NOVEMBER / 09

MEASURE THE RIGHT
METRICS 3

B

1 HALLENGE. INSPIRE’INFORM. / wi4w
|

'/m"_ | i |

o

® BUILDER OF THE YEAR:
IDEAL HOMES

Strength

I The three owners of Ideal Homes (left to right),
{ vf‘ Gene McKown, president of development;
Todd Booze, president of construction; and

éﬁ' Vernon McKown, president of sales
' Photo: David McNeese/Getty Images
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Control costs, communicate with remote workers
and access building codes from jobsites.
Helping your crew break new ground.

Make your business instantly more productive with America’s Largest Push to Talk coverage area, and you'll also
get America's Most Reliable Voice Network. Plus, add Field Force Manager and you can locate field workers,
quickly dispatch teams and log-in work hours on site. Wireless solutions constructed for your business.

Add Push to Talk for only $5
a month on any Nationwide voice plan and
choose from our great selection of phones.

Verizon Wireless 8975

FREE

($99.99 -$50 instant credit -$50 mail-in
rebate debit card with new
2-yr activation)

Call 1.800.VZW.4BIZ Click verizonwireless.com/construction

Activation fee/line: $35.
IMPORTANT CONSUMER INFORMATION: Subject to Customer Agmt, Calling Plan and credit approval. Up to $175 early termination fee, and other charges. Offers and coverage, varying by service, not available everywhere. Shipping charges may apply. Coverage not available
everywhere. See verizonwireless.com for details. ©2009 Verizon Wireless.

For more info, go to HousingZone.com/PBinfo and enter # 23728-2
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Editorial Director Paul Deffenbaugh spotlights Ideal Homes’s leadership in energy
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TALK BACK— To us. To your
fellow readers. To the housing
industry. When you read
stories, watch videos and listen
to interviews at HousingZone.
com/PB, you have the ability
to share your thoughts and
interact with comrades. Got
something to say? Get it off
your chest; you can find our
Talk Back comment boxes at
the end of each article.

Turn the page for highlights
of recent features on
HousingZone.com/PB.




viega High quality and
innovative technology

Viega’s Climate Panel®
Radiant System is
the ideal radiant floor

heating solution.

Climate Panels are the easiest and
cleanest way to install a hydronic
radiant floor heating system.

¢ Easiest installation: lay down up
to 14 square feet at once; installs
over any subfloor; easy to carry
lightweight bundles

¢ No mess/no waiting: no need to
schedule pours or waiting for
concrete to set

¢ Lightweight: no need to reinforce
floors; covered area weighs far
less than concrete

o Versatile: installs over any
subfloor in new or retrofit
applications; adds only 1/2"
to total floor height

As a systems solution provider,
Viega provides everything you
need. This includes components,
technical support services, systems
design and CAD layouts for ease 2
of installation. ] ; \ . R o

Discover how Viega ProRadiant

heating technology will maximize . »
customer’s satisfaction. Visit

www.viega.com or call

1-877-843-4262.

Viega... The global leader in plumbing and heating systems.

ProPress® System Climate Panel® System Snap Panel® System Climate Trak® System Slab on Grade Pure Flow® System

WWW.VIEGA.COM 1-877-843-4262
For more info, go to HousingZone.com/PBinfo and enter # 23728-3
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HousingZone.com/PB is a portal to all the housing informa-
tion you need. Our site links you to today’s home building
news, expert blogs and more. Here’s what you can see now:

Online-Exclusive Reports: Home-Buyer Tax Credit News
We scour the Internet and produce our own exclusive reports to explain the latest news about
the home-buyer tax credits. Check our Hot Topics page on the Stimulus Package regularly.

Chinese Drywall Online-Exclusive Reports
Stay abreast of the latest developments in the growing controversy via staff reports and news

from our national wire sources.

My Two Cents: A Design Blog

As our senior editor of design, Susan Bady is privy to a host of design news, ideas and inspi-
ration, and she backs it up with a burst of passion regularly on her blog, My Two Cents. Check
out her latest observations at www.HousingZone.com/blogs and leave a comment as well.

Video: Behind the Scenes on an Energy Audit
Ever wonder what goes on during an energy audit? Products Editor Nick Bajzek joined an
expert in the field and recorded it all on video. Find it on his blog, The Product Guy.

Product of the Day

So many products, so little time — but Nick’s got you covered. Products Editor Nick Bajzek
chooses a product to feature almost every day. Make a stop to the Product of the Day tab part

of your daily Web browsing routine.

Press Releases from Across the Industry
There aren’t enough hours in the day to report on all the news that comes across our desks.
But we don’t let that information go to waste. Check our Web site for news straight from

industry sources.

contact us

Editorial Submissions

letters to the editor

Send to

2000 Clearwater Drive, Oak Brook, lll. 60523

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

Subscriptions

correct, remove or add a
subscription

Subscription department,
subsmail@reedbusiness.com or call
800/446-6551
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Back issues are available one per customer.
E-mail dawn.batchelder@reedbusiness.com

reprints

The YGS Group > Jeanine Pranses,
jeanine.pranses@theygsgroup.com or call
717/ 505-9701, ext. 136

Special Projects

annual report on housing’s giants
Visit www.probuilder.com/giant400 or email
GIANTS400@reedbusiness.com to request a survey.
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annual buyers’ guide
Send inquiries to Gwen Kennedy at
gkennedy@reedbusiness.com or call 630-288-8440

Conferences and Events
benchmark

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

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

Awards

best in american living award

Visit www.probuilder.com/bala or e-mail
jbrociek@reedbusiness.com for more information.

builder of the year
Visit www.probuilder.com/builderoftheyear for more
information.

avid award presented by
professional builder

Visit www.probuilder.com/avidaward for more
information.

national housing quality awards
Visit www.probuilder.com/nhq for more
information.
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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

Q\ Reed Business Information..




perspective

Wily Pilgrims

Ideal Homes shows
leadership role in
the energy-efficient
housing frontier, and
for that they get our
nod as Builder of the
Year.

Home builders who can deliver energy-

efficient homes have a huge competitive huge competitive advantage. That
advantage. edge comes at a time when build-

www.HousingZone.com/PB

son,” that is imminently memorable. When Johnson moves to the Rockies to es-

cape memories of the Mexican-American War, he encounters a wily old mountain
man who takes him under his wing. In this scene, the mountain man presses Johnson on
his wilderness abilities by asking him, “You know how to skin griz?” Johnson assures him
he can handle the job. Moments later, after much yellin’ and whoopin,” the wily Mountain
Man delivers to the snow-bound log cabin a very live, angry Grizzly bear. Jumping out the
window, he yells at Johnson who is still in the cabin, “Skin that one, pilgrim, and I'll get
you another.” Ah, the wacky fun of Mountain Man humor.

What's this got to do with home building? When the sales staff starts selling energy
efficiency, they are delivering a live, angry bear to the production staff to skin. Energy
efficient homes require so much tighter control over the production process that just
handing off the requirements of the construction to the production staff will not get the
job done. There need to be other controls in place, such as training and strong relations
with the trades.

The Professional Builder Builder of the Year, Ideal Homes of Norman, Okla., has been
constructing energy efficient homes for nearly two decades. What began as a simple dif-
ferentiator of putting in SEER 10 systems against the competition’s SEER &, has grown
into a sophisticated construction process that includes clear scopes of work, and strong
support and communication for the trades doing the work. The insulation contractor
knows exactly what and how to insulate the home according to Ideal Homes standards.
They have spent countless resources and hours over many years to get to the point where
the building envelopes are tight and tidy.

What I see happening in the industry today is that the demand for energy efficiency is
increasing and home builders who
have been delivering the goods for
years, such as Ideal Homes, have a

There is a scene in the eminently forgettable Robert Redford movie, “Jeremiah John-

ers are desperate for any bit of
sparkle to catch a buyer’s eye. The
sparkle of energy-efficient housing though, doesn’t just fall out of the sky over night.

Developing the systems, writing the detailed scopes of work, learning how to sell the
product, all require years of development to ensure success. At a time when we desper-
ately need to enact these changes in our industry, we need leading companies such as the
wily Mountain Men of Ideal Homes to help show the way.

AR D il s

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

Lending Your Clients a Hand

Your clients are looking for million at a time when others have
transparency and clarity in reduced their limits or exited the
the home lending process. Bank  market entirely. As a result, they
of America Home Loans has built  have led the industry in jumbo

its brand promise to meet that loan originations since the fourth
need by committing to always be  quarter of 2008.

a responsible lender and fo help
create successful homeowners. Bank of America Home Loans is

committed to helping Americans
They also continue to -
demonstrate customer
commitment by
actively lending in this
challenging economic
environment. In the first
nine months of 2009,
Bank of America Home
Loans generated more
than $290 billion in first
mortgage production
— helping more than
1.3 million Americans
purchase a home or

save money on a home they realize the goal of homeownership
already own. — responsible and sustainable
homeownership — and are here
Bank of America has also to support you in your work to
leveraged the power of their make that goal a reality for your

balance sheet to meet customer  clients. Check the sidebar at right
needs in areas where the market  for several fips o help your clients

has seized up. For example, they  move more smoothly through the
have increased limits on jumbo lending process:

loans from $1 millionto $1.5

Bankof America
>
Home Loans

Bank of America, N.A., Member FDIC & Equal Housing Lender © 2009
Bank of America Corporation. Credit and collateral are subject to approval.
Terms and conditions apply. This is not a commitment fo lend. Programs,
rates, tferms and conditions are subject fo change without notice. AR93314

Tips for Helping Your
Clients Prepare for the
Home Loan Process

Online Resources

To understand lending criteria and how a
home loan fits into an individual borrower’s
overall financial picture, have your clients visit
Bank of America’s Home Loans Guide,

part of their interactive Web site at
bankofamerica.com/homeloans.

The inferactive guide walks customers
through the entire home loan process — from
under-standing affordability through loan options
to the loan process itself. Designed to demystify
the lending process, this fool educates consumers
about the true costs of becoming a homeowner
so that customers can better defermine how much
home they can reasonably afford.

Credit

A higher credit score increases a lender’s
confidence in the borrower’s ability to pay back
a loan and make payments on time. Paying bills
on time and keeping debt low helps achieve

a strong credit score. It's a good idea to keep
your credit card and other loan payments — not
including rent or mortgage — at less than 20
percent of your net monthly income. Your clients
can request a free credit report each year from
the reporting agencies.

Savings

How much savings one has also plays a key role
in determining the loan amount for which your
client may qualify. Tightening budgets and saving
wherever possible will help prepare for the costs
associated with buying a home, such as the
down payment. A higher down payment shows
the lender greater commitment to the home, and
your client will borrow less, and therefore pay
less interest over the life of the loan.

Purchasing a home is one of the biggest
decisions an individual makes. By working with
a responsible lender and helping your clients
better understand their finances they will thank
you, knowing the home they buy is one they can
responsibly afford and enjoy with confidence.



Visitors to the Solar Village
on Washington, D.C’s,
National Mall learned that
homes powered entirely

by the sun can be livable,
buildable and marketable.
The U.S. Department

of Ene

g Grasre. Ak _
Photo: Stefano Paltér U.S. Department
of Energy Solar Decathlon

INSIDE

John Rymer on measuring sales success

[page 13 ]
Why Ideal Homes is the 2010 Builder
of the Year [ page 14 ]
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NATURAL
ALLIES

I'm always on the lookout for new, more sustainable ways to design
and build. That's why | specify EcoBatt® Insulation from Knauf for

my projects.

Knauf EcoBatt Glasswool gives me the same optimal performance as
all their insulation, but it's more sustainable...thanks to its abundant
and renewable raw materials, high post-consumer recycled content
and ECOSE® Technology.

Knauf's revolutionary new ECOSE Technology is a binder with a
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lower embodied energy. It is based on rapidly renewable bio-based

materials—eliminating the non-renewable petroleum-based chemicals
such as phenol, formaldehyde and acrylics found in traditional fiber

glass insulation.

With my focus on sustainable building, EcoBatt Insulation is the natural

fit for my projects.
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For more information call (800) 825-4434 ext. 8300

or visit us online at www.knaufinsulation.us

KNAUFINSULATION

it fime o save enav(ﬂ

For more info, go to HousingZone.com/PBinfo and enter # 23728-5
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[ DATA TRACKING ]

Measure Sales Success
the Right Way

A breakdown of what to focus on

¥ By John Rymer, New Home Knowledge

o0 you have a process
to measure the suc-
cess of your sales

team? If your answer is ac-
tual sales versus budget,
that's certainly an important
starting point. But in an en-
vironment where budgets
are often obsolete before the
ink is dry, measuring sales
performance may be better
served by a more sophisti-
cated approach.

Don’t over-stress about the
validity of data; focus on the
trend. While no one wants
to rely on questionable traf-
fic levels or misleading sales
comparisons, too often the
meaningful answer can be

misrepresentation but rather
fuzzy definitions of what you
think you are reviewing. How
do you count “be-backs?” If
the same customer comes
back to your sales office three
times in a week, is that count-
ed as three “be-backs” or one?
It often depends on who you
ask. Are your competitor’s
year-to-date sales based on
gross or net of cancellations?

Slice and dice the sales
process and look for mea-
surements of each segment.
While traffic-to-sales ratio is
the base line measurement
of the new home sales indus-
try, in today’s more sophisti-
cated environment, it doesn’t

In an environment where budgets are often
obsolete before the ink is dry, measuring

sales performance may be better served
by a more sophisticated approach.

found in the trend rather
than the absolute numbers.
If traffic-to-sales ratio is de-
clining, it’s more than likely
that any underestimating of
traffic was also present when
ratios were higher.

Define statistics clearly.
A lot of bad sales data is re-
ally not the result of outright

provide enough insight on
the entire sales process.
Begin with customer ac-
tions that occur before a
prospect walks in the door.
Measure the ratio of Inter-
net leads, phone calls and
on-site visits. A sales team
that doesn't count leads
and phone calls most likely

doesn’t understand the im-
portance of these actions to
gaining a sale.

Analyze total traffic-to-“be-
back’-traffic ratio. It's one
of the most important and
yet least analyzed ratios. Too
few “be-backs” means you're
not making the first cut with
visiting prospects. Lots of
“be-backs” with fewer sales
means you've either got the
wrong sales professionals or
you haven’t given them the
necessary closing tools.

Track sales-to-cancellation
ratio (sub-set out mortgage
related cancellations). A low
ratio may indicate a sales
team that is too timid to ask
for the order. A high ratio
is often indicative of pushy
sales professionals who fail
to provide full details of the
transaction or are less than
empathic to the underlying
needs of the buyer. PB

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

Track
this
‘BE-BACKS’-TO-
SALES RATIO

If you are seeing
returning visitors
without seeing sales,
your sales team
might not be up to
the task or perhaps
lacks the proper
closing tools.

BROCHURES
USED VERSUS
RECORDED
SALES TRAFFIC
Yes, sales traffic

can be prone to
manipulation. A good
check is to monitor
sales brochures
distributed to a
community and
compare it to
recorded sales traffic
over an extended
period of time.

PRIOR PROSPECT
FOLLOW-UP
SURVEYS

A simple phone
survey can
determine if your
sales agents are
following-up with
prior customers.
Specify the type of
follow-up, too.

A
ﬁ‘ www.HousingZone.com/PB

%N\_\NE
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[ BUILDER OF THE YEAR ]

Cnergetic

Ideal Homes,
our 2010
Builder of
the Year,
offers lessons
in energy
efficiency,
finances

and quality
control.

Professional Builder / November 2009

ISCI

By Paul Deffenbaugh, Editorial Director

Ipline

Talk with Gene McKown and your conversation will be spiked with
terms such as leverage ratio and non-recourse financing. These
are surprising terms for a self-described “poor country boy” who
is a charity auctioneer, graduated with a degree in agriculture and
was raised on a dairy farm in Oklahoma. But they’re also the lan-
guage of one of the three owners of Ideal Homes, Professional Build-
er’s 2010 Builder of the Year. In partnership with his son Vernon
McKown and Todd Booze — Vernon’s best friend from college —
the three men have built a quiet dynamo in Norman, Okla., serving
the entry-level market and first move-ups with a smart blend of qual-
ity assurance, customer satisfaction and energy efficient housing.

There’s a reason McKown speaks so comfortably in such language.
He has served on the board of directors of a bank, owned in his young-
er years a huge real-estate brokerage firm and was commissioner of
the Oklahoma Department of Commerce. Financial terms are his
language of choice. But for Ideal Homes the words of finance are writ
deeper than that, and they represent the discipline that underpins the
company. Let McKown explain why. “I had saved $10 million by the
time [ was 40,” he says, “and between age 40 and 44 I lost it all, and
lost my home and went through bankruptcy.”

www.HousingZone.com/PB



“fﬁ AN IDEAL MANAGEMENT TEAM Vernon McKown (left to
right), president of sales; Brian Rice, vice president of
operations; JaRee Stambeck, CFO; Russ Gammill, vice
president of purchasing; Gene McKown, president of
development; Todd Booze, president of construction

Photo: David McNeese/Getty Images
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— 1 BUILDER OF THE YEAR |

An event like that will change a man. In this case, an event
like that will be the reason Ideal Homes is surviving this re-
cession and earning our top honors. Here’s how.

Financial foundation
s Gene emerged from bankruptcy
(within 5 years, he had settled all
his debts), he went into partnership
with Vernon and Todd, who were
just emerging from college. The two
young men had built two houses in
their senior year, Vernon held his Re-
altor license and the three of them be-
came equal partners in Ideal Homes.
At the outset, there were some unique elements to the com-
pany designed to prevent the kind of mishap that had befallen
Gene previously. The partners agreed to a covenant that none
of them could hold any personal debt. No credit card debt. No
car loans. No mortgages.

Among other constraints are keeping leverage ratios for the
home building company at 2:1 and for the land company at
1:2. They have almost no debt on land and their goal is to have
no debt on specs. In today’s market, part of the reason for
those low ratios is the lack of capital. Banks just don’t want to
lend — or can’t — and Ideal Homes has always grown from
reinvestment of capital into the company.

Having Gene sit in the office is also a visible reminder to
the younger men that home building entails plenty of down-
side. “We feel like we have enough at risk from stuff we're
partners in,” Gene says, “that we don’t need to be out here
borrowing money and doing foolish things on our own.”

In its first year, 1991, Ideal Homes sold 27 houses. In its

second year, they sold 97, and in the third 115. From the be-
ginning, duties were divided among the three owners in the
same way they are today. Gene McKown is president of de-
velopment; Vernon McKown, president of sales; and Todd
Booze, president of construction.

The fiscally conservative management has probably con-
strained Ideal Homes’ growth a bit, but it has delivered other
benefits. Says Gene: “We have been really fortunate for 20
consecutive years to take our 1o percent discounts every
month without fail.”

Culture of discipline

Building a company on the rock-solid foundation of finan-
cial control while helping to stave of failure does not guaran-
tee success.

Success requires a company culture that is devoted to im-
provement. At Ideal Homes, that quest is more mundane than
quixotic. “I think everybody looks for the silver bullet in design
or whatever’s fancy — how they can set themselves apart from
other people,” Todd Booze says. “Yeah, you've got to do some of
that, but it really comes back to the basic fundamentals of build-
ing houses. You just keep trying to get better. It's an attitude of
trying to help everyone around you get better — our trades and
our vendors and our customers. We're building quality of life
for all these people and helping their businesses grow. If we're
doing that, we're going to get where we want to be.”

Any conversation with the owners and managers invariably
leads to discussions of luck. “A rising tide raises all boats,”
says Vernon. And the culture of the company fits that mod-
esty, where employees are sought out and encouraged to just
keep their heads down and do the work. A lot of people talk
about how their most important asset is their people. The Ideal

Ideal Homes’ Path to Energy Efficient Homes

Build Health House

demonstration home

Install Seer 10 HVAC
system against market
standard of SEER 8

Build first Energy Star

home

ASK ABOUT
ENERGY S

Professional Builder / November 2009

Join Department Begin participation

of Energy Building in LP Engineer for

America program Life program and
later switch to Masco
Environments for
Living program

www.HousingZone.com/PB



Homes owners and managers put the truth to that statement.

After their initial growth period, the owners and managers of
Ideal Homes recognized they were doing okay, but not doing as
well as they should. So, in 1997, when they were building about
200 houses a year, they brought in Chuck and Emma Shinn of
Shinn Consulting of Littleton, Colo., for a two-day audit. “We're
expecting this glowing report card. ‘Aren’t you guys a bright
shiny penny?”” says Vernon. “Chuck starts off nice and sweet,
and then says, ‘I'm really glad I got to come down to meet you
guys. You're a bunch of really nice guys, and I'm glad I got a
chance to meet you before you go broke.””

To this day, Ideal Homes has the 32-point performance
benchmarks Shinn laid out for them still posted on the board
of their conference room — laminated. And they began work-
ing on improving their performance in each of those 32 areas.

Turning to outside experts for help didn’t start with Shinn,
and it certainly didn’t end there. (See sidebar, “The Outsid-
ers.”) They have hired a Boy Scout troop’s worth of consul-
tants to help them improve and refine every process, from
building healthy houses to tightening sales procedures to es-
tablishing improved trade relations. The concept is simple.
Why invent something that is already invented.

robably the best example of a discrete
process within Ideal Homes that uses
this idea is the hiring process. Vernon
reports that turnover was higher than
they wanted, and they recognized that
they needed to address the hiring pro-
cess. In 2000, the company began a
new hiring process based on the book,
“Topgrading: How Leading Companies

Start guaranteeing utility Vernon McKown is Board

bills for heating and air President for the Energy and
conditioning Environment Building

Association for two years

www.HousingZone.com/PB

IN THEIR OWN

WORDS

HEAD ONLINE
Win by Hiring, Coaching T \WAAWV.
and Keeping the Best Peo-
ple,” by Bradford D. Smart. HOUSINGZONE.
Every hire is an 11-step pro- COM/PB TO LISTEN
cess that begins with the = TO GENE MCKOWN'S
hiring manager’s complet- ~ THOUGHTS ON
ing a requisition form and
ends with the New Hire THE RELATIONSHIP
Orientation. Under each ~BETIVWEEN ENERGY
step are bullet points, de- = EFFICIENCY AND
scribing who is responsible - CUSTOMER
for which action.

Most notable, though, is SATISFACTION

the interview process, Step AND TODD
No. 5. It is further broken = BOOZE DISCUSS
down into four steps: pre-  FOCUSING ON THE
screen interview, work FUNDAMENTALS

history interview, compe-

tency-focused  question

interview and in-depth reference check interview. Just one of
those steps — the competency focused question interview —
involves a series of five people interviewing every candidate
for every position from truck driver to vice president. “We'll
spend five hours with them,” says Booze, “literally interview-
ing them on certain competencies that we’ve identified as be-
ing important.”

The result of this effort is not a Stepford-type team that
marches in identical lock stop. A key component for Ideal
Homes is to identify varied personalities and viewpoints to
make a more complete team.

Once on board, team members find considerable benefit
through the company profit sharing plan. “We dole out a

Build Zero Energy demon- Adopt Department of

Energy Builders Challenge

stration home

November 2009 / Professional Builder
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— BUILDER OF THE YEAR ]

point and half to two points of our net profit out in the form
of profit sharing,” says Vernon.

That wherewithal comes from efficiencies gained from
implementing systems and process that moved the bottom
line a couple of points and the top gross margin several
points as well.

Leadership in energy efficiency
Il of the Ideal Homes people talk
about how what they do is basic
block and tackling. They look out-
side their company for people who
do things better, and then they use
their ideas. It is a modesty that
should be admired. But in one area,
they are at the forefront. In terms
of building energy efficient houses,

Ideal Homes is setting industry standards. Current Ideal

homes deliver 36 percent below the code-built house on ener-

FEEEERRRRRRRRRRE R T —
The Outsiders

One of the great things about quality organiza-
tions is that they don’t pretend to know everything.
They also engage in active learning. Owners and
managers of Ideal Homes read one management
book every quarter, and the company has made a
habit of turning to people who are experts in their
areas. Any conversation with an owner, manager,
or employee will scare up a reference to a book or an
outside expert.

These are just some of the books and names we
heard during the course of our interviews.

Books

“Master the Rockefeller Habits: What You Must Do
to Increase the Value of Your Growing Firm” — Verne
Harnish

“The Great Game of Business” — Jack Stack

“Good to Great: Why Some Companies Make the Leap ... and
Others Don't” — Jim Collins

“Topgrading: How Leading Companies Win by Hiring, Coach-

ing and Keeping the Best People” — Bradford D. Smart
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gy performance, which is at a level twice as efficient as Energy
Star standards. Vernon believes 50 percent below code is just
around the corner. “We're not spending a ton of money. Every
year we ask ourselves, “What would it cost us to strip all the
energy performance out of the house?” You're talking $3,000.
What customer in his right mind wouldn’t spend $3,000 to
save $1,000 a year?”

It was that sense of what the customer wanted that started
Ideal Homes down the road to energy efficiency. It began in-
nocently enough, when their HVAC contractor approached
them about installing SEER 10 systems when most of the
competition was using SEER 8. That simple change allowed
Ideal Homes to market their homes as more energy-efficient,
which became a differentiator. “We started telling customers
our houses come with a SEER 10 air conditioner that operates
for 25 percent less,” says Vernon. “We told somebody to pay
me an extra $250 and save 25 percent on your air condition-
ing bill, and they all bought it. And we were kicking the other
guy in the pants.”

e Greac | 1 LLLLLLELEELELEENELELEENELEEEELEEEELEL |

Consultants

Chuck and Emma Shinn, Shinn Consulting
Group — performance management

Steve McGee, Unify International — trade
relations

Carol Smith — customer satisfaction

Woodland, O’Brien, Scott — customer satisfaction

Paul Cardis, Avid Ratings — customer satisfac-
tion

Troy Schrock, Gazelle Group — strategic planning

Kelly Parker, Guaranteed Watt Savers — energy
efficiency

Sam Rashkin, National Director of Energy Star
— energy efficiency

Kathleen Guidera, Health House Advantage, now
Executive Director of EEBA — healthy houses

Mark LaLiberte and Building Better Homes
— building sciences

Joe Lstiburek — building sciences

Bartell & Bartell — personality testing

www.HousingZone.com/PB



That lasted for most of the 'gos, until they
learned about Energy Star in 1996, when
they began adding other elements of energy
efficiency such as tightening the envelope.
From then on, every home they built met En-
ergy Star standards. Further refinements fol-
lowed, including building a Healthy House
demonstration home, but the competition
was following hard on Ideal Homes’ heels.
In fact, today more than 6o percent of the
permits in the Oklahoma City market are for
Energy Star homes. “We have a huge pen-
etration here,” says Vernon. “And I'd like to
think that Ideal Homes has a lot to do with

COMPANY PROFILE

IDEAL HOMES

NORMAN, OKLA.

An entry-level and first-move-up
builder serving the Oklahoma City
metro area with 15 communities and

five product lines ranging from 1,000

square feet to 3,250 square feet

and priced between $110,000 and
$320,000

FOUNDED: 1990

2009 PROJECTED CLOSINGS: 300
2009 PROJECTED REVENUE:

$50 million

CUSTOMER SATISFACTION RATE: 95%

the association. This two-pronged attack,
a drive to differentiate in the market based
on energy efficiency and an ability to con-
trol production to such tight degree that
the company can deliver on promises is
what sets Ideal Homes apart and brings in
buyers. As Vernon says, “In housing, the
only metric we've given customers is price
per square foot. ... But when you introduce
this energy piece into the equation, you
begin to give them a [new] alternative. It
just goes to show you how smart custom-
ers are. When you give them another valu-
able metric to evaluate something with

that, because we were the first adopters out
there in Oklahoma and we pushed the mes-
sage so hard that all the other builders had
to introduce Energy Star in their products just to compete
with us.” That is the effect of an industry leader. They create
competition and help build new markets and new demands
among consumers.

o differentiate further, Ideal Homes
moved toward guaranteed utility
bills. Delivering on such a prom-
ise requires a company to have the
kinds of quality control processes
in place that Ideal Homes does.
Without the great relations with the
trades and clear communication,
delivering on such a guarantee can
only lead to broken promises. “It’s just a son-of-a-gun to
execute,” Vernon says. “If you don’t have a company that’s
systems-driven on your execution in the field, your pro-
cesses on how you build your houses, you cannot build
performance.”

Since then, Ideal Homes has taken on the Department of
Energy Builders Challenge and constructed one of the first
Zero Energy Homes by a production builder for the entry-lev-
el market. That house, featured in the May 2006 Professional
Builder, sold for $195,000.

It’s not coincidence that it is the president of sales who
is one of the main drivers behind the push for energy ef-
ficiency in Ideal Homes. In fact, Vernon served as presi-
dent of the Energy and Environment Building Association
(EEBA) for two years. Todd Booze is also on the board of

www.HousingZone.com/PB

they’ll use it. ... What I tell everyone who
comes here is, “We use energy efficiency
to give customers a logical reason to make
an emotional decision.”

Market performance

In spite of all the great things Ideal Homes does, there is a
final arbiter in their ability as a home building company. Do
they sell homes? The answer is yes, but it is a muted response
as is appropriate for the current market. At their peak, the
company closed 525 homes in 2006. In 2009, they project
to close 300 homes, which is about even with 2008 closings.
Twenty-five percent of their sales are to buyers who qualify for
the first-time home buyer tax credit.

The company did have to do a reduction in force in the
fourth quarter of 2008, the first ever in company history, and
meager by current industry standards. But even that awkward
moment is perhaps the most telling indication of the quality of
the company. Every year, the owners and managers engage in a
very detailed strategic planning process that includes identify-
ing worst-cast scenarios. Last year, they benchmarked 60 home
sales in a quarter as an acid test. In the fourth quarter, when
Ideal Homes only closed 47 homes, the owners and manag-
ers recognized that to keep the company viable, they needed
to cut costs. The hard decision? Reduce the work force by 20
percent.

We recognize Ideal Homes for their ability to deal with the
hard realities of a unique market; their ability to project, bench-
mark and execute the right decisions; their ability to create a
business model that protects them from the worst the market
has to offer; and their ability to lead the industry in an abso-
lutely crucial area of energy efficiency. We're proud to proclaim
it the 2010 Professional Builder Builder of the Year. PB
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53% Obtaining price information
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Bldg./remodeling prod. manufacturer 30%
28% Placing an

order 20%

Service provider to bldrs./remodelers

Interior design firm
Trade contractor

Bldg. prod.
dist./dir.

Other 109

8%
3% 0%
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custom home by O2
Each oak'ti F’m’bﬁﬁs shaped with hand tools and fastened
with mortise- -tenon joints, and the frame was raised by
‘ #ur intersecting roof valleys in the great room
ge, but the end result is perfection.

Photo: Roger Wade

Best Address in Clovis, Calif., wows.
[ page 22 ]
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WINNING

McCaffrey Homes wanted to raise the design standard in its
market. This award-winning Genoa Plan raises the bar.
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A CARRIAGE-STYLE garage door and stone exterior boost curb appeal, a major
focus of the builder. Photo: Christopher Mayer Photography
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THE GREAT ROOM serves as the centerpiece of the
home, with a strong connection to the kitchen.
Photo: Christopher Mayer Photography

In Clovis, Calif.,, McCaffrey Homes is building out its com-
munity called Palmina in the 3,307-acre Loma-Vista master

[ BEST ADDRESS ]

planned urban village , and the homes are turning heads for

their flexible floor plans, energy efficiency and ability to cap-
ture entry-level, move-up and move-down buyers alike. The

collection of designs yields not only industry
accolades but also steady sales.

The Clovis housing market was ripe for
something different that would capture the
imagination of home buyers. McCaffrey
Homes recognized the opportunity.

“To McCaffrey’s credit, they sought to get
something stylized that sets them apart from
anything else that has ever been built in that
market,” says architect Kevin L. Crook, add-
ing that the majority of homes found in Clovis
tend to be “very generic.” Crook’s firm, Kev-
in L. Crook Architect, was the creator of the
Palmina in Clovis collection.

The Genoa plan is among five designs
found at Palmina. Its floor plan can be flexed
in a surprising variety of ways, and the ex-
terior design is offered in options of either
Tuscan, French or traditional elevations. De-
pending upon the floor plan configuration,

Professional Builder / November 2009

SPREADING
THE WORD

MCCAFFREY MARKETS their
homes largely through tradition-
al methods: in local newspa-
pers, with signage, on billboards
and with e-mail blasts to their
database of prospects.

Being a part of the Loma-Vista
urban village also serves as a
positive selling point as it offers
amenities including 22 miles of
tree-lined trails that link parks,
open spaces and community
centers.

'/.n///’f_/m‘r Z

e

this home’s size can range anywhere from 2,053 square feet
up to 2,422.

Capturing attention from the curb
“We were looking to create something with strong curb ap-

peal,” says Lauren Knowlton, vice president
of marketing for McCaffrey Homes. All of
the plans offered at Palmina feature either
brick or stone exteriors. Attractive carriage-
style garage doors are included to provide an
additional touch of elegance and distinction,
Knowlton says.

The curb appeal captured the attention
of the Pacific Coast Builders Conference
(PCBC) Gold Nugget judges this year, who
gave the Genoa model a Grand Award in
the category of Outstanding Single Family
Detached Home under 2,500 square feet.
Award judges noted it as “a well-crafted plan
that lives larger than its square footage.”
They were also impressed with how the
home was “engaged with the outdoors from
the entry and throughout the house.”

Home buyers are embracing the Palmina
design collection as well. Knowlton says that

www.HousingZone.com/PB



the 165-home community, which opened January 2008 on
the cusp of a crashing housing market, is currently two-
thirds sold.

“We've been reaching our sales goals,” Knowlton says, even
though they've been competing with their fair share of foreclo-
sures in that market. “Our homes are cutting-edge, sustainable
and boast energy-efficiency, and it sets us apart,” she says.

Crook designed the Palmina Collection of homes to be
flexible enough to attract move-up, first-time and even move-
down buyers. “It can morph into different ways you can live,”
he says. This concept is best illustrated on Genoa’s interac-
tive floor plan found on McCaffrey’'s Web site.

Thus far, 48 percent of buyers have fallen into the first-
time category, 477 percent in the move-up category with the 5
percent balance being move-down. Its price ranges $313,990
to $342,990, placing it in the middle price range among the
other models offered at Palmina.

“It tends to be a move-up market here, but our plan was to
create something that would have a broad appeal,” Knowlton
says.

Buyers have tended to be mostly young business profes-
sionals with many in the medical field along with those
working in government positions. The Clovis Community
Hospital is very close by and has recently embarked on a

www.HousingZone.com/PB

THE STORY BEHIND PALMINA

PALMINA is actually named after Palmina
“Pauline” Bonadelle, an Italian immigrant
matriarch who settled in California’s Central
Joaquin Valley where she has nurtured
three generations of home builders. Palmina

translated from Italian means “little palm.”
And Palmina was the inspiration for the

design.

“Palmina is my grandmother,” says

Lauren Knowlton, who represents the

third generation at McCaffrey Homes and currently serves as the

firm’s vice president of marketing. “Grandma loved the outdoors

and outdoor entertaining. We worked her love of the outdoors in the

floor plan design. ... We tried to design homes that would reflect my

grandmother’s values, which we think are worth preserving.”

An extensive essay on the McCaffrey Homes Web site goes into

greater detail about how the Palmina collection reflects her lifelong
dedication to family, friends and home.
The team worked to convey her generous spirit by using expansive

great rooms that invite family and friends to gather and linger around.
And the story does help in their marketing efforts.
“We’ve found that people are indeed moved by the story,” Knowl-

ton says.

OUTDOOR LIVING is emphasized. An expanse of
windows allows views and daylight.
Photo: Christopher Mayer Photography
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$285 million expansion. “There’s a
shortage of lab technicians and nurses,”
Knowlton says, which in part should
serve to fuel future market growth and
demand.

Viva la vista

An important design element of the
Genoa plan is its orientation to the out-
doors.

“Outdoor living is popular in the area,
which is why we wanted to incorporate
courtyards with porches and patios,”
Knowlton says. “It’s very unique for this
sub-market,” she adds.

Crook says a holistic interaction
with the outdoors was a main focus
of the design concept. He noted that
space in both the front and back of
the home was purposely carved out to
allow unobstructed views from room
to room as well as to an expanse of

GENOA MODEL AMENITIES AND ENERGY-SAVING FEATURES

BEST ADDRESS |

PALMINA FLOOR
PLANS ONLINE

MCCAFFREY HOMES
OFFERS AN ONLINE
TOOL TO DEMONSTRATE
THE FLOOR PLAN
CONFIGURATIONS

THAT ARE POSSIBLE.
CHECKIT OUT AT WWW.
HOUSINGZONE.COM/
PB, AND WHILE YOU'RE
THERE, READ HOW
MCCAFFREY MARKETS
THE STORY ABOUT THE
INSPIRATION BEHIND THE
COLLECTION.

THE HOMES AT PALMINA ARE ALL ENERGY STAR CERTIFIED as well as
GreenPoint Rated from California’s Build it Green organization, which certifies
to a home buyer that a home has been third-party verified to meet an array of

green practices.

windows to the outside.

“The main focus was what was
done at the center of the plan,” he
says. “Our goal was to create a home
with vistas that didn’t have any black
space. We wanted to create a spacious
feeling that allowed vistas across the
room to the outdoors.”

The open plan design features a
great room that serves as a center-
piece with a strong connection to the
kitchen. Knowlton says the configu-
ration has been “very well-received”
among home buyers. PB

THE ISLAND KITCHEN offers a large eating and
serving area. It’s a favorite among home buyers.
Photo: Christopher Mayer Photography

“Our homes exceed the California energy code by 35 percent,” Knowl-
ton says, adding that a host of energy-efficient features are included.

“These are truly dream homes,” says Knowlton. “Our amenities pack-
age is so complete that buyers don’t have to add any upgrades to create
designer-perfect residences.”

Among the amenities and energy-saving features included in the
Genoa:

o Maple cabinets with concealed hinges, melamine interiors and oil

rubbed bronze knobs

o Ceramic tile floors

e Concrete tile roof with limited lifetime manufacturer's warranty

o Carriage style roll-up garage door

o Front yard landscaping with automatic sprinkler system

e Large covered back patio

o 10-foot ceilings on first floor and volume ceilings on second

floor

o Gas fireplace with precast hearth, face and mantle

o Granite countertops with full height granite backsplash

o Stainless steel GE appliances

o Kohler dual compartment cast-iron white kitchen sink with pullout

o Tankless water heater

» 14.5-SEER ground mounted HVAC system

o Dual-paned, Low-E vinyl framed windows by Ply Gem
faucet o Pre-foundation pest treatment

* Granite kitchen island « Zoned central heating and air conditioning

o Ceramic tile vanity with Kohler plumbing fixtures with oil rubbed bronze o Energy recovery ventilation system
finish
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The design is fun. The schedule
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the latest ride for a theme park, everything needs to be exactly
right. Nextel Direct Connect”puts the team on the cranes

in touch with the team on the ground in under a second.
Keeping everyone working together right now, so the only
surprises on this ride are the ones called for in the design.
Nextel Direct Connect.” Only on the Now Network."
1-800-NEXTEL-9 sprintcom/nextel

Sprint

The Now Network"

THE FASTEST NATIONAL
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\\y Connecting the world’s largest /
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Network reaches over 274 million people. ©2009 Sprint. Sprint and the logo are trademarks of Sprint. MOTOROLA and the Stylized M Logo are registered in the U.S. Patent and Trademark Office. Other marks are the property of their respective owners.

For more info, go to HousingZone.com/PBinfo and enter # 23728-7



== - ==

Housngone com eNewsletters

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 Erlaesiona;RBMade ek WORk

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




ADVERTORIAL

PO LAY DN A (b B el 1] BEST CUSTOMER EXPERIENCE

Movmg the Bar Up

1Y

While America’s housing industry is in recession, winning customer satisfaction
ratings — surveyed from 14,624 customers — are still rising in the annual
AVID Award for the Best Customer Experience in the U.S.

This year's winners chart a path for builders to follow, leading to higher referral
sales. While some operational areas where winners post their highest scores are
surprising, others hit foundational principles of customer coddling.

The Surprises
= All three AVID Award winners list “reasonable costs for options and upgrades” in
their Top Five scores. This area began showing up as important several years ago,
even though no winners say they price upgrades exceptionally low.
» [andscaping makes the Top Five for two of the three winners, a surprise because
it's a difficult area in which to score well. Landscape may be important now
because densities are rising and greenery protects privacy.

The Solid Rocks:
» Correcting walk-through items fast is a Top Five score for all three winners and

No. 1 for winners of the Diamond Award (top score in the competition) and the big-
builder category (300 closings a year). It's almost impossible to build a zero-defect

house. The next best thing is to clear up issues faster than customers expect.

» Clean and ready at closing hits the Top Five for two of three winners. Being

complete is a universal expectation. Cleanliness is next to Godliness.
Read on to see how this sample of this year's AVID Award winners stacks up.

By Paul Cardis and Bill Lurz, AVID Ratings

ABOUT THE AWARDS

www.HousingZone.com/PB November 2009 / Professional Builder
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South Texas Diamond

esus Ruiz is fighting to

stay afloat on the Rio

Grande. His small, entry-
level home building firm in
Laredo, Texas, was hit hard by
the demise of subprime mort-
gages and new lending rules
that disqualified 80 percent
of his prospects. But his AVID
Award score of 284.495 is
among the highest ever record-
ed. Ruiz Homes is the winner
in the category of builders or
divisions with 50 to 299 clos-
ings and the Diamond Award
winner as the builder with the
highest customer satisfaction
score in the U.S.

“Everybody went to sub-
prime mortgages because it
was so easy,” Ruiz says. “Now,
if prospects don't have a cred-
it score of 620, they’re out of
luck — and Laredo’s average
score is 580. So when we find
somebody who can qualify,
we're going to take care of
that customer.”

Ruiz Homes peaked in
2006 with 212 closings for
$30 million in revenue. This
year, it will be lucky to close
70 houses for $9 million. The
firm is down to 10 full-time
employees, including four
sales people and two supers.
“We're doing well in cus-
tomer satisfaction because we
measure it and because the
employees we have left are
good,” Ruiz says.

“We dont deliver unfin-
ished homes,” says Ruiz.
“Warranty has to ‘buy’ the

Jesus Ruiz’s Ruiz Homes nails an AVID Award score that ranks one of the highest ever recorded. Part of his

winning customer satisfaction strategy: don’t cut corners on quality just because you cut price.

home from the super before
the customer does the final
walk. He has a 100-point
checklist to go through before
he’ll take that handoff. And
hes going to make sure its
complete and clean because
the warranty rep does the fi-
nal walk with the customer a
few days later.”

Even though his houses
run from just 800 to 1,400
square feet priced from be-
low $100,000, Ruiz won’t cut
corners on quality and work-
manship. “We dont compete
on price per square foot,” he
says, adding that even in an
800 square foot house, his
base standards include ce-
ramic tile in wet areas. “We

Professional Builder / November 2009

compete on perceived value,
not price,” he says.

Ruiz used to have an extra
handoff. A structural builder
took construction from foun-
dation to drywall, then “sold”
the house to a finish super,
who turned it over to warran-
ty. “We'll go back to that again
when we can put a full team
back in the field,” he says,
adding that quality workman-
ship is enhanced by limiting
the number of trades a super-
intendent manages.

Its hard to score high in
customer satisfaction with-
out quality workmanship as
a priority. Four of Ruizs Top
Five scores revolve around
that goal:

(1) Time to correct walk-
through items (a staggering
24.88 points above average)

(2) Cost of upgrades rea-
sonable (17.42 above)

(3) Quality of workman-
ship (14.74 above)

(4) Quality of walls (13.78
points up)

(5) Clean and ready at clos-
ing (up 13.21)

It’s difficult to achieve top-
tier customer satisfaction
without having a low number
of items on the final customer
walk and having quick re-
sponse to any items that do
pop up. Ruiz sets benchmarks
on both counts. This compa-
ny is a diamond in the South
Texas dust.
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Family Ties Bind

uinn Mortensen and

Kristen Nilssen are

brother and sister
but also partners in Gold Me-
dallion Homes, which builds
on the Wasatch Front near
Salt Lake City. It’s an unusual
partnership that pulled a
never-before-seen combina-
tion of top scores to win the
AVID Award for customer
satisfaction in the small-
builder category (below 50
closings).

This is the first winner ever
to chalk up its two top scores
from the “options, upgrades
and colors” category, then
follow that up with landscap-
ing/grading, before finishing
off with two more conven-
tional attributes:

(1) Reasonable cost of up-
grades

(2) Presented wide selec-
tion (options and upgrades)

(3) Landscaping/grading

(4) Perception of walk-
through items

(5) Value of home

The partners specialize in
what they call “not-so-big”
houses — 1,100 to 1,700
square feet — on high-den-
sity lots of 50 feet or less in
width. Their smallest model
is 850 square feet; the largest,
1,800 square feet. Prices range
from the high $100,000s to
mid-$200,000s. The firm
has closed 38 homes this
year, with 12 more under
construction. “We hope to
hit $12 million in revenue,”
Mortensen says.

That's a far cry from the
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Photo: Lance W Clayton/Getty Images

Brother and sister business partners Quinn Mortensen and Kristen

Nilssen pride themselves on making the selection process fun, even

for first-time buyers of their “not-so-big” homes.

firm’s peak of $34 million in
2006 on 120 closings.

Our analysis of Gold
Medallions ability to keep
its head above water in Salt
Lake centers on the combi-
nation of customer satisfac-
tion leadership and design
leadership.

This company is delivering
what it calls “micro-lot prod-

”»

uct:”  two-story, detached
homes with very traditional
exteriors and open, light-
filled interiors. Theyre on
rear-loaded, 35- by 75-foot
lots in a traditional neighbor-
hood community — and all
at entry pricing for the Salt
Lake City market.

Called the “Charleston
Collection,” the entry-priced
homes have windows on
three sides to enhance light

November 2009 / Professional Builder

penetration. But yards are so
small that landscaping and
fencing become a high prior-
ity. “We use a lot of rose-cov-
ered, white picket fencing to
soften the density,” says Nils-
sen, who also designs the
homes. That explains why
Gold Medallion scores well
for landscaping, and deliver-
ing detached homes at town-
house pricing may explain
why it scores well on value.
But what about those top two
scores: cost of upgrades and
selection of options?

The firm has a “selection
gallery” of 1,200 square feet
where a specialist meets
with buyers to present op-
tions and upgrades as well
as select colors. “We have in-
teractive displays that allow
customers to pull together
floors, countertops and cabi-
nets,” Nilssen explains. “We
make selections fun, which
is important with first-time
buyers.”

She adds that the selec-
tion specialist is a salesman,
not an interior designer. “He
does a great job of explain-
ing the value of the various
choices,” she says. “He loves
to sell, and he’s good at it.”

The partners also point to
well-oiled production build-
ing processes that minimize
the number of items at walk-
through, and customers seem
to agree.

Gold Medallion’s success in
customer satisfaction proves
there’s more than one formu-
la for getting to the top.
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Mr. Clean

teve Kempton, Taylor and townhouses for first-time
Morrison Homes’ West buyers to detached homes for
Florida division presi- well-heeled snowbirds. Since
dent, doesn’t look the part, 2005, prices have crashed as
but he has the same attitude much as 60 percent in these
toward dirt as the whirling markets.
dervish on TV. His campaign Taylor Morrison moved
for cleanliness — from sales into more attached product,
office to job site — is a fac- which is now a third of pro-
tor in his division taking the duction, much of it targeted
AVID Award for building divi- to entry-level buyers. And the
;i;)rr:e j;at close 300 or more RN }f;lrl;l j now pl}llttigg money
year. ehind its emphasis on cus-
“If you see five people a lhf
week in the sales office, in-
stead of the 25 that used to
come, you can't afford to give
them a reason not to buy,”
says Kempton at his Sarasota,
Fla., headquarters. “If there’s a
cobweb in a model home or 2
by 4s scattered around a job
site, that could be a reason
not to buy.”

tomer satisfaction. “When we
have a house ready to close,
we wait up to 10 days,” notes
Kempton, “so our quality as-
surance people can walk the
house.”

They are trained to look
at it with the critical eye of
a consumer. “We measure
builders on completeness at
the QA walk, then the builder
gets five days to complete any
outstanding items before the
customer walks the house for
the final time,” says Kempton.
“It costs us to put off closing

Taylor Morrison doesn't just
enforce the rule for cleanliness

~ Photo: Matt May/Getty Image:
at the end of the workday. "

Builders are driven to keep by a week, but its worth it in
sites clean at all times of the There’s no messing around on job sites; Taylor Morrison West Florida customer satisfaction and re-
day and night. “We want our Division President Steve Kempton stresses the importance of a ferral sales.”
job sites to reflect the same spotless job site for great customer satisfaction. Taylor Morrison vice presi-
cleanliness visitors see in our dent of marketing Graham
completed  neighborhoods Hughes says hes thrilled to
— real pride of ownership on  through items emphasis is on the custom- see “builders level of caring”
our part, matching that of our (2) Cost of upgrades rea- ers’ experience whenever and in the Top Five. “The cus-
customers,” Kempton says. sonable wherever they arrive. Itsabout  tomer care culture is infused
“Clean and ready at closing” (3) Landscaping/grading the feeling you get wherever —at the community level now.
is No. 5 on Taylor Morrison’s (4) Builders level of caring ~ you come in contact with our  Its coming from the trenches
list of top customer experi- (5) Clean and ready at people or product.” up, not the top down. Our
ence scores, but three of the  closing The West Florida division — people understand this is the
other four are clearly affected “Cleanliness is part of our builds in 25 locations from way for all of us to succeed,”
by the emphasis on detail that  corporate strategy,” says Tay- the north suburbs of Tampa he says.
the cleanliness focus imparts:  lor Morrison President and  to Naples. It builds product They better not leave any

(1) Time to correct walk- CEO Sheryl Palmer. “Our ranging from condominiums cobwebs.
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SHOW VILLAGE 2010

OSPREY

They're Smart.
They're Green.

They’re What
Home Buyers Want.

January 19-22, 2010, Las Vegas
International Builders’ Show®

Tuesday - Thursday: 8:30 a.m. to 6 p.m.
Friday: 8:30 a.m. to 1 p.m.

Market by market, the housing industry is turning around,
and builders will need to offer homes that are sophisticated
and sustainable. Show Village 2010's homes will incorporate
the latest construction techniques, design and technology to
meet the wants and needs of today’s demanding buyer.

The size of floor plans is decreasing while the need for energy-
efficiency grows. This year's Show Village homes are designed

to answer market demand.

Look for Show Village 2010 as you enter the International
Builders’ Show January 19-22. See you there!

See the latest building products installed and in action from

these premier sponors:

Andersen Windows and Doors:
Windows & Patio Doors

BASF: Insulation

BEHR: Interior and Exterior Paint

Bosch Home Appliances:
Appliances

Custom-Bilt: Metal Roof

Dow Building Solutions:
Structural Insulated Sheathing

Electrolux Central Vacuum
Systems: Central Vac

Environment One: Sewer
Gaggenau: Appliances

GE Sealants: Caulk

Generac: Generator

Genova Products: Decking & Rails
Hearth ‘n Home: Indoor Fireplace
Honeywell: Insulation

Icynene: Insulation

Interceramic Tile & Stone:
Tile & Stone

Kichler Lighting: Lighting
Knauf: Insulation

All homes built by: &3 e
v Ebalm A
"Harbor T

Homes NZIOVETE

Lasco Bathware: Bathtubs
Leeper Stair Products: Stairs
LifeTime Lumber: Decking & Rails
Maze Nails: Nails

Merillat: Cabinetry

Moen® Incorporated:
Kitchen Faucets, Lavatory
Faucets and Showering

Nisus Corporation:
Bora-Care with Mold-Care

Rinnai: Outdoor Fireplace and
Tankless Water Heater

Schlage: Schlage LINK™ Solution

ShowHouse®: Kitchen Faucets,
Lavatory Faucets and Showering

Simpson Door: Exterior Doors

The Tapco Group:
Siding, Roofing and Shutters

Thermador Home Appliances
Appliances

ThyssenKrupp Access: Elevator
Trane: HVAC

Viance: Ecolife™ Stabilized
Weather-Resistant Wood

For more information visit: www.pbshowvillage.com




MODULAR

www.phncommercial.com

e = Ty

Multi- Family Complexes Retail Complexes
Portable Office Buildings Hospitality Complexes

Permanent Office Buildings Custom Design Buildings

, . and Complexes
Educational Buildings

ur commercial modular construction 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.

3 Dalm ; COMMERCIAL

A Harbor NATIONWIDE 7

Fuwle  NATONWIOE  IPHNSRUTR
www.palmharbor.com www.nationwide-homes.com www.phncommercial.com Allrights reserved.
888-820-3696 800-216-7001 888-820-3696 EBHRIAY

For more info, go to HousingZone.com/PBinfo and enter # 23728-9



Many manufacturers export the
jobs and import the products.
However, Hy-Lite/U.S. Block
Windows is bucking the trend
by shifting all of the company’s...
Hy-Lite vinyl extrusion |
purchases and acrylic block
manufacturing out of China and
back into the U.S. The company
will purchase all of its vinyl from
American suppliers. Acrylic
blocks will be manufactured
in Florida and at a contract

® o ® molding company in Ohio.

INSIDE

Must-have appliances for your homes
[ page 37]

Photo: Hy-Lite Warm and snug thanks to these
fireplaces [ page 39 |
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Nationals™ 2010 in Las Vegas, Nevada as we recognize the best and

il T
' |'\'.'
ol ',I" ) ommitted new home sales and marketing professionals in the nation.
. onals™ proudly recognizes Bert Selva of Shea Homes and Bob Schultz of New'Homés

Sales Specialist as Legends of Residential Marketing for 2010!
Make plans now for Tuesday, January 19th at The Nationals™ Caesars Palace, Las Vegas.

National Gala
Tuesday, January 19, 2010
Las Vegas, NV

Reserve your tickets today
at www.TheNationals.com

’ —
Exclusive Co-Sponsor: Elite meve Preferred (< NAHB
: Sponsors: =t Professional Sponsor: c
MetLife Home Loans < Comected The National Sales
jiad Builder & Marketing Council

Visit www.thenationals.com today for more information.
For more info, go to HousingZone.com/PBinfo and enter # 23728-10
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Make It Work

No Wrinkles
Here

Energy Star is all the rage

in appliances. Fagor's new
washing machines boast an
extra large capacity yet have
a compact footprint of three
cubic feet. Fagor’s dryers are
equipped with a reversing
anti-crease system, which
uses an intermittent rotation
of the drum in both directions
to prevent wrinkles from
forming. The new line will be
available in early 2010.

For more info, go to Hous-
ingZone.com/PBinfo and
enter # 251

Flush Functionality

The Jenn-Air Integrated Built-In
Refrigerator Collection can help build-
ers achieve seamless design with
thoughtful functionality in the kitchen.
One look is all you need. The hidden
articulated hinges allow for gaps no
larger than that of the surrounding
cabinetry, making the refrigerator
virtually disappear in its environment.
Now you see it, now you don't.

For more info, go to HousingZone.
com/PBinfo and enter # 252

A Star Rises

Check out these new Bluestar Gas Wall Ovens for the
home. The ovens are available in 24, 30- and 36-inch
sizes and can be ordered in 190 different colors. The
24-inch oven (shown in cobalt blue) features a swing
door, while the 30- and 36-inch models feature attrac-
tive French doors. Each model is available as a single
oven or two single ovens double stacked.

For more info, go to HousingZone.com/PBinfo and
enter # 253

1l
[ Cooking with Gas (or Electricity)

Bertazzoni’s new Professional Series Dual Fuel product line presents an authentic Italian
range to style-conscious homeowners. Since it’s a dual-fuel unit, users can bake with elec-
tricity and cook with gas. Buyers can choose between three sizes and can select up to six

burners. The ranges feature an integrated griddle and an electric convection oven.
For more info, go to HousingZone.com/PBinfo and enter # 254

www.HousingZone.com/PB November 2009 / Professional Builder



CONSTRUCTION ;
EQUIPMENT
purchases
weighing heavily
on your mind?

Let BuyerZone
take a load off.

Get free advice, pricing articles, ratings

and quotes on all your business purchases,

anything from skid steer loaders, to aerial lifts, to

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

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

* Quotes from multiple suppliers

* Pricing articles

* Buyer’s guides

e Supplier ratings

* Supplier comparisons

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

BuyerZcne

Where Smart Businesses Buy and Sell

A division of

Q\ Reed Business Information..
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Some Like it Hot

— Start a Revolution

Fireplace Xtrordinair has two new gas fireplace models. Building upon
the success of the company’s Revolution Clean Face fireplace, Fireplace
Xtrordinair combined the classic fireplace with additional dimensions of
two-sided glass on a See-Thru model and three-sided viewing glass on
a Pier model (shown). Each model provides up to 59,000 BTUs of heat.
For more info, go to HousingZone.com/PBinfo and enter # 255

Slick and Chic

This unique fireplace is part of the EcoSmart fireplace line. The
Zeta combines timber, leather and stainless steel for a surefire {oun
intended) conversation piece. The body of the fire is made from
cold-pressed plywood that is shaped into an ellipse. A thin stainless
steel firebox insert is molded to the internal face of the plywood,
and the outer surface is upholstered in stitched leather, with
the edges pressed and trimmed. For more info, go to
HousingZone.com/PBinfo and enter # 256

A Sun in Your
Living Room

Heat & Glo’s Solaris 36-ST is a
circular, see-through gas fireplace
that sports the shallowest direct-
vent design yet—its framing depth
is a mere six inches. The fireplaces
also feature a newly designed
burner (30,000 Btus, patent pend-
ing) that is completely transparent
and suspended at the center of
the fireplace. For more info, go to
HousingZone.com/PBinfo and
enter # 257

—Back in Black

At 35,000 BTUs, it's hard not to notice Morso’s stylish new 7642 model.
Made in all-black, the 7642 wood stove is made with strong, high-grade
cast iron using 98 percent recycled material. How does a six-inch flue col-
lar size at 335 pounds sound? It stands just shy of 40 inches, and features
an 18'/4-inch width and depth. For more info, go to HousingZone.
com/PBinfo and enter # 258

www.HousingZone.com/PB November 2009 / Professional Builder



ADVERTISEMENT

PRODUCT SHOWCASE

Soap D|she
L R NG
Shampoo Shelves
2 20 G K]

Toiletry Shelves o

SoftPlan Raises the Bar

“much faster and more accurate than the competition”
-Remodeling Magazme

e ' : | Py
Estimate 888 821 2545
e AT R
" Dukliner. com ‘
for a free trial version Version 14 e B uﬁ _gﬁ
1-800-248-0164 o B .(«m"""-
www.softplan.com ARCHITECTURAL DESIGN SOFTWARE
For more info, go to HousingZone.com/PBinfo and enter # 23728-125 For more info, go to HousingZone.com/PBinfo and enter # 23728-126

Our Surface Protection Every day there is a reason to visit.

& Dust Control Solutions
SAVE YOU
TIME & MONEY
¢ 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

P Protective EETLIII
Products “PROTECTIVE SKIN”

* EASY-TO-APPLY, EASY-TO-REMOVE

Stimulus
Package?

S «/‘faaz Frotection Sobutions

cAaLL 1.800.789.6633

OR ORDER NOW AT

www.protectiveproducts.com

For more info, go to HousingZone.com/PBinfo and enter # 23728-127
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PRODUCT SHOWCASE

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

Cabinet & Millwork Shops ¢ Contractors ¢ Remodelers
Design/Build Firms ¢ Project Managers

Plastpro, Inc., a leading supplier of fiberglass
doors and composite home products in the United
States, announced that it is currently manu-
facturing a Fire-Rated Composite Entry System
8 Series — Fire Rated Fiberglass Door and Fire Rated
PF Frame. Containing a fire retardant foam core,
8 the doors and door frames have a Warnock-
Hersey fire rating that guarantees their ability
=gy t0 withstand high-temperature fires for a mini-
& mum 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 more info, go to HousingZone.com/PBinfo and enter # 23728-128

«Stimulus
Package?

www.ProBuilder.com

Commercial & Residential Casework

The quality you demand.
The service you deserve.

e Easily assembled,
frameless cabinet boxes
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

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

CabParts, Inc.

Your Case Work Made Easy *"

Confirmat

Joinery Joinery

www.cabparts.com
970-241-7682

For more info, go to HousingZone.com/PBinfo and enter # 23728-129
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Builder’s MarketPlace

COLUMNS, BALUSTRADES
& MOULDINGS

"I ° Fiberglass Columns

¢ Poly/Marble Columns

* Synthetic Stone
Balustrades
& Columns

¢ Wood Columns

e Cast Stone
Balustrades & Details

¢ Polyurethane
Balustrades,
Mouldings & Details

¢ GFRC Columns
& Cornices

¢ GRG Columns
& Details

o
v

Custom Quotations:

800-963-3060

elton..
lassics

Incorporated

For more info, go to HousingZone.com/PBinfo and enter # 23728-200

1.800.872.1608

WORTHINGTON

Your Only Source For Fine Architectural Details

%a{ay rafihior: O/ h/ Rashle

www.WorthingtonMillwork.com

Jacksonville, FL

For more info, go to HousingZone.com/PBinfo and enter # 23728-203
Professional Builder / November 2009

Factory Dlrect
Wood Floorlng
o
)/ Same Day Shipping
Over 1M sf in Stock
|
o rree 1-888-552-966 3
Country Wood Flooring

For more info, go to HousingZone.com/PBinfo and enter # 23728-201

MAINTENANCE-FREE

CUPOLAS & LOUVERS

Telephone: 1-800-635-6448
A7F7 www.NewConceptLouvers.com

For more info, go to HousingZone.com/PBinfo and enter # 23728-202

RetI'Oflt the POI‘Ch for 3-season

enjoyment | using: pre-engineered  porch: modules.
Design and price online using Vixen Hill's proprietary
auto-designisystem Order, factory direct.

Every day there is a reason to visit.

«Stimulus
Package?

www.ProBuilder.com
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Builder’s MarketPlace

COLUMNS
-POLYURETHANE
-FIBERGLASS
-POLYMER STONE
-WOOD
BALUSTRADES
-POLYURETHANE
-FIBERGLASS
-POLYMER STONE
HDP MOLDINGS
HDP NICHES

Are you still cutting up sheets of

plywood/OSB? Lots of material,

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

Quick Qurve Plate
ORDER DIRECT

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

QABy
/j
& Cofr o
CE?
Tel 866.443.3539 Fax 405.996.56353
www.flexabilityconcepts.com

For more info, go to HousingZone.com/PBinfo and enter # 23728-206
November 2009 / Professional Builder



Builder's MarketPlace

Fill, bond, and laminate Q/37] y

AZEK® Trimboards! |7 ol '
R o T C & WWIW: DaltonCarpﬁéﬁ'm%dems
s ,Qz];ee andiicsteasy. - 1-300-338-7811x2625

Dalton Paradise Carpet POBox 2488 Dalton, Ga 30722

TrlmBonde
Bonding System

Fills nail holes, joints, and gaps
quickly and permanently

Bonds/laminates AZEK" Trimboards, < : Safely Collect Flex Exhaust Hose
metal, wood, and CPVC : Neatly in the Wall Behind the Dryer

Easy t fits standard caulki
asyfouse, i siandard cauiing gun ﬁechnolngies Inc 888-443-7937 www.Dryerbox.com

Mva For more info, go to HousingZone.com/PBinfo and enter # 23728-209

Construction Products Group

1-800-933-8266

AZEK is a registered trademark of Viycom Corporation.
Devcon and TrimBonder are registered trademarks of lllinois Tool Works.
©2006 ITW Devcon. Allrights reserved.

For the location of
your nearest dealer visit:

www.trimbonder.com

For more info, go to HousingZone.com/PBinfo and enter # 23728-207

Stimulus
Package?
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numbercrunch

Think

about it 3,905 o PAR3S bulb can save 3,905
pounds of carbon from being released into the

500 atmosphere, according to EnvironmentalLights.

The NAHB Research com. PAR38 LEDs are often used as spotlights and

Center celebrated

its 500th home to
earn National Green
Building Certification

99

North Carolina leads
the nation for states
with the most National
Green Building
Certifications at 99.

$ 8,404

That’s the average

task lights. The lifetime savings hovers around $570.

1 70/0 Home theaters’ popularity

roperty tax for ‘ SN B . . .
fp(,.kz in)(,\,estchester gll_Bossa| continues to slide, according to the latest
County, N.Y. — the AlA Home Design Trends survey. The

highest average in
th?a nation by ?1.5 category was preferred by respondents 17

times — according : ' percent less often than last year.
to the U.S. Census

Bureau’s American
Community Survey,
as reported in The

Wall Street Journal. $3 -5M The Consumer Product Safety Commission’s Office
o u \ HE of Hazard Identification and Reduction spent $3.5 million on a study
investigating the chemicals in the controversial Chinese drywall.
No direct connection has been linked to any of the health or
corrosion problems thousands of homeowners have reported, an
agency representative told National Public Radio.

1 8-8M The KaBoom organization’s volunteers
have mixed more than 18.8 million pounds of
concrete to build more than 1,718 playgrounds in
communities in need. They’ve reached 4 million kids!
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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




“CHEVY SILVERADOD - B VERAGE
DIGEST “BEST BUY” — HALF-TDN MODEL A

AMERICA™ - BEST FUEL ECONOMY‘.\'- -/EHEVY C('IMITHETRU1

1 Based on Vincentric's 2009 Model Level Analysis of full-size pickups. 2 Based onSilverado l-_ber'id' mudel and GM Large_ Plckupsegmt EPA_est. MPG tlty_/!lwy: ﬁlv,erédq H{/bri& 2WD-(limi e
availability) 21/22. Silverado XFE shown 15/21. Excludes other GM vehicles. Silverada is a registered-trademark and Chevy'is a tradémark of-the GM-Corp. @2’0,09:GM Carp_} Butkle up, America





