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chevy silverado.  All the power you need, without sacrificing fuel economy. With 

an available 315-hp Vortec™ engine and an EPA est. 20 MPG highway, Silverado® delivers the best 

V8 fuel economy of any full-size pickup.* All backed by the Chevy™ 100,000 mile/5-year Transferable 

Powertrain Limited Warranty.† Ford doesn’t back you like this. Or Toyota. To see more Silverado 

advantages, check out chevy.com  THIS IS OUR TRUCK.

*Based on 2007 GM Large Pickup segment and Silverado 2WD with EPA est. MPG 15 city/20 hwy. Excludes other GM vehicles. †Whichever comes first. See dealer for details.  
©2007 GM Corp. Buckle up, America!
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TEST: 
DOES ULTREX STAND UP TO JOB SITE CONDITIONS?

RESULT:
IT’S THE MOST DURABLE WINDOW MATERIAL 

ON EARTH, AND ON WHEELS.
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VINYL

P
R

O
D

U
C

T: WOOD-ULTREX®DOUBLE HUNG 
with New Evergreen Finish

©2008 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors.
No purchase necessary. A purchase will not improve an individual's chance of winning with such entry.

Built to Perform

The job site is a vinyl window’s worst nightmare. Every bump, scratch or hot day in
the sun is a callback waiting to happen. But Integrity® windows and doors ace the school 
of hard knocks. The secret is Ultrex, a pultruded fiberglass material that hangs tough 
from delivery through installation and beyond, staying square and steering clear of 
stress cracks. Durable, reliable, easy to work with? Your crew’s going to love it.

At Integrity, we approach every aspect of our business – especially our impact 
on the environment – by asking how we can do things better. Then we do it.

Integrity Windows and Doors won the 2007 BICA Best in Class Award as 
the Best Overall Brand in the Vinyl and Composite Windows category. 

Watch the test videos and take the Carl & Stu Challenge at

WWW.INTEGRITYWINDOWS.COM
For a catalog or your nearest dealer call 1-800-687-6661

For FREE info go to http://pb.ims.ca/5642-1
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Be AWE-INSPIRING
with Keystone.

Awe-Inspiring [aw-in-spahyuh-ring]
Adjective.

1. Inspiring awe, admiration, or wonder.

2. Spectacular.

3. Keystone.

Whether it is transforming challenging sites, reaching new heights or showcasing

elite designs, awe-inspiring results come with every Keystone wall.

Keystone—landscaping your future.

Visit us at www.keystonewalls.com.

Keystone Retaining Walls Systems, Inc. • A CONTECH Company • 4444 West 78th Street • Minneapolis, Minnesota 55435 • 1-800-747-8971 
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KEYSTONE® PROJECT PROFILE
Private Minnesota Residence

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

Project: Outdoor living space built with hardscape products
Location: Maple Grove, MN
Keystone Product: Keystone Verazzo Stone™, segmental retaining wall unit
Contractor: Bearfoot Hardscapes, Victoria, MN

The goal of creating a low-maintenance outdoor living space to enhance the home’s wooded
back yard was achieved by building a freestanding/retaining wall and patio structure with
hardscape products. Keystone Verazzo Stone was selected for the walls because of its
rugged, natural stone look, easy-to-install features and structural stability. The natural
stone look adds a timeless beauty to the home’s backyard, while the non-combustible and
non-decaying characteristics of the wall product provides a safe and long-lasting feature.
An outdoor living space, whether created to enhance a current environment or for a new
home, adds beauty, value and warmth to any residence.

For over 20 years, Keystone has set the standard for excellence and innovation within
the segmental retaining wall industry. For more information on the new Keystone
Verazzo Stone or other innovative Keystone products, please visit our website at
www.keystonewalls.com.

Application: Residential

Before

After

For FREE info go to http://pb.ims.ca/5642-2
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© 2007–2008 AT&T Intellectual Property. All rights reserved. AT&T, the AT&T logo and all other AT&T marks contained herein are trademarks
of AT&T Intellectual Property and/or AT&T affiliated companies.  All other marks contained herein are the property of their respective owners.

Necessities of today’s new home: heat, air, broadband and digital TV.

Enable the digital lifestyle in your new homes with AT&T Connected Communities. As a single, reliable source of 
cutting-edge communications and entertainment solutions, AT&T delivers everything from local, long distance and 
wireless to high speed Internet and digital TV. Proven technology that increases the value of your homes. And AT&T’s 
state-of-the-art network, incorporating fiber technology, delivers next-generation services to your communities.

To learn more, call 1-888-899-9048 or visit att.com/communities.

Find out more about AT&T Connected Communities at Booth W4765.

Enjoy the Opening Ceremonies and Spike Party compliments of 
AT&T Connected Communities.

For FREE info go to http://pb.ims.ca/5642-3
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DOWNLOAD THE GIANT 400 

SURVEY. Access the survey 

form at www.ProBuilder.

com/400survey.

HOW WOULD YOU RATE YOUR 

WORKPLACE? Take part in our 

annual Best Workplaces survey 

to see if you’re considered 

one of home building’s best 

workplaces. Complete the 

survey at www.ProBuilder.

com/bestworkplaces.

ProBuilder.com
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Doors. We’ve designed the industry’s widest 
selection of distinctive garage door styles that 
will differentiate your homes. After all, a front-
facing garage represents about 30% of the visual 
area of a home – shouldn’t it stand out?

Openers. Wayne-Dalton’s garage door openers 
are the industry’s most technologically advanced, 
and are the number one upgrade option in many 
design centers around the country.  

Home Controls. Our affordable Home Controls 
products can be activated through our Z-Wave 
openers right from a car, offering the ultimate in 
convenience, safety, and energy effi ciency.

Storm Protection. Fabric Shield is our quick-
to-install storm protection product that can 
withstand a 2” x 4” board at over 30 miles per 
hour, providing homeowners serious protection.

 To learn how Wayne-Dalton can add value and 
market appeal to your homes, call me – most of 
the top builders already have.

Jeff Franklin, EVP

Do your homes stand out in a crowd?
Builder Solutions from Wayne-Dalton – a system of products that consumers will love.

WDCCM025_BuilderAd.indd 1 1/11/08 2:41:38 PM

For FREE info go to http://pb.ims.ca/5642-4
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perspective

Your Choice

Every one of us faces a choice. Not just builders and architects and product manu-
facturers, but all Americans. All people. We have to decide if there are enough re-
sources to support our present lifestyle. It’s a simple choice, and there is, really, only 

one conclusion. At our present rate, we will eventually outstrip our resources. Our lifestyles 
are unsustainable. That is the only logical and true conclusion.

The question then becomes, how long do we have at the present consumption rate before 
our lifestyle begins to signifi cantly deteriorate? It is in this debate we fi nd serious disagree-
ment. Let me argue that debate is a fool’s choice. The only real choice we have is deciding 
if we can sustain our present lifestyle with available resources. Once we have made that 
decision, shouldn’t we act on it? Why worry about how long?

Because the truth is simple. We can’t sustain this lifestyle; we must change. In an edito-
rial in The New York Times Jan. 2, Jared Diamond, who wrote the brilliant book “Guns, 
Germs and Steel,” notes that developed countries consume resources at a rate 32 times 
greater than developing countries. China has a consumption rate about 11 times less than 
ours. But China is working hard to catch up. So is India. If both were to achieve our rates, 
the world’s consumption of resources would triple.

Now that’s a mighty big if with a hefty ton of variables that can affect it, such as social un-
rest, population movements and climate change. The point is we consume 32 times the rate 
of developing countries, 11 times the rate of the countries with the greatest populations and 
who also have growth economies. Diamond points out that if the entire world consumed at 
our rate, it would be equivalent to having a population of 72 billion people. We sure can’t 
sustain that.

This means we have to change how we build houses. We can debate about how long it will 
take for serious adverse effects force us to change. Or we can change now.

We have the technology and re-
sources to develop land and build 
houses that are far more sustainable 
than what we build now. That know-
how has been in place for decades 
and is implemented more each day. 

Our failure to make this transition is symptomatic of an industry that is slow to change and 
that often has change forced on it by outside causes.

NAHB at the International Builders’ Show is declaring Feb. 14 as “Green Day.” Often 
these kinds of events are semi-serious attempts to curry favor. We all do this, not just 
NAHB. What if we took this event and made it serious? Made it real? Used it as a catalyst 
for change? What if we all decided to stop using so many resources and started building 
homes that were sustainable? Choose now. It’s the only logical decision. 

We consume 32 times the rate of 
the developing world

It is time for the home 
building community 
to build sustainable 
houses. 

Paul Deffenbaugh, Editorial Director
paul.deffenbaugh@reedbusiness.com
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expect answers at 463Kb per second

GE has made a large investment in communications technology. On the job 
site, your GE sales manager can order parts as well as check inventory levels, 
availability, and shipping status. Your GE sales manager and service techs 
are there for you, because they know responding to your requests in a timely 
manner keeps you on schedule. And that means getting answers now.

For more information on GE appliances, please call 866.251.1753.

More builders were familiar with GE, 
and used GE, than any other brand.
Builder Magazine, 2005 Brand Use study

52337_4_ca_gerespond061p.indd 1 1/14/08 3:50:51 PM

For FREE info go to http://pb.ims.ca/5642-5
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In general, the Point/Counter-
point story in the January 2008 
edition of Professional Builder 

was quite good.  However, we found 
a couple of misconceptions that 
need to be addressed to help those 
thinking about getting into green 
for the fi rst time.

First, there are HBA programs all 
around the country like ours where 
mandatory third-party inspections 
(pre-drywall and pre-closing) are 
part of the verifi cation/certifi cation 
process. Some are following the 
NAHB Green Building Guidelines, 
and some have their own local pro-
grams that are even more strict. It’s 
unfortunate Mr. Chandler’s com-
ments made it sound as if LEED-H 
was the only program doing so. In 
fact, local builders are telling us that 
LEED-H inspectors aren’t located in 
every market, which means they 
have to travel extensively to do fi eld 
inspections. So much for resource 
effi ciency!

Second, our members feel lo-
cal and regional issues will always 
trump a rigid national standard 
when it comes to providing a veri-
fi cation/certifi cation program at a 
reasonable price. Even with green 
mortgage incentives and the obvi-
ous/immediate energy savings, 
most consumers won’t stay in their 
homes long enough to choose the 
green upgrades that take 5-7 years 
to justify. 

That’s what makes the fl exibility 
in the NAHB program so ideal for 
builders marketing to the masses. 
Builders participating in this pro-
gram are telling us they can build 
to a higher level of effi ciency and re-
main innovative with their product 
choices without making the units so 
expensive they’ll quickly lose buyers 
to lower-priced competitors.

Steve Loos
St. Louis, MO

Home Builders Assocation 
of St. Louis & Eastern Missouri
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mail bag 2 MORE 
WAYS
TO BUILD 

PROFITABLY. 

USE ELECTRONIC TAKE-OFFS FOR 
ACCURATE MATERIAL ESTIMATES.
Boise® PlanSwift™ cuts time estimating costs 
and producing shop drawings. Data is 
accurate and entered only once. 
www.bc.com/wood/ewp/bcplansSwift.jsp

PREVENT FRAMING MISTAKES WITH 
BOISE BUILDING SCHEMATICS.
Boise color-coded framing plans show 
location of floor framing, and help less-skilled 
crews frame correctly. 
www.bc.com/wood/ewp/documents/
FramerCalc_forWebLR.pdf

View pdf:
www.bc.com/wood/ewp/documents/17ways_web.pdf
View video: 
www.bc.com/wood/ewp/video.jsp?video=17waysvideo
Order print version or DVD: Call your Boise 
dealer or 800-232-0788.

16

1

© 2008 Boise Building Solutions Manufacturing, L.L.C.   Boise, BC Framer 
and SawTek are trademarks of Boise Cascade, L.L.C. or its affi liates. 

Great products 
are only the beginning.™

CHECK OUT “17 WAYS 
YOU CAN BUILD MORE 
PROFITABLY TODAY.”

For FREE info go to http://pb.ims.ca/5642-6
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INSULATED SIDINGDARK COLORS DREAMCOLOR™ RAIN REMOVALSOFFIT & FASCIA DESIGNER ACCENTS
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Contact us at 1-800-962-6973 or alcoahomes.com
to learn more about smart products, services and
business solutions available from Mastic and 
Alcoa Home Exteriors.

DING PERFORMANCE METALS SHINGLE & SHAKE SMART

Pure Genius.
It’s what your customers will say

when you show them the perfect

intersection of low-maintenance

durability, high style curb appeal

and affordable luxury living.

Mastic and Alcoa Home Exteriors

comprise the most complete vinyl

siding and accessory offering in the

business. Dozens of exciting profile

choices, hundreds of colors – from

traditional pastels to dark, rich 

neo-traditionals – and all of the

exterior accessories you need to

make a house a home. And all at 

an exceptional value to you and

your homeowners.

Choose the exterior products that

combine home selling curb appeal

with outstanding value.

Smart Design.
Smart Solution.

For FREE info go to http://pb.ims.ca/5642-7
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IBS Ply Gem Booth #931

Come see the reception
our aluminum gets

At IBS on February 13-16th, we are proud to introduce our 
NEW MIRA™ aluminum clad-wood window and door line.
With a multi-million dollar investment in its design and 
production, MW continues our commitment to builders, 
remodelers and architects. With traditional wood window 
aesthetics, industry-leading construction, options for nearly 
any architectural style and our legendary world-class service 
and support, MIRA is the new premium choice in aluminum 
clad-wood windows and doors. 

Come to IBS and visit us at the Ply Gem booth (#931) 
to see how smart MIRA windows can make you look.

Find out more at: www.mwwindows.com/mira/2

010708B_mira_tvfoil_probuilder.indd 2-3 1/7/08 3:30:22 PM

For FREE info go to http://pb.ims.ca/5642-8
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Stop in to see us at IBS and you could win the wild adventure 
of a lifetime. All you have to do is pick up your MIRA 

“Wild Adventure Decoder Card” at our booth and see if you’ve 
won the Grand Prize: an air-to-air combat fl ight with Air 
Combat USA, the original civilian dog fi ghting school! But 
that’s just where your wild adventure begins, because we’ve got 
other great prizes to give away. So if you don’t win at IBS, don’t 
worry – with your MIRA “Wild Adventure Decoder Card,” 
you could be a winner for eight more weeks after the show is 
over. Just visit www.miraadventure.com every week for your 
chance to win another wild adventure.

Get your show planner and schedule a visit to MIRA in the 
Ply Gem booth (see #931 in your directory).

OTHER WILD ADVENTURES YOU COULD WIN:

private ninja lessons
drive a stock car
indoor skydiving 
helicopter tours  
tandem hang gliding
golf at pinehurst
bull riding school
night vision white water rafting

IBS Ply Gem Booth #931

No purchase or 2008 IBS Show (“Show”) registration is necessary to participate or win. Mira “Win a WILD Adventure” Instant Win Game (“Game”) is open only to legal US residents 
(except residents of Puerto Rico, all US territories and possessions and overseas military installations), who at the time of his or her participation are 18 or older and a full-time 
employee of a US based company engaged in the building, construction, remodeling and/or contracting industries. Game consists of one (1) Grand Prize game play period and eight (8) 
successive Weekly game play periods (Weeks #1 thru #8). Grand Prize game play period begins at 9:30 a.m. (ET) on February 13, 2008 and ends at 2:00 p.m. (ET) on February 16, 2008. 
The Weekly game play period portion of Game begins at 2:01 p.m. (ET) on February 16, 2008 with the start of Week #1 game play and ends at 2:00 p.m. (ET) on April 11, 2008 with the 
end of Week #8 game play. See the Offi cial Rules for specifi c Weekly game play periods. Game is subject to the complete Offi cial Rules available at IBS Ply Gem Booth #931 during the 
Show (“Booth”) and at www.miraadventure.com. See Offi cial Rules for complete game play instructions, specifi c game play period prizes, values, odds and restrictions. Decoder cards 
available at Booth while supplies last. To receive a free decoder card by mail (while supplies last), send a SASE to MIRA “WIN A WILD ADVENTRUE” Decoder Card, c/o WCM, 22287 
Mulholland Hwy. #396, Calabasas, CA 91302. VT residents may omit return postage. Limit one (1) request per person/stamped envelope. All requests must be postmarked between 
February 1, 2008 and February 16, 2008 and be received by February 22, 2008. Timeliness of requests will determine the number of game play period(s) that an individual will be able 
to participate in. Overall odds of winning a prize in the Game are approximately 1:4,000. All Federal, state & local regulations apply. Void where prohibited. 

010708B_mira_tvfoil_probuilder.indd 2-3 1/7/08 3:30:22 PM
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Dynami Solutions™ is not your typical software company. Our software and professional services are 
crafted with one objective in mind - to help production-oriented builders make more money, faster.

Dynami Builder™ is our sales and operations management software. It is inexpensive, feature-rich and easy to set up and 
use. In just 16 weeks you will be up and running – with almost no disruption to your day-to-day operation. And you won’t 
have to go it alone: Dynami’s team of former builders and operational consultants know a lot more than just software…they 
understand your business and will help you tailor Dynami Builder™ to capture more prospects, sell more options, eliminate 
paperwork, streamline operations, reduce cycle time and improve customer satisfaction.

Whether you build 50 houses a year or 500, whether the market is up or down, if you want to increase your sales and 
make more profit on every home you build, contact Dynami Solutions™ today. Let us help you make success easier.

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 Solutions™.

Visit us at booth #S10321 at the International Builders Show. w w w.dynamiso lu t ions .com

MAKE MORE
MONEY FASTER

WITH DYNAMI SOLUTIONS™.

For FREE info go to http://pb.ims.ca/5642-9
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GREEN 
MACHINE
“NAHB wants to make 
sure that every builder, 
everywhere, can build 
green in voluntary, 
flexible programs 
that reflect 
market demand 
and are 
cost-effective. 
It’s the right 
thing to do.” 
— Brian Catalde, 
NAHB president

Photo: NAHB

runit

Paul Cardis: Take care of your first-time 
buyer [ page 21 ]

Rodney Hall: Figure out the EQ [ page 23 ]

How to avoid loan document missteps 
 [ page 25 ]

Get certified with a green credentialing 
agency   [ page 25 ]

Brownfields redeveloped [ page 25 ]

The science of green [ page 26 ]

The impact of impact fees [ page 30 ]
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Our fans respond automatically, should things get a little humid.
The bathroom’s reputation as the second most humid place on earth is, unfortunately, 
a well-earned one. Which is why we endowed our latest fans with the ability to
adapt seamlessly to that environment. They don’t just remove moisture, they sense it. 
Responding automatically to rapid changes in humidity. They simply turn 
themselves on and off as needed, returning your bathroom to a more 
hospitable environment. And with their energy star rating, a greener one too.

©2007 Broan-NuTone, LLC. NuTone is a registered trademark of NuTone, Inc., a subsidiary of Broan-NuTone, LLC. Patents pending.
To fi nd out more call

1-800-543-8687 or visit nutone.com

BRO_70332_Responds_P4A v16.indd 1 4/26/07 1:36:14 PM

For FREE info go to http://pb.ims.ca/5642-10
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Attract First-Time Buyers
First-time home buyers are statistically happier with their home building 
experience — and that can mean more referrals for you.

[ CUSTOMER LOYALTY ]

As builders strive to 
reduce inventories 
in a soft market, they 

can’t afford to let any poten-
tial buyer slip through their 
fi ngers. There’s one type 
of customer you defi nitely 
don’t want to lose: it’s the 
fi rst-time home buyer.

According to home buyer 
surveys, fi rst-time home 
buyers tend to be more sat-
isfi ed with their purchas-
ing experience than home 
buyers who have bought 
a house before. There are 
several possible reasons for 
this: expectations, enthusi-
asm and education.

Happy home buyers equal 
referrals, and as you may re-

call, referred prospects are 
twice as likely as traditional 
prospects to buy. Though 
referrals are key to every 
home builder’s success, 
they are even more essential 
in a buyers’ market.

To attract more fi rst-time 
home buyers, make sure 
your organization is doing 
everything it can to appeal 

to this unique breed of cus-
tomers. Some ideas: 

Sponsor seminars for first-
time home buyers. Hold free 
events where people can get 
all their questions answered 
about purchasing a home. 
Have every department rep-
resented. But don’t make 
the seminar a blatant sales 
pitch for your company; 
instead, offer free, profes-
sional advice and earn pros-
pects’ trust. 

Help them get their ducks 
in a row. Have systems in 
place for educating prospec-
tive first-time home buyers 
about the lending process 
and what steps they can 
take to improve their credit 

score before they meet with 
a lender. 

Match them with a caring 
lender. First-time home buy-
ers often have no idea what 
sort of house payment they 
can afford. You can alleviate 
their fears by matching them 
with a trustworthy lender or 
mortgage broker who has 
their best interest at heart. 

Don’t push too hard. 
Home buyers know that 
market conditions are in 
their favor, so any aggres-
sive attempts to close the 
deal will be viewed as des-
peration. Instead, acknowl-
edge that today’s home buy-
ers have a lot of purchasing 
options and illustrate for 
each client why your com-
pany is the best choice.

Inoculate. Unlike expe-
rienced home buyers, first-
time new-home buyers may 
not understand the build-
ing process and what types 
of things can go wrong. 
First-time buyers need to 
be warned about potential 
problems and reassured 
that every issue will be re-
solved to the home buyer’s 
satisfaction.

By customizing your pro-
cesses to take into account 
fi rst-time home buyers’ 
unique needs, you’re ensur-
ing their long-term satisfac-
tion and, equally important, 
their rate of referrals. PB

Paul Cardis is CEO of Avid 
Ratings Co., a research and 
consulting fi rm specializing in 
customer satisfaction for the 
home-building industry. He 
can be reached at paul.cardis@
avidratings.com.

Cardis’ 
Tips

Have systems in place for educating 
prospective fi rst-time home buyers about 
the lending process and what steps they can 
take to improve their credit score before 
they meet with a lender.

To read more, visit us at
www.probuilder.comitR

EA
D

ONLINE

EDUCATE 
Be prepared to advise 
fi rst-time home 
buyers. They look to 
you for expertise on 
everything from credit 
scores to patio doors.

TRACK 
Make sure everyone 
in your organization 
knows who the fi rst-
time home buyers 
are and takes extra 
time to ensure their 
understanding and 
satisfaction.

SOLICIT 
Take advantage 
of fi rst-time home 
buyers’ increased 
levels of satisfaction 
by asking them to 
make referrals.

DOUBLE DIP 
First-time home 
buyers have greater 
potential to become 
repeat buyers if they 
are delighted the fi rst 
time around.

By Paul Cardis, Avid Ratings Co.
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America’s most respected brand
and most used
home elevator.

Add to your new homes and
remodeling projects.

• What was once thought of as an extravagant

feature in a millionaire’s mansion has become

an accepted component in homes of all sizes

and values.

• Consumers have insatiable appetites for

including special home features, and a

custom-designed elevator adds tremendous

appeal.

• Baby boomers are insisting on making their

homes more comfortable for today and more

convenient as they age.

• The increase in a home’s value often exceeds

the original cost of the elevator.

WE’RE THE INDUSTRY’S MOST
CUSTOMIZABLE ELEVATOR.
• 5 car styles with custom options
• Custom sizes up to 15 sq. ft.
• Door openings on 1, 2 or 3 sides
• Nearly all wood species available
• Stained or painted in factory or on-site
• Machine room and machine roomless
• In-shaft or no shaft

See what’s new
for 2008!

Family-owned, and handmade one at
a time, since 1928.

See us at the International
Builders’ Show at Booth #W6193.

www.inclinator.com • 800-343-9007 Dept.80

For FREE info go to http://pb.ims.ca/5642-11
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Emotional Intelligence, Part II
How EQ acts as a team-building tool

[ H.R. DEPT. ]

In December, I talked about 
the Emotional Quotient In-
dex. Referred to as people 

skills or soft skills, EQ is the 
ability to understand people. 
Those with a high EQ tend to 
motivate others, reach consen-
sus decisions and gain coop-
eration. 

Some of the psychological 
components for measuring 
EQ include self-awareness, 
managing emotion, self-mo-
tivation, empathy, openness, 
fl exibility and relationship 
building. Or, as Dr. Gary Wil-
liamson, managing director at 
PSP Metrics put it: “EQ is the 
radar that successful execu-
tives and managers use to read 
their customers and co-work-
ers.”

EQ in the Workplace
Where does EQ come into play 
in the home building indus-
try? Think of any anyone man-
aging a staff or department. 

Case in point: Meet Chris 
Kornman of Southern Homes 
in Slidell, La. Chris is a client 
of the Talon Group. He also 
has a doctorate in psychol-
ogy. Chris describes good EQ 
as the ability to steer a diffi -

cult conversation through to 
a place where all participants 
feel they were heard.

“One of my key manag-
ers has very high EQ. … She 
always approaches the issue 
with an openness to change, 
self-confi dence, empathy for 
my side of the argument and 
an attempt to fi nd common 
ground. Sometimes she wins, 
sometimes I win and some-
times we compromise. ... 

“I always leave feel-
ing like we understood 
and heard each other. Nei-
ther party was invalidated.”

EQ in the interview process
You can assess EQ during the 
interview process by asking 
candidates to describe their 

weaknesses and what they are 
doing to improve them. This 
will help you evaluate their 
self-awareness. 

You’ll also want to ask can-
didates to describe the things 
that matter most to his or her 
peers or direct reports. From 
this you’ll be able to assess 
the candidate’s empathy as-
pect of EQ. To get at emotion-
al self-control, ask candidates 

to describe the most diffi cult 
person he or she worked with 
and what he or she did to cope 
with the emotions generated 
by that relationship.

If a candidate fails to dis-
cuss, allude or refer to emo-
tions during the interview 
process, then they probably 
have very little insight into 
how they affect others. 

EQ in job transitions
EQ can also play a key role in 
determining job compatibility. 
Williamson says virtually all 
sales and managerial assign-
ments require EQ.

Chris offers this home-
building specifi c example: 
“We had an assistant build-
er who was struggling in the 
fi eld. She had high EQ skills, 
good construction skills and 
mediocre scheduling and 
management skills. We did 
not want to let her go. We 
felt she was an asset to the 
organization. We moved her 
to warranty, where she used 
her EQ skills to excel in her 
new position. The home-
owners she deals with love 
her.” PB

Rodney Hall is a senior part-
ner with The Talon Group, a 
leading executive search fi rm 
specializing in the real-es-
tate development and home 
building industries.

EQ 
Defi ned

You can assess EQ during the interview 
process by asking candidates to describe 
their weaknesses.

To read more, visit us at
www.probuilder.comitR

EA
D

ONLINE

High EQ 
People with a high 
EQ tend to motivate 
others, reach 
consensus decisions 
and gain cooperation. 

Psychological 
components for 
measuring EQ 
include:
self-awareness, 
manages emotion, 
self-motivation, 
empathy, openness, 
fl exibility and 
relationship building

Good EQ can be 
described as the 
ability to steer a 
diffi cult conversation 
through to a place 
where all participants 
feel they were heard.

Assess good 
EQ during the 
interview: Ask 
candidates to 
describe their 
weaknesses and 
what they are doing to 
improve them.

By Rodney Hall, The Talon Group
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Run Like I Do,

WIDE OPEN.
Accelerate cycle times and increase building

strength with Open Joist. The all-wood design

lets you build at top speed with field-trimmable

ends and open-web access for faster installation

of mechanical systems. And a lifetime warranty

protects you down the road.

To learn more, floor it to
www.openjoist.com/pbf 
or call (866) 243-3381.

Kasey Kahne
NASCAR Superstar

Register for The Open Joist Hemi Powered Giveaway! 

NO PURCHASE NECESSARY TO ENTER OR WIN. The Open Joist Hemi

Powered Giveaway Sweepstakes begins on 6/9/07 and ends on 2/28/08.

Open to residents of the contiguous 48 states and Canada (void in Quebec),

18 years or older and restricted to trade. Void where prohibited. For eligibility

detail, entry and official rules, go to www.openjoistracing.com. Actual prize

vehicle may differ from image shown.

Go to openjoist.com/pbf and
register for a chance to win a
fully customized Kasey Kahne 
edition Dodge pick-up. 

For FREE info go to http://pb.ims.ca/5642-12
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10 Landmines to avoid
in loan documents

If you are applying for a loan any time 
soon, you’ll want to cross every “t” and dot 
every “i” — or risk suffering costly conse-

quences down the line. We’ve put together a 
list of common missteps in loan documents 
and how to avoid them. 

1. Be careful of open-ended legal fees. 
The borrower pays for the lender’s attorney, 
and those fees can be quite expensive if not 
capped. The same goes for the lender’s in-
spection fees upon construction draws/req-
uisitions.

2. Remove cross-default clauses. Some-
times a bank will include a term in the loan 
documents that states you will be in default 
of your loan if you default on some other, un-
related loan agreement, even if it’s with a dif-
ferent lender. That’s got to be removed.

3. Most loan documents require that per-
sonal tax returns be provided on or about 
April 15th. Allow language that lets your tax 
returns be submitted by Oct. 15. If you fi le 
extensions, you’re not in default.

4. Some lenders require your fi nancial in-
formation be submitted in accordance with 
Generally Accepted Accounting Principles. 
Delete references to GAAP — it’s too costly.

5. Make sure you have notice of default 
and a reasonable opportunity to cure; it’s 
particularly helpful to protect yourself from 
technical, non-monetary defaults such as 
failure to provide a timely annual personal 

fi nancial statement.
6. Double check that the fi gures in your 

loan documents match the commitment let-
ter. Usually the banker writes up the com-
mitment and the attorney writes up the loan 
documents. It’s not uncommon for there to 
be a discrepancy, and if there is, the terms of 
the loan documents will control.

7. Sit down with your loan documents the 
day of the closing and put all of the relevant 
dates in your calendar. Missing important 
dates could be costly, especially if it’s the date 
by which you must request an extension to 
the maturity date of your loan.  

8. Lenders often want to participate in con-
demnation proceedings if any are instituted.  
If the lender wants to participate, make sure 
they’re doing it at their expense, not yours.

9. Check the manner in which notices are 
deemed to be properly given. Upon receipt? 
Upon sending?  Is fax notice acceptable? Also, 
confi rm your address and fax number.

10. Make sure your loan documents pro-
vide you with the right to enter into rental 
leases in the future without consent of the 
lender so long as the borrower continues to 
fulfi ll all payment obligations owed under 
the loan documents.

Stuart Teicher is general counsel for the Tei-
cher Organization, a regional developer in East 
Brunswick, N.J.

Get Your Green Credentials Here

[ FINANCE ]

Brownfi eld 
Activity
on the 
Rise

The Green Building Certifi cation Institute, a new credentialing organization for 
green building professionals, was recently established by the U.S. Green Building 
Council. GBCI will develop and administer credentialing programs aimed at 
improving green building practices and standards. In addition, the USGBC has 
transferred responsibility for the ongoing administration of the LEED Professional 
Accreditation program to GBCI, which will manage all aspects of the program 
including exam development, registration and delivery.
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by Stuart Teicher, Contributing Editor

52% of 
environmental 
and government 
professionals 
involved in brownfi eld 
projects are seeing an 
increase in the pace 
of redevelopment 
activity, according 
to a 2007 by 
Environmental 
Data Resources, a 
national provider of 
environmental risk 
information services 
announced the 
results. The results 
indicate another 47 
percent view the 
brownfi eld activity 
as stable, while 
none reported any 
slowdown. The survey 
also showed the 
driving factor behind 
the increased pace 
of the redevelopment 
is that the lenders 
are funding more 
brownfi eld projects. 
The EDR directed 
the survey to 
professionals with 
experience in the 
brownfi eld industry.

by Susan Bady, Senior Editor, Design
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– by Jennifer Powell,
Staff Writer
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Arguing that personal bias has more to do with green-
building standards than science, a University of Min-
 nesota professor is challenging LEED, the NAHB 

green building standard and other widely used programs. 
James L. Bowyer, emeritus professor of bioproducts and bio-
systems engineering, contends that in many cases, the pre-
scriptive standards of those programs are leading people away 
from green rather than toward it.

One of Bowyer’s criticisms is that only one of the major pro-
grams he’s studied, Green Globes, calls for systematic analysis 
of the environmental impact of materials during their entire 
life cycles. “I think it’s really time for the major programs to 
move toward adoption of life-cycle assessment/life-cycle in-
ventory, especially when it comes to identifying environmen-
tally preferable construction materials,” says Bowyer.

Although adopting LCA won’t be easy, without such analy-
sis, seeking to maximize the number of credits could lead to 
an increase — rather than a decrease — in environmental ef-
fects associated with construction. 

The U.S. Green Building Council has announced it wants 
to incorporate LCA throughout its LEED programs, but Bow-
yer notes, “The USGBC has a history of implementing change 
at glacial speed.” And NAHB isn’t faring any better at incor-
porating LCA into its green building program. “It simply says 
you can use LCA if you want to, and you get a point for doing 
it,” he says. “But there’s no real provision that LCA be used. 
The way the standard’s written, it’s kind of unlikely that any-
body is even going to do that.” 

Responding to Bowyer’s comments about LEED, Eric Co-
rey Freed, LEED AP and principal of organicArchitect in San 

Where’s the Science in 
Green Building Programs?

[ GREEN BUILDING ]

By Susan Bady, Senior Editor, Design
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Francisco, says, “The good news is that LEED is wonder-
fully democratic. The bad news is that, like most democra-
cies, it is achingly slow to adopt change.” 

Freed thinks that as LEED continues to evolve, the stan-
dards will become more stringent. But to be successfully 
incorporated into LEED, an LCA standard would have to 
be “strong, widely adoptable and easy to understand — not 
to mention objective, independent and free from possible 
greenwashing by manufacturers.” 

He notes that two such LCA standards are becoming 
available. One is the Smart Consensus Sustainable Prod-
uct Standard, developed by the Institute for Market Trans-
formation to Sustainability. The other is the Pharos Lens, 
a “beautifully simple” LCA labeling standard from the 
Healthy Building Network. 

JIM BOWYER believes the lack of life-cycle assessment 

in many green programs could defeat the purpose of 

building green in the fi rst place.

For FREE info go to http://pb.ims.ca/5642-13
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HIT THE GROUND RUNNING AT FULL SPEED
WITH NOTHING DOWN.

New year. New jobs.
New Case Original Parts.

* For commercial use only. This offer applies to purchases of genuine Case parts and related services made during a single visit to a participating Case dealer located in the United States and Canada. 
Purchases of genuine Case parts and related services between $500.00 – $4,999.99 may qualify for No Payments, No Interest for 90 days. Purchases of genuine Case parts and related services 
$5,000.00 or more may qualify for No Payments, No Interest for 180 days. Not all customers may qualify for this rate or term. Once the promotional period ends: 1) minimum monthly payments 
required, and 2) finance charges begin to accrue at 18.9% per annum. Offer subject to customer credit qualification, available credit and good standing on all CNH Capital America LLC accounts. 
CNH Capital America LLC’s standard terms and conditions will apply. Program subject to change or cancellation without notice. ©2008 CNH America LLC. All rights reserved. Case is a registered 
trademark of CNH America LLC. 
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NO PAYMENTS. NO INTEREST.*

FOR 90 DAYS on $500 or more. 
FOR 180 DAYS on $5,000 or more.
When you use your CNH Capital 
Commercial Revolving Account.

Just one more way your Case dealer is helping 
to lower your cost of ownership.

HURRY IN! Because uptime is everything.

The Case “Nothing But Uptime”
2008 Parts & Service Special

0%

Going on now at your participating Case dealer.  |  www.CaseCE.com 

Get the right parts — designed specifically for 
your machine so they fit right and work right 
the first time — installed by factory-trained 
technicians who know your machine best. 
With special financing that’s right for you.

CNHP-751 AS1_CCEQ1Ad2E_PB.ai 1/11/08 5:18:42 PM

For FREE info go to http://pb.ims.ca/5642-14
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[ IMPACT FEES ]

The 
Impact of

With builders squeezing costs 
to hit home prices that bring 
buyers back into the market, 
what sense does it make that 
many municipalities are still 
raising impact fees?

By Bill Lurz, Senior Editor, Business

30

Fees
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AMERICA’S LONG HOUSING BOOM (1993 to 2005) fueled 
a binge at city hall. Municipalities, especially in fast-growing 
Sun Belt states, got hooked on the funding — for schools, 
roads, parks, police and even public art — they pulled out 
of the pockets of home builders desperate to get a building 
permit.

Impact fees are an intoxicating form of public fi nance that 
does not require raising the property taxes of local voters. 
Elected offi cials love them because they tap not-yet-enfran-
chised new residents (including young, fi rst-time home buy-
ers) as well as builders, who can be kept quiet by the fear 
they will be denied permission to build on land they’ve al-
ready bought with borrowed money.

Better yet, the fees are usually collected when building 
permits are issued, well in advance of the new home’s real 
“impact” on schools, roads and water treatment plants. Fee 
revenues sometimes rest, drawing interest, for years before 
they are used for the intended purpose (if, indeed, they are 
ever used for it). Local politicos often claim impact fees are 
a way to make growth pay its own way, as it occurs. In truth, 

home builders and new home buyers are paying for facilities 
and services in advance.

No more Mr. Nice Guy
For more than a decade, home builders have taken this 

abuse passively, passing on the costs to buyers because they 
feared municipal retribution if they rocked the boat, and be-
cause people just kept buying houses — even as home prices 
were driven higher by the fast-rising fees. 

Among themselves, builders sometimes grouse that such 
fees are a regressive tax that saddles young buyers with a dis-
proportionate share of the cost of infrastructure and public 
services because they pay twice, fi rst in the price of a new 
home infl ated by impact fees, then again when they pay 
property taxes along with all the other home owners in the 
community.

Many builders secretly are seething that impact fees are 
nothing less than extortion at the hands of public offi cials. 
And when we examine the cumulative level to which impact 
fees have climbed in many municipalities, it’s hard to deny a 
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To arms, 
home builders of 

America! 
The time has come to 
cut residential impact 

fees and free new-home 
buyers from the villainy of 
double-taxation without 

representation. The time
is now because the 

time is ripe … 
)
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dramatic effect on new housing affordability. 
A national survey of impact fee levels across the country, 

conducted last year and released in August by Austin, Tex-
as-based Duncan Associates, shows an average of $10,496 
per single-family home in jurisdictions that use impact fees 
(which are most common in the South and West, especially 
California, Florida, Arizona, Colorado, Washington and Or-
egon). But we found impact fees of more than $30,000 per 
home in a number of municipalities in California, Florida, 
Maryland and Illinois.

“Impact fees have become a major problem in the Chi-
cago market,” says Aurora, Ill.-based home builder Perry 
Bigelow. “When builders buy land in unincorporated areas, 
they commonly enter into annexation negotiations with 
a community to get services. The villages ask for impact 
fees in these annexation agreements that are often above 
and beyond what they could otherwise charge,” Bigelow 
notes. “We’ve even seen villages negotiate higher impact 
fees on lower-priced houses than on more expensive ones 
— because they believe the impact on the school system is 
greater from a four-bedroom, $175,000 house than from a 
three-bedroom, $350,000 house. That’s regressive taxation 
on steroids,” Bigelow charges. 

“Thankfully for us, Aurora has resisted fees based on that 
concept. But towns north and south of Aurora have them.”

If the housing boom had continued, the gravy train would 
still be running at the same pace into the coffers of munici-
pal governments now addicted to this larceny. But the boom 
ended in 2005. And while the current housing slowdown is 
causing agony for home builders, it does have one silver lin-
ing: the opportunity to reshape the political landscape and 
cut impact fees in all the states and housing markets where 
they are now most prevalent.

Why the time is right
Builders often say land owners are the last to recognize 

and accept new price levels when a market cycles down, but 
local government elected offi cials are probably even more 
oblivious to today’s new market dynamics. Two years into 
the slump, many politicians are just beginning to see fall-
ing municipal revenues as a problem.

Almost invariably, the fi rst thing that comes to their 
minds is to raise impact fees. “We had a story in the pa-
per here in San Diego a week ago about the county of San 
Diego’s considering raising impact fees and also plan check 
and inspection fees,” says Mick Pattinson, CEO of Carls-
bad, Calif.-based Barratt American Homes and chairman of 
a new impact fees task force recently launched by California 
Building Industry Association. 

“They concluded that builders are not pulling enough 
permits, so they need to raise fees. When the market was 
booming, they couldn’t raise fees fast enough. They said 
they wanted their share,” Pattinson laughs, “but now that 

house prices are falling, they’re not even thinking about 
dropping fees.” 

We hear similar reactions all across the country. “Take a 
look at what Collier County (Fla.) commissioners proposed 
when they saw their revenues crash along with the housing 
market,” says David Hart, Florida Home Builders Associa-
tion vice president of legislative and governmental affairs. 
“Their solution was to double impact fees. They just don’t 
get it. They don’t realize that if they double the fees, they’ll 
get less revenue, not more.” 

Because the market is bad, builders are now in a position 
of strength to negotiate impact fees with municipalities. 
They can threaten to stop building, liquidate land positions 
and pull out of a market — and it is no idle bluff.

Paul Colgan, who heads the Attainable Housing Alliance 
(AHA), an advocacy group formed by three neighboring 
home builder associations in the Chicago market, says, 
“These municipalities are addicted to impact fee revenues. 
They believe the myth that builders are making exorbitant 
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KIMBALL HILL HOMES Chairman David K. Hill just proved 

that steely eyed negotiating on impact fees works with a 

development in Sugar Grove, Ill.

“Sugar Grove is getting educated,” Hill says. “They were at 

more than $32,600 a house in total impact fees, but we told them there’s no 

way we can afford that. We said, ‘If you don’t get rid of them, we’ll just shut 

down our operation and see what happens in two or three years.’”

Hill explains that his Settlers Ridge development, with more than 1,100 

lots and multiple product lines ranging in price from under $200,000 to over 

$400,000, has been “signifi cantly impaired” in recent months. “We had in 

excess of $60 million in it, but it’s now worth less than $30 million,” Hill 

says, then notes, “The annexation agreements up and down the Fox River 

Valley are nothing short of extortion.”

Eyeball to eyeball, Sugar Grove blinked and reduced fees by $9,200.

“We said, ‘Thank you very much, but that’s not enough!’ We’ll try to pull 

some permits at that rate, but we’ve given them a long list of places we’d 

like to see more cuts. They can’t have it the way it used to be. They can 

have a chunk, but they can’t have it all.”

Hill says the demise of Neumann Homes last year probably helped 

shake the village’s resolve: “Sugar Grove is working with us, but please 

don’t say it’s enough.”

KIMBALL HILL SWEETENS SUGAR GROVE

[ IMPACT FEES ]
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[ IMPACT FEES ]

profi ts, but that’s clearly not true now. When builders are 
sweating blood to squeeze hard costs out of their homes 
— $50 here and $100 there — to get prices down to the 
new level of the market, they are not going to tolerate im-
pact fees going up $6,000 a house.”

It’s time to go eyeball to 
eyeball with the local juris-
dictions and see who blinks 
fi rst. Our bet is on the build-
ers because municipalities 
need revenue and they won’t 
get a dime out of an impact 
fee if no house is built, and 
builders are not going to 
build houses at a loss. The local governments will have 
to negotiate new, lower fees that allow builders to make 
money, or they will get no revenue at all. 

Wins will come at state level
Regional advocacy organizations like Attainable Housing 

Alliance in Illinois can be effective, especially where they 
have the mandate to take cases to court and sue munici-

palities that play fast and loose with nexus requirements in 
both case law and state enabling legislation. “We’re looking 
for ways to attack the common practice in Illinois of using 
impact fee revenues for things that are not ‘specifi cally and 
uniquely attributable’ to the development in question,” 

Colgan says. “Road and school impact fees, by law, must 
meet that test. But we see lots of cases where road impact 
fees are used on the other side of the county, completely 
away from the development in question.”

Still, the most effective place to fi ght impact fees seems 
to be at the state level, especially in the legislature. Start by 
reshaping the law that frames all impact fees. “Getting a 
good impact fee enabling law through the state legislature 

Don Magruder, general manager of Ro-Mac Lumber 
& Supply in Leesburg, Fla., may have some self-interest in 
the cause to which he devotes long hours of his personal 
time, but he wears his passion for affordable housing on 

his sleeve.
He’s no supporter of Lake County’s impact fees, which totaled 

$9,985 on a 2,000 square-foot detached home before last summer, 
when the county tried to ram through an increase in the transporta-
tion fee from $2,189 to $11,396 while also proposing to boost the 
school fee from $7,055 to $14,656. 

“They would have had the total fee for just schools and roads up to 
$26,052,” Magruder marvels. “People in this market can’t afford to 
pay fees like that.”

Rather than stand by and watch, Magruder organized Citizens 
for Better Growth, an umbrella advocacy organization that hired 
Orlando-based economist Hank Fishkind to do a study on whether 
growth pays for itself in Lake County. (Fishkind proved it does.) 
Magruder’s group shot down the transportation fee hike and held the 
school increase to $2,269. He says it’s still too much.

“These people over-spent,” he says. “They’ve bonded schools and 
roads they don’t have money to pay for. The reason the county budget 
is in shambles is that we have no growth. What’s wrong is that our 
housing is no longer affordable. The only cure is to deregulate hous-
ing and get those fees down.”

Magruder drew a line in the sand. When will others do the same?

A Line in the Sand
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“Because the market is bad, builders are now in a 
position of strength to negotiate impact fees with 
municipalities.”(

RO-MAC LUMBER & SUPPLY, 

headquartered in Leesburg, 

Fla., is one of Central Florida’s 

largest building materials 

suppliers. General Manager 

Don Magruder (far left) may 

be Florida’s most passionate 

advocate of affordable housing 

— an intractable opponent of 

impact fees.
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LOWER CONSTRUCTION COSTS

Many municipalities offer “trade-
ups” for builders and designers
who sell sprinklered homes. On top
of increased safety, security and
value for your customers, you may
be able to benefit from these cost-
saving incentives as well.

Typical trade-ups include street
width reduction, additional units,
and increased hydrant spacing.
Bundled together, trade-ups can
net a builder significant savings.

WITH SPRINKLERS, YOU 
CAN BUILD HIGHER-VALUE,
LOWER-COST HOMES

HFSC can help. Learn more at
HomeFireSprinkler.org. We offer a
variety of free materials online and
in hard copy that will help you
build better, for less.

Fire Sprinkler Trade-ups
Good for Builders, Homeowners and Communities

H o m e F i r e S p r i n k l e r. o r g

© 2008, Home Fire Sprinkler Coalition

LEARN MORE AND 

WIN BIG!
AT THE INTERNATIONAL

BUILDERS’ SHOW 

Play the BUILT FOR LIFE Game,
hosted by Ron Hazelton. Answer a
simple question about home fire

sprinklers and you could win a
valuable prize.

Visit the Home Fire Sprinkler
Coalition Booth # 271 at the

INTERNATIONAL BUILDERS’ SHOW

R

For FREE info go to http://pb.ims.ca/5642-16
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is the best way to attack this problem,” says Thais Austin, 
an infrastructure and public fi nance specialist for NAHB. 
“Texas was the fi rst state to pass enabling legislation for 
impact fees, and it’s actually worked to help minimize the 
use of impact fees in Texas.

“The law limits impact fees to infrastructure uses, and it 
also limits the geographic area to which fee revenues can be 
applied,” Austin says. “If there’s an impact fee, it has to be 
used to pay for something that specifi c homeowner actually 
uses. A park fee has to be used for a park in the neighbor-
hood. A road fee has to be used for a road the homeowner 
actually drives on. If the infrastructure is used by the whole 
town, the whole town has to pay for it.”

Having good state statutes is important to keep the nexus 
of fees tight, Austin says, even though some builders regard 
enabling laws as evil because they legitimize impact fees. 
“Texas was the fi rst state to pass a law,” Austin says. “Others 
have copied it. It’s interesting that Texas is not one of the 
states where we hear a lot of impact fee horror stories.”

Those tales of woe come mostly from California and Flor-
ida, in addition to Illinois. “The average impact fee total for 
a single-family detached home in Florida, excluding water 

and sewer tap fees, is around $15,000,” says 
Orlando-based housing economist Hank 
Fishkind, Ph.D. (The Duncan Impact Fee 
Survey shows Florida single-family home 
impact fees increased 149 percent between 
2003 and 2007.)

Fishkind endorses the idea that this is the 
right time to pursue impact fee reform, and the state legis-
lature is the place to start. “The fees are now affecting hous-
ing affordability enough to deter builders from building,” 
he says. “They’re now willing to fi ght, and that could lead to 
legislative action to control fees. We need reasonable rules 
for how impact fees can be applied and where the funds 
generated can be used. We don’t have it now. We have en-
abling legislation, but it isn’t defi nitive or powerful.

“The home builders ought to back legislation at the state 
level as a way to establish control of the process. I think 
you’ll see some strong moves in many states to put caps and 
controls on the way impact fees are used. The tenor of the 
Florida Legislature right now is to control local government 
revenues very tightly.” Fishkind says.

FHBA’s David Hart sees benefi t in pursuing a policy 
similar to the one outlined by Fishkind. “Right now, local 
governments feel they have quite a bit of latitude to inter-
pret the rational nexus test,” Hart says. “We’ve pushed for 
legislative action to give local governments more direction 
in how those funds must be spent. We’d also like to see 
some kind of audit, so we know how much has been col-
lected each year. I don’t know if we need a new law, or just 
tightening of the existing one.”

Hart says Florida’s current push to lower local property 

taxes complicates the 
discussion of impact fees 
and partially explains 
their upward movement. 
“We’ve been telling our 
legislators for two years 
that when they push 
down local governments’ 
ability to tax property, 
they’ll fi nd that revenue 
somewhere else. Until 
they cap all local govern-
ment revenues, they’ll 
use impact fees to fi ll the 
gap.”

Hart notes that Florida 
fees now range from $0 
in some less populated 
counties to $41,000 in 
the Naples market in 
Collier County.

Get fi red up
In Southern Califor-

nia, Pattinson reports 
impact fees now average 
$50,000 for a single-fam-
ily detached home, and 
push into the $100,000 
range in some munici-
palities. It’s intolerable, 
he says, which led CBIA 
to form the Impact Fee 
Task Force. “You can’t pay $50,000 a house to support city 
infrastructure or government services and expect to deliver 
a product that customers will buy,” he says. “In ’04 and ’05, 
California issued over 200,000 building permits. Last year, 
it was 115,000. And this year, it will fall even more. The en-
try level and fi rst-move-up segments are just gone. How can 
anyone believe that a $100,000 impact fee can be absorbed 
without affecting affordability?”

Pattinson’s task force is trying to get fees applied at cer-
tifi cate of occupancy rather than at building permit stage. 
“That would save a lot of money,” he says, “and after all, 
there is no impact until the house is occupied. We’re begin-
ning to see some cities accept that. I think we’ll have suc-
cess with that innovation across the state.

“Getting fees reduced will be harder. That will take legal 
action,” Pattinson says. “What we really need to do is stir 
up the builder members of CBIA. We’ve been passive for 
too long.” 

That’s good advice, and a rallying cry, for every builder 
facing impact fees. PB
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JOSEPH PERKINS, president and CEO 

of the Home Builders Association of 

Northern California, says the textbook 

example of impact fee horror is 

Livermore, Calif., in Alameda County, 

where fees in one section of town 

topped $120,000 per home.

“They’d say it was a temporary 

aberration,” Perkins says, “but it 

was real. Housing affordability is so 

out of whack in this area that the 

city requires builders to set aside 15 

percent of their units for ‘affordable 

housing’— at below-market pricing. 

That essentially puts an additional tax 

onto the pricing of the market-rate 

units.”

Perkins says California’s huge 

impact fees can be traced back more 

than 20 years to Proposition 13, which 

limited property taxes as a source of 

infrastructure fi nancing and forced 

municipalities to turn to fees to fi ll 

the void.

Perkins confi rms that nearby 

Dublin, Calif., has now taken over the 

national lead in impact fees, with a 

total of $150,000 per detached home.

COSTLY 
CALIFORNIA 

[ IMPACT FEES ]

FISHKIND
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 Forward
Thinking

Brings leaders together. Sets them apart.

With 20 years of proven performance in the United States,

James Hardie® is America’s #1 brand of siding. No competitor comes close

to matching the quality, durability and value of our siding products,

or our continuous technological advances.

That’s forward thinking. Get together with the industry leader 

and set yourself apart with James Hardie.
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Revolutionary 
materials enhance 

all-weather 
performance

Increased paint 
adhesion by 
over 80%1

Formulation 
breakthrough

creates thicker 
profi les in trim 

& siding

Beautiful, 
consistent

fi nish lasts up 
to 2x longer2

Forward thinking puts us 

GenerationsAhead
James Hardie pioneered fi ber-cement and we’ve never stopped improving it. That’s 

why we do it better than anyone else. From our substrate to our surface adhesion, 

from our thicker profi les to our revolutionary ColorPlus® technology, forward thinking 

has put us four generations ahead of the pack. 

That’s why James Hardie® siding products with ColorPlus technology is 

the ultimate siding solution.
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For more information, please visit jameshardiecolorplus.com

Generations
Ahead in color technology

ColorPlus
Technology

®

Introducing the next generation of forward 

thinking—ColorPlus® technology. We’ve invented 

a proprietary fi nishing system exclusively for 

James Hardie® siding. Factory-applied to our 

superior substrate, this baked-on fi nish is 

specifi cally engineered to maximize durability, 

fade resistance and adhesion.

• James Hardie siding products with ColorPlus 
technology offers a full line of siding products and 
accessories, including lap siding, soffi t, shingle
siding, trim and panel siding

• Superior performance and durability

• Up to 30% better fade resistance1

• Lasts up to 2x longer2

• Up to 400% better adhesion2

• Multi-stage process conditions, coats and cures, 
providing the most consistent paint application 
at optimal thickness

• Color consistency measured by photo spectrometer 
computer to ensure every batch is the same color

• 15-year fi nish warranty covering both paint and labor
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26300 La Alameda, Suite 250
Mission Viejo, CA 92691

 Forward
Thinking

Footnotes: 1. James Hardie accelerated QUV test results compared to nationally available premium paint in lab environment. 2. James Hardie accelerated weathering with adhesion test with brush-applied national paint in lab environment.   
3. North Star Research Partners Study, July 2007.
Additional installation information, warranties and warnings are available at www.jameshardie.com.
© 2007 James Hardie International Finance B.V. All rights reserved. TM, SM, and ® denote trademarks or registered trademarks of James Hardie International Finance B.V. is a registered trademark of James Hardie International Finance B.V.

James Hardie manufactures its substrate 
to provide dependable, long-lasting 
performance. The result is siding that looks 
beautiful and stays beautiful.

• Superior blend of premium cement,
fi nely-ground sand and natural fi bers

• Revolutionary materials enhance performance

• Our fl y ash-free formulation ensures strength 
and integrity of the substrate

Generations ahead in performance

No other fi nish gives your homes this level
of durability and consistency. Compare its
long-lasting value vs. fi eld-applied painting:

• Up to 30% better fade resistance1

• Lasts up to 2x longer2

• Up to 400% better paint adhesion2

• Homeowners perceive $16,000 real added value
with ColorPlus® technology vs. fi eld-applied painting3

Generations ahead in color technology

Generations ahead in support

No siding manufacturer supports its builders 

better than James Hardie. 

• Over 30 Installation Specialists ensure builder 
satisfaction and quality for the homeowner

• Industry’s fi rst Best Practices Installation Guide

• Multi-media advertising and marketing support

To learn more about James Hardie® siding products, visit jameshardie.com

1-866-4-HARDIE (1-866-442-7343) www.jameshardie.com
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“We do go back and forth on 

whether to buy a home or build 

a home, still to this day. We 

believe it will come down to 

the area we want to live, what 

features the home has and the 

price of the home.”

— Potential entry-level buyers 
Shannon and Jeanpaul Ippolito 
Photo: Marc Berlow

      FIRST-TIME
BUYERS

sellit

John Rymer and the value 
quotient [ page 45 ]

Automating your CRM [ page 47 ]

Organize the busy 
home buyer  [ page 47 ]

Web videos enhance online experience 
[ page 47 ]

Latino homeownership stats you should 
know [ page 48 ]

Your new entry-level buyer [ page 52 ]
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Tools for the TurnaroundTools for the Turnaround
Sunday, October 5 — Wednesday October 8
Arizona Biltmore Resort & Spa
Phoenix

Every year, industry thought leaders gather for a one-of-a-kind conference that 

challenges and inspires its participants – Professional Builder Benchmark. 

This year, we’ll meet at the historic Arizona Biltmore Resort & Spa to address 

the issues of preparing your company for the turnaround. Hear what the 

best builders in America are doing now for the better times to come. Always 

refreshing and valuable, Professional Builder Benchmark provides an 

unmatched networking environment you don’t want to miss.

For program updates, visit www.ProBuilder.com/BenchmarkFor program updates, visit www.ProBuilder.com/Benchmark

Save the DateSave the Date
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Values Are Not Created Equal
To create a home buyer, your sales staff must understand your 
customers’ values fi rst.

[ SALES TRAINING ]

How much would you be 
willing to pay for Barry 
Bonds’ 756 home run 

baseball? Yes, that’s the base-
ball that Barry Bonds hit to 
break Hank Aaron’s all-time 
major league home run record. 
It’s a question I recently asked 
a group of 25 new-home sales 
professionals. The scenario for 
determining a price was based 
on simple set of circumstances: 
They are independently wealthy 
and can afford to pay whatever 
they want for the baseball, but 
whatever bid they offered would 
mean they would forgo some-
thing equal to that amount. 

We then asked everyone at 
the meeting to submit a sealed 
bid, and we then posted the re-

sults at the front of the room. It 
was no surprise to me and al-
most everyone else in the group 
that the bids showed huge dis-
parities. Two associates bid 
zero, and the bids topped out at 
$1 million.  (Note that the base-
ball was actually auctioned off 
for $752,000 in 2007.) 

As easy as it may be to see 
how different people would 
place tremendously different 

values on a historic baseball, we 
often lose site of how differently 
our customers place values on 
aspects of our homes and our 
communities. For some home 
buyers, an oversized home site 
is a maintenance headache and 
not worth the price of added 
lawn care. Others place tremen-
dous value on the privacy and 
added space for family activities 
it will provide. We simply don’t 
know — until we understand 
their values. 

The No. 1 mistake made in 
most new home sales presen-
tations is spending too much 
time demonstrating the home 
and community rather than 
asking customers questions 
about what they value in a new 

home. Mistake No. 2 is to as-
sume that the values of the 
sales professional are the same 
values of the customer. The 
sales professional says, “What 
I really like about this home is 
the oversized home site and the 
privacy it affords you.” And the 
customer thinks, I really don’t 
want the extra yard work. 

Becoming a great new home 
sales professional requires we 

uncover values and needs of 
each customer before begin-
ning our demonstration. This 
requires skill. It’s not always 
easy, but it is essential to maxi-
mizing the value of your homes 
and community with each cus-
tomer. Using the baseball ex-
ample above, a great presenter 
could spend 30 minutes telling 
me the detailed history of the 
756 home run baseball and its 
signifi cance in history, but un-
less I’m a sports nut, chances 
are I’m not buying — not even 
at a steep discount.

Uncover “the value recipe” 
for each customer by beginning 
with a simple question: “What’s 
important about the new home 
you plan to purchase?” It’s a 
simple question, but one that 
many customers have never 
heard before and might have 
to think about before answer-
ing. It will often stop custom-
ers who just want to look at the 
models and get a price sheet 
while giving you some time to 
understand their underlying 
needs. The information you get 
is invaluable to matching your 
demonstration to a customer’s 
values. PB

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

Rymer’s 
Tips

“Becoming a great new home sales 
professional requires we uncover values 
and needs of each customer before 
beginning our demonstration.”

To read more, visit us at
www.probuilder.comitR

EA
D

ONLINE

LOOK BEYOND  
THE VALUE OF THE 
HOME Schools, home 
sites, amenities and 
commute times may 
be higher priorities.

FEATURES TELL, 
BENEFITS SELL 
Always convert your 
features to benefi ts to 
maximize value.

LET YOUR 
CUSTOMERS’ 
VALUES SET THE 
ORDER of the 
presentation, rather 
than your own.

STOP AND ASK FOR 
CONFIRMATION on 
the high-value items, 
i.e. how does this 
compare to what you 
had in mind? 

By John Rymer, New Home Knowledge

sellit
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T he  new e le c t ron i c  key p ad lo c k  f rom S c hlag e ® ha s  thou s and s o f  p o s s ib le  P IN c o d e s to  c hoo s e 
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R e a l  S e c u r i t y  I s  K n o w i n g  Y o u r  K e y  C o d e  I s 
A s  U n i q u e  A s  Y o u  A r e .
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Automation Can Help 
Home Builders Sell Smart

Many years ago I interviewed a 
gentleman by the name of Arthur 
Rubloff. He’s a legend in the Chi-

cago real-estate scene, both residential and 
commercial. He was extremely successful, 
and the company he founded lives on today.

Several interesting tidbits surfaced during 
that interview, but there’s one thing he said 
that still intrigues me. In fi elding a question 
regarding what he thought made him a suc-
cess in the real-estate industry, he replied “I 
work smart, not hard” — which brings us to 
the concept of automating the marketing and 
lead-management process.

In a nutshell, marketing and lead manage-
ment systems — also called customer rela-
tionship management systems — take the 
process of following up on home buyer leads 
to a new level by using automation.

Sophisticated lead management software 
programs can help builders and their sales 
staff work a lot smarter.

“Marketing automation is about doing 
more with less: running more campaigns, 
reaching more prospects and collecting more 
leads while minimizing costs. Ultimately, 

then, it’s about selling more homes, faster, at 
a lower cost of sales,” says Steve Lewkowitz 
in the white paper “Smart Marketing: Auto-
mated Marketing and Lead Management.” 
Lewkowitz is a professional services director 
for Pivotal CRM.

In his book, “Browsers to Buyers: Proven 
Strategies for Selling New Homes Online,” 
new-home online sales professional Mike 
Lyon identifi es CRM systems that are geared 
toward home builders and have a proven 
track record. Those include Open Leads, 
Customer Velocity, Be Home Wise and Pivot-
al CRM, among others. A Google search us-
ing the term “CRM for home builders” yields 
other CRM system providers as well.

Lyon offers this advice: “Take your time, 
compare your options and be sure to speak 
with customers who are actually using the 
program. Make an educated decision for the 
long term and plan ahead. It is never fun to 
try and switch software with a database full of 
leads, notes and records.”

And if Arthur Rubloff were around today, 
I’d bet he’d have his sales staff utilizing an 
automated leads management system.

According to the National 

Association of Professional 

Organizers, more than 80 

percent of what we keep we 

never use. When you factor 

in the average size of a home 

— 2,459 square feet, accord-

ing to NAHB — what you get 

is a lot of  

unused stuff. 

Atlanta-

based builder 

Beazer 

Homes has 

intervened 

on behalf of 

its potential 

home buyers. 

Through a partnership with 

professional organizer Monica 

Ricci, Beazer created Smart-

Design, a concept rooted in 

designing homes the way 

people live in them. 

Think of SmartDesign this 

way: When getting ready in 

the morning, do you have to 

walk from your bathroom 

into the closet, then back to 

the bathroom and then into 

another room for your keys? 

With SmartDesign, you design 

a master suite that connects 

the bathroom to the closet; 

within the closet you have 

a key nook. You never have 

to leave the comfort of that 

smart little space. 

And how about declutter-

ization? If homeowners don’t 

use a space daily, it becomes 

a trap for clutter. A Smart-

Design home ensures those 

rarely used spaces don’t exist. 

[ CUSTOMER RELATIONSHIP MANAGEMENT ]

Organize 
This
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by Mark Jarasek, Senior Editor, E-media

MONICA RICCI

– by Erin Erickson, 
Group Managing Editor

Should Home Builders
Use Video on their Web sites?

According to a Pew Internet & American Life Project report on online 
video, the medium now reaches a mainstream audience; 57 percent of 
online adults have used the Internet to watch or download video, and 
19 percent do so on a typical day. The growing adoption of broadband 
combined with a dramatic push by content providers to promote online 
video has helped pave the way for mainstream audiences to embrace 
online video viewing. Learn how you can use video on your Web site to 
attract entry-level home buyers by reading about selling to entry-level 
buyers on page 52. 
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Latino Californians are struggling 
with homeownership, a survey by 
the California Building Industry 

Association and the California Home-
building Foundation revealed. The sur-
vey polled 957 Latino Californians on 
their attitudes and priorities and found 

that a majority of the non-home owning 
Latinos want to own a home for their 
families. 

According to the survey, nearly all non-
homeowners would like to own a home, 
but the main reasons they do not are that 
they cannot afford a home in the com-
munity where they’d like to live and they 
are waiting for housing to become more 
affordable.   

The survey also found that “more than 
70 percent of [Latino] renters believe lo-
cal government is not 
doing enough to pro-
mote homeownership 
and nearly 50 percent 
believe that housing 
should be the top pri-
ority for local govern-
ment.”

Housing affordability and availability 
is slim for California, which will grow by 
over 14 million people by 2030. CBIA re-
ports that in order for California to meet 
the demands, it will need to produce 4 
million homes. Nearly 80 percent of 
California’s population will be Latino. 
Owning a home is a big issue in the La-
tino community, but they feel like they 

cannot afford to do so. According to the 
survey, they believe that owning a home 
provides a better environment to raise 
their children and build wealth. In other 
words, it is the American Dream. 

According to the CBIA, builders in 
California should prepare for a demand 

of houses they may 
not be able to meet. 
CityView, a real estate 
investment company, 
and CBIA have joined 
efforts to raise aware-
ness about this issue to 

elected offi cials and policy-makers and to 
fi nd solutions for more affordable hous-
ing so that the Latino community and all 
residents can have the dream of owning 
a home.

“More than 2 million Latino families 
will enter the housing market by 2010. 
The growth and size of this population 
will drive the new home market for 
years to come,” says Henry Cisneros 
of CityView and former U.S. Secretary 
of Housing and Urban Development. 

“They are hardworking families who 
see homeownership as the path to the 
middle class to live-out out their Ameri-
can dream. Latino homeownership is vi-
tal for strong communities and vibrant 
cities. Home builders are a key part of 
the solution to respond to this mar-
ket demand. It makes sense for home 
builders to care about the Latino market 
if they want their business to grow.” 

More than 70% of Latino renters 
believe local government isn’t doing 
enough to promote homeownership. 

2 million The number of 
Latino families entering the housing 
market by 2010. 

sellit

A Latino 
Homeownership Crisis

[HOMEOWNERSHIP ]

by Jennifer Powell, Staff Writer

MATERIAL STRENGTH
TO ENDURE A LIFETIME

TM

For FREE info go to http://pb.ims.ca/5642-19
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Inspired by the realities of life.
For FREE info go to http://pb.ims.ca/5642-20
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THE FOUNDATION OF ANY JOB
STARTS WITH DODGE.
The all-new ’07 Dodge Ram 3500 Heavy Duty Chassis Cab’s strength doesn’t just come from its powerful 
choice of engines. The steel strength of its rear frame is best-in-class,* with 50,000 psi steel. It’s got flat, 
clean, industry-standard, 34" frame rail spacing with a one-piece rear C-channel design that’s preferred 
by upfitters. Plus, the wiring harness is neatly hidden inside the frame rail. This is a truck that’s strong 
from head to toe. For more info, visit dodge.com/chassiscab or call 800-4ADODGE.
*Based on Dodge Ram 3500 Heavy Duty Chassis Cab vs. Ford and GM one-ton pickup-based Chassis Cab models.

The all-new ’07 Dodge Ram 3500 Heavy Duty Chassis Cab’s strength doesn’t just come from its powerful 
choice of engines. The steel strength of its rear frame is best-in-class,* with 50,000 psi steel. It’s got flat, 
clean, industry-standard, 34" frame rail spacing with a one-piece rear C-channel design that’s preferred 
by upfitters. Plus, the wiring harness is neatly hidden inside the frame rail. This is a truck that’s strong 
from head to toe. For more info, visit dodge.com/chassiscab or call 800-4ADODGE.
*Based on Dodge Ram 3500 Heavy Duty Chassis Cab vs. Ford and GM one-ton pickup-based Chassis Cab models.
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It pays to understand who 
your fi rst-time buyers are. Luckily, 
we’ve broken it down into easy-to-

change steps that will have you 
selling in no time.  

MEET SHANNON AND JEANPAUL IPPOLITO. 
At 31 and 34, respectively, they are the textbook defi -
nition of an entry-level buyer. They recently married,  
and they both work and are getting ready to move to 
their next phase of life: buying a house. 

The Ippolitos are like many couples in that they 
rented an apartment after their nuptials and planned 
to live in it until they outgrew the space. While the 
one bedroom was cozy at fi rst, one bathroom, a small 
kitchen, no yard and the can’t-paint-the-walls policy 
have offi cially overstayed their welcome. 

“Being newly married, we want to ensure we are in 
an OK place fi nancially speaking before purchasing 
our fi rst home,” says Shannon. She’s not alone. Like 

many 20- and 30-somethings, college loans and a less-
than-stellar post-college job market left her and her 
husband both with several fi nancial burdens. 

Financials
Most of your entry-level buyers are not going to be 

entrepreneurial sensations with six-fi gure incomes. 
An even more likely scenario is that your entry-level 
buyer will be coming from a rental — or even mom 
and dad’s basement — rather than a home they own. 
Your entry-level buyer may not be pre-approved nor 
have ever owned anything as expensive as a home. 

In a June 2007 Housing Giants article, real-estate 
analyst and HG columnist John Burns urged home 

By Erin Erickson, Group Managing Editor 

Who
are

these 
people?

( )
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Photos:  Marc Berlow
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builders to readjust their targets from entry-level buyers to 
move-up buyers because entry-level buyers appear to be 
tapped out. 

“The pent-up demand among entry-level buyers is very low 
because those with down payments and those who can qualify 
at today’s prices are not plentiful,” says Burns. 

Little money and no previous experience or collateral al-
most sound like a recipe for disaster. 

Quite the contrary, say 
some home builders. 
Take Midwestern builder 
Triton Homes. The Clive, 
Iowa-based home builder 
provides on-site mortgage 
agents and uses preferred 
partnerships to help edu-
cate its 24- to 34-year-old 
buyers. 

Marketing
Social networking for home buyers? While we haven’t gone 

that far — yet — the idea may not be that far off gauging by 
the Internet usage of the entry-level buyer. 

Coming in at the late-20 to mid-30 year-old range, entry-
level buyers have nearly grown up with the Internet. It’s noth-
ing for them to Google a home builder prior to setting foot in 
the sales center, if they even get that far. 

In 2006, the Pew Internet & American Life Project con-
ducted a study of online activities as they relate to looking for 
a place to live. The study concluded that at least 51 percent 
of 18-29 year-olds have searched for housing online while at 
least 43 percent of 30-49 year-olds have used the Internet to 
fi nd a home. The study also found that younger buyers tend 
to take advantage of online offerings with at least 51 percent 
doing virtual tours if offered. 

Tony Holman, 31, another entry-level buyer we talked to, 
says he won’t even consider visiting a builder if they don’t list 
their pricing on their Web site.   

In the Ippolitos’ case, friends and family have plied them 
with builder referrals and horror stories, yet they fi nd them-
selves looking to J.D. Power & Associates’ Web site to seek out 
the names of local builders. They’ll check the builder’s ratings 
before going to the builder’s Web site. If they like what they 

see on the Web site, then it’s off to the sales center. 
Jeff Bramble, Triton’s COO, reminds that despite spending 

more time online prior to entering the sales center, entry-level 
buyers are less informed about the buying process.

So what does that mean for home builders? Show your Web 
site some love: 

� Enhance your search engine optimization so you're easi-
er to fi nd on Google, Yahoo! and MSN. 

� Consider adding virtual tours, price lists and an entry-
level-friendly frequently asked questions section to your site.

� Host homeowner blogs. Ask entry-level homeowners 
to blog about their experiences as a resident of your com-
munity. 

Need inspiration? Take a look at Triton Homes’ Web site. 
They not only get their market, they exercise their online op-
tions as well. 

When traditional advertising didn’t work, Bramble, the COO, 
and Joel Goodman, president and CEO, say they turned to refer-

The median age of fi rst-time buyers is 32, 
with a median income of $58,300. They 
purchased a home costing $165,000 and 
plan to stay in that home for six years. The 
median down payment by fi rst-time buyers 
was 2 percent, but 45 percent purchased 
with no money down. And of fi rst-time buyers who made a 
down payment, 22 percent received a gift from a friend or 
relative, usually their parents.

Source: 2006 National Association of Realtors Profi le of Home Buyers and Sellers

Entry-level profi le

30.2%
Percentage of the 400 largest home builders that 
built starter or entry-level homes in 2006, according 
to the 2007 Professional Builder Giant 400 survey. 

(

ENTRY-LEVEL PRODUCT 

According to respondents of the 2007 
Professional Builder Giant 400 survey, 
affordability and size are in the eye of the 
beholder. 

Attached Detached

Average Price $200,878 $204,798

Average Square 
Feet

1,400 1,706

Average Price per 
Square Foot

$143.48 $120.02

Source: Professional Builder Giant 400 survey, May 2007
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* Variform commissioned an independent research study of homeowners in 2005 that was conducted by the Vernon Research Group. Respondents did not include homeowners with primary brick or stucco exteriors.

Whatever your vision, Variform Vinyl Siding, with our fashionable profi les, rich color palette 
and full complement of matching accessories, is the perfect siding choice to bring your best 
ideas to life. 

Unlike wood, fi ber cement, or OSB, Variform Vinyl Siding provides wide variety at a lower 
cost per square foot, installs quickly, and looks good season after season with very little 
maintenance, so your neighborhood maintains its superior curb appeal for years to come. 

And Variform’s stringent quality controls—backed by a solid warranty—means fewer callbacks 
and happier homeowners, so when the sale closes, you can move on to other things.

Relax. Choose Variform Vinyl Siding.

Variform® Vinyl Siding.

For details about Variform products, or to fi nd a distributor in your area,
VISIT WWW.VARIFORM.COM, OR CALL 1-800-800-2244.

A Vinyl Siding Brand of Ply Gem Industries
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For FREE info go to http://pb.ims.ca/5642-24
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rals via blogs, MySpace and YouTube. Now they’ve been referred 
to as one of the Midwest’s fastest growing home builders.  

Product
“Generation X is cheap and practical — they’re price com-

parers,” says author and generation expert Penelope Trunk. 
Unlike their baby boomer parents who traded in modest for 

McMansion, Generation X and the Echo Boomer buyers — 
the generations that make up the entry-level profi le — don’t 
build homes to show off their power and prestige. “They pay 
for experiences rather than things,” says Trunk.  

To get sales with such a crowd, Trunk is blunt: “Turn a 
house into an experience.” Forget grand entryways and din-
ing rooms that only get used once a year. Adapt your fl oor 
plans: convert the formal living room into an offi ce, make the 
kitchen larger and add in more organization-friendly features 
like an electronics nook in the kitchen or bike racks in the 
mudroom.  

Jeffrey Mulcrone, director of design for BSB Design in Pala-
tine, Ill., has noticed a 3-S trend for entry-level buyers: sim-
pler, smaller and smarter. 

Entry-level buyers don’t want or need the ladies’ only pow-
der room on the mezzanine level. They prefer the simple and 
smaller 2 bedroom, 1.5 bathroom abode they can use to enter-
tain. Having many rooms isn’t necessary, says Mulcrone. 

Mulcrone advises designing the house so multiple rooms 
can have different functions, adding, “A smart home uses 
more of an open fl oor plan to multi-task all the spaces.”

The bottom line has come down a bit thanks to a downward 
trend in square footage that has made entry-level product 
more affordable to build. Ditch the expansive master suites; 
your entry-level buyer would rather have a “kitchen they can 
host a party in,” says  Mulcrone. PB

You can tell by looking at its Web site that Triton Homes recognizes the habits of its 

entry-level buyer. From testimonials and virtual tours on YouTube to IKEA-furnished model 

homes, Triton has fi gured out how to package its information for its Web-savvy 24- to 34-

year-old target market. 

Visiting the Triton Web site (www.TritonHomesUSA.com), brings you to a youthful, real-

istic and believable home buyer. While the young, hip and beautiful are more than welcome 

to buy, you get the sense that owning a Triton home isn’t just for the uber-rich. 

Unlike most home builder Web sites, Triton is banking on the fact that most of its users 

aren’t familiar with homeowner associations, mortgage applications or upgrades versus standard features. 

Questions like “What’s an Association?” “What are upgrades?” and “Can I have a roommate?” offer answers that you wouldn’t 

normally fi nd on a typical builder Web site. 

Triton also understands that buyers are more likely to listen to one another than to a company press release. For that reason, it has 

created My Triton Life, a video blog featuring actual homeowners talking about their life in a Triton Home. 

If you can’t beat ’em, join ’em

Source: Pew Internet & American Life Project 

THE PEW REPORT
Characteristics of Internet users who have looked online 

for information about a place to live

Groups of Internet users 

Have ever 
looked 
online

Looked 
online 
yesterday

Total Internet users 39% 5%

Men 38% 7%

Women 40% 4%

Age 18-29 51% 9%

Age 30-49 43% 5%

Age 50-64 27% 3%

Age 65+ 15% 1%

High school graduate 34% 5%

Some college 38% 3%

College graduate or more 46% 7%

Live in households earning less than $30,000 43% 5%

$30,000-$49,999 42% 8%

$50,000-$74,999 32% 4%

$75,000 or more 45% 6%

3 years or less of online experience 23% 1%

4-5 years of online experience 30% 2%

6+ years of online experience 45% 7%

Dial-up connection at home 30% 4%

Broadband connection at home 45% 6%
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MOBILE BROADBAND CARD
Now all you need to set up an instant mobile office at a job site is Sprint 
Mobile Broadband. Instead of waiting for phone and service lines, you’re 
up and running in no time. You can download blueprints, access data 
from headquarters and finalize contracts faster than ever. The reliability 
of Sprint Mobile Broadband lets you make just about any place a 
workplace. That’s getting it done at SprintSpeed.™ 1-800-SPRINT-1

sprint.com/business

How a 3-inch card 
can build a 30-story building.

Sprint Mobile Broadband Network reaches over 224 million people. Rev. A enhancements reach over 211 million people. Coverage not available everywhere. See sprint.com/coverage for details.  
Not available in all markets/retail locations. ©2007 Sprint Nextel. All rights reserved. 

For FREE info go to http://pb.ims.ca/5642-22
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BrassCraft innovation and performance are once again the talk of the trade.  

Presenting the BrassCraft SureConnect™ System, now with the addition of our cost-

eff ective PEX stub-outs. This revolutionary quick-connect system can add both speed 

and profi t to your installation. Just push the SureConnect™ stop over the stub-out 

and click into place for a secure, leak-free connection. Talk about easy! 

To learn more please visit www.brasscraft.com

Visit us at Booth #W-1101 at the International Builders Show in Orlando, FL

©2008 Brass-Craft Mfg.

BrassCraft. Committed to Quality, Driven by Innovation.

Our SureConnect™

System is the
BEST THING 
NEXT TO PEX

“With SureConnect™, I don’t have to spend ten minutes 
in a kitchen cabinet trying to tighten three compression 
joints. Now I just reach in and push the stops on. 
In my business time is money!.”

- Joey Walls, Area Plumbing Manager, Pulte Building Systems - Las Vegas, NV.

For FREE info go to http://pb.ims.ca/5642-23
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HOUSE
   IN A BOX

Armed only with 
a screwdriver and 
an awl, a family of 
four can assemble 
an Abod house in a 
single day. Created 
by BSB Design of 
Des Moines, Iowa, 
Abod units are 
shipped in a box, 
tools included. 
The mass-
manufactured, 
arch-shaped 
structures 
are replacing 
dilapidated shacks 
in South Africa. 
Curious? Visit 
www.myabod.com.

designit

Winner’s circle: the Best in American 
Living Awards [ page 60 ]
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SOUTHERN PINE COTTAGE This understated, empty-nester home in WaterSound, Fla., takes Home of the Year 

honors in the 24th Best in American Living Awards, cosponsored by Professional Builder and the NAHB Design 

Committee. Designed by Looney Ricks Kiss Architects, the home was built by Haven Custom Homes using 

modular construction.
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2007 Best in 
American Living 
Awards

[ BALA ]
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Professional Builder and the NAHB Design 
Committee present the winners of home buildings’ 
most prestigious design contest.

designit

Building a new home is an incredibly complex process; it 
pulls together hundreds of people, requires clear communi-
cation and often involves executing near-impossible details. 
The result we all desire is a living environment people can 
call home. In the abstract, the concept seems nebulous. But 
during the Best in American Living Awards judging, what is 
abstract and nebulous becomes very real. 

In the 2007 Best in American Living Awards, the judges poured over hundreds 
of entries and recognized homes that, in the most specifi c sense, represent our 
concept of living. Every year, that understanding shifts slightly, and we see new 
trends emerge, old trends resurface and long-standing trends strengthen.

The judges identifi ed eight trends that stood out. Many of them emerged in our 
fabulous Home of the Year, which rests in the middle of pine forest alongside a 
golf course in the panhandle of Florida. And, new this year, the judges recognized 
a Room of the Year, one space that is so dynamic and inspiring they felt it deserved 
special recognition.

As you look through the winners, note the eight trends the judges identifi ed: 
• The evolution of outdoor living spaces continues. 
• Boldness of color and form stands out in both interior and exteriors. 
• Houses convey a more human scale. 
• Wood is ascendant in interior trim and details.
• The streetscape has evolved into a form of art. 
• Designers are reinterpreting what contemporary means.
• Urban infi ll pulls all elements of living together.
• Modular homes offer heightened design.

BALA JUDGES
Kate Brennan
Mary Cook and Associates, Chicago 

Dan Buffington
Buffington Homes L.P., Seabrook Island, S.C.

Georganne Derick
Merchandising East, Ellicott City, Md.

Barry Glantz
Glantz and Associates Architects Inc., St. Louis, Mo.

Dan Gorski
Veridian Homes, Madison, Wis.

Victor Mirontschuk
EDI Architecture P.C., New York

Wendy Ney Manley
Manley Partners, Pottstown, Pa.

Anne Olson
Olson Architecture, Niwot, Colo.

SMART GROWTH JUDGES
Bruce Hardesty
Hardesty Homes, Chesterfield, Mo.

Steve Noble
Noble Custom Homes, Waite Park, Minn.

Jim Sattler
Jim Sattler Homes, Cedar Rapids, Iowa

Ed Tombari
NAHB, Washington, D.C.

HUD JUDGES
Stephen Shelley
HUD Chicago Office of Housing

Andrea Vrankar
HUD Cleveland Office of Public Housing
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A Boxed-Set 
Cottage

When the developers of Southern Liv-
ing magazine’s Idea House asked J. 
Carson Looney if he could execute 

his design as a modular home, he jumped at 
the opportunity. For years, the principal of 
Looney Ricks Kiss Architects of Memphis, 
Tenn., had wanted to do a modular project, 
but he had never found the right partner. 
Now, with Haven Custom Homes, a modular 
builder based in Linthicum, Md., on board, 
and backing from The St. Joe Company of 
Santa Rosa Beach, Fla., he felt they could 
transfer his design for a stick-built house into 
something that would work in modular.

The Best in American Living Award judges 
agreed. The modular construction certainly 
got their attention, but it was the muted beau-
ty of the 3,544 square-foot cottage in Water-
Sound, Fla., that sealed the deal and earned 
the project Home of the Year status.

� Best in South Atlantic Region: 
Platinum Award for Best One-of-a-
Kind Spec-Built Home Up to 4,000 
Square Feet

A leading American architect 
works in modular construction to 
deliver a cottage in a southern 
pine forest, earning the Best 
in American Living Award for 
Home of the Year.

pbx0802bala_front   63pbx0802bala_front   63 1/28/2008   11:17:45 AM1/28/2008   11:17:45 AM



Professional Builder / February 2008 www.ProBuilder.com

64

Public vs. private
Designed to be an empty-nester vacation home, the front is 

accessible by a private pathway from other homes in the area. 
But even as a vacation home, it works as a family home, with 
clear differentiation of public and private spaces.

Of the many elements the judges noted that deserved rec-
ognition, it is the blending and differentiation of the pub-
lic versus private spaces that works so completely with this 
house. In fact, that aspect plays through every element of the 
design, from the siting to the fl oor plan to the elevations.

“That’s the magic,” says Looney. “The DNA of what we do is 
we integrate planning and architecture that makes great plac-
es. Sometimes you see a great fl oor plan and the house looks 
like Silly Putty piled on top. The magic is when we’re laying out 
the plan, we’re working with three-dimensional shapes.”

The cottage fi ts the environment with ease, both standing 
out from the forest setting and blending in comfortably. The 
roof’s shape, with its strong cross gable, accommodates a lot 
of space, Looney notes, but it allows the house to fi t into the 
elegant location. It is also a part and parcel of the public ver-
sus private nature of the house, making it more understated 
in its environment.

Often, homes distinguish public spaces from private spaces 
by putting the private on the second fl oor and reserving-fi rst 

HOME OF THE YEAR

fl oor space for public rooms. The Home of the Year draws 
more subtly on these distinctions and begins with the en-
trances to the home. The front elevation faces the golf course 
and is accessible only by a private pathway that connects to 
the other homes in the area. The back of the home, with its 
car park area and enclosed garden space, is the entrance most 
public visitors approach. 

That entry from the car park and the garage also helps de-
fi ne public and private spaces. It includes a hallway entry that 
brings visitors through a gallery as well as a private entry into 
the kitchen from the covered walkway. Before entering the 
kitchen, there is a utility serves as a staging area for groceries. 
Adjacent to that is a utility area, which can be closed off for 
even greater privacy. 

A big cottage?
The public versus private aspects fi t with the way empty 

nesters use this house. “It’s a lot of what we see in the Pan-
handle region,” says Looney. “Homes may blow you away 
by what’s inside. But there is an overwhelming desire to be 
understated from the street. We found that to be a unique 
marketing aspect of homes in that region. Big developments 
don’t sustain value or achieve the price point per foot.”

Nowhere is that understated nature more obvious than the 
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CREATING PRIVATE COMFORT of a large home that feels like a cottage takes a 

careful balance of private spaces. The coffered-ceiling dining room creates an 

intimate setting, while the entry delivers a human-scale public space that doubles 

as a gallery. The utility area off the kitchen can be closed of for more privacy. 
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Project Name: 2007 Southern Living Idea House

Location: WaterSound, Fla. 

Designer/Architect: Looney Ricks Kiss Architects, Memphis, Tenn.

Builder: Haven Custom Homes, Ridgeland, S.C.

Interior Designer: Looney Ricks Kiss Architects, Memphis, Tenn.

Developer: The St. Joe Company, Santa Rosa Beach, Fla.

Photographer: Jack Gardner Photography, Valparaiso, Fla.

seeming contradiction of a 3,544 square-foot home and a cot-
tage. The home reads as an intimate space with human scale 
rooms that allow people to feel relaxed and welcomed in the 
environment. Looney Ricks Kiss achieved this feeling from 
the exterior by making the roof line seem smaller yet deliver 
more space. The interior design elements also play to the feel-
ing of the cottage. In particular, the palette speaks to a quiet 
life not to be displayed, providing a canvas for the homeown-
ers to show their decorative interests. The bead-board walls, 
coffered ceilings and pine fl oor present a pastiche of cottage 
life that fi ts empty nester vacation lifestyles.

“People from Chicago may live in a fi ne, stately home,” 
says Looney. “But when they come here, they’re coming to be 
relaxed. … They don’t want to give up niceties but don’t want 
to show it.”

Project Manager Chris Haley adds that breaking down the 
house into several structures helps. “It makes it very welcoming 
on a pedestrian scale. We didn’t want the house to scream.”

In spite of that attention to making the house human scale, 
it still needed to accommodate a range of guests. It is in this 
area that the differentiation of public and private really shows. 
The master bedroom has a private entrance. The children’s 
bunkroom on the second fl oor offers a retreat for the kids and 
provides quiet for the adults. Even the second 
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ROOM OF THE YEAR

WOOD SPECIES typically used in building 

boats — woods including ash, teak, 

mahogany and holly — were incorporated 

into the billiard room’s fl oor and ceiling.
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Boat Builder’s 
Refuge

The design of this sumptuous billiard room and retreat 
— our Room of the Year — was inspired by the home-
owner’s desire to maximize views of a river and marsh 

from the second fl oor of his home. Because the owner is the 
founder and creative force behind a successful boat manufac-
turing company, he wanted to incorporate motifs and materi-
als characteristic of fi ne marine craftsmanship.  

The room’s defi ning feature is the ceiling, which rises from 
9 feet to 12 feet at its highest point. It’s detailed with ash, teak 
and mahogany and shaped like a boat hull. Dropped, articu-
lated center panels of ash and mahogany run the length of 
the arc and hide indirect lighting and HVAC systems, keep-
ing the ceiling unobstructed. The wood-burning fi replace, 
mantel and built-in cabinetry at one end of the room have 
mahogany details. All interior trim was carefully integrated to 
create an elegant yet casual atmosphere. The warm teak and 
holly fl oor is also reminiscent of a fi nely detailed watercraft. 

The woodwork on the fl oor and ceiling was complicated to 
execute, says architect Stephen Herlong. “We consulted the 
interior designer about woodgrain patterns and other issues, 
and the builder, Philip Smith, found local craftsmen to do the 
installation,” Herlong says. “It took a lot of extra time.”

A secondary kitchen serves the room, which at 44 feet by 

� Platinum Award: Best Detail in a Semi-Custom 
or Custom Home

Project Name: Potts Residence

Location: Daniel Island, S.C.

Designer/Architect: Stephen Herlong & Associates, Architects, Isle of Palms, 

S.C.

Builder: Philip Smith General Contractors, Mount Pleasant, S.C.

Interior Designer: Designs Three & Associates, John’s Island, S.C.

Photography: Warren Lieb, Mount Pleasant, S.C.

25 feet was a challenge to design for other purposes besides 
billiards. Lighting was used to subtly divide the space into dif-
ferent areas, allowing for a game of billiards, a conversation 
by the fi re or an invitation to walk out to the deck for a closer 
view of the Lowcountry surroundings. 
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THE BOAT BUILDER’S RETREAT is anchored at one end by a richly detailed 

fi replace and at the other by a full-service kitchen.
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Project Name: Private Residence

Location: Philadelphia, Pa.

Designer/Architect: Group 3 Architecture/Interiors/Planning, Hilton Head, S.C.

Builder: Hankin Builders, Exton, Pa.

Interior Designer: Group 3 Architecture/Interiors/Planning, Hilton Head, S.C.

Photography: Brian Vanden Brink, Rockport, Maine

Clean, Bright and 
Modern
Located in a historic Philadelphia suburb, this contem-

porary home replaced a small, Prairie-style home that 
was torn down to the studs. The disjointed fl oor plan of 

the original house gave way to an open, light-fi lled environ-
ment with strong indoor-outdoor relationships, clean lines 
and soft colors.

Ceilings rise to 20 feet in the central, open living room, to 
which all private rooms are connected including the master 
suite, two guest suites, exercise room, library and wine cellar. 
Bold elements such as a granite slab fi replace wall; a curved 
glass balcony overlook; and a connecting bridge supported by 
a single, canted column add drama to the living room.

� Best in North Atlantic Region: Gold Award for Best 
One-of-a-Kind Custom-Built Home Up to 4,000 
Square Feet
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Project Name: The Crescent at Fells Point

Location: Baltimore, Md.

Designer/Architect: Design Collective, Inc., 

Baltimore, Md.

Builder: The Hanover Company, Houston

Interior Designer: Design Collective, Inc., 

Baltimore, Md.

Developer: The Hanover Company, Houston, 

Texas

Land Planner: Design Collective, Inc., 

Baltimore, Md.

Photography: Ed Lacasse, Denver, Colo.

Lofts on the 
Water
The Crescent at Fells Point in Baltimore is an eight-story, 

upscale loft apartment project created to complement 
the existing active streetscape, historic row houses, 

boutique retail shops and quaint restaurants surrounding it. 
The building offers connectivity to the Baltimore waterfront 
that did not previously exist. 

The Crescent’s 252 rental units include 10 waterfront 
townhomes along the promenade. The building’s modifi ed 
E-shaped plan maximizes the number of corner waterfront 
views for a majority of units to the south and east; the remain-
der of the units have downtown skyline views. Loft apart-
ments feature 10-foot ceilings; oversized windows; exposed 
concrete structural elements and ductwork; and stained con-
crete fl oors.

� Best in Middle Atlantic Region: Gold Award for Best 
Rental Development 5 Stories and Up
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Project Name: Pemberley

Location: Ada, Mich.

Designer/Architect: Visbeen Associates, Inc., Grand Rapids, Mich.

Builder: Grand Concept Homes, Grandville, Mich.

Interior Designer: Home Fabrics, Grand Rapids, Mich.

Photography: Michael Buck/M Buck Studios, Grand Rapids, Mich.

Timeless Elegance

Visitors to this old-world-style residence are greeted by 
a richly textured elevation and a picturesque roofl ine 
with varying peaks, eaves, gables and chimneys. Be-

lying its 7,172 square feet, the home was skillfully designed 
to make large living spaces feel comfortable. A view of the 
woods from the living room, directly across from the front 
entrance, delivers high impact.

Functionality is paramount everywhere, especially in the 
octagon-shaped kitchen with its two islands (one with snack-
bar seating, the other for food preparation). A separate wing 
off the kitchen is devoted to a screened porch with grill, sink 
and under-counter refrigerator, plus ample seating for casual 
family barbecues.

� Best in Midwest Region: Silver Award for Best One-
of-a-Kind Custom-Built Home 6,501 Square Feet and 
Over
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Project Name: Keystone at Lakeside

Location: Cedar Rapids, Iowa

Designer/Architect: Knudson Gloss Architects, Boulder, Colo.

Builder: Jim Sattler Custom Homes, Inc., Cedar Rapids, Iowa

Interior Designer: Jim Sattler Custom Homes, Inc., Cedar Rapids, Iowa

Developer: Jim Sattler/Lakeside Development, Cedar Rapids, Iowa

Land Planner: Hall & Hall Engineers, Hiawatha, Iowa

Photography: Mike Schlotterback/Fisheye, LLC, Hiawatha, Iowa

Inspired by 
Shingle Style
Abundant shake and cobblestone details and groups of 

large windows reveal the New England shingle-style 
infl uence of this home. Inside, the architect used 

antique elements such an Eastlake newel post, whose form 
is replicated throughout the main staircase. The entry foyer 
makes a statement with 24-foot cathedral ceilings, cherry 
wood beams, oversize custom trim, built-ins and columns. 
Opposite the front entrance, the great room features a fi re-
place wrapped in ledgestone and commanding views of ma-
ture hardwood trees.

Complementing the historic details and fi nishes are such 
high-tech features as a whole-house light and sound system, 
8-foot projection TV, security system and maintenance-free 
materials. The luxurious master bath has a shower trimmed 
with a combination of chamfered and mosaic stone. 

� Best in Central Region: Gold Award for Best One-of-
a-Kind Custom-Built Home 4,001 to 6,500 Square Feet
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Project Name: Cheska

Location: Houston, Texas

Designer/Architect: Robert Dame Designs, Houston, Texas

Builder: Thompson Custom Homes, Houston, Texas

Interior Designer: Bellacasa Design Associates, Inc., The Woodlands, Texas

Photography: Stephen Karlisch, Dallas, Texas

Classic French 
Normandy 
To ensure that this new home would blend in with an 

older, established neighborhood, the architect created 
a classic French Normandy elevation, properly propor-

tioned and timeless in design. Materials such as a slate tile 
roof; diamond-cut, leaded-glass windows; and stone and cop-
per gutters were chosen because they add character to the 
architecture, will age well and will become more beautiful 
over the years. 

The interior has a more modern feel with clean woodwork 
and a minimum of ornamentation. Most of the dramatic wall 
panels are painted rather than stained with a dark color. In 
place of a formal living room, there is a formal study with a 
sitting area on the fi rst fl oor that provides an additional space 
for guests to gather during a party. For outdoor entertaining, 
there’s a large backyard, pool area and summer kitchen. 

� Best in South Central Region
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Cattle Ranch 
Ambience
At 8,500 square feet, this trio of buildings, set by a 

pond in a Montana river valley, expresses the architect 
and client’s vision for a sweeping home, a working 

barn and a shop with greenhouse and hobby areas. The home 
is characterized by vast expanses of glass, timber and stone 
details throughout and multiple outdoor rooms off the main 
living areas. A calculated course of moving water runs from 
the front of the house through the entry to the pond and river 
beyond.

The interior conveys warmth and nostalgia through timber 
trusses and beams, hand-troweled plaster, wirebrushed cedar 
windows, worn alder doors, period cabinetry and other fi ne-
ly crafted details and fi nishes. Built on the site of a famous 
Montana cattle ranch, the home has a lodge-style presence 
that welcomes family and friends with open arms.

� Best in Mountain Region: Silver Award for Best One-
of-a-Kind Custom-Built Home 6,501 Square Feet and 
Over

Project Name: Montana River Residence

Location: Montana

Designer/Architect: Locati Architects, Bozeman, Mont.

Builder: Langlas & Associates, Billings, Mont.

Interior Designer: ToadNWillow, Billings, Mont.

Land Planner: Land Design, Inc., Billings, Mont.

Photography: Clark Marten, Columbus, Mont.
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Project Name: Wine Country Residence

Location: Paso Robles, Calif.

Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.

Builder: Woody Woodruff Construction Co., Templeton, Calif.

Interior Designer: Marilyn Riding Design, San Jose, Calif.

Photography: Eric Figge, Irvine, Calif.

Tied to the 
Landscape
Distinctively modern with a Southwestern fl air, this 

home hugs gently rolling terrain that is dotted with 
vineyards. Rugged fi eldstone walls, heavy timber 

beams and a clay-tile roof are combined with bold architec-
tural forms and colors. 

Created to showcase the owners’ extensive art collection, 
the home has dramatic, light-fi lled interiors with a mixture 
fl at and sloping ceilings. An arching spine unifi es and de-
fi nes the living areas — living/dining room, kitchen, utility 
room, library, master bedroom and two secondary bedrooms 
— while organizing fl ow and circulation. 

A rotunda encloses the library and adds verticality to the 
horizontal home. Indoor and outdoor rooms blend and cap-
ture spectacular views of the surrounding countryside.

� Best in Pacific Region: Gold Award for Best One-of-a-
Kind Custom-Built Home 4,001 to 6,500 Square Feet
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Project Name: Conner Residence

Location: Renton, Wash.

Designer/Architect: Hackworth Group Architecture/Planning, Seattle, Wash.

Builder: Conner Homes Co., Bellevue, Wash.

Land Planner: Hackworth Group Architecture/Planning, Seattle, Wash.

Photography: Doug Scott, Mount Vernon, Wash.

Happy Landing

Sited only a few feet from the shore of Lake Washington 
in the Seattle suburb of Renton, this home captures 
the sensation of a seaplane landing on the water. Its 

concrete and steel-frame structure allows for an open fl oor 
plan with unobstructed views of the lake and Olympic Moun-
tains to the west. All rooms are open to each other and the 
80-foot deck, which  wraps around three sides of the home.

Inside, clear stained-wood detailing, wood ceilings and 
rich, natural accent colors (including the stained concrete 
fl oor) create a warm, comfortable atmosphere. The owners 
— a commercial airline pilot, and a home builder and heli-
copter enthusiast — use part of the lower level as a hangar for 
their personal chopper. The main living areas are upstairs to 
take advantage of the views.

� Best in Pacific Northwest Region: Platinum Award 
for Best One-of-a-Kind Custom-Built Home Up to 4,000 
Square Feet
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Project Name: NeMo (New Modern)

Location: Winter Park, Fla.

Designer/Architect: Phil Kean 

Designs, Winter Park, Fla.

Builder: Phil Kean Designs, Winter 

Park, Fla.

Interior Designer: CRT Studio, 

Winter Park, Fla.

Photographers: Michael Lowry, 

Orlando, Fla.; Harvey Smith, 

Altamonte, Fla.

Modern Roots

When Phil Kean began designing this home, located 
in an established, upscale Florida neighborhood, 
he looked to Frank Lloyd Wright, Richard Neutra 

and Rudolf Schindler for inspiration. The neighborhood is a 
mixture of historic mansions, large new homes and mid-cen-
tury ranches. Local building codes are stringent, with exces-
sive corner lot setbacks, height limitations, square-footage re-
strictions and pervious area requirements that dictated many 
of the basic design elements on the 12,661-square-foot lot. 

To overcome these constraints, Kean used an indoor/out-
door plan to maximize the use of space on the lot. Windows 
and glass walls slide back into pockets, opening  the house to 
a pool, spa and water feature. Natural materials, neutral col-
ors, plentiful lighting and a 360-degree saltwater aquarium 
warm up the interior spaces. 

Called the NeMo (for New Modern) home, the residence 
meets the requirements of multiple buyer segments with its 
three- and four-bedroom options, three-car garage, home of-
fi ce, home theater, game room and oversized kitchen with 
wine storage.

� Best Single-Family Detached Home 4,001 Square 
Feet and Over

Prairie Style 
Homage
Targeting young professionals and empty nesters with 

its hip, urban fl ats and townhomes, Three-65 at Vic-
toria Gardens pays tribute to Prairie style architecture 

while offering smart space planning. Horizontal lines in the 
red brick and wood veneer siding, applied in long runs, focus 
the eye; this effect is further enhanced by varying low-pitched, 
hipped roof lines. 

The buildings also feature true four-sided architecture, 
with visually interesting elevations on both the public and 
private sides; groupings of windows below the roof line with 
casement-like trim to set off sash-like mullion patterns; and a 
strong tower element, enhanced with brick or horizontal sid-
ing, that breaks up the roof mass into asymmetrical planes. 

Two- and three-story townhomes are offered as well as fl ats. 
Each plan has either a covered deck, covered porch, covered patio 
or open deck, as well as a tandem or side-by-side two-car garage. 

� Best Single-Family Attached Home

Project Name: Three-65 at Victoria Gardens

Location: Rancho Cucamonga, Calif.

Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.

Builder: Shea Homes, Inland Empire, Corona, Calif.

Interior Designer: Garrett Interiors, Westlake Village, Calif.

Developer: Shea Homes, Inland Empire, Corona, Calif.

Land Planner: Bassenian/Lagoni Architects, Newport Beach, Calif.

Photographer: Will Hare, Orange, Calif.
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Project Name: Overlook at Battery Creek

Location: Beaufort, S.C.

Designer/Architect: Dominick Tringali 

Architects, Inc., Bloomfield Hills, Mich.

Builder: Simonini Builders, Inc., Charlotte, 

N.C.

Interior Designer: Jill Snyder, GDC Home, 

Charlotte, S.C. 

Developer: PEC Development, Atlanta, Ga.

Photographer: Warren Lieb, Mount 

Pleasant, S.C.

Southern Belle
Evocative of a traditional Charleston-style home, the 

Magnolia integrates interior spaces with the surround-
ing community’s creeks, parks, lagoons and sprawling 

oak trees. To facilitate entertaining, the kitchen and dining 
room have sliding glass doors that open onto a private court-
yard and lap pool. Second-fl oor bedrooms also surround the 
courtyard, maximizing views of the pool and adjacent Battery 
Creek.

The Magnolia has built-in fl exibility to adapt to homeown-
ers’ changing needs. A side stairway off the courtyard leads 
to a room over the garage that can be used as a recreation 
room, in-law suite or home offi ce. Sited close to the street, the 
home’s spacious front porch beckons neighbors in for a visit. 
The balcony directly above the porch serves as an extension of 
the master sitting room.

� Best Single-Family Detached Home 1,801 to 2,400 
Square Feet

No Wasted Space
This home features a well-crafted fl oor plan that makes 

use of nooks and crannies where space might other-
wise be wasted. Built-ins abound, from the boot bench-

es in the mudroom, the desks in the children’s bedrooms and 
a playhouse tucked under the basement stairs. Just off the 
kitchen, the inglenook — a fi replace fl anked by a pair of cush-
ioned, built-in benches — harks back to an earlier time.

Another noteworthy feature is the two-story stair tower. 
Clerestory windows suffuse the stair with light and a vaulted 
ceiling draws the eye upward.

By shifting the entry to the three-car garage to the side of 
the house, the architect was able to create horizontal living 
spaces that fl ow into each other. The living room, study, ingle-
nook and laundry room occupy the center of the main fl oor 
while the kitchen, dining room and screened porch are at the 
back. Guests can gather in an intimate seating area off the 
kitchen or stroll out to the porch. The upper level is reserved 
for private spaces such as the master suite and secondary 
bedrooms, while the lower level has a spacious family room, 
exercise room and guest bedroom with private bath.  

� Best Single-Family Detached Home 3,001 to 4,000 
Square Feet

Project Name: Hampshire

Location: Grand Rapids, Mich.

Designer/Architect: Visbeen Associates, Inc., Grand Rapids, Mich.

Builder: Legacy Homes, Grand Rapids, Mich.

Interior Designer: Israels’ Designs for Living, Grand Rapids, Mich.
Developer: Mosaic Properties, Grand Rapids, Mich.

Photographer: Michael Buck/M Buck Studio, Grand Rapids, Mich.
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Project Name: Hankin Residence

Location: Philadelphia, Pa.

Designer/Architect: Group 3 Architecture/Interiors/Planning, Hilton Head, S.C.

Builder: Hankin Builders, Exton, Pa.

Interior Designer: Group 3 Architecture/Interiors/Planning, Hilton Head, S.C.

Photographer: Brian Vanden Brink, Rockport, Maine

At One With 
Nature
Enclosed on four sides by glass, this library offers ap-

pealing nature views from every angle, including a 
koi pond in the home’s courtyard. A far cry from the 

stereotypical dark study, it is brightened by clean lines and a 
combination of light-colored maple and dense babinga wood. 
Subtle directional lighting casts a warm but effervescent glow 
for reading after sunset. Vaulted ceilings and beams painted 
to recede toward the back of the room enhance the feeling of 
spaciousness. Part of a rebuild of a small home on a large, 
wooded lot, the library fulfi lls the owners’ desire to capture 
the spectacular scenery around them.

� Best Specialty Room in a Home 2,401 to 4,000 
Square Feet

Resort-Style 
Amenities
Designed around a 165-acre freshwater lake and a 350-

acre nature preserve, the Lakeside amenity complex 
has the character of a resort thanks to the fi tness cen-

ter, community center, boathouse, swimming pools, play ar-
eas and sand beach. It serves the Hampton Lake master plan, 
which will ultimately comprise about 950 homes. The Lake-
side buildings convey a rustic lodge theme with a mixture of 
simulated stone, stucco and heavy timbers. 

The Lakehouse building includes a themed restaurant, 
Backwater Bill’s, that hints at the story of its namesake’s life 
with reclaimed barn wood paneling and truck mirrors at the 
back bar. The freestanding Tower Bar provides an additional 
gathering place just steps away. Next door to the restaurant is 
the Lodge Room, a community family room with casual seat-
ing around a huge stone fi replace and hearth. Fitness Central 
offers a variety of exercise programs plus a full-service spa, 
while Doc’s Boathouse has 15 covered boat docks, a country 
store and a nature center. 

� Best Community Facility 151 Units and Above

Project Name: Lakeside at Hampton Lake

Location: Bluffton, S.C.

Designer/Architect: Cowart Coleman 

Group Architects, Savannah, Ga.

Builder: Fraser Construction Company, LLC, 

Bluffton, S.C.

Interior Designer: Image Design, Inc., 

Atlanta, Ga.

Developer: Reed Development, Hilton Head 

Island, S.C.

Land Planner: Wood + Partners, Inc., Hilton 

Head Island, S.C.

Photographer: Rob Kaufman, Hilton Head 

Island, S.C.; Gabriel Benzur, Atlanta, Ga.
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COME VISIT US AT THE INTERNATIONAL BUILDERS SHOW – BOOTH W1470

Visit www.windsorquality.com/020312
to learn more about Windsor Windows & Doors and this featured home.

Windsor Windows & Doors
Providing quality products that represent your style.

Windsor focuses on quality and takes pride in producing superior results. Orders are

entered efficiently and with acute attention to detail. Experienced engineers are devoted

to creating flawless product design. Assembly of each product requires knowledgeable

skill and caring craftsmanship. We offer a full selection of products to meet your every

need…for every budget, for each architectural style and for any regional preference.

The level of commitment you receive from Windsor ensures you get the best value for

the dollar. When you choose Windsor, you’ve made an Excellent Choice. ’’

‘‘I choose Windsor because they offer more
than just a brand name; they’re a manu-
facturer of highly crafted windows and
doors. Options offered by Windsor help
create authentic detail in my homes,
options such as their Feature Clad Color
Program, kerfed jambs and
authentic looking style and
rail configurations.

– Mike Meyers • Las Vegas, NV

For FREE info go to http://pb.ims.ca/5642-21
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Project Name: Penfield

Location: Artisan Park, Celebration, Fla.

Designer/Architect: Looney Ricks Kiss Architects, Celebration, Fla.

Builder: The St. Joe Company, Celebration, Fla.

Interior Designer: Brooks Interior Design, Maitland, Fla.

Developer: The St. Joe Company, Celebration, Fla.

Landscape Architect: Quality by Design, Leesburg, Fla.

Photographer: Looney Ricks Kiss Architects, Celebration, Fla.; Burg 

Photographix, Maitland, Fla.

� Best Single-Family Detached Home 2,401 to 3,000 
square feet

Project Name: Magnolia at Alamo Creek – Residence Two

Location: Danville, Calif.

Designer/Architect: Dahlin Group Architecture Planning, Pleasanton, Calif.

Builder: Shapell Homes of Northern California, Milpitas, Calif.

Interior Designer: Michael Trahan Designs, Benicia, Calif.

Developer: Shapell Homes of Northern California, Milpitas, Calif.

Land Planner: DK Associates, Walnut Creek, Calif.

Photographer: Eric Figge Photography, Irvine, Calif.

� Best Single-Family Detached Home 3,001 to 4,000 
square feet

Project Name: Esperanza at Spanish Walk — Miro — Residence One

Location: Palm Desert, Calif.

Designer/Architect: Robert Hidey Architects, Irvine, Calif.

Builder: Taylor Woodrow Homes, San Diego, Calif.

Interior Designer: Design Line Interiors, San Diego, Calif.

Developer: Taylor Woodrow Homes, San Diego, Calif

Land Planner: SWA Group, Laguna Beach, Calif.

Photographer: Toby Ponnay Photographer, Corona Del Mar, Calif.

� Best Single-Family Detached Home up to 1,800 
square feet

Project Name: East Beach Residence

Location: Norfolk, Va.

Designer/Architect: Donald Powers Architects, Providence, R.I.

Builder: North Shore Construction Company, Norfolk, Va.

Photographer: Otto Studios, Norfolk, Va.

� Best Single-Family Detached Home 1,801 to 2,400 
square feet
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Project Name: Van Den Heuvel Residence

Location: Atlanta, Ga.

Designer/Architect: Stephen Fuller Design, Norcross, Ga.

Builder: Stephen Fuller Construction Services, Norcross, Ga.

Photographer: Stephen Fuller Design, Norcross, Ga.

� Best Single-Family Detached Home 4,001 square 
feet and over

Project Name: Vallagio at Inverness — Moscato

Location: Englewood, Colo.

Designer/Architect: Kephart Community::Planning::Architecture, Denver, Colo.

Builder: Metropolitan Homes, Denver, Colo.

Interior Designer: Design Works, Denver, Colo.

Developer: Metropolitan Homes, Denver, Colo.

Land Planner: Kephart Community::Planning::Architecture, Denver, Colo.

Photographer: Steve Hinds, Dallas, Texas

� Best Multi-Family up to 5 stories

Project Name: Manget

Location: Marietta, Ga.

Designer/Architect: Hedgewood Properties, Roswell, Ga.

Builder: Hedgewood Properties, Cumming, Ga.

Interior Designer: J. Hirsch Interior Design, Cumming, Ga.

Developer: Hedgewood Development, Cumming, Ga.

Land Planner: Tunnell, Spangler, Walsh & Associates, Atlanta, Ga.

Photographer: Chris Little Photography, Roswell, Ga.

� Best Single-Family Attached Urban, Infill

Project Name: The Urban Lodge

Location: Snohomish, Wash.

Designer/Architect: Curtis Gelotte Architects, Kirkland, Wash.

Builder: Grey Lundberg/CMI Homes, Bellevue, Wash.

Interior Designer: Schoenfeld Interiors, Bellevue, Wash.

Photographer: Michael Seidl Photography, Seattle, Wash.

� Best One-Of-A-Kind Custom Home up to 4,000 
square feet
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Project Name: Grand Cottage

Location: Ocean City, Md.

Designer/Architect: Becker Morgan Group, Salisbury, Md.

Builder: Joseph T. Dashiell, Ocean City, Md.

Interior Designer: Joseph T. Dashiell, Ocean City, Md.

Developer: Joseph T. Dashiell, Ocean City, Md.

Photographer: Becker Morgan Group, Salisbury, Md.

� Best One-Of-A-Kind Custom Home 4,001 to 6,500 
square feet

Project Name: Naiff/Cohen Residence

Location: Scottsdale, Ariz.

Designer/Architect: Urban Design Associates, Scottsdale, Ariz.

Builder: RS Homes, Scottsdale, Ariz.

Interior Designer: Tamm Marlowe Design Studio, Scottsdale, Ariz.

Photographer: Dino Tonn Photography, Scottsdale, Ariz.

� Best One-Of-A-Kind Custom Home 4,001 to 6,500 
square feet

Project Name: Potts Residence

Location: Daniel Island, S.C.

Designer/Architect: Stephen Herlong & Associates, Architects, Isle of Palms, 

S.C.

Builder: Philip Smith General Contractors, Mount Pleasant, S.C.

Interior Designer: Designs Three & Associates, John’s Island, S.C.

Photographer: Warren Lieb Photography, Mount Pleasant, S.C.

� Best One-Of-A-Kind Custom Home 6,501 square 
feet and over

Project Name: Roanoke and Lee Street Housing Project

Location: Blacksburg, Va.

Designer/Architect: Community Design Studio, Christiansburg, Va.

Builder: Community Housing Partners, Christiansburg, Va.

Developer: Community Housing Partners, Christiansburg, Va.

Land Planner: Gay and Neel, Christiansburg, Va.

Photographer: Community Housing Partners, Christiansburg, Va.

� HUD Secretary’s Award for Excellence
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The MANABLOC is a “home run” system that
features a central control unit for whole house 
water supply. Individual hot and cold PEX 
lines running to each fixture assures faster 
hot water delivery, balanced water pressure 
and reduction in hot or cold water surges. 

MANABLOC manifolds use fewer fittings 
for easier installation behind the wall. Viega
MANABLOC systems are built to last with 
a 10-year transferable system warranty.

For more information 
about the benefits of 
Viega PureFlow
MANABLOC Plumbing 
Systems, call
1-877-VIEGA-NA or 
visit www.viega.com.

New
port adapters 
give you 
more
connection
options.

Bronze PEX 
Press connections

Brass PEX 
Crimp connections

PolyAlloy PEX
Crimp connections

Compression
connections

AD-PFMB-1007

Viega PureFlow®

MANABLOC
®

PEX Manifold Plumbing
System...delivers hot 
water up to 4 times faster.

Here’s the key to the fastest
hot water delivery system.

Visit
us at IBS
booth W871

Viega...the global leader in plumbing and heating systems.

For FREE info go to http://pb.ims.ca/5642-39
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Project Name: Falcon Crest — Plan Two

Location: Palm Desert, Calif.

Designer/Architect: KTGY Group, Santa Monica, Calif.

Builder: Community Dynamics, Santa Monica, Calif.

Interior Designer: Two’s Company Interiors, Chatsworth, Calif.

Developer: Palm Desert Redevelopment Agency, Palm Desert, Calif.

Land Planner: MSA Consulting, Rancho Mirage, Calif.

Photographer: Robb Miller Photography, Sherman Oaks, Calif.

� HUD Secretary’s Award for Excellence

Project Name: College Vista

Location: San Mateo, Calif.

Designer/Architect: KTGY Group, Irvine, Calif.

Builder: Devon Construction, Milpitas, Calif.

Interior Designer: Interior Design Class at San Mateo Community College, San 

Mateo, Calif.

Developer: Thompson Dorfman Partners, Sausalito, Calif.

Land Planner: KTGY Group, Irvine, Calif.

Photographer: Christopher Mayer Photography, Huntington Beach, Calif.; Steve 

Hinds Photography, Dallas, Texas

� Best Rental Development up to 4 stories

Project Name: Gables West Village

Location: Dallas, Texas

Designer/Architect: Looney Ricks Kiss Architects, Memphis, Tenn.

Builder: Gables Construction, Dallas, Texas

Interior Designer: Studio Bella, Dallas, Texas

Developer: Gables Residential, Dallas, Texas

Land Planner: Bury & Partners – DFW, Dallas, Texas

Photographer: Steve Hinds Photography, Dallas, Texas

Landscape Architect: Linda Tycher & Associates, Dallas, Texas

� Best Rental Development 5 stories and over

Project Name: The Crescent at Fells Point

Location: Baltimore, Md.

Designer/Architect: Design Collective, Baltimore, Md.

Builder: The Hanover Company, Houston, Texas

Interior Designer: Design Collective, Baltimore, Md.

Developer: The Hanover Company, Houston, Texas

Land Planner: Design Collective, Baltimore, Md.

Photographer: LaCasse Photography, Denver, Colo.

� Best Rental Development 5 stories and over
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Project Name: Overlook at Battery Creek

Location: Beaufort, S.C.

Designer/Architect: Dominick Tringali Architects, Bloomfield Hills, Mich.

Builder: Simonini Builders, Charlotte, N.C.

Developer: PEC Development, Atlanta, Ga.

Photographer: Warren Lieb Productions, Mount Pleasant, S.C.

� Best Community up to 150 homes

Project Name: The Harbors at Haverstraw

Location: Haverstraw, N.Y.

Designer/Architect: Do Chung and Partners, Stamford, Conn.

Builder: Ginsburg Development Companies, Valhalla, N.Y.

Interior Designer: DEI – Design Environment, Kennesaw, Ga.

Developer: Ginsburg Development Companies, Valhalla, N.Y.

Land Planner: Saccardi & Schiff, White Plains, N.Y. 
Photographers: Philip Jensen-Carter Photography, Croton Falls, N.Y.; Fred 

Forbes Photogroupe, Lansdale, Pa.; All Photographic Services, Orangeburg, 

N.Y.; Blue Bird Aerial Projects, Putnam Valley, N.Y.

� Best Community 151 homes and over

Project Name: Mills Farm — The Belmont

Location: Overland Park, Kan.

Designer/Architect: R.S. Bickford and Company, Overland Park, Kan.

Builder: Ashner Construction Company, Stillwell, Kan.

Interior Designer: Janet Alholm Interiors, Overland Park, Kan.

Developer: Matt Adam Development Company, Overland Park, Kan.

Land Planner: Epic Landscape Productions, Gardner, Kan.

Photographer: Bob Greenspan Photography, Kansas City, Mo.

� Best Specialty Room in a Home 4,001 square feet 
and over

Project Name: Nuevo Amanecer

Location: Pajaro, Calif.

Designer/Architect: KTGY Group, Irvine, Calif.

Builder: Segue Construction, Point Richmond, Calif.

Interior Designer: Interior Dimensions, Berkeley, Calif.

Developer: South County Housing, Gilroy, Calif.

Land Planner: KTGY Group, Irvine, Calif.

Photographer: Christopher Mayer Photography, Huntington Beach, Calif.

� Best Rental Development up to 4 stories
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Finally. A new construction window that combines the beauty of wood with the unbeatable advantages of vinyl. 

Simonton ProFinish® Brickmould 600 Series windows are available with simulated divided lites, a rich woodgrain 

interior, and a flat casing option that provides the classic appearance of traditional wood windows. They also 

feature an integral brickmould that can function as a J-channel for the ultimate jobsite versatility. Best of all, their 

lasting beauty is crafted in energy-efficient, low-maintenance vinyl. To locate a distributor, call or click. 

THE BEST WOOD WINDOW 
FOR BUILDERS JUST HAPPENS 

TO BE MADE OF VINYL.

1- 8 0 0 - S I M O N T O N    s i m o n t o n . c o m

FLAT CASING •  WOODGRAIN INTERIOR •  DOUBLE HUNG • SIMULATED DIVIDED LITES •  INTEGRAL BRICKMOULD/JCHANNEL

For FREE info go to http://pb.ims.ca/5642-27
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Project Name: Shark’s Tooth Golf Club – Clubhouse

Location: Lake Powell, Fla.

Designer/Architect: Foley Design Associates Architects, East Point, Ga.

Builder: Group VI Corporation, Peachtree City, Ga.

Interior Designer: The Interiors Studio – Foley Design Associates Architects, 

East Point, Ga.

Developer: Hillman Properties, Pittsburgh, Pa.

Land Planner: Foley Design Associates Architects, East Point, Ga.

Photographer: Tom Harper Photography, Fort Myers, Fla.

� Best Community Facility up to 150 units

Project Name: GlenRiddle Clubhouse

Location: Berlin, Md.

Designer/Architect: Becker Morgan Group, Salisbury, Md.

Builder: Atec Industries, Laurel, Md.

Interior Designer: Becker Morgan Group, Salisbury, Md.

Developer: Centex/Taylor, Dagsboro, Md.

Photographers: Becker Morgan Group, Salisbury, Md.; Alan Goldstein 

Photography, Silver Spring, Md.

� Best Community Facility 151 units and over

Project Name: Arts District Hyattsville – Blake

Location: Hyattsville, Md.

Designer/Architect: Lessard, Vienna, Va.

Builder: EYA, Bethesda, Md.

Interior Designer: Carlyn and Company, Great Falls, Va.

Developer: EYA, Bethesda, Md.

Land Planner: Lessard, Vienna, Va.

Photographer: Thomas Arledge Photography, Bethesda, Md.

� Best Urban Smart Growth Neighborhood/
Community
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KODIAK
CHEVY OFFERS THE ONLY GASOLINE ENGINE IN CLASSES 6, 7 AND 8.*
It’s the durable, cost-effective Vortec™ 8.1L V8. But it’s just one way to 
power the Chevy Kodiak. A full range of diesel engines and standard Allison®

transmissions are also available. For more information about our medium-duty 
trucks, contact 800-TO-CHEVY or chevy.com/mediumduty.

*Excludes other GM vehicles. Based on 2006 GM vehicle segmentation. Medium-duty conventional trucks with a GVWR of 19,501 – 37,600 lbs. only.
© 2008 GM Corp.
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Project Name: Stonegate West Village Homes — The Claridge

Location: Aurora, Ill.

Designer/Architect: BSB Design, Palatine, Ill.

Builder: Kensington Homes, Naperville, Ill.

Interior Designer: Mary Cook & Associates, Chicago, Ill.

Developer: Kensington Homes, Naperville, Ill.

Land Planner: V-3 Consultants, Woodridge, Ill.

Photographer: PhotoSmith, Libertyville, Ill.

� Best Single-Family Detached Home up to 1,800 
square feet

Project Name: Magnolia at Alamo Creek — Residence One

Location: Danville, Calif.

Designer/Architect: Dahlin Group Architecture Planning, Pleasanton, Calif.

Builder: Shapell Homes of Northern California, Milpitas, Calif.

Interior Designer: Michael Trahan Designs, Benicia, Calif.

Developer: Shapell Homes of Northern California, Milpitas, Calif.

Land Planner: DK Associates, Walnut Creek, Calif.

Photographer: Eric Figge Photography, Irvine, Calif.

� Best Single-Family Detached Home 1,801 to 2,400 
square feet

Project Name: Parkside at Mayfaire — The Mathes

Location: Wilmington, N.C.

Designer/Architect: Allison Ramsey Architects, Beaufort, S.C.

Builder: Whitney Blair, Sunset Beach, N.C.

Interior Designer: Southern Studio Interior Design, Apex, N.C.

Developer: Tri-Coast Properties, Wilmington, N.C.

Land Planner: Haden Stanziale, Wilmington, N.C.

Photographer: G. Frank Hart Photography, Wilmington, N.C.

� Best Single-Family Detached Home 3,001 to 4,000 
square feet

Project Name: Whisper Rock — La Vecchia Fattoria

Location: Scottsdale, Ariz.

Designer/Architect: J. Moffatt & Associates, Phoenix, Ariz.

Builder: The Phil Nichols Company, Scottsdale, Ariz.

Interior Designer: C. Stark Design, Scottsdale, Ariz.

Developer: Whisper Rock, a division of Greyhawk Development, Scottsdale, 

Ariz.

Land Planner: Tornow Design and Associates, Scottsdale, Ariz.

Photographer: Dino Tonn Photography, Scottsdale, Ariz.

� Best Single-Family Detached Home 4,001 square 
feet and over
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Project Name: The Brownstones at Park Potomac — The Berkeley

Location: Potomac, Md.

Designer/Architect: Lessard, Vienna, Va.

Builder: EYA, Bethesda, Md.

Interior Designer: Carlyn and Company, Great Falls, Va.

Developer: EYA, Bethesda, Md.

Land Planner: Lessard, Vienna, Va.

Photographer: Thomas Arledge Photography, Bethesda, Md.

� Best Single-Family Attached

Project Name: Vallagio at Inverness — Allos

Location: Englewood, Colo.

Designer/Architect: Kephart Community::Planning::Architecture, Denver, Colo.

Builder: Metropolitan Homes, Denver, Colo.

Interior Designer: Design Works, Denver, Colo.

Developer: Metropolitan Homes, Denver, Colo.

Land Planner: Kephart Community::Planning::Architecture, Denver, Colo.

Photographer: Steve Hinds, Dallas, Texas

� Best Single-Family Attached

Project Name: Vallagio at Inverness — Trentino

Location: Englewood, Colo.

Designer/Architect: Kephart Community::Planning::Architecture, Denver, Colo.

Builder: Metropolitan Homes, Denver, Colo.

Interior Designer: Design Works, Denver, Colo.

Developer: Metropolitan Homes, Denver, Colo.

Land Planner: Kephart Community::Planning::Architecture, Denver, Colo.

Photographer: Steve Hinds, Dallas, Texas

� Best Multi-Family up to 5 stories

Project Name: Ocean Palms — Penthouse

Location: Hollywood, Fla.

Designer/Architect: Fullerton Diaz Architects, Coral Gables, Fla.

Builder: Coastal Construction Services, Miami, Fla.

Developer: Ocean Palms (The Plaza Group and Avatar Properties), Hollywood, 

Fla.

Photographer: Barry Grossman Photography, Weston, Fla.

� Best High-Rise Multi-Family 6 stories and over
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Project Name: One Vinings Mountain

Location: Atlanta, Ga.

Designer/Architect: Niles Bolton & Associates, Atlanta, Ga.

Builder: TC Construction of Georgia, Atlanta, Ga.

Interior Designer: Niles Bolton & Associates, Atlanta, Ga.

Developers: Trammell Crow Residential and The Halter Companies, Atlanta, Ga.

Photographer: Robert Thien Photography, Atlanta, Ga.

� Best High-Rise Multi-Family 6 stories and over

Project Name: Sumner Station

Location: Sumner, Wash.

Designer/Architect: Hackworth Group Architecture/Planning, Seattle, Wash.

Builder: GLG Homes, Auburn, Wash.

Developer: BRS Development, Sumner, Wash.

Land Planner: Hackworth Group Architecture/Planning, Seattle, Wash.

Photographer: Doug Scott Photography, Mount Vernon, Wash.

� Best Single-Family Attached Urban Infill

Project Name: McCarthy Residence

Location: Jupiter, Fla.

Designer/Architect: Village Architects AIA, Tequesta, Fla.

Builder: John McDonald Company, Jupiter, Fla.

Photographer: Randy Smith Photographer, West Palm Beach, Fla.

� Best One-of-a-Kind Custom Home 4,001 to 6,500 
square feet

Project Name: Private Residence

Location: Naples, Fla.

Designer/Architect: Eric Brown Design Group, Bonita Springs, Fla.

Builder: Harwick Homes Construction, Naples, Fla.

Interior Designer: House in Harmony, Naples, Fla.

Developer: Bonita Bay Group, Bonita Springs, Fla.

Land Planner: Bonita Bay Group, Bonita Springs, Fla.

Photographer: Doug Thompson Photography, Bonita Springs, Fla.

� Best One-Of-A-Kind Custom Home 6,501 square 
feet and over
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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.

Visit us at the
International Builders Show

Booth #W1359
Orlando, Florida
Feb. 13-16, 2008

For FREE info go to http://pb.ims.ca/5642-28
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Project Name: Mills Farm — The Belmont

Location: Overland Park, Kan.

Designer/Architect: R.S. Bickford and Company, Overland Park, Kan.

Builder: Ashner Construction Company, Stillwell, Kan.

Interior Designer: Janet Alholm Interiors, Overland Park, Kan.

Developer: Matt Adam Development Company, Overland Park, Kan.

Land Planner: Epic Landscape Productions, Gardner, Kan.

Photographer: Bob Greenspan Photography, Kansas City, Mo.

� Best One-Of-A-Kind Spec Home 4,001 to 6,500 
square feet

Project Name: Boardwalk

Location: South Haven, Mich.

Designer/Architect: Visbeen Associates, Grand Rapids, Mich.

Builder: David C. Bos Homes, Spring Lake, Mich.

Interior Designer: Great Lakes Furnishings, Holland, Mich.

Developer: David C. Bos Homes, Spring Lake, Mich.

Land Planner: Exxel Engineering, Wyoming, Mich.; Visbeen Associates, Grand 

Rapids, Mich.

Photographers: Photosphere Studio, Grand Rapids, Mich.; Commercial Digital 

Images

� Best One-Of-A-Kind Spec Home 4,001 to 6,500 
square feet

Project Name: Whisper Rock — La Vecchia Fattoria

Location: Scottsdale, Ariz.

Designer/Architect: J. Moffatt & Associates, Phoenix, Ariz.

Builder: The Phil Nichols Company, Scottsdale, Ariz.

Interior Designer: C. Stark Design, Scottsdale, Ariz.

Developer: Whisper Rock, division of Greyhawk Development, Scottsdale, Ariz.

Land Planner: Tornow Design and Associates, PC, Scottsdale, Ariz.

Photographer: Dino Tonn Photography, Scottsdale, Ariz.

� Best One-Of-A-Kind Spec Home 4,001 to 6,500 
square feet

Project Name: Marly Way

Location: Austin, Texas

Designer/Architect: Joseph Volpe Design, Dripping Springs, Texas

Builder: Jon Luce Builder, Austin, Texas

Interior Designer: Jon Luce Builder, Austin, Texas

Photographer: Peter Tata Architectural Photography, Austin, Texas

� Best One-Of-A-Kind Spec Home 6,501 square feet 
and over
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Project Name: Scarlet Oaks

Location: Rumson, N.J.

Designer/Architect: Anderson Campanella Architects, Rumson, N.J.

Builder: Surgent Construction, Wall, N.J.

Interior Designer: Michelle Warnken Designs, Long Branch, N.J.

Developer: Surgent Construction, Wall, N.J.

Land Planner: Steven R. Krog, Landscape Architect, Bronxville, N.Y.

Photographer: Edberg Marketing, Edgewater, N.J.

� Best One-Of-A-Kind Spec Home 6,501 square feet 
and over

Project Name: Puerta del Sol

Location: Los Angeles, Calif.

Designer/Architect: Newman, Garrison, Gilmour + Partners, Newport Beach, 

Calif.

Builder: AMCAL General Contractors, Agoura Hills, Calif.

Interior Designer: JAG Interiors, Westlake Village, Calif.

Developer: AMCAL Homes, Agoura Hills, Calif.

Photographer: Chet Frohlich Photography, San Clemente, Calif.

� Best Affordable Home (Both Detached and 
Attached)

Project Name: Nevada Court “High Performance Affordable Homes”

Location: Denton, Texas

Designer/Architect: DAHC and Dan Fette Builders, Denton, Texas

Builder: Denton Affordable Housing Corporation, Denton, Texas

Interior Designer: DAHC and Dan Fette Builders, Denton, Texas

Developer: Denton Affordable Housing Corporation, Denton, Texas

Land Planner: Greg Edwards Engineering Services and Alliance Area 

Surveying, Ponder, Texas

Photographer: Denton Affordable Housing Corporation, Denton, Texas

� HUD Secretary’s Award for Excellence

Project Name: The Bel Air

Location: Houston, Texas

Designer/Architect: Looney Ricks Kiss Architects, Memphis, Tenn.

Builder: C.F. Jordan L.P., Dallas, Texas

Interior Designer: Looney Ricks Kiss Architects, Memphis, Tenn.

Developer: ZOM USA, Dallas, Texas

Land Planner: Looney Ricks Kiss Architects, Memphis, Tenn.

Photographers: Aker/Zvonkovic, Houston, Texas; MG CD Communication 

Design, Fort Worth, Texas

Landscape Architect: Enviro Design, Dallas, Texas

� Best Rental Development up to 4 stories

pbx0801bala_silver   96pbx0801bala_silver   96 1/28/2008   12:41:45 PM1/28/2008   12:41:45 PM



For more information on other LP products, visit lpcorp.com.

Water that pools up during construction can make sub-fl ooring squeak, 

swell and buckle. So we came up with a patented notch system to drain it 

away, reducing moisture absorption and edge swell. That helps keep panels 

fl at, fl oors quiet and builders from having to come back for repairs. 

Explore our full line of products and fi nd out for yourself why 

LP® TopNotch® is one of the best-selling sub-fl oorings in the world.

For FREE info go to http://pb.ims.ca/5642-30
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Project Name: Halstead Tower

Location: Alexandria, Va.

Designer/Architect: Cooper Carey, Alexandria, Va.

Builder: Erkiletian, Alexandria, Va.

Interior Designer: Cooper Carey, Alexandria, Va.

Developer: The DSF Group, Waltham, Mass.

Land Planner: Bowman Consulting Group, Alexandria, Va.

Photographer: Taylor Design and Photography, Fairfax Station, Va.

Project Name: Amelia Park

Location: Amelia Island, Fla.

Town Architect: Starr Sanford Design Associates, Fernandina Beach, Fla.

Interior Designer: Sisler Johnston Interior Design, Jacksonville, Fla.

Builders: Brylen Homes, Jacksonville, Fla.; Buchanan Builders, Fernandina 

Beach, Fla.; Donna Lynne Custom Homes, Fernandina Beach, Fla.; Drace 

Construction, Fernandina Beach, Fla.; Island Builders, Fernandina Beach, Fla.; 

Greg Lane, Fernandina Beach, Fla.; J.P. McClellan, Amelia Island, Fla.; Donald 

Roberts Jr., Fernandina Beach, Fla.; The Construction Company, Fernandina 

Beach, Fla.

Developer: Amelia Park Development, Ponte Vedra Beach, Fla.

Landscape Architect: Jake Ingram Landscape Architect, Jacksonville, Fla.

Photographers: CCOM, Inc., Amelia Island, Fla.; Everett and Soule, Altamonte 

Springs, Fla.; Taylor Architectural Photography, Winter Park, Fla.; Renaissance 

Creative Services, Jacksonville, Fla.

Civil Engineer: Michael Antonopoulos and Associates, Ponte Vedra Beach, Fla.

Land Planner: DPZ, Miami, Fla.

Architects: Moser Design Groups, Beaufort, S.C.; The Evans Group, Orlando, 

Fla.; Bloodgood Sharp Buster Architects and Planners/BSB Design, Jacksonville, 

Fla.

� Best Suburban Smart Growth Neighborhood/
Community Award

Project Name: The Village at Camp Parks

Location: Dublin, Calif.

Designer/Architect: Torti Gallas and Partners, Silver Spring, Md.

Builder: Clark Builders Group, Arlington, Va.

Developer: Clark Realty Capital, Arlington, Va.

Land Planner: Torti Gallas and Partners, Silver Spring, Md.

Photographer: Hedrich Blessing, Chicago, Ill.

� Best Suburban Smart Growth Community

Project Name: Mills Farm — The Belmont

Location: Overland Park, Kan.

Designer/Architect: R.S. Bickford and Company, Overland Park, Kan.

Builder: Ashner Construction Company, Stillwell, Kan.

Interior Designer: Janet Alholm Interiors, Overland Park, Kan.

Developer: Matt Adam Development Company, Overland Park, Kan.

Land Planner: Epic Landscape Productions, Gardner, Kan.

Photographer: Bob Greenspan Photography, Kansas City, Mo.

� Best Kitchen in a Home 4,001 square feet and over

� Best Rental Development 5 stories and over
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Project Name: EcoManor

Location: Atlanta, Ga.

Designer/Architect: Harrison Design Associates, Atlanta, Ga.

Builder: Delany Rossetti Construction, Atlanta, Ga.

Interior Designer: DES-SYN, Atlanta, Ga.

Developer: Delany Rossetti Construction, Atlanta, Ga.

Land Planner: Ed Castro Landscape, Roswell, Ga.

Photographer: Today’s Custom Home Magazine, Atlanta, Ga.

� Best Kitchen in a Home 4,001 square feet and over

Project Name: Bruce Twp. Residence

Location: Bruce Township, Mich.

Designer/Architect: CBi Design Professionals, Bloomfield Hills, Mich.

Builder: Simone Contracting Group, Sterling Heights, Mich.

Interior Designer: Interiors by Becky Spier, Troy, Mich.

Land Planner: Gethsemane Landscape Architecture Builders, Oakland Twp., 

Mich.

Photographer: Beth Singer Photographer, Franklin, Mich.

� Best Specialty Room in a Home 4,001 square feet 
and over

Project Name: The Residences at Bulle Rock Residents Club

Location: Havre de Grace, Md.

Designer/Architect: Gaudreau, Baltimore, Md.

Builder: Manekin Construction, Columbia, Md.

Interior Designer: Marc Michaels Interior Design, Winter Park, Fla.

Developer: MTBR, Columbia, Md.

Land Planner: Morris & Ritchie Associates, Laurel, Md.

Photographer: Charlie Pruett Photographer, Elkton, Md.

� Best Community Facility 151 units and over

Project Name: Idyllwilde — Grand Hall

Location: Parker, Colo.

Designer/Architect: BSB Design, West Des Moines, Iowa

Builder: Village Homes of Colorado, Englewood, Colo.

Interior Designer: Hamilton Design, Denver, Colo.

Developer: Village Homes of Colorado, Englewood, Colo.

Land Planner: Nuszer Kopatz Urban Design Associates, Denver, Colo.

Photographer: Jacob Sharp Photo, Denver, Colo.

� Best Community Facility 151 units and over

Project Name: Connelly Kitchen

Location: Jupiter, Fla.

Designer/Architect: Mitchell O’Neil Architect

Builder: John McDonald Company, Jupiter, Fla.

Photographer: Randy Smith Photographer, West Palm Beach, Fla.

� Best Kitchen in a Home 2,401 to 4,000 square feet
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P R O T E C T I O N  F O R  T H E  R O O F
A N D  Y O U R  R E P U T A T I O N

A L L  I N  O N E  S T E P.
With better water hold-out than roofing felt, new DuPont™ RoofLiner with Elvaloy®

can help you reduce leaks for fewer callbacks and greater peace of mind. 

DuPont™ Elvaloy®, from the family of DuPont™ polymers 
used as the basis of the world’s best roofing membranes, 
is the brand leader with decades of proven performance 
in billions of square feet of roofing. Now, Elvaloy® is 
available in a new premium roofing underlayment that 
provides even more durable roof protection. 

DuPont™ RoofLiner with Elvaloy® is a lightweight, 
easy-to-use roofing underlayment that offers superior 
tear- and UV-resistance, with improved water hold-out 

and better mold-resistance than roofing felt. In fact, just 1 roll of DuPont™ RoofLiner 
with Elvaloy® replaces 5 rolls of 30-lb felt, so you can provide excellent protection 
against leaks with just one trip up the ladder.

DuPont™ RoofLiner with Elvaloy® is also backed by a 20-Year Builder Warranty—
so you know the homes you build will continue to protect a homeowner’s 
investment, and your reputation, for years to come.

Copyright © 2008 DuPont. The DuPont Oval Logo, DuPont™, The miracles of science™, and Elvaloy® are trademarks or registered trademarks of E.I. du Pont de Nemours and Company or its affiliates. All rights reserved.

1-800-448-9835

www.Roofing.DuPont.com

For FREE info go to http://pb.ims.ca/5642-32

PBX080201-MAG.indd   101PBX080201-MAG.indd   101 1/17/2008   11:00:41 AM1/17/2008   11:00:41 AM



 ©2008 Uponor, Inc.

“ I’m not asking for tons of control system and wiring options. 

I want one option. That works for all my needs. Period.”

Introducing the new Uponor Climate Cŏntrol. Simple and intelligent, this 

multifunctional control system replaces all six of our previous Pro Series models, 

and is designed to run multiple proPANEL® mixing panels with incredible ease. 

One box, with one wiring schematic, one setup and one easy, plug-and-play 

way to install it. One option with no confusion. That’s Uponor Logic at work. 

To fi nd out more, call 800-321-4739 or visit us at www.uponor-usa.com

Formerly Wirsbo

Multiple functionality

eliminates the need 

 for multiple controls.

For FREE info go to http://pb.ims.ca/5642-33
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MEET NEW 
SCHOOL
Stainless steel cabinets are back from the ’50s;  
you can chalk that up to the minimalist European 
influence and the prevalence of professional-
looking appliances. And don’t forget how versatile 
steel can be. Virtually any design can be fabricated 
for the modern kitchen; you can complement your 
choices with steel backsplashes and surfaces.

buildit

Cabinetry that wows [ page 105 ]

Hot, hot hardware [ page 109 ]

New products to check out [ page 113 ]

Total home audio [ page 116 ]

Restructured PATH [ page 121 ]
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OLD 
SCHOOL,
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AVID Ratings is your partner in creating homeowner delight. From initial impressions about
your company to how you handle warranty issues months after move-in, we uncover ways
to help you make homeowners avid about your company. And more avid customers mean
a more profitable business. See our full spectrum of services at www.avidratings.com

WE COVER EVERYTHING NEEDED
T0  MAKE HOMEOWNERS AVID.

S U R V E Y S C O N S U L T I N G T R A I N I N G

2007 AVID
 R

atings™
 C

o. A
ll rights reserved. AVID

 R
atings™

 is a tradem
ark of AVID

 R
atings™

 C
om

pany.

For FREE info go to http://pb.ims.ca/5642-34
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Cool Cabs
[ CABINETS ]

Quality Versatility
Versatile enough for most kitchens and bathrooms, Qual-
ity Cabinet’s Quincy line features a flat, recessed-panel door 
with wide stiles and rails that offer a transitional look. It’s a 
contemporary door that hints toward traditional styling; look for 
it in cherry or maple.
For FREE information, visit http://pb.ims.ca/5642-125

Do It for the Children!
Looking after the kids can drive parents nuts, especially when they have a 
meal to cook. At least homeowners can keep an eye on the tots with the 
KidZone cabinets from Armstrong. The cabinets stand 36 inches tall and 
offer child-friendly storage spots, an adjustable pull-out activity table and 

chrome wire bins for toys and games.
For FREE information, visit http://pb.ims.ca/5642-128

A Clean Viking is a Happy One
Touted as recyclable, hypoallergenic and colorful, the all-metal cabi-
nets from St. Charles Cabinetry come in 23 powder coated colors. 
St. Charles, a division of Viking Range Corp., made the cold-rolled 
steel doors frameless and full-overlay with soft-close hinges and 
slides. Colors include matte, iridescent and designer shades.
For FREE information, visit http://pb.ims.ca/5642-129

Recess Time
White kitchen cabinets are still 
in high demand, and Aristokraft 
Cabinetry’s Durham offers hom-
eowners the timeless look they’re 
after. The Durham has a recessed 
laminated center panel and a five-
piece square mitered style with 
full overlay. The company recom-
mends pairing the doors with its 
toasted antique glaze.
For FREE information, visit 
http://pb.ims.ca/5642-126

Access 
Granted
The aXesso line from 
Kitchen Craft Cabinetry has 
a new addition in the Le 
Mans Blind Corner Pullout 
storage option. The pullout 
rolls and pivots inside a 
cabinet, allowing the entire 
shelf to shift outward for full 
access. It is constructed of 
gray melamine with chrome 
guardrails that keep pots 
and pans in place. 
For FREE information, visit 
http://pb.ims.ca/5642-127
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T H E  P O W E R  O F  Y E L L O W.SM

Faithful and true — no matter what. Every day, Pella will be right beside you — providing window and 

door solutions with a level of service and integrity that will make a positive difference to your bottom line. 

Learn more about why The Power Of Yellow is a builder’s best friend.

Call 866-209-4216  or visit pella.com/pro.

© 2008 Pella Corporation For FREE info go to http://pb.ims.ca/5642-35

PBX080201-MAG.indd   106PBX080201-MAG.indd   106 1/17/2008   10:57:22 AM1/17/2008   10:57:22 AM



buildit

Uptown Girl
Calling its latest cabinetry line “a 
mix of uptown elegance blended 
with a relaxed rural feel,” Plain 
& Fancy Custom Cabinetry’s 
Town & Country kitchen cabinets 
feature a mix-and-match style 
for creating something between 
a rustic brownstone and an 
urban farmhouse. Shown is the 
company’s brushmark crackle 
and white wash finish with mul-
lion-windowed cabinets.
For FREE information, visit 
http://pb.ims.ca/5642-131

Sip On This
Timberlake has added a new finish to 
its repertoire. Cognac is now available 
in the company’s Portfolio Select 
series, which includes the Sierra Vista, 
Rushmore and Wyoming styles. Made 
specifically for maple cabinets, the 
finish leaves a furniture-like look to 
complement the rest of the home’s 
décor.
For FREE information, visit http://
pb.ims.ca/5642-130

A Good 
Companion
The latest glazes from Kraft-
Maid include the butter rum, 
canvas, biscotti (shown) and 
dove white. According to 
the company, the finishes 
complement most flooring, 
surfaces, furnishings and 
appliances. For two-toned 
kitchens, the company 
recommends pairing the 
biscotti with sages, rusts 
and other muted tones.
For FREE information, visit 
http://pb.ims.ca/5642-132

Cool Cabs
[ CABINETS ]

A full line of entry door 

systems gives your buyers a 

lasting first impression. 

That’s The Power Of Yellow.
SM

Call 866-209-4216

or visit pella.com/pro.

© 2008 Pella Corporation

THE POWER

TO IMPRESS.

For FREE info go to http://pb.ims.ca/5642-36
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NOW AVAILABLE IN 10 INSPIRING COLORS,
Tempest is a solid surface alternative with a look 
that rivals natural stone and quartz. Yet it offers all 
the features and benefits of solid surface, such as 
its seamless appearance and a ten-year transferable 
warranty for homebuyers.

Tempest (patent pending) features a larger, 
translucent particulate that gives it 
amazing depth and a unique appearance 
not before seen in solid surface countertops
and bath surfaces.

To learn more, visit www.staron.com/pbt2
or call 1.800.795.7177.  © 2007 Cheil Industries Inc.

Introducing Tempest, The Next 
Generation From Staron Surfaces.

For FREE info go to http://pb.ims.ca/5642-37
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Immense 
Pull

[ HARDWARE ]

Old Hickory
Hickory Hardware’s four 
new styles of decorative 
appliance pulls coordi-
nate with the company’s 
cottage, Williamsburg, 
American diner and 
Euro-contemporary 
cabinet hardware col-
lections. Meant for use 
on oversized cabinets 
and wood-paneled 
appliances, the pulls 
are available in 8-inch 
to 24-inch sizes and an 
assortment of finishes.
For FREE information, 
visit http://pb.ims.
ca/5642-133

Berenson’s Opus
Sporting a hip, modern look, the Opus Suite from Berenson complements 
most traditional or contemporary kitchens, vanities and entertainment 
centers. The suite offers 96 mm, 128 mm and 416 mm pulls that are ac-
companied by an oval-shaped, 1-3/8 inch knob. Standard-size hardware 
in Venetian bronze, rustic tin and other finishes are available.
For FREE information, visit http://pb.ims.ca/5642-136

Hardware Infused
The latest “themed” hardware from 
Fusion Hardware Group includes 
decorative faucets, door hardware, 
cabinet hardware, accessories and 
even lighting. There are fewer parts 
for easier installation and a dual 
spring assist to get rid of the “knob 
wobble.” All locks auto adjust to door 
thickness from 1-1/4 to 2-1/2 inches.
For FREE information, visit http://
pb.ims.ca/5642-134

Crooks Beware
The rugged D800 Series deadbolt lock set from Dorma Architectural Hardware 
features an imposing deadbolt made from stainless steel for strength and rust 
resistance. Crooks are going to have a hard time kicking doors in with the heavy-
duty brass cylinder housed in hardened steel with a heavy steel spin ring. The 
Grade 1 deadbolt is available in either 2 3/8-inch or 2 3/4-inch backsets.
For FREE information, visit http://pb.ims.ca/5642-137

Lock It In
A new series of 
hardware upgrades 
for patio doors from 
Simonton Windows has 
an external key lock and 
multi-point locking sys-
tem for safety. Dubbed 
the Legacy, the handles 
are surprisingly ergo-
nomic and are made in 
antique brass, brushed 
chrome, mineral bronze, 
oil-rubbed bronze and 
polished brass.
For FREE information, 
visit http://pb.ims.
ca/5642-135
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Smart Keys, Safe House
Part of the company’s latest security offerings, Kwikset’s SmartKey 
features a proprietary patented side-locking bar to replace the traditional 
pin and tumbler designs. SmartKey locks can be re-keyed in 30 seconds 
or less, eliminating many of the hassles and complexities associated with 
re-keying. For FREE information, visit http://pb.ims.ca/5642-138

Immense Pull
[ HARDWARE ]

Get a Grip
Hettich America’s new handles from the 2007 ProDecor Collection offer 
a large surface area perfect clients seeking dramatic décor. The handles 
are slender and contoured and are made of aluminum or die-cast zinc 
with bright chrome and stainless steel finishes. Several handle widths 
and lengths are available. 
For FREE information, visit http://pb.ims.ca/5642-139

Contact us today for more information:
877-338-5493   |   warmboard.com

There’s a reason 
frying pans are made of 
aluminum, not concrete.

The thick aluminum surface of Warmboard radiant 
subfl oor possesses the two most important properties 
for excellent thermodynamic performance: high 
conductivity and low thermal mass.

Aluminum is hundreds of times more conductive than 
concrete, which results in the lowest water temperatures 
in the radiant heat industry and reduced energy bills.  
Warmboard’s low thermal mass permits it to heat up 
faster and respond more rapidly than concrete slab-
based systems.  This allows the right amount of radiant 
heat where and when it is wanted.

When thinking about high performance and effi ciency 
of radiant heat systems, think aluminum, not concrete.  

US Patent No. 5,788,152

Warmboard comfortably heats homes 
using the same logic.

For FREE info go to http://pb.ims.ca/5642-38
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Looking to give something special to your prospective home buyers? With everything 
from high-definition television and high-speed Internet to low-cost home phone service,
Comcast is the life of the housewarming party. As a leader in communications, we never 
stop innovating. So if you want to build homes with built-in appeal, partner with us.

Call 1-877-395-5388

For home buyers, Comcast’s advanced services 
are the icing on the cake.

Digital Cable • High-Defi nition TV • ON DEMAND • DVR • High-Speed Internet • Home Phone Service

Not all services available in all areas. Please call 1-888-COMCAST for pricing, restrictions, and complete details. ©2007 Comcast. All rights reserved.

If your homes were a
 child’s birthday party,
we’d be the pony.

CCT 07-0038 Builders_PB.indd 1 7/12/07 12:41:03 PM

For FREE info go to http://pb.ims.ca/5642-40
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Somewhere in Italy, a quarry worker twiddles his thumbs. With 
postformed laminate countertops from VT, you get all of the aesthetics of stone 
at a fraction of the price — so there’s no need for granite or marble to take a bite 
out of your budget. There’s also no need for the mess and elbow grease associated 
with resealing. And they’re easily fabricated and installed by members of our VT 
PRO Team. For more information on our countertops or to locate a VT PRO Team 
fabricator, simply log on to www.vtindustries.com.

For FREE info go to http://pb.ims.ca/5642-25
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Off the Wire
[ NEW PRODUCTS ]

Staring Isn’t Polite
Take the guesswork out of your measurements and still do it 
the old-fashioned way. The new ProSite CP505A-12 Com-
bination Protractor by Starrett provides fast, direct readings 
for miter cuts; single cuts and compound cuts (with conver-
sions for cutting crown molding); exact angle/supplemental 
angles; and roof pitch references.
For FREE information, visit http://pb.ims.ca/5642-140

Hands Off!
Homeowners will love the hands-free 

operation of Symmons’ new Ultra-
Sense S-6050 Series Sensor Activated 
Faucet. The S-6050 is battery-powered 

with self-adjusting infrared microchip 
technology. It features a 10-second 
factory-set cycle time and will “time 

out” by automatically shutting off if the 
sensor is blocked. It is made for single-
hole or 4-inch center installations with a 

solid brass deck plate.
For FREE information, visit http://

pb.ims.ca/5642-142

Sealin’ in the Flavor
Keeping things nice and tight around the seams is Dow’s Window & 
Door 1000 Sealant. It is specifically formulated to seal window and door 
framework as well as exterior and interior trim and finish joints. Plus, it 
works with most building materials. It is moisture- and mildew-resistant 
and contains a non-yellowing formula and rust-inhibitor that reduces 
the potential for corrosion at joint seals with metal components.
For FREE information, visit http://pb.ims.ca/5642-143

Green the Garage
Clopay is introducing a new double-wall honeycomb ¼-
inch thick polycarbonate window panel option for its resi-
dential Avante Collection doors. Billed as a green choice, 
the material used in the doors is durable and lightweight. 
Doors are made in both clear and bronze-tinted finishes.
For FREE information, visit http://pb.ims.ca/5642-141

Made by 
Milwaukee, not in 
Milwaukee
The 2401-22 sub-compact driver 
by Milwaukee delivers a beefy 100 
pounds of torque per inch in a mere 2 
pound package. It’s powerful enough 
to drive 130 3-inch screws in a single 
battery charge and provides the speed 
(0-500 RPM) to finish jobs faster.
For FREE information, visit http://
pb.ims.ca/5642-144
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Off the Wire
[ NEW PRODUCTS ]

Delta Force
The new Jobox Industrial Slope Lid Chest from Delta 
Consolidated Industries features the Site-Vault security 
system to keep sticky fingers out with the company’s 
3-point lock design. The lock hooks in from the side, 
making it nearly impossible to be bent or pried out. 
The box has a taller sloped lid that converts to a work 
table. For FREE information, visit http://pb.ims.
ca/5642-147

What a Relief
Decorative backsplashes are all the rage 
in the kitchen, and Fraser Clay Works 
has two new offerings in the 1 by 11⁄2-foot 
grape and vineyard high-relief wall murals. 
The company, which also produces dec-
orative borders, trims, inserts, decorative 
and field tiles, says the murals comple-
ment travertine, marble, limestone, slate 
and other natural materials. 
For FREE information, visit http://
pb.ims.ca/5642-145

Keep Creepy 
Crawlies Out
Builders looking to score some eco-
points can now look to Bor-Ram from 
Sostram for termite pre-treatment 
programs. The treatment is a new glycol-
borate termiticide, insecticide, fungicide 
concentrate. Bor-Ram also controls of 
other types of critters, insects and decay 
fungi. It only requires a few gallons of 
diluted product per average application. 
For FREE information, visit http://
pb.ims.ca/5642-148

Certainly, My Dear
You can’t beat real cedar — but you can at 
least look like it. CertainTeed’s CedarBoards 
XL insulated siding is 16’8” long and is made 
in a double 6-inch clapboard profile with 
extruded polystyrene insulation. The boards 
are molded from real cedar planks and have 
a rough texture.
For FREE information, visit http://pb.ims.
ca/5642-146

Building Tip

Simpson Strong-Tie®

©2007 Simpson Strong-Tie Company Inc.  SSW-BTIP07

Panels Designed for 
Simplifi ed, Faster Installation

In response to the needs of specifi ers, 
builders and contractors, Simpson 

Strong-Tie has developed a complete 
line of cost effective, pre-manufactured 
shearwalls. Our Steel Strong-Wall 
shearwalls feature fewer parts and easier 
attachment at the top and bottom, and 
are engineered not only for strength, 
but also quick installation. 

Simple and quick installation
All aspects of installation have been 
simplifi ed, requiring fewer anchor bolts 
and screws, eliminating the need for 
washers or straps. Connections at the 
top and bottom of walls are faster and 
easier than ever. Our Steel Strong-Wall 
panels are also designed with pre-
attached wood studs and pre-drilled 
holes for utilities. 

More options available
Steel Strong-Wall shearwalls provide 
a variety of easy to install solutions. 
Additional technical information and 
installation details are available in the 
new Strong-Wall Shearwalls catalog 
to provide you with effective, easy to 
install solutions.

Call 800-999-5099 
or visit www.strongtie.com.

For FREE info go to http://pb.ims.ca/5642-44
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© 2007 Simpson Strong-Tie Company Inc.  SWBLDRSTCK08

We take shearwall solutions
to new heights.

Our new Strong-Wall® shearwall solutions for balloon framing and 
2 story applications are two of the only solutions supported by full 
scale cyclic testing. Developed for engineered designs, as well as 
prescriptive wall bracing applications, our Strong-Wall solutions 
take various design factors into consideration – including foundation 
anchorage. And check out our new Strong-Wall Shearwalls catalog, 
for consolidated product and technical information, including 
structural and installation details to ensure faster, simplifi ed 
installation. Let Simpson’s cost effective shearwall solutions take 
your projects to new heights.

For more information visit us at www.strongtie.com
or call 1 800 999-5099. 

For FREE info go to http://pb.ims.ca/5642-41
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Total Home Audio 
Done Right

There was a time when total home audio 
systems were reserved exclusively for ul-
tra-high-end Bill Gates-like homes. But 

times are changing, and builders need to stay 
on top of total home audio solutions as a way 
to attract younger buyers and set themselves 
apart from the competition. 

Building Technologies Group Research Ana-
lyst R. Srivatsan says that despite the housing 
downturn, home technology has been experi-
encing a favorable trend for the past few years 
because many young buyers prefer single-fam-
ily units, are tech savvy and are more willing to 
part with their cash for a fi ner sound through-
out the home.

The NAHB, in partnership with the Con-
sumer Electronics Association, found 74 per-
cent of builders who offered home technology 
in 2005 offered multiroom audio as a standard 
or optional installation, up from 68 percent in 
2004 and 56.8 percent in 2002, according to 
their most recent “State of the Builder Technol-
ogy Market” study in 2006. The NAHB/CEA 
survey also found that consumers seem will-
ing to spend more than ever for custom A/V 
systems. The typical price of a multiroom au-
dio system rose in the latest builder survey to 

ARCHITECTURAL IN-WALL SPEAKERS (left) and wiring panels (right) simplify the total home 

audio system. Photos courtesy of Sonance (left) and Instalz Communications 

[ PRODUCT FEATURE ]

By Nick Bajzek, Products Editor
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$2,500 from $1,300 in the previous survey.
With more builders marketing custom-in-

stalled A/V systems, new-home installation 
rates continue to rise. Builders surveyed 
who offer home technologies installed mul-
tiroom audio systems in 15 percent of the 
homes they built in 2005, up from the previ-
ous year’s 12 percent, which in turn was up 
from 8.6 percent in 2002, the NAHB/CEA 
survey found. 

What’s right for you?
Choosing the right audio distribution 

system depends on many different factors, 
from the size of the house to the customer 
base you plan to attract. Adding an audio 
distribution system may add signifi cant 
value to the residence when it comes time 
to refi nance or sell. But buyers on a budget 
might not see the value in a state-of-the-art 
audio distribution system and are less likely 
to pay top dollar for it. However, banks and 
mortgage lenders, who used to see home 
audio solutions as appliances and not as an 

amenity, are now adding 
these systems into the 
home’s value.

Play nice
Integration is a word 

you should beat your-
self over the head with. 
Builders need to choose 
audio products care-
fully to make sure each 
part of the system, from 
the wiring to the speak-
ers, works well with one 
another without much 
(or any) third-party pro-
gramming costs. 

Structured wiring vs. 
wireless

If you want to distribute audio correctly, 
you’re going to have to use the venerable 
Cat-5 cable to wire up for distributed au-
dio. You can’t get away with just installing 

ENCLOSURES, LIKE THOSE 

MADE BY ON-Q/LEGRAND, 

divide audio zones. Photo 

Courtesy of On-Q/Legrand

buildit

• Individual modules simply slide together for fast,    
 easy installation.
• Flexible system accommodates virtually any foundation depth.
• Meets building code requirements for emergency egress.
• Unique “Grip/Step” design facilitates safe and rapid egress.
• High-density polyethylene construction will never rust, rot,   
 or discolor. 
• Single modules work well with utility windows.
• Adds natural light and ventilation to basement areas.  

NEW! Bilco’s stakWEL™

Modular Window Well System

Meeting Basement Egress Requirements is About 
to Get a Whole Lot Easier...

For more information call (800) 854-9724 
or log on to www.bilco.com

For FREE info go to http://pb.ims.ca/5642-43
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a phone line and some coaxial cable 
anymore. For those builders unwilling 
to splurge on expensive cable, wireless 
speakers could be another possible en-
try builders should look for. Wireless 
systems typically use the 2.4-gigahertz 
spectrum (like your phone) to transmit 
and receive the audio signals. Bear in 
mind these units have a maximum dis-
tance of about 80 feet. 

The NAHB/CEA survey reports build-
ers selling home technology increased 
their sales of all home technologies 
except structured wiring, which was 
offered by fewer builders in 2005 and 
whose installation rates likewise de-
clined. Structured wiring’s decline, the 
study speculated, might be attributable 
to “the plethora of inexpensive wireless 
networking technologies.”

The hub
The latest advances include gigabit-

speed (1 billion bytes of information) 
home networking solutions, enabling 
today’s homeowners to support both 
current and future technologies, such 
as the latest in multi-player gaming con-
soles, media servers, high-speed net-
working devices and other home tech-
nologies.

The home PC is actually a great hub 
for your audio systems, allowing users 
to stream audio from Internet radio sta-
tions and other sources. Some network 
media hubs connect to the network via 
wired Ethernet. Other hubs connect via 

wireless WiFi, using either the slow-
er 802.11b specifi cation or the faster 
802.11g. For most of us, WiFi hubs are 
easier to deal with — unless you really 
want to run a couple of hundred feet of 
Ethernet cabling from your PC to your 
living room.

Speakers
The next step is choosing speakers. 

Mark Pickard, director of marketing for 
Sonance, says that in speakers, “You 
don’t always get a better bang for your 
buck if you spend more, but don’t forget 
that most of the time you do get what 
you pay for.” Builders have a variety of 
options, including fl ush-mount in-wall, 
in-ceiling, bookshelf, fl oor-standing or a 
number of “invisible” speakers. Speak-
ers in the walls or ceiling get the sound 
off the fl oor for a rounded effect.

Storing it
Builders should rough in a distribu-

tion point such as an equipment closet 
to store the audio-video gear. Although 
the point is to keep all the gear hidden, 
homeowners will still have to toy around 
with the hardware eventually. PB

THE HIP-100 (above) user interface by Lagotek 

installs directly in the wall in lieu of a 2-gang 

light switch. The touch panel controls most 

elements in a total home system. “Modes” 

can be set for each user or for times night or 

vacation. 

buildit

*Entries must be received by 12 noon on Friday, 
February 15th, 2008. See usepropane.com/rules 

for complete rules and regulations.

At the 2008 International 

Builders’ Show, we’re 

giving away a propane 

powered Roush 

Ford F-150 light duty

pick-up filled with 

propane appliances,

like a Rinnai tankless 

water heater, Rinnai 

fireplace, Peterson 

Fire Magic grill, and a 

Guardian generator.* 

You can see it all 

for yourself at Show 

Village, and enter for 

a chance to win by 

visiting booth W1983.

Win a 
truckload of 
propane gas 
appliances.

And the 
truck they 

were hauled 
in on.

For FREE info go to http://pb.ims.ca/5642-44
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What will you talk 
about when 

your customers
want to talk energy?

Today, more than ever, home buyers are searching for energy 

choices that combine performance and value. And they’re turning 

to you for advice. The propane industry wants to help you help 

your clients make the best energy decisions. To learn how you 

can be a more informed resource for your customers, visit 

booth W1983 or buildwithpropane.com. Now, let’s talk energy.

For FREE info go to http://pb.ims.ca/5642-45
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For questions or to request entry materials, please e-mail 50plushousingawards@nahb.com or call 800-368-5242 x8220.

Presented by the National Association of Home Builders and the NAHB 50+ Housing Council.

Call for Entries materials are available to download online at
w w w . n a h b . o r g / 5 0 p l u s A w a r d s

Get national recognition for design 
and marketing excellence—

Enter the 2008 Best of 
50+ Housing Awards!

Enter Your Best:
Active Adult Communities
Continuing Care Retirement Communities
Apartments
Assisted Living Communities
Marketing Materials

Hurry... all materials are due February 29th!

For FREE info go to http://pb.ims.ca/5642-46
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This Design Guide’s for You

Housing in the United States has histori-
cally been driven by local resources and 
the economy. But that’s changing. Build-

ing codes, consumer preferences and innovative 
construction materials are becoming increasing-
ly important in determining the details of how a 
home is built. 

To build stronger houses without vastly in-
creasing material costs, builders and design-
ers must learn to emphasize effi cient struc-
tural design. That probably explains why “The 
Residential Structural Design Guide” is the 
most frequently downloaded publication from 
the Partnership for Advancing Technology in 
Housing’s Web site (visit www.pathnet.org 
and click on Resources, then Publications.) 

The PDF contains design recommendations 
for the safe and effi cient design of homes. It pro-
vides all the information necessary to calculate 
wind, snow and seismic loads in all regions of 
the country, and it teaches builders and designers 
how to improve structural per-
formance while simplifying 
construction practices. These 
principles emphasize quality 
of installation to achieve the 
intended performance rather 
than over-designing to com-
pensate for real or perceived 
problems in installation. 

Foundation to roof
The guide has seven chap-

ters, with practical design ex-
amples and practice problems 
to work through: 

Chapter 1 includes a 
graphic of conventional con-
struction details; describes 
alternative materials, build-
ing codes and standards; and 
discusses the role of design 
professionals. 

By summarizing the 

damage to typical single-family housing after 
earthquakes and hurricanes (e.g. 24 percent 
of sampled homes displayed moderate or high 
levels of damage to roof sheathing after Hur-
ricane Andrew while none suffered foundation 
damage), the guide shows builders and design 
professionals where to focus their attention. 

Chapter 2 introduces basic engineering 
concepts regarding safety, load path and the 
structural system response of residential build-
ings, sub-assemblies and components to various 
types of loads. 

Chapter 3 provides readers with the forms, 
charts, graphics and equations needed to cal-
culate design loads as they apply to residential 
construction. 

Chapter 4 explains how to design an effi -
cient, stable foundation system.

Chapter 5 provides step-by-step design pro-
cedures for components and assemblies of wood 
framing systems. It provides design examples 

[ PATH REPORT ]

buildit

By Glen Salas and Kelly Cutchin, PATH Partners

“THE RESIDENTIAL 

STRUCTURAL DESIGN 

GUIDE” can help builders 

simplify construction 

and work with code 

inspectors. It can help 

design professionals, 

particularly structural 

engineers, work more 

effectively with others 

in the home building 

industry to produce 

safe and affordable 

homes. Find it at www.

pathnet.org and click 

on Resources, then 

Publications. 

PATH’S GUIDE 

teaches builders and 

designers how to 

improve structural 

performance 

while simplifying 

construction 

practices. 
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for framing elements and recommendations for improving the 
practicality and function of various design solutions. 

Chapter 6 is devoted to the design of light-frame homes in 
hurricane- and earthquake-prone regions. 

Chapter 7 addresses the design of various connections in a 
wood-framed home that are important to the overall function of 
the component parts. 

Wood or concrete? 
The guide focuses on appropriate methods of designing with 

wood for the above-grade portion of the structure. The guide 
assumes concrete and masonry are used for the below-grade 
portion of most homes, but preservative-treated wood founda-
tions are also covered. For those wishing to branch out, the 
guide also discusses innovative materials and systems that ad-
dress specifi c issues in home performance. For example, steel 
framing is popular in Hawaii partly because of the region’s 
wood decay and termite issues. Likewise, partially reinforced 
masonry construction is used extensively in Florida because of 
its demonstrated ability to perform in high winds.

Typical wood-frame homes have specifi c issues that are cov-
ered, including girder design for a custom house; corrective 
measures, such as repair of a damaged roof truss or fl oor joist; 
and high-hazard conditions on the West Coast (earthquakes) 

and the Gulf and Atlantic coasts (hurricanes).

A technical tool with perspective 
The guide uses existing, proven, innovative engineering tech-

nologies, such as advanced framing techniques to address typi-
cal weaknesses and ineffi ciencies in modern housing construc-
tion and structural engineering. It also reveals areas where gaps 
in existing research, design specifi cations and analytic tools re-
quire alternative designs and sound engineering judgment to 
produce effi cient designs. For instance, the guide presents ad-
justment factors to the allowable National Design Specifi cation 
for Wood Construction-Supplement values. 

The values apply to a standard set of conditions, but the 
guide’s adjustment factors take the different structural proper-
ties of wood into account. Much of the technical information 
and guidance is supplemental to building codes, standards and 
design specifi cations that defi ne current engineering practice. 
In fact, current building codes may not explicitly recognize 
some of the technical information or design methods described 
or recommended in the guide. When local inspectors or code 
offi cials are wary of permitting a project that adheres to the ef-
fi cient, structurally sound methods recommended, the guide 
and the references it provides should help furnish the necessary 
documentation. PB

Glen Salas and Kelly Cutchin write about better building practices 
on behalf of the Partnership for Advancing Technology in Housing 
(PATH). PATH is administered by the U.S. Department of Hous-
ing and Urban Development. Learn more at www.pathnet.org
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For FREE info go to http://pb.ims.ca/5642-47

Additional PATH Publications
“The Residential Structural Design Guide” 
isn’t the only publication PATH provides. 
Visit www.pathnet.org > Publications for a 
complete list of published works, including:
� “Affordability and Value Through 
Housing Technology: Programs and 
Services Guide”
� Affordable Housing Design Advisor
� “Pilot Study: Applying Lean to Factory 
Home Building”
� “Characteristics of Innovative 
Production Home Builders”
� “Overcoming Barriers to Innovation in 
the Homebuilding Industry”
� ”Design Implications for Technology in 
Housing” 
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GOOD FOR YOUR CUSTOMERS. GOOD FOR YOU.

www.carrier.com
1-866-402-6945
© CARRIER CORPORATION 2008.
A member of the United Technologies 
Corporation family. Stock symbol UTX.

THINK GREEN

Carrier has thousands of combinations of high efficiency equipment 

available which may help your customers save money on their 

energy bills. Plus, installing Carrier’s high efficiency systems with 

our environmentally sound Puron® refrigerant means you’ll be 

providing your homebuyers with the most reliable equipment we 

have ever made while also saving your homebuyers money.

For FREE info go to http://pb.ims.ca/5642-48
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Join Professional Builder in the 
2008 search for Best Workplaces. 
We’re looking for new-home 
builders outstanding in:

Nominate your new-home building industry 
workplace by fi lling out our questionnaire at 
www.ProBuilder.com/bestworkplaces. 
Nominees must be new-home builders to be 
considered for recognition. Although each 
company can receive multiple nominations, 
only one nomination per employee will be 
accepted. The more employees we hear from the 
better we can determine which companies are truly 

Professional Builder Best Workplaces for 2008.

Help us fi nd the best new-home building 
company workplaces in America. 
Nominations are due by March 24, 2008. 
Go to www.ProBuilder.com/bestworkplaces.

C A L L  F O R  N O M I N A T I O N S

• Employee recruitment and retention
• Professional development, 
  education, training
• Compensation, benefi ts, job satisfaction
• Customer satisfaction; corporate and   
  social responsibility 
• Workplace culture, environment 
• Managerial leadership
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■ Durable, long lasting beauty

■ Superior workability—cuts, fastens & paints easily

■ Unique protective film—from plant to install

■ A lifetime of value—backed by a 25-year warranty

Now Distributing

MID-STATE LUMBER CORP.
MSL

Branchburg, NJ • Kingston, PA • Warwick, NY
www.midstatelumber.com

800-942-7776

For FREE info go to http://pb.ims.ca/5642-49
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WHAT’S

GETANSWERS
NEXT

The Midwest
Builders Show®

& Conference
MARCH 12-13, 2008

Donald E. Stephens Convention Center
Rosemont, Illinois

What will it take to succeed in a challenging market? Get the answers at the 2008
Midwest Builders Show®& Conference. This is the one event you can’t afford to miss!

LEARN new ideas and skills at in-depth education sessions
DISCOVER the hottest products from the industry’s leading exhibitors
CONNECT with the people who matter to your business

GET THE ANSWERS YOU NEED AT WWW.MIDWESTBUILDERSSHOW.COM

For FREE info go to http://pb.ims.ca/5642-50
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For FREE info go to http://pb.ims.ca/5642-200
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR
ADVERTISEMENT
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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!

For FREE info go to http://pb.ims.ca/5642-201

For FREE info go to http://pb.ims.ca/5642-202 For FREE info go to http://pb.ims.ca/5642-203

2008 CABINET BOOK CATALOG
BY OUTWATER

Don’t build or even buy 
your next Cabinet with-
out us! Outwater stocks 
all of the Decorative 
Wood Carvings, Knobs 
& Pulls, Hinges, 
Mouldings & Trims, 
Lighting, Door & 
Drawer Components, 
Woven Wire Grilles, 
Decorative Glass Films, 
Laminates, Wine Rack 
Lattices, Veneers and 
peripheral components 
you will ever need!

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!
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For FREE info go to http://pb.ims.ca/5642-204

For FREE info go to http://pb.ims.ca/5642-205

For FREE info go to http://pb.ims.ca/5642-207

Where Speed Meets Strength
OPEN JOIST® is a 
revolutionary, open-
web, all-wood fl oor 
truss engineered 
for long spans and 
superior load-carrying 
capabilities. The open-
web design allows for 
safe and quick instal-
lation of electrical, 
plumbing and HVAC. 

OPEN JOIST® is tested to more than twice its maximum allowable 
load and is backed by a lifetime warranty.
www.openjoist.com/pbf 
(866) 243-3381

For FREE info go to http://pb.ims.ca/5642-206

Noble Niches 
and Curbs
    Waterproof,
    lightweight & 

”tile ready“.
    Install in 
    minutes.

PRO-SLOPE™
A  preformed composite that creates the 
code required slope. Easy to install.

Clamping
Ring Drain
With square or 
round strainers. 

Chloraloy®

Premium
shower pan 
liner.  Made 
from CPE.
Stays flexible.

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

Positive Weep
Protector™
Keeps weepholes clear.

Pre-formed
Shower Dam
Corner

800-878-5788
www.noblecompany.com

Clamping
Ring Drain

Pre-formed
Shower Dam
Corner

Chloraloy®

Untitled-1   1 12/18/2007   8:41:50 AM

For FREE info go to http://pb.ims.ca/5642-208
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For FREE info go to http://pb.ims.ca/5642-209

For FREE info go to http://pb.ims.ca/5642-210

Finlandia Saunas 
are a Cut Above The Rest...

...with the highest quality materials and old country 
craftsmanship.  In fact, we still use 1" x 4" wall and 

ceiling boards, while our competitors use only 
1/2" x 4".  That's why more architects and builders 

come back to Finlandia Sauna again...and again...for 
easy and trouble free installation of any standard or 

custom size, as well as best finished product. 

Contact us at 

800-354-3342 
www.finlandiasauna.com
Nationally recognized since 1964!

pbx080101_worth1.indd   1 12/4/2007   2:42:55 PM

For FREE info go to http://pb.ims.ca/5642-211
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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”
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For FREE info go to http://pb.ims.ca/5642-214

Effortless Installation • Increased Profitability • No Leak 
For FREE info go to http://pb.ims.ca/5642-212 For FREE info go to http://pb.ims.ca/5642-213
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For FREE info go to http://pb.ims.ca/5642-253

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
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For FREE info go to http://pb.ims.ca/5642-255
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TO

CONTACT:

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

SHELLEY PEREZ

ADVERTISE

SMARTSMART

Stock & custom cupolas from New Concept Lou-
vers are wrapped with PVC coated aluminum and 
copper. Made from the same materials as our cus-
tom 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. 

Telephone: 1-800-635-6448
www.NewConceptLouvers.com

Maintenance-Free Aluminum
Cupolas and Louvers

See us at the

IBS Show 
Booth
#3289

pbx080101_new.indd   1 12/18/2007   9:58:11 AM

For FREE info go to http://pb.ims.ca/5642-256

For FREE info go to http://pb.ims.ca/5642-258

For FREE info go to http://pb.ims.ca/5642-257
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For FREE info go to http://pb.ims.ca/5642-260

It keeps
more than
memories
alive.

1-800-AHA-USA1

This space provided as a public service.
©1994, 1997, American Heart Association

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

102,200 
Building permits issued 
in the U.S. in October 
2007, according the 
U.S. Census Bureau. 
In October 1959, the 
number was 94,600.

10 
A 10 percent down 
payment will be 
the standard fi xed-
mortgage rate, 
according to Bankrate.
com. No more creative 
plans falling out of 
the sky to get the 
homeowner into their 
dream home. 

$2
billion 
The green building 
industry will grow by 
more than $2 billion 
by 2011, according to 
Specialists in Business 
Information. In 2011, 
that market will have 
grown to $4.7 billion, 
which is 17 percent 
growth from 2006 
when it was 
$2.2 billion.

50
Land prices in 
Southern California 
plunged as low as 50 
percent in some areas, 
according to The 
Hoffman Co.

30  
NAHB joined forces 
with UPS to offer 
discounts up to 30 
percent on shipping 
for its association 
members.

Think 
About It $525 million 

The sale price for a group of Lennar Corp. 
properties to a joint venture established 
with Morgan Stanley in December 2007. 
The amount the properties are worth:
 $1.3 billion.

67 
The number of winners in this year’s Best in American 
Living Awards. If you think you built a house that has 
what it takes to win, learn how to enter the 2008 
contest at ProBuilder.com/bala.

$265 billion 
In 2006, the kitchen and bath industry brought 
in $265 billion. That’s more money than IBM, 
Hewlett-Packard and Microsoft put together, 
according to the National Kitchen and Bath 
Association. Holy cow!

$14 billion
According to the California Building Industry Association, California 
is facing a $14 billion defi cit. The biggest reason for the defi cit? The 
housing slump. In 2005, the home building industry produced about 
209,000 housing units and generated nearly $68 billion to the state’s 
economy. Nearly 500,000 California employees work in the industry.

6.9% 
The percent decline the Portland Cement 
Association expects in cement consumption 
in 2007, followed by a 2.2 percent decline in 
2008.

)
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When we go green, we go all the way.

The secret’s in the surface.

Green is where it’s at. In our endeavors to be more eco-friendly, we’ve created the LG HI-MACS
Eden Collection – manufactured with a minimum of 12% recycled material. The LG Eden

Collection is certified for recycled content by SCS, GREENGUARD Indoor Air Quality
Certified,® and qualifies for LEED points in the Materials & Resources category. All six

natural colors are non-porous, anti-microbial and stain resistant, and are backed by a
15-year warranty. So your projects will be green on the surface, and green at heart. 

866-LGHI-MACS • LGeden.com

Certified by Scientific Certification Systems (SCS) for Recycled Resin. 
Featured product: LG Eden in Ivy, Cocoa and Jasmine. © 2008 LG HI-MACS  LG-0177  1/08
For FREE info go to http://pb.ims.ca/5642-51
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WHAT THE best-dressed  WINDOWS 

WILL BE WEARING THIS YEAR.

Introducing the MAG-Lock™ from JELD-WEN, the industry’s first magnetic one-touch automatic 

lock. This lock features a low profile for a streamlined look and a tamper-resistant design—making 

it both stylish and secure. It’s also easy and intuitive to operate, with an ergonomic handle that 

lets you unlock and open the window in one movement. Now that’s beautiful. To learn more, call 

1.800.877.9482, ext. 8514, or visit www.jeld-wen.com/8514.

®
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