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Vverizonvireless

Don’t Push Your Luck
With Your Push To Talk.

SWITCHTO THE ONLY PUSH TO TALK THAT COMES WITH THE NETWORK.

Verizon Wireless delivers Push to Talk you can rely on. Push to reduce construction

cycle time. Push to improve quality control and compliance. Push to control labor costs.
And in addition to Push to Talk, you get voice service on America’s Most Reliable Wireless
Network with outstanding coast-to-coast coverage and 24/7 customer service.

Verizon Wireless. The smart choice for Push to Talk.

motorola

G'zOne Boulder adventure v7s0

Let Verizon Wireless make your job easier and business more productive.

Push to Talk is available only with other VZW Push to Talk subscribers; coverage not available everywhere. Network details & coverage maps at vzw.com. Call 1.800.VZW.4BIZ Click Verizonwire|eSS.C0m/pusht0ta|k Visit a Verizon Wireless store
02008 ciZonflE For FREE info go to http://pb.ims.ca/5648-1



BUSINESS
CENTRAL

OUR WORLD REVOLVES

AROUND YOU

Chevy Business Central dealers are dedicated to keeping your business moving. Contractors can count on our specially
trained staff to find the right vehicles to do the job. A huge selection of work-ready vehicles is available for prompt delivery
and our service facilities are equipped to help keep them running smoothly. To find a Chevy Business Central dealer near
you, visit chevybusinesscentral.com.

chevybusinesscentral.com

st~ AN AMERICAN R VOLUTION

© 2008 GM Corp.
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HE RARELY LEAVES HIS CUBE.
Senior Editor Mark Jarasek
scours the Internet all day
looking for home building news
you care about, then posts

it online. Have you checked
ProBuilder.com lately?

REGISTER FOR BENCHMARK.
Everyone’s doin’ it. Go to www.
probuilder.com/benchmark.
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~ Beautiful,
yes. ‘

Green,
of course.

7 NS
€ § Creating a greener home.

Delta Faucet is your source for smart
water delivery solutions as part of a
green home. As a WaterSense® partner,
Delta is committed to encouraging
efficient use of water resources.

Most Delta lavatory faucets flow at

a maximum 1.5 gpm, resulting in

up to a 30% water savings*

Offer the Dryden™ Bath Collection
and other water-efficient products

from Delta. Making every drop count.

deltafaucet.com/green

/' For FREE info go to http://pb.ims.ca/5648-2

*Computation based on comparison of faucets that have a flow rate of 2.2 gpm under ASME A112.18.1 WaterSense is a registered trademark of the EPA.
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perspective

Total Quality
Revisited

ecently, the editorial staff has been having quite a discussion about the role of

total quality management in home building companies. Some contend home

builders are fad followers and TQM is a management fad that has passed.
Others feel that now is the time — more than ever — that builders should be imple-
menting TQM principles.

The discussion has boiled to a head because of our involvement in the National
Housing Quality Awards, the judging of which is going on as I write. For nearly 15
years, Professional Builder has co-sponsored the awards with the NAHB Research Cen-
ter. After this year, the Research Center is going to drop its involvement so it can con-
centrate on the National Housing Quality Certification program.

I want to say publicly that PB is committed to the NHQ Awards, and we feel it is an
excellent next step of achievement beyond the certification program. Even though the
Research Center has chosen not to continue with this aspect of the TQM program, it
is committed to the ideas of best practices for home builders. Mike Luzier, president
of the Research Center, says his team sees a direct correlation between builders’ ability
to execute a quality-built green home and the need for well-executed quality processes.
And the NHQ certification
program is a superior way
for builders to implement
changes in their organi-
zations that will improve
the bottom line and build
great homes.

We have made the deci-
sion to continue our sup-
port of the NHQ Award
in spite of our belief that
builders tend to follow management fads. We all agreed there is nothing more impor-
tant we can do as an information service in these times than give our audience tools
to help them survive. And we all believe there are no better tools for surviving than a
commitment to implementing quality process and best practices.

“Commitment” is a word that stresses all the right things about the NHQ Awards
and TQM. Without it, builders seeking to make the kinds of changes necessary to
garner recognition and enact improvement will not succeed. With it, they will find not
only that they have significantly improved their businesses, but that they can reassure
their prospective customers they are truly the highest order of professional builder.

wll (Yl anens”

Paul Deffenbaugh, Editorial Director
paul.deffenbaugh@reedbusiness.com

The National Housing Quality Awards
will be presented at The Professional
Builder Benchmark and AVID

Leadership Conference in Phoenix
on Oct. 6. For more information, go to
www.probuilder.com/benchmark.
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The NEW Hazelton™
American Style Collection™

For FREE info go to http://pb.ims.ca/5648-3

Even our glass reflects our commitment to innovation and design. That’s why we're — THERM A TRU 2
s

pleased to introduce three new beautiful door glass options — the modern, art-inspired

DOORS
Element, plus the Savannah and Hazelton patterns from our American Style T ——
The Most Preferred Brand in the Business™

Collection.™ For more information on how to acquire these or other Therma-Tru

masterpieces, visit your local dealer or go to thermatru.com.
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stressed and cramped C|ty dwellers are
taking flight. Dubbed “New Ruralism,” the
hallmarks of this trend are dedicated open
space; cyber-commuting; a less hectic
lifestyle; Americana-style community; and
environmental involvement. Builders take
heed: rural populations are growing at the
vfastest rate in more than 20 years, according
to two recent studies by Kenneth Johnson
of Chicago’s Loyola University. Also of note:
71 percent of rural counties in America
increased in population from 1990 to 2000
by 5.2 million residents (10.3 percent).

INSIDE

Show me the market share! [ page 11 |
Your business now [ page 15 |

Best workplaces revealed [ page 18 |
Photo: VisionsofAmeri¢a’Joe Sohm
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With over 100 years of experience, Stock Building Supply is a leading supplier of building materials in the nation to
professional builders. Stock Building Supply’s customers enjoy the friendly support of 10,000 associates serving markets from
nearly 250 locations. From start to finish we have everything to help you make your customers dreams come true, including
Andersen® windows!

At Stock Building Supply, we strive to anticipate and exceed our customers’ needs. Stock Building Supply provides expert
personnel to help you choose the right Andersen® product for your project as well as access to the full array of Andersen®
windows and patio doors to enhance your home. Choose from a variety of dual-pane and Low-E glass options for Andersen®
windows and patio doors and find what suits your needs. Some Andersen® windows contain High Performance™ Low-E4® glass
which reduces water spots by up to 99% (on exterior glass only, when activated by sunlight), is easier to clean, cuts energy hills,
reduces sound penetration and its translucent film protects glass during construction. With a variety of brand name products
you trust, you can count on Stock Building Supply to provide the quality products you deserve to help your business succeed in
today’s environment.

S| TIO/C K Building Supply

Customer Focused, Associate Driven.sM

www.stockbuildingsupply.com
For FREE info go to http://pb.ims.ca/5648-4
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[ CUSTOMER SATISFACTION ]

Show Me the Market Share!

>N

& The old measures of success must be adjusted for a shifting economy.
Celebrate the gains, or you'll do more harm than good.
By Paul Cardis, CEO, Avid Ratings

very business aspires
to yearly revenue in-
creases, but home

builders who are depressed
about yearly declines must
recalibrate their goals to put
greater emphasis on market
share. The fact is, virtually all
builders are experiencing a
significant drop in home sales.
That means survivors must
outperform the competition
even when their own sales are
continuing to decline.

Jack Welch, the renowned
former chairman and CEO
of GE, provided bonuses not
by how much a business unit
profited, but rather by bench-
marking each division with its
corresponding market aver-

Please don’'t misunder-
stand this point; we shouldn’t
stop trying to grow our busi-
nesses. Rather, it means we
need to reset the definition
of success to our employees
in this age of miserably sky-
high inventories and declin-
ing home values.

In light of the economy —
which will surely send dozens
more of builders into bank-
ruptcy — how does one mea-
sure success? Many builders
today do not know how to set
up a dashboard for success be-
cause the past misled them to
think high volume and high
profits were normal. Half
jokingly, you might say you
are successful if you're still

You need to look beyond sheer volume and
turn your attention to other measures, such as

market share, customer satisfaction and

increased profitability.

ages. If a division was highly
profitable, but less so than
their competitors in that mar-
ket sector, he gave no bonuses
to that division. Correspond-
ingly, if a division lost money,
but was doing better than the
market, he awarded them a
bonus. Crazy you say? Welch
credits this incentive strategy
as one of the ways he lead GE
to consistently record profits.

in business. More seriously,
however, you need to look be-
yond sheer volume and turn
your attention to other mea-
sures, such as market share,
customer satisfaction and in-
creased profitability.

Whereas there used to be
more than enough business
to go around, home builders
must increasingly vie for a
shrinking pool of home buy-

ers. Though sales volume
will always be a key factor,
market share will become
a more important measure
of performance. A company
that sold 1,000 homes rep-
resenting a 5 percent market
share should be proud to sell
just 750 homes representing
a 10 percent market share.
That's a 100 percent increase
in market share, despite a 25
percent decline in unit sales.
Rally your team and celebrate
this kind of performance.
Without recognition, we risk
significant staff burn out!

In some respects, every
home building executive
needs to restrategize his or her
company as if it's a new busi-
ness. Business plans need to
be rewritten to reflect the new
realities of the marketplace,
and new measures for suc-
cess need to be implemented.
Sales volume will always be an
important factor. However, a
more sophisticated approach
that values gains in market
share along with profitability
is needed to thrive in an in-
dustry where many are strug-
gling to survive. PB

Paul Cardis is CEO of Avid
Ratings, a research and con-
sulting firm specializing in cus-
tomer satisfaction for the home-
building industry. You can
reach him at paul.cardis@
avidratings.com.

Cardis’
Tips

CARVE A BIGGER
SLICE

The size of home-
building pie may not
grow for some time.
Meanwhile, focus on
getting a larger piece
of what’s still there.

REVISE REWARDS
Align incentives

with your new focus
on market share.
Award bonuses
even when sales are
down if market share
increases.

FOCUS ON THE
CUSTOMER

The best way to
increase market share
is through referral
sales, which only
happen when home
buyers are delighted.

REMEMBER
PROFITS STILL
MATTER

As you work to
increase market
share, make sure
you’re still keeping
an eye on ways to
increase profitability
through watching
those expenditures.

www.probuilder.com

www.ProBuilder.com
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Two Strong

Names Create Professional Builder Benchmark

Powarhiauans and AV|D Leadership Gonference

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,
Sunday, Oct. 5 — economics and real-estate for a high-level overview of today’s business as unusual world.

Tuesday Oct. 7, 2008

Arizona Biltmore
Resort & Spa

Phoenix
Henry Cisneros Terry Jones Neil Howe Tim Sullivan
Just when the housing industry needs it most. Professional Builder Executive Chairman, Founder, Travelocity.com; Founding Partner, President,
i . ! . CityView Companies Managing Principal, LifeCourse Associates Sullivan Group
and AVID Ratings join forces to create the most comprehensive MRS fosum faths Mt Essential Ideas Historian. Economist. Demographer.  Real Estate Advisors
HH . . as America. Expect his views on urban Terry Jones will share how his Neil Howe — a nationally recognized Tim Sullivan’s ideas on defining market
management conference for the bUIldlng IndUStry' the planning, workforce housing and the successful launch of Travelocity.com authority on global aging, long-term opportunities, conceptualizing community
Prafessiana[ Builder Benchmark and AVID Leadership Conference_ current mortgage crisis to challenge helped shape his world view on the fiscal policy and migration — will design and honing product pricing and
the way you think about your power of long-term technology amaze you with powerful insights absorption potential will help you lead your
business future. planning and partnerships. into what REALLY motivates today's company’s successful strategic growth as
generation of home buyers. the market rebounds.

Up-close interaction with nationally renowned experts
. y . The CEO Panel

Intensive tracks dedicated to leadership development, business and the Capital Four Tracks Carry You Toward
management and customer loyalty Roundtable Insights and Answers
Leading best practices Mix It Up I Management Track I Customer Loyalty Track — 1
Robust roundtable discussions Three hard-charging CEOs telling it I Customer Loyalty Track —2 ™ Leadership Track
. . . . like it is — what could be more. Single-topic, multiple sessions. Focus on what you need and come prepared to work.
High-level managerial brainstorming fascinating? Unless it's the Capital
. Roundtable, where industry insiders
Unsurpassed networking sketch out the pressures on capital
markets and discuss how those I Green Building Tour —  Visit green-built homes and talk with the builders and designers
Meet us at the historic and architecturally stunning Arizona Biltmore Resort p][ess,“krjes afflec’f the ff'”anhc'a' picture ™ Awards Gala Dinner —  Celebrate the NHQ, AVID and Professional Builder
& Spa to discover what the best builders in America are doing right now to f philgers piaeoplie Builder of the Year award winners
) ) urnaround. They're two important L 4 " 1 2
ready their companies for a market upturn_ discussions, and you'll have a I Professional Builder Fun Night & AVID Client Dinner
ringside seat.
Professional Builder A D For updated program details and conference/hotel registration, visit
K RATINGS www.ProBuilder.com/Benchmark




THE POWER OF YELLOW’

Fewer hassles, more quality time. Pella representatives are some of the most highly trained and knowledgeable
in the industry. You can depend on your Pella rep for valuable expertise every step of your project. We even
provide service to your buyer after the sale. Learn more about other ways The Power Of Yellow can make your

job a day at the beach. Call 866-209-4216 or visit pella.com/pro.

PARTNER OF THE YEAR VIEWED TO BE THE BEST®

© 2008 Pella Corporation

For FREE info go to http://pb.ims.ca/5648-6
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Your Business During the
Downtown

Training, sharing and communicating make the list of what you're doing to
make the most of a bad market, an informal survey reveals.

By Rodney Hall, The Talon Group

ngoing training, de-
velopment, flexible
use of great talent

and ongoing communication
are strategies builders utilize
to make the best of a bad
market. We polled more than
40 home building executives
with the following question:
“How is your company us-
ing this down cycle to further
develop employees?” Here’s
what they told us:

« “We've expanded our use
of e-learning and rede-
signed our internal train-
ing homepage to provide
employees access to self-
directed learning tools.
In addition, we had four

‘high-potential employees’
for our two-year manage-
ment development pro-
gram, which exposes them
to many facets of the busi-
ness.” — Regional president
for a national builder
« “We began to cross-train
our employees in differ-
ent disciplines. .. We
eliminated some outside
contractors and created
our own service business,
such as landscape mainte-
nance for the models. Our
IT department now helps
marketing with Web sites
and e-blasts, versus pay-
ing an outside advertising
firm.” — Division president

“We’re stressing to our people that things we

could get away with in the past won’t work
now.” — Sales director for a national builder

individuals train on using
Six Sigma for process im-
provement.” — Vice presi-
dent of process control for a
national builder

“Besides industry-specific
training, we're including
topics like social styles,
negotiating to yes, and 7
Habits.” — Regional presi-
dent of a national builder
“We continue to identify

for a California builder
« “We worked out a career
development program for
all our key people. This
includes identifying weak-
nesses in skills and ex-
posure to other business
areas.” — President of a
community developer
For other builders, commu-
nication and mentorship have
been the focus. As one vice

president of sales described,
“We educated our employees
on what got us in this mess
in the first place, where we
are today and where we want
to head. We clearly commu-
nicated what role we needed
them to play. Now more than
ever, our team members real-
ize we need their feedback,
and that alone helped in-
crease employee satisfaction
and accountability.” Addi-
tionally, he reports employ-
ees support one another and
have better morale.

Last but not least, getting
back to the basics was anoth-
er common message. “We're
stressing to our people that
things we could get away
with in the past won't work
now,” said one sales director
for a national builder. Or as
one regional president noted,
“The lesson I am imparting
is that traditional roles and
hierarchy are out the window.
Everyone needs to be pre-
pared to do whatever it takes
to keep the ship afloat.” PB

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

Make a
Move

TRAIN YOUR
EMPLOYEES
Work on their career
development.

KEEP THEM
INVOLVED

Give them updates on
what'’s going on and
where you’re headed.

MENTOR
Use the time to reach
out to the young’ns.

SHAKE ’EM UP
Reiterate to everyone
that it’s a new
industry; traditional
hierarchies and
notions of what could
slide have gone out
the door.

www.probuilder.com

www.ProBuilder.com
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BUILT BEYO ND CODE.

THE FULL-SIZE TUNDRA. Lift the hood, crawl underneath, or check the specs: you'll see

engineering that took no shortcuts to toughness. Tundra’s available 5.7L V8 delivers 381 hp, 401 Ib-ft. THE TRUCK THAT'S CHANGING I‘T ALLU

of torque and a towing capacity of up to 10,800 Ibs!? And with an available payload capacity

TOYOTA
TOYOTA TUNDRA of up to 1990 Ibs.}® Tundra lets you carry a shopful of tools and still have plenty of room to
2008 MOTOR TREND  deliver building materials to the job. Here's one more construction tip: Tundra is assembled
TRUCK OF THE YEAR: with pride right here in the U.S.A. Inspect one for yourself today. Find out more at toyota.com EEECEE

——

—
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o »!
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e d up and | _propérly and that.youshave any-necessary additional eguipment.-Do ndt: exceed-any. Weight-Ratings a
wner's-Manual. The maximum you,can tow depends on the t stal weight of any cargo,.occupants and available equipment:3 Payload
“includes weight of eccupants; optional equipment and cargo, limited by weightdistribution load'is:not the Vehicle Capacity Weigh
vary according toinstalled optional equipment: ©2008 Joyota Motor Sales, U.S.A., In¢c.. * S T T
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[ BEST WORKPLACES |

An Attitude of

Gratituc

The reward for
investing in your
employees in good
times is folks who
are willing to go to

h f h No big surprise: entries for this year's Best Workplaces are

the mat ror YOU— wihen down a bit amid layoffs; salary freezes and cuts; and the fact

: that some companies have simply gone out of business since

times get tough Meet last year’s survgy. But, happily, fhere are companies that have

the Companies we bucked the expectation of disgruntled employees ready to

jump ship. This year’s best workplaces have cultivated loy-

named the best places alty and a willingness to do double duty to help their com-

panies ride out the current housing dip. These companies

to WOI’]{ and 1eaI'n hOW understand that a huge part of their success is their people,

so they are willing to invest in them. And in these uncertain

youl‘S Compal’e S to times, their staffs have not forgotten what has been done for
them.

Others° “I've got the best employees,” says Doug Tripp, president

of Tripp Trademark Homes, one of our finalists. “They are
really looking to [find out] what else can they do to help us.
Our receptionist has gone out into the field and is working
as a hostess on her days off in our sales office. A couple of
guys brought lawn mowers in to mow some of our inventory
houses. The sales, construction and service people will vac-
uum the models on Friday afternoon instead of us paying a
cleaning person, so that they look good during the weekend.
I didn’t tell them to do those things.”

He adds that they were able to avoid some layoffs because
Photo: Getty Images staff were willing to take pay reductions for the benefit of the
whole. “If people are willing to do that and not leave, that’s

By Felicia Oliver, Senior Editor

Professional Builder / August 2008 www.ProBuilder.com




www.ProBuilder.com August 2008 / Professional Builder



— BEST WORKPLACES |

loyalty,” says Tripp.

Agreed. This year we are honoring
six Best Workplaces: three top building
companies with 100 or fewer employ-
ees, and three top building companies
with more than 100 employees.

A common theme coming from
those we spoke to at these companies
is that the time and money spent to
make employees feel heard, respected
and motivated — be it through unique I
benefits, a good work/life balance, ed-
ucational opportunities or fun get-to-
gethers — is worth it. As belts tighten
and situations seem dour, these companies have cultivated
employees for such a time as this. They seem ready and will-
ing to do what it takes to keep their companies going.

Putting things in perspective

Overall scores.for survey participants were lower this year
than last. But one thing that has stayed amazingly consistent
is the percentage of respondents who strongly agree that they
expect to be working for their current employer in the next
two years. This year 71.2 percent agreed; last year just over 70
percent said so. (Note: There is a slight discrepancy in how to-
tal scores were evaluated last year and this year. Proportionally
the scores were the same amongst last year’s companies; the
total scores this year were tallied differently.)

Scores were highest on the statements “I would recommend
this company-to others as a good place to work” at 75.4 percent
— just a few points higher than last year’s 72.4 percent — and
“I would rate this company as a great place to work compared
to other companies I know about” — 77.5 percent — up a bit
from last year’s 74.9 percent. (Hey, why even fill out the survey
if you don’t agree with that?)

Wallen Homes got several perfect scores. It scored 100
percent on all three questions relating to confidence in man-

PROFESSIONAL BUILDER
2008 BEST WORKPLACES
TOP 3 (100 EMPLOYEES OR FEWER)

1. Wallen Homes, Rio Rancho, N.M.

2. Tripp Trademark Homes, Lutz, Fla.

3. Traton Homes, Marietta, Ga.

TOP 3 (MORE THAN 100 EMPLOYEES)

1. Trendmaker Homes, Houston

2. Capital Pacific Homes, Newport Beach, Calif.
3. Holiday Builders, Melbourne, Fla.

agement’s leadership ability (“I under-
stand my company’s business strat-
egy and goals”; “I understand how my
work fits into my company’s business
strategy”; “I have trust and confidence
in the overall job being done by the
senior leadership team of this com-
pany”). The average scores in this cat-
egory were fairly good overall (66.1, 72
and 73.6 percent respectively). Traton
I Homes had 93 percent who strongly

agreed that they understand how their
work fits into their company’s busi-
ness strategy; Trendmaker had 92 per-
cent who felt that way.

Wallen Homes scored 100 percent in two areas of customer
service (“I would rate this company highly on satisfying its
customers”; “I would rate this company highly on providing
quality customer service”). Wallen also scored 100 percent
three times out of a possible four in the category of workplace
culture and environment on questions concerning work/life
balance; a climate of mutual respect among employees of dif-
ferent backgrounds; and encouraging teamwork and collabo-
ration. Overall average scores on work/life balance were 59
percent; mutual respect, 71 percent and teamwork/collabora-
tion, 773.5 percent. Last year the overall scores were, 53.3, 62
(almost a 10 percent increase this year!) and 0.3 percent, re-
spectively, bucking the trend of lower scores this year. But it’s
not surprising that pleasing customers is top of mind in this
current sales environment.

Wallen was bested only by Trendmaker on the question, “My
company employs strong, ethical principles in its business
practice” — the fourth question under the category of work-
place culture. Wallen scored 89 percent versus Trendmaker’s
93 percent. The overall average score was 775.6 percent.

Tripp Trademark scored high in two areas of corporate and
social responsibility. Ninety-three percent strongly agreed,

Methodology

Professional Builder solicited responses to a 32-question online
survey about how people feel about the home building company
for which they work. We received almost 1,000 individual re-
sponses representing 63 separately identified companies.

Aside from giving a general description of their title (support
staff/administrative, middle manager, senior manager, field
supervisor or owner) and naming their company, respondents
remained anonymous. Survey questions covered compensation
and benefits; professional development, education and training;
recruitment and retention; job satisfaction; workplace culture

Professional Builder / August 2008

and environment; social and corporate responsibility; customer
service; and leadership ability of management.

We selected the top three companies in two categories — com-
panies with 100 employees or fewer and companies with more
than 100 employees — that scored highest overall on the em-
ployee survey result, which is to say, those with the most respon-
dents who strongly agreed with the survey statements reflecting
their view of their employer. Only companies with nine or more
respondents representing 20 percent or more of employees were
considered.

www.ProBuilder.com
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[ BEST WORKPLACES |

“My company actively supports community outreach, public
service and charitable work,” which was the highest score this
year on that particularly question; and 93 percent also strong-
ly agreed that, “My company contributes to the local building
industry, economy and corporate community,” a score second
only to Wallen’s 100 percent. The overall average was 66 per-
cent and 69 percent respectively. The overall average score
this year on “My company practices environmentally respon-
sibility in its operations” was 57.1 percent compared to 62.8
last year. Wallen and Trendmaker scored far above average at
89 and 8o percent, respectively, on this question.

As was the case last year, some of the lowest scores overall
were in the area of recruitment and retention, presumably for
the same reasons — more folks are being let go than recruited
or retained. A mere 42.6 percent strongly agree that they are
being groomed for a position of increased responsibility, or,
if managers, are grooming at least one staff member for such
a position. Last year the number was 49.57. Only 43 percent
say open positions are being filled in a timely manner, fairly
even with last year’s 43.9 percent. What's more likely is that
these positions are being left open indefinitely or eliminated
completely.

Under the category of compensation and benefits, only 41.7
percent strongly agreed that their salary is competitive with
similar positions in other companies, compared to a similar
43.7 percent last year. And in terms of professional devel-
opment, education and training, only 42.2 percent strongly
agree that their company’s mentoring program has helped
them develop important skills, compared with 47.10 percent
last year. A low 46.6 percent of all respondents strongly be-

NO. 1 (100 EMPLOYEES OR FEWER)

WALLEN HOMES, RIO RANCHO, N.M.
Jenice Montoya,

President and General Manager
www.wallenbuilders.com

Employees: 28
2007 Revenue: $58 million
2007 units closed: 188

WALLEN HOMES is a semi-custom builder

primarily targeting move-up buyers. It has a library of about 45 floor plans
but allows customers to make changes as significant as moving walls and
adding patios.

“We’ll actually let a customer go in and really customize that home,”
says President and General Manager Jenice Montoya. “So that gives us a
little bit of a different approach.”

Wallen Builders was originally founded as a framing company by Garry
Wallen in 1985. In the late 1990s, a company called Amrep Southwest
decided to stop building homes in Rio Rancho and asked Wallen to build
out its remaining home contracts. Thus Wallen Builders became a home
builder. Wallen remained owner of the company until he sold it to investors
in April and retired in May 2007. The name changed to Wallen Homes to
better reflect its position as a home builder.

Wallen Homes is a National Housing Quality Certified Builder.

“If you're familiar with NHQ certification, you know that it's much more
than just building a good home,” Montoya says. “While that’s certainly a part of
it, the underlying factor is just being a good company, being a good business
partner, not only to our trade partners but to our employees as well.”

lieve the better their performance, the better their pay will be.
The number is down from 51.7 percent last year.

The Habits of Highly Successful Best Workplaces

Themes crept up among the winners. Here'’s a look at best

practices these winning companies share:

Time Off

Both Tripp Trademark and Wallen Homes traditionally close
their offices for at least a week during the Christmas holiday.
Almost all six companies report a formal or informal flextime
policy.

Fringe Bennies

Trendmaker allows employees to earn a percentage of gross
profit contributions. Traton Homes has a gym on the premises,
while Tripp Trademark offers membership to a gym next door.

Due Recognition
All six Best Workplaces have an employee awards and recog-
nition system.
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Knowledge is Power

Both Capital Pacific and Holiday Builders offer an internal
“university” program to address the training and professional
development needs of employees.

Handling Layoffs

Wallen’s HR department have helped laid off employees with
resumes, interview techniques and whatever assistance they
need in getting their next position.

To go more in depth on the highly successful habits of our
Best Workplaces, check out this story online at www.probuild-
er.com/bestworkplaces.

www.ProBuilder.com



Durastrand® Rimboard and SteadiTred® from Ainsworth
Builders and dealers are finding that smart, sustainable building
practices deliver real bottom-line benefits. Multipurpose products like
0.8E Durastrand OSL Rimboard are manufactured from renewable
resources—and in the sizes you need—so you can save time and labor,
reduce waste and disposal fees, and minimize inventory.

e

SJRASTRANS RIMBOARD STEADITRED®

Attention Builders Multipurpose strength For strong, consistent stair treads
Fabricate stair systems using 1-%a" 0.8E Durastrand OSL Rimboard versus particleboard & solid sawn

SteadiTred stair treads and > as rim board, short-span headers > greater span capability (up to 45 in)
Durastrand Rimboard as stringers. and stair stringers

> always flat and straight: save on
> ICC-ES code evaluated for flexural defects and call-backs

applications (ESR-1053) > APA exposure 1 rated: eliminate the
> better utilization means less waste and cost of temporary stairs

jobsite waste > bull-nosed or square-edged

> primarily made of aspen, a fast-
growing, renewable species

B

Engineered Performance for the World of Wood®

For more information, please contact:

Ainsworth Group of Companies ®
604 661 3280 Industrial & EWP Sales Ainsworth Engmeered

877 661 3200 Toll free

604 661 3275 Fax

sales@ainsworthengineered.com For FREE info go to http://pb.ims.ca/5648-9
www.ainsworthengineered.com

AAS Ainsworth® AinsworthEngineered® Durastrand® SteadiTred? the color Purple® the color Turquoi: i e for the World of Wood® are registered trademarks.
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NO. 2 (100 EMPLOYEES OR FEWER)

TRIPP TRADEMARK HOMES, LUTZ, FLA.
Douglas Tripp, Founder/President
www.tripptrademarkhomes.com

Employees: 22
2007 Revenue: $19 million
2007 units closed: 89

TRIPP TRADEMARK HOMES is a family-owned company founded by Doug
Tripp in 2000. He started the company after 20 years in the home-building
business, including 13 years as an executive for two of the nation’s
largest home builders. The company has closed more than 900 homes
since then. Tripp Trademark builds single-family homes, townhomes and
its popular villa product in several of Tampa Bay’s premier communities.

Tripp Trademark describes itself as a small company with a big heart.
Part of the company’s mission is to build up the communities in which its
homes are located.

“We’ve encouraged all our employees to become involved with non-
profits and organizations such as Habitat for Humanity, Big Brother/Big
Sister and the American Heart Association,” says Tripp. “We give them
time off from work to participate if they care to. We typically give
financially [to these organizations].”

Tripp says he appreciates the recognition as a Best Workplace, but he
think he should be recognized for having the best employees. “I'm very
fortunate and blessed to have them,” he says. “I try to stay out of their
way and let them do their job. I'm there for any guidance they’d like.”

NO. 3 (100 EMPLOYEES OR FEWER)

TRATON HOMES, MARIETTA, GA.
Bill and Milburn Poston, Founders
www.tratonhomes.com

Employees: 68
2007 Revenue: $95 million
2007 units closed: 225

TRATON HOMES is a third-generation family-owned business.
Brothers Bill and Milburn Poston founded Traton Homes in 1971.
Since then, Traton has built more than 6,000 homes in more than
50 communities. Dale Bercher is chief operating officer of Traton
Homes; William C. (Clif) Poston Jr. is the executive vice president;
and Chris Poston is senior vice president. Traton is No. 203 on
Professional Builders 2008 Giant 400 list.

“Our office has a homey kind of feeling,” says Cliff Poston. “It's
a comfortable, unassuming. ... Everybody has to dress and act
professionally, but we want the feeling to be more like you're at
home with your family.”

And like a comfortable home, the office has a recreational
space: a “retreat” on the third floor.

“There’s a large bar up there, a big screen TV — it’s like being
in a lodge,” says Bercher. “We use it periodically. We might have
an after work get together, a company meeting or something like
that. We can have a couple of cocktails and enjoy each other’s
company.”

Professional Builder / August 2008 www.ProBuilder.com
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It's what you want and what we've got.

More faucets with more variety than ever. New vitreous china “suites” with

classically styled, high-performance toilets and pedestal lavatories. More profit

potential, because Gerber is still loyal to the trade. Give your customers more,

and make more, with Gerber in your showroom! gerberonline.com
For FREE info go to http://pb.ims.ca/5648-10
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NO. 1 (MORE THAN 100 EMPLOYEES)

TRENDMAKER HOMES, HOUSTON
Will Holden, President
www.trendmakerhomes.com

Employees: 164
2007 Revenue: $316.2 million
2007 units closed: 796

TRENDMAKER HOMES has been in Houston since 1971 and has built a
niche as a builder of luxury production homes that incorporate “smart
differences”— added features that add comfort and convenience but are
not considered upgrades.

The company is part of WRECO, the real-estate subsidiary of
Weyerhaeuser. One of the benefits of being a Weyerhaeuser company is
that Trendmaker is one of a few home builders that offers employees a
pension plan. The company also pays for each employee’s medical and
dental insurance — and there is a cost to cover other family members.

“We have a very family-friendly environment,” says Will Holden,
president of Trendmaker Homes. “I've been here 15 years, and I've had
a lot of challenges in my life and with my kids — diabetes and other
challenges. The company is very accommodating to people’s special
needs. We are focused on retaining our employees for their career, and
accommodating people through periods of their lives is probably the best
way to do that.”

NO. 2 (MORE THAN 100 EMPLOYEES) NO. 3 (MORE THAN 100 EMPLOYEES)
CAPITAL PACIFIC HOMES, NEWPORT, CALIF. HOLIDAY BUILDERS, MELBOURNE, FLA. g\f“ \v:‘:\ .‘743, T
Hadi Makarechian, Chairman/CEQ/President Kim Shelpman, President .. \
www.capitalpacifichomes.com www.holidaybuilders.com :

e

Employees: 260 {, Employees: 249
2007 Revenue: $372.6 million 2007 Revenue: $235.6 million

2007 units closed: 1,045

CAPITAL PACIFIC HOMES is a wholly owned subsidiary of Capital
Pacific Holding (No. 66 this year on Professional Builder's Giant 400
list) and is among the nation’s largest regional home builders with
operations in Arizona, California, Colorado and Texas. Its Southern
California Division earned National Housing Quality Certification
earlier this year.

Founder Hadi Makarechian returned to his native Iran after
graduating from the State University of New York at Buffalo to join
his family’s development and construction company that, at the
time, was the country’s largest developer. Returning to the States
in the late ’70s, Makarechian established his own real-estate
development business through various corporate entities.

Matt Kern joined CPH as corporate controller in 2002 and
assumed his current position as chief financial officer in 2005. With
the layoffs the company has had, Kern says remaining employees
understand their importance.

“Our employees feel they are contributing something,” he says.
“The organization wouldn’t be where it is today without their
individual efforts. ... We can’t do this without [them], our key
people.”

Professional Builder / August 2008

2007 units closed: 1,152

HOLIDAY BUILDERS was founded in 1983
with the mission to build affordable homes
in Florida for the first-time home buyer. In
its first year, the company overachieved
on its business plan, selling 76 homes
compared with the 12 it planned. Today, it
has built more than 30,000 single-family
homes in 65 communities throughout
Florida, Texas, Alabama and South
Carolina. Holiday is No. 88 on Professional
Builder's 2008 Giant 400 list.

Holiday established its Employee Stock
Ownership Program in 1996 and became
100 percent employee-owned in 1999, making it the largest employee-owned
home builder in the nation. President Kim Shelpman says being an ESOP is an
important benefit to employees. “They are certainly a piece of the pie. They have
that daily accountability factor.”

The company is among the top 20 privately owned companies in the state of
Florida and one of only a handful of companies to be employee-owned for more
than 10 years.

www.ProBuilder.com




No more Sunday morning
spent perusing the real-
estate section of the
newspaper. New York
City-based residential
brokerage company
Home Quest has created i

e N

technology that lets

home buyers in the city
receive real-estate market
information through text
message alerts as soon
as homes come onto the
market. So house hunters
now have time for more
productive pursuits on a
Sunday morning - like
actually coming to see the
homes you have available.

Photo: Home Quest
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INSIDE

Give your sales presentations a make-
over [ page 29 |

Use auctions to your advantage
[ page 30]

Selling Service 101 [ page 36 |
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[ SALES & MARKETING ]

Retoo

Your Sales Presentation

The sales methods you've been using are likely outdated.
{ [t's time to shake things up.
: / By John Rymer, New Home Knowledge

ow good are your sales
presentations? Are you
regularly performing

role plays at sales meetings? Do
you feel good about what you
hear and see? Do you have con-
sistent measurements for judg-
ing presentation skills? Is your
team scoring well on feedback
metrics?

In today’s environment it’s
trite but true to say that there is
no better use of time and efforts
than improving the presenta-
tion skills of sales team and
the sale process experienced
by your customers. But what if
you feel good about your train-
ing program and presentation
skills of your team?

Many sales professionals

Sale” — it's not that these sales
systems are inherently flawed,
because they're not. But much
of the emphasis, coaching and
feedback measurements were
refined during good times and
are often out of touch with
today’s buyers. The result is a
sales presentation that lacks
the priorities and hard facts
today’s customer demands.

So what are the new priori-
ties and key drivers of today’s
sales success?

No. 1: Stand tall and don’t
hide from value. The value
question is on the mind of ev-
ery buyer. Whether the ques-
tion is stated as “What are your
discounts?” “What specials are
you offering?” or “I know those

It’s trite but true to say that there is no better
use of time and efforts than improving the

presentation skills of sales team and the
sale process experienced by your customers.

and managers are focusing on
sales presentations based on
the same formulas and criteria
that worked well in a typical
sales environment. Yet many
of the proven sales techniques
are falling flat in a sales atmo-
sphere that is anything but typ-
ical. Take your pick: “Critical
Path Selling,” “Relationship
Selling,” “The Five Ps to a Sure

are the list prices but what can
you do for me,” the underlying
theme is all the same: sell me
on why this is the best value
in the market. Your answer
should show confidence and
willingness to take value head
on: “Sounds like you're a cus-
tomer who is focused on value.
Congratulations, you've come
to the right place. In this mar-

ket I wouldn’t expect anyone to
buy unless they thought they
were getting the best value ...”

No. 2: Become an expert
on the housing market fun-
damentals. While everyone is
waiting to buy until the market
bottoms out, the best sales pro-
fessionals are getting schooled
and are refining presentation
skills in housing economics
201 It sounds like this: “No
one knows for sure when the
bottom of the market is or has
occurred. But let me tell you
why the housing market fun-
damentals are in your favor.
Our national economy pro-
duces about 1.5 million new
households annually. Right
now we're on track to build
only about 65 percent of the
housing needed to meet the
long term demand.”

You won't find either or the
above in most traditional sales
training programs. Yet, focus-
ing on hot points such as floor
plans and locations, for exam-
ple, without dealing with value
or housing economics is a sure
way to keep customer on the
fence and postpone their hous-
ing decision. PB

John Rymer is the founder of
New Home Knowledge, which
offers sales training for new home
builders and real-estate profes-
sionals. You can reach him at
Jjohn@newhomeknowledge.
com.

Rymer’s
Rules

STAND TALL AND
DON’T HIDE FROM
VALUE

Running from

the “What’s your
discount?” question is
sales suicide. Speak
with confidence
about your prices and
justify your best value
positioning.

BECOME AN
EXPERT ON THE
HOUSING MARKET
FUNDAMENTALS
Discuss specific
economic
fundamentals of

the housing market
and demonstrate

a balanced view of
why postponing a
decision doesn’t make
economic sense.

RETHINK
TRADITIONAL
SALES-TRAINING
PROGRAMS

Many programs that
worked in traditional
market environments
lack the priorities and
hard facts demanded
by today’s customer.

www.probuilder.com
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Introducing
the Intelligent
Transfer Switch

The combination load center/transfer
switch package from Kohler gives
homebuilders, remodelers and
electrical contractors a fast, cost-
effective way to offer generator-
ready homes to customers — and
take the competitive lead.

Intelligent Transfer Switch features:

® Combines the home’s load center
with a generator transfer switch
into a single panel

® No secondary distribution panels
or additional wiring needed

m Square D” type QO” Load Center
with 38-40 circuits and smart
breaker system

® KOHLER. automatic transfer switch
logic with service-entrance rating

® Available in NEMA 1 and
NEMA 3R designs

Discover all the ways Kohler
can power your business at
KohlerSmartPower.com or
call 800.544.2444.

KOHLER

KohlerSmartPower.com

For FREE info go to http://pb.ims.ca/5648-12
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Going Once, Going Twice
Builders turn to auctions to clear inventory,
net quick cash and garmer publicity. By Felicia Oliver, Senior Editor

ish you could see your over-

stocked home inventory dis-

appear as fast as the whack
of a hammer on an auction block? Gar-
dena, Calif.-based Cal Coast Homes is
one recent developer who reportedly
auctioned 18 of 24 homes offered in
less than 40 minutes, netting a reported
$10 million from its Gardena Village
community just southwest of Los Ange-
les International Airport.

Roger Pollock, president of Buena
Vista Custom Homes of Lake Oswego,
Ore., successfully pulled off a two-day
auction last December of 141 of his
250-unit home inventory, generating
$65 million in sales in a well-publicized
move that may have been the largest
sales event in Oregon real-estate his-
tory. He conducted a successful smaller
auction in March.

Here are some of Pollock’s tips to
keep in mind if you're considering an
auction:

 Come to grips with the reality of the

market. “Builders must realize that
if they enter into an auction, this will
likely bring the best available price
and, good or bad, you should be pre-
pared to accept the reality that the
market delivers.”

* Select a professional auction pro-

ducer. “We went with nationally re-
nowned Real Estate Disposition Co.

Y,

They run a flawless operation and
focus on the key elements needed to
deliver customers to buy your prod-
uct. Without this you are going to
fail.”

Market the auction. “Treat the auc-
tion like an event to get the bidders
you need, and have a well-designed
marketing and PR plan. We are big
believers in public relations, and we
chose to tell the story: ‘We overbuilt;
now we need to sell.” It is what it is.
... We build a great home and we
have a positive name, and we want-
ed to let people know why we were
auctioning off these homes.”

Be the leader. “Ask yourself whether
you would like to be first to do an
auction in your market or last. If you
think this is a good avenue to quickly
move your product, then don’t stew
over your decision. Make an action
plan and get it done.”

Be prepared to sell. “We sold 141
homes in our first auction. We high-
fived each other and then realized
that we need to prepare 141 homes to
close within 30 days. That was a big
undertaking for our company. This
will likely be the case for any builder.
... We had a couple of our sub-con-
tractors quit immediately saying they
couldn’t do it. Prepare your opera-
tions crew for the task at hand.” PB




Know-I[t-All.

[ . , You thought ahead and recommended prewiring backup power. Not just
w“%‘ "“‘ any backup power — a KOHLERe generator. Your bright idea not only keeps your
n:::- :"w ‘_ customer secure and comfortable, it saved thousands of dollars in installation
- H costs down the road. And now you're known around town as that progressive,
forward-thinking contractor.

’ -

Pretty smart.

Discover all the ways Kohler can power your business at KohlerSmartPower.com or call 800.544.2444

KOHLER.  OIN

KOHLERe, onw and the color green are trademarks of Kohler Co.

For FREE info go to http://pb.ims.ca/5648-13



GET INTO THE

H O UGS NG

Make HousingZone.com

your first stop every morning—
and stay on top of critical
issues impacting your
business day. .
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access FREE archived Web casts

@ check out the Forums on Green Building,
Building Science and NHQ

® enjoy interesting blogs by industry
thought leaders

catch featured stories from the
pages of Professional Builder,
Professional Remodeler, Custom Builder
and Housing Giants.

® update your subscription info or
sign up for outstanding e-newsletters
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and events
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Professional Builder Benchmark
and AVID Leadership Gonference

Tools 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 significant 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/Benchmark

Professional Builder A D
BEmHMARK RATINGS
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‘ClosedCelI

Spray Foam Insulation

Residential applications
e Home owners
e Home huilders
e Sprayfoam contractors
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How to Make the
Most of the Web

By Mark Jarasek, Senior Editor, E-Media

Not all too long ago one of the only ways business pro-
fessionals could get information specific to their industry
was through the print media — trade publications contain-
ing industry-focused articles and other content. Perfect
examples would be how Professional Builder, Custom
Builder, Housing Giants and Professional Remodeler
magazines have long served the residential construction
industry.

Back in those days when print ruled the world of in-
formation dissemination for unique trade interests, there
weren’t even any television or radio programs that served
industry-specific audiences such as home builders or
remodelers. Then the Internet appeared, and it’s pretty
obvious how it has revolutionized the world of communi-
cations.

This young upstart has been growing and maturing
quicker than any ravenous teenager ever could. The
Internet rapidly evolved; static text Web sites delivered to
your clunky personal computer via telephone lines rigged
to slow 56k modems became dynamic multimedia Web
playgrounds accessible in a blink of the eye. Before we
sat at a computer station to work; now hand-held gad-
gets keep us moving and working simultaneously.

The New Name Game

It seems as if one morning we woke up to find a host of
newfangled tools, social networks and interactive ap- A
plications appearing across the Internet — tools with h s

cryptic-sounding names such as RSS Feeds; brave new
means for airing opinions called blogs; space for interac-

Your friend The

tive feedback that allow anyone to add their own obser-

vations to online articles; and social networking Web sites :
with imaginative monikers including MySpace, Facebook Internet has basic
and even LinkedIn. tools that can

Feeling a little confused? Not surprising. Even those of
us who work every day in the electronic media world have
been left scratching our heads in bewilderment. Which is
why we’ve created this guidebook to help homebuilders
and remodelers better understand it all and find out how

help your home
building business
in more ways

to use the innovative Internet resources to improve and than one.
advance their businesses.

L
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WEB USER'S GUIDE

Resources at Your

Fingertips

By Mark Jarasek, Senior Editor, E-Media

If you’ve been reading articles

other people have contributed;

on HousingZone.com or any of 5] Emait to a friend their observations can be very
our publication's sites — Pro- =h. .. ) enlightening.
Builder.com, CustomBuilderOn- Frintfriendly version The link to the Talk Back fea-

line.com, HousingGiants.com Digg This
or ProRemodeler.com — you -

ture is located at the very end of
every article. Once you submit

might have noticed a bundle of .. Boomark with del.icio.us | your Talk Back comment, a link

new tools in place. These are Jrss)

to your comment appears at

the tools you can find on typical

information or news-related Web sites.
Here’s a run-down of exactly what they are,

how they work and how you can use them.

Talk Back

Talk Back

POST A COMMENT ON THIS ARTICLE

— 07A1108

o Very Thanks.. .....Pamela Armstrong — 097107
o Since mold is a big concern, why is.....Rob L — 0414107
. i i il ideout — 03722007

On HousingZone.com and our related Web
sites, the Talk Back feature allows anyone

to add their insights, observations or opin-
ions to any article or blog posting. It’s also
very interesting to read the strings of what

TALKBACK

PATH Report: Building Manufacturers Launch New Mold-Resistant Products

Full name: I

Email Address: I

Location: ‘ ‘

Occupation: ‘ \

Pasting ® OKto print name and email address
optioes: © OKto print name only

the end of the article where you
placed your comment.

Those involved in the home building and
remodeling industries can benefit from both
contributing to and reading other Talk Back
submissions. Web visitors have offered
interesting and valuable insights on a wide
variety of articles on HousingZone.com and
its related Web sites. They offer a whole new
dimension to the work of the journalists, in
effect broadening the sources and informa-
tion contained in news and feature articles.

RSS Feeds EI

Let’s take any mystery out of this one right
now: RSS stands for "Really Simple Syndi-
cation." It's a new way to deliver informa-
tion online through what are known as RSS
feeds. Using RSS feeds is a very easy and
convenient way to have specific types of
content delivered directly to your computer
as it is released from the source.

An RSS document (which is called a feed,
Web feed or channel) contains either a sum-
mary of content from an associated Web
site or the full text. RSS makes it possible
for people to keep up with Web sites auto-
matically; that content is piped into special
programs or filtered displays on personal
computers.

The benefit of RSS is that content from
multiple sources is aggregated into one place
for you. RSS content can be read using
software called an RSS reader, a feed reader
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or an aggregator, which can be Web-based
or desktop-based. A standardized coding
format allows the information to be pub-
lished once and viewed by many different
programs. The user subscribes to a feed by
entering the feed's link into a reader or by
clicking an RSS icon in a browser that initi-
ates the subscription process.

At the heart of the technology is special
Web coding, called XML, which can auto-
matically push headlines and/or information
to an RSS Reader. This is a simple, conve-
nient way to have content delivered directly
to your computer. But first, you need the feed
reader. How it works: the RSS reader checks
the user's subscribed feeds regularly for new
content, downloads any updates that it finds,
and provides a fairly simple user interface to
monitor and read the feeds.

Performing a search for "RSS Feed Read-
ers" in any major search engine such as
Google.com or Yahoo.com will produce a
slew of software options — many that are
free or have a nominal cost. Examples of free
Web-based RSS readers are Google Reader,
NewsGator, Bloglines and My Yahoo.

Desktop software versions of RSS read-
ers can be found in the newer versions of
Web browsers such as Internet Explorer and
Mozilla Firefox. Readers are also included in
some e-mail programs, including Microsoft
Outlook and Mozilla Thunderboard. You can
also use any Internet search engine to find

other RSS readers that are available — some
for free and others inexpensively.

Once you've obtained a feed reader, sub-
scribing to an RSS feed is as simple as look-
ing for the appropriate XML code. Most Web
sites that publish an RSS feed will display
a tiny orange box or button labeled RSS or
XML. Click the button and your Web browser
typically goes to a page of cryptic code. Just
copy the Web address, or URL, of that page
and plug it into your feed reader. The software
will then automatically retrieve and display
that site's latest information as it is released.

Home builders and remodelers can collect
RSS feeds from a whole host of resources
that offer information that can impact or
improve their business. See our list of these
resources on the last page.

Bookmarking with del.icio.us
According to information found on its Web
site, del.icio.us defines itself as a social
bookmarking resource. The primary use of
del.icio.us is to store your bookmarks online,
which allows you to access the same book-
marks from any computer and add book-
marks from anywhere you might be.

As it relates to the Internet, a bookmark is a
page or Web site URL you can save in one spot
so that it’s easy to return without retyping the
address or url again. This feature is available in
most Internet browsers. For example, Microsoft
Internet Explorer bookmarks are known as "fa-
vorites" and a menu option is available for you
to view your favorites in the Microsoft Internet
Explorer browser. However, if you’re not at the
computer where you’ve stored all of your pre-
cious bookmarks, then you can't access what

.. del.icio.us

» all your bookmarks in one place

» check out what other people are bookmarking

» get started «

leam more.

hotlist

what's hiot ight now on delicio.us

see also: popular | recent

pocple

iphone  software reviews reference st tags

w | iPhone: What's on Yours? save this

= first posted by ihemmans

— Copy your files faster with TeraCopy save this people

= | trst posted by canina_pt software  windows  freeware copy utlties tags
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you've saved. That's where del.

icio.us comes in handy.
Del.icio.us allows you

to save any or all of your

bookmarks so that no matter

digg

News, Images, Videos

Whel’e you are or What com- (i-l1 Discover the best of the web!

al
ZLI" Leam more about Digg by taking the tour

puter you are using, you can

JoinDigg | About = Login

Technology v World & Business v Science v Gaming v Life:

I Popular I Upcoming 2N _

178 Digg This!: 7 Cheats for Hitting The Front Page

Many other sites like Digg
have started to appear on the
Internet, including Buzzfeed
(www.buzzfeed.com), Filtr-
box (www.filtrbox.com), and
Alltop (www.alltop.com). They
all have their own special

go to http://del.icio.us/, log in

Del.icio.us also offers a

cracked com— Some of them should probably be avoided, some
actually work. One thing you can be sure of: the govemment d

and retrieve your bookmarks. it s, Wit

85 The iPhone doesn't have copy & paste because
gy

nuances but basically serve
as a place where articles and
information found across the

KRightOMNI made poper §

means to share your book-
marks with business associ-

9Comments ¢ Share
digg it

ggs  deringfreball net — I's just not that easy. Really. More__ (appe)

White House buries climate change deaths repc

Internet can be shared.

sy [ TerverC mode popie Smi

ates, colleagues or friends. A o
It may be a little difficult to

2 waphco.uk — The White House buried a report prepared by
scientists which detailed a rising death toll fom heat waves, i

Blogs
Contrary to what one might

imagine how this type of Web

guess, the term blog was not

site can be useful to a business
BLOGS

inspired by a B-movie horror

person, but there are oppor-

Jonathan Sweet -

ling Notes

creature, i.e. The Blog That

tunities to use it for in-depth
research because you can keep
track of any of the resource ma-

Nick Bajzek - The Product Guy

PR Fannie, Freddie and the new mortgage rules (7/1412008)
LGE ' not going to spend a ot of ime writing about the issues
G| coing on with Fannie Mae, Freddie Mac and the Fed's new

mortgage rules ... Read More

Ate Manhattan. It’s actually
an abridgement of the term
“Web log.” Today, the Internet

terial you find online. It can also
be used for collaboration where
coworkers or other groups can

Glenn Singer - Supply Chain C

The Product Guy on Hiatus (7/1512008)
LS 1ts been a busy few weeks for TPG in preparation for a
much-needed two-week furiough .. Read More

is bursting with blogs. As of
December 2007, blog search
engine Technorati was track-

use a shared account to collect
and organize bookmarks that

Creating Good Karma (7/912008)
S| ! recently had an interesting experience during a

ing more than 112 million
blogs.

are relevant to the entire group.

Information offers good guidance on how
you can easily set up a free subscription and
get started using this online tool.

Digg
Digg is a social networking Web site for news
articles or any type of content found on the
Internet. Digg’s major distinction is that ar-
ticles that are linked from the site achieve their
popularity by receiving votes from those who
visit and use the Web site. Articles that receive
the most votes rise to the top and are granted
a coveted position on Digg's main page.

You can visit www.digg.com to take a
look at what others in the Digg community
network consider to be the top articles, blogs
or other content across the Internet. You can
also sign up — for free — to contribute ar-
ticles you think might be particularly interest-
ing, or of interest to others.

HousingZone.com includes a convenient
link to the Digg network on all of its article
and blog pages. So when you find that article
or blog that you think the world should see,
it’s easy for you to post it to Digg.

Many blogs provide com-
mentary or news on a particular subject; others
function as more personal online diaries. A
typical blog combines text, images and links
to other blogs, Web pages and other media
related to its topic.

Those involved in the housing industry
can potentially use blogs in two ways: 1) To
reference and gain knowledge from blogs
that are relevant to their business; or 2) To
establish their own blog to help establish
their credibility and/or promote their busi-
ness knowledge for the benefit or bemuse-
ment of others.

The HousingZone.com group of residen-
tial Web sites currently offers nine blogs
that address topics relevant to the housing
industry. They’re authored by editorial staff,
columnists who contribute to the print pub-
lications and other respected experts in the
industry. On a regular basis, they offer keen
insights and information that can’t fit into the
magazines. They also often cover breaking or
important news to the residential construc-
tion community that simply can’t wait for the
release of a monthly trade publication.
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tects, interior designers, manufacturers and virtually anyone involved in the industry.

Resources on the Internet include search engines, other housing industry related Web sites and news
sites from major newspapers around the world. Online resources that business professionals would also find
helpful include electronic newsletters, podcasts, Webcasts and something that is just starting to emerge from
the world of publishing: electronic magazines. Our own Housing Giants magazine recently went to an all-digital
format.

The Internet can be a treasure trove of helpful and useful information for homebuilders, remodelers, archi-

Here’s a list of some of those helpful online resources:

Search Engines

Google — www.google.com — the goo-pound gorilla of Internet search
Zibb — www.zibb.com — the global business search engine

Yahoo! - www.yahoo.com — Yahoo!’s answer to online searches

MSN, www.msn.com — Microsoft’s search engine

Dogpile — www.dogpile.com — search engine aggregator

Ask — www.ask.com — get questions answered at Ask

Housing-Related Resources

National Association of Home Builders — www.nahb.org

National Association of the Remodeling Industry — www.nari.org
National Association of Realtors — www.realtor.org

American Institute of Architects — www.aia.org

American Society of Landscape Architects — www.asla.org

American Lighting Association — www.americanlightingassoc.com
Urban Land Institute — www.uli.org

Joint Center for Housing Studies — www.jchs.harvard.edu

Inman News — www.inman.com

Partnership for Advanced Technology in Housing — www.pathnet.org
International Code Council — www.iccsafe.org

Construction Safety Council — www.buildsafe.org

Government-Related Resources

®  U.S. Census Bureau — www.census.gov

B Occupational Safety & Health Administration — www.osha.gov
B U.S. Department of Labor — www.dol.gov

News Resources

B Washington Post — www.washingtonpost.com
B New York Times — www.nytimes.com

B USA Today - www.usatoday.com

Have we reached the end of the Internet yet? Not very likely. But you can start using the tools available out there
to bring the World Wide Web a little closer to your own business universe.
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build with propane? Simple. In today’s challenging housing market, propane
help you and your homes stand out, offering the comfortable, reliable, efficient
that your customers want. From individual underground propane tanks to
nity-wide systems, propane provides exceptional energy for gas appliances
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EQUIPMENT
purchases
weighing heavily
on your mind?

Let BuyerZone
take a load off.

Get free advice, pricing articles, ratings

and quotes on all your business purchases,

anything from skid steer loaders, to aerial lifts, to

air compressors and more. BuyerZone will help you make
the right choice for your company and your budget, free
of charge. At BuyerZone, you're in control. We're just
here to make your work easier.

Join the millions who’ve already saved time and
money on many of their Construction Equipment
purchases by taking advantage of BuyerZone’s
FREE, no obligation services like:

* Quotes from multiple suppliers

® Pricing articles

* Buyer’s guides

 Supplier ratings

® Supplier comparisons

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

BuyerZcne

Where Smart Businesses Buy and Sell

A division of

Q\ Reed Business Information..
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How

Quality. Value. Integrity.
The Defining Values of Weiss Homes

Since 1967, over 3,000 discerning families in Northern
Indiana and Southern Michigan have built the *American
Dream" wilh Weiss Homes. You can rely on our enfire staff

of building professionals to respond to

your needs for fimeless design, proven
quality and genuine value at a level
beyond that offered by other builders. We promise you that,
regardless of price, a Weiss home is designed for today’s
lifestyle and built for the future. But don't take our word for it.
Just ask one of the many families that has grown info a second,
third or fourth Weiss home. Or take a look at the awards we
have won. Consider our support for the communities that we
build in. Simply slafed, only Weiss Homes
offers it all. For forly years, we have earned
our success, one buyer — and community —

at a fime. If's no wonder Weiss Homes is

known as "Michiana's Homebuilder.”

WEISS HOMES

A Tradition Of Building Excellence

a

to Sell

Learn to turn the perks
and services you offer
from price tags to
benefits in your home
buyers’ eyes.

By Jan Mitchell, Contributing Editor

15,000 Square Feet Of Design (hoices.

And You'll Only Find It Herel

For Added Peace-0f-Mind...

o a®
% RECEFTION
o
¢ \ '3
\
4 FIRCPLACES &
" EXTERIORS -
\ LIGHTING
o\ X z
»
E *  DOORS, TRIM b
I v & HARDWARE
| {
| 1 . b
|| moommG TAUNDRY  GARAGE mu\]
2 s i} L
|58 il ——ical | (O ]
| RECEPTION AREA DOORS, TRIM & LAUNDRY
KITCHEN "!IA'-"WAC"-:S
BATH REFLA
FLOOHNG EXTERIORS

WEISS HOMES IN INDIANA (ABOVE) touts its “one-stop shop” through
prominent displays in sales offices. Centex Homes in southeast

Florida (opposite page) differentiates itself in the marketplace by
offering a warranty twice as long as most of its competitors.
Photos: Group Two Advertising

The Weiss Homes Warranty

® 10year siructural warranty

® 4-year warranty on roof materials
and workmanship

® 1-year warranty on workmanship,
major mechanicals

* Additional manufacturers’ warranties

® 90day/11-month postclosing
warranty meefing with warranty
department staff

® Emergency mechanical service
available all day, every day

* Warranly requests can be made
via fax, email or through Weiss Homes’ website

e Extra paint, shingles and siding provided at closing
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www.ProBuilder.com

<(Jur Desiqn Studio.. Consider The Poss



Live el
S|eep Easy.

e Texas & Pacific Lofts, an

F ec station in downtown Fort
L8 y [ enc ] Swaner, a new home sales
| CENTEX ondo$S rent for T&P Lofts, had never

% ; mes wit ssociation. He found himself
ercoming ion over and over: the added
38 per square in HOA dues. This sometimes
tra $500 to $6 the mortgage.
had to turn it res-and-benefits scenario,” says
1er, whose team has successfully
sold 120 out of 136 condos in the proj-
ect since 2006. He now puts a dollar
amount on all the services that the
HOA dues will include, such as cable
TV and Internet. “There’s already one
bill you don’t have to pay,” he tells
prospects. Then he explains the 24/7
concierge service, workout facility and
maintenance of the common areas. He
tells prospects, “If you live in a sharp
and clean property, that adds value to
your home. And if you go to sell it in
five years, this is maintaining apprecia-
tion over time.

“Once they understand all that,”
says Swaner, “they usually agree that
they will actually come out even or way
ahead.”

Bob Schultz, president of The New
Home Specialists in Boca Raton,
Fla., echoes the success of this strat-
egy. “That which we can’t perceive, we
don’t give value to,” says Schultz. “It’s
all about turning an intangible into a
tangible and then connecting it with an
emotion.”

There’s perhaps nothing more emo-
tional for people right now than the high
price of gasoline. Swaner uses the oppor-
tunity to sell the dry cleaning drop-off and pick-up service the concierge
provides. He tells prospects, “With the rising cost of gas, you want to make
as few trips as possible. Two or three trips a week can really add up.”

J0 ol Foundation Mortgage,
ol ¢ 1 TheKeyToAll Your
Finandial Needs,

We Offer You
Fast writlen preapprovals

*100% financing for those
who qualify

*No need fo rate shop -
Foundation Morigage finds the best
rales for you

#Closing cost credit from Weiss Homes

Seamless communicafion between Weiss Homes
and Foundation Morigage

+Credit counseling available
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Bonnie Alfriend, president of Alfriend Sales and Marketing
Solutions in Pebble Beach, Calif., agrees with outlining ben-
efits and believes salespeople need to go one step further.
I find that-salespeople are generally good about explaining
benefits, but are not so good at getting them to ‘buy in.”
When toutinga builder’s services such as a warranty, she rec-
ommends saying: “This warranty will keep your home from
obsolescence and maintain value for a period of time. Is that
something you would like for your new home?” She adds,
“We sell a home in bite sizes, and getting that agreement is
just one of the bites.”

Keep objections to a minimum by personalizing your pre-
sentation, says Melinda Brody, president of Melinda Brody
and Co. in Orlando, Fla., who conducts sales training and
video shopping. “Always ask customers what’s important to
them rather than immediately launching into a long expla-
nation about your fabulous design center,” she says. “Some-
times the customer becomes checked out mentally because
the speech starts to sound like a time share presentation.”
Brody recommends determining customers’ needs and
wants by asking deeper questions as a part of the greeting
and qualifying process. This ensures you won't waste their

From some builders, such as Weiss Homes in South
Bend, Ind., success is all about selling bundled servic-
es. Ted Uelk, community manager of Weiss, says the
builder’s one-stop shop concept includes an in-house
mortgage company, state-of-the-art design studio, ex-
cellent warranty program and, for the prospect with
a home to sell, a full-service, low-commission realty
brokerage. “Our value is truly in the total package,”
he says.

The company’s design studios have made a name
for themselves in the South Bend area, as Weiss is
the only area builder that offers them. The firm cre-
ated them two years ago in an attempt to differentiate
itself from the competition. But how do salespeople
communicate the value of it to prospects? Weiss’
salespeople follow a consistent system of demon-
strating the home, then describing the 24/7 design
studio,“established for the convenience of the buyer,”
Uelk says. “They point out the time and money sav-
ings, mentioning how they don’t have to run all over
town, hoping everything matches at the end.”

But what if a prospect turns up his or her nose at
one of the services in the package? Take the customer
who insists that he or she doesn’t need the design
center, either because he or she already has firm de-
sign ideas or, “there’s a sister-in-law who’s a designer,”
says Alfriend. She recommends using the following:
“Wow, that's terrific! Feel free to bring her, and we
have already done a lot of the homework for her. Our
specially trained designers have narrowed down some
of the best products and cutting-edge designs for your
home, assuring it is fresh and new for years to come.
And it doesn’t cost you any extra. How does that work
for you?”

Uelk adds, “HGTV has created a lot of ‘experts,” so
our salespeople spend time educating customers that
instead of moving in and having work to do, they can
move in an immediately enjoy the home.”

Professional Builder / August 2008

SAY IT’S SO

Some customers may be wary of using the same company for multiple
functions. If customers have trouble seeing the benefits of using your
in-house mortgage services, design center or other services, a salesperson
can say specific things to help them. Below are some examples gathered
from our sources.

Feature Benefit

“Our in-house mortgage company has shopped
local and national banks to find you the best rates.”
“Our mortgage company has more

motivation to get you qualified.”

“Our appraisers are familiar with our products,

so we can get loans through in timely fashion.”

Tie Down: “Does that sound like something that
would be of benefit to you?”

In-House Mortgage Services

“Our Realtors know what’s happening in this
marketplace and can give you a true

competitive market value.”

“Our in-house brokerage will charge you a reduced
commission to sell your existing home.”

Tie Down: “Can | set you up with an appointment to
talk with one of our agents, even if you don’t end up
listing your home with them?”

In-House Realty Brokerage

“You’ll have everything from lawn mowing

to snow removal taken care of,

allowing you to travel whenever you wish.”

“You'll end up saving money over time,

because you don’t have to pay bills for cable,
Internet or gym membership.”

“Your property will maintain its high value over time,
giving you appreciation if you ever want to sell.”
Tie Down: "That’s a pretty great benefit, wouldn’t
you agree?”

Homeowners’ Association

“Everyone wants to design their own
home, and it will set your home apart as

a semi-custom home.”

“It will save you time and money,
preventing you from running all over town
trying to get things to match.”

Tie Down: “Would you agree that service is
something you would like to have?”

Design Center/Services

www.ProBuilder.com



Your key to
faster hot water.

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 7
the wall. Viega MANABLOC systems 8
are built to last with a 10-year
transferable system warranty.

For more information
call 1-877-843-4262 or
visit www.viega.com
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time explaining services they’re not interested in. Questions
such as, “What do you like to do in your spare time?” “Do
you work out?” “Do you have pets?” and “Tell me about your
family,” will help the salesperson determine whether to em-
phasize the clubhouse, the exercise facilities, the pool or the
dog park.

Weiss” Uelk agrees. “We don’t just dump information on
them; we get them involved. We ask, ‘Will you be paying cash
or financing?” That determines whether they need to know
about our mortgage services.” Likewise, ““Do you have a home
to sell?” tells us whether or not they need Weiss Realty.”

“Most people don’'t understand warranties,” admits Schultz.
One way to win in this area is to find the point of differen-
tiation, and position it like this: “We are the only builder
that provides . . .” then outline the benefits. He points out
that the operative words to use are “insured” and “included.”
And, he says, it doesn't hurt to add, “We do it because we
believe it’s the right thing to do.”

Centex’s Sotitheast Florida division differentiates itself
from its competitors by offering a two-year warranty on
workmanship and materials, twice what other builders in
the area offer. But Richard Elkman, president of Group Two
Advertising in Delray Beach, Fla., whose firm designed Cen-
tex’s ads touting the warranty, stresses that a builder can’t
compete on a warranty alone but also must successfully po-
sition produetylocation and amenities.

Traey. Gundersen, CEO of Warranty Management Tech-
nologies, believes that the better the salesperson educates
the buyer on the warranty process, the higher the customer
satisfaction rate. The salesperson should explain that there
is no such thing as a defect-free home but that the warranty
department’s policy is to respond to problems within X days.
“Companies who do a fantastic job with how to sell their war-
ranties as a benefit are comfortable saying: We know there are
going to be issues; we're going to talk to you about it now.”

For on-site salespeople who encounter the inevitable cus-
tomer service or warranty request, Kerry Mulcrone, presi-
dent of Mulcrone & Associates based in Minnesota, has a
warning: “If you fix it, you own it, even if it's not in your
area of expertise or job description.” Know who within your
organization is equipped to do what, and help refer the
homeowner. “If you are trying to get credit you will, but then
again, you will also get to retain that problem.”

“The culture of the buyer is different now from the buyer
we had a while ago,” believes Mulcrone. “We used to have
a buyer of selection and now we have a buyer of elimina-
tion,” she says, explaining that in a buyer’s market, prospects
are coming in ready to eliminate unless they experience that
“wow” factor. That can come in the form of a product or ser-
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TLEEELEREE
Puppy Perks

For a builder selling to singles or empty nesters, incorporating
pets into the conversation just might be the best way to fetch
buyers. Especially for multifamily or active adult buyers, a “bark
park” or doggy day care facilities are ideas whose time have come,
says Melinda Brody of Melinda Brody & Co. “If you can offer
that as a service, this is a huge opportunity to connect to their
heartstrings,” she says.

Asking qualifying questions such as “Do you have pets?” and
“What are their names?” gives you a great opportunity to ex-
plain that your community includes a dog park and to mention
a fact such as this, says Brody: “We've found that 75 percent of
our pet owners like to socialize with others with pets.” Chances
are they'll fall just as in love with your community as they are
with their brown-eyed pooch.

According to Djuna Woods, a Realtor with Coldwell Banker
in Menlo Park, Calif., 39 percent of U.S. households own at least
one dog, and annual spending on pets is expected to exceed
$40 billion this year. “Dogs have become the new children,” she
says. Woods specializes in pet-loving properties and maintains a
pet blog at peninsulahousehound.com.

Some communities are sponsoring pet birthday parties, puppy
petting parties and “Yappy Hours.” Metro 417, a Los Angeles
luxury apartment community, publicizes its pet-friendly environ-
ment with a West Highland Terrier aptly named Metro featured
in ads and on its Web site. Metro lives on-site.

To find pet-friendly communities or to list your community,
check out PetRealtyNetwork.com.

vice. Again, the best way to make sure they don’t eliminate
you is to find out their story, she says. “If you ask the right
questions, it brings you out of the question mode and into
conversation mode.”

Elkman believes that wow factors should be incorporated
at every stage of the customer’s experience, not just in the
sales presentation. This may be in the form of extended
hours, outstanding entry signage, merchandised models,
better collateral material or display signage in the sales
center. “The process of selling a home right now has to be
smoother than ever before.”

Schultz agrees. “When you have fewer qualified buyers
than you have desperate sellers in a market, you have to
make them understand how and why you are different.”

Says Mulcrone: “This is a great time to look at your people
and systems, refine, renew, and reenergize.” PB
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With us, homebuyers don’t just keep up with
the Joneses. They keep up with the future.

Only Time Warner Cable’s Digital Home of the Future gives families the
advanced services they want—today and tomorrow.

Time Warner Cable has introduced more industry firsts than
anyone. And we continue to lead in innovation. Soon, our Digital
Cable customers will enjoy DVR-like features without a DVR—

at no extra charge. “Look Back” allows them to watch certain To learn more about partnering with

shows they miss. “Start Over” lets them start a show at Time Warner Cable, contact David
the beginning after it's already running. You can't get these
ginning I y running. Tou 9 Schwehm at 303.705.4575 or email

innovations from Verizon or AT&T. And we have more on the

dave.schwehm@twcable.
way, proving that a Time Warner Cable home really is the Digital ave.schwehmitweable.com

Home of the Future. It's also a great selling point for you. Tl ME WARN ER

For FREE info go to http://pb.ims.ca/5648-16 CABLE
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Ourfans respond aufomatically, should things geta i.iftle{ hum|d

The bathroom'’s reputation as the second most humid piap’e'on earth s, anortﬁnately,
a well-earned one. Which is why we endowed our latest fans with the a-bi‘li'gy to
adapt seamlessly to that environment. They don’t just remove moisture, they sense it.

Responding automatically to rapid changes in humidity. They:simply turn
themselves on and off as needed, returning your bathroom to a more
hospitable environment. And with their energy star rating, a greener one too.

Gt

ENERGY STAR|

©2007 Broan-NuTone, LLC. NuTone is a registered trademark of NuTone, Inc., a subsidiary of Broan-NuTone, LLC. Patents pending.
For FREE info go to http://pb.ims.ca/5648-17

Nulone

To find out more call
1-800-543-8687 or visit nutone.com



This kitchen does everything but cl;a?)hv_@'e'ta €s and mop the floors.
A virtual bulletin board posts messages; appliances start a virtual
shoppmg‘hst when they detect items are missing or expired; and a
o computer voice offers recipes and instructions if
_you put grocerles on the counter. IY’s all part of the
| oventlons Dream Home at Disneyland, created by
genius of Disney, Microsoft, Hewlett- Creative corner lots [ page 47 |
IPackard; Life/Ware and builder Taylor Morrison.

[ About70'percentlof the technology is availalfle today.

i 7 i P ' —

Lovin’ the outdoors [ page 47 |

Courtyard homes score sales [ page 48 |
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THE NEW "08 F-630/F-730 SUPER DUTY.

A 14,000-1b. front axle. New Air-Ride seats. Increased horsepower and torque from a 6.7L Cummins
engine. F-650/F-750. It's no wonder they have the highest owner loyalty for medium duty trucks.”

commtruck.ford.com
*Available feature. **R. L. Polk & Co. ’01-’05 owners that purchased in '06 CY.




on every level. , ,

| €6 BayView Homes serves the most discerning homebuyers in the Florida
Keys. We need homes with quality craftsmanship, amazing interiors and eye-
catching exteriors. Palm Harbor delivers that for us. And their Gold Key Care
finish on site saves us money and increases our productivity. 99

Jim Saunders, BayView Homes
Palm Harbor Building Partner

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

We deliver the builders’ advantage.
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[ DESIGN TIPS ]

Corner-Lot
Creativity

By Susan Bady, Senior Editor, Design

rchitect Donald Powers of Donald Pow-

ers Architects in Providence, R.I., met

threefold challenge of a narrow, deep,

corner lot with a design that maximizes curb
appeal and floor-plan functionality.

To get the most out of the 35-foot-wide by
130-foot-deep lot, Powers oriented the house
toward a screened porch at the rear. The porch
opens into a small courtyard formed by the
main house and a detached carriage house. “By
grouping all of the service elements, including
the staircase, bathrooms, kitchen and storage,
into an 8-foot zone along the inside boundary
of the property, we were able to make the long
frontage consist entirely of the large public
rooms and a porch,” he says. “Those rooms
stack along the side of the house and give it a
tremendous sense of light and openness.”

Placing the entry point at the middle of the
long side of the house rather than the front al-
lowed him to consolidate primary rooms into
one functional living space. The home feels
much larger than its 2,100 square feet.

A 300-square-foot apartment on the top floor
of the carriage house is accessed by an exterior

g o

stair. The carriage house’s added height “an- ARCHITECT DONALD

chors the entire block and creates a nice fagade POWERS created two
on that side.” Powers also used a crossing roof appealing elevations:
gable and chimney to create a formal presen- one on the lot’s narrow

tation on the long side of the lot. Those ele- end and another along
ments, combined with the wraparound porch, the side.

add up to a design that can be replicated on a
variety of lot conditions.

Located in the traditional neighborhood
development of East Beach in Norfolk,
Va., the home was built by North Shore
Construction Co. of Norfolk, Va.

HOME BUYERS
STILL LOVE Top 5 Outdoor Entertaining Products Must-Have Outdoor Features
Owned/Planned for Purchase (Percent of Respondents)
THE GREAT
OUTDOORS BBQ/grill I 79% Exterior lighting 86%
Recent surveys show that Outdoor furniture SSEES 75% Patio in rear 80%
outdoor-living fever continues 9
Y ' Patio I 45% Front porch 80%

unabated. Our suggestion . E .
to builders: throw a party Deck I 46% Dackin reaf °
after dark at your model 6% Lot with trees 76%
home to wow prospective QOutdoor lighting =55 n0/ ’ Fonced varg -

] . . enced yar A
buyers with your beautifully Firepit/Outdoor fireplace -1333 %
lit outdoor spaces. It’s also ° Screened rear porch 63%

O

an opportunity to show off Gazebo/canopy -1115 % ) o

. ) ° Fireplaceffirepit 62%
outdoor kitchens, fireplaces Poo! I 18% B Owned
and other accoutrements of 00" 7% Planrp]ed for Lawn sprinklers 62%

. purchase
the good life. I 13%

g Outdoor speakers g0, Brick pavers 50%
Source: The NPD Group, “Outdoor Entertaining Trends,” July 2007 Source: NAHB Consumer Preference Survey 2007
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[ BEST ADDRESS |

Toll Brothers’ innovative courtyard model
home in the Vista del Verde planned
community gives Southern California
move-ups a reason to re-enter the market.
By Bill Lurz, Senior Editor

| [ %
|
A_{_: ;
'
THE FRONT ELEVATION of Toll Brothers’ new Ironwood model at The L y B
Legends at Vista del Verde in Yorba Linda, Calif., gives no hint that the R ‘e LJ;; ! ( [1”/ (
W f AN skl -
front door opens into an exterior courtyard. ' WYL A ET . im [
Photos: Eric Lucero £ o R, M
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Sales backlogs are a rare commodity in many markets these days,
ecially in moribund Southern California. But Toll Brothers
i rough 50 sales in two sister neighborhoods that
st fall at its master-planned community of
ange County. And at least part of the credit
se plan the public giant debuted there: the
nwood, a two-story courtyard model that’s
e Legends, a neighborhood of 79 luxury
feet wide by as much as 120 feet deep.

Toll senior project manager Seth Ring worked with architects
Jim Langston and Chuck Steichen, principals of Orange, Calif.-
based LSA Architecture, to develop the new plan, which caters
to Californians’ love of indoor/outdoor entertaining. “As I was
setting up the project, it was something I thought would be fun
to go through,” Ring says, “to create a new plan and see what
that’s like within Toll Brothers.”

Langston believes it's something builders will have to do
more of these days to coax buyers back into the market. “Build-
ers need to offer something exciting, something buyers can’t
find in an existing home,” he says. “The Ironwood is like that.
Courtyard homes are not completely new, but in California to-
day, you see them mostly in beach communities, and generally
they are single-story plans. This is a two-story courtyard home,
and it's more formal and elegant than any courtyard plan in this

FR
20x15

BKFT
18x11

DR LR
15x16 18x16

{ BEST ADDRESS ]

market. It's been a big winner for Toll.”

Toll offers four floor plans in The Legends and another four
in its sister neighborhood of slightly smaller homes, The Mas-
ters, where lots are 55 feet wide. All are base-priced at more
than $1 million. Yet Toll has already sold 50 homes between
the two neighborhoods, including six Ironwoods. The other
model home at The Legends, the Trabuco, is neck and neck
with the Ironwood for sales leadership.
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THE ACTUAL INTERIOR ENTRY of the 5,257 square-foot home is at the
foyer (above), where a circular staircase provides a stunning focal point.

The courtyard (center) has a design similar to what you’d find in a home’s
interior. The bathroom (left) features Tuscan styling.
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[ BEST ADDRESS ]

PROJECT PROFILE
Community: The Legends at
Vista del Verde

Location: Yorba Linda, Calif.
Model: Ironwood

Size: 5,257 square feet
Builder: Toll Brothers, Orange,
Calif.

Architect: LSA Architecture,
QOrange, Calif.

Interior Designer: Possibilities
For Design, Denver

PRODUCTS USED
Appliances: KitchenAid
Carpet: Shaw

Entry door hardware: Baldwin
HVAC equipment: Carrier
Lighting: Progress

Paint: Frazee

Plumbing fixtures: Kohler
Roof tile: Eagle
Stone: El Dorado
Windows: Linford

INTERIOR MERCHANDISER Doris Pearlman of Denver-based Possibilities For Design says Ironwood’s
interior has an old-world feel to match its Tuscan stone and stucco exterior styling. A massive, two-
tiered island (above) separates the kitchen from the breakfast nook and family room beyond.

What makes it work
Peruse the Ironwood floor plan and photog-

raphy and you should be able to get a sense of how it works.
But the real strength of this house is the way it compares to
others of a similar size. “Houses of 5,000 square feet tend to be
dark inside,” Langston says. “The center courtyard of this home
brings light into all the spaces, and we have generous windows
on the exterior walls as well.”

The two-story courtyard doesn’t get a lot of direct sunlight,
but it spreads diffuse natural light throughout the home. “That
natural light is so much more attractive than any kind of artifi-
cial light,” Langston says. “It’s a fun place to be.”

And fun is the other attraction; this is a party house. It still
has a view plane to the rear, and the pool and deck at the back
are accessible to party guests through sliding doors off the fam-
ily room. But the courtyard and its massive (optional) stone fire-
place will pull guests in another direction, through the court
foyer and a wide open wall created by an optional telescoping
glass. A big flat-screen TV in the loggia — tucked behind the
two-way fireplace — adds another attraction. A party at this
house will probably flow into every downstairs space except the
guest casita. Because the courtyard and loggia seem like indoor
rooms, this house lives much bigger than its air-conditioned
square footage.

The location factor

Toll's regional president for California, Jim Boyd, admits there
are more factors at work in the success of The Legends than just
design. Vista del Verde is a hugely successful master-planned
community of 879 acres, where Toll began selling houses in
2000 and has already sold more than 1,000 homes. “It was a

Professional Builder / August 2008

great land buy,” he says. “Our partner in the development is
Aera Energy, a consortium of oil companies that joined all their
California land holdings into a separate entity. This property in
Yorba Linda was an operating oil field. We donated 200 acres to
the city for a municipal golf course. That helped spur approval,
and it also enhanced the value of many lots.

Vista del Verde also benefits from being in the highly regard-
ed Yorba Linda School District, and The Legends site is at the
highest elevation in Vista del Verde, adjacent to Cleveland Na-
tional Forest and the golf course. “A lot of people had been wait-
ing for these lots to become available when we opened sales,”
Boyd says.

The largest segment of buyers come for this project have been
Asian and Middle Eastern families, many who are small business
owners from towns in the San Gabriel Valley, which has a large
concentration of Asian population.

The bottom line
Toll has already sold 21 houses at The Legends, at base prices
starting at more than $1.42 million. The Ironwood starts at $1.48
million. Toll doesn't build spec homes in the community and
charges premiums for view lots. The average finished home
price is $1.55 million. “We’ve been able to hold our prices with-
out incentives, which is a major accomplishment in this mar-
ket,” Boyd says

The success of this new Toll model points to product innova-
tion as a key component of recovery. When you're out looking
for bargain land, plan to hit that ground with housing product
that's new, different and exciting. PB

www.ProBuilder.com



1L ERADO. .'Bﬂi'lz—.f;d"fl‘vast. Built to love. All the power you need, without
- 15 hp Vortec® engine and an EPA est. 20 MPG highway,
 full-size pickup* All backed by the Chevy™ 100,000 mile/
7 Qv“ve'r'f'c;r»ai'h'-Li'ib’ﬁitécl_ \}I\vla.rr‘_a_h.tvy.T Ford doesn’t back you like this. Or Toyota. To see more

{6 advantages, check out chevy.com/thetruck AN AMERICAN R VOLUTION -



Enter The Nationals™2009
and be branded a winner.

N
Call for entries available online June 30, 2008 9

ENTRY DEADLINE September 26, 2008

LATE ENTRY DEADLINE October 3, 2008
Late fee of $50 per entry applies

January 20, 2009

CAESARS PALACE
Las Vegas, Nevada

FOR MORE INFORMATION: 800-658-2751 or 909-987-2758
Email: LParrish@TheNationals.com

Visit www. TheNationals.com to download your entry materials.
For FREE info go to http://pb.ims.ca/5648-19

Elite Sponsors

N s " m « Mmeve ! i A
5 g Professional A ;S 7
NEWHOME 3 7 : 2

EWFIOME  Builder

TTTTTTTTTTTT




prlce take note: engmeered quértzes
and other solid surfaces such as "¢
Samsung’s acrylic Staron Tempest hne

shown here are just the ticket. These

artificial slabs are hardy products*

that can withstand almost anything
% homeowners throw or spill on them.

INSIDE

Countertops to count on [ page 56 |

. Fill the cracks
Photo: Samsung" [page 57 ]
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[ COUNTERTOPS + SURFACES |

L ook What
Just Surfaced

LA Radiant Finish

Mineral Ochre, Mineral Sepia and Mineral Jet (shown) are three of
six new colors in Formica’s Mineral Series with Radiance Finish
countertops. These surfaces feature what the company calls a
“crystalline” structure, which has holographic facets to reflect
light. In addition to the Radiance, six new stone looks have been
launched under the Etched and Honed finishes. For FREE infor-
mation, visit: http://pb.ims.ca/5648-126
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The Right
Tones

Ten new colors have been added to Samsung’s celebrated
Staron Tempest line of acrylic solid surface products. The new
color series features natural tones and reflective chips for more
brilliance and depth. The series, which now sports 20 SKUs, has
been certified by the Greenguard Environmental Institute for low-
emitting interior building materials. For FREE information, visit:
http://pb.ims.ca/5648-125

[ Elegantly Recycled

Looking to green up your surfaces without delving into unknown product
territory? DuPont’s trusted Zodiaq line has four new colors: calm springs,
warm taupe, Moroccan morning and mossy green, all of which contain
50 percent recycled material. The Zodiaq line is non-porous and can be
used for applications such as fireplace surrounds; tub decks; and tub and
shower surrounds. A 10-year residential installed transferable limited war-
ranty from DuPont is offered. For FREE information, visit: http://pb.ims.
cal5648-127

]
Clearly Quartz

With earthy colors and a pure natural quartz composition,

the Ruscello line by Hanwha makes its debut as one of the
most bacteria-, stain- and heat-resistant surface lines on the
market. The surfaces are easy to clean and maintain and
carry a 10-year warranty. The Ruscello colors include Aspen,
basento, liscia, piave and teslin. For FREE information, visit:
http://pb.ims.ca/5648-128
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[ PAINTS, CAULKS & SEALANTS |

Sealed and Delivered

No one — your customers included — likes to
spend hours scrubbing crayon off the wall after
junior gets a hold of the Crayola box. Valspar’'s
ZAP Interior/Exterior latex-based primer is a low-
VOC, multi-purpose primer developed to block
typical household stains. The Interior/Exterior
Latex Primer provides a mildew-resistant finish,
requires a one-coat application, dries in an hour
and can seal multiple surfaces. For FREE infor-
mation, visit: http://pb.ims.ca/5648-130

Recoat in 1 hour!

Benjamin Moore

Aura #

Benjamin Moore

ra

LOW LusTRE FINISH

An Exciting Aura ——

information, visit: http://pb.ims.ca/5648-132
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All Walled-In

QUICK DRY
DESECADO RAPIDO

interior water-base

PRIMER - SEAL ER - STAINBLOCKE 4

r
Unbrepareq Drywall, Damaged or Textured S
Saves Prep Time #
A o
o E'-“‘Nco IMPRIMADOR - SELLADOR - BLO‘?,‘;,_»
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Fix and Forget

Defend against mold

growth on kitchen and bath
sealant for five years. Your
homeowners will like that piece
of mind. Henkel Corporation’s
Polyseamseal line has a new
silicone sealant in the Ever
Bright. The sealant prevents
mold from growing on,
spreading and adhering to
the surface for five years. The
worry-free formulation insures
a clean, watertight seal that
saves builders from callbacks.
For FREE information, visit:
http://pb.ims.ca/5648-129

BLOCKs HoysEHOLD STAINS
MULTISURFACE SEALER

CIVES M1 pEw RESISTANT FINGE

+BLOQUEADOR DE MANCHAS
PINTURA BASE DE LATEX PARA
INTERIORES/EXTERIORES

Like its interior sibling, Benjamin Moore’s new Aura Exterior paint line only
needs one coat to look like your crews coated the house twice. The paint SAL
dries faster and delivers what the company guarantees will be a smooth
and durable finish that lasts in even the worst environments. Making it all
happen is the company’s Color Lock technology, which encapsulates color
pigment in the paint resin to resist fading and the elements. For FREE

a tiompo de pre
Oneus. Gallon (128 F. omms Liters

L Master Your Walls

How would you like a Level 5 finish while eliminating two-step skim coating/prim-
ing? Masterchem Industries, under the Kilz brand name, claim to do that with
their latest product, the High Build. This new primer replaces a skim coat when
sprayed, saving professionals valuable prep time. For FREE information, visit:
http://pb.ims.ca/5648-131

4

Benjamin Moore' -

Contact us today
for a FREE quote or catalog!

Peaple Committed to Quality Since 1936

1010 East 62nd Street, Los Angeles, CA 90001-1598
Phone: 1 800 624 5269 ¢ Fax: 1 800 624 5299

For FREE info go to http://pb.ims.ca/5648-20




ADVERTISEMENT

PRODUCT SHOWCASE / INTERIOR & EXTERIOR

STEEL & P1LASTIC CEILING TILES & BACKSPLASHES
BY OUTWATER

Outwater's new selection of
highly detailed Stainless Steel
and Class-A Fire Retardant
Plastic Ceiling Panels and
Backsplashes enable a perfect,
professional installation, and
are offered in a variety of
traditional and contemporary
finishes and historically accu-
rate patterns to accommo-
date any décor. Most noted
for their timeless elegance
and decorative grandeur,
Outwater’s Ceiling Panels and
Backsplashes are not only easy
to cut for customized fabrica-
tion, they are water and mil-
dew-resistant as well as germ
and bacteria-free.

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

ARCHITECTURAL PRroODUCTS 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

Our Surface Protection
& Dust Control Solutions

SAVE YOU

TIME & MONEY

¢ Give Us A Gall
We Offer the
Best Values in
the Industry.

o ko;vestfPrices ECONO
atisfaction
GUARANTEED, “~UNNER

* PADDED PROTECTION FOR
ALMOST ANY SURFACE

* IDEAL FOR DRY/CURED HARDWOOD,

P Protective gL
« SAVE TIME. SAVE MONEY,

S faw Protoction Sobutions IMPROVE CUSTOMER SATISFACTION.

cALL 1.800.789.6633

OR ORDER NOW AT

www.protectiveproducts.com

For FREE info go to http://pb.ims.ca/5648-127

Soap Dishes

Shampoo Shelves

Toiletry Shelves
Shaving Steps

888.821.2545

Dukliner.com

YOUR ACCESS TO:

reimium
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P
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products '
® research
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COME CHECK IT OUT:

www.housmgzone.com
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ADVERTISEMENT

PRODUCT SHOWCASE / INTERIOR & EXTERIOR

UDA . .
ConstructionSuite™

Construction Software for Small to Medium Businesses

ConstructionSuite™

f2 $699

ConstructionSuite™

Coerete31499

% ConstructionNet 2007

www.constructionsuite.com < 1.800.700.UDA1 (8321)

For FREE info go to http:/pb.ims.ca/5648-128

Staron® Adds New Colors to
Tempest Line

Samsung  Staron  has
added 10 new colors to
its popular Tempest line.
Tempest offers the func-
tional benefits of a solid
surface (non-porous, hy-
gienic, seamless appear-
ance) while providing the
depth and beauty that
rivals natural stone and
quartz.
www.staron.com

Ph: 800-795-7177

azm%(f With Alwminus

®CZabia

== RAILING SYSTEMS
J =

e High, Ouallty Aluminum’e All.Powder!Coated e Popular Colors
e Easy:to Install' e Limited Lifetime \Warranty.

079 Key-Link

FENCING SYSTEMS Fencing & Kennels, LLC
AISO Available a division of Superior Plastic Products, LLC

Call For A Brochure
800-633-7093 ¢ Fax: 717-355-7139
sales@keylinkfencing.net

For FREE info go to http://pb.ims.ca/5648-129

Always the Leading Design Software for
Professionals and Now.. Versmn 14

For FREE info go to http://pb.ims.ca/5648-131

Version 14

for a free trial version
1-800-248-0164

www.softplan.com ARCHITECTURAL DESIGN SOFTWARE

For FREE info go to http://pb.ims.ca/5648-132

www.ProBuilder.com
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ADVERTISEMENT

PRODUCT SHOWCASE / INTERIOR & EXTERIOR

CATCH ONE
MISTAKE

and they pay for themselves!

Scatg M‘ﬂ!ﬂ" s,

Scale
Master I
Model 6130

Construction
Master Pro
Model 4065

Now More Than Ever,
You Need These Tools

From start to finish, our tools help you
save time, reduce costs and win more bids.
Every time. Every day.

 Fast, accurate takeoffs for
estimating, bids and layouts

* Verify all measurements and
calculate material needs and costs

« Solve tough construction-math
problems when you’re on the jobsite
or in the office

Go to our contractor web site
to learn how these calculators and
estimating tools can work for you.

{ CountOnCl.com/boss8

[, CALCULATED |
77 INDUSTRIES’

FAST. ACCURATE. RELIABLE. p—

a dealer near you call 1-800-854-8075

4840 Hytech Drive, Carson City, NV 89706 « 1-775-885-4900 Fax: 1-775-885-4949

iﬂder”

JECT PRO
s CREEK

SHELLEY PEREZ

P: 630.288.8022
F: 630.288.8145

shelleyperez@reedbusiness.com

IS€E.

form.adverti

.inspire.in

challenge

Professional Builder / August 2008

www.ProBuilder.com



Fill, bond, and laminate
AZEK’ Trimboards!

TrimBonder
Bonding System

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

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

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

Devcon.

Construction Products Group

1-800-933-8266

www.trimbonder.com

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

Available through your local
AZEK* Trimboards dealer

For FREE info go to http://pb.ims.ca/5648-200

PLUMB-JACK
WALL BRACE

® Cost Effective
é: | ® Adjustable

® Reusable

® Dealerships

Phone: 866-557-6244  Available
www.vincomfg.com e Buy Direct!

For FREE info go to http://pb.ims.ca/5648-202

check out:
housingzone.com

Builder’s MarketPlace

COLUMNS, BALUSTRADES g

& MOULDINGS

¢ Fiberglass Columns
¢ Poly/Marble Columns

* Synthetic Stone
Balustrades
& Columns

* Wood Columns

¢ Cast Stone
Balustrades & Details

¢ Polyurethane
Balustrades,
Mouldings & Details

¢ GFRC Columns
& Cornices

¢ GRG Columns
& Details

o
v

Custom Quotations:

800-963-3060

elton..
lassics

Incorporated NEW PRODUCTS|
.

www.MeltonClassics.com

For FREE info go to http://pb.ims.ca/5648-201

1.800.872.1608

WORTHINGTON

Your Only Source For Fine Architectural Details

= i 4

1k
= K

~"mttttttt| :

UTISE LIS AUES]
Ce .1// for o rFREE Caialoy

www.WorthingtonMillwork.com

Jacksonville, FL

For FREE info go to http://pb.ims.ca/5648-203



Builder’s MarketPlace
..... . o
877-279-9993 Nl |

N\ \ - =

Sanas g — ‘f Fighting Heart Disease and Stroke
-~ -

RS eS— o g L \

! 2 N .\

COLUMNS
-POLYURETHANE
-FIBERGLASS
-POLYSTONE
-WOOD

BALUSTRADES [ T - 1
-POLSI{{JSI{EI’E‘HANES L2 ; - A v g]ft Of d

-FIBERGLASS (] ]
-POLYSTONE llfetlm )
HDP MOLDINGS Miaking a bequest o
g a bequest to the
HDP NICHES - ‘ American Heart Association
www.architecturalmall.com says something special about

you. It’s a gift of health for
future generations — an

YOUR ACCESS TO: unselfish act of caring.
] Your gift will fund research
: G o p re m I u m and educational programs to
“ \“€ . c o “ T E N T high blood pressure and other
L = cardiovascular diseases. And

For FREE info go to http://pb.ims.ca/5648-204

fight heart attack, stroke,

bring others the joy and freedom
f good health.

zone.com of good he

To learn more about how you
can leave a legacy for the future,

call 1-800-AHA-USAL.
Do it today.
J This space provided as a public service.
©1992, 1997 American Heart Association
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Established 1979

‘We are commiitted to providing the finest-quality
steel buildings at the lowest possible price.
Call for a FREE quote today!

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

1.800.643.5555

For FREE info go to http://pb.ims.ca/5648-205

ADVERTISE WITH THE BEST!

Quit Working Alone!!
Build Your Own Business With Us.

> Homebuilding consulting to Homeowners.
> One of the hottest franchises in America.
> Untapped markets and proven systems

> New-Build - Scrape - Makeover

Are you ready" 7

| DlrectBulld [ 4

Your build-it-yourself partner

Call Rick at DirectBuild - 720-940-7683
www.directbuildfranchising.com

For FREE info go to http://pb.ims.ca/5648-208

ADVERTISING

MEANS BUSINESS!
E———

PLA(E YOUR

www.ProBuilder.com

Builder’s MarketPlace

Custom closets are easy to
design, simple to install and
extremely profitable. We make
it easy to join the thousands
of construction professionals
who are offering closets to
their customers. Put a closet
like this into your next job and

make some real money in closets.

The perfect tool
for your new custom

closet business. ProClosets

The Professional’s Choice for Closets

www.proclosets.com 877-BUY-A-PRO
For FREE info go to http://pb.ims.ca/5648-206

New...We now,

00" 338-7811x257

yDalion Paradise Carpet POBox 2488 Dalton,Ga 30722

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

/‘_Teg nologies Inc 888-443-7937 WWW.Dryerbox.Com

For FREE info go to http:/pb.ims.ca/5648-209

HousingZone.com
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Builder’s MarketPlace

Jamsill help
Gu ard' prevent

Howdidyour & .

s . Jeaking

last door installation doors

'PAN" out? )\“ﬂ
_—

|
w_
Jamsill Guard®

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

1-800-JAMSILL
(526-7455)

For FREE info go to http://pb.ims.ca/5648-210

QUiCk ,Gu;v'l ed Walls,
Ceilings, Soffits
and More!

Quick
Qurve

e ——

FOR A LIMITED TIME
ORDER NOW AT:
866.443.FLEX(3539)

also in 2x6

Shaped and
Secured in Seconds!

$114 delivered for
2x4 Untreated. Please call

5500 SW 36th St. Oklahoma City, OK 73179 S,
for other product pricing.

866.443.3539 405.996.5353

www.flexabilityconcepts.com email info@flexabilityconcepts.com
For FREE info go to http://pb.ims.ca/5648-211

check out: www.housingzone.com
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Nobody dreams
of having
multiple sclerosis

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

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

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

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

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

NATIONAL
MS MULTIPLE SCLEROSIS
. SOCIETY

———

www.ProBuilder.com
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Think

about it

Pulte Homes has
moved forward into
the third phase of its
Sun City Shadow Hills
project, an active-
adult community.
There are plans to add
947 homes, a new
clubhouse and an
18-hole golf course.
When the phase is
completed, Sun City
Shadow Hills will have
about 3,424 homes,
two clubhouses and
two 18-hole golf
courses to choose
from. According to
Pulte, it has closed
escrow on 131 homes
since January. Pulte is
on aroll!

$162M

Home builders are
buying land again!
Lennar spent

$162 million on land
in second quarter and
plans to spend

$200 million more

by end of the fourth
quarter, the company
reports.
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23,000 Hurricane

Katrina hit the Gulf coast in late

2005. But as of late May, 23,000

families were still living in Federal

Emergency Management Agency

temporary housing units, according to FEMA.

$8 In a past issue, we reported that a barrel of oil
was $101 and climbing to a predicted $120 a barrel,
which translates roughly to $4 a gallon. Yeah ... we’ve
passed that. Apparently that won’t be the worst of it.
MarketWatch predicts $8 a gallon for gas by the end
of the year. Ouch.

11 5,000 New Jersey needs 115,000 new affordable
housing units. The state may have an answer; for every five units of
market-rate housing built, one unit of affordable housing will need
to be built, The New York Times reports.

$644,000 Ed McMahon, former sidekick

for Johnny Carson on “The Tonight Show,” and his wife
are $644,000 behind on their mortgage payments
on a $4.8 million mortgage. They’re in negotiations
with their lender, Countrywide Home Loans, to set a
foreclosure date.

www.ProBuilder.com




Coming Soon:
The Silhouette

F - Carbon Monoxide
/ - Alarm by Kidde

The Evolution

1978

1988

1998

2008

It's about time.

Introducing a smoke alarm that combines the benefits
you want — easy to install, sealed self-charging battery,
reduced callbacks — with a sleek new design that your
customers will demand. Now available. Visit Kidde.com.

silhouette é’ Kldde

Engineered to protect. Designed to disappear. Technology that saves lives

For FREE info go to http://pb.ims.ca/5648-21



All homes feature

windows and doors.

Our windows

and doors

feature homes.

Make JELD-WEN® windows and doors a feature of your home and sell it at a better value. That's because they
come with innovations like AuralLast® wood, which is real pine protected to the core and guaranteed to resist wood decay
and termites for 20 years. This means you can offer home buyers better value and better performance with confidence.

AuraLast” wood. For more information, dealer locations or a free brochure call 1.800.877.9482, ext. 10814, or visit jeld-wen.com/10814.
The worry-free wood.”

RELIABILITY for real life" JELWEN

WINDOWS & DOORS

For complete warranty information visit jeld-wen.com. ©2008 JELD-WEN, inc.; JELD-WEN, Auralast, Reliability for real life and worry-free wood are registered trademarks of JELD-WEN, inc., Oregon, USA.

For FREE info go to http://pb.ims.ca/5648-22





