make
that happen, Shea Financial Services bought
a “compelling rate” that Snider believes will
entice buyers.

Some moves are less dramatic but equally
unexpected. For example, the company intro-
duced four-car garages in Phoenix and made a
bang. But Shea doesn’t innovate for the sake of
change, Selva notes. Like most builders, it fol-
lows the customer’s lead.

“Whatever we do has to create added value in
the customer’s mind,” Selva says.

On the other hand, he says, as a private com-
pany, Shea doesn’t have to chase volume. And
as a result, Shea’s divisions often set themselves
apart by saying no to the latest big builder craze.

“For instance, a lot of the big builders are
doing high-rise towers,” Selva explains. “We
chose not to get into that business now, because
you can’t close one unit at time, which is how we
like to build. If the market slows and we need to
slow starts, we can do it. We don’t have Wall
Street people calling us, pressuring us.”

Snider notes that Shea’s marketing isn’t just
about selling homes in the here and now. It’s
about sustainability.

“Half of my job is looking at the future,
deciding which markets we want to move
into,” he explains. “We look at where and how

people live today and do extensive surveying.
We want to understand what the motivational
drivers are.”

Snider says he’s currently looking closely at
Florida, evaluating Shea’s plan for a new divi-
sion there.

The Long View

Despite the market slowdown, there’s little
doubt that Shea will ride out the slide and pos-
sibly emerge even stronger. That's been its pat-
tern for 125 years. Paradoxically, the secret to
that success has come from its focus on the
future, not dependence on an illustrious past.
Side by side with the people-focused culture of
the company is a sharp, no-nonsense corporate
approach to balance.

Selva says he receives a monthly letter from
each division president that summarizes specif-
ics of the division. “Our sales people are telling
us that traffic is down, but at the same time the
quality of buyers is up,” Selva says.

The construction business tends to balance in
other ways, too.

How important is the company’s 125-year
legacy? That depends on what you emphasize,
says Andreen.

“We did a study on the subject,” he says. “We
found out that once your building company lon-
gevity gets beyond 30 or 4o years, customers
don’t care if you're Centex, Pulte or Shea.”

They do pay heed, he adds, when they learn
about Shea’s work on landmark projects. “They
like to hear that we worked on the Hoover Dam
or the Golden Gate Bridge, or that we have a
tunneling business goo feet under Manhattan
island.”

Selva adds that during his job interview, he
asked Shea’s owners “point blank” about wheth-
er they had plans to sell the company to a public
builder in the near future.

“You should have seen the look they gave
me,” he recalls. “I realized then that the Shea
family really cares about their legacy and their
good name as much as they do about making
money. They still get excited about new ideas. I
don’t see them making any big changes.”

“Tomorrow is more important than yester-
day,” Selva continues. “Fifty years from now,
I'd like people to look back and say we made
a difference. We enhanced a lot of peoples’
lives — not just our customers — but also our
employees.”




Itbangs and clangs, drains homes of their warmth,
and eats into home buyers’ wallets.

[t’s the sheet metal ducts you've been installing.

Give home buyers another reason to choose you as their builder. Install Owens Corning Duct
Solutions. They dampen noise for a quieter, more peaceful living environment, and they're 75%
more energy efficient than sheet metal ducts;” which means lower utility bills and more consistent
room temperatures. To find out more, visit www.ductsolutions.com or call 1-800-GET-PINK.
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Shea’s eight divisions spread
across several states. While
product design varies from
state to state and community
to community, the merging of
art with sound building science
remains a constant.

RICK ANDREEN, president of Shea’s
Active Adult division, explains how
the company’s flexible approach
allows different divisions to capture
local architectural styles and market
demands. Shea understands that
both second-home buyers in
Colorado can be very different from
Active Adult buyers in Southern
California.

“They give us a lot of leeway to

be successful,” Andreen says.
“We’re dealing with a buyer who

is a lot more particular than the
standard buyer. On average, they’ve
owned 7.4 houses, including 3.2
new homes. That’s well above the
average. They have discretionary
income, and a lot more time.

“Think about this,” he adds, “a
move-up buyer typically has two
people in the household working all
day, so it’s dark by the time they get
home. If they get a settlement crack
in the foundation, they don’t worry
about it too much. The active adult,
on the other hand, is sitting there all
day, watching the crack grow.”
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SET AGAINST A BACKDROP OF MOUNTAINS IN PEORIA, ARIZ., this single-family home
community of 51 homes that “harmonize with the desert” is about half completed and sold.
Shea’s Arizona division’s community includes about 1,700 acres of open space. Homes
range in price from $330,000 to $402,000, in sizes ranging from 1,721 square feet to 2,766
square feet. The Web site, like all of Shea’s interactive community Web sites, includes a
“live-lot map,” where potential buyers can choose a lot the same way they might pick an
airline seat.
Web site: www.sheahomes.com

Eight is not Enough

Shea’s eight home divisions will likely expand to include Florida soon.

Shea Homes, Southern California (Brea, Calif.)

Shea Homes, Inland Empire (Corona, Calif.)

Shea Homes, San Diego

Shea Homes, Northern California (Livermore, Calif.)
Shea Homes, Colorado (Highlands Ranch, Colo.)
Shea Homes, Sacramento (Roseville, Calif)

Shea Homes, Active Adult (Scottsdale, Ariz.)

Shea Homes, Arizona (Scottsdale, Ariz)

Shea Financial Services (Aliso Viejo, Calif.)

] LIKE MANY BIG BUILDERS, Shea recognizes
the growing appeal of traditional neighbor-
hood planning. This community south of
Denver includes 359 brownstone-style town-
homes, sized from 1,332 square feet to 1,835
square feet. Unit prices range from $231,900
and $295,000. That price point — along with
the promise of semi-urban living (with homes
in close proximity to retailers) — has attracted
both move-up and first-time buyers. The
Colorado division reports that the second and
final phase of construction is underway.

Web site: www.sheahomes.com
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Thursday, we experienced a
7.2 magnitude earthquake.

Then we had lunch.
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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 30 or go to http:/pb.ims.ca/5216-30
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THE SHEA
HOMES
UNIVERSE

WITH LOTS FOR 82 SINGLE-FAMILY
LUXURY HOMES IN SAN DIEGO, this
upscale community is set on the edge
of a nature preserve called Mission
Trails Regional Park. Despite prices
that start at $1.3 million, Shea has
kept the design options relatively
simple, with just three base floor
plans. Homes at Stonebridge range
from 4,435 square feet to 5,599
square feet. Each plan includes thee
to five bedrooms, an interior courtyard
and the option of a four-car garage.
Paul Barnes, division president,
reports that his team just completed
phase three of seven.

Web site: www.sheahomes.com

SET IN THE HIGHLY PRIZED NEWPORT
COAST REGION of Southern California, this
luxury single-family project is about half com-
plete, with Phase 5 of 14 underway. Full build
out will include 64 homes priced at $2 million
or more. These homes will become part of
Pacific Ridge, a gated community. They are
being offered in three base plans, with numer-
ous options and amenities, in sizes ranging
from 3,601 square feet to 4,889 square feet.
Most amenities aim at the California lifestyle,
including indoor-outdoor living spaces, single-
level living, three-car tandem garages and
pool cabanas. Web site: www.sheahomes.
com
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Was it a boré»‘d— younger son and an unfortunate swirly mishap?
Or was it the corroded copper pipe?

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. FLOWGUARD GOLD
FlowGuard Gold® is a registered trademark of The Lubrizol Corporation NOT A DROP OF DOUBT.

©Copyright 2006 The Lubrizol Corporation
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“OLD EUROPE MEETS AMERICAN VERNACULAR” might be a good way to describe the
design theme and marketing for this community of 147 large, single-family homes in Winchester,
Calif. Shea’s Inland Empire division offers three floor plans in one-and two-story variations, rang-
ing in size from 2,651 to 3,198 square feet. Prices range from $452,000 to about $525,000, with
luxury perks available such as four-car garages and home offices. The builder reports that phase
5-0f:11 is underway, with 72 units sold and about eight lots currently available.

Web site: www.sheahomes.com
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“Sierra Sky

s VIUTNE at-1aled0

LOCATED IN ROCKLIN, CALIF., this community of 134
single-family homes includes three relatively similar floor
plans. The marketing plan targets move-up buyers look-
ing for good-size homes with a few luxury amenities,
such as master suites, high ceilings and optional bonus
rooms. Shea’s Sacramento division also emphasizes
easy freeway access, proximity to the Sierra Nevada
Mountains and “open, flowing floor plans.” Prices range
from $500,000 to $600,000 for floor plans that hover
around 3,000 square feet.

Web site: www.sheahomes.com




INTRODUCING FASTER AND EASIER FIXTURE INSTALLATIONS.

Installing STERLING. baths and showers is easy thanks to the innovative features of Vikrelln material. Their
modular design makes it manageable for one person to transport them around corners and through doorways.
Tongue-and-groove interlocking joints provide a quick installation and a
seamless appearance. No backerboard is required, as each unit fastens
directly to the stud walls. When your customers select STERLING

bathing fixtures made from solid Vikrell material — installation is a snap.

[STERLING]

A KOHLER COMPANY




In addition to providing exceptional durability, STERLING. baths and showers
made of solid Vikrell material also feature distinct installation advantages.
Their tongue-and-groove interlocking joints facilitate a quick connection and
provide a seamless appearance, and their modular design allows one person

to transport them with ease. Additionally, no backerboard is necessary,

=l saving time, effort and money. Simplify the installation process with Vikrell
-STUD INSTALLATION
Vikrell bathing fixtures are less bathing products by Sterling.
expensive to install because the
unit fastens directly to the stud
wall. No backerboard is required.

FEATURES BENEFITS

Compression-molded from Color is molded throughout each fixture
solid Vikrell material for deep, rich color integrity

Wide selection of products Baths, shower units and receptors made of

Vikrell are available in an extensive array of sizes,
shapes and colors to suit individual tastes

Strong structural ribs Molded into the base for added
support and rigidity

MODULAR DESIGN

Lightweight, modular design makes Installs directly to stud walls Ideal for remodeling or new construction
units easy to install during any phase Less costly installation — no backerboards
of new construction or remodeling. or adhesive needed

Limited warranty 10-year consumer limited warranty
3-year commercial limited warranty

QUICK CONNECT
Tongue-and-groove interlocking joints on
the back of the unit simplify installation.

STRUCTURAL RIBS

Strong structural ribs are molded into s
each Vikrell fixture for stable support with Ensemblem 42" Bath shown in White. 71111110-0
no bounce or give. Ensemble 48" Tile Shower shown in White. 72120100-0

STRONG. PROFESSIONAL. DESIGN.w

For more STERLING product or warranty information, ST ERLI NG
call 1-800-STERLING or visit SterlingPlumbingcom/snap = o

A KOHLER COMPANY
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PASSION ror EXCELLENCE

Monday, Sept. 24 —Thursday, Sept. 27
Charleston, South Carolina

ather in historic Charleston with friends and
colleagues to rekindle your Passion for Excellence.
Let this architecturally distinctive, dynamic city inspire you to
create your own legacy of quality design and craftsmanship.
And learn new ways to bring that passion home to your

company and to your buyers.

Be with us in Charleston at Benchmark 2007.

For program information visit www.ProBuilder.com/Benchmark.
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The Premier Management Conference for the Housing Industry
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&) INSIDE & OUT

Suite Style

A MASTER SUITE SHOULD
ALLOW FOR PRIVACY, but
not so much that all contact
D with the outdoors is shut
A% out. This private get av
offers double door ope
to a veranda.

L

ZAY
MASTER SUITES have turned into
master retreats. To provide a luxurious,
vacation-like feeling, divide the master
bedroom into separate areas or zones.
Here, there is a sleeping area and a
sitting area.

COMPFORT IS KING in the master suite.
Depending on the region, fireplaces
add a nice touch to the design and
create a cozy space for sitting areas.




BY LAURA BUTALLA, SEN/OR EDITOR

Master bedrooms once sat 12 feet wide
and included a whirlpool tub, if that. But not
anymore, builders and architects say. Clients want double the
square footage while adding luxury, too.

Size and Space Matter
Jerry Messman, partner emeritus of Bloodgood Sharp Buster
Architects and Planners in Tampa, Fla., has seen the amount
of space devoted to master suites grow. “About five years ago,
master bedrooms were 12 feet wide. Now everyone wants 14
to 15 feet wide plus 18 to 20 feet in length,” Messman says.
Separating the master bedroom from the secondary
bedroom helps create a master retreat. Keeping the master
bedroom on the main floor can work well in a two-story
house. Builders can separate the master bedroom from the
secondary bedrooms in a one-story home by placing them
on opposite ends of the house.

Separate Spaces, Not Separate Rooms

The master suite can offer homeowners the privacy they crave
when the room is divided into separate his and her spaces.
Couples still want to share the same bathroom for the social
aspect, but they don’t want to share the same vanity. Some
homeowners request to install separate his and her toilets.

Privacy can also include separating the master closet.
Many master retreats have two walk-in closets, specifically
making the larger one of the two designated to the woman
and the smaller to the man. Some master retreats include one
large walk-in closet and an island cabinet with drawers divid-
ing the his and her space.

In the end, the master retreat is a place to relax and
unwind. “Today the master bedroom is an adult living space,”
says Berkus. “When we talk to customers one of the first
things they start talking about for their want list is the master
bedroom.”

Focus on Luxury
More space in the master retreat allows for more luxury.
“We're seeing a lot more luxury in master suites as a
whole,” says Tracy Holmes, president and interior designer
of Studio H, Chicago. Holmes estimates between 40 and 50
percent of the firm’s master suite projects go to the luxury
market. The firm has worked on about 40 master suites in
the past year.
“The trend is going to a four-star luxury feel,” says Don
Anderson, president of Color Design Art in Culver City, Calif.
“People want that kind of pampered feel and they don’t want
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to have to go on vacation to get it.” Builders might also
add luxury by creating a luxurious room filled with intri-
cate touches in the flooring, ceiling and wall treatments
as well as built-in cabinets and shelving throughout.

Part of that luxury feel comes from simulating the
spa experience; homeowners crave the indulgence of a
spa when they step into their master retreat, builders
say. To accomplish the ultimate spa feel, some builders
add a room equipped with a massage table and exercise
equipment. The spa room can even be separated from
the master bedroom by placing the master bathroom
between it.

“A lot of builders want to really show the master
suite is becoming a real retreat,” says Messman. “It
doesn’'t mean you're going to spend all your time there
away from the rest of the family, but when you walk
into the master bedroom you feel like you're almost on
vacation.”

Mastered Lifestyles

The master retreat can really be whatever the homeowner
wants it to be; adding a library, exercise area or other spe-
cialty nook can complement this private homeowner’s
master suite. “We're living fast-paced lifestyles,” says
Holmes, “so having space that isn’t public space is becom-
ing essential to our well-being.

“We're now seeing more alcove areas that really
are separate for different lifestyles,” Holmes adds. “It
could be a nursery or library or an office or even a yoga
room, but it'’s something that is very personal to the
homeowner.”

Builders create these private spaces in many ways.
A sitting area seems to be the most popular use of this
extra space, which can be an extension of the bedroom
or an attached alcove off to the side of the bedroom. The
sitting area often has a space for seating, a possible fire-
place and space for a plasma television.

Simple designs can add to the master retreat’s effec-
tiveness. “Some people like a master sitting retreat that's
separated from the master by doors,” says Barry Berkus,
president of Berkus Design Studio, Santa Barbara, Calif.
“If somebody wants to stay up at night to read or write or
watch television, they're still within the master complex,
but they're basically shut oft.”

Avid readers might enjoy a library, a feature that’s
making a comeback because of the nostalgia associated
with books, says Berkus.

Outdoor living can add to the master retreat con-
cept as well. “Some clients actually want walk-out areas
with a deck or back yard where you actually walk out of
the master bath into an outdoor shower,” says Robert
Williams, principal and part owner for KTGY of Irvine,
Calif. “It’s almost like a rock area or waterfall.”

Each homeowner will use the space differently, but
it's up to the builder to provide the proper amount of
space to accomplish the master retreat each homeowner
is looking for. PB



FILTERED OR TAP WATER. A CHOICE YOUR CUSTOMERS WILL CLEARLY LOVE.

Two waterways. One spout. The ChoiceFlo™filtering faucet is our latest example of smart innovation.
Your customers can now ditch bulky filters and water pitchers in favor of a single system that reduces
common impurities. A simple turn of a side lever switches from tap to filtered water and back again.
Plus it's easy to install and a snap to replace the filter Come see what else we have on tap at moen.com.

) MOEN

Buy it for looks. Buy it for life.®

Circle 37 or go to http://pb.ims.ca/5216-37

Chlce Flo 1-800-BUY-MOEN * www.moen.com

Moen. Buy it for looks. Buy it for lfe. s a registered trademark of Moen Incorporated.
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HIP ROOFS BLEND IN with the edge of
the mountain as the backdrop.

=

Between
Valleys

BY LAURA BUTALLA, SEN/OR EDITOR

the

SunCrest Community perches in the Wasatch Mountains

with views of the Salt Lake area.

High above Draper, Utah, resides the master planned
SunCrest Community by developer Terrabrook. Residents have
spectacular views of two valleys — Salt Lake Valley and Utah
Valley — on either side of the Wasatch Mountains.

The neighborhood of Stoneleigh Heights
is the only townhouse community with-
in the master plan. When searching for
a builder to construct the townhouses,
Terrabrook turned to Hamlet Homes
of Murray, Utah, to be the sole builder.
“They wanted to select a builder that
could design a very nice looking town-
house that fit their architectural style,”
says David Irwin, vice president of sales
and marketing for Hamlet Homes.
“They weren’t strict. It was really
choosing the right builder who could pull
off a good-looking product,” says Irwin.
“That's when they came to Hamlet.”

Opportunities

One of Hamlet's fortes is building town-
houses, but this project provided the
opportunity to do something a bit more
upscale.

Few townhouse projects provide
the kind of site lines Hamlet does. The
project is positioned at the entrance to
SunCrest. “It puts us in a location with
great views for townhouses where buyers
would typically be spending $600,000
or $700,000,” says Irwin. “Our town-
houses start in the $200,000 range.”

Hamlet has had tremendous success
building low-maintenance townhouses
for entry-level buyers with a very dynam-
ic and workable floor plan. The company

added features to the Stoneleigh Heights
townhouses to give them a more luxuri-
ous feel, such as bay windows, double
vanities in the master bathroom, and an
island in the kitchen.

In most townhouse projects, the
end unit is the most popular plan. At
Stoneleigh Heights, though, the Blair

VITAL STATS

Stoneleigh Heights

Location: Draper, Utah
Neighborhood: Stoneleigh Heights in
SunCrest Development

Builder: Hamlet Homes, Murray, Utah
Architect: dw taylor associates, Ellicott
City, Md.

Interior Designer: Pace Interiors, Salt
Lake City, Utah

Developer: Terrabrook, Dallas
Models open: February 2005

Home type: Single-family townhouse,
1-to 2-car garage

Sales to date: 120

Community size: 170

Square footage: 1,918 — 2,044
Price: $239,990 to $254,990

Buyer profile: Second-time move up,
single professionals and empty nesters
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model, which can only be situated in
the middle unit, is the most popular of
the three Hamlet plans.

The Living Experience

To take advantage of the views of the
mountains and valley, Hamlet devel-
oped a floor plan with the main living
space at the rear of the home. The fam-
ily room, kitchen and dining room face
the back instead of the usual streetscape.
The bay window in the family room
accentuates the townhouse’s place in
the environment. The master bedroom
on the second floor and an optional
lower level family room also look out
over the valley.

Placing the main living space at the
rear of the home forces the garage to
occupy the front. Hamlet’s hired archi-
tect, Don Taylor, president and principal
of dw taylor associates, says trying to get
a plan that works with the garage on the
same level is always a challenge. “It had
to be entered from the front because
the back of the house was overhanging
the mountain,” says Taylor. “With a
garage, the objective was how do you
get an entrance that was inviting with a
large foyer.”

Taylor achieved this by pushing all
the living space to the rear and creating
a foyer and staircase toward the front,
which also provided a semi-formal entry.

Connecting the townhouses visually
to their mountain setting is a Craftsman-

style exterior with a hip roof that mimics
the rolling mountains.

Winter in the mountains can be
harsh, and Hamlet specified exterior
materials — a mix of stone and
HardiPlank siding — to help shield the

home from extreme weather.

Outcome

Although winter brought building to a
halt for most builders in SunCrest, it
didn’t slow Hamlet. “We had an aggres-
sive construction schedule to start
foundations to take us into winter con-
struction,” says Irwin. Once the foun-

THE FAMILY ROOM
and kitchen accentuate
environmental elements
brought indoors through
the stone fireplace and
wood cabinetry.

dations were in place, Hamlet contin-
ued framing throughout the winter.
Hamlet is currently building phase
two at Stoneleigh Heights and has one
more phase to go. Of the 170 townhouses
available, 120 of them have sold. “We're
out-selling most of the other townhouse
projects [in the Salt Lake area],” says
Irwin. “We command a higher value for
the home because of location. It’s like
your own little place on top of the moun-

tain.” PB

E‘ LOG ON To read about other plans and
projects, head online to www.ProBuilder.

com/plansandprojects

PHOTOGRAPHY BY ALAN BLAKELY
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Put a voice W|th a face and
feel more secure with NuTone

Now more than ever, security is a top concern. That is why NuTone developed two new
video door answering systems that make it possible to see and communicate with visitors
before you open the door. Both new products fit in the tightest of spaces and produce a
quality image and sound. The Built-In System features a four-inch color monitor for
hands-free door communication with one camera. The Drop-Down System features a
seven-inch color monitor and supports two cameras for monitoring both the front and
back doors. In addition, the Drop-Down System accommodates Cable TV access, offers
an AM/FM radio, digital clock with alarm, and allows users to answer and make
telephone calls from its hands-free speakerphone. Security, communication,
entertainment — all in one compact system. Call 1-800-558-1711 (Broan),

1-800-543-8687 (NuTone), or visit www.NuTone.com.

Nulone

life. style. home.

Circle 38 or go to http://pb.ims.ca/5216-38

Drop-Down System - VSUC4RK
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FrAMESAVER

Rely on FrameSaver for "Rot Proof Solutions for Your Home™"
Now exclusively from Endura Products

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

The problem starts at the base, the portion of your door frame with the most exposure to moisture
and insects. By protecting the base, you protect the entry to your home. It's where you'll make
your first impression! That's the idea behind our patented FrameSaver® technology. A revolutionary
wood composite material so resistant to rot and insect damage, we guarantee the frame for life.
Contact Endura Products, Inc. for FrameSaver® and more rot proof solutions for your home;
featuring all composite Z-Series Sills, French Door Astragals, Continuous Entry Door Systems,
and weather sealing products.

mFrameSaver'

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

Circle 39 or go to http://pb.ims.ca/5216-39



Innovations

>> BY SCOTT SHEPHERD, PATH PARTNERS

— ) PATH REPORT

Back to the Future

Building trends offer a glimpse of what’s to come

If you limit yourself to the headlines, 2006
was a bad year for builders. New home sales
lagged, construction costs soared and homes sat
vacant for months.

Modular Homes
Frank Dusick, owner of
Mustang Builders in Eau
Claire, Wis., started as a
stick builder more than 40
years ago, but bad knees
forced him to look for other
options. In 1981, he switched to
building modular homes.

The homes comprise indi-
vidual modules that are deliv-
ered from the factory to the
site, bolted to a foundation,
and hooked up to services.
Site-specific embellishments,
such as window bays, porches
and garages, make the home
look like any other.

Beyond quality, the main
advantage for Dusick is speed.
It takes 10 to 12 weeks from
the day a customer walks into
Dusick’s office to the day he
turns over the keys. Dusick
has increased his profit mar-
gin because the homes sell for
the same price but cost 10 to 15
percent less to build. Dusick
also enjoys less need for skilled
labor, fewer home inspections
and less expensive builder’s

But for builders who have
adopted new building science
technologies, the market is
looking bright.

In the past year, the
Partnership for Advancing
Technology in Housing
(PATH) has met many build-
ers who have increased their
business by using factory-built
systems or manufactured com-
ponents to improve the build-
ing envelope.

Here are Professional
Builder and PATH’s take on
the top building technologies
of 2006.

We have increased
our market share by
educating
consumers who
have an open mind
about technological
innovations.

— Ann Crocker

From the Factory

to You

Today’s factory building is a
far cry from yesteryear’s.

As reported in “Streamline
Your Business” in our August
issue, manufacturing sections
of the home in a controlled
factory environment helps
ensure product quality and
consistency while it speeds
the home-building process.
The components can be built

more quickly because factory insurance.
workers can work in all weath-

er, and on-site assembly goes Panelized
swiftly because workers erect Components

whole sections at once using
the minimum tools.

After years of traditional stick-
building, Paul Truax, owner

of Vermont Built in

Chester, Vt., switched to
panelized components to
improve the quality of his
framing.
Asreported in our March
issue, panelized systems take
many forms, from structural
components such as roof
trusses to all-in-one panels
that include framing, insula-
tion and sheathing. These sys-
tems significantly speed wall
and roof construction.

Because erecting the

panels is easy, construction
requires less skilled labor, and
because they go up fast, work-
ers — and materials — spend
much less time exposed to the
weather.

Advanced Framing
Introduced in our August
issue, Fernando Pages-Ruiz,
owner of Brighton Construc-
tion, has built his business on
building quality homes at an
affordable price.

Author of “Building an
Affordable House,” Pages-
Ruiz continuously seeks tech-
nologies that achieve quality
and affordability. He decided
to try advanced framing tech-
niques after reading about
them in a PATH demonstra-
tion project.

Advanced framing uses
engineering principles to
reduce the need for lumber.
The techniques also reduce
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the need for labor, BENEFITS TO THE BUILDER BENEFITS TO THE BUYER
cut costs and time

and yield a more Superior

energy-e fficient Speeds Reduces Labor or| Marketing | Eases Code Energy

home. Although Technology| Construction | Material Costs | Appeal | Compliance | Durability | Efficiency | Comfort
not all builders do Modular Homes ° ° ° ° ° °
advanced framing Advanced Framing ° ° e °

with factory-built Panelized Com?onents . U U

components, Pages- ICFs and SIPs C o ©

Ruiz has a factor Precast Concrete ° . L

assemble the panels Autoclaved Aerated Concrete ° ° °

and ship them to
his sites for quality control, affordability
and speed.

SIPs
Discussed in our November issue,
structural insulated panels (SIPs) result
in more durable walls that go up quick-
ly and require less skilled labor and less
time on site.

SIPs are made from a thick layer of
foam sandwiched between two pieces
of oriented strand board,
plywood or fiber-cement.
The long-term energy sav-
ings for homeowners won Strong
over Scott Bergford, presi-
dent of Scott Homes in
Olympia, Wash.

Si

Precast
Concrete

Brian Bock of Mustang
Construction in

Naperville, Ill., builds
with precast concrete
wall and floor panels
for commercial and res-
idential projects. Strength and speed
drew him to the technology.

Builders often use precast concrete,
a concept we discussed in our January
issue, for foundations. A typical panel-
ized foundation can be erected in four
to five hours without the need to place
concrete on site. The result is a founda-
tion that can be installed in any climate
zone in one-sixth the time needed for a
formed concrete wall.

Panels are installed quickly with the

mlﬁ"’ Types

oty
N Dy Stanghy

use of a crane and then immediately back-
filled after waterproofing. Precast panel
construction also generates less waste
than conventionally framed homes.

Manufactured Components
Manufactured building components
can be engineered to certain speci-
fications, which speed and simplify
the building process while improving
durability and energy efficiency. Many
of these products are more sustainable
because they are manufac-
tured from recycled
materials.

ICFs

In November,
Professional Builder
and PATH teamed up
to discuss ICFs.

As discussed
“Strong, Silent Types,”
building with insulating
concrete forms (ICFs)
speeds construction time
and still delivers a durable
home, particularly impor-
tant in high-wind areas. ICF buildings
are also very energy efficient because the
higherR-values lower air infiltration
rates.

ICFs also provide a competitive edge.
Just ask Ann Crocker and Ross Rains
of Energy Smart Solutions in Flower
Mound, Texas, who use ICFs to give
them an edge over the competition.

“We have increased our market share
by educating consumers who have an

in

open mind about technological innova-
tions,” Crocker says.

Autoclaved Aerated
Concrete

In our October issue, we introduced
Doug Edwards, who has been building
with autoclaved aerated concrete (AAC)
since 1999.

A precast, manufactured building
block, AAC goes up as easily and is as
strong as a standard concrete masonry
unit structure, but much lighter, which
can save construction time. AAC is also
more energy-efficient.

Available in a variety of forms, from
wall and roof panels to blocks and lin-
tels, AAC can be sawed, drilled, nailed
and milled, making it highly adaptable
to a variety of architectural styles. And it
can easily be engineered to meet struc-
tural load requirements.

While contractors often report some
initial hiccups with new technology, they
also report that having a little experience
solves most problems. Most important-
ly, these technologies have given them a
competitive edge. PB

Scott Shepherd writes about better
building practices on behalf of the
Partnership for Advancing Technology in
Housing (PATH). PATH is adminis-
tered by the U.S. Department of Housing
and Urban Development. Learn more at
www.pathnet.org.

LOG ON To read all of the PATH articles from
L 2006, visit our newly redesigned Web site at
www.ProBuilder.com



It’s impossible to picture a home without it. Trim says everything about the homes you
build. Creativity. Craftsmanship. Passion for your work. And AZEK says all that with the workability you ;2 K
need and the beauty your customers demand. Let your work speak for itself for years to come. For more ®

information, stop by your pro lumberyard, call 877-ASK-AZEK or visit www.azek.com. TRIMBOARDS
© 2005 Vycom Corp. All rights reserved. onCe YOU IOOk, if’S CI" YOU'" see’

Circle 40 or go to http://pb.ims.ca/5216-40



You choose the right
materials and crews. Now choose
the right wireless network.

Verizon Wireless, America’s most reliable wireless broadband network, works with you and your existing systems to make
your construction company more competitive.

¢ Manage crews and materials more efficiently with simple, reliable wireless solutions from Verizon Wireless.

e Utilize email and our high-speed wireless broadband network to connect and communicate from the job site and with the client.
e Streamline job management and communications between staff, crews, suppliers, engineers, clients and subcontractors.

e Use Field Force Manager to reduce labor costs and Fleet Administrator to dispatch and track vehicles.

Visit verizonwireless.com/construction or call 1.800.VZW.4 BIZ
(899.4249)

It's the Network® veri ONvircless

BroadbandAccess is available in 181 major metropolitan areas in the U.S. Offers and coverage not available everywhere. Network details & coverage maps at verizonwireless.com. Network and coverage not n all areas. America’s most reliable wireless network
claim based on fewest aggregate blocked and dropped connections. See verizonwireless.com/bestnetwork for details. © 2006 Verizon Wireless.

Circle 41 or go to http://pb.ims.ca/5216-41
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B 4

Cool
New
Faucets

-~

pen -
The Vivid faucet from ShowHouse by a flowing
watter atop lime glass configuration. The water flows out
ofthe raised fountain to create the look of a cascading
stream. A widespread two-handle faucet with chrome
bell handles with chrome faucet base channels come
standard. The faucet has a sheer coating provided by
Diamon-Fusion International.
Circle 126 or go to http://pb.ims.ca/5216-126

> American Standard

The Culinaire two-handle kitchen
faucet with metal cross handle and
color-matched side spray from Ameri-
can Standard also includes a
cap for non-spray applica-
tions. The faucet has Y2-inch
IPS inlets, a 13-%-inch spout
height and a 10-&-inch aera-
tor clearance. Finish options include
chrome, polished brass and satin.
Circle 127 or go to http://pb.ims.
cal5216-127

> Danze
The Sirius collection from Danze has a ribbon-like spout shape and
a rectangular base. Five lavatory faucet options include single- or
two-handle styles for deck and wall mounts. Users can adjust
water pressure and temperature. The Sirius faucets are made with
ceramic disc valves and are constructed with solid brass. Chrome
and brushed nickel finishes are available.

Circle 128 or go to http://pb.ims.ca/5216-128

<dKWC
The LED-lit Eve from KWC includes the
company’s Neoperl pull-out spray from the swivel
spout and is made in versions for the kitchen
sink, countertop or smaller bar or bathroom
vanity. The faucet can be used with or without the
light, comes in chrome or stainless-steel finishes
and can be purchased without the LED option. It
is ISO 9001 certified.

Circle 125 or go to http://pb.ims.ca/5216-125

A Delta Faucet Co.
The Asian-influenced,
minimalist Rhythm faucet
from Delta Faucet Co.’s
Urban Collection has a
variety of single and dual-
handle configurations,
including a wall mount.
Design options also include
a single-handle joystick
faucet. The line also offers
the European-inspired

Gralil kitchen faucet and
geometric Arzo.

Circle 129 or go to http://
pb.ims.ca/5216-129
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< Price Pfister
The Ashfield single-control lavatory faucet
from Price Pfister is designed to reduce water
usage by 27 percent without compromising
flow strength. The Ashfield line offers a high-
arc swivel kitchen faucet with an upswept
handle design and a matching quick trim wall
flange for installation. Finishes include chrome,
satin nickel and bronze. All finishes have a
lifetime warranty.

Circle 130 or go to http://pb.ims.ca/
5216-130

A Grohe
The K4 suite of faucets and accessories features
pull out faucets for both main and prep sinks as
well as a pillar tap and a pot filler. The suite, made
by Grohe, is made in the company’s StarlLight
chrome or RealSteel solid stainless steel finishes.
It also offers SilkMove fingertio controls, and
handles can be placed to the left, right or center.
Circle 131 or go to http:/lpb.ims.ca/5216-131

< Dornbacht

The Maro series from German
manufacturer Dornbacht is an
avant-garde inspired kitchen
faucet with a square

tip to the high pivoting
spout to fill pots. The
Maro series, along with
its counterpart, Lot, features a rinsing
spray set or an optional liquid soap
dispenser with or without a rosette.
The faucets come in polished chrome
or platinum matte finishes.

Circle 132 or go to http://pb.ims.

A Symmons cal5216-132

The Symmetrix Sereno single-hand lavatory
faucet from Symmons features ceramic control
components, an aerator, a single-hole mount and
all-metal construction. It is available in polished
chrome, satin nickel or polished brass finishes.
The faucet line has a flow rate of 2.2 gallons

per minute and also includes a shower head,
tub/shower valve and Roman tub filler.

Circle 134 or go to http://pb.ims.ca/
5216-134

<« California Faucets

The Avalon Series from California
Faucets is a single-hole faucet with 7-
inch or 9-inch spout lengths. The faucet
has an optional vertical configuration
with a two-handle version available.
The series has 30 finishes, including 10
physical vapor deposition colors that
resist corrosion. The line has a match-
ing range of accessories, including
under-sink fittings such as p-traps and
supply risers.

Circle 133 or go to http://pb.ims.
ca/5216-133



black tie optiomal.

Come as you are...

Tuesday, February 6, 2007, 7-10p.m.
Sea World—Orlando

The 23rd Annual BALA Awards
celebrating America’s best
residential designs.

Wander the lush Sea World garden
gallery and peruse the exhibit of
winning projects.

Meet and greet penguins, parrots, and

sea lions — architects, builders and
designers, 100!

Cocktails « Buffet « Awards

Ar%eSt In

Lmng
Tickets AVIR

$125 per person. Purchase tickets online
at www.ProBuilder.com/BALA
by January 15, 2007.

Co-sponsored by Professional Builder and
the NAHB Design Committee

Professional
Builder ¢ =i



ffi Show Village 2007 Look for these fine sponsors at Show Village 2007:
‘: Calendar of Events:
Wed., Feb. 7 - Fri., Feb. 9
- | Awary, oo SEETENEGH
rofessional
B -I d Show Village ’07 doors open
UI en ) M Tour Baby Boomer Home by Nationwide elote

R

TAMKO]

models to pick up design

. \ : 4 pm-6pm - P i
ideas for: | B . . anasonic
w e Show Village Block Party! Hone’ well SEREE R ideas for life
B great rooms ‘ . Wednesday - Friday

SHOW VILLAGE 2007 g Custom Homes el BUILDING PRODUGTS
IBS®, ORLANDO i L — B Tour Echo Boomer and Gen-X Homes by
e — Palm Harbor Homes
3 =l LeHI- ' %mamk
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I8 by GE Sealants & Adhesives! iy=senikatop

Three new homes to = M Pick up your SV07 passport and get it
please today's buyers. | stamped by sponsors to be eligible to win — > J e

great pI‘IZ?S like a Panasonic plasma TV I’YP()N Building & Armstrong 2ane
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4
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g-|ourme tiehens B Hot music by Albert Cummings AN
B library/computer centers B Ice cold drinks nsite
B home theaters W Smokin’ good BBQ sponsored by Nisus
B game rooms (Wednesday and Friday only) " .
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B upstairs laundry rooms e Buy i forlooks. Buyit for e SO* UGN PRODUCTS G o
B dual master suites p—
-~ ) . —_—
B green products and materials — It’s the best time Vanguard » % James Hardie
s you’ll have at IBS®. 7 Peinasystems, o :
Check out new products, look behind the walls and get answers to your questions C’mon over! LASCO' AlohaProTect
' BATHWARE. P p
straight from the manufacturers. Rk o 5o Engineered Products, Inc.
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PRESENTED BY: - . - ) | Feb. 7 - 9, 8:30 am - 6 pm
Feb. 10, 8:30 am - 3 pm
Schedule subject to change. West Hall Parking Lot D
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FAUX WoOD BEAMS BY OUTWATER

FREE 1,100+ PAGE MASTER CATALOG!
LowEST PRICES...WIDEST SELECTION... ALL FROM STOCK!

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)
x, 1-800-835-4400 (Sales) * Fax 1-800-835-4403
3 www.outwater.com
New Jersey ® Arizona * Canada

Ma_kés Suﬁade 'Pr‘oteét-ion
& Dust Control
o000

Circle 202 or go to http://pb.imsca/5216-202

“THINK GREEN”

Think Seagull IV Water Purifier: A Healthier Lifestyle
with a Responsibility to the Environment

Water purity and conservation are key
elements in the improvement of one’s
home. SEAGULL IV water purifiers are
designed to purify naturally without hold
time, electricity, chemicals or wasted water.
These compacdt, easy-to-install purifiers
feature “Structured Matrix” — the only
technology independently certified to meet
the EPA Standard for Microbiological
Purifiers against bacteria, cysts and viruses.
They also remove foul taste, odor and
chemical pesticides such as chlorine.
Enjoy instant, great-tasting

purified water for drinking,

cooking and ice-cubes,

right at the kitchen sink.

Seagull IV X-2KF Water Purifier
2,000 gallon average
cartridge capacity
e 2 gallon per minute flow rate

SEAGULL’IY

Drinking Water Purifier

800-441-8166 - www.generalecology.com

Circle 201 or go to http://pb.imsca/5216-201

OUTDOOR"C}.QBIN l
LIFETIIVIE WARRANTY

800=97.5-2805

Toll Frge
239-659-0401" Eax S
www.nautilusecablnetry‘com

Circle 203 or go to http://pb.imsca/5216-203
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Helping Builders
Sell Homes & Options

sales are down?
sitting on inventory?

BuilderVision helps builders in three ways: sell more homes, sell more
upgrades,lower your cost of sales. BuilderVision is your automated
sales person! No one likes high pressure sales people, and home-
owners are no different. With BuilderVision, you can sell more homes

and upgrades without talking your prospect into the sale.

’/;' The homebuyer sells herself, and you get the profits.

A

On-line Selection Center

BuilderVi.;i@\n

Phone: 248-380-9080 wninwbuildervision.com

Circle 204 or go to http://pb.imsca/5216-204

TRODUCING

ConstructionSuite 2007

€45 Chstruction Suite

)T ASIWISIA
-
“
- -

A

Wy
i

FREE TRIAL

uoAa 1.800.700.8321 www.udatechnologies.com

Circle 206 or go to http://pb.imsca/5216-206

-

els

Biometric

Finger Print

Access also
i available

Profit opportunity using value add option
Offer products others do not offer
Simplistic home security for your customers
= Provide peace of mind
= Home design benefit which can be built info the mortgage

Contact us for special huilder pricing.

(METAL jﬁODU(Q

Circle 205 or go to http://pb.imsca/5216-205

Tiffin Metal Products Co.
450 Wall Street
Tiffin, OH 44883
800-537-0983

www.tiffinmetal.com

3D by: Marcus Bell

b "

How Houses are Drawn
SoftPlan Version 13

floorplans

cross sections
elevations
framing diagrams
3D renderings
material lists

Version 13
for a free demo
1-800-248-0164

www.softplan.com ARCHITECTURAL DESIGN SOFTWARE

Lite version available!

Circle 207 or go to http://pb.imsca/5216-207

12.2006 HOUSINGZONE.COM

PROFESSIONAL BUILDER

NI
(&)



ADVERTISEMENT

Product Showcase / INnterior/Exterior

Weather Shield Brings the
Outside in.

Weather Shield's new Telescoping Patio
Door ranges from 5' wide to 23" wide and
heights of 610", 82" or 10'0". It is also
available in 2-panel, 3-panel, 4-panel and
6-panel patio doors. Its worthy of the view
it frames, whether landscape, seascape or mountainside panorama.
This door's design has over looked nothing so its view can overlook
everything. Visit the Web site at www.weathershield.com or call
1-800-477-6808.

Weather Shield Windows & Doors

Discover must-have, hard to find
Circle 208 or go to http://pb.imsca/5216-208 .l.nformat.l.on at the ResearCh Store

iLevel™ Trus Joist® TimberStrand® LSL on HousingZone.COsS

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

iLevel Trus Joist TimberStrand laminated strand lumber (LSL) is a . «
high-quality engineered wood product available for a wide range of | Jr T (J
applications, including beams, rim board, treated sill plate, headers, J— Jrj
columns and studs. Builders choose TimberStrand LSL because it is 4 ~
consistently strong, straight and true. www.iLevel.com; 1-888-iLevel8 ._,Of) —
iLevel by Weyerhaeuser 0
vy www.housingzone.com/research

Circle 209 or go to http://pb.imsca/5216-209
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oser to Nature,

Closer to You

One of the best things you can give
your child or grandchild doesn’t
come from a store. It’s time spent

with you exploring the gifts of nature,
discovering that whats really important
in life...is life itself.

Go to arborday.org and check out
The National Arbor Day Foundation’s
Kids Explotre Club. Your family will
have fascinating adventures right in
your neighborhood, and you’ll gain a
deeper appreciation for the wonders
of nature, and for each other.

Whether you live in the city, the
country, ot anywhere in between, the
Kids Explore Club has fun activities
just right for you. Go online to
atborday.org/explote, ot write Kids
Explore Club, National Arbor Day
Foundation, Nebraska City, NE 68410.

‘ The National
Arbor Day Foundation®

i i

COLUMNS BALUSTRADES
& MOULDINGS

= « Fiberglass Columns
¢ Poly/Marble Columns

¢ Synthetic Stone
Balustrades
& Columns

¢ Wood Columns
¢ Cast Stone

Balustrades & Details

elton..

¢ Polyurethane
Balustrades,

Mouldings & Details

¢ GFRC Columns
& Cornices

¢ GRG Columns
& Details
V.

Custom Qvuotations:
800-963-3060

lassics

Incorporated

www.MeltonClassics.com

Circle 251 or go to http://pb.ims.ca/5216-251

2 P — .
Den't o nget (o dventise
Call Shelley Perez at 630-288-8022 » Fax: 630-288-8145

1.800.872.1608

WORTHINGTON

6950 Phillips Hwy, Suite 20 ® Jacksonville, FL 32216

B H

Your Only Source For Fine Arch1tectural Details.

Columns e Balustrades ® Moldings

Call for a FREE Catalog.

www.WorthingtonMillwork.com

Circle 252 or go to http://pb.ims.ca/5216-252
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MarketPlace

oSS
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ARCHITECTURAL YA MaLL

17W300 22nd St., 2nd Floor
Oakbrook Terrace, IL 60181
t 877-279-9993
A [E iy www.architecturalmall.com

All of Craftsman’s most popular construction estimating

references are available for download with the Site License. —2! & @200 &
INAT-NA NAT(( ”47,, 200

It's a license to download ten 2007 costbooks on up to WE NP BL CON “F S
two computers. You'll have access to the largest g  EST H\ MAS 4 /
. . O S Esy &f My s =
collection of construction cost databases available. \ " Ao

Estimates are included for new construction, repair &
remodeling, home improvement, renovation & insurance
repair, plumbing & HVAC, painting, electrical, concrete &
masonry, framing & finish carpentry and heavy construction.

Price for the 2007 Craftsman Site License is only $64.99. Monthly
updates are FREE on the Web during all of 2007. You get unlimited downloads of these ten
2007 editions for only $64.99. Satisfaction Guaranteed!

www.craftsman-book.com use promo code pb1206 and save 10%

Circle 254 or go to http://pb.ims.ca/5216-254

ADVERTISING MEANS BUSINESS.
PLACE YOUR AD TODAY!

Nobody dreams
of having
multiple sclerosis

Some dreams are universal: hitting a
ball over the Green Monster; winning
the World Series with a grand slam in
the bottom of the ninth inning. Finding
out that you have MS is not one of them.

Multiple sclerosis is a devastating di-
sease of the central nervous system

where the body's immune system attacks
the insulation surrounding the nerves. It
strikes adults in the prime of life — and
changes lives forever.

This is why the National MS Society funds
more research and provides more ser-
vices for people with multiple sclerosis
than any other organization in the world.
But we can't do it alone.

To help make the dream of ending MS
come true, call 1-800-FIGHT MS or visit
us online at nationali=society.org.

NATIONAL
MS MULTIPLE SCLEROSIS
. SOCIETY

/\



.. 100 many headaches?
. Work too many hours?

Becoming a Construction Consultant
is the ANSWER...

* Put your experience to work making more money ™

* Reduce your stress by eliminating owner complaints

and deadlines.

* Cut your work load in half while maximizing profits.

( National Home Building

JCONSULTANTS

* Enjoy knowing you’ve helped people get the most

house for their dollar.
* End competitive bidding.

CALL : 1-877-422-6728
www.NHBConsultants.com

* Feel appreciated instead of blamed.

Circle 255 or go to http://pb.ims.ca/5216-255

m%tm& 610'@?

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

HIOS _.bJrJ”J
LOD—‘

www.housingzone.com/research

FROM THE MAKERS OF PRO-VENT...—__

ITE DOCUMENT LOCKUP BOX

Weatherproof Plan Holder and Permit Display.

MOUNT IT

DOCUMENT BIN

Pro-Vent, Inc.
Olathe, Kansas 66063
866.782.8862

WWW.pro-vent.com

PERMIT SLATE

The new way;

Circle 256 or go to http://pb.ims.ca/5216-256
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ESAVAup t0.50%
PEREE, Samples*

Shipped to jobsite

sLarge selection from FHA
to upscale designer carpets

www.DaltonG rpDe ,t(cﬁn“i‘mze 451
oIS ‘-800 S-7811x2451

o Dalton Paradise Carpet POBox 2488 Dalton, Ga 30722

\}S S IF/(.

@ I
B '&\GTM
Control No: 25XC ®

* Approved for 1 Hour Wall

* Minimize Service Calls

In-0- VVafe e Eliminate One Elbow ).
""" Technologies Inc 888-443-7937 T

Circle 258 or go to http://pb.ims.ca/5216-258

Soap Dishes
Shampoo Shelves
Toiletry Shelves

having Steps

DIJK LINER"

888 82 1 2545
Duklmer.com

Effortless lnstallatlon " lncreased Profitability * No Leak Callbacks
Circle 259 or go to http://pb.ims.ca/5216-259

Den 't /’:afyg&t Te Udventise

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

HERITAGE

BUILDING SYSTEMS,
Established 1979

A Built to Last

30’ x 40’ x 10’ - $5,975
Since 1979 Heritage Building Systems has been
dedicated to providing the finest-quality, pre-engineered
steel structures at the lowest possible price.

www.heritagebuildings.com
Circle 260 or go to http://pb.ims.ca/5216-260

DPon't Forget To

Ailvesicse!

Place Your Ad In
PROFESSIONAL BUILDER

Call Shelley Perez at
630-288-8022
Fax: 630-288-8145

Maintenance-Free

Cupolas 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 fit any
roof pitch, and can be ordered in stock sizes or
to custom specifications. Over 400 colors are
available, as well as many different weather vanes
and accessories.

New Concept Louvers

800-635-6448
www.NewConceptLouvers.com

Circle 261 or go to http://pb.ims.ca/5216-261



Fill, bond, and laminate
AZEK' Trimboards!

Another of Flex-Ability Concepts’ innovative
products. Creating high quality arches is

2y 4"
a snap with Flex-C Arch. Use it to build X

2y 6"

window, doorway, pass-through arches oty g
and more. Find out for yourself how easy o1y 1o

N ® ™
it can be to build round, oval and even 2"y 12" ] Trl m Bonder

asymmetrical arch designs. : Bonding System

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

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

v Non-yellowing, sandable, paintable
v Easytouse, fits standard caulking gun

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

specifications, load capacities and allowable heights. Assistance is also available for A wmm—————
Construction Products Group

finding all your curved framing resources and for finding a dealer near you. 1-80Q-933-8266
www.trimbonder.com

" " o o AZEK is a registered trademark of Viycom Corporation.
Tel 405.996.5343 E-mail info@flexabilityconcepts.com or visit flexabilityconcepts.com Devcon and TrimBonder are registered trademarks of lllinois Tool Works.
©2006 ITW Devcon. Allrights reserved.

Circle 262 or go to http://pb.ims.ca/5216-262 Available thr ough our local
AZEK® Trimboards dealer

Circle 263 or go to http://pb.ims.ca/5216-263

The construction industry can be full of
headaches and holdups. This isn't one of them.
Custom closets are easyto design, simple toinstall
and extremely profitable. We make it easy to
join the thousands of construction professionals
who are offering closets to their customers. Put
a closet like this into your next job and make

some real money in closets.

The perfect tool

for making profits in
the closet business. ProClosets

The Pr

or Closets

877-BUY-A-PRO

Circle 264 or go to http://pb.ims.ca/5216-264
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Ad Index

For FREE information on any Professional Builder advertisers, go to http:/probuilder.ims.ca

Company Page # Circle # Phone For more information
+Ainsworth Lumber Co Inc 18 48 877/661-3200 http://pb.ims.ca/5216-48
Architectural Grille 62 65] 718/832-1200 http://pb.ims.ca/5216-35
+AS| Building Products 18 9 800/262-6624 http://pb.ims.ca/5216-9
AZEK Trimboards 71 40 866/549-6900 http://pb.ims.ca/5216-40
Broan-NuTone 67 38 800/548-0790 http://pb.ims.ca/5216-38
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Endura Products Co. 68 39 800/334-2006 http://pb.ims.ca/5216-39
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There is one thing
heavy-duty pickup owners

agree on.

Shell ROTELLA® T is the #1 selling heavy-duty motor oil. Diesels are heavy-duty engines.
They need a heavy-duty oil. Shell ROTELLA® T has protected diesel engines for almost thirty
years. lts toughness is proven in the most extreme conditions around the world. That's why
R g more heavy-duty diesel pickup owners entrust their engines to Shell. Even though their choice
"5 in trucks may be different, they know when it comes to heavy-duty motor oil, the only choice is
s Shell ROTELLA® T. It belongs in your truck”.
Circle 49 or go to http://pb.ims.ca/5216-49

ROTELLA.com




trademarks of JELD-WEN, inc., Oregon, USA. All other trademarks are the property of their respective owners.

ity for real life are regi:

For more information and complete product warranties, see www.jeld-wen.com. ©2005 JELD-WEN, inc. JELD-WEN and

JELD-WEN offers a wide range of
windows and doors that include
energy efficient Low-E glass.

In warm weather, Low-E glass reflects
the sun’s energy and reduces heat
gain in the home.

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

Wood Casement Window Vinyl Geometric Window Steel 9-Lite Patio Door
Wood 512 4-Lite Patio Door

sl

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 Steel patio exterior doors. It's also an affordable option in
our vinyl or aluminum windows, and in our Premium Wood doors. Low-E glass 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.

RELIABILITY for real life’ JELD'WEN

WINDOWS & DOORS

Circle 50 or go to http://pb.ims.ca/5216-50






