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WINDOWS & DOORS

Beefier is better. And if you’ve never thought a vinyl window could be beefy, it’s because you’ve never gotten
your hands on one of ours. Thicker. Heavier. Tougher. Grade A stuff. 800-584-7680 | VISIONSWINDOWS.COM : ) BORN TOUGH
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© 2006 Merillat Industries, LLC

It’s amazing how shoppers react to the right kitchen design.

It’s all about instant attraction. New home shoppers can’t help but feel drawn to the styles, finishes,
accents and storage solutions that make Merillat cabinetry so special. Find out how Merillat’s
unparalleled experience, research and understanding of trends can turn your home shoppers into
satisfied homeowners.

Visit the seen-it, done-it, studied-it kitchen experts at merillat.com




The best sub-floor you can buy just got DryPly plywood protects your sub-floor so
better. Introducing Plytanium® DryPly™ well against the elements during the normal
plywood — with all the benefits of plywood construction cycle, Georgia-Pacific offers
plus a water repellent coating. Because a 100% Builder Satisfaction Guarantee.*

*Visit www.plywoodtough.com for complete Builder Satisfaction Guarantee details. ©2007 Georgia-Pacific Wood Products LLC.
PLYTANIUM, DRYPLY and Georgia-Pacific Wood Products & Designs are trademarks of Georgia-Pacific Wood Products LLC or one of its affiliates. All rights reserv

Plus, since it's Plytanium plywood, you get A\ GeorgiaPacific

better floors for your homeowners — floors PLYTANIUM
: : PLYWDOOD
that are stiffer and quieter. Ask for DryPly

plywood. Because the best just got better. 866.4.DRYPLY
www.DryPly.com

For FREE info go to http://pb.ims.ca/5331-3
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Concrete Mix
Mezcla de Concreto Resistente al Agrietamiento
.

—PROFINISH Q”\'
OUIKRETE

il el ol
. mwumm + Mayor duracién y resistencia al impacto

+ Eliminates the need for wire mesh in selected * Elinina 12 necesidad de usar malade alambre en
applications*® aplicaciones tipicas sobre

For professmnal products —
see the professmnals o 4 ==

ﬂUlK RETE

Now PRO FINISH QUIKRETE® products are available exclusively at Lowe’s. Made for

the pros, each features a new formula for superior workability and strength. You'll

appreciate their extended board life for longer working time and creamy texture for

easy troweling. Plus synthetic fibers and air-entraining agents reduce shrinkage

cracking and improve durability in freeze/thaw cycles. For the store nearest you, Let's Build Somethina Toether”
visit lowes.com or call 1-800-993-4416. s

For FREE info go to http://pb.ims.ca/5331-4




April 2007

VOL. 72 NO. 4

Contents

Professional Builder The Source for Professional Solutions www.ProBuilder.com
- s Ve
Plans and Projects . _ ‘9&

7
I r 4

The Lending Game/36
Need to extend your line of credit
or apply for a loan? We offer four
~ fool-proof steps for securing your
next loan. by Sheree R. Curry

What Price Loyalty?/50

As the housing industry prepares
for a few bumps in the road, how
do you ensure your employees are
strapped in for the ride?

by Matthew Power

PROFESSIONAL BUILDER 4.2007 WWW.PROBUILDER.COM

O



PROFESSIONAL BUILDER 4.2007 WWW.PROBUILDER.COM

—
o

April 2007

‘u\'

VOL. 72 NO. 4

Best Practices

23
27

29

31

47
50

Industry Spotlight 2007 Builders’ Show
Customer Satisfaction Referral Marketing
by Paul Cardis

The H.R. Dept. More on Assessing Testing
by Rodney Hall

New Home Knowledge Solid Sales

Demonstrations
by John Rymer

Feature The Lending Game
by Sheree R. Curry

Industry Analysis

Feature
by Matthew Power

Plans and Projects

Proactive Solutions

On Their Mark

The Residences at Bulle Rock,
Havre de Grace, Md.

by Felicia Oliver

Inside & Out Basements

by Mark Jarasek

Product News

PATH Report: 10 Technologies for 2007
by Susan Conbere

In My Own Words Richard Bunch
by Nick Bajzek

ProBuilder Product Report

by Nick Bajzek

91 New Products

93 Kitchen Products

97 Bathroom Fixtures

Also in this issue...

15

114

Perspective To Blog or Not to Blog
by Paul Deffenbaugh

The Closing Table

Financial KPIs
by Chuck Shinn



Look like a hero, without all the heroic effort.

We've made it easy to offer your customers more. Our jobsite-tough extruded aluminum clad now
comes in 19 colors at standard pricing. We also offer new casing options—applied at the factory,
along with jamb extensions, to save you time. For an unparalleled experience, work with us.

I Request our free clad brochure at marvin.com/clad or call 1-800-241-9450.

153 MARVIN &

Windows and Doors

Built around you:
For FREE info go to http://pb.ims.ca/5331-5
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INTRODUCING THE ALL-NEW FULL-SIZE TUNDRA. This truck will withstand even the most rigorous inspection. The THE TRUCK THAT’S CHANGING IT ALL.
Tundra's available 5.7L V8 delivers 381 hp, 401 Ib.-ft. of torque and up to 10,800 Ibs. of towing capacity.*? Its huge bed can stow
a shopfull of tools or materials with an available payload capacity up to 1,990 Ibs?All the storage, comfort and elbow room the
cab offers means it can double as your on-site office. And the Tundra’s quality of construction is beyond reproach. After all, it is
a Toyota. And, better yet, it's assembled right here in the U.S.A. Inspect one for yourself, today. Find out more at toyota.com

TOYOTR

©| TUNDRA

TRUCKS
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Great References!

taker

playground equipment

This set sells for
36500 plus shipping if
ordered by April 1.

NC residents will be charged
7% taxes on the total.

Tiptaker, Inc.

www.tiptakersplaygroundequipment.com
sales@tiptakersplaygroundequipment.com
For FREE info go to http://pb.ims.ca/5331-7



PERSPECTIVE
by Paul Deffenbaugh

To Blog or Not To Blog

We are in the middle of a revolu-
tion, and I don’t think we fully com-
prehend what is happening. To under-
stand better, we should look to the
past. Around 1450, when Johannes
Gutenberg introduced movable type
he transformed the way society used
information. It migrated from tightly
controlled environments such as
monasteries to a wider audience. The
upshot was more knowledge sharing,
the birth of the Renaissance, and the
rise of the middle class. Some consid-
er his invention the most important of
the Second Millennium.

I believe the Internet is on the same
revolutionary par as the introduction of
movable type. We have given informa-
tion an even wider dissemination and,
most importantly, we have turned over

debut a new Blog Zone on its Web site,
www.ProBuilder.com. Our first bloggers
will be Scott Sedam, Jim Haughey, and
L. You all know Scott from the pages of
the magazine. Now, we're giving him
a new venue and a new opportunity to
share his insight with the builder com-
munity. Additionally, the blog format
allows you to respond to his columns
and thoughts. This immediacy will give
the housing industry new conversations
and new ideas at a much quicker pace.
My blog, “House Beat,” will give
you access to the wide range of infor-
mation that swirls around me from
all the sources we encounter. Jim
Haughey is the chief economist for
Reed Construction Data, and he blogs
on the latest economic information in
our industry, giving you immediate

“ Blogs provide a new method for interaction

between writers and readers that is instanta-
neous and even blurs the line between who is a
writer and who is a reader.

control of that information to every-
one. No longer is the news controlled
by a few editors at major daily news-
papers, network news shows or major
trade publications.

As an editor, I find this unsettling.
But I recognize that Time magazine
named all of you Person of the Year for
a reason. You have something to say
and a desire to speak up.

One of the new ways of broad-
casting information is the use of
Web logs, popularly known as blogs.
Unfortunately, blogs have a reputation
as being one-way rants by extremists
who haven’t done their research. But
they are more than that. They provide
a new method for interaction between
writers and readers that is instanta-
neous and even blurs the line between
who is a writer and who is a reader.

This month, Professional Builder will

interpretation of what the data mean.
The idea behind blogs and other
features of what the pundits call Web
2.0 is that we're trying to create a com-
munity. The Web 2.0 environment
gives the home building industry an
opportunity it doesn’t currently have to
discuss and work through issues.
It takes more than a blog to create
a community, though. We are also
putting up places on our Web site for
visitors to post their own projects. You
don’t have to pitch your great work to a
magazine and wait to attract an editor’s
attention. You can publish it yourself.
We'll soon have capability for you to
upload video of great ideas, new inven-
tions, funny things that you've seen in
home building, or anything the com-
munity decides it wants to share.
Currently, we have a “Talk Back”
feature that allows you to comment

about articles we post on our Web site.

As I said, our goal is to create a
community where everyone — and 1
mean everyone — in the industry can
participate. Such a community would
have these attributes:

B Valuable

B Efficient

® Fun
B Welcoming
B Instills Pride
B Surprising

This magazine has been here for
70 years, and it will continue to deliver
information you need in the way you
need it. But now, online, we're helping
builder talk to builder, and that’s the
best source of quality content we have.

So, please check out the blogs Scott
and I and Jim are starting. We will
expand our bloggers as we go along,
but here’s another chance for the peo-
ple who matter in this industry — you
— to have a greater say. PB

AR Db wns”

Paul Deffenbaugh

Editorial Director

630/288.8190
paul.deffenbaugh@reedbusiness.com
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STERLING. Accord..
Bath/Shower Module

The STERLING Accord Bath/Shower
Module made with durable Vikrell.
material is built to take a lot of abuse.
It’s also beautifully designed, easy to
clean, and simple to install. It's the

perfect choice for every family.

(g
‘l\KKE\.\. .
=9 === Accord’s Real-tile Look

MATERIAL STRENGTH
TO ENDURE A LIFETIME

The Vikrell Difference
+ Solid material color-molded throughout

* Four-piece modular design that’s great
for remodeling and new construction

« Supportive structural ribs eliminate
“bounce” in floor

- Caulk-free, seamless design installs
directly to stud walls

« Easy-to-clean, high-gloss finish
For FREE info go to http://pb.ims.ca/5331-58

Find your nearest plumbing store at
SterlingPlumbing.com/wheretobuy
or call 1-800-STERLING, Ext. SC4.

STERLING.

A KOHLER COMPANY

Inspired by the realities of life.
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CORRECTIONS

On page 14 of our Mid-
December 2006 issue, we incot-
rectly identified the Oldcastle
Architectural product as Urbana
Stone. It should be Arbel.

On page 88 of the February
2007 issue, we incorrectly iden-
tified the interior designer of
the Shea-Boyle Residence. The
correct interior designer was
Stephen Herlong & Associates.

On page 110 of the February
issue, we incorrectly identified
a HUD Secretary’s Award for
Excellence winner in the Silver
category. The correct project is
listed below:

HUD SECRETARY’S
AWARD FOR
EXCELLENCE

Project Name: Block Build Project
Location: Elgin, Il
Designer/Architect: Judson
College, Department of Architecture,
Elgin, Il

Interior Designer: Tinaglia
Architects, Arlington Heights, IIl.




Durable enough to handle whatever comes its way.
Accord.. Bath/Shower Module. Beautifully designed. Easy to clean. And unbelievably tough. The perfect bath.

Inspired by the realities of life. |\ ¢ ,41 N X
For FREE info go to http://pb.ims.ca/5331-9 A KOHLER COMPANY

Find your nearest plumbing store at SterlingPlumbing.com/wheretobuy or call 1-800-STERLING, Ext. SC4.




Classic-Craft®,
Augustine™ Glass

Classic-Craft®, Camino™ Fiber-Classic®, Blackstone™ Glass

More new reasons to have the
#1 door on your homes.

ol
PARTNER

© 2007 Therma-Tru Corp. is a Fortune Brands Company.

Fiber-Classic®, Salinas™ Glass

From stunning new decorative glass and door styles to enhanced door systems, Therma-Tru
remains true to its commitment in performance and design excellence.

Now more than ever, Therma-Tru offers the widest selection of beautiful fiberglass door
systems for many architectural styles.

Let a Therma-Tru distributor or dealer show you how the #1 door company opens up more
business opportunities for you. Visit: www.thermatru.com

THERMANTRU

DOORS

The Most Preferred Brand in the Business™

For FREE info go to http://pb.ims.ca/5331-10
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PUT YOUR INVENTORY ON WHEELS.
' INTRODUCING THE ALL-NEW 2007 DODGE SPRINTER > Best-in-class* cargo capacity up to 600 cu ft
>. Best-in-class interior standing height up to 7 ft » Best-in-class load compartment length of up
.. to 15.4 ft > Best-in-class interior compartment accessibility of any full-size Cargo Van > Lowest load
floor height of any full-size 2500 Cargo Van > Largest side and rear door openings > For more info,
' . visit dodge.com/sprinter, Or_call 800-4ADODGE. ‘
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WHAT IF... "

YOU RAN YOUR BUSINESS, INSTEAD OF
YOUR BUSINESS RUNNING YOU?

You know the right way to build homes. Now there’s a partner who can help you build your business
just as efficiently by removing obstacles to better organization, communication, revenue generation
and customer satisfaction. And of course, better profits.

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

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

Dynami.

Solutions

Success Made Easier

For FREE info go to http://pb.ims.ca/5331-12

Visit us at PCBC 2007 Booth #7041. www.dynamisolutions.com
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2007 Builders’ Show
Largest in History

Professional Builder editors share highlights of the

International Builders’ Show.

Nothing in the home building industry surpasses the scale of the
International Builders’ Show. Its sheer size and the opportunities to
learn about the latest issues and solutions, network with peers and dis-
cover new products make for a home-building extravaganza essential to

the industry.

The 2007 show
became the larg-
est in IBS history,
according to the
NAHB. A record
1 million net square
feet of exhibits show-
casing products and
services of more
than 1,900 suppliers 2
in 300 industry categories packed into the
West and South halls of the Orange County
Convention Center in Orlando, Fla.

Professional Builder strategically
deployed its staff to capture the most
knowledge and get the most mileage out
of this year’s IBS. Here’s a small sampling
of what we took home.

The Industry:

A Formidable Force

NAHB representatives say nearly 104,000
members of the home building industry
convened in sunny Orlando for four days of
thought-provoking discussion on the future
course of the home building and remodel-
ing industry.

Amid the controlled chaos that has rep-
resented the industry for the last year, top-
ics such as economics, labor, building green
and designing homes for an aging popula-
tion reigned supreme.

Economics was forefront on the minds
of most attendees. Housing economists

David Seiders,
David Berson and
Frank Nothaft pro-
vided an encour-
aging message to
most, predicting a
“gradual recovery”
was in the midst.

Home build-
ers and remodelers
lookmg for a competitive edge in the baby
boomer markets whet their appetites with
the numerous educational sessions geared
toward that market. News about the 55-plus
population reaching 85 million in the next
seven years complemented presentations
about the home of the future as well as
design seminars geared at details to improve
customer satisfaction.

Green is Golden

Green building practices and innovative
green products had a dominant presence
this year.

During the NAHB Green Building
Subcommittee forum, Fort Worth, Texas,
custom home builder Don Ferrier of Ferrier
Custom Homes made some practical sense
out of the green movement. Ferrier proved
green practices were affordable in a house he
built for his daughter, affectionately named
“Heather's Home,” which features amenities
like low-flow faucets, dual-flush toilets, deco-

continued on Page 24

BRIAN
CATALDE,
2007 NAHB
President

2007 NAHB
Officers
Named

California home
builder Brian Catalde
was officially elected and
installed as the 2007 presi-
dent of the 235,000-mem-
ber NAHB. Involved in the
Southern California home
building industry for more
than 30 years, Catalde is
president and chief operat-
ing officer of El Segundo-
based Paragon Communities,
which he founded in the early
1980s. Paragon specializes
in single-family homes rang-
ing from entry level to luxury
and builds multi-family con-
dominiums and commercial
projects.

Also elected to top spots
on the NAHB leadership ros-
ter during the International
Builders’ Show were 2007 First
Vice President Sandy Dunn,
from Point Pleasant, W.Va.;
Vice President/Treasurer Joe
Robson from Tulsa, Okla.;
and NAHB Vice President/
Secretary Bob Jones from
Bloomfield Hills, Mich.
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rative compact fluorescent lighting, struc-
tural insulated panel walls and the latest
heating and air conditioning systems.
The home also utilizes landscaping from
the local area and a unique ground water
drainage system.

Also presenting at the forum was Matt
Belcher, president of the Home Builder’s
Association of St. Louis and Eastern
Missouri. Belcher presented an update
of a green building program launched
in 2005 that follows the mantra of the
NAHB’s Model Green Home Building
Guidelines. Belcher said more than 20
homes have been built to the specifica-
tions since the program’s inception,
with more currently under construction
or in the planning stages, and he’s hop-
ing their efforts can become a model for
other builders across the nation.

But green building isn’t confined to
custom builders and local associations.
Joyce Mason, vice president of marketing
for Pardee Homes in Los Angeles, said
production builders, too, are seeking to
include “flexible green” to better meet
market preference. She highlighted the
success of the firm’s Living Smart pro-
gram to promote energy efficiency and
pointed out that to stimulate demand,
consumers also need reliable informa-
tion about financial as well as ecological
advantages of green building.

Emerging Markets
Former U.S. Secretary of Housing
and Urban Development Henry G.
Cisneros headlined a presentation on
Latino home and neighborhood design,
which was based on his book, “Casa
Y Communidad: Latino Home and
Neighborhood Design.” Cisneros said
the Latino population in the United
States will grow to 98 million from
35 million by 2030. He attributes the
increase not to immigration, but to
the fact that Latino families tend to be
younger and have more children per
family than other groups.

Cisneros, chairman of CityView,

L)
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2007 EnergyValue

Housing Award Winners

VERIDIAN HOMES OF MADISON, WIS., was named the 2007 EnergyValue Housing Award
Builder of the Year. Presented by the NAHB Research Center, the EVHA recognizes builders
who have voluntarily integrated energy efficiency into the design, construction and marketing

of their new homes.

In addition to the EVHA Builder of the Year Award, 19 other winners were honored for suc-
cessfully showcasing integrated design approaches, environmentally friendly practices and

advanced energy-efficient building techniques.

Gold Award winners were: Aspen Homes of Colorado in Loveland, Colo.; Ferrier Builders
of Weatherford, Texas; Grupe Homes of Rocklin, Calif.; LivingHomes in Santa Monica, Calif.;

and Yavapai College Residential Building
Technology in Prescott, Ariz. Silver Award
winners were: Bob Ward Companies of
Bel Air, Md.; Fireside Home Construction of
Ann Arbor, Mich.; Holton Homes in Nampa,
Idaho; LivingHomes of Santa Monica, Calif.;
and Veridian Homes of Madison, Wis. An
Honorable Mention went to Gary W. Dorris
Inc./Dorris Construction of Applegate, Ore.
The People’s Choice award this year was
given to Fireside Home Construction of
Dexter, Mich.

EVHA judging was conducted by a panel
of energy-efficiency experts in the fields of
engineering, residential energy, construction,
design and marketing.

VERIDIAN HOMES was recognized as the

EnergyValue Housing Award Builder of the
Year.

a development firm funded to build
affordable homes in urban areas, said
builders need to pay attention to the
housing needs of this growing market.

Cisneros said the Latino market is
attracted to features such as outdoor gar-
dens, large kitchens and multiple bed-
rooms to accommodate larger, multi-
generational families, as well as design
touches such as entry arches and decora-
tive use of color. Durable materials that
withstand the wear and tear of children
can be a plus, he said. A gas stove is
desirable because cooking that often
requires an open flame is used by this
ethnic group, he said. Extra space for
parking several cars is also an important
consideration because multiple workers
often live in one home.

Plethora of

Innovative Products

You often hear home builders are slow
to change, but this year product manu-
facturers looked to break the pattern.
Problem-solving innovations this year
included architecturally integrated solar
panels that address high energy costs
and retractable storm screens, shutter
systems and hurricane panels designed
to meet coastal zone codes. And low-
maintenance is still a top priority. New
products such as a heated aluminum
deck trump composite plastics because
they won't grow mold.

Professional Builder editors Nick
Bajzek, Erin Hallstrom-Erickson, Mark
Jarasek, Felicia Oliver and Matt Power
contributed to this article.
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Lo TEST:

NEW ALL ULTREX DOUBLE HUNG
With New Bronze Finish

PRODUCT:

The way it bends, bows and warps,
vinyl can be tough on you. But it’s not

tough. Integrity® windows and doors
are made with Ultrex? a pultruded
fiberglass material eight times stronger
than vinyl. It stays square and true
through installation and beyond, stands
up to harsh conditions and stops
profit-robbing callbacks.

Watch the tests and enter for a chance to win Integrity windows at

WWW.INTEGRITYWINDOWS.COM

from MARVIN
Windows and Doors

©2007 Marvin Windows and Doors. All rights reserved. ® Registered trademark of Marvin Windows and Doors.
No purchase necessary. A purchase will not improve an individual’s chance of winning with such entry.

For FREE info go to http:/pb.ims.ca/5331-13




Does your bank think small about your small business?

Your business deserves better And Capital One delivers with No Hassle™ business loans, lines of credit, credit cards, plus

a little something we like to call respect.To find out how we can help your business or for more information, visit us at

capitalone.com/smallbusiness. What's in your wallet?® — : small business
Capital(Oye

(Offer intended for qualified applicants only. ©2007 Capital One Services Inc.

For FREE info go to http://pb.ims.ca/5331-14
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—X) CUSTOMER SATISFACTION

BY PAUL CARDIS, AVID RATINGS CO.

Referral Marketing

lgnite your sales through word-of-mouth business.

No one needs to tell you how important mar-
keting is to staying in business. Likewise, it's no
big secret that not all marketing is equally effec-
tive at generating new business. With a housing
surplus and lackluster sales, it's not enough to
hit the target; you need to nail the bull’s eye.

With referral marketing —
promotions and advertising
designed to generate refer-
ral business — the bull’s
eye consists of your happiest
customers. Research by Avid
Ratings Co. found referrals
are twice as likely to bring
you sales than marketed
prospects. The leading home
building companies gener-
ate 50 percent of their sales
from referrals.

Target existing custom-
ers the right way and you
can motivate each customer
to make five or six refer-
rals. Farnsworth Homes
of Phoenix does it. It had
53.3 percent of its custom-
ers stating they made six or
more referrals to prospec-
tive buyers.

Producing Results

To produce results like
Farnsworth’s, you need to
have a system in place to
identify your happiest cus-
tomers. The most common
method is a customer survey.
Once your loyal customers
have been identified, you can
target them with incentives
for referring more prospects.

There are a lot of ways to
encourage customers to refer
more often. Every encour-
agement, however, is either
an off-ramp or an on-ramp
incentive. Off-ramp incen-
tives are designed for the
referrers; on-ramp incentives
are designed for referees.

You should get as creative
as you can with the incen-
tives you offer. Pull your team

A\

whether or not a referral has
been made. For example, if
your survey data reveals that
25 percent of your home buy-

On-Off Ramp Incentives

together and brainstorm the
best on-ramp and off-ramp
incentives for your company
and individual neighbor-
hoods, but don’t get hung up
on the value of the incentive.
How you deliver the incen-
tive is more important.
Some of the most suc-
cessful referral marketing
programs include incentives

ers are extremely happy, you
might decide to send each a
$50 care package to thank
them for their business.
Next time you see them
ask how things are going
and finish the conversation
with a reminder to contact
you if they know of anyone
else who might be interested
in purchasing a home. You

may also offer them a $500
credit at the design center
for the referral. In essence,
you're tapping into their
generosity enabling them
to express good will to their
family and friends. This is
extremely viral, so don’t miss
the opportunity to capitalize
on it.

To monitor your success,
institute a good system for
tracking referrals. Not only
do you want to know which
prospects were referred,
you also want to know who
referred them and when the
referral took place. This will
help you gauge the effective-
ness of your referral market-
ing efforts.

Any identified referral
should receive high priority.
Remember, research shows
that a referred prospect is
twice more likely to buy than
a regular prospect. PB

Paul Cardis is CEO of Avid
Ratings Co., formerly known
as NRS Corp. Avid Ratings is
a research and consulting firm
specializing in customer loyalty
for the home-building indus-
try. He can be reached at paul.
cardis@avidratings.com.

LOG ON To read ‘Referral
L Marketing Tips for Home
Builders’ online, visit us at www.
ProBuilder.com/bestpractices
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BY RODNEY HALL, THE TALON GROUP

More on Assessing Testing

The top assessment tools for home builders.

Last month we reviewed the merits of
assessment tools. This month we take a closer
look at some of the assessment tools home build-

€rs use.

Caliper Profile

The Caliper Profile is a per-
sonality assessment instru-
ment that quantifies an indi-
vidual’s competencies and
identifies candidates with the
strongest potential. Caliper’s
fundamental premise is that
it is more important to deter-
mine what someone can do
than to rely upon what they
have done.

Measures strengths,
limitations and motivations
and offers solid suggestions
for improving performance.

Can be taken online or
on paper.

www.caliperonline.com

Bigby Havis Assess
Assess tools measure the
individual’s work personality
and provide feedback regard-
ing the impact of personal-
ity on work behavior and
competencies. The system
integrates measures of work-
related personality and intel-
lectual abilities with a struc-
tured interview process.

Reports are tailored to
speak directly to how a candi-
date’s characteristics will help
or hinder the display of criti-
cal competencies.

Assess is a web-based
assessment platform.

WWWw.assess-systems.com

PSP Metrics

PSP’s assessment process is
validated for home building.
It measures a broad range of
dimensions, including the
individual’s cognitive abilities
and skills; work behaviors
and habits; motivators; and
management style.

Offers customized
reports with easy-to-under-
stand charts and short nar-
ratives. Benchmarks by
occupation or industry to
predict potential for success.
Optional Training Plans and
cross-candidate comparisons.

Can be taken online or
on paper

Www.pspmetrics.com

Berke Profile

The Berke Profile, a web-
based assessment platform,
is built from more than
25 years of consulting and
assessment experience in the
home building industry. The
Berke is tailored to measure
candidate personality traits,
behaviors and natural tal-
ents against specific position

requirements to determine
the strength of fit.

Easy-to-read reports
utilize graphs, and easy-to-
read language highlights
candidate strengths and
weaknesses compared to
the position. A succinct list
of “probing suggestions” is
provided to enable managers
to explore areas of mismatch
in the context of a structured
interview.

www.berkegroup.com

Myers-Briggs Type
Indicator (MBTI)
MBTI is a personality test
designed to assess an individ-
ual’s personal preferences.

The test includes 93
forced-choice questions with
only two choices.

The results are scored
into “type preferences.”

The MBTI should not
be used as part of the hiring

process, but rather as a team-
building and organizational
development tool.

www.myersbriggs.org

Clifton
StrengthsFinder

The Clifton Strengths-Finder
is based upon the premise
that people progress more
rapidly in their areas of great-
est talent than in their areas
of weakness.

The results are imme-
diately tabulated into 34
“themes of talent.” The appli-
cant’s five most dominant
themes are ranked, revealing
his/her greatest talents and
strengths.

It's geared more toward
personal development than
hiring and selection.

www.strengthsfinder.com

You can view these tools
and more in our online ver-
sion of this article. PB

Rodney Hall is a senior
partner with The Talon Group,
a leading executive search firm
specializing in the real-estate
development and home build-
ing industries.

LOG ON To read ‘Home
L Builder Assessment Tools
for Hiring and Team Building’ online,
visit www.ProBuilder.com/
bestpractices
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BY JOHN RYMER, NEW HOME KNOWLEDGE

Solid Sales Demonstrations

Three strategies to improve your next new-home sales presentation.

An often-summarized Aristotle quote
reads: “What we hear, we forget. What we see,
we remember. And what we do, we understand.”
Although those thoughts date back 2,300 years,
the principle rings true today.

The concept is essential to
understanding the impor-
tance of demonstrations in
new home sales. Surveys
show 86 percent of what
we tell customers will be
forgotten within 24 hours.
Approximately 5o percent
of what customers see will
be forgotten within a week.
However, getting customers
to participate in a demonstra-
tion could help them retain
the information for weeks,
months or even years.

Effective
Demonstrations
Master these three strategies
for every sales presentation
and you've mastered effective
demonstrations:

(1) Determine the amount
of time the customer has to
spend with you.

(2) Assess the scope of the
demonstration.

(3) Focus on the custom-
er’s priorities in a new home
purchase.

The Time Element

Understand the importance
of the time you have with
each customer. This strategy
is often overlooked as a key

to determining where and
what you will demonstrate.
If you know your customer
is limited to 15 minutes, do
not spend 10 minutes of that
valuable time demonstrat-
ing the energy efficiency of
the home. However, if you
have a customer with more
time to spend, that customer
might find the experience
highly useful.

Consider the Scope
Do you think your sales
demonstration should be
limited to homes and home
features? Nothing is further
from the truth. Most custom-
ers consider other key deci-
sion-making areas in their
purchase decision, including
the location, the community,
the home site, financing and
the builder.

As a high-performance
sales professional, you
should be adept at expand-
ing your demonstration to
any area that is a priority for
the customer.

Prioritize

The final aspect of effectively
demonstrating is to focus on
the customers’ priorities.

Keep in mind the rule
of three: you can
typically demonstrate
only three home
features until the
customer becomes
bored and wants to
move on to the next
home or the next
community.

Begin by becoming knowl-
edgeable in all areas con-
cerning your homes and
communities. Sales agents
who are only experts in
advanced features of kitchen
appliances will be of little
help to a customer who is
focused on construction
quality. And articulating the
details of your architectural

standards will be of little use
to a customer who is con-
sumed by wanting the best
technology available in new
homes.

Prioritizing means limit-
ing your demonstration to
those areas that are of impor-
tant to the customer. Keep in
mind the rule of three: you
can typically demonstrate
only three home features
until the customer becomes
bored and wants to move on
to the next home or the next
community.

So use your skills selec-
tively. No one likes “feature
dumpers,” the slick salespeo-
ple who are so proud of their
product knowledge that they
bypass the customers’ needs
and instead try to dazzle them
with product knowledge.
Today’s customers don’t want
to be dazzled. They want to
understand how your home’s
features solve a need, desire
or requirement in their new
home. PB

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

LOG ON To read ‘Solid Sales
L Demonstrations Can Help
New Home Selling,’ visit www.pro-
builder.com/bestpractices
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© 2006 Weather Shield Mfg., Inc.

For FREE info go to http://pb.ims.ca/5331-17



MOBILE BROADBAND CARD 1-8SPRINT-BIZ

sprint.com/business
Be more productive from the first day of construction to the last with Sprint Mobile Broadband. Now all you need to set up a mobile office \

at a job site is Sprint Mobile Broadband. Instead of waiting for phone and service lines, you're up and running in no time. With speeds ° 2 \} &
Sprint 7 POWER UP

5x faster than Cingular’s EDGE, you can download blueprints, access data from the headquarters and finalize contracts faster than ever.
And with coverage in 2x more cities than Cingular’s BroadbandConnect, you have the power to make just about any place a workplace. Together with NEXTEL

A l’ omparison b ao 0 DO I¢ 0 0
)
\
! U
7®
' 7~ E ;
» T
/ 3
V4 ’
»
-~ g # e \ '
a B,
_ / ¢
- : 7‘{@“ . e
¥
Oy o o
3 5
. o ) . * ' / &g
’
‘\
' ;
il L ] 7 : '
" ‘.
o | 16
® - - [
b 3 o
- \ - ! B\
o - : | \
— T //
- / \ o .
\ \!
\ - N\ N
X \ W\
A — ’
\ —
\v
-
- |
% g >
. - o W
Ea N e
- > S smm— )\",
. 1T ] x
g - - e :'2




PROFESSIONAL BUILDER 4.2007 WWW.PROBUILDER.COM

w
(@)

Best Practices

cut-salarysin
to improve casl

Obtaining lender financing can feel like a game:
Have everything together, move three spaces;

forget to sigh something, return to the beginning.

We’ll show you how to properly prepare for your next round of financing.

still trying to run a business. You have to make

payroll; architects need to be commissioned; there
are processing fees to pay, utilities to cover and marketing
campaigns to back to pique buyer-interest. You need cash.
A loan would help, but good luck with that.

A few years ago when the housing boom was in full
blast, it wasn't as difficult to get approved for a commercial
loan. How quickly things can change with the roll of dice.

Competition for those loan dollars is fiercer.
Commercial loan applications are up. Lenders are low-

S ure the housing economy has slowed, but you're

ering the loan-to-value ratio; they are increasing interest
rates and reducing the amounts they are willing to lend.
The days of requesting a loan on the back of a paper nap-
kin are over.

“A higher percentage of builders are saying credit condi-
tions are worse,” says Dave Ledford, staff vice president for
finance and housing policy at the NAHB. As an example,
he cites a section of a February-released NAHB survey of
builders that says, in the fourth quarter of 20006, 25 percent
of those seeking land acquisition loans said it was harder to
get approved than the previous quarter, whereas in the

1
h flow
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third-quarter survey, only 8 percent said
that conditions were worse.

“Now is not the time to go to a new
lender,” he says. If you want to have a
fighting chance in this game, “rely on
existing relationships.”

When the economy is booming, you
have market conditions riding in your
favor. Today, the rules of the game focus
more on how many I's you dot and T’s
you cross. Fail to include a financial state-
ment, your paperwork might move back
two spaces in this lending game; but if
you make all the right moves with a lend-
er, you have a better chance of leaping
ahead of the competition and making it to
that finish line where the loan awaits you.

To win this game, “you must have a
strategy,” says Chuck Breidenstein, who
teaches finance banking; zoning and
financing; and diversification courses
for the Home Builders Institute’s master
builders program. Each move must be
strategic, and each interaction [with the

[\

Lenders, who are scrutinizing loan applications more closely, are also raising
the rates on various loans to builders. Only single-family construction loans rates
dipped slightly from 3rd Quarter 2006 to 4th Quarter 2006, according to the latest
data available from the NAHB. But single-family rates are still up from a year ago.

Here’s the breakdown.

Type of Loan Q4 2006 Rate Q32006 Rate Q4 2005 Rate
Land Development 8.5% 8.1% 7.4%
Land Acquisition 8.3% 7.6% 7.2%
Single-Family Construction | 7.8% 8.1% 7.3%
Multi-Family Construction 8.0% 7.3% 6.8%

Source: NAHB Builder Survey 2

lender] should involve an intended and
predictable consequence.”

On the following pages, you'll find
information that will help you develop
and refine your strategy. We've broken

The best way a builder can look good
in the eye of a lender is to keep as
much cash in his business as he can.
To improve your cash flow, builder Chuck
Breidenstein, who teaches finance bank-
ing and other financing topics for the
Home Builders Institute’s master builders
program, offers these five tips:

1) Cut your salary in half. About six
months to a year before you might
need the funding, reduce your salary
and give that portion back into your
company’s savings. “If a lender can
see profit, that means more than if
they can see me get a good salary,”
says Breidenstein.

2) Sell off equipment that carries a lot
of debt. If you have a $100,000 piece
of equipment with a monthly debt of
$1,200 dollars on it, shed that equip-

ment. “Take a loss over time with the
business to get rid of that payment. If
you do that in a lot of places, you can
streamline your cash flow.”

3) Cash in your insurance policy. Life
insurance policies, such as those
taken out for buy-sell agreements, are
a wealth of hidden cash. They accrue
a cash value you can borrow against
at a low interest rate. The banks don’t
even see it as debt because there is
no loan application, no credit check.
You don’t even have to cancel the
policy, and it shows up nowhere
except in your insurance file. Just call
your insurance agent and say you
want to take some of that cash out.

4) Take on side projects. The remodel-
ing business is a great way to keep
idle workers busy and create some

extra cash. But don’t be fooled by the
high-ticket jobs, he says. An elaborate
addition may look like a great high-
margin product, but if it means you’re
eating up your company’s resources
and have to hire more workers to
complete it, it’s not the way to go.
Some jobs may not have a higher-
profit margin, but because they are a
quicker turnaround they are cheaper
on the cost side and add cash to your
balance book a lot sooner.

5) Turn to former clients. Remember
the homes you completed two years
ago? The owners just might be ready
to finish off that basement now. Bre-
idenstein helped one builder create a
menu-driven basement finish program
and pick up extra work from people
who were already familiar with the
company.
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ITEMS YOU’LL NEED TO DO TO OBTAINA | ‘ '

Al

Considering obtaining a revolving line of credit to pay unexpected expenses or
tide you over until you can dig out of a home building lull? Here are 10 common
requests from an application form your lender of choice will likely ask you to provide to

determine your eligibility.

1) SIGN A RELEASE for a personal credit authorization so the loan officer can verify

your credit worthiness.

2) CREATE AND SUBMIT A PERSONAL FINANCIAL STATEMENT for each officer or
partner in the business. This PFS should detail your assets and liabilities, such
as IRAs, child support payments, value of personal property or mortgage debt.

3) DETAIL YOUR BUILDING EXPERIENCE, including number of years in the industry,
prior developments, number of homes built per year, your license number, etc.

4) suBMIT the personal federal tax returns for the last two years for you and your

business partners.

5) PROVIDE at least three fiscal-year-end statements for the business.

6) SUBMIT CASH FLOW STATEMENTS itemizing current projects (e.g. type of proj-
ect; total number of units and units sold; percentage of project you own; etc.)

7) LIST THE ADDRESS, land size, year developed/purchased, amount paid, total
lots and other general information for any real-estate you will use as collateral.

8) GIVE GENERAL INFORMATION on vertical construction (e.g. square footage,

cost, materials, target market, etc.).

9) OFFER MARKET INFORMATION on the competition and comparison analysis of
other projects in your specific market and the price points; highlight the eco-

nomic environment.

10) INCLUDE REFERENCES from suppliers, contractors or subcontractors.

the process into four steps and have
added sidebars that speak to how you
can improve your luck the next time you
are at the lending table.

Step 1: Treat Your Lender
as a Business Partner

When you choose to borrow money
from a bank, you must begin looking
at the lender as your business part-
ner, says Chip Lundy Jr., chairman of
Williamsburg Builders in Columbia,

Md. “You need to disclose everything
to them about your company. Full dis-
closure about your financial position is
essential to build a reputation and qual-
ity with the lender. If you don’t do that,
you are dead in the water.”

This is especially true if things are
going south. When that happens, the
first thing you need to do is make a call
to the lender, he says.

In the mid-199os, three business
entities operating under Williamsburg

FINANCE

Group, parent to Williamsburg Builders,
fell onto hard times when several homes
were each being built under different
price points.

“The market was really soft, and we
had to merge two of the three compa-
nies,” says Lundy. “We hired Arthur
Andersen out of Pittsburgh because they
were experts at putting together a busi-
ness plan on a huge scale. We brought
them in August 1995, and we asked
them to work closely with us on how to
reorganize these companies. As soon
as we had a plan put together around
September, we individually met with
the lenders — four or five local banks
in Baltimore we were dealing with. We
explained what we were going to do,
when we were going to do it and what
was going to happen into the fall. We
then told our employees.

“In November 1995, we gave the
lenders a progress report and we said
to them, here is what we said we were
going to do, here is what we've done. If
you are not going to renew our loans,
I'd like to know in the next 30 days,
because we have to submit our [loan
renewal] applications in February and
get approved in March.

“One bank we had a loan with for
maybe $6 million said, ‘“We'll give you
whatever you want.’ I said, ‘What about
$14 million,” and they said, ‘Yes.” They
were all so delighted that we had dis-
closed fully to them what our plan was
and how we were going to get through
this tough period.”

Giving full disclosure also means not
exaggerating the truth. It's never a good
idea to mislead the lender by making
positive comments about the future.

Step 2: Impress with a
Good Reputation

Maintaining a good reputation in the
industry is one of the best ways to impress
alender, say industry experts. That means
you should pay your bills on time, main-
tain good customer relations, avoid bad
publicity and, of course, not go bankrupt.
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There are such lessons to be learned
from previous housing downturns.
“There was a period about 16 years ago
when the market just bottomed out and
there just wasn’t any job growth. We were
in a recession, and I had a lot of commer-
cial stuff sitting around. I found myself
with a lot of debt my wife and I were in
on personally. But we were determined
to make good on our obligations, so we
restructured our debt,” says Earl Armiger,
NAHB Area III national vice president.
“One of the obligations was I had to
continue paying money to a bank long
after we were out of a project. I had five
years to pay it. The reporting require-
ment for the bank was I had to report
monthly as to how I was doing. It
required so much of our staff time that
we paid it off in 30 months instead of
five years because it was so onerous.”
But the upside to that experience is
that paying his debt off regularly, and

even ahead of time, increased Armiger’s
credibility with other lenders.

Step 3: Remain Loyal

Stay loyal to your lender. Keep giving
them business and good projects and
good deals. In other words, you can
improve your relationship with lend-
ers by also bringing them business, i.e.
home buyers.

“We look for ways to put the Chase
brand on opportunities on site by pro-
viding mortgage lending services at the
point of sale,” says Sue Barber, senior
vice president in Chase’s builder group,
a division of JPMorgan Chase & Co. “We
look for marketing opportunities with
some builders who may be customers of
our commercial bank already.”

Chase seeks out such builder relation-
ships in a prospecting forum and busi-
ness development group. Just recently
it began the Premier Builder program.

Build it right the first time... and every time.

Rotary Lasers

For FREE info go to http://pb.ims.ca/5331-21

tou: 1-800-435-1859
www.davidwhite.com/therighttool
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“If the builder is looking for spec home
financing or construction financing, we
can make it more attractive for them if
we can make it more attractive for the
end loan,” she says.

One such example is Williams &
Dame Development headquartered in
Portland, Ore., with offices in the Seattle
and Los Angeles markets. The group is
a commercial customer of Chase. “They
were introduced to the home mortgage
division by the commercial group, and
we were able to service them from both
companies,” says Barber.

Step 4: Be Prepared

Banks are in the business of lending
money, not owning construction proj-
ects or land. Although lenders look to
your collateral as part of their exit strat-
egy for the worst-case scenarios, it is
more important for them to understand
how you are going to pay down the loan.
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They want to know the timeline, the
cash flow forecast, the budget, who is on
the team, what the product is like, what
the market condition is and what the
competition is. And you should be able
to describe each with confidence.

Because you may never know when
you might need to borrow funds for a
project, it's a good idea to always be pre-
pared for such an occasion, says Betsy
D’Jamoos, chief operating officer of The
D’Jamoos Group, a family-owned devel-
oper in Southwest Florida.

She offers other builders the same
advice she heeds herself: “Keep your
financial packages [ financial statements,
global reports, tax returns] up to date as
well as all necessary documents [con-
tracts, environmental reports, previous
appraisals, bios and project summaries],
so they are ready to go out as soon as you
identify potential lenders for a project,”
she says. “The sooner you get them all

L) =)
Dot Lasers

-

your information, the sooner they can
get the appraisal going and working
their credit department.”

To further impress the lender,
D’Jamoos has the loan officers meet
her at her offices. “We built our office
park and they get a good look at what
we do and how we do it,” she says.
“This works much better than photos.”
Lenders like details, so be ready to show
them floor plans, elevations, render-
ings, marketing materials, articles and
other documents so they know you are
prepared.

Making a good impression also
applies to your personal appearance,
says Ed Harrison, CGB, GMB, who
teaches a finance class on land acquisi-
tion and development for the NAHB’s
University of Housing.

“Jokingly I tell the people in my class:
‘You may wear blue jeans and boots all
week, but when you go talk to a new

FINANCE

banker, at least clean you boots and wash
your blue jeans.”

The lender is looking for confidence
from you, say experts. And that can be
confidence in how you dress, confi-
dence in your product, confidence in
your company running the project and
confidence in your honoring your obli-
gations to them so that they in turn will
have confidence in your making the loan
a success. And obtaining that loan is the
object of the game. PB

Sheree R. Curry is an award-winning
business journalist based in Minneapolis
who specializes in management best prac-
tices and real-estate trends.

LOG ON To read ‘Improve Your Builder

L Financing in 4 Steps,’ visit us online at
www.ProBuilder.com/bestpractices
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of our organization. New technologies.
COMPREHENSIVE WARRANTY.

New manufacturing facilities. And new Unlike many of our competitors, each

of our entry door systems comes with
designs. These changes haven't just
one warranty from one manufacturer.

improved the quality of our products, Peachtree. No confusion, no excuses.
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they’ve helped unleash a new level of

i HIGH-PERFORMANCE SILL.
customization — from entry doors to

Every entry door we make comes with

windows to patio doors. Performance? our new high-performance sill. Because

at Peachtree, high performance isn’t

That's a mandatory. The possibilities : ;
an upgrade — it comes standard in

for you and your customers? Endless. everything we do.
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For FREE info go to http://pb.ims.ca/5331-22

Peachtree

Doors and Windows

FOR MORE INFO 800.732.2499 | ENTRY DOORS ‘ WWW.PEACHTREEDOOR.COM



PROJECT
Sentinel Estates, Wilder, KY

Builder: Ashley Development

Developer: Michzel Dinn
Challenge: Sewering the Spectacular Site 297
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...we wouldn’t be standing here todz;y.

- Michael Dinn

SANITLHOIS 404 9NIYIMIS
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Sentinel Estates is all about the view. Situated on a steep hillside overlooking the Ohio River and Cincinnati beyond, it's a
breathtaking piece of real estate. But difficult terrain, uncertain easements, and expensive gravity sewering solutions made it

unattractive to prospective developers. Until Michael Dinn.

Together with Ashley Homes, they chose the E/One low pressure sewer system (LPS) to provide a simple, effective, and
inexpensive solution for this problematic parcel. Powered by reliable E/One grinder pumps, the sealed LPS system carries
wastewater offsite - directly uphill to a main located above grade. Only shallow, contour-hugging, small-diameter lines are
needed to carry wastewater, which is critically important due to the extensive bedrock at this site. Best of all, the

E/One system cost a fraction of the other alternatives.

The most desirable real estate is sometimes the most difficult - unless you know the solution.

For Michael Dinn and Sentinel Estates, that solution is E/One.
Anti-siphon, sealed
system

E/One sewering solutions; environmentally sensitive, economically sensible.
transports

LOOKING TO MAXIMIZE PROFITS FROM DIFFICULT LOTS? ASK E/ONE. wastewater
140 feet vertically

. . or 2 miles

FREE OFFER: Send us the topo map of your next construction project, horizontally

and we’ll show you how to save money and increase homeowner
satisfaction with an E/One system. e

switch level
control for

Modular purmp core
removes/installs easily for
quicK in-field service

Small-diameter
piping runs just
below terrain with
less expense and
disruption

Large-diameter,
stainless steel
grinding assembly
will not jam, clog,
or blind.

Call, or visit us online: @fﬁaﬁef
O n e Environment One Corporation g:galzug
518-346-6161 Ext. 3028, www.eone.com

SEWER SYSTEMS

A Precision Castparts company
For FREE info go to http://pb.ims.ca/5331-23
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>> BY JIM HAUGHEY, CHIEF ECONOMIST FOR REED CONSTRUCTION DATA

Housing Slump Nearing End

Starts are slightly above home demand. However, excessive homes under construction and
homes for sale will delay market recovery for many months.

New home construction
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New housing outlook

Starts (000’s, annualized)

Latest 1,408
3 Mos. ahead 1,510
12 Mos. Ahead 1,700

Sales (000’s, annualized)

3 Mos. ahead 1,125
12 Mos. Ahead 1,165

Inventory (months supply)

3 Mos. ahead 4.5
12 Mos. Ahead 4.3

Residential materials cost (change from 12 mos. ago)

3 Mos. ahead 4.50%
12 Mos. Ahead 3.80%
Home Price
3 Mos. ahead $238,000
12 Mos. Ahead $251,000

(Forecasts by Reed Construction Data)

Existing home competition

Latest Previous Year Ago
Home inventory

(months supply)  Jan 6.6 6.6 5.1
Home sales

(000’s annualized) Jan 6,460 6,270 6,750
Home prices Jan  $216,000 $221,000 $217,400

Source: National Association of Realtors

Economic outlook

Affordability Index (fixed)

3 Mos. ahead 113.0

12 Mos. Ahead 120.0

30-Y Fixed rate mortgage

Latest
3 Mos. ahead 6.25
12 Mos. Ahead 6.35

Consumer Income growth

Latest
3 Mos. ahead 5.20%
12 Mos. Ahead 5.20%

Consumer confidence Index (Conf. Board)

12 Mos. Ahead 116.0



KLEER VS. WOOD

The Tale Of The Tape

_Z_lifetime Warranty
X _ Entirely Rot-Proof
_X_ Easy Installation_
X Durable Finish____
X 100% Vield - No Waste__
_&_Superior Quality & Workability_
X_Holds Paint Better Than Wood__

Winner: Kleer

The results are in, and Kleer PVC Trimboard has once again come out on top. That's what A

happenswhenyouoffer anunwavering commitment to quality, as wellas superior levels of .
consistency and durability. At Kleer, thisis what we stand for. And withimpressivefinishes K

available in both smooth and wood-grain, we offer a product that you can stand behind.

To i ot iore, ool 1-366-KLEERTO o ga ts wivik Kleeekiniber.eout TRIMBOARD

For FREE info go to http://pb.ims.ca/5331-24
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How much are you willing to give to keep
the best on your team?
s it worth it?
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>> BY MATTHEW POWER, SEN/OR CONTRIBUTING EDITOR

has made employees jumpy,
and understandably so. Most have one eye
on their next job, fearful of market downturns and big
builder buyouts. Keeping them loyal and engaged
requires creative, involved management.

“As a small builder, you've got to
realize, you can’t keep everybody long-
term,” says Bob Whitten, a former
builder and now a consultant with SMA
Consulting in Orlando, Fla. “Those days
are long gone.

“But what you can do is be upfront
with people. You say to them ‘Here’s
the deal. Give me three or four good
years of work, and I'll give you three
good years of training.”
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‘A LOT OF BUILDERS HAVE THESE COMPLICATED
FORMULAS THAT DETERMINE WHETHER EMPLOYEES
WILL GET A SHARE THAT YEAR. MOST OF [T GOES
INTO A 401K PROGRAM, SO [T DOESN'T HELP BUILD
EMPLOYEE CONFIDENCE.” — BOB WHITTEN

Research shows that companies with clearly defined
stories — so-called “signature experiences” — attract and
hold the best employees.

Over the past five years, the Harvard Business Review has analyzed how various compa-
nies with “highly engaged” employees manage their people. Their findings:

MANAGEMENT STYLES VARY. Work environments at these worker-happy companies
varied widely on many levels, including management style. Some offered flexible sched-
uling. Others didn’t. Some companies had a “paternalistic” top-down management
philosophy. Others were strictly hands-off.

HAPPY EMPLOYEES HAVE CONTROL. The Harvard report notes that companies such
as Whole Foods Market have their own functioning democracy (or version of Survivor,
depending on your view) within their stores. They allow employees within each depart-
ment of a store to vote on whether a new hire makes the grade, so to speak, after a
certain trial period.

RETENTION. In one case study, employees at The Container Store received about 235
hours of formal training per year, compared with an average of seven hours in the retail
industry. Result: employee turnover of less than 30 percent — much lower than the in-
dustry average — with 97 percent of employees agreeing that “People care about each

other here.”

The researchers note that what the study may reveal is not a magic formula for happy
employees but instead that
every company seems to op-
erate differently. The real key:
“Most executives can tell you
which consumers will buy
their products or services.
Few have the same insight
into which job candidates will
buy into the organization’s
culture and adapt to its
workflow.”

In other words, the most
reliable path to engaged,
productive, loyal employees
tends to happen in the hiring
stage. Is this a person who
will tell your company story
with the same enthusiasm as
the CEO?

Source: “What it Means to Work Here,”
Harvard Business Review, March 2007,
www.hbr.org

Good salaries, benefits and other
perks still carry a lot of weight in keep-
ing employees, but offering intrinsic
value that comes from solid training, for
example, may go further toward employ-
ee loyalty than traditional incentives,
Whitten notes. Training improves job
security in an age when workers often
sign no-fault “work for hire” contracts
with no guarantees about the future.

Profit Sharing — New Rules
Profit sharing is an old tool. It’s a favor-
ite for keeping employees on board and
at the builder’s elbow. But Whitten says
many companies misuse such plans.
Instead of creating narrowly focused,
performance-based plans for individual
employees as a way to encourage good
work, they simply offer company-wide
profit sharing.

“A lot of builders have these compli-
cated formulas that determine whether
employees will get a share that year. But
the problem is that most employees
don’'t understand the formula, so they
don’'t know if they will get it that year.
Then most of it goes into a 401k pro-
gram, so it doesn’t help build employee
confidence.

“The biggest thing,” he adds, “is
that this kind of plan is one over which
employees have no control. An employee
should only be held accountable for the
things over which he or she has control.

“Let’s use the superintendent as an
example,” he continues. “We want to
measure him not based on the gross
margin of the company, but on those
things that roll up when he does his
job. These would include the time of
construction, the variance between cost
and budget and a quality measurement
of some sort. Also, you want to measure
customer satisfaction. Send out a survey
after the closing and ask how he handled
their concerns.”



Viega PEX plumbing
and
Vanguard Piping
are Now...

.Viega
PureFiow

Through the joining of Vanguard with Viega, you can expect new
technology and superior products, as well as new brand names.

With Vanguard, now a part of the Viega family, Viega strengthens its
leadership role in the PEX plumbing industry. You’ve got to hand it to Viega.

For more information about Viega Pureflow” plumbing products
ask your Wholesaler or Rep or contact us at service@viega.com,
call 1-877-VIEGA-NA or visit pureflowplumbingonline.com.

SL-AD-PF71

Viega...continually bringing new technology to PEX plumbing.

For FREE info go to http://pb.ims.ca/5331-25
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Company-wide profit sharing may
still be a good idea, Whitten adds, but
only as an add-on program to other
incentives, not a central part of the ben-
efits package.

“I recommend to my small compa-
nies that they always pay people above
the market scale,” he adds. “That helps
get people in the door,” notes Whitten.
“But performance-based incentive
programs are what keep good people
around. I have two clients who literally
share profits with their best guys every
time they close on a house. That’s tak-
ing performance-based incentives to the
ultimate level.”

Power Sharing

Another key to employee loyalty is to
give them control, says Alan Weiss
of Summit Consulting Group and an
author of more than 25 books on man-
agement and consulting. Weiss, based
in East Greenwich, R.I., works with
companies large and small. His view on
employee retention: When you delegate
decision making to employees, a lot of
their stress goes away. “They relax and
start to believe nothing can happen to
them because they’re important to the
company,” he says.

Weiss says that even during tricky
mergers and acquisitions, employees
can be convinced to sit tight.

“I'll give you an example,” he says.
“Calgon, a water treatment company,
was owned by Merck, who were divest-
ing it to sell to an English firm. They
didn’t want to lose key employees in the
process, although everyone assumed
there would be staff reductions. So they
identified the key people and made them
intrinsic to the process.”

Calgon’s management invited key
employees to work on a transition task
force with the new owner. That made
them feel valuable — not disposable.

The flip side of empowering employ-
ees is making them feel powerless, Weiss
explains. Powerless employees will try
to create what he calls “artificial power”
(also known as bureaucracy) as a placebo
for genuine control. In sales settings, he
says, artificial power typically manifests
in the employee’s attitude toward cus-
tomers, with “ridiculous policies, rude
comments, harsh treatment and deliber-

‘FOR EVERY PERSON YOU FRE,
YOU LOSE THREE ADDITIONAL

‘ PEOPLE.” — ALANWEISS

ate sabotage.” Needless to say, this nega-
tivism lowers company productivity and
can hurt your reputation.

Weiss says most builders don’t real-
ize that every time they suddenly fire or
lay off an employee, the shock of that
change gets magnified.

“For every person you fire, you lose
three additional people,” he explains.
“You often lose the person who feels

Who's in Charge?

HIRING THE WRONG UPPER-LEVEL MANAGER CAN COST YOU three times his or her
annual salary. Executive headhunter Mickey Matthews of Stanton Chase International
explains what he needs to know about any candidate for a leadership position.

MOTIVATION: What drives this person? Some jobs require people who are motivated by

ego, others by ideals or by what’s best for the
group.

THINK: How does this person gather infor-
mation and reach a decision? One job type
requires people who are slow and thorough;
another needs those who prefer to make split-
second decisions based on minimal information.

ACT: How does this person do his or her job?
One job type requires people who work best
alone, while other jobs need those who work
best in a group. Some jobs attract people who
love variety; other jobs need those who prefer
routine.

INTERACT: How does this person interact with
others? Some jobs need people who are con-
frontational; another job needs someone who is
accommodating. There are no rights or wrongs
in behavioral traits, just natural preferences

— much like a preference for using your right or
left hand.

LEARN MORE AT WWW.STANTONCHASE.COM



PEX tubing?
No sweat.

ViegaPEX"

*Superior chlorine resistance for
continuously recirculating applications

*Corrosion and freeze damage resistant
*Available in 3/8”—1" tubing sizes

*Meets or exceeds ANSI/NSF
standards 14 & 61

*Enhanced Vanguard Vanex PEX

SL-AD-PF72

Viega...continually bringing new technology to PEX plumbing.

ViegaPEX" Ultra

*Superior chlorine resistance for continuously
recirculating applications

*Up to 6 months of enhanced UV protection
*Available in 3/8"-1-1/2" tubing sizes
*Meets or exceeds ANSI/NSF standards 14 & 61

*Enhanced Vanguard Vanex and
Viega Pexcel PEX

«ldeal for applications requiring additional
UV protection

FostaPEX"

*Fully dimensional PEX with
aluminum and PE outer layers

*Form stable, stays in place when
bent into shape

*Available in 3/8”-1" tubing sizes

*Meets or exceeds ANSI/NSF
standards 14 & 61

eldeal for plumbing and radiant
applications requiring form stability

For more information about ViegaPEX ask your Wholesaler or Rep, contact us at
service@viega.com, call 1-877-VIEGA-NA, or visit pureflowplumbingonline.com.

For FREE info go to http://pb.ims.ca/5331-26
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guilty because she had to do the firing
— you lose her productivity. You also
lose the person who gets scared and
hides, for fear he will be next. Then you
lose the person who says, ‘They’ll never
do that to me’ and gets a new job — and
that's often one of your most talented
people. Management is usually not
enlightened enough to think of these
things proactively.”

Builders and other business man-
agers also frequently make the loss of
an employee worse in the aftermath.
Instead of removing that person’s
work altogether from their system,

>> By Alan Weiss

Striking a Balance

The most productive employees and
employers balance work with outside
activities. Here’s a brief essay from
business management consultant Alan
Weiss of Summit Consulting Group
about the importance of work/life

balance.

PERHAPS NOTHING HAS IMPRESSED ME AS MUCH over the

l “YOU WANT LOYAL EMPLOYEES?

INVEST IN THEIR TRAINING, AND

‘ALV\/AYS LISTEN TO THEM.”
— ALAN WEISS

they simply hand off his duties to
someone else on the staff, typically
with no extra pay. That's a good way to
incite mutiny.

What's the alternative? Eliminate the
work that person was doing altogether,
or redistribute it fairly — and include
yourself. You have to take a hit, too.

“Let’s say you're going to lay off
‘Bill,” says Weiss. “You let your employ-
ees know about it, and you say ‘I'm
going to take this part of Bill's job
myself. You and you will take these
other parts. The point is to spread
around the responsibility.”

Hardship Strategies

Of course, good feelings don't prevent
some employees from losing their jobs
when profits head South. But Weiss says
layofts and firings can be low-key events
if handled wisely.

“When Atlantic Electric, a big utility
in Atlantic City, N.J., decided to down-
size,” he recalls, “it did so proactively.”
The company created an inventory of
personnel from the ones being laid off,
then marketed that inventory out city-
wide — helping them find new jobs.
This had a tremendous positive effect
on the remaining employees, who felt

past year as the relative equilibrium and superior judgment of those
leading balanced lives. Not only is the “workaholic” lifestyle an
unhealthy one, it has also turned out to be an ineffective one. Both
managers and employees who have indulged in recreation, family,
private interests, a physical regimen and other diversions have
tended to recover from disaster faster, employ better perspec-

tive and provide others with vital assistance and guidance during
turbulent times.

The literature has long reflected the fact that people who see
themselves as their jobs (e.g., | am an accountant, or a senior vice
president, or a loan officer, or division president) tend to lose their
identify and self-esteem when that job is threatened or eliminated.
However, those who evaluate themselves in terms of their contribu-
tions (e.g., | provide financial well-being, lead people in highly com-
petitive environments, acquire new business, etc.) retain that sense

of contributing and performance across jobs and through turmoil.
More than ever, the secret to success is not in working hard, but
rather in working smart. And the route to working smart is best fol-
lowed by broad interests, personal growth and time to enjoy loved
ones and life.

KEY POINT: What are you doing to broaden your life, improve
learning and spend quality time with loved ones? The first question
| ask every executive whom | coach is this: “Are you having fun?” If
the answer to that is “no,” then | know that performance is suffering
and so are those within that sphere of influence.



Masonite, Barrington, Beauty IN THE DETAILS and Masonite. The Beautiful Door. are trademarks of Masonite International Corporation.

www.masonite.com

$eauty|N THE DETAILS

The Barrington® Fiberglass Door Collection. A new level of luxury.

Barrington’s distinct raised moulding and new outstanding Mahogany wood-grain texture, reminiscent
of hand-crafted hardwood doors, impart unbelievable warmth and elegance to any home.

Masonite. The Beautiful Door.® MM/W(@

For FREE info go to http://pb.ims.ca/5331-27
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the company would treat them fairly.

“What you find too often with corpo-
rations,” Weiss adds, “is that downsiz-
ing means simply throwing people out
on the street. Few companies realize the
extent of the negative impacts.”

Mike Foti, owner of Columbus Glass
Block in Columbus, Ohio, often speaks
to builders about leadership. He agrees
that dealing frankly with employees in
down times is essential — but it should
happen all the time.

“I spoke to a guy recently whose com-
pany was having some hard times, and
he tried to rally them by saying, “let’s be
gung-ho about this and win.” Now he
thinks he made a mistake. He should
have been honest and asked for help.

“A lot of men — especially in this
business — don't like to admit it when
times are tough and they need help,”
Foti continues. “But employees respond
to vulnerability.”

When you do lay off people, you may
be wise to hire them back as hourly
contractors or consultants, Weiss says.
Whether you bring them back part
time or not, however, you may want to
extend their benefit package well beyond
the day of termination for two reasons:
First, continuing a benefit package may
address legal issues. You don’t want the
impression that you simply kicked an
employee off the payroll so you could
ditch his benefits. And second, you
maintain morale and confidence among
other employees.

Cutting back salaries is a drastic step,
but it can be done when necessary to
save the company if you follow certain
rules of thumb, Weiss says. First, it must
be presented as a temporary measure.
Salaries will go back up within a finite
time frame. “People have got to believe
you're doing it to save jobs,” he explains.
“And they have to see evidence that
everybody is taking the cut. That means

‘ALOT OF MEN DON'T LIKE

ITO ADMIT IT WHEN TIMES ARE
‘TOUGH AND THEY NEED HELF,
BUT EMPLOYEES RESPOND TO

VULNERABILITY.” — MIKE FOTI

closing the executive dining room, no
golf vacations in Naples for the boss.”

Face Time
Management experts differ slightly on
how much personal contact employees
need with supervisors and each other.
Whitten, for example, believes his per-
sonnel should have a minimum of a
once-a-month, face-to-face encounter.

Weiss says those rules of engagement
are already being rewritten by most com-
panies, as employees gain new levels of
autonomy thanks to technology.

On a deeper level, however, both men
acknowledge there’s no one-size-fits-all
solution. Some employees, such as site

pretty typical. Their business is all about
relationships. You need to know how
they’re doing, and they need to talk.”

Best Incentives
Whitten also puts a lot of faith in ongo-
ing training. An employee being trained,
he says, knows that even if his time with
a company is limited, he'll walk out the
door better prepared for the next job.
“We always say that 5 percent of base
salary should be spent on training every
year,” Whitten says. Most builders spend
a lot less than that each year, and it’s the
first thing they cut when times are bad.
But that’s exactly what your best employ-
ees care about.”

superintendents, have little option but
to deal directly with subs, framing crews
and others in the field. They're used to
personal communication. Others tele-
commute, rarely coming to the physical
office. The building industry, of course,
has been slower to join this trend, but
IT services, billing and other back office
jobs can increasingly be outsourced.
Certain employees, nonetheless, tend
to do better in an environment of high-
touch management.

“Sales people especially need a lot of
hand holding,” Whitten notes. “That’s

Weiss echoes that observation — but
with a humanistic theme.

“You want loyal employees? Invest
in their training, and always listen to
them,” he advises. “Give them rewards
for good ideas even if the ideas don’t
work out. Treat adversity with ethical
considerations. If you lay off, do it in a
humane way. Give them a light at the
end of the tunnel.” PB

A, LOG ON To read ‘Keep Good Construction

||| Employees On Board and Maintain
Morale In A Rough Economy,’ visit

www.probuilder.com/emergingissues



The most impressionable art is behind the wall

It's a stroke of genius the way Icynene® delivers superior
airtightness while saving builders time and money.
§ Icynene insulation, thanks to its soft spray foam
HEALTHIER ~ QUIETER  MORE ENERGY application, effectively reduces air leakage by sealing
EFFICIENT .
cracks and seams that allow harmful, moisture-laden
air to travel through the building envelope.

As an all-in-one water-based insulation and air barrier,
Icynene creates a healthy living space virtually free
from pollen and pollutants. At the same time, it elimi-
nates the need for labor-intensive sealing materials. By
building with Icynene, you can minimize the incidence
of moisture-related problems like mold, reduce callbacks,
increase referrals, and realize healthier profits.

The Icynene Insulation System’

Healthier, Quieter, More Energy Efficient®

[cynene introduces its Builder Advantage Marketing Support Program,
designed to help you sell your Healthier, Quieter, More Energy Efficient® homes.
To request a FREE copy of the program, visit Icynene.com/insulateright.aspx

For FREE info go to http://pb.ims.ca/5331-28
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>> BY SARA ZAILSKAS, STAFF WRITER

Trends to Grow On

Five architects told us what trends were catching on in their market.
Their answers might surprise you.

WE ASKED: What are the top design trends your company is noticing in your region?

Midwest
ARCHITECT: Joe Safin
FIRM: BSB Design, Chicago and Des Moines, lowa

Builders are looking for affordability and efficiencies in functionality and space, Safin says. “We'll say,
this is the room count, but if I scale back, can I make it better?” That might include omitting a living
room and “making sure we don’t over program.”

Safin also notes home buyers’ requesting a greater variety of elevations, such as warmer, romantic
styles like French country and Craftsman. Other trends: mixed-use living (such as first-floor retail space
topped by residences); a gain in green building momentum; and clients who are retooling their existing
home plans to save the time and money and avoid crafting entirely new designs.

Central Plains
ARCHITECT: Jerry Gloss
FIRM: Knudson Gloss Architects, Boulder, Colo.

“Colorado is finally embracing the outdoor room,” says Gloss, whose firm has been work-
ing for a year and a half to introduce outdoor rooms. European-style elevations such as Italian
hillside, Tuscan, English cottage and French custom; low-maintenance exteriors (particularly
among baby boomers); and flexibility in room usage top the firm’s requests, as do wine rooms.

West
ARCHITECT: Chip Pierson
FIRM: Dahlin Group Architecture Planning, California

Pierson identifies a strong interest in higher-density, single-family detached homes,
and fewer townhouses. In suburban areas, non-three-story homes on small lots are
popular. And interest in sustainable design has grown particularly in affluent and infill
communities, “but no one knows what it is, and they’re not sure how to do it yet.”

Northeast South

ARCHITECT: Victor Mirontschuk ARCHITECT: Stephen Herlong

FIRM: EDI Architects, New York office FIRM: Stephen Herlong & Associates, Isle of Palms, S.C.
Mirontschuk names three trends, and he says they appear “We're a coastal environment, so one requirement

in EDI’s other offices across the country, too: builders shift- is that we can build a house that can withstand the ele-
ing from condos to apartments; requests for more afford-  ments — that they will exceed code.” Low-maintenance
able housing; and a focus on higher-density housing close ~ homes pull rank, too, as does adding green features such
to existing commercial centers. Square footage is shrinking,  as wider awnings to protect the house from the sun and
too, he says, and attributes it to a changing demographic of  using a combination of greener materials and greener

baby boomers, lack of land and a resurgence in urban centers.  design. Herlong notices more interest in taking interiors
“The most valuable thing for them is time,” Mirontschuk  to a more creative level. “We offer interior design, and
says, “and they don’t want to be spending time commuting.” they’re services builders take advantage of.”
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Niche Living

Condominiums aim to fill call for lower prices in
downtown Seattle, and the waiting list indicates size
doesn’t matter.

It’'s home sweet home — all 291 square feet
of it. Moda, now in the development stages in
Seattle’s hip Belltown neighborhood, offers con-
dominiums that start at 291 square feet.

The condominiums are being built by single- and mixed-use
project builder 2312, based in Mercer Island, Wash., and affili-
ated with but separate from HMI Real Estate. The project’s
architect and designer was H+dIT collaborative and the inte-
rior designer was Richard Stead.

Iolanthe Chan-McCarthy, the project’s marketing director,
says the high-end touches — such as stainless steel finish

appliances or limestone countertops and the color palette —
make it unique. “It has the quality of finishes you would expect
to find in larger, more expensive condominiums,” Chan-
McCarthy says.

Home buyers can choose from three packages of kitchen
cabinets, flooring, tile and wall colors in muted, natural tones.

for every
home you

build.

will glve you the ventilation performance you expect
* with the look of quality you strive for.

Stead’s past projects in the Seattle area
include the Banya 5 spa in South Lake
Union, the Palermo Condominiums
and the Bellagio Condominiums on
Capitol Hill.

The project, however, is not with-
out opposition. One look on the com-
ments page in the online version of
the Seattle Post-Intelligencer shows
some suspect the project is an example
of a developer trying to cram as many
people into one space as possible.

Chan-McCarthy’s retort: “We are
providing affordably-priced, new,
high-quality homes to people who
would otherwise be priced out of
downtown Seattle’s most sought-after
neighborhood. The enthusiastic
response from home buyers tells us
that there was definitely a need for a
project like Moda.” Indeed, as of press
time, the waiting list has ballooned to
1,800 people and the project has
nearly sold out.

Plans call for Moda to be ready for
residents in Summer 2008.

1:800-438-2920 - N .
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WHICH CAME FIRST — THE FAUCET OR THE ACCESSORY?

The world may never know the answers to some questions. What we do know is attention to detalil in the
finishing touches shows. Beauty and quality is what your customers want. Matching bath accessories and
faucets provide just that.

A full suite of matching products that endures — just what you have come to
expect from Moen®.

a/' Visit KBIS Booth #C6035.

New Brantford™ Collection shown in Brushed Nickel m M O E N

Buy it for looks. Buy it for life.®

1-800-BUY-MOEN ¢ www.moen.com
© 2007 Moen Incorporated. All rights reserved.
Moen. Buy it for looks. Buy it for life. is a registered trademark of Moen Incorporated.

For FREE info go to http://pb.ims.ca/5331-31
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On Their Mark

A graceful harbor beckons active adults to The Residences at Bulle Rock.

The waterfront town of Havre de Grace in Harford County,
Md., has an interesting history. Located in northeast Maryland
at the mouth of the Susquehanna River on the Chesapeake Bay,
it is reputed to have been considered for the title of capital of the
United States until Washington, D.C., won with a tie-breaking
vote from the Speaker of the House of Representatives. Named
by the French and American Revolutionary war veteran Gen.
Lafayette after the city of Le Havre de Grace, France, the name

means “harbor of grace.”

Breathtaking views, a world-renowned
golf course (Bulle Rock, home of
McDonald’s LPGA Championship) and
easy highway access have long made
the town a popular vacation destination.
Clark Turner, president of Clark Turner
Signature Homes in Belcamp, Md., saw

an opportunity to create a place for those
seeking a vacation lifestyle year-round.
His company and two other developers
partnered to create The Residences at
Bulle Rock in Havre de Grace.

“We provide a variety of housing types
and prices — everything from condos

BY FELICIA OLIVER, SEN/OR EDITOR

to townhouses to single families,” says
Turner. “I am probably at the niche of
the more custom, higher-end homes.”

Opportunities

The golf course —designed by renowned
architect Pete Dye — is a big draw for
The Residences.

VITAL STATS

The Residences at Bulle Rock

Location: Havre de Grace, Md.
Builder: Clark Turner Signature Homes,
Belcamp, Md.

Architect: The Martin Architectural
Group, Philadelphia

Interior Designer: Daniele Fleischer of
LeMarie Interieurs, Bel Air, Md.
Development Partners: Manekin
Turner Bulle Rock LLC: Clark P. Turner,
Richard Alter & John Paterakis

Model open: Triple Crown opened
October 2005

Home type: Single-family detached
Sales to date: 53

Community size: Clark Turner Sig-
nature Homes has 140 single-family
sites and 160 villa sites. Overall project
density: .46 units per acre. Home sites
expected at completion: 2,170.
Square footage: 3,378 square feet
Price: $1.25 million

Hard cost: $189 per square foot,
excluding land

Buyer profile: Active adults, empty
nesters and families with no children
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THE TRIPLE CROWN
MODEL packs a lot
into a relatively small
area, using columns
and ceilings instead
of walls to define
spaces. A circular
gallery above the
dining room (top left)
adds drama. Glass
doors that lead from
the dining room to
the courtyard add the
perception of more
space and extend
the living area.

golf course in the country,” says Turner. “We had
a spectacular view overlooking the Chesapeake Bay
and close access right off Interstate 95. Havre de
Grace is this charming, quaint town with all these
waterfront restaurants and antiques shops, and a
hospital in town. I thought it was a poster child for
an active-adult community.”

The Residences at Bulle Rock bills itself as the
only market-rate community with first-floor own-
ers’ suites and laundry rooms in all home types
— an important consideration for the empty nester
demographic itis targeting. All homes feature open
floor plans, vaulted ceilings, garages and other
amenities for virtually maintenance-free living.

Obstacles
The Residences at Bulle Rock was originally
approved for only 700 units. Turner solved that

problem by rewriting a new part of the zoning
ordinance for an active-adult community.

The original allowance was tripled to 2,100
units.

“We had to be persuasive,” says Turner. “We did
all of that, but we still managed to keep 50 percent
— about 500 acres — of open space. We clustered
our developments in and kept open space in big
pockets. That was because we were trying to get
small yards for our empty nesters. The grass is
mowed for them. The shrubs are mulched. The
snow shoveled. But we have all this open land with
walking paths to wander through.”

The Triple Crown floor plan is one of the
best selling of Clark Turner’s floor plans at The
Residences at Bulle Rock, in a virtual dead heat
with its Exacta model.

An important objective for Turner was to build
ahome on a narrow lot in such a way that someone
coming from a large, single-family home would
not sense a loss of privacy. So Turner designed the
houses with a U-shaped floor plan, which offers a
little interior courtyard for each home.

“With all of the glass in that courtyard,” says
Turner, “when you're standing inside the house,
your eye doesn’t stop at the glass [doors]. It stops at
the end of the stone wall in that courtyard, so you
get the perception that it's a much bigger space
than it is. And you also get the privacy from your
neighbors.”

This model strikes a balance between low main-
tenance and the feel of high quality.

“Clark wanted to have the double kitchen island,
a full gourmet range, the large built-in refrigera-
tor, the dishwasher — so that there is a real feel-
ing of luxury there,” says Tom Weston, who was
the architect for the Triple Crown floor plan while
he worked for The Martin Architectural Group of
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The maximum insulation is now more affordable than ever.” Today's homeowners want better-insulated, more energy-
efficient homes. And, thanks to the Owens Corning R's On Us™ Program, that's exactly what you can give them. Because R-15
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THE SPACIOUS
BASEMENT WINE
CELLAR has a brick
ceiling, a curved vault
and a seating area,
and has been very
well-received, says
builder Clark Turner.

Philadelphia. He’s now a principal with McIntyre
Capron & Associates of Paoli, Pa.

“The Kohler [Pro Cook Sink] pasta steamer is
built into the sink, so you don’t have to carry the
big pot of hot water from the stove to the sink,”
says Turner. “That’s very popular with empty
nesters. They don’t have to pick it up. The Kohler
pasta sink actually puts the water in, heats it up
and steams it. When you're done it drains it right
in place.”

The bathroom in particular tailors specifically
to the clientele.

“Most people — especially in smaller homes
— expect a double vanity, but to get them separat-
ed gives people the flexibility that they like,” says
Weston. “You still have the large tub and the large
shower with the seat.”

Other unique features include a basement
wine cellar with a brick ceiling, a large walk-in
closet in the master bedroom with several cabinet
built-ins.

“You have a footprint that's 40 feet by 8o feet,”
says Weston. “You have a two-car garage with stor-
age, a full-size laundry room, a library, a grand
staircase, a living room, a kitchen with a double
island, a walk-in closet, a master bedroom, split
vanities in the tub, and a large glass shower. The
biggest obstacle was getting all that in.”

Additionally there is the second master suite

and third bedroom on the second floor. Owners
may opt to first occupy the upstairs suite and settle
into the first floor suite in later years. The “spare”
suite can be used for guests, a boomerang child or
visiting parents.

Turner mostly used columns and ceiling treat-
ments to define spaces. He expands the look of
the space with a dramatic circular gallery above
the dining room that draws the eye upward to a
stained glass, stone ceiling two stories above.

“I really like the round hole in the floor that con-
nects the two spaces,” says Weston. “The round,
see-through part of the dining room is really a sig-
nature of his.”

Outcome
The Triple Crown model opened in October 2005.
The community sold 322 homes total in its first
sales year. The company has sold 53 homes to date;
about 25 percent have been the Triple Crown.
“Our first year of sales exceeded all our expecta-
tions, and so far, year two is translating into a 15
percent increase,” says Brenda Desjardins, a
spokeswoman for the community. PB

" LOG ON To read ‘How Builder and Developer Tailored
- The Residences at Bulle Rock to Active Adults,’ visit
us online at www.probuilder.com//plansandprojects

PHOTOS BY CHARLIE PRUETT PHOTOGRAPHY



With graceful
features like
low-profile
metal balusters,
Latitudes decks
never detract
from the view.

Latitudes offers everything you need
to design and build truly extraordinary
decks. Enhance any outdoor living
space with these long-lasting, easy-to-
care-for products. Latitudes composite
decking and railing products come in
a range of styles, colors, and finishes.
Finish your Latitudes project with your
choice of ornamental options like metal
balusters and post caps. The designs
are virtually endless, which make
homeowners very happy - and
interior designers a little jealous.
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Taking the

Basement to a

New Level

Fine details bring new standards
to lower-level living.

What does it mean when the base-
ment is no longer labeled as the
basement? Home builders and designers are
taking this once-neglected area and turning it into
fanciful and functional space for a higher level of liv-
ing. Welcome to the lower level.

The basement — at one time considered only suit-
able for storage, laundry and HVAC equipment — is
being transformed into anything imaginable: a fancy
media room, a lush entertainment center, a wine cel-
lar or living space to accommodate multi-generational
or multi-family living.

Fine Details

“It's important to plan ahead of time for what you want
to include in the lower-level space,” says custom home
builder Hap Arnold, founder and principal of Superb
Builders, based in Elkhorn, Wis. He recently complet-
ed lower levels in model homes for Hillcrest of Lake
Geneva, a gated community in Lake Geneva, Wis., that
will ultimately consist of 32 units on 23 forested acres.
“The devil is always in the details,” he says.

And fine detail is what separates the plain old base-
ment from a lower level of luxury, says René Pabon
Jr., president of The Childs/Dreyfus Group, a design
firm headquartered in Chicago. The Childs/Dreyfus
Group was responsible for the interior merchandising
concepts and selection of material and finishes for
the Hillcrest of Lake Geneva model homes.

“For the design of the lower levels at the Hillcrest
model homes, we gained our inspiration and vision
from Cheri Arnold of Superb Builders, and then
brought that vision to life,” says Pabon.

Arnold, the marketing director for Superb Builders,
said she drew her inspiration from her memories of
family gatherings, especially during the holidays when

CUSTOM BUILT-IN
SHELVES AND CABINETS
provide an elegant,
organized space for books,
photographs, trophies and
entertainment equipment.

A SECTION TO LOUNGE AND
watch movies or play video
games is a must.



>> BY MARK JARASEK, SEN/OR EDITOR

LIGHTING CUSTOMIZED

A FIREPLACE adds ambience for the various sections of LOLLY COLUMNS can be
and warmth to the lower level. the lower level serve both ‘ sheathed in decorative
Stone accents for the hearth practical and aesthetic paneling and creatively fitted
and sills provide a touch of purposes. 5 4 into the design of the bar.
elegance. /
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SLIDING GLASS DOORS can
introduce daylight and extend
lower-level usable space to the
backyard.

INTERACTIVE

ENTERTAINMENT features ILLUSTRATION BY CURT SPANNRAFT
can include a pool or ping-

pong table.
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THE LOWER LEVEL
can accommodate

a dedicated theater
room complete with
a popcorn machine
(top left), a dynamic
living area that opens
to the first floor
(bottom left), or a
wine room with plenty
of storage racks and
a table and chairs
for enjoying vintage
wines.

PHOTOGRAPH BY SUPERB BUILDERS

PHOTOGRAPH BY DANNY LEE PHOTO(“BF‘?APHY

they would often find themselves congregating in
the basement. “I wanted the lower-level to be very
family oriented — a place where everyone could
get together,” she says.

Superb Builders demonstrated in its model
homes that lower levels can be designed to
accommodate many uses, including an ultimate
recreation room; a dedicated theater or media
room; a second living area complete with a full
kitchen, full bathroom, one or two bedrooms, a
family room and dining area; or even a combination
of all three.

Lower Level, High Standards
When planning lower-level space, builder Hap
Arnold says the noise factor can be an important
consideration. He prefers to use 54-inch drywall,
which can help cut down on sound transmission
to the upper level. Solid doors that close tightly can
also be a helpful factor in controlling noise, espe-
cially for any extra bedrooms that may be included
on the lower level, he says.

Unique spaces can require other consider-
ations. In one of the Hillcrest models, for exam-

ple, temperature, humidity and air control con-
siderations were very important in the design for
a small wine room that also doubles as a cigar
room. To accommodate those wanting to enjoy
a cigar indoors, the tightly sealed room includes
a high-efficiency Panasonic fan that is vented to
the outside to keep smoke from other lower-level
areas.
These details and finishing touches can put
basements in a whole new light:
® Gaming Equipment. This area can include
interactive entertainment elements such as
a pool or bumper pool table; ping-pong table;
foosball table; dart board; or multi-use table
for card or board games.
® TV/Movie/Video Game lounging section. A
flat-screen TV, surround-sound stereo sys-
tem and video-game consoles (Nintendo
GameCube, Nintendo Wii, Xbox, Sony
PlayStation) are the components that liven up
a lower-level space.
m Custom built-in cabinets and shelves for
books, trophies or keepsakes
® Wood-burning or gas fireplace
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Since 1979, Heritage has provided thousands of contractors with standard to custom-designed,
superior quality, easy-to-install, affordable metal buildings to suit the individual needs of their
customers. Our knowledgeable staff is dedicated to providing expert customer care before,
during, and after every sale. You can be confident your Heritage building is a legacy built to

last. Forafree quote or to learn more, call 1.800.643.5555 or visit www.heritagebuildings.com.

HERITAGE

BUILDING SYSTEMS.

Established 1979

For FREE info go to http://pb.ims.ca/5331-34

A/(?ay Built to Last | 1.800.643.5555 | www.heritagebuildings.com

A division of NCI Building Systems listed on the NYSE as NCS



PROFESSIONAL BUILDER 4.2007 WWW.PROBUILDER.COM

J
~

Plans and Projects)

is a popular item

that can fit well into
expansive lower level
spaces. In this photo,
a large mirror gives
the impression of a
much larger space
and reflects light to
help brighten the
room.

Basements might have graduated to a lower
level, but that doesn’t mean they have come out
of the ground. There is no benefit to building homes
that have a luxurious lower level if it becomes suscep-
tible to moisture-related problems.

According to the U.S. Department of Energy’s
Office of Building Technologies, basements are
notorious for problems related to water intrusion, cold
temperatures, humidity, mold, and uncomfortable, if
not unhealthy, living conditions. It promotes a properly
sealed, insulated and moisture-protected basement
to increase comfort, save on energy costs, improve
durability and reduce entry of moisture, soil gases and
other potential irritants or pollutants into the home.

The U.S. Department of Energy’s Office of Building
Technologies offers these key components to building
an effective basement:

B Moisture control: Use a water-managed founda-
tion system to drain rainwater and groundwater
away from foundations.

= Airtight construction: Seal all air leaks between
the conditioned space and the outside prior to
installing insulation.

B Complete insulation coverage: Properly install the
correct insulation levels, making sure the insula-
tion coverage is continuous and complete, and
align the insulation barrier with the air barrier.

The Partnership for Advancing Technology in
Housing (PATH) says that to be suitable for living,
basements need to stay dry. Potential mold growth
must be addressed before and during construction
because basements are naturally humid, more prone
to damage from water leakage or leaking pipes, and
often are not well ventilated. PATH says the key areas
to be considered when finishing the basement are
insulation; floors; heating and air conditioning; walls
and ceilings; and lighting.

PATH advises that basement insulation solutions
should have the following characteristics:

B Any moisture that accumulates on basement
concrete walls must be able to dry to the
basement’s interior.

B Warm interior air should not contact the cool
foundation wall because moisture in the air will
condense on the wall.

B Materials in contact with the basement floor
and the foundation wall must not promote mold
growth or deteriorate if they become wet.

The Department of Energy’s Office of Building
Technologies, PATH and Integrated Building and
Construction Solutions serve as reliable resources for
home builders who are looking for best practices in
moisture control for basements.

PHOTOGRAPH BY BOB NAROD PHOTOGRAPHY



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.

®

INNOVATIONS FOR LIVING™

DUCT SOLUTIONS

For FREE info go to http://pb.ims.ca/5331-35
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A BAR AREA is a
popular lower-level
feature. A small
sink and refrigerator
can enhance it.
This bar creatively
incorporates a
supporting lolly
column into the
design.
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m Bar area with stools. Bars can be equipped
with a small sink, refrigerator and built-in
shelving for beverage display.

® Wine and/or cigar room. This special room
can be as large or compact as desired. It can
contain custom-built wine racks and a table
and chairs for wine-tasting sessions or to sit
and enjoy a cigar with friends. An exterior-
grade door can be used for this room for tem-
perature control and to help keep smoke from
entering the living area.

m Full Bathroom

® Guest Bedroom

m Traditional cold storage area that can be used
for seasonal storage purposes. This extra
space could also be built as a workshop.

WIO'S HUNTIN WHO
L¥
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{
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® Room for home mechanical units, including
the furnace and hot water heater.

 Eight-foot or higher ceilings unencumbered
by beams.

m Custom lighting for each lower-level section.
Recessed lighting can be especially effective
and has been identified by the NAHB as a
trend of the homes of the future.

® Built-in seating areas to accommodate large
family gatherings or other celebrations.

m Exercise room or workshop. Additional rooms
in the lower level can be used for whatever
purpose suits the family, whether it's a work-
shop filled with tools or an exercise room with
the latest in exercise equipment. PB

m Walk-out sliding glass doors leading to an out-
door sitting area. Sliding glass doors are also
good for letting the daylight in.

AWA LOG ON To read ‘Homebuilders Take Basements To A
New Level,’ visit www.ProBuilder.com//plansand-
projects
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Somewhere in Italy, a quarry worker twiddles his thumbs. with
postformed laminate countertops from VT, you get all of the aesthetics of stone
at a fraction of the price — so there’s no need for granite or marble to take a bite
out of your budget. There’s also no need for the mess and elbow grease associated
with resealing. And they’re easily fabricated and installed by members of our VT
PRO Team. For more information on our countertops or to locate a VT PRO Team
fabricator, simply log on to www.vtindustries.com.

For FREE info go to http://pb.ims.ca/5331-36

——

INDUSTRIES

Fine Laminate
Countertops




Quality: InSide and O'M,t. Put in a quality window and

everything looks brighter. Which is why investing in windows from
Silver Line — now an Andersen Company — is the clear choice.

You'll make a wise investment. Your customers will trust they have too.

SilverlLine ES

an Andersen Company

www.silverlinewindow.com

For FREE info go to http://pb.ims.ca/5331-37
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Cement Stays Solid

Portland Cement Association economist Ed Sullivan provides an
update on the state of the cement industry.

The cement industry was
privy to record numbers in
2005, moving more than
121 million metric tons of
Portland cement — a 5.6 per-
cent increase over 2004 num-
bers. Despite the recent housing
decline, the demand for cement
will not change much in the com-
ing years, according to the latest
projections from the Economic
Research department at the
Portland Cement Association.

The latest forecast, presented via
Web cast by PCA Chief Economist Ed
Sullivan, states cement consumption
for 2006 will show a modest increase of
.6 percent. Those numbers will flatten
to a growth of .3 percent in 2007 with
the numbers returning in 2008 when
cement consumption is projected to
increase by 2.7 percent, Sullivan says.

“Our forecast projects that cement
intensities will increase by two percent,
fueled by a favorable relative price posi-
tion as well as a shift toward higher
cement usage in construction projects,”
Sullivan said. A growth in building in
the areas affected by Hurricane Katrina
will also contribute to the upswing in
cement activity.

The industry itself, though posting
record numbers in recent years, had to
play a game of catch-up. According to
Sullivan, in 2004 and 2005, 30 states
were hurting for cement. In 20006, zero
shortages were reported. Imports, par-
ticularly from Asian countries like China,

WWW.PROBUILDER.COM/INNOVATIONS

increased in 2006. “Thirty-three and a
half million tons were imported from
China alone,” says Sullivan, “We're look-
ing at about a 42-million ton per year
rate now, which has corrected some lean
inventories. Freight rates declined for a
period, but the market will undergo some
self-correction and imports will even out.”

Additionally, the PCA fall forecast
does not expect the sharp decline in
housing to continue at the current rate,
as a correction may be just around the
corner. “We don’t know the magnitude
of this housing decline. We're looking at
2008 for things to get better. My guess is
that demand will be a little bit better over
2005,” says Sullivan.

But the demand won’t be shared
evenly. The Great Lakes region, Sullivan
says, may experience some problems
with cement supply. Naturally demand
is lower where the economy is not doing
as well, especially around Detroit and in

\] ~ ||.p||.p| iy

NEW CEMENT PLANTS
are springing up, par-
ticularly in the South
and West. Each cement
plant has about a 250-
mile distribution radius.

Because there aren’t
many plants in these
markets, manufacturing
must expand to meet
future demands.

Indiana and Ohio. Economies out West,
especially in Texas and Colorado, are
becoming more dynamic, fueling the
need for cement. And in these dynamic
markets, Sullivan points out new cement
plants are being built. “I think manu-
facturers are looking at the transforma-
tion of American demographics. Each
cement plant has about a 250-mile radi-
us, and there aren’t as many plants in the
dynamic markets of the U.S.”

In non-residential applications, much
more cement is needed for each applica-
tion and, according to the PCA, that’s
what will offset the 2 percent decline in
builder demand.

Says Sullivan: “Everything is back
in balance. No shortages and no over-
hangs, either. But there’s a lot of uncer-
tainty out there. We have to wait and see
what the housing market is going to do
and what kind of strength is the econo-
my going to show.”
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Fast Installation,

Special Advertising Section

Trimline” Ridge Vents Lead to Profitability for Users

Mike Darvishi, Noble

sample of the Trimline

GO 06[ LO OkS ﬂnd ol = ' . 5 Construction, shows a

Proven Performance

I rimline® Ridge Vents

provide superior ventilation by
creating a balanced system that
continuously releases hot, moist
attic air while drawing fresh air
through soffit vents. Creating a
balanced, continuous ventilation
system increases a home’s

total energy-efficiency while
extending the life expectancy of
its roof material — a great selling
point for your customers.

Engineered from a unique
corrugated plastic material,
Trimline vents fit a variety of
roof styles including shingle,
cedar, tile and metal. Designed
to vent at the ridge — the

hottest point of the roof — the
Trimline vent system has the
added benefit of creating a
smooth roofline, eliminating the
unsightly louver vents commonly
found on many homes.

Ridge Vent that first
attracted him.

Trimline is the first choice Ridge
Vent by builders

Mike Darvishi, president of Noble Construction
in Sterling, VA says Trimline’s low profile and
being able to use a coil nail gun originally
attracted him to the ridge vent system. “Crews |
can finish faster with Trimline, which means
more profit for us.” Noble especially likes - )
that Trimline labels have installation instructions Trimline Ri dge

in Spanish. They picked Trimline over the Vents are the newer,
competitors because a coil nail gun can be used to better shingle-over
install, it cuts easily with a utility knife and is rain

proof if cap shingles blow off. Noble Construction ”dge vent. Just ]

considers Trimline Ridge Vent a competitive it once and yOu,ll be
advantage over other ridge vents. Darvishi says hooked.”

“Trimline Ridge Vents are the newer, better

shingle-over ridge vent. Just try it once and you'll Mike Darvishi
be hooked.” Noble Construction

Trimline Ridge Vents are the hidden
upgrade for homes i

The installation of proper ventilation is critical
to prevent damaging moisture build-up in the
attic. Trimline Ridge Vents, placed at the roof’s O e T
ridgeline, help move hot, moist air out of the orris insberg o0fing

: .. . , Distribution, Herndon, VA
attic. Trimline Ridge Vents protect a homeowner’s
investment for years to come. .I\.Toble Cons'tructlon Trimline Ridge Vent
educates homeowners by providing them literature
that explains the benefits of the Trimline Ridge
Vents being used on their home.

Noble Construction

Trimline is so confident that builders everywhere
will be satisfied with its ridge vents; it offers a
limited lifetime warranty. Trimline is the most
certified product in the industry, meeting all
building code certification requirements for

TRIMLINE

WAVAVAVAVAVAVAVAVAVAVAVAY,
BUILDING PRODUCTS

Miami-Dade County, ICBO, ICC, BOCA, TDI, 1-800-438-2920
and UL Class A or C. www.trimline-products.com
For FREE info go to http://pb.ims.ca/5331-38

For more information call 1-800-438-2920 or visit Certified for P f’f mance

www.trimline-products.com.



Innovations

£ PATH REPORT

Top 10

>> BY SUSAN CONBERE, FOR THE PATH PARTNERS

Technologies to Watch

Smarter Products, Easier Building, Greener Living

You don’t have to wait for
houses that grow from
seedlings and recycle
themselves — the Partnership
for Advancing Technology in Housing
(PATH) has released its list of Top 10
Technologies for 2007. These 10 tech-
nologies are on the market today, just
waiting to improve the durability, effi-
ciency, affordability and environmental
performance of the homes you build.

1. Mold-Resistant Gypsum
“Moisture-resistant drywall has been
designed so if it gets wet, it won’t support
mold growth,” says Dana Bres, research
engineer with PATH. “If a home has
excess humidity or there’s a flood, there
will be problems to deal with, but mold
in the drywall won’t be one of them.”
Cost: Moisture-resistant gypsum
board costs 30 to 50 percent more than
traditional drywall. Many builders use

it in bathrooms, kitchens and exterior
basement walls, but if you're building in
a flood-prone area, you may want to use
it more.

2. Solar Water Heater

Solar water heaters have been com-
mercially available since the 180c0s, and
they're still an environmentally sound
way to reduce energy bills. Now with
federal tax credits through Dec. 31 equal
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Innovations

to 30 percent of the installed cost, they
are a more affordable option.

Cost: An active, flat-plate system costs
about $2,500 to $3,500 installed and
heats about 8o to 100 gallons of water a
day. A passive system costs about $1,000
to $2,000 but holds less water.

3. Induction Cooktops
In an induction cooktop, a magnetic
field heats only the cooking container
so food heats much faster. Induction
cooktops can go from extremely low to
extremely high settings and back again
nearly instantly. Induction cooking is
also about 30 to 40 percent more effi-
cient than electric or gas, respectively.
Cost: A magnetic induction cooktop
with four heating elements ranges from
$1,800 to $4,000.

4. Combined Heat and
Power (CHP)

CHP technologies have provided heat
and electrical energy to commercial and
industrial sites for years. Now they're
available to homeowners who want
to be off the grid or supplement their
power. Units for the home range in
capacity from 1 to 6 kW and are about
the size of a water heater. They're also
50 to 6o percent more efficient than the
local power plant.

VERTICAL ICFS have all the energy efficiency,
strength and building speed benefits of con-
ventional ICF walls but go up faster and easier
because fewer pieces are assembled on site.

INDUCTION COOKTOPS are up to 40 percent
more efficient than gas or electric cooktops.

Cost: A system with 1.2 kW of elec-
trical generating capacity and 11,000
Btu heating capacity costs about twice
that of conventional heating equipment.
Consider sharing systems among multi-
family homes and townhouse commu-
nities for a more economical approach.

5. Horizontal Axis
Washer/Dryers

This two-in-one washer/dryer runs auto-
matically from wash to dry: no more
throwing clothes from one machine to
the other. It runs quietly and requires
no venting, so it can be installed almost
anywhere. The high efficiency horizon-
tal-axis washer reduces water and energy

PHOTOGRAPHY COURTESY VIKING RANGE CORPORATION

PHOTOGRAPHY COURTESY TTF SYSTEM

>> PATH REPORT

consumption, and the high RPM spin
cycle means the dryer uses less energy
to dry items.

Cost: Less than two separate units. The
two-in-one retails for $9oo to $1,100.

6. Hydrophilic, Impact-
Resistant Windows
Now you can install self-cleaning, glare-
reducing windows that also reduce the
risk of window failure during tornadoes
and hurricanes. The glass is laminated
with composites strong enough to with-
stand high winds and projectiles.

Cost: Laminated safety glass adds
about 50 percent to the cost of a typical
30-inch by 50-inch window.

7. Super-Sized
(Vertical) ICFs
Vertical ICF panels have all the energy
efficiency, strength and building speed
benefits of conventional ICF walls but go
up faster and easier because fewer pieces
are assembled on site. Because the wall
sections are sturdier, they also require
less bracing. Like their conventional
counterparts, vertical ICFs provide out-
standing disaster and sound resistance.
Cost: One manufacturer quotes $3 to
$3.50 per square foot — comparable to
other ICFs — but notes there are signifi-
cant labor savings.

8. Permeable Pavers and
Pavement
Rainwater seeps through permeable
pavement systems and naturally fil-
ters through the soil instead of flowing
off the lot. That means less unfiltered,
nitrate-laden stormwater running off
paved surfaces into rivers and streams.
Translation: lower stormwater manage-
ment costs for builders. Because engi-
neered curb and gutter storm drainage
systems are expensive to design and
build, using permeable pavement sys-
tems instead can also reduce site develop-
ment costs.

Cost: Roughly $1 to $4 per square
foot.
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Over 20 Years Of Retaining Excellence
Behind Every Wall.

RETAINING WALL SYSTEMS

A CONTECH COMPANY

excellence and innovation within the segmental retaining wall

After over 20 years at the forefront of the industry, Keystone '
Retaining Wall Systems, Inc. continues to set the standard for ‘ ! STONE®

industry. What started with the Keystone Standard Unit continues RIGTaH L HITRE Gl e aeh:

with our complete product line - including Keystone Country

Keystone is a subsidiary of

. fVAITEALY
Keystone continues to lead the way at www.keystonewalls.com. Rs - B L
[EARTH STABILIZATION]

For FREE info go to http:/pb.ims.ca/5331-39 soLuTiOoONS INC

Manor®. Partner with us to overcome site challenges. See why

Keystone Retaining Walls Systems, Inc. « A CONTECH Company « 4444 West 78th Street « Minneapolis, Minnesota 55435 ¢ 1-800-747-8971



v PLUMBING i
ELECTRICAL
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EXTERIOR VERTIC
WALL FLASHING
-FOR STUCCO, .
* SIDING, BRICK,

»‘You flash ve th ] else; doors, wmdows, vents NOW “you. can

- flash the exterior penetrations as well; so.. .Why Take the Risk?. -

Install QUICKFLASH WEATHERPROOFING PANELS today, -and
bad weather where it belongs outsude' S

keep tomorrow

Qulckflash Watherproflng Proucts, Inc.
Toll-Free: 1-800-963-6886 * Fax: (702) 614-4090
wWww.QuickflashProducts.com

For FREE info go to http://pb.ims.ca/5331-40

IVIAILIBOXES'

mra] oxes com

1- 800 MAILBOX

l7i37

¢ Order Factory Direct!
¢ In Stock and Ready for Shipment!
: 1-800-624-5299

Peaple Committed to Quality Since 1936”

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

For FREE info go to http://pb.ims.ca/5331-41

Innovations

>> PATH REPORT

GPS-CONTROLLED EARTH MOVING virtually eliminates the need for
any grade staking. The on-board control panel, (inset) provides real-
time location and grade information.

9. GPS for Land Development
This satellite-controlled software dramatically reduces labor
and material costs by simplifying site grading. The software
helps excavation machines cut and fill grade more efficiently
and accurately and reduces the potential for soil erosion. The
system consists of a digital 3-D model for the grade informa-
tion and earthmoving equipment fitted with automatic com-
puter-operated controls on the machine blade.

Cost: A system for one bulldozer costs about $100,000 to
$125,000.

10. Recycled Concrete Substitutes and
Admixtures

By-products of the industrialized world have found a better
place in alternative concrete aggregate. Recycled materials
such as granulated coal ash, blast furnace slag and various
solid wastes such as fiberglass, glass and granulated plastics
can substitute for sand, gravel and stones. Different admix-
tures can improve workability, temperature range, fire con-
trol, set time or color.

Cost: Mineral admixtures like silica fume sell for as much
as $40 per cubic yard of concrete; corrosion inhibitors sell for
about $30. On the low-end, water reducers cost $3 to $5 per
cubic yard. PB

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

LOG ON To read ‘Homebuilding Technology to Look for in 2007,
visit us online at www.ProBuilder.com/innovations

PHOTOGRAPHY COURTESY TOPCCN POSITIONING SYSTEMS



It can be tough satisfying your regular customers. .
Imagine when the customer is your wife.

QualityCabinets.

Common name. Uncommon values.

©2007 Quality Cabinets
For FREE info go to http://pb.ims.ca/5331-42
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No one questions the quality of their
_plumbing pipe until it's too late.

Manufactured to exceed the most stringent industry standards, FlowGuard Gold® pipe and fittings are the best
choice for a quality, dependable plumbing system. Plus, they're backed by the most trusted support network

in the industry. Is it any wonder FlowGuard Gold pipe and fittings are the most specified non-metallic plumbing
systeﬁ'1’.5 So if you're looking for the ultimate in reliability and performance, a FlowGuard Gold plumbing system

.~ is your best choice. No doubt about it. To learn more, call 888-234-2436 or visit www.flowguardgold.com.

FLOWGUARD GOLD

NOT A DROP OF DOUBT.

FlowGuard Gold® is a registered trademark of The Lubrizol Corporation
©Copyright 2007 The Lubrizol Corporation

For FREE info go to http://pb.ims.ca/5331-43



Innovations

>>

IN MY OWN WORDS

Fieldstone
Communities

Southern California,
Northern Counties

V Hanson Truss

Designed to eliminate soffits, chases and dropped ceil-
ings, the metal-plated open web floor trusses from Han-
son Truss allows, according to the company, more space
between the floors for HVAC and plumbing systems

and a reduction in labor costs due to the product’s easy
installation. For FREE information, visit http://pb.ims.
ca/5331-125

In My Own Words

“We have been very happy using Hanson
Truss in our home designs. Soffits, chases
and dropped ceilings are eliminated by in-
stalling open-web floor trusses. They allow a
more flexible use of space for the design of the
HVAC and plumbing systems between floors
compared to a typical I-joist system, and they
also cost less. The materials cost slightly more
up front, but overall costs are lower because
of a reduction in labor from the framer,
plumber, electrician and HVAC contractor.
There is no loss in other features such as the
silent floor and span capabilities. In fact, you
can design an open web truss system to have
drag capabilities in lieu of beams.”

Richard Bunch
Vice President of Operations
Santa Clarita, Calif.

Trex
Trex@ontours decking from Trex has a new grain
pattern'with a profile’that is narrower by 5 inches 4
and lighter, but requires the same/spans and / A\
installation procedures as Trex 94 boards(ltis / 7/ “s # \«9
available in two golors: Winchester grey and red- ;
dish~brown Madeira. For FREE information; visit
http://pb.ims,ca/5331-126

Y |

In My Own Words

“Trex decking is a win-win product all
around. It provides a maintenance-free
surface, and it/ performs well under tem-
perature fluctuations in the high desert,
himiting our warranty claims. The
other big winner is'the environment.
All of the Trex products are manufac-
tured primarily from recycled materi-
als,.and that is something everyone can

feel'good about!”

p> Rehau PEX

Plumbing Systems
PEX plumbing systems from
Rehau integrate the company’s
Raupex pipe and Everloc fittings
for hot- and cold-water drinking
systems. The piping is flexible

and durable and, according to '

the company, resists the scaling and corrosion commonly experienced in
conventional copper piping systems.
For FREE information, visit http://pb.ims.ca/5331-127

In My Own Words

“Rehau’s Pex polymer piping is a good alternative to tradi-
tional copper plumbing systems. It does not pit or corrode.
Rehaw’s Everloc fitting system provides easy-to-install fittings.
Since switching over to Pex, we have experienced a reduction
in our plumbing costs and also anticipate a longer-term benefit
in reduced warranty costs.”
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Innovations

IN MY OWN WORDS

>>Fieldstone
Com m unltles cont'd

p> LP TechShield
Radiant Barrier Roof

Sheathing

TechShield roof sheathing from

LP adds a thin, durable laye
aluminum to traditional roof sheath-
ing. Installed with the foil facing the
attic, the aluminum reflects up to
97 percent, the company claims,
of the sun’s radiant heat away from
the home, cooling attics up to 30
degrees on the hottest days.

For FREE information, visit
http://pb.ims.ca/5331-128

g,

In My Own Words
“LP’s TechShield Radiant
Barrier Roof Sheathing reduces attic temperatures
during the summer months by as much as 30 degrees
which can, in turn, reduce energy consumption for

t u r n O n cooling by as much as 20 percent. A typical new home
installation would cost about $0.30 per square foot
n eW r Of | t S and is estimated to pay for itself in approximately 24
p months through a reduction of cooling costs.”
<« Lasco Bathware
The Bathlock front-installation

on Lasco Bathware’s Remod-
eline model makes it easy,

Want to light up your bottom line? Set up a

BellacorPro Virtual Lighting Showroom in your - according to the manufac-
. : . 3 ; turer, to bring a new multi-
design center and give your clients online access to : " piece shower right through the

bathroom door. The Remodeline

over 500,000 lighting and home accent products. . - .
is available in two- or three-

It’s free, easy to use, and customized with your 3 g ‘ piece showers and tub/shower
1 combinations in either Lucite
company name and logo. e .= > cast acrylic or with a fiberglass-

reinforced surface. For FREE
- - ) “ information, visit http://pb.ims.
To learn more, visit BellacorPro.com/vls or — — ca/5331-129

call 1.877.436.6285.
In My Own Words

“The one piece tub/shower combinations from Lasco
Bathware offer an economical alternative to the more
traditional steel tub with tile shower surround while
maintaining quality. The ease of installation saves
days in our construction schedule, and the one- piece
assembly reduces the opportunity for water penetra-
tion or leaks. From the homeowner’s point of view, the
cleaning and maintenance of these units is a breeze.”

Visit us
at KBIS
Booth
#S11017

bellacorPro

Lighting & Home Furnishings VIRTUAL
SHOWROOM

For FREE info go to http://pb.ims.ca/5331-44




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.®

Chlce Flo 1-800-BUY-MOEN * www.moen.com
© 2006 Moen Incorporated. Al rights reserved

Moen. Buy it for looks. Buy i for fe. is a registered trademark of Moen Incorporated

For FREE info go to http://pb.ims.ca/5331-45
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BUILT TO THE MOST EXACTING
SPECIFICATIONS...YOURS!

At Armstrong Cabinets we understand your customers want both value and
choices. Behind the brand you know and trust is a beautiful selection of cabinet
styles backed by the finest service and customer satisfaction in the industry.

For information on Armstrong Cabinets call 1-866-516-7410.

Cabinets * Hardwood ¢ Ceilings
Resilient « Laminate * Linoleum www.armstrongcabinets.com
For FREE info go to http://pb.ims.ca/5331-46 CABl N ETS




Innovations

>> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

ProBuilder  —
Product Report: |

New Pro

> Microplane

According to the company, Micro-
plane’s Stainless Steel Sanding
Discs sand five times faster than
traditional sandpaper and last
seven times longer. The discs i
are made in coarse, medium
and fine grit categories and
feature a razor-sharp cutting
surface that resists rust and
fits most five- and eight-hole
vacuum configurations.

For FREE information, visit
http://pb.ims.ca/5331-130

A York
The Affinity variable-speed air handler by
York, a subsidiary of Johnson Controls,
features the company’s Rx technology and
MicroBlue coating that resists standing
water and microbes in the coil. The unit
features an electronically commutated
motor that uses gradual fan speed
changes for quieter and more efficient
Dacor operation. For FREE information, visit
Following the company’s 30-inch http://pb.ims.ca/5331-131
dishwasher, the Millennia 24-inch
dishwasher by Dacor features a Soil
Sensor that detects the amount of
debris on the dishes and determines
the precise water temperature and
cycle time for cleaning. The unit is fully
insulated for quieter operation and
has five wash cycles and three wash
options. For FREE information, visit
http://pb.ims.ca/5331-132

<« Laticrete

Backed by a 10-year system warranty, Laticrete’s Hydro Ban an-
timicrobial load bearing, waterproof and anti-fracture membrane
does not require fabric in the field. According to the company,

it bonds directly to copper, steel, PVC, and pipe penetrations
and can be flood-tested in a day. For FREE information, visit
http://pb.ims.ca/5331-133

> Bosch

Four basic models join Bosch’s Screwgun line:
two drywall guns and two high-torque drivers. All
models feature the company’s universal comfort
grip ergonomics and PosiL.cok depth-retention
nose piece as well as a lock-on button for ex-
tended use and a forward/reverse lever located in
front of the trigger. For FREE information, visit
http://pb.ims.ca/5331-134
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Broan SmartSense~

The concept is brilliant: link Broan® Ultra Silent™ ventilation fans installed in various parts of the home into an integrated I1AQ
system. And do it over nothing more than existing power wires. Broan SmartSense® has evolved the common ventilation fan
with smart controls that continually communicate with each other, starting and stopping fans systematically. Day and night they
work to properly ventilate the home, exhausting fumes from household cleaners, carbon dioxide, and excess moisture—without
wasting energy. At 0.3 and 0.9 sones you can barely hear them, so they're as appropriate in the media room as they are in the
master bath. Common sense thinking. It's another reason why Broan is America’s choice for green builders.

AR
I BRCAN

ENERGY STAR To find out more call 1-800-558-1711
or visit broan.com
©2007 Broan-NuTone LLC. Broan is a registered trademark and Ultra Silent is a For FREE info go to http://pb.ims.ca15331-47

trademark of Broan-NuTone LLC. SmartSense is a registered trademark of NuTone Inc, a
subsidiary of Broan-NuTone LLC. Patents pending.



Innovations

ProBuilder
Product Report:

Kitchen
Products

R
~ Blanco \
Sticking to the European influence,
Blanco’s BlancoPerforma sinks are
made from 18-gauge steel with '
chrome-nickel content for shine an
durability. The bowls are 10 inche
deep and have flat bottoms an
an off-cente in placemer

S

B

s

P> Axor
The Montreux by Axor, a subsidiary of
Hansgrohe, features turn-of-the-century
elements, such as filigree cross handles,
exposed piping and new ceramic com-
ponents. The faucet is part of a collection
that includes other faucet configurations,
shower products and bath accessories.
The Montreux is made in chrome, brushed
nickel or polished nickel. For FREE infor-
mation, visit
http://pb.ims.
ca/5331-137

>> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM
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A\ Atlas Homewares
Fusing the look of centuries-old craftsmanship
with current design trends, the new Old World
Collection from Atlas Homewares features a
4-inch and a 57%-inch pull and a 1¥2-inch knob.
Finishes include brushed bronze, craftsman
copper, oil-rubbed bronze, pewter and rust.
For FREE information, visit
http://pb.ims.ca/5331-136
P

/A Moen

Available in a single-hole mount, the Medora
kitchen pullout faucet from Moen has a high-
arc silhouette and is designed to blend with
granite and other solid surface countertops.
Stream, rinse, veggie spray and pause flow
options can be changed with the pullout’s
button control. For FREE information, visit
http://pb.ims.ca/5331-138

< Acoustic Ceiling Products
Acoustic Ceiling Products jumps in on the
decorative backsplash trend with its water
and corrosion-resistant thermoplastic backs-
plash panels for kitchens and bathrooms.
The panels measure 18 by 24 inches and
are color infused in 14 finishes. Six embossed
designs, including a paintable white, brushed
aluminum, Bermuda bronze and cracked
copper, are offered. For FREE information,
visit http://pb.ims.ca/5331-139
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Maximize your
number of
potential
home buyers

Innovations
>> KITCHEN PRODUCTS

Brizo
Expanding on the Trevi line, the
Trevi Cross Handle faucet by Brizo
has configurations for the entire
home, including kitchen, bar/prep,
lavatory, Roman tub and shower
faucets. Inspired by contemporary
European designs, the Trevi is
also available as an upgrade on
the company'’s Total Escape Cus-
tom Shower system. For FREE
information, visit http://pb.ims.
ca/5331-140

=

Install a home elevator and
propel your home to the
top of every home buyers

"favorite house list" _
with this affordable luxury. A Elkay
The Elumina Collection from Elkay includes

Rohl S )
IntheSrtnldloEsmalleryory ’ a double-bowl design crafted with 18-gauge
taller h h lovat According to the company, the Country Col- stainless steel. The Elumina features a
aller homes, a home elevator lection Side Leyer f’uII—Out Faqcet by thl recessed partition between the two bowls
simply makes sense. represents the firm’s entrance into the high-end to allow water to cascade from one bowl to

kitchen market. The faucet has a stainless steel
hose and chlorine-resistant inner liner for dura-

the other. The sinks also feature insulation
pads to help absorb sound and retain water

The homeowper V\}lllu tilan%i bility and easy cleaning. It is also available with temperature. For FREE information, visit
you every time they hau a short spray apq/or porcela[n lever. For FREE http://pb.ims.ca/5331-142
the groceries up from the information, visit http://pb.ims.ca/5331-141

garage, or safely carry a
sleeping child to bed.

Delta Faucet Co.
Fitting the company’s “shabby chic”
and “sophisticated country” trend,
the Talbott single-handle kitchen
faucet from Delta Faucet Co. features
a recessed aerator in the following
configurations: a one-hole, two-hole
with side spray, three hole without
side spray and four-hole with side
spray. Finishes include chrome

and Brilliance Stainless. For FREE
information, visit http://pb.ims.
ca/5331-143

1-800-238-8739

WW w.waupacaelevator.com

"Celebrating 50 Years of
Uplifting Customer Satisfaction”

WAUPACA
ELE\ATOR COMPANY, INC.

Specify the Specialists”

For FREE info go to http:/pb.ims.ca/5331-48



@ Ingersoll Rand

Security Technologies

Real Security Means Never Having To Say
“Well Where Do You Think You Lost It?”

With the new electronic keypad lock from Schlage® you're never locked out of the house. It opens
with a PIN code, and every family member can have their own. It's easy to install and fits any

standard door prep. And it's a Schlage, so you know it's secure. Which means losing the key will

Real Security Sets You Free™ m

www.schlage.com

never again make you lose your cool.

For FREE info go to http://pb.ims.ca/5331-49




Nationwide’s construction
timeline puts my customers
in their new homes
sooner than they ever
dreamed possible!

= =

~Im . W7 D 0SSN m—n"

TN

€6 When customers see our homes, they cannot believe we build using modular
construction. How else could we build a beautiful, high-end custom home in
less than 3 months? Building with Nationwide gives me the power to build
homes under deadline without sacrificing quality. Working with Nationwide
Custom Homes is truly a partnership made in heaven. 99

- David Bauer, Gurnee Enterprises, Inc. of Ft. Pierce, FL

Community Developments « Resorts « Urban Infill « Coastal Homes - Scattered Sites

ﬁ \ For more information please call toll free: 800 21 6 7001

NATIONWIDE Or visit us online at: Www.hationwidecustomhomes.com

Custorns Stornes

Experlence e Custom « Quality For FREE info go to http://pb.ims.ca/5331-51 Copyright © 2007, Nationwide Custom Homes, Inc. All rights reserved. @



Innovations

OBUCTS@REEDBUSINESS.COM

ProBuilder
Product Report:

B_ath room
Fixtures ...

Graff’s Solar Faucet features clean
geometric lines and is available as

a single-handle lever faucet or in

a vessel version. The faucets are
constructed of solid brass and use
ceramic valves. Polished chrome

and brushed nickel finishes are
available, and the company provides a
lifetime mechanical warranty.
For FREE information, visit
http://pb.ims.ca/5331-145

Hansgrohe
The BodyShower shower panel
by Hansgrohe features a stream-
lined profile and an innovative
installation procedure. The panel
connects with existing shower
arms using the provided exten-
sion and uses the same water
supply line as the old shower
arm. It features an integrated wall
bar and has three spray settings.
For FREE information, visit
http://pb.ims.ca/5331-148

Gerber

Plumbing Fixtures

Featuring a matching pedestal
lavatory and toilet, the Brianne suite
from Gerber Plumbing Fixtures also
includes a French country-styled
faucet sold separately. The pedestal
has a rounded front leg and comes
in standard lavatory or petite
basins. The Brianne toilet uses the
company’s XP3 gravity-fed flushing
technology. For FREE information,
visit http://pb.ims.ca/5331-146

Grohe
The Relaxa Ultra line includes a hand
shower, two showerhead styles, a i
body sprayer and a shower set. Made
by Grohe, the shower head has five il
spray patterns: normal, jet, rain, cham-
pagne and massage. Finishes include
the company’s StarlLight chrome,
brushed nickel and oil-rubbed bronze.
For FREE information, visit http://
pb.ims.ca/5331-144

Kohler
Inspired by mp3 players, the DTV thermo-
static controller from Kohler handles water
temperature, showerheads, hand showers
and body sprays all with the touch of a but-
ton. The unit controls flow rates of up to 21
gallons per minute and can feed up to eight
showerheads. The DTV can be installed
inside or outside the showering space.
For FREE information, visit
http://pb.ims.ca/5331-147
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Who’s YOUR candidate for the

Professional

fgBuilder

Here's your chance

to nominate the building company YOU think
sets the standard for all the rest.

On your letterhead please indicate the name and complete address
of your nominee along with your name, title and contact information.

Evaluate your nominee by these criteria:
Is the company...

e excellent in all aspects of home building?

e innovative in all areas of operations including design, management,

building practices, marketing, community relations, customer
satisfaction, productivity and profitability?

o highly reputable in the market(s) served?

e employing and retaining the
brightest and best personnel?

And... if this is the right company

to be the 2008 Professional Builder
Builder of the Year,

why is this the right year?

The 2008 Professional Builder
Builder of the Year will be awarded
at the 2007 Prafessional Builder
Benchmark conference in Atlanta,
September 25-28, 2007.

www.ProBuilder.com/BuilderoftheYear
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Bert Selva
CEO, Shea Homes
2007 Builder of the Year

Nominate your candidate for the 2008
Professional Builder Builder of the Year!

Send your nomination by June 1, 2007 to:
2008 Professional Builder Builder of the Year
Attn: Paul Deffenbaugh
2000 Clearwater Drive, Oak Brook, IL 60523

paul.deffenbaugh@reedbusiness.com
(Subject line: Builder of the Year Nomination)

Questions?
Contact Paul Deffenbaugh, 630/288-8190



It's your business

Reed up on it

VWEBSITES, E-NEWSLETTERS,
WEBCASTS, MAGAZINES,
RESEARCH, EVENTS

For information on how we can help you,
visit www.reedbusiness.com/us

Reed Business
Information.




What do you sell to your sales team? Times have changed, and understanding what made

you successful doesn’t always translate well to today’'s market. How can you entice the buyer and protect your

margin? How do you cut costs without whittling away value? Be among the collective intelligence of the best

and brightest thinkers in the business as we delve into today’s tough questions and refocus, rethink and then,

rediscover The New Basics.

highFl\lE TEAM DISCOUNT

Our newest registration option, the PCBC High Five Team Discount
is designed with your budget in mind. This program will enable
you to bring your entire team and key clients to PCBC® 2007

and still come in under budget. Purchase five Full Conference
registrations for the cost of three. And, with the High Five Team
Discount, you have total flexibility to make name changes right
up to the time your registrants pick up their badges. So go
ahead, let us give you a High Five, or ten or fifteen or...

PCBC® 2007
the new basics

HOMEBUILDING'S PREMIER CONFERENCE & TRADESHOW
MAY 29 - JUNE 1, 2007

MOSCONE CENTER, SAN FRANCISCO

WWW.PCBC.COM / 800.956.SHOW

For FREE info go to http://pb.ims.ca/5331-60



Y

More Competitive Bids
On Your Business Purchases
Less Bull

Streamline your business purchasing process | Use BuyerZone to get FREE price quotes
by using BuyerZone to get fast, competitive bids for the following types of purchases:
from top local and national vendors. e Construction Equipment
e Construction Software
Join the millions who have saved time and money | ¢ Office Equipment & Furniture
by relying on BuyerZone’s Request for Quotes service : FgﬁllersB& Cfgmamers
across more than 125 categories of business purchases. & Benefits

i e Air Compressors
Best of all, it’s free. o Equipment Leasing

e Security Systems
Buy smarter and start saving today! ¢ Marketing Services

. . e Telecommunications
Visit www.BuyerZone.com ..and more

Buywerzvne

here Smart Businesses Buy and Sell

A division of

Q Reed Business Information.

www.BuyerZone.com




It’s Time to Enter
the Most Prestigious
New-Home Design
Competition in

the Industry.

Professional Builder and the NAHB Design Committee invite builders,
architects, designers, developers, land planners and interior designers
to show off their best work in the 24th annual Best In American
Living Award competition.

Visit www.ProBuilder.com/BALA to download the entry registration
form and requirements. Return your form and fees and you'll receive an
Official BALA Entry Notebook in which to submit each of your entries.

Winners will be honored at a celebration dinner sponsored by
Professional Builder magazine and NAHB during the 64th
International Builders Show®, February 13-16, 2008 in Orlando.

Be part of the fun. Earn national recognition
for your work. Enter BALA 07!

= SINGLE FAMILY

= MULTI-FAMILY

= CUSTOM

= AFFORDABLE

® ATTACHED

= COMMUNITY

= SMART GROWTH

= HUD SECRETARY’S AWARD
= NTERIOR DESIGN

Aacion

For registration form, requirements and 2006 BALA winners visit:
www.ProBuilder.com/BALA



Who’s YOUR candidate for the

Professional
Build

gsBuilder

Here's your chance

to nominate the building company YOU think
sets the standard for all the rest.

On your letterhead please indicate the name and complete address
of your nominee along with your name, title and contact information.

Evaluate your nominee by these criteria:
Is the company...

e excellent in all aspects of home building?

@ innovative in all areas of operations including design, management,

building practices, marketing, community relations, customer
satisfaction, productivity and profitability?

e highly reputable in the market(s) served?

e employing and retaining the
brightest and best personnel?

And... if this is the right company

to be the 2008 Professional Builder
Builder of the Year,

why is this the right year?

The 2008 Prafessional Builder
Builder of the Year will be awarded
at the 2007 Professional Builder
Benchmark conference in Atlanta,
September 25-28, 2007.

www.ProBuilder.com/BuilderoftheYear
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Bert Selva
CEO, Shea Homes
2007 Builder of the Year

Nominate your candidate for the 2008
Professional Builder Builder of the Year!

Send your nomination by June 1, 2007 to:

2008 Professional Builder Builder of the Year
Attn: Paul Deffenbaugh
2000 Clearwater Drive, Oak Brook, IL 60523

paul.deffenbaugh@reedbusiness.com
(Subject line: Builder of the Year Nomination)

Questions?
Contact Paul Deffenbaugh, 630/288-8190
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ADVERTISEMENT

Product Showcase / Interior/Exterior

FLEXIBLE MOULDINGS

BYy OUTWATER

FREE 1,100+ PAGE

Outwaters ORAC DECOR®
Flexible Polymer Mouldings
enable you to easily create “on
demand” radii right on the job
site to suit almost any inside,
outside or arch radius applica-
tion without profile deforma-
tion of causing excess stress to
the mounting surface. ORAC
DECOR® Flexible Mouldings
can be installed using typical
woodworking equipment and
do not require priming before
finishing.

MASTER CATALOG!

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

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)
gi 1-800-835-4400 (Sales) * Fax 1-800-835-4403

1-800-789-6633

www.outwater.com

New Jersey ® Arizona ¢ Canada

e

Makes Surface

P?otéc ion
& Dust Control

E .

www.protectiveproducts.co

For FRE

7

E info go to http://pb.ims.ca/5331-202

CREATE A
'WATERTIGHT SHOWER

NobleSeal® TS
Thin-set waterproofing
for shower walls, floors,

shower pat
liner. Mad
from CPE.
Stays flexib

With square or
round strainers.

Positive Weep
Protector™
Keeps weepholes clear.

PRO-SLOPE™

A preformed composite that creates the

code required slope. Easy to install.

For FREE info go to http://pb.ims.ca/5331-201

Noble Niches

and Curbs
Waterproof,
lightweight &
“tile ready”.
Install in
minutes.

800-878-5788

www.noblecompany.com

le.

DK LINER

T e Cu tom_‘ iche In 20 Minutes

For FREE info go to http://pb.ims.ca/5331-203

! L.

13
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ADVERTISEMENT

Interior/Exterior / product Showcase

The Estimating Tool
Pros Rely On...

Scate MASTER n

Advanced Digital Plan
_Measure with Optional
PC Interface

If you're:responsible for
estimating, bidding or planning,
the Scale Master Il is easy-
to-use for fast, accurate
Lmear Area and Volume

outius con U B take- offs. The optional
autius Cabinstry s manifeccdreay PC Interface Kit makes
Ron Whitten WoodiDesigns LLC feaple th Input values

S
800°975-2805/ Toll'F ) . .
A 04010quree\\\i\ directly into @ spreadsheet
£ 0 )20 Jou 1 d "~ 3 %
or estimating program.

www-.nautiluscabinetrycom
For FREE info go to http://pb.ims.ca/5331-204 YOU'” Reduce Errors,

Save Time and Save

N . I

\Environmentally el
Friendly Water o

Purification e

* 91 Built-in Scales: 50 Imperial (Feet-Inch) and 41 Metric for
architectural, engineering and civil/map_scaling >

* Eight “Custom” Scales: define any-scale for out of scale plans

 Wide range of Dimensional Units: Decimal Feet, Feet-Inches,”
Decimal Yards-Feet-Inches, Miles, Nautical Miles, Acres,
Millimeters, Meters, Kilometers, Hectares — square and cubic
formats

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

* Manual or Auto Count Feature: “Count” how many times a dis-
tance has been rolled

OPTIONAL PC INTERFACE KIT

The PC Interface Kit is fully compatible with Win
3.0 and up, Windows 95, 98, 2002, NT and XP.
Reduce the potential for costly transcribing errors
Model 6215

SEAGULLIV drinking water purifiers add value by providing the
home owner with great tasting, “All Natural” purified
water instantly, for drinking, cooking and ice cubes.
These easy to install, compact systems are
independently certified to meet EPA Standard
for Microbiological Purifiers against
bacteria, cysts and viruses.They
remove foul taste,odor, and
chemical pesticides such as chlorine
without needing electricity, chemicals,
or wasting water.

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

\J‘ \(‘ U I\/ - _] CALCULATED Visit us on the web at:
Drinking ’\;\later Purifier \ J - INDUSTRIES®  v-calculated.com Q

4840 Hytech Drive, Carson City, NV 89706  1-775-885-4900 ¢ Fax: 1-775-885-4949
Promo Code: PROBSM-407

800-441-8166 - www.generalecology.com

PROFESSIONAL BUILDER APRIL.2007 HOUSINGZONE.COM

For FREE info go to http://pb.ims.ca/5331-205
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ADVERTISEMENT

Product Showcase / BUsiness Solutions

TRODUCING

ConstructionSuite 2007

3D by: Dean Eckman

Simply the Fa'stest
Way to Draw Houses

SoftPlan Version 13

floorplans

elevations & sections
framing diagrams
3D renderings

SNUORDNIISUOCD W,
00Z 421D Ad &,

Version 13
for a free demo

1-800-248-0164

www.softplan.com ARCHITECTURAL DESIGN SOFTWARE FREE TRI AL

UDA  1.800.700.8321 www.constructionsuite.com

For FREE info go to http://pb.ims.ca/5331-206 For FREE info go to http://pb.ims.ca/5331-207

A tool that ... Sells More Homes \tou I Ti me MaCh i ne

Time Saving D\esign Software Offers:

While Managing Selections, all

from the same desktop ... THEIRS!
_ » Ease of Use

’ Instant Presentations
’ chk Client Approval
» Reduced Drawing Time

sales are down?
selection process stalled?

BuilderVision is the ultimate customer service tool...helping your i i !
customers design their home and make selections online; and a ’ |2 e
great lead management tool for you, taking the homebuyer from - —

prospect to customer and managing the contact data throughout "Cadsoft .

envi SLI omw e er
Turn a Browser into a Buyer - with BuilderVision

< ‘Z Online Sales & Selection Center Building Design Software

: TN Call for a Free Demo
BuilderVisien 888-223-7638  www.cadsoft.com

Phone: 248-380-9080 www.buildervision.com
For FREE info go to http://pb.ims.ca/5331-208 For FREE info go to http://pb.ims.ca/5331-209
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INEW from the manufacturers of BETTER-BENCH®

Products listed are produced of a
corrosion resistant alloyed aluminum
with an elastomeric-waterproofing
and antifracture coating combined
with an aggregate bonding

base. Finished materials, ceramic
file, marble, granite, etc. can be
apphed |mmed|c‘re|y after product
installation utilizing sfand?:rd
mastics or thin-set. Listed products
are supplied with wall fasteners
which may be used with/without
preinstalled wood blocking. Also try
our Floating Shelf™, a tile ready
| shelf support, for use with any
Recess-™ units.

BETTER- BEI\ICH

The Shower
Bench Solution
An easy fo install bench-
forming system that
replaces the complex
methods currently in use.

REC 614
REC 1414 REC 1418

Floaﬂng Shelf™

For more information or a distributor near you, call

1-800-382-9653
> INNOVIS CORPORATION
www.innoviscorp.com

For FREE info go to http://pb.ims.ca/5331-210

COMMERCIAL RESIDENTIAL

CASEWORK

CASEWORK

f— CabParts produces easily assembled,
frameless, modular cabinet boxes,
custom-sized casework, drawer boxes,
adjustable shelves, slab-type doors and

CabParts.

Your Case Work Made Easy

drawer fronts plus a modular, wall-hung
closet/storage/organizer system. Service
nationwide has been provided since 1987.

t— The CabParts product line is specifically
suited for use by Cabinet and Millwork
Shops, General and Remodeling
Contractors, Building Maintenance
Departments, Design/Build Firms, \
Architects and Project Managers.

— Outsourcing your casework requirements
from CabParts means:

¢ increased profitability

¢ higher productivity

¢ better cost control

¢ consistent quality

www.cabparts.com
Confirmat Joinery Dowel Joinery For the full story on CabParts
or to download a FREE digital catalog
please visit our website
www.cabparts.com
or give us a call at 970.241.7682

A .
= S

When properly assembled & installed
CabParts meets or exceeds AWI custom grade

For FREE info go to http://pb.ims.ca/5331-212

ADVERTISEMENT

Interior/Exterior / product Showcase

THE BUILDER'S CI

iu)l( E

ALUMIN

BT =F

* Bracketed system is easy
to install

For FREE info go to http://pb.ims.ca/5331-211

Finlandia Saunas
are a Cut Above The Rest...

...with the highest quality materials and old country

craftsmanship. In fact, we still use 1" x 4" wall and
ceiling boards, while our competitors use only
1/2" x 4". That's why more architects and builders
come back to Finlandia Sauna again...and again...
for easy and trouble free installation of any standard
or
custom size, as well as best finished product.

For FREE info go to http://pb.ims.ca/5331-213
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107



PROFESSIONAL BUILDER APRIL.2007 HOUSINGZONE.COM

108

ADVERTISEMENT

Product Showcase / Interior/Exterior

'l Now you can easily implement
| effective operational procedures.
CBMS starts with an
organizational chart and clearly
defines responsibilities for every
position, inside the office and in
the field, regardless the size of
your company. This ready-to-use

MANAGEMENT SYSTEM is
designed for builders who are
icommitted to delivering real value
to their customers while
making more money.

MANAGE YOUR BUSINESS

For FREE info go to http://pb.ims.ca/5331-214

Peachtree Entry Doors

Peachtree Entry Doors make a statement with monu-
mental transoms, decorative glass options, custom grille
patterns, multiple hardware finishes, and 9 different
clad frame colors. Every door comes standard with
a High-Performance Sill System at no extra charge.
And every component, from the door panel and alu-
minum-clad door frame to the sill and weep systems,
is designed as part of a complete system. All under
one comprehensive warranty from one manufacturer.
Prefinishing capabilities are also available. Learn more at
www.peachtreedoor.com or call 800-732-2499.
Peachtree Doors & Windows

For FREE info go to http://pb.ims.ca/5331-215

Great References!

This set sells for 6500
plus shipping if
ordered by April 1.

NC residents will be charged 7%
taxes on the total.

taker

playground equipment

Tiptaker, Inc.

www.tiptakersplaygroundequipment.com

sales@tiptakersplaygroundequipment.com

For FREE info go to http://pb.ims.ca/5331-216

Zo-e-shield Now Available with Weather Shield.

Tomorrow's glass technology is available
today with Zo-e-shield™, an exclusive
glazing system now available on many
window and door products from Weather
Shield® Windows & Doors. Custom
engineered to improve a home’s energy
savings, provide interior fading protec-
'l tion and make glass cleaning easier;
| Zo-e-shield is available in three perfor-
mance levels: Zo-e-shield 5, Zo-e-shield 6
and Zo-e-shield 7.

Learn more at www.weathershield.com

or call 800-477-6808.
Weather Shield Windows & Doors

For FREE info go to http://pb.ims.ca/5331-217

TechTrim™ One-Piece Polymer Corner Trim

With an embossed woodgrain texture, TechTrim
one-piece corner exterior trim adapts to 88- to
92- degree corners. TechTrim one-piece corner
trim is available in 10-foot lengths and in normal
widths of 4 and 6 inches. As with all the TechTrim
products, the corner trim is engineered to resist
splitering, cracking, peeling, and warping. TechTrim
is impervious to the elements and the damage
caused by varying weather cycles.

www.techtrimproducts.com/pba
Phone: 866-568-9866

For FREE info go to http://pb.ims.ca/5331-218

VISIONS 3000 SERIES

A heavy-duty, multi-chambered frame

enhances structural performance. A
metal-reinforced sash increases over-
all rigidity. And a fusion-welded sash
and panel corners improve strength
for added resistance against wind and
water. Simply put, this is one tough
vinyl window. For more information,
call 800-584-7680 or

visit www.visionswindows.com.
Visions Windows & Doors

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

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

rL) JM’J
Lor L,

For FREE info go to http://pb.ims.ca/5331-219

www.housingzone.com/research




WWW.TECSUNFLOORING.COM
For FREE info go to http://pb.ims.ca/5331-252

| COLUMNS, BALUSTRADES

& MOULDINGS

| + Fiberglass Columns

¢ Poly/Marble Columns

¢ Synthetic Stone
Balustrades
& Columns

¢ Wood Columns

¢ Cast Stone
Balustrades & Details

¢ Polyurethane
Balustrades,
Mouldings & Details

¢ GFRC Columns
& Cornices

* GRG Columns
& Details

o
v

Custom Quotations:

800-963-3060 |.

YOUR TICKET TO
MUST-HAVE,
HARD TO FIND
INFORMATION

For FREE info go to http://pb.ims.ca/5331-253

90E|d1oMEN

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

* News & Articles

e Latest Product Trends

* Forums & Web Casts

* Plans & Projects

* HZ University

* Cost Estimators

e Awards & Events

* Business Tools

* Research & Data

* Subscriptions for Digital
Editions of Magazines

* Subscriptions for Digital
E-Newsletters

{ <. '-4
riglsing
Loz www.WorthingtonMillwork.com
www.housingzone.com/research

1.800.872.1608

WORTHINGTON

6950 Phillips Hwy, Suite 20 ® Jacksonville, FL 32216

Your Only Source For Fine Arch1tectural Deta1l

Columns e Balustrades ® Moldings

Call for a FREE Catalog.

For FREE info go to http://pb.ims.ca/5331-254



MarketPlace

f« '4-1

Wroughta lron

ARCHITECTURAL PAY MALL

17W300 22nd St., 2nd Floor

Oakbrook Terrace, IL 60181
877-279-9993

Ig www.architecturalmall.com

SAve)up to,50 %
3 Samples*
Shipped to jobsite
sLarge selection from FHA
to upscale desngner carpets

Fire Stop Device
Control No: 25XC

* Place Dryer FIush to Wall

* Minimize Service Calls

Jrr- 0-4i/afe * Eliminate One Elbow | |
/".'rechnologies Inc 888-443-7937 WWWoDryerbox.com

For FREE info go to http://pb.ims.ca/5331-257

TECSON’

4 Elegant and contemporary
designs

¢ Quiet powerful flushing
performance

4 Fully glazed passage way

4 Low water consumption
(6Lpf/1.6Gpf)

4 Packaged complete with
tank, tank cover, fittings
and chrome plated trip
lever

4 ANSI/ASME compliant
4 Limited lifetime warranty

(
626-968-7566
FAX: (626) 968-7576
425 S. Sixth Ave. * City of Industry, CA 91746
WWW.TECSUNBUILDING.COM

For FREE info go to http://pb.ims.ca/5331-258

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
For FREE info go to http://pb.ims.ca/5331-259

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



Shaped and
Secured in
Seconds!

Shape it by hand

Secure the shape with nails or staples

0SB sections link easily to form any length

Works with typical wood 2x4 as top & bottom plates
Nail, cut & anchor with same tools used for lumber
Use as curved vertical studs (non-load bearing)
Minimum outside radius is 12"

“THE CURVED WALL PEOPLE!™

TOLL FREE 866.443.3539 =va info@flexabilityconcepts.com

wes www.flexabilityconcepts.com

For FREE info go to http://pb.ims.ca/5331-260

Don't Ferget Te Udventise

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

Jamsill help
Gu ard" prevent

How did your & =
|ast door installation

leaking

doors

PANou? b
=
l/‘}
| 1\\’ —

1-800-JAMSILL J
(526-7455)

Jamsill Guard®

www.jamsill.com/ProBuilder Sill Pan Flashing for Doors & Windows

For FREE info go to http://pb.ims.ca/5331-261

Fill, bond, and laminate
AZEK’ Trimboards!

TrimBonder
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, fitsstandard caulking gun

Devcon

' Construction Products Group

1-800-933-8266

www.trimbonder.com

AZEK is a registered trademark of Vycom Corporation.
Devcon and TrimBonder are registered trademarks of lllinois Tool Works.
©2006 [TW Devcon. All rights reserved.

Available through your local
AZEK* Trimboards dealer

For FREE info go to http://pb.ims.ca/5331-262

PLUMB-JACK
WALL BRACE

e Cost-Effective

HNineo

e Adjustable

* Reusahle
Phone: 866-557-6244 e Gontractors
www.vincomfg.com Buy Direct!

For FREE info go to http://pb.ims.ca/5331-263

Place Your Ad TODAY in

Professional
Call Shelley Perez ot 630-288-8022
Fax: 630-288-8145




MarketPlace

The perfect tool
for making profits in
the closet business.

For FREE info go to http://pb.ims.ca/5331-264

Nobody dreams of having
multiple sclerosis.

Some dreams are universak,hitting a ball over the Green Monster;
winning the World Series wit rand slam in the bottom of the
ninth inning. Finding out that you e MS is not one of them.

Multiple sclerosis is a devastating diseas®f the central nervous
system where the body's immune system attacks the insulation
surrounding the nerves. It strikes in the prime of lifé» and changes
lives forever.

This is why the National MS Society funds more research an
provides more services 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, visit us
online at national ' = society.org, or call 1-800-FIGHT MS.

NATIONAL
MS MULTIPLE SCLEROSIS
. SOCIETY

/\

The construction industry can be full of

headaches and holdups. This isn't one of them.
Custom closets are easy to design, simple to install
and extremely 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.
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Emerging Issues / The Closing Table

Financial KPls

Understand key performance indicators and you're halfway to the loan you need.

>> BY CHUCK SHINN, THE SHINN GROUP OF COMPANIES

In this column, I’d like to drill on key per-
formance indicators lenders use to determine
financing, advice that can complement tips in
our article on obtaining lender financing on

page 30.

Prior to submitting your loan
package, you must know
the key indicators and ratios
your lender will be looking
at. You'll also want to know
the expected performance for
each ratio. Bear in mind, the
expected performance will
change with changes in the
economic environment. The
lenders will use the indica-
tors to determine the credit
worthiness and the financial
risk of making the loan.

Typically, lenders will look
at the following indicators:

B Cash flow: The ability
to service the debt and repay
the loan is the single most
important factor lenders will
consider.

B Balance sheet and capi-
tal structure: Lenders want
to know how much capital at
risk or investment the owner
has in the company. Make
sure you include personal
loans to the company in your
investment number that are
properly footnoted, and indi-
cate the actual amount of
loan and capital.

B Liquidity is another key
measurement calculated from
the balance sheet, and it direct-
ly measures the ability of the
company to support its cash

obligations. This measure-
ment is commonly known as
the current ratio and is cal-
culated by dividing current
assets into current liabilities.

Current Ratio = Current
Assets/Current Liabilities

Current assets include all
the assets that will be con-
verted into cash within the
next 12 months. Current lia-
bilities include all obligations
to be paid within the next
12- month period. The expect-
ed performance for this ratio
is 2 to 1; however, home build-
ers typically do not do very
well in this measurement and
lenders will generally accept a
ratio of 1.5 to 1.

B Financial stability: This is
typically measured by looking
at the sales trend and the effi-
ciency by which the company
utilizes its resources or assets.
Efficiency is measured by what
is called a turnover ratio, with
the asset turnover calculated
by dividing total assets into the
sales for the year.

This measurement pro-
vides a look at operational
efficiencies in the field, man-

Asset Turnover =
Sales /Assets

agement of spec inventory
and efficient utilization of
other resources such as land.

B Operating performance,
such as return on assets and
return on equity: These mea-
surements, or ratios, reflect
both the profitability of the
company as well as the effi-
ciency by which the company
utilizes its resources. As we
look at the formulas for each
of these measurements, we
need to understand the com-
ponents to be able to maxi-
mize their performance.

The formula for return
on investments is almost the
same as return on assets,

the current requirements are
S0 you can structure your sub-
mission accordingly. PB
Since 1975, Chuck Shinn Jr.,
a consultant and industry edu-
cator with a doctorate in busi-
ness management, has improved
the management skills of home
builders to increase their prof-
its, quality and customer satis-
faction. He can be reached at
cshinn@shinnconsulting.com.

LOG ON To read ‘Key

L Performance Indicators

to Help Homebuilders Obtain
Financing’ on our Web site, visit us at
www.ProBuilder.com/
emergingissues

Return on Assets = Return on

Sales x Asset Turnover

Profits/Assets = Profits/Sales x

Sales/Assets

except that it introduces lever-
age: the relationship of bor-
rowed funds to owners equity,
which as it increases, will
increase the return on invest-
ment as well as the risk.
Recently banks have been
tightening their loan require-
ments. You should talk to
your banker before submit-
ting your loan application or
renewal to determine what

Return on Investment = Return on
Sales x Asset Turnover x Leverage

Profits/O.E. = Profits/Sales x Sales/

Assets x Assets/O.E.
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Call your dealer or 1.800.255.0785

for a FREE sample.
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For more information and complete product warranties, see www.jeld-wen.com/auralast. ©2005 JELD-WEN, inc. JELD-WEN, Auralast and Reliability for real life are trademarks or registered trademarks of JELD-WEN, inc., Oregon, USA
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Exterior Premium Pine Door 1863AP

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

Auralast™ Wood

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

N 1 =
| 77 / /
NE /7
4 V1
Dip-Treated Wood

Dip-treated wood is only protected on the surface.

i

Wood Radius Casement Window Exterior Premium Pine Door 1836AP Wood Double-Hung Window

JELD-WEN® windows and doors with Auralast™ wood will remain beautiful and worry-free for years. Unlike
Awaﬁa/st
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dip-treated wood, Auralast wood is protected to the core to resist decay, water absorption, and termite

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

m

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

BEE RELIABILITY for real lifer JELIXWEN.

For FREE info go to http://pb.ims.ca/5331-58

WINDOWS & DOORS





