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perspective

Why is Warren Buffett
on the Cover of PB?

ou may have asked yourself that question after glancing

at the cover of this month’s Professional Builder. Before

you write us off as sensationalists, let me explain our
reasons for playing up the Oracle of Omaha in such a way.

As we all know, Buffett has had close ties with the U.S.
home-building industry for nearly a decade. His behemoth
conglomerate holding company, Berkshire Hathaway, owns
half a dozen housing-related manufacturing companies, in-
cluding Shaw, Acme Brick, Benjamin Moore, Johns Manville,
MiTek and modular home builder Clayton Homes. Berkshire
Hathaway also has a sizable stake in USG and Wells Fargo.

Butit’s one of Buffett’s less-publicized investments that piqued
our interest. About a year and a half ago, Berkshire Hathaway’s
MiTek made a huge play in the CAD
software/services market by acquir-
ing Simpad, a plan-services compa-
ny that offers outsourced, optimized
plans to home builders with the help
of tools like 3D-CAD and building
information modeling software.

Why the investment in BIM
and 3D modeling services? One of w\
Buffett’s long-time creeds is to keep
things simple, and he sees these
tools and services as a way to auto-
mate what has traditionally been an inefficient, time-consum-
ing, wasteful process. Simply put, Buffett views the automating
of home building as one of the best bets going forward.

“The home-building industry, like others, will find ways to
reduce costs through technology,” wrote Buffett in a book on
Simpad that was distributed to CEOs of the top 50 U.S. home
builders late last year. “I also see the current environment as
an important opportunity for leading builders to retool their
businesses and to prepare for the up-cycle ahead.”

The housing industry may still be in the tank, but Buffett
has stated publicly that it's merely in a correction period fol-
lowing the recent boom. He's a long-term strategist who sees
an inevitable demand for new housing. Let’s not forget that the
U.S. population is expected to grow by 100 million in the next
40 years. These people will need some place to live.

ALSO IN THIS ISSUE

David Barista, Editor-in-Chief,
dbarista@reedbusiness.com
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o you've reached a
position of leader-
ship. Good for you.

The view can be good from
the top, but now you're work-
ing without a safety net.
Why do some leaders con-
tinue to ascend while others
plateau or fail? People driven
to succeed often move into
roles that require them to
lead others. There are those
who take to this role like a
duck to water. We shower
them with platitudes like:
“He has charisma,” “She re-
ally gets it” or “I would walk
through a wall for him.”
There are those who attain
leadership roles as a conse-
quence of their skills and
abilities as a technician in
their field. We follow them
because we respect the
fact that they have figured
something out the rest of
us haven't. Some simply fall
into leadership roles because
when the organization asked
for volunteers and everyone
lined up, the rest of the group
stepped back and they were
busy checking their Black-
berrys. For as many leaders

www.HousingZone.com/PB

there are in the world, there
are different paths to the top.
The point being, leadership
is personal.

Why is it that some con-
tinue to rise and some
don't? Those who top out
have probably fallen into
one of the key traps of lead-
ership. Their ego has out-
paced their intellect. When
ego outpaces intellect a
leader has begun to believe
the platitudes and all else be
damned. They have missed
a key to continued leader-
ship success: self-aware-
ness. They have forgotten
about the others that propel
the business forward by ex-
ecuting the plan, building
customer relationships, sell-
ing the product and “ham-
mering the nails.”

The result of this phe-
nomenon is leadership stag-
nation, frustration and, in
some cases, outright failure.
How do you know if you're
in this situation? Here are
some questions you should
ask:

1. Reflection. Look back
on recent discussions you've

had with your managers
and employees. When you
met with them was the dis-
cussion focused? Was it all
about your ideas or did you
focus on them, their ideas
and their development? In
every meeting with mem-
bers of your team did you try
to make them better?

2. Feedback. Do you seek
feedback from those you
lead? If so, what do you do
with it? If you act on it and
adjust your approach then
you may be okay. If you hear
itand trash it, watch out. Ask
someone you trust for their
perspective, and listen to
what they say.

3. Change. Ask others
their view of how you handle
change. A key trait of suc-
cessful leaders is adaptabil-
ity. Are you Gumby or a Pet
Rock?

4. Disclosure. Do those
who follow you know you? I
mean really know you? The
most successful leaders are
authentic. They build trust
by sharing aspects — the
good, the bad and the ugly
— about themselves with
their team. Do you?

5. Diversity. Take inven-
tory of your team. What do
you see? If your team is filled
with yes-people, look out. Pe-
rennially successful leaders
surround themselves with
people who think differently,
approach problems differ-
ently, have complementary
skills and see the world from
a different perspective.

These are simple ques-
tions with complex answers
designed to see if your ego
is outpacing your intellect.
Give them a try.

Read more posts by Keith
Robinson at www.Housing-
Zone.com/Blogs.

7 Questions
to Ask Your
Banker

By Douglas Shipman,
Developer’s Financial Solutions

he failures and funding
stoppages in the middle
of projects seems to be
primarily (but not exclusively)
with the small-town banks or
state-to-state syndicated banks.
If you are currently working with
a small, community-type bank
and everything is going well, |
recommend
that you
have a heart-
to-heart with
your banker
to better
understand
why they are
(or appear to
be) so strong
and can
sidestep the pitfalls and FDIC
takeovers that are happening
all over the U.S. Here are some
questions to ask:
1. Can you tell me about your
bank’s ability to continue
servicing the development
loans you currently have?
2. Can you tell me about
your bank’s ability to fund
new development and home
building projects?
3. Are you currently being
regulated by the FDIC, OTC or
any government entity?
4. What percentage of your
home loans are delinquent?
5. What percentage of your
home loans are foreclosures?
6. How many REOs (real estate
owned) are you trying to get off
your balance sheet?
7. Would you be able to fund a
new project for me next month?
Even if the answers to these
questions are positive, keep
a close eye on your banker’s
forehead for sweat, the edge
of his lips for a downward curl,
or his arms to see if they’re
folded. If you see any of these
signs, look for new financing.
Read more posts by Douglas
Shipman at www.HousingZone.
com/Blogs.
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Customer Service:
the Great Differentiator

By Chip Pennington, Shea Homes

hats the most
important role in
your organization?

President/CEO, the one who
makes the tough decisions?
Maybe. In this economy, per-
haps it's accounting. Or land
acquisition, or construction.
It has to be sales, right? I
may be a bit biased, but I
believe the most important
role is customer service.
Customer service is the
easiest way for home build-
ers to differentiate their
company from the competi-
tion. Everything we produce
can be replicated by our
competition. There’s no se-
cret ingredient. Heck, there
are hardly any secrets. Our
production plant, the jobsite,
is wide open for review by

the competition. Floor plans
are open for replication. Our
architects work for our com-
petitors, as do our trades. We
buy concrete and lumber
from the same plants and
mills. Our communities are
across the street from other
communities. And many of
our employees came from
or went to other builders.
How can we be different?
We are different in how we
treat our customers. We are a
setvice organization that pro-
duces communities. Particu-
larly in our industry, customer
service is the great differentia-
tor. You can’t purchase or sub-
contract the service culture.
Also, note that I didn’t
ask for the most impor-
tant department. Customer

service is a role that every
department should share.
Customer service is the
most important role in your
organization, and everyone
in your organization should
wear that hat, from the pres-
ident/CEO to accounting to
land acquisition to construc-
tion and sales. Maybe even
the warranty department.
Of course, I may be a little
biased.

Read more posts by Chip Pen-
nington at www.HousingZone.
com,/Blogs

Homestar Set To Make a Splash

By Duncan Prahl, IBACOS

| attended the RESNET conference in Raleigh, N.C., last month to keep up with
what’s going on with the trade partners that provide certification to builders for
Energy Star and green programs. The place was buzzing with talk of Homestar
and energy labels for homes. Here are my takeaways from the conference:
* The Homestar program could be huge, offering upwards of $5.1 billion in rebates
for energy-efficiency retrofits on homes. It seems like a great opportunity for BPI-
certified remodelers and small builders to offer past customers whole-house energy
upgrades. Experts estimate that there are up to 15 million “natural” replacement
events each year in the U.S. — stulff like failed HVAC, windows and siding.
¢ Raters have a big opportunity to perform QA on Homestar projects, which
could lead to a shortage for the new construction market. Back of the envelope
numbers are in the 300,000-400,000 range in the next 12-18 months.
¢ RESNET is working with DOE on a variety of labeling schemes for homes,
including online and in-home surveys, HERS ratings, diagnostic surveys and audits.
¢ |t looks like there will be two national home performance companies: Masco
Home Services and Green Homes America. Both companies are looking to
partner with contractors and are providing franchise opportunities. | wouldn’t be
surprised to see Lowe’s and Home Depot jump in the game soon, as well.

Read more posts by Duncan Prahl at www.HousingZone.com/Blogs.
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11 Ways
Manufacturer
Web sites
Can Cater

to Builders’
Needs

By Glenn J. Singer,
Builder Partnerships, LLC

ecently, I've been
reviewing building
product manufacturer
Web sites and have concluded
that the vast majority of these
sites are too product-oriented.
Most sites
do a great
job of
conveying
product and
technical
information,
but they’re
not builder-friendly. | urge
manufacturers to cater to
builders’ needs by offering the
following information on their
Web sites:
1. Product information geared
toward builders’ needs and
wants
2. Installation instructions,
including videos of installation
training for products
3. Detailed warranty
information
4. Scopes of work that pertain
to the products
5. Up-to-date marketing
support/materials
6. Training for builders’ sales
professionals
7. Details of rebate programs
8. A geographical list of
distributors
9. Code compliance
information
10. Continuing education
courses
11. Market research findings
Read more posts by Glenn
Singer at www.HousingZone.
com/Blogs.
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If you’re planning to stack prefabricated shearwalls, make sure they’re Steel Strong-Wall®
shearwalls. The Simpson Strong-Tie two-story solution is not only code listed, but can be
installed right at the corner to save wall space. And since our engineered shearwalls are available
in widths as narrow as 15 inches for stacked applications, you can build multistory homes with
larger windows, doors and open spaces without sacrificing strength and required load values.

To ensure your walls stack up, look to Simpson Strong-Tie for the widest selection of shearwalls
code listed to the 2006 IBC (see ICC-ES ESR-1679). Visit www.strongtie.com/strongwall
or call (800) 999-5099.
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FINANCIAL CHALLENGES SURVEY

Builders to Banks: Fund Us
and We Will Build (and Sell)

The majority of builders say they would be building and selling more homes today if funding
was more readily available, according to Professional Builder's latest reader survey.

By David Barista, Editor-in-Chief

he housing market may still be in the

I doldrums, but the majority of builders

believe there’s demand for new homes

in their markets — they just can’t get financing
to build them.

In a February 2010 survey of nearly 300
Professional Builder readers, 72 percent said
their company would be building and sell-
ing more homes today if financing was more
readily available (Chart 1). Moreover, 68 per-
cent of respondents said their bank was un-

Fund It and They Will Build

Please indicate the extent to which you agree

or disagree with this statement: “If financing was
more readily available my company would be
building and selling more homes today.”

Strongly
disagree

Somewhat
disagree

Neither
agree nor
disagree Strongly

agree

Base: 265 Somewhat agree

Source: Professional Builder’s Financial Challenges Survey,
February 2010

www.HousingZone.com/PB

willing to fund new projects within the past
12 months. In fact, just 16 percent said they
have not had any issues with their lender or
bank (Chart 3).

“Banks are of no use whatsoever,” said one
respondent. “Even with huge cash-positive

“Banks are of no use whatsoever. | have several

‘shovel-ready’ projects ready to go — they don’t
care.” — Builder respondent

equity, they cannot afford to bridge any gaps
in projects. I have several ‘shovel-ready’ proj-
ects ready to go — they don’t care.”

Another respondent shared this sentiment:
“There is no money being loaned by banks
right now. We have not been able to get money,
which has affected our credit to the point where
we may never dig out of this.”

Naturally, some builders are turning to al-
ternative financing sources to fund their proj-
ects — most notably private lending, private
equity, equity partners and hard-money lend-
ers. About one-third of respondents said their
company employed nontraditional financ-
ing methods to fund projects in the past 12
months (Charts 2 and 4).

CHART 1: Most builders believe there is a demand for
new homes in their markets. Case in point: Nearly three

quarters of respondents said that if funding were more

readily available their company would be building and
selling more homes.

March 2010 / Professional Builder




exclusive research

CHART 2: Despite citing
challenges securing
funding from traditional
sources, just one-third

of respondents said they
have used alternative
financing methods to
fund projects in the past
year.

CHART 3: Just 16
percent of respondents
said they have not had
any issues with their
lender or bank. Nearly
half (41 percent) said

their lines of credit were
cut off with no warning,
and 68% said banks are
simply unwilling to fund
new projects.

Alternative Financing

Have you used alternative financing methods
to fund projects in the past 12 mon

Base: 267

Source: Professional Builder's Financial Challenges Survey,
February 2010

ths?

Yes

Types of Alternative

Financing
What types of alternative financing
methods have you applied?

57%

Private  Private Equity Hard Private Other
lending equity  partners  money trust
lenders fund

Base: 90

Source: Professional Builder’s Financial Challenges Survey,
February 2010

Common Bank Issues

Which of these issues, if any, have you experienced
with your lender/bank in the past 12 months?

Bank unwilling to fund new projects

Lines of credit stopped with no warning
1%

Bank unwilling to take a modest write down to lower the land
25%

Loans called even though payments were current
21%

Bank reduced the loan amount and removed the interest
carry portion of the loan

19%
None of the above; have not experienced
any issues with our lender/bank
16%

Loans in process were ceased to distribute funds in process
15%
Bank taken over by the FDIC, all funding stopped

1%

Projects repossessed due to calling the loan
(not failure to make interest payments)

[ I
Other
5%

68%

base
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CHART 4: 0f the respondents that used alternative
financing during the past year, more than half said they

used private lending and 46 percent said they used
private equity.

But the alternative financing approach has
its own set of challenges, as one respondent
wrote: “Private money is a key source, but the
interest rate is anywhere from 12 to 15 per-
cent. If we manage our draws and payments
to subs, we can be OK, but the rate adds ad-
ditional expense to our projects.”

Of course, it’s not just builders who are
having trouble securing financing. Buyers
are being shut out as well, and it’s affecting
builders’ bottom line. Seventy-six percent of
respondents said their company has lost one
or more sales in the past 12 months because
the prospective buyer was not able to secure
a loan. About half of respondents (46 per-
cent) said they provide some time of finan-
cial assistance for prospective home buyers,
such as help with loan paperwork, finding a

www.HousingZone.com/PB
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CHART 5: An
overwhelming majority
of respondents said their
building company lost

at least one sale in the
past year due to buyers’
inability to get a loan.

CHART 6: Securing
financing and competing
against foreclosed/short
sale properties are

the biggest financial

challenges for builders.
Nearly 58 percent of
respondents ranked one
of the two scenarios as
their top obstacle.

Lost Sales

Has your company lost one or more sales

in the past 12 months because the prospective
buyer was not able to secure a loan?

Not sure/don’t know

Base: 267

Source: Professional Builder’s Financial Challenges Survey,
February 2010

lender, submitting tax-credit documents, or a
tax-credit matching program (Chart 7).

Competing with foreclosures
While securing financing remains a major
hurdle for builders, an even bigger issue
looms: competing with foreclosed and short
sale properties. Nearly a third (29.6 percent)
of builders surveyed ranked competition
against foreclosed/short sale properties as
the top financial challenge their company
faced in the past 12 months, and more than
60 percent ranked it as one of their top three
challenges (Chart 6). The primary issue, ac-
cording to respondents, is having new con-
struction appraised against foreclosed/dis-
tressed properties in the area.

“Foreclosures, short sales and falling val-
ues have all impacted the builder immense-

Top Financial Challenges
Rank the top three financial challenges
your company has faced in the past 12 months

Hr W2 W3
Competing against foreclosed/short sale homes in my market(s)
29.6% 15.6%

Banks unwilling/unable to fund
land development and construction projects

28.0%

Buyers not being able to secure a loan
20.6%

Land base too high to compete
with resale or other new home builders

5.6% 14.0%

No equity in the projects due to reduced land value
5.5% 12.5%

Banks taken over by FDIC

31%  6.6% 2.7%

Unable to take a write down in our
company structure to make our product(s) more competitive

1.9%. 7.0%

Interest carries not sufficient to bridge
construction completion to sale and close

QEECN 1.6%

vy
o
7]
@
N
o
3

Source: Professional Builder's Financial Challenges Survey,
February 2010

Financial Assistance

Does your company currently offer
financial assistance for prospective home buyers?

Not sure/
don’t know

Base: 261

Source: Professional Builder’s Financial Challenges Survey,
February 2010
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CHART 7: Surprisingly, just 46 percent of respondents
offer their prospective customers financial assistance,

such as help with loan paperwork, finding a lender or
submitting tax-credit documents.

www.HousingZone.com/PB



MAKE AN IMPRESSION
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Add a lot of charm with little effort with Ply Gem Stone. Our easy-to-install, affordable stone veneer looks

just like the real thing. Our unmatched attention to detail and color makes Ply Gem Stone a beautiful value
for any project, any budget, inside or out, and because it uses fewer resources and requires no site finish,

it supports sustainable building goals. Learn more at plygemstone.com or call 877-804-1670.

NATURAL PERFECTION IN A HANDCRAFTED STONE VENEER.

Fieldstone, Tuscan Fieldstone, Shadow Ledgestone, Ledgestone, Cut Cobblestone, Cobhlestone, Ridgestone, Riverstone, Brick

This product has been Green Approved by the NAHB Research Center. This means you can be assured
that this product complies with specific green practice criteria in the National Green Building Standard.

NAHB
RESEARCH
CENTER
GREEN
APPROVED

Visit www.GreenApprovedProducts.com for more details.

BUILDING PRODUCTS. BUILDING SUCCESS

WislisadllP For more info, go to HousingZone.com/PBinfo and enter # 29391-7

149 Keene Lane Middleburg, PA 17842-8293 877-804-1670



exclusive research

First-time Home Buyer . , -
Tax Credit Appraisals of our move-up homes are coming in

What impact, if any, has the $8,000 lower than the cost to build them, making it

first-time home buyer tax credit had on difficult for buyers to secure mortgages.” — Builder
sales of homes built by your company?
respondent

Not applicable; our products
are not for first-time
home buyers

Significant
impact

N:;ie;;te ly,” said one respondent.” Another stated:
“Appraisals of our move-up homes are com-
ing in lower than the cost to build them,
making it difficult for buyers to secure mort-
gages.” Another added: “Raw land cannot
be developed economically to compete with
foreclosed land.”
Respondents said the bank lending and ap-
praisal challenges have a negative impact on
the effectiveness of the federal government’s

CHART 8: Forty-four percent of respondents said the
Minimal first-time home buyer tax credit has impacted their
Base: 261 impact bottom line, while 37 percent said it had no impact

Source: Professional Builder’s Financial Challenges Survey, at all.
February 2010

No impact
at all

iress Window Wells

Transform basement areas into warm,
inviting, and code-compliant living space

Bilco Window Wells:
« Satisfy IRC 2009 Building-Code requirements for egress
- Add light and ventilation to basement areas
- Feature maintenance-free polyethylene construction
« Install faster and easier than other wells on the market
- Are available in two designs to meet any egress requirements

s
i
»
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stakWEL®*Window Wells ScapeWEL® Window Wells

Modular system is the most cost-effective Built-in design can be landscaped
way to add emergency egress. for further visual enhancement

Add Value and Sales Appeal to Your Homes

/@at B/iéG\can do for your basements f Call 1-800-854-9724 or log-on to www.bilco.com

For more info, go to HousingZone.com/PBinfo and enter # 29391-8
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WINDOWS

IT"S MORE THAN A WINDOW.
IT'S A WHOLE NEW POINT OF VIEW.

At Ply Gem Windows, we have a different view for the way the window business should be
run. Every window 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, the right tools to help you build your business and industry leading service to

help you make every window project a success.

Visit www.plygemwindows.com to learn more.

/4 PLY GEM

BUILDING PRODUCTS. BUILDING SUCCESS.

Windows Siding StoneVeneer Fence+Rail Designer Accents P plygem.com




exclusive research

Move-up Home Buyer
Tax Credit

What impact, if any, has the $6,500
move-up home buyer tax credit had on sales
of homes built by your company?

Not applicable; our products

CHART 9: More than half of respondents (52%) said the
move-up home buyer tax credit had no impact on sales,

while 41 percent said they have experienced some level
of positive impact from the program.

FEEEEELEEEEEEEn|
Methodology

The survey was dis-
tributed on February
35, 2010, to a random

are not for move-up

home buyers *]

7%

home buyer tax credit programs, especially
the $6,500 move-up home buyer credit.
More than half of respondents (52 percent)
said the move-up buyer credit has had no
impact on sales, while just 28 percent said
the program had a minimal impact on their
bottom line (Chart 9). The $8,000 first-time
home buyer tax credit is faring better, but the
numbers are paltry at best. More than a third
of respondents (37 percent) said the program
has had no impact on sales, and only 7 per-
cent cite a significant impact (Chart 8).

In order to fix the housing market, the
government must first address the root of
the problem: the struggling job market. One

sample of 11,559 Profes-

Significant impact

sional Builder readers.
Moderate

impact A reminder was deployed
on Feb. 10. No incen-
tive was offered. By the
closing date of Feb. 19, a
total of 403 eligible read-
ers had responded, for a
net response rate of 3.5

percent.

No impact ini . .

atal imoaee | builder respondent put it best: “True real es-
Base: 261 tate and construction demand is based upon
Source: Professional Builder’s Financial Challenges Survey, ]Ob gI’OWth and increase in income. Neither
February 2010

is present in the economy or forecasted.” PB

NO SPEGIAL TOOLS REQUIRED.

Work LiteSteel™ beam on-site with the same tools you already use and get quicker, easier
installations, lower installed costs and less headaches. The unique LSB® design is on average
40% lighter than hot rolled steel, or engineered wood, with equivalent load-carrying capacity.
LSB delivers the advanced structural performance and strength you need to span the distance

and carry the load. s [|'|'E f -I ’
Visit LiteSteelbeam.com nec Or your site. /

for more technical information and / =
to download your FREE LSB Selector '
Software and FREE LSB Installers Guide

©2009 LiteSteel Technologies America, LLC LiteSteel™ beam is a trademark and LSB® is a registered trademark, and are used under license by LiteSteel Technologies America, LLC. US Patent Numbers
5163225, 5373679, 5401053, 10-561185, 11-570937, 11-570942.

\ LsB@

LiteSteelbeam

LiteSteel Technologies America, LLC is a OneSteel Group Company

For more info, go to HousingZone.com/PBinfo and enter # 29391-10
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Housngone com eNewsletters

From industry news updates, case studies, Professional Builder Weekly

innovations and key topic reports to the Custom Builder Weekly

education and product information you need to Erlaesiona;RBMade ek WORk

Housing Giants eAlert
ensure success during these economic times. Only ; .
Professional Builder:
HousingZone.com provides the information you Issue Announcement
need, when you need it. Professional Remodeler.
Issue Announcement
Hot Topic Reports:
Subscribe to the eNewsletters that fit your individual Stimulus, Green Home, and more
residential construction information needs and have LoginAndLearn Weekly
: _ VisibleCity Weekly
these delivered in the frequency you want.
100 Best Products
Products eNewsletter
Product TV

Subscribe today.

Visit HousingZone.com

and register to receive any or all of our newsletter offerings.
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Move with a sense of confidence in the 2010 Freightliner Sprl‘nfgr. Featuring indqstry:leadihg safety features
like Adaptive ESP®; it adjusts to varying road conditions and payloads with ease."Adaptive ESP® combines
Acceleration Skid Control, Roll Over Mitigation, Brake Assist and Understeering Control to make the

Sprinte_r the smartest thing on four wheels. Discover more at FreightlinerSprinterUSA.com.

“No system, regardless of how advanced, can overcome the laws of physics or correct careless driving. Please always wear
your seat belt. Performance is limited by available traction, which snow, ice and other conditions can affect. Always
drive carefully, consistent with conditions. Best performance in snow is obtained with winter tires.
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RUILD
SOMETHING
BRICHT

ICYNENE

With smart, responsible spray foam insulation choices, Icynene® helps you build
Healthier, Quieter, More Energy Efficient® homes. Our 100% water-blown solutions
are both insulation and air barrier materials for improved air quality, reduced energy
costs, and comfort in any climate’. And with HFC- and PBDE-free products made using
renewable and recycled materials, you'll know you've made a smart choice for your
customers, their families, and the environment. Now that's building something bright.

Discover bright insulation solutions for your business at Erefyes
BuildSomethingBright.com/buildsmart SV
*Refer to local code requirements for your climate zone.

For more info, go to HousingZone.com/PBinfo and enter # 29391-13




lean building forum

Houston Builder Saves
$10 Million Using Lean

Scott Sedam hosts the Lean Building Forum on HousingZone.com/LLean, where each
month he interviews those who are implementing the principles of Lean operations in home
building. This month, Lean Building Forum features Mike Funk, Sr., and Jennifer Heitmann
from David Weekley Homes in Houston. 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: Mike, everyone knows the
name David Weekley Homes, but give us a
quick picture of where the company is today
and what you are building.

Mike Funk: David Weekley closed approx-
imately 2,300 homes in 14 markets across the
U.S. in 2009, and we project about the same
this year. We build homes anywhere from
$150,000 and around 1,800 square feet to $1.2
million and 6,000 square feet. We have always
been known for design and are now including
energy efficiency as part of our brand recogni-
tion. If we adopt an idea, we try to apply it to all
price ranges, so whether you buy that $150,000
home or that $1.2 million home the practices,
procedures and products are the same.

SS: David Weekley Homes has become a
leading advocate of Lean methods and pro-
cesses, and you quote some impressive results.
Let’s start there and work back.

MF: We documented $3.2 million in our
first year just in the Houston division, and that
in itself was a shock to the rest of the company.
One of our senior vice presidents, Mike Hum-
phrey, was so impressed he sent the informa-
tion around and encouraged all of our cities
to take a serious look at Lean implementation.
From that, most of them went down the Lean
path. It's now a proven way of doing business
and we’ve been supporters ever since.

SS: There are all manner of builders who have
tried what they think is Lean implementation, but
don’t have much to show for it. How has David

www.HousingZone.com/PB

Weekley Houston not just identified the savings
but then booked them and documented them?
Jennifer Heitmann: Having someone
in a position like mine with my main focus on
Lean implementation has been a key for us in
getting things accomplished. Initially there’s
a lot of low-hanging fruit to pick. After that,
it'’s setting up a process to take it from begin-
ning to end, following the steps and getting the
right people involved from the office, field and
trades. When I came on board three years ago,
I was very fortunate because we ran a LeanBlitz
within the first three or four days that I was
here. It was a good platform to start from, and
from there we formed a division Lean Team.
We met each month the first year, and now we

This month’s Lean Building Forum guests

MIKE FUNK, Sr., is quality
coach and Jennifer
Heitmann is Lean building
analyst with Houston-
based David Weekley
Homes. Funk has been
with the company for 21
years. In that time, he
built homes for five years,
worked on the sales

and operating systems

in IT for five years and
has been a quality coach since 1999. Heitmann joined David
Weekley Homes in 2007 as a purchasing analyst. Previously, she
worked for Houston-based Taylor Woodrow Homes in a variety
of capacities, including estimator, custom design representative,
options coordinator and purchasing manager.

Mike Funk Jennifer Heitmann
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lean building forum

Scott Sedam
hosts the Lean
Building Forum
on HousingZone.
com/Lean, 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.

meet quarterly. Everyone in the company, from
construction to purchasing, design, warranty
and sales, is involved and knows their role.

SS: David Weekley Houston is building 800
to 9oo units annually, so it is not so hard to cost-
justify a position like Jennifer’s. But what do you
say to a company that’s doing 150 units and they
can't afford a full-time dedicated person?

MF: T might disagree with your assump-
tion, Scott. As I think this through, while we’re
having this conversation, I'm asking myself
why we don’t have more people like Jennifer
in similar positions, because here’s what hap-
pens: Often you get Lean started in smaller op-
erations without someone dedicated to the con-
cept of true Lean. Maybe you have a purchasing
manager running Lean, and theyre reporting
things that are savings but not directly related
to Lean; it’s mere cost cutting as opposed to the
elimination of waste in product and process.

SS: Yes, I have seen that.

MF: With a truly focused Lean implement-
er, you take it to another level. While the pur-
chasing agent looks at the cost of a contract, he
or she is typically not trying to uncover waste
and inefficiency, whether internal or external.
With Jennifer in her role, I know that we're
specifically getting better and saving money as
opposed to just cutting costs short term regard-
less of collateral damage. That’s the crux: Are
we moving down that path?

SS: What we see so much is that a builder

7 Lean Learning Points from Mike Funk and
Jennifer Heitmann of David Weekley Homes

. Have the guts to ask the questions that no one else will ask. So
much is done “because we’ve always done it that way.”

. If you think you are practicing Lean by merely hammering your
suppliers and trades for a lower price and sending demand letters,

you are kidding yourself.

. Lean is about total delivered cost, from procurement through
warranty. Basing buying decisions on anything else is irresponsible.

. Lean pays for itself, far beyond what you can imagine.

. It isn’t hard to cost-justify devoting a person full-time to push your
Lean efforts through and keep the momentum going.

. Human costs are as important as hard costs. It’s always worth
paying more to keep the best people.

. It is possible to increase profit for the builder and suppliers/trades,
while making the house better. We are living proof.
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pursues cost reduction based purely on con-
tract price and does not understand that, on a
total cost basis, often they aren’t saving at all.
They change roofers for a nickel a square then
their warranty claims increase and that nickel a
square looks like the worst deal they ever made.
Have you worked on getting your people to un-
derstand the total cost perspective?

MF: We've worked pretty hard on that, but just
as important are the human costs. We know that
having a lot of employees is an expensive prop-
osition when the market is down. So you want
to be as efficient with your personnel and your
people as you can. All builders have cut staff. But
what we see is that as builders get smaller, they
let the wrong people go. What we've done locally
is keep the best people, even if the initial cost was
higher. We didn't squeeze that last nickel from
the human end of it. Similarly, with our suppliers
and contractors we take the same human capital
philosophy. We want them to be efficient, but in
the right way, and not offer us a contract that they
can’t deliver on because they actually don’t have
the personnel to execute it anymore.

SS: Those are great observations, and I wish
more builders understood Lean like you do. Jen-
nifer, you may be the only person in America
with the title “Lean building analyst.” I think the
audience would be interested to hear what you
are working on in a day-in-day-out basis.

JH: We just had our quarterly Lean Team
meeting, where we focused on our top variances
for 2009. We looked at the top five variances and
had a roundtable discussion with all the func-
tional representatives on how to improve things.
We had a huge project last year on landscaping.
Like most companies, we had landscape set
up a budget with the developer requirements.
You pay a set fee, and that's what you get. In
our Lean initiative we looked at exactly what we
were paying for and exactly what, for example,
a five-gallon shrub looked like. What kind of
plant was that? What really is required by the
developer? What do we need to portray the look
that we want for David Weekley Homes? It was
a very intense, detailed effort that took several
months. We met with nurseries and landscap-
ers and examined every community, down to the
trees, the shrubs, the sod, the talent — literally
everything for each home and lot. In the end, we
saved close to $900,000 on that project.

www.HousingZone.com/PB
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BY EMPLOYING LEAN
practices like advanced
framing techniques,
the Houston division of
David Weekley Homes
has saved more than
$10 million in the past
few years. Lean can

help builders cut costs
by reducing waste and
increasing efficiencies.
Photo: David Weekley
Homes

lean building forum

SS: Amazing! That was just for your divi-
sion, $900,000?

JH: Yes, that's just one year for Houston,
based on accurate counts on what was required
for each community, specifying things right and
then eliminating a lot of variances. We actual-
ly determined exactly what we needed and we
weren't just relying on some obscure budget.

SS: I have to ask you, though, and it’s a great
fear out there, if I'm the customer and I'm look-
ing at David Weekley Homes this year compared
to last year, will I see any visible difference?

JH: Yes. 1t's a significantly better product.

MF: Let me give you an example. For a tree that
is fairly common for our landscape packages, we
negotiated with two companies in the city instead
of 12 to get economies of scale. We were able to get
them involved at a higher level so that we actually
could upgrade what we deliver to our customers
and provide more visual flair, and for less money.

SS: Ninety percent of builders would say it's
impossible to have houses look better, suppliers
and trades happier, make it easier on people ad-
ministratively — and save $900,000. They'd say,
“Here’s how you save $900,000. Take everything
from the five-gallon to the two-gallon, replace
the 12-foot trees with 6-foot trees, and just sod
the front yard, etc.” They just dumbed down the
house and made it harder to sell.

MF: A few years ago maybe we would have
said that, too.
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SS: Iremember an example from three years
ago. Your plumber said, “You guys are the only
people in town that use a double layer of Hardie
backer. Why?” A couple of your guys got on the
phone and called one of your field superinten-
dents who'd been around for 25 years and asked
him. His answer was, “I don’t know. I think we
were doing it when I got here.” Nobody knew.

MF: We did find the answer. One of our di-
vision presidents wanted a heavier look for the
tile. One man in one area, without really think-
ing it through, made a decision, and soon it
was double Hardie all over the place. We made
the change and not one customer has made a
comment in three years.

JH: We ended up saving $280,000 by get-
ting rid of that one layer.

SS: Mike and Jennifer, you have been great
and we appreciate your candor. In closing, what
advice or observation can you give to builders,
suppliers or trade contractors considering their
own venture into Lean processes?

JH: So often people are afraid to ask the ques-
tion. Even if it's been going on for five, 10, 20
years, ask the question. Maybe no one’s ever had
the nerve to question it. So ask those questions,
think outside the box, and you’ll be surprised at
the amount of success you can get very quickly.

ME: If you roll up the Houston division over
the past few years, we have saved more than
$10 million. I know that many smaller builders
will hear this and think, Yeah, yeah, that’s a big
company and boy they must have been incred-
ibly inefficient and all that. But it’s a legit num-
ber and my question to the listeners is: Why
haven't you found it? You have good people in
your organization, but you haven’t focused on
it in the right way. We needed help and you do,
too. We didn’t think that we were a bad com-
pany. We didn’t think we were that inefficient.
But we also didn’t think that we had $10 mil-
lion sitting around, just laying there over the
last three years — but we did. And so I suggest
strongly that people take a look at Lean build-
ing, because both philosophically and from a
practical and bottom-line standpoint, it’s a pro-
cess that pays for itself. PB

This is a highly abbreviated transcript. For the
complete transcript and audio interview, visit www.
HousingZone.com/Lean.
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Traditional and Dutch Lap
profile options work with any
architectural style

Tested to withstand

strong winds up to
175 mph*

\

Available in
12 classic colors
and four rich, dark,

Scenic Scapes colors

Guaranteed to
never blister,
chip, craze or

peel like paint

Subtle wood grain
emboss gives an
attractive, realistic
appearance

FORM

SORIES TRIM
‘ by PLy GEM

Unlike OSB or fiber cement,
our siding panels require no
site finish after install, so
your job is finished faster

WE PUT MORE INTO IT.
SO YOU CAN GET MORE OUT OF IT.

Coordinates with a
complete line of metal
products, including
trim coil and

Durable color rainware systems

compounds keep
their luster

Helps you earn po;ints‘under LEED,

NAHB and other green building
programs and certifications
(ST |

.042" panel thickness

| offers superior durability

5/8" panel projection
creates deep, attractive
shadow lines

inspection checklist t
make sure it meets ou
Our complete line of exacting quality standa
coordinating accessories
includes soffit, rainware,

fascia and more

Every panel is covered by
Variform’s Limited Lifetime
Transferable Warranty

i

You know what it takes to get the job done right — so does Variform.
Our Ashton Heights® vinyl siding offers the profiles and colors that home
buyers are looking for, with low-maintenance and quality that gives them
peace of mind. Like all Variform products, it’s backed by one of the best
warranties in the business, so our quality comes at a great value. Variform
vinyl siding and accessories: the perfect choice for your next project.

indows Siding StoneVeneer Fence+Rail e ents 'plygem.com
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[ BUILDING INFORMATION MODELING ]

In an era when home
builders have virtually

no room for error,
proponents of building
information modeling
software, like Warren
Buffett, say now is the
time for builders to adopt
the technology.

By Peter Fabris, Contributing Editor

Builders

A new home has risen in a fancy new development, but it contains a flaw that is embarrass-
ing and aggravating for the home builder’s project manager. A window intersects with a roof
line — a formula for leaks into a second-story bedroom. It’s the type of mistake that is all too
common in the industry. The window must be moved, a costly fix.

During a period when profit margins are tighter than ever, this kind of error eats away at
the bottom line. Builders have longed for a system that can prevent such profit-stealing con-
struction flaws, and in recent years have heard that building information modeling (BIM)
is the answer. According to the sales pitch, BIM will not only drastically reduce design flaws
and change orders, but will also enable home builders to increase productivity in design and
drafting, reduce overbuying of materials and estimate costs more precisely — all of which
will significantly boost profit margins.

Already a success in commercial construction, BIM has not been widely adopted to date
by home builders. Many feel that the technology hasn’t been tailored for the challenges of
home building’s rapid scheduling. But that sentiment is beginning to change.

With recent upgrades of leading BIM systems, making them better suited to home build-
ing, is it time for the industry to get serious about BIM?

Some are saying “yes.” Among them is Warren Buffett, chairman of Berkshire Hathaway,

www.HousingZone.com/PB



5 TIPS FOR IMPLEMENTING
BIM IN YOUR HOME BUILDING

BUSINESS

WHILE MANY PEOPLE define BIM as 3D design software, in order to get the most out of the technology,
it is better to think of it as a system to manage a construction project from beginning to end. 3D/BIM
plans and related documents, such as bill of materials, can be accessed by suppliers and subs. Thus,
everyone can work from the same set of plans and data without having to redraw. Rendering: Cadsoft

one of the most successful investors in history. The Oracle of
Omaha is so bullish on BIM that he acquired software devel-
oper and BIM service provider Simpad/Blackpoint Builder Ser-
vices, now a subsidiary of one of his holdings, MiTek. Buffett
also authored a book touting BIM to home builders.

“We are making an investment in assisting a limited num-
ber of home-building companies to automate their CAD pro-
duction and estimating processes,” Buffett wrote in the book,
which was distributed to CEOs of the nation’s 50 largest home
builders. “They will quickly realize the cost savings. The qual-

www.HousingZone.com/PB

1. BE REALISTIC WITH THE TIMETABLE. While BIM
can help transform the business with badly needed
cost-saving capabilities, remember that people
need time to adjust to change. Trying to do too
much too fast is a recipe for failure. Use a phased-
in approach with realistic benchmarks.

2. DON’T SKIMP ON TRAINING. The more profi-
cient your staff is with the software, the higher the
return on your BIM investment. So budget enough
money and time for training. “You have to maintain
your commitment to training even while you have
production demands,” advises Dan Gorski, Veridian
Homes’ vice president of home building services.

3. CONSIDER OUTSIDE HELP. The initial stages of
converting 2D plans to 3D and setting up the related
systems that provide estimating data and construc-
tion documents are labor-intensive. “We would have
needed to increase staff dramatically to bring the
new platform online,” says Jim Risch, director of ar-
chitecture for DeLuca Homes, based in Yardley, Pa.
DelLuca’s solution was to hire consultant CG Visions
of Lafayette, Ind., to assist in the move to the new
platform. “They helped us set up libraries, material
databases and output formats,” says Risch.

4. STANDARDIZE AT THE OUTSET. Design speci-
fications, estimating methods and other key data
points must be developed consistently across the
company and throughout the supply chain. This in-
cludes architecture consultants, subcontractors and
suppliers. The sooner in the implementation process
that these standards are harmonized, the better.

5. DEVELOP A SALES PITCH FOR SUPPLIERS/
PARTNERS. Be prepared with some salesmanship to
persuade suppliers and contractors that participat-
ing in your BIM plan will benefit them, too. In a
nutshell: Suppliers will have fewer material returns
and contractors won’t have to spend as much time
correcting design mistakes in the field.

ity and accuracy of their design and construction process will
be better than ever before, and they’ll be delivered in a much
shorter period of time.”

BIM is commonly used in the design of major high-rise
office towers, bridges, power plants and other complex proj-
ects with long timeframes. Architects, engineers, construc-
tion management firms and owners have reported notable
results in improved efficiency on commercial and public
works projects, and BIM is on its way to becoming an in-
dustry staple.
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A PARTNERSHIP between Cadsoft and Weyerhaeuser allows designers to 3D/BIM model complete structural frames, including the floor, wall and roof systems,

What is BIM?

While many people define BIM as 3D design software, in or-
der to get the most out of the technology, it is better to think
of it as a system to manage a construction project from begin-
ning to end. “People vary in their use of the term,” says Ross
Theilen, general manager of structural frame software for
iLevel by Weyerhaeuser. “It’s not just a software application;
it's a mechanism for collaboration among platforms.”

BIM 3D design tools represent elements of a home design as
objects. The objects can be reused in multiple designs, saving
time in the drafting process. Additionally, by presenting design
in 3D, it's a lot easier to catch conflicts such as a window inter-
secting with a roof line. But more than that, on a BIM object of a
window, for example, the designer can attach data including the
size, type of glass, whether a screen is included and the window
brand, to the 3D depiction. Then this information can be fed into
an estimating component to
obtain the unit price.

Analyze all of the windows
in this way, and you can get
the total cost of all of the win-
dows in the home. You can
also try alternative window
types and brands to find out
how they would impact the
overall cost. Repeat the process with all of the elements of a
home, and you can come up with a reliable cost estimate of all
materials to be used on the project. Then, ideally, the 3D plans
and related construction documents such as bill of materials
can be accessed by all suppliers and subcontractors over the
Web. Thus, everyone can work from the same set of plans and
data without having to do any redrawing or transposing.

Indeed, BIM promises much more than a fancy-looking
electronic blueprint. It can be a valuable aid in making stra-
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and send them along with material lists directly to a lumber yard for fabrication. This eliminates the need for redrawing plans and transposing data.

tegic decisions. This is the long-term vision for BIM, anyway,
though very few home builders have achieved such an ad-
vanced degree of integration.

Getting Lean

In order to maximize BIM’s benefits, builders should use
it within a Lean building process. Lean building is a project
management approach that attempts to wring out waste such
as overbuying of materials and to reduce errors that lead to
change orders — and higher costs.

“Beginning with the crash of 2006, builders have become
increasingly desperate to reduce costs and have pushed them-
selves to the limit, yet we see them walk right past some of their
greatest savings opportunities,” says Scott Sedam, president of
TrueNorth Development and a Lean building guru. “There is a
gold mine sitting right under their noses, yet builders fail to tap

“All of us are operating with slimmer margins. The
ability to measure and manage costs is critical — a
matter of survival. BIM is essential for accurately
gauging costs.” — Don Carpenter, Oakwood Homes

it because they don’t know how to identify, measure and track
waste. Most who do see it simply assume these costs are just
part of doing business, or are just too difficult to deal with.”

According to industry consultant Chuck Shinn, builders can
improve profits from 2 percent to 1o percent just by streamlining
management systems. Adding BIM 3D design software alone,
however, will not cut all that fat from the building process.

“Just because you have a 3D model, if you don’t know how
to leverage it, it’s not going to do you a lot of good,” says Tim
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Beckman, partner with CG Visions, a BIM development and
implementation consulting firm. To get the most out of BIM,
the design software must work seamlessly with estimating
tools, and produce usable construction documents for suppli-
ers and subcontractors.

The major players in BIM software and services have focused
recently on making it easier for clients to leverage the technol-
ogy beyond design and drafting. Simpad/Blackpoint Builder Ser-
vices, for instance, offers a collaboration portal that allows trade
partners and contractors access to clients’ BIM plans and docu-
ments through a secure Web site. In addition, Simpad’s technol-
ogy, which is built to work with Autodesk’s AutoCAD and Revit,
is now integrated with MiTek’s truss ordering system, eliminat-
ing the need for the truss manufacturer to rework designs. This
not only speeds up the process, but it also diminishes the pos-
sibility of inaccuracies during truss manufacturing.

Another example of multi-partner cooperation is Cadsoft’s
Envisioneer and Weyerhaeuser’s iJavelin integration that al-
lows designers to model complete structural frames, includ-
ing the floor, wall and roof systems, and send them along with
material lists directly to a lumber yard for fabrication. This, too,
eliminates the need for redrawing plans and transposing data.

“The lumber yard can cut pieces to the exact length and cut
holes for the plumbing elements,” says Ross Theilen, general
manager of structural frame software with iLevel by Weyer-
haeuser. “Everything can be labeled so that it can be put to-
gether like a jigsaw puzzle on site.”

There are other instances of collaboration between software
vendors, and you can expect more of them to be announced. It's
in everyone’s interest for all of the various players along the sup-
ply chain to participate in BIM because each participant stands to
improve efficiency. The more players involved, the more benefits
for all. This process will take some years to fully develop, though.

Recent improvements in BIM products are making more
builders take the technology seriously, but there remains plenty
of skepticism. Doug Smith, now executive director of estimat-
ing with BSB Design, Dallas, led a multi-year BIM initiative
for his former employer, Centex, that was halted in 2008. The
home builder had decided that BIM required too much train-
ing and did not improve plans and estimates enough to make
it worthwhile. Smith still holds that view. “To where BIM has
developed thus far, it is too time-consuming and not accurate
enough for home builders,” he says.

But Smith’s former employers — Pulte Homes, which ac-
quired Centex — are about to jump wholeheartedly into the
BIM world. In 2008, “the value-add on the estimating side
wasn't really there,” says Scott Thomas, Pulte’s national direc-
tor of production. Since then, the tools have improved to the
point where the company is now evaluating which ones to em-
brace, not whether to buy into the concept at all.

Implementation challenges
The ranks of builders adopting BIM are growing, but imple-
mentation isn't a fast or easy process. It's essential to take a

www.HousingZone.com/PB

WHILE COMPETITORS REDUCE OPTIONS,
OAKWOOD HOMES INCREASES THEM
USING BUILDING INFORMATION MODELING

IN 2009, WHILE MOST HOME BUILDERS would have been thrilled just to
match the previous year’s sales, 0akwood Homes sold 330 homes, a big
jump from 187 in 2008. The impressive results can be directly attributed to
a new business strategy in which BIM plays an essential role.

Late in 2008, the Colorado builder decided that it had to reduce its price
for entry-level homes from $190,000 to $150,000 in order to meet the de-
mands of a changing market. Reduced price points meant reduced profit
margins, so cutting costs was critical. 0akwood needed to scale back the
size of these entry-level homes from 2,000 square feet to 1,400 square
feet to make a profit at the new price point.

Also critical to gaining competitive advantage was to be able to offer
customers a wider variety of options for base home designs. “A lot of
builders are looking to offer fewer options to reduce costs,” says Don
Carpenter, 0akwood’s director of product development. “A lot of our com-
petitors are looking to limit choice, while we’re looking to expand options.”

Converting their designs to a BIM platform using Autodesk’s Revit and
Simpad’s Blackpoint Builder Services was the first step. Using BIM models,
Oakwood has been able to accurately gauge its unit costs, which gives the
company the ability to obtain accurate costs on base homes and many op-
tions. Thus, the company can figure its profit margin on every site-specific
plan at the onset of the project.

Also, option pricing can be adjusted quickly when the price of materials
changes. Oakwood’s sister company manufactures housing components
used in its designs. “Our component factory lives and breathes costs; they
work with materials every day,” Carpenter points out. When the sister com-
pany finds a good deal on a certain brand of, say, insulation, the new price
can be automatically reflected on all plans throughout the design database.
Then Oakwood’s designs can be switched to the bargain brand of insulation
to reap the savings.

“All of us are operating with slimmer margins,” Carpenter says. “The
ability to measure and manage costs is critical — a matter of survival.”

BIM is essential for accurately gauging costs, he adds. “Builders that
are going to be successful will switch to this. Others are going to struggle.”

RENDERING depicts one of 0akwood Homes’ house plans optimized using BIM.
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AN EXAMPLE of a traditional single-family home designed using BIM.

phased approach to implementing BIM tools and processes,
and to allow enough time for staff to get up to speed with the
software and procedures. “Initially, it looks expensive and dif-
ficult to implement,” CG’s Beckman says. “But you can do it
in progressive steps. You can start with the product document
set and leverage it to do other things later.”

A big challenge to Veridian Homes' BIM implementation was
allowing time for training while keeping up with production de-
mands, says Dan Gorski, vice president of home-building ser-
vices for the Madison, Wis., company. Veridian’s owners were
strongly committed to BIM, including making sure staff was
well trained, which was essential to success, Gorski says.

“A key was finding a trainer that worked best with our team,”
Gorski says. The trainer provided a two-week course for the design
team onsite, then followed that up with visits for one week a month
for six months to provide one-on-one coaching. Making sure that
the trainer had a good rapport with staff was crucial, Gorksi says.

For Grant Giese, president of Green Goose Homes, based in
Lafayette, Ind., there is no need to convert 2D plans to 3D, or
revamp legacy estimating systems. The company is a start-up
that will use BIM from inception. Giese says his biggest chal-
lenge will be working with suppliers and subcontractors who are
mostly unfamiliar with BIM. “They are still going to want to do
things their way,” Giese says. He’s ready to make a strong case
to them, however. Suppliers will be enthused by the prospect of
fewer material returns, he believes.

Thomas senses less opposition from Pulte’s trading part-
ners than even a couple of years ago, partially due to the strug-
gling economy. “They are more willing to do these things today
than they were a few years ago, when everybody was making
money,” he says. Some trades like component manufacturers
will get on board early, while others such as mechanical con-
tractors that do their own designs will lag.
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Standardization is
essential

Different home builders
have different ways of de-
signing elements and re-
cording data. But software
doesn’t work well when there
are conflicting standards. In
some cases, builders have to
conform their methods to
work with BIM.

Leslie Day, president
of Inland Homebuilding
Group of Tampa, Fla., which
is implementing BIM us-
ing Simpad’s Blackpoint,
says her company has had
to adapt some internal pro-
cesses to fit the specifica-
tions of the system. “Our
biggest challenge right now
is taking the way we bid and

BIM PROVIDERS
FOR THE HOME
BUILDING MARKET

AMERI-CAD

Provider of 2D and 3D architectural
services and software solutions
www.visionrez.com

ARGOS SYSTEMS

Developer of Vertex BD software, a
3D design/BIM package
WWW.argos.com

AUTODESK
Developer of AutoCAD and Revit
http://usa.autodesk.com

CADSOFT
Developer of Envisioneer software
www.cadsoft.com

CG VISIONS

BIM technology, development and
implementation consulting firm
WWW.Cgvisions.com

ILEVEL BY WEYERHAEUSER
Products include 3D structural
framing software
www.ilevel.com

SIMPAD/BLACKPOINT BUILDER
SERVICES

Provider of BIM and Lean modeling
services
www.blackpointbuilderservices.com

SOFTPLAN SYSTEMS

Developer of residential and light
commercial CAD design software
www.softplan.com

adjusting it to Blackpoint’s format,” she says.

Making sure that all of a builder’s suppliers and contrac-
tors use and understand designs, estimating methods and
other data points the same way is another complication when
tackling BIM. Brookfield Homes Southland of Costa Mesa,
Calif., hires multiple architecture firms, each with slightly dif-
ferent ways of presenting designs. For example: “Each one
has a different style of representing MEP systems,” says Chris
Formes, Brookfield’s IT manager. That will soon change, as
the company is now requiring its architects to adopt a stan-
dard approach. PB
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NOTHING SELLS A
HOME FASTER than adding

' ffective, energy-efficient insulation
and \&eatherization products. That's what
when you add Dow Building
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The Fine Ar
or Negotiatin

In order to negotiate successfully, custom builders need to
educate their clients throughout the construction process
— and remember to keep their cool when things go awry.
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By Nick Bajzek, Products Editor

ustom-home builder Tom

Stephani recalls one of the

first negotiation situations

he encountered: a settlement

with an irate client who felt

that Stephani's crew did not
deliver what was promised. “It required me to step back, take
a deep breath, review the situation and all documentation,
and then create a strategy that would result in a ‘win’ for both
of us,” says Stephani. “Then we sat down and discussed the
problem, examined the documentation and looked for com-
mon ground.” While no one really “won” the negotiation, he
was able to resolve the dispute and move on to complete a
successful project.

Stephani, a nationally recognized speaker and trainer as well
as president of Custom Construction Concepts in Crystal Lake,
II., believes custom builders have a lot to learn when it comes to
negotiating. “Many are so personally involved in their business
that they let their emotions show through in a negotiation,” he
says. “They're typically better at negotiating pricing, service and
quality with trades than they are with homeowners.” The bot-
tom line: Most builders fail to set realistic expectations before,
during or after the sale.

Lisa Cornelius, director of sales and marketing for Tilton Group
Signature Homes in Hilton Head, S.C., echoes Stephani's words:
“We have to be on the same page at all times. More than any-
thing, negotiating is educating. We need clients to understand
that the features that are standard in our homes aren’t neces-
sarily standard in another builder’s homes.” Cornelius adds, “It’s
important that clients know who they’re dealing with. They
know who is keeping them updated. They know who is sending
them pictures from the job site.”

Naples, Fla.-based London Bay Homes' President Mark Wilson
has dealt with negotiations both large and small. In one com-
munity, the master developer got into financial difficulty and

there was a real possibility the company would go bankrupt.

www.HousingZone.com/CB

Wilson says despite the environment, it was still important to
get sales within this community. “All of the contracts ended up
being negotiated by me so that I could address the real fears of
the potential buyers,” he says. “In order to do this, there had
to be some very straightforward conversations.”

Luckily, at the time approximately 70 percent of the homes in
the community had been built. And because of the high level of
resident support, it was apparent that there would be a solution
that didn't necessarily include bankruptcy. “Without talking
truthfully and straightforwardly through this, and building

1 TIPS FOR
SUCCESSFUL
NEGOTIATING

. Follow a well-organized sales process when posi-

_

tioning and discussing the company.

N

. Set realistic expectations before, during and after

the sale.

w

. Adjust your negotiating style to the personality of
the client. When dealing with a husband and wife,
make sure you “read” and cater to each spouse’s

personality.

~

. Follow up in a style that is most appealing to the

personality type you are dealing with.

&

Keep emotions out of the negotiating process.

(=]

. Listen to your clients. Never answer a question

unless you know why they're asking it.

~

. Make sure that you are always closing. Don’t be
afraid to ask for the sale. Even when dealing with
very wealthy clients, the builder needs to maintain
an air of confidence that puts everyone on an equal

footing.
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NAHB NEGOTIATION SKILLS

COURSE HEADING

YOUR WAY

“While time and experience have helped me to negotiate better, instructing the NAHB negotiating course for the

Graduate Master Builder (GMB) designation has helped me to recognize that successful negotiation is a process

that can be applied to everyday situations,” says builder, speaker and trainer Tom Stephani. Check out the 2010 course

schedule at www.nahb.org.

confidence not only in the project but in London Bay, it would
have been impossible to get contracts signed during the whole
of 2009,” says Wilson.

Ultimately, he says, your negotiating style might depend
on the personality of the client. It's important to size them up
and think about the manner in which you are going to talk
to them. Followup from meetings should also be based on that
style. For example, if the client has a more driven personality,
there is a good chance that they will make fairly fast decisions,
want to make a deal, and not get unnecessarily bogged down in
the minutiae. On the other hand, says Wilson, if you have an
analytical person on your hands, they're going to take longer
to go through the process and will want all the details, upfront
and in writing, before they make a decision.

The Win-Win Situation

“I think anyone who runs a small business gets pretty good at
[negotiating]. Everything that you're doing is a discussion,”
says David C. Payne of Payne & Payne Builders, Chardon, Ohio.
“But we don't like the word ‘sales’ because of the connota-
tion; we call it “project development. We'll know right away
if we're a good fit.”

Payne says negotiating doesn't necessarily mean you need to
get something out of someone. “I work with people all the time
who use body language or don't talk at all because they want
the other guy to talk too much to see what they can get out
of them,” he says. “I always say, ‘Hey, let’s figure out if we're a
fit! I'm not trying to sell from the start.”

Over the last two years, Payne’s projects have been running

a lot leaner. “It used to be that when clients came in and said

Gustom Builder 0312010

‘Our budget is $350,000, we'd design a home for that price and
they might ratchet it up to $400,000. [If] we hear that today,
alarms go off. Now we try to leave some room in the budget
for the future.” He adds that there’s little wiggle room for the
project to get off track, especially in materials. “I've seen a lot
more negotiating in the last two years. Until you talk through
every facet of the house, you can't go forward. The first thing I
always try to do is figure out what they want to accomplish.”

Listening Skills
Payne says much of the art of negotiation is in listening to
your clients — really listening. He and all of his salespeople
train under a system called the Sandler Sales Institute, run
by sales trainer and author David Sandler’s national franchise
program. Sandler thinks Columbo, from the detective TV series,
is the ideal sales personality. With his disheveled look, Columbo
seemed incompetent, but he would end up getting suspects to
say things they normally wouldn't because his appearance was
so non-threatening.

One principle he’s taken to heart, says Payne, is “Never answer
a question unless you know why theyre asking a question.”

“I have to know why they ask the question, ‘When will this
be done? Instead of committing to a date — say six months
— I'll ask them when they need it by,” he says. “You might not
know what they're up against. Maybe the lease they have now

will run out in five months.”

Seek Answers
“The success of our business can sometimes be measured in the

work we do not take.” That's a quote from David Payne’s father,

www.HousingZone.com/CB



F. Michael Payne. “If you can’t work with someone or if they're
not a good fit, sometimes it’s best to walk away. If you have a
difficult client, you can do everything right and all you'll do is
kill yourself,” says Payne.

Wilson says proper preparation is very important, and in a
tough market, it becomes more important than ever to have a
thorough, well-organized sales process so that the final nego-
tiation becomes easier. “At London Bay, we have chosen to use
Bob Schultz & The New Home Specialists to train and organize
the sales team. We've found this to be well worth the time and

expense,” he says.

“Try to keep personalities
out of the discussion.
Work for a win/win deal,
Don't get emational. The
first person to lose their tem-

per loses the negotiation.”

—TOM STEPHANI

Builders should keep in mind that negotiating is often more
about overcoming objections than giving up their price and
margin, Wilson adds. “Objections from clients are not always real
objections and can be overcome relatively easily. It's important
to be able to distinguish between questions that appear to be
objections and true objections that are going to require some
skill to overcome.”

Be wary of over-negotiating or chasing the bottom line, warns
Cornelius. “You'd better believe that your clients will entertain
many bidders,” she says. “But I think now the clients who had
to pull back on their projects will take them off the shelf. The

deals are out there.” m
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A desirable feature. A sound investment.

Baby boomers and seniors love the distinction an Inclinator
elevator adds to their homes. They appreciate the convenience
and enhanced accessibility. An Inclinator elevator will increase
a home's value greater than the cost. And it'll increase the
number of interested buyers in the future because of the
home’s added distinction and accessibility.

One at a time. One of a kind.

Inclinator offers more car styles, wall finishes, custom features,
accessory options and drive systems than any other brand. We
can perfectly match a home's custom cabinetry or wall finish.
Create a custom design with inlaid wood appearance.

Smoother. Quieter. Greener. Safer.

INCLINATOR® LX features the most advanced home elevator
technology. Our patented system provides a super smooth
ride, virtually noiseless operation, lower energy consumption,
and two independent safety systems.

Visit our website. Give us a call.

Learn more about America’s number one home elevator brand,
and how it can be added easily to renovations, additions and
new homes.

Custom

INCLINATOR | .

Since 1928

inclinator.com - 800-343-9007 o

For more info, go to HousingZone.com/PBinfo and enter # 29391-30
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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, thete’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
follows 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 experience, 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
Professional Voice 518.346.6161 Fax 518.346.6188 www.cone.com
e A Precision Castparts Company SEWER SYSTEMS

For more info, go to HousingZone.com/PBinfo and enter # 29391-31



Feel the Heat

These kitchens
maximize
storage,
functionality,
light and views
—and they're

beautiful, too

By Susan Bady,
Senior Editor

www.HousingZone.com/CB

Family Affair

This vacation home accommodates a large family,
weekend guests and holiday celebrations. The owners
wanted their kitchen to be open to the great room
— with its wall of glass overlooking a lake — as well
as the dining room and porches. The resulting space
is relaxed, informal and totally functional. To provide
a visual break, the kitchen has a porcelain tile floor
that abuts the hardwood flooring in the dining room.
A large island with a prep sink and seating for six
is the centerpiece of the room. The custom Douglas
fir cabinets have a beaded face frame and a clear-
coat, natural finish. The cabinets over the range have
an etched pine-tree motif that reflects the name of
the property, Piney Point, and is repeated in various
places in the home’s interior and exterior. Storage
space abounds in the cabinets around the appliances
and under the island. There’s also a walk-in pantry
with a frosted glass door.
Location: Maine
Builder: Howell Custom Building Group,
Lawrence, Mass.
Architect: Laine M. Jones Design, W. Newbury, Mass.

032010

Details

BRIAN VANDEN BRINK, PHOTOGRAPHER COPYRIGHT 2010

A Sea of reen

After entering this kitchen through a vestibule that
showcases beautiful custom glasswork, the first thing
you notice are the warm wood cabinets made of
straight-grain, quarter-sawn maple with a two-tone
dye stain finish. The wood provides a counterpoint
to the sea-green granite countertops and glass-tile
backsplash.

Reclaimed floors made of seven different wood spe-
cies give the room an expansive, open feel. The wood
grain aligns with the angled walls and island. The tile
backsplash draws the eye upward to the dramatic,
arched ceiling.

Location: San Diego
Builder: Charco Construction, San Diego
Architect: Prater Architecture, San Diego

Custom Builder s9
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Build the Beauty of Biltmore®

Create a home that captures the warmth and
craftsmanship of America’s Largest Home® by
integrating our products into your clients” homes.
Learn more about Biltmore® For Your Home partners
and their quality products at biltmore.com/build.

ShadeTree
Canopies

Southern Living
House Plans

Sterling
Designs, Inc.

Amarr
Garage Doors

Ellington Fans

Executive
Kitchens, Inc.

Indital USA
MAIi Doors

Anderson
Hardwood Floors

ELK Lighting

BILTMORE

For more info, go to HousingZone.com/PBinfo and enter # 29391-32

s10  Custom Builder 0312010

Details

LORETTA BERARDINELLI

Divine Intervention

This contemporary kitchen was remodeled for an avid cook and
baker who wanted a larger kitchen with better traffic flow and func-
tionality. Divine Kitchens removed walls and flipped the location of
the existing kitchen and dining room to open up the space and take
advantage of lake views at the rear of the home.

The result is a stunning 266-square-foot kitchen, drenched in
natural light and designed in sections for different activities (a small
vegetable sink for food preparation, an island for cooking and din-
ing and a baking center across from the oven). The finishes include
tigerwood flooring, a blue concrete island countertop and cherry
cabinets finished in both natural and dark stains. The island is posi-
tioned so that the cook can enjoy views of the lake.

Location: Sutton, Mass.
Builder/designer: Divine Kitchens, Westborough, Mass.

PRODUCTS

Family Affair

Appliances: Bosch, GE, Sub-Zero, Wolf Gahinetry: Custom Gountertops: Granite
Faucets: Newport Brass Flooring: Daltile Sink: Kohler

Divine Intervention

Appliances: Gaggenau Gabinetry: Custom Gountertops: Concrete

Faucets: Dornbracht Flooring: Custom Sinks: Houzer

Tudor, With an Edge

Appliances: Bosch, Maytag, Sub-Zero, Wolf Gabinetry: Oshorne Cabinets
Countertops: Caesarstone Faucets: Danze, Hansgrohe, Rohl Flooring: Custom Floors
Unlimited Sinks: Blanco

A Sea of Green

CGabinetry: Custom Gountertops: Granite Flooring: Gustom

Logged Into Luxury

Appliances: Fisher & Paykel, Sub-Zero, Wolf Cahinetry: Bertch Gountertops: Granite
(wood butcher block on island) Faucets: Moen Flooring: Shaw Sink: Mansfield
Windows: Vetter

Well Connected

Appliances: Sharp, Sub-Zero, Wolf Gabinetry: Custom Gountertops: Concrete,
granite Lighting: Tech

www.HousingZone.com/CB



it, but it’

there.

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.

=
energycoMPLETE’

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 Corning,
For more info, go to HousingZone.com/PBinfo and enter # 29391-33



IT’S TREX 4
WITH A WHOLE
NEW ATTITUDE.

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

THAT-RESISTS EADING;

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}.’&!

Y]
AT TREXPARTNERS.COM

- s —
Trex franscend

OUTDOOR LIVING. ELEVATED:,

TREXPARTNERS.COM | 1-800-BUY-TR

USGBC’ and related logo is a trademark owned b
the U.S. Green Building Councl andigeed by p

For more info, go to HousingZone.com/PBinfo and enter # 29391-34
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Design/build firm Streeter & Associates
stepped up to the challenge of remodeling
this kitchen with minimal impact on the
building envelope. The existing kitchen was
a compartmentalized space that the owners
wanted to open up to take advantage of views
to the outside. It was also closed off from the
rest of the house. Designer Jeff Lindgren made
the new kitchen the center of the home.
Transom windows were added and many of
the old windows and doors were replaced.
The new kitchen has two walnut islands
with 2-inch-thick, site-poured concrete
countertops. Their weight required some
reinforcing of the existing floor joists and
restructuring some joists on the point loads,
Lindgren says. The island opposite the 60-
inch range has a section of walnut butcher
block and serves as a command center for
Mom. The second island has a large, 40-inch
trough bar sink, trash and recycling bins and
a refrigerator/freezer for the kids’ drinks
and snacks. The ash wood floor was painted;
then the paint was rubbed off to give it
a grayish tone. A hand-curved monorail
lighting system completes the picture. “We
basically formulated our own definition of
transitional in this home,” says Lindgren.
The project included a large walk-in pantry
and separate wine bar just off the adjacent
hallway, and ample seating and counter
space for food preparation, family meals and
entertaining.
Location: Minneapolis
Builder: Streeter & Associates, Wayzata, Minn.
Designer: Streeter Renovation & Design,
Wayzata, Minn.

032010

HENKE STUDIO

GOLDEN EAGLE LOG HOMES

Logged Into Luxury
Golden Eagle Log Homes went all out with
this showcase home on a lake in Wisconsin.
The kitchen is a showpiece in itself. Solid,
knotty alder cabinets with a natural stain
are 42 inches tall, staggered in depth, and
matched by alder windows.

The island has an antique look with its aged,
ebony stain and carved legs. Adding to the
impression of timelessness is a piecrust farm
sink and an arched, decorative range hood.
Location: Lake Petenwell, Wis.
Builder/designer: Golden Eagle Log Homes,
Wisconsin Rapids, Wis.

TRIA GIOVAN PHOTOGRAPHY

Tudor, With an Edge

A mix of high-tech modern and traditional
elements gives the kitchen of this English
Tudor style home an edgy, commercial
cooking environment that doesn't feel cold.
The stainless steel, standalone refrigerator
and freezer and all-in-one sink and counter
complement earthy materials such as a gray
slate floor, reclaimed wood ceiling beams
and dark walnut-stained island cabinetry.
The large island offers maximum functional-
ity with its under-cabinet storage, hidden mi-
crowave and vegetable sink. A painted brick
wall adds subtle texture and a loft-like feel.
Location: Houston
Builder: Thompson Custom Homes, Houston
Architect: Robert Dame Designs, Houston

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 :
| Trexranscend
f (0]V) ) OOR LIVING. ELEVATED.

\ ' TREXPARTNERS.COM | 1-800-BUY-TREX
©2009 Trex Company, Inc. \ For more info, go to HousingZone.com/PBinfo and enter # 29391-35
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Every day there is a reason to visit.
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Finlandia Sauna Stimulus
Package?

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

For more info, go to HousingZone.com/PBinfo and enter # 29391-125
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So your little storms knock out the power.

e |
Builder ;

houses
build.

GENERZS

Not in the

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 learn more. Never feel powerless. ™ G E N E RAC®
<

Ei‘\'v}'i‘}ﬁf Builder.Generac.com

SHOW VILLAGE 2010

For more info, go to HousingZone.com/PBinfo and enter # 29391-36
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Welcome fo the new Aquatic. Where every detail, design and feature are built
with inspiration in mind. From luxury hydrotherapy to everyday bathing to

z s ls innovative accessible products, Aquatic brings 65 years of combined experience
w T | C to the industry. And the largest breadth of bathware to our customers.

To learn more about the new Aquatic, come visit us on April 16-18 at the
Kitchen and Bath Industry Show in Chicago, booth S631.

(e

—

Where Inspiration Takes Shape

Builder o
SV 800.877.2005 - aquaticbath.com

LAascor )
BATHWARE. UATI
——

For more info, go to HousingZone.com/PBinfo and enter # 29391-37
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[ SALES AND MARKETING ]

Winning Ways

Nationals’ Gold Award winners share their strategies for sales and marketing success.

By Pat Curry, Contributing Editor

very year, NAHB’s National Sales and Marketing Coun-
cil recognizes creativity, excellence and innovation
across several disciplines, including advertising, mar-
keting, model merchandising and design. The awards, known
simply as The Nationals, are the most prestigious honor in the

business. As much as we wish we could feature all the win-
ners, it’s impossible with 63 categories. This year, Professional
Builder zeroed in on four categories that represent the central
tools of every builder’s sales and marketing efforts — the sales
center, Web site, model merchandising and advertising.

Best Sales Center

Crystal Point, Jersey City, N.J.

Builder: Fisher Development Associates, Purchase, N.Y.
Marketing director: Adrienne Albert, The Marketing
Directors, New York, N.Y.

Sales office: The Marketing Directors; Sherman
Advertising; Kim Depole Design

he team in charge pre-sales for Crystal Point knew they had a phe-
nomenal product to offer. Too bad the sales center was in a trailer
blocks inland, where the only view was of a main thoroughfare.
“The whole key to the building was the views,” says builder Brian
Fisher. “Every room has a view of the water. It’s a very unique thing. We
wanted the sales office to convey that to people who came in.”
The team’s solution for the sales center was to wrap the entire building in
a photo mural of the view from Crystal Point. “Using the sales center itself
as signage was one of the things that distinguished it,” says Adrienne Albert,
president of The Marketing Directors, which handled sales for the project.
Inside, buyers could experience a fully furnished model of a two-bedroom
unit, complete with floor-to-ceiling windows with photos of the actual views.
“We took an entire wall and did a panoramic view of Manhattan,” Albert says.
WHY IT WON: Judge Dottie Paek says the sales center captured the feel
of the waterfront location. “It was a terrific representation of lifestyle.”
YOUR TAKE: Few builders will have the killer views of Crystal Point, but
every community has a story to tell and the sales center needs to capture
that story as vividly as possible. Whenever possible, use photographs
from your site and your homes instead of generic stock images.

he approach for TF Cornerstone was a bit different from most build-
er sites because, while the client is a developer/builder, the site is pri-
marily geared to renters. With a goal of getting people to rent directly

Best Web Site for a Builder

TFCornerstone.com

from the site, the key question was how to get people to inquire and lease as
quickly as possible. To do that, Silver Creative marketing director Paul Zullo
painted a picture of “a reputable company that is safe and secure.”

Zullo decided to minimize the gee-whiz design elements that can get in
the way of a Web site’s message. “People are so inundated with advertising
and marketing messages, they’ve become desensitized,” he says. “Get all the
puffery out of the way. Give me a headline with five words. Give me reality.”
WHY IT WON: Judge Dottie Paek says the judges were impressed by the
site’s crisp, clear presentation and message. “It was very clean, easy to navigate
and not too confusing or overloaded with too many details,” she says.

YOUR TAKE: If you provide as much information as possible about the
property on the Web site, then the on-site sales agents can spend less
time playing tour guide and more time selling the units, says Zullo.

Builder: TF Cornerstone, New York
Web site designer: Silver Creative Group, Norwalk, Conn.
Marketing director: Paul Zullo, Siver Creative Group

www.HousingZone.com/PB
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hile many New Yorkers had seen the exterior of
Wthe iconic Apthorp building, few had seen the inte-

rior. As a result, the ad team wanted to bring pros-
pects inside by featuring photography of the interiors and the
courtyard. The print ad campaign — targeted at Wall Street
executives, affluent families and celebrities — leveraged the
building’s history, architecture and spacious residences.
WHY IT WON: Judge Dottie Paek says the ads were “gor-
geous” and squarely hit their target buyer. “They captured
their audience — the Ivana Trumps of the world.”
YOUR TAKE: The decision to include print in an overall
campaign needs to be made strategically after analyzing
your potential audiences. The Apthorp buyer, the team de-
cided, would best be reached in a highly visual campaign in
newspapers and magazines that target luxury consumers.

Best Interior Merchandising of a
Model Under $500,000

Mariner at Love Creek, Lewes, Del.

Builder: Schell Brothers, Rehoboth Beach, Del.

Interior designer: Joni Hitchens, Echelon Interiors, Rehoboth Beach, Del.

Best Print Campaign
The Apthorp, New York
Ad Agency: Sherman Advertising Associates, New York

licralsjffilgunn,
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ith a client base that’s half year-round residents
Wand half vacation-home owners, interior design-

er Joni Hitchens had to present an aesthetic that
looked like a vacation getaway, but felt like home. She did it
by blending traditional pieces in vibrant blues and greens,
which were inspired by the community’s beach location.

“Most of my clients are bringing some pieces from home,”

she explains. “They’ll use what they have, and maybe get a
new sofa. We wanted them to be able to visualize their an-
tique table if they put lime-green chairs with it.”
WHY IT WON: “It was more reminiscent of a home-y feel
than an artificial model feel,” judge Dottie Paek says.
YOUR TAKE: Designers can over-merchandise to the point
that customers can’t visualize how their own pieces would look
in a home. If it doesn't feel lived in, people get turned off.

12 Tips for Marketing Your Homes

Web sites

1. Have plenty of photos on your site. Photo galleries are
always the most-visited pages. Provide elevations and floor plans.

2. Include a registration button on every page. Make it
simple for prospective buyers to sign up for an interest list.

3. Shoot video testimonials for your site. Create a You-
Tube channel for them.

Model merchandising

4. Don't forget to add some color. Color can create a very
emotional memory point, and is the cheapest accessory out there.

5. Pay attention to outside living areas. They'’re popular,
yet many builders dow't merchandise front porches or back yards.

6. Make the bed the focal point in bedrooms. It has to
feel comfortable, warm and inviting.

Sales centers

7. Build what you are selling. The look and feel of the sales
center should replicate what you're selling as closely as possible.

8. Put your sales team in charge of traffic flow. Keep
people from walking past the reception desk to the presentation area.

9. Have the closing offices visible to prospects. The offices
need doors for privacy, but windows so prospects can see activity.

Print campaigns

10. The bigger the ad, the better the impact. For fractional
ads, request the upper right-hand position, where the eye goes first.

11. Don't try to tell your entire story in one ad. Use your
Web site to fill in the details.

12. Create a sense of urgency. For example, the Apthorp’s
ads emphasized the rare opportunity to buy a historic home.

Professional Builder / March 2010
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The COMFORT FOAM® closed-cell spray polyurethane foam
insulation material combines superior insulation and air barrier
performance in a single application. Maximize comfort and
energy efficiency for your customer.

1.888.900.FOAM ﬂ — BASF

www.basf-pfe.com e spinfo@basf.com Bailder 4 The Chemical Company

COMFORT FOAM® is a registered trademark of BASF Corporation. For more info, go to HousingZone.com/PBinfo and enter # 29391-16



NOTHING SELLS A
HOME FASTER than adding
ffective, energy-efficient insulation
and \&eatherization products. That's what
when you add Dow Building
Solutions to your team. Our broad
portfolio of energy-efficient sheathing,

h sewraps, spray foam insulation and
essories is backed by 65+ years of

’,. g science experience and industry
W edge. It's building performance
an measure — in lower utility bills
E) -« meowners, fewer call backs and
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d out how Dow Building Solutions
elp you reach your goal for
J-lasting energy efficiency at

W.insulateyourhome.com or call
6-583-BLUE (2583).
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Dow

www.insulateyourhome.com

www.dowsis.com

THE HARDEST WORKING
TEAM IN THE BUILDING
INDUSTRY

©M Trademark of The Dow Chemical Company (“Dow") or an affiliated company of Dow
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Practice Makes Perfect

Sales training can have many benefits for a home builder, both tangible and intangible,
yet many builders can't or won't make the investment. Four leading trainers explain why

their services are crucial.

By Susan Bady, Senior Editor

raining — or rather the lack of it — is

I a big issue in new-home sales. Builders
either don’t do enough training or they

have no training budget. There are exceptions,
of course, but many salespeople aren’t trained

to consistently build traffic, connect with and
educate customers, and close sales. Conse-

quently, turnover in the profession is high.
Builders who don’t recognize the value of
sales training are missing the boat, because lost
sales cost them a lot more than hiring a sales
coach. We asked four of the industry’s leading
trainers to identify key selling problems that can
be overcome with the right training program.

PO e e e e e e e e e e e e e e e e e e e e e e e
Learn to Sell With Financing

The biggest deficiency of new-home sales-
people, says Tom Richey, is that they're not
trained to sell and close with financing. He
ought to know: the CEO of Houston-based
Richey Resources has been working with
builders and their salespeople for 53 years.

“If [builders] would take a minuscule
portion of the profit they lose and train
their salespeople in how to sell with financ-
ing, they would be way ahead of the game,”
says Richey. “It’s not the price of the home
that matters — it’s how much home one
can own for how little per month.”

Don’t rely on your lender to do this train-
ing, Richey warns. Lenders will merely
hand over their latest menu of mortgage
products without educating salespeople
in the nuances of different loan types and
sources, credit, ratios, federal tax implica-
tions, and so on.

“Builders and realtors say, ‘I don’t want my salespeople talking about financing; it’s

going to get me in trouble.” That will drive a potential customer across the street to a

competitor who does know about financing.”

5 REASONS
TO INVEST
IN SALES
TRAINING

1. Salespeople will learn
how to connect with
buyers emotionally and
find out not just what
they’re looking for, but
why.

2. Sales managers will
spend less time at their
desks and more time in
the field coaching and
motivating their people.
3. Turnover in the sales
staff will decrease.

4. Salespeople will learn
how to follow up with
prospects and generate
traffic and networking
opportunities.

5. Salespeople will learn
to close confidently and
without pressuring the
buyer.

7
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NURTURE CUSTOMER RELATIONSHIPS

ROBERT AUGUST, president of S. Robert August & Co., Cen- ¥
tennial, Colo., is a firm believer in teaching the critical path:
meeting and greeting, qualifying the buyer, demonstrating

the product, handling concerns, closing and followup.

“Followup has always been very difficult, and most
salespeople give up,” says August. “We train everyone in
the use of social media. They must respond to an online
inquiry within five minutes or the buyer is going to go
elsewhere. After an on-site visit, they have to follow up
with prospects within two hours.”

Follow-through is just as important. The salesperson should be present at meetings with the buyer and mort-
gage broker or banker to address any concerns the buyer might have, thereby reinforcing their relationship.

August says “relationship selling” is often misunderstood. Being nice to customers is fine, but that alone doesn’t
lead to sales. “If you don’t continue closing that buyer and asking for the order and following up, the buyer will
most often go somewhere else.”

He urges builders to view sales training as an ongoing process, not an event. “Salespeople need to put whatever
they learn into use every day,” he says. “They should be held accountable for reviewing course material with their
peers in the company. That will help them build their self-esteem and stay motivated.”

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
Get Inside Their Heads

After marriage/divorce and life and death, buying a home is the third most emotional decision
we make, says Jason Forrest, president of Shore Forrest Sales Strategies in Fort Worth, Texas.
Once the federal tax-credit program ends, builders are going to have to learn to sell emotionally.
That means getting to a much deeper level of understanding than salespeople typically achieve.

Forrest says salespeople have to be prepared for customers to say no, and all the emotional
reasons they don't want to buy — the fear and worry. “They have to ask themselves why the
customer’s life will improve if they purchase a home. If they can’t answer that question,
there’s no way [the customer is] going to buy.”

In his opinion, only about half of salespeople go beyond the “what” level. If a customer is
looking for a four-bedroom, two-bath home with a game room, the salesperson should ask, “I'm
curious: Why are you looking for a four-bedroom house? Why do you need the game room?”

The worst thing a salesperson can do is
send prospective buyers off by themselves to
tour model homes. “The model is an interac-
tive interview,” Forrest says. “It’s the greatest
prop you could possibly have to help under-
stand how they’re going to live in the home
emotionally. If you don’t know what [custom-
ers] are thinking and what they’re telling
their spouses when you're not around, you
can't help solve their problem.”

Help Solve the
Buyer's Housing
Problem

What concerns Jon
Fogg most is that
salespeople are very
product-centered, ask-
ing such questions as
“What size home are
you looking for?”

The people walking
into your sales office
are there because
there’s something
going on in their lives
that’s causing the need
to move, says Fogg, a

partner with The Berke

Group in Atlanta. Dis-
covering the underly-
ing reasons takes time,
patience, followup and
the ability to interview.
Fogg says salespeople
spend an average of five
minutes with a custom-
er during the first visit.
Yet customers are will-
ing to spend up to three
hours with a salesper-
son who engages them.
“We teach strategies to
engage customers for a
longer period of time.”

Professional Builder / March 2010
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Mastic Home Exteriors offers everything you need to realize a beautiful,
low-maintenance home exterior — vinyl siding and accessories, trim, metal,
rainware, designer accents and Ply Gem Stone — all with just one call.
Simplify your processes and access everything you need without having to
compromise your vision — or your budget. Choose Mastic Home Exteriors.
This is The Exterior Solution™. To learn more, visit BuildWithMastic.com MASTIC

HOME EXTERIORS
or call 1-800-962-6973. by PLY GEM

iy 74 PLY GEM

Stone Veneer Fence+Rail Designer Accents 'plygem.com

For more info, go to HousingZone.com/PBinfo and enter # 29391-18



Build your business

by realizing homeowners’ dreams & INAPCO

VINYL & METAL EXTERIOR PRODUCTS

by PLY GEM

Whether your next project is a simple remodel or whole new development, NAPCO offers the quailty vinyl and
aluminum exterior building products you need to make homeowners happy and to build your business. Products
like American Essence™ insulated siding, Cedar Select® shingle and round cuts, coordinating accessories and
rainware. And many NAPCO products are NAHB Green Approved to help you meet sustainability goals. Find out
more at www.napcoproducts.com today.
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[ INFILL HOUSING ]

GAP|

Many builders have discovered that infill
sites are a viable way to deliver new homes
in great locations with infrastructure
already in place. Here are five success

Stories. sy Lisa skolnik, Contributing Editor

The residential real estate market has changed dramatically in the
last few years, and it is a shift that many believe is here to stay. Gone is
the day when people wanted large lots and many rooms. Upkeep and
utility costs have made larger homes of every ilk undesirable.

Ironically, infill — long a term with a bit of a negative nuance in the
development world — is now a viable and popular way to fulfill needs
and wants — especially since density, a byproduct of the practice, is a de-
sirable and essential tool to increase the vibrancy and sustainability of an
area. It can rebuild or reposition a community by renewing it economi-
cally, and benefit new residents by allowing them to live close to estab-
lished resources, which ostensibly saves them transit time and money
spent on cars and gas.

But perhaps most significantly, infill is a vibrant and viable way to give
people what they want, not more of what they already have. Here’s how
it has been done in five successful projects around the country.

2
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Five Trends in Infill Design

1. Exterior designs that reflect the
architecture surrounding the project
(industrial, historic, etc.)

2. Sustainable practices and materials

3. Upscale amenity packages

4. Loft-style interiors

5. Touches of luxury, even in lower-

priced devéopments

\ Pl
—
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RENOWNED
LANDSCAPE
ARCHITECT Mark
Tessier redesigned
this interior
courtyard (left) to
give it a resort-like
demeanor. Some
units feature rough-
hewn wood columns
and exposed
ductwork (right).
Photos: Laure Joliet

www.HousingZone.com/PB

Semi-Extreme
Makeover

hallenging times call for creative measures, and

CityView, the Los Angeles-based urban development

asset firm founded by former HUD Secretary Henry
Cisneros, has always been innovative. “Our mission is to pro-
vide outstanding, value-priced workforce housing in urban
areas,” says Devang Shah, a vice president at CityView. So
when the real estate market went south as they were finish-
ing WestEnd, a project in the up-and-coming Marina Arts
District in Marina del Rey, Calif., CityView moved swiftly
to make sure the infill development would not only survive
but thrive. With loft-style flats, townhomes and penthouses
ranging from 7700 to over 2,000 square feet, the 119-unit
project featured an unusual mix of residences in an area
near the ocean that lacked desirable housing, says Shah.
With buyers hard hit by the recession, CityView’s develop-
ment partner “wanted to turn the units into rentals and wait
five years for the market to turn around,” he says. Instead,
CityView bought out the original developer and brought in
The Kor Group, a Los Angeles firm known for its creative de-
sign- and amenity-focused approach to luxury hotels, resorts
and residential enclaves.

“The project was 95 percent complete and had great finish-
es on the inside, but was aesthetically generic and insignifi-
cant on the outside. That's where it needed to be more dra-
matic, warm and inviting,” says Tripp DuBois, Kor Group’s
vice president of sales and marketing.

An entry that looked like a docking station due to fire regu-
lations was given handsome sculptural steel gates. The battle-
ship gray facade was repainted in two hues (charcoal and misty
white). When the project debuted in July 2009, units ranged
from the low $300,000s to the low $800,000s — lower than
originally intended. “We priced it for today’s market,” says
Shah. More than 40 units sold in less than 40 days and only

21 remained at press time.
/ L e \
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Amped-Up Classics

hen demand is high, a prod-

uct sells. Thus a developer’s

task is to figure out how to
deliver homes that give customers ex-
actly what they want. That’s certainly
true in Silicon Valley, where buyers are
challenged by a lack of product rather
than compromised budgets. “There’s
very little new housing there because
most of the open space is protected,”

Homes at Classics at Miramonte reference archi-

tectural styles, such as Shingle and Craftsman, that

were popular in California in the 1920s and 1930s.
Photo: Christopher Mayer
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explains architect John Thatch, a prin-
cipal of Dahlin Group Architecture
Planning in Pleasanton, Calif.

So when Classic Communities, a Palo
Alto, Calif.-based developer, snagged a
prime 6.75-acre parcel in Mountain View
within walking distance of downtown and
a neighborhood park, populating it with
pretty, character-rich houses targeted to
the area’s flush, style-conscious tech pro-

fessionals with growing families seemed
like a no-brainer. The developer and ar-
chitect planned a community of 58 single-
family homes called Classics at Miramonte,
featuring homes ranging from 1,653 to
2,650 square feet.

While the homes have state-of-the-art,
airy, luxuriously appointed, open-plan in-
teriors, the exteriors are detailed in nine
different architectural styles that were
popular in California during an earlier,
more visually romantic era: the 1920s
and 1930s. Buyers can choose from such
styles as Shingle, Craftsman, Mediterra-
nean and English Country, guaranteeing
that the community “would be diverse
and not resemble a development,” says
Thatch.

But nothing is ever as easy as it
seems. The economy tanked, causing
everyone to exercise caution and make
cutbacks wherever possible, and resi-
dents of the neighboring community
to the south of the site, a development
of historic Joseph Eichler homes, raised
a stink. “They didn’t want people look-
ing down from second stories into their
backyards,” explains Thatch.

Dahlin came up with a land plan that
sited the largest homes on the parcel’s
south side, with increased setbacks
and windows that faced sideways or
looked into interior courtyards to re-
spect the Eichler development. Besides
Energy Star appliances, the homes are
also prepped with wiring for solar en-
ergy systems, should owners choose
to add them later. The community is
GreenPoint Rated, a program of Build
it Green.

Prices were set at $950,000 to $1.65
million, and the project came to mar-
ket in the last quarter of 2008, “when
things were really ugly,” says Scott
Ward, vice president of Classic Com-
munities. “But a single-family subdi-
vision in a preferred neighborhood
in the heart of Silicon Valley is a rare
commodity.”

That explains why 14 homes sold in
the project’s first three weeks on the
market, and just 13 remain to date.

www.HousingZone.com/PB



Island Beauty

ike a jaunty green mini-Cooper in
La horde of staid gray sedans, LOFT
@ Waikiki, a low-rise condomin-
ium development a few blocks from its
namesake Hawaii beach, stands out in
the crowd of mid- and high-rises that sur-
round it. While its taller neighbors sport
lackluster details and hard-edged facades,
LOFT boasts a “tiled” spruce-green roof;
rich salmon and sand “stucco” stepped-
back walls; French doors topped with
fan-shaped hopper windows; picturesque
lanais; and a circle of lush palms that play
to the verdant roof. These features give it
a decidedly Mediterranean demeanor.
But there is nothing traditional or
quaint about the project behind the exte-
rior. “This is Hawaif's first multifamily loft
building,” says Don Huang, principal of
Honolulu’s Collaborative Seven Architects
and the project’s developer. The roof and
stucco fagade are actually tile-formed met-
al and synthetic EIFS board. And its char-
ismatic looks and other features — such
as open-plan, soft-loft layouts; soaring and
often vaulted ceilings that vary from 12
to 22 feet high; profuse built-in storage;
luxury appliances and finishes; and two
oversized parking spaces per unit — have
allowed it to sell well at its original market
rate, despite the tough economy. “There’s

THE LOFT @ WAIKIKI looks
mediterranean on the outside,
but the interiors are loft-like and
contemporary. Its charismatic
looks and features such as open-
plan, soft-loft layouts and soaring
ceilings have allowed it to sell
well at its original market rate,
despite the tough economy.
Photos: Kahi Nani

simply nothing else like it on the market

here,” maintains Huang.

Out of 33 two- and three-bedroom lofts
ranging from 1,050 to 1,400 square feet,
all with 1o00-square-foot lanais and priced
from $600,000 to $950,000 for duplex
penthouses, only three are left.

In concept and execution, the proj-
ect is remarkably innovative for densely
built Waikiki, and is also part of the city’s
$1 billion redevelopment of the beach-
side neighborhood. Huang acquired the
30,000-square-foot site by piecing togeth-
er six properties. Building codes dictated
a project on that site could only occupy
half that space and total 52,000 square
feet. Instead of doing a tall, thin high-rise,
Huang opted for a low-rise development
with a podium design on a concrete-pile
foundation. This enabled him to produce
a vernacular, and more spacious, “two-
plus-four” (two parking floors topped by
four residential floors). It also allowed
for higher ceilings, which gave individual
lofts more built-in storage thanks to taller
walls, and extra-large parking spaces be-
low grade.

Best of all, says Huang, “We were able
to use a telescope crane instead of a tower
crane, which cut construction costs by
about 25 percent.”

GP
Georgia-Pacific
Wood Products
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Stabilized Weather-Resistant Wood
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Simple Desert Modern

hen Mies van der Rohe

preached, “God is in the de-

tails,” he surely never imag-
ined his missive would be put into prac-
tice in an affordably priced project located
in 21st-century downtown Phoenix. But at
Portland 38, a community of 38 tri-level
townhomes on a 70,000-square-foot site,
JAG Development’s principal Allan Gut-
kin can tick off a list of surprisingly luxu-
rious details that make the Modernist-in-
spired homes exceptional, especially given
price points that range from $159,000 to
$230,000 per unit.

Each of the one- and two-bedroom
townhomes, which range from 1,275 to
1,620 square feet, boasts a private one-
car garage, back patio and yard on the ex-
terior, and 16-foot-high exposed Douglas
fir ceilings (detailed with hefty matching
beams and tony appliances and finishes)
on the interior. But the exceptional fea-
tures that give the project an edge, and
ironically come from two local purvey-
ors, are the lustrous rolling coil alumi-
num garage doors and the sleek, cus-
tom metal-rimmed windows. Both were
splurges. “The garage doors were almost
$3,000 a pop and the windows are very
high-end,” says Gutkin. “We used them
because the architecture is so minimal

that we wanted to make a statement with
the materials.” They are also in keeping
with a building philosophy that is dedi-
cated to giving “all of our projects long-
lasting construction values.”

The “desert modern” design is sure
to endure, since it comes from award-
winning, MIT- and Harvard University-
educated architect Michael Underhill,
who started his career in the office of
famed 20oth-century designers Charles
and Ray Eames and is also a professor
at Arizona State University’s School of
Architecture.

The developer and architect have also
imbued the project, sited in a revital-
ized area of the city with easy access to
public transit and services, with a host
of features that play to sustainability and
lifestyle. Among the former are Energy
Star-rated appliances, high-efficiency
heating and cooling systems and struc-
tural configurations that maximize pas-
sive solar heating and cooling. The latter
include a substantial common area with
a bold decorative demeanor plus a swim-
ming pool, community grills and dining
tables, and a reflection garden.

Since coming to market last fall, 18
units have been sold and six are rented,
leaving 14 more to be sold.

Wood:é'roducts

AFFORDABLE TOWNHOMES in an up-and-coming
area of downtown Phoenix sport a “desert modern”
design and luxurious details, such as high-end
garage doors and windows. Price points range from
$159,000 to $230,000 per unit.

Photos: Baxter Imaging

fod
o
=
Q2
=
(]
©
£
8
2
[}
o3
0}
2
o
(9]
7]
fo=
@
.0
=
o
>
a
o
[}
=
2
o
)
X
=
<
=
(5]
°
©
=
1)
ot
©
o
s}
0
=
=
]
©
o
0,
=)
=3
<]
o)
(0]
(0]
<
=
°
(=
©
o
1<
4
©
=
[}
Jo}
(]
i
S
=)
3
=
®
s
=}
17}
o
=
=
()
<
=

k]
5]
=
@
@
J
[2]

2

IS

2
£

<

o

=

=

44}
©
>

S
o

o

o
1<)

2

L2

=
3]
©

%

o)
2
<]
o)

]

=)

=

o

4

)

w
=

For more info, go to HousingZone.com/PBinfo and enter # 29391-21




¢¢ \We want residents

S mart to feel that a

home here is an

U e b an investment in their

quality of living — one

I_ iVi ng that not only

enriches their lifestyles,

In Byers Place homes, Arcadia chose to

heat exclusively with Rinnai products, but also meets their
including Rinnai's Direct Vent Wall :

Furnace, Hydronic Air Handler and de5|re for

Intelligent Indoor Fireplace. With zone b))

heating, homeowners are able to control susta | nab| | |ty

the temperature in each area to match
their individual lifestyle.

In a typical two-story Byers Place home,

Arcadia specified:

* aRinnai ES22 (RHFE556) Direct Vent
Wall Furnace for the basement level;

* aRinnai RHFE750 Fireplace and ES22
(RHFE556) Wall Furnace on the main
level; and

* aRinnai Hydronic Air Handler and
R94LS Tankless Water Heater on
the upper level.

Mark Bethel, Builder
Byers Place Homes
Arcadia Properties

Learn more about the Rinnai green
advantages for you and your customers.

7.
f f
GET REAL ENERGY EFFICIENT NOW
WITH RINNAI[I™

Builder
VA

Z Ri i
© 2010 Rinnai America Corporation | www.rinnai.us | 1-800-624-9419 al
For more info, go to HousingZone.com/PBinfo and enter # 29391-22 ®
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Taking the LEED

-

HYACINTH PLACE was designed to be both sustainable and affordable for teachers, nurses and others

working in the affluent Chicago suburb of Highland Park. Photo: 2009 Copyright Howard N. Kaplan Photography

uilding green takes bucks. State-of-
B the-art features such as geo-thermal

heating and cooling, wind turbines,
an energy-efficient building envelope, En-
ergy Star appliances, non-toxic finishes
and renewable flooring can cost more
than their non-sustainable counterparts.
Factor in the cost constraints of LEED cer-
tification, with its precise building require-
ments, and a strategically located site and
it can be daunting to build a project that is
both sustainable and affordable.

This hit home with officials in Highland
Park, an affluent suburb on Chicago’s North
Shore. In 2008, the suburb’s estimated
median house/condo value was more than
twice that of the rest of the state at $573,772.
Thanks to a shortage of workforce housing
for low- to moderate-income households,
Highland Park’s housing commission put
an award-winning affordable housing pro-
gram in place in 2001, and in recent years
resolved to make sustainability a focus of
that effort. And when Highland Park do-
nated land worth in excess of $430,000,
and located just a half-block from a train
station, to the Highland Park Illinois Com-
munity Land Trust (HPICLT), it became vi-

able to undertake a project that fulfilled this
goal in a big way.

Brinshore Development and Housing
Opportunity Development Corp., both in
neighboring Northbrook, Ill., teamed up
on the project, which was named Hyacinth
Place with respect to its location and green
features. The 10 handsome, contemporary
townhomes and four rental units also fea-
ture reflective roofing materials, daylight-
ing, and photo-catalytic permeable pavers
— anew product that neutralizes the gases
that cause smog and acid rain while also
conserving the water table.

Thanks to its innovative design and
range of sustainable features, Hyacinth
Place became one of the first affordable
housing projects to attain LEED for Homes
Gold certification in Illinois.

The for-sale townhouses were priced at
$165,000 or $239,000, depending on a
purchaser’s qualifying Area Median In-
come (AMI) levels, and the four rental
units were priced to lease to households
at or below 6o percent of AMI. The proj-
ect came on the market in the first quar-
ter of 2009 and sold out as quickly as the
buyers could secure financing. PB
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The American Sustainability
Initiative aims to sell 12,000
homes in 15 states by the
end of 2011, If it succeeds,
traditional building methods
could become a thing of the
past.

By Susan Bady, Senior Editor

[ AFFORDABLE GREEN HOMES |

GAME

ith apologies to John Mayer, Charlie Kamps isn’t waiting for the
Wworld to change. He’s forging ahead with an ambitious project that

will put affordable, sustainable homes within the reach of large
numbers of Americans — and could also change the way homes are built and
delivered to the marketplace.

Kamps is the visionary behind the American Sustainability Initiative
(AmeriSus), a consortium of nationally recognized companies such as Cer-
tainTeed, Shaw, ProBuild, Whirlpool, Federal Express and IKEA. BartonPart-
ners Architects Planners in Norristown, Pa., is supplying the designs. The
concept is reminiscent of the Sears mail-order homes of the early 20th cen-
tury: pre-designed, pre-engineered homes in kit form, delivered to the job
site for assembly. By the end of next year, AmeriSus hopes to sell 12,000 new
homes. The initial offering will be available in 15 states from the Mid-Atlan-
tic through the central Midwest. By 2011, AmeriSus expects to be
delivering homes throughout the continental United States.

Professional Builder / March 2010
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CHANGER

What's different about AmeriSus is
that developers, builders (and eventually
home buyers) will order the components
online and theyll be delivered sequen-
tially. Synchronized flow, also known as
just-in-time delivery, allows for rapid as-
sembly without many of the redundant ]
tasks, waste and inefficiency of conven-
tional construction processes.

Another difference is that the homes
utilize energy-efficient building practices
that encompass the building envelope,
HVAC system, appliances and lighting.
AmeriSus homes can either be certified
by LEED or the NAHB National Green

www.HousingZone.com/PB
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MASTER
BEDROOM

38-4 12"

BEDROOM #2
R — T E

WITH THEIR FIRST-FLOOR master suites, EasyLiving
homes are designed for aging in place. The second

floor is ideal for guests or college students returning
to the nest. Shown opposite page, left is the 24-foot-
wide Contemporary elevation.

THE 24-FOOT-WIDE Family model (opposite page, right)
has three bedrooms, 2/ baths and an open main level

with kitchen, great room and laundry room.
THE STARTER HOME (left) is designed for singles and
couples. The 16-foot-wide model is shown with a

Traditional elevation.

THE 16-FOOT STARTER HOME (plans above) packs a
lot into a narrow footprint: home office on the first floor,
front and rear entrances and two bedrooms upstairs.
Renderings courtesy of BartonPartners Architects Planners
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[ AFFORDABLE GREEN HOMES |

Building Program. With sales prices ranging from $200,000
to $260,000 (depending on square footage and including
land), they’re also affordable.

“Our agenda has been, from day one, to put in place
homes that the average person can afford to buy and own
without long-term damage to the household budget,” says
Kamps. “Because they’re smaller, they're super-efficient and
simple to put together.”

Ready to build
In addition to being the managing director of AmeriSus,
Kamps is a builder and developer who owns a company called
Transactionable Property Solutions (TPS), based in Penns
Park, Pa. TPS specializes in brownfields and distressed, im-
paired and underutilized properties. “Early on it was prob-
ably more commercial and retail, but in the last eight to 10
years a large part of it has been residential and mixed-use,”
he says. Before he started TPS, Kamps spent years building
chemical plants and refineries around the world. He is an
industrial engineer by education.

That engineering experience was put to good use as
Kamps and his team began formulating the AmeriSus con-
cept two years ago. “We asked ourselves, ‘How can we cut
out the waste in materials and labor and time, and reinvest
it back into the house so that we end up with something that
has higher quality and better value?””

The AmeriSus team looked at every step in the home-
building process, questioning why and how it was done.
Then they developed the Ready Build System™, a propri-
etary, computerized online building tool that

e SN

A RESIDENTIAL NEIGHBORHOOD filled
with single-family AmeriSus homes
might look something like this.

prefabricated, structural insulated panels (SIPs), air and
moisture barriers, high-efficiency windows and air-lock vesti-
bules at front and rear doors. High-efficiency HVAC systems
are zoned for comfort and utilize new advances in heating
and cooling technology. Other features include natural ma-
terials, low-VOC paints and sealants, Energy Star appliances
and lighting fixtures, and high-efficiency hot water systems.
Home buyers can add such options as roof-mounted solar
panels and radiant floor heating as well as an Apple-man-
aged home automation/computing system.

Another AmeriSus partner, Wells Fargo, is offering green
mortgages, savings and investment accounts and discount-
ed auto, life and homeowners insurance. IKEA will supply
cabinets and other kitchen components, as well as wardrobe
units. Whirlpool is offering a full line of Energy Star prod-
ucts, including laundry, cooking, refrigeration

takes the 2,000-plus parts of a house, puts
them in order of assembly, allows for prod-
uct/material selection and brings national
logistics and pricing to builders around the
country.

Here’s how it works: Builders select the
home they want and configure styles and
options. Land, site improvements and infra-
structure become builder add-ons. Once the
model, design and options are selected, ba-
sic pricing is set. After permits and builder
financing are in place, the system automati-
cally orders all the components needed for
the selected design package, and suppliers
fill the orders and sequentially ship materials
to the job site. Federal Express is the Ameri-
Sus logistics partner that gets the right parts
to the right job on time, every day.

Kamps says the utility bill for an Ameri-
Sus home is 30 percent that of a comparably
priced, conventionally built home, and the
very affordable energy options will create
the largest installed base of net-zero-energy
homes nationwide. The homes are built with

Professional Builder / March 2010

AMERISUS
PARTNERS

EDITOR’S NOTE: THIS LIST
includes only the nationally
known companies that were
participating in the consortium
at press time. At least 20 other
suppliers are also members.
Apple

BASF

CertainTeed

Federal Express

FLOR

IKEA

Insulspan

Jeld-Wen

Kohler

Panasonic

ProBuild

Shaw

Velocity Plus

Wells Fargo

Whirlpool Corp.

and dishwashers, says Mitchell Isert, director
of Whirlpool’s North Atlantic contract division.
The appliances will be delivered just before
the house closes. “We're very excited about
the AmeriSus concept — how they’re going to
go to market with it and work with our brands
and products from a green perspective,” Isert
says. “It’s a visionary process that will be great
for the industry.”

Kamps sees yet another way in which the
initiative will benefit Americans. “Every time
you build a house you're putting 50 people to
work — plumbers, electricians, carpenters,
framers ... all local people. If we can achieve a
major portion of our goal, my numbers show
it equates to putting about 200,000 people to
work, split about half and half between con-
struction sites and the factories that make the
washing machines, shingles, doors — every-
thing including the kitchen sink.”

According to AmeriSus calculations (which
are third-party verified), total builder costs are
reduced by 5 to 10 percent and the schedule is
cut nearly in half. Builders can achieve a re-

www.HousingZone.com/PB
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MY FAMILY LOVES
PRODUCTS THAT
LOVE US BACK.

It feels good knowing my home is insulated with EcoBatt®
Insulation from Knauf. Like a hug I'm giving my family every
second we spend here. It keeps my home comfortable,
reduces my energy bills and helps protect our planet.

EcoBatt Insulation is made with recycled bottles, sand and
ECOSE® Technology which is based on rapidly-renewable
bio-based materials instead of phenol, formaldehyde or
acrylics you find in other fiber glass insulation products.

My family deserves the best. And that includes my best
effort to protect the planet we live on.

with ECOSE

TECHNOLOGY

For more information call (800) 825-4434 ext. 8300

or visit us online at www.knaufinsulation.us
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turn that is twice that of a traditionally built project. “To be
more specific, where a builder is experiencing an & percent
return he can now experience a 17 to 19 percent return,” says
Kamps, emphasizing that these numbers don’t include land
or site development. For example, on a 1oo-unit development,
a builder could save $1 to $2 million, “which all goes directly
to the bottom line.”

Another benefit is that many upfront costs (such as archi-
tectural and engineering) are spread out over the life of the
build cycle, further lessening the burden a builder incurs
early on in a project. “Unlike typical homes with architectural
and construction drawings, we're providing something that
is probably four times as detailed and literally becomes an
assembly manual,” says Kamps.

Of course, the 500-pound gorilla in the room is construc-
tion financing, but Kamps isn't letting this obstacle slow him
down. “I believe there’s going to be a change in the way the
government interacts with the banking system, and that there
will be a freeing up of money to help create real jobs,” he says.
“For the very near term, I think we’re going to see smaller-
scale projects going forward in areas where there’s local pri-
vate investment.”

The design portfolio

The AmeriSus portfolio currently consists of 20 different
designs, including Starter, Family and EasyLiving homes.
Starter and EasyLiving homes are available in 16- and 24-
foot widths; Family homes are offered in 14-, 16- and 24-foot
widths. Square footages range from 1,100 to 1,800. EasyLiv-
ing homes have first-floor master suites and can meet acces-
sibility requirements when built slab-on-grade. All are offered
with a choice of three elevations — Contemporary, Modern
and Traditional — in slab, crawl-space or full-basement con-
figurations. The Family model is currently the only one avail-
able for configuration as a 14-foot townhome.

Excluding labor, the 24-foot Family model costs about $40
per square foot in materials, says Tom Barton, principal of
BartonPartners. “That’s about the same as conventional con-
struction,” Barton says. “Another way to look at it is that the
price of materials for that house is about $60,000, including
all fees, architectural drawings and permit drawings — every-
thing above the foundation.”

Builders of any size can use the system. “You buy the houses

Professional Builder / March 2010

Home Construction 2010 Traditional vs. AmeriSus
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COMPARED TO TRADITIONAL home-building methods, the AmeriSus system
cuts construction costs and saves time while maximizing energy efficiency,

quality, value and profit for the builder.
Source: American Sustainability Initiative

one at a time, whether you're a big builder or a small builder.
There is some volume discount potential [ for large builders].”
Barton says there has been a lot of interest in AmeriSus from
community development corporations (CDCs), housing au-
thorities and similar groups that are doing scattered-lot proj-
ects or have an inventory of developed lots. “AmeriSus makes
it easier for them to move from lot to lot and just put down
these prototypes,” he says.

Case in point: Lomax Real Estate Partners of Chalfont, Pa.,
plans to build 25 AmeriSus townhomes in Philadelphia. At
press time, President and CEO Charles Lomax was still work-
ing with the city to assemble and entitle the land. “The biggest
impediment right now is the market,” says Lomax. “But the
size and style of the homes is exactly what it needs to be. If
[AmeriSus] can bring it all together, it will make an antiquated
system a lot more efficient.”

In addition to the Lomax project, AmeriSus has approxi-
mately 300 homes ready to build in four or five different
states. Because of the high level of interest from states not on
the original target list, “We’ve modified our approach to make
it available to those other states on a project-by-project basis
this year,” Kamps says. PB

AMERISUS
HOMES can be
configured as
14-foot-wide infill

townhomes. The
Modern elevation
is shown.
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Home builders

can offset cost
premiums for going
green by following
these best practices
from the NAHB
Research Center

By Michelle Desiderio,
Director of Green Building
Programs, NAHB Research
Center

reen home building and third-party cer-
tification have made significant gains
in the residential construction industry
over the last few years. In some locations, the
green segment of the market has thrived while
housing sales in general have slumped.
However, achieving green does not come with-
out added costs. Regardless of the green-building
rating system used, there are three categories of
costs that come with building green: construc-
tion costs, verification costs and certification fees.
These additional costs may deter builders from
considering building a green-certified home. But
there are ways to significantly reduce or elimi-
nate additional construction costs — and even
reduce typical construction and operational costs
— by examining some key areas of the construc-
tion process, eliminating any potential labor and
materials waste and increasing efficiency on site.
Through the NAHB Research Center's Na-
tional Green Building Certification Program,
we've had an opportunity to hear from a number
of builders and industry consultants about how
they have gone green and saved money in the
process. Here are some baseline considerations.

N

Know where you stand

How do the homes you build now stack up
against the green rating system you plan to fol-
low for certification. You may be closer than you
think to achieving an entry-level green certifica-
tion in your preferred program.

For certification using the NAHB National
Green Building Standard, make the free on-
line Green Scoring Tool (www.nahbgreen.org/
ScoringTool.aspx) your first stop. The tool will
score your home against the four potential lev-
els of certification (Bronze, Silver, Gold, Emer-
ald) based on the practices you currently use,
and will identify additional practices that will
improve your project’s environmental perfor-
mance. Many builders have found themselves
within five or 10 points of Bronze, which could
be achieved with a very low- or no-cost change
in one or two products they were using.

Frame the issue

If you are currently using stick-built construc-
tion to frame your homes, you may want to con-
sider using panels or trusses. These techniques
are labor- and resource-efficient, resulting in
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BY TAKING SIMPLE STEPS, like using optimized
framing techniques and efficient mechanical

duct runs, builders can offset the cost premium
for going green. Photo: www.platinumleedhome.com

less on-site waste and potentially lower la-
bor and material costs. As a bonus, fabri-
cated systems often create greater thermal
efficiency over stick frames. Wall panel-
ization also results in more precision
in the construction process, which can
make it easier to implement and control
other construction changes, such as a
transition from 2x4 to 2x6 construction.
Many green rating systems, including
the National Green Building Standard,
also award points for use of panels and
trusses, providing a win-win for your
budget and green-certified projects.

If you choose to frame on site, there
are several optimum value engineering
techniques that can save on material
and labor costs, while generating green
points at the same time. Look into op-
tions such as:

« Ladder blocking — Uses less wood;
makes more room for insulation; gets
green points

« Two-stud corners — Atleast one less
stud at each corner; allows for more ful-
ly insulated corner; gets green points

« Switch from 2x4 @ 16 inches on
center to 2x6 @ 24 o.c. — May resultin
small cost increase initially, but gets a
lot of green bang for your buck.

Another simple method for cutting
costs is to develop a cut list— a set of cut-
ting instructions and guidelines for your
field crew that ensures the material you
purchased for a particular application is
used for the intended purpose. For exam-
ple, a job might require two 8-foot-long,
2x1o-inch headers and the purchasing
manager was able to save some money
by ordering one 16-foot-long, 2xro-inch
piece of lumber that could be cut in half
and used without any waste. Without a
cut list, the field crew will likely pick up
the first 2x10 material they see — maybe
two 12-foot-long 2x10s — and cut it to fit
the immediate need, which, in this case,

would result in 4 feet cut off each piece
and thrown away as waste.

Don’t let your ducts run amok
Optimizing duct runs and centrally locat-
ing the mechanical room can result in
material cost savings and increased en-
ergy efficiency. Be sure not to have more
ducts or longer duct runs than are needed
in any part of the house. In addition, make
sure that your HVAC contractor is using
Manual | or D calculations to design the
most efficient placement of ducts.

Using a central return also reduces
material costs and, in combination with
transfer grilles in spaces like bedrooms
where doors may be frequently closed,
is a simple system that can provide ad-
equate circulation and cost savings to
both you and your buyer.

Placing all HVAC equipment, includ-
ing ducts, in conditioned space within
the home is also a smart move. In addi-
tion to creating significant energy sav-
ings and earning green points, this prac-
tice may also allow you to spec smaller,
less-expensive HVAC equipment and
limit or eliminate the need for additional
insulation for the duct system.

Bigger is not always better

If you are already building energy-efficient
homes or plan to increase the energy ef-
ficiency of your plans as you embark on
green construction, don't be surprised if
the HVAC equipment you are currently
using is larger and more costly than you
need. A tighter, more efficient building
envelope significantly reduces the HVAC
burden for the home, as less conditioned
air is leaking out and less unwanted un-
conditioned air from outside is leaking in.

Water pipes everywhere

When designing the plumbing system,
look for efficiencies in both labor and
material. Consider employing a stacked
approach, where rooms that require
plumbing runs are aligned so that less
piping is required. In addition, consider
PEX piping over more traditional ma-
terials. While PEX comes with a slight
first-cost premium, it does not require

pipe cuts or joints, reducing material
and labor costs. Finally, consider cen-
trally locating your water heater to re-
duce the length of piping runs.

Quality assurance is key

In many respects, a green certification
program can also help boost the overall
quality of the homes you build, and the re-
sidual customer satisfaction. Regardless of
the material or design, having an explicit
underlying quality assurance plan in place
is always going to be a cost-saver. Quality
assurance takes a holistic look at practices
throughout your business and helps you
determine where there are inefficiencies
and how you can remedy them.

Consider the cost of a callback. How
much does it really cost your company to
have to call a tradesperson back to a jobsite
to repair or replace something? Couldn’t
you or your superintendent be doing
something that would generate revenue
rather than costing you money to attend
to callbacks? And what about getting a red
tag from a building inspector? Doesn’t
that waste valuable time and money for
your company? Wouldn't it save you pre-
cious resources to eliminate callbacks and
red tags altogether by making sure things
are done right the first time, every time?

While there are numerous ways to in-
crease the quality assurance quotient on
your jobsites, one prime area to focus on is
the scheduling of trades and creating job-
ready conditions for each crew that comes
to the site. If the work of each trade crew is
not done correctly and in the right order, it
results in numerous dry runs and re-dos
— all of which correlate to real costs. Sit
down with your trade crew supervisors
to determine what needs to be done, and
with what precision/tolerance, before their
crew can completely do its job. Then be
sure to write what constitutes a complete
job, ready to turn over to the next crew, in
the scope of work you create for each trade
group. These simple steps can shave days
off the production schedule. PB

For more information on National
Green Building Certification and scoring
a home to the National Green Building
Standard, visit www.NAHBGreen.org.

o
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[ DECKING & PATIO PRODUCTS ]

The Great
Outdoors

— Advantage
Vantage

Made in two new colors — wal-
nut and tigerwood — the deck
planks in MoistureShield’s
Vantage Collection are 1% by
6 inches and are embossed
with a realistic woodgrain finish
on both sides. Contractors can
order the solid decking boards
with or without grooves to ac-
commodate hidden fastening
systems. The boards contain

a minimum 30 percent post-
consumer recycled content
and 60 percent pre-consumer
recycled content. For more
info, go to www.Housing-
Zone.com/PBinfo and enter
#252

o

E N

On the Horizon i 111

The Horizon line from Fiberon is now
available in two exotic hardwood
colors: Ipe and rosewood. Horizon
decking will continue to be available
in four solid colors, including sand,
brick, bronze and slate. Boards can
be ordered in square edge or grooved
profiles. Grooved boards allow
contractors to use the company’s
Phantom hidden fastener system. For
more info, go to www.HousingZone.
com/PBinfo and enter # 251

S
’-,-.\vﬂ

A

S Transcendent Decks

According to Trex, the trick to the Transcend line’s durability is its thick integrated shell.
Each board is protected on three sides for superior defense against severe weather,
heavy foot traffic and everyday wear and tear. Trex says the underside of each board
breathes to avoid surface separation and ensure lifelong endurance. It's backed by a
25-year, limited stain and fade warranty.

For more info, go to www.HousingZone.com/PBinfo and enter # 253

]
Deck the Halls

Universal Consumer Products’ Deckorators now offers a fully integrated railing kit com-
patible with all the company’s baluster styles. This innovative new railing system is avail-
able in powder-coated black or white and features a lifetime limited warranty. The rails
are sold in kits to make purchasing simple. Post sleeves, stair rail bracket kits, angled
brackets and matching post caps (including a solar-powered version) are also available.
For more info, go to www.HousingZone.com/PBinfo and enter # 254
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PRODUCT SOLUTIONS
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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

e easyto learn

automatic elevations e remodelers setup

e easyto use e automatic sections e kitchen & bath design
e floor plans e site plans e deck design
e 3D renderings e animations e Lite version available

materials lists

powerful roof design e import AutoCADe files

framing layouts

fast electrical layouts e links to QuickBooks®

Version 14

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

wlhe Finest in All g .:
J Arc/oitectumvl ‘Millwork; g
WGolumns, awstm d i:s”»Q

BALUSTRADES HDP
* POLYURETHANE
* FIBERGLASS

¢ POLYMER STONE

COLUMNS
© POLYURETHANE
* FIBERGLASS
©POLYMER STONE
*W00D

A\
www.columnsandbalustradestcom

HDP
NICHES

MOLDINGS *

For more info, go to HousingZone.com/PBinfo and enter # 29391-126

A beautiful
add-on

to your
projects
and your
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.

) 8 cafa
ProCIoSetls
The Professional’s Choice for Closets

877-BUY-A-PRO | ProClosets.com

For more info, go to HousingZone.com/PBinfo and enter # 29391-128

For more info, go to HousingZone.com/PBinfo and enter # 29391-127

THE BEST VALUE
IN REUSABLE
PROTECTION

e Economical padded
protection for just about any
surface

e |deal for dry and cured
hardwood, stone, tile,
counters and table tops

e Reverse wound for easy
application

e Non-porous top surface
prevents liquids from

penetrating
Prolec“ve ORDER DIRECT TODAY AND SAVE. CALL 24 HOURS.
P s 1.800.789.6633

fw‘faw Protection Sobutins

or go to www.protectiveproducts.com

For more info, go to HousingZone.com/PBinfo and enter # 29391-129

www.ProBuilder.com
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PRODUCT SOLUTIONS

FOR THE

TOUGHEST
JOBS ON

PLANET -
EARTH.

& TouGSLy

Woop GLUE |

o’

FORTHE TOUGHEST JOBS ON PLANET = et

For more info, go to HousingZone.com/PBinfo and enter # 29391-130

Your ONE-STOP

Source for Custom
Stair Products

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

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

Builder
ISVIRN]seonson

\ 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 YJRODUCTS

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

www.l eepers.com

For more info, go to HousingZone.com/PBinfo and enter # 29391-131

www.kichler.com

New Solutions. New Styles.

Lighting, Ceiling Fans,
Cabinet Lighting,
i\ Qutdoor & Landscape

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

KICHLER K

For more info, go to HousingZone.com/PBinfo and enter # 29391-132
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PRODUCT SOLUTIONS

NEW PERMEABLE CLAY PAVERSI

Stormpnww

-
Pine Hall Brick‘j \‘

earth friendly...naturally green

i Endlsh Edae@’lookfor publlc projm whereADAsurfaea

Preserve natural stormwater infiltration
through a permeable pavement system.

Genuine clay pavers - strong, durable and
colorfast.

For more info, go to HousingZone.com/PBinfo and enter # 29391-133

O VISIT
O OR

O HAVE YOU CHECKED OUT

Professional

Builder HousingZone.com agigﬂ:_com VisibleCity

Fill, bond, and laminate
PVC trlmboards'

TrimBonder““Bonding System

Fills nail holes, joints, and gaps —
quickly and permanently

Bonds and laminates PVC trimboards,
metal, and wood

Easy to use, fits standard caulking gun
GREENGUARD" Certified

Devcon

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

For your nearest dealer
call or visit:

1-800-933-8266
www.trimbonder.com

For more info, go to HousingZone.com/PBinfo and enter # 29391-134

anvisioneer-

Building Information Modeling
Software for Builders

« Detailed framing and cut lists
« Integrated with:
- iLevel® Javelin®
- MiTek® TrussFramer™
- Keymark® KeyBuilde
- 20-20 Design®

30-DAY FREE TRIAL
Experience the power of Envisioneer

' i /_ f'("- _: = res -]L
with our free trial download at: g O o ’i )

For more info, go to HousingZone.com/PBinfo and enter # 29391-135
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Bll\l Carpet Illl‘ecl.g: ,

MAINTENANCE-FREE

CUPOLAS & LOUVERS

CONCEPT4
A A7ZET WWW. NewConceptLouvers com

Every day there is a reason to visit.

’€;15hnunus

“Package?
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numbercrunch

Think

about it

The percent rise in
lumber prices on
the futures market
this year, according
to the Wall Street
Journal. The sudden
and unexpected
surge could raise
construction costs
or force builders to
swallow an added

expense, writes WSJ.

5,449

The number of
residential lots in
Florida that Starwood
Land Ventures LLC
purchased last month
from bankrupt land
developer TOUSA.
Starwood paid

$81 million for the
property, and has
since sold 2,700 of the
lots to Lennar Corp.

1 0,000,000 The number

of solar energy systems that would be

installed on the rooftops of homes and businesses over the next
decade if the newly introduced 10 Million Solar Roofs and 10 Million
Gallons of Solar Water Heating Act of 2010 is passed. The legislation
would, among other things, cover up to half the cost of 10 million solar
power systems and 200,000 water heating systems.

$58 million e amountin damages awarded by a

jury to an elderly couple, who since 2000 have been battling Houston-
based Perry Homes over construction defects in their Fort Worth,
Texas, home. The builder refused to concede that defects caused
damages to the couple’s $233,730 home.

68 The percent of U.S. households that remain strongly
committed to federal support for home buyers, according a recent
survey by NAHB. In addition, 65 percent of respondents believe the
government should be doing more to keep families from losing their
homes to foreclosure.

$3,000 The maximum amount in energy-efficiency
product/service rebates homeowners will be eligible for
under President Obama’s newly launched Homestar
program, commonly known as Cash for Caulkers.

kg, wf
7z
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your buyer’s loan is our focus every
step of the way. Bank of America Home Loans® has built a reputation for attentive
service. And our mortgage loan officers are ready to help your buyers, from the first “Hello” all
the way to “Congratulations on your new home.”
¢ Straightforward products—a full range of clear and competitive home loans to meet
your buyers’ varying needs. Our loans come with the Clarity Commitment® a one-page,
easy-to-understand summary of key loan terms.
Cpnfidence—your mortgage loan officer will help educate your buyers so they can feel
"""cbnfident choosing the loan that’s right for them.

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

and committed to responsible lending, so they’ll return your buyers’ calls and answer

their questions promptly.

/

Refer your buyers today to a local Bank of America mortgage loan officer,
or call 1.800.344.9403 to find one near you.

The Clarity Commitment summary is provided as a convenience, does not serve as a substitute for a borrower’s actual loan documents, and is not a commitment to lend. Borrowers should become fully informed by
reviewing all of the loan and disclosure documentation provided. Bank of America, N.A., Member FDIC. /& Equal Housing Lender. Credit and collateral are subject to approval. Terms and conditions apply. This is not
a commitment to lend. Programs, rates, terms and conditions are subject to change without notice. © 2010 Bank of America Corporation. AR103349



Some said Andersen
400 Series windows
couldn't get

That's all
had to hear.

400 SERIES

CUSTOM SIZING

The challenge isn't just to set the standard, it's to
keep raising the bar. Once again, Andersen® 400
Series windows and doors deliver, this time with
custom sizing to fit virtually any opening. Add that
to their reputation for combining long-lasting™

performance with value, and it's no wonder builders
come back to them year after year. To learn more,
visit andersenwindows.com/400series, or contact

your Andersen dealer.
Now available in custom sizes.

i)

Andersen. M4

*Visit andersenwindows.com/warranty for details. “Andersen” and all other marks where denoted are trademarks of Andersen Corporation. © 2010 Andersen Corporation. All rights reserved.
For more info, go to HousingZone.com/PBinfo and enter # 29391-27





