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America’s Largest
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An NAHB certified
green home sets a
strong example in this
Southern state.

By Susan Bady

Also in this issue

5

EDITORIAL

Whether you're going green or value engineering, it’s critical to have the right processes
in place, writes Editorial Director Paul Deffenbaugh.
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Baldwin County, Ala.’s, first NAHB
certified green home shows that
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new home base for nationwide
updates.
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KNAUF HAS CREATED
THE NEXT GENERATION
OF SUSTAINABLE
INSULATION

Kevin Gurney, PhD
Project Director, the HESTIA Project
IPCC Member Co-recipient of 2007 Nobel Peace Prize
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“In my research, | analyze the connections between fossil fuel use and climate
change. Emission of carbon dioxide, the most important greenhouse gas, is of
particular importance. One of the best ways to reduce carbon dioxide emissions
is fo use the energy we currently have more efficiently. And one of the most cost-
effective ways to do that is through insulating our homes and buildings properly.”

Knauf Insulation is inspired by Dr. Gurney’s important research, and we are +h ECOSE
dedicated to providing more sustainable products that save energy and reduce v
greenhouse gas emissions—like our new EcoBatt® Insulation with ECOSE®

Technology. EcoBatt Insulation combines abundant, renewable raw materials and
post-consumer recycled glass with ECOSE Technology, a binder based on rapidly
renewable bio-based materials. It reduces binder embodied energy and our carbon For more information call (800) 825-4434 ext. 8300

footprint; and helps make EcoBatt Insulation our most sustainable insulation ever. or visit us online af www.knaufinsulation.us

TECHNOLOGY

“Knauf sees the importance of making a more sustainable, climate-friendly product.

I look forward to seeing what effect EcoBatt Glasswool and ECOSE Technology
have on reducing our climate change impact.” ”A”f ’”s”lAT’””

—Kevin Gurney i
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perspective

The Cost of Value

Whether you are The buzz among builders these days is value engineering. They're evaluating their

, product to make homes work for today’s cost-conscious buyers. A big element of

going green or that is taking out the bells and whistles they’d added during the boom times. For
value engineering, some reason, this impulse has garnered the name “value engineering.”

. Back in the early 1990s, when the same term last made the circle, it meant identify-

a continuous ing ways to improve construction and design so that the value of the product increased

improvement process relative to the investment. The improvements ranged from revised floor plans to reduced
. . cycle times. These days, I'm concerned that those hard, smart decisions are falling to
is essential to success. the wayside in favor of easy decisions, such as installing laminate countertops instead of
granite. Value engineering has become superficial.

The green and performance-housing movements give me pause, however. Builders
have been attracted to the these trends, and one of the upshots is that it forces them to
make the hard, smart decisions about structures, insulation, windows and HVAC. You
can't go green and make decisions based solely on cost. It truly is value engineering.

Does this sound like I'm wavering? Probably, but as an old friend of mine said, “Home
builders follow the latest fad.” It has been green, now it’s performance housing and in the
future it’s value engineering. In a scorched-earth market, home builders are trying to gain
any edge on survival by attracting the few potential buyers who are out there. That edge
requires delivering product that works and is popular. Unfortunately, American consum-
ers are fickle, and the time it takes to redesign a house and get it constructed can surpass
consumers’ attention spans.

For the entrepreneurial home builder, this causes deep heartache. There is a solution,
though. It’s called continuous improvement, and it is a hallmark of the total quality man-
agement. [ think there are people out there who may shudder at the idea that Professional
Builder is still ardently backing this management principle. Let me reassert that we do so
because it works, and we ardently
. . . believe that if more builders used
Professional Builder still backs TQM for a TQM, they would be in much bet-
reason: it works. ter shape than they are now.

If you are considering going
green or value engineering and
want swift change that can be implemented, then the overlay of a defined continuous
improvement process — in which the goals are clearly defined within the context of the
company mission — is far more likely to lead to success. That’s a mouthful, but the bot-
tom line is this: in times of stress and change, defined operational processes will help
you succeed.

AR D il s

Paul Deffenbaugh, Editorial Director
paul.deffenbaugh@reedbusiness.com
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HousingZone.com has the latest goings
on in the home building industry. Our
site links you to today’s home building
news, expert blogs and more. Here’s
what you can find this month:

Today’s News Videos

Watch or listen to today’s news via HousingZone.com. By click-
ing on the video tab in the center of the Web page, you’ll see a
roundup of the day’s and week’s latest construction news from
across the country via video.

Supply Chain Connections

There are gaps between builders and manufacturers’ relation-
ships and processes. Industry expert Glenn Singer tries to make
it right with his blog, Supply Chain Connections. Check it often
for valuable insight.

Chinese Drywall Roundup

The wheels are slowly turning on the Chinese Drywall contro-
versy. Be sure to visit our landing page, www.HousingZone.
com/chinesedrywall, for the latest information.

Easy Access to NHQ

Want to learn more about the National Housing Quality award?
We have the answers — including criteria, deadlines and infor-
mation on past winners — at HousingZone.com.

Even More Industry News!

We’re privy to more information than we can handle, and it’s not
going to waste. Check HousingZone.com to see the news we
receive from the companies you follow.
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anvisioneer-

Everything you need in Building Information Modeling
(BIM) software:

» Material Takeoffs
» Construction Documents
» Landscape and Terrain

» 3D Presentations
» Detailed Framing
» Interior Design

envisioneer-
30-DAY FREE TRIAL
Experience the power of Envisioneer
with our free trial download at:

www.cadsoft.com
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200,000 sku’s : : unlimited color options : : 45 years proven performance

The Tapco Group™ :: Innovation Born from Original Thinking*

We innovate for a living. That’s why The Tapco Group
has the most comprehensive line of authentic looking
products designed to perform to the highest standards
of the Architectural Community. Find out today how our
45 years of manufacturing experience and deepest
selection of color and style is fast becoming the choice
of the most discerning Architect. We innovate for
a living and manufacture products that will work hard

for years to come. Innovate today.

e [QADC
GROUP

Innovative Exterior Products™

S1e1EMpPEAH 8002 ©

www.theTapcoGroup.com

ROOFING :: SIDING :: SHUTTERS :: SIDING COMPONENTS :: TOOL SYSTEMS :: EGRESS SYSTEMS :: TRIM :: STONE VENEER
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Efficient supply chains look efficient. And

then there’s the map of the building products
distribution channel: one-step, two-step, direct-
to-market channels, as well as a variety of players
such as buying groups, subcontractors and
specialty dealers. All the players try to add value,
but efficiency’s lost. We dive in on page 12.

Photo illustration based on chart created by Principia Partners, Exton, Pa.

www.ProBuilder.com

INSIDE

Make the most of your referrals
[page 11 ]

The broken supply chain [ page 12 |
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Everything you need: all the plumbing products to do the job.
Everything you want: quality, innovation and value.
It's what you've come to expect from BrassCraft.

BrassCraft.

Committed to Quality, Driven by Innovation.

www.brasscraft.com.

©2009 Brass-Craft Mfg.

WATER CONNECTORS WATER STOPS GAS BALL VALVES GAS CONNECTORS
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CUSTOMER SATISFACTION

Increase Word-of-Mouth Sales

"™ How to turn customer satisfaction into big sales
» | By Paul Cardis, Avid Ratings

ith the housing
market still sputter-
ing, home builders

need to hustle just to stay even
with last year’s sales. Though
it may sound too good to be
true, referral prospects out-
perform non-referred pros-
pects 2:1. By increasing your
referral traffic you will in-
crease sales. However, to get
these results, you and your
staff must place serious effort
on tracking referrals, screen-
ing potential customers and
refocusing your sales team.
(You didn’t think it was going
to be easy, did you?)

Getting started

Many home builders ask
prospects how they heard of
them. Typically, when a pros-
pect says that he or she was

it sink in: The prospects
who are most likely to buy
from you are the ones who
have been referred by family
members and friends. Be-
cause of this third-party en-
dorsement, referral-generat-
ed home buyers are the most
cost-efficient, profitable and
loyal sources of new busi-
ness. Not only do they tend
to buy quicker, they tend to
negotiate less, purchase up-
grades and refer more busi-
ness to you.

According to Avid’s own
research, referral prospects
are twice as likely to make a
purchase within six months
as a marketed prospect.

Tom Hopkins, author of
“Sales Prospecting for Dum-
mies,” maintains that your
closing ratio for non-quali-

You and your staff must place serious effort

on tracking referrals, screening potential
customers and refocusing your sales team.

referred by a friend or family
member, that fact might be
documented, but it often dies
there. Yet that is some of the
most important information
a sales team can have to act
upon — and most do little.

It seems obvious, but let

fied leads is 10 percent ver-
sus 6o percent with referred
leads. So it makes sense for
your team to spend less time
with cold prospects and more
time identifying and servic-
ing referred prospects. That
doesn’t mean ignoring pros-

pects who are not pre-quali-
fied. Rather, it means realign-
ing your resources to get the
biggest return on your invest-
ment. The best in satisfaction
are focusing hard on these
referral customers and expe-
riencing higher conversions
because of this focus.

Sell your customer satisfac-
tion referrals by identifying
who referred customers and
when. Have a good strategy
to bring the refferer into the
sales process from the get-go.
And be careful of rewarding
the referrer over the prospec-
tive customers. (See the side-
bar for further explanation.)

To meet the economic chal-
lenges of tomorrow, home
builders need to start a refer-
ral program today. After all,
without a battalion of avid
customers in your communi-
ties, you have fewer volunteer
salespeople working for your
success. PB

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

al

Manage
Referrals

STEP 1: IDENTIFY
Institute a good
tracking system for
referrals. Not only do
you want to know
which prospects
were referred to you,
you also want to
know who referred
them and when.

STEP 3:
STRATEGIZE

Bring the referrer into
the conversation as
soon as possible,
because that person
is the main reason
you’re even talking
with the prospect.
Rick Heaston of the
Avid Selling Program
is the master at

this type of selling
strategy and can
help.

STEP 3: UP
REFERRAL
TRAFFIC

Beware of

rewarding existing
homeowners, a step
that can actually
decrease referrals.
Instead give a gift to
the referred prospect
instead of (orin
conjunction with) the
referring homeowner.

www.probuilder.com
NE, p

www.ProBuilder.com
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SUPPLY CHAIN MANAGEMENT

Even before the housing market downturn, the building prod-
ucts supply chain was going through a period of what could
charitably be called “change.” Uncharitably, it could be called
bedlam. Consolidation was rampant. Chief among the play-
ers was ProBuild Holdings. Backed by Fidelity Investments,
the company acquired more than 500 locations in 40 states,
branding a national building product supplier for home build-
ers. Stock Building Supply in Raleigh, N.C., embarked on a
similar acquisition spree although with a strategy focused on a
different location profile.

In the West, BMHC Holdings of Boise, Idaho, established
its SelectBuild subsidiary (in May 2008 the subsidiary merged
with BMC West, BMHC's other subsidiary). By purchasing lo-
cal trade contractors, SelectBuild offered bundled product and
installation services. In some markets, SelectBuild delivered
complete turnkey construction services for home builders.

Since those heady, dreamy days, much of the supply chain
has seen its prospects cut in half or worse. ProBuild’s 2008
revenues were 30 percent of what it achieved in 2007 in spite of
growth from continued acquisitions. BMHC filed for Chapter
11 bankruptcy protection in June 2009.

All of this activity was an attempt to overcome the major

Professional Builder /| August 2009

failing of the entire building products distribution channel:
inefficiency. Paul Teicholz, a professor at Stanford University,
studied the labor productivity of the construction industry.
Compared with productivity in 1964, the labor productivity
in construction has declined on average .59 percent per year.
In contrast, labor productivity in non-farm industries — think
manufacturing — has increased 1.77 percent on average per
year. Over a 40-year period, that means construction productiv-
ity has decreased nearly 25 percent while other industries have
seen productivity increase well over 200 percent. The reason?
Too many players carry too much inventory to meet uncertain
product demand on deadlines that are poorly communicated.

As in any free market economy, there are players trying to
make the flow more efficient. Achieving that will bring greater
value and profit margins to everyone in the chain. That is the
motivation behind the ProBuild roll-up and the SelectBuild
bundling of service and material. But those enterprises may not
be able to overcome the problem.

Who’s the culprit?
When builders try to bring down the cost of construction,
they tend to look for breaks from their trade contractors and

www.ProBuilder.com



suppliers. That makes sense in a way. The trades bring the mate-
rial and labor to the site and are the most likely, it would seem,
to get efficiencies.

Ken Pinto disagrees with that assumption. The director of
supply chain management for Standard Pacific Homes points
the finger squarely at builders themselves. Home builders, he
says, “wanted to simplify things a bit, so instead of collecting
take-off information we went to this lump sum environment.
When we did that, we had no need for a taxonomy to support
detailed take-off information. ... I've come to find out it's been
one of the most damaging things to our industry.”

Pinto always wondered why division presidents didn’t ask
more from their purchasing agents in terms of cost control. The
reason, he says, is because when the division president produces
a report from accounting software, all the blanks are filled in. If
you have to enter detailed cost information, there will be blanks,
which would force division presidents to ask for more cost infor-
mation. In other words, lump sum estimating and purchasing
procedures do not provide the accountability that true cost con-
trol information would allow.

How does that affect the building product chain? Let’s turn to
Matt Sanders, associate partner at Symbius Corp., a supply chain

www.ProBuilder.com

management consultancy for home builders. “Visibility is what
creates efficiency,” he says. If a builder doesn’t understand how
his trade makes a materials list, marks up materials and labor,
and makes his profit margins, the builder can’t see where to get
efficiencies and reduced cost. “As builders get more sophisticat-
ed about expressing their demand needs ... at the product level,
the framer, his distributor, right up the chain can use that in-
formation to lean out their own systems and lean out their own
inventory and help them manage their own business better.”
Without visibility, everyone will continue to pad what they’re do-
ing to make the process work.

Strive to survive

The result of this invisibility is a supply chain in turmoil.
As the housing market deteriorated, the players in that chain
scrambled to survive. Home builders, who have become used to
having a supply chain devoted to serving their needs, now find a
chain that is making friends in some new places.

Jon Davis grew up in the family lumberyard business his
grandfather started in 1935 in Hutchinson, Kan. He’s been
through the tough times. In the late 1970s, Davis Home Center
had three locations, including a truss and wall panel plant and

August 2009 / Professional Builder
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retail home center. When the major employer dropped out and
the home building industry plummeted under the weight of
astronomical mortgage rates, Davis had to cut the staff from
77 employees to 19. They went into survival mode, and he and
his brother shepherded the company through until they sold to
Star Lumber in 1990. Davis then worked for Star for 17 years
and now consults for dealers facing the same issues he faced.

“I'm appalled at how many dealers have seen their volume
drop by 60-80 percent but haven’t dropped a location, haven't
adjusted payroll,” Davis says.

Davis suggests a couple of survival strategies for dealers.
First, pro dealers should take the skill sets they have in selling
to home builders, then identify other customers. “Suppliers
can't afford to pass up anything,” he says. “But they can’t aban-
don their core.

“What I say to my dealer
is: You've had it so good for
so long that you haven't
identified the customer’s
needs and marketed aggres-
sively. Even mediocre guys
were doing well because of
so much business. ... In many cases, pro suppliers and large
home builders don't know what to do to adapt.”

Commercial construction clients are an obvious diversifi-
cation strategy that meets the needs of the market, but Davis
suggests another business as a good example: replacement
windows. Instead of just selling windows to builders and re-
modelers, he argues that now is the time for dealers to offer
installed services to consumers as well. Traditionally, dealers
have shied away from such a tack because they feared alienat-
ing their core customers.

As we work through this downturn, builders will find the
nature of the relationship with their dealers is changing and
will have to become more of a partnership because the dealer
is working to survive as well. Cutting each other’s throats over
costs is the equivalent of mutual assured destruction — the old
Cold War strategy to prevent nuclear holocaust.

The new role of partnerships is extolled by Greg Brooks,
president of The Building Supply Channel in Albany, Ind. His
company offers market research, training and consulting for
the construction supply industry. Brooks has also been a stu-
dent of the industry for more than 40 years. He argues that the
lumber dealers who are surviving are the ones who didn’t nec-
essarily jump on the production builder bandwagon and tend
to be in smaller markets. The smaller markets forced them to
be more diversified.

“There has always been this historical adversarial relation-
ship between builders and their suppliers and subs,” he says.
“That builders are so concerned with cost that in some cases
they don’t look at total installed cost, they're just looking at
price. There is evidence that there may be a movement toward
stronger partnerships ... an exclusive relationship where I'm
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going to give you all my homes in this market. Period. Then
we're going to work together to take cost out of the system.”

What you won't find as a survival strategy from pro dealers
is diversification into new product lines. On this, Brooks, Da-
vis and Sanders agree. For a lumber and materials dealer who
may have a truss plant or wall panel shop, it would require too
much capital to suddenly offer roofing, windows or drywall if
those products are not already part of the enterprise. The capi-
tal isn’t available and the risk is too high. As Davis says, “Their
net worth is getting hammered.”

New tech

With all this turmoil and inefficiency in the supply chain,
what is most surprising may be how little technology is used
to make it more efficient. One of the few players in this space,

Home builders, who have become used to a sup-
ply chain that is devoted to serving their needs, now
find a chain that is making friends in new places.

and perhaps the most successful, is Hyphen Solutions. The
software company offers packages for builders (BuildPro) and
suppliers (SupplyPro) that facilitate communication along the
chain.

Ken Pinto of Standard Pacific has done a test case in Tampa,
Fla., with Kwikset, the door hardware manufacturer. His com-
plaint is the builders only talk with trades. And trades only talk
with suppliers. And suppliers only talk with manufacturers.
Using Hyphen Solutions software has opened up the commu-
nication so everyone sees the same information at the same
time. He explains: “When we build a house in Tampa, about
a week before the foundation trenches, Kwikset knows what
kind of locks are going to go on that house, and what date
they’re going to be needed.”

This gives Kwikset a 9o- to 100-day window into demand
for their products from Standard Pacific. In fact, Kwikset wrote
an interface that connects Hyphen Solutions SupplyPro with
their manufacturing software. Kwikset knows exactly what the
demand for its products will be.

The enterprise, though, rests on the ability of Standard Pa-
cific to have a detailed understanding of its product demand,
capture that understanding in its purchase orders and com-
municate it to the entire chain.

The result is that while builders may be the root of the prob-
lem, as Pinto suggests, they are also the root of the solution. In
the end, when manufacturers and suppliers such as Kwikset
and its distribution channel know exactly how many and when
its products will be used, the supply chain can deliver more ef-
ficiently and take significant cost out of the system.

Until that day, the supply chain will continue to be in turmoil
and builders will continue be frustrated by cost control. PB

www.ProBuilder.com
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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

rZcne
REQUEST FREE QUOTES NOW!
Call (866) 623-5529 or visit Where Smart Businesses Buy and Sell
BuyerZoneHomeSecurity.com

A division of
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Meritage Homes
Corp. of Scottsdale,
Ariz., is reaching
out to first-time
buyers with “Make
the Meritage Move,’
a campaign that
utilizes, among
other things, life-
size cutouts of
people with green
moving boxes
promoting a total
move-in cost of
$500. Launched

in March 2008,

the campaign

is generating
approximately

60 percent of the
builder’s sales.

Photo: Martz Agency

Recruit a top sales staff | page 19 |

Selling in the virtual world [ page 20 |
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[ SALES & MARKETING ]

ow Not to Recruit

Top Performers

~ By John Rymer, New Home Knowledge

Getting the best sales professionals on board takes know-how.
§ Ve debunk the top misconceptions.

ot a week goes by that
a builder doesn’t call
me with the follow-

ing assignment: “I know I'm
missing sales due to my sales
team. Put together the names
of the top sales professionals,
and I'll show them a compen-
sation package that will have
them doing somersaults to
join my company.” While my
first thought is that it’s great
to see that they are focused
on sales excellence as a way
to maximize their sales, it
also concerns me that many
builders have an unrealistic
idea of what it takes to attract

to passively sit back and bide
their time waiting for the
market to return. Many top
professionals have moved on
to other jobs that offer more
lucrative compensation rep-
resenting banks on foreclo-
sure sales, consortium short-
sales or even real-estate sales
positions. Your competition
for their services is often not
the builder down the street.
Misconception #2: High
commissions and bonuses
are the No. 1 draw to attract
top sales talent. As the saying
goes, “A very high percentage
of zero is still zero.” The first

Management needs to work with your top
performers to understand why you’re losing

out, to whom you’re losing sales and what
needs to happen to become competitive.

and retain top performers in
today’s market. So let’s look
at the facts.

Misconception #1: For-
mer new-home sales top per-
formers are toiling away at
dead-end new-home commu-
nities. As with any industry,
the very elite are not satisfied

thing a top performer wants
to know is, “Why will your
community be successful?”
The old paradigm “I can sell
anything” has been replaced
with, “I can get you more than
your fair share of sales, but I
need a competitive product to
be successful.”

Misconception #3: Once
hired, leave your top per-
formers alone and let them
succeed. Competition in the
new-home market is very
dynamic in today’s market.
What was a great deal yester-
day is often not competitive
today. Expectations for sales
must be built around “fair
share” models. If you're not
getting sales, management
needs to work with your top
performers to understand
why youre losing out, to
whom you're losing sales and
what needs to happen to be-
come competitive.

Now is the time to improve
the quality of your sales team.
As a hunter friend of mine
says: “Toward the end of the
season, most quail hunters
think all of the coveys have
been shot out. But by chang-
ing tactics, you can find birds
in incredible numbers.” PB

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

a

Rymer’s
Rules

MANY TRUE TOP
PERFORMERS
ARE NO LONGER
IN NEW-HOME
SALES

Many top
professionals

have moved on

to other jobs that
offer more lucrative
compensation, such
as representing banks
or CMBS trusts on
foreclosure sales.

HIGH
COMMISSIONS
AND BONUSES
ARE NOT THE
NO. 1 DRAW

The first thing a top
performer wants to
know is, “Why will
your community be
successful?”

KEEPING
ENGAGED IN
SALES IS THE KEY
TO RETAINING
TOP PERFORM-
ERS What was a fair
deal yesterday may
not be competitive
today. Stay involved.

< WWW.prUhuiIdEr.cﬂm
INE,
ONL
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[ MARKETING TOOLS |

CANYOUTELLTHISISA
VIRTUAL MODEL? Virtual
tours are an effective
tool for selling large
multi-family projects
before you break ground.

Image: Aareas Interactive
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aelstone Communities opened its
uxury condominium- gcrgsct Terrazza, for
pre-sales in Apr11 2007, there%re ‘no model
homes and no on-site amenities. Instead, Cornerstone
used virtual tours to show what the homes and commu-
nity would look like.
“We knew we were not going to have anything for peo-

Pa., marketing consultant who worked on_the™ gect —
“Also, we were in a suburban maiket "re no one had

done condominiums.efiaf
stone sold 45 hﬁmes before opening physmal
odels. Most important, our initial success was such

www.ProBuilder.com
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ple to see for 14 months,” says Brad Clason, a Coatesville sV ,
'”developer could reproduce a SHm}ar v1rtual portfoho i

J:hat the lender gave us the go-ahead on the second bulch,/tG" wnhome development. Every detaﬂ from the artwork

mg w1th1n six weeks, a\ ,
Virtual Solutions, based in Bomta
Fla., supplied the 3-D images and animation for
approximately $85,000. “They did a real nice job of
furnishing the virtual models appropriately and even
showing actual views out51de the wmdows ' says Dav1d

2. Clason notes that\m toda'ys market a'

more competitive costs. :
Sarah Peck, prlnc1p§LofP‘r/ gressive Housmg Ventures

in Malvern, Pa., says the authenticity of virtual tours gave

her ajalg“head start on sales at the Green Street Mews

August 2009 / Professional Builder
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to the silverware on the dining room table, was scanned in.
The furniture came from retail stores where local buyers ac-
tually shopped. Even the views were replicated.

“I sold half the job from virtual tours of two plans,” says Peck.
“By the time the model home opened, the rest of that first build-
ing of 10 units was sold and people were already moved in.”

Peck used Design East Interiors of Exeter, N.H., and Build-
ers Design in Gaithersburg, Md., to get two different looks.
The interior design firms thought through the buyer profile,
space-planned the furniture and created a lighting plan for
each model. “Not only could the buyer see the finishes exactly
as we were offering them, they could also play with their fur-
nishings, using bird’s-eye views and snapshots of rooms from
different angles.” The cost was approximately $32,000, includ-
ing the interior design fees. DieselHorse Studios of Moore-
stown, N.J., provided the 3-D renderings and animation.

Virtual tours alone won't sell houses; they must be inte-
grated into part of a builder’s sales and marketing campaign
to have the maximum impact. Clason says that although they
contributed to the success of Terrazza, the key was to use
them as part of a suite of sales-center tools, including a large
scale model; touch-screens that helped buyers choose their
elevations and floor plans; and virtual tours of the clubhouse
and five models.

Today, builders use virtual tours during the entitlement pro-
cess; for large master-planned communities and multi-fam-
ily projects, when there is a long lead time between pre-sales
and construction; and to iron out design problems before any
dirt is turned (see sidebar). In redevelopment areas where
the entire neighborhood is undergoing change, virtual reality
can show prospective buyers what a project is going to look
like in two, five and 10 years.

In the San Francisco Bay area, virtual tours are required
for entitlement, says Chip Pierson, principal and general
manager of Dahlin Group Architecture Planning in Pleas-
anton, Calif. Dahlin’s Digital Imaging Studio creates drive-
throughs, flyovers and model tours for builders to show at
the design review for the planning commission.

Lennar Communities’ Urban Division, based in San Fran-
cisco, has created virtual tours for urban high-rise projects
where purchases are made as much as two years in advance.
“You can show the specific building and the coffee shop on
the corner, the park down the street, the museum. The buy-
er gets this wonderful experience before anything has even
come out of the ground,” says Lynn Bell, director of sales.

Virtual reality isn't a slam dunk in every situation. Bell
says the virtual tours for BLU, a high-rise in downtown San
Francisco, did create some pent-up interest. But market fluc-
tuations forced Lennar to accelerate construction to accom-
modate buyers who wanted to close in 45 to 60 days. “For
one of our next projects, a large master-planned community,

Professional Builder /| August 2009

WHITE-WALL TOURS REAP BIG SAVINGS

IF YOU’RE PLANNING to build virtual models, consider first doing
a virtual “white-wall” tour to simulate a framing walkthrough. It could
save you thousands of dollars in design changes.

New York marketing consultant Elise Platt says the tours “literally give
you the ability to fix everything.” Platt continues: “I can’t even imagine
the amount of money [my clients] would spend after a framing walk-
through, when we’d walk through the house and start tearing stuff apart
— $25,000? $35,000? Now we spend about $1,500 on a white wall tour.”

Builders that take full advantage of white-wall modeling, including
Toronto condo developer Tridel, find that it adds considerably to ROI
on virtual tours, says Frank Guido of Aareas Interactive: “They get us
involved early so they can optimize the building design, and then they
create the marketing materials.”

Working from the architect’s plans, Virtual Media in Montreal,
Quebec, Canada, builds the walls and roof in 3-D. Windows and doors
are installed; interior walls are plastered and painted white; and rough
flooring is put down. Steve Raut, production director for Virtual Media,
says the white-wall tour allows architects and builders to review com-
plex ceiling treatments and the height and placement of windows and

other details, ensuring they are correct and to code.

White-wall technology hasn’t been used as much in residential
construction as in the commercial sector, says Philadelphia-area builder
Sarah Peck, “but you save so much money by doing that. It’s easier
to look at a home in a three-dimensional view where you can see the con-
flicts and, at a fraction of the cost, make the change right then and there.”

S

WHITE-WALL tours allow designers and builders to do a virtual walkthrough
of a home and make changes on the computer instead of in the field.
Image: Virtual Media

it's going to be more important for us to use VR to tell our
story,” says Bell.

“If you're doing single-family housing and you're going to
have models ready three or four months after you open, the
cost probably isn’'t worth it. But when you want to portray a
lifestyle or amenities that won't be visible to prospects for
12, 18 or 24 months, this is a great technology,” Clason says,
adding that traditional neighborhood developments, where

www.ProBuilder.com
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Our new energy packages are up to 26% more efficient.
And compared to others, 100% easier to upgrade.

Milgard has two new energy packages that are easy to understand and easy to sell. Our standard
window is ENERGY STAR® qualified. You can also offer our 3D™ upgrade that is at least 10% more efficient

— 1 and our 3D MAX™ upgrade that is up to 26% more efficient. With Milgard, you don't have to explain
components or technical features. Our program simply quantifies the benefits. It's an easy up-sell, and it

.
Milgard

appeals to buyers who want to optimize the energy efficiency of their home. These
packages are available on Milgard fiberglass and vinyl product lines, including the vinyl
Montecito™ Series for New Construction. Visit pro.milgard.com or call 1.800.MILGARD.
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it’s hard to visualize the curb appeal until a few dozen homes
are built, greatly benefit from virtual-reality technology.

Marketing consultant Elise Platt, president of E.A. Platt &
Co. in New York, can testify that virtual reality makes an un-
built community come alive. “With the banks requiring so
many more pre-sales, I don't see how builders can avoid using
it,” Platt says. And it’s to the builder’s advantage to do virtual
reality right, even if it costs more. “You can buy [stock] virtual
programs for $5,000 a tour, but that doesn’t necessarily take
you where you want to go, and it can
even be distracting.”

Plattand nationally recognized in-
terior designer Lita Dirks of Green-
wood Village, Colo., created a virtual
library using catalogs from Pottery

WATCH VIRTUAL
TOURS AND FIND
RESOURCES
ONLINE

WANT A DEMONSTRATION of

the latest virtual technology?
Go to www.housingzone.
com. You'll also find links to a
variety of virtual model tours
and tips on finding a virtual
provider.

Barn, Crate and Barrel, Ethan Allen
and other furniture retailers. “Lita
does our model presentation before
doing the virtuals, then scans in the
fabrics, furnishings and accessories
she has chosen. When buyers walk
through the physical models 10

months later, the homes look really
familiar to them,” Platt says.

There’s no question that virtual technology, which has been
around for at least 20 years, has become more sophisticated.
“When we first started in 1991, virtual was very time-con-
suming,” says Frank Guido, president and CEO of Aareas
Interactive, a 3-D rendering and animation company based
in Toronto. “There were very few companies doing it ,and the
quality was very Nintendo-graphic-ish.”

Professional Builder /| August 2009

THE LEVEL OF REALISM IN VIRTUAL TOURS is so high, you can almost hear
leaves rustling in the photo above. at left, the play of light and shadow
brings a rooftop terrace to life.

Images by Aareas Interactive

Today the process is much faster and more photo-realistic.
Thanks to more powerful hardware and software, it's pos-
sible to make flags ripple and trees sway in the background,
Guido says.

Virtual technology creates a sense of anticipation that
can only be equaled by an actual site visit. Viewers “drive”
through the community’s virtual entrance and around the
neighborhood, then fly over and inside the clubhouse and
other amenities. Video footage of people using the facilities
can be incorporated to convey lifestyle.

The Marketing Directors, a New York residential real-es-
tate sales and marketing firm, has found that virtual tours are
most effective on social networking sites such as Facebook
and YouTube. “We also embed them in e-mails to Realtors and
prospective buyers,” says Martin Brady, vice president of sales.
“They have movement and excitement. We get more calls and
click-throughs when we put a virtual tour or 360-degree pan-
oramic tour in the link than we do with a static picture.”

Brady says the tours have probably doubled broker co-op
activity. “I have a condominium building in Hoboken, N.J.,
which is still not completed. We're doing it in pre-sale from
a very small sales office without models. Through the virtual
tours we’ve been able to sell 11 of the 16 units in about four
months, which really is tremendous in this marketplace.”

Tridel, a large high-rise condominium developer in Toron-
to, has made virtual tours an integral part of its sales presen-
tations for more than 10 years. There are no floor plans on
the walls of their sales offices — just flat-screen TVs.

“We pre-sell the vast majority of our product before we
start construction,” says Jim Ritchie, senior vice president of
Tridel. “VR enables consumers to understand large, complex
architectural designs, and the better they understand it, the
better the chances that they’ll purchase a home.” PB

www.ProBuilder.com
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Danze faucets and accessories may look like a million bucks,
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Retail Mixed Use
Complexes

Multi-Family
Complexes

Office Complexes

Educational
Buildings

Retail Complexes

Hospitality
Complexes

Portable Office or
Out Buildings

Dormitories

Custom Designs

For more than five decades we have
provided commercial modular
construction solutions. As a leading
national provider of engineered
modular solutions for temporary
and permanent applications,

we have the experience and the
products to meet your needs.
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Mobley, AIA, Architect, in Great Falls, Va.,the &/ N s

home was built by Robert Egge Construction of ~ 4> INSIDE

Woodinville, Wash. . ~ " Mabama town gets greener [ page 30 |
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THE SPACIOUS FRONT PORCH, cypress board-
and-batten siding and cedar-shake details are
reminiscent of cottage-style homes in Fairhope,
Ala., says designer Bob Chatham.

Photo: Sylvia Martin

www.ProBuilder.com August 2009 / Professional Builder
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WOOD RECLAIMED from a pecan tree removed from the lot was used for the
fireplace mantel and interior trim. “It helps give the house a real sense of
place,” says builder Jeremy Friedman.

THE BUILDER specified ZIP System structural roof and wall panels because
they’re quicker and easier to install; won’t tear or blow off in high winds; and
have a built-in air barrier — no housewrap or felt paper required.

Interior and construction photos: Chatham Home Planning

www.ProBuilder.com

Two years ago, home builder Jeremy Friedman decided he
wanted to learn more about green building. After attending
the NAHB Green Building Conference in St. Louis, Friedman,
owner of Kaloosa Builders in Fairhope, Ala., started building
Energy Star homes, then completed two NAHB green certi-
fied homes! One of those homes, dubbed the Fairhope Green
Home Project, has attracted so much publicity that other local
builders are jumping aboard the green bandwagon.

Friedman, who earned his Certified Green Profession-
al designation in 2008, says “it just made sense” to build
green: “To me,it's a better constructed, more durable and
more efficient home.”

What's remarkable about this particular home, aside from
the fact that it scored 439 points and earned a gold rating
under the NAHB National Green Building program, is that
it was completed in six months from permitting to final fin-
ishes. That’s a little quicker than Friedman expected for a
3,610-square-foot spec home with so many features tied to
energy efficiency, sustainability and indoor air quality. These
include a geothermal heating and cooling system; reclaimed
wood doors, flooring and interior trim; a central vacuum sys-
tem; a direct-vent fireplace; Energy Star appliances; low-flow
plumbing fixtures; and native drought-tolerant landscaping.

“The site was very easy to work with, except when we were
boring the loops for the geothermal system,” says Friedman.
“Each loop is 250 feet deep. [The HVAC contractor] hit a
gravel layer about 200 feet down and kept losing pressure
on the drill.” The problem was corrected, but it took about a
week longer than anticipated to finish the job.

Friedman’s crew used spray foam insulation in the walls
as well as inside the attic and roof deck. All ductwork is in
conditioned space. The fiberglass windows are wood-clad on
the inside and fitted with Low-E2 glass.

“The geothermal system allowed us to get extremely
efficient both heating and cooling-wise,” he says. “We've
estimated that the energy costs for this house average $73 a
month. For a house this size, that’s a really good number.”
Because the system uses waste heat (heat recovered from the
pump’s compressor discharge gas) to preheat water for the
house, the water bill averages only about $20 per month.

All the doors are made of either FSC-certified wood or
wood with recycled content. The flooring is heart pine re-
claimed from old warehouses. Recycled glass tile was used
for the kitchen backsplash.

“The whole subdivision is a former pecan orchard,” Fried-
man says. “We removed a large pecan tree from the site.
That gave us a lot of timber, which was used for the fireplace
mantel and a couple of arched openings.”

August 2009 / Professional Builder
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GEOTHERMAL EQUIPMENT SEE VIDEO TOURS
was installed in the AND MORE ONLINE

air-conditioned, insulated HOME IMPROVEMENT EXPERT

attic (above). Danny Lipford walked viewers
through this home in a segment for
“Today’s Homeowner.” Watch it and
another video tour at HousingZone.
com. While you’re there you can
also read about the cutting-edge
green products used in the home
and a profile of the Fairhope, Ala.,
market.
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PROJECT PROFILE
Project: Fairhope Green Home Project
Location: The Meadows, Point Clear, Ala.
Buyer profile: Move-ups

Square footage: 3,610

Sales price: $659,000

Hard costs: $125 per square foot

Builder: Kaloosa Builders, Fairhope, Ala.
Residential designer: Chatham Design Group,
Fairhope, Ala.

Interior designer: Malouf Furniture & Design,
Foley, Ala.

PRODUCTS USED

Appliances: Thermador

Bath fixtures: Caroma, Kohler, Moen
Cabinetry: Custom

Ceiling fans: Quorum

Central vacuum system: \Vacuflo
Countertops: Custom granite

Doors: McPhillips Manufacturing

Flooring: Custom-milled antique heart pine
HVAC: WaterFurnace

Kitchen fixtures: Barclay (sink), Grohe (faucet)
Lighting fixtures: The CopperSmith, Hubbardton
Forge, Norwell, Troy Lighting, Uttermost
Roof/wall sheathing and subflooring: Huber
Engineered Woods

Windows: Integrity from Marvin Windows and Doors

www.ProBuilder.com



HVAC outlets were masked during construction to keep dust
out of the ductwork and maintain future air quality. Paints, seal- LOCAL SENSATION
ants and adhesives are either low- or no-VOC, including a finish A WELL-ORCHESTRATED marketing campaign for the Fairhope Green
on the wood flooring made with citrus and cashew oils. Home Project got the attention of local residents, potential buyers and

builders alike.

Casual cottage The home was first introduced at the 2008 Baldwin County HBA
One of the goals of the project was to prove that a high-perfor- Parade of Homes. The HBA lent some promotional support to the project,
mance home can also be beautiful. Bob Chatham, principal of and several vendors sponsored it. Local magazines and papers also

Chatham Design Group in Fairhope, took his cues from the SRR e e g o R R e S R T A T L A L

Fairhope cottage style with its expansive porches, hip roofs, ex- says. “Now everyone in town knows what you're talking about when you
posed rafter tails, operable shutters and board-and-batten sid- say ‘the green house.”

ing. But he also tried something different. Friedman hired a local artist to do a four-color rendering of the
“We built a 3-foot knee wall in the attic, so on the outside of home that appeared on posters displayed around downtown Fairhope
the house there’s about four feet of exposure above the front- as well as on T-shirts, direct-mail pieces and other advertising. Malouf

porch beam,” says Chatham. “Then we put a skirting around the Furniture & Design, one of the project’s primary sponsors, not only
perimeter of the beam and cedar shakes above the skirting. It's furnished the house but also picked everything from tile to paint colors
hard to make that treatment attractive if you don't do it correctly. and granite.

I think Jeremy did a good job.” Well over 3,000 people toured the home during open houses and
Chatham designed the home to fit a 9o-by-142-foot lot. A de- fundraisers. Friedman led a series of free workshops at the site to edu-
tached, rear-loaded, two-car garage is connected to the house by cate people about the benefits of green building. An NAHB Green Building

a breezeway. “In Fairhope, if you detach the garage and put it 10 for Building Professionals class held there was full. “That's actually the
feet away from the main house, it can be as close as 5 feet from first educational event that we’ve ever sold out,” Friedman says. To top it

the property line, whereas the building setbacks for the structure all off, home-improvement expert Danny Lipford taped a video segment
itself are 35 feet front and rear,” he says. “By detaching the garage, about the project for “Today’s Homeowner.”
we were able to recapture some courtyard space.” Although the home hasn’t been sold yet, it has generated a lot of
The house has a large covered porch in the rear that adjoins leads for the company, Friedman says: “I'm continuing to build off that
a patio and outdoor kitchen; four bedrooms; four bathrooms; marketing success.”
and a bonus room. “We tried to make all the room sizes
comfortable. None of the secondary bedrooms are 12 by [P P EES County'’s FIRST certified GREEN home
12.” Chatham allocated as little square footage as possible
to hallways while being careful not to compromise privacy.
A pocket door in the foyer closes off the second bedroom
for the benefit of overnight guests.
The kitchen, which occupies the center of the home,
has a breakfast bar and is adjacent to a dining room with | . FREE DAILY WORKSHOPS - 11am i v
\ e,

French doors to the back porch. “When you walk in the | by Jeremy Friedman,CGP %
of Fairhope Custom Homes = s 1%

251.463.1899 ) - ”3 7 s Home designed by:
D’ =3 . :
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Building a new home? Have you considered: )
« Energy Efficiency + Indoor Air Quality e Falr]bpe
- Water Conservation - Resource Efficiency

Join us Oct. 25-26 and Nov.1-2/ 10am - 3pm

front door you're not staring at the kitchen, yet the kitch-
en is open to all the other rooms,” Friedman comments.

The sunroom was included as an optional breakfast . N ; —
room. Chatham says this is in keeping with Fairhope’s Y
casual lifestyle, where the breakfast room is often elimi-
nated and the dining room is informally furnished with a
farmhouse-style table.

It's also common in Fairhope to have a master bedroom
and secondary bedroom on the first floor. “We try to get
two bedrooms on the main floor in most of the homes we :
design. Since this is a spec home, we were trying to broad- |« projectedicompletion date. -

October 1st, price available

en the demographic appeal as much as possible. I envi- upon request

v ‘& s( Chatham Design Group.com

Tl

sion [the buyers] as being a blended family with a couple of | 7203 Penbridge Ave. V h 1T 4 n-'!n-- l«!m-
kids.” The secondary bedroom on the main floor can serve | TheMeadows Subdivision
as a home office, while the bonus room upstairs can either www.fairh opegre enhome.com
be a game room or a fifth bedroom.

The Fairhope Green Home Project was such a promotional A COLOR RENDERING of the home by a local artist was used on posters,
success that the showcase home for the Baldwin County HBA’s T-shirts, ads and postcard mailers.

2009 Parade of Homes will also be certified green. PB
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We Have Your

Multi- Family
Complexes

Portable Office
Buildings

Permanent Office
Buildings

Educational
Buildings

Retail Complexes
Hospitality
Complexes
Custom Design

Buildings and
Complexes

ur commercial modular
_ Oconstruction experience
| covers five decades. As a leading
| provider of engineered modular
solutions for temporary and
permanent applications, we
have the experience and the
product to meet your needs.

y COMMERCIAL
Nt APHNSRGes

. . Allright d.
www.palmharbor.com www.nationwide-homes.com www.phncommercial.com rights reserve

888-820-3696 800-216-7001 888-820-3696 BRKSKRINIG

For FREE info go to http:/pb.hotims.com/23725-13
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BEEA Ny :

How do you makf.,
a 42-year-old R

brand seem cool
again? DuPont
breathes fresh
life into its Corian
brand with its g
third Corian
Design Studio

in Philadelphia,
offering architects
and designers
cutting-edge
ideas. The other
two studios are

in New York and
\ELH

INSIDE

Countertops and surfaces to lean on
[ page 39 ]

Paints, caulks and sealants primed for
your job site [ page 40 |
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Housmg one.com_eNewsleters

=28

From industry news updates, case studies, Professional Builder Weekly

innovations and key topic reports to the Custom Builder Weekly

education and product information you need to EfoIaesiona;-RenaUe (eI NOEs

Housing Giants eAlert
ensure success during these economic times. Only ; .
Professional Builder:
HousingZone.com provides the information you Issue Announcement
need, when you need it. Professional Remodeler:
Issue Announcement
Hot Topic Reports:
Subscribe to the eNewsletters that fit your individual Stimulus, Green Home, and more
residential construction information needs and have LoginAndLearn Weekly
: : VisibleCity Weekly
these delivered in the frequency you want.
100 Best Products
Products eNewsletter
Product TV

- Subscribe today.

Visit HousingZone.com
and register to receive any or all of our newsletter offerings.

E[l(i’lfggfimal Professional Remodeler Custom Builder éithS a% n VisibleCity
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[ COUNTERTOPS & SURFACES |

Count on

Go On and Stare

The Radianz collection in Samsung’s Staron line features

14 unique, eye-catching colors. The Radianz material com-
prises more than 93 percent natural quartz crystals, which
is one of the hardest materials that can be extracted from
nature. The surfaces also use a blend of high-tech polymers
for stability and consistency. For FREE information, visit
http://pb.hotims.com/23725-251

e

Solid New Colors

Like the new colors? We do, too. DuPont’s new
Corian solid surface offerings can be used in a vari-
ety of applications, including kitchen and bathroom
countertops; backsplashes; wet bars; tub decks;
and tub and shower surrounds. Like its predeces-
sors, these Corian surfaces are nonporous and,
with proper cleaning, do not promote the growth of
mold, mildew or bacteria. DuPont offers a 10-year
residential installed transferable limited warranty.
For FREE information, visit http://pb.hotims.
com/23725-253

VNNV

High Profile

The Geneva modern drop ogee
edge from VT Industries is the
latest in the company’s line of
premium contoured post-formed
laminate countertop edge
profiles. The line offers the look
and feel of granite and natural
stone at a fraction of the cost.
The Geneva edge is available in
any laminate color from major
manufacturers. For FREE infor-
mation, visit http://pb.hotims.
com/23725-252

Handpicked J
Platinum

The stones in GerrityStone’s
Platinum Collection were hand-
picked and quarried in places
such as Nova Scotia, Brazil,
Italy and Madagascar. The

rock is formed through unusual
geological events, giving each
stone its unique qualities. The
collection features stone such
as molten ember polish, pewter
moonscape and polar ice. For
FREE information, visit http://
pb.hotims.com/23725-254

www.ProBuilder.com
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INSSER(®)

[ PAINTS, CAULKS & SEALANTS | QUALITY SINCE 1849
Paint the O
* (A s

Town Red No Voot Bféa;;c—Compounds
PRIMER

S - F
PROSPEC | OR ALL SURFACES

PRO SPEC

=
Zeroed In

Zinsser was right on target:
Bulls Eye Zero is ideal

to use on all interior and
exterior surfaces. Made
with a high-performance
polymer formula, the du-
rable, fast-drying, low-odor
primer blocks common
interior and exterior stains
and hides even the darkest
S COMMow; - 2 i dark colors. It Ievellslnicely
DRIES Ny 1 HOURTI:,NS o STICKS TO ALL SURFACES K 0 fora smoot'h, flat fInI.Sh.
PNTuR, USE WITH ANY TOPCOAT For FREE information,
TG o RASE OF AGUA : % 7 visit 7;3;;:;?1;:;1‘%&
com -

=
AN

E\ !
N

%
‘t‘

3
S

WAL

L evel-Headed

Self-leveling products have a large surface-to-volume ratio, so they are prone to shrink-
ing, cracking, curling and delamination. ProSpec/Bonsal American’s EST is an addi-
tive designed to reduce the chance something will go awry. It works by controlling the
pre-cure chemical and physical reactions during the underlayment’s plastic stage where
up to 80 percent of shrinkage occurs. For FREE information, visit http://pb.hotims.
com/23725-256

Your clients want bigger windows and larger door
openings. You want cost-effective product solutions.
Our Steel Strong-Wall® shearwalls provide both.
Available in widths as narrow as 12 inches, our
engineered and pre-manufactured walls provide
some of the highest allowable loads in the industry
without taking up much wall space. With fewer anchor
bolts and fasteners, and easy access to the top and
f bottom of the wall, our Steel Strong-Wall shearwalls
f . save installers time and minimize extra costs for
k \ builders. And our Steel Strong-Wall shearwalls
WE ta e have multiple uses, including standard single-story
projects, balloon framing, such as great rooms, and

Shearwa" SOIUtiOns two-story applications.
to new hEIths Let Simpson Strong-Tie® shearwall solutions take

your projects to new heights. For updated loads,

see our new code report (ICC-ES ESR-1679)—

visit www.strongtie.com or call (800) 999-5099.
= )

| .
u’hug Simpson Stgong»ﬂe Company Inc. SSW09-B e Strong-’rle
®

Now 2006 IBC code Listed (ICC-ES ESR-1679) For FREE info go to http://pb.hotims.com/23725-14
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Two Parts for
—— Extra Gloss

Anvil Paints & Coatings rises above solvent-
ANVIL based formulas with the 1800 Two-Part Wa-
PANTS & CORTINGS ter Based Clear Urethane Concrete Sealer.
The new system is comparable to solvent-
based systems without the intense odor

or high VOC levels associated with them.
The high-gloss urethane coating exhibits
excellent wear, abrasion resistance and UV
stability. The sealer is available in one and
four gallon kits. For FREE information,
visit http://pb.hotims.com/23725-258

—
Your Shield Against Cracks

Available in two-gallon pails and applied by rollers or Rip :
trowels, USG's new Tile Membrane Adhesive provides - - DUROCK

. . e Tile Membrane Adhesive
a high-performance alternative to traditional mortars
and mastics during tile membrane installation. The
formula prevents minor cracks in the substrate from
gutting through to the tile or grout. The adhesive also
contains an antimicrobial inhibitor for increased mold
and mildew resistance. For FREE information, visit
http://pb.hotims.com/23725-257

Ut Ot mambrane o cral ok b T
mmmwwm
e s o e O

If installing underlayment and
backerboard is getting you down, let

the Simpson Strong-Tie® Quik Drive®
PROCGB screw-driving system get you
up and running. The auto-feed design
uses our collated screws for fast and
easy fastening on walls and floors, while
the extension allows you to stand up
while you work. And our wide range of
collated fasteners ensures we have the
right fastener for the job. Your next great
time-saving idea is here.

For more information visit us at

tlle lOb brln M | www.strongtie.com or call (800) 999-5099.
{0 your khees | | %

K f T ! | quik 0rive |
i s £
S

Strong-Tie

®
For FREE info go to http://pb.hotims.com/23725-15

©2009 Simpson Strong-Tie Company-tnc. QDCGBCOS



ADVERTISEMENT

PRODUCT SHOWCASE

STONE & METAL TILES BY OUTWATER

Now you can ﬁnally buy dll‘CCt from a stocking source and save! Offered as a time
and cost saving alternative to labor-intensive piecemeal fabrication, Outwater’s
100% Genuine Stone Tiles and 304 Grade Stainless Steel Metal Tiles are hand
sorted and individually adhered onto mesh style backings to create seamless inter-
locking tiles that are easy to install using traditional methods, materials and tools.

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

ARCHITECTURAL PRODUCTS BY OUTWATER

G“‘WA’!Q\ Call 1-888-772-1400 (Catalog Requests)
éé
1-800-835-4400 (Sales)
“ | Fax 1-800-835-4403
www.outwater.com
New Jersey ® Arizona ® Canada

For FREE info go to http://pb.hotims.com/23725-125

Our Surface Protection
& Dust Control Solutions

SAVE YOU

TIME & VMIONEY

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

e Lowest Prices
& Satisfaction
GUARANTEED.

SCRATCH
PROTECTION

* PROTECT TUBS, SINKS,
SHOWERS & WHIRLPOOLS

 WATER-BASED COATING
CURES TO A DURABLE
“PROTECTIVE SKIN”

I: Protective
Products

International Inc.

S fd ce Protsotion Silitions ¢ EASY-TO-APPLY, EASY-TO-REMOVE

cAaLL 1.800.789.6633

OR ORDER NOW AT

www.protectiveproducts.com

For FREE info go to http://pb.hotims.com/23725-127

Professional Builder / August 2009

Soap Dishes

Shampoo Shelves
R AR

Touletry Shelves

Shavmg Steps

Efforﬂgis lnjjiﬂatloa: Increasgd Pro_tarL * No Leak Callbacks |
For FREE info go to http://pb.hotims.com/23725-126

Every day there is a reason to visit.

>

Stimulus
Package?

www.ProBuilder.com




ADVERTISEMENT

PRODUCT SHOWCASE

Plastpro Manufactures 1 & Only Fire-Rated
& Water Proof Composite Entry System

Plastpro, Inc., a leading supplier of fiberglass
doors and comp05|te home products in the United
States, announced that it is currently manu-
. facturlng a Fire-Rated Composite Entry System
§ Series — Fire Rated Fiberglass Door and Fire Rat-
ed PF Frame. Containing a fire retardant foam
core, the doors and door frames have a War-
nock-Hersey fire rating that guarantees their
el ability to withstand high-temperature fires for
&l 2 minimum of 20 minutes. We are the 1st and
only fiberglass door manufacture that provides
not only fire rated but water proof entry system.
www.plastproinc.com
Ph: 1-800-779-0561

For FREE info go to http://pb.hotims.com/23725-128

Staron® Adds New Colors to
Tempest Lme

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

RSIC-1®° SUSTAINABLE
CONSTRUCTION SYSTEMS
SAVE MONEY & GO GREEN

MADE IN USA
WITH RECYCLED MATERIALS

The Proof Is In The Testing, Don’t Be Fooled.

©2009 PAC International, Inc. All Rights Reserved.
(866) 774-2100  Fax (866) 649-2710 * www.pac-intl.com

For FREE info go to http://pb.hotims.com/23725-129

—

For FREE info go to http://pb.hotims.com/23725-130

What is

Green?

www.ProBuilder.com
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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

o
v

Custom Quotations:

800-963-3060

elton..

lassics

Incorporated

1.800.872.1608

WORTHINGTON

Your Only Source For Fine Architectural Details

Builder’'s MarketPlace

GUPOLAS & LOUVERS

CONCEP 7

A7 ZedT WWW. NewConceptLouvers com

For FREE info go to http://pb.hotims.com/23725-202

Factory D1rect
Wood FIoorlng

=
//“ Same Day Shipping
Over 1M sf in Stock
|

Toll Free 1-888-552-966 3
Country Wood Flooring

For FREE info go to http://pb.hotims.com/23725-203

VECTOR ARTS

HITECTURAL RENDERINQ‘,‘SERMICE »

-/Acb\/:\/ﬂa\
prEE L e

e
M|d market homes rendered for $ﬂ.é:§@

Phone: 616-364-6000
www.vectorarts.com

|
“_
“" ' t ’ t ' ’ t ’ | For FREE info go to http://pb.hotims.com/23725-204

deitrl Halugisidag

Ce J// for u FREE Caialoy

www.WorthingtonMillwork.com

Jacksonville, FL

For FREE info go to http://pb.hotims.com/23725-201
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Builder’'s MarketPlace

”Construction
Contract Writer

Bulletproof
Your
Contracts

Do your contracts have all the
disclosures that your state laws
require?

Most states have enacted stringent
new contract laws to protect home-
owners.

If your contract lacks certain
disclosures required by state law, you
might be liable for fines and your
contract won'’t hold up in court if you
try to collect on what you‘re owed.

Construction Contract Writer lets

you:

I Create a customized, state-legal
contract for each job.

I Resolve key issues in your favor.

I Set the bias of each contract.

Updates are free for a year after
purchase.

I would say you’ve done your
homework. Thank you for the
opportunity to try the program
before purchase.

Well worth the price”.

-- DBS Construction [Craftsman

Fullerton, CA | N |
1=}

Craftsman Book Co. [ Slaled |

www.constructioncontractwriter.com
www.craftsman-book.com Use
promo code pb809 and save $10.

COLUMNS
-POLYURETHANE
-FIBERGLASS
-POLYSTONE
-WOOD

BALUSTRADES

-FIBERGLASS
-POLYSTONE

HDP MOLDINGS
HDP NICHES

“Wow! | can’t find anything left out.

www.columnsandbalustrades.com

For FREE info go to http://pb.hotims.com/23725-206

Save Space ¢ Save Energy ¢ Reduce Fire Hazard

Finish the Laundry Right

RS

o2 MY Ern X
®

Safely Collect Flex Exhaust Hose

Neatly in the Wall Behind the Dryer
888-443-7937

|

B

www.Dryerbox.com

/—‘—_Technologies Inc

For FREE info go to http://pb.hotims.com/23725-205

www.ProBuilder.com

For FREE info go to http://pb.hotims.com/23725-207
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Builder’'s MarketPlace

i Lo deserve Buy :
rofessional Solutions = :
|/
Cal‘pt s
Direct "'""" , -,"”“*‘38-7811;52622

Dalton Paradise Carpet POBox 2488 Dalton,Ga 30722

NO WASTE

vision
« Construction Documents
« 3D Models

sl TWeonpany

X Are you sti cuttlng up sheets of
+ Framing plywood/OSB? Lots of material,

. . lots of time. Assemble what you need.
- Bill of Materials NO WASTE, incredibly fast!

+ Graphics Quick Qurve Plate

» Manufacturing Links ORDER DIRECT

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

“ABi,
POl
23 04,0 EP <

Tel 866.443.3539 Fax 405.996.5353
www.flexabilityconcepts.com

For FREE info go to http://pb.hotims.com/23725-210

Every day there is a reason to visit.

-
— .Stimulus

« Powered by Autodesk Technology 9

« Efficient Workflow and Processes a C a g e =

« Accurate Intelligent Models

For FREE info go to http://pb.hotims.com/23725-208
Professional Builder / August 2009 www.ProBuilder.com




Builder’'s MarketPlace

Aluminum Steps Out

© 5 baluster options

e Available in 6' and 8' lengths

o Black, Bronze or White

o Limited lifetime warranty Superior Plastic Products, LLC
o Optional post caps & trim rings See us for vinyl railing too!
o Step railing sections also available  RUAI IO R (ol IR X))
e Sold in easily shipped boxed sections sales@superiorplastic.net

New Holland, PA 17557
888-704-7130

Fencing & Kennels, LLC www.keylinkfencing.com
A Division of Superior Plastic Products, LLC sales@keylink‘lencing.net

5727

For FREE info go to http://pb.hotims.com/23725-211

M-42 Bi-Metal—
BOTH Edges

8% Cobalt

TPI Configurations:
7x7 o 7x10 * 10x14
All Configurations

Available in All Sizes:
6" 8" 10!1

BUILD IT
TOUGH.

1 AT
N ANE EARTT
ORTHETOUGHES ]OBSO P

C—

For FREE info go to http://pb.hotims.com/23725-212 For FREE info go to http://pb.hotims.com/23725-213

www.ProBuilder.com
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Builder’'s MarketPlace

Fill, bond, and laminate
o Tt the ultimate in outdoor
AZEK" Trimboards! %W ipﬂ%ﬂ accent lighting
‘ = Solar Post Caps
The ultimate in solar accent lighting. Ideal for PVC, wood, steel

and aluminum railings, fences, mailboxes, walkways and patio
tables - anywhere u soft accent light is desired.

NEW
- ITEM .

<& - E }

TrimBonde¥
Bonding System Imperial Colonial Classy

) . - 3"x3"/ 2.5"x2.5" / 2"x2" 4"x4" 5"x5" / 4'x4" / 3.5"x3.5"
Fills nail holes, joints, and gaps A, AR PVC
quickly and permanently

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

Easy to use, fits standard caulking gun E 3
w T4
wn g

’
m Regal Prestige Majestic

Construction Products Group 4"x4" 6"x6" / 5"x5" / 4"x4" / 3.5"x3.5" 5"x5"
1-800-933-8266 PVC Copper, PVC PVC
AZEK is a registered trademark of Vycom Corporation. NO MRING Kl”gs](lllgzyﬂ?)Iggglq\gg”{;&il

Devcon and TrimBonder are registered trademarks of lllinois Tool Works.
©2006 ITW Devcon. Al rights reserved. Long life AA NiCad rechargeable batteries included Phone: 1-866-460-4604

Patents # DA60570', 16,581,335 B2 WWW.][QHCQCGPS. com Fax:1-519-733-9615

For the location of

your nearest dealer visit: For FREE info go to http://pb.hotims.com/23725-216
www.trimbonder.com

For FREE info go to http://pb.hotims.com/23725-214

Ca ba naS are flexible-use structures for

poolside or, resort settings. Design and price online
using Vixen Hill's proprietary auto-design system.
Order factory direct.

e &1 L
S

VixenHill.com / 800-423-2766

For FREE info go to http://pb.hotims.com/23725-215

$; Stimulus
Package?
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sa Ies For FREE information, go to http://profbuilder.hotims.com

General Manager, Reed Construction Media Company Page # Circle # | Phone Web Site
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dhorowitz@reedbusiness.com

Bank of America C-3 800/344-9403
Group Director - Sales/Busi D | it
Tony Mancini, 610/688-5553
armancini@reedbusiness.com BrassCraft 10 6 248/305-6000 http://pb.hotims.com/23725-6
Director — E-media Soluti
Shannon Darmody, 630/288-7963 Cadsoft Corporation 7 4 888/223-7638 http://pb.hotims.com/23725-4
shannon.darmody@reedbusiness.com
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Director - Western Region
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numbercrunch)

Think
about it

1.53B

says older generations
will be forgotten? The
U.S. Census Bureau
predicts the world’s
65-plus population
will be 1.53 billion

in 2050, according

to the U.S. Census
Bureau. Young
whippersnappers —
those under 15 — are
expected to increase
in population size by
only 6 percent.

8.2%

That’s how much the
population of New
Orleans grew in 2008.
The 8 percent growth
rate made it the
fastest-growing large
city in the U.S. last
year, according to the

U.S. Census Bureau.
The New Orleans
population is up since
Hurricane Katrina, at
almost 312,000, but
still falls below the
pre-Katrina estimates
of almost 485,000.
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S1.2T iire U.s. invests $520 billion in

improving energy efficiency in homes — including

basics such as sealing air ducts — the country has the

potential to save $1.2 trillion by 2020, consulting firm McKinsey
reports. That would be an energy savings of about 23 percent.

1 9 Nationwide, 19 communities have not faced declines

in construction employment, according to an Associated General
Contractors of America study that spanned June 2008 to June 2009.
Construction employment increased in 10 cities of the 352 metro
areas studied.

2-5 °/o There are fewer unoccupied homes out there: the
homeowner vacancy rate dropped to 2.5 percent in the second
quarter, according to the U.S. Census Bureau. That’s the lowest level
since 2006.

$1 4-2M The buyers of Orchid House, a property in the
United Kingdom said to be the most expensive green home ever
sold, bought the home for $14.2 million, reports WebEcoist.com.
That works out to approximately $6,000 per square foot.

40/0 The percentage of clients who want more square footage
in their new homes this year is 4 percent, compared with 16 percent
in 2008, reports the American Institute of Architects.
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likes being prepared.

At Bank of America Home Loans, we can help transform your excited clients

into fully informed borrowers. So the loan process can go more smoothly,

and your clients can close on time.

 Clarity Commitment™—a one-page loan summary written in plain language
so your clients understand what they’re getting.

* Home Loan Guide — a new interactive experience that helps prepare your
clients by guiding them through affordability, loan options and process.

* Mortgage loan officers — experts in thousands of locations across the country

who are ready to serve your clients whenever and wherever they need us.

Bank of America %2> Home Loans

Bank of Opportunity

See yourlocal Bank of America mortgage Ioanloff‘icer,-
call 1.800.344.9403 or visit bankofamerica.com/homeloans

The Clarity Commitment is provided as a convenience, does not serve as a substitute for a borrower’s actual loan and is not a i to lend. should become
fully informed by reviewing all of the loan and disclosure documentation provided.

Bank of America, N.A., Member FDIC. & Equal Housing Lender. Credit and collateral are subject to approval. Terms and conditions apply. This is not a commitment to lend. Programs, rates,
terms and conditions are subject to change without notice. © 2009 Bank of America Corporation. AR81425




THE RIGHT VEHICLE SAVES HIS BUSINESS MONEY. WE SHOW HIM HOW.
OUR EXPERTS HELP HIM CHOOSE FROM A WIDE SELECTION OF VEHICLES. MANY ARE WORK-READY, SO
DOWNTIME CAN BE AVOIDED. WE CAN DO THE SAME FOR YOU. Professionally-trained staff. Work-ready vehicles.

Extended hours. Expanded service bays. gmbusinesscentral.com
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