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With the Super ModelSM advantage,
you’ve won before your competition even starts. 
Merillat has spent years studying shopping behavior in model homes. We took that and created the Super Model.
Here we reveal the features and upgrades that make one kitchen stand out from competitive model homes. We’ve
also created merchandising materials to highlight important design features. Shoppers spend more time, interact
more and react more positively. Plus, they’re 54% more interested in buying the home. Isn’t that the point?

Visit the seen-it, done-it, studied-it kitchen experts at merillat.com
or call 1-888-444-4642.
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Who’s getting one?

If payment in full of the New Balance on your billing statement is credited to your Account within 10 days after your statement Closing Date, you will receive a discount of 2% if your
Eligible Purchases made during the billing period covered by that statement exceed $5,000. If your Eligible Purchases are less than or equal to $5,000, you will receive a Discount of 1%.
If you pay at least 10% of your New Balance (plus the entire amount of any previously deferred amounts) by the Please Pay By date on your billing statement, you may defer payment of the

THE PLUM CARD.SM     THE FIRST EVERYTHING, EVERYWHERE 
On November th, applications for the Plum Card from American Express OPENsm  will 
become available.  We’re initially releasing , Cards, and we’ll be announcing some 
of the first members on December th during MSNBC’s “Your Business.” If a Card that 

UP TO 2%
EARLY PAY
DISCOUNT
 UP TO 2 MONTHS
DEFER PAY 

OR

PBX071101-MAG_.indd   6PBX071101-MAG_.indd   6 10/17/2007   4:19:03 PM10/17/2007   4:19:03 PM

remainder of that New Balance until the Please Pay By date shown on your next billing statement. Your Account must be in good standing in the month in which you exercise the Defer Pay 
Option. Additional terms, conditions and restrictions apply. For full details, visit PlumCard.com. © 2007 American Express Bank, FSB. All rights reserved. 

TRADE TERMS CARD FROM AMERICAN EXPRESS OPEN.SM

offers you the choice of up to  early pay discount or up to two 
months defer pay can change the way you do business, please visit 
PlumCard.com to learn more. We can’t wait to see what you do with it. 

APPLICATION AVAILABLE

NOV. 5
 RESERVE
APPLICATION
PLUMCARD.COM

AT

For FREE info go to http://pb.ims.ca/5339-2
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Aerogel insulated toe—Thinsulate™ Zone insulation—Cold weather fl exible outsole

YOU CAN’T SEE THE INSULATED STEEL TOE, BUT YOU 
CAN FEEL YOUR TOES ALL DAY LONG.     THERMAL FORCE.>

PRO35642_ProBlder_Therm.indd 1 9/19/07 12:18:47 PM

For FREE info go to http://pb.ims.ca/5339-3
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Doing the job quickly doesn’t mean you can’t do it right. With Quik Drive® auto feed 
systems by Simpson Strong-Tie®, you’ll avoid costly callbacks and the delays that 
follow. Easy to master and effortless to use, Quik Drive offers a range of professional-
grade attachments and quick-loading fastener strips. Uniform screw advancement, 
smooth driving action and self-locking depth adjustment for the perfect countersink 
are just a few features that help you do the job quickly—and just once. 
For information, visit www.strongtie.com or call 800.999.5099.

Finish the job once
       …and for all. 

SSTM-QDBUILDER_7_7-8x10_1-2.indd1 1 2/9/2007 5:07:36 PM

For FREE info go to http://pb.ims.ca/5339-4
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New Therma-Tru glass designs can transport an entryway anywhere from Barcelona to the French 

Quarter. We constantly update our product line to meet your customers’ needs. For a closer look at 

our new door styles and glass designs, visit your local dealer or go to www.thermatru.com.

Every New Look Is  

028376thermProfBuilder_BldrSprd.indd 1 8/2/07 9:06:46 AM

For FREE info go to http://pb.ims.ca/5339-5
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New Glass Designs From Therma-Tru® Doors.

Camed Designs

Wrought Iron Designs

 Worth A Second Look.

BlackstoneBella

SalinasCamino Augustine

028376thermProfBuilder_BldrSprd.indd 1 8/2/07 9:06:46 AMPBX071101-MAG_.indd   13PBX071101-MAG_.indd   13 10/17/2007   4:27:42 PM10/17/2007   4:27:42 PM



THE
CUSTOMER
IS ALWAYS
RIGHT.

Armstrong Cabinets was
ranked “Highest in Customer
Satisfaction with Cabinets” by
J.D. Power and Associates.

www.armstrong.com

Armstrong Cabinets received the highest numerical score among cabinetry
brands in the proprietary J.D. Power and Associates 2007 Cabinet Satisfaction
StudySM. Study based on responses from 842 consumers measuring 7 brands
and measures opinions of consumers who purchased new cabinetry within the
previous 12 months. Proprietary study results are based on experiences and
perceptions of consumers surveyed in April-May 2007. Your experiences may
vary. Visit jdpower.com.

For FREE info go to http://pb.ims.ca/5339-6
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It’s amazing what happens when 
you’re not watching. From 2001 to 
2005, I worked on a business start-
up in the housing industry. That 
kind of activity requires a completely 
self-absorbed immersion, so I didn’t 
follow much of what was going on in 
the industry at a wider level. Imagine 
my surprise when I resurfaced to find 
that the biggest trend sweeping across 
builders was customer satisfaction.

Back in the late ’90s, when I spoke 
in front of groups of builders and 
remodelers, I often used the line, “The 
only people worse at customer service 
than remodelers are home builders.” 
Perhaps that was a rash indictment of 
the whole industry, but it did point to 
an essential problem.

Home builders were so focused on 
controlling costs, cycle times and land 
purchases that they forgot when they 
turned the keys over to a buyer that 
their responsibilities continued. For 
many, the only nod to customer service 
was improved warranty work.

Today, though, we see builders 
focused on delivering the highest qual-
ity customer service beginning at the 
initial contact and never really ending.  
They are building customers for life. 

Why the sea change? One answer: 
J.D. Power.

Senior Editor Bill Lurz delves into 
the influence J.D. Power has had on 
the housing industry since it first 
began surveying home buyers 11 years 
ago. By bringing the religion of cus-
tomer satisfaction to builders, J.D. 
Power should get high marks. But 
what does the industry think?

Builders and others have qualms 
with the potential conflict of inter-
est between the reporting side of J.D. 
Power’s business and the consulting 
side. But builders should also have 
qualms about how some of their col-
leagues have reacted to the survey. 
Instead of improving customer satis-
faction, many builders have improved 

how they manage the J.D. Power sur-
vey process. 

Such is the strength of J.D. Power 
that many sources would only speak on 
condition of anonymity. (In journalism 
speak, they are on the record but not 
for attribution.) Certainly, J.D. Power 
competitors we interviewed want to 
keep their heads down so they are not 
seen bashing the competition publicly. 
While the competitors did raise some 
issues, they were, for the most part, 

remarkably even handed. But even 
builders are reluctant to address the 
impact of this behemoth.

When people are unwilling to speak 
openly for fear of some kind of retribu-
tion — whether real or not — it creates 
a kind of Petri dish of anonymity. In 
such an environment, it’s not unusual 
for rumors to spread faster than bac-
teria. 

In the case of the J.D. Power influ-
ence, most of those rumors are about 
conflicts of interest and strong-arm 
techniques. In our story, we report only 
what can be substantiated. What we 
reported, we learned through multiple, 
reliable sources. 

In the final say, the J.D. Power 
influence has been enormously posi-
tive in the housing industry. No matter 
what your role in this industry, our 
shared focus is delivering the highest 
quality homes with the best home-buy-
ing experience to our customers. J.D. 
Power’s survey’s of home buyers and 
their brand awareness have made that 
focus clear and sharp. PB

Satisfaction Power
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PERSPECTIVE
by Paul Deffenbaugh

In the final say, the J.D. Power 
influence has been enormously positive 
in the housing industry.  ‘‘

Paul Deffenbaugh
Editorial Director
630/288.8190
paul.deffenbaugh@reedbusiness.com

Sister publication goes digital; Register now

www.getfreemag.com/gia
Have you heard the news? Professional Builder’s sister publication, Housing 
Giants, is going digital. We’re taking the same great content and increasing 
the frequency and Internet connectivity. If you receive Housing Giants or 
would like to receive the digital version that starts in February, go to www.
getfreemag.com/gia and answer YES to the digital question. 
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BUILT BEYO 
THE FULL-SIZE TUNDRA. This truck will withstand even the most rigorous inspection. The Tundra’s available 5.7L V8 

delivers 381 hp, 401 lb.-ft. of torque and up to 10,800 lbs. of towing capacity.1, 2 Its huge bed can stow a shop full of tools or 

materials with an available payload capacity up to 1990 lbs.1, 3 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  

PBX071101-MAG_.indd   16PBX071101-MAG_.indd   16 10/17/2007   4:35:52 PM10/17/2007   4:35:52 PM

ND CODE.

Options shown.
1 4x2 Regular Cab Long Bed with 5.7L V8. 
2 Before towing, confirm your vehicle and trailer are compatible, hooked up and loaded properly and that you have any necessary additional equipment. Do not exceed any 
Weight Ratings and follow all instructions in your Owner’s Manual. The maximum you can tow depends on the total weight of any cargo, occupants and available equipment.
3 Payload is the GVWR minus curb weight and includes weight of occupants, optional equipment and cargo, limited by weight distribution. Payload is not the Vehicle Capacity 
Weight as defined by FMVSS 110, which will vary according to installed optional equipment. 
©2007 Toyota Motor Sales, U.S.A., Inc.

THE TRUCK THAT’S CHANGING IT ALL.

For FREE info go to http://pb.ims.ca/5339-7

PBX071101-MAG_   17PBX071101-MAG_   17 10/18/2007   10:49:39 AM10/18/2007   10:49:39 AM



   “City 
Environments“
An inside-and-out look at family city living

February 13 — 16
at the International Builders’ 
Show®, Orlando

Visit three fabulous infi ll homes:

■ Comfortably Affordable — geared to 
 fi rst-time buyers

■ Tech-Ready Luxury — the fi nest in 
 fi nishes and amenities

■ Green Home — 2 stories showcasing the 
 techniques of green design and building

See the latest building products 
installed and in action from these 
premier sponsors:

BHK of America | Laminate Flooring

BlueLinx | Siding

Carrier | HVAC

CONTECH Bridge Solutions Inc. | Bridge Solutions

Cultured Stone | Exterior Stone

Crane Performance Siding | Siding and Exterior Stone

The Dow Building 

& Construction | Housewrap

DuPont Surfaces | Countertops

Electrolux Home Products | Appliances

Find Show Village in the Outdoor Exhibits area behind the convention center — Parking Lot D

Siemens Energy & 

Automation Inc. | Structural Wiring and Panel Boxes 

Therma-Tru Doors | Entry Doors

ThyssenKrupp Access | Elevators 

Universal Forest Products | Open Web Floor Truss

USG | Crack-Free Drywall Corners & Mold-Resistant Tile Backer 

Viega | Piping System

VT Industries Inc. | Laminate Countertops

Western Red Cedar Lumber Assn. | Decking

Honeywell | Insulation 

Icynene Inc. | Insulation 

Lasco Bathware | Bathtubs

Latitude | Decking and Railings 

LiteTouch | Lighting Control Systems

Maze Nails | Nails

Nisus Corp. | Bora-Care with Mold-Care

Owens Corning | Roofi ng and Insulation

Panasonic | Ventilation Fans and TVs

Pella Windows & Doors | Windows and Entry Doors

Green Home

Homes are OPEN before, during and 
after IBS® show hours. Visit Show Village:

■ Wednesday, Thursday, Friday: 8:30 a.m.–6 p.m. 
■ Sat: 8:30 a.m.-1:00 p.m.

ROCKIN’ BLOCK PARTIES:
■ Wednesday, Thursday & Friday evenings, 4–6 p.m.
■ Hot blues band on the SHOW VILLAGE Stage
■ Cold drinks & great company

Reserve time in your busy IBS® schedule 
to visit us at Professional Builder SV08!

pbx0711_svPgad.indd 1 10/17/2007 1:12:12 PMPBX071101-MAG_.indd   18PBX071101-MAG_.indd   18 10/18/2007   2:31:19 PM10/18/2007   2:31:19 PM



For FREE info go to http://pb.ims.ca/5318

How successful builders 
navigate the road ahead.

Introducing Reed Construction Dashboard connected by iLumen™.

Now there’s a powerful new way to anonymously benchmark your business 
metrics against your competition, track your performance against regional
and national building industry trends, gain deeper insights from industry 
experts and confi dentially connect with peers, lenders and fi nancial advisors.

Take it for a test drive at

ReedConstructionDashboard.com

Check out My Connection:
your free-access portal with industry news feeds, interactive 

surveys, discussion groups and expert blogs.

pbx0709jh_ddshbrd.indd 1 10/15/2007 10:10:18 AMPBX071101-MAG_.indd   19PBX071101-MAG_.indd   19 10/17/2007   4:38:32 PM10/17/2007   4:38:32 PM



*Results from a survey of 1500 home shoppers/homeowners conducted by Gilmore Research Group in December 2005. The product colors you see are as accurate as current photography and printing
techniques allow. We suggest you look at product samples before you select colors. Printed in U.S.A. November 2007. ©2007 Owens Corning.  Cultured Stone® is a registered trademark of Owens Corning. 

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

 surprised how big an edge.”

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

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

62693_OC7-150_4C.indd 1 9/28/07 11:07:01 AM

For FREE info go to http://pb.ims.ca/5339-8
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Discover new technology and make your job easy.
The new ThermaCAM® B400 cameras are loaded with
productivity-boosting features to help you advance your
career, automate your work, and boost your business.

Reserve your FREE demo now! At less than 2 lbs., it’s easy to take the FLIR® B400 infrared camera on the
job. The camera’s optic tilts 120º so you can capture images of ceilings, floors, roofs, and hard-to-get-at spaces.

ATTENTION ROOFING PROFESSIONALS:

Thinking About Infrared?
FLIR Systems offers a wide assortment of FREE Seminars all across the U.S.Want to learn more or try before you buy?
Register by visiting: www.infraredseminars.com or just call us at: 1 800 254 0633

TO GET YOUR EXPERT DEMO, VISIT: goinfrared.com/roof4 or call 1 800 464 6372
Ask about cost-effective rental and financing options, too.

SEE HOW THESE AMAZING CAMERAS
MAKE IT EASY TO:

• Survey buildings and roofs for moisture and leaks
• Document roof damage or “as left” conditions
• Save time, reduce costs & increase worker safety
• Expand and grow your business!

RESERVE A DEMO  TODAY!
FLIR Systems is the global leader in infrared cameras.The B400 IR
camera lets you see,measure, and document thermal energy emitted
fromobjects –so you can take action before it’s too late.

The Global Leader in Infrared Cameras

Clarification 
In September’s design project, “Traditional 
with a Twist” on pages 79-84, the photography 
should have been credited to Susan Goddard. 

Contact us
Read below for our most often requested e-mail 
addresses and phone numbers. 

Correct a subscription
E-mail subsmail@reedbusiness.com or call 
800/446-6551

Request a reprint
E-mail professionalbuilder@reprintbuyer.com

Purchase back issues 
E-mail jennifer.powell@reedbusiness.com or 
call 630/288-8297

Submit a product 
E-mail buildingproducts@reedbusiness.com

Submit an article idea
E-mail paul.deffenbaugh@reedbusiness.com or 
call 630/288-8190

For FREE info go to http://pb.ims.ca/5339-9
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Rock your world.

commtruck.ford.com
*Properly equipped. **Available 6.4L Power Stroke® V8 Turbo Diesel engine.

THE NEW ’08 SUPER DUTY.®

A payload of up to 9,390 lbs.* Ford Clean Diesel Technology™ that churns out 325 hp and 600 lb.-ft. 
of torque.** The bold, new look of the ’08 Super Duty.

PBX071101-MAG_.indd   22PBX071101-MAG_.indd   22 10/17/2007   4:56:45 PM10/17/2007   4:56:45 PM

For FREE info go to http://pb.ims.ca/5339-10

PBX071101-MAG_   23PBX071101-MAG_   23 10/18/2007   10:46:13 AM10/18/2007   10:46:13 AM



Where Smart Businesses Buy and Sell A division of

CONSTRUCTION 
EQUIPMENT
purchases
weighing heavily
on your mind?

Let BuyerZone
take a load off.

Get free advice, pricing articles, ratings
and quotes on all your business purchases,
anything from skid steer loaders, to aerial lifts, to
air compressors and more. BuyerZone will help you make
the right choice for your company and your budget, free
of charge.  At BuyerZone, you’re in control.  We’re just
here to make your work easier.

Join the millions who’ve already saved time and
money on many of their Construction Equipment
purchases by taking advantage of BuyerZone’s
FREE, no obligation services like:
• Quotes from multiple suppliers
• Pricing articles
• Buyer’s guides
• Supplier ratings
• Supplier comparisons

REQUEST FREE QUOTES NOW!
Call (866) 623-5448 or visit 
BuyerZoneConstruction.com

PBX071101-MAG_.indd   24PBX071101-MAG_.indd   24 10/17/2007   5:00:37 PM10/17/2007   5:00:37 PM



 Building high-end costal homes for the discerning homebuyer in 
the Keys demands a unique footprint, top-of-the-line amenities and 
charming, Keys-inspired elevations. Superior fi xtures and fi nish are a 
must. Palm Harbor’s product, fl exibility and services deliver everything 
we need to meet the market and increase productivity.  

Bill Tagland, Bill Matthies and Bob Tucker
Sarasota Signature Properties, Sarasota, Florida

Community Developments  •  Resorts  •  Urban Infi ll  •  Coastal Homes  •  Scattered Sites

 Palm Harbor’s Discovery product line made them 
the perfect partner to help us grow our business. 

www.palmharbor.com www.discoverycustomhomes.com Copyright © 2007, Palm Harbor Homes, Inc. All rights reserved.

We deliver the builders’ advantage.
FOR PARTNERSHIP INFORMATION PLEASE CALL

Toll Free: 866-466-3773

For FREE info go to http://pb.ims.ca/5339-11
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Dynami Solutions will help you make more money in less time by streamlining your operations. You will be 
able to capture more sales and model home traffic, qualify more buyers, sell more options and shorten your 
sales, construction and warranty cycles. More money in less time….. that’s success made easier!

No need to disrupt your operation or replace existing software. Dynami Builder™ , our sales and operations management 
application is easy to implement and will coexist with any estimating, accounting or  purchasing system you are currently using or
considering.

Want to see how your business can benefit from a relationship with Dynami Solutions?

Go to www.dynamisolutions.com and click on the Dynami Benefit Calculator™ to 
estimate your additional profit potential.  Or call 1-888-744-5418 and let’s explore how
you can add dollars to your bottom line with Dynami.

If You Are A Production Builder Of 50 Or More Homes A Year 
Dynami Solutions Will Make You More Money.

WHAT IF...
YOU COULD MAKE MORE

MONEY EVEN IN A 
DOWN HOUSING MARKET?

Visit us at booth #S10321 at the International Builders Show. www.dynamisolutions.com

TRIM AREA

For FREE info go to http://pb.ims.ca/5339-12
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>> BY RODNEY HALL, THE TALON GROUP

H.R. DEPT.

Best Practices

RIF-Raf
Tips on implementing a successful reduction in force

Making the Cut
Deciding who goes and who 
stays is no simple feat. HR 
professionals we polled rely 
on several factors in the eval-
uation process:

■ Consolidation. Which 
employees can handle more 
than one role? What posi-
tions can be merged or con-
solidated as a means to gain 
efficiencies? Don’t rely on 
titles alone. 

■ Expendability. Which 
activities or roles are not criti-
cal to the business?  

■ Experience. Besides ten-
ured experience, how versa-
tile are the employees?

■ Future fit. Which 
employees will thrive in the 
leaner system and contin-
ue to grow professionally? 
Especially important when 
asking people to take a step 
backward: will they be content 
a year from now if not moved 
back into a bigger role?  

■ Performance. As you 
consider each employee, ask, 
has this person been a con-
sistent top performer? An 
employee might meet all of 
the above criteria, but truth 
be told is not an A-caliber 

performer. Once the paring is 
done, do you want your team 
to resemble an All Star Team 
or a second-place finisher? 
Conversely, can you afford 
to keep a franchise player 
who does one thing incred-
ibly well but meets none of 
the first four factors? This is 
where you must look at the 
bigger picture and the blend-
ed talents of the team.  

For Those Leaving 
Clear and consistent com-
munication is critical to suc-
cessful downsizing.  

■ Tell it like it is relative 
to the economics of the situ-
ation. It’s about the survival 
of the company first and fore-
most. 

■ Give a departing employ-
ee a letter that details what he 
or she will receive in terms 
of lump sum compensation, 
extended benefits and any 
severance. (Note: Every com-
pany we talked with required 
employees to sign a mutual 
release as a condition of sev-
erance.)

■ Some level of outplace-
ment support should be 
offered.   

■ Recognize that many 
managers know how to ter-
minate a person for cause but 
don’t have a clue how to han-
dle a downsizing. To that end, 
one public builder we talked 
to prepares communication 
kits that instruct managers 
how to handle the process. 
This includes what should 
be shared with employees, 
what to steer clear of and how 
to handle issues that might 
arise.  

For Those Staying 
Sustaining morale can turn 
into a full-time job imme-
diately after a downsize. 
Recognize the need for 
people to grieve the loss of 
valued co-workers, but be 
prepared to move on. Lead 
the team out of the post-
downsize funk by sharing 
the new game plan as soon 
as possible. 

■ Prepare a weekly state-
ment from the president that 
updates everyone on the cur-
rent state of affairs and re-
emphasizes the new game 
plan. Remember, it is impos-
sible to over-communicate in 
situations like this.

■ In addition to the above, 
one builder we talked to 
develops a weekly message 
solely for the salespeople 
that managers deliver dur-
ing sales meetings. Because 
they are the ones on the front 
line with the customers, they 
need to have fresh informa-
tion and ideas to counter the 
negative perceptions perme-
ating the market. 

■ Performance will suffer 
if everyone is sitting on the 
edges of their seats worrying 
about additional cutbacks. 
Communicating what needs 
to be done to prevent further 
cut backs will keep everyone 
focused and alleviate unnec-
essary worrying, which zaps 
productivity.  PB

LOG ON To read 
‘Homebuilder tips for endur-

ing a reduction in force’ online, visit 
www.ProBuilder.com/bestprac-
tices

Laying people off is never easy. If your group 
has been given that task, there are steps you can 
take to ease the pain. Here are some things to 
keep in mind if you are faced with implement-
ing a reduction in force.    

Rodney Hall is a senior 
partner with The Talon Group, 
a leading executive search firm 
specializing in the real-estate 
development and home building 
industries. He can be reached at 
rodney@thetalongroup.com.
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And your sales team — not 
only home buyers — is the 
group that might be lacking 
in confidence. 

Think about it from their 
point of view: 

“If the slowdown contin-
ues, I can’t support myself.” 

“If the slowdown contin-
ues, my company may be out 
of business.”  

“If we can’t start homes, I 
won’t have anything to sell to 
the relocation buyers.” 

So we’re finding ourselves 
in an environment where cus-
tomers who lack conviction 
about the state of the market 
meet sales agents who lack 
confidence in the future of 
their careers and the indus-
try. It’s easy to see why many 
customers simply choose to 
postpone their purchase deci-
sions rather than buy today.    

The best tool you can give 
your sales team today is a 
clear view of why you have 
confidence in the outlook for 
your company, for your sales 
team and for the industry. I 
didn’t say compromise your 

standards or bend the truth, 
but rather provide a clear 
vision of the future and a 
road map for success.

How Do I Build 
Confidence?
Begin by acknowledging the 
market. Yes the industry is 
depressed and there are too 
many homes on the market, 
but what’s bad for the mar-
ket is exceptional for today’s 
home buyer. More choices, 
better prices, better qual-
ity and better attention from 
your builder. 

Second, deal head-on with 
your value. We expect cus-
tomers in today’s market to 
act rationally. We expect them 
to look hard for the best value 
and not settle for second best. 
That is why you should be 
committed to providing the 
best value in our marketplace. 
If you have the right home 
for your customer, you will 
not lose a deal over value.

Third, deal with timing 
customers and their sources 
of wisdom. No one can pre-

cisely predict housing cycles, 
but one thing is for sure: 
every real-estate downturn 
has come to an end, and 
those who purchased during 
the downturn did extremely 
well when the good times 
returned. 

Also deal with the sources 
of doom and gloom for real-
estate’s future. What were 
these wise futurists saying 
when the real-estate market 
was at its height? Almost no 
one accurately predicted the 
precise top of the market. 
The talk around the water 
cooler and in the headlines 
in October of 2005 was about 
what a good deal real-estate 
had become. So expect these 
same experts to be just as 
inept at identifying the bot-
tom — until well into the 
next recovery.

As the familiar saying 
goes: Confidence: it’s conta-
gious. So pass it on. PB

>> BY JOHN RYMER, NEW HOME KNOWLEDGE

NEW HOME KNOWLEDGE

Best Practices

Your No. 1 Sales Tool
Is your sales team confident? If not, it’s time to take action. 

TIPS TO 
BUILD YOUR 
SALES TEAM’S 
CONFIDENCE

Acknowledge the 
market.

Provide the best 
value; be sure your 
sales team knows 
what that value is.

Recognize and 
deal with “timing 
customers;” the 
market will rise again.

Identify the flaws in 
expert opinion. Expect 
no one to pinpoint the 
exact rise or fall of a 
market.

LOG ON To read ‘Confidence 
is a must to attract and sell 

to homebuyers’ visit www.pro-
builder.com/bestpractices

At Professional Builder’s Benchmark 
Conference this year, I chaired a panel of top 
sales agents on the topic of making sales in 
today’s market. While many familiar themes 
surfaced, builders unanimously said the main 
factor in making sales today is the ability to con-
fidently show home buyers they are making a 
smart decision. 

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. 
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   “City 
Environments“
An inside-and-out look 
at family city living

February 13 — 16
at the International 
Builders’ Show®, Orlando

City Environments brings the latest in city 
living to Parking Lot D—behind Orlando’s 
Orange County Convention Center— 
when IBS® and Professional Builder 
SHOW VILLAGE 08 comes to town.

Visit three fabulous infi ll homes:

■ Comfortably Affordable — 
 geared to fi rst-time buyers

■ Tech-Ready Luxury — the 
 fi nest in fi nishes and amenities

■ Green Home — 2 stories 
 showcasing the techniques of 
 green design and building

Green Home

Comfortably Affordable Home

pbx0711_svSPRDad.indd 1 10/19/2007 9:10:24 AMPBX0711_B_ADS   30PBX0711_B_ADS   30 10/19/2007   12:55:01 PM10/19/2007   12:55:01 PM

Find Show Village in the 
Outdoor Exhibits area behind 
the convention center — 
Parking Lot D

Homes are OPEN 
before, during and after 
IBS® show hours. 

Visit Show Village:
■ Wednesday, Thursday,  
  Friday: 
 8:30 a.m.–6 p.m. 

■ Saturday: 
 8:30 a.m.-1:00 p.m.

ROCKIN’ BLOCK PARTIES:

■ Wednesday, Thursday & 
 Friday evenings:
 4:00 – 6:00 p.m.

■ Hot blues band on the 
 SHOW VILLAGE Stage

■ Cold drinks and 
 great company

Reserve time in your 
busy IBS® schedule to 
visit us at Professional 
Builder SV08!

FEBRUARY 13 — 16, 20 08
See the latest building products installed and in action from these premier sponsors:
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Emerging Issues
>> WWW.PROBUILDER.COM/EMERGINGISSUES

Industry Analysis
Mortgage Mess Pushes Starts Lower
>> BY JAMES HAUGHEY, REED CONSTRUCTION DATA

New home starts lost to deeply discounted auction, foreclosure and inventory clearance sales, as well as 
buyers of expensive homes who are waiting for lenders to return to the jumbo mortgage market.

New-home construction

Consumer buying power

Source: U.S. Census Bureau, August 2007

Total new-home inventory (month supply) U.S. Census Bureau  Aug. 8.2  7.6 6.8

Speculative new-home inventory U.S. Census Bureau  Aug. 529,000  537,000 570,000

Home price (median) U.S. Census Bureau  Aug. $225,700  $246,200 $243,900

Housing market index NAHB  Sept. 20  22 30

 Latest Previous Year Ago

  Latest Previous Year Ago

Employment (000s jobs per month)  U.S. Department of Labor Aug. -4 188 186

 Federal Reserve Board 2nd Q 7.8% 5.8% 10.5%

 Freddie Mac Sept. 6.38 6.57 6.4

 Freddie Mac Sept. 5.66 5.67 5.56

 Conference Board  Sept. 99.8 105.6 105.9

Household net worth growth (annual) 

30-Y fixed mortgage rate

1-Y ARM 

Consumer Confidence Index  
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Source: U.S. Department of Labor, 
July 2007

Source: U.S. Department of Labor, 
August 2007

Residential contractor wage
(change from 12 months ago)

Residential materials cost
(change from 12 months ago)

LatestPrevious LatestPrevious

Year Ago
4.7%

2.3%
1.2%

Year Ago
10.7%

Sales*
Permits*

Starts*
Homes under* 
  construction

* (000s) annualized
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Emerging Issues
>> WWW.PROBUILDER.COM/EMERGINGISSUES

Industry Analysis

Forecasts by Reed Construction Data

Sales (000s, annualized)

Inventory (months supply)

Residential materials cost (change from 12 months ago)

Home Price

795

805

$225,700

$226,000

$235,000

945

7.5

8.2

5.5

1.2%

4.2%

3.6%

12 months ahead

3 months ahead

Latest

Starts (000s, annualized)

1,331

1,380

1,45012 months ahead

3 months ahead

Latest

12 months ahead

3 months ahead

Latest

12 months ahead

3 months ahead

Latest

12 months ahead

3 months ahead

Latest

Affordability Index (fixed)

30-Y fixed-rate mortgage

Consumer income growth

Consumer confidence Index (Conference Board)

103.1

108.5

99.8

105.0

111.0

113.5

6.45

6.38

6.50

6.77%

5.60%

5.30%

Economic outlook

12 months ahead

3 months ahead

Latest

12 months ahead

3 months ahead

Latest

12 months ahead

3 months ahead

Latest

12 months ahead

3 months ahead

Latest

New-housing outlook

  Latest Previous Year Ago

Home inventory
(months supply) Aug.  10.0 9.5 7.3

Home sales
(000s annualized) Aug . 5,500 5,750 6,310

Home prices Aug . $224,500 $228,600 $224,000

Existing-home competition

Source: National Association of Realtors
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How successful builders 
navigate the road ahead.

Introducing Reed Construction Dashboard connected by iLumen™.

Now there’s a powerful new way to anonymously benchmark your business 
metrics against your competition, track your performance against regional
and national building industry trends, gain deeper insights from industry 
experts and confi dentially connect with peers, lenders and fi nancial advisors.

Take it for a test drive at

ReedConstructionDashboard.com

Check out My Connection:
your free-access portal with industry news feeds, interactive 

surveys, discussion groups and expert blogs.
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The
True Value of 
Loyalty
Each year the Avid Awards Presented by 
Professional Builder recognizes select home 
builders that deliver the best customer experi-
ence, as measured through comprehensive 
surveys of actual home buyers. Many home 
builders vie for the honor, but only a few earn 
the award. Those that are chosen share an 
important characteristic: a desire to delight 
customers so much the clients enthusiastically 
recommend the builder to others.

Most recently, leaders such as Toyota and Southwest 
Airlines have been elevated to No. 1 in their respective indus-
tries thanks to customer loyalty. The same thing is happening 
in the home-building industry, which has come a long way 
in understanding the important role customer loyalty plays 
in generating future business. Builders who ignore their cus-
tomers’ experience will eventually lose market share to savvy 
companies that earn their customers’ loyalty by providing the 
best overall home buying experience.

But customer loyalty requires more than just delivering 
a well-built home and servicing problems at warranty. In 
fact, our extensive research shows that companies who score 
higher only in warranty tend not to receive as much loyalty as 
companies with lower warranty scores. The key difference is 
the number of issues being handled by warranty in the first 
place, and less in how well they fixed broken items. Customer 

loyalty isn’t garnered when a builder services warranty items 
that should have been done right the first time. 

Never has the ability to delight customers been more 
important than right now, when so many home builders 
are experiencing record inventories and diminishing sales. 
Consider one of this year’s Avid Award winners, The Green 
Company, which generates more than half of its business 
from referrals. While many other builders are forced to 
spend more marketing dollars to lure prospects, The Green 
Company has legions of delighted customers doing much of 
its marketing for free.

Avid Award winner Engle Homes Orlando has been able 
to leverage its reputation for outstanding service during 
the current market slump, closing more than 200 homes 
this February. And instead of feeling forced to slash prices 
or offer huge cash incentives, John Wieland Homes & 
Neighborhoods, another Avid Award winner, has been able to 
keep prices steady and protect its margins thanks to its repu-
tation for customer delight. 

As builders become increasingly cognizant of the impact 
that customer experience has on the bottom line, more are 
soliciting feedback from their home buyers and using that 
data to improve their overall operations. 

Today, roughly 95 percent of home builders survey cus-
tomers. This year’s Avid Award winners illustrate what can 
happen when you put solid data to good use.

Emerging Issues

>> BY PAUL CARDIS, AVID RATINGS CO.

Avid Award winners prove how customer 
loyalty — and tracking customer satisfaction 
— affects market share.

THE AVID AWARDS Presented by Professional Builder, formerly the NRS Awards, got its new name when NRS Corp. changed its name to Avid 

Ratings Co. this year. The new corporate identity more closely reflects the company’s focus on helping clients create avid customers who are so 

loyal they generate high levels of referrals, are cooperative throughout the home-building process and strengthen the company’s brand. For more 

information on the Avid Awards, visit www.avidratings.com.
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Closing on a home should signal 
the continuation of a customer 
relationship, not the end — espe-

cially if you hope to garner future refer-
rals. That’s why The Green Company’s 
customer care group focuses so much 
attention on customer satisfaction dur-
ing the warranty period. “We recognize 
how people feel at the end of that process 
is more important than how they feel 
at the closing,” says President Daniel 
Green. It’s no surprise, with this phi-
losophy, that this high-performance home builder is the first 
company to win the Avid Diamond Award for Best Customer 
Experience in the United States two years in a row.

The Green Company has developed a customer commu-
nications system based on 45 points of contact throughout 
the home buying and post move-in experience. This ensures 
continuous communication with buyers from the time they 
first visit a model home through closing and beyond. Whereas 
some builders might find such a defined communications 
strategy restricting, it actually positions the company to deliver 
personalized service. By having an overall system in place, 

“it allows our team to rely on routine 
customer communications, freeing up 
more time for us to adjust and respond 
to individual needs,” says CEO David 
Caligaris.

In addition, the company follows up 
most service requests with a phone call 
to confirm proper execution and deliv-
ery. Home buyers are asked whether 
the repair personnel arrived on time, 
whether it was a positive experience and 
whether the home buyer was delighted 

with the team’s performance. If the home buyer is not happy 
about something, changes are made to rectify the issue and 
prevent the problem from recurring. “The key is that we really 
care about our homeowners,” says Lois MacIsaac, customer 
care manager.

This commitment to long-term customer delight is why 
The Green Company is this year’s repeat winner of the Avid 
Diamond Award, with 100 percent of its customers willing 
to recommend the company. More importantly, this unprec-
edented level of customer delight produces more than 50 
percent of the builder’s sales from direct referrals. Customer 

THE GREEN COMPANY President Dan Green, 

standing at left, chats with homeowners at the annual 

picnic, one of many events held for customers.

Better 
than the 
Warranty

Best Customer Experience in United States
Headquarters: Newton, Mass.
Chief Executives: Alan Green, chairman; Da-
vid Caligaris, CEO; Daniel Green, president
Number of Employees: 60
Product: Luxury empty-nester market
Average Square Footage: 2,000
Average Price: $500,000
2006 Closings: 80
2006 Revenue: $40 million
Avid Index Score: 280
Home Buyers Willing to Recommend: 100%
Home Buyers Making Actual Referrals: 
81.1% (11.3% making 6 or more)

THE GREEN COMPANY
Avid Diamond Award Winner

The Green Company
Avid Diamond Award Winner
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A quality home is often the 
result of workers who take 
pride in a job well done. 

Getting employees to adopt high 
standards for their work, how-
ever, is easier said than done. Ruiz 
Homes, which builds houses along 
the Texas/Mexico border, has figured 
out a way that ensures quality work-
manship along with a delightful 
home buying process, earning it a 
2007 Avid Award for Best Customer 
Experience, 100–499 closings.

At the heart of Ruiz Homes’ suc-
cess is a three-builder system by 
which each company builder essen-
tially “buys” a home from the previ-
ous builder. Here’s how this innova-
tive model works:

The structural builder oversees 
the house through the drywall stage 
and “sells” it to the finishing build-
er, who then completes the home, 
including floor coverings, trim and 
paint. The finishing builder then 
“sells” the home to the warranty 
builder, who also will not take own-
ership if there are any problems with 

the home. Although no one techni-
cally “buys” the home except for the 
home buyer, the concept of accept-
ing the home at these three levels is 
quite powerful.

At each stage, the home goes 
through close inspection because the 
new builder is also buying any prob-
lems that remain with the home. In 
the end, the warranty builder is the 
one who delivers the home to the 
home buyer.

Some might argue that this is just 
a game of semantics — that other 
builders have just as much quality 
assurance by performing a pre-dry-
wall walk-through and a pre-orien-
tation inspection. However, Ruiz 
employees have increased account-
ability using their approach. When 
Ruiz employees take ownership of 
a home, it becomes the sole respon-
sibility of one manager who must 
get it accepted by another manager 
before the buyer ever sees the house. 
Quality of workmanship is elevated 
at each level, hence delivering a very 
well-built home. 

Emerging Issues
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loyalty is the key to success in all market conditions, and The 
Green Company capitalizes on this asset the best.

In today’s market, every delighted customer means real 
earnings potential in the form of active referrals. “If you get 
two or three home buyers a year who are unhappy, they talk 
with other potential buyers and it has a real impact, especially 
since we actively try to connect our homeowners with prospec-
tive purchasers,” says Dominique Sampson, marketing direc-
tor.

WINNING STRATEGIES

• Offer residential services. The Green Company provides 
home improvement services at reasonable rates to home 
buyers who need an extra level of customer care after clos-
ing. The company even offers a weekly home-watch service 
for homeowners while they are away.

• Use homeowners as salespeople. The Green Company 
enlists the help of home buyers who volunteer to be ambas-
sadors, networking with potential home buyers either by 
phone or at many special events every year. Only companies 
with legions of loyalists sell homes by connecting prospects 
with homeowners.
 
• Create communities. By encouraging homeowner-spon-
sored special events such as game nights, Kentucky Derby 
parties and barbecues, The Green Company works with ho-
meowners to provide social opportunities, which help build a 
real sense of community. A social calendar is posted on the 
company’s Web site.

A Three-Builder
Approach

Top 5 Areas for Customer Satisfaction

Topic                  Difference in Score Above Industry Average
Landscaping and Grading 18.6
Time Until Closing 17.0
Available and Informative 15.5
Home Was Clean and Ready 15.5
Number of Orientation Problems Corrected 15.1 

Ruiz Homes, Avid Award Winner
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PAINTERS MIGUEL BRAVO AND JOSE BRAVO, on page 40, do 

touchups for Ruiz Homes’ customer service. Below, Saul Macias shows  

homeowners Fay and Hector Elizondo how to program their thermostat. 

Emerging Issues
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Best Customer Experience 100-499 Closings
Headquarters: Laredo, Texas
Chief Executives: Jesus J. Ruiz, president; Eduardo Ruiz, 
vice president of sales; Mercedes Navarro, vice president of 
operations; and Jaime Garcia, builder manager
Number of Employees:  26
Product: Single-family detached
Average Square Footage: 1,400
Average Price: $139,600
2006 Closings: 212
2006 Revenue: $30 million
Avid Index: 277 points (out of 300)
Home Buyers Willing to Recommend: 97.2%
Home Buyers Making Actual Referrals: 93.3% (25.7% 
making 6 or more)

RUIZ HOMES
Avid Award Winner

WINNING STRATEGIES

• Personalize the experience. Ruiz Homes has two designers 
with different specialties, so the company matches home buy-
ers to a specific designer based on the style and materials that 
appeal to each customer. For example, one designer is espe-
cially good with tile work, so she is assigned to home buyers 
who are thinking about custom tile designs in their home.

• If you are a family business, use it as an advantage. At Ruiz 
Homes, a half dozen key employees are family members, 
including the two designers. By emphasizing family connec-
tions, the company appeals to customers who are drawn to 
the warmth and sincerity that is harder to achieve in a more 
corporate operation.

• Haul out the top brass. Ruiz Homes always has one of the 
top executives at each closing, which makes home buyers 
feel special and instills a sense of customer caring that can’t 
be achieved any other way.

• Help with lending. Ruiz Homes caters to a lot of first-time 
home buyers, many who are confused by the whole process 
— especially the financing piece. The builder, which has its 
own mortgage division, offers a lot of education to first-time 
home buyers to help them qualify for the most affordable 
financing available. The company handles 70 percent of its 
customers’ loans, but rather than profit from these loans, the 
company aims to offer clients a more affordable mortgage.

Top 5 Areas for Customer Satisfaction

Topic  Difference in Score Above Industry Average
Landscaping and Grading 17.9 
Costs of Upgrades Reasonable 16.9
Quality of Walls 11.1
Quality of Workmanship 10.6
Recommend to a Friend 9.9
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The only way to get referrals 
is to deliver an outstand-
ing customer experience. 

Many builders seemed to forget 
this basic tenet of business in 
recent years when they couldn’t 
build homes fast enough to 
meet demand. But Engle Homes 
Orlando has never undervalued the importance of custom-
er loyalty, which is why the Florida builder has been able to 
hold sales steady while many builders are reporting dramatic 
declines. 

In fact, 93 percent of the division’s home buyers say they 
would recommend the builder to a friend. This high degree 
of customer loyalty is just one reason Engle Homes Orlando 
is this year’s winner of the Avid Award for Best Customer 
Experience, 500-plus Closings. 

A division of Technical Olympic USA, Engle’s mission is to 
deliver a home that is 100 percent ready at the time of closing. 
That means no outstanding defects. It’s an ambitious goal, 
yet 70 percent of the company’s homes are zero-defect during 

the first inspection, says Ashley 
Burleson, division president. 

A week before closing, a qual-
ity assurance team, which is 
separate from the construction 
and warranty staffs, inspects the 
home again and flags any prob-
lems to be fixed before the walk-

through with the home buyer. “That way, we’re not making a 
punch list at walk-through,” Burleson says.

Employees are rewarded with cash incentives, prizes and 
public recognition for zero-defect homes. Weekly reports track 
every home closing that week, listing how many items were 
found on initial inspection, orientation and closing. When no 
items are found, everyone working on the home receives a tick-
et that is entered into a lottery for cash prizes up to $10,000. 
The more tickets an employee earns, the more chances he or 
she has of winning the big prize. In addition, pendants are 
awarded to staff during company ceremonies for homes that 
have no repair items at closing. 

Engle Homes continues to care about home quality well 

Emerging Issues

Best Customer Experience 
500-plus Closings
Headquarters: Hollywood, Fla.
Chief Executives: Antonio B. Mon, 
CEO; Ashley Burleson, division 
president
Number of Employees: 200
Product: Single-family, condomini-
ums, townhouses
Average Square Footage: 2,600
Average Price: $379,000
2006 Closings: 1,000-plus
2006 Revenue:  $413,812,000
Avid Index: 258 points (out of 300)
Home Buyers Willing to Recom-
mend: 93.4%
Home Buyers Making Actual Refer-
rals: 74.3% (15.2% making 6 or more)

ENGLE HOMES ORLANDO
Avid Award Winner

100%
Ready to Go

AT THE PRE-CLOSING ORIENTATION, an 

Engle Homes Orlando representative reviews 

the features of the home, maintenance 

guidelines and other documents with 

homeowners.

Engle Homes Orlando, Avid Award Winner
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after closing. The builder surveys home buyers 30 days after 
closing using Avid Ratings to assess their experience and lev-
els of loyalty. Between 60 and 90 days after closing, the war-
ranty department conducts a 200-point inspection and edu-
cates the home buyer on routine home maintenance, flagging 
things that could cause long-term damage. 

This level of caring has paid off for Engle Homes, which 
hasn’t had to offer some of the deep discounts some other 
builders are offering to attract home buyers. “Customer satis-
faction and referrals pay off, especially in a market like this,” 
Burleson says. “When everyone is out there giving $20,000 
or $30,000 incentives to buy, we’re focusing on the quality of 
our homes.”

Emerging Issues

• Build customer relationships that generate referrals. In 
today’s market, referrals are worth twice what they were a 
year or two ago, says Ashley Burleson, division president.

• Actively solicit referrals. At Engle Homes Orlando, sales as-
sociates are responsible for making 10 home buyer calls each 
week to ask for referrals — easy to do when you know you’re 
delivering quality homes and your customers are delighted.

• Show vendors and subcontractors that you value them as 
part of the team. This has helped Engle Homes meet closing 
deadlines even when problems arise with product shipments 
or inclement weather.

• Personalize the experience for home buyers whenever pos-
sible. For example, Engle Homes offers a 100 percent sod 
lawn with irrigation as part of its standard landscaping pack-
age, but home buyers can choose between a tropical design 
with palm trees and a northern look with hardwood trees.

• Review the warranty early and often. Engle Homes includes 
the warranty as part of the customer orientation and the 
closing. “When we set up closing, we tell them to bring their 
orientation guidebook, which includes the warranty, with 
them,” Burleson says. “We make sure they have it, read it and 
understand it.”

WINNING STRATEGIES

Top 5 Areas for Customer Satisfaction

Topic Difference in Score Above Industry Average
Time Until Closing 9.8
Landscaping/Grading 8.7
Number of Pre-Closing Items Corrected 7.0
Warranty Policy Received/Explained 5.8
Recommend to a Friend 5.2

ENGLE HOMES ORLANDO’S 

quality assurance 

representative demonstrates 

to a homeowner how to 

replace the air-conditioning 

filter and maintain the 

condensation line.
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John Wieland Homes & 
Neighborhoods has been 
delighting home buyers in 

Nashville, Tenn.; Raleigh, N.C.; 
Charlotte,  N.C.; and Charleston, S.C. 
But it is the Atlanta region where the 
company has really wowed home 
buyers, earning it the 2007 Avid 
Award for Best Customer Experience 
in the Atlanta market.

At the center of the company’s 
success is its customer touch point 
program, which continues to cata-
log hundreds of formal and infor-
mal opportunities for the company 
to interact with home buyers, from 
online experiences that do not involve 
employees to scheduled meetings 
with sales reps, design staff and building supervisors. The pro-
gram emphasizes how to make each of these touch points a 
delightful experience for customers.

A big part of the Wieland experience is the relationship 
home buyers have with their Signature Builder, who updates 

them on the progress of their home 
at least once a week. Even if there 
isn’t much to report, the Signature 
Builder uses this as an opportu-
nity to elicit concerns, review the 
next milestone or just relay a piece 
of news about the neighborhood. 
“Everything is geared to connecting 
with that buyer,” says Jack Wieland, 
senior vice president of customer 
experience.

No level of communication, 
however, can make up for a home 
that isn’t ready at the time of clos-
ing. “One of our basics is deliver-
ing a 100 percent complete home,” 
says Kelly Rulis, vice president of 
customer relations. The company 

accomplishes this by building individual accountability into 
the construction process and by having standards that typically 
exceed what most home buyers expect.  

“We have a good process in place with the building team,” 
says Eric Price, president and COO. Using a 500-point check-pr
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Emerging Issues

2007 Market Focus:

Atlanta

Emerging Issues

Signature 
Service

Home building has always been a local business. 
Even national home builders realize what works 
in one community doesn’t necessarily work in 
another. That’s why the Avid Awards Presented by 
Professional Builder are now given at both a national 
and local level. Last year, the Phoenix market was 
highlighted. This year, Avid Ratings Co. surveyed 
the entire Atlanta home buying market to reveal 
home builders delivering the best customer experi-
ence.

Avid Ratings sent surveys to all 65,000 Atlanta-area home buy-
ers who closed on their homes in 2006. Roughly 10 percent of the 
entire market responded to the survey, providing feedback on 31 
production home builders.

Though there are several finalists, there is only one winner. 
This year, the Avid Award for the Atlanta market goes to John 
Wieland Homes & Neighborhoods. Profiles of this outstanding 
builder and the three finalists appear on the following pages. 
The table below shows how each of these customer-centric home 
builders excels in comparison to the rest of the Atlanta market. 

John Wieland Homes & Neighborhoods, 
Avid Award Winner
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At Centex Homes, the quest for customer satisfaction 
starts at the top and is reinforced nearly every day. “It’s 
part of our culture,” says Atlanta Division President 

Todd Jones. 
The company’s primary focus, Jones says, is on delivering 

a home that is truly complete. “When you give somebody a 
complete home, the amount of calls coming in for service are 
greatly reduced, and you can really focus on that customer 
once they’re in the home.”

Construction and sales teams at each Centex community 
are rated on how they treat customers. To foster a healthy com-
petition, quarterly awards are given to the teams earning the 
highest scores.

There’s also a quality assurance walk-through prior to deliv-
ery. A third-party inspection firm rates superintendents on the 
completeness of the home. If anything is left undone, superin-
tendents are rated on how quickly those items are finished. 

The builder is particularly adept at keeping custom-
ers informed of their home’s progress. Passing the buck is 
frowned on. 

Salespeople are highly rated for their product knowledge 
and efforts to make the buying process pleasant. Jones says 
constant training is the key. Area sales managers visit commu-
nities several times a week to ensure agents are following up 
on a timely basis with prospects and customers. 

“You’ve got to put in place tools that measure set require-
ments for communicating with customers and completeness 
of the home before delivery,” says Jones. “Then you need to act 
on non-compliance. That’s the hard part.” 

Best Customer Experience in Atlanta Market
Headquarters: Atlanta
Chief Executives: John Wieland, chairman and CEO; Eric 
Price, president and COO; Jack Wieland, senior vice presi-
dent of customer experience; Kelly Rulis, vice president of 
customer relations
Number of Employees:  947 full time, 67 part time
Product: Single-family, mixed-use townhouses and condo-
miniums
Average Square Footage: 3,200 for single family homes and 
2,600 for townhouses
Average Price: $500,000
2006 Closings: 1,500
2006 Revenue: $735 million
Avid Index: 243 points (out of 300)
Home Buyers Willing to Recommend: 91.6%
Home Buyers Making Actual Referrals: 83.3% (25% have 
made six or more referrals)

JOHN WIELAND HOMES 
& NEIGHBORHOODS
Avid Award Winner

list, each home is certified internally at least one week before 
closing to make sure there are no defects when the home buyer 
does the orientation walk-through. 

“We’ve made a really big, philosophical point that we’re not 
going to close unless the home is 100 percent ready,” Price 
says. “It’s better to delay the closing, because you can never 
go back and rebuild that confidence.” Of course, a zero-defect 
home is an advantage only if the customer sees it as such. So 
John Wieland Homes continually solicits customer feedback 
to make sure there are no latent concerns before and after clos-
ing. 

Service after the sale is an integral part of Wieland Homes’ 
success. Each customer is assigned a Signature Quality 
Manager who addresses any warranty issues, says Rulis. 
Home buyers have 24/7 access via a dedicated customer ser-
vice phone number, as well as the ability to submit requests 
online. “There are a lot of touch points after ownership,” adds 
Wieland. “It doesn’t end at the closing phase.”

Finalist in Atlanta Market
Headquarters: Alpharetta, Ga.
Chief Executives: Todd Jones, division president; Marv 
McDaris, vice president of operations
Number of Employees: 83
Product: Single-family detached and semi-attached; multi-
family attached
Average Square Footage: 2,310
Average Sales Price:  $303,000
2006 Closings: 785
2006 Housing Revenues: $209 Million
Avid Index: 241 points (out of 300)
Home Buyers Willing to Recommend: 78.9%
Home Buyers Making Actual Referrals: 78.1% (28.2% 
have made 6 or more referrals)

CENTEX HOMES — ATLANTA
Avid Award Finalist

Quality Measured
Centex Homes — Atlanta, Avid Award Finalist

49
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Emerging Issues

Meridian Homes’ “It’s included” philosophy has gone 
a long way toward ensuring happy customers. Items 
that would normally be upgrades such as custom 

cabinetry, architectural shingles, fiberglass front doors and 
pre-installed security systems come with the base price.

Meridian’s quality assurance manager checks each house 
after construction to make sure it’s ready to show, sell or close, 
enabling the builder to uncover problems before they become 
issues for the customer, says Joel Gregory, vice president of 
sales and marketing.

The builder surveys customers 30 to 60 days after move-in 
and sometimes after one year as well. “We find out what they 
see and feel; how they felt they were treated; and what they 
think their home is like,” Gregory says.

Meridian keeps warranty calls to a minimum by doing 
everything possible to deliver houses that are 100 percent 
complete — no punch list items. If something does need to 
be fixed, warranty-service technicians handle the small jobs 
and call in trade contractors for bigger repairs. Homeowners 

get a response within 24 hours and often have their problems 
resolved the next day.

MERIDIAN HOMES
Avid Award Finalist

Some builders talk about exceeding customer expecta-
tions, but Touchstone Homes delivers on that prom-
ise. “We spend a lot of time with home buyers to make 

sure we know what our customers are thinking,” says Sales 
Manager Mike Zambri. That way, the company can custom-
ize the buying experience to emphasize what’s important to 
individual home buyers. “We tell them, ‘We want to be your 
partner in this process,’” Zambri says. “We go the extra mile in 
the areas that are important to them.”

This approach to customer service has home buyers raving 
about Touchstone Homes, which has more than two-thirds of 
its customers making actual referrals.  “We make sure it’s not a 
process of us against home buyers,” Zambri says. “We’re there 
to be their consultant, to make sure the customer is satisfied.”

To that end, inspections are done by a separate quality assur-
ance inspector, whose fresh set of eyes often catches things 
missed by those working so closely with the homes. This 
inspection process also guarantees that home buyers encoun-
ter the same quality regardless of the Touchstone community 
they are shopping. “We have a lot of home buyers who visit 
multiple communities,” Zambri says. “You don’t want them 
seeing different levels of quality.”

Finalist in Atlanta Market
Headquarters: Suwanee, Ga.
Chief Executive: Bryan Cohen, president
Number of Employees: 77
Product: Single-family detached
Average Square Footage: 2,800
Average Price: $305,000
2006 Closings: 273
2006 Revenue: $84 million
Avid Index: 232 points (out of 300)
Home Buyers Willing to Recommend: 88.3%
Home Buyers Making Actual Referrals: 70.6% (29.4% 
making 6 or more)
Home Buyers Willing to Recommend: 91.3%
Home Buyers Making Actual Referrals: 72.7% (22.7% 
have made 6 or more referrals)

TOUCHSTONE HOMES
Avid Award Finalist

‘It’s Included’
Goes A Long Way

Project Partnership

Finalist in Atlanta Market
Headquarters: Loganville, Ga.
Chief Executive: Darrell McWaters, president and founder
Number of Employees: 45
Product: Single-family
Average Square Footage: 2,800
Average Price: $205,000
2006 Closings: 567
2006 Revenue: $112.2 million
Avid Index: 235 points (out of 300)
Home Buyers Willing to Recommend: 91.3%
Home Buyers Making Actual Referrals: 72.7% (22.7% 
have made 6 or more referrals)

Meridian Homes, Avid Award Finalist

Touchstone Homes, Avid Award Finalist
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    Too
    Much 
Power? 
J.D. Power and Associates 
has become a fixture in the 
housing industry; it’s been 11 years 
since the global market research titan’s first 
syndicated customer satisfaction study on 
American home builders made headlines in 
Southern California. J.D. Power’s well-oiled 
publicity machine now churns out ratings of 
who’s best — and not so hot — in 34 housing 
markets across America. 

It should be a noble venture that raises 
the bar on customer satisfaction to the ulti-
mate benefit of both builders and housing 
consumers. Why, then, do critics and seeth-
ing builder resentment seem to follow wher-
ever J.D. Power goes?

This is not a new phenomenon. Stop in 
at any watering hole where housing types 
gather at happy hour and just mention J.D. 
Power. Chances are, you’ll get an earful 
questioning the survey itself and how build-

ers use it. The only segment of the industry 
embracing J.D. Power’s builder rankings in 
most markets are the largest national build-
ers. They’ve learned how to play in this game, 
and they’ve got the chips to stay in.  

Pros
Even critics acknowledge that the housing 
industry is probably better today than 11 years 
ago because of J.D. Power’s presence in the 
marketplace. “There’s no question they’ve 
changed the industry,” says a competitor in 
the customer satisfaction measurement and 
consulting business. “The public builders 
especially weren’t very interested in custom-
er satisfaction before J.D. Power came along. 
They’ve been embarrassed into working at it, 
and a lot of them have gotten much, much 
better.”

The largest builders were able to see the 
marketing potential of J.D. Power’s awards, 

Emerging Issues

>> BY BILL LURZ, SENIOR EDITOR, BUSINESS

They got home builders to start thinking about customer 
satisfaction. But who is listening to J.D. Power now? 
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WHY YOU KNOW THE NAME
The beginnings of J.D. Power and Associates

J.D. Power and Associates has never 
paid for an ad of its own in its entire 
history, and yet its brand is recognized 
worldwide, mostly due to a succession of 
car commercials that began on the 1982 
Super Bowl broadcast.

Founded by James 
David Power III in 1968, 
J.D. Power was a car 
creature from day one. 
“We worked with Toyota 
when it first started to 
import cars in the late 
’60s,” says Tom Gauer, 
J.D. Power’s senior direc-
tor of automotive retail 
research.

J.D. Power started 
doing syndicated studies 
in the ’70s. “It was a way 
to find a broader market,” 
Gauer says. “We’d do a 
study of people buying a new car model, 
something of interest to the entire indus-
try — buy the registration names, send 
out questionnaires, gather data, then 

generate a report and sell it to everyone.”
Hot-sellers included one on the Chev-

rolet Vega, the first small domestic car 
to compete with Japanese imports, and 
another on the Mazda rotary engine.

Later, Power developed a point sys-
tem to rate car dealers. “Dave decided 
to try using it on the manufacturers’ 
products rather than dealers’,” Gauer re-

calls. “So in 1981, we surveyed a couple 
thousand car owners, using a ranking 
to identify which were best at satisfying 
customers. It wasn’t really an award. But 
Subaru came in second to Mercedes 

Benz, and they launched 
an ad campaign with a 
commercial on the Super 
Bowl bragging about being 
second only to Mercedes in 
customer satisfaction. That 
got everyone’s attention, 
including Dave’s. We made it 
an award to broaden the ap-
peal and control claims being 
made in the ads.”

J.D. Power now has 
dozens of awards in the auto 
industry. Expect the same 
kind of proliferation soon in 
housing. 

This year, Power added 
awards for home quality (modeled after 
the auto industry’s landmark Initial Qual-
ity Award), home design and mortgage 
origination services. 

The full study 
allows builders 
to make 
decisions and 
prioritize their 
investments.”

— Paula Sonkin, 

J.D. Power

especially if they could win them in multiple mar-
kets. After all, a local builder can only win one; a 
national can win 34. First Pulte, then more recently 
Centex, became dominant leaders in this competi-
tive arena.

“They’ve been good for the industry,” says the 
chairman of a large, Texas-based builder with oper-
ations in several other states. “We bitch with the 
rest of the builders about some of the things they 
do, but the entire industry is better off for the focus 
on the customer that J.D. Power brings.” 

While firms such as Madison, Wis.-based Avid 
Ratings (which has a contractual relationship with 
Professional Builder that includes a monthly mag-
azine column by Avid and co-sponsorship of the 
Avid Awards); St. Paul, Minn.’s Woodland, O’Brien 
& Associates; and Eliant of Irvine, Calif., all mea-
sure customer satisfaction and sponsor award pro-
grams, none can match the marketing clout of J.D. 
Power, which carried huge consumer brand recog-
nition from other industries — particularly auto 

— when it entered the housing arena.
J.D. Power also benefits from the moral high 

ground it claims as an unbiased advocate of the 
consumer, even though its entire revenue stream 
is generated from builders who buy its syndicated 
reports and consulting services and pay licensing 
fees. It charges those who win its awards for the 
privilege of using the J.D. Power name, logo and 
award image in their advertising. 

“We survey all home buyers in every market,” 
says Paula Sonkin, the J.D. Power vice president 
who has led the housing industry program from 
its inception. “We get their names from inde-
pendent sources in the public record. We do that 
because those sources are unbiased. If we got 
names from builders, we could never be sure 
that people critical of the builder were not being 
removed from the list.”

Every person who closes on the purchase of a 
home in one of the 34 surveyed metropolitan mar-
kets receives a J.D. Power survey questionnaire 

Emerging Issues

‘‘

J.D. POWER AND ASSOCIATES’ syndicated studies began in the ’70s and 

focused on cars, including the Chevrolet Vega. 
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TRENDMAKER’S TALE OF WOE

Many builders mutter in private, but 
few are willing to publicly accuse J.D. 
Power and Associates of manipulating 
customer satisfaction survey results. 
Trendmaker Homes President Will Holder 
comes pretty close. 

The Houston subsidiary of public giant 
Weyerhaeuser Real Estate will close more 
than 700 homes this year, at an average 
price above $400,000. That should put 
it among the builders in J.D. Power’s 
Houston market survey, but it’s not there. 
Holder suspects the reason may be 
that he dropped his subscription to J.D. 
Power’s consulting services several years 
after refusing to pay a hefty licensing fee 
to use the J.D. Power name to advertise 
Trendmaker’s win in 2001.

“The year we tied for first, they wanted 
$70,000 to allow us to advertise it,” he says 
now. “We didn’t see that much value in it.

“We subscribed to their services the 
first year they came to Houston,” Holder 
says, “for $30,000. We thought we’d get 
a different perspective from a survey 
of all buyers in the market, not just our 
own. After seeing their presentations a 

couple of years, I began to suspect they 
could use their weighting of questions to 
manipulate the winner.”

Holder says he finally dropped J.D. 
Power because he believes the survey is 
not important to buyers: “They don’t get 
much press anymore. Realtors put more 
stock in their personal experience with 
builders than in what J.D. Power says. 
They don’t ask us about it.”

He admits to being scared of J.D. 
Power. “There’s pressure to subscribe,” 
he says. “It never felt very good. When 
we decided not to pay them anymore, I 
was scared.”

J.D. Power’s Paula Sonkin can’t 
explain Trendmaker’s absence from the 
Houston survey but says she suspects 
the sales may be registered in a way that 
makes the builder hard to identify. She 
also points out that other Weyerhaeuser 
builders, such as Pardee in California 
and Winchester in Washington, D.C., 
are included in J.D. Power surveys. “We 
include all builders, whether they buy 
our study or not,” she says. “We want as 
many builders as we can get.” 

It forces all of 
us to hear that 
voice of the 
customer.” 

— Pam Sessions, 

Hedgewood 

Properties

between March and May of the following year. 
Sonkin reports the survey this year expanded from 
four to eight pages, which respondents had until 
the end of July to complete. “For the most part,” 
she says, “we ask a lot of the same questions each 
year, so we can track performance year over year 
and trends as they emerge. But we always add a few 
questions to address hot topics in the industry.”

This year’s survey, for example, added a ques-
tion about the impact of inventory homes on the 
market. It also included a question on how many 
negative recommendations buyers gave for their 
builder. The firm has now increased its awards 
fourfold by publishing studies on builder qual-
ity, design and mortgage origination processes in 
addition to customer satisfaction.

“We added those because, especially for qual-
ity and design, these are things many builders 
tout in their advertising to distinguish themselves 
from competitors,” says Sonkin. “New home shop-
pers want to hear the unbiased, independent voice 

of past customers on these issues. And builders 
want more data on their points of differentiation 
so they can improve their businesses. When build-
ers improve, that ultimately benefits consumers as 
well.”

One thing that J.D. Power does to benefit all 
players in a market is measure against a fixed 
constant that allows everyone to see how much 
customer satisfaction is increasing (or not) across 
each market and the country as a whole from year 
to year. “We set the index at 100 in 2001,” Sonkin 
reports. “In 2002, scores went up across the coun-
try on average one percent, so the index was 101. In 
2003, the average jumped to 109. We added new 
markets every year, so it’s not exactly a constant 
measure, but it went up to 112 in 2004, at the peak 
of the market, and held that average in 2005. This 
year, for 2006 sales, it dropped to 111.”

When we ask Sonkin who J.D. Power’s cus-
tomer is, she names both consumers and build-
ers. “We fund the studies ourselves and sell the 

Emerging Issues
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“The year we tied for fi rst, 
they wanted $70,000 to 
allow us to advertise it. 
We didn’t see that much 
value in it.”

— Will Holder
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We’ve had our 
clients show up 
in their rankings 
in the inverse 
order to the way 
they should be 
ranked.”

— Customer 

satisfaction 

consultant

information we gather to builders on a subscrip-
tion basis. The full study allows builders to make 
decisions and prioritize their investments where 
they do the most good in satisfying buyers,” she 
says. “But we publish our rankings for consumers 
to see on our Web site. Half the builders ranked 
will always be above the average for the market and 
half below. That helps shoppers make educated 
buying decisions.”

J.D. Power maintains that its studies turn the 
voice of the customer into a shout that home shop-
pers want to hear. It’s a unique perspective on the 
product, service and buying experience. “We’re not 
Consumer Reports,” says a J.D. Power insider from 
the auto industry, the source of its brand power. 
“We don’t test products and report the results. 
That’s a valuable service to consumers, but differ-
ent from what we do. 

“We tell shoppers in the market today what 
an industry’s most recent customers think of the 

products and services they bought from the major 
players in that marketplace. Our brand is almost a 
Good Housekeeping Seal of Approval. That’s what 
led us into other industries like airlines, banking 
and home building.”

Cons
A different picture emerges when we ask builders 
and other industry insiders what they think of the 
way the firm conducts business — and the way 
builders use the survey.

Part of the contention lies with J.D. Power. 

Plenty of builders say J.D. Power uses high-pres-
sure tactics to sell its subscriptions at prices many 
builders regard as exorbitant. What’s unsettling is 
the worry in builders’ voices when they talk about 
J.D. Power. Almost everyone we asked to discuss 
the company would only do it without being attrib-
uted.

Many builders distrust J.D. Power’s survey 
methodology and believe the firm manipulates 
results to the benefit of large builders who pay the 
hefty fees the company charges for full access to 
its data and use of its name by award winners. We 
find no one with direct evidence of such shenani-
gans, but no one, including J.D. Power, should be 
surprised about the claims. It’s a natural conse-
quence of being a firm that promotes independent, 
unbiased surveys of buyers but derives its income 
from the companies selling the product. 

We found no tangible evidence to support the 
suspicions of unethical behavior by J.D. Power; 
however criticism of its survey results is rampant. 
For example, builders must have 150 closings and 
50 returned questionnaires to qualify for a J.D. 
Power survey. One could infer the awards are for 
production builders only. But nowhere on the Web 
site, in press releases or in the advertising of win-
ners is the absence of small builders from the sur-
vey ever mentioned, even though such firms still 
build more houses than giants and make up the 
majority of builders.

“We never make their surveys,” reports Atlanta 
builder Pam Sessions, president of former PB 
Builder of the Year Hedgewood Properties. 
“Sometimes we get enough closings, but then 
we have to get a really high response rate, and we 
never seem to make it. We get 50 responses on 
our own customer satisfaction surveys, but I guess 
they don’t.”

Sessions says J.D. Power is not a big thing 
with Atlanta buyers because so many builders are 
excluded. “This is a small builder-dominated mar-
ket,” she says. “We have a lot more builders that 
don’t make the rankings than those that do. I’m 
sure consumers just look at it as a list that repre-
sents a small portion of the market. That could 
affect the perception of the validity of the results. 

“The presence of J.D. Power in our market is 
still a positive. It forces all of us to hear that voice of 
the customer. It makes all of us want to survey our 
own buyers, even if they don’t.”

Response rate is another bone of contention 
with many builders. Those who have their own 
— or even other third-party — surveys regularly 

Emerging Issues
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CENTEX HOMES IS AN EXAMPLE OF A HOME BUILDER that displays the J.D. 

Power and Associates logo on its Web site. It shows buyers — who most likely 

recognize it — the company is considered a customer satisfaction winner. 
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A lot of the 
public builders 
are bonusing 
their people 
on J.D. Power 
scores. There 
are big bucks at 
stake.” 
— Industry consultant

get response rates of 50 percent or higher. But our 
checks show that J.D. Power virtually never gets 
more than 25 percent and often much less. “We’ve 
had our clients show up in their rankings in the 
inverse order to the way they should be ranked,” 
says one customer satisfaction measurement pro. 
“Who do you want to believe? Their response rate 
is 18 percent; ours is 80 percent. That’s a variable 
that can happen, based on who they pick up in 
county records and how many of them mail back 
the questionnaire, which is not easy to fill out.”

Other reasons for contention with the survey 
stem from builder abuse, specifically concern of 
widespread manipulation of survey results by 
some builders. We found many builders willing 
to cite examples of builders that have abused the 
survey system but only one builder willing to share 
what he knew and also be attributed for this article. 
“I have a niece who works for a prominent entry-
level builder here in Houston,” says Trendmaker 
Homes President Will Holder. “[She 
says] they were calling buyers, asking 
them how they planned to respond to 
the J.D. Power survey. If the buyers said 
they were not happy, they’d have the 
salespeople run out to the house and 
give the buyers a garage door opener 
— and try to talk them into changing 
their opinion of the builder.” 

An industry consultant says he 
knows of a case where a large public builder paid 
buyers to bring their questionnaires into the model 
home so salespeople could “help” them fill in the 
answers. “J.D. Power knows that kind of stuff is 
happening, but there’s not much they can do about 
it. When the stakes get high, people will do this 
stuff, and a lot of the public builders are bonusing 
their people on J.D. Power scores. There are big 
bucks at stake.”

J.D. Power’s competitors in customer satis-
faction measurement are critical of the way J.D. 
Power’s methodology leads the firm to misin-
terpret data and give faulty advice to builders. 
Houses are not manufactured products, and J.D. 
Power’s research methods — as well as the power 
of its brand — migrated from the auto industry. 
Customer satisfaction in home building is a com-
plex puzzle. The process from first sales contact 
through closing and into warranty takes many 
months, often more than a year. What concerns 
buyers during sales or at closing can be long for-
gotten six months into the warranty period. Yet 
J.D. Power’s average survey respondent fills out the 

questionnaire nine months after closing.
“They capture a large swath of data from people 

who have been in their home four to 18 months,” 
says a competitor to J.D. Power. “The result is that 
J.D. Power believes warranty service is the No. 1 
factor driving customer satisfaction. They lead 
builders to pump more money into warranty ser-
vice than they should. Our data shows that qual-
ity at closing is more important. If you emphasize 
building the house right the first time, you main-
tain better satisfaction deep into warranty without 
spending nearly as much money on service.”

Sonkin confirms J.D. Power’s belief that war-
ranty service is the top driver of customer satisfac-
tion. “Our average survey is completed at about 
nine months after closing,” she says, “which does 
create an emphasis on warranty service. That’s the 
highest driver of customer satisfaction in our stud-
ies, followed this year by the role of the construc-
tion super. The most important aspect of warranty 

is timeliness of service, followed by 
cleanliness of the work.”

The customer satisfaction profes-
sional mentioned earlier also dis-
agrees with the emphasis on warran-
ties. “We’ve done a study of our data 
base and we find that our best clients 
— the ones with the highest customer 
sat scores — spend less on warranty 
service than all our other clients. And 

they’re spending less on warranty today than they 
were when their results were not as good.”

One Midwest consultant’s big beef against 
J.D. Power is that the firm allows public builders 
to advertise their J.D. Power awards in markets 
where no surveys are taking place. In other words, 
local private builders have no opportunity to com-
pete for the advertised award, so it’s unfair for J.D. 
Power to allow such advertising. 

“It’s not an award,” responds Sonkin. “We have 
a certification program for builders to use in mar-
kets where we are not doing syndicated studies. In 
this program, we will survey a year’s worth of the 
builder’s home buyers. If the builder performs in 
the top 20th percentile of our national average for 
the syndicated studies, it can become a ‘J.D. Power 
certified builder.’ It’s not a competitive ranking. 
And any builder can try for it, as long as it has 150 
closings in a calendar year and we get a minimum 
of 50 surveys back.”

But perhaps only a national builder anxious to 
play the J.D. Power card in other divisions in other 
markets would be interested. PB 
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Plans and Projects
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Downtown Dweller’s Dream
New condos and townhouses in central San Jose bring everything the city has 
to offer to the buyer’s doorstep.

AT KEYSTONE, THE NARROW END OF EACH BUILDING faces the sidewalk. “You don’t have 
this large profile toward the street,” says architect John Bigot. The roofline is stepped back at its 
highest point, achieving a more human scale.P
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The growing number of office jobs in downtown San Jose 
has sparked a profusion of new mid-rise and high-rise residential 
buildings. Classic Communities of Palo Alto, Calif., is standing 
out in the market by offering a low-rise condominium/townhouse 
product at Keystone, where all units have garages and some have 
elevators. 

Another selling point is Keystone’s 
proximity to all of the city’s amenities: 
parks, a light rail line, restaurants, clubs, 
museums, shopping, schools, San Jose 
Medical Center and the HP Pavilion, 
home of the San Jose Sharks hockey 
team. And the freeway is just a few min-
utes away, ideal for buyers who work in 
the Silicon Valley.  

Classic Communities acquired 
the 1.4-acre site from the San Jose 
Redevelopment Agency and developed it 
through a partnership with Morley Bros. 
of San Jose. “It was our first redevelop-
ment project,” says Scott Ward, vice pres-
ident of Classic Communities. “The city 
wanted to see the site put to better use.” 

John Bigot of Bassenian/Lagoni 
Architects in Newport Beach, Calif., says 
city planners took a keen interest in the 
project. “They wanted us to build 3-D 
models to demonstrate what the mass-
ing was going to look like, and the eleva-
tions and colors,” Bigot says. 

Due to the relatively small size of the 
parcel, Classic considered higher-den-
sity building types that would give them 
a better yield. “Over the last three years, 
there’s been a kind of hybrid building 

type emerging that combines elements 
of condominiums and townhomes in 
different ways, so we explored those 
alternatives,” says Ward. 

Compared to its nearest neighbors 
— an apartment building to the south 
(50 dwelling units per acre) and a town-
house project to the north (17 DUA) — 
Keystone is a medium-density project, 
with 42 units at 27 DUA. In compliance 
with redevelopment agency require-
ments, 20 percent of the units are priced 
below market rate.

Animated Design
When Classic Communities approached 
Bassenian/Lagoni about a design for the 
narrow, urban site, Bigot’s reaction was, 
“We wanted to do something fun with 
some animation to it.” 

To achieve the required density, the 
firm designed three- and four-story 
buildings made up of a series of sixplex-
es running the length of the site. “We 
limited the number of four-story units 
to bring the scale of the building down 
and make it a little more human,” says 
Bigot.  

The garages face each other to form 

>>  BY SUSAN BADY, SENIOR EDITOR, DESIGN

Location: San Jose, Calif.
Model: Plan Three
Builder: Classic Communities, Palo 
Alto, Calif.
Architect: Bassenian/Lagoni Architects, 
Newport Beach, Calif.
Interior designer: Creative Design 
Consultants, Costa Mesa, Calif.
Developers: Classic Communities, Palo 
Alto, Calif., and Morley Bros., San Jose
Model opened: March 2007
Home type: Condominiums and town-
homes
Sales to date: 20
Community size: 42 units
Square footage: 1,284 to 2,008 square 
feet
Price: $574,950 to $759,950
Hard cost: $175 per square foot
Buyer profile: Young professionals; 
some empty nesters

VITAL STATS
Keystone

an alley of driveways, while at the oppo-
site ends of the building, entry court-
yards lead to front doors. This separates 
the vehicular traffic from the pedestrian 
traffic. 

“The challenge of going to four sto-
ries is where to place the [ four-story] 
unit,” he says. In this case, the four-story 
unit is the largest: the 2,008-square-foot 
Plan Three. Homeowners enter from 
the garage or street at ground level and 
take a private elevator to the main liv-
ing areas on the third floor (living room, 
dining room, kitchen and master suite). 
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The fourth floor consists of two secondary bed-
rooms, a full bathroom and a laundry room. The 
home can also be reached by a flight of stairs to a 
second-floor entrance. “You really live on the third 
and fourth floors,” Bigot says. “It feels like a two-
story townhome once you’re up there.” 

The buildings’ exteriors have a classic Spanish 
look that’s distinctly non-fussy. Arch-top windows 
and wrought-iron details create visual interest. 
Recessed into the stucco walls are balconies or pati-
os, perfect for watching the activity in the streets 
while offering shelter from rain and sun.

Bigot introduced an element often seen in 
apartment and condo buildings in Los Angeles: 
exterior stairways. These add character to the out-
side of the building and the pedestrian courtyards. 
“When you have to walk up one or two flights of 

stairs to get to your living area and it’s all enclosed, 
it feels like a fire stair,” he says. “With Plan Three, 
for example, an exterior stair takes you to a door 
into a stair hall, and an interior flight of stairs leads 
to the living area. It helps make that journey a little 
more interesting.”

A Plan for Every Buyer
The variety of plan types is designed to appeal to 
a broad spectrum of buyers. For empty nesters 
who don’t want to climb stairs or for couples with 
a small child, there’s Plan One, which has living 
areas all on one level. Plan Two is a three-story 
home with secondary bedrooms and baths on the 
first and second floors and the master suite on the 
third floor (living areas are on the second floor). 
The configuration allows for several scenarios, 

A SLOPED CEILING 
adds volume to the 
living room of Plan 
Three. The room has 
access to a covered 
balcony, ideal for 
watching activity on 
the street below. 
The private elevator, 
above, carries 
homeowners from 
street level to the 
main living areas on 
the third floor.

Plans and Projects
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KODIAK
THE ONLY TRUCK TO OFFER AVAILABLE AIR BAGS IN CLASSES 6 AND 7*. Protect your 
drivers. And keep your business running smoothly. The Chevy Kodiak features available 
driver and passenger air bags, an energy-absorbing steering column and other smart safety 
features. 800-TO-CHEVY or chevy.com/mediumduty
*Based on 2007 GM Vehicle segmentation and medium-duty conventional trucks with a GVWR of 19,501-37,600 lbs. Excludes other GM vehicles. Single 
axle only. Always use safety belts and the correct child restraint for your child’s age and size, even in vehicles equipped with air bags. Children are safer 
when properly secured in a rear seat. Never place a rear-facing infant restraint in the front seat of any vehicle equipped with an active frontal air bag. See the 
vehicle Owner’s Manual and child safety seat instructions for more safety information. © 2007 GM Corp. 
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such as single roommates and couples with older 
children. Because there are no neighbors above or 
below the unit, it lives more like a standard town-
home, Bigot says.

“Then, of course, the Plan Three takes you all 
the way to the top two floors and begins to feel like 
a penthouse unit, because it’s the largest,” he says. 
“There’s nobody above you, so you’re king of the 
castle.” This plan’s secondary bedrooms are on the 
fourth floor, a good location for a home office as 
well as older kids.

At Keystone, homes come with either a one-
car or two-car garage — unusual for a project of 
this density, Bigot says. Plan Three has a two-car 
tandem garage with a generous amount of stor-
age space. Storage areas are included off the living 
room of Plan One and on the porch of Plan Two.

Classic Communities is including such stan-
dard features as double-glazed windows and patio 

doors, water-saving toilets and shower heads and 
90 percent efficient natural gas water heaters. 
The elevator in Plan Three is also a standard fea-
ture. All units are Smart Home pre-wired for data, 
phone and TV.  

Ward points out that one segment of the San 
Jose market is interested in a smaller condomini-
um in a mid-rise building downtown, while anoth-
er prefers a larger townhome downtown. Keystone 
satisfies both. 

The quality of the architecture is also contribut-
ing to Keystone’s success, he says. “These are rela-
tively high-income [buyers] and I think they appre-
ciate that quality,” Ward says. “They can feel it and 
touch it when they tour the models.” PB

THE ISLAND 

KITCHEN OF PLAN 

THREE comes 
standard with such 
upscale finishes as 
wood floors, granite 
countertops, natural 
maple cabinetry 
and stainless steel 
appliances. 

Plans and Projects

LOG ON To read ‘Condo/Townhouse Hybrid Tempts 
City Lovers in San Jose’ online, visit www.ProBuilder.

com/plansandprojects
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©2007 Vinyl Siding Institute, Inc.

Homeowners who want a beautiful, durable exterior.
Vinyl siding delivers the dramatic curb appeal

homeowners appreciate. With its vast array of

profiles, colors, trim and accessories, vinyl siding

helps practically any architectural style come to

life, beautifully.

And vinyl siding stands the test of time. More 

than 1,000 products and over 300 colors are 

certified through the VSI Vinyl Siding Product

Certification Program, and most offer transferable

warranties that last a lifetime. Providing beauty

that endures with no painting. No caulking.

Lasting beauty. Durable performance. Who

wouldn’t want that house? No wonder vinyl 

siding continues to be America’s number one

choice. To learn more, visit vinylsiding.org. vinylsiding.org

Who would want
this house?

For FREE info go to http://pb.ims.ca/5339-34

PBX071101-MAG_.indd   68PBX071101-MAG_.indd   68 10/18/2007   12:03:06 PM10/18/2007   12:03:06 PM



69

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
1.

2
0

0
7 

 w
w

w
.p

r
o

b
u

il
d

er
.c

o
m

PRODUCT APPLICATION

THIS NICK KERZNER 

PROJECT was crafted as a 

lower-level family room com-

plete with fireplace, built-in 

wooden cabinetry and an 

exterior door. 
PHOTOGRAPHY COURTESY OF 

KERZNER REMODELING AND 

CONSTRUCTION.

Innovations
>> BY LINDA KAST, CONTRIBUTING EDITOR

A Fix to Lower-Level Pitfalls
10 obstacles to basement construction and how to avoid them

Builders can attest to 
basements’ rise as living spaces. 
Jonathan Smith of Buckeye Basements 
in Ohio has clients who spend tens of 
thousands on elaborate lower levels. 
And Josh Baker of Arlington, Va.-based 
BOWA Builders notices his clients out-
fit their basements as a destination — 
an escape with elaborate finishes that 
matches the rest of the house. 

Lower-level living is a lifestyle build-
ers are charged with creating. But what 
happens when that lower level throws 
obstacles your way?

We’ve identified 10 pitfalls to base-
ment construction and finished them off 
with building best practices we’re confi-
dent will ease your building process. 

1. Lack of Planning
The Pitfall: A basement built only as a 
foundation for upper-level living space

 The Cure: A plan for a basement 
that functions as the foundation for an 
above-ground structure is different from 
a plan for a refinished basement to func-
tion as usable living space. With the for-
mer, soil conditions, the water table and 

the slope of the ground come into play. 
For the latter, finding a design solution 
that works with the existing foundation 
can be trickier. 

2. Poorly Located Utilities
The Pitfall: The utilities were placed for 
convenience rather than aesthetics.

The Cure: There are a number of 
things that unavoidably end up in the 
basement: the furnace, the hot-water 
heater, ductwork and plumbing runs, to 
name a few. Rerouting some of the lines 
can improve aesthetics when finishing 
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the space; however, certain structural 
elements are fixed. Finding the balance 
between economy and design aesthetics 
can be a fine line.

Nick Kerzner knows about play-
ing the hand you’re dealt. His firm, 
Kerzner Remodeling and Construction 
in Oconomowoc, Wis., has done its fair 
share of basement finish-outs. Kerzner 
says the end goal is creating space that 
doesn’t look and feel like a basement. 

Chaden Halfill, owner of Silent Rivers 
Design + Build in Des Moines, Iowa, 
says thinking about how the space will 
be used helps him devise a working solu-
tion. “Be proactive about your ideas and 
what outcome you want,” Halfill says. 
“Factor in the ductwork; think about all 
the utilities. Some of that helps dictate 
how you lay out the spaces.”

3. Cavernous, Cramped 
Quarters
The Pitfall: Few or no windows mean the 
lower level lacks light.

The Cure: Lower levels typically con-
sist of a four-sided, below-ground struc-
ture. Windows are limited unless a slope 
exposes one side or daylight windows 
are factored in from the start. In most of 
these spaces, however, it seems the fur-
ther you move toward the center of the 
space, the less light. Certain rooms such 
as bathrooms, wine cellars and saunas 
don’t require windows, so they can be 
located toward the middle ground or in 
corners where adding windows would be 
unfeasible. 

“I look at ways to gain natural light,” 
says Halfill, “sometimes building a 
retaining wall to allow a shaft of natural 
light to enter the space. Interior windows 
also make rooms feel more open and 
transmit light throughout the space.” 

4. Water, Water Everywhere
The Pitfall: Water intrusion, a top reason 
basements go unfinished

The Cure: According to ToolBase 
Services, a division of the NAHB Research 
Center, several steps can help you create a 

Innovations
>> LOWER-LEVEL CONSTRUCTION

� L&M Construction Chemicals
The ultra-low-VOC Vivid Dye Concrete Coloring System 
by L&M Construction Chemicals is a post-hardening 
concrete coloration system for projects that specify a 
color scheme. The concrete coloring also complements 
the company’s sustainable FGS/PermaShine polished 
concrete floor system. For FREE information, visit 

http://pb.ims.ca/5329-126

� Meyda Lighting

For customers who want a funky, modern look, Meyda Lighting’s three new fused glass pendants 

and wall sconces from its Metro Fusion Collection can be coordinated with home theatres and offbeat 

décor. The Muro Verde Wall Sconce, for example, features amber glass that’s hot-fused together and 

then reheated into the shape and suspended by nickel-finished hardware. For FREE information, 

visit http://pb.ims.ca/5339-125

� Boral Bricks
With the look and feel of a large 
handmade brick, the Thin Bricks 
from Boral Bricks are flat pieces with 
matching corner pieces to complete 
the look of an installed brick wall 
— at only 3⁄4 inch thick. Colors 
include gray-taupe, traditional red, 
rustic brown and caramel gray. For 

FREE information, visit http://

pb.ims.ca/5339-127

PRODUCTS FOR 
THE LOWER LEVEL
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BroadbandAccess is available in 242 major metropolitan areas in the U.S. Offers and coverage not available everywhere. Network details & coverage maps at verizonwireless.com. Network and coverage not in all areas. America’s most 
reliable wireless network claim based on fewest aggregate blocked and dropped connections. See verizonwireless.com/bestnetwork for details. © 2007 Verizon Wireless.

• Manage crews and materials more efficiently with simple, reliable wireless solutions from Verizon Wireless.
•  Utilize email and our high-speed wireless broadband network to connect and communicate from the job site and with the client.
• Use Field Force Manager to reduce labor costs and improve customer service.
• Get the G’zOne, a durable, shock and water-resistant cell phone ideal for construction sites work areas.

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

You choose the right
materials and crews. Now choose

 the right wireless network.

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

For FREE info go to http://pb.ims.ca/5339-26
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dry foundation. First, manage rainwater 
and below-grade moisture by installing 
proper drainage devices and a means 
for preventing the wicking (or capillary 
action) of moisture into concrete. 

Examples of best practices include: 
using gutters and downspouts that 
direct rainwater away from the foun-
dation; damp-proofing and installing a 
vapor barrier applied to the foundation 
wall; applying a vapor barrier beneath 
the concrete slab (above a gravel drain-
age layer); and using a capillary break 
beneath footers to reduce the wicking 
of moisture.

Drainage tiles, especially on the 
exterior perimeter beneath the lowest 
level of the basement floor slab and sur-
rounded by gravel, help relieve hydro-
static pressure from surface and table 
water. Both should be connected to a 
sump pump.

Waterproofing on Baker’s crew 

involves trench drains attached to a 
pump with a back-up generator to keep 
the pumps working in case of a power 
outage. “It’s also best to be sure you 
have the right gravity fall for sewer lines,  
— that the angle of the sewer line runs 
downhill,” Baker says. “You use ejector 
pumps and design accordingly.”

5. No Way Out
The Pitfall: Below-grade space that 
can’t serve as a bedroom because codes 
require escape openings in case of fire, 
flood or other hazards

The Cure: Solve this dilemma by 
adding egress windows as prefab units 
or newly dug out and landscaped areas. 
Check code requirements for total square 
footage openings and the maximum 
floor-to-window-opening distances.

To find space for an egress window, 
look for an outside wall that allows such 
an addition. The design solution should 

take into consideration what the exterior 
looks like as well. 

6. Limited Space Overhead
The Pitfall: Ceilings in lower-level spaces 
are low and dropped to hide pipes, heat-
ing ducts and other essentials.

The Cure: In new construction, exca-
vating for 9-foot basement walls allows 
space for ductwork and other utilities 
while still accommodating a finished 8-
foot ceiling. According to the Concrete 
Foundations Association, the additional 
cost of extending the foundation to 
9 feet is less expensive than building 
above-ground space.

7. Air Quality Concerns
The Pitfall: The space is seldom used, 
so the air quality below-grade is typically 
poorer.

The Cure: Before accepting a job, 
Kerzner’s company requires inspections 

For FREE info go to http://pb.ims.ca/5339-27
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for both water intrusion and radon. If 
there are any pre-existing problems, 
he requires a disclaimer. Framing is 
done from top to bottom with a header 
and floor plate, so walls are never pen-
etrated. “Ventilation is important,” he 
says. “Many times the solution is a fan 
hooked up to the sump system that 
draws the moist air outside, venting to 
the exterior.”

8. Let It Dry 
The Pitfall: Temptation to cut corners 
with dry times

The Cure: Because poured concrete 
wall foundations dry slowly and can 
carry thousands of pounds of water, 
it is important to let the concrete of 
a new home foundation fully dry for 
several months before finishing a 
basement.

Below-grade walls need to dry in 
both directions and a vapor barrier 

should not be used nor impede dry-
ing.

“Waterproofing technology has 
come a long way in the past decade, and 
poured walls are best for keeping water 
out. If you have a block foundation, you 
need a back-up sump system that’s bat-
tery operated or install a hydrostatic 
system that runs off the water pressure 
from the municipality. It’s more expen-
sive, but you’re protected forever.”

9. No Sound Barrier 
The Pitfall: Noise problems for the rest 
of the home

The Cure: “Consider sound insu-
lation and isolation,” Baker says. 
“Insulate to dampen, isolate to deaden 
sound. When kids are going down to 
play loud music and watch TV, you 
need that buffer.”

Insulating between the ceiling and 
first floor helps deaden sound. Laying 

carpeting with padding beneath helps 
give an upper-end look and cushions 
sound as well.

10. Extra Space, 
but No Access
The Pitfall: The lower level is the perfect 
place for visiting in-laws, but it’s difficult 
for them to reach.

The Cure: Smith admits to doing 
plenty of lower-level in-law suites where 
the spaces need to include private areas, 
plus full kitchens. However he suggests 
new construction may be the time to 
plan for the future. If an elevator needs 
to go in, he says, the ideal situation is for 
the builder to install a shaft during the 
framing stage. PB

LOG ON You can read ‘10 building 
obstacles to finished basements and how 

to avoid them’ online at www.ProBuilder.com/
innovations

>> LOWER-LEVEL CONSTRUCTION
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CONGRATULATIONS TO THE 2007 AVID Awards winners 
presented by Professional Builder. 

AVID Diamond Award 
Best Customer Experience in United States
The Green Company

AVID Award 
Best Customer Experience 
500+ Closings in United States
Engle Homes–Orlando

AVID Award 
Best Customer Experience
100-499 Closings in United States
Ruiz Homes

AVID Award
Best Customer Experience in Atlanta
John Wieland Homes

To learn more about the winners and the finalists chosen from 
over 355 North American builders, pop over to avidratings.com. 

For FREE info go to http://pb.ims.ca/5339-28
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PATH REPORT

PERMEABLE PAVERS PROVIDE A 

POWERFUL first impression that can 

increase your homes’ curb appeal.
PHOTO COURTESY SAGE HOMEBUILDERS

Innovations
>> BY RICK HUNTER, FOR PATH PARTNERS

Paving the Way
Permeable paving is another option for home builders who want to be green.

One of the fastest growing 
approaches to green site 
development is permeable paving. 
There are a variety of options: block, 
stone, brick, permeable asphalt, perme-
able concrete and structural grids. All 
operate on the same principle: to allow 
rainwater to seep through a paved sur-
face, which naturally cleanses pollut-
ants and recharges aquifers instead of 
having the stormwater run onto other 
properties and into storm drains. 

Because engineered curb and gut-

ter storm drainage systems are costly to 
design and build, permeable pavement 
systems can often reduce overall con-
struction costs for home builders. 

I initially thought that permeable 
pavement was significantly more expen-
sive and that the benefits wouldn’t justify 
the cost. But after doing a little research 
and experimentation, I’ve been proven 
wrong. Permeable paving systems typi-
cally cost more than conventional pave-
ment, but any additional paving cost is 
offset, at least in part, because there is 

less need for stormwater management 
infrastructure. Catch basins, stormwater 
ponds, curbs, gutters and storm drains 
can be eliminated or downsized. As a 
result, permeable paving has become a 
standard part of our company’s reper-
toire. 

As with so many green building fea-
tures, doing the right thing for the envi-
ronment also has some nice benefits for 
the builder and the homeowner.

Builders can benefit because: 
■ Minimizing storm water management 
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issues simplifies planning
■ Permeable paving puts money in the developer’s pocket 

because there’s no need to install costly water collection and 
detention areas 

■ Eliminating collection and detention areas increases the 
effective developable area, which also saves the developer 
money 

■ Builders can receive points on green certification programs
Benefits to the homeowner include:

■ A safer surface that’s easier to grip and is less likely to ice 
over

■ Less chance of erosion and water seeping into basements
■ A better appearance because permeable pavement elimi-

nates the need for ugly surface runoff measures 
■ Lower maintenance costs because permeable surfaces 

require fewer repairs and need to be resurfaced less often 
■ More water to the root systems of plants and trees in the 

vicinity, resulting in healthier vegetation
The primary downsides of permeable paving are the higher 

initial cost of the paving itself and the need for regular clean-
ing to prevent clogging. A secondary consideration is that 
most permeable asphalts and concretes are not approved for 
heavy traffic loads. 

Choosing a Surface 
There are generally four options for permeable pavement: 
permeable pavers; permeable asphalt; permeable concrete; 
and permeable plastic or metal grids that hold grass or gravel 
in place. 

■ Permeable Pavers. For most residential applications, 
we tend to use pavers. These include block, brick, stone and 
other interlocking paving materials. Compared to conven-
tional concrete and asphalt, they’re less likely to crack over 
time, can be installed more quickly and are less expensive to 
repair if they do crack or move. 

■ Permeable Asphalt. The same mixing and applica-
tion equipment is used for porous bituminous (permeable) 
asphalt as for impervious asphalt; only the formula for the pav-
ing material changes. Another promising asphalt product is 
Firestone’s Flexi-Pave, a permeable asphalt made largely from 
recycled tires. It retains the elasticity of rubber, which means it 
will be more shock absorbent, crack less, clog less and provide 
better grip than conventional asphalt.

■ Permeable Concrete. This type of concrete requires larg-
er pea gravel and a lower water-to-cement ratio, resulting in a 
pebbled, open surface that is roller compacted. Maintenance 
for both permeable concrete and permeable asphalt is gener-
ally the same — regular clearing of debris from the surface 
to prevent clogging of the “pores.” 

■ Grids. The grid system achieves a more durable gravel 
or grass surface that allows water to pass through easily. The 
high-strength plastic grid provides a structural framework 
that holds gravel or grass in place and prevents compaction 
and erosion. As with all green features, making permeable 
pavement work requires educating the home buyer on the 
benefits and the importance of proper maintenance. 

Installation is similar for permeable pavement as for con-
ventional paving. First, crews excavate to the design depth of 
the pavement/gravel reservoir system. Then, the uncompact-
ed base soil is covered with a geotextile fabric to reduce migra-
tion of soil fines into the gravel base. The permeable paving 
— be it pavers, asphalt, concrete or grid — is then placed. A 
word of caution: monitor the installer to ensure proper instal-
lation of the base rock, which can greatly affect the perfor-
mance of the paving. PB

Rick Hunter is Managing Principal of Sage Homebuilders, a 
green builder in St. Louis. He writes on behalf of the Partnership 
for Advancing Technology in Housing (PATH), which is adminis-
tered by the U.S. Department of Housing and Urban Development. 
Learn more about PATH at www.pathnet.org; learn more about 
Sage Homebuilders and green building at www.sagestl.com.

>> PATH REPORT

LOG ON You can read ‘Permeable paving a good option for green 
homebuilding’ online at  www.ProBuilder.com/innovations

For FREE info go to http://pb.ims.ca/5339-29
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ADD A LITTLE MORE BLUE TO THE BLUEPRINT.

Adding drama and beauty to a living space is what the world
leader in skylights has been doing for over 65 years. It’s how
we’ve become the #1 preferred brand by builders everywhere. 
For more information call 1-800-888-3589 or visit veluxusa.com.
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Engineered flashing available for most types of roofing materials. For FREE info go to http://pb.ims.ca/5339-30

PBX071101-MAG_.indd   77PBX071101-MAG_.indd   77 10/18/2007   1:30:04 PM10/18/2007   1:30:04 PM



For FREE info go to http://pb.ims.ca/5339-31
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Innovations
>> BY NICK BAJZEK, PRODUCTS EDITOR

PRODUCT FEATURE

Warm All Over
There’s a lot of information and, unfortunately, misinformation about innovations in insulation. 
Should you stick with traditional methods or try something new?

We’re building homes smarter and tighter, 
and the end result is lower energy costs passed 
onto our customers. But when it comes to the 
insulation your company is using, does it pay to 
stick with tried-and-true fiberglass batts or chase 
higher R-values and go with a spray or blown-in 
system? Luckily the industry has moved on from 
the days of nogging, so builders have a wide selec-
tion of insulation products to investigate. 

The first measure of insula-
tion performance is the R-
value, which is derived from 
standardized tests that deter-
mine how well the materials 
resist heat flow and air infil-
tration. Current standards in 
most parts of the U.S. call for 
at least R-13 exterior walls and 
R-38 ceilings. It’s no coinci-
dence that R-values are the 
first numbers a manufacturer 
will trot out to the public. But 
depending on the climate, 
quality of work and the rest of 
the building envelope, an R-
value can become quite rela-
tive. Prices have come down 
with some alternate insulation 
products, but there’s a bit of a 
trade-off: as the R-value goes 
up, so does the cost. 

A majority of home builders 
still uses fiberglass batts as the 
first line of defense against air 
infiltration, but it’s not neces-
sarily known as being green — 
what your home buyers might 
be asking for. Increasingly, the 
materials we put inside our 
walls and ceilings can be cat-

egorized as “green”; recycled 
newsprint, soybean-based 
blown-in insulation and other 
sustainable methods and 
materials are much more com-
monplace than they were even 
five years ago. 

It was the housing boom 
and successive green move-
ment that gave the insulation 
industry a kick in the pants. 
And sometimes it wasn’t what 
the manufacturers put into 
their products so much as 
what came out. New formulas 
removed or replaced  environ-
mentally harmful or hazard-
ous ingredients. On a smaller 
but no less important scale are 
natural products that form the 
basis of insulation like cotton, 
wool and soybeans. 

Although there is no per-
fect insulation method yet, 
there’s a range of products 
that can meet your company’s 
needs and budget. Use the 
chart on the following pages 
to get a quick run-down of the 
major choices the industry has 
to offer.  

SPRAY-IN FOAM INSU-

LATION PRODUCTS 

(above, left) use a blowing 

agent to help the material 

expand to many times 

its size when applied. 

Fiberglass insulation 

(below) is still the most 

commonly applied meth-

od of keeping the drafts 

out and the heat in. 
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Innovations

PROPANE TANKLESS WATER HEATERS.
EASY INSTALLATION FOR YOU,

What makes propane tankless

water heaters ideal for you and your

customers? Let’s count the ways.

On-demand hot water is more

efficient and can lower water

heating bills up to 60%. Compact

design frees up room. Innovative

engineering means longer appliance

life. They’re also easy to install.

Plus, your customers can receive

a $300 federal tax credit. For more

on tankless water heaters, visit

usepropane.com/buildwithpropane.

Closed Cell Open Cell Fiberglass batts

Properties: Cells inside the insulation resemble infl ated 
balloons 

Open-cell spray foam is found in densities 
ranging from 0.4 to 1.2 lbs./ft3.

Composed of Silica spun into fi bers

Made from Isocyanate and a resin compound R-values of about 3.5 per inch Facing material acts as an air barrier

Inherent moisture vapor retarder (0.1 perm-in. 
per ASTM E-96 or better)

Softer, sponge-like appearance Newer “green” fi berglass insulations made with recycled 
content

Installation Method: Spray-in system, usually installed by manufac-
turer-certifi ed installers

Can be applied as a liquid or sprayed by 
certifi ed installers

Batts fi t into building cavities and come in rolls or can be 
blown-in

A foam machine mixes Isocyanate and resin and 
the two compounds are heated and mix together 
when sprayed

The fl exible foam expands to many times 
its size to fi ll in space

Installers require protective clothing and respirators

Benefi ts: Uses non-ozone-depleting hydrochlorofl uorocar-
bons (HCFCs) as opposed to CFCs

Excellent insulating, sound resistance and 
air barrier properties

Least expensive, quick installation times when compared 
to other methods

Ideal for preventing condensation buildup and 
an excellent thermal barrier with a long life 
expectancy

More permeable to moisture vapor, 
with ratings of about 10.0 per 4-5 inch 
thickness

High-density batts offer high R-values

Fire- and moisture-resistant

Know Your Insulation
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ENDLESS HOT WATER 
AND ENERGY SAVINGS FOR THEM.

What makes propane tanklessWhat makes propane tankless 

water heaters ideal for you and yourwater heaters ideal for you and your 

customers? Let’s count the ways.customers? Let’s count the ways. 

On-demand hot water is moreOn-demand hot water is more 

efficient and can lower watereffi cient and can lower water 

heating bills up to 60%. Compactheating bills up to 60%. Compact 

design frees up room. Innovativedesign frees up room. Innovative 

engineering means longer applianceengineering means longer appliance 

life. They’re also easy to install.life. They’re also easy to install. 

Plus, your customers can receivePlus, your customers can receive 

a $300 federal tax credit. For morea $300 federal tax credit. For more 

on tankless water heaters, visiton tankless water heaters, visit 

usepropane.com/buildwithpropane.usepropane.com/buildwithpropane.

>> INSULATION

For FREE info go to http://pb.ims.ca/5339-32

Cellulose Mineral Fiber Soybean-Based

Made from recycled paper and paper waste with up to 20% of the 
material composed of ammonium sulfate or boric acid

Has the look and feel of fi berglass Rigid or fl exible soy-based polyurethane plastic 
created from isocyanate and soybean oil-based 
polyol

Come in both loose and damp forms Made from steel slag spun into fi bers Various mixtures available for different spraying 
methods

Excellent acoustic performance Treated with binders and oil

Can be woven into batts

Must be blown-in to predicted settled density to achieve its rated 
R-value

Like fi berglass, the materials used in mineral fi ber can be spun 
into batts manufactured to fi t the standard spaces between 
studs

Applied as a liquid sprayed-in with a water-
based delivery system to expand to 100 times 
its size

Can be damp-sprayed into open wall cavities before drywall is 
installed

Most cellulose is made from about 80% recycled materials Mineral fi bers made from waste materials Contains none of the formaldehyde found in 
some fi berglass batts

Provides a general R-value of 4 as it seals all cavity spaces Mineral fi bers are inherently stable Unaffected by time or moisture, highly resistant 
to mold and mildew

Greatly reduces sound transmission Non-combustible, fi re retardant and can create 1- and 2-hour 
rated fi re walls

Most are Class-1 fi re rated

Can be composted/recycled at the end of its life cycle

Stabilizers reduce settling over time

Note: In moderate climates, the minimum recommended R-value is R-30 for an attic, R-11 for walls, R-19 for raised fl oors and R-4.2 for ductwork. 
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    STREAMLINE PLANS AND CUT WASTE:
BC Framer® integrated analysis software 
incorporates EWP design and calculation into 
one program. The result is effi ciently designed 
Floor Systems that aren’t over-engineered. BC 
Framer helps you reduce waste, lower material 
bills and cut disposal fees. 

5 WAYS 
TO BUILD MORE
PROFITABLY TODAY:

BEFORE         AFTER

1

BOISE ENGINEERED WOOD PRODUCTS
 Great products are only the beginning.™

5

2 USE PRECISE BOISE MATERIAL 
AND CUT LISTS:

Boise material lists let you buy only 
the material you need to frame a plan. 
And instead of the time-consuming 
and error-prone process of pulling a 
tape for every cut, BC Framer provides 
cut lists accurate to 1/16” to prevent 
wrong cuts, eliminate waste, and 
speed framing. 

TURN ELECTRONIC TAKE-OFFS 
INTO ACCURATE MATERIAL ESTIMATES:

Boise® PlanSwift™ imports plans, converts them into 
accurate material estimates, and shares information 
for Boise fl oor framing plans with wall framing and 
roof truss layout plans. It reduces up-front time to 
estimate project costs and produce shop drawings. 
Information is entered only once. 

3

MANAGE PROJECTS BETTER ONLINE WITH BOISE PLANS ROOM:
Boise® Plans Room lets you post projects online to communicate, 
track, update redlines, do take-offs, and organize plans for future 
use. Team members can view plans 24/7, and they’re always 
working with the most current set of plans.

Boise color-coded framing plans show exact placement of 
framing components so less-skilled crews can frame correctly 
the fi rst time. And inspectors who see framing plans posted 
on your jobsites will know your work is to spec.

PREVENT 
FRAMING 
MISTAKES 

WITH POSTED 
FRAMING 
PLANS:

                            
To learn about the other ways 
to build more profi tably today, 
visit www.bc.com/ewp or 
www.bc.com/wood/ewp/bcplansSwift.jsp. 
Or call 800-232-0788 or contact your 
Boise dealer or Area Manager. 

 GET YOUR COPY OF 
“17 WAYS YOU 

CAN BUILD MORE   
  PROFITABLY TODAY.”

4

© 2007 Boise Building Solutions Manufacturing, L.L.C.   Boise, BC Framer and SawTek are trademarks of Boise Cascade, L.L.C. or its affi liates. For FREE info go to http://pb.ims.ca/5339-33
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� Georgia-Pacific
Your HVAC crews have some dirty, hard work to do; make their lives easier with Geor-
gia-Pacific’s XJ85 wood I-joists. The pre-cut openings are cavernously huge, fit closer 
together and go all the way to the end of the beam. Although lightweight, the XJ85 
joists are as stiff and strong. For FREE information, visit http://pb.ims.ca/5339-130

Innovations

� Sterling/Kohler
Align, pivot, click it in and get out. 
Sterling claims it’s as easy as that 
for subcontractors who use the 
four-piece Accord bath/shower 
unit. Made from the company’s 
featherweight porcelain-toned Vikrell 
material and designed for 5-foot 
alcove spaces, the system uses 
factory-installed attachment clips that 
create a seam tighter than a Brett 
Favre spiral — without using any 
caulk. For FREE information, visit 
http://pb.ims.ca/5339-128 

� Moen
Undermount is where it’s at in today’s kitchens, and Moen wisely 
expanded its own undermount offerings to include the Camelot. 
The rounded lines give the sink a flushed look and the 20-gauge 
steel provides some wicked durability. Like other Moen sinks, 
the Camelot uses the company’s SoundShield undercoating to 
dampen the rain-on-a-tin-roof sound. For FREE information, 
visit http://pb.ims.ca/5339-129

 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

ProBuilder Product Report:
New Products

� Kolbe
You normally don’t associate the word 
“historic” with “Low-E2”, but Kolbe 
does just that with the Ogee Direct Set 
windows. The windows have a profile 
reminiscent of 19th century storefronts 
and have 7⁄8-inch of insulated glass with 
an argon gas fill to give the historic-look-
ing windows a green kick. Performance 
divided lites, multiple grilles and a slew 
of custom wood species are included 
in the bonanza of Kolbe options. For 
FREE information, visit http://pb.ims.
ca/5339-131
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   “City 
Environments“
An inside-and-out look at family city living

February 13 — 16
at the International Builders’ 
Show®, Orlando

Visit three fabulous infi ll homes:

■ Comfortably Affordable — geared to 
 fi rst-time buyers

■ Tech-Ready Luxury — the fi nest in 
 fi nishes and amenities

■ Green Home — 2 stories showcasing the 
 techniques of green design and building

See the latest building products 
installed and in action from these 
premier sponsors:

BHK of America | Laminate Flooring

BlueLinx | Siding

Carrier | HVAC

CONTECH Bridge Solutions Inc. | Bridge Solutions

Cultured Stone | Exterior Stone

Crane Performance Siding | Siding and Exterior Stone

The Dow Building 

& Construction | Housewrap

DuPont Surfaces | Countertops

Electrolux Home Products | Appliances

Find Show Village in the Outdoor Exhibits area behind the convention center — Parking Lot D

Siemens Energy & 

Automation Inc. | Structural Wiring and Panel Boxes 

Therma-Tru Doors | Entry Doors

ThyssenKrupp Access | Elevators 

Universal Forest Products | Open Web Floor Truss

USG | Crack-Free Drywall Corners & Mold-Resistant Tile Backer 

Viega | Piping System

VT Industries Inc. | Laminate Countertops

Western Red Cedar Lumber Assn. | Decking

Honeywell | Insulation 

Icynene Inc. | Insulation 

Lasco Bathware | Bathtubs

Latitude | Decking and Railings 

LiteTouch | Lighting Control Systems

Maze Nails | Nails

Nisus Corp. | Bora-Care with Mold-Care

Owens Corning | Roofi ng and Insulation

Panasonic | Ventilation Fans and TVs

Pella Windows & Doors | Windows and Entry Doors

Green Home

Homes are OPEN before, during and 
after IBS® show hours. Visit Show Village:

■ Wednesday, Thursday, Friday: 8:30 a.m.–6 p.m. 
■ Sat: 8:30 a.m.-1:00 p.m.

ROCKIN’ BLOCK PARTIES:
■ Wednesday, Thursday & Friday evenings, 4–6 p.m.
■ Hot blues band on the SHOW VILLAGE Stage
■ Cold drinks & great company

Reserve time in your busy IBS® schedule 
to visit us at Professional Builder SV08!
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Innovations

� Ariston
Italy’s Ariston scores big aesthetic points with the 
Platinum Series Laundry. The series features the 
market’s largest condenser dryer (16 pounds) that 
uses a ventless system to eliminate ductwork. 
The roomy washer spins 1400 rpm for better wa-
ter extraction, and you can also order 14-inch-tall 
pedestal drawers. For FREE information, visit 
http://pb.ims.ca/5339-134 

� Dacor
Sometimes the hardest part about buying or 
specifying appliances is figuring out where the 
heck you’re gonna put ’em. Dacor addresses this 
problem with its stainless steel Millennia Micro-
wave In-A-Drawer. Billed as a chic alternative to 
countertop units, it has a novel drawer configura-
tion that increases installation flexibility. Hom-
eowners steering away from stainless can opt for 
a solid black glass finish. For FREE information, 
visit http://pb.ims.ca/5339-133

 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

ProBuilder Product Report:
Appliances

� Gaggenau
If you’re building for a serious chef, consider Gaggenau’s 
smart 36-inch wide CI 491/492 Induction cooktop. It 
accommodates large pots and pans and provides an 
extraordinary amount of cooking power. A sweet feature 
is the maneuverable magnetic knob, which sets cooking 
zones and temperature. Gaggenau also has a line of 
equally snazzy wine storage units and ovens. For FREE 
information, visit http://pb.ims.ca/5339-135

� Viking
The masters of stainless steel at Viking have a hybrid oven to show off: the Built-in Electric 
Combi Steam/Convect Oven — say that five times fast. The unit sports six cooking options: 
steam, SteamHeat, TruSteam, ReHeat Plus, ProBake and TruConvec. A multi-lingual interface 
and 27-, 30-, and 36-inch trim kits round out the new features. For FREE information, visit 
http://pb.ims.ca/5339-132
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Innovations

� Wolf 
Looking like something out of a catering company’s kitchen, the E Series oven line from Wolf comes in 
single and double 30-inch models with an intuitive LCD control panel and 10 different cooking modes, 
including bake stone, convection roast and dehydration. The E series has a redesigned hinge system 
on the door and still has the company’s distinctive look. For FREE information, visit http://pb.ims.
ca/5339-138

� Liebherr
Straight from Deutschland comes the HC1050 refrigerator from Liebherr. The unit has two separate 
cooling units that function independently of each other to guarantee temperatures stay where hom-
eowners want. The unit’s big advantage lies in its adjustable shelving options. Its satin exterior has a 
different look compared to its contemporaries to please discerning homeowners. For FREE informa-
tion, visit http://pb.ims.ca/5339-137

 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM
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� 
Bosch
Someone spent a long time on the drawing 
board with this one. Bosch’s Evolution 700 
Series Dual Fuel has the company’s Cleartouch 
oven controls and a European-inspired 
convection system for master bakers. The 
easy-to-clean range has two powers and two 
simmer burners with eight cooking modes. A 
convection-assisted self-cleaning mode will 
keep chefs happy, too. For FREE information, 
visit http://pb.ims.ca/5339-136

� Diva de Provence
We normally wouldn’t associate the word diva 
with beefiness, but the Diva 365 from Diva de 
Provence is a full-on force to be reckoned with. 
The 36-inch range combines an  all-electric 
convection oven with a five-burner induction 
cooktop. The company claims its temperature 
control provides some of the fastest, most ener-
gy-efficient cooking around. Test it out. For FREE 
information, visit http://pb.ims.ca/5339-139
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Customized wireless solutions from AT&T are building better 
construction companies.
AT&T understands the unique challenges faced by leaders in today’s competitive construction 
environment. The demands to deliver projects on time, reduce paperwork, and improve productivity 
have never been stronger. From wireless email and Push to Talk to workforce management and 
Field Service Automation, rely on AT&T to make your business run better.
To learn more, go to att.com/builtforbusiness or call 866-9ATT-B2B.

©2007 AT&T Knowledge Ventures.  All rights reserved.  AT&T and the AT&T logo are trademarks of AT&T Knowledge Ventures.

For FREE info go to http://pb.ims.ca/5339-35
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Presented by 
NAHB’s
NATIONAL 
SALES AND 
MARKETING 
COUNCIL

Exclusive 
Co-Sponsors

Elite 
Sponsors

Preferred
Sponsors

Make your plans now to attend The NationalsSM, the largest networking 
event for sales and marketing professionals during the International Builders Show.

Join us on February 13th as we recognize Legends of Residential Marketing — 
Jorge Perez of The Related Company and Van Rose of Rose and Womble Realty, and 
present awards for the best in sales and marketing from across the nation.

GALA

February 13th 
Rosen Shingle Creek Resort

Cocktails & Networking 
5:00pm – 6:30pm

Dinner 
6:30pm – 7:30pm

Awards 
7:30pm-10:00pm

Tickets $175 each 
Tables of 10 $1750

To order tickets log onto 
www.thenationals.com
Or call 800-658-2751 to 
make your reservation.

GET NOTICED AT THE NATIONALS
SM

!

Jorge Perez Van Rose

building
distinction

the nationalsSM

2 0 0 8

EMC 986 The Nationals Pro Builder LEFT.indd 1 9/28/07 5:23:46 PM

For FREE info go to http://pb.ims.ca/5339-36
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Innovations

� Ridgid
Leave the pencils and rulers in the truck if you’re 
using Ridgid’s WTS2000L 10-inch wet tile/stone 
saw. The saw has a laser guide, LED and a 
plunge cut feature with pre-set standard depths 
for precise cutting. The all-aluminum construc-
tion and integrated folding stand with wheels 
allows you to huff it into small bathroom jobs 
without punching a hole in the drywall. For FREE               
information, visit http://pb.ims.ca/5339-141 

� Cooper Hand Tools
The creators of the original Crescent brand adjustable wrench 
are at it again. Cooper Hand Tools’ 10-inch Crescent Rapid-
Slide adjustable wrench gives users faster and more accurate 
jaw adjustments in a larger size. The unique slider replaces the 
traditionally annoying turning adjusters, and the tool sports an 
internal debris shield to protect the moving parts. For FREE               
information, visit http://pb.ims.ca/5339-142 

� Channellock
The high-carbon steel construction and electro-
coated protective finish makes these tools bona 
fide heirloom material. Channellock’s 369CRFT 
Lineman’s Pliers have an excellent wire stripper, 
and the cross-hatched teeth and patented 
spongy blue comfort grips lets you apply some    
serious torque. For FREE information, visit   
http://pb.ims.ca/5339-143 

 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

ProBuilder Product Report:
Tools
� Ryobi
If you don’t love lime green, look at it this way: 
you’ll never lose these latest tools from Ryobi. 
The company’s P813 2-Piece Lithium Power Drill 
Kit has features that run deeper than the new 
color scheme, including the company’s universal 
18-volt lithium battery for twice the run time and a 
24-position clutch. For FREE information, visit 
http://pb.ims.ca/5339-140 
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ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5339-204

For FREE info go to http://pb.ims.ca/5339-200

PLEASE PROOFREAD CAREFULLY

GENUINE STONE TILES BY OUTWATER
Hand sorted by color, size 
and thickness, Outwater’s 
Genuine Stone Tiles com-
prise 100% natural stones 
that are individually adhered 
in mosaic or stacked patterns 
onto mesh style backings to 
create easy to install, seam-
less interlocking tiles.  Ideally 
suited for interior or exterior 
use in a vast range of resi-
dential and commercial new 
construction or renovation 
projects, Outwater’s Genuine 
Stone Tiles are offered in a 
variety of exotic and tradi-
tional round and flat stones 
in numerous styles and col-
ors to suit a wide assort-
ment of vertical or horizontal 
applications.

ARCHITECTURAL PRODUCTS BY OUTWATER

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

www.outwater.com
New Jersey  •  Arizona  •  Canada

FREE 1,000+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

pbx071101_out.indd   1 10/10/2007   11:24:13 AM
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• The Best Surface Protection Values.
• Two Huge Warehouses – Back Order 

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

Customer Satisfaction.

Lowest Price & SatisfactionGUARANTEED!Lowest Price & SatisfactionGUARANTEED!

Makes Surface Protection 
& Dust Control

...easy.

Protective
Products
Protective
Products

Call for our FREE Surface Protection Guide

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

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

Out of Duct Work.
• Custom Imprint Available.

Call for More Info!

...easy.

Effortless Installation • Increased Profitability • No Leak Callbacks

pbx070301_lit   116 2/20/2007   1:38:26 PM

Staron® Tempest Offers Beauty 
and Practicality 

Samsung Staron® now 
offers the versatile Staron 
Tempest. Designed with 
a look that rivals natural 
stone and quartz, Tempest 
provides all the benefi ts of 
a solid surface, including 
seamless appearance and 
its nonporous, hygienic 
properties. For more infor-
mation please contact us:
www.staron.com
Ph: 800-795-7177

For FREE info go to http://pb.ims.ca/5339-203

For FREE info go to http://pb.ims.ca/5339-201

For FREE info go to http://pb.ims.ca/5339-202
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For FREE info go to http://pb.ims.ca/5339-206

For free information circle ###

NobleSeal TS is a thin,
sheet membrane that provides
uniform thickness and quality. 
Using TS helps insure watertight 
installations by minimizing 
workmanship variables. 

Easy to install

Simple Solutions...
Proven Performance

800-878-5788
www.noblecompany.com

Use NobleSeal Sheet Membranes
over common substrates 
including radiant heat systems,
gypsum concrete and many
wood subfloors. NobleSeal TS
is approved for thin-bed
waterproofing in showers. 

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

pbx060701_lit   3 6/16/2006   7:49:36 AM

For FREE info go to http://pb.ims.ca/5339-205
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For FREE info go to http://pb.ims.ca/5332-204

For FREE info go to http://pb.ims.ca/5332-205
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For FREE info go to http://pb.ims.ca/5332-206
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ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5339-209

For FREE info go to http://pb.ims.ca/5339-208For FREE info go to http://pb.ims.ca/5339-207

BUSINESS

BUILD A
FOUNDATIONFOUNDATION

ADVERTISE WITH

CONTACT:

Ph: 630-288-8022 Fax: 630-288-8145
shelley.perez@reedbusiness.com

SHELLEY PEREZ

PROFESSIONALPROFESSIONAL

BUILDERBUILDER

FORFOR YOURYOUR

pbx071101_lit   92pbx071101_lit   92 10/23/2007   1:21:31 PM10/23/2007   1:21:31 PM
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For FREE info go to http://pb.ims.ca/5339-211

For FREE info go to http://pb.ims.ca/5339-210

For FREE info go to http://pb.ims.ca/5339-212

Kett Tool Company
5055 Madison Road Cincinnati, OH 45227

(513) 271-0333 • FAX (513) 271-5318
www.kett-tool.com

Kett’s KSV-432 Vacuum Saw has a 2 1/2” 
carbide blade for fast cutting of fiberglass with 
dust control. Connect 
your shop vac hose to 
collect debris as you cut. 
Also accepts high-speed 
steel blades for metal or 
laminate panel cutting. 

Ask for Bulletin K03-166.

Untitled-1   1 2/5/2007   9:14:51 AM

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-
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/5339-213

If someone near you collapses, loses consciousness and stops breathing, chances

are their heart has stopped. Call 9-1-1 immediately and do CPR until help arrives.

If you don’t know CPR, learn. To find a 

CPR course near you, call the American

Heart Association at 1-877-AHA-4CPR or

visit us online at www.americanheart.org.

“I did CPR”“I called 911” “I lived”

“The family
suggests that
memorial
contributions
be made to
the American
Heart Association.”

1-800-AHA-USA1
This space provided as a public service. ©1994, 1997, American Heart Association

When people want
to honor a loved

one and fight
heart disease.

pbx071101_lit.indd   93pbx071101_lit.indd   93 10/23/2007   1:41:41 PM10/23/2007   1:41:41 PM
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For FREE info go to http://pb.ims.ca/5339-250

COLUMNS, BALUSTRADES
& MOULDINGS

• Polyurethane 
Balustrades, 
Mouldings & Details

• GFRC Columns 
& Cornices

• GRG Columns 
& Details

Custom Quotations: 
800-963-3060

• Fiberglass Columns     

• Poly/Marble Columns 

• Synthetic Stone 
Balustrades 
& Columns

• Wood Columns

• Cast Stone 
Balustrades & Details

www.MeltonClassics.com

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

New Concept Louvers
800-635-6448

www.NewConceptLouvers.com

For FREE info go to http://pb.ims.ca/5339-251

PLUMB-JACK
WALL BRACE

Phone: 866-557-6244
www.vincomfg.com

• Cost-Effective
• Adjustable
• Reusable
• Contractors

Buy Direct!

For FREE info go to http://pb.ims.ca/5339-253

Place Your Classified Ad In 

Call Shelley Perez at 
630-288-8022

For FREE info go to http://pb.ims.ca/5339-252

pbx071101_cls   94pbx071101_cls   94 10/23/2007   1:46:28 PM10/23/2007   1:46:28 PM
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For FREE info go to http://pb.ims.ca/5339-257

www.housingzone.com/research

Visit HousingZone.com 
for the latest news 

product information & 
the latest research in 
the building industry.

YOUR TICKET TO
MUST-HAVE,

HARD TO FIND

INFO

For FREE info go to http://pb.ims.ca/5339-255

HERITAGE
BUILDING SYSTEMS®

Established 1979

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

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

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

steel structures at the lowest possible price.

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

For FREE info go to http://pb.ims.ca/5339-254

PAYSPAYSADVERTISING

For FREE info go to http://pb.ims.ca/5339-258

HARDWOOD
MOULDINGS

256-pg
Moulding
Catalog

$40 + $10 s&h

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

Lumber • Plywood • Burls
Turning Blocks • Veneers

Call for a fast, 
free quote

Any length, Any width, 
Any thickness

pbx070101_cls   162 1/3/2007   2:02:15 PM
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For FREE info go to http://pb.ims.ca/5339-261

For FREE info go to http://pb.ims.ca/5339-260

Untitled-1 1 1/25/2007 9:17:23 AM

For FREE info go to http://pb.ims.ca/5339-262

For FREE info go to http://pb.ims.ca/5339-259

For FREE info go to http://pb.ims.ca/5339-263

check out:
housingzone.com

pbx071101_cls   96pbx071101_cls   96 10/23/2007   1:47:23 PM10/23/2007   1:47:23 PM
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The construction industry can be full of 
headaches and holdups. This isn’t one of them. 
Custom closets are easy to design, simple to install 
and extremely profi table. We make it easy to 
join the thousands of construction professionals 
who are off ering closets to their customers. Put 
a closet like this into your next job and make 
some real money in closets.  

www.proclosets .com

877-BUY-A-PRO

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

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

For FREE info go to http://pb.ims.ca/5339-266

Untitled-3 1 2/7/2007 2:07:37 PM

For FREE info go to http://pb.ims.ca/5339-265

ADVERTISING MEANS BUSINESS.
PLACE YOUR AD TODAY!

For FREE info go to http://pb.ims.ca/5339-264
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Ph: 630-288-8022 • Fax: 630-288-8145 • shelley.perez@reedbusiness.com
SHELLEY PEREZ
CONTACT:

ADVERTISINGPAYSPAYS

For FREE info go to http://pb.ims.ca/5339-267

1-877-422-6728

pbx060701_cls   109 6/21/2006   2:39:08 PM
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of Circulation

Average No. Copies 
Each Issue

No. Copies of Single 
Issue

During Preceding 12 
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Published Nearest to 
Filing Date

a.  Total Number of 
Copies (Net Press 
Run)

127,541 124,816

b. Legitimate Paid 
and/or Requested 
Distribution (by Mail or 
Outside the Mail)

(1)
Individual Paid/Requested Subscriptions Stated on PS Form 3541. (Include 
direct written request from the recipient, telemarketing and internet request from 
recipient, paid subscriptions including nominal rate subscriptions, advertiser’s 
proof copies and exchange copies)

123,481 122,102

(2) Copies requested by Employers for Distribution to Employees by Name or 
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Distribution (By Mail 
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Requests including Association requests, Names obtained from Business 
Directories, Lists and other sources).
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Nonrequested Copies Distributed Through the USPS by Other Classes of Mail 
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Standard Mail or Package Service Rates)
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(3) Nonrequested Copies Distributed Outside the Mail (include Pickup Stands, Trade 
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f.  Total Distribution 
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h. Total (Sum of 15f 
and g) 127,541 124,816

i. Percent Paid and/or 
Requested Circulation 
(15c divided by f 
times 100)

98% 98.54%

I certify that all information furnished on this form is true and complete.  I understand that anyone who furnishes false or misleading information on this form or 
who omits material or information requested on the form may be subject to criminal sanctions criminal sanctions (including fines and imprisonment) and/or civil 
sanctions (including civil penalties). Simon Young, Group Circulation Director

Company Page # Circle # Phone # For more 
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+Ainsworth 
Lumber Co Inc 18a-b 877/661-3200

American Express 6-7 2 866/805-1239 http://pb.ims.
ca/5339-2

Armstrong 
Cabinets 14 6 800/588-1703 http://pb.ims.

ca/5339-6

AT&T Wireless 87 35 877/882-5256 http://pb.ims.
ca/5339-35

Bilco 67 24 203/934-6363 http://pb.ims.
ca/5339-24
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Wood Products 82 33 800/232-0788 http://pb.ims.

ca/5339-33
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ca/5339-20
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ca/5339-9
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Pipe & Fittings 45 18 888/234-2436 
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ca/5339-18
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Company 22-23 10 800/258-FORD http://pb.ims.

ca/5339-10
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32, 61, 
65

800/GMC-
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James Hardie 
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Inc.

59 23 888/HARDIE-1 http://pb.ims.
ca/5339-23

JELD-WEN  c4 38 800/535-3462 http://pb.ims.
ca/5339-38

Kohler Company 35,36 800/4KOHLER
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DOOR(663-
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ca/5339-22

Merillat Industries 
Inc. 4-5 517/263-0771
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Propane Education 
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ca/5339-32
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ca/5339-4

Sprint Spectrum 55 21 800/SPRINT-1 http://pb.ims.
ca/5339-21

Therma-Tru 
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Systems 

12-13 5 800/THERMA-
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http://pb.ims.
ca/5339-5

TImberland 8 3 800/258-0855 http://pb.ims.
ca/5339-3

Toyota Motor Sales 16-17 7 800/TOYOTA http://pb.ims.
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http://pb.ims.
ca/5339-26

Vinyl Siding 
Institute, Inc. 68 34 888/FOR-VSI1 http://pb.ims.

ca/5339-34

Weather Shield 
Windows & Doors c2-3 1 800/477-6808 http://pb.ims.

ca/5339-1

+REGIONAL 
ADVERTISER
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>> BY CHUCK SHINN, THE SHINN GROUP OF COMPANIES

Emerging Issues / The Closing Table

Many continue to operate the 
same way, thinking they will 
get different results if they 
just work harder and hope 
the problem will go away. All 
have a high chance of failure 
during this cycle. 

To be a survivor, you need 
to turn your fear into focus 
and make a new mental map 
of where you are and the 
environment you are in. 

There was a critical turn-
ing point for almost all crisis 
survivors when they became 
convinced they would survive 
and believed anything would 
be possible. The faster you 
reach this point the better 
your chances of survival. 

Face the Tough 
Questions
Do you have the right stuff 
to be a survivor? Two criti-
cal things for survival in this 
recession are cash flow and 
maintaining your ability to 
borrow funds. At this point, 
cash flow is more important 
than profit, which is a state-
ment of heresy for “the profit 
doctor” to say, but survival is 
paramount. You need to get 
to a break-even cash flow as 
soon as possible.

Will you have to lay off 
staff to cut your overhead? 

This is one of the hardest 
decisions, but you need to cut 
deeper than you think. Will 
you mothball communities 
that are not generating sales? 
If a community doesn’t have 
enough sales to cover the 
community cost and gener-
ate a contribution margin, it 
might make better sense to 
close it down.

Will you discount your 
house spec inventory at 
break-even or a loss? The 
spec homes were built under 
a different economic climate. 
They are sunk costs that are 
tying up your cash and bloat-
ing your debt. It is best to 
liquidate them as quick as 
possible. 

Will you walk away from 
earnest money deposits 
on land? Don’t throw good 
money after bad. You can 
pick the land up cheaper later 
on in the cycle. Will you dis-
pose of your land inventory? 
This probably should have 
already been done. The debt 
service on land has taken 
more builders into bank-
ruptcy than anything else. 
Somehow you have to get out 
of the land debt. 

Will you change your 
product to become more 
customer-focused? Through 

improved customer research 
you can cater to a smaller 
target market, which can 
improve sales and increase 
revenue. 

Will you reduce the stan-
dard specification in your 
home to lower sales prices? 
During the last five years 
we have added a lot to our 
houses; now it is time to take 
stuff out. 

Will you work with your 
trade partners to become 
more efficient in your produc-
tion process or will you send 
the trade a letter demanding 
price reductions? The trades 
know your inefficiencies and 
can be a great asset.

 This housing recession 
will yield once-in-a-lifetime 
opportunities, but you have 
to be a survivor to take advan-
tage of what lies ahead. The 
industry will be different once 
we come out of the recession. 
Builders who recognize the 
recovery early will reap the 
benefits. PB

Since 1975, Chuck Shinn 
Jr., a consultant and indus-
try educator with a doctor-
ate in business management, 
has improved the manage-
ment skills of home builders to 
increase their profits, quality 
and customer satisfaction. He 
can be reached at cshinn@
shinnconsulting.com.

How to Handle Your Fear
You have to be a survivor during tough times — and that means asking yourself some 
tough questions.

As I travel the country, I see builders lost in 
this new economic environment with no knowl-
edge or mental map of what to do. 

LOG ON To read ‘How home-
builders can handle their 

fear’ on our Web site, visit us at
www.ProBuilder.com/
emergingissues

There was a critical 
turning point for 
almost all crisis 
survivors when 
they became 
convinced they 
would survive 
and believed 
anything would 
be possible.
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EMPIRE

EMPIRE TODAY®

PROFESSIONAL 
HOME BUILDER PROGRAM

Carpet / Area Rugs

Hardwood / Laminate / Ceramic Flooring

Window Treatments

Call or visit our web site: (888) 588-2386
www.empiretodayhomebuilder.com

• E

MP IR
E TODAY •

Satisfied
Customers
1MillionOVER

EMPIREWITHOUT 
EMPIRE TODAY 

VALUE WITH 
EMPIRE TODAY®

Next Day Installation

Warehouse Pricing

In-home product selection is more convenient for customer

Our award-winning customer service keeps your 
home buyer satisfi ed

Your buyer loves all the options they can choose

Higher percentage of upgrades through in-home sales

Upgrades add to your bottom line

Reduce your need for additional personnel

Additional profi t with Window Treatment packages

Benefi t from our 45 years of professional service 

24-Hour Empire Today customer call center

Empire Today manages the install process

You manage selection and installation

You schedule service crews

Have to limit time for buyer to pick out furnishings

Buyer goes elsewhere for Window Treatments

Measure the Value of a Partnership with Empire Today’s 
Professional Home Builder Program

For FREE info go to http://pb.ims.ca/5339-37
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JELD-WEN® windows and doors with AuraLast® wood will stay beautiful and worry-free for years. AuraLast 

wood provides superior protection against decay, water absorption and termite infestation. Unlike dip-treated 

wood, AuraLast wood is protected to the core and comes with an exclusive 20-year warranty. That’s added 

protection for any building project. To learn more about AuraLast wood and all our reliable windows and doors, 

call 1.800.877.9482, ext. 1014, or go to www.jeld-wen.com/1014.

Throw everything  you know about wood out the window.

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

AuraLast® Wood

A unique vacuum/pressure process 

provides virtually 100 percent penetration 

of the protective ingredients from the 

surface to the core.

Dip-Treated Wood

Dip-treated wood is only

protected on the surface.

Wood Double-Hung WindowExterior Premium Pine Door 1871APWood Radius Casement WindowExterior Premium Pine Door 1863AP

®
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Colors are used for illustration purposes only. AuraLast wood has a clear pine color.
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For FREE info go to http://pb.ims.ca/5339-38
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