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ADJUSTABLE HINGES.

MULTI-POINT LOCKING SYSTEM.

WHOLE HOUSE COLLECTION.
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Sure, Mother Nature is a worthy foe.

But she’s nothing when compared to

the scorn of an unhappy homeowner.

That’s why we meticulously engineer

every patio door for the ultimate in

durability, family safety, and years of

maintenance-free use. (The fact that

they look great doesn’t hurt either.)

So when you’re on the job site and

need a partner you can trust, turn 

to Peachtree. No call-backs due to

faulty product. No worries over delivery

or warranty. No problems for you or

your customers.

ADJUSTABLE HINGES.

Every patio door comes with four

hinges, versus the industry standard 

of three. And each hinge is fully

adjustable – even after installation.

MULTI-POINT LOCKING SYSTEM.

One turn of the handle. Multiple locking

points. A whole new level of security.

In sum, a system your customers will

truly appreciate.

WHOLE HOUSE COLLECTION.

Pick a patio door. Choose a window.

Select an entry door. With our whole

house collection, you’re guaranteed

beautiful products that complement

each other, as well as your home.
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With the Super ModelSM advantage,
you’ve won before your competition even starts. 
Merillat has spent years studying shopping behavior in model homes. We took that and created the Super Model.
Here we reveal the features and upgrades that make one kitchen stand out from competitive model homes. We’ve
also created merchandising materials to highlight important design features. Shoppers spend more time, interact
more and react more positively. Plus, they’re 54% more interested in buying the home. Isn’t that the point?

Visit the seen-it, done-it, studied-it kitchen experts at merillat.com
or call 1-888-444-4642.
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Get all the great-looking features of wood, with few of the maintenance headaches.

WeatherBoards siding is the finest-performing fiber cement siding on the market – for

your homebuyers’ walls and over time. 

The exclusive CertainTeed manufacturing process creates the most authentic wood

grains and a tough, moisture-resistant siding. Plus your homebuyers get the peace of mind

of an outstanding finish warranty. Get the look of a lifetime. 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

For the home of a lifetime. 
CertainTeed WeatherBoards™ FiberCement siding.

For FREE information circle 4
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Oak Collection™American Style Collection™ Rustic Collection™

An attraction that reaches

Mahogany Collection ™
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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.

®

© 2006 Therma-Tru is a Fortune Brands Company

For FREE information circle 5
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One of the tenets of human
nature is that our eyes tend to
be drawn upward. We gaze on the
highest mountains, we track birds in
flight and we distinguish familiar forms
in oddly shaped clouds. As home builders,
we know this inclination in our bones, so
we build houses with two-story entries,
put vaulted ceilings in master suites and
craft tray-ceilinged dining rooms.

In this issue of Professional Builder,
we gaze upward at the 400 largest home
builders in the country — the Giant 400.
We do this not because these companies
represent the home building industry
more clearly than tens of thousands of
other companies. No, we do this to pro-
vide a benchmark. Professional Builder
has been tracking this group for 39 years.
We have information in our vaults about
these companies that goes back to 1985.
(Vaults may be a misnomer. In truth, it is
a bunch of beige file cabinets in a storage
room next to some black cabinets.) 

While I enjoy the idea of having that
information, the real reason we track the
Giant 400 is to get a sense of what’s going
on in the industry. Senior Editor Bill Lurz
has worked on the Giant 400 story for 23
years. His article in this month’s issue
reflects not only a study of this year’s
group, but an understanding of the last
two dozen Giant 400 lists. Put that in the
context of Lurz’s 30 years working in the
home building industry, and you can get a
sense of why we are interested in follow-
ing the largest. It offers us a touchstone
on our individual businesses, provides an
insight to emerging trends and delivers a
measurement of the movements and tec-
tonic shifts of the industry.

The two biggest things I notice about
this year’s list are that the five Supernovas,
the five largest companies, are still widen-

ing the gap to the rest of the industry.
While I don’t ascribe to the notion that
they will capture a huge percent of the
industry as some analysts have suggested,
I am fascinated by their struggles to main-
tain enough revenue and earnings growth
to keep the barons of Wall Street satisfied.
That’s a hard place to live.

That’s also a very different business.
For the rest of us, the tens of thousands
who represent the meat and potatoes of
the home building industry, we can only
stare upward at those overarching oaks
and wonder what it must be like. Then,
quickly, we have to turn our heads back to
earth because even at the most simple
level — one builder, one house — there
are 70,000 items we need to keep our
eyes on to satisfy our customer, make our
payroll and earn our profit.

Home building is a hard business. It’s
good to look up every once in awhile. PB
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PERSPECTIVE
by Paul Deffenbaugh

PROFESSIONAL BUILDER’S TOP 40 WORKPLACES

Want to recruit the best in the building industry?  Let them know that your company is among the
best of the best builders for which to work. Nominations are being accepted for Professional
Builder’s Top 40 Workplaces survey. For more information, go to www.probuilder.com.
2007 BUILDER OF THE YEAR ENTRIES

Nominations for Professional Builder’s 2007 Builder of the Year will be due June 1, 2006. For more
information, go to www.probuilder.com.
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   Benchmark is the leading building industry 

management conference that brings together executive-

level production builders, custom builders, architects and 

building owners who are serious about their businesses. 

This three-day event explores innovative ideas geared 

to make companies more profi table.

Register Today!
www.ProBuilder.com/Benchmark

Patrick  Lencioni
Patrick Lencioni is the founder and 
president of The Table Group, Inc., a 
specialized management-consulting fi rm 
focused on executive team-building 
and organizational health. He has been 
described by the One-Minute Manager’s 
Ken Blanchard as “fast defi ning the next 

generation of business thinkers.” Pat’s passion for organizations 
and teams is refl ected in his writing, speaking and consulting. He 
is the author of fi ve business books, including The Five Dysfunctions 

of a Team, which was on the New York Times best-seller list. His 
new book, Silos, Politics and Turf Wars, came out in March 2006. 
Pat consults to executives and speaks to world-class organizations, 
addressing thousands of leaders. Prior to founding his fi rm, Pat 
worked for Sybase, Oracle and Bain & Company. He also served on 
the National Board of Directors for the Make-A-Wish Foundation of 
America from 2000-2003.

Keith Harrell 
Known for his energetic, innovative 
presentations, Keith Harrell is a dynamic 
life coach who specializes in changing 
behaviors through a positive attitude. 
While growing up in Seattle, he aspired 
to become a professional basketball 
player. Although he never realized that 

dream, The Wall Street Journal says, “What sets him apart . . . is 
driving ambition and an attitude that refuses to fl ag.” Through his 
company, Harrell Performance Systems and his book Attitude is 

Everything: Ten Life Changing Steps to Turning Attitude into Action, Keith 
specializes in helping companies achieve and maintain their goals. 
Harrell spent 14 years at IBM, where he was recognized as one of 
the top sales and training instructors.  He is widely regarded as 
one of the country’s best speakers.

Keynotes: Teamwork and Leadership
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Best Practices

Proactive Solutions

“Even before hurricanes caused
significant property damage ... we
were experiencing a shortage of work-
ers in the construction field,” said
Toni Jennings, Florida’s Lieutenant
Governor. 

“The continued recovery from the
last two hurricane seasons and the
continued expansion of Florida’s
booming economy depends upon hav-
ing an adequate supply of skilled trade

workers to meet the demand.  In
meeting that demand, we are also cre-
ating employment opportunities for
many Floridians whose jobs have been
affected by the hurricanes.”

“The program is open to everybody,”
says Len Tylka, president of the Florida
Home Builders Association. 

“I’ve already had several calls to me
from people that have been displaced
out of jobs or out of homes because they

lived in areas that have been hurt by the
hurricanes.”

“It is entry level training,” adds Tylka.
“There will be additional training that
will be available to these folks ... if they
decide to progress in this career.”

State universities, community col-
leges, vocational centers and the like will
provide the training. The curriculum
will be designed and developed by the
Florida Department of Education in con-
junction with the FHBA and other
industry groups in the state.  

Tylka says the labor shortage is due
in part to the fact that high school stu-
dents are not being encouraged to pur-
sue construction careers, with the mis-
perception being that these jobs don’t
pay well.

For more information about Florida
rebuilds go to www.employflorida.com
or call (866) FLA-2345.

>> FELICIA OLIVER, SENIOR EDITOR

Florida reBuilds helps involve
Katrina victims in the process
New construction training program aims to bring fresh blood 
into the industry.

>> FELICIA OLIVER, SENIOR EDITOR

Neal
Communities
sponsors My
Favorite House
Contest for
neighborhood
elementary
school

Florida reBuilds is a new training initiative aimed at allevi-
ating the shortage of construction workers in the state.
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NEAL COMMUNITIES DONATED

$1000 to a neighborhood school,
giving each of 400 students the
opportunity to depict, in the media
of their choice, an image of their
favorite house. Winners were
featured on Neal Communities’
2005 holiday cards.
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Proactive Solutions
>> BY LAURA BUTALLA, SENIOR EDITOR

New tax 
credits for 2006

Specifically for home builders,
EPACT provides tax credits up to
$2,000 for the construction of a
qualified new energy-efficient
home. The home must save 50
percent of the heating and cooling
energy compared to the 2004
I n t e r n a t i o n a l E n e r g y
Conservation Code (IECC). HUD
code manufacturers can also be
credited up to $1,000 for homes
meeting the Energy Star criteria
or saving 30 percent of their
annual heating and cooling ener-
gy consumption. To apply for
these tax credits, construction
must take place between January
1, 2006 through December 31,
2007. 

As the 2005 tax season wraps up, keep in mind next year’s new
tax credit for new homes qualifying as energy efficient. The Energy Policy Act of
2005 (EPACT), signed by President Bush in August 2005, outlines new Federal
tax credits for consumers and businesses pursuing energy efficient usage.

For more information on
energy efficiency tax breaks for
builders, visit
www.eere.energy.gov/buildings
or call 877-EERE-INF. Also check
with your local state’s energy
office for other state tax breaks.

>> WWW.PROBUILDER.COM/BESTPRACTICES

For FREE information circle 8
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Best Practices

ELLEN KNORRING, DIRECTOR OF PURCHASING

FOR STANLEY MARTIN COMPANIES, will help
management meet its goal of nearly tripling its clos-
ings by 2010 by to keeping a watchful eye on pur-
chasing processes.
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Talk about dedication. Ellen
Knorring used to play racquetball at least
four times a week. But these days, she’s
pretty busy at work. She even bought a
house right across the street from her
office. Then — bummer — three days
after her January move-in, the company
relocated.

“I tried to convince them to not move
but they wouldn’t listen to me,” she says.
She’s kidding. We think. Because the
builder she works for, Stanley Martin
Companies, moved only 1.11 miles down
the road in Reston, Va. Then again,
maybe she’s serious; this is one director
of purchasing who’s single-minded in
her pursuit. 

She’s determined to make sure her
department helps management meet its
goal of turning last year’s 352 closings
into 1,000 by 2010. To do that, she’ll
need the vigilance of a hawk to keep on
top of new Giant purchasing processes.

On Track for 2006
Knorring celebrated her third anniver-

sary with Stanley Martin in January. In
this short time, she has proven her abil-
ity to “base decisions on measurements,
as opposed to word of mouth,” says boss
Michael Schnitzer, chief operating offi-
cer. Knorring credits much of her suc-
cess to her boss, a “horizon thinker
[with] an amazing mind.” To be sure,
the COO has a mind to hold his pur-
chasing chief to three main objectives
this year:
� Reduce purchasing costs by one dollar

per square foot per quarterly period 
� Reduce contract variances to reach one

percent
� Contract all jobs 100 percent before all

sales openings
The first goal, reducing purchasing

costs, indicates “how well you negoti-
ate,” Schnitzer says. This is being
accomplished through various estimat-
ing and measurement programs. The
second goal, reducing contracting vari-
ances, speaks to “how accurate your con-
tracts are,” says the COO. This is impor-
tant to management budgets because

each percentage point translates to a
range of $2,300 to $3,500, and in recent
years, variances topped two percent.
Finally, Knorring is indeed moving to
lock in contracts before the sales trailer
opens, which satisfies the third goal as it
reinforces the second by sealing esti-
mates in concrete. How Knorring came
to embody such competence is a story
more than two decades in the making.

The Accidental Purchaser
Knorring started her career as a degreed
architect in the early 1980s. She worked
in Chicago for five years on commercial
and residential projects in the early
1980s, but found it “fairly routine and
repetitive.” So she sought work in the
architecture department of a local divi-
sion of U.S. Home. After a battery of
background checks, screenings and
interviews, she was offered a job.

“The odd thing was that in the whole
course of my interview process, and all
the paperwork and correspondence, I
said I was applying as an architect. And
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>> BY BOB SPERBER, SENIOR EDITOR

SPOTLIGHT

On-Track Mind
Purchasing chief Ellen Knorring is in single-minded pursuit to contain costs, variances and
schedules as Stanley Martin Companies turns 352 homes into 1,000 a year.

TThhee  BBrraammbblleettoonn  mmooddeell,, shown, illustrates
Stanley Martin’s purchasing initiative to
reduce complexity. Priced in the high
$600,000’s, it’s offered across a whopping
20 elevations. But while exterior, porches,
stoops, gables and corbels change, the
basic floor plan doesn’t, and there are very
few interior options.

“Controlling the number of structural
options and restricting changes to the eleva-
tion lets us streamline our contracting as
much as possible,” Knorring says. What’s
“possible” mean? She led the effort to reduce
design studio options by roughly 60 percent
and structural options by 40 to 50 percent. 

A SIMPLE PLAN

pbx0604bp_purch.qxd  3/21/2006  1:22 PM  Page 21



when they offered me a job as a pur-
chasing agent, I said, ‘what are you talk-
ing about?’” The company didn’t have
an in-house design department, but per-
sonality tests pegged her as a good
detail-minded purchasing agent. 

Knorring accepted the job and soon
found it “really satisfying to be part of
the whole process, as opposed to just
owning a little piece of a project and
never getting to see it through.” 

After 22 years in purchasing for
builders in Chicago, Las Vegas and
metro Washington, it’s evident her stay-

ing power is no accident of fate. She
doesn’t think about going back, even if
Stanley Martin does have its own in-
house design department.

After Knorring’s performance last
year, management promoted her from
regional purchasing manager of the
headquarters-based Northern Virginia
to director of that and two new divi-
sions, one in southern Maryland and
the other covering western and West
Virginia. She says the new operational
scheme helps her better manage a trade
base working on 15 to 20 neighborhood

projects at any given time because “the
D.C. metro area is sprawling [and] deal-
ing with the local contractor base from
one end of the market to the other of the
market is important.” 

As of January, her department
included one purchasing manager for
each division and a general buying
manager for commodities used across
all three divisions.  She now has the
resources to keep costs down, cut vari-
ances and get those jobs scheduled as
efficiently as possible. 

Culling the Catalog
This year’s goals were made more
attainable because last year,
Knorring’s crew reduced costs by
trimming unnecessary complexity

from the product catalog to cut costs
and free-up resources for further
improvements. 

“In the past year, we took a hard
look at what we felt the public wanted
and we were actually selling, and we
dramatically reduced the number of
options we were offering,” Knorring
says. By dramatic, she means she
slashed roughly 60 percent of the
company’s design studio options and
between 40 and 50 percent of all
structural options. She admits it was
“pretty shocking” to learn that many

options were selling at a rate between
zero and five percent of homes. “So
much time and energy were being
spent estimating and maintaining
prices on materials and labor that we
weren’t even selling!” 

Paring the catalog of those unwanted
items lifted the burden of estimating
and maintaining prices on that bulk of
items that weren’t selling. This not only
made purchasing more efficient, but
also has reduced suppliers’ efforts to
manage their accounts with the builder,
creating an avenue for lower supply
chain costs.

Michael Roman, chief financial offi-
cer, says the problem was that the prod-
uct catalog “pie just kept on getting big-
ger and bigger over the years.” His

Best Practices
>> SPOTLIGHT
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THIS VIEW OF THE MONTHLY Trade Partner Scorecard (with names removed) shows average
scores from highest to lowest performance for a portion of trades tracked. The program started a
few years ago with framing, electric, HVAC and plumbing trades, and has added approximately
10 categories since.

TToo  iimmpprroovvee  ddeecciissiioonn  mmaakkiinngg and rate
the quality of its partnerships, Stanley
Martin uses a Trade Partner Scorecard.
Site superintendents rank whether a
trade always, mostly, occasionally — or
never — performs each of 10 criteria.
These include ratings of on-time job
starts, completions, cleanliness, safety
and on-the-job attitude.

Beyond reviewing consolidated data
in-house, Stanley Martin shares the
monthly one-page scorecard report
across its trade base — they can see
each other’s scores. This gives star per-
formers deserved appreciation; gives
strivers something to shoot for and gives
laggards fair warning. Any trade scoring
below 50 percent must meeting specific
goals and deadlines to keep its business
with the builder.

Knorring uses the scorecard to
award jobs as well as troubleshoot job
readiness and completion hot spots.
Along with a complimentary job-ready
program, it can help uncover, for exam-
ple, that chronically late concrete pours,
not all the framers, are to blame for
delays on the job site. 

This year, the scorecard’s administra-
tion moved from Knorring’s purchasing
department to construction, where its
execution has been handled. She con-
tinues using it faithfully “because it, in
fact, is measuring the quality of the sub-
contractors we hire. And that’s a direct
reflection on how successful the pur-
chasing department is.”

THE TRADE PARTNER
SCORECARD 
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observation of the project is that
Knorring was “very disciplined.”

Negotiating better 
partnerships
Under Knorring, purchasing is working
creatively with partners to cut costs with-
out sacrificing high quality or product
performance. 

“We’re basically moving from one
methodology to another one in terms of
how we contract,” Knorring says. “We’re
buying jobs rather than just bidding
them.” 

If the difference sounds subtle, it’s
effective because more in-house
research on supplier prices is giving the
builder more knowledge. That knowl-
edge is supply chain power. 

In the past, the company would make
plans available to a broad trade base.
They would then collect bids, analyze the
best, negotiate and contract. It sounds
pretty normal, right? But she says the
new way of “buying a job” is different.
Purchasing researches what it’s willing
to pay, then selects a group of preferred
vendors with whom to negotiate. 

This initiative is, however, tempered
by a broader, global view of partner rela-
tionships in which all parties can win.
Details include:
� Improved trade schedules to keep

crews and supervisors at one site
instead of “ping-ponging between
jobs,” Schnitzer says. The trade savings
can then be passed along to the builder.

� Bundled jobs for the long view. While
the exact proportions vary, the overall
policy is to give the top-performing trade
in a category 60 percent of the work; the
next-best trade 25 percent and a third
trade 15 percent. This motivates partners
because it can mean the difference
between a $10,000 job and a $100,000
relationship. 

� Better unit pricing as estimators evolve
their analysis from lump-sum bids to
break out labor, materials and even
parts. For example, a sub-assembly or a
piece of a larger system can be substi-
tuted to save money for both the trade
and —  in turn — the builder without
affecting the overall system’s perform-
ance or reliability.

� All parties — builder, partner and

customer — win because the system
maintains margins while delivering an
end product with maximum value. 

Variances and Beyond
Knorring excels at measuring the trans-
actions involved in trade partnerships as
well as in-house processes to get jobs
contracted earlier and attack scheduling
variances.

Each week, purchasing meets with
other departments to review days of vari-
ance on the construction schedule.
These are predictive meetings where
slowdowns and glitches are the focus.
For example, a late lumber delivery
might be holding up a job, or a plumber
who sent out a skeleton instead of a full
crew. “These meetings give us the
opportunity to find these things out, and
to investigate and resolve them,” says
Knorring.

She’s going even further to root vari-
ances from within. By tracking when her
own department makes calls to schedule
crews, Knorring makes sure trades have
ample notice to do their own scheduling.
This effort feeds the need to have jobs 100
percent contracted before homes open for
sale in all neighborhood projects.

Purchasing shares an arsenal of
measurement tools with other opera-
tions, such as a job-ready program devel-
oped in-house that tracks trade schedul-
ing, worker and job processes. Some
builders add a second “job-complete” ele-
ment, but says another tool, the in-house
Trade Partner Scorecard, addresses this.
This tool provides regular grades on
trades for better decision-making. (See
The Trade Partner Scorecard on page 22).

Despite the complicated processes
involved, Knorring makes them sound
simple. “So much of what we are doing
is basic common sense.” 

All the details of managing a growing
slice of Stanley Martin seem to fall in
line for Knorring, from purchasing to a
larger zero-defect program and a role in
working toward a National Housing
Quality certification with the NAHB
Research Center.

She may yet find time to book more
time on the racquetball courts. But at the
moment, she’s busy serving on the
steering committee of a Regional

Quality Council of the Northern Virginia
and Maryland-National Capital building
associations. There, she’s sharing best
practices and working to standardize the
job forms trades use with builders
across the region to improve both quali-
ty and customer perceptions of the
home building industry.

Talk about dedication. PB
LOG ON To learn more, visit us online at
www.ProBuilder.com/bestpractices

>> SPOTLIGHT
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““IItt’’ss  aa  nnoo--bbrraaiinneerr,, a very basic and sim-
ple step people should take,” says
Knorring. “Do your homework!” She’s
referring to the very simple process of
asking for, and calling, references before
working with a trade. 

She follows up on these references
to see if there are an abnormal number
of missed or botched orders, product
defects or delivery problems. 

“I’ve found — and so have other
people on staff here — that when we
call references, we’ll sometimes get an
absolutely terrible review, like: ‘This is the
last company I’d hire, they don’t know
what they’re doing!’” And yet she
reports seeing other builders neglect
these few simple calls “time and time
again.”

The calls, of course, help Knorring
size-up trades to “know what they’re
capable of, know what they’ve done,
and know what their customers are say-
ing about them.” She requires trades to
provide contacts with other production
builders they’ve done business with in a
specified period, and with direct con-
tacts who “in the course of a job have
overseen the trade’s work and can com-
ment on it.”

It’s not just talk, says one manager
with a trade awaiting its first job with the
builder. “They called builders and also
manufacturers we work with to see what
kind of business we run. They wanted to
make sure we could supply the material
as needed and that we could keep up
with demand.” 

HIRING TRADES? 
DO YOUR HOMEWORK!
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When you meet the people who make MI’s windows and doors, you can feel the strength 
of the entire company. 

It’s not just our facilities that span the nation or our complete lines of vinyl, aluminum and
cellular products. It’s our team of dedicated employees. The team that has built decades’ worth 
of trust among leading builders and developers. The team that delivers swift and focused service.
The team that makes a commitment to you and sticks with it. 

At MI, we know that you’re buying more than windows and doors—you’re buying a promise.
That’s why we’re here. Behind every door. Behind every window. Seeing You Through.

National scope. Local service.
One very firm HANDSHAKE.

650 West Market Street Gratz, PA 17030 ■ 717-365-3300 ■ www.miwd.com
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>> BY SCOTT SEDAM, TRUENORTH DEVELOPMENT

Get the staff together; ask if any among
them has all the money they want. There
won’t be a single hand. Since they clear-
ly have the required motivation, you give
them the tools they need to make a nice
score — a loaded .38 special, a ski mask
and a get-away car. 

Now for the big question. They must
choose choice between two robbery tar-
gets, a 7-11 or the Bank of America.
Break them into small groups and have
them discuss their goals, the pros and
cons and make them reach a group con-
sensus on their target. This can be diffi-
cult, amusing and revealing. 

The 7-11 Strategy
The 7-11 strategy is quite compelling.
Very few convenience store robbers are
caught, on a case-by-case basis. That’s
encouraging! The bad news is that the
average take might be a couple of hun-
dred bucks. Disappointing. But you get
your Slurpee, Twinkies, beef jerky,
Marlboro’s and a little cash. Quick in-
quick out. 

When you knock off a 7-11, who
comes after you? The local guys, and not
to disparage the hometown constabu-
lary, but most of them never applied to
the FBI Academy. If you get in and out
of a 7-11 quickly and hightail it to the
next county, your chances are good. For
a couple of days you’ve got a small wad
of cash and a belly full of junk food. 

The trouble is neither satisfies for
very long. Come Monday morning, you
realize your Saturday night heist won’t
get you through the week. It’s time to

find another 7-11. Rob enough of them
and sooner or later, something goes
wrong. Either a local cop pulls in right
when you are pulling out or Lenny
behind the counter has chosen this day
to finally make a stand, and his .357
magnum trumps your .38, hands down.

The Bank Heist Strategy
Bank heists, on the other hand, fre-
quently yield $5,000 to $10,000 — with
potential for six or even seven figures.

You can figure at least the take from a
hundred 7-11’s in one job! You aren’t
going to score any beef jerky — maybe
some bad lobby coffee and stale cookies
— but do you care? You’re having dinner
tonight at Charlie Trotter’s and dropping
$500 on groceries at Kroger on the way
home. That is if you overcome the nag-
ging obstacles thrown in your way. 

Bank of America has cameras and,
unlike those at the convenience store,
these work! The bank also has alarms,

LESSONS LEARNED

Your Choice in Cost Control
The 7-11 or Bank of America?

Here is a scenario to chal-
lenge your staff and in the
process, discover some pro-
found insights on home build-
ing strategy, especially in view of
the recent slowdowns in so
many markets. 

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 0
4

.2
0

0
6

  
w

w
w

.P
r

o
B

u
il

d
er

.c
o

m

27

pbx0604bp_lessons.qxd  3/21/2006  2:36 PM  Page 27



Best Practices

marked bills and those annoying, booby-
trapped money bags with dye-bombs.
And when you rob the big bank, while
the local guys are finishing their donuts,
the Feds have already sprung into action.
Their record? I once heard on Larry King
that 80 percent are caught within 30
days. More than 95 percent within a
year. I don’t like those odds. 

Then there is all the plan-
ning you have to go through.
To take the big bank, you need
to study, plot, plan and execute
flawlessly. You also need an
accomplice or two. So now
you are a manager, which
means “people problems.” 

But there’s something
even scarier. The big banks
have a 60-year-old armed
guard named Frank, recently
retired from Acme Plant
Security, where not once in 30
years did he get to fire his gun.
So as you are running out of
the bank, Frank eyeballs your
back and for the first time in
his life gets a glimpse of the
uppermost level on Maslow’s
Hierarchy of Needs. Your sac-
rifice equals Frank’s self-actu-
alization. He smiles and pulls
the trigger.

Your Choice
Tough decision, isn’t it?
When you ask a group, most
adopt the risk-taker’s bravado
and claim they are going for
the big bucks at the bank,
even though it’s far more dif-
ficult. 

In real life, the opposite is true.
When in serious need of money, like
most criminals, we go for the short-
term, quick hit, no-brainer, easy route. Is
it any different in home building? 

Right now, many markets are slowing
down, often for the first time since the
early 1990s. The growth and volume that
has covered our sins is drying up. Builders
are concerned and rightly so. The renewed
focus on cost reduction is intense. 

So where do you find the money?
What can you cut that will show quick

results and impress the boss — or the
board? Let’s consider the targets.

Money Targets
For most builders, house costs run
between 50 percent and 60 percent of
sales. That’s a lot of money, sort of like
the Bank of America. And like the bank,

it can be hard to get. You
have to analyze, you have to
plan and you have to train
your people in methods to
find the waste, recover it and
make the changes perma-
nent. We are talking about
serious product and process
improvement

Here’s the rub: the only
way to achieve the greatest
gains is to work in an open,
high-trust and mutually ben-
eficial mode with your key
suppliers and trades. What
does that mean?

� Training everyone to
work together as a team,
analyze problems and solve
them
� Developing solid, long-
term relationships that are
based on total cost rather
than initial price
� Rethinking the tradition-
al builder methods of ham-
mering suppliers and
trades for cost reduction,
which actually inhibit the
very goals you are pursuing

Do we have to go to all that
trouble? Isn’t there some-
thing easier? Absolutely, and

it’s sitting there right in front of you. No
teamwork, no planning, hardly any
thinking required. Just fire off the memo
today and the money starts rolling in
tomorrow. It’s home building’s equiva-
lent of the 7-11 and its called overhead. 

The Overhead Line
Overhead usually averages between 5
percent and 6 percent for most builders
— about one tenth of house costs. That’s
not much money in comparison, but it’s
so easy and you get it right now. Put a
freeze on salaries, bonuses, recruiting

and hiring. Kill the trip to Six Flags and
the summer picnic and golf outing. That
Habitat project can wait until next year.
Cut the supplier/trade breakfast and
cancel all the training — especially the
training. So what if you said it was part
of your culture, part of the way you do
business? You didn’t say when.

Today, all over North America, it’s
happening. Builders are slamming their
overhead, and the impact is being wide-
ly felt. You may want to argue that some
of those cuts are appropriate and that
may be. I wouldn’t spend money recruit-
ing new staff if I am laying off people. 

Maybe, just maybe, if you were more
of a Bank of America guy than a 7-11 guy,
none of that would be necessary. There
is so much money being wasted in the
building and development process.
That’s where you should be looking first
— and hardest. Without the people,
without the training, without the suppli-
er and trade relationships, though, you’ll
never find it. 

The 7-11 strategy is little more than a
short-term, junk-food high. You have
genuine overhead issues? So deal with
them, but stop overreacting. You think
you’ve solved a problem but it’s the
proverbial gift that keeps on giving. You
demoralize your organization and inhib-
it your ability to achieve the kind of prod-
uct and process improvement that leads
you to the real money. 

Drive right on by that tempting con-
venience store and get yourself down to
the bank. Remember, it takes more than
a memo. It takes hard work and more of
what you were hired to do. Be a manager.
Be a leader. Be an executive. Remember
the words of Willie Sutton, the infamous
bank robber when asked why he robbed
banks. He replied, simply, “Cause that’s
where the money is!” PB

Scott Sedam is President of
TrueNorth Development, a nation-wide
consulting and training firm focused on
quality, process improvement and orga-
nizational development. He can be
reached at scott@truen.com.

LOG ON To find this and other articles by
Scott Sedam, visit

www.ProBuilder.com/bestpractices

>> LESSONS LEARNED
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Masonite. The Beautiful Door.®

Introducing Masonite’s new 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.

Masonite. The Beautiful Door.®

Introducing Masonite’s new 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.
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• No hidden fees
• No expiration
• No declining value 
• Volume discounts
• Online ordering

To order Sears Gift Cards, call 1-800-549-8151 
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>> BY BOB PIPER, THE TALON GROUP

As a home
builder, you
have made
great strides in
satisfying your 
customers. 
Have you put
forth the same
effort to 
develop and
satisfy your
people?

I believe this gap will become
even wider as a new trend
continues to evolve: the mid-
life change of the seasoned
manager. 

For the past few years, I’ve
witnessed the exit of many
home building managers and
executives who fired their
companies. I’m hearing simi-
lar plans from other managers
and executives who have yet to
pull the trigger. This runs the
gamut from middle managers
to senior level executives.
What’s driving this? It varies
by level.

Take, for example, a senior
manager leading a 1,000+
unit operation. He receives
bonuses running well into the
seven-digit range with a total
compensation package that
looks like it belongs to a first
round draft pick. Some may
see this as the pinnacle of his
career, while others see it as a
stepping off point. Why?

It’s the curse of more,
more, more. As in more vol-
ume, more market share,
more profit. Managers and
executives constantly listen to
refrains of “It doesn’t matter
what you did last year, we
expect 10 percent more this
year.” How long will it be
before we hear of a single divi-
s i o n c l o s i n g 5 , 0 0 0
homes/year, requiring 15,000+
lots in the pipeline?

Another new boss to get to
know, another new system to
learn, another new drumbeat
to follow.

What’s the point of all this?
You, as a home builder, have
made great strides in satisfying
your customers. Have you put
forth the same effort to develop
and satisfy the lifeblood of your
organization — your people?

Don’t get caught by sur-
prise. It’s not always about the
money or the numbers! PB

Bob Piper is the founding
Partner of the Talon Group, a
leading retained executive
search firm specializing in the
real estate development and
home building industries.

H.R. DEPT.

More Vacancies Ahead?

‘‘

I’m not referring to rental properties or
homes, but people. Most builders will tell you that
people — or lack there of — are their greatest chal-
lenge to growth. The need for qualified people at all
levels is far greater than the supply. Nothing indi-
cates the situation will improve anytime soon. 
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LOG ON To learn more about
these issues, visit us at

www.ProBuilder.com/
bestpractices

The pressure to continually
deliver the goods can be drain-
ing and less than satisfying.

The senior manager is
usually well connected, has
gained the trust of developers
and is set financially
and well prepared to
start his own company.
It’s not uncommon to see
start-ups like this go from 50
closings the first year to 300
or more by year five.

Going down the chain of
command, we find the manag-
er running a core department
(construction, sales, purchas-
ing). He typically has 10-20
years progressive experience;
reasonable job security; and is
well paid with attractive year-
end bonuses and benefits.
What motivates this person to
strike out on his own?

Limited advancement in
his current company. Let’s
face it, most division presi-
dent openings tend to be filled
with candidates with division
president experience. There
are few exceptions. When was
the last time you heard of a
vice president of sales or vice
president of construction
being promoted to division
president? 

Another reason a manager
might go out on his own may
be that the company is going
through another reorganiza-
tion. 
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Problem: Wood is putty in Mother Nature’s Hands.

Solution: Think beyond wood.

QUALITY BEYOND WOOD LIFE BEYOND WOOD BEAUTY BEYOND WOOD RESULTS BEYOND WOOD

In your hands, the wood trim you installed was fresh, new and beautiful – a material you could turn into something the 
customer loved. Then time passed and Mother Nature got her hands on it. And the result was the kind of “weathered 
look” you see in your worst nightmares. Making the nightmare real was the customer on the phone, demanding that 
you remove, replace and make new the sagging, rotting substance that started out as wood. All with you footing the 
bill. The answer? Stop thinking the only answer is wood. And start thinking beyond it. Thanks to the pioneers at Kleer 
Lumber, you can. Kleer trim is engineered to handle like wood, but has superior performance benefi ts. Like our custom-
ers, we believe Kleer is “best-in-class” – so much so we offer a lifetime warranty. What this means for you is whether 
you cut Kleer, nail it, paint it or mill it – you can do everything you’d ever do with wood, except, of course, replace it.

Learn more about Kleer Lumber at http://www.kleerlumber.com/probuilder.

TOLL FREE: 866-KLEER70WWW.KLEERLUMBER.COM

For FREE information circle 16
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>> BY PAUL CARDIS,,NRS CORP.

Unfortunately,
few businesses
take the
process of
apologizing
seriously —
even though
it’s the easiest
way to deal
with irate cus-
tomers and
gain advantage
over the 
competition.

We have found that, on aver-
age, 7.5 percent of a builder’s
customers had made a nega-
tive referral about their
builder to others. Even the
NRS award winners, which
represent the industry’s best
in customer satisfaction, had
an average of 0.8 percent of
their customers making a
negative referral about their
builder. These customers —
who have the capability to
drive away business — repre-
sent the toughest clients we
have to deal with in the home
building industry.

Some would argue there is
only so much we can do to
appease customers and that
there will always be some dis-
gruntled homebuyers who
will never be satisfied. Our
team has found there is rea-
son to hope with these cus-
tomers, but it requires a
sophisticated approach to cus-
tomer service. This approach
employs what we call a
Builder SWAT Team, which is
critical to protecting your
organization from a public
relations nightmare.

J.D. Power and Associates
recommends builders focus
on those customers who are
easily satisfied and ignore

those who are difficult to
please. Our researchers have
found this to be problematic
and dangerous for builders.
We agree that builders should
focus their attention on the
areas of greatest opportunity,
but builders must also have a
process for dealing with those
moderately to severely dissat-
isfied customers who can cre-
ate a public relations disaster
in any given market. This is
where a Builder SWAT Team
is essential to maintaining
good customer relations and a
reputable public image.

Building Your SWAT
Team
We recommend every builder
have a SWAT team — a  crew
ready to go into action when a
potentially hostile customer
emerges on the radar.  What is
SWAT? Special Weapons And
Tactics.  As most people know,
SWAT is a  division in many
police departments assigned
to handle difficult and danger-
ous situations. It is made up
of regular police officers who
go through rigorous training
to learn special tactics for han-
dling extreme situations. With
that said, every builder should
have in place a SWAT team to

effectively deal with hostile
customers.

Now, please leave the
weapons at home; this is a
non-violent approach. What
I’m describing here is a spe-
cially trained group of employ-
ees that is called into action
when a hostile customer is
identified. The team works to
resolve disputes through
informal arbitration with the
buyer. 

There are four key compo-
nents to a Builder SWAT
Team:
� IIddeennttiiffyyiinngg PPootteennttiiaall  HHoossttiillee

CCuussttoommeerrss is best accom-
plished by having in place an
active CRM (customer rela-
tionship management) and
CSM (customer satisfaction

CUSTOMER SATISFACTION

Builder SWAT Team
Building a SWAT team is your best defense against hostile customers.

‘‘

Sooner or later, every business encounters
customers that are dissatisfied, even when
they’ve received the best service and products avail-
able. Sometimes their anger is justified; other
times it stems from unrealistic expectations. Either
way, these potentially hostile homebuyers can pres-
ent serious problems for home builders.
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measurement) programs. The CRM
Program serves the purpose of man-
aging work flow and documenting the
history of the buyer in the process. It is
during any of the CRM touchpoints
that a buyer may be identified as being
difficult and requiring intervention.
Another way to identify customers is
through your customer satisfaction
survey program. As surveys come in,
your team must be focused to flag low
scores and read the comments of buy-
ers to determine if there is a potential-
ly hostile situation. Through examin-
ing your data and combining it with
your knowledge of the customer’s
experience, a determination can be
made as to the status of the customer.

� CCoommppoossiittiioonn  ooff  tthhee  BBuuiillddeerr  SSWWAATT
tteeaamm  mmeemmbbeerrss  includes a project
superintendent/builder, warranty rep-
resentative and executive from the
main office who are authorized to
make warranty repair decisions. The
key is to assemble a team that shows
the homebuyer that you are taking that
matter seriously. Also, by having top-
level personnel involved, the SWAT
team will be able to offer solutions and
quickly resolve matters without the
need to get approval from others in the
company.

� AAccttiioonnss  ttaakkeenn  bbyy  tthhee  BBuuiillddeerr  SSWWAATT
tteeaamm should be well documented.
Ideally, the team should meet with the
homebuyer at the house, which might
require evening or weekend appoint-
ments. Start by going through each
area of concern and determining if
there is an appropriate fix. It often
helps if SWAT team members can put
themselves in the place of the home-
owners and ask, “What would I expect
the home builder to do if this were my
house?”

� RReessoolluuttiioonn  aanndd  ffoollllooww  uupp must be
immediate. The SWAT team should
track all issues and action plans to make
sure they are completed in a timely
fashion. Inoculate homebuyers against
further dissatisfaction by alerting them
to any delays they can expect with cer-
tain repairs or remedies. Finally, pres-
ent the homebuyers with a service
recovery gift that reminds them how
much you appreciate their business and

how important you view the homebuy-
er/builder relationship.

Once the SWAT team has done its
job, the homebuyer can be placed back
into the builder’s regular CRM program.
In an ideal world, you would never have
to assemble your SWAT team. But
knowing that the team is prepared to
spring into action if needed is one of the
most valuable insurance policies you
can have. PB

Paul Cardis is CEO of NRS
Corporation, a leading research and con-
sulting firm specializing in customer
satisfaction for the home building
industry.  He can be reached at pac-
ardis@nrscorp.com.

LOG ON To learn more about customer sat-
isfaction, visit us online at

www.ProBuilder.com/bestpractices

>> CUSTOMER SATISFACTION
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TThhee  ffoolllloowwiinngg  iiss  aa  ttrruuee  ssttoorryy
that illustrates the problems
that can arise if you only pay
attention to your most satis-
fied customers. I hope you can
learn from this builder’s mistake and
protect your organization. (The builder I
am describing will remain anonymous and
some of the details have been changed to
protect client confidentiality.)

A client came to us with some homebuyer satisfaction issues. We engaged in a series
of survey touch points to have a continual gauge on the builder’s performance in cus-
tomer satisfaction. After receiving some results, the client told us about an incident that
had prompted him to sign on with us. 

He described a situation where a customer had a problem with a major mechanical in
his new home. This issue was exacerbated by the fact the customer attempted to repair
the original problem, causing further damage with the product. The homebuyer had con-
tacted the builder and demanded in a threatening tone that the builder fix the problem.
Needless to say, this was a tough customer from the beginning.

The builder examined the equipment and correctly determined that the failure was due
to the buyer’s intervention, causing a violation in the warranty. The builder had two
options: fix the problem despite the voided warranty or reject the buyer requests and
move on. The builder chose to move on and reject the buyer’s request.

As you can imagine, the buyer became quite upset devised a way to seek revenge on
the home builder. To publicize his dissatisfaction, the homebuyer filled his pickup truck
with 10,000 lemons and dumped them all over his front yard, where he left them to rot.
He then posted signs in his yard, calling his house a lemon, and contacted the local
media, which responded in droves to his house.

His story was on the local TV news describing the failure of this builder to do its job.
The PR damage to the company was significant. In fact, it cost the company many times
the value of the disgruntled buyer’s entire house.

As outrageous as this story is, there are worse stories of builders who were destroyed
by poor public perception due to a PR disaster. 

Anyone remember Sundance Homes out of Chicago?  In this case the community
was incited by a faction of disgruntled customers to petition city hall to prohibit the builder
from receiving permits. Within two years, the company was sold to a public builder for the
land positions and the home building side was completely dismantled.  

The moral of the story? Builders who ignore their most unhappy customers might find
themselves without any customers at all.

A SOUR EXPERIENCE
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T H E  P O W E R  O F  Y E L L O W.SM

Fewer hassles, more quality time. Pella representatives are some of the most highly trained and knowledgeable in the 

industry. You can depend on your Pella rep for valuable expertise every step of your project. We even provide service 

to your buyer after the sale. Learn more about other ways The Power Of YellowSM can make your job a day at the beach. 

866-209-4216  www.pella.com/pro

© 2006 Pella Corporation
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Highest quality. Most used. Most recognized. The fact is, no matter the category, 
builders put Cultured Stone® on top. So if you think all manufactured stone is pretty 
much the same, you’re in a distinct minority.

 The Preferred Name In Stone
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More builders prefer 
Cultured Stone. ®†

No hype. Just fact. 
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Best Practices
>> BY JOHN RYMER, NEW HOME KNOWLEDGE

NEW HOME KNOWLEDGE

Cancelled Customers
Frank Morro
Large builder in Florida
Annual sales - $18,000,000; 36 units  

II  tthhiinnkk  wwhhaatt  sseettss  mmee  aappaarrtt  aass  aa  nneeww  hhoommee  ssaalleess  pprrooffeessssiioonnaall is to be empathetic with a customer who
has cancelled. Let’s face it, this is not an ideal situation for either the customer or the sales agent, but it
happens. If you can listen to the homeowner, understand why it has happen, and let them know that you
are important to them, then you can maintain an ongoing relationship with them in the months after the
cancellation. I send my cancelled customers e-mails, cards, letters and pick up the phone and let them
know what has happened in the community since they cancelled. More often than you think, their situa-
tion will change and you want them to know they are welcome to come back and become a buyer again
in your community.

Stephanie Conley
Large Builder in California 
Annual sales - $20,000,000; 65 units 

CCaanncceelllleedd  ccuussttoommeerrss  aarree  aa  wwoonnddeerrffuull  ooppppoorrttuunniittyy  ffoorr  ffuuttuurree  ssaalleess.. Let’s face it, you have invested a lot of
time getting to know them. You know their needs, you know their priorities. But you may not know why
they cancelled. It is often a very personal situation; an illness, the loss of a job, you don’t always know.
They often continue to want the home they have selected in your community. 

I keep a log book of cancelled customers for purposes of follow-up. I spend a few minutes each
month to catch up with them, keep that personal touch, let them know we’d still like to have them as a
customer. When you do get a customer that is ready to come back to your community, it tends to be a
really easy sale and you end up with a really happy customer because they know you went the extra mile
to make them a homeowner. 

Nancy Quinn 
Medium-sized builder in Georgia 
Annual sales - $14,000,000; 46 units 

IItt  iiss  ppaarrtt  ooff  tthhee  bbuussiinneessss,, one in five buyers will fall out before closing. The responsibility for the sales
associate is to maintain a relationship with the customer in the months following the cancellation.  It is
important to realize that even if the cancelled customer never buys a home from you, they are an ideal
candidate for referrals. Often they feel bad that they put the sales agent through all the hassle for no
commission and are happy to see if they can help you in other ways. 

I actually had a customer that cancelled twice. Both times, he could not make a decision and felt the
timing was not right. Not only did he purchase and close on a new home in my new community this year,
but he has also referred several customers to me who have also bought homes. I feel he did this
because I continued to let him know that when the timing was right for him, we’d be happy to make him
a homebuyer.  It all about going the extra mile.

LOG ON For this and other
topics related to new home

sales, visit us online at
www.ProBuilder.com/
bestpractices

John Rymer:
Nationally about 1 in 5
customers will cancel their
home sale before closing. While
that’s not an enjoyable situation
for either the customer or the
new home sales professional,
what should you do about a
cancelled customer; simply
move on or should you maintain
an ongoing relationship?
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Basement
slab

“The site was awash in PROBLEMS.

E/One gave us the sewering SOLUTION.” 
To fully develop The Ponds golf course development, the challenge was 

achieving maximum density in a high groundwater, wetland setting. 

Developer David Schulte and Land Engineer Curtis Sparks turned to E/One’s 

proven low pressure sewer technology. We delivered a low-cost, easy 

maintenance, closed system that eliminated infiltration and inflow and 

protected the adjacent wetlands – as well as the budget.

With low impact, small diameter piping just 

below frostline, installation was acheived 

in an environmentally sensitive manner and 

costs were minimized.

The bottom line: E/One delivered lower installation costs, 

lower environmental impact, and the ability to create 

a high-density development in a sensitive area. 

PROBLEMS ONSITE? ASK E/ONE.

FREE Offer! Send us the topo map for your 

next project and we’ll show you how to save 

money and increase the viability of the project 

with an E/One system.

DATEDATE

JOB NO.JOB NO.

DEVELOPMENTDEVELOPMENT
The Ponds, Oak Grove, MNThe Ponds, Oak Grove, MN

Developer David Schulte, Preferred Service RealtyDeveloper David Schulte, Preferred Service Realty

Engineer Curtis Sparks, North American Wetland EngineeringEngineer Curtis Sparks, North American Wetland Engineering

Objective High density in a high water table settingObjective High density in a high water table setting

Call, or visit us online: 
Environment One Corporation, 518-346-6161 Ext. 3028, www.eone.com
A Precision Castparts company 
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Zero preventive
maintenance, 10-year mean 
time between service calls

Cost of system assumed 
by homeowners

Small diameter 
piping runs just 
below frostline 
with less expense 
and disruption 

Completely sealed 
system eliminates the 
possibility of I&I

–Curtis Sparks

In-slab installation 
offers easy, 
year-round access
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“We’re expecting to see multifamily starts a little slower in 2006
than in 2005, but there are a couple of conflicting trends going on,
Michael Carliner, NAHB economist says. First, there’s too much condo
supply that in the short term will be difficult to for the market to
absorb. In just a few years, the number of properties sold to condo
conversion specialists ballooned roughly tenfold to nearly 200,000 in
2005. Second, rental-housing production fell for two years running
despite an overall rise in multifamily starts last year.

Carliner sees a “direct connection” between these events because
condo developers bid-up land prices too high to justify rental devel-
opments. 

Last year brought record sales of apartment buildings, but low
rental vacancies and low supply could drive rental prices up and bring
developers back to reap higher profits. Until supply rebounds, the
same dynamics along with low unemployment may stimulate sales of
all forms of ownership housing to offset single-family sector concerns.

“There’s plenty of room for the rental and the ownership market to
both increase,” Mark Obrinsky, chief economist for the National Multi
Housing Council, says. Over the next 10 to 15 years, he sees echo
boomers driving more “steady state” growth than their baby boomer
parents who continue to cause broad changes as they move through
the “demographic python.” 

THIS CHART ILLUSTRATES the breakdown between for-sale
and for-rent multifamily starts and completion. Starting in
2002, the gap between starts and completions widened nearly
tenfold. 

Attached housing has long been
the target of construction defect law-
suits. But detached housing communi-
ties nationwide have become increasing-
ly embattled by construction litigation.
According to data collected by NERA, an
economic consulting firm, in Colorado
alone the annual number of lawsuits
increased by approximately 10 percent
for the three-year period starting in
2000.  

This string of lawsuits has led to ris-
ing, limited or, in some cases, unobtain-
able liability insurance for builders. As a
result, builders face higher costs and
consequentially a higher price tag for
home buyers. According to the NAHB,

>> RHONDA JACKSON, STAFF EDITOR

To Repair or not to Repair?
Notice and Opportunity to Repair Laws

39

Emerging Issues

Proactive Solutions
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>> BOB SPERBER, SENIOR EDITOR

RENTAL SET TO REBOUND

continued

TWENTY-SIX

STATES have
adopted NOR laws
with 10 states
pending for 2006.    

SSttaatteess  wwiitthh  NNOORR  llaawwss

SSttaatteess  ccoonnssiiddeerriinngg  
NNOORR  lleeggiissllaattiioonn  iinn
22000066
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Emerging Issues

in 2004, home builder liability was calculated to costs between
$2,700- $15,000 per housing unit. NAHB estimates that for
for every $1,000 price increase, 260,000 households are
being priced out of the market.

Staying Out of the Courthouse 
To stop the litigious wildfire, the NAHB is spearheading a
national campaign to pass and or enhance existing Notice of
Opportunity to Repair (NOR) laws in every state. NOR laws are
aimed at giving builders the opportunity to repair or resolve
legitimate home owner construction issues without going to
court. 

Strategic Alliances
The NAHB, in collaboration with NAHB’s High-Production
Home Builders Council and state and local home builders
associations, has created The Civil Justice Reform Initiative
(the Initiative). The Initiative supports the lobbying activities
and judicial educational programs that provide the impetus for
the acceptance of NOR legislation. 

Additionally, in 2002 the NAHB collaborated with the
American Legislative Exchange Council (ALEC) to devise a
model for NOR legislation. This model legislation has been
successful in paving the way for adoption of NOR laws.

Too Early to Weigh In? 
So far, the NAHB has succeeded in advancing the adoption of
new NOR legislation in 21 states and the acceptance of
enhanced NOR legislation in six other states.

It is too early to measure the national impact of NOR laws’
on the home building industry, but preliminary findings back
the premise that NOR laws can decrease the number of cases
going to court.

To Repair or not to Repair? continued

THE NOTICE AND OPPORTUNITY TO REPAIR is a four-part process
that gives the home owner and the builder 90 days to resolve purported
construction defect disputes before going to court. 

Proactive Solutions
>> WWW.PROBUILDER.COM/EMERGINGISSUES

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 20
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Superior
insulating value 

through Cardinal 
Insulated Glass

Frame corners 
contain 21 grams 

of silicone for 
weather-tight 

joints

7 standard colors 
serve to complement 

a vast color palette

Double sealed 
sash for extra 

weather-tight fi t

Available 
in Pine and 
Natural Alder 
wood interiors

Durable maintenance-free 
extruded aluminum cladding

GO AHEAD – SCRUTINIZE.

Windsor’s vast product line offers the fi nest quality in components, construc-

tion and operation. Add our meticulous service and the value of Windsor 

becomes perfectly clear. 

So go ahead and scrutinize. Windsor Windows & Doors will stand up to the 

toughest inspection. And the most demanding use. Year after year.

Windsor Windows & Doors – only available from select distributors.

1.800.218.6186 | www.windsorwindows.com

QUALITY   PRODUCT SELECTION   SERVICE   VALUE  

ProBuilderMar06.indd   1 2/2/06   4:05:02 PM
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Emerging Issues

Economic Outlook

The answer depends on the characteris-
tics of your local market. On the nation-
al level, most economists point to the
buoyancy of forces that drive housing
demand as indicators this sales slump
may be more a price-correction hiccup. (A
price correction keeps home shoppers
from buying until they feel confident they
know a fair price when they see one.)

How bad will it get where you are?
Ask this question: What percentage of
home sales in your market have been to
investors more interested in flipping
than moving in?

David Berson, the chief economist at
Fannie Mae, sees a ton of statistics cross
his desk in Washington, D.C. He says he,
and most other analysts, underestimated
the impact of investors on housing pro-
duction over the past two years. That’s
one reason so many missed low with
market forecasts. “Investor buying rose
to unsustainable, record levels,” he says.
“We peg the 2005 investor component at
12 percent of purchase originations.”

In hot markets like Sarasota and
Naples, Fla., where house prices escalat-
ed 30 percent or more each of the last

two years, the investor component prob-
ably ran closer to 20 percent. But that
began to change last fall, and now hous-
ing investors are hard to find in
Southwest Florida. 

“There’s potential for significant
declines in home building in those mar-
kets where investor demand and prices
have gone up most, especially in the
absence of a lot of permanent in-migra-
tion,” Berson says. “But you may see
continuing strength in markets where
prices are not as high or where the price
increases are pushed by people moving
there to take jobs, like Orlando as
opposed to Naples.

“The national economy in the first
half of this year will grow at an above-
trend pace,” he says. “Unemployment is
down. Mortgage rates are still low.
They’re moving up, but not rapidly. Lots

>> BY BILL LURZ, SENIOR EDITOR, BUSINESS

In many red-hot housing markets, home sales began to
slump last fall. It had to happen eventually. The pace of sales —
and price escalations — was unsustainably high in many areas of
the United States. But now, nervous builders across the country are
asking: How long will this slowdown last? How bad will it get?
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>> HOUSING MARKETS

Investors’ Retreat 
Clouds Housing’s Future
Overheated markets are
slowing fast as investors flee,
but underlying strength of the 
national economy hints buyers
may not stay away long.
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Emerging Issues

of households are being formed. And
the age structure of the population is
still positive for single-family home
demand. All these things prop up the
market,” Berson reasons, “even as the
decline in investment buying takes
demand away.”

Berson says no one should be sur-
prised sales have slowed. He predicts an
eight percent decline in home sales for
2006. “We really don’t know yet how
severe this market correction will be, but
the sales pace we saw in the third quar-
ter of last year, when we had record
monthly and quarterly totals, was not
sustainable. 

“There’s a conflict now between the
reduction in housing demand caused by
investors leaving the market and the
underlying strength of traditional
demand drivers.

“On both coasts, affordability has fall-
en sharply in some high-priced mar-
kets,” Berson says, “so underlying
demand may be less there than in the
middle of the country, where prices are
lower and have not gone up as fast.” The
most overheated markets were concen-
trated in Florida, Southern California,
Las Vegas, and — to some extent —
Arizona, Berson reports.

The Fannie Mae maven is concerned
about the trend of new housing invento-

ries, but even there, he finds a silver lin-
ing. “The total inventory of new homes
for sale set a record in January this year,
against data going back to 1963. It’s
never been higher in more than 40
years. But there are three components to
total inventory: (1) houses completed, (2)
houses under construction and (3) hous-
es sold, but not yet started.

“If the current inventory were mostly
houses completed, we’d be in real trou-
ble,” Berson says, “but fortunately,
builders have not been doing a lot of
purely spec houses. 

“The number of completed, but
unsold houses is high, but nowhere near
a record. The total inventory of houses
for sale at the end of January was
536,000 units, but completed houses

represented only 118,000 of that total.
By contrast, houses under construction
but not yet sold stood at 312,000 units.
And those sold and permitted, but not
started, totaled 107,000.”

However, the current situation has
similarities to conditions in the early
1990s, Berson warns. “We had another
big increase then in investor buying,” he
says. “Actually less then than now. But
the weakness in that housing economy
was not just caused by investors pulling
out of the market. 

“We had a national recession in
1990 and 1991. We don’t have a nation-
al recession now. That’s not to say we
won’t have one, but it won’t be this
year,” he says. “If it happens, it will be
next year.”

BEWARE FAR-OUT SITES
WHENEVER A LOCAL HOUSING MARKET CONTRACTS figuratively, it also contracts liter-

ally. If new home communities are farther out than buyers are willing to venture, then the far-
thest often feels the pain most. That’s what California-based management consultant (and
GIANTS columnist) John Burns says may be happening today: too many projects already
under construction, far out in the boonies.

“Since land far from job centers is cheaper and more plentiful, most of today’s new home
communities are on the fringes of markets,” Burns says. “Those outlying areas are now dan-
ger zones. At some point, those projects have to resort to discounting and incentives to lure
buyers.”

Burns cites Tampa, Fla., and Washington, D.C., as examples. “There’s going to be exces-
sive competition in those areas,” he says, “and some builders will get hurt.”
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Economic Outlook
>> WWW.PROBUILDER.COM/EMERGINGISSUES

SHARE OF CONVENTIONAL MORTGAGES REPRESENTED BY ADMITTED INVESTORS AND 2ND HOME BUYERS (many of whom may also have
been investors) ballooned above 20 percent last fall (left), driving home prices to unsustainable levels (right), well above disposable income. Now that
investors are gone from many previously overheated markets, the question remains: will a price correction bring buyers back within months, or are we
in for a year-long slump in housing sales?
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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
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At Simonton Windows,® we understand how crucial quality is to builders. That’s why 60 years of experi-

ence 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 specific 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 profile 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.

SWPB0406GS               SIM1733A
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call for nominations
For 40 years, Professional Builder has
selected a home builder who has shown
the rest of the industry a better way...

We want your input. 

Tell us which home building firm you think merits 
a closer look for this singular award. 

Evaluate your nominee by the following criteria:
Are they ...
• excellent in all aspects of home building? 
• innovative in areas of operations including: design, 

management, building practices, marketing, community 
relations, customer satisfaction, productivity and profitability?

• highly reputable in the market(s) they serve?
• employing the brightest and best personnel, and do they 

retain these associates?

And...
• If this is the right company to be Builder of the Year, 

why is this the right year?

With your written nomination, please send 
on your letterhead:

1) answers to the above
2) the complete address for the company you are nominating
3) your name, title and contact information

Send 
Nominations to:

Builder of the Year • Attn: Paul Deffenbaugh • 2000 Clearwater Drive • Oak Brook, IL 60523
E-mail nominations: paul.deffenbaugh@reedbusiness.com (subject line: Builder of the Year)

NOMINATIONS DUE 6/1/06

Questions: 
630-288-8190
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>> BY BILL LURZ, SENIOR EDITOR, BUSINESS

49

BIGGEST GET BIGGER. 400 Giants are gaining market share against non-Giants slowly—adding 4.5 percentage points so far this decade, to 36
percent of housing completions in 2005. But housing industry consolidation is really concentrated at the very top of the rankings. Note that the
Supernovas (top five builders) still eclipse Masters of the Universe in completions, even though the Masters now include 26 builders, compared to 20
in past calculations. (Six builders passed the $1 billion revenue mark in 2005, the new barrier for entry into Masters.) pr

o
fe

ss
io

n
al

  
b

u
il

d
er

  
 0

4
.2

0
0

6
  

 w
w

w
.P

r
o

B
u

il
d

er
.c

o
m

Professional Builder’s 39
th

Annual Report of Housing’s Giants is, as always, a snapshot
showing where the largest production builders stand at the end of the previous year. Four months into
2006, we have the perspective to now see 2005 as a bellwether year for housing’s big boys by any
measure. But we also see that 2006 is different. The big question is, how much?

Out?
Topping

Or 
Just a Pause?>> After 13 years of unrestrained growth, the fun
may be ending for Giant builders... 
Then again, maybe not.
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PROFESSIONAL BUILDER GIANT 400

GIANT 400’S SHARE of total housing market has risen steadily for a
decade, but smaller builders still account for 64 percent of completions.
Most consolidation happens inside Giant 400, when the largest
companies acquire smaller Giants. Such deals are now harder to find.
Public Giants may find pace of growth of the past decade hard to
sustain.

TOTAL REVENUES of the Giant 400 grew to $196.5 billion in 2005, up
from $159.8 billion in 2004. More significantly, the Supernovas now
account for nearly a third of that total, so those five public companies
are closing on the revenue share of the Masters of the Universe, which
includes 26 companies. The public Supernovas face a challenge in 2006
to meet Wall Street’s expectations of sustained double-digit growth in
revenues and profits as U.S. housing markets show signs of flattening.  

10-YEAR SHARE OF MARKET
TToottaall  UU..SS..
HHoouussiinngg PPBB  GGiiaannttss GGiiaanntt  440000

YYeeaarr CCoommpplleettiioonnss** TToottaall  CClloossiinnggss SShhaarree  ooff  UU..SS..  TToottaall

2005 1,930,500 695,852 36.0%
2004 1,841,900 642,503 34.9%
2003 1,678,000 582,249 34.7%
2002 1,649,100 530,734 32.2%
2001 1,570,400 512,217 32.6%
2000 1,574,000 496,150 31.5%
1999 1,604,000 462,106 28.8%
1998 1,474,000 413,939 28.1%
1997 1,400,000 346,529 24.8%
1996 1,413,000 321,490 22.8%
1995 1,313,000 275,075 21.0%

*U.S. Department of Commerce
Note: 2005 completions are revised/1995-1998 Gov't. figures are rounded
Source: Professional Builder, 2006

Will 2005 turn out to be the peak of the Roaring
2000s, and maybe even the pinnacle of indus-
try consolidation, or just a plateau on the way to
‘07 or ‘08? Over the next 10 pages, we’ll show
you how the industry — and the 400 builders
that dominate it — changed in 2005, then tell
you where we think 2006 is heading.

Big Is Better
For a hint at the scope of recent housing con-

solidation, take a look at the table comparing
Giant 400 closings to total U.S. housing com-
pletions over the last 10 years (below). In 2005,
U.S. Commerce data shows completions hit
1.93 million, the highest level since 1973 (when
baby boomer entry into housing ownership led
to 2.1 million completions.) And the Giant 400
closed 36 percent of that total, up from 21 per-
cent a decade ago. And here’s a shocker: in
1995, all 400 Giants closed 275,075 homes.
This past year, the top 10 builders alone closed
288,435. While profitability unquestionably
matters more, bigness obviously does have its
merits.

In 2002, PB began separating the Giant 400
into four revenue groups, along lines of demar-
cation in the way the builders in each group
conduct business. It’s clear to us that the small-
est Giants — Strivers — are much closer in
operational methods to non-Giants than to the
public behemoths at the top of the rankings.
Last year, we added a fifth category—
Supernovas — because we now see the five

largest Giants separating themselves from even
the Masters of the Universe below them. This
year, we’ve made a more subtle change in the
groups, establishing revenue thresholds for
each, rather than the somewhat arbitrary divi-
sions of previous years.

Henceforth, the boundary between the
Masters and the Rich & Famous will be $1 bil-
lion in revenue. To make it into the Rich &
Famous, a builder will now need to hit $200
million in revenue. And the barrier between
Achievers and Strivers will fall at $75 million,
where we see significant changes in levels of
management, number of communities, and
(often) multi-market operations.

The
Breakdown
SUPERNOVAS
Giants #1-5

MASTERS OF THE
UNIVERSE
Giants #6-31

RICH AND FAMOUS
Giants #32-135

ACHIEVERS
Giants #136-282

STRIVERS
Giants #283-400

Challenges &
Opportunities

These quotes are chosen from respondents’
answers to questions in the PB Giant 400 Survey.
Builders are identified only by category.

RICH & FAMOUS CHALLENGES: "Materials and
labor shortages, attracting and retaining a com-
petent labor force, expecting interest rates to
rise."

RICH & FAMOUS OPPORTUNITIES: "Continuing
to grow, breaking ground on first bachelor hous-
ing project."
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Partner with Comcast and experience true collaboration.

Digital Cable     •     High-Defi nition TV     •     ON DEMAND     •     DVR     •     High-Speed Internet     •     Digital Voice

With everything you have to manage as a builder, it’s great to have a partner like Comcast. Comcast has the communication 

products that home buyers want most. And as the leading cable TV and high-speed Internet provider, we will work with 

you to develop the strategies that best meet your needs. So if you’re looking for a partner that can offer turnkey solutions 

for today and tomorrow, take this as a sign: Call Comcast today at 877-395-5388.

For FREE information circle 27
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PROFESSIONAL BUILDER GIANT 400

Publics Diversify Products
Wall Street’s push, splintering housing demand fuel movement.

THE LARGEST BUILDERS STILL PRODUCE MOSTLY SINGLE-FAMILY HOMES, but movement into higher density housing is pronounced, driven by
both affordability issues and lifestyle-related demand. Look for detached homes at much higher densities (5-10 units per acre) as the next big innovation.

“It’s not just that it’s hard for them to turn
the ship,” says Kimball Hill Homes chairman
David K. Hill. “Traditional suburban subdivi-
sions are also where they have their biggest
competitive advantage. That’s what their
machines are set up to produce.”

Still, the Supernovas are changing, as are all
the public builders, and we can’t help thinking
Wall Street’s appetite for growth is a big part of
it. One of the notable changes of the past two
years is the vigor of public builders’ movement
to diversifying locations and product. They say
it’s to meet fragmenting housing demand.
While that’s certainly true, there’s also evi-
dence that public builders need to find new
ways to meet Wall Street’s insatiable demand
for growth. Just building subdivisions at four
units to the acre won’t get it done. “There’s
what I call a ‘rubber band effect’ evident in the

market,” says Hill. “You can only build off into
the countryside, away from job centers, so far
before the rubber band snaps, and people start
looking at housing options back in the city.
That’s what’s happening now.”

Hill says within three years, Kimball Hill’s
production will move to more than 12 percent
high-density urban infill — from less than one
percent today.

In our data, the Masters of the Universe like
Kimball Hill show significant movement
toward urban and infill locations, but 16 of the
26 builders in that category are, unlike
Kimball Hill, publicly held. Toll Brothers chair-
man Bob Toll denies it has anything to do with
pleasing Wall Street. “Public builders don’t
care about product diversification,” he says.
“We build this stuff because there’s demand
for it.

It’s hard to turn an aircraft carrier. You can see evidence of that chal-
lenge in the graphs on this and the following page. While all high-production
builders are still producing more single-family homes in suburban subdivi-
sions than anything else, the five Supernovas have, by far, the highest con-
centration in that location and product type.

HOW RANKINGS
ARE CALCULATED

TThhee  PPrrooffeessssiioonnaall  BBuuiillddeerr
GGiiaanntt  440000  rraannkkiinngg  is a two-
step process. First, the top
400 companies are chosen
on the basis of housing
units closed, to identify true
production builders. This
year, the 400

th
company

closed 154 homes in 2005.
Next, the 400 are actually
ranked on 2005 housing
revenues. Revenue is, after
all, where the rubber meets
the road.

Experience shows this
two-step process does the
best job of identifying
Housing’s Giants. It does,
however, eliminate some
builders with revenues
greater than the 400

th
Giant

Usually, these are very high-
end, semi-custom builders.
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PROFESSIONAL BUILDER GIANT 400

“There’s a lot of action now in high-
density,” Toll says, “from five or six units
to the acre all the way up to 50 or 60
units an acre. I think it’s intelligent. By
clustering housing, we allow room to
amenitize sites in many ways that make
the lifestyle more appealing.”

SUPERNOVAS ARE DIVERSIFYING, but are still most rigidly focused on single-family homes in
suburban subdivisions. Masters of the Universe are leading charge into higher density products. 

Challenges &
Opportunities
SUPERNOVA CHALLENGES: "Attracting,
hiring and retaining the best people,
sourcing good land, supply chain
simplification."

MASTER OF THE UNIVERSE

OPPORTUNITIES: "Build land positions
with good deals, diversify product lines
into urban and active adult communities,
build brand name."

ACHIEVER CHALLENGES: "Continue to
sell new homes in a depressed economic
climate, compete with national builders (as
a local builder)."

ACHIEVER OPPORTUNITIES: "Taking
advantage of our reduced cycle time,
increasing Internet marketing to take
advantage of lower marketing costs and
further…corporate identity, (more) target
marketing efforts to…define potential."

RICH & FAMOUS CHALLENGES:

"Potential for softening market in
California, rapid growth (elsewhere), rising
costs."

RICH & FAMOUS OPPORTUNITIES:

"Serving a new customer base, gaining a
deeper understanding of new markets,
developing strong subcontractor relations
in new markets.”
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Who knows how deep the current downturn in home sales
will go? The crystal ball is cloudy for everyone. But one thing is
clear: many Giants are rushing into high-density infill develop-
ment — including high-rise condo buildings — just as housing
demand is faltering, and that’s a dangerous move.

SUPERNOVAS (GIANTS 1-5) already lead in townhouse and low-rise
condo closings, with the notable absence of No.5 KB Home. PB (so far)
has no statistical category for mid-rise. Low-rise goes up to four stories.
Five stories or more are high-rises.

CHICAGO-BASED MCZ DEVELOPMENT is still the leader in high-rise
closings. MCZ peaked at No. 21 in rankings last year, but dropped a
spot this year. Note that Supernova Lennar Corp. hit the top 10 for the
first time with 600 closings in a Miami joint venture.

MASTERS OF THE UNIVERSE (GIANTS 6-31), which includes majority of publicly-held home
builders, have a big lead in closing high-rise condos, but projects under construction indicate
Supernovas (Giants 1-5) will soon find traction in this market segment.

TOP 10 TOWNHOUSE & LOW-RISE CONDO LEADERS
TToowwnnhhoouussee//

22000066 CCoonnddoo  
RRaannkk BBuuiillddeerr CCiittyy SSTT CClloossiinnggss  

1 Pulte Homes, Inc. * Bloomfield Hills MI 12,776 
2 D.R. Horton, Inc. Ft. Worth TX 8,735 
3 Lennar Corporation* Miami FL 8,243 
4 Centex Corporation Dallas TX 7,515 
8 NVR, Inc. * Reston VA 4,136 
44 Pasquinelli, Etal. Burr Ridge IL 3,277 
7 Hovnanian Enterprises, Inc. Red Bank NJ 3,214 
35 Tarragon Corporation New York NY 3,081 
12 Standard Pacific Corp. Irvine CA 2,742 
61 Epcon Communities 

Franchising, Inc. Dublin OH 2,677 

* Estimated 
Source: Professional Builder, 2006

TOP 10 HIGH-RISE FOR-SALE BUILDERS
22000055

22000066 HHiigghh--RRiissee    %%  CChhaannggee  
RRaannkk BBuuiillddeerr CCiittyy SSaallee  CClloosseess OOvveerr  22000044

22 MCZ Development Chicago, IL 3,670 -7.8%

53 Wood Partners Marietta, GA 671 148.5%

3 Lennar Corporation* Miami, FL 600 -

17 WCI Communities, Inc Bonita Springs, FL 563 6.0%

18 Taylor Woodrow, Inc. Bradenton, FL 531 5.4%

89 Magellan Development Group Chicago, IL 410 71.5%

30 JPI Irving, TX 330 247.4%

268 The IDI Group Companies Arlington, VA 278 -20.1%

136 The Enterprise Companies Chicago, IL 230 -39.3%

128 The Cornerstone Group Coral Gables, FL 181 -

Source: Professional Builder, 2006

High-Rise 
Fraught with Risk
Many Giants are now building condo towers, but it’s a business filled with danger.

High-rise condos have much in com-
mon with rental apartments, including
an easy propensity for over-building.
When there’s demand that everyone can
see, too many builders may rush to meet
it, and two years later there’s a surge of
inventory. A lot can change during the
18 months to two years it takes to build
a high-rise.

Unlike a suburban subdivision,
where a builder can slow down — or
even stop construction — a condo tower
is an all-or-nothing proposition: “Once
you get past the foundation, and start
putting bricks in the air, you’re going the
whole way,” admits Toll Brothers chair-
man Bob Toll, “whether people are can-
celing contracts or not. You can’t stop a
high-rise.”

The demographics of housing
demand indicate an upswing in urban
projects for at least the next ten years,
risk or no risk.
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The public companies are on a 13-
year run of unprecedented growth.
Fueled by public capital and driven by
Wall Street’s unrelenting demand for
double-digit growth, five Supernovas
atop our rankings are poster boys for the
publics. In the first six years of 2006,
Pulte has grown from 27,781 closings
and revenue of $4.26 billion in 2000 to
45,630 closings for $14.37 billion in
2005. No.2-ranked D.R. Horton’s
growth is even more impressive, from
18,942 closings and $3.57 billion in
2000 to 51,383 closings for $13.72 billion
in 2005. That’s a 284.3 percent bump in
revenues. The first builder to top 50,000
closings in a single year, Horton is now
operating in 77 markets in 26 states. 

But even facing competition from
these massive Supernovas, most large,
private builders have lost interest in an
IPO. Wall Street is too tough a task mas-

ter, they say, and they’re doing fine with-
out the aggravation — and risk — of deal-
ing with stock analysts and the market’s
short-sighted focus on quarterly earnings.

Masters on the Move
Glance down the rankings to what’s

happening in the ranks of the Masters of
the Universe. It sheds light on the public
versus private debate. The Masters is our
billion-dollar club and last year 20
builders made it. This year, the club has
26 members, 16 of them public, and
some interesting movement in the ranks.

The most impressive is Toll Brothers’
jump from No.10 to No.6 (see below).
The Horsham, Pa.-based public compa-
ny, a specialist in luxury homes, has the
highest average sale price among all the
publics ($660,000), and held that aver-
age despite a big move into attached and
higher-density urban products carrying

lower price tags. 
Near the top of the rankings, it takes

big growth just to stay on the ladder. For
example, Red Bank, N.J.-based
Hovnanian Enterprises grabbed leader-
ship in acquisitions during 2005 by buy-
ing four builders, three of them Giants
(Town & Country Homes in Chicago,
ranked No. 57 last year; First Home
Builders of Florida, ranked No. 85; and
Cambridge Homes in Orlando, ranked
No. 123). The firm went from 14,586 clos-
ings for $4.08 billion in 2004 to 17,783
closings for $5.71 billion in 2005.
Hovnanian seemed a cinch to jump NVR
to No. 6. It didn’t happen. Because of
Toll’s astounding move, Hovnanian stays
at No.7 even though it leapfrogged NVR,
which dropped two spots despite adding
1,038 units and $98 million in revenue.

In all, eight public companies in the
Masters of the Universe dropped in the
rankings this year, even though all grew
significantly. For example, Atlanta-based
Morrison Homes grew from 4,422 units
and $1.29 billion to 4,921 closings for
$1.54 billion. Yet Morrison lost a spot—
from No.20 to No.21.
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PROFESSIONAL BUILDER GIANT 400

IItt''ss  eeaassyy  ttoo  tthhiinnkk price appreciation
accounts for the bulk of Toll Brothers' rapid
rise from No.10 in last year's Professional
Builder Giant 400 to No.6 this year. After
all, this specialist in move-up homes has
the highest average sale price of all the
public builders—$660,000 in fiscal 2005
(ending October 31). But that's not the
whole story.

Toll's average sale price actually
advanced only marginally from 2004 to
2005, but closings grew from 6,627 in
2004 to 8,769 in 2005. Toll leaped M.D.C.,
Beazer, NVR and acquisitive Hovnanian,
even though this firm mostly disdains grow-
ing via acquisition. (A deal closed in June
for Landstar Homes' central Florida division
added less than $100 million to Toll's 2005
housing revenues of $5.75 billion.)

Toll's growth is more about product
diversification than anything else. The firm
is committed to meeting demand for luxury
homes for affluent Americans wherever it
leads. That means adding upscale empty
nester attached and detached homes to
the existing arsenal of estate move-up
product. And developing active-adult, age-
qualified communities as well as resort
country clubs, marinas and urban low-,
mid-, and high-rise condo projects. 

"We'll grow our product lines and our
geographic coverage," says chairman Bob
Toll. "We just expanded into the Twin Cities
in Minnesota, and we're looking at
Houston since we're already in Dallas, San
Antonio and Austin."

Toll acknowledges that urban, high-
density is key to his strategy, meeting bur-

geoning demand from affluent Americans
to live where the action is. 

"It's remarkable that Wall Street has
decided home builders today are worth
half of what we were worth last year," Toll
says, "just because some overheated mar-
kets are suffering a little pain. The market
seems to believe we're heading back to
the revenues and profits we had in '03. I
don't see it, not just because of the aging
population and increase in the numbers of
affluent buyers — the ones we target —
but because there are more buyers at
every price.

"The people predicting a serious con-
traction of housing are going to be wrong,"
Toll says. "Even if mortgage rates go to
seven and a half percent, we'll still do plen-
ty of business." 

TOLL JUMPS FOUR GIANTS — TO NO.6

Public v. Private
Big, publicly-held Giants grab most of the headlines, but the top private builders are growing both
top and bottom lines—without dancing to Wall Street’s tune.

Ask America’s top private home builders if going public is
a good idea and you’re likely to get a smile and a cryptic, “Not for
us.” Still, the debate rages — public v. private — and each side has
plenty of arguing points.
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It’s this conundrum that leads many
Wall Streeters to look for more mergers
of public companies, like Pulte’s 2001
Del Webb deal, even though stock ana-
lysts rue the impact of massive amounts
of goodwill (the amount by which pur-
chase price exceeds book value) such a
deal would bring to the acquirer’s balance
sheet. The possibility of mergers may be
rising due to slim pickings among large
private builders on the acquisition front.

In the past, these firms sold because
of the private builder’s urge to retire,
and need for a liquidity event to fund
retirement. Today, sellers are not seeing
the price they want because the housing
market is softening, and publics fear the
wrath of stock analysts on goodwill. 

Private Poster Boys
Walnut, Calif.-based Shea Homes is a

model many large, private builders are
now following. The largest private
builder, Shea is also a major land devel-
oper, employing land strategies that take
time to reach fruition but result in greater
gain. Shea even shows an inclination to
form strategic alliances with publics to do
what they can’t — like carrying land,
which public builders avoid to keep those
costs off their balance sheets.

Shea is a fixture at No.13 in our rank-
ings this year with $3.06 billion in 2005
housing revenues (and $176.4 million
in “other income,” including land sales).
While Shea remains the largest private,
it’s not the biggest mover in the Masters
of the Universe.

The biggest jump to the highest new
rank was made by Newport Beach,
Calif.-based WL Homes, moving from
No. 26 to 20, on a gain from 2,045 to
2,891 units — for 2005 revenues of
$1.63 billion, up from $976.8 million in
2004. WL follows a similar, long-range
strategy as Shea, but adds a focus on
infill and urban redevelopment.

Another major mover is Melbourne,
Fla.-based Mercedes Homes, which
jumped from No.30 to 23 on a 24.8 per-
cent increase in closings, mostly in Florida. 

What many large, private builders
now see is that wherever the big publics
go, there’s a niche for big private
builders to form strategic alliances and
joint ventures with them to take on roles
Wall Street wants publics to shun.

That’s why they smile when they say
they don’t want to go public. pr
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AS TOP 10 PUBLIC BUILDERS (above) ride Wall Street capital to unheard of heights, many large
privates (below) find growth, profits—and less risk—away from that limelight.

TOP 10 LARGEST PRIVATE BUILDERS
22000066 22000000 22000055 %%
RRaannkk TToopp  1100  PPrriivvaatteellyy--OOwwnneedd  GGiiaannttss CClloossiinnggss CClloossiinnggss  CChhaannggee

13 Shea Homes 4,927 6,901 40.1%
20 WL Homes LLC aka John Laing Homes 2,368 2,891 22.1%
22 MCZ Development 198 4,020 1930.3%
23 Mercedes Homes, Inc. 1,927 5,714 196.5%
24 Woodside Group Inc. 1,721 3,676 113.6%
25 Trammell Crow Residential 7,012 9,784 39.5%
27 David Weekley Homes 3,245 4,612 42.1%
28 Kimball Hill Homes 3,017 3,881 28.6%
30 JPI 13,000 7,425 -42.9%
31 The Drees Company 2,391 2,968 24.1%

Source: Professional Builder, 2006

TOP 10 PUBLIC BUILDERS
22000066 22000000 22000055 %%
RRaannkk TToopp  1100  PPuubblliiccllyy--OOwwnneedd  GGiiaannttss CClloossiinnggss CClloossiinnggss  CChhaannggee
1 Pulte Homes, Inc. 27,781 45,630 64.2%
2 D.R. Horton, Inc. 18,942 51,383 171.3%
3 Lennar Corporation 22,560 42,359 87.8%
4 Centex Corporation 21,767 37,876 74.0%
5 KB Home 22,847 37,140 62.6%
6 Toll Brothers, Inc. 3,945 8,769 122.3%
7 Hovnanian Enterprises, Inc. 4,367 17,783 307.2%
8 NVR, Inc. 10,055 13,787 37.1%
9 Beazer Homes USA, Inc. 8,088 18,401 127.5%
10 M.D.C. Holdings, Inc. 7,484 15,307 104.5%

Source: Professional Builder, 2006

WWhhaatt’’ss  ggoott  iinnttoo  MMaarrttiinn  GGiinnssbbuurrgg?? He’s act-
ing more like Donald Trump. But he’s prov-
ing you don’t have to be a Supernova to
put up impressive numbers.

Valhalla, N.Y.-based Ginsburg
Development, for years a small production
builder of impeccably planned luxury com-
munities (detached homes and townhous-
es), mostly in suburban Westchester
County, N.Y., has suddenly taken off—ris-
ing 103 positions in the Giants rankings,
moving into multi-market operations and
new, high-density products that will even
include a high-rise condo building.

Ginsburg is now Giant No.122, with
$217.3 million in 2005 housing revenues.

“We closed 19 single-family houses
last year ($28 million) and 349 attached
homes ($189.3 million),” Ginsburg says,
“mostly townhouses, but we started deliv-
ering some mid-rise condos toward the
end of the year...four stories over parking.
We’re in 10 locations now, and we are
growing. We’re in Connecticut, as well as

the two counties north of Westchester.
We’re doing a small high-rise condo build-
ing in New York City.”

He sees a trend toward fighting sprawl,
and intends to be part of the solution
rather than the problem, but acknowl-
edges approvals for higher densities are
tough in the Northeast: “Our reputation
and the quality of our past communities
helps,” he says. “Much of what we’re
doing now is mixed-use. Our Haverstraw
(N.Y.) project is 850 units with a mile and a
half of frontage on the Hudson River. The
density there is about 20 units to the
acre.”

And if you think this isn’t an empire in
the making, take a look at Ginsburg’s
“other revenues” entry: $358.5 million.
“We’re not a typical home builder,” Martin
Ginsburg understates drolly. “We have a
lot of property management people. We’ve
made some changes in portfolio — sold
apartments to go into shopping centers
instead.”

SKYROCKET IN FLIGHT
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The public home builders’ filings with the
federal Securities and Exchange Commission
show these companies made their best margins
ever in 2005, even though they don’t separate
land profits from those made by building and
selling houses. It will be a tough act to follow this
year.

“The publics are secretive about costs,” says manage-
ment consultant and PB columnist Chuck Shinn. “They
don’t break out land costs or the contribution land appreci-
ation makes to profits. They don’t want investors to think
about it, but land appreciation is a big part of what they
make from selling a home.”

The survey questionnaire upon which PB’s Annual Report
of Housing’s Giants is based includes a section on how costs
and profit break down for the average house the builder sells.
Most private builders fill it out completely. Unfortunately, we
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SUPERNOVA MARKET SHARE, as a percent of total Giant 400 production, is rising in virtually every product
category where the firms are active. Shown here are the percentages for 2005, compared with those for the first
year of this decade, 2000. 

SUPERNOVA 2005 AVERAGE EBIT MARGIN rose by nearly three
percent over that of 2004. But this year may be different, if sales
slowdown continues to pressure margins.

Publics’ Profits at Peak
Public builders don’t separate land and home building profits, 
but their 2005 numbers are still impressive.

PROFESSIONAL BUILDER GIANT 400

SUPERNOVAS EXPANDING
SSuuppeerrnnoovvaa  GGiiaannttss  SSuuppeerrnnoovvaa  GGiiaannttss  
22000055  aaccttiivviittyy  aass  %% 22000000  aaccttiivviittyy  aass  %%
ooff  TToottaall  GGiiaanntt  440000  ooff  TToottaall  GGiiaanntt  440000

RReessiiddeennttiiaall  BBuuiillddiinngg  AAccttiivviittyy bbllddgg..  aaccttiivviittyy bbllddgg..  aaccttiivviittyy

Single Family Detached Revenues 33.3% 25.8%
Single Family Detached Closings 34.9% 28.5%
Condo/Townhouse Revenues 36.0% 28.7%
Condo/Townhouse Closings 35.1% 37.4%
High-rise Sale Revs.      0.0% 0.0%
High-rise Sale Closings* 7.1% 0.0%
Low-rise Rental Revs.    0.0% 0.0%
Low-rise Rental Closings  0.0% 0.0%
High-rise Rental Revs.   0.0% 0.0%
High-rise Rental Closings 0.0% 0.0%
TToottaall  HHoouussiinngg  RReevveennuueess 31.3% 23.2%
TToottaall  CClloossiinnggss 30.8% 23.0%
TToottaall  GGrroossss  RReevveennuueess 30.5% 23.5%
Other Revenues 23.8% 26.3%

Supernovas' Avg. Gross Profit Margin 26.6% -
395 Giants (#6-400) Avg. Gross Profit Margin 24.4% -

Supernovas' Avg. Price per Closing (all units) $286,837 $180,703
395 Giants (#6-400) Avg. Price per Closing (all units) $280,403 $178,708

*2005 data includes units related to unconsolidated joint ventures whose revenues are not included in totals
Source: Professional Builder, 2006

26.6%
Supernova’s average
Gross Profit Margin
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“We do a Cost of Doing Business survey
every year,” says PB contributor Emma
Shinn, “and high profit companies come
in every size, from different geographic
markets, and build at many price points.
The common denominator is good man-
agement, not whether the company is
big or small, public or private.” 

Even though public builders are
more profitable today than ever before,
many private Strivers (Giants 283-400)
are quietly beating the publics’ EBIT
margins, even if only their bankers and
the IRS know it.  So before reading
much into the way profit on an average
house correlates to builder size, keep in
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MASTERS OF THE UNIVERSE (GIANTS 6-31) all have $1 billion or more in revenue, which
should produce strong purchasing power. Yet the average house cost breakdown shows a higher
materials cost percentage than that of the Rich and Famous (Giants 32-135). Still, Masters do
have the highest average profit (16.0 percent).

Even Small
Private Builders
Can Compete
High-profit performers — and low — can be found in every Giant
category, even though survey results seem to show a direct
correlation between size and profitability.

PROFESSIONAL BUILDER GIANT 400

can’t present that data for the
Supernovas, since only two of the five —
Centex and D.R. Horton — complete
that section each year. The others refuse,
and that makes an already small sample
unusable, since we promise to protect
the secrecy of every individual response
and use our survey results only in
aggregate.

But the public Supernovas’ Earnings
Before Interest and Taxes (EBIT) mar-
gins are in the public realm, so at least
we can report their overall profitability.
The five juggernauts in the Supernova
category averaged EBIT margins of 15.58
percent in 2005, up from 12.76 percent
a year ago. The leader among the
Supernovas is Lennar with an EBIT
margin of 17.1 percent, as reported by
Wall Street stock analyst Margaret
Whelan of UBS Investment Bank. But
the real EBIT margin benchmarks
among the public builders are in the
Masters of the Universe category: No.8
NVR at 21.0 percent and, best of all,
No.6 Toll Brothers at 24.8 percent.

OOff  tthhee  ppuubblliicc  bbuuiillddeerrss,, one is treated
differently by Wall Street— Reston,
Va..-based NVR Inc, which is headed
by chairman Dwight Schar. Wall Street
rewards NVR with higher share prices
for a reason.  The reason  also gives
NVR an edge if the current housing
slump continues.

NVR disdains geographic growth to
concentrate on only its share of 20
existing mature markets in the East.
Maximizing inventory turns and return
on capital cuts risk. NVR buys only fin-
ished lots, controls land with lot
options, through developers. As a
result NVR hits these milestones, as
reported by Credit Suisse stock analyst
Ivy Zelman: Turns inventory more than
four times a year (industry average,
1.3). Return on equity is 82 percent
(industry average, 30 percent).

“Toll Bothers’ return on invested
capital is the best of the growth-orient-
ed builders at 22 percent,” says
Zelman, “but NVR is off the charts at
69 percent.”

NVR: A BREED APART

Publics’ Profits at Peak continued

Peruse the average cost and profit charts across these two
pages and you’ll see a general trend that’s consistent, year after
year. Profitability seems to correlate to size. It works that way
across a large statistical sample, but this magazine also has a long
history of documenting high profit performers at every imaginable
level of production.
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mind the vagaries that creep into aver-
ages. For instance, the largest Giants are
in the smallest group. The Masters of
the Universe has only 26 builders, while
each of the other groups has more than
100 builders. The Masters also has 16
public companies, some of which do not
fill out the cost breakdown section com-
pletely. And we know most public com-
panies do not separate raw land and
development costs.

Still, it seems logical to find a general
correlation between size and profitabili-
ty. After all, that’s the message public
builders repeat ad nauseam on Wall
Street — that size yields purchasing
power and professional management
that impacts the bottom line. And over-
all, there is a consistent pattern in this
survey showing materials and construc-
tion labor costs lower for the larger
builders, indicating a degree of purchas-
ing power. 

In this year’s survey, profits are high-
er and labor costs lower for each succes-
sive category of the Giant 400, from
Strivers right through to Masters of the
Universe (Giants 6-31) But there’s an
anomaly: the Masters average for mate-
rials costs (25.5 percent) is actually high-
er than that of the Rich and Famous
(Giants 32-135). But when you get to the
larger statistical samples — Achievers
(Giants 136-282) and Strivers—the
smallest builders have higher materials
costs.

This survey’s cost breakdowns also
do not conform precisely to PB colum-
nist Chuck Shinn’s cost ratio targets.
Many private builders use those targets,
though, and answer the questions as
they understand Shinn’s ratios. 

Shinn disciples also adhere to his
principle that land should be treated as a
separate profit center, so they take 30
percent or more profit from the land
before transferring it to their home
building operations. Thus, many of the
private builders in this survey are report-
ing no land appreciation in their profit
margins, which is certainly different
from what the public companies are giv-
ing us.

In the last analysis, the nebulous cor-
relation of size and profitability is good
news for growing builders. It offers the
prospect of better margins as they get
bigger, as long as they continue to run a
tight ship. pr
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RICH AND FAMOUS (GIANTS 32-135) includes builders with revenue from $200 million to $991
million. While average profit is lower than that of the Masters of the Universe, and labor costs are
higher, somehow materials costs are a fraction lower.

ACHIEVERS (GIANTS 135-282) are builders ranging from $75 million to $199 million in revenue,
many with multiple market operations. Still, the average home in this group yields a profit of 10.4
percent—well below the 16 percent average for Masters of the Universe.

STRIVERS (GIANTS 283-400) include builders with revenue of $14.6 million to $74.6 million, the
lowest level of purchasing power among all Giants. Not surprisingly, profit averages in single
digits, and materials costs are nearly 30 percent.
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The big public builders should be ready
for anything. Their balance sheets have
never been stronger. But if the market real-
ly dives, leveraged land and spec inventory

will be the wild cards nobody wants. That’s
why we put the chart with the Giants’ spec
building records on this page.

It now looks like a good bet that

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 0
4

.2
0

0
6

  
 w

w
w

.P
r

o
B

u
il

d
er

.c
o

m

62

SUPERNOVAS actually build lowest percentage of spec inventory of all Giants. In hot markets,
many builders start specs with intent to sell before completion. If market stays south, specs will
be lead boots.

What Happens Next?
No one knows if housing markets will snap back, but 2006 is already testing the mettle of
production builders large and small: the more leveraged land, the more you sweat.

PROFESSIONAL BUILDER GIANT 400

LOG ON To see the entire Professional
Builder Giant 400 list, visit us online at

www.ProBuilder.com

It’s been more than 13 years since the housing industry faced this
kind of uncertainty. The economy still seems on fairly solid ground,
but a lot of builders have sweaty palms and heart palpitations. They are
the ones who remember 1992. The worry is how many don’t.

2006 will not break any sales records.
Can the big publics deal with that? “I
don’t think they have any idea how
much pressure will be on their margins
if the market goes into the deep freeze,”
says Credit Suisse stock analyst Ivy
Zelman. “These guys won’t decelerate
land purchases the way Wall Street
thinks — because they don’t want to
forego growth.” PB

Challenges &
Opportunities
MASTER OF THE UNIVERSE

CHALLENGES: "Responding to slowing
demand and moderating prices,
controlling construction costs to maintain
margins in light of moderate price
increases, reducing home building cycle
time."

MASTER OF THE UNIVERSE

OPPORTUNITIES: "Growth in Florida and
Colorado…, continued growth in Texas
with product line expansion (into) entry-
level and semi-custom homes, entering
new markets through acquisition or start-
up."

RICH & FAMOUS CHALLENGES:

"Identifying quality talent to achieve
planned results, manage growth through
acquisitions, restructuring our capital
structure."

RICH & FAMOUS OPPORTUNITIES: "Use
market strength to maintain and possibly
increase market share in a competitive
environment."

pbx06giant400.qxd  3/22/2006  2:34 PM  Page 62



When you add it all up, 
a cheap window can really cost you.

The best projects can be sold short by cheap windows. That’s why you should insist on windows featuring PPG Glass Technologies that
homeowners want – like SunClean® self-cleaning glass that helps keep windows looking cleaner longer. Call 1-888-PPG-GLAS or visit
www.ppgsunclean.com for a list of manufacturers or for more information on PPG Glass Technology. It’s what to look for in a window.SM

SunClean, PPG and the PPG logo are trademarks, and “It’s what to look for in a window” is a service mark owned by PPG Industries, Inc.
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There is no such thing as a rough opening. 
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www.hurd.com   1-800-223-4873   ©2006 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

PB_HRD_0206_Rev_1_15.75X10.5.ind1 1 3/4/06 8:03:50 AM
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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.
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Plans and Projects

Proactive Solutions

The National Fire Protection Association
revised its NFPA 101, NFPA 5000,
and NFPA 1 model codes last
year to require fire sprin-
klers in new one and two-
dwelling homes.

Meanwhile, the Inter-
national Code Council
(ICC) amended its 2006
International Residential
Code (IRC) to include sprin-
kler requirements in new one-
and two-family homes and town-
houses.

It is the first time NFPA and ICC
codes include requirements for residen-
tial fire sprinklers. Government jurisdic-
tions are not obligated to adopt the
model codes, but many do or look to
them for guidance in developing their
own.

Eighty percent of U.S. fire deaths
annually occur in homes, according to
the NFPA, and occupants have an 82
percent chance of survival in homes
with sprinklers and smoke alarms.

“We do not believe based on the cost
of sprinklers and the life safety improve-
ments that they provide, that it is cost-
effective at this time, and therefore it
should not be included as a mandatory
minimum requirement,” says NAHB’s
Jeff Inks, assistant staff vice president of
codes and standards. He adds that
improvements in mechanical, electric
and structural systems have already dra-
matically boosted occupant safety, and
NFPA has used flawed reasoning based
on data from older homes.

The ballpark for system costs is about
1.5 percent of total building costs.
Sprinklers would add about $3,400 to
the cost of a $225,000 home. Inks says
that price increase would push some
buyers out of the market.

The Home Fire Sprinkler Coalition
points to Scottsdale, Arizona’s success.
Sprinklers have been required in all new
homes there since 1986 and today, more
than half the homes have them. No
deaths have occurred in homes with
sprinklers, but 13 people died in homes
without them. The average property

damage was $2,166 in homes with
sprinklers, compared to $45,000 in
homes with no systems.

Carmine Schiavone, vice president
of business development and commu-
nications for Tyco Fire & Building
Products based in Lansdale, Penn., says

manufacturers are striving to bring
system costs down further —

something NAHB persists
for — by using plastic
instead of copper piping
and hooking sprinklers
into the home’s main cold-
water plumbing system.

Reducing labor costs could
also significantly impact

sprinkler prices, he adds.
He touts benefits to builders:

reduced liability in case of a fire; and
protection from vandalism for homes
under construction.

Sprinkler designs vary from more
conspicuous styles for certain areas, par-
ticularly unfinished rooms, to concealed
sprinklers in finished rooms. One sprin-
kler can cover up to a 20x20 area.

Gary Keith, NFPA vice president of
building and life safety, and the HFSC’s
steering committee chairman, concedes
that if widespread adoption occurs, it
will happen gradually as jurisdictions
reconsider their codes over the next few
years.

“We know that it is going to proba-
bly take a cycle or two for people to get
used to this idea, particularly for adop-
tion of those codes at the state level
because there is no state right now
that has that kind of requirement,” he
says.

Contributing editor, Martha
Russis, frequently writes on housing
issues for national and regional publi-
cations. pr
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SPRINKLER DESIGNS VARY for certain areas.
This sprinkler is a recessed pendant. 

>> MARTHA RUSSIS, CONTRIBUTING EDITOR

Debate Rages over Fire
Sprinklers
A milestone in fire protection laws is emerging on two fronts
as fire sprinkler advocates push for requirements to install them in
all new residences. However, whether they are the ultimate protec-
tion for people and property is still being hotly debated.
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Attached private living
William Lyon Homes offers townhouse units in Irvine, Calif. that live like single-family homes by
providing private outdoor spaces.
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Opportunity
Irvine Company of Irvine Calif.,
designed Woodbury and created a com-
petition for builders to build within the
community by submitting a design and
financial proposal. Because William
Lyon Homes had worked with the Irvine
Company in the past, putting together the
right proposal came easy. 

“It was a team effort from the consult-
ants and our own internal team came up
with a solution that provided the best
results,” says Doyle. “Ultimately, the
design did something the Irvine
Company would say William Lyon is the
builder for this project.”

The main opportunity for William
Lyon was to build an attached single-

family neighborhood that provided pri-
vate outdoor settings and livability with-
in each floor plan as well as the neigh-
borhood. William Lyon brought in
Bassenian/Lagoni Architects to help
achieve this goal. “We wanted to bring
into the multi-family an idea that’s been
working well with single-family homes
with the courtyard concept,” says Steven
Dewan, principal at Bassenian/Lagoni
Architects. “That drove the design of
bringing private outdoor spaces to
attached product.”

Living differently
Four floor plans offer versatility for a
number of lifestyles. “We did our
research for a product that would appeal

WILLIAM LYON PARTNERED WITH BASSENIAN/LAGONI ARCHITECTS to build an attached
single-family neighborhood that provide private outdoor settings and livability within each floor
plan as well as the neighborhood. This rendering shows the townhouses at Garland Park don’t
share many adjoining walls and none of them share ceiling and floor space.

VITAL STATS
Irvine, Calif.

Neighborhood: Woodbury
Developer: Irvine Company, Irvine,
Calif.
Builder: William Lyon Homes, Irvine,
Calif.
Architect: Bassenian/Lagoni
Architects, Newport Beach, Calif.
Interior Designer: Creative Design
Consultants, Costa Mesa, Calif.
Models open: November 2004
Home type: Single-family attached
Sales to date: 124 out of 166 units
Community size: 13.8 acres; 12 units
per acre
Square footage: 1,355 - 1,971
Price: $507,990 to $638,000
Hard cost: $90.00 per square foot
Buyer profile: first-time buyers, move-
downs and singles

>> BY LAURA BUTALLA, SENIOR EDITOR
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Garland Park, a William Lyon Homes neighborhood in the
master planned community of Woodbury in Irvine, Calif., attracts
buyers because it offers privacy, square footage and affordability.
The townhouses are attached, but they live as detached. “With inte-
rior courtyards that are unique to the units themselves, the neigh-
borhood really has some livability like detached,” says Brian Doyle,
vice president of sales and marketing for William Lyon Homes. 
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to a fairly broad range of buyers,” says
Doyle. “We felt like this buyer would be
made up of anything from singles to
couples to young families and that’s
what we attracted.”

Most attached townhouses share
walls and possibly vertical space with
another unit. The townhouses at
Garland Park share few adjoining walls
and none of them share ceiling and floor
space. “Your living space above you is
your living space, not someone else’s
unit,” says Doyle.

Residence One, at 1,355 square feet, is
a two-story, two-bedroom unit with a
two-car tandem garage. Residence Two,
at 1,737 square feet, shows the great use
of outdoor living space. “It’s that private
courtyard that acts as an entry element
to the house,” says Dewan. “The kitchen
opens directly onto the courtyard, which
is a nice outdoor living feature.”

Two of the major draws for Residence
Three, shown in the floor plan at right,
are the downstairs bedroom and the
third floor master bedroom. This three-
level, 1,878 square foot home offers dif-
ferent styles of living, depending on the
homeowner’s needs. The downstairs
bedroom can be converted into a den
and is secluded from the rest of the
home on the second and third floor. The
third floor master bedroom offers com-
plete privacy.

At 1,971 square feet, Residence Four
is the largest of the plans. “This unit
really feels like a single-family detached
home,” says Doyle. Three sides are
detached from the rest of the building,
and the courtyard offers indoor/out-
door livability by opening up to the liv-
ing, dining and family room. 

Creating definition and separation
with the direct-access, alley-loaded
garages add to the privacy each home-
owner feels. Private outdoor living space
plays into that sense of definition and
separation too. Although Residence
Three is the only plan not offering a pri-
vate courtyard, the plan does offer a pri-
vate deck.

Each building complex within
Garland Park is made up of eight units,
which can feel like large buildings, not

comfortable homes. The courtyards,
though, break up the monotony to create
a more human scale building. “It actual-
ly made it more of an intimate build-
ing,” says Dewan.

Outcome
To date, sales have reached 124 out of
166 units sold. The townhouses of
Garland Park are affordable housing for
Irvine, ranging in price from $507,990
to $638,000. 

“We’ve had a lot of success with
that,” says Doyle. “We know the market
very well. We understand the dynamic of
the market and the dynamics of the con-

struction processes that relate to that
kind of product.”

Another major success for Garland
Park is its location. “Woodbury is a cen-
trally located community in Irvine, but
it’s central to most of Orange county
too,” says Doyle. “From the standpoint
of transportation service, employment
and the amenities the Irvine company
put into the project of Woodbury makes
it a very attractive project for the con-
sumer.” PB

MUCH LIKE A DETACHED UNIT, This private
courtyard offers privacy to the owner. 

LOG ON To learn more about this and other
projects, visit us online at

www.ProBuilder.com/plansandprojects P
H

O
TO

G
R

A
P

H
Y

 B
Y

 J
O

H
N

 R
. B

A
R

E

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 0
4

.2
0

0
6

  
 w

w
w

.P
r

o
B

u
il

d
er

.c
o

m

70

Plans and Projects

THIS KITCHEN, left, opens to
private outdoor living. The
living room, below, offers
open, livable space.
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THE GREENWOOD MODEL AT THE

RESIDENCES OF OLD IRVING PARK

has 3,080 square feet of living space.
Two fireplaces come standard — one
in the living room and the other one
here in the family room.
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They figured they couldn’t be the only
ones with the same dilemma. So
Andrews, with a background in proper-
ty management, and Bertsche, an estate
lawyer decided to build the home and
the community they wanted them-
selves.

The two formed C.A. Development
and  purchased land in Chicago’s Old

Irving Park neighborhood and built
their first large, planned development. 

Opportunities
C.A. Development’s current project is
the Residences of Old Irving Park, locat-
ed one block north of the Terraces.

Bertsche describes Old Irving Park as
one of the city’s best values and hidden

treasures. “A lot of the community has
been down zoned to R2,” says Bertsche.
“What’s not R2 is only R3, which are
both lower density zoning. So you have a
lot of gracious, older housing stock on
large lots.”

The featured model is the
Greenwood, one of five floor plans
offered in Phase II of the Residences. At
3,080 square feet, it has four bedrooms
and three and a half bathrooms.
Options for Greenwood include:
� A Jack and Jill bathroom between the

two smaller bedrooms on the second
floor

� An optional wet bar in the finished

A Slice of Suburbia on
Chicago’s Northwest Side
The Residences of Old Irving Park is the right fit for those seeking to blend the comforts of the
suburbs with the conveniences of the city.

Paul Bertsche and Wendy Andrews decided to get into
the development business when they were about to have their
second child. They faced the dilemma most couples with an
expanding family grapple with: Should we stay or should we go (to
the suburbs, that is)?

VITAL STATS
The Residences of 
Old Irving Park

Location: Chicago
Neighborhood: Old Irving Park
Builder/Developer: C. A.
Development
Architect: Guajardo REC Architects
Interior Designer: In house 
Models open: Greenwood 
Home type: Single-family and town-
homes
Sales to date: 85 percent sold
Community size: 70 units
Square footage: 2,100 - 3,800 
Price: Mid $400,000s to mid
$800,000s
Buyer profile: Move-up, young fami-
lies with one or two children

>> BY FELICIA OLIVER, SENIOR EDITOR
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basement’s recreation room
� A detached garage provides the option

of a balcony off the master suite; if
attached, a deck can be added on top of
the garage.

“Out of the first phase,” says
Bertsche, “40 percent of the homes were
the Greenwood model. With the second
phase across the street, we are at about
46 percent. Given the fact that there are
three different homes to choose from,
people have chosen this floor plan.”

The width of the Greenwood is a
unique and appealing feature. In

Chicago, the size of a standard city lot is
25 feet, generally restricting the width of
a house to no more than 19 feet.

“If you do what is conventional,” says
Bertsche, “and that is to have a stairway
run the length of the house, you’re taking
3 1/2 feet out of the width of the house.
After taking the outside walls out, you’re
down to about a 15-foot wide space.

“You have very much of a shotgun
effect. But by placing the stairs in the
center of the house and turning them to
run crosswise, you’re able to have a
home where you’re enjoying the full 19
foot width.”

“The interesting thing on this
house,” says Greg Randall, principle of
Guajardo REC Architects, who worked
on the Residences, “was the perception
of  ‘backyard.’ These homes have a lot of
open space on the lot, but there isn’t
really a traditional backyard. 

“You have 30 foot open spaces
between the houses and adjacent to the
houses,” Randall continues, “which you
normally don’t get in the city of Chicago.
It’s a little bit more of that communal,
sense of open space that is very unique
to what C.A. Development does.” 

Daylight is another defining charac-
teristic of the Greenwood models

because of its many windows. “If you go
and count windows in other developer’s
houses, we have probably 50 percent
more windows — windows on the side,
windows in front.”

The Greenwood also offers a variety
of customization options.

“We try to give people a wide range of
standard choices to make before they
have to go to the upgrades,” says
Andrews. 

“They have a choice of upgrading the
façade,” Andrews adds. “We have an
anti-monotony restriction, but other
than that, people are free to put whatev-
er colors, whatever choices that they
would like together.”

Obstacles
The biggest obstacle to completing the
development was the cost of acquiring
the property.

“What we initially offered the sellers
in 1996 [compared] to what we ulti-
mately had to pay for the land — it was
over a 400 percent increase,” says
Bertsche.

Building on a former commercial site
provided the challenge of building around
a busy street and some railroad tracks.

“It’s a triangular shaped lot,” says

Bertsche, “which in and of itself possess a
little challenge to designing when you are
in a city that is known for its grid work.”

They built townhouses on Irving
Park Road, providing a buffer on one
side. Medium-sized and more reason-
ably priced single-family homes func-
tioned as a buffer near the railroad, so
that the largest homes and lots on the
interior could be buffered from both the
street and the railroad.

“The obstacle of having a railroad in
the back,” says Bertsche, “is something
that we’ve faced before, and you go with
it as best you can. You orient your hous-
es away from it. You take the excess land
and you do something beneficial with it.”

In this case, C.A. Development
designed a fitness trail parallel to the
tracks.

Outcome
C.A. Development is working on Phase
III of the Residences of Old Irving Park.
Phase I is sold out; Phase II is 85 percent
sold and delivery is expected between
April and August of 2006.

Turns out there were a lot of other
people looking for the same options
Bertsche and Andrews were — a gra-
cious single-family home in a neighbor-
hood close to transportation, shopping,
parks and family recreation offering
great value for the city, and a lifestyle fit
for the ‘burbs. PB

THE GREENWOOD KITCHEN comes
standard with 42-inch cherry cabinets and a
stainless steel Whirlpool appliance package. 

LOG ON to see this another plans and proj-
ects, visit us online at

www.ProBuilder.com/plansandprojectspr
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For FREE information circle 34
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IT HAS BECOME A TREND

FOR CUSTOMIZED

CABINETS in bathrooms to
match other cabinetry
throughout the rest of the
home. 

MIXING DIFFERENT TILES on
the bath, the floor, and or the
walls creates contrast in the
design. 

A GLASS BLOCK shower wall
creates a nice design element
that also allows natural light
into the shower area.

DARK, WARM

in cabinetry h
growing trend
design.
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Relaxing environment
Bathroom design trends and products
offer new home buyers spa-like
comfort and special features with
unique details 

Today’s bathrooms feature four
main elements: luxury, spa, comfort and detail.
According to industry experts, of all of those ele-
ments, creating a spa-like feel is the most impor-
tant. Space in the home can be a precious com-
modity, but builders are focusing more on bigger
bathrooms to provide homeowners with more
space. That space is fitted out with special ameni-
ties such as coffeemakers, under-counter refrigera-
tors and microwaves. 

Adding to the sense of luxury, comfort and a
spa-like environment are designer touches of detail
including accent colored walls, distinctive mixtures
of tiles or unique sink bowls. 

“The bathroom is the jewel of the home,” says
interior designer Lita Dirks, president of Lita Dirks
& Co., Englewood, Colo. “The powder room is the
diamond ring of the home, and the master bath-
room is right behind it.”

Bathroom Hype
While all bathrooms in the house are getting spe-
cial attention, the master bathroom utilizes all four
elements the most completely. “The master bath-
rooms are spa-like in feel,” says Dirks. 

Separate vanities, not just separate sinks, are
increasingly popular. This provides distinct areas
for men and women in the bathroom, allowing
each his or her exclusive comfort and space. “In her
space, she wants a tub to soak in and separate van-
ity space,” says Dirks. “He may want the higher
sink height and the john.” 

Some builders provide 36-inch vanity height,
which is more comfortable for the average man.
“It’s all about being really efficient,” says Tina
Barclay, president of Barclay Interior, Lake Oswego,
Ore. “They live differently and it gives them their
own separate space.”

Luxury is not just a vanity. It’s customized cabi-
netry. Furniture-style cabinetry creates distinguishing

INSIDE & OUT

>> BY LAURA BUTALLA, SENIOR EDITOR

K, WARM WOOD for built-
binetry has become a

wing trend in bathroom
gn.

HIS AND HERS VANITY

SPACE offers more flexibility
in the master bathroom.
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vanities as well as space for storing bath-
room essentials, while giving the bath-
room that sense of comfort. Many
builders match bathroom cabinetry to the
cabinetry in rest of the home, but a distinct
style can create a unique look for the bath-
room alone. “The entire wall can become
cabinetry,” says Dirks. “Many builders are
using cabinetry to distinguish their differ-
ence from another builder.”

The master bathroom still holds a
standard tub or hot tub. The hip version
of the hot tub is Chromatherapy, which
is a hot tub with colorful lighting used to
sooth and relax. Home buyers are also
occasionally requesting  Japanese soak-
ing tubs as  upgrades. 

The most significant change in bath-
rooms recently is  the shower now dom-
inates the space. Walk-in showers with
glass block walls. Shower stalls with
clear glass doors. Snail showers with
tile-covered walls. No matter the style,
many feature built-in shelving for sham-

poo and soap, decorative grab bars for
safety and patterned non-slip floors.
Other added details for luxury and com-
fort include multiple showerheads, body
sprays and water tiles to line the walls
and ceiling.

The master bathroom still features a
private area for the toilet. Some provide
privacy with a single door, while others
define the space with half walls. Some
toilet spaces even provide extra cabinetry
for storage of toiletries, towels or other
necessities. 

Maximum Detailing
Upgrades allow for personalization.
“There’s more flexibility for builders in
upgrades,” says Doris Pearlman, presi-
dent of Possibilities for Design in
Denver. That flexibility makes it easier
for builders to deliver unique details.  No
matter the product, each offers ways to
deliver personalization:
� TTiillee::  “Tile is the easiest way to add

touches for a production builder,” says
Dirks. “The way you use the tile itself
can become a piece of art.” Consider
lining tile around a mirror to create a
frame or mixing tile sizes, shapes, and
textures to add to the detail. One of the
newest trends is using leather tiles to
create new looks for the powder room
or as a vanity border. 

� LLiigghhttiinngg::  “Lighting is critical,” says
Barclay. “Different levels of lighting
make a difference.” Place a chandelier
over the tub or add scones throughout
the room to create a new look.

� SSiinnkkss::  “People want interesting sinks,”
says Dirks. Bevel and pedestal sinks are
still very popular. Sink bowels in differ-
ent shapes and sizes provide an entire
new look and create unique detail too. 

� TTooiilleettss::  “Someone finally got around
to redesigning the toilet,” says
Pearlman. The Hat Box toilet is all the
rage for those who can afford it. This
sleek looking, comfort-height toiletpr
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IN MOST HOMES, SHOWERS HAVE REPLACED THE TUB, shown left. Tubs, however, can add a luxurious, spa-like feel to any bathroom. Placing
chandeliers and other specialty lighting in the tub area accents the luxurious look of the bathroom. GLASS BLOCK  ADDS A DESIGN ELEMENT to
the bathroom and can be done in various ways as shown above and below right. 
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   Benchmark is the leading building industry 

management conference that brings together executive-

level production builders, custom builders, architects and 

building owners who are serious about their businesses. 

This three-day event explores innovative ideas geared 

to make companies more profi table.

Register Today!
www.ProBuilder.com/Benchmark

Patrick  Lencioni
Patrick Lencioni is the founder and 
president of The Table Group, Inc., a 
specialized management-consulting fi rm 
focused on executive team-building 
and organizational health. He has been 
described by the One-Minute Manager’s 
Ken Blanchard as “fast defi ning the next 

generation of business thinkers.” Pat’s passion for organizations 
and teams is refl ected in his writing, speaking and consulting. He 
is the author of fi ve business books, including The Five Dysfunctions 

of a Team, which was on the New York Times best-seller list. His 
new book, Silos, Politics and Turf Wars, came out in March 2006. 
Pat consults to executives and speaks to world-class organizations, 
addressing thousands of leaders. Prior to founding his fi rm, Pat 
worked for Sybase, Oracle and Bain & Company. He also served on 
the National Board of Directors for the Make-A-Wish Foundation of 
America from 2000-2003.

Keith Harrell 
Known for his energetic, innovative 
presentations, Keith Harrell is a dynamic 
life coach who specializes in changing 
behaviors through a positive attitude. 
While growing up in Seattle, he aspired 
to become a professional basketball 
player. Although he never realized that 

dream, The Wall Street Journal says, “What sets him apart . . . is 
driving ambition and an attitude that refuses to fl ag.” Through his 
company, Harrell Performance Systems and his book Attitude is 

Everything: Ten Life Changing Steps to Turning Attitude into Action, Keith 
specializes in helping companies achieve and maintain their goals. 
Harrell spent 14 years at IBM, where he was recognized as one of 
the top sales and training instructors.  He is widely regarded as 
one of the country’s best speakers.

Keynotes: Teamwork and Leadership
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with no backing delivers a personalized
detail by adding a new look to the room. 

� Plumbing Fixtures: “Now you can get
any finish you want with plumbing fit-
tings,” says Barclay. Round or square
rain showerheads can match with the
style of the rest of the bathroom. Water
tiles, grab bars, even toilet handles can be
upgraded to match plumbing fixtures. 

Builders can add almost anything to
the bathroom to provide personalized

and unique details. It’s just a matter of
having the options available to the cus-
tomer. Allowing them to add luxury, a
spa-like feel and comfort to the bath-
room gives the customer what they want
and helps the builder differentiate his
product. PB

Plans and Projects

LOG ON For more information about this and
other projects, visit us at

www.ProBuilder.com/plansandprojects

For FREE information circle 36

For FREE information circle 37

With graceful 
features like 
low-profile 
metal balusters, 
Latitudes decks 
never detract 
from the view.

Latitudes offers everything you need
to design and build truly extraordinary
decks. Enhance any outdoor living
space with these long-lasting, easy-to-
care-for products. Latitudes composite
decking and railing products come in
a range of styles, colors, and finishes.
Finish your Latitudes project with your
choice of ornamental options like metal
balusters and post caps. The designs
are virtually endless, which make
homeowners very happy – and
interior designers a little jealous.

888-500-7704
www.latitudesdeck.com/pba

UFP Ventures II, Inc.
A Universal Forest Products Company

Why 
Your Home 
Should Have 
A Residential 

Elevator

1-800-238-8739
 www.waupacaelevator.com

Provides Access 
to All Levels

Will Increase
Resale Value

For FREE information circle 37
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“ C o o l .”

L a s t  m i n u t e  s h o w e r  u p g r a d e s  w i t h o u t  

k n o c k i n g  o u t  t h e  w a l l ?

MultiChoice™ Universal. The revolutionary tub/shower valve that lets you change style and

function without having to change the plumbing behind the wall. Delta. We work wonders 

with water™.  800.345.DELTA  www.deltafaucet.com/multichoice.
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To say that our field reps 
are up with the sun would be 
only half the story.

When you’re in a bind with a tough job, a red tag or just need a quick question
answered, you’ll discover what really stands behind Simpson Strong-Tie products.
Our field reps go the extra mile to help you resolve installation and inspection
issues, provide training or do whatever they can to get you back on track. When
needed, they can also turn to our nationwide network of engineers for additional
technical expertise. Ready to rest easy? Call 1.800.999.5099 to speak with a
Simpson representative or visit www.strongtie.com.

For FREE information circle 39
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Innovations

Proactive Solutions

“[In our] consumer culture,” says
Georganne Derick, MIRM, interior
designer and founder of Merchandising
East in Ellicott City, Md., “We are over-
whelmed by the stuff in our lives and we
want it to disappear so we’re not looking
at it. We’re trying to figure out ways of
storing it.”

Today’s challenge is “making sure
that cabinets aren’t just a hole with some
shelves in them,” says Mindy Arnold,
interior designer and owner of Your
Décor in Lenexa, Kan. “You can really
make them functional and hide the
things you want to hide, make them
store the things you want to store.”

Cabinets are traditionally used in
kitchens, but are currently being used in
more novel ways.

“There are appliance cubbies,” says
Arnold, “[ for] putting your electrical
inside the cabinetry. You can open a door
and pull out a flat surface on supported
rollers that you can put your toaster on,
or your blender — those sorts of pieces.
And they are plugged inside the cabi-
nets, so that you don’t have all those out-
lets [visible]. You don’t have your toaster
on your countertop taking up space.”

Curling irons and blow dryers simi-
larly take up of counter space in the
bathroom. Makeup desk areas with
uniquely functional pullouts can help.

“If you pull out what looks like a
drawer,” says Arnold,” instead of pulling
it out, it simply slips down. Inside, you
have areas where you can [plug] in your

blow dryer and your curling iron. You
just flip that down and start pulling out
your already plugged-in items.”

Another use of cabinets, per se, is to
camouflage large, freestanding appli-
ances. Overlay panels hide the gleaming
metal of modern stainless steel refriger-
ators, dishwashers and freezers.

Using cabinetry in this way creates
uniformity in the space.

“It’s seamless,” says Derick. “It’s
integrated into the architecture. There’s
not a lot of ... mix matched pieces of fur-
niture that stand away from the wall, [or
that] are half on, half off the carpet. 

Home Offices and 
Work Stations

Kitchen cabinet manufacturers are
now creating whole walls of bookcases
and cabinets that are being used in
home offices and studies, enabling
builders to offer it to the homebuyer
with more ease of production.

“There’s an interest in family man-
agement centers,” says Derick. “If a new
home is being built, sometimes they will
build a home office, a small one, off the
kitchen somewhere.”

“When there isn’t such a room,
sometimes you’ll find them cropping up
in a walk-in pantry in the kitchen, or in
the mudroom area,” adds Derick.

Kitchen workstations or tech areas,
with space for a computer and file cabi-
nets that match those of the kitchen cab-
inets, have become quite popular.

However, because of the “inherent
messiness of the location,” Derick says
builders and designers are finding other
places to put them.

These workstations have migrated to
adjacent areas — like the laundry room.

“We’ve turned laundries into partial
offices,” says Anthony Crasi, architect
and principle of The Crasi Company.
“We’ve been using the under-the-count-
er type of washer and dryer, so you can
raise the height of the countertop up and
have a workspace above it. That’s always
a nice way to save some space. Then
what we do is put a desk in. It has little
cubbies in it. 

“It’s a space where you can close the
door if you want to pay the bills, put a
computer in there, maybe have a filing
cabinet down below,’ adds Crasi. 

“If the laundry room is large
enough,” says Derick, “there will be cab-
inetry not only for supplies but for
things like gift wrap. These are utilitari-
an ways of using cabinetry.”

“Oftentimes there is a home loft or a
family activity room,” she continues,
“where the family may do arts and crafts
projects together.... You will find those

>> CREATIVE CABINET USES

Creative Cabinet Solutions
Tech rooms, accessory cubbies, and secret storage space
for valuables gives homeowners options for concealing
their belongings

>> BY FELICIA OLIVER, SENIOR EDITOR

Cabinets — they’re not just for kitchens and bathrooms
anymore. And the ones that are still there are being used in new
and creative ways. Necessity is the mother of invention, and home-
owners are finding themselves on a relentless quest for more space
to put all of their things.
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LOCATED BETWEEN THE MASTER

BATHROOM AND THE MASTER SUITE is a
bank of cabinets for storage.
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with their own sets of cabinetry in them,
often to store away arts and crafts mate-
rials, games that the family might play
together.”

The Master Suite
“The owner’s suite now comes com-

plete with cabinetry,” says Derick, “with
a wet bar, a wine center, maybe even a
wine refrigerator, coffee bar or a plasma
screen TV above a bank of cabinets for
the electronics.” 

“We have the dressing area in the
owner’s suite,” Derick continues. “That
would have a bank of cabinets in it for
storage, and maybe a vanity area. And
then we have the owner’s closets...often-
times with built-in cabinetry. Huge in
the custom market and the higher-end
market is to have built in cabinetry to
hide away all of your accessories — your
ties and your shoes, your gloves your
scarves your hats your jewelry. And a
center island, if the closet is large
enough to have storage below, and a
place to fold laundry or lay out clothes
on top of it.”

Secret Spaces
Cabinets without pulls that blend in

to look like walls are a popular trend.
“Traditionally,” says Arnold, “there’s

a fireplace and two built in shelves on
the side. Now ... when you push on it,
there are doors that open. So there is a
closed flat wall with some nice paneling
on it or something decorative, and what
you do is push on a section of it, and it
pops the door open. There’s a TV in
there or extra storage space.”

Let no space go unused, even under
the stairway. 

“The space under the staircase used
to be wasted,” says Arnold. “because
architecturally it didn’t work for any-
thing. Now they are keeping that open.
maybe the office that’s sitting there has a
bookcase in it that you can pull on the
shelf and the bookcase opens and there’s
a room back there. ... the wall moves, so
you can get to those spaces.

“Even if it’s a really weird little
cubby,” says Arnold. “don’t forget it,
because it can be something useful.”

Innovations

Proactive Solutions

For FREE information circle 41

For FREE information circle 40

• Pre-formed & Precut !
• Ready to Install !
• Perfect Shapes !
• Cost Effective !
• Quick & Easy !

w w w . e a s y - a r c h . c o m

Half Circle

Quarter Circle

Eyebrow

True Elliptical

Compound
Radius

Easy-Arch
The Name Says It All.

Now Featuring:

Adjustable Arches !

Available in over 140 standard
sizes through our nationwide
distribution network.

Call or visit our website for
the dealer nearest you.

8 0 0 - 8 5 4 - 2 4 6 1

Adjusts to fit nearly any opening from
2.5-inches to 12.5-inches in depth. 

Superior Concrete Products is a respected
design-build company that manufactures
and installs decorative precast concrete fences,
screening walls, and sound barriers.
Superior has over 20 years experience,
with satisfied customers throughout United States.
Contact us today, so we can be thinking of you.
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NO ONE HAS MORE PULL.
THE POWERFUL GMC® SIERRA® 1500. DOMINATES JOBS WITH THE BEST TOWING OF ANY 1/2-TON PICKUP.

Look behind any Sierra 1500 and you’ll see two things. Whatever it’s pulling and the competition. It’s always in charge, with more
towing power than any other full-size, 1/2-ton pickup. 10,300 lbs* of capability that comes from a new available Vortec™ Max
package — including a mighty Vortec 6.0L engine and an enhanced 9.5" rear axle with better performance and durability. Plus
an impressive payload capability of 1,692 lbs.† GMC Sierra 1500. Pulls a lot more than just its weight. Visit WWW.GMC.COM or
call 1-800-GMC-8782.

* Maximum trailer weight ratings are calculated assuming a properly equipped base vehicle plus driver. 
See the GMC Trailering Guide for details.

† Maximum payload capacity includes weight of driver, passengers, optional equipment, and cargo.
Call 1-888-4-ONSTAR (1-888-466-7827) or visit onstar.com for system limitations and details. 
OnStar is a registered trademark of OnStar Corp.
Vehicle shown with equipment from an independent supplier. See the owner’s manual for information 
on alterations and warranties.
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>> BY SCOTT T. SHEPHERD, PATH PARTNERS

Technologies
like home run
plumbing, air
admittance
valves (AAVs),
tankless
water heaters,
low-flow fix-
tures and gray
water reuse
piping provide
homeowners
easier long-
term mainte-
nance and
lower utility
bills.

Technologies like home run
plumbing, air admittance
valves (AAVs), tankless water
heaters, low-flow fixtures and
gray water reuse piping pro-
vide homeowners easier long-
term maintenance and lower
utility bills. You benefit from
easier, speedier construction.

Home Run Plumbing 
Home run plumbing systems
allow you to shut off water to a
single fixture through a cen-
tral manifold, so if there’s a
leak in one line, you don’t
have to turn the water off to
the whole house to find it. 

The system includes the
manifold to deliver hot and
cold water, which is fed
through flexible cross-linked
polyethylene plumbing (PEX)
supply lines.

Flexible PEX piping is a
real plus when installing
water lines. The piping rolls
off a spool and can be easily
threaded around structural
members and through walls
and crawl spaces. That means
a lot less cutting and welding
or gluing for the plumber.

Since PEX requires few (if
any) fittings, there will be
fewer leaks. PEX also expands
and contracts more than other
types of pipe, so it’s less likely
to burst if the pipes freeze.

When installing plumbing
manifolds, mount them in a
convenient, accessible loca-
tion such as on a basement

wall or in a service closet near
the domestic water heater.

Easy Admittance
AAVs simplify the builder’s
job by eliminating the need
for conventional pipe venting.

AAVs operate with the dis-
charge of wastewater, which
releases a vacuum and allows
air to enter the plumbing for
proper drainage. Otherwise,
the valve remains closed, pre-
venting the escape of sewer
gas and maintaining the trap
seal.

AAVs are also long-lasting.
The American Society of
Sanitary Engineers (ASSE)
requires valves to open and
close at least 500,000 times
with no emanation of sewer
gas. 

AAVs have been accepted
by major model building and
plumbing codes, including
IRC 2003 for single- or multi-
family residential construc-
tion, and by the ASSE.
However, some local authori-
ties are still unfamiliar with
the technology or reluctant to
accept it. If that’s your situa-
tion, you may need to present
extra data to educate your code
official.

Tankless Water
Heaters
Widely used in Europe and
Japan, tankless water heaters
offer an endless supply of hot
water and lower water heating

bills. These units are so small
they can be installed in a clos-
et, under a sink, on a wall or,
in some cases, on the exterior
of the home. 

Manufacturers say their
tankless water heaters can
shave 10 to 20 percent off
water heating bills by elimi-
nating standby losses — the
energy lost from continually
warming water that sits in the
tank. For maximum energy
efficiency, tankless can also be
used to boost a solar hot water
system. 

Available in electric, gas
and propane, tankless water
heaters can meet all of a
home’s hot water needs. They
can also provide instant hot
water to specific fixtures if you
install point-of-use heaters,
which can be located under a
sink. This application is gain-
ing popularity in bathrooms

PATH

Pipe Dreams
Upgrade kitchens and baths where it matters most.

‘‘

If you want to build kitchens and baths that
are beautiful inside and out, you might want to
make some upgrades where they can’t be seen —
the plumbing system. 
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with double sinks, providing hot water to both
faucets from under the vanity. 

Go With the Flow
When they were introduced, low-flow toilets gen-
erated complaints about trouble clearing the bowl
and frequent clogging. If you’ve rejected many
water-saving fixtures out of hand, it’s worth taking
a second look. Many low-flow toilets, faucet aera-
tors and showerheads have been developed with
advanced technologies and designs to improve per-
formance. 

One option to consider is laminar flow controls,
which make lower water flow feel more vigorous.
Manufacturers claim that laminar flow controls
can reduce water use by as much as 90 percent
compared to conventional fixtures by delivering a
precise amount of water to faucets, showerheads,
and hoses. Like low-flow fixtures, laminar controls
are simply screwed into place. 

Also check with your local water authority,
which may offer rebates for installing low-flow fix-
tures and other water efficiency measures.

Putting Gray Water to Work 
For the homeowner, gray water reuse can signifi-
cantly lower bills for outdoor water use. For the
builder, it could mean the ability to build on land
that is unsuitable for conventional water treat-
ment. It pays to investigate your options.

With some very simple piping alterations, most
new homes can be equipped to allow a future gray
water system retrofit. This requires only that gray
water drains be kept separate from black.

Gray water is wastewater from bathtubs, show-
er drains, bathroom sinks, washing machines and
dishwashers, accounting for 60 percent of outflow
from homes. It contains few or no pathogens and
90 percent less nitrogen than toilet water or other
“blackwater.” Therefore, it does not require the
same treatment process. By designing plumbing
systems that separate the two, gray water can be
recycled for irrigation, toilets and exterior washing. 

If the home is under construction, this isn’t too
difficult. A 2 1/2-bathroom home would require
less than half a day of a plumber’s time and some
drain pipe material. Depending on location, this
modification could be in the $350-$500 range. PB

Scott T. Shepherd writes about better building
practices on behalf of PATH. Scott is an associate
with D&R International, an environmental con-
sulting firm in Maryland.

LOG ON To learn more about this and other PATH-related
articles, visit us online at www.ProBuilder.com

/innovations

>> PATH
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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.
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• SINGLE-FAMILY DETACHED HOMES BUILT
FOR SALE

• ATTACHED HOMES BUILT FOR SALE

• ONE-OF-A-KIND CUSTOM HOMES

• ONE-OF-A-KIND SPEC HOMES

• AFFORDABLE HOUSING RENTAL

• COMMUNITY DESIGN

• SMART GROWTH

• HUD SECRETARY’S AWARD FOR
EXCELLENCE

• INTERIOR DESIGN: KITCHEN

• INTERIOR DESIGN: BATH

• INTERIOR DESIGN: SPECIALTY ROOM

• INTERIOR DESIGN: DETAIL

• INTERIOR DESIGN: AMENITY/FACILITY

B A L A •  B e s t  I n  A m e r i c a n  L i v i n g  A w a r d s

ENTER YOUR AWARD-WINNING PROJECT

THE BEST IN AMERICAN LIVING AWARD design competition is open

to builders, architects, designers, developers, land planners and interior 

designers nationwide. Homes completed or, for which the first model

opened between May 1, 2005, and July 15, 2006, are eligible for this

year’s competition.

Public announcement of the 2006 winners will be at the 63rd NAHB

International Builders’ Show. Winners will be presented awards during a 

ceremony sponsored by NAHB, Professional Builder and several leading 

building product manufacturers. The BALA winners will be posted on

probuilder.com for up to one year after the ceremony.

Any questions contact Judy Brociek at 630-288-8184 or 

jbrociek@reedbusiness.com

Visit 

www.housingzone.com/bala 
for registration information

NATIONAL ASSOCIATION
OF HOME BUILDERS
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WHEN YOU OFFER STARON® SOLID SURFACES, YOU’RE GUIDING YOUR CLIENTS TOWARD A 
COUNTERTOP CHOICE THAT HELPS YOU EARN HIGHER MARGINS. And because Staron® is trouble-free, 
customer satisfaction is high and callbacks are low. Staron® now offers quartz countertops, too. To learn how 
Staron® Solid Surfaces and Staron® Quartz can reflect positively on your work, visit www.getstaron.com/build5
or call 1.800.795.7177, ext. 270.

COUNTERTOP  |   SANDED VERMILLION

© 2006 Cheil Industries Inc. For FREE information circle 48

pbx0604_64-end.indd   94pbx0604_64-end.indd   94 3/17/2006   2:25:50 PM3/17/2006   2:25:50 PM



95

Bill Justus
Vice President, 
Supply Chain Services
Houston, Texas
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David Weekly
Homes

Innovations

>> >> IN MY OWN WORDS

James Hardie Fiber-Cement
Siding
www.jameshardie.com
James Hardie fiber cement siding provides the low
maintenance of vinyl siding, but without sacrificing the
look and character of wood. James Hardie is noncom-
bustible and resists rotting or cracking, as well as dam-
age from rain, hail and flying debris. Available pre-fin-
ished with a 15-year paint warranty, the product also
comes with a limited, transferable warranty for up to 50
years.  Circle 126 on card.

In My Own Words
“We like James Hardie for its product

quality and for the partnering proposition
the company fosters, helping the builder
effectively use its products in the field.
James Hardie is active in channel man-
agement: If we have a question about sup-
ply or some other problem, they are quick
to respond.”

Moen Faucets
www.moen.com

In creating its new Waterhill suite for the kitchen and bath, Moen con-
ducted more than 300 surveys in six cities to determine the style and
preferences of targeted consumers. The result is a collection that fea-
tures elaborate, traditional styling and functionality. The Waterhill two-
handle kitchen bridge faucet features a high-arc design and charming
details. Circle 125 on card.

In My Own Words
“We like the quality of the product and the channel

management at Moen. If we have an issue with any
channel partner, Moen is quick to jump in and assist.
They are also outstanding in their design center sup-
port — something many promise, but few actually
deliver. Moen has also made tremendous improve-
ments in the style and innovation of their product.”

�
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>>

>> IN MY OWN WORDS

David Weekly Homes cont’d

In My Own Words
“We use Elk Corporation’s laminate

architectural shingles, a high-quality product. But
most important, they are true partners. When times are

tough, they work to minimize any impact on your schedules. After the
storms in Florida, it was very difficult to get product. Elk worked with us
very closely to make sure our build schedule remained uninterrupted.”

Boise Build-Rite Services
www.bc.com/ewp
Build-Rite is a service for large production
builders from Boise Engineered Wood
Products. Build-Rite fine-tunes home plans
into the most efficient structures possible,
enabling the removal of nearly all the waste,
while saving up to $3,500 in building costs
per home. Circle 129 on card.

In My Own Words
“Boise’s Build-Rite Services look

at the whole house as a system.
They value-engineer the project to
my specifications, so I end up with
a tight home that saves money.
Using the service reduces cost,
ensures quality and provides our
subs with documents that assist
them in the actual building
process. For example, Build-Rite
provides a host of squaring dia-
grams and cut sheets on the back
end of the project. This adds a lot
of process control to the subs in
building this house.”

Trane Variable Speed AC
www.trane.com
During the summer, it’s the moisture in the air,
not the temperature, that makes a home
uncomfortable. Trane XL15i variable speed
comfort system products include a special fea-
ture, called Comfort-R, that removes moisture
from the indoor air. 

Set by the installer, Comfort-R ramps up air-
flow, so the home gets cooler faster. 
Circle 128 on card.

In My Own Words
“Our firm has a national trading

partner survey and issues Partners
of Choice awards. Trane achieved
an AA rating — an A in quality
and an A as a service provider —
and is one of our award winners
this year. This honor is due to the
outstanding service job Trane per-
forms in the field. They also make a
good product.”

�

��

Elk Prestique Laminate Shingles
www.elkcorp.com
Prestique I High Definition creates visual depths and shadows much like an expen-
sive wood-shingle roof. The product carries a 40-year limited warranty with an option
for limited transferability and a limited wind warranty of up to 90 miles per hour. Like
all Prestique shingles, the Prestique I is UL Class “A” fire-rated. Circle 127 on card.

�
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At every CFM level we produce, the impressively powerful Broan and NuTone QT-Series ventilation

fans make barely a whisper. HVI-certified, they’re still the easiest fans to install, bar none.

Add to that attractive designs that are ENERGY STAR® qualified, and you get a very happy customer.

And everyone knows that a happy customer equals a happy you. For more information on the

QT-Series or any of the fans that have made us the most preferred brands in the market, call

1-800-558-1711 (Broan) or 1-800-543-8687 (NuTone). Or visit us online at Broan.com or NuTone.com.

V E N T I L A T I O N  F A N S  D E S I G N E D  T O  B E  V I R T U A L L Y  

I M P O S S I B L E  T O  H E A R ,  S E E ,  O R  R E S I S T .

©2005 Broan-NuTone, LLC. Broan is a registered trademark of Broan-NuTone, LLC. NuTone is a registered trademark of NuTone Inc., a subsidiary of Broan-NuTone LLC. Patents pending. For FREE information circle 49
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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 50
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Innovations
>> BY RHONDA JACKSON, BUILDINGPRODUCTS@REEDBUSINESS.COM
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Whirlpool
Whirlpool has added the Duet
Sport model to its line of
washers and dryers. Great for
small spaces, the Duet Sport
compacts the features of
Whirlpool’s Duet front-load line
in a smaller size. Designed for
conservation, the washer and
dryer set uses 66 percent less
water and energy with every
load. Available in white or
white with gray accents,
Whirlpool offers an optional
10- or 15.5- inch storage
pedestal.
www.whirlpool.com
Circle 133 on inquiry card

KitchenAid
KitchenAid’s  new French-Door
Bottom Freezer Refrigerator has
full-span shelving with a narrow
door swing. This 42-inch built-in
model is available in stainless
steel or frameless for custom
paneling. The refrigerator fea-
tures electronic temperature
monitors, a variety of specialty
drawers and storage bins and a
water filtration system for the ice
maker.
www.kitchenaid.com
Circle 132 on inquiry card

GE
GE’s Side-By-Side
Refrigerator has several
new updates including
outside temperature
controls, a sealed
ExpressChill crisper and
a TurboCool function for
maintaining a consistent
cool temperature.  The
Side-by-Side also fea-
tures a new, gently con-
toured design in black,
white and stainless steel.
www.ge.com
Circle 130 on inquiry
card

Jade
Jade has added a slide-in sealed burner cook top to its culinary
line. This cook top is available in 36- and 48- inch sizes and can
be custom configured with an 18,000 BTU commercial charbroiler,
steel griddle and/or 12,500-18,000 BTU burners. It has a 24-inch
flush to cabinet design and cast-iron burner caps. www.jadeap-
pliances.com 
Circle 131 on inquiry card
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>> APPLIANCES

Innovations

Jenn-Air
Jenn-Air’s under
counter built-in Ice
Maker creates ice
cubes from pure min-
eral water. Jenn-Air’s
Clean Cube system
creates ice cubes by
continuously circulat-
ing water over a 32-
degree frozen plate
until the required
amount of ice is pro-
duced. This ice
maker is available in
black, white and
stainless steel and
custom panels and
can make up to 35
pounds of ice a day.
www.jennair.com
Circle 135 on
inquiry card

Jenn-Air
Jenn-Air’s new slide-in ranges are ideal for island installations. The new fami-
ly of slide-in ranges comes in gas, electric and dual-fuel models. The ranges
are 30 inches wide with warming drawers and a curved front floating glass
design. These ranges are available in black, white and two versions of stain-
less steel. www.jennair.com
Circle 134 on inquiry card

�

�
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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!

1-800-747-1762 • www.fantech.net

Quiet Moments 
brought to you by Fantech

Vent Light

Vent
Light

Remote
Mounted
Inline Fan

Available with
Fluorescent Light

Available without LightAvailable with Halogen Light

REG100FL

Enjoy the Luxury of
a Quiet Bath Fan

• Energy Efficient

• Flexible Design
Options

• Remote Fans from
122 CFM to 263 CFM

• UL Listed for
Wet Locations

• One or Two Port
Models Available
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— F o r g e d  I r o n  C o l o r s —

Whatever your style, we have six forged iron baluster colors to complement it.

Available in our exclusive Brushed Nickel*, along with Silver Vein, Copper Vein, Rubbed

Copper, Flat Black and Gloss Black, our handcrafted forged iron makes a beautiful state-

ment about the home—and about you.

Visit www.crownheritage.com. Or call toll free 1-800-745-5931.

*Patents pending on this new and unique metal finish.

F O R T H E B U I L D E R W I T H

C O L O R F U L S T Y L E

S I X
C O L O R S

For FREE information circle 65
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©2006 Wachovia Corporation. Wachovia Bank, N.A. is a Member FDIC and Equal Opportunity Lender. 061548

$300,000,000
•

Lead Arranger,
Syndicated Revolver

McCAR HOMES
Georgia

$45,000,000
•

Lot Acquisition and
Construction Facilities

SIMONINI BUILDERS AND
RELATED ENTITIES

Carolinas

$500,000,000
•

Lead Arranger,
Syndicated Revolver

ORLEANS HOMEBUILDERS,
INC.

Multiple Markets

$60,000,000
•

Revolving Credit Facility

MHI PARTNERSHIP, LTD.
Texas

$300,000,000
•

Lead Arranger,
Syndicated Revolver

$85,000,000
•

Construction and
A&D Facility

PASQUINELLI/PORTRAIT
HOMES

Multiple Markets

$175,000,000
•

Lead Arranger, 
Syndicated Credit Facility

METRO DEVELOPMENT
GROUP
Florida

ASHTON WOODS
HOMES USA

Georgia

$100,000,000
•

Revolving Credit
Facility

LEVITT & SONS
Florida

$150,000,000
•

Lead Arranger,
Syndicated Revolver

STANLEY MARTIN
COMPANIES

Virginia and Maryland

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 Manager, 

at 704-374-6311.

Uncommon Wisdom

>> APPLIANCES

Innovations

Viking
Viking has introduced a new line of Professional and Designer convection microwave
hoods.  A built-in ventilation unit sets this product apart from the rest. The convection
microwave hood has four convection settings for baking, broiling roasting and manual con-
vection. All units come equipped with a 300 CFM ventilation kit that helps with smoke and
odor control. www.vikingrange.com
Circle 137 on inquiry card

Kenmore
Sears adds the Kenmore Elite dishwasher to its
line of appliances. The Elite features several tech-
nological and conservation updates: the Turbo
Zone, a special section of the dishwasher which
uses 24 rotating spray jets to clean baked-on
dishes while gently washing the rest of the dishes;
SmartWash technology, which calculates the
amount of time and water needed to clean each
load of dishes; and Fast Wash, which cleans loads
in 30 minutes. The Elite line of dishwashers comes
in white, bisque, black and stainless steel. 
www.kenmore.com
Circle 136 on inquiry card

�
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To be fair, they didn’t have the option of saying yes to powerful Nextel solutions for 
construction management. With Nextel GPS, you can pinpoint your crew, track 
your equipment and know what’s going on at your sites, coast to coast. And with 
Nextel phones, you also get instant access to your teams on the world’s largest 
walkie-talkie network. With Nextel solutions from Sprint Business, the Yes-man 
of today can make just about any place a workplace.

1-8SPRINT-BIZ
nextel.com/businessGPS

 Rome wasn’t built in a day.
 The Romans weren’t Yes-men.

Nextel National Network reaches over 263 million people. Coverage not available everywhere. All GPS services require GPS-capable Nextel phones with cellular service. 
Certain services require Java-enabled phones. Additional fees and restrictions may apply. ©2006 Sprint Nextel. All rights reserved. SPRINT, the “Going Forward” logo, 
the NEXTEL name and logo, and other trademarks are trademarks of Sprint Nextel.
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The Contours Collection™ is now available in 18 foot lengths in addition to the 12 foot lengths already offered.  Not 

only are The Contours Collection Friezes getting longer, they’re getting wider.  ALSCO  Metals Corporation has just introduced 

9 1/4”  Flush Frieze. 

ALSCO is working to ensure that builders, remodelers and contractors have innovative 

products that are compatible with conventional building techniques.  No more face nailing, 

framing or blocking.  The Contours Collection of aluminum Fascia and Frieze products 

are easy to install on a variety of exterior surfaces.

That’s what The Contours Collection™ by ALSCO is all about.

Visit us at www.alscometals.com or call 1-800-231-9333

We’re getting

®

Now in 7” 
AND 
9 1/4”!

For FREE information circle 35
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At JELD-WEN, we’ve always known the best thing we can give our customers is reliability. To builders like 

you, that means we’re committed to delivering products on time, as ordered, complete and undamaged. For 

homeowners, our dedication to quality is reflected in careful craftsmanship that ensures our windows and 

doors remain energy efficient, secure and attractive for years to come. By continuing to work attentively 

and efficiently, we’ll help keep your projects worry-free. Learn more at www.jeld-wen.com.

pbx0604_NHQ.indd   2pbx0604_NHQ.indd   2 3/14/2006   4:24:23 PM3/14/2006   4:24:23 PM

®

Wood Radius Casement Window Exterior Premium Pine Door 1871AP Interior Custom Carved Door C5000
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JELD-WEN offers a wide range
of windows and doors

that include energy efficient 
Low-E glass.

In warm weather, Low-E glass reflects

the sun’s energy and reduces heat gain in 

the home.

In cold weather, Low-E glass

reduces the amount of heat loss

by reflecting it back inside.

It’s not easy to please everyone. But JELD-WEN® windows and doors with Low-E glass make it easier. These 

ENERGY STAR® qualified products provide homeowners with increased comfort and decreased energy bills. Low-E 

is standard for all our wood windows and patio doors and Courtyard Collection Steel doors. It’s also available for 

our vinyl windows and patio doors, as well as many of our exterior doors. Each one is sure to increase customer 

satisfaction season after season. To learn more about any of our reliable windows and doors, call 1.800.877.9482 

ext. 4127, or go to www.jeld-wen.com/4127.

®

Premium Vinyl Single-Hung 
Windows With Premium 

Wood French Door

Wood Casement Window Vinyl Geometric Window Premium Wood French DoorCourtyard Collection Exterior Steel Doors
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Even with the various styles, materials and options we offer, there are a few things every reliable JELD-WEN® 

window and door has in common. They’re built with quality that lasts. They’re delivered on time, complete and 

undamaged. They’re supported by exceptional warranties. And most importantly, they’re a worry-free choice 

your customers will be happy with for many years to come. To learn more, please visit www.jeld-wen.com.

Leadership, quality and customer satisfaction. 
Now reliability is available in a variety of shapes and sizes. 

pbx0604_NHQ.indd   14pbx0604_NHQ.indd   14 3/14/2006   4:25:50 PM3/14/2006   4:25:50 PM
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JELD-WEN® windows and doors with AuraLast™ wood will stay beautiful and worry-free for years. 

AuraLast wood provides superior protection against decay, water absorption and termite 

infestation. Unlike dip-treated wood, AuraLast wood is protected to the core and comes with 

an exclusive 20-year warranty. 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. 1027, or 

go to www.jeld-wen.com/1027.

Solid pine AuraLast,™

the worry-free wood from JELD-WEN, 

is guaranteed to resist decay and 

termite infestation for 20 years.

Dip-Treated Wood

Dip-treated wood is only

protected on the surface.

AuraLast™ Wood

A unique vacuum/pressure process 

provides virtually 100 percent penetration 

of the protective ingredients from the 

surface to the core.

Wood Double-Hung 
Window

Exterior Premium Pine Door 
1871AP

Wood Radius Casement 
WindowExterior Premium Pine Door 1863AP

®
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Colors are used for illustration purposes only. AuraLast wood has a clear pine color.
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The Most Powerful Minds in Customer Satisfaction 

and Loyalty

As the premier conference in customer satisfaction, we’re bringing you the premier leaders and innovators in the
industry. Hear from Clyde Fessler, former Harley-Davidson executive, about customer loyalty; Doug Lipp, former
head of training at Disney, about customer satisfaction; and Chip Bell, a leading author on customer service.

The Nation’s Top Builders and Leading Industry Experts

Join the top homebuilders and industry experts as they share innovative leadership ideas and best practices to
help your company increase its return on investment in customer satisfaction.

Networking and Entertainment

All of our entertainment provides plenty of opportunity to network with other leaders in the industry. A
welcome reception kicks the first night off in style. A dinner at the historic adobe Jokake Inn at the base of
Camelback Mountain provides an enchanting and intimate end to the day on the 18th. After an early end to the
conference on Friday, you can continue your networking during the optional golf event at The Phoenician’s
USGA championship course.

The Phoenician

Recently named the “#2 Best Luxury Resort in North America” by readers of Departures
magazine, The Phoenician is a AAA Five Diamond world-class, luxury resort rising
majestically from the spectacular Sonoran Desert at the base of Camelback
Mountain in Scottsdale, Arizona. A 250-acre visual masterpiece, it embodies
the spirit and vitality of the Southwest in its landscaping, architecture, and
extraordinary art collection. The resort features elegantly appointed guest
rooms, suites, and villas; six exceptional restaurants; 27 holes of
championship golf; the 11-court Tennis Gardens; and the Centre for
Well-Being spa complex.

Register today at www.satisfaction1.com 
or by calling 608-298-4900.

Register 

early 

and receive 

FREE GOLF!

There are only 144 spots 
available for the golf event.

The Phoenician • Scottsdale, Arizona

May 17–19, 2006 
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• SINGLE-FAMILY DETACHED HOMES BUILT
FOR SALE

• ATTACHED HOMES BUILT FOR SALE

• ONE-OF-A-KIND CUSTOM HOMES

• ONE-OF-A-KIND SPEC HOMES

• AFFORDABLE HOUSING RENTAL

• COMMUNITY DESIGN

• SMART GROWTH

• HUD SECRETARY’S AWARD FOR
EXCELLENCE

• INTERIOR DESIGN: KITCHEN

• INTERIOR DESIGN: BATH

• INTERIOR DESIGN: SPECIALTY ROOM

• INTERIOR DESIGN: DETAIL

• INTERIOR DESIGN: AMENITY/FACILITY

B A L A •  B e s t  I n  A m e r i c a n  L i v i n g  A w a r d s

ENTER YOUR AWARD-WINNING PROJECT

THE BEST IN AMERICAN LIVING AWARD design competition is open

to builders, architects, designers, developers, land planners and interior 

designers nationwide. Homes completed or, for which the first model

opened between May 1, 2005, and July 15, 2006, are eligible for this

year’s competition.

Public announcement of the 2006 winners will be at the 63rd NAHB

International Builders’ Show. Winners will be presented awards during a 

ceremony sponsored by NAHB, Professional Builder and several leading 

building product manufacturers. The BALA winners will be posted on

probuilder.com for up to one year after the ceremony.

Any questions contact Judy Brociek at 630-288-8184 or 

jbrociek@reedbusiness.com

Visit 

www.housingzone.com/bala 
for registration information

NATIONAL ASSOCIATION
OF HOME BUILDERS
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Interior/Exterior / Product Showcase
ADVERTISEMENT

For free information circle 201

For free information circle 203

PP LL EE AA SS EE PP RR OO OO FF RR EE AA DD CC AA RR EE FF UU LL LL YY

• 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!

For free information circle 200
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TV LIFTS BY OUTWATER
Although LCD, DLP and Plasma Screen 
Televisions and Computer Monitors have 
readily emerged as accepted fully integrated 
commonplace fixtures within today's 
homes, aesthetically speaking, they are 
viewed as the modern day Achilles heel; 
monumental physical eyesores devouring 
vast areas of much needed space without 
regard… until now.  

Outwater introduces its new series of 
low cost, very high quality motorized
TV Lifts and complementary accessories to 
accommodate all formats and sizes
of commercially available LCD, DLP
and Plasma Screen Televisions and 
Computer Monitors for any type of 
design application.

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

FREE 1,100+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

800-878-5788
www.noblecompany.com

ProForm Niches and Curbs
Waterproof, lightweight and “tile ready”.
Available in a variety of shapes & sizes.

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
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300 Series Simulated Transoms By Peachtree
A new addition to Peachtree's 300 Series is revolutionary. 
Now you can add all the style and character of a transom 
without the extra costs of mulling two units together. 
The simulated transom double hung is easier to install, 
more structurally sound, and more affordable than a 
traditional mulled transom. With solid pine frames, pine 
or PVC interiors, and exterior extruded vinyl cladding, 
this new product is available in multiple shapes and sizes, 
including rectangle, segment, circle heads, and Gothic 
configurations. For more information, call 800-732-2499 
or visit www.peachtreedoor.com.
Peachtree Doors & Windows

Bilco's Ultra Series Basement Door
Bilco's new Ultra Series Basement Door fea-
tures 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 homeowners 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

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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ADVERTISEMENT

YOUR TICKET TO MUST-HAVE,
HARD TO FIND INFORMATION

Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study

Professional Builders' Internet Usage Study

Visit the Research Store
on HousingZone.com

to purchase 
proprietary data 
you need to run 
your business:

www.housingzone.com/research
For free information circle 209
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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

pbx060401_uda.indd 1 3/6/2006 1:41:45 PM
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COLUMNS, BALUSTRADES 
& MOULDINGS

www.MeltonClassics.com

• Fiberglass Columns     

• Poly/Marble Columns 

• Synthetic Stone 
Balustrades
& Columns

• Wood Columns

• Cast Stone 
Balustrades & Details

• Polyurethane 
Balustrades,
Mouldings & Details

• GFRC Columns 
& Cornices

• GRG Columns 
& Details

Custom Quotations: 
800-963-3060

For free information circle 250

ADVERTISING MEANS BUSINESS.

For free information circle 251

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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U.S. 
Shutter 

Company

OFC: 817-886-2665
TEL: 866-862-0146
FAX: 817-886-7262

www.usshutter.com
COUPON 

CODE 
"BUILDER"

• Plantation 
  Shutters
• Fixed Louver
   & Raised   
   Panel

• Cabinet 
  Doors

• Mouldings 
  Hardware

For free information circle 252
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The Estimating Tool
Pros Rely On!

For the dealer nearest you, call today 1-800-854-8075

Promo Code: PROB-406

SCALE MASTER®II
Advanced Digital Plan Measure with Optional PC Interface

Model
61304840 Hytech Drive, Carson City, NV 89706 • 1-775-885-4900 • Fax: 1-775-885-4949

If you’re responsible for estimating,
bidding or planning, the Scale Master II
is easy-to-use for fast, accurate Linear,
Area and Volume take-offs.
The optional PC Interface Kit makes it
simple to input values directly into a
spread sheet or estimating program.

You’ll Reduce Errors, Save Time   
and Save Money!

OPTIONAL PC INTERFACE KIT
The PC Interface Kit is fully compatible with Win 3.0
and up, Windows 95, 98, 2002, NT and XP. Reduce
the potential for costly transcribing errors.

Model 6215

www.calculated.comVisit us on the web at:

AWARD
WINNING

ESTIMATING

TOOL!

AWARD
WINNING

ESTIMATING

TOOL!

• 91 Built-in Scales: 50 Imperial (Feet-Inch) and 41
Metric for architectural, engineering and civil/map
scaling

• Eight “Custom” Scales: user can set scale for out
of scale plans

• Wide range of Dimensional Units: Decimal Feet,
Feet-Inches, Decimal Yards-Feet-Inches, Miles,
Nautical Miles, Acres, Millimeters, Meters,
Kilometers, Hectares — square and cubic formats

• Dedicated Length, Width and Height Keys:
instantly find rectangular Areas and Volumes

• Manual or Auto Count Feature: “Count” how many
times a distance has been rolled
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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 256

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.

toolbelt_tabloid.indd 1 12/9/05 1:50:06 PM
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1.800.342.1514

balustrades

Place your ad TODAY!
 Call Shelley Perez at 630-288-8022
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HARDWOOD
MOULDINGS

256-pg
Moulding
Catalog

$40 + $10 s&h

274 Ferris Avenue, White Plains, NY 10603
Phone: (914) 946-4111 • Fax: (914) 946-3779

Lumber • Plywood • Burls
Turning Blocks • Veneers

Call for a fast, 
free quote

Any length, Any width, 
Any thickness
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pbx060401_clskodiak 1 3/2/06 7:38:32 AM

Place Your Classified Ad In 

Call Shelley Perez at 
630-288-8022

Fax: 630-288-8145
Email your ad copy to:

shelley.perez@reedbusiness.com
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        High Performance Wood Finishes
   EURO X™

M.L. Campbell, a leader in the wood finishing industry for 80 years, 
introduces the Euro X™ line of products – the first in the Euro 
Series. Each of the two-component finishes draws on European 
technology to produce a high performance finish and lasting 
results in exterior applications.

The Euro X series offers:
• Exceptional clarity, allowing the true wood color to show through
• Relatively fast dry time makes it ideal for both individual & production volume  
  applications. 
• Superior elasticity allowing finishes to flex with the wood’s natural contractions 
  & expansions due to humidity and temperature changes. 
• Excellent resistance to chemicals, UV exposure and scratches, providing 
  outstanding protection for wood in outdoor environments. 

The Euro X products include:  Clear Sheen, Clear Satin, Pigmented Satin and Clear Sealer. 

1.800.364.1359

For additional information, visit www.mlcampbell.com
224 Catherine Street, Fort Erie, Ontario L2A 5M9, Canada, Fax: 1.905.871.5455
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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

 Don ’ t  Forg e t  T o 

Advertise!
Place your ad TODAY!
Call Shelley Perez at 

630-288-8022
Fax: 630-288-8145
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FROM THE MAKERS OF PRO-VENT...

SITE DOCUMENT LOCKUP BOX
Weatherproof Plan holder and Permit Display.

Pro-Vent, Inc. • P.O.Box 3056 •  Olathe, Kansas 66063 • 866-782-8862

for more details visit:
www.pro-vent.com

The new way.

MOUNT IT

POST IT

LOCK IT

FEELING
LUCKY?

Don’t rely on Lady Luck to 

bring in new business. 

Leverage the power and reach 

of Professional Builder to 

gain new customers and 

increase your profits.

Builders' MarketPlace
Advertising  

Shelley Perez
630-288-8022

Fax: 630-288-8145
2000 Clearwater Drive
Oak Brook, IL 60523

Place your ad TODAY! For further information, contact Shelley Perez at 630-288-8022.
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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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