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RAIN COWERS IN DEFEAT

Performance. For many companies,
it's just a word. At Peachtree, it's our
sole mission. For the past eighteen
months, we’ve revitalized every part
of our organization. New technologies.
New manufacturing facilities. And new
designs. These changes haven't just
improved the quality of our products,
they’ve helped unleash a new level of
customization — from entry doors to
windows to patio doors. Performance?

That's a mandatory. The possibilities

for you and your customers? Endless.

©0000000000000000000000000000000000000000000000000000000000000000000000000000

ALUMINUM-CLAD DOOR FRAMES.
No primer. No paint. No hassles. With
aluminum clad door frames, you're

providing your customers with a virtually

maintenance free future.

©0000000000000000000000000000000000000 o

COMPREHENSIVE WARRANTY.
Unlike many of our competitors, each
of our entry door systems comes with
one warranty from one manufacturer.

Peachtree. No confusion, no excuses.

©0000000000000000000000000000000000000 o

HIGH-PERFORMANCE SILL.

Every entry door we make comes with
our new high-performance sill. Because
at Peachtree, high performance isn’t
an upgrade — it comes standard in

everything we do.

Circle 1 or go to http:/pb.ims.ca/5212-1
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Doors and Windows

FOR MORE INFO 800.732 | ENTRY DOORS
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ARMS SO BIG, YOU MIGHT WANT TO CHECK IT FOR STEROIDS.

At over 29 Ibs. apiece, the massive radius arms on the Ford F-450/F-550 Super Duty®
will tackle even the roughest terrains. Over 39" long, 11" tall and
: et 3.5" thick, they assist in providing better control, while
at the same time helping to reduce

wheel hop.

And the front axle and

suspension offer a maximum FGAWR of 7,000

e 44 1 ] h

Ibs. So bring on the big, bad roads. We’ve got

e
'

the big, bad arms to handle them.

No wonder the Ford F-Series is the

®) |

best-selling truck 29 years running, as well as
the number one chassis cab for customer
a2 w
/’\ satisfaction with vehicle quality.*
Sik A A
1
. e s . i ' S
%nd COMMERGIAL - -2007 FORD SUPER D
R LENDING
Business Preferred Network : SERVICES www.commtruck.ford.com

*Based on 2005 Commercial Truck Quality Study. C'ICIe .07 9010 http://pb.lms.‘ca15212-23
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©2006 Merillat Industries, LLC
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Or you could just pick up the phone.

Give us a sign, and we’ll come to the rescue. We’re Merillat, and you’ll find us wherever you’ll find new
construction. Fast delivery. POW! It's there. Integration with your scheduling system so you know what to
expect and when to expect it. WHAM! It’s yours. High-quality cabinetry that’s delivered on-time and complete.
BAM! You've got it. No masks. No capes. Just hard-working solutions for your whole business. Not to mention

super-looking cabinetry. Quick builders, to the phones 1-888-444-4642.
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Visit the seen-it, done-it, studied-it kitchen experts at merillat.com
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REAL ESTATE FINANCING

Acquisition = Equity » Bridge Loans * Mezzanine * Debt Re-structuring * Conversions

PRIVATE PORTFOLIO FINANCING

Hard Money * BK & Foreclosure bailouts » Liquidations/Advance * Corporate asset base financing
Customized Real Estate Financing anywhere in the United States

WorldBanc Financial Group, LLP
401 North Tryon Street, 10th Floor
Charlotte, NC 28202
336-337-6501

WorldBanc Financial Group, LLP
705 East 162nd Street, Suite 203
South Holland, IL 60473
708-596-9700

Conduit
WorldBanc Financial & Acquisition

Circle 4 or go to http://pb.ims.ca/5212-4
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dispensable

MAKE A STATEMENT WITHOUT EVER
SAYING A WORD.

Trus Joist® TimberStrand® LSL

You build your reputation into every home. So when you encounter a zone that needs
to be straight and true, you need TimberStrand LSL. Available up to 30 feet in length,
it’s perfect for tall walls. And it resists bowing and shrinking, making it ideal for kitchens

and baths. It's an essential frame component, and one that lets your work speak loud
and clear. Learn more today at iLevel.com. Or call 1-888-iLevel8 (1-888-453-8358).

A Weyerhaeuser,® TimberStrand,® and Trus Joist® are registered trademarks and iLevel™ is a trademark of Weyerhaeuser Company, h
Federal Way, Washington. © 2006 Weyerhaeuser Company. All rights reserved. 1 \ Weyer acuser

Circle 5 or go to http://pb.ims.ca/5212-5



Your calling card has just been installed.

©2006 Marvin Windows and Doors. All rights reserved¢®Registered trademark of Marvin Windows and Doors

Why are more custom builders choosing
our windows—and using them in their own
homes? Simple: reputation and referrals. Marvin
Windows and Doors are superior, from their
design and craftsmanship to the way they
perform. And our cladding is the highest quality
available, able to stand up to the rigors of

construction, weather and time. Just like you

have to. Call 1-800-241-9450 (in Canada,
1-800-263-6161) or visit marvin.com

MARVIN

Windows and Doors
Made for you:
Circle 11 or go to http://pb.ims.ca/5212-11
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Was it a bored younq:ﬁ:;ﬁ,son and an unfortunate swirly mishap?
Or was it the cheap pipe that was installed?

Chances are, it was the pipe. After all, the lower the quality, the higher the chance of problems down the road.
That's why you should install a FlowGuard Gold® plumbing system. FlowGuard Gold pipe and fittings are
manufactured to exceed the most stringent standards. Plus, they're backed by the most trusted support
network in the industry. Is it any wonder FlowGuard Gold pipe and fittings are specified more than all other
non-metallic plumbing systems combined? So if you're looking for the ultimate in reliability and performance,
a FlowGuard Gold plumbing system is your best choice. No doubt about it. To learn more, call 888-234-2436

or visit www.flowguardgold.com. Fi CoLD

FlowGuard Gold® is a registered trademark of The Lubrizol Corporation / NOT A DROP OF DOUBT.
©Copyright 2006 The Lubrizol Corporation o

Circle 8 or go to http://pb.ims.ca/5212-8



PERSPECTIVE
by Paul Deffenbaugh

Community Development

We live in a time of massive
divisiveness. Red State, Blue State.
Liberal, Conservative. Just turn to this
month’s letters pages to see how read-
ers have responded to our articles in
August about illegal immigration for
an immediate example.

In the home building industry, there
is a common ground that is basic to the
operation of our businesses. Regardless
of our political stripes, we should all be
able to agree that the goal of any home
building company is to be an essential
part of the community.

At first blush that might sound
as if [ believe owners should plow
their well-earned profits back into the
community in the form of charity,
good works or even — heaven forbid
— taxes. I'm not. In fact, I think too
much direct community involvement
may be detrimental to a business. I've
seen plenty of companies with soaring
charitable profiles who have crashed
and burned because the management
team took its eye off the important
business of running the company.

What I mean is simple: Businesses
are essential parts of communities.
They have a role as valued and impor-
tant as schools and churches. Find a
neighborhood with strong schools,
active churches and vibrant businesses
and you will find a community that is
thriving.

Because housing is one of three
basic needs in life (food and clothing
are the other two), home building and
remodeling businesses are especially
important to the commonwealth.

What does it take for a business to
be an essential part of the community?
Here’s my list:

Hire talented people. Nobody in busi-
ness can succeed with deadbeats and
knuckleheads running the operation.
The most talented bring the most
return.

Turn a profit. Profit is a measurement of
the risk a business owner takes. Not
earning a profit endangers your com-
pany, which, in turn puts your employ-
ees, their families, your suppliers and
the community at greater risk.

Share in the profits. You want your tal-
ented people focused on what’s most
important. To achieve that, they have
to get a piece of the pie. Building a
great company can benefit everyone,
not just one owner.

Be driven by customer demand. Home
building companies are gener-
ally good at a few aspects. They do
the market research, they react to
changes and they deliver product at
appropriate price points. Recently, the
increased focus on customer satisfac-
tion has forced them to identify other,
less tangible customer demands.
Builders who understand all the
aspects of customer satisfaction will
excel compared to others who only
focus on the product.

Be driven by quality. Few businesses
are as focused on quality as they
should be. Fewer still have processes
in place to deliver it consistently.
Check out Estes Builders (page 56)
to see how one company has made
delivering quality a passion.

Be growth-oriented. If you are not
growing, you're dying. Growth
brings purpose and strategic intent.
Without it, companies become filled
with malaise and find it harder to
attract talented people and dedicated
suppliers.

Be ethical. The breakdown in ethics
for home builders seldom comes
at the ownership level. They fail to
communicate a clear vision of the
company’s value that all employees
know, understand and embrace.

Take a moment and match your list
against mine. Drop me a note and
let me know what you would change

and why. Or, better yet, come to our
Benchmark Conference Sept. 26-29
and tell me in person. PB

B U L s

Paul Deffenbaugh

Editorial Director

630.288.8190
paul.deffenbaugh@reedbusiness.com

Professional Builder

BENCHMARK

The Premier Management Conference for the Housing Industry

Details:
The Foundation of Success
The 2006 Professional Builder
Benchmark Conference, Sept.
26-29, will delve into how
successful builders operate.
Attendees will learn the details
of tried and tested performance
improvement processes in essen-
tial areas such as leadership,
team-building, trade relations,
human resources, customer sat-
isfaction, construction quality,
performance management and
strategic planning.

Go to www.ProBuilder.com/
benchmark for more information.

PROFESSIONAL BUILDER 09.2.006 WWW.PROBUILDER.COM
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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

Circle 9 or go to http://pb.ims.ca/5212-9

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.
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LETTERS

A Brewing Storm

lllegal Immigration

Hits Home

Seldom have issues at the federal level
touched my heart so strongly I felt the
need to speak out, calling on our federal
representatives in Washington to act with-
out delay to resolve an issue that is fast
becoming a national crisis. As the son of
an immigrant father, however, I am calling
on Republican Senators Mitch McConnell
and Jim Bunning of Kentucky to join ranks
with their fellow
GOP Senators
from Ohio to
act  decisively
in dealing with
the  proposed
immigration
legislation pro-

i
e s it o e

benefited from their work, and now there
are those who seek to vilify them and call
them criminals. Where is the compassion?
Have we become a nation whose spirit has
grown so cold we are unable to share this
great land for which immigrants fought
and died over 200 years ago?

The Republican-led Senate, often
referred to by historians as the more delib-
erative chamber of the legislative branch,
has an opportunity to right the wrongs. It’s
time for our nation
— a nation founded
by immigrants, a
nation of compas-
sionate people, a
nation founded
on freedom — to
call on Congress to

posed by Presi-

pass legislation that

reflects the great-

dent George W.
Bush.

We need
an immigration policy that
provides the opportunity for
those we have allowed to live
in this country for longer
than a few years to apply for
citizenship and remain here
throughout the process.

We need to require those
individuals, identified now
by some as illegal immi-
grants, to learn the English
language, the basics of the Constitution
and the Bill of Rights, and then test them
for proficiency before they are granted citi-
zenship just like they did my father and
my aunt more than 50 years ago.

It's time we, as a nation, acknowledge
we have enjoyed the fruits of the labor of
those working in this country and rais-
ing a family in this country. Because of
their work, we have enjoyed the benefit
of cheaper housing costs. We have also
enjoyed lower food costs because of their
work in harvesting crops from the coasts of
the Carolinas to California.

The bottom line is this: our nation has

ness of our nation.

RarrH A. DREES

Fort Mitchell, Ky.

Editor’s note: For Mr. Drees’ com-
plete letter and others, please visit
our TalkBack comments at www.
probuilder.com /emergingissues-im-
migration.

I just wanted to let you know
how much I enjoyed the (July)
Perspective. I'm 58 years old and
started working for my father in residen-
tial construction when I was 15 years old,
graduated from Rensselaer Polytechnic In-
stitute with a B.S. in building science, and
am still in love with work.

I never tire of telling people that some-
where along the way we came to associate
hard work with stupidity. I believe my par-
ent’s generation somehow overlooked the
dignity that was rightfully theirs as the fruits
of their labor and gave too much credence
to an education system I don’t think they
really understood. I'm thankful for the edu-
cation my parents sacrificed to give me, but
the education of honesty, integrity and con-

PROFESSIONAL BUILDER 09.2.006 WWW.PROBUILDER.COM
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LETTERS

cern for others which they taught by their
actions continues to be far more valuable
and [ appreciate more as I grow older.
Your article was an inspiration to
keep trying, and I respect the courage it
takes to take a stand as you have done.

RonN KeLry
Morris Plains, N.J.

Both the editorial and Scott Sedam’s
(“Home Building’s Perfect Storm,” Au-
gust) hit a real nerve.

It has been more than a genera-
tion in this country that skills that use
the hands have been de-emphasized to
those that supposedly just use the mind.
I chose my words carefully here; most
fine craftsman must use their minds
constantly in addition to having the
eye/hand coordination to successfully
execute their thoughts.

I guess it's my parents and my genera-
tion who are most at fault. Anyone who
wished to go to a “trade school” was con-

sidered by many of not making the grade
and taking the path of least resistance.

Try getting your computerized car
fixed today by a flunkie and see how far
it gets you. The systems and diagnosis
skills required by today’s average auto
tech are mind-boggling. Yet we still
have the same warped values; people
who handle money are paid higher than
people that handle things. Today, the
only craftspeople who are highly valued
are specialists who make reproduction
furniture and span into the world of arts
and crafts.

As the head of training for Toll
Brothers, the assurance of a compe-
tent work force is my main concern. I,
unfortunately, don't have a glib or quick
answer to give on how to change our
national values. Without immigrant
labor to do the work, I can’t imagine a
sudden influx of Americans to back fill.

MYLES MARCOVITCH
Horsham, Pa.

Finally, attractive
and effectivegventilationss
that '
doesn’t
blow your

Rigid Roll Plus” Shingle-Over

Ridge Vents offer it all:

Jong-term performance,
g p

curb appeal and exceptional value.

hot air while keeping out
most extreme weather

BUILDING PRODUCTS
an LDI Company

1-800-438-2920
www.trimline-products.com

Circle 10 or go to http://pb.ims.ca/5212-10

The Right Stats on Software
As a leading software technology pro-
vider to residential builders, BuilderMT
welcomes coverage of the technology
sector, as builders recognize this down-
turn is time to tune-up their software
systems. But the article “Shopping Soft-
ware” (July) contains an error we'd like to
correct for the record.

Stuart Siegel wrongly claims,
“BuilderMT is good for 50 to 100 homes,
but not 200 to 500.” This is incorrect,
and dramatically so. More than 550
production builders use BuilderMT
production management software, and
most of these builders are starting 300
to 8oo homes per year; many do 2,500
to 3,000 homes per year, and our client
Palm Harbor Homes is doing 110,000
homes per year! A small minority of our
builders start fewer than 200 homes
per years. In this article, the writer even
quotes one of our clients, Dan Martin,
with Sonrise Homes, who builds more
than 200 homes per year.

Stuart Siegel has a misimpression
of BuilderMT, and we hope he finds the
time to learn more about our system and
our expanding client base.

Tom GEBES
President, BuilderMT
Lakewood, Co.

)

We want to hear from you!

Join in on the immigration debate by
visiting us online at
www.probuilder.com/
emergingissues-immigration

Have issues on your mind?

Send your letters to Paul Deffenbaugh,
Editorial Director. Please include your
name, company name, address and phone
number.

Professional Builder

2000 Clearwater Drive

Oak Brook, IL 60523

f: 630/288.8145

e: paul.deffenbaugh@reedbusiness.com



‘ Circle 11 or go to http:/pb.ims.ca/5212-11



>
El
&
3>
=
g
&
o
3
o
o
3
o
S
g
2z
N
@
=
@
o
2
o
2
o
5=
®
bl
)
Q
Y
[}
<
o
o
=
o
o
[
=
o
2
5L
o8
<
o
El
=<4
3
=
o
o
E3
&
o
3
o
o
o
o
S
@

A builder. Our new Double Hung Window. Perfect match This a||uring a durable pultruded fiberglass. More interior woodwork. Unmatched reliability. Fallen ﬁtegrlt

window's specs read like a dream come true for builders tired of settling for less: "_'; ' DPrating. U|f il for V|ny| or vin | clad windows, only to have them break our heart? Yol deserve better.




WHAT IF...

YOU RAN YOUR BUSINESS, INSTEAD OF
YOUR BUSINESS RUNNING YOU?

You know the right way to build homes. Now there’s a partner who can help you build your business
just as efficiently by removing obstacles to better organization, communication, revenue generation
and customer satisfaction. And of course, better profits.

Introducing Dynami Solutions, an innovative company offering sales and operations management programs designed
by Jagoe Homes, especially for builders. It enables mid-size builders to perform like big builders — and profit like them
too. The principles behind Dynami Solutions helped Jagoe Homes increase profit margins by more than 75%.

Ready to run your business more profitably too? Dynami Solutions will give you
the leverage to maximize your business performance. To learn how to make
success easier, call 1-618-972-7052 or visit us at www.dynamisolutions.com.

Dynami.

Solutions

Success Made Easier

Circle 13 or go to http://pb.ims.ca/5212-13 www.dynamisolutions.com
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>>BY RHONDA JACKSON, STAFF WRITER

>> WWW.PROBUILDER.COM/BESTPRACTICES
e .. 'lllll L[ [LLL

Cleaning Up the Clean Water Act

Lawmakers are pushing to cut back on permit fees, which could make homes more affordable.

There are two initiatives underfoot to stream-
line the Environmental Protection Agency’s
National Pollutant Discharge Elimination System
of the Clean Water Act, which regulates storm
water pollution on construction sites.
The first initiative is a plan to reform
current EPA policy, and the second
is a Congressional bill following
close on its heels.

Both moves are intended to reduce the num-
ber of times builders pay permit fees for state,
local and national regulation policies. Such a
change could mean lower construction costs and

more affordable homes. According to a 2005 NAHB Member
Survey, builders pay on average $312,298 per site to comply
with storm water runoff prevention regulations — an estimat-
ed increase in housing cost of $1,400 to $7,000 per unit.

Leading the Way

This past May the EPA issued a missive to its regional offices

>>BY MARK JARASEK, SENIOR EDITOR
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saying the Storm Water Pollution Prevention Plans that build-

ers submit to the federal government can meet local and state

requirements, too. “This policy has always been around but is

now being enforced,” says Jim Tobin, staff vice president of
government affairs for the NAHB.

On the Congressional Front
Rep. John Duncan (R-Tenn.) is spear-
heading an effort to revamp the EPA’s
water permit and enforcement policies.
While Duncan’s proposal, H.R. 5558,
would also minimize duplication of permit
fees and plans, it proposes more comprehen-
sive changes. The bill aims to educate construc-
tion site managers on regulatory requirements; pro-
vide a vehicle for responding to EPA requests for building site
information; give builders an opportunity to correct certain
permit deficiencies; and provide for more leadership of EPA
regulation on a state-level.
As of late August, the bill was in a House subcommittee;
sponsors hope to present it to the President before the end of
September.

o
)

Gifts that Make a House a Home

IF A PICTURE SAYS A THOUSAND WORDS, then Shelia Rummel’s
gift to her clients speaks volumes about how sincerely she appreciates
their business. Rummel’s idea won Professional Builder’s contest in
July to recognize the best housewarming gift ideas. The Professional
Builder editorial staff selected the winner, who received a free pass to
Benchmark, Sept. 26-29 in Lake Las Vegas.
Rummel, who heads her own business by
the same name in Wilmington, N.C., pres-
ents new homeowners with a “brag-size”
album and CD of professionally taken
photographs of their new home’s entire
interior and exterior, including an eve-
ning shot of the lit residence.
The runners-up wowed us, too:
Gourmet Wine & Dine:
Design Group Three offered a
home owner an evening with a
chef, who prepared a gourmet meal for
the owners and six of their friends. The Glendale,

Wis., business’ gift allowed owners to show off their new home while
learning how appliances in their new kitchen work.

A Touch of Tiffany: Pauline Dent of Atlantic Builders in
Fredericksburg, Va., presents homeowners with a pair of Tiffany &
Co. wine glasses and a bottle of custom labeled wine from a local
winery. The gift arrives at the homeowner’s doorstep with a “Tiffany
blue” shopping bag.

Mini-Me Model Home: Homeowners receive a local artist’s
hand-painted miniature wooden model of their new home through
Benchmark Traditions of Summerville, S.C.

Garden Care: Pulte Homes makes gardening easier for its new
homeowners in the Evania at Anatolia community in Sacramento,
Callif.; owners receive a garden hose wrapped like a basket with weed
killer, a hand shovel, gloves and seeds inside.

Disaster Master: A CD-ROM-based program called “The
Homeowners’ Ultimate Guide to Mastering Disasters” provides
essential information to protect from fire, water, wind or other dam-
age for homeowners with Melesh Construction Co. of Annapolis,
Md.
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Self-Induced
Labor Pains

The medical and home-building industries
have at least one thing in common right
now: the debate over self-induced problems. The
medical community is at odds over just how much
physical illness is self-induced.

Similar to medicine, our indus-
try is at odds about how much
we have brought on ourselves.
Where do the ulcers of home
building reside?

The Culprits

One area to consider is govern-
ment regulation. Many of the
laws and regulations that build-
ers have to endure are indeed
onerous. Another area that is
self-induced is the shortage of
skilled trade labor and the high
costs that go with it.

In last month’s column I
described a combination of
factors that could conspire
to form what was previously
believed impossible: falling
demand with rapidly increas-
ing costs. Sales are down an
average of more than 10 per-
cent nationwide, far worse in
some markets. Basic econom-
ics would predict that with the
decreased demand, costs will
fall as well — or so we hope
because that's the only way to
preserve at least some of the
margins.

But there is a catch this
time, a potentially devastat-
ing one. I described in that
column how any aggressive

immigration reform measure
that managed to get through
Congress would cause labor
costs to increase dramatically.
Somewhere between 15 percent
and 30 percent of our home-
building labor is illegal — no
one knows for sure — and in
many of our better markets,
that number may approach
40 percent or even 50 percent.
Just imagine the impact if it all
goes away.

I am convinced there is too
much well-placed money out
there to let the worst of these
proposals pass, because the
effects on many other indus-
tries such as hospitality, agri-
culture and health care would
be equally devastating. And if
we can just keep Congress dis-
tracted enough with wars in the
Middle East, sanctity of mar-
riage debates and flag-burning
amendments until after the
November election, the most
vocal of the make-‘em-all-fel-
ons-and-send-’em-back-home
crowd should calm down, and
we might just come up with
a reasonable approach that
includes some form of amnesty
and a guest-worker program.

Yet, something will pass,

BY SCOTT SEDAM, TRUENORTH DEVELOPMENT

Builders have
convinced
themselves that
buyer behavior
drives our end-of-
the-month, quarterly
and yearly ‘slam
dunks.’ That’s sim-
ply wrong.

and there will be an impact
on labor. The reality is even in
the very hottest growth years
of 2003 and 2004, we actually
didn’t need at least 25 percent
of the trade labor that we used
in this industry. A quick anal-
ogy will prove it to you.

Learn From

The Wizzel

Imagine you run a plant that
makes a large, 150 pound
device called a Wizzel. Set up
is quite difficult and requires
a very strong person working
with the machinist at each
station. Although heavy, it is
surprisingly delicate and not
amenable to robotic handling.
The result is that the transport
and set-up worker can only
manage five Wizzels per day
moving through production,
and only about 1 percent of the
population is even capable of
handling the weight.

PHOTO: BRAND X
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Due to the high incidence of on-the-
job injuries and workers’ compensation
claims from handling Wizzels, you and
all the other manufacturers of similar
devices now sub-contract this work to
outside firms. Your supplier, Monster Lift,
provides you with a big dude who loves to
lift and never calls in sick or hurt.

For a couple of years, you produce
your five Wizzels per day, every day,
and things are running smoothly. After
a time, demand for Wizzels has grown,
so much so that about half of the people
who are even capable of lifting Wizzels
are actually employed by contractors like
Monster Lift.

You now produce an average of 20
per day, so on paper, you need four of
Monster Lift's big dudes to get your 100
Wizzels out each week.

But getting bigger has added com-
plexity. Due to circumstances you believe
to be beyond your control, an interesting
production pattern has emerged. Instead
of building 20 Wizzels each day to get
your 100 per week in a nice, even-flow
production schedule, you build:

10 on Monday

15 on Tuesday

15 on Wednesday

20 on Thursday

40 on Friday

Despite your best efforts, this pat-
tern occurs every week. So you instruct
Monster Lift to schedule only two of
their big dudes on Monday, three on
Tuesday, three on Wednesday and four
on Thursday. For Friday, you tell them to
send eight of their best big dudes — or
you'll be looking somewhere else!

This makes scheduling for Monster
Lift very difficult, to say the least. You are
not their only account, and it seems that
nearly all of the big manufacturers build
on the same crazy schedule. You are ask-
ing them to be four times bigger as a
company on Friday than you want them
to be on Monday, and so are a lot of your
competitors. None of you ever stop and
think, now, just how are they supposed
to do that?

What the Wizzel

Means to You

This is exactly what we do to our trades
in the home building industry and the
comparison is only slightly exaggerated.
Here is a common builder production
run by quarters:

Monthly and quarterly production
schedules follow a very similar, back-
end loaded production pattern. Here is
a key point. If builders owned their own
labor, they could not build this way. The
expense of keeping these folks around
the first week of the month, first month
of the quarter and first quarter of the
year would simply be prohibitive. We
simply lay off the insanity of our sched-
uling and production onto the trades
— then complain about how poorly they
handle it.

How Trades Survive

So how have our trades pulled it off? Just
like Monster Lift in supplying the Wizzel
manufacturer. Your trades, if they are
big enough, have a bunch of smaller
accounts that can absorb some schedul-
ing variance. They also have a few crew
members who can outwork most other
guys, and they send them your way. If
your trades are really lucky, they have
some accounts that have different fis-
cal years than you. And of course, there
is that time-honored method: they cut
corners. Meanwhile, they go find warm
bodies, get them trained and hope for
the best.

We could spend a lot of time debating
the causes and the negative impact of
this phenomenon, such as poor quality
of the difficulty of attracting good people
to the building trades, but the facts are

LESSONS LEARNED

clear. A huge percentage of our trade
base requirement is self-induced by our
poor scheduling and production practic-
es. Builders have convinced themselves
that buyer behavior drives our end-of-
the-month, quarterly and yearly “slam
dunks.” That’'s simply wrong; I can
name builders with fiscal year endings
of March, April, September, October and
December who all have the same year-
end building frenzy. Buyer behavior has
nothing to do with it.

Yet there are builders, one of whom I
know does 1,600-1,800 units in a single
market, who have figured out how to
even-flow their sales and production.
The trades flock to these folks.

But the fact remains that more home
building is being concentrated in fewer
and larger builders, most of whom
suffer from this back-end loading syn-
drome. The result is an artificially inflat-
ed demand for trades and correspond-
ingly increased costs.

Is there a trade shortage? On the
micro level, to an individual superinten-
dent trying to deal with his inability to
get a good roofer on one particular proj-
ect, the answer is, absolutely. But on the
company level, absolutely not. It is just
good business from the standpoint of
cost, quality and operational sanity to get
this figured out.

Should the threatened immigration
reform debacle come, the only possible
solution is for builders to learn how to
schedule and thus reduce the relative
demand for trade labor. Whether or not
we actually experience the perfect storm,
this is the one sure way I know to get
you out of the weather. PB

Scott Sedam is president of TrueNorth
Development, a nationwide consulting and
training firm focused on quality, process
improvement and organizational develop-
ment. He can be reached at scott@truen.
com.

LOG ON To find this and other articles by
[ | e Sedam, visit www.ProBuilder.com/
bestpractices



THE WAY ALL SINKS SHOULD BE.

Stainless steel sinks by Sterling combine durable performance with our innovative sound-deadening
system for complete customer satisfaction. Premium-gauge stainless steel resists staining, scratching and
tarnishing, and our SilentShield.. sound-deadening
technology eliminates unwanted noise from running
water, dishes and disposal vibration. STERLINGe stainless

steel sinks — the strong, silent type.

[STERLING]

A KOHLER COMPANY




SOUND-DEADENING TECHNOLOGY
Exclusive new foil-backed pads make
these stainless steel sinks among the
quietest available. The pads sharply
decrease unwanted noise and vibration
from clanging dishes, running water

and the garbage disposal.

SINGLE-SHEET FABRICATION
STERLING sinks are made from a single
sheet of stainless steel, with no center
weld and no unsightly ridges on top

of the sink.

INSTALLATION OPTIONS

AND DESIGN VARIETY
Undermount and drop-in installation
options, as well as a wide variety of
single- and double-basin shapes and
sizes, are offered at STERLING price
points for an exceptional value.

ACCOMMODATE COUNTERTOPS
OF VARYING DIMENSIONS

Highly durable, stainless steel sink clips
by Sterling accommodate countertops of
varying dimensions with ease, thereby
simplifying the installation process for
select stainless steel kitchen sink models.

UCL3322 Undercounter Double-basin Stainless Steel Sink.

In addition to their outstanding durability, stain- and scratch-resistant material,
and versatile style that complements any décor, STERLING. stainless steel sinks
feature SilentShield technology that delivers exceptional sound-deadening
performance. This system is engineered to significantly reduce unwanted noise
from running water, dishes and disposals. Customers can select from a wide

variety of designs and basin sizes to personalize their kitchen environments.

FEATURES BENEFITS
SilentShield Makes STERLING stainless steel sinks
sound-deadening technology among the quietest available

Stain- and corrosion-resistant material ~ Easy to clean and ensures lasting beauty

Design versatility Stainless steel material coordinates with
traditional or contemporary décor

Rolled outer rim Increased rim durability; safer handling
during installation

Ll

STRONG. PROFESSIONAL. DESIGN..

For more STERLING product and warranties, S l ; ERLI NG
or to order a catalog, call 1-800-STERLING or visit e O

SterlingPlumbing.com /quiet

A KOHLER COMPANY
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A huge product line
and a can do windows
attitude enables us to
deliver what you need

where you need it.

You're not just building homes; you're building your reputation.
and patio doors that make you look good. No other company
we got to be the nation’s largest manufacturer of vinyl and
scale and deliver products for the local level. Reliably and

not just sales. So install the windows that instill confidence

3890 West Northwest Highway, Suite 500

One house at a time. And we can help. Because at Atrium, we make windows

combines quality, variety and reliability quite like we do. Which explains how

aluminum  windows. Our national presence allows us to manufacture on a large

cost-effectively. And our builder-focused programs stress individual solutions

— for you and your customers.

e Dallas, Texas 75220 o 1-800-421-6292 e www.atrium.com

WINDOWS AND DOORS

Improving Your View of the World
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BIGGER THAN YOUR BUSINESS.

Does your bank think small about your small business?
Your business deserves better. And Capital One delivers, with No Hassle™ business loans, lines of credit, credit cards, plus a

little something we like to call respect.To find out how we can help your business or for more information, visit us at

small business

SOLUTIONS

capitalone.com/smallbusiness. What's in your wallet’® c 0,. ’ O
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BY RODNEY HALL, THE TALON GROUP

Employee Perks That Work

How to motivate employees without breaking the bank.

Few things have kept pace with the rapid
growth of our industry as much as employee
compensation. Bonus programs tied to division
or company profitability have generated unprece-
dented compensation levels. As the housing boom
subsides and begins shrinking this year’s bonus
checks, the focus on compensation will take on a
new tact. Namely, how do you attract and/or retain
great people who have become accustomed to
such extraordinary income opportunities?

Most builders want to reward
their employees for jobs well
done. Rewards, perks, benefits
— whatever the company may
call all the non-monetary types
of compensation — are mov-
ing front and center as employ-
ees feel the market adjustment
in their wallets. The variety of
offerings we hear about ranges
from standard to quite cre-
ative.

Take Christopherson
Homes in Santa Rosa, Calif.
It which hands out a monthly
Peoples Choice award, says the
company’s president, George
Casey Jr. The prior month’s
winner chooses the next win-
ner, who is always a non-man-
agement employee who best
exemplifies customer service.
Recipients are honored at a
brown bag lunch and earn a
framed certificate and a gift
card. “It is a big deal and pro-
motes recognition of those
in the trenches who often
go unnoticed,” Casey says.
The company also uses Way to
Go forms to highlight employ-

ees who are “doing something
right.” Way to Go employees
are recognized at the brown
bag lunch, too, and every time
they receive Way to Go recogni-
tion, they enter a drawing for a
gift certificate to a local restau-
rant. “We find this promotes a
culture of finding people doing
the right thing and recogniz-
ing them for it.”

Another way the company
recognizes loyalty, Casey adds:
employees who reach 10, 15
and 20 years with the company
receive a trip that can include
seven days on a cruise or in
Hawaii with their spouses.

Another builder we've
worked with has a 4-5-day
workweek. This company
closes at 1 p.m. every Friday so
employees can get a head start
on the weekend. This is such
a valuable perk to employees
that they organize their work-
week to be as efficient and
effective as possible. They
value the extra weekend time
and want to ensure they con-
tinue to deserve it.

When retaining and recruit-
ing talent, touting such perks
can be a valuable tool. Not only
are they highly desirable, but
they also speak volumes about
the company culture.

We often hear, “it’s not all
about the money,” and efforts
like these make it ring true.
They go a long way toward
building loyalty and commit-
ment. So, why not try one or
two things on a temporary basis
and see what works best for
your company? Ask your team
for input, too; nothing makes
your employees feel more val-
ued than when you ask their
advice and act on it. PB

Rodney Hall is a senior partner
with The Talon Group, a leading
executive search firm specializing
in the real-estate development and
home building industries.

LOG ON To read about additional
L employee perks, visit us online
at www.ProBuilder.com/bestprac-
tices
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12:00 — £:00
HousinG Tour - MouNTAIN EDGE COMMUNITY
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GoLr OuTING - REFLECTION BAY GOLF COURSE

6:00 — 8:00
WELCOME COCKTAIL RECEPTION
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8:00 —9:30

KEYNOTE ON LEADERSHIP — PATRICK LENCIONT

Patrick Lencioni is the founder and 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 Best Sellers list. His new book, Silos, Politics and Turf Wars, came out in March

2006. Pat consults 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.

9:45 —I1:00
REAL-ESTATE MARKET UPDATE — JOHN BURNS,
PRESIDENT, JoHN BurNs REAL EstaTE CONSULTING

GIANTS magazine columnist John Burns provides unique insight to the real-estate

market. He will share the trends, opportunities and threats facing home builders in

an increasingly difficult market.

11:00— I1:4§

BurLpiNng MATERIAL MARKET UPDATE —

BARRY RUTENBERG, PRESIDENT,

BARRY RUTENBERG AND ASSOCIATES

Barry Rutenberg has been a leading voice in understanding the impact building
material issues have on builders. He will share his timely information on

regulations, tariffs and other events affecting product supply.

BENCHMARK

The Premier Management Conference for the Housing Industry

DETAILS

RN (5 5 1T il
LEADERSHIP — LARRY WEBB,
CEO, Joun Laing HoMEs

Establishing a culture of leadership in a company requires inspired direction and

a strong plan. Hear from a recognized industry leader on successful methods for

developing true leaders in your organization.

115 ALIs—=20) 1 MG

STRATEGIC PLANNING — MARK HODGES,

SENTOR VICE PRESIDENT, CORPORATE OPERATIONS,
HOVNANIAN ENTERPRISES

Leadership translated into action only comes from strategic planning. The future
of Hovnanian Enterprises has been mapped by a clear plan. Learn about the
methodology for strategic planning executed by one of the largest, most

aggressive builders in the country.

2:15 — 2:45%

HumaN RESOURCES — MARK UPTON,

ExecuTive VICE PRESIDENT — WESTERN REGION,
TecuanicaL Orympic USA

The engine at the center of any successful home building company is
fueled by quality employees. Technical Olympic’s focus on supporting
quality people with best practices points to the clear connection

between recruitment/retention and superior operations.

3:00 — §:00

BREAKOUT SESSIONS —

LEADERSHIP, STRATEGIC PLANNING,
Human RESOURCES

6:00 — 10;00

NHQ AwarD DINNER

REGISTER TODAY!
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In a year of change, home builders face new pressures from all sides. Ensuring they execute the details of their businesses is

essential to growth and prosperity. To help you succeed, the Professional Builder 2006 Benchmark Conference focuses on

the specifics of operating a quality home building company.

Our keynote speakers will address the essential success elements of leadership and team-building, providing the framework

for executing the details. Then our nationally recognized builders will delve into six areas that are essential to develop for

your company’s future success: Leadership, Strategic Planning, Human Resources, Trade Relations, Performance Manage-

ment and Construction Quality

W, MW 28

8:00 —9:30

KEYNOTE ON PERFORMANCE — KEITH HARRELL

Known for his energetic, innovative presentations, Keith
Harrell is a dynamic life coach who specializes in changing
behaviors through a positive attitude. While growing up in
Seattle, he aspired to become a professional basketball
player. Although he never realized that dream, The Wall
Street Journal says, “What sets him apart from less
successful speakers is driving ambition and an attitude

that refuses to flag” Through his company, Harrell

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

regarded as one of the country’s best speakers.

9:45 — 11:45

LEGENDARY SERVICE AT THE RiTZ

The Ritz-Carlton has earned a worldwide reputation for delivering customer services
that set a standard for every business owner to emulate. How do they do it? Get the

inside story on their methods to identify, hire, train and motivate employees to meet

the demands of the most demanding customers.

1 24 5 LN e
NRS SarisractioN 1 AwarD LuNncH

wwWW.PROBUILDER.COM/BENCHMARK

DETAILS

1:15 — 1:4§

TrRADE RELATIONS — BRYAN BINNEY,

VICE PRESIDENT OF OPERATIONS, SHEA HOMES

Developing partners to support the future of your business is essential to mitigate
the risk of home building. Trade partner relations mean sharing in each other’s
success. Executing that requires careful communication, attention to details

and long-term commitments.

IS ARCES SDERI s

PERFORMANCE MANAGEMENT — BILL SAINT,

CFO & DI1rRECTOR, SIMONINT BUILDERS

Every good company wants to improve performance. Establishing a foundation for
performance management is essential. 2006 Builder of the Year Simonini Builders
has created in-house methods that give the tools to its employees to meet enormous

expectations from demanding clients.

2:15 — 2:45%

ConstrucTtiON QUALITY — CHARLIE SCOTT,

Executive Vice PRESIDENT, THE ESTRIDGE COMPANTIES
Known for its superior customer service, The Estridge Companies starts the process
through a program of superior construction quality. Learn the techniques this dynamic

company uses to control, communicate and execute the craft of building every day.

et [F80XS;
BREAKOUT SESSIONS —

TrRADE RELATIONS, PERFORMANCE
MANAGEMENT, CONSTRUCTION QUALITY

6:30 — 10:00
NETWORKING OUTING —
NiINE FINE IRISHMEN PuB

9:00 —12:00

TEAM—BUILDING OPPORTUNITIES

After two days of hard work, bring your group together for fun and team-building ex-
ercises. Offered through the Ritz-Carlton, attendees will have access to hiking, biking,
ATV riding and other outdoor activities in the beautiful Lake Las Vegas area. Also, take
the opportunity to participate in team-building exercises such as a CSI Investigation or

Building a Catapult.




*¥Your vision

has found a
- perfect home.

SUPPORTING YOUR VISION

As a homebuilder, you look for partners who share your vision and provide the necessary tools. As America’s #1 Home Loan Lender* and
Servicer**, Countrywide is a master at crafting intelligent mortgage solutions. We've been providing industry leading solutions for over
35 years, and we can do the same for you.

We are fully committed to your success and to the future of the home building industry. We strengthened our position by partnering with
The NAHB University of Housing. Our exclusive sponsorship provides us the opportunity to deliver timely knowledge and information to
professional homebuilders, while helping strengthen the home building industry.

Countrywide has built a solid reputation on products and services such as:
e Builder rate caps
e Forward commitments
e (One time close construction loans
e Lot loans

THE JOINT VENTURE OPPORTUNITY

Countrywide can deliver the tools you need to build client satisfaction and maximize your inventory turns, as you partner with an industry
leader. You can leverage the power of our nationally recognized brand to achieve big goals:

e Enhance customer satisfaction with one stop shopping for your buyers

e Add a new source of incremental revenue

e Provide operational excellence and efficiencies

Who helps you expand your vision and create new opportunities? It's easy to see how Countrywide can.

& Countrywide’
HOME LOANS 800-388-3309 Universty || Bcemio

National Builder Division builders.countrywide.com v

2 Countrywide Home Loans, Inc. and Countrywide Mortgage Ventures, LLC are Equal Housing Lenders. © 2006 Countrywide Financial Corporation. Trade/servicemarks are the property of Countrywide Financial Corporation and/or
its subsidiaries. Some products may not be available in all states. This is not a commitment to lend. Restrictions apply. All rights reserved. Countrywide Home Loans’ licensing information: 4500 Park Granada, Calabasas, CA 91302,
Arizona Mortgage Banker License Number BK8805; Georgia Reg. #5929; Massachusetts Mortgage Lender License No. ML 1623. Countrywide Mortgage Ventures' licensing information: 26050 Mureau Road, Suite 101, Calabasas, CA
91302. Georgia Reg. #18970, Massachusetts Mortgage Lender License No. ML 2294; 1 North Broadway, Suite 120-S, White Plains, NY 10601. Licensing information for both Countrywide Home Loans and Countrywide Mortgage
Ventures: Licensed by the Department of Corporations under the California Residential Mortgage Lending Act; Illinois Residential Mortgage Licensees; this is not an offer to enter into an interest rate lock-in agreement under
Minnesota law; Licensed by the New Hampshire Banking Department; New Jersey (818) 313-6526, Licensed Mortgage Bankers, NJ Department of Banking and Insurance; Licensed Mortgage Bankers, NYS Banking Department;
Registered with the Pennsylvania Banking Department; Rhode Island Lender's Licenses. Job # 06-0044 07/06

* Inside Mortgage Finance (July 28, 2005) © 2005. ** Inside Mortgage Finance (August 5, 2005) © 2005.
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BY PAUL CARDIS, NRS CORP,

Leading the Way to Better

Customer Serwce

Many home builders invest in customer ser-
vice training for their staff with the goal of pro-
viding an outstanding experience at every phase of
the home-building process. As commendable as
these efforts are, they will always fall short if the
company’s leadership doesn’t model attitudes and
behavior. Great leadership can translate into great
customer service throughout the organization, but
what constitutes great leadership?

Douglas Lipp, an expert on
customer service who once
headed the training program
at Disney Studio’s Walt Disney
University, emphasizes the
importance of leadership
while addressing customer
service issues. During his
keynote address at this year’s
NRS Satisfaction 1 conference,
he told the nation’s top home
builders that they need lead-
ers who believe in a customer-
centric approach to everything
they do — even if that means
making certain sacrifices to
support the team’s ability to
deliver on the promises made
to customers.

Everything that characteriz-
es a company — from its mis-
sion to the way it handles mis-
takes — emanates from the
leadership branch. Look at any
company that excels in service
recovery and is able to adapt to
meet new challenges in a
changing marketplace and
you'll find strong leadership.

Lipp notes a good leader is

someone who can outwit, out-
play and outlast the competi-
tion, especially when it comes
to providing and inspiring
outstanding customer service
for both internal and external
customers. Leaders are smart-
er, quicker to respond and bet-
ter at sustaining their strong-
hold in the marketplace.

Because they have these
skills, great leaders are better
able to overcome stumbling
blocks and exploit opportuni-
ties.

Some common mistakes

in leadership that lead to poor
customer service include:
B Being stuck in the past.
When you live in the past,
you let the old ways rule. This
makes it hard to successfully
respond to changes in the
economy, culture, market-
place and industry. The home-
building industry is dynamic
and ever-changing. Those who
ignore this fact will have great
difficulty satisfying tomor-
TOW’s customers.

® Allowing success to inflate
your ego. Once you permit
yourself to believe you're the
best, complacency often sneaks
in. With your guard down, it's
easier for the competition to
steal away business.

That’s what happened to
the Walt Disney Company 25
to 30 years ago, Lipp says. The
company kept basing future
projects on past successes.
After a string of box-office
flops and a threat of corpo-
rate takeover, the company
woke up to the reality that
the business had changed
— and the company had bet-
ter change too if it wanted to
survive. Creativity and inno-
vation returned and the stu-
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CUSTOMER SATISFACTION

dio released such blockbusters as “The
Lion King” and “The Little Mermaid.”
B Building silos instead of teams. When
your various departments work indepen-
dently, there’s bound to be inter-depart-
ment strife. And where there’s strife,
you can bet there is some
poor customer service being
delivered. Home builders
need to tear down silos and
create a flat organizational
structure that thrives on
teamwork. One example of
this is a neighborhood qual-
ity team, which includes
a representative of every
department and comes
together on a regular basis
to discuss a specific neigh-
borhood development.

B Cutting too deep. Fiscal
responsibility is a part of
running any company, but
when home builders try to
save their way to prosper-
ity, they can be short on resources when
business takes a turn for the worse.
When companies cut, slash and burn
too deeply, the first one to feel the pain
is usually the customer — the very life-
blood of the business. A good company
leader considers how an expenditure
truly affects customers before deleting it
from the budget.

Meanwhile, good leaders also know
how to improve the customer’s expe-
rience. The following are obvious yet
merit mentioning:

B Do the extraordinary in an ordinary
fashion. When customers see you do
fabulous things in a routine manner,
they have a better perception of you. It's
one of the easiest ways to exceed expec-
tations. Some builders choose to think of
these things as “wow factors” — unique
routines that impress home buyers and
differentiate the builders from their
competition.

B Be consistent. This applies to your deal-
ings with both employees and custom-
ers. Team members who feel they are

treated fairly will reflect that in the ser-
vice they give customers. Also, by mak-
ing your expectations explicit, employ-
ees will be more reliable in the way
they communicate and work with home
buyers. On the consumer’s side, it’s
# important that all employ-
ees treat home buyers with
genuine care, respect and
generosity each time they
communicate with them. A
recent survey shows that 53
percent of consumers feel
that a bad experience with
an employee reflects poorly
not only on the employee
but also on the manage-
ment and the company.
B Embrace change. The
country’s changing demo-
graphic means that leaders
need to know how best to
serve customers from dif-
ferentcultural backgrounds.
By hiring, training and pro-
moting people who think differently,
successful leaders are able to assemble
a team that can view a business from a
variety of perspectives.

The connection between adapting
to change and providing superior cus-
tomer service is an important one. As
the Disney example illustrates, no one is
immune to changes in the marketplace.
But it’s equally important to note that no
one has all of the answers, either.

Lipp fondly points out that even mon-
keys fall from trees. This old Japanese
proverb means regardless of how capa-
ble or skilled we are, sooner or later, we
all lose our balance and make mistakes
— especially if we're not adapting to
changes around us. It is important to
learn from our successes and mistakes
and to apply that learning to the area of
customer service, whether it is service to
our employees or our customers.

Change is not difficult, Lipp says.
“The challenge is in sustaining the
change and weaving it into the corpo-
rate culture.” He maintains that change

requires two things: confidence that the
change is the right course of action and
a support system with people in place
to give the change a chance to succeed.
Larry Webb, CEO of John Laing Homes,
says, “Leading in our industry is all
about attracting the best and the bright-
est. Recruiting, growing and retaining
great people is the difference between
companies. My role as CEO is to place
these people in an environment that is
exciting, challenging and loving (yes
loving).”

Lipp offers this simple exercise to
help you make changes for the bet-
ter. Create a table with three columns
labeled Start, Stop and Continue. With
the customer’s experience in mind, look
atyour leadership style and list behaviors
and activities that you should start, stop
and continue. You can break these into
short-term and long-term actions. Then
do the same thing for your team, listing
behaviors and activities you would like
your employees to start, stop or contin-
ue, both immediately and in the long-
term. This proactive approach to man-
aging change is much easier and more
profitable than having change forced
upon you by the marketplace.

Ultimately, company leaders are
responsible for customer satisfaction.
And those who are the best at modeling,
inspiring and rewarding great customer
service will always be the most success-
ful. Larry Webb as well as several others
in the home building industry exemplify
this type of leadership and serve as role
models for the rest of us trying to take
companies to the next level in this great
industry. PB

Paul Cardis is CEO of NRS Corp., a
research and consulting firm specializing in
customer satisfaction for the home-building
industry. He can be reached at pacardis@
NIScorp.com.

ﬂ LOG ON Want to learn more about cus-
| S ;

tomer satisfaction? Visit us online at www.
ProBuilder.com/bestpractices
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BY JOHN RYMER, NEW HOME KNOWLEDGE
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When and How
to Discuss Price

When visiting a new-home sales center,
most customers will tell you they are interested in
two things: seeing the model home and finding
out home prices. When sales associates hear this,
many are only too happy to answer an easy pricing

ciate is to provide immediate,
accurate information while
engaging the prospect in the
home buying process.
Customer: We're looking in the
$300s. What do you have at

question.

For instance, when a customer
asks, “What are your prices?”
the sales associate might
answer: “The base price on our
Ashley model is $279,900,
and our largest home, the
Bentley, is $379,900. We also
have a couple of completed
homes at $305,000.”

While accurate information
is always appreciated by your
prospects, this is not the best
approach in taking the first
step to what can potentially be
a sale.

The Best Approach
Begin by understanding why
customers visit your sales
office: they want to narrow their
choice of communities and
they want to negotiate price.
The goal of the sales associate
is to build the perceived value
of the community and to prior-
itize the customer’s needs and
wants. When customers ask
for prices, they want to know
if they can immediately elimi-
nate the community from their
home search.

The following conversations
represent good and bad ways
customers and sales associates
could interact:

Customer: What are your
prices?

Sales Associate: We have a
wonderful community with
two beautifully furnished
models. Let’s take a tour
together, and let me show
you all the included features
in our homes and then we
can discuss pricing.
Alternatively, America’s

best new-home sales profes-
sionals answer the question
directly but also begin qualify-
ing the needs of the customer
at the same time.

Customer: What are your
prices?

Sales Associate: Homes in
our community range from
the mid $200s to over
$500,000. What price range
are you considering?

This is a direct answer to a
simple question and tells the
prospect that you hear them.
More important, it instantly
lets the prospect know they
are expected to do more than
just listen: they are expected
to respond with answers that
will help the sales professional
gain insight into their new
home search.

The goal of the sales asso-

that price?

Sales Associate: We have sev-
eral homes that fall nicely
within your price range. The
size of the home, the eleva-
tion, the type of home site,
your delivery needs and level
of finishes all play a role in
the final price. Let’s begin by
discussing what’s important
to you. Once I understand
your needs, we'll take a tour
of the community and look
at several homes that may
suit you nicely. I'm sure we'll
be able to provide you with a
very competitive price.

This tells the prospect that
the most important thing right
now is to find the home that
is right for them and that the
two parties will work to get to
the best price, rather than the
other way around. PB

John Rymer is the founder of
New Home Knowledge, which
offers sales training for new home
builders and real-estate profes-
sionals. He can be reached at
Jjohn@newhomeknowlege.com.

LOG ON For this and other

topics related to new home

sales, visit us online at www.
ProBuilder.com/bestpractices
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Making a
Superintendent:

Nature vs.
Nurture

Are great site superintendents born or
made? Many building firms now hire
based on character — not experience.
Professional Builder looks at the pros and
cons of the latest practices for hiring and
training these critical managers.

Good site superintendents can make
or break a building company. They must
navigate the fragile firewall that separates the trades
from the customer, jumping back and forth between
dual roles. Katherine Salant, author of “The Brand-New
House Book,” describes those roles as “drill sergeant
and mother hen.”

The description aptly lays the expectations for such a
job candidate as well. “We're looking for somebody who
can move into a project manager role in a reasonable
length of time,” notes Rich Warfield, human resources
manager for Carl M. Freeman Communities in Selbyville,
Del. “We’re not looking as much for hammer and nail
guys but people with a philosophy of management, and
we're getting more people of that mind set.”

Warfield is not alone in his “management first” crite-
ria for landing high-caliber superintendents. But those
criteria mark a break with the accepted norms of the
past.

- “At one time, the guy who became a super used to
be a framer or somebody who came up through the

PROFESSIONAL BUILDER 09.2006 WWW.PROBUILDER.COM



trades,” notes Steve McGee of Unify
International, a consulting firm in Santa
Ana, Calif. “Now, you may be looking for
a manager, but you still want somebody
who truly believes that working with your
hands is an honorable job and deserves
good leadership and good scheduling
— like a sergeant who is intent on keep-
ing his guys alive — helping them make
the most money they can under the best
conditions.”

BY MATTHEW POWER, SEN/OR CONTRIBUTING EDITOR

think about our people-side differently.
Now we're hiring more for character
than construction ability.”

Orser notes he is careful to distin-
guish personality from character and
seeks certain traits in new employees.

“One trait we like is competitiveness.
By that, I mean a fierce will to achieve
and accomplish things, but not a ‘let’s
grind the competition into the ground’
mentality.

“We leamed that there’s a correct
terminology to use when dealing with sus. In
fact, we don’t call them subcontractors any
more. That makes them feel inferior. INstead,
you call them your partners, because that's
really what they are.” — Lany Kuwamara

With so much riding on the skills of
superintendents, builders now use more
elaborate screening techniques in their
hiring process. Blame it on the hectic
pace of production building. Blame it on
changes in the job description. Blame
it on legal risk. Whatever the reason,
today’s superintendents face even high-
er expectations.

Defining Character

Peter Orser, president of Quadrant
Homes in Bellevue, Wash., says he looks
for “character” in new superintendent
applicants.

“What we did for a while was try to
hire experienced supers, and that didn’t
work,” he recalls. “You really can’t teach
an old dog new tricks.”

The company now aims to hire
employees who understand working
with a customer, Orser says, which has
improved focus on a disciplined process.
To make that happen, Quadrant has cre-
ated what he refers to as a superinten-
dent university.

“We've got several hundred people
crawling a site in any given day; that’s
a lot of responsibility,” he says. “What
happened was that when we went to
even-flow construction, it allowed us to

“We still want diversity of thought,”
he adds. “I don’t want a bunch of people
walking around here who act just like
me. Of course, not every idea is a good

one, but [employees] need to feel like
they're being heard.”

How do you accurately measure the
mettle of a potential employee? Orser
doesn't leave that process to chance.

“We took 17 of our managers who
do the most hiring and we put them
through interview skills training,” he
says. “They learn not to give the [appli-
cant] the answer in the question. They
also learn that if the person is talking
in generalities, you can ask for specific
examples of how they used their people
skills to solve a difficult situation. We try
to get them to go deeper, to ask ‘what
words did you use in a certain situation?’
for example.

“It's about probing and not judging
the book by its cover,” he adds. “We've
learned that sometimes the person who'’s
most expressive may be the biggest bull-
shi----. We're looking for certain quali-
ties — competitiveness, commitment,

coachability and a little humility.”

CHALLENGING CHAOS

Good superintendents treat the job site like a factory, says one expert, and
resist the urge to behave like petty tyrants.

Builder-superintendent tension can sometimes wreak havoc at a job site.

“If you walk onto any job site, the best you can often hope for is ‘controlled chaos,”

says Stan Luhr, CEO of Quality Built, a home building consulting firm in San Diego.
“But that view leaves incredible waste and inefficiency.”

Instead, he says the superintendent should look at the house as a composite of
systems and build each house with precision, the way manufacturers of products do.

How do they make that mental leap?

“By focusing on their biggest problems first and problem solving. They go out
and do research on the Internet and elsewhere and work with the trades to solve the

problem.”

Once a superintendent learns to troubleshoot in this way, Luhr says, he will apply
that philosophy to future problems instead of letting them recur.

Problem solving requires open communication with trades.

“The biggest mistake superintendents make is having an iron fist control over the
job site,” Luhr says. “It’s bad because they operate the job site out of fear. They are
people who have more to hide than offer. They’re often covering up their inefficiencies

and lack of experience.”

As a result, he says, “they don’t open communications channels. The trades begin
to work things out on their own. So the super is constantly dealing with chaos as it
happens instead of preconceiving ideas to head it off.”
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A SUPER’S MARKET

In coming years, experienced construction managers will have

plenty of leverage.

eral contractors.

Just how many superintendents are on the job? That’s

a tough one to nail down, but based on 2004 data from the
Bureau of Labor Statistics, the top end of that figure falls
somewhere around 80,000. That includes all “construction
managers” working for both commercial and residential gen-

Whatever the exact figure, the bureau predicts that the
demand for good supers will build, at least through 2014.
To make matters worse for employers, the reports show the
sophistication of construction will grow during that period,
thinning the pool of potential hires.

Prospects will be best for job seekers “with a bachelor’s or higher degree in con-
struction science, construction management or civil engineering.”

To that end, Orser says, many of his
latest superintendent hires have come
out of management jobs in other indus-
tries, with no hands-on construction
background.

“We’'ve hired some people out of
Eddie Bauer, plus warehouse manage-
ment and customer service,” he says.
“They tend to be focused on a disci-
plined process; they recognize the value
of the process and have some notion of
customer service.

“Our supers have to take four impor-
tant walks with a customer,” Orser con-
tinues, “and buying a house is stressful.
They need to still recognize that the cus-
tomer is king.”

Nature’s Limitations?
Some experts argue that overempha-
sis on an applicant’s psychology might
neglect critical traditional skills. No
matter how much the back office envi-
ronment changes, knowledge of how a
home is built is essential to the job.

“There’s an emphasis now on hiring
college graduates based on character and
then training them,” notes Steve McGee.
“But there are divergent views about that
practice.

“The problem is that many of these

hired grads view the site superinten-
dent job as a stepping stone,” he contin-
ues. “They want to hang around for six
months to learn the ropes, then become
the president of the company.”

Another issue, McGee says, is that
supers without some years in the field
may lack the ‘street cred’ needed to man-
age trades.

“There’s a risk that a lot of them com-
ing straight out of college — sometimes
called the ‘pink hands people’ — they
don’t respect what it takes to work a job
site all day long. So the trades don’t work
effectively with them.”

The reason, he says, that the “salty
dogs” of construction, such as framing
crew managers, often lack subtlety is
that they have never had any formal
training.

The industry simply hasn’t worked
that way. The problem, he says, often
stems from their experience as assistant
superintendents.

“Unfortunately, a lot of site super-
intendents today are desk jockeys who
spend all their time dealing with the
option nightmare,” McGee explains. “As
a result, they send these assistants out
into the field to manage everything else.
But the assistants are green. They have

HUMAN RESOURCES

no hard training. So right away, they
develop bad habits.”

Which brings him to his pitch: train-
ing is essential after the hire no matter
what a superintendent’s background,
and remedial training is almost always
in order — and should be an ongoing
expectation.

Back to School

Fred Humphreys directs the
Washington, D.C.-based Home Builders
Institute, an affiliate of the NAHB’s
workforce arm.

“We talked to builders around the
country and asked them what areas of
knowledge they expect supers to have.”
Humphreys says. “What we found is
that the project manager or superinten-
dent is becoming more professionalized,
whether it's dealing with OSHA safety
regulations, budgets or codes.”

Humphreys says that most of the big
production builders are recruiting heav-
ily from two- and four-year construction
management programs, but these new
employees typically have some gaps in
their skill sets.

The HBI Residential Construction
Superintendent Designation, like the
training offered by Unify International,
is a supplemental program almost
always taken by superintendents who
are already on the job — not would-be
applicants.

“The demographics really run the
gamut, from those just out of college to
the super who has been on the job 30
or 40 years,” notes Joe Krinoch, also of
HBI. He adds that not every builder uses
the same title to describe site superin-
tendents. Beazer Homes, for example,
calls them assistant builders.

Humphreys notes that when J.D.
Power and Associates ranks various fac-
tors of customer satisfaction, customer
management — the core of a site super-
visor’s job — ranks near the top of home
buyer concerns. And it’s a skill that can
be learned.

Tuition for the eight modules of the
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HBI superintendent program runs about $1,200. But Krinoch
says builders can see tangible returns on that cost right away.

“There’s definitely a market advantage,” he says. “D.R.
Horton has sent 63 of their people through the program.”

To date, HBI has graduated about 8co students from the
RCS program, and another 4,000 have entered the course
pipeline. The institute will soon offer an advanced level of
training for graduates of the first program.

Unify International also offers superintendent training.
McGee says the difference between Unify’s program and HBI
is the amount of in-the-field training. He says his company
tends to spend more “hands-on” time at job sites rather than
in the classroom.

He shares HBI’s assertion that the payback for builders is
significant.

“We can show you statistically what the financial difference
is,” he says. “Right away, you can see savings on cycle time,
variance cost and many other intangibles.”

First Person Feedback
How do superintendents feel about attention to their attitude,
their knowledge and their training?

Dave Mullineau, site superintendent with Carl M. Freeman
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Communities in Delaware, recalls answering “the normal”
questions. “They were looking for motivated people, people
with common sense and management skills,” he says.

Mullineaux notes important factors to staying with the
company.

“They have a direction, he says, “and they treat you with
respect. The benefits are good, and they’re keen on the product
they produce, which is very important to the customers.

“Of course,” he adds, “Compensation is still a huge fac-
tor. This company is probably in the top percentile in terms
of pay.”

Larry Kuwamara, a project manager for Michael Sivage
Homes and Communities in San Antonio, Texas, has been
taking the HBI's RCS training program. His only complaint:
“There’s a big gap between courses in San Antonio. The last
one I took was in April, and the next one is in July.”

Kuwamara says the courses he has had so far have shaken
loose a lot of misconceptions.

“The hiring course was really mind blowing,” he recalls.
“There were things we were doing that we thought were appro-
priate that ... well, there are things you can ask in an interview
and things you can’t. You have to be very careful to word things
and conduct a proper interview.

“The customer service part of it was good, too,” he says.
“Sometimes you get in a situation where a homeowner is
already upset, and you learn how to deal with that.”

Other lessons applied to his dealings with subcontractors.
“We learned that there’s a correct terminology to use when
dealing with subs. In fact, we don’t call them subcontractors
any more. That makes them feel inferior. Instead, you call
them your partners, because that’s really what they are.”

So far the training has affected the company across the
board. “From scheduling to interviewing, there’s just a lot of
things that cut time out of your schedule — skills that allow
you to manage your time and your job better,” Kuwamara
says.

Peter Orser of Quadrant Homes adds that at the end of the
day, superintendents stick with a company that allows them to
take pride in their work.

“Our guy may not be painting or gluing or putting things
together on the job,” Orser says, “but he’s proud of what he
delivers on day 54. This is a new kind of craftsman, a craftsman
who sees the big picture who is really involved in the vision of
building more house than our customer dreamed possible.

“We're not asking people to become automatons,” he adds.
“They own that job site. It's about the process, and they under-
stand that. That's what makes a great superintendent.” PB

LOG ON To read more about this and other best practices, visit us online
| at www.ProBuilder.com/bestpractices
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an amazon.com® company EWMME
i > Enterprise 2
Discount ~CERERUER o= eloome®
OfficeSupplies Pick Enferprise. Well pick you up:* wagon

There is no cost to participate—all you need is your merchant account number. And, you can take advantage of
offers using any payment method.

To start saving, visit americanexpress.com/merchantsavings4 or apply to

accept the Card at americanexpress.com/acceptamex?

AMERICAN
EXPRES!

Circle 31 or go to http://pb.ims.ca/5212-31

Terms and conditions apply. Visit americanexpress.com/merchantsavings4 for details.
*Source: Small Business Directions, Edna Luther & Associates, Inc., Sept. 2005. Based on average full year spend in 2004 for
small businesses with ten or fewer employees.
5.06 ©?2006 American Express Travel Related Services Company, Inc.
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(OTHING GOES WITH STEEL TOES
IKE BULLETPROOF TRUCKS.

DODGE RAM COMMERCIAL > Longest-lasting line of pickups on the road” > Available Cummins® Turbo Diesel with 610 lb-ft of
‘torque > Most standard horsepower and torque in a heavy-duty crew cab > Available HEMI® V8 with up to 345 horsepower > Ram

Quad Cab® has best-in-classt interior room > Dodge Ram 3500 Quad Cab ST-winner of the 2006 IntelliChoice Best Overall Value
~+ ofthe Year Award* > This calls for a new pair of work boots > Visit

or call
. ased on R. L. Polk & Co. vehicles in operation statistics CYE 1985-2004. *Class is extended cab, full-size pickups. #IntelliChoice.com, 2006.
. . y . _‘“‘ X . i \‘) \:‘A"th\‘w' & "l' i 'pr
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a business unit of DaimlerChrysler Financial Serviceg."Cummins is a registered trademark - ~~
. Dodge, HEMI, and Quad Cab are registered trademarks cifDaimlerghrysler Corporation. N BUSINESS _ BUCKLE UP
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>> BY BILL LURZ, SENIOR EDITOR

Paying the Piper

Plummeting shares are shaping public home builders in surprising ways.

After a decade of unprecedented growth, the party could be over
for America’s public home builders. As share prices drop under the
weight of slumping sales, burgeoning inventories and builders’ own
deep pricing discounts, look for changes in the way companies oper-
ate that will profoundly affect housing markets — and private builders

— across the country.

Builders’ stocks have dipped. Take a look at
the chart below showing how the stocks of
14 public builders, tracked by Credit Suisse
Research & Analytics, have performed
recently as an index against the S&P 500.
It's easy to see the damage done by the
sales downturns that began last fall. “Private
builders are hurting,” says consultant and
Professional Builder columnist Chuck Shinn,
“but not as bad as publics.”
Some changes have taken place:
Public builders are selling land and walk-

ing away from commitments on big land
deals to save cash and keep assets off the
balance sheet.

Downsizing to reduce costs, publics are
turning loose boatloads of employees
who will be prized again when the market
rebounds.

Other changes are more subtle and not

yet visible:

Declining share prices devalue the cur-
rency public builders use for acquisi-
tions, so don't expect many M&A deals.

“The currency value is

PUBLIC HOME BUILDERS VERSUS THE S&P 500 reduced,” says one Wall
9000 Stock Performance 2000 Street insider, “and so is
Correlation= 0.62 the ability to do a second-
8000 L1800 ary offering to raise equi-
ty capital.”
2000 1600 Larry Webb’s WL Homes,
which goes by John Laing
60004 -1400 Homes, suddenly has a
| 1200 huge advantage in the
50004 M&A marketplace. Armed
L1000 with Emaar Properties’
4000 Middle Eastern oil money,
800 Webb has a mandate to
30004 grow by acquisition, and
600 he can pay cash to private
2000+ 400 builders now motivated to
sell.
1000 200 Senior executives of many
public builders may already
r——-0 i
P N NI RN be plam.nr.lg to l.aunch
S S S S S S S S S S home building businesses
ST ST VST ST ST ST S S S of their own to take advan-
== Homebuilding Index - left axis S&P 500 - right axis
tage of a recovery.

Slow and
steady, green
building
increases its
pace

BY FELICIA OLIVER, SENIOR EDITOR

RESULTS OF A RECENT SUR-
VEY INDICATE THE NUMBER
OF HOME BUILDERS produc-
ing green homes grew 20 per-
cent in 2005, and that number
is expected to increase by 30
percent in 2006.

The “Residential Green
Building SmartMarket Report,”
produced by McGraw-Hill
Construction and the NAHB,
estimates the residential green
building market share will
increase from $7.4 billion and
2 percent of housing starts last
year to between $19 billion and
$38 billion and 5-10 percent of
residential construction activity
in 2010.
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>> BY SARA ZAILSKAS, STAFF WRITER

Not Just Katrina’s Fault

The reasons behind materials’ price hikes are changing with the prices.
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Builders have watched prices for building
materials rise over the past year and have heard
the excuses. But there’s more to the story.

Demand has declined in the past few months for gypsum
and other wood products, which have had a capacity problem
because there aren’t enough mills, says Jim Haughey, direc-
tor of economics for Reed Construction Data. Mills don’t
just pop up overnight to respond to demand, and similar
to cement plants, “no one likes to live next to that,” making
future construction even more difficult, Haughey says.

Worldwide construction, especially in Asia, has had its
hand in shortages, sucking up materials — particularly
ready-mix concrete. And high demand means higher prices.

Last year’s hurricanes have pretty minimal impact at this
point, Haughey says, although “there are hints of short-
ages for roofing shingles” and asphalt supplies, which have
become pricier because of oil politics in the Middle East.

Metals in particular could influence materials prices over-
all. “The metals — copper especially — are seeing shocks
now, and all the cost in raw materials hasn’t show up yet,” says
Michael Carliner, an NAHB economist. Haughey attributes
the surge in prices — nonferrous piping and tubing has shot
up more than 115 percent in the past year, according to Reed
Construction Data statistics — to an economy that hasn’t expe-
rienced as much growth since World War II. “When the world
economy picks up 1 or 2 percent, copper picks up three to four
times that. Itll be high for a couple years,” says Haughey.

August’s shut down of the BP oil pipeline in Alaska
shouldn’t have a measurable affect on building material costs
in the short term because the crude oil inventory is large
enough to meet demand for several weeks, Haughey says.
The exception, however, is the Pacific coast, which relies on
Alaska for most of its crude oil and keeps a smaller supply.

A long-term shutdown, however, could mean two things,
Haughey says. “One is the rise in [cost of] fuels and oil based
products; the second is the drop in economic activity as buy-
ers become more cautious. ”

What can change the overall picture drastically, Haughey
predicts, are inflation fears that cause interest rates to spike;
hurricanes that shut down the Mississippi River; and a short-
age of money triggered by conflict in the Middle East.

Softwood Lumber
June-July prices:
Down 2.7 percent

Fall/winter outlook: Prices will likely steady or
rise slightly — risk is low, Haughey says. “If
home builders make adjustment to the lower
levels [available], they’ll order what they need.
Right now, they’re ordering less than they
need.” Carliner predicts a downward trend.

Construction
Plastics
June-July prices:
Up .8 percent

Fall/winter outlook: For anything plastic, prices
should stabilize with little inflation. “Barring any
major hurricanes, it should be OK,” Haughey
says.

Brick
June-July prices:
Up .3 percent

Fall/winter outlook: The price builders pay for
brick will depend on the part of the country;
brick takes a lot of energy to make and it's
expensive to transport. “If markets weaken

in brick-intensive areas like the Midwest,”
Haughey says, “then we’ll see that reflected in
brick prices.”

Nonferrous

Pipe and Tubing
(Copper)
June-July prices:
Down -6.8 percent

Fall/winter outlook: Copper has hit its peak,
Haughey says, so builders can expect prices
to stabilize. “Copper ore and scrap have stabi-
lized, so it'll take a while for it to affect pipe and
tube prices.”

Steel and Metals

Fall/winter outlook: Steel, namely steel plates,
will stay where they are and peak, staying high
until early 2007, says Purchasing magazine’s
executive editor, Tom Stundza. Construction
grade steel will likely be expensive in the
second half of this year. “It's just seasonal
demand.”

Gypsum
June-July prices:
Up .9 percent

Fall/winter outlook: Prices won't dip, and any
percentage increases will be in the single digits
into 2007, Haughey says.

Ready-Mix
Concrete
June-July prices:
Up 1.7 percent

Fall/winter outlook: Expect prices to continue to
climb; in the past year and a half, prices have
risen around 10 percent, and a world shortage
doesn’t signal any sign of relief, Haughey says.
Carliner spots relief in 2007 to 2008.

Asphalt Roofing
June-July prices:
Up .4 percent

Fall/winter outlook: No relief until 2007. “There
should be adequate supplies, but it's not going
to retreat to what people would consider to

be normal until late this year or next year,”
Haughey says.
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CEDAR & TYVEK® - A PERFECT MATCH

/ ; .
When it comes to siding systems .that offer beauty and performance, the combination

. of prefinished Western Red Cedar siding-and DuPont™ Tyvek® DrainWrap™ can’t be

beat. Real Cedar siding is renowned for its unsurpassed beauty and durability. Factory

finished, it offers low maintenance performance that is second to none. Tyvek®

. DrainWrap™ provides enhanced drainage behind the siding to prevent moisture

penetration. Pair the two together and you end up with a siding system that delivers

remarkably good looks and the protection to last, no matter what the weather conditions.

Add beauty, petrformance and protection to your next project.
Put Real Cedar and DuPont™ Tyvek® DrainWrap™ on your side.

, FOR MORE INFORMATION ON CEDAR, VISIT

DuPont™

Tyvek

DrainWrap"

CONSTRUCTION.TYVEK.COM

WESTERN RED CEDAR LUMBER ASSOCIATION

REA&DAR

*. 1-866-778-9096

REALCEDAR.ORG

. Circle 33 or go to http://pb.ims.ca/5212-33
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industry, these companies
not only won — they
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requires
more than just operating a great building company; it requires real effort.
Not only do you have to implement sophisticated operating processes in
your company that improve performance, you have to document those pro-
cesses in an extensive application. Then you have to prove to the judges
during a site visit that those processes are actually in place and effective.

This year, the judges selected three winners and two honorable mentions:

Gold: Estes Builders, Sequim, Wash.

Silver: Floor Art, Tempe, Ariz.

Silver: Schuck and Sons, Glendale, Ariz.

Honorable Mentions: Keystone Custom Homes, Willow Street, Pa.

and Atlantic Builders, Fredericksburg, Va.

These companies have won in two ways. They have improved their com-
panies and they receive the recognition of the industry for the excellence of
their operations.

Sponsored by the NAHB Research Center and Professional Builder, the
NHQ Awards have recognized the cream of the crop for nearly 14 years. The
process is so difficult that companies usually apply for several years before
they get recognized.

Even the companies we don’t recognize here are winners. Many applicants
use the program as a benchmarking tool to measure how they have improve
over time. Every submission receives a judges’ report, detailing strengths as
well as which areas the judges thought the company could use some shoring
up. That report, for many companies, becomes the action plan for improve-
ment over the next year.

The National Housing Quality Awards will be presented to the
winners at the Professional Builder Benchmark Conference during a gala
awards dinner on Sept. 27, at the Ritz-Carlton Lake Las Vegas. For more
information, please go to www.probuilder.com/benchmark

The Judges

NHQ Award judges are past NHQ Gold
Award winners, quality management experts
or representatives of the NAHB Research
Center or Professional Builder. All of them have
donated time, effort and travel expenses to
participate. For some, the investment is signif-
icant, and they receive little recognition for it.
Their efforts keep the NHQ Award alive and

thriving.

Todd Booze, Ideal Homes, Norman, Okla.
David Caligaris, The Green Companies,
Newton Centre, Mass.
Tom Gillespie, Kennedy Homes, Barrington, Ill.
Dan Gorski, Veridian Homes, Madison, Wis.
Dan Green, The Green Companies,
Newton Centre, Mass.
Mark Hodges, K. Hovnanian, Edison, N.J.
Denis Leonard, Veridian Homes, Madison, Wis.
Jerry Mairani, American Society of Quality,
Milwaukee, Wis.
Cynthia McAuliffe, Grayson Homes,
Ellicott City, Md.
Serge Ogranovitch, The Potomack Group,
Vienna, Va.
Chip Pennington, Shea Homes,
Highlands Ranch, Colo.
Dean Potter, K. Hovnanian Homes, Edison, N.J.
Bill Saint, Simonini Builders, Charlotte, N.C.
Scott Teel, Simonini Builders, Charlotte, N.C.
Karen Warren, Shea Homes — San Diego,
Calif.
Frank Alexander, NAHB Research Center,
Upper Marlboro, Md.
Paul Deffenbaugh, Professional Builder,
0ak Brook, lll.
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Benchmarking

the iIndustry

Gold Award winner Estes Builders establishes clear goals for
improvement and benchmarks itself against the entire industry.
BY PAUL DEFFENBAUGH, EDITORIAL DIRECTOR

n the northern edge
of the Olympic
Peninsula in a small

town with a funny name is
a progressive builder with
lofty goals. Estes Builders
isn’t interested in just being
good; it wants to be great.
“No matter what thing we're
working on, we look to be in
the top 20 percent nationally.
We're benchmarking against
the best in the country,” says
company founder and presi-
dent, Kevin Estes.

Based in Sequim, Wash.,
Estes Builders received a Gold
Award in the 2007 National
Housing Quality Awards, the

A SMALL GROUP of dedicated employees surround Kevin and Jo Anne

only company to achieve such
recognition this year.

Even more remarkable is
that the NHQ Award, which
recognizes companies that
focus on improving business
processes, favors large com-
panies with more resources
to develop sophisticated sys-
tems. Estes Builders achieved
this recognition while only
closing 377 homes in 2005.

The Sequim market is
nearly 85 percent active adult,
and most competitors build
three or four homes per year.
A couple of production build-
ers moved in from Seattle,

but Estes Builders’ market

—

Estes. Through shared devotion to improvement and process, they have
brought a National Housing Gold Award to the Olympic Peninsula.

Jknowledge allowed the firm
to thrive while the new players
struggled to match product to
customer need.

Although the company
has grown from just over
$6 million in annual sales
in 2003 to approximately
$11 million in 2003, it did so
with no increase in staff or
overhead, delivering profit-
ability well above industry
averages. Those financials
combine with a customer sat-
isfaction profile that has 72
percent of its customers writ-
ing endorsements and more
than 95 percent of its trade
partners calling the company
the best to work with in the
area.

Leadership

That kind of performance
begins with clear leadership.
Kevin and Jo Anne Estes
founded Estes Builders in
1990. The two established
a core value: “We endeavor
to have a positive impact on
everyone our company choos-
es to interact with.” The value
didn’t evolve over time, but,
as Kevin says, “started right
out of the chute. We wanted
to establish it straight from
the start. We didn’t involve
team members because we
wanted to be the ones estab-
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The Rapid Response™ Home Fire Sprinkler System, designed specifically
for the home, is the most complete system on the market today —
meeting all the requirements specified in NFPA 13, 13R and 13D.

The Rapid Response System features:

o Sprinklers - a wide range of styles and colors to fit any décor or home design

« BlazeMaster® CPVC Pipe and Fittings - lab tested for outstanding fire performance

« System Components - a full line of risers, valves and accessories to support the entire system
« 10-Year Limited Warranty - so you can install with confidence
The Rapid Response Home Fire Sprinkler System is economical and easy

to install. A standard installation by a qualified professional installer should
take no longer than one to two days.

Help Them Protect Their World. Recommend Rapid Response
Home Fire Sprinkler Systems to your home buyers.
Circle 34 or go to http://pb.ims.ca/5212-34

rapidresponse

HoOME FIRE SPRINKLER SYSTEM

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

or visit www.tyco-rapidresponse.com Fire & Bui/ding
BlazeMaster is a registered trademark of the Lubrizol Corporation. Products

Refer to www.tyco-rapidresponse.com for full limited warranty information.
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lishing values for the company.”

The central values support a com-
pany constitution that delineates the
bases for decision making. Among the
elements are:

= People are the most

important asset

= Continually improve

® Measure what is important

" Be a systems-driven company

" Keep promises

Strategic Initiatives

Those ideas inform all aspects of the
company, but in many ways, it is Estes
Builders” approach to evaluating and
selecting strategic initiatives that most
readily captures both the essence of
the company and the reason the judg-
es awarded it gold.

In the process of measuring perfor-
mance, Estes identifies areas where the
company is performing less efficiently
than others. Recently the company ini-
tiated a 15-step process to improve its
landscaping score on the customer sat-
isfaction survey. It was the lowest scor-
ing element, and the firm set a goal of
increasing the score from 3.3 to 4.1 or
higher on a scale of 6. A quality team
of employees assembled a strategy, and
within one quarter the company had
raised its score to 5.3.

Most strategic initiatives are two to
three year projects and don’t see quite
such astounding results. The results
of employee evaluations showed an
opportunity to improve how the com-
pany recognized employees. This
improvement process focused primar-
ily on managers, and the result was
the creation of the Going the Extra
Mile program, known as GEM. In this

“WE INSTRUCT OUR PEOPLE
TO ASK 'WOULD YOU FIXIT

‘ FOR YOUR MOM?' IF SO, FIX IT
FOR THE CUSTOMER.”

— KEVIN ESTES

program, any manager or employee
who sees someone going beyond the
parameters of his or her job will noti-
fy the president and the manager. All
recipients get immediate recognition;
the company scores in this area rose
from 3.89 to 4.14 out of 5.

Customer Satisfaction

That focus on employee and customer
satisfaction — and the careful measure-
ment of it — has also driven other chang-
es in the company. For example, a team
of employees reviewed every change
order during an 18-month period. The
result of the review was the “Design
and Option Questionnaire,” which is
a checklist an Estes employee reviews
with homeowners early in the planning
stage. The questionnaire ensures small
detail items get early attention and don’t
cause change orders later.

That level of communication with
homeowners extends throughout the
planning and construction phases
in a well-established (and well-fol-
lowed) system of phone calls, letters
and meetings. At the end of the pro-
cess, Estes Builders is managing the
customer’s expectations. During the
hand-off to warranty, Estes ensures
customers know that a house is a
complicated structure and changes
will occur. Although the warranty pro-
gram handles that, he gets more spe-
cific. “I take them to trouble spots and
say, ‘You're going to have a drywall
crack here,”” he says. He then assures
them that the company will be there
to handle it.

Estes Builders also allows employees
to make decisions that improve hom-
eowner satisfaction. “We instruct our

people,” Estes says, “to ask, ‘What would
you do for your mom? Would you fix it
for your mom? If so, fix it for the cus-
tomer.” We also use the 10 minute rule.”
If you can do it in 10 minutes, do it.

Trade and Employees

The underlying core values of the com-
pany extend to ensuring employee and
trade relations operate just as smooth-
ly. Estes Builders surveys employees
twice a year to determine what areas
the company needs to focus on.

Employees must like Estes
Builders, because no management
or key employee has ever left the
company. Such loyalty extends to the
trade partners; the implementation of
systems has allowed Estes Builders to
work with trades on quality improve-
ment using objective measurements.
Twice a year warranty trends are ana-
lyzed, and Estes Builders addresses
recurring issues during biannual
trade meetings.

The company also surveys the trade
partners annually and develops qual-
ity improvement programs to address
problems identified by the survey.

All trades are evaluated annually
on field performance, bid requests,
invoice procedures and warranty
issues. Trades performing exception-
ally are recognized at the annual meet-
ing; poor performers set up improve-
ment programs with Estes.

For that devotion to improvement
and the introduction of systems to
achieve it, Estes Builders has achieved
two notable rewards. First, 95 percent
of the company’s customers would
recommend the company to a friend.
The other is the NHQ Gold Award.
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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.
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©2006 Simonton Windows

It used to be that window installer Reggie Neilson got very frustrated putting in
Mason) Box those heavy, bulky hurricane windows. But now, thanks to new integral frame
Ll Lo options on Simonton’s StormBreaker Plus™ windows, it’s quick. Which means less

I =110 adjusting. Less hassle. And a whole lot less aggravation. And once the windows

Fin witl are installed, they’re even more impressive. Because not only are they stunningly
J-Channel Fin beautiful, they meet the strictest hurricane codes. Simonton StormBreaker Plus™

windows are available with masonry flange for masonry construction, box frame for retrofit, fin for brick,

and fin with J-channel for siding. So choose StormBreaker Plus!” Not only will you )
improve productivity, you’ll improve the disposition of workers, like Reggie. To learn @ %“{le N ;FQN
more, call 1-800-SIMONTON or visit www.simonton.com. We make lasting impressions?
Circle 86 or go to http://pb.ims.ca/5212-86
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loor Art, a small

residential flooring

contractor in metro-
politan Phoenix, is intensely
focused on customer and
employee satisfaction. With
a well-established strategic
planning process, the firm
stays a steady course toward
growth and financial success.
Technology is resourcefully
used to effectively achieve the
firm’s overall vision and mis-
sion. These and other quali-
ties helped Floor Art achieve
the Silver level for the 2006
NHQ Awards.

Founded in 1994, Floor
Art currently has 18 full-
time employees along with a
cadre of trusted independent
flooring installation crafts-
men to help meet business
demands. In 2005, the firm
installed flooring in 2,254
homes. Since inception, it
has installed flooring in more
than 15,000 homes.

Dave Brown, founder and
director of Floor Art, leads
by example with energy and
enthusiasm.

“I depend on my employ-
ees to identify the problems
they see out in the field and
to come up with creative
solutions to help solve those
problems,” Brown says. He
points to a situation in which

Floored by
Technology

Software and the Internet help this Phoenix-area flooring company
and its employees excel.
BY MARK JARASEK, SENIOR EDITOR

cracking in grout was causing
a high number of callbacks.
Incorrect mixing procedures
were causing the problem.

“We hired an expert to do a
demonstration for our crafts-
men on how to properly mix
the grout, and then video-
taped that and put it on our
Web site for future reference,”
Brown said. The net result
was a significant decrease in
the number of callbacks relat-
ed to cracking grout.

The firm’s vision, mis-
sion and values are central
to maintaining a consistent

tone that leads to success in
customer and employee satis-
faction. These are well-docu-
mented in the employee man-
ual — easily accessible online
—and clever reminders can be
found on the walls throughout
their headquarters.

A well-organized strategic
planning process is central to
Floor Art’s continued prog-
ress and growth. It focuses on
four key success drivers:

Quality: Reflecting the
mission’s emphasis on high
quality workmanship and the
value of committing to be the
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AT THE HELM OF FLOOR ART: (Back row, left to right) Dale Pfeiffer and
Mike Flannery; (Front row, left to right) Bruce Berg, Georgette Cullen,
Dave Brown and Jesus “Chuy” Vasquez.
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FLOOR ART USES EXTENSIVE TECHNOLOGY-
DRIVEN SYSTEMS FOR TRACKING AND
MEASURING KEY SUCCESS FACTORS.

Tired of losing money
on every payroll?

|
DAY | START ‘LUN(ZH‘ END
| |

Employee Report
Bill Kemp

Jobsite Name: Walby Property Date Range: 10/9/2006 through 10/13/2006
Day Start End Activity
Mon 10/9 7:08 AM 12:05 PM Framing 4:57 hours

12:41 PM 3:22PM Framing 2:41 hours  7:38 hours
Tue 10/10 712 AM 12:07 PM Framing 4:55 hours

12:43 PM 3:23PM Framing 2:40 hours _ 7:35 hours
Wed 10/11 7:12 AM 12:02 PM Framing 4:50 hours

12:46 PM 3:49 PM Framing 3:03 hours _ 7:53 hours
Thu 10112 7:17 AM 12:19 PM Drywall 5:02 hours

12:50 PM 3:46 PM Drywall 2:56 _hours _7:58 hours
Fri 10113 7:13 AM 12:07 PM Drywall 4:54 hours

12:44 PM 3:39 PM Drywall 2:55 hours  7:49 hours
é L Employee total
Signature Bill Kemp

Reality Check.

The JobClock System easily tracks attendance
for each worker, at every jobsite, 24/7.
Find out why more than 250,000 workers clocked in
today with The JobClock System!

THE JoBCLOCK® THE CONTRACTOR’S TIMECLOCK™

RUGGED + EASY-TO-USE + ACCURATE + OPERATES 24/7 + ATTACHES ANYWHERE
Call today: (888) 788-8463 + www.jobclock.com

EXAKTIME

INNOVATION AT WORK

best you can be.

= Client Satisfaction: Knowing the
value of relationships and importance
of enhancing customer experiences.

= Employee/Craftsman Satisfaction:
Professionalism starts with employees
and craftsman who are happy in and
proud of their affiliation with Floor Art.
Goals of trust and honesty are critical.

= Business Performance: Floor Art
leaders believe that if team members
think strategically, do their jobs well,
work continuously to improve and
value customers, employees and crafts-
man, financial success will be the natu-
ral result.

Floor Art uses extensive technol-
ogy-driven systems for tracking and
measuring key success factors. It is
constantly improved to allow for timely
and detailed insight and analysis.

The firm has to meet or exceed the
expectations of both their builder cus-
tomers and the owners of the homes
were flooring is installed. Brown says
the firm’s evaluation tools and outreach
activities are specifically designed to
solicit feedback from all customer
groups, which provides them with a
more accurate assessment of factors
leading to customer satisfaction.

The firm’s small size and its phi-
losophy of keeping the leadership
informed on every customer issue
enables employees to quickly respond
to problems. The management team
examines all occurrences to assess
whether any processes need adjust-
ment to reduce or eliminate the likeli-
hood of recurring problems.

Floor Art's management believes
satisfied employees lead to a successful
company. The corporate culture aims
to encourage pride in workmanship,
dedication and service.

Circle 66 or go to http://pb.ims.ca/5212-66
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Wood snobs, you are fﬁcially on notice. |
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New Cedar Impressions Double 9" Rough-Split Shake Siding. Detect an air of
superiority? Well, consider this. Our Double 9" Rough-Split Shakes are cast from wood for
amazing realism. But since they’re not wood, they have big advantages: They won't rot, warp
or need paint. Ever. Add to that 16 color choices, plus an array of new easy-install features.
To learn more, call 800-233-8990, code 1201, or go to www.certainteed.com/sc1201.

CertainleedH

Quality made certain. Satisfaction guaranteed.™
Circle 40 or go to http://pb.ims.ca/5212-40

(Wood snobs are, of course, welcome.)

ROOFING © SIDING « WINDOWS e INSULATION o FENCE e DECKING e RAILING « FOUNDATIONS « PIPE
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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.

Circle 41 or go to http://pb.ims.ca/5212-41

1.888.900.FOAM

www.basf.com/2for1
COMFORT FOAM® is a registered trademark of BASF Polyurethane Foam Enterprises LLC. comfortfoam@basf.com
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Operational

Know-How

Schuck and Sons Construction balances employee and

business performance.

BY MARK JARASEK, SENIOR EDITOR, ELECTRONIC MEDIA

chuck and Sons

Construction Co. oper-

ates like a well-oiled
quality control machine.
With a solid reputation for
professionalism and superior
workmanship in the markets
it serves, the company con-
tinues to experience steady
sales volume growth. Already
an NHQ Award recipient in
2004, the firm has once again
achieved a Silver level award
for 20006.

The Company
Schuck provides framing
and trim/millwork carpen-
try subcontracting services

—_—

«

=

to single and multi-family
home developers in the met-
ropolitan Phoenix, Tucson
and Northern Arizona mar-
kets. The company also sells
manufactured components
and commodity building sup-
plies, including roof and floor
trusses; lumber and plywood,;
and custom doors and trim.
Delivery is handled in-house
by Schuck’s fleet of company-
owned delivery trucks.

The go-year-old company
employs about 1,700 peo-
ple, most who are produc-
tion employees. About 100
administrative employees are
throughout the organization.

THE SCHUCK AND SONS CONSTRUCTION CO. MANAGEMENT TEAM:
(Back row, left to right) Craig Steele, Frank Serpa (Front row, left to right)
Paul Kalkbrenner, Mark Sidell, Doug Hassinger, Jim Tourek

Although the founder
and his family are no lon-
ger involved in the business,
employees contribute to poli-
cies, direction and commit-
ment to excellence. It is 100
percent employee-owned
under an ESOP program.

“Employees recognize
they share in the success of
the company, which has been
a key component to its ongo-
ing success,” NHQ Judges
observed.

What Makes the
Company Work
Well-planned and thought-
fully executed performance
management and qual-
ity assurance programs have
guided the firm as it works to
grow its position and reputa-
tion in the marketplace.

Efficiency and profitability
drive decisions throughout
Schuck’s divisions, depart-
ments and sub-work groups.
A mindset to constantly
improve processes and pro-
cedures helps the company
overcome any obstacles.
Schuck and Sons strives to
clearly communicate its goals
and objectives to employees
to make sure they're aware
of changes to the company’s
strategic plan.

Realizing the risks associ-

PROFESSIONAL BUILDER 09.2.006 WWW.PROBUILDER.COM
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Emerging Issues )

ated with issues like construction defect litigation and ris-
ing insurance premiums, Schuck and Sons has strict quality
assurance policies and procedures in place. The company
possesses a great deal of experience and expertise in the area
of quality assurance, having been one of the first contrac-
tors in the nation to achieve the NAHB Certified Framing
Trade Contractor status. Schuck and Sons was also a pivotal
partner with NAHB’s Research Center in developing and
piloting an ISO gooo-based quality program for the home
building industry.

A Focus on Quality

Quality assurance programs at Schuck and Sons have been
vital to the company’s ability to maintain high levels of cus-
tomer satisfaction. Responsibility for quality assurance is

MANABLOIC"

Modular Manifold Plumbing Sysiem

MANABLOC
Delivers!

MANABLOC Manifolds speed plumbing
and lower your costs. Put them together
with Vanguard'’s advanced Vanex®
Series PEX flexible piping and you
have a complete water distribu-
tion system that's easy to install.
MANABLOC Systems save energy
and add real value and comfort to
homes and offices.

~ Each
I fixture is
YN fed from the
MANABLOC by its
2 own Vanex PEX water
line. Flexible PEX tubing can

be run in one continuous piece
from the MANABLOC through
studwalls and around obstacles.

Vanguard

A Piping Systems, Inc.

MANABLOC Systems outperform
conventional plumbing with...

* Easy installation and service

* Fewer, more accessible fittings

* Reduced energy and water waste
¢ More balanced, safer hot/cold water
* Faster hot water delivery

* More constant water pressure

A Viega Company

Request your copy of our

CGI" 800-775'5039 MANABLOC System Brochure

901 N. Vanguard St. * McPherson, KS 67460 * www.vanguardpipe.com

QUALITY ASSURANCE HAS BEEN
VITAL IN SCHUCK AND SONS'
ABILITY TO MAINTAIN HIGH
CUSTOMER SATISFACTION.

shared across many levels, from initial inspections of lum-
ber and other material coming in from suppliers, to detailed
checklist inspections of fabricated trusses, door and other
products that are manufactured in the company’s yard, to
checklist inspections by foreman out in the field.

In supply departments, packages are checked for accu-
racy prior to delivery, and on-time deliveries are tracked to
guarantee optimal customer service. All quality assurance
data is collected and recorded. The data are analyzed and
shared monthly with supervisors and foremen. Quality
assurance is obtained through multiple in-house inspec-
tions of work performed.

Frank Serpa, vice president of construction operations,
says the firm will soon be reorganizing the manufacturing
yard to gain additional workflow efficiencies.

Safety Checks

Safety is important to Schuck and Sons. As a proactive mea-
sure, the firm recently voluntarily requested a workplace
review from the Arizona Division of Occupational Safety
and Health. There are several safety measures in place. An
innovative in-house program called Safety Bingo encourages
safety in the work field and their manufacturing yard by pro-
viding ongoing incentives for accident and injury avoidance.
Weekly random job site inspections are conducted to review
conformance to company policies. In addition, the company
holds weekly division manager safety meetings to share best
practices and new safety ideas. Managers attend monthly
safety meetings to discuss incident reports and assess any
special training programs that might be needed.

The firm’s financial success has taken off, with a 6o per-
cent increase in revenue and 13.8 percent increase in gross
profits from 2004 to 2005. The company has also been
diversifying its holdings. It recently purchased a building
supply company located in northern Arizona, where Schuck
is looking to expand; bought Acquired Integrated Stucco in
Phoenix, which added 500 employees and $25 million in
revenue for the firm; and started up a home building divi-
sion, Schuck Homes.

Schuck solicits feedback on a regular basis from all exter-
nal customers as well as their employees, which has allowed
the company to stay a step ahead of its competition in many
important ways.

Circle 42 or go to http://pb.ims.ca/5212-42




THE POWER OF YELLOW."

No costly holdups. No closing delays. Build with Pella® windows and doors and enjoy one-truck delivery when and

where you need it. Plus some of the industry’s fastest and most reliable lead times nationwide. Learn more about
other ways The Power Of Yellow™ can make your success unstoppable.

1-866-209-4216 www.pella.com/pro

@

VIEWED 10 BE THE BEST”

Circle 43 or go to http://pb.ims.ca/5212-43

© 2006 Pella Corporation
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Doing it Right the First Time

Keystone Custom Homes’ mantra

bridges communication with trades.
BY FELICIA OLIVER, SENIOR EDITOR

“doing it right the first time,” demonstrating that the pen
is mightier than the saw in ensuring construction qual-
ity. Upon arrival and departure from the job, trades are required
" to sign off on the condition of the work site and quality of work

I eystone Custom Homes keeps its trades accountable to

completed.

“The QA [quality assurance] form goes on a clipboard that is nailed to the wall after the house
is framed,” says Jeff Rutt, Keystone’s president. “Each trade has one.”

And trades working with the Willow Street, Pa., company are required to report on whether
the job site was suitably prepped for their arrival, encouraging teamwork between trades.

“What we used to hear in trade partner meetings is ‘Keystone messed this up. Keystone didn’t
have clean access to the job site,” says Mike Cahill, Keystone’s vice president of construction.
“But I'm not the one putting the stone in the driveway. That’s your trade partner who was in
before you.” This recognition gets the trades talking to each other.”

Keystone has a checklist of items that each trade must sign, confirming that the work has been
completed to spec. If it hasn't, the trade will be asked to come back and fix it. The act of signing off
on work — knowing that someone will see his or her name attached to the condition of the job site
afterward — holds subs responsible and puts their reputation and good name on the line.

Human Touch

Atlantic Builders reaps human resources rewards
BY ERIN HALLSTROM-ERICKSON, GROUP MANAGING EDITOR

It’s not written in a formal statement or 2 g . ﬁﬁ . é;

printed on any wall, but Atlantic Builders’
mission is to instill a sense of ownership in THEREFORYOU
its employees.

President Tom Schoedel and his partner Adam Fried have created a family atmosphere at this
Fredericksburg, Va., building company by empowering employees and giving them a say in how
things are run.

To get a sense of how Atlantic puts the company’s continuous improvement in the hands
of its employees, one needn’t look any further than Atlantic Builders’ teams. Each year, when
the strategic goals are announced, employees are assigned to teams based on strategic goals.
Everyone at Atlantic has a team and everyone reaps the results of a positive performance.

This best practice encourages everyone in the company to have a stake in the success of the
company. Schoedel affirms that the difference between Atlantic’s approach and that of other
builders is simple: “We enforce the ownership concept.”

Atlantic Builders also believes that satisfied employees also produce better results. To keep
everyone in the family singing a happy tune, the company plans outings such as visits to Atlantic
City, fishing trips, spa days and company picnics.

The company also actively participates in the community financially as well as through volun-
teer activities. Since its inception in 2003, the Atlantic Builders Charity Committee has donated
time and money to multiple projects, including Habitat for Humanity and several local schools.




Give your customers touch-control convenience at a knob price. With the introduction of
Bosch’s new line of electric cooktops, touch control technology has never been more attractive
or affordable. These advanced cooktops also feature POWERBOIL™ technology for faster boil-up
and temperature changes, PRECISIONSIM™ which gives you a 10-increment power adjustment
between 0% and 25% for more accurate and flexible simmering, and the COUNTDOWN™ digital
shut-off timer for each element that prevents over cooking while also doubling as a kitchen
timer. Call 877.408.8664 or visit www.boschappliances.com/professional.

Circle 44 or go to http://pb.ims.ca/5212-4
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A Good Mix

Chatham Square has been a triumph of smart development, creative design and social
integration — and buyers just can’t wait to get in.

Built on the former site of 100 units of public housing,
Chatham Square is a mixed-income development. The commu-
nity seamlessly integrates 52 low-income, public housing units
with 100 market-rate, for-sale townhouses while blending in per-
fectly with the historic architecture of the neighborhood. It puts a
new spin on the traditional idea of urban revitalization.

“It's right in the heart of Old Town
Alexandria,” says Bob Youngentob,
president of EYA (formerly Eakin/
Youngentob Associates) of Bethesda,
Md., developers of Chatham Square.
The neighborhood, surrounded by his-
toric row homes and sites developed
over the last 30 years, sits four blocks
from the Potomac River.

The townhouses have attracted most-
ly move-up buyers and some first tim-
ers, with a combination of dual income

Unit F.\

Market Rate \
Townhomes
Shown Gray
Typ.of 4

young professionals, empty nesters and
people who simply enjoy city living.
Chatham Square is within walking dis-
tance of restaurants, the waterfront and
many urban amenities.

Chatham Square is a bona fide suc-
cess not just as a development, but also
as a social experiment. Market-rate buy-
ers have paid an average $850,000 to
live side-by-side with public housing
residents.

“The sales office opened on a Saturday,

Unit B (Mirrored)

Unit B p
‘]g . It

Unit E (Mirrored)

ATHAM SQUARE butts
market-rate and low-income
housing together. A falsed
fascade masks where one
townhouse ends and a
public housing unit begins.

BY FELICIA OLIVER, SEN/OR EDITOR

and folks started camping out to buy on
Wednesday,” says Jack McLaurin, AIA,
a principal with the Lessard Group and
architect for Chatham Square.

Opportunities

Plans to redevelop the original public
housing units began as early as 1989.
The Alexandria City Council and resi-
dents from the surrounding commu-
nity came up with a comprehensive
set of guidelines for the redevelop-
ment. Proposals from two other devel-
opers were attempted but failed. The

VITAL STATS

Alexandria, Va.

Neighborhood: Old Town

Builder: EYA, Bethesda, Md.
Architect: The Lessard Group, Vienna,
Va.

Interior Designer: Model Home Interi-
ors, Elkridge, Md.

Developer: EYA

Models open: April 2005

Home type: Townhouses and public
housing rental units

Sales to date: Sold out

Community size: 100 market-rate
town homes; 52 public housing units
Square footage: 2,170 (Jefferson
model)

Average price: $850,000

Hard cost: Approximately $100/square
foot

Buyer profile: First-time, move-up,
affluent singles, empty nesters and
couples without children

PROFESSIONAL BUILDER 09,2.006 WWW.PROBUILDER.COM
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THE JEFFERSON
FLOOR PLAN at
Chatham Square
features a spacious,
living room and dining
room.

B\

city extended another RFP, and EYA responded
with a proposal that brought all the chief stake-
holders together — including the Alexandria
Redevelopment and Housing Authority — and
found a solution that satisfied all.

The development of Chatham Square not only
provided low-income residents with housing, it
provided them with construction jobs and job
training, which were part of EYA’s agreement with
the housing authority.

PHOTOGRAPHY BY BOB NAROD

The featured model is the Jefferson. As with the
other models, it had to fit into the architectural fab-
ric of Old Town.

“We spent a lot of time on the exterior detail-
ing to make sure it captured many of the historic
features found in other parts of Old Town,” says
Youngentob.

The Jefferson is a rear-loaded, two-car garage
plan with a rec room on the lower level. The first
floor has an open living room/dining room and
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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.

Circle 48 or go to http://pb.ims.ca/5212-48 ﬁ
2l¥FrameSaver

www.enduraproducts.com | 800.334.2006 | www.framesaver.com Exclusively from S Endura
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THE JEFFERSON
has an open kitchen/
breakfast area with
high-level standard
finishes.

kitchen/breakfast area; the second level includes a
generous owners’ suite and second bedroom; and
the third level features a third bedroom with an
open loft area and roof terrace.

Obstacles
How were market-rate prospects convinced to buy
in a mixed-income development?

“There are some people who will never feel com-
fortable living in a mixed-income community,” says
Youngentob. “For those people, Chatham Square
wasn't the right plan. But there are as many if not
more people with a social conscience such that this
was more attractive to them than living in a 100
percent market-rate development. There were some
people who were willing to give it a shot.”

In fact, demand for these units went beyond
what EYA expected. The developer cautiously
priced the market-rate homes at a slight discount
compared to neighboring market-rate townhouses.

But sales for the Chatham Square units exceeded
the market rate homes in the surrounding area on
a price-per-foot basis. ARHA realized a $3 million
“bonus” as a result of the additional sales proceeds.
Then there was the issue of how to build the
public housing and market-rate units side by side.
“We had two market-rate unit styles — the
Fayette and the Gibson — that were together,” says
Youngentob. “There were four in each building,
and they were combined with six affordable hous-
ing units in a back-to-back townhome building
design that was on top of structured parking. So
one half of the building had the four market-rate
units, and the other half had six affordable units
that looked like four market-rate townhouses.”
There was no way the average observer could
differentiate from the outside where a townhouse
ended and a public housing unit began.
“The fagade was falsed,” says McLaurin. “It
looks like you have a 16-foot-wide townhome next

PHOTOGRAPHY BY BOB NAROD
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KOHLER. — The First Name in Bathing.m

= Shapes and Sizes to Suit Your Needs
= |nstallation Flexibility for Any Floor Plan
= Customized Upgrade Options

= Coordinated Design Solutions

KOHLER.com/bathinginfo

800.4.KOHLER Ext. YXX

THE BOLD LOOK
CFKOHLER.



K-1114-F-96 Windward.. 6' ProFlex whirlpool with integral four-sided flange in Biscuit.

KOHLER. — The First Name in Bathing.

Kohler leads the way in creating exceptional bathing products that deliver
complete satisfaction for builders and homeowners alike. Designed to
meet a variety of specifications — from standard floor plans to intricate
custom layouts — KOHLER ProFlex. bathing products accommodate a
wide array of installations. Whether the plan requires a drop-in bath, a
corner whirlpool or a bathroom suite solution, Kohler provides the

installation flexibility to suit any configuration or experiential need.

KOHLER Whirlpools and Baths

Feature Benefit

Shapes and sizes to suit | Allow builders to meet a variety of specifications,

your needs from standard floor plans to custom installations

Installation flexibility Delivered in configuration options such as integral

for any floor plan aprons, tile flanges and custom pump locations

Customized upgrade From whirlpool models to BubbleMassage.. baths,

options bathers can tailor their experience, from relaxing
to massaging to invigorating

Coordinated design KOHLER suites elevate the bathroom design by

solutions achieving a unified look

Shown on front K-1114-LA-96 Windward 6' ProFlex whirlpool
with integral apron in Biscuit.

KOHLER .com /bathinginfo

5
4

K-1164-0 Sunward.. 6' ProFlex drop-in whirlpool
in White.

K-1160-LA-0 Tercet.. ProFlex bath whirlpool with integral
apron in White.

K-1337-G-0 Serif. 5' BubbleMassage drop-in whirlpool
in White.

800.4.KOHLER Ext. YXX
© 2006 by Kohler Co.



PINNACLE SERIES

Durable maintenance-free
extruded aluminum cladding

Superior
insulating value
through Cardinal
Insulated Glass

Frame corners
contain 21 grams
of silicone for
weather-tight
joints

Available

in Pine and
Natural Alder
wood interiors

7 standard colors
serve to complement
a vast color palette

Double sealed
sash for extra
weather-tight fit

GO AHEAD - SCRUTINIZE.

Windsor's vast product line offers the finest quality in components, construc-
tion and operation. Add our meticulous service and the value of Windsor

becomes perfectly clear.

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

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

Windsor Windows & Doors — only available from select distributors.

1.800.218.6186 | www.windsorwindows.com
Circle 49 or go to http://pb.ims.ca/5212-49

-

\W/INDSOR

WINDOWS & DOORS
A Woodgrain Millwork Company

Excellent Choice

QUALITY | PRODUCT SELECTION | SERVICE | VALUE
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THE SITE PLAN
FEATURES walkable,
central courtyards.
Elevations and color
schemes for every lot
were predetermined,
so the final product
matched what was
presented at the
beginning.
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LOWER FL 1st FL

to a 20-foot-wide one next to a 24-foot-wide one.
And there’s a combination of brick and siding.”

“There was a very high level of standard fin-
ish — hardwood floors on the main level and in
all the baths,” says Youngentob. “You could option
cosmetic changes, different colors of granite, and
some upgrade cabinet treatments.”

But buyers had no choice when it came to the
exterior.

“We predetermined all of the elevations, color
schemes and materials for every single lot,” says
McLaurin. “In order to deliver the final product
and the picture that we painted early on of what it
was going to look like, we had to control the exteri-
ors and the public facade.

Outcome
Chatham Square is sold out and settled. All the
public housing units are occupied.

From a design standpoint, the project is a huge

2nd FL 3rd FL

success. It was a finalist in the Urban Land Institute’s
Award of Excellence competition. The project won
several local and national design awards, including
Professional Builder’s Best in American Living Award
for Best Attached Urban Infill.

Many municipalities have also recognized
Chatham Square as an example of how to success-
fully redevelop mixed-income housing.

“When you speak to some of the public housing
residents,” says Youngentob, “you see the impact
on their lives — whether through the job training
program (many are still employed by either sub-
contractors or other businesses in the area), or
simply by providing quality housing in a neighbor-
hood in which they can be proud to live.” PB

AW LOG ON To read about this and other projects, visit us

online at www.ProBuilder.com/plansandprojects



HARDIBACKER®* CEMENT BOARD ACHIEVES
BEST POSSIBLE SCORE FOR MOLD RESISTANCE

HARDIBACKER HOLDOBLOGH

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

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

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 G21 and ASTM D3273

: _ ‘James Hardie
Circle 50 or go to http://pb.ims.ca/5212-50 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



“We deliver
uncompromising

quality.”

Right now I've probably got the best subs

I've ever had — which gives me some peace
of mind. | build about seven or eight
$600,000 — $2 million spec homes each
year, and I've got to know that the details
and special touches are handled well.
| really like the fact that Boral® can provide

PastelCote® now in custom colors.

Boral® Bricks Product: Custom Pastelcote”

James Woods
James Woods Development Co.
Birmingham, AL

BORAL Build With Brick
- Build With Boral®

Circle 88 or go to http:/pb.ims.ca/5212-88 [.800.5BORAL5 \ www.boralbricks.com

© Boral Bricks Inc., 2006




Problem: You're a pro builder thinking about the cost of rot.

Solution: Think beyond wood.

Learn more about Kleer Lumber at http://www.kleerlumber.com/probuilder.
Circle 52 or go to http://pb.ims.ca/5212-52

Rot is a three-letter word that can make you say a few four-letter words. This usually occurs within ten seconds after
you've had the phone call where the customer tells you the wood trim you painstakingly installed looks as though it's
been half-eaten by aliens. What's more, it's only ethical that you make it like new — in other words, remove and replace
it at your cost. 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
customers, 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.

WWW.KLEERLUMBER.COM I EER TOLL FREE: 866-KLEER70

THINK BEYOND WOOD.

1A

QUALITY BEYOND WOOD LIFE BEYOND WOOD BEAUTY BEYOND WOOD RESULTS BEYOND WOOD
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[N FIVE DAY
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URETHANE OR ASPIRIN
HAD YET T0 BE INVENTED.

Beaudiful, decorative synthetic millwork
products delivered in five days or less,

with unbeatable customer service and the =
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N ¥ou

expertise to ensure all is precisely as it should be.

Do we live in great times or what?
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Innovations

>> WWW.PROBUILDER.COM/INNOVATIONS

roactive Solutions

>> BY NICK BAJZEK, PRODUCTS EDITOR

CFLs Are Shining Bright

Builders can use energy-efficient lighting solutions as part of their normal
planning as well as a great selling point.

The Environmental Protection Agency and the U.S.
Department of Energy say the average American household
spends $1,400 a year on energy bills. With rising fossil fuel pric-
es, maximizing energy efficiency in the home is one way builders
can alleviate stress on our natural resources.

In fact, according to Energy Star, the
government-backed rating system and
organization for energy efficiency, if
every household in the U.S. replaced
one light bulb with a newer Energy Star-
qualified compact fluorescent light bulb,
it would prevent enough pollution to

What’s Available?

One of the most exciting advances to
emerge in the past few years is LED
(light emitting diode) technology, new to
the residential lighting scene. LED uses
9o percent less electricity than incan-
descents. Because of LED’s long life

equal removing 1 million cars from the
road. CFLs use 66 percent less energy
than a standard incandescent bulb and
last up to 1o times longer.

N

Let There Be Light
Unfortunately for many builders,
lighting is often an afterthought
in the design process and con-
sidered decor when more
emphasis should be given

to wiring considerations

and lighting schemes.

A lighting plan should

and additional up-front cost, it should
be used in heavy-traffic areas. But LED
allows builders to get more creative,
because an LED is about the same size
as a Christmas-tree light.

The Latest Breakthroughs
Home networks for integrating light-
ing and heating schemes are a rap-
idly emerging technology. Firms such
as Legrand, Lutron, Centralite and
Square D have come up with home auto-
mation systems that are the beginnings
of true “smart” houses. Researchers at
the University of California-Berkeley
developed automated lighting, auto-
mated shades, Venetian blind systems,
sensors and power measurement. With
the University’s software, homeowners
can control their overhead lights and

motorized blinds by internet.

The team is working with two bal-
last manufacturers who have already
decided to use the university’s tech-
nology to embed the ballast inter-
face in a network connector to
control lighting schemes remotely.
Another firm would put the team’s
technology in occupancy sensors
and daylight control photosensors.

t Comparison

include both the location

|
BULB AND FIXTURE

and the specifications INCANDESCENT CFL LIFETIMESAVINGS | o \vinGs based on

of fixtures and con- 10,000 hour bulb

trols in the archi- 30/40 watt 11 watt $17 lifetime, burning 3.5

tectural plans. hours/day at 7 cents

Decorative 50 wat 13 watt $22 per kilowatt hour.

task, focal

ask, focal and 60 watt 15 watt $28

safety light-

ng Shoulé be 75 watt 20 watt $33

addressed in the

lighting plan and 100 watt 25 watt $51

specifications, along with the ambient

lighting prescribed in the codes. 120 watt 30 watt $56

PROFESSIONAL BUILDER 09.2006 WWW.PROBUILDER.COM

08
(91



2 This is where we control
the home’s electrical distribution.

Smart energy for
a simpler world.

Electricity is everywhere
in your daily life. At work,
Helen likes to be in control.
But at home, Helen just
wants to relax. The only
thing she has to worry
about is whether

her coffee is flavored.
Thanks to Schneider
Electric, the world leader *
in the management

of electricity and
automation, technology
becomes so effective
that you forget it’s even
there. Together with its
brands: Square D®

— the best known name
in NEMA type electrical
distribution and control
products, systems and 4 This is Helen. She’s having a nice hot
services — Juno Lighting Inc. cup of coffee — thanks to us.

— aleader in the design,
assembly and marketing of
recessed and track lighting fixtures
— and Square D/Clipsal® — a leader
in the data communications and home
automation markets — Schneider Electric
converts electricity into smart energy.
Creating processes and solutions today that
are simple, efficient and environmentally friendly.
So tomorrow’s world is a better place to be.
Welcome to a new electric world.

‘ 7 ‘
——rn
;/, v ‘ This is where you'll find the remote
. 3 : that controls the entire home.

GETTY IMAGES

Schneider

. .

' Electric

www.us.schneider-electric.com Bulldlng a New EZeCZ’I"iC I%T'ld
Circle 54 or go to http://pb.ims.ca/5212-54




REFLECT ON
YOUR EXCELLENT
USE OF COLOR

MOVE FORWARD
2 SPACES AND
ENJOY THE BEAUWTINY

CHOOSE TRADITIONAL
OR DUTCH LAP STYLES

COLLECT PRAISES
FROM HOMEBUYERS!

CHOOSE FROM 17
COLORS AVAILABLE
IN .042” THICKNESS

BRIARWOOD PEWTER COBBLESTONE SAGEBROOK

WEDGEWQOQOD

GET AHEAD IN THE GAME!

Popular .042" vinyl siding in game changing colors - exclusively from BlueLinx.
Those that play to win turn to BlueLinx for vinyl siding. Choose from 17 exclusive GP vinyl siding
colors and fill your next neighborhood with rich, dark colors. For more information on durable,
easy-to-install GP vinyl siding and accessories, visit www.bluelinxco.com.

Distributed by .
.
[ ]

BlueLinx °e ' Aceorgiapacific

GEORGIA-PACIFIC, GP and the GP symbol are trademarks of Georgia-Pacific Corporation and are used under license. BLUELINX and the BLUELINX design are trademarks and registered servicemarks of BlueLinx Corporation.
© 2006 BlueLinx Corporation. All rights are reserved.
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IT'S THE
NETWORK

that moves your construction business forward.

e \Vith the Verizon Wireless network as your partner, your construction business has a full range of wireless solutions to increase
productivity and stay competitive—from the initial bid to the finished job.

e Streamline job management, scheduling and communications between staff, subcontractors and customers.

e \Vith Field Force Manager, your office can enhance operations by scheduling and dispatching jobs to staff in the field—as well as
enabling personnel to perform their jobs more efficiently while on-site.

e Access email, Internet—and your files—uwith BroadbandAccess, our high-speed wireless broadband network.

e Access construction management custom applications and tools on Verizon Wireless handsets.

Want more info about construction-specific solutions? Call 1.800.VZW.4BIZ or visit verizonwireless.com.

\_—"verizonuircless

BroadbandAccess is available in 181 major metropolitan areas covering over 148 million people, and is expanding coast to coast. BroadbandAccess is available in 72 primary airports in the U.S. Coverage limitations
and maps at verizonwireless.com.
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Choose the Right Roofmg

Climate, slope and cost play a huge part in selection.

The first thing a real-estate agent will tell home buyers is
“location, location, location.” Location should be the first thing

on a builder’s mind, too, when it comes to choosing the correct

roofing materials.

Builders need to look no further than
last years’ devastating hurricanes to see
they must prepare for the elements -
- and a home’s first line of defense is a
solid roof. Builders must find a balance
between cost-effectiveness and func-
tionality. Spanish tiles are lovely, but
they’re not going to put up much of a
fight against a Category 4 hurricane or
a Kansas twister. On the other hand, a
shingled roof with a low slope isn't going
to stand up well in mountainous areas
after the first big snow.

According to the Partnership for
Advancing Technology in Housing,
builders should take several steps to
prevent a roof from failing, especially
in hurricane-prone areas. PATH recom-
mends moderately pitched hipped rath-
er than gabled roofs to better withstand
strong winds, hurricane straps, baffled
ridges and soffit vents, among other pre-
cautions, to minimize roof penetrations
and water damage.

Shingled Out
Builders will call asphalt shingles the
most popular type of residential roof
material for several reasons. “We use
composition asphalt shingles. They are
just less expensive to us and last long.
You get more for your money,” says
Richard Huffman, president of Huffman
Homes in Austin, Texas.

Asphalt shingles are relatively inex-
pensive and can be bought in large
quantities. They are generally very easy

yvek

HomeWrap

W TYVECCOSTRCTON oy

N

to install, even in situations involving
steep slopes and inclement weather.
They come in two basic types, glass fiber
and organic; are available in a variety of
colors and styles; and are fairly durable
and impact-resistant. Homeowners can
maintain and repair the shingles in
most situations.

Organic shingles, saturated with
asphalt to make them waterproof, have
approximately 40 percent more asphalt
per square foot than their glass fiber
counterparts, which makes them more

K9

ASPHALT SHINGLES are a good all-around
performer, but they may not be the best
choice in all cases.

durable. However, the more popular
variety is the glass fiber, which uses
asphalt and mineral fillers, making them
cheaper and easier to manufacture than
organic shingles and more cost-effective
to builders.

Asphalt does have serious draw-
backs. The lifespan of asphalt shingles
depends highly upon the environment.
Shingles in cooler climates such as the

PHOTOS COURTESY OF JAMES CRAIG BUILDERS
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northern United States seem to last longer than those installed
in the warmer climates. Thermal shock, or rapidly changing
ambient temperatures (like hot days and cold nights in the
Southwestern U.S.) greatly affect the lifespan of asphalt roofs.
The materials can’t expand and contract to accommodate such
a dramatic temperature change in such a short period of time,
and cracks and splits are bound to occur, allowing water to
seep in. Many roofing contractors and consultants that use
asphalt advocate steeply-sloped roofs to shed water and reduce
the possibility of water damage. “Asphalt is great, but it’s just
not amenable to rainwater,” Huffman adds.

Still another factor affecting asphalt shingle roofs is attic
ventilation. Proper roof ventilation extends the life of the roof
and helps maintain heating and cooling costs. That's where
tiles, such as Spanish-style, metal, clay and wood or wood-sub-
stitute shakes come in because they allow ventilation.

Especially popular recently are cedar shake roofs, which
have twice the insulating value of standard asphalt shingles.
Hail does not easily damage cedar shakes. When treated with
certain chemicals, cedar shakes can be made permanently
fire resistant. And unlike popular misconceptions, (especially

Commercial Mailboxes | Residential Mailboxes

Signage
Contact Us for a Free Catalog! | S0k
People Committed to Quality Since 1936°

1010 East 62nd Street, Los Angeles, CA 90001-1598 p: 1-800-624-5269 « f: 1-800-624-5299

Circle 57 or go to http://pb.ims.ca/5212-57

with home buyers) when installed properly, they are extremely
wind resistant.

Cedar shake roofs do require regular maintenance to maxi-
mize their useful life. Particularly harmful are sunlight and
rainfall. Cedar shakes are treated with chemicals called extrac-
tives to preserve the wood and prevent mold and fungus.
However, rainfall can leach these chemicals from the cedar
shakes in less than 10 years.

UV rays actually cause the surface cells of the cedar to break
down. This microscopic refuse is washed away with each rain-
fall. UV rays also cause very tiny cracks to develop, which allow
water to drive deeper into the shakes. This accelerates the pro-
cess of dissolving the extractive chemicals. To keep shakes from
breaking down, they must be free of moss, fungus and tree
debris. This often means calling a tree company to cut away
branches from over the roof to provide proper air circulation.

Because of the relatively hefty introductory cost of real cedar
shakes, many roofing manufacturers such as CertainTeed,
Alcoa and Napco make materials that look like the real thing.

Stick With a Performer?

Though they represent a huge share in the game, shingles
and shakes aren’t the only players. While cedar shakes have
become in vogue, the old-fashioned built-up roof is still stick-
ing around. Built-up roofing — first known as composition
roofing when it became popular back in the 1840s — is still
one of the most reliable methods of installing a new roof. A
built-up roof usually comprises either asphalt or tar and has a
waterproofing layer, a reinforcing material and then a surfac-
ing layer.

The materials used in a built-up roof generally consist of
bitumen-saturated felt, coated felt, polyester felt or other fab-
rics. The materials facing the elements are normally asphalt-
based, aggregates (gravel or slag), emulsions or a granule-sur-
faced cap sheet. Builders differ on what techniques are most
effective, but geography and personal preferences normally
dictate which materials will be used in the process. The base
sheets are generally asphalt-based and either organic or glass
fiber. Though they have been used for generations and are
sturdy, durable and effective, built-up roofs have high amounts
of odor and are more time consuming to put together than
asphalt shingles.

Do you go with a good all-around performer such as
asphalt tiles, use a hardy built-up roof or step it up with
cedar? Weigh your options carefully. Though they aren't the
only things to consider, never forget the big three: climate,
slope and cost. PB

LOG ON To learn about this and other building applications, visit us
online at www.ProBuilder.com/innovations
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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. Eg E
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™
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Walk through hundreds

of new home developments

across the country.

Introducing DesignLens.com—the building industry’s most comprehensive online design library.

With visual tours of over 500 noteworthy communities, expert written analyses, visits to
America’s great historical neighborhoods and new tours every month, DesignlLens gives you

instant access to innovations in architecture, merchandising and land planning concepts.

. _ Explore the best and brightest design ideas from your desktop with DesignLens, now
Wlth O Ut Wa | kl ng th ro ugh h u n d reds partnered with Professional Builder magazine. Call Angela Sgherza at 630-288-8165 for

a free trial or to subscribe. Or take a site tour now at www.designlens.com.

of new home developments

across the country.

DEesIGNLENS

images. insight. inspiration.
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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 registered trademarks of JELD-WEN, inc., Oregon, USA.

=

At

THE WORRY-FREE WOOD

===

N

YEAR

WARRANTY
—

Solid pine Auralast?
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.

v l// 17// U‘
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.

us:-:_

Wood Radius Casement
Window

Exterior Premium Pine Door
871AP

Wood Double-Hung
Window

JELD-WEN® windows and doors with Auralast® wood will stay beautiful and worry-free for years.
Auralast wood provides superior protection against decay, water absorption and termite infestation.
Unlike dip-treated wood, Auralast wood is protected to the core and comes with an exclusive 20-year
warranty. That's added protection for any building project. To learn more about Auralast wood and
all our reliable windows and doors, call 1.800.877.9482 ext. 1014, or go to www.jeld-wen.com/1014.

JELD'WEN

WINDOWS & DOORS

RELIABILITY for real life
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It also covers the most fashionable:
neighborhoods.

Hanson HANSONBRICK.COM
The face of brick™ 1.877.HANSONS

Circle 89 or go to http:/pb.ims.ca/5212-89



GRAB LIFE BY THE HORNS

DODGE

BUSINESSLINK® FROM DODGE,
THERE WHEN YOU NEED US.

It’s the one resource business owners rely on. With extended hours, priority service, and free loaner vehicles,
you can forget about downtime. And best of all, BusinessLink enrollment is free, no matter what you drive.
For more info, visit or call

L
Chrysler Financial is a business unit of DaimlerChrysler Financial Services. _ %

Dodge and BusinessLink are registered trademarks of DaimlerChrysler Corporation. BUSINESS BUCKLE UP



.’1‘

—0

From Trash to Treasure

Managing waste can be a good investment.

For some builders, job site
waste is an afterthought.
Many just rent the dumpster, throw the
waste in and forget about it.

The NAHB Research Center
reports that the average builder pays
$511 per house for waste disposal.
The average construction job site is also
reported to dispose of more than 8,000
pounds of material, or the equivalent of
50 cubic yards in volume (see table).

Know Your Garbage
To understand the amount and type of
waste your job sites generate, start by

A 0 R O
R A 2,000-SQUAR 00 0
Material Weight Volume
- (in pounds) (in cubic yards)*
; i Solid Sawn Wood 1,600 6
Engineered Wood 1,400 5
" Drywall 2,000 6
\ Cardboard (OCC) 600 20
\ Metals 150 1
Vinyl (PVC)** 150 1
Masonry*** 1,000 1
Hazardous Materials 50 =
Other 1,050 1
Total 8,000 50

taking a good look in your dumpsters. By
routinely reviewing your waste stream,
you can spot which materials your crews
could be using more efficiently.

Wood accounts for 40 to 50 percent
of residential construction waste. It also
offers the most opportunities to reduce
material waste and reuse the materials
you previously threw away. Wood can be
recycled for mulch and used in compost-
ing operations, animal bedding, landfill
cover, some building products and as an
industrial fuel source. In some instanc-
es, it may be less expensive for you to
recycle wood than throw it away.

For many of these applications, the
adhesive content of engineered wood
products such as plywood, oriented
strand board (OSB), or wood I-beams
are a concern. Up to 50 percent of wood
waste can be engineered wood product
waste, so you need to ask local wood
waste processors if they can take this type
of wood off your hands. Wood treated to
resist termites or moisture must also be
handled and processed separately.

Drywall comprises another 15 per-
cent of site waste. Ninety-five percent
of new construction drywall waste can
be recovered and turned into new wall-

PROFESSIONAL BUILDER 09.2006 PrROBUILDER.COM
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board, according to the Washington recycling. You will need to contact your the gypsum to a recycling center or
State Department of Ecology. As aresult, ~drywall manufacturer to learn the recy-  directly to the manufacturer. You also
an increasing number of drywall manu-  cling options available to you, but the have the option to donate the drywall to
facturers are installing technology for onus will likely be on you to transport a nonprofit recycling operation.

NOT With Us!

DESIDENT]AL

ARRANTY
OMPANY.c

| New Home Warranties |

General Liability Insurance*
& New Home Warranties
Exclusively for Builders

Call 800-247-1812 Ext. 2139

WWW.rwewarranty.com

“General liability insurance is administered by Lockton Risk Services and is insured
by Western Pacific Mutual Insurance Company, a Risk Retention Group.
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Grinding It Out

Delany Rossetti Construction of
Atlanta used ground up wood, drywall,
cement and stone on a recent land-
scaping project.

“It's probably costing us a little less,”
says Jerome Rossetti, co-owner of Delany
Rossetti. “It’s a little bit more labor and
you are renting the grinders, but you're
going to pay even more for the dump-
sters and hauling.”

Before you start grinding material
for landscaping, you will want to check
with local authorities. Some require evi-
dence that the soil and water will not
be harmed. However, this is not neces-
sarily an excessive burden. Some local
environmental agencies may only ask
for plans that the material will be pulver-
ized into pieces that are a 4 square inch
or smaller and spread evenly over soil in
areas with adequate drainage.

To make small pieces, a low-speed,
low-noise, mobile grinding unit is best
suited for on-site service. In some areas,
you can rent these units for as little as
$50 per day, depending on the size of
the unit and the amount and type of
material you will grind.

You may also use the grinder on card-
board waste in this manner, which could
significantly reduce your waste volume.
Although cardboard may not contribute
much to the weight, it can represent as
much as 30 percent of the total volume.

Besides potential financial savings, this
may help you receive green certifications
on the property, including the developing
Leadership in Energy and Environmental
Design for Homes certification through
the U.S. Green Building Council.

Helping Hands

Sometimes, the best option is profes-
sional recyclers. John Rimondi, owner
of Crestco, offers on-site recycling and



~~—2ow Do You WIN
A Custom Chopper?

Go to where Speed meets Strength

Solid joists are just plain difficult and time consuming * Open-web configuration allows fast and easy
when it comes to installing plumbing, electrical and installation of plumbing, electric and HVAC
HVAC. Plus, sawing and drilling

* All-wood construction. No heavy metal nail
into solid joists can compromise

plates to snag electrical wires or cut hands
their structural integrity. OPEN

JOIST® through-the-web access * 11" trimmable ends allows for size flexibility
makes the installation of and eliminates waste
mechanicals fast and easy. * Stock sizes always available at your dealer

And OPEN JOIST offers builders
and their subs the opportunity

* Wide flanges provide a sizeable surface for

to build stronger, faster and more efficiently. fasteners and adhesives to ensure a quiet floor

For more information about OPEN JOIST, visit * Lifetime warranty
www.openjoist.com/pbs or call 866.243.3381.

®
Register for a chance to win a custom OJ Chopper %‘ ENIDIST

built by Arlen Ness at www.ojchopper.com WHERE SPEED MEETS STRENGTH

NO PURCHASE NECESSARY TO ENTER OR WIN. Open Joist Chopper Giveaway Sweepstakes begins on 6/1/06 and ends on 4/15/07. Open to residents of the contiguous
48 states, 18 years or older, who are licensed contractors or derive 70% of their gross income from contracting, licensed architects and full-time employees of building
material distributors and dealers. Void where prohibited. For entry and official rules, go to www.ojchopper.com. Actual prize bike may differ from image above.
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environmental services to builders in the
Atlanta area.

Construction waste recycling man-
agement companies can turn framing
package waste into mulch; gypsum pow-
der can be ground into a soil amend-
ment; and bricks and blocks can be used
as fill in driveways or as decorative rock.

Through regular visits, the waste recy-
cling and management company reduces
day-to-day waste on-site and improves its
overall appearance. This has greater sig-
nificance in high-density, infill situations
where builders deal with close neighbors
and tight-knit communities.

The cost of these services varies great-
ly depending on the community, but it’s
worth your time to check it out and see
if recycling is a cost-effective alternative
for you.

For help assessing potential recy-

cling costs and finding
local professionals and
resources, contact:
Your local waste haul-
ers; recyclers; building
product manufacturers;
landfill operators and
owners; and solid waste
officials
Your local home builder association
Your local green building program

programs.

Use Not, Waste Not
The best way to manage your construc-
tion waste is to use less material up
front. Panelized components, structural
insulated panels and modular systems
all generate less waste because they're
prefabricated.

With stick framing, you can reduce
waste through optimum value engineer-

Recycling Resource

The U.S. Environmental Protection Agency’s
Construction and Demolition Debris Web page (www.
epa.gov/epaoswer/non-hw/debris-new/index.htm)

includes a list of state and regional waste management

ing, an approach to framing that opti-
mizes the amount of lumber used. In
addition to saving materials, OVE tech-
niques reduce labor costs and improve
the structure’s energy performance. PB

The Partnership for Advancing
Technology in Housing is administered
by the U.S. Department of Housing and
Urban Development.

LOG ON To learn more about this and other
[ | EoNE projects, visit us online at
www.ProBuilder.com/innovations

£. Easy-Arch

The Name Says It All.
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Half Circle

Available in over 150 standard sizes through our
nationwide distribution network.
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- Pre-formed & Precut ! - Ready to Install !

- Perfect Shapes ! - Cost Effective !

* Quick & Easy !

Adjustable Arches!

Adjusts to fit wall depth beyond 2x6 framing.

800-854-2461

www.easy-arch.com
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Trimline” Ridge Vents Set Users Apart from Competition

Quality Performance,

Great Appearance
and Quick Installation

I rimline” Ridge Vents

provide superior ventilation by
creating a balanced system that
continuously releases hot, moist
attic air while drawing fresh air
through soffit vents. Creating a
balanced, continuous ventilation
system increases a home’s

total energy-efficiency while
extending the life expectancy of
its roof material — a great selling
point for your customers.

Engineered from a unique
corrugated plastic material,
Trimline vents fit a variety of
roof styles including shingle,
cedar, tile and metal. Designed
to vent at the ridge — the
hottest point of the roof — the
Trimline vent system has the

added benefit of creating a
smooth roofline, eliminating the
unsightly louver vents commonly
found on many homes.

Once a
Builder Tries
Trimline,
They Never
Stop Using It

Pat Woods,

president of Cooper

Mountain Roofing Inc in

the Portland, Ore. area

says Trimline’s low profile

originally attracted his

team to the ridge vent

system. “But we continue

using Trimline because of

the ease of installation.”

Cooper Mountain Roofing

considers Trimline Ridge

Vent a competitive advantage over other ridge
vents. Woods says, “Roofing contractors have
become more sophisticated in their presentations
and adding Trimline Ridge Vents to the lineup can
separate us from our competitors.”

Trimline Adds Value to the Home

Woods says today’s homes are being built tighter
than ever. The installation of proper ventilation

is critical to prevent damaging moisture build-up
in the attic. Trimline Ridge Vents, placed at the
roof’s ridgeline, help move hot, moist air out of the
attic. The builders who work with Woods know
that Trimline Ridge Vents protect the owner’s
investment in the home and add value to the entire
house.

Trimline is so confident that builders everywhere
will be satisfied with its ridge vents; it offers a
limited lifetime warranty. Trimline is the most
certified product in the industry, meeting all
building code certification requirements for
Miami-Dade County, ICBO, ICC, BOCA, TDI,

and UL Class A or C.
Circle 67 or go to http://pb.ims.ca/5212-67

For more information call 1-800-438-2920 or visit
www.trimline-products.com.
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Pat Woods from
Cooper Mountain
Roofing uses
Trimline Ridge
Vents on new
construction
homes.

o
ROOFING

(503) 649-2367

Portland, Oregon

Cooper Mountain Roofing
Inc. uses Trimline Ridge Vents
on new construction projects
for Lone Mountain and
Cascade Housing Group

Lone Mountain Construction
and Cascade Housing Group

Trimline Ridge Vent

TRIMLINE
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The most impressionable art is behind the wall

It's a stroke of genius the way Icynene® seals a

i home and protects homeowners from expensive
™) energy loss. Icynene insulation, thanks to its soft
HEALTHIER QUIETER  MORE ENERGY spray foam application, effectively minimizes

energy-robbing air leakage because it's a perfect
fit for any shaped cavity.

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

The Icynene Insulation System”

Healthier, Quieter, More Energy Efficient®

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

Circle 68 or go to http://pb.ims.ca/5212-68



Innovations

>>

New Urban
Communities

V Toto Washlet C100 Toilet

www.totousa.com

Toto was the first to reinvent the humble toilet seat with
its line of Washlets — the high-tech personal hygiene
systems inspired by water. In the U.S., Toto offers four
models of Washlets, including the introductory Washlet
C100 (former marketing name, “Chloe”). Toto’s line of
Washlets transforms an ordinary toilet into a warm-wa-
ter personal cleansing unit, reconfiguring the ordinary
bathroom into a luxurious home spa. Circle 125 or go to
http://pb.ims.ca/5212-125

In My Own Words
“When we start talking toilets, Toto reigns
supreme. Once you have used a Toto, you'll
never go back. At first glance, our customers
appreciate the style and grace of a Toto toi-
let. Once they use it, Toto’s superiority in the
business shines. No other toilet flushes like a
Toto. I have heard of customers moving on
to a different home and commenting on how
they miss their Toto toilets.”

IN MY OWN WORDS

Carol Delonis
Purchasing Manager,
Delray Beach, Fla.

WV Hambro Composite Floor System

www.hambro.ws

The Hambro D500 composite floor system is an advanced, up-to-date an-
swer to elevated, concrete-floor construction. Combining Hambro composite
steel joists with poured concrete, the system comprises normal-weight, con-
crete/steel T-beams running in one direction and an integrated, continuous
slab in the opposite direction. Circle 126 or go to http://pb.ims.ca/5212-126

In My Own Words
“To provide a spacious yet dense community, we build
many three-story townhouses with Hambro composite
floor systems exclusively. These townhouses are three
floors of block construction with steel-reinforced concrete
decking in between. Many Florida block homes use
CBX construction (concrete block construction) only on
the first floor. We feel that would be dishonest to our cus-
tomers. If you are buying CBX construction, it should
be in its entirety.”

PROFESSIONAL BUILDER 09.2.006 WWW.PROBUILDER.COM
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Innovations

IN MY OWN WORDS

s>New Urban Communities ...

V Vulkem Sealant by
Tremco

www.tremcosealants.com
Vulkem 116 Weatherproofing Seal-
ant is a one-part moisture-curing,
gun-grade polyurethane sealant.
Durable and flexible, this general-
purpose sealant is designed for
both exterior and interior use in
precast, masonry and window
frame perimeters and similar types
of moving construction joints. It
withstands continual immersion in
water. Circle 127 or go to http://
pb.ims.ca/5212-127

In My Own Words
“Effective waterproofing is
an important step to a qual-
ity, long-lasting house. The
correct window caulking
helps prevent water from
damaging the substrate and
entering the structure. All of
our window and painting
contracts require Vulkem
Weatherproofing Sealant
— no exceptions. Once this
product is properly applied,
we know that window is

not going to leak, and we
will not have to go back and
recaulk after closing.”
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p Mohawk Bamboo
Flooring

www.mohawkflooring.com
Mohawk offers a vast assortment of
hardwood flooring, and Pacific Bamboo
is one of the styles in its American
Heritage collection. Featuring a distinc-
tive grain and exceptional hardness,
this exotic hardwood product has all
the beauty of bamboo. Pacific Bamboo
is available in two popular colors with

a 25-year finish warranty along with
lifetime warranties for structure and
moisture.

Circle 128 or go to http://pb.ims.
cal/5212-128

PROFESSIONAL BUILDER 09.2.006 WWW.PROBUILDER.COM
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A Galvalume Roofing

www.galvalume.com

Galvalume by BIEC International is a 55 percent aluminum- and zinc-coated, sheet
steel product that is ideally suited for most types of roofing applications. Galvalume
offers versatility, aesthetics and long-term performance, and it's easy to use.

Circle 129 or go to http://pb.ims.ca/5212-129

In My Own Words

“Galvalume sheet is a premium roofing material that can outlast
galvanized sheet up to nine times. I think that we are all looking
to become greener builders whenever it is feasible, and steel roofing
is a step in that direction for us. Architecturally, bare steel roofing
has a clean, industrial look that our customers seem to enjoy. Gal-
valume sheet also has good heat and sunlight reflectivity, which
reduces cooling costs — a huge plus in South Florida.”

In My Own Words

“Although our included features are
carpet and tile, we offer Mohawk
bamboo flooring as an upgrade. We
work with a very progressive flooring
distributor who shares our value of
environmentally friendly materials.
As more consumers are looking for
greener products, we are excited that
we can offer them bamboo flooring. It
is as hard as oak but regenerates itself
in only five years. It is truly one of
our most exquisite options.”
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Masonite, Barrington, Specialty, Beauty IN THE DETAILS and Masonite. The Beautiful Door. are trademarks of Masonite International Corporation.

www.masonite.com

]

Ly N THE DETAILS

Masonite. The Beautiful Door.® %W®

Circle 69 or go to http://pb.ims.ca/5212-69
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This is your chance to shine at The Nationals™—the largest and most Fel:)ruary 7a 2 007
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prestigious competition in the homebuilding industry. Enter today NEW for 2007"
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marketing of new homes.

Visit www. TheNationals.com today to download entry materials. Call 800.658.2751
or 909.987.2758
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GPS 1-877-7NEXTEL

nextel.com/business

With Nextel GPS, you can find more places faster and easier than ever. While on the Nextel

National Network, your crew can see step-by-step directions to the site on their hand-held

devices. Clear visuals and simple audible cues help them find the destination. While automatic NEerL
notifications tell them if they’ve gone off course. And with the world’s largest walkie-talkie

network, you can stay connected and make just about any place a workplace. only from Sprint
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BLUEPRINTS
FOR THE ROAD.
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-
Nextel National Network reaches over 263 million people. Cove ot available everywhere. All GPS services require GPS-capable Nextel p vﬁcewar servi N services require Java-enabled
phones. Additional fees and restrictions may apply. ©2006 Sprint Nextel. All rights reserved. SPRINT, the “Going Forward” logo, the NEXTEL Iog’l other trademarks are trademarks of Sprint Nextel.
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5 WING SHOE c¢ ;
& :

rzTooL's ARENT JUST
WORN AROUND
THE WAIST.

When it comes to getting the job done, no other tools are as important as the ones on your feet. That's
why we make so many styles of work boots. And put so much thought and effort into each pair. Every
boot is made with leather chosen specifically for the work you do. And each boot's sole is designed for
different workplace conditions. If you work in the rain, there's waterproof. In the cold? Get insulated.
Hazardous work? Try steel toe. All of the above? We build those, too. Get exactly the right tool for the
job. Red Wing Shoes. Built to fit. Built to last. For a dealer: redwingshoes.com or 1-800-RED-WING.

© 2006 Red Wing Shoe Company Circle 73 or go to http://pb.ims.ca/5212-73
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Product Review

Business
Solutions

FastTrack Schedule 9

>> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

on 13

101N

Vers

Softplan
Version 13 from Softplan is a build-
ing tool that allows architects and
designers to fabricate a mock-up
with building options such as add-
ing false dormers, auto cabinet,
room mode and sun studies, which
measure the effects of sunlight
and shadow on any given room.
The Building Option feature allows
management of bonus rooms,
alternate bathroom plans and
other variables. The Background
Extraction tool allows the software
| to automatically update the 3-D
model as the user makes changes
during the design stages.
Circle 130 or go to http://pb.ims.
ca/5212-130

Version ISE A i

ARCHITECTURAL DESIGN SOFTWARE

Project Managment for Project Success

Frrmred sre—
k

AEC Software

Project management software FastTrack
Schedule 9 from AEC Software enables
users to schedule and report project
information and goals. The redesigned
interface can be directly integrated with
Microsoft Project on both PCs and

Macs. Cash flow and cost outlays can be
predicted, and the software can track up
to 25 home projects at one time, including
the status of subcontractors.

Circle 131 or go to http://pb.ims.
cal5212-131
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Tech Ed Concepts
Able to make plan sets and
blueprints, cost estimates and
3-D interior design models, Chief
Architect Version 10 creates de-
tailed floor plans, elevation views
and cross-sections. The system
has more than 18,000 library
items, including CAD details and
other elements from name-brand
manufacturers. Cost estimat-
ing is done with the software’s
automatic material list generator,
and basic design plans can be
created with the automatic fram-
ing and roof generation tools
Circle 133 or go to http://
pb.ims.ca/5212-133

Zybertech
The HomeFront sales management system from Zybertech is a
cross-department tracking software that keeps centralized price
books of models and options as well as sales and documenta-
tion processes available for viewing in Microsoft Word and Crystal
Reports. The secure software allows shoppers to see lot, model
and option information, and partners can view the customer-chosen
options and upgrades. The inbox/outbox allows managers to review
the sales history of a home or see outstanding service orders.
Circle 132 or go to http://pb.ims.ca/5212-132

EIDTAL) Pivotal
S — The 5.9 CRM platform from Pivotal is a Black-
avie s berry-capable tool for sales teams. The Call

[soos> & U ) . )
Q Scripting function allows customer interactions to

be automated, and the mobile capabilities allow
sales teams to upload critical financial services,
real-estate, legal and manufacturing data, as well
as receive sales reports, dealer information, and
branch and representative data in real-time.

Circle 134 or go to http://pb.ims.
cal/5212-134

Opportunties

Marketing Projects
Products

Lterature

Compettors
Compettie
Products
Enployees
Expense Periods
Personal Contacts
Schedue

Groups

Order Capture
Contact Actties

Calendar
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Product Review
>> BUSINESS SOLUTIONS

Buyer Acquisition
Manage elLeads & contacts

» Market to prospects
Facilitate ongoing follow-up

Customer Retention
Manage customer
relationships (CRM)

* Market to past buyers
Schedule long-term follow-up

yer | Builder ler | Architect | Manufacturer | Build ermo | Prode or | Find A Builde

Welcome to Builder¥ision, a great source for new frome shopping, ...and a great tool for new i f\) Buil de]‘ 1 4 4 o@
. uilderVision
v’ s l@ n .| Automated sales topl BuilderVision allows builders Home Sales )
and customers to view exteriors, floor plans and ;ea‘::‘ :*’C’E;’n&e“’;r“’ﬁ‘r‘:"&
material choices before the sale is closed. The soft- Home Owner Service |ntegrgate witthesign Center
ware is a subscription service that also interfaces * Track service requests Run financials, create custom
with the builder’s personal Web site. The Image- | riderioes: b reports; & printcontracts
Mapper tool lets the builder load their own images & warranty process
3 \{ and the software’s other functions permits sales
Q@ ) \ ' teams, customers and accounting to track person- A Builder 1440
: .~ alized selections such as countertops and floor tiles. The Builder 1440 software
C“@'\I,V.V‘QQS@ﬁ Circle 135 or go to http://pb.ims.ca/5212-135 includes a suite of applica-
= tions like Sales 1440, which
':‘"/ is an on-demand CRM tool

that manages the sales pro-
cess from the first Web site
visit to home configuration,
lot and floor plan selection,
and contract generation.
The SiteAuthor maintains the
builder’s Web site with inven-
tory and pricing information
for Internet marketing. Floor
plans, photos and pricing
can be instantly modified with
the user-friendly interface.
The G.1440 application
provides IT consulting.
Circle 139 or go to http://
pb.ims.ca/5212-139

Corrigo >

Warranty management soft-
ware from Corrigo streamlines
information flow with at-a-
glance calendar-like views,
dispatch boards and service
management dashboards. The
Mobile Manager function allows
builders to remotely view and
assign work orders and workloads.
The software is Bluetooth-enabled,
is compatible with Sprint, Verizon
and Cingular wireless services and
encrypting capabilities. The report
generator provides users with
hyperlinks, charts and graphs.
Circle 136 or go to http://pb.ims.
cal/5212-136

@Last Software >
Design tool SketchUp Pro5 from @Last
Software is a 3-D architectural tool flex-
Homé here® ible enough for conceptual work. The
software is interchangeable with CAD,
The Building Universe 3-D modeling, illustration and animation
applications. The push/pull tool enables

users to click on a shape and change
it to create the desired geometry. The

SMOPUIM

A HomeSphere rendering function softens drawings with

The Builder 360 version 3.29.1 from HomeSphere and effects like jitter lines, extended edges

Focus 360 is built on Microsoft’s .NET architecture and and dynamic profiles. Other elements,

tracks back-office procedures such as purchase orders such as the surface area of materials,

and payroll tasks. As an integrated system, the software are available for quantity management

incorporates all data and acts as a repository to help and cost estimates. Users can also im-

plan and support intersecting options and replacement port a DWG/DXF site plan as a starting |
scenarios. It can be used in conjunction with other point for design, work up a quick model,

Focus 360 products such as the Virtual Model system. then export back to DWG/DXF to create

Circle 137 or go to http://pb.ims.ca/5212-137 construction documents.

Circle 138 or go to http://pb.ims.
ca/5212-138

Dream. Dest

PROFESSIONAL BUILDER 09.2.006 WWW.PROBUILDER.COM
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TO "WOW" YOllIl CUSIOMERS/;’

NRS has a broad range of services and solutions to meet your customer satisfaction needs.

NRS provides confidential assessments of new home buyer satisfaction for large-scale single
and multi-family home builders throughout the United States and Canada. NRS has the most
comprehensive and current national builder database in the home building industry.

NRS can provide detailed buyer versus non-buyer analyses, reports that compare the buyer/non-buyer
perceptions of your homes, communities and staff. The program tracks lost customers and helps your
staff understand the reasons why certain prospects do not buy from you, and why others do.

To contact an NRS Satisfaction Consultant, n rs
log on to nrscorp.com or call 800.851.5823.

Circle 74 or go to http://pb.ims.ca/5212-74 How SGﬁSfGCﬁOﬂ is measured.
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Now | actually have one.

TIME MAY BE MONEY. BUT TRUST ME, TIME’S WORTH A LOT MORE.
Switching to Windstorm wall sheathing saved me nearly $1,000 per house
on my last subdivision. | met hurricane code without blocking, stud-to-plate
connectors, or filler strips. | saved loads of time and avoided plenty of &,

hassles, too. Best of all, Windstorm OSB gave me my first taste of lé 1o\

the back nine in years. &N i ?ﬂ’

Circle 77 or go to http://pb.ims.ca/5212-77 / :‘} v

To learn more, A8 4

visit www.windstormOSB.com/pb WIN |

or call 1-866-411-5762. £ /:/ vy rdad g W
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Professional Builder

SEPTEMBER 26-29, 2006
Ritz-CARrRLTON, LAKE LAS VEGAS

W M%Wef

12:00 — £:00
HousinG Tour - MouNTAIN EDGE COMMUNITY

1 0) oo Bl cEoTe)
GoLr OuTING - REFLECTION BAY GOLF COURSE

6:00 — 8:00
WELCOME COCKTAIL RECEPTION

Wm@ M%W 20

8:00 —9:30

KEYNOTE ON LEADERSHIP — PATRICK LENCIONT

Patrick Lencioni is the founder and 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 Best Sellers list. His new book, Silos, Politics and Turf Wars, came out in March

2006. Pat consults 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.

9:45 —I1:00
REAL-ESTATE MARKET UPDATE — JOHN BURNS,
PRESIDENT, JoHN BurNs REAL EstaTE CONSULTING

GIANTS magazine columnist John Burns provides unique insight to the real-estate

market. He will share the trends, opportunities and threats facing home builders in

an increasingly difficult market.

11:00— I1:4§

BurLpiNng MATERIAL MARKET UPDATE —

BARRY RUTENBERG, PRESIDENT,

BARRY RUTENBERG AND ASSOCIATES

Barry Rutenberg has been a leading voice in understanding the impact building
material issues have on builders. He will share his timely information on

regulations, tariffs and other events affecting product supply.

BENCHMARK

The Premier Management Conference for the Housing Industry

DETAILS

RN (5 5 1T il
LEADERSHIP — LARRY WEBB,
CEO, Joun Laing HoMEs

Establishing a culture of leadership in a company requires inspired direction and

a strong plan. Hear from a recognized industry leader on successful methods for

developing true leaders in your organization.

115 ALIs—=20) 1 MG

STRATEGIC PLANNING — MARK HODGES,

SENTOR VICE PRESIDENT, CORPORATE OPERATIONS,
HOVNANIAN ENTERPRISES

Leadership translated into action only comes from strategic planning. The future
of Hovnanian Enterprises has been mapped by a clear plan. Learn about the
methodology for strategic planning executed by one of the largest, most

aggressive builders in the country.

2:15 — 2:45%

HumaN RESOURCES — MARK UPTON,

ExecuTive VICE PRESIDENT — WESTERN REGION,
TecuanicaL Orympic USA

The engine at the center of any successful home building company is
fueled by quality employees. Technical Olympic’s focus on supporting
quality people with best practices points to the clear connection

between recruitment/retention and superior operations.

3:00 — §:00

BREAKOUT SESSIONS —

LEADERSHIP, STRATEGIC PLANNING,
Human RESOURCES

6:00 — 10;00

NHQ AwarD DINNER

REGISTER TODAY!

O findlod) PRG Fonsassbabinse 7/,@;@%

In a year of change, home builders face new pressures from all sides. Ensuring they execute the details of their businesses is

essential to growth and prosperity. To help you succeed, the Professional Builder 2006 Benchmark Conference focuses on

the specifics of operating a quality home building company.

Our keynote speakers will address the essential success elements of leadership and team-building, providing the framework

for executing the details. Then our nationally recognized builders will delve into six areas that are essential to develop for

your company’s future success: Leadership, Strategic Planning, Human Resources, Trade Relations, Performance Manage-

ment and Construction Quality

W, MW 28

8:00 —9:30

KEYNOTE ON PERFORMANCE — KEITH HARRELL

Known for his energetic, innovative presentations, Keith
Harrell is a dynamic life coach who specializes in changing
behaviors through a positive attitude. While growing up in
Seattle, he aspired to become a professional basketball
player. Although he never realized that dream, The Wall
Street Journal says, “What sets him apart from less
successful speakers is driving ambition and an attitude

that refuses to flag” Through his company, Harrell

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

regarded as one of the country’s best speakers.

9:45 — 11:45

LEGENDARY SERVICE AT THE RiTZ

The Ritz-Carlton has earned a worldwide reputation for delivering customer services
that set a standard for every business owner to emulate. How do they do it? Get the

inside story on their methods to identify, hire, train and motivate employees to meet

the demands of the most demanding customers.

1 24 5 LN e
NRS SarisractioN 1 AwarD LuNncH

wwWW.PROBUILDER.COM/BENCHMARK

DETAILS

1:15 — 1:4§

TrRADE RELATIONS — BRYAN BINNEY,

VICE PRESIDENT OF OPERATIONS, SHEA HOMES

Developing partners to support the future of your business is essential to mitigate
the risk of home building. Trade partner relations mean sharing in each other’s
success. Executing that requires careful communication, attention to details

and long-term commitments.

IS ARCES SDERI s

PERFORMANCE MANAGEMENT — BILL SAINT,

CFO & DI1rRECTOR, SIMONINT BUILDERS

Every good company wants to improve performance. Establishing a foundation for
performance management is essential. 2006 Builder of the Year Simonini Builders
has created in-house methods that give the tools to its employees to meet enormous

expectations from demanding clients.

2:15 — 2:45%

ConstrucTtiON QUALITY — CHARLIE SCOTT,

Executive Vice PRESIDENT, THE ESTRIDGE COMPANTIES
Known for its superior customer service, The Estridge Companies starts the process
through a program of superior construction quality. Learn the techniques this dynamic

company uses to control, communicate and execute the craft of building every day.

et [F80XS;
BREAKOUT SESSIONS —

TrRADE RELATIONS, PERFORMANCE
MANAGEMENT, CONSTRUCTION QUALITY

6:30 — 10:00
NETWORKING OUTING —
NiINE FINE IRISHMEN PuB

9:00 —12:00

TEAM—BUILDING OPPORTUNITIES

After two days of hard work, bring your group together for fun and team-building ex-
ercises. Offered through the Ritz-Carlton, attendees will have access to hiking, biking,
ATV riding and other outdoor activities in the beautiful Lake Las Vegas area. Also, take
the opportunity to participate in team-building exercises such as a CSI Investigation or

Building a Catapult.




COLUMNS, BALUSTRADES R

& MOULDINGS

| ¢ Fiberglass Columns

¢ Poly/Marble Columns

{ « Synthetic Stone

Balustrades
& Columns

¢ Wood Columns

¢ Polyurethane
Balustrades,
Mouldings & Details

¢ GFRC Columns
& Cornices

¢ GRG Columns

. ~
American Heart
Associatione

Fighting Heart Disease and Stroke

& Details
o

* Cast Stone +
Balustrades & Details | Custom Quotations:

800-963-3060

elton..
lassics
Incorporated

www.MeltonClassics.com

Circle 251 or go to http://pb.ims.ca/5212-251

It’s the
gift of a
lifetime.

ADVERTISING MEANS BUSINESS.
PLACE YOUR AD TODAY!

MarketPlace

1.800.872.1608

WORTHINGTON

6950 Phillips Hwy, Suite 20 ® Jacksonville, FL 32216

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
s fight heart attack, stroke,
l'“l high blood pressure and
other cardiovascular diseases.
And bring others the joy and
freedom of good health.

Your Only Source For Fme Arch1tectural Details.

Columns e Balustrades ® Moldings

To learn more about how you
can leave a legacy for the
future call 1-800-AHA-USAL.
Do it today.

Call for a FREE Catalog.

www.WorthingtonMillwork.com

This space provided as a public service.
©1992, 1997 American Heart Association

Circle 252 or go to http://pb.ims.ca/5212-252



FROM THE MAKERS OF PRO-VENT... FVToYU] Y b

ODE BOX

I.%E.}ﬂg%g&@ ITE DOCUMENT LOCKUP BOX |[Bele € )}

Established 1979 Weatherproof Plan holder and Permit Display.

A e;a? Built to Last

30’ x 40’ x 10’ - $5,975
Since 1979 Heritage Building Systems has been
dedicated to providing the finest-quality, pre-engineered
steel structures at the lowest possible price.

1.800.643.5555

Circle 253 or go to http://pb.ims.ca/5212-253

for more details viit:

WWW.pro-vent.com

Discover must-have, hard to find Pro-Vent, Inc. « P.O.Box 3056 « Olathe, Kansas 66063 « 866-782-8862
information at the Research Store
on HousingZone.com. ~m % Circle 254 or go to http://pb.ims.ca/5212-254

Purchase the proprietary data you need ©
to run your business — reports include: g 3 ESAVAUp t0.50%

Professional Builders' Annual Giants Reports (99-03) i _ o PEREE Samplcs*

Professional Builders' Customer Satisfaction Survey A ¢ | % E ¥

Professional Remodelers' Home Remodeling Study e Y 3 e . sShipped to jobsite
Professional Builders' Internet Usage Study 5 f e sLarge selection from FHA

to upscale designer carpets

I‘JJ JrJ'J et "w_ww.DgltonCarpet«com’f‘ode'ms
Zong | andiresee '""‘“1 800-338-78T1x2425

Dalton Paradise Carpet POBox 2458 Dalton, Ga 30722

www.housingzone.com/research Circle 255 or go to http: //pb ims. ca/5212 255

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

eoe|d1e)uew

some real money in closets.

The perfect tool
for making profits in
the closet business. ProClosets

877-BUY-A-PRO

Circle 256 or go to http://pb.ims.ca/5212-256



Excavation & Grading Handbook Revised
This completely revised issue of a best-seller explains how to handle all
types of excavation, grading, paving, and compaction jobs: reading plans
and topo maps, understanding survey stakes, setting grade for cuts and
fills, grade pins and string line (with GPS, conventional and laser levels),
as well as actually doing the work — whether it’s a subdivision, commercial
pad or trenching job. Includes cutting drainage channels and laying and
removing asphaltic concrete. You'll find job-sequencing techniques
guaranteed to save you time and money on most jobs, and time-proven
techniques to help you through the difficult jobs. Includes detailed
instructions on using GPS and sonar technologies to help you work faster
and more accurately. Includes study questions on a FREE CD-ROM using
interactive software to help you remember what you've learned, or to
prepare for a license exam. 512 pages 8% x 11, $42.00.

Craftsman|

Order online at www.craftsman-book.com and save 10% when you use promo code
ﬁ ~ pb906! Or call 1-800-829-8123 Today!

Circle 257 or go to http://pb.ims.ca/5212-257

= Custom Signage for

Builders & Developers

JHALiL,
offermg &cllgw

| aitio contentfrom
_ 651-998-0226 | J

. ——
: : HousingZone.com,

MarketPlace

P AR RK- 4

L
Call For A Free Brochure And Pricing Information

1-800-223-2788 - www.elementsinc.com

Circle 258 or go to http://pb.ims.ca/5212-258

Professional Builder and
Professional Remadeler

magazines

Professional Builder

Got
BEmH MARK www.Housinngn:com/hzradio

The Premier Management Conference for the Housing Industry iz

- Ritz-Carlton

Lake Las Vegas ? GiAT]. .‘A:-;‘ it : -
September 27 29 2006 i o r‘adlo,))




HARDWOOD
MO LDINGS

Any length, Any width,
Any thickness

Lumber ¢ Plywood ¢ Burls
Turning Blocks ¢ Veneers

| Call for a fast,
- free quote

(L

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

Circle 259 or go to http://pb.ims.ca/5212-259

Moulding
Catalog
$40 + $10 s&h

Place Your Builders'
Marketplace Ad In

Professionalduilder

Call Shelley Perez at
630-288-8022
Fax: 630-288-8145
Email your ad copy to:

shelley.perez@reedbusiness.com
2000 Clearwater Drive
Oak Brook, IL 60523

FLEX-C
ARCH

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.

O
=
x
=
[t
<
L
TR

2"x4"
2"x 6"
2"x 8"
2"x10"
2"x12"

5' and 8' Lengths

o-X314

ABIL/r
* N’ée?

4d3avaiH

Contact Flex-Ability Concepts, The Curved Wall People™ for complete instructions, product
specifications, load capacities and allowable heights. Assistance is also available for

finding all your curved framing resources and for finding a dealer near you.

Circle 260 or go to http://pb.ims.ca/5212-260

If you're responsible for estimating,

Area and Volume take-offs.

The optional PC Interface Kit makes it
simple to input values directly into a
spread sheet or estimating program.

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

ScALE MASTER 1

Advanced Digital Plan Measure with Optional PC Interface

bidding or planning, the Scale Master Il
is easy-to-use for fast, accurate Linear,

The Estimating Tool
Pros Rely On!

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

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

 Wide range of Dimensional Units: Decimal Feet,
Feet-Inches, Decimal Yard-Feet-Inches, Miles,
Nautical Miles, Acres, Millimeters, Meters,
Kilometers, Hectares — Square and Cubic formats

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

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

OPTIONAL PC INTERFACE KIT

ﬁ X
WINNING

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

CALCULATED
INDUSTRIES’

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

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

Visit us on the web at: (_ www.calculated.com k

—’_1

L’romo

Eo‘c;e;'“l;ROB-QOG




YOUR TICKET TO

_ (‘\e_w MUST-HAVE,
* Approved for 1 Hour Wall HARD To FIND
* Minimize Service Calls IN FORMA‘I‘ION

ln_o_ a’e * No Trim-Ring Required

=" Technologies Inc 888-443-7937 www.Dryerbox.com

Circle 261 or go to http://pb.ims.ca/5212-261

Visit HousingZone.com
for the latest news
product information &
the latest research in
the building industry.

* News & Articles
e Latest Product Trends
- o , * Forums & Web Casts
C{’,‘,}}H‘?‘S, 1 i1 i iy | | Il | *Plans & Projects
‘ ‘ | * HZ University
* Cost Estimators
e Awards & Events
* Business Tools
* Research & Data
e Subscriptions for
Digital Editions of

A
Magazines
ARCHITECTURAL “ MALL * Subscriptions for Digital
Oakbrook Terrace, IL 60181
630-279-9993 | (—
Circle 262 or to htt; // b ms. ca/5212 262 J—J QU:’JrJg
— Zone

Den't Ferget (o Udventise
Place your ad in PROFESSIONAL BUILDER

Call Shelley Perez at 630-288-8022 « Fax: 630-288-8145 WWWh[lUSII]gZUIIBC[lm




y__ 9
s Gontractors Too Much Stress?
Make More Money
Working Fewer Hours
With Fewer Headaches
By Becoming a...
CONSTRUCTION CONSULTANT.

* Capture lost income by working with clientsasa ?‘ SAVE $2500! 75‘
National Home Building Consultant. - Be the First in Your Area. =
* Reduce your stress by eliminating owner complaints [Ss== CALL NOW <

and deadlines.

B * Cut your work load in half while maximizing profits.
Maintenance-Free * Enjoy knowing you’ve helped people get the most

Cupolas and Louvers house for their dollar.

Maintenance-Free, stock & custom cupolas from * End competifive bidding.
New Concept Louvers are wrapped with PVC
coated aluminum and copper. Made from the
same materials as our custom louvers, they never
require painting like wood products. They arrive
in three easy to install pieces pre-cut to fit any
roof pitch, and can be ordered in stock sizes or
to custom specifications. Over 400 colors are

National Home Building
( CONSULTANTS
/ o000 0O0OCGCONOS

CALL : 1-877-422-6728
www.NHBConsultants.com

* Feel appreciated instead of blamed.

Circle 264 or go to http://pb.ims.ca/5212-264

available, as well as many different weather vanes Soap Dishes
and accessories.
New Concept Louvers Shampoo Shelves
800-635-6448

www.NewConceptLouvers.com
Circle 263 or go to http://pb.ims.ca/5212-263

Toiletry Shelves

Shaving Steps

b

BUSINESS
OPPORTUNITY

Miss your kids?
Working way to much
for way too little?
Potential to earn

DK LINER

The Custom! NichelIni20! Mintites
888ﬁ.82.2545 .
Du Ig lin er.com

B - el
Effortless Installation » Increased Profitability * No Leak Callbacks
Circle 266 or go to http://pb.ims.ca/5212-266

executive income

from home.
Full or part-time.

: : . z
Incredible profit American Heart ASSOCIATION
margins. Associatione MEMORIALS & TRIBUTES

- . g %) [ N,
Ca": Fighting Heart Disease and Stroke "éyﬂ"/'m "Ks\‘

800-784-2718 NRALEEE .more.than 1-800-AHA-USA 1.
memorics 3.11V€. This space provided as a public service.

Circle 265 or go to http://pb.ims.ca/5212-265 ©1994, 1997, American Heart Association

AMERICAN HEART
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ADVERTISEMENT

Product Showcase / INnterior/Exterior

OrAc DECOR® CEILING MEDALLIONS
BY QOUTWATER

BN With nearly 50 different designs

';) from which to choose, Outwater’s
8 Orac DEcor®  high-density
polyurethane Ceiling Medallions
can be used right out of the
package as simple yet elegant
ceiling ornamentation or can
be easily adapted for use with
chandeliers or other lighting
fixtures by merely drilling through
their centers. Factory primed,

| they are ready to be painted,
glazed or faux finished the same
day as installation.

FRrEE 1,100+ PAGE MASTER CATALOG!

LOWEST PRICES...WIDEST SELECTION... ALL FROM STOCK!

485  ARCHITECTURAL PRODUCTS BY QUTWATER
e\ Call 1-888-772-1400 (Catalog Requests)

/ 1-800-835-4400 (Sales) » Fax 1-800-835-4403

EN www.outwater.com

New Jersey * Arizona * Canada

&
™
5
e\

Makes Shrface Protection
& Dust Control

2

T,

Call for our FREE Surface Prc)Jt:c?io-n Guide

1-800-789-6633

www.protectivepljoducts.com

Circle 202 or go to http://pb.imsca/5212-202

L Think Greeng

Think Seagull°lV!

SEAGULLIV “All Natural” and environmentally friendly water
purifiers provide instant, great tasting pure water for drinking, cooking
and ice cubes, right at the kitchen sink. These compact, easy-to-install
purifiers remove foul taste, odor and chemical pesticides

such as chlorine without chemicals, electricity
or wasted water.

Independently
certified to meet
EPA Standard
for Microbiological
Purifiers against
Bacteria, Cysts
and Viruses!

©2006 - ® ™ are registered trademarks of General Ecology, Inc.

No polluting chemicals * No electricity
No plastic bottles * No wasted water

B4 800-441-8166 www generaiecoiogycom

All health claims not in accordance with local or state laws are hereby withdrawn.

Y s

Circle 201 or go to http://pb.imsca/5212-201
5 | i
1! i

Professionalbui

For information on advertising
in the Product Showcase
contact Shelley Perez at
Ph: 630-288-8022 ¢ Fax: 630-288-8145

Business Solutions

Product Showcase

ructionOffice”

Construction Productivity Software

Professional Network Versions

starting at 5 user package
499 “+7$1499

Experience the Difference.

© Estimating ©Scheduling

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

QuickBoostB) E]fz Office

Download a FREE TRIAL at www.udatechnologies.com or call 1.800.700.8321

Circle 203 or go to http://pb.imsca/5212-203




ADVERTISEMENT

Business Solutions / Product Showcase

g, ".'."’ Sell Homes & Options
. . N .

What makes Sales1440° CRM stand out?

sales are down?
sitting on inventory?

-, E“ =

a different approach...

Don't ask us. Listen to your fellow home builders.

In a recent study, we asked our customers why
BuilderVision helps builders in three ways: sell more homes, sell more
they selected Sales1440 CRM over the other guys. upgrades,lower your cost of sales. BuilderVision is your automated

The results were unanimous: sales person! No one likes high pressure sales people, and home-
owners are no different. With BuilderVision, you can sell more homes
and upgrades without talking your prospect into the sale.

’4' The homebuyer sells herself, and you get the profits.

-

: % On-line Selection Center

BuilderVisien"

Phone: 248-380-9080 www.buildervision.com

1. Unequaled Functionality
2. Ease-of-Use & Implementation
3. Internet-Based & On Demand

Start selling more homes today: www.Builder1440.com/sellmore.

(»)Builder1440

Circle 204 or go to http://pb.imsca/5212-204 Circle 205 or go to http://pb.imsca/5212-205

How Houses

Are Drawn

SoftPlan Version 13
floorplans

Cross sections
elevations

framing diagrams
site plans

3D renderings
material lists

Version 13

1-800-248-0164 www.softplan.com

ARCHITECTURAL DESIGN SOFTWARE

PROFESSIONAL BUILDER 09.2006 HOUSINGZONE.COM

Circle 206 or go to http://pb.imsca/5212-206
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ADVERTISEMENT

Product Showcase / INnterior/Exterior

Sell the Premium Upgrade thatDoubles Your Gas Log Sales

Now Powered with Millivolt!
The First Electronic Damper for Gas Log Fireplaces

DESIGN . . . .
FLEXIBILITY Flue Sentinel tested and listed Electronic Damper for gas log fireplaces:

With or Without Glass o

Automatically opens just before gas logs ignife, automatically closes
Doors or Panes

when logs are turned off

BUILDING CODE ¢ Eliminates drafts, saves up to 30% on heating and airconditioning
SOLUTION ¢ Offers unlimited design options

Solves Open Damper + Removes the need for glass doors or panes What's New s

Code lssues )
+ Increases hearth size, enhances natural beauty On The Flue!

+ Mounts at the fop of the chimney
+ Keeps entire flue af optimum temperature, facilitates proper airflow
* Easy fo install

_ + One switch operation

Available in Millivolt & 24 VAC models

Nearly all states mandate manual dampers
be in the permanent open position or

completely removed. That’s like leav-
g 5 > - o .
- SENTINEL ing a 48” window open year-round. Go to. www.ﬂuesenhnelocom

Circle 207 or go to http://pb.imsca/5212-207

%ﬂ”‘”ﬂﬂ/ﬂ create a Watertight shower
ST

in less time with products from Noble Company

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

PRO-SLOPE
Creates the slope required under the shower pan.

Chloraloy
Shower pan liner made from CPE. Guaranteed to last.

NobleSeal TS
Thin-set waterproofing for shower walls, drying areas, floors, etc.

Clamping Ring Drain
Available with either a square or round strainer.

NobleSeal® TS ProForm™
~,

Chloraloy®
Shower Pan
Liner ~

~

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. PRO-SLOPE™ ™~ e
Curb
Call 800-354-3342 for a free brochure or browse our web Clamping Ring Drain -
. . . . . *, Positive Weep
site. www.finlandiasauna.com for complete information. Protector™

Finlandia Sauna for your health!

N 800-878-5788
Noble Company)  \y\ww.noblecompany.com

Circle 208 or go to http://pb.imsca/5212-208 Circle 209 or go to http://pb.imsca/5212-209

Finlandia Sauna




ADVERTISEMENT

Interior/Exterior / product Showcase

Weather Shleld Rounds Out Door

Offerings i
Designed for those who refuse to compromise
on design, Weather Shield® introduces the new /{W 4/
1 aluminum-clad full radius hinged patio door. %
Unlike thin roll form cladding, the heavy-duty
060" extruded aluminum cladding on the frame
and panels offers dent resistance. And the frames
may be matched to the aluminum exterior
panels in one of 55 standard and designer
colors. Discover more at www.weathershield.com SANDBLASTED WINE & LAUNDRY

or call 1-800-477-6808. FAUX FRENCH & REEDED GLASS
Weather Shield Windows & Doors

Circle 210 or go to http://pb.imsca/5212-210

iLevel™ Trus Joist® TlmberStrand® PSL

ETCHED PANTRY GLASS

SIDE-LITES & HALF-LITE DOORS

SPECIALTY GLASS DESIGNS

iLevel Trus Joist TimberStrand laminated strand lumber (LSL) is a ‘ ‘ _1

hlghl—qulallty e.nglne_ered wood product available for a wide range of ! i W’OOd
applications, including beams, rim board, treated sill plate, headers, IS | 4 ‘ ‘ INTERIDRDUUHS
columns and studs. Builders choose TimberStrand LSL because it is I\ Hendoraftod By Herads Vensared Froducts
fonastently strong, straight and true. www.iLevel.com; 1-888-iLevel8 P.. s ' A8 &

iLevel by Weyerhaeuser DISTRIBUTOR OPPORTUNITIES AVAILABLE ¢ WWW.WOODPORT.COM

Circle 211 or go to http://pb.imsca/5212-211 Circle 212 or go to http://pb.imsca/5212-212

Staron Quartz by Samsung In-Wall Security Cabinets
Staron Quartz byl Samsung oﬁers consumers THE ULTIMATE 'N PROTECTION & SAFETY

beauty and functionality. Comprised of 93%
I natural quartz crystal, it provides durability and
high scratch resistance. Unlike granite, Staron
Quartz is non-porous and does not require
sealing. The introductory line includes 14 colors
ranging from warm neutrals to deep midnight
blue and black. www.getstaron.com/qtzbld1;
1-800-795-7177 ext. 640

Samsung

Circle 213 or go to http://pb.imsca/5212-213

YOUR TICKET TO MIUST-HAVE,
HARD TO INFORMATION

Profit opportunity using value add option

Offer products others do not offer

Visit the Research Store — Qi g
on HousingZone.com : Simplistic home security for your customers

to purchase Provide peace of mind
proprietary data ~ Home design benefit which can be built into the mortgage
you need to run

your business: Contact us for special builder ﬂr icing.

Professional Builders' Annual Giants Reports (99-03) Tiffin Metal Products Co (

Professional Builders' Customer Satisfaction Survey 450 Wall Street
Professional Remodelers' Home Remodeling Study Tiffin, OH 44883
Professional Builders' Internet Usage Study 800-537-0983 METAL pnonuc'rs

| [e— ~
J-J QUSJJ'Jg - www.tiffinmetal.com
pASIJE=mm Wwww.housingzone.com/research

Circle 214 or go to http://pb.imsca/5212-214
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Ad Index For FREE information on any Professional Builder advertisers, go to http://probuilder.ims.ca

Company Page Number Circle # Phone Number For more information
+Ainsworth Lumber Co 60 87 877/661-3200 http://pb.ims.ca/5212-87
American Express 47, 49 29, 31 866/805-1239 http://pb.ims.ca/5212-29
Architectural Grille 48 30 718/832-1200 http://pb.ims.ca/5212-30
+AS| Building Products 24 15 800/262-6624 http://pb.ims.ca/5212-15
Atrium Windows & Doors 30-31 21 800/421-6292 http://pb.ims.ca/5212-21
AZEK Trimboards 91 58 866/549-6900 http://pb.ims.ca/5212-58
BASF Polyurethane Foam Enterprises LLC 64 41 800/900-FOAM http://pb.ims.ca/5212-41
Blue Linx 87 55 888/502-BLUE http://pb.ims.ca/5212-55
+Boral Bricks 82 88 770/645-4510 http://pb.ims.ca/5212-88
Bosch Appliances 69 44 800/866-2022 http://pb.ims.ca/5212-44
Broan-NuTone 59 35 800/548-0790 http://pb.ims.ca/5212-35
Capital One Services Inc. 32 22 800/955-7070 http://pb.ims.ca/5212-22
CertainTeed Siding Collection 63 40 800/233-8990 http://pb.ims.ca/5212-40
Cooper Wiring Devices 16 9 800/775-4802 http://pb.ims.ca/5212-9
Countrywide 36 51 800/262-4214 http://pb.ims.ca/5212-51
+Crown Heritage 24 16 800/745-5931 http://pb.ims.ca/5212-16
DaimlerChrysler Corp. 50, 96 248/576-5741
Delta Faucet Company 71 47 800/345-DELTA http://pb.ims.ca/5212-47
DesignLens 92-93 59 630.288.8165 http://pb.ims.ca/5212-59
Dynami Solutions, LLC 22 13 618-972-7052 http://pb.ims.ca/5212-13
Easy Arch 100 39 800/854-2461 http://pb.ims.ca/5212-39
Endura Products Co. 75 48 800/334-2006 http://pb.ims.ca/5212-48
Exaktime Inc. 62 66 888-788-8463 http://pb.ims.ca/5212-66
FlowGuard Gold® Pipe & Fittings 14 7,8 888/234-2436 x7393 http://pb.ims.ca/5212-7
Ford Motor Company 4-5 23 800/258-FORD http://pb.ims.ca/5212-23
Fypon 84 53 800/446-3040 http://pb.ims.ca/5212-53
+Hanson Brick 95 89 888/HANSON8 http://pb.ims.ca/5212-89
+Hanson Roof Tile 70 45 888/HANSON8 http://pb.ims.ca/5212-45
lcynene 102 68 800/758-7325 http://pb.ims.ca/5212-68
James Hardie Building Products Inc. 81 50 888/HARDIE-1 http://pb.ims.ca/5212-50
JELD-WEN 94, c4 60, 61,85  800/535-3462 http://pb.ims.ca/5212-60
Kleer Lumber 83 52 866/KLEER-70 http://pb.ims.ca/5212-52
Kohler Company 77-78 800/4KOHLER
+Louisiana-Pacific TechShield 24 17 800/648-6893 http://pb.ims.ca/56212-17
Marvin Windows & Doors 12-13, 20-21 6, 12 800/435-0013 http://pb.ims.ca/5212-6
Masonite International Corporation 105 69 800/663-DOOR(663-3667) http://pb.ims.ca/5212-69
E:Aasc}erCard Small Business Construction c3 84 http://pb.ims.ca/5212-84
ar
Merillat Industries Inc. 6-7 517/263-0771
+NAHB %411,229, 1086, 95-98 800/368-5242 http://pb.ims.ca/5212-95
+Nationwide Homes Inc 29 19 800/216-7001 http://pb.ims.ca/5212-19
+Norbord Industries Inc 113 7 416/365-0700 http://pb.ims.ca/56212-77
NRS Corp. 111 74 800/851-5823 http://pb.ims.ca/5212-74
Peachtree Doors & Windows c2-3 1 888/888-3814 http://pb.ims.ca/5212-1
Pella Corp. 67 43 888/84-PELLA http://pb.ims.ca/5212-43
+Quality Stone Veneer 106 70 800/795-3229 http://pb.ims.ca/5212-70
Red Wing Shoe Co. 108 73 800/RED-WING http://pb.ims.ca/5212-73
+Reico Kitchen & Bath 70 46 800/REICO-11 http://pb.ims.ca/5212-46
Residential Warranty Corp. 98 99 717/561-4480 http://pb.ims.ca/5212-99
+Rheem Manufacturing Co. 112 75 800/548-RHEEM http://pb.ims.ca/5212-75
Salsbury Industries 90 514 800/624-5269 http://pb.ims.ca/5212-57
Schneider Electric 86 54 1-888-SQUARED http://pb.ims.ca/5212-54
+Simonton Windows® 60 86 800/542-9118 http://pb.ims.ca/5212-86
Simpson Strong-Tie Co. Inc. 19 11 800/999-5099 http://pb.ims.ca/5212-11
Sprint Spectrum 107 72 800/SPRINT-1 http://pb.ims.ca/5212-72
Sterling Plumbing 27,28 800/STERLING
Therma-Tru Patio Door Systems 39, 40 26, 27 800/THERMA-TRU http://pb.ims.ca/5212-26
Therma-Tru Residential Entry Systems 42-43 28 800/THERMA-TRU http://pb.ims.ca/5212-28
Trimline Building Products 18, 101 10, 67 800/438-2920 http://pb.ims.ca/5212-10
Tyco Fire & Building Products 57 34 877/438-8926 http://pb.ims.ca/5212-34
+TechTrim 24 14 877-463-8379 http://pb.ims.ca/5212-14
+Open Joist 99 65 866-242-6610 http://pb.ims.ca/5212-65
Vanguard Industries, Inc. 66 42 800/775-5039 http://pb.ims.ca/5212-42
Verizon Wireless 88 56 800/ VZW-4-Blz http://pb.ims.ca/5212-56
Western Red Cedar Lumbar Assn. 53 33 604/684-0266 http://pb.ims.ca/5212-33
iLevel, A Weyerhaeuser Company 11 5 800/887-0748 http://pb.ims.ca/5212-5
Windsor Window Co. 79 49 800/887-0111 http://pb.ims.ca/5212-49
WorldBanc Financial 8 4 708-596-9700 http://pb.ims.ca/5212-4
+REGIONAL ADVERTISER
Lower Level Living Supplement
Bilco 4 92 203/934-6363 http://pb.ims.ca/5212-92
CertainTeed Insulation 12 94 800/233-8990 http://pb.ims.ca/5212-94
DriCore Subfloor System 10 93 866/976-6374 http://pb.ims.ca/5212-93
Tremco Barrier Solutions 2 90 800/DRY-BSMT http://pb.ims.ca/5212-90
Ovrx Insulated Basement Sys 9 91 866/544-6879 http://pb.ims.ca/5212-91
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INTRODUCING THE MASTERCARD BUSINESSCARD® FOR CONSTRUCTION.

Whether it’s cement, lumber or bricks, now there’s a smarter way to pay for

all your business needs. The MasterCard BusinessCard® for Construction offers
you up to 85* days to pay your balance so you can control your cash flow. It also
organizes costs per project and gets you discounts from leading suppliers like Ace
Hardware and Timberland PRO. Visit www.mastercardbusiness.com/construction.
there are some things money can’t buy. for everything else there’s MasterCard®

*Includes 55-day grace period. Payment date varies based on date of purchase within 30-day billing cycle. ©2006 MasterCard International Incorporated.

Circle 84 or go to http:/pb.ims.ca/5212-84
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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. All other trademarks are the property of their respective owners.

JELD-WEN offers a wide range
of windows and doors
that include Low-E glass.

In warm weather, Low-E glass reflects
the sun’s energy and prevents
it from entering the home.

In cold weather, Low-E glass
reduces the amount of heat loss
by reflecting it back inside.

it was cool. Or hot.

\

Wood Casement Window Vinyl Geometric Window Courtyard Collection Steel Door
Wood French Door

For years, homeowners have relied on JELD-WEN for energy efficient windows and doors. Now Low-E glass comes
standard in our wood windows and patio doors, and in our Courtyard Collection steel doors. It's also an option in our
vinyl or aluminum windows, and in our Premium Wood doors. Low-E is just one of a variety of energy-saving choices

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

windows and doors, call 1.800.877.9482 ext. 4314, or go to www.jeld-wen.com/4314.

RELIABILITY for real life ~ JELD'WEN

WINDOWS & DOORS

ENERGY STAR Circle 85 or go to http://pb.ims.ca/5212-85





