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WIND CHALLENGES DOOR
DOOR ACCEPTS CHALLENGE

WIND WHIMPERS IN SUBMISSION

Sure, Mother Nature is a worthy foe. ADJUSTABLE HINGES.

Every patio door comes with four

But she’s nothing when compared to hinges, versus the industry standard

of three. And each hinge is fully

the scorn of an unhappy homeowner.
adjustable — even after installation.

That’'s why we meticulously engineer

every patio door for the ultimate in
MULTI-POINT LOCKING SYSTEM.

durability, family safety, and years of One turn of the handle. Multiple locking

points. A whole new level of security.
maintenance-free use. (The fact that 2
In sum, a system your customers will

truly appreciate.

they look great doesn’t hurt either.)

So when you'’re on the job site and

WHOLE HOUSE COLLECTION.

need a partner you can trust, turn
Pick a patio door. Choose a window.

to Peachtree. No call-backs due to

Select an entry door. With our whole

house collection, you're guaranteed

faulty product. No worries over delivery j
beautiful products that complement

or warranty. No problems for you or each other, as well as your home.

your customers.

©000000000000000000000000000000000000000000000000000000000000000000000000000000
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“Wisit the seen-it, done-it, studied-it kitchen experts at merillat.com
or call 1-888-444-4642.

Merillat.
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Saying goodbye just got easier. Because with Weyerhaeuser ChoiceDek®, when you're done Wlth the
job, you're done. No more callbacks. No more hassles. Just a beautiful deck in the rear view mirror.
Aren't you ready to move on?

o Lifetime warranty * Resists rot, decay and insects e

* Extremely low maintenance * Matching railing system Eﬁaﬂcg[u)sehl;

e Fewer callbacks e Pre-machined for lighting G |
e Easy to cut and install e Easy to clean CHOICEDEK.COM
¢ No sealing, staining or treating required e Available in a variety of colors 800-951-5117

For FREE information circle 3

Available at the | LOWE'S | store nearest you.

Improving Home Improvement

Iser ChoiceDek® is and by Advanced Envi Recycling Technologies (A.E.R.T.) under U.S. Patent #5759680 and covered under NER-596. ©2005 Weyerhaeuser. ChoiceDek® is a registered trademark of Weyerhaeuser.
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For the home of a lifetime. = ey e
Certainleed WeatherBoards™ FiberCement siding.

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. =
CertainleedH

Quality made certain. Satisfaction guaranteed.™

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

all the way to the curb.

Our AccuGrain™ Technology does a beautiful thing for your business. It gives

f ACC GTIH{X"A'TRU@ Classic-Craft® fiberglass entryways, and any home, maximum curb appeal.
% u IN/“” Therma-Tru invented the first fiberglass door and continues to lead the industry

C,
o, oGy

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 TI-IERMA !lgg

The Most Preferred Brand in the Business™

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

© 2006 Therma-Tru is a Fortune Brands Company

For FREE information circle 5
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3. Helping Make
Buildings Better ™

1= BASF

The Chemical Company

It’s true.

The COMFORT FOAM® insulating air
barrier can double customer satisfaction.
Closed-cell polyurethane foam is the
only fully-tested, proven material that
combines superior insulation and air barrier
performance in a single application.
Maximize comfort and energy efficiency
for your customer.

It's a 2 for 1 business opportunity.

1.888.900.FOAM

www.basf.com/2for1

COMFORT FOAM® is a registered trademark of BASF Polyurethane Foam Enterprises LLC. comfortfoam@basf.com
For FREE information circle 6
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PERSPECTIVE
by Paul Deffenbaugh

Upward Glance

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 198s.
(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-

PROFESSIONAL BUILDER’S TOP 40 WORKPLACES

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

e Ds

Paul Deﬁenbﬁ A:j/
Editorial Director

630.288.8190
paul.deffenbaugh@reedbusiness.com

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

The Premier Management Conference for the Housing Industry

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 profitable.

Ri1Zz-CARLTON
LLAKE [LAs VEGAS
SEPTEMBER 27 - 29, 2006
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KeEYNOTES: TEAMWORK AND LEADERSHIP

Dty

Patrick Lencioni is the founder and

2ctoree

president of The Table Group, Inc., a
specialized management-consulting firm
focused on executive team-building
and organizational health. He has been
described by the One-Minute Manager’s
Ken Blanchard as “fast defining the next
generation of business thinkers.” Pat’s passion for organizations
and teams is reflected in his writing, speaking and consulting. He
is the author of five business books, including The Five Dysfunctions
of a Team, which was on the New York Times 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 firm, 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.

il

Known for his cncrgctic, 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

pla

dream, The Wall Street Journal

. Although he never realized that
, “What

driving ambition and an attitude that refuses to flag.” Through his

ts him apart . . . is

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.
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Introducing The New

ALL ULTREX WINDOW




100% JOB SITE TOUGH




Minimal expansion and contraction, even in extreme

. temperatures, prevents stress cracks, seal failures and related
Ultrex Construction makes

h hes. Good | ing that kind of perf
emubrtossabar e st eadaches. Good luck getting that kind of performance

from vinyl windows.

made of vinyl. Unbeatable fit and
finish, too. Quite possibly the end of

callbacks as you know them. \

\ @ Low E Il Glazing and

Argon gas combined with Ultrex

Our patented coating process
produces a finish that's virtually ——

maintenance free, resisting fading, il  the EPA's
construction ear

chalking, scratching, staining and e o £ Star® rating |
other callback-inducing conditions . nergy Star-rafing for energy
i ) efficiency. And double-strength
common among vinyl windows.

glass reduces breakage and the

hassles that follow.

Built stronger to withstand water,

wind and other nasty weather. Corner

key construction keeps it square while

keeping air and water out. Sloped sill design sheds water more effectively than
vinyl windows with weep holes that inevitably lead to
problems and callbacks.

The new Integrity All Ultrex” Single Hung Window is built to thrive when the going gets tough. Made -

from Ultrex, a pultruded fiberglass, it's fully eight times stronger than vinyl. And unlike vinyl, it won't warp, ‘ltegrltv
flex, corrode, chalk, discolor, scratch or do anything besides make glitch-free performance look easy.

Go to integrityallultrex.com or call 1-888-537-7602 to find out how it’s Built to perform. Windows and Doors

©2005 Marvin Windows and Doors. Al rights reserved. ®Registered trademark of Marvin Windows and Doors. ENERGY STAR is a registered U.S. trademark. Product specifications subject to
change without notice. Photo for dramatic effect only.
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>> 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.

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

“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

>> FELICIA OLIVER, SENIOR EDITOR

Neal
Communities
gponsors My
avorite House
Contest for
neighborhood
elementary
school

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

uﬁl |Illll ’ ‘“.; L] IWII [ s
= _

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

“Itis 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.

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.

04.2006 www.PROBUILDER.COM

PROFESSIONAL BUILDER

—
U1



Best Practices

WWW.PROBUILDER.COM/BESTPRACTICES

I.WI"I I! Il —I 1’ ;:q |

1'F-Illll:

New_tax
credits for 2006

for the Future?

Let Our Design
Complement Yours.

Give your clients the ideal energy- .
saving solution for every house
you build — the Rinnai tankless
With

technology which heats water on

water heater. innovative
demand, it is the ideal comple-
ment for luxurious roman spa
baths, body spray systems and
larger bathrooms, providing up to
9.8 gallons of hot water per
minute. Every Rinnai unit is
: designed to provide endless hot
- ,% water at the temperature your
 Jclients desire. Significant energy
~savings and ease of installation
puts your clients at an advantage

— the Rinnai Advantage.

Insist on Rinnai today for the
homes you build tomorrow.

Rinnai.

TANKLESS WATER HEATERS

For more information,

call 1-866-RINNAI-1

or visit our websites
www.rinnai.us
www.foreverhotwater.com

For FREE information circle 8

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.

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
International Energy
Conservation Code (IECC). HUD
code manufacturers can also be
credited up to $1,000 for homes
meeting the Energy Star criteria
or saving 3o 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.

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.



Because they count on you to make their dreams come true, provide them the
protection their family deserves by installing a Rapid Response™ Home Fire
Sprinkler System from Tyco.

Besides offering state-of-the-art fire protection for your customer, advantages include:

pa pid pesponsem e Reduced development costs through zoning and site incentives (trade-ups)

HoME FIRE SPRINKLER SYSTEM e Increased profitability per home
e Technology developed specifically for residential applications

e A complete Tyco system that installs quickly and affordably

e Tyco's exclusive ten year product warranty

Help your new home buyers protect their world. Install Rapid Response Home Fire Sprinklers in every home you build.

To learn more about Tyco's Rapid Response Home Fire Sprinkler System, or to request an
educational DVD and brochure, call Tyco Fire & Building Products at 1-877-GET TYCO (1-877-438-8926)

or visit www.tyco-rapidresponse.com tq c D

Rapid Response Home Fire Sprinkler Systems feature BlazeMastere CPVC pipe and fittings.
BlazeMaster is a registered trademark of The Lubrizol Corporation. Flre & Bu//dlng

a vital part of your world Products
For FREE information circle 9




You can already tell exactly what kind of house it'’s going to be.

o -5;

Choose Marvin, and it tells the world that
you build top-quality homes. Exclusively.

We make the finest, most durable windows

and doors. Details like extruded aluminum

cladding, the longest-lasting finishes
and double-strength glass create products
worthy of your projects. And we offer

a network of professional millwork experts.

Call 1-800-241-9450 or visit marvin.com

MARVIN&

Windows and Doors

For FREE information circle 10

©2005 Marvin Windows and Doors. Allrights reserved. ®Registered trademark of Marvin Windows and Doors.
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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.

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, shell
need the vigilance of a hawk to keep on
top of new Giant purchasing processes.

On Track for 2006

Knorring celebrated her third anniver-

A SIMPLE PLAN

The Brambleton model, shown, illustrates
Stanley Martin’s purchasing initiative to
reduce complexity. Priced in the high
$600,0007s, 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.

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:
B Reduce purchasing costs by one dollar

per square foot per quarterly period
B 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

il

BY BOB SPERBER, SEN/OR EDITOR

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 198os. 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

1)
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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

SPOTLIGHT

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 Go 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

. RAL
SCORECARD
To improve decision making 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-

Trade Scorecard Result by Average

100% 100% _ggs

5%
91% goo

_82% 80% 80%

80% 789

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.”

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.

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

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
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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:

B 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.

B Bundled jobs for the long view. While
the exact proportions vary, the overall
policy is to give the top-performing trade
in a category 6o 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.

W 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.

m 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

SPOTLIGHT

HIRING TRADES?

DO YOUR HOMEWORK!

“It's a no-brainer, 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.”

[t’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.”

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
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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.

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 -1 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

BY SCOTT SEDAM,

TRUENORTH DEVELOPMENT
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find another »-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 7-1r’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,
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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 8o 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 managet, which
means “people problems.”
But there’s something
even scarier. The big banks
have a Go-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-

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 6o 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?

B Training everyone to

work together as a team,

analyze problems and solve

them

B Developing solid, long-

term relationships that are

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

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 s
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

LESSONS LEARNED

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
[ | Sedam, visit
www.ProBuilder.com/bestpractices
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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.

STOCK ILLUSTRATION SOURCE

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-
sion closing 5,000
homes/year, requiring 15,000+
lots in the pipeline?

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.

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?

BY BOB PIPER, THE TALON GROUP

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.

LOG ON To learn more about

these issues, visit us at
www.ProBuilder.com/
bestpractices
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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 benefits. 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.
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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.

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

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.

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:

m [dentifying Potential Hostile
Customers is best accom-
plished by having in place an
active CRM (customer rela-
tionship management) and
CSM (customer satisfaction
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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. Itis
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.

® Composition of the Builder SWAT
team members 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.

B Actions taken by the Builder SWAT
team 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?”

® Resolution and follow up 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

CUSTOMER SATISFACTION

A SOUR EXPERIENCE

The following is a true story
that illustrates the problems
that can arise if you only pay
attention to your most satis- ‘
fied customers. | hope you can

learn from this builder’s mistake and
protect your organization. (The builder |
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.

Paul Cardis is CEO of NRS
Corporation, a leading research and con-
sulting firm specializing in customer

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

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



THE POWER OF YELLOW.”

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 Yellow™ can make your job a day at the beach.

866-209-4216 www.pella.com/pro
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Cultured Cultured Cultured
Stone> Brand A Stone> Brand A Stone> Brand A

Rated on a scale of 1-5

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”

For more information, visit www.culturedstone.com or call 1-800-255-1727.

More builders prefer
Cultured Stone?
No hype. Just fact.

*2006 Brand Use Study, Builder magazine. **Based on Familiarity ranking. 12004 Professional Builder Brand Study. The product colors you see are as accurate as current photography and printing technigues
allow. We suggest you look at product samples before you select colors. Printed in U.S.A. March 2006. ©2006 Owens Corning. Cultured Stone® and Cultured Brick® are registered trademarks of Owens Corning.



Best Practices

BY JOHN RYMER, NEW HOME KNOWLEDGE

— &) NEW HOME KNOWLEDGE

Cancelled Customers

[eJabemi8uas e Frank Morro

Large builder in Florida
Annual sales - $18,000,000; 36 units

| think what sets me apart as a new home sales professional 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. | 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

Cancelled customers are a wonderful opportunity for future sales. 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.

| keep a log book of cancelled customers for purposes of follow-up. | 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

It is part of the business, 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.
| actually had a customer that cancelled twice. Both times, he could not make a decision and felt the
LOG ON For this and other timing was not right. Not only did he purchase and close on a new home in my new community this year,
topics related to new home but he has also referred several customers to me who have also bought homes. | feel he did this
sales, visit us online at because | continued to let him know that when the timing was right for him, we’d be happy to make him

www.ProBuilder.com/ . .
bestpractices a homebuyer. [t all about going the extra mile.
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“The site was awash in PROBLEMS. ~::

DEVELOPMENT

The Ponds, Ozk Grove, MN

Developer David Schulte, Preferred Service Realty

Engineer Curtis Sparks, North American Wetland Engineering

Objective High density in a high water table setting

E/One gave us the sewering SOLUTION.”

—Curtis Sparks

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 Cost of system assumed

proven low pressure sewer technology. We delivered a low-cost, easy by homeowners
maintenance, closed system that eliminated infiltration and inflow and
_ In-slab installation Basement
protected the adjacent wetlands - as well as the budget. offers easy, = et
A ) ) o year-round access
With low impact, small diameter piping just el dleraiear
below frostline, installation was acheived piping runs just
in an environmentally sensitive manner and b?‘OW frostline
costs were minimized. 50 (620 IEise .

and disruption

The bottom line: E/One delivered lower installation costs, \ T\LE
lower environmental impact, and the ability to create —

a high-density development in a sensitive area.
PROBLEMS ONSITE? ASK E/ONE. Famuw

FREE Offer! Send us the topo map for your

next project and we’ll show you how to save
Completely sealed

system eliminates the
with an E/One system. possibility of 1&I Zero preventive

maintenance, 10-year mean

time between service calls
O I l e Call, or visit us online:
Environment One Corporation, 518-346-6161 Ext. 3028, www.eone.com

SEWER SYSTEMS A Precision Castparts company For FREE information circle 19

money and increase the viability of the project
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To Repair or not to Repair?

Notice and Opportunity to Repair Laws

Attached housing haslong 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,

continued

[l States with NOR laws

[l States considering
NOR legislation in
2006

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

For-Sale's Share of Multifamily Construction

>> BOB SPERBER, SENIOR EDITOR
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tenfold.

1999 2000 2001 2002 2003 2004 2005

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

RENTAL SET TO REBOUND

“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.”

PROFESSIONAL BUILDER 04.2006 wWww.PROBUILDER.COM
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Proactive Solutions

To Repair or not to Repair? continued

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.

The flexibility you need.

FOR YOUR COMPLIMENTARY CATALOG CALL US AT 1.800.387.6267"

CUSTOM DESIGNED, FABRICATED AND FINISHED PERFORATED AND BAR GRILLES

Eeararat
S
L3I0
Eecorars
ol

200 Square Link

ARCHITECTURAL GRILLE 42 Second Avenue, Brookiyn, New York 11215 Phone 7188321200 Fax 718.832.1390
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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.

Notice and Opportunity to Repair Process
A Step-by-Step Guide

Homeowner gives
SUCEVELSOIEN builder written notice
{UeReUREULN  of a defect claim.

Builder responds to e
S ARG Within 30 days

Response must be

An offer to settle
without inspecting

An offer to repair
without inspecting

A request
to inspect

Builder may inspect dwelling.
After inspection, builder must
provide a response to homeowner.

Response must be

. Rejection of
An offer to repair || An offer to settle

If the builder rejects the claim and will not
remedy or settle it, or does not respond to

the homeowner's notice of claim, the
consumer may bring an Action against the
builder without further notice.

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.



HARDIBACKER® CEMENT BOARD ACHIEVES
BEST POSSIBLE SCORE FOR MOLD RESISTANCE

HARDIBACKER HOLDOBLOG

The Ultimate Cement Backerboard™ PROTECTION

IT’S A PERFECT SCORE FOR HARDIBACKER® BOARD IN TWO INDUSTRY STANDARD TESTS!

' Numbers tell the story. In independent laboratory tests,* Hardibacker® Cement

- i Board with Moldblock™ Protection achieves a perfect score against mold growth.

oA Its superior moisture and mold resistance makes it the ideal alternative to greenboard
and its cement formulation contains no gypsum, which can disintegrate with continuous

moisture exposure. Mold is a serious problem and prevention is your best line of
defense. Trust Hardibacker products to help protect your work and your reputation.

THE TOTAL WET AREA SOLUTION.

*Industry standard mold tests, ASTM G2| and ASTM D3273

‘James Hardie
For FREE information circle 21 Building Products
© 2006 James Hardie International Finance B.V. All rights reserved. 1-800-9HARDIE

TM, SM, and ® denote trademarks or registered trademarks of James Hardie International Finance B.V.
@ s a registered trademark of James Hardie International Finance B.V. www.hardibacker.com



SRAACLERLLLE GO AHEAD - SCRUTINIZE.

Durable maintenance-free Windsor's vast product line offers the finest quality in components, construc-
extruded aluminum cladding ) . . . .
tion and operation. Add our meticulous service and the value of Windsor

Superior becomes perfectly clear.
insulating value
through Cardinal

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

Frame corners toughest inspection. And the most demanding use. Year after year.
contain 21 grams
of silicone for

ther-tight . . . o
weamer’e Windsor Windows & Doors — only available from select distributors.

1.800.218.6186 | www.windsorwindows.com

For FREE information circle 22

Available

in Pine and

Natural Alder 7 standard colors

wood interiors [serve to complement
a vast color palette

Double sealed
sash for extra Ly

weather-tight fit W/I N D OR

INDOWS & DOORS
A Woodgrain Millwork Company

Excellent Choice

QUALITY | PRODUCT SELECTION | SERVICE | VALUE
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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.

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

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.

asking: How long will this slowdown last? How bad will it get?

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

“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
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Economic Outlook

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-

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.”

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.”

Investor Share for Prime Conventional
Conforming Purchase Loans

Home Price Gains
Unsustainably Strong, Should Slow

Year-ago percent change
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Source: Bureau of Economic Analysis, OFHEO

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?



Alonzo’s customers

Alonzo

Alonzo’s business

Are your business finances turning out to be a big headache?
The power to relieve the financial 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 finances, and free
up the key element that'll make your business a success — you. To find out more, visit us at
capitalone.com/business or call 1-800-209-1157. What's in your wallet?®

* ONLINE ACCOUNT SERVICING

* CUSTOM TRANSACTION REPORTS
* FREE EMPLOYEE CARDS

» DEDICATED SERVICE REPS
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YOUR REPUTATION IS BUILT ON QUALITY.

THEN AGAIN, SO IS OURS.

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.

7> MONION

We make lasting impressions®

For FREE information circle 24
£ == b [
B : 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



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

ILDER
THE YEAR

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?

S | ¢ innovative in areas of operations including: design,
‘ =¥z ' management, building practices, marketing, community
AEW - =~ relations, customer satisfaction, productivity and profitability?
= o =B ¢ highly reputable in the market(s) they serve?
¥ N = e * employing the brightest and best personnel, and do they
PUtIlIT‘ I—\IOV/LS I Y 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 e Attn: Paul Deffenbaugh ® 2000 Clearwater Drive ® Oak Brook, IL 60523  Questions:
E-mail nominations: paul.deffenbaugh@reedbusiness.com (subject line: Builder of the Year) 630-288-8190

NOMINATIONS DUE 6/1/06
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BY BILL LURZ, SENIOR EDITOR, BUSINESS

ut?

After 13 years of unrestrained growth, the fun
may be ending for Giant builders...
Then again, maybe not.

Professional Builder’s 39" 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
2000, 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?

2001 GIANT 400 MARKET SHARE
(2000 U.S. Housing Completions: 1,574,000%)

Masters of the Universe

Supernovas ; N
(Giants #1-5 (Glﬁggggzzs)

113,897
7.2%

Rich and Famous

Achievers
. Giants #126-275)
Non-Giants (

1,077,850 75,041

B

4.8%

68.5% Strivers
(Giants #276-400)
Source: Professional Builder, 2006 36,969
*U.S. Department of Commerce 2.3%

2006 GIANT 400 MARKET SHARE
(2005 U.S. Housing Completions: 1,930,500%)
Supernovas

(Giants #1-5)
214,388
11.1%

Non-Giants
1,234,648
64.0%

Source: Professional Builder, 2006
* U.S. Department of Commerce

Masters of the Universe
(Giants #6-31)

Rich and Famous
(Giants #32-135)
166,789
8.6%

Achievers
(Giants #136-282)
78,659
4.1%

Strivers
(Giants #283-400)
36,411
1.9%

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.)
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The
Breakdown

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
‘o7 or ‘08? Over the next 10 pages, we'll show

SUPERNOVAS you how the industry — and the 400 builders

Giants #1-5 that dominate it — changed in 2005, then tell
you where we think 2006 is heading.

MASTERS OF THE

UNIVERSE .

Giants #6-31 Big Is Better

RICH AND FAMOUS
Giants #32-135

ACHIEVERS
Giants #136-282

STRIVERS
Giants #283-400

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 2003,
U.S. Commerce data shows completions hit
1.93 million, the highest level since 19773 (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.

Challenges &
Opportunities

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.”

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

10-YEAR SHARE OF MARKET

TOTAL 2005 NEW HOUSING REVENUES

(Giant 400 Total: $196,498,311,823)

118 Strivers

(Giants #283-400)
$6,131,755,698

5 Supernovas

2005 1,930,500 695,852 36.0% 31% (Giants #1-5)
2004 | 1,841,900 642,503 34.9% $61,494,364,395
2003 1,678,000 582,249 34.7% 147 Achievers 31.3%
2002 1,649,100 530,734 32.2% (Giants #136-282)

2001 1,570,400 512,217 32.6% $18'3:;7é‘:’/58'°45

2000 1,574,000 496,150 31.5% 3%

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% 104 Rich & Famous

1995 1,313,000 275,075 21.0% (Giants #32-135) 26 Masters of the Universe

*U.S. Department of Commerce

Note: 2005 completions are revised/1995-1998 Gov't. figures are rounded

Source: Professional Builder, 2006
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.

$42,130,164,563
21.4%

Source: Professional Builder, 2006

(Giants #6-31)
$68,404,659,123
34.8%

TOTAL REVENUES of the Giant 400 grew to $196.5 billion in 2005, up
from $159.8 bilion 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.



ESTATES at BROADBAND

A Comcast Connected Community

Partner with Comcast and experience true collaboration.

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.
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Maybe it's time you use the nation's No.1 treatment to kill and prevent mold in new construction.
Effective, Bora-Care® with Mold-Care is applied by Pest Management Professionals (PMPs) to
prevent and eliminate mold. Profitable, it can add thousands of dollars of profit to every house
you sell. So, join the growing number of builders across the country who are giving home buyers
the mold protection they want at a price they'll pay—at a cost that ®

makes you money. Specify Mold-Care to your PMP as part of
your home protection program.
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Publics Diversify Products

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

I’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-

HOW RANKINGS
ARE CALCULATED

The Professional Builder

centration in that location and product type.

“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.

Giant 400 ranking 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" 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" Giant
Usually, these are very high-
end, semi-custom builders.

UNITS CLOSED BY 2006 GIANTS

154,152

Single-Family Detached 105,590
46,894
22,146
. 24,311
Low-Rise Condo/Townhouses 2225,982 B Supemovas (Giants #1-5)
5,790 mm Masters of the Universe
600 (Giants #6-31)
iah-Ri i 5,094 Rich and Famous
High-Rise For Sale Units 14952 (Giants #32-135)

38 1 Achievers (Giants #136-282)

[ 15,805 [ Strivers (Giants #283-400)

28,205
16,216
[s172

High Rise Rental Units 2% 560

1,886
1300

199,605

166,789
78,659

Low-Rise Rental Units

Total New Residential Closings
T 36,411

Source: Professional Builder, 2006

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.
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“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.”

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
alocal 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.”

PROFESSIONAL BUILDER 04.2.006 www.PROBUILDER.COM
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Sites where Giants Build (by category)

I 2004 2005
Supernovas

Units In Suburban Planned Developments _88'0%

Units In Suburban Scattered Infill I:g:ﬁ"
. (-]
Units In Urban Planned Developments 35:'3(2;{"

. 2.0%
Units In Rural Areas 2_3‘,/:
10.7%

Units In Urban Scattered Infill 0.0%

Masters of the Universe

O,
Units In Suburban Planned Developments 64.0 /080.1%

O,
Units In Suburban Scattered Infill ',141%6 o

'O,
Units In Urban Planned Developments Hgo/z o

0.0%
0.0%
14.7%

Units In Rural Areas

Units In Urban Scattered Infill 7.7%

Rich and Famous

. 69.7%
Units In Suburban Planned Developments _65.0%

O,
Units In Suburban Scattered Infill 101'%_/3%

Units In Urban Planned Developments 32.:/{:’
Units In Rural Areas :233‘:’/2
Units In Urban Scattered Infill .gg.://:
Achievers
Units In Suburban Planned Developments _6(;94“"/:/0
Units In Suburban Scattered Infill 7999042
Units In Urban Planned Developments 11232/:
Units In Rural Areas gg://:
Units In Urban Scattered Infill 'gg:,’//:
Strivers

. 68.4%
Units In Suburban Planned Developments _4.3%

Units In Suburban Scattered Infill n122%4%

. 15.8%
Units In Urban Planned Developments 14.5%
O,
Units In Rural Areas 4";?7/&,

Units In Urban Scattered Infill '22180;1"

Source: Professional Builder, 2006

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.



High-Rise
Fraught with

Risk

Many Giants are now building condo towers, but it’s a business filled with danger.

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.

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

HIGH RISE FOR-SALE UNITS CLOSED BY GIANT 400

Strivers

Achievers (Giants #283-400)
(Giants #136-282) 0.04% Supernovas
9.9% (Giants #1-5)

71%

Rich and Famous
(Giants #32-135)
23.09

%o

Masters of the Universe

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.

(Giants #6-31)

Source: Professional Builder, 2006 60.0%

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

1 Pulte Homes, Inc. * Bloomfield Hills | Ml 12,776
2 D.R. Horton, Inc. Ft. Worth TX 8,735
8 Lennar Corporation* Miami FL 8,243
4 Centex Corporation Dallas X 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

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.

TOP 10 HIGH-RISE FOR-SALE BUILDERS

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

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.
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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.

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.1o to No.G (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

TOLL JUMPS FOUR GIANTS — TO NO.6

It's easy to think 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 milion 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-

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 200s5.
Hovnanian seemed a cinch to jump NVR
to No. 6. Tt 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.

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. |
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."



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.

TOP 10 PUBLIC BUILDERS

3
25

Top 10 Publicly-Owned Giants
Pulte Homes, Inc.

D.R. Horton, Inc.

Lennar Corporation

Centex Corporation

KB Home

Toll Brothers, Inc.
Hovnanian Enterprises, Inc.
NVR, Inc.

Beazer Homes USA, Inc.

0 M.D.C. Holdings, Inc.

= © 00N O~ WwN =

2000 2005 %
Closings Closings Change
27,781 45,630 64.2%
18,942 51,383 171.3%
22,560 42,359 87.8%
21,767 37,876 74.0%
22,847 37,140 62.6%
3,945 8,769 122.3%
4,367 17,783 307.2%
10,055 18,787 37.1%
8,088 18,401 127.5%
7,484 15,307 104.5%

Source: Professional Builder, 2006

TOP 10 LARGEST PRIVATE BUILDERS

2006
Rank | Top 10 Privately-Owned Giants

13 Shea Homes

20 WL Homes LLC aka John Laing Homes
22 MCZ Development

23 Mercedes Homes, Inc.

24 Woodside Group Inc.

25 Trammell Crow Residential

27 David Weekley Homes

28 Kimball Hill Homes

30 JPI

3 The Drees Company

2000 2005 %
Closings Closings Change
4,927 6,901 40.1%
2,368 2,891 22.1%
198 4,020 1930.3%
1,927 5,714 196.5%
1,721 3,676 113.6%

7,012 9,784 39.5%
3,245 4,612 42.1%
3,017 3,881 28.6%
13,000 7,425 -42.9%
2,391 2,968 24.1%

Source: Professional Builder, 2006

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.

SKYROCKET IN FLIGHT

What’s got into Martin Ginsburg? 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 milion) 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.”
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Publics’ Profits at Peak

Public builders don’t separate land and home building profits,

but their 2005 numbers are still impressive.

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

26.6%

Supernova’s average
Gross Profit Margin

SUPERNOVA PROFITS

Company EBIT Margin-2005

Rank

1 Pulte Homes, Inc.

1741

15.8

3 Lennar Corporation

4 Centex Corporation 14.5

5 KB Home 13.7

Source: UBS Investment Bank, New York, NY

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.

SUPERNOVAS EXPANDING

Source: Professional Builder, 2006

year of this decade, 2000.

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%
Total Housing Revenues 31.3% 23.2%
Total Closings 30.8% 23.0%
Total Gross Revenues 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

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
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Publics’ Profits at Peak continued

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.

NVR: A BREED APART

Of the public builders, 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.”

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.

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.

“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

COST BREAKDOWN OF MASTERS OF THE UNIVERSE
(GIANTS #6-31)

Materials
25.5%

Financing
Costs
2.4%

Fees (permits,

impact, etc.)
0.9%
Improved
Lot Costs Land
8.7%
4.7% 8.3%

Source: Professional Builder, 2006

Construction Labor

Improvements Raw Land Miscellaneous Profit
0.1%

Indirect
Construction
Costs
2.2%

19.8%
Advertising
0.9%

Marketing
< 0%

Model

//’\ Merchan-

dising
0.8%
Sales
Commissions
2.8%

Overhead
Expense

16.0% 5.9%

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).



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.

COST BREAKDOWN OF RICH AND FAMOUS
(GIANTS #32-135)
Construction Labor  Indirect
0% Construction

Costs
2.9%

Materials

25.1%

Advertising
Financing 0.9%
Costs

Marketing
2.5% 1.2%

Model
Merchan-
i dising
Fees (permits,

impact, etc.) Sales

2.2% c oY
ommissions

Improved 2.6%
Lot Costs

Overhead
5.7% Land ) . Expense
Improvements Raw Land Miscellaneous Profit ~4.go
5.2% 11.1% 1.5% 12.4%

Source: Professional Builder, 2006

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.

COST BREAKDOWN OF ACHIEVERS (GIANTS #136-282)

Sales Overhead  Miscellaneous Land Improvements
)

Commissions EXpense .. 0.9% pay and 4.1%
3.2% 4.8% I’.O‘I, 8.5% Improved
Lot Costs
Merchandising 7.3% )
0.7% Fees (permits,
Marketing |mpgct, etc.)
5 ‘o

Advertising Financing
1.1% Costs
2.1%
Indirect
Construction Costs .
3.0% Materials

27.8%
Construction Labor
22.49

‘o
Source: Professional Builder, 2006

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 vields a profit of 10.4
percent—well below the 16 percent average for Masters of the Universe.

COST BREAKDOWN OF STRIVERS (GIANTS #283-400)

Sales Overhead  Miscellaneous Land Improvements
o,

Commiisions Eépseg}se Profit 0.6% Raw Land 4.0%
1% 77 8.8% 9.2% Improved
Lot Costs
5.1%

Fees (permits,
impact, etc.)
2.0%

Indirect
Construction
Costs
2.9%

Materials

29.9%
Construction Labor °

23.2%
Source: Professional Builder, 2006

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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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.

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.

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

SPEC HOME SALES BY CATEGORY

Supernovas N 2005 [N2004

0O,
Units Built On Spec . ggoﬁ
91.7%

Masters of the Universe

Units Built On Spec _29_1027 %

Units Presold R 62.6%
e 70.9%

Rich and Famous

. I 27.49
Units Built On Spec _32@2%

) 72.6%
Achievers

0,
Units Built On Spec -38222/‘,/°

Units Presold R, 67.3%
T 69.8%

Strivers

O,
Units Built On Spec ‘-?%G/o
. 63.4%
Units Presold

Source: Professional Builder, 2006

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.

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:
"ldentifying 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."

" LOG ON To see the entire Professional
B Buider Giant 400 list, visit us oniine at
www.ProBuilder.com



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.”

m Glass Technology
Since 1883

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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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

P
can order precisely what you want. Plus guaranteeing the uncompromising quality that a4 /
precisely meets your clients’ demands. And, of course, delivering our products precisely é r i /[ / / 4 / ‘ £
when we promised. If we do all that, we’ll achieve our number one goal: Perfection ¢ -

. o Windows and Doors
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This house has been rewired, rewindowed,
re-everythinged. Except replumbed.

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

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.

COPPER —————————
The plumbing people prefer.
For FREE information circle 32
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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.

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
OWI.

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
Jeft 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.

SPRINKLER DESIGNS VARY for certain areas.
This sprinkler is a recessed pendant.

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.
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William Lyon Homes offers townhouse units in Irv

providing private outdoor spaces.
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PHOTOGRAPHY BY JOHN R. BARE

BY LAURA BUTALLA, SENIOR EDITOR

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.

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-

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.

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

VITAL STATS

Irvine, Calif.

Neighborhood: \Woodbury
Developer: Irvine Company, Irvine,
Calif.

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

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

THIS KITCHEN, left, opens to
private outdoor living. The
living room, below, offers
open, livable space.
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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-

3rd FL

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
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AW LOG ON To learn more about this and other
projects, visit us online at
www.ProBuilder.com/plansandprojects
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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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INTERIORS MARC BERLOW

BY FELICIA OLIVER, SENIOR EDITOR

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)?

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 Rz 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:

B A Jack and Jill bathroom between the
two smaller bedrooms on the second
floor

B An optional wet bar in the finished

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

' VITAL STATS _
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basement’s recreation room

B 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

N. KILBOURN AVENUE

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
fagcade,” 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

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

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
I1I 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

AW LOG ON to see this another plans and proj-
ects, visit us online at
www.ProBuilder.com/plansandprojects
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Impact Resistant Windows

When everything is chaotic outside, you can stay calm knowing the homes you've built are protected with Weather Stopper™
Windows from Silver Line®. Our line of Impact Resistant Windows meet both the ASTM and Miami-Dade test standards for
impact resistance. Our extensive manufacturing, distribution and transportation network ensures you'll get your windows
on-time, keeping you calm before the storm, while proven, dependable protection for your coastal homes will help

keep you calm after the storm.

For more information call 800.234.4228 or visit www.silverlinewindows.com.

Weather Stopper™- Protecting Homes

F Nature's F WINDOWS
rom Nature's Fury. For FREE information circle 34 800-234-4228 | www.silverlinewindows.com
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A GLASS BLOCK shower wall ﬁ
Creates a nice design element

] o that also allows natural light
3 into the shower area.

MIXING DIFFERENT TILES on
the bath, the floor, and or the
walls creates contrast in the
design.
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" IT HAS BECOME A TREND

FOR CUSTOMIZED

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




INSIDE & OUT

BY LAURA BUTALLA, SENIOR EDITOR

“Relaxing environment

——_—_—

\

WARM WOOD for built-
etry has become a
 trend in bathroom

HIS AND HERS VANITY
SPACE offers more flexibility
in the master bathroom.

Bathroom design trends and products
offer new home buyers spa-like
comfort and special features with
unique details

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

PROFESSIONAL BUILDER 04.2.006 www.PROBUILDER.COM
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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.

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:

m Tile: “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.

® Lighting: “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.

B Sinks: “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.

m Toilets: “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 toilet

PHOTO PROVIDED BY PITTSBURGH CORNING
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TWO DESIGNS. ONE COMMITMENT TO WATER SAVINGS.

With the Rockton.. and Karsten.. toilets, both featuring Dual Force.. technology, you have your choice of two
attractive designs, each delivering exceptional performance and providing exceptional water savings.
Both toilets offer a choice of two water levels for every flush — 1.6- or .8-gallon water consumption. The larger
1.6-gallon option is for bulk operation, while the .8-gallon flush is recommended for removal of liquid or
light waste. Ultimately, Dual Force technology can
save the average family of four up to an amazing
25,000 gallons* of water each year. That’s enough to
fill not one, but two swimming pools* The STERLING.
Rockton and Karsten toilets with Dual Force technology

provide water conservation and exceptional performance —

two features, two toilets. One brand — STERLING.

*25,000 gallons versus a 3.5-gallon toilet, or 6,000 gallons versus a 1.6-gallon toilet.
**23-foot diameter by 4-foot-deep pool.

[STERLING]

" A KOHLER COMPANY




The Rockton. and Karsten. toilets with Dual Force technology provide an
outstanding combination of water conservation and performance. Dual Force
technology can save the homeowner up to 25,000 gallons™ of water each year,
while the flapperless valve and large trapway offer exceptional bulk operation.
In addition, 100% of the water passes through the rim to keep the bowl clean
with its siphonic washdown system. The STERLING Rockton and Karsten toilets
are further enhanced by clean design lines that complement any bath or

powder room.

TWO-OPTION ACTUATOR

1.6-gallon, left, and .8-gallon, right, FEATURES BENEFITS :
offer a choice between two water Water conservation Regular use of the .8-gallon flush for liquid waste
levels for every flush. can save the average family of four up to 25,000

gallons* of water each year

Exceptional bulk performance The 1.6-gallon flush consistently requires only
one flush to remove waste and is backed by a
5-year limited warranty

Two-option actuator Provides easy-to-use flushing options

Flapperless valve Durable valve system design ensures long-term
operation and reliability

Sanitary guard Not commonly found on most toilets, this
unique feature helps prevent liquid from getting
under the tank

Attractive, versatile design Clean design lines coordinate with almost
any décor
TANK INTERIOR : ; "
Flapperless valve and trapway design Round-frpnt and elongated Both toilets are avallgble vylth rogrjd-front and
bowl options elongated bowl configurations giving consumers

maximize the force of gravity for
remarkable bulk operation.

the flexibility they need

*25,000 gallons versus a 3.5-gallon toilet, or 6,000 gallons versus a 1.6-gallon toilet.

SANITARY GUARD
Our unique sanitary guard helps
prevent liquid from getting under the

tank, minimizing cleaning. Rockton toilet featuring Dual Force technology shown  Karsten toilet featuring Dual Force technology shown
with round-front bowl in White. 402024. with elongated bowl in White. 402026.

L

STRONG. PROFESSIONAL. DESIGN..

To learn more about STERLING products and warranties,

or to order a catalog, call 1-800-STERLING, ST ERLI NG@

or visit SterlingPlumbingcom/dualforce B
A KOHLER COMPANY




Professional Builder

BENCHMARK

The Premier Management Conference for the Housing Industry

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 profitable.

Ri1Zz-CARLTON
LLAKE [LAs VEGAS
SEPTEMBER 27 - 29, 2006
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KeYNOTES: TEAMWORK AND LEADERSHIP

Dot e

Patrick Lencioni is the founder and
president of The Table Group, Inc., a
ialized management-consulting firm
focused on executive team-building
and organizational health. He has been
described by the One-Minute Manager’s
Ken Blanchard as “fast defining the next
generation of business thinkers.” Pat’s passion for organizations
and teams is reflected in his writing, speaking and consulting. He
is the author of five business books, including The Five Dysft
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 firm, 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.

i, Forvill,

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

»nal basketball

ever realized that

to become a prof
player. Although he
dream, The Wall Street Journal says, “What sets him apart . . . is
driving ambition and an attitude that refuses to flag.” Through his
company, Harrell Performance Systems and his book Attitude is
Erer)'thing: Ten Lgfe 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 or

the top sales and training instructors. He is widely regarded as

one of the country’s best speakers.
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Why
Your Home
Should Have
A Residential

Elevator

Provides Access

to All Levels

Will Increase
Resale Value

For FREE information circle 37

1-800-238-8739

www‘waupacaelevator.com

THE WAUPACADERM

ELE\ATOR COMPANY, INC.

Specify the Specialists®

Plans and Projects )

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

AW LOG ON For more information about this and

L other projects, visit us at
www.ProBuilder.com/plansandprojects

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.

latitudes

decking & railing

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

UFP Ventures II, Inc.
A Universal Forest Products Company

For FREE information circle 36
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To say that our field reps
are up with the sun would be
only half the story.

For FREE information circle 39
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>> CREATIVE CABINET USES

>> BY FELICIA OLIVER, SENIOR EDITOR
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Creative Cabinet Solutions

Tech rooms, accessory cubbies, and secret storage space
for valuables gives homeowners options for concealing

their belongings

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.

“[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.

LOCATED BETWEEN THE MASTER
BATHROOM AND THE MASTER SUITE is a
bank of cabinets for storage.

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
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Quarter Circle Available in over 140 standard

sizes through our nationwide ~ § - & . ith thei £ cabi in th
m e o ’ S 3 with their own sets of cabinetry in them,
L. / often to store away arts and crafts mate-
Half Circle - Pre-formed & Precut ! = / rials, games that the family might play

m * Ready to Install ! 4 . together.”
‘ 3 -

AAAAA - Perfect Shapes ! .
N .p The Master Suite

* Cost Effective ! “The owner’s suite now comes com-
Compound

Radius * Quick & Easy ! [ v 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.”

Now Featuring: “We have the dressing area in the
Adjustable Arches! owner’s suite,” Derick continues. “That
Adijusts to fit nearly any opening from would have a bank of cabinets in it for

2.5-inches to 12.5-inches in depth. storage, and maybe a Vanity area. And

then we have the owner’s closets...often-

Call or visit our website for times with built-in cabinetry. Huge in

il oy et the custom market and the higher-end

800-854-2461 market is to have built in cabinetry to

EASY[ARCH 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

=2 ‘i\:‘ : there or extra storage space.”
I"VESlme“l Let no space go unused, even under

the stairway.

o
Wl

secul‘lilv Superior Concrete Products is a respected “The space under the staircase used
design-build company that manufactures to be wasted,” says Arnold. “because

Peacﬂ I]I Mi“d and installs decorative precast concrete fences, architecturally it didn’t work for any-

screening walls, and sound barriers. thing. Now they are keeping that open.

Superior has over 20 years experience,
with satisfied customers throughout United States.
Contact us today, so we can be thinking of you.

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.

Proven Leaders of Precast Concrete Fences and Screening Walls “ Even lf it’s a really Weird htﬂe
800-942-9255 or 817-277-9255 cubby,” says Arnold. “don’t forget it
www.concretefence.com because it can be something useful.”

For FREE information circle 41



5 MOEN

Buy it for looks. Buy it for life.®

Collections that Perfectly Match.
Designs that Express Your Personal Style.

It’s Just What You'd Expect from Moen”.

Our Moen® and Inspirations by Moen® bath accessories offer a broad selection of style and finish options. Moen
accessories are designed to perfectly match Moen faucets; Inspirations by Moen offers the latest in on-trend styles and
finishes to complement any décor.
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All of our products are backed by a Lifetime Limited Warranty, just what you have come to expect from Moen. @\i{\
)

For more information: 1-800-882-0116 * www.csi.moen.com
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SIERRA. _ Ostar |

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 I[bs* 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 Ibs.” 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. — —
= M\/7 fT—-' !
OnStar is a registered trademark of OnStar Corp. “ E’ R{A— ‘ ‘\:1@

Vehicle shown with equipment from an independent supplier. See the owner’s manual for information

on alterations and warranties. WE ARE PROFESSIONAL GRADE:
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Innovations

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.

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

BY SCOTT T. SHEPHERD, PATH PARTNERS

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

PROFESSIONAL BUILDER 04.2.006 www.PROBUILDER.COM
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YOURSELF.

Now fully sheathed homes have an even greater advantage
— code approval for braced walls as narrow as 16 inches.
Qur site-built solution uses nails, an extended header,
a strap tie, two anchor bolts, and two plate washers.
This easy system is approved for one- and two-story
residential structures. Get FREE narrow wall details at

www.apawood.org/pb

APA

THE ENGINEERED
WOOD ASSOCIATION

For FREE information circle 44

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 9o 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. [t 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 6o 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
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Make™Your Foundation
“Dty. Warm. Smart.
Superior In Every Way.

ed.

GUARANTEED

== | YEARS

L)

Build Extra Living Space—For Less

America’s finest new homes are built on

Superior foundations. Maybe it’s because we’re
the leader in residential precast foundation
systems. Or maybe it’s because our high-

strength precast concrete foundation systems

erior Walls

THE FOUNDATION OF

are created in a factory-controlled environment EVERY SUPEOR New HOME
with built-in insulation. Or maybe, like you, 8.

homeowners just prefer warm, dry basements " ?Ca!”odm! ForYour 1-800-452-WALLS
guaranteed.* Whatever the reason, over 50,000 » i superiorwaiis

of America’s finest new homes are built on ; - For FREE information circle 45

Superior Walls. Maybe it’s time you found out 8 ) . i e
- *See the limited w “ontact your loca s representative for details.

Why Call for your FREE DVD today! i\ Superior Walls of / a franchises are ind y 0 and operated.
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FerAMESAVER

Rely on FrameSaver for "Rot Proof Solutions for Your Home™”'

Now exclusively from Endura Products

No matter how well a home is built, over time water and insects will come in contact with your
exterior door frames. Wood acts like a straw drawing up the moisture and eventually rots your
frame. This makes repairing the damage costly.

The problem starts at the base, the portion of your door frame with the most exposure to moisture
and insects. By protecting the base, you protect the entry to your home. It's where you'll make
your first impression! That's the idea behind our patented FrameSaver® technology. A revolutionary
wood composite material so resistant to rot and insect damage, we guarantee the frame for life.
Contact Endura Products, Inc. for FrameSaver® and more rot proof solutions for your home;
featuring all composite Z-Series Sills, French Door Astragals, Continuous Entry Door Systems,
and weather sealing products.

For FREE information circle 46 ﬂ
2lfFrameSaver

www.enduraproducts.com | 800.334.2006 | www.framesaver.com Exclusively from B Endura
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Best In American Living Awards

e SINGLE-FAMILY DETACHED HOMES BUILT
FOR SALE

e ATTACHED HOMES BUILT FOR SALE
® ONE-OF-A-KIND CUSTOM HOMES
* ONE-OF-A-KIND SPEC HOMES

e AFFORDABLE HOUSING RENTAL

e COMMUNITY DESIGN

* SMART GROWTH

e HUD SECRETARY’S AWARD FOR
EXCELLENCE

¢ INTERIOR DESIGN: KITCHEN

¢ INTERIOR DESIGN: BATH

® INTERIOR DESIGN: SPECIALTY ROOM
¢ INTERIOR DESIGN: DETAIL

* INTERIOR DESIGN: AMENITY/FACILITY

A

ARt

hime

Professional
Builder

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

SMENT O

*
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‘SAMSUNG.

Ma.lce more.

¥

WHEN YOU OFFER STARON® SOLID SURFACES, YOU'RE GUIDING YOUR CLIENTS TOWARD A G e ST _

COUNTERTOP CHOICE THAT HELPS YOU EARN HIGHER MARGINS. And because Staron® is trouble-free, S‘rarOn®

customer satisfaction is high and callbacks are low. Staron® now offers quartz countertops too. To learn how » 2
® ®

Staron® Solid Surfaces and Staron® Quartz can reflect positively on your work, visit www.getstaron.com/build5 \Olld Sui f'dL S

or call 1.800.795.7177; ext. 270



Innovations

IN MY OWN WORDS

>>

David Weekly
Homes

Bill Justus

Vice President,
Supply Chain Services
Houston, Texas

<qMoen 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.”

P> 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-
afement: If we have a question about sup-
ply or some other problem, they are quic
to respond.”

PROFESSIONAL BUILDER 04.2.006 www.PROBUILDER.COM
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Innovations
IN MY OWN WORDS

>> David Weekly Homes ...

Elk Prestique Laminate Shingles -

www.elkcorp.com B°ISE®
. Prestique | High Definition creates visual depths and shadows much Iike an expen-

A 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 ol{ 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.”

In My Own Words ,
“We use Elk Corpomtlons laminate
archltectuml 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 diﬁ'lycult to get product. Elk worked with us
very closely to make sure our build schedule remained uninterrupted.”

P> Trane Variable Speed AC  In My Own Words
www.trane.com “Our firm has a national trading
During the summer, it's the moisture in the air, ~ partner survey and issues Partners
not the temperature, that makes a home of Choice awards. Trane achieved
uncomfortable. Trane XL15i variable speed an AA rating — an A in quality
comfort system products include a special fea-  and an A as a service provider —
ture, called Comfort-R, that removes moisture  and is one of our award winners

from the indoor air. this year. This honor is due to the

Set by the installer, Comfort-R ramps up air- outstanding servicejob Trane per-
flow, so the home gets cooler faster. forms in theﬁeld. They also make a
Circle 128 on card. good product.”

PROFESSIONAL BUILDER 04.2.006 www.PROBUILDER.COM
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VENTILATION FANS DESIGNED TO BE VIRTUALLY

IMPOSSIBLE TO HEAR, SEE, OR RESIST.

ENERGY STAR

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. BRN(N
L~ 7

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 N uTO n e
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.

©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



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

«BUILDING
. JOBS.COMm™

START AT THE TOP



Innovations

>> BY RHONDA JACKSON, BUILDINGPRODUCTS@REEDBUSINESS.COM

V 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 charbrailer,
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

P KitchenAid £ 3 -
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 T q I

\
l

drawers and storage bins and a
= water filtration system for the ice
maker.

www.kitchenaid.com

| Circle 132 on inquiry card

<d Whiripool Jls
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 i
conservation, the washer and " [
| dryer set uses 66 percent less ! |
water and energy with every ‘
@ load. Available in white or
B White with gray accents, %

Whirlpool offers an optional !
1 10- or 15.5- inch storage £LE
pedestal.

| www.whirlpool.com =TT, ===
Circle 133 on inquiry card
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O
O



@ -/ % 2 Innovations

brought to you by Fantech

>> APPLIANCES

25

Enjoy the Luxury of
a Quiet Bath Fan

.. Remote
e Energy Efficient Mounted
Inline Fan s

o Flexible Design
Options

* Remote Fans from g : 8
122 CFM to 263 CFM VentLight | § 4,

e UL Listed for
Wet Locations

e (One or Two Port
Ca Models Available

~

REG100FL

Available with Hall Light Available without Light Available with
Fluorescent Light

Fa n te C h 1-800-747-1762 « www.fantech.net

For FREE information circle 51

~ | l l:}:) g j A Jenn-Air
m
mal boxes c0 Jenn-Air's new slide-in ranges are ideal for island installations. The new fami-
1 800 MAILBOX i i i i

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

P> 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

EI Iii' * Order Factory Direct! inquiry card

1
People Committed to Quality Since 1936° ° In StOCk a“d Ready for Shlpment'
1010 East 62nd Street, Los Angeles, CA 90001-1598 p: 1-800-624-5269 - f: 1-800-624-5299

For FREE information circle 52



FOR THE BUILDER WITH
COLORFUL STYVLE

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 I\OW'[1®
Copper, Flat Black and Gloss Black, our handcrafted forged iron makes a beautiful state-

ment about the home—and about you. erltage

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

— fForr a/ S Cob/dbr;—
¥4

*Patents pending on this new and unique metal finish.

For FREE information circle 65



Innovations

>> APPLIANCES

V 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

enmore
ars adds the Kenmore Elite dishwasher to its
of appliances. The Elite features several tech-
gical and conservation updates: the Turbo
, @ special section of the dishwasher which
S 24 rotating spray jets to clean baked-on
os while gently washing the rest of the dishes;
\Wash technology, which calculates the
unt of time and water needed to clean each
of dishes; and Fast Wash, which cleans loads
minutes. The Elite line of dishwashers comes
ite, bisque, black and stainless steel.
enmore.com
36 on inquiry card

===

WHAT CAN Ay

ANCHOR

TEACH US ABOUT
HOMEBUILDER
FINANCING?
|

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

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

WACHOVIA

Uncommon Wisdom

METRO DEVELOPMENT
GROUP
Florida

SIMONINI BUILDERS AND
RELATED ENTITIES

Carolinas

$175,000,000

Lead Arranger,
Syndicated Credit Facility

$45,000,000

Lot Acquisition and
Construction Facilities

ORLEANS HOMEBUILDERS,
INC.
Multiple Markets

$500,000,000

Lead Arranger,
Syndicated Revolver

MHI PARTNERSHIP, LTD.

Texas

McCAR HOMES

Georgia

$60,000,000

Revolving Credit Facility

$300,000,000

Lead Arranger,
Syndicated Revolver

LEVITT & SONS
Florida

$100,000,000

Revolving Credit
Facility

ASHTON WO0DS
HOMES USA

Georgia

PASQUINELLI/PORTRAIT
HOMES
Multiple Markets

$300,000,000

Lead Arranger,
Syndicated Revolver

$85,000,000

Construction and
A&D Facility

STANLEY MARTIN
COMPANIES
Virginia and Maryland

$150,000,000

Lead Arranger,
Syndicated Revolver

©2006 Wachovia Corporation. Wachovia Bank, N.A. is a Member FDIC and Equal Opportunity Lender. 061548
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NEerL GPS nextel.com/business

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 Sp”nt / Yes you can.
of today can make just about any place a workplace. Together with NEXTEL

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

T

g Nextel National M&twor
- Certain services ire Jz a-€f
the NEXTEL na g0, :
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» Now in 7”
AND

' 9 1/4”!

We’re getting Longer and Wider!

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. CONT@URS

coLLECTION

BY ALSCO

%/aﬂmma That Zasts

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

For FREE information circle 35

Visit us at www.alscometals.com or call 1-800-231-9333
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For more information and complete product warranties, see www.jeld-wen.com. ©2005 JELD-WEN, inc. JELD-WEN and Reliability for real life are registered trademarks of JELD-WEN, inc., Oregon, USA.

///

A

A reputation for quality.

Something else weve built over the ye ars.

Wood Radius Casement Window Exterior Premium Pine Door 1871AP Interior Custom Carved Door C5000

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 RELIABILITY f() rreal life° JELDWEN

doors remain energy efficient, secure and attractive for years to come. By continuing to work attentively WENDIOMW.S A& I QFOR. S

e it

and efficiently, we'll help keep your projects worry-free. Learn more at www.jeld-wen.com. For FREE information circle 75
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ldeal Homes

Ideal Homes is a Norman, Okla.-based
builder serving the Oklahoma City mefro area with 16
communities for firsHime and move-up buyers. Ideal Homes
had revenues of $57 million in 2005, closing 435 homes. The
company is Oklahoma's largest home builder, and operates an
in-house mortgage company which handles an average of 60
percent of the company’s closing.

Ideal Homes' mission is to offer quality, affordable
homes, today and tomorrow, based on the vision of building the
American dream through mutually beneficial relationships with
customers, contractors and co-workers.

Ideal Homes values quality in building the best performing homes
through its people and processes. It holds infegrity in being honest,
reliable and accountable and promotes leadership for inspiring
higher performance from others through ifs actions.

AWARD WINNER

Gene McKown, coowner, president of
development; Vernon McKown, co-owner, president of sales; Todd
Booze, co-owner, president of construction; Millie Eubanks, vice
president of sales; JaRee Stambeck, chief financial officer; Russ
Gammill, director of purchasing; Brian Rice, director of operations.

The company approaches management as a
process that requires confinuous improvement. Ideal Homes centers
its strafegic goals through a number of "key result areas” including,
but not limited to:

v innovation and markefing leadership through research,
customer feedback on products

v improving communication processes and sysfems

v customer safisfaction with the goal of having 95 percent or
more of customers willing fo refer

v employee training

v community outreach

For 2005, Ideal sef a number of ambitious onevyear goals which
included increasing revenues to $57 million, increasing gross
margins, number of actual home sales, closing and traffic to model
homes. Longerm goals include steady increases in many of these
areas. Nofably, by 2007, Ideal Homes plans to open a second
operation in another market.

NHQ ¢ HANDBOOK FOR WINNING

"The company’s people and culture are
the strongest areas of Ideal Homes. The company has positively
influenced the entire Oklahoma City/Norman building industry.
Ideal has chosen to run their business by ‘doing the right thing’
fo drive results.”

7 ‘»‘NS“IG 0'140"4"
GOLD (from left to right) Russ Gammill; Millie Eubanks;
$ L ‘%"’ Vernon McKown; Gene McKown; Todd Booze;

JaRee Stambeck; (not pictured - Brian Rice)
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AWARD WINNER
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Shea Homes
San Diego

Corporate Profile: Shea Homes San Diego (SHSD) is part of the J.F.
Shea Co. Inc. family of companies. Established in 1881, Shea is one of the
oldest and largest privately held operations in the United States. Started in
1968, Shea Homes builds homes and develops masterplanned communities
throughout California, Colorado, Arizona, North Carolina and Washington.
With more than $2 billion in annual revenues and eight home building
divisions, Shea Homes employs more than 1,400 associates.

Shea Homes launched its San Diego unit in 1985 which builds single family

and multifamily atiached homes in cities and municipalities throughout San Diego
County. Currently, SHSD has 11 communities under construction, 10 in the design
phase and five pending land acquisitions.

Mission: SHSD seeks to enhance people’s lives as part of the core
companywide vision at Shea Homes to be the most respected builder in
the country.

Management Team: Paul Bames, division president; Bryan Binney, vice
president, operations; Michael Brekka, vice president, land acquisition and
community development; Cindy Roush, vice president, sales; Teri Shusterman,
vice president, marketing; Pete Gouvis, vice president, branch manager, Joe
Anfuso, director of finance, business analyst; and Laura Vuolo, registered in-
house counsel.

Strategic Goals: SHSD establishes firm goals for customer satisfaction, quality,
trade partner satisfaction, associate commitment and business performance. lis
entire senior management feam conducts rigorous planning fo set company goals
for improved resulis around these drivers.

Building restrictions and environmental issues mean SHSD needs to continue to
move away from tradifional single-family detached housing in coming years,
toward higher-density housing. The transition requires changes around SHSD's
project and construction management functions and sales environment. SHSD
recently hired a vice president of land acquisition and community development
with extensive experience in high-density housing and has recently aligned to
work closely with Shea Properties, ifs sister organization, fo develop properties
that mix commercial spaces with housing.

Judge’s Comments: "SHSD's key processes are well defined using high
performance approaches. Customer safisfaction is an integral part of the vision,
mission and values of the company. Results of improvements relating to operational
effectiveness, customer safisfaction and product quality are communicated to all
levels of employees throughout the company. Partnerships with frade contfractors
and suppliers are an indusiry best practice with systematic integration addressing
the goals and objectives of the organization.”

(Standing from Left to Right) Paul Barnes, Michael Brekka,
Pete Gouvis, Cindy Roush, Bryan Binney
(Sitting) Joe Anfuso, Teri Shusterman
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GWUME G, improvement and frequent weekly ‘evenflow’
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eridian Homes

Veridian Homes of Madison,
Wisc. is a semicustom production builder of single and
condominium homes. Family-owned and operated,
Veridian was formed in 2003 through the merger of Don
Simon Homes and Midland Builders, two of Wisconsin's
oldest and most respected home builders. Veridian is
Wisconsin's largest home builder.

Dream. Build. Live. Veridian's mission is
to build great homes by never losing sight of what is
important: customers, employees, communities and the
environment in which we live.

David Simon, president of
operations; Jeff Rosenberg, president of land acquisition
and development; Jeff Simon, president of Marshall
Towne Millwork (former executive vice president of
operations, Veridian Homes); Gary Zijicek, vice
president of consfruction; John Maasch, vice president of
sales, markefing and customer relations; Jeff Hockel, vice
president of human resources; Bill Bublitz, vice president
of finance; Dan Gorski, vice president of estimating,
purchasing and design; and Don Esposito, vice president
of land acquisiion and development.

Veridian has formed strategies
around product and market diversification, infegrated
planning through the entire development cycle, improving
sales and marketing effectiveness and managing costs.
These sirategies are created with an eye on customer
loyalty and business profitability. To foster loyalty, Veridian
sefs strategies for market research, product development
and increasing the effectiveness of the sales feam. To
ensure profitability, Veridian focuses on cost control.

"Veridian is a company of

fun, hard working, well infentioned people that work
with a uniform vision and produce outstanding results
that virtually set the bar for others in almost every area.
Veridian understands and embraces its mission, vision
and values. This must be understood for leaders to set
priorities for their leadership activities."Employees are
completely aware of the vision, mission and values of
the organization — they live them daily and use them as
a guide in their work. Customer and Trade Partner focus
is a key part of performance management and this is
highlighted in how work systems are designed and how

frode partners are involved in providing proactive

OLD %), meetings. This includes the support of Trade

“,

Partner Certification.”
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(Back row, Left to Right) Dan Gorski, Bill Bublitz
(Second Row, Left fo Right) Gary Zajicek, David Simon,
Jeff Rosenberg, Don Esposito, John Maasch

(Front Row) Jeff Hackel






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

In cold weather, Low-E glass
reduces the amount of heat loss
Premium Vinyl Single-Hung by reflecting it back inside.
Windows With Premium
Wood French Door

F .

We’ve made some pretty tough customers happy.
The Department of Energy, for one.

Couar olle‘::tion Exterior Steel Doors Wood Casement Window Vinyl Geometric Window Premium Wood French Door

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
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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.

RELIABILITY for real life’ JELD'WEN
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AWARD WINNER

(Back row L to R) Tracy Yeadon, Todd Richardson,
Jay Collins, Mark Boyce

(Front row L to R) Pat Jarrett, Dan Horner,

Bryan Lacey, Bob Kehlor

C.P. Morgan

Corporate Profile: C.P. Morgan

is a residential land development and
home building company serving the
metropolitan Indianapolis and Lafayette
markets in Indiana and Charlotte, NC.
Headquartered in Indianapolis, C.P.
Morgan is the first home builder in
Indiana to receive the Better Business
Bureau of Central Indiana’s Torch
Award for Business Ethics.

C.P. Morgan is also the only builder/
developer in the country to have
been awarded four national awards
for building with nature. C.P. Morgan
has built more than 16,000 homes in
more than 100 neighborhoods and
has received national recognition for
quality community development.

Mission: C.P. Morgan’s mission
is fo provide more square feet for

less money, more choice and an
enjoyable building experience.

Management Team: Chuck
Morgan, chairman and chief
executive officer; Dan Horner,
president and chief operating officer;
and Mark Boyce, executive vice
president of development.

Strategic Goals: C.P. Morgan

strives fo be a low-cost producer of

first time and firstime move up new

homes. The company does this by

v listening to the buyer in identifying
the significant market

v creating a value proposition fo
determine what the significant
market volues

v creating an environment of
operational excellence to deliver
what the significant market values

To gain valuable market insight and
customer feedback, C.P. Morgan
relies on extensive market research
surveys to local home buyers as well
as fo ifs customers. The builder's use
of this information and a number of
operations processes have allowed it
fo steadily gain favor as a builder of
choice: cusfomer satisfaction increased
from 91 percent in 2003 to 98
percent in 2005.

Judge’s Comments: "C.P.
Morgan makes good use of
feedback from stakeholders to
continually improve the leadership
function. It has great leadership
demonstration. [It] started up the

Charlotte location in 2005

and by the third quarter
of 2005 had more than
600 home sales.”
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AWARD WINNER

(From L o R) Brian Nagle,
Ken Knorr, Alan Parrow,
Tony DeLuca, Dan Laemont

Pringle Development

Corporate Profile: Eustis, Fla.-
based Pringle Development is a
developer of active adult communities
and builder of single family homes in
Central Florida. The company has a
record for more than 20 years focusing
on the Florida retirement community
concept, offering complete architectural
design services for pre-designed and
custom homes.

Pringle Development was founded in
1981, and has developed six active
adult communities with more than
5,000 home sales. In 2004, the
company became employee owned.
It also operates a resale division
specializing in its own communities
and homes.

Mission: Pringle
takes an unwavering

approach in applying its founders’
core ideals of frust, integrity and
doing the right thing. The company
strives o become America’s most
successful employee-owned home
builder by delivering greater value
fo its customers than available from
competitors.

Management Team: Alan
Parrow, president/chief executive
officer; Ken Knorr, vice president

of quality assurance and business
solutions; Brian Nagle, vice president
of sales, marketing and design; and
Tony Deluca, chief financial officer
and vice president of accounting

Strategic Goals: Pringle undertakes
significant sfrategic planning efforts

fo stay on top of the 55-plus market
and ensure it continues to meet its

customer needs. Each February, it sefs
key success goals such as numbers

of leads, visits and home closings.

In 2004, Pringle established “Tiger
Teams,” for strategic planning by small
feams that address specific issues and
problems.

Judge’s Comments: “Pringle
has established communication
channels within the organization that
facilitate the effective deployment of
its vision. Lleaders are highly visible
and engaged as role models in
driving the vision and ensuring that
all employees are aware of how it
connects fo everyday work. Strafegic
challenges are documented,
deployed and monitored through
the use of performance indicators.
Continual improvement is managed
through the use of ‘Tiger Teams."”
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AWARD WINNER

(Seated L to R) Don Delgiorno, Tim Sprague, Randy Tarr
(Standing L to R) Chris Stephens, Shelly Stewart,
Bruce Tripp, Renee Gervais

KB Home Nevada

Corporate Profile: KB Home
Nevada is a division of KB Home.

In fiscal year 2005, the company
delivered homes to 37,140 families
in the United States and through

its subsidiary in France. KB Home
Nevada, headquartered in Las Vegas,
serves the Las Vegas metropolitan
market—including a growing number
of communities in Summerlin and
Henderson—selling and building
single family homes. These homes
include aftached and detached entry-
level, attached and detached first
move-up and defached second and
third move-up homes.

Mission: KB Home is committed
to building quality homes and
relationships, and to providing
service that results in complete
customer satisfaction.

Management Team: Don
DelGiomo, president; Shelly Stewart,
executive vice president; Randy

Tarrr, senior vice president, land
development and forward planning;
Chris Stephens, senior vice president,
division counsel; Bruce Tripp, senior
vice president, land acquisition; Tim
Sprague, vice president, finance; Ryan
Wells, vice president, operations; and
Renee Gervais, vice president, sales
and markefing.

Strategic Goals: KB Home
Nevada sets goals around customer
satisfaction, employee growth and
development, operational excellence
and financial performance. Critical
business performance measures
include an annual customer safisfaction
rafing greater than 95 percent, yearfo-
year revenue growth greater than 15

percent and zero warranty claims over
17 days. The division also mainfains
a sfrafegic plan for human resources
which identifies and develops 'bench’
employees whose growth and
development is critical to meet its
business plan and future growth.

Judge’s Comments: "KB

Home Nevada creates excellent
newsletters, letters, flyers and other
communication pieces aimed af
promoting and educating quality
standards. Their homeowner
warranty orientation process is

well designed and provides good
cusfomer education. The company
fosters true partnerships with its frade
contractors.”
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For more information and complete product warranties, see www.jeld-wen.com. ©2005 JELD-WEN, inc. JELD-WEN and Reliability for real life are registered trademarks of JELD-WEN, inc., Oregon, USA.

Leadership, quality and customer satisfaction.

Now reliability is available in a variety of shapes and sizes.

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.
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C.P.
Morgan uses an integrated sfructure
around leadership which directly
confributes to the company's ability
fo consistently meet goals. Each
functional area of the company has
an executive team member reporting
directly to president Dan Horner.
The executive team works closely to
initiate action in each leader’s area
of responsibility involving people
strategies, methods, standards,
fraining and processes. The focus is
then shifted to directors and manager
who drive the team’s execution.

C.P. Morgan's highly
visible method of leading means mid-
level and executive management are
frequently in the field. For example,
company execulives visit the company’s
new Charlotte, N.C. market on a

weekly basis fo coach and mentor field

C.P. Morgan

associates. Other support includes:

v quarterly corporate meetings
attended by all C.P. Morgan
associates

v monthly leadership fraining for city
level directors and monthly meetings
for city and corporate directors with
the executive feam

v weekly meefings with president
Horner, the executive team,
direcfors and managers: managers
report on weekly field inspections
and develop weekly action items

v rewarding success af the company
including monthly “Mojo” awards
which encourage associates to
go beyond expecations and
recognize synergy

v through a partnership with
Soderquist Cenfer for Lleadership,
an annual “Team Synergy
Month,” with activities focused
on leadership in the form of team-

building exercises and hands-on
fraining

Other C.P. Morgan
inifiatives also contribute fo highly
visible leadership. Ulimately, these
fools and processes drive performance,
helping the company fulfill its vision
and mission:

v Use of online “dashboard”
fechnology used by the executive
team and each department fo frack
results against key measurements.
These measures are reviewed
monthly, weekly and sometimes daily

v an Expectations Committee, a
crossfunctional group which assures
every company process produces
the desired result in customer
safisfaction

v ldea Pipeline fo give a forum for
any employee’s idea for process
improvement

PROFESSIONAL BUILDER / 04.06 / WWW.PROBUILDER.COM




Pringle Development

STRATEIC

Tiger Teamwork. Adapting @
concept originally employed by the
U.S. military, Pringle’s Tiger Teams
typically comprise of a small number
of employees representing various
disciplines af the company. Like a
figer going after prey, the teams
sharply focus on very specific targets
—issues that arise in the course of
growing the business.

During the last 18 months, Pringle
has used more than 20 such teams
to attack issues ranging from strategic
planning, to more tactical areas

as diverse as compensation and

pay grades, application for NHQ
awards and inventory management
of marketing materials.

By all accounts, the Tiger Teams are
working. In the area of designing its
strategic plan for 2005—a document
critical to guide the company’s future
growth—company president Alan

Parrow directed a Tiger Team that
met bi-weekly for several months.
Each member accepted assignments,
researched facts and proposed
solutions which were then debated
and medified by top management.
The company identified not only
strengths, weaknesses, threats

and opportunities, but also core
competencies which could be
leveraged to gain market share.

Teaming for NHQ
recognition. Pringle likewise
formed a Tiger Team fo prepare

an application for the 2006 NHQ
award. Consisting of five senior
executives, each member accepted
a section fo author which was
subsequently presented to the whole
team, debated and then finalized on

content before presentation to Parrow

for final approval.

P|c1nning is about sefting an effective game p|0n with focus. Eustis, Fla.-based Pring|e Deve|opment improved
ts planning processes and success rates with a focus that company leaders derived from “Tiger Teams.”

Overall, Pringle has found the
focused Tiger Teams bring more
accountability while promoting
action and problem solving among
the team and company. Most
recently, a team was formed fo take
the company foward formal NHQ
certification. That feam, responsible
for developing a coherent Quality
Manual, conducted gap analyses
and recommended areas for
confinuous improvement and has
now finished its work.

WWW.PROBUILDER.COM / 04.06 / PROFESSIONAL BUILDER
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innovative
customer relations software progrom
that tracks all customer communication,
including the home orientation, 30-Day
visit and 1 T-month visit, all in an effort
to ensure excellent service.

Veridian's
custom-built lead management
system which has been  integrated
with other applications to facilitate
extensive reporting, lot management
processes, lot reservation features, e-
mail nofification, live internal updates,
mail merge, search tools, prospect
management toolset, sales staff goal
assignment and centralized Realtor
confact management.

In addition

fo a self assessment around the NHQ
award given annually, Veridian is

a NAHB certified builder in most
ofits 10 areas. Veridian's Builder
Certification currently covers Quality,
Safety and Environmental Management
for the following departments: sales,
construction,customer relations,/
warranty, land development,
purchasing and estimating. Veridian’s
design coordinators will be coming
onboard shortly and will be followed

by drafting.

Veridian's management system
has been expanded to include an
environmental management program.
It also participates in the Green
Tier program, @ new program for
environmentally responsible businesses

in Wisconsin, and the first program

of its type in the nation. It makes legal
commifments o improve environmental
performance: for example, it supports
the Green Tier Clear Water Initiative,
a charter aimed towards reducing
harmful sediment loading to Dane
Counly's lakes and sfreams.

Veridian partners with other county
and stafe agencies fo work foward
reducing soil erosion and sform water
runoff beyond that required by current
stafe and local sfatutes. The company
received the 2006 FET (Federation
of Environmental Technologists)
Governor's Award for Excellence in
Environmental Performance.
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KB Home Nevado
CUSTOMER

KB Home Nevada strives to be the builder of value and choice to homebuyers in the Las Vegas market. A
decentralization at this building Giant brought customer service to the local level. The builder’s business model
how centers around its unrelenting commitment o customer service: every employee is responsible for ensuring
the highest standards of customer service are met.

B Home is the first Giant to work

ith the NAHB Research Center
o implement the National Quality
Certification Program on a national
evel, affer successfully implementing
he pilot program in Las Vegas as the
profotype for the company’s nafionwide
rollout. The program requires all
subcontractors fo become cerified via a
horough educational NAHB program.

High ratings. In 2005, KB Home
evada maintained its fop three
ranking in customer safisfaction among
Los Vegas homebuyers for the third
consecutive year for J.D. Power and
Associates’ New Home Builder
Customer Satisfaction survey. The
ranking was based on responses from
more than 73,300 homebuyers of
new homes in fop markes for rafing
10 areas, such as customer service
and home readiness. Overall, KB

Home receives the highest ratings
in price/value and builder’s design
center.

Compared fo other builders in the Las
Vegas region, KBHN scores high in
three areas of customer safisfaction:
quality of workmanship and materials;
price and value; and home design.
KBHN also conducts regular surveys
of its homebuyers to determine their
customer safisfaction throughout the
home buying experience.

In action. Efforts fo execute
customerfocused principles at KB
Home Nevada include:

— “Say Yes" customer service
philosophy includes working with
homeowners at the local level to
resolve concerns quickly

— Conducts three formal meetings
with the homeowner:

1. Pre-consfruction meeting with
the superintendent before
consfruction begins

2. Pre-drywall orientation af
the home mid-way through
construction

3. Homeowner Orientation once
construction is complefed

— a "Community Team” dedicated fo

each home including construction,
sales, and cusfomer service
representatives for frequent
updates and walkthroughs during
each construction phase

— In addition to third-party

inspections, a “Q-10" 10 point
quality inspection process on
every home includes inspections
at pre-start, structural, utility,
pre-drywall, pre-paint and final
phases, plus a “Community Team
Walk” by the team

—Provides a 10-Year Limited VWarranty
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ldeal Homes

ldeal Homes goes to great lengths to hire right and then
keeps employees with an attractive profit sharing plan.

Ideal founders and management believe the key to
building a superior company lies in recruiting and retaining
exceptional personnel. Ideal customized its own extensive
inferviewing and hiring processes based on the book
Topgrading by Bradford Smart (Prentice Hall, 1999). Ideal’s
pracfices includes:
pre-screening phone inferviews with all candidates
work history interviews, often two fo three hours in length
detailed reference checks of each potential candidate
once candidates are pared fo a leading few, they
participate in individual one-hour inferviews with each of
four company executives
executives then meet to made a group decision on the
best candidate for the job

After six months of employment, every employee participates
in Ideal’s profit sharing plan at the same rate. Funds are paid
each quarter based on two qualifying factors:

net profits of five percent or more

customer satisfaction surveys, conducted quarterly, must
meet the company’s yearly benchmark.

Veridian Homes

Veridian believes employee development is the heart of o
respected company. The Madison, Wisc -based builder is one
of the few in the industry that conducts indepth weekly one-
foone meetings with associates. The meetings cover a review
of accomplishments, frustrations, issues or obstacle resolution,
sefting of new goals, review of goals and discussions about
personal development. Managers then have the opportunity to
conduct onthe-spot training during these one-on-one meetings
based on the conversation.

To identify what other fraining needs exist, Veridian supplements
these meetings with surveys including employee safisfaction
and leadership 360° feedback. It also surveys ifs trade
pariners. The company also gleans feedback from ifs
employee and trade partner advisory councils.

Specific performance feedback is also documented in ifs
performance planning and development process and ifs
employee incentive program, GainShare. The builder also
provides specific, formal training, including:

Dale Carmnegie public speaking courses

PDR (Practice, Drill, Rehearse) process for sales, construction

and customer service

First Aid /CPR

OSHA Site Safety
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Ideal Home's rigorous construction-
quality processes include:

Agreements with contractors defail the
scope of work for each completion
stage. Ideal associates frequently meet
in the field with confractors and train
crews to expectation. New practices
and procedures continually flow from
these meetings.

Ideal inspects every
job performed by contfractors for ifs
complete scope of work. If the job is
satisfactory, the Ideal superintendent
releases the job fo the next confractor
and pays the purchase order. In
addition to weekly inspections of
every home by production managers,
a defailed predrywall inspection is
performed.

Smart House Energy Consuliants, a

PRAC]

ldeal Homes

third-party inspector, verify insulation,
mechanical equipment and flashing on
every home. The third-party inspections
ensure Ideal’s standards are met along
with those in the national Engineered
for Life (Efl) program. Plus, one in six
Ideal homes are randomly selected

by Smart House for a final inspection
fo ensure the fighiness of the house
envelope and the duct system via
blower blower-door fests.

Ideal
meets with its major frade contractors
on a quarterly basis. One outgrowth
has been a trade evaluation form
used on every job fo collect data on
a weekly basis. Confractors and Ideal
superintendents use the dafa to identify
frouble areas and assist with project
planning on future jobs.

Ideal is o leader
in energy-efficient homes. In 1997,

the EPA recognized Ideal as the first
"5 Star” energy-value rated building
in the United States for entry level
homes under $150,000. In 2005,
Ideal Homes built the nation’s first
Zero Energy Home under $200,000,
featuring a solar cell energy system,
ground-source heat pumps for heating
and cooling and tankless hot water
systems which conserve energy.

Ideal applies its energy-efficient
learning into all its homes by
applying emerging technologies.
Years ago, ldeal was the first builder
in ifs region to use environmentally
friendly “Low-e” vinyl windows. Ideal
now builds all its homes with fresh-air
ventilation systems which is critical
because its homes are built fight with
about five percent energy leakage
compared fo indusfry averages on
new homes at 25 percent to 30
percent leakage.
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Shea Homes San Diego

TR@DE

Valuable partners. Performance-minded. The San Diego division of Shea doesn’t view its trade contractors as
simply vendors, but as valuable contributors to the company which support its continuous improvement culture.
All contractors — SHSD currently works with nearly 155 contractors — must adhere to the company’s core
values of honesty and integrity, respect, teamwork and competitive spirit.

Trade Partner Council: To
ensure these principles, SHSD
manages a Trade Partner Council
that meets monthly with an eye
toward project improvement fo
discuss industry practices, solve
problems and distribute information.
The Council consists of principals
from eight primary contractors

such as framers, carpentry, HVAC
and plumbing firms, as well as
several SHSD staff, including two
construction managers, a purchasing
manager and process improvement
analyst. Contractor principals actively
confribute to building better homes
and the entire Council acts as a
liaison for all SHSD contractors.

Scorecarding: One invaluable
outgrowth of the Council was
realized in 2004 in creating a
performance management program

fo ensure frade partner accountability
and quality as well as to objectively
award confracts based on
performance, not price. Now, SHSD
draws from a variety of qualitative
and quantitative sources, including
site audits, customer satisfaction
surveys, and its work scheduling
system to derive periodic scorecards
for each contractor based on their
specialty. Performance metrics are
determined by SHSD's five point
system around quality, safety,
schedule, financial and customer
satisfaction. Monthly reports are
generated for each partner coupled
with an overall scored based upon
each metric.

Partnerships in action: Ful-
year 2005 figures reveal marked
improvement in customer safisfaction,
cusfomer service and quality levels

at SHSD over the prior year,

directly affributable to the monthly
scorecarding system. During 2005,
more than 50 percent of SHSD
confractors exceeded the company’s
goals in each of these three areas.

SHSD operations staff, including its
improvement analyst, regularly visit
trade contractors in their offices,
working closely with them to explain
scorecard reports, work toward
continuous improvement and address
automation issues. SHSD also hosts
quarterly trade breakfasts, open to
all its contracts, to discuss workload
planning, SHSD growth plans,
financial and other issues, all of
interest to contractors.
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Award Program
in Review

The National Housing Quality (NHQ) Awards give the highest recognition in the housing industry
for quality achievement. Unlike many award programs, though, the greatest benefit of the NHQ Awards
may not be the recognition — it is the application process.

Patterned after the Malcolm Baldrige National Quality Award, the 14th annual NHQ Awards
are sponsored by the NAHB Research Center and Professional Builder magazine. Entries are judged by panels
of experts who evaluate the role that customer-focused quality plays in construction, business management,
sales, design, and warranty service.

Winners of the National Housing Quality Awards are featured in Professional Builder. All applicants
receive a valuable feedback report containing suggestions for improvement from the judging panel.

fion areas. Silver award-winners have
many refined business practices,
including key measures for continual

The NHQ Awards program
has two divisions:

Winners are recognized in
three categories:

The NHQ Home Builder Awards are
open to all U.S. companies that build
residential homes for sale using light

construction methods.

The NHQ Trade Contractor Awards
are open to all U.S. independent

Gold — Awarded to companies that
have attained a national benchmark
level within each area of evaluation.
Gold award-winners have mature
quality management principles that
are fully integrated, and consistently
demonstrate highlevel and sustained

improvement, and exhibit good finan-
cial results.

Honorable Mention — Recognizes
companies that demonsfrate an under-
standing of quality management prin-

confractors that provide consfruction
services to home builders or
remodeling companies.

financial results.

NAHB RESEARCH CENTER

THE NAHB RESEARCH CENTER PROMOTES INNOVATION IN HOUSING
TECHNOLOGY TO IMPROVE THE QUALITY, DURABILITY, AFFORDABILITY,
AND ENVIRONMENTAL PERFORMANCE OF HOMES AND HOME BUILDING
PRODUCTS. CREATED MORE THAN 40 YEARS AGO AS A SUBSIDIARY
OF THE NATIONAL ASSOCIATION OF HOME BUILDERS, THE NAHB
RESEARCH CENTER HAS ESTABLISHED ITSELF AS THE SOUCE FOR
RELIABLE, OBJECTIVE INFORMATION AND RESEARCH ON HOUSING
CONSTRUCTION AND DEVELOPMENT ISSUES. THE RESEARCH CENTER
SEAL IS INTERNATIONALLY RECOGNIZED AS A MARK OF PRODUCT
QUALITY. SINCE 1995, THE RESEARCH CENTER HAS BEEN MANAGING

AND EXPANDING ITS NATIONAL HOUSING QUALITY PROGRAM, WHICH

INCLUDES THE NATIONAL HOUSING QUALITY AWARDS.

Silver — Awarded to companies that
are industry leaders in most evaluo-

ciples and show a sound factbased
improvement process. Key measures
are in place and good financial results
are achieved in most areas.

PROFESSIONAL BUILDER

FOR NEARLY 70 YEARS, PROFESSIONAL BUILDER HAS BEEN
A LEADER IN THE RESIDENTIAL CONSTRUCTION INDUSTRY.
PUBLISHED WITHIN THE REED BUILDING GROUP DIVISION OF
REED BUSINESS INFORMATION, PROFESSIONAL BUILDER
REACHES 127,000 BUILDING PROFESSIONALS EVERY MONTH,
DELIVERING PROACTIVE SOLUTIONS AND INNOVATIVE IDEAS FOR
BUILDERS SEEKING INFORMATION ON BEST PRACTICES AND
EMERGING ISSUES. ALSO PUBLISHED BY REED BUILDING GROUP
ARE PROFESSIONAL REMODELER, CUSTOM BUILDER, AND
GIANTS IN ADDITION TO THE HOUSINGZONE.COM WEBSITE.

PROFESSIONAL BUILDER / 04.06 / WWW.PROBUILDER.COM




NHQ Awards Judging

A panel of judges evaluates the
applications and selects finalists that
demonstrate high levels of quality
achievement.

Finalists will meet NHQ Awards
examiners for an on-site review.

Additional information requested during
the judging process may include lists
of customers for a satisfaction survey o
be performed by the NAHB Research
Center, company references and other
information related fo the judging
criteria.

Companies may enter a division or the
company as a whole. Multiple winners
in each category may be selected.
Previous Gold Award winners are
eligible to apply in the third year after
they have won.

Company Profile: Provide a brief
history of your company, types

of products and services offered,
market and geographic areas

served, competitive situation, new
business directions, and other relevant
information. If submiting a division

of a larger corporation, describe the
operating relationship fo the parent
company.

Judging Criteria

1. Leadership. How do senior leaders
guide the organization toward
a common purpose with shared
volues and priorities?

2. Strategic Planning Process. How
do you create and carry out a
strategic plan to achieve a future

vision, enhance competitive
position and improve overall
performance?

3. Performance Management. How
are business processes developed,
managed and improved fo achieve
performance excellence?

4. Customer Satisfaction. How do you
manage the design and delivery of
products and services that lead to
high levels of customer safisfaction?

5. Human Resources. How do human
resource pracfices confribute fo
the growth of the organization
by looking at employee selection
and development, as well as staff
performance manogement, well
being, motivation, satisfaction and
compensation?

6. Construction Quallity. The purpose
of this section is to check the key
drivers of quality in the home
construction process and how you
ensure high-performing, froublefree
products and services.

7. Trade Relationship. How do
you create high-performance
relationships with independent
contractors you hire?

8. Business Results. High performance
business practices are effective only
if they result in business benefits
as defined by tangible financial,
operational, customer satisfaction
and product/service quality
measures.

Notes: Lists of items to consider for each question are induded

in the NHQ Awards Application Kit available from the NAHB
Research Center.

Request a Free

Application Kit

Free NHQ Awards Application Kits
are available from the NAHB Research
Center by email fo rknab@nahbrc.

org or by phone af (301) 430-6225.
The kit contains application forms and
helpful reference materials.

Application Fees

and Deadlines

Deadline:

Applications for the 2007 NHQ
Awards must be received by March
31, 2006.

Fees:
$925 for businesses completing 100
or fewer homes annually

$1,225 for businesses completing
more than 100 homes annually

$600 for each additional site visit, if
required

Send to:

NAHB Research Center

400 Prince George's Blvd.

Upper Marlboro, MD 20774-8731
Phone: (301) 430-6225

Fax: (301) 430-6180

Email: tknab@naohbrc.org
www.nahbrc.org

The National Housing Quality
Awards will be presented af the
Professional Builder Benchmark
Conference September 26 — 29,
2006 at the Ritz Carlton, Lake Las
Vegas.
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Business Results

In scoring applicants for the National Housing Quality award, each of the first seven categories — leadership,
strategic planning process, performance management, customer satisfaction, human resources, construction
quality and trade relationships — represent an equal number of points. The final category — business results

— accounts for 30 of the possible 100 points an applicant can score. The reason for the weighting is simple:
quality management must be a tool to build a more profitable business.

The path to superior financial performance is as varied as the organizations listed on the facing page. While
each of these organizations achieved honorable mention, silver or gold awards, none of them did it in the
same way. What they all have in common is the metrics to measure their business performance on every front.
Review the list below, Metrics That Matter, to begin your measuring your performance in business critical areas.

Metrics That Matter

Leadership

v Employee evaluation forms/
satisfaction survey

v Communication effectiveness

v 360 evaluations/reviews

Strategic Planning Process

v Quarterly reviews

v Monthly measurements

v Weekly evoluations

v SWOT analysis (Strengths,
Opportunities and Threats)

Performance Management

v Process improvement team
actions/ outcomes

v Process improvements

v Job cost cycle time

v Contract signing to dig start cycle
time

v Framing fo occupancy cycle time

Customer Satisfaction

v Willingness to refer at time of
closing

v Willingness to refer after one year

v Average number of days fo

Remember, what is measured can be improved.

complefe a service order

v Home buyer process satisfaction
(sales, construction, orientation,
design centfer, options/upgrades,
mortgage/closing procedures)

v Product quality: home buyer
satisfaction with workmanship,/
installation, products/materials

v Warranty cost per house
[percentage and dollar amount)

v Top three warranty cost line items

v Annual product surveys

v Realfor surveys

Human Resources

v Employee turover percentage

v Average cost of employee training
per year

v Average fraining hours per
employee per year

v Employee satisfaction

v Employee development plans

v Employee retention

v Recruitment success rate

Construction Quality
v New home orientation
v Punch list sign-off

v Service list sign-off

v On-time closings

v On budget performance [per
home, per community)

v Safety — number of accidents per
100 employees

v Evenflow production —
performance against plan

Trade Relationships

v Job evaluation forms (measure job
readiness)

v Trade partner satisfaction surveys

v Schedule variance analysis

v Chargebacks

Business Results

v Profit — gross and net

v Return on equity

v Debt to equily ratio

v Sales — units and dollars

v Revenue by product

v Market share

v Sales per employee

v Profitability per employee

v General and administrative
expenses (percentage of revenue)

v land assets
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2006

Shea Homes San Diego - Gold

Veridian Homes - Gold
|deal Homes - Gold
CP Morgan - Silver

Pringle Development Inc. - Silver

KB Home Nevada - Silver

2005

Grayson Homes

Pulte Homes (National)
Ideal Homes

Estes Builders, LLC
Veridian Homes

Pringle Development, Inc.

2004

Grayson Homes
Boardwalk Builders
Schuck and Sons

2003

History Maker Homes
Pulte Homes Minnesota
Fairmont Homes
Neumann Homes
All-tech

Tappe Construction
Grayson Homes

2002
Don Simon Homes
Shea Homes Colorado

2001

Palm Harbor Homes,
Florida Division

Simonini Builders

Don Simon Homes

Winans Construction Inc.

Stebnitz Builders

Cupertino Kitchens

Gold
Gold
Silver
Silver

Silver
HM

Silver
Silver
Silver

Gold
Silver
Silver
Silver
Silver

Silver
HM

Gold
Gold

Gold
Gold
Silver
Gold
Silver
HM

1999/2000

Shea Homes Arizona
Sunrise Colony Companies
The Green Companies
Traditional Concepts Inc.
Llegacy Custom Builders Inc.
Deck America Inc.

Lasley Construction Inc.
Bell's Remodeling

1998

Neumann Homes

The Estridge Co.

T.W. lewis

Fairway Construction
Remodeling Designs Inc.
Kendale Inc.

1997

K.Hovnanian Enterprises

Kennedy Community
Development LP

U.S. Home Corp. Houston

Coventry C onstruction Inc.

Eren Design & Construction

Asdal Builders LLC

Fairway Construction

Mitchell, Best &
Coldsborough Inc.

1996

Mercedes Homes Inc.

Rayco

Shea Homes San Diego
Triple Crown Corp.

Neil Kelly Co.

JJ. Swartz Co.

Criner Construction

Kleinco Construction Services
Crown Construction

Gold
Silver
Silver

Gold

Gold

Gold
Silver

HM

Gold
Gold
Silver
Gold
Gold
Gold

Gold

Gold
Silver
Gold
Gold
Silver
Silver

Silver

Gold
Gold
Gold
Gold
LRD
LRD
SRD
LRD

HM

WWW.PROBUILDER.COM / 04.06 / PROFESSIONAL BUILDER

1995

Doyle Wilson Homebuilder Inc.

John Wieland Homes Inc.
Oakwood Homes

Pulte Homes lllinois

Toll Brothers

1994

The Drees Co.

Kennedy Home Builders
Village Builders

1993

Cannon Development
Carmichael & Dame Builders
Fieldstone Communities Inc.
Town & Country Homes
David Weekley Homes
Winchester Homes

HM: Honorable Mention
LRD: Large Remodeler Division
SRD: Small Remodeler Division

Gold
Gold
Gold
Gold
Gold

Gold
Gold
Gold

Gold
Gold
Gold
Gold
Gold
Gold
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For more information and complete product warranties, see www.jeld-wen.com/auralast. ©2005 JELD-WEN, inc. JELD-WEN, AuraLast and Reliability for real life are trademarks or registered trademarks of JELD-WEN, inc., Oregon, USA.

|

|\HII "'

Solid pine AuralLast;"
the worry-free wood from JELD-WEN,
is guaranteed to resist decay 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

Dip-treated wood is only
protected on the surface.

Colors are used for illustration purposes only. Auralast wood has a clear pine color.

Throw everything you know about wood out the window.

Wood Radius Casement
Window

Exterior Premium Pine Door 1863AP

1871AP

Exterior Premium Pine Door Wood Double-Hung

Window

A/@/‘\S\ " JELD-WEN® windows and doors with Auralast™ wood will stay beautiful and worry-free for years.
ds

THE WORRYFREE W00 Auralast wood provides superior protection against decay, water absorption and termite

=

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

= e an exclusive 20-year warranty. That's added protection for any building project. To learn more
"Ill 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.
WARRANTY

RELIABILITY for real life

JELD'WEN

WINDOWS & DOORS
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The 2006 NRS Satisfaction 1™
[eadership Conference

ATTEND THE PREMIER EVENT IN CUSTOMER SATISFACTION AND LEADERSHIP.

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

Sth. After an early end to the

Camelback Mountain provides an enchanting and intimate end to the day on the 1
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 REGISTER
championship golf; the 11-court Tennis Gardens; and the Centre for EARLY

Well-Being spa complex.
For FREE information circle 56 AND R EC EIVE

Register today at www.satisfactionl.com FREE GOLF!

or l)y Calling 608-298-4900. There are only 194 spots
available for the golf event.
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Best In American Living Awards

e SINGLE-FAMILY DETACHED HOMES BUILT
FOR SALE

o ATTACHED HOMES BUILT FOR SALE
* ONE-OF-A-KIND CUSTOM HOMES
® ONE-OF-A-KIND SPEC HOMES

e AFFORDABLE HOUSING RENTAL

¢ COMMUNITY DESIGN

* SMART GROWTH

e HUD SECRETARY’S AWARD FOR
EXCELLENCE

® INTERIOR DESIGN: KITCHEN

¢ INTERIOR DESIGN: BATH

¢ INTERIOR DESIGN: SPECIALTY ROOM
¢ INTERIOR DESIGN: DETAIL

e INTERIOR DESIGN: AMENITY/FACILITY

A

ARt

hime

Professional
Builder

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

(\IE“"Dk,Y
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ADVERTISEMENT

Interior/Exterior / product Showcase

Water Purification
Added Value to Any Home!

SEAGULLIV water purification systems prowde |nstunt,
great fasting purified water for drinking, cooking and
ice-cubes, right af the kitchen sink. These compact,
point of use purifiers are easy to install in-ling under
any sink, and feature “Structured Matrix ™ “ the only
technology independently certified fo meet the EPA

~ Standard for microbiological purifiers against bacteria,
aysts and viruses. They also remove foul faste, odor

~ and chemical pesticides such as chlorine. No chemicals
-~ or eledricity needed OEM pricing available, cuII for ¥

- more |nformut|on

For free information circle 200

create a Watertight shower

in less time with products from Noble Company

ProForm Niches and Curbs
Waterproof, lightweight and “tile ready”.
Auvailable 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 ProForm™
N,

Chloraloy®
Shower Pan
Liner ~

~

PRO-SLOPE™ ProForm
/ Curb
Clamping Ring Drain
e & \\ Positive Weep
Protector™

800-878-5788

www.noblecompany.com

For free information circle 202

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.

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

ARCHITECTURAL PRODUCTS BY QUTWATER
Call 1-888-772-1400 alog Requests)
~ 1-800-855-4400 Sales) ¢ Fax 1-800-835-4403
s www.outwater.com
New Jersey ® Arizona * Canada

i S
Makes Surface Protection
& Dust Control

CaII for our FREE Surface Protectlon Gwde

1-800-789-6633

www.protectiveproducts.com

For free information circle 203
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ADVERTISEMENT

Product Showcase / Interior/Exterior

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

300 Serles 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

For free information circle 205

Bilco's Ultra Series Basement Door

BT 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

For free information circle 204

OUTDOOR CABINETS
LIFETIVIE WARRANTY

Nautilus Cabinetry is manufactured by

Ron Whitten WooulDesignSiLILC

800-975-2805 Toll Eree)
239-659-0401 Eax
www:nautiluscabinetry‘com

For free information circle 207
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INEW from the manufacturers of BETTER-BENCH®

REC 1414 .

REC 614
REC 1418

Products listed are produced of a
corrosion resistant alloyed aluminum
with an elastomeric-waterproofing
and antifracture coating combined
with an aggregate bonding
base. Finished materials, ceramic
tile, marble, granite, efc. can be
opplled |mmed|ate|y after product
installation utilizing standard
mastics or thin-set. Listed products
" | are supplied with wall fasteners

| which may be used with/without
preinstalled wood blocklng Also try
our Floating Shelf™, a tile ready
shelf support, for use with any
Recess-t™ units.

BETTER BEI\ICH

The Shower
Bench Solution
An easy fo install bench-
forming system that

replaces the complex
methods currently in use.

Flouhng Shelf™

For more information or a distributor near you, call

P, 1-800-382-9653
I VYV www v INNOVIS CORPORATION
e ——— www.innoviscorp.com

For free information circle 208




ADVERTISEMENT

Interior/Exterior / product Showcase

Just Released SoftPlan Version 13!
Get the Job Done with Easy to Use Residential Design Software

P

floorplans - elevations - cross sections - material lists - 3D renderings - DWG drawings

for a FREE demo
CD or live demo
call 800-248-0164
or visit www.softplan.com

Version 13

ARCHITECTURAL DESIGN SOFTWARE

For free information circle 209

In-Wall Security Cabinets
THE ULTIMATE IN PROTECTION & SAFETY

BN Nij=ysj

THAT MAKE THE SALE

~ Profit opportunity using value add option

~ Offer products others do not offer
Simplistic home security for your customers

= Provide peace of mind
= Home design benefit which can be built info the morigage

Contact us for special builder pricing.
Tiffin Metal Products Co 7 gt

450 Wall Street ' ( H -F‘

i 8 "TIFFIN
www.tiffinmetal.com

For free information circle 211

ConstructionOffice’

Construction Productivity Software

Professional Network Versions

starting at 5 user package
499 $1499

Start Your Next Project Right.
©Estimating ©Scheduling

©Mobile Integration  ©QuickBooks Integration
©Contracts & Specs ~ ©Document Management

QuickBooks QB) 1 Bttice

t C‘(J)ﬁgtructionomce

For free information circle 210

YOUR TICKET TO MUST-HAVE,
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
rlotsing :
pAIISE Wwww.housingzone.com/research

THE ORIGINAL
TIN CEILINGS & WALLS

{\\* S2)

=

THIRD GENERATION

*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
g|g aa-abbingdon dffiliates inc.
AlAQ Dept. PB, 2149 Utica Ave., Bklyn., NY 11234

(718) 258-8333  Fax: (718) 338-2739
www.abbingdon.com

For free information circle 212
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MarketPlace

TL\“ fj

COLUMNS BALUSTRADES
& MOULDINGS

| e Fiberglass Columns

For free information circle 250

¢ Poly/Marble Columns

i * Synthetic Stone

Balustrades
& Columns

* Wood Columns

* Cast Stone
Balustrades & Details

¢ Polyurethane
Balustrades,
Mouldings & Details

* GFRC Columns
& Cornices

* GRG Columns
& Details
V.

Custom Qvuotations:
800-963-3060

elton..
lassics
Incorporated

www.MeltonClassics.com

ADVERTISING MEANS BUSINESS.

For free information circle 251

1.800.872.1608

WORTHINGTON

6950 Phillips Hwy, Suite 20 ® Jacksonville, FL 32216

il

Your Only Source For Fme Arch1tectural Details.

Columns e Balustrades ® Moldings

Call for a FREE Catalog.

www.WorthingtonMillwork.com

. (e
American Heart
Associatione

Fighting Heart Disease and Stroke

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-USAL.
Do it today.

This space provided as a public service.
©1992, 1997 American Heart Association
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Another of Flex-Ability Concepts’ innovative
products. Creating high quality arches is
a snap with Flex-C Arch. Use it to build
window, doorway, pass-through arches
and more. Find out for yourself how easy
it can be to build round, oval and even
asymmetrical arch designs.

¢ Plantation
Shutters

* Fixed Louver
& Raised
Panel

RERRELLITT
5'and 8' Le_ngths

¢ Cabinet
Doors

43av3iH
o-X31d

* P\B’L/T), &(0
COnceR

* Mouldings

Hardware Contact Flex-Ability Concepts, The Curved Wall People™ for complete instructions, product

specifications, load capacities and allowable heights. Assistance is also available for

WW '“ss}lutter'com finding all your curved framing resources and for finding a dealer near you.

COUPON OFC: 817-886-2665
CODE TEL: 866-862-0146
n BUILDER" FAX: 81 7'886'7262 For free information circle 253
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The Estimating Tool
Pros Rely On!

ScALE MASTER 11

Advanced Digital Plan Measure with Optional PC Interface

If you’re responsible for estimating, * 91 Built-in Scales: 50 Imperial (Feet-Inch) and 41
bidding or planning the Scale Master Il Metric for architectural, engineering and civil/map
. ’ . scaling

Is easy-to-use for fast, accurate Linear, e Eight “Custom” Scales: user can set scale for out
Area and Volume take-offs. of scale plans

i i i » Wide range of Dimensional Units: Decimal Feet,
The optional PG Interface Kit makes it Feet-Inches, Decimal Yards-Feet-Inches, Miles,

simple to input values directly into a Nautical Miles, Acres, Millimeters, Meters,
spread sheet or estimating program. Kilometers, Hectares — square and cubic formats
* Dedicated Length, Width and Height Keys:
You’ll Reduce Errors, Save Time instantly find rectangular Areas and Volumes
and Save Money! e Manual or Auto Count Feature: “Count” how many

times a distance has been rolled

T AWA@

OPTIONAL PC INTERFACE KIT
WINNING
GJ

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

CAI.CI".ATED For the dealer nearest you, call today 1-800-854-8075
INDUSTRIES Visit us on the web at: (\waw.calculated.com k

4840 Hytech Drive, Carson City, NV 89706 * 1-775-885-4900 * Fax: 1-775-885-4949
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MarketPlace

SAVE 15%-509; *

{i 1000's of top quality entry, interior & patio
D i doors, Shipped directly to your jobsite.

(WOUL QUUILY AslowAs |
|

WholesaleDoorSource.com 5655 .

6-Lite Craftsman Door

i

As Low As

242, J550

. 00 OO0
YourChoice! orzimussmts,

Deliveredin Contiguous U.S.

Many Different
Styles To
Choose From |

¢1,999

intefior Dec 802167-AD20 Pre-Hung

Dbl. 3/0 80" 3/4-Lite
Unfin. Mahogany, 4-9/16 Jamb Std.

Wholesale/Door'Source

P Atenton s

0 ((888)651-1950

onunear WholesaleDoorSource.com
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Place your ad TODAY!
Call Shelley Perez at 630-288-8022

The perfect tool
for making profits in
the closet business.

For free information circle 257
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"HERITAGE

BUILDING SYSTEMSe.
Established 1979

LET US SHOW YOU WHY WE'RE # 1
33’x45’x 10’- $6,985 * 51'x 104’ x 14’ - $21,867

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
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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 profitable. We make it easy to
join the thousands of construction professionals
who are offering closets to their customers. Put
a closet like this into your next job and make

some real money in closets.

877-BUY-A-PRO




KODIAK
STEEL

STEEL ngh Performance Wood Finishes

800 278-0838 EURO X™

Get more info and pricing at v EURO X, M.L. Campbell, a leader in the wood finishing industry for 80 years,
www.kodiaksteelhomes.com sy . introduces the Euro X™ line of products - the first in the Euro

e *  Series. Each of the two-component finishes draws on European

Get the Strength and durability of technology to produce a high performance finish and lasting

pre-engineered steel framing in a ' results in exterior applications.
beautiful, affordable new home

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.

e FuLL DRY-IN KiTs
* FRAME ONLY KiITs

¢ CLEARSPAN SYSTEM
e BOLTED RED IRON

¢ UL-90 STEEL ROOF
e Six-INcH WALLS

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

1.800.364.1359
amTED

WOOD FINISHING SYSTEMS

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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Vup 10,50 %

-thpped to jobsite

sLarge selection from FHA

The W’n dmas ter to upscale demgncr carpets
IBC 2003 ¢ 155 mph Wind ¢ Exposure C

Three New Models: 32x36 ¢ 36x36 * 36x48

www.DaltonC FPetCOmxzs)
R B 7
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> Dalton Paradise Carpet POBox 2458 Dalton, Ga 30722
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HARDWOOD
MOULDINGS

Soap Dishes
Any length, Any width El P EyTE
Any thickness Shampoo Shelves

Lumber ¢ Plywood ¢ Burls oy g

: ]‘ Turning Blocks ¢ Veneers T°| Ietry She |Ves :_
7% | Call for a fast, ' P — -
_ free quote
[0 Shaving Steps
Y ERIRTTY T .

274 Ferris Avenue, White Plains, NY 10603
Phone: (914) 946-4111 ¢ Fax: (914) 946-3779
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Mouldmy
Catalog
$40 + $10 s&h

Place Your Classified Ad In

Professional

Call Shelley Perez at
630-288-8022
Fax: 630-288-8145
Email your ad copy to:
shelley.perez@reedbusiness.com

Effortless Installation = Increased Profltablllty » No Leak Callbacks
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MarketPlace_
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;;;;

17W300 22nd St., 2nd Floor
Oakbrook Terrace, IL 60181
630-279-9993
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Place your ad TODAY!

Call Shelley Perez at

Don't Forget Teo

lventese!

630-288-8022
Fax: 630-288-8145

Over 1 MILLION in
22 gauge aluminized steel
Gain 5 feet of duct run

stalled

Saves Space  Saves Energy  Reduces Fire Hazard

1] n
’ In-0-Vate Technologies, Inc. RN

«\Fm e
K .‘//
1/

425

\\\\\

Available at over 1, 2OO HVAC supply houses
www.dryerbox.com 888.443.7937
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ARCHITECTURAL PAY MALL

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

{ -‘.-‘
riglEing
Lorie

www.housingzone.com/research




FROM THE MAKERS OF PRO-VENT... FV T YU] Ya ¥ b ¢

ElE’(E::-(Iy?G » onE Box POST IT

ITE DOCUMENT LOCKUP BOX | B¢l €0}
Weatherproof Plan holder and Permit Display.

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 - - g,
630.288-5022 for more details visit:

Fax: 630-288-8145 WWW. pro-vent.com

2000 Clearwater Drive
Oak Brook, IL 60523 Pro-Vent, Inc. « P.O.Box 3056 ¢ Olathe, Kansas 66063 * 866-782-8862
For free information circle 265

Professional Builder

BENCHMARK

The Premier Management Conference for the Housing Industry g
e = e

Ritz-Carlton .
Lake Las Vegas
September 27

I J-mm I

S0 IdIoNEIN

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




Ad Index Advertising
Company Page # Circle # Phone Web Site Sales
Alsco Metals Corp. 104 35 800/231-9333 www.alscometals.com
APA Engineered Wood 90 44 253/620-7400 www.apawood.org A iate Publisher
Architectural Crille 40 20 718/832-1200 www.archgrille.com Tony Mancini, 610/205-1180
+ASI Building Products 14 64 800/262-6624 www.asibp.com Fax 610/205-1183
Azek Trimboards c3 62 866/549-6900 www.azek.com armancini@reedbusiness.com
BASF Polyurethane Foam 12 6 1-888-900-FOAM www.basf.com/spray, oy —
Enterprises LLC www.foamenterprises.com 610/205-1179 !
+Boral Bricks 81 33 770/645-4510 www.boralbricks.com T e,
Broan-NuTone 97 49 800/548-0790 www.broan.com
Capital One Services Inc. 45 23 800/955-7070 www.capitalone.com Regi | & Strategic Manager
CertainTeed Siding Collection 9 4 800/233-8990 www.certainteed.com IL, IN, OH
Comcast Cable Communications 51 27 877/395-5388 www.comcast.com KT McNamara, 630/288-8182
Copper Development Assn. 66 32 800/741-6823 http://piping.copper.org Fax 630-288-8145
Crown Heritage 101 65 800/745-5931 www.crownheritage.com ktmcnamara@reedbusiness.com
Danze 23 11 877/530-3344 www.danze-online.com . )
Delta Faucet Company 83 38 800/345-DELTA www.deltafaucet.com Regional & Strategic Manager
Easy Arch &6 40 800/854-2461 wwww.easy-arch.com Al AR, FL, GA, KY, LA, MS, NC, SC, TN, WV
Endura Products Co. 92 46 800/334-2006 www.enduraproducts.com Michael Stein, 610/ 205_1 181 .
Enviroment One Corp. 38 19 518/346-6161 WWW.eone.com (R G- TR, e e RIS eSS e
Fantech Inc. 100 51 800/747-1762 www.fantech.net Regional Manager
Fypon 58 29 800/446-3040 www.stylesolutionsinc.com CT, DC, DE, ME, MA, MD, NH, NJ, NY,
www.fypon.com PA, RI, VT, VA, EASTERN CANADA
GMC Commercial Vehicles 88 800/GMC-8782 WWW.gmc.com Bill Black, 610/205-1172
Hurd Windows and Doors, Inc. 64-65 31 800/2BE-HURD www.hurd.com Fax 610/205-1183, wblack@reedbusiness.com
Integrity from Marvin 14a-d 7 800/435-0013 www.marvin.com
International Window Corp. 81 66 562/928-6411 www.WindowsForLife.com Regional Manager
James Hardie Building Products Inc. 41 21 888/HARDIE-1 www.jameshardie.com IA, KS, MI, MN, MO, ND, NE, SD, WI, WY
JELD-WEN c4 63 800/535-3462 www jeld-wen.com Tim Gillertain, 630/288-8168
Kleer Lumber 32 16 866/KLEER-70 www.kleerlumber.com Fax 630/288-8145
Marvin Windows & Doors 18-19 10 800/435-0013 www.marvin.com tim.gilerlain@reedbusiness.com
Masonite International Corporation 29 14 800/663-DOOR Www.masonite.com )
(663-3667) Regional Manager
- AZ, CA, CO, HI, ID, MT, NM, NV, OK,
Merillat Industries Inc. 4,5 517/263-0771 www.merillat.com OR, TX, UT. WA, Western Canada
Ml Windows & Doors 26 13 W/888-376-4230 www.miwd.com Bret Ronk, 972/644-1153
E/S00:549:9519 Fax 972/235-6554, bronk@reedbusiness.com
Moen Inc. 25, 87 12,42 800/BUY-MOEN WWW.moen.com
Nisus Corp. 52 28 800/264-0870 WWW.NISUSCOrp.com Inside Sales
+Norbord Industries Inc. 122 57 416/365-0700 www.norbord.com
Shelley Perez, 630/288-8022
NRS Corp. 121 56 800/851-5823 WWW.Nrscorp.com Fax 630/288-8145
Owens Corning 36 18 800/GET-PINK WWW.owenscorning.com shelley perez@raedousiness.com
Peachtree Doors & Windows c2-3 1 888/888-3814 www.peach99.com
Pella Corp. 35 17 888/84-PELLA www.pella.com
+PGT Industries 93 47 877/550-6006 www.pgtindustries.com Eventsl“l Publishing Directs
PPG Industries Inc. 63 30 888/PPG-GLASS  www.ppgresidentialglass.com Judy Brociek, 630/288-8184 )
+Quality Stone Veneer 71 55 800/795-3229 www.qualitystoneveneer.com Fax 630/288-8145, jorociek@reedbusiness.com
+Reico Kitchen & Bath 14 67 800/REICO-11 WWW.reico.com
Rinnai America Corp 16 8 800/621-9419 www.foreverhotwater.com Custom reprints and electronic usage
Salsbury Industries 100 52 800/624-5269 www.mailboxes.com 800/290-5460 x136
Samsung Staron 94 48 800/795-7177 www.staron.com professionalbuilder@reprintouyer.com
Sears Gift Card 30 15 847-286-7549 WW\W.Sears.com
Silver Line Windows 75 34 800/234-4228 www.silverlinewindows.com Advertising Production Manager
Simonton Windows® 46, 46a-h 24 800/542-9118 www.simonton.com Paul Brouch, 630/288-8074
Simpson Strong-Tie Co. Inc. 84 39 800/999-5099 www.strongtie.com
Sprint Spectrum 103 54 800/SPRINT-1 www.sprint.com/business Advertising Contracts
Sterling Plumbing 79,80 800/STERLING www.sterlingplumbing.com Jerilyn Schmitz, 630/288-8072
Superior Concrete 86 4 800/942-9255 www.concretefence.com
Superior Walls Of America Ltd 91 45 800/452-9255 www.superiorwalls.com EDITORIAL & PUBLISHING OFFICE
Therma-Tru Residential Entry Systems 10-11 5 800/THERMA-TRU  www.thermatru.com Professional Builder
TopBuildingJobs.com 98 50 (888) 9-TOP-JOB www. TopBuildingJobs.com 2000 Clearwater Drive, Oak Brook, IL 60523
Tyco Fire & Building Products 17 9 877/438-8926 www.tyco-rapidresponse.com Phone: 630/288-8000, Fax: 630/288-8145
Universal Forest Products 82 36 800/598-9663 www.ufpi.com
Wachovia Securities Corporation 102 53 704/374-6311 www.wachovia.com To Advertise: See above for the office closest to you, or
Waupaca Elevator Company Inc. 82 37 800/238-8739 www.waupacaelevator.com write to the Publisher. Best in American Living Award: To
Windsor Window Co. 42 22 800/887-0111 www.windsorwindows.com enter this design contest, contact address above. Annual
NHQ S - - Report of Housing’s GIANTS®: To request a survey form,
JELD-WEN NHQC2-3, 75-78 800/535-3462 wwwjeld-wen.com contact GIANTS400@reedbusiness.com. For subscrip-
NHQ10, NHQ14-15, NHQ21, NHQc4 tion inquiries and change of address: Customer
+REGIONAL ADVERTISER Service, Reed Business Information, 8878 S. Barrons
Blvd., Highlands Ranch, CO 80126-2345; phone:
308/470-4445; fax: 303/470-4280; e-mail:
Reed Business Information, A Division of Reed Elsevier Inc. | Specialized Business Magazines for Building & Construction | Research | Technology | Electronics | Computing | Printing | Publishing | Health Care | subsmail@reedbusiness.com
Foodservice | Packaging | Envi Engineering | | Entertai | Media | Home Furnishing | Interior Design | and Lodging. Specialized Consumer Magazines for Residential Design. PROFES-
SIONAL BUILDER (ISSN-1072-0561, GST #123397457, C.PC. Intl Pub Mail #280631) Vol. 71, No. 4 iss published monthly, with two additional issues in December by Reed Business Information, 8878 S. Barrons
BIvd., Highlands Ranch, CO 80126. (subscription includes all issues). Reed Business Information is a Division of Reed Elsevier Inc., 360 Park Avenue South, New York, NY 10010. Tad Smith, CEO; Jeff Greisch,
President, Chicago Division. Periodicals Postage Paid at Littleton, CO 80126 and additional mailing offices. Circulation records are maintained at Reed Business Information, 8878 S. Barrons Blvd., Highlands Ranch,
C0 80126-2345. Phone: 303/470-4445. POSTMASTER: Send address changes to PROFESSIONAL BUILDER, P.0. Box 7500, Highlands Ranch, CO 80163-7500. Publications Mail Agreement No. 40685520. Return
undeliverable Canadian addresses to: Deutsche Post, 4960-2 Walker Road, Windsor ON N9A 6J3. Email: subsmail@reedbusiness.com PROFESSIONAL BUILDER copyright 2006 by Reed Elsevier Inc. Rates for non-
qualified subscriptio_ns:_USA. $109.90 _W—year‘ Canada‘_m_?g 90 1-year (mc_\udes % _GSI (GST#123397457); Mexi_co, $164.90 1-year; foreign surf_ace, $2_24.90 1-year; foreign air expedited surcharge $292.90 1- ' B PA
year. Except for special issues where price changes are indicated, single copies are available for $10 US and $15 foreign. Please address all subscription mail to PROFESSIONAL BUILDER, PO. Box 7500, Highlands
Ranch, CO 80163-7500. PROFESSIONAL BUILDER and ANNUAL REPORT OF HOUSING'S GIANTS are registered trademarks of Reed Properties Inc., used under license. Printed in the USA. WORLDWIDE"
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Makes the barn as beautiful as the main house. Every home you build, builds your

reputation. And your success as a builder is based on your skill, expertise and the materials you select. m ;2@
AZEK Trimboards, the #1 brand of trim, looks, feels and sounds like wood, but with unmatched durability ®

and a 25-year warranty, you'll eliminate costly warranty claims. For more information, go to your TRIMBOARDS

pro lumberyard, call (877) ASK-AZEK, or visit www.azek.com. Once you |°°k’ it’s all YOU’" see™

© 2006 Vycom Corp. All rights reserved. For FREE information circle 62




For more information and complete product warranties, see www.jeld-wen.com/auralast. ©2005 JELD-WEN, inc. JELD-WEN, AuraLast and Reliability for real life are trademarks or registered trademarks of JELD-WEN, inc., Oregon, USA.

Solid pine AuralLast;"
the worry-free wood from JELD-WEN,
is guaranteed to resist decay,
water absorption and
termite infestation for 20 years.

|mn | =
| N\

e 4

Auralast" Wood

A unigue vacuum/pressure process provides
virtually 100 percent penetration of the protective
ingredients from the surface to the core.

\\\ ] ////y,,”/;/
Vv v
Dip-Treated Wood

Dip-treated wood is only protected on the surface.

4

Wood Radius Casement Window Exterior Premium Pine Door 1836AP Wood Double-Hung Window

Exterior Premium Pine Door 1863AP

2/—;_\ JELD-WEN® windows and doors with AuralLast™ wood will remain beautiful and worry-free for years. Unlike
Auraﬁast

dip-treated wood, Auralast wood is protected to the core to resist decay, water absorption, and termite

THE WORRY-FREE WOOD

N infestation for 20 years. That's added protection for any building project. To learn more about AuralLast wood

— and all our reliable windows and doors, call 1.800.877.9482 ext. 1014, or go to www.jeld-wen.com/1014.

bl

T RELIABILITY for real lifer JELIYWEN.

WINDOWS & DOORS
For FREE information circle 63





