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No wonder they bought:-the home.
It has everything our research shows she’s looking for.

We know when she falls in love with the kitchen their purchase intent skyrockets. How can we be so
sure? Our research confirmed it. In fact, Merillat leads the industry in studying how homebuyers
shop and live in new homes. We never stop looking for new ways to transform our proprietary
information into better kitchen designs and better model home merchandising. Because it’s these
insights and tools that make our builders’ homes irresistible to homebuyers.

Interaction in kitchens that use Time spent in kitchens that use Strong purchase intent
our research-based insights. our research-based insights. in a Super Model "

In a tough market, every sale matters, and we’ll help you make the most ==
of every selling opportunity. To learn more go to www.merillat.com. Merillat.



Close sales.
Spend less estimating.
It’s free.

Introducing Intelligent Estimate from Andersen

Take 5 minutes to start an estimate on your own.
Deliver fast, detailed, and accurate “whole project” remodeling

and building estimates. Plus, give your estimates a professional
appearance that will help you close more sales.

Intelligent [l = | —l Not just FREE to try — FREE to use

Estimate andersenwindows.com/estimatePROREM

B Andérséri I

“Andersen” and all other marks where denoted are trademarks of Andersen Corporation. © 2009 Andersen Corporation. All rights reserved.
For more info, go to HousingZone.com/PBinfo and enter # 29389-1
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the latest ride for a theme park, everything needs to be exactly
right. Nextel Direct Connect"puts the team on the cranes

in touch with the team on the ground in under a second.
Keeping everyone working together right now, so the only
surprises on this ride are the ones called for in the design.
Nextel Direct Connect.” Only on the Now Network:
1-800-NEXTEL-9 sprintcom/nextel

Sprint

The Now Network

THE FASTEST NATIONAL
PUSH-TO-TALK NETWORK.
' Connecting the world’s largest /
. push-to-talk community.

i576 by Motorola
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Direct Connect: Nextel and PowerSource devices operate on the Nextel National Network. International Direct Connect not included. Other Terms: “Fastest” claim based on initial call setup time. Coverage not available everywhere. The Nextel National
Network reaches over 274 million people. ©2009 Sprint. Sprint and the logo are trademarks of Sprint. MOTOROLA and the Stylized M Logo are registered in the U.S. Patent and Trademark Office. Other marks are the property of their respective owners.
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HousingZone.com is a portal to all the housing information
you need. Our site links you to today’s home building news,
expert blogs and more. Here’s what you can see now:

Lean Building Forum with Scott Sedam
Full written and audio transcripts of Scott Sedam’s Lean Building Forum interviews can be
found at www.HousingZone.com/Lean. A condensed version of Sedam’s monthly Lean Build-

ing Forum starts on page 21.

NAHB Custom Home Builder of the Year bonus coverage
Find out why Payne & Payne Builders’ customers are so happy, and get their take on regional

design. Log onto www.HousingZone.com/cb.

American Castles slide show

Want to see more of how the other half lives? Go to www.HousingZone.com/cb.

Online-Exclusive Reports: Home-Buyer Tax Credit News
We scour the Internet and produce our own exclusive reports to explain the latest news about
the home-buyer tax credits. Check our Hot Topics page on the Stimulus Package regularly.

Chinese Drywall Online-Exclusive Reports
Stay abreast of the latest developments in the growing controversy via staff reports and

news from our national wire sources.

Product of the Day

So many products, so little time — but Nick’s got you covered. Products Editor Nick
Bajzek chooses a product to feature almost every day. Make a stop to the Product of the

Day tab part of your daily Web browsing routine.
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jbrociek@reedbusiness.com for more information
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information

Awards
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jbrociek@reedbusiness.com for more information

builder of the year
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information
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ME FASTER than adding
cost-effective, energy-efficient insulation
and weatherization products. That's what
you get when you add Dow Building
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www.insulateyourhome.com

www.dowsis.com

THE HARDEST WORKING
TEAM IN THE BUILDING
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STYROFOAM Brand Spray Polyurethane Foam should be installed by a trained spray foam applicator wearing protective clothing, gloves, goggles and proper respiratory protection. Refer to product i ion sheet and i i idelines for details.
Consult the instructions and Material Safety Data Sheet carefully before use.

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

For more info, go to HousingZone.com/PBinfo and enter # 29389-3



perspective

Announcing the National

Housing Quality Executive Council

The NHQEC brings
together more than
two dozen of the
industry’s best minds,
all focused on a single
cause: To ensure that
home builders have
the information and
tools they need to
survive and thrive
during these brutal
economic times.

Professional Builder’s

cause in 2010 and beyond is to deliver proven,
actionable information and solutions.

www.HousingZone.com/PB

ing by building homes. If that is indeed the case, I would like to express my sincere

congratulations for having been able to survive (and perhaps thrive) during what can
only be characterized as the worst housing market collapse since the 1930s.

Of course, there’s no guarantee that 2010 is going to be a picnic — another wave of
foreclosures is headed our way and the new-home buyer tax credit program will most
likely cease to exist as of June 30 — but the vast majority of builders I've connected with
in the past few months believe the worst is behind them, and they’re planning for flat or
moderate growth this year, even with the market challenges that lie ahead.

Entering year three of the so-called Great Recession, you're probably feeling bruised
and battered. We at Professional Builder feel your pain. To that end, we're making it our
cause in 2010 and beyond to focus on delivering proven, actionable information and solu-
tions to help your companies prosper during these difficult economic times. Consider it
our New Year’s Resolution.

As the backbone of this effort, we have formed the National Housing Quality Ex-
ecutive Council (NHQEC), a group of 25 home builders and housing consultants that
are fully committed to serving the industry with practical advice concerning all crucial
aspects of the home-building business. Their areas of expertise range from customer
satisfaction, leadership and construction quality to sales, performance management
and supply-chain management. Why the NHQEC now? Because there is no room for
error in this market. Builders simply cannot afford to make a mistake.

The majority of NHQEC members are intimately involved as judges in the prestigious Na-
tional Housing Quality (NHQ) Award (operated jointly by Professional Builder and the NAHB
Research Center) — the industry’s sole awards program recognizing excellence in quality
management and operations. And
many are past NHQ Award winners,
including Bill Saint, president and
CFO of Simonini Builders (2010
winner), and Kevin Estes, owner
and founder of Estes Builders (2005
and 2007 winner). The bottom line
is that the NHQEC brings together
many of the industry’s best minds when it comes to running a high-quality, profitable home-
building business, and you can consider them among your most trusted advisors.

In the coming months, NHQEC members will deliver their keen advice through
weekly blog posts at HousingZone.com and participation in articles and industry
roundtable discussions. In the meantime, you can learn more about the newly formed
NHQEC by visiting www.HousingZone.com/NHQEC.

I fyou're reading this article, there’s a very good chance that you still make a decent liv-

David Barista, Editor-in-Chief
dbarista@reedbusiness.com
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exclusive research

By David Barista, Editor-in-Chief, and Robert Cassidy, Contributing Editor

ven with the sluggish housing market

and a more budget-conscious consumer

base, home-building professionals ex-
pect to see increased investment in water-con-
servation measures in home-building and re-
modeling projects through 2011, according to
an exclusive survey of builders, land developers
and residential architects by Professional Builder
magazine.

USE OF WATER-EFFICIENT
TECHNOLOGIES IN PROJECTS

In the last 18-24 months, approximately what percentage of your firm’s projects
employed water-efficient technologies, products or systems? What percentage of
your firm’s projects will employ or plan to employ water-efficient technologies,
products or systems?

Expect to use

1;’_52'3:’;'0':?;5 in next 18-24
months
None 17% 9%
Less than 10% of projects 17% 1%
10% to 25% of projects 10% 7%
26% to 50% of projects 14% 12%
51% to 75% of projects 5% 15%
More than 75% of projects 30% 38%
Don’t know/Can’t estimate 8% 8%

Base: 161
Source: BD+C/Professional Builder 2009 White Paper Survey

TABLE 1: Based on the results of the survey, prospects are good for increased adoption of water-
efficient technologies, products and systems in residential construction over the next two years.

Respondents said they expect their companies to increase their adoption of water-efficient tools
in the majority of projects, to the point where the majority (53 percent) said they expect more
than half of their firms’ projects to be using water-saving systems in the next two years.

Professional Builder / January 2010

Water Efficiency to Play
Bigger Role in Home Building

Stormwater management plans and low-flow fixtures are among the top water-conservation
measures employed by home builders, according to a Professional Builder survey,

More than half (53 percent) of respondents
to the September 2009 survey said they expect
the majority of their firms’ projects to employ
water-saving technologies, products and sys-
tems in the next two years. In comparison, just
35 percent of respondents said their firm used
water-efficient features on the majority of proj-
ects in the last 18-24 months (Table 1).

What's driving the increased demand for wa-

U
Principal Findings of the Survey

« Nearly half of respondents said their companies
had used water-efficient technologies, products or
systems in 26 percent or more of their home-build-
ing projects in the last two years, with 30 percent
stating that their firms had done so in more than
three-fourths of their projects.

« Nearly two-thirds said their firms plan to use
water-efficient systems in the next couple of years,
with 38 percent forecasting their companies would
do so in more than three-fourths of projects.

« Builders were most concerned about the pos-
sible impact code restrictions or regulations, as well
as general economic conditions.

« The majority of respondents said they expect wa-
ter costs to increase somewhat over the next 2-3 years,
with 22 percent expecting significant increases.

« More than a third of respondents reported prob-
lems in as many as one-fourth of projects.

www.HousingZone.com/PB



INTERIOR WATER-EFFICIENT SYSTEMS USED

Which of the following indoor products, technologies or services has your firm or company used
in new projects or major renovations in the last 18-24 months? Which do you expect to use in the

High-efficiency showerheads (2.0 gal/min or less)
High-efficiency dishwashers (10 gal or less/load)

Tankless water heaters

High-efficiency clothes washers (water factor of 7.5 or less)
Low-flow kitchen faucets (2.2 gal/min or less)

High-efficiency lavatory faucets (1.5 gal/min or less)
High-efficiency, single-flush gravity toilets (1.28 gal/flush or less)
Water metering

High-efficiency, pressure-assisted toilets

High-efficiency, dual-flush toilets

Dual-flush flush valves

High-efficiency flushometer toilets (1.28 gal/flush or less)
Water submetering

Non-water fixtures (sanitizer dispensers, UV disinfectant, etc.)
Water use audits

Graywater reuse systems (for flushing toilets, etc.)

Base: 139, 140
Source: BD+C/Professional Builder 2009 White Paper Survey

Used in last

next 18-24 months?

Expect to use
in next 18-24

18-24 months

70%
55%
52%
49%
47%
46%
43%
42%
32%
29%
26%
26%
19%
16%
1%
9%

months
81%
79%
1%
65%
68%
67%
64%
51%
39%
58%
48%
42%
33%
31%
24%
24%

EXTERIOR WATER-EFFICIENT SYSTEMS USED

Which of the following exterior technologies or strategies has your firm or company used in new
projects or major renovations in the last 18-24 months? Which do you intend to use in the next

Stormwater management plans

Retention ponds

Drip irrigation systems

Low-water-use landscaping, indigenous planting
Pervious pavement (parking, walkways, etc.)

Automated irrigation systems (including evapotranspiration sensors,

soil moisture sensors, weather-based systems, etc.)
Pressure-reducing valves (for landscape irrigation)
High-efficiency irrigation systems

Rainwater harvesting/retention systems (for outdoor use, e.g., land-
scape irrigation)

Bioswales

Low-impact development (“LID”)

Turf reduction programs

On-site wastewater treatment systems

Rain gardens

Green (vegetated) roofs

Artificial turf

Municipally provided recycled water systems (“purple pipe”)
Rainwater reuse systems (for indoor use, e.g., flushing toilets)

Base: 131, 132
Source: BD+C/Professional Builder 2009 White Paper Survey

Used in last
18-24 months
73%
55%
48%
45%
40%

40%

36%
30%

26%

23%
23%
22%
22%
16%
1%
9%
8%
5%

18-24 months?
Expect to use in
next 18-24 months
7%
58%
55%
60%
56%

55%

45%
49%

45%

33%
31%
37%
26%
33%
20%
16%
19%
20%

www.HousingZone.com/PB
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TABLE 2: Survey
respondents exhibited
strong adoption rates
for high-efficiency
showerheads (70
percent), tankless water
heaters (52 percent)
and clothes washers
(49 percent), with even
greater use expected in
the next 18-24 months.

TABLE 3: Among
respondents to the
survey, stormwater
management plans (73
percent) and retention
ponds (55 percent)
scored highest; these
are often mandated by
local codes or permit
requirements. Planting
low-impact vegetation
and using more efficient
landscape irrigation

systems also scored

well.




exclusive research

CHART 1: More than
three-fifths (61%) of
survey respondents
identified themselves

as home builders,
accompanied by a
spread of developers
(12%) and designers
(10%).

CHART 2: The majority
of respondents said
they believe the total
cost of water for their
firms’ projects will

“increase somewhat,”

with more than one-fifth
(22 percent) predicting
it would “increase
significantly.”

PRIMARY JOB
FUNCTION

Engineer
(mechanical, electrical,
plumbing)
2%
Specialty trade
contractor Government
5% or code official
1%

Other
9%

Home builder,
construction manager,
Land developer, contractor
real estate 61%
developer
12%

Designer of homes (architect, landscape
architect, interior designer, etc.)
10%
Base: 185
Source: BD+C/Professional Builder 2009 White Paper Survey

TOTAL COST OF
WATER

From your professional experience and what
you have read or heard, do you think the

total cost of water for your firm’s projects will
decrease, increase or stay about the same over
the next 2-3 years?

Decrease somewhat
<1%
Not sure/ Decrease
No opinion significantly
2% <1%

Increase
significantly
22%

Increase
somewhat
52%

Stay about
the same
23%

Base: 128
Source: BD+C/Professional Builder 2009 White Paper Survey

Professional Builder / January 2010

ter conservation in home-building projects?

The desire to reduce water and energy
costs, including sewer and wastewater
charges, is the biggest factor cited by survey
respondents. Two-thirds of builders men-
tioned water- and energy-cost reductions as
reasons for employing water-saving mea-
sures, while 54 percent said environmental
stewardship was a key driver. Other reasons
cited by respondents include: code restric-
tions and requirements (38 percent), avoid-
ing current/future water shortages (34 per-
cent), green-home certification (33 percent)
and government regulations and standards
(30 percent).

“Green-home building is here to stay,” said
one survey respondent who is the president of
a Texas home-building company. “High-perfor-
mance houses help the environment as well as
the end user of the home.”

Other respondents, including this Boston-
based builder, said the demand for water-effi-
ciency measures is being driven primarily by
compliance requirements: “The government
regulatory agency has already restricted use of
water, particularly for irrigation on new proj-
ects. This has impacted us directly and forced
us to reduce [the use of] turf and increase [the
use of] native species that will not require ir-
rigation after they take hold.”

Naturally, the added cost for implementing
water conservation measures is a major con-
cern among respondents. As one residential
developer put it, “We are conscious of environ-
mental factors when we develop, but we also
must balance the costs of the projects with the
costs of the green features we want to use. It
ain’t easy.”

“People aren’t very interested in anything
that costs them more initially,” said the pres-
ident of a building company in Wyoming.
“Almost all efforts at conservation or effi-
ciency take a sales effort.” Said the CEO of
a Missouri home-building company, “Rarely
have we found that people are motivated to
‘do the right thing’ unless it affects their
pocketbook.”

Another respondent said eventually build-
ers (and buyers) won’t have a choice of
whether or not to go green. “While green
building sounds great, ultimately local mu-
nicipalities will remove the incentives and

www.HousingZone.com/PB



WHEN HOMEOWNERS ASK FOR THE MOON,
ASK IF THEY'D LIKE IT WITH OR WITHOUT THE OCEAN BREEZE.

Introducing the New Ultimate Lift and Slide Door. Available in stunningly large sizes and a variety of panel
configurations, the new Ultimate Lift and Slide Door is a one-of-a-kind choice for those looking to enhance their
view and extend their living space. And the best part? Our exclusive hardware makes it as easy to open and close
the door as it is to enjoy the scenery.

Get a closer look at the new Ultimate Lift and Slide Door when you visit our
new 3-D Product Viewer and register for the opportunity to design your Windows and Doors
own Marvin window or door. Marvin.com/3D Built around you:

©2010 Marvin Windows and Doors. Al rights reserved. ®Registered trademark of Marvin Windows and Doors. 1-800-241-9450

For more info, go to HousingZone.com/PBinfo and enter # 29389-4



exclusive research

i
Methodology

In September 2009,
Professional Builder
teamed with its sister
publication, Building
Design+Construction,
to conduct an online
SUrvey among 10,000
Professional Builder
subscribers to determine
their opinions, percep-
tions and actions rela-
tive to water issues. The
results were published
in BD+C’s November
2009 “Green Buildings
+ Water Performance”
white paper (Down-
load the full report at:
www. BD Cnetwork.
com Jcontents/pdfs/bdc-
09o411whitepaper_opti-
mized.pdf). The sample
was selected from all
qualified recipients of
the magazine who had
provided email ad-
dresses when subscrib-
ing. Each of the first
50 respondents received
a $25 Amazon gift
certificate.

make the guidelines mandatory, thereby in-
creasing the cost to developers and builders
and ultimately the homeowners,” he said.
“Ironically, they will be the same people
who cry about the lack of affordable hous-
ing stock.”

Hopping on the technology bandwagon
The majority of survey respondents said their
firms are already implementing a broad array
of water-efficiency measures on their projects
to achieve water-reduction goals — on aver-
age, between 10 and 11 water-efficiency strat-
egies. Moreover, they expect their firms to
employ a greater number of measures in the
next two years (between 14 and 15 strategies,
on average).

Low-flow showerheads, high-efficiency dish-
washers and tankless water heaters are among
the most commonly specified “interior” wa-
ter-efficient technologies, followed by high-
efficiency clothes washers, low-flow faucets
and high-efficiency, single-flush gravity toi-
lets. Dual-flush toilets and water-metering
devices are among the interior technologies
that are gaining popularity with home build-
ers (Table 2).

When it comes to “exterior” water-saving
measures in home-building projects, it's no
surprise that stormwater management plans
and retention ponds are the most commonly
specific strategies, given that these measures
are often mandated by local codes or permit
requirements. Drip irrigation systems, low-
water-use landscaping and pervious pave-
ment were also cited by respondents as pop-
ular strategies. Automated or weather-based
irrigation systems and rainwater harvesting/
retention systems are among the exterior wa-
ter-saving strategies that are gaining popular-
ity (Table 3).

Despite the widespread adoption of wa-
ter-saving technologies and strategies, both
builders and buyers are drowning in gre-
enwash, according to several respondents,
making it difficult to choose products that
are both cost-effective and functional. “Due
to our current economy, selling a home that
costs 20 percent [more] due to the implemen-
tation of so-called ‘green’ products is a diffi-
cult sale,” said one respondent. “I strongly
believe that some organization needs to hon-
estly evaluate and certify all of these ‘green’
products.” PB

National Green Building Standard (NAHB)
LEED for Homes (USGBC)

WaterSense Product Labeling Program (EPA)
Green Globes (Green Building Initiative)
LEED for Neighborhood Development
Environments for Living (Masco)
GreenPlumbers Accreditation

(EPA)

Base: 156, 158
Source: BD+C/Professional Builder 2009 White Paper Survey

USE OF GREEN BUILDING
CERTIFICATION PROGRAMS

Which of the following green building certification or specification programs have you or your
firm employed in building projects in the last 18-24 months? Which do you expect to use in the

WaterSense Water-Efficient Single-Family New Home Specification

next 18-24 months?

Used in last 18- Expect to use in

24 months next 18-24 months

29% 66%
22% 46%
17% 47%
10% 32%
10% 29%
5% 16%
1% 11%

- 45%

TABLE 4: NAHB’s National Green Building Standard drew the largest response among respondents. At the time of this

survey, the WaterSense New Home Specification had not been published, but 45 percent of respondents expressed

interest in using it as it becomes available.

Professional Builder / January 2010
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There’s a new solution on the horizon...

Introducing ICYNENE MD-R-200™, the latest addition to our
expanding line of smart insulation solutions. Made using
recycled materials, this medium density, 100% water-blown,
rigid spray foam insulation is specifically designed to deliver
high insulation R-value, low vapor permeance and compressive

strength while minimizing environmental impact.

Come experience the latest addition to our growing
portfolio of bright, responsible insulation soluti_o(n at

3 F

Ly

ICYNENE

HEALTHIER, QUIETER, MORE ENERGY EFFICIENT*
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Professional
Builder
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special report

NEAL COMMUNITIES is
among the many home
builders that are ramping
up operations to take
advantage of the extended
and expanded home-
buyer tax credit. CEQ Pat
Neal expects sales to be
20 percent higher than
2009 — no mean feat in
southwest Florida. Shown
here is Forest Creek in
Parrish, Fla.

Photo: Perry Johnson

Builders should be fully prepared to take advantage of the
home-buyer tax credit now because Congress has made it
clear that no more stimulus money is forthcoming.

By Pat Curry, Contributing Editor

hen Congress extended and expand-
ed the home-buyer tax credit last
November, Pat Neal was ready for it.

The CEO of Lakewood Ranch, Fla.-based Neal
Communities ramped up his operations. His
staff listed 68 spec homes that will be complet-
ed and ready to sell by the June 30, 2010 closing
deadline, started an additional six spec homes
and began working on a production line for 24

Professional Builder / January 2010

more houses. Neal beefed up his purchasing
and accounting staff, and has four people in his
land department “reaching out for bargains ev-
erywhere.” He also added another superinten-
dent to make sure the houses get done in time
to meet the deadline.

“We think that will be the limiting factor,”
Neal says. “We think we’ll be able to sell more
homes than we can complete by June 30.”

www.HousingZone.com/PB
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The impact of the tax credit could be substan-
tial. The National Association of Home Build-
ers (NAHB) estimates that the availability of
the credit will produce an additional 180,000
home sales this year, create 211,000 jobs and
generate nearly $10 billion in wages.

But with the extension and expansion of the
tax credit, Congress has made it clear that the
housing industry shouldn't expect any addi-
tional stimulus money from the federal gov-
ernment. No more extensions, either. With the
exception of active military personnel serving
outside the United States, first-time and exist-
ing home buyers need to sign a contract on
a home by April 30, and close on the sale by
June 3o0.

www.HousingZone.com/PB

estimates that
the availability
of the credit
will produce

an additional
180,000 home
sales this year,
create 211,000
jobs and
generate nearly
$10 billion in
wages.

“This is it,” says Robert Dietz, NAHB’s as-
sistant vice president for tax and policy issues.
“People need to take that deadline seriously.”

Marketing push
With such a short time frame, builders can’t
waste time or energy on anything that won’t
produce sales. While the new tax credit in-
cludes buyers who have owned a home for at
least five of the last eight years, many build-
ers have opted to continue focusing on the
market with the best chance of closing before
the deadline: first-time home buyers without
a house to sell.

“We’'ve had problems with move-up buyers
the last four or five months,” Neal says. “Most
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5 Ways to
Optimize Your
Business For
the Tax-Credit
Time Crunch

1. Strive for maximum
efficiency in your pro-
cesses (purchase orders,
construction schedules,
warranty programs, etc.).

2. If necessary, redesign
your product to match
the needs of your target
market (most likely first-
time buyers).

3. Instead of rehiring
everyone you laid off,
outsource purchasing,
estimating and other
functions to handle the
increase in business.

4. Turn every one of
your sales associates into
an expert on the home-
buyer tax credit.

5. Talk to your lenders
about financing to build
spec homes so you can
capture buyers who are
in a hurry to move.




special report

of them are stuck in their previous homes.
They either have no equity, negative equity or
they defaulted so they have bad credit. We are
not marketing to them at this time.”

To spread the word, builders have ramped
up their marketing. Royal Oaks Building

Put Cash in Your Pocket
With the NOL Carryback

AT THE PEAK OF THE HOUSING MARKET, CornerStone Homes

in Jacksonville, Fla., closed 180 houses for about $80 million in
revenue. In 2009, the builder finished about 35 homes for just over
$12 million in revenue. Managing Partner Mark Downing says he’s
planning to take full advantage of the tax-law change in the stimulus
package that allows him to carry back net operating losses up to
five years.

“| paid taxes in previous years and I’'m applying for the carryback,”
he says. “I’m looking forward to getting that check.”

Before the new law went into effect, only builders with an average
of less than $15 million in gross receipts could apply for the
carryback, and then only for a period of two years. Now, that cap
has been removed and the carryback period has
been extended. The national builders are projecting
massive refunds, but they’re not the only ones who
should consider filing an amended return.

If you had operating losses in 2008 or 2009,
particularly if you didn’t qualify for the stimulus
package passed in February 2009, talk to your
accountant to find out how to get the refund.

“If you remember, 2003, 2004 and 2005 were
huge taxable income years for builders,” says Steve
Hays, CPA and partner in charge at the RubinBrown
Home Builders Services Group in St. Louis. “They
paid substantial tax. [The carryback] can provide
immediate cash. That will be huge.”

The law doesn’t require going back five years; if you paid more
taxes three years ago, you could apply your loss against that year
instead.

“You could go any year in between,” says Bill Norwalk, head of the
real-estate construction practice at Fremont, Calif.-based CPA firm
Sensiba San Filippo. “You’re trying to put the most money possible
back in your pocket.”

While the prospect of receiving a very large check from the
Treasury Department is exciting, Hays and Norwalk both point out
that any amount above $1 million virtually assures you of being
audited.

“You have to go in with your eyes open and know that it’s a
possibility that the IRS might disallow some of it,” Norwalk says.
“But it doesn’t make sense not to claim it. | have a client who is
going to get $2 million and yes, he’ll get audited, but it’s an expense
he’s willing to incur.”

Hays says that since the refunds can show up within two to four
months after filing the return, it’s well worth the investment to file for
the refund as soon as possible.

“These are things to do now rather than later,” Hays says. “It's
providing some working capital at a very important time.”

Mark Downing
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Group in Raleigh, N.C,, is running a “Dou-
ble Your Tax Credit” promotion, offering an
$8,000 incentive package that buyers can use
for a price reduction, assistance with closing
costs or upgrades.

Company President Rich Van Tassel took ad-
vantage of a late cancellation to get the cover
and two inside pages of the local new-homes
guide for January and February. He’s also pro-
duced a 30-minute weekly cable show and add-
ed a marketing manager to his staff.

“We're trying to jump-start our year, using
the catalyst of the tax credit,” Van Tassel says.

Expert advice

Marketing, of course, will only take a builder
so far. The sales staff needs to be well-versed
in the particulars of the tax credit to be able to
explain it clearly to prospective buyers.

“People prefer to do business with an expert,”
says new-home sales educator Myers Barnes of
Myers Barnes Associates, Kitty Hawk, N.C. “A
confused buyer who feels disoriented regard-
ing the rules cannot buy.”

Barnes’ advice is to “turn every salesperson
into an expert.” He recommends using the in-
formation available on the NAHB’s tax-credit
Web site, www.federalhousingtaxcredit.com, to
create a fact sheet about the credit.

NAHB’s Dietz strongly encourages builders
to make full use of the Web site. “It’s the most
authoritative site out there,” he says. “There’s
no need to recreate the wheel. Link to it, cut
and paste from it. The industry needs to use
it more.”

Glenn Tatangelo, owner of The Woodland
Group in Trumbull, Conn., says that his sales
associates not only are trained to discuss the tax
credit, but also to help buyers who think they
can’t qualify for a mortgage.

“We say, ‘Let us find out for you,”” Tatangelo
says. “I want to make sure we have constant
communication and walk them through the
appraisal and financing processes.”

»

Systems check

Any sales and marketing push needs to be
preceded by a capability to deliver homes to
prospective buyers by the deadline. Lot-buying
activity has quickened in the last few months
in several markets, but builders shouldn’t have
trouble lining up finished lots at attractive pric-

www.HousingZone.com/PB
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EREOOSE PLY GEM

AND CHOOSE SUCCESS

At Ply Gem, we're all about building
your success - from start to finish.

It starts with the right products. We
offer a complete line of quality
exterior solutions. Then, throughout
the project process our customer
service team will be with you every
step of the way. And finally, we offer
tools and training to generate leads
and increase sales. We are Ply Gem.

And we are building a better exterior.
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WHAT WE OFFER

DISTRIBUTION &)

Our national manufacturing
network ensures that the products
you need are always within your
reach. Ply Gem offers access to
more brands across more channels.

SELECTION €3

Our portfolio of leading products
— windows, doors, siding and
accessories, stone veneer, rainware,
fence and rail, shutters and designer
accessories — means you have access to a
broad variety of styles, colors and price points.

=

We offer durable products that
contribute to the lifecycle benefits
of homes, and our Low-E
windows and insulated
siding help increase energy
efficiency in the homes
where they are used.

SUSTAINABILITY @

getting the best guality and value available.

© SERVICE

Our associates know the industry and
are committed to ensure our products
meet your needs before, during and
after the sale. Ply Gem will be with
you every step of the way.

& RELIABILITY

All of our products are designed
and tested for strength, durability
and overall performance. We constantly
monitor our product lines to ensure you are

e
T
@) INNOVATION

With Ply Gem you gain access

to customizable services —
state-of-the-art manufacturing
and color technology, ordering
and logistic systems, and
world-class marketing support.
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Ply Gem window and

door lines offer the
design flexibility that
lets you choose the
construction, materials,
shape and size that fit

your project perfectly.
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At Ply Gem, every window and door we make is designed around
your needs. \When you work with us you'll benefit from distinct
advantages — like the broadest selection of products, nationwide
availability and industry leading service to help you make every

window project a success. Our extensive product portfolio includes a
comprehensive collection of new construction and replacement windows
and doors that meet or exceed the Federal Energy Tax Credit and can be

configured to meet Energy Star® qualifications in all regions.

Each window is designed and assembled for optimal performance and
energy efficiency. Our premium high performance aluminum clad-wood
options, traditional wood, wood composites, vinyl and aluminum options
bring a whole new level of style for any home and any budget.
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options for every project and

budget through a variety of
distributors. All include
best-in-industry features,
low-maintenance durability
and the industry-leading
service and performance you

expect from Ply Gem.

MASTIC

HOME EXTERIORS

v
VARIFORM

by PLy GEM

@ NAPCO

by PLy GEM

Ply Gem'’s siding brands offer

Ply Gem makes it easy to choose the brand that works best for you.

Mastic Home Exteriors™ offers a complete exterior solution — vinyl siding
and accessories, Mastic Performance Metals, trim sheet, designer accents,
Leaf Relief® and more — all through independent distributors nationwide.

Variform® offers quality vinyl and metal exterior products that coordinate with
our Richwood Exterior Finishings. Available through independent distributors.

NAPCO® is the brand to choose when value matters. Our vinyl and metal
products and accessories get the job done right. Available through
independent distributors.

Georgia-Pacific is the vinyl siding and accessory choice for one-stop shopping.
Distributed through BlueLinx to lumberyards and select Lowe’s locations.

Cellwood® offers a complete line of exterior products — including vinyl, metal
and designer accents — through lumberyards and pro dealers.

Durabuilt® vinyl siding, accessories and leaf protection offer Lowe's customers
convenient access to Ply Gem products.
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Ply Gem Stone is carefully

crafted to exhibit nature’s

finest hues, unique textures
and authentic details. With

ticul ttenti id
. Ply Gem Stone offers a fresh approach to exterior design.

to detail, our stone is a : e
Modeled directly from nature, our stone veneer product line is

favorite among the most ) ; ;

) . s a contemporary and attractive alternative to solid rock and stucco,
discerning architects, N i . . . .
and complements traditional siding in exterior applications. Its
rustic looks can also add warmth and charm to home and building

interiors, where it can be used to highlight fireplaces, columns

designers and builders.

and other architectural and structural details.
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Choose from Kroy Classic,

Kroy Performance and
Kroy Elegance to give
your next project a look
that will last and a look

that you'll love.

Ply Gem sets the standard for fence and rail aesthetics,
durability, low maintenance and ease of installation. Our
vinyl fence, vinyl railing, composite railing and vinyl outdoor
structures are the smart alternative to wood. Our products
won't split, rot, fade or splinter. High-quality materials and
precision manufacturing keep the great looks of wood
without the work — season after season, year after year,
so homeowners spend far less time and money maintaining
their fences and railings over the life of the products.



CHOOSE A
BETTER FUTURE
WITH PLY GEM

Ply Gem

envire

You want eco-friendly solutions.

Ply Gem has them. Our product lines
include durable, sustainable products that

can help meet your sustainability goals.

-~ At Ply Gem, we understand sustainability is a

! - A journey, not a destination. We continually evaluate
our products and our processes to ensure our future, and

the future of our planet.

The Ply Gem vision is clear
We are committed to the development of green and sustainable products,
the use of environmentally responsible practices in operations, and
contributing to the improved energy efficiency and lifecycle benefits

of homes. We have already taken many steps to help offer you
solutions to your sustainability goals with our Ply Gem Enviro
initiative. And Ply Gem actively partners with industry leaders

Marmioer
like USGBC, NAHB and others that are contributing to the RESEARCH m
development of sustainable and green building practices. APPROVED e
These logos identify [ We are proud members of
products recognized by these organizations that are
third parties as supporting working to define sustainable
green building practices. building practices.

To learn how Ply Gem can build success
for you, call 1-888-9-PLYGEM, or
visit plygem.com

BuiLbing PropucTs. BUILDING SUCCESS.
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plygem.com
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es or finding trade contrac-
tors to handle the increased
volume. Builders should take
some proactive steps to get
permits pulled, says Steve
Hays, partner in charge at the
RubinBrown Home Builders
Services Group in St. Louis.

Hays also recommends that
builders talk to their lenders
about funding to build specs.
“If you don’t have specs,
you're going to miss the mar-
ket,” he says. “At this price
point, a lot of people don’t
want to wait to have a house
built. And if a move-up buyer
does sell their house, they want to buy some-
thing now. If you don’t have anything available,
you're going miss a sale.”

Nationally known business consultant
Chuck Shinn, president of the Shinn Group in
Littleton, Colo., cautions that for most builders
the biggest challenge to taking advantage of
the tax credits will be re-implementing the sys-
tems that have been shelved since the market
collapsed. These include purchase orders, war-
ranty programs, construction schedules and
contract arrangements with trade contractors.

“Builders need to go back to processes and
procedures and become really efficient at what
they're doing,” says Shinn. “They probably
need to select a couple of communities to focus
on, and they may need to change product.”

That product has to match the needs of the
targeted consumer: the entry-level buyer who
has been living in an apartment. “There’s some
pretty decked-out two-bedroom apartments,”
he says.

The one thing Shinn doesn’t recommend
is re-hiring a lot of staff. There’s no guarantee
that the flurry of activity from the tax credit will
continue after it expires — and most builders
have streamlined their operations to make do
with less overhead anyway. It’s a lesson that Pat
Neal has learned, and he has no plans to bring
back staff.

“I'll be back at the same production level in
2010 as in the summer of 2005, with 40 per-
cent less employees,” Neal says.

To accommodate the increased activity, Shinn
recommends outsourcing such functions as pur-

www.HousingZone.com/PB
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chasing, architectural plans, es-
timating and selections. “Build-
ers ought to look at that instead
of hiring people, which is sticky
overhead that’s hard to get rid
of,” he says. “It allows a small
builder to play the game like the
publics. If they take advantage
of some of this, they can look like a huge builder
with really talented people and still be a small
operation.”

Life after June 30

The question in the back of everyone’s mind, of
course, is what will happen after the tax credit
expires. Shinn points out that the two largest
buyer demographics are baby boomers who
are downsizing and 20-something Millenni-
als who are first-time buyers and want smaller,
more open plans.

“It will be a very interesting market,” he says.
“Prepare yourself for the resurgence. We've
bottomed out; we're going to come back. Hope-
fully this stimulus leads us into a period of
time where recovery is in place.”

Neal is planning for just that scenario, and
given that he’s been a home builder long
enough to have gone through several down-
turns (“I've seen this movie five times,” he
says) he’s got history to support his plans.
His current projection is to sell 379 units in
2010 — in southwest Florida, one of the worst
markets in the country. That will be about 20
percent more than the company sold in 2009
(with 30 to 50 of those coming from the tax
credit). Neal sees 2010 as a year to generate
cash flow from land sales and to keep his peo-
ple working. He anticipates a much stronger
year in 201I.

“We were in survival mode in 2009,” he says.
“This year, we'll be in enhanced survival mode.
In 2011 and 2012, we plan to make money and
have fun.” PB
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“I'll be back at the same production level
I in2010 as in the summer of 2005, with 40
~ percent less employees.” — Pat Neal
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I'm always on the lookout for new, more sustainable ways to design
and build. That's why | specify EcoBatt® Insulation from Knauf for
my projects.

Knauf EcoBatt Glasswool gives me the same optimal performance as
all their insulation, but it's more sustainable...thanks to its abundant
and renewable raw materials, high post-consumer recycled content

and ECOSE® Technology.

Knauf's revolutionary new ECOSE Technology is a binder with a
lower embodied energy. It is based on rapidly renewable bio-based
materials—eliminating the non-renewable petroleum-based chemicals
such as phenol, formaldehyde and acrylics found in traditional fiber
glass insulation.

With my focus on sustainable building, EcoBatt Insulation is the natural
fit for my projects.
Professional

ilder
v For more info, go to HousingZone.com/PBinfo and enter # 29389-6
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lean building forum

Tampa Builder Puts
Lean into Action

Scott Sedam hosts the Lean Building Forum on HousingZone.com, where each month
he interviews those who are implementing the principles of lean operations in home
building. This month, Sedam talks with Jim Deitch of Southern Crafted Homes about
the firm’s success with lean. This is a highly abbreviated transcript. For the complete
transcript and audio interview, visit www.HousingZone.com/Lean.

By Scott Sedam, Contributing Editor

Scott Sedam: Jim, give us a quick overview of
your company.

Jim Deitch: We're excited about the com-
ing year and celebrating our 20th anniversary.
That's significant because in 1990 we were
launching into the last downturn, so we started
in this business in down times with humble
beginnings. We did 17 homes the first year and
have continued to grow primarily in North Tam-
pa, “New Tampa” and Pasco County. We build
upper-end, single-family detached homes and
more recently luxury villas. Over the past five
years we've averaged about 9o homes a year,
and in 2010 we plan to build 110. We're going to
continue basically with the same product line.

SS: It’s a rare builder that didn’t drop at least
50 percent in volume in the last five years, and
Go percent, 70 percent and even 8o percent
isn’'t unusual. Why has Southern Crafted been
able to withstand the onslaught, compared to
most builders?

JD: We dropped off a bit the past 18 months,
but the economists tell us that a certain number
of homes will be built in the Tampa Bay area
this year and many builders have closed their
doors. So we have an opportunity to take that
share for our size and price point. The Tampa
Bay area is not a service-oriented community.
There’s a lot of military. There’s a lot of medical
and education here and a lot of businesses relo-
cating. We have a steady and constant influx of
primary buyers and with our product and price
point, it’s a good fit.

www.HousingZone.com/PB

SS: So Jim, when we talk about lean method-
ology, what does it mean to you? What does it
mean to say you're a lean builder?

JD: Most view lean as an approach towards
efficiency; the low-hanging fruit is to reduce
your costs. But really, lean is about, on a daily
basis, constantly looking at your product, your
processes, your company — not just what hap-
pens in the field but what happens in the busi-
ness office, what happens in the sales office.
It's more important today in a bad economic
downturn, but we started focusing on this
heavily back in 2005-2006 when the market
was going crazy and I was concerned about
how many dollars we were leaving on the table
by not paying attention to the details. So it’s re-
ally about being the most efficient and effective
with limited resources, maximizing profitabil-

This month’s Lean Building Forum guest

Jim Deitch is the chief operating officer for

Southern Crafted Homes in Tampa, Fla. He

began his career in the home-building industry

20 years ago in Orlando, after having completed

three tours of duty in the Marine Corps. Deitch

is a State Certified Building Contractor and

currently is serving as a Builder Director with

the Tampa Bay Builders Association. He holds
bachelor’s and master’s degrees in business
administration from Delaware Valley College

and the University of Phoenix, respectively.

When not involved in industry business, he

can often be found supporting the Susan G. Komen Foundation,
boating and spending time with his wife and daughter.
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lean building forum

Scott Sedam
hosts the Lean
Building Forum
on HousingZone.
com, where
each month

he interviews
those who are
implementing
the principles of
lean operations
in home building.
For the complete
transcript and
audio of the
interviews,

visit www.
HousingZone.
com/Lean.

ity, maximizing quality and holding everybody
accountable. It requires brutal honesty.

SS: How many direct employees do you have
at this time?

JD: I wiped out almost my entire senior and
middle-management team and that left us with
about 24 employees including the president,
myself as COO and the VP of sales. The sales
team reports to the VP of sales and the balance
of the organization reports to me.

SS: When you say wiped out, was that done
because of financial necessity or because these
people were not good fits with the direction you
were going?

JD: It wasn’t out of financial necessity. When
I first came on board we built 95 homes in 2005
with 11 people in the construction department.
Two years later we built 120 homes with three
people in the construction department. Cycle
times, costing and quality control were out of
whack. The purchasing department was bloated.
Too much time was spent looking for new con-
tractors at a lower price as opposed to focusing
on having the right contractors at the right price.
There were three or four tiers of management
in the construction department alone. The ques-
tion was, why did we need to have managers
translate the message from the executive team
down to the front-line employees?

SS: Did you also experience that with some
of your suppliers and trades?

JD: We had far fewer turnovers in our trades
and suppliers. It was a breath of fresh air for
them; 75 percent of our trades and suppliers
have been here for the entire 20 years. We
cherish those relationships. They appreciate
our leadership. Not having all the resources
themselves within their organizations, if we
can demonstrate to them how they can make a
better profit they will follow. If you push them
around and dictate what their pricing is going
to be, they will push back. I've had much great-
er success with the contractors and the suppli-
ers than I've had with employees.

SS: So your experience is that the trades are
often just waiting for someone to come and
show them that they are willing to work with
them in a different way.
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JD: You put them in a room and do the price
non-conformance exercise that Philip Crosby
used to teach. You look at your top callback
item and then you put it up there on the board
and you ask [the trade contractors], line item
by line item, what it costs [them] to come back
and fix that callback item. Their eyes get wider
and wider as you add up the costs. Then you
compound that over the number of houses
they do over a year, and now you've got their at-
tention. They’ll start throwing money at you at
the end of the exercise. You don’t just demand
5 percent off. You go to them and show them
how they can save money by being smarter
businesspeople and all of a sudden they want
to pass the savings through to you.

SS: Companies still send out demand letters
saying “give us 10 percent or we'll kill you.” You
told me about one case where working with
your stucco contractor got you 50 percent, not
5 percent or 10 percent.

JD: Back in 1993 when I was a field superin-
tendent, I got an invitation to join the purchas-
ing department. The purchasing department
manager said, “Why don’t you come in for four
or five days and watch what we do, and if you
like it come on in, and if you don’t you can stay
out there, but this will be good move for your
career.” My first day there they had a memo
come down from corporate to slash costs by 5
percent, so immediately they called each sup-
plier and trade and told them they had cut their
costs 5 percent by the following Monday or
they didn’t have the work anymore. That’s the
easy way to do it. [The department manager]
got short-term gains and he alienated a lot of
people, so while the trades rolled over to keep
the business in the short term, they also im-
mediately started looking for new accounts and
in the end the purchasing department lost. I
made the decision to stay in the field.

SS: Asanyone who's ever worked on the trade-
supplier side knows, they have a lot of ways to
get even and you can make up that 5 percent
very quickly on the downside. One of the things
I find remarkable is that I rarely meet a builder
— probably only three or four times in the last
20 years — who was good enough to negoti-
ate with the trades for their best specific crews.
JD: My electrician has been with us for 20

www.HousingZone.com/PB
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Introducing the new Bobcat® M-Series
excavators, which put operators and
owners in charge of labor-saving,
profit-producing features that take
performance to the next level. Smooth,
refined hydraulics, auto idle, incredible
drive performance with auto shift and
many more new features. All this in

a stronger, lighter machine. Go to
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your dealer to learn how these new
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years and they do our work and they also do
the largest builder in Tampa Bay. I do less than
10 percent of the volume of the largest builder
and they get his worst crews and I get his best
crews.

SS: And why is that?

JD: Well, we pay our bills on time. We're reli-
gious about that — if you turn your bills in you
get paid in the next cycle period. No exceptions.

SS: Does a builder ever save a dime by delay-
ing payment to their trades?

JD: No. You have to do more than just pay on
time, but that’s huge because the perception is
that if you float the money [due to] a contractor,
you're building homes on their dime. And that’s
not the way it’s supposed to be. We get rewarded
for the risk but we're relying on a lot of people
for our success. We have to show them respect
and not operate our business on their backs.
They are a part of the team and we have to treat
them like part of the team. They are smart. The
best way to do business is don’t play games, be
honest and be partners. They won't be there for
you when you need them if you're not.

“When | first came on board, we built 95 homes in
2005 with 11 people in the construction department.
Two years later we built 120 homes with three

people in the construction department. Cycle
times, costing and quality control were out of
whack.” — Jim Deitch

SS: Southern-Crafted is a private company
and of course we respect that, but can you give
us a notion about what the bottom line looks
like these days?

JD: I can tell you that if you were to look at
Chuck Shinn’s best practices, our profit mar-
gins and targets are exactly what he recom-
mends.

SS: That puts you in rare company these days.
Could you tell readers and listeners two or three
things they need to know if they want to seri-
ously launch into lean?

JD: First they need to find a mentor that can
teach them if they don't inherently know or
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have not been through formal training them-
selves. To go in blind will produce deleterious
results. You can really hurt yourself more by
just going into a cost-cutting mode, which is
the natural way because it’s the easiest way.

Lean is a cultural thing: You start with your
people and your employees first. It can’t be lim-
ited to the job site or the project. You have to
operate lean in your office. You have to oper-
ate lean in your sales offices. This may sound
silly, but you use a porcelain coffee cup instead
of Styrofoam cups. That’s a little thing, but it's
lean because you can buy Styrofoam coffee
cups every week or you can buy one porcelain
coffee cup. That's sustainability, too; it ties into
the green side of it, but every single thing that
you do has to fall into it.

You've got to make list after list after list
of what you can do better in your company;
where’s your overhead going. But of course
the biggest things are the costs that compound
themselves. So when you're out there, if you're
talking about sticks and bricks, that has a com-
pounded effect. You have your biggest impact
there but you've got to teach people what this
looks like. You've got to do the mathematical
exercises and not run around preaching, but
demonstrating. You've got to be the lean cheer-
leader first.

SS: What's the biggest obstacle they will face?

JD: People. This is hard because if you have
one person out there that is against what you
are trying to do, they're a cancer. You need to
cut [that person] out because they’ll make it dif-
ficult for you to make progress. Everybody’s got
to be moving in the same direction.

SS: Thinking back on your experience for
the last four years, is there anything you would
have done differently if you could go back?

JD: Yes, I would have made certain people
decisions much quicker. You know, you always
want everybody to come on board and believe
in what you believe, but I think I could have
made personnel decisions faster than I did.

SS: But if you do it too fast, do you run the risk
of losing someone who might have been good?

JD: I'm particularly proud of one individual
that I thought I was going to give up on. I stuck
it through and that person really turned around

www.HousingZone.com/PB
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lean building forum

and has become a great asset. | mean, there’s
always the danger that you'll lose somebody
that has the potential, but it’s a balancing act.
For the good of the organization, you can’'t wait
too long. So you use your best judgment.

SS: So what's next? If things go the way you
want them to, how would you describe your-
selves in a few years down the road?

JD: We are in a growth mode. As we come
out of this down cycle we hope to grow the com-
pany and build more homes. The challenge, as
you bring more individuals into the organiza-
tion and more trades and do more volume, is to
maintain the culture, indoctrinating all your as-
sociates including new trade partners. It's mak-
ing sure that you're able to manage by walking
around to see whether what you think is hap-
pening is truly happening. Right now I'm in a
position where I can see it all on a daily basis.
Once you get a certain volume going it's not
possible to do that on the level you would like,
so there’s a lot of trust involved and a lot more
training and mentoring of your people. So I'm
looking forward to that.

SS: Jim, it sounds like you're going to be

around for some time to come and we’'ll check

back with you again. You've given us a lot to

“You can really hurt yourself more by just going into a
cost-cutting mode, which is the natural way because

it’s the easiest way. Lean building is a cultural

thing.” — Jim Deitch

think about and we thank you for taking the
time to share. For those who aren’t completely
familiar with how we're doing this, you'll find
the complete transcript of this interview posted
on www.HousingZone.com/Lean, as well as the
live audio interview. See you next month. PB

Scott Sedam, host of the Lean Building
Forum, is president of TrueNorth Development
in Northville, Mich. He can be reached via
email at scott@truen.com. Scott’s weekly blog,
The Lean Buillding Forum, appears on www.
HousingZone.com.

The 3D Lean-Design Future of Homebuilding is Here.
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before building them in the field—eliminating errors, saving time,
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options to base plans.
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[ TRADE RELATIONS | “=Sag=>

Trade Partner €ouncils,
Reap Rewards * -

By Mark Jarasek, Senior Editor, Electronic Media

Do you want to improve the efficiency of your home-building
business”? What about reducing waste and saving money? Want to
give a big boost to customer satisfaction and referrals? If the answer
to any of the above is yes, then you might want to consider forming a

trade partner council (TPC).

ome builders that have championed
H trade partner councils (TPCs), and in-
dustry consultants who have helped
put them together, say having one can pay
off with a host of benefits for the builder, and
probably even more for participating trades.
They’ll also tell you that it takes a concentrat-
ed effort, cooperation and ongoing dedication
to make it work.
“It empowers our tradepartner base in a col-
laborative environment to achieve shared ob-

jectives. It builds camaraderie, shared vision
and purpose,” says Chip Merlin, vice presi-
dent of operations for K. Hovnanian/Landover
Group, Chantilly, Va. “It taps the intellectual
horsepower as well as the operational experi-
ence of the entire channel that works our man-
ufacturing line. It also facilitates trade-partner-
to-trade-partner collaboration.”

Merlin has been long involved with K. Hov-
nanian’s Mid-Atlantic TPC, which is a combi-
nation of the Virginia and Maryland councils.

TRADE PARTNER
COUNCILS that thrive
can attract a large
conference room full

of participants, as the
K. Hovnanian Mid-
Atlantic TPC has proven

with over 300 people
attending their recent

bi-annual meeting held
in Bethesda, Md.

Photo: David Scott, Hearth
and Home Technologies
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The Virginia TPC was formed in 2003;
Maryland’s in 2005. They're still go-
ing strong (see “Fly on the TPC Wall,”
page 30).

Trade participation in and commit-
ment to the concept is what can make
or break a TPC. Trades that put forth
the effort to make it happen discover
that it has its rewards.

“Trade partner council membership
affords a window into the inner work-
ings of their client,” Merlin says. “This
knowledge is a powerful tool, allowing
trade partners to refine their product,
service and value proposition.”

Serge Ogranovitch, senior partner
with the Potomack Group, Locust
Grove, Va., explains that the objective
of a TPC is to draw the builder and
trades into a mutually beneficial rela-
tionship. But as he points out, “That’s
often easier said than done.”

Two-way street
It boils down to the simple fact that
builders and their trades and suppliers
need each other to survive and grow
their businesses, which has been even
more challenging in today’s market.
“Individually and collectively, trade
partners have the expertise that build-
ers need to build quality homes as ef-
fectively as possible and to the quality
level that exceed the builders’ custom-
er expectations,” Ogranovitch says.
Ogranovitch, who has helped create
several TPCs, suggests that establish-
ing trust among the builder and the
trades is the key to making a TPC work

STEPS TO FORMING A TRADE PARTNER COUNCIL

WE EXAMINED THE STRUCTURE OF K. HOVNANIAN’S MID-ATLANTIC TPC, and asked Serge
Ogranovitch of the Potomack Group in Locust Grove, Va., who has assisted builders in creating
TPCs, to give us an idea of what it takes to set one up. Here are the main points:

© The builder and its trades/suppliers must commit to a TPC, and the trades need to run it.
Builder leadership support is essential, but they must be careful not to dominate.

o Establish a board of directors. Typically the board consists of three to five members. Ogra-
novitch says none of the builder’s staff should be board members. Get the “right people”
involved in TPC leadership, ideally one senior person from each of the trades.

o Establish a mission statement of purpose for the TPC that includes principles and beliefs as
well as vision statements. Establish priorities. Create by-laws that are ratified by participating

trades.

¢ The board, council members and builder reps should hold regular meetings separately, as
well as together. Example: Annually the Mid-Atlantic Trade Partner Council holds six board
meetings, four “quality walks” in the field, four to six executive board meetings, an annual
golf outing (very popular), a holiday party for the board and biannual meetings for all TPC

members.

o Keep meetings organized and agenda-driven.

e Set goals and objectives with accountability attached. Example: Decrease callbacks by 10
percent and increase job-ready status by 20 percent.

o Set up a formal means of communication. Example: The Mid-Atlantic TPC has a mem-
ber newsletter as well as a Web-based portal that centralizes information and document

exchange.

Experts say launching a TPC is not easy. Unless the builder has someone on staff familiar with
creating one, it helps to have an experienced consultant to assist.

well and thrive.

“Trust, or lack of trust, comes to
mind when discussing trade coun-
cils,” he says. “In order for a council
to be successful, the builder needs to
be trusted by the trades,” he says, add-
ing that trades also need to build trust
between each other.

This trust can occur, but it takes
time. “There needs to be a mutual de-

sire to provide a quality product that
exceeds customer expectations,” Ogra-
novitch says. In addition, he says, qual-
ity management processes promoting
“first-time quality, every time” home
delivery must be embraced by both the
builder and trades.

Commitment is another essential
ingredient for launching a TPC and
keeping it intact. Both Merlin and

EEEEEE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
Trade Partner Council Pitfalls to Avoid

Keeping a trade council effective and intact can be a frag-
ile proposition. Here’s what to watch out for and avoid:

« Builder fails to enable and empower the trade council

« Board members miss or constantly reschedule meet-

ings

« Low trade-contractor attendance at meetings
« Trade council is not involved in the builder’s continu-

ous improvement efforts

council and builder

« Lack of intra-trade communications on the job site
« Builder is missing scheduled dates or payments
« No meetings scheduled to allow feedback between

« Lack of builder senior-management support for the

council

« No recognition of trades and trade-council accomplish-

ments by the builder

Professional Builder / January 2010
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Ogranovitch point out that if there’s
lack of dedication from either party,
the council will become ineffective or
fall apart.

“In order to put a trade council in
place, the builder must make stra-
tegic management decisions that
involve establishing and adhering
to policies and procedures,” Ograno-
vitch says. “They need to have made
the decision to involve the trades in
their continuous improvement pro-
cess as a full partner, and be willing
to establish a true two-way commu-

e

nication process.”

Benefits of a TPC
Is it worth the effort? Those who have
been involved in trade councils for
many years say the rewards are real.
They include:

« Reduction in waste

« Reduction in expenses

« Reduction and even elimination of
job-site accidents

« Improvement in production sched-
uling and cycle times

« Improvement in customer satisfaction

Fly on the TPC Wall:
A First-Person Account

By Mark Jarasek

K. Hovnanian invited me to be
their guest at the Mid-Atlantic TPC
gathering held last November. After
checking into the Pooks Hill Marriot
in Bethesda, Md., the night before, I
decided to watch a Chicago Bulls bas-
ketball game on the TV in the hotel
bar. A gentleman sat down next to me
and we struck up a conversation, soon
discovering we were at the hotel for
the same reason. My new buddy was
Bill Hornibrook, strategic accounts
manager with MasterBrand Cabinets,
Sewell, N.J. Turns out he’d been in-
volved with the K. Hov TPC for many
years.

After disclosing that I was a journal-
ist covering the event, I plied him with
questions on what to expect. Horni-
brook lit up with enthusiasm as he told
me how great this particular TPC was.
He talked about the beneficial relation-
ships and knowledge he had gained
from participating over the years. It
was the perfect chance encounter as
it set the stage for my now very high
expectations.

Thanks to our
Trade Partners for
(L. - h

Early risers
The meeting was scheduled to start
at 8 a.m. One of my hosts, Chip Mer-
lin, vice president of operations for
K. Hovnanian/Landover Group in
Chantilly, Va., told me attendees like to
show up as early as 6 a.m. Only half
believing anyone would arrive for an 8
a.m. meeting at the crack of dawn, I
decided to see for myself.

Itwas barely a minute past 6 a.m. when

- Improvement in quality

« Delivery of homes with zero defects

» Improvement in communications
and camaraderie between everyone in-
volved in the home-building process

. Pride for everyone involved by
achieving best-in-class results.

“The focus is to do something to
improve yourself and your company,”
Merlin told a gathering of over 300
people at the most recent Mid-Atlantic
TPC meeting. “Everyone walks away
with something that ultimately ben-
efits the home buyers.”

IT’S IMPORTANT that
the home builder
acknowledge the
contributions of trade
partners and give credit
where credit is due.
This display of awards
and a poster-sized note
of thanks was set up
for everyone to see at
the K. Hovnanian Mid-
Atlantic TPC meeting.
Photo: Mark Jarasek

I arrived, and there was already a long
line to register. Lively networking ensued
among the attendees for those two hours
before the meeting commenced.

As I did my own networking, I dis-
covered that the enthusiasm Horni-
brook expressed the night before
seemed to be shared by everyone there
— all 300 of them. The majority were
trades and suppliers, along with a con-
tingent of K. Hovnanian reps.
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The meeting

A side room was set up with infor-
mational displays on energy-efficient
construction techniques, stormwater
retention best practices and custom-
er satisfaction surveys. Information
relating to the trade council’s priori-
ties, vision, principles and beliefs was
available. One display had a collection
of awards that K. Hovnanian had re-
ceived. A big sign above the trophies
expressed thanks and gave credit to
the trade partners for making a pivotal
contribution toward the awards.

The theme of the meeting was “Sim-
plification, Alignment and Execution.”
It was well-organized and driven by a
distributed agenda that included busi-
ness updates from K. Hovnanian divi-
sion leaders and TPC officers, a guest
speaker and a Q&A session.

I was a little surprised to hear what
seemed to me like proprietary infor-
mation candidly shared with the entire
group. K. Hovnanian division leaders
talked about business results related
to home starts and deliveries, and cus-
tomer satisfaction survey results. They
also revealed land acquisition plans and
growth strategies for their markets in
2010.

Other points of business included
the induction of the new Virginia di-
vision TPC chairman John Lombar-

dozzi, president and CEO of Signa-
ture Cos., Haymarket, Va., who was
taking over for outgoing chairman
Dave Scott, vice president of Fireside
Hearth and Home, Richmond, Va.
Lombardozzitalked about the benefits
that the TPC afforded every member.
He reiterated the council’s mission
statement and statement of purpose
with the group, and expressed his ap-
preciation for the candor that K. Hov-
nanian leadership provided. Lom-
bardozzi challenged everyone in the
room to make a contribution to the
council. It was impressive.

The icing on the cake was a motiva-
tional presentation given by K. Hovna-
nian/Landover Group Training Man-
ager Steve Sutton, titled, “Be Great for
Five Minutes.” It was about people mak-
ing a conscious effort to do something
extraordinary every day, and I found it
very inspirational.

The takeaway

The meeting gave me keen insight into
and a clear understanding of the inner
workings of a successful TPC. I think
my experience can be best summed up
by a comment I overheard from a board
member: “I've been involved in a lot of
home-builder trade partner councils in
my career, and K. Hovnanian’s council
is by far the best I've known.” PB
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— [ SALES METRICS ]

UL
Eight Simple Rules

1. Calculate your market share every quarter

2. Look for changes in leads vs. walk-in traffic

3. Monitor and recognize agent-generated sales
traffic

4. Measure the percentage of customers that
toured home sites and spec homes

5. Spotlight completion of customer
qualification sheets

6. Know the appointments set for the upcoming
week

7. Monitor how many prospect obstacles were
resolved each week

8. Track and recognize referral sales

Professional Builder / January 2010

“Better

s it relates to capturing added new-home sales, success can often be

traced back to those willing to measure and manage the many subtleties

of the home-buying process, while failure is often the result of over-
simplifying the entire process into a single measurement — say traffic-to-sales
conversion. For many builders, solving today’s sales problems can be over-
whelming. Some refer to it as the “too” phenomenon: too few customers, too
few qualified buyers, too little urgency, too many competitor discounts, too little
followup and even too few outstanding new-home sales professionals.

With so many problems and so little money to go around, determining
where to focus your efforts and getting the biggest return for your time are
absolutely critical. Sales benchmarks and measurements will help formalize
the review of your business and act as an essential way of managing strengths
and weaknesses in your sales process. They provide builders a roadmap with
which to highlight the flaws in their current systems and early-warning signs
that can be remedied for greater sales and productivity. Here’s how to get
started with eight essential measurements.

Reverse the funnel

Sales measurements are simply slices from the sales funnel: how many walk-in
customers you need for a sale and how many prospects you need for each walk-in
customer. Begin by reversing the typical sales funnel — in other words, rather
than starting at the top with “how many leads” and working your way down to
sales, start at the bottom of the funnel with “how many sales,” then work your way
up to leads. The goal should be, “To get to this many sales, I need this many leads

www.HousingZone.com/PB



www.buRditbetter.com

—

———

_ OPENINGS IN{HE XJ 85%JOIST ARE DESIGNED JO PROVIDE
: L AND CONSTTUCTI N VERSATILITY.

n’'t See Matters!™
+ I

GP
Georgia-Pacific

Wood Products




\What You Don’t See

s d

= = : = : o
XJ 85, What You Do Seﬁﬁ”ef;ar;d the Georgia-Pacific logo are trademarks owned by or licensed to Georgia-Pacific: Wood Rroducts LL Georg Ia-P

©2009 Geoﬁjia- ific Wood.Products LLC. Al rights reserved. Wood Products




e S W T S e ey T Y T P T W TR T S e T

35

ales

Fix the flaws in your sales process
by following these eight simple rules
for benchmarking and measurement.

By John Rymer, New Home Knowledge
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“Every sales analysis should begin by knowing the
number of targeted households that can afford to
purchase in your anticipated price range.” — rick mitner

to make my budget work.” Don’t shortcut the process by simply
starting with the number of prospects needed. Metrics need to
include analyzing the demographics of the target market.

[1] Calculate your market share ev-
ery quarter.

Rick Mildner, general manager and
chief operating officer of Tributary, a
master-planned community in Atlanta,
says, “Every sales analysis should be-
gin by knowing the number of targeted
households that can afford to purchase
in your anticipated price range.” Mildner adds, “With the
significant shift to lower-priced homes, many builders will
quickly realize that they have an unrealistic market share
computed for their higher-priced communities.” Analyze
your market capture within your price points and your
geographic submarket. Once you think you know the num-
ber of potential home buyers, determine your fair share of
the market. And remember, as the overall market either
strengthens or weakens, you need to update your success
based on share of market. Many builders are quick to blame
poor sales on a market decline, but then ignore lost market
share in a rising market.

[2] Look for changes in leads vs.
walk-in traffic.

Once you determine the number of
potential home buyers, don't simply
make the jump to counting walk-in
sales traffic. “An important measure-
ment that is often overlooked is track-
ing the ratio of leads to your walk-in
traffic,” says Kathi James, senior vice
president and chief marketing officer
for Beazer Homes in Atlanta. While
an entire article can be devoted to lead generation and man-
aging the metrics it creates, it suffices to say that leads come
in many forms — from phone calls and proactive Web re-
sponses to social-media interest and traditional advertising,
such as direct mail.

There is no “right” leads-to-traffic ratio. Variables such as
e-marketing budgets, money spent on mailing lists, aware-
ness marketing, location of the community and builder
reputation all impact this ratio. Knowing the trend is what

Professional Builder / January 2010

makes this such an important measurement tool. If leads
are rising but your walk-in traffic is flat, are your sales pro-
fessionals working the leads funnel to their full advantage?
Do they understand that the goal is to convert a lead into a
walk-in customer, not try to sell them a home by phone?

[8] Monitor and recognize
sales traffic generated by
sales agents.

With marketing budgets
tighter than ever, agent-gener-
ated sales traffic is a measure-
ment every builder should
monitor. It’s certainly true that sales agents aren’t responsible
for placing ads or developing a Web site, but that doesn’t mean
they can entirely abdicate ownership of traffic in their commu-
nity. A general theme is to divide your sales traffic into thirds:

« Traffic you provided to sales agents (includes print me-
dia, Web site, public relations and direct mail)

« Traffic you helped provide to sales agents (includes traffic
from signage, special events and prior builder customers)

« Traffic generated by sales agents (includes traffic from
realtors, customer referrals and social-media contacts such
as blogs, Twitter and YouTube).

The age-old industry discussion which begins with “I could
sell if T only had the traffic” requires a new paradigm: “How
can I, as a sales agent, self-generate more traffic for myself
and my community?”

[4] Measure the percent-
age of customers that
toured home sites and
spec homes.

“Knowing how many
people visited your sales of-
fice is not nearly as impor-
tant as knowing how many
prospects experienced your community,” says Gary Sandor, vice
president of product design for Reed Development in Bluffton,
S.C. “Our traffic-to-sales conversion is about 10 times that of a
typical walk-in customer if we can get them out in the commu-
nity to experience what we have to offer.” Tom Richey, the iconic
sales trainer, is famous for the quote, “If you site ’em, you will
write 'em.” Those words are as true today as they were when he
coined the expression nearly 20 years ago. Some builders now

www.HousingZone.com/PB



Legal Notice

Legal Notice

If You Are or Were a Residential Insulation Contractor,

Please Read This Legal Notice
A Class Action Could Affect Your Rights

What is this Notice About?

A court has certified a class of 377 residential insulation
contractors that may include you. The lawsuit claims
that Masco Corp. and certain affiliates (“Masco”) and
five manufacturers conspired to violate the federal
antitrust laws by agreeing to impose, maintain and/or
increase a “spread” between the prices that Masco pays
for fiberglass insulation and the prices paid by residential
insulation contractors. The case is Columbus Drywall &
Insul., Inc., v. Masco Corp., No. 1:04-CV-3066 (N.D.
Ga.).

Previously, Defendants CertainTeed, Guardian Fiberglass,
Inc., Guardian Building Products Distribution, Inc.
(together “Guardian”), Johns Manville and Knauf agreed
to settle the lawsuit without admitting liability.

Masco did not participate in the settlements, and the case
proceeded against it. On February 9, 2009, the Court
granted Plaintiffs’ motion for class certification and
granted in part and denied in part Masco’s motion for
summary judgment. As a result, the Court is allowing the
377 members of the Litigation Class to collectively move
forward with their horizontal conspiracy claims against
Masco in a jury trial. Please see the full Notice for more
information on this topic.

This Notice is only a summary of your legal rights and
choices. For more complete information, please read
the full Notice, which you can obtain by visiting the Web
site or calling the number listed below.

Am | a Member of the Litigation Class?

You’re a member of the Litigation Class if you were
classified as a residential insulation contractor by
CertainTeed, Johns Manville, Knauf, Guardian or
Owens Corning and you were found to have been
impacted by the alleged conspiracy through a statistical
analysis conducted by Plaintiffs’ expert. A list of
the 377 residential insulation contractors who are
members of the litigation class can be found at
www.insulationlitigation.com.

The litigation class is not the same as the class the court
previously certified for purposes of the settlements with
the defendants other than Masco. You may still be a

member of the settlement class even if you are not one of
the 377 residential contractors found through a statistical
analysis by plaintiffs’ expert to have been impacted by
the alleged conspiracy.

Ifyoubelieve you are alitigation class member, but you did
not receive a copy of the full Notice in the mail, you must
contact the Class Administrator immediately by calling
1-866-478-3381, or writing to: Claims Administrator,
c/o Rust Consulting, P.O. Box 1274, Minneapolis, MN
55440-1274.

What Are My Rights?
Stay in the litigation as a class member. If you want to
stay in the class, you don’t need to do anything now. By
staying in the class, all of the court’s orders will apply to
you and you will be bound by any jury verdict. You will
be able to recover from any judgment or settlement the
class obtains, and you will not have to pay any attorneys’
fees or expenses unless the class obtains a recovery. In
the event of a recovery, Plaintiffs’ counsel will request
that the Court award attorneys’ fees and expenses from
the recovery. You will give up any right you might have
to sue Masco for all claims in this case.

Exclude Yourself. If you don’t want to be a part of the
class and want to keep any right to individually assert
claims against Masco that you would otherwise give
up by staying in the class, you must exclude yourself
from the class by sending a valid exclusion request that
is received by the Class Administrator by January 18,
2010. If you exclude yourself from the class, you will
not be bound by any of the Court’s orders and you will
not be able to participate in any judgment or settlement
the class obtains. The Court will exclude from the
Litigation Class any Litigation Class Member who
requests exclusion.

Appear in the lawsuit. If you stay in the class, you may —
but aren’t required to — appear through your own attorney
(at your expense). Otherwise, the lawyers for the Class
will represent you.

Please read the full Notice for additional important
details on how to submit a valid exclusion request or
make an appearance.

For more information and to obtain a copy of the full Notice,

call toll free 1-866-478-3381, or visit www.insulationlitigation.com.
For more info, go to HousingZone.com/PBinfo and enter # 29389-14




“Our traffic-to-sales conversion is about 10 times that of
a typical walk-in customer if we can get them out in the
community to experience what we have to offer.” — cary sndor

require sales agents to tour a minimum of 50 percent of traffic
through their spec homes or available home sites to qualify for
commission draws. It's tough love, but these are tough times.

[6] Spotlight comple-
tion of customer qual-
ification sheets.

Today, first-time buy-
ers make up the largest
segment of prospects in
new-home sales centers.
Many of these buyers
are less than clear about
what’s required to own a new home. Even move-up buyers are
often not aware of the more onerous mortgage and downpay-
ment requirements. “We track the number of qualifications
each sales associate completes every week,” says Diane Morri-
son, vice president of regional sales and marketing for Ryland
Homes in Atlanta. “It gives us a good idea about the depth of
the presentation and relationship between the customerand-
sales professional.” It's true that many sales professionals are
resistant to initiating qualification discussions and completing
basic qualification sheets. But it’s also true that tackling the
issue upfront allows the sales professional to quickly under-
stand the viability of each customer’s home-buying situation.

[6] Know the appoint-
ments set for the up-
coming week.

A proactive approach
to knowing the next step
for prospects is a key to
today’s sales success. The
best Monday-morning sales
meetings include an agent-by-agent discussion of appoint-
ments set for the week. Not only does the discussion give
the builder a good idea of sales activity for the coming week,
but it sets the expectation for new-home sales agents that
they must take control of getting interested prospects back
to the sales center. The key is to get specific — i.e., names
of customers and the purpose of the appointment — and
hold agents accountable for those on the list. Management
also needs to go over the prior week’s list and discuss what
transpired. The point is not to embarrass an agent in public.
It's OK for an agent to say, “The Smiths never showed up on
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Thursday, and I've called them twice but haven't received a
return call.” But it's simply not acceptable for an agent with
four appointments in the prior week to show up at a sales
meeting with no sales and no explanation of what happened
to the four prospects.
N\ [7] Monitor how many
\ 7 prospect obstacles
-7 were resolved each
week.

Most builders rate
their prospects “A,” “B,”
“C,” etc., usually based
on the likelihood of pur-
chasing (for example,
“A’ = ready, willing and able). But it's not enough to know what
stands between your top prospects and homeownership. Top
builders measure the ability of agents to work with their cus-
tomers to assist in removing obstacles. Examples include rem-
edying a credit or downpayment issue or solving a house-to-
sell problem. By not simply measuring followup but following
up with purpose, smart builders are able to turn unqualified
prospects into buyers.

[8] Track and recognize refer-
ral sales.

Top new-home sales pro-
fessionals have one thing in
common: they receive more
than their fair share of refer-
ral sales. Don’t think of refer-
rals just as those attributable
to previous home Dbuyers.
Referrals include customers
referrals from realtors, refer-
rals from previous customers,
event referrals and homeown-
er referrals. Recognition of
sales agents who achieve high referral sales, rather than
complicated referral programs, has proven to be the best
way to stimulate sales.

As time-consuming as sales measurements are to develop
and maintain, the alternative of “wait and hope,” or more
typically “blame the market,” are not suitable substitutes for
good information and better sales practices. PB
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Out With

What will residential
communities look like

the 10, 15 and 20 years
from now? Land-
planning experts critique
current approaches to
neighborhood design and
provide a glimpse of the

In With
the

Five Key Components of the
New Residential Community

1. Walkability

2. Sustainability

3. Connectivity (between neighbors as well
as neighborhoods, on-site amenities and
mass transit)

4. Diversity of housing types and land uses

5. Dedicated open space/parks/trails

Professional Builder / January 2010

future.

By Susan Bady, Senior Editor, Design

There’s little doubt that the suburban tract-house pattern of develop-
ment of the 1950s is no longer viable in America. Land and gasoline
aren’t the cheap commodities they once were. Consumers don’'t want
to spend hours commuting to and from work, and when they’re at
home, they'd rather not drive 20 minutes to the gym or the nearest
supermarket. With gasoline expected to climb back up to $4 or more
per gallon, transportation and energy costs are going to significantly
impact where people want to live. Yet, outdated approaches to resi-
dential development persist. Blame it on the economy, the regulatory
climate or a lack of creativity, but something’s got to give.

We asked five leading authorities in the architecture, land planning
and urban planning fields what they thought was good and bad about
community design today, how it can be improved and what we can
expect to see in the future.

www.HousingZone.com/PB



Hometown Master Plan

Arvada, Colorado

A - 3-Story Condos
B - Townhomes

C - Mansion Homes

D - Retail / Restaurants
E - Condos Above Retail
F - Neighborhood Shops
G - Assisted Living

Summary

Total Site Area 34.4 Ac.

Total Number of Units 329 units

Residential Density 11.2 DU/Ac.

Open Space 40.5%
—Regional Trail

—Farmers Highline Canal

Mclntyre Street

A Traditional Neighborhood Development

Century Communities
4949 South Syracuse Street
Denver, Colorado 80237
303-770-8300

Planner:

S{& David A. Clinger
& Assoc. Ltd.
21759 Cabrini Bivd.
Golden, CO 80401
303-526-9126
303-526-9320 FAX
E-mail: davidclinger@dclinger.com
Environmental Land Planners

K Development Consultants

West 64th Avenue ‘--F

0 2550 100

Kendrick Drive

N
a

) NORTH

HOMETOWN IN Arvada, Colo., is a traditional neighborhood development that mixes three-story condos, townhomes and
three-plex “mansions” with shops, restaurants and assisted-living residences.

Echoes of the Past “Alarge

percentage of

The Experts: David Clinger and Kristy Riveland, David A. Clinger & Associates, Golden, Colo. residential real
Nationally known land planner D.av1d Clinger believes thajc once the economy and the housing estate developed
market recover, the suburban housing model that has dominated America for the last 40 years
will disappear. In its place there will be smaller, mixed-use neighborhoods with higher densities between now
and a diversity of housing types (such as Hometown, above). Compact single-family homes, town- and 2025 may
homes, condominiums, rental housing, home-based businesses and neighborhood centers will be modeled after
reduce development costs while encouraging walking, biking and community-based recreation.
. . ) . . the compact
Clinger says the shift from the exurbs to urban infill sites actually started after the savings and loan il h
crisis of the 1980s. But he expects this movement to shift into high gear as home buyers re-evalu- villages that Ol:ll’
ate their priorities. “Transit-oriented developments will increase in value and popularity as well as forefathers built
mixed-use, walkable communities that have less emphasis on an auto-dependent lifestyle,” he says. when this country

Parkways with trees, detached sidewalks and a variety of housing types will create a lower-density . »
A . ) : . s was first settled.
look and feel while yielding an average density of g to 11 dwelling units per acre. “These ‘villages
maximize privacy between units, provide private courtyard spaces and reduce stormwater runoft,”
Clinger says. “They’re all about sustainability.” Such communities provide pedestrian access to
neighborhood shops as well as affordable, low-maintenance homes, condos and apartments.

— David Clinger

www.HousingZone.com/PB January 2010 / Professional Builder
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Less Pavement,
More Green Space

Before: Conventional Approved Master Plan
Total Units = 574

1o ightly narrow “strip” mall colors entire main border of the development.

2. All entrance streets disjointed — no main flow to identify the neighborhood.

3. Park location was chosen to silence existing not for central

4. Entry level- highest density row townhomes (attached red units) define most of
neighborhood.

5. Entry level duplex units (blue area) transition to single family hidden from view along main
internal streets.

6. Single family residents must drive through entry level multifamily to get home — most
expensive homes hidden from main internal streets.

7. Lots of stop — look - turn — accelerate — slowdown — points waste time and energy.
8. No walking connectivity or links to the open space.
9. Expensive and extensive storm water system necessary to pipe to central lake.

Westridge Village
Eau Claire, Wisconsin

RICK HARRISON applied his Prefurbia concept to rework the land plan for Westridge Village in Eau Claire, Wis. The
result was 126 more units, a central park that benefits every resident (not just a few) and spacious, meandering
streets that encourage walking.

“Good site design saves money. If we reduced paved
streets by 30 to 40 percent and implemented a
surface-flow stormwater management system, we could

change our carbon footprint.” — Rick Harrison

Professional Builder / January 2010 www.HousingZone.com/PB
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So your little storms knock out the power.

Not in the

hOUsSes
buiid.

) Stand up to unpredictable weather and let your customers know they’re covered with the most trusted name

{ in residential standby power. If the power ever goes out, Generac standby generators go on automatically —
protecting homes and your customers 24/7. Generators have already been installed on over one million homes.

Take advantage of this opportunity and set yourself apart from the competition. Offer your customers shelter from

the storm. Call 1-888-GENERAC to leam more. Never feel powerless. ™ G E N E n Ac®
<

Builder.Generac.com

VISIT WITH TOM SILVA from This 0Id House at the International Builders’ Show
Generac hooth #N2805

SVt
Tuesday, January 19th 2:00-3:00pm For more info, go to HousingZone.com/PBinfo and enter # 20339-29

COUNCIL

“The Home Safety Council logo
is a trademark of Home Safety
Council. Al rights reserved.”



American Castles

You don't have
to cross the
ocean to find
dwellings that
are fit for roy-
alty —these
custom homes

have it all.

MORE ONLINE

You can see more of these
beautiful homes in a
slideshow online at
www.HousingZone.com/GB

www.HousingZone.com/CB

Landry Goes Normandy

Nestled in Beverly Park, a gated community in Beverly
Hills, Calif., this home is situated near some of the
most extravagant abodes in the Los Angeles area
(neighbors include Sylvester Stallone, Rod Stewart,
Magic Johnson and Samuel L. Jackson).

The homeowner wanted an extremely large resi-
dence designed for entertaining on a grand scale.
Additionally, it was important for the home to be
functional and livable for a family with children.
The Landry Design Group used historical precedents
as an influence in designing a home that would
work in a contemporary context and be adaptable to
California’s climate. For example, the original French
Normandy chateaux did not have large windows
because the technology at that time did not allow
for large panes of glass. Today, larger openings are
possible that admit more light.

The home is 25,000 square feet and sits on slightly
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Details

By Nick Bajzek, Products Editor

less than two acres. It sports 10 large bedrooms, 14
bathrooms and an incredible office/library. One of the
home’s most spectacular features is the circular cutout
in the library floor with a glass oculus that peers

into the brick, 2,500-bottle wine cellar below. The
exterior of the study has a waterfall that flows under
the driveway, becomes a stream, and feeds into the
outdoor pool.

There’s a full marble spa in the basement, massage
rooms and an indoor pool with hot tub. The grounds
are fully landscaped and permits have been pulled for
a future tennis court. As if that wasn't enough, there’s
a large outdoor pool joined by fountains and covered
loggias, and a patio/barbecue area with a complete
array of appliances.

Builder: Dugally Oberfeld, Bel Air, Calif.
Architect: Landry Design Group, Los Angeles
Square feet: 25,000

Custom Builder s3
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Detalls

That’s Italian

This elegant home, described as “Italian
Fusion” by designer Jim Phelps, was built on
a golf course in South Charlotte’s Longview
community. The site was a bit challenging:
a l-acre, long, deep lot that slopes right

to left with views of the fairway. Phelps
incorporated a series of courtyards that run
throughout to help break up and comple-
ment the design. “The courtyards definitely
aren’t typical of the architecture around
here,” he says, adding, “The house rambles,
which makes it fun.”

To satisfy the clients’ love of outdoor
living, the residence has a pool, a covered
dining area and an oversized fireplace.

The interior spaces include a foyer/den
immediately to the left of the front entrance
with stained paneling and a dramatic cof-
fered ceiling. On the lower level is a wine
cellar with a barrel-vaulted brick ceiling. A
home theatre with stadium-style seating and
a “wellness center” with exercise, sauna and
massage rooms round out the amenities.

Other noteworthy features include a
series of groin vaults (four arches that come
together, usually joined with a light fixture)
throughout the home and a 12-foot-radius,
arched glass dome in the living room.
Location: Charlotte, N.C.

Builder: Arcadia Homes, Charlotte
Residential Designer: Jim Phelps, Jim Phelps
Collection, Cornelius, N.C.

Square feet: 10,757

s4  Custom Builder

SEAN BUSHER

French Gountry Comfort

Robert Egge Construction and architect
Jeff Loveless combined forces to create
this beautiful estate, located on a bluff in
north Seattle. Four bedrooms with separate
baths and four fireplaces made with hand-
carved French limestone top the list of
features in the French Country style home.
Other luxuries include hand-forged iron
balusters, Brazilian walnut floors with cus-
tom inlays, and expertly carved millwork
in every room.

The exquisite details of the cabinetry
and millwork are complemented by a serene
lighting design and expansive windows
softened with electric sun shades. The estate
includes a home theatre, a recording studio
and a helipad.

Egge built and subsequently remodeled
the home, which has breathtaking views of
Puget Sound and the Olympic Mountains.

“A year after we completed the estate, our
client called on us to remodel the entryway
using a hand-carved French limestone sur-
round,” he says. This involved upgrading
the existing structure and expanding the
entry porch to accommodate the weight and
size of the limestone. A new barrel-vaulted
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copper roof, copper flashing, delicate cop-
per downspouts and recessed lighting add
elegance to the entry.

“Although the remodel required opening a
large hole in the roof, we succeeded in keep-
ing the home dry and free of water damage
during a wet November and the biggest
windstorm in Seattle history,” Egge says.
Location: Seattle
Builder: Robert Egge Construction, Woodin-
ville, Wash.

Architect: Jeffrey Loveless Residential Design
& Planning, Issaquah, Wash.

Interior Designer: Bruce A. Martin Interiors,
Ketchum, Idaho

Landscape Architect: Thomas L. Berger Land-
scape Architect Associates, Seattle

Square feet: 11,000

www.HousingZone.com/CB
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Welcome to the new Aquatic. Where every detail, design and feature are built
AQJ/AT | C with inspiration in mind. From luxury hydrotherapy to everyday bathing to
innovative accessible products, Aquatic brings 65 years of combined experience
Where Inspiration Takes Shape to the industry. And the largest breadth of bathware to our customers.

Builder 800.877.2005 - aquaticbath.com
SIVITO]

Lascor )
BATHWARE. UATI
e

For more info, go to HousingZone.com/PBinfo and enter # 29389-30



IT’S TREX &
WITH A WHOLE
NEW ATTITUDE.

TREX TRANSCEND"
DECKING AND RAILING
HAS A NEW INTEGRATED
SHELL TECHNOLOGY

THAT-RESISTS FADING;

STAINING AND MOLD

AND NEEDS NO MORE

MAINTENANCE THAN
SOAP AND WATER.
NEW DESIGN, NEW COLORS
AND YES, IT’S STILL
95% RECYCLED%ATERIAL
SEE HOW IT CLOSES.A‘.;L

4
AT TREXPARTNERS.COM

. T
Trexfranscend
OUTDOOR LIV_I‘NG. ELEVATED.", £

TREXPARTNERS.COM | 1-800-BUYSTRE

related logo is a trademark owned by

sen Building Council andgeged by perm

For more info, go to HousingZont-,\-.comlPBinfo and enter # 29389-31
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Details

Coastal Style in Wisconsin

This waterfront vacation home in Door
County, Wis., was designed to take full
advantage of the surrounding views. A sun-
room overlooking a private marina features
a painted beam-and-plank ceiling consistent
with the home’s coastal design.

Other nautical-themed elements are
repeated throughout, including a study
finished entirely in teak. The home wraps
around a courtyard, providing shelter and
privacy for outdoor activities. A stonework

PRODUCTS

Coastal Style in Wisconsin

Flooring: Custom teak

Roofing: Celadon Geramic Slate by Ludowici Roof Tile
Windows: Pella

Landry Goes Normandy

Fireplace mantels: Custom hand-carved stone
Flooring in spa vestibule: Onyx

Millwork: Custom

Library ceiling dome: Mahogany

Paneling in“his” bathroom: Mahogany
Staircases: Custom wrought-iron balustrade

012010

ERICKSON HERSCOE DESTEFANO & PARTNERS

chimney doubles as a built-in barbecue on
the deck outside and a fireplace inside.

In keeping with the waterfront aesthetic,
the exterior is an elegant combination of ce-
dar shakes and stone. A lighthouse-themed
turret and cupola complete the look.
Location: Door County, Wis.

Builder: DeLeers Construction, Green Bay, Wis.
Architect: Erickson Herscoe DeStefano &
Partners, Naples, Fla.

Square Feet: 5,500

That’s Italian

Exterior doors: Pella

Flooring: Travertine

Lighting: Quoizel; Savoy House

Millwork: Custom mahogany

French Country Comfort

Entryway roof: Custom copper roofing, flashing and
downspouts

Fireplaces: Hand-carved French limestone
Flooring: Custom Brazilian walnut with inlays
Staircases: Hand-forged iron balusters

www.HousingZone.com/CB



IT’S NOT JUST A NEW KIND OF DECK.
IT’S'A NEW WAY TO BUILD YOUR BUSINESS.

TREX TRANSCEND™ DEGKING AND RAILING REALLY IS THAT, DIFFERENT. WE'VE 'USED NEW
TECHNOLOGIES THAT Dléx FADING, STAINING AND TIME I]LELF. SO YOU’LL NEVER AGAIN
HAVE TO WALK THEM THROUGH THE “GORGEOUS VERSUS PRACTICAL” DECISION. ADD OUR

MORE AT TREXPARTNERS.COM :
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f (0]V) ) OOR LIVING. ELEVATED.

\ ' TREXPARTNERS.COM | 1-800-BUY-TREX
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PAYNE & PAYNE BUILDERS

Distinctive mailboxes in front of every completed home (as
well as homes under construction) help keep the company
name top-of-mind with potential customers.

COMPANY
SNAPSHOT

Custom homes: 15 completed in 2009 and 30 in
2008; $250,000 to $2.5 million; 2,000 to 12,000 square
feet. Forecast for 2010 is on par with 2008.
Semi-custom (spec) homes: Average of 3 per
year; $350,000 to $900,000

Remodeling: Accounted for approximately 30 per-
cent of total gross revenues in 2009, with 10 projects
completed in the $125,000 to $750,000 range. Volume
expected to decrease to 10 percent in 2010, more

consistent with prior years.

The Paynes, from bottom right and ascending staircase:
Eric, Mike Jr., David S., David C., Brian and Mike Sr.

www.HousingZone.com/CB

By Susan Bady, Senior Editor

ayne & Payne Builders was
founded in 1993, in the middle
of a recession — not the most
auspicious time to start a cus-

tom-home building company,

unless you're E. Michael Payne.
With 35 years of experience as a remodeler, general contractor
and large-volume production builder, Payne was well-equipped to
weather the down market. His brother, David S. Payne, who had
worked with him nearly 10 years earlier, joined him as partner
in the Chardon, Ohio firm. It wasn't long before word got around
about the company’s smart business practices, quality work and
dedication to customer satisfaction.

Mike Payne Sr. retired five years ago. His sons, Michael Payne
Jr., David C., Eric and (most recently) Brian, run the company with
their uncle Dave. While no longer active on a day-to-day basis,
Mike Sr. still acts as mentor and consultant. Mike Jr., David and
Eric comprise a board of directors that holds weekly strategy meet-
ings. Mike Jr. is responsible for operations, David handles sales and
Eric is in charge of administration. “The collaboration, synergy
and debate of this board has enabled us to make good decisions,
no doubt helping us navigate the recession,” says Mike Jr. “Our
strengths and weaknesses complement each other well.”

The Paynes’ commitment to teamwork, family values and
creating an exceptional client experience has served them well
in Geauga County, where construction is down 85 percent.
“The custom market that was our sweet spot is probably down
even more,” says David. “But we saw that coming a couple of
years ago and decided to diversify into semi-custom homes and
expand our price points. We also started taking on remodeling
projects, which enabled us to keep our staff intact and touch
more clients and families.”

The new line of semi-custom homes, called the Neighborhood
Collection, has been a success “right out of the gate,” Mike Jr.
says. “It looks like we're going to do twice as much in 2010 as
we did in 2009, and there’s a good chance it will be our second
strongest year ever, next to 2008.”

In order to remain competitive in Cleveland’s eastern suburbs,

01]2010 Custom Builder
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NAHB Custom Home Builder of the Year

In building this 4,350-square-foot custom home for the HBA
of Greater Cleveland’s 2009 Green Home Tour, Payne &
Payne emphasized energy efficiency and indoor air quality

over bells and whistles.
Payne & Payne stays focused on these core competencies:

Green leadership

Payne & Payne was applying sustainable principles before most
of its competitors. In the 1990s, the company started working
with building-science experts Paul Rimelspach and Nathan Yost.
Rimelspach owns Energy Designed Homes in Granville, Ohio and
still does Energy Star testing for Payne & Payne. Yost, a medi-
cal doctor and home builder, is a former principal of Building
Science Corp. in Boston.

“When we joined the Energy Star program in 2002, we were

the first builder in the area and one of the first in the state to
embrace that,” says Mike Jr.

The Paynes were instrumental in developing the Northeast
Ohio Green Building Initiative (NEOGBI), a voluntary certifica-
tion program affiliated with the NAHB green-building program.
Mike Jr. was named NEOGBI chairman in 2009. They also built
the only custom home on the HBA of Greater Cleveland’s 2009
Green Home Tour. Eric emphasizes that the green technology
wasn't over the top. Features of the 4,350-square-foot home
include geothermal heating and cooling, reclaimed materials
and passive solar design.

“Certainly it's helped differentiate us,” says David. “We're
branded locally as green builders and we've got clients that seek
us out just because of that. By the same token, I believe in not
trying to sell anything [the customer] doesn't want. For most
clients, energy efficiency is important, and they’re becoming
more concerned about indoor air quality. But there’s no one-
size-fits-all approach.”

Superior design capabilities
Believing that all good homes start with good architecture, Payne

& Payne works with as many as half a dozen outside architects

1 BEST PRACTICES FROM PAYNE & PAYNE

1. Recognize your team’s achievements. Payne & Payne
collects and posts “‘company stories” — examples of em-
ployees, trade contractors and suppliers going the extra mile
to please clients — and updates them monthly.

2. Stay up to date on the latest green-building science so
you can build a better home and educate your customers and
the community.

3. Focus on delivering the best possible client experience.

4. Work with your in-house designers as well as outside
architects to enhance the curb appeal of your homes.

5. Right-size your company. Payne & Payne is small
enough to be accessible and provide personal service, but

large enough to afford significant purchasing power.The

Custom Builder 01]2010

company belongs to a local buying group, the Cleveland
chapter of Custom Builders USA.

6. Establish and maintain a culture of continuous
improvement. For Payne & Payne, this includes weekly
sales training classes; membership in the NAHB Builder
20 Club; regular attendance at major industry events
such as the International Builders’ Show; twice-monthly
meetings with a business coach; off-site, company-wide
retreats; quarterly business development meetings; and
weekly operations, strategic planning and project meet-
ings.

1. Stay active in the housing industry and involved with

your community.

www.HousingZone.com/CB



AND

Introducing FusionSolar;" Custom-Bilt Metals’ building integrated photovoltaic system. By fusing solar
power generating laminates to our standing seam metal roofing, the benefits of clean, green electricity
are realized without the bulky look of traditional solar panels. FusionSolar is durable and withstands
walking. In addition to local utility incentives, federal tax credits pay for 30% of the cost. To learn
more, visit www.CustomBiltMetals.com or call 800.826.7813.

— A=

érRg]
ENERGYSTAR| Lt
PARTNER m

© 2010 Gustorn-Bilt Metals For more info, go to HousingZone.com/PBinfo and enter # 29389-33

CUSTOM-BILT
METALS

LAST-TIME® Brand Products

Builder
ISIVITIO)]

SHOW VILLAGE 2010



ROGER MASTROIANNI/GETTY IMAGES

CristYoder, Payne & Payne's framing carpenter for more

than 20 years, reviews blueprints with David S. Payne.

in a given year, complementing its in-house design staff. The
company has relationships with architecture firms as far away
as California. “We do videoconferencing with the out-of-town
architects,” says Eric. “Clients really seem to like that.” David
adds, “Our business is made up primarily of [clients] who come
to us first, not the architect.”

Payne & Payne is well-versed in a wide range of styles includ-
ing French Country, Tudor, Craftsman and contemporary, and
strives for maximum curb appeal with every custom home. “We
can almost predetermine the best marriage of the client’s goals
and wishes and the architectural design,” says Mike Sr.

In 2001, the company opened a 2,000-square-foot design
center to give clients a comfortable place to meet with archi-
tects, browse through plans and photos, and select products,
materials and details. Almost all selections can be handled in

house, says Mike Sr.

Trade relations

Payne & Payne nourishes long-term relationships with its trade
contractors, some of whom have been working with the family
for decades. “We pay them weekly — we don't make them wait,”
says Mike Jr. “We work with them to learn how they price jobs
and incorporate it into our estimating system. With their input,
we value-engineer our designs.”

Good communication is as essential to Payne & Payne's rela-
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tionships with contractors as it is with clients. The Paynes meet
with trade partners on both an individual and group basis to
explore ways they can work together more effectively. And extra
effort is rewarded: through the “Company Stories” program, any
employee, trade partner or supplier who goes out of their way
to please a customer is recognized with a notice posted in the

office and at job sites. The stories are updated monthly.

Networking and brand recognition

“In terms of marketing, we've found that the most successful
method is networking — pressing flesh,” says David. The Paynes
have belonged to Leadership Geauga County, a local leadership
development group, since 1999, and stay on top of market trends
through regular contact with local realtors and architects.

David frequently does presentations on green building for
local municipalities, Rotary Clubs and other area professionals.
As the new chairman of NEOGBI, Mike Jr. has been spreading
the green gospel to consumers and peers.

“A couple of years ago we didn't even need to advertise; it was
all just word of mouth,” says David. “Now we do some advertis-
ing to drive traffic to our model home. We also have a great Web
site, a monthly e-newsletter and good site signage.”

Where other builders see headaches, Payne & Payne sees
opportunities that help achieve its brand-building goals. If a
problem arises with a Payne-built home, theyll take care of
it, “even if it's five, six, seven, eight years later and there’s
a new family living in it,” Mike Jr. says. “People can't believe
that even though we didn't build the home for them, we'll
come back and fix it. They absolutely rant and rave to all their
friends and family.”

The way the Paynes see it, being named Custom Home Builder
of the Year validates their adherence to Mike Sr's long-held
principles of honesty, integrity and mutual respect. But at the

end of the day, moving forward is what they're all about. =

See What Makes Payne & Payne a Winner

Watch the NAHB's video about Payne & Payne Builders
at www.housingzone.com/cb, and learn more about why
their customers love them, awards they've won and the
distinctive architecture of northeast Ohio.

www.HousingZone.com/CB



Open a New Door on Quality

Welcoming your customer into their new home starts at the front door.
It’s their first impression of your commitment to craftsmanship and detail.

Simpson Door Company has been making America’s finest wood doors for nearly
a century. Our handcrafted doors complement any design, from contemporary to classic,
using one of more than 100 different wood types and a multitude of glass styles.

Let Simpson help you create a beautiful new beginning.

Builder
v
|

1.800.SIMPSON
For more info, go to HousingZone.com/PBinfo and enter # 29389-34

simpsondoor.com

C

GOES THROUGH IT.
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SPECIAL ADVERTISING SECTION
product solutions

American Custom Lifts

-

Subterranean Four Post Style  Subterranean Scissors Style

The PhantomPark lift — the only American made
subterranean parking lift that meets all design and
safety features required by ANSI (American National
Standards Institute).

Double your space by parking two vehicles in the footprint
of one parking stall

Unobtrusive and secure — conceals lower vehicle
Aesthetically pleasing — surface can be tiled or covered to
match surroundings

Multiple units can be installed side by side

Ideal for low ceiling applications

Ideal for transporting vehicles from one level to another
level

Increases property value

Many safety features

e/

Park-King Maximum-One
Above ground Four Above Ground Single
Post Residential Lift Post Parking

AMERICAN MADE

< 3

Please call today for a free brochure and video
888-711-5438
Email: sales@aclifts.com
WWW.ACLIFTS.COM

For more info, go to HousingZone.com/PBinfo and enter # 29389-138

s14  Custom Builder 112010

Finlandia Sauné;

800-354-3342 or browse our website
at www.finlandiasauna.com.

For more info, go to HousingZone.com/PBinfo and enter # 29389-139

Eyery day there is a reason o vist

Stimulus
Package?

www.CustomBuilderOnline.com




And it’s a major source of energy loss. Even in well-built homes, unsealed cracks and gaps
can add up to the equivalent of a large hole in the wall. By adding the new EnergyComplete™
System, homes can be more comfortable and efficient, reducing energy costs by up to a third”
The EnergyComplete™ System offers affordable, innovative performance, helping your homes
stand out in the crowd, helping you sell more. And because it helps reduce drafts and conditions
that lead to mold growth, you'll have fewer callbacks and more satisfied customers. The
EnergyComplete™ System helps make new homes complete. Or should we say, whole.

4
€NergyCoMPLETE

with Flexible Seal Technology

®

Whole Home Insulation and Air Sealing System

For more information, call 1-800-GET-PINK" or visit www.ocenergycomplete.com.

*The average residential energy use for space heating and cooling is 39%. Buildings Energy Data Book, 2008, U.S. Department of Energy (DOE). Savings vary. To find out

more, contact your Owens Corning sales representative. Savings estimates are based on comparison to an average new U.S. home. The savings percentages

compare the performance of a new home built to meet minimum insulation code requirements in a particular location to a new home insulated with the EnergyComplete™

System that meets or exceeds the DOE recommended insulation levels. The |/3 savings on heating and cooling was calculated on a 2-story, 3,100-sq.-ft. new home with

a basement in Denver, CO.

THE PINK PANTHER™ & © 19642009 Metro-Goldwyn-Mayer Studios Inc. All Rights Reserved. The color PINK is a registered trademark of Owens Corning. ©2009 Owens Comning,
For more info, go to HousingZone.com/PBinfo and enter # 29389-35



ME FASTER than adding
cost-effective, energy-efficient insulation
and weatherization products. That's what
you get when you add Dow Building
,whitions to your team. Our broad
ortfolio of energy-efficient sheathing,
raps, spray foam insulation and
accessories Is backed by 65+ years of
~ building science experience and industry
nowledge. It's building performance
‘can measure — in lower utility bills
omeowners, fewer call backs and
? ased referrals.

ne visit us at IBS 2010 Booth C4113
2] : B { ask us about our new cold-weather

\ 2 ; ‘ - » lation STYROFOAM™ Brand Spray

E 4 | -~ Polyurethane Foam Insulation — RS 2030.

5 advanced formulation is gasy to

2 and delivers consistent foaming

formance inside, even when the

is falling outside.

Dow

www.insulateyourhome.com

www.dowsis.com

THE HARDEST WORKING
TEAM IN THE BUILDING
INDUSTRY

STYROFOAM Brand Spray Polyurethane Foam should be installed by a trained spray foam applicator wearing protective clothing, gloves, goggles and proper respiratory protection. Refer to product i ion sheet and i i idelines for details.
Consult the instructions and Material Safety Data Sheet carefully before use.

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

For more info, go to HousingZone.com/PBinfo and enter # 29389-36



“With infill, you need to think that land planning may not be a matter of a horizontal regime
where we put all the townhomes in the townhome corral and all the big houses in the big-
housing types within neighborhoods.” — Leland Iverson

house corral.

e w0

@VILLAGEPLAZA |

The Expert: Leland Iverson, Iverson Architects,
Newport Beach, Calif.

Infill development is the gospel Lee Iver-
son constantly preaches to home builders, and
they’re beginning to admit he’s right. Where new
land is scarce or urban growth boundaries aren’t
expanding, infill will become the norm, Iverson
says — especially on parcels with existing low-
value land uses, such as defunct shopping cen-
ters and automobile dealerships. Densities in all
housing types will be higher and a mix of prod-
uct types and land uses needs to be considered.

Connectivity, diversity and sustainability are
the guiding principles in all of Iverson’s work.
Unfortunately, “people are still doing [land
plans] the same old way: hiring civil engineers
who don’t understand product. Product and land
planning have become much more integrated.”

www.HousingZone.com/PB

Streets don't need to be wide enough for a small
plane to land on; narrower streets slow down
traffic and reduce the amount of impervious sur-
face. This cost-cutting measure also improves
rainwater management. Hawkstone, above, ex-
emplifies Iverson’s principles.

“Convenience, amenities and energy efficiency
will offset the desire for suburban homes where
a lot of driving is required,” he says. “Since in
emerging market profiles only about one-quarter
of the buyers are married couples with children,
the suburbs are not as attractive as before.”

And as the market shifts from move-ups to
first-time buyers and empty nesters, homes and
lots are getting smaller. “However, open space
and community areas for meeting and interact-
ing are needed to keep these buyers energized
and connected,” says Iverson.

GHBORHOOD

HAWKSTONE, A 100-ACRE,
pedestrian-friendly
community near
Spokane, Wash., mixes
single-family homes,
townhomes, flats,

lofts and apartments.
The Village Center,
which includes retail,
offices, cafes and
health services, is

on the edge of the

community rather than
in the middle, allowing
non-residents to access
and help sustain those
businesses.

January 2010 / Professional Builder
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TNDs and TODs Gain Traction

monoculture
of housing
opportunities

" FRONTAGE LANE STREETCAR

ON A MULTI-WAY,
transit-ready
boulevard at

the Restoration
development in
Daytona, Fla., an
electric streetcar

STREETCAR FRONTAGE LANE

PARKING

line will transport

residents to work,

school, shopping,

parks and other
on-site amenities.

STREETCAR STOP—/

\—SHARED LANE

The Experts: Tony Weremeichik, Eliza Harris and Greg With-
erspoon, Canin Associates, Orlando, Fla.

For Canin Associates, traditional neighborhood develop-
ment (IND), often married with transit-oriented develop-
ment (TOD), is the antidote to suburban sprawl. Greg Wither-
spoon, principal of Canin’s Urban Design & Planning Studio,
believes builders and developers are beginning to see the ben-
efits of TND/TOD. “You won't see anybody doing golf courses
for a long time,” says Witherspoon.

For builders, it makes sense to offer multiple housing types
that appeal to a variety of demographic groups. “Diversifying
their product types is going to buffer them against the mar-
ketplace,” says Eliza Harris, an urban planner with the firm.
“It’s like diversifying your stock portfolio.”

Amenities, too, need to appeal to multiple generations, With-
erspoon says. “For instance, trail systems that allow you get out
and be active, whether you're a Gen Y’er or a baby boomer, are

Professional Builder / January 2010
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becoming almost necessities in some communities.”

Harris sees big opportunities for developers in suburban
retrofit. “We've got large, abandoned or partially vacant strip
malls that require a master developer to come in and take
charge. In some cases, these projects are going to involve a
lot more vertical development.” Tony Weremeichik, principal
of Canin’s Architectural Design Studio, thinks local govern-
ments will begin encouraging infill development through
such incentives as density bonuses, reduced impact fees and
public/private partnerships.

One of Canin’s latest projects is Restoration (above), a mas-
ter plan near Daytona, Fla., that aims to create a more eq-
uitable balance of jobs and housing. Every resident will be
within a 1o-minute walk or streetcar ride of grocery stores,
employment, schools, parks, natural open spaces and other
amenities. If built as anticipated, the ratio of jobs to housing
will be between 0.9 and 1.3.

www.HousingZone.com/PB



200,000 sku’s : : unlimited color options : : 45 years proven performance

The Tapco Group™ :: Innovation Born from Original Thinking*

We innovate for a living. That’s why The Tapco Group
has the most comprehensive line of authentic looking
products designed to perform to the highest standards
of the Architectural Community. Find out today how our
45 years of manufacturing experience and deepest
selection of color and style is fast becoming the choice
of the most discerning Architect. We innovate for
a living and manufacture products that will work hard

for years to come. Innovate today.

e [QADC
GROUP

Innovative Exterior Products™

S1e1EMpPEAH 8002 ©

www.theTapcoGroup.com

ROOFING :: SIDING :: SHUTTERS :: SIDING COMPONENTS :: TOOL SYSTEMS :: EGRESS SYSTEMS :: TRIM :: STONE VENEER
For more info, go to HousingZone.com/PBinfo and enter # 29389-16
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Create a Sense of Place

The Expert: Randal Jackson, The Plan-

ning Center, Costa Mesa, Calif.

In Randy Jackson’s opinion, the chick-
ens have come home to roost as far as
residential community planning is con-
cerned. “We've had such fervor in devel-
opment over the past few years, we didn’t
take the time to look at how communities
live and mature and create long-term val-
ue,” Jackson says. “Now we're paying for
part of that. The communities that are still

selling pretty well are the ones that have
great structure and a sense of place.”

Future communities will have to be
much smaller in scale, he says, because
it’s unlikely developers and builders will
be able to get financing for projects that
comprise thousands of homes. “Neigh-
borhoods will be definable — 30, 40
acres at the most. All of the residents
will get to know each other. And we
won’t worry about what's attached and
detached because the architecture alone
is blurring that right now. You're get-
ting the sense of single-family, attached
product and apartment product together
in the same building.”

The Planning Center is currently de-
signing intergenerational housing where
“mom and dad, the kid that moves back
home after college, and grandma can live
together, yet each have their own space.
When grandma passes away, they can
convert her living quarters into a rental
unit for the next generation.”

The company is also exploring the idea
of reintroducing agriculture to suburban
communities to make them sustainable.
For example, a few master-planned com-
munities have incorporated working
farms and large community gardens, sell-
ing whatever is grown or raised to local
residents and businesses. The Arboretum,
at right, offers an already-built example.

Lastly, Jackson says, infill development
is going to heat up. “Corridor planning
is going to be extremely important. Cit-
ies will expand beyond their boundaries
and have to come together to find solu-
tions for housing, commercial and jobs,
rather than just solving those problems
individually.” PB

Professional Builder / January 2010
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Sitescapes

“Agriculture is the
new golf course.”
— Randal Jackson

THE ARBORETUM PARK

(®) Themed Tea House surrounded by Formal Rose Garden
Rock and Water Riparian Stream with Small Water Falls
(O) Sloped Rock Faces
(©) Topiary Garden with Shade Structure
(E) Terraced Rock Garden with Trickle Fountain
(F) Raised Picnic Area with Barbeque
(©) Seulpture Garden
(@ Secluded Meditation Garden
() Spiral Play Mound
« Ramp or Stair access

« Mountain View Telescope
o On-Grade Slides

(@) Adventure Play/Enchantment Garden

®) Labyrinth/Maze

(© Enclosed Dog Park with Shade Seating Areas
() Secret Enclosed Garden

®) Community Garden

o
=
<
o

« Enclosed Working Garden
« Community/Maintenance Building with Restrooms
« Variety of Orchard
« Vineyard
(©) Multi-Level Children Play Park
* Shade Structure
o Separate Play Zone
o Play Forest
(®) Education Pavilion
« Demonstration Buildings with Restrooms
o Patio Area w/ Tables & Information Kiosk
o Small Turf Amphitheatre
@ Central Plaza
+ Decorative Paving with Seating
«  Interactive Fountain
(®) Comer Plaza w/ Park Monumentation & Central Sculpture
(®) Painters Point

@ The Arboretum Specific Plan

88t
PLANNING
'CENTER

THE ARBORETUM, a master plan in North Fontana, Calif.,
completed in 2009, ties residential villages, schools and
recreational facilities together with community gardens and a

10-acre park. Recreation centers include garden walks, themed
gardens with shade pavilions and a replication of the city’s

historic citrus groves.

GRAPELAND _ STREET) |

RA  AVENUE

CAsA|[[GRANDE | [AVENUE |

@ The Arboretum Specific Plan

LAND USE PLAN

LEGEND

R-MF (Residential Multi-Family)
30-80du/ac

R-MF (Residential Multi-Family)
8.1-160du/ac

R-MF (Residential Multi-Family)
16.1-240 du/ac

Activity Center
School

Park

==== East-WestPaseo'

° Private 0.3-acre
Neighborhood Park ?

THE
PLANNING
'CENTER

www.HousingZone.com/PB



Luxury and Freedom take flight in your home

What builders and developers are saying about the
new Volant home elevator:

“I'love it! In a tough economy, you have to distinguish yourself
from the competition and this elevator does that in a very

stylish and efficient way.” John LaSalla, Monterey, CA

“It [Volant] has set a new standard for home elevators. It has the
smoothest ride by far and I’m impressed at how quiet

it operates.” Frank Dracman, Denver, CO

“It’s a great addition to the home elevator market. The Volant

will certainly find a place in my home designs.”
Margaret Fitzgerald, Chicago, IL

See our full product line at tkaccess.com

@ LEV | Destiny Rise

ThyssenKrupp Access /\
home elevators | wheelchair lifts | stair lifts @

tkaccess.com or 800-829-9760 Thysse nKru PP

For more info, go to HousingZone.com/PBinfo and enter # 29389-17
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ATTACHED UNITS look like single-family homes thanks to
intricately proportioned, variable rooflines and cladding
materials that are different for each facade.

Photos: Fred Forbes, Photogroupe

Professional Builder / January 2010
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In New Jersey’s upscale Bergen
County, a luxury development
solves a community quandary and
offers new options for a growing
population of empty nesters.

By Lisa Skolnik, Contributing Editor

January 2010 / Professional Builder




Impmost communities, the falling economy and rising inter-
est in the environment have coalesced to make new residen-
tial real-estate offerings leaner and greener. But Woodmont
Properties’ Enclave at Montvale (N.].), named for the affluent
borough it calls home, proves that a luxury development that
doesn't actively embrace either trend can succeed in a tough
economic climate.

Nothing is average or ordinary at the Enclave. The 19-acre
project features 20 architecturally dazzling townhomes and
eight acre-plus, tree-lined lots zoned for custom single-fam-
ily homes. The former, which range from 3,800 to 5,200
square feet and cost $1.2 to $1.5 million, are sprawled over 10
acres and live like single-family homes, while the latter are
priced from $650,000 to $875,000 and subject to stringent
architectural standards. Despite the substantial price points
and shaky economy, “we haven’t had to reduce anything” and
“sales aren't far off target,” says Lewis Zlotnick, president of
the Parsippany, N.J., development firm.

Woodmont CEO Eric Witmondt believes the Enclave is do-
ing well in a down market because “it was carefully tailored to
the community’s specific wants and evolving needs.” Zlotnick
also points out that the townhomes are “a low entry point” in
the affluent area, where similarly sized homes usually start at
$1.8 million.

In fact, Montvale boasts enviable demographics. Because it
is home to a mother lode of high-status corporate headquar-
ters such as Mercedes-Benz, BMW, Benjamin Moore, Barr
Pharmaceuticals and Pentax, and lies a mere 30 minutes
away from New York City, the borough “attracts affluent and
accomplished residents,” Zlotnick says. Its numbers are also

[ BEST ADDRESS |

rising: 2007 Census statistics show that the estimated me-
dian household income climbed to $114,764 from $93,031in
2000, and the estimated median home/condo value climbed
to $692,514 from $338,800. Also, those well-heeled house-
holds are aging; the community “has a growing baby-boomer
population whose children have recently left the nest, and
they want to scale down without feeling like they're making
any lifestyle sacrifices,” says Witmondt.

Woodmont anticipated that the development would be 75
percent sold by the end of 2009. At press time, sales are just
25 percent off with nine townhomes and three lots sold. “The
downturn has affected us because people are having trouble sell-
ing their larger, more expensive homes, but things are letting up
now. We're seeing a tremendous amount of action at our sales
center because we have what they want, and there’s a lot less of
what we have out there than buyers who want it,” says Zlotnick.

Community design pleases everyone

The Enclave abuts a 108,000-square-foot office building that
was once the corporate headquarters of Toys ‘R Us. In the
early 2000s, new owners wanted to redevelop the building
and its 36-acre site, but “the borough told them it wouldn’t
approve any plans unless they included a residential compo-
nent to buffer the office building from the existing high-end,
single-family homes on the west side of the land, which are
all on acre-plus lots,” Zlotnick says. The commercial devel-
oper asked Woodmont to come up with an appropriate resi-
dential project for the 19 acres on the west side of the parcel,
and Woodmont went straight to the source. “They asked local
officials what the borough would like to see on the site,” says
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THE LARGEST of three models offered at the Enclave, the

Chadwyck has a lofted second level and a spacious lower
level that serves as multipurpose recreational space.

www.HousingZone.com/PB
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THE CHADWYCK’S
interior
merchandising

is transitional

and warm,

yet relatively
clean-lined and
uncluttered.

www.HousingZone.com/PB January 2010 / Professional Builder




CREAMY HUES and astutely positioned cabinetry bring out
the best in the angular, relatively compact kitchen.

Montvale Planning Board Chairman John DePinto.
Woodmont learned that the borough wanted the new resi-
dential development to not only shield residents from the com-
mercial project, but also enhance property values and provide
lifestyle-appropriate, empty-nester housing, which was lacking
in the area. “We realized we could design the project to do both
those things,” says Witmondt. (See sidebar on page 54.)
Woodmont's due diligence earned its plans a green light
from the planning board in October 2005, an “unprecedent-
ed two months after the first hearing on the project, because
it was a very unique and creative way to satisfy a lot of needs,

{ BEST ADDRESS |

PROJECT PROFILE

Project: The Enclave at Montvale
Location: Montvale, N.J.

Buyer profile:

Affluent empty nesters

Square footage: 3,800 to
5,200 square feet

Sales price: $1.2 milion to
$1.5 million

Hard costs (all three models):

$140 per square foot
Builder: \Woodmont Properties,

Parsippany, N.J.

Architect: Zampolin &
Associates, Westwood, N.J.
Interior Designer: Lita Dirks &

Co., Greenwood Village, Colo.

PRODUCTS USED
Appliances: Broan,
Jenn-Air, Viking

Doors: Pella

Paint: Benjamin Moore
Plumbing fixtures: Kohler
Roofing: GAF

Siding: CertainTeed
Windows: Pella

protect the value of the property and accommodate the
broader spectrum of housing types needed in the region,”
says DePinto. Besides providing Montvale with townhomes,
which are scarce in the area, the development fees the proj-
ect generates (which DePinto pegs at $200,000) will help
the borough fulfill its state-mandated, affordable-housing
obligations.

Townhomes with a single-family feel
Aesthetics are important in Montvale, where an elegant coun-
try colonial look prevails, so Woodmont turned to Robert

MERCHANDISING SHOWCASES ELEGANCE, FUNCTIONALITY

“OFTEN, DEVELOPERS who build expensive housing don’t feel they need
to do a model unit because the structure sells itself,” says Lita Dirks, a
nationally renowned interior merchandiser who heads an eponymous
Denver-area firm. Nothing could be further from the truth. “These buy-
ers are coming out of huge, single-family homes and are used to living

large. It’s a move down, but you don’t want them to feel that way, so you
need to show them how the place will live.”

Dirks pegged Enclave buyers as “classic sophisticates” who coveted
“elegance” and carefully embraced “trendy touches.” They selected the
Chadwyck, a 5,144-square-foot plan with a first-floor master suite, as
the model, and pumped up its already lavish architectural details, panel-

Professional Builder / January 2010

ing and trim. While all the rooms were furnished to feel warm, inviting
and elegant, they were also given strategic purpose, Dirks says. The
living room had to be able to do double duty for formal or casual occa-
sions. The upper level had to accommodate visiting family and friends.
The master suite, with its soaring ceiling and expansive windows, still
had to be serene and nurturing, and the irregularly shaped, angled
kitchen had to feel open, luxurious and efficient.

Given all the compliments Woodmont Properties has received about
the Chadwyck model, company President Lewis Zlotnick has no doubt
those goals were met. “People rave about it and keep asking us if we
will do a home the same way for them if they buy here,” Zlotnick laughs.

www.HousingZone.com/PB



ewer Anywhere
and Save, Now!

E./One Sewer Systems can cut your sewer
costs from 50 to 80 percent, and relieve
your extended buildout headaches.

Unprecedented times demand unprecedented savings. Do you have rocky, hilly, wet
or even extremely flat land where conventional gravity sewers are too expensive —
or simply impossible to put in place? Whether it is a new project, or build-out of
geotechnically challenged infill lots, we can help you.

Environmentally Sensitive, Economically Sensible

With an E/One system, there’s no need for massive gravity trenches, huge mains or
costly lift stations. The E/One pressure sewer uses a small main in a shallow trench that
tfollows the contour of the land making for a gentler environmental footprint.

It lets you sewer virtually anywhere. Including sites where old septic systems may be
dying and polluting. With over 40 years of expetience, E/One a provides a most
reliable sewer solution with no preventive maintenance, and virtual transparency to the
homeowner.

Let us prove it — free
Send us the topo map for your next project. We'll show you how an E/One system can
make your project viable and maximize your profit margin.

Call, or visit us online.

Environment One Corporation, 2773 Balltown Road, Niskayuna, NY 12309 E

Voice 518.346.6161 Fax 518.346.6188 www.eone.com

A Precision Castparts Company !5!.)!4!;!2! SEWER SYSTEMS
Visit us at IBS - Exhibit # N-1459

For more info, go to HousingZone.com/PBinfo and enter # 29389-18



Zampolin, a Westwood, N.J., architect known for producing
award-winning, high-end, single-family custom homes, to de-
sign the project.

“The challenge was to create attached homes that don’t look
or live like attached homes,” says Zampolin. His solution was
to group them in varying clusters of two, three or four units,
and create multiple rooflines so that none look cookie cutter.
“You can easily find your own home,” he quips. Though they
are townhomes in theory, they live like single-family homes in
practice, Zampolin says.

Indeed, the picturesque homes have large, wide rooms
and high ceilings, and are loaded with highly coveted de-
sign details and state-of-the-art amenities. Three floor plans
offer three to five bedrooms and 4'% to 5'/ bathrooms;
two plans have first-floor master suites. All sport charm-
ing clapboard facades with rich stone water tables made
of maintenance-free engineered materials; steeply pitched
roofs; spacious two-car garages; and every amenity imagin-
able from professional stainless-steel kitchen appliances,
Pella windows and high-tech wiring systems to show-stop-
ping staircases, oak hardwood floors and opulently layered
moldings and trimwork.

Woodmont enhanced the building envelope with insula-
tion that exceeds New Jersey code, and used Energy Star-rated
appliances, windows and framing and high-efficiency, zoned
heating and cooling systems. PB
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RESHAPING THE VIEW

WOODMONT PROPERTIES’ ORIGINAL PLAN for the Enclave at
Montvale called for a 10-foot-wide, 1,100-foot-long buffer zone of
thick foliage and 35 townhomes. But the Montvale Planning Board
wanted a more substantial cushion between the townhomes and the
high-end, single-family homes on the west side of the development.
Based on feedback from the zoning board, Woodmont increased the
width of the west-side buffer zone to 50 feet. They also replaced 15
townhomes on the east side with eight, acre-plus lots for custom
single-family homes, creating more effective transition zones on
each side of the development.

The new plan “didn’t compromise profitability because we were able to
create such uniquely designed homes that the purchase prices could take
the lack of density into account,” says Woodmont President Lewis Zlotnick.
But it did require some creative landscaping. “We had to really beef up the
foliage to make sure it would be both visually and physically impenetrable
and block the residents’ view of the office building year-round.”

Woodmont worked with landscape architect LMS Design Group of
Hillsborough, N.J., and a local nursery to select and plant a variety of
hardy evergreens that would fulfill this objective. Woodmont’s Vice
President of Sales and Marketing, Tom Jablonski, spent two days at the
nursery hand-picking trees for variety, height, color, growth potential,
shape, texture and the amount of immediate coverage each tree would
provide. The developer purchased approximately 200 trees ranging in
height from seven to 18 feet.
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THE LANDSCAPING provides a dense natural barrier between the residential development
and its commercial neighbor to the west. The attached homes are grouped in varying
clusters of two, three or four units with multiple rooflines to avoid looking cookie cutter.

www.HousingZone.com/PB



A Word From

A Builder Who Knows

“At first, | just couldn’t see the need

for fire sprinklers in homes. | figured

L smoke alarms were enough.

But I've been building homes with fire
sprinklers for 15 years. That's changed

my thinking.

Smoke alarms should be in every
home. But too often, people don’t keep

batteries in them, or disconnect them.

Fire sprinklers take the homeowner
out of it. They protect people all the
time. If there’s a fire, the sprinkler is
going to automatically control it. That

saves lives and property.

My customers like the idea of being

protected. So do I.”

Don Sparks, D. G. Sparks, Inc.,
San Jose, CA

The Home Fire Sprinkler Coalition (HFSC) is a nonprofit and
noncommercial educational organization that offers FREE
information to homebuilders and their buyers. HFSC’s BUILT FOR LIFE
video provides homebuilders with details about the design and
installation of home fire sprinkler systems. Builders can request the

LIVING WITH SPRINKLERS video for people living in sprinklered homes.

For more information about HFSC'’s free information, visit

HomeFireSprinkler.org.

VISIT THE HOME FIRE SPRINKLER COALITION BOOTH C155
AT THE INTERNATIONAL BU'LDERS’ SHOW ©2009, Home Fire Sprinkler Coalition

For more info, go to HousingZone.com/PBinfo and enter # 29389-19




—— [ BUILDING ENVELOPE |

Tips for
Mastering
Building

ENVELOPE

Keep these

best practices

in mind for

creating tight,

efficient

building
envelope
systems.

By Joe Wiehagen,
senior energy engineer,
Amber Wood, energy
programs manager and
David Mallay, research
engineer, NAHB
Research Center

Professional Builder / January 2010

DESIGN

FACED WITH MEETING increasingly stringent energy codes and a growing de-
mand for green, high-performance features, builders nationwide are looking to maxi-
mize the energy efficiency of their homes without blowing the budget. The easiest
and most economical step to creating energy-efficient homes is to master building
envelope and air sealing design.

Based on field work with builders across the country conducted by the NAHB
Research Center under DOE’s Building America program, we have found cer-
tain practices to be highly beneficial in creating tight and efficient building enve-
lopes. The following practices can lead to better-performing wall systems with im-
proved energy efficiency, moisture resistance, durability and ease of installation,
as well as lower construction costs.

For more information on the advanced techniques discussed in this article, visit
the NAHB Research Center’s ToolBase Web site: www.toolbase.org. To find out about
becoming involved in the Research Center’s Building America team field evaluations,
contact us online at www.nahbrc.com/BAContact.

www.HousingZone.com/PB



TIPS FOR MINIMIZING
COSTS FOR ADVANCED
FRAMING TECHNIQUES

THIS WALL SECTION
features an
optimized frame
design with an
engineered rim
board as a header.
This approach
minimizes the
number of frame

members and can
increase energy
efficiency by
reducing thermal
bridging.

OPTIMIZE FRAME DESIGN AND ADD RIGID
EXTERIOR INSULATION

BY OPTIMIZING FRAMING DESIGN, builders can greatly reduce energy
losses from thermal bridging through the exterior walls. To accomplish this:
« Employ specific framing layouts to eliminate unneces-
sary framing members
« Make sure the headers are sized correctly
« Locate openings to match framing members
« Use optimum value engineered (OVE) techniques,
such as turned-stud corners, stand-off wall intersec-
tions and optimized window locations, to reduce ther-
mal bridging in corners and wall intersections
« Panelize wall sections to minimize confusion in the field

INCREASE THE THE THICKER THE STUDS, the more energy-efficient the wall
DIMENSION OF THE system, provided that the wall cavity is properly insulated. While
WALL FRAMING,
TYPICALLY FROM 2X4

FRAMING TO 2X6 . . . . .
FRAMING Features of the design could include inline framing at 24 inches on

increasing the dimension of the wall framing will require design
changes, it adds little or no cost to traditional, 2x4 framing methods.

center; location of first-floor headers to the rim area; and incorporation
of optimized framing techniques to limit framing member count.

www.HousingZone.com/PB




—— [ BUILDING ENVELOPE ]

INSTALL BOTH INTERIOR AND EXTERIOR AIR BARRIERS

WHILE BOTH TYPES of air barriers serve similar purposes, each
complements and enhances the effectiveness of the other. Interior air bar-
riers control leakage of a home’s interior air into the wall cavity and attic,
limit the ability of moist indoor air to enter the wall cavity during the heat-
ing season and limit convection losses within walls. Exterior air barriers
control infiltration of exterior air into the wall cavity and through the attic,

limit the ability of moist outdoor air to enter the wall cavity during the cool-

ing season and prevent wind-washing of wall insulation.

For the exterior air barrier, consider using house wrap or an insulated
sheathing system. When applying house wrap, make sure to tape all verti-
cal and horizontal seams and penetrations, seal top and bottom edges of
the house wrap to the structure and install the wrap using appropriate
“shingling” methods to maintain the water barrier characteristics.

For the interior air barrier, use an airtight drywall construction approach.

This process involves sealing the top plates of interior walls and all ceiling
penetrations at the attic level, as well as the top and bottom plates and
around rough openings of exterior walls. In addition, consider using con-
tinuous gaskets or drywall adhesives that are also sealants.

ISOLATE THE ATTIC FROM EXTERIOR WALLS
AND CONDITIONED SPACES
THIS CAN BE ACCOMPLISHED BY:
« Sealing interior drywall and exterior sheathing at top plates using gaskets
or sealant

« Installing gasket or sealant for all recessed light fixtures at the attic level

« Installing gaskets for attic access panels and stairs

« Using spray foam over top plates from the attic (pictured)

Professional Builder / January 2010

CONSIDER SILL PLATE
GASKETS DESIGNED
TO PROVIDE

BOTH A

CAPILLARY

BREAK

AND AN

AIR SEAL.

ENSURE A TIGHT SEAL
THROUGHOUT THE
STRUCTURE

CRITICAL AREAS INCLUDE:

« Rim joist areas

« Exterior wall bottom plates
(seal plates to the deck using
caulk or gaskets)

« Window and door rough
openings

« Garage-side drywall at condi-
tioned spaces (seal top and bot-
tom plates and around doors
and electrical boxes)

« Framed cavity air barriers (e.g.,

fireplaces, attic knee walls,
dropped ceilings and soffits,
behind tubs, cantilevered
floors and garage draft stops)
« HVAC ductwork sealed and
installed in condi-
tioned spaces
« Electrical boxes
(seal around and
behind boxes)

movement, all framed cavity air barriers, such as
this fireplace framed cavity, must be sealed.

www.HousingZone.com/PB



See i0DIGITAL in action at the
2010 Show Village at the
International Builder Show

SIVUTIO]
Professional

BEST 4

new products

And to think, we thought making technology
easy to use was rewarding enough.

Moen® is pleased that ioDIGITAL" was named among the 100 Best New Products
for 2009 by Professional Builder and Professional Remodeler. Judge for yourself.

Try our virtual demo at: moen.com/iodigital

) MOEN

Buy it for looks. Buy it for life.®

For more info, go to HousingZone.com/PBinfo and enter # 29389-20  © Moen Incorporated 2010



—— [ BUILDING ENVELOPE ]

THINK ON A WHOLE
BUILDING LEVEL

MINIMIZE SIZE OF
OPENINGS FOR
MECHANICALS
THROUGH FRAMING
AND AIR BARRIERS

DEVELOP a whole
building design approach
that considers all of the
air sealing, insulation,
structural and energy

efficiency systems and
CONSIDER A ONE-INCH GAP

BETWEEN THE INTERIOR
FRAMING AND EXTERIOR WALL

details of how the compo-
nents work together.

COMPLETE
THE
ENERGY
STAR

THERMAL
TEST YOUR DESIGN BYPASS

PERFORM A BLOWER DOOR CHECKLIST
test to check for any missed leaks THIS IS A GOOD IDEA

that can be repaired or minimized
and to check the actual airtight-
ness of the home. Also, consider

whether you're seeking
Energy Star

certification or not.
conducting long-term monitoring

of the home’s actual energy use.

Created in 1964, the NAHB Research

Center (www.nahbrc.com) is a full-service . B IMAGE depicts a
product commercialization company that \ 1 N properly sealed
strives to make housing more durable, Y A t , air barrier at an
affordable and efficient. The Research | ~ B attic knee wall.

Center provides public and private clients
with an unrivaled depth of understanding
of the housing industry and access to its
business leaders.

Professional Builder / January 2010 www.HousingZone.com/PB




Build Smart.
Build Green.
Build with Maze.

At Maze Nails we've perfected the art of
manufacturing green eco-friendly nails.
In fact, we've nailed being green!

SCS (Scientific Certification Systems) has
independently certified the recycled zinc
and steel content of Maze Nails.

Maze STORMGUARD® nails are genuinely
double hot-dipped zinc coated (galvanized)—
providing ultimate corrosion-resistance.

Using Maze Eco-Nails® will earn points
toward LEED® Certification.

Maze STORMGUARD® nails are proudly
made in the USA.

BEFORE: Recycled scrap steel AFTER: Maze Eco-Nails®

For more information on the benefits of our recycled nails go to:
mazenailedbeinggreen.com/professionalbuilder

1.800.435.5949

Division of W. H. Maze Company | Celebrating 161 Years

=

EL
Mo
SCS CERTIFIED

Minimum 80%
Recycled Content

M
i's good fo b x4
“gredh econdlis & )

)/)A Professional
LEED” and related logo is a trademark owned by the U.S. Green Building Council and is used by permission. E’ﬂlﬁg{
For more info, go to HousingZone.com/PBinfo and enter # 29389-21 e




BORA-CARE': 4 pts.

Bora-Care is a “green” borate-based EPA-registered
termiticide approved as a primary termite barrier
treatment in new construction. It is applied by pest
control companies directly to wood and concrete and
around foundation penetrations. This creates a
continuous barrier that termites cannot cross and
eliminates wood as a food source. Bora-Care delivers
long-term residual protection for treated wood against
termites, decay fungi and wood destroying organisms.

Earn green building points with Bora-Care:
e FarthCraft® (2-6 points)

e NAHB Model Green Home (4-6 points)
e LEED® for Homes (1 point)

Us

CORPORATION

term
o

TERMISTOP: 4 pts.

Termistop Flanges and Blockouts are part of the
Termimesh System of Termite Barrier Control.
Termistop devices are designed to deliver non-
chemical, long-lasting termite protection at the service
penetrations through the slab. Once installed,
Termistop eliminates these hidden termite entry points
because the mesh is too small for termites to squeeze
through and too hard for them to chew through.

Earn green building points with Termistop:
e EarthCraft® (2 points)

e NAHB Model Green Home (4 points)

e | EED® for Homes (.5 point)

Builder
LIV
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[ FLOORING ]

Walk the Planks

LEED the Way

DuChateau Floors are antique reproduction hard-wax oil floors in great mod-
ern designs originally developed in Holland. The company’s latest offerings
(Fine Sawn Collection shown here) feature textured hardwood emphasizing
the changing grain pattern of the natural wood. Possible LEED points include
MR 7, Certified Sustainably Harvested Wood and EQ 4.4, Low Emitting Mate-
rials. For more info, go to HousingZone.com/PBinfo and enter # 301

= 0 e

Old is New

BR-111’s products look as cool as they sound. Each of the
company’s new Antiquity Engineered products, many with
color palettes brand new to the hand-scraped line, offer a
classic five-inch plank presentation, thick-sawn wear layer
and crystal-clear aluminum oxide finish. The classic planks

are created at lengths varying from 12 to 86 inches, adding to
the flooring’s character. For more info, go to HousingZone.
com/PBinfo and enter # 302
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The Real McCoy ]

Cikel, a vertically-integrated FSC-certified manufacturer, has launched the
Vila Velha collection of exotic engineered Brazilian Cherry hardwood flooring.
The hand-scraped, rotary-cut wear layer collection represents “real” Brazilian
Cherry, not the maple or oak specie stained to appear that way. For more
info, go to HousingZone.com/PBinfo and enter # 303

=
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Barns, Factories and More

Introducing Aged Woods new Rescued Maple line. Tradition-
ally, Aged Woods reclaims wood destined for the dump from
old barns being destroyed. The latest line is reclaimed from
warehouses and manufacturing facilities and refurbished into
strip maple flooring. The product contributes to all LEED rating
systems for materials reuse. For more info, go to Housing-
Zone.com/PBinfo and enter # 304

www.HousingZone.com/PB January 2010 / Professional Builder
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]
More Bang
for Your
Buck

Ninety-nine cents a square
foot? You got that right.
Lumber Liquidators’ new
line of resilient vinyl flooring,
called Tranquility, features
the visual benefits of tradi-
tional wood flooring, from
the wood grain appearance
to the unique texture. How-
ever, Tranquility is made out
of a vinyl material, making

it water-resistant, easy to
clean and perfect for damp
environments, such as
bathrooms, kitchens and
basements. For more info,
go to HousingZone.com/
PBinfo and enter # 306

Medallions Deserve a Medal —

Sometimes that little extra flair will push a sale over the
edge. Oshkosh’s Noche line includes some great inlays.
Shown here is the Windsor. The line can be installed into
new or existing wood floors %- to %-inch thick. The inlays
are compatible with nail down, glue down and most floating
floor applications. These ship unfinished or with Oshkosh’s
Artisan Finish. For more info, go to HousingZone.com/
PBinfo and enter # 305

Pure as the Driven Snow —

There aren’t many products that are certified 100-percent-pure
by the Forest Stewardship Council (FSC). Mullican’s FSC-PURE
engineered hardwood flooring products are available in 10
colors, including three- and five-inch hand-sculpted selections.
The company’s solid domestic Green Haven, for example, is
available in 16 different styles. For more info, go to Housing-
Zone.com/PBinfo and enter # 307

A Rare Find

Debuted in November, Chelsea Park flooring from Armstrong’s Bruce Laminate
line is a five-inch individual plank laminate product in an 8mm structure. It
sports the company’s simple, two-step Lock & Fold process that fits laminate
strips together faster and easier than most other laminate floors. Five unique
species are offered, including a one-of-a-kind Island Koa, whose hardwood
counterpart is so rare it’s only found on Hawaii’'s Big Island and Maui.

For more info, go to HousingZone.com/PBinfo and enter # 308

Professional Builder / January 2010 www.HousingZone.com/PB
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Introducing the new Schlage LINK system - home management that's easy to use. From locking or

unlocking the door with a cell phone to getting a text message from the lock when family

members arrive home, the Schlage LINK gives your customers peace of mind, wherever they are.

Visit Booth #C3l42 to see these and other great features of the new Schlage LiNK system.
Learn more at link.schlage.com.

Builder:
ISIVITIO)]

SHOW VILLAGE 2010

For more info, go to HousingZone.com/PBinfo and enter # 29389-23



Easy. Versatile. Economical.

Trusted by Contractors.

. \1‘&1

7 Ty
Perfection is hard to duplicate. . : I(eystomé ( onnection Fin

At Keystone, we pride ourselves on perfection. That’s why Keystone e

RETAINING WALL SYSTEMS
A CONTECH COMPANY

in strength, versatility, and ease of installation.
With Keystone — you can count on your project being a success!

N
Walls has been the #1 segmental retaining wall system for over 20 years.
With our high-strength pin connection system, our walls are unmatched ‘ ' STONE®

To view Keystone’s complete line of innovative products and project ideas, visit us online at www.keystonewalls.com or call 1-800-747-8971.
Keystone is proud to be a subsidiary of CONTECH Construction Products Inc.

For more info, go to HousingZone.com/PBinfo and enter # 29389-24
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r Recycled Silence
O | d I t Ste a d y No noisteighbors here. The 170 Sound & Crack Isolation

Mat from Laticrete is a s-inch-thick (3mm) underlayment
membrane that provides exceptional sound reduction while
simultaneously providing anti-fracture protection for tile or
stone installations. It's great for multifamily and mixed-use
projects where sound control is essential. The membranes are
made from 90-percent-recycled materials. For more info, go
to HousingZone.com/PBinfo and enter # 309

Straight and True

iLevel makes the new Parallam Plus PSL using long, narrow
veneer strips bonded together with adhesives using a press
and microwave process. The boards are available in headers,
beams, columns and posts. It is covered by two 30-year limited
warranties — iLevel warrants against manufacturing defects
and Arch Treatment Technologies warrants against termites and
fungal decay. For more info, go to HousingZone.com/PBinfo
and enter # 310

Post Up

Native-American-owned Warm Springs Composite Products have a new eco-
friendly post product. The posts are available in any wood species and can be
manufactured up to 1072 inches wide and 10 feet long. The company says the
posts are made from a MDF core assembled into a hollow square tube which
is then flat-laminated with high-quality veneers using no-added-formaldehyde
adhesives. For more info, go to HousingZone.com/PBinfo and enter # 311

Roof Raised J

Increase your roof R-values and structural stability with ACH
Foam Technologies’ R-Control Structured Insulated Panels,
which provide R-values of up to R-38. In the application
shown here, the R-Control SIPs were installed along the
perimeter of the building while Foam-Control nailbase roof
panels filled the center of the roof (courtesy of Keystone
Homes). For more info, go to HousingZone.com/PBinfo
and enter # 312

www.HousingZone.com/PB January 2010 / Professional Builder
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Lighten Up

The Elemix additive from Nova Chemicals uses advanced polymer
technology to consistently deliver energy efficient, durable, light-
weight concrete. The product improves the thermal performance of
concrete and its excellent crack resistance is a benefit for projects
in areas that experience several freeze/thaw cycles per year. For
more info, go to HousingZone.com/PBinfo and enter # 313

Keep it Down! J

Acoustic engineers at UPC realized that plastic scraps being thrown into

landfills by luxury automakers had acoustic properties that could be utilized
in sound barrier systems for walls and floors. The dB-3 and dB-4looring in-
stall under the drywall and floor. Both can reduce noise transmission by 75
percent and weigh far less than drywall-based sound solutions. For more
info, go to HousingZone.com/PBinfo and enter # 314
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Stionger. Straighter. Greener. Stronger. Straighter. Greenor. A

— High-Performance Panels

We all know Sheetrock from USG — now meet the Sheetrock
Glass Mat Liner Panels. These feature a 12-month limited-
exposure warranty, are UL-Classified for fire resistance (Type
SLX) and can be used in any fire-rated assembly where
regular Sheetrock liner panels are specified. The panels get
a 10 rating on the ASTM D3273 test for mold resistance and
comply with ASTM C1658, C1396 and C1177 section
5.2.5 for water resistance. For more info,
go to HousingZone.com/PBinfo
and enter # 315

B800-275-7086

SIPS: STRUCTURAL [N:ULAIED FANELS

- m.;g
Breathable Barriers J

Premier Building Systems (PBS) introduces the new PBS Building Wrap
o and Weather Barrier for SIPs. The PBS provides a strong, breathable,
. N y water-resistant barrier for exterior wall assemblies. Micro-perforations

; in this new product allow vapor to escape from behind the wrap, while
preventing water infiltration. The company’s SIP product is made with
a super-insulating core of rigid expanded polystyrene (EPS), structurally
laminated and pressure cured between two sheets of OSB. For more
info, go to HousingZone.com/PBinfo and enter # 316

Professional Builder / January 2010 www.HousingZone.com/PB



So your little storms knock out the power.

Not in the

hoUses
buiid.

-] Stand up to unpredictable weather and let your customers know they’re covered with the most trusted name

E { in residential standby power. If the power ever goes out, Generac standby generators go on automatically —
R

E protecting homes and your customers 24/7. Generators have already been installed on over one million homes.
\ = Take advantage of this opportunity and set yourself apart from the competition. Offer your customers shelter from

the storm. Call 1-888-GENERAC to learn more. Never feel powerless. ™ G E N E R Ac®
<

Builder.Generac.com
HOME
SAFETY VISIT WITH TOM SILVA from This 0Id House at the International Builders’ Show
S Professional

Generac hooth #N2805
Tuesday, January 19th 2:00-3:00pm

“The Home Safety Council logo
is a trademark of Home Safety
Council. Al rights reserved.”

Builder
SIvikie!
For more info, go to HousingZone.com/PBinfo and enter # 29389-25




Featured at the 2010 International Builders Show - Booth # 4563

[ ] [ ]
Build better, Build greener J
Over 12 years of severe weather testing have proven that the non-metallic preservative plus wood stabilizer o
in Ecolife™ Stabilized Weather-Resistant Wood dramatically reduces cracking, warping and splitting. And that ‘ ‘ O
7

means less maintenance for consumers, fewer callbacks for contractors, and reduced culls for retailers.
Stabilized Weather-Resistant Wood

Ecolife™ Stabilized Weather-Resistant Wood provides improved fastener performance and can be used in

direct contact with aluminum siding and flashing, even in wet applications. Plus it's backed by a lifetime ‘ NAHB | This NAH Research Center Green

limited warranty against decay and termites, and its light color makes staining or painting easier. AWPA centgel Approvedgiiri is your asggigice that
3 S - GREEN aproduct is eligible for points toward

standardized for above ground use applications and building code approved: ICC-ES Report No. ESR-1851. APPROVED  National Green Building Certification.

A
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“And because it repels moisture so effectively, it doesn't crack and warp in'wet environments like other types
of treated lumber. We highly recommend it for framing, substructures, docks, and decks and even mill it into ¥
decorative railings and moldings. When it comes to treated lumber, Ecolife is our first choice.” DEALE

S

“Ecolife stability means less service cglls." Ié‘ |
CERTIFIED
GREEN

-Bob Heidenreich, Owner The Deck Store, Apple Valley, MN GOLD SPONSOR

For more info, go to HousingZone.com/PBinfo and enter # 29389-26 i
Builder
([ SIVITIO]

Viance For more information on the ful line of Viance treated wood products, call 800-421-8661 or visit
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Newy Mintec

Smart and Fashionable

The company’s MagneDock docking system and optional
SmartTouch technology make Brizo’s Venuto faucets both
user-friendly and durable. MagneDock makes the side wand
extremely easy to lift and slide back into place. The Venuto
also sports the company’s Diamond Valve integrated ceramic
valve cartridge. For more info, go to HousingZone.com/
CBinfo and enter # 317

High Style on
the Gridiron

Introducing Urban Architecture and
its collection of unique lighting pieces.
Shown here is the Gridiron Lantern.

The hanging light, measuring 15
inches high by 10 inches deep with

a minimum drop of 27 inches, is
made of recycled brass and is
available in many finishes. It can be
lamped with an incandescent, medium
base and is UL-listed for damp locations.
For more info, go to HousingZone.com/
CBinfo and enter # 318

Her Name Was Alysse

The Alysse from American Olean is glazed porcelain floor and
wall tile that looks just like travertine. The collection is available
in four tile sizes: 6-by-6-inch wall tile, 10-by-14-inch wall tile,
13-by-13-inch floor tile and 20-by-20-inch floor tile. The floor
and wall tile combinations can be complimented by a coordinat-
ing, 2-by-2-inch, mesh-mounted mosaic. For more info, go to
HousingZone.com/CBinfo and enter # 319

High-Tech Planks

Tech-Plank is made with what the company calls Wood 2.0, which

is comprised of 75 percent pine thinnings from sustainable and
managed forests. The company guarantees the product for 50 years.
And unlike fiber cement, which requires special blades, it can be cut,
routed, drilled and nailed using standard tools. For more info, go to
HousingZone.com/CBinfo and enter # 320
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They're Smart.
Hm i I['] They're Green.
. They’re What
Prqfessmnal Home Buyers Want.
Bullden January 19-22, 2010, Las Vegas

International Builders’ Show®
SHOW VILLAGE 2010
~ N Tuesday - Thursday: 8:30 a.m. to 6 p.m.
‘ Friday: 8:30 a.m. to 1 p.m.

Market by market, the housing industry is turning around,
and builders will need to offer homes that are sophisticated
and sustainable. Show Village 2010's homes will incorporate
the latest construction techniques, design and technology to
meet the wants and needs of today’s demanding buyer.

The size of floor plans is decreasing while the need for energy-
efficiency grows. This year’s Show Village homes are designed
to answer market demand.

Look for Show Village 2010 as you enter the International
Builders' Show January 19-22. See you there!

See the latest building products installed and in action from
these premier sponors:

Andersen Windows and Doors Maze Nails: Nails
Windows & Patio Doors Merillat: Cabinetry
BASF: COMFORT FOAM® Mitsubishi: HVAC

Residential Insulation

Moen® Incorporated: Kitchen

BEHR: Interior and Exterior Paint Faucets, Lavatory Faucets and
Bosch Home Appliances: Showering
Appliances Nisus Corporation: Bora-Care
Custom-Bilt: Metal Roof with Mold-Care
Dow Building Solutions: Rinnai: Outdoor Fireplace and
Structural Insulated Sheathing Tankless Water Heater
Electrolux Central Vacuum Schlage: Schlage LINK™ Solution
Systems: Central Vac ShowHouse®: Kitchen Faucets,
Environment One: Sewer Lavatory Faucets and Showering
Gaggenau: Appliances Simpe_ld Inc.: Plan and Estimating
GE Sealants: Caulk Services
Generac: Generator Simpson Door: Exterior Doors

Genova Products: Decking & Rails | Sprint/Blackberry:

o N " Communication Provider
Heatilator: Indoor Fireplace The T G - Siding. Roofi
Honeywell: Blowing Agent e s "

1 and Stone
iggricne: insUlaiion Thermador Home Appliances:

Kichler Lighting: Lighting Appliances

Knauf: Insulation ThyssenKrupp Access: Elevator
Kwikset: Locks Trane: HVAC

Lasco Bathware: Bathtubs Viance: Ecolife™ Stabilized
Leeper Stair Products: Stairs Weather-Resistant Wood

LifeTime Lumber: Decking & Rails

All homes built by: > Palm /:#;
@ Harbor <!

Homes NZIOVEDE

For more information visit: www.pbshowvillage.com

OSPREY




Professional
Builder

ROCK STAR

Denis Leonard
PRESIDENT | BUSINESS EXCELLENCE CONSULTING

DenisLeonard bringsto Business Excellence Consultingdegreesin construction engineeringand educationinaddition
to a master’s and doctorate in quality management. Denis is a fellow of the UK’ Chartered Quality Institute and is a
senior member of the American Society for Quality with whom he isa Certified Manager of Quality and Organizational
Excellence, auditor and Six Sigma Black Belt. An ASQ Feigenbaum Medalist, he has won several international awards
for research publications. He has been a judge and examiner for the Wisconsin Forward Award, Baldrige National
Quality Award Board of Examiners, International Team Excellence Competition and the National Housing Quality
Award. A former professor of quality at the University of Wisconsin, he has experience in management, engineering,
training, auditing and consulting with expertise in strategic and operational quality improvement initiatives. He
developed and implemented integrated quality, environmental and safety management systems at Veridian Homes
in Madison, Wis., earning them the National Housing Quality Award, Energy Value Housing Award, Innovative
Housing Technology Award, NAHB Safety Award for Excellence and Professional Builder magazine’s Builder of the Year.

In 2007, Denis won Big Builder magazine’s APEX Award for his work in quality management.

READ HIS BLOG EXCLUSIVELY ON

g - .-
HousingZone.com



Novus Series
The most demanded
gas fireplace in the
industry

The Novus Series has been the #1
preferred line of fireplaces by builders for

over 18 years, offering all the right styles,

sizes and options at an exceptional value.
Now the Novus Series is even better. The
new Novus Evolution features modern
styling and contemporary elements desired
by your customers today. And the high-
efficiency Novus nXt is a fully featured
AFUE rated fireplace. All models offer the
dependability, value and ease of installation

that you expect from Heatilator.

Novus nXt

heatilator

heatilator.com

land enter # 29389-27



ICC Upholds
Mandatory.,

n November 2009, the International Code
Council (ICC) voted to keep the language re-

lated to mandatory fire sprinklers installed
in all new one- and two-family homes in the
next edition of the International Residential
Code (IRC). Fire sprinklers will be mandatory
in new buildings beginning on Jan. 1, 2011

The NAHB, which was against a manda-
tory fire-sprinkler code, defends its position.
Steve Orlowski, program manager for codes
and standards, says there’s been a misconcep-
tion that the NAHB is anti-fire sprinkler. “The
NAHB has always been a supporter of the
ICC and the IRC,” says Orlowski. “If you look
at all the literature we’ve put out and shared
with our members, you'll see that we're not
against sprinklers.”

Orlowski stresses that the NAHB looks at
many factors that affect the housing market.
“The cost of construction is high. We look at
everything from a cost/benefit side. What is
the market looking for and how can we meet
it?” asks Orlowski, adding, “There doesn’t
seem to be a big push from consumers for
fire sprinklers, especially when we look at the
performance of smoke alarms in the home.”

Darren Palmieri, national product manager,
Residential Fire Protection for Tyco Fire Sup-
pression and Building Products in McLean,
Va., says, “We are pleased that the IRC Build-

L

‘.’a..

ing Code Committee upheld the decision
made by the ICC Governmental Members at
last year’s hearing to include residential fire
sprinklers in the IRC.”

Palmieri points to 15-year studies conduct-
ed in Scottsdale, Ariz., and Prince George’s
County, Md., on the effectiveness of their re-
spective sprinkler requirements. Both found
that zero fire deaths occurred in home fires
when a sprinkler system was present, as com-
pared to over 100 deaths from fires in homes
without sprinklers. “We anticipate the IRC
sprinkler requirements will result in safer
homes being built in the future, reflecting the
success that Scottsdale and Prince George’s
County have experienced,” he says.

Builders that choose to install sprinklers
before requirements go into effect can offer
a true point of differentiation to prospective
home buyers, Palmieri says. “They can market
the fact that homes with sprinklers are the saf-
est possible homes for families, and in fact, we
are already seeing some builders use this suc-
cessfully,” he says. “Builders can also negoti-
ate trade-ups to realize the most efficient use
of land and decrease development costs.” He
says many communities will allow street-width
reductions, longer dead-end streets, increased
hydrant spacing, additional units and other ad-
vantages for developers and builders. PB

HOME FIRE SPRINKLERS,

such as the Rapid
Response sprinkler
system shown here, will
be mandatory in new
buildings beginning on

Jan. 1,2011, per the
International Residential
Code (IRC).

Photo: Rapid Response

www.HousingZone.com/PB
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ROCK

Stephen C. Moore

SENIOR PARTNER | BSB DESIGN

Steve joined BSB as marketing director during the depths of the recession of 1991 and helped grow
BSB into one the nation’s few truly national residential design firms in the country, now with six offices
nationwide. With an architecture degree from University of Virginia, Moore has spent the past 32 years in
the housing industry, serving as a staff member of NAHB, a construction superintendent, a home builder
production manager and architectural firm manager. As an industry volunteer, Moore has held chair
positions on NAHB committees for Design, Multifamily Pillars and the Sales and Marketing Council in
addition to positions with the AIA, Multi-Housing World and ULL He is a frequent speaker at national
and regional building industry conventions, seminars and management conferences, speaking on design
trends, innovation and construction efficiencies. While as an NAHB staff member, Steve was contributing
author for the NAHB publication “Higher Density Housing: Planning Design Marketing” and founded the
Best in American Living Awards (BALA), now co-sponsored with Professional Builder magazine. In January

2009, Steve was elected to the inaugural class of the BALA Hall of Fame.

READ HIS BLOG EXCLUSIVELY ON

Nl
HousingZone.com



ADVERTISEMENT

PRODUCT SOLUTIONS

Your ONE-STOP
Source for Custom

Stair Products

NO ONE in the industry comes close to
filling and shipping orders in the same day!

Professional
Builder
[SIA\V/E 0] sponsor

SHOW VILLAGE 2010

Balusters ¢ Newels
Handrails e Fittings ¢ Treads
Mouldings ¢ Sheet Goods

Come see us in the
Show Village Home!

For over 50 years, Leeper’s has supplied
the leading tract stair builders with
high quality product and next day delivery.

State-of-the-art 5-Axis CNC equipment,
software and engineering allow us to
deliver the same quality stair parts in
CUSTOM species and OVERSIZED profiles.

Visit us on the Web, or call 1-800-775-1173.
Customer Care Representatives are available to take your order 6 AM to 6 PM PST!

@EEPER’S @TAIR PRODUCTS

2100 E. Artesia Blvd. | Long Beach, California 90805
Phone: (562) 422-6525 | Fax: (562 422-9924 | e-mail: info@leepers.com

www.leepers.com

For more info, go to HousingZone.com/PBinfo and enter # 29389-125

"

Fﬁﬁlﬁil 8 ! bl

IBS booth C1437

www.ddd.ca

The most advanced residential design software and the
only one with free technical support and no annual fees.

“Version 14 is a huge hit ... SoftPlan gives me control of the 3D model
which is something not easily done in AutoCADe. Version 14 is very
content rich, in fact the best | have seen from any program.”

Michael A. Collazo, AIBD, CPBD, Professional Residential Designer, Tampa, FL

automatic elevations e remodelers setup

easy to learn

e easy touse e automatic sections e kitchen & bath design
o floor plans e site plans o deck design
e 3D renderings e animations e Lite version available

powerful roof design e import AutoCADe files
fast electrical layouts e links to QuickBooks®

materials lists

framing layouts

Version 14

ARCHITECTURAL DESIGN SOFTWARE
Free Demonstration & Trial 1-800-248-0164 or www.softplan.com

\Wlihe Finest in All 3 ;
Wrchitectural Millwork; g

COLUMNS BALUSTRADES ;
*POLYURETHANE ~ POLYURETHANE ~ MOLDINGS

* FIBERGLASS « FIBERGLASS HDP
POLYMER STONE  »POLYMER STONE  NICHES

*WO0O0D

: A\
wwwscolumnsandbalustradestcom

For more info, go to HousingZone.com/PBinfo and enter # 29389-126

PROFESSIONAL-GRADE

CARPET PROTECTION

THE BEST IN
THE BUSINESS

e Protect synthetic carpets
during construction and
remodeling

e Reverse wound for
easy application

e | ow-tack adhesive —
no staples, tacks or tape

* Tough, 3.mil Polyethylene
blend — resists puncturing

© Reduce cleanup time and
avoid costlly “mishaps”

ORDER DIRECT TODAY AND SAVE. CALL 24 HOURS.

1.800.789.6633

or go to www.protectiveproducts.com

I: Protective
Products

S «ffaw Protection Solitions

For more info, go to HousingZone.com/PBinfo and enter # 29389-127

For more info, go to HousingZone.com/PBinfo and enter # 29389-128

www.ProBuilder.com
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ADVERTISEMENT

PRODUCT SOLUTIONS

Fill, bond, and laminate
PVC trimboards!

Every day there is a reason to visit.

G

TrimBonder- Bonding System

[
Fills nail holes, joints, and gaps — Stl m u I u S
quickly and permanently
Bonds and laminates PVC trimboards, 9
metal, and wood a c a g e
|

Easy to use, fits standard caulking gun
GREENGUARD" Certified

For your nearest dealer

call or visit:
1-800-933-8266 ®

www.trimbonder.com

Devcon and TrimBonder are registered trademarks of lllinois Tool Works. ©2010 ITW Devcon. All rights reserved.

For more info, go to HousingZone.com/PBinfo and enter # 29389-129
. A beautiful
- . add-on
i o yvour
g _
— 4 projects

__and your
e 4
=8 profits.

ProClosets offers more
than just closets. Think of
it as your own custom
closet business. We make
it possible to offer your
clients a complete line of
custom storage options
straight from your laptop.
Contact us today to see
how we can add beauty
and profitability to your
existing jobs.

The Professional’s Choice for Closets

877-BUY-A-PRO ‘ ProClosets.com

For more info, go to HousingZone.com/PBinfo and enter # 29389-130
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ADVERTISEMENT

PRODUCT SOLUTIONS

FOR THE

TOUGHEST
JOBSON 4

PLANET
EARTH.

Whatis B .
Green? | - =

T8
FORTHETOUGHEST JOBS ON PLANET “auns

Lighting, Ceiling Fans,
Cabinet Lighting,
Outdoor & Landscape

Contact us at
builder@kichler.com
or 866-814-7702

|
- KICHLER rg

For more info, go to HousingZone.com/PBinfo and enter # 29389-132
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ADVERTISEMENT

PRODUCT SOLUTIONS

Download the Craftsman Si;e License

Download 11 great construction ATELITT
. & 07
databases. Includes an esti- S EIANENEIRGT o Eae
i 1\ .M &1} CAR HEA ESry” Coped
mating program, monthly \ L !g‘gé; gt £t "Fs%’ggé”f
5 Wi (U

updates and a tutorial. $‘v 3 Ui
Databases for: s
M new construction

Ml concrete & masonry
M earthwork & heavy equipment
M electrical M framing & finish carpentry B home improvement
M painting M plumbing & HVAC M renovation & insurance repair
M repair & remodeling, and M heavy construction. Only $88.50!

co 0. WWW.Craftsmansitelicense.com Country Wood Flooring _888-5529663

For more info, go to HousingZone.com/PBinfo and enter # 29389-133 For more info, go to HousingZone.com/PBinfo and enter # 29389-134

Best Selection on the Web!
e Hardwood Lumber =

- Mouldings :
* Flooring

ay there is a reason to visit.

Moulding Catalog

-+ Plywoods S DOWNLOAD 5
¢ Veneers g |

www.condonlumber.net
250 Ferris Avenue, White Plains, NY 10603

Phone: (914) 946-4111_¢ Fax: (914) 946-3779
email: mic@milcondon.com ~COMPANY |Inc.

For more info, go to HousingZone.com/PBinfo and enter # 29389-135

Independently
S certified to exceed

OSHA temporary

guardrail regulations, ’
Safety Boots anchor

to most surfaces
including concrete

and are fully
reusable.

Freestanding
Build a freestanding OSHA compliant guardrail in design allows
minutes using construction grade 2X4s and Safety guardrails to remain
in place throughout
B afet) construction, including .
drywall installation. t I m u u S

w
=
[k
]
—_
o
—
& =)
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[am]
[= 19
—_
[

Telephone: 1-800-635-6448
A 7Ze&T www.NewConceptLouvers.com

For more info, go to HousingZone.com/PBinfo and enter # 29389-137
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numbercrunch)

Think

about it

8.6

The percentage by
which the overall
housing market is
currently undervalued,
according to IHS
Global. There

isn’t a single U.S.
metropolitan area
where houses

are “extremely
overvalued,” and just
a handful of markets
remain “moderately
overvalued.”

4.2

The number of
homes (in millions)
that are estimated

to be heading into
foreclosure in 2010,
according to Credit
Suisse. Approximately
three-quarters of

the foreclosures (3.2
million) need to be
prevented to stabilize
the housing market.

1 2 The percent of mortgages exceeding

$1 million that were 90 days or more overdue

in September, according to First American
Corelogic. The data shows that luxury homeowners
are defaulting at almost twice the U.S. average rate.

57 The percent of home builders that are
planning for increased revenue in 2010 compared
to 2009, according to a national survey by John
Burns Real Estate Consulting.

59 The percent of homeowners with a siding preference that
said they would choose brick over vinyl, stucco or fiber cement/
composite for their homes, according to a survey by Harris
Interactive on behalf of Boral Bricks.

1 7 -2 The projected

percent drop in housing value in

Manhattan in 2010, according

to a report from Housing e |

Predictor. Manhattan is expected — - - .«

to experience the largest value

deflation this year, followed by

Las Vegas (-15.4 percent), Providence, R.l. (-13.8 percent), Miami
(—13.8 percent) and Newport, R.l. (—13.6 percent).

A

ASK ABOUT
ENERGY STAR
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home loans closed in September.

That’s a lot of promises kept. When your buyers are ready, your Bank of America mortgage

loan officer will be too, following through on commitments every step of the way.

» Straightforward products—a full range of clear and competitive home loans to
meet your buyers’ varying needs. Most loans come with our Clarity Commitment™
document, a one-page, easy-to-understand summary of key loan terms*

* Confidence—your mortgage loan officer will help educate your buyers so they can feel
confident choosing the loan that’s right for them.

¢ Local, accessible experts—our mortgage loan officers are knowledgeable and reliable,

so they’ll return your buyers’ calls and answer their questions promptly.

Bank of America Z2> Home Loans

Bank of Opportunity

*The summary is provided as a convenience, does not serve as a substitute for a borrower’s a
fully informed by reviewing all of the loan and di ion pi
Bank of America, N.A., Member FDIC. /& Equal Housing Lender. Credit and collateral are subj‘
Programs, rates, terms and conditions are subject to change without notice. © 2009 Bank of Ame
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Visit us to learn more about
THE PRO EXPO Presented by Pella
at IBS booth #C1515.
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