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Choose The Only Push To Talk
That Comes With The Network.

Make your business instantly more productive by choosing the only Push to Talk service that
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expect answers at 463Kb per second

4

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

For more information on GE appliances, please call 866.251.1753.

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

OH WHERE CAN
MY AD&C BE?

If you're a builder, you
likely have problems
getting money for
your projects. Senior
Editor Mark Jarasek
digs for some answers.

[COLUMNIST]
SELL HOMES NOW
Paul Cardis urges you to

take action on behalf of
the entire industry.
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LIVE/WORK SALES
ESSENTIALS

Senior Editor Felicia
Oliver gives us the who,
what, when, where, why
and how on selling
live/work projects.

[COLUMNISTI]

BE A TRUE
BELIEVER

John Rymer reminds
sales staffs that they
have to truly believe
now is the best time to
buy.
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[FEATURES]

GREAT FLOOR
PLANS FOR SMALL
HOMES

Small is in, cramped
homes are out. Senior
Editor of Design Susan
Bady profiles six homes
by six top architects to
demonstrate how to
make the most of 2,200
square feet or less.

DYNAMIC DUO
This month’s Best
Address takes us
oceanside, and it packs
a punch with its
resident/rental unit
combination. By Senior
Contributing Editor
Ann Matesi.

Also in this issue
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PERSPECTIVE

You can take the reins of Professional Builder’s editorial content, and it’s easier than you

might think.

58 NUMBER CRUNCH
A brand spankin’ new, $64,000 home. No joke!

www.ProBuilder.com
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Products Editor Nick
Bajzek examines the
good and the bad
behind bamboo floors.
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Spiced up kitchen
fixtures

Inspiring bathroom
fixtures

49
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Cover photo of Arverne by the
Sea’s East Hampton model by
Taylor Photography

ProBuilder.com
and beyond!

SO MANY WAYS TO REACH
US, SO LITTLE TIME. We don’t
just want you to read our
magazine. We want you to be
a part of it daily. Find us as the
group Professional Builder
on Facebook and Linkedin,
and follow our editorial
director, Paul Deffenbaugh,
on Twitter at www.twitter.
com/PDeffProBuilder. Let’s
keep each other updated.
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It’s not protecting the
downstairs bedroom.

It's protecting their little boy’s room.
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Electrical fires can start in any room of the house. Something as insignificant as a nail, meant to hang a family
picture can damage a wire's insulation just enough to start a fire. That’s why Siemens new Combination-Type

Arc Fault Circuit Interrupters detect and prevent arc-faults for every room in the house, and more importantly
everyone in the house. Siemens Whole House Safety includes AFCI, GFCI, Surge Protection and Load Centers.

Please call the number below to receive your free Whole House Safety Kit.

1-800-964-4114 « ref. code AFCIPB

www.sea.siemens.com/wholehousesafety SI E M E N S
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perspective

Job Opening

You, too, can take ow would you like to be editorial director for Professional Builder?
} . No, I'm not leaving, but the position is available. If you can access all the publish-
the reins of editorial.

ing tools as I have, you, too, can become editor.

Get your name out Today, all the publishing tools that used to reside under the strict control of editorial direc-
. tors and their staffs are now available to every person with Internet access. Here are some
there. S ay your piece. of the tools we're now using:

Become an authority. LinkedIn: We started several groups on LinkedIn, including Professional Builder, Best in
American Living Award and National Housing Quality Awards. Members (and editors!) are
posting questions for discussion, looking for information and sounding their opinions.

Facebook: We also have a group on this site for Professional Builder. Join up. We'll keep
each other updated.

Blogs: Most of our staff is blogging on HousingZone.com. The best part of this is the
comment section where we get direct feedback from our readers.

Twitter: Perhaps our newest opportunity is Twitter. Find me at www.twitter.
com/PDeftfProBuilder.

All of these outlets fit under the heading of social media, but it's astounding how much
information you can gather by following the right people. I'm not really interested in the
social aspects of social media.

Take Twitter, for example. When I first heard about it, I couldn’t imagine following the
details of other people’s lives — or worse, having them follow the details my life. That kind
of digging in just spotlights how unexciting our lives can be on a daily level.

What I found, though, was completely different. Twitter is a transaction. I provide bits of
information — never personal and always about our industry — that I believe an audience
would find of value. In exchange, people sign up to follow my “Tweets.” From the people
I follow, I get access to information

= that keeps me on top of what's hap-
Twitter i o transaction. | RO pening in the industry. T have been

to information that keeps me on top of what’s [EESCEREESERGUECIINAUCSEEE

v T - a clearing source of information.
happenmg in the mdustry. You do, of course, have to clear out

the chaff and get to the good data.

(Really, I don't care if you went to the dentist today.)

The same is true of blogs. I have set up RSS feeds to deliver blogs to my home page that
keep the flow of information coming in. From those raw sources of information I have ac-
cess to authoritative sources who do quality reporting.

All of this access to information and ways to disseminate it are available to everyone. We
have truly a new world of media.

AR b s

Paul Deffenbaugh, Editorial Director
paul.deffenbaugh@reedbusiness.com
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Have you taken
the NHQ self-
assement yet?

Go to ProBuilder.com and
see how your company’s
performance compares
to the National Housing
Quality Awards criteria.
We now offer this easy,
online tool to help you
determine if you’re ready
to apply for an NHQ award
as well as determine your
strengths and weak-
nesses. Why wait?

New Hot Topics
Look for our new Hot
Topic section on the NHQ
Awards. It provides a fo-
rum for everything about
the award, from prepara-
tion to achievement.

www.ProBuilder.com
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LIGHTING.

PASSIONATE

PEOPLE!

At Ferguson, it’s true that our inventory is huge. Our distribution

expertise is unrivaled. And our one-stop shopping for building products
is the height of convenience. But there is one thing we supply that
building professionals have come to rely on again and again for over
50 years — our people. Our associates make certain you can depend on

Ferguson — where friendly service, expertise, and a willingness to go the

extra mile are never in short supply.

Nobody expects more from us than we do™

ferguson.com/builder
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“l think HUD’s programs

- whether it’s public housing,
Section 8, voucher programs

- haven’t adapted to the
innovations and the energy that
has been driven by state and
local areas and non-profit groups
- a whole range of players that
have come on the scene. ...

HUD has not been a significant
contributor in many ways to that
innovation.” - Shaun Donovan,
Secretary, Department of Housing and
Urban Development

INSIDE

Band together and sell homes now
[ page 13]

. : -

(N Photo: Mark Wilson/Getty Images Where’s the AD&C money? [ page 14 |
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WE DIDN'T CHOOSE BROWN,
ITJUST CAME NATURALLY.

Knauf EcoBatt™ Insulation doesn’t look like any insulation
you've ever seen, but that's because its natural brown color

represents a level of sustainability never before achieved.

The color comes from ECOSE™ Technology, a revolutionary,

new sustainable binder born from five years of intensive research.
Made from rapidly renewable organic materials rather than petroleum-based chemicals
commonly used in other insulation products, ECOSE Technology reduces binder
embodied energy by up to 70%, and does not contain phenol, formaldehyde,

acrylics or artificial colors used to make traditional fiberglass insulation.

EcoBatt Insulation combines sand, one of the world’s most abundant and
renewable resources, postconsumer recycled bottle glass and ECOSE Technology

to create the next generation of sustainable insulation...naturally from Knauf.

For FREE info go to http://pb.hotims.com/23721-7

© 7009 Knauf Insulation GmbH.

For more information call (800) 825-4434 ext. 8300

or visit us online at www.knaufinsulation.us
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Sell Homes Now

By Paul Cardis, Avid Ratings

- Be proactive during these dark days to get the industry back on track.,

0 one wants to see
market  conditions
worsen, but recent

developments indicate the
downturn will cut deeper be-
fore the economy heals.

Some economic forecasts
show things improving in the
fourth quarter, but I think it
is unlikely to happen because
the global crisis is worsening
rather than stabilizing. Fur-
thermore, the governmental
stimuli will take consider-
able time to implement and
ultimately affect job growth
and consumer confidence.
The eleventh hour changes by
the House of Representatives
to the housing portion of the
stimulus bill and the clumsy
rollout of a bureaucratic loan

down mortgages. Also note
that the only manufacturing
sector that exists in every city
of this great country is hous-
ing, which dwarfs the auto,
steel and even oil industries to
put people to work in “shov-
el-read jobs.” Unfortunately,
this administration does not
see housing as a first tier solu-
tion but rather a symptom of
the economic crisis. Prepare
accordingly:

1. Combat the media.
There are lots of good reasons
to buy a home today: interest
rates are low, housing prices
have corrected and a surplus
of new homes means buyers
have lots of choices. Sales-
people need to share this in-
formation with buyers in a

We need to increase the number of home

sales and not have the government modify
and buy down mortgages.

modification  program all
point toward more difficult
times in housing.

The unthinkable failure of
12 percent of all mortgages
is deepening this economic
mess, and it will require the
swift reduction of foreclosures
to fix it. This means we need
to increase the number of
home sales and not have the
government modify and buy

convincing way that counters
negative news.

2. Tap your HBA. Now is
the time to work with fellow
builders for the sake of the in-
dustry. In some markets, the
local home builders associa-
tions have launched public re-
lations campaigns to promote
why now is the time to buy.

3. Resale assistance. To
close on a new home, Mr.

and Mrs. Homebuyer need to
sell the home they own. Your
salespeople are experts in real-
estate and most likely know
the best way. Share those best
practices with buyers and pro-
vide a home staging guide. In
some cases, offer to list the
home.

4. Maximize your refer-
rals. The builder survivors we
know all have referral sales
higher than 8o percent. Spon-
sor weekly events that bring
prospects and loyal customers
together so that potential buy-
ers can hear first-hand what a
great builder you are. Studies
show that a referred prospect
is twice as likely as a regular
prospect to give you business.

5. Don't ditch quality. The
businesses that are able to
maximize referrals and gain
market share are those that

maintained high standards of

quality. During these tough
times you need to have a
pipeline of happy customers
making referrals. If you don't
have many sales coming from
referrals, your chances of sur-
vival are greatly reduced. PB

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

N

Cardis’
Tips

DON’T DITCH
YOUR QUALITY
It’s OK to cut costs,
provided you keep
your quality high. If
not, your probability
for survival is greatly
reduced.

MAXIMIZE
REFERRALS
Sponsor weekly
events and activities
that bring prospects
and loyal customers
together so that
potential buyers
can hear firsthand
why you’re a great
builder.

OFFER RESALE
ASSISTANCE
Make it easy for
home buyers to
sell their existing
homes by sharing
best practices with
buyers, providing a
home staging guide
and listing their
home if it makes

sense.

www.probuilder.com
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www.ProBuilder.com
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Oh Where,
Oh Where Can My

Home builders are searching for financing for
acquisition, development and construction.
Can this lost dog be found?

By Mark Jarasek, Senior Editor, Electronic Media

Professional Builder / April 2009 www.ProBuilder.com




The U.S. population continues to
increase. Annual household growth
is expected to rise by an average of
more than 1.5 million for the 2009
to 2012 period. Affordability has
leapt to its highest levels since the
1970S. Mortgage rates are lower
than when even our grandfathers
would remember.

Someone will have to be there when the house hunt-
ers return to the market. And it's important to note that
what’s happening in the housing market in Sarasota, Fla.,
isn't necessarily what's happening in Buffalo, N.Y., Austin,
Texas, or Portland, Ore. Home building will always be a
business tied to the local market.

But there’s a serious threat right now to meeting future
demand. In many markets, the collar has rapidly tight-
ened on builders who've been looking to fund their next
project. Home builders who do find the bank or private or
institutional equity source that will talk with them are en-

Perspectives

David Ledford

NAHB Senior Vice president for Housing Finance and Land Development

David Ledford’s department serves the membership of the NAHB profitable investments but “their fees are

on finance and land development issues. high, the terms are tougher and they are
“In most cases, banks are not able to do AD&C loans,” says much harder to find.
David Ledford of this current lending environment. He notes that “The general feeling out there right now is
builders who have solid contracts to build homes have a difficult ~ ‘we don't need to build any more houses,” Ledford says. He predicts
time, too. Still, there’s hope. Although it might vary by market, this attitude will lead to future housing shortages in many markets.

banks might lend if there’s an existing relationship, Ledford says.  “The inventory isn't going to be there when the recovery process starts,”
Other private funds and investors are out there looking for he believes. “The big question is when the turning point will be.”

www.ProBuilder.com April 2009 / Professional Builder
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countering new, different and more stringent requirements:
— more cash equity, additional collateral, guarantor support,
additional loan fees, higher interest rates or higher returns.

What's even worse is that the leash is being severely short-
ened on builders who have projects under way. Regulators are
forcing banks to reduce their real-estate exposure and clear
balance sheets of “nonperforming” loans. Property is being
reappraised in a distressed market environment where com-
parables include foreclosed properties sold at auction, builder
short sales or banks’ unloading REO at ridiculously deep dis-
counts. In a mounting number of extreme cases, banks are
calling in existing loans, forcing home building firms into
bankruptcy and out of business. These builders are finding
there’s virtually nowhere else to turn for cash.

Have all the capital sources for land acquisition, land devel-
opment and home construction (AD&C) gone astray? With
this unprecedented scenario as a backdrop, we went looking
to find what sources, if any, may be out there for AD&C.

Perspectives

Bob Kline
Principal, R W Kline

R W Kline is a Scottsdale, Ariz.-based national firm that
specializes in full-service asset solutions, acquisitions and land
development.

“There isnw't a whole lot of private equity money out there [for
ADQC] right now, unfortunately,” says Bob Kline. “New apprais-
als are so low.”

Kline says that builders pursuing potential private equity
sources would need to “be willing to share a significant piece
of the pie.” He adds that private funds are looking for 30 to 50
percent of the upside.

Kline points out that all markets may not be in the same dire
situation that others are. “If someone’s in a market where the
conditions are right, some commercial lenders will probably look
at a project.”

As far as when the money for ADQC might be found again,
Kline says it won’t happen “unless the mark to market rules are
adjusted or until the market starts moving the other way.” Lend-
ing institutions are in a dilemma right now. “How can you mark

to market if you don’t know what the market is?”

Professional Builder / April 2009

IN THE DOG HOUSE

THAT’S HOW THIS LIST OF BUILDERS MUST FEEL AFTER LENDING
INSTITUTIONS (MANY THAT HAD BEEN TAKEN OVER BY THE FDIC) PUT THE
MUZZLE ON THEIR LOANS.

A QUICK LOOK AT THE FEDERAL RESERVE BANK’S most recent quarterly
survey of bank lending practices reflects what the situation has been
lately for home builders:

“Significant net fractions of banks reported having tightened many lending

policies on CRE [commercial real-estate including residential loans]. Over

2008 as a whole, about 95 percent of domestic banks increased their loan-

rate spreads, and about 80 percent tightened their loan-to-value ratios. About

75 percent of foreign respondents, on net, reported wider loan-rate spreads,

and about 65 percent, on net, had reduced their loan-to-value ratios.”

Uh-oh.

Here’s a sampling of the distressing scenario that has been playing out

recently to home builders across the country:

e Dec. 21,2008 — The Sarasota Herald-Tribune reports on Snyder Construc-
tion Co., which has a credit score of 848 and had never been late on its
payments. The Bank of America gave it 60 days to repay a $2.5 million
loan. “P've been to 15 lenders; no one will lend me N
a dime,” says the firm’s owner, Earl Snyder.

Jan. 2 — The Atlanta Journal-Constitution

runs an article on how Bobby Lunceford

of Bobby Lunceford Properties lost his

home, his cars, his life savings and his

business after several banks that he was \:5.

doing business with called in his loans. “The \

instant we ran out of money, all but one bank \ :

began foreclosure proceedings,” Lunceford

says.

e Jan. 5 — The San Diego Business Journal reports that Barratt American
filed for Chapter 11 bankruptcy. CEO Mick Pattinson said that although he
had borrowed more than $1 billion during the 27 years he patronized, the
bank refused to extend credit lines when they came up for removal.

Jan. 14 — The Sarasota Herald-Tribune reports on home builder Lee
Wetherington’s troubles in getting $22 million in debt renegotiated.
“Regulators are telling banks in no uncertain terms that they have to
look at all the land they have loaned against in Florida and mark that
land to market,” Wetherington says. “The banks are consequently tell-
ing builders to come up with additional cash as collateral. But builders
don’t have the cash. So banks are forcing them to go into foreclosure.”
Feb. 27 — The Albuguerque Journal reports that Wallen Homes has
fallen victim to the tight financial markets. “The banking industry

is making it extremely difficult for anybody in home building to do
business anymore,” Eric Wallace, one of three partners who owns the
company, says. “The system is broken.”

S

TALK BACK!

Are other home builders out there finding themselves in this same
situation? Go to this article online at www.probuilder.com and tell us
about it in TalkBack.

www.ProBuilder.com
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At Ply Gem Windows, we view things from your perspective. We see our windows as more than
just products; we see them as opportunities to build your success. And that's exactly why we've
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Perspectives

Tom Stephani
President, Rosenthal Co.

The Crystal Lake, Ill.-based Rosenthal Co. develops residential
and commercial properties. Tom Stephani is also a nationally
recognized speaker and trainer on issues relating to the residen-
tial construction industry.

“Getting loans for spec housing is impossible right now. Loans
are non-existent from traditional sources,” says Stephani. “The
non-traditional sources are scared to death because the market
is so saturated. Private investors are asking ‘why would we want
to do that that now?’

“Dirt is worthless,” he continues. “The only value might be in
the infrastructure that’s in place. If you want to do speculative
housing, you have to do it with 100 percent cash. Other than
that, there may be friends and family that truly believe in you
willing to lend money. But building anything on spec is a crap
shoot right now.

“Whatever I would build now, appraisers will tell me the
value is less than what it took to build. The freefall of foreclo-
sures and short sales has to stop,” Stephani says.

Stephani says there may be opportunities in the current
market for builders who are able to use the customer’s equity to
build a specific home on a specific lot. Demand could also come
from customers wanting new green features that aren’t avail-
able anywhere else. Other examples would be customers who
need special features built into their home for aging in place or
disabilities.

“There is light at the end of the tunnel somewhere, but it will
take awhile,” he says.

OUT OF THE POUND

THE CREDIT SQUEEZE has captured the full attention of the NAHB. It’s
petitioned Congress to get a portion of TARP funds explicitly targeted to
AD&C lending, thus far to no avail. And it’s been working to get Congress to
support initiatives that would broaden sources of AD&C credit. It wants::

¢ Fannie Mae to ramp up activity in its AD&C loan purchase program and for

Freddie Mac to create a similar program.

e Federal Home Loan Banks to improve AD&C liquidity by accepting housing
production loans as collateral for the secured advances made to member
institutions.

 The Federal Housing Administration to help increase competition in the
AD&C market by insuring the construction portion of these loans to attract
new originators such as mortgage banking companies.

Professional Builder / April 2009

Perspectives

Tony Avila

Senior Advisor, Americrest Homes

Boca Raton, Fla.-based Americrest Homes
is a start-up builder with equity capital fo-
cused on finding opportunities in distressed
land.

Tony Avila says that home builders can

try the smaller local and regional banks, but the chances of find-
ing any willing to lend on AD&C financing may be “few and far
between.” Money center banks such as Bank of America, Wacho-
via/Wells and JPMorgan/Chase are busy reducing their exposure
to home building and not lending to new clients.

When builders do find a willing bank, they most likely will find
the banks won't want to place any loans on the raw land and
will offer only partial funding for development and construction
— 6o percent to 70 percent as opposed to 100 percent advance
rates. Builders will also find the terms of the loan will be much
steeper — Libor plus 350, 450 points or higher, instead of Libor
plus 125 to 250 points.

Other financing sources for builders could include “private debt
and equity funds, hedge funds, family, friends or high net worth
family offices,” he says, adding that private equity sources are still
viable and that his firm is currently working on assignments for
builders to find new pools of debt capital. PB

TALK BACK!

Are home builders out there getting loans for AD&C? Go to this article
online at www.probuilder.com and tell us about it in TalkBack.

o Wall Street specialists to develop a prototype private security instrument
for AD&C loans. In particular, changes to tax provisions relating to Real
Estate Mortgage Investment conduits and taxable mortgage pools could be
helpful in securitizing construction loans.

¢ Banking regulators to take a balanced approach when evaluating bank
lending, especially in regard to AD&C loans.

However, NAHB’s main focus currently is on that last bullet point, Dave
Ledford, NAHB senior vice president for housing finance and land develop-
ment tells us. “We’re working with regulators to get banks to take a better
approach to the situation instead of turning good loans into bad loans.”
Other ideas, like establishing a secondary market, would be great, Ledford says,
but it’s more important to “get the basic system up and working again first.”

www.ProBuilder.com



“Highest in Builder and Remodeler
Satisfaction with Cabinet Manufacturers”

This year our dealers have a new offering.
- -
Bragging rights.
Years of putting our builder partners and the quality of our products first has paid-off big. We still don’t have fancy offices.
Or over-the-top company parties. But we have what our builder partners and their homebuyers value greatly: dealers who

consistently deliver high-quality cabinetry and above-and-beyond service. And now, we've been ranked “Highest in Builder

and Remodeler Satisfaction with Cabinet Manufacturers” in a recent J.D. Power and Associates satisfaction study.

To learn more about Quality Cabinets, visit QualityCabinets.com.

Quality Cabinets received the highest numerical score among cabinet manufacturers in the proprietary J.D. Power and Associates

2008 Builder and Remodeler Cabinet Satisfaction Studys™ Study based on 1,356 evaluations from over 1,100 new-home builders QualityCa b I n etS
and remodelers who ordered and purchased cabinets January-December 2007. Respondents were asked to evaluate their primary ®
and/or secondary cabinet brands that they used most often. Proprietary study results are based on experiences and perceptions of

builders/remodelers surveyed in March-May 2008. Your experiences may vary. Visit jdpower.com © 2009 Quality Cabinets Common name. Uncommon values.

For FREE info go to http://pb.hotims.com/23721-9
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Discover anew genus ofpaver, ideal for both residential and commercial hardscapes. Belgard's collection of environmental

pavers are attractive, all-weather durable, and most important, eco-friendly. The perfectly natural way to protect one of
Earth’s most vital resources. Every paver allows water to permeate and directly enter the ground, thereby reducing the BEmARD
negative effects of runoff on local watersheds, and ultimately the lakes, rivers and seas downstream. Thoughtfully crafted to

help you construct hardscapes both good-looking and green. Because it is what’s beneath that truly matters. —enovtronmen f(l[ =
To LEARN MORE ABOUT NATURE'S HARDSCAPES, PLEASE CALL I-877-BELGARD OR VISIT US AT BELGARDSPRING.COM
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Web marketing brands
builders as unique, creative
and different, says Meredi
Oliver, president of '
Meredith Communicatio

a firm specializing in We
marketing for new homes.
A Web site is a must, but
you first need to entice
people to visit it. “A We
site with no Web marke

is like a billboard in the
Everglades” Oliver says. “It
doesn’t exist? Drive traffic
to your site, follow up
visitors and convert th

to on-site appointments
- and eventually sales —to
maximize the process.

INSIDE

Your sales team must believe
[ page 23 ]

The essentials of selling live/work
Photo: Jeannine Inda [ page 24 ]
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Many builders pitch quality, but can they prbve it? A

The National Housing Quality Award M

differentiates you from T =
other builders. -

Are you an NHQ award winner?

What differentiates you from other builders?
Go to www.probuilder.com/nhq to learn more
and download the NHQ application.

For 16 years, the NHQ criteria for performance
excellence have been important tools for
hundreds of home builders and trade contractors
to assess and improve their performance on
critical factors of business success.

Identify high-priority opportunities to improve
your business. You may just hit gold.
2009 - T.W. Lewis

2007 - Estes Builders
2006 - Shea Homes San Diego
2006 - Ideal Homes

|
Professional
]
Bl.llder® 2005 - Grayson Homes

CHALLENGE. INSPIRE. INFORM. 2005 _ Pu[te Homes (National)

Applications due by April 30, 2009.

www.probuilder.com/nhq
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[ SALES & MARKETING ]

Be a True Believer

To sell in today’s economy, your team needs to believe in the value
| of today’'s market.

,‘ . By John Rymer, New Home Knowledge

ow would you re-
act to someone who
directly challenged

you on the basic patriotism
of America — someone who
said that American democ-
racy was a farce, American
people lacked moral princi-
ples to succeed in a global so-
ciety and that the underlying
values of our country were
not worth fighting for?

For almost every Ameri-
can, the answer would be to
strongly defend our county
and challenge the person di-
rectly. Why? Because these
are principles that we all hold
so strongly to the core of our
beliefs that we cannot simply
let them pass us by without a
comment.

the long-term benefits of
home ownership. The prob-
lem is that many new-home
salespeople simply choose to
stand on the sideline and let
these comments go unchal-
lenged.

Remember, today’s buyer
can spot a phony a mile away.
A customer has no interest
in listening to a new-home
salesperson’s half-hearted at-
tempt on the virtues of buy-
ing a new home when the
salesperson really is fearful
about the benefits of taking
action today.

My rule on identifying
sales success from potential
candidates is to look first for
genuine conviction that to-
day’s new home market is an

Challenge your sales team on their core
beliefs on the merits of making a new-

home purchase in today’s market. The direct
question should be, “Why a new home, and
why today?”

Intoday’shousing environ-
ment, the similar open-end-
ed “attacks” often confront
new-home sales profession-
als. Customers will com-
ment on the value of buying
versus renting and today’s
price versus a potential dis-
count in the future — even

outstanding value. Second,
I look for honed sales skills.
Both are important, but with-
out enthusiasm on the wis-
dom of making a decision
today, you are simple asking
customers to pick your home
over the competition.

Begin by challenging your-

self and your sales team on
their core beliefs on the mer-
its of making a new-home
purchase in today’s market.
Don't settle for, “If you're
looking long-term, housing
is a great opportunity.” The
direct question should be:
Why a new home, and why
today? You need to have your
“elevator speech” ready, com-
pelling, factual and, most
importantly, genuine.

Don’t be afraid to have an
open discussion with sales
team members who feel
beaten down on why now is
a great time to buy a home.
As Warren Buffett says about
smart investing: “Whether
stocks or socks, I like to buy
quality merchandise when
it's marked down.” Certainly,
today is that day. PB

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

O-

Rymer’s
Rules

ROLE-PLAY “WHY-
BUY NEW? BUY
NOW!” AT YOUR
NEXT SALES
MEETING

It’s the most
important resistance
obstacle.

BELIEVE IN

THE VALUE OF
TODAY’S MARKET
Customers can spot
a phony. Either get
converted or get out
of the industry.

DON’T GET
COMFORTABLE
EXPLAINING

THE LONG-TERM
VIEW OF HOME
OWNERSHIP
Today’s buyers want
to know why now is
the time to buy.

RECRUIT FROM
TRUE BELIEVERS
No amount of prior
sales experience
and success will
overcome a tepid
belief about the
virtues of buying

a new home. You
can teach sales
skills, but you can’t
overcome core
beliefs.

www.probuilder.com
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Live/\Nork

Sales

nt

Want to sell live/work projects?
Here’s the who, what, when,
where, why and how to success.

Felicia Oliver, Senior Editor

Live/work projects have pull with home buyers:
having a business within or attached to a home
means they might save money on overhead and
won't have to spend gas on a daily commute.
And who wouldn’t want the option to work in
her pajamas if she felt like it?

Yet right now buyers looking for just this
sort of arrangement really don’t have a lot to
choose from because the market is still small
compared to the market for traditional homes.
And if you are selling live/work, it doesn’t mean
you can sell just anything. A good product must
meet home buyers’ needs first.

Want to get your piece of this market? Here’s a
primer on the who, what, where, when, why and

how of selling live/work.

www.ProBuilder.com

W is
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LIVE/WORK
HOUSING?

THERE ARE A VARIETY of live/
work setups to suit the needs and wants
of a diverse group of buyers/business
owners. Some are:

= A built-in space within a home cus-
tomized and intended solely for busi-
ness use. The structure might include
a separate entrance and other means to
separate the home and business that co-
exist at the same address.

= A mixed-use project with retail
space on the ground level for a busi-
ness and access to living space that's
either attached on the ground floor or
upstairs. In the case of separate floors
for retail and living space, the buyer
might have two mortgages.

= A flex space within a home or per-
haps an extra bedroom that can be
used in several ways, including as a
home business or office. If the owner
discontinues the business, the room
can become a bedroom, study, etc.

April 2009 / Professional Builder
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buyer
typically:
Is younger
Has no kids
Is stable but not too
affluent

Is creative

Has a business already or
is looking to start a sole propri-
etorship, service-oriented busi-
ness as a graphic designer, writ-
er, artist, accountant, attorney,
therapist, real-estate agent, etc.

Is a working professional
who wants an option to tele-
commute

Live/Work Profile
Front Street Lofts,
Lemont, I11.

Front Street Lofts is a mixed-use de-
velopment in a Chicago suburb and is
scheduled to open in July. It has 82 lofts
above first-floor living space. Buyers can
purchase retail space on the first floor and
a unit to live in upstairs or a loft with
space to set up their business.

The HOA declarations allow business
to be conducted on the premises. There
are separate entrances for clients and hom-
eowners and a parking garage to accom-
modate the traffic from business patrons.

The target demographic is downtown
Chicagoans who are already doing live/

work and want to move to the suburbs.

Potential or existing business owners who

would like to stop renting space and work
in or near the same building as their home
are a target demographic as well.

All 82 units can be used as live/work,
but Art Bettuzzi, general manager of
project sales with Marquette Companies,
the developer of Front Street, thinks the
larger one-story as well as two-story floor
plans best lend themselves to this arrange-
ment. Owners can work in their business
on the first floor, where their kitchen
and living room is located, and keep the
second floor for personal living space

(bedroom, bathroom, etc.).

SALES TIP: HOST AN ENTREPRENEURSHIP WORKSHOP

WHEN TRYING TO SELL a live/work space to someone who is thinking about starting a business but
has no experience owning one, why not arrange a workshop? Sessions on how to run a business

or write a business plan could answer a lot of questions and give potential buyers a sense as to
whether this is something they can realistically do.

“They need to know, ‘Here are the risks, here are the things you need to have,” says Eric C.
Brown, Artisan Village’s developer.

were self-em-
ployed in 20006, the most recent year statistics are avail-
able from the U.S. Census Bureau. The vast majority of
these businesses were sole proprietorships. And in this
economy, more are likely to be added as some downsized
workers decide to work for themselves.

Art Bettuzzi, a general manager of project sales, works
for Chicago-based Marquette Companies, which devel-
oped Front Street Lofts, a community with live/work
units. He points out that many traditional office spaces
require a three- to five-year lease and notes that a large
portion of new businesses fail. That's why a home buyer

owning her own office space as part of her home — as
opposed to holding a lease or mortgage separately — is a
good candidate. “If somebody is going to take a risk entre-
preneurially, wouldn't it be simpler to take that risk out of
the equation?”

Also, “Entrepreneurs thrive on creativity and collabora-
tion,” says Tracy Koe Wick, director of client services at
Southfield, Mich.-based Neumann/Smith Architecture.
“A live/work space puts you in close proximity with other
like-minded individuals in a close-knit community where
entrepreneurs are neighbors and stakeholders controlling
the success of their retail environment.”

Professional Builder / April 2009
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One faucet. \
One DIAMOND" Valve.
Five million uses. |/
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DIAMOND™ Seal Technology combines a
durable DIAMOND™ Valve with InnoFlex™
PEX waterways for no leaks and a longer
life. The DIAMOND Valve features a disc
embedded with real diamonds to last up
to ten times longer than the industry
standard? And the threat of leaks is all
but eliminated, thanks to the one-piece
InnoFlex PEX supply lines. Once inside the
faucet, water is not in contact with metal
contaminants. Durability you can count

on. It's one of the many ideas that make
Delta® more than just a faucet.

diamondsealtechnology.com

see what Delta can do”

*Industry standard based on ASME A112.18.1 of 500,000 cycles. For FREE info go o http:llpb.hotims.com/23721-12
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those individuals is to net-
work and market directly to chambers of commerce, entre-
preneurial organizations and professional services groups,”
says Tracy Koe Wick, director of client services at Southfield,
Mich.-based Neumann/Smith Architecture. “Once you
know the types of businesses that work perfectly in these ar-
eas — people who don't need staff — I think direct market-
ing to those kinds of groups makes a lot of sense, and it’s

usually very affordable.”

Wick is an advocate of using a search engine optimiza-
tion/keywords ad campaign on the Web.

“If anyone is looking for live/work in L.A., Detroit or
wherever your market is, your ad pops up and people go
directly to your Web site,” Wick explains. “These ads are
very cost effective. That’s the beautiful thing. We like tar-
get marketing.”

A CREATIVE WAY TO EDUCATE PROSPECTIVE BUYERS

HOW DO YOU EDUCATE prospects who aren’t familiar with
the live/work concept in a practical way that makes it
appealing?
Jack Skelley, senior vice president of Roddan Paolucci
Roddan Advertising, Public Relations and New Media, faced
this exact challenge in marketing the 300-unit Barker Block
Lofts in downtown Los Angeles. He says that in Los Angeles
and much of the West Coast, live/work is a fairly new
concept. Appropriate for its proximity to Hollywood, they decided to dramatize the lifestyle.
“‘Loft Life’” at Barker Block was an unusual sales event,” says Skelley. “We hired a theater
company to enact one-of-a-kind interactive performances.”
The actors, who portrayed residents of Barker Block’s models, interacted with attendees,
answered their questions and demonstrated the live/work lifestyle.

Live/Work Profile
Artisan Village, Phoenix

Located in the downtown Phoenix Arts District and built
in 2005, Artisan Village has 105 two- and three-story row
home condominiums, 10 of which are live/work storefront
units of 300 square feet. There is also a back bedroom that can be used as an office.
“We knew exactly who were targeting,” says Eric C. Brown, president of Artisan Homes,
the developer of Artisan Village. “We thought the best way to reach them was through the
art community, their friends and those who live in downtown already. At this price point,
I knew I was going to attract ... younger people who don’t have a lot to lose but have made
enough money that they qualify for a house.”

The HOA restricts the kind of businesses and certain uses of the space. “They
could take the downstairs back bedroom to make it an office,” says Brown. “But we
had to have HOA restrictions so they couldn’t fry foods in there.

The anchor is a bakery that bakes off-site,” Brown adds. “The owner lives there,
and she has her people bring the baked goods over in the morning. They probably
do more dollars per square foot of any retail shop I know.”

Professional Builder / April 2009

live /work
units as part of your overall commu-
nity, when do you offer these units for
sale? At the very beginning, the end
or somewhere in the middle?

“You want the synergy of the neigh-
borhood,” says Eric C. Brown, president
of Artisan Homes in Phoenix. He had
10 live/work units to sell as part of a 105-
unit condominium complex he devel-
oped called Artisan Village in Phoenix.
“We pushed our [release] to about the
three-quarter mark of development. We
didn’t want them too early, and we want-
ed some time to market them.”

He targeted a captive audience and
showed them what the unts would
look like before they were available.
“People would be willing to wait if they
wanted them, because they couldn’t
get them anywhere else,” Brown says.

www.ProBuilder.com
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precarious world of beams, cables, concrete and steel.

Nextel Direct Connect lets you keep your build site on track and in touch, so even
if you're atop a crane and your crew is across a river, we’'ll help you bridge the gap.

Nextel Direct Connect.® Only on the Now Network.™
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‘Demand for new housmg on rural mllltary bases |s
up, but mstltutlonal-lookmg product won’t cut it with i
m|I|tary families. They want appealingly deS|gned fis i ‘éhot\o:MichaelCarpenter’Phdtogra;;hy(‘ 7
“homes that would fit into any neighborhood, such S ‘
. as these Craftsman-style bungalows in Park Village
at'Fort. Belvoir, Va., by RKtects of Bethesda, Md.,
ﬁ and Clark Bunders Group in Arlmgton, Va. ) A Best Address by the sea [ page 36 |

Great small-home designs [ page 32 |
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[ SMALL HOME DESIGN]

for Small Homes

6 top architects demonstrate how to make the most of 2,200 square
feet or less. By susan Bady, Senior Editor, Design

G

Russell Residence

“On one of the
DARRELL RUSSELL, Looney Ricks Kiss Architects, Rosemary

there was an Beach, Fla., designer/builder

opportunity to = |
tu Ck in a Iittle Pedroom SPECS: 1,007-square-foot detached carriage home; one story;
AT two bedrooms; two bathrooms
11" 8" x.
. 12' 11"
unit. |t haS a o E WHAT MAKES IT WORK: Screened porch; 10-foot ceilings;
Couple of doors ' multiple windows; 10-foot-tall storage unit in master bath; two-
down below car garage with attic for additional storage.
for 11?5‘-"'1'%;7"5.- e Russell recently removed the breakfast bar in the kitchen to
There’s not one create a dining room that seats eight. He also turned the master
wasted Square - bedroom into a sitting room and uses the guest bedroom as the
inch in the ' Segenes master bedroom. As more evidence of the plan’s flexibility, he
place.” 3 el points out that the wall between the guest bedroom and dining

room can be removed to create a larger living space.

— Darrell Russell

Professional Builder / April 2009 www.ProBuilder.com
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First-Floor Plan

Second-Floor Plan

Third-Floor Plan

Fourth-Floor Plan

“A lot of times
with this kind
of

direct-entry
product,
you end up
walking up

after
stair. With this
configuration,

you only have
to

to get

to the unit.”
— Tom Barton

Plan D, Green Street Mews, Downingtown, Pa.

TOM BARTON, Barton Partners,
Norristown, Pa., designer
Progressive Housing Ventures,
Malvern, Pa., builder

SPECS: 1,756-square-foot
townhome; three stories above

garage; three bedrooms; 2/,
bathrooms

WHAT MAKES IT WORK: Back-
to-back design fits two units in
space typically allocated to one,
but rooms don’t feel narrow; each
home has its own front door and
porch for “row house” look; alley-
loaded, two-car tandem garage;
window wall and private deck off
great room; third-floor bonus room.
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The Plumrose

ROSS CHAPIN, Ross Chapin — - == — [ == ey
Architects, Langley, Wash., E Xt ) '
i dig : Bedroom 2 Closet,
designer ; e ! i x 13 6" l
13' 9" x 114" ' '
i Bath ) |
SPECS: 1,635 square feet; i , | L
R T &

single-family detached; two L ) S i |

| aun, ' R, e [
stories; two bedrooms; two ; o P J 5 {_ SR e A
bathrooms l G } ‘ i : H 2l :

¥ ] £ . ! &
WHAT MAKES IT WORK: 5 = o ! ; :

ving H N 2 edroom i —:

Main-floor master bedroom; i 156" x 116" i all : v {
front and rear sections can i H S . s ey ]
easily be “flopped;” many IQ: L j I_ :T Ai; e 5
variations possible with [ Covered Porch R ii ;
second-floor layout, including ! ol o
hobby room, guest room = e * Sl S
and playroom; dining room S s

wrapped in windows; closets

tucked under second-figor “Many designers don’t think about what in
et bl a small home. Is there enough room to do the Where does the

go? Is there a place to post reminders
and pick up the ” —Ross Chapin

landing for window seat and
bookshelves.

The Emerson

ANNE OLSON, Olson
Architecture, Niwot,
Colo., designer

Patio PSSR KX AKX X XIRPEX 28 X X X oot Wonderland Homes,

N
e e e O 00 % 2% Lafayette, Colo., builder
B RIIRL G oree SPECS: 1,300-
X _\ = square-foot detached

= d

O Kinohen <] home; one story with
optional lower level;
P\ \\. NN/ - :
Y = Cyigosat Bat,h/\i. Master / two bedrooms; two
ANt E Closet O L3 bathrooms
= P
= [IVMINRAH =

:-if: F- WHAT MAKES IT
WORK: Lots of options,
including his-and-her
“AS Er____________? e 4 home offices, master

you have " — i %4 ; Foroh sitting r.oom and I.ower

to design them with —= i level with recreation
spaces Nmind, [ —— S e Ed ,_1'9355,.,,.., room, wet bar and

t d’ i !-.J guest bedroom/bath;
ng r<|)otrr|13,han you Unescavated : drop zone near garage
apsolute S\YS] Goizae abow .
t Y O T entrance; passageway
S oo Yo | e 5 Tol/ L A , between master closet

. and laundry room; alley-

— Anne Olson

loaded, two-car garage.
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RUSSELL VERSACI, Russell Versaci Architecture, Middleburg, Va., designer

Breakfast Room
15'9"x 10"
z(ior:e;vt:i':?; (plus optional bay)
(plus optional bay)

SPECS: 1,769-square-foot detached home; two stories plus full,
unfinished basement; three bedrooms; 2'/, bathrooms

Tt sy

Master Bedroom
16'x 13" 4"

WHAT MAKES IT WORK: Eat-in kitchen (no breakfast nook or dining room);

4
777777 AN o Kitchen R
. S | [T]15'e"x 134" N ——
first-floor powder room and coat closets; shared bathroom for master B g koo 1 i
BT ||} i
bedroom and secondary bedroom; generously proportioned living room; / b ‘{—_]\
central staircase; French doors that open to back porch spanning rear of
home; no corridors on second floor. r ‘
Bedroom #2. | —
11" x10' | —

T

Bedroom #3
111" x 10'

v

1
1
]
Lo
g
]
]
L \
I
]
]
]
[}

BARRY GLANTZ, Glantz and Associates
Architects, St. Louis, Mo., designer f|t a

" McBride & Son Homes, Chesterfield, Mo., small footprint
—L builder
—-7| r—\—— T i
[ A== — | SPECS: 2,184-square-foot detached home;
: one story; three bedrooms; two bathrooms . you have
O prioritize.
D WHAT MAKES IT WORK: Three-car garage
Second Floor Plan with one bay recessed to minimize impact buyer
, on elevation; open, family living spaces at and the builder
'[ ] & rear of plan; formal dining room; master great deal
= I:\ UEREE .;1 o . bedroom separated from secondary

bedrooms; optional walkout basement.

FEEEEEEREE R e e e e e e e e e e e e e e e e e e
Remember These Rules

« Keep hallways to a minimum.

« Put the staircase toward the center of the plan.
« Use windows liberally to bring in natural light from

different directions.

« Raise ceiling heights to enhance the feeling of spaciousness.

« Examine every nook and cranny for storage potential.

« Incorporate outdoor living areas (even small ones make an impact).

First Floor Plan « Eliminate rooms the targeted buyer wor't use, such as a formal din-

ing room, to enlarge frequently-used spaces.

[small-home design] « Consider shared bathrooms instead of en-suite baths. PB

everything serves a purpose. MORE ONLINE

Want to see more floor plans? Go to www.housingzone.com/probuilder.

www.ProBuilder.com April 2009 / Professional Builder



[ BEST ADDRESS |

Photos: Taylor Photography
/

Professional Builder / April 2009 www.ProBuilder.com




designit

A beachfront, mixed-use
development in Queens
- hits home with middle-class
. New Yorkers.
/By Ann%i, Senior Contributing Editor

2 37
i

——_—

X CEILING DETAILS and built-in niches contribute to the contemporary, custom feel that characterizes the
% : > interiors of the two-family homes at Arverne by the Sea. Ehrenkrantz Eckstut & Kuhn Architects designed the
: S y units to have open floor plans that maximize views of the sea.
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An upscale, privately owned home with its own attached rental unit
proves to be awinning,eembination for New York buyers and builder
and developer Benjamin-Beechwood at Arverne by the Sea.

The development is situated on the southern tip of Long Island’s
Rockaway Peninsula that once hosted vacation goers around the turn
of the twentieth century but satabandoned for decades. The oceanfront
development is a steal for middle-class buyers: it has a reasonable com-
mute time to downtown Manhattan, a 20-year tax abatement program
from the city and housing plans with a for-lease component.

Sales are steady, and its story is strong.

The community

Arverne by the Sea opened for sales in 2004 and will feature six distinct
neighborhoods, including four that feature Benjamin-Beechwood’s
two-family residences exclusively, plus two others that offer clusters of
mid-rise retail/office/condominium buildings. The goal is to introduce
employment opportunities, lifestyle flexibility and vitality into the com-
munity. The builder has focused on developing Arverne’s two-family
home neighborhoods, with construction of the office/retail element to
begin this spring and sales for the condominium component projected
to begin in early 2010.

Palmer’s Landing and the Sands, which have two-family residences,
are completed and sold out, and the Breakers, also comprising two-
family residences, is 95 percent sold out. Benjamin-Beechwood’s sales
efforts are now directed on the largest neighborhood, The Dunes,

OCEAN VIEWS WERE
PRIORITY for the
LAPEReE =2 architects working
bl DpOn oD F [ = 55 : o —A
Bogon_ 8 2 =5 25 =i (¢ on Arverne by the
dh 0[] baoaB g k! . L T Sea’s design, says

Peter Cavaluzzi of
Ehrenkrantz Eckstut

} C
I =

= 7R B | & Kuhn Architects.
% : CJ EG [ji  Three-story buildings
i = j Es HLLf stand over two-story
‘5 g j EEURSN rcsidences (right). The
' §§ o | J[[i_’ development (left) sits
§ g "d on Queens’ Rockaway

Peninsula, which was
a seaside playground
at the turn of the
twentieth century.

" 0
The Tides \ Total
900 Mid-Rise Condos 221,600 SF Retail

135,000 SF Retail 65,000 SF Super Stop&Shop

The Breakers The Dunes 21,600 SF RetaillTransit Plaza
266 Dwelling Units 540 Dwelling Units 800 +/- Seat School

Ocean Breeze
256 Mid-Rise Condos

The Sands e
92 Dwelling Units- I
fno. \

f
S

__|Palmer’s-Landin,
_—— |242Dweliing Units

=
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COOPERATION MAKES
PERFECT PARTNERS

FOR THE PROJECT TO BE SUCCESSFUL, the Benja-
min-Beechwood team had to carefully choose its
partners and worked closely with the community to
understand its wants and needs.

“Gentrification is not really the way to describe
what is taking place today in the Arverne com-
munity today,” says John Gaska, Community Board
14'’s district manager, “because that implies that
this is the evolution of an older community. In this
case, there was really not much left of the physical
community.”

In some ways, long-time residents’ insisting that
new development replicate the area’s past was a
challenge in revitalizing the area, he says.

“In order to move forward, it was important to
get the remaining community residents to give up
the ghost of old Rockaway — the grand hotels, the
seaside resorts. These things were no longer there
and no longer practical.”

Gaska continues: “The city of New York would
have been more than happy to line the seashore
with high rises, but we were committed to fighting
that scenario. Everyone at the Benjamin-Beechwood
organization understood that. The way we saw it,
we really had one shot to bring this area back to life.
We wanted the developer to be successful; it would
make us successful as a community again.”

The builder’s relationship with the local community
is excellent, he says. “They really listened to us and
have met every commitment that they’ve made.”

What is the developer doing so well? Gaska has
these praises:

A willingness to make themselves available
to community residents to provide information on
construction plans and timelines as well as to hear
complaints and concerns

¢ Coordination with the local community board
to time street closures and schedule infrastructure
improvements to minimize disruptions for residents

¢ [ncorporation of community-building features
into the master plan such as a recreation center, a
school and play areas

 Creation of jobs through the use of local trades
and vendors wherever possible

 Keeping the stakeholders — the community
residents — in on the process from start to finish

“The lesson,” says Gaska, “is that when you are
working in a community it is much easier to get
things accomplished when the residents that live
there trust and support you.”

April 2009 / Professional Builder
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A SITE READY FOR REJUVENATION

THE SOUTHERN TIP OF LONG ISLAND might be the last place you'd expect to find 300-plus acres of vacant
oceanfront property ready and waiting to be developed. But that’s the way it was less than a decade ago.

Arverne, named for its original developer, Remington

Vernam, is on the east coast of Oueens’
Rockaway Peninsula and had been the
weekend playground for New York resi-
dents at the turn of the twentieth century.
In its heyday, the area included a mix of
seasonal bungalows, resorts, high-end
hotels and boardwalk concession areas that
drew crowds to the shore.

Automobile and air travel drew vacation-
ers further afield, and the area’s popularity as
a getaway spot diminished. The community
fell into disrepair and eventually was targeted
by the city of New York as the site for several
ambitious but unsuccessful public housing
projects. In 1968, the area was condemned,
and the demolition of the sub-standard housing
began. By the early 1970s, this site was totally
vacant.

The land did not go unnoticed by public and
private ventures — there was talk of creating

a casino, theater district or sports center — but numerous proposals failed to find full support. The tract sat
vacant for nearly 40 years. “It was literally patrolled by packs of wild dogs,” says Gerard Romski, Arverne by

the Sea’s project manager.

Eventually the city of New York’s Department of Housing Preservation and Development hired the consulting
firm Hamilton, Rabinovitz & Alschuler to work with local community leaders and developers to create a revital-

ization plan including new housing, employment opportunities, entertainment venues and transit options.

What was the largest undeveloped tract of waterfront property in New York City is today the largest active
urban renewal project in the country. Within this, Arverne by the Sea serves as a shining example of “how to do
it right,” says Community Board 14 District Manager John Gaska.

which has a planned 270 homes. The first
120 homes, Phase I, were released for sale
in a June 2008, with 8o sales.

Peter Cavaluzzi, design principal for Eh-
renkrantz Eckstut & Kuhn, the New York-
based architectural firm that developed the
site plan for the project and the six models
featured there, says the oceanfront location
and amount of open land make the project
what it is. “The combination of the variety
of open spaces and the buildings, as well
as the transit element, have resulted in a
really unique environment that buyers
have really been drawn to,” he says. “This
development goes against the prevailing
economy today, thankfully.”

All of the homes at Arverne by the Sea
are Energy-Star-certified and feature low-
maintenance exteriors designed to handle

Professional Builder / April 2009

the effects of the Atlantic Ocean. Everything
from the landscape materials to the vegeta-
tion was carefully considered so that they
thrive in the beachfront environment.

New York’s working middle class is the
target buyer for Arverne by the Sea, but
the community has captured the atten-
tion of other markets as well. One of the
surprises, says Cavaluzzi, is that the devel-
opment is drawing more affluent buyers
from Manbhattan.

“We have attracted a very vibrant mix of
homeowners that is not racially or ethni-
cally divided,” says Gerard Romski, proj-
ect manager for the joint venture that in-
cludes the Beechwood Organization and
the Benjamin Companies. “We have a very
diverse population here. I call it a gorgeous
mosaic.”

Historic Photography Courtesy of
Benjamin-Beechwood

AUTO-FRIENDLY
DESIGN

EVEN IN AN URBAN ENVIRONMENT,
people still love their cars. That’s why
Arverne by Sea owner units and even
some rental units include attached
garages.

“We recognized the fact the
homeowners today — even urban
dwellers — are very dependent on
their automobiles,” says architect
Peter Cavaluzzi. “We wanted to provide
homeowners with a place for their
cars without having them dominate the
neighborhood streetscape.”

The solution was to provide plenty
of parking options, including:

o Rear alleys

o Attached garages

o Narrow driveways that encour-
age homeowners to put their cars in
the garage rather than leave them
outdoors

e Urban-style mews incorporated
into adjoining sides streets, eliminating
the need for additional curb cuts

e Shared parking courts

www.ProBuilder.com



Enough is Enough:

February 17, 2009

viance LLC
Steve Ainscough, President & CEO

200 East Woodlawmn Road/Swite 350

Charlotte, NC 28217

Dear Steve,

As an industry we have a long and Well-established history of providing safe and reliable

The
Stan’cli‘zegtes Lumber Industry
P t0 a Destructive Camp
aign

pressure—treated Jumber products. Today, we're taking the unusual step of coming together
to denounce the recent efforts being employed by Viance LLC to discredit micronized copper
pressure—treated lumber. Some of us manufacture these products; some of us do not. We all
are concerned about the negative impact this campaign is having on our industry.

This campaign is either an ill-advised marketing ploy or an inappropriate method for addressing

technical concerns.

1f technical questions exist, there are well—established forums in our industry to voice and
address them. Those forums are already engaged In this issue and include the Forest Products
Journal and the International Research Group ont Wood Preservation (IR®). We are strongly

encouraging all concerned parties to
http://WWW: fomstprod.org/features.ht

learn about recent developraents in these forums:
ml and http://www.z’rgamemcas.org/.

We value healthy competition. This is not about competition; this is about a self-serving

marketing crusade that threatens the reputation and questions the integrity of an entire industry.

As concerned members of the pressure-treated community, we urge Viance LLC to abandon

this damaging campaign.

Hal Bumby, President
Maine Wood Treaters, Inc.

Tom Evans, President
Coastal Treated Products Company

Carey Garst, President & CEO
Rocky Top Building Products

Michael B. Glenn, CEO
Universal Forest Products

Bob Hixson, CEO
Hixson Lumber Sales

Mikee Johnson, President & CEO
Cox Industries, Inc.

Bert Jones, President
Mid-States Wood Preservers, LLC

Larry Lang, Vice President
Culpeper

Keith Laugen, President
Lake States Lumber

L ——

Doug O’Rourke, Director of Sales & Purchasing
Biewer Lumber

Michel Pascarella, Vice President
Valley Timber Sales, Inc.

James W. Rane, President & CEO
Great Southern Wood Preserving, Inc.

Mike Reimer, President
Western Wood Preserving Co.

Mack Singleton, President & CEO
New South

Darrell R. Smith, Vice President of Operations
Conrad Wood Preserving Co.

John Stauber, President
Innovative Pine Technology

Scott Steinkamp, President & CEO
Steinkamp gouthern Indiana Wood Treating, Inc.

Ben Stimpson, President
Gulf Treating, Inc.




Sea’s the opportunity

The key decision made at the start of the planning process
was “to identify what will feel right for the location,” says
Cavaluzzi.

The plans were developed so that they could be combined
in multiple ways to avoid monotonous streets and maximize
the views of the Atlantic for as many people as possible, he
says. The materials and colors emphasize the beachfront as
well.

Arverne by the Sea features a variety of courtyards, walking
paths, recreational areas and a boardwalk. Streets are both pe-
destrian- and transit-friendly.

The two-family homes are elevated 3-feet up from street
level. “This is a very subtle change, but one that really makes
a big difference when you are inside the homes. It provides
better street views and lots of opportunities to create walk-out
porches and decks,” says Cavaluzzi.

Best seller

The Dunes is the development'’s best seller and features roof-
deck entertaining areas; top-floor living areas in the owner’s
units that capitalize on views; high-end finishes; and spacious,
flex-use bedrooms.

Although the prices for the two-family homes in The Dunes
range from $559,000 to $1.1 million, the added financial bo-
nus that the rental element offers allows even first-time buy-
ers to have a strong presence in the community.

The Dunes’ three-story East Hampton model, priced from
$619,000, has been the best selling model so far. The 3,360-
square-foot residence features a 1,711-square-foot, three-bed-
room owner’s unit with a reverse floor plan that includes a
private garage, mid-level master suite and third-floor living
area that captures ocean views. The East Hampton also has its
own rooftop terrace with a separate storage locker.

To maximize privacy for all residents, the East Hampton’s
attached, two-bedroom rental unit features a ground level en-
tertaining area and a second-floor master suite and guest bed-
room. The third-floor is dedicated to the owner unit. PB

COMMUNITY FEATURES

¢ 2,594 planned residential units including 726-two family residences
(total of 1,452 residential units) and 1,142 condominium units

¢ Full-service grocery store (Spring 2009)

* YMCA (2009 construction start)

¢ Oceanfront boardwalk (completed)

¢ Interior walking paths (completed)

e Charter school for up to 800 kindergarten through eighth-grade
students

¢ Multiple transit options to downtown Manhattan and Brooklyn includ-
ing commuter rail, express bus and express ferry service

e 270,000 square feet of office/retail space

¢ Highest density buildings clustered along a new main street corridor

e New community infrastructure

Professional Builder / April 2009

[ BEST ADDRESS |

PROJECT PROFILE

Community: Arverne by the Sea

PRODUCTS USED
Appliances: Frigidaire
Location: Arverne, N.Y. Plumbing fixtures: Kohler
Model: East Hampton Windows: Andersen
Size: 3,360 square feet Doors: Therma-Tru
Builder/Developer: Benjamin- Flooring: Shaw; Dal-Tile; Bruce
HVAC: Goodman

Paints/Stains: Sherwin-Wiliams

Beechwood (The Beechwood
Organization, Jericho, N.Y.; The
Benjamin Companies, Garden City,
NLY.)

Architect: Ehrenkrantz Eckstut & Kuhn
Architects, New York

Exterior siding: James Hardie

Roofing: Owens Coming

OWNER/RENTAL COMBO MAKES CENTS

THE RENTAL COMPONENT to the project makes sense for buyers as well
as the community. In fact, Community Board 14, the governing body that
overseas local development, was a strong proponent of the two-family
home concept, says says John Gaska, who has been district manager for
Community Board 14 for more than 20 years.

“We knew that rental income would defray costs for potential buyers
and make the homes more affordable for a wider range of buyers,” Gaska
says. “To us, the two-family building just made a lot of sense for the
area.”

Other benefits of the owner/rental combination include increasing the
affordability for the project, promoting community diversity and attracting
a eclectic mix of middle-income buyers to the area.

“The homeowners manage the rental aspect of their property
themselves,” says Gerry Romski of builder/developer Benjamin-Beech-
wood. “We would certainly assist our buyers with finding a tenant if they
required it, but so far that has not been an issue for us. The demand for
the rental units is consistently strong.”

As an added bonus, the attached designs also promote architectural
variety by providing the opportunity for variation in entry points, rooflines
and orientation.

BOTH OWNER AND RENTAL RESIDENCES at Arverne by the Sea feature
high-end finishes and open interiors. Ceiling details define the rooms in the
best-selling East Hampton model; interior walls would obstruct views.

www.ProBuilder.com



Kodiak: Composite Decking
from Deceunincke

KODIAK

building products
Designed for Comfort and Engineered for Strength

Available in Chestnut, Cedar, New England Grey and Teak, Kodiak composite decking
features a natural, wood-grain finish with consistent color throughout, allowing you
to cut, router and install it like wood. Our hidden fastener system enables quick
installation, ensuring uniform spacing of the deck boards while eliminating unsightly
screw heads. A Kodiak composite deck offers a warm, barefoot-friendly surface, free
of dangerous nail pops or splinters.

Deceuninck has engineered Kodiak composite decking with performance in mind.

One of the most eco-friendly composite decking materials on the market, our decking
features 100% recycled pine wood fiber encapsulated in High Density Polyethylene.
Rated excellent by Consumer Reports for its ability to retain its original color through
weathering and cleaning, Kodiak composite decking also resists water, mold and insect
damage and is backed by a 30-year warranty for your peace of mind.

The colors, comfort and durability homeowners want. The design flexibility and
performance your projects demand. The solutions you need to build a better business—
supported by a company with 70 years of industry experience and a commitment to
better living.

For more information, visit www.kodiakbuildingproducts.com,
call 1-877-563-4251 or e-mail info@decna.biz.

Innovating solutions for

u ®
the environments of your life.” decelllllllﬂk

© 2008 Deceuninck North America. Kodiak is a registered trademark of Deceuninck North America.
All rights reserved.
For FREE info go to http://pb.hotims.com/23721-14



FOR ROCK LOVERS. AND BACTERIA HATERS.




Can you spot the sprinklers here in 10
seconds or less? Hint: look for the little
: celllng speaker. Made by

cretely, and the average new
home can be “sprinklered” for less than g

';__ﬁz.nlsquare foot.

INSIDE

Bamboo overview [ page 47 |

Spiced up Kitchen fixtures | page 49 |

Inspired bath products [ page 50 |
Photo: Tyco Fire Suppression & Building Products
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B ARCHITECTS
DESIGNERS
DEVELOPERS
LAND PLANNERS
INTERIOR DESIGNERS

Are you ready to be
recognized as one of
the best in the country?

You design and build great projects —
why not get the recognition you deserve?
Enter the 2009 Best in American Living
Awards, the nation’s most prestigious
residential design competition, and show
customers why your product is head and
shoulders above the rest.

Co-sponsored by Eur'i’fﬁ:r*"a' I@I AHB



ome see bamboo as an eco-
friendly source that can pro-
vide a virtually limitless sup-
ply of beautiful flooring. Others say it
creates an easily-marred and carbon-
intensive product of little use to high-
traffic homes. But what’s the bottom
line: is bamboo a good choice?
Interior decorator Steven Patrick’s
clients have mixed reactions to bam-
boo. They like that it's a renewable
resource and is hardier than other
woods. They don't like that furniture,
high heels or heavy objects can easily
mar and damage a bamboo floor.

A green product

Bamboo’s rise as a premier flooring
product can be largely attributed to
the fact that it's a rapidly renewable
resource. Bamboo is a type of grass
that reaches maturity in about three to
five years, whereas oak trees can take
120 years to grow to full maturity. The
bamboo plant also regenerates and,
when left to its own devices, requires
minimal fertilization or pesticides.
Bamboo floors are also naturally wa-
ter repellant.

David Knight, CEO of bamboo floor-
ing manufacturer Teragren, estimates
that 95 percent of bamboo flooring to-
day is the Moso species, which is mostly
grown in China. Other bamboo might

L

1%

IT LOOKS GOOD, but do your buyers
understand they can damage the bamboo
planks? The fact bamboo regenerates in its
natural surroundings isn’t the only factor
to consider.

come from Central and South Ameri-
can or even Vietnam. Teragren recently
unveiled its latest boards, which can
help builders attain LEED points.

Quality
Knight says builders and contractors
must objectively look at the price of
bamboo; you mostly get what you pay
for, he says, adding that not all manu-
facturers import their bamboo from
the same sustainable sources or pro-
duce boards in ISO-certified facilities.
Color is equally telling. Knight notes
that bamboo flooring gets its color from

and how 1O

a process called carbonization in which
bamboo is steamed under controlled
pressure and temperature. As the bio-
organisms and sugar breaks down,
the color of the material changes into
varying shades of brown. This, in turn,
can weaken the structural integrity
and overall hardness. The name “solid
bamboo”doesn’t help, either, and can
be misleading. Natural and carbonized
bamboo floors are often referred to as
solid bamboo even though it’s layered,
similar to plywood.

Founder Dan Smith from Smith
& Fong flooring agrees builders and
buyers should pay strict attention to
the color. “From empirical experience,
the darker, amber color will be softer
because of the heat process. The natu-
ral color is invariably the best. The flat
grain, not the edge grain, will produce
the hardest boards,” he says.

Smith says that Smith & Fong’s Ply-
boo product is the only bamboo floor-
ing provider that's FSC-Certified right
now. That means there’s minimal,
if any, need to use pesticides, says
Smith.

“It’s really more of a matter of ap-
propriate application than anything,”
says Knight. “If you use a softer wood
from who knows where in a high traf-
fic area, well, yeah, you might not be
satisfied with its performance.” PB

www.ProBuilder.com
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As Seen At
IBS 2009 In Las Vegas

Single Family
Multi-Family

Community
Developments

Resorts

Urban Infill
Coastal Homes
Scattered Sites

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
y P geen

For FREE info go to http://pb.hotims.com/23721-16

S Palm
bt NATONWIOE  PHINSS:
I - 0ivisioN oF Palm Harbor Homes Copyright © 2009.

Palm Harbor Homes, Inc.
www.palmharbor.com www.nationwide-homes.com www.phncommercial.com

888-820-3696 800-216-7001 888-820-3696 BRSNS
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[ KITCHEN FIXTURES ]

Spice It Up

Cooking with Copper——

Artisan’s new handcrafted, designer-inspired Copper
Kitchen Sink Collection feature detailed decorative
patterns crafted into the front apron of the 10-inch-
deep, single-bowl sink. The return reveal curves on
each side measure 4%s inches, providing flexible
installation above a cabinet or on legs. The company
says this sink is designed to become the focal point
of any kitchen or pantry. For FREE information, visit
http://pb.hotims.com/23721-251

Tradition and Modernity

There’s no accounting for taste, so the company de-
cided to let you (or your homeowners) choose. KWC’s
Deco faucets can be top- or side-operated with a pull-
out spray or swivel spout. According to the company,
the rounded, curved style and decorative details are
inspired by the Art Deco movement.

For FREE information, visit http://pb.hotims.
com/23721-253

NN

H H
Fill er Up!
As compact as it is power-
ful, Everpure’s PBS-400
mounts under virtually any
countertop and plumbs to
existing faucets. It delivers
an impressive 2.2 gallons per
minute. So that means your
homeowners can fill an entire
gallon container in fewer
than 30 seconds — not bad
when they’re hankering for
pasta. For FREE informa-
tion, visit http://pb.hotims.
com/23721-252

That Sinking J
Feeling

Moen’s new stainless steel sinks
are available in a variety of sizes
and configurations, including dou-
ble- and single-bowl, undermount,
drop-in, D-shaped, round and
square sinks in 16- to 22-gauge
stainless steel. Shown here is the
Lancelot Double Bowl. All models
sport Moen’s SoundShield noise-
protection undercoating for quieter
dish washing.

For FREE information, visit
http://pb.hotims.com/23721-254

www.ProBuilder.com
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[ BATH FIXTURES |

Immersed in
Inspiration

]
Coming Down

the Mountain

Engineered with Gerber’s proprietary
XP3 flushing system, the Avalanche
1.28 clears the bowl impressively fast.
A three-inch flush valve, Fluidmaster

fill valve, a uniquely designed jet feed,
rim structure and trapway configura-
tion all contribute to the black hole-like
performance. The tank includes a color-
matched side-mounted trip lever and is
available in white and biscuit.

For FREE information, visit http://
pb.hotims.com/23721-255

]
Bath-of-all-Trades

Mix 'n* match with Sonia’s Versatile Collection of modular furniture. Create a custom look by
pairing a frame with a console and countertop. The Versatile Collection’s console box unit fea-
tures multi-layer, 100-perecent water-resistant, marine-grade wood. Homeowners can choose
glass panels featuring numerous color options or a graphic motif. For FREE information, visit
http://pb.hotims.com/23721-256

In the past moment frames were the
expensive option when designers wanted
small wall sections and open floor plans.
The Simpson Strong-Tie® Strong Frame™
ordinary moment frame is changing that
by offering engineered moment frame
solutions complete with anchorage designs.
Now designers can spend minutes
choosing a pre-engineered moment frame
rather than hours designing one. And since
the Strong Frame moment frame installs
with 100% bolted connections, it is easier

A L
Change vour frame for contractors to handle and install.

For more information, see our webinar

Of rEfBrenCB. ol at www.strongtie.com/sfwebinar.

il f i To view and request a copy of the

| . b Strong Frame Ordinary Moment Frame
catalog, visit www.strongtie.com or
call (800) 999-5099.

| SIMPSON

For FREE info go to http://pb.hotims.com/23721-17

STRONG FRAME™

RO
ORDINARY MOMENT FRAME
C-SF09

©2009 Simpson Strong-Tie Company Inc. SF09
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Oxford, not
Cambridge

Inspired by the classic
architecture of Oxford,
the geometric lines of
Symmons’ Oxford Suite
are designed to evoke
sense of being among
England’s ornate towers
and steeples. The stately,
distinct look of the Oxford
Suite is appropriate for a
range of décor options,
but we’d lean more
toward a traditional style.
For FREE information,
visit http://pb.hotims.
com/23721-258

European Elegance N

Storage and accessibility are incredibly important in the garage, and
it’s no different in the bathroom. Xylem’s Europa bath furniture collec-
tion offers style from the other side of the pond through simple lines
and a rich walnut finish. Available in three sizes, it accommodates any
size space and also offers plenty of storage. For FREE information,

visit http://pb.hotims.com/23721-257 : -
5I

Add Direct Basement Access

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
mechanical equipment
reducing traffic and
damage to the home’s
main level

For more information,
contact The Bilco Company at
Imagine... 9 (800) 854-9724
What Bilco can do for your. basements www.bilco.com no-maintenance polyethylene construction (shown)

"“A:‘

For FREE info go to http://pb.hotims.com/23721-18
www.ProBuilder.com April 2009 / Professional Builder



ADVERTISEMENT

PRODUCT SHOWCASE / INTERIOR & EXTERIOR

NEW from the manufacturers of BETTER-BENCH™

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 file, marble, granite,
REC1414  REC614 | efc. 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"

[

The Shower
Bench
Solution

An easy to install bench-
forming system that
replaces the complex

N Esti methods currently in use. ==
stimate ; ; : ; e -
This fully independent supporting unit can
be. mounted fo most vgrtical s_urFaces Zxxxxxxx xx
quickly and efficiently, saving the installer
. R Version 14 valuable time. What once took two days For more information
for a free trial version to complete can now be done in about an or a distributor near you, call
1-800-248-0164 hour! BETTERBENCH™ provides design 1-800-382-9653
www.softplan.com ARCHITECTURAL DESIGN SOFTWARE flexibility and is ideal for new or retrofit
P applicafions, Patenied INNOVIS CORPORATION
www.innoviscorp.com
For FREE info go to http://pb.ims.ca/23721-125 For FREE info go to http: //pb ims.ca/23721-126

Our Surface Protection
& Dust Control Solutions

SAVE YOU
TIME & MIONEY

Soap Dlshes
Lo B 07 o |
Shampoo Shelves

PR RN

Toiletry Shelves |

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

e Lowest Prices
& Satisfaction SCRATCH

PROTECTION

* PROTECT TUBS, SINKS,
SHOWERS & WHIRLPOOLS

GUARANTEED.

o WATER-BASED COATING

Prmective CURES TO A DURABLE
Products “PROTECTIVE SKIN”

International Inc.

S a/‘faw Frotection Sobutions

cALL 1.800.789.6633

OR ORDER NOW AT

888 821 2545

— TR

o EASY-TO-APPLY, EASY-TO-REMOVE
Dukliner.com

www.protectiveproducts.com 7% lal 16 5 _ ‘
Effortless Installation = Increased Profitability = No Leak Callbacks

For FREE info go to http://pb.ims.ca/23721-127 For FREE info go to http://pb.ims.ca/23721-128
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ADVERTISEMENT

PRODUCT SHOWCASE / INTERIOR & EXTERIOR

Cabinet & Millwork Shops ¢ Contractors ¢ Remodelers

Design/Build Firms e Project Managers create a watertight Shower-

Commercial & Residential Casew

The qua/it)/ you demand_ Waterproofing Membrane Waterproofing Membrane Code Required Preslope

The service you deserve. \9

* Easily assembled, i
Shower Benches

frameless cabinet boxes j
Storage & Closet Systems
Custom-sized casework
Drawer boxes

Adjustable shelves

Full overlay slab-style fronts
Superb customer service
Increased profitability
Higher productivity

Better cost control
Consistent quality

INobleGompany.

produces products

that make shower.

installations easier

For more information or to
download a FREE digital catalog, Confirmat Dowel
please visit our website. Joinery Joinery

CabParts, Inc.

Your Case Work Made Easy *"

and faster -- saving

installers fime and
moneys

y

www.cabparts.com

970-241-7682

For FREE info go to http://pb.ims.ca/23721-129

Staron® Adds New Colors to
Tempest Line

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

Ph: 800-795-7177

For FREE info go to http://pb.ims.ca/23721-131 UNIVERSAL

Plastpro Manufactures 1% & Only Fire-Rated Lect
& Water Proof Composite Entry System + Vinyl Cellular Decking

Plastpro, Inc., a leading supplier of fiberglass o Strong, With Excellent Color Retention

doors and composite home products in the United
States, announced that it is currently manu- * Natural Wood Grain Look

facturing a Fire-Rated Composite Entry System f .

8 Series — Fire Rated Fiberglass Door and Fire Rated * Available In 2 Sizes And 5 Colors
PF Frame. Containing a fire retardant foam core,
the doors and door frames have a Warnock-
Hersey fire rating that guarantees their ability
to withstand high-temperature fires for a mini-
mum of 20 minutes. We are the 1st and only g ¢

fiberglass door manufacture that provides not New Holland, PA
only fire rated but water proof entry system. 1-800-633-7093

www.plastproinc.com ;
Ph: 1-800-779-0561 i www.universalpolyproducts.com

Maintenance-Free Decking Systems

For FREE info go to http:/pb.ims.ca/23721-132 For FREE info go to http://pb.ims.ca/23721-133
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Builder’s MarketPlace

COLUMNS, BALUSTRADES g
& MOULDINGS

¢ Fiberglass Columns
¢ Poly/Marble Columns

* Synthetic Stone
Balustrades
& Columns

¢ Wood Columns

¢ Cast Stone
Balustrades & Details

¢ Polyurethane
Balustrades,
Mouldings & Details

¢ GFRC Columns
& Cornices

¢ GRG Columns
& Details

o
v

Custom Quotations:

MAINTENANCE-FREE

CUPOLAS & LOUVERS

4 2. Telephone: 1-800-635-6448
7.y www.NewConceptLouvers.com

For FREE info go to http://pb.hotims.com/23721-202

Factory Direct

800-963-3060 | R
Wood Flooring

elton.
lassics

Incorporated

| Same Day Shipping
: Over 1M sf in Stock
www.MeltonClassics.com |

Toll Free1 "888‘552"9663
Country Wood Flooring

NEW PRODUCTS|

For FREE info go to http://pb.hotims.com/23721-200

For FREE info go to http://pb.hotims.com/23721-203

1.800.872.1608
YOUR ACCESS T0:

WORTHINGTON V7% wpremiim
Your Only Source For Fine Architectural Details \ cuNTEN.I.l

housingzone-Cort

e &
:L

"ﬁ' Hx “||—J l

‘"M;ttttml .

USITIUES
er o FREE .,JIJ!J_.]

* blogs

* awards

* events

* hot topics
* products
® research

COME CHECK IT OUT:

www.housingzone.com

www.Worthmgton Millwork.com

Jacksonville, FL

For FREE info go to http://pb.hotims.com/23721-201
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A beautiful
add-on

to your
projects
and your
profits.

ProClosets offers more than

just closets. Think of it as your
own custom closet business.

We make it possible to offer your
clients a complete line of custom
storage options straight from
your laptop. Contact us today to
see how we can add beauty and
profitability to your existing jobs.

EFIIIIS | the Laundry Ri

cadryerb<xj

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

888-443-7937

’Jllltf

—

www.Dryerbox.com

New... We nowlcarry,
oxDiscountWoodjEloors,

i

Buy 7l

wwwiDaltonCarpet% comﬁa 2618

=T 800**‘338-7811x2618

. Dalton Paradise Carpet POBox 2488 Dalfon, Ga 30722

Char pt
Directir

AT

PR
Wood oors

www.ProBuilder.com

Builder’s MarketPlace

© 2009 Gorilla Glue Company W1HD1_09

-_

FOR THE TOUGHEST JOBS ON PLANET EARTH.®
1-800-966-3458 gorillatough.com Made in U.SAZ

For FREE info go to http://pb.hotims.com/23721-207
April 2009 / Professional Builder



Builder’s MarketPlace

Quick | cuved'Walls, Quick
Qurve eilings, Soffits | Qurve
“PLATE B and More!

- - TREATED

Fill, bond, and laminate
AZEK°® Trimboards!

“ Shape to desired position.

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

24 lineariftyper 2x4 box

S W
TrimBonde¥
Bonding System

Fills nail holes, joints, and gaps
quickly and permanently

Bonds/laminates AZEK" Trimboards,
metal, wood, and CPVC

Easy to use, fits standard caulking gun

Devcon

Construction Products Group

1-800-933-8266

also in 2x6

Shaped and

Q
2\e
Secured in Seconds! we

$114 delivered for

AZEK is a registered trademark of Vycom Corporation. 5500 SW 36th St. Oklahoma City, OK 73179 2x4 Untreated. Please call
Devcon and TrimBonder are registered trademarks of lllinois Tool Works. . ! ici
©2006 ITW Devcon. All rights reserved. 866.443.3539 405.996.5353 for other prOdUCt RHicing:

For the location of _
your nearest dealer visit:

www.flexabilityconcepts.com email info@flexabilityconcepts.com

. For FREE info go to http://pb.hotims.com/23721-210
www.trimbonder.com

For FREE info go to http://pb.hotims.com/23721-208

RetI'OfIt th e POI‘Ch for 3-season
enjoyment using pre-engineered porch modules.
Design and price online using Vixen Hill's proprietary

auto-design system. Order factory direct.

COLUMNS
-POLYURETHANE
-FIBERGLASS

VixenHill.com / 800-423-2766 : -POLYSTONE
-WOOD

For FREE info go to http://pb.hotims.com/23721-209 e — BAULSTRADES

< -POLYURETHANE
FIBERGLASS
POLYSTONE

HDF MOLDINGS
HDP NICHES

check out:

Al [ 3 i, B
wwwicolumnsandbalustrades.com

For FREE info go to http://pb.hotims.com/23721-211
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numbercrunch)

Think
about it

$142,200

A Designlintelligence
survey found that
architects with 20

or more years of
experience get

an average base
compensation of
$100,723. The Top 20
percent in this group
can make $142,200.

2

John Burns Real
Estate Consulting’s
survey of 218 public
and private builder
executives around the
country, representing
more than 1,600 new
home communities,
showed that both
new home sales and
expectations rose
again in February.
Current new home
sales are still poor,
but the national rating
lifted to a 2 on a sale
of 0 to 10.

4 \! s N
6 months Six months after being hired ’ . ~
to manage Freddie Mac, CEO David Moffett
announced he is stepping down. | ‘

2-80/0 Residential construction spending fell 2.8
percent in January, while in December it dropped 4.4
percent, according to the U.S. Department of Commerce.

$1 0,000 According to the San Diego Union-Tribune, the
California Legislature passed a budget compromise that included a
$10,000 state tax credit for home buyers. Home builders in California
hope this will get the people buying. This is in addition to the
$8,000 tax credit from the stimulus package President Obama
signed into law.

1 One compact fluorescent light bulb uses about

75 percent less energy than an incandescent bulb,
according to Energy Star. However, a Canadian
Broadcasting Corp. report suggests energy savings
associated with CFLs may be offset by higher heating
bills and more greenhouse emissions.

20 1 0 The “Beige Book,” a Federal Reserve Bank survey of
regional economic conditions, found economic conditions poor with
no pick-up in recovery until late 2009/early 2010.

www.ProBuilder.com



>

Every week, we close
thousands of home loans.
No, that's not a typo.

The perception is that nobody is closing home loans these days.
The reality is that Bank of America financed over 200,000 home
loans to qualified buyers in the fourth quarter of 2008 alone.
Surprising? It shouldn’t be. In 2008, we were ranked America’s largest
home lender; a financial institution backed by over $800 billion in
deposits. As the leader in responsible lending, we're committed to

making sure that the loans that should happen, do happen.

If you have a qualified customer who’s ready today to finance their
home, contact your local Bank of America Mortgage Loan Officer or

call 800.344.9403 to find one.

Bankof America %
Bank of Opportunity

*As ranked for 2008 by Inside Mortgage Finance (January 29, 2009) © 2009. (Rank combines mortgage originations
of Bank of America, N.A. and Countrywide Financial Corporation.)

Credit and collateral are subject to approval. Terms and conditions apply. Bank of America, N.A. Member FDIC.
1 Equal Housing Lender. © 2009 Bank of America Corporation. AR73896.

For FREE info go to http://pb.hotims.com/23721-19
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YOU can PU{

Danze faucets and accessories may look like a million bucks,
but they cost, well, significantly less.

it in a l)oring l)a”mroom,

I:)uf it won'{ Iae LaPPy

anze

They’re also easy to install and worry-free. \D_/_\

JOHZE.COH’I





