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WOOD-ULTREX® DOUBLE HUNG 
with New Evergreen Finish

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.
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©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.

TEST: DOES ULTREX STAND UP TO JOB SITE CONDITIONS?

RESULT: IT’S THE MOST DURABLE WINDOW MATERIAL
ON EARTH, AND ON WHEELS.

VINYL

Built to Perform

NEW PRODUCT DEVELOPMENT LAB

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/5647-1
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PCBC PRODUCT COVERAGE! 

Couldn’t make it to the show? 

Watch product videos created 

by the PB staff to fi nd out what 

you missed. 

MONEY AND ALL THINGS 

GREEN. Check out www.

housingzone.com/blogs for 

a lineup of what our industry 

experts have to say.

ProBuilder.com
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www.sea.siemens.com/wholehousesafety

It’s not protecting the 
downstairs bedroom.

It’s protecting their little boy’s room.
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1-800-964-4114 • ref. code AFCIPB

Electrical fi res can start in any room of the house. Something as insignifi cant as a nail, meant 
to hang a family picture can damage a wire’s insulation just enough to start a fi re. That’s why 
Siemens new Combination-Type Arc Fault Circuit Interrupters detect and prevent arc-faults for 
every room in the house, and more importantly everyone in the house. Siemens Whole House 
Safety includes AFCI, GFCI, Surge Protection and Load Centers.

For FREE info go to http://pb.ims.ca/5647-2

PBX080701-MAG   6PBX080701-MAG   6 6/17/2008   11:10:32 AM6/17/2008   11:10:32 AM



2 MORE 
WAYS 
TO BUILD 

PROFITABLY: 

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.

© 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. 

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

5

MANAGE PROJECTS BETTER ONLINE 
WITH BOISE PLANS ROOM.
Boise® Plans Room lets you post projects online, 
manage them with other team members and quickly 
communicate changes.
www.bc.com/wood/ewp/bcplans.jsp

Great products are only the beginning.™ 

10

4

ELIMINATE 
WASTEFUL CUTTING 

ERRORS WITH BC FRAMER CUT LISTS.
Instead of the time-consuming and error-prone 
process of pulling a tape for every cut, use BC 
Framer® cut lists precise to 1/16”.
www.bc.com/wood/ewp/FramerCalc.pdf

Engineered Wood Products
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Story on Impact Fees Did Its Job
I recently read Bill Lurz’s article titled “The 
Impact of Impact Fees” (Professional Builder, 
February). The article challenged associa-
tions that the time had come to cut residen-
tial impact fees. I took the magazine with 
me to the executive board meeting of our 
local Home Builders Association. 

Armed with the success story of Dan 
Magruder & Lake County, I suggested we 
form a committee for the purpose of lower-
ing impact fees. A committee of eleven was 
formed, and after some discussion, we de-
cided on a format. Complete with charts and 
graphs we were able to show our elected of-
fi cials how permits and revenues from im-
pact fees had steadily declined from a high 
in 2004 and 2005 when fees were imple-
mented to a projected low of 2008. We told 
them they were not the only ones suffering 
from less revenues and that the working 
class citizens and business people needed 
some relief. We wanted them to send a mes-
sage that local government was working for 
its citizens and that it was doing its part to 
give men and women back their jobs. We 
told them if they would work with us we 
would give them all the credit. 

The commissioners bought in, and for 
the next 18 months our impact fees for fi re, 
parks and library will be cut in half. They 
completely eliminated road fees. They did 
not touch water and sewer impact fees. In 
all, our fees were cut from a high of $3,600 
to $600. Your article was right: “Now is the 
time to cut impact fees.”  

Thank you.

Ron Putman, Chairman
The “Put Bay County Back 

to Work Committee” of Panama City
Bay County Home Builders Association

In the May issue, we included the incorrect 
image for Mid-America Siding Components’ 
Mount Block. We regret the error.

letters

editor’s note

For FREE info go to http://pb.ims.ca/5647-3
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Homes with elevators attract a greater
number of buyers, as they make a
home easier to live in for a longer
period of time.

The perceived value of a home
elevator is much greater than the
actual cost to install, which means you
can add profit to your bottom line.

Our Elevette® is the industry’s most
customizable elevator, with more car
styles, drive systems and accessory
features.

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

If you want more for your business, give
America’s number one home elevator
brand a call.

For FREE info go to http://pb.ims.ca/5647-4
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perspective

A Grassroots Charge

There isn’t a builder in the United States who isn’t watching costs right now.
We’ve seen builders across the country make heartbreaking decisions about per-

sonnel. But if you are going to survive in the long term, if you’re not going to cash in 
your chips, you have to invest in the future – no matter how tight the purse strings.

A signifi cant element in that investment should focus on improving the operations and 
effi ciencies of your business so it emerges stronger and better when the economy turns 
around. To that end, we have made two elemental decisions about the Benchmark Confer-
ence this year. First, we have combined forces with Avid Ratings to offer two conferences 
in one, making it easier and more cost effective for you to send your staff. Second, we have 
given the conference the theme “Tools for the Turnaround.” All of our speakers — from 
leading builders and industry experts to outside the industry thought-leaders — will focus 
on making your business stronger and tougher. (Check out www.probuilder.com/bench-
mark for more details.)

Too often management conferences address theoretical business situations. Benchmark 
has a tradition of nuts-and-bolts advice driven by true performers, and this year we’re get-
ting deeper into the nitty-gritty with some fabulous success stories from industry heavy-hit-
ters. In addition, the conference will feature the deep insights garnered from Avid Ratings. 
Now more than ever, delivering on customer loyalty is essential to long-term success.

Normally, when I talk about conferences, I exclaim over the quality of the speakers and 
the programs. I could extol the more than 20 educational programs we’re offering. Instead, 
I want to call our audience to action with a question.

In October, would you benefi t from being in a room with home builder survivors, learn-
ing what they learn, hearing what they’ve done that works, looking to the future, thinking 
about what we can do to rebuild this industry into a driving economic success? After all, 

if we wait for others to act, we’ll be 
waiting a long time. In this election 
year, no politician is going out on a 
limb to push the economy. 

The most important thing we can 
do right now is take matters into our 
own hands. And the best way to do 

that is learn what is working within the deep trenches of quality companies and apply what 
we learn throughout the country. We’ll survive and prosper due to our quality, not luck or 
government intervention.

Let’s turn the Professional Builder Benchmark and Avid Leadership Conference into a 
grassroots movement that puts this industry back on its feet. If you want to put together a 
group, invite other builders or bring your staff, let me know. We’ll help pull it together. 

We’ll survive and prosper due to our 
quality, not luck or government intervention.

The Professional 
Builder Benchmark 
and Avid Leadership 
Conference in 
October is the time 
for builders to gather 
and begin to change 
the industry from the 
bottom up.

Paul Deffenbaugh, Editorial Director
paul.deffenbaugh@reedbusiness.com
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Deliver the goods.

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

THE NEW ’08 SUPER DUTY.®

A payload up to 7,830 lbs. Ford Clean Diesel Technology™ that churns out 325 hp and 600 lb.-ft. 
of torque.* The bold, new look of the ’08 Super Duty.
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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/5647-5
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  LOVE THY 
LUMBER

Ouch. According to the U.S. Labor 
Department, the cost of materials in 
May was 4.7 percent higher than a 
year earlier. The most significant 
price increases in April were 
structural steel (6.2 percent), 
aluminum (4.5 percent) and asphalt 
roofing (2.6 percent). Copper prices 
have also climbed dramatically. 
But there is some small relief — at 
least for now. Lumber and drywall 
prices have dropped 14.4 percent 
in recent months, according to 
Bernard Markstein, chief economist 
at the National Association of 
Home Builders. This, coupled with 
a construction labor surplus, have 
helped mitigate some of the effects 
of rising costs.

runit

Got a SWAT? [ page 16 ]

The key to streamlining [ page 19 ]

Profit killers and their remedies 
[ page 20 ]

INSIDE
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Sunday, Oct. 5 —    
Tuesday Oct. 7, 2008

Arizona Biltmore 
Resort & Spa

Phoenix 

Just when the housing industry needs it most, Professional Builder 
and AVID Ratings join forces to create the most comprehensive 
management conference for the building industry: the 
Professional Builder Benchmark and AVID Leadership Conference. 

This is your conference for: 
■ Up-close interaction with nationally renowned experts   

■ Intensive tracks dedicated to leadership development, business   
 management and customer loyalty 

■ Leading best practices 

■ Robust roundtable discussions

■ High-level managerial brainstorming

■ Unsurpassed networking

Meet us at the historic and architecturally stunning Arizona Biltmore Resort 
& Spa to discover what the best builders in America are doing right now to 
ready their companies for a market upturn. 

Two Strong 
Names Create 
One Conference 
Powerhouse...
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Cisneros, Howe, Jones, Sullivan Promise to Rock the Room
Four heavy hitters will come out swinging with tales from the front lines of government, technology, 
economics and real-estate for a high-level overview of today’s business as unusual world.

Henry Cisneros 
Executive Chairman, 
CityView Companies
Henry Cisneros’ resume is as eclectic 
as America. Expect his views on urban 
planning, workforce housing and the 
current mortgage crisis to challenge 
the way you think about your 
business future.  

Terry Jones
Founder, Travelocity.com; 
Managing Principal, 
Essential Ideas
Terry Jones will share how his 
successful launch of Travelocity.com 
helped shape his world view on the 
power of long-term technology 
planning and partnerships.

Neil Howe 
Founding Partner, 
LifeCourse Associates
Historian. Economist. Demographer. 
Neil Howe — a nationally recognized 
authority on global aging, long-term 
fi scal policy and migration — will 
amaze you with powerful insights 
into what REALLY motivates today’s 
generation of home buyers.

Tim Sullivan 
President, 
Sullivan Group 
Real Estate Advisors
Tim Sullivan’s ideas on defi ning market 
opportunities, conceptualizing community 
design and honing product pricing and 
absorption potential will help you lead your 
company’s successful strategic growth as 
the market rebounds.

The CEO Panel 
and the Capital 
Roundtable 
Mix It Up
Three hard-charging CEOs telling it 
like it is — what could be more 
fascinating? Unless it’s the Capital 
Roundtable, where industry insiders 
sketch out the pressures on capital 
markets and discuss how those 
pressures affect the fi nancial picture 
of builders planning for the 
turnaround. They’re two important 
discussions, and you’ll have a 
ringside seat.

For updated program details and conference/hotel registration, visit 

www.ProBuilder.com/Benchmark

Professional Builder Benchmark 
and AVID Leadership Conference

Four Tracks Carry You Toward 
Insights and Answers
■ Management Track ■ Customer Loyalty Track – 1
■ Customer Loyalty Track – 2 ■  Leadership Track 

Single-topic, multiple sessions. Focus on what you need and come prepared to work.

Special Events
■ Green Building Tour —  Visit green-built homes and talk with the builders and designers 
■ Awards Gala Dinner —  Celebrate the NHQ, AVID and Professional Builder 
  Builder of the Year award winners

■ Professional Builder Fun Night & AVID Client Dinner
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SWAT or Not
Ignoring diffi cult customers in favor of pleasing the satisfi ed ones is a 
surefi re way to destroy your brand.

[ CUSTOMER SATISFACTION ]

A lot has been said about 
customer experience 
management and how 

builders can reap the biggest 
return on their investment. 
The issue came up following a 
recent Ontario Homebuilders’ 
Association event, where one 
prominent consultant argued 
that home builders should 
not focus on satisfying their 
toughest customers. Instead, 
she argued, builders should 
devote their resources to mak-
ing happy customers  happier. 
Her rationale was that it’s too 
diffi cult to turn disgruntled 
home buyers into loyal advo-
cates and more fruitful to turn 
moderately happy customers 
into ecstatic ones. 

While this simplistic view 
is rational, it ignores the posi-
tive impact strategic service 
recovery can have on the bot-
tom line. The truth is, home 
building is a local business, 
and it doesn’t take much to 
tarnish one’s reputation in a 
way that kills future sales. A 
customer management strat-
egy that addresses only mod-
erately happy customers is not 
just ill-advised, it’s dangerous 
to a builder’s long-term suc-
cess. Clearly, builders should 
focus their service efforts on 
the areas of greatest opportu-
nity, but they also must have a 
process for dealing with those 
severely dissatisfi ed custom-

ers who can create a public 
relations nightmare.  

How about Sprint Nextel, 
which last summer began 
dropping thousands of its cell 
phone subscribers who appar-
ently complained too much? 
According to Sprint Nextel’s 
own press release, 2008 fi rst 
quarter revenues declined 9 
percent compared with the 
same period a year ago, and 
declined 6 percent from the 
fourth quarter of 2007. “The 
declines are mainly due to 
lower average service revenue 
per customer and fewer post-
paid subscribers,” the com-
pany states. 

On average, builders can ex-
pect 7.5 percent of its custom-
ers to make a negative referral. 
That’s why I have always been 
a staunch advocate of stabiliz-
ing your toughest customers. 
At the same time, I recognize 
the value in appealing to your 
happier customers, too. The 
truth is, you need to strategi-
cally do both!

Go the SWAT Route
The best way to deal with 
tough customers is to estab-
lish a SWAT team,  a group 
of employees that works with 
buyers to peacefully resolve 
problems. (Visit Housing-
Zone.com and search for 
“Builder SWAT Team” for 
more on this concept).

No builder can turn around 
every disgruntled customer. 
But at the very least you should 
stabilize the situation. It still 
pays to care for your least 
satisfi ed customers. Leading 
builders who take a holistic 
customer approach have been 
able to reduce their percent-
age of hostile customers to 
less than 1 percent, while the 
rest of the industry hovers at 
7.5 percent. The fact is, work-
ing with your toughest cus-
tomers can yield tremendous 
return on investment. 

To ignore hostile custom-

ers, however, is disastrous ad-
vice and anyone recommend-
ing this strategy is misguided. 
Don’t let them put your com-
pany in harms way. PB

Paul Cardis is CEO of Avid Rat-
ings, a research and consulting 
fi rm specializing in customer 
satisfaction for the home-build-
ing industry. You can reach 
him at paul.cardis@avidrat-
ings.com.

Cardis’ 
Tips

Builder SWAT teams deal with sensitive situations that can touch all 

aspects of your company. Make sure to include a project superinten-

dent/builder, warranty representative and executive from the main 

offi ce. Having top-level staff involved shows disgruntled buyers you’re 

serious about solving their problem. Plus, these managers have pull to 

quickly enact solutions.

runit

To read more, visit us at
www.probuilder.comitR
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Focus individual 
efforts on all 
customers — not just 
the happiest.

Reserve the SWAT 
Team for your least 
satisfi ed customers, 
strategically targeting 
the potentially hostile 
ones.

Resolve problems 
proactively before 
they require SWAT 
intervention.

By Paul Cardis, CEO, Avid Ratings

Professional Builder / July 2008 www.ProBuilder.com
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Who’s In Your SWAT Team?

Hear the folks from 
Avid Ratings talk more 
about SWAT teams this 
fall at the Professional 
Builder Benchmark 
and Avid Leadership 
Conference, Oct. 5-7, 
in Phoenix. For more 
information, visit www.
probuilder.com/
benchmark.
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ATT.COM/ONWARDSMALLBIZ
Now you can gain the competitive edge. And wield it mightily.

You. Destroyer of the status quo. Now the site that’s 
uniquely yours is uniquely better. Where you don’t 
just dream about success, you enable it. With online 
courses and live seminars hosted by experts. So you 
can make it happen today. Onward.

Tips, tools, news and advice for small business.
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For FREE info go to http://pb.ims.ca/5647-6
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Managing for Profi t
Streamline your organization for the best returns.

[ MANAGEMENT ]

A streamlined opera-
tion is one that can 
grow easily and ef-

fectively and can build 20 or 
200 homes with the same 
organizational structure. To 
help your company adapt to 
what will likely be a changed 
marketplace, look at your 
organization and plan on re-
building in a smart way. 

Here are 10 keys to pre-
pare your organization for 
the market change:

1. Processes: Look at the 
activities and the process 
fl ow to fi nd what you can re-
arrange to be more effective 
with fewer people — and 
have more control. When 
analyzing your process and 
effi ciencies, start with your 
existing process fl ow. 

2. Responsibility: Look at 
your processes and assign 
responsibilities according to 
who is best qualifi ed to over-
see those processes. Consider 
looking outside the organiza-
tion for the right person.

3. Documentation: Docu-
ment what is being done or 
should be done. When you 
begin hiring again, this docu-
mentation will help you train 
the new people the way you 
want your organization to be 
run. Documentation should 
include job descriptions; 
policies and procedures; job 
ready and job complete; in-

process inspections; forms; 
and checklists. 

4. Roles and functions: 
When an employee is given 
more than one responsibili-
ty, do it in a planned fashion. 
Your job descriptions should 
be well-defi ned so they can 
easily be understood and re-
sponsibilities can be shared 
by various employees. 

5. Communication: Fix 
any lack of communication 
(or sometimes miscommu-
nication) and force com-
munications to go through 
an integrated process. Poor 
communication often leads 
to dissatisfi ed customers 
and fewer referrals. 

6. Customer care: Fine-
tune your customer inter-
face processes to make the 
customer experience not 
just a good one but an excel-
lent one. If you offer great 
customer care, your custom-
ers will be praising the ex-
perience they had with you 
throughout the process and 
well after. 

7. Trade involvement: Get 
the trades involved in your 
processes and ask them for 
their input on both products 
and processes. Make them 
deliver a consistent product 
each and every time. Have 
them work together with each 
other and with you to improve 
communication along with 

job ready and job completion 
procedures.  

8. Benchmarks: Look at 
what other builders are doing 
to benchmark their opera-
tions. It also may help to look 
at other industries for ideas 
that can work for your com-
pany.

9. Quality Trades: Price is 
an important factor, but it 
should not be the only factor 
in selecting a trade. Looking 
for experience, dependabil-
ity and quality each time will 
eventually cost you less than 
the lowest bidder.  

10. People: Take care of 
your employees. If you want 
them to be loyal and do an 
exceptional job, you need to 
make them feel important 
and let them know they are 
an integral part of the build-
ing team. This should be 
done not just once in a while 
but all the time. 

Let’s start preparing for 
the upturn. PB

Serge Ogranovitch is a se-
nior partner and founder of 
The Potomack Group, an in-
ternational management con-
sultant fi rm. He is a National 
Housing Quality Award judge 
and works closely with NAHB 
to develop the program.

Serge’s 
Tips
ANALYZE
When analyzing your 
process to become 
more effi cient, start 
with your existing 
process fl ow.

DOCUMENT
Documenting what is 
being done or should 
be done will help 
you delivery quality 
products once growth 
resumes. 

JOIN
Learn and improve 
what you do by 
contributing and 
sharing best practices 
with peer groups.

ASK
Ask your employees 
for their input and 
check how things are 
going on a regular 
basis.

By Serge Ogranovitch, The Potomack Group
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[ PROFIT KILLERS ]

Knock Profi t
Killers

By Felicia Oliver, Senior Editor

20

Is business-as-usual 
tapping your company dry? 
Put a stop to common 
operational drains in your 
organization.

Dead

pbx0807run_profkill_ID   20pbx0807run_profkill_ID   20 6/19/2008   4:18:02 PM6/19/2008   4:18:02 PM



You may have heard that home sales are down. 
What’s that? You say you’re experiencing a slow-
down in your own company, and you’re just 
trying to weather the storm, keep spending in 
check, and hold on until the upturn? Well, that 
seems logical.

But wait! This also might be a good time for inward refl ec-
tion — into your company’s operations and processes. You 
can’t change the excess of housing inventory out there, but 
you can run a more effi cient operation in which you don’t 
carelessly annihilate profi ts you have every right to earn. In 
some cases this requires spending a bit more to make a whole 
lot more. What are the profi t killers? What changes can you 
make in how you conduct business that will put more black 
in your bottom line? We have answers.

Profi t Killer: Not building what buyers want
Almost all the folks we spoke to agree this is one of the most 
common sources of lost profi t that plagues builders: not 
building the homes their market demands.  

“We in our industry are a lot like sheep,” says Ross Robbins, 
a senior sales and marketing consultant with Shinn Consult-
ing. “We build what we used to build – in other words, sheep 
go where they went last month or last week or yesterday.”

runit
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Builders may have been successful with a particular fl oor 
plan or design in the past and fi gure they should stick with 
it. They assume the market without doing their research.

“Most builders have no [research] mechanism at all,” 
says Robbins. “And you need a process where you are re-
lentlessly doing that month after month because the mar-
ket is always changing.”

Remedy: Do the research
There are easy, inexpensive ways to get a pulse on your 
market. Ask the Realtor community and your own sales 
staff what they are seeing. Also do competitive shopping.

“It’s amazing how many builders never visit their com-
petitor’s developments,” says Tom Stephani, president 
of Custom Construction Concepts in Crystal Lake, Ill. 
“When I was looking to build more of a Gen X, Gen Y 
product, I sent my son out to do mystery shops, just to 
do research and give me his impressions, because it’s his 
generation.”

Bruce Assam, COO for Holiday Builders in Melbourne, 
Fla., says focus groups have probably been the most power-
ful reference tool in understanding the marketing dynam-

ics of their consumers. And it doesn’t have to cost a lot. 
“It’s the cost of bagels and fruit, a nice area to have a 

conversation, and a tough person to take the good and the 
bad comments,” says Assam. 

Stephani says he also signs up for every opportunity to 
judge parades of homes and design competitions to take 
in what’s in the marketplace. He also suggests perusing 
consumer publications you might not normally read, such 
as Good Housekeeping and Country Living.

Profi t Killer: Giving away too much at closing
The builder sets the home price at a certain amount — say 
$200,000 — to get the margin he wants. The salesperson 
allows the customer to talk him into giving him incentives 
that effectively take the price down to $190,000.

“Where does that $10,000 come from?” asks Robbins. 
“There’s only one place it can come from: profi t. All your 
other costs are still committed.”

When these sales incentives are given, Robbins tells 
builders to record the original budgeted contract price and 
not the actual contract price. Record what you expected to 
get, and subtract sales concessions as a fi rst line item on 
your operating statement. Then  indicate net sales revenue 
after concessions, building costs, fi nancing and everything 

else until you’re down to the profi t.
“The reason we think that is so important is that it’s a 

huge 2-by-4 upside the head when you look at how much 
you are just giving away,” Robbins says. “We are either 
over the market, or our salespeople aren’t selling value, 
which is more likely the case, or the market has changed 
and we have to get down and dirty and redesign our prod-
uct so that we can hit a $190,000 price point and not give 
the store away.”

Remedy: Sell value to the buyer
Salespeople must learn to build value for the customer in 
the product they are offering. This can be accomplished 
by simply listening to what the customer is looking for in 
a home; showing them what you have that best fi ts their 
needs and desires; and letting them get excited about it. 

“Ask ‘Why are you looking for a new home? What dream 
you are trying to achieve?’ Then price becomes less of an is-
sue,” says Robbins. “Find out what is of value to them, and 
then make sure they know that they are getting that. Then 
they won’t be so all fi red up to get extra concessions.”

“I worked for a guy in Orlando that used to say the last 
thing you want to hear at a homeown-
er orientation is, ‘I didn’t know we 
were getting that,’” says Christopher 
F. Coleman, president of The Dear-
born-Buckingham Group, a builder 
in Northfi eld, Ill. “That means they 
didn’t pay for that. That means you 
didn’t need to include it. It wasn’t 
part of their buying decision.”

Profi t Killer: Poorly managed fi eld operations
Builders can get a bit lax in the way they do things in the 
fi eld. They don’t look for new processes and ways to be 
more effi cient, not realizing the fi nancial impact of a few 
weeks or months of extra construction time.

“It doesn’t sound like a big deal, ‘That home should have 
taken us three months, but it took us four,’” Stephani says. 
“But it really saps your resources.” Your ability to build a 
home in the appropriate amount of time costs you a lot 
more money than you think.

“To build a home in three months takes X number of 
hours and supervision. If it takes four months, you’ve 
spent as much as an additional 33 percent on that home. 
Time is money,” says Stephani. “Frankly, quality suffers 
too when the schedule gets dragged out. Believe it or not, 
the faster you build — within limits — the higher the qual-
ity of the home.”

Remedy: Organize and document your processes
Take a look at your operations to determine where break-
downs are occurring. You need documented, repeatable 
procedures that will make the production of a home fl ow 
smoothly and according to schedule.

“Most small builders create a system in their 
mind, but they don’t share it with everybody.” 
— Tom Stephani, builder consultant, Custom Construction Concepts (

[ PROFIT KILLERS ]
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“Too many times it’s haphazard,” says Stephani. “‘Oh, 
this is the way we do it — through the start order out 
there and let’s go.’ The problem is most small builders 
create a system in their mind, but they don’t share it with 
everybody. The only way that you can share it with people 
is if it’s in writing.”

The process starts way before you get out in the fi eld. 
Builders need to establish a system that covers having well-
thought-out and communicated plans and specs; comple-
tion of the estimate (using a dedicated staff member or if 
possible, an estimating program); purchasing (P.O. track-
ing is a must); selection of trades; and fi eld start orders, 
change order procedures and selection protocol.

“It’s important to have complete and accurate informa-
tion before you start and that all the paperwork is in and 
complete from sales,” says Coleman.  “Don’t be so anx-
ious that you end up starting with incomplete informa-
tion that will lead to a delay at some point in the construc-
tion cycle.”

He suggests having scheduling systems in place that 
eliminate “dry runs” for trades  where they make un-
necessary trips to the job site because the previous trade 
hasn’t fi nished, the materials aren’t in, etc., and the trade 
can’t get the work done. 

“You need to have a relatively sophisticated — which 
doesn’t mean expensive — system,” Coleman says. 

These are things that consultants, speakers and train-
ers stress to builders all the time, but it’s hard to get a 
hold of these issues easily.

“I think plans and specs, estimating and purchasing all 
go into making the production process smoother,” says 
Stephani. “But they are all separate functions. If you’ve 
got good plans and specs, good estimating and purchas-
ing practices, then it’s going to make your production 
processes better as well. A bad production process could 
take all that hard work and throw it in the trash can.”

Profi t Killer: Inaccurate, infrequent or ignored man-
agement reports
Accurate management reports help you see what’s go-
ing wrong. The key to plugging the leaks is fi nding the 
leaks. The data refl ected in these reports must be accurate 
— garbage in, garbage out. And they should be reviewed 
monthly. Having a profi t report at the end of the year is 
too late.  

“That’s like sending a rocket to the moon that’s off 
course by 1/10 of one degree,” says Robbins. “You better 
be able to make a mid-course correction, because by the 
time it gets out that far, it’s way wide of the moon.”

Management-oriented reports are more helpful than 
accounting reports because they are more likely to clarify 
where the variances are.

“How long does it take to build a house? If we have bud-
geted building costs of $100,000 and it costs $500,000, 
or if we have warranty expense budget of ¼ of a percent of 

a house and we’re at ½ a percent — those are leaks. We’ve 
got to measure those things.”

Remedy: Spend the money, address warning signs
If you’re a smaller builder, you may want to hire someone 
to tally these reports for you, or if you can, invest in an 
automated management reporting system. It’s a worth-
while expense.

“We are too chintzy in our industry about spending 
money for systems and training,” says Robbins. “Every 
other industry I know of spends between a half a percent 
and one percent of their annual revenue on technology. 
In this industry we spend less than a tenth of a percent. 
We are  woefully behind.”

And when you spot a problem, have a plan of attack.
“We work with some guys that have really good mar-

gins,” says Robbins. “Almost without exception, when 
they get to a variance they put a multi-talented, multi-dis-
ciplined, multi-stake holder task force together, to fi gure 
out what went wrong and how to fi x it.” 

This list of “profi t killer cures” is by no 
means exhaustive. You can invest 
in landscaping to increase curb 
appeal and your asking price; 
work to deliver a defect-free 
home to save on callbacks 
and warranty costs; and re-
duce construction site waste. 
You get the idea. It’s worth it 
to consider areas of waste in 
your company that can easily be 
avoided. PB

Here are tips from Jerry Rouleau, owner of housing industry PR and 

marketing fi rm J. Rouleau & Associates.

Target ad dollars to the right media: “In today’s market, the best 

ad dollars are spent on improving and updating a builder’s Web site. 

Most of the big and small builders are fi nding that their best and 

least expensive leads are coming from the Web.”

Establish a customer relations budget: “Builders have a cus-

tomer service budget for service calls. They don’t have a budget for 

staying in touch with past customers.” That’s one huge way to track 

and follow up on possible referrals.

Use e-mail marketing to generate more “be-backs:” After an 

initial visit to your sales offi ce or model, prospects aren’t likely to be 

sold over the phone or through the mail. “Builders need to collect 

more e-mail addresses and do more ongoing e-mail marketing cam-

paigns –– with a call to action to get them back in.”

Profi t Cultivators: Sales and Marketing

www.ProBuilder.com  July 2008 / Professional Builder
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Professional Builder Magazine and the NAHB Design Committee announce the…

CALL  FOR ENTRIES

25 th
 Anniversary

Entries are now being accepted for the 25th Anniversary 
Best in American Living Award—

the most prestigious 
residential design competition in the industry.

Builders, architects, designers, 
remodelers, developers, land planners 
and interior designers are invited to 
enter their most creative, innovative 
projects in 36 categories.

The BALA 08 prizes will be awarded 
during the 2009 NAHB International 
Builders Show® at a spectacular 
evening celebration honoring those 

industry leaders who submit projects 
that best define the standard of 
excellence in the residential building 
industry. Be part of BALA 08. 
Register today!

For complete category information, 
judging criteria and the BALA 08 
registration form, go to 
www.ProBuilder.com/BALA

HURRY!
ENTRY DEADLINE

EXTENDED TO
JULY 31ST!

Notebooks due 
August 7th

pbx0807h_balaSPRD.indd   1 6/5/2008   1:35:55 PMPBX080701-MAG   24PBX080701-MAG   24 6/17/2008   11:13:25 AM6/17/2008   11:13:25 AM

Submit your winning designs in 
these categories:
• Single-Family  Detached
• Single-Family Attached
• Custom Home
• Spec Home
• Affordable Housing
• HUD Secretary’s Award for Excellence
• Rental Homes
• Community Design
• Smart Growth

Interior Design
• Best Kitchen
• Best Bath
• Best Specialty room
• Best Detail
• Best Amenity/Facility

(Some categories are 
sub-divided according to 
project size. See the BALA 08 
Registration Form at 
www.ProBuilder.com/BALA 
for details.)

ENTRY DEADLINE 
EXTENDED TO
JULY 31ST!
Notebooks due August 7th
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Professional Builder Benchmark 
and AVID Leadership Conference 

Tools for the TurnaroundTools for the Turnaround

 Sunday, Oct. 5 —   
 Tuesday Oct. 7, 2008

 Arizona Biltmore 
 Resort & Spa

 Phoenix 

In 2008 Professional Builder and AVID Ratings join forces to create the 
most comprehensive management conference for the building industry: 
the Professional Builder Benchmark and AVID Leadership Conference. 

 ■ Meet us at the historic and architecturally signifi cant Arizona Biltmore Resort & Spa to  
  address the issues of preparing your company for the coming business turnaround. 

 ■ Hear stimulating keynote speakers Terry Jones, founder of Travelocity.com and Neil Howe,  
  historian, economist and demographer discuss how today’s decisions can make or break  
  your business future.

 ■ Participate in robust roundtable sessions on customer loyalty, business execution, and  
  leadership development.  Learn what the best builders in America are doing now to ready  
  their companies for better times. 

 ■ Celebrate the achievements of the National Housing Quality Award winners, 
  2009 Builder of the Year, and AVID Award winners.

The Professional Builder Benchmark and AVID Leadership Conference provides an 
unmatched networking environment you don’t want to miss!

For program details and registration visit www.ProBuilder.com/Benchmarkwww.ProBuilder.com/Benchmark
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Taylor Morrison employee 
Janice Cooper has a one-
year-old grandson named 
after Taylor Hawkins of 
the Foo Fighters and Jim 
Morrison of The Doors. Six 
months after his birth, Taylor 
Woodrow and Morrison 
Homes merged and changed 
the company name to 

Taylor Morrison, and she 
realized her grandson 
shares his name 
with her employer. 
Maybe he’ll mimic 
builder/bluesman 
Albert Cummings 
of Williamstown, 
Mass., as 
homage to both. 

BRAND 
NAME

sellit

Get ’em qualified [ page 29 ]

Do you know how to sell to the single 
woman? [ page 30 ]

INSIDE

Photo: Taylor Morrison-Phoenix Division
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Vehicle shown with equipment from an independent supplier. See Owner’s Manual for information about alterations and warranties.
*Always use safety belts and the correct child restraint for your child’s age and size, even in vehicles equipped with air bags. Children
  are safer when properly secured in the rear seat in an appropriate infant, child or booster seat. Never place a rear-facing infant restraint
  in the front seat of any vehicle equipped with an active frontal air bag. See the Owner’s Manual and child safety seat instruction for more
  safety information. 

©2008 GM Corp.

2008 CHEVY KODIAK No other competitor in classes 6 and 7 offers dual air bags.* Other Kodiak safety features include an energy 
absorbing steering column, standard daytime running lamps and oversized mirrors. Drive with peace of mind. And keep your 
construction business running smoothly. 800-TO-CHEVY or chevy.com/mediumduty
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Help for Client Credit Woes
Tougher mortgage standards shouldn’t mean a loss in sales. Smart 
programs can get quality but credit-challenged customers qualifi ed.

[ NEW HOME KNOWLEDGE ]

Anyone associated 
with home building 
already knows that 

guidelines at Fannie Mae and 
Freddie Mac have changed 
dramatically since the be-
ginning of the year. At last 
count, there were more than 
160 modifi cations to under-
writing guidelines issued in 
2008. The number will un-
doubtedly get higher, mak-
ing 2008 infamous for hav-
ing the most revisions to the 
mortgage underwriting stan-
dards in the last 50 years.

Many home builders view 
the changes as simply more 
“piling on” for an industry 
already under siege. I recent-

ly spoke to a well-respected 
home builder who used the 
changes in mortgage under-
writing to explain his com-
pany’s poor performance in 
2008. “Fifty fi ve percent of 
our sales last year were to ho-
meowners with credit scores 
under 680, and today we just 
can’t get customers with those 
scores qualifi ed at any kind of 
acceptable interest rate. It’s no 

wonder our sales are down 40 
percent.” 

Although I understand the 
problem, I respectfully dis-
agree with the conclusion. 
Sure, low-credit score borrow-
ers and those with little or no 
cash are having a very diffi cult 
time qualifying for a home 
mortgage. But for 30-plus of 
the last 40 years, low-cash/
low-credit buyers were unable 
to qualify for a home, and yet 
the industry still found a way 
to sell a lot of homes. 

So it’s with a sense of his-
tory that forward-thinking 
builders are looking at their 
playbooks from 15-plus years 
ago to reinvent their compa-

nies’ qualifi cation process. 
So what should you do? Be-

gin by making the mortgage 
qualifi cation process more 
central to the overall sales pre-
sentation at your company. 
The standby question “Are 
you pre-qualifi ed?” is a sure 
way to embarrass buyers and 
get a less-than-honest answer. 
The better way to approach 
the subject is: “Our fi nancing 

is like our homes: tailored to 
the needs of our buyers. Tell 
me about your situation.”

Next, establish a goal based 
on the percentage of 2008 
home buyers who initially 
were able to qualify for a mort-
gage but were able to become 
approved via “The Home 
Buyers Club.” Under this 
program, credit-challenged 
customers work through their 
fi nancing issues over months 
to become eligible to qualify. 

The program is introduced 
to the customer by telling 
them the great news: they’re 
ready to become a homeown-
er, and that although it might 
take some time to get them 
qualifi ed, you have plans de-
pending on their ability to 
meet certain criteria.

Sure this process is tough 
work and does not produce 
immediate results. But think 
about the alternative: end-
less price negotiations with 
well-qualifi ed buyers versus 
working a little overtime for 
a marginal credit buyer who 
has few options. It seems like 
an easy decision for me. PB

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

Rymer’s 
Rules

For 30-plus of the last 40 years, low-cash/
low-credit buyers were unable to qualify for 
a home, and yet the industry still found a way 
to sell a lot of homes.

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

EA
D

ONLINE

DEAL WITH 
FINANCING EARLY 
Finding customers 
willing to purchase 
is only half the 
battle. Getting 
them committed to 
making sacrifi ces for 
homeownership is 
where the real selling 
begins.

DON’T OUTSOURCE 
FINANCING 
PROBLEMS TO 
YOUR MORTGAGE 
COMPANY 
Take ownership 
for getting credit-
challenged customers 
qualifi ed.

SET SALES GOALS 
FOR CUSTOMERS 
WHO INITIALLY 
DIDN’T QUALIFY 
It’s more work but 
less competition and 
higher margins for 
builders willing to do 
the heavy lifting.

By John Rymer, New Home Knowledge
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[ MARKET DEMOGRAPHIC ]

Numbers
Don’tLie

By Susan Bady, Senior Editor, Design

Single women are a demographic that’s just too big for home 
builders to ignore. A 2007 survey by the National Association 
of Realtors found that single women comprise 20 percent of 
home buyers. Comparatively, only 9 percent of home buyers 
are single men. 

Unmarried female home buyers are a diverse group that in-
cludes young singles, single mothers, middle-aged divorcees, 
widows and seniors. Among them are women who seek to 
establish a household with one or more friends. 

But builders have some catching up to do. Although some 
builders do an effective job of catering to this market, it’s 
largely overlooked, says Melinda Brody, an Orlando-based 
sales training expert.  “I think that when single women visit 
a community, they feel like outcasts because the world is still 
couple-oriented,” says Brody. “Home builders need to em-
brace them and not make them feel isolated just because they 
don’t have a partner.” 

Jacobs Homes in Deerfi eld, Ill., attracts a signifi cant num-
ber of single female buyers. “We’ve found that single men 
only think about buying a home once they get married, but 
single women are natural nesters who know real estate is a 
great investment,” says Juli Jacobs, director of marketing. 
“They have the college degrees, the jobs and the money.”

A 2006 study by the Joint Center for Housing Studies at 

30

Accounting for one-fi fth 
of home buyers, single 
women are a formidable 
market niche. And they’re 
not waiting for Prince 
Charming to buy them a 
palace. 
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BATHROOMS WITH SOAKING TUBS and other spa-like amenities provide a 

welcome respite at the end of a long, hard day — something single mothers 

especially appreciate. 

Photo: Philip Wegener
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20
Percentage of single
 female home buyers

 in 2007. 
Source: National Association 

of Realtors
[ ]

1. Open fl oor plan

2. Low-maintenance exteriors

3. Home offi ce or offi ce alcove

4. Outdoor living area

5. “Me space,” such as a spa-like 

     master bath

6. Guest bedroom(s) 

7. An attached garage

8. Ample closet space/storage 

Top Home Features 
for Single Women
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[ MARKET DEMOGRAPHIC ]

Harvard University revealed that nearly 40 percent of unmar-
ried female home buyers are middle-aged (45 to 64 years old) 
and therefore more established in their careers and earnings 
than younger buyers.

Bob Hafer, a sales trainer based in Dallas, thinks the priori-
ties of single women are signifi cantly different from those of 
single men. 

“Single guys are interested in the toys, the extras, whereas 
single women are more practical,” says Hafer. “They want a safe 
environment that’s close to shopping, work and family, if they 
have family members in the area. And they want features that 
make living in the home easier for them.” 

Whereas single men tend to take it on 
faith that their new home will be a good 
investment, single women are more cog-
nizant of resale value. “They want some-
thing that is more manageable — perhaps 
smaller, but it has to be a good value.”

Making Connections
Each sub-group of single females is likely 
to be looking for something a little differ-
ent, and the qualities are diverse. 

Connection
Single mothers, for instance, check out the neighborhood to 
see if there are other families with whom they might be able 
to connect, says Maxine McBride, president of Clockwork 
Marketing Services, a marketing and public-relations fi rm in 
Ponte Vedra Beach, Fla.  

Lifestyle
“Single moms don’t have a built-in babysitter at home,” says 
McBride. “And they’re looking for access to schools and activi-
ties for their kids. That’s even more important because they’re 
stretched so thin. So your sales approach has to be very much 
about, ‘This is how your life can be easier if you live here.’”

Security
Security is another feature that should be played up. “You 
want to talk about the fact that it’s a gated 
community and how the gate works, and 
whether the perimeter is secured, and 
that there are street lights throughout 
— things that make people feel safe,” 
McBride says. Other big pluses are low 
maintenance exteriors that don’t require 
painting and lawns that are mowed by 
a maintenance crew, features that allow 
single women to budget much-needed 
R&R.

Social Environment
Even more important, McBride says, are opportunities to 
socialize within the community. One very popular amenity 
nowadays is the dog park, a great place for pet owners to get 
acquainted. 

Community
McBride suggests that builders offer the use of their commu-
nity centers to charitable organizations for fundraisers and 
other events. “That makes a real strong connection with the 
female buyer — that you are willing to host something for 

charity in your community. It gives them 
good feelings about who you are.” 

Accessibility
Jacobs says single women will buy in the 
suburbs as long as the community is acces-
sible to work, shopping and transportation 
corridors into the city. “Let’s face it: a single 
woman doesn’t want to hang out at a sub-
urban grocery store,” she says.

Effi ciency
One of the reasons that single women buy 

new homes at twice the rate of single men is because “they 
want that warranty,” says Anne Olson, principal of Olson Ar-
chitecture in Niwot, Colo. “They don’t want things to be fall-
ing apart, and they want to know what they’re getting. And a 
new home is always going to be more energy-effi cient than 
an older one.”

‘Me’ Space
“Me” space — a place to escape the stresses of daily life — is 
vitally important to these buyers, Olson says. It may mean a 
spa-like bath with a soaking or aromatherapy tub or a retreat 
in the master bedroom where they can kick back and read or 
listen to music. 

Amenities
Susan Gunyou, director of sales and marketing for Reardon 

Brothers Custom Homes in Bluffton, 
S.C., fi nds that women tend to be less 
interested in communities that are de-
signed around a single amenity, such as 
golf. A variety of amenities (swimming 
pool, tennis courts, bike paths and so 
on) appeals more strongly. 

But don’t assume that what sells at 
one community will sell at another. Use 
focus groups to provide insight into what 
potential buyers are thinking. 

“Compared to the cost of fi xing a proj-
ect once you’ve started it, the expense 

54
Percentage of 

U.S. population 
that was unmarried, 

female and 18 or 
older in 2006 

Source: U.S. Census Bureau

[ ]

1. Multiple recreational amenities

2. Security gate or gatehouse

3. Dog park

4. Community center

5. Attractive entry and landscaping

6. Well-lit streets and walking paths

Top Community Features 
for Single Women
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of a focus group is nominal,” McBride 
says. “Many times a builder will say, ‘I’ll 
just get a bunch of people together and 
ask what’s important to them.’ But if 
you’re doing it yourself with your own 
product, there’s no way you can remain 
objective.” 

Outside professionals know how to 
recruit people who fi t the profi le of your 
intended buyer and solicit valuable feedback without taking 
any of the comments personally, she says.

Selling Dos and Don’ts
This may be the 21st century, but some new-home sales-
people still cling to outdated approaches that alienate single 
women, says Brody. The most important role a salesperson 
can play is trusted adviser and confi dante. “It would behoove 
a salesperson to be a good listener and pour on the empa-
thy,” she says. “For some women, it’s their fi rst time buying 
a home and they’re kind of nervous.” 

Not all salespeople are good at follow-up. “They’re already 
moving on to the next sale when they should be communi-
cating via phone and e-mail with updates on the community 
and alerts about parties and other events — anything that 
personalizes the experience,” she says.

Another way to cement relationships with customers is 
by introducing them to other buyers who have similar inter-
ests. “Single women need a support network,” Brody says. 
“They may have relocated to the area for work and don’t 
know other women. They’d like to hook up with other single 
women who have kids or dogs or are into yoga or photogra-
phy or running.” 

Never insult a single woman by asking if her husband 
or signifi cant other will be along later. “Salespeople cannot 
assume that because a woman is 
single, she’s going to have a diffi cult 
time making the purchase,” says 
McBride. “That’s the worst thing 
they can do.” Brody says a politically 
correct way to ask the question is, 
“Who, in addition to yourself, will be 
making this decision?” 

Obviously, salespeople should 
avoid getting too personal with their 
questions. But they might ask, “How 
many people are going to be living 
in the house?” in order to fi gure out 
how many bedrooms a buyer needs. “Usually buyers open 
up and tell you they’re single or recently divorced,” Jacobs 
says. 

Hafer believes there’s one selling principle that applies 
regardless of age, income and other differentiating factors: 
discovery. 

 “There will be differences, but a sales-
person cannot assume he or she knows 
what those differences are. The key is lis-
tening, understanding and then infl uenc-
ing according to the interest of the indi-
vidual.”

Target the Market
Jacobs Homes has two active communi-

ties in the Chicago suburbs that are drawing a signifi cant 
number of single women (15 percent at one community 
and 29 percent at the other). Most are between 30 and 40 
years old and buying attached single-family homes in the 
$300,000 to $400,000 range. Jacobs uses a combination 
of print advertising, direct mail and e-mail blasts to reach 
out to them. 

Clockwork Marketing has planned a number of events to 
market new communities to single women, including Meet 
Your Neighbor Night, Movie Night and the “Shop Hop,” a 
day trip to a shopping mall. “The Shop Hop is a great way to 
get a whole bunch of women on a bus,” says McBride. “You 
have all this time to talk to them about your community in 
a subtle way. A couple of mimosas don’t hurt in getting the 
information down, too.” Be sure to follow up after the event: 
“Offer a great prize as an incentive to get prospective buyers 
to register.” 

Brody encourages home builders to not just think outside 
the box, but to smash that box with a hammer. 

“In my opinion, builders are too conservative when it 
comes to marketing,” she says. “If I wanted to attract single 
women to a new community, I’d focus on the predominant 
age group and what they might like.”

Her suggestions include:
•  Hosting a day of holistic Zen activities, co-sponsored by a 

local spa and complete with lit candles, 
New Age music, herbal tea and chair 
massages. At the end of the day, distrib-
ute spa coupons. 

•  Organizing a “Sex and the City” mov-
ie party where Cosmos are served at 
the community center or sales offi ce. 

•  Inviting single mothers to tour a 
community on a weeknight. Keep the 
sales offi ce and models open until 9 
or 10 p.m. and provide a sit-down 
dinner or buffet and entertainment 
for the children.

“Working single moms pick up their kids from day care 
around 7 p.m.,” she says. “They’re bringing home boxed 
dinners so they don’t have to eat out for the 19th time. On 
weekends, they don’t have time to shop for a new home. If 
your sales offi ce is open when they’re actually available, you’re 
more likely to capture their interest.” PB
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10.4
Millions of single 

mothers living with 
their children in 2006

Source: U.S. Census Bureau[ ]

44
Percentage of female 

buyers who are 
unmarried and at least 

45 years old (12 percent 
are seniors) 

Source: Joint Center for Housing Studies 
at Harvard University, June 2006

[ ]
pbx0807sell_singlewoman_ID   33pbx0807sell_singlewoman_ID   33 6/20/2008   2:27:36 PM6/20/2008   2:27:36 PM



Introducing 
Tru-Defense™ Door Systems.

New door bottom sweep 
Dual bulb and fi n sweep 
maximize water resistance.

New profiled sill 
Higher profile sill sits tighter to 
door bottom, preventing air and 
water infiltration.

New corner seal pad 
Patent-pending design 
eliminates water penetration.

New multi-point locks 
Increase rigidity for enhanced 
integrity and security.

Introducing 
Tru-Defense™ Door Systems.

New door bottom sweep 
Dual bulb and fi n sweep 
maximize water resistance.

New profiled sill 
Higher profile sill sits tighter to
door bottom, preventing air and 
water infiltration.

New corner seal pad N
Patent-pending design P
eliminates water penetration.

New multi-point locks 
Increase rigidity for enhanced 
integrity and security.

Beauty Begins With 
Dependable Performance.

Take foul weather out of the picture. Tru-Defense entry and 
patio door systems are engineered to keep wind out, fl oors 
dry and homeowners satisfi ed. And that’s a beautiful thing. 
Get more information at www.thermatru.com/trudefense.

Tru-Defense patio door systems also available .

030548therm_BSF_ProfBuilder.indd   1 12/13/07   5:18:38 PM

For FREE info go to http://pb.ims.ca/5647-9
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OPEN
INVITATION

Emulating late 19th-century English 
Arts and Crafts design, this foyer 
welcomes guests to the Cumbria 
model at Windermere on the Lake in 
Stamford, Conn. An interior window 
flanks the staircase, drawing light 
from the adjacent family room into 
the triple-height foyer. All the homes 
at Windermere have extensive bays 
of casement windows that capture 
views of the park-like surroundings. 
For inspiration, architect Roger 
Bartels looked to the work of C.F.A. 
Voysey, a leading architect of the Arts 
and Crafts movement in England.

designit
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The envelope, please: 50+ Housing 
Awards [ page 36 ]

INSIDE

Photo: Gabrielsen Photography
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50+ 
Housing 
Awards
Professional Builder presents the winners of the NAHB 
50+ Housing Council’s Best of 50+ Housing Awards.

By Kristin Foster and Jennifer Powell, Staff Writers

Consider the retirement communities of your father’s day no more. The 
gold winners from this year’s Best of 50+ Housing Awards are proof 
that home builders have thrown the dated retirement home concept out 

the window and are approaching housing for older consumers in a completely 
different way. And the biggest signifi er that things have changed is variety. This 
year’s winners are communities and homes that vary not only in type and pur-
pose, but also in design, target market, size and amenities. In the Best of 50+ 
Housing Awards, you will fi nd excellent design and smart marketing projects 
that cover all the bases. 

The National Association of Home Builders’ Best of 50+ Housing Awards en-
courage quality and innovation by giving national recognition to the latest trends 
in active-adult and service-enhanced housing. This year, the judges awarded 
more than 100 entries in more than 50 categories for excellence and innovation 
in the design, development and marketing of housing for the 50-plus bracket.

As you look through the winners, notice this year’s trends of the 50-plus mar-
ket the judges noted:

•  High-density projects on smaller plots of land
•  A focus on energy-effi ciency and sustainable 

building materials
•  Amenities geared toward wellness, spiritual-

ity and meditation as opposed to just physical 
well-being

•  Continuing education opportunities through 
nearby colleges and universities

•  Maintaining home quality without the “bigger 
is better” mentality

Meet the Judges
ACTIVE-ADULT CATEGORY
Norman Cohen
NSC Residential, Atlanta

Chuck Covell
Covell Communities, Gaithersburg, Md.

Wendy Pieper
Builders’ Design Inc., Gaithersburg, Md.

Dick Willhoit
Estrella Associates, Paso Robles, Calif.

Doug Van Lerberghe
Kephart community :: planning :: architecture, Denver

SERVICE-ENRICHED CATEGORY
Douglas Ahlstrom
KKE Architects, Las Vegas

Kevin Glover
Erickson Retirement Communities, Baltimore

Evelyn Howard
Howard & Associates, Bethesda, Md.

Doug Pancake
Irwin Pancake Architects, Costa Mesa, Calif.

MARKETING CATEGORY
Kate Brennan
Mary Cook & Associates, Chicago

Janis Ehlers
The Ehlers Group, Fort Lauderdale, Fla.

Bob Karen
Symphony Village, Owings Mills, Md.

Jennifer McKee
The McKee Group, Springfield, Pa.
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In building Adams Farm, Brendon Homes paid 
great detail to retaining the rural farm environ-
ment. The community has a classic New England 

motif, with hand-carved wooden signs and sprawling 
white fences. This feel is enhanced by the commu-
nity’s clubhouse, The Morgan Club, which is built 
in classic farmhouse style. Brendon Homes added 
extra detail to embody the classic New England aes-
thetic of country living, from cathedral ceilings and 
crown moldings to custom millwork 
and red oak hardwood fl oors. Extra 
care was taken to provide the neces-
sary features for the 50+ consumer, 
such as minimal steps in the front 
entry; extra wide doors into and with-
in the home; and varying countertop 
heights.

Project Name: Adams Farm

Project Location: Shrewsbury, 

Mass.

Developer/Owner: Brendon Homes, 

Southborough, Mass.

Architect: Shane Structures, 

Hopkinton, Mass.

Builder: Brendon Homes, 

Southborough, Mass.

Marketing Firm: Prime Time 

Communities, Littleton, Mass.

Interior Designer: Design East 

Interiors, Exeter, N.H.

Photography: Rixon Photography

Metropolitan Homes partnered 
with the local transit authority to 
plan a community that revolved 

around the local light rail. The home 
builder designed Vallagio at Inverness to 
give residents easy access to Denver by 
creating a covered pedestrian connection 
between the community and the light rail 
station. Metropolitan Homes created six 
different product series in a variety of 
styles, prices and sizes. All of the houses 
have several aging-in-place features that 
include large kitchen islands for easy ac-
cess to all appliances and large doorways. 
The three-story townhome product series 
comes with optional personal elevators.  

Project Name: Vallagio at Inverness

Project Location: Englewood, Colo.

Developer/Owner: Metropolitan Homes, Denver

Architect: Kephart community :: planning :: 

architecture, Denver

Builder: Metropolitan Homes, Denver

Interior Designer: Design Works, Denver

Photography: Steve Hinds Inc.

� Gold Award for Best Overall Community – Small (Up to 100 Homes)/
Best Clubhouse Interior Design – Small

� Gold Award for Best Overall Com-
munity – Midsize (101 to 750 Homes)

Easy Farm 
Livin’

A Light Rail 
Community

Vintage Communities and Pulte Homes focused 
the design of Village at Deaton Creek by Del 
Webb around lifestyles. They realize the hom-

eowners are at a point in their lives where they can 
spend more time doing activities they love. The hous-
es have open kitchens and great rooms that make en-
tertaining easy and a covered lanai that can be used 
year-round. Features also include wide hallways, low-
er thresholds and levers instead of door-
knobs. A 35,000-square-foot clubhouse 
with a fi tness center, library, gourmet 
kitchen, meeting room, billiards room, 
arts and crafts multi-purpose room and 
an indoor lap pool round out the com-
munity. Outdoor amenities include a la-
goon-style pool, tennis courts, space for 
bocce ball, trails and a children’s play-
ground for visiting grandchildren.

Project Name: Village at Deaton Creek 

by Del Webb

Project Location: Hoschton, Ga.

Developer/Owner: Vintage 

Communities/Pulte Homes, Duluth, Ga.

Architect: Pulte Homes, Duluth, Ga.

Builder: Pulte Homes/Del Webb, 

Duluth, Ga.

Marketing Firm: Anderson 

Communications, Hilton Head Island, 

S.C.

Interior Designer: DEI, Kennesaw, Ga.

Photography: Warren Bond 

Photography

� Gold Award for Best Overall Community – Large (Over 750 Homes)

A Community 
That Plays
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The focus of Stonebridge of Lake 
Bluff is the fl oor plan, The Hamp-
shire. This fl oor plan centers on 

fi rst-fl oor living with additional spaces. 
The design has wider hallways and 
doorways, easy opening doorknobs and 
shower entries that can adapt to wheel-
chairs if needed. The den, adjacent to a 
half-bath and the master bedroom, can 
turn into a second bedroom, and the 
half-bath can become a full bathroom. 
The dining room can be turned into a 
den. A few of the amenities in the com-
munity include a business center and a 
fi tness center.

Project Name: Stonebridge of Lake Bluff

Project Location: Lake Bluff, Ill.

Developer/Owner: Stonebridge of Lake Bluff, Lake 

Bluff, Ill.

Architect: Myefski Cook Architects, Glencoe, Ill.

Builder: New England Builders, Skokie, Ill.

Marketing Firm: Leibson, McGrath, Mankedick, 

Northbrook, Ill.

Interior Designer: New England Builders, Skokie, Ill.

Photography: Soft Mirage, Jess Smith

� Gold Award for Best Home 
Design – Over 2,400 Square Feet/
Best Overall Website/Best Overall 
Sales Center

No Bluff

Four Seasons Charlottesville, Creston II, has 
600 detached single-family homes with 
spacious fl oor plans, just as K. Hovnanian 

Homes intended it. The home’s living room and 
dining room are open to each other, so if a hom-
eowner doesn’t want a formal living and dining 
room, the room can be combined. The kitchen and 
family room sit at the back of the house where a 
wall of windows offers natural light. The kitchen’s 
peninsula sink with a bar top, which faces 
the family room, offers a place to gather for 
drinks. The master bathroom has his-and-
her sinks along with his-and-her closets in 
the master bedroom. The design is fl exible 
in terms of space, but it is also universally 
designed for future use. The bathroom 
is reinforced for grab bars to be added if 
needed, and the shower is wide enough for 
a wheelchair. State of the art wiring is avail-
able with optional panic cell remotes.

Project Name: K. Hovnanian’s Four 

Seasons Charlottesville, Creston II

Project Location: Ruckersville, Va.

Developer/Owner: K. Hovnanian’s 

Four Seasons Active Adult 

Communities, Chantilly, Va.

Architect: K. Hovnanian Homes, Cary, 

N.C.

Builder: K. Hovnanian Four Seasons 

Active Adult Communities, Chantilly, Va.

Marketing Firm: SB&A, Richmond, Va.

Interior Designer: Design Works, 

Fairfax, Va.

Photography: Alan Goldstein 

Photography

� Gold Award for Best Home Design – 1,701 to 2,400 Square Feet

Flexible Home 
Design

The Preserve at Saddlebrooke, Sabino, is noth-
ing short of luxury. Robson Communities 
added Old World craftsmanship to the archi-

tecture. The design is an intricate layer of indoor 
and outdoor living areas with age-specifi c design 
elements. The home is one story, which makes it 
easy to navigate. Extra-wide hallways give room for 
wheelchairs or scooters if they’re needed. 
A walk-in shower allows easy maneuver-
ability, and a comprehensive Homeowners’ 
Association plan provides no-maintenance 
living. There is also an option for separate 
sleeping quarters as the homeowners age; 
a full guest suite with a private bath is 
located at the opposite side of the home. 
The front of the home boasts a casita, and 
homeowners also have studio space with 
a main great room or bedroom, a private 
bath and a sink or wet bar.

Project Name: The Preserve at 

Saddlebrooke, Sabino

Project Location: Tucson, Ariz.

Developer/Owner: Robson 

Communities, Sun Lakes, Ariz.

Architect: BSB Design, Scottsdale, 

Ariz.

Builder: Robson Communities, Sun 

Lakes, Ariz.

Interior Designer: Robson 

Communities, Sun Lakes, Ariz.

Photography: Mark Bolsclair

� Gold Award for Best Home Design – Over 2,400 Square Feet

Comfortable 
& Upscale 
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Put tomorrow’s 
technology in your 
plans today.

Technology is always changing. You want to know that 
what you have today won’t be obsolete tomorrow. AT&T 
Connected CommunitiesSM ensures that your homeowners 
have all of the high speed Internet, Advanced TV, and voice
necessities of modern living. AT&T’s state-of-the-art network,
incorporating fiber technology, delivers next-generation 
services to your communities. Call today and maximize the 
value of your community both now and for the future.

To learn more, call 1-888-899-9048
or visit att.com/communities
For FREE info go to http://pb.ims.ca/5647-10
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Chestnut Oaks Condominiums embodies a 
sense of community of high luxury and with 
a high quality of life. The condos have sev-

eral strategies to bring together the residents and the 
community. They throw thematic lunches and events 
with great food and a chance to socialize. Commu-
nity activities such as fi eld trips on a free shuttle to 
local shopping, church services, cultural outings and 
entertainment cater to active homeowners. A movie 
theater hosts a weekly movie night with popcorn. 
And if that wasn’t enough, residents reach 
out to the local community by adopting lo-
cal groups and networking with the nearby 
community college; in turn, the groups 
provide on-site services for residents.

Project Name: Chestnut Oaks 

Condominiums

Project Location: Fort Washington, 

Md.

Developer/Owner: Poretsky Building 

Group, Washington, D.C.

Architect: Grimm + Parker Architects, 

Calverton, Md.

Builder: Meridian Construction Co., 

Gaithersburg, Md.

Marketing Firm: Joint Venture, 

Baltimore

Interior Designer: Peristyle, 

Baltimore

Photography: Kenneth M. Wyner

� Gold Award for Best Attached Home Community (Any Size)

All About the 
Community

Metropolitan Homes was sensitive when the 
company designed Vallagio at Inverness, 
Moscato. The fl oor plan sets up mainly 

fi rst-fl oor living that has several aging-in-place fea-
tures that can be tapped if needed. Examples include 
the openness of the fl oor plan for ease of mobility, 
a large kitchen island that slows access 
to all appliances, a walk-in shower in the 
master bathroom and wide doorways. 
The developer also partnered with the 
neighboring Inverness Hotel and Golf 
Club to give residents access to its luxury 
amenities. The Moscato provides a main-
tenance-free, lock–and-leave lifestyle with 
all the benefi ts of an urban location.

Project Name: Vallagio at Inverness, 

Moscato

Project Location: Englewood, Colo.

Developer/Owner: Metropolitan 

Homes, Denver

Architect: Kephart community :: 

planning :: architecture, Denver

Builder: Metropolitan Homes, Denver

Interior Designer: Design Works, 

Denver

Photography: Steve Hinds Inc.

� Gold Award for Best For-Sale Attached Home Design – 
Up to 1,700 Square Feet

Universal 
Design

Terra Bella, located only 25 min-
utes from the Las Vegas strip, 
is the only multifamily attached 

project within a golf-oriented master 
planned community in Henderson, 
Nev. The age restricted development 
has a total of 236 condominiums (rang-
ing from 1,423 to 2,200 square feet 
with fi ve different fl oor plans) spread 
among identical 24-unit buildings. 
Builder Westmark Homes took advan-
tage of the signifi cant grade change on 
the site by confi guring it into two levels 
to maximize views of downtown Las 
Vegas. 

Project Name: Terra Bella

Location: Henderson, Nev.

Developer/Owner: Westmark Homes, Las Vegas.

Architect: RNM Design, Newport Beach, Calif.

Builder: Westmark Homes, Las Vegas

Interior Designer: Carol Eichen Interiors, Santa 

Ana, Calif.

Photography: RNM Design

� Gold Award for Best For-Sale 
Attached Home Design – 1,701 to 
2,400 Square Feet

An Oasis on 
the Strip

[ 50+ HOUSING ]
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Steering away from the institu-
tional feel of a typical assisted-
living facility, Grace House has 

taken special measures to make theirs 
look and feel like a regular house. The 
building’s size (two-story, T-shaped, 30 
rooms) was kept purposefully small, 
and the exterior architectural style was 
chosen to match the single family-
homes in the Mid-Atlantic region. De-
sign and furnishings of the common 
areas (concentrated in one wing of 
the building’s footprint) match rooms 
that would be found in a typical home. 
When possible, institutional necessi-
ties such as hand rails and fi re-barrier 
doors are made less conspicuous, giv-
ing Grace House the single-family at-
mosphere it desired.

Project Name: Grace House

Location: Silver Spring, Md.

Developer/Owner: Victory Housing, Bethesda, Md.

Architect: Bennett Frank McCarthy Architects, Silver 

Spring, Md.

Builder: Hamel Builders, Elkridge, Md.

Interior Designer: Aumen Asner, Baltimore

Photography: Kenneth M. Wyner

� Gold Award for Best Assisted 
Living Overall Facility – Any Size

It Feels Like 
Home

41
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Located in Southlake, Texas, a suburb 25 miles 
northwest of Dallas, Watermere at Southlake 
is an attached home development that’s part 

of a 60-acre active-adult community. Watermere’s at-
tached villa and condominium homes are clustered 
in U shapes surrounding groomed motor courts. 
Designer Galier Tolson French used the Texas hill 
country as an inspiration for the exterior, which in-
corporates natural stone, stucco, cedar 
beams and tin roofs as accents. The 
villas come in 10 different fl oor plans, 
with kitchens and bathrooms incor-
porating universal design techniques 
enabling Watermere’s residents to age 
with grace in place. 

Project Name: Watermere at 

Southlake

Location: Southlake, Texas

Developer/Owner: Southlake Care 

Group, Southlake, Texas

Architect: Galier . Tolson . French 

Design Associates, Bedford, Texas

Builder: Integrated Construction, 

Southlake, Texas

Marketing Firm: RC&P, Lubbock, 

Texas

Interior Designer: Faulkner Design 

Group, Dallas

Photography: Doug Handel 

Photography

� Gold Award for Best For-Sale Attached Home Design – 
Over 2,400 Square Feet

High Class 
in the Hill 
Country

Envisioning a modernization for the 30-year-
old continuing care retirement community, 
Friendship Village of Schaumburg, Scha-

umburg, Ill., worked with architecture fi rm Dorsky 
Hodgson Parrish Yue to give the community 
the updates it desired. The existing Friendship 
Village campus comprised 640 independent liv-
ing apartments, 28 independent living cottages, 
99 assisted-living units and 248 skilled nurs-
ing beds. In addition to a shift in the commu-
nity’s philosophy to focus on wellness instead 
of illness, a new six-story, 315,000-square-foot 
building was built to serve as the new campus 
entrance. The new facility consists of both com-
mon areas and 170 more independent living 
apartments.

Project Name: Friendship Village of 

Schaumburg

Location: Schaumburg, Ill.

Owner: Friendship Village of 

Schaumburg, Schaumburg, Ill.

Architect: Dorsky Hodgson Parrish 

Yue, Cleveland

Photography: David Miezel

� Gold Award for Best Continuing Care Retirement Community – Large 
(Over 200 Units)

A Village for 
the Future
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For the Childers Place design team, the phi-
losophy was simple: create a building that 
serves residents, visitors and staff alike. For 

residents, the private units are grouped into house-
holds and neighborhoods that include kitchens, 
dining venues, lounges and healing gardens. 
Workspaces, Wi-Fi and a café and courtyard are 
available for visitors’ comfort. The staff is pro-
vided with a training center, premium space for 
functions and a private employee garden. The 
architecture stays true to Texas’ Panhandle re-
gion and even manages to be both innovative 
and aesthetically pleasing while staying within 
Texas’ strict regulations for nursing facilities.

Project Name: Childers Place

Location: Amarillo, Texas

Developer/Owner: The Bivins 

Foundations, Amarillo, Texas

Architect: Perkins Eastman, Chicago

Builder: Western Builders, Amarillo, 

Texas

Interior Designer: Perkins Eastman, 

Chicago

Photography: Chris Cooper

� Gold Award for Best Special Needs Housing

All Users 
Considered

Built in 1895, Whitman Mill No. 1, a two-story 
former cotton textile mill, is quite possibly 
the least likely place to fi nd senior indepen-

dent living apartments. Having fallen into disrepair 
by the 1990s in a community that was in need of 
affordable 55-plus housing, developer WinnDevelop-
ment worked to restore the mill within the National 
Park Service’s historic preservation guidelines. The 
building, now Whaler’s Place Apartments, compris-
es mostly one-bedroom fl ats, though what was once 
the boiler house now contains town-
house-style apartments. An assisted-
living facility takes up the northern 
portion of the mill building, allowing 
residents to age in place.

Project Name: Whaler’s Place 

Apartments

Location: New Bedford, Mass.

Developer/Owner: 

WinnDevelopment, Boston

Architect: The Architectural Team, 

Chelsea, Mass.

Builder: Keith Construction, 

Stoughton, Mass.

Interior Designer: The Drawing 

Room Interior Design, Byfi eld, Mass.

Photography: Bruce T. Martin

� Gold Award for Best Renovated Housing – Service-Enriched

From Industrial 
to Residential

What’s a city to do with a for-
mer hotel that survived two 
fi res and years of neglect? 

Turn it into affordable senior housing, of 
course. The Snapps Hotel, built in 1907, 
was the jewel of downtown Excelsior 
Springs, Mo., but two fi res left the build-
ing in bad shape. To revitalize the area, 
the city made plans for affordable senior 
housing and sold the old Snapps Hotel 
to developer Carlson Gardner Inc. for 
$1. After a $9.5 million renovation, there 
are 40 apartments that feature preserved 
terrazzo fl oors and a replica of Snapps’ 
original marble staircase.

Project Name: Oaks Apartments

Location: Excelsior Springs, Mo.

Developer/Owner: Carlson Gardner Inc., 

Springfi eld, Mo.

Architect: Stark, Wilson, Duncan Architects, Kansas 

City, Mo.

Builder: DCI Construction, Springfi eld, Mo.

Marketing Firm: Mid America Management, 

Springfi eld, Mo.

Interior Designer: The Hollis & Miller Group, 

Overland Park, Kan. 

Photography: Jeff Nichols

� Gold Award for Best Renovated 
Housing – Multifamily

A Dollar 
Goes a 
Long Way

[ 50+ HOUSING ]
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Project Name: Terravista, The Pavilion

Location: Round Rock, Texas

Developer/Owner: Spicewood Development Inc., Austin, Texas

Architect: Kipp Flores Architects, Austin, Texas

Builder: Spicewood Development Inc., Austin, Texas

Marketing Firm: In House Marketing, Austin, Texas

Interior Designer: Mary DeWalt Design Group, Austin, Texas

Photography: Robert McGee

� Gold Award for Best Model Home Merchandising – Up to 1,700 Square Feet

43
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Project Name: Brookhaven of East Cobb

Project Location: Kennesaw, Ga.

Developer/Owner: Chastain Road Development Partners, 

Atlanta

Architect: CADD, Cartersville, Ga.

Builder: Jim Chapman Communities, Atlanta

Interior Designer: L. Green Studios, Atlanta

Photography: Chris Voith Photography

� Gold Award for Best Clubhouse – Small (Up to 6,000 Square Feet)

Project Name: Meadow Lake Village Grand Lodge

Project Location: Meridian, Idaho

Developer/Owner: Touchmark Development and Construction, 

Beaverton, Ore.

Architect: Myhre Group Architects, Portland, Ore.

Builder: Andersen Construction Co., Boise, Idaho

Interior Designer: Myhre Group Architects, Portland, Ore.

Photography: Taylor Photo Graphics

� Gold Award for Best Clubhouse – Large (Over 6,000 Square Feet)

Project Name: Sun City Festival

Project Location: Buckeye, Ariz.

Developer/Owner: Pulte Homes; Del Webb, Scottsdale, Ariz.

Architect: SHJ, Phoenix

Builder: Pulte Homes; Del Webb, Scottsdale, Ariz.

Marketing Firm: Chapter 2, Scottsdale, Ariz.

Interior Designer: Loewen Gunther Design Group, Phoenix

Photography: Todd Photography

� Gold Award for Best Clubhouse – Large (Over 6,000 Square Feet)/Best Clubhouse Interior Design – Large 
(Over 6,000 Square Feet)/Best Overall Television Commercial
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Project Name: Meadowbrook Pointe

Location: Westbury, N.Y.

Developer/Owner: Michael Dubb, Jericho, N.Y.

Architects: Axlerod & Cherveny, Architects, Commack, N.Y.; 

Barton Partners Architects, Norristown, Pa.

Builder: Meadowbrook Pointe Development Corp., Jericho, N.Y.

Marketing Firm: Marketing Specifi cs, Kennesaw, Ga.

Interior Designers: Mary Cook and Associates (models), 

Chicago; Beechwood Design Team (clubhouse), Jericho, N.Y.

Photography: Taylor Photography

� Gold Award for Best Model Home Merchandising – Up to 1,700 Square Feet

Project Name: Del Prado Collections at Sonoma Ranch, Plan 1

Location: Las Cruces, N.M.

Developer/Owner: Sonoma Ranch Subdivision Co., Las Cruces, 

N.M.

Architect: Iverson Architects, Newport Beach, Calif.

Builder: Sonoma Ranch Subdivision Co., Las Cruces, N.M.

Marketing Firm: SGW Creative, Sequim, Wash.

Interior Designer: Possibilities for Design, Denver

Photography: Eric Lucero 

� Gold Award for Best Model Home Merchandising – 1,701 to 2,400 Square Feet

Project Name: K. Hovnanian’s Four Seasons Charlottesville, Wingate

Location: Ruckersville, Va.

Developer/Owner: K. Hovnanian’s Four Seasons Active Adult Communities, 

Chantilly, Va.

Architect: K. Hovnanian Homes, Cary, N.C.

Builder: K. Hovnanian Four Seasons Active Adult Communities, Chantilly, Va.

Marketing Firm: SB&A, Richmond, Va.

Interior Designer: Model Home Interiors, Elk Ridge, Md.

Photography: Alan Goldstein Photography

� Gold Award for Best Model Home Merchandising – Over 2,400 Square Feet

Project Name: Del Prado Collections at Sonoma Ranch, Plan 2

Location: Las Cruces, N.M.

Developer/Owner: Sonoma Ranch Subdivision Co., Las 

Cruces, N.M.

Architect: Iverson Architects, Newport Beach, Calif.

Builder: Sonoma Ranch Subdivision Co., Las Cruces, N.M.

Marketing Firm: SGW Creative, Sequim, Wash.

Interior Designer: Possibilities for Design, Denver

Photography: Eric Lucero

� Gold Award for Best Model Home Merchandising – Over 2,400 Square Feet

[ 50+ HOUSING ]
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Project Name: Regents Point

Location: Irvine, Calf.

Developer/Owner: Southern California Presbyterian Homes, 

Glendale, Calif. 

Architect: Serdar Architecture, La Canada, Calif.

Interior Designer: CastleRock Design Group, Newport Beach, 

Calif.

Photography: John Bare Photography

� Gold Award for Best Continuing Care Retirement Community Common Area Interior Design – Large (Over 200 Units)

Project Name: Garden Grove Senior Apartments

Location: Garden Grove, Calif.

Developer/Owner: Meta Housing Corp., Los Angeles

Architect: KTGY Group, Irvine, Calif.

Marketing Firm: Bernie D. Sandalow, Culver City, Calif.

Interior Designer: Linda Howard Interior Design, Costa Mesa, 

Calif.

Photography: Christopher Mayer Photography

� Gold Award for Best Income-Qualified Affordable Rental Apartments

Project Name: Victory Heights

Location: Washington, D.C.

Developer/Owner: Victory Housing, Bethesda, Md.

Architect: Torti Gallas & Partners, Silver Spring, Md.

Builder: Hamel Builders, Elkridge, Md.

Interior Designer: Aumen Asner Inc., Baltimore

Photography: Kenneth M. Wyner

� Gold Award for Best Income-Qualified Affordable Rental Apartments
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Project Name: Peachtree Hills Place

Project Location: Atlanta

Developer/Owner: Isakson Barnhart, Atlanta

Architect: Foley Design Associates, East Point, Ga.

Marketing Firm: GlynnDevins Advertising & Marketing, 

Overland Park, Kan.

Interior Designer: Foley Design Associates, East Point, Ga.

Photography: B. Sheppard Consulting

� Gold Award for Best ‘On the Boards’ Clubhouse – Large (Over 6,000 Square Feet)/Best Overall Special Promotion

Project Name: Warm Hearth Village

Project Location: Blacksburg, Va.

Developer/Owner: Warm Hearth Village – New Century Housing, 

Blacksburg, Va.

Architect: SFCS, Roanoke, Va.

Builder: Fralin & Waldron, Roanoake, Va.

Marketing Firm: Sharon Brooks & Associates, Richmond, Va.

Interior Designer: Builders’ Design Inc., Gaithersburg, Md.

Photography: Virtual Solutions, Quebec, Canada

� Gold Award for Best ‘On the Boards’ Clubhouse – Large (Over 6,000 Square Feet)

Project Name: Provenance, Mozart

Project Location: Longmont, Colo.

Developer/Owner: Bosch Land Group, Boulder, Colo.

Architect: Olson Architecture, Niwot, Colo.

Builder: Masterwork Home Co., Boulder, Colo.

Marketing Firm: Bosch Marketing Group, Boulder, Colo.

Photography: Olson Architecture 

� Gold Award for Best ‘On the Boards’ Home Design (Any Size)

Project Name: Artesia, Unit A

Location: Scottsdale, Ariz.

Developer/Owner: Starpointe Properties, Scottsdale, Ariz.

Architect: Kephart community :: planning :: architecture, Denver

Builder: Starpointe Properties, Scottsdale, Ariz.

Photography: Kephart community :: planning :: architecture, 

Denver

� Gold Award for Best ‘On the Boards’ For-Sale Attached Home Design (Any Size)
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Project Name: Taube-Koret Campus for Jewish Life

Location: Palo Alto, Calif.

Developer/Owner: Jewish Homes for the Aged, San Francisco

Architect: Steinberg Architects, San Francisco

Builder: Webcor Builders, San Mateo, Calif.

Photography: Steinberg Architects

� Gold Award for Best ‘On the Boards’ Continuing Care Retirement Community – Small (Up to 200 Units)

Project Name: Makemie Ridge

Location: Westtown Township, Pa.

Developer/Owner: Presby’s Inspired Life, Lafayette Hill, Pa.

Architect: THW Design, Atlanta

Marketing Firm: RLS, Hartford, Conn.

Interior Designer: THW Design, Atlanta

Photography: THW Design, Atlanta

� Gold Award for Best ‘On the Boards’ Continuing Care Retirement Community – Large (Over 200 Units)

Project Name: Village at the Crossing

Location: San Bruno, Calif.

Developer/Owner: KDF Communities, Newport Beach, Calif.

Architect: Kwan Hemni Architecture, San Francisco

Builder: Cahill Construction, San Francisco

Interior Designer: Creative Design Consultants, Costa Mesa, Calif.

Photography: Matthew Millman Photography

� Gold Award for Best Affordable Rental Apartments’ Common Area Interior Design

Project Name: Santa Barbara Palms

Location: Las Vegas

Developer/Owner: George Gekakis Inc., Las Vegas

Architect: KKE of Nevada, Las Vegas

Builder: George Gekakis Inc., Las Vegas

Photography: ABDDBA 3D-China

� Gold Award for Best ‘On the Boards’ Affordable Rental Apartments
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Project Name: The Lodge at BridgeMill

Location: Canton, Ga.

Developer/Owner: The Club at BridgeMill, Troy, N.Y.

Architect: Niles Bolton Associates, Atlanta

Builder: American Construction Co., Troy, N.Y.

Marketing Firm: United Realty Management, Troy, N.Y.

Interior Designer: Niles Bolton Interiors, Atlanta

Logo Design: Kate Spiller, United Group of Companies

� Gold Award for Best Overall Logo

Project Name: Chester River Landing, Charleston

Location: Chestertown, Md.

Developer/Owner: Chestertown Associates, Gaithersburg, Md.

Architect: Morgan Design Group, Owings Mills, Md.

Builder: Covell Communities, Gaithersburg, Md.

Marketing Firm: NDG Communications, La Plata, Md.

Website Designer: NDG Communications, La Plata, Md.

Photography: Merick Towle Advertising

� Gold Award for Best Overall Community Brochure

Project Name: Luma, The Lightness of Being

Location: Nayarit, Mexico

Developer/Owner: Front Porch Development Company, Burbank, Calif.

Architect: Del Sactillo Marquez y Architectos Asociados, S.C. Architect, Nuevo 

Vallarta, Nayarit, Mexico

Builder: Front Porch Development Company, Burbank, Calif.

Marketing Firm: Greenhaus, San Diego

Interior Designer: Colectivo Arquitectos, Guadalajara, Jalisco, Mexico

Website Designer: Greenhaus, San Diego

Photography: Art Brewer

� Gold Award for Best Overall Community Brochure

Project Name: The Mather

Location: Evanston, Ill.

Developer/Owner: Mather LifeWays, Evanston, Ill.

Architect: Solomon Cordwell Buenz, Chicago

Builder: Power Construction, Schaumburg, Ill.

Marketing Firm: Mather LifeWays, Evanston, Ill.

Interior Designer: Interior Design Associates, Nashville, Tenn.

� Gold Award for Best Overall Direct-Mail Piece/Campaign
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Project Name: The Willows at Brooking Park

Location: Chesterfi eld, Mo.

Developer/Owner: St. Andrews Resources for Seniors, 

Chesterfi eld, Mo.

Architect: Saur and Associates, Clayton, Mo.

Marketing Firm: SB&A, Richmond, Va.

Photography: SB&A, Richmond, Va.

� Gold Award for Best Overall Direct-Mail Piece/Campaign

Project Name: Valle Verde Retirement Community

Location: Santa Barbara, Calif.

Developer/Owner: American Baptist Homes of the West, 

Pleasanton, Calif.

Marketing Firm: GlynnDevins Advertising + Marketing, Overland 

Park, Kan.

Photography: Corbis Photo

� Gold Award for Best Overall Black-and-White Print Advertisement

Project Name: Four Seasons at New Kent Vineyards

Location: New Kent, Va.

Developer/Owner: K. Hovnanian’s Four Seasons, Chantilly, Va.

Builder: K Hovnanian’s Four Seasons, Chantilly, Va.

Marketing Firm: SB&A, Richmond, Va.

Photography: Tony Silvestro

� Gold Award for Best Overall Color Print Advertisement

Project Name: Sun City Mesquite

Location: Mesquite, Nev.

Developer/Owner: Pulte Homes/Del Webb, Las Vegas

Architect: SHJ Studio, Phoenix

Builder: LEDCOR, Vancouver, B.C., Canada

Marketing Firm: Susan Shook Associates , Newport Beach, Calif.

Interior Designer: Design Perspectives, Aurora, Colo.

Website Designer: Susan Shook Associates, Newport Beach, Calif.

Photography: Eric Jamison Studio 

� Gold Award for Best Overall Sales Center

pbx0807des_50plus_ID   49pbx0807des_50plus_ID   49 6/20/2008   1:15:40 PM6/20/2008   1:15:40 PM



Build Smart. Build Green. Build with Maze.
• SCS has independently certified the recycled steel and zinc
content of Maze Nails.

• Our nails are made from high-quality recycled steel.
• Our manufacturing by-products are reclaimed and reused.
• Our nails are packaged in recycled-fiber cardboard boxes.
• Our nails are proudly Made in the USA – within strict
EPA and OSHA guidelines.

Maze Nails, Div. of W.H. Maze Company ~ Celebrating 160 Years, 1848 – 2008

When you use
Maze Nails,

you are helping
save the planet!

Using Maze Nails will
earn points toward

LEED® Certification
in the

“Materials & Resources”
(Recycled Content) Category

1.800.435.5949
www.mazenails.com

For FREE info go to http://pb.ims.ca/5647-11
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TECH- 
DRIVEN
HOME

Your home buyers can bring 
the tunes playing indoors to 
their outdoor living spaces 
with JBL’s Control Now 
speakers. The multiple-
application speakers are 
weatherproof and are great for 
just about any outdoor living 
area. The other gizmos in this 
issue aren’t just for tech geeks 
— Joe Builder can fit these into 
any next-generation home

buildit

High-tech solutions for the A/V geek in 
all of us [ page 53 ]

Software and service solutions to keep 
businesses buzzing [ page 55 ]

Fight termites as you build [ page 56 ]

INSIDE

Photo: JBL
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At SouthernLINC Wireless, we know how important it is for you 

to  get the job done, and get it done right. You push every day 

– and a SouthernLINC Wireless phone can help. With Push to 

Talk 2-way radio and cellular all in one handy Motorola device, 

you can keep track of orders and deliveries, stay in touch with 

your crew, keep on top of whatever the job demands – all at 

the push of a button. With service plans starting at $29.99 per 

month, it’s all you need to keep pushing for whatever you need.

Call toll-free 866-748-5462 or visit southernlinc.com 
for more details.

Get connected with a rugged phone on a tough, reliable network.

PUSH   . 

PUSH TO TALK.

Wide selection 
of durable and 
rugged phones 
at low prices!

 to coordinate

©Motorola, Inc. 2008. Motorola is a registered trademark of Motorola, Inc. 
Motorola and the stylized M Logo are registered with the U. S. Patent & 
Trademark Offi ce. All rights reserved. ©2008 Southern Communications Services, 
Inc. d/b/a SouthernLINC Wireless. All rights reserved.

North Alabama Sales Scott Barrentine 888-307-3411

Central Alabama Sales Tina Youngblood 334-850-4409

South Alabama Sales Amy Potts 251-694-2337

Florida/Southeast Alabama Sales Bryant Simmons 888-204-0135

South Georgia Sales Lonnie Pate 888-395-0440

North Georgia Sales Ken Moebs 678-443-1861

Construction Segment Manager Randy Whitmore 888-895-2648

4457 7_875x10_5 ProfBuilder_v3.indd 1 6/5/08 3:09:35 PM

For FREE info go to http://pb.ims.ca/5647-12
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[ HOME TECHNOLOGY ]

A Square Deal
Schneider Electric’s Square D 
Clipsal Professional Dimmers are 
designed to control incandescent 
and compatible low-voltage light-
ing from one location. Ideal for 
tight-space applications, Profes-
sional Dimmer units are available 
in 5A (four channels), 10A (two 
channels) and 20A (one channel) 
models. Each channel provides 
independent dimming and electri-
cal current regulation. For FREE 
information, visit http://pb.ims.
ca/5647-126

Sounds Great to Me
Featuring a 6-inch woofer and four-inch mid-range with rubber surrounds, 

Audioaccess’ AAS36AW can be used in high-humidity indoor environ-
ments and in all outdoor applications. The speakers have a weather-resis-

tant grill and hardware, cast aluminum frames and gold-plated terminals. 
Each speaker gives 150 watts of power. 

For FREE information, visit http://pb.ims.ca/5647-129

Wireless and Ready to Go
You can offer better energy management to your homeown-
ers with InTouch’s CA8900 Wireless Thermostat. Made by In-
termatic, the unit has a two-stage heat/pump and two-stage 
cooling capabilities. Users can choose from Fahrenheit or 
Celsius readings and can calibrate the output to their desire. 
For FREE information, visit http://pb.ims.ca/5647-130

Sixth Sense
Users can control up to 15 scenes for a room or area and can manipu-
late up to 11 whole-house scenes with Pass & Seymour’s Lightsense 
radio-frequency and matching hard-wired devices. A neat feature is the 
occupancy emulator option, which records normal light usage through-
out the home and replicates it when the owners are away. For FREE 
information, visit http://pb.ims.ca/5647-127

To Infinity and 
Beyond
Utilizing the company’s MRS 
woofer, Infinity’s ERS610 in-ceiling 
home theater loudspeaker uses 
Infinity’s Same-Plane Surround 
suspension to provide increased 
sonic stability and accurate driver 
motion. Joining the MRS woofer 
are dual 3-inch CMMD mid-range 
drivers and a 1-inch CMMD 
tweeter for added sound quality. 
For FREE information, visit 
http://pb.ims.ca/5647-128

Build the Home 
of Tomorrow 
Today
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Making Smart Phones Smarter
HAI’s new automation software platform is the WL3 for Windows Home Server. The WL3 allows you to 
monitor and control your HAI Home Control System from any device with a web browser, including smart 
phones. It can also support IP cameras and users can view or record video regardless of what brand of 
camera you have. For FREE information, visit http://pb.ims.ca/5647-132

Raise the Alarm
The market’s first UL-listed, radio-frequency-based carbon monoxide 
detector is great for new or retrofit applications where pulling cable is a 
challenge. Made by Linear, model DXS-80 can be integrated into most 
alarm panels, and with the integration of the DX receiver it can be added 
to the home security system. For FREE information, visit http://pb.ims.
ca/5647-133

No Kidding
Introducing the Silhouette from Kidde. These new UL-
approved smoke alarms protrude less than half an inch 
from the ceiling and are powered by a sealed, recharge-
able battery that lasts the life of the alarm. Builders 
benefit from an easy hard-wired installation thanks to 
the pre-stripped wiring harness with tinned strands. For 
FREE information, visit http://pb.ims.ca/5647-131

[ HOME TECHNOLOGY ]
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Keep Business 
Humming

[ BUSINESS SOLUTIONS ]

It’s All in the Process
The latest innovation from BuilderMT is the Business Process Man-
agement software. The software provides a platform for studying 
operating costs by providing the visibility into business processes, 
allowing businesses to continually refine and remove costs from 
each process — which should be on every builder’s mind these 
days. For FREE information, visit http://pb.ims.ca/5647-135

I Have a Plan
A new set of selection capabilities and easy copy and pasting from 

Microsoft Word and Excel are just a few of the new bells and whistles on 
SoftPlan Systems’ Version 14. On the design side, 3-D capabilities now 
include artistic rendering modes and textured real-time renderings that 

contain multiple light sources and shadows for a better image.  
For FREE information, visit http://pb.ims.ca/5647-136

Draw Smarter
If you’re tired of running PowerPoint but still want a simple system to create sophisti-
cated-looking graphics, look no further than SmartDraw’s 2008 edition. The software 
is designed with simplicity in mind; it has plenty of templates to toy with and plenty of 
automated help features. It also has 17 categories of charts, including maps and other 
graphics. For FREE information, visit http://pb.ims.ca/5647-137

Quicker and 
On Center
On Center Software’s 
Quick Bid 4.8 has a slew of 
improvements. Using the new 
Material eQuote feature, users 
can send and receive multiple 
requests for proposals to ven-
dors and then automatically 
populate bids after choos-
ing the best quote. The Bid 
Send feature securely shares 
your password-protected 
electronic bid information 
with multiple estimators. For 
FREE information, visit 
http://pb.ims.ca/5647-134
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56 Little Bugs, Big Problems

The typical chemical application for ter-
mites in new construction is about 282 
gallons of termiticide for a 1,500-square-

foot house. That’s a lot of chemicals in the 
ground. And one dose lasts roughly 5 years, so 
it must be repeatedly reapplied. 

Many experts feel that, left undisturbed, to-
day’s termiticides pose no threat to humans or 
the environment. But for some clients, no pes-
ticide is safe enough, and for those with chemi-
cal sensitivities or children who love to dig in 
the yard, termiticides may be intolerable. Sites 
with wells or high water tables also don’t lend 
themselves to regular pesticide use, and some 
soils and foundations are particularly diffi cult 
to treat. 

 These concerns have lead to the development 
of physical barrier alternatives, which are per-
manently installed during construction. Physi-
cal barriers can isolate vulnerable elements of 
the house or protect the foundation perimeter. 

They won’t kill termites, but they will force 
them to tube in places that are visible.  

If you opt for barriers in lieu of chemicals,  
the Partnership for Advancing Technology in 
Housing (PATH) recommends reducing ter-
mite infestation with the following: 

Termite Shields
The easiest and cheapest option is termite 
fl ashings, or shields, which provide a physi-
cal barrier between the foundation and wood 
structural elements. Regular fl ashing materi-
als also work as termite shields. The South-
face Energy Institute advises that shields be 
installed continuously under the sill plate of 
the building and extend beyond other building 
materials. This forces termites into the open 
for easy detection. 

In high-termite areas, you may need a more 
aggressive method of control. The main entry 
points for termites are pipe penetrations, con-

USING EXTERIOR RIGID 

FOAM insulation on 

slabs may provide a 

hidden path that allows 

termites to fi nd their way 

into a home. Although 

the insulation does not 

increase the likelihood of 

termite activity, it makes 

detection more diffi cult. 

Find fl ashing details for 

exterior foam insulation 

on slabs in Southface’s 

Energy Technical Bulletin 

No. 29, “Insulating 

Foundations and Floors.” 

(Visit www.southface.

org and search for 

“Insulating Foundation.”)

[ PATH REPORT ]

Courtesy of Southface Energy Institute

By Susan Conbere, PATH Partners

You can fi ght termites as you build. Here’s a look at termite 
barriers and pesticide-free termite control.

INSULATED CRAWL SPACE WALLS - 3 OPTIONS
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Imagine...

ScapeWEL®

Window Wells
Basement Doors stakWEL®

Window Wells

For more information on our products call 
(800) 854-9724 or log on to www.bilco.com

Bilco products turn basement areas into warm 
and comfortable living space. They meet 
building code requirements for emergency 
egress in finished basement areas and allow 
builders and homeowners to add valuable 
square footage to their homes.

What Bilco can do for your basements

struction joints and biggest of all, bath traps. Flashing may 
not fi t snugly enough around pipe penetrations to ward off 
determined populations. 

According to Bill Koehler, professor of entomology of the 
University of Florida, common pipe wraps provide termites 
access into the house and protect them from soil termiticides 
as they enter through slab penetrations. Pipe wraps are re-
quired for copper but optional for CPVC pipe. If the build-
ing code allows it, Koehler recommends omitting pipe wraps 
around CPVC pipes. However, the use of a physical barrier 
around pipes, Koelher notes, solves the problem completely. 

Your choices are aggregates and stainless steel mesh. 

Aggregates and Mesh
Aggregates contain rock, sand or another large medium that 
is too large for termites to chew but too small to pass through. 
Distribution in the U.S. is limited, so stainless steel mesh is 
the only practical barrier alternative for U.S. builders. 

Stainless steel mesh is a fi nely woven, marine-grade screen 
that is used to create a continuous physical barrier between 
new construction and ground contact. The edges of the mesh 
form to the concrete, and hole openings are protected. 

Ray Tonjes, owner of Ray Tonjes Builder in Austin, Texas, 
and chair of NAHB’s Green Subcommittee, recommends the 

mesh system.
Tonjes has experimented with various physical barriers, par-

ticularly a coarse sand barrier, but found it diffi cult to adapt. 
Metal fl ashing, he says, doesn’t really work around plumbing 
penetrations. In 2000, he tried stainless steel mesh and found 
it works around plumbing penetrations and cold joints, and 
it can be installed around the perimeter. He claims a success 
rate of 100 percent but notes tricky parts:  you have to educate 
other trades on its use and application so they don’t alter the 
installation before pouring the foundation.

As with all methods of termite protection, homes with mesh 
should be inspected regularly — perhaps as often as twice a 
year in states with heavy infestation. This also means it’s im-
portant to keep the slab viewable from the outside. Leave at 
least 6 to 8 inches of slab visible for inspections, and discour-
age homeowners from planting near the foundation. 

According to Termimesh, cost depends on building design. 
The number of penetrations infl uences price. To keep costs 
down and also to reduce the number of termite entry points, 
the manufacturer recommends running water lines and elec-
trical conduits overhead and limiting joints in slabs. PB

Susan Conbere writes about better building practices on be-
half of the Partnership for Advancing Technology in Housing 
(PATH). Learn more at www.pathnet.org.

buildit

For FREE info go to http://pb.ims.ca/5647-14
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR
ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5647-128

For FREE info go to http://pb.ims.ca/5647-126

Effortless Installation • Increased Profitability • No Leak Callbacks

For FREE info go to http://pb.ims.ca/5647-125

For FREE info go to http://pb.ims.ca/5647-127

CALL 1.800.789.6633
OR ORDER NOW AT

Our Surface Protection
& Dust Control Solutions

SAVE YOU
TIME & MONEY

CARPET 
PROTECTION

 www.protectiveproducts.com

ORAC DECOR® LIBRARY SYSTAMS
BY OUTWATER

 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!

Think Green! Outwater offers the obvious time and cost saving alternative to manually fabricated, 
labor intensive wood and plaster decorative arches and trims with its revolutionary Orac Decor® 
Library System. Comprising symmetrical left and right side semi-arches that can be readily cut and 
joined on site to form full arches, complementary integral trims and corresponding architectural 
elements can be interchanged and utilized in various combinations as desired within the Library 
System to create a truly customized installation. We’re Green!  Are You?  

pbx080701_outw.indd   1 6/19/2008   7:42:48 AM
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR
ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5647-131

For FREE info go to http://pb.ims.ca/5647-129 For FREE info go to http://pb.ims.ca/5647-130
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR
ADVERTISEMENT

Untitled-1 1 5/16/2008 7:28:53 AM

PROB-608.eps 4/30/2008 10:24:27 AM
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Builder’s MarketPlaceBuilder’s MarketPlace
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For FREE info go to http://pb.ims.ca/5647-200

check out:
housingzone.com

For FREE info go to http://pb.ims.ca/5647-202

PLUMB-JACK
WALL BRACE

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

• Cost-Effective
• Adjustable
• Reusable
• Contractors

Buy Direct!

• Cost Effective
• Adjustable
• Reusable
• Dealerships
   Available
• Buy Direct!

pbx080401_vin.indd   1 3/7/2008   10:34:58 AM

For FREE info go to http://pb.ims.ca/5647-201

For FREE info go to http://pb.ims.ca/5647-203
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For FREE info go to http://pb.ims.ca/5647-204

YOUR TICKET TO MUST-HAVE,
HARD TO FIND INFORMATION

Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study

Professional Builders' Internet Usage Study

Visit the Research Store
on HousingZone.com

to purchase 
proprietary data 
you need to run 
your business:

www.housingzone.com/research

It’s the
giftof a
lifetime.

Making a bequest to the
American Heart Association
says something special about
you. It’s a gift of health for
future generations — an
unselfish act of caring.

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

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

This space provided as a public service.
©1992, 1997 American Heart Association
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For FREE info go to http://pb.ims.ca/5647-207

Don’ t  Forget  To  Adver t i se
Call Shelley Perez at 630-288-8022 • Fax: 630-288-8145

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

30’ x 40’ x 10’ ................. $7,895
40’ x 60’ x 12’ ................. $13,987

We are committed to providing the finest-quality 
steel buildings at the lowest possible price. 

Call for a FREE quote today!

1 . 8 0 0 . 6 4 3 . 5 5 5 5
www.heritagebuildings.com

For FREE info go to http://pb.ims.ca/5647-208

For FREE info go to http://pb.ims.ca/5647-206

Save Space  •  Save Energy  •  Reduce Fire Hazard

888-443-7937                www.Dryerbox.com

Safely Collect Flex Exhaust Hose
Neatly in the Wall Behind the Dryer

Finish the Laundry Right

For FREE info go to http://pb.ims.ca/5647-205

For FREE info go to http://pb.ims.ca/5647-209

ADVERTISE WITH THE BEST!
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For FREE info go to http://pb.ims.ca/5647-211

For FREE info go to http://pb.ims.ca/5647-212

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

For FREE info go to http://pb.ims.ca/5647-210

TO

CONTACT:

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

SHELLEY PEREZ

ADVERTISE

SMARTSMART

check out: www.housingzone.com
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Bilco 57 14 203/934-6363 http://pb.ims.ca/5647-14

Boise Engineered Wood Products 7 3 800/232-0788 http://pb.ims.ca/5647-3

Comcast Cable Communications 12 5 877/395-5388 http://pb.ims.ca/5647-5

Ford Motor Company C2- p.3 10,11 800/258-FORD
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JELD-WEN  C-4 16 800/535-3462 http://pb.ims.ca/5647-16

Marvin Windows & Doors 4 1 800/435-0013 http://pb.ims.ca/5647-1

Maze Nails 50 11 800/435-5949 http://pb.ims.ca/5647-11

Palm Harbor Homes 18 7 800/456-8744 http://pb.ims.ca/5647-7
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SouthernLINC Wireless 52 12 800/818-LINC http://pb.ims.ca/5647-12
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www.ProBuilder.com  July 2008 / Professional Builder

65

Publisher
Tony Mancini, 610/205-1180
Fax 610/205-1183
armancini@reedbusiness.com

Director of Sales
Jeff Elliott, 616/846-4633
Fax 616/846-4802, jelliott@reedbusiness.com

Emedia Solutions Manager
Shannon Darmody, 630/288-7963
Fax 630/288-8145
shannon.darmody@reedbusiness.com

Regional Manager Northeast 
CT, DC, DE, ME, MD, NH, NJ, NY, PA,
RI, VT, VA, WV
John Huff, 630/288-8189
Fax 630/288-8145, john.huff@reedbusiness.com

Regional Manager Southern 
United States 
AL, AR, FL, GA, LA, MS, NC, NM, OK, 
SC, TN, TX
Craig Coale, 630/288-8207,  
Fax 303/265-5990, ccoale@reedbusiness.com

Regional Manager Western United States
AK, AZ, CA, CO, HI, ID, MT, ND, NV, OR, 
SD, UT, WA, WY, Western Canada
Jessica Elliott, 651/290-7694
Fax 303/265-2064
jessica.elliott@reedbusiness.com

Regional Manager Midwest
IA, IL, IN, KS, KY, MN, MO, NE, OH, WI
Tim Gillerlain, 630/288-8168
Fax 630/288-8145 
tim.gillerlain@reedbusiness.com

Senior Account Manager
Michigan and Inside Sales
Rob Bertrand, 630/288-8615
Fax 303/265-2526
rob.bertrand@reedbusiness.com

Inside Sales
Shelley Perez, 630/288-8022
Fax 630/288-8145  
shelley.perez@reedbusiness.com

Administrative Support
Rebecca Breskman, Administrative Assistant   
610/205-1179, Fax 610/205-1183
rebecca.breskman@reedbusiness.com

Pat Mustari, Administrative Assistant
630/288-8223, Fax 303/265-5469
pmustari@reedbusiness.com

Director of Events
Judy Brociek, 630/288-8184
Fax 630/288-8145, jbrociek@reedbusiness.com

Custom reprints and electronic usage
Angie Van Gorder, 717/399-1900 x176
angie.vangorder@theygsgroup.com

Advertising Production Manager
Quentin Brown, 630/288-8074
qbrown@reedbusiness.com

Advertising Contracts
Stephanie West, 630/288-8419
stephanie.west@reedbusiness.com

Graphic Production Manager
Rick Lesser, 630/288-8443
rick.lesser@reedbusiness.com

Editorial & Publishing Office
Professional Builder
2000 Clearwater Drive, Oak Brook, IL 60523
Phone: 630/288-8000, Fax: 630/288-8145

To Advertise: See above for the office closest to 
you, or write to the Publisher. Best in American 
Living Award: To enter this design contest, contact 
address above. Annual Report of Housing’s 
GIANTS®: To request a survey form, contact 
GIANTS400@reedbusiness.com. For subscription 
inquiries and change of address: Customer 
Service, Reed Business Information, 8878 S. 
Barrons Blvd., Highlands Ranch, CO 80126-2345; 
phone: 303/470-4445; fax: 303/470-4280; e-mail: 
subsmail@reedbusiness.com.

advertising
sales

ad index

how to reach professional builder 
Editorial Submissions
letters to the editor
Send to Paul Deffenbaugh > 
2000 Clearwater Drive, Oak Brook, Ill. 60523 or 
paul.deffenbaugh@reedbusiness.com

products 
Submit high-resolution images and text to 
Nick Bajzek, buildingproducts@reedbusiness.com.

Subscriptions
correct, remove or add a 
subscription 
Subscription department > 

subsmail@reedbusiness.com or 800/446-6551

back issues
Extra issues are available upon request. E-mail 
jennifer.powell@reedbusiness.com.

reprints
The YGS Group > Angie Van Gorder
angie.vangorder@theygsgroup.com, or 717-399-1900, 
ext. 716

Conferences and Events
benchmark
Visit www.probuilder.com/benchmark or e-mail 
jbrociek@reedbusiness.com for more information.

show village
Visit www.probuilder.com/showvillage for more 
information.

Awards
best in american living award
Visit www.probuilder.com/bala or e-mail 
jbrociek@reedbusiness.com for more 
information.

pbx0807adindex_ID   65pbx0807adindex_ID   65 6/19/2008   4:10:35 PM6/19/2008   4:10:35 PM



Professional Builder / July 2008 www.ProBuilder.com

66

numbercrunch

1
Construction workers 
in Chicago’s Gold 
Coast found a 
human bone on a 
construction site, 
the Chicago Tribune 
reported. Offi cials told 
the newspaper it was 
possible the place 
where the bone was 
found might have been 
a cemetery at one 
point. Did anyone see 
“Poltergeist?”

351
Mark Twain’s house 
at 351 Farmington 
Avenue in Hartford, 
Conn., might have 
to shutter, reports 
The New York Times. 
Twain wrote some of 
his works, including 
“The Adventures of 
Huckleberry Finn” and 
“The Adventures of 
Tom Sawyer,” in the 
historic home. Built in 
1874 at the height of 
his success, the house 
may be closed to the 
public due to lack of 
money.

3,000 
KnowledgePlex 
reports that Tiki Barber 
will be renovating 
affordable housing, 

including 
more than 
3,000 units 
in Virginia. 
The former 
NFL player 
is part of a 
new joint 
venture 
with New 
York-

based The Related 
Companies to 
renovate low-income 
housing apartment 
complexes.

Think 
about it

60% Toilets, showers and faucets 
account for 60 percent of water usage in the 
home, according to the EPA. Replacing these 
items with more effi cient models can save 
11,000 gallons of water per year. And 11,000 
gallons, says the U.S. Geological Survey, is enough 
to grow one – that’s one – bushel of wheat.

2010 The 2010 U.S. Census might be less accurate than the 
2000 U.S. Census, according to the U.S. Census Bureau. We guess 
with the country’s 300 million people and counting, it might be a 
little diffi cult to catch up.

56% According to a survey from AOL/Zogby, 56 percent of 
respondents think homeownership is attainable for most people.  
Then why are we drowning in foreclosures?

2.55 trillion Data from the 
U.S. Federal Reserve shows that total 
consumer credit rose to 2.558 trillion 
in March. 

2020 39 percent of the U.S. population will be minorities by 
2020, according to the U.S. Census Bureau.

)
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Viega PureFlow®

MANABLOC®

Manifold System...
delivers hot water 
up to four times faster.

The MANABLOC PEX manifold
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 call
1-877-4262
or visit www.viega.com.

AD-PFMB-0508

Your Key 
to Faster 
Hot Water.

New port adapters give you more connection options.

V I E G A . . . T H E  G L O B A L  L E A D E R  I N  P L U M B I N G  A N D  H E A T I N G  S Y S T E M S

Bronze PEX Press Brass PEX Crimp PolyAlloy™ PEX Crimp Compression

For FREE info go to http://pb.ims.ca/5647-15
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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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