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and machine learning help boost new-home sales?
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Genuine interest in people’s 
success is an important 

quality to look for when hiring 
a home sales manager.
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Congratulations to OUR WINNERS!

2020 BEST 
OF IBS

TM 

AWARDS

BEST ENERGY  

EFFICIENT PRODUCT

Enginuity Micro-CHP 
Enginuity Power Systems 

BEST GREEN  

BUILDING PRODUCT

AeroBarrier 
AeroBarrier

BEST HOME 

TECHNOLOGY PRODUCT

Enginuity Micro-CHP 
Enginuity Power Systems

BEST INDOOR PRODUCT

Marvin Skycove 
Marvin 

BEST KITCHEN  

& BATH PRODUCT

MASST
Atlas Granite, Inc. 

BEST OUTDOOR PRODUCT

The Outdoor Living Experience 
Somfy, StruXure Outdoor  
and Phantom Screens

BEST WINDOW &  

DOOR PRODUCT

Marvin Awaken Skylight 
Marvin

MOST INNOVATIVE  

BUILDING MATERIAL

2810HR Joist Reinforcer 
Metwood Building Solutions

MOST INNOVATIVE 

CONSTRUCTION TOOL

BILT 3D Intelligent Instructions 
BILT Incorporated 

Learn more at

BuildersShow.com/BestofIBS

Best in Show 
 WINNER
  Enginuity Micro-CHP
  Enginuity Power Systems 

With over 350 entries in nine categories, 28 industry and media judges considered the functionality, 
design and builder/consumer friendliness of these products and awarded them the best and most 
innovative products at the 2020 NAHB International Builders’ Show®.
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John McManus

Editorial Director, 

Residential Construction

need to get, however, is an exponentially rising 

hidden cost to value creation when design is 

absent, deficient, or too narrowly defined.

Design, in this case, means far more—with 

all due respect to their value—than elevations, 

floor plans, exteriors, and indoor-outdoor living. 

In this case, it’s a noun, a verb, and a state of 

being whose fully unleashed presence may be a 

lifeline to your company’s future.

This is how Hot Studio founder Giudice 

plans to connect the dots for home building 

strategic leaders when she explores how build-

ing enterprises can get at hidden costs and risks 

by elevating design to a strategic systems level.

“With design thinking, you can start to see 

pathways as architecture, construction, engi-

neering, sourcing, manufacturing, AI, robotics, 

and business outcomes fuse along collaborative 

team value streams,” says Giudice, who formerly 

served as Autodesk’s first vice president of 

experience design. “Once we got design  

embedded strategically, stakeholders were 

able to be more creatively customer-centric. It 

was a transformation.”

Giudice has eyes open in terms of under-

standing reasons many home building compa-

nies seldom veer from familiar zones of comfort 

and success. “I’m going to talk about risk-taking, 

and about change agency, and about being  

focused as human, people-centric organiza-

tions, and about looking at problems and chal-

lenges as systems problems and challenges, not 

just in isolation,” she says of her upcoming  

session. “And how to get shit done, especially 

now that the wall between our team member 

associates and customers is fully transparent.”

Would a high-volume builder be looking at a 

brighter future were it to have a design executive 

officer among its top leaders? Find out at the 

Builder 100 Summit, May 11–13, in California. 

Right now, the Holy Grail home builders are 

talking about is the “digital thread,” a map for 

data, materials, time, and skill to converge  

productively into places people want to live and 

own. The power of design can bring that digital 

thread, full-stack, to life. B

A
mong the not-so-deeply buried treasures of the  

English language are words that do double or triple duty in 

their job of conveying meaning. Here’s a handful of such 

words: Comfort. Balance. Warm. Love. Solace.

What do they share in common? In each instance, the single 

word serves as a triple threat: a noun, a verb, and a gut feeling or 

“state of being,” whose presence or absence is conspicuous.

The word “love” has astonishing meaning, both when it’s there 

and when it’s taken away. Too, the fuel of that meaning flows out 

to us as both the name of the actual experience—love—and the act 

of doing it. And so on for those other terms.

What does this have to do with builders, and the fact that we’re 

taking a back-to-the-future course for our annual home building 

executive event? The gathering of strategic leaders of high-volume, 

single-family building firms formerly known as Housing Leadership 

Summit will relaunch as the Builder 100 Summit. I recently talked 

with Maria Giudice, who will keynote the event, about one of these 

extra-powerful words, one that means more now to home building 

enterprises today and for their future than it ever has: Design.

Giudice qualifies it this way: “It’s a noun. It’s a verb. And it’s a 

state of being.”

And like love, at an enterprise level, our viscera know it when it’s 

there and miss it when it’s not. What the industry’s strategic leaders 

FROM THE EDITOR

Why Design 
Thinking Matters

10   B UIL D ER ⚫ M A RCH 2020
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Notable news, trends, and data from around the industry

1. No circular saws. No cutting on-site was necessary, as every struc-

tural detail of the home had been pre-built digitally, and then physically 

constructed in Sekisui House’s Kanto, Japan, factory.

2. Trilingual jobsite. English, Japanese, and Spanish were spoken 

on-site, and despite common terms and interpretations getting “lost in 

translation,” what translated without issue was the numerical, labeled 

system of positioning, fastening, and connecting each post to its pre-des-

ignated location and orientation, and each beam fitting perfectly where it 

had been engineered, and factory-cut to millimeter precision in Japan.

3. Velocity. Speed with accuracy, productivity gain, and profitability 

came from the precisely executed, easy-to-implement building system.

“The kinds of planning, building systems, proprietary tools, and pro-

cesses Sekisui House brought to this project for the first time, resulting in 

a framing crew that didn’t even speak the language being able to under-

stand it and do it … that’s what amazes me about this endeavor,” says 

Woodside Homes Las Vegas division president Kent Lay, whose division-

al team, with Michael Salerno as Woodside project director, took on the 

Chōwa—Living In Balance building program a little over a year ago. 

The U.S. federal government has paid out over $220 billion in home 

insurance claims resulting from wildfires, hurricanes, and other natural 

disasters in the past two years. That’s more than the previous 20 years 

combined. That’s not a statistical anomaly. The National Oceanic and 

Atmospheric Administration reports that the number of billion-dollar 

disasters is “clearly trending upward.” That’s why the U.S. home build-

ing industry must make building more resilient houses a top priority.

That’s also why the U.S. home building industry can learn from 

Sekisui House and its 60 years of experience building homes in Japan, 

which is prone to superstorm typhoons, seismic activity, wildfires, and 

two building technologies—debuting for 

the first time in North American construction—

captured the attention of home builders who in 

January visited the Chōwa—Living In Balance 

project by Sekisui House and Woodside Homes 

in Las Vegas. The home was unveiled during the 

International Builders’ Show. Over 2,000 build-

ers and tradespeople either visited the Chōwa 

home in the Ridges neighborhood at Summer-

lin, or checked in on demonstrations of the 

home’s two key construction innovations at the 

BUILDER exhibition booth during IBS.

What sets these innovations apart as trans-

formative building technologies? The answer is 

in how they impact the construction process, 

and, ultimately, the job they do. One delivers 

builders “first-time right” velocity of assembly. 

Both make homes safer and more resilient, as 

increasingly frequent and more intense natural 

hazards put more people at risk in their homes.

The structure uses game-changing assembly 

technology—called SHAWOOD, a proprietary 

building line developed by Sekisui House in 

1995 that is marketed in Japan and Australia. 

SHAWOOD originates as a digital thread and 

carries through a precision-manufacturing pro-

cess that produces 100% of the building’s struc-

tural enclosure and internal wall, flooring, and 

roof-truss system in factory conditions. 

“This system enables each house to be  

tailored to the needs of the customers like cus-

tom homes. At the same time, we can build a 

stronger, more resilient home with shorter 

construction time compared to typical houses,” 

says Joel Abney, national vice president of op-

erations for Sekisui House’s Woodside Homes.

Project supervisors, whose customized build-

ing enclosure with kit pieces were never assem-

bled in this way in the U.S. before, went from 

foundation to ready for roof nail-down in eight-

and-a-half days, with six workers and two team 

members from Japan orchestrating the process:

Construction Innovations 
Come to U.S. From Japan 

PULSE
by

BUILDER 

STAFF

METAL JOINTS

In Sekisui House’s 

proprietary SHAWOOD 

system, structural  

laminated posts and 

beams fit onto metal 

sleeves and fasten  

with tensile bolts and 

drift pins for a tight, 

durable joint.
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other natural hazards. This is where the 

strength of SHAWOOD and the fire- and 

weather-resistance of Sekisui House’s exteri-

or material, Bellburn—used on the Chōwa 

project—come into play.

“There are 3 components to secure superi-

or strength of SHAWOOD,” says Abney. “They 

are glue laminated timber that is used for the 

structural timber material, the metal joint sys-

tem, and earthquake resistance.”

Abney explains that the quality of the glue 

laminated timber can be managed quantita-

tively similar to steel, which enables consistent 

and accurate structural engineering. He notes 

that pillars and beams are tightly connected 

using various MJ steel brackets, and each pillar 

is directly fixed to the foundation using a spe-

cific connection bracket. While most struc-

tures in the U.S. gain lateral load capacity 

through a firm, solid, and continuously direct 

connection to the foundation, the SHAWOOD 

system anchors each post to a metal, shock-ab-

sorbing stand whose “fin” slides into the post 

like a sleeve before bolting in place. 

“Even with the limited contact to the foun-

dation, the Sekisui House system has capacity 

at least up to U.S. code to ensure we can absorb 

different forces that stress lateral load capabili-

ty,” says Kent Barber, senior vice president at 

L.R. Nelson Consulting Engineers. Barber con-

verted the entire Sekisui House SHAWOOD 

structural engineering system into terms state 

and local code and inspection officials could 

understand and approve as equal to or even 

superior to U.S. building codes. “The differ-

ence is, whereas U.S. frames rigidly lock to 

foundations to ensure that lateral load capac-

ity, the Japanese system is designed to rock 

and give, and then fall back into place.”

Even the massive 9.0 earthquake that 

struck northern Japan in 2011 did not totally 

or partially collapse over 177,000 homes built 

by Sekisui House. The SHAWOOD system’s 

track record for performance amid seismic 

shocks and stresses provides evidence for Bar-

ber’s case that the technology would stand up 

to adverse conditions in the U.S. equally well. 

Meanwhile, Chōwa’s exterior siding, Bell-

burn, provides fire and weather resistance for 

the home. Ceramic pots are traditional Japa-

nese artwork from an ancient era, and Bellburn 

is manufactured with the same craftsmanship 

mentality. Bellburn’s color comes from the di-

rect baking of the glaze, which produces a dis-

tinctive surface. The color will not fade 

throughout the 60-year lifespan of the product, 

according to Sekisui House. Porcelain secures 

intensity by baking in high temperature, which 

in reverse can cause contraction.

 “Bellburn is manufactured and quality con-

trolled at our in-house factory using the lead-

ing-edge equipment to achieve the dimensional 

contraction tolerance of ±1.5mm,” says Wood-

side’s Abney. “Bellburn is baked in a high tem-

perature, which prevents any heat transfer into 

the house up to 1,400 degrees Fahrenheit.”

As U.S. home builders pursue both veloci-

ty and resilience, it is clear there is much to 

learn from the Japanese construction tech-

niques used for the Chōwa home. For more on 

the project, visit builderonline.com/chowa-

living-in-balance.—john mcmanus

888-443-7937
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The U.S. Green Building Council  

has announced its annual list of  

the Top 10 States for LEED green 

building certifications. Each of the 

50 states is ranked based on the 

number of LEED-certified square 

feet certified per person in 2019, 

based both on 2010 U.S. Census 

population data and on commercial 

and institutional green products  

certified throughout 2019.

This year’s top 10 states are home 

to more than 105 million people total, 

ment District—the world’s first busi-

ness improvement district to earn  

this certification.

“As we embark on a new decade, 

the USGBC community is focused  

on helping more projects get on the 

path to LEED certification and a more 

sustainable future,” says Mahesh  

Ramanujam, USGBC president and 

CEO. “Over the last year, the Top 10 

states have certified projects that 

serve as incredible examples of how 

green building can create more  

sustainable and resilient spaces that 

improve our living standard. … As  

we enter our next chapter, we are 

committed to helping more buildings,  

cities and communities improve their 

sustainability performance through 

LEED.”—mary salmonsen

For more on the top 10 list, visit 

usgbc.org/resources/top-ten-states- 
leed-2019

including more than 80,000 LEED 

green building professionals. Colora-

do took the top spot this year for the 

first time since 2011, after coming  

in sixth in 2018, with 23,962,344 

new certified gross square footage 

across 102 green building projects. 

Altogether, these projects represent 

4.76 square feet of certified space 

per Colorado resident. Illinois came  

in second, with 3.85 square feet of 

certified space per capita, and New 

York in third, with 3.76.

While Washington, D.C. is not  

included in the top 10, as it is a federal 

territory and not a state, it far and 

away leads the nation with 52.86  

new LEED-certified square footage 

per capita this year, or 31,810,018 

square feet across 143 projects.  

D.C. became the first LEED-certified 

city in 2017, and in 2019 earned 

LEED Platinum certification for the 

Golden Triangle Business Improve-

PULSE

NAHB UNVEILS THE BEST PRODUCTS OF IBS

The U.S. Green Building Council 

shares the top 10 states with the 

most LEED-certified projects

Leading in LEED 
Certification

nahb named winners in nine categories for its eighth annual 

Best of IBS Awards during the recent International Builders’ Show in 

Las Vegas. The awards received over 350 entries, and winners were 

chosen by a panel of independent judges made up of reporters and 

building professionals. 

NAHB awarded an overall Best in Show award to Enginuity Micro- 

CHP by Enginuity Power Systems. The product was also named the 

Best Energy Efficient Product and Best Home Technology Product. Of 

the award entrants, the judges said Enginuity Micro-CHP “seems to be 

the biggest game changer.” The product’s goal is to remove existing 

gas-fired water heaters and replace them with a single unit that pro-

duces a home’s hot water, space heating needs, and electricity. The 

500cc single-cylinder engine makes up to 6.2 kilowatts of power, 

meaning it only has to run a few hours a day to provide the hot water 

and electricity needed to keep an average-sized U.S. home comfortable, 

according to the manufacturer.

AeroBarrier by AeroBarrier was named the Best Green Building 

Product for 2020. It is a cutting-edge envelope sealing technology for 

commercial, residential, and multifamily applications. The product 

launched at IBS in 2018 and was named Best in Show and Most Inno-

vative Product that year. The AeroBarrier system includes a compressor, 

generator, blower door, emitters, hoses, and the AeroBarrier machine.

The Marvin Skycove was named the Best Indoor Product for 2020. 

The window, built on a steel structure, is designed to hold 60 pounds 

per square foot. “The space that [Skycove] creates can be used to solve 

many different problems that we don’t solve today among window and 

door companies, and that is to create space perhaps in a smaller kitchen 

or where a couch would not normally fit,” Levi Geadelmann, senior 

marketing product manager for Marvin, told ProSales—BUILDER’s 

sister publication—at IBS.

Marvin’s Awaken Skylight won the Best Window and Door Product 

category and was also recognized as a finalist in the Best Home Tech-

nology Product category. The skylight comes with supplemental light-

ing, which can be controlled via a mobile app or bluetooth-enabled wall 

switches. The skylight enables homeowners to maximize the space for 

natural daylight, as the light well goes straight up to the glass without 

a stepped approach. “That allows the glass to be larger, so you’re get-

ting more daylight opening for the same size rafter or truss spaces,” 

Brian Farnes, product and system engineer at Marvin, said in an inter-

view with ProSales.

Atlas Granite’s MASST, a laser and light technology that can trans-

form any solid surface into a touchscreen, was named the Best Kitchen & 

Bath Product at IBS, and the Outdoor Living Experience by Somfy, StruX-

ure Outdoor & Phantom Screens was named the Best Outdoor Product.

Metwood Building Solutions’ 2810HR Joist Reinforcer was named 

the Most Innovative Building Material. The joist reinforcers are engi-

neered light gauge steel add-ons that allow tradesmen to run utilities right 

through joists. The product provides flexibility in the routing and instal-

lation of utilities when using engineered I-Joists or 2x Joists, says the firm.

BILT 3D Intelligent Instructions by BILT Incorporated was named 

the Most Innovative Construction Tool. The mobile app features inter-

active, 3D step-by-step instructions for products requiring assembly, 

installation, set-up, repair, or maintenance.

“The 2020 IBS exhibitors really brought their A-game this year,” 

said Fred Tobin, NAHB conventions and meetings committee chair, in 

a statement.—vincent salandro
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2019 TOP 10 STATES FOR LEED 
GREEN BUILDING

➊ Colorado

➋ Illinois

➌ New York

➍ Massachusetts

➎ Hawaii

➏ Maryland

➐ Virginia

➑ Minnesota

➒ Oregon

➓ California

Source: USGBC. State rankings calculated by 

dividing square footage certified in 2019 by 

state population per 2010 U.S. Census records.
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F
irst impressions always matter, but even more so when 

you’re trying to sell a one-story home. They don’t typically 

have the same impact from the street as a two-story home. But 

the practicality of a single-level layout can’t be beat, especially when 

marketing to baby boomers. 

Here’s a new farmhouse design that will make you do a double 

take, as it clocks in at a total of 2,073 square feet. It looks much bigger, 

largely thanks to the soaring, barn-inspired gabled roofline over the 

garage, which holds a flexible bonus space. Rugged stone and warm 

wood accents add extra dimension to the farmhouse exterior.

“The inspiration behind this plan was the need for a design that 

really made you feel as if you had the barn design as a focal point 

while maintaining the newer modern looks and open floor plan,” 

explains designer Michael E. Nelson. 

Inside, the open layout centers around the massive kitchen island, 

which is designed to seat six people. The vaulted ceiling draws the 

eye up and is echoed in the master suite and out on the grilling porch. 

Another thoughtful touch: the third bedroom easily transitions to an 

office with barn doors that open to the foyer.

See more one-story house plans with big curb appeal at go.hw.net/

BD0320-plans. B

How to make a single-level home under 

2,100 square feet feel impressive

Living Large 
in Less Space

by AU ROR A Z E L E D ON

DESIGN TRENDS

square footage

2,073

bedrooms

3

bathrooms

2.5

dimensions

58’2” X 76’

foundation

Crawlspace, slab 
(basement available)

5-set

$1,450

cad

$2,700

pdf

$1,350

PLAN  #923-130

View and browse plans at builderhouseplans.com.
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Expensive = Higher Quality,

...Right?

Distributors make less profit margin selling ICC products because of our low prices. Therefore, some high-end distributors do 
not like to sell ICC and will give you all kinds of excuses. Not a problem, hundreds of ICC distributors would love to have your 
business. ICC does not sell direct, only through distribution partners. Find them on icc.com/distributor. 

801.484.5238
Utah

800.238.0787
Nebraska

800.422.6191
Ohio

888.792.7463
Maryland

800.847.5629
Texas

888.ASK.4ICC
icc.com

cs@icc.com

Gauge of enclosure

TAA compliant - Not made in China

Sold with cover

Made of ABS plastic for maximum Wi-Fi coverage

Flush-mount, screw-down cover with vent

UL® listed and UL® 94V-0 safety rated

Modules mount vertically and horizontally

Flexible stud mounting tabs

Built-in bridge lances to keep cable organized

Knockouts for cable entry and power outlets

Premise Cables  .  Workstation Outlets  .  Patch Panels  .  RCM  .  Fiber Optics  .  Residential Enclosures

ICC’s 14" Residential Enclosure has 

all the features big brands have 

except the high price. This is why 

thousands of ICC Elite Installers™ 

have been winning projects and 

making money. If you want to save 

30% or more on your material 

cost and increase your profit 

margin, stop buying the expensive 

brands and ask for ICC.

Wrong!

Installer’s cost $31*     $40

0.100"

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

14'' Enclosure with cover  ICC         Big Brand

0.085"

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

30% more expensive

800.300.6634
Utah

800.452.8588
Georgia

18%
heavier
gauge

Codale
Electric

Systems 
Distributors

© 2020, ICC.  

Based on various online surverys.

*Available at:

PN: ICRESDP14E

1. Must mention this advertisement at time of purchase. 2. Minimum order of 50 units. 3. Distributor’s freight policy may vary. 
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PERLICK

Perlick’s new 30-inch column refrigerator is divided into four separate temperature zones, 

designed to keep food stored at the ideal temperatures and conditions for freshness. Using the 

PerlIQ touchscreen interface, users can customize the temperature of each zone or access 

smart presets for deli items, meat, fish and fresh produce. The interior is finished in stainless 

steel on the upper half and slate-black stainless steel on the lower half, in order to enhance 

the brightness of fresh food under LED light, according to the manufacturer. The produce 

compartment features an electronic humidity monitor and dual filtration system. perlick.com

◄  BOSCH

The 24-inch, ventless heat pump dryer in the 

500 Series connected compact laundry pair 

functions on an efficient, closed-loop system 

with no heating element, which recycles warm 

air to efficiently dry clothes. The dryer features 

a patented self-cleaning condenser, which uses 

moisture collected from wet clothes to clean the 

condenser unit. Its drain flows into a standpipe, 

expanding installation flexibility by eliminating 

the need for a side sink. The pair is compatible 

with HomeConnect, allowing users control of the 

laundry via smart devices. bosch-home.com/us

SMEG

The Victoria range and hoods are featured 

in Divina Cucina, SMEG’s third collaboration 

with Italian high fashion house Dolce & 

Gabbana. Each finish is a reproduction of an 

original art piece hand-painted on a SMEG 

appliance. The Carretto series, launched 

in 2019, is illustrated with fruit displays in 

reds and oranges, while the Majolica series 

(shown), due in 2020 , showcases intricate 

blue-line patterns and illustrations of Sicily’s 

Mount Etna and the Valley of the Temples 

on a white base. smeg.com

FISHER & PAYKEL

The 24-inch Integrated Wine Column 

marks a new addition to Fisher & Paykel’s 

Integrated design collection, designed 

to blend seamlessly against existing 

cabinetry with clean design lines and 

stainless steel hardware. It is available 

panel ready or with a stainless steel door 

panel, and installs flush with ⅛-inch gaps. 

The column has a 91-bottle capacity, with 

two temperature zones, four preset wine 

temperature modes, customizable lighting 

and absorptive rack materials to reduce 

vibration. fisherpaykel.com/us

Sleek design and smart home features took the lead for

appliances at the Kitchen & Bath Industry Show

Kitchen Connection

PRODUCTS

b y  M A RY S A L MON S E N
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Every day, ABC Supply associates from over 790 locations nationwide dedicate 

themselves to making your job easier. It starts with 24/7 access to pricing and order 

placement with ABC Connect and ends with accurate deliveries, complete and on 

time, every time.

ROOFING  •  SIDING  •  WINDOWS  •  TOOLS  •  GUTTER  •  ACCESSORIES  •  AND MORE abcsupply.com

My job is to make your job
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JENNAIR 

JennAir has introduced 48-inch Dual-Fuel Professional Style Ranges to 

its two main design expressions: Rise, a professional-grade aesthetic 

with reverse-knurled handles and bold geometric details, and Noir, a 

modern, minimalist aesthetic defined by black glass fronts. The Noir 

range offers five dual-flame brass burners and a chrome-infused griddle, 

while the Rise range features four burners, a griddle, and a grill element. 

Both ranges feature dual oven cavities with flat tine racks, dual-fan true 

convection cooking, and remote control via smart device. jennair.com

GAGGENAU 

Gaggenau’s 400 series combi steam ovens feature a full surface grill, 

expanded oven cavity, ceramic glass front, and a multicore temperature 

probe with a one-degree variance, three temperature sensors, and 

continuous revision of estimated cooking time based on its readings. 

An automatic cooking system includes pre-programmed settings for 

particular dishes, which may be modified to fit users’ needs. The oven is 

Home Connect compatible, and recommended to pair with Gaggenau’s 

vacuuming drawer. gaggenau.com

THERMADOR 

The 36-inch Freedom Induction Cooktop includes 56 induction elements 

across the surface, enabling simultaneous heating of up to six pots 

and pans. The Sapphire Glow feature provides a visual cue when a pot 

is heated or moved, and the MyZone feature enables automatic power 

level shifts when a pot or pan is moved. The cooktop may be controlled 

through a full-color touchscreen or a smart device via HomeConnect. 

It pairs with the Masterpiece Downdraft, a slim ventilation panel that 

retracts into the countertop when not in use. thermador.com

SAMSUNG

The latest edition of the Family Hub smart interface is now available 

in a side-by-side refrigerator format. The redesigned interior features 

a larger capacity than previous models, with vents to keep contents 

evenly cooled. It is available in a stainless or black stainless finish, 

and features flat doors, recessed handles, and a minimal dispenser. 

The Family Hub interface enables the Family Board, a digital bulletin 

board; View Inside, which allows users to look inside their fridge,  

and Smart View, which mirrors a phone or TV. samsung.com

PRODUCTS
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Matching Design and Finish Locksets and Bath Accessories

GREAT FILL RATE  •  EXCELLENT QUALITY  •  SAME DAY SHIPPING FOR FAST DEALER DELIVERIES!

www.betterhomeproducts.com

SANTA CRUZ

COLLECTION

Clean, Simple, Modern,  
Matching Elegance

Better Home Products can elevate your next project from a mere show home, to a virtual 

showplace. Our complete collection of locksets and bath accessories with matching 

designs and finishes provide the elegant decorative touch needed to match any décor.

Available builder programs—including our ‘Branded House Partnership’ program—will fulfill the needs of builders  

both large and small. Visit www.betterhomeproducts.com and click on the ‘Builder Programs’ tab for more details.

PASSAGE PRIVACY ENTRY

TOWEL BAR PAPER HOLDER TOWEL RING

Available  

Finishes:

DOLORES PARK  

HANDELSET

 Chrome

 Satin Nickel

 Dark Bronze

 Matte Black



24   B UIL D ER ⚫ M A RCH 2020 B UIL D ERO N L IN E.CO M

Seven qualities that every home sales manager 

should possess to construct the ideal team

People Builders

by S Y MO N E G A RV E T T

W
hile several professionals may argue the role of 

a new-home sales manager has changed over the years—

especially with technology evolving every day—in many 

ways, the attributes and personality traits needed to do the job 

well have remained somewhat the same. 

Today’s home sales associates focus on the sales process, 

build trust with potential buyers, and master the art of follow-

ing up, while sales managers need to provide a positive work 

environment and overall example, set specific goals for their 

teams, and give their teams the tools to achieve those goals.

BUILDER spoke with new-home sales executives to find 

out what attributes make a great sales manager in 2020. These 

seven qualities will help position your sales team for success:

1. A coaching and people-first mentality.

Although the true business of a home builder 

is building, the industry starts and ends with 

people, including the customers, employees, 

builders, and vendors. Sales managers should 

be able to identify the strengths and weak-

nesses of a salesperson and coach them to 

their full potential, says Bob Musa, president 

of Computer Presentation Systems, a soft-

ware solutions provider for home builders. 

When sales leaders put forth the effort into 

training their people and help them develop 

good habits, the company in turn can ulti-

mately benefit.

2. Genuine interest in their people’s success.

According to Mark Heidmann, director of sales 

and marketing at Trendmaker Homes, sales 

managers should not only be interested in the 

success of their internal salespeople, but also 

with their external customers. “We have to take 

an interest in the process from start to finish,” 

he says. “From their search and the actual sale 

to all the parts that go into a mortgage, their 

design studio experience, to the build, and clos-

ing … we have to have interest in all those 

things and support them going well for both 

the salesperson and customer we are servicing 

at the end of the day.”

3. The ability to radiate positivity.

Every day, sales leaders are responsible for the 

frame of mind of their people. Amy Rino, 

chief customer officer at Taylor Morrison, 

says, “You can’t create a positive outcome with 

a negative attitude.” Leaders should invest 

time in creating a positive environment for 

their workers, so the salespeople can focus 

solely on the customer’s needs and make them 

feel good about their home buying decisions. 

“It’s the foundation of what we do in sales and 

leading sales,” Rino explains. “We are all 

about creating feelings and the memories in 

the future for our families.”

4. A steady or steadfast approach.

Housing professionals know there can be highs 

and lows to this industry, many of which are out 

of a single person’s control. The real estate mar-

ket as a whole goes through its cycles, and there 

can be successes and drawbacks in new com-

munities or during home building processes. 
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Easy-to-use touch-

screens can help 

salespeople and their 

customers when 

selecting all the 

variables that go into 

buying a home.



Proven in the Pacific Northwest, its patented tapered edge holds the line on all four edges. A proprietary blend of 

resins and waxes blocks moisture, meaning sub-floors go down flat and stay that way. Engineered for strength, 

durability, overall performance, and backed by our 1-year no-sand guarantee, nothing can hold you back. 

Proven in the Pacific Northwest, its patented tapered edge holds the line on all four edges. A proprietary blend ofProven in the Pacific Northwest, its patented tapered edge holds the line on all four edges. A proprietary blend of

Durastrand pointSIX sub-flooring

lets you build fearlessly, in any weather.

NORBORD.COM/DURASTRAND
1 YEAR NO-SAND GUARANTEE

SMALL TAPER
HUGE ADVANTAGE 

Patented Edge 
Swell Technology

HOLD
YOUR EDGE
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BUSINESS

Plus, there are personal highs and lows in the 

lives of each individual team member. To be a 

successful sales manager, leaders need to be 

able to smooth out these highs and lows—or 

even anticipate them—and make adjustments 

as necessary, notes Heidmann.

5. Honest, upfront connection.

Although every manager has their own unique 

style, it takes courage and vulnerability to be a 

leader. Rino suggests creating an open and 

honest relationship upfront during the hiring 

process to show that the company and its lead-

ers genuinely care about its employees and will 

help them find balance between their personal 

lives and the real estate sector. “It is critical for 

sales leaders to take the time on the front end 

to get to know them and allow them to get to 

know us, because that relationship is so im-

portant and it sets the tone for how we move 

forward,” she says. 

6. A reflective perspective.

Many have heard the line “never forget where 

you came from,” and it’s an important one to 

remember in new-home sales. A large per-

centage of sales managers started out work-

ing as greeters or salespeople in new-home 

centers. Rino reminds her team of this quote 

often and asks them to recall their work  

ladders. “We have to remember where we 

came from and appreciate the journey,” she 

states. “Never give up on the basics, because 

they are the fundamentals of how we create 

success in sales.”

7. Passion to keep learning.

As the business continues to evolve, it is also 

essential for sales managers to welcome new 

ideas, thoughts, and technology. Thirty years 

ago, sales managers didn’t have access to cus-

tomer relationship management software, 

electronic purchase agreements, interactive 

websites, social media, or virtual reality. 

“Technology has removed a lot of the bur-

den from the salesperson of communicating 

information to the potential buyer,” says Com-

puter Presentation Systems’ Musa. Staying 

ahead of the curve and learning how to use 

the best new tools could help the company 

become more organized, keep goals on track, 

and increase home sales. B
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ADVANCED SALES 
Software from Com-

puter Presentation 

Systems allows home 

buyers to see floor 

plans on a big screen 

(above), while sales 

offices help buyers 

visualize what they 

want in a home.

“It is critical for sales leaders to take the time on the 
front end to get to know [employees] and allow them to 

get to know us, because that relationship is so  
important and it sets the tone for how we move forward.”

—AMY RINO, TAYLOR MORRISON
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FERGUSONSHOWROOMS.COM

For projects of any size, perfection often requires making difficult decisions. Allow the experts at

Ferguson to make things easy by introducing you to an extensive collection of stylish products from

prominent brands, all designed to bring your vision to life. Learn more at fergusonshowrooms.com

800 Series
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BUILDER talks with this year’s NAHB chairman 

about the industry challenges ahead

Taking the Reins

b y  S C O T T S OW E R S

D
ean mon is nahb’s current chairman of the board.  

He is president of the Shrewsbury, N.J.–based D.R. Mon 

Group, which has created communities throughout  

Morris, Hunterdon, Union, Hudson, and Monmouth counties. 

The firm prides itself on building affordable single-family homes, 

condos, and apartments, with an emphasis on sustainability. Mon 

has served as the president of the New Jersey Builders Association 

and the Metropolitan Builders & Contractors Association of New 

Jersey. BUILDER recently asked Mon about the state of the hous-

ing industry and his areas of focus for the coming year.

Q: What is the best thing about being in the building industry? 

A: Coming to the United States from Cuba as a young person, 

I saw a lot of opportunity, but wasn’t entirely sure what direction 

to take. I was drafted into the Army in 1968 and spent two years 

as an artillery sergeant in Vietnam. During that time, I became 

an American citizen, which unlocked many doors for me. 

After my service ended, I started my career as an engineer, and 

then went to work with my father-in-law, who was a builder. I later 

left his business to start my own, moving from 

remodeling to multifamily green building. 

My favorite thing about being in the build-

ing industry is the relationships I have made at 

NAHB. Those friends and colleagues helped 

me begin to see the real problem: Affordable 

and desirable housing is out of reach for too 

many Americans. That’s how, and why, I got 

into the multifamily business. I wanted to help 

people achieve their dreams of owning a home 

without going into crippling debt. I wanted to 

help others find their direction in this land that 

afforded me so much opportunity.

Q: You’ve placed a high priority on the afford-

ability issue. Is there anything you or the  

national building industry can do to help deal 

with the issue? 

A: Building homes that are affordable to 

buyers continues to be the greatest challenge 

for builders; this includes the many factors that 

drive up the cost of home building. Currently, 

economists say that buying a home would be a 

“financial stretch” for typical American fami-

lies in 71% of U.S. counties. 

The key factors contributing to this afford-

ability crisis are a lack of skilled labor and the 

burdensome cost of regulatory compliance. As 

the demand for skilled workers goes up, so does 

the cost of employing those workers. NAHB is 

working hard to spread the word to high school 

students, veterans, and many other groups 

about the fulfilling and good paying careers to 

be had in residential construction. 

As for the cost of regulatory compliance, reg-

ulations that impact the building industry are set 

by bureaucrats and elected officials at each level 

of government. Throughout the 2020 election 

cycle, NAHB will be engaging with candidates 

on this issue, making sure that creating a favor-

able regulatory environment for home building 

is a legislative priority moving forward. 

Q: Will serving as chairman during an election 

year have any impact on achieving your goals? 

A: This is an enormously consequential elec-

tion year, and NAHB will be very active in sup-

porting pro-housing, pro-business candidates for 

public office. Pushing back on burdensome regu-

lations and government overreach, and educat-

ing and building up our workforce to provide an 

increasing number of high-quality, affordable 
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Dean Mon, president of 

D.R. Mon Group,  

surveys a jobsite.
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homes for our customers remain high priori-

ties. We’ll capitalize on the opportunity af-

forded to us by the conversations taking place 

around the election to elevate those goals. 

We’re engaging with the election process 

in several ways. Our biggest push currently is 

our town hall series, with local leaders, candi-

dates, and industry experts who will highlight 

key issues surrounding housing affordability 

and discuss solutions to these challenges.

Q: What are the biggest challenges faced by 

builders in your market?

A: Starting out in the remodeling side of 

the business, I realized there was so much 

more opportunity to help people by getting 

into building multifamily. Then, I saw where 

the market was headed, and I followed suit. I 

wanted to offer home buyers the ability to live 

out the American dream of homeownership, 

in a modern, green, affordable way. 

But regulations currently make up about 

one-third of the cost of building, and every 

$1,000 of additional cost prices over 158,000 

potential home buyers out of the market. 

NAHB just released a study on green market 

activity that indicates added cost is one of the 

biggest challenges facing green builders;  

another is that the average consumer does not 

understand what makes a home green. It’s our 

job as builders to communicate the benefits of 

a green home in a way that consumers can 

understand to help drive market demand. 

Q: How have those challenges helped shape 

your priorities? 

A: With the burden of regulations, builders 

must increase the cost of selling a home to 

make even a small profit margin. After all, 

most home builders are small-business owners 

trying to make it like the rest of us. That is why 

my priorities on political advocacy remain: 

Because housing will not become more afford-

able unless we are intentional about support-

ing pro-housing candidates that will help roll 

back these burdensome regulations.

I want to emphasize how imperative it is for 

our members to be engaged in the code devel-

opment process at both the local and national 

level. The more people we have speaking up for 

our industry, the easier and more streamlined 

the process will become for everyone. 

Q: Any advice for builders who want to learn 

about building green, affordable housing?

A: My relationships with other NAHB 

members were the catalyst to my business  

becoming what it is today. My advice for build-

ers trying to learn more about affordable, 

green housing is to reach out to someone who’s 

already doing it. Making use of the tools  

offered through voluntary, above-code third- 

party green certification programs has helped 

me demonstrate the value and quality of build-

ing green in my market. One of my recent New 

Jersey projects was among the first in the state 

to be certified according to the National Green 

Building Standard, LEED, and Energy Star. 

The more you build green homes, the more the 

learning curve disappears for you and your 

subcontractors, ultimately increasing efficien-

cy and productivity, and reducing costs. B
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CHOOSE INFINITI® K!

The Infiniti® K Series tankless water 

heaters use STEADISET™ technology 

to give your buyers an endless 

supply of perfectly hot water.

CHOOSE AEROTHERM®!

The AeroTherm® Series heat 

pump water heaters deliver 

the efficiency and flexibility 

your homebuyers want.

CHOOSE A PROVEN SOLUTION! Bradford White water heaters and boilers have proven themselves

again and again as among the best in the industry. They’re built with quality from top to bottom.

©2020, Bradford White Corporation.  All rights reserved.
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Learn more at our website dedicated 

to the pro: bwforthepro.com
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CHOOSE THE eF!

The eF Series® residential water 

heater is the perfect energy-

saving solution to high hot water 

demand for almost any home.

CHOOSE SKINNY TANKS! 

The RG1 Residential Atmospheric Vent Gas Water Heater, and the 

RE250T 50-gallon Residential Electric Upright Water Heater deliver 

outstanding performance in a smaller diameter than the competition.

K Series tankless water

heaters use STEADISET™ technology
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Sun Shield

The architects added the 

eye-catching, gabled volume 

on the west side of the urban 

lot to create additional shade 

from the intense Arizona

sun in the courtyard.
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A modern home in Phoenix mirrors the 

textures of a saguaro cactus

b y  S Y MON E G A RV E T T

p h o t o g ra p h y  b y  DA N RYA N

Desert Dream

O
ne of the defining plants of the american 

Southwest, the saguaro cactus, grows in the 

Sonoran Desert with a distinctive columnar form 

with branches or arms that generally bend upward. The 

beauty of the natural wonder—that’s covered with a thick 

waxy coating, hard spines, and flexible bristles—was the 

inspiration behind the design of the Pleats project by 

Phoenix-based architecture firm The Ranch Mine and 

builder Boxwell Homes. 

The home’s owners stumbled upon the lot in 2007. 

They identified it as the perfect piece of property, due to 

its location north of uptown Phoenix and south of the des-

ert and the Dreamy Draw Mountain Preserve. After years 

of saving, the clients approached The Ranch Mine—a 

national award-winning, husband-and-wife-led architec-

ture firm known for its modern courtyard houses that 

exemplify urban, desert living—to remodel the existing 

house on the property. 

“We love this neighborhood. We love our lot. We don’t 

love the house,” the clients stated in the firm’s initial ques-

tionnaire. “We want to create smart space—space to be 

together, to be alone, to entertain, to meditate, to scream.” 

In addition to creating miniature havens around the 

home, the clients also stressed that indoor-outdoor living 

was “critical to the success of the project.” They are drawn 

to the outdoors and love to explore the surrounding area 

with their two rescue dogs. 

Utilizing the original home’s foundation to save a bit 

on cost, the team settled on a floor plan with two volumes, 

including the new 1,850-square-foot house with three 

bedrooms and three bathrooms, and a detached two-car 

garage in the rear, which created a three-sided courtyard 

surrounding a pool.

Exterior materials for the home were selected to echo 

the surrounding desert landscape by adopting specific 

elements from the saguaro cactus. The house’s name, 

Pleats, was derived from the corrugated metal that wraps 
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the volume, reminiscent of the pleated pat-

tern on the exterior of the cactus. The materi-

al also was chosen for its durability and ability 

to deal with radiant heat.

“The climate and geography are the first 

stages of inspiration in every home we design,” 

says Cavin Costello, principal architect at The 

Ranch Mine. “This, combined with our client’s 

mutual love for the desert, inspired the exterior 

of the home.”

The new, gabled volume on the west side of 

the front elevation was also designed with the 

unique cactus in mind. It features a custom 

hemlock wood slat pattern that evokes the 

forked ribs, while the recessed entry is similar 

to a saguaro boot, or the holes in the giant plant 

that many desert animals use as homes. White 

stucco was used to clad the original structure 

that was saved, as well as the south-facing ga-

ble where the outdoor shower is located.

In addition to adding warmth, pattern, 

and texture to the front of the home, the ga-

bled roof was added to allow the homeowners 

to take in the mountain views and to provide 

an open, indoor-outdoor great room that 

seamlessly connects the kitchen, living, and 

dining areas with the exterior patio. A perfo-

rated metal patio cover eases the transition 

from the bright, sunlit exterior to the interior, 

while the addition of the tall roofline also pro-

vides additional shade in the courtyard from 

the intense Arizona sun.

“The reality of Phoenix is that most lots 

are simple, flat rectangles surrounded by 

neighbors on all sides, not blessed with the 

beautiful desert terrain, flora, and fauna you 

think of when you think of the Sonoran Des-

ert,” says Costello. “We shaped the house to 

create a courtyard, a traditional way of creat-

ing a shaded, protected space in the desert.”

The clients also wanted guests to have 

direct access their new guest suite. Unfortu-

nately, there wasn’t an opportunity to put the 

suite in the rear based on other program  

requests. As a solution, the design team  

decided to include a secondary door within 

the recessed entry that provides direct access 

to the guest room and camouflages into the 
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CLEAN DESIGN

The clients requested 

details from three 

interior design styles, 

including mid-century 

modern, industrial, and 

European.

MOUNTAIN VIEWS

A large window wall 

in the great room 

opens the area to 

the courtyard pool 

in the foreground 

and mountains in the 

background. 

”We want to create smart space—space to 

be together, to be alone, to entertain,  

to meditate, to scream.”
—THE HOMEOWNERS, via the architect ’s initial questionnaire
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siding, avoiding confusion as to which door 

leads to the home’s foyer.

For the home’s interior details, the clients 

sought “mid-century modern combined with 

industrial influences with a touch of modern 

European hardware and design,” says Costello. 

The designers responded to this request by 

incorporating European-style hardware, fix-

tures, and appliances in the kitchen, while 

finishes like walnut cabinetry, accent lighting, 

and furniture add some mid-century flair. 

Concrete floors in the combined living space 

and stainless steel countertops embrace the 

industrial aesthetic.

Two expansive sliders with transom win-

dows above give the great room its indoor- 

outdoor feel, with living and dining spaces on 

both sides of the glass. The perforated steel  

cover carries the industrial style out to the patio 

and offers a mix of both shade and natural light.

The contemporary interior design style with 

warm wood accents continues in the master 

suite, which also has direct access to the adja-

cent outdoor courtyard. A slider door opposite 

the bed looks onto the private oasis outfitted 

with a small rectangular pool and fire pit area.

With its own square window, the master 

bathroom also receives ample natural light.  

Designers chose sleek wood cabinetry similar to 

the kitchen for the floating double vanity, hex-

agonal cement tile for the floor, sphere accent 

lights, and individual rounded-corner mirrors 

to complete the clean, contemporary design.

On the opposite wing of the L-shaped main 

house, the design team added a standard mud-

room with laundry facilities. From there, an 

exterior door in the space leads to the fenced-in 

outdoor shower, used for washing the dogs after 

a long hike in the mountains or for rinsing off 

before getting into the pool.

Pavers from the outdoor shower create a 

path to the side entrance to the detached  

garage, which is also clad in the dark corrugated 

metal used on the main volume. Inside, the 

homeowners have space for cars and outdoor 

gear, as well as a shop for their business, a local, 

all-natural skin care line.

Much like how the saguaro cactus provides 

shelter through its boots, the Pleats project now 

embraces the site, its owners, and their guests. 

The homeowners report Pleats is “the first 

home we’ve opened up to all friends and family” 

and “we’re so proud to call it home.” B 
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PLEATS 

Location

Phoenix

Architect

The Ranch Mine, Phoenix

Builder

Boxwell Homes, Phoenix

Project Size

1,850 square feet

Site Size

9,767 square feet

Completion Date

August 2019

Construction Cost 

Withheld
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MINIMAL & FUN

Sphere accent 

lights, rounded-

corner mirrors, and 

hexagonal cement tile 

add personality to the 

master bathroom.

DIRECT ACCESS

Due to the home’s 

L-shaped layout, the 

master bedroom 

sits adjacent to the 

exterior courtyard for 

optimal indoor-outdoor 

connectivity. 
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NATIVE INSPIRATION

During the design phase,  
the Pleats project team  
took many attributes of the 
saguaro cactus—native to 
the area—into consideration. 
The home’s gabled volume 
and corrugated metal exterior 
are just two examples of how 
Pleats pays homage to the 
unique plant. 

⚪ The saguaro cactus will only grow in 

the Sonoran Desert.

⚪ It is the largest cactus in the United 

States, and will normally reach 

heights of 40 feet tall.

⚪ It grows as a column at a very slow 

rate, with all growth occurring at the 

tip, or top of the cactus. It can take  

10 years for a saguaro cactus to 

reach 1 inch in height.

⚪ By 200 years old, the saguaro cactus 

has reached its full height, reaching 

upward of 45 feet tall.

⚪ A foot of saguaro cactus can weigh 

upward of 90 pounds, and a full-

height saguaro can weigh over a ton.

⚪ The cactus will produce flowers 

during late spring into early summer. 

The flowers are a milky white, and 

emit a sweet nectar.

⚪ Once the cactus produces fruit, bats 

will start to eat the fruits, and in turn 

help spread the saguaro seeds across 

the desert.

Source: National Park Service, nps.gov
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OUTDOOR SHOWER

The designers 

incorporated an 

outdoor shower off the 

main home’s mudroom 

for washing the dogs or 

rinsing before the pool.

PRIVATE 

COURTYARD

Two volumes, the main 

home and detached 

garage, create a three-

sided courtyard with 

room to gather and relax 

around the pool or fire. 

”The climate and geography are the first stages of 

inspiration in every home we design. This, combined 

with our client’s mutual love for the desert,  

inspired the exterior of the home.”
—CAVIN COSTELLO, The Ranch Mine 
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Live Online:  
Convenient Learning for 

Busy Professionals

Register today at  
elearning.nahb.org/live-online-courses

Want new skills to grow your business, but you 
don’t have time to be away from the job site?

Upcoming courses:

• Estimating and Scheduling for  

Profitable Business Operations (April 7, 14 & 21)

• Project Management (May 5, 12, & 19)

• Social Media Marketing for Your Business (June 9, 16 & 23)

• The New Home Sales Professional (September 15, 22 & 29)

• Understanding Today’s New Home Buyer (November 3, 10 & 17)

Try NAHB’s live, webinar-based 

courses. This flexible learning method 

can take place in your home or office 

and requires only two hours a week 

over three consecutive weeks. Like our 

in-person courses, online sessions are 

taught by industry professionals who 

engage you in the content with your 

peers. This format also counts toward 

continuing education (CE) credits for 

NAHB's professional designations.
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Order online at builderhouseplans.com or call 1.800.634.4773
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BuilderHousePlans.com is owned and operated by Hanley Wood, the premier information, media, event, and 
strategic marketing services company serving the residential and commercial design and construction industries. 

With more than 65 years of experience in the stock home plans industry, our Home Plans Group is the market leader in providing 
high-quality, high-value, pre-drawn home plans. We operate six e-commerce websites including builderhouseplans.com, eplans.com,  
and houseplans.com.

Why Shop at
BuilderHousePlans.com?

The Lowest Price,  
Guaranteed!
If you find the same plan elsewhere 

for a better price, we’ll match it. 

Discounts for Professional Builders
Our Builder Advantage program rewards you 

for repeat purchases – up to 15% off!

Free Shipping!
We offer FREE ground shipping, and FREE 

modification quotes for most plans.

28,000+ Designs from More Than 
300 Designers
Our vast selection of high-quality plans means 

you’re sure to find the perfect plan.

We’re the Industry’s #1 Choice
Professional builders buy more plans from us 

than from anyone else. 

Experienced Customer  
Service Team
Have questions? Our experienced customer 

service representatives can help. Just call, 

email, or visit www.builderhouseplans.com

to chat with a live person.

Satisfaction  
Guaranteed
We offer the best exchange 

policy in the industry, so you 

can buy with confidence.

ADDITIONAL SERVICES:

Modifications
Our full-service design professionals can 

customize just about any plan that is available 

in Repro, PDF, or CAD format. A cost estimate 

can be provided within two business days, and 

is free for most plans. 

Cost-to-Build Reports
Compiled from real-world market informa-

tion supplied by industry professionals, the 

construction cost data used in our reports is 

currently produced for over 430 geographic 

and economic markets. Each estimate is made 

to order for the house plan, construction quali-

ty, and postal code you choose.

ADDITIONAL PRODUCTS:
Many plans include the following options:

Right-Reading Reverse

Materials List

Alternate Foundations

Alternate Wall Framing

We also offer:

Garage Plans

Deck Plans

Landscape Plans

Outbuilding and Project Plans

Important 
Building Codes and  
Zoning Requirements
Each plan was designed 

to meet or exceed the 

requirements of a nationally recognized model 

building code in effect at the time and place 

the plan was drawn. However, plans may need 

to be modified to comply with local require-

ments. In addition, you may need to obtain 

permits or inspections from local governments 

before and in the course of construction.

Architectural and Engineering Seals
Some cities and states require that a licensed 

architect or engineer review and seal a blue-

print prior to construction. Before applying for 

a building permit or starting construction, you 

must consult your local building official who 

can tell you if such a review is required.

Nevada residents
Nevada law requires your plans to be redrawn 

by a Nevada-registered professional. Consult 

your local building official for more  

information.

Disclaimer
Our licensed designers have put substantial 

care and effort into the creation of their blue-

prints. However, because we cannot provide 

on-site consultation, supervision, and control 

over actual construction, and because of the 

great variance in local building requirements, 

building practices, and soil, seismic, weather, 

and other conditions, we make no warranty of 

any kind, expressed or implied, with respect to 

the content or use of the blueprints, including 

but not limited to any warranty of merchant-

ability or fitness for a particular purpose. 

Photographed homes may have been modified 

from original design. Please check floor plans 

carefully. Items, prices, terms and conditions 

are subject to change without notice.

Copyright
These designs are intellectual property and as 

such are protected under the terms of United 

States copyright law. It is ILLEGAL to do any 

of the following:

■ Copy designs or floor plans from any 

publication, electronic media, or existing 

home

■ Make copies of or modifications to your 

plan (unless you have purchased a package 

that includes a license to do so)

■ Build more than one home from your plan 

(unless you have purchased a multiple or 

unlimited use license)

Any of these actions may incur substantial 

penalties. Avoid legal action by purchasing 

any home plan that you intend to use in any 

way, along with the proper license for your 

intended use.

ORDER ONLINE 
www.builderhouseplans.com

Or call 1.800.634.4773
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PLAN CODE: 929-1066

Style: Cottage

Square Footage: 2,110

Bonus Space: 379

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 47' 8" x 57' 4"

Cover Home
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MAIN-LEVEL MASTER

With a large master suite on the main level, this plan is designed to 

work well into the future. The living area flows over to the island 

kitchen, open dining room, and out to the spacious back porch. 

Upstairs, two additional bedrooms, a bonus space, and a bathroom 

reside. Don't miss the cozy fireplace in the great room!

Photos courtesy of Donald A. Gardner Architects, Inc.. This home, as shown in the photograph, may differ from 
the actual blueprints. For more detailed information, please check the floor plans carefully.

Main  Level Second Level
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Feature Home

Order online at builderhouseplans.com or call 1.800.634.4773 

PLAN CODE: 929-903

Style: European

Square Footage: 2,817

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 85' 7" x 102' 5"
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IMPRESSIVE SNACK 

COUNTER

Our favorite parts of this design make everyday life feel special, from 

the kitchen's impressive snack counter to the big screen porch with a 

fireplace. A unique round sitting room in the master suite gives you a 

bright spot for reading. Porches connect to every bedroom for easy 

outdoor enjoyment. Keep things clean and tidy with the handy 

mudroom just off the two-car garage. Next to the foyer, a study could 

be used in a myriad of ways.   

Photos courtesy of G. Frank Hart Photography. This home, as shown in the photograph, may differ from the actual 
blueprints. For more detailed information, please check the floor plans carefully.

Main Level

Bonus
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Standout Farmhouse Designs

MAJOR CURB 

APPEAL

A welcoming front porch and prominent 

gables deliver major curb appeal to this 

modern farmhouse. The great room and 

dining area boast cathedral ceilings and open 

to the spacious screen porch, which features 

a built-in grill. A mudroom off the garage 

includes an extra-large pantry, closets, and a 

seat for taking off shoes. The master suite 

features two walk-in closets, linen storage, 

and a spacious bathroom with two sinks.

Photos courtesy of Donald A. Gardner Architects, Inc. This home, as 
shown in the photograph, may differ from the actual blueprints. For more 
detailed information, please check the floor plans carefully.

Main Level

Bonus

PLAN CODE: 929-8

Style: Farmhouse

Square Footage: 1,905

Bonus Space: 472

Bedrooms: 3

Bathrooms: 2

Dimensions: 65' 4" x 63' 2"
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Standout Farmhouse Designs

STYLISH AND 

COMPACT

This stylish 1,678-square-foot design features 

a simple, compact footprint. Inside, you'll find 

a remarkably open layout with lots of special 

amenities, like ceiling treatments, skylights, 

and a cozy fireplace. The master suite stands 

out with a spacious private bathroom that 

boasts two sinks, a separate tub, and a large 

shower (a modern must-have). Upstairs, a 

bonus room offers additional storage or space 

for relaxation.  

Main Level

Bonus

PLAN CODE: 929-1095

Style: Farmhouse

Square Footage: 1,678

Bonus Space: 360

Bedrooms: 3

Bathrooms: 2

Dimensions: 50' x 60'



10

SPECIAL ADVERTISING SECTION

Standout Farmhouse Designs

TRENDY AND CLASSIC

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1086

Style: Farmhouse

Square Footage: 2,258

Bonus Space: 430

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 74' X 65' 4"

COOL FEATURES

Main Level

Second Level

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1082

Style: Farmhouse

Square Footage: 2,118

Bonus Space: 320

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 45' 4" x 58' 4"
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Standout Farmhouse Designs

SPECIAL FEAUTURES 

THROUGHOUT

Main Level

Second Level

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1075

Style: Farmhouse

Square Footage: 2,607

Bonus Space: 283

Bedrooms: 4

Bathrooms: 3.5

Dimensions: 49' 8" x 59'

SIMPLE LAYOUT

Main Level

Second Level

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1081

Style: Farmhouse

Square Footage: 2,479

Bonus Space: 456

Bedrooms: 4

Bathrooms: 3

Dimensions: 47' 8" x 62' 10"
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Standout Farmhouse Designs

SLEEK ONE-STORY

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1070

Style: Farmhouse

Square Footage: 2,494

Bonus Space: 640

Bedrooms: 4

Bathrooms: 3

Dimensions: 76' 4" x 87' 7" 

CONTEMPORARY  

AND VERSATILE

Main Level

Second Level

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1064

Style: Farmhouse

Square Footage: 2,885

Bonus Space: 576

Bedrooms: 4

Bathrooms: 3.5

Dimensions: 46' x 64'
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Standout Farmhouse Designs

WARM HOME 

APPEAL

The warm home appeal of this country house 

plan is as apparent inside as it is out. An open 

layout between the kitchen and great room 

creates an easygoing feel. A large pantry 

keeps groceries organized in the island 

kitchen. Tucked away on the left side of the 

floor plan, the private master suite features 

deck access, a large walk-in closet, and dual 

sinks. Three additional bedrooms, a full bath, 

and bonus space reside on the second level.  

Main Level

Second Level PLAN CODE: 929-215

Style: Farmhouse

Square Footage: 2,164

Bonus Space: 380

Bedrooms: 4

Bathrooms: 2.5

Dimensions: 69' 8" x 40' 6"
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Standout Farmhouse Designs

LARGE BONUS 

ROOM

With 2,546 square feet and a flexible study, 

this farmhouse design works well for many 

differerent homeowners. Located on the main 

level, the master suite offers privacy, along 

with a well-equipped bathroom and two 

walk-in closets. Upstairs, three additional 

bedrooms (one of them a suite, perfect for an 

older child or live-in relative) enjoy easy 

access to the large bonus room. A screened 

porch sports a fireplace and stretches outdoor 

living into multiple seasons.  

Main Level

Second Level

PLAN CODE: 929-1039

Style: Farmhouse

Square Footage: 2,546

Bonus Space: 393

Bedrooms: 4

Bathrooms: 3.5

Dimensions: 71' 4" x 56' 6"
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2,200 Square Feet and Under

CONVENIENT 
LAUNDRY ROOM

This 1,578-square-foot layout feels surpris-

ingly upscale, from the spacious screened 

porch in back to the impressive ceiling treat-

ments that draw the eye up in the great room 

and dining area. Here's a thoughtful touch: 

the master suite's large walk-in closet opens 

directly into the laundry room to simplify 

chores. The third bedroom near the front 

makes an equally useful study, with doors 

opening out to the foyer and another to the 

hallway for greater privacy. 

Main Level

Bonus

PLAN CODE: 929-1094

Style: Ranch

Square Footage: 1,578

Bonus Space: 400

Bedrooms: 3

Bathrooms: 2

Dimensions: 59' x 54' 6"
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

TWO MASTER CLOSETS

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1089

Style: Ranch

Square Footage: 1,853

Bonus Space: 463

Bedrooms: 3

Bathrooms: 2

Dimensions: 69' 6" x 63' 8"

SWEET SCREENED PORCH

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1024

Style: Ranch

Square Footage: 1,729

Bonus Space: 472

Bedrooms: 3

Bathrooms: 2

Dimensions: 65' x 62' 10"
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

WELCOMING FRONT PORCH

Main Level Second Level

Order online at builderhouseplans.com
or call 1.800.634.4773

Photos courtesy of Donald A. Gardner Architects, Inc. This home, as  
shown in the photograph, may differ from the actual blueprints. For more 
detailed information, please check the floor plans carefully.

PLAN CODE: 929-52

Style: Country

Square Footage: 1,859

Bonus Space: 225

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 45' x 53'

MODERN DETAILS
Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1091

Style: Ranch

Square Footage: 1,730

Bedrooms: 3

Bathrooms: 2

Dimensions: 57' 4" x 58'
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

BIG ISLAND KITCHEN

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1093

Style: Cottage

Square Footage: 1,839

Bonus Space: 355

Bedrooms: 3

Bathrooms: 2

Dimensions: 44' x 73' 4"

COUNTRY-INSPIRED DESIGN

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1090

Style: Ranch

Square Footage: 1,651

Bonus Space: 408

Bedrooms: 3

Bathrooms: 2

Dimensions: 53' 8" x 56'
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

SLIM-LOT DESIGN

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1083

Style: Cottage

Square Footage: 1,661

Bonus Space: 443

Bedrooms: 3

Bathrooms: 2

Dimensions: 40' x 62' 2"

EASY FLOW
Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-47

Style: Country

Square Footage: 1,246

Bedrooms: 3

Bathrooms: 2

Dimensions: 60' x 48'
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

SPACIOUS GREAT ROOM
Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1092

Style: Cottage

Square Footage: 1,428

Bedrooms: 2

Bathrooms: 2.5

Dimensions: 44' x 62' 4"

ELEGANT AND MODERN

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1084

Style: Cottage

Square Footage: 1,948

Bonus Space: 300

Bedrooms: 3

Bathrooms: 2

Dimensions: 50' 8" x 77' 4"
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

PRACTICAL  
CRAFTSMAN DESIGN

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

Photos courtesy of G. Frank Hart Photography. This home, as shown in 
the photograph, may differ from the actual blueprints. For more detailed 
information, please check the floor plans carefully.

PLAN CODE: 929-428

Style: Craftsman

Square Footage: 1,473

Bonus Space: 297

Bedrooms: 3

Bathrooms: 2

Dimensions: 53' 4" x 49' 8"

UPSCALE MASTER SUITE

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1076

Style: Country

Square Footage: 1,779

Bonus Space: 326

Bedrooms: 3

Bathrooms: 2

Dimensions: 49' x 67' 8"
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

FUNCTIONAL MUDROOM

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1040

Style: Craftsman

Square Footage: 2,025

Bonus Space: 500

Bedrooms: 3

Bathrooms: 2

Dimensions: 80' 9" x 72' 4"

STUNNING EXTERIOR

Main Level

Second Level

Order online at builderhouseplans.com
or call 1.800.634.4773

Photos courtesy of Donald A. Gardner Architects, Inc. This home, as shown 
in the photograph, may differ from the actual blueprints. For more detailed 
information, please check the floor plans carefully.

PLAN CODE: 929-807

Style: Country

Square Footage: 2,018

Bonus Space: 320

Bedrooms: 2

Bathrooms: 3

Dimensions: 82' 10" x 76' 2"
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SPECIAL ADVERTISING SECTION

2,200 Square Feet and Under

ABUNDANT COUNTER SPACE

Order online at builderhouseplans.com
or call 1.800.634.4773

Photos courtesy of G. Frank Hart Photography. This home, as shown in 
the photograph, may differ from the actual blueprints. For more detailed 
information, please check the floor plans carefully.

PLAN CODE: 929-1013

Style: Ranch

Square Footage: 1,908

Bedrooms: 3

Bathrooms: 2

Dimensions: 53' x 77' 10"

VERSATILE LAYOUT

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1055

Style: Farmhouse

Square Footage: 1,645

Bonus Space: 417

Bedrooms: 3

Bathrooms: 2

Dimensions: 64' 4" x 50' 4"
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SPECIAL ADVERTISING SECTION

Order online at builderhouseplans.com or call 1.800.634.4773

Spa-Like Master Bathrooms

BRIGHT  
AND OPEN
This luxurious layout places five bedrooms on 

one easy-to-get-around level, making it suit-

able for growing families. One of the 

bedrooms sits near the front and can easily 

convert to a study when needed. In the deluxe 

master suite, a sitting room opens to the 

porch, while a large shower adds a contempo-

rary touch to the bathroom. Three more 

bedrooms (each with a walk-in closet) occupy 

the opposite side of the home. Everyone can 

meet in the middle at the kitchen's extra-wide 

island or in the spacious great room. A fire-

place warms the screened porch for 

multi-season outdoor relaxation. For extra 

storage or perhaps a home office, the bonus 

spaces upstairs can be finished to hold over 

1,000 square feet.

Photos courtesy of Donald A. Gardner Architects, Inc. This home, as 
shown in the photograph, may differ from the actual blueprints. For more 
detailed information, please check the floor plans carefully.

Main Level

Bonus

PLAN CODE: 929-1009

Style: European

Square Footage: 3,360

Bonus Space: 1,018

Bedrooms: 5

Bathrooms: 4

Dimensions: 88' 8" x 78'
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SPECIAL ADVERTISING SECTION

Order online at builderhouseplans.com or call 1.800.634.4773

Spa-Like Master Bathrooms

UNEXPECTED 
AMENITIES
It's all about the unexpected amenities inside 

this two-story ranch style home design. First, 

take a look at the kitchen, where a wide island 

and plenty of counter space make it easy to 

cook up something good. The master suite 

treats homeowners to two sinks, a large 

shower, and a tub with a view. Other high-

lights include the spacious screened porch, 

handy mudroom, and generous bonus space.

Main Level

Second Level

PLAN CODE: 929-1087

Style: Ranch

Square Footage: 3,075

Bonus Space: 525

Bedrooms: 4

Bathrooms: 3

Dimensions: 82' 6" x 75' 4"
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SPECIAL ADVERTISING SECTION

Order online at builderhouseplans.com or call 1.800.634.4773

Spa-Like Master Bathrooms

COMPACT 
DESIGN
Building on a smallish lot? Not a problem. 

This compact design makes good use of square 

footage with an open layout. Special touches 

include decorative ceiling treatments in the 

great room and dining area, a luxurious 

master bath, bright nooks in the master suite, 

and skylights in the versatile bonus room.  

Main Level

Second Level

PLAN CODE: 929-1073

Style: Traditional

Square Footage: 2,588

Bonus Space: 368

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 40' x 68' 2"
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SPECIAL ADVERTISING SECTION

Order online at builderhouseplans.com or call 1.800.634.4773

Spa-Like Master Bathrooms

ROOM FOR 
EXPANSION
Elegant details reveal themselves throughout 

this one-story design, from beautiful ceiling 

treatments to extra storage. A versatile study 

can become a home office or guest suite, while 

a bonus room offers even more space for 

storage or expansion upstairs. Located to the 

left of the floor plan, the private master suite 

boasts not one, but two walk-in closets. 

Homeowners will enjoy relaxing in the  

bright sunroom.

Photos courtesy of Tyler Shearer, Shearer Photo + Video. This home, as 
shown in the photograph, may differ from the actual blueprints. For more 
detailed information, please check the floor plans carefully.

Main Level

Bonus

PLAN CODE: 929-1008

Style: European

Square Footage: 3,378

Bonus Space: 813

Bedrooms: 5

Bathrooms: 5

Dimensions: 88' 6" x 77' 4"
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SPECIAL ADVERTISING SECTION

Order online at builderhouseplans.com or call 1.800.634.4773

Stylish Outdoor Living

OPTIONS 
ABOUND
Highlights of this attractive ranch home 

include skylights on the screened porch, a 

spacious kitchen, and a cozy fireplace in the 

great room. A bonus room above the two-car 

garage allows homeowners to expand now or 

later. The handy mudroom keeps things 

organized, while a laundry room provides 

plenty of folding space.

Main Level

Bonus

PLAN CODE: 929-1088

Style: Ranch

Square Footage: 2,134

Bonus Space: 459

Bedrooms: 3

Bathrooms: 2.5

Dimensions: 75' 10" x 79' 4"
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SPECIAL ADVERTISING SECTION

Stylish Outdoor Living

EASY PORCH ACCESS

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

Photos courtesy of G. Frank Hart Photography. This home, as shown in 
the photograph, may differ from the actual blueprints. For more detailed 
information, please check the floor plans carefully.

PLAN CODE: 929-1005

Style: Ranch

Square Footage: 2,494

Bonus Space: 640

Bedrooms: 4

Bathrooms: 3

Dimensions: 76' 4" x 87' 7"

OPEN AND RELAXED

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1085

Style: Ranch

Square Footage: 1,754

Bonus Space: 394

Bedrooms: 3

Bathrooms: 2

Dimensions: 65' 8" x 65'
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SPECIAL ADVERTISING SECTION

Stylish Outdoor Living

FUN OUTDOOR SPACE

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1077

Style: Farmhouse

Square Footage: 2,115

Bonus Space: 391

Bedrooms: 3

Bathrooms: 2

Dimensions: 73' 3" x 64' 10"

EFFICIENT LAYOUT
Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1074

Style: Contemporary

Square Footage: 2,798

Bedrooms: 4

Bathrooms: 3.5

Dimensions: 82' 8" x 94' 4"
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SPECIAL ADVERTISING SECTION

Stylish Outdoor Living

TONS OF COUNTER SPACE

Main Level

Bonus

Order online at builderhouseplans.com
or call 1.800.634.4773

Photos courtesy of Donald A. Gardner Architects, Inc. This home, as shown 
in the photograph, may differ from the actual blueprints. For more detailed 
information, please check the floor plans carefully.

PLAN CODE: 929-1025

Style: Craftsman

Square Footage: 2,239

Bonus Space: 566

Bedrooms: 4

Bathrooms: 3

Dimensions: 69' x 81' 6"

MULTIFUNCTIONAL ROOMS

Main Level

Bonus

Lower Level

Order online at builderhouseplans.com
or call 1.800.634.4773

PLAN CODE: 929-1072

Style: Craftsman

Square Footage: 3,822

Bonus Space: 580

Bedrooms: 4

Bathrooms: 4

Dimensions: 84' 3 x 76'



We’ve made it easy to find the right design
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You’re a Pro.
Shop for House Plans Like One.
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WITH LARGE AMOUNTS OF CASH 

FLOWING  INTO PROPERTY TECHNOLOGY, 

WILL INSTANT BUYING,  

MACHINE LEARNING, AND ARTIFICIAL 

INTELLIGENCE HELP BOOST 

NEW-HOME SALES?

INSTANT
G R AT I F I C AT I O N

b y ROBYN GRIGGS LAWRENCE   i l l u s t r a t i o n s  b y JASON SCHNEIDER
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MIKE KALIS WAS SELLING HOMES FOR PULTEGROUP

when the Detroit housing market fell apart in 2006, 

a precursor to the national crisis to come. Hungry 

for sales, he began paying close attention to what 

worked and what didn’t in Pulte’s process. It quickly 

became obvious that helping buyers unload their 

current homes would go a long way toward selling 

more new ones. 

Kalis put together a group of local investors willing 

to pay cash for existing homes, allowing buyers to use 

the margin to purchase the Pulte home of their dreams. 

Realizing he was on to something, Kalis started Mar-

ketplace Homes—which partners with home builders 

to buy and sell new-home buyers’ existing homes, sight 

unseen, within 24 hours—in his basement. 

“At that time, that was so crazy,” says Kalis, who 

helped sell more than 10,000 new homes during his 

tenure at Marketplace, which he left at the start of 

the new year to oversee a build-to-rent division of 

Allen Edwin Homes. “It took 13 years to become the 

next big thing.”

Despite Marketplace’s success, instant buying or 

iBuying was a pretty foreign concept to most home 

buyers and builders until recent years, as a handful 

of venture-backed, algorithm-driven companies of-

fering similar services have burst onto the scene and 

built awareness with huge marketing money. Redfin 

entered the iBuying space with Redfin Now in 2017. 

The following year, Zillow grabbed headlines when 

it brought its $658 million in cash to the table with 

home-buying service Zillow Offers—another step in 

its quest to control all aspects of real estate transac-

tions, from initial search to closing. 

A full-on disruption in how new homes are sold 

has—finally—begun. By decentralizing the process 

of buying and building a new home and putting 

more control into consumers’ hands, technology is 

streamlining home buying and selling and creating 

unprecedented transparency. Investors are pouring 

money ($14 billion in the first half of 2019, accord-

ing to research firm CRETech) into property tech-

nology—what Silicon Valley calls “proptech”—as the 

real estate sector is one of the last industries to be 

digitized. Three serious iBuyers—Opendoor, Offer-

pad, and Knock—are duking it out in with Zillow and 

Redfin for control of the space. 

“We may have been a bit starry-eyed and more 

than a little naïve,” Redfin co-founder David 

Selinger told Medium in 2017, “but from day one, 

every member of the team knew one thing: the cur-

rent real estate market was all about serving the 
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profit needs of the agent, not about the customer, 

and changing that would mean changing the most 

important financial decision for families. Forever.”

But some change takes time. “This consumer rev-

olution, which puts buyers in the driver’s seat, has 

been slower than many of us envisioned,” says Tyson 

Kirksey, vice president of digital marketing for Dallas- 

based Highland Homes. People have only recently 

gotten comfortable hopping in a car with a stranger for 

a ride across town, an idea they would have balked at 

10 years ago, Kirksey says. But when it comes to buy-

ing a home—typically the largest purchase most peo-

ple ever make—“they still want to do it the way their 

parents did it because it worked for them,” he notes.

With unprecedented access to sales history and 

pricing information, home buying has become easier 

and more efficient. But getting a home ready to sell 

is another story. Knowing how to price a home  

correctly and finding reliable professionals to help 

sell it remains cumbersome. Some call it the next 

frontier for the real estate industry.

Consumers Take Control

once buyers have found a home, the most com-

mon derailment to closing has traditionally been the 

sale of their existing home. Marketplace competi-

tors Opendoor, Offerpad, and Knock are beating 

down home builders’ doors with offers to help elim-

inate that contingency. 

New York and San Francisco–based Knock, 

which was launched by two Trulia founders in 

2015, aims to make trading in a home as simple as 

trading in a car, says Allan Ziegler, Knock’s head of 

business development. Unlike Opendoor and Offer-

pad, which partner with new-home builders to buy 

existing homes outright, Knock focuses on repre-

senting individual buyers and sellers through the 

entire home buying and selling process—helping 

them find a home, buying it for them with cash, 

selling their old home after they’ve moved into the 

new one, and then selling the new home back to 

them (and financing the deal). 

In servicing home buyers, Knock works closely 

with the major builders in the five markets it’s in 

(Atlanta; Charlotte and Raleigh-Durham, N.C.;  

Dallas-Fort Worth; and Phoenix), Ziegler says. “We 

can basically allow builders to convert any contin-

gent buyer instantly so they’re not walking out of the 

sales office. Builders spend thousands of dollars 

getting valuable customers to walk into sales center, 

and the last thing you want is those customers walk-

ing back out because they need to sell their home 

first. But it happens all the time.”

Chandler, Ariz.–based Offerpad, which has seen 

growth triple year over year since it blazed onto the 

scene in Phoenix in 2015, is in more than 500 cities 

and plans to be in 2,100 cities in and around metro 

areas across the country by the end of 2020. Build-

ers including Meritage, Maracay, M/I Homes, Pulte, 

and Trendmaker have partnered with Offerpad, and 

Orlando, Fla.–based Maronda Homes is an exclu-

sive partner, meaning Offerpad presents offers on 

potential buyers’ existing homes within an hour 

(instead of 24 to 48 hours)—so they have numbers 

in hand before they’ve even left the sales office—and 

gives them up to 270 days (instead of 180) to close, 

a flexible closing date, and a free local move.

New homes account for about 15% of transac-

tion volume at San Francisco–based Opendoor, 

which was founded in 2014 to enable home buyers 

and sellers to transact instantly online. Founded 

on the premise that home sellers should never have 

to move twice, Opendoor provides competitive 

cash offers with flexible close dates that can be 

synced with the new-home closing. “This business 

is growing 25% to 50% month over month, and 

builders love it as much as consumers do,” says 

Nate Harbacek, Opendoor’s head of business devel-

opment. “It’s really powerful for a builder to have a 

solution for contingent buyers when they walk into 

a sales center.”

INSTANT GRATIFICATION

Technology is streamlining
HOME BUYING AND SELLING AND CREATING 

UNPRECEDENTED TRANSPARENCY.



TECH MOVES IN

As proptech continues to gain traction, here are a few sites 

and services that intend to disrupt the housing industry

ATLANT uses a blockchain platform 

to simplify and streamline real 

estate operations, eliminating 

intermediaries for transactions 

such as ownership transfers 

and title validation. atlant.io

BETTER MORTGAGE CORP.

is a mortgage website that gets 

home buyers rate quotes in seconds 

and preapproves them in minutes. 

The site, which aims to be the 

Amazon of homeownership, 

facilitates signing of all required 

documents online. better.com

BEYCOME provides online access 

to all necessary steps, logistics, and 

transactions people need to rent or 

close on a home. beycome.com

DIVVY HOMES buys homes

for people and leases them back, 

with a portion of the rent going 

into escrow for a down payment to 

purchase the home in three years. 

divvyhomes.com

HOMIE automates and streamlines 

real estate transactions and 

provides a central team of real 

estate agents, mortgage bro  

lawyers, and other professi

necessary to buy and sell

a home. Currently 

operating in Arizona and

Utah, Homie has plans to

expand nationwide. homie.com

PURPLEBRICKS

combines end-to-end

customer-facing technolog  

with local real estate expert  

allowing people to sell hom  

for a flat fee regardless of h  

value. purplebricks.com

REAL ESTATE EXCHANGE ( ) 

uses artificial intelligence, b g

targeted digital marketing, b

human agents to buy and sell homes 

for a 2% commission. Rex uses 

proprietary algorithms to find and 

target people who may be interested 

in buying homes and matches them 

with houses based on their social 

media profiles, among other things. 

rexhomes.com

RIBBON HOME lends money to 

home buyers in New York, North 

Carolina, South Carolina, and 

Tennessee so they can make cash 

offers for 1.95% of the purchase 

price. The company has plans to 

soon expand into 10 more markets. 

ribbonhome.com

RICHR eliminates the need for real 

estate brokers by providing home 

buyers and sellers with the tools 

and databases they use (including 

the MLS) in Florida, with plans to 

expand into New York and California 

soon. richr.com

RULISTING lets sellers find and 

send messages to buyers and 

renters who are interested in their 

areas and connects them for private 

transactions. rulisting.com

okers,
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Lennar CEO Stuart Miller noted in a recent 

BUILDER article that a “less stressful home sale will 

make homeowners more apt to move up to a new 

home.” Lennar worked with Opendoor as a pilot 

partner in 2018.

“When we take friction out of the transaction side 

of the business and create that transaction with ease 

in a condensed period of time, we take the fear out of 

buying a home,” Miller says, adding that if builders 

can help create a more seamless process, “it starts to 

increase the number of people that come to the new-

home market and the number of transactions. That 

will trickle through the entire housing market, all the 

way up to the new-home builders.”

Opendoor buys and sells nearly 3,500 homes in 

21 markets every month (more than one in two sell-

ers accept the company’s offers, it says) and has 

partnered with 19 of the top 25 home builders, in-

cluding Lennar, Pulte, and Taylor Morrison. The 

company has 30 staff people—with varying back-

grounds from operations to sales to business devel-

opment—dedicated to serving builders.

An investor favorite, Opendoor has raised $1.3 

billion in total equity and $3 billion in debt financ-

ing so far. Lennar co-led a $325 million Series E 

funding round and spent a year and a half working 

with the company to create a “trade-up” program 

that lets buyers request cash offers on their existing 

home and coordinate the closings of both. 

“Our increased investment in this round is a re-

flection of our enthusiasm for the opportunities that 

lie ahead—which are incredibly exciting,” states Len-

nar president and chief operating officer Jon Jaffe.

“Everything we’re doing is to provide more and 

more control to the consumer,” says Cortney Read, 

director of communications and outreach for Offer-

pad. “They’re used to having control with things like 

Amazon, Netflix, and Uber, and that’s finally tran-

sitioned over to real estate.” 

‘Swipe Right’ Home Shopping
even before kalis started buying up homes 

from his basement, digital real estate marketplaces 

Zillow, Trulia, and Redfin had started to push home 

buyers online, at least for initial searches. As those 

sites gained traction, people got comfortable looking 

for homes and finding comps for their own homes in 

the digital realm. Today, according to the 2018 J.D. 

Power Home Buyer/Seller Satisfaction Study, 88% of 

buyers begin their searches online, though the vast 

majority still turn to a real estate agent to handle the 

actual purchase.  
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Home buyers want new homes—67% say they’re 

considering new construction—but they’re frustrated 

with real estate sites and services that don’t make it 

easy to find them, says Tim Costello, CEO of Builders 

Digital Experience (BDX). 

In a recent survey of home shoppers and recent 

home buyers in 43 top markets for new-home sales, 

BDX found that 48% of shoppers who start their 

search preferring new construction end up buying an 

existing home when they run into friction. In re-

sponse, enter HomLuv.com, a recommendation en-

gine that leverages machine learning and artificial 

intelligence to help home shoppers discover their 

needs and design style by liking images of kitchens, 

great rooms, exteriors, and other spaces from new 

homes in their area and price range. The site, of 

which BDX is the parent company, then recommends 

homes based on those likes. 

“HomLuv was designed to reduce the impact of 

friction points—to make the home-buying process 

easier for the consumer, and builder, and help build-

ers increase new-home sales,” Costello says.

Home shoppers don’t want—or have time—to 

wade through the hundreds and sometimes thou-

sands of unfiltered and uncategorized search results 

that come up when they enter a location, number of 

bedrooms and baths, and price range into traditional 

online real estate marketplaces, says Jay McKenzie, 

director of consumer insights and research for BDX, 

yet “since the dawn of the internet, the paradigm for 

searching for a home online had not changed”—even 

though buyers have.

Mark Law, a BDX vice president who led the 

HomLuv launch team, says millennial home buyers 

spend more time online looking at “visual assets” 

(photos) than “logical data” such as the number of 

bedrooms and bathrooms and square footage. 

They’re posting and curating their preferences on 

sites such as Houzz and Pinterest, but those products, 

Law, says, are roads to nowhere. 

“They don’t get you to a builder, a community, or a 

house you can afford,” he says. “People create these 

champagne collections, but they have Coca-Cola bud-

gets as millennials. That’s really not helping you shop.”

So while iBuying can help contingent home buy-

ers sell their homes more quickly, sites like HomLuv 

can help buyers zero in on not only what they want 

and can afford in their new home but also which 

builders can provide it. 

BDX launched HomLuv with a database of 

100,000 homes across the U.S. listed on its digital 

listing service NewHomeSource.com. Users like and 

dislike images from those homes, giving HomLuv’s 

AI and crowdsourcing technology the data it needs to 

create a profile on them and start selecting and curat-

ing available homes they’re likely to swipe right on. 

“With HomLuv, you’re looking at and liking imag-

es real quick, you’re entertaining yourself,” Costello 

says. “While you have fun, it’s working for you, find-

ing products you’re going to love.” Younger consumers 

have come to expect this, Costello adds, unlike boom-

ers, who are simply “amazed it’s all online to begin 

with.” He says 90% of digital native Gen Z buyers 

would consider purchasing homes online.

When HomLuv shoppers match with builders, 

they can go check them out at BDX’s TrustBuilder, a 

third-party ratings and review site for new-home 

buyers. HomLuv’s builder partners get data on how 

shoppers are interacting with their photos and  

reports on everything from popular paint colors to 

what they searched for first (kitchens and master 

bedrooms most often, FYI, not the exteriors that 

builders typically highlight).

One-quarter of the builders on NewHomeSource, 

including KB Home, Pulte, Meritage, and Toll Broth-

ers, have signed on to be part of TrustBuilder, and a 

sizable number is also using HomLuv. KB Home 

CEO Jeffrey Mezger says he values HomLuv because 

it helps home buyers “better decide exactly what they 

want in their dream home, and we can partner with 

them to bring that home to life.”

BDX is also leveraging NewHomeSource’s photo 

library with InScene, an AI engine that spits out  

instant insights about photos that builders can use to 

improve SEO, understand items in each room, access 

data quality, create interactive images that allow shop-

pers to try out different options, and even include links 

to sell furnishings and finishes from model homes. 

“We help builders understand if their imagery is 

capturing the elements shoppers have said they want 

to see,” Law explains. “One-third of consumers going 

into Google jump immediately into image search. 

Are you tagging and representing your photos in 

such a way that Google will find them when some-

one searches for white kitchen counters in Austin?”

Highland Homes uses InScene, and Kirksey says 

it has been beneficial in helping all 700 employees, 

whether they work in purchasing, sales, or architec-

ture, search for, filter, and access the more than 

100,000 photos in the company’s library. “It’s been a 

real game changer,” he says. B

INSTANT GRATIFICATION

88% 
of 

buyers
BEGIN 

BEGIN THEIR 
SEARCHES 

ONLINE, 
THOUGH 
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STILL TURN 
TO A REAL 

ESTATE 
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—J.D. POWER  
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2019 GIA Award Winners
LEADERSHIP PRODUCT

RSG 3-D: RESILIENCE ADU 

Old Westbury, N.Y., British Columbia and Mexico

EXTERNAL/INTERNAL PRODUCT

Mitsubishi Electric Trane HVAC U.S. SLZ-KF Four-Way Ceiling Cassette 

Suwanee, Ga.

TECHNOLOGY/EDUCATION PRODUCT

Hillside Software: Mobile Marketing Tags  

Englewood, Colo., and United Kingdom

Visit us at

nahb.org/GIA
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NAHB CHAIRMAN’S LET TER

NAHB supports the new Navigable Waters Protection Rule

Clear Definition

A
n excessively broad definition of 

“waters of the U.S.” (WOTUS) slowed 

and restricted new development for 

years, needlessly driving up housing costs. 

That’s why home builders were pleased 

when EPA Administrator Andrew Wheeler 

took the stage during the International Build-

ers’ Show in Las Vegas to announce a final 

rule that resolves decades of uncertainty over 

where federal jurisdiction on U.S. waterways 

begins and ends. Wheeler noted that the new 

“Navigable Waters Protection Rule” is good 

for the economy and the environment. 

NAHB has advocated for years for a 

clearer, more sensible definition of WOTUS. 

Existing rules added years and, in some cases, 

hundreds of thousands of dollars to the home 

building process.

The new rule builds upon President Don-

ald Trump’s promise to rescind the 2015 

WOTUS ruling, one that vastly expanded 

federal overreach regarding water and land 

use by regulating man-made ditches and iso-

lated ponds on private property. The rule had 

also been subject to several legal challenges 

that halted its implementation nationwide.

For example, in August 2019, the U.S. Dis-

trict Court for Georgia issued a decision find-

ing that the substance of the 2015 rule 

violated the Clean Water Act. In September 

2019, EPA and the Army Corps of Engineers 

repealed it and reinstated a rule that had been 

finalized in 1986. The 1986 rule also suffered 

from ambiguity and was challenging to imple-

ment at varying development sites.

Now, for the first time, EPA and the Corps 

recognize the difference between federally 

protected waters and state-protected waters. 

and developers will be better able to deter-

mine for themselves whether they will need 

federal permits for construction activities.

The new rule replaces the 1986 rule and 

narrows the extent of federal jurisdiction by 

excluding isolated water bodies, most ditches, 

and “ephemeral” waters that only form in re-

sponse to rain. As a result of the new rule ex-

cluding these features, builders and developers 

should now require fewer federal wetlands 

permits under the Clean Water Act.

The new rule is a win for the home build-

ing industry, but the work is not finished. We 

will continue to work with the Trump admin-

istration and Congress to implement the new 

WOTUS rule and overcome more regulatory 

hurdles that harm our industry and drive up 

housing costs.

The new rule adheres to the statutory limits of 

the agencies’ authority. It also ensures that 

America’s water protections—among the best 

in the world—remain strong, while giving 

states the certainty to manage their land and 

water in ways that protect both their natural 

resources and their local economies.

The revised definition identifies four cate-

gories of waters that are federally regulated 

under the Clean Water Act: territorial seas 

and traditional navigable waters; perennial 

and intermittent tributaries; certain lakes, 

ponds, and impoundments; and wetlands 

that are adjacent to jurisdictional waters. 

These categories protect the nation’s naviga-

ble waters and the core tributary systems that 

flow into those waters.

With the new rule now finalized, builders 

63 MILLION HOUSEHOLDS CAN’T AFFORD A $250,000 HOME

In January, NAHB released new priced-

out estimates for 2020. The estimates 

require a household income distribution 

along with some standard assumptions 

about the cost of a mortgage, property 

taxes, and property insurance.  NAHB 

then judges affordability by applying the 

conventional underwriting standard that 

these costs should not exceed 28% of 

household income. The calculations can 

be used to count how many households 

have enough income to afford a home at 

various price thresholds.  If looking at a 

pyramid, at the base are 25.4 million U.S. 

households with insufficient incomes to 

afford a $100,000 home.  The pyramid’s 

second “step” consists of 20 million U.S. 

households with enough income to afford 

$100,000 but not $175,000, and so on.

Adding up the bottom three steps 

of the pyramid shows there are 63 

million U.S. households (out of a total of 

roughly 120 million) who are unable to 

afford a $250,000 home. This helps put 

affordability concerns into perspective. 

NAHB reported in the fall that 49% of 

buyers are looking to buy homes priced 

under $250,000.

For the full study on priced-out 

estimates, visit HousingEconomics.com.

by  D E A N MON, N A H B C H A I R M A N O F T H E  B OA R D
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the past few years to about 6% of new single-

family detached homes using it as the primary 

heating source. With building envelope im-

provements in housing, heating loads are declin-

ing, keeping electric resistance a cost-effective 

option for some areas of the U.S.

A new industry “norm” is affecting HVAC 

selection in ways we haven’t seen before. Home 

affordability is on the decline, owing largely to 

the increased cost of building a new home. As the 

construction labor shortage worsens, builders 

report continuing increases in costs for subcon-

tracted labor and materials. This results in more 

installation of systems with lower initial costs, 

such as traditional split-system heat pumps and 

electric resistance heating. By installing all-

electric heat pumps, for example, builders avoid 

the gas hook-up fee, save on the cost for running 

a gas line from the curb to the house, and elimi-

nate the need to include gas lines and account 

for exhausting combustion gases in the home. 

This is especially compelling as efficiencies of 

heat pumps continue to rise, making them a 

viable choice for cooler climates. 

Among heat pumps installed, data reveals 

that electric backup systems are on a growth 

pattern while gas backup systems are trending 

flat. Ductless heat pumps, long popular in 

HVAC retrofits, are just now starting to capture 

share in new homes. And geothermal systems, 

while quiet and efficient, have lost share in the 

past few years—likely due to higher initial cost. 

With air conditioning, single AC unit sys-

tems are regaining popularity over using two or 

more AC units in a new home. There are a few 

key reasons for this: 1) the increased popularity 

of mini-splits with multi-zones; 2) the decline 

in the share of two-story new homes; and 3) a 

decline in the average size of new homes com-

bined with reduced cooling loads due to a more 

efficient thermal envelope, making dual AC 

units too large to efficiently cool the home.

Builders report an increase in more energy-

efficient systems as well—not just from increas-

ing energy efficiency regulations for HVAC 

equipment, but also due to above-code, ultra-

high efficiency AC systems. For example, 22% 

of homes built in 2018 had 17 SEER systems 

compared with 12% five years earlier.

For more about the building product catego-

ries tracked via our survey, contact Ed Hudson, 

director of market research, at 301.430.6305.

B UIL D ERO N L IN E.CO M

NAHB HOME INNOVATION

T
en years ago, many thought rising energy costs and more

stringent energy efficiency regulations would spell doom for 

all-electric heating systems while sparking the market for natu-

ral gas and geothermal heating systems. But that hasn’t happened. 

Why? First, modest energy prices have prevailed, and heating 

loads for homes has declined due to improved efficiency of the 

building envelope. Second, single-family homes are getting smaller, 

and they’re more likely to be one level rather than two or more. 

Third, there’s been a surge in “exurb” development, neighborhoods 

in outlying large metropolitan areas, away from the city and often 

without access to piped gas. 

Home Innovation conducts an Annual Builder Practices Survey, 

which results in product category reports, including “HVAC Systems 

in New Homes.” Assessing a discrete market like this year over year 

reveals interesting shifts. Gas furnaces show a modest decline over 

the past four years, and heat pumps seem to be growing slightly 

along with electric-resistance and other alternatives. 

Electric resistance heating is historically down over the past few 

decades. However, data shows its market share heating up slightly in 

Industry developments lead to changes in heating 

and cooling system selection for builders

HVAC in

New Homes

by HOME INNOVATION RESEARCH LABS

50   B UIL D ER � M A RCH 2020

Source: Home Innovation Research Labs Annual Builder Practices Survey
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No air conditioning system

COOLING SYSTEMS IN NEW SINGLE-FAMILY HOMES, 2018



PROTECT YOUR WORKERS. 
PROTECT YOUR PROFITS.

The fourth edition of this popular handbook 

covers the key safety issues residential builders 

and trade contractors need to focus on to reduce 

accidents and injuries. This updated companion 

to federal regulations will help you identify and 

correct the most common hazards on your 

construction jobsites.

Use this guide to protect your workers and keep 

your jobsites safe. It’s a MUST for your company 

safety program.

With clear illustrations and color 

photographs, the handbook includes  

new and updated information on:

• Fall protection for roofing work  

and around openings

• Personal protective equipment 

• Working in confined spaces 

• Heat and cold stress 

• Hazardous materials and silica 

• First aid and medical services 

• Employer duties, including training  

and protective equipment
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Order today! 
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NAHB ECONOMY

S
ince 1985, the nahb/wells fargo housing market index

(HMI) has been a reliable indicator of home builder market 

sentiment and a useful gauge of future construction growth. 

The data for the past decade reveal the pattern and duration of the 

long recovery for home building following the destructive impacts 

of the Great Recession. The HMI is a 100-point scale, with scores 

above 50 indicating that more builders report positive market condi-

tions. The index is created from a sample of hundreds of builders.

At the start of 2010, the HMI was at a level of 15 as market 

demand remained weak, development financing was very tight, 

and macroeconomic conditions were poor. The HMI was at a data 

series low point of 8 in January 2009, when market conditions 

were the most difficult. The index showed a limited rebound, ris-

ing to 22 in spring 2010, near the end of the home-buyer tax credit 

period. The credit was a stimulus measure, which increased home 

sales by 10% to 20% while active. However, with the end of the tax 

The Housing Market Index indicates that builders are bullish

and ready to expand production as new decade begins

by  ROB E RT D I E T Z , N A H B C H I E F E C ON OM I S T

Confidence Builder

credit, the HMI deteriorated to a level of 14 by 

September 2011. 

It was in fall 2011 when an organic recovery 

took hold. The HMI, and single-family con-

struction, rose through 2013. In fact, the HMI 

reached the key break-even sentiment level of 

50 for the first time in seven years in June 2013. 

The HMI has since been trending higher 

along with single-family starts, which increased 

from 619,000 in 2013 to almost 900,000 in 

2019. Two notable dips illustrate the macro and 

affordability challenges the industry faced in 

recent years. The first was in 2013, as part of the 

“taper tantrum,” a brief rise in interest rates that 

accompanied the Federal Reserve announce-

ment of the tapering of quantitative easing. 

The other, more recent dip was in 2018, when 

the HMI fell from 68 to 56 over the last two 

months of the year. This was a reaction of build-

ers to concerns of an overly-hawkish Fed, and 

recession-related concerns attributed to a brief 

inverted yield curve. The analytical value of the 

HMI was useful here, in that it offered a warning 

to monetary policymakers that the interest rate 

hikes of 2018 were a mistake. Fortunately, the 

Fed went from a hawkish to dovish position, and 

reduced rates by 75 basis points in 2019. 

This reduction in rates set the stage for cur-

rent conditions. With the HMI above 70 for 

several consecutive months and near a 20-year 

high, builders are ready to expand production 

in 2020. With a significant housing deficit in 

place in the U.S., the limits on housing produc-

tion are connected to issues like zoning rules, 

skilled labor availability, and other factors that 

affect the timing and cost of building new 

homes. But for now, builder sentiment remains 

solidly positive as we begin a new decade.
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Source: NAHB/Wells Fargo

NAHB/WELLS FARGO HOUSING MARKET INDEX
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Join the National
Association of Home
Builders Today!

Stay on top of industry trends, 

gain invaluable knowledge, save on 

a variety of products and services 

and make the connections you’ll 

need to stay competitive in

today’s marketplace.

With more than 140,000 members the 

National Association of Home Builders 

(NAHB) is the leading trade association  

for our industry.

nahb.org/join
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L AST DETAIL

I
n hhhunt communities’ river mill master plan near 

Richmond, Va., local custom builder LeGault Homes took a 

risk with its recent Maison Reve model and designed and 

built a home with modern appeal in a relatively traditional  

market. The 3,800-square-foot home has four bedrooms and 

three and a half bathrooms, and it features an open floor plan 

with several trending elements including shiplap statement walls, 

barn doors, a beverage center, and black-framed windows. 

For the master bathroom upstairs, the team continued the home’s 

central black and white palette, beginning with the tiled floor. At the 

entrance, black 6-by-24-inch tiles were laid in a traditional herring-

bone pattern and point users into the space. The tile slowly transitions 

to white 6-by-24-inch tiles by the freestanding dark concrete tub to 

add contrast. The team also achieved continuity by utilizing the 

same white tile in 24-by-24-inch stacked pieces in the glass shower.

Opposite the shower, a long vanity—with sphere-shaped light-

ing pendants and circular mirrors—floats above the floor and  

allows the unique patterned tile to continue underneath.

Tile Style
by S Y MON E G A RV E T T

SHARE YOUR WORK We’re always in search of great projects. Add your best work to our online gallery at builderonline.com/project-gallery.
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● Ultra-fast Internet starting with  

a 1000 Mbps connection.*

● Residents will enjoy fast, reliable  

coverage with our latest  

Wi-Fi technology, including  

Wi-Fi calling capability.
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*Actual customer speeds may vary and are not guaranteed. Download speeds are typically up to 940 Mbps due to overhead capacity reserved to deliver the 
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William Lyon Homes
Terrace Ridge, California

western
window systems

westernvolumeprogram.com

Meet the Series 7600.

Our strongest and most energy-eff icient aluminum multi-slide door ever. 


