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HURRY, OFFER ENDS 1/4/10.

Commercial Truck Season is your best chance to save on 
the most versatile and capable line of trucks on the road. 

Nobody sells more commercial trucks than Ford – 24 years and 
counting. See what we can do for you at commtruck.ford.com.

*Available on upfits costing $1,200 or more. Take delivery from dealer stock between 11/3/09-1/4/10. Restrictions apply. To be 
eligible for up to $375 upfit assistance, Transit Connect unit must contain a ship-thru code of 31C or 31D. Non-ship-thru orders 

are only eligible for a maximum of $200 upfit assistance on upfits costing $200 or more. See dealer for complete details.

Get up to $1,500 in upfit assistance on E-Series and F-Series 
Super Duty® chassis cabs and up to $2,000 in upfit assistance 
on F-650/F-750 chassis cabs.* Act soon to get up to $375 
in upfit assistance on Transit Connect vans, all during 
Commercial Truck Season Year-End Sell-Down. 

Go to http://builder.hotims.com for more info



www.armstrong.com/builder
Trademarks owned by AWI Licensing Company.

Our award-winning Pinnacle ServiceSM keeps makeup efforts to a minimum. 

Raise Your Expectations with:

• Cabinets shipped in 10 business days or less

• Replacement parts in 3 business days or less

• Industry-leading on time and complete shipments

Armstrong’s commitment to you also includes personalized design service,  

guaranteed measurement, and professional installation. Everything you need to 

maximize your profits without costly makeovers.

No Makeup Required.
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Make your business instantly more productive with America’s Largest Push to Talk coverage area, and you’ll also 
get America’s Most Reliable Voice Network. Plus, add Field Force Manager and you can locate field workers, 
quickly dispatch teams and log-in work hours on site. Wireless solutions constructed for your business.

Control costs, communicate with remote workers 
and access building codes from jobsites. 
Helping your crew break new ground.

Activation fee/line: $35.
IMPORTANT CONSUMER INFORMATION: Subject to Customer Agmt, Calling Plan and credit approval. Up to $175 early termination fee, and other charges. Offers and coverage, varying by service, not available everywhere. Shipping charges may apply. Coverage not available 
everywhere. See verizonwireless.com for details. ©2009 Verizon Wireless.

Call 1.800.VZW.4BIZ         Click verizonwireless.com/construction

Verizon Wireless 8975

FREE
($99.99 –$50 instant credit –$50 mail-in 
rebate debit card with new 
2-yr activation)

Add Push to Talk for only $5 
a month on any Nationwide voice plan and 
choose from our great selection of phones.  

Go to http://builder.hotims.com for more info
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Is the McMansion Dead?
Has the housing bust put the fi nal nail in 
the coffi  n of the McMansion or is it just 
waiting to rise again out of the ashes when 
the economy recovers? In years past, after a 
downturn the size of homes eventually have 
crept back up. Will this time be diff erent? 
With lots of competition from foreclosures 
as well as widespread concern over their 
environmental impact, McMansions may 
have a tough battle ahead. . . . . . . . . . . . . 46

Defective Thinking
The debate about whether or not construc-
tion quality declined during the housing 
boom continues. Home buyers charge 
builders with shoddy workmanship and 
builders say that most problems are cos-
metic. In any case, it seems that new-home 
buyers these days have zero tolerance for 
any type of construction defect. A builder’s  
best defense is to keep lines of communica-
tion open with its customers.  . . . . . . . . . . 52

Ten Attention Getters
Even in a recession, success stories can still 
be found. This month, Builder takes a 
look at some of the best-selling communi-
ties in the country. Though the projects 
don’t appear similar, they each off er what 
buyers are looking for these days when it 
comes to location, product type, and price 
point. Some of the projects are infi ll, many 
have a green focus, and most are aimed at 
fi rst-time buyers.  . . . . . . . . . . . . . . . . . . . . .58
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 ON THE COVER: Will the McMansion go the 
way of the Dodo or will it rise from the ashes like a 
phoenix when the economy improves?

Quality Matters 
In “Defective Thinking,” a story in this month’s 
issue, BUILDER looks at how customer expec-
tations have changed the way builders are 
addressing quality control issues. Quality and 
satisfaction rating companies contend that 
systematic surveys of homeowners can push 
builders toward better construction practices 

and more eff ective complaint resolution. And if 
you ask builders about their construction qual-
ity, they invariably point toward rising referral 
rates and customer satisfaction scores. To 
read how customer surveys are aff ecting build-
ers’ quality control see “The Ratings Game,” 
www.builderonline.com/construction/the-
ratings-game.aspx. 

BUILDER TV
In November we continue our fi ve-part series chronicling the accomplishments of 30 of the most 
innovative entrepreneurs in the home building industry. Editor in chief Denise Dersin hosts the third 
installment and Hanley Wood’s CEO Frank Anton hosts the fourth installment of the series, which 
celebrates BUILDER’s 30th anniversary. www.builderonline.com/buildertv/
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programs  . . . . . . . . . . . . . . . . . . . . . . . . . . 25
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look at the building industry’s fundamen-
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See your local Bank of America mortgage loan officer, 
call 1.800.344.9403 or visit bankofamerica.com/homeloans

home likes being prepared. 
At Bank of America Home Loans, we can help transform your excited clients 

into fully informed borrowers. So the loan process can go more smoothly, 

and your clients can close on time.

•	Clarity	Commitment™— a one-page loan summary written in plain language  

 so your clients understand what they’re getting. 

•	Home	Loan	Guide — a new interactive experience that helps prepare your  

 clients by guiding them through affordability, loan options and process.

•	Mortgage	loan	officers — experts in thousands of locations across the country  

 who are ready to serve your clients whenever and wherever they need us.

The Clarity Commitment 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. © 2009 Bank of America Corporation. AR81425
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Forget trying to decipher handwritten timecards. 
JobClock accurately tracks time at every jobsite!

You can even track travel time!

®

That’s how quickly on average customers tell us The 
JobClock® System pays for itself. Just like it already 
has for thousands of companies, it can save you 
hundreds of dollars on each and every payroll. Simply 
by accurately tracking your crew’s time at every jobsite. 
That’s money that goes right to your bottom line. 

More profi ts. More money in your pocket. 
Put the JobClock to work for your 
company and save thousands 
of dollars this year!

7 WEEKS

Call 1.888.788.8463 for a FREE quote. 
Find out how much The JobClock System will SAVE you!

Ask about our 
“Tough Economy

Easy Payment 
Plan!”

Go to http://builder.hotims.com for more info

Bill Kemp

Employee Time Card

Monday, December 14, 2009 - Friday, December 18, 2009

Mountain View
CONSTRUCTION

Jobsite Name Cost Code Mon Tues Wed Thu Fri Total

Brentwood Job Framing       7:38 7:35 7:53  –  – 23:06

Crestview Job Drywall          –  – – 7:58 7:49 15:47

   7:38 7:35 7:53 7:58 7:49 38:53

     Regular Hours  38:53

     Overtime Hours  - 0 -

    Bill Kemp    Double Time Hours  - 0 - 

FREE 
CABELA’S 

OUTFITTER 
JOURNAL 

SUBSCRIPTION!
Get a FREE one-year 

subscription to Cabela’s 
Outfi tter Journal just 

for letting us give you 
a FREE quote! 

Call now!
888.788.8463
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The Timberland PRO® Endurance work boot with Anti-Fatigue Technology and PowerFit™ comfort system.
Because your day keeps going when the boots come off.

<

Learn more at stayonyourfeet.com/builder

Go to http://builder.hotims.com for more info
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HELLO GORGEOUS. GOOD-BYE WATER WASTER.
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Addison™ Bath Collection, the latest suite from Delta®, is WaterSense® labeled flowing at a 
maximum of 1.5 gpm, resulting in up to a 32% water savings*. The Addison suite also includes 
a water-efficient raincan showerhead featuring H2Okinetic Technology®, which provides an 
indulgent shower experience that actually conserves water. Welcome water-efficiency into your 
homes with the complete offering of Delta WaterSense-labeled lavatories and water-efficient 
showerheads. Another way that Delta is more than just a faucet.

deltafaucet.com/addison

* Computation based on comparison of faucets that have a flow rate of 2.2 gpm under ASME A112.18.1

Go to http://builder.hotims.com for more info



Strength Meets Versatility

Basement Beams
Lightweight LSB carries a load equal to 
other structural beams at a greatly reduced 
weight. Installation is simple; services can 
be concealed within its C-shaped profi le.

Structural Beams
Our patented cold-forming process gives 
LSB exceptional structural performance, 
making it ideal for heavy loads and 
long spans.

Garage Beams
LSB is easy to specify, handle and install. 
Design software and technical support are 
readily available.

Long Span Headers
Perfect for garage doors, French doors, 
arches and large windows, LSB can be 
cut on site using standard tools.

Ridge Beams
LSB is easy to connect to wood and 
other building products with nails, 
screws and standard connectors.   

Simplify your project and your life with LiteSteel beam 
(LSB®). Available directly from your local pro-dealer, LSB 
eliminates frustrating delays and saves time and money.

We call it LiteSteel beam for a reason; skip the crane for 
easy hand placement. LSB is on average 40% lighter than 
hot-rolled steel beams or engineered wood, but with the 
same load-bearing capacity. Plus there are no special tool 
requirements to cut, drill, or fasten LSB. It’s just easier to 
work with—Period.

Specify LSB in your next new construction or remodeling 
project and get introduced to quicker, easier installation 
and lower installed cost.

Visit www.LiteSteelbeam.com
or call 1-877-285-2607.

LiteSteel Technologies America, LLC is a OneSteel Group Company

Introducing LiteSteel™ beam. A perfect combination of 
the strength of steel and ease of use of wood.

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.
©2009 LiteSteel Technologies America, LLC

Go to http://builder.hotims.com for more info
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End of an Era?
When it comes to new homes, design, proportion, and construction quality trump size.

up. Online articles garner hundreds of 
comments from readers eager to share their 
horror stories of neighborhoods ruined, 
property values decimated, and sensibilities 
off ended by over the top houses.

So what is it that people hate so much 
about McMansions? One answer can be 
found in my favorite online description of 
one: “The house has to have an impressive 
double entryway. ... Upon entering, there 
has to be a sweeping two-story foyer and a 
broad staircase rising up to the second-fl oor 
landing. … Crown moldings are all over, but 
chances are [they were] installed by the ho-
meowner’s wife’s brother who is a cop/fi re-
man and does home improvement on the 
side. The poorly mitred corners speak for 
themselves. There has to be the obligatory 
Palladian window, several reverse gables, 
some geometric-shaped protuberance, 
which is to pass as a tower or turret for this 
castle. And let’s not forget the plastic snap-
in grilles! … The newer McMansion owners 
haven’t the money yet for the $10,000 Euro-
pean import stove and furniture, so chances 
are they have a stove that costs more than 
their fi rst car and little or no furniture.”

But that’s just the anecdotal version. For 
a more scholarly take on what makes a Mc-
Mansion off ensive, a survey conducted by 
the Institute of Environmental Quality and 
published in the Journal of Environmental 
Psychology quantifi es how people feel about 
starter castles. Survey participants indicated 
that the style of a large infi ll home did not 
have to be the same as other houses on a 

block, but it did have to “fi t in.” And they did 
not mind if houses were large, they simply 
disliked homes that were signifi cantly larger 
than other houses on the block. The bottom 
line is, from either the blog description or 
the survey results, the problem with Mc-
Mansions is not about size. It’s about design, 
and proportion, and construction quality.

During the boom, municipalities from 
New Jersey to California passed ordinances 
outlawing McMansions. But it was the re-
cession that, for the most part, halted their 
march. The number of infi ll spec homes 
under construction dropped precipitously 
in the last two years, and many builders 
turned their attention to the only home 

buyers who were lining up in any numbers, 
the fi rst-timers.  

Does that mean the McMansion is gone 
forever? Those who say it is cite statistics 
that show house sizes have declined nearly 
10 percent since 2007 and family size is de-
creasing, along with the fact that people  
want more energy-effi  cient homes. Those 
who say people will always buy bigger hous-
es if they can get them point out that houses 
have shrunk in past downturns, too, and 
each time, their size quickly escalated once 
the economy turned around.

Builders and buyers alike often get hung 
up on house size because they believe that 
square footage is the most eff ective way to 
increase the value of a home. Many builders 
say that as the price of land increases, the 
size of the houses they build must increase 
as well in order to recoup their costs.

But it doesn’t have to be this way.
Architect Ross Chapin, whose work has 

been featured several times in the pages of 
Builder because of his ability to create 
wonderful communities, has built a busi-
ness around designing small, fi nely crafted 
homes. And when I say small, I mean really 
small, some only 650 square feet. But Chap-
in’s homes sell for about $615 per square 
foot in the Seattle area, where the median 
price last year was $215. You don’t have to 
build homes this small, though, to realize 
the same sort of premium. The idea, and 
the profi ts, are scalable.

So, is the McMansion dead? That’s up to 
you.

T he McMansion, subject of this month’s cover story, 
(“Is the McMansion Dead?,” page 46) still causes a stir 
among consumers whenever it is broached. All over the 
country, blogs devoted to housing issues attract pages and 

pages of opinions about the bloated residences and how they’ve 
destroyed the character of the communities in which they’ve sprung  



Give Green For Life.
Thinking green is making sure the air in your home is healthy for your

family to breathe. Preserve your family's health and well-being
with the gift of safer indoor air. Test your home for radon.

Radon test kits make smart stocking stuffers, and
it's easy to build radon-resistant new homes.

Just call 866-730-green
or visit www.epa.gov/radon

Fuad Reveiz,
Member of the National

Association of Home Builders

This information is provided as a public service to help protect our environment and public health.
EPA does not endorse this particular builder or any other commercial service or enterprise.

Go to http://builder.hotims.com for more info
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L os Angeles–based KB Home  an-
nounced in September that it was 
returning to the Mid-Atlantic mar-
ket, more than a year after retreating 
from it as the economy was unravel-

ing. In its absence, 180 acres in Gaithers-
burg, Md., which KB and Centex  acquired 
four years ago to develop into a $1 billion 
mixed-use community, have been slogging 
through one of the more contentious bank-
ruptcy proceedings and extended legal bat-
tles in recent memory.

Litigants that include the builders,  de-
velopers, and Bank of America agreed in 
late September to a 30-day timeout to me-
diate their diff erences. Any resolution, 
though, would require compromises and 
concessions that neither side previously 
had shown much inclination toward mak-
ing. Meanwhile, Gaithersburg’s planners 
wait and wonder if this property will ever 
be developed.

Documents fi led with bankruptcy courts 
in Maryland and Delaware recount how the 

Crown family, which owned the farmland 
for nearly a century, decided to divest to 
avoid paying steep inheritance taxes after an 
uncle died. In September 2005, they agreed 
to sell the raw land to two investor/develop-
ers Stephen Lebling and Aris Mardirossian, 
who were then partners in Crown Village 
Farm, a joint venture that KB and Centex 
formed to purchase and develop the prop-
erty. LaSalle Bank fi nanced the joint ven-
ture with a $100 million term loan and a 
$100 million revolving Ri
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G R O W T H  O P P O R T U N I T I E S

Unfi nished Business
Bankruptcy keeps Maryland land bought by two national builders in limbo.

16 No HVAC 
Needed

Fledgling institute 
begins building 
energy-effi  cient 
homes that don’t 
require air condition-
ers or furnaces

PLUS MORE > >

Inside:

  (see page 16) 
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B y the end of this year, Passive 
House Institute (PHIUS) should 
have at least 150 consultants trained 
to spread the gospel about building 

energy-effi  cient houses that can maintain 
a comfortable indoor temperature with-
out using furnaces or air conditioners.

The Urbana, Ill.–based Institute 
formed in 2007, and since January 2008 
has been the exclusive U.S. certifi er of 
homes built to performance standards set 
by Germany-based PassivHaus Institut . 
Estimates vary, but somewhere between 
15,000 and 20,000 homes throughout 
Europe (especially in Austria) have been 
built to these specifi cations. The concept 
hasn’t caught fi re yet in the U.S., but 
PHIUS, operating on a shoestring bud-
get, is trying to spur interest through edu-
cational and outreach programs.

A passive house is an airtight structure 
constructed to retain as much “free” heat 
created inside of a house as possible. The 
concept, in fact, dispenses with conven-
tional HVAC systems in favor of a heat 
exchanger that uses heat generated from 
its occupants, appliances, electronic de-
vices, pets, and so forth, to warm fresh air 
coming in from outside that’s circulated 
through vents.

The selling point of passive design is its 
promise to reduce energy consumption by 
as much as 90 percent without relying on 
expensive equipment such as solar panels. 
The building is oriented to expose the 
majority of its triple-pane windows to 
maximum sunlight. Its hermetically 

sealed double wall system eliminates 
“thermal bridges” that allow air to escape 
through the shell. 

To achieve certifi cation, a house’s pri-
mary energy source can’t generate more 
than 1.4 kilowatt hours or 4,800 BTUs 
per square foot per year; its maximum 
total “source energy” (the energy required 
to produce and deliver energy to the site) 
can’t exceed 11 kilowatt hours or 38,000 
BTUs per square foot per year; and its air 
leakage must stay below 0.6 air exchanges 
per hour at 50 pascal units of pressure. (By 
comparison, Energy Star allows seven air 
changes per hour.)

Lance Wright can attest to how eff ec-
tive passive construction can be. A former 
forester and political activist in Denver 
who at presstime was close to becoming 
a PHIUS consultant, the 57-year-old 
Wright built his 2,100-square-foot home 
to PassivHaus standards, using a thermal 
water heater as its primary energy source. 
During 90-plus degree summers, his 
house’s temperature hovered around 73 
degrees. And when Denver’s frigid winter 
temps dropped to 15 below zero, Wright’s 
house didn’t get colder than 62 degrees.

“It’s amazing what solar gain and 
well-insulated windows can do,” says 
Keihly Moore, assistant director of Pas-
sive House Institute’s E-Co Lab. 

As of September, the Institute had cer-
tifi ed seven homes in the U.S., with about 
a half-dozen others awaiting certifi cation. 
In Colorado, an Austria-born engineer 
and developer, Norbert Klebl, has raised 
enough private equity fi nancing to begin 
construction on the fi rst phase of what he 
hopes will become a 250- to 280-unit en-
clave of passive houses. Klebl said in Oc-
tober that the fi rst six houses, which are 
presold, will be built within Geos, a mas-
ter planned net zero-energy community 
in Arvada, Colo. Klebl says the passive 
houses would range from 1,000 to 2,200 
square feet, and sell for between $230 to 
$250 per square foot. Construction is 
slated to start in January, and Klebl says 
there’s a waiting list for the next 15 units. 

Willamette Week Online reports  there 
are 10 passive houses under development in 
Oregon alone. But Milos Jovanovic, found-
er of Root Design Build  in Portland, Ore., 
which this summer began construction of 
its 1,741-square-foot passive 

Body Heat
E N E R G Y - E F F I C I E N T  C O N S T R U C T I O N

A fl edgling institute pro-
motes construction of houses 
that don’t need furnaces to 
stay warm.

INNER WARMTH: Passive House Institute’s Smith House, which it built in its home 

city of Urbana, Ill., exhibits the design and technology features of passive construction, 

including a heat exchange system that makes conventional HVACs superfl uous.

  (see page 19) 

credit facility. (Bank of America acquired 
LaSalle in 2007).

The developers, though, subsequently 
accused KB and Centex of reneging on cer-
tain aspects of the partnership agreement. 
They claimed they were owed millions in 

consulting fees for the role they played in 
bargaining down the purchase price to $137 
million ($153 million after closing fees), and 
getting Gaithersburg to annex and rezone 
the 182.8 acres for residential in 2006. They 
said the agreement and corroborative evi-

dence supported their claim that the joint 
venture would convey 18.5 acres of this 
property to their companies for separate 
commercial development and would pay 
them $15,000 for every housing unit devel-
oped at Crown Farm.   (see page 19) 



RHEEM HEAT PUMP WATER HEATERS

The Most Advanced, Energy-efficient
Water Heater You Can Own

Super

TEMPERATURE
SETTING

HEAT PUMP OFF

Review operating manual before use.
Operating procedures are outlined in the
manual for optimal performance.

OPERATION MODE

RISK OF SCALDING INCREASES
WITH HOTTERWATERCAUTION

HP50

Rheem Water Heating
101 Bell Road • Montgomery, AL 36117-4305
800-621-5622 • rheem.com • sales@rheem.com

RH090309

2.0 energy factor

www.rheemhpwh.com

Rheem HP-50

HP-50

heem air-source heat pump extracts the heat from warm air,
intensifies the heat with a compressor, delivers the heat to the

water, and exhausts the cooler air. Because it uses warm ambient
air to do most of the work, it is super efficient.

Over TWICE the efficiency of standard electric water heaters
• Rheem heat pump technology for superb energy-efficiency

• LED touch pad controls three energy efficiency
settings and water temperature

• Easy to install! Drop-in replacement in attics,
garages, furnace rooms

• Standard 3/4-inch NPT water inlet/outlet and
condensate drain connections

• 50 Gallon capacity
• Fast first hour recovery

Visit us today!

email sales@rheemhpwh.com
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for details.
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The balance of performance, fl exibility and control.  The next wave of intelligent 
heating and cooling solutions is now available.  And only Daikin AC can respond with 
unprecedented fl exibility for residential and commercial applications.  Daikin AC 
ensures the superior performance of its highly effi cient systems using its leading inverter 
technology.  It also delivers individual control, zone by zone or room by room.

Try a better perspective, try Daikin AC.

www.daikinac.com

Go to http://builder.hotims.com for more info
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Reduce Energy Use by 30% 
Daikin’s inverter “variable-speed” 
compressor allows homeowners to 
control their comfort and energy costs.  
When compared with a traditional On/
Off air-conditioning system, the VRVIII-S 
heat pump system reduces energy 
consumption by up to 30%.  It also 
utilizes the non-ozone depleting potential
R-410A refrigerant and efficiently 
provides heating when temperatures fall 
down to 0°F.

Try a Better Perspective, try Daikin AC 

Learn more at www.daikinac.com

Reduce Installation Time and Costs
Daikin’s compact, lightweight units are 
connected by a pair of cooling lines that 
slide into a small opening - just 3 inches 
in diameter - through a wall or ceiling.  
There are few electrical connections 
to make and the outdoor units can be 
installed on the roof or out of view, 
thanks to long piping lengths.    

The VRVIII-S Fits
This single phase power solution is an 
energy efficient heat pump system giving 
builders a choice of ducted or duct-free 
indoor fan coil units so each installation 
can be designed to maximize space.  
Duct-free fan coil units can be mounted 
on the ceiling, wall and floor or in a soffit, 
while ducted units utilize sleek instead of 
bulky ducts.   

The new VRVIII-S connects up to eight 
indoor units to one powerful, compact 
unit delivering an energy saving heating 
and cooling solution.

HEAT PUMP

R-410A

INVERTER

Go to http://builder.hotims.com for more info

“Shift House” in Hood River, Ore., tells 
Builder that some required materials 
still aren’t available from U.S. suppliers. 
He adds that the Institute’s literature is 
still in metric measurements and only re-
cently had been translated into English. 
(Moore says a more accessible English-
language manual “is in the works.”)

Moore believes that as American 
builders and architects become better 
acquainted with passive construction, 
they will introduce architectural and 
design elements these boxy houses so far 
have lacked. “The shape of the building 
doesn’t really matter,” asserts Nahib 
Tahan, an architect and owner of Bau 
Technologies   in San Rafael, Calif. 

Last year, Tahan remodeled a 
100-year-old house in Berkeley, Calif., to 

passive standards. That required lifting 
the fi rst fl oor by 3 feet, installing a new 
foundation, and gutting the fi rst and sec-
ond fl oors. All told, the 1,500-square-
foot project cost about $300,000. (Root 
Design Build has budgeted $330,000 for 
Shift House; Wright spent $367,000 to 
build his.) Builders acknowledge that re-
education is needed to help home buyers 
see beyond a passive home’s selling price, 
design, and heating methods, and appre-
ciate its energy-saving benefi ts.

Tahan thinks “a new name and a dif-
ferent perspective” might help to market 
this concept in the U.S.. He also believes 
passive construction would gain immea-
surably if green building standards such 
as LEED focused more on measuring 
energy consumption.—J.C. 

In their amended complaint, the devel-
opers are demanding the 18.5-acre commer-
cial parcel plus $30 million in damages.

The “sketch plan” for Crown Village 
Farm calls for 2,250 single-family attached 
and detached homes (12 percent of which 
would be moderately priced); 320,000 
square feet of retail space (which would be 
developed by Crown Retail Farm, a business 
entity owned by Finmarc, a property man-
agement company); and the allocation of 
32.1 acres for schools and a transit station. 

Building this community became less 
feasible fi nancially as home buyer demand 
withered. The joint venture tried unsuc-
cessfully to sell a portion of the land in 2007, 
and then the entire property a year later, at 
which point development was in limbo. 
The outright sale couldn’t muster a bid 
higher than $60 million, despite Bank of 
America’s appraisal of the land’s value at 
$104 million. 

Crown Village Farm fi led for protection 
from creditors under Chapter 11 on May 1, 
2009. Lebling and Mardirossian contend 
that fi ve months earlier, the builders and 
lender concocted a prepackaged reorganiza-
tion plan that, according to documents, 
would dissolve the joint venture’s obligations 
to all creditors except Bank of America, 

would release the builders from their $100 
million note if they each paid the bank $22.5 
million, and would allow the builders to ac-
quire the land at auction for $70 million.

At presstime, the developers were pur-
suing their lawsuit against the joint venture, 
the builders, and the bank, according to 
Mardirossian’s attorney Joel Sher. The land 
will be held in abeyance until the bankrupt-
cy case is settled. But as it re-enters the re-
gion, KB is noncommittal about whether 
Crown Village Farm fi gures in its future. 
“We are planning to build a mix of both 
townhomes and single-family homes in a 
number of attractive sub-markets in the 
area,” KB told Builder via e-mail. (It’s not 
clear if Centex, now part of PulteGroup, is 
still in the development picture.)

As for Gaithersburg? “It would have 
been nice if we had the revenue and tax 
base in place by now,” says Greg Ossont, its 
planning director. But the city wasn’t bank-
ing on that money and has another 4,000 
residential units and four million square 
feet of commercial space in its pipeline. 

Once Crown Village Farm’s lawsuits, 
bankruptcy, and ownership issues get 
resolved, Ossont expects the city would 
re-engage in discussions about its 
development.—J.C.  
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PEOPLE!
At Ferguson, it’s true that our inventory is huge. Our distribution 

expertise is unrivaled. And our one-stop shopping for building products 

is the height of convenience. But there is one thing we supply that 

building professionals have come to rely on again and again for over 
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QuickFire is a high-
performance torch that not only 
looks diff erent but performs dif-

ferently, too. With the appear-
ance of a cordless drill, it off ers 

a 40 percent height reduction 
compared to a normal torch. It 

also features a high-intensity 
swirl fl ame that off ers 30 per-

cent faster soldering time and a 
quick-start on/off  trigger.  �  Cost: 

$69.99. BernzOmatic. 800-654-9011. 
www.bernzomatic.com.

Kleer Skies

Burn, Baby, 
Burn

KleerSnap Post Wraps are made from extruded 
cellular PVC and feature locking joints and notched 
edges to give the fi nished look of wood. Impervious 
to moisture and insects, the pieces can be cut and 
drilled with traditional tools and can be 
fastened with nails or screws. Kits 
come in 4-, 6-, 8-, and 10-inch 
sizes.  �  Cost: $100 to $225. Kleer 
Lumber. 866-553-3770. 
www.kleerlumber.com.  

  (see page 22) 

Dust Up
The TE DRS-B Dust Removal System clips onto all 

of the manufacturer’s recent demolition hammers or combi-
hammers and reduces the operator’s exposure to fi ne dust. 
Using a simple belt clip attachment, it captures heavy and 
fi ne dust and whisks it away via vacuum for a cleaner work 

environment. An inner ring prevents the intake of large 
pieces of materials that could block the system.  �  Cost: $169. 

Hilti. 800-879-8000. www.us.hilti.com.

Power On
The manufacturer has 

teamed up with Briggs & Strat-
ton to introduce a new line of 

whole-house standby generators 
that can be purchased at The 

Home Depot. Smaller and more 
aff ordable than traditional sys-

tems and 50 percent quieter than 
most portables, the generator 

will turn on automatically when 
utility power fails and comes 

equipped with a power manage-
ment system that balances the 

demands of most small- and 
medium-sized homes.  �  Cost: from 

less than $2,900 for a 10 kilowatt unit. 
Standby Generators by GE. 920-674-1784. 

www.ge.com/generatorsystems.
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IF YOU’VE TRIED A COOL NEW PRODUCT YOU THINK WE SHOULD KNOW ABOUT, 
E-MAIL NIGEL F. MAYNARD AT: nmaynard@hanleywood.com

KNOW OF A NEW PRODUCT?FOR MORE PRODUCT INFORMATION, VISIT EBUILD, 

HANLEY WOOD’S INTERACTIVE PRODUCT CATALOG, AT 

WWW.BUILDERONLINE.COM/PRODUCTS OR EBUILD.COM.

On Deck

Light Time

Look, No Leaks

Nailed It

These teak deck tiles can be used to retrofit an 
old stone patio or to create a completely new deck. Mea-
suring 19 1/2 inches by 19 1/2 inches, each tile is made from 
kiln-dried plantation-grown teak, which naturally resists 
water, warping, and cracking. The tile can be specifi ed in 
a straight or diagonal confi guration.  �  Cost: $8 per square foot. 
East Teak Fine Hardwoods. 214-751-8988. www.eastteak.com.

The maker calls this the “no leak skylight” and is 
off ering a 10-year installation, a 20-year warranty on the glass 

seal, and a 10-year warranty for the skylight and fl ashing to 
prove it. The company redesigned the line with three layers of 
water protection, including a new gasket that seals to the roof 

deck  . It also features energy-effi  cient glass and pre-painted 
frames .  �  Cost: $227 for a 2-foot-by-4-foot, non-venting unit. Velux America. 

800-283-2831. www.veluxusa.com.

Designed for siding, fencing, and decking, this 
lightweight Coil Siding Nailer has a tool-less depth adjust-

ment for fi ber cement so users can avoid overdriving and 
voiding the manufacturer’s warranty . It weighs 4.5 pounds, 
uses plastic collated nails, and features a 360-degree adjust-

able exhaust cap. It can be used with smooth, ring, and screw 
shank nails from 1 1/2 inches to 2 1/2 inches.  �  Cost: $379. Duo-Fast 

Construction. 888-631-2020. www.duo-fastconstruction.com.

This new line of 12-volt well lights 
features an adjustable tilting lamp that 
provides lighting wherever it’s 
needed. Used to illuminate trees 
or other garden features, the 
fi xture measures 4 3/4 
inches wide and 
4 1/2 inches deep 
and is made from 
injection-molded 
PBT   composite to 
withstand the weather. 
It comes in fi ve models. 
 �  Cost: $186.65. 
Orbit Industries. 
800-906-7248. www.
orbitelectric.com.
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Home elevators.

Just another crazy idea in home building.

With the price of land going up and the average size of homes increasing, a new standard in home building is on the
rise. Now is the perfect time to start building a ThyssenKrupp Access home elevator into your home projects. Because
soon, the only thing crazy about home elevators will be building without them. Call 800-829-9760, ext. 9576 to find
out more.

ThyssenKrupp Access
Residential Elevator Division

ThyssenKrupp

See our full line of home elevators 
at tkaccess.com or thelev.com 

Come see us at IBS
Booth C1109

www.tkaccess.com

Go to http://builder.hotims.com for more info
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Rheem partners with 
Southwestern electri-
cal co-op
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 USGBC seeks out 

local and regional green 
building programs 

 PLUS MORE > > 

The StoneLite panel 
from Stone Panels 

(www.stone-panels.com) 
off ers natural stone for 
exterior cladding applica-
tions in a lightweight 
package that purports to 
provide better protection 
against water infi ltration. 
Weighing up to 80 percent 
less than solid-stone 

Panel 
Pusher

iLevel by Weyerhaeuser 
(www.ilevel.com) 

announced that all of its 
structural engineered 
framing materials are cer-
tifi ed to Sustainable For-
estry Initiative Inc., (SFI; 
www.sfi pro
gram.org) 
fi ber-sourc-
ing stan-
dards. The 
manufac-
turer has 
now achieved 
SFI certifi ca-
tion at 37 of its 
41 mills across 
North America, which 
ensures a certifi ed pro-
curement system from 
responsible sources. SFI 
certifi es more than 160 
million acres of forests 
across North America. 

SFI-
Approved

 THAT’S A WRAP: Hollywood’s newest residential 

address clusters 34 detached brownstones around 

the neighborhood’s oldest-standing house, a 1904 

frame house being renovated into a museum. 

 Inside: 

Y ou’d think building affordable de-
tached housing in the heart of Hollywood 
would be enough to attract urban dwellers, 
but builder/developer Dan Thompson, 
CEO of MasterCraft Home Group , decided 

to go the extra (green) mile for his latest venture, 
The Gatsby .

The collection of 34, three-level detached brown-
stones, clustered on an infi ll lot a block off  Sunset 
Boulevard, already benefi t from the city’s Small Lot 
Subdivision Ordinance, a 2004 statute that allows 
multiple single-family homes or detached townhous-
es on a single lot to help boost density and aff ordabil-

ity. At Gatsby, the prices for a trio of available plans 
ranging from 1,610 to 1,824 square feet are priced from 
the high $600s—a relative pittance for Tinseltown.

But Thompson pursued another agenda, as well, 
building the homes to meet Energy Star Qualifi ed 
Home, California Green Builder (including the 
state’s Title 24 requirements), and Comfortwise 
program standards for energy effi  ciency and overall 
sustainability. “We were green before Gatsby,” says 
Thompson. “We thought this site would be well re-
ceived if it was built green, but it’s basically no diff er-
ent than the way we build already.”

“Well received” might be an  Ch
ri

s M
ay

er

I N F I L L  G R E E N

Seeing Stars
Hollywood’s newest star, The Gatsby, builds on an infi ll ordinance to 
encourage aff ordable urban housing with a host of sustainable features.

  (see page 26) 
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V alley Electric Associ-
ation (VEA) , an electrical 
co-op serving 17,000 
homes and commercial 

buildings in the southern tip of 
Nevada and into Arizona, is 
partnering with Rheem Manu-
facturing  to off er the utility’s 
members access to the 
new SolPak solar ther-
mal domestic hot water 
system as an alternative 
to a grid-powered water 
heating.

VEA will off er hom-
eowners zero-percent 
fi nancing amortized 
across their utility bill 
(and eligible for a feder-
al tax credit through 
2010) to install Rheem’s 
new SolPak system, 
which consists of one or 
two roof-mounted solar 
thermal panels and a 
50-, 80-, or 120-gallon 
storage tank, depend-
ing on the home’s size 
and hot water needs. 

Like many utilities 

in recent years, VEA is encour-
aging more effi  cient energy use 
among its customers, from off -
peak-demand consumption, re-
mote smart meters, and, to a 
lesser extent, alternative and re-
newable sources. “Our members 
are asking about alternative en-

ergy options, and this program 
saves money, adds jobs [via local 
SolPak installers], and has envi-
ronmental benefi ts,” says CEO 
Thomas Husted, who will make 
up lost revenue from lower elec-
tricity demand and the no-
interest fi nancing by selling 
renewable energy credits de-
rived by the program.

The partnership with VEA 
represents the next step for 
Rheem’s reintroduction of solar 
hot water systems after moth-
balling a similar line in the mid-

’80s. SolPak is a 
complete package of 
components for a stan-
dard sloped roof instal-
lation. “It’s a fragmented 
market [for compo-
nents], and this is a 
turnkey solution,” says 
Rheem’s Jeff  Mahoney. 
Since introducing the 
system in May, he says, 
more than 80 have been 
installed across the U.S.

For a list of utilities 
off ering various energy-
saving incentives, check 
out Edison Electric In-
stitute, the national as-
sociation of domestic 
sh a reholder - ow ned 
electric companies, at 
www.eei.org.—R.B.

Hot Water Option
S O L A R

A Southwest utility partners with a brand-
name supplier to deliver solar hot water.

 ▶ 

Their overall numbers 
may be down, but the 

use of SIPs in single-family 
construction is now about 
1 percent of the market, 
according to the trade 
association representing 
manufacturers of the 
alternative framing sys-
tem. With more than 53 
million square feet of the 
OSB-faced foam sandwich 
panels produced in 2008, 
SIPs eff ectively doubled 
their market share com-
pared to 2005, when the 
housing bubble was just 
about to burst. Still, the 
number of homes 

SIPs Gain 
Share

sections of comparable 
dimension, StoneLite pan-
els feature a substrate 
behind a natural stone 
veneer consisting of an 

aluminum honeycomb 
core sandwiched by 
water-impervious, fi ber-
reinforced epoxy layers. 
The company also says 
the panels off er an impact 
strength that is 60 times 
that of 3mm-thick granite 
and has been tested to 
wind loads over 400 mph. 
The panels attach to the 
building and to each other 
using an interlocking 
metal channel system and 
adhesives.

understatement given current housing market condi-
tions. The Gatsby opened on June 1 and through 
August had sold six of the 12 units (and one model) 
released in its fi rst phase, without discounting prices. 

In addition to off ering the anomaly of new de-
tached housing in downtown Hollywood and provid-
ing a solid baseline of energy- and water-effi  cient 
features and per-unit monitoring capability, Thomp-
son upped the ante even further by installing photo-
voltaic (PV) arrays into the roof tiles to off set 
grid-supplied electricity.

The default system operates independently of 
the utility to provide ample electricity during 
daylight hours (including during power outages), 
then switches automatically to grid power, when 
needed. “The use of solar puts this project above 

others that are green,” says Thompson, giving him 
even more of a  competitive edge.

Thompson was able to aff ord the PV system 
thanks to a federal tax credit and because his com-
pany served as the installer, reducing his labor costs. 
“Without those cost savings, we would not have done 
it,” he says.

The Gatsby’s performance is matched by its 
good looks. The brownstones feature alley-accessed 
garages to keep the street-facing, Craftsman-style 
façades attractive, while residents also enjoy roof 
decks and three levels of in-town living. The de-
tached homes are clustered in rows of three to 
six houses with only about 6 inches of air between 
units within each cluster, a space protected from 
water, debris, and other 

rendering: Courtesy Stone Panels

  (see page 28) 



LED Surface Mount Downlight

Generation BrandsTM

Introducing Sea Gull Lighting’s LED surface mount downlight as well as its retrofit counterpart.

The LED Surface Mount Downlight is a low profile, energy savings alternative to incandescent 

and compact fluorescent recessed lighting, as well as other standard ceiling lights.  The fixture,

including the LED chips and power supply, has been designed to last a minimum of 35,000 hours

(50,000 hours chip life), equivalent to over 20 years of average household use.

Low Profile, Stylish Surface Downlights with Breakthrough Features:
� Smooth Dimming to 10%  

� LED Surface Mount Installs Easily into a junction box 

� Retrofit Surface Mount Easily converts existing recessed lighting 

� Available in 3000K and 4500K color temperatures 

SeaGullLighting.com

The Future of Lighting � � �Today

Go to http://builder.hotims.com for more info
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 E-MAIL DENISE DERSIN AT: ddersin@hanleywood.com 

 GOT GREEN PROJECTS, PRODUCTS, OR DESIGNS? 
 TO RE AD MORE STORIES 
ON GREEN BUILDING, GO 
TO W W W.BUILDER
ONLINE.COM/GREEN. 

A ccording to NAHB-
Green, there are now about 
120 local and regional green 
building programs dotting 

the U.S., most of them managed 
through local building association 
chapters affi  liated with the 
NAHB’s program. That’s a four-
fold increase since the association 
introduced its Green Building 
Guidelines in 2005. 

Now, the U.S. Green Building 
Council (USGBC), the overseer of 
the LEED rating systems and 
which currently lists more than 70 
state and local chapters of its own, 
wants to tap into those housing-
focused programs to proliferate 
its mission of reducing the carbon 
footprint of the residential realm.

The LEED for Homes Affi  li-
ate Program, launched in August, 
“ … is an important step forward 

as we advocate for full market-
place adoption of green home 
building,” says Nate Kredich, 
USGBC’s vice president for resi-
dential market development. 
“One of the greatest benefi ts of 
the LEED green home certifi ca-
tion program is its continual prog-
ress and fl exibility.”

Those who advocate or affi  li-
ate with the NAHB’s Green 
Building Program, including the 
guidelines and the more recent 
ANSI-approved National Green 
Building Standards, might bristle 
at the “fl exibility” of the LEED 
for Homes rating system—often 
criticized in mainstream housing 
circles as too rigid and costly for 
market-driven builders to attain.

But at least one NAHB chap-
ter, the HBA of Greater Dallas, 
has already signed on as a LEED 

for Homes affi  liate (thanks in part 
to a previous partnership that 
launched the voluntary Green 
Built North Texas program), and 
national-level NAHB staff  appear 
to support the concept, as well. 

“We’re glad to see USGBC 
looking for ways to work with 
home builders to encourage the 
growth of green building,” says 
Kevin Morrow, senior manager 
for Green Building Standards at 
the NAHB. “It looks like the or-
ganization now recognizes the 
importance of choices, not man-
dates, to accelerate this growth, 
and that is a welcome change for 
our industry.”

The LEED for Homes Affi  li-
ate Program, says Morrow, is sim-
ply another program among 
several, including NAHBGreen 
and Energy Star, that home build-
ers can follow to build better 
homes for energy and other re-
source effi  ciencies.

“By becoming a LEED for 
Homes Affi  liate, we are providing 
our members with another tool to 
remain competitive in a soft mar-
ket,” echoes Phil Crone of HBA of 
Greater Dallas. 

For more information, go to 
www.greenhomeguide.org.—R.B. 

S P R E A D I N G  G R E E N

Partnering 
With LEED
USGBC seeks to incorporate its LEED for Homes rating sys-
tem into existing local and regional green building programs.

Ch
ris M

ayer

employing SIPs decreased 
from about 7,500 in ’05 to 
slightly more than 6,000 
last year given the drop-
off  in single-family starts. 
SIPA (www.sips.org) attri-
butes the growth in market 
share (if not homes) to the 
increasing popularity of 
green building, as SIPs 
are often referenced as 
a thermally enhanced 
structural system.

Debate the nomen-
clature if you want, 

but power plants using 
Flexi-Burn Circulating 
Fluidized Bed (CFB), a 
low-temperature, steam-
generator technology 
developed by Foster 
Wheeler Power Group 
(www.fwc.com) can burn 
biomass fuel sources such 
as wood and paper-based 
trash as well as coal in an 
environmentally con-
scious way to meet elec-
tricity demands—which 
currently exceed 20,000 
terawatt hours annually, 
enough to light 2 million 
baseball stadiums for a 
year—and extend the 
fi nite natural resources, 
namely fossil fuels (and 
most commonly, coal), 
used to produce it. The 
process also purports to  
reduce nitrogen oxide pol-
lutants and improves 
power plant effi  ciency.

Clean 
Coal?

intrusions by an expandable vinyl skirt. 
Meanwhile, the building envelope for each 

home features two-hour fi rewalls and a program 
that adheres to strict seismic standards, per the In-
ternational Building Code adopted by the state—
extra measures that also enhanced the thermal 
effi  ciency of the shells. “They’re built like battle-
ships,” says Thompson.

Though most of the steps MasterCraft took to 
build green will result in lower utility and water 
bills for its homeowners, it is the in-house monitor-
ing systems, says Thompson, which will likely en-
hance those effi  ciencies. “It’s not only a fun element, 
but it raises consciousness about how you use ener-
gy and water,” he says. “The ability to see how you’re 
doing in real time causes people to manage their 
use better.”—R.B.

 PV P ROVISION: The Gatsby features rooftop off -grid 

solar tiles integrated into the roofi ng system that serve as 

the default provider of electricity.



INSPIRATION
STRATEGY

TACTICS

COLLABORATION

PRODUCED BY: BIG BUILDER

WITH SUPPORT FROM

BIG BUILDER WEEK 2009 IS COMING 

For Years You’ve Come To 
The Big Builder Conference—

This Year, We’re Coming To You

WHO
Executives and key management personnel from 
the nation’s top 200 home building companies

WHAT
Participate in a one-of-a-kind collaborative 
industry event, including networking oppor-
tunities and educational programming

WHERE
From any Web-enabled computer nationwide

WHEN 
November 16–20, 2009

WHY
To enhance understanding of the macro 
and micro political, economic, social, and 
operational forces shaping our industry; to 
gain insight into the latest news and trends; 
and to be better prepared to make critical 
decisions in the year ahead.

 Don’t miss this one-of-a-kind event coming this fall to a computer near you!

Register for FREE at BigBuilderConference.com

DIAMOND SPONSOR PLATINUM SPONSOR EMERALD SPONSOR SILVER SPONSORGOLD SPONSORS



A Home for the New Economy

The Most Innovative Home  

The Builder Concept Home 2010 will be like nothing you've ever experienced. A depth of smart, 
efficient, and economical building concepts and products that no sticks-and-bricks show home 
can match. An online guided tour you take by yourself, for as long as you want, whenever you 
want, as many times as you want. Expert insight. Extensive behind-the-wall details. Multiple 
product choices from the industry’s leading brands. It's a show home that truly reflects the New 
Economy, a unique virtual experience that starts at builderconcepthome2010.com.



builderconcepthome2010.com

Opening for tours on January 19, 2010 in conjunction with the International Builders' Show.

Take a sneak peek at

Sponsors

Performance

Johns Manville
jm.com

Roseburg
roseburg.com

TimberTech
timbertech.com

Alliance

Beam by Electrolux
beamvac.com

Square D 
by Schneider Electric
schneider-electric.com

The Chamberlain Group
chamberlain.com

Supporting

jameshardie.com

Foundation

andersenwindows.com kraftmaid.com

insideadvantage.combuildwithpropane.com

lumberliquidators.com

Clopay
clopaydoor.com

Fiberweb/Typar
typar.com

Kwikset
kwikset.com

Sherwin-Williams
sherwin.com

  Never Built.
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  Northville, Mich.

  e-mail: scott@truen.com 

Headscratchers
Why is no one measuring the biggest robbers of profi t?

one category of discoveries though, that I 
simply call the “headscratchers.” That clas-
sifi cation is for things that are so obvious, 
so endemic, and such continual money 
wasters that we just can’t fi gure why no one 
is paying attention. If I held a competition 
among our staff  members about which dis-
covery has been the most puzzling of all, 
there would be plenty of nominations from 
home builders. Mine, however, would be 
about the suppliers and trades and what 
they are not paying attention to that is kill-
ing them. I’ll explain with an example of a 
supplier who does it right.  

We were about half way through our 
“LeanBlitz” week with a large, very success-
ful private builder when it was the lumber 
company’s turn to participate. Leading the 
supplier presentation was a young man in 
charge of trim. His company worked with 
more than 50 builders in the large metro 
area. He announced that the builder could 
save $800 per house, which had the 10-per-
son team from the builder sit straight up in 
their seats. He quickly ran through $300 of 
easy stuff , including the elimination of 
$10.40 per foot fl ex-trim that was on the 
inside of a closet under the stairs. No cus-
tomer would ever know or care. After fi n-
ishing his product ideas he moved on to the 
hard stuff —process. He told the builder 
team that his fi rm averaged seven trips per 
unit for trim delivery. Right now most of 

you are shaking your head and chuckling, 
thinking no way could it be that high. This 
was exactly the response of the heads of 
construction and purchasing. Their skepti-
cism vanished quickly, however, when the 
lumber company manager opened a folder 
and passed around copies of a report listing 
in full detail each delivery trip by load 
number, truck, driver, site code, lot num-
ber, plan name, superintendent, time de-
part yard, time arrive on site, delivery 
completion time, and if not able to deliver, 
return time.

The data was inarguable, and he went on 
to explain that he had at least two similar 
home builders with which they averaged 
just over two deliveries per site. Then he 
presented a challenge. The lumber compa-
ny’s trip cost calculations showed a very 
conservative cost of $125 per wasted trip, 
and it proposed a goal of reducing that to 
three trips over the next six months. It 
would not be easy, but if achieved, the lum-
ber company would drop its package price 
to the builder by $500 per unit. The builder 
team members’ eyes got big, and they re-
solved to get to work.

So what is the big headscratcher? As 
noted in my May column, “The $10 Billion 
Secret,”  every supplier and trade is ruth-
lessly impacted by wasted trips. Along with 
plans and specifi cation issues, wasted trips 
are the biggest robbers of margins for sup-
pliers and trades, and the major source of 
controllable costs for home builders. Thus 
wouldn’t we expect that suppliers and 
trades, as well as builders, would track these 
wasted, unnecessary, or avoidable trips that 
we have documented cost an average of 
$10,000 per house? In the past 20 years we 
have had thousands of suppliers and trades 
in workshops, and those that track this 
critical business factor with any level of de-
tail number less than 1 percent. And even 
among the most progressive builders, I have 
yet to fi nd a single one that tracks this data. 
Consider the implications. Consider the 
costs. Consider the lost profi t for all. Are 
you scratching your own head as well?

I n the past three years my associates and I have worked 
with more than 40 builders and over 900 suppliers and trades 
conducting “Lean Kaizen” sessions to reduce costs by fi nding 
and eliminating waste in product and process. We have had 

many revelations on the way to identifying over $100 million in 
waste and have truly seen the good, the bad, and the ugly. There is

 TO READ MORE FROM SCOTT SEDAM, VISIT HIS BLOG, “THE LEAN BUILDER,” AT W W W.BUILDERONLINE.COM/BLOGS/SCOTTSEDAM. 



Re:Build

Re:Connect

Re:Focus

Re-energize your business by attending the 2010 NAHB International 
Builders’ Show, the building industry’s largest and most important event. 

Choose from more than 175 information-packed sessions…see the latest 
products and materials from the hottest manufacturers and suppliers…
and reconnect with friends and allies. 

Register today at BuildersShow.com!

NAHB International Builders’ Show®

2010

January 19-22, 2010  |  Las Vegas  |  BuildersShow.com
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I t’s not news that almost everyone 
associated with the housing industry is 
struggling. What’s interesting is how 
diff erent building product categories 
are trying to stay afl oat—and how it can 

benefi t you.
Last year, tool manufacturers told 

Builder that they would try to jumpstart 
slumping sales by concentrating on other 
areas, such as the remodeling sector and 
deck building. This year, companies are 
looking within, by diversifying their own 
product off erings, varying the types of 
power tools they are introducing, and 
expanding on platforms so end-users may 
simply add tools to existing batteries. More-
over, companies are enticing buyers with 

aff ordable products that still off er some 
professional punch.

POWER UP
Anderson, S.C.–based Ryobi America Corp., 
a company that prides itself on providing 
aff ordable tools to serious DIYers and 
“value-conscious contractors,” has upped 
the ante with a new line of 18-volt lithium-
ion power tools that off ers twice the run 
time as traditional 18-volt nickel-cadmium 
batteries and is 20 percent lighter.

“This is a signifi cant launch for Ryobi 
tools and our loyal customers,” Mike Far-
rah, senior vice president of marketing for 
Ryobi, says in a statement announcing the 
launch. “We know we have 

Tool manufacturers apply creativity in a slow economy. 
Hat Tricks

SPRAY P AINT: One brand of paint sprayer has dominated the category , but 
this manufacturer is hoping to off er an alternative with its ONE+ 18-volt Power 
Paint Sprayer Kit. Using lithium-ion technology, the unit has a Quick Lock feature 
enabling the paint container to click-in for painting and click-off  for removal. The 
delivery system eliminates the need for paint dilution and off ers three spray pat-
terns.  ▪  Ryobi Power Tools. 800-525-2579. www.ryobitools.com. 

 FREE B E: In addition to introducing a new line of LithiumTech 18-volt 
tools, the manufacturer is off ering the unbelievable: free replacement batter-
ies for the life of any of its cordless power tools. The 1/2-inch cordless drill/
driver weighs 3.9 pounds and off ers 330 inch-pounds of torque. It features 
a keyless chuck, two-speed gearbox, and a 24-position clutch.  ▪  Rockwell 
Power Tools. 866-514-7625. www.rockwelltools.com. 

RIP I T: This 7-inch portable tile saw comes 
with a laser for accurate cuts and a portable 
stand. The saw has a 10-amp motor, weighs 
72 pounds, and has a rip capacity of 24 inches 
and a maximum depth cut of 2 1/4 inches. 
The tool also comes with the manufacturer’s 
lifetime service agreement, which off ers 
free parts and free service.  ▪  Ridgid Tools. 
800-4RIDGID. www.ridgid.com. 

 P R O D U C T S  A N D  T O O L S  E V E R Y  B U I L D E R  S H O U L D  K N O W  A B O U T  ■  E D I T E D  B Y  N I G E L  F.  M A Y N A R D 

  (see page 36) 

 FOR MORE PRODUCT INFORMATION, VISIT EBUILD, HANLEY WOOD’S INTERACTIVE PRODUCT CATALOG, AT W W W.BUILDERONLINE.COM/PRODUCTS OR EBUILD.COM. 



Green Building Essentials

TM

National Green Building Standard   

From BuilderBooks, 2009, 170 pages/Soft-cover

Item 00263                         ISBN 978-0-86718-644-5 
Retail $21.95                      NAHB Member $19.95

 

Matt Belcher

This comprehensive, easy-to-read reference provides the information you need 
to build green — and save money. 

Green builder Matt Belcher leads you through the residential construction 
process and details how you can apply green building techniques that will 
benefit your business, your relationships with your customers, your reputation, 
and your bottom line.  Includes a breakdown of the different green guidelines 
and standards available, including NAHB’s National Green Building 

Build Green and Save: 

Protecting the Earth and Your Bottom Line

®
International Code Council  and National Association of Home Builders

TM

A collaborative effort between the ICC and NAHB, the National Green Building Standard  

is the first ANSI consensus standard on sustainable Green Building for residential 
construction. The Standard provides the “green” practices that can be incorporated into 
new homes including multifamily buildings, home remodeling and additions, hotels and 
motels, and the site upon which the green homes are located.  The four threshold levels, 
Bronze, Silver, Gold, and Emerald provide you with a means to achieve basic, entry-level 
green building, or achieve the highest level of sustainable “green” building that incorporates 
energy savings of 60 percent or higher. 
From BuilderBooks, 2009, 116 pages/Soft-cover

Item 00260 ISBN 978-0-86718-641-3
Retail $35.95 Member $31.95

Order Today!

800.223.2665800.223.2665

www.BuilderBooks.comwww. .comBuilderBooks
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 GOT A NEW PRODUCT? 

very loyal DIYers that have embraced our 
18-volt One+ System, and we also have pro-
fessionals using the system. We’re confi -
dent the increased run time of new lithium 
batteries will be very attractive to our cus-
tomers, especially pros who seek maximum 
performance at a great value.”

While the lithium-ion product intro-
duction is merely an expansion of the One+ 
System, Ryobi also has diversifi ed into 
other types of power tools. The company 
recently introduced a power paint-spraying 
product line that it says “is the only cordless 
paint sprayer in its class.” The product line 
uses an 18-volt lithium-ion battery and is 
compatible with the company’s ONE+ 
platform.

This past summer, Brookfi eld, Wis.–
based Milwaukee Electric Tool Corp., cre-
ated a whole new business unit dedicated to 
launching power tools in the Test and Mea-
surement category for, among other groups, 
electricians and HVAC technicians. 

The fi rst wave of products in Milwau-
kee’s line includes products that use dispos-
able alkaline batteries as well as those 
featuring the company’s lithium-ion tech-
nology in the M12 cordless platform.

“With a strong user base in electrical, 
HVAC/R, MRO, and remodeling, there is 
an opportunity for Milwaukee to deliver 
overdue change to an underserved, dormant 
category,” says company president Steven 
Richman. “We are dedicated to leading the 
industry by delivering new products with  
best-in-class performance, and solutions to 
enhance end-user productivity.”

Products in the line that use disposable 
batteries include a voltage detector with 
work light, fork meters, a laser Temp-Gun 
thermometer, a digital multimeter, and 
clamp meters. Products in the rechargeable 
M12 cordless line include a Sub-Scanner 
detection tool, laser Temp-Gun thermom-
eters, and Clamp-Gun clamp meters . The 
company says many of the products come 
in two models with distinct features that 
are tailored to the needs of electricians and 
HVAC technicians.

BIG DEALS
One tool manufacturer recently made an 
off er it hopes contractors can’t refuse—or 
at least will think long and hard about. 

Charlotte, N.C–based Rockwell Power 
Tools announced in January that it will 
provide free replacement batteries for the 
life of any of its cordless power tools. (Other 
manufacturers off er warranties, ranging 
from one to three years, that may cover 
parts, service, and batteries.)

“Our Free Batteries for Life program 
defi nitely is an industry fi rst,” says Craig 
Taylor, the company’s vice president of brand 
marketing. “Everyone’s aware of free refi lls 
on coff ee and soft drinks—but this is the 
fi rst time anyone has ever provided the con-
sumer with free refi lls for their cordless drill/
driver, impact driver, or reciprocating saw. 
This unique proposition is intended to con-
vey our confi dence in the uncommon quality 
of our batteries and portable power tools.”

The company estimates that the new 
battery for life program will reduce the 
overall ownership costs of its cordless tools 
by 40 percent to 70 percent, depending on 
the tool in question. Battery replacement, it 
says, can cost as much as the price of the 
tool itself so company offi  cials expect the 
program to be very successful.

By all accounts, tool manufacturers will 
need to generate all the creativity they can 
muster to keep up sales at a time when con-
tractors either aren’t buying new tools or 
replacing broken ones. The Specialty Tools 
& Fasteners Distributors Association  in 
Elm Grove, Wis., says that its member dis-
tributors saw a sales decline of 2.1 percent in 
2008 but  are forecasting a decline of 6.8 per-
cent for 2009. Thankfully, slumps don’t last 
forever, and these new programs should 
help until this one’s over.  B

 BACK D ATING: This 
18-volt hammerdrill/driver 
uses the manufacturer’s 
Nano-Phosphate lithium-ion 
battery that is backwards 
compatible with more than 40 
of the company’s 18-volt power 
tools produced since 1996. It 
weighs 51/4 pounds, has a 
three-speed all-metal trans-
mission, and a self-tightening 
chuck.  ▪  DeWalt. 800-433- 
9258. www.dewalt.com. 

 SEE THE LIGHT: Designed for electri-
cians and HVAC technicians, the M12 cordless 
Laser Temp-Gun Thermometer can safely 
measure temperatures between 22 and 1,472 
degrees F with an accuracy of 1.5 percent. It’s 
designed with embedded non-contact voltage 
detection and features LED fl ood lights and 
readout screen. An ergonomic pistol grip pro-
vides comfort.  ▪  Milwaukee Electric Tool Corp. 
800-729-3878. www.milwaukeetool.com. 

 FOR MORE PRODUCT INFORMATION, VISIT EBUILD, HANLEY WOOD’S INTERACTIVE PRODUCT CATALOG, AT W W W.BUILDERONLINE.COM/PRODUCTS OR EBUILD.COM. 



you’ll invest in your career when 
you invest in NAHB education

Pre-Show Courses
The International 
Builders’ Show®
January 15–18, 2010
Las Vegas, NV

For course details and to register, visit
 www.BuildersShow.com/PreShow

National Association of Home Builders

Reach Higher. Work Smarter.

AR85514



Radiant-fl oor heating.
Induction range.
Comcast.

•   Consumers say 
Comcast has the best 
HD picture quality.

•   Comcast has the 
most HD choices.

Comcast is America’s 
leading enhanced 
fi ber-optic network for 
TV, phone and Internet.

Get Comcast in your communities today!
To reach a Multi-Family Account Specialist, please email us at:  
Comcast_BusDev@cable.comcast.com

Not available in all areas. Cable Service: HD comparison includes HD channel lineup and HD programming On Demand available as of 9/14/09. HD picture quality rating based on independent studies 
performed by Frank N. Magid Associates, September through December 2008, excluding programming fi lmed in 1080p format.  Comcast Digital Voice: Call clarity based on independent study by Keynote 
in November 2008, Wave 6 study. Call for restrictions and complete details. Comcast © 2009. All rights reserved.

•   Comcast Digital 
Voice® is rated #1 
in call clarity so no 
word goes unheard.

•    With Comcast High-
Speed Internet with 
PowerBoost®, fast 
keeps getting faster.

All the best places come with Comcast.

Go to http://builder.hotims.com for more info
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 S M A R T  T E C H N O L O G Y  F O R  N E W  H O M E S  ■  E D I T E D  B Y  D A N  D A L E Y 

E-MAIL DENISE DERSIN AT:
ddersin@hanleywood.com

DO YOU HAVE A
 TECH STORY?

Bell’O International’s 
HD7000 Series of 

HDMI cables now includes 
one that extends to 36.1 
feet, more than 6 feet lon-
ger than the established 
standard 30-foot HDMI ca-
ble length. The HDMI cable, 
which lists for $250, meets 
UL CL3, UL OFNG, and CSA 
FT4 standards, is approved 
for in-wall installation, is 
Simplay Labs HD-verifi ed, 
and off ers 10.2-Gps 
throughput. For more infor-
mation: www.bello.com. 

Pushing 
the Barrier

Home Automation 
Inc.’s IP-based prod-

uct suite off ers OmniTouch 
10p Touchscreen ($3,145), 
Automation Studio design 
software ($418), the Home 
Theater Extender (HTX, 
$508), and the HAI Camera 
Server (price pending). The 

OmniTouch portable touch-
screen has built in Wi-Fi and 
a 10.4-inch viewable screen. 
HTX adds IR capability to 
HAI’s 5.7e touchscreens. 
The Camera Server converts 
analog security camera sig-
nals to IP video streams. 

Suite 
Touch

D avid Little thinks 
less is more. Little, the 
director of business 
development at interac-
tive digital signage sys-

tems maker and integrator Key 
West Technology,  s ays its experi-
ence with two home builders sug-
gests that builders can sell more 
effi  ciently if prospective buyers 
can access more information 
interactively in the model home. 

To date, several Beazer 
Homes communities in Florida 
and Wichita, Kan., custom 
builder Randy Dean Construc-
tion have installed Key West’s 
MediaXtreme Media Server, a 
touchscreen interface on a 

32-inch LCD fl at-panel display, 
and custom content developed 
by DSX Media that lets buyers 
take 360-degree virtual tours of 
homes, print fl oor plans, and ac-
cess the builders’ website, inter-
actively and unassisted. 

The proposition comes with a 
feature that the builders found 
hard to resist: DSX Media helped 
the builders sell ads on the inter-
active program to several of their 
vendors, including mortgage and 
title companies. Little says that 
the advertising covered the price 
of the interactive digital signage 
systems, which typically cost 
about $10,000 for a turnkey sys-
tem, in less than a year. 

The system is a hybrid that 
marries the playlist management 
and AV playback of a digital sig-
nage system with the interactivi-
ty of a digital kiosk. The digital 
sign plays a three-minute com-
mercial for the builder followed 
by 30-second commercials for 
paid advertising until a prospec-
tive home buyer touches the 
screen. The system then shifts 
into kiosk mode so buyers can 
interactively retrieve the infor-
mation they want.  

“It’s been a great diff erentiat-
ing factor,” says Alan Beulah, 
sales manager for Beazer’s Flori-
da division in Tampa. “If the 
new-home counselor is already 
working with a customer, the 
touchscreen can engage someone 
else waiting much better than 
magazines or brochures can.” 
Beazer currently has systems in 
two Tampa communities.—D.D. 

Interactive content augments the sales process.
Virtual Sales Agent
D I G I T A L  S I G N A G E

T he next wave of digital throughout the 
home will likely be whole-house distribution 
of high-defi nition (HD) signals to multiple 
displays in multiple rooms. The only prob-
lem is that it can’t be done without stepping 

on some land mines.
HDMI (high-defi nition multimedia interface) 

and DisplayPort, for example, were developed to 
handle single-point distribution and limited to about 
30 feet. Digital extenders such as EDID (extended 
display identifi cation data) can help, querying the 
display as to its native resolution and adjusting the 
source accordingly. CEC (consumer electronics con-
trol) is a device control protocol that will shut down a 
display if it no longer senses a signal from the last 
source. But if the user is just switching to a diff erent 
source, the display may be shut down anyway, 

prompting an unnecessary service call. Then there’s 
HDCP (high-bandwidth digital content protection) 
that can’t readily distribute Blu-ray signals through-
out the house thanks to authentication issues, and 
the fact that Blu-ray only allows up to eight authenti-
cation keys maximum. That limits the number of 
displays it can be distributed to and shuts the player 
down if it’s directed to send to a ninth location. 

Crestron says it has a solution with its Digital Me-
dia series of products that started shipping earlier in 
2009. Crestron communications director Jeff  Singer 
points out one of the central ironies of the digital era: 
technology solutions that become technological 
booby traps. “HDCP was developed to prevent ille-
gal distribution of high-def content, and now it can 
potentially prevent distribution of all HD signals in 
the home,” he says. “EDID can tell the [signal] source 
what the native resolution of a particular display is, 
but what if the source doesn’t support one of those 
native resolutions? That can result in a degraded pic-
ture. It’s complicated.”

The bottom line for builders, for whom home 
high-defi nition capability will be important in the 
very near future, is to emphasize Ethernet cabling as 
part of the structured wiring package.—D.D. 

T E C H N O L O G I C A L  B O O B Y  T R A P S

The next round of acronym soup 
comes fr om whole-house HD.

Sounds of Silence



In today’s challenging economic times, the availability of credit for your clients 
is a hot topic and key concern. Big Builder went right to Bank of America 
Home Loans to hear about how its dedicated builder division is serving the 
building industry and its clients.  

Mike Kelly, East Builder Executive, and Michael Brown, 
West Builder Executive, talked to us about how Bank of 
America Home Loans is open for business with expertise 
and products to help builders close on more homes.

 Q: What makes the mortgage  
business at Bank of America Home 
Loans different from other banks?

Mike Kelly (MK): The needs of residential 
builders and developers are unique. 
Bank of America Home Loans recognizes 
this and provides specialized programs 
serviced by professionals who focus on 
the new home market. Over the past 18 
months, Bank of America has focused on 
its mortgage program in order to respond 
to the changing business climate. 

Michael Brown (MB): It’s not enough to 
have feet on the ground — they need  
to be the right kind of feet. At Bank of 
America Home Loans, our National 
Builder Division has builder sales man-
agers and builder-focused loan officers 
across the country who are trained to 
offer a host of specialized builder-centric 
loan products and services.

Q: Explain the specialized training  
that your loan officers possess.

MK: We believe that the financing for 
new homes and condos requires an 
additional level of expertise. Our mort-
gage loan officers get that expertise  
by completing a comprehensive training 
program that designates them as a 
“Certified Builder Representative.”

MB: Through this specialized training 
and education, our entire home loan 
team is equipped to work closely and 
directly with builders. We are experts on 
a variety of different financing solutions 
that ultimately help builders build, sell 
and close more homes. 

Q: What is the best advice that you 
can offer to builders?

MK: Our best advice is to make sure 
builders align themselves with the right 
lender — one that has a long-term  
commitment to the home building industry 
and a diversified and dedicated program 
that will help builders sell more homes.

Bank of America Home 

Loans Offers Programs 

That Help Sell Homes

•  Borrowers Protection Plan®: 
An optional loan feature that can 
cancel monthly principal and interest 
payments when homeowners need it 
most — during unexpected events 
such as involuntary unemployment, 
disability, hospitalization or death1.

•  Clarity CommitmentTM: a one-page 
loan summary that clearly communi-
cates payment, rate and payment 
periods and other information  
about loan fees and costs in  
easy-to-understand language.

•  Builder Rate Cap: This extended rate 
lock program protects the homeowner 
from rising interest rates during the 
new home construction period. 

•  Forward Commitments: Builders 
are able to purchase a block of 
money at a specified interest rate, 
protecting them against rising rates.

•  Jumbo Mortgage Financing: Bank of 
America Home Loans has continued 
to demonstrate its commitment to 
jumbo mortgages as a market leader.

•  First Time Homebuyers: Bank of 
America Home Loans will provide 
financing for qualified first-time 
homebuyers with a down payment  
of as little as 3.5 – 4 percent.

For more information contact Mike Kelly (East) at 1.860.214.8238 or Michael Brown (West) 

at 1.714.669.3630, or visit www.bankofamerica.com/buildersadvantage to find the builder 

sales manager in your market.

SPECIAL ADVERTISING SECTION

1Important information about Borrowers Protection Plan®: 
Borrowers Protection Plan is available on many first mortgages used for home purchase and home equity loans. 
Optional Product: The purchase of Borrowers Protection Plan is optional. Whether or not your clients purchase Borrowers 
Protection Plan will not affect their application for credit or the terms of any existing credit agreement they have with 
Bank of America. Additional Disclosures: Additional information will be provided before your clients are required to pay 
for Borrowers Protection Plan. This information will include a copy of the Addendum, which is the contract containing 
the terms of the Borrowers Protection Plan. Eligibility Requirements, Conditions and Exclusions: There are eligibility 
requirements, conditions and exclusions that may prevent your clients from receiving benefits under Borrowers Protection 
Plan. Your clients should carefully review the Addendum for a full explanation of the terms of Borrowers Protection Plan. 
Borrowers Protection Plan is not available for all loan types or amounts. 
THIS INFORMATION IS INTENDED FOR MORTGAGE, REAL ESTATE AND/OR BUILDER PROFESSIONAL USE ONLY AND IS 
NOT AUTHORIZED FOR CONSUMER OR PUBLIC DISTRIBUTION. 
Bank of America, N.A., Member FDIC  Equal Housing Lender © 2009 Bank of America Corporation. 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.  AR87934
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North Carolina 
home builder Tom 

Gipson was selected as 
the winner of the Ulti-
mate Volunteer contest 
on the television show 
“The View.”

Gipson was recog-
nized for founding the 
nationwide Builder Blitz 
program in partnership 
with Habitat for Human-
ity. In 2006, he recruited 
more than 1,000 home 
builders to construct 
459 Habitat homes in a 
single week. Another 
269 homes were built in 
2008, despite the hous-
ing downturn.

Ten fi nalists were 
selected from more than 
1,000 nominees, and the 
winner was chosen after 
a week of online public 
voting. The contest rec-
ognizes “someone who 
selfl essly gives to oth-

ers, who asks for nothing 
in return, and inspires 
others to volunteer.”

“Gipson’s national 
recognition represents 
the dedication to com-
munity service of home 
builders across the 
nation, for the many 
charitable projects small 
and large that happen 
every single day,” says 
Joe Robson, NAHB 
chairman. 

Above 
and 
Beyond

  ▶  

I t is said that what you learn early in 
life is what you remember longest and best. So I 
guess it shouldn’t come as a surprise 
that when I think about our industry, 
I remember something that I learned 

in elementary school. Shelter, like food, 
water, and clothing, is essential to life.  

I’m very proud to be a member of the 
industry that provides one of the necessi-
ties of life, and I’m especially proud to be 
chairman of the association that helps 
enable the housing industry to meet that 
need. Because, make no mistake about it, 
without the NAHB, the job of housing 

America would be infi nitely more diffi  cult.
The NAHB is our advocate. It’s our voice in Wash-

ington, fi ghting every day for policies and 
programs to help stimulate the housing 
market and get our industry back on its 
feet. And it’s our champion at regulatory 
agencies, in the courts, and in hundreds of 
other important arenas. Most of all, it’s our 
lifeline, providing the products, tools, and 
services we need to survive the worst hous-
ing market in seven decades.

One of those essentials is knowledge. 
From e-newsletters to special reports, eco-
nomic studies, members-only 

Survival Essentials
The NAHB can be your lifeline toward surviving one of the worst housing 
markets in decades.

F R O M  T H E  C H A I R M A N

  (see page 42) 

 N E W S  F R O M  H O U S I N G ’ S  G R O U N D  Z E R O  ■  E D I T E D  B Y  D E B O R A H  L E O P O L D 

 JOE ROBSON
  Chairman of the board, 
nahb
  Washington, D.C. 
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T he NAHB Research 
Center’s Annual Builder 
Practices Survey found 
that improving bath-

rooms is a substantial way to 
create superior value with 
potential buyers. Survey results 
confi rm an unprecedented 
change in bathroom fi xtures 
and fi nishes used in new homes 
since the housing downturn.  

Countertops & Sinks: Gran-
ite has become a very popular 
material, increasing from 5 per-
cent to 18 percent. Laminate, 
cultured marble, and ceramic 
tile lost market share during this 
period.

Undermount sinks grew 
from 9 percent to 17 percent 
share. Vessel sinks increased, 
but only had 2.5 percent market 
share by 2008. One-piece sink 
and countertop styles saw the 

biggest dip; the share of drop-in 
sinks declined slightly. China 
and enameled cast iron were the 
biggest gainers, while marble 
and enameled steel sinks both 
declined in market share.

Faucets: Chrome is still the 
most popular vanity, bath, and 
shower faucet fi nish with about 
46 percent share. However, its 
share in new homes tumbled 
from 61 percent over the past 
three years. The biggest gainers 
in bathroom faucet fi nishes 
were bronze and nickel. Stain-
less steel also saw a moderate 
increase in popularity. Polished 
brass and solid colors have 
largely fallen out of favor. 

Flooring: Ceramic tile con-
tinues to be a popular choice for 
bathroom fl oors with 65 percent 
market share. Marble and other 
natural stone saw the largest 

increase, from 3 percent to 7 per-
cent. Use of vinyl tiles also grew, 
from 2 percent to 4 percent. 
Sheet vinyl, however, slipped 
from 28 percent to 21 percent.  

Tubs & Showers: Gel-coat 
fi berglass remained the most 
popular for one-piece showers 
and tub/shower combinations, 
but acrylic-fi nished units have 
gained market share. For single 
tubs, enameled cast iron became 
more popular. For whirlpool 
baths, acrylic continued to be 
the most popular material type. 
Acrylic saw the largest market 
share gain, while most other 
materials slipped.

Ceramic tile remains the 
most popular choice for site-
constructed bath and shower 
surrounds with about 71 percent 
share. Natural marble increased 
in popularity but cultured mar-
ble declined. 

Visit www.nahbrc.com/man
ufacturer/development/newcon
struction.aspx to see the specifi -
cations of all 44 standard ABPS 
reports.

Annual builder survey reveals changes in 
bathroom fi xtures and fi nishes.

Bath Bonanza
T H E  N A H B  R E S E A R C H  C E N T E R  C O R N E R

Setting an example 
of how builders and 

HBAs are helping those 
in need, the 2009–2010 
Chicago Dream Home 
Raffl  e is raising money 
for three nonprofi ts with 
strong ties to the hous-
ing industry.

At least 150 prizes 
will be awarded. The 
grand prize winner will 
work with Orren Pickell 
Designers & Builders to 
design and build their 
own $1.3 million dream 
house, or they can 
choose $1 million in cash. 
Raffl  e tickets are cur-
rently available for pur-
chase at: www.chicago 
dreamhomeraffl  e.com.

The benefi ciaries of 
the raffl  e are:

� WINGS, providing 
shelter and services to 
homeless and abused 
women and children.

� HomeAid Chi-
cago, one of 22 local 
chapters of HomeAid, 
whose mission is to pro-
vide housing where 
homeless families and 
individuals can rebuild 
their lives. It is the offi  -
cial charity of the HBA 
of Greater Chicago.

� Homes for Hope, 
which partners with 
builders and trade con-
tractors in home build-
ing projects. Profi ts 
from the homes support 
HOPE International, a 
micro-fi nance organi-
zation that seeks to end 
poverty by providing 
struggling entrepre-
neurs in developing 
countries with small 
loans to build or start 
a business.

Worthy 
Raffl  e

Web content and print publications, the NAHB pro-
vides information and analysis that is available 
nowhere else. Another essential is education to help 
members cope with the realities of the market, hone 
their skills, and prepare for better years ahead. 

The NAHB also provides outstanding networking 
opportunities. Some of the most valuable information 
and advice I have ever received came from generous 
fellow members who were willing to share their exper-
tise and let me learn from their successes and failures. 

The International Builders’ Show (IBS) is our pre-
mier educational and networking event of the year, 
and we’re working hard to ensure that it meets mem-
bers’ needs in today’s troubled market. 

To make the IBS more accessible, we have changed 
the pricing structure for 2010 and are doing every-
thing possible to make the show a valuable experi-
ence for both members and exhibitors. 

We are using new technology to make many of 
our non-IBS education and information programs 
more cost-eff ective and accessible. Look for this 
trend to continue next year as the NAHB makes 
increasing use of technology that saves time and 

money by delivering essential information directly to 
your desktop.

Our association website, www.NAHB.org, is key 
to the eff ort to serve members better in smarter ways. 
It includes a wealth of information that is available 
only to members and was recently revamped to make 
it even more useful and informative.

If you’re not a member of your local builders asso-
ciation, I urge you to join (when you join at the local 
level, you automatically become a member of the 
NAHB). And if you’re already a member, I urge you 
to get active in your local association and take the 
best possible advantage of what the NAHB off ers. 
After all, the bottom line is that the NAHB provides 
the essentials for people who produce one of the 
necessities of life.

Call to Action: Join the NAHB in the fi ght to 
extend and expand the $8,000 fi rst-time home buyer 
tax credit, which is set to expire on Dec. 1. Without 
an extension, the tentative recovery in housing could 
sputter to a stop. The resources you need to join this 
crucial eff ort are available at www.NAHB.org/
ReviveHousingNow.



S U B S C R I B E  T O

www.omeda.com/bldr
or call toll-free 1-888-269-8410GO TO�

Now is the best time 
to stay informed 

of industry news – 
by subscribing to Builder.

Join us for 14 weeks of football fun and play for your
chance to win local branch prizes and be entered in
the Grand Prize drawing for a chance to win up to
$25,000 for a housing not-for-profit charity in your
local community.1 Catch the action! Contact a Wells
Fargo Home Mortgage consultant for details.

1. In theeventahousingrelatedcharity isnotavailable in thewinner’s
community, anacceptablealternativecharitywillbeselected.
Nopurchasenecessary toenterorwin.Mustbe legal residentof the50
U.S. statesandtheageofmajorityorolder in their stateof
residence.Begins9/7/09andconcludes12/13/09.Toobtainacopyof
theofficial rulessendyour request inaselfaddressedstamped
enveloptoPickofthePros2009OfficialRulesRequest,POBox3970,
Dept.GP,St.Cloud,MN56397-3970.Voidwhereprohibitedor restricted.
Sponsor:WellsFargoHomeMortgage.
WellFargoHomeMortgageisadivisionofWellsFargoBank,N.A
©2009 WellsFargoBank,N.A.Allrightsreserved. #654936/09-9/09

19th annual Pick of the
Pros® promotion

Go to http://builder.hotims.com for more info Go to http://builder.hotims.com for more info



INSPIRATION
STRATEGY

TACTICS

COLLABORATION

PRODUCED BY: BIG BUILDER

WITH SUPPORT FROM

BIG BUILDER WEEK 2009 IS COMING 

For Years You’ve Come To 
The Big Builder Conference—

This Year, We’re Coming To You

WHO
Executives and key management personnel from 
the nation’s top 200 home building companies

WHAT
Participate in a one-of-a-kind collaborative 
industry event, including networking oppor-
tunities and educational programming

WHERE
From any Web-enabled computer nationwide

WHEN 
November 16–20, 2009

WHY
To enhance understanding of the macro 
and micro political, economic, social, and 
operational forces shaping our industry; to 
gain insight into the latest news and trends; 
and to be better prepared to make critical 
decisions in the year ahead.

 Don’t miss this one-of-a-kind event coming this fall to a computer near you!

Register for FREE at BigBuilderConference.com

DIAMOND SPONSOR PLATINUM SPONSOR EMERALD SPONSOR SILVER SPONSORGOLD SPONSORS
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 David Crowe
  Chief Economist

  NAHB
  Washington, D.C.

  e-mail: dcrowe@nahb.com 

Prime Drivers
Demographics drive long-term housing demand.

However, there are a number of factors 
that will determine the fi nal demand for ad-
ditional homes. Aside from the temporary 
economic issues that have delayed house-
hold formations, the prime drivers behind 
how many households form from the base 
population include immigration, headship 
rates, and social trends such as divorce, re-
marriage, and presence of children.

The rising share of the foreign-born pop-
ulation in the U.S. will have a dramatic im-
pact on housing demand. Past and future 
immigrant groups are large in number but 
they form larger, multigenerational house-
holds. These competing forces will both add 
to and subtract from the number of house-
holds formed by the underlying and expected 
population. The component of total popula-
tion arriving from and returning to other 
countries is the most fl uid and most diffi  cult 
to forecast. The economic slowdown re-
duced the incentive to move but likely only 
in the short run. A study from the Pew Re-
search Center found that the recent decline 
in net immigration from Mexico (the coun-
try with the largest number of resident im-
migrants) is due to a decline in new entrants 
rather than an increase in those leaving.  

The foreign-born population accounts 
for 13 percent of the current population and 
14 percent of the households, but it grew 
twice as fast as total population in the past 
fi ve years. Census Bureau projections for 
the two largest foreign-born segments fore-
see continued growth: The Hispanic popu-
lation will double and the Asian population 

will nearly double by mid-century. Accord-
ing to the Joint Center for Housing Studies, 
the number of Hispanic households will 
increase between 420,000 and 500,000 per 
year, and the number of Asian and races 
other than Black households will increase 
by between 240,000 and 322,000 per year 
over the next 10 years. These two groups 
will account for more than half the increase 
in households and that contribution will 
increase beyond 2020.

Household size fell dramatically as Baby 
Boomers moved out of their parents’ homes, 
divorce without remarriage increased, and 
older people chose to live alone. That move-
ment also increased headship rates. How-

ever, that trend slowed in the ’80s and has 
changed only modestly since then. Average 
household size was 3.2 people in 1970, 2.9 in 
1980, and 2.6 in 2008. Several factors are 
likely to reduce headship rates further and 
reduce the impact of Echo Boomers on to-
tal household growth.  

 As the economy has weakened, job op-
portunities have disappeared, and more 
education is seen as critical to landing a job. 
Members of the Echo Boom generation are 
remaining in, returning to, or beginning 
college or trade courses. Schooling means 
staying at home or living with roommates. 
In addition, the Echo Boom generation has 
fewer siblings than their parents had, and 
they live in larger homes, leaving them with 
less incentive to move out on their own. 
Echo Boomers are also delaying marriage, 
contributing to lower headship rates.  

The increase in ethnic and immigrant 
groups with larger families will lift the 
growth in households with children, but 
from a low of about 6 percent of all house-
holds to 15 percent in the next 15 years. The 
largest family-type contributor to house-
hold growth will be persons living alone, 
which will grow from one-third of all house-
holds to 40 percent.  

The large Echo Boom generation, even 
with some delay, and the growing impact of 
immigration will boost housing demand 
and will account for most of the expected 
1.2 to 1.5 million per year additional house-
holds over the next 15 years. Total housing 
production will have to be 1.6 to 1.9 million 
units to respond to increased households, 
replacement and second-home demand, 
and additional vacancies.

H ousing will recover on the other side of the current
slide because demand will be driven by the Echo Boom 
generation. In fact, over the next 20 years, the number of 
people in the primary household formation and home buy-

ing ages will exceed 80 million, which is larger than the Baby 
Boomer generation.
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IS THE 
McMAN
DEAD? 
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It’s the scapegoat of the housing bust, and that’s not 

all. From accusations of ostentatious overconsumption 

to environmental indifference, the McMansion has 

taken some brutal hits in the recession economy . Are 

those blows lethal enough to send starter castles to 

their grave? Or will they live to see another boom?

BY JENNY SULLIVAN T here’s no shortage of McMan- 
sion haters out there. Some are 
vociferous, but others are 
stealthy—such as the Florida cou-
ple who recently purchased three-

quarters of an acre in a neighborhood many 
consider to be prime teardown territory. 

Fellow home buyers in this posh, lake-
front part of Orlando, Fla., didn’t think twice 
about razing and replacing existing homes 
with new ones more than double in size. But 
these passive resisters have something more 
modest in mind for their family of fi ve. 

In lieu of a 7,000-square-foot palace 
that antes up to the neighbors, they’re plan-
ning a house less than half that size with 
energy-effi  cient features, panelized con-
struction to reduce waste, and a variety of 
fl exible, multipurpose spaces. One of its 
four bedrooms will double as a guest room.

In some ways, it’s atonement for an over-
sized spec home they owned previously, 
which they describe as a “cavernous” place 
with rooms that were seldom used.

“Environmental concerns are one reason 
for downsizing, but we also want to know 
what’s going on with our kids,” the husband 
says. “A smaller house helps facilitate that. 
When they share space, they are forced 
to resolve their diff erences. We have the 
fi nancial ability to have a larger home, but 
it doesn’t make sense.”

Chalk it up as another point for the 
opposition in the McMansion wars. 

PRIDE AND PREJUDICE
Eff orts to stem the proliferation of monster 
homes have no doubt reached epic propor-
tions in recent years. But the battle lines are 
sometimes fuzzy because the enemy isn’t 
always clear. 

What exactly is a McMansion?  
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By some accounts, it’s the gargantuan 
greenfi eld tract home with a Hummer 
parked out front that perpetuates sprawl 
and makes gas guzzling a way of life. Others 
use the derisive term to describe ostenta-
tious infi ll homes that—while walkable to 
schools, shops, and transit—tower over be-
loved bungalows in established neighbor-
hoods in a way that is less than neighborly.

But diff erent people live by diff erent 
standards of propriety, and that’s where 
codifying the off enders becomes diffi  cult.

“One market’s McMansion is another 
market’s standard issue house,” notes Rob-
ert Lang, former co-director of the Metro-
politan Institute at Virginia Tech  who now 
heads up the newly minted Brookings 
Mountain West program at the University 
of Nevada, Las Vegas.  “If you’re in Dallas, 
5,000 square feet is the house you buy on a 
two-faculty salary. But if you are in Boston 
or San Francisco, this is not a normal-sized 
house. It’s not fair to come up with a blan-
ket defi nition. However, every area has 
its over-the-top houses, and people know 
which ones they are.”

This may explain why some would-be 
reformers fi nd it easier to defi ne the essence 
of McMansion-hood by its antithesis. 

Dave Wax, co-founder of the online 
company FreeGreen (which off ers free 
house plans for small, high-performance 
homes), defi nes McMansions as houses that 
are built to minimum code specifi cations 
and saddlebagged with spaces that are used 
less than 30 percent of the time by their 
owners. “Like all stereotypes, it’s a term 

1992
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1995
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1997
1998
1999

2000
2001

2002
2003
2004
2005
2006
2007
2008

that has no defi nition and so is inherently 
unfair,” Wax concedes. “That said, having a 
bad guy is necessary for any social change. 
And so the McMansion is the bad guy.”  

DOWNSIZE ME
Can the vilifi ed McMansion, in its various 
forms and habitats, survive a post-recession 
economy? Many signs suggest the odds are 
stacked against it. Lending standards have 
tightened, and many buyers no longer have 
the cash on hand for down payments on 
fancy homes. Add to that a U.S. unemploy-
ment rate that continues to hover around 
9.5 percent and resale competition from 

foreclosures (many of which are McMan-
sions themselves), and the outlook seems 
bleak for showy homes that many consider 
emblems of decadence and greed.

Even for those who can aff ord them, tro-
phy homes constitute an image problem at a 
time when modesty has become fashion-
able. One recent CNNMoney.com poll 
asked more than 33,000 online readers if 
they thought American homes had gotten 
too big; 69 percent said yes. 

Demand for big houses could also fi zzle 
as population shifts place families with kids 
in the home buying minority. Some demog-
raphers estimate that up to 80 percent of 
new households formed over the next 15 
years will be child-free as Baby Boomers 
empty their nests and career-driven Mil-
lennials postpone marriage and kids. 

Arthur “Chris” Nelson, director of the 
Metropolitan Research Center at the Uni-
versity of Utah, predicts that as a result, the 
nation could see a surplus of 22 million 
large-lot homes by 2025.  Household sizes 
are trending smaller at the same time that 
household budgets have become leaner. 
That makes butler pantries and media 
rooms a tougher sell.

In fact, the residential landscape is al-
ready changing. In a recent poll of 500 
residential architects by the American In-
stitute of Architects (AIA) , only 4 percent 
of respondents reported that their clients 
were requesting more square footage in 
new projects, compared to 16 percent in 
2008. A subsequent AIA Home Design 
Trends Survey  found signifi cant decreases 
in consumer spending on features such as 

NO MORE WASTED SPACE:  In 1973, 23 

percent of new single-family homes were two 

stories or more. By 2006, that number reached 

57 percent. Taller homes are here to stay, but 

new models will likely be carved up diff erently 

inside. Double-height foyers and similar trophy 

spaces are falling out of favor, because they are 

too expensive to heat and cool.

 RISE AND FALL OF 
GARAGE MAHALS

The number of homes with garage space for three or more 
cars peaked in 2005 and is now on the decline.

NUMBER OF HOMES IN THOUSANDS
100 125 150 175 200 225 250 275 300 325

Source: U.S. Census Bureau Survey of Construction
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in-law suites, three-car garages, and home 
theaters. Builders are singing a similar 
tune, with 90 percent of respondents in a 
recent NAHB poll indicating plans to 
build smaller. 

So it’s no surprise that American house 
sizes, which doubled from 1960 to the 
height of the boom, are now backpedaling. 
The average house breaking ground in the 
fi rst quarter of 2009 was 2,335 square feet, 
down from 2,629 square feet in the 
second quarter of 2008, according to 
NAHB fi gures. Since 2007, median sizes 
for new single-family homes have fallen 
nearly 10 percent.

BEHIND INFILL LINES
McMansions also continue to draw fi re 
from neighborhood groups rallying to 
protect their streetscapes. The National 
Trust for Historic Preservation  (NTHP) 
estimates that as many as 500 communi-
ties in 40 states have launched anti-tear-
down campaigns  in an attempt to curb the 
proliferation of super-sized homes. Some 
groups have ignited city-issued moratoria 
on new residential construction, while 
others have helped handcraft ordinances 
that regulate building height, setbacks, 
and fl oor-area ratios. 

Among the most infamous is the “Mc-
Mansion Ordinance”  enacted in Austin, 
Texas, in 2006, which limits most new or 
remodeled infi ll single-family homes to 
2,300 square feet with a height limit of 32 
feet. A similar measure passed last year by 
the Los Angeles Sunland–Tujunga Neigh-
borhood Council  dictates that any fl oor 
with ceiling heights greater than 14 feet 
counts as twice the square footage of that 
area. Bye-bye, vaulted foyers.

“Teardowns may not always be stellar 
landmarks on their own, but the issue 
comes down to streetscape character,” says 
Adrian Fine, director of the Center for 
State and Local Policy at the NTHP. “It 
only takes one McMansion to disrupt that 
character and cause a domino eff ect.”

But builders aren’t entirely to blame for 
this scenario. Antiquated zoning laws (and 
the planning boards that uphold them) also 
play a part. When builders fi nd themselves 
handcuff ed to standard lot sizes, minimum 
square footage requirements, and high land 
costs, the tradeoff  is often building to a 
lower specifi cation to arrive at a pro forma 
that pencils. The solution ends up being a 
lumbering stock plan with a brick front, vi-
nyl siding, and little to no side yard.

How does one stop that cycle? “What 

needs to happen is buy-in from local mu-
nicipalities with respect to [alternative] 
zoning,” says Bill McGuinness, president of 
Sun Homes in Pawling, N.Y. “Rather than 
large, planned new towns in the middle of 
nowhere, the existing towns in our market 
need to be reclaimed through things like 

creative density swaps and aggressive plan-
ning. Towns hopefully will fi gure out that 
the net drain of sprawled out subdivisions 
on municipal resources is unsustainable, 
and that well-planned densifi cation of ex-
isting core areas can be a net fi scal benefi t. 
This is diffi  cult because so few towns have 
the knowledge, budget, and understanding 
of the issues to pull it off .”

Which makes attempting to change the 
system a risky and frustrating endeavor for 
even the most well-meaning builders. 

Brian Hickey, founder of Teardowns
.com , an online real estate marketplace for 
teardown properties, recalls one builder 
who attempted to replace a stretch of tired 
single-family homes in Chicago’s well-to-do 
Hinsdale neighborhood with a smaller, but 
no less historic housing type (brownstones). 
“He bought a series of old single-family 
homes with hopes that the zoning board 
would approve row housing as a replace-
ment, but the neighbors protested and the 
village did not approve it,” Hickey says. “In 
the communities where we do business, you 
generally can’t fi nd zoning that will approve 
any kind of project like that, even if it means 
an aesthetic improvement to the area.”

Architect Ed Binkley  has witnessed a 
similar form of inertia in the Orlando 
market. “There are guys today with 75- 
to 80-foot lots  that could easily be  subdi-
vided , but a lot of builders and developers 
are afraid to start the process because it’s 
time consuming and time is money,” he 
says. “It’s hard for builders to resist buying 
up existing lots   from projects gone bad 
when they are getting them for 50 percent 
of the original value. Those lots are ready 
to go, and they have fi nancing.”

SMALL WORLD
With the fate of housing still in economic 
limbo, some builders are clinging to bubble 
business models on the belief that big homes 
will make a comeback when the market re-
bounds. “My fear is that the industry won’t 
wake up until it’s too late—that builders 
will try to dust off  old plans and those plans 
won’t work anymore,” says building consul-
tant Chuck Shinn.

Other builders are preparing for the fu-
ture by diversifying. Take Richard Perrone, 
a high-end builder in Sarasota, Fla., who 
has spent the last 30 years building custom 
waterfront estates for Fortune 400 execu-
tives—some as large as 22,000 square feet. 
While he isn’t abandoning his top-tier cli-
ents or the notion that some people will al-
ways want big houses, he is 

THE GOOD

THE BAD

THE UGLY

Sensitive infi ll homes respect the scale 

and character of the neighborhood.

A study by researchers at Ohio State 

University found that large square foot-

age does not a McMansion make; it’s the 

height and proportion of the new house 

in comparison to others on the block that 

opponents fi nd most off ensive.

Even same-size houses can draw fi re 

when they appear incompatible with 

the neighborhood fabric.

(see page 50) 
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taking a calculated risk on a diff erent kind 
of venture: an enclave of 14 bayfront homes 
with the same level of quality and fi nish, 
except in markedly smaller envelopes.  

Measuring 3,729 square feet, Perrone’s 
fi rst spec home at Spice Bay is listed at 
$1.975 million. It’s got most of the same 
goodies you’d fi nd in his larger houses—
digital lighting control systems, industrial 
grade kitchen appliances, inlaid fl oors—
minus the extra library, media room, bil-
liards den, secondary prep kitchen, 
underground parking for 23 cars, and so on. 

“We believe there are buyers out there 
who want a very high-quality home; they 
just want a smaller home,” says Perrone. “So 
we’re taking everything we know about 
good design and putting it in a smaller pack-
age. For a while people were led to believe 
that more is better. I think for some that 
mindset is changing.”

Some production builders think so too, 
and are similarly adjusting their product 
lines for a diff erent clientele. In a much her-
alded move, KB Home in Houston recently 
introduced a series of plans measuring just 
880 square feet as a way of going head to 
head with low-cost bank-owned properties. 
“Any time there’s been an age of exuberance 
and the economy turns, people get back to 
‘What do I need?’ rather than ‘What could 
I buy?’” KB CEO Jeff rey Mezger said in an 
interview with BusinessWeek.

But whether a protracted economic re-
covery will catapult the small-house move-
ment into the mainstream and snuff  out the 
“more is better” mentality is a subject of 
nuanced debate.

“I think you will continue to see McMan-
sions built on smaller infi ll lots because 
wealthy people want homes that are custom 
designed for them,” says Philadelphia archi-
tect James Wentling.  “The large production 
houses built in the suburbs are another situa-
tion. Those are large homes built on large 
lots due to anti-growth zoning restrictions, 
which motivate builders to construct larger 
houses to amortize the lot costs. Demand for 
this product type is decreasing and the value 
of these homes will not appreciate as well (or 
may decline) as demographics change. ”

Robert Lang believes exurban McMan-
sions will live on, although he anticipates a 
more organic concentration and redistribu-
tion of them as suburbs mature. Going 
forward, affl  uent “wedges” or suburban cor-
ridors may continue to prove fertile ground 
for large-lot homes, he says. “Distance from 
the urban core is not universally a disadvan-
tage. Much depends on the path and the 

employment opportunities. You can even 
have discrepancies in the same county. If 
you have rail, high-end employment, and an 
international airport in a suburban corri-
dor, that completes the circle of what’s nec-
essary for luxury housing.” And not all of it 
will be designed tastefully. 

FEAST AND FAMINE
Nancy and Scott Cornelius   are the kinds of 
buyers critics love to cite as evidence that 
McMansions are on the outs. At 65, the 
couple recently sold their big house in Oak 
Hill Reserve, a Fairfax County, Va., devel-
opment where homes run as large as 8,000 
square feet, and downsized to a new, smaller 
home in a nearby 55+ community. Reduced 
home maintenance and lower utility bills 
were part of the rationale for moving. 

Not surprisingly, they had trouble sell-
ing the big house, which was originally built 
in 2002. But not for the reasons the anti-
mansion brigade would assume. 

“It had about 3,000 square feet on its 
main level and a little over 2,000 square 
feet on the lower level, meaning it was one 
of the smaller homes in that area. Plus this 
was a rambler in a neighborhood of mostly 
three-story colonials with three-car garag-
es,” says Nancy Grasman, a Realtor with 
Coldwell Banker. “Most buyers who were 
looking in that neighborhood wanted a big-
ger house with all the bedrooms upstairs.”

After a year on the market, the house 
fi nally sold at the end of July for just over 
$1 million—to a single woman with no kids. 
“It was a move-up that was manageable for 

her, ” says Grasman.
Proof, perhaps, that ability—not need—

is still what drives most purchasing deci-
sions by home buyers who are concerned 
about resale value. And in the resale mar-
ket, value is still measured largely by the 
square foot, not the quality of the built-ins 
or the effi  ciency of the kitchen layout.  

Lang, for one, isn’t too surprised. And he 
doesn’t necessarily view such anecdotes as 
anomalies. “I think there will eventually be 
another boom, and home sizes will go up 
again,” he says. “Maybe not as dramatically 
... but they will go up. You can’t gauge the 
extent of the population’s taste when its 
buying power is constrained.”

History has shown this to be true. Be-
fore the housing bust of 2007, the largest 
annual decline in median square footage 
occurred between 1979 and 1982, when new-
home sizes dipped 8.2 percent, observes 
NAHB chief economist David Crowe (see 
page 45). Four years later, house sizes were 
back up above their previous peak.

Atlanta builder Brendan Murphy sees 
this as evidence that old habits die hard. 
“We Americans have always associated big-
ger with better,” he says. “Look at how many 
crises the automobile industry has gone 
through with gas prices. And yet it always 
returns to large vehicles because that is 
what sells.”

Is America’s appetite for big houses 
trending toward more moderate portion 
sizes? Or is it a cyclical craving that will ramp 
back up once money is fl owing freely again? 

Wait and see.  B

 HAVE WE MAXED OUT?

Historically, recessionary blips have proved only 
temporary setbacks for growing median single-
family home sizes in recent decades.
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Source: U.S. Census Bureau Survey of Construction
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BY JOHN CAULFIELD

DEFECTIVE 
THINKING
BY JOHN CAULFIELD

Quality, as defi ned by 
builders and homeowners, 
is too often in the eye 
of the beholder.
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T he 94 residents of Home Town, 
a three-year-old community in 
Richmond Hills, Texas, were most-
ly satisfi ed with their townhouses 
until about a year ago, when signs 

of deterioration—fences falling down, paint 
peeling off  exterior trim, leaking roofs—
began to surface.

The community’s HOA has since spent 
$180,000 for repairs, paid for out of a re-
serve fund built up from the $159 per month 
maintenance fee the builder, Pasquinelli & 
Portrait Homes , charged each homeowner 
before turning over the community to the 
HOA two years ago. What really frustrated 
Bill Tidwell, the association’s president, 
was his inability to connect directly with 
the builder about these problems, much less 
get redress, after Illinois-based Pasquinelli 
suspended its building and selling in Texas. 
(In response, the builder’s spokesman Jona-
than Dedman gave this reporter his phone 
number to pass along to the HOA.)

Tidwell’s experience has left him with a 
bad feeling about the housing industry. 
When it comes to quality control, he char-
acterizes home building as a “wasteland.” 
That sentiment is shared by legions of other 

homeowners who express their anger about 
shoddy workmanship through blogs and 
other media. It’s easy to get the impression 
that, despite builder eff orts during the last 
decade to upgrade their construction qual-
ity, bankruptcies, abandoned subdivisions, 
and mistakes made during the fast-paced 
boom have set the industry back. 

Debates about quality construction, 
though, are like arguments over health care; 
diff erent groups, looking at the same facts, 
draw wildly diff erent conclusions. On one 
side are homeowners, and even some con-
struction inspectors, who are absolutely 
convinced that quality took a major hit 
during the last housing boom. They point 
to the preponderance of evidence on the 
Internet, the platform of choice for home-
owners voicing any and all complaints about 
construction defects, whether minor or ma-
jor, legitimate or irrational. Photographic 
evidence is regularly attached.

Builders, on the other side of the debate, 
often make reports of defects sound like 
fi gments of homeowners’ imaginations. 
Most insist that their homes are well-built, 
and that the pace of construction has 
little to do with the quality of the fi nished 
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product. They also contend that many pub-
licly aired complaints involve easily fi xable 
problems that, in some cases, are actually 
the homeowner’s responsibility.

To be sure, the wear and tear on a house 
are going to cause cosmetic and even struc-
tural degradation, which would be mini-
mized if owners maintained their houses 
better. Though builders provide buyers 

with manuals on how to care for their new 
homes, the advice is often ignored. Builders 
also lay blame for homeowners’ heightened 
agitation about construction defects at the 
feet of plaintiff s’ attorneys, trawling for 
cases and insurance money.

The one thing builders can’t dispute is 
that today’s buyers have zero tolerance for 
defects. If anything else they buy is defec-
tive—an iPod, a refrigerator, a carpet—they 
can return it. So owners harbor the same at-
titude about their houses; anything that 
goes wrong is the builder’s fault.

Builders looking to head off  public 
confrontations must inject “a culture of 
quality” into their construction practices, 
one that stays with the company through 
booms and busts. That begins with 
home designs that  minimize the probabil-
ity of defects, holding trades and superin-
tendents accountable, inspecting their 
work rigorously, and—most important—
responding quickly to homeowner com-
plaints. “Owners will accept ‘no’ for an 
answer, but they won’t accept being ig-
nored,” observes Shawn Morris, a partner 
with the San Diego fi rm Morris, Sullivan & 
Lemkul , which represents builders in con-
struction defect litigation.

A ZERO-DEFECT SOCIETY
Ask builders about their construction qual-
ity, and they invariably point toward rising 
referral rates and customer satisfaction 
scores (see “The Ratings Game,” www.
builderonline.com/constr uction/the-
ratings-game.aspx). Homeowner surveys 
indisputably have pushed builders toward 
better construction practices and com-
plaint resolution. But surveys have one ma-
jor shortcoming—most homeowners aren’t 
engineers. Their quality assessments tend 
to focus on “comfort” issues, such as heat-
ing and cooling controls, or minor fl aws, 
such as cracked tiles or nicked moldings.

Appearances can really matter to buy-

PLUMBING: Common mistakes include plastic water piping that’s improperly installed, 
or placed too close to hot fl ues and lighting. Piping sometimes is inadequately supported, 
and sewer lines inadequately sloped. Underground sewer pipes have been found to be im-
properly shaded or protected.

FOUNDATIONS: Quality Built has reported missing reinforcement steel and interior 
footings, improperly installed structural bolts, and misplaced post-tension cables. 

ers. In the mid-1990s, Fieldstone Commu-
nities  surveyed 11,000 homeowners, and 
the top quality component was jobsite 
cleanliness, recalls Rick Peters, Field-
stone’s former director of construction, 
who now evaluates distressed properties 
for banks.

“Customer expectations have changed 
dramatically,” says H. Alan Mooney, presi-

dent of Portland, Maine–based home-
inspection provider Criterium Engineers , 
“and in my estimation, unreasonably.” He 
notes that “shelter” has become “lifestyle,” 
which for many owners is about “what my 

friends think when they see my house. 
That’s an impossible standard for builders 
to live up to.” Case in point: A Criterium 
inspector recently went through a 
1,400-square-foot condo in Denver. The 
owner had a list of 74 items he was upset 
about, “90 percent of which were purely 
cosmetic,” says Mooney.

Some of the heightened defect concerns 
may be rooted in consumers’ deep-seated 
worries that they bought lemons during the 
housing market’s go-go years. After all, ob-
serves Brad Oberg, a partner with Pitts-
burgh-based inspection consultant Build 
IQ, “The boom was about fi nding ways to 
build a 120-day house in 100 days.” 

Every builder can recite the key compo-
nents to a quality home-building program. 
Yet homes keep getting built and sold with 

“Customer expectations have changed dramati-
cally, and in my estimation, unreasonably.”
—H. Alan Mooney, president, Criterium Engineers

1

 SHORT CUTS  Small construction oversights 
can lead to big problems.

BUILDER asked two leading third-party inspectors—Quality Built and Build IQ/Ibacos Marketing—to 
identify the most common construction defi ciencies from the hundreds of thousands of homes in 
their respective databases. In no particular order, these are the ones they cited.

EXTERIOR CLADDING: 
Exposure problems can 
stem from torn and missing 
water-resistive barriers, 
missing fl ashing at windows 
and other penetrations, re-
verse laps that allow water 
to run behind siding and 
fl ashing, and incomplete 
waterproofi ng at horizontal 
shelves and column caps.

2
3
4
5 INADEQUATE GRADE SEPARATION: Build IQ points out that this defect allows wa-

ter to wick through stone, brick, and stucco exteriors and damage the structural framing 
they are attached to. 

INTERIORS: Problems include handrails and guardrails that aren’t installed to code, 
tiled shower pans that aren’t waterproof at complex corners, and insuffi  cient slope for 
waterproof membranes. 
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haphazardly installed windows and fl ash-
ing, or without  barrier systems, practically 
inviting water penetration and retention. 
It’s one thing to know how to do something; 
it’s quite another to execute it fl awlessly. 
Haste and sloppiness can lead to problems, 
especially if oversight is lax or nonexistent.

John Robinson, who owns Wood & Clay 
Fine Homes , a custom builder in Gilford, 
N.H., says he visits his jobsites two or three 
times a week, “just to make sure the fl ash-
ing is done right.” That’s doubly important 
now that he’s applying spray-foam insula-
tion. He doesn’t want water getting trapped 
behind walls and siding. 

Some builders devote whole teams to 
oversight. Over the past decade, Walsh 
Construction , a general contractor in Port-
land, Ore., specializing in low-income 

multifamily housing, has created a quality 
assurance team staff ed by fi ve architects. 
They work with people whom Marty Hous-
ton, Walsh’s quality director, refers to as 
“skin doctors,” superintendents who over-
see all aspects of a building’s envelope. In 
its eff ort to build houses as a system, Walsh 
instructs subs to install housewrap around 
exteriors before they cut holes for windows 
and doors, for one thing, to ensure that 
components are sealed properly.

But quality, as defi ned by systematic 
construction practices, is still alien to many 
builders. “Unfortunately, we’re in an indus-
try that tests components as components,” 
says Jim Petersen, director of research and 
development for PulteGroup , the indus-
try’s largest builder. Four years ago, Pulte 
addressed water intrusion blowups by 

re-evaluating everything from drainage 
plans to how contractors applied sealant. 
“We don’t want to let the homeowner be 
the fi rst person to system-test our house.”

LAX LABOR 
Builders have learned the hard way that 
turning a blind eye and leaving construc-
tion quality solely in the hands of contrac-
tors and their subs is unwise. They need to 
take a more active role, starting with quality 
management. Bozzuto & Associates, based 
in Greenbelt, Md., assigns a warranty per-
son to each home start. The person serves 
as a de facto inspector during construction. 
One of eight senior-level executives in-
spects every completed house before it’s 
delivered. When builders sustain this level 
of control, “I don’t think there’s a limit to 
the number of homes you can build,” says 
Bozzuto’s president Tom Baum.

Given that so many builders blame de-
fects on the technical ineptitude of their 
subs, the importance of supervision and in-
spection can’t be overstated. Peters says he’s 
seen it all—plumbing pipes incorrectly laid 
out under slabs, drywall installed over fram-
ing with no insulation, room and window 
sizes that don’t match blueprints, homes on 
cul de sacs that encroach on setback lines. 
He’s even encountered houses staged out of 
sequence so “they were ready for carpeting 
but the subdrains and sewer systems hadn’t 
been installed.” 

Tim Carter, a former contractor who 
writes an “Ask The Builder” column syndi-
cated in 60 newspapers in 45 states, says 
“the common thread is the builder didn’t 
know what he was doing.” Carter, whose 
website  gets 45,000 unique daily visitors, 
believes that the bottom line on defects is 
that too many products and components 
are installed incorrectly because subs 
haven’t been taught otherwise.

A builder’s potential liability is magni-
fi ed at certain key points during construc-
tion, such as when windows and fl ashing 
are installed. That’s where John Wieland 
Homes and Neighborhoods , based in 
Smyrna, Ga., concentrates its training. 
“We’ll repeat it every quarter if we have to,” 
says Kelly Rulis, vice president of customer 
relations. Wieland’s quality assurance team 
does regular construction inspections and 
subjects every completed house to a 
650-point checklist. Putting money where 
its mouth is, the builder ties employee bo-
nuses to quality goals. It also tracks every 
warranty invoice it pays to see if problems 
with trade partners need to 

THERMAL: Insulation is missing in some houses, or doesn’t completely fi ll the cavity. The in-
spectors found insulation that wasn’t in contact with interior air barriers and vapor retarders that 
were missing or incomplete.

HVAC: Effi  ciency is undermined by excessive bends in fl ex ducts, which themselves are not always 
mechanically fastened to registers. Effi  ciency also suff ers when ducting is restrained or overcom-
pressed, or when exterior refrigerant insulation is left unprotected. Some installers still overlook the 
importance of adequate return air, which can contribute to a host of comfort and performance issues.

9

10FRAMING: Defi ciencies include incomplete 
shear panels as well as the absence of support 
posts, structural hardware, shear transfer nailing, 
and blocking at waterproofi ng and fl ashings. 

ROOF AND SIDING PROTECTION: Builders 
say leaks caused by defective shingles and tiles are 
rare. But both inspectors found installation snafus, 
such as loose tiles, incomplete underlayment, and 
no kick-out fl ashing at the bottom of roof rakes, 
which allows water to run directly behind the siding.

LIFE SAFETY:: Quality Built has spotted missing fi re blocking, the improper use of insulation as 
a fi reblock, missing fi re pads at electrical outlets, and missing fi re caulking at rated assemblies. In-
side the house, exhaust contaminants from range hoods and microwaves sometimes are not ducted 
to exhaust to the outside.

7
8

(see page 56)
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be rectifi ed. Wieland’s confi dence about its 
quality control is manifested in its 5-year/
20-year buyer warranty. 

PRODUCT BREAKDOWNS
An 11-point quality assurance regimen has 
helped Houston-based David Weekley 
Homes  achieve its highest customer satis-
faction ratings and its lowest warranty costs 
per home in history. The company is also 
enjoying its lowest level of customer 
“breaks”—the number of calls a homeowner 
needs to make before a problem is resolved. 
Mike Humphrey, Weekley’s vice president 
of operations, says the process begins with 
hiring the right people and training them 
assiduously; developing quality teams com-
prised of warranty, sales, and project man-
agers, who connect with contractors and 
customers during construction; using third-
party inspectors to check their work; and 
keeping in touch with homeowners for at 
least a year after closing. Weekley also runs 
a “Partners of Choice” vendor evaluation 
program that has helped the company avoid 
the product-liability maelstroms that suck 
other builders into costly lawsuits. 

The Chinese drywall fi asco accentuates 
what happens when builders and suppliers 
let costs eclipse quality control. “During 

the boom, the larger builders were hiring 
purchasing managers out of college who 
were only interested in the lowest price,” 
observes Glenn Burgess, founder and CEO 
of Weekley’s third-party inspection pro-
vider Burgess Construction Consultants  in 
Richardson, Texas. 

And drywall isn’t the only product cate-
gory giving builders migraines lately. This 
year alone, class-action suits have been fi led 
against Trex  and Pella’s  Viking division. 
Last December, Pulte’s Del Webb division 
paid $27.2 million to settle a class action 
complaint in Las Vegas over the installation 
of defective plumbing in 4,200 homes.  

Petersen, though, sees a silver lining in 
that calamity, because his company “proac-
tively” alerted homeowners about the prod-
uct defect and replaced the plumbing before 
it failed in most homes. 

QUALITY IMPERATIVE
Despite high-profi le failures, Steve Davis, 
Meritage Homes’  COO, believes new 
homes still have a “quality advantage” over 
resales and foreclosures. Mooney, the fo-

rensic engineer, says that builders in recent 
years defi nitely have raised their standards 
for construction and customer relations. 
Burgess even sees renewed “passion” among 
builders about their profession.  

But will this ardor for quality live into 
the next housing upturn? Stan Luhr, presi-
dent of the quality assurance fi rm Quality 
Built  in San Diego, thinks so. He antici-
pates that durability and comfort will be 
“big issues” for future home buyers. Perhaps 
most signifi cantly, Luhr expects demand 
for improved energy effi  ciency, along with 
third-party testing, to drive builders to-
ward better construction practices.

Meanwhile, builders are stepping up 
their education of owners about their main-
tenance responsibilities. Bozzuto annually 
dispatches inspection teams to completed 
condo projects to identify maintenance is-
sues for HOAs. Bozzuto’s actions aren’t en-
tirely altruistic. “It doesn’t take much to 
create a lawsuit,” says Baum.

Recent right-to-repair laws haven’t 
stopped construction defect litigation. In 
California, law fi rms have targeted Gran-
ville Homes’  communities in Fresno every 
year for the past decade. “The way we build 
homes hasn’t changed, but the way we 
communicate with buyers has,” says Gran-
ville’s president Darius Assemi. The com-
pany now regularly informs recent buyers 
about “what they will get in their mail-
boxes” from  lawyers, mortgage compa-
nies, landscapers, and remodelers, “many 
of which don’t have good intentions.”

In August, Granville Homes was en-
snared in a class action at one community 
over alleged structural defects. Eighteen 
owners out of 600 in this nine-year-old 
neighborhood joined the action. But 15 sub-
sequently dropped out, says Assemi, after 
Granville contacted them and fi xed what 
were mostly “cosmetic” problems, such as 
grout cracks or leaning fence posts. Still, 
the proliferation of this type of litigation 
has caused insurers to boost Granville’s 
premiums to $10,000 per house.

Regardless of the threat of legal action, 
it’s in the economic interest of builders to 
construct better, more durable homes, and 
be more responsive to homeowner com-
plaints. “I vote for what’s happening now [in 
quality control] carrying over” to the next 
cycle, says Oberg of Build IQ. “Builders 
can’t aff ord to be doing a lot of rework.”  B

WASTING A WAY: Unfi nished communities are petri dishes for construction malfunctions. 

At this project in California, water gathered in the gutter line as a result of incomplete drain-

age facilities. Raw materials sat for around 22 months; and wind, sunlight, and blowing sand 

contributed to surface damage and deterioration of the exterior lathing and roof paper as well 

as the windows, doors, and glass in the window openings.
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These 10 
best-selling 
communities 

prove that you 
can beat 

the housing 
recession.

T hese best-selling projects are 
like the results of a scientifi c experi-
ment. What if you subjected the 
housing market to the worst possi-
ble conditions? What would people 

buy even if they were worried about job 
prospects, concerned about falling home 
prices, and couldn’t be sure economic condi-
tions would improve?

What you’d get is a list of evergreen 
projects, ones likely to sell no matter the 
economic conditions. Within these test 
projects you would also be likely to fi nd the 
seeds of the industry’s future—safer bets 
for bank loans.

To gather these test cases, we went to re-
searchers who collect new-home sales data 
in local markets. We asked them to nomi-
nate projects from among the very best sell-
ing in the markets they track, projects that 
refl ect trends, present and future.

The result is a collection of winning proj-
ects that speak to the wide variety of hous-
ing solutions that builders undertake. You’ll 
fi nd one-of-a-kind urban loft projects, 
sympathetic infi ll projects that rose out of 
decades-old neighborhoods, and suburban 
tract neighborhoods priced to compete 
with distressed sales, to name a few.

Besides a high sales rate, the projects 
share other salient characteristics. Many 

are green, typically built to a local standard. 
They tantalize buyers with the prospect of 
lower operating costs and a light carbon 
footprint. Most, as you would suspect with 
any list of fast-selling projects, are targeted 
at entry-level buyers, typically touting the 
availability of FHA fi nancing and federal 
tax credits.

Several projects evoke memories of hap-
pier times, when people camped out to get 
fi rst dibs on a community, when builders 
developed long waiting lists before they re-
leased homes, when developers could point 
to monthly sales rates in the double-digits. 
Perhaps those good times will return one 
day. If they do, it will probably be because 
of projects like these. 

A Tall Order
Project: 1600 Museum Park ▪ Location: Chicago, 
South Side ▪ Developer/Builder: Enterprise Cos., 
Chicago ▪ Rate of sales: 4.85 per month in 
2009 ▪ Price range: $273,000 to $750,000 
▪ Product type: Condos

In Chicago, where new-home sales in 
communities of 10 units or more are off  by 

more than 50 percent this year, there’s still 
some life downtown. 1600 Museum Park, a 
53-story condominium in South Side, has a 
strong pulse. It’s located within walking 
distance of the Chicago Loop and Lake 
Michigan.

With half its 274 units sold, the project 
has seemingly benefi ted from a fl ight to 
quality. “It is doing signifi cantly better than 
other Chicago condo projects that don’t of-
fer the same prime location and amenities,” 
says Michael Hart, a regional manager for 
Hanley Wood Market Intelligence, adding 
that luxury condo projects in general seem 
to be outperforming other condos.

The 1600 Museum Park tower is one of 
four towers in the ambitious Central Station 
project. Designed by the Chicago-based ar-
chitecture fi rm PappageorgeHaymes Part-
ners, it cuts a strong architectural profi le, 
with its fl oor-to-ceiling glass and innovative 
shape. It is the second tallest all-residential 
building in the U.S. Only the Trump World 
Tower in New York is bigger.

The tower includes all the luxury ameni-
ties that buyers in a building of this stature 
would expect—exercise rooms, indoor and 
outdoor pools, a sauna and spa, indoor heat-
ed parking, and a 24-hour doorman. The 

units off er killer views of the lake, the city, 
the monuments, and acres of parkland.

A one-bedroom apartment here, though, 
goes for as little as $273,000. Two bed-
rooms, plus a den, start at $365,000, and 
three bedrooms begin at $640,000. Up-
grades on the smaller condos can run prices 
as high as $750,000.

Even so, these are pretty low starting 
price points, given the location and ameni-
ties, Hart points out, adding that pricing 
has held pretty fi rm despite the downturn. 
In August, there were only three units in 
the building listed as rentals on the MLS.Ph
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Back at 
the Ranch
Project: Ivy at Woodbury East ▪ Location: Irvine, 
Calif. ▪ Developer: The Irvine Co., Newport Beach, 
Calif. ▪ Builder: William Lyon Homes, Newport Beach 
▪ Rate of sales: 28 homes from July through August 
▪ Price range: Starting in the mid-300s ▪ Product 
Type: Townhomes  

Loft Living
Project: SoHo Square ▪ Location: West Los Angeles ▪ Developer/Builder: Wellesley Manor Corp., 
Los Angeles ▪ Rate of sales: 74 of 94 units from June through September ▪ Price range: Starting at 
$399,000 ▪ Product type: Lofts and Live/Work

According to a local blog, the devel-
oper of SoHo Square wasn’t sure 

whether to release this West L.A. project 
as rentals or condos. Wellesley Manor ap-
parently made the right decision. When 
SoHo Square opened in June, it opened for 
sale. Nearly half the homes sold within two 
months, and only 20 remained by the end 
of September.

Wellesley Manor, which has done its 
share of L.A. infi ll projects, kept the entry-
level price for this mix of lofts and bigger 
live/work units under the critical $400,000 
mark. That’s a tempting price for a home 
from which you can watch the sun come up 
over Santa Monica Boulevard.

The most aff ordable loft units in this 
four-story structure are small, as little as 
1,100 square feet. But ceilings of more than 9 

feet, with exposed ductwork and sprinklers, 
make them feel larger. So do orientations 
toward the ocean, mountains, or courtyards. 
Each fl oor sports a unique color palette.

The ground fl oor is reserved for larger 
live/work units. Starting at $549,000, they 
go up to 1,400 square feet, with ceilings of 
more than 16 feet. Each has one full bath-
room, an open kitchen with either a break-
fast bar or island, and an enclosed patio.

The green agenda starts with courtyard 
designs that promote ocean breezes to help 
cool units. A green roof lowers lobby tem-
peratures. Rainwater gets fi ltered twice be-
fore entering the storm drain system. The 
interiors include bamboo fl oors, energy-
rated appliances, countertops made from 
recycled quartz, double-glazed windows, 
and high-effi  ciency water heaters.

Making Some 
Infi ll Magic
 Project: Byers Place ▪ Location: Denver; ▪ Developer/
Builder: Arcadia Properties, Denver ▪ Rate of sales: 
Four of 19 homes since May ▪ Price range: $450,000 
to $630,000 ▪ Product type: Single-family

When William Lyon Homes opened 
Ivy at Woodbury East on the Irvine 

Ranch in July, more than 2,000 people 
showed up for the celebration, and not just 
to kick tires. They brought checkbooks. In 
fact, the Newport Beach, Calif.–based 
builder sold out the fi rst phase of 13 green 
townhomes in just 15 minutes. An-
other 15 homes were sold in a sec-
ond August phase. 

The experience brought back 
memories of boom times, when 
buyers spent the night to be fi rst in 
line for new projects that quickly 
escalated in value. The situation is 
a little diff erent this time around. 
Buyers jumped at the opportunity 
to buy a home on the vaunted Ir-
vine Ranch for less than $350,000. 
The three townhome plans run 
from 1,180 to 1,500 square feet. 

The price point is unusual for 

Orange County, one of the most expensive 
places in the country to live. For many lo-
cals, says Lesley Pennington, director of 
sales and marketing for William Lyon 
Homes, home-ownership “remains one of 
the most important milestones in the lives 
of people today, and achieving homeowner-
ship in Irvine is an even greater goal.”

Low mortgage rates and fi nancial car-
rots, including FHA fi nancing and state 
and federal tax concessions, contributed to 
the success. William Lyon did its best to 
design homes that would work for multiple 
target demographics—singles, small fami-
lies, parents with boomerang children, and 
professionals who want to share a house. 

With its mature landscaping, short 
walks to stores and entertainment, and 

close-in location, Washington Park is the 
kind of established neighborhood to which 
many Denver families aspire. Arcadia Prop-
erties has tapped into this desire with 19 
new homes that blend into the neighbor-
hood fabric.

The local infi ll specialist quickly sold 
four of the fi ve LEED-certifi ed homes in 
the fi rst phase and has reservations on half 
of the second phase. So far, buyers are jump-
ing on the plan in the middle at 2,230 square 
feet. Also available: a smaller ranch plan 
and a 2,744-square-foot, four-bedroom 
home. Prices start at $450,000.

Arcadia built the fi rst fi ve homes on 
spec, waiting until they were complete be-
fore selling them. Principal Mark Bethel 
believes the decision not to presell from 
plans gives him a competitive advantage. 
Buyers, he believes, can’t visualize a fi n-
ished home from plans and description.

The strategy worked. Three homes sold 
quickly, and a fourth sale is in negotiation. 
“We had our fi rst two closings yesterday 
[on Tues., Aug. 25],” says Ann L. Atkinson 
of Fuller Sotheby’s International Realty, 
who is handling the sales, “and it’s quite ex-
citing to think that people slept there last 
night after two years of planning!”

Denver architect Charles Downing de-
signed large, well-insulated windows on the 
south side to provide sunlight and garden 
views. The homes feature open fl oor plans, 
with large master suites and fi nished base-
ments. Front yards will be a continuous 
lawn along a public sidewalk, with beds of 
shrubs, perennials, and ornamental trees.

Photos: Top: Courtesy H
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Old-Town 
Charm
Project: Mueller ▪ Location: Austin, Texas ▪ Developer: 
Catellus, Denver ▪ Builder: David Weekley Homes, 
Houston ▪ Rate of sales: 10 per month since July 2008 
▪ Price range: Starting at $269,000 ▪ Product type: 
Single-family attached and detached  

When asked to name an emblematic 
best-selling community in Austin, 

Texas, market researcher Ted Wilson 
doesn’t miss a beat—Mueller, located on the 
former site of the city’s airport. “There are 
several builders in the community, but Da-
vid Weekley Homes has led the pack,” says 
Wilson of Residential Strategies.

One look at this project reveals why it’s 
selling at 10 a month—compelling architec-
ture for entry-level homes. Weekley off ers 
two home series here: one attached, one de-

tached. Both feature eclectic, historic styles 
that mix warm South Texas limestone with 
metal porch roofs and classic shake siding.

The row homes, which range from 1,562 
to 1,967 square feet, start at $269,000. It 
takes only $30,000 more, or $299,000, to 
get into the smallest yard home, which span 
from 1,437 to 2,221 square feet. All of the 
homes are built to local green standards.

That’s a real value considering the short 
commutes to the University of Texas and 
downtown Austin. “Mueller is fi ve minutes 

to downtown, but it off ers amenities that 
you would typically have to drive 15 to 30 
minutes out of the city to fi nd,” says Andrea 
Von Quintus, a marketing coordinator with 
David Weekley Homes.

Despite the proximity to entertainment, 
residents may not to want to leave this place. 
It includes miles of trails to hike and bike, 
along with an amazing 140 acres of parks 
and green space. It will one day be within 
walking distance of a planned town center 
with cafes, shops, and plazas.

Repositioning 
Is Rewarded
 Project: Staff ord Lakes Village ▪ Location: Freder-
icksburg, Va. ▪ Developer/Builder: Centex Homes, 
Dallas ▪ Rate of sales: Nine per month from January 
through September ▪ Price range: $254,990 to 
$324,990 ▪ Product type: Single-family

A Stoneybrook Ending
 Project: Stoneybrook At Venice Manors ▪ Location: Venice, Fla. ▪ Developer/Builder: Lennar, Miami 
▪ Rate of sales: 20 since June ▪ Price range: $244,900 to $349,900 ▪ Product type: Single-family

Though Washington, D.C., may be do-
ing better than other markets, it’s still 

unusual to fi nd communities selling at a 
rate of eight homes per month, especially in 
the far reaches of suburban Northern Vir-
ginia. But that’s the pace for the last nine 
months at Centex’s Staff ord Lakes Village 
Community in Fredericksburg, Va., a good 
40 minutes south of the nation’s capital.
This didn’t happen by accident; it was the 
result of arduous repositioning.

Initially, the 400 lots in the fi nal section 
were split evenly between Centex and 
Beazer. When Beazer bailed, Centex de-
cided to rework all the home designs, tak-
ing out square footage and lowering prices.

First, the Dallas-based company added 
two homes to its Classic series of aff ordable 
homes, bringing down the opening price 
point to $250,000. It renamed its Manor 
series of larger homes and tweaked them as 
well. These homes now start at $299,000 
rather than $424,000, and range from 3,223 
to 4,175 square feet.

“These are the ones that are selling at 
much higher rates,” says Guy Sheetz, a re-
gional manager for Hanley Wood Market 
Intelligence. 

You have to look long and hard to 
fi nd a fast-selling project in Florida, 

where talk of recovery still sounds to many 
like wishful thinking. Then comes a report 
that Lennar sold 20 homes in a month and a 
half this summer at Stoneybrook At Venice 
Manors, a four-year-old gated community 
near Bradenton/Sarasota, Fla. How could 
this happen?

A new, lower pricing structure partly ex-
plains the success. When Stoneybrook At 
Venice fi rst opened in late 2004, you practi-
cally had to win the lottery to buy a home. 
Prices escalated during the housing boom 
to the point where buyers may have paid 
$200,000 more than they would today for 
similar square footage.

Lennar has taken some 
heat for lowering prices in 
this 900-home, master 
planned community. But 
now it has stimulated ac-
tivity and some local buzz 
by off ering a three-bed-
room home at Stoney-
brook At Venice Manors 
for as little as $244,900. 
And it gets you access to 
the kind of country club 
amenities for which you’d 
usually have to pay much 
more.

Matt Devereaux, director of sales for 
Lennar in Southwest Florida, believes the 
lifestyle here, which you’d normally have to 
go to an active adult community to fi nd, has 
a lot to do with the project’s success. “We 
have … all the amenities of a luxury island 
resort,” he says.

Indeed, this would be a great place to 
live whether you’re an adult or a kid. The 
community center includes a resort-style 
swimming pool, a kid’s splash pool, and an 
in-line skating park. For grown-ups, there’s 
a health club with an on-site activity direc-
tor and four lighted tennis courts. For kids 
of all ages, there’s a basketball court, two 
sand volleyball courts, and a multi-purpose 
sports fi eld.

(see page 62)Ph
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Quick Out of the Blocks
 Project: TLofts ▪ Location: Los Angeles ▪ Developer: CityView, Los Angeles ▪ Builder: Lee Homes, Marina del 
Rey, Calif. ▪ Rate of sales: 13 homes in July ▪ Price range: Starting at $415,000 ▪ Product type: Condos/Lofts

This start would make even gold 
medal sprinter Usain Bolt proud. TLofts 

burst out of the blocks in July with 13 sales 
and an interest list of more than 800 names. 
All that before Lee Homes staged a festive 
grand opening that produced even more 
interest in these one- and two-story lofts.

The early success of this fashionable, 
sustainable, West L.A. project, with prices 
starting at $415,000, was enough to bring 
out several politicians to the grand-opening 
block party, including former HUD Secre-
tary (and executive chairman of developer 
CityView) Henry Cisneros and Lynn Ja-
cobs, director of California’s Department 

of Housing and Community Development.
When prospects weren’t listening to re-

marks, they were sampling food and drink. 
Half a dozen hard-goods retailers, includ-
ing Best Buy and Bed Bath & Beyond, 
brought their wares as well.

Many of these retailers will have stores 
within walking distance of TLofts, which is 
located on Tennessee Avenue, not far from 
Santa Monica. More than 2 million square 
feet of offi  ce space is also within walking 
distance of the project, which is close to bus 
stops and a proposed light-rail station, too.

But residents won’t have to walk unless 
they want to—each unit comes with two 
parking spaces in a covered and gated lot. 
Residents with electric cars can park them at 
one of 18 car-charging stations. Other crea-
ture comforts abound, including a private 
elevator with secure access and a landscaped 
courtyard with a spa and barbecue area.

As part of its green program, Lee Homes 
kept the façade of the original structure and 
recycled half the waste produced during 
construction. 

Big Winner
 Project: Sun City Carolina Lakes ▪ Location: Ft. Mill/
Indian Land, S.C. ▪ Developer: Pulte Homes, Bloom-
fi eld Hills, Mich. ▪ Builder: Del Webb, Bloomfi eld Hills 
▪ Rate of sales: 376 closings last year ▪ Price range: 
$167,900 to $306,900 ▪ Product type: Single-family 
detached, townhomes, and carriage homes

Sun City Carolina Lakes, a Del Webb 
community, outsells every other project 

in the Charlotte, N.C., metropolitan area, 
according to the market researchers at 
MORE. In fact, with 376 closings in the last 
year—31 per month—this one community 
accounts for more than 4 percent of all the 
new-home sales in Charlotte.

With 3,400 homes planned, this project 
may only be one-third the size of Sun City 
Grand in Phoenix at build-out. 
But it’s still massive as far as mas-
ter planned communities go. 
The amenities include 1,512 acres 
of woods and walking trails, 10 
lakes and ponds, and a golf course 
that’s woven throughout the 
community.

The thirteen homes featured in the 
model park take away most objections 
about home elevations and fl oor plans. The 
best-selling model, Willow Bend, belongs 
to the Summit Series of detached single-
family homes. Townhomes and carriage 
homes are also available.

The big draw here, though, is the promise 
of the good life. Brochures invite prospects 
to take advantage of more than 100 clubs, 
continuous social gatherings, the golf course 
and clubhouse, and the opportunity to make 
new friends. The community centers around 
The Lake House, a 40,000-square-foot rec-
reation center with everything from a state-
of-the-art fi tness center, to an indoor 
walking track, to craft rooms.

Putting 
Buyers First
 Project: Paradise at Ironwood Crossing ▪ Location: Pi-
nal County, San Tan Valley, Phoenix MSA ▪ Developer/
Builder: Fulton Homes, Tempe, Ariz. ▪ Rate of sales: 
21.5 per month from March through July ▪ Price range: 
$116,900 to $148,900 ▪ Product type: Single-family

Altruism. That word perhaps best ex-
plains the success of Paradise at Iron-

wood Crossing by Fulton Homes. In a rare 
scenario, sales agents here put the clients’ 
interests ahead of their own—they off er to 
help prospects through the process of buy-
ing a foreclosed home or a short sale.

Fulton Homes hopes, of course, that 
prospects will eventually lose interest in 
buying a distressed home and buy a new 
one. And that’s exactly what’s happening, 
to the tune of 21 homes sold per month since 
March in one of the worst markets for new 
homes in the country.

“These buyers may spend fi ve months 
looking at foreclosures and eventually bid 
on one for $110,000,” says sales manager 
Dennis Webb, explaining how the process 
works. “Then they fi nd out they can get a 
new home from us for $106,900 with a full 
warranty. It’s an easy decision to make.”

In some cases, Fulton’s foreclosure spe-
cialists will serve as real estate agents to 
people who go through with the purchase 
of a distressed property. But on its website, 
in a “foreclosure calculator,” Fulton also in-
forms prospects how much it might cost to 
replace the drywall in a foreclosed home, or 
even evict current residents.

When Fulton opened the project in June 
2008, prices started at $149,900. Nothing 
happened. When prices were lowered to 
$129,900, still nothing happened. Then, in 
March 2009, the company impaired the 
land and lowered prices to $106,900.

“The next month they had 21 sales,” says 
Allison Routson, a regional manager for 
Hanley Wood Market Intelligence in Phoe-
nix. “Each month since March, they have 
inched their prices up by $1,000. Then in 
August, they increased them by $6,000.” 
Prices are back up to $116,900, and Fulton 
is getting ready to start a second phase in 
the 2,100-lot community.

Webb says that the community benefi ts 
from a prime location in San Tan Valley. A 
strong entry monument gets their atten-
tion, and once they drive in, they learn that 
the community has an aquatic center. Plus, 
all the homes, even at the entry level, are 
certifi ed by Energy Star. “You can’t get that 
in a foreclosure,” he says.  B

Photos: Top: Peter Valli; Bottom
: Courtesy Pulte Hom

es
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Your Job:
Keep you company on course 
in an ever changing market.

Your strategy 
for success:
Keep historical information, 
industry analysis, and all of 
the latest forecasts at your 
fingertips.

Subscribe today!

Data you can build on



KEEP GROWING
YOUR LEED CREDENTIAL 
SETS THE COURSE FOR 

LEADING YOUR INDUSTRY. 

www.gbci.org

AS A LEED GREEN ASSOCIATE OR 
AP WITH A SPECIALTY, YOU CAN DISTINGUISH 
YOURSELF AND TRANSFORM YOUR CAREER.

Go to http://builder.hotims.com for more info



Achieving Green

green

Builders across the country and across all price 
points and housing styles are achieving high levels 
of performance and resource effi ciency.

No matter what green building standard or certifi cation you build to 

(if any), achieving high-performance and more sustainable housing 

is quickly becoming standard practice among homebuilders. 

Some follow a passion to reduce their environmental footprint, 

while others look for a competitive advantage—two objectives that 

are no longer mutually exclusive. Regardless of the motivation, 

the methods and materials used to achieve greater energy and 

resource effi ciency, water conservation, and better indoor air quality 

(the cornerstones of a comprehensive green building strategy) 

are increasingly available, fi eld tested, and affordable, thereby 

reducing costs while lessening our eco-impact. For builders, this 

change ultimately makes the green standards easier to incorporate, 

articulate, and sell.

“ 
About 36% of potential 
homebuyers identifi ed the 
environment, energy savings 
and/or health benefi ts as a 
primary factor in their new
home purchasing decision.”

Source: Measuring the Market for Green 
Residential Development by Robert Charles 

Lesser & Company/RCLCO, 2008

Pleasant Hill residence by Taggart Construction, Freeport, Maine, LEED for Homes, Silver certifi ed.

SPECIAL ADVERTISING SECTION



THE Most Energy-Effi cient, 
Environmentally Friendly And Cost-Effective 

Heating/Cooling System Available

Cut Home Heating, Cooling And 
Hot Water Bills By 80% With The 
ClimateMaster® Tranquility 
Geothermal Heat Pump
Nearly half of all the solar energy our planet receives is 

absorbed by the ground. So, wherever you build, the 

temperature beneath your homes remains constant 

regardless of the season. This provides an ideal source 

for heating, cooling and hot water.

ClimateMaster® Geothermal Heat Pump Systems harness 

the stable underground temperature of the earth to provide 

heating, cooling, and hot water at remarkably high effi ciencies. 

So high in fact, that energy use can be cut by up to 80%. As the 

world’s largest and most progressive leader in clean, renewable 

geothermal technology, ClimateMaster leads the way with its 

award-winning Tranquility Series of geothermal heat pumps.

Harness Clean Renewable Energy 
Geothermal systems use a sealed underground piping loop 

fi lled with circulating water and an ultra high-effi ciency Tran-

quility heat pump to exchange heat between the home and 

the earth. In all seasons, nearly free hot water is provided 

whenever the system is in use.

In the winter, the earth is the source of heat. Water 

circulating in the piping loop absorbs heat from the earth 

and carries it to the heat pump, where it is concentrated 

and sent as warm, comfortable air throughout the home.

In the summer, the earth is the source of cooling. The

heat pump absorbs heat from the air in the home and 

transfers it to the piping loop where it is absorbed by the 

earth. This provides cool, dehumidifi ed and comfortable air 

throughout the home.

The Right Choice
ClimateMaster has been designing and building equipment 

that enhances the environments in which we live and work 

for more than 50 years. Each ClimateMaster product 

is produced in a state-of-the-art facility utilizing quality 

management systems that are ISO 9001:2000 certifi ed.  

Backed by a 10-year limited warranty and Energy Star® 

qualifi ed for a 30% federal tax credit, Tranquility heat pumps 

are simply unmatched.

 

In
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Go to http://builder.hotims.com for more info
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Geothermal Facts At-A-Glance

dangerous carbon monoxide and gas leaks are eliminated.

nology that has been widely used for more than 30 years. 

Millions are in operation globally.

of any HVAC technology. According to the U.S. EPA, they 

are “the most energy-effi cient, environmentally clean and 

cost-effective space conditioning systems available today.”

pared to traditional fi berglass fi lters, these fi lter remove up 

to 9x more dust, last 3x longer and capture nearly 100% 

of pollen and spores.

ClimateMaster products are built in the U.S.A.

For more information call 1–800–299–9747 
or visit www.climatemaster.com. 



Go to http://builder.hotims.com for more info



Energy Effi ciency
Making better use of energy remains the fi rst and 
best way to reduce a home’s environmental impact. 

Atlanta builder-designer Jeff Demetriou’s newest project, 

a trio of modern homes built on adjacent brownfi eld lots in 

an historic downtown neighborhood, are among the most 

energy-effi cient in the city. By his estimation (qualifi ed by 

an independent HERS rating below 50), they’ll achieve 

electricity savings of up to 90% compared to conventionally 

built homes of the same size. 

Energy effi ciency, in fact, is Demetriou’s primary goal as a 

builder and environmental advocate, and the main reason 

he developed his own green building program instead of 

adhering to other rating systems. “I put that money [to gain 

certifi cation] toward ways to reverse climate change,” he 

says, including solar thermal and electricity systems, Energy 

Star-rated appliances, and 18-SEER heat pumps. “Reducing 

coal-fi red plants is the closest thing we have to a silver bullet, 

so energy conservation should be the fi rst priority.”

Across the country in Palo Alto, California, Warmington 

Homes’ 76-unit infi ll townhouse project called Vantage made 

a similar effort to save energy and distinguished the project 

by offering photovoltaic panels that offset up to 80% of each 

homeowner’s electric bill as a standard feature instead of 

an optional upgrade. “There’s no question the solar panels 

helped us achieve a reliable absorption rate,” says sales 

manager Debi Garlick regarding an enviable sales pace 

of 5 units per week since Vantage opened in May 2007, 

including two price increases. 

In addition to gaining a competitive edge, that decision 

proved to be more cost-effi cient. “If we’d offered PV as an 

option, we’d have to retrofi t the units for buyers that took 

it,” says Norman Ho, director of purchasing. “As a standard 

feature, we worked it into our production fl ow and budget,” 

and thus amortized the costs across all unit sales.

The energy savings attributed to the PV system though, 

is due in large part to the builder’s commitment to 

comprehensive green building practices, including upgraded 

levels of insulation, building tightness, and high-performance 

windows to create thermally effi cient envelopes that use less 

grid-supplied power to begin with.

achieving green

“ 
Space heating, lighting, appliances, 
and water heating make up 87% of the 
energy consumed by homes in the U.S.”

Source: Energy Information Administration

MODERN MARVELS: Both Concourse E’s trio of modern homes near downtown 
Atlanta (above), and the 76 townhomes at Vantage in Palo Alto, California (below, left), 
feature comprehensive energy-effi ciency efforts that include the use of solar technologies 
to offset the power grid.
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Water Effi ciency
A wider range of products and practices are enabling 
builders to conserve this invaluable resource.

Manzanita Trail in San Diego may not be the fi rst Pardee 

Homes neighborhood to reduce its water use, but it goes 

farther in that regard than the eco-friendly production builder 

ever has. “Water has become such a huge issue in California 

that we needed to take it to the next level,” says Joyce Mason, 

vice president of marketing for Pardee Homes. 

That effort, in compliance with the voluntary California Friendly 

water-savings standards for irrigation systems administered by 

the Metropolitan Water District of Southern California, includes 

standard features such as EPA WaterSense-rated plumbing 

faucets and showerheads and a host of drought-tolerant plants 

served by an automatic drip-irrigation scheme.

Upgrades include dual-fl ush toilets (a technology that offers 

a choice of gallons per fl ush, savings up to 25,000 gallons 

a year per home), tankless water heaters that can reduce the 

“lag time” to deliver hot water to a fi xture (and thus the water 

wasted in that effort), and turf areas covered with recycled-

plastic grass that looks and feels authentic—but of course 

requires no water. 

Water savings also can be achieved by recycling efforts. Up 

the coast in Sebastopol, near San Francisco, architect Steve 

Sheldon incorporated a greywater recovery system into 

Florence Lofts, a 12-unit enclave of live-work townhomes. 

The system collects, fi lters, and redistributes an estimated 

175 gallons of water per year—from rain and waste water 

generated by clothes and dishwashers and faucets among 

the 12 units—for site irrigation. “It’s the largest gray water bio-

remediation system ever built in this county,” says Sheldon. 

“We were looking to push the envelope.”

In Orlando, builder Carmen Dominquez engaged local 

water-use experts to devise a rainwater collection system for a 

custom home that eventually empties and stores the water in a 

cistern located under the driveway, which is then pumped out, 

when needed, for drip irrigation. “It would be wasteful to rely on 

city water when the rain delivers what we need,” she says. “You 

just have to corral it.”

For more information about the National Green Building Program,  go to www.nahbgreen.org.

achieving green

“ 
An individual will use between 80 
to 120 gallons each day for drinking 
cooking, bathing, fl ushing toilets, 
washing dishes and laundry.”

Source: U.S. Geological Survey

WATER SENSE: At Florence Lofts 
in Sebastopol, California, catch 
basins and an arroyo within the 
12-unit townhouse project recycle 
water for irrigation.

At Manzanita Trail and other neighborhoods, 
Pardee Homes specifi es drought-tolerant 
plants, drip-irrigation, and authentic-looking 
artifi cial turf to further reduce water use.
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Introducing a no-brainer from 
some of our brightest brains

The GE® Hybrid water heater uses its brain and 
heat pump technology to produce the same hot 
water while reducing energy costs by up to 62%.

This new kind of water heater saves homeowners approximately 

$320 a year* in water heating operational cost. The footprint is 

similar to a standard tank model, and it uses existing water and 

electrical connections. 

Set yourself apart by installing the GE Hybrid water heater and 

giving homeowners the energy savings they’re looking for. For 

more information call 888-4GE-HEWH or visit geappliances.com

For natural gas 
applications, the 
GE tankless water 
heater can save 
homeowners up 
to 25% on annual 
water heating costs.**

 * Based on DOE test procedure and comparison of a 50-gallon standard-tank electric water heater using 4881 kWh per year vs. the GE Hybrid water heater using 1856 kWh per year.
**Compared to a standard 50-gallon-tank gas model, based on 2007 fuel costs and testing conducted by the DOE.

Go to http://builder.hotims.com for more info



achieving green

Indoor Air Quality
Healthy indoor air quality is the next big consumer 
“must-have,” and both builders and building codes 
are answering the call. 

Shyan Kannan, vice president and director of research 

and development for RCLCO, calls them “healthy greens,” 

a growing segment of the home buying public and, in 

his estimation, the one with the most potential to push 

sustainable development and green building fully into the 

mainstream. “They are willing to take a leap of faith that 

spending a little more will give them peace of mind against 

the risk of toxicity,” he says.

Builder Scott Jaffa is hopping to attract at least one of that 

crowd to the 9,700 square foot, $8.5 million mountain 

retreat he recently completed in Park City, Utah. Despite 

its size, the house achieved a Gold rating from the NAHB 

Green Building Program. In addition to a comprehensive 

green approach, Jaffa incorporated low-VOC fi nishes, 

formaldehyde-free wood, a passive radon mediation system, 

and a trio of heat-recovery ventilators and one energy 

recovery ventilator to automatically refresh the air in the 

house. “With his building so tight [a remarkable 3% leakage 

rate] and our long winters, we knew we needed to bring in 

fresh air.”  

In Freeport, Maine, builder Peter Taggart constructed 

the country’s fi rst LEED-rated home (in 2005), a 

2,250-square-foot custom residence that achieved a 

Silver rating in large part to the builder’s commitment to 

indoor air quality. 

In addition to low-VOC wood and tile adhesives and low-

formaldehyde plywood sheathing and cabinet components 

that reduce pollutants, the house incorporates high-quality 

and programmable bath fans that continuously exhaust stale 

indoor air (and also regulate humidity) to combat Taggart’s 

tight-house building practices. Even the garage has an 

exhaust system. “Our philosophy is that everyone deserves 

to have healthy materials in the house,” says Taggart.

The house, among others he’s built, also incorporates Energy 

Star’s  Indoor Air Package standards and was certifi ed under 

the American Lung Association’s Health House program.

“ 
About 41% of new homebuyers are willing to spend 
more money on a home that provides health benefi ts, 
more so than energy savings (18%) or general 
environmental benefi ts (24%).”

Source: Measuring the Market for Green Residential 
Development by Robert Charles Lesser & 

Company/RCLCO, 2008

HEALTHY HOMES: Building science says that as new homes are built tighter, they also 
must be mechanically ventilated to refresh the indoor air. Both Scott Jaffa’s mountain 
retreat (above) and Peter Taggart’s custom home in the Maine countryside (see below) 
use controlled ventilation systems to achieve that goal; they also specify materials that 
won’t add pollutants to the indoor air.
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— Bob Heidenreich, Owner The Deck Store, Apple Valley, MN 

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

“ Ecolife stability means less service calls.”

Over 12 years of severe weather testing have proven that the non-metallic preservative plus wood stabilizer 
in Ecolife™ Stabilized Weather-Resistant Wood dramatically reduces cracking, warping and splitting.  And that 
means less maintenance for consumers, fewer callbacks for contractors, and reduced culls for retailers.  

Ecolife™ Stabilized Weather-Resistant Wood provides improved fastener performance and can be used in 
direct contact with aluminum siding and fl ashing, even in wet applications. Plus it’s backed by a lifetime 
limited warranty against decay and termites, and its light color makes staining or painting easier. AWPA 
standardized for above ground use applications and building code approved: ICC- ES Report No. ESR-1851.

This NAHB Research Center Green 
Approved mark is your assurance that 
a product is eligible for points toward 
National Green Building Certifi cation.

Build better, Build greener

Featured at the 2010 International Builders Show – Booth # 4363

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

Go to http://builder.hotims.com for more info



achieving green

Resource Effi ciency
It’s not just about recycled-content materials and 
engineered wood. Reducing construction waste is 
equally important.

According to both the ANSI-approved National Green 

Building Standard and LEED for Homes rating system, 

reducing the amount of materials and resources used to 

build a home covers a wide range of possibilities. 

Recycled-content materials such as fl y-ash concrete and 

carpeting, composite lumber and other engineered and 

certifi ed wood products, low-impact fi nishes including 

bamboo fl ooring, among others, are prime examples of how 

builders might accomplish their resource effi ciency goals. 

But most green building programs also recognize the value of 

construction waste management, specifi cally practices that not 

only refi ne and reduce what’s needed to build and fi nish the 

house, but also to divert what’s left over away from landfi lls to 

recycling, salvage, and reuse opportunities. 

In remodeling or tear-down situations, “deconstruction” 

efforts are increasingly popular as a way to achieve green in 

this regard. “If the focus of a builder is green, then this is a no-

brainer,” says John Peavey, applied technology director at the 

NAHB Research Center in Upper Marlboro, Maryland. “Even 

if a waste management plan isn’t prescribed, it’s still easy to 

implement and delivers tangible benefi ts.”

Consider the efforts of Columbia, South Carolina architect 

Mark Bostic, who through framing a 3,600-square-foot 

custom home had yet to make or pay for a trip to the local 

landfi ll. Or builder Kim Shanahan of Santa Fe, New Mexico, 

who sends the foam packaging material he collects on his 

jobsites to a nearby maker of insulated concrete forms, which 

Shanahan uses for the stem walls on his latest project. 

Or Paul Hughes of Deconstruction Services in Fairfax, Virginia, 

whose fi rm carefully “reverse engineers” teardowns and major 

remodeling projects to capture a variety of metals, wood, 

masonry, and asphalt components for reuse or recycling 

instead of shipping them off to a landfi ll. As a result, he also 

helps and his contractor clients earn tax credits and save dump 

fees. “We estimate that our recycling and salvaging efforts 

constitute about 85% of the house,” he says.

For more information about the National Green Building Program,  go to www.nahbgreen.org.

“ 
Residential building, renovation, and 
demolition account for about 58 million 
tons of trash per year. That represents 
11% of the overall waste stream.”Source: NAHB Research Center

WASTE MANAGEMENT: The use of modular and other factory-built components and 
systems, as well as combining the effi ciencies and strengths of wood and steel-based framing 
can reduce materials use at the start of the project and thus the amount of waste at the end. 

Deconstruction practices 
can effectively divert 80% 
or more of a home’s parts 
away from landfi lls.
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Achieve Green
With The Latest 
Green Products
Achieving high-performance and 

sustainable housing is getting easier, 

more affordable and much more 

common. Building materials suppliers 

are manufacturing a greater number 

of products that meet and exceed 

green building standards. Check out 

the marketplace and see for yourself!

ClimateMaster Geothermal 

Heat Pump Systems
ClimateMaster geothermal heat pump systems 

harness the stable underground temperature of the 

earth to provide heating, cooling and hot water at 

remarkably high effi ciencies. So high in fact, your 

buyers can cut heating and cooling bills up to 80%. 

Go to http://builder.hotims.com for more info

Go to http://builder.hotims.com for more info



Leading the

Transformation 

of the Market

Reach Higher. Work Smarter.

Green building is more than just a checklist. It’s the use of quality
building practices that promote sustainability to make a home 
healthier and more efficient.

The Certified Green Professional (CGP)™, an exclusive 
designation offered by the National Association of Home Builders,
is designed to teach building industry professionals strategies 
for incorporating green building principles into homes using 
cost-effective and affordable options.

National Association of Home Builders

Set yourself apart from the competition. Start your CGP 

designation TODAY by visiting www.nahb.org/CGPinfo
or calling The NAHB University of Housing Professional 

Designation Help Line at 800-368-5242 x8154.

The Future of
Residential Construction is Green.

AR79979



TM

First Floor: 935 sq. ft. ◾ Second Floor: 1,105 sq. ft. ◾ Total: 2,040 
sq. ft. ◾ Bedrooms: 3 ◾ Bathrooms: 2  1/2 ◾ Dimensions: 44’ - 0”  X 
39’ - 0” ◾ Foundation: Crawlspace, Slab, Unfi nished Walkout Basement
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Great News for Builders: We’ve re-launched BuilderHousePlans.com with more plans, more 

tools, and more ways for you to save. Come explore more than 24,000 plans from over 300 

leading architects and designers. You’ll fi nd value-engineered designs for maximizing profi ts 

as well as brand new plans designed to help your homes stand-out in this ultra-competitive 

marketplace. We’ve added new collections like Multifamily Homes and Small Homes to 

address your needs in a changing market. Custom collections and editorial features help 

guide your search. Thousands of our designs can’t be found anywhere else. Visit today!

 PLAN # HWB1130001 ◾ 5-SET $740 ◾ 8-SET $810 
◾ REPRO $1,000 ◾ CAD $1,735 ◾ PDF $1,063 

 In an eff ort to help builders maximize profi ts, we are off ering plans in 
this issue of BUILDER for 20% off  regular price. Help your brand stand out 
with plans that have personality. Each design features market-busting 
qualities, including smaller footprints, fl exible and open living spaces, 
simple roofl ines, and custom touches that off er comfort and curbside 
appeal. *Call 1-800-634-4773 by 1/31/10 to take advantage of this special 
off er.
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HOUSEPLANS
F E A T U R I N G  N E W  P L A N S  F R O M  T H E  N A T I O N ’ S  L E A D I N G  D E S I G N E R S

SEE 
MORE 

HOUSE PLANS 
AT WWW.BUILDER

HOUSEPLANS.
COM

MARKET-BUSTING▶

SECONDFIRST

y

✸20% 
OFF!*



 

TM800.446.3040  |  www.fypon.com

We design with you and your budget in mind.
At Fypon, we’re our goal is to work harder so you don’t have to.  

Our products are designed to come out of the box and on the house with less labor and maintenance than traditional materials.

First Floor: 947 sq. ft. ◾ Second Floor: 981 sq. ft. ◾ Total: 1,928 sq. ft. ◾ 
Bedrooms: 4 ◾ Bathrooms: 2 1/2 ◾ Dimensions: 4 1’ - 0”  X 39’ - 4” ◾ 
Foundation: Crawlspace, Slab, Unfi nished Walkout Basement

©
Frank Betz Associates, Inc.

©
Frank Betz Associates, Inc.

©
Frank Betz Associates, Inc.

First Floor: 1,187 sq. ft. ◾ Second Floor: 801 sq. ft. ◾ Total: 1,988 sq. 
ft. ◾ Bonus Space: 258 sq. ft. ◾ Bedrooms: 3 ◾ Bathrooms: 3 ◾ 
Dimensions: 41’ - 4”  X 50’ - 0” ◾ Foundation: Crawlspace, Unfi nished 
Walkout Basement

First Floor: 1,177 sq. ft. ◾ Second Floor: 457 sq. ft. ◾ Total: 
1,634 sq. ft. ◾ Bonus Space: 249 sq. ft. ◾ Bedrooms: 3 ◾ 
Bathrooms: 2 1/2 ◾ Dimensions: 41’ - 0”  X 48’ - 4” ◾ 
Foundation: Crawlspace, Slab, Unfi nished Walkout Basement

  PLAN # HWB1130003 ◾ 5-SET $740 ◾ 8-SET $810 
◾ REPRO $1,000 ◾ CAD $1,735 ◾ PDF $1,063 

 PLAN # HWB1130004 ◾ 5-SE T $685 ◾ 8-SET $750 
◾ REPRO $935 ◾ CAD $1570  ◾ PDF $998

 PLAN # HWB1130002 ◾ 5-SET $740 ◾ 8-SET $810 
◾ REPRO $1,000 ◾ CAD $1,735 ◾ PDF $1,063 

HOUSEPLANS  1-800-634-4773
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SEE 
MORE HOUSE 

PLANS AT 
WWW.BUILDER
HOUSEPLANS.

COM

SECONDFIRST

First Floor: 1,177 sq. ft. ◾ Secon
1,634 sq. ft. ◾ Bonus Space: 249
Bathrooms: 2 1/2// ◾ Dimension
Foundation: Crawlspace, Slab, U✸20% 

OFF!*

✸20% 
OFF!*

First Floor: 947 sq. ft. ◾ Second 
Bedrooms: 4 ◾ Bathrooms: 2 1/2//
Foundation: Crawlspace, Slab, Unfi✸20% 

OFF!*

SECONDFIRST

SECONDFIRST

ALT LAYOUT



TM 800.446.3040  |  www.fypon.com

Need to save time and labor on the job site? Ask us how.
Fast Fact: It takes only 30 minutes to install a urethane door surround as compared to 4 hours to create 
and install a similar entry surround out of wood.

Square Footage: 1,942 ◾ Bedrooms: 3 ◾ 
Bathrooms: 3 ◾ Dimensions: 38’ - 0”  X 102’ - 0” 
◾ Foundati on: Slab

Square Footage: 1,746 ◾ Bedrooms: 3 ◾ Bathrooms: 2 ◾ 
Dimensions: 58’ - 0”  X 59’ - 4” ◾ Foundation: Slab

Square Footage: 1,989 ◾ Bonus Space: 291 sq. ft. ◾ 
Bedrooms: 3 ◾ Bathrooms: 2 ◾ Dimensions: 80’ - 6”  X 
50’ - 0” ◾ Foundation: Crawlspace

©
Th

e 
Sa

te
r 

De
si

gn
 C

ol
le

ct
io

n
©

Th
e 

Sa
te

r 
De

si
gn

 C
ol

le
ct

io
n

©
Th

e 
Sa

te
r 

De
si

gn
 C

ol
le

ct
io

n

 PLAN # HWB1130005 ◾ 5-SET N/A ◾ 8-SET N/A ◾ 
REPRO $875 ◾ CAD  $1,571 ◾ PDF $875

 PLAN # HWB1130006 ◾ 5-SET N/A ◾ 8-SET N/A ◾ 
REPRO $971 ◾ CAD $1,747 ◾ PDF $971 

 PLAN # HWB1130007 ◾ 5-SET N/A ◾ 8-SET N/A ◾ 
REPRO $995 ◾ CAD N/A ◾ PDF $995 
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Trim houses, not margins. Increase the resale value of your projects with Fypon. 
Fast Fact: Every $2,000 invested in moulding and millwork and trim increases a home’s resale value by $10,000.

First Floor: 2,119 sq. ft. ◾ Second Floor: 748 sq. ft. ◾ 
Total: 2,867 sq. ft. ◾ Bedrooms: 3 ◾ Bathrooms: 3 1/2 ◾ 
Dimensions: 56’ - 0”  X 96’ - 6” ◾ Foundation: Crawlspace
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©
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e Sater Design Collection 

First Floor: 1,274 sq. ft.◾ Second Floor: 987 sq. ft. ◾ Total: 2,261 sq. ft. ◾ 
Bedrooms: 3 ◾ Bathrooms: 2 1/2 ◾ Dimensions: 53’ - 4”  X 47’ - 0” ◾ 
Foundation: Unfi nished Basement 

First Floor: 1,148 sq. ft. ◾ Second Floor: 1,258 sq. ft. ◾ Total: 2,406 
sq. ft. ◾ Bedrooms: 4 ◾ Bathrooms: 3 1/2 ◾ Dimensions: 48’ - 8”  
X 47’ - 8” ◾ Foundation: Unfi nished Basement

 PLAN # HWB1130009 ◾ 5-SET $745 ◾ 8-SET $780 
◾ REPRO $900 ◾ CAD  $1,325 ◾ PDF $1,005 

 PLAN # HWB1130010 ◾ 5-SET $745 ◾ 8-SET $780 
◾ REPRO $900 ◾ CAD $1,325 ◾ PDF $1,005  

 PLAN # HWB1130008 ◾ 5-SET N/A   ◾ 8-SET N/A ◾ 
REPRO $1,434 ◾ CAD  $2,580 ◾ PDF $1,434 

HOUSEPLANS  1-800-634-4773
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SECONDFIRST

First Floor: 1,148 sq. ft. ◾ Second 
sq. ft. ◾ Bedrooms: 4 ◾ Bathroom
X 47’ - 8” ◾ Foundation: Unfi nished✸20% 

OFF!*

✸20% 
OFF!*

First Floor: 2,119 sq. ft. ◾ Seco
Total: 2,867 sq. ft. ◾ Bedrooms
Dimensions: 56’ - 0”  X 96’ - 6”✸20% 

OFF!*

SECONDFIRST
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Trim that works for you, long after your work is done.
PVC Column Wraps surround and conceal a structural support without touching it.  
If the support post warps or twists, the column wrap will not be affected.

Square Footage: 1,250 ◾ Bedrooms: 2 ◾ 
Bathrooms: 2 ◾ Dimensions: 28’ - 8”  X 
69’ - 0” ◾ Foundation: Unfi nished Basement

Square Footage: 2,028 ◾ Bedrooms: 3 ◾ Bathrooms: 2 1/2 ◾ 
Dimensions: 66’ - 0”  X 62’ - 0” ◾ Foundation: Unfi nished Basement

First Floor: 1,192 sq. ft. ◾ Second Floor: 1,357 sq. ft. ◾ Total: 2,549 sq. ft. ◾ 
Bedrooms: 4 ◾ Bathrooms: 2 1/2 ◾ Dimensions: 38’ - 8”  X 57’ - 10” ◾ 
Foundation: Unfi nished Basement
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 PLAN # HWB1130011 ◾ 5-SET $725 ◾ 8-SET $760 
◾ REPRO $870 ◾ CAD  $1,300 ◾ PDF $975

 PLAN # HWB1130012 ◾ 5-SET $645 ◾ 8-SET $680 
◾ REPRO $750 ◾ CAD  $1,150 ◾ PDF $850 

 P L AN # HWB1130013 ◾ 5-SET $755 ◾ 8-SET $800 
◾ REPRO $980 ◾ CAD  $1,520 ◾ PDF $980
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PVC Trim by Fypon.  What wood would be if wood could be.  
Submerged in water for 6 months, a piece of wood trim will swell up and eventually fall apart.  

A similar piece of PVC trim will not be affected by the water.

Square Footage: 1,694 ◾ Bedrooms: 3 ◾ Bathrooms: 2 ◾ 
Dimensions: 62’ - 4”  X 49’ - 6” ◾ Foundation: Unfi nished 
Basement

©
 Studer Residential Designs, Inc.

©
 Studer Residential Designs, Inc.

©
 Studer Residential Designs, Inc.

Square Footage: 1,498 ◾ Bedrooms: 3 ◾ Bathrooms: 2 ◾ 
Dimensions: 66’ - 4”  X 44’ - 10” ◾ Foundation: Unfi nished Basement

First Floor: 933 sq. ft. ◾ Second Floor: 1,201 sq. ft. ◾ 
Total: 2,134 sq. ft. ◾ Bedrooms: 4 ◾ Bathrooms: 2 1/2 ◾ 
Dimensions: 45’ - 4”  X 50’ - 4” ◾ Foundation: Unfi nished 
Basement

 PLAN # HWB1130015 ◾ 5-SET $565 ◾ 8-SET $620 
◾ REPRO $765 ◾ CAD  N/A ◾ PDF $765

 PLAN # HWB1130016 ◾ 5-SE T $695 ◾ 8-SET $765 
◾ REPRO $940 ◾ CAD  $1,450 ◾ PDF $940

 PLAN # HWB1130014 ◾ 5-SET $655 ◾ 8-SET $695 
◾ REPRO $875 ◾ CAD  $1,320 ◾ PDF $875

HOUSEPLANS  1-800-634-4773
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First Floor: 933 sq. ft. ◾ Second
Total: 2,134 sq. ft. ◾ Bedrooms:
Dimensions: 45’ - 4”  X 50’ - 4” ◾
Basement✸20% 

OFF!*

✸20% 
OFF!*

Square Footage: 1,694 ◾ Bed
Dimensions: 62’ - 4”  X 49’ - 6”
Basement✸20% 

OFF!*

SECONDFIRST
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For high quality, low maintenance millwork, Fypon has you covered from peak to plinth.
Fypon offers over 1,900 stock PVC and urethane products, giving you the right product for every trim application imaginable.

Square Footage: 1,392 ◾ Bedrooms: 3 ◾ Bathrooms: 2 ◾ 
Dimensions: 42’ - 0”  X 54’ - 0” 

Square Footage: 1,850 ◾ Bedrooms: 3 ◾ Bathrooms: 2 ◾ 
Dimensions: 62’ - 0”  X 48’ - 0” 

Square Footage: 1,195 ◾ Bedrooms: 3 ◾ Bathrooms: 2 ◾ 
Dimensions: 40’ - 0”  X 48’ - 8” 
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 PLAN # HWB1130017 ◾ 5-SET $885 ◾ 8-SET N/A ◾ 
REPRO $885 ◾ CAD  $1,385 ◾ PDF $885

 PLAN # HWB1130018 ◾ 5-SET $835 ◾ 8-SET N/A ◾ 
REPRO $835 ◾ CAD  $1,385 ◾ PDF $835

 PLAN # HWB1130019 ◾ 5-SET $815 ◾ 8-SET N/A ◾ 
REPRO $815 ◾ CAD $1,315 ◾ PDF $815 
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Dimensions: 42’ - 0”  X 54’ -✸20% 

OFF!*

✸20% 
OFF!*

✸20% 
OFF!*
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We design with you and your budget in mind.
At Fypon, we’re our goal is to work harder so you don’t have to.  

Our products are designed to come out of the box and on the house with less labor and maintenance than traditional materials.

First Floor: 1,467 sq. ft. ◾ Second Floor: 513 sq. ft. ◾ Total: 
1,980 sq. ft. ◾ Bonus Space: 340 sq. ft. ◾ Bedrooms: 3 ◾ 
Bathrooms: 2 1/2 ◾ Dimensions: 67’ - 0”  X 51’ - 0” 

 PLAN # HWB1130020 ◾ 5-SET  $740 ◾ 8-SET $810 
◾ REPRO $1,000 ◾ CAD N/A  ◾ PDF $1,000

©
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First Floor: 1,467 sq. ft. ◾ Sec
1,980 sq. ft. ◾ Bonus Space: 
Bathrooms: 2 1/2// ◾ Dimensio✸20% 

OFF!*

SECONDFIRST

BY PHONE: U.S. toll free: 1-800-634-4773
Canadian toll free: 1-877-6389

Other international orders: 1-520-544-8200

BY FAX: U.S. toll free fax: 1-800-224-6699
Canada and overseas fax: 1-520-544-3086

BY MAIL: Hanley Wood Customer Care Center,
3275 West Ina Road, Suite 260, Tucson, AZ 85741

ADDITIONAL 
ITEMS FOR SALE
Materials List
Additional Sets
Mirror Reverse
Right Reading Reverse
Line Rendering
Color Rendering

Call For Prices

Shipping and Handling 
Standard (7-10 business days)  $25.00 
Priority (4-5 business days)  $40.00 
Express (2-3 business days)  $55.00 
CANADA & OVERSEAS   Fax, phone, 

or mail for quote
◾ A signature is required for all deliveries
◾  No COD’s, all shipments require a street address, we 

cannot deliver to PO Boxes
◾  All delivery times are from the date the blueprint package 

is shipped
◾  Some add-on products incur additional shipping charges
◾ All prices are subject to change

A plan order will include ideas for: General specifi cation design notes; exterior elevations 
of all four views; building sections and details; interior elevations of cabinets and walls with 
unique conditions; electrical plans; and foundation plans. Basement plans are included only 
where applicable.

Plans are intended to supply ideas and potential building concepts only. Every location 
has its own regulations and requirements, which purchasers are responsible for meeting. 
Purchasers should consult a state-licensed architect before beginning any construction 
related to these house plans. The plans featured are prepared by independent designers 

and the publisher is not responsible for their content. Mechanical and plumbing codes and 
regulations vary widely across the country, and ideas and concepts for this portion of the 
design are generally not included.

REPRODUCIBLES AND BLUEPRINTS ARE NOT REFUNDABLE. EXCHANGES ON 
BLUEPRINTS ONLY (CALL FOR TERMS AND CONDITIONS).

HWB113

ABOUT THE PLANS

buy more
save more
up to 15% off 

Aff ordable Solutions
◾ 24,000+ House Plans
◾ Exclusive Plan Designs 
◾ Multifamily Layouts
◾ Green Home Designs
◾ Unlimited Use Collections

NEW & IMPROVED WEB SITE

visit BuilderHousePlans.com
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TOTAL COST

 Trim Houses. Not Margins. Trim Houses. Not Margins.

Out of the Box and On the House.
Why use trim that you have to work for when you can use trim that works for you? 
Right out of the box, Fypon urethane millwork is ready to install. There is no need to 
prime, glue or fabricate pieces on the job site,  and the quality is always consistent. Fypon 
trim provides a beautiful look without the hassle, saving you time and money. For all 
your trim needs, Fypon has you covered from peak to plinth.

* Material and labor costs are based on a field study conducted in June 2009 and represent the average material and 
labor costs of the participants; figures have been rounded. For complete detailed information regarding the study, 
visit www.fypon.com.  

Materials $143
Labor - 4.5 hrs.* $181

$324.00

Materials $220
Labor - 1 hr.* $44

$264.00

www.fypon.com 800.446.3040

4 0 T H  A N N I V E R S A R Y

TM

Go to http://builder.hotims.com for more info



Architectural Products
by Outwater

M.L. Condon Company

Melton Classics

&
Whether you are building production

or custom homes, you can make
some pretty big statements with

small details. Finely crafted stairs,
molding, and millwork give you the

opportunity to add the right accents
and finishing touches to a room,

setting your homes apart from the
competition. Stair manufacturers
offer models to fit any decor or

space requirements, and the
molding and millwork on the market

today can match (or create!) any
style. The manufacturers

represented in this special section
can help you turn any home

into a showcase.
Read on for some great ideas.

S P E C I A L A D V E R T I S I N G S E C T I O N

Molding
Stairs,

MILLWORK
Distinguishing Details

Adding refinement to a home can be as simple and relatively inexpensive as putting in decorative molding
and millwork. These smaller details, taken in as a whole, create a dramatic big picture.

Every now and then, a new product comes along that defines a new standard and brings about positive
changes within an industry. One such product is Architectural Product by Outwater’s new line of RPS
Mouldings, which offers all the benefits of previous generations of polymer moldings and more. Responsibly
manufactured from select, reclaimed, renewable polystyrene resources, Outwater’s RPS Mouldings feature a
hard, strong surface ideally suited for use in high-traffic areas, and it is extremely lightweight, enabling easy
installation using traditional woodworking techniques and tools. These moldings can be cut, nailed, glued, and
painted. The sharply defined details, perfect dimensions, and extremely consistent quality allow for years of
repeated refinishing.

At M.L. Condon Company, some things never change. For nearly 100 years, homebuilders have been
relying on Condon for high quality, excellent service, and the country’s finest selection of exotic and domestic
lumber, flooring, moldings, and architectural trims. You can call or fax Condon for a fast, free price quote or to
order a color catalog. See contact information for details.

Melton Classics offers the industry’s most comprehensive line of exterior millwork products, including
architectural columns, balustrades, cornice moldings, and a wide array of low-maintenance millwork products,
shipped factory-direct to its customers’ job site. The Tennessee estate home shown in the photo was built
using Melton Classics’ lightweight and load-bearing FiberWound Classic™ lifetime warranty columns,
maintenance-free MarbleTex™ balustrades with integral color, and custom design Architectural Urethane™

dentil cornice moldings.

Spectacular Stairs

Spiral stairs are a great way to access lofts, cupolas, wine cellars, and other unique architectural spaces.
A York Spiral Stair’s double helix design — with two handrails, more useable tread space, and no center
post — makes for a more beautiful and practical spiral stair. Shipped prefabricated and nearly fully
assembled, York Spiral Stairs are available in a variety of hardwoods, five different diameters, and heights
of up to 14 feet. These finely crafted Maine-made stairs add character and elegance to any room.

� Architectural Products by Outwater: Call 800-835-4400 or visit www.outwater.com
� M.L. Condon Company: Call 914-946-4111 or visit www.condonlumber.net
� Melton Classics: Call 800-963-3060 or visit www.meltonclassics.com
� York Spiral Stair: Call 800-996-5558 or visit www.yorkspiralstair.com

Go to http://builder.hotims.com for more product information

York Spiral Stair

For more information on other high-quality manufacturers of stairs, molding, and millwork,
keep reading through this special section.
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SPECIAL ADVERTISING SECTION STAIRS, MOLDING, & MILLWORK

RPS MOULDINGS BY OUTWATER

LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

FREE 1,000+ Page Master Catalog!

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)

1-800-835-4400 (Sales) • Fax 1-800-835-4403
www.outwater.com

New Jersey • Arizona • Canada

Go “Green” without having to spend a lot of “Green!”
Comprising a full, decorative array of cornice mouldings and
panel mouldings, Outwater introduces its recycled polystyrene
RPS Mouldings, the cost effective alternative to more costly
polymer mouldings and millwork without compromise.
Outwater’s  RPS Mouldings redefines the standard for 
architectural moulding and millwork by now offering a new
economical decorative and design medium that up until now,
was never previously available.

800.290.5460   I   builder@theYGSgroup.com

The YGS Group is the authorized provider of custom reprint products from BUILDER.

integrated publishing solutions

Develop greater brand awareness and showcase your 
featured editorial from this industry-respected publication.

Event Collateral

Media Kits

Direct Mail

Online Marketing

Recruiting Packages

Presentations

Place your press directly in the hands 
of your customers and prospects with 
custom reprints from BUILDER magazine.
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SPECIAL ADVERTISING SECTIONFIREPLACES/BUILDERS’ BEST RESOURCES

UL Listed

Certified Fire
Protection

Lifetime warranty

30 Models of Safes
& Vault/Panic

Rooms  

8 Luxurious Colors
with Variety of

Modular Interiors

800-821-5216 • www.ftknox.com

R e s t  A s s u r e d

Wittus Inc. 
914.764.5679 
www.wittus.com 

Finest selection of 
contemporary  
European wood and  
gas fireplaces  
and stoves  
 

Flatfire Gas 

FOR

INFORMATION
 on how to be a part of the 
next BUILDER special 
advertising section, contact 
Brian Sherry at 202.729.3586.

       search. 
source. 
        learn. 
 connect.
        ebuild.
ebuild is the destination for construction pros 
searching for information about building products. 
ebuild is a source of unbiased coverage of new 
products, trends and news. Pros visit ebuild to  
learn how to do their jobs faster, safer and easier. 
ebuild connects pros to product manufacturers, 
experts and peers. 

a 360 degree view of 
product informationebuild.com
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MarbleTex™

Synthetic Stone Balustrades

Architectural 
Urethane™

Polyurethane Balustrades

MeltonStone™

Cast Stone Balustrades

VinylClassic™

PolyVinyl Balustrades

BALUSTRADE
SYSTEMS

Call Now For Your Custom Quotation 

800-963-3060
www.MeltonClassics.com

Patent Pending

1-800-334-4474    www.astroplastics.com 

The Ultimate Bendable
Head Flashing

1-800-334-4474    www.astroplastics.com 1-800-334-4474    www.astroplastics.com 

“FREE CARPET SAMPLES”
“1-888-514-7446”

Info@carpetsofdalton.com
Guaranteed Lowest Prices

Nations Largest

www.carpetsofdalton.com

CARPETS OF
DALTON, INC.

Nation's 
Largest

888-514-7446
Pad
Rugs

Ceramic
Laminate 

Vinyl
Wood
Carpet

www.carpetexpress.com

ARCHITECTURAL RENDERINGS
TO SCALE & IN ONLY 3 DAYS! Realistic
Handpainted WATERCOLOR. Highly Detailed,
or Quick Sketch. Evocative, Cost Effective;
Visa, MC, AmEx. Mayron Renderings, 
Calls Only 1-800-537-9256, 1-212-633-1503.

Visit www.mayronrend.com
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FOR

INFORMATION
 on how to be a part of the 
next BUILDER special 
advertising section, contact 
Ken Wilson at 202.729.3531.
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Ameristar  51 888-333-3422  

Armstrong Cabinets 2-3   

Bank of America 7, 40 800-344-9403  

Big Builder Conference* 29, 44   

Briggs Industries 10 800-888-4458  

Chamberlain 23 800-323-2276  

Chevy Silverado C3   

ClimateMaster 66-67 800-299-9747  

Comcast 38  

Daikin 18, 19 

Delta  11   

ECR International* 44 315-797-1310 

EPA  14 866-730-green  

Exaktime   8 888-788-8463  

Excel Homes* 29 800-521-8599  

Ferguson 20  

Ford C2-1 

Fypon 85 800-446-3040  

GE Appliances 71 888-4GE-HEWH  

Georgia-Pacifi c 32ab, 34ab, 36ab  

IAPMO ES 75   

Knauf Insulation 69 800-825-4434 x8300  

LiteSteelbeam 12 877-285-2607  

NAHB 33, 35, 37, 57, 63, 76   

Owens Corning* 29 800-GET-PINK  

PERC C4    

Rheem 17 800-621-5622  

Salsbury Industries 51 800-624-5269  

Sea Gull Lighting 27   

Softplan  43 800-248-0164  

ThyssenKrupp Access 24 800-829-9760 x9576  

Timberland 9   

U.S. Green Building Council 64   

Verizon Wireless 4 800-VZW-4BIZ  

Viance 73 800-421-8661  

Wells Fargo 43   

*Issue mailed in regional editions.
Advertisers: To update your listing, contact Lauren Dobos at 202-736-3461 or send an email to ldobos@hanleywood.com
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A s their distressed asset portfo-
lios get more cumbersome, lenders 
are forgoing the foreclosure process 
and asking courts to place those as-

sets in default into receiverships. This ma-
neuver relieves lenders of construction and 
warranty liability because their names are 
not on the title. Court-appointed receivers 
protect the value of the distressed asset 
by maintaining the property, keeping the 
utilities on, and, with greater frequency, 
preparing houses for sale.

Newport Beach, Calif.–based Califor-
nia Real Estate Receiverships  has been as-
signed the assets of several banks, including 
nearly 1,100 lots and homes that Bank of 
America retrieved from WL Homes. But 
its founder, Taylor B. Grant, doesn’t see his 
company as competing with builders be-
cause “if we don’t sell these houses, some-
one else will.”—John Caulfi eld

Q: How do you view your role?

A: I work for the judge, and our loyalty is to the court. A good receiver will get a broad order 
to control the task of completing houses, so it doesn’t have to go back to the bank and 

become a long-term liability. Our job is to deliver the house free and clear of liens or warranty 
obligations. But I’m often the messenger of bad news because no one is ever happy with what I 
get for a lot or a house.

Q: What’s the condition of houses placed into receivership?

A: Most production homes have very few construction defects. But if they’ve been sitting 
around for a while, the permits may have expired and they might require re-inspection. 

The fi rst 30 days [into receivership] is triage, dealing with permits and HOAs. The second 
phase is “reverse due diligence” to uncover what the real status of the asset is. 

Q: Why don’t more banks choose this route?

A: Receivers can be expensive, but 90 percent of that expense is for what would have been 
spent anyway in construction costs. [But completing construction] is a business deci-

sion: If it’s a single-family house that’s 75 percent complete, we’ll fi nish and sell it. If it’s 25 
percent complete, or if it’s 4,000 square feet when the acceptable footprint is 2,000, we might 
decide to tear it down. 

“If we don’t sell 
these houses, 
someone else 
will.”

TAYLOR B. GRANT 
RECEIVER AND FOUNDER
CALIFORNIA REAL ESTATE RECEIVERSHIPS
NEWPORT BEACH, CALIF. 
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CHEVY SILVERADO    BEST COVERAGE IN AMERICA    A CONSUMERS 

DIGEST “BEST BUY” — HALF-TON MODEL    VINCENTRIC’S BEST VALUE IN 

AMERICA™1    BEST FUEL ECONOMY2    CHEVY.COM/THETRUCK

1 Based on Vincentric’s 2009 Model Level Analysis of full-size pickups. 2 Based on Silverado Hybrid model and GM Large Pickup segment. EPA est. MPG city/hwy: Silverado Hybrid 2WD (limited 
availability) 21/22. Silverado XFE shown 15/21. Excludes other GM vehicles. Silverado is a registered trademark and Chevy is a trademark of the GM Corp. ©2009 GM Corp. Buckle up, America!
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In the West, propane 
has your back.  
A high-efficiency air-source 
heat pump with propane 
backup recoups installation 
costs 40% faster than a 
ground-source heat pump 
with electric backup.

Do More With Home  
Heating by Understanding 
Regional Differences

In the Northeast, 
propane tops fuel oil.
A high-efficiency propane 
furnace costs $2,100 less 
to install and $100 less 
to operate annually than 
a high-efficiency fuel-oil 
furnace.

Looking to install the highest-performing home heating system? 

It depends on where you stand. Literally. An eye-opening new training 

course on comparative home heating will teach you how different systems 

perform differently depending on location. The course, which is free and earns  

you continuing education credits, was created using data from a recent  

residential heating study conducted by Newport Partners. 

Train to build more marketable homes by taking the  

Comparative Home Heating course at  

buildwithpropane.com/heatingcourse.

In the Southeast, 
propane trumps 

heat pumps.
A high-efficiency 
propane furnace 
costs 12% less to 
install and expels 

24% fewer carbon 
dioxide emissions 

than an electric air-
source heat pump.

In the Midwest, 
propane is smarter than 
geothermal. In a retrofit 
replacement, a ground-
source heat pump pays back 
the homeowner in fuel-cost 
savings in six years. A high-
efficiency propane furnace 
does it in less than 12 months.

13% 
Price premium for 

electricity in Florida and 
Texas compared to the 

national average.

29%  
Price premium  

for fuel oil in 
Buffalo relative  

to propane.

12–18 
Years 
Average lifespan of a home 
heating system in the U.S.

Natural gas: 0.8

Propane: 0.9 

Electricity: 2.4

Metric tons CO2 equivalent per unit per year
0 0.5 1.0 1.5 2.0 2.5

Greenhouse Gas Emissions

Go to http://builder.hotims.com for more info


