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If you have a building need, our single-family,
multi-family and commercial capabilities will help
you complete it faster, smarter and greener with
reduced risk and increased profitability. We are your

construction solutions provider. live
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Professional Builder Benchmark
and AV|D Leadership GConference

Tools for the Turnaround

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

Arizona Biltmore
Resort & Spa
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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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Are You Pushing
Your Luck With Your
Push To Talk?
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Don’t chance it. Switch to the only
Push to Talk that’s backed by the Verizon Wireless Network.

FOR MORE DETAILS LOOK INSIDE!
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Don’t Push Your Luck
With Your Push To Talk. Switch To The Only Push To Talk

MAKE THE SWITCH TO VERIZON WIRELESS. That Comes With The Network.

Make your business instantly more productive by switching to the only Push to Talk service that MAKE THE SWITCH TO VERIZON WIRELESS.
comes with the Network. And right now you can get a great deal on one of our hardest-working
phones. Verizon Wireless. The smart choice for Push to Talk. Verizon Wireless delivers Push to Talk you can rely on. Push to reduce construction cycle time.

Push to improve quality 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.

Add Push to Talk to any
Nationwide voice plan

for only $5 amonth.

Plus, activate Push to Talk service
on 5 or more new business lines
and get a great deal on the latest
Push to Talk phone.

motorola adventure™ V750

549

With new 2-yr. activation on any Nationwide voice plan when you

activate 5 or more business lines.

- Built to Military Spec durability for shock,
dust and temperature resistance

- Turn-by-turn directions with VZ Navigator®

@

motorola
adventure v750

For Push to Talk solutions for your small business, let Verizon Wireless be your “go-to” guy.

Call 1.800.VZW.4BIZ  Click verizonwireless.com/pushtotalk Visit a Verizon Wireless store Call 1.800.VZW.4BIZ  Click verizonwireless.com/pushtotalk  Visit a Verizon Wireless store

Activation fee/line: $35. IMPORTANT CONSUMER INFORMATION: Subject to your Major Account Agreement or Customer Agreement, Calling Plan and credit approval. Offer available for corporate-liable customers only. Up to $175 early termination fee and other charges. Push to Talk is available only with other VZW Push to Talk subscribers; coverage not available everywhere. Network details & coverage maps at vzw.com. Device capabilities: add'l charges apply. © 2008 Verizon Wireless.

Device capabilities: Add'l charges & conditions apply. Push to Talk requires compatible phone and is available only with other Verizon Wireless Push to Talk subscribers. Offers and coverage, varying by service, not available everywhere. Network details and coverage maps at
verizonwireless.com. While supplies last. Shipping charges may apply. Limited-time offer. © 2008 Verizon Wireless.

For FREE info go to http://pb.hotims.com/20668-1 For FREE info go to http://pb.hotims.com/20668-26
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On the cover: Tom Lewis (left), owner
and CEO, T.W. Lewis, and Kevin Egan,
president and COO.
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ProBuilder.com
DISCUSS AMONGST
YOURSELVES.

Did a Professional Builder
article make you react?

Do you have something to

add that we didn’t include?
Get it off your chest. Go

to ProBuilder.com to visit
our articles and leave a
comment for us and your
fellow readers to see.
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With over 100 years of experience, Stock Building Supply is one of the nation’s leading suppliers of building materials. At Stock
Building Supply, we strive to exceed our customers’ expectations. We have experienced staff that can assist you with the
supplies and services you need to produce a successful job.

Stock Building Supply carries quality hardwood stair parts by Coffman®. With over 125 years experience and the latest in
manufacturing technology and machinery, Coffman® produces the highest quality stair parts in the industry. With a variety
of intricate designs, Coffman® has the stair parts to fit any decor. With a variety of brand name merchandise, you can count
on Stock Building Supply to provide the quality products you deserve.

S|T/0O/C K Building Supply:

Customer Focused, Associate Driven.SM

www.stockbuildingsupply.com

For FREE info go to http://pb.hotims.com/20668-3
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ProBuilder.com has more than
you might think. Our site links
you to today’s home building
news, expert blogs and more.
Here's what you can find this
month:

(Good-for-you) Toilet Talk

Nick Bajzek, a.k.a. The Product Guy, gushes
about a bidet that will really knock your
trousers — er, socks — off. Visit his blog to
read about this and other products you should
know.

Supply Chain Shake-Ups

Blogger Glenn Singer knows times are tough.
Check out his blog, Supply Chain Connections,
to learn the latest on this segment of our
industry.

contact us
R

Editorial Submissions

letters to the editor

Send to Paul Deffenbaugh

2000 Clearwater Drive, Oak Brook, Ill. 60523
or paul.deffenbaugh@reedbusiness.com

products

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

Subscriptions

correct, remove or add a
subscription

Subscription department
subsmail@reedbusiness.com or call
800/446-6551

back issues
Back issues are available one per customer.
E-mail jennifer.powell@reedbusiness.com

reprints

The YGS Group > Angie Van Gorder,
angie.vangorder@theygsgroup.com or call
717/399-1900 ext. 176

Conferences and Events
benchmark/avid leadership

Visit www.probuilder.com/benchmark or e-mail
jbrociek@reedbusiness.com for more informa-
tion.

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

TO BUILD

ton: A

ELIMINATE WASTEFUL CUTTING
ERRORS WITH PRECISE CUT LISTS:

Instead of pulling a tape for every cut, Boise's BC
Framer® gives you exact cut lists accurate to 1/16”.
www.bc.com/wood/ewp/FramerCalc.pdf

ELIMINATE EXPENSIVE CALLBACKS
CAUSED BY DIMENSION LUMBER:

Put an end to squeaks caused by varying depths
of dimension lumber. Build with precise Boise BCI®
Joists. www.bc.com/wood/ewp/simpleFraming.jsp

CHECK OUT ™17 WAYS
YOU CAN BUILD MORE
PROFITABLY AND GREEN.”

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

Boise Cascade
Engineered Wood Products

Great products are only the beginning:”

© 2008 Boise Building Solutions Manufacturing, L.L.C.
Boise, BCI, BC Framer, are trademarks of Boise Cascade, L.L.C. or its affiliates.

For FREE info go to http://pb.hotims.com/20668-4
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verizZoNwireless

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

MAKE THE SWITCH TO VERIZON WIRELESS.

Make your business instantly more productive by upgrading to the only Push to Talk service that
comes with the Verizon Wireless Network and its reliable voice service, coast-to-coast coverage

and 24/7 customer service. Verizon Wireless. The smart choice for Push to Talk.

motorola

G'zOne Boulder™ adventure v7so

@

Let Verizon Wireless be your “go-to” guy for Push to Talk you can count on.

Call 1.800.VZW.4BIZ  Click verizonwireless.com/pushtotalk  Visit a Verizon Wireless store

Push to Talk is available only with other VZW Push to Talk subscribers; coverage not available everywhere. Network details & coverage maps at vzw.com. © 2008 Verizon Wireless.

For FREE info go to http://pb.hotims.com/20668-5
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True to the Core

Core values and a t the heart of every business is a set of values that decide the company’s direction.
.o The values are the philosophy that underlies all decisions and allows owners, man-

shared mission are gers and employees to make choices with clarity.

essential fOI’ builders But if a company does not articulate and communicate those values, then everyone in-

. fers what they think the values are, and they might be wrong. Consider a company with no
to excel and: in turn, mission statement. It might repeatedly send the message that employees need to control
be proﬁtable. costs and that salespeople need to increase revenue. If that message is not leavened with
any other principal, such as customer service or a focus on excellence, the result might be
employees who believe the company core value is to make money.

In this issue, we recognize T.W. Lewis of Tempe, Ariz., for earning a National Housing
Quality Gold Award. The most significant reason the team garnered this recognition is
that the company had the strength to hold true to its core values both during the run-up
in the industry and the downturn. That strength of character came from a leadership team
that was focused on their values and mission statement, and they communicated the focus
throughout the organization. Nobody at T.W. Lewis doubts that the company “cares more
about quality than quantity,” is “guided by specific values,” and is “customer friendly.”

T.W. Lewis employees know the mission is to “become the best home building organiza-
tion in America, as measured by product quality, customer satisfaction and profitability.”
That is as clear an articulation of the vision for a home building company as I have ever
seen, and it comes directly from the founder, Tom Lewis. This is his vision, and he makes
sure everyone at the company understands it. That’s leadership.

Because of those decisions and the leadership team’s discipline in following its core val-

ues, the company resisted the inclination to increase production during the run-up. They
refused to sacrifice quality for quantity. TW. Lewis is fulfilling its mission and, perhaps
most importantly, it is profitable
even during this downturn.
All American businesses can learn a lesson Thanks to its profitability, it can
continue employing great people,
serve its customers and provide a
strong economic backbone to its
community.

Maybe it seems ironic that a company with such clarity and discipline is doing a better
job of making money than some Wall Street companies that focus solely on making money.
But it isn't ironic.

All American businesses can learn a lesson from T.W. Lewis and reassert the central val-
ues of excellence, sustainable growth, customer loyalty and profitability.

AR D il s

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

from T.W. Lewis.

www.ProBuilder.com October 2008 / Professional Builder




THE POWER OF YELLOW.

No costly holdups. No closing delays. Build with Pella® windows and doors, and enjoy one-truck delivery when and where
you need it. Plus some of the industry’s fastest, most reliable lead times — even in multiple markets. Learn more about

other ways The Power Of Yellow can make your success unstoppable. Call 866-209-4216 or visit pella.com/pro.

PARTNER OF THE YEAR

© 2008 Pella Corporation VIEWED TO BE THE BES—[

For FREE info go to http://pb.hotims.com/20668-6
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That’s a lot of
names, huh? These
companies are a
mere sampling of
past gold winners

of the National
Housing Quality
Awards, who, along
with the many silver
award winners.and
those who received
honorable mentions,
achieve home
building excellence.
We feature this
year’s recipients
on/page 16./And
once again, we’re
impressed.

I1

Blogging for business [ page 13 |

Web sites help builders reach
homeowners [ page 15 |

2009 NHQ winners [ page 16 |
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It’s more than a heating
system, it’s a comfort
system...Viega ProRadiant.™

Viega ProRadiant

Systems... perfect
for tile, hardwood,
vinyl or carpeting.

ProRadiant offers comfort, efficiency
and versatility. Our radiant floor
heating systems combine the
benefits of comfort and efficiency.

e ProRadiant floor heating reduces
energy costs up to 40 percent.

¢ ProRadiant improves indoor
air quality by reducing the
circulation of dust and allergens.

¢ \/iega systems can be installed
in new construction and in existing
homes with ease.

As a systems solution provider, Viega
provides everything you need. This
includes components, technical support
services, systems design and CAD
layouts for ease of installation.

Discover how Viega ProRadiant
heating technology will maximize

customer’s satisfaction. Visit
www.viega.com or call 1-877-843-4262.

s

ProPress® System Climate Panel® System Snap Panel® System Climate Trak® System Slab on Grade Pure Flow® System
WWW.VIEGA.COM 1-877-843-4262

For FREE info go to http://pb.hotims.com/20668-7
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[ CUSTOMER SATISFACTION ]

Blogging for Business

. For home builders, blogging can create strong communities and boost
customer delight.
By Paul Cardis, CEO, Avid Ratings

ncreasingly,  businesses
Ihave been blogging as a

way to stay connected with
both existing and prospective
customers. So it’s no surprise
that some home builders
have embraced blogging as a
way to bolster their relation-
ship with home buyers.

Monte Hewett Homes in
Atlanta uses its blog (blogs.
montehewetthomes.com)
to highlight company news,
showcase the builder’s exper-
tise, offer homeowner tips
and draw prospective home-
buyers to the main Web site.
The blog became so popular
that the builder had to move
it in July to a server that could
better handle the increased
traffic.

money, making it possible to
launch a blog with no Web
programming skills.

Whereas blogging is an
easy way to show home buy-
ers the personal side of your
corporate culture, it is also a
useful way to:

« Create a sense of commu-
nity. For example, Schiavi
Home Builders in Oxford,
Maine, has a blog (www.
schiavihomes.com/blog)
that covers a variety of
topics. Recent posts ad-
dress the Housing and
Economic Recovery Act of
2008, how to build a bat
house, green building and
creative ways to incorpo-
rate an office into owners’
homes.

A blog is an ideal way to communicate your

building philosophy and to attract home
buyers with similar interests.

Short for Web log, a blog
typically consists of journal
entries in reverse chronologi-
cal order, with many entries
containing links to other Web
sites. Most blogs allow readers
to post comments, making
them a great way to “dialogue”
with readers. Blog services
(such as TypePad.com, Blog-
ger.com and WordPress.com)
are available for free or little

« Develop your value propo-
sition. Let’s say you have
a passion for green build-
ing, which is the unique
value you offer home buy-
ers. Use your blog to at-
tract buyers with similar
interests.

« Keep customers informed.
A blog is an easy and ef-
ficient way to keep home
buyers abreast of sea-

sonal maintenance needs,
building schedules, social
functions and community
events, says Carol Flam-
mer, president of Flammer
Relations in Atlanta. Flam-
mer also manages Top-
BuilderBlogs.com, a blog
designed to help builders
develop blogs.

Strengthen your brand.
A blog can help you op-
timize search engine
results, thereby driving
more traffic to your site.
There is potential to devel-
op stronger relationships
and brand loyalty with
your customers as they
interact.

Increase referral busi-
ness. If a happy customer
doesn't have friends or
family in the area to refer,
their online testimonials
might convince oth-
ers.

If you can master the
relatively new art of blog-
ging, you could enjoy
greater brand awareness,
customer delight, home
buyer loyalty and refer-
rals.

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

BE TIMELY
Nothing kills a blog
faster than outdated
postings.

CALL ON THE PROS
A poorly run blog can
cause more harm

than good. Seek
professional help as
needed.

MODERATE IT
Encourage honest
dialogue, but not at
the risk of harming
your mission.

BE INCLUSIVE

To target key market
segments, consider
launching a blog in
another language.

Check out these links to get

started on your own blog:
Blogger = www.blogger.com

WordPress = www.wordpress.com
TypePad = www.typepad.com

www.probuilder.com

www.ProBuilder.com
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CERTIFIED GREEN NOVEMBER 12, 2008, CHICAGO, IL

Efflc1ency Coiifot BT
and Durability. Green.

Why Building Green with Building Science
® is Good for Your Business

\ Building green, energy-efficient homes can help you compete in today’s

% | market. That’s because home buyers care about issues like operating costs and
| resale value, and communities are concerned about environmental impact. And
you care about quality construction, customer satistaction and reduced risk.

An invitation to hear two of the nation’s top homebuilding experts.

You'll learn how to... Presentations by:

* Build a tighter structure and improve the
thermal boundary

John Tooley

Senior Building Science Consultant

Y

John Tooley is one of the nation’s most respected
innovators in the area of building science
technologies.

* Develop a conditioning strategy that works
in your climate

ot ® Understand and implement moisture
management Ron Jones ,
Internationally Renowned Pioneer—

e Offer indoor environmental quality Green Building Movement

= in your homes

Jones is the founder of Green Builder, an award-
winning building and design company, and
co-founder of Green Builder Media LLC, a leading

e Achieve water conservation without

"7 SaC]fiﬁCing the homeowner’s comfort consultant in the progressive real estate industry.
* Develop an energy-efficient lighting plan
_..| 1 4 ! 1 SIGN UP TODAY!
o %giﬁ?aeﬁezn uz?mgﬁi;%un SeHto Space is limited for this FREE seminar!
o oy & ' Visit wwuw.eflbuilder.com to reserve your seat
S * Maximize the power of green marketing or call this toll-free number 1-877-627-5018.
Sponsors of the Environments Brought to you by these participating The ecomagination Homebuilder Program
For Living program: Masco companies: jgom GE is atczglal;dqrqtion with the
nvironments For Living program
TECHSHIELD LENNOX ) BEHRR @ DE LTA C)C 0. ecomagination”
Innovation never flt 50 good.™ GOOD. BETTER. BEHR. e alGECommitment

@ACUFLO

BUILT-IN CENTRAL VACUU!

Common name. Uncommon values.

> Mllgiffa QualityCabinets.
Z " INNOVATIONS FOR LIVIG™

Meri

CMASCO
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[ ONLINE COMMUNITIES ]
Welcome to LifeAt 866 Eastern

y Parkway
. The website is meant to enhance the experience
of living in this incredible community. We
l I I e rS welcome all 866 Eastern Parkway residents to
I log on and enjoy this useful tool. The more you

use it, the better it will get.

Homeowners | =

‘exceptional panoramic view ofthe New York Oity skine. The spectacular

‘Sample Floarplans

relate to the adjacent historical townhouses and, when it at night, create.
an Tanar

By Susan Bady, Senior Editor, Design e

26 Unite
72000241

se residential and commercial propert,

ooking for a better way to establish an

online community with your custom- THE LIFEAT WEB SITE (top) allows

ers? The Web now has options catering residents to communicate with their
to builders, including LifeAt, a virtual commu- neighbors. Using iAccess (right),
nication platform, or iAccess, a Web portal that each community can set up an
allows builders to upload warranty documents exclusive site that quickly delivers
and communicate directly with homeowners vital information to homeowners.

via customized Web sites.
The key difference: LifeAt allows residents
to talk to each

other; iAccess
BUT WAIT — doesn’t.  That’s (}'{f»{«iﬁ
THERE’S MORE probably because

LifeAt was origi-
DEVELOPERS, property owners nally  designed At a Glance

and investors around the for apartment

world can now make deals and condomini-  LifeAt iAccess

and raise capital through an um buildings in  ges created for 460 properties in 12 states and Sites created for 150 communities in South-
online business social network, big cities where three countries (60% condol/40% rental) ern California (all for-sale housing)
www.gpdlink.com. Global residents WET€  Each site is custom-designed Each site is custom-designed

Prope.ﬂy Data_base Iéumfh("d L IOOklng for ways Private and password-protected except for Private and password-protected except for
GPDLink service, which is free. to connect. But certain listings that target prospective residents some sections that target prospective buyers

Members can also use the online LifeAt CEO Mat- Cost: $1 per unit per month; first three months ~ Cost: $100 per community per month for

deal-making exchange and thew  Goldstein  free (no sign-up fee) hosting and maintenance

connection systems of the sister believes his busi- , essage board for resident-to-resident chats;

site, www.gpddeal.com. ness model can  they can also post personal profiles and photos  No homeowner-to-homeowner interaction

be applied to any of themselves

residential community (visit www.lifeat.com).  No video capability Can stream video for property tours
“We've started to expand into the suburbs, and Builders, developers and HOAs can upload
. . C . Property managers can post announcements
it's working as well there as it is in the high- warranty manuals and post announcements

. . and updates about maintenance work and
rises,” says Goldstein. vacancies

The iAccess portal was developed by Profes- . : . : :
sional Community Management of Califor- gmg;ya?}zng\'}iz\zrgfs:?;g:]ijﬁgzgnsszzgzgs
nia, one of the nation’s largest managers of  and services; free classified ad postings; ability
homeowner associations (www.pcminternet. — to communicate with property manager about
com/iaccess). “The cost-effective way to com-  obars
municate with homeowners is through
iAccess,” says Donny Disbro, PCM’s
vice president of new business and
marketing.

about maintenance work, board meetings,
events, etc.

Primary benefits to residents: notification of
meetings, events, maintenance work and
community guidelines; documentation of
maintenance and service requests

www.probuilder.com
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[ NATIONAL HOUSING QUALITY AWARDS |

The 2009 National
Housing Quality Award
winners fought the market
successfully through
focused implementation of
quality best practices. All of
them did so by executing
the mundane and keeping
tight to their mission
statements.

By Paul Deffenbaugh, Editorial Director

Professional Builder / October 2008

Photo: Martin Klimek/Getty Images

Some builders deride the National Housing Quality Awards
concepts of mission statements and core values. They don’t
have much influence, they argue, in the daily management and
execution of a home building company. But it is exactly these
attributes combined with definitive leadership that allowed
T.W. Lewis to be a solid survivor in the toughest home building
market since the 1930s, while others fall to the wayside. In the
process the company also earned the National Housing Qual-
ity Gold Award.

On a mission

It's no surprise that Tom Lewis, founder of the Tempe, Ariz.-
based move-up builder, has led his company to this achieve-
ment. “The day we started the company [in 1991], our focus
was to be the best home building company in America as mea-
sured by product quality, customer satisfaction and profitabil-
ity.” Lewis is quoting the company mission statement, and that
is something the leadership team does regularly. The mission
statement is top of mind and a driving, living force that directs
them in their decisions.

“That was a big vision for a start-up company,” he says, “but
it spoke to the history I had in home building. Product quality
was a differentiator. Customer Satisfaction? I'd spent way too
much time talking to unhappy customers. Profitability? We vir-
tually had no equity, so a strong company had to come through
profitability. I also saw in that something that would inspire
people.” Lewis also likes the tension among these three goals.
You can't sacrifice profitability with total devotion to over-the-
top quality, for example.

Kevin Egan, who took the role of president and COO four
years ago, echoes Lewis. When Egan arrived, he found a com-
pany with a great backbone. “The reason we've been successful
is it starts with our mission and our vision,” he says. “We're
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disciplined in our processes and operations, setting goals and
objectives and tracking Key Performance Indicators and com-
municating that information.”

In spite of that strength, Egan found room for improvement
in processes. For example, he focused on customer satisfac-
tion. “The biggest thing that has improved is how we serve our
customer. We're much better at serving customers with the
right attitude and consistently between our departments. Our
customers hear the same thing, get the same level of service
and follow-through and teamwork.”

Pat Adler is vice president for purchasing, acquisitions and
development. He provides the measurement that proves the
increased focus on consistent communication with customers
pays off. “We have a 33 per-
cent referral rate,” he says.
“People may not be our
customers now, but in their
minds they are our custom-
ers.”

How does T.W. Lewis
deliver loyalty to their cus-
tomers and their future
customers? Adler explains.
“One of our first rules is: ‘If
it's wrong, we'll fix it. If it's
right, we'll explain it. If it’s
in the gray area, we'll talk
about it.”

Continuing, he says,
“We resolve all customer
issues individually. There
are different circumstances
around different customers,
so many builders fall in the
trap that if they do it for one,
they have to do it for all.”

That flexibility allows the
team to deliver customized
satisfaction, meeting the
buyer’'s needs. Combined
with consistent communi-
cation, such a loyalty program delivers big bonuses.

Core values

A mission statement can provide a guiding light for a com-
pany, but it doesn’t ensure success. Many companies with
specific and dynamic mission statements are sitting on the
sidelines now because they lacked the core values to see them
through the good times and the bad.

The lesson from T.W. Lewis is that those core values are
probably more necessary in the good times than in the bad.
The company defines its core values as honesty, hard work,
integrity, achievement, reliability and compassion. Many com-
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THE T.W. LEWIS LEADERSHIP TEAM kept true to its core values, and today the
company is still running strong. (From left) Pat Adler, vice president purchasing,
acquisitions, development; Gina Self, vice president and CFO; Tom Lewis, owner
and CEOQ; Joe Gilian, vice president, sales; and Kevin Egan, president and COO.

COMPANY
PROFILE

panies adopt similar values,
but T.W. Lewis differentiates
in a couple of ways. The most
significant, says Lewis, “Is we
care more about quality than
quantity.”

During the upturn in the
housing industry, all of those
values and beliefs were tested
by market pressures. “One of
our most brilliant decisions,”
says Adler, “was to pace sales.
If everybody had done the

T.W. Lewis

Tempe, Ariz.

Founded in 1991

Serves move-up buyer in
Phoenix market

2007 closings: 271

2008 closing goal: 160
Tagline: “Homes for Particular
People”

same, things would have
been a lot better.”

Egan explains that in
2005, when the company
closed about 300 homes
per year, the pressure to
sell more homes and, con-
sequently, increase pro-
duction was substantial.
“We had a master-planned
community called Valencia
that opened in 2003,” he
says. “We had four product
lines and a trailer. We had
ahundred people in almost
every one of those com-
munities wanting to buy
houses. We couldn’t build
that many and still main-
tain quality. It's tempting
when you're raising prices
$10,000 per month and
more and more people
keep showing up. At the
end of the day, we still have
to operate. We still have to
execute.”

That discipline to hold to their core values had a sig-
nificant impact. The last land acquisition the company
made was in 2004. “It's one of the smartest things we've
done,” says Egan. “And has made the most significant im-
pact financially and given us the ability to withstand this
downturn.” Land prices skyrocketed, and Adler continued
to evaluate deals, but they never made sense in the equa-
tion the company had. Since they didn’t exceed their ca-
pacity during the run up, Egan explains, “We had a pretty
good stockpile of land and lots. We tried to pace ourselves
through our land inventory.” Egan credits Lewis for that
vision — that leadership.
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Foundation for all

Lewis also exhibited leadership outside the company and
within the community. In 2001, he established the T.W.
Lewis Foundation, which impressed all the NHQ judges.
The company contributes 10 percent of its pre-tax profits,
and today the foundation has close to a $15 million endow-
ment with a goal to reach $20 million. “It throws off about
a million dollars per year in funds to make charitable gifts,”
Lewis says.

Among those gifts are a large contribution to the University
of Kentucky, where Lewis received his undergraduate degree
and an endowed chair at the University of North Carolina
where he completed graduate work.

But what gets he and his wife excited is the local schol-
arship program. Every year, they select about 10 students

from the best and the brightest in the Phoenix area. Their
goal is to give lower middle-class kids an opportunity at the
highest level of education. With scholarships that run ap-
proximately $5,000 per year, the program has helped about
70 kids make the leap to the best schools. “Our scholar-
ships,” Lewis says, “helps them make the difference be-
tween an average school and a great school. We have 4 or 5
at Harvard. One at Brown. One at Penn. One at Stanford.
One at Duke.”

The foundation will continue because of the discipline,
leadership and focus Lewis and his management team exert
over the day-to-day operations of T.W. Lewis. The result is an
excellent company surviving the downturn, employee pride in
their product and their place in the community, and a National
Housing Quality Gold Award.

Raving Trades

K. Hovnanian’s Virginia division has cultivated an enviable partnership with its
subcontractors from which nearly all home builders could benefit.

By Felicia Oliver, Senior Editor

Builders strive for raving fans — customers who can’t stop
singing the praises of a home builder that has gone the extra
mile to make their home purchasing experience phenomenal.
But you don't hear a lot about home builders making raving
fans of their trades, the folks they hire to build homes that
make their clients swoon.

K. Hovnanian’s Virginia Division’s ability to produce “raving
trades” played a huge role in its being selected as an National
Housing Quality Award Silver Award winner this year.

“They have the most amazing trade partner relationships
I've seen in all my years of judging the NHQ awards,” says
judge Dan Green, vice president of Newton Centre, Mass-
based The Green Company, a former NHQ Silver Winner.
“The support, closeness and dedication of the relationship
is unprecedented in my view. It would be beneficial for other
builders to replicate this.”

In it together to win

During the NHQ site visit, trade representatives for K. Hovna-
nian Virginia told judges such things as, “I'd be more inclined
to help them than the majority of other builders I work for,”
“We work together with K. Hovnanian so that the homeowner
doesn’t have to incur the cost of the replacements,” and “I have
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KEEPING THE M.A.G.1.C. ALIVE

Like many home builders, the Virginia Division of K. Hovnanian has had to
let staff go.

But the company had a bit of M.A.G.I.C. up its sleeve to help guard
against low morale. Make a Great Impression on the Customer, or M.A.G.1.C.
training, is a K. Hovnanian corporate initiative that the division takes
seriously. It has made associates aware of how all communication with
customers — internal and external — makes a difference.

“It made everybody stop and think about how their actions affect other
associates and our customers,” says Chandler.

A result is an ongoing program to encourage and reward “M.A.G.I.C.”
behavior. Any employee that observes it in a coworker can nominate him or
her. Recognitions are made weekly, and winning employees receive four-
hours paid leave; a free lunch or breakfast; or a special parking space for
a month. There are also quarterly and yearly winners who earn a $250 and
$500 gift certificate respectively.

“There’s an e-mail almost every day that says, ‘Today we had Joe Smith
who was nominated, and here’s the reason why,” says Huff. “Every other
day you see this e-mail, and it really raises spirits and morale.”

www.ProBuilder.com
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given price concessions ... because of the partner-
ing I feel with them.”

Gary Chandler, president of the Virginia Divi-
sion, says the company recognizes the tangible
benefits of partnering with trades and of looking
for ways to help each other. They have open dis-
cussions about how their subs can run a more ef-
ficient operation and build more quality into their
product and processes.

“They are a highly motivated group,” says Chan-
dler. “Our fate is tied, obviously. They really get the
fact that without them sharpening their pencil as
much as they can, we're not going to be able to sell
houses, and that will limit the amount of business
they have.”

To that end, the company encourages all of its
key trade partners to become NHQ Certified.

“Working with trades who are [NHQ] certified
allows us to talk the same language,” says Paul
Hulff, director of quality for the Mid-Atlantic region
(Maryland and Virginia) of K. Hovnanian, in the
division’s written application. “Our discussions
with trades are different now. They are no longer,
“Do you have a quality system?” but “How can we
better support your in-process inspections?”

CULTIVATED LOYALTY: Gary Chandler
(left), Paul Huff and K. Hovnanian

Virginia’s management take care of
their trades, and those subs are willing
to go to the mat for them.

T e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
K. Hovnanian Virginia has it right when it comes to:

What really matters

“Even in the down time, even with less people, we really want to focus on getting back to the strategic plan and vision of the company,
and that is to be the best. We are still going to focus on all our processes. We are still going to focus on our all procedures and policies.
The goal isn't to be the biggest company or the most profitable, but the best that we can be.” — Gary Chandler, president, K. Hovna-
nian Virginia Division.

Peer relationships

“There’s a pretty small network of other builders around here. We'll get together with Centex, Beazer. We might want to go into a deal
together. We might just want to get together for lunch and pry each other about the market. I sat down with one of the presidents from
Centex and we talked about customer satisfaction.” — Gary Chandler, K. Hovnanian Virginia.

First-time quality
“Quality and satisfaction save money. You save a lot of money getting it right the first time. Make one trip [to the site], and you don’t
have to go back.” — Michael Marlovitz, vice president of finance, K. Hovnanian Virginia.
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Employee Satisfaction

A tough economy hasn't dampened K. Hovnanian — Northern California
employees’ spirit to satisfy customers and better themselves.

By Sara Zailskas, Assistant Managing Editor

You'd expect a company following a year of high attrition to
miss the mark when it comes to employees’ respect for hu-
man resources. Not the case with K. Hovnanian — Northern
California. The division boasts what the judges called “superb
HR processes and systems at all levels of the operation.” That,
coupled with strong marks in customer service, earned the
Sacramento, Calif.-based K. Hovnanian division an Honor-
able Mention in the 2009 National Housing Quality Awards.

Layoffs have employee workloads increasing, and perks
such as summer barbecues are nearly out of the question.
But the randomly chosen employees judges spoke with still
praised support employees received and a company culture
that has endured.

Amid the cuts, employee training programs haven’t suf-
fered — an amazing feat. That’s primarily because education
takes place in so many ways: cross-training, online and in day-
to-day life. Cross-training, where coworkers from different de-
partment swap jobs to get a better understanding of the busi-
ness, isn't as common within the division during the current
market, but that's where extensive online programs kick in.
Employees complete tutorials in topics from construction to
business. Walking around the office, you can see certificates
of completion pinned up in employee cubicles.

The variety of training is part of the Leadership Devel-
opment Program, and one employee said managers are
“adamant” about it — which several workers credited with
boosting loyalty. And the group the judges spoke with also
noted senior leadership’s relationship with employees. “Larry
[Young, the division president] has kept in tune with people
and managers,” said one employee. Added another: “I get a
sense of them knowing me personally.”

The division sticks to its annual performance review sched-
ules, and the feedback is comprehensive; it takes into account
both an employee’s self evaluation and manager remarks.
And to help workers meet their career goals, which they iden-
tify throughout the year and specifically during evaluations,
managers work in opportunities to train prepare them, with
the goal being an eventual in-house promotion.

Judges also applauded the company’s attention to customer
satisfaction. Sean Larsson, director of quality, links that suc-
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“OUR LEADERS recognize the link between associate satisfaction and
engagement to successful business results,” says Sean Larsson.

cess directly to workforce development and performance
management, which, he says, “reinforce the skills and com-
petencies needed to achieve customer satisfaction, quality and
other business goals.” The division also employs M.A.G.I.C.
training (“Making A Great Impression on Customers”), and
lives and breathes its 1-2-3 Program, which drives employees
to respond to home buyer service requests in one day, sched-
ule an appointment within two days and complete the service
request within three weeks.

Processes such as these abound and are reflected in em-
ployee conversations; you can’t talk to an employee about
his or her job without hearing about that person’s drive for
customer satisfaction. “Employees feel responsible for the
customer satisfaction,” the judges’ report noted, “and are an
integral part of making the customer satisfied.” PB
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The Road to Fair-Share Pricing

Not knowing the market price of your home is costing you. Knowing
§ enough about your competitors can help.
/ : By John Rymer, New Home Knowledge

ne of the conse-
quences of the cur-
rent housing market

is the lack of transparency in
new home pricing and sales
absorptions. The problem is
not with macro-market sta-
tistics such as those in the
S&P/Case-Shiller Home Price
Indices or the local housing
monthly permits data, but
rather with inaccurate sales
information on your prime
competitors — those projects
you compete against for buy-
ers and sales.

With low internal sales ac-
tivity and poor or incorrect
information on competitors,
many home builders don't re-
ally know the current market

the market.

There are a bunch of rea-
sons for difficulty in gaining
accurate competitor informa-
tion in today’s environment.
Deep discounts not shown
on the price sheet make
advertised prices meaning-
less. High turnover among
sales agents makes accurate
exchanges of information
between sales agents unreli-
able. And the embarrassment
about the lack of sales makes
builders unwilling to share
information, or they might
provide exaggerated results.
Meanwhile, having accurate
information on your competi-
tors is more important today
than ever before.

With low internal sales activity and poor
or incorrect information on competitors,

many home builders don’t really know the
current market price of their homes.

price of their homes. When 1
ask about the market price, 1
often hear, “It’s tough; noth-
ing’s moving,” or the even
more generic, “Everyone’s
just giving homes away.” The
result is pricing strategies
that often result in long peri-
ods with little or no sales fol-
lowed by heavily discounted
“fire-sale” promotions that
move homes at prices below

Sowhere doyou start? Track
your lost sales. It will show
important trends among your
potential buyers. A weekly
lost-sales report compiled by
your sales team will accom-
plish the following:

W Detail actual sales activity

in your sub-market.

H Provide specifics on why

you are losing sales (i.e., is it
price or something else?).

B Require your sales pro-
fessionals to follow up
with prospects until they
buy with you or a com-
petitor.

B Give you a chance to go
back to your lost-sale
customers with a coun-
ter offer.

Next, perform on-site com-
petitor shops no less than
once per month. The old days
of relying on Web sites for
updates on competitors are
over. Personal visits give you
the best intelligence on the
condition of the community,
the level of professionalism
of the sales staff, the variety
of available home sites, the
number of completed homes
for sale and more. Talk to
the sales agent, but rely on
changes since your last visit
as a gauge for sales activity.

As tough as it may be to
learn that the market price
for your homes may be below
where you want them, it far
more important to have cur-
rent, accurate information
to gauge the success of your
sales team and maximize the
profitability of your homes.

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

FOCUS ON WHAT’S
SELLING, NOT
WHAT’S SITTING

If no one is buying
the competitor’s
home next door, it’s
really not a serious
competitor.

KEEP TRACK OF
LOST SALES

It’s not a shame to
lose asale. It’'s a
shame to lose a sale
and not know it or
why it happened.

SHOPPING YOUR
COMPETITORS IS
MORE IMPORTANT
THAN EVER

Don’t fall prey to
“they’re giving them
away” impressions.
Go to your
competitors’ sites and
get the real story.

www.probuilder.com
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Add some punch tfo your homes

The market is competitive, and your homes need to fight through the clutter. Wayne-Dalton has developed
the Builder Solutions System making it easy for you to add value and win market appeal.

Curb Appeal. Beautifully designed and
carefully crafted, our garage doors
add style to any home. With the widest
selection of door styles, colors, materials
and features in the industry, your design
options are virtually unlimited.

And, Wayne-Dalton doors are more than
skin deep. We offer a wide variety of insulated energy-efficient
options, a broad range of safety features, and windload-rated
and impact resistant models to ensure that your customers will
enjoy their doors for years to come.

Green. Wayne-Dalton is the first garage
door and opener company to join the U.S.
Green Building Council (USGBC), a non-profit
organization composed of leaders from every
sector of the building industry. Members work
to promote buildings that are both environmentally responsible
and profitable, and establish healthy places to live and work.

Technology. The fact is, home controls are
among the most sought-after options in a
new home, but have traditionally been too
expensive for the mainstream homeowner.
Not any more. Wayne-Dalton's exclusive,
affordable Z-Wave enabled garage door
openers and Home Controls allow homeowners to control their
home access, safety, lighting and HVAC systems with the push
of one button. Homeowners are lining up to buy these cost
effective, convenient solutions.

Storm Protection. Building code-restricted
homes in the Southern Gulf Region? Take
a good look at our Fabric Shield System.
Safe and extremely quick to install, impact
resistant, and water and wind resistant,
these space age panels will give your homeowners the
serious protection they need. And unlike other systems, our
translucent panels let in natural light providing a more pleasant
environment — before and after the storm.

life’s front door

www.\Wayne-Dalton.com

GARAGE DOORS & OPENERS

For FREE info go to http://pb.hotims.com/20668-13
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[ SALES FOLLOW-UP ]

Don't Drop the Bal

By Nick Bajzek, Products Editor

e're spending millions on our mod-
el homes, on landscaping and on
the sales center. Yet a recent study

from two Denver-area marketing services
finds builders are attracting customers, only
to essentially ignore them after they visit the
sales center.

The study used secret shoppers to visit 50
model home communities in the greater Den-
ver area in late 2007. The firms conducting
the research — database marketing and lead
generation firm Qgenisys and marketing
company Red Tree Marketing — closely moni-
tored how the builders in those communities
reacted and followed through with the shop-
pers who perused their homes.

“What we learned shocked us,” said Qgeni-
sys President Peter Kowalchuck. “With fall-
ing home sales and a nationwide decline in
new home prices amidst high inventories, we
thought home builders would become more
aggressive marketers.” The result of the 18-
page study: Colorado home builders are los-
ing millions on advertising investments and
in lost sales.

Take a look at a sample of the findings.

A survey finds sales teams are weak on follow-ups.

only 14 percent of on-site

agents followed up with potential
buyers with relevant information.
64 percent didn’t follow up at all.

57 percent of shoppers were
asked to complete a registration
card. Of those, only 46 percent of
the shoppers reported follow-up of
any kind.

Of those who did receive a follow-
up, only 23 percent received
information or pitches on the
homes they discussed at length
with the builders’ representatives.

In several instances, the shoppers
received POStcard mailings
that were blank except for the
mailing label.

THESE DAYS, some
developers spend
$500,000 and up on
sales centers, says
Bryon Ziegler, developer
representative for
Williams Marketing,
which represents various

residential projects in the

greater Seattle area.

Photo: Craftmark Homes
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The Secrets of
My Sales

UCCEeS!

S

32 AW&I'd-Wlnl’llng New home sales is not for the faint of heart these days. To get
1 f . 1 a step ahead, many sales professionals are looking for some-
Sales pro €ss1ionailts thing new to up their game by tapping into the latest book or

piece of advice from their favorite sales guru. But there’s a lot
to be said for going back to basics — doing what you know, but

share tips for

1 with passion and a willingness to go the extra mile.
mOV1ng prOduCt That's the story we got from three new/home sales experts:
in any m arket National Sales & Marketing Awards Gold Winners who shared

their “secrets” of how to sell successfully year after year.
By Felicia Oliver, Senior Editor
Find your motivation
Why did you get into home sales? What drives you?

“The biggest thing that a sales achiever needs is a passion
for this business,” says Rich Rudnicki, division sales manager
at Winchester Homes, Bethesda, Md. “[You need] a passion
for helping people, a passion for solving a customer’s prob-
lems, a passion to learn.”

You need to love what you do and want to give it your all.

“A lot of sales people are complacent,” says Charlie Hatter, a
sales manager with Pulte’s Washington, D.C., division based
in Fairfax, Va. “They are happy if they only sell one [home] a
month. ... You've got to have the drive to always succeed and
be the best at what you're doing.”

If you lead a sales team, think about ways to motivate them.
Angela Ferrara, director'and vice president of sales for the
Marketing Directors’ New York office, makes a point to visit
all of her sites once a week.

“It's meaningful when you have face to face meetings,”
says Ferrara, a Nationals 2006 gold winner for Sales Manager
of the Year. “It’s helpful to have a buffer to bounce ideas to

Photos: David Holloway/Getty Images
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WHAT’S THE SECRET?

The drive to succeed
and be the best is key,
says Charlie Hatter.

October 2008 / Professional Builder
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and from and also an ear
to listen, because it can be
a frustrating time.”

Rudnicki, Nationals 2007
gold winner for Sales
Manager of the Year, says
there are only three things
a buyer wants to know
about their salesperson:
Can I trust you? Are you
and your company com-
mitted to excellence? And will you take care of me? What
these three questions address is the authenticity of the sales-
person with whom a buyer is dealing.

“You have to know that you are working for the best com-
pany in that particular market area,” says Rudnicki. “You've
got to believe in the product and in yourself without develop-
ing arrogance or a cockiness about it.”

And be on guard against the nay-saying of the mainstream
media with regard to home sales. Ferrara says it's important
to deal with that psychological mindset and reverse it.

“We're teaching our team to believe that this is truly the

EEEEEEREE R e e e e e e e e e e e e e e e e
Back to the Basics for Home Sales Staff

Culled from the advice of our sales all stars,
this is what you need to do:

B Have a positive attitude.

B Know your numbers: how much traffic, how many appoint-
ments you need to get to one closing.

m Listen to your prospect.

u Sell based on value, not price.

B Know your unique selling proposition.

| Follow up, follow up, follow up!

B Do competitive research, and be prepared to overcome
objections.

B Ask for the close. And be prepared to ask more than once
(Rich Rudnicki says you need to ask five times in today’s
environment!).

B At the end of the process, make sure the client is happy.
Then ask for referrals — even if you didn't sell them a home.
Presumably they were pleased with the sales experience and
wouldn’t mind referring you to their friends for whom you
may be able to find the right home.

B Get up the next morning and repeat the process.

Professional Builder / October 2008

CAN | TRUST YOU? Are

you and your company
committed to excellence?
Will you take care of me?
Winchester Homes’ Sales
Director Rich Rudnicki says
these are the only three

things potential buyers
want to know about their
salesperson.

time to buy,” says Ferrara. “If the confidence is there from the
salesperson’s perspective, it translates to the buyers walking
in the door, and if it’s not there, the opposite happens.”

Be willing to engage your customers from the moment they
walk in the door.

“It sounds so simple, but it’s hard to do in [this] market,”
Rudnicki says. “That excitement and energy will set your apart
from all those other sales people out there.”

It's true. A recent marketing firm study revealed that even
now many potential buyers are being allowed to walk out of
sales offices without being greeted by a salesperson and with-
out any salesperson’s attempt made to follow up with them.

“When those people come in the door, you've got to be up
and on stage,” says Rudnicki.

Once you're talking with them, ask your prospect detailed,
open-ended questions about what they are looking for and
then — this is important — listen to what they have to say.

“You have two ears and one mouth,” says Ferrara. “There’s
a reason for that. Listening is one of the most critical things.
When we do sales training, we find that people sometimes are
so caught up in the sales process that they don’t listen well.”

Rudnicki says that next to rejection, the biggest fear many
home sales professionals have today is price.

“If you don't believe in the pricing today with the market
situation, you can't sell,” says Rudnicki. “You have to ... be-
lieve deep down, as I have seen for the last 30 years, that every
10 years market value doubles. It doesn’t matter what market
you are in.”

The secret here, he says, is lifestyle selling. Listen and find
out what your prospect needs and wants and how your product
addresses those things. Understand the unique selling propo-
sition of your community compared to the competition.

“When you figure in amenities or size of the home site or
that particular location it becomes a very unique, one-of-a-
kind product,” says Rudnicki.

www.ProBuilder.com



PROTECTING YOUR HOME
while you’re at work is no small concern

Don’t be alarmed,
BuyerZone is at your fingertips.

Compare features and price quotes on Home Security Systems today. Save time and

money, compare/rate suppliers, and protect your investment with BuyerZone. 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 Home Security
System 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 zc
srauesr rree avores vow: IDUYECF&ONE
Call (866) 623-5529 or visit Where Smart Businesses Buy and Sell
BuyerZoneHomeSecurity.com

A division of

Q\ Reed Business Information..
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The better you know your competition, the
better prepared you are to outsell them. Com-
petitive mystery shopping in person or by
phone remains a great way to get the scoop.
But sometimes the best way to know how your
competition is doing is to simply ask them.

“We ask our sales teams to contact the com-
petition on Sunday evening, trade informa-
tion and form a relationship,” says Rudnicki.
“T’ll give you an idea of what my traffic has
been and my sales for the week if you share
that information with me.”

“I've tried to befriend all my competitors,”
says Hatter, Nationals 2008 gold winner for
Sales Person of the Year. “The more friends
you have, the more information you get. ...
Some competitors, you kind of fight back
and forth and you never get the information

WOOING BROKERS: Angela Ferrara offers brokers the

chance to experience communities first-hand.

you need. But we're all in this together to an
extent. We might be working with different
companies, but in today’s market its good to
have a shoulder to lean on.”

And get out there and take a look yourself.

“We drive through an area,” says Rudnicki.
“We count the number of starts, we count the
number of sold signs and how they change
from week to week. They say they settled
three houses, but two of those houses look
like they were never moved into. What's hap-
pening?”

One of Hatter’'s strengths is his ability to
befriend real-estate agents and get them to
send their prospects his way.

“Once you gain a Realtor’s trust, they will
bring every client to you,” Hatter says. “Even
if it's not quite their price point, they will at
least call me and ask if there’s something I
can do or anywhere else I can recommend.”

Hatter says he’s done the typical presenta-
tion at a brokers’ office, but what really works
for him is sponsoring a breakfast at his com-

Add Direct Basement Access

Imagine...
What Bilcoicanido for your basements

a‘.l:-‘

With PermEntry®... the Complete
Basement Entrance System

PermEntry is the fastest and most cost-efficient way to add
convenient, direct basement access to any home. Delivered by a
Bilco licensed PermEntry dealer, you can provide your customers
with these benefits on your next new home construction project:
+ IRC-2006 Code-compliant emergency egress
+ Convenient direct access to storage areas
+ Ability to move large items, such as furniture and bulky
appliances, into the basement
* Service access to - [ ’Mﬁi
mechanical equipment '
reducing trafficand
damage to the home’s
main level

For more information,
contact The Bilco Company at
(800) 854-9724 = S
Basement doors are available in steel and

www.bilco.com no-maintenance polyethylene construction (shown)

For FREE info go to http://pb.hotims.com/20668-17



munity every three weeks.

FOLLOW UP: “| “You're getting everybody’s
send e-mails, [business] card,” says Hatter.
text messages “Once there, you walk them
and handwritten through all your models. You
cards,” says have a home-of-the-week board
Pulte’s Hatter. where you zone in on one par-
ticular home. When I have 35,
40 realtors eating breakfast,
getting gift cards and looking
at this one home, I get a lot of
follow up from it. It's a very

easy way to try to sell a home.”

Marketing Directors’ “Live
at ...” program gives brokers
an opportunity to stay at one
of their communities. “This
shows a tremendous amount
of confidence in our commu-
nity,” says Ferrara.

A ! # Hatter says too many sales

- | people follow up once, leave a
message and never hear back,
or they get someone who says they are still looking and they
never follow up again.

“I follow up numerous times with phone calls,” says Hat-
ter, “I send e-mails, text messages and handwritten cards. I
try to get an e-mail dialogue started. ... Throughout the day
when you're emailing back and forth, you can put in writing
exactly what you can do.”

Some sales professionals worry that an unsolicited follow-
up call will not be welcome. Rudnicki has a simple solution.

“When you first meet someone, ask for permission to con-
tact them,” he says. ““May I follow up with you, and if so,
what is a good phone number to call you back on?’

“Five-star follow-up includes a minimum of three phone
calls. Today we all have call waiting and voicemail, and if you
don’t have permission, you're going to be leaving message
after message and it’s not going to go anywhere.”

All three Nationals sales all-stars show that a positive attitude
will take you far.

“Just because you don’t have any customers that you're cur-
rently working with and don’t have any leads,” says Hatter.

“There’s always that person that walks in the door that’s
ready to purchase. It’s difficult in today’s market, but I think
people with the better attitude are the ones that succeed.”
PB

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

Warmboard comfortably heats homes
using the same logic.

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

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

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

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

®

warmboard
RADIANT SUBFLOOR

.A‘
MADE IN
U.S.A.

US Patent No. 5,788,152

For FREE info go to http://pb.hotims.com/20668-19
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THIS IS NOT RED.

It’s ColorPlus” Technology—
the latest innovation from James Hardie.

James Hardie® siding with ColorPlus Technology is
a unified composition of advanced fiber-cement and
baked-on pigment. Unlike a generic siding that’s
pre-finished or painted on-site, our sixth generation of
innovation guarantees a superior quality exterior that won’t
need painting for at least 15 years. To create truly distinctive
and long-lasting homes that sell, trust James Hardie, the

#1 siding manufacturer in the U.S. It’s a better way to build.

To find out how James Hardie can help you build better homes
visit jameshardiecolorplus.com, or call 1-866-4HARDIE.

®.lamesHardie

Additional installation information, warranties and warnings are available at www.jameshardie.com.
© 2008 James Hardie International Finance B.V. Al rights reserved. TM, SM, and ® denote trademarks or registered trademarks
of James Hardie International Finance B.V. [ is a registered trademark of James Hardie International Finance B.V.

6th Generation
Created ColorPlus Technology

Four Generations Ahead of Generic Siding

5th Generation
Introduced a thicker fiber-cement board

4th Generation
Improved surface adhesion

3rd Generation
Advanced fiber-cement composition

2nd Generation
Developed factory applied fiber-cement primer

1st Generation
Invented fiber-cement substrate

« ColorPlus®

& Technology

For FREE info go to http://pb.hotims.com/20668-18
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» INSIDE
Reinventing Austin’s old airport
[ page 40 ]
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GLASS ON THREE SIDES of the room and a corner fireplace offer this living room
a warm, sunny welcome for visitors at the Armstrong, a single-family plan by
Meritage Homes.

Photos: Robert McGee
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NEW URBAN
VILLAG
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An ambitious plan for a former airport site
positions central Texas to gain thousands of
new jobs and much-needed affordable housing.

By Susan Bady, Senior Editor, Design

www.ProBuilder.com
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Like everything in Texas, the Mueller master plan
is big. Its 711 acres will support 4,600 homes,
10,000 residents and 10,000 permanent jobs for
the city of Austin. One of the country’s first sus-
tainable mixed-use communities, Mueller is pe-
destrian-friendly and transit-oriented. Twenty-five
percent of the homes will be affordable to low-
and moderate-income families. And the location
is unbeatableythreemmilesifrom downtown Austin
and two miles from the University of Texas.

Mueller is a redevelopment of the Robert Muel-
ler Municipal Airport, which has been closed
since 1999. City leaders were particularly con-
cerned about the deterioration of the neighbor-
hoods surrounding the airport during its 63 years
of service.

After nine years and hundreds of meetings with
local residents, Catellus Development Group was
selected as the master developer. “Our expertise
in mixed-use, infill and brownfield development
made it a natural fit for us,” says Matt Whelan,
senior vice president in Catellus’ Austin office.

Mueller is expected to not only revitalize the
area but also provide an alternative to outward
expansion of the city. The housing mix ranges
from single-family detached homes and garden
court houses to attached row houses, live/work

Professional Builder / October 2008

[ BEST ADDRESS ]

units, condominiums and rental apartments.
Whelan says home prices initially will range from
$120,000 to $700,000; in subsequent phases,
they could go as high as $900,000.

The town center district will include street-level
retail, restaurants and entertainment venues and
upper-level office and multifamily units. Major
employers include Dell Children’s Medical Center
of Central Texas, UT Academic Health Research
Campus and Austin Studios.

Every structure must either be LEED-certified or
comply with the guidelines of the Austin Energy
Green Building Program. “All the homes will be
rated a minimum of three stars in the Austin pro-
gram, which is roughly equivalent to LEED silver,”
says Whelan. But Mueller will be green in other
ways as well. More than 140 acres of open space
are planned, including perimeter greenways with




STONE AND STUCCO wrap around the home for a three-dimensional look.
Left, windows to the courtyard draw light into the dining room. As the Site
plan illustrates, Mueller is pedestrian-friendly.




k 3
5=
O
Ny
S
&

GRAB LIFE BY THE HORNS

IT PULLS MORE THAN ITS OWN WEIGHT.

THE ALL-NEW DODGE RAM 4500 AND 5500 CHASSIS CABS. These trucks are so tough, you’d think they were made with
recycled tank parts. Fact is, you can upfit just about anything onto their 50,000 psi steel strength-rated frame, which is a 38
percent higher steel strength-rating than Ford F450/F550. Plus, they come with massive front brake rotors, a suspension built
to hold up to the most extreme conditions, a 6.7L Cummins® Turbo Diesel, and one heck of a strong work ethic. For more info,
visit dodge.com/chassis_cab or call 800-4ADODGE.

i : .
Cummins is a registered trademark of Cummins, Inc. %
Chrysler Financial is a business unit of DaimlerChrysler Financial Services Americas LLC. BUSINESS G o
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THE LOFT THAT BISECTS the second floor adapts
to many uses. Double doors lead to a balcony over
the courtyard.

hiking and bike trails, a large central park and playing fields.
There will be a new elementary school, three swimming pools
and landscaped streets that encourage walking and biking.

“The site plan is based on New Urbanist principles; there’s
not a single cul-de-sac on the whole property,” Whelan says.
“Garages are rear-loaded from alleys, not the main street.”

Plans call for future commuter rail and rapid bus transit
lines to connect Mueller to Austin’s urban core as well as its
fast-growing suburbs.

More hope for homeownership
In Austin, as in many large metro areas, buyers are traveling
farther and farther away from the city to find houses that fit
their budget. High gas prices are only exacerbating the prob-
lem. According to John Burns Real Estate Consulting, as of
August 2008 the median home price for the Austin metro-
politan area was $196,900.

That's why the affordable homes at Mueller are generating

MUELLER’S JET AGE

ROBERT MUELLER MUNICIPAL AIRPORT was Austin’s main
airport from 1936 until it was decommissioned in 1999. Braniff,
Continental and Trans Texas (later Texas International) were

the principal air carriers until the late 1970s and early 1980s,

when American, Delta, United and other airlines added routes
to Austin.

By the mid-1980s, the city had begun searching for a site on
which to build a new airport. Mueller Airport closed in March
1999, and all operations were transferred to Bergstrom Air
Force Base, now Austin-Bergstrom International Airport.

www.ProBuilder.com

This 1961 photo shows the viewing area atop the
terminal building at Robert Mueller Municipal Airport and
passengers boarding planes from the ground.

Photo: Austin History Center/Austin Public Library

PROJECT PROFILE

Community: Mueller

Location: Austin, Texas

Model: Armstrong

Size: 2,217 square feet

Builder: Meritage Homes, Austin, Texas
Architect: Kipp Flores Architects, Austin,
Texas

Interior Designer: Mary DeWalt Design
Group, Austin, Texas

Land planner: Roma Design Group, San
Francisco

Developer: Catellus Development Group,
Austin, Texas

PRODUCTS USED

Appliances: Whirpool

Bathroom fixtures: Moen
Cabinetry: Kent Moore Cabinets
Carpeting: Shaw Industries

Door hardware: Kwikset
Insulation: Owens Coming
Interior doors: Masonite
Lighting: Progress Lighting
Manufactured stone: Cultured Stone
Structured wiring: On-Q/Legrand
Wall and floor tile: Dal-Tile

tremendous demand. Whelan says the 25 percent set-aside
for affordable housing is “a very ambitious percentage for any
market, and it will certainly shed the high-water mark in cen-
tral Texas.”

Affordable for-sale homes range from $120,000 to
$160,000, putting them within reach of households with in-
comes less than or equal to 8o percent of the median family
income (MFI) for the Austin metro area. Affordable rental
housing will be available to households earning no more
than 6o percent of the Austin MFI. None of the homes will
look “affordable,” and they’ll be interspersed with market-rate
housing throughout the community.

Six builders were chosen to build the first homes at Muel-
ler: David Weekley Homes, Meritage Homes, Standard Pa-
cific Homes, The Muskin Co., Saldana Homes and Streetman
Homes. Whelan says the number of people on the interest list
for phase one exceeded availability. “We had to do a lottery pro-
gram for the first 350 homes, and over 1,000 people participat-
ed in that. Three builders sold out
even before they broke ground.”

Meritage, in fact, had people
camp out the night before the
grand opening of its phase-two
homes. A maintenance man who
showed up at 5 a.m. on opening day
found 14 “campers” lined up at the
sales office. “We had heard about
campouts in California and Las Ve-
gas and Florida [during the boom
years], but never experienced one
in Texas,” says Tom Grant, division
president for Meritage.
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The company is building both market-rate and affordable
homes at Mueller. So far, it has sold 110 homes. Phase one sold
out within a month of opening in 2007. In phase two, which
opened this past April, 7o homes have been sold to date.

Detached homes are sited on 377-by-go-foot lots. Market-rate
houses range from 1,664 to 2,217 square feet and are priced
from $219,900 to $339,900. Affordable homes are 1,036 to
1,551 square feet and priced from $142,900 to $163,900.

Tall order

Constrained by the small footprint of a 377-foot lot, architect Sa-
bas Flores of Kipp Flores Architects in Austin designed homes
for Meritage with fenced side courtyards for privacy. Raised
front porches convey a sense of community.

Ten-foot ceilings and vertical elements make the homes feel
spacious. “No window is wider than it is tall,” says Flores.

Meritage’s furnished model, the 2,217-square-foot Arm-
strong, is a four-bedroom home with the kitchen, dining room
and living room arranged around the courtyard. To comply
with the city’s visitability standards, the Armstrong has a ramp
that runs from the front walkway to the side of the house, lead-
ing indoors via the courtyard.

Most buyers are young professional couples with children.
“I think they're a little more switched onto trends, such as
green building,” Grant says. “They also like the community’s
proximity to the university and the central business district,
and the [mass transit] component it will eventually have.”

Catellus’ Whelan says that so far, just over 160 families have
closed on their homes at Mueller and are moving in at a rate of
about 30 a month. “It’s going very well,” he says, adding wryly,
“I'm knocking on wood right now.” PB
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GRANITE COUNTERTOPS and a stainless steel sink are standard features of
the Armstrong’s kitchen. The passthrough over the sink faces the courtyard,
providing sunshine and an appealing view.
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Discover a Cost-Effective Moment Frame Solution m

Get all the details in our new Strong Frame™ Ordinary Moment Frame 5
catalog. You'll find all the technical and installation info you need on Stmng-Tle
this pre-engineered solution that offers fast, cost-effective installation. ®
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Moment frames have long been considered the expensive option when small wall sections
and open floor plans make shearwalls unworkable. Simpson Strong-Tie is going to
challenge that perception with the new Strong Frame™ ordinary moment frame. Now
designers can choose from 196 engineered frames, in sizes up to 16 feet wide and 19 feet
tall, rather than spend hours designing their own. And since the Strong Frame is the only
factory-built moment frame for wood that offers 100% field-bolted connections, it is easier
and faster to install. Now there is a cost-effective moment frame solution for residential,
light commercial and multi-family applications: Simpson Strong-Tie® Strong Frame.

For more information call (800) 999-5099 or visit us at www.strongtie.com.
Look for the Strong Frame Special Moment Frame in 2009.

For FREE info go to http://pb.hotims.com/20668-20

©2008 Simpson Strong-Tie Company Inc. SFos
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Tools for the Turnaround

== Sunday, Oct. 5 —
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Arizona Biltmore
Resort & Spa

o %',@!“N Phoenix

I g gl

BTN 4 BT : \

P

[ | e

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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California la ar‘r’Iakers
recently approve ”
legislation to ban'salt-
producing water softeners .«
to help the state meet 2
its wa_:gr-lecycling goal.g
Su rs of the bang
SMevels of sal”
in waste water make
recycling more diffic
while those who havel*
water softeners say havd
water will be harmful to "\ A
household appliances ang i
the ban will have little

effect on salinity levels.
Municipalities will have
to get approval from local
water quality control
boards before imposing
softener bans and will
have to compensate
homeowners who had to
remove them.

Open up to the great outdoors [ page 51 |

New millwork and molding for indoors
Photo: Intermountain Soft Water and out [ page 52 ]
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BEST OF

90+

HOUSING
AWARDS

THE NATIONAL ASSOCIATION OF HOME BUILDERS’ 50+ HOUSING COUNCIL

The Best of 50+ Housing Awards honor excellence in building, design
and marketing of housing for boomers and beyond.

APPLY ONLINE NOW!

WWW.NAHB.ORG/50PLUSAWARDS

Receive national recognition as the ‘best of the best’ in
building, design and marketing of:

4 Active adult communities Award Deadlines~

4 Service-enriched communities - :
Application Deadline:

4+ Marketing that promotes these communities December 5, 2008
Winners will be presented at a gala during the Building Entr[xgesaudt:mssion
for Boomers & Beyond: 50+ Housing Symposiums™ January 16, 2009
April 27 - 29, 2009 Finalists Notified:
. . March 2, 2
Philadelphia, PA alfei) 2 2400
For more information call 1-800-368-5242 x8130 or visit our Best of 50+ Housing

Awards Gala:
April 28, 2009

Web site for complete application and entry details.

SO GIRNAHB

- . - NATIONAL ASSOCIATION
National Association of Home Builders oF HOME BUILDERS

For FREE info go to http://pb.hotims.com/20668-21
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[ EXTERIOR DOORS |

Open Up! o
Light as Aire

The latest improvements to
hit Kolbe’s Garden Aire patio
doors include a new interlock
with an exterior meeting stile
cover on the Classic and

Ultra Series. The added wood
meeting stile filler runs the
entire length of the active panel
edge from top to bottom and
conceals the interlocks on
the interior side. For FREE
information, visit http://
pb.hotims.com/20668-252

So Smooth -
Peachtree’s new Oak and Smooth Collection doors are avail-
able in 6’8” and 8-foot heights in panel styles ranging from
flush to nine panels and half lite to full lite, and with intricate
scroll top and arch top designs. You can choose from multiple
opening configurations, too. For additional design detail and
sunlight, custom-shaped direct-set windows and transoms
can be specified. For FREE information, visit http://
pb.hotims.com/20668-251

L Using the Refuse

Juniper is an invasive, water-loving tree species that has been chopped at
with wild abandon in the Southwest to keep the dangerous trees out of lo-
cal ecosystems. Jeld-Wen has a way to use this hardy wood in its Juniper
doors. According to the company, the wood is highly textured; shrinks
and swells less than other species; and has a great rustic look. For FREE
information, visit http://pb.hotims.com/20668-253

]
Brace for Impact

The Zone-3-rated (1Z3) Marvin Entry Doors are made for tough weather
conditions and coastal areas. Part of the company’s StormPlus line,

the doors come standard with a concealed multi-point lock. They are
offered in several configurations: single door; double door; single door
with two sidelites; and single door with one sidelite. For FREE informa-
tion, visit http://pb.hotims.com/20668-254
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m@i hoxes.com
~~—"T7-00.MAILBOX

People Committed to Quality Since 1936°

Call us for a FREE quote or catalog!

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

JHIWIIIL10000 0000010 100 102000000000 00 10000 10 00 0 000 00000000002 v,

For FREE info go to http://pb.hotims.com/20668-22

It doesn’t cost the earth to move it!

The orlgmal and well proven muck-truck is the
world’s no.1

® Built for a rugged outdoor life

® Fitted with a Honda 160cc engine

® Skip capacity of 1/4 ton (550Ibs)

® The snow plow attaches easily to front of muck-truck

@ The blade can be raised for maneuvering which enables
you to angle the removal of snow in the desired direction

e muck-truck also offers a full range of interchangeable
accessories

Telephone: 772-621-3951 Fax: 772-621-3817
Email: sales@mucktruckamerica.com
Web: www.mucktruckamerica.com
For FREE info go to http://pb.hotims.com/20668-23

[ MILLWORK + MOLDING |

Mill About

Beaded and
Reticulated

Are real wood pieces mak-
ing a comeback? Hard-
woods are a new addition
to Bendix Architectural
Products’ corbel selection.
The smallest one, the
Beaded Corbel (shown),

is 7% inches high. The
Reticulated Corbel stands
18 inches high and has a
reticulated pattern so that
the background wall will
show through when hung.
Corbels are available in
basswood or American-
grown maple, cherry

and red oak. For FREE
information, visit http://
pb.hotims.com/20668-

We’re Surrounded -

Azek and Pella have teamed up to pro-
duce new one-piece surrounds for Pella’s 255 ‘

exterior products. Like Azek’s traditional
exterior pieces, these resist moisture and
insects, and will not rot, warp or decay.
Although they don’t require paint for pro-
tection, the products have excellent paint
adhesion and can be milled, routed and
heat-formed. For FREE information, visit
http://pb.hotims.com/20668-256

All the Look Without the Price —.

Reclaimed wood beams look awesome, but they get pricey. Builders
can recreate the rustic look afforded by authentic, aged, hand-hewn
oak beams with Outwater’s high-density polyurethane ancient rustic,
modern, contemporary and vintage Faux Wood Beams. The beams are
sturdy and lightweight and can install over virtually any surface.

For FREE information, visit http://pb.hotims.com/20668-257




CONSTRUCTION
EQUIPMENT
purchases
weighing heavily
on your mind?

Let BuyerZone
take a load off.

Get free advice, pricing articles, ratings

and quotes on all your business purchases,

anything from skid steer loaders, to aerial lifts, to

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

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

* Quotes from multiple suppliers

® Pricing articles

* Buyer’s guides

 Supplier ratings

® Supplier comparisons

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

BuyerZcne

Where Smart Businesses Buy and Sell

A division of

Q\ Reed Business Information..
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR

FLEX1IBLE MOULDINGS
BY OUTWATER

Outwaters Orac Decor®
Flexible Polymer Mouldings
enable you to easily create “on
demand” radii right on the job
site to suit almost any inside,
outside or arch radius applica-
tion without profile deforma-

tion or causing excess stress to

the mounting surface. Orac
Decor® Flexible Mouldings

can be installed using typical
woodworking equipment and
do not require priming before
finishing.

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

ARCHITECTURAL PRODUCTS BY OUTWATER

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

Fax 1-800-835-4403
www.outwater.com

New Jersey ¢ Arizona ¢ Canada FL

For FREE info go to http://pb.hotims.com/20667-125

Our Surface Protection
& Dust Control Solutions

SAVE YOU

TIME & MIONEY

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

e Lowest Prices
& Satisfaction
GUARANTEED.

CARPET
PROTECTION

* PROTECT SYNTHETIC CARPETS
DURING CONSTRUCTION/
REMODELING.

* REDUCE CLEANUP TIME.
AVOID COSTLY MISHAPS.

P Protective
Products

S a/‘faaz Frotection Sobutions

* SAVE TIME & MONEY.

cALL 1.800.789.6633

OR ORDER NOW AT

www.protectiveproducts.com

THE BUILDER'S CHOICE

Oyzaém
ALUMINUM RAILING SYSTEM

=

=

Ca// about oyr ‘
new aluminum
balusters and

twisted spindjes

® Bracketed system is easy
to install

e Available in 36" & 42 "height

e Available in 6' and 8' sections

e Meets IBC 2003 building codes

® Powder coated

e Three colors- Black, White & Bronze

¢ Available for both straight and 32°
step railing applications

= Key-Link
Fencing & Kennels, LLC

a division of Superior Plastic Products, LLC
Call For A Brochure
800-633-7093 .
Fax: 717-355-7139 =
www.keylinkfencing.com

For FREE info go to http://pb.hotims.com/20667-126

\ SEAGULL®IV

DRINKING WATER PURIFIERS

Great tasting, “All Natural” purified water instantly, without
using costly electricity, polluting chemicals, or wasting our
vital water supplies. Independently certified to meet EPA
Guide Standard Protocol for Microbiological Purifiers
against Bacteria, Cysts and Viruses.

ENVIRONMENTALLY
FRIENDLY PRODUCT

Builder Programs are available, call toll-free at 800-441-8166 for more
information or to order. Order online at www.generalecology.com

For FREE info go to http://pb.hotims.com/20667-127

For FREE info go to http://pb.hotims.com/20667-128
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR
CATCH ONE MISTAKE

and they pay for themselves!

UpA . .
ConstructionSuite”

Construction Software for Small to Medium Businesses

€

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 our calculators
and estimating tools can
work for you.

{ CountOnCl.com/boss8

Scale | 4, CALCULATED |
Master®l, -7~ INDUSTRIES'

Model 6]30 PROB-808

jon Master® Pro
Model 4065

‘ ConstructionSuite™

-Fr 5699

ConstructionSuite™

conorzte$4 499

o For a dealer near you call 1-800-854-8075.
www.constructionsuite.com « 1.800.700.UDA1 (8321) 4840 Hytech Drive, Carson City, NV 8%706 « 1-775-885-4900 Fax: 1-775-885-4949

For FREE info go to http://pb.hotims.com/20667-129

Always the Leading Design Software for
Professionals and Now.. V61 SlOIl 14

NobleSeal CIS NobleSeal SIS NobleSeal TS &
Chloraloy®

Contribute To LEED points

. . NobleSeal
Improve Air Quadlity...

* No VOC'’s
* Stop moisture & vapor
* Help prevent mold

Add to Sustainability...

* Guaranteed to last for — ‘Est|mate
the life of the original
tile installation N .
* Profect tile from failures M for a free trial version Version 14
Simple Solutions... Proven Performance 1-800-248-0164
SRR e TR R AT www.softplan.com  ARCHITECTURAL DESIGN SOFTWARE
For FREE info go to http:/pb.hotims.com/20667-130 For FREE info go to http:/pb.hotims.com/20667-131
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PRODUCT SHOWCASE / INTERIOR & EXTERIOR

Soap Dishes
Shampoo Shelves

Toiletry Shelves

Shaving Steps

Incentives For Sustainability

Take advantage of programs that
help home buyers reduce their en-
ergy use-- and make your bottom
line a little greener too. Incen-
tives of up to $2,000 per unit are
currently available for qualifying
residential new construction. Visit
www.socalgas.com/construction
for details.

Southern
California
Gas Company

- )
A g Sempra Energy utiiity”

Southern California Gas Company
NewHomes@socalgas.com or 866-563-2637

NEW from the manufacturers of BETTER-BENCH

SSElils

Products shown are produced of a corrosion
resistant alloyed aluminum with an elastomeric-
waterproofing and antifracture coating com-
bined with an aggregate bonding base. Fin-
ished materials, ceramic tile, marble, granite,
etc. can be applied immediately after product
installation utilizing standard mastics or thin-
set. No additional additives are required.
Listed products are supplied with (4) multi-
purpose wall fasteners which may be used
with/without preinstalled wood blocking.

BETTER-BENCH"

REC 1414

REC 614

The Shower
Bench
Solution

An easy to install bench-
forming system that
replaces the complex
methods currently in use.

This fully independent supporting unit can o
be mounted to most vertical surfaces ZAXAAAAA
quickly and efficiently, saving the installer
valuable time. What once took two days
to complete can now be done in about an

For more information
or a distributor near you, call

hour! BETTERBENCH™ provides design

flexibility and is ideal for new or retrofit 1-800-382-9653

applications. Patented INNOVIS CORPORATION
www.innoviscorp.com

For FREE info go to http://pb.hotims.com/20667-134

For FREE info go to http://pb.hotims.com/20667-133

YOUR ACCESS TO:

premium
CONTENT

lowevnine.ovg

is vebuilding Womes, using skilled
volunteevs to tutor unskilled volunteevs
and low-income homeowners to get
them back Wome, wheve they belong.

To find out how you can help, go to:
www.lowernine.org or call 207-380-9636

Professional Builder / October 2008
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deserve
Professional Solutions

Builder’s MarketPlace

COLUMNS, BALUSTRADES §
& MOULDINGS

| + Fiberglass Columns

¢ Poly/Marble Columns
* Synthetic Stone
Balustrades
& Columns
* Wood Columns

¢ Cast Stone
Balustrades & Details

¢ Polyurethane
Balustrades,
Mouldings & Details

¢ GFRC Columns
& Cornices

¢ GRG Columns
& Details
V.
v

Custom Quotations:

800-963-3060

| vision

eConstriction Docum ents

3D M odels ; V ' Ty “ laSSICS

oFrzm g Incorporated

oBillofM aterials

w BT W earmpary

.

§ .
]l Averi-Can| |
5 T

eGraphis
oM anufacturing Links For FREE info go to http://pb.hotims.com/20667-201

1.800.872.1608

WORTHINGTON

Your Only Source For Fine Architectural Details

ePow ered by Autodesk Technolgy
oE cEntW ork ow and Processes

eAccumrate htelligentM odels

www.WorthingtonMillwork.com
Jacksonville, FL

For FREE info go to http://pb.hotims.com/20667-202
October 2008 / Professional Builder

For FREE info go to http://pb.hotims.com/20667-200
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Builder’s MarketPIace

-----
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COLUMNS
-POLYURETHANE
-FIBERGLASS
-POLYSTONE
-WOOD

BALUSTRADES

-FIBERGLASS
-POLYSTONE

HDP MOLDINGS

HDP NICHES

Professional Builder / October 2008

YOUR ACCESS TO:

premium
GDNTENT

Fill, bond, and laminate
AZEK' Trimboards!

TrimBonder
Bonding System

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

¥ 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 Viycom 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.hotims.com/20667-204

Sl

Established 1979
We are committed to providing the finest-quality
steel buildings at the lowest possible price.
Call for a FREE quote today!

30’ x40’ x 10’ .ueeeeeennnneee. $7,895
40°x 60’ X 12’ aeuveeernnnnnnns $13,987

www.heritagebuildings.com

For FREE info go to http://pb.hotims.com/20667-205

check out:

housingzone.com

www.ProBuilder.com



Builder’s MarketPlace

PREVENT DAMAGE FROM
WINDOW AND DOOR LEAKS/

Framed
Opening
for Door

\ NN or Window

e

N\ NN
NN

NN
\ A\

Maintenance-Free Aluminum
Cupolas and Louvers

Stock & custom cupolas from New Concept Lou-
vers are wrapped with PVC coated aluminum and
copper. Made from the same materials as our cus-
tom louvers, they never require painting like wood
products. They arrive in three easy to install pieces
pre-cut to fit any roof pitch, and can be ordered
in stock sizes or to custom specifications. Over
400 colors are available, as well as many different
weather vanes and accessories. For FREE info go to http:/pb.hotims.com/20667-208

Telephone: 1-800-635-6448
www.NewConceptLouvers.com
PSNEW
CONCEP
L OUVERS/

Adjustability

Jamsill Guard

1-800-JAMSILL (526-7455
( ) The ORIGINAL Sill Pan Flashing Since 1983!

www.jamsill.com

P/

GuNed Walls, Quick
“Ceilings, Soffits | Qurve
ad More!

WOOD. - TREATED
TREATED

For FREE info go to http://pb.hotims.com/20667-206

HARDWOOD
FLOORING

Burls o
Blocks & QTN
Veneers

Decking 8

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

LT ANY .Sp¢ci¢

Plywood - Call for.our FREE
LT fumber Catalog!

Mouldings
CALL FORA

FAST, FREE 4 a:rj-;R\ianue, White Plain.,
LIS Phone: (914) 946-4111 « Fax: (914) 946-3799

also in 2x6

Shaped and

ADVE RTI SI N G ;o Secured in Seconds!
MEANS BUSINESSl $114 delivered for

F 5500 SW 36th St. Oklahoma City, OK 73179 2x4 Untreated. Please call
866.443.3539 Fax 405.996.5353 for other product pricing.
PLA(E YOUR www.flexabilityconcepts.com email info@flexabilityconcepts.com
| For FREE info go to http://pb.hotims.com/20667-209
|M| check out: www.housingzone.com
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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.hotims.com/20667-210

New...We now/carry,
X To

‘

C rpet'

Direc

inish the Laundry Right
Vvssw@é Y-
O e

Neatly in the Wall Behind the Dryer
/_-_Te.chnoligies Inc 888-443-7937

For FREE info go to http://pb.hotims.com/20667-212

www.Dryerbox.com

HousingZone.com

Professional Builder / October 2008

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 nationali=society.org.

NATIONAL
MS MULTIPLE SCLEROSIS
SOCIETY

www.ProBuilder.com
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numbercrunch)

Think
about it

84,000

The New York
Times reports that
the economy lost
84,000 jobs in
August, bringing
the unemployment
rate to 6.1 percent,
the highest it’s
been in five years.
The announcement
marked the eighth
straight month of job
losses.

37%

American Standard
did a survey on
people’s bathroom
habits and found
that 37 percent of
women spend more
than an hour in the
bathroom in a day
compared with 15
percent of men.

What are they doing?
The survey showed
that 88 percent are
using at least one
electronic device,
while 3 percent watch
television.
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56%
offered incentives to

homeowners to buy a home.

900 Senior citizens are camping out in their cars hoping to

buy the lot of their choice in Lennar’s active-adult community,
Greenbriar Oceanaire Country Club and Golf Course. The new
homes in the gated community are priced from $369,950 to $437,950.
So far Lennar has sold more than 900 homes at the 1,400-home
community.

According to the National Association of Realtors, sales of
previously owned homes, which make up most of the nation’s housing
supply, rose 3.1 percent in July,

15.9% e sap/Case-Shiller index of real-
estate values of 20 major metropolitan areas for
June dropped 15.9 percent since June 2007. While
it had dropped 15.8 percent the month before,
June’s drop is a new record decline. Yikes.

$50,200 MarketWatch reports the U.S. 2007 real median
household income is up 1.3 percent, to $50,200. Although that
might seem encouraging, the U.S. poverty rate is 12.5 percent.
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All homes feature

windows and doors.

Our windows

and doors

o,

feature homes.

|| D]

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 FREE info go to http://pb.hotims.com/20668-25

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.
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