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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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“There were many reasons we chose to
use brick at Belmont Bay. I’ll start 
with design flexibility. We originally
thought of using pre-cast for the accent
portion on the fronts but brick had a
much better look, more subtle color,
and actually cost less. Then there’s the

architectural statement we wanted to
make here. Reminiscent of New York
brownstones. Urban and urbane – 
from the elevations to the genuine clay
pavers in the sidewalk. But at the end 
of the day, here’s the most important
reason. When you’re building 44 homes

“When you have $5 million i
you’re very particular ab

PB_3-07ads   6PB_3-07ads   6 2/20/2007   3:46:07 PM2/20/2007   3:46:07 PM

R E A L  H O M E S  A R E  

m a d e o f B R I C K .
TM

like these, brick is what buyers want 
and what they expect to see. We never
considered using anything else.”

Contact a brick manufacturer or local distributor to
learn more about improving your bottom line by using
brick. Or, see www.gobrick.com/find_brick for a
list of BIA manufacturers and distributors. 

n inventory in one city block,
out the materials you use.”

Mike Anderson,

Project  Manager,  Mil ler  and Smith

For FREE info go to http://pb.ims.ca/5330-3
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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, or go to certainteed.com.

(Wood snobs are, of course, welcome.)

Wood snobs, you are officially on notice.

EXTERIOR: ROOFING •  SIDING •  WINDOWS •  FENCE •  DECKING •  RAILING •  MILLWORK •  FOUNDATIONS •  PIPE
I N T E R I O R : I N S U L AT I O N  •  WA L L S  •  C E I L I N G S

For FREE info go to http://pb.ims.ca/5330-5
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Great References!

This set sells for 
$6500 plus shipping if 
ordered by April 1.

NC residents will be charged 
7% taxes on the total.

Tiptaker, Inc.
www.tiptakersplaygroundequipment.com

sales@tiptakersplaygroundequipment.com

pbx0703_tiptakr.indd 1 02/15/07 1:12:44 PM

For FREE info go to http://pb.ims.ca/5330-7
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Very few new homes have been 
bought in the last year; hundreds 
of thousands, though, have been sold. 
If you don’t quite get that statement, 
ask your salespeople. They understand 
it. They see it every day. 

Over the last year, we have tended 
to point an accusatory finger at our 
sales staffs. For the last decade, they’ve 
been order takers, we’ve said. They’ve 
been propped up by a sellers’ market 
where high demand made them fat and 
happy. Times are harder now, and we 
expect more from sales staffs that had it 
so good for so long. I heard of a young 
salesperson in California earning more 
then $300,000 a year. She spent it all 
on a luxury car, expensive clothes and 
lavish vacations. Apparently, she didn’t 

believe the spigot could ever turn off. 
But it did, and in California it turned 
off quickly. Now she is broke. She had 
to sell everything and move back to 
Texas to live with her parents.

Those kinds of stories encourage 
us to accuse salespeople of a lack of 
discipline. 

This issue of Professional Builder 
lauds the sales and marketing people 
who have put in the hard work, scored 

major successes and received industry-
wide recognition for their efforts.

For 26 years, the National Associ-
ation of Home Builders’ Sales and 
Marketing Council has presented the 
National Sales and Marketing Awards. 
Known simply as “The Nationals,” 
these awards recognize those people on 
the front lines of the housing industry 
— the people we scorn when times are 
tough and acknowledge somewhat envi-
ously and resentfully when times are 
good. Now, though, is the exact time we 
should be praising them for their efforts 
in the face of a thousand “noes.” 

In this issue, we present all the win-
ners, and we have additional coverage 
in our sister publications. The March 
issue of Custom Builder will showcase 

winners of large production homes and 
custom homes. The April issue of 
Housing Giants will profile the people 
on the front lines: rookie salesperson of 
the year, salesperson of the year, sales 
team of the year, sales manager of the 
year and marketing director of the year.

Some of the stories here are re-
markable. Sales teams and marketing 
campaigns succeeded in spite of 
shrinking demand and increasing neg-

ative publicity from the consumer 
press. How can you sell in a market 
when the front page story in every 
major newspaper describes a collaps-
ing housing industry? Only through 
effective marketing, a strong sales 
system and great people.

As our industry claws back up to its 
previous levels (and believe me when 
I say we will), it will do so by follow-
ing the leadership of our sales and 
marketing teams. In a great market, 
we can all survive. In a tough market, 
a great sales and marketing team will 
overcome both the market and our 
own errors. Didn’t get the pricing 
quite right on phase one? A great sales 
team will help. Got a black eye in the 
community? A great marketing team 
will help. 

It is that essential talent and exper-
tise that The Nationals recognize. So, 
turn to page 64 and become inspired 
by what is possible with people who 
don’t take “no” for an answer. PB

Sales Leaders
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PERSPECTIVE
by Paul Deffenbaugh

In a tough market, a great sales and marketing 
team will overcome both the market and 
our own errors. 

Paul Deffenbaugh
Editorial Director
630/288.8190
paul.deffenbaugh@reedbusiness.com

Correction
On page 61 of the February issue, we incorrectly identified Kathy Browning’s 
company and location. Browning owns Design Consultants in Virginia 
Beach, Va.

Do you work for a great home builder? 

Nominate your company and it could be featured as one of Professional 
Builder’s Best Workplaces. Go to www.probuilder.com/bestworkplaces now 
and complete the survey. The deadline is March 23.

‘‘
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BUILT BEYO 
INTRODUCING THE ALL-NEW FULL-SIZE TUNDRA. This truck will withstand even the most rigorous inspection. The

Tundra’s available 5.7L V8 delivers 381 hp, 401 lb.-ft. of torque and up to 10,800 lbs. of towing capacity.1, 2 Its huge bed can stow

a shopfull of tools or materials with an available payload capacity up to 1,990 lbs.3 All the storage, comfort and elbow room the

cab offers means it can double as your on-site office. And the Tundra’s quality of construction is beyond reproach. After all, it is

a Toyota. And, better yet, it’s assembled right here in the U.S.A. Inspect one for yourself, today. Find out more at toyota.com  

PB_3-07ads   14PB_3-07ads   14 2/22/2007   1:07:14 PM2/22/2007   1:07:14 PM

ND CODE.

1 4x2 Regular Cab Long Bed.
2 Before towing, confirm your vehicle and trailer are compatible, hooked up and loaded properly and that you have any necessary additional equipment. Do not exceed any
Weight Ratings and follow all instructions in your Owner’s Manual. The maximum you can tow depends on the total weight of any cargo, occupants and available equipment.
3 Payload is the GVWR minus curb weight and includes weight of occupants, optional equipment and cargo, limited by weight distribution. Payload is not the Vehicle Capacity
Weight as defined by FMVSS 110, which will vary according to installed optional equipment.
Options Shown. ©2007 Toyota Motor Sales, U.S.A., Inc.

THE TRUCK THAT’S CHANGING IT ALL.

For FREE info go to http://pb.ims.ca/5330-8
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TEST:

RESULT:

> C O N F I D E N T I A L <

LIKE IT’S SLATHERED 
IN SPF 80.

HOW DOES ULTREX 
HANDLE UV RAYS?

TEST:

521-738No.
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Built to Perform

Ultraviolet (UV) rays eat into vinyl like

sharks digging into chum. On Integrity®

windows and doors made with Ultrex,®

our patented process applies an acrylic

coating two to three times thicker than

any competitor’s. It resists UV-related

fading, discoloration and chalking, 

so Integrity products keep their good

looks longer and keep callbacks at bay.

NEW PRODUCT DEVELOPMENT LAB

WOOD-ULTREX DOUBLE HUNG 
with New Simulated Divided Lites (SDL)

P
R

O
D

U
C

T
:

VINYL

Official Product Testers: ,

Watch the tests and enter for a chance to win Integrity windows at

WWW. INTEGRITYWINDOWS.COM
For a catalog or your nearest dealer call 1-800-687-6661

©2007 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors. 
No purchase necessary. A purchase will not improve an individual’s chance of winning with such entry. 

For FREE info go to http://pb.ims.ca/5330-9

PB_3-07ads   17PB_3-07ads   17 2/22/2007   1:13:43 PM2/22/2007   1:13:43 PM



1010 East 62nd Street, Los Angeles, CA 90001-1598  
phone: 1-800-624-5269 • fax: 1-800-624-5299

Editorial Director
Paul Deffenbaugh 630/288-8190
paul.deffenbaugh@reedbusiness.com

Group Managing Editor
Erin Hallstrom-Erickson 630/288-8198
erin.hallstrom@reedbusiness.com

Production Editor
Rhonda Jackson 630/288-8167
rhonda.jackson@reedbusiness.com

Copy Editor
Sara Zailskas 630/288-8197
sara.zailskas@reedbusiness.com

Senior Editors
Mark Jarasek 630/288-8171
mark.jarsek@reedbusiness.com

Bill Lurz 941/371-4804
bill.lurz@reedbusiness.com

Felicia Oliver 630/288-8483
felicia.oliver@reedbusiness.com

Products Editor
Nicholas Bajzek 630/288-8187
nicholas.bajzek@reedbusiness.com

Senior Contributing Editor
Matt Power (207) 780-0227 
mpower@maine.rr.com

Contributing Editors
Scott Sedam, John Rymer, Rodney Hall, 
Paul Cardis, Scott T. Shepherd

Vice President, Publishing Director
Julian Francis 630/288-8826
julian.francis@reedbusiness.com

Director of Finance
Bruce Ksiazek 630/288-8120
bksiazek@reedbusiness.com

Director of Electronic Media
Karthi Gandhi 630/288-8172
karthi.gandhi@reedbusiness.com

Circulation Manager
Angela Tanner 303/470-4488
atanner@reedbusiness.com

Creative Director
Bill Patton 630/288-8050
bpatton@reedbusiness.com

Editorial & Publishing Office
Professional Builder
2000 Clearwater Drive
Oak Brook, IL 60523
Telephone: 630/288-8000
Fax: 630/288-8145

Reed Business Information
Tad Smith Chief Executive Officer
Jeff Greisch President, Chicago Division

S
T

A
F
F
 

V
O

L 7
2

  N
O

 3

SUBSCRIBE TO

PROFESSIONAL BUILDER ONLINE AT

WWW.HOUSINGZONE.COM

CUSTOM DESIGNED, FABRICATED AND FINISHED PERFORATED AND BAR GRILLES

#200 Square Link

Perforated & Bar Grilles • Curved Grilles • Waterjet & Laser cutting • Stock Items Available
ARCHITECTURAL GRILLE 42 Second Avenue, Brooklyn, New York 11215 Phone 718.832.1200  Fax 718.832.1390  www.archgrille.com

* Phone number valid outside of New York State.

The flexibility you need.
FOR YOUR COMPLIMENTARY CATALOG CALL US AT 1.800.387.6267*

#210 School Slot #225 Majestic

For FREE info go to http://pb.ims.ca/5330-10

For FREE info go to http://pb.ims.ca/5330-11
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atrium.com

On-time delivery doesn’t start with delivery. It starts by making your windows right the

first time. And following through from the initial order, manufacturing, and shipping.

Atrium understands your commitment to your homebuyers, it’s why we make your

windows right, ship them complete and deliver them on time. Our national presence

allows us to deliver millions of windows and doors to job sites all across America, every

year. We deliver on delivery.

The Atrium Family of Brands
For FREE info go to http://pb.ims.ca/5330-12
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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 1-888-744-5418 or visit us at www.dynamisolutions.com.

www.dynamisolutions.com

WHAT IF...
YOU RAN YOUR BUSINESS, INSTEAD OF

YOUR BUSINESS RUNNING YOU?

TRIM AREA

For FREE info go to http://pb.ims.ca/5330-13
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Increasing shareholder value 
is one of management’s 
main responsibilities. This is 
often accomplished through 
a series of cost-cutting mea-
sures, from staff reductions 
to renegotiated vendor con-
tracts. Another technique 
for increasing shareholder 
value is to shift certain costs 
to consumers. Externalizing 
costs to customers, however, 
is a shortsighted and ill-fated 
tactic that usually does more 
to sacrifice customer delight 
than boost shareholder value.

To understand the link 
between customer satisfac-
tion and shareholder value, 
consider Pulte Homes, one of 
the top builders in the nation 
when it comes to customer 
satisfaction. On Jan. 7, Pulte’s 
stock price was down 27 per-
cent from its three-year high. 
That might seem like a lot, 
but not when compared with 
the 50, 70 or even 90 percent 
declines experienced by some 
other publicly traded builders. 

Pulte is not the only 
publicly traded builder 
whose customer satisfac-
tion has insulated it from 
deep declines in stock price. 
Others include Lennar Corp., 
NVR and Centex Corp. — all 
top performers in customer 
satisfaction.

A look at how referrals 
affect a builder’s bottom line 
highlights the link between 
customer satisfaction and 
stock performance. 

We surveyed prospective 
home buyers to determine 
how many were referred by 
family members or friends. 
The average builder has 
7.4 percent of its prospects 
referred by family members 
or friends. Pulte, however, 
reports more than 40 per-
cent of its prospects come 
from referrals. Furthermore, 
we found in a national study 
that the conversion rate for 
referred prospects nationally 
is double that of marketed 
prospects over a six-month 

period. Undoubtedly, a high 
rate of referrals is one of the 
most valuable assets a builder 
can have — especially when 
business tightens up. 

Other industries recognize 
the close relationship between 
stock price and customer sat-
isfaction. In late 1990, when 
IBM Rochester in Minnesota 
won its Baldrige award, the 
company initiated a study to 
develop a methodology for 
translating customer satisfac-
tion into quantifiable busi-
ness impacts. The company 
projected lost revenues based 
on research that showed each 
dissatisfied customer tells 10 
others about a negative expe-
rience and 2 percent of those 
people act on the information.

The formula for estimat-
ing the impact of customer 
satisfaction on lost revenue 

can be modified for home 
builders as follows:

NR x PT x MD x IR + DL x IR = 
Lost Revenue

NR=Number of customers 
who would not recommend 
the builder to another person 
or who tell someone not to buy 
from the builder

PT=Number of people whom 
the NR told  

MD=Number of people who 
acted on the advice of the NR 

IR=Initial revenue per sale, 
based on the projected sales 
price of the average home

DL=Number of disloyal cus-
tomers 

Plug in numbers based 
on your own customer sat-
isfaction ratings and you’ll 
see how quickly lost revenue 
adds up when home buyers 
are unhappy. And when lost 
revenues go up, stock prices 
naturally come down. PB

Paul Cardis is CEO of Avid 
Ratings Co., formerly known 
as NRS Corp. Avid Ratings is 
a research and consulting firm 
specializing in customer satis-
faction for the home-building 
industry. He can be reached at 
paul.cardis@avidratings.com.

21

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 3
.2

0
0

7 
 w

w
w

.p
r

o
b

u
il

d
er

.c
o

m

>> BY PAUL CARDIS, AVID RATINGS CO.

CUSTOMER SATISFACTION

Best Practices

Manage Your Stock 
in Customer Loyalty
Customer satisfaction adds value for shareholders

LOG ON To read ‘Home 
Builder Customer Loyalty’ 
online, visit us at www.

ProBuilder.com/bestpractices

Ever since the housing market slowed last 
year, publicly traded home builders have taken a 
beating on Wall Street. The housing surpluses 
and sluggish sales, however, are revealing: com-
panies with the highest customer satisfaction 
ratings have experienced little decline in their 
stock prices compared to companies not known 
for outstanding customer service.
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For FREE info go to http://pb.ims.ca/5330-14
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>> BY RODNEY HALL, THE TALON GROUP

H.R. DEPT.

Best Practices

Assessing Testing
Should you assess your applicants and employees? Our HR expert offers an overview. 

Assessments 
or Testing?
We’re often told not to call 
assessment tools “testing.” In 
fact, some people think test-
ing is illegal. “There’s nothing 
illegal about testing in itself,” 
says Williamson. “Most pro-
fessionals prefer not to use 
the term because it renders 
a bad connotation. Tests res-
urrect unpleasant memories 
from high school and college. 
Tests are stressful. And more 
importantly, they denote right 
and wrong answers. 

“Assessment is a much 
broader concept incorporat-
ing work behaviors, man-
agement styles, motivators 
— characteristics that vary 
from person to person.”

So what does assessment 
provide the employer? It 
quickly provides information 
not obtainable other ways, 
says Williamson, and allows 
employers to compare appli-
cants against industry and 

peer benchmarks. It’s also a 
predictor of job performance 
and compatibility — and can 
give insight into potential for 
growth and development.

Assessment Types
Not all assessment tools mea-
sure the same things. Often, 
a company might use more 
than one type to gain a more 
comprehensive understand-
ing. Williamson notes assess-
ments usually fall into one of 
four categories:
■ Work Behaviors: Work 
habits, people skills, frustra-
tion tolerance, drive 
■ Ma n a g e m e n t  S t y l e : 
Directive, team-oriented, con-
sultative, administrative
■ Aptitude/Ability: Ability to 
learn, critical thinking, ana-
lytical reasoning, vocational 
knowledge/content 
■ Interests and Motivators: 
What people like to do, 
rewards/incentives they 
respond to besides money  

Which is best?
Williamson says there is no 
one preferred tool. “Much 
depends on what the com-
pany wants to learn about an 
individual,” he says. “What is 
critical is whether the results 
are compared with a valid 
representation for that indus-
try or position.” 

What to look for: How 
long has the assessment pro-
vider worked in the industry? 
Has it archived enough data 
to make a valid comparison? 
What professional credentials 
does it have? 

Finally, Williamson ex-
tends a word of caution: 
“Assessment should never be 
used in isolation to make a 
decision about someone, 
especially in hiring or promo-
tion situations.” Instead, use 
it alongside other observa-
tions and experience to make 
a more informed decision. 

Next month we’ll take a 
closer look at some of the 
name brand assessment prod-
ucts home builders use.  PB

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

Why Test and 
Assess?
Assessments and 

tests help compa-

nies gain a better 

understanding of 

job applicants for 

hiring and selection 

purposes and em-

ployees for profes-

sional development 

and promotional 

purposes. They 

come in a variety 

of types and can 

help measure work 

behaviors; manage-

ment style; aptitude 

and professional 

abilities; and inter-

ests and motivators. 

LOG ON To read ‘Homebuilder 
HR: Assessing Testing’ online, 
visit www.ProBuilder.com/

bestpractices

Among the many builders we’ve worked 
with over the last 20 years, approximately half 
utilize some form of the many assessment tools on 
the market. To gain a better understanding of them 
I reached out to Gary Williamson, Ph.D, a manag-
ing partner with PSP Metrics, an industrial psy-
chology practice specializing in assessments and 
organizational development. Besides Fortune 500 
companies, PSP’s client list includes some of the 
leading home builders in the nation, one with 
whom Williamson has a 20-plus year relationship. 
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It’s a stroke of genius the way Icynene® delivers superior
airtightness while saving builders time and money.
Icynene insulation, thanks to its soft spray foam
application, effectively reduces air leakage by sealing
cracks and seams that allow harmful, moisture-laden
air to travel through the building envelope.

As an all-in-one water-based insulation and air barrier,
Icynene creates a healthy living space virtually free
from pollen and pollutants. At the same time, it elimi-
nates the need for labor-intensive sealing materials. By
building with Icynene, you can minimize the incidence
of moisture-related problems like mold, reduce callbacks,
increase referrals, and realize healthier profits.

The most impressionable art is behind the wall

Icynene introduces its Builder Advantage Marketing Support Program,
designed to help you sell your Healthier, Quieter, More Energy Efficient® homes.

To request a FREE copy of the program, visit Icynene.com/insulateright.aspx
For FREE info go to http://pb.ims.ca/5330-15
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Most first-time visitors are 
only looking to tour your 
models and get your price 
sheet. That means customers 
will eliminate the sales pro-
fessional from the decision 
process after they have decid-
ed the home and community 
meets their needs.

What’s important about 
the 75 percent who don’t 
return is the impact this 
behavior has on your sales 
team’s presentations.  

Out of the 100 percent of 
customers who enter your 
doors, 75 percent will never 
engage the sales professional 
and will disappear, never to 
be heard from again. 

When your model homes 
and prices to become the sole 
influencer of your customer, 
less than one in four custom-
ers return to seriously discuss 
their new home purchase 
with a sales professional.

By waiting for your cus-
tomers to engage you in 
their buying process, you’re 
likely to never get the chance 
to influence their purchase 
decision. 

The old saying that cus-
tomers are visiting your sales 
office to eliminate you rather 
than buy from you, is only 

partly true. Most customers 
want to eliminate the sales 
person as an influencer in 
their decision until after they 
make the determination that 
the home and community are 
a match with their needs.

The goals of the sales pro-
fessional are to (1) Understand 
the priorities of the customer 
and (2) Build builder value. You 
cannot wait for customer ques-
tions to begin this process. 

You likely only get a couple 
chances with most customers 
to engage them in meaning-
ful dialog and begin build-
ing value. Meaningful dialog 
involves questions that can-
not typically be answered with 
numbers. An answer to “How 
many people will be living in 
the home?” will bring little 
understanding of a customer’s 
priorities but does make cus-
tomers believe they are unwit-
ting inductees into the “New 
Home Inquisition” academy.  

Meaningful questions 
stimulate the mind and allow 
customers to provide insight 
into their needs and priorities 
of the new home they plan to 
buy. Your sales staff should 
ask the following:

1. What would you like to 
accomplish today?

2. What is important 
about the new home you plan 
to purchase?

3. If you found the per-
fect home for you and your 
family, when would you plan 
to move?

4. Where are you in the 
process of buying a home?

5. What have you seen so 
far that particularly appealed 
to you?

The answers will help you 
tailor your presentations and 
build value. 

Your sales team has a 
choice: wait for your custom-
ers to engage you and hope 
that they come back and allow 
you to influence their home 
buying decision; or engage 
your customers immediately 
in their new home buying 
process and have influence 
over their decisions.  

Prepare them to make the 
right one. PB

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

25

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 3
.2

0
0

7 
 w

w
w

.p
r

o
b

u
il

d
er

.c
o

m

>> BY JOHN RYMER, NEW HOME KNOWLEDGE

NEW HOME KNOWLEDGE

Best Practices

Participate at Will
Don’t let your customers shut out your sales staff.

LOG ON To read “5 Customer 
Questions for Home Builder 
Sales Professionals,” visit 

www.probuilder.com/bestprac-
tices

Did you know that a typical customer will visit 
eight different builder model centers but will 
return to only two? This means 75 percent of 
buyers never return for a second visit. 

Did you know?

Most first-time 

visitors are only 

looking to tour your 

models and get 

your price sheet.  

That means 

customers will 

eliminate the 

sales professional 

from the decision 

process until after 

they have decided 

the home and com-

munity meets their 

needs.
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More new reasons to have the
#1 door on your homes.

Fiber-Classic®,Blackstone™ Glass

Classic-Craft®,
Augustine™ Glass

Classic-Craft®, Camino™ Glass

© 2007 Therma-Tru Corp. is a Fortune Brands Company.
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From stunning new decorative glass and door styles to enhanced door systems, Therma-Tru
remains true to its commitment in performance and design excellence.

Now more than ever, Therma-Tru offers the widest selection of beautiful fiberglass door 
systems for many architectural styles.

Let a Therma-Tru distributor or dealer show you how the #1 door company opens up more
business opportunities for you. Visit: www.thermatru.com

Classic-Craft®, Full Plank Door

Fiber-Classic®, Salinas™ Glass

Classic-Craft®, 8’ Mahogany door, Bella™ Glass

For FREE info go to http://pb.ims.ca/5330-16
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ENTER the Annual 
Professional Builder 
Search for

Building a great new house is one thing. Building a great business environment is quite another. 
Do they go hand in hand?  We’re looking to fi nd out.

Tell us how your new-home building business stacks up 
when it comes to:

■ Recruitment and retention 
■ Professional development, education and training
■ Social and corporate responsibility
■ Workplace culture and environment
■ Compensation and benefits
■ Job satisfaction
■ Leadership ability of management
■ Customer service

To nominate your new-home builder workplace as one of the best 
go to www.probuilder.com/bestworkplaces. 

Entry deadline is March 23, 2007.

If selected, your company will be 
featured in the August 2007 issue of 
Professional Builder.  

Help us fi nd the BEST new-home 
builder workplaces in the country. 
Enter your new-home building 
company today!

HURRY!
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/2
3/0
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 It takes just one look to see it’s a distinctively styled suite with matching 

design details. But it’s the power built into every 

Whirlpool Gold® kitchen appliance that homebuyers 

will truly appreciate—time-saving features that 

help them take control of busy schedules. 

 Call 800-253-3977.

 Presenting the oh-so effi cient Whirlpool Gold® kitchen suite.

POWERFUL BRANDS

INNOVATIVE PRODUCTS

CONSUMER INSIGHT

TARGETED SERVICES

 insideadvantage.com

 Speed up work.
     Slow down stress.

For FREE info go to http://pb.ims.ca/5330-20
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Party guests may notice the crab dip is imitation.
BUT THEY’LL NEVER NOTICE THE COUNTERTOP ISN’T STONE.

Achieve the luxurious look and feel of granite, stone or solid surface countertops at a 
fraction of the cost with VT Industries’ new Valencia and Barcelona countertop edge 
profiles. With a wide selection of deep-sheen, light-reflecting premium laminates from 
major manufacturers, your customers are sure to find the perfect look to complete 
their kitchen, bath or bar. Beautify the home and balance the budget with quality 
and craftsmanship you can count on from VT Industries. For more information, go to 
www.vtindustries.com.

For FREE info go to http://pb.ims.ca/5330-21
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Best Practices

MANAGEMENT SUCCESSION

Who Follows 
You? 

For a builder who doesn’t want to sell 
his company, management succession
can be a tough issue as retirement 
approaches.

The clock is ticking on a generation of home builders, 
but most of them don’t see it. Buried in their businesses, they 
might not give long thought to retirement or their own mortal-
ity. But every builder, especially those past 50 years old, should 
be training a successor in the art and science of running the 
company. Having a successor in place not only makes retire-
ment possible, it adds value to the firm today.  ❯❯  

 >> BY BILL LURZ, SENIOR EDITOR
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Nearsighted Vision
In the corporate world, ambitious execu-
tives know the key to climbing the man-
agement ladder is grooming a personal 
successor for the job they now hold. But 
most home builders don’t see succession 
as an important element of their busi-
ness plans. Why would they? They’re 
already the big kahuna.

“Most builders start with a few 
employees and build larger companies 
over many years,” notes California-based 
management consultant Steve McGee. 
“The human side of that expansion is 
always troublesome. Entrepreneurs are 
rarely enlightened managers. 
Dictatorial owners certainly find 
it hard to keep around anyone 
who might have the makings 
of a successor. After all, leaders 
lead; they don’t just take orders. 
Grooming future leaders inside 
a company requires participatory 
management and decentralized 
control. How many builders have 
that kind of company?”

Many builders don’t realize 
how overpowering their pres-
ence is within their companies 
until age forces them to con-
sider retirement. Then they look 
around, and there’s no one to take 
over. How deep is your bench? 
The further you want to get away 
from day-to-day management, 
the deeper your bench needs to be.

“Most builders who try to bring in 
someone to take over fail at it at least 
once,” says Bob Piper, a principal of 
Dallas-based The Talon Group, a search 
firm that specializes in finding CEO suc-
cessors in housing. “They seem to need 
someone to practice on before they get 
it right.

“There are big egos in this business,” 
Piper says. “It’s not going to work to walk 
in, throw somebody the keys to the mod-
els, and leave the next day for Bimini 
[Bahamas]. It takes time to find the right 
person, and the transition of manage-
ment authority and responsibility works pr
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Best Practices
 >> MANAGEMENT SUCCESSION

SUCCESSION TO GROWTH − FREY & SON

Fort Myers, Fla., builder Barry Frey, 43, succeeded his father Bill, 72, as leader of 
their custom building business, Frey & Son, in the late 1990s. “Dad drifted away from 
day-to-day involvement as I took more responsibility,” he says now.

But Bill Frey did not go quietly. Instead, he became involved in a production build-
ing company targeting first-time buyers — America’s First Home — in Orlando, Fla., 
that soon consumed much of both men’s time. The growth and broad reorganization 
of that company has the Freys now engaged in a second level of management suc-
cession to a professional management team entirely outside the family.

“The management team we brought in for America’s First Home is really more a 
growth strategy than succession plan,” Barry Frey says. “We decided to go to more 
of a corporate structure. I’ve never been involved in day-to-day operations of that 
firm. Dad got into it as an investor in 1999, but he started having issues with his 
partners, so I took an active role as managing partner in 2001. Then we bought out 

the other partners.”
With guidance 

from management 
consultant and 
Professional Builder 
columnist Chuck 
Shinn, the Freys 
opened a division of 
America’s First Home 
in the Southwest 
Florida market, then 
split the Orlando divi-
sion in two. The three 
divisions were then 
placed under a new 
corporate manage-
ment team led by 
President Ron Wil-
son. Shinn advised 
the Freys to create 

a corporate structure with a COO, CFO and vice presidents of human resources, 
purchasing, sales and production who would report to Wilson, Barry Frey says.

The Freys keep America’s First Home (2006 revenues of $270 million from 1,096 
closings) completely separate from the custom building business, but there’s no 
question the tail is now wagging the dog. “I always thought entry-level builders made 
thin margins,” Frey says, “but ours are as good as on custom houses. That was a 
real eye-opener.”

Frey & Son peaked in 1995 with 24 homes for $32 million and last year dropped 
to 14 closings at an average price of $1.4 million. Meanwhile, Wilson has America’s 
First Home poised for a growth spurt whenever the Florida market rebounds. “We 
haven’t bought land for two years, but we’re starting to look at deals again,” he says. 
“The public builders are walking away from a lot of good ground.”

Bill Frey, a former professor at Penn State University and the University of Massa-
chusetts system, still accompanies Barry on trips to Orlando. It’s enough to convince 
us that no builder can be trusted to stay retired.
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For FREE info go to http://pb.ims.ca/5330-22
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Best Practices
 >> MANAGEMENT SUCCESSION

best if it happens gradually, over a period 
of months — perhaps even years. 

Many builders have no idea how to 
answer the questions necessary to plan 
for succession, Piper says: “Will a son 
or daughter lead the company? Do you 
have a successor among 
current management? 
Or will you need to go 
outside the organization? 
How much involvement 
will the founder have after 
passing the CEO title to a 
successor?”

They don’t think 
beyond the next land 
deal until the clock forces 
them, but by then, it may 
be too late. If you have 
no plan for management 
succession and no vision 
for what you want to do 
in retirement, get ready to 
die with your boots on.

A lot of builders now at 
retirement age envisioned 
selling their companies 
for big bucks to fund a 
life of leisure. That was 
realistic until last year, 
when crashing markets 
shot company valuations 
full of holes. Builders who want to retire 
right now are hanging around, waiting 
for a market more favorable to sell the 
company. 

Will builders now in their 50s count 
on a favorable market 10 years from now, 
or find a better plan — one with multiple 
options?

Options Abound
The first step is to write a succession 
plan. Get down in black and white what 
your goals are and what the time frame 
is for transition.

Builders in their 50s still have time to 
put a succession plan in place, and that 
opens myriad alternatives beyond sell-
ing the company. “Even if you decide 
to sell, the company is worth more with 

A FAMILY AFFAIR − BIGELOW HOMES

Chicago builder Perry Bigelow, 66, is in the final stages of transferring leadership 
of Bigelow Homes (150 homes closed, $33 million in 2006 revenue) to his son Jamie, 
41. He’s also transferring ownership to Jamie and son-in-law Scott Bauer, who works 
in Bigelow’s design and planning department. It’s a textbook example of passing 

a housing firm to a second generation of 
management and ownership, but the formula 
might not work for builders who don’t share 
Perry’s religious convictions.

“I decided if it’s alright with God, I’d like 
to die as close to penniless as I can,” Perry 
Bigelow says. “Since Jamie is leading the 
company, he should have the greater owner-
ship interest. We’re not dividing it 50/50. 
Someone has to be in charge. Six years ago, 
we decided to get rid of our single company 
for liability reasons. We restructured into a 
series of limited liability companies, and set 
them up so I have 30 percent ownership, 
Jamie has 42 percent and Scott has 28 
percent.

“But when I looked at my net worth, even 
though I was giving 50 percent of my income 
to Christian activities, I was still acquiring 
wealth,” Bigelow says. “So in future LLCs, 
I’m cutting my ownership to 5 percent. Jamie 
has 57 percent and Scott 38 percent.”

When Perry Bigelow confronted suc-
cession planning in the early 1990s, Jamie 
wasn’t in the company and showed little 
interest in home building. He still has none 

of the technical expertise in design, community planning and energy efficiency 
that Perry, a professional engineer, turned into competitive advantages. But Jamie 
eventually created a career path by entering the company as a sales agent. “He was 
never given anything,” Perry says. “He started at the bottom. He was very good at 
sales and mastered marketing. He’s great with people, much better than me. He’s a 
natural leader. He doesn’t know everything about construction, but he’s learning, and 
he’s the best sales manager I’ve ever seen.”

Jamie says it was important his father moved him into the presidency before he 
was ready for it. “Our relationship became stronger because I had to face the chal-
lenges of leadership. He became my mentor — helped me get through it.”

Perry is thrilled to be out of operations management. “I get my jollies from com-
munity design, building systems technology and entrepreneurship. Jamie’s better at 
running the company. And Scott Bauer has a skill set that’s a perfect complement to 
Jamie’s: He has design vision and technical expertise.”

The Bigelows are working with consultant Scott Sedam on an ambitious program 
to process map their entire company. “We’re documenting, as much as possible, 
what’s in Perry’s head,” Sedam says. Jamie told Sedam: “I don’t know what my dad 
knows. I need to learn.”
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EXTERIOR: ROOFING •  SIDING •  WINDOWS •  FENCE •  DECKING •  RAILING •  MILLWORK •  FOUNDATIONS •  PIPE
I N T E R I O R : I N S U L AT I O N  •  WA L L S  •  C E I L I N G S

Choose WeatherBoards Fiber Cement Siding and you get an environmentally sustainable product
with an authentic wood grain and the solid performance that you’ve come to depend on from us.
With CertainTeed on your side, you know you’re on a team you can count on.

800-233-8990   certainteed.com

Look who’s on your side.

FiberCement Siding.

For FREE info go to http://pb.ims.ca/5330-23
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somebody other than the founder in the 
leadership role,” Piper says. “Nobody 
contemplating an acquisition wants the 
owner. They want a young, aggressive 
management team eager to use addi-
tional resources to grow the business.”

It’s probably a good idea to have a 
management consultant involved in the 
succession process. Industry mainstays 
such as Chuck Shinn, Scott Sedam, 
Doug Wilson and Steve McGee all do 
this work. But there are others who 
specialize in it, beyond 
the bounds of home build-
ing. Carlos Lowenberg 
Jr. of Austin, Texas-
based Lowenberg Wealth 
Management Group has 
led succession planning 
and designed and installed 
executive reward and 
retention programs for 
builders, trade contractors 
and small manufacturing 
firms active in the housing 
industry for 17 years. The 
CEO says personal dis-
covery is the first step for 
owners seeking a path into 
retirement. “They need 
to understand what they 
want,” he cautions. “It 
makes no sense to plan on 
retiring if you don’t know 
what that means.

“We do a discovery 
process first to see what 
possibilities may be avail-
able. What do the finan-
cials look like? What’s the 
human capital like? How 
about intellectual capital — the things 
you know that others don’t that keep the 
company strong? Will there be enough 
money to fund the principal’s retire-
ment without compromising the estate? 
Without planning, it could all disappear 
in taxes.”

Lowenberg says most entrepreneurs 
are too valuable to their businesses for 
their own good. “If the business would 

GOLDEN SEARCH − MCSTAIN NEIGHBORHOODS

The gold standard for a successor search that went outside McStain Neighbor-
hoods was set by Tom Hoyt, a Boulder, Col.-based builder with an enviable reputa-
tion for community design and green building. “Part of the reason we decided to do a 
search was because of the company’s mission,” Hoyt, 65, says today. “We felt it was 
important to keep it in business.”

Hoyt began looking for a successor in the mid-1990s. Neither his son nor daugh-
ter is active in the company. “There aren’t a lot of blueprints for private company 
succession when no family members are interested in inheriting leadership. We had 
a diverse ownership base, with two major investors besides my wife, Caroline, and 
me.” (Caroline, an architect, plays a significant role in McStain’s design processes.)

Hoyt eventually decided to combine employ-
ee ownership — an ESOP that will top out 
between 46 percent and 49 percent ownership 
— with an outside search for a new leader, who 
needed to share the strong sense of values 
shared by McStain’s employees. But his first 
move was to establish an independent board of 
directors. “I assumed the role of chairman as well 
as CEO,” he recalls.

Hoyt spent eight months with headhunter Bob 
Piper on the search that led to Eric Wittenberg, 
who had worked mostly in California. “It takes a 
big investment of time, and you need to plan how 
the transition of authority will take place, as well as 
the gradual transfer of ownership.”

Hoyt believes it’s important for founders-
turned-investors to have a role in setting strategy 
and how assets are deployed. His title is now mis-
sion advisor and one of the investors has taken 
over as chairman of the board. “He’s converted 
from being my mentor on day-to-day to more of a 
strategic advisor,” Wittenberg, 41, the company’s 
president, says.

Hoyt says a successful management transi-
tion must include equity. “It’s a huge motivator for 
keeping people. That’s why Eric and the manage-
ment team will progressively own more of the 
company,” he says.

“We added the stock grants for senior execu-
tives, then recently showed Tom and Caroline what a total buy out would look like,” 
Wittenberg says. “All of the original shareholders decided they want to keep a small 
stake because of their emotional attachment to the company. We have plans in place 
to ultimately buy out their interests from their estates.”

Perhaps most important, Hoyt made sure they were aligned with a common set of 
values and sense of mission. Together, they almost seem like father and son.

McStain ended 2006 with 303 closings for $120 million in revenue, 18 percent 
below its business plan in a tough market. And 2007 is likely to see further declines, 
although Wittenberg expects 400 units and $160 million in revenue in 2008.
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We take building
codes seriously.
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Cultured Stone® is the most recognized 

and most used brand in the industry.* On 
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Shown: Aspen Southern Ledgestone.

THIRD-PARTY EVALUATION
SERVICE APPROVAL

Manufactured Stone Veneer manufacturers

95%

Approval
No 

Approval

0 10 20 30 40 50 60 70 80 90 100

5%

For FREE info go to http://pb.ims.ca/5330-24
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 >> MANAGEMENT SUCCESSION

fall apart without you, that’s not good,” 
he says. “You can benefit enormously 
by finding new people to do as much of 
what you do now as possible. Nobody 
wants to buy a company that can’t make 
it without the founder.

“Many owners find that when they 
bring in a successor and get out of day-
to-day management, the desire to retire 
goes away. We have clients who are now 
working 20 hours a week instead of 70. 
They’re playing golf but making more 
money than ever. They’re having so 
much fun they don’t want to leave. We 
call it the ‘no-exit exit.’”  

Family Minefields
Consultants in succession planning 
always start with the family. Is there an 
heir apparent among the offspring? If 
so, what does that mean for other chil-
dren, who usually have an ownership 
stake in the business and often work in 
it as well? Succession of a son or daugh-
ter to leadership often opens a Pandora’s 
Box of estate planning and family rela-
tions issues.

“Any offspring who wants to run the 
company needs to buy it,” says manage-
ment consultant and Professional Builder 
columnist Scott Sedam of Northville, 
Mich.-based True North Development. 
“That way, the other offspring who don’t 
want to run it get their money from the 
sale of the company. Successions within 
the family fail as often as those where 
an outsider is brought in,” he says. “By 
the third generation, more family busi-
nesses are in trouble than are succeed-
ing. Multi-generation successes like 
Shea Homes in California and History 
Maker Homes in Fort Worth, Texas, are 
the exception, not the rule.”

Many baby boomers married and had 
children late in life. That sets up anoth-
er phenomenon of the 2000s: Builders 
who have children who may want to run 
Dad’s home building company some-
day but are not ready yet as the founder 
approaches retirement age. Such cases 
create another motivation for builders 

to hang onto ownership but bring in 
a new CEO to bridge the gap between 
Dad and the offspring. A CEO with tal-
ents that complement the owner’s can 
add enormous value to the company 
and help Dad train the next generation 
of family leadership, developing a much 
stronger company. 

Independent Board?
Many consultants favor creating an 
independent board of directors as a first 
step in transition. “For builders, letting 
go is the toughest thing they will ever 
do,” says Piper. “Status quo is not a 
good objective. Any new leader is bound 
to change something. But it’s hard for 
founders to accept changes brought in 
by someone else. 

“I like the independent board. 
Outside members who are good busi-
ness people, perhaps from a variety of 
industries, can buffer the founder’s ten-
dency to intrude in operations. They’ll 
often counsel a chairman to stick to the 
big, strategic issues,” Piper says. “Nose 
in, fingers out” is a good rule.

An independent board is a natural 
step toward a more professional man-
agement structure — an especially good 
idea for companies intent on growth, 
where new levels of management may 
be created and those where the succes-
sor will not be a family member. It’s 
harder for family members to gang up 
on a new CEO with independent board 
members voting on critical issues.

Compensation and Equity 
Most of the consultants we spoke to 
about succession come down in favor of 
an equity stake for a new CEO, wheth-
er hired from outside, promoted from 
within or a member of the family.

“It’s hard to convince anyone this is a 
long-term commitment without signifi-
cant equity transfer, over time, from the 
old guard to the new generation of lead-
ership,” says management consultant 
Doug Wilson of Newport Beach, Calif.-
based Next Solutions. 

“We’ve done successions without 
equity,” says Piper. “But the most suc-
cessful transitions seem to involve it. 

“There are a lot of ways to skin a cat. 
You could use the book value of the com-
pany at transition, then compare that to 
book value at some future date, as a mea-
sure of the value added by the new CEO, 
who would get a percentage of that added 
value. That gives the person a sense of 
equity without actually doing it.”

Bottom Line
If you’re in your 50s, get moving. Allow 
at least five years to reach the target of full 
retirement, if that’s the goal. Start by writ-
ing down what you want the company 
to look like in five years. What kind of 
person should the new leader be? Don’t 
undervalue compatible vision and values.

Make sure you have a management 
information system that produces time-
ly reports on the key metrics you use to 
measure how well the company is 
doing. An owner mentoring a succes-
sor needs to be able to see those metrics 
at least weekly to have confidence in 
gradually letting go of day-to-day man-
agement. Use a simple monitoring 
code, McGee says: “Red, you’re in trou-
ble. Yellow, you’re OK.  Green, you’re in 
bonus territory.” 

Metrics may differ depending on the 
builder, product, market position and 
competition but ought to include prog-
ress reports showing how entitlements 
and development are moving; starts; 
completions; projected versus actual 
gross margins; traffic; sales; and cus-
tomer satisfaction.

If you need to conduct a search for 
outside candidates for a successor, allow 
six to eight months, and don’t rush it. 
Bringing a successor into your company 
is akin to adopting a child. “It takes time 
for both parties to find compatibility and 
trust,” Piper says. “You have to hit that 
comfort zone.” PB
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Viega FostaPex
Meet FostaPEX... 

“a worker and a looker”
The flexibility of PEX and the form stability of 
rigid piping are combined in Viega’s FostaPEX
to create the perfect combination of functionality 
and pleasing professional looks. 

Ideal for plumbing as well as various hydronic 
and radiant heating applications. 

Featuring an aluminum jacket bonded with fully
dimensioned PEX, FostaPEX , stays where you 
put it, experiences minimal expansion during
temperature changes (similar to copper) and 
uses Viega’s proven press fitting technology – 
the most reliable, solder-free way to install PEX.  

FostaPEX, in sizes 1/2″ to 1″,
exceeds all potable water
certifications and standards.

For more information about FostaPEX
ask your Viega Wholesaler or Rep or 
contact us at service@viega.com, 
call 1-877-VIEGA-NA or visit viega-na.com.

“FostaPEX is the best pipe I have 
worked with in over 30 years.”

– Larry the Plumber,
Minnesota

Form stable PEX?
No sweat.

AD - FOSTA-12/06

PE

Fully dimensioned
Viega PEX

Adhesive

Aluminum

Adhesive

Viega...first to bring press technology to PEX plumbing and heating.

For FREE info go to http://pb.ims.ca/5330-25
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Go on, take a swing. And don’t hold anything back. Because a Visions vinyl window
was made to take a beating. Thicker. Heavier. Tougher. It’s a real heavyweight.

visionswindows.com
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  BayView Homes serves the most discerning homebuyers in the Florida 
Keys. We need homes with quality craftsmanship, amazing interiors and eye-
catching exteriors. Palm Harbor delivers that for us. And their Gold Key Care 
fi nish on site saves us money and increases our productivity.  

Jim Saunders, BayView Homes
Palm Harbor Building Partner

Community Developments  •  Resorts  •  Urban Infi ll  •  Coastal Homes  •  Scattered Sites

 Our partnership with Palm Harbor’s 
Discovery homes makes sense on every level. 

www.palmharbor.com www.discoverycustomhomes.com Copyright © 2007, Palm Harbor Homes, Inc. All rights reserved.

We deliver the builders’ advantage.
FOR PARTNERSHIP INFORMATION PLEASE CALL
Toll Free: 866-466-3773
For FREE info go to http://pb.ims.ca/5330-27
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build more margin

Closed-cell spray foam insulation with Honeywell Enovate blowing

agent — attract buyers, reduce construction costs, reap the rewards.

Not only does closed-cell spray foam allow you to build more 

energy-efficient homes that today’s buyers want, it also helps you 

do it for less. Thanks to its superior insulating and building envelope

capabilities, you can effectively downsize HVAC equipment and 

eliminate steps for airtightness while achieving premium sales prices. Plus, it allows for added

flexibility in framing and covers a wide range of applications, like wall, roof, basement, rim joist,

and architectural details. And compared to other insulation, it can reduce your overall construction

time – making closed-cell spray foam a differentiator that can add more to your business.

www.echoboomerinsulation.com

For FREE info go to http://pb.ims.ca/5330-28
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Industry Analysis

Atlanta-based Presidio Homes is one 
of many home builders that have real-
ized today’s home buyers cross many 
cultures and countries. From 1995 to 
2005, minorities accounted for nearly 
two-thirds of household growth, and 
over the next 10 years, minorities are 
expected to account for an even larger 
share of household growth — a record 
71 percent, up from 63 percent in 1995 
to 2005 — according to the “State of 
the Nation’s Housing 2006,” a report 
published by Harvard University’s Joint 
Center for Housing Studies. 

From 1995 to 2005, minorities con-
tributed 49 percent of the 12.5 million 
growth in homeownership. That num-
ber is expected to balloon as immigra-
tion to America continues. In 2003, 17 
percent of first-time home buyers were 
foreign born. 

Overall, the foreign-born people con-
tributed 37 percent of the net growth in 
households from 1995 to 2005, bolster-
ing the market for entry-level housing. 
The Joint Center for Housing Studies 
projects 1.2 million immigrants will settle 
in the U.S. annually, putting net house-
hold formation at 14.6 million by 2015. 

Focus on Family
Hispanic buyers represent the fast-
est-growing minority group in the 
U.S. As such, this particular ethnic 
group receives a lot of attention from 

builders. In fact, Henry G. Cisneros 
and John Rosales recently released a 
book focused on this growing group. 
“Casa Y Comunidad: Latino Home and 
Neighborhood Design,” takes a look at 
the growing and increasingly prosper-
ous U.S. Hispanic community and its 
housing needs. 

Hispanics represent the largest 
minority group in the U.S., with 42.7 
million people in 2005. At more than 
14 percent the of U.S. population, 
Hispanics are projected to account for 
18 percent of the nation’s population by 
2020. According to the Joint Center for 
Housing Studies, Hispanics will make 

up 40 percent of first-time home buyers 
in the next 20 years. 

Hispanics account for the majority of 
buyers in Rey Homes’ newest commu-
nity, VillaSol, in Kissimmee, Fla., says to 
sales manager Patrick de la Rosa. Houses 
in VillaSol range from 2,000 square feet 
to more than 3,000 square feet and are 
priced from the upper $200,000s to the 
mid $600,000s. 

De la Rosa notes that his Hispanic 
clients typically choose floor plans that 
offer open layouts with large kitchens 
and a second master suite on the first 
level. “When Hispanics buy homes, their 
decisions revolve around their families,” 
he says. “Hispanic buyers make the fam-
ily a priority, and the house must be com-
fortable for the family to be together.” 

Homes with “blended” spaces work 
better for Hispanic families, says Jeffrey 

Czar Jr., COO of San Antonio, Texas-
based Armadillo Homes, which has 22 
communities under development in 
Laredo along the Texas-Mexico border, 
San Antonio and Austin. It will build 
about 1,200 homes this year. 

“With Hispanics, less defined spaces 
seem to work better,” Czar notes. “In a lot 
of the plans we’ve designed, especially for 
our entry-level housing, we’ve done away 

Different Strokes
>> BY JENNIFER D. DUELL, CONTRIBUTING EDITOR

As homeownership among minorities grows, home builders pay attention to culture. 

When Jeremy York compares the homes he builds today to 
the ones he built three years ago, the president of Presidio 
Homes sees few similarities. “From floor plans to finishes to 
communicating with home buyers, it’s all different because we’re try-
ing to accommodate different ethnicities,” he says. “As a builder, we 
have to sell a product that meshes with the ever-changing world.”

Hispanic Buyer: 
Home buyers with roots in Mexico; Latin American coun-
tries such as Guatemala, Honduras, and Panama; as well as 
South American countries Columbia, Peru and Chile.
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with the formal living room and replaced 
it with a large family room with a fire 
place that opens to the backyard.”

In particular, large kitchens that open 
into a family room are popular with 
Hispanic buyers, de la Rosa says. “His-
panic families gather around the kitchen, 
so they need kitchens that can accom-
modate a lot of people,” he notes, add-
ing that outside porches, courtyards and 
covered lanais are also key selling points. 
“Gathering areas are very important.”

Most Hispanic homeowners end up 
hosting extended family at one time or 
another. It’s not unusual to see multiple 
generations living together, says York, 
who has nine communities under con-
struction in Atlanta and plans to build 
about 215 houses this year.  

“Hispanics prefer multiple bedrooms 
because they have cousins, aunts and 
grandparents who need a place too,” 
York says. “They don’t want large bed-
rooms, but they do want as many as they 
can get under one roof.” 

De la Rosa concurs: “Hispanic fami-
lies always have relatives around, either 
because they’re visiting from out of town 
or living there.” With that in mind, Rey 
Homes introduced a townhome with 
a “lock-out room” – a 12-foot x 17-foot 
bedroom and bathroom that is separate 
from the main rooms in the house. “It’s 
worked out very well,” he says, adding 
that this particular layout provides resi-
dents with some peace and quiet even 
with a full house. 

Push for Privacy
Hispanic buyers may be the fastest 
growing minority group, but Asians are 
becoming homeowners far more quickly, 
according to a recent study by the Asian 
Real Estate Association of America and 
the University of California, Los Angeles  
Asian American Studies Center. Since 
2000, homeownership among Asians 
has grown to 60 percent from 52 per-
cent compared with roughly 49 percent 
for Hispanics, according to the U.S. 
Census Bureau. 

There are about 12 million Asians 
— people from countries such as China, 
Vietnam, Japan and Taiwan — in the 
U.S. today, accounting for 4.2 percent 
of the total U.S. population. With a 
growth rate of 69 percent, this demo-
graphic group is expected to account for 
13 percent in household growth, or 
about 3.5 million new households, 
according to the Joint Center for 
Housing Studies. And over the next two 
decades, about two-thirds of these new 
households, or approximately 2.3 mil-
lion, will become homeowners. 

Like many Hispanics, family is at the 
root of Asian life and factors heavily in 
home-buying decisions. Asians often live 
with extended family, including grand-
parents, children and grandchildren and 
represent the largest contingent of mul-
tigenerational households, according to 
the U.S. Census Bureau. 

“Asians like to eat together, so we 
design a lot of places for them eat and 

gather,” says Roger Menard, Northern 
California regional president of John 
Laing Homes, a Newport Beach, Calif.-
based home builder with eight devel-
opments around the Bay Area. “We 
emphasize eating bars and kitchen 
nooks.”  

Mike Forsum, president of Taylor 
Woodrow Homes’ western region, says 
Asian families have a much stronger 
sense of privacy and prefer spaces that are 
more “compartmentalized.” Forsum is 
heading up the development of Sterling 
Square, an infill project in Cupertino, 
Calif., with townhouses and single-fam-
ily detached homes ranging from 1,800 
square feet to 2,200 square feet. 

According to our sources, “Asian 
buyers are looking for defined spaces,” 
Forsum notes. “Rooms that are blended 
or combined like a great room attached 

to a dining room are 
not well received. They 
want spaces where they 
can be alone.”

Asian buyers also 
have an emotional 

investment in their homes. “A new home 
is very important to this culture because 
they consider it to be a new beginning 
– a new life,” Menard notes. 

That’s why John Laing Homes fol-
lows Feng Shui principles in all of its 
housing development, he says. Feng 
Shui, pronounced “fung shway,” is an 
ancient Chinese practice that arranges 
space to achieve harmony. 

“Asian buyers look for evidence of 
Feng Shui,” Menard says. “It’s about 
positive energy and luck.” 

For example, none of John Laing 
Homes’ floorplans are designed where 
the stairs end at the front door. “If the 
stairs empty at the front doors, Asians 
believe that the luck is flowing out of 
the house,” Menard explains. Similarly, 
Asian homebuyers will not purchase a 
house if they can see from the front door 
to the back door – again believing that 
the “luck” flows out of the house rather 
than staying in it. 

Industry Analysis

“As a builder, we have to sell a product that 
meshes with the ever-changing world.”
— Jeremy York, Presidio Homes
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Trade ups in the form of zoning and site development incentives can increase land use, decrease
development costs, and improve the overall profitability of every home you build.

Help Them Protect Their World

Install Rapid Response™ Home Fire Sprinkler
Systems in the new homes you build.

With over 200 communities now requiring home fire sprinklers, this is the 
time to learn more about the Rapid Response™ System.

To request an educational DVD and brochure, call 1-877-GET-TYCO (438-8926)
or visit www.tyco-rapidresponse.com.

By committing to install fire sprinklers in the 

new homes you build, you not only save lives 

and protect property, but may also benefit 

from cost saving incentives called “trade ups” – 

offered by many municipalities.

For FREE info go to http://pb.ims.ca/5330-30
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ENERGY-STAR CERTIFIED.

EASYCARE GLASS
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Old Man Winter. Icy inhabitant from

the North, unwelcome visitor to the

South, annoyance to one and all.

Help your customers ward off winter

with Peachtree Windows. Armed with

multiple weatherstrips and gasket

seals, our windows virtually eliminate

the possibility of water or air filtration.

And with extruded aluminum clad

exteriors, these windows are built to

withstand extreme weather, provide

years of maintenance-free use and

keep Old Man Winter out in the cold.

WWAARRMM--EEDDGGEE GGLLAAZZIINNGG..

Peachtree’s warm-edge insulated glass

is up to 50% more efficient than other

windows with metal spacers, saving

your customers money on heating and

cooling costs.

EENNEERRGGYY--SSTTAARR CCEERRTTIIFFIIEEDD..

Every Peachtree window meets the

national ENERGY STAR® guidelines for

reduced energy use. So your customers

can stay comfortable while cutting costs.

EEAASSYYCCAARREE® GGLLAASSSS

A patented exterior coating helps

water sheet off, allowing glass to dry

faster and stay clean longer. Your 

customers will thank you.

W I N DOW S

For FREE info go to http://pb.ims.ca/5330-31
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The Building 
Divide
We’ve seen it over and over again. 
When the housing industry gathers, there are few 
minority faces in the crowd. At PCBC last year, a black 
woman came up to me in between sessions and excit-
edly said something to the effect of, “Wow, there are 
two of us here!’” At an event with thousands of attend-
ees, spotting someone black, Asian, Latino or Native 
American is a big deal — and a bigger deal still if they 
are actually builders. The few in attendance, like me 
and the woman I encountered, often aren’t builders 
but work in another capacity in the industry.

I’m not surprised that those who constitute a minor-
ity of the population don’t constitute a majority — or 
even large minority — of the industry. But except for 
Hispanics and Latinos in certain parts of the country, 
the number of minorities at the reins of builder compa-
nies is miniscule. I wanted to know why opportunities 
afforded these groups in certain other industries have 
eluded them here.

I could not find reliable statistics on the exact num-
ber of minority owners in the home building industry. 

“Nobody has any good numbers,” says Jay Shackford, 
NAHB staff vice president for public affairs. “We don’t 
ask about ethnic or racial backgrounds, so nobody 
knows. But you would assume they are underrepre-
sented. I think that’s a fair assumption.”

“The census on construction takes place only every 
five years, and that data is not even separated [accord-
ing to minority ownership],” says Gopal Ahluwalia, 

staff vice president of research for the NAHB’s 
Economics Group. “They have the ability to separate 
them, but the Census Bureau has some criteria. They 
don’t collect racial information on this because of fed-
eral laws. We know the population [by race] and the 
household number. We know from the Department of 
Labor the [racial makeup] of trade workers. But beyond 
that the information is very narrow and limited.”

Barriers to entry
“The industry is not particularly minority sensitive,” 
says Allen Warren, president of New Faze Development 
in Sacramento, Calif., and one of the black builders with 
whom I spoke. “Throughout the construction industry 
as a whole, the percentage of minorities is pretty low. 
As you move up into management, and then into own-
ership, it’s much lower.”

With the exception of Hispanics and Latinos, minor-
ities aren’t well represented in the trades, which is 
where a great number of people learn the business and 
go on to work for themselves.

“You don’t see as many African Americans in the 
home building trade any more as laborers or workers,” 
says Frank Hawkins, president and executive director 
for the Community Development Programs Center of 
Nevada, a non-profit corporation that promotes com-
munity and economic development, housing and lend-
ing. He is a builder and developer. 

“They are in the union, but they are not in the field 

Emerging Issues

>> BY FELICIA OLIVER, SENIOR EDITOR

Although minorities have succeeded in home building, few actually own 
companies. Why? And how should the industry react?
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per se or in the non-union business. 
On the West Coast, it’s 90 percent-plus 
Hispanic. If we’re not the contractors or 
the lead foremen or working in the trades, 
the likelihood of starting our own subcon-
tractor company or being a developer or 
home builder isn’t very good.”

Even those in the trades can have a 
hard time breaking through the glass 
ceiling.

“I’ve been going to builder shows for a long 
time,” says Augusto J. Gil, president of Gil Devel-
opment in Miami and president of the Latin 
Builders Association, which advocates for build-
ers in the area. “You have your Hispanic and 
Latino builders, but you don’t see it as much. 
I think the workforce is really driven by Latinos. 
Upper management, older company owners or 
executives are usually your Anglos, or people who 
have been educated and have lived here for a very 
long time.”

“The challenges that minority builders con-
front are not dissimilar from the general market,” 
says Henry G. Cisneros, former Housing and 
Urban Development secretary under President Bill 
Clinton. “This is a tough business. It requires some 

very tough and focused people to succeed. 
But minority builders have some particu-
lar hurdles. You have to have resources 
in capital, assets and experience. You just 
don’t go out and start building overnight. 
If your family wasn’t in the business, you 
start from scratch. That’s a challenge.”

Cisneros is the chairman of CityView, 
a development company with access to 
about $600 million of funding from 

the California Public Employee Retirement sys-
tem and other investors to build for-sale homes 
for working families in urban areas. His company 
often works with minority construction firms and 
subcontractors.

Cash, capital and collateral
Several black builders I spoke with say access to 
funds is a prime reason they are poorly represent-
ed in the industry.

“Traditionally our community faces issues of 
low credit, low assets, low home ownership and 
a lack of banking relationships,” says Robb Jones, 
a partner with JLW Homes and Communities in 
Atlanta. “In this industry, these are the primary 
things you really need to get started.”
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Emerging Issues

How he started: After he got out of college, 
Muhammad knew he wanted to be a home 
builder, but he didn’t know how to go about it. 
Then he read an article in the newspaper about a 
building class at a church.

“It was a six-week course,” says Muhammad. 
“The guy had been a builder for 30 years. He told 
us a lot of good things. A lot of people in that 
class just wanted to build a house for them-
selves. But I wanted to be there as a builder.” 

He’s built on his own for about 12 years. 
Bridging the divide: “The Builders’ Show 

should seek out minority builders to speak at the 
convention. I know it’s a volunteer thing, but you 
have to reach out to them and let them know 
that their input could be valuable.” 

Perspective: “I’ve been lucky and blessed 
that I’ve gotten a lot of projects where owners 
wanted me to build on their lot. That helped me 
a lot.

“I don’t get discouraged very quickly,” he 
adds. “I already knew this was going to be my 
life’s work.”

BUILDER PROFILE
Alexander Muhammad, President, Eastern 
Design Home Builders, Houston
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“The workforce 
is really driven 
by Latinos. 
Upper man-
agement, 
older com-
pany owners 
or executives 
are usually 
your Anglos or 
people who 
have been 
here for a very 
long time.” 
— Augusto J. 
Gil, builder

Emerging Issues

‘‘

The Latin Builders Association 
was founded in 1971 by a small 
group of Hispanic contractors 
and a few builders who felt they 
weren’t fairly represented. Back 
then it focused on residential is-
sues; today it lobbies for issues 
concerning both commercial 
and residential developers in the 
state and county — Hispanic 
or not.

Bridging the divide: “There 
are a lot of people who have 
ventured with private money 
from places like Chile, Argentina 
and Venezuela. A lot of them 
seek the Latin Builders 
Association to make contacts 
and build relationships. We 
deal with people from Spain 
who have engineering firms that have actually moved into our market. 
They have issues with getting certifications for their engineers, things like 
that. That’s where we come in and help out.”

AUGUSTO J. GIL is a second-generation 

builder and president of Gil Development.

ASSOCIATION PROFILE 
Latin Builders Association, Miami , President Augusto J. Gil, 
President, Gil Development 

HENRY G. CISNEROS

pbx0703ei_minority.indd   54pbx0703ei_minority.indd   54 2/22/2007   11:12:32 AM2/22/2007   11:12:32 AM



We really are out there. Door people. People

who’ve devoted our entire careers to mastering

the craft of designing and manufacturing only 

premium quality interior doors. To us, doors aren’t

just an occupation. They’re a preoccupation. 

©
2007 

Yeah, we’re different.

We’re door people.

craftmasterdoors.com

For FREE info go to http://pb.ims.ca/5330-35
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“Cash flow is so important,” says Hawkins. “To 
get a project underway is a 12- to 18-month 
process. To turn your first unit after all your entitle-
ments, acquisition and development, you’re talk-
ing another eight to 12 months. So you’ve got to 
have cash flow to carry your payroll and not get the 
benefit from overhead and profit until you close. 
The banks don’t want to fund your profit and over-
head. They want you to get that at closing. It’s a 
difficult process.”

There are several reasons minorities have diffi-
culties accessing credit. Part of it is that some have 
high income to debt ratios, which credit-granting 
entities frown upon. Countless reports show that 
minorities’ average income is lower than whites’; 
it follows that those with less-disposable income 
would become more credit-card reliant. 

“Some of it is inherent bias,” says Cisneros. 
“That is to say, they have a little bit tougher time 
persuading the investment banker. Part of it is that 
they have not been in the position to inherit some-
thing, to continue something, to build on someone 

else’s platform, or stand on someone else’s shoul-
ders. That by definition makes it more difficult.”

Overcoming the novelty of the 
business
Many people came from the trades or worked for 
a builder before launching on their own. But there 
are many more who have had no prior exposure to 
the industry.

Alexander Muhammad is black and is president 
of Eastern Design Home Builders in Houston. A 
first-generation builder, he says, “I never knew 
anyone in the business, black or white.”

Says Hawkins: “Most of these guys who 
become home builders first worked for a big cor-
porate builder. They were a vice president or presi-
dent who left the company after 10 or 12 years. 
They went out and formed a company. They knew 
industry people. They had people invest in their 
business to help them get started. From the minor-
ity side, you don’t have those kinds of resources 
readily available.”

Working for a home builder in a below-C-level 
position means there can be information holes 
when it comes to running your own business.

“My first job as a home builder I worked for 
Kimball Hill Homes,” Muhammad says. “I learned 
a lot about the building process, how to get your 
subcontractors together, how to schedule a plan. 
But I didn’t know how to get financing and how 
to purchase land. I didn’t know about the sewage, 
water and the electricity. I never had to worry about 
that. It was already done. 

“It’s easy now,” Muhammad adds, “because I 
understand it. But the time that it has taken me 
— if I had someone to tell me about this step, that 
step — to talk to consistently — then I could have 
made a lot more progress than I have made.”

The need for relationships
In the world of business — and home building is 
no exception — it’s about whom you know. Many 
builders I spoke with echo Muhammad’s senti-
ments. They are disappointed there wasn’t some-
one to mentor them and show them the ropes as 
they learned the business. Was there really no one 
they could turn to, no one to take them under their 
wing, and if so, why not? Is some form of discrimi-
nation taking place?

None of the builders with whom I spoke point-
ed to that as the explicit cause. But the underlying 
issue is one I think most of us know if only on a 
subconscious level: We have our comfort zones, 
and transcending racial, ethnic and cultural dif-
ferences takes us out of them. It’s reflected in our pr
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“If I had some-
one to tell me 
about this 
step, that step 
— to talk to 
consistently 
— then I could 
have made 
a lot more 
progress than 
I have made.” 
— Alexander 
Muhammad, 
builder

Emerging Issues

‘‘

How he started: Jones went to 
college with Gregory Winn, whom 
he now partners with at JLW. 
Winn’s dad, Carey Winn, is a 
longtime Atlanta home builder. 

“My other partner, Komichel 
Johnson, was buying a house 
from Greg’s dad, who’s now our 
mentor,” says Jones. “Carey saw 
the potential in Komichel as a 
business person. I was in busi-
ness school with Komichel. So I 
came in as the third piece of the 
puzzle. That’s how the partner-
ship was formed.”

Bridging the divide: “A lot of 
minorities don’t know there is a 
white-collar side to a blue-collar 
industry. You see the homes 
being built, but you don’t see 
the bank account, the offices 
and the internal operations of the people that built it. It’s not just a good 
ol‘ boy, back-of-the-truck industry anymore.”

Perspective: “If there are challenges that presented themselves to us 
as minorities, we were so persistent and dogmatic about success that 
we probably just overlooked it,” says Jones. “If we were discriminated 
against, it wasn’t overt. I’m not saying that it’s not there. But a challenge is 
a challenge for us. At the end of the day, it’s about finding solutions.”

ROBERT JONES MET his future home- 

building partners while in college.

BUILDER PROFILE 
Robert Jones, Partner, JLW Homes and Communities, Atlanta
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“Highest in Subcontractor
Satisfaction Among

Commercial Window and
Door Manufacturers”

Milgard has a Full Lifetime Warranty that covers parts and labor. If your customers ever
have a warranty claim, we take care of it. A specially-trained crew will go to the site
and make things right. With our warranty, you’re covered. No hassles. No gimmicks.
It’s as simple as that. For complete warranty details, visit milgard.com
or call 1.800.MILGARD.
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Milgard Windows & Doors received the highest numerical score in the proprietary J.D. Power and Associates/McGraw-Hill Construction 2006 Commercial Window and Door Subcontractor Satisfaction Study.SM Study based
on responses from 476 subcontractors measuring 7 manufacturers surveyed in May through July 2006. Your experiences may vary. Visit jdpower.com.

For FREE info go to http://pb.ims.ca/5330-36
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”It’s the 
socialization. 
People fi nd it 
easier to do 
business with 
people they are 
comfortable 
with.”
—Allen Warren, 
builder
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social networks, and in lieu of some formal system 
that dictates otherwise, our mentors come from 
these groups.

“If you don’t have minorities in the industry,” 
says Warren, “and generally people hire people 
that they know, their parents know, their kids go to 
school with, etc., I have to believe that’s a factor. It’s 
the socialization. People find it easier to do busi-
ness with people they are comfortable with.”

Outside of our family, school and community, 
we build social networks through shared common 
interests, which can still pose problems.

“I would like to be able to buy acres of land and 
develop it,” says Muhammad. “But I don’t play 
golf with the guys who would be able to say, ‘Hey 
Alexander, you could probably get this.’ If you don’t 
play golf — and I don’t; I play basketball — [it’s a 
disadvantage]. The culture is a little different.”

“You’re not there where the power is because 
it’s not your way of having fun,” says Fernando 
Pagés Ruiz, president of Brighton Construction 
and author of “Building an Affordable House.” 
“Right now I live in a place where everybody is into 

American football. I don’t have any connection 
with that whatsoever.”

Industry response
I know NAHB and local HBAs and BIAs offer vari-
ous conferences and programs to specifically give 
builders an opportunity to learn more about the 
business and network with each other. But build-
ers with small staffs and small budgets often can’t 
afford the cost or time away.

“I know some builders building three or four 
houses a year,” says Hawkins. “They are their busi-
ness. They are out there hammering, doing the 
numbers — they are doing everything.”

“Because of communication issues, because of 
cultural differences, [immigrants] are reluctant to 
become involved in an association that probably 
looks and feels very Anglo,” says Jim Folkman, 
executive vice president of the Home Builders 
Association of Central New Mexico.

“They feel like they would be intimidated,” says 
Margie Lopez-Bolivar, accounting manager at the 
HBACNM and unofficial liaison with its Hispanic 
membership. “They also try to save money, so they 
want to understand the benefits of membership. It’s 
hard ... when they are intimated by the members.”

Folkman told me the association doesn’t have a 
lot of resources to reach out to minority communi-
ties, which is why he solicited the volunteer efforts 
of Lopez-Bolivar. “But it certainly has been a shift 
in our attention and consciousness.”

The NAHB is in the initial stages of forming a 
task force to look into better ways of reaching the 
Hispanic building community. 

“There is no doubt that is among the fast-
est growing segment of the industry, particularly 
among subcontractors,” says Shackford. “It’s obvi-
ously an area of interest for the association.”

“I think our association probably does a better 
job understanding and knowing how to reach the 
Hispanic and Latino community,” says Folkman, 
“because Margie is from Guatemala, and I was 
born and raised here next to a barrio and have a 
fundamental understanding of the culture.”

The challenge many builders face, he suspects, 
is not understanding the different cultures. “It’s 
vastly different. I think they’ve done a poor job, 
quite honestly, of understanding the culture, reach-
ing out and being of more service to them. They 
need to start making that shift in their thinking.”

The outlook
I’m certain the success or failure of minority 
builders has consequences for the future of the 
building industry as a whole. The industry can’t 

Emerging Issues
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Emerging Issues

A deep divide: Pagés Ruiz says a friend wanted to bring him into an 
affordable housing project — a 
specialty of his and a subject he’s 
written a book about.

“Then it kind of ran into 
static,” says Pagés Ruiz. “I sud-
denly started getting this feeling 
that something’s going wrong, 
and I think it’s related to me.”

His friend was at a party with 
the mayor of this community, 
who’d had a little too much to 
drink. “The mayor pulls him over 
and says, ‘Look, I don’t know 
about that Fernando guy. I don’t 
want him bringing a lot of Mexi-
cans to my town (Pagés Ruiz is 
Venezuelan).” I ended up just 
telling him, ‘Don’t worry about it. 
I’m out of it.’”

Perspective: “I’m really 
grateful to have immigrated to 
the United States where I have 
been able to overcome any obstacles and find my way. I found my niche. I 
was willing to go into the heart of the inner city and work and do projects 
and fix buildings and make repairs. That’s why I do affordable housing. I 
go where no white contractor dares to go.”

FERNANDO PAGÉS RUIZ SAYS Latinos 

are often seen as loyal, hard workers, 

but not intellectual or company leaders.

BUILDER PROFILE 
Fernando Pagés Ruiz, President, Brighton Construction
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With graceful 
features like 
low-profile 
metal balusters, 
Latitudes decks 
never detract 
from the view.

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

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

LATITUDES
COMPASS PROGRAM

Earn great rewards For FREE info go to http://pb.ims.ca/5330-37
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“Minorities 
are going to 
constitute 
the live-or-die 
dimension for 
some home 
builders. They 
are either going 
to get it ... or 
they are going 
to wonder 
where the 
market went.” 
— Henry G. 
Cisneros, 
former HUD 
secretary

be dynamic if it lags in opportunities for the 
country’s growing minority population, many of 
whom are concentrated in city centers — a target 
of future home-building growth. As the need for 
new homes increases, the industry would do well 
to encourage the success of all comers, especially 
those buying in and familiar with the country’s 
urban core.

“One of the great untold stories of the American 
future truly is the growth of minority populations, 
their increasing prosperity, their movement into 
the middle class, and their pursuit of the American 
dream,” says Cisneros. “Those things are going to 
converge in a way that is going to transform par-
ticular American industries. And home building 
is one of those. Minorities are going to constitute 
the live-or-die dimension for some home builders. 
They are either going to get it, and they are going to 
build appropriately and they are going to grow, or 
they are going to wonder where the market went.”

“Inner-city or minority talent is one of the largest 
untouched resources we have in our country,” says 
Warren. “These inner cities are becoming more 
popular, and people are moving from the suburbs 
back in. One of the biggest value propositions in 

our country is to really understand and redevelop 
these urban cores and make them vibrant.”

And guess what? Many minority builders know 
the neighborhoods where larger builders will want 
and need to build in the future.

“You will find some high-production builders 
teaming up with minority firms in joint ventures 
to produce in central city areas and particular mar-
kets,” Cisneros says. “You may also see partnership 
groups where big projects are involved, where a city 
is assembling land that has a public interest com-
ponent. In the interest of fostering a diverse team 
they would partner a high-production builder and a 
minority firm.”

CityView has such a partnership with Mel 
Washington, a black builder who is president 
of Phoenix Development outside Detroit. With 
Kimball Hill Homes and a non-profit community 
group, he is developing a 700-acre site.

“Mel is going to be the principal vertical builder 
on the ground,” Cisneros says. “Having someone 
like Mel Washington who knows the situation on 
the ground is invaluable.”

And partnering with a larger firm provides 
the mentorship so many minority builders want, 
which strikes me as a win-win-win situation. The 
larger builder has access to knowledge about the 
markets in which he’ll have to build in the future; 
the minority builders gets the help they need to 
better run their businesses; and together, they 
begin to bridge this building divide.

As Muhammad says, “If you help us, then  
you’ve got a friend for life.  We won’t forget it. ”PB

Emerging Issues
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How he started: “My college 
roommate was white. I got to 
know his family, and he got to 
know mine. His father was a real-
estate developer and encouraged 
me to consider the industry. At 
the time, his son did not want to 
go into the industry. After 
graduation I took a job as a stock 
broker. In analyzing financial 
statements and different sectors 
of the economy, I saw that the 
real-estate sector is so vast — 
you don’t even have to scratch 
the surface to make a living if you 
really work at it. So I called him 
up one day and said ‘Hey, I think 
I want to give it a shot.’”

Perspective: “We’re an edgy company. We’re a little spicy. We like 
challenging projects, and we like to do things a little more creatively. 
Everyone here in Sacramento knows I’m black; our company is very 
well-known. It’s not to be hidden or it’s not for me to wear a shining star. 
It’s just who I am. I didn’t think about building a black-owned company; 
I thought about building a company.”

ALLEN WARREN KNEW THAT from his 

stockbroker days the building industry 

could be profitable.

BUILDER PROFILE
Allen Warren, President, New Faze Development, 
Sacramento, Calif.

What he does: “I’m a production builder and 
developer. We build multi-family for seniors and 
families, and we do for sale. We are also a 
general contractor.”

Bridging the divide: “We build 60 houses and 
100 apartments a year. Our goal is to get up to 
100 houses. But to do that, you’ve got to have 
the land. You’ve got to have the entitlements 
— and that requires cash. I’m sure the majority 
would argue the same thing, that they face the 
same challenges. But not to the same degree.”

Perspective: Hawkins says he goes to IBS, 
PCBC and other annual conferences. “I learn so 
much it takes me until the next conference to get 
everything read. But I add it to my business plan, 
and every day I try to do something.”

BUILDER PROFILE 
Frank Hawkins, President and Exec. Dir., 
Community Development Programs 
Center of Nevada, Las Vegas
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Doing the job quickly doesn’t mean you can’t do it right. With Quik Drive® auto feed 
systems by Simpson Strong-Tie®, you’ll avoid costly callbacks and the delays that 
follow. Easy to master and effortless to use, Quik Drive offers a range of professional-
grade attachments and quick-loading fastener strips. Uniform screw advancement, 
smooth driving action and self-locking depth adjustment for the perfect countersink 
are just a few features that help you do the job quickly—and just once. 
For information, visit www.strongtie.com or call 800.999.5099.

Finish the job once
       …and for all. 
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BALA 07
It’s Time to Enter 
the Most Prestigious 
New-Home Design 
Competition in
the Industry.

Professional Builder and the NAHB Design Committee invite builders, 
architects, designers, developers, land planners and interior designers 
to show off their best work in the 24th annual Best In American 
Living Award competition.

Visit www.ProBuilder.com/BALA to download the entry registration 
form and requirements. Return your form and fees and you’ll receive an 
Offi cial BALA Entry Notebook in which to submit each of your entries.

Winners will be honored at a celebration dinner sponsored by 
Professional Builder magazine and NAHB during the 64th International 
Builders Show®, February 13-16, 2008 in Orlando. 

Be part of the fun. Earn national recognition 
for your work. Enter BALA 07!

Categories:
■  SINGLE FAMILY
■  MULTI-FAMILY
■  CUSTOM
■  AFFORDABLE
■  ATTACHED
■  COMMUNITY
■  SMART GROWTH
■ HUD
■ INTERIOR DESIGN

Registration form and 
fees due: July 2, 2007
  

Offi cial BALA Entry 
Notebooks due: 
July 16, 2007

For registration form, requirements and 2006 BALA winners visit:
www.ProBuilder.com/BALA

Call for Entries
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NEW NAME. 
NEW WAYS TO TURN YOUR CUSTOMERS INTO AVID FANS.
We’ve changed our name from NRS to Avid Ratings Co. What hasn’t changed is our unparalleled dedication
to transforming homebuilders’ customers into avid fans. Our proprietary survey system measures homebuyers’
experiences and customer loyalty. We will also use your ratings to identify areas where you can improve 
your internal business systems. Then, we target those areas with effective programs.

Delight your customers and improve your bottom line. Call 608.824.2500 or visit www.avidratings.com.

©2007 Avid Ratings Co. All rights reserved. Avid Ratings™ is a trademark of Avid Ratings Corporation. Reproduction or use without expressed consent of Avid Ratings Co. is prohibited. 

For FREE info go to http://pb.ims.ca/5330-41
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Plans and Projects
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>>  BY FELICIA OLIVER, SENIOR EDITOR

THE 2007 NATIONAL SALES AND MARKETING AWARDS    GOLD WINNERS

*

Now in its 26th year, the National Sales and Marketing Awards 
pay tribute to superior new-home sales and marketing achieve-
ments by individual sales and marketing professionals; home 
builders and associates; and sales and marketing councils.

And the 
Winners 

Are ...
The past year has been a challenge for anyone in new-home sales. 
The good news is that the successes prove superb design and 
savvy marketing for your target home buyers will keep your prod-
uct first in the mind of prospects when they are ready to buy.

Take a look at some of the finalists winning gold this year. 
Many took a creative approach to a problem — reaching a niche 

market, building at a challenging location, differentiating themselves among 
similar products — and came out on top. See if any of their lessons learned can 
apply to your business and market.
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❮❮ BEST ATTACHED 
COMMUNITY OF 
THE YEAR

Plans and Projects

 BEST ATTACHED COMMUNITY OF THE YEAR

Not Your Dad’s 
Townhouse

*

GOLD WINNER     SKY TERRACE AT STAPLETON, DENVER

Sky Terrace was Infinity Home Collection’s first attempt at an attached 
home, so its fresh look isn’t surprising. What surprises is that with 
such a short learning curve, it built an attached-home community of 
edgy, contemporary houses that have generated lots of buzz, traffic 

and steady sales in a market that, like most in the country, isn’t that hot. 
Selling townhomes for over half a million dollars in a master-planned com-

munity with available attached homes for less was a challenge. Sky Terrace 
proves great design excels in any sales environment. 

Floor plans soar two and three stories over main living areas, with 9-foot ceil-
ings everywhere else. The design incorporates lots of glass, natural light and 
outdoor spaces, including a roof deck.

“Even the interior units have a very private indoor/outdoor relationship in 
the center of the unit that separates it from the other unit next to it,” says David 
Steinke, marketing director for Infinity Home Collections, Greenwood Village, 
Colo. “You have no idea you’re in the middle of the building at all. It has the 
same sense of light and privacy that they all do.”

The redevelopment of Denver’s Stapleton International Airport is one of the 
country’s largest urban redevelopment projects. The site is being transformed 
into a community of 12,000 new homes. Infinity is one of about 20 builders 
there. “We’re lucky to be able to bring product to market in a community like 
Stapleton,” says Steinke. “They were okay with us taking a very bold step in the 
direction of the contemporary.”
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Target buyers are empty nesters or working people looking for a relatively 
maintenance-free home who have an appreciation for design. 

“They are excited about some of the vertical designs we were creating and the 
blends of stucco and glass and soaring spaces,” says Steinke. 

“We wanted the accessories — the art and furnishings — to be every bit as 
exciting as the architecture. Hillary Reed Interiors did the merchandising, and 
they nailed it.” The judges agree — the Guggenheim won gold for Best Interior 
Merchandising of a Model Priced $400,000 to $650,000.

The Pompidou, named Best Attached Home Plan Priced $500,000 and 
Under, has two bedrooms and a study. It features a three-story ceiling that leads 
to the sky deck — all visible from the main living area. 

BEST ATTACHED HOME PLAN PRICED 
OVER $500,000

BEST INTERIOR MERCHANDISING 
OF A MODEL PRICED $400,000-$650,000

Builder: Infinity Home Collection, Greenwood Village, Colo.
Architect: Woodley Architecture Group, Highlands Ranch, Colo.
Interior Designer: Hillary Reed Interiors, Littleton, Colo.
Ad Agency/PR Firm: Milesbrand, Denver
Number of units: 44
Price range of units: $544,900 to $624,900
Square footage of units: 1,903 (plus 752 of finished outdoor living space) to 2,254 
(plus 1,020 of finished outdoor living space); Pompidou – 1,988 indoor (plus 945 of 
finished outdoor living space)
Merchandising cost per square foot (Guggenheim): $33
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Encantada in Covenant Hills, the only gated 
village in Ladera Ranch, Calif., was designed 
to attract move-up buyers with a viable alterna-
tive to a custom home site. “We feel it’s every 
bit the quality and the caliber of a custom home 

for someone who doesn’t want to spend the time and money 
to build a custom home,” says Jessica Fabricant, regional 
marketing director for the Orange County division of Los 
Angeles-based Pardee Homes.

The community pays homage to the arts and crafts tradi-
tion of the late 19th and early 20th centuries with a cohe-
sive integration of architecture, landscaping, interiors and 
graphics. Encantada presented a strong, unified program. 
“We liked it. Its marketing was one of the best in this cat-
egory,” says Nationals judge Patti Guthrie of Marc-Michael 
Interior Design. 

“I think we really did a good job of working together with 
our consultants and our team to make the details a harmo-
nious blend both indoors and outdoors,” says Fabricant. 
“We didn’t do a contemporary interior with Spanish out-
side. We stayed very authentic to the period. The merchan-
dising and the landscaping and the architecture all stayed 
true to form.”

Fabricant says the architecture dictated the landscape.  
“It really complimented rather than contrasted or over-

shadowed the architecture,” she says. Plan 2, a Colonial 
Monterey, used brick elements on the house and in the land-
scaping and white climbing roses to capture the style.

Encantada creates a relationship between indoor and out-
door spaces through landscape details.

“We tried to capture through the landscaping how people 
can use the courtyards as part of their yard,” says Fabricant. 
“Flooring used on the inside carries through to the outside 
so that there is a seamless blend.”

Plans and Projects

Unify and Conquer

BEST DETACHED COMMUNITY 
OF THE YEAR

GOLD WINNER     ENCANTADA, LADERA RANCH, ORANGE COUNTY, CALIF.

*
Builder: Pardee Homes, Orange County
Architect: Scheurer Architects, Newport Beach, Calif.
Interior Designer: Color Art Design, Culver City, Calif.
Landscape Architect: The Collaborative West, 
San Clemente, Calif.
Ad Agency/PR Firm: Allan Zukor Advertising Design, San Diego
Number of units: 37
Price range per unit: $1,394,425 to $1,757,650
Square footage of units: Approximately 4,350 to 4,901

❮❮BEST 
LANDSCAPE 
DESIGN FOR 
A DETACHED 
COMMUNITY
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©2006 Sony Electronics Inc. All rights reserved.
Reproduction in whole or in part without written permission
is prohibited. Sony and WallStation are trademarks of Sony.

www.sony.com/newhome

In-Wall Home Entertainment

The new standard in home entertainment.
Today’s home buyer “wants it all,” especially when it comes to
home entertainment. And with Sony WallStation, you can give it 
to them. Come see how Sony can help you build sales when 
you’re building your next community. 

For FREE info go to http://pb.ims.ca/5318-42
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QUALITY    PRODUCT SELECTION     SERVICE      VALUE

Architects, builders and contractors have trusted the Windsor Windows & Doors

name for over 50 years. Our commitment to quality, design and craftsmanship means

one thing – Excellent Products. Windsor leads the industry by offering the best in

wood, vinyl and cellular PVC windows and doors.We have Excellent People dedicated

to providing complete solutions with the expertise you can rely on. Our products are

delivered on time, within budget and with a promise of service after the sale.Windsor

is in this with you for the long haul. That’s why people who know windows choose

Windsor – Excellent Choice.

1.800.218.6186 | www.windsorwindows.com

Windsor Windows & Doors
A Lifetime of Excellence 

’’
‘‘We are using Windsor’s Legend products in

all of our buildings.Not only do these windows

have longevity, but they allow us to give each

building the look and style of wood to create

the architectural detail we need.

– Terry Whitley • Locust, NC

For FREE info go to http://pb.ims.ca/5330-43
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GOLD WINNER     SEABRIDGE, CHANNEL ISLANDS HARBOR, OXNARD, CALIF.

BEST MASTERPLANNED 
COMMUNITY OF THE YEAR

Builder/Architect/Interior Designer: D.R. Horton, Los Angeles/
Ventura/Kern Division, Simi Valley, Calif.
Ad Agency/PR Firm: Hayes Martin Associates, Newport Beach, 
Calif.
Number of units: 700
Price of units: $1,737,900 to $2,124,900
Square footage of units: 910 to 6395

*

Where Captains Of 
Industry Can Sail Away

Seabridge, a 135-acre residential marina mas-
ter-planned community, lies within easy water 
access of Santa Barbara, Los Angeles and Orange 
County. This gated island residence boasts exclu-
sive recreation and waterfront amenities — a 

marina, pedestrian bridges and a village — all within walk-
ing distance. It offers a variety of homes – upscale flats over 
live-work units, attached homes and luxurious waterfront 
detached homes, many with private boat slips. 

“The marketing objective for Seabridge was to brand the 
community as an enduring coastal lifestyle landmark, show-
casing its character, promoting its lifestyle and generating 
compelling buyer motivation well before model homes were 
available,” says Mike Higgins, vice president of sales and mar-
keting for D.R. Horton’s Los Angeles/Ventura/Kern division. 
“Our goal was to establish lasting brand equity while we aimed 
for the earliest and strongest possible sales success through 
previews, presales and ongoing buyer relationship building.” 

Easy access to nearby business centers makes this estate 
community accessible to entertainment industry executives 
and others of their ilk who can chart their own course close 
to home on their private vessels. 

The variety of product Seabridge has to offer requires a 
marketing strategy that embraces buyers at every age and 
household makeup, both primary residence and second-
home buyers. 

“We were successful in speaking the language of that 
buyer,” says Higgins, “both in graphics, imaging and copy. 
While this particular geographic area might not other-
wise have drawn the luxury market buyer, the creation of 
Seabridge transformed the buying proposition, successfully 
redefining the location as a preferred destination.

“In spite of the volatility of the declining southern 
California real-estate market, Seabridge has enjoyed sus-
tained sales momentum, with nearly half of its six neighbor-
hoods sold out within the year,” says Higgins.
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Masonite. The Beautiful Door.®

Introducing the new GlenviewTM 3-Panel Craftsman Interior Door from Masonite.

The new Glenview™ 3-Panel Craftsman Interior Door from Masonite is the latest addition to

our Anniversary Collection of Molded Panel Doors. Glenview provides a very affordable design

solution for Craftsman or Mission style homes. The surface is smooth and perfect for painting and

decorating. Glenview features Masonite’s new shaker panel profile and is available in a full array

of widths in both hollow core or Masonite’s patented Safe ‘N Sound® Solid Core Construction.

For FREE info go to http://pb.ims.ca/5330-44
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The marketing objective for Shea 
Homes was to create a plan with 
curb appeal that maximized every 
square inch of the rather small lot 
— 31 feet in width, 2,131 square 

feet — with which the developer of Madera Del 
Sur gave the builder to work.

“We had fairly small lots,” says Teri 
Shusterman, director of marketing for Shea 
Homes San Diego. “Most of them were alley 
loaded; a few of them – some corners – loaded 
from the street.”

The solution was a successful interplay of 
indoor and outdoor spaces and a unique corner 
lot design.

“What’s unique about Plan 4,” says 
Shusterman, “is it’s one of two front-loaded 
home designs, and it was specifically designed 
for corner lot conditions. The front could be 
considered the short side of the house where 
the garage is, and the long side of the house is 
what you would typically call your side yard.”

“When you walk in from what you think is 
the front door,” she adds, “you’re actually walk-
ing into a covered courtyard that leads to an 
open courtyard that gets you to the actual inte-
rior of the home.”

If you turn and enter the other side in the 
open courtyard, you’re in the guest suite.

“You can use it for an office,” says 
Shusterman. “It’s kind of detached from the liv-
ing area. It’s attached from the roof.”

This plan had a broader appeal than expect-
ed, divided almost evenly between couples with 
and without kids, singles and empty nesters. 

“We had to put a sign on the model, saying 
it was not a model,” says Shusterman, “because 
so many people wanted it and we only had so 
many of them.”

GOLD WINNER     MADEIRA DEL SUR, SAN DIEGO, RESIDENCE 4

Builder: Shea Homes, San Diego
Architect: Woodley Architectural Group, Highlands 
Ranch, Colo.
Interior Design: CH Design Group, San Diego
Price of Unit: $777,000
Square footage of unit: 2,131

BEST SINGLE-FAMILY DETACHED HOME 
PRICED $650,000 TO $1 MILLION

*
Plans and Projects

A Plan that 
Corners the 
Small Lot

PHOTOS COURTESY ARON PHOTOGRAPHY
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or insulate once.

Wrap 100 times …

®™Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow
*For complete details, see ICC Evaluation Service, Inc. (ICC-ES) Acceptance Criteria (AC) 71

or call 1-866-583-BLUE (2583).

When it comes to reducing
energy loss through walls, even
loss caused by air leakage, 
STYROFOAM™ extruded poly-
styrene and polyisocyanurate
foam insulations from Dow beat
wrap every time.

One layer of a typical house-
wrap has an R-value of about 0.05,
but a 1" layer of STYROFOAM
insulation has an R-value of 5.0.
It takes about 100 layers of wrap
to equal the insulation value of
STYROFOAM … but the advantages
of rigid foam don’t stop there.

During independent laboratory
tests, Dow’s 1/2'' STYROFOAM

insulation products blocked air
leakage three times better than
7/16'' OSB covered with house-
wrap and six times better than
7/16'' asphalt-impregnated fiber-
board covered with housewrap.
And with the joints properly
sealed, rigid foam insulation
from Dow qualifies as a weather-
resistive barrier.*  

For optimal protection against
energy loss, moisture intrusion
and air leakage, choose rigid
foam insulation from Dow.
Unless you don’t mind wrapping
your homes. Over. And over. And
over again.

1-866-583-BLUE (2583) • www.insulateyourhome.com Even 1/2" of rigid foam insulation from
Dow significantly reduces heat loss.

Housewrap helps reduce air infiltration,
but does not insulate.

In these graphic depictions of thermal
bridging, heat loss is indicated on 
a scale of red (the most heat loss) 
to purple/blue (no heat loss). Yellow
areas indicate heat loss through
uninsulated wood studs.

Housewrap can’t come close to the energy-saving performance 
of rigid foam insulation from Dow.

For FREE info go to http://pb.ims.ca/5330-45
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A Place Where 
Singles Can Mingle

GOLD WINNER     ARAGON PLAN ONE, LA MESA, CALIF.

Plans and Projects

BEST ATTACHED HOME PLAN 
PRICED UNDER $500,000

Builder: Barratt American, Carlsbad, Calif.
Architect: Starck Architecture & Planning, San Diego
Interior Design: Ami Samuel Interiors, San Diego
Price of Unit: Low $400,000s
Square footage of unit: 1,052

*
Just minutes from the trolley stop, shops, gal-
leries, restaurants and downtown La Mesa, 
Calif., Aragon‘s infill condominium commu-
nity revitalized the site of an abandoned trailer 
park, providing a well-positioned, appealing 

product for first-time home buyers seeking an urban resi-
dence outside the congestion of San Diego.

“The target market is first-time home buyers who know 
and love La Mesa,” says Lenette Hewitt, vice president of 
sales and marketing for Carlsbad, Calif.-based Barratt 
American. 

The neighborhood comprises 58 Mediterranean-style 
three-story attached homes available in eight floor plans. The 
layout allows homeowners entry at the street level, just above 
the parking structure, through their own individually gated 
porches. The three-story design also gives greater privacy 
because no one lives above or below them. 

“The living space feels very open for the amount of square 
footage,” says Hewitt of Plan One. “It was also designed to fit 
the ‘mingles’ buyer singles who buy a home together. It has 
two bedrooms – dual masters. With home prices where they 
are today, it takes two incomes for people to afford a home. So 
we have designed floor plans to work for this buyer profile.”
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You want to offer high-value homes. Your homeowners want gas appliances — and

the efficiency and reliability that comes with them. Community underground

propane tanks are a winning proposition for both sides. You’re able to fuel an entire

development of several hundred homes. And, since the tanks are underground, 

your homeowners are able to get curb appeal. Dig deeper at usepropane.com.

Underground tanks are long-
lasting, maintenance-free
and environmentally friendly. Community tanks serve small 

and large developments.

Access comes
through a metered
system, just like 
natural gas. 

For FREE info go to http://pb.ims.ca/5330-46
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GOLD WINNER     STOCKWELL MANOR, INNISBROOK MODEL, FALLS CHURCH, VA.
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Soft Touches Mix with 
Bold Contrasts

Bold Colors Make 
a Memorable 
Impact

Beaumere is WCI Communities’ new 
product in its Old Palm Beach golf 
community. 

“Our objective was to showcase 
these extremely unique home sites we 

have that back onto a water feature,” says Connie 
McGinnis, community representative for WCI 
Homes. “This particular model has high ceilings 
and floor-to-ceiling glass in the living room. It’s 
there to take advantage of the views.”

“We were asked to create a unique interior for 
a very sophisticated and upscale potential buyer,” 
says Lorraine Rogers-Bolton of Rogers Design 
Group. “We decided to create a cleaner, softer, 
more ‘classical metropolitan,’ contemporary inte-
rior. We assisted with the structural changes to 
compliment this theme … eliminating many of 
the arches and all of the pre-cast stone work and 
creating multi-level coffered ceilings.”

GOLD WINNER     BEAUMERE, PALM BEACH GARDENS, FLA.

Plans and Projects

Builder: WCI Communities, Bonita Springs, Fla.
Architect: Randall Stofft Architects, Delray Beach, Fla.
Interior Designer: Rogers Design Group, Palm 
Beach Gardens, Fla.
Square footage of unit: 6,256
Merchandising cost per square foot: $55.00

BEST INTERIOR MERCHANDISING 
OF A MODEL PRICED OVER $2 MILLION

*

*
BEST INTERIOR MERCHANDISING OF 
A MODEL PRICED $1-$2 MILLION

Builder/Architect: Camberley Homes, a division of Winchester Homes, 
Bethesda, Md., 
Interior Designer: Carlyn and Company Interiors, Great Falls, Va. 
Price of units: $1.6 million to $1.8 million
Square footage of model: 6,344
Merchandising cost per square foot: $43
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Nestled in a quiet, established neigh-
borhood just outside Washington, D.C., 
this semi-custom home is designed to 
appeal to young, dual-income profes-
sionals coming out of a smaller, less 

well-appointed home, or to those entering the area 
from myriad locations.

“The objective of the interior design of the 
Innisbrook model is to showcase the sophisticat-
ed, luxury style of living that urban families enjoy 
in D.C.,” says Matt Lefler, Bethesda, Md.-based 
Camberley Homes’ director of operations. “The 
Innisbrook model is designed and merchandised to 
meet the needs of today’s executive family.”

The bold design and color in the media room 
packs a punch. 

“I think it’s exciting,” says Nationals judge Patti 
Guthrie of Marc-Michaels Interior Design. “The 
blue is unexpected. It was memorable. You don’t 
see that everyday.”
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Energized by Dow

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

Insulation, when installed
according to ENERGY STAR
guidelines, can save energy.

www.energystar.gov*Consult the material safety data sheet for this product before use.

1-866-583-BLUE (2583)
www.insulateyourhome.com

Save on energy costs. Conserve natural resources. Resist 
moisture. Maintain long-term performance. Today’s homebuyers
want trusted solutions that deliver it all. And smart builders
know that Dow has the solutions. 

For nearly 60 years, Dow thermal and moisture management
products have enhanced energy efficiency, moisture resistance and
long-term thermal performance.

Dow Building Solutions has a broad portfolio of building 
envelope solutions including: STYROFOAM™ extruded polystyrene
and polyisocyanurate insulations; STYROFOAM™ WEATHERMATE™

housewraps; flashings, tapes and adhesives; and GREAT STUFF™

Pro sealants* – as well as SYMMATRIX™ Scenic Series Decking and
SYMMATRIX™ Classic Elegance Series Railing. 

Energize your sales and customer satisfaction with building envelope
solutions from Dow. 

For FREE info go to http://pb.ims.ca/5330-47
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GOLD WINNER     PORTOLA SPRINGS, IRVINE, CALIF.
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The Portola Springs community at Irvine Ranch 
was positioned as both “near and far,”  conve-
niently located in Orange County next to thou-
sands of acres of open spaces and appealing to 

buyers wanting urban convenience with a rural feel.
“This piece was to communicate with the interest list and 

set the tone for the village from the time we started our mar-
keting efforts about eight months prior all the way through to 
the grand opening,” says Suzanne Maddalon, senior director 
of marketing research for The Irvine Company of Newport 
Beach, Calif, the master developer of Irvine Ranch.

Prospects were sent a trail map listing the different neigh-
borhoods that would be offered at grand opening, including 
all the trails where you could go biking within and surround-
ing Portola Springs. The grand opening piece was a box that 
opens with three folds and reads,  ‘We would never suggest 
exploring 34 model homes without a little sustenance.” The 
inside of the box holds a two-fold grand opening invitation 
that lists all the model homes that are going to be offered and 
even includes a little package of trail mix underneath.

“It drew you in,” says Maddalon. “We had 10,000 people 
show up opening weekend,” 

Happy Trails to Buyers

GOLD WINNER     LOS ARBOLES, PORTOLA SPRINGS, IRVINE, CALIF.

Plans and Projects

Builder: Taylor Woodrow Homes, Irvine, Calif.
Architect: EBTA Architects, Irvine, Calif.
Landscape Design: The Collaborative West, 
San Clemente, Calif.
Price of units: High $900,000s and above

BEST LANDSCAPE DESIGN 
FOR AN ATTACHED COMMUNITY

*

*
BEST DIRECT MAIL

Developer: Irvine Community Development Co., 
Newport Beach, Calif.
Ad Agency/PR Firm: Greenhaus, San Diego

Welcoming Spaces, 
Inside and Out

P
H

O
TO

 C
O

U
R

TE
S

Y
 O

F 
LA

N
C

E
 G

O
R

D
O

N
 P

H
O

TO
G

R
A

P
H

Y

Sunny courtyards, charming decks and sheltered 
loggias expand a home’s living and entertain-
ment spaces outdoors. These indoor/outdoor 
spaces are a southern California tradition, and 

the landscaping makes the most of it at Los Arboles.
The landscape conveys classic Santa Barbara and 

Monterey styles with natural plantings and rich hardscape 
materials — stone, slate, brick and colored, textured con-
crete. Wrought-iron gates frame the entry; the exterior is 
dotted with garden spaces fit for entertaining: a fireplace, 
barbecue, dining area and spa.

“We worked closely with Taylor Woodrow Homes to 
obtain our goal of providing quality outdoor rooms for 
young families to enjoy,” says Faye Pokletar, associate with 
The Collaborative West, San Clemente, Calif.
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ENTER the Annual 
Professional Builder 
Search for

Building a great new house is one thing. Building a great business environment is quite another. 
Do they go hand in hand?  We’re looking to fi nd out.

Tell us how your new-home building business stacks up 
when it comes to:

■ Recruitment and retention 
■ Professional development, education and training
■ Social and corporate responsibility
■ Workplace culture and environment
■ Compensation and benefits
■ Job satisfaction
■ Leadership ability of management
■ Customer service

To nominate your new-home builder workplace as one of the best 
go to www.probuilder.com/bestworkplaces. 

Entry deadline is March 23, 2007.

If selected, your company will be 
featured in the August 2007 issue of 
Professional Builder.  

Help us fi nd the BEST new-home 
builder workplaces in the country. 
Enter your new-home building 
company today!

HURRY!

ENTER O
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GOLD WINNER     GREEN BUILT HOME PROGRAM, MADISON, WIS.

Builder: Madison Area Builders Association, Madison, Wis.
Ad Agency/PR Firm: Kennedy Communications, Madison, Wis. ❮❮
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Green Built Home is an award-winning green building initiative imple-
mented in partnership with the Madison Area Builders Association. 

“We wanted to create consumer recognition,” says Jeffrey Ohm, 
account executive with Kennedy Communications, Madison, Wis. “We 

wanted consumers to ask builders about a Green Built home, why their home 
isn’t Green Built, or how they can make their home Green Built.”

The ad campaign demonstrates through clever visuals simple steps that can 
add up to the 60 points needed to qualify a home as Green Built, i.e., a camel 
representing the use of water conserving appliances and fixtures, and an upside 
down photo of penguins reflecting points granted to homes oriented within 15 
degrees of south.

The entire campaign — print, radio and TV ads — cost about $20,000.
“We shot the TV spots ourselves using the cable company’s facilities,” says 

Annie Johnson, also an account executive with Kennedy Communications. “To 
further stretch the campaign, we want to solicit vendor dollars from some of the 
companies that produce goods, services and products that relate to green build-
ing, to roll their message into ours.”

C Stands Out in a Sea of Sameness

Campaign Makes Green 
Building as Easy as 1-2-3 

In Tampa’s competitive market, the marketing 
for C — a collection of 144 modern condomin-
ium residences, town homes and penthouses 
— needed to create strong recognition and dif-

ferentiation, leveraging the cache of its Bayshore Boulevard 
address, urban walkability and spectacular downtown views. 

Word play with the letter C as well as a bold, distinctive 
logo used in a variety of media and promotion materials did 
the trick. 

“A series of billboards conveyed an initial ‘C for yourself’ 
teaser,” says Joy Wynne Galatro, vice president of brand strat-
egy at Tampa’s Walker Brand Communications, “followed 
by ‘What do you C?’ and finally ‘C it all’ which revealed the 
development and call to action.” 

Other campaign components included a sales brochure 
bound with a single grommet and C logo medallion, a Web 
site with a video presentation of C views, and a sales center 
environment featuring branded storytelling graphics and 
C coasters.

GOLD WINNER     C, TAMPA, FLA. 

Plans and Projects

Builder: Crescent Resources, Tampa, Fla.
Ad Agency/PR Firm: Walker Brand Communications, 
Tampa, Fla.

*
BEST OVERALL AD CAMPAIGN

BEST MARKETING CAMPAIGN 
FOR A GREEN BUILT 
COMMUNITY

*
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Feel the same about your
window manufacturer?

Then maybe it’s time you worked with us – the ones who offer the convenience of electronic 
ordering and online tracking; the ones who commit to delivering product in seven days or less*; 
the ones providing industry-leading service. The ones your peers ranked “Highest in Builder and 
Remodeler Satisfaction among Residential Window and Patio Door Manufacturers.” As for us, 
we’d be quite satisfied just to get the chance to show you what legendary Simonton quality can do 
for you. To find a distributor near you, call 1-800-

SIMONTON or visit us at www.simonton.com.

Simonton Windows® received the highest numerical score in the proprietary J.D. Power and Associates/McGraw-Hill Construction 2006 Residential 
Window and Patio Door Builder and Remodeler Satisfaction StudySM.  Study based on 2,343 responses measuring 10 companies and measures opinions of new 
home builders and remodelers. Proprietary study results are based on experiences and perceptions of new home builders and remodelers surveyed in May 
through July 2006. Your experiences may vary. Visit jdpower.com.

*Under normal conditions, from your supplier’s weekly cutoff date. Impact-resistant products require additional lead time.

For FREE info go to http://pb.ims.ca/5330-50
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GOLD WINNER     BROOKFIELD HOMES’ SOUTHLAND GROUP, COSTA MESA, CALIF.
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Lofts Brought Down to Earth
“We wanted to capture all the great qualities and 
essence of a home but with the hip and open 
lifestyle of a loft,” says Alison Banks, marketing 
director at Standard Pacific Homes’ L.A. division. 

“These lofts have hardwood floors, granite counters and no 
exposed ducts.”

The target market for this “livable loft” product is the first-
time buyer who’s young, urban and eager to get into a place 
of his or her own.

“It’s really all about location and lifestyle,” says Kelly 
Borgen, account executive with the Roxburgh Agency, Costa 
Mesa, Calif. “So you see big visuals and photography through-
out the brochure. It’s very colorful and vibrant.”

The brochure has high-gloss pages that depict the differ-
ent materials and textures found within the loft, with velum 
sheets that overlay the floor plans to give potential buyers an 
idea where to put their furniture. Many people like the idea 
of a loft but have no idea how to furnish open spaces.

“Let’s show them the basics,” says Banks. “You can put 
your bed there, your dresser here. A lot of folks find that real-
ly helpful — that it’s practical. You could actually live there.”

GOLD WINNER     REDWOOD LOFTS, MARINA DEL REY, CALIF.

Plans and Projects

*
Builder: Standard Pacific Homes – Los Angeles Division
Ad Agency/PR Firm: The Roxburgh Agency, Costa Mesa, Calif.
Cost: $8.47 per piece for 10,000 

BEST BROCHURE FOR 
A COMMUNITY PRICED 
$400,000-$650,000❮❮

Coffee Table Piece 
Educates the Enthusiasts

Brookfield Homes’ Southland Group division decided to 
“preach to the choir” with this piece.

“Rather than try to always go out to a broad-based audi-
ence to educate them as to who and what Brookfield is,” 

says Tom Weston, a partner with Santa Monica-based Weston/Mason 
Marketing, “what better audience to focus on than existing buyers 
and new buyers as they come into the family.”

The brochure is designed to reinforce the specialness of owning a 
Brookfield home to a group of about 5,000 homeowners expected to 
expand by another 500-800 each year, Weston says, as well as create 
a conversation piece with their friends and acquaintances.

The challenge was producing a brochure that mimics a coffee table 
book using a limited budget and small rollout. Weston/Mason used a 
“Chinese sew” instead of perfect binding for the brochures. The bro-
chure is French folded — regular, uncoated paper stock printed only 
on one side and folded over so that only the printed side is visible — to 
give the feel of heavier stock. And it uses a thermo graphic process in 
which each layer of ink was heat-sealed as it was laid onto the paper, 
causing the ink to dry on top of the sheet instead of soaking in.

“As a result, the depth and richness of the photography is not 
something you’ve ever seen before,” says Weston. 

*
BEST BROCHURE 

FOR A BUILDER❯❯

Builder: Brookfield Homes’ Southland Group, Costa 
Mesa, Calif.
Ad Agency/PR Firm: Weston/Mason Marketing, Santa 
Monica, Calif.
Cost: $8.34 a piece for 3,500 brochures
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They say no two customers 
are exactly alike.

To which we say, “Exactly.”
Whirlpool Corporation is now your single source for the most comprehensive lineup 

of powerful, consumer-preferred appliance brands. But that’s just the starting place 

for a bigger conversation.

 While style, performance and dependability remain constants across our 

portfolio, the brand personalities differ. Each is tailored to appeal to an individual 

personality type, so you can match every homebuyer’s wants in the best way 

possible: Exactly. 1.800.253.3977. insideadvantage.com.

 Powerful brands. Impressive portfolio.

POWERFUL BRANDS

INNOVATIVE PRODUCTS

CONSUMER INSIGHT

TARGETED SERVICES

 insideadvantage.com
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For FREE info go to http://pb.ims.ca/5330-51
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Builder/Developer: Barrett American, Carlsbad, Calif.
Ad Agency/PR Firm: Greenhaus, San Diego ❮❮

GOLD WINNER     SEAHAUS, LA JOLLA, CALIF.

❮❮
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“This particular ad was designed to reach out-of-
state buyers in Arizona and Nevada where it is very 
hot in the summer months,” says Lenette Hewitt, 
marketing director at Barratt American, Carlsbad, 

Calif. “The ocean view shot — taken from one of the actual 
units at Seahaus — was the draw to get buyers to purchase a 
second home in La Jolla. 

“The biggest challenge,” says Hewitt, “was selling to an 
upscale buyer that could afford to pay $1.2 million to $1.9 mil-
lion for a luxury or second home. And the market really took 
a turn for us in the last year and we went from 75-100 a week 
traffic to 15-35 a week.”

“It paints a picture immediately that is very simple, says 
Nationals judge Laura Lynn Reising of Petros Homes. “It’s 
amazing how powerful it is.”

Seahaus’ sales were very successful all 138 town homes and 
condominiums were completely sold out by last November.

An Ad with Brains, Heart and Courage

Seahaus Lures Buyers with a Breath 
Of Fresh Air

Most people start their search for a home on the Internet. And 
most people are familiar with Dorothy’s wistful statement at the 
end of “The Wizard of Oz.” This clever ad spoke loudly and clearly 
to a broad audience.

“The target market was anyone seeking a new home who would use the 
Internet for their search,” says Bridgett Wright, marketing director at the 
Jones Company, Franklin, Tenn. “We wanted to draw traffic to our Web site. 
We saw a marked increase in traffic for the day that the ad ran, as well as the 
next day.”

The advertisement ran full-page and full-color. 
Says Wright: “Obviously, the size of the ad contributed to the sizzle.” 

GOLD WINNER      “NO PLACE LIKE A JONES HOME”

Plans and Projects

*
BEST COLOR AD CORPORATE COMBO

Builder: The Jones Company of Tennessee, Franklin, Tenn.
Ad Agency/PR Firm: The Point Group, Dallas
Cost of ad: $450 for 2006 print campaign

*
BEST COLOR AD 
FOR A SINGLE PROJECT
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❯❯

GOLD WINNER     AZZURRA, MARINA DEL REY, CALIF.

❯❯
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Twenty artists, 200 guests and 60 members of 
the media attended the opening, but it wasn’t 
that of a movie, theater or gallery. Instead, they 
visited Azzurra, a high-rise luxury condomini-

um project in Marina del Rey.
The developer purchased a $2 million art collection 

representing the artists from the L.A. school of art: paint-
ers, sculptors and photographers such as David Hockney, 
Roy Lichtenstein and Dennis Hopper who lived together 
and practiced their respective arts together in the 1960s 
just blocks from where Azzurra is now located. Each 
floor of the building would feature one particular artist 
in the hallways.

A group photo was taken in front of a billboard of Dennis 
Hopper’s famous photo, “Double Standard, 1961” — iden-
tical to the shot taken 40 years ago of the same guys.

The artists were invited back to celebrate their art and 
mingle with potential buyers and brokers. The opening 
was promoted though an invitation, brochure, note cards 
and other promotional activities. People, Forbes and Variety 
were among the publications covering this event.

“It created a buzz that allowed us to sell 390 units at 
price points between $1.5 (million) and $1.8 million in 
essentially 11 months,” says Alexander. “And we were able 
to get Dennis Hopper, Joe Goode and Peter Alexander to 
move into this building to paint in residence.”

A Diamond on the Green

Artists in Residence

GOLD WINNER      REYNOLDS PLANTATION, GREENSBORO, GA.

Plans and Projects

*
BEST COLOR AD FOR A 

MASTERPLANNED COMMUNITY

Builder/Developer: Linger Longer Development Company, 
Greensboro, Ga.
Ad Agency/PR Firm: Denmark agency, Atlanta

*

BEST SPECIAL PROMOTION

Developer: Colony Capital, Los Angeles
Architect: GMP Architects, Santa Monica, Calif.
Ad Agency/PR Firm: InterCommunications, Newport Beach, Calif. 
Price range of units: $600,000 to $4.4 million
Square footage of unit: 811 to 3571

The Reynolds Plantation is a luxury golf resort 
community. 

“There were four or five courses down there 
already,” says Todd Haislip, creative director at 

Denmark agency, Atlanta. “They were opening another more 
exclusive golf course – the Creek Club. This is going to be the 
first members’ only golf course — a bit higher echelon.”

Ads for golf communities play to the natural strengths, 
showing beautiful photography of acres and acres of meticu-
lously landscaped courses. But these visual aren’t the best 
course for differentiation because they all look virtually the 
same. Instead, the Creek Club features a diamond.

“Our goal was to stop people in their tracks,” says Haislip. 
“We thought the diamond on the tee was a good way to do 
that. The diamond represents a new standard in golf.” 
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Gold winners not pictured
GOLD WINNER      

Plans and Projects

*Best Rookie Sales Person of the Year
Kyle Krecklow, Ryland Homes, Twin Cities, 
Eden Prairie, Minn.

*Best Sales Person of the Year
Sheena M. Guido, The Marketing Directors, 
a Ryness Company, New York

*Best Sales Team of the Year 
Maria Sirgo, Eduardo Pena, Johnny Hackett, 
Michelle Lo, Robert Taylor, Paul Cinciripini, 
Lisa Tran, Gus Garcia, Sarah Ta and Quyen 
Nguyen - Royce Builders, Houston
AND
Theresa Maisen, CSP; James I. Park, CSP, 
and Lindsay Wilson, CSP
The Ryness Company, Urban West, Irvine, 
Calif.

*Best Sales Manager of the Year
Rich Rudnicki, Winchester Homes, Bethesda, 
Md.

*Best Marketing Director of the Year
Peggy Sullivan, Pathway Communities, 
Atlanta

Sales and Marketing Council of the Year 
– Under 250 Members 
Horry Georgetown Sales & Marketing Council, 
Conway, S.C.

Sales and Marketing Council of the Year 
– 250-500 Members 
Atlanta Sales and Marketing Council of the 
Greater Atlanta Home Builders Association

Sales and Marketing Council of the Year 
– Over 500 Members 
Inland Sales & Marketing Council, Huntington 
Beach, Calif.

Best Logo
East Pier, Boston, Mass.
Builder: Lennar Urban, Weehawken, N.J.
Ad Agency/PR Firm: ADD Inc., Cambridge, 
Mass.

Best Graphic Continuity
The Ocean Club, Revere Beach, Mass.
Builder: Fustolo Development, Burlington, 
Mass.
Ad Agency/PR Firm: Doerr Associates/
Conventures, Winchester, Mass.

Best Brochure for a Community Priced 
Under $400,000
Alley24, Seattle
Builder: Vulcan Real Estate, Seattle
Ad Agency/PR Firm: DEI Creative, Seattle

Best Brochure for a Community Priced 
$650,000-$1,000,000
Union Row, Washington, D.C.
Builder: PN Hoffman, Washington, D.C. 
Ad Agency/PR Firm: Eason Associates, 
Washington, D.C.

Best Brochure for a Community Priced 
Over $1 Million
Henley on Hudson, Weehawken, N.J.
Builder: Lennar Urban, Weehawken, N.J.
Ad Agency/PR Firm: The 7th Art, 
New York City

Special Award: Best Brochure for a 
Community Priced Over $1 Million
Azzurra, Marina del Rey, Calif.
Developer: Colony Capital, Los Angeles
Ad Agency/PR Firm: InterCommunications, 
Newport Beach, Calif. 

Best Brochure for a Resort Community
Mountain Air, Burnsville, N.C.
Developer: Mountain Air Development Corp.
Ad Agency/
PR Firm: Applied Communications

Best Brochure for a Masterplanned 
Community
River Hall, Alva, Fla.
Developer: The LandMar Group, 
Jacksonville, Fla.
Ad Agency/PR Firm: Full Circle Productions, 
Atlanta

Best Internet Marketing Campaign
John Laing Homes Corporate Lost Looker 
Survey, San Diego
Builder: John Laing Homes Corporate, 
Newport Beach, Calif.
Online Marketing Firm: Interactivate, San 
Diego
Ad Agency/PR Firm: Greenhaus, San Diego

Best Black & White Ad
Watermark, San Francisco
Builder: San Francisco Cruise Terminal, San 
Francisco
Ad Agency/PR Firm: Gauger + Associates, 
San Francisco

Best Radio Commercial
Stapleton, “Mr. In Between Guy”
Developer: Forest City Stapleton, Denver
Ad Agency: Strada Advertising, Denver

Best Television Commercial
Centex Homes, “Dad”
Builder: Centex Homes New Mexico, Albu-
querque, N.M.
Ad Agency: MudHouse Advertising, Albu-
querque, N.M.

Best Buyer Retention Program
“My Home” Online Membership
Builder: John Laing Homes, Newport Beach, 
Calif.
Ad Agency: Greenhaus, San Diego

Best Marketing Promotion by an 
Associate or Supplier Serving the 
Housing Industry
Gauger + Associates Real Estate Brochure
Associate: Gauger + Associates, San 
Francisco

Best Community Service Project or 
Promotion
Clay Shoot/Golf Tournament, Houston
Builder: Royce Builders, Houston
Ad Agency/PR Firm: In-house

Best Website for a Community
www.heritagecreekmilton.com
Builder: Schell Brothers, Milton. Del.
Web site Designer: Elevated Line Design, 
Chicago

Best Website for a Builder
www.thejackparkercorporation.com
Builder: The Jack Parker Corporation, 
Fort Myers, Fla.
Web site Designer: B-Squared Advertising, 
Naples, Fla.

Best Website for an Associate
www.DTDesignConcepts.com
D & T Design Concepts, Cape Coral, Fla.
Web Site Designer: Devious Design Studio, 
Fort Meyers, Fla.

Best Urban Sales Office 
The Residences at Maple Leaf, Toronto
Developer: Lanterra Developments, 
Toronto
Interior Design: Munge/Leung Design 
Associates, Toronto

❯❯
*Will be featured in the April issue 
of Housing Giants. 
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GOLD WINNER      

Plans and Projects
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Best Suburban Sales Office 
Harbors at Haverstraw, Haverstraw, N.Y.
Developer: Ginsburg Development Compa-
nies, Valhalla, N.Y.
Architect: Niles Bolton Associates, Atlanta/
Do Chung and Partners, Stamford, Conn.
Interior Design: DEI Design Environment
Ad Agency: The Marcon Group/Miller-Mohr 

Best Sales Information Center
Del Sur Ranch House Welcome Center
Builder: Black Mountain Ranch, San Diego
Architect: Nick Fullerton Architects, P.C., 
Kalispell, Mont.
Interior Design: Design Line Interiors, 
San Diego
Landscape Designer: Vita Planning and 
Landscape Architecture, San Rafael, Calif.
Ad Agency/PR Firm: InterCommunication, 
Newport Beach, Calif.

Best Design Center
Renaissance Homes Design Center
Builder: Renaissance Homes, 
Lake Oswego, Ore.
Interior Design: Renaissance Homes De-
sign Team and Jane Meagher, consultant

Best Signage
Seacrest, Crystal Cove, Calif.
Builder: Laing Luxury, Newport Beach, Calif.
Ad Agency/PR Firm: P11 Creative, Santa 
Ana Heights, Calif.

Best Interior Merchandising of a Model 
Priced Under $400,000
Southtown – The Uptown, Southgate, Mich.
Builder/Architect: Adco Group, Novi, Mich.
Interior Designer: Stephanie Kallen, Boer-
ema Chaben & Company, Novi, Mich.

Best Interior Merchandising of a Model 
Priced $650,000-$1,000,000
La Cantera - The Santa Rosa. La Quinta, 
Calif.
Builder/Architect: La Playa Properties, 
Santa Barbara, Calif.
Interior designer: Parisi, Del Mar, Calif.

Best Single Family Detached Home 
Priced Under $400,000
Parkway Lakes - The Jefferson, Richmond, 
Texas
Builder: Royce Builders, Houston
Architect: P.L. Murray & Associates, Plano, 
Texas
Interior Designer: Impact Design, Houston

Best Single Family Detached Home 
Priced $400,000 to $650,000 
Inspiration - Lexington Lodge Plan, Bayport, 
Minn.

Builder/Architect: Rottlund Company, 
Roseville, Minn.
Interior Designer: Janelle Rasmussen, 
Rottlund Company, Roseville, Minn.

**Best Single Family Detached Home 
Priced $1 million to $2 million
Capistrano Plan 3, Ladera Ranch, Calif.
Builder: K. Hovnanian Homes, Bakersfield, 
Calif.
Architect: Lim Chang Rohling Architects, 
Pasadena, Calif.
Interior Designer: Design Tec Inc., New-
port Beach, Calif.
Landscape Designer: Land Concern, 
Santa Ana, Calif.

**Best Single Family Detached Home 
Priced Over $2 million
Atterbury at Villanova, Montgomery Model, 
Villanova, Pa.
Builder: Moser Builders, Berwyn, Pa.
Architects: McIntyre, Capron & Associates, 
Paoli, Pa.
Landscape Designer: Gordon Eadie, Valley 
Forge, Pa.
Interior Designer: Alex Cole Interiors, Tampa

**Best One-of-a-Kind Home
Kinsley Place, Deland, Fla.
Builder: The St. Joe Company, Deland, Fla.
Architect: Looney Ricks Kiss Architects
Landscape Designer: Dix Lathrop & As-
sociates, Longwood, Fla.
Interior Designer: Brooks Interior Design, 
Maitland, Fla.

THE JUDGES (from left to right): Michael Copp-NAHB, Bill Kreager, John Sims, Patti Guthrie, 
Dominique Sampson, Lyda Akin, Nick Lehnert, Jim Hale and Laura Lynn Reising

LYDA AKIN
The Point Group, Dallas
PATTI GUTHRIE
Marc-Michael Interior Design, Winter Park, 
Fla.
JIM HALE
Fonville Morisey, Builder Marketing Group
Raleigh, N.C.
BILL KREAGER
Mithun Pier 56, Seattle
NICK LEHNERT
Lehnert & Associates, Placentia, Calif.
LAURA LYNN REISING
Petros Homes, Broadview Heights, Ohio
DOMINIQUE SAMPSON
The Green Companies , Newton, Mass.
JOHN SIMS
Builder Marketing Services, Long Valley, N.J.
MICHAEL COPP
NAHB Liaison
PETER M. MAYER
Judging Chairman
Peter M. Mayer Productions, Alta Loma, 
Calif.

For more information about the National 
Sales and Marketing Awards, visit www.
thenationals.com.

JUDGES
2007 Nationals Judges

Gold winners not pictured cont.

**Will be featured in our April issue 
of Custom Builder. 
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Innovations
 >> WWW.PROBUILDER.COM/INNOVATIONS

On the longest unprotected border in the world, a 
war of wood and words has been waging for years over soft-
wood lumber imports into the U.S. An April agreement 
has calmed the situation, but neither side is particularly 
pleased with the compromise, and builders still worry.

A battle between the U.S. and Canadian lumber producers has been 
building since the April 2001 expiration of a U.S./Canadian Softwood 
Lumber Agreement reached in 1996. Under the terms of that agreement, 
Canada had a limit of 14.7 billion board feet of duty-free lumber to U.S. 
lumber yards each year. Tariffs set for shipments would kick in beyond 
that level. In return, the U.S. agreed not to launch any trade action against 
Canada.  

In April 2006, a proposal reached under NAFTA stated Canadian lum-
ber firms would be held to 34 percent share of the softwood lumber market 
in the U.S., broken down regionally between Canada’s lumber-producing 
provinces and based on 2004-05 exports. In return, the U.S. would give 
back about $4 billion of the $5 billion it collected in duties since the expira-
tion of the previous agreement. Canada would impose an export tax that 
would vary according to lumber prices, export levels and the value of the 
Canadian dollar.

Although most U.S. timber is harvested from private land at mar-
ket prices, the Canadian government owns 90 percent of the country’s 
timberlands and charges stumpage fees for logging based on the cost 
of maintaining the forest. U.S. timber companies contended Canada’s 
stumpage fees were kept artificially low to allow mills to sell wood below 
market value. U.S. firms pressured the American government to impose 
extra duties on Canadian lumber to lock-in prices. After the duties were 

Builders still worry 
about lumber prices; 
neither the U.S. nor 
Canada satisfied 
with lumber deal. 

>> BY FELICIA OLIVER, SENIOR EDITOR

A Traditional Green 
Home in the 
Neighborhood
A ‘GreenHome’ demonstrates the 
affordability and practicality of sustain-
able building

WHEN YOU INTEGRATE GREEN ELEMENTS 
EARLY IN THE DESIGN PROCESS, a green 
home’s look can fit into a typical neighborhood. 
And when you plan ahead, the costs of build-
ing green can be manageable. The National 
Homebuilder Mainstream GreenHome in Raleigh, 
N.C., will showcase products, systems and tech-
niques that can be used for individual homes or 
large-scale developments. 

Lutron Electronics and Cherokee Investment 
Partners teamed up to build the Mainstream 
GreenHome, the first home in the country to be 
built in a subdivision under the NAHB’s Model 
Green Home Building Guidelines. Only three 
homes to date have met these guidelines.

“Not only are we cleaning and greening hun-
dreds of brownfield sites nationally,” says Tom 
Darden, CEO of Cherokee, “we are exploring 
innovative ways to integrate more sustainable 
features into the horizontal and vertical construc-
tion of our sites.”

Builders considered the environment in various 
aspects of the home by using edible or drought-
tolerant plants for landscaping to incorporating 
rainwater catchment and reuse systems.

The GreenHome will use Lutron products, 
including RadioRA, a radio frequency lighting 
control system to control electric light, and Sivoia 
QED shades to control daylight. The RadioRA 
Chronos package uses an astronomical clock to 
automate lighting changes to save energy. For 
example, driveway lights can be programmed to 
turn on at sunset and turn off at 11 p.m.

The GreenHome is expected to be com-
plete in early 2007. For more information, visit 
www.MainstreamGreenHome.com.

Product News

continued on Page 92

Softwood 
Makes 
a Hard 
Sell

>>  BY NICK BAJZEK, PRODUCTS EDITOR
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imposed, Canada took its case to the 
World Trade Organization and NAFTA 
in May 2003.

Though an agreement has been 
reached, neither side is completely 
happy with the deal. U.S. lumber pro-
ducers fear dramatic price shifts, and 
some builders remain worried about 
softwood’s price. “The NAFTA panel 
decision is gravely flawed and signifies 
a potential end to an important antidote 
in the U.S. lumber industry’s efforts 
to counter the poison that is Canadian 
lumber industry practices,” said Steve 
Swanson, chairman of the Coalition for 
Fair Lumber Imports, in his address to 
the U.S. Senate Commerce Committee 
Subcommittee on Trade, Tourism and 
Economic Development. 

Bernie Markstein, director of fore-
casting and assistant staff vice president 
of the NAHB, says that under the terms 

of the agreement, “Canadian firms can 
still import as much as they want to … if 
they are willing to pay the price. But 
some of the more stringent rules, some 
of which aren’t being enforced as of yet, 
impose big limits on the amount of 
lumber that can be imported.” 

If the U.S. tightens its grip on 
Canadian imports, builders may have to 
look to other sources, such as Europe, 
for their lumber. “Even if you want 
more, you can’t have it. We have lots 
of lumber sitting to the North of us but 
we might not even be allowed to use it. 
We would have to import lumber from 
Europe at a higher cost,” Markstein 
says. “From a builder’s perspective, this 
is just crazy. Technically either side can 
opt-out after two years, but I think this 
will stick for awhile. And it still officially 
hasn’t passed yet. Both sides are still 
pushing it through.”

 >> WWW.PROBUILDER.COM/INNOVATIONS

Innovations

>>  BY FELICIA OLIVER, SENIOR EDITOR

A Bright Idea
Lead and mercury on the outs at Philips plants. 

Philips Lighting Co. has partnered with the Environmental Protection Agency to 
get the lead and mercury out of its U.S. manufacturing processes. The company 
has been recognized by the EPA as the first U.S. corporation to launch a company-
wide effort to meet EPA’s National Partnership for Environmental Priorities waste 
minimization standards.

The NPEP encourages public and private organizations to form voluntary part-
nerships with the EPA to reduce the use or release of any of 31 priority chemicals, 
including cadmium, lead and mercury.  

EPA first approached Philips about reducing chemical waste at its Fairmont, 
W.V., plant. But Steve McGuire, Philips Lighting Co.’s environmental manager, says 
the NPEP goals fell in line with existing company initiatives.

“Instead of having one plant here, one plant there, I thought we should join it as 
a corporation,” says McGuire. “Sustainability can’t work in bits and pieces.”

“As Philips continues to reduce our dependence on both mercury and lead to 
produce our lighting products,” McGuire adds, “we’ll be using less of these materi-
als in all our plants and will help prevent higher levels of mercury from entering the 
environment.” 

Philips has volunteered to significantly reduce the levels of mercury in the man-
ufacturing of its fluorescent lighting by the end of 2007 and to virtually eliminate all 
lead in the manufacturing of its lighting products at all of its U.S. plants by 2010. 

The EPA estimates Philips’ waste reduction commitment will represent 37 per-
cent of the EPA’s national chemical reduction goal for 2011 for all businesses and 
companies reporting priority chemicals.

Product News
T H E P O W E R

O F  P E R S UA S I O N.

Pella’s beautiful Mahogany, Alder, 

Douglas Fir and Pine windows and 

doors have the amazing ability to 

turn house hunters into homebuyers. 

That’s The Power Of Yellow.SM

Call 866-209-4216 or 

visit www.pella.com/pro.

© 2007 Pella Corporation

For FREE info go to http://pb.ims.ca/5330-57
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?How many great brands did it 
take to build Professional Builder 
SHOW VILLAGE 2007?

(Answer below)

Hats off to these fantastic sponsors who worked so hard 
to make Professional Builder SHOW VILLAGE 2007 

the BIGGEST and BEST EVER.

G R E AT  C O M PA N I E S .  G R E AT  P R O D U C T S .  G R E AT  F U N .

www.ProBuilder.com

Answer:
In 2007, it took 41 sponsors. For information on Professional Builder SHOW VILLAGE 2008, go to www.ProBuilder.com.
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PATH REPORT

MOLDS PRODUCE ALLERGENS, IRRITANTS 

and, in some cases, potentially toxic substanc-

es, seen below. Inhaling or touching mold or 

mold spores may cause allergic reactions and 

illnesses. Millions of spores can be seen in this 

post-Katrina bathroom in New Orleans, left. 

Innovations
>> BY SCOTT T. SHEPHERD, PATH PARTNERS

Builders Tap Mold-resistant 
Gypsum
Approximately 55 percent 
of homeowners express concern 
about mold, according to a 2005 survey 
by CertainTeed.

For builders, mold can translate into 
costly and time-consuming callbacks 
for remediation, particularly if mold is 
found in the drywall. 

With news about the dangers of mold 
spreading, innovative manufacturers 
have launched mold-resistant gypsum 
products.

These products not only can be 
good for your homes but can be — if 
you promote the gypsum board to your 
customers — a powerful and distinctive 
marketing strategy as well, particularly 
in conjunction with aggressive advertis-
ing by manufacturers. 

“From a consumer awareness point 
of view, it has been phenomenal,” says 
Leo Bissonnette, manager of Georgia-
Pacific’s Dens Products. He notes the 

product does well among do-it-your-
selfers, who find it in major stores like 
Lowe’s and Home Depot, and “because 
of its popularity with consumers, we 
have seen some more interest from 
builders. It is creating a bit of a pull-
through of the product.” 

Mold-resistant gypsum is not a sub-
stitute for good building practices, 
however. Proper roof pitch and window 
flashing; minimal roof penetrations; a 
well-drained, weather-resistant envelope; 
and other design elements can reduce 
the likelihood of moisture penetration, 
and you should include them. But mold-
resistant drywall provides a good layer 
of extra protection, especially in high-
humidity rooms.

Cause for Concern
Unchecked, mold growth can rot wood 
and damage drywall. It can even cause 
structural damage.

But the main concern for homeown-
ers is the health implications. 

Molds produce allergens, irritants 
and, in some cases, potentially toxic 
substances. Inhaling or touching mold 
or mold spores may cause allergic reac-
tions and illnesses. Mold can be a seri-
ous concern for people with weakened 
or suppressed immune systems.

“We’ve seen a real concern about mold 
from our clients,” says Paul Boa, a produc-
tion manager with Bensonwood Homes 
in Walpole, N.H. “In terms of selling it to 
customers, it’s been pretty easy.”

Bensonwood installs mold-resistant 
drywall on the interior of the exterior walls 
of all of its factory-built timber-frame cus-
tom homes. Because the preassembled 
walls can be exposed to the elements, Boa 
said Bensonwood wanted to provide an 
extra layer of protection from mold growth. 
And most of the firm’s clients have been 
excited to see the mold-resistant product.
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A Financial Nightmare
But mold is such a concern, even the 
finance industry is weighing in.

“A home with mold loses its value 
dramatically. For example, a $250,000 
home can have $100,000 worth of mold 
problems. All of a sudden, a lender 
finds their loan is worth more than the 
home,” says Charlie Perry, president of 
the Environmental Assurance Group, 
a consulting firm that addresses mold 
issues in real-estate. 

On behalf of lenders, investors and 
insurance companies, Perry helps pre-
vent losses from mold-infested homes. 
But the best-case scenario, he says, is 
that mold growth never starts.

“Unlike some other environmental 
issues, there are no good fixes for mold. 
Once the problem sets in, it is almost 
always there, and sometimes the reme-
diation is more costly than the house is 
worth,” Perry says.

To highlight the importance of mold 
prevention, Perry has started design 
and construction of the Mold Safe 
Model Home project. Sponsored by the 
Partnership for Advancing Technology 
in Housing (PATH), the 3,000-square-
foot home in Chesterfield, N.H., will 
include paperless drywall, vapor barri-
ers, proper water drainage design and 
other features. 

“With mold, it is about prevention, 
prevention, prevention,” he says. “We 
started the Mold Safe Model Home to 
demonstrate the value and easy applica-
tion of mold-resistant products, such as 
mold-resistant gypsum board.”

Nothing to Eat
What exactly is mold-resistant gypsum 
and how is it different from your usual 
drywall? Mold requires two elements to 
grow: moisture and food. For water, a 

little condensation in a bathroom or 
around a windowsill can be enough. 
For food, almost any organic substance 
will do.

Therefore, gypsum board manufac-
turers have developed a variety of prod-
ucts that eliminate either food or water. 

Several manufacturers, including 
USG Corp. (Sheetrock’s Humitek), 
National Gypsum Co. (Gold Bond Brand 
XP), and Temple-Inland (Silent-Guard 
TS gypsum shaftliner), chemically treat 
the paper on both sides of the gypsum 
board. This means the gypsum cores 
don’t absorb moisture as easily.

Another tactic is eliminating the 
source of food — the paper. Georgia-
Pacific (using DensArmor Plus) replaces 
the paper with glass mat facings, while 
USG (using FiberRoc AquaTough) uses a 
paperless gypsum-cellulose combination.

In all cases, the product mounts 
almost identically to regular gypsum. 

The dimensions, installation methods 
and finishing techniques are the same.

Boa says workers have complained 
about the amount of dust generated 
during cutting, but Bensonwood has 
adjusted by cutting the drywall with 
handsaws.

How Resistant Is It?
Mold-resistant does not mean mold-free. 
The current standard for mold-resistant 
characteristics of drywall is the ASTM 
D3273 Standard Test Method for 
Resistance to Growth of Mold on the 
Surface of Interior Coatings in an 
Environmental Chamber. D3273 mea-
sures the ability of the drywall to resist 
mold and mildew growth under pre-
scribed moisture conditions. Several 
manufacturers measure the perfor-
mance of their products against this 
standard. 

The products mentioned above 
achieved ratings between eight and 10, 
with 10 being the best rating. 

It is important to note, however, that 
materials are tested only for 30 days, so 
the standard does not address longevity 
of the mold-resistance treatment.

With both types of mold-resistant 
gypsum, it’s important to keep the mate-
rial dry and clean on the job site. If not, 
you will be giving mold a place to thrive, 
despite the design of the gypsum board.

Worthy Investment
Like many technological advancements, 
mold-resistant gypsum comes at a cost 
premium. The product can cost 30 to 50 
percent more than traditional drywall. 
Georgia-Pacific estimates that a 2,500-
square-foot home uses about 10,000 
square feet of drywall; if you replaced it 
all with paperless gypsum, your drywall 
would cost $1,500 to $2,000 more. At 
that price, many builders tend to use 
it just in bathrooms, kitchens, exterior 
basement walls and other areas where 
moisture or humidity is high.

But in storm- and flood-prone regions 
of the country, it may make sense in 
every room. For example, the Katrina 
Cottages — the 544 to 936-square-foot 
home kits sold by Lowe’s in the Gulf 
Coast region — include mold-resistant 
drywall throughout. 

Although the cost of the drywall is 
higher, compare it to the expense of 
remediation. 

And when you weigh the cost premi-
um against the reputation of your busi-
ness or the health of your clients, the 
cost may be negligible. PB

Scott T. Shepherd writes about better 
building practices on behalf of the 
Partnership for Advancing Technology in 
Housing (www.pathnet.org). PATH is 
administered by the U.S. Department of 
Housing and Urban Development. Learn 
more at www.pathnet.org.

LOG ON To read ‘Building Manufacturers 
Launch New Mold-Resistant Products’ 

log on to www.probuilder.com/innovations

Innovations
>> PATH REPORT

Look for more info on mold-resistant 
gypsum in PATH’s Top 10 Technologies for 
2007 at www.pathnet.org
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 >> IN MY OWN WORDS

Innovations

�

�
“ I DID

1,000 HOMES 
WITH NO 

CALLBACKS.”

Joe Ziler
Director of Homebuilding 
Operations
Eustis, Fla.

� Owens Corning
The Cultured Stone Shale Pro-Fit Alpine Ledgestone for interior 
and exterior applications from Owens Corning features modular 
components with the company’s patented interlocking mortar 
groove for secure adhesion and tight-fitting installation. New colors 
include autumn, Mojave and shale. The line also includes the Black 
Rundle Country Ledgestone. For FREE information, visit http://
pb.ims.ca/5330-126

In My Own Words
“Owens Corning products not only have great brand 
recognition in the housing market but excellent per-
formance results. Specifically for Pringle their shingle 
and insulation products are of great value. We have 
found the performance of their products to exceed our 
expectations and their builder support is exemplary.”

� Wellborn Cabinet
The Cherry Hill Arch cabinet from Wellborn
Cabinet’s Woodcraft series has a full 
over-lay and is made from kiln-dried, 1¾ 
by ¾-inch solid cherry. It has a solid wood 
raised center panel and features concealed 
adjustable hinges. Interiors are made with 
natural maple laminates, and the drawer’s 
sides are made with ¾-inch solid maple 
with finished plywood bottoms. For FREE 
information, visit http://pb.ims.ca/5330-125

Pringle 
Development

In My Own Words
“I recently visited and toured this 
incredible facility. Words cannot 
describe the pride and dedication that 
the employees of Wellborn have. It was 
the most impressive manufacturing 
facility I have ever toured. Although 
they are highly automated and quality 
driven, they truly ‘hand build’ their fine 
cabinets.”

>>

For FREE info go to http://pb.ims.ca/5330-62
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Solid joists are just plain difficult and time consuming
when it comes to installing plumbing, electrical and

HVAC. Plus, sawing and drilling
into solid joists can compromise
their structural integrity. OPEN
JOIST® through-the-web access
makes the installation of
mechanicals fast and easy.
And OPEN JOIST offers builders
and their subs the opportunity

to build stronger, faster and more efficiently.

• Open-web configuration allows fast and easy 
installation of plumbing, electric and HVAC

• All-wood construction. No heavy metal nail 
plates to snag electrical wires or cut hands

• 11” trimmable ends allows for size flexibility 
and eliminates waste

• Stock sizes always available at your dealer

• Wide flanges provide a sizeable surface for 
fasteners and adhesives to ensure a quiet floor

• Lifetime warranty

Go to where Speed meets Strength

How Do You WIN
A Custom Chopper?

For more information about OPEN JOIST and to 
register for a chance to win a custom OJ Chopper
built by Arlen Ness, call 866.243.3381 or visit
www.openjoist.com/pbm.

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.

For FREE info go to http://pb.ims.ca/5330-63
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In My Own Words
“Shaw has done an exceptional job of merchandis-
ing our Design Center and packaging their products 
in a retail environment. This not only makes it easy 
for the builder but easy and affordable for our cus-
tomer. Prepackaged see-it-and-buy-it tile selections, 
beautiful carpet, hardwood samples and a profes-
sional display have really helped our customer design 
experience.”

� Sherwin Williams
Made by Sherwin Williams, the Loxon paint system is designed 
for all types of concrete and masonry applications, including 
tilt-up, precast, poured-in-place, CMU, cement block and stucco. 
According to the company, the coating does its job in one less 
coat with no need for primer. Loxon has resistance to alkali and 
efflorescence and can be applied to concrete less than 28 days 
old. For FREE information, visit http://pb.ims.ca/5330-129

In My Own Words
“We take the quality of our homes very seriously. 
Quality finish is what sets Pringle Development 
apart from our competition. The quality of Loxon 
Paint System is exceptional. This product that has 
been wind-driven tested to 98 mph and substantially 
de-creases the chances of water infiltration here in 
Florida.”

In My Own Words
“Progress has a much diversified lighting array that is 
not only satisfactory to the entry level buyer but for the 
discriminating high-end buyer that we service here at 
Pringle. We have found their builder support, quality 
products and ever-changing selections really compli-
ment the housing market.”

Pringle Development cont’d

�

�

“THEN 6,000
HOMES. NO 

CALLBACKS.”

>>

 >> IN MY OWN WORDS

Innovations

� Progress 
Lighting
Featuring medium 
oak and dark teak 
plywood blades, the 
Airpro ceiling fan by Progress Lighting is powered by the company’s 
triple capacitor reversible motor. The fan is Energy Star and UL listed 
and additional lighting kits are available. Progress offers a lifetime lim-
ited warranty. For FREE information, visit http://pb.ims.ca/5330-128

� Shaw
With new textures and patterns, Everyday 
Elegance carpets from Shaw feature 
20 styles made with the company’s 
EverTouch and EverTouch SD nylon. 
Patterns include geometric and bamboo. 
The carpets are treated with Shaw’s R2X 
stain and soil resistance treatment and 
carry a 10-year warranty against wrinkles. 
For FREE information, visit http://pb.ims.
ca/5330-127

For FREE info go to http://pb.ims.ca/5330-64
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� Sirius Range Hoods
The SIU405 range hood from Sirius Range Hoods 
is a 16-inch wide and deep island-style hood 
with a telescoping chimney. It features a 4-speed 
600CFM motor that operates via wireless remote. 
The unit includes a 10-minute-delay off timer, heat 
overload sensor and a dishwasher-safe aluminum 
filter. For FREE information, visit http://pb.ims.
ca/5330-131

Innovations

� International Comfort Products
Eighty percent AFUE Comfortmaker two-stage condens-
ing gas furnaces from International Comfort Products 
includes the SoftSound VS80. The furnaces feature 
new variable-speed motors with 12 speed selections. 
The VS80s can be installed in upflow, downflow or hori-
zontal configurations and have larger panels for access.
For FREE information, visit http://pb.ims.ca/5330-133

� Variform
The Timber Oak Ascent vinyl siding from Variform employs 
BASF’s Permahue in nine different colors for a wood grain 
look. Two Traditional and one Dutch Lamp profiles are 
available. The siding also sports a six-layer Pointe-Lock 
system and a curled-over nailing hem that, according to 
the company, has a 222mph wind resistance. For FREE 
information, visit http://pb.ims.ca/5330-132

� Water Inc.
Designed to operate kitchen garbage dispos-
als, the Everpure Air Switch from Water Inc. can 
remotely operate two 120-volt appliances. The 
system’s components include an air transmitter, 
electric controller and air hose. When the user 
depresses the system’s button, air is forced 
down the hose to activate the appliance’s 
electrical switch. For FREE information, visit 
http://pb.ims.ca/5330-134

 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

ProBuilder 
Product Report:
New Products

� Sill-Rite
Vinyl window sills from Sill-Rite are made with pre-finished composite PVC that 
requires no priming or painting. The white sills wrap around the sides of the window 
as opposed to having a butt cut; can be installed during or after applying drywall; and 
help prevent moisture damage. The product has two lines: classic and streamline. 
For FREE information, visit http://pb.ims.ca/5330-130
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“More than ten years ago, 
I switched from cement
backer board to DensShield
Tile Backer.  Since then, my 
company has installed over
3,000,000 square feet 
of DensShield on walls and
floors.  And we haven’t had 
a callback yet. 

“We’d seen a lot of 
callbacks with cement backer
board.  Wicking problems were the
worst, because cement board soaks 
up water like a sponge.  
But wicking is almost non-
existent with DensShield. 

“Finally, DensShield is 
so much easier to work with.
We’ve found that it cuts our
backer board installation
time by 40%, because 
it weighs about one-third 
less than cement board 
and we can move faster. 

“Based on our labor 
and time savings, I’d say that

DensShield is saving us at least
$60,000 a year.  So I can’t

imagine using anything else.” 
Tony’s experience isn’t

unique.  Georgia-Pacific 
has experienced virtually no 
product installation claims
on DensShield Tile Backer.
With its unique combination

of a built-in moisture barrier,
glass mat facings for mold

resistance and lifetime 
limited warranty when used in 

residential tile installations,
DensShield is the superior
substrate for floor, wall 
and ceiling ceramic tile
installations. And it’s 
available in 1/4" and 1/2". 

But don’t take our word 
for it. Hear more from Tony
at www.densshield.com

Technical hotline:  
1-800-225-6119.  Literature
requests: 1-800-BUILD GP.

©2007 Georgia-Pacific Gypsum LLC. All rights reserved. DENSSHIELD is a trademark of Georgia-Pacific Gypsum LLC.

TONY SHERMAN
PRESIDENT, SHERMAN INTERIORS

“OVER 14,000 HOMES. NOT 
ONE CALLBACK USING

DENSSHIELD
®

TILE BACKER.”

For FREE info go to http://pb.ims.ca/5330-65
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As the leading manufacturer of PVC Trimboard, Kleer Lumber knows 

what builders want. Quality. Consistency. Durability. And with our undying 

commitment to excellence, we’re able to deliver all that and more. 

Including impressive fi nishes in both smooth and wood-grain. For more 

information, call 1-866-KLEER70 or go to www.kleerlumber.com

For FREE info go to http://pb.ims.ca/5330-66
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Innovations
 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

ProBuilder 
Product Report:
Windows

� Milgard Windows
Vinyl replacement options from Milgard Windows include the 
Mastri series. The line features an argon gas interior with dual-
insulated glass and the company’s non-metallic Super Spacer 
technology that separates the panes. The windows also have 
the company’s SunCoat Low-E insulation. On double-hung 
options, the Mastri series has thicker weather-stripping with 
a triple interlock frame. Light oak, medium oak and cherry 
finishes are available. For FREE information, visit http://
pb.ims.ca/5330-135

� Pella Windows 
and Doors
Mahogony, Alder, Douglas 
fir and Douglas pine are 
the latest additions to 
Pella’s Architect series. The 
mahogany is designed to 
match contemporary cabi-
nets, floors and trim. The Al-
der is made for rustic décor, 
and the grain patterns for 
the Douglas fir and pine op-
tions are meant for paints or 
stains. The Architect series 
features proprietary shapes 
and sizes. Custom grille 
patterns are available.
For FREE informa-
tion, visit http://pb.ims.
ca/5330-136

� Jeld-Wen
The Flat Casing Windows for 
Colonial-style homes feature a 
3½-inch trim casing and authentic 
sill styles for architectural accuracy. 
The complete collection includes 
double-hung, awning, case-
ment, fixed, radius and geometric 
windows. Sliding patio doors are 
available. For FREE information, 
visit http://pb.ims.ca/5330-138

� Gorell
The Armor Impact Plus (AIP) windows 
from Gorell pass ASTM Large Missile 
Impact and Cycling tests up to 129 
miles per hour and are approved for 
“C” level performance. The windows 
carry a DP-50 rating in accordance 
with the American Architectural Manu-
facturers Association’s standard for air, 
water and structural wind load testing. 
The 5301 picture, 5352 lift-out sliding 
and the 5121 Dryer Vent window 
are among other new lines from the 
company. For FREE information, visit 
http://pb.ims.ca/5330-139

� Kolbe & Kolbe Millwork
Designed for coastal or high-wind ap-
plications, the K-Force impact-resistant 
windows from Kolbe & Kolbe Millwork 
feature a Low-E2 coating to reduce heat 
gain and a sound-dampening laminate. 
The windows have no brackets or visible 
rods, and no extra locks are required. 
The glass’ glaze is rated to withstand 
hurricane-force winds and flying debris. 
Casement, awning and double-hung 
options are offered. For FREE informa-
tion, visit http://pb.ims.ca/5330-137
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 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

Innovations

� ViWinTech Windows & Doors
The 4100R series of replacement windows now 
features a heat-reflective clay coating and is 
made with a white interior and tan exterior. The 
4100R from ViWinTech has a flat two-toned grid 
between the panes. The windows have several 
color, glazing, screen and mullion options and 
feature the company’s Emax Plus high-perfor-
mance, energy-efficient glass. For FREE infor-
mation, visit http://pb.ims.ca/5330-143

� Velux
The latest electrochromatic glass option for 
skylights from Velux allows homeowners to 
electronically control the amount of light and 
heat entering a room. The system uses the 
company’s SageGlass glazing. Made out of 
multiple layers of ceramic film and measur-
ing only 1/50 of the thickness of a hair, the 
SageGlass uses a low-voltage DC current that 
causes the electrochromatic film to darken and 
uses as much energy as a 40-watt incan-
descent bulb. For FREE information, visit 
http://pb.ims.ca/5330-142

� Weather Shield 
Windows & Doors
The Aesthetics casement windows from 
Weather Shield are available in both 
aluminum-clad and wood exteriors. The 
aluminum-clad version has two profiles: 
colonial and putty glazed. The colonial 
has rounded accents and the putty glaze 
features sharper angles. Both offer a 
simulated divided lite bar made in 7/8-, 1 
3/8- and 2-inch profiles. For FREE infor-
mation, visit http://pb.ims.ca/5330-141

� Monarch Windows and Doors
The Premier Vinyl windows from Monarch 
have an integrated tie slot mounting system for 
fastening the frame to the form. The sashes are 
removable and weather-stripped. The windows 
have replaceable sill and head tracks, a cam-style 
locking system, brass rollers and the company’s 
proprietary track system. Five glazing options in-
clude single glaze, insulated glass and laminated 
glass for lower sound transmission. For FREE 
information, visit http://pb.ims.ca/5330-140

For FREE info go to http://pb.ims.ca/5330-67
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?How many great brands did it 
take to build Professional Builder 
SHOW VILLAGE 2007?

(Answer below)

Hats off to these fantastic sponsors who worked so hard 
to make Professional Builder SHOW VILLAGE 2007 

the BIGGEST and BEST EVER.

G R E AT  C O M PA N I E S .  G R E AT  P R O D U C T S .  G R E AT  F U N .

www.ProBuilder.com

Answer:
In 2007, it took 41 sponsors. For information on Professional Builder SHOW VILLAGE 2008, go to www.ProBuilder.com.
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For FREE info go to http://pb.ims.ca/5330-85
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Innovations

� Universal Forest 
Products
The ProWood Micro decking 
lumber from Universal Forest 
Products is pressure-treated 
with a copper and qua-
ternary compound-based 
preservative to protect from 
insect infestation, fastener 
corrosion and decay. The 
treated boards are odorless, 
non-staining and non-irritat-
ing. The lumber can also be 
used for structural, dock, 
railing and fencing applica-
tions. For FREE informa-
tion, visit http://pb.ims.
ca/5330-148

� Tamko
The Elements Grain decking material from Tamko com-

prises recycled plastic and wood fiber and doesn’t 
require painting or staining. The latest colors include 

Elements Corded, matte finish, Cape Cod grey, 
cedar, redwood and weathered wood. The 

product has a matching designer railing 
system and carries a limited war-

ranty against rotting, splintering and 
termite damage. For FREE infor-

mation, visit http://pb.ims.
ca/5330-145

111

Innovations
 >> BY NICK BAJZEK, BUILDINGPRODUCTS@REEDBUSINESS.COM

� Fiber Composites
The Exotics from Fiber Compos-
ites’ Fiberon family is a composite 
deck line designed to mimic 
exotic tropical wood. Two options 
are available: the Jatoba, which 
copies the grains of woods such 
as ipe and cambara, and the 
Mahogany, made to look similar 
to natural mahogany, redwood or 
Brazilian cherry. The line features 
a 20-year limited warranty.
For FREE information, visit 
http://pb.ims.ca/5330-146

� Trex
Builders can choose from either a wood grain pattern or a 
smooth contemporary look with Trex’s Accents reversible 
deck boards. The product line is made in reddish-brown, 
Winchester gray, saddle (tan) and woodland brown. The 
boards are made out of reclaimed wood and recycled 
plastic and the colors reach their final shades after eight to 
12 weeks of outdoor exposure. For FREE information, 
visit http://pb.ims.ca/5330-147

� Deckorators
Made in 6- by 6-foot sections, the latest post 
covers from Deckorators include the Stacked 
Stone Collection made in the company’s canyon, 
gray and Sedona colors. Each post cover is 24 
inches tall and is made of a high-density polyure-
thane epoxy with a proprietary molding process 
that mimics the look of stone. Connectors ac-
commodate a variety of rail angles, and the prod-
uct features a 25-year warranty against cracking, 
splitting or warping. For FREE information, visit 
http://pb.ims.ca/5330-144

ProBuilder 
Product Report:
Decking
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WEBSITES, E-NEWSLETTERS,
WEBCASTS, MAGAZINES,

RESEARCH, EVENTS

For information on how we can help you,
visit www.reedbusiness.com/us

It’s your business

up on it
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Introducing new 
Trex Contours™ decking.

This is the product your clients have 

been waiting for: Trex Contours of fers a 

bold, dramatic grain pattern, but with a 

casual, take-of f-your-shoes comfort. So 

your clients can still have the rustic charm 

of wood without all the splinters.

BUILT TO PERFORM

Trex Contours is engineered with a 

structured profile for lighter weight, yet 

super ior  s t rength 

and per formance. 

Contours also comes 

in two distinctive 

consumer preferred 

colors – Winchester 

Grey and Madeira. And we of fer Trex

Designer Series Railing™ to match both colors.

AN EXCEPTIONAL VALUE

Best of all, Trex Contours comes at a price

that’s sure to provide an exceptional value.

So it’s even easier for your clients to say

goodbye to wood and step up to Trex®.

MORE TO OFFER

Contours joins a broad Trex portfolio of

decking and railing choices, with finishes

from subtle to bold,

in a wide variety 

of rich colors. So 

whatever style your 

client asks for, they 

can still have the 

quality that comes with Trex–backed by 

our 25-Year Limited Warranty. Like all Trex

decking, Contours cuts, routs and fastens 

easily, with no pre-drilling required, for 

outstanding workability and installation. 

  A dramatic grain.

A dramatic value.

A dramatic sales opportunity.

Learn how easy it is to build your business with Trex.  Visit trexpartners.com today or call 1-800-BUY-TREX, ext. 72.

D E C K I N G

R A I L I N G

 ©
 2

00
7 

Tr
ex

 C
o.

 In
c.

W I N C H E S T E R
G R E Y M A D E I R A

Decking: Trex Contours™  Color: Madeira  Railing: Trex Artisan Series Railing®

For FREE info go to http://pb.ims.ca/5330-71
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A division of

www.BuyerZone.com

Where Smart Businesses Buy and Sell

Buyers & Sellers:
Meet Your Match

BuyerZone is the leading online marketplace for business purchasing.

Millions of buyers use BuyerZone’s free Request for Quotes service 

to quickly get multiple bids from top vendors who can meet their needs. 

Sellers get connected to prospective new customers 

with near-term buying plans. It’s a win-win situation – 

resulting in billions of dollars in purchasing transactions each year.

Try BuyerZone now. It’s the smart move for your business!

Visit www.BuyerZone.com/construction 
or call 1.800.601.5224

BuyerZone’s Request for Quotes
service is available for more than
125 purchase categories, includingg:

• Construction Equipment       
• Construction Software     
• Office Equipment & Furniture  
• Trailers & Containers  
• HR & Benefits     
• Air Compressors       
• Equipment Leasing    
• Security Systems 
• Marketing Services    
• Telecommunications     

…and more      
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ENTER the Annual 
Professional Builder 
Search for

Building a great new house is one thing. Building a great business environment is quite another. 
Do they go hand in hand?  We’re looking to fi nd out.

Tell us how your new-home building business stacks up 
when it comes to:

■ Recruitment and retention 
■ Professional development, education and training
■ Social and corporate responsibility
■ Workplace culture and environment
■ Compensation and benefits
■ Job satisfaction
■ Leadership ability of management
■ Customer service

To nominate your new-home builder workplace as one of the best 
go to www.probuilder.com/bestworkplaces. 

Entry deadline is March 23, 2007.

If selected, your company will be 
featured in the August 2007 issue of 
Professional Builder.  

Help us fi nd the BEST new-home 
builder workplaces in the country. 
Enter your new-home building 
company today!

HURRY!

ENTER O
NLIN

E B
Y 3

/2
3/0

7

pbx0703_wrkspace.indd   1 02/20/07   9:11:15 AMPB_3-07ads.indd   115PB_3-07ads.indd   115 2/21/2007   5:40:59 PM2/21/2007   5:40:59 PM



Product Showcase / Interior/Exterior
pr

o
fe

ss
io

n
al

  
b

u
il

d
er

  
 M

A
R

C
H

.2
0

0
7 

  
h

o
u

si
n

g
zo

n
e.

co
m

116

ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5330-201For FREE info go to http://pb.ims.ca/5330-200

For FREE info go to http://pb.ims.ca/5330-202 For FREE info go to http://pb.ims.ca/5330-203
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• The Best Surface Protection Values.
• Two Huge Warehouses – Back Order 

Hassles Virtually Eliminated.
• On-time Delivery.
• Save Time & Money. Improve

Customer Satisfaction.

Lowest Price & SatisfactionGUARANTEED!Lowest Price & SatisfactionGUARANTEED!

Makes Surface Protection 
& Dust Control

...easy.

Protective
Products
Protective
Products

Call for our FREE Surface Protection Guide

1-800-789-6633
www.protectiveproducts.com

New PRO-VENTNew PRO-VENT
• Keep Dust, Dirt & Debris 

Out of Duct Work.
• Custom Imprint Available.

Call for More Info!

Effortless Installation • Increased Profitability • No Leak Callbacks

CABLE•RAIL BY OUTWATER
Outwater’s Cable•Rail is an 
affordable and easy-to-install
prefabricated cable assembly system 
that can be used to replace ordinary,
view-impeding metal or wood railing 
pickets.  Suitable for residential or com-
mercial use, indoors or out, Cable•Rail 
comprises high-strength, weather
impervious type 316 stainless cable 
with specially designed, low profile
attachment fittings, and is available 
in a wide range of sizes for a virtually 
invisible, perceptibly open railing
system that is not only extremely durable 
and attractive, but one that allows for
beautiful, unimpaired views.

ARCHITECTURAL PRODUCTS BY OUTWATER

Call 1-888-772-1400 (Catalog Requests)
1-800-835-4400 (Sales) • Fax 1-800-835-4403

www.outwater.com
New Jersey  •  Arizona  •  Canada

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

Noble Niches 
and Curbs
    Waterproof,
    lightweight & 

”tile ready“.
    Install in 
    minutes.

PRO-SLOPE™
A  preformed composite that creates the 
code required slope. Easy to install.

Clamping
Ring Drain
With square or 
round strainers. 

Chloraloy®

Premium
shower pan 
liner.  Made 
from CPE.
Stays flexible.

NobleSeal® TS
Thin-set waterproofing
for shower walls, floors, 
drying areas, etc.

Positive Weep
Protector™
Keeps weepholes clear.

Pre-formed
Shower Dam
Corner

800-878-5788
www.noblecompany.com

Clamping
Ring Drain

Pre-formed
Shower Dam
Corner

Chloraloy®
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For FREE info go to http://pb.ims.ca/5330-204

PROBSM-307.eps 1/25/07 10:46:57 AM

Untitled-1   1 2/1/2007   9:29:55 AM

For FREE info go to http://pb.ims.ca/5330-205
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ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5330-207

For FREE info go to http://pb.ims.ca/5330-209

For FREE info go to http://pb.ims.ca/5330-206

For FREE info go to http://pb.ims.ca/5330-208

A tool that ... Sells More Homes
While Managing Selections, all

from the same desktop ... THEIRS!

selection process stalled?

Online Sales & Selection Center

BuilderVision is the ultimate customer service tool…helping your 
customers design their home and make selections online; and a 
great lead management tool for you, taking the homebuyer from 
     prospect to customer and managing the contact data throughout 
            the process.

Make Her Decision easy ... with BuilderVision

sales are down?

Turn a Browser into a Buyer - with BuilderVision
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For FREE info go to http://pb.ims.ca/5330-214

For FREE info go to http://pb.ims.ca/5330-211

For FREE info go to http://pb.ims.ca/5330-213

Zo-e-shield Now Available with Weather Shield.
Tomorrow’s glass technology is available 
today with Zo-e-shield™, an exclusive 
glazing system now available on many 
window and door products from Weather 
Shield® Windows & Doors. Custom 
engineered to improve a home’s energy
savings, provide interior fading protec-
tion and make glass cleaning easier;
Zo-e-shield is available in three perfor-
mance levels: Zo-e-shield 5, Zo-e-shield 6 
and Zo-e-shield 7.
Learn more at www.weathershield.com 
or call 800-477-6808. 
Weather Shield Windows & Doors

Great References!

This set sells for $6500 
plus shipping if 

ordered by April 1.

NC residents will be charged 7% 
taxes on the total. 

Tiptaker, Inc.
www.tiptakersplaygroundequipment.com
sales@tiptakersplaygroundequipment.com

pbx0703_tiptakrProdshow.indd 1 1/23/2007 10:13:03 AM

For FREE info go to http://pb.ims.ca/5330-212

For FREE info go to http://pb.ims.ca/5330-210

woodport.com

Select Woodport™ interior doors 
for your new or remodeled home. 

Visit woodport.com for designs 
and retailers in your area.

T I M E L E S S BE AU TY •  C L A S SIC C R AF TSM A N SH I P

I N SPI R E D DE SIG N

pbx070101_lit 161 1/3/2007 8:19:51 AM
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ADVERTISEMENT

For FREE info go to http://pb.ims.ca/5330-217

Staron® Tempest Kitchen
Staron® Tempest is a solid sur-
face alternative, specifically 
designed with a look that rivals 
natural stone and quartz. Yet it 
offers all the features and ben-
efits that customers demand of 
solid surface, such as ease-of-
maintenance and its nonporous, 
hygienic properties. The Tempest 

line will offer 10 new colors. For more information, please visit: 
www.staron.com/banner or call 1.800.795.7177 
Samsung Staron

For FREE info go to http://pb.ims.ca/5330-215

TechTrimTM  One-Piece Polymer Corner Trim
With an embossed woodgrain texture, TechTrim 
one-piece corner exterior trim adapts to 88- to 
92- degree corners. TechTrim one-piece corner 
trim is available in 10-foot lengths and in normal 
widths of 4 and 6 inches. As with all the TechTrim
products, the corner trim is engineered to resist 
splitering, cracking, peeling, and warping. TechTrim 
is impervious to the elements and the damage 
caused by varying weather cycles.

www.techtrimproducts.com/pbm
Phone: 866-568-9866

VISIONS 3000 SERIES
A heavy-duty, multi-chambered frame 
enhances structural performance. A 
metal-reinforced sash increases over-
all rigidity. And a fusion-welded sash 
and panel corners improve strength 
for added resistance against wind and 
water. Simply put, this is one tough 
vinyl window. For more information, 
call 800-584-7680 or
visit www.visionswindows.com. 
Visions Windows & Doors

www.housingzone.com/research

Discover must-have, hard to find 
information at the Research Store 
on HousingZone.com.

Purchase the proprietary data you need 
to run your business — reports include:
Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study
Professional Builders' Internet Usage Study

For FREE info go to http://pb.ims.ca/5330-216

Place Your Ad TODAY in

 
Call Shelley Perez at 630-288-8022

Fax: 630-288-8145
E-mail: 

shelley.perez@reedbusiness.com

If someone near you collapses, loses consciousness and stops breathing, chances

are their heart has stopped. Call 9-1-1 immediately and do CPR until help arrives.

If you don’t know CPR, learn. To find a 

CPR course near you, call the American

Heart Association at 1-877-AHA-4CPR or

visit us online at www.americanheart.org.

“I did CPR”“I called 911” “I lived”
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Place Your Ad TODAY in

Call Shelley Perez at 630-288-8022
Fax: 630-288-8145

For FREE info go to http://pb.ims.ca/5330-254

For FREE info go to http://pb.ims.ca/5330-253

COLUMNS, BALUSTRADES
& MOULDINGS

• Polyurethane 
Balustrades, 
Mouldings & Details

• GFRC Columns 
& Cornices

• GRG Columns 
& Details

Custom Quotations: 
800-963-3060

• Fiberglass Columns     

• Poly/Marble Columns 

• Synthetic Stone 
Balustrades 
& Columns

• Wood Columns

• Cast Stone 
Balustrades & Details

www.MeltonClassics.com

For FREE info go to http://pb.ims.ca/5330-252

For FREE info go to http://pb.ims.ca/5330-251

Two New Traditions 
from 

Weather Shield.
Set a new benchmark in tradition with 
the new Weather Shield® casement 
window. A new optional putty glazed 
grille profile provides a traditional 
hand-glazed look to the SDL bars. 
The new colonial sash profile adds 
authentic ogee detailing to the sash 
and SDL bars. For more information, 
visit www.weathershield.com or
call 800-477-6808.

Weather Shield 
Windows & Doors
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For FREE info go to http://pb.ims.ca/5330-255

Untitled-2   1 10/10/2006   11:05:14 AM

For FREE info go to http://pb.ims.ca/5330-258

� Elegant and contemporary 
     designs

� Quiet powerful fl ushing 
     performance

� Fully glazed passage way

� Low water consumption 
     (6Lpf/1.6Gpf)

� Packaged complete with 
     tank, tank cover, fi ttings 
     and chrome plated trip 
     lever

� ANSI/ASME compliant

� Limited lifetime warranty

626-968-7566
FAX: (626) 968-7576

425 S. Sixth Ave. • City of Industry, CA 91746 
WWW.TECSUNBUILDING.COM

Save Space • Save Energy • Reduce Fire Hazard

888-443-7937             www.Dryerbox.com

•  Approved for 1 Hour Wall
•  Minimize Service Calls
•  Eliminate One Elbow

Over 1.4 Million Installed
Available at Over 1,500 HVAC Supply Houses

Untitled-3   1 2/7/2007   2:08:12 PM

For FREE info go to http://pb.ims.ca/5330-257

HERITAGE
BUILDING SYSTEMS®

Established 1979

ALegacy Built to Last
30’ x 40’ x 10’ - $5,975

1.800.643.5555
w w w. h e r i t a g e b u i l d i n g s . c o m

Since 1979 Heritage Building Systems has been
dedicated to providing the finest-quality, pre-engineered

steel structures at the lowest possible price.

Untitled-1   1 7/14/2006   10:11:46 AM

For FREE info go to http://pb.ims.ca/5330-259

For FREE info go to http://pb.ims.ca/5330-256

PLUMB-JACK
WALL BRACE

Phone: 866-557-6244
www.vincomfg.com

• Cost-Effective
• Adjustable
• Reusable
• Contractors

Buy Direct!
For FREE info go to http://pb.ims.ca/5329-260

pbx070301_cls.indd   122pbx070301_cls.indd   122 2/22/2007   2:42:06 PM2/22/2007   2:42:06 PM



B
uilders’ M

arketP
lace

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 1
.2

0
0

7 
  

h
o

u
si

n
g

zo
n

e.
co

m

123

B
uilders’ M

arketP
lace

pr
o

fe
ss

io
n

al
  

b
u

il
d

er
  

 3
.2

0
0

7 
  

h
o

u
si

n
g

zo
n

e.
co

m

123

Don’ t  Forg e t  T o  A dv er t is e
Call Shelley Perez at 630-288-8022 • Fax: 630-288-8145

Fill , bond, and laminate
AZEK ®Trimboards !

Construction Products Group

1-800-933-8266
www.trimbonder.com

TrimBonder
Bonding System

TM

▼ Fills nail holes, joints, and gaps
quickly and permanently

▼ Bonds/laminates AZEK® Trimboards,
metal, wood, and PVC

▼ Non-yellowing,sandable,paintable
▼ Easytouse, fitsstandardcaulkinggun

Available through your local 
AZEK®Trimboards dealer

AZEK is a registered trademark of  Vycom Corporation.
Devcon and TrimBonder are registered trademarks of Illinois Tool Works.

©2006  ITW Devcon.   All rights reserved.

For FREE info go to http://pb.ims.ca/5330-263

For FREE info go to http://pb.ims.ca/5330-265

Untitled-3 1 2/7/2007 2:07:37 PM

For FREE info go to http://pb.ims.ca/5330-262

For FREE info go to http://pb.ims.ca/5330-264

HARDWOOD
MOULDINGS

Thousands of 
profiles available

Any length, any specie
Lumber • Plywood • Burls
Veneers • Turning Blocks

Call for a FAST,
FREE QUOTE

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

256-pg
Moulding

Catalog
$40 + $10 s&h

Untitled-1   1 2/21/2007   3:46:07 PM

Untitled-1 1 1/25/2007 9:17:23 AM

For FREE info go to http://pb.ims.ca/5330-261
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The construction industry can be full of 
headaches and holdups. This isn’t one of them. 
Custom closets are easy to design, simple to install 
and extremely profi table. We make it easy to 
join the thousands of construction professionals 
who are off ering closets to their customers. Put 
a closet like this into your next job and make 
some real money in closets.  

www.proclosets .com

877-BUY-A-PRO

The perfect tool
for making profi ts in
the closet business.

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

For FREE info go to http://pb.ims.ca/5330-266
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This home builder is one 
of the most efficient I have 
observed in my many years in 
the business, with a build time 
of 68 days. It builds a compe-
tent, simple product without a 
lot of options. In short, it isn’t 
the type of company where 
you find abundant waste that 
can be readily cut. By typical 
builder standards, this compa-
ny is “skinny.” Its margins are 
strong — it had double digit 
growth in 2006 and now it is 
buying land at a big discount 
as the regionals and nationals 
retreat in their market. It does 
a lot of things right. 

I completed two days of 
intense meetings with 18 of 
the firm’s key suppliers and 
trades, one hour at a time, 
looking for money. No, the 
builder did not take the easy 
way out and issue a “demand 
letter” saying “Cut 10 per-
cent or else.” Instead, the 
builder asked its suppliers 
and trades to help it identify 
waste in processes, materials 
and labor using a structured 
process. The message from 

the builder was “Help me 
preserve my margins without 
cutting yours.”

The result? In two days, 
the company identified more 
than $1 million in savings. 
Nearly half of the supplier/
trade proposals had to be 
marked “TBD” — there just 
wasn’t enough time or infor-
mation to estimate a savings 
yet. The reactions of the sup-
pliers and trades were posi-
tive across the board, many 
expressing sincere apprecia-
tion for the builder and the 
approach, not just for this ini-
tiative, but for how the build-
er does business every day. 

Will this company actually 
save $1 million? It’ll do much 
better than that. It came up 
with additional ideas that will 
produce more results. It has 
also begun a new tradition of 
involving suppliers and trades 
more often that will continue 
to generate improvements. 
This is what partnership is all 
about. 

So here’s the challenge. 
Take your company to the 

mirror and give it a cold hard 
stare. If a builder this efficient 
could find that much waste in 
just two days, how much do 
you think is lurking around 
your shop? For 99 percent of 
you, it’s more. Way more. 

Can you get at it? Maybe; 
this company has some 
things yours might not. They 
have exceptional leadership. 
They have guts. They have 
a process, and they have 
unusually strong supplier 
and trade relationships — 
strong enough that they truly 
want to help this builder suc-
ceed in tough times, not out 
of fear, but out of respect and 
a genuine desire to help. 

You’d better get started. 
This builder might be in your 
market and people have long 
memories. When the mar-
kets turn around and you’re 
out there competing for the 
best suppliers and trades, 

who do you think is going to 
get them? PB

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

>> BY SCOTT SEDAM, TRUE NORTH DEVELOPMENT

The Supplier and Trade Tip-Off
Even ‘skinny’ builders can use partnerships to trim the fat. 

Challenge 
Your 
Company

Take a cold,
hard look
at your 
suppliers 
and trades.

Can you cut 
out any fat?

LOG ON To read ‘Improving 
Home Building Supplier/
Trade Relationships’ on 

our Web site, visit us at www.
ProBuilder.com/bestpractices

I am spending a week with a local builder in 
a major market. In the eight years I’ve known 
this company, it has tripled its staff yet increased 
its sales by a factor of five. It is now a major play-
er with a gorgeous headquarters and a first-class 
design center. It has won a top national building 
award. It has an exceptional culture and wonder-
ful, intensely loyal employees. Its supplier/trade 
relationships are equally strong.

Best Practices/ The Closing Table
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Viega...continually bringing new technology to PEX plumbing.

ViegaPEX™ViegaPEX™

PEX tubing?
No sweat.

New

ViegaPEX™

•Superior chlorine resistance for
continuously recirculating applications

•Corrosion and freeze damage resistant

•Available in 3/8”– 1” tubing sizes

•Meets or exceeds ANSI/NSF
standards 14 & 61

•Enhanced Vanguard Vanex PEX

ViegaPEX™ Ultra
•Superior chlorine resistance for continuously

recirculating applications

•Up to 6 months of enhanced UV protection

•Available in 3/8”– 1-1/2” tubing sizes

•Meets or exceeds ANSI/NSF standards 14 & 61

•Enhanced Vanguard Vanex and
Viega Pexcel PEX

•Ideal for applications requiring additional
UV protection

FostaPEX®

•Fully dimensional PEX with
aluminum and PE outer layers

•Form stable, stays in place when
bent into shape

•Available in 3/8”– 1” tubing sizes

•Meets or exceeds ANSI/NSF
standards 14 & 61

•Ideal for plumbing and radiant
applications requiring form stability

For more information about ViegaPEX ask your Wholesaler or Rep,
contact us at service@viega.com, call 1-877-VIEGA-NA, or visit viega-na.com.

SL-AD-PF72

For FREE info go to http://pb.ims.ca/5330-80
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JELD-WEN® windows and doors with AuraLast™ wood will remain beautiful and worry-free for years. Unlike 

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

infestation for 20 years. That’s added protection for any building project. To learn more about AuraLast wood 

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

Throw everything  you know about wood out the window.

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

Solid pine AuraLast,™

the worry-free wood from JELD-WEN, 
is guaranteed to resist decay, 

water absorption and 
termite infestation for 20 years.

AuraLast™ Wood

A unique vacuum/pressure process provides 

virtually 100 percent penetration of the protective 

ingredients from the surface to the core.

Dip-treated wood is only protected on the surface.

Exterior Premium Pine Door 1863AP

For FREE info go to http://pb.ims.ca/5330-81
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