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It’s amazing how shoppers react to the right kitchen design.

It’s all about instant attraction. New home shoppers can’t help but feel drawn to the styles, finishes,

accents and storage solutions that make Merillat cabinetry so special. Find out how Merillat’s

unparalleled experience, research and understanding of trends can turn your home shoppers into

satisfied homeowners.

Visit the seen-it, done-it, studied-it kitchen experts at merillat.com
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© 2006 CertainTeed Corporation

New Cedar Impressions Double 9" Rough-Split Shakes. Detect an air of superiority?
Well, consider this. Our Double 9" Rough-Split Shakes are cast from wood for amazing realism.
But since they’re not wood, they have big advantages: They won’t rot, warp or need paint. Ever.
Add to that a range of color choices, plus an array of new easy-install features. To learn more,
call 800-233-8990, code 120, or go to www.certainteed.com/sc120.
(Wood snobs are, of course, welcome.)

Wood snobs, you are officially on notice.
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Oak Collection™Mahogany Collection™ Rustic Collection™

An attraction that reaches

American Style Collection ™

See us at Booth W1909 
at the International
Builders’ Show 
Jan. 11-14.
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Our AccuGrain™ Technology does a beautiful thing for your business. It gives

Classic-Craft® fiberglass entryways, and any home, maximum curb appeal.

Therma-Tru invented the first fiberglass door and continues to lead the industry

with an ever-expanding Classic-Craft® family of entryways. 

From new products to providing you with research-based

marketing tools, Therma-Tru helps you better understand and satisfy

your customers. Learn more at: www. thermatru.com

all the way to the curb.

®

© 2005 Therma-Tru is a Fortune Brands Company
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Welcome to the end of no-
haggle pricing. The last couple of
years builder model homes have been like
Carmax or Saturn lots.  Buyers show up.
Salespeople quote a price. Everybody
agrees. No haggle.  No hassle.  It’s been
great, hasn’t it?  Salespeople as order takers.

Those days seem to be ending.
Salespeople are actually going to have to
sell.  The days of investors coming into
buy new homes, just to flip them a few
months later are over.  The result of this
change is a re-emergence of discounting.  

For builders trying to differentiate
themselves on quality — which is proba-
bly not a bad message for all builders —
this discounting creates a very uneven
playing field. To be honest, it feels a little
kneejerk.  For an industry that has been
flying so high for so long, I worry that
jumping so quickly into discounting will
facilitate a perception of lagging sales. It’s
bad enough that we have to deal with daily
news reports in the consumer business
press about a potential housing bubble,
but to fuel the speculation with rampant
discounting programs hurts all builders. 

Discounting at this time also feels a bit
disingenuous.  I know homebuyers are
much savvier about costs and quality asso-
ciated with home building than they were
10 years ago.  Still, the ability of a home
buyer to ascertain costs for any installed
building product is a stretch.  Offering dis-
counts on products or items they don’t
really have true sense of the value of is just
discounting for discounting sake.

In the sales arsenal, discounting is
probably the most powerful method to
create a sense of urgency.  For an industry
that has probably lost some of its sales dis-
cipline over the last few years, discounting
has real appeal.  It’s simple and easy, com-
municates directly with the buyer and
makes the builder and his sales staff feel
as if they’re really doing something.

Discounting undermines the entire
value equation.  You can get a real clear
view of this in the home improvement
market. Homeowners can always find
someone to do the project for less money
than a reputable contractor. Some guy

with tools and a truck is always willing to
work for wages. Consequently, profession-
al remodelers must battle constantly with
both maintaining and communicating the
value equation.

One of the most exciting trends in the
home building industry to arise in the last
few years has been the strong focus on
customer satisfaction. To delight demand-
ing buyers, builders must deliver services
in addition to the product.  Discounting
acts like a rot at the center of a service
business.  The value equation for service
businesses is almost entirely based on the
perception of their quality.  FedEx was suc-
cessful because the perception of its serv-
ice, overnight delivery, allowed it to
change the value equation for mail deliv-
ery.  People would pay 10 times more for
an overnight delivery than they would for
regular mail, which took an average of two
days. If FedEx discounted its service, it
would have undermined the entire
strength of the company.

For an industry that looks like it’s mov-
ing into tougher times, discounting is the
wrong answer. Holding margin and main-
taining the value equation will help the
whole industry. PB

Paul Deffenbaugh
Editorial Director
630.288.8190
paul.deffenbaugh@reedbusiness.com
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We’ve brought two decades of innovation in fiberglass entryways to patio doors. Fiberglass
gives our complete line of hinged and slider patio door systems superior strength, thermal 
insulation and resistance to dents, dings, rust and corrosion. 

Nobody brings more fiberglass expertise to the front door, or the patio door, than Therma-Tru.
Visit: www.thermatru.com

Patio doors with the advantages of fiberglass 
and the quality you expect from Therma-Tru.

Smooth-Star® Fiberglass

Fiber-Classic® Fiberglass

Slim-Line™ Fiberglass PDF™ Fiberglass ©2005 Therma-Tru Corp. is a Fortune Brands Company.

See us at Booth W1909 
at the International 
Builders’ Show
Jan. 11-14
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Best Practices

Proactive Solutions

Residential elements take a back seat
to bigger-budget transportation and
downtown redevelopment deals. But
builders can take advantage of the best
practices filtering into the industry
from the National Council for Public-
Private Partnerships and the Urban
Land Institute, to the NAHB. 

John Stainback, a Houston-based
managing partner of Stainback
Public/Private Real Estate (SPPRE), is
involved with all three and consults
with NAHB. His 17-step pre-develop-
ment process shows what public offi-
cials are thinking, or should be, when
approaching a partnership. (See chart.)

Working the steps
If local officials are hitting on all

cylinders, they will follow steps one
through three to frame the project’s
overall idea; Steps 4 through 6 deal
with research, planning and design;
and Steps 7 and 8 cover budgeting and
financial analysis. Note that Step 9 —
construction phasing — is in blue, and
has two-way arrows, or relationships,
with Steps 4 and 6, because there’s a
feedback loop between these steps.

“The boxes are colored for a reason,
and those arrows are deliberate, too,”
Stainback says. “In planning develop-
ment, market demand analysis feeds
the infrastructure plan, which in turn
leads to a completed design. So Steps 4,
5 and 6 are blue. But so is Step 9, deal-
ing with development phasing, because
those earlier steps play a major role in
phasing construction.” Similar feedback
loops exist between the green Steps 10

through 12 and subsequent steps, like
Step 15, representing the contractual
negotiations between builder and pub-
lic partner. Where there are such rela-
tionships, some revisions are likely.

The Builder’s Role
Builders don’t need a consultant to

follow this or a similar process; most of

these steps are part of the typical pri-
vate development process. However,
some call Stainback “after the vision,
market study and often the design is
done. That’s typically for Steps 7 throu-
gh 12, particularly 10,” since public
financing mechanisms are usually out-
side their core competency. In fact,
most builders seeking public/private
financial don’t enter this process until

the RFQ/RFP process begins in Step 14.
While that’s common, it’s not rec-

ommended, he says, because compa-
nies seeking an active, leadership role
should get involved “as early as they
can.” These types of builders have been
known to play a key role in the initial
concept. A good reputation, local rela-
tionships and expertise can help
builders from greenfield infrastructure
to urban redevelopment plans.

Things can go wrong anywhere in
the process. Stainback says Step 4 is
“critically important” to both sides of
the partnership. “Because without a
good, thorough market analysis, every-
thing after that point tends to be a little

bit arbitrary and capricious.” But there
are local governments that skip the
first 13 steps and “go straight to the pri-
vate sector to see what kind of
response they get.” This is common
with less experienced public officials
that have a vision and a site in mind
but lack the processes to follow for a
successful project.

Now, builders can help them. 

How They Think
The 17-step process to better public/private development partnerships

17

>> BY BOB SPERBER, SENIOR EDITOR

Builders need to know how buyers think, but there’s anoth-
er set of people — government officials — who hold just as much
clout in a project’s life. Increasingly, those in the public sector are
thinking of ways to fund major projects without raising taxes. And
at any given moment, hundreds of them are in some stage of a
public/private partnership.
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Best Practices

Move over, metropolitan markets, the
megapolitans are coming. Estimating
housing needs for 83 million more U.S.
residents by 2040, researchers at the
Metropolitan Institute at Virginia Tech
are predicting a $25-trillion housing
boom. To account for this growth and
development, they have created 10 super-
sized market areas they call megapolitan
areas, or simply megapolitans. 

The Institute defines a megapolitan
as a network of clustered cities to exceed
10 million residents by 2040. More than
a chain of contiguous cities, each is seen
as a “functional urban network” with
larger regional identity, a transportation
infrastructure, a flow of people, goods
and services and the capability for
regional planning. 

Megapolitans create “American ver-
sions of Europe,” Robert Lang, director
of the Metropolitan Institute, says.  He
cites the regions’ ability to provide
“much greater connectivity in infrastruc-
ture, and have much greater coordina-
tion in planning.”

A look at the map of the new market
areas (at right) shows them occupying less
than a 1/5 of the 2.96 square miles of land
in the lower 48 states. Megapolitans touch
35 states, and include 39 of the nation’s 50
most populous metro areas. Furthermore,
these megapolitans will account for 71.1
percent of the housing units built from
2005 to 2040.

Some sizeable markets are left out.
For example, Minneapolis is dubbed an
“isolate.” Denver along with the
Colorado Front Range, could be form a
“secondary megapolitan” with 2040
population projected at eight million. 

Schools and the local governments
are backing the research with an eye
toward official adoption by the U.S.
Census Bureau. The Bureau has already
started on this path with new definitions
in 2003 and 2004. “Micropolitan
Statistical Area” defines the nearly 600

markets with population between 10,000
and 50,000; “central city” replaced “prin-
cipal city;” and Combined Statistical
Areas were created, based on counties.

Counties are also are the “building
blocks” for creating megapolitans, Lang
says. He adds that builders can now cre-
ate their own versions of megas because
“you can put the puzzle together any way
you want with data available today.” 

Recent research provided the founda-
tion for the proposed mapping. Looking
at recent trends, demographer William
H. Frey with the Brookings Institute
noted the beginnings of a “slowdown
and reshuffling” of the U.S. population.
Fast-growing metro areas including San
Jose, San Francisco and Boston became

some of the slowest-growing areas from
2000 to 2004, while more affordable
areas outside major cities became some
of the fastest population gainers. 

Yet another report from Brookings
and Virginia Tech estimated that by 2030,
roughly half the buildings in the U.S. will
have been built after 2000, led by resi-
dential development. It noted that most
new growth — 87 percent — will come
from the South and West. That report also
predicted increasing demand “for com-
pact, walkable and high-quality loving,
entertainment and work environments;”
and more pressure on jurisdictions to
tighten growth controls in an effort to deal
with infrastructure and resource chal-
lenges such as water availability.

The Next Big Boom
Researchers define 10 megapolitan areas to predict growth through 2040.
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Proactive Solutions

For Further Research
“Beyond Megalopolis: Exploring America’s New ‘Megapolitan’ Geography,”

http://www.mi.vt.edu/uploads/megacensusreport.pdf

“Metropolitan America in the New Century: Metropolitan and Central City Demographic
Shifts Since 2000,” http://www.brookings.edu/metro/pubs/20050906_metroamerica.htm

“Toward a New Metropolis: The Opportunity to Rebuild America,” http://www.brook-
ings.edu/metro/pubs/20041213_rebuildamerica.htm

>> BY BOB SPERBER, SENIOR EDITOR
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S T A R T  A T  T H E  T O P

Take Your Career to the Next Level!
Finding Top Building Jobs just got easier. It’s all just a click away at the nation’s best building

address – TopBuildingJobs.com. Search national listings from top building companies that

include positions in construction, sales, marketing, finance, land, architecture, purchasing,

and all levels of management.Whether you are a professional looking for a top job or a top

company seeking candidates, the smart move is to always – start at the top. HomeBuilders,

Commercial Developers, REITs, Suppliers and Vendors: Contact Top Building Jobs for your

talent needs today at 888-9-TOP-JOB.

For FREE information circle 7

Visit our booth at the International Builder’s Show. Booth #S12639
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Your calling card has just been installed.

©2006 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors.
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Why are more custom builders choosing 

our windows—and using them in their own 

homes? Simple: reputation and referrals. Marvin 

Windows and Doors are superior, from their 

design and craftsmanship to the way they 

perform. And our cladding is the highest quality 

available, able to stand up to the rigors of 

construction, weather and time. Just like you 

have to. Call 1-800-241-9450 (in Canada, 

1-800-263-6161) or visit marvin.com

For FREE information circle 8
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T H E  R I G H T  S E R V I C E .
Our goal is to provide the industry’s absolute best service and support. This goal is 

achieved through our Customer Service Quad.™ Four layers of customer support, 

including a dedicated external sales force, a pro-active inside sales team, an intensive 

customer service group and a responsive technical support team all work together 

to ensure our service and support are unparalleled. And because we know that 

every customer is unique, and that every order is different, our commitment 

to you is based on your specifi c needs. 

T H E  R I G H T  P E O P L E .
At Fypon, we’ve established a culture where integrity and 

experience are rewarded. Our low turnover helps ensure that 

every member of our team is among the industry’s most knowl-

edgeable, skilled and experienced. From our visionary leaders 

who have virtually reinvented the industry by recognizing the needs of our 

customers to our sales and support staff who succeed only by building long 

relationships. After all, it’s the right people who make Fypon the right choice. 

T H E  R I G H T  T O O L S .
When we set out to reinvent the millwork industry, we had to rethink how every-

thing is done. Starting with our state-of-the-art, streamlined manufacturing process 

that enables us to provide the highest levels of quality control while keeping costs 

competitive. And because we aren’t successful unless you are, Fypon provides you 

with expertly developed, tried-and-true marketing tools, proven lead generation 

tools and our exclusive online design confi gurator. Fypon also offers specialized, 

custom tools for architects, builders and contractors. 

T H E  R I G H T  P R O D U C T S .
The right stuff, indeed. Our goal is to have the right product for 

every possible application. That’s why we offer an astounding 6,000 

products. Our exquisite urethane millwork and trim products 

lead the industry in delivery and quality from piece to piece. Our 

PVC foam board provides the workability and strength of wood, with increased 

weatherability and versatility. For columns that are decorative and load-bearing, 

in a variety of styles, Fypon has you covered. And for sheer speed, our 

FastRail™ quick-install porch rail systems are without equal. 

T H E  R I G H T  T I M E .
The stage is set. Fypon has taken the defi nitive lead in the millwork industry. By 

listening and responding to the needs of our customers, we now offer the industry’s 

most comprehensive millwork product line, backed by previously unheard of lead-

times and an intensive support network. All brought together to make Fypon the right 

company. And, no matter what your project, to provide you with the right stuff. 
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>> BY FELICIA OLIVER, SENIOR EDITOR

But when it comes down to it, what
makes Joe Schmoe Builders a better
home builder than XYZ Homes across
town?  In reality, maybe not a whole lot.
However, in the perception of each
builder’s customers, the difference
could be phenomenal. That’s the power
of branding.

Branding creates a distinctive idea in
the minds of potential buyers about
what your company has to offer them in
comparison to the competition.  

“I don’t think most builders think of
themselves in terms of building a
brand,” says David Miles of Milesbrand,
a real estate advertising agency. “They’re
home builders, and they want to give
people the best home they can give them

for the best price they can give it to them
and still make money.”

Defining your brand is crucial to cre-
ating an effective promotional campaign.

“[Consumers] need all the clues they
can get in the marketplace to know
where they should spend their time,”
says Miles. “They don’t want to be con-
fused week after week with who you are,
or where you fit in or how you’re differ-
ent. They don’t want to figure it
out....They want you to respect their
time and make it easy for them.

“If you’re remaining true to the
brand,” he adds, “you have a higher
likelihood that the communication is
going to be on target for what you real-
ly stand for.”

Define your brand
“A building company should deter-

mine what it is that they do better than
the competition,” says Jan Mitchell, sen-
ior editor for Sales and Marketing mag-
azine, and a contributing editor for
Professional Builder.  “What are its
strengths? Is it architectural design?
Affordability? Family-centered communi-
ties? Eco-friendliness or energy efficiency?

“You need to figure out what is dif-
ferent in the customer’s mind about
your company,” says Tracy Rubenstein,
director of marketing at T.W. Lewis.
“That can be achieved through focus
groups, surveys — there are a lot of ways
to get to that. But I think [determining]
that is crucial.”

“No matter what your size, or...
whether you think of yourself as a brand
or not, the market is going to brand
you,” says Miles. “You have a choice of
being intentional about the identity that
you want to create in the world, or allow-
ing the market to determine how they
think of you.”

HOW I LEARNED TO... PROMOTE MY BUSINESS

What Makes You So Special?
With hundreds of builders as competitors, what makes your company stand out in the crowd?  

Builders across the country do a great job at what they do
best — using their skills and expertise in building well-construct-
ed homes that are a refuge and, in some cases, the fulfillment of a
lifelong dream for its owners.
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SYNCON HOMES LETS
PROSPECTS ‘DISCOVER
THE DIFFERENCE’
BEHIND THE FACADE 

Builders aacross tthe ccountry cclaim tto bbuild
quality homes, deliver excellent customer
service and offer the best value. The trick is
how to make your unique branding proposi-
tion real for your customer.

“We came up with a theme, ‘Discover
Our Difference,’” says Donnie Hanly, presi-
dent of Syncon Homes of California,
“because ... we wanted people to be able to
come in and discover what’s different about
Syncon. ... That’s hard to do on a sheet of
paper. ... ‘We’ve got mold resistant drywall,’
‘We’ve got full, solid sheer exteriors’ ... If it’s
on a piece of paper, most homeowners look
at it and they just don’t quite get it. You really
need to be able to touch and feel and see
something to appreciate it.”

Syncon took a hands-on approach to
solving the problem:  It took a garage from
one of its models and added carpeting, spe-
cial lighting, and displays that reveal a cross
section of what lies behind the walls, inside
the roof, and in the window insulation — with
labels to explain what each layer of building
material is and why it’s important.  The space
is called The Discovery Center. There are
currently four in existence and one will be
included in every model home complex
Syncon builds in the future. 

“It ...visually shows how Syncon builds a
home differently,” says Rochelle Barcellona,
president of Barcellona Inc., Syncon’s mar-
keting agency. “It’s taking you through the
whole process — through foundation studs
and the lumber, all the way through finishing
on the interior.

“Men especially love it,” Barcellona adds.
“The women go through it and then they
want to look in the model homes, and the
men just stay in this room because it’s so
cool. Everything is labeled and you’re seeing
the builder’s story and the logo is being rein-
forced.”
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Masonite. The Beautiful Door.®

Introducing the new Barrington® Craftsman Fiberglass Entry Door from Masonite.
The Barrington® Craftsman Series beautifully complements Mission or Craftsman style architecture with 

the durability of fiberglass. The surface features a straight-grain hardwood texture that finishes easily and beautifully. 
Barrington® Craftsman offers a simple, clean and classic look and is available with three glazing options including 

a choice of two dramatic, decorative Specialty™ Glass designs or clear insulated glass.

www.masonite.com
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IDEAS WE LOVE

BUILD COMMUNITY WITH EVENTS
Syncon HHomes oof CCalifornia builds a sense of community with its owners with regular

barbecues and parties.
“We like to ... create a real sense of community within our subdivision,” says Syncon

President Donnie Hanly. “Even if [we’re part of] a master-planned community, and there’s
five builders in there, we like to have our community stand out more as the community.”

Hanly says, “Buyers go and talk to their friends who bought from other builders: “Oh,
we’re going to a Halloween Party...over at Syncon. What are you guys doing?” and the
response is “‘Our builder’s not doing that.’ It ends up really benefiting us.”

BECOME AN AUTHORITY
In aaddition tto CCEO CCarol MMeyer’s rregular TTV aappearances, other Greenbriar staff are

quoted in the local press on home building issues, reinforcing the idea that Greenbriar
employees are experts in the field. 

“We have a PR person that we work with,” Meyer says, “that pitches what we’re
doing and works with different media on what they’re looking for. When we have expert-
ise, we volunteer to be interviewed.”

CO-BRAND
Greenbriar aalso uused iits bbroadcast pplatform to highlight a bright and colorful cross

promotion.
“One of our trade partners, Kelly Moore Paints, came out with new Sunset Colors,”

says Meyer.  “So we did a segment on Sunset Colors.  We actually painted some walls
in our models with the new colors and then we went on television, tied the show into the
new colors, invited people out to the models ... and Kelly Moore put the pictures of our
models with the colors on their ...paint chip cards.”

PRODUCE A VIDEO
T.W. LLewis wwon aa CClarion aaward this past October for an eight-minute promotional

video called “The T.W. Lewis Difference.” The Association for Women in Communications
sponsors the Clarion Awards.

“We were really frustrated in traditional media,” says Tracy Rubenstein, director of
marketing at T.W. Lewis,  “It was limited in getting across our message. Some parts of
our message are pretty easy to get across like style and design. ... But some things
about where we differentiate ourselves in terms of our service, the buying experience,
and our construction quality - those are a little bit more complicated.”

“[The video] is accessible on our Web site,” adds Rubenstein. “We also give it
out in our sales offices. It’s in DVD format, and it’s playing continuously in our
model homes on TVs.”

MAKE IT PERSONAL
John WWieland HHomes iin AAtlanta brands itself as a builder of special

homes with a personal touch. The company logo includes founder John
Wieland’s signature.

“We have a little plaque that has my signature on it that we put inside the
closet door of every home we’ve built, and it has the year that the house was built,”
says Wieland.  “Just a little touch that I signed off on the house.”

GREENBRIAR HOMES painted some of
its models with Kelly Moore Paints' Sunset
Colors.  In turn, Kelly Moore featured
these Greenbriar models on its color chip
cards, resulting in a successful co-brand-
ed marketing campaign.
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The Barrington® Sierra™

Fiberglass Entry Door
Masonite is pleased to introduce the Barrington®

Sierra™ Series, the latest addition to our fiberglass
entry door line. Specially engineered to meet the

design needs of Southwest, Spanish or
Mediterranean style homes, the Sierra Series

combines the performance of fiberglass with the
beauty of authentic hardwood texture to open up

even more design possibilities.

The Barrington® Craftsman
Fiberglass Entry Door
Barrington® Craftsman beautifully complements
Mission or Craftsman style architecture with 
the durability of fiberglass. The surface features 
a straight-grain hardwood texture that finishes
easily and beautifully. Barrington® Craftsman
offers a simple, clean and classic look and is
available with three glazing options including 
a choice of two dramatic, decorative Specialty™

Glass designs or clear insulated glass. The Cheyenne™

The new Cheyenne™ Two Panel Plank Smooth interior
door features a striking panel profile and beautiful
beaded planks, creating the perfect rustic, country or
western look for any home. It is also available with
our patented Safe ‘N Sound® solid core construction
for additional privacy and safety.

The Palazzo™ Series
Crafted in the tradition of the finest Italian
designers, Palazzo™ interior doors add
elegance and warmth to any home. Distinct
raised moulding combined with unique high-
definition panel profiles create a door that is
the perfect start to any beautiful room.

Choose from the curved arches of the
Bellagio® design, or the crisp lines of the
square-paneled Capri™. Every Palazzo door
has the weight, feel and richness of solid
wood and a smooth surface that is ideal for
beautiful finishing. With their unrivalled
sophistication, Palazzo™ interior doors are
the key to making any room more beautiful.

WITH MASONITE’S INTERIOR 
& EXTERIOR DOOR COLLECTION

Leaders in Innovation
For 80 years, Masonite has been
known worldwide for product
innovation and commitment to 
the building industry. Masonite’s
extensive offering of interior and
exterior door products adds beauty
and elegance to any home.

HOMES
Beautifying

Masonite. The Beautiful Door.®

Masonite, Barrington, Sierra, Palazzo, Bellagio, Capri, Cheyenne, Safe ‘N Sound, Specialty and Masonite. The Beautiful Door. are trademarks of Masonite International Corporation.

NEW
DESIGNS

NEW
DESIGNS

NEW
DESIGNS

VISIT US AT

BOOTH W214
3

For FREE information circle 12
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Builders need to know what their
brand represents, and implement a
change in direction and/or damage con-
trol if the brand perception is negative,
ineffective — or unattainable.

Donnie Hanly of Syncon Homes of
California currently uses the tagline,
“Discover our Difference,” to brand his
company. “A few years back, we were

going with a different theme ...’Expect
More,’” Hanly says. “It just set us up for
failure. We do a great job on a home.  We
build it wonderfully. ... They love the
house.  Then they’re still not happy. ...
“They say, ‘Okay, I’ve got this, what’s
next? There’s more, right?’ ...How do
you give them more than — more?”

Practice what you promote
Employees, customers, suppliers —

everyone that does business with your
company — has to believe that your
brand is genuine.

“Branding is important internally,”
says Miles, “so that the people that work
for the firm really know what the firm
stands for and hopefully buy into that —
so they become brand evangelists for the
culture and the core values and how the
company operates in the world.”

“Everything that we do from a mar-
keting perspective would be meaning-
less if the customer experience didn’t
validate that message,” says Rubenstein,
who received the 2004 Silver Award for

Marketing Director of the Year from the
National Sales & Marketing Council of
the NAHB.  “So that really puts respon-
sibility for the brand in the hands of our
sales associates, our construction super-
intendents  — all those people that are
coming in contact with the customer
[are] responsible for that experience.”

Like it or not, people will talk.  Do busi-
ness in such a way that when they talk
about your company, what they share is
positive and accurately reflects your brand.

“We’ve had Christmas and holiday
parties that we’ve done over the years,”
says Hanly, “and brought all of our
homeowners in and they’ve gotten to
meet each other.”

Hanly says that because the compa-
ny’s brand — which he describes as car-
ing, community minded, and family ori-
ented — is a genuine reflection of how it
treats customers, he doesn’t have to
worry about what sort of commiserating
goes on when all his buyers get together.

“If we were putting up a product that
was having a lot of issues, or not taking
care of our customers,” says Hanly, “the
last thing we’d want to do is get them all
in one place and have them all talk to
each other.”

Engage the experts
Not every builder intuitively has the

skills to do his own promotion and mar-
keting, but he can learn.  The NAHB
offers the well-known and respected
MIRM designation, which stands for
Member, Institute of Residential
Marketing.  To earn a MIRM, candidates
must have, among other things, at least
three years experience in new home
sales and marketing and complete four
required courses.

Builders also have the option of hir-
ing the marketing expertise they need
through a consultant or marketing firm.

Syncon Homes works exclusively

with Rochelle Barcellona, MIRM, and
president of Barcellona Inc. “A lot of
times we’ll come up with an idea,” says
Hanly, “and we’ll just have it in its infan-
cy stage.  [Rochelle] will think about it
and then come back to us. We’ll start
meeting together, and with our team, to
bring it to the next level.”

“We’re a little bit decentralized in our
agency support,” Rubenstein says.  “We
tend to use a few different firms instead
of one firm handling [every]thing. I
think that works better for us.”

Greenbriar Homes in Fremont,
Calif., uses Gauger + Associates as their
advertising agency. Gauger came up
with the idea of having Greenbriar’s
CEO Carol Meyer appear regularly on a
local television program called “Bay
Area Living with Sunset Magazine.” 

“I agreed to do it,” Meyer says, “and I
actually did pretty well at it.  ... I’m prac-
ticed at telling the story and I’m com-
fortable in front of a camera.”

“We did about a four-minute seg-
ment once a month,” she says. “Some of
it was community service in that we
talked about getting your home ready for
winter. We talked about drainage. [We]
talked about pools one time. And then,
of course, we’d show all this stuff by
showing our houses.”

Get in the game
Think business is too hot in your

market to bother with promotion? If so,
it may not be for long. “In the markets
we’re in, I don’t think anybody has been
doing a lot of promotional things,” says
Hanly. “But everybody has been getting
ready to do them, because it’s slowed
down quite a bit. ... I think there’s a lot of
stuff that’s in the works with a lot of
builders, because we have to go back and
work a little harder.” PB

LOG ON For more how-to information, visit
us online at www.HousingZone.com

>> HOW I LEARNED TO
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No matter what your size, or... whether you

think of yourself as a brand or not, the market is

going to brand you.‘‘
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866 / LGHI-MACS 
www.lgcountertops.com

www.lgvolcanics.com
www.lgviatera.com

LG SUPPORTS YOU WITH PREMIUM SURFACING YOU CAN 

STAKE YOUR REPUTATION ON - superior quality surfacing that’s 

now made in America!  With LG you get the colors you want without 

the lead times that can slow down your business.  Plus, LG offers an 

extensive palette of natural quartz surfacing in addition to their leading 

solid surface collection that is sure to satisfy your most distinguished 

customers.  Also, all LG surfacing products are backed by the industry’s 

only 15-year warranty making LG the perfect partner for your business. 

Take your company to the next level, and work with the company that 

cares enough to work with you.

WORK WITH THE SURFACE 
PROVIDER THAT WILL WORK 
WITH YOU

SUPERIOR QUALITY

MADE IN AMERICA

NO LEAD-TIME

SOLID SURFACE & NATURAL QUARTZ

INDUSTRY LEADING 15-YR WARRANTY

For FREE information circle 13
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SERVICE, SELECTION, STYLE.
ARMSTRONG CABINETS DELIVERS IT ALL.

www.armstrong.com
Cabinets • Hardwood • Ceilings
Resilient • Laminate • Linoleum

Trademark owned by AWI Licensing Company

The Armstrong name stands for excellence – from the products we make to the
personal service you’ll receive. When you provide Armstrong Cabinets in your homes,
your customers will see the fine craftsmanship, beautiful finishes and exquisite detailing.
You’ll appreciate our commitment to on-time delivery, exceptional service and broad
array of cabinetry products for every budget.

For information on Armstrong Cabinets call 1-866-517-1279.

Visit our 
Booth #W1359 

Int’l Builders Show

For FREE information circle 14
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>> BY SCOTT SEDAM, SCOTT@TRUEN.COM

Last month I talked about
the negative side and won-
dered how some of the big
regional and national builders
could score so consistently
low in so many cities, for so
long.  

Just this week however, I
received word that one of the
worst offenders was mount-
ing a very serious and very
expensive campaign to reme-
dy their low status with cus-
tomers.  Of course, there is a
wrong way to approach this
— throwing money at the
back end — and a right way to
do it — reengineering a com-
pany’s processes from start to
finish.

You can’t do that without
extraordinary management
commitment.  Does this firm

have that?  Time will tell, but
the important message is that
J.D. Power has finally gotten
to even the lowest performers.
This “customer satisfaction
thing” is not going away. 

Focusing on the positive,
we wanted to learn just who is
the best on a national basis
among firms doing business
in more than three cities. It is
important first to note that
there are many local builders
who compete head-to-head
with the best of the regionals
and nationals.  

Some of these locals that I
know well are Robertson
Brothers in Detroit,
Lakewood Homes in Chicago
and Tripp/Trademark Homes
in Tampa who, by the way,
finished at the top of J.D.

Power in only their 4th year in
existence.  I recognize these
local builders to establish
clearly that customer delight
is in no way the exclusive
domain of the Giants.
Arguably, it is more difficult
to achieve the highest levels
across a broad range of mar-
kets, but I can tell you from
personal observation that key
success drivers are the same
for builders of all sizes in all
locations.  

A national calculation is
tricky due to complicating fac-
tors, such as builders with
multiple divisions in one mar-
ket and wide variations in
norms among the 30 J.D.
Power markets.  You can’t
simply total the scores, divide
then compare averages.  You

LESSONS LEARNED

The Customer Delight
Honor Roll
Five home builders that get customer 
satisfaction right.

In the December “Lesson’s
Learned” column, I described how
my staff analyzed the results of the
J.D. Power and Associates 2005 New-
Home Builder Customer Satisfaction
Study.  If you have not yet spent time
on the www.jdpower.com public web-
site and perused the rankings by
builder and by city, I highly recom-
mend it.  The data is both fascinating
and revealing.  If your firm hasn’t yet
been measured and you build more
than 100 units a year in one of the Top
50 U.S. housing markets, you proba-
bly will be soon, so pay attention.
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Business of Building
>> BY SCOTT SEDAM, SCOTT@TRUEN.COM

Now, with the
J.D. Power in
30 U.S. mar-
kets as well
as Toronto,
the level of
interest and
concern over
customer sat-
isfaction
scores
approaches
paranoia.

That is not merely incredi-
ble and hard to imagine.
Statistically, it is near impossi-
ble. To achieve this dubious
distinction, low customer sat-
isfaction has to be a strategic
goal and an operational
imperative. Perhaps they just
didn’t realize what their strate-
gies, policies and practices
really meant — or perhaps
they did. Now here’s the scary
part. If you and I can go to J.D.
Power and figure this out,
then so can prospective home-
buyers.

Should you really care
about these rankings? Yes. At
Professional Builder’s recent
Benchmark Conference, Paul
Cardis, president of NRS —
one of the industry’s top cus-
tomer satisfaction research
firms — presented the results
of his most recent national
customer survey. One of the

key findings indicated that 95
p e r c e n t o f h o m e b u y e r s
planned to seek out builders’
customer satisfaction scores
to help them make a purchase
decision. So you have to care.
There is no longer an option.

More than five years ago, I
wrote a column about the
decision of J.D. Power to
measure customer satisfac-
tion in home building and
publicize the results. I predict-
ed it would forever change our
industry.  

No one paid any attention
the first two years and my pre-
diction looked premature at
best. But as J.D. Power
extends the survey to more
markets, builders’ interest,
and uneasiness, has grown. 

Now, with the J.D. Power
in 30 U.S. markets as well as
Toronto, the level of interest
and concern over customer

satisfaction scores approaches
paranoia.

J.D. Power does not pub-
lish an overall U.S. ranking
and for good reason. It is
almost impossible to calculate
meaningful national scores
directly from the builders’
individual scores in each mar-
ket. For example, if you gain a
#1 award in City A with a
score of 125 and a #3 score in
City B with a score of 140,
how do these compare?
Which one is better? How do
you compare a builder who
operates in two markets to a
builder who operates in 50?
What about builders who do
business under multiple
names in a single market? 

LESSONS LEARNED

The J.D. Power 
Juggernaut
Caring is no longer an option.

‘‘

Imagine setting out to deliberately design
one of the nation’s largest home building compa-
nies with a primary goal to never please your cus-
tomers. You might think you would be some kind
of industry pioneer with this strategy. But it has
already been done — and by more than one
builder. If you spend some time studying the
nationwide results of the J.D. Power and Associates
New-Home Builder Customer Satisfaction Study
for the last four years, you will find several large
builders who have virtually never had a single one
of their operations finish above the mean. 
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need a method to assign values to the
rankings that makes sense based on rea-
sonable assumptions of how customers
will respond when they see the J.D.
Power results.  

We tried five different scoring
schemes, all logical and sensible, and no
matter how many ways we ran the data,
the same five builders always emerged
at the top.  

The rankings within the top five
changed a bit with different approaches,
so we decided to present the results
alphabetically, but the top five were
always the same.  What’s more, in each
approach there was a clear and undeni-

able statistical break between #5 and #6.
In other words, these were the top per-
formers by a substantial margin.  This
was not a close call.  

For two reasons, special mention
should be made of the Pulte/Del
Webb/DiVosta family.  First, they once
again finished #1 in more cities (16) than
any other builder.  Centex was #2 by this
measure, with 11 first place finishes, a
huge leap from last year.  Second, Pulte
has earned the most Top three J.D.
Power Awards of any builder for six con-
secutive years.  That is an exceptional
achievement that may never happen
again.  

Pulte has, indeed, been ahead of
most of home building in the cus-
tomer satisfaction department for
years and dramatically so. But it is no
surprise to Pulte that others have
closed the gap.  

This is a very open industry with a
great deal of movement of people and at
the end of the day, there are no secrets.

Pulte executives and managers began
openly discussing trying to change their

once shaky reputation as far back as
1990.  In those days, the message was
not generally well received.  (As a full
disclaimer, you should know that I
worked for Pulte from 1989 to 1997.) 

Now, however, you would be hard-
pressed to attend any industry confer-
ence without one or more representa-
tives from our top five builders or one of
the best locals on the program explain-
ing, one more time, what it takes to
achieve customer delight and why it’s a
profitable business strategy.  

So what is it about these firms that is
truly different?  They have built a high-
performance culture focused on cus-

tomer satisfaction. I have written exten-
sively (some might say ad nauseum)
about the critical importance of organi-
zational culture and how it drives every-
thing that works — and doesn’t work —
in a company.  

You can search back through old
columns I have written on the
HousingZone.com archives and find
many lists and descriptions of how the
best firms approach construction, pur-
chasing, design, customer service, sales
or any other element of both strategy
and daily operations.  It is all driven by
culture. 

But have you wondered exactly what
drives the culture?  Who is it that mixes
the cultural Kool-Aid and gets people to
willingly drink it down?  

I have had the good fortune to meet the
leaders of all five of our honor roll compa-
nies and in several cases know them per-
sonally. Each is an exceptional leader, and
customer commitment is not a new-
found revelation for any.  I was on a pro-
gram with David Weekley in 1991 and he
didn’t just get it, he was already living it. 

I spoke at a Centex company meeting
years ago and Tim Eller began the meet-
ing with a statement that set the entire
audience back in their chairs. “We have
concluded that the company who reach-
es the highest level of customer satisfac-
tion is recession-proof.” 

Bert Selva at Shea and Larry Webb
from John Laing Homes beat the cus-
tomer drum every single day in their
firms, both of which have won top
industry awards while being singled out
for exceptional customer satisfaction.
And Richard Dugas was the one guy Bill
Pulte thought could ensure that the tra-
dition of quality in a company that was
once lost and now restored, would never
falter again.  

If you have ever heard any of these 5
industry leaders or the many key execu-
tives who work with them speak, you
know immediately they are for real and
you understand exactly what drives the
exceptional cultures in their firms.

Last month, I quoted Brian Joiner,
who said, “Every system (or company) is
perfectly designed to get the results it is
getting.”  

Ultimately, the leadership of a com-
pany owns the system.  It is in your
hands.  Even if you didn’t originally
design it, you are the one maintaining it.
If you truly want to be like our five mem-
bers of the honor roll or any of the top
locals, you will have to redesign your sys-
tem and lead your people in the new
way.  

That’s what leadership is all about.
Go mix up some Kool-Aid. PB

Scott Sedam is President of
TrueNorth Development, a nation-wide
consulting & training firm focused on
quality, process improvement and orga-
nizational development.

log on To find this and other articles by Scott
Sedam, visit www.housingzone.com or

www.truen.com. Also tune in to Scott Sedam’s
program on HZ Radio at
www.HousingZone.com/HZRadio

>> LESSONS LEARNED
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THE 2005 CUSTOMER DELIGHT HONOR ROLL 

� Centex/Fox & Jacobs
� David Weekley Homes
� John Laing Homes
� Pulte/Del Webb/DiVosta
� Shea Homes
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See IBS Booth W943, go to integritydoublehung.com or call 800-687-6661 to meet the new Double Hung that’s Built to perform.

Abuilder.Our newDouble HungWindow. Perfect match. Is this window 
ready for a long-term commitment? A higher DP rating and durable Ultrex®, a pultruded fiberglass, say yes.
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More interior woodwork is easy on the eyes. After years of being led on and let 
down by flimsy vinyl or roll-form aluminum, it’s time for a window you can rely on.

Wood-Ultrex Series
For FREE information circle 19
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©2005 Wachovia Corporation. Wachovia Bank, N.A. is a Member FDIC and Equal Opportunity Lender. 056684

At times you need a resource that carries a lot of weight.

A N C H O R
W H A T C A N A N

T E A C H U S A B O U T

H O M E B U I L D E R  F I N A N C I N G ?

To gain the expertise of a Wachovia Relationship Manager, please contact Bird Anderson,
Residential Market Executive, at 704-374-6311.

Uncommon Wisdom

$30,000,000
•

Construction and 
A&D Facility  

POINSETT 
COMPANIES

Carolinas

$225,000,000
•

Lead Arranger, 
Syndicated Revolver

ASHTON WOODS 
HOMES USA
Multiple Markets

$75,000,000
•

Construction Revolver 

ICI HOMES
Florida

$59,000,000
•

Lead Arranger, 
Acquisition Loan

BEAZER HOMES/
ICI HOMES

Florida

$50,000,000
•

Construction and 
A&D Facility 

$500,000,000
•

Lead Arranger, 
Syndicated Revolver

ORLEANS 
HOMEBUILDERS, INC.

Multiple Markets

$150,000,000
•

Lead Arranger, 
Syndicated Revolver

STANLEY MARTIN
COMPANIES

Virginia & Maryland

EAKIN YOUNGENTOB
ASSOCIATES, INC.

Metro D.C.

$75,000,000
•

Construction and 
A&D Facility 

PASQUINELLI/
PORTRAIT HOMES

Multiple Markets

$60,000,000
•

Line of Credit

HOMELIFE COMMUNITIES
OF AMERICA

Georgia

For FREE information circle 20
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>> BY BOB PIPER, THE TALON GROUP

If you want to
get a leg up
on the cus-
tomer satis-
faction race,
as well as
develop and
maintain a
participative
company cul-
ture, a great
first step is an
employee sat-
isfaction sur-
vey. 

When you peel back the
onion of customer satisfac-
tion you’ll find an underlying
correlation to employee satis-
faction. Simply put, it takes
satisfied employees to pro-
duce satisfied customers and
takes satisfied customers to
grow any business.

Satisfied employees tend
to willingly make contribu-
tions to the organization to
ensure its financial security
and longevity; realize and take
pride in the importance and
value of their work to internal
and external customers alike;
feel valued; welcome personal
development and growth; feel
free to share their opinions and
ideas honestly ; and better serve
the needs of the customer.

How do you know if your
employees are happy? Give
them an opportunity to tell
you anonymously.  The best
vehicle to get that type of
input is an employee satisfac-
tion survey. 

What’s the obstacle?
Many senior managers say
they have a good handle on
their employees’ opinions.
Remarks like, “My people are
never shy about telling me
what’s on their minds,” or
“We have an open door poli-
cy... no secrets in our compa-
ny,” are common.  That’s

great, and if true, those man-
agers won’t be surprised by
the results of a survey.
However, in a recent survey
we conducted, a manager was
surprised.  The results indi-
cated the sales team felt its
division president tended to
unnecessarily override the
vice president of sales. When
he asked the vice president of
sales if this was true, the vice
president answered affirma-
tively. The surprised division
president then asked, “Why
didn’t you say something?”
The vice president of sales
responded, “I assumed you
knew you were doing it.” 

The Bottom line — emp-
loyee satisfaction surveys are
good business and good for
your business.  After all, who
better knows what is going
on in every part of your oper-
ation than the people actually
performing the work?  The
survey solicits your employ-
ees’ perceptions, which are
their reality.  Does their reali-
ty allow them to perform to
their optimum level?  If not,
what is holding them back? 

So, if you want to get a leg
up on the customer satisfac-
tion race, as well as develop
and maintain a participative
company culture, a great first-
step is an employee satisfac-

tion survey.  But before you
launch one here are a few
things to keep in mind:
� The survey must be com-
pletely confidential — guar-
anteed anonymity for all par-
ticipants. 
� Talk it up. Let participants
know the importance of the
project. Let them know you are
interested in their opinions.
� Be prepared to share the
findings with your people,
and most importantly, what
next steps will be taken.
� Repeat annually to check
progress.

While each survey is
unique, the better ones
should provide insight into
the following areas:
� Company values 
� Customer orientation
� Effective communication
� Company image
� Work environment
� Performance and develop-
ment
� Management practices
� Co-Worker relations
� Compensation and benefits
� Future orientation

If you have specific, meas-
urable information in the
above categories, you can cap-
italize on your strengths and
identify your opportunities
for improvement.  You
should be able to spot poten-
tial problem areas before they
become a reality. Additionally,
you can plan and allocate
your resources (financial and
otherwise) more effectively.
Everyone benefits - the com-
pany, the employees, and yes,
the customer. PB

H.R. DEPT.

Why Employee Satisfaction?

‘‘

Everyone’s abuzz about the J.D. Power
home builder rankings, and rightfully so.
Regardless of your personal stance on the data,
more potential home buyers are making it part of
their research prior to making a buying decision.
And if they’re not, you can bet the salesperson of
any well ranked company is bringing it to their
attention.
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LOG ON To learn about other
important HR issues, visit us at

www.HousingZone.com/management
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© 2006 TAMKO Roofing Products, Inc.TAMKO is a Registered Trademark of TAMKO Roofing Products, Inc. EverGrain is a Registered Trademark of Epoch Composite Products, Inc. under license to TAMKO Roofing Products, Inc.
To obtain a copy of TAMKO’s limited warranty, visit us on-line at www.evergrain.com. Representation of these colors is as accurate as our printing will permit. ECP-023301 1/06

www.evergrain.com
800-253-1401

The look of it, the feel of it,

everything about an EverGrain®

deck leaves an impression.

That’s because our proprietary

compression molding process

creates a deep lasting grain in 

rich colors that age beautifully.

Something that will definitely

impress your customers.

For FREE information circle 22
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Best Practices
>> BY PAUL CARDIS, PACARDIS@NRSCORP.COM

A lot of home builders are
giving themselves heartburn
by insisting on more survey
responses when accurate
results can be obtained from
a much smaller number of
returned questionnaires.
Making matters worse, there
are a number of research
companies tying to woo
builders away from their cur-
rent research program by
claiming you need 80 percent
of surveys filled out.

CUSTOMER SATISFACTION

The Test Kitchen
Chasing surveys instead of satisfaction.

Imagine yourself
judging a chili cook-
ing contest, with long
tables lined with big
steaming pots of home-
made chili. Given that
each pot of chili has
been stirred well, you
are able to taste just
one spoonful to deter-
mine how the whole
pot tastes. That’s
because the small sam-
ple accurately repre-
sents the entire pot.
Now imagine if you
had to eat half of the
pot in order to make
the same determina-
tion. There’s not
enough antacid to
relieve that heartburn.

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
.2

0
0

6
  

 w
w

w
.h

o
u

si
n

g
zo

n
e.

c
o

m

47

P
H

O
TO

G
R

A
P

H
: F

O
O

D
P

IX

pbx0601bp_satisfaction.qxd  12/18/2005  2:04 PM  Page 47



Best Practices

Why this overemphasis on quantity
instead of quality? Besides lack of
knowledge, it could be human nature.
No one likes bad news, so there’s a natu-
ral response not to believe it, and many
people will try to explain it away. “How
can this be?” they wonder. “Clearly, the
survey was only filled out by our dissat-
isfied customers. All of our happy cus-
tomers must have thrown it away.” Such
reactions, however, are nothing more
than misleading thoughts by those
grasping to make sense of results they
prefer not to accept.

A quality survey administered prop-
erly will yield accurate results with less
than 80 percent response rate. Best of
all, the response rate needed to achieve
results that are 90 percent accurate is
often a lot smaller than you may think.

If you built more than 125 homes you
do not need 80 percent of the surveys
returned to accurately gauge your per-
formance in customer satisfaction.
That’s because the power of randomiza-
tion and avoiding bias comes into play.
Just like that stirred up pot of chili, all
you need is a tablespoon to get proper
taste, given that the pot is big enough.  If
the pot were too small you might scoop
up a burnt edge that doesn’t reflect the
true quality of the chili. 

Sure, the first surveys to pour in
might be from angry customers anxious
for an opportunity to vent their frustra-
tions. Given time, however, the total
number of returned surveys will be a
proportional representation of the entire
customer base. The key is to give your
program time to reach the targeted
response rate and you will have the
same group as if you received all of the
surveys.

Assuming that you are surveying all
of your customers, what response rate
should you aim for? Generally, as the
population size increases, the needed
response rate goes down. In our experi-
ence, most larger builders can be rea-
sonably confident in the overall compa-
ny results with just a 20 percent
response rate. Though higher response
rates might give you more peace of
mind, the fact is that the results don’t
change significantly. Once you reach 40-

50 percent, you are as good as its going
to get with more than 125 homes. The
chart above shows the necessary num-
ber of surveys needed given the number
of homes built. Assuming we want to be
90 percent confident in the results and
the maximum scores could vary being
only +/- 6%. (on a 6 point scale, this would
mean scores could go up or down +/-
0.36; on a 10 point scale it would mean
scores could go up or down +/- 0.6). 

NRS once conducted a survey for a
builder that generated a 50 percent
response rate with more than 400 clos-
ings in a year. The client, however, was-
n’t happy with the negative results and
insisted that only the unhappy cus-
tomers responded, despite showing him
the response rate chart. Rather than face
reality, he paid us to drive the response
rate up to 75 percent. Now, if the
builder’s theory were true, we should
have seen some change in the results.
Yet, despite having a 75 percent
response rate, the survey results stayed
the same.

This home builder is not alone in its
thinking. A lot of companies overem-
phasize the importance of huge survey
responses and waste precious time chas-
ing surveys instead of satisfaction. Look
at how often sales staff or construction
supers chase customers to get the survey
response rates up and you can see why
this has become a real problem for many
home builders. Unfortunately, while a
lot of home builders spend a great deal
of time and energy to increase the num-

ber of survey responses, those resources
are not being used to address the cus-
tomer satisfaction problems identified
in the survey results.

Imagine what would happen, howev-
er, if home builders stopped chasing
higher survey response rates and
instead turned their attention to
improving the areas of their businesses
that are disappointing customers? The
results won’t change significantly —
even if you got 100 percent participa-
tion. Meanwhile, the things that could
really improve customer satisfaction
and create delighted loyal customers are
being ignored.

This fact hasn’t been lost for the best
in customer satisfaction. Pulte Homes,
which is the leader in homebuyer satis-
faction in the U.S, with 16 divisions
ranked #1. Pulte knows the importance
customer satisfaction plays in improv-
ing its performance. So, what response
rate does it use for   its customer satis-
faction surveys? A respectable 40-50
percent. Centex Homes ranked #1 in 10
divisions uses also uses a different sur-
vey with a 40-50 percent response, John
Laing Homes the #1 builder in North
America in customer satisfaction, recip-
ient of the 2005 NRS Diamond Award
presented by Professional Builder
receives a 50-60 percent response rate.
The list of leading companies is long
who understand that focusing satisfac-
tion with customers is more important
than being distracted with unnecessary
survey response rates. Make sure your
company isn’t wasting resources chas-
ing surveys in lieu of customer satisfac-
tion and delight.  PB

Paul Cardis is CEO of NRS
Corporation, a leading research and
consulting firm specializing in cus-
tomer satisfaction for the home build-
ing industry.  He can be reached at pac-
ardis@nrscorp.com.

LOG ON Want to learn more about 
customer satisfaction? Visit us online at

www.HousingZone.com/management

>> CUSTOMER SATISFACTION
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RESPONSE RATES
90% confidence

+/-6% error

Number oof RResponse RRate
Homes BBuilt Needed

125 60%

225 46%

325 37%

500 27%

1000 16%

10,000 2%
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 in E/One Sewers
There’s Money
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SWIPE YOUR BADGE 
AT IBS EXHIBIT #W3191 
AND GRAB SOME CASH!

Top 3 Ways E/One 
Increases Profi ts for 
Builders & Developers 
#1 LOWER COSTS 
• Save 80 to 90% in upfront costs 
• Save up to 50% of total installation 
 costs 

#2 INCREASED OPPORTUNITIES
• Salvaging unbuildable lots 
• Enabling fl exible homesiting & 
 attractive sightlines 
• Creating minimal environmental 
 disruption 

#3 PROVEN & RELIABLE TECHNOLOGY 
OVER A HALF MILLION USERS 
• More than 30 years of experience 
• Superior customer service 
• Environmentally sensitive and 
 economically sensible

That’s what makes E/One sewer systems 
the leading name in sewering.

FIND OUT HOW TO MAKE MONEY WITH E/ONE SEWER SYSTEMS.  

Environment One Corporation, 518-346-6161 Ext. 3028
www.eone.com
A Precision Castparts company 
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Best Practices
>> BY JOHN RYMER, JOHN@NEWHOMEKNOWLEDGE.COM

NEW HOME KNOWLEDGE

Selling with Extended 
Deliveries
Keeping customers happy when instant gratification isn’t an option. 
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Ana Oceguera:
West Coast, mid size builder
Annual Sales - 109 Units; Annual $ Value - $29 million

SELLING EXTENDED DELIVERIES CAN BE TOUGH. I’m in a situation where my customer knows they
could buy a home down the street and move six to nine months earlier. But I ask them, “Is it going to be
the home you really want?” “Isn’t this the community you envisioned your family spending their most
important years?”  I think it’s important that you point those things out. The way that you minimize the
cancellations is by always keeping in touch.  I think it’s very important that no matter why you’re calling,
you make sure that you package it well, “This is exactly what’s going on.  I just wanted to let you know
that we’re at this stage of your home.  If you’d like to come out, I’d love to walk the home with you.”  

Kevin Moore:
Southwest, large builder
Annual Sales - 56 Units; Annual $ Value - $31 million

EXTENDED DELIVERY CAN BE CHALLENGING. What the seasoned sales professional has to do is set
the buyer’s expectations up front and reinforce it continually during the entire construction process.  You
have to make the buyer aware that there’s a myriad of variables that affect our industry and the construc-
tion process — labor shortages, concrete shortages, materials shortages, scheduling — and it is next to
impossible to predict or give an estimated closing date.  The key is to reinforce the fact that unexpected
situations will arise. It is added work, but you will end up with a more satisfied buyer and you’re going to
minimize the cancellations.

Cliff Miller:
Florida, large builder
Annual Sales - 68 Units; Annual $ Value - 14 million

THE MOST IMPORTANT THING TO MINIMIZE CANCELLATIONS IS TO STAY IN TOUGH WITH YOUR

BUYER SO THAT THEY KNOW THAT YOU HAVEN’T FORGOTTEN THEM. If nothing happens during
the week of construction to their particular home, give them a call and let them know that you’re still
working on it, that you haven’t forgotten them, that they’re not just another number.  There are reasons
for things taking as long as they are and it’s just critical that the buyers are made aware and you keep
making them aware so that they don’t forget.

Customers that have told me that the builder down the street could get them in three months on a
home that’s already under construction, and I ask them: “How important is it to be able to pick everything in
your home that you want to make it a one of a kind picture versus the home that somebody else has
already picked the generic options for and set it up.”  I find that most people, unless it really is a time
restraint that they just have to be in before school or something, most people are going to be willing to wait.

For this or other topics
relating to new home

sales go to
www.NewHomeKnowledge.com
or visit us online at 
www.housingzone.com/sales

John Rymer:
In today’s market, some

customers are being asked
to wait a year or even
longer before they can even
move into their home. This
weakens the emotional
appeal of the sale and
allows additional time for
cancellations. Do you
change your presentation
for extended deliveries?
How do you keep a happy
customer and minimize
cancellations?

pbx0601bp_newhome.qxd  12/19/2005  12:28 PM  Page 53



250 HORSEPOWER. 460 LB-FT TORQUE. 0 COMPETITION.
THE 2006 GMC® SAVANA,® WITH AN AVAILABLE DIESEL V8 ENGINE. STANDS ALONE WITH CLASS-LEADING HORSEPOWER AND TORQUE.

There can be only one leader. And this one’s as powerful as it gets. The GMC Savana with an available DURAMAX™ 6600 diesel
engine. With best-in-class horsepower and best-in-class torque, it overpowers everything in its way. Competition included.
Whether in the Savana Cargo* or Cutaway, the DURAMAX diesel also delivers outstanding towing capability. GMC Savana. The
numbers add up. And they equal number one. Visit WWW.GMC.COM or call 1-800-GMC-8782.

pbx0601_1-60.indd 54pbx0601_1-60.indd   54 12/13/2005 8:01:14 PM12/13/2005   8:01:14 PM

*Available on 2500 and 3500 m
odels.
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It’s a stroke of genius the way Icynene® seals a
home and protects homeowners from expensive
energy loss. Icynene insulation, thanks to its soft
spray foam application, effectively minimizes
energy-robbing air leakage because it’s a perfect
fit for any shaped cavity.

Saving today’s energy-conscious consumers 
up to 50% on their energy bills makes Icynene 
a highly attractive investment. And it delivers
incremental cost savings for builders too.
Constructing an airtight thermal envelope 
can be achieved in fewer steps, saving you 
time and money.

The most impressionable art is behind the wall

Icynene introduces its Builder Advantage Marketing Support Program, designed to help you sell your 
Healthier, Quieter, More Energy Efficient® homes. To request a FREE copy of the program visit, Icynene.com/insulateright.aspx

For FREE information circle 27
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Icynene Demonstrates That 
It’s What’s Behind the Walls
That Counts

Icynene® is the insulation of choice for the 
innovative 2006 Show Village project. Icynene®

demonstrates how superior performance can 
be incorporated into any plan to deliver all the
benefits that homeowners want – from building
durability to energy efficiency. As a soft expanding
foam, Icynene® is a dual-performing insulation
and air barrier system that creates a superior 
air-seal, effectively minimizing air leakage to 
deliver advanced moisture control, healthy air, 
and energy savings of up to 50%. 

The Show Village “First-Time Buyer” Home is 
featured at the 2006 International Builders’ Show 
in Orlando, Florida. The home showcases innovation 
by demonstrating quality building practices, behind 
the walls technologies, and means to overcome
callbacks. 

Incorporating green building materials, like
Icynene®, adds value to the First-Time Buyer home
and reduces time-consuming callbacks that erode
your profit and reputation. Icynene® delivers the
benefits that homeowners want – a Healthier,
Quieter, More Energy Efficient® home.

Visit booth #W6371 or Icynene.com for more information about how Icynene®

can make your homes and your bottom line greener.

SPECIAL ADVERTISEMENT

For FREE information circle 28
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1-866-583-BLUE (2583)
www.insulateyourhome.com

Energy costs are rising sharply, with no relief in sight.
Home buyers are demanding more energy efficiency
from their new homes. Now Dow can help you
deliver more than ever before. Attend the free
informative technical sessions at Dow Solutions
Theater (W2543) at the International Builders’
Show in Orlando January 11-14 to learn why
today’s better builders choose Dow. 

Dow offers the industry’s broadest portfolio of 
thermal insulation and moisture management products,
including STYROFOAM™ extruded polystyrene and 
polyisocyanurate insulations, insulated concrete systems, 
housewraps, flashings, tapes, adhesives and sealants. And 
we back up our products with in-depth technical support 
and reliable, responsive sales support.

Offer your customers more value by delivering energy efficiency,
moisture resistance and protection from air infiltration. Complete 
your homes with building envelope solutions from Dow.

®™Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow

energy
moisture

For

and

insist on Dow 
around the house.

solutions,

Build on Our Knowledge

For FREE information circle 29
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Seating is limited. Register at 
www.insulateyourhome.com/ibs for the 

informative technical sessions.

9:30-10:30
Extreme Building for All
Climates,
Joseph Lstiburek, Building
Science Corporation

9:30-10:30
Extreme Building for All
Climates,
Joseph Lstiburek, Building
Science Corporation

9:30-10:30
Extreme Building for All
Climates,
Joseph Lstiburek, Building
Science Corporation

9:00-9:45
Energy and Moisture
Solutions from Dow,
Dow

Wednesday, Jan. 11 Thursday, Jan. 12 Friday, Jan. 13 Saturday, Jan. 14

10:30-11:15
Benefits of a Closed 
Crawl Space,
Jeff Tooley, The Healthy
Building Company

10:30-11:15
Benefits of a Closed 
Crawl Space,
Jeff Tooley, The Healthy
Building Company

10:30-11:15
Benefits of a Closed 
Crawl Space,
Jeff Tooley, The Healthy
Building Company

10:00-10:45
Insulating and Finishing 
a Better Basement,
Dow

11:15-Noon
Insulating and Finishing 
a Better Basement, 
Dow

11:15-Noon
Insulating and Finishing 
a Better Basement,
Dow

11:15-Noon
Insulating and Finishing 
a Better Basement,
Dow

11:00-Noon
Protecting Basements 
and Foundations,
Dow

1:00-2:00
Protecting Basements and
Foundations,
Dow

1:00-2:00
Protecting Basements and
Foundations,
Dow

1:00-2:00
Protecting Basements and
Foundations,
Dow

2:00-3:00
Compatible Wall Bracing and
Foam Sheathing Solutions,
Jay H. Crandell, Consulting
Engineer

2:00-3:00
Compatible Wall Bracing and
Foam Sheathing Solutions,
Jay H. Crandell, Consulting
Engineer

2:00-3:00
Compatible Wall Bracing and
Foam Sheathing Solutions,
Jay H. Crandell, Consulting
Engineer

3:00-3:30
Shear Wall Panels for
Advanced Framing,
Peter Baker, PE, Building
Science Corporation, 
and Jim Wilcoski, PE,
Department of Army, 
Corps of Engineers,
Sponsored by Tamlyn

3:00-3:30
Shear Wall Panels for
Advanced Framing,
Peter Baker, PE, Building
Science Corporation, 
and Jim Wilcoski, PE,
Department of Army, 
Corps of Engineers,
Sponsored by Tamlyn

3:00-3:45
Energy and Moisture
Solutions from Dow, 
Dow

3:30-4:15
Energy and Moisture
Solutions from Dow, 
Dow

3:30-4:15
Energy and Moisture
Solutions from Dow, 
Dow

4:00-4:45
The Superior Advantages of
Precast Concrete Walls,
Jim Osborne, Superior Walls

4:15-5:00
The Superior Advantages of
Precast Concrete Walls,
Jim Osborne, Superior Walls

4:15-5:00
The Superior Advantages of
Precast Concrete Walls,
Jim Osborne, Superior Walls

®™Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow

Technical Sessions Schedule
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We put Milgard windows in
our homes because we work with people 
who do what they say they’re going to do. It really comes
down to service. That’s why for the last 15 years we’ve bought most of our windows
from Milgard. We build complicated houses. Some have up to 90 windows so we need consistent
delivery. Milgard’s local manufacturing helps make it happen. Our years of working together has led
to an excellent relationship with the people of Milgard. We also know we can rely on their products.
Milgard’s full lifetime warranty is more proof to homebuyers that we build quality homes.”

Jeff T. Sweigart, President, JTS Communities, Inc.

If you’d like one less thing to worry about, visit milgard.com or call 1-800-MILGARD.

“

©2006 Milgard Manufacturing Inc.
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According to Associated
General Contractors of
America (AGC), in the past two
years, construction costs appear to be
rising faster than the general rate of
inflation. 
Heavy construction in the U.S. and
rapid growth in Asia have created a
strong demand for a number of con-
struction materials.

“The impact of the hurricanes has
shown up most dramatically in the cost
of diesel fuel and natural gas,” says Ken

Simonson, chief economist for AGC. 
Inflation of diesel fuel impacts con-

tractors most. “It’s important to con-
tractors because not only do they use
diesel fuel to power their own con-
struction trucks, concrete mixers and
cranes, they also pay a fuel surcharge
on deliveries to their job sites,”
Simonson says.

Simonson recommends coping
with inflation prices by staying in con-
tact with suppliers and keeping the
homebuyer informed. 

>> BY LAURA BUTALLA, SENIOR EDITOR

Inflating Material Prices

Builders will have to significantly
increase the energy efficiency of their
homes to meet new Energy Star require-
ments scheduled to take effect July 1,
2006.

To qualify under the revised Energy
Star specifications, new homes must have
higher levels of insulation inspected for
proper installation; complete framing and
air barrier assemblies that enable insula-
tion to perform at its full-rated value; win-
dows that meet or exceed Energy Star
requirements; high-efficiency and proper-
ly sized, climate-appropriate heating and
cooling equipment; and more energy-effi-
cient water heating, lighting and appli-
ances. 

Over the next 20 years, the EPA esti-
mates that this increase in energy effi-
ciency for Energy Star qualified homes
will save homeowners more than $2 bil-
lion in utility bills, and eliminate more
than 7 million metric tons of greenhouse
gas emissions.

The NAHB has expressed concern
that the July date will not give builders
sufficient time to transition to the new
standards.  They prefer a timetable speci-
fied in an earlier draft that gave new com-
munities until July 1, 2006 to state their
intention to go Energy Star, and until
January 1, 2007 to qualify under the old
Energy Star standards.

“Builders need time to digest the
changes and decide if it is economically
feasible to maintain their commitment to
Energy Star,” the NAHB says in a written
response to the new standards. “One
would think that EPA would like to give
them this opportunity, as opposed to set-
ting an arbitrary date for implementation
that hurts the builder.”
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Emerging Issues

Proactive Solutions
>> FELICIA OLIVER, SENIOR EDITOR

EPA Raises the 
Bar, Lowers 
Utility Bills 
NAHB says builders need more
time to make the adjustment

Changes in Costs for Specific Construction Inputs

Percentage change 
in 12 months ending                                                   Sept. 2004           Sept. 2005
#2 Diesel Fuel 54.7 50.9
Asphalt 11.6 15.1
Paving Mixtures & Blocks 2.9 10.5
Concrete Products 7 10
Concrete Block & Brick 4.8 8
Concrete Pipe 4.4 4.3
Ready-mixed Concrete 7.8 12.3
Precast Concrete Products 6.3 6.5
Prestressed Concrete Products 7.6 4.5
Brick & Structural Clay Tile 3.1 5.2
Asphalt Felts & Coatings 2.1 13.2
Gypsum Products 20.8 12.7
Insulation Materials 11.2 -0.3
Plastic Construction Products 6.3 5.4
Lumber & Plywood 16.5 -8.5
Steel Mill Products 48.2 -5.5
Hot-rolled Bars, Plates & Structural Shapes 61 -2
Steel Pipe & Tube 66 0.3
Copper & Brass Mill Shapes 32.2 19.2
Aluminum Mill Shapes 7.5 5.6
Structural, Architectural, Pre-Engineered Metal Products 24.1 3.5
Fabricated Structural Metal 23.7 3.5
Fabricated Structural Metal for Buildings 18.9 3.4
Architectural & Ornamental Metalwork 24 1.8
Fabricated Iron & Steel Pipe, Tube & Fittings 30.8 3.6
Nonferrous Pipe, Tube & Fittings 2 12.8
Fabricated Steel Plate 11.5 -5.7
Prefabricated Metal Buildings 32.9 1.8
Construction Machinery & Equipment 3.9 6.7
Source: Associated General Contractors of America
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Reading the
>> BY BOB SPERBER, SENIOR EDITOR
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 Tides Economic indicators builders

need to navigate a changing

economy.

Whoever said a rising tide lifts all
boats didn’t know boats.

All boats, like all building companies, fare very
differently in the same conditions. No two voy-
ages are exactly the same. Even with the best
captain and an experienced crew, navigating
rough seas and storms takes a blend of techni-
cal know-how and sheer brass. But with the right
team and some discipline, a well-maintained
cruising dinghy can overtake the sleekest high-
tech racer with a mediocre crew. 

No one can control nature or the economy. At
times, environmental elements are too great for

any captain, or captain of industry. But a good
sailor can read the tide charts before setting out,
adjust for changing winds and pick the wisest
course. For starters, a builder can run a tight ship
with a good internal budget and efficient
processes. But the minute he thinks about mov-
ing dirt, the business becomes part of a larger
ecosystem.

Therefore, builders need to understand the
economic indicators that buffet the industry.
Knowing which indicators matter and why can
help a builder sail ahead on sunny days, and
know what course to chart when the boom
comes down.
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Below are the most important indica-
tors for a builder to watch:

Interest RRates: 30-yr fixed; 1-yr ARM,
10-year T-bill set by the Federal Reserve
Bank and reported monthly. 

Employment: Total change in U.S.
employment reported monthly by the
Bureau of Labor Statistics (BLS).

Permits: Total U.S. permits and
regional permits for new home con-
struction in both single family and mul-
tifamily.  Reported monthly.

Starts: Total U.S. housing starts
reported monthly by the U.S. Census
Bureau.

New-HHome SSales: Sales of new
homes reported by U.S. Census Bureau
monthly.

Existing HHome SSales: National
Association of Realtors reports existing
home sales monthly.

New SSingle-FFamily HHome PPrices:
Prices for new single-family homes
reported by Census Bureau on a month-
ly basis.

Existing SSingle-FFamily HHome PPrices:
National Association of Realtors reports
prices on single-family homes.

Inventory: Census Bureau reports
available inventory of new homes and
the National Association of Realtors
reports existing homes.  Reports are
available monthly.

Materials PPrices: Producer Price
Index (PPI) for Residential and/or sin-
gle-family construction reported month-
ly by the Bureau of Labor Statistics.

Consumer CConfidence: Michigan
Consumer Sentiment Index from the

University of Michigan, reported month-
ly.  Also, the Conference Board’s
Consumer Confidence Index, reported
monthly.

NAHB/Wells FFargo HHousing MMarket
Index:  The Housing Market Index
(HMI) is a composite index that meas-
ure builder confidence and reported
monthly.

Interest Rates
When it comes to housing market

forecasts, mortgage rates are “clearly the
biggest single factor,” Michael Carliner,
economist with NAHB, says. Add inter-
est rates, widely recognized as the most
important variable to Wall Street hous-
ing industry watchers for a complete and
very leading indicator for builders. 

Builders can easily track 30-year fixed
and adjustable-rate mortgages with the
Weekly Primary Mortgage Market
Survey from Freddie Mac. These can be
viewed against the open-market long-
term rates, otherwise known as 10-year
Treasury bills, which lead those mort-
gage rates. Viewing mortgage rates
against the backdrop of long-term inter-
est rates — and keeping an ear on news
announcements from the Federal
Reserve Bank — can help builders pre-
dict demand patterns months, a year or
more in advance. 

Some economists follow the yield
curve, which is the spread between long
and short rates. But rates that are easily
tracked individually, so this statistical
abstraction is a bit removed for builder’s
needs. 

Pros: The “most important” and lead-
ing indicator of housing demand.

Cons: Short-term trends can mislead.

Employment Growth 
With some caveats, an increase in

jobs produces an increase in households
and therefore housing demand. The BLS
Current Employment Statistics (CES)
program is the benchmark source. The
most comprehensive number for view-
ing job market health is the total change
in U.S. employment, that is, the number
of jobs lost or gained each month.

The CES surveys 160,000 business-
es drawn from a sample of 400,000 in
850 non-farm industries. Monthly data
include total employment, number of
women employed, number of produc-
tion or non-supervisory workers, aver-
age hourly earnings, average weekly
hours, average weekly earnings, and
average weekly overtime hours in man-
ufacturing industries. The survey cov-
ers production workers in natural
resources, mining, manufacturing, and
construction, as well as non-superviso-
ry workers in the service industries. It
does not cover smaller groups includ-
ing the self-employed and one big
group: military personnel, who
builders can, however, factor-in based
on military base locations.

BLS also reports initial unemploy-
ment insurance claims and the unem-
ployment rate. The first is an accurate
tally from BLS. The second is less trust-
ed by the experts; it’s an extrapolation
based on 2000 Census data supple-pr
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boschtools.com©2005 Robert Bosch Tool Corporation

Whether you’re a carpenter, electrician 

or plumber doing demolition, you need 

the fastest-cutting, hardest-working, 

longest-lasting recip blades on 

the jobsite.

No matter what tough materials you 

face – wood, conduit, cast iron, drywall, 

plaster or fiber cement board – Bosch 

Performance Edge recip blades cut 

faster and last longer, so you get more 

done in less time. As the world’s leading 

manufacturer of linear-edge blades, 

Bosch features patented innovations 

like our 2x2 Tooth Geometry™ and 

Progressor® Tooth Technology that 

boost speed and blade life. And now, 

the industry’s most comprehensive recip 

blade line includes heavy use, specialty, 

and our new demolition blades with 

extra-thick kerf and reinforced teeth 

for shatter resistance and longer life.

A better blade. A better cut. Bosch 

blades – Engineered for tradesmen.

Invented for l i fe

BOSCH BLADES VS. 
COMPETITORS’ BLADES
Our new 9" RDN9V Demolition for Wood 
with Nails blade lasts 20% longer than 
competitors’ blades. 

The 5/8 variable tooth pitch of the RDN9V 
delivers optimal speed, longer life and the 
cleanest cuts in wood with nails. 

Bosch patented 2x2 Tooth Geometry 
features alternating sets of two tooth 
sizes and reinforced teeth to speed 
cutting and extend blade life in metal. 

   Cuts Faster.
     Works Harder.
  Lasts Longer.

Performance Matters.

For FREE information circle 39
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mented by a relatively small,
monthly Current Population
Survey of households by the
Bureau. Generally, housing
economists prefer to track
employment — potential buy-
ers — than to follow non-
prospects. 

But in the current economy,
experts are uncertain about
recent events. Since 1970,
employment and housing starts
dipped whenever employment
fell. Then, conventional wisdom
was shattered as employment
track flat-to-negative while
housing boomed from 2001 to
2003. 

“If builders based all their
plans on employment during
those boom years,” Carliner says, “they
wouldn’t have built anything...
Population would be a better indicator
of housing demand.” The Census
Bureau’s Current Population Survey
provides monthly updates of house-
hold and employment data. But this
survey is relatively small and highly
extrapolated from a larger, annual sur-
vey. “And none of it is timely or direct-
ly observable,” Carliner says. “So we
use employment — because it’s there.
It isn’t perfect but it’s the best combi-
nation of a statistic being important
and available.” 

The BLS data are trusted at the
national and major-regional level but are
“spotty” data below the major metropoli-
tan level, Carliner says. For example, it’s
hard to trust part-time vs. full-time job
counts. Also, when viewing monthly lev-
els, builders should avoid short-term
conclusions. Inclement weather, for
example, can keep outdoor workers off
the job, but their hours will bounce back
the next week or month. Jobs also differ
in their quality and effect on local
economies.

“Some jobs create other jobs, and
some don’t,” Jim Haughey, director of
Economics for Reed Business
Information, says. (Disclosure: RBI pub-
lishes Professional Builder.) A military
base, factory or large financial employer
is more likely to generate more jobs to
serve its employees. “These types of jobs
are a lot more useful to builders than a
situation where the only jobs being cre-
ated are at the local pizza parlor, the gro-

cery store or a strip mall.”
There’s one more related threat:

Since 2000, 38 percent are in real estate.
This could represent an artificially
strong job economy. It looks good, but it
“may not be all that all that rosy when
you look at what’s driving it,” Justin
Speer, researcher with Credit Suisse
First Boston, says.

Pros: Without timely and accurate
population demographics, it’s the best
and most leading indicator to forecast
demand.

Cons: Trust issues. Counter to con-
vention, employment fell 2001 to 2003
but housing boomed, confounding all
predictions.

Permit Approvals 
Housing permits are a good short-

term leading indicator, weeks if not
months ahead of starts and sales. It’s
useful to track the total number of per-
mits, seasonally adjusted, for single-fam-
ily units. Data are also available for two-
to-four unit buildings and five-plus
units. Single-family trending provides a
useful trend, but builders can adjust this
to their needs. 

For a major portion of houses, con-
struction begins the month of permit
issuance. The remainder of homes
breaks ground within three months,
Census reports.

Permits are tracked in Census’
monthly New Residential Construction
release. This includes permits by build-
ing type as well as starts and comple-
tions. Data are arranged nationally; by

the four major Census
regions (Northeast, Midwest,
South and West); and by
state, metro and county lev-
els. (Or county-like group-
ings in New England.) 

The number of permits is
based on the number of
housing units jurisdictions
authorize. Permit data are
collected from individual
municipalities where avail-
able, or else counties, town-
ships, or New England and
Mid-Atlantic towns. As
builders know, permits are
on the public record, which
makes them a highly accu-
rate national as well as local
indicator. 

This statistic is based on a monthly
survey of approximately 9,000 of the
20,000 permit issuing places in the
United States. (The rest are surveyed
annually.) When one of the jurisdictions
doesn’t reply to the survey, the missing
information is filled-in using a separate
survey of 900 places Census field repre-
sentatives visit, or is statistically estimat-
ed using year-to-year trends. 

A longer-term view may also be help-
ful for understanding industry dynam-
ics. For example, new home sales hit a
record in 2004 with 1.2 million single-
family sales. But demand hadn’t peaked;
1.6 million permits were approved for
single-family units the same year.
“These data underscore our view that
builders are being more restrained in
their business practices, focusing on
‘build to order’ rather than ‘build to
inventory,’” according to a UBS
Investment research report that noted a
trend over the last decade. The report
added that the ratio of permits issued to
new homes sold declined from 37 per-
cent to 25 percent. This, UBS took to
mean that there are fewer speculative
permits being sought today. Whatever
else this means, it solidifies permits as a
leading indicator of sales.

Permit statistics only represent hous-
ing in places where permits are required,
which excludes a Census-estimated three
percent of jurisdictions. Up to two per-
cent of permits never result in construc-
tion. At the local level, permits can come
in bunches, so builders should be cau-
tious of short-term trend assumptions. pr
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Get a Jump on the
Competition
[ Increase Opportunities 
and Profitability ]

Siemens Energy & Automation, Inc. • Murray Electrical Products • 1-800-964-4114 • Ref. Code: MURRAYSV06 • www.murrayelectrical.com

Built To Last, Here To Stay. The Murray name has a widely known reputation 
for quality and reliability that dates back to 1899. Murray Electrical Products 
offers a full line of quality residential products from convertible main load centers 
and metering to arc fault circuit interrupters. Integrated within our products is the
assurance of excellence in design, materials, and manufacturing.

In addition, Murray offers unique marketing programs to help you grow 
your business.

You can take advantage of our marketing tools and incentives to increase your 
opportunities and profitability. And you can receive rewards on purchases of 
eligible products, knowing that using high quality Murray products every time 
is the right choice.

For more information or to contact a sales representative, call, e-mail, or 
visit our website.

©2006 Siemens Energy & Automation, Inc.
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Permits are “probably are not quite as
reliable as starts, nationally, but are the
best way to get more regional detail,”
says RBI’s Haughey. After several
months lag, permits are available across
the nation by zip code.

Pros: Permits provide an accurate,
leading look at pending starts and sales,
and help gauge near-future housing sup-
ply.

Cons: Permits are still permits; total
industry figures for starts are best for
national trends. 

Housing Starts
CSFB calls starts “critical to the hous-

ing market, since they are a leading indi-
cator of sales and earnings.” For the pub-
lic home builders it tracks, improving
starts are likely to be reflected in home-
builders’ performance three to six
months later. While most builders are
more concerned with Main Street than
with Wall Street, industry performance
measured in starts gives an accurate
read on industry momentum.

Seasonally adjusted housing starts for
single- and multi-family units, again, are
derived from Census’ monthly New
Residential Construction report. Starts
are measured in all jurisdictions, includ-
ing those that don’t issue permits. And
while permits generally predate starts,
starts are valued indicator that helps pre-
dict housing coming online in the com-
ing months. 

Census field personnel check actual
sites to fill-out surveys but data rely on
private developer/builder response.

While national estimates are trusted,
Census admits it “does not have a large
enough sample size to make state or
local area estimates.” Therefore, aside
from permits, all other statistics in the
New Residential Construction release
are tabulated no further down than the
four major Census regions. 

Pros: Starts are a forward-looking
measure of construction actually under-
way, nationally and in four major
regions. 

Cons: Starts data are not as reliable
an indicator as permits below the four
major regions. Data do not reflect the
value of the houses.

New-Home Sales
The Census covers sales for new sin-

gle-family units. This is based on the
Bureau’s monthly New Residential Sales
report, which is “probably one of the bet-
ter and more timely and accurate statis-
tics that the government collects,”
Carliner says. 

Here, a sale is based on the “the sign-
ing of a sales contract or the acceptance
of a deposit,” whether the house has yet
to start construction, is under construc-
tion or is complete. About one-quarter of
houses are already completed. The rest,
Census reports, “are evenly split
between those not yet started and those
under construction.” The report is
national and by the four major Census
regions. Closings typically lag by one to
two months.

For permits, sales and other reports,
Census defines a single-family home as

a detached house as well as attached
units with floor-to-ceiling construction
and other criteria generally describing a
townhouse — as opposed to stacked
multi-family units. The single-family
definition excludes homes built for rent,
homes built by the owner or on the
owner’s land... and manufactured
homes.

Pros: An accurate estimation of near-
current housing industry health.

Cons: Sales are recorded at varying,
unknown stages of construction. Local
data are unavailable. 

Existing Home Sales
Along with new home sales, sales of

existing homes are an important, if trail-
ing, gauge of housing-market health.
The National Association of Realtors
releases its Existing Home Sales (EHS)
report monthly. Unlike the Census’ defi-
nition of a sale as a signed contract, NAR
tallies sales based on closings. But the
survey sample is large. NAR surveys 160
of 700 local partners to get data on 30 to
40 percent of existing home sales.  

The final report estimates the total
number of closings nationwide and for
the four main census regions. Homes
are separated by single-family, condos
and co-op.

There are a couple of options for
attempting to match Census and NAR
sales volume for a given month in the
real world. One is to compare the most
recent NAR sales numbers to Census
new-home sales data from a month or
two ago. This discrepancy in definitionspr
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We were energ y eff icient before it was cool. Or hot.

For years, homeowners have relied on JELD-WEN for energy efficient windows and doors. Now Low-E glass comes 

standard in our wood windows and patio doors, and in our Courtyard Collection steel doors. It’s also an option in our 

vinyl or aluminum windows, and in our Premium Wood doors. Low-E is just one of a variety of energy-saving choices 

you can offer from a company that’s been an ENERGY STAR® Partner since 1998. To learn more about any of our reliable 

windows and doors, call 1.800.877.9482 ext. 4214, or go to www.jeld-wen.com/4214.

JELD-WEN offers a wide range
of windows and doors

that include Low-E glass.

In warm weather, Low-E glass reflects

the sun’s energy and prevents

it from entering the home.

In cold weather, Low-E glass

reduces the amount of heat loss

by reflecting it back inside.

Premium Wood French Door

®

Wood Casement Window Vinyl Geometric Window Courtyard Collection Steel Door
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led NAR to come with another alterna-
tive that serves as a partial solution. In
January 2005, NAR began its Pending
Home Sales report based on the date of
contract signing, which makes for a
roughly apples-to-apples comparison
with the Census’ report. Also like
Census, this Index reports trends
nationally and in the four major Census
regions. The downside: Monthly esti-
mates are expressed as an index (with
2001 set to equal 100); NAR does not
release actual volume of units.

While this falls short of a direct com-
parison, the key issue remains trend-
ing, not number tracking. “The num-
ber itself does not really indicate too
much,” NAR economist Lawrence Yun
says. Because what matters are the
trends, or “whether conditions are
improving or declining, and how
strongly,” Yun says. 

Pros: A definitive if lagging view of
existing home sales at closing and a new
at-contract index to match Census’ new-
home data.

Cons: NAR doesn’t release sales vol-
ume numbers for its Index, so there’s no
instant match-up with new home sales
data.

New Single-Family Home
Prices

It’s useful for builders to track home
prices, not just for the number but the
trend. For example, a surge in prices
beyond the population’s norm could sig-
nal an undersupply or other issues relat-
ed to affordability.

Therefore, builders should view price
trends alongside sales. Census’ monthly
New Residential Sales release gives
median and average sales prices of new
single-family homes, again at the time of
deposit or sales contract signing. The
median price is more accurate for trend-
ing because it represents the midpoint;
half the houses sold have a greater price
and half have a lesser price. As with
other data in this Census report, tabula-
tions are national and for the four
Census regions; the sample size isn’t
sufficient for state and local estimates. 

Pros: Prices are a good general indi-
cator relating to affordability and market
opportunities.

Cons: State and local prices aren’t
reported.

Existing Single-Family
Home Prices

Like Census, NAR reports median or
midpoint prices each month as part of
its Existing Home Sales release.
Between mean and average, builders
should track median prices. Data are
reported nationally and the four census
regions each month.

This indicator isn’t leading but still is
a necessary companion to new-home
prices because trends can develop. For
example, Carliner has noticed that exist-
ing home prices have been rising faster
than new-home prices. “Is it because we
sold more large vs. small houses, or
more houses in expensive areas vs. less
expensive areas?” He’s not sure because
“it’s not easy to adjust for a perfect

apples-to-apples comparison.” 
In response to this difficulty, NAHB

and others routinely check the House
Price Index from OFHEO, the Office of
Federal Housing Enterprise Oversight. 

“We prefer OFHEO because it’s
apples to apples, as opposed to looking at
different sets of inputs,” says Ivy
Zelman, analyst in charge of CSFB’s
home building group. But this is a quar-
terly index. She finds it more reliable for
tracking changes in home value, by nine
Census regional divisions, and “many”
metropolitan areas. RBI’s Haughey
believes the quarterly lag make it useful
to still view Census and NAR data by the
month. 

Pros: NAR provides timely data on
home prices for a majority of homes
sold.

Cons: Monthly comparisons with
new-home prices are difficult. OFHEO
provides a quarterly analysis.

Housing Inventory 
The total inventory of completed

unsold homes and a monthly supply of
unsold homes data provide a good gauge
of housing supply. It’s not a leading indi-
cator but it’s important. Too many com-
pleted, unsold homes in the ground can
reflect poor sales, poor construction
planning or too much of a debt burden
to builders. Or, a bump in employment
can shrink inventories and indicate a
rise in demand.

Census’ New Residential Sales pro-
vides both an absolute total as well as an
estimate of how many months’ supply ofpr

o
fe

ss
io

n
al

  
b

u
il

d
er

  
 1

.2
0

0
6

  
 w

w
w

.h
o

u
si

n
g

zo
n

e.
c

o
m

70

Emerging Issues

pbx0601ei_benchmark.qxd  12/20/2005  3:47 PM  Page 70







Travel through the 
International Builders’ Show 
with your Show Village

PASSPORT
and come home a

WINNER!

Visit Show Village for your chance 
to win a FREE High Definition 
Plasma TV or video iPod 

Once again, Professional Builder has created the ultimate 
venue for you to see manufacturers’ products at the 
2006 International Builders’ Show in Orlando, Florida —   
three actual houses, with products installed and in action!

Last year’s SHOW VILLAGE was a resounding success. Thousands of visitors attended the four-day
event, and we know that this year’s SHOW VILLAGE will be even better! And, if that weren’t enough 
of a reason to visit, you just might win a high tech souvenir to carry home!

You can’t WIN if you don’t have a PASSPORT!
To get your PASSPORT, just visit any one of the SHOW VILLAGE sponsor booths or stop by 
SHOW VILLAGE and see any Professional Builder or Reed Business Information representative. 

All builder attendees are eligible to win, one entry per attendee.
Reed Business Information reserves the right to disqualify any Passport.

COME HOME A WINNER!
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homes this represents. This months-of-
supply number is based on an annually
adjusted sales rate. It uses the ratio of
houses for sale to houses sold. NAR’s
EHS provides a similar measure for
existing homes. 

“Both inventories of new and existing
homes are very important — one by itself
is not enough,” says CSFB’s Zelman. “But
we think the absolute number is more
useful because the month’s supply is
dependent on sales. So if sales are slow
one month, obviously, what you thought
was a low level of supply can turn out to be
a big month’s supply.” 

“Inventory changes as a consequence
of everyone’s marketing mistakes,” says
Haughey. “If builders built too much and
over-estimated what they could sell, it
indicates what they did wrong the prior
month. So while inventory is a lagging
indicator, it can be used to help builders
know what to do the next month.”

Locally, builders can use the Realtors’
Multiple Listing Service to calculate
inventory, price and other factors. 

Pros: A strong concurrent-to-lagging
indicator of housing supply and future
needs with analytical value.

Cons: More Census apples and
Realtors’ oranges in trying to mesh new
and existing inventories.

Materials Prices 
To the extent that the price of materi-

als affects building costs — about 30 per-
cent — this is a leading indicator. Top
management would be wise to track
material costs, specifically one of the

measures specifically suited to their type
of residential building. The most com-
prehensive and efficient way to do this is
through an appropriate, industry-specif-
ic Producers Price Index (PPI). 

Unlike the Consumer Price Index
associated with predicting inflation,
PPIs reflect wholesale prices before
added subsidies, taxes and distribution
costs. The Bureau of Labor Statistics
tracks 8,000 PPIs based on more than
100,000 individual prices that span the
economy. For these indexes, 100 is the
baseline, tied to prices in 1986.

Within these massive digital cata-
combs, are industry-specific indexes of
material and supply inputs to construc-
tion industries including. There are spe-
cific indexes for all construction, new
construction, residential construction,
single-unit construction and multi-unit
construction. The “inputs” are similar for
all residential indexes, but differ slightly
due to weighting. For example, the resi-
dential construction index reflects less
steel and concrete than the broader new-
construction index, which includes non-
residential construction. For most
builders, the single-unit residential index
most reflects their business because it
includes single-family houses and floor-
to-roof units (townhouses), but excludes
apartment buildings with stacked units. 

“There’s a little bit of many other
indexes that go into making up each one
of these,” says BLS economist Antonio
Lombardozzi, “and there’s nothing pub-
licly available to know exactly what goes
into it.” For instance, the residential PPI

has “at least 150 PPIs of material and supply
inputs to the construction industries in it.”

PPI data lag actual prices, because the
data, issued roughly mid-month, reflect
the prior month’s prices. “But it’s all rel-
ative. You have to define your refer-
ences,” RBI’s Haughey says. “For a
home builder, if material prices go up it
can have a negative effect on pricing and
of course starts and sales.” Additionally,
rising wholesale prices in the PPI tend to
predict the CPI and can affect consumer
sentiment “because people don’t react
for a month or two after they see prices
move up or down,” Haughey says. 

This BLS information is practical and
comprehensive for top-level viewing and
detection of trends. Further investiga-
tion, builders can look to individual PPIs
for items such as gypsum, cement,
plumbing materials, and many kinds
lumber. Private sources such as Crow’s
and Random Lengths provide additional
depth in lumber analysis.

Pros: PPI material data are solid eco-
nomic indicators of future home pricing
and/or demand.

Cons: For day-to-day purchasing,
seek out more timely commodity-specif-
ic services and markets.

Consumer
Confidence/Sentiment

Builders value consumer percep-
tions. Two competing and roughly inter-
changeable indexes from two competing
sources — the University of Michigan
and the Conference Board — survey
consumer attitudes that correlate with eco-pr
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nomic ups and downs. 
“At the end of the day, for

our business, the most
important things to know are
where interest rates are going
and the general psyche of the
market at any one time,” says
Joe Riggs says, group presi-
dent over roughly 20 percent
of K. Hovnanian’s $4-plus bil-
lion home building business.
“The better people feel about
their situation, the more like-
ly they are to make a large-
scale purchase, and the better
it is for our business.”

The Michigan Consumer
Sentiment Index and
Conference Board’s
Consumer Confidence Index
both measure consumers’
economic optimism or pes-
simism with slight differ-
ences. For example, Michigan
asks consumers how they feel
about their own situation,
while the Conference Board’s
questions are more aimed at
how people feel about the
overall economy. Both ask for
perceptions of current and
future expectations. 

“Watch especially the
expectation component,” Ken
Goldstein, Conference Board
economist, says. “Because if
people think things are going
to sour, they won’t take on a
mortgage.” He advises those
viewing the survey to pay
more attention to sustained
up-or-down trends than
arcane survey intricacies. 

Both survey sources offer,
and sell, deeper industry-spe-
cific data. For example, in
October, Michigan reported,
that “favorable home buying
attitudes fell to their lowest
level since 1990, with more
consumers complaining
about high home prices than
any time since 1982.”

Choosing between the two
sources, CSFB’s Zelman
slightly prefers Michigan but

doesn’t “necessarily think one
is better.” 

“We have never found
them to be very good predic-
tors of what’s going to hap-
pen,” says Carliner. “If you take
a look at the things that might
influence and help to form con-
sumer confidence, like unem-
ployment rates, income and
interest rates, you can look at
directly and not wait for a sur-
vey. Often they’re just measures
of what’s already happened.” 

Pros: Consumer attitudes
toward the economy correlate
with interest rates and
employment.

Cons: It’s not leading; even
future expectations measures
rely on past conditions. Other
indicators are more immediate.

NAHB/Wells Fargo
Housing Market
Index

The NAHB/Wells Fargo
Housing Market Index of
builders’ expectations has a
“fair amount of predictive
power that reaches about a
quarter into the future,”
Carliner says. A recent Federal
Reserve study found it more
useful an indicator of housing
strength, and economists
across the housing economy
refer to it. Suppliers to the
industry who hope to gauge
builder demand also use it. But
it seems to have at least as
much value as consumer read-
ings. For this index, 50 is the
break-even point; a value above
50 shows more confidence,
below 50 shows less.

Pros: Builders are better
economy-watchers than those
questioned in general con-
sumer surveys.

Cons: It’s a lagging indica-
tor and offers no direct meas-
urement. PB
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LOG ON For more information on
economic indicators, visit us online

at www.HousingZone.com/
economics

CONCLUSIONS

“Confidence” isn’t alone in hard-to-
plumb waters. For measuring income,
Census’s household income surveys aren’t high-
ly reliable and don’t include investment income.
The Personal Income and Outlays report from
the Bureau of Economic Analysis carries more
weight. But after the last hurricane season, Mark
Vitner, senior economist with Wachovia
Securities, switched to wage and salary data,
which “are somewhat less distorted than the
income statistics.” On affordability, NAR calcu-
lates an oft-used index that blends calculations
of income, price and mortgage rates based on a
20 percent down payment some see as obsolete
due to new mortgage products. NAR’s index has
veered completely 180 degrees off course since
1999 with a negative 0.86 correlation. Rather
than ignore imperfect indicators — none are
perfect — builders should instead understand as
many as possible in triangulating a course by
which to steer.
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SEE HOW
DELTA IS REVOLUTIONIZING

TUB/SHOWERS
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Introducing the new MultiChoice™ Universal. 

ONE VALVE. THREE FUNCTION OPTIONS. EXTENSIVE STYLE CHOICES.
Visit www.deltafaucet.com/multichoice to see for yourself.
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Nest Eggs. Not Just For Retirement. 
Nest eggs are about saving. Saving money. Saving resources. Saving time. Ultimately, improving your
bottom-line. At Builder Sourcing, that is exactly what we do.      Builder Sourcing is a unique buying
group for progressive homebuilders and select, high-quality suppliers. Our Whole House Program™

lowers the cost of homebuilding without changing your building practices. We save you time and
money. Money that can be put to the bottom-line and the future of your business.

“ Not only has Builder Sourcing helped us to save money, they've

been able to increase our importance with suppliers and introduce 

us to new product lines that we have incorporated into our homes.”

George Hess III, President, Vantage Homes

To visit with us at IBS, please call 877.367.2010, ext. 215

info@buildersourcing.com    www.buildersourcing.com
For FREE information circle 39
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Less than a mile from the nearly recovered French Quarter of New Orleans,
snakes sleep under moldy carpets, and a foul wind whistles through the missing
window panes of abandoned homes. Will home builders join in restoring this
region to its rich heritage? Immense political, bureaucratic and psychological
barriers stand in their way.

No Man
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n’s Land

As you enter the lower 9th Ward 
of New Orleans, the smell hits 
you right away— the sick smell of death. Spend a

few seconds inside one of these empty, desolate homes, filled

with rotting couches, walls consumed by mold — and the smell

will turn your stomach. A breeze carries a shard of aluminum

flashing into the street. It clangs, then skids to a stop beneath a

heap of downed electrical wires. pr
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At this writing, thousands of home sites in the
hardest hit parishes — Jefferson and St. Bernard,
for example — have no water, no electricity and
few occupants. On some exteriors, you can clearly
see the flood line, the point where the putrid
brackish water finally stopped rising. Red spray
paint scrawled across the doorways of home after
home tells the story in a way that words cannot.
That’s the color coding system used by the city to
identify a home no longer suitable for human
habitation.

“Even a red tag doesn’t necessarily mean the
house must be demolished,” notes Mike Centineo,
the director of permitting for New Orleans. “It
depends on what people are willing to do to make
their home livable again.”

Centineo should know. He lost his own house
to Katrina and has been living for months in a tiny
cabin aboard a cruise ship in the Gulf. He treks to
City Hall every day, past the National Guard troops
still lingering in the courtyard, and does his best to
put things right. 

“We’ve got thousands of houses built in the 1950s,
‘60s and ‘70s that won’t be practical to elevate,”
Centineo says. “People are going to have to rebuild.
But right now, nobody has been given a clear picture
of what the levee situation is going to be.”

That “not knowing” is fueling rumors and

potential scams. Signs offering to buy houses with
cash are often nailed to fences and doorways.
“Somebody sent around some fright e-mails, say-
ing that the government was going to bulldoze
their neighborhoods” Centineo says, “then all of a
sudden those signs popped up.”

Some estimates now put the region’s total loss
at more than 100,000 homes. Most of these prop-
erties are simply rotting away in limbo, as the
region languishes on a knife’s edge between hope
and despair. 

Who’s holding the knife? Bureaucrats and
politicians. The key players: Louisiana legislators,
insurance companies, FEMA — and the U.S.
Congress.

Code wary
Lawmakers in Louisiana have proposed a

statewide adoption of the International Residential
Code. But the Louisiana Home Builders
Association says that move would amount to the
kiss of death for housing affordability. 

“Even now, you just can’t produce product
that’s affordable, especially in New Orleans,”
says Ronnie Kyle, president of the LHBA, as he
watches a group of workers pour a cement pool
on the back of a large custom home in the
Country Club of Louisiana in Baton Rouge.
“They are probably going to adopt new codes
requiring 120 to 130 mph wind resistance. That
can cause an 18 percent bump in the material
and labor costs alone.”

And those kinds of obstacles, says Kyle, have
given a lot of regional builders second thoughts
about moving into the New Orleans market —
including himself.

“I’m only 70 miles away,” Kyle says, “I’ve got
the skilled crews, the knowledge and an under-
standing of the local culture, and I’m not going
down there. It’s just too much of a headache.”

He turns to Carlos Alvarez, a local production
builder who has just walked onto the site. “Hey
Carlos, are you going to build in New Orleans?”

“Not me,” says Alvarez. “I’m having enough

Even if the Federal government comes through with massive funding
to rebuild the New Orleans levees, the job just got tougher — and more
expensive. That’s because a new post-Katrina report on New Orleans soils
by the University of California, Berkeley found them weakened by the storm
surge. In fact, water seeping into soils under the levees was cited as one
reason the walls breached where and when they did. The National Science
Foundation sponsored the study, which suggests that the safety factor built
into the existing levees is far too low for such a densely populated area.
Researchers note that the engineering margin of error for constructing levees
was established in the 1900s to protect farmland — not cities.
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WEAKENED LEVEES?

‘‘PEOPLE ARE
GOING TO HAVE
TO REBUILD. BUT
RIGHT NOW,
NOBODY HAS
BEEN GIVEN A
CLEAR PICTURE
OF WHAT THE
LEVEE SITUATION
IS GOING TO BE.”
- MIKE CENTINEO

Months after Hurricanes Katrina and Rita tore
through this region, few residents have come home.
Home to what? For those who live outside less
damaged areas, such as French Quarter, or St.
Tammany Parish, the cavalry still hasn’t come. Now,
given the election-year fiscal caution taking place in
Washington, it may never come. Those early stories
about the exciting prospects of rebuilding the region
have begun to seem like a cruel joke.
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In the days following Katrina, major
production builders such as KB Homes
came on fast and strong.

“New Orleans is a market that does
traditionally 5,000 or 6,000 home starts a
year,” KB Home CEO Bruce Karatz told
reporters on MSNBC. “I think we’re gonna
see somewhere in the neighborhood of
40,000 or 50,000, if not more. There’s
going to be a huge opportunity for many,
many companies to participate in the
rebuild, and we’re certainly thinking about
how we might be one of them.”

Two months later, Professional Builder
asked Karatz to comment on the KB plan.
He sent us the following e-mail statement:
“We have people on the ground trying to
determine how we can participate in the
rebuild.  Big builders like KB Home, who
know how to build homes, have something
to add to the rebuild — but it could be
months if not quarters away.”

On December 6, however, KB
announced a major joint venture with Shaw
Louisiana to build an untold number of
new homes in the New Orleans area. They
have created a new division in Louisiana,
and appointed Steve Davis — a native to
the region and KB veteran, to head the
effort. Shaw will handle the tough engi-
neering problems KB is likely to face, such
as preparing weak soils and identifying
viable building sites.

Jeannie Dodd, executive director of
the Louisiana Home Builders Association in
Baton Rouge, notes that big builders com-
ing to the region may have to create a
market that doesn’t necessarily exist yet —
and their product may have to address
new codes. 

“Who are they going to build for?
Seniors?” Dodd asks. “You can’t build sen-
ior housing when you have to build on stilts
13 feet in the air. FEMA is reissuing all of
the flood maps in the area, so you can’t
even start building now, because you don’t
know what zone you’re in.”

Caroline Shaw, vice president of cor-
porate communications for KB Home
acknowledges “substantial challenges,” to
building in the region, but she says the
company doesn’t plan to target any partic-
ular niche. 

The company won’t be building in low-
lying areas, Shaw says. Instead, they’ll be

looking for regions that are less likely to be
impacted by whether or not the New
Orleans levee system is rebuilt.

“We’re going to building communities
for all kinds of people,” she says.  “The
Shaw Group is helping us with the due
diligence on properties, but I can tell you
we’re looking at one site within 30 minutes
of downtown New Orleans. 

“We’ll be looking for lots of opportuni-
ties in the area, in Baton Rouge, New
Orleans and elsewhere,” Caroline Shaw
adds. “At some point in the future we may
also move into Mississippi. There’s a need
for permanent housing. Right now, all you
see there are FEMA trailers.”

Tommy Lewis, a real estate agent in
New Orleans with Talbot Realty says other
developers have been looking at land in
the region — some with ties to other big
builders. “The guy I’m dealing with in
Baltimore deals with Pulte,” he says.
“They’re sniffing around, looking at some
mixed use.”

But Pulte disavows any serious interest
in the region. Their short response to
Professional Builder’s inquiry: “Pulte
Homes does not build in the New Orleans
area and has no current plan to do so,”
writes Mark Marymee, Director of
Corporate Communications for the
Michigan-based company, “Our nearest
markets are Florida and Texas.”

BIG BUILDERS: EASY DOES IT

Despite early excitement about major activity in the New Orleans region, the nation’s biggest builders now
appear to be playing it safe and slow.

trouble getting labor up here. I’m calling Houston
today to try to get an electrician. I have three elec-
tricians who work for me here, but they take weeks
to do one house. 

“FEMA’s paying guys in New Orleans $24 an
hour,” he adds. “Plus, they feed them and give
them an allowance for fuel every week. I can’t com-
pete with that.”

Which brings us to another major rebuilding
challenge — finding people to do the work.

Labor woes
You can spend half the day driving around New

Orleans neighborhoods and see maybe a half-
dozen active construction crews — most of them
roofers. Almost no one is breaking new ground.
That’s because many small builders are still play-
ing catch-up.

“Right now we’re not even building,” says Phil
Hoffman, owner of Hoffman Custom Built

Homes in La Place, La. and president of the New
Orleans Area Home Builders Association. “We’re
refurbishing family and friends. My own parents
lost their house — and last week my dad died.” He
pauses. “I think the stress of losing everything and
living in a trailer was just too much for him.”

Hoffman notes that labor shortages are slowing
new home completions by as much as eight weeks.
He blames FEMA, in part, for essentially tossing
greenbacks into the air and siphoning off trade
laborers. 

“FEMA is just tearing up the labor market,”
says Hoffman. “They’re paying $15.50 for basic
labor, guaranteeing 60 hours. I’m paying $12.50
an hour, and my guys are working harder. That’s
because they’re paying for bodies. They just pay
people to show up sometimes.”

And others may be making far more than that
on the government meal ticket, according to the
locals. A bartender at The Jester, a New Orleans
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pizza joint, says her friends are getting paid $25 to
$30 an hour to put tarps on roofs and haul garbage
out of homes. 

“It’s terrible work,” she says, “but the money is
too good to say no.” 

Kyle sees one possible silver lining to the lure of
FEMA’s higher wages. “They’re in the cleanup
mode right now,” he says. “Once they’re out of
that, they’ll be releasing all of that labor — which

could help the LHBA. Those laborers will need
insurance, and we’re the largest provider of gener-
al liability insurance in the state.”

No vacancy
Temporary housing for potential laborer also

presents a huge problem for both builders and
trades. 

LHBA executive director Jeannie Dodd says
FEMA has filled up literally every inch of viable
ground with agency-issued trailers. Many residents
also purchased RVs after the storm, so every RV
Park and campground in the region is packed.
Search Baton Rouge for a hotel room and you can’t
find a vacancy. Many hotels are now open in the
French Quarter, but contractors must compete for
these higher-priced rooms with tourists and others.

There has been talk of renovating some com-
mercial buildings to house workers, and
Centineo says. “We’re trying to get some apart-
ment complexes online for workers. There’s one
place with 700 units across the river that we’re
working on.”

Dodd says the housing situation is keeping out-
of-state builders at bay. “We’ve had people calling
from up north, saying they want to come down
here and work this winter,” she says, “but the
hotels are all full of police and FEMA people and
insurance adjusters.”
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Mike Centineo’s crews have made
some amazing progress inspecting and
logging the tens of thousands of homes
damaged by Katrina. It’s not just their end-
less pounding of the pave-
ment. They’re using a
state-of-the-art software
system from Accella, a
company based in Devlin,
Calif., to track and record
every site visit.

The whole parcel and
owner database is stored
offsite in a hosted system
that we run for New
Orleans,” notes Maury
Blackman, vice president
of sales for Accella. “It was
there before the storm, so
none of the data was
destroyed. We keep the
database at a secure loca-

tion in the Midwest.”
Once homes are entered into the sys-

tem, they automatically appear on a mas-
ter, color-coded map. Green tags are okay

for habitation. Yellow are repairable. And
red tags indicate extensive damage —
homes that may need to be demolished.
The most impressive feature: the ability to

zoom in to a neighborhood
or even a single street. The
software is linked to a Global
Information System (GIS),
and accessed online. 

Potentially, builders could
use the system to identify
tear down properties, but at
this time Centineo says
there’s no such access for
private firms.

However, you can find
damage assessment for any
specific property provided
you know the street address.

Visit the city website
(www.cityofno.com) and look
under “damage assessment.” 

DIGITAL DEMOLITION WATCH

Using a satellite-linked system for assessing storm damage, New Orleans officials have been inspecting and
cataloguing more than 3,500 homes every day.

THIS GIS-LINKED ACCELLA DATABASE allows city officials to quickly
catalogue damaged homes. They can zoom in all the way to the block level.

HUNDREDS OF

FINELY DETAILED,

BUNGALOW-STYLE

HOMES like this one in
the lower Ninth Ward
ended up almost fully
submerged in the
flooding.
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Looks like wood. 
Performs like WeatherBoards™.

WeatherBoards FiberCement Siding.
It does look and feel like wood. But it’s not wood. Low maintenance 

is just one of the beauties of CertainTeed WeatherBoards FiberCement

Siding. It’s protected against moisture by exclusive FiberTect® Sealant.

Plus WeatherBoards has a Class 1(A) Fire Rating and a 50-year 

warranty; wood has neither. Choose WeatherBoards Siding. Learn

more at 800-233-8990, code 120, or visit www.certainteed.com/wb120.

ROOFING • SIDING • WINDOWS • INSULATION • FENCE • DECKING • RAILING • FOUNDATIONS • PIPE
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Emerging Issues

IMPENDING SHOCK

Walk into the Home Depot in Baton Rouge and you’d hardly know the town just exploded to the popu-
lation level it should have hit in 2035. Baton Rouge’s housing stock fared better in the hurricane than New
Orleans, and despite the influx of evacuees from the East, there’s little sign of a booming demand for new con-
struction. Air conditioners, appliances and drywall are piled high, but the contractor’s desk is dead empty.

“We’re selling more drywall than usual and a lot of OSB, but that’s all really,” says Denise Thomas, a sales
associate. “It hasn’t made that much of a difference.”

Allen Constantine, owner of La Place Concrete, about a half hour west of New Orleans, says the same is
true of concrete — there has been little bump in demand. But almost any bump will bring a rude surprise to
builders, because the supply is limited.

“We can’t get the powder,” says Constantine, “because it’s all going to China, and we have to pay a 50 per-
cent dumping fee for anything from Mexico. Now the port of New Orleans is closed, and that’s not helping
either.”

Some builders have already started stockpiling materials, and if builder Phil Hoffman is right about what’s
coming, they may be patting themselves on the back in a few months.

“The push is just starting,” Hoffman says. “We’re just at the tip of the iceberg with regard to materials. But
when those insurance checks hit, we’ll be in a major shortage. 

“Lumber spiked a month ago,” he adds, “then dropped off, so now it’s only up about 4 percent.  We still see
price hikes in almost everything - sheetrock, insulation, vinyl, copper, electrical and plumbing. And it’s only going
to go higher.”

‘‘YOU WILL
PROBABLY SEE
SOME
HIGHRISES, BUT
UNLESS THEY’RE
GOVERNMENT
SUBSIDIZED,
THEY WON’T
HAPPEN. YOU
JUST CAN’T
PRODUCE
PRODUCT
THAT’S
AFFORDABLE,
ESPECIALLY IN
NEW ORLEANS.”
- RONNIE KYLE

Insurance Gap
Those adjusters have their hands on a key

source of reconstruction money — flood  and wind
insurance. For residents who had federal flood
insurance — and many on higher ground in
places such as St. Bernard Parish did not — cover-
age caps at $250,000.  

That amount hasn’t been adjusted since 1994,
and FEMA officials now estimate that more than
half of New Orleans area homes won’t be fully cov-
ered. In builder language, that means that few
potential homebuyers are going to come to the

table with enough insurance cash to afford a move-
up home in a good location.

And in the outlying parishes the insurance cov-
erage becomes even more spotty.

“About 65 percent of people in St. Bernard
Parish had no flood insurance,” notes Morgan
Palmisano of Total Recovery, an environmental
mitigation firm based in Harvey, La., with an office
in St. Bernard. “A lot of them are just planning to 
have us gut the houses and clean them out so they
can move back in.”

Palmisano notes, however, that FEMA may re-
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One of the worst sites is near the
Murphy Oil tanks in St. Bernard Parish. The
EPA has conducted tests in the region, but
those results won’t be published for a few
weeks.

Many residents in the oil-soaked neigh-
borhoods have already settled for a cash
payment from the company.

“I think the average payment is about
$30,000 per home,” says Morgan
Palmisano of Total Recovery. “Crude oil is
not a big problem in terms of contamina-
tion. Mother Nature takes it back. It’s the
heavy metals that are more of a concern,
and none of tests I’ve seen so far have
found elevated levels in this area.”

For residents in the general area, but
not the immediate proximity of visible
threats such as oil spills, getting an accu-
rate read on how much nasty stuff reached
their neighborhood is proving tough. Even
the EPA’s own staffers have criticized that
organization’s handling of the pollution
assessment for the region. For example,
regulators are not testing for dangerous
petroleum additives such as benzene. 

Mary Ann and Ted Bonura returned to
their home in mid-November and were told
by company officials that the Murphy oil
spill hadn’t reached their neighborhood.

They dispute that claim.
“We definitely had oil residue in our

home,” says Mary Ann. One of our neigh-
bors said the streets were shiny like an oil
slick, but they came through with a power
washer.”   

The Bonuras had full flood insurance,
so they’re preparing to move back home
whatever the final word on pollutants. And
if they’re like other residents we spoke to in
the area, they may not pursue their hunch
about contamination. They don’t want to

see the area declared uninhabitable.
Instead, they’re starting the process of

gutting the house themselves, which may
be the point at which they are exposed to
the greatest potential harm from both
industrial — and natural — toxins

“We had to get tetanus shots and all
this protective gear to do this work,” Mary
Ann Bonura says. “You can only stay in
there for a few minutes. The doctor told us
we should also take antihistamines a few
minutes before we go inside.”

draw floodplain maps for the region, a move that
could require  residents returning to the area to
raise the elevation of their homes. 

They will also be required to buy federal flood
insurance through the National Flood Insurance
Program. If FEMA makes such changes homes
that were covered by insurance may be eligible
for an additional $30,000 grant to cover meeting
those mandated code changes. Uninsured homes
get nothing.

“Right now, I’d say that of 60,000 residents in
St. Bernard about 45,000 people will come back,”
Palmisano says. “I know these people. If they
require them to raise the homes, only about a third
of them will return.”

Wayne Wellmeier, a builder and remodeler in
Metairie, La., says that even those homeowners eli-
gible for the $30,000 code change insurance from
FEMA will find it falls far short of the real cost of
elevating a home.

“This is not really about rebuilding if you have

to elevate houses,” Wellmeier says. “You can’t just
put them back on the slab. All you have left is the
slab, maybe some of the structure, and the HVAC,
because most people down here have their HVAC
in the attic. What you’re really doing is adding 50
percent to the cost of building the house from the
ground up.” 

Even owners of luxury homes in New Orleans
neighborhoods such as Lakeview, made the mis-
take of not purchasing additional flood insurance.
Now they can’t rebuild to the same value.
According to the Times Picayune, Hibernia
Insurance had 288 New Orleans customers with
homes worth more than $250,000. Only three
purchased optional additional flood coverage.

Subsidies needed
For the thousands of homeowners whose insur-

ance amounted to less than $250,000, the
prospects of building new are virtually non-existent. 

In the New Orleans area, according to the Real

Emerging Issues
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FEMA INSTRUCTED MARY ANN AND TED BONURA to get tetanus shots and take
antihistamines before cleaning mud and debris from their home in St. Bernard Parish.

TOXIC CONFUSION

Living next door to industrial sites adds another layer of concern for local residents rebuilding - 
or contractors building new.

‘‘IT’S NOT RIGHT.
WE CAN GIVE
ALL THIS MONEY
TO REBUILD
OTHER COUN-
TRIES, BUT
WE’RE
AMERICANS,
AND WE CAN’T
GET HELP.” 
—IRMA PIZZUTO
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shake hands with the best.

One night. One Industry. (ONOI) 
brings America’s residential construction
gurus together in celebration of their
achievements. Held in conjunction with 
the International Builders’ Show, this event
offers high profile exposure that connects
brands and their representatives with the
very best in our business.

Builders, architects, designers, and 
interior designers recognize and award
their peers in this once a year event.

� BEST IN AMERICAN LIVING AWARDS

� HOME OF THE YEAR

� BUILDER OF THE YEAR

�� TUESDAY, JANUARY 10, 2006, 7-11PM

7.00PM � Doors Open

8.00PM � Awards Ceremony

8.30PM � Buffet Dinner and Open Bar

10.00PM � Private After Party

�� HARD ROCK “LIVE” AT 

UNIVERSAL STUDIOS, ORLANDO, FLA

To purchase tickets:
www.housingzone.com/onoi2006

Tickets are $150 per person. Business/semiformal attire. 
Tickets are non-refundable. If you any questions, please e-mail jbrociek@reedbusiness.com
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Emerging Issues

‘‘

“FEMA IS JUST
TEARING UP
THE LABOR
MARKET.
THEY’RE PAY-
ING $15.50 FOR
BASIC LABOR,
GUARANTEEING
60 HOURS. I’M
PAYING $12.50
AN HOUR, AND
MY GUYS ARE
WORKING
HARDER.”
- PHIL HOFFMAN

Estate Market Data Center, home prices have risen
53 percent over the past 10 years. That’s much less
than the national average of 79 percent, but
enough to hurt here, where the median income is
about $27,000 and a quarter of the population
lives (or lived) below the poverty line.

“Without government assistance, it’s hard to
build affordably,” says Hoffman. “Then there’s the
zoning. Around here, the minimum lot size has to
be 80 feet. I’m paying $50,000 each for those
lots. I asked the local planning guy why we could-
n’t have zoning for 50 foot lots and he said it’s
because they don’t want it. They don’t want it!

“I built a $135,000 house last year for a young
couple,” he continues. “Now that was one of the
most rewarding projects I’ve ever done. You’ve
never seen somebody so grateful. But most of the
time I can’t afford to do that.”

Kyle says building homes for low-income resi-
dents is simply an economic impossibility for a pri-
vate builder — unless they get government help. 

“A lot of the displaced people are either going to
rent or live in substandard housing,” he says. “You
will probably see some high-rises, but unless
they’re government subsidized, they won’t hap-
pen. You just can’t produce product that’s afford-
able, especially in New Orleans.”

Hoffman adds that in this scenario the depart-
ment of Housing and Urban Development needs
to step in. “I would be willing to build HUD hous-

ing, as would a lot of builders,” he adds, “if the gov-
ernment is willing to do their part.”

Political roulette
In faraway Washington, D.C., politicians are

haggling over funding that may ultimately spell
life and death for the hardest hit areas of New
Orleans. And so far, signs are not good. The linch-
pin in the deal:  Unless the feds fund the enor-
mous price tag (some estimates suggest $30 bil-
lion) for upgrading and repairing the New Orleans
levee system to Category 5 hurricane readiness,
businesses won’t return.

The state is already deeply in debt, facing a new
$3.7 billion dollar bill from FEMA, as part of its
required share of disaster relief. 

Both local and state politicians have gone to
Washington to plead their case. But even if
Senators can gain the support of new Hurricane
Rebuilding coordinator Donald Powell, there’s no
guarantee that President Bush will go along with
the cost. 

State Senators have asked for $250 billion in aid
to the region, but that astronomical request could-
n’t have come at a worse time. The republican-con-
trolled Congress — both the House and Senate —
has developed a sudden interest in deficit reduc-
tion. That change of heart makes acquiring money
for an intangible such as reconstruction an
extremely tough fight. 

ALTHOUGH LARGELY

OVERLOOKED BY

THE NEWS MEDIA,

the outer parishes
suffered some of the
most devastating
damage. Several of
the homes next to this
eerie wreck in St.
Bernard Parish have
completely vanished. 
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Without jobs waiting in New Orleans, locals
might stay put in Houston, or Baton Rouge, or
Austin. In that scenario, some have suggested that
the city — primarily the French Quarter — could
become an island of tourism surrounded by small
communities of second homes and vacation get-
aways.

Seizing the high ground
When and where will the bulk of any new home

construction take place? Unless things change,
that answer is obvious: on the high ground. 

Only 20 percent of New Orleans remained
above the flood waters. These sections, such as St.
Tammany Parish and the West Bank, are now per-
ceived as safe zones for building. 

Builders have already reported a burst of hous-
ing sales in these locations. But so far, the type of
product is fairly narrow: move-up market rate
homes and condos. With land prices in these hot
spots rising, affordability is slipping even further
away.

At the same time, architects and developers
want a piece of the rebuilding action. At a meeting
in New Orleans in November, they discussed the
possibility of New Urbanist-style development in
the region. 

Their goals, however admirable, face the same
litany of intractable problems — levee protection,
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Despite all the obstacles, New Orleans badly
needs help, both in renovation and remodeling and
new housing. If you’re ready to head south for the
winter, here’s the basic tool kit of information you
need to work in New Orleans and the surrounding
parishes.

1. LLicensing. You need a Louisiana contractor’s
license to build in the state. According to Ronnie
Kyle, “to get a license in Louisiana, you must have a
net worth of $10,000, plus an audited financial state-
ment.”

Get the full information here:
www.lslbc.state.la.us

2. PPermits. To do teardown and rebuild work in
greater New Orleans area, each Parish has slightly
different requirements.  Contact the individual parish
for specific rules.

Parish PPermitting OOffices
Orleans: 504-658-7100
Jefferson: 504-736-6957
St. Bernard: 504-278-4310
St. Tammany: 985-898-2574

3. LLabor. Unless you bring your own labor, you’re
going to need help finding skilled and unskilled
workers.

Louisiana DDept. oof LLabor: 800-481-6762
www.laworks.net
Small BBusiness AAdministration: 800-659-2955
www.sba.gov

4. OOther QQuestions/Information. Looking for more
specific information about housing, permitting, demo-
lition, disposal or other issues? Try these city web-
sites first.

Municipal WWebsites
New Orleans: www.cityofno.com
Jefferson Parish: www.jeffparish.net
St. Tammany Parish: www.stpgov.org
St. Bernard Parish: www.st-bernard.la.us
St. Charles Parish: www.stcharlesgov.net
St. John Parish: www.sjbparish.com

INTO THE FRAY

‘‘FEMA’S PAYING
GUYS IN NEW
ORLEANS $24 AN
HOUR.  PLUS,
THEY FEED THEM
AND GIVE THEM
AN ALLOWANCE
FOR FUEL EVERY
WEEK. I CAN’T
COMPETE WITH
THAT.” 
- CARLOS ALVAREZ

LOCAL OFFICIALS

HAVE DEVELOPED A

CRYPTIC SYSTEM for
identifying the level of
damage to homes.
Emergency teams
used spray paint on
doors to identify which
ones might contain
trapped residents.
Some insurers, we
were told by frustrated
residents, have refused
to cover the cost of
paint removal (or door
repair if doors were
broken down).

ON MANY HOMES,

FEMA HAS POSTED

NOTICES telling the
owners that they must
be present in order to
complete the disaster
inspection. But with
most homes rotting
from mold, owners
have nowhere to stay in
the city. The result: long
delays in disaster
assistance for
displaced residents.
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zoning,  affordability — plus the daunting chal-
lenge of retaining the unique character of New
Orleans rather than gentrifying it and destroying
the uniqueness created by centuries of natural evo-
lution.

Andres Duany, the noted architect whose
upscale Seaside resort has come to symbolize both
the strengths and shortfalls of New Urbanism,
acknowledges that reconstruction could exclude all
but the more affluent buyers. 

He told the editors of Healthy Building News
that “the cost of coastal rebuilding designed to
withstand another Katrina makes affordable
housing on that land very difficult, and may even
be beyond the reach of middle class property
owners.” 

For local builders, discussions of citywide plan-
ning seem far removed from the moment’s gritty
reality of teardowns, rebuilds and completing cur-
rent projects. Even if tides change and a building
boom takes off, local firms lack the infrastructure
to meet additional demands.

“We normally pull 17,000 permits for the
whole state,” Kyle says, “but the majority of our
builders are remodelers or guys who do three or
four plans. I think our largest builder does about
800 units. There are probably five builders in this
whole area that do 100 or more homes.”

If the levees are repaired, Kyle sees a more opti-
mistic future for the Big Easy. “I think a lot of peo-
ple will go back, but New Orleans will be a smaller
city,” he says. “Those levees are especially impor-

tant to businesses.
“People will forget quickly,” he adds. “After

seven or eight years, the hurricane won’t be on
their minds at all. And you have to remember we
haven’t had a hurricane like this in 65 years,
although we may be in year five of a 20 year peri-
od of intense activity.”

On the other hand, some locals are convinced
that parts of the city, such as New Orleans East, will
face the bulldozer — or become ghost towns. 

“That’s where you’re going to see the biggest
abandonment,” says Palmisano. “I expect you’ll
have about 40,000 to 50,000 homes where people
simply collect their [insurance] check and turn
their backs and walk away.”

In the meantime, the few builders lucky
enough to still have intact crews and offices intend
to tackle the situation one teardown, one house at
a time.

“I spend the whole day from seven in the morn-
ing on, just meeting with people,” Hoffman adds,
“adjusters, subs, people who want an estimate.
This is way too big. It’s an opportunity to have an
economic boom like we’ve never seen, or an
absolute bust.”  PB
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Emerging Issues

‘‘

“PEOPLE THAT
FELT LIKE MOV-
ING TO SLIDELL,
THEY’RE
GONNA STAY. A
LOT OF PEOPLE
HERE ARE
BEING RUN
OUT, AND
THEY’RE
GONNA BE
SORRY THEY
LEFT. THERE’S
NO PLACE LIKE
HOME.” —
MONROE RIVIERE

A LONE SHOE NEXT TO AN ABANDONED HOME in the
lower 9th Ward serves as a grim reminder of the rush to
evacuate the Ninth Ward prior to Hurricane Katrina. 

LOG ON Keep up with our continuing coverage of New
Orleans by visiting Matthew Power’s blog at 

www.housingzone.com/blog
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 C O N S U M E R  T R E N D S

While every new home doesn’t always offer custom details, 

the need for individuality and personal expression is in 

— especially in the kitchen. People don’t want the same 

commonplace stuff that everyone else has. They want their 

home to stand out and show off their unique personality. 

They want tailored kitchen solutions that fit their lifestyle. 

The secret to delivering these personal solutions without 

creating the headaches of custom building is having the 

right selection of brands. The right brands make it easy for 

builders to create solutions that appeal to homebuyers — 

and make it easier for you to build business.

Delivering the right brands gives you 

a real advantage. Here’s an easy way to take the 

“mass” out of “mass marketing.” Rather than choosing from 

a limited number of standard kitchen solutions, builders can 

benefit from having a larger portfolio of appliances to put in 

their homes. This not only allows more options to fit standard 

home plans — it’s an easy way to satisfy the wants and needs 

of potential homebuyers. Maytag Builder Sales can help you 

answer the needs of homebuyers because we offer more 

diverse, quality brand names including Jenn-Air®, Maytag®

and Amana®.  We understand consumer trends, so we can help 

you anticipate the appliances homebuyers want to personalize 

their homes and fit their families’ needs — without 

compromising your budget, timeline or building plans 

with custom solutions.

The right brands attract more buyers.  

A new home is a clean slate. And choosing quality brands 

reflects on every aspect of your project. New homebuyers 

are drawn to quality brands that they trust and that offer 

unique features to fit their lifestyles. 

Your dedicated Maytag Builder Sales team makes it easy 

and painless for you to bring the best solutions to today’s 

homebuyers. We offer three unique and preferred brands 

that provide high quality and real innovation. For higher-

end homes, Jenn-Air® kitchen appliances offer the professional-

style, luxury brand name these consumers expect. Maytag®

appliances are known for dependability as well as for innovative 

features and unique configurations that make homeowners’ 

lives easier. And Amana® appliances provide the freedom to 

fill your kitchens with contemporary, commonsense solutions 

that reflect today’s younger homeowners’ desire for style 

and individuality. Whichever you choose, you’ll be sending 

a message that your homes are filled with quality solutions 

that are anything but run-of-the-mill.

The key is knowing what 
the homebuyer wants.

 brands.It’s all about the brands.
“I wanted a kitchen that was not only beautiful, but also fit the way my family lives. 

It was the unique appliance features and the quality brand names that made my kitchen 

different from the rest.”

ADVERTISEMENT
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Innovative solutions differentiate you 

from the rest. Maytag Builder Sales makes it easy 

to provide innovative solutions that make kitchens unique, 

make everyday tasks easier and reflect today’s styles. 

We can suggest the right options to help sell your 

properties and to fit your appliance allowance. 

Stainless steel appliances are all the rage. But some of your 

higher-end homes may require the individuality of the new 

high-gloss Floating Glass appliances, downdraft ventilation 

cooktops or professional-style appliances from the Jenn-Air® brand. 

Who wouldn’t love a double oven in 

the kitchen? But budgets and building 

specifications often make this option 

more work than it’s worth. That’s why 

Maytag offers a double-oven range that 

fits in the same space as an ordinary 

range. Other innovative solutions that 

match homebuyers’ desire for innovation 

and your need for easy solutions include 

the new Maytag® Ice2O
™ French Door 

refrigerator with an ice/water dispenser 

on the door and more fresh food 

capacity — and the world’s first three-rack 

dishwasher. All fit standard openings 

so you can provide a custom solution 

without the custom headaches.

Amana® appliances allow you to add 

custom-look options, including cooktops, 

slide-in ranges, wall ovens and other 

traditional appliances in a variety of 

colors and finishes — all at prices that 

fit your building budget. 

Choose the brands that deliver for you.

For more information 

about the Maytag® family of 

brands, call Maytag Builder 

Sales at 1-866-788-5323.

Maytag® Innovation Kitchen In Stainless Steel.

• Professional, On-Time Delivery From Our Extensive Professional 
Delivery/Installation System. Covers the United States with nine major 
distribution centers plus licensed and trained distributors.

• Dedicated Builder Support Team. Provides order entry, credit, contracts 
and marketing team support to help you get the job done.

• Dedicated Builder Service Support Team. Handles all of your parts and 
warranty needs, as well as post-sale service and support.

• Dedicated Builder Field Team Support. Offers the full support you need 
to plan and implement, including new model home programs, inventory 
forecasts, custom-designed packages and more. 

• Business-To-Business Builder Web Site For Accessible Product And Ordering 
Information. Provides what you need when you need it online, including product 
information, ordering/delivery/account details, plus sales and marketing materials.

Visit us at the 2006 International Builders’ Show ®,
January 11 – 14, Orlando, Florida — Booth W501. Jenn-Air® Black Floating Glass Kitchen.

For FREE information circle 48
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Proactive Solutions

Communes conjure up
notions of sharing common spaces,
resources and socio-political interests
with a similar group of cohabitants. 

But collaborative housing, or
cohousing, strikes a balance between
privacy and community. Homeowners
share common areas that may include

a dining room (where optional com-
munal meals are shared two or three
times a week), kitchen, meeting rooms,
recreation facilities, workshop and chil-
dren’s play area — while maintaining
their own complete, autonomous hous-
ing units (with kitchens, living rooms,
etc.).  There is no shared communal
economy.

Cohousing communities are
planned and managed by residents
who come from all walks of life — sin-
gles, couples, families, empty nesters
and retirees — who are committed to
living as a community. The typical
cohousing community has 20 to 30
single-family homes that face each
other along a pedestrian street or are
clustered around a common courtyard.

Cohousing encourages social inter-
action with neighbors and can reduce

feelings of suburban isolation,  provid-
ing a surrogate social network and sup-
port system for individuals that live far
from their extended families.
Neighbors watch out for each other and
their property. 

Cohousing often utilizes an environ-
mentally sensitive design that empha-

sizes pedestrian access and
optimized open space. It pro-
motes conservation because
more resources, such as tools,
cars and books, can be shared.

Cohousing communities
have historically taken any-
where from two to eight years
to complete. But Jim Leach of
Wonderland Hill Development
Company of Boulder, Colo.,
has pioneered a “streamlined
model” of development.  A
national team of cohousing
professionals consults with

future residents and handles the tech-
nical aspects of the project, including
building and development, engineer-
ing, architecture and design, project
management and group process.

Cohousing began in Denmark in
the late 1960s, and spread to North
America in the late 1980s, around the
time husband and wife architects
Kathryn McCamant and Chuck Durrett
wrote, “Cohousing: A Contemporary
Approach to Housing Ourselves,” after
studying and visiting more than 50 of
these Scandinavian communities.
According to the Cohousing
Association of the United States, there
are more than 100 cohousing commu-
nities completed or in development in
the U.S. and Canada, with high con-
centrations in California, Colorado,
Washington and Massachusetts.

>> BY FELICIA OLIVER, SENIOR EDITOR

Together for the 
Common Good
Cohousing offers communal living without the ideology.

KB Home and Martha Stewart
Living Omnimedia announced a
joint collaboration on the design of new
homes. The first community designed by
the two will take place in Cary, N.C. and
will feature approximately 650 homes.
The community will include single-family
homes, ranging from 1,500 to 4,100
square feet and priced from the low $200s
to the mid $400s. The homes will be
inspired by Stewart’s own homes in New
York and Maine.

According to KB Home, Stewart’s
influence will be evident in many aspects
of the homes, including the floor plans,
exterior design, interior floor plans and
furnishings. Homebuyers will have the
added advantage of choosing Stewart’s
favorites among the flooring, faucets, light
fixtures, cabinetry, countertops and other
items available at the KB Home Studio in
Raleigh, N.C.

>> BY LAURA BUTALLA, SENIOR EDITOR

KB and
Stewart Form
Collaboration
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Builder Sourcing touts itself
as the “Next New National Home
Builder.”  For a business that is not
strictly a home builder and is confined
primarily to the Front Range of
Colorado, that boast may seem broad.
Builder Sourcing is a buyers group of 16
small to mid-sized builders closing
approximately 2,000 homes a year.  The
group is served by 20 suppliers. The
timing may be right for achieving such
an ambitious goal.  

Because the national builders have
begun to achieve success in their rela-
tionships with vendors, interest in buy-
ers groups has risen.  Barry Rutenberg,
owner of Barry Rutenberg Homes,
Gainesville, Fla., chaired the National
Association of Home Builders building
materials subcommittee from 1994 to
2000.  According to him, “The nationals
are getting better and better at purchas-
ing and starting to get significant cost
advantages over local builders.”  One of
the results is that smaller suppliers are
more interested in selling to small and
medium builders because they have
more profit potential. “The dynamics in
the industry are changing,” he says.

Charles Schneider, founder and CEO
of Builder Sourcing, is trying to capture
the wave of those changing dynamics.
His company leverages the strength of
many builders, providing benefits which
include

� Material cost reductions
� More expertise in negotiating with

suppliers
� Ability to control material cost

increases 
� Strong communication between

builders and suppliers
� Access to decision-makers for sup-

pliers
Small and medium builders can tend

to feel ignored by their suppliers, but

Schneider quickly
learned suppliers were
very interested in reach-
ing this segment.
“People had interest for
four reasons,” he says.
It’s a bigger segment;
those builders tend to
specify a higher grade
product; it’s a lower risk
for suppliers who can
afford to lose a client
without losing all the
business; and the sup-
plier has direct access to
the decision-maker.

For builder clients,
the advantages are obvi-
ous — cost savings
which allow them to
compete more effective-
ly against the nationals.
Talk to the builder
clients, though, and
they dismiss the cost
savings fairly quickly.
What gets their atten-
tion is the level of serv-
ice they get.  Michael
New, president of
InVision Homes in
Parker, Colo., says, “I
have a bigger voice with
my supplier than I
could alone.... I can call
someone if there is an issue and talk to
someone who can help.”

George Hess agrees.  Hess is presi-
dent of Vantage Homes in Colorado
Springs, which serves the move-up
buyer.  Vantage Homes will close about
180 homes next year.  “I want my people
focused on process, procedure, and
manufacturing. If they’re focusing only
on the bottom line, something’s going to
get dropped.”  For Hess, Builder

Sourcing serves the role
of a consultant that will
negotiate better rebate
programs and better buy-
ing processes, working
hand-in-hand with his
purchasing department.

Currently, Builder
Sourcing’s 20 suppliers
cover almost all the major
product categories.
Atrium Windows &
Doors-Colorado is the
window supplier, and
general manager Jimmy
Sisco expects 75 percent
of his growth from
Builders Sourcing to be
with new customers.  He
can talk to the decision-
makers at a time when
they are evaluating their
product selections.  

For Sisco, it is also
the service quotient that
he finds most appeal-
ing.  “I want to know
how we can partner
between builder and
supplier to better serve
the end user,” he says.
“The goals are more
aligning with this
group.  We want the end
user to be delighted

with the product.”
In an environment of increasing

competition and rising material costs,
small to mid-sized builders will contin-
ue to evaluate their vendor options.  As
Rutenberg says, “It’s not the time to be
overconfident.  It’s the time to be
respectful.  It’s also the time to push new
ideas.”  Buyers groups, such as Builder
Sourcing, may be one of the new ideas
that stick.

>> BY PAUL DEFFENBAUGH, EDITORIAL DIRECTOR

Group Service
Builder Sourcing hopes to capitalize on increased interest in builder buyer groups.

“THE NATIONALS
ARE GETTING
BETTER AND
BETTER AT
PURCHASING AND
STARTING TO GET
SIGNIFICANT COST
ADVANTAGES
OVER LOCAL
BUILDERS.”

BARRY RUTTENBERG
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Perfectionist builder, meet perfectionist window.
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www.hurd.com   1-800-223-4873   ©2005 Hurd Windows & Doors, Inc.

     You have dozens of satisfactory wood windows to choose from. But not many of them 
are custom made in the exact size and shape you want. Very few have the glazing options to 
match every location and every angle of the sun. Even fewer are available in nine species 
of wood and unlimited colors of cladding. And only one brand, Hurd Windows and Doors, 
gives you all of it while sharing your total commitment to a single ideal: Perfection.

For FREE information circle 49
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There is no such thing as a rough opening. 
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www.hurd.com   1-800-223-4873   ©2005 Hurd Windows & Doors, Inc.

      The perfectionist in you demands that everything be precise. We agree. But it’s more 
than just getting the size right. It also requires giving you unlimited design options so you 
can order precisely what you want. Plus guaranteeing the uncompromising quality that 
precisely meets your clients’ demands. And, of course, delivering our products precisely 
when we promised. If we do all that, we’ll achieve our number one goal: Perfection

For FREE information circle 50
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“It was that vision of creating a loft style unit,”
William Hezmalhalch Architects’ Jeff Chelwick,
principal in charge for Lofts on Central, says.
“Giving the prospective buyers flexibility to do
what they want within the walls that the builder
has put in is an incredibly unique, exciting con-
cept.”

Artisan Homes first developed urban loft living
on Osborn Street, a mile and a half north of the
Lofts on Central, but mixed-use was a major part of
Brown’s true vision of urban loft living and Osborn
doesn’t offer retail space. Central does.

“I did Osborn first because the only high-end
condo buildings were just down the street and I
had views of the Phoenix Country Club and the
mountains,” Eric Brown, president of Artisan
Homes in Phoenix, says.

Making a difference
Downtown Phoenix was in need of revitaliza-

tion. “The city was desperately looking for some-
one to start doing housing downtown,” Brown
says. “The other thing was mixed-use buildings
were missing. I really wanted to do something that
I thought would make a difference for downtown
Phoenix.”

The Central site was a vacant lot for many years.
While Artisan Homes was marketing Lofts on
Osborn, potential buyers wanted to know if there
would be lofts built on Central Avenue. “The mar-
ket in Phoenix had been stagnant for years,”
Brown says. “Nothing was moving, but I liked this
location because we’re right in between downtown
and midtown.”

Lofts on Central is in the heart of the Central
Corridor, within walking distance to a historical
residential district, adjacent to the Phoenix Art
Museum, Central Library, Margaret Hance Park
and near the future site of the Light Rail trans-
portation system. 

“We selected this site because it offered some-
one an urban experience,” Brown says. “The only
thing really lacking was no restaurants within
walking distance, so that’s why we decided it was
important to do our own restaurant downstairs.”

In addition to Cheuvront’s Wine Bar and Café

Urban loft living 
done right
Addressing space constraint, affordability and mixed-use, 
Artisan Homes’ Lofts on Central makes it all happen.

A VIEW OF LOFTS ON

CENTRAL shows
Cheuvront's Wine Bar
and Cafe on the
ground level.

Eric Brown of Artisan Homes took a sketch on a napkin for developing loft liv-
ing in downtown Phoenix to William Hezmalhalch Architects. The result was the
winner of the Home of the Year in the Best in American Living Awards — Artisan
Homes’ Lofts on Central. 

Plans & Projects
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Home
of the Year

Project NName: Artisan Lofts on Central
Location: Phoenix, Ariz.
Designer/Architect: William Hezmalhalch Architects,
Inc., Santa Ana, Calif.
Builder/Developer: Artisan Homes, Phoenix, Ariz.
Interior DDesigner: Artisan Homes, Phoenix, Ariz.
Land PPlanner: William Hezmalhalch Architects, Inc.,
Santa Ana, Calif.
Square FFootage: 1367 to 2662

Platinum for Best Attached Urban, Infill; 
Platinum for Best Attached Home 20 units
per acre and over

HOME OF THE YEAR
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>> BY LAURA BUTALLA, SENIOR EDITOR
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on ground level, Artisan Homes added a hair salon
and law  office on the second floor, creating a con-
venient and urban setting  for buyers. 

Most mixed-use buildings have such a high
lease rate it becomes hard for retailers to rent out
the space. Or loft buildings are built in areas not
ready for fully engaged live/work urban living.
“We decided to build the cost of retail space into
the homes,” Brown says. “If we leased it for a dol-
lar, we made a dollar.”

Occupying the retail space before the building
was complete was important to Artisan Homes.
When a local state senator, Ken Cheuvront, wanted
to open a wine bar, Artisan was happy to oblige its
ground level retail space to this venture. “It was a
perfect complement to the building,” Brown says. 

Balancing design
The concept of loft living can vary. For Artisan

Homes it meant mimicking the true warehouse
converted to lofts found in New York City. The
structure comprises a variety of materials, such as
sandblasted concrete blocks, wood framing and
concrete slab. The concrete slab starts at ground
level for the garage, lobby and restaurant.
Sandblasted concrete blocks and wood framing
stack above that, creating the old warehouse build-
ing look.

The U-shaped building has a secured entry
courtyard on the ground level. By adding architec-
tural elements such as brick and concrete veneer
steel pipe railing, and flat roofs, the designers
made the building complement the urban neigh-
borhood. “Architectural metal detail around the
retail storefront and decks offer an added layer of
detail to the elevations,” William Hezmalhalch
Architects’ Karl Dakteris, project architect for

Artisan Lofts on Central says. 
As with true loft living, each buyer starts with a

shell. “We didn’t build out the units because we
wanted buyers to make it their design,” Brown
says. The different structural choices created vary-
ing bearing points, so Artisan Homes could offer
13 floor plans in all. It was up to each buyer to cre-
ate the design elements for his or her loft. Artisan
provided the option to finish out the unit following
the buyer’s custom designs. 

“What’s exciting about these is how the buyers
finished off the units with their interior design-
ers,” Dakteris says. “Thirteen floor plans were
offered with a total of 40 units, so there’s a lot of
variety.”

Units were offered on all four floors. Select
units had access to 14 private balconies on the
rooftop. A community balcony on the rooftop pro-
vides a barbeque and kitchenette area and an out-
door fireplace.

THIS LOFT SHOWS

HOW ONE OWNER

designed his kitchen
and dining room
alongside a spiral
staircase leading to
the second floor.
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Most of the buyers were singles or couples who wanted their units to
have the  open floor plan of classic lofts. “In a true loft, they should have
tremendous flexibility,” Brown says. There was space for upstairs bed-
rooms, but most buyers opted not to have them.  

Each buyer had the option to allow Artisan to finish out the unit with
optional closets, extra rooms, and shelving units as well. “We typically fin-
ished out in this building,” Brown says. 

Unique design elements within the units created the authentic urban
loft living effect. Exposed ductwork, block walls and wood beams matched
classic New York City loft style.  Conduit on the walls, Glu Lam beam edge
and brick façade appeared in many units as well. Finally, open architec-
tural metal stairs were placed in several units.

Demanding market success
Lofts on Central began pre-marketing in December 2001, just after the

terrorist attacks in September. “We didn’t have a problem selling, but I was
worried,” Brown says. “When you commit the dollars to do it and all of the
sudden everyone’s wondering what the economy’s going to be like. I was
afraid.

“I was pioneering,” Brown says. “Typically, in these buildings, you sell
a bunch right away to people that get it and know it. It’s slow in the mid-
dle but as soon as the building is completed, then it sells out.”

Now completely sold out, Lofts on Central is a huge success. Prices
ranged from $242,000 to $700,000 per unit based on the amount of fin-
ish out Artisan provided. To purchase a shell unit without finish out cost
$177,500, which is very affordable for the current Phoenix area market
price. The average hard cost of construction, excluding land, came in at $84
per square foot. A few units are currently on the market for second buyers.
“They’ve gone up to about $125 per square foot in the last year,” Brown says.

All in all, Lofts on Central made a difference to the downtown area.
“We proved there is a market,” Brown says. “This has already been hap-
pening in Denver, Seattle and Chicago, but it could work in Des Moines.
It could work in Oklahoma City.

“Pick a city. There are people looking for this kind of lifestyle,” Brown
says. “It’s challenging, but boy it’s rewarding.”

AWARD JUDGES
BALA Judges
Tony CCrasi
The Crasi Company, Cuyahoga
Falls, Ohio
Doris PPearlman
Possibilities for Design, Inc.,
Denver
Chip PPierson
Dahlin Group Architecture
Planning, San Ramon, Calif.
Jamie BBigelow
Bigelow Homes, Aurora, Ill.
Dan GGorski
Veridian Homes, Madison, Wis.
Georganne DDerick
Merchandising East, Ellicott
City, Md.

Gonzalo RRomero
Beazer Homes, Atlanta
Carson LLooney
Looney Ricks Kiss, Memphis,
Tenn.
Mike KKephart
Kephart Architects, Denver
Laura BButalla
Professional Builder, 
Oak Brook, Ill.

Interior Design Judges
Pattie GGuthrie
Marc-Michaels Interior Design,
Inc., Winter Park, Fla.
Elizabeth FFalconer
Position by Design, Fort Worth,
Texas

Mary CCook
Mary Cook & Associates,
Chicago

Smart Growth Judges
Jerry KKonter
Konter Quality Homes, Inc.,
Savannah, Ga.
Phil SStuepfert
SEC Planning Consultants,
Yorkville, Ill.
Robin WWard
Real Estate Unlimited,
Anchorage, Alaska
Ed TTombari
NAHB, Washington, DC

HUD Judges
Valerie DDancy
Office of Policy Development &
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Division, Washington, DC
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Director, City Design Center,
University of Illinois, Chicago
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U.S. Department of Housing &
Urban Development, Chicago
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U. S. Department of Housing &
Urban Development, Cleveland

ANOTHER EXAMPLE OF A FINISHED KITCHEN with custom lighting, stainless steel
appliances and custom tiles above the countertops.
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Robert Hidey Architects capture an aware-
ness of centuries old, multigenerational homes by
incorporating authentic materials and a variety of
textures including natural stone; tumbled brick;
clay tiles with mud boosts and distressed, stained
wood lintels to distinguish this single-story Tuscan
Farmhouse design.

This floor plan accomplishes a sense of living
large and luxuriously comfortable along the
Newport Coast with an outdoor living space to
complement the interior portion of the home.
“Texture, movement, variation in lot width were
key design parameters,” says principal Michael
Evdokiou of the Irvine, Calif.-based company.
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Platinum

Category: Best Single-Family Detached Home  — 2,401 to 3,000 sq. ft. 
Project NName: Cypress
Location: Newport Coast, Calif.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Taylor Woodrow Homes, Irvine, Calif.
Interior DDesigner: Design Line Interiors, San Diego, Calif.
Developer: The Irvine Company, Newport Beach, Calif.
Land PPlanner: TRG Land, Newport Beach, Calif.
Interior DDesigner: Romanza, Naples, Fla.

SINGLE FAMILY

Farmhouse
meets Tuscan
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A sense of comfort and livability infuse
this two-story home with its cozy outdoor fire-
places and casual living areas.  The inside seems to
spill into the open-air pool courtyard through a
series of arches. And the rear loggia provides a
covered outdoor dining and gathering space that
frames views of the lake and golf course within the
community.

Authentic materials such as terra cotta with
inset painted tiles, stained tongue and groove ceil-
ings, and rough hewn beamed ceilings transition
into hallways of hand-scraped wood floors and
arches. The ceiling heights vary, reinforcing the
authenticity of period architectural styling.
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Platinum

Category: Best Single-Family Detached Home — 4,001 sq. ft. and over 
Project NName: Mirada at Estuary
Location: Naples, Fla.
Designer/Architect: Scheurer Architects, Newport Beach, Calif.
Builder: London Bay Homes, Naples, Fla.

SINGLE FAMILY

Comfort
meets livability
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Affordable carriage homes and town-
houses mix within this colorful and environmen-
tally conscious, urban neighborhood in this new
area of North Boulder. Integral to the design are
green building and E-Star elements, which include
passive solar heating for winter months and over-
hangs and steel awnings for summer months. All
units feature energy, water, and resource conserva-
tion techniques.

Simple architectural forms are emphasized
with primary colors, corrugated metal siding, con-
crete block and patterned stucco. The interior is
light and open, which includes a loft with spiral
staircase. Distinctive architectural forms help
define the smaller spaces throughout.
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Platinum

Category: Best Affordable Home (both detached and attached) 
Project NName: Garden Crossing
Location: Boulder, Colo.
Designer/Architect: DTJ Design, Boulder, Colo.
Builder: Peak Properties, Boulder, Colo.
Interior DDesigner: HW Home, Inc., Boulder, Colo.
Developer: Peak Properties, Boulder, Colo.
Land PPlanner: Barrett Studios, Boulder, Colo.

AFFORDABLE

Affordable 
urban housing
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A perfect blend of wood, stone, glass
and metal create a contemporary southwest styling
for this one-of-a-kind custom built home. The pen-
tagon shaped beams made of treated sheet metal
line and define the ceiling while walls of glass rim
the back of the house, drawing your eye to the spa-
cious backyard. 

The exterior of this home offers many outdoor
elements for entertaining at a grand scale with its
open patios and seating areas, a full size lap pool
and access to golfing. Use of natural materials and
landscaping create a private feel surrounding the
home site.
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Platinum

Category: Best One-of-a-Kind Custom Home (Built for a Client) —
4,001 to 6,500 sq. ft. 
Project NName: A Private Residence
Location: Scottsdale, Ariz.
Designer/Architect: Conk Architecture, Phoenix, Ariz.
Builder: Manship Builders, Inc., Carefree, Ariz.
Interior DDesigner: EST EST, Scottsdale, Ariz.

Contemporary
southwest
styling
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Schmid & Rhodes Construction
designed this kitchen with four entries because
“The kitchen is the heartbeat of the home,” says
David Rhodes, president of Schmid & Rhodes.
The client likes to entertain casually and creating a
kitchen that allowed multiple entries allowed for
entertaining while preparing a meal. 

Still, the kitchen maintains its functionality.
Meanwhile, concealing amenities such as the ice-
maker, refrigerator and dishwasher create an
open, casual area for entertaining. A butler’s
pantry defines a traditional transition between the
kitchen and dining room. The client also request-
ed natural light, which was achieved with multiple
windows in the kitchen and a large double arch
window in the butler’s pantry.pr
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Plans and Projects

Platinum

Category: Best Kitchen in a Home — 5,001 sq. ft. and over 
Project NName: The Browning Residence
Location: Knoxville, Tenn.
Designer/Architect: Bill Andrews Architects, Knoxville, Tenn.
Builder: Schmid & Rhodes Construction, Knoxville, Tenn.
Interior DDesigner: Housebones, Knoxville, Tenn.
Land PPlanner: Benpage Associates Landscape Architects, Nashville,
Tenn.

INTERIOR

Great kitchen
functionality
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In this master bathroom, separate his
and her spaces unite with a common space in the
walk-in shower. Inspired by an antique server, her
vanity contains a marble slab counter with a mosa-
ic backsplash. Across the hall sits a private walk-in
closet and a built-in armoire.

His space complements hers, but with a mas-
culine touch in the cabinetry and a mirror that
conceals a built-in TV/DVD/CD screen.
Herringbone pattern of limestone and mosaics on
the walls and marble mosaics on the floor give the
walk-in shower an elegant atmosphere. Dual
showerheads and built-in seat provide maximum
functionality.
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Platinum

Category: Best Master Bath 
Project NName: 2005 Street of Dreams
Location: Wilsonville, Ore.
Designer/Architect: Alan Mascord Design Associates, Portland, Ore.
Builder: Wallace Custom Homes, Oregon City, Ore.
Interior DDesigner: Barclay Interior Design Group, Lake Oswego, Ore.
Developer: Beacon Homes, Tigard, Ore.

INTERIOR

Separate & 
common spaces
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The Club at The Crossing delivers a comfort-
able residential environment. This detached, two-
story, craftsman-style structure serves as a multi-
purpose recreation and service center for residents
of Meridian Luxury Apartments. 

Using only hard surface materials for the main
entry and hallways produces a welcoming and
comfortable feel. Rustic gold slate flooring with
wood plank inset runs throughout the first floor
entry and main hallways. Double volume wood
paneled columns and beams line the entry into
The Club. 

The second floor, used for entertaining, pro-
vides ample seating around a cultured stacked
stone fireplace in the common room, and the the-
atre room can be used for screenings and presen-
tations.
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Plans and Projects

Platinum

Category: Best Amenity/Facility — 5,001 to 10,000 sq. ft. 
Project NName: Meridian Luxury Apartments at The Crossing
Location: San Bruno, Calif.
Designer/Architect: Sandy Babcock Architects Intl., San Francisco, Calif.
Builder: Devcon, Milpitas, Calif.
Interior DDesigner: Creative Design Consultants, LLC, Costa Mesa, Calif.
Developer: Regis Homes of Northern California & TMG Partners, San Mateo, Calif.
Land PPlanner: Guzzardo Partnership, San Francisco, Calif.

INTERIOR

Multipurpose
center
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Young professionals and high-earning
individuals wanted the luxuries and excitement of
a downtown location, which this community pro-
vided with a high-end recreational facility. “The
intent for the lobby was to create an environment
that felt like a sophisticated, hip hotel,” says JoAnn
McInnis, vice president of Carlyn and Company
Interiors + Design.

The facility includes a pub and e-lounge roof
top space with views of the Pentagon and down-
town Washington D.C. A “zen inspired” massage
room in the spa area offers a great oasis, and the
adjoining exercise room is large enough to satisfy
all the needs for a great workout.
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Platinum

Category: Best Amenity/Facility up to and including 5,000 sq. ft. 
Project NName: Metropolitan at Pentagon Row
Location: Arlington, Va.
Builder: KSI Services, Inc., Centreville, Va.
Interior DDesigner: Carlyn and Company Interiors + Design, Great Falls, Va.

INTERIOR

Luxurious amenity
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Toll Brothers set out to build a community
center to serve as a gathering place for weddings,
anniversaries, meetings, classes and other activi-
ties at its master-planned community Aviano at
Desert Ridge. Desert clone-stone dry stack, natural
woods with stucco and steel plates give the center’s
architecture flare and a visually appealing exterior.
At the same time, the contemporary design com-
plements the desert surroundings. 

The interior designers and architects integrated
the seating areas, fireplaces, kitchen, patio and
recreation areas around the sales displays so that
sales and marketing activities can occur at the
same time homeowners schedule meetings, par-
ties, classes and special events.
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Plans and Projects

Platinum

Category: Best Amenity/Facility — 10,001 sq. ft. and over 
Project NName: Aviano at Desert Ridge
Location: Phoenix, Ariz.
Designer/Architect: Douglas Fredrickson Architects, Phoenix, Ariz.
Builder: Toll Brothers, Inc., Scottsdale, Ariz.
Interior DDesigner: Est Est, Inc., Scottsdale, Ariz.
Developer: Toll Brothers, Inc., Scottsdale, Ariz.
Land PPlanner: Toll Brothers, Inc., Scottsdale, Ariz.

INTERIOR

Desert materials 
create best amenity
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Platinum

This old naval base evolved into a mixed-
use, large-scale master planned community by
carefully weaving the redeveloped portion with
existing neighborhoods surrounding the old naval
base. Creating a diverse architectural design for
the community included six classic interpreta-
tions: Revival, Classical, Craftsman, Florida
Vernacular, Coastal and Mediterranean.

Baldwin Park partnered with Audubon of
Florida to help plan the parks and water edges,  to
create viable ecosystems where none existed. The
developer also preserved and enhanced the exist-
ing mature tree canopy without being required
under city regulations to do so.

Category: Best Neighborhood 151 units and over & Best Smart Growth
Community 151 units and over 
Project NName: Baldwin Park
Location: Orlando, Fla.
Designer/Architect: Looney Ricks Kiss, Celebration, Fla.
Builder: Multiple Companies
Developer: Baldwin Park Development Company, Orlando, Fla.
Land PPlanner: Miller Sellen Connor & Walsh, Orlando, Fla.

COMMUNITY & SMART GROWTH

Neighboring
smart growth
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Built around an existing neighborhood,
University Park is an 8.5-acre redevelopment proj-
ect located in historic downtown Palo Alto.
SummerHill Homes built two condominium
buildings and as well as single-family homes.
They also restored five turn-of-the-century homes
— all with the goal of maintaining the character of
the existing neighborhood. 

The builders and architects met several chal-
lenges with University Park, including achieving
the city’s housing density requirements, incorpo-
rating a community park, and obtaining neighbor-
hood approval of the overall design relating to the
existing historic neighborhood. The biggest chal-
lenge was physically moving several existing
homes and restoring them in keeping with the
redeveloped section of the project.
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Plans and Projects

Platinum

Category: Best Neighborhood up to and including 150 units 
Project NName: University Park
Location: Palo Alto, Calif.
Designer/Architect: Bracken Arrigoni & Ross, San Francisco, Calif.
Builder: SummerHill Homes, Palo Alto, Calif.
Interior DDesigner: Design Line Interiors, Palo Alto, Calif.
Developer: SummerHill Homes, Palo Alto, Calif.
Land PPlanner: Brian Kangus Foulk, Redwood City, Calif.

COMMUNITY & SMART GROWTH

Restoring
a neighborhood
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Enticing to move-down buyers,
Woodmark luxury condominiums at University
Park were designed to fill the strong demand for a
carefree and convenient home setting within walk-
ing distance of the partially redeveloped historic
downtown Palo Alto. 

The shingle-style Arts and Crafts building
blends with the character of the historic downtown
neighborhood. Sloping roofs, front porches, and
divided light windows help define the style. The
exterior finishes consist of wood shingles with rus-
tic brick veneer wainscoting, which relates back to
the fundamental design building block of the proj-
ect — the Heritage Oak tree located on the corner
of the property.

Platinum

Category: Best Attached Home 20 units per acre and over & Best Attached Urban, Infill 
Project NName: Woodmark at University Park
Location: Palo Alto, Calif.
Designer/Architect: Bracken Arrigoni & Ross, San Francisco, Calif.
Builder: Vance Brown, Palo Alto, Calif.
Interior DDesigner: Design Line Interiors, San Diego, Calif.
Developer: SummerHill Homes, Palo Alto, Calif.
Land PPlanner: Brian Kangus Foulk, Redwood City, Calif.

ATTACHED

Infill luxury 
condominiums
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Sea Cove at The Waterfront creates ambience,
diversity and function in high-density form by
recalling the nostalgic charm of Pasadena’s 1920s
courtyard communities with a flare of
Mediterranean architectural style.  “It’s been a pre-
dominant style used on the California coastline,”
says Ed Novak, senior designer at William
Hezmalhalch Architects. “We blended that with
the use of established palm trees within the court-
yard.”

Richly varied textures, materials and sculptural
elements accentuate building forms and charac-
terize Andalusian architectural roots. Expanded
arches, coffers, light wells rotundas, recessed fea-
ture windows, and wrought-iron accents signify
sophisticated charm of historic vernaculars.
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Plans and Projects

Platinum

Category: Best Attached Home 9 to 19 units per acre 
Project NName: Sea Cove at The Waterfront
Location: Huntington Beach, Calif.
Designer/Architect: William Hezmalhalch Architects, Inc., Santa Ana, Calif.
Builder: William Lyon Homes, Newport Beach, Calif.
Interior DDesigner: Creative Design Consultants, Costa Mesa, Calif.
Developer: William Lyon Homes, Newport Beach, Calif.
Land PPlanner: William Hezmalhalch Architects, Inc., Santa Ana, Calif.

ATTACHED

Mediterranean
courtyard community
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Meet one of the architects 
of the New American Home.

Visit us at booth W1983.

Building with propane appliances is 

a winning proposition. They add value, 

reliability and efficiency to any home

they’re in. Stop by our booth for examples

and to view the winners of the PROPANE

Exceptional Energy® Builder Awards:

SABLE DEVELOPMENT
Rockford, MI 

Winner-homes valued at less than $250,000

REAL ESTATE SERVICES OF CT
Middletown, CT 

Winner-homes valued at $250,000 or more

For FREE information circle 53
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A series of pocket parks surround each
attached home at Silverleaf, creating a sense of pri-
vacy. The rear-loaded garages give creative oppor-
tunity to vary the massing of the front elevations,
allowing the units to face the parks and capture the
desert views and nearby mountains. In addition,
each home contains a private courtyard, which
helps natural light and breezes flow into the
homes. 

Dual master bedrooms combined with multi-
ple options offer flexibility to meet the needs of
each homeowner. Interior detailing includes rustic
wood beams, wrought iron balconies, and use of
terra cotta accents.

128

Plans and Projects

Platinum

Category: Best Attached Home up to and including 8 units per acre 
Project NName: Park Villas at Silverleaf
Location: Scottsdale, Ariz.
Designer/Architect: Scheurer Architects, Newport Beach, Calif.
Builder: CSE & Associates, Scottsdale, Ariz.
Interior DDesigner: Creative Design Consultants, Costa Mesa, Calif.
Developer: DMB, Scottsdale, Ariz.
Land PPlanner: Wood/Patel and Association, Phoenix, Ariz.

ATTACHED

Private
attached living
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COPPER
The plumbing people prefer.

Tell your homebuyers you insist on using durable, reliable copper plumbing.

This house has been rewired, rewindowed,
re-everythinged. Except replumbed.

Nearly 70 years ago, this house was built with the
finest materials, including copper tube and fittings.
Today, the original plumbing system is still providing
trouble-free service. It should come as no surprise,
then, that builders all across the country continue to
choose copper plumbing for their projects.

So make sure homebuyers know your homes are
built with the only plumbing material with such a
longstanding reputation for reliability – copper. Our
Builder Satisfaction Program has everything you
need, including Quality is the Reason pamphlets,
stickers, hang-tags and literature displays. We’ll tell

you about our 50-Year Manufacturers’ Limited
Warranty and give you helpful tips on how to turn
copper plumbing into a strong selling point. Just go
to www.copper.org and click on Tube, Pipe & Fittings
under Applications. You’ll also find answers
to frequently asked questions, technical
information and how to
work with plumbing
subcontractors. For free
CDA marketing tools,
call 800-741-6823.

For FREE information circle 54
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Plans and Projects

Regional

Regional Built within a well-established neighborhood
dating back to the Depression, this custom-built
home was designed for a client with the need to
entertain casually. Commonly used materials like
stone and cedar shake siding help the home blend
in. 

The interior layout of the house is divided into
three zones — an informal zone off of the garage,
a formal zone in the middle, and a private master
suite area on the right. The plan opens to a formal
entry, which deemphasizes the stairs to the right.
A large window wall in the living room overlooks
the water on the property.

Category: Best One-of-a-Kind Custom Home (Built for a Client) up to & including 4,000 sq. ft. 
Project NName: 53 Waterview Drive
Location: Saratoga Springs, N.Y.
Designer/Architect: Witt Construction, Inc., Saratoga Springs, N.Y.
Builder: Witt Construction, Inc., Saratoga Springs, N.Y.
Interior DDesigner: Deborah Savage Interiors, Saratoga Springs, N.Y.
Developer: Witt Construction, Inc., Saratoga Springs, N.Y.

North Atlantic (Region 1)

Craving textural 
interest

Category: Best One-of-a-Kind Custom-Built Home —
4,001 to 6,500 sq. ft. 
Project NName: The Browning Residence
Location: Knoxville, Tenn.
Designer/Architect: Bill Andrews Architects, Knoxville,
Tenn.
Builder: Schmid & Rhodes Construction, Inc., Knoxville,
Tenn.
Interior DDesigner: Housebones, Knoxville, Tenn.
Land PPlanner: Benpage Associates Landscape
Architects, Nashville, Tenn.

Middle Atlantic (Region 2) & Gold for Best One-of-a-Kind
Custom Home (Built for a Client) 4,001 -6,500 sq. ft.

Blending
common
materials

Working within the constraints of the 75-
foot-wide lot and 10-foot front and side setback
requirements, Witt Construction created a home
layered with textural interest and the space the
client craved. The client’s main objective was an
indoor and outdoor environment for entertaining.
Witt Construction achieved that with a front porch
entry to the dining room leading into the living
room and kitchen to follow by a screened-in porch. 

The staircase leading to the second floor is
open enough for easy passage to the upstairs bed-
rooms and encourages lingering at the library on
the landing. This narrow lot not only provides the
space the client wanted, but ensures privacy from
neighbors. 
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Every day we work hard to earn your
business, blending the talents of our 
people with the quality of our products
and services to exceed your expectations.

SSTM-SWPBG

We asked builders and contractors to
suggest improvements in Strong-Wall
shearwalls. We listened carefully and
then engineered Simpson’s Steel
Strong-Wall® for easy installation as
well as strength.

Just two anchor bolts and fewer SDS screws
combine with easy access at top and bottom for
quick installation. The easy-to-use template is
reversible for interior or exterior applications.
Preattached wood studs with holes predrilled for
wiring make this the most contractor-friendly wall
around.

Not only is it easier to install, this new wall offers
loads between 2 and 3 times higher than the Wood
Strong-Wall®!  Code-listed in ICC-ES ESR 1679.

Steel Strong-Wall sets a new standard in shearwalls –
and thanks to you, it’s easier than ever to install.

Thanks to you, this
shearwall is easier to
install than any other!

HELPING TO BUILD BETTER BUILDINGS.

www.strongtie.com/strongwall  | 800-999-5099

For FREE information circle 55
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Set along the oceanfront, this shingle-
styled custom home is a flipped plan, where the
main living and entertaining occurs on the second
floor. The client chose this layout to view the break-
ers on the ocean beyond the lagoon and on-site
golf course. 

The first level is dedicated to guests providing
spa-like bedrooms and bathrooms and a secondary
living room, which doubles as a theatre. The third
floor is the couple’s cozy apartment with vaulted
bedroom ceiling and half circular window framing
their personal ocean view, which leads out to a pri-
vate balcony.
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Plans and Projects

Inspired by the Arts and Crafts movement, this
Eastlake home is designed with structural simplic-
ity and efficient use of space. The low-profile ele-
vation is constructed with maintenance-free mate-
rials such as stone, shake and angular pillars,
which is consistent with the overall appeal of the
carefree Condominium lifestyle. 

The interior scale of the main gathering room
is enhanced with 10-foot ceilings, carefully placed
windows and grand cornice moldings. The
Craftsman-style fireplace combines function and
panache with built-in entertainment alcoves.

Norfolk Homes created an attractive streetscape
design by recessing the garages into the buildings.
Driving down the road, the eye goes to the porch-
es and other design features, not the garages. 

Category: Best One-of-a-Kind Custom Home (Built for a Client) — 6,501 sq. ft.
and over 
Project NName: Home Is Where the View Is
Location: Kiawah Island, S.C.
Designer/Architect: Christopher Rose Architects, Johns Island, S.C.
Builder: Buffington Homes, L.P., Seabrook Island, S.C.
Interior DDesigner: Cheryl Womack Interiors, Atlanta, Ga.
Developer: Kiawah Development Partners, Charleston, S.C.
Land PPlanner: T Hunter McEaddy Landscape Architect, Charleston, S.C.

South Atlantic (Region 3) & Platinum for
Best One-of-a-Kind Custom Home (Built
for a Client) 6,501 sq. ft. and over

Flipped
ocean
view

Category: Best Attached Home up to and including 8 units per acre 
Project NName: Eaton Court
Location: Dexter, Mich.
Designer/Architect: J. Bradley Moore & Associates, Ann Arbor, Mich.
Builder: Norfolk Homes, Ann Arbor, Mich.
Interior DDesigner: Norfolk Homes, Ann Arbor, Mich.
Developer: Norfolk Development Corporation, Ann Arbor, Mich.
Land PPlanner: Washington Engineering, Ann Arbor, Mich.

MIDWEST (REGION 4)

Carefree condo lifestyle

Regional

Regional
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What they don’t see could save them.

A fire sprinkler system is the best protection against fire. But sprinklers
can’t save lives if they are not there.

To promote fire sprinklers in new home construction, HFSC has
developed the BUILT FOR LIFE™ education program. It gives you the
information you need to better understand how residential fire sprinkler
systems are designed and installed. It emphasizes the importance of
partnering with a qualified sprinkler contractor, and shows how trade-
ups can reduce construction costs while providing higher-value homes
to your customers.

For a free copy of the BUILT FOR LIFE information kit, including a DVD
narrated by Ron Hazelton and free builder and consumer brochures,
visit www.homefiresprinkler.org or call 1.888.635.7222 today.

V I S I T  U S  A T  B O O T H  # 7 3 1 9

For FREE information circle 56
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Fronting on the newly refurbished
Midtown Greenway bike trail in
Minneapolis, these lofts provided new housing
and gave a new look to this former industrial site.
The units have north and south exposure, with
south-facing two-story windows, rooftop decks and
main floor enclosed patios.

Each buyer chooses the style — traditional or
contemporary — best suited for his needs.
Hardwood and carpet flooring with finished ceil-
ings and crown molding characterize the tradi-
tional look. Sealed concrete flooring, exposed duct-
work and less separation between rooms charac-
terize the contemporary look, which  70 percent of
the buyers prefer. 
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Plans and Projects

Regional

Unlike the standard Texas
motto “bigger is better,” the focus for this
custom home in Houston was standing the
test of time and weathering beautifully.
Thompson Custom Homes achieved an
understated, family-friendly home by creat-
ing an exterior elevation of classic proportion
and scale and timeless design.

The construction materials were chosen
for their long-lasting performance and abili-
ty to age well.  Over the years, the beauty of
the slate tile roof, operable wooden shutters,
real stone, brick, stucco and copper gutters
will increase. Brick, stone, and wood carry
through to the interior as well.

Category: Best One-of-a-Kind Custom Home (Built for a Client) — 6,501 sq. ft. and over 
Project NName: 9 Chuckanut
Location: Houston, Texas
Designer/Architect: Robert Dame Designs, Houston, Texas
Builder: Thompson Custom Homes, Houston, Texas
Interior DDesigner: Bellacasa Design, The Woodlands, Texas

SOUTH CENTRAL (REGION 6) 

Bigger isn’t better
Regional

Category: Best Attached Home 20 units per acre and over 
Project NName: Midtown Lofts
Location: Minneapolis, Minn.
Designer/Architect: ESG Architects, Inc., Minneapolis, Minn.
Builder: Kraus-Anderson, Minneapolis, Minn.
Interior DDesigner: Lander Group, Minneapolis, Minn.
Developer: Lander Sherman, Minneapolis, Minn.
Land PPlanner: Michael Lander, Minneapolis, Minn.

CENTRAL (REGION 5) & SILVER FOR BEST ATTACHED HOME 20 UNITS PER ACRE AND OVER

Creating housing lofts
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Empty nesters’ nests aren’t always empty.

Eight out of 10 fire deaths occur in homes and the elderly and very young
are most often the victims. Home fires often happen at night when
people are sleeping. A room can become engulfed in smoke and flames
before anyone awakens.

A fire sprinkler system is the best protection against fire. But sprinklers
can’t save lives if they are not there.

HFSC has developed the BUILT FOR LIFE™ education program to give
you the information you need to better understand how residential
fire sprinkler systems are designed and installed. It also shows how
trade-ups can reduce construction costs while providing higher-value
homes to your customers.

For a free copy of the BUILT FOR LIFE information kit, including a DVD
narrated by Ron Hazelton and free builder and consumer brochures,
visit www.homefiresprinkler.org or call 1.888.635.7222 today.

V I S I T  U S  A T  B O O T H  # 7 3 1 9

For FREE information circle 57
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Incorporating a century old square-
log building as the design crux, this spec ranch
meets modern times with its upgrade to a home
theater system and automated lighting among
other modern amenities.  Still, the space retains
the unique character of hand-crafted timber
homes of old. 

Most of the exterior siding came from existing
buildings on the property. Locati Architects spent
a great deal of time evaluating the site and where
to properly place existing structures to blend with
the new. 
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Regional

Regional

This home focuses on outdoor living space in
Spanish colonial style by presenting a discrete log-
gia tucked inside a deep barrel arch and centered
on rounded French doors at the front of the home.
The lots are oriented to the front parks of the com-
munity, so the house was designed to “live to the
front.” “The design concept was influenced by a
prominent Arizona architect named Josias Joesler,
who in the late 1920s clearly understood the
importance of taking advantage of the views while
preserving as much of the natural vegetation and
topography as possible,” says Davey Ambat, prin-
cipal architect with Robert Hidey Architects.

Category: Best One-of-a-Kind Spec-Built Home up to
and including 4,000 sq. ft. 
Project NName: Running Elk Ranch
Location: Bozeman, Mont.
Designer/Architect: Locati Architects, Bozeman, Mont.
Builder: Schlauch Bottcher Construction, Bozeman,
Mont.
Interior DDesigner: Locati Architects , Bozeman, Mont.
Land PPlanner: Locati Architects, Bozeman, Mont.

MOUNTAIN (REGION 7) & PLATINUM FOR BEST ONE-OF-A-KIND SPEC-BUILT HOME UP TO 
AND INCLUDING 4,000 SQ. FT.

Century old meets new

Pacific (Region 8) & Platinum for Best Single-Family Detached Home 3,001 to 4,000 sq. ft.

Pacific outdoor space

Category: Best Single-Family Detached Home—3,001 to 4,000 sq. ft. 
Project NName: Verandahs at Silverleaf
Location: Scottsdale, Ariz.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Camelot Homes, Scottsdale, Ariz.
Interior DDesigner: Design Tech, Newport Beach, Calif.
Developer: DMB Associates, Scottsdale, Ariz.
Land PPlanner: Swaback Partners, Scottsdale, Ariz.
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GO AHEAD – SCRUTINIZE.

After all, this is your creation. With each home you build or design, you’re 

putting your vision to the test and your reputation on the line. Everything 

has to be absolutely perfect, right down to the windows and doors. Don’t 

contain your creative side – reward it, with a wide line of products from 

Windsor Windows & Doors. We have a limitless number of shapes, sizes, 

hardware options, and product confi gurations to choose from, so now there’s 

plenty of reason to be selective. 

Windsor Windows & Doors – only available from select distributors.

1.800.218.6186 | www.windsorwindows.com
For FREE information circle 58
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SINGLE FFAMILY

>>
Category: Best Single-Family Detached Home, 1,801 to 2,400 sq. ft. 
Project NName: Soleil
Location: San Diego, Calif.
Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.
Builder: Pardee Homes, Los Angeles, Calif.
Interior DDesigner: Color Design Art, Culver City, Calif.
Developer: Pardee Homes, Los Angeles, Calif.
Land PPlanner: Pardee Homes, Los Angeles, Calif.

<<
Category: Best Single-Family Detached Home, 2,401 to 3,000 sq. ft.
Project NName: Vicara
Location: Irvine, Calif.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Richmond American Homes, Irvine, Calif.
Interior DDesigner: Pacific Dimensions, El Segundo, Calif.
Developer: The Irvine Company, Newport Beach, Calif.
Land PPlanner: The Irvine Company, Newport Beach, Calif.

>>
Category: Best Single-Family Detached Home, 3,001 to 4,000 sq. ft. 
Project NName: The Cove at Bayport
Location: Alameda, Calif.
Designer/Architect: William Hezmalhalch Architects, Inc., Santa Ana,
Calif.
Builder: Warmington Homes, San Ramon, Calif.
Interior DDesigner: Taylor Roberts, Philo, Calif.
Developer: Warmington Homes, San Ramon, Calif.
Land PPlanner: RNM Architects and Planning, Newport Beach, Calif.

<<
Category: Best Single-Family Detached Home, 3,001 to 4,000 sq. ft. 
Project NName: Cypress at Pacific Ridge
Location: Newport Coast, Calif.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Taylor Woodrow Homes, Irvine, Calif.
Interior DDesigner: Design Line Interiors, San Diego, Calif.
Developer: The Irvine Company, Newport Beach, Calif.
Land PPlanner: TRG Land Inc., Newport Beach, Calif.pr
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KODIAK
Your Chevy dealer can match the perfect truck to your business. Kodiak offers a wide range of 
GVWRs* and wheelbases to help you get the job done. Outstanding visibility and maneuverability 
make easy work of diffi cult jobs. Choices include spacious crew cabs, 4WD, gas† or diesel engines 
and a wide selection of vocational option packages and Allison® transmissions designed to meet 
your needs. 800-TO-CHEVY or chevy.com/mediumduty.

*  When properly equipped; includes weight of vehicle, passengers, cargo and equipment. † Vortec™ 8100MD V8 engine available on C4500 through C8500 
single rear axle models. Vehicle shown with equipment from an independent supplier. See the owner’s manual for information on alterations and warranties.
© 2005 GM Corp.
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ATTACHED

<<
Category: Best Attached Home 20 units per acre and over 
Project NName: 3rd Avenue Lofts
Location: Scottsdale, Ariz.
Designer/Architect: McLarand Vasquez Emsiek & Partners, Inc., Irvine, Calif.
Builder: Trillium, Phoenix, Ariz.
Developer: Trillium, Phoenix, Ariz.
Land PPlanner: McLarand Vasquez Emsiek & Partners, Inc., Irvine, Calif.

Category: Best Attached Urban, Infill 
Project NName: 255 Berry Street - Channel Park
Location: San Francisco, Calif.
Designer/Architect: McLarand Vasquez Emsiek & Partners, Inc., Irvine, Calif.
Builder: Devcon Construction, Milpitas, Calif.
Interior DDesigner: Laurie Ghielmetti Interiors, Pleasanton, Calif.
Developer: Signature Properties, Pleasanton, Calif.
Land PPlanner: McLarand Vasquez Emsiek & Partners, Inc., Irvine, Calif.
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<<
Category: Best Single-Family Detached Home, 4,001 sq. ft. and over
Project NName: La Cima
Location: Irvine, Calif.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Laing Luxury, Newport Beach, Calif.
Interior DDesigner: Meridian Interiors, Costa Mesa, Calif.
Developer: ICDC, Newport Beach, Calif.

Category: Best Single-Family Detached Home, 4,001 sq. ft. and over 
Project NName: The Baywood Collection at Santaluz
Location: San Diego, Calif.
Designer/Architect: Scheurer Architects, Newport Beach, Calif.
Builder: Baywood Development, Newport Beach, Calif.
Interior DDesigner: Color Design Art, Culver City, Calif.
Land PPlanner: Rick Engineering Company, Riverside, Calif.

<<

<<
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ONE-OOF-AA-KKIND

Category: Best One-of-a-Kind Custom Home (Built for a Client) up to & including 4,000 sq. ft.
Project NName: Black Hammock
Location: Oviedo, Fla.
Designer/Architect: Bloodgood Sharp Buster Architects and Planners, Inc., Oviedo, Fla.
Builder: Chess Incorporated, Oveido, Fla.
Interior DDesigner: Bloodgood Sharp Buster Architects and Planners, Inc., Oviedo, Fla.
Land PPlanner: Bloodgood Sharp Buster Architects and Planners, Inc., Oviedo, Fla.

<<
Category: Best One-of-a-Kind Custom Home (Built for a Client) up to & including 4,000 sq. ft.
Project NName: Craftsmen Style Meets Southwest
Location: Scottsdale, Ariz.
Designer/Architect: JP Malone Construction Inc., Scottsdale, Ariz.
Builder: JP Malone Construction Inc., Scottsdale, Ariz.
Interior DDesigner: Jan Anderson, Carefree, Ariz.
Land PPlanner: Pinnacle Engineering, Scottsdale, Ariz.
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<<

<<
Category: Best One-of-a-Kind Custom Home (Built for a Client) 6,501 sq. ft. and over
Project NName: Jones Residence
Location: Whitefish, Mont.
Designer/Architect: TKP Architects, Golden, Colo.
Builder: Denman Construction, Whitefish, Mont.
Interior DDesigner: McNamara Design, Denver, Colo.
Land PPlanner: TKP Architects, Golden, Colo.

<<
Category: Best One-of-a-Kind Spec-Built Home 4,001 sq. ft.
to 6,500 sq. ft. 
Project NName: Ranch House
Location: Irvine, Calif.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Monarch Estates, Irvine, Calif.
Interior DDesigner: Ebanista, Laguna Niguel, Calif.
Developer: Monarch Estates, Irvine, Calif.
Land PPlanner: Robert Hidey Architects, Irvine, Calif.
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Kolbe Windows & Doors in one word – C U S T O M . Custom-crafted to fit your every need. 

For more information visit www.kolbe-kolbe.com or call 715.842.5666. See the Difference Quality Makes

For FREE information circle 61
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RENTAL

>>
Category: Best Rental Development 5 units and over 
Project NName: The Ashton
Location: Dallas, Texas
Designer/Architect: Gromatzky Dupree & Associates, Dallas,
Texas
Builder: The Hanover Company, Houston, Texas
Interior DDesigner: Kathy Andrews Interiors, Houston, Texas
Developer: The Hanover Company, Houston, Texas

Category: Best Rental Development 5 units and over 
Project NName: Lofts on Post Oak
Location: Houston, Texas
Designer/Architect: Wallace/Garcia + Associates, Houston,
Texas
Builder: The Hanover Company, Houston, Texas
Interior DDesigner: Kathy Andrews Interiors, Houston, Texas
Developer: The Hanover Company, Houston, Texas
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heatilator.com

In a kitchen nook or a private

master suite, the Heatilator®

Aztec™ fireplace brings the

inherent appeal of fire to almost

any room,in a way no ordinary

fireplace can.Its unique,arched

shape is paired with patented

FireBrick technology to create

a smooth, rounded interior

free from seams.All with a

style that easily transitions

from Southwest to Northwoods

to French country with just 

a subtle change in finish

options. For more information,

call 1-800-927-6841.

It isn’t
home w i t h o u t

a  Heatilator.

The newest
shape to gather

’r o u n d

For FREE information circle 62
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Gold

SMART GGROWTH

Category: Best Urban Smart Growth Neighborhood/Community 
Project NName: West River Commons
Location: Minneapolis, Minn.
Designer/Architect: DJR Architects, Minneapolis, Minn.
Builder: Shaw-Lundquist Associates, Inc., St. Paul, Minn.
Interior DDesigner: Lander Group, Minneapolis, Minn.
Developer: Lander Group, Minneapolis, Minn.
Land PPlanner: Lander Group, Minneapolis, Minn.

<<
Category: Best Urban Smart Growth Neighborhood/Community 
Project NName: Chatham Square
Location: Alexandria, Va.
Designer/Architect: Lessard Group, Vienna, Va.
Builder: Eakin/Youngentob Associates, Arlington, Va.
Interior DDesigner: Model Home Interiors, Beltsville, Md.
Developer: Eakin/Youngentob Associates, Arlington, Va.
Land PPlanner: Lessard Group, Vienna, Va.

<<
Category: Best Suburban Smart Growth
Neighborhood/Community
Project NName: Belvoir Family Housing
Location: Fort Belvoir, Va.
Designer/Architect: Torti Gallas and Partners, Silver Spring, Md.
Builder: Clark Realty Builders, LLC, Fort Belvoir, Va.
Interior DDesigner: Torti Gallas and Partners, Silver Spring, Md.
Developer: Clark Realty Builders, LLC, Fort Belvoir, Va.
Land PPlanner: Torti Gallas and Partners, Silver Spring, Md.

<<
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*See the limited warranty. Contact your local Superior Walls representative for details.
Superior Walls of America franchises are independently owned and operated.

For FREE information circle 63
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INTERIOR

<<
Category: Best Kitchen in a Home up to 3,00 sq. ft. 
Project NName: Reunion Resort & Club 
Location: Orlando, Fla.
Designer/Architect: The Evans Group, Orlando, Fla.
Builder: Bel-Aire Homes, Winter Park, Fla.
Interior DDesigner: Kay Green Design, Inc, Orlando, Fla.
Developer: Dye Development, Winter Park, Fla.

Category: Best Kitchen in a Home 3,001 to 5,000 sq. ft.
Project NName: 2005 Street of Dreams
Location: Wilsonville, Ore.
Designer/Architect: Alan Mascord Design Associates,
Portland, Ore.
Builder: Wallace Custom Homes, Oregon City, Ore.
Interior DDesigner: Barclay Interior Design Group, Lake
Oswego, Ore.
Developer: Beacon Homes, Tigard, Ore.
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Gold

Category: Best Specialty Room in a Home 3,001 to 5,000 sq. ft.
Project NName: The Legacy, Plat 2
Location: Temperance, Mich.
Designer/Architect: Mahr Design, Ltd., Chicago, Ill.
Builder: Dick Brighton Builder, Inc., Temperance, Mich.
Interior DDesigner: c’est la vie!, Toledo, Ohio
Developer: Premiere Property Group, Perrysburg, Ohio
Land PPlanner: Premiere Property Group, Perrysburg, Ohio

>>
Category: Best Kitchen in a Home 5,001 sq. ft. and over 
Project NName: The Mugello
Location: Naples, Fla.
Designer/Architect: Eric Brown Design Group, Bonita Springs, Fla.
Builder: Harwick Homes Construction Inc., Naples, Fla.
Interior DDesigner: Collins & Dupont, Bonita Springs, Fla.
Developer: Bonita Bay Group, Bonita Springs, Fla.
Land PPlanner: Bonita Bay Group, Bonita Springs, Fla.

<<

<<
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INTERIOR

<<
Category: Best Detail in a Semi-Custom/Custom Home 
Project NName: Catta Verdera
Location: Lincoln, Calif.
Designer/Architect: The Design Collaborative, Eldorado, Calif.
Builder: Travos Homes, Inc., Rocklin, Calif.
Interior DDesigner: Taylor Roberts Model Home Furnishings,
Philo, Calif.
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Category: Best Detail in a Semi-Custom/Custom Home 
Project NName: The Bellagio at Longview
Location: Weddington, N.C.
Designer/Architect: Christopher Phelps & Associates,
Charlotte, N.C.
Builder: Unique Homes of Charlotte, N.C.
Interior DDesigner: Robbie Warren Interiors, Charlotte, N.C.
Developer: Longview Investors, LLC, Weddington, N.C.
Land PPlanner: Longview Investors, LLC, Weddington, N.C.

<<
Category: Best Amenity/Facility 5,001 to 10,000 sq. ft. 
Project NName: MiraBay
Location: Apollo Beach, Fla.
Designer/Architect: Basham & Lucas Design Group, Inc.,
Jacksonville, Fla.
Builder: Newland Southeast, Apollo Beach, Fla.
Interior DDesigner: Kay Green Design, Inc., Orlando, Fla.
Developer: Newland Southeast, Apollo Beach, Fla.
Land PPlanner: Basham & Lucas Design Group, Inc.,
Jacksonville, Fla.

<<
Category: Best Amenity/Facility 10,001 sq. ft. and over 
Project NName: The McCaffrey Group Corporate Office
Location: Fresno, Calif.
Designer/Architect: T-Squared Architects, Fresno, Calif.
Builder: The McCaffrey Group, Fresno, Calif.
Interior DDesigner: Creative Design Consultants, LLC, Costa
Mesa, Calif.
Developer: The McCaffrey Group, Fresno, Calif.
Land PPlanner: Valley Planning, Van Nuys, Calif.

<<
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s

Safety in standby power generation.
Interlock kits prevent dangerous feedbacks.

Hurricanes on the gulf coast, black outs in the Northeast, ice storms throughout

the Midwest, and tornadoes in the central part of the country - almost every part

of the United States is affected by power outages. In response to the growing

demand for standby power in residential homes in the form of generators,

Siemens has developed a new line of standby power interlock kits. These kits 

interlock the utility main breaker and the standby main breaker so that both circuit

breakers cannot be 'ON' at the same time. This prevents dangerous feedback to

the utility power lines, where a utility worker may be working to fix the line. The

devices can be easily installed, converting almost any Siemens load center or

meter combination into a standby power panel.

For more information or to contact a sales representative, call, e-mail or visit
our website.

Siemens Energy & Automation, Inc. � 1-800-964-4114, ref. code  SV06STANDBY � info.sea@siemens.com � www.sea.siemens.com/reselec

�2005 Siemens Energy & Automation, Inc.

For FREE information circle 65
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>>
Category: Best Single-Family Detached Home, under 1,500 sq. ft.
Project NName: Woodlands of Athens
Location: Athens, Ga.
Designer/Architect: Armentrout, Roebuck & Matheny, Athens, Ga.
Builder: Dovetail Builders, Inc., Athens, Ga.
Interior DDesigner: Design & Interiors, Athens, Ga.
Developer: Dovetail Development, LLC, Athens, Ga.
Land PPlanner: Williams & Associates, Athens, Ga.

Category: Best Single-Family Detached Home, 1,501 to 1,800 sq. ft.
Project NName: Oak Commons
Location: Gilroy, Calif.
Designer/Architect: KTGY Group, Inc., Irvine, Calif.
Builder: O’Brien Group, San Mateo, Calif.
Interior DDesigner: Taylor Roberts, Philo, Calif.
Developer: O’Brien Group, San Mateo, Calif.
Land PPlanner: O’Brien Group, San Mateo, Calif.

Category: Best Single-Family Detached Home, 1,801 to 2,400 sq. ft. 
Project NName: Oakmont
Location: Beaumont, Calif.
Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.
Builder: Pardee Homes, Los Angeles, Calif.
Interior DDesigner: Color Design Art, Culver City, Calif.
Developer: Pardee Homes, Los Angeles, Calif.
Land PPlanner: Larson & Associates, Agoura Hills, Calif.

<<
Category: Best Single-Family Detached Home, 2,401 to 3,000 sq. ft. 
Project NName: Portico
Location: San Diego, Calif.
Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.
Builder: Pardee Homes, Los Angeles, Calif.
Interior DDesigner: Color Design Art, Culver City, Calif.
Developer: Pardee Homes, Los Angeles, Calif.
Land PPlanner: Latitude 33, San Diego, Calif.

<<

<<
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Finally, there’s a better way to pretreat for termites. Bora-Care®. And if your pest company
doesn’t use it, hire one that does. Bora-Care is a highly effective termiticide, insecticide and
fungicide applied directly to the wood. No more need to coordinate with the pest company
and cement company. No more need to leave the job site. No more need to waste
valuable time. In fact, some builders are saving an 
entire day on cycle time on each home they build. 
Bora-Care. Because less time wasted is time well spent. 
Visit www.nisuscorp.com or call 800.264.0870

Bora-Care is the first termiticide listed
as chemically compatible with Noveon piping systems.

Treat the wood. Save the day.

For FREE information circle 66
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SINGLE FFAMILY

<<
Category: Best Single-Family Detached Home, 2,401 to 3,000 sq. ft. 
Project NName: The Cove at Bayport
Location: Alameda, Calif.
Designer/Architect: William Hezmalhalch Architects, Inc., Santa Ana, Calif.
Builder: Warmington Homes, San Ramon, Calif.
Interior DDesigner: Taylor Roberts, Philo, Calif.
Developer: Warmington Homes, San Ramon, Calif.
Land PPlanner: RNM Architects and Planning, Newport Beach, Calif.

<<
Category: Best Single-Family Detached Home, 3,001 to 4,000 sq. ft. 
Project NName: Mira Bay
Location: Apollo Beach, Fla.
Designer/Architect: Bloodgood Sharp Architects and Planners, Inc.,
Tampa, Fla.
Builder: Hannah Bartoletta Homes
Interior DDesigner: All Interior Furnishings, Tampa, Fla.
Developer: Newland Communities, San Diego, Calif.
Land PPlanner: Green Windmill Gardens, Dover, Fla.

<<
Category: Best Single-Family Detached Home, 4,001 sq. ft. and over 
Project NName: La Cima
Location: Irvine, Calif.
Designer/Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Laing Luxury, Newport Beach, Calif.
Interior DDesigner: Meridian Interiors, Costa Mesa, Calif.
Developer: ICDC, Newport Beach, Calif.

Category: Best Single-Family Detached Home, 4,001 sq. ft. and over 
Project NName: The Baywood Collection at Santaluz
Location: San Diego, Calif.
Designer/Architect: Scheurer Architects, Newport Beach, Calif.
Builder: Baywood Development, Newport Beach, Calif.
Interior DDesigner: Color Design Art, Culver City, Calif.
Land PPlanner: Rick Engineering Company, Riverside, Calif.
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Get More Out of Your Basements...

With Bilco 
Basement

Products

For more information call (800) 854-9724 
or log on to www.bilco.com

Bilco Basement Doors
Provide convenient direct access to 

basement areas. Extra large opening 
is ideal for access to storage areas.

ScapeVIEW™ Windows
Vinyl basement window systems 
consist of a pour-in-place buck 
and energy efficient windows.

ScapeWEL® Window Wells
Add light, ventilation, and 

code-compliant emergency 
egress to finished basement areas.

NEW! Ultra Series
Basement Door

For FREE information circle 67 Please see us at IBS Booth #W5945
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ONE-OOF-AA-KKIND

Category: Best One-of-a-Kind Custom Home (Built for a Client) 4,001 to 6,500 sq. ft.
Project NName: The Defelice Residence
Location: Irvine, Calif.
Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.
Builder: Warmington Custom Homes, Costa Mesa, Calif.
Interior DDesigner: Pollock & Associates, Costa Mesa, Calif.

<<
Category: Best One-of-a-Kind Custom Home (Built for a Client) 6,501 sq. ft. and over 
Project NName: Catta Verdera
Location: Lincoln, Calif.
Designer/Architect: The Design Collaborative, Eldorado, Calif.
Builder: Travos Homes, Inc., Rocklin, Calif.
Interior DDesigner: Taylor Roberts Model Home Furnishings, Philo, Calif.
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Silver

Category: Best One-of-a-Kind Custom Home (Built for a Client) 6,501 sq. ft. and over 
Project NName: Private Residence
Location: Scottsdale, Ariz.
Designer/Architect: Urban Design Associates, Ltd., Scottsdale, Ariz.
Builder: Peterson Varley, Inc., Scottsdale, Ariz.
Interior DDesigner: Billi Springer and Associates, Scottsdale, Ariz.

<<
Category: Best One-of-a-Kind Spec-Built Home up to 4,000 sq. ft. 
Project NName: Bay Street Spec House
Location: Fenwick Island, Del.
Designer/Architect: Becker Morgan Group, Inc., Salisbury, Md.
Builder: Joseph T. Dashiell, Inc., Ocean City, Md.
Developer: Joseph T. Dashiell, Inc., Ocean City, Md.

<<
<<
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ONLINE ACCOUNT SERVICING
CUSTOM TRANSACTION REPORTS
FREE EMPLOYEE CARDS 
DEDICATED SERVICE REPS

BUSINESS LOANS LINES OF CREDIT CREDIT CARDS

Are your business fi nances turning out to be a big headache?
The power to relieve the fi nancial hassles of running your small business. That’s what you’ll 
get with Capital One’s Small Business Solutions. Our Business Platinum Card features online 
account servicing which gives you easy access to your transactions; a free year-end 
summary that automatically separates your transactions; dedicated customer service 
for businesses; and an easy-to-use rewards program that lets you earn one mile for 
every dollar spent. So let us take some of the hassle out of handling your fi nances, and free 
up the key element that’ll make your business a success – you. To fi nd out more, visit us at 
capitalone.com/business or call 1-800-209-1157. What’s in your wallet?®

Offer intended for qualifi ed applicants only. Terms subject to change without notice. 
©2005 Capital One Services, Inc.

Alonzo

Alonzo’s customers

Alonzo’s business

For FREE information circle 68
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ONE-OOF-AA-KKIND

<<
Category: Best One-of-a-Kind Spec-Built Home 4,001 to 6,500
sq. ft. 
Project NName: Twin Pines
Location: Whitefish, Mont.
Designer/Architect: TKP Architects, Golden, Colo.
Builder: Denman Construction, Whitefish, Mont.
Interior DDesigner: Carol Nelson Design, Kalispell, Mont.
Developer: Douglas Gamble Development, Whitefish, Mont.
Land PPlanner: TKP Architects, Golden, Colo.
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Silver

Category: Best One-of-a-Kind Spec-Built Home 4,001 to 6,500 sq. ft. 
Project NName: The Peninsula on the Indian River Bay
Location: Millsboro, Del.
Designer/Architect: Becker Morgan Group, Inc., Salisbury, Md.
Builder: Echelon Custom Homes, Rehoboth Beach, Del.
Interior DDesigner: Echelon Custom Homes, Rehdooth Beach, Del.
Developer: Odyssey Development, Inc., McLean, Va.
Land PPlanner: McCrone, Inc., Salisbury, Md.

<<
Category: Best One-of-a-Kind Spec-Built Home 6,501 sq. ft. and over 
Project NName: Woodland Shores
Location: Lee’s Summit, Mo.
Designer/Architect: R.S. Bickford & Co., Overland Park, Kan.
Builder: Riffe Homes, Inc., Lake Winnebago, Mo.
Interior DDesigner: Hobson’s Interiors, Kansas City, Mo.
Developer: G & R Development, Lake Winnebago, Mo.
Land PPlanner: Archer Engineering, Lee’s Summit, Mo.

<<
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Silver RENTAL

<<
Category: Best Rental Development 5 units and over 
Project NName: Botanica on Green
Location: Denver, Colo.
Designer/Architect: Thomas P. Cox: Architects, Inc., Irvine, Calif.
Builder: Forest City Stapleton, Denver, Colo.
Interior DDesigner: Lifestyle Interiors, Northridge, Calif.
Developer: Forest City Stapleton, Denver, Colo.
Land PPlanner: Calthorpe and Associates, Berkeley, Calif.

Category: Best Rental Development 5 units and over 
Project NName: Meridian Luxury Apartments at The Crossing
Location: San Bruno, Calif.
Designer/Architect: Sandy Babcock Architects Intl., San Francisco, Calif.
Builder: Devcon, Milpitas, Calif.
Interior DDesigner: Creative Design Consultants, LLC, Costa Mesa, Calif.
Developer: Regis Homes of Northern California & TMG Partners, San
Mateo, Calif.
Land PPlanner: Guzzardo Partnership, San Francisco, Calif.

>>
Category: Best Rental Development 5 units and over 
Project NName: Gables Augusta
Location: Houston, Texas
Designer/Architect: Donald J. Meeks, AIA, Houston, Texas
Builder: Ben Pisklak, Houston, Texas
Interior DDesigner: Nicholas Carnegis, Houston, Texas
Developer: Ben Pisklak, Houston, Texas
Land PPlanner: Donald J. Meeks, AIA, Houston, Texas

<<
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present

SHOW VILLAGE 2006

Products In Action
Visit us at the Builders’ Show in Orlando

G R E A T  C O M P A N I E S ,  G R E A T  P R O D U C T S ,  G R E A T  F U N

Village Sponsors:

Home Sponsors:

Room Sponsors:

SEE!
• Products from the Builders’

Show in action, in real homes
• First-time Buyer home
• Move-up home
• Luxury custom home
• All in the parking lot 

outside the IBS show

ENJOY!
• Parties
• Live entertainment    
• Refreshments

GET your Passport to Show Village 2006...
by visiting any of our sponsors’ booths, or you can stop by
Show Village and see a Reed representative. Your Passport
grants you entry to Show Village 2006, built in the parking lot
of the IBS, where you will see…

• 3 homes: first-time buyer, move-up, and custom designs
• Fabulous products in action, in their actual, live environments
• “Block parties” each evening of the show

Beam Industries • Bosch Tool Company • Dow Building Products • Home Fire Sprinkler Coalition
LG HI-MACS Solid Surfaces • Maze Nails • Siemens Energy and Automation • Whirlpool

Grace Construction Products • Hurd Windows & Doors • Icynene • Jeld-Wen Windows & Doors
Laticrete • LP Smartside • Panasonic • TAMKO

APA-The Engineered Wood Association • Armstrong • BHK Flooring • Bosch Water Heaters • Copper Development
Crown Heritage • EONE • EverGrain Composite Decking • Fortifiber Building Systems Group • GE Sealants & Adhesives

Knight Industries • Lasco • Moen • Nisus • Pittsburgh Corning • Rubbermaid • Propane Council
Taylor Building Products • Tendura • USG • Vanguard Piping Systems

WIN a Plasma Screen TV! Enter the drawing to win a FREE Plasma Screen TV or one of four IPODS.
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COMMUNITY

Category: Best Neighborhood 151 units and over 
Project NName: Chatham Square
Location: Alexandria, Va.
Designer/Architect: Lessard Group, Vienna, Va.
Builder: Eakin/Youngentob Associates, Arlington, Va.
Interior DDesigner: Model Home Interiors, Beltsville, Md.
Developer: Eakin/Youngentob Associates, Arlington, Va.
Land PPlanner: Lessard Group, Vienna, Va.

SMART GGROWTH

<<
Category: Best Smart Growth Community up to and
including 150 units 
Project NName: Waterstreet Brownstones & Vinestreet Lofts
Location: Des Moines, Iowa
Designer/Architect: Swenson Graham Architects,
Minneapolis, Minn.
Builder: The Hansen Company, Johnson, Iowa
Interior DDesigner: Lander Group, Minneapolis, Minn.
Developer: Lander Sherman, Minneapolis, Minn.
Land PPlanner: Lander Group, Minneapolis, Minn.

<<
Category: Best Smart Growth Community 151 units and
over
Project NName: Issaquah Highlands
Location: Issaquah, Wash.
Developer: Port Blakely Communities, Inc., Issaquah,
Wash.
Land PPlanner: Calthorpe Associates, Berkeley, Calif.

<<
Category: Best Urban Smart Growth
Neighborhood/Community
Project NName: Othello Station
Location: Seattle, Wash.
Designer/Architect: WRT Solomon ETC, San Francisco,
Calif.
Builder: Walsh Construction Company, Seattle, Wash.
Developer: Seattle Housing Authority, Seattle, Wash.
Land PPlanner: WRT Solomon ETC, San Francisco, Calif.
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Silver

<<
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LOTS OF BEAUTIFUL STYLES MEANS LOTS OF HAPPY CUSTOMERS.

1-800-BUY-MOEN • www.moen.com
© 2005 Moen Incorporated. All rights reserved.

There’s more than one face to timeless elegance. And at Moen, we’ve not only made it our 
mission to create each one, but also in a way that will last your customers a lifetime. So in the
end, what does this mean besides an exciting array of quality choices? It means you and your
customers simply can't lose. To take advantage of this, and every other reason why Moen 
quality is making customers happy, visit builder.moen.com or call us at 1-800-BUY-MOEN.

For FREE information circle 72
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HUD

Category: HUD Secretary’s Award for Excellence 
Project NName: Sandtown Winchester Square II/III
Location: Baltimore, Md.
Designer/Architect: Donald B. Ratcliffe & Associates, Stevenson, Md.
Builder: Struever Bros. Eccles & Rouse, Inc., Baltimore, Md.
Developer: B.U.I.L.D./Enterprise Nehemiah Development, Inc., Baltimore, Md.
Land PPlanner: Urban Design Associates, Pittsburgh, Pa.

>>
Category: HUD Secretary’s Award for Excellence 
Project NName: Madison Healthy Homes
Location: Denver, Colo.
Designer/Architect: Chris Stumpo, Northeast Denver Housing Center, Denver, Colo.
Builder: GM Construction, Denver, Colo.
Developer: Northeast Denver Housing Center, Denver, Colo.

Plans and Projects

Silver

<<

summerhillhomes.com

or over 25 years, SummerHill Homes has created 
a tradition of well-planned neighborhoods with 

dramatic architectural styling in superior settings
throughout the San Francisco Bay Area. SummerHill’s
new communities are distinguished by their rich character

and exceptional attention to detail. Over the years,
SummerHill has garnered remarkable accolades from
discerning homeowners and industry professionals alike.
All of these exceptional traits add up to enduring quality,
and lasting enjoyment of owning a SummerHill home.

F

(877) 640-0022

Exquisite Surroundings WelcomeYou Home
Woodmark

For FREE Information circle 73
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ATTACHED

>>
Category: Best Attached Home up to and including 8 units per acre 
Project NName: Castellina
Location: Ladera Ranch, Calif.
Designer/Architect: Bassenian/Lagoni Architects, Newport Beach, Calif.
Builder: Centex Homes, South Coast Division, Irvine, Calif.
Interior DDesigner: Design Tec Interiors, Newport Beach, Calif.
Developer: DMB Ladera, LLC, San Juan Capistrano, Calif.
Land PPlanner: Bassenian/Lagoni Architects, Newport Beach, Calif.
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Plans and Projects

Scheurer  Architects

Newport Beach  Palm Springs

Four Finalists 2005

Home of the Year 2002

Home of the Year 1999

1995 - 2004

♦ 11 Platinum Awards

♦ 16 Gold Awards

♦ 16 Silver Awards

♦  5 Best in Region Awards

Silver

>>
Category: Best Attached Urban, Infill 
Project NName: Chatham Square
Location: Alexandria, Va.
Designer/Architect: Lessard Group, Vienna, Va.
Builder: Eakin/Youngentob Associates, Arlington, Va.
Interior DDesigner: Model Home Interiors, Beltsville, Md.
Developer: Eakin/Youngentob Associates, Arlington, Va.
Land PPlanner: Lessard Group, Vienna, Va.

For FREE Information circle 76

For FREE Information circle 124
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Rethink:
Wow Factor

What exactly can Pittsburgh Corning Glass Block add to your next job? Start with

shimmering beauty, the kind that turns heads and sells homes. And privacy.

Durability. Security. Also, it’s easy to install, with technical assistance and

installation support that other brands don’t offer. It’s perfect for showers,

windows and walls, transmitting light for dazzling effects. So build more than

homes. Build value. And your reputation.

T h i n k  a g a i n .

Visit  us  at  the  IBS Sh ow b oot h  W 5 0 8 5 .

Call 1-800-624-2120 ext. 800 for technical assistance and installation support. 
www.pittsburghcorning.com/builder

For FREE information circle 77
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AFFORDABLE

Category: Best Affordable Home (both detached and attached) 
Project NName: Walnut Grove
Location: Walnut, Calif.
Designer/Architect: McLarand Vasquez Emsiek & Partners, Inc., Irvine, Calif.
Builder: Salter Company, Inc., Los Angeles, Calif.
Developer: Investment Properties, Los Angeles, Calif.
Land PPlanner: McLarand Vasquez Emsiek & Partners, Inc., Irvine, Calif.

Plans and Projects

Silver

<<

For FREE Information circle 78For FREE Information circle 79
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T h e  n e w  w a y  t o  i m p r o v e  

y o u r  l o o k s

The new industry-first EasAlign™ system is an innovative fastening system to join stairparts

together for a more aesthetically pleasing joint and finish. You’ll find the patent-pending

EasAlign system far more efficient to install than the frustrating, traditional rail bolt system.

Just another way Crown Heritage brings style to the industry.

Visit www.crownheritage.com for more details. Or call 1-800-745-5931.

EasAlign ™ way

Old way

No Rai l  Bol t

Curious how we did this? 

See for yourself by visiting booth W343

at the 2006 International Builders' Show!

For FREE information circle 127
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INTERIOR

<<
Category: Best Kitchen in a Home 5,001 sq. ft. and over
Project NName: Grandview at The Palisades
Location: Charlotte, N.C.
Designer/Architect: Residential Architect, David Misenheimer, Charlotte, N.C.
Builder: Provident Homes, Inc., Charlotte, N.C.
Interior DDesigner: Amy Nash Griffin Professional Interior Design, Charlotte, N.C.
Developer: Rhein Interests, LLC, Charlotte, N.C.
Land PPlanner: WRG, Scottsdale, Ariz.
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Silver

Category: Best Master Bath
Project NName: The Bellagio at Longview
Location: Weddington, N.C.
Designer/Architect: Christopher Phelps & Associates, Charlotte, N.C.
Builder: Unique Homes of Charlotte, Inc., Charlotte, N.C.
Interior DDesigner: Robbie Warren Interiors, Charlotte, N.C.
Developer: Longview Investors, LLC, Weddington, N.C.
Land PPlanner: Longview Investors, LLC, Weddington, N.C.

Category: Best Master Bath 
Project NName: 9 Chuckanut
Location: Houston, Texas
Designer/Architect: Robert Dame Designs, Houston, Texas
Builder: Thompson Custom Homes, Houston, Texas
Interior DDesigner: Bellacasa Design, The Woodlands, Texas

<<
Category: Best Master Bath 
Project NName: 2005 Street of Dreams
Location: Wilsonville, Ore.
Designer/Architect: Alan Mascord Design Associates,
Portland, Ore.
Builder: Wallace Custom Homes, Oregon City, Ore.
Interior DDesigner: Barclay Interior Design Group, Lake
Oswego, Ore.
Developer: Beacon Homes, Tigard, Ore.

<< <<
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shake hands with the best.

One night. One Industry. (ONOI) 
brings America’s residential construction
gurus together in celebration of their
achievements. Held in conjunction with 
the International Builders’ Show, this event
offers high profile exposure that connects
brands and their representatives with the
very best in our business.

Builders, architects, designers, and 
interior designers recognize and award
their peers in this once a year event.

� BEST IN AMERICAN LIVING AWARDS

� HOME OF THE YEAR

� BUILDER OF THE YEAR

�� TUESDAY, JANUARY 10, 2006, 7-11PM

7.00PM � Doors Open

8.00PM � Awards Ceremony

8.30PM � Buffet Dinner and Open Bar

10.00PM � Private After Party

�� HARD ROCK “LIVE” AT 

UNIVERSAL STUDIOS, ORLANDO, FLA

To purchase tickets:
www.housingzone.com/onoi2006

Tickets are $150 per person. Business/semiformal attire. 
Tickets are non-refundable. If you any questions, please e-mail jbrociek@reedbusiness.com
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INTERIOR

<<
Category: Best Detail in a Production Home 
Project NName: Grand Hampton
Location: Tampa, Fla.
Designer/Architect: Davis Bews Design Group, Inc., Oldsmar, Fla.
Builder: Taylor Woodrow, Riverview, Fla.
Interior DDesigner: Kay Green Design, Inc., Orlando, Fla.
Developer: Taylor Woodrow, Riverview, Fla.
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Silver

>>
Category: Best Detail in a Semi-Custom/Custom Home
Project NName: Home Theater Ceiling Detail
Location: Wadsworth, Ill.
Designer/Architect: Group A Architects/Builders, Arlington Heights, Ill.
Builder: Group A Architects/Builders, Arlington Heights, Ill.
Interior DDesigner: Studio H, Chicago, Ill.

<<
Category: Best Amenity Facility 
Project NName: Block Lofts Apartments
Location: Atlanta, Ga.
Designer/Architect: The Preston Partnership, LLC, Atlanta, Ga.
Builder: Worthing Southeast Builders, Atlanta, Ga.
Interior DDesigner: The Preston Partnership, LLC, Atlanta, Ga.
Developer: Southeast Capital Partners, Inc., Atlanta, Ga.
Land PPlanner: Highland Engineering, Atlanta, Ga.

Category: Best Amenity/Facility up to and including 5,000 sq. ft. 
Project NName: Lakewood Ranch Information Center
Location: Sarasota, Fla.
Designer/Architect: Lawson Group Inc. Architects, Sarasota, Fla.
Builder: Dunn & Denham Construction, Inc., Sarasota, Fla.
Interior DDesigner: Renaissance Creative Services, Jacksonville, Fla.
Developer: LWR Communities, LLC, Bradenton, Fla.

<<
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Technology Enabling Reliability. When it comes to
quality products, reliable service and fewer callbacks, 
you need a manufacturer you can trust. Our products 
are built to last and engineered to take on the most
demanding conditions. Siemens’ products are a solid
investment that provide safety and peace of mind. 
We know how to keep homeowners happy. That’s 
why we're the choice of builders everywhere.

At Siemens, we never stop working to give builders a
competitive edge. With unique marketing tools that assist
you in growing your business, we target your bottom line
by helping you sell more homes and increase profits.

To learn more about out products and services, contact 
a sales representative, call, e-mail or visit our web site.

Siemens Energy & Automation, Inc. • 1-800-964-4114, Ref. Code: SV06BUILDER • info.sea@siemens.com • www.sea.siemens.com/reselec

©2006 Siemens Energy & Automation, Inc.

10 rooms, 2.5 baths, no room for mistakes.
[Reliable products from Siemens reduce costly callbacks.]

10 rooms, 2.5 baths, no room for mistakes.
[Reliable products from Siemens reduce costly callbacks.]

For FREE information circle 82
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Need:
Higher productivity.

More oohs and aahs.

© 2006 Whirlpool Corporation. All rights reserved. ® Registered trademark / TM trademark of Whirlpool, U.S.A.

pbx0601_121-180.indd 176pbx0601_121-180.indd   176 12/16/2005 4:48:50 PM12/16/2005   4:48:50 PM

Fulfillment.
Whirlpool Gold® appliances harmonize efficiency and style.

With unique new design details,

our appliances give your kitchens 

a more stunning high-end feel. 

And because they work 

so well together, you can offer

your homebuyers a suite that

helps them save precious time. 

Call 800-253-3977.

insideadvantage.com

POWERFUL BRANDS

INNOVATIVE PRODUCTS

CONSUMER INSIGHT

TARGETED SERVICES

For FREE information circle 83
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Bruce Waletich loved his hillside property and its expansive view from
high above the Minnesota River Valley in Southern Minnesota. But, all
that beauty came at a price; he needed to protect his family’s home
from the natural forces of soil creep and erosion that threaten all hill-
side structures in the area. A Keystone wall provided the  answer to
Waletich’s problem, but only after some trial, and unfortunately, error.

In 1992, Waletich’s first venture into terracing and stabilizing his hill
was with a timber structure that failed due to a large rainfall soon
after installation was complete. Waletich then discovered Keystone.“I
was drawn to the rich-looking appearance of the Keystone blocks,”
said Waletich.“I also loved the fact that curved Keystone walls are
both beautiful and stronger than straight walls.”

As a large scale do-it-yourselfer, Waletich was able to rely on the tech-
nical assistance of Raoul Johnson of Keystone licensed manufacturer,
Superior Concrete Block Company.“Raoul was great,” said Waletich.
“He definitely knows the product, grid and installation in and out. His
help was invaluable.” According to Waletich, he was also well served by
the City of North Mankato officials who supported him through the
approvals and installation process, eliminating any conflict with the
city-owned path that runs adjacent to the wall.

The multi-tiered wall system consists of approximately 1500 sq. ft. of
Keystone Compac tri-plane units. According to Waletich, the wall fol-
lows the natural contours of the hillside, creating a visually appealing
structure that is strong enough to support the home and terracing
above. The sweeping staircase that connects the levels of the wall

Persistence Pays Off 
for Minnesota Homeowner

KEYSTONE PROJECT  PROFILE

Keystone Retaining Wall Systems, Inc.
A Contech Company
4444 West 78th Street
Minneapolis, MN 55435
1-800-747-8971
www.keystonewalls.com

Project: Waletich Home
Location: North Mankato, Minnesota

Keystone Supplier: Superior Concrete Block Company
Keystone Products Used: Keystone Compac

Wall Area: 1,500 sq. ft.
Owner: Bruce Waletich

structure is constructed from Keystone Compac straight-faced
treads, capped by Keystone Universal capping units. For a nice fin-
ishing touch, with the safety of his grandchildren in mind, Waletich
added white fences to the top of the pedestrian-accessible walls. The
fences are attached to the Keystone Universal capping units with
masonry anchor screws and construction adhesive.

One more special design touch would make
Waletich’s wall complete - a putting green. In what
seemed like a perfect use for the space, Waletich
used class five road base material to create a slop-
ing putting surface on the lower tier of the wall.
As a final touch, he added artificial turf and two
sand bunkers. Users can test their skill chipping
down from the upper terrace, punching out of a
bunker, or rolling in a 20-foot-putt.

The project allowed Waletich to fulfill a promise to
his grandson that,“Grandpa is going to build you
a golf course.” And, while Keystone does not rec-
ommend that homeowners tackle projects of this
size and scope, Waletich’s wall is a great example
of how easy and effective Keystone products can
be to use if installed according to strict site and
product specifications.

For more information on this project, on Keystone
Compac, or any other innovative Keystone prod-
ucts, visit www.keystonewalls.com or 
call (952) 897-1040.
For FREE information circle 84
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Our Retaining Walls Not Only

Define The Industry, They Shape It Too.

It all started with the Keystone Standard Unit. And now the tradition of excellence continues with our

complete product line– able to meet the needs of any structural or landscape project. See why

Keystone continues to lead the way at www.keystonewalls.com.

A Contech Company • 1-800-891-9791 • 4444 West 78th Street • Minneapolis, Minnesota 55435
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Beauty,  
INSIDE & OUT

Plans & Projects
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DISTRESSED WOOD, NATURAL STONE AND CERAMIC TILE remain the most popular choices when it comes to kitchen flooring, but
design experts note a rise in the use of durable, environmentally-friendly, and easy-on-the feet cork and bamboo products as well.

A DISTINCTIVE

VENTILATION HOOD above
the range creates an eye-
catching focal point that
resembles a fireplace
hearth. Mantle-style range
hoods are available from
traditional cabinetry
manufacturers or can be
custom-built of wood,
stone, sheetrock or metal.

SINGLE-HEIGHT ISLANDS

provide the largest work surface
for a dedicated cook, while
those with multi-level counters
work well for hiding clutter.
Granite is the top choice for
countertops but wood is
making a comeback, according
to kitchen designer, Nancy
Braamse.

DRAWER-STYLE APPLIANCES,

including refrigerated drawers,
warming drawers, dishwashers, wine
caddies and even a new microwave
drawer system from Sharpe
Electronics, take of less space, and
can be located where they are most
convenient for everyday use.
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 Brains and Brawn— 
Today’s
Kitchens
Have it All
Design trends and products for
kitchens in 2006 offer new home buy-
ers high-tech appliances and tough,
low-maintenance finishes as well as
create a space that is always open for
entertaining

No matter the size of the home, the
kitchen is indisputably the hardest working room
in the place. Gone are the days when having plenty
of counter and cabinet space was the primary con-
cern for potential home buyers. Top design experts
and builders from across the country agree that
these days, people expect, and are getting, more
performance from their kitchens than ever before.

“Rather than simply functioning as a work area
for meal preparation, the kitchen has become
much more important as an entertaining space,”
says Sean Ruck, spokesman for the National
Kitchen and Bath Association.

Although it is most often paired visually with
the family room, today’s kitchen has developed its
own identity as a complex and dynamic space
designed to play host to a variety of functions —
often all going on at the same time. “The kitchen is
no longer just an expanded keeping room,” says
Stephanie Witt, a Certified Master Kitchen and
Bath Designer (CMKBD) and founder of Kitchens
by Stephanie, a Grand Rapids, Mich.-based full-
service design studio. “It really has become the

>> BY ANN MATESI, CONTRIBUTING EDITOR

AS KITCHEN CEILINGS RISE to new heights,
elimination of the traditional soffit make it possible
to give the cabinetry a varied, furniture-like
appearance at the top, opening up space for
decorative elements or additional cabinets for
storage of rarely-used items.

rface

ers

r

ding

MAKE SURE THE EXPOSED END OF THE ISLAND

which faces out toward the rest of the living space
is decorative, says Braamse. Use details that
match the design style of the home such as carved
legs for a table-like appearance or raised toe kick
for a contemporary look.
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main place in the home where people gather. With
today’s open floor plans, you simply can’t keep
guests out of the kitchen.”

From providing storage space for food and
utensils to handling meal preparation and
cleanup, to serving as the social center of the
home, a well-designed kitchen must do it all —
and look its best at all times. 

Manufacturers have responded to consumer
demand with a myriad of options not only in
appliance design, configuration, and technology,
but by also offering countless choices in finishes
and materials for everything from countertops, to
cabinetry, to fixtures, to flooring.

Treasured islands
Functionally, there is no element that continues

to be more important in the kitchen than the
island, according to Paula DenBoer a interior
designer with Ashley P. Designs Scottsdale, Ariz.
“They’re huge. Literally every kitchen that we do
features an island of some type,” she says.

The workhorse of today’s kitchen, the island,
not only provides additional counter space, but
often includes a food prep sink (sometimes two)

and room enough for scaled-down, but handy,
appliances such as refrigerated drawers, a mini-
freezer, trash compactor as well as a separate cook-
top. The island also often doubles as a snack bar
with a separate spot in its design dedicated to pull-
up seating.  Finally, the kitchen island helps to
eliminate countertop clutter by providing out-of-
sight storage space for small appliances.

“We hide everything that we can in them,” says
Witt, “so that we can eliminate the more tradition-
al, corner appliance garage that I think can inter-
fere with the visual flow of the counter space.”

“Single level islands are the most functional in
terms of usable counter space,” says CMKBD,
Nancy Braamse, of Olde World Cabinetry in Largo,
Fla. “But a multi-level island can be wonderful for
hiding clutter or what’s going on in the kitchen
from people in the adjoining rooms.”

Hide and seek finishes
Braamse, who is also a certified interior design-

er, says that the popularity of integrated appliances
— including refrigerators, dishwashers, and
warming drawers, that can be disguised behind
panels that match the surrounding cabinetry —
“goes hand in hand with the trend toward making
the kitchen more suitable as an entertaining space.
You really want to disguise pretty much everything
that you can, particularly when that appliance is
really large like a refrigerator.”

Witt agrees that there has been a significant
surge in the demand for integrated appliancespr

o
fe

ss
io

n
al

  
b

u
il

d
er

  
 1

.2
0

0
6

  
 w

w
w

.h
o

u
si

n
g

zo
n

e.
c

o
m

182

Plans and Projects

CABINETRY CAN

DEFINE THE

BOUNDARY

between the kitchen
and adjoining living
areas without
compromising the
spacious feel of
today's open floor
plans. In this formal
French-style kitchen,
designed by Nancy
Braamse of Olde
World Cabinetry,
Largo, Fla., glass
doors and pass-
through
compartments
create a room divider
that does not restrict
view. 
PHOTOGRAPHY BY CPS

COMMERCIAL

PHOTOGRAPHIC SER-

VICES

THE BREAKFAST NOOK, which provides space for
informal dining, continues to be a key design element in
most kitchen plans according to Paula DenBoer of Ashley
P. Designs, Scottsdale, Ariz. 
PHOTOGRAPHY BY DINO TONN
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1.800.435.5949 • www.mazenails.com • info@mazenails.com

MAZE NAILS Division of W.H. Maze Company
100 Church Street • Peru, IL 61354
Phone 815.223.8290 • Fax 815.223.7585

It couldn’t be more black & white!

Incredibly, the competitor’s rusted nails on the
left were in a box marked “For use with ACQ
and all other treated lumber.” After just 78 days
of exposure in outdoor ground contact
conditions, they are well on their way to failure.

The Maze Double Hot-Dipped Galvanized Nails
(on the right) meet and exceed the ASTM A-153
specification - which is the minimum
requirement for use in the new treated lumber.
Stainless steel nails - also made by Maze Nails -
provide even more corrosion-resistance.

So - insist on Maze Nails for all your
treated lumber projects.

Nail it ONCE. Nail it RIGHT.®

MAZE Double
Hot-Dipped Nails

plated nails

Using the RIGHT nail for the new treated lumber is CRITICAL!
And, it's a real bear when you make the wrong choice.

ACQ treated wood
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among her clients. “We have some
kitchens where you would be hard-
pressed to find all the appliances unless
you knew where they were already!”

Still, the commercial-style look of
sleek stainless steel appliances remains
a popular choice in all markets, Witt
says. Manufacturers such as Frigidaire
and Sub-Zero have responded to com-
plaints about maintaining the shine of
stainless steel and reducing its tendency
for collecting fingerprints by offering a
variety of premium coatings that offer
the same look without the upkeep 

High-tech haven
Manufacturers continue to develop

appliances which are increasingly
sophisticated in an effort to simplify
things for today’s on-the-go consumer
— virtually transforming the kitchen
into the high-tech center of the home. To
speed things up, new ovens which fea-
ture thermal, convection and microwave
cooking modes from manufacturers like
General Electric, promise to cook food
much faster than a conventional oven. 

In response to demand for healthier
methods for preparing meals, manufac-
turers such as KitchenAid, Miele and
Gaggenau have introduced convection
steam ovens which allow cooked foods
to retain more of their nutritional value
and eliminate the need for added fats
during the cooking process. TIMO has
even introduced an oven that features a
built-in refrigeration mode which allows
frozen meals to be placed in the oven in
the morning, kept chilled throughout
the day, and then cooked either by a pre-
set timer, or controlled remotely by
phone, so that a hot dinner will be ready

and waiting at the end of the day.
Induction cooktops, which provide an
alternative to conventional gas or electric
versions, use magnetic energy coupled
with specially designed stainless steel or
cast iron cookware, rather than direct
surface heat, to cook foods. Although it
has been used for decades in Europe,
induction cooking is now gaining atten-
tion as an alternative in the U.S. and
manufacturers such as Wolf are intro-

ducing their own versions to the market.
Braamse is enthusiastic about new

drawer-style microwave ovens, which
put the appliance at waist height, per-
mitting food to be checked and stirred
during the cooking process without hav-
ing to be removed from the oven. Sharp
Electronics offers not only a separate
microwave drawer unit, but also a model
with its own built-in cooktop, or both
combined with a full-size range. 

Refrigerators, too, have kept pace
with today’s new technology by offering
better energy efficiency than ever before,
multi-zone temperature control capabil-

� Induction cooking 
� Independent storage control options in refrigerator/freezer compartments
� Drawer-style appliances that feature refrigeration, warming and even microwave capability
� Alternatives to stainless steel appliance finishes
� High-tech, interactive appliances
� Compact appliances designed for islands or butler’s pantries
� Steam cooking options for ovens
� Built-in coffeemakers and instant hot water dispensers, built-in beverage centers
� Euro-style cabinetry featuring clean lines and unconventional shapes
� New options in interior shelving for cabinets
� Alternative countertop finishes
� Designer-linked product lines
*Courtesy of the National Kitchen and Bath Association

THIS CONTEMPORARY FLORIDA HOME,
built by Daniel E. Ashline, Inc., features
stainless steel appliances, high-tech lighting
and a two-tone cabinets made of birdseye
maple and mahogany. Counters are granite.
(Right) A mantel-style hood transforms the
range into a dramatic focal point in this Arizona
kitchen. PHOTOGRAPHY BY CPS COMMERCIAL

PHOTOGRAPHIC SERVICES
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TOP NEW TRENDS IN KITCHENS*
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ities and enough configuration possibil-
ities to match any scenario a kitchen
designer can dream up. “The trend is
the break up the refrigeration in the
kitchen into separate components,” says
Witt.

Manufacturers offer everything from
free-standing models, to fully integrated
versions you may not recognize as a
refrigerator at all, to counter-height ver-
sions designed to be incorporated into
an island or butler’s pantry.

And specialty appliances including
stand alone ice makers, built-in beverage
centers, instant hot water dispensers
and wine chillers, once found only in the
realm of ultra-high-end custom
kitchens, are being incorporated in
more modestly-priced applications
today.

“Wireless internet access has been
terrific for incorporating the computer
into the kitchen,” Braamse says. “We
can easily incorporate a notebook com-
puter into an inconspicuous spot using
either a flip down screen or pop up from
a drawer and give a cook instant access
to their archive of recipes or the ability to
look them up online.”

With the plethora of electronics
designed into today’s kitchens, even the
most technologically-savvy consumers
may find themselves challenged when it
comes to feeling at home in their
kitchen. What do the experts recom-
mend? “With all new appliances there is
a learning curve that people face when
getting familiar with using them,” says
Witt. “I advise my clients simplify wher-
ever they can. For example, if they have
two ovens, I suggest they choose two
that are either the same or, at the very
least, from the same manufacturer.”

Natural beauty
Cabinetry not only provides practical

storage space in the kitchen but also
enhances the décor of the home itself.
“It continues to be the single largest
expense in the kitchen budget,” says
Witt. “A rule of thumb for new construc-
tion of a custom home is that approxi-
mately 10 to 15 percent of the total mar-
ket value of the house should be allocat-
ed for cabinetry.” Witt specifies cabinetry
from custom manufactures Rutt and
Plain & Fancy Custom Cabinetry for her
high-end projects and semi-custom cab-
inets from Medallion Cabinetry for

more modest applications.
“While kitchens are becoming more

elegant in terms of their finishes,” says
custom builder, Gordon Gibson, of
Santa Monica, Calif., “they’re also
becoming a lot more fun and eclectic in
style.”

DenBoer agrees. “There is a lot less
color matching when it comes to all of
the cabinetry.” she says. “Instead, we
may use different but complementary

finishes to highlight different areas. For
example, we may want to accent the
island by using a different color finish
and even trim style than that used for
the perimeter cabinets.”

“Cabinets are also becoming simpler
in terms of door style and embellish-
ment,” Witt says. The most popular fin-
ishes are those that permit the natural
grain and beauty of the wood to show
through.

Wood-fiber and plastic composite decking and railing 

that resists cracking, warping, rotting and damage 

from weather or termite attack, yet installs easily 

using standard tools. Brushed or wood grain

reversible finished Latitudes® composite decking

is available in redwood, cedar and gray.

Complement the deck with a choice

of three railings: Latitudes® Luster Railing,

Latitudes® Natural Railing and Latitudes®

Ornamental Railing.

Call 888-500-7704 for a Latitudes
Decking & Railing dealer in your 
area, or visit us on the web: 
www.latitudesdeck.com/pbj

Latitudes� cedar decking and ornamental railing with copper caps

No “hard-sell” needed.
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Because of its tendency to collect everyday clut-
ter, the built-in desk, or organization center, has
been permanently banished from today’s kitchen.
“I have not built a home with a built-in desk in the
kitchen in several years, says Tampa, Fla.-based
builder, Jay Fechtel. “This function is now handled
by creating a separate computer alcove near the
kitchen or removing it altogether to the home
office.”

Top it all off
“There are more options for countertops than

ever before,” Witt says. “Twenty-five years ago lam-
inates were the big thing in countertops but today
consumers have a lot more good choices so they
can pick what is best for them in terms of budget
and style.”

Granite remains a top choice as a countertop
surface and is becoming more affordable,
Braamse says, “but it is losing its shine in terms of
finish. We are using a lot more honed, or flamed
granite, which does not need to be polished.”

“Manufactured quartz products are very low
maintenance and do not need to be sealed at all,”
Witt says. In addition, they offer homeowners
greater variety in color selection and as well as
more uniformity of color throughout, but remain
significantly higher priced than other options and
are typically used only for high-end applications.
Concrete and stainless steel are also good choices
for custom projects.

We are also seeing a resurgence of wood as a
popular countertop finish, Braamse says. “But
rather than the conventional butcher-block tops
from the past we’re seeing the use of exotic woods
such as black walnut, Brazilian cherry and teak.”

Finishing touches
The most popular look in cabinetry hardware

and plumbing fixtures today are the soft, dis-
tressed finishes, Braamse says. “Brushed nickel
continues to be number one, but I am seeing a lot
more brushed brass as well, which gives the
kitchen a warmer tone.”

Tile remains the top choice for the backsplash
finish, Witt says, who also uses tumbled marble,
glass, etched stone and beadboard. Metallic accent
tiles, or “tile jewelry,” can be used to add a custom
touch.

Depending on the style of the home and the
buyer’s budget, wood, natural stone, and ceramic
tile remain the most popular choices for flooring
in the kitchen, say the experts. “But I am also see-
ing the emergence of cork as a popular option in
my market,” says Braamse. It is very attractive and
provides a soft, resilient surface for walking and
standing on. PB
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THIS QUARTZ COUNTERTOP BY

SILESTONE by Cosentino USA,
simulates the rich appearance and
texture of leather combined with the
unsurpassed durability of natural stone.

INDUCTION COOKTOPS, such as this model by Wolf
Appliance Co., uses the transfer of magnetic energy
to generate heat transforming the cookware itself into
the heating element while the surface remains cool.

WITH ITS FREEFORM

DESIGN AND SLOPING

BOWL, the Mystic sink by
Elkay adds a unique, yet
highly functional, accent for
contemporary applications.
The undermount design is
compatible with any solid
surface countertop.

DISHWASHER DRAWERS

FLANKING THE KITCHEN

SINK provide convenient
clean-up for everything
from glassware to pots and
pans in an easy-to-load-
and-unload design from
Fisher & Paykel.

PULL-OUT

REFRIGERATED

DRAWERS from Sub-Zero
keep prepared vegetables
chilled and close at hand
for today's busy chef.
Adjustable dividers are
designed to keep cooking
ingredients separate.

WHAT 
TO USE

LOG ON Want to learn more about how to design a better
kitchen? Log on to www.HousingZone.com/design
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bellacorPro
VIRTUAL L IGHTING SHOWROOM

Stop sending your clients to a lighting showroom. 
Why lose valuable lighting sales to a showroom? Install a BellacorPro 

Virtual Lighting Showroom, and start selling lighting and home accent 

products made by hundreds of manufacturers. Virtual Lighting Showroom 

is free, easy to use and customized to reflect your company’s brand. 

To learn more, visit BellacorPro.com/vls or call 1.877.436.6285.

turn on  
new profits

Visit us at the

International
Builders’ Show

January 11-14, 
Orlando, FL

Booth #S12589
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present

SHOW VILLAGE 2006

Products In Action
Visit us at the Builders’ Show in Orlando

G R E A T  C O M P A N I E S ,  G R E A T  P R O D U C T S ,  G R E A T  F U N

Village Sponsors:

Home Sponsors:

Room Sponsors:

SEE!
• Products from the Builders’

Show in action, in real homes
• First-time Buyer home
• Move-up home
• Luxury custom home
• All in the parking lot 

outside the IBS show

ENJOY!
• Parties
• Live entertainment    
• Refreshments

GET your Passport to Show Village 2006...
by visiting any of our sponsors’ booths, or you can stop by
Show Village and see a Reed representative. Your Passport
grants you entry to Show Village 2006, built in the parking lot
of the IBS, where you will see…

• 3 homes: first-time buyer, move-up, and custom designs
• Fabulous products in action, in their actual, live environments
• “Block parties” each evening of the show

Beam Industries • Bosch Tool Company • Dow Building Products • Home Fire Sprinkler Coalition
LG HI-MACS Solid Surfaces • Maze Nails • Siemens Energy and Automation • Whirlpool

Grace Construction Products • Hurd Windows & Doors • Icynene • Jeld-Wen Windows & Doors
Laticrete • LP Smartside • Panasonic • TAMKO

APA-The Engineered Wood Association • Armstrong • BHK Flooring • Bosch Water Heaters • Copper Development
Crown Heritage • EONE • EverGrain Composite Decking • Fortifiber Building Systems Group • GE Sealants & Adhesives

Knight Industries • Lasco • Moen • Nisus • Pittsburgh Corning • Rubbermaid • Propane Council
Taylor Building Products • Tendura • USG • Vanguard Piping Systems

WIN a Plasma Screen TV! Enter the drawing to win a FREE Plasma Screen TV or one of four IPODS.
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RATHER THAN TAKE FROM MOTHER NATURE, 
WE LEARNED FROM HER.
The Beauty of Nature. The Strength of Lamarite.
Lamarite® shingles capture the natural beauty of slate or shake for years 
of protection and durability on your roof.

Available in 5-, 7-, and 12-inch shingle widths.

 For information regarding, or to receive a copy of, TAMKO’s limited warranty, contact your local TAMKO 
 representative, visit us online at www.tamko.com, or call us at 800-641-4691. 
Representation of colors is as accurate as our printing will permit.

 PATENT PENDING ©2006 TAMKO Roofing Products, Inc.

Shake

Slate
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Travel through the 
International Builders’ Show 
with your Show Village

PASSPORT
and come home a

WINNER!

Visit Show Village for your chance 
to win a FREE High Definition 
Plasma TV or video iPod 

Once again, Professional Builder has created the ultimate 
venue for you to see manufacturers’ products at the 
2006 International Builders’ Show in Orlando, Florida —   
three actual houses, with products installed and in action!

Last year’s SHOW VILLAGE was a resounding success. Thousands of visitors attended the four-day
event, and we know that this year’s SHOW VILLAGE will be even better! And, if that weren’t enough 
of a reason to visit, you just might win a high tech souvenir to carry home!

You can’t WIN if you don’t have a PASSPORT!
To get your PASSPORT, just visit any one of the SHOW VILLAGE sponsor booths or stop by 
SHOW VILLAGE and see any Professional Builder or Reed Business Information representative. 

All builder attendees are eligible to win, one entry per attendee.
Reed Business Information reserves the right to disqualify any Passport.

COME HOME A WINNER!
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Reaching Move-Up Buyers
This plan sells well in Charles Town, W.V., but before the builder begins production of this
same home in Loudoun County, Va., it would like to enhance a few weak spots. 

The problem with plan
According to the builder, Juniper Hill is currently selling

at $425,000 in Charles Town, W.V. Although the plan cur-
rently has some weak spots, the price needs to increase when
built in the next location, Loudoun County, Va., which means
the plans need to be adjusted to make this happen. Principal
architect, Barry Glantz provided this builder with the
changes needed to make this plan what it needs to be for the
next neighborhood. The following five items were requested
by the builder to have changed:

1. The front stairs are too close to the front door.
2. The family room is too open to the kitchen.
3. There is no den.
4. The closets in the Owner’s bedroom are not large 

enough for the suite.
5. The hall bath is too small.

Solutions
Glantz came up with the following solutions: 
1. To increase the amount of space in the front of the

stairs, move the front door out 1 foot 6 inches. This adds 21

square feet to the space, while still allowing for an offset in
the front elevation of the house. 

2. To allow for more privacy and separation from the fam-
ily room to the kitchen, make the bookshelves full height on
the family room side. This also allows for additional upper
cabinets in the kitchen.

3. To create space for a den, bump out a portion of the origi-
nal living room wall to be even with the family room. This allows
for the creation of a den in the remaining space. To create inter-
est in the new living room, add 8 inches decorative columns on
top of a 1 foot 6-inch high knee wall with an arched opening.

4. Add the closet space from bedroom #2 to the master
suite closet. Then add a second closet between bedrooms #2
and #3 for bedroom #2, and move the linen closet from the
hallway to the space between bedrooms #2 and #3. This
reduces the overall size of the master bedroom by 2 feet but
adds space to the master suite closet.

5. To increase the size of the hall bath, bump the hall wall
out 1 foot, and relocate the hall linen closet (based on solution
#4). This allows space for a 48-inch vanity instead of a 36-
inch vanity. PB

HOW I SOLVED
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GLANTZ CREATED A DEN by bumping out a
portion of the original living room wall (shown
left).

ADDING AND REDUCING CLOSET SPACE

among the bedrooms reduces the overall size
of the master bedroom by 2 feet but adds
space to the master suite closet (shown left,
below)

MOVING THE FRONT DOOR OUT creates
more space to the foyer (shown below).

TO ALLOW FOR MORE PRIVACY, raise the bookshelves on the
family room  side to full height (shown above). 

BY BUMPING OUT THE HALL WALL, Glantz created space for
a larger vanity in the hall bathroom (shown right). 

>> BY LAURA BUTALLA, SENIOR EDITOR
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ARCHITECT: Barry Glantz, AIA, Glantz &
Associates Architects, Inc., St. Louis, Mo.
House PPlan: Juniper Hill
Target MMarket: Move-up buyer
Current PPrice PPoint: $425,000
Current LLocation: Charles Town, W.V.
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On January 1, we switch our name to Uponor, 

admittedly, an even more unusual name. But

don’t be confused: the caliber of our products

and services will never change. We remain 

commited to you, our partners, in providing 

the best, most dependable PEX tubing, radiant

heating and fire protection systems. The name

change signals our biggest effort yet to spread

the word, to grow our business as well as yours.

Get ready. Soon, the name Uponor will be on the

tip of everyone’s tongue. As funny as that may

sound. For more information call 800-321-4739.

©2006 Uponor Wirsbo. All rights reserved.

Announcing 
a name change.

From Wirsbo 
to weirder.

For FREE information circle 95
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Innovations

Proactive Solutions

Home automation uses computers to
control basic home functions automati-
cally, sometimes remotely. Home
automation runs the gamut from light-
ing, audio-video, security systems,
HVAC, water sprinklers and more. Most
automated applications start with struc-
tured pre-wiring to run through the
walls of the house to connect lights, tele-

phones, speakers, and televisions to a
network of computers and electronics,
often located in the basement, attic or
ample-sized closet. 

While more than half of builders
showcasing structured wiring in one or
more of their homes, only about 39 per-
cent of all new homes feature the neces-
sary wiring to deliver home automation,

according to findings by the NAHB
Research Center in its  2004 Builder
Practices survey. 

Pre-wire first 
“Builders need to consider home

automation. When you are pushing
granite countertops, you’ve got to
address structural pre-wiring,” says
Frank White, partner in StayTuned
Consulting, a residential technology
consulting firm in Brea, Calif. White
says given consumer reliance on staying
connected to e-mail, the Internet and
heavy use of television among other
technologies, builders have missed the
mark on meeting consumer demand for
automation. 

At present, there are no agreed-upon
industry standards and definitions of
what constitutes a structured pre-wire.
White, for example, suggests in addition
to the basics such as regular telephone
wiring and using only UL-listed cable,
basic structural wiring could include two
runs of Category 5 or 6 to each media-
related outlet and 2 runs of RG 6 (quad
variety if desired) for video. “This will
enable the home to communicate within
itself and to the outside world effective-
ly,” he says. 

Considering costs
With smart marketing to differentiate

their products from competitors,
builders can come out ahead when
building in various levels of home
automation in their spec and production
models, says John Cioe, technology con-
sultant and general partner with
Newport Custom Homes in Scottsdale,
Ariz. “It costs about $2 to $3 per square
foot to properly pre-wire a home for
things like lighting, HDTV and motor-
ized drape control,” Cioe says, noting a
pre-wire for a typical home costs about
$4,000 to $6,000. 

Going Automated
From basic home theater to whole-house lighting and security,
builders can find opportunity in automated homes.

>> BY MARCIA JEDD, CONTRIBUTING EDITOR

Imagine having complete access to your iPod tunes and
favorite satellite radio shows at the touch of a button on panels
located throughout the home via a distributed audio system.
Picture being able to see who is at the front door with a security
camera you can view from your television or home PC.
Homebuyers have unmet needs for a growing range of home
automation applications, say technology experts, which represents
an open frontier for builders.
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Innovations

Proactive Solutions

Builders need to remember retro-
fitting is always significantly more
expensive, says Bob Woods, audio video
systems designer with Appollo Systems,
low-voltage systems integrator in Maple
Grove, Minn. “Get as much wire in for
unknown future needs. Wire is cheap.
Tearing down walls and sheetrock later is
expensive.” With adequate pre-wiring,
costs to finish an audio-video system
incorporating home theater can range
from anywhere from $1,000 to upwards
of $150,000 on elabo-
rate systems, Woods
says. 

White says on the
low end of distributed
audio, home theater
and other audio-visual
considerations — the
three most popular
f o r m s o f h o m e
automation, according
to the leading industry
trade group CEDIA
(Custom Electronic Design and
Installation Association) — an entry
level package can start at $20,000 or
less. A mid-range package goes to
$75,000 including theater and media
server access to music and video to
upwards of $500,000 for deluxe sys-
tems, he says.

Planning and installs
No longer can installations of home

automation systems be relegated to elec-
tricians or hobbyists. A plethora of firms
specialize in home installation of
automation systems including infra-
structure wiring of new homes, home
networking, integrated control systems,
HVAC, lighting, etc. Experts recom-
mend seeking out a CEDIA-member
firm. “Make sure the firm you use has
CEDIA-certified installers,” Woods says.

Cioe generally advises builders to
plan for home automation up front in
the design stage by bringing in HVAC
contractors to make sure networking
equipment and other electronics have
ample cooling and designers to honor
space and aesthetic considerations.
Particularly involving upper-bracket
homes, Cioe says builders need to

“future proof” their product. “Anyone
who is buying a high-end home wants to
make sure their home isn’t obsolete the
day they move in. There’s tremendous
opportunity for builders to establish
themselves in this niche.” 

Partnering and marketing
savvy

Builders who are serious about
expanding their home automation offer-
ings should form partnerships with

home automation
experts, including
lighting and other low-
voltage systems
installers. “Some com-
panies are only geared
toward the end user.
Talk to a CEDIA-
trained firm that has a
relationship serving
builders,” Cioe advises.
The same goes for
bringing in the home-

buyer early in the process. “Builders
need to let home technology firms work
with their clients from day one,” he says.

Woods advises builders new to home
automation to limit their scope to a few
tiers of automation packages, such as a
basic pre-wire package, a moderately-
priced package with audio-video basics,
and a higher-end version featuring
zoned lighting control systems by AMX
or Creston and security features. 

Lastly, Cioe advises builders to talk in
terms of capabilities to customers. “The
user doesn’t need to know a Category 5
network cable from a 14/4 speaker cable.
Tell them from this touch panel you can
control lighting, air conditioning and
Internet cameras for security,” he says.

Marcia Jedd is a Minneapolis-based
freelance writer and communications
consultant.

F R E E P O W E R .

The Power Of YellowSM: Buy Pella®

windows and doors; get FREE 

DEWALT®* power tools. 

Visit www.powerupwithpella.com 

or call 877-95-PELLA for details.

© 2006 Pella Corporation
* DEWALT is a registered trademark of the DEWALT Industrial Tool Co.
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LOG ON Want to read more proactive solu-
tions. Check us out online at

www.HousingZone.com/build
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of engineered wood prod-
ucts is testimony to the tech-
nological adaptability of the
wood products industry in
the face of a changing wood
fiber resource base.  

“With less tradition-
al and public forest
timber available
for wood prod-
uct manufactur-
ing, producers have
had to improve existing
methods and invent new
ways to make more with less,
and with alternative wood fiber
resources,” Jack Merry, com-
munications director at the
APA — The Engineered Wood
Association. “The industry is
responding with marked suc-
cess to that challenge.”  

Although the term engi-
neered lumber is used to
describe a variety of materials,
most are defined as structural
components that have been
fabricated.  Engineered wood
is manufactured by bonding
together wood strands,
veneers, lumber or other
forms of wood fiber to pro-
duce a larger and integral
composite unit that is
stronger and stiffer than the
sum of its parts.  

Wood vs.
Engineered
Lumber
Wood or Engineered Lumber? In this new
column, we take a look at the pros and cons
of wood versus engineered lumber. 

Innovations
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>> BY KEVIN RUSSELBURG, CONTRIBUTING EDITOR

Producers
have had to
improve 
existing
methods and
invent new
ways to make
more with
less, and with
alternative
wood fiber
resources.”

For years, builders have
used traditional lumber to
build homes; however, ever
since engineered lumber
came into the picture,
builders have been left won-
dering — which one do I use
for my projects?  

With current industry pro-
duction of more than a billion
lineal feet a year (2003 pro-
duction) and a rate of increase
of over 20 percent per year,
engineered lumber is gaining
popularity among builders.  

Traditional solid sawn lum-
ber is still a very popular
choice for builders primarily
due to familiarization with the
product. The costs for solid
sawn lumber are initially
lower, but product quality
issues can become costly for
builders to correct after instal-
lation. Dimensional lumber is
also limited to smaller depths
and lengths since their size is
dependent on the size of the
timber cut to make them. 

According to the APA —
The Engineered Wood
Association, North American
production of most engi-
neered wood products is fore-
cast to rise significantly over
the next five years. The growth

Probably the most signifi-
cant contributor to the
increased use of engineered
lumber is the total installed
costs are less than that of
d i m e n s i o n a l l u m b e r .
Additional benefits are related
to ease of installation, dimen-
sional stability, and structural
integrity of engineered prod-
ucts.  “Engineered wood prod-
ucts actually improve upon
many of the inherent structur-
al advantages of wood,” adds
Merry.  “Cross-laminated ply-
wood and oriented strand
board, for example, distribute
loads along-the-grain strength
of wood in both panel axes.
Glulam beams and wood I-

APPLICATIONS
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Innovations

joists can carry greater loads over longer
spans than is possible with solid sawn
wood of the same size,” adds Merry.

An engineered solution
Consistency of the material quality is

the key advantage of engineered wood.
Fabricated from dry materials to very tight
manufacturing standards, wood I-joists
generally do not shrink, warp, cup, crown,
or twist. Quality assurance programs are
required during manufacturing to ensure
final products of uniform strength and
stiffness. These factors all contribute the
product’s dimensional stability. 

The manufacturing processes
required for wood products add costs,
making engineered wood more expen-
sive per lineal foot than traditional sawn
lumber.  “The benefit is realized in total
installed cost of the product,” according
to Mike O’Day, manager of engineered
lumber for Georgia Pacific. “The
installed costs consist of material usage,
and labor requirements for installation.
Engineered lumber can speed installa-
tion time and reduce labor since they are
lighter and can be spaced further apart
than dimensional lumber.  The result is
typically a lower total installed cost per

square foot with engineered lumber,”
adds O’Day. Engineered lumber also
reduces the number of call backs for
builders. Squeaky, or bouncy floors are
usually expensive to correct.
Installations using engineered I-beams
can significantly reduce callbacks related
to this problem. 

Manufactured wood products are
also environmentally friendly. “With the
advent of forest farming as a primary
source of wood fiber in the U.S., it is get-
ting exceedingly difficult to find a
resource that will permit the milling of
larger pieces of framing lumber.  Wood
I-joists can be manufactured in depths
exceeding 48 inches and lengths over 40
feet and use up to 60 percent less wood
fiber than solid-sawn joists. On the job
site there is little or no waste,” adds
Edward L. Keith, P.E., senior engineer
for the APA — The Engineered Wood
Association.  

In addition to the common nominal
10 and 12 inch depths, engineered I-
joists are made in depths beyond that of
traditional framing lumber.  Depths up
to 48 inches and lengths limited only by
ground transportation and handling are
available to builders. An advantage over

lumber is that a deeper I-joist member is
only incrementally more expensive than
a shallower member because it is made
deeper by adding more web material.
Ordering I-joists that are cut to the exact
length required means 100 percent uti-
lization in the field, resulting in little or
no waste on the jobsite.  

Because of their “I” cross sectional
shape, they weigh up to 60 percent less
than lumber joists making them easier
to handle.  The flange permits a firm,
comfortable, secure grip even when the
joist is wet or covered with wood dust.  A
single worker can easily handle a joist up
to 25-40 feet in length.

Limitations
Like traditional lumber, engineered

lumber does have its limitations.  The
key to understanding acceptable applica-
tions is in education of the materials.
Currently, most engineered wood prod-
ucts are limited to interior use.

Resistance to specifying engineered
lumber generally comes from subcon-
tractors that are not familiar with the
product. Subs need to be careful when
installing plumbing and electricity that
must be routed through engineered

>> APPLICATIONS
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With rrespect tto conventional framing (16
inches or 19.2 inches on center joist
spacing), I-joists are 50 percent stiffer
than solid sawn lumber.  In terms of
strength, for simple spans, an I-joist
series with the lowest design values
(PRI-20) can span to within inches of the
strongest solid sawn lumber joist (S.
Pine).  In multiple span situations, I-joists
have an advantage because solid sawn
lumber in lengths greater than 20 feet is
quite rare and expensive.  Building deal-
ers and I-joist manufacturers have substi-
tution analysis software and can provide
this service free of charge in most cases.

STRENGTH CHARACTERISTICS 
OF I-JOISTS RELATIVE 
TO CONVENTIONAL 
WOOD FRAMING
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Designed by Italian architect and designer, Antonio Citterio, the Axor Citterio
collection’s geometric lines and design balance celebrate the wealth and luxu-
ry of water. Like each Axor collection, Axor Citterio features a full line of show-
ers and accessories and is just one new design classic that builders can con-
sider with Hansgrohe’s Builder program. To view more collections, visit
www.hansgrohe-usa.com, or to learn about builder options, call the
Hansgrohe Building Manager at 770-360-9880, ext. 6982.

Axor Citterio. 
A New Form of Luxury.
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lumber. Careful consideration needs to
be taken where and how it is cut. “Holes
less than 1.5 inches diameter are general-
ly okay as long as they’re not on, or into

the flange.  Drilling through the web
material is normally an acceptable prac-
tice,” says, O’Day. 

Damage to wood I-joists within a
structural system is normally associated
with notching of the flanges or misap-
plication of the manufacturer’s web hole
information. Designing a repair for a
damaged I-joist can be very difficult and
requires an understanding of I-joists,
adhesives and fasteners that may not be
familiar to many designers.  Fortunately,
most manufacturers are more than will-
ing to provide fixes for most applica-
tions. There are a number of products
currently working through the code
acceptance system that can be used in
the field to restore the joist to its full
capacity without having to have the solu-
tion engineered.  

Industry trends
Installations using engineered lum-

ber have increased over the last 10 years
due to education of the materials and
their advantages.  Ten years ago, fewer
than 30 percent of the floors used engi-
neered lumber and in 2004 almost 50
percent of new homes have I-joists
installed. PB

LOG ON To learn more about more home
building how-to’s, visit us online at 

www.HousingZone.com/build

>> APPLICATIONS

Innovations

Prefabricated WWood II-JJoists are struc-
tural, load-carrying products.  I-joists are
typically available in long lengths and
because they are very lightweight can be
easily handled at the jobsite without the
need for costly handling equipment.
Their “I” configuration provides high
bending strength and stiffness character-
istics.

Glue LLaminated TTimber is an engi-
neered stress-rated product created by
bonding together individual pieces of
lumber having a thickness of 2 inches
(50 mm) or less.  Individual pieces of
lumber are end-joined together to create
long lengths referred to as laminations.
These laminations are then face-bonded
together to create the finished product.  

Laminated VVeneer LLumber ((LVL):  LVL
is produced by bonding thin wood
veneers together in a large billet so that
the grain of all veneers is parallel to the
long direction.  

KEY TERMS

For free information circle 100
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design-build company that manufactures
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screening walls, and sound barriers.
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with satisfied customers throughout United States.

Contact us today, so we can be thinking of you.
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Sometimes the best way 
to solve a problem... 

Titeflex Corporation, 603 Hendee Street

Springfield, MA 01104 www.gastite.com

©2006 Titeflex Corporation

Call 1-800-662-0208 for an appointment with a Gastite representative.

STAY ON-TIME AND ON-BUDGET WITH GASTITE� FLEXIBLE GAS PIPING

Gastite flexible gas piping runs over, under and around any obstacle, and you don’t need an army of
installers to do it. With only two connections per run and no cutting or threading, labor savings are
dramatic and costly delays are eliminated. Your projects stay on schedule. Your buyers stay happy.

Gastite also saves you long hours of system design work by offering layout options not available with
traditional black iron pipe. Last-minute appliance change orders can be quickly accommodated,
minimizing both cost and hassle. Post-installation testing is never a problem.

As a builder, you want your projects to run as smoothly as possible. Count on Gastite flexible gas piping to
help you get the job done fast and right.

is to avoid it.

Gastite now on
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Winners never crack no matter what.
GE Silicone II* won’t crack or shrink and it adheres 
to more surfaces and lasts longer than any other
sealant. That means it can save you plenty in the
long run. And isn’t the long run what it’s all about?

Never cracks under pressure.

© 2005 Copyright General Electric Company.  All rights reserved.     * Trademark of the General Electric Company.    
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As rebuilding begins in the
South, the Partnership for
Advancing Technology in
Housing (PATH) suggests
some changes in building
materials and practices that
will make new homes more
flood-resistant. PATH’s rec-
ommendations are based on
findings from the Oak Ridge
National Laboratory (ORNL).
Also included are recommen-
dations from FEMA. 

FEMA
Recommendations

FEMA defines flood-resist-
ant material as any building
material capable of withstand-
ing direct and prolonged con-
tact — 72 hours or more —
with floodwaters without sus-
taining significant damage
that requires more than low-
cost cosmetic repair.

To qualify how well materi-
als meet this standard, FEMA
uses a classification system
with 1 through 5 rankings.
Class 5 is defined as “highly
resistant to floodwater dam-
age. Materials within this
class are permitted for partial-
ly enclosed or outside uses
with essentially unmitigated
flood exposure.” Class 1 mate-
rials are not resistant. 

For structures below the
base flood elevation in flood-
prone areas, FEMA says only
Class 4 and Class 5 materials
are acceptable. However,
materials in other classes are

deemed acceptable when
specifically required to meet
building code provisions that
cite health and safety issues.

Within these rankings,
FEMA separates housing con-
struction materials into two
categories: flooring materials
and wall and ceiling materials.

For flooring materials, clay
and concrete tiles, as well as
precast and in-situ concrete,
are ranked as Class 5, the
most flood resistant. Other
materials — such as asphalt
tile, cork, linoleum, vinyl and
wood flooring — are ranked
Class 1, 2 or 3, and are there-
fore not flood-resistant by
FEMA’s definition. Materials
in these classes are or contain
wood products, they restrict
evaporation, are dimensional-
ly unstable or their adhesives
are water soluble. 

The best-performing wall
and ceiling materials accord-
ing to FEMA are brick,
cement board, metals and
glass. For those preferring
wood, pressure-treated and
naturally decay-resistant solid
wood is Class 5 material, as is
marine-grade and pressure-
treated plywood.

PATH
Recommendations

While FEMA has a very
practical classification system,
it is based on a somewhat lim-
ited definition: components,
materials and systems must

be able to withstand pro-
longed contact with flood
water without requiring more
than cosmetic repair. 

ORNL expanded that defi-
nition to include materials
that do not degrade adjacent
materials or systems of which
the materials are a part. The
cost of repair should be less
than the cost of replacement,
and the material should be
resistant to microbes, organ-
isms and toxic materials that
could harm human health.

In June 2004, ORNL
released a study on field tests
of flood-resistant housing
materials based on this
expanded definition. PATH
has developed recommenda-
tions from the ORNL study:  

� Siding. Fiber cement or
vinyl siding resist flood dam-

PATH REPORT

Rising Tides
Flood-resistant materials help defend against storm surge

‘‘
NEW ORLEANS, LA,

SEPTEMBER 2, 2005 – Flooding
in New Orleans post-Katrina. 
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Katrina. Rita. Wilma. The hurricanes of 2005
dramatically illustrate the importance of building
durable, disaster-resistant homes.

>> BY SCOTT T. SHEPHERD, PATH PARTNERS
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age far more effectively than traditional
hardboard lap and plywood siding. Fiber
cement and vinyl dry more quickly and
are also termite resistant. And while
fiber cement siding is more expensive
than vinyl, it is also non-combustible;
can be warranted for 50 years; and holds
paint much longer than hardboard and
plywood siding. 

Substituting trim and corner boards
made of plastic or wood/plastic compos-

ite is likely to be more cost-effective than
having to replace sawn wood trim after a
flood. 

� Sheathing aand iinsulation.
Plywood sheathing with flood- and dam-
age-resistant lap siding dries much bet-
ter than plywood sheathing covered with
plywood siding. If the area is prone to
wind-driven rain, a builder should incor-
porate a drainage plane behind the sid-
ing to allow water to drain quickly.

Construct a drainage plane by spacing
the siding or use new, weather-resistant
barriers with structures that facilitate
drainage. 

Avoid using fiberglass batt or other
moisture-retaining insulation in the
exterior cavity and subfloor, which will
prevent wooden walls and floors from
drying. Use rigid foam insulation, espe-
cially as an outer layer of insulation,
instead. 

Even more effective is spray
polyurethane foam insulation, which
resists moisture and seals the walls.
Spray polyurethane is much more
expensive than fiberglass batt, but it also
seals air leaks, which will increase the
home’s energy efficiency and reduce
entry points for pests.

� Drywall. Water-resistant, fiber-
reinforced gypsum can generally be
restored to preflood conditions with only
cosmetic restoration. Standard gypsum
board that is able to dry completely can
generally be restored to preflood condi-
tions with similar treatment; however,
board that has soaked too long probably
harbors mold and will need to be
replaced. If you choose standard gyp-
sum wallboard, pick one with a non-
paper skin. 

� Wall ffinishes. Standard drywall
compound and paper joint tape perform
very poorly under flood conditions.
Quick-setting joint compound and fiber-
glass tape are generally a great improve-
ment. When used with water-resistant
gypsum sheathing and quality paint,
these materials should require minimal
repair. 

� Exterior ddoors aand wwindows.
When selecting door types and materi-
als, most exterior doors and vinyl and
aluminum frame windows can general-
ly be restored to pre-flood conditions
with minimal effort, but do not fill the
joints between the outside of the door
or window frame and the rough open-
ing with compressed fiberglass insula-
tion, which may retain excessive mois-
ture. Fill with low-expansion foam
instead. PB

LOG ON For more information on these and
other disaster-resistant technologies and

practices, visit www.pathnet.org or visit us online
at www.housingzone.com/buildFor free information circle 120

>> PATH REPORT

Innovations
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THE HOLE MAKES IT BRILLIANT.
We’re not quite sure who invented the donut, but we’d like to shake his or her hand. 

You see, we’ve taken a cue from this revolutionary pastry inventor – sometimes less really is more. Our new 
Wide Open™ Wood I Beam® joists have a wide variety of holes that allow you more flexibility. Hide ductwork, plumbing 
and wiring without sacrificing the strength and stability you count on. Pretty sweet. 888.502.BLUE • BlueLinxCo.com

  Georgia-Pacific, GP and the GP symbol are trademarks of Georgia-Pacific Corporation. WOOD I BEAM is a trademark and the Wood I Beam logo is a registered trademark of Georgia-Pacific Corporation.
BLUELINX and the BlueLinx DESIGN are trademarks of the BlueLinx Corporation. 
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Performance Through Partnership
[ Introducing Contractor Advantage Rewards. ]

Siemens Energy & Automation, Inc. • 1-800-964-4114, Ref Code: SV06CARAD • info.sea@siemens.com • www.sea.siemens.com/reselec

Siemens knows you have a choice in the electrical products you use.
That's why we introduced Contractor Advantage Rewards. You can
earn American Express Reward Card points for qualifying purchases
of Siemens products through December 31, 2006. It's that easy.

Using high quality Siemens products every time is the right 
choice…. Earning rewards for Siemens products purchases, 
makes us the only choice.

For more information, visit http://advantage-rewards.com or
call Reward Headquarters at 1-866-800-7941. 

©2006 Siemens Energy & Automation, Inc.

For FREE information circle 104
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IN MY OWN WORDS
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Bill Miller 
Partner
Reno, NV

SilverStar
Communities
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In My Own Words
“Amsco Legacy Series Windows

provide commercial-grade windows
with low-E coating at an affordable
cost. Low-E windows significantly
reduce heat loss through the win-
dows in the winter — a feature
that is very valuable in our climate,
where temperatures are often in the
low teens during the cold season.”

“The Manabloc manifold water distribution system is the most
efficient water management technology on the market, and is rec-
ognized as one of the most significant advances in plumbing tech-
nology. Some of the benefits of this system include: installation
speed; the ability to use multiple fixtures simultaneously without
dramatic temperature or pressure changes; faster hot water delivery
by sizing the lines according to the demand of each fixture, result-
ing in significant water and energy savings; easier servicing
because each fixture has its own shut-off valve; and water and
energy conservation, because the system distributes water efficiently
and economically.”

Amsco Windows
www.amsco.com

Amsco offers a wide selection of premium vinyl windows and resin composite
windows that deliver energy efficiency, low maintenance and strength. Equipped
with the optional StyleLock system, homeowners can be confident that the per-
formance and beauty of
the Legacy Series will
continue to add value to
their homes season after
season. Circle 126 on

inquiry card.

�

>>

Vanguard Manabloc Plumbing
Manifold System
www.vanguardpipe.com
The patented Manabloc water distribution system utilizes a
central, modular manifold and PEX hot and cold piping
lines to supply each side of each plumbing fixture with its
own dedicated water line. This minimizes water tempera-
ture and pressure changes during
simultaneous operation of numerous fix-
tures. Additional benefits of a properly
designed and installed system include
faster hot water delivery, water and ener-
gy savings and fewer fittings located
behind the wall. Circle 125 on inquiry

card.

In My Own Words

�
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>>SilverStar Communities cont’d

Moen Faucets
www.moen.com
Moen’s Mannerly Powder Room Collection fea-
tures romantic Victorian styling with wide-
spread and wall-mount high arc faucets with
swiveling spouts in LifeShine Polished Nickel.
The widespread faucet features a bridge
design, while cross handles have two sets of
ceramic caps that spell “hot” and “cold” in
English and French. The collection’s signature
accessory is a whimsical “Vacant/Occupied”
sliding door sign in English and French. 
Circle 125 on inquiry card.

In My Own Words
“At SilverStar Communities, we are committed to using 90 percent-plus

efficiency, forced air units, with 5 percent or less duct leakage, based on the
blower door test. These systems contribute to our Energy Star rating and
decrease utility costs for our homeowners.”

Optima Insulation by
CertainTeed

www.certainteed.com
The Optima system of fiberglass,
blow-in insulation from CertainTeed is
designed for installation behind non-
woven Optima fabric or the equivalent
in sidewalls, cathedral ceilings, floored
attics and other closed-cavity applica-
tions. Approved for use in the Blow-
In-Blanket System, Optima provides
thermal and acoustical insulation.
Circle 127 on inquiry card.

In My Own Words
“In addition to contribut-

ing to lower utility costs for
our homeowners, Optima
Insulation also cuts down on
outside noise, making our
homes quieter. By increasing
the R-value from R-13 to R-
15 in 2 x 4 walls and from
R-19 to R-23 in 2 x 6 walls,
it reduces air movement
within the wall cavity by 68
percent. Optima Insulation
also contributes to our
Energy Star rating.”

�

�

�

In My Own Words
“We have always received great

service and support from Moen.
Combined with the reliability, dura-
bility, style and quality of their prod-
uct, this service sets them apart from
other manufacturers.”

Carrier Furnaces
www.carrier.com
The revolutionary Infinity gas furnace from
Carrier allows homeowners to control tempera-
ture, humidity, air quality, fan speed and ventila-
tion. It even detects when the air filter needs
replacing. The Infinity’s control board constant-
ly monitors the safety devices during heating
operation. If a safety device activates for any
reason, the furnace will cease operation, and a
status code alert will be displayed on the con-
trol board. Circle 128 on inquiry card.
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present

SHOW VILLAGE 2006

Products In Action
Visit us at the Builders’ Show in Orlando

G R E A T  C O M P A N I E S ,  G R E A T  P R O D U C T S ,  G R E A T  F U N

Village Sponsors:

Home Sponsors:

Room Sponsors:

SEE!
• Products from the Builders’

Show in action, in real homes
• First-time Buyer home
• Move-up home
• Luxury custom home
• All in the parking lot 

outside the IBS show

ENJOY!
• Parties
• Live entertainment    
• Refreshments

GET your Passport to Show Village 2006...
by visiting any of our sponsors’ booths, or you can stop by
Show Village and see a Reed representative. Your Passport
grants you entry to Show Village 2006, built in the parking lot
of the IBS, where you will see…

• 3 homes: first-time buyer, move-up, and custom designs
• Fabulous products in action, in their actual, live environments
• “Block parties” each evening of the show

Beam Industries • Bosch Tool Company • Dow Building Products • Home Fire Sprinkler Coalition
LG HI-MACS Solid Surfaces • Maze Nails • Siemens Energy and Automation • Whirlpool

Grace Construction Products • Hurd Windows & Doors • Icynene • Jeld-Wen Windows & Doors
Laticrete • LP Smartside • Panasonic • TAMKO

APA-The Engineered Wood Association • Armstrong • BHK Flooring • Bosch Water Heaters • Copper Development
Crown Heritage • EONE • EverGrain Composite Decking • Fortifiber Building Systems Group • GE Sealants & Adhesives

Knight Industries • Lasco • Moen • Nisus • Pittsburgh Corning • Rubbermaid • Propane Council
Taylor Building Products • Tendura • USG • Vanguard Piping Systems

WIN a Plasma Screen TV! Enter the drawing to win a FREE Plasma Screen TV or one of four IPODS.
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>> BY RHONDA JACKSON, BUILDINGPRODUCTS@REEDBUSINESS.COM
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Quiet Moments 
brought to you by Fantech Ventilating Fans

Don’t let the roar of a noisy bath fan disrupt your peace and quiet.
Protect your bath and your sanity with Fantech Ventilating Fans.

One fan remotely mounted in the attic and two small vent-light grills
provide light and ventilation in multiple areas of the bath. Powerful yet
quiet; it’s the ideal way to protect your bath from the damaging effects
of moisture, steam and odors.

For more information on Fantech
Bathroom Exhaust Kits and Vent
Light Kits, call 1-800-747-1762 or
click on www.fantech.net 1712 Northgate Blvd.

Sarasota, FL 34234 

For free information circle 107

Junckers
Junckers adds Nordic Ash Wide Board to its wide board series of flooring. The Nordic Ash col-
oring is a result of white-washing dark ash, wide board flooring. This process gives the Nordic
Ash Flooring dark brown shades in the heartwood and highlights in the light areas of the sap-
wood. The planks measure 5 inches wide and come in lengths from 6 to 10 feet. The wide
board planks have a micro-bevel edge with an ultra matte urethane finish. 
www.junckershardwood.com Circle 130 on inquiry card

Armstrong Laminate Floors
Armstrong has a new line of laminate flooring. are produced with
Armstrong’s Masterworks Technology. This technology combines
photo-realism with printing and embossing techniques for realistic
replicas of hardwood strip, weathered stone, natural stone and tradi-
tional brick. Armstrong’s new laminate floors also feature Armstrong’s
VisionGuard wear surface. VisionGuard preserves the printed visual of
the floor design from fading and wear-through. Also, the new Lock &
Fold has a straight lock and fold down installation that eliminates the
need for tapping blocks which can damage ends. The HydraCore
moisture protection makes the laminates resistant to surface spills or
moisture wicking from the subfloor making them suitable for bathroom
applications. www.armstrong.com Circle 132 on inquiry card

Mediterranea
Mediterranea introduces the Valentino Series. This
Italian-designed Tuscan travertine combines natu-
ral colors and the variegation of satin-finished
marble. This glazed porcelain is available in three
colors: Ivory Bianco, Cream Beige and
Champagne Gold. These tiles can be installed as
a flooring or wall surface and are available in 18-
X 18- inch field tiles with a matching 3- X 18- inch
surface bullnose. 
www.mediterranea-usa.com
Circle 131 on inquiry card

Product Review
FLOORING
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>> FLOORING

Product Review

DuraCeramic by Congoleum
Congoleum has added four new designs to its
DuraCeramic flooring line. The four new designs,
Cambridge Tile, Jasper Marble, Roman Elegance
and Mercer Tile replicate fired ceramic tiles, pol-
ished marble and slate for a total of 19 coloration
options. DuraCeramic Flooring is constructed
from a .160-inch limestone composite base
which makes it resistant to cracking and break-
ing. It also absorbs sound. Congoleum’s surface
glaze which is a combination of aluminum oxide
and nylon particles, provides for a realistic sur-
face texture and scratch and stain resistant prod-
uct. This flooring can be installed with or without
grout. There are 12 grout colorations. www.con-
goleum.com. Circle 134 on inquiry card

BHK
BHK introduces its latest cork flooring, Moderna Toledo. This glueless cork flooring is available in 10.5
mm and three colors: Natura, Garda and Allegro. This 100 percent cork surface layer can be installed
over most other flooring materials. The Moderna Toledo has an UV acrylic finish that provides acoustic
insulation. www.bhkuniclic.com Circle 133 on inquiry card
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CUSTOM DESIGNED, FABRICATED AND FINISHED PERFORATED AND BAR GRILLES

#200 Square Link

Perforated & Bar Grilles • Curved Grilles • Waterjet & Laser cutting • Stock Items Available
ARCHITECTURAL GRILLE 42 Second Avenue, Brooklyn, New York 11215 Phone 718.832.1200  Fax 718.832.1390  www.archgrille.com

* Phone number valid outside of New York State.

The flexibility you need.
FOR YOUR COMPLIMENTARY CATALOG CALL US AT 1.800.387.6267*

#210 School Slot #225 Majestic

For free information circle 110

>> FLOORING

Product Review

Pergo
Pergo’s new Vintage Home Traditional Strip col-
lection is designed to resemble hardwood strip
flooring. This flooring features micro-beveled
seams and narrow width planks. The planks
come in three lengths: 15.8, 32.1, 48.4 inches.
The strips are available in six colors: Lancaster
Oak, Northampton Oak, Wynwood Oak,
Bradstreet Maple, Beacon Hill Cherry and
Windham Cherry.  www.pergo.com
Circle 135 on inquiry card

Wilsonart Flooring
Wilsonart Flooring introduces The Red Label
Hand Scraped Collection. This collection is
available in five species of Native American
hardwood: Spanish Maple, Olde Oak, Hickory
Plank, Burnished Maple and Aged
Timberwood. The collection features an
embossed surface texture that mirrors real
hand-scraped flooring. The Aged Timberwood
and Burnished Maple species have a beveled
edged design that further highlights the natural
look. Installation is a tongue-and groove, glue
less process. The planks come in - 7 7/10- X
46 10/23- inches. Matching molding and stair
accessories are available. There is a lifetime
wear, stain, fade and topical moisture residen-
tial warranty. www.wilsonartflooring.com
Circle 136 on inquiry card

Outwater
Outwater’s new line of cork floors are available in a
combination of 28 colors and patterns. This  floor-
ing is installed via a tongue and groove interlock-
ing system. The planks measure 36 X 12 X 7/8
inches. This 3-ply construction is comprised of a
3.2 mm high-density cork outer-layer with a UV
cured, 3-coat matte, acrylic, scratch-resistant fin-
ish; a 6.0 mm middle-layer, high-density, fiber-
board; and a 1.8 mm base layer which serves as
an acoustical buffer and walking cushion.
Outwater’s Cork Flooring is naturally fire retardant;
and suberin, cork’s core component, is a natural
insect repellent. www.outwater.com
Circle 137 on inquiry card

1010 East 62nd Street, Los Angeles, CA 90001-1598 p: 1-800-624-5269  •  f: 1-800-624-5299

• Order Factory Direct!
• In Stock and Ready for Shipment!

For free information circle 111
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We Show You How to Delight Your Customers
             and Recognize You When You Do

How to Delight
Register now for the year's premiere event in 
customer satisfaction, the NRS Satisfaction 1TM

Leadership Conference. Learn practical solutions on 
how to delight your customers from customer 
satisfaction, leadership and industry experts and 
top builders.

NRS AwardTM and Satisfaction 1TM are trademarks of NRS Corporation. All rights reserved.

Register for the 2006 NRS Satisfaction 1 Leadership Conference 
and apply for the NRS Award presented by Professional Builder today!

2006 NRS Satisfaction 1TM Leadership Conference
May 17-19, 2006
The Phoenician

Scottsdale, Arizona
Register now at www.satisfaction1.com

Your Recognition
The NRS AwardTM presented by Professional Builder 
is the ultimate achievement for builders whose
homeowners rate them the highest in North America 
for customer satisfaction. Whether or not you win 
an award, you will receive a detailed report of 
your results. 

Call for Entries
For details and to apply, go to www.nrscorp.com

Be one of the first to register for the conference 
and the golf event and your golf will be at no cost.

For FREE information circle 112
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Travel through the 
International Builders’ Show 
with your Show Village

PASSPORT
and come home a

WINNER!

Visit Show Village for your chance 
to win a FREE High Definition 
Plasma TV or video iPod 

Once again, Professional Builder has created the ultimate 
venue for you to see manufacturers’ products at the 
2006 International Builders’ Show in Orlando, Florida —   
three actual houses, with products installed and in action!

Last year’s SHOW VILLAGE was a resounding success. Thousands of visitors attended the four-day
event, and we know that this year’s SHOW VILLAGE will be even better! And, if that weren’t enough 
of a reason to visit, you just might win a high tech souvenir to carry home!

You can’t WIN if you don’t have a PASSPORT!
To get your PASSPORT, just visit any one of the SHOW VILLAGE sponsor booths or stop by 
SHOW VILLAGE and see any Professional Builder or Reed Business Information representative. 

All builder attendees are eligible to win, one entry per attendee.
Reed Business Information reserves the right to disqualify any Passport.

COME HOME A WINNER!
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Product Showcase / Interior/Exterior Products
ADVERTISEMENT

FREE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

Wood ● Fiberglass ● Aluminum ● Polyurethane

COLUMNS BY OUTWATER

ARCHITECTURAL PRODUCTS BY OUTWATER

Call 1-888-772-1400 (Catalog Requests)
1-800-835-4400 (Sales) • Fax 1-800-835-4403

www.outwater.com

New Jersey • Arizona • Canada

For free information circle 203
For free information circle 201

For free information circle 204

• The Best Surface Protection Values.
• Two Huge Warehouses – Back Order 

Hassles Virtually Eliminated.
• On-time Delivery.
• Save Time & Money. Improve

Customer Satisfaction.

Lowest Price & SatisfactionGUARANTEED!Lowest Price & SatisfactionGUARANTEED!

Makes Surface Protection 
& Dust Control

...easy.

Protective 
Products
Protective 
Products

Call for our FREE Surface Protection Guide

1-800-789-6633
www.protectiveproducts.com

New PRO-VENTNew PRO-VENT
• Keep Dust, Dirt & Debris 

Out of Duct Work.
• Custom Imprint Available.

Call for More Info!

13200 Corporate Exhange Dr.
St. Louis, Missouri 63044-3719

(314) 874-4300 • Fax (314) 874-4339
Toll Free 1-800-FORSHAW (367-7429)

www.forshawmantels.com

For free information circle 202

Since 1964, Finlandia Sauna has been nationally 
recognized as a manufacturer of Saunas without equal. 
We design and build custom, precut, and prefabricated
rooms of any size and shape. Our pre-planning assistance 
and customer service is unmatched in the Sauna business.

Call 800-354-3342 for a free brochure or browse our web
site www.finlandiasauna.com for complete information.
Finlandia Sauna for your health!

Finlandia Sauna
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Product Showcase / Interior/Exterior Products
ADVERTISEMENT
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THE ORIGINAL
TIN CEILINGS & WALLS

•38 Designs in 2' x 2' lay-in, 2' x 4' & 2'x 8' nail-up 
•Steel, White, Chrome, Brass & Copper plate

•Stainless Steel and Solid Copper for
kitchen backsplash & cabinet inserts 
•15 Cornice styles •Pre-cut miters 

•Call for Technical Assistance 
aa-abbingdon affiliates inc.
Dept. PB, 2149 Utica Ave., Bklyn., NY 11234

(718) 258-8333 • Fax: (718) 338-2739 
www.abbingdon.com

THIRD GENERATION

For free information circle 206

www.pb.abbingdon.com

For free information circle 209

Weather Shield Rounds Out Door
Offerings

Designed for those who refuse to compromise 
on design, Weather Shield® introduces the new
aluminum-clad full radius hinged patio door.
Unlike thin roll form cladding, the heavy-duty
060" extruded aluminum cladding on the frame
and panels offers dent resistance. And the frames
may be matched to the aluminum exterior 
panels in one of 55 standard and designer 
colors. Discover more at www.weathershield.com
or call 1-800-477-6808.
Weather Shield Windows & Doors

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
.2

0
0

6
  

 h
o

u
si

n
g

zo
n

e.
c

o
m

222

For free information circle 208

US Gypsum Company
In "Five Strategies For Increasing
Performance", US Gypsum features simple
solutions to some of your most common 
construction challenges. Whether it's 
managing risk, maintaining high quality or
increasing customer satisfaction, you've got a
lot on your plate. USG can help. 
US Gypsum Company
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Make Sure 
Your Home 

Empties After 
It Rains.

Wrap your home in DELTA®-DRY and remove the threat of 

moisture damage entirely. DELTA®-DRY is an exceptional 

weather resistive barrier that dramatically lowers wall moisture 

content more then traditional weather resistive barriers. Which 

matters. Because when you keep moisture out, you keep the 

water damage away. DELTA®-DRY. You’ll live to appreciate it.

See us at the IBS Show booth # W5661.

1-888-4DELTA4 (433-5824)
www.cosella-dorken.com  
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Product Showcase / Interior/Exterior Products
ADVERTISEMENT
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Estimate Concrete & Masonry Work
This huge 672 page encyclopedia of concrete & masonry prices contains a

FREE CD-ROM with over 30,000 concrete &
masonry estimates, including brick assemblies,
concrete block, CMU, concrete on grade, elevated
slabs and more. Includes a 45-minute video tutori-
al, and FREE monthly price updates on the Web
during 2006. Even includes a program that lets you

turn your estimates into invoices and export
them into QuickBooks Pro. Only $54.00
Order on a money-back guarantee. 

1-800-829-8123
www.craftsman-book.comOnline orders use promo code pb106 and save 10%

1-800-829-8123; www.craftsman-book.com

Software Connection

Software Connection

For free information circle 213

New Shearwall from Simpson
Strong-Tie's new Steel Strong-Wall® provides
loads that are between 2 and 3 times 
higher than the original Strong-Wall.  The
unique design combining steel and wood
resists distortion of the center section - resulting
in sustained vertical load capacity.  
With just two easy-access anchor bolts and
fewer top-of-wall screws, it's the industry's 
easiest to install shearwall.  www.strongtie.com
Simpson Strong-Tie Co., Inc.

For free information circle 214

Bilco's Ultra Series Basement Door
Bilco's new Ultra Series Basement Door features
high-density polyethylene construction that never
needs painting and is impervious to the elements.
Its simulated wood texture and driftwood color
will complement the exterior of any home and the
interchangeable side panel inserts allow home-

owners to add light and/or ventilation to their basement area way.  The Ultra
Series door satisfies IRC2003 standards for emergency basement egress and
carries a 25-year manufacturer’s warranty.  For more information, call 
(203) 934-6363 or visit www.bilco.com. Bilco

For free information circle 216
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Place Your  
Ad In

Email your ad copy to:
shelley.perez@reedbusiness.com

Call Shelley Perez at 
630-288-8022

Fax: 630-288-8782
2000 Clearwater Drive
Oak Brook, IL 60523

B
uilders’M

arketP
lace

Maintenance-FreeMaintenance-Free 
Cupolas and LouversCupolas and Louvers
Maintenance-Free, stock & custom cupolas from 
New Concept Louvers are wrapped with PVC 
coated aluminum and copper. Made from the 
same materials as our custom louvers, they never 
require painting like wood products. They arrive 
in three easy to install pieces pre-cut to fit any 
roof pitch, and can be ordered in stock sizes or to 
custom specifications. Over 400 colors are 
available, as well as many different weather vanes
and accessories. 
New Concept Louvers

800-635-6448
www.NewConceptLouvers.com

For free information circle 250

COLUMNS, BALUSTRADES 
& MOULDINGS

www.MeltonClassics.com

• Fiberglass Columns     

• Poly/Marble Columns 
& Balustrades

• Synthetic Stone 
Balustrades
& Columns

• Wood Columns

• Cast Stone 
Balustrades & Details

• Polyurethane 
Balustrades,
Mouldings & Details

• GFRC Columns 
& Cornices

• GRG Columns 
& Details

Custom Quotations: 
800-963-3060

For free information circle 251

Place your ad TODAY! Contact Shelley Perez at 630-288-8022.

For free information circle 252
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THE ORIGINAL

jamsill guard™

SILL PAN 
FLASHING

Framed Opening 
for Door or Window

800-JAM-SILL
www.jamsill.com

Center section

Jamsill Guard™ is
a molded sill-pan
flashing, designed
to weatherproof the 
rough openings of 
doors and windows.

RIM-JOIST
or

SLAB

The name trusted since 1983

For free information circle 253

800-878-5788
www.noblecompany.com

ProForm Niches and Curbs
Waterproof, lightweight and 
“tile ready”.

PRO-SLOPE
Creates the slope required 
under the shower pan.

Chloraloy
Shower pan liner made
from CPE.
Guaranteed to last.

NobleSeal TS
Thin-set waterproofing for 
shower walls, drying areas, 
floors, etc.

Clamping Ring Drain
Available with either a square 
or round strainer.

NobleSeal® TS

PRO-SLOPE™

Clamping Ring Drain Positive Weep
Protector™

ProForm™

    Niche

ProForm 
Curb

Chloraloy®

Shower Pan
Liner

   create a                                shower
in less time with products from Noble Company

It’s the
gift of a 
lifetime.
Making a bequest to the 
American Heart Association 
says something special about 
you. It’s a gift of health for 
future generations – an 
unselfish act of caring.

Your gift will fund research 
and educational programs to 
fight heart attack, stroke, 
high blood pressure and 
other cardiovascular diseases. 
And bring others the joy and 
freedom of good health.

To learn more about how you 
can leave a legacy for the 
future call 1-800-AHA-USA1. 
Do it today.

This space provided as a public service.
©1992, 1997 American Heart Association 
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1.800.342.1514

balustrades

Since 1979 Heritage Building Systems’ focus
has been to provide the industry with the
finest quality, best looking pre-engineered
steel structures at the lowest possible price. 

1.800.643.5555 • heritagebuildings.com

HERITAGE
BUILDING SYSTEMS®

Established 1979

LET US SHOW YOU WHY WE’RE # 1
33’ x 45’ x 10’ - $6,985  •  51’x 104’ x 14’ - $21,867

For free information circle 257

It keeps 
more than 

memories alive.

AMERICAN HEART
ASSOCIATION

MEMORIALS & TRIBUTES

1-800-AHA-USA1
This space provided as a public service.
©1994, 1997, American Heart Association

®
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Don’ t  Forg e t  T o  A dv er t is e
Place your ad in PROFESSIONAL BUILDER
Call Shelley Perez at 630-288-8022 • Fax: 630-288-8782
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Don’ t  Forg e t  T o
Place Your Classified Ad In PROFESSIONAL BUILDER
Call Shelley Perez at 630-288-8022 • Fax: 630-288-8782

Advertise!Advertise!
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Sleep like a baby. . .Enjoy peace and quiet

You don’t have to discount homes built near noisy locations!

877.438.7843

Keep your current window supplier and still get STC values from 45 to over 55. 
Add a specially engineered high tech Soundproof Window to your existing windows of 
choice and create sound studio quiet. 

• More economical and more effective than specialty noise abatement windows that 
   cost three times as much  

• Add our windows where additional quiet is needed, even after final construction 

• Our small footprint make them “invisible” windows 

Don’t discount noisy homes, sell them for a premium with Soundproof Windows. 

Visit our website for more details, 
specifications and pictures.

Available Nationwide

www.soundproofwindows.com 

W I N D O W S

 For free information circle 260

YOUR TICKET TO
MUST-HAVE,

HARD TO FIND
INFORMATION

Visit the 
Research Store

on HousingZone.com
to purchase 

proprietary data 
you need to run 
your business:

Professional Builders' 
Annual Giants 

Reports (99-03)

Professional Builders' 
Customer Satisfaction

Survey

Professional Remodelers'
Home Remodeling

Study

Professional Builders'
Internet Usage Study

www.housingzone.com/research
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ADVERTISING MEANS BUSINESS
Place your ad TODAY!

Call Shelley Perez at 630-288-8022
E-mail: shelley.perez@reedbusiness.com

2000 Clearwater Drive • Oak Brook, IL 60523

offering exclusive 

audio content from 

HousingZone.com,

Professional Builder and

Professional Remodeler

magazines

Go to
www.HousingZone.com/hzradio
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2006 MASTER CATALOG
BY OUTWATER

Architectural Mouldings & Millwork • Columns 

& Capitals • Balustrading • Wrought Iron 

Components • Lighting • Stamped Steel & Polymer

Ceiling Tiles • Brass Tubing & Fittings • Period

& Contemporary Hardware • Kitchen & Bathroom

Accessories • Cabinetry • Cabinet & Furniture 

Components • Knobs & Pulls • Surfacing Materials

Wainscoting • Wall Coverings • Plaster Architectural

Elements • Fireplace Surrounds • Plenty of Other

Stocked Items

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)

1-800-835-4400 (Sales) • Fax 1-800-835-4403
New Jersey • Arizona • Canada

www.outwater.com

FREE 1,100+ PAGE MASTER CATALOG!
LOWEST PRICES… WIDEST SELECTION… ALL FROM STOCK!

40,000+ DECORATIVE BUILDING PRODUCTS

Have You
Saved a Life

 Today?

Your blood is 

needed now. 

Every minute of 

every day, donated 

blood saves lives. 

Accident victims, 

cancer patients—

someone's child, 

someone's parent, 

someone's friend. 

So what are you 

doing today?

Please give blood.
Call today to 

make an
 appointment.

1-800-GIVE LIFE
www.redcross.org

Together, we 
can save a life
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Keep
more than 
memories
alive with 
memorials
and tributes.

AMERICAN HEART
ASSOCIATION

MEMORIALS & TRIBUTES

1-800-AHA-USA1
This space provided as a public service.

©1994, 1997, American Heart Association

The construction industry can be full of 
headaches and holdups. This isn’t one of them. 
Custom closets are easy to design, simple to install 
and extremely profi table. We make it easy to 
join the thousands of construction professionals 
who are off ering closets to their customers. Put 
a closet like this into your next job and make 
some real money in closets.  

www.proclosets .com

877-BUY-A-PRO

The perfect tool
for making profi ts in
the closet business.

For free information circle 267

Place your ad TODAY! For further information, contact Shelley Perez at 630-288-8022.
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At Simonton Windows,® we understand how crucial quality is to builders. That’s why nearly 60 years of 

experience goes into every window and door we make. It’s also why we’ve created an entire line of windows 

and doors just to meet the specifi c needs of builders. Our ProFinish® new construction line includes Builder, 

Master and Contractor Series, each differentiated by innovative features that make streamlined installation 

possible for both speed and accuracy. Master series windows even feature a remarkable across-the-line R-50 

performance rating. In addition, ProFinish® Brickmould 300 Series windows include a homeowner-approved 

multi-tiered profi le and an integral brickmould design for easier installation. For the perfect accent, ProFinish®

Injection-molded Geometric windows are available in Circle, Oval and Octagon shapes. And our famous, code-

devouring StormBreaker Plus™ hurricane-resistant windows and doors have taken coastal regions by storm. But no 

matter which you choose, you can rest assured that each is crafted with legendary Simonton quality and delivered 

within seven days.* After all, your reputation is on the line. And so is ours. 

1-800-SIMONTON  •  www.simonton.com 

*From your supplier’s weekly cut-off date. StormBreaker Plus™ and special orders require additional time. See your supplier for complete details.

© 2005 Simonton Windows, Inc.        SWPB0106YR / SIM1930
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JELD-WEN® windows and doors with AuraLast™ wood will remain beautiful and worry-free for years. Unlike 

dip-treated wood, AuraLast wood is protected to the core to resist decay, water absorption, and termite 

infestation for 20 years. That’s added protection for any building project. To learn more about AuraLast wood 

and all our reliable windows and doors, call 1.800.877.9482 ext.1014, or go to www.jeld-wen.com/1014.

Throw everything  you know about wood out the window.

Exterior Premium Pine Door 1836AP Wood Double-Hung WindowWood Radius Casement Window
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Dip-Treated Wood

Solid pine AuraLast,™

the worry-free wood from JELD-WEN, 
is guaranteed to resist decay, 

water absorption and 
termite infestation for 20 years.

AuraLast™ Wood

A unique vacuum/pressure process provides

virtually 100 percent penetration of the protective

ingredients from the surface to the core.

Dip-treated wood is only protected on the surface.

Exterior Premium Pine Door 1863AP
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