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metrostudy

A hanley,wood Company

VWin with Analytics!

Just one of many new decision-support services now offered from the You should see the competitive edge. Put
all-new Metrostudy-Hanley Wood team to offer exclusive market insights, Metrostudy analytics to the test, and sign up
including analysis of: for a free analytics trial today at

« Historical housing activity metrostudy.com/contact.php

« Housing supply & demand by housing type . Housing Starts Here.

- Lot & housing inventory
» Market trends by quarter

» Observed closings by price range

You'll find that kind of detail in many markets, nationwide.

hanley,wood




Residential Structured Wiring Enclosures

tall

8" combo

6-pack

©Copyright 2014. "Visit icc.com for detail.
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“Yes, all of our enclosures come with the door” was the
most common answer we gave to our new customers.
ICC’s reasoning to include doors with our enclosures is
simple — would you buy a refrigerator without the door?
So why buy enclosures without one?

Ava|lable at: Also at these Elite Preferred Distributors:

Al font@! | Jenne | ..T3...
Everywhere 800 309 2322 800-, 238 0787 800-422-6191 800-847-5629

Join Elite, Earn Rewards and Perks...icc.com/Elite

14" combo

Doors and modules are packed individually so you can
remove and install them later. Our combos also include 8
port phone, 6 port CATV and 8 port CAT 6 data modules
(optional). Best of all, we are priced 20% lower than those
big brands to help our installers win projects and increase
margins.

Free Demo
with Project Quote
icc.com/Demo
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888-275-4422

icc.com

csr@icc.com

o



* Extra-wide flanges
prevent water and
air intrusion...

* No need for gaskets Install After home wrap is up
or caulking!

* Fast, easy installation
before or after the
weather barrier
house wrap

* For New Construction

FR101F
Set for 1-3/8"
as shipped

FR Series Boxes ship
pre-assembled; ready for

2 1-3/8" wall finish thickness
Install Before home wrap

Designed for new construction, Arlington’s non-metallic FR series device and fixture

boxes mount directly to a flat surface without the need to cut an oversized hole in N ‘ ' g
the substrate. They feature interchangeable backs and extension rings so ONE box Complies with VA
works with almost any cladding system — including engineered foam/stucco systems. ~ Article 402.4 of the ICC ™ o
(International Code
Best of all, extra-wide flanges prevent water and air-intrusion (and vermin) _ Council) which requires &
between flange and substrate, eliminating the need for gaskets or caulking. 4 that the “..building
. . . R . . thermal envelope shall
* FR series boxes ship ready for use with 1-3/8" finish or cladding thickness ~’ be durably sealed to
Depth can be pre-set for custom depth finishes or cladding materials P ”im"t infiltration.”
« Install before or after the weather barrier house wrap ’ ' ' ' ' \
* UL Listed
Converts FAST for
use on any cladding
:::%sof( FR420F :R‘[‘)"F system up to 1-7/8"
for Fixtures for a(::d I::E?:s
Fixtures

LISTED
Circle no. 290

Patented. Other patents pending.
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Made in USA

WATER & AIR INTRUSION

Nail-on

FN440F
for double drywall
* (FN430F single drywall)

7

Screw-on

F101F F103F
Single-gang Three-gang
22.0 cu. in. 63.3 cu. in.
F102F F104F

. Two-gang Four-gang
42.0 cu. in. | 81.0cu.in.

/I

Designed for interior use, Arlington’s non-metallic ONE-BOX™
fan, fixture and device boxes have built-in flanges with installed
gaskets that form a protective barrier against air infiltration —
meeting local codes where required.

Non-metallic, non-conductive ONE-BOX Vapor Boxes...

+ Secure NAIL or SCREW-ON installation to joist or stud in new
construction — captive installation screws for wood or steel;
captive nails for wood

Installed NM Cable Connectors with Gasket Material attached
Saves Time! No assembly required!

« For fixtures (round), fan or fixture
(bar hanger) and devices
(single and multiple gangs)

* UL/CSA Listed

LISTED Arling‘ton

www.aifittings.com Scranton, PA 18517 800/233-4717




WHY YOU SHOULD BUY YOUR EWP

FROM A BOISE CASCADE DEALER:

1. COMPLETE PRODUCT LINE:

¢ Uniform depths and thicknesses install in fewer hours.
* No callbacks for warping, twisting or shrinking.

® Values usually meet/exceed competitors, substitutable.
® Holes can be cut to run mechanicals.

e Lighter to carry than floor trusses, dimension lumber.

Learn more:
http://x.co/bcc051

3. USEFUL TOOLS & GUIDANCE:

* SawTek™ automated processing systems.

* PE.T. to length -- 1/16" tolerance.

* Pre-cut HVAC holes & electrical/plumbing knock-outs.
* Printed labels for faster, more trouble-free installation.
® Made in the United States.

Learn more:
http://x.co/bcc065

Learn more at www.BC.com,

or call 800-232-0788,

or for your nearest dealer,
www.BC.com/wood/ewp/distributors.html.

Circle no. 361

2. DEPENDABLE DELIVERY:

¢ Products you want, where and when you want them.

* Regional product mixes, help with local supply issues.
¢ Distribution/delivery that functions day-in and day-out.
* Most complete national distribution/delivery network.
* Experienced designers know BC FRAMER® software.

yidD

=]

Learn more:
http://x.co/bcc052

4. EASY TO DO BUSINESS WITH:

¢ \We look for ways to say “Yes.”

* If a problem arises, we work with you to solve it.

e Customer-focused, listening to help create positive results.

* Rapid response field support.

* Our goal is to help you build your business and in turn, ours.

Learn more:
http://x.co/bcc054

b

Boise Cascade

Engineered Wood Products

/o0d Products, L.L.C. BOISE CASCADE, the TREE-IN-A-CIRCLE symbol,
roducts are only the beginning” are trademarks of

e o Great products are only the beginning.e
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Material Witness Nailing the details helpd nab

top honors for a San Diego Craftsmn. Page 74

s6 Walkability: Why We Care
Many of us are opting to drive less, which
means that foot-friendly places could be your
next great business opportunity.

68 Helping Hands
NAHB's 20 Clubs prove that when it comes
to problem-solving, smart and supportive
colleagues can be your most powerful ally.

74 Masterful Craftsman

A second floor was added and a major
rebuild was done. Yet on a tight lot in an old
neighborhood, this rehab rebuild shines.

Volume 37, number 3. Builder (ISSN 0744-1193; USPS 370-600) is published 12 times per year: monthly in Jan., Feb., March, April, May, June, July, Aug., Sept., Oct., Nov., and Dec. by Hanley Wood, One Thomas Circle,
N.W., Suite 600, Washington, DC 20005, for the National Association of Home Builders and printed in the USA. Copyright 2014 by Hanley Wood. Opinions expressed are those of the authors or persons quoted and not
necessarily those of the NAHB. Reproduction in whole or in part prohibited without written authorization. Single-copy price: $8.00 (except House Plans issues, which are $12.95). Periodicals postage paid at Washington,
D.C., and at additional mailing offices. Postmaster: Send address changes to Builder, P.0. Box 3494, Northbrook, IL 60065. Member: Business Publications Audit, American Business Media.
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Discover the
difference.

Find more new products to help
differentiate your business.
That’s just one way we’re

focused on your success.

THERMA ' TRU'

DOORS

Play the “Spot the
Difference” game to

see our new products

and enter for a chance
to win a Harley-Davidson®
Seventy-Two® motorcycle.

\{ THE OPPORTUNITIES

NO PURCHASE NECESSARY TO ENTER OR WIN. A
PURCHASE WILL NOT INCREASE YOUR CHANCES
OF WINNING. Must be a legal resident of Canada
(excluding Quebec), the 50 United States or D.C., 18
(19 in Alabama or Nebraska) years of age or older and
an employee, manager or owner of entry door dealer,
builder, remodeler or contractor at time of entry. Begins
2/4/14 at 12:00:00 am ET and ends 6/30/14 at 11:59:59
pm ET. Void in Quebec, outside the 50 United States,
D.C. and Canada, and wherever prohibited. Subject to
complete Official Rules. For complete rules, prizes and
odds visit www.unlocktheopportunities.com. Sponsored
by Therma-Tru Corp., 1750 Indian Wood Circle,
Maumee, OH, 43537-4079.

©2014 Therma-Tru Corp. All rights reserved.

Circle no. 194

What’s New on

Builderonline.com

SLIDESHOW

NAHB Lauds Green Homes and Their Builders

Several builders, remodelers, and other industry professionals have been named by the NAHB
as winners of the annual NAHBGreen Awards, which recognizes excellence in residential
green design and construction practices and green building advocacy. See the winners in our
online slideshow. go.hw.net/bol-nahb-green

VIDEO

2014 Spring Selling Predictions

Harmony Homes' Geoff Gorman and Toll Brothers’
David Straub discuss their optimistic predictions

for the 2014 spring home selling season in Las Vegas.
go.hw.net/bol-2014-spring-selling

HOUSE PLANS

Master Foyers

It's important to preserve privacy for the owner'’s
bedroom when the master suite is on the main level.
These plans do exactly that with cleverly placed foyers
that buffer the master suites from public spaces.
go.hw.net/bol-master-foyers

Do you have comments, suggestions, or news for BUILDER?
Follow us and let us know via socialmedia: @ @ @

© WWW.BUILDERONLINE.COM



HEAVY LIFTING.

DURAMAX AND ALLISON: APROVEN trailers back in line when needed.
COMBINATION. The new Heavy Duty is our
strongest Silverado ever. That’s because the WINNING THE UPHILL BATTLE. Another
combined power of the available Duramax automatic feature you'll appreciate (especially
when you've got a 7-ton backhoe behind yout)
is Hill Start Assist. To help prevent rollback,

it detects inclines of 5 percent or more and

=3 and Allison deliver an impressive 397 hp
and 765 Ib-ft of torque. They also deliver the
proven reliability of over one million of these

N

K‘combmatlons on the road today with over 100 TOWING THAT KEEPS ON momentarily holds the brakes—giving you
billion miles of experience. TOWING WITH THE time to switch from brake pedal to accelerator.
AVAILABLE DURAMAX ' } '

TURBO-DIESEL & ALLISON For downhills, the available Diesel Exhaust

KEEPING TRAILERS ON THE STRAIGHT R i Brake System uses Silverado’s own exhaust

AND NARROW. Another must-have combination is power to decelerate rather than add wear to conventional brakes.
and control. With Tow/Haul mode, press a button and

the transmission stays in gear longer, optimizing power Everything about the new Silverado HD is designed to

when you need to accelerate. No buttons are required work harder for you. Visit chevy.com/silverado and learn

for Trailer Sway Control. It applies both the vehicle more about the most dependable, longest-lasting full-size

and trailer brakes (when properly equipped) to help get pickups on the road? Strong. For all the roads ahead.

HEAVY DUTY.

THE NEW 2015 SILVERADO HD. OUR STRONGEST EVER.

INTRODUCING THE NEW 2015 SILVERADO HD FIND ROADS

WD with available Duramax 6.6L Turbo-Diesel V8 engine. Maximum trailer weight ratings are calculated assuming CHEVROLET & iy g
lus driver. See dealer for details. 2Dependability based on longevity: 1987-April 2013 Full-Size Pickup registrations. E——
L Ally rights reserved. Chevrolet’ Chevrolet emblem’ Chevy™ Duramax" Silverado’




s r‘eczu;res countless
buyers' expectations.

Ply Gem allows us to offer a Vafr}efy of k
exz’er;or materials that are JCSo7r\e¢J+o wor
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: Designed Exterior Builder —
Desglied o . = == SIDING + ACCESSORIES

E Xte rio r Canton, Ohio

by Ply Gem

g Buila‘;n7' custom home
options —%alored to our
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Flooring Solutions Designed for
MULTI-FAMILY - RETAIL - COMMERCIAL

Partner with Lumber Liquidators ProSales
and enjoy benefits such as:

+ The lowest mill-direct prices

* Volume discounts

» The best selection with over 340 quality floors

* Numerous LEED and Floorscore® Certified Products
» Wide Selection of Low VOC CARB II Rated Products 1 '800'274'2360
+ All of our flooring is fully compliant with the Lacey Act lumberliquidators.com/prosales

 Architectural Support Available Circle no. 184

Why wait? Call your dedicated Pro Sales Representative today.



A WELL-FRAMED APPROACH "™
T0 PROFITABLE ENERGY EFFICIENCY

Changing codes, growth in the economy and housing starts — how’s a builder
to profit from it all? Well, a bottom-up switch to Norbord is a sound first move.

* Reduce HVAC by
as much as 1/2 ton

¢ Attic temperatures

cooled by up to 30°

4004

* Reduce air-leakage up to 60%
m * 38% stronger walls
* Lower material & labor costs

* Reduced attic insulation when
used with a raised-heel truss

¢ 100-Day No-Sand guarantee
* 50-Year Warranty

* Premium sub-floor offering
the best value

ENERGY SAVINGS START WITH THE FRAMING™ LEARN MORE: VISIT NORBORD.COM/NA

Circle no. 264



rendering by Gene Glles

SoftPlan 2014: download free trial

“I don’t know how a builder survives without SoftPlan.”
Jim Irvine, Builder - The Conifer Group, Portland Oregon, Past President NAHB

* easytolearn & use o powerful roof design

« 3D renderings * remodeler’s setup

e materials lists o kitchen & bath design FLT

o framing layouts o deck design

e automatic elevations e round-trip AutoCAD® files

e site plans o links to QuickBooks® o 3D panorama views on
¢ animations o REScheck™ energy calcs PC, iPad and iPhone

ARCHITECTURAL DESIGN SOFTWARE

Try SoftPlan for yourself: visit www.softplan.com or call 1-800-248-0164 for your free trial
Circle no. 237
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Call us for a free quote or catalog!

1-800-624-5269
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Kleer PVC Trimboard with TFGEDGE: The best sealed edge anywhere.

TruEDGE® from Kleer doesn’t just look like a superior product, it is a superior product.

With a truly sealed edge that resists staining from dust and dirt and cleans easier if it

does get dirty, TruEDGE is specifically formulated to keep the edges cleaner longer. KLEER

So your finished product looks—and performs—beyond your expectations. TRIMB OPII\- ﬁ IS)
+

See how Kleer continues to think beyond wood at kleerlumber.com ADIVISION OF THE TAPCO GROUP

Circle no. 248



GREWS GONTROL

TRACK CREWS WITH EXAKTIME MOBILE

essee ATAT ¥ 1:43 PR

- Clock In For

David's Crew
Granada Hills Project
Concrete

1:43 PM on 2/04

Booth #64728

4

||te Paper Time Cards & Save Thousands.

Track all your labor on your smartphone or tablet in real-time, with GPS
precision, advanced management tools and photo biometrics. It’s the
hassle-free way to get accurate time records at your job sites.

- Stop overtime before it becomes an issue

« Know the exact locations of your mobile crews
« Eliminate buddy punching with biometrics

« Receive time records wirelessly in the office

« Protect your business from compliance risks

U.S. Based
Service, Support
= and Assembly

Time
1.877.572.0299 - www.exaktime.com/builder
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The New Sprinter

Safety should never be a luxury.

Starting At: Ever since we invented the van, Mercedes-Benz has been the leader in safety innovations for

* commercial vehicles. The New Sprinter is no exception. With advanced standard systems such as the
3 5 9 2 O Load Adaptive Electronic Stability Program (ESP)®' and optional safety packages with sophisticated

2500 Cargo Van 144", Low Roof, 4-Cylinder

Circle no. 216

© 2014 Mercedes-Benz USA, LLC

*Excludes all options, taxes, title, registration, transportation charge and dealer prep fee.

1 No system, regardless of how advanced, can overcome the laws of physics or correct careless driving. Please always wear
your seat belt. Performance is limited by available traction, which snow, ice and other conditions can affect. Always drive
carefully, consistent with conditions. Best performance in snow is obtained with winter tires. 2 Lane Keeping Assist may be
insufficient to alert a fatigued or distracted driver of lane drift and cannot be relied on to avoid an accident or serious injury.
3 Blind Spot Assist may not be sufficient to avoid all accidents involving vehicles in your blind spot and does not estimate the
speed of approaching vehicles. It should not be used as a sole substitute for driver awareness and checking of surrounding
traffic conditions. 4 COLLISION PREVENTION ASSIST may not be sufficient to avoid an accident. It does not react to certain
stationary objects, nor recognize or predict the curvature and/or lane layout of the road or every movement of vehicles
ahead. It is the driver’s responsibility at all times to be attentive to traffic and road conditions, and to provide the steering,
braking and other driving inputs necessary to retain control of the vehicle. Drivers are cautioned not to wait for the system’s
alerts before braking, as that may not afford sufficient time and distance to brake safely. Options shown. Not all options are
available in the U.S.

more visit www.mbsprinterusa.com.

features like Lane Keeping Assist? Blind Spot Assist®> and COLLISION PREVENTION ASSIST* the 2014
Sprinter is again the most advanced vehicle in its segment because your safety is worth it. To learn

Mercedes-Benz

Vans. Born to run.



8" Wiring Enclosure

Free demo

Register a 50 enclsoure project

Available at:

-y i
A" icc.com/demo
Everywhere 888-275-4422

©Copyright 2014, ICC. *Visit icc.com/demo for details.

Circle no. 317

FRAMES

Add a frame in minutes.
'»14/ buyers in seconds.

LA ‘g‘{t{
_\‘—'\ "3‘;,’.

i
T
T /"//!

The=pre=taped frame presses onto the glass.
For free samples and trial frame,
contact 866.304.6283.x1022 of

rosémary@mirrormate.com

mirrormatecommetrcial.com

Circle no. 256

Build Better Mid-Rise Multi-Family Buildings

A Fast and Inexpensive Build with a Great Result

built with insulated concrete forms.

Finished and in-progress mid-rise multi-family buildings — all Typical Logix wall assembly

Continuous foam insulation
Low air infiltration

5-day thermal lag

Greater safety and protection
Exceptional soundproofing

Suitable for non-combustible
construction

Circle no. 325 v Logix High Performance Mid-Rise Multi-Family Buildings can cost less than masonry
888.415.6449 or poured-in-place buildings and be completed, and generating revenue, sooner
logixicf.com v The same trade can install the entire super-structure — both the finish-ready exterior

info@logixicf.com
[
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walls and the floors as well — and the result is a quick, streamlined build

v Winter delays and heating and hoarding costs are eliminated or drastically reduced
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Editor's Notes

Positive
Outlook?

As builders seem confident
about a housing recovery,

we pose 10 burning questions
going into early spring 2014

Will the entry-level, first-
time buyer participate
this year and stabilize
demand for new homes
at the low-end of the
spectrum?
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n February, about 75,000 people packed
the aisles at the International Build-
ers’ Show (IBS) and the Kitchen & Bath
Industry Show in Las Vegas. The con-
sensus seems to be that 2014 will be
the year recovery truly takes hold in
the American housing landscape.
Global jitters over a Chinese eco-
nomic retrenchment, domestic angst
in the face of the Federal Reserve’s plan to
pare back its blitz of monetary accommoda-
tion each successive month, and a weari-
some, unrelenting cold grip of unkind winter
weather have riled investors for more than a
month during the first part of 2014.

Weighed down by those fears, the NAHB/
Wells Fargo Housing Market Index of home
builder confidence fell by 10 points in January,
from 56 to 46. Still, real-time builder senti-
ment at IBS was positive, if not fearless.

For perspective, we visited a couple of com-
munities in the Las Vegas Valley before the
start of the trade shows. We toured Toll Broth-
ers’ Santaluz and Harmony Homes’ family-
oriented Silhouette neighborhood to get a
sense of the “barbell” of demand at the higher
and lower price spectrum in the market.

The contrast, on the eve of selling season,
was palpable in the respective sales centers.
From Toll Brothers Las Vegas division presi-
dent David Straub we got a strong sense that,
having sold 39 of the community’s 53 proper-
ties from the mid-$500s to mid-$600s, de-
mand at this higher end has held up through
2013 and into the start of 2014. What’s not
so clear, as we ascertained from Harmony
Homes general sales manager Geoff Gor-
man, is what the optics are on demand at the
lower end of Las Vegas’ price continuum.

Here, we use the perspective we got from
outside the convention center to ask 10 burn-
ing questions of the moment:

1. will the entry-level, first-time buyer par-
ticipate this year, and stabilize demand for
new homes at the low-end of the spectrum?

2. Will the economy create enough well-pay-
ing jobs to lead to household formations and

John McManus
EDITORIAL DIRECTOR

new-home demand at a normalized level ver-
sus a level suppressed by economic anemia?

3. What will new-home builders’ active role
be in stimulating those entry-level buyers to
move off the sideline with disruptively low-
priced opportunities at homeownership as
an escape-route from spiraling rents?

4. will less uncertainty vis-a-vis bank regu-
lation in the wake of clear-if-tough guidelines
on ability-to-repay criteria eventually cause
national banks and regional banks to move
assertively back into mortgage finance?

5. willvacant developed lot supply constraints
in the markets that have thriving jobs, house-
hold formations, and income continue to
bubble, while other markets and submarkets
operate on a slowly improving trajectory?

6. Will Asian and other non-U.S.-based reside
ntial property buyers play as big a role in hous-
ing markets this year as in 2012 and 2013?

7. willbuilders and their materials, labor, and
manufacturer vendors work toward greater
SKU visibility and transparency as a means of
slicing time and other cost run-ups out of the
construction cycle, or as a cash-preservation
and margin improvement strategy?

8. Will the opening of new master planned
communities in the Southern and Northern
California regions, Texas, and Colorado give
home builders more visibility into the pace
and price of the demand?

9. Having booked profitability for eight or
more quarters on the back of land-asset write-
downs and other massive overhead cost-cuts,
will builders be able to scale their expansion
of community counts and add 2015 and 2016
lots in a way that continues to show profits?

10. Whoisout there to hire? What is their job
description? And how does one retain, moti-
vate, and inspire the current talent base to
excel at every operational level? B
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THIS HOUSE WILL SEE

Hardwood floors taken out. Natural stone floors put in.
Natural stone floors refurned to hardwood floors
THE BASEMENT CONVERTED TO A MAN CAVE

TWO EPIC GRADUATION PARTIES

SIERRA PREMIUM SHAKE...stands up to sun, rain, pests and a HOMEOWNER’'S PREROGATIVE.

Change is no longer the only constant; you can add the charming beauty of Nichiha Sierra Premium Shake to that
list. Made by Nichiha fiber cement and coated with a state of the art finish designed by PPG, Sierra is a premium
product engineered to endure pretty much anything you can throw at it...including the test of time and

ever-changing trends.

S | E R RA P R E M | U M nichiha.com/sierrashake 866.424.4421 NICHIHA

LUXURY ENGINEERED TO PERFORM ©2014 Nichiha USA, Inc. fiber cement
. the power of possibilities
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In The News

Meritage, SunPower Team
on National Solar Deal

Meritage Homes, a top 10 national home
building enterprise that currently builds

in eight states, soon will announce a major
national sourcing agreement with SunPower
to provide solar in its new homes.

BUILDER first learned of the agreement
in early February at the NAHB International
Builders' Show in Las Vegas.

The deal is noteworthy, especially
in the wake of the recent announcement
by SolarCity that it will partner with Taylor
Morrison Homes as the solar provider
in a number of Phoenix area communities.
It means that two companies, SunPower
and SolarCity, are in a heated rivalry
to sign home builders for their rapidly
growing home solar programs.

We hear that Meritage has leaned toward
SunPower for its national new-home solar
program because SunPower's marketing,
sales, and training force will make itself
available alongside Meritage's home sales
associates to answer prospective home
buyers questions and challenges regarding
solar systems and their benefits.

“We've found that our own sales
associates have so much to address as
itis and the technical knowledge on the
solar side is beyond many of them,” said
an executive with knowledge of the deal.
“Having SunPower involved in the sales
process, explaining the technical deals
and answering questions is going to be
anincreasingly important dimension
of the sales process.” — John McManus

Deal Near for California’s
Marblehead Coastal

Finalists in the bidding for the vaunted 200-
acre California property in Orange County
known as Marblehead Coastal have been
winnowed to a single home builder in
negotiations with seller Lehman Brothers
Holdings and its representative, Land
Advisors Organization. So who wins?

And is the winner a moneymaker?

2 O BUILDER MARCH 2014

We're hearing that the final sale price
for the parcel, which maps to 308 entitled
home properties in one of the highest-
profile deals still to be done in that part
of California, could go for a range from $230
million to $235 million, or from $700,000
to $770,000 per building lot.

This housing news raises the question
of whether and how a home builder might
market the new-home community profitably,
even at that exorbitant per-lot price.

Earlier this year, the process called for
final bids, which resulted in a short-list
of potential buyers that included a
Brookfield Residential/Standard Pacific
Homes joint bid, and separate bids from
Taylor Morrison, The New Home Co.,
and Toll Brothers. Additional bids of
substance included an entity-level offer
from a large private equity player, as well
as one from Southern California up-
and-comer home building enterprise,
Woodbridge Pacific Group, with backing
from Anchorage Capital.

As of press time, word is that one final
bidder—most likely Taylor Morrison Homes—
isin a letter-of-agreement stage with the
sellers, although final negotiations may
continue for a bit. —J.M.

EPA Fines Contractors
and Training Providers

The EPA settled with 35 contractors and
training providers on more than $274,000
worth of civil penalties for violations relating
to the Lead Paint Renovation, Repair, and
Painting Rule.

The violations, which occurred May 2013
to January 2014, include 17 instances where
contractors failed to obtain certification for
renovation on homes built before lead paint
was bannedin 1978, and 21 instances where
contractors failed to comply with required
lead-safe work practices.

Two of the involved companies,
HarenlLaughlin Construction and Exterior
Energy Consultants, will fund lead
abatement work on local properties as part
of their settlements.

“Families deserve the peace of mind
that home renovations occur without
harming children,” said Cynthia Giles,
assistant administrator for EPA’s office
of enforcement and compliance assurance.
“Businesses that play by the rules deserve
to compete on a level playing field. EPA will
continue to enforce the nation's lead rules
to protect the public from illegal and
dangerous lead exposure.”

Lead paint has been a hot topic as
of late: In January, a California judge ordered
a $1.15 billion abatement against three lead
paint companies. Attorneys from both sides
say that case will be appealed. — Tim Regan

Wheelock Street Lands
Community in Denver

Just shy of aweek into 2014, home building
and development had its first significant
strategic land-play closing—a 1,036-acre
master planned community called Rocking
Horse, located just a few miles southeast
of Denver in Aurora, Colo. The buyer

is a reunited tandem of Wheelock Street
Capital and its local operator Oread Capital
and Development; the seller is a Lennar
Homes-led joint enterprise named Rocking
Horse Ventures.

The deal's surface details and magnitude
are impressive in their own right, but
beneath the top layer, there are implications
beyond the transfer of ownership of
amaster planned community’s lot pipeline.

Single-builder developers of master
plans—a hallmark of the bygone mid-2000s
boom that suggested home builders could
profitin every facet of the land development,
sale, construction, marketing, and
merchandising business—may realize theyre
at a disadvantage in a marketplace that puts
more discriminating buyers at the center
of the new-home universe.

A new paradigm for what has been termed
"active adult” may be emerging in markets
other than Arizona, Florida,and Southern
California. The model that appears to be
taking shape as evidence in this deal is one
in which a fully age-targeted and amenitized

© WWW.BUILDERONLINE.COM



You don’t win new business in construction
by missing deadlines. That’s why contractor
Matt Caddis trusts Mobil Delvac™ heavy-duty
diesel engine oil in his trucks—it helps to
reduce sludge and wear and is formulated
for long engine life. To learn more, talk to
your mechanic or visit mobildelvac.com

Mobil Delvac

For Long Engine Life

N

Deadlines don't |
care if your truck
breaks down &

Circle no. 319

prommae—.. T



In The News

community functions in close proximity
and total accessibility with non-age aimed
market-rate neighborhoods. New 55-plus

home buyers are “too active for active adult”

in the traditional sense; and they want to be
closer geographically to their children and
grandchildren, which makes pairing up the
two types of communities in one broad
master plan make a lot of sense.

The Douglas County parcel—permitted
for 1,800 single-family homes—mirrors,
to some extent, Wheelock Street Capital's
2011 acquisition of Anthem Ranch,
a1,700-acre master plan to the north
of Denver in Broomfield, Colo. Like Anthem,
the Rocking Horse master plan divides
aroughly equal number of market-rate, non-
age-targeted residences and an adjacent
active adult neighborhood.

A pressrelease issued by Wheelock
Street Capital notes, “Like Rocking Horse,
Anthem originally had a single home
builder in the community and that builder
was also the developer. Under Wheelock,
four builders are now offering homes at
Anthem. ‘We think it's important to have
a suite of builders offering a wide array
of home choices,' Oread principal Jeff
Handlin said. ‘We also think it's important
to provide outstanding amenities that
foster connectivity among the residents
of our communities.”

What Wheelock Street Capital and Oread
have learned particular to the Denver market
is that leading edge baby boom buyers
interested in the 55-plus communities show
a strong preference for proximity to their
children and grandchildren, which makes

the intergenerational approach—separately
amenitized but integrated geographically—
to the master plan a draw. The marketing
mantra developers have focused on has been
to create separation and promote integration.
Since Toll Brothers came in last year
as Anthem Ranch'’s active adult builder,
it's sold at a pace of eight to 10 homes
without the benefit of model homes,
which open next month.
What appears to be clear is that the
days where big builders opted to take
on the role of master plan developer appear
to be bygone, as it makes more sense from
a place-making view point to integrate
different builders with varying product
programs, price points, and options
for buyers to propel the uniqueness
of the location. — J.M.
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Masonite's extensive selection of entry doors reflects
the kind of dedication to quality, innovation and
durability you've come to expect from a trusted
name in interior doors. Engineered to meet a wide

range of applications and sizes, Masonite entry

Barrington®

doors will enhance any home exterior with a vast DESIGNER FIBERGLASS

array of popular design options to support any Authentic Woodgrain fexture
Distinct Raised Moulding

need. Whether you're a builder, remodeler, architect On Traditional Designs

Oversized Lock Block

or homeowner, you can rely on Masonite for style,
4 y Y Stain-Grade Matfching

Hardwood Stiles

service & performance, INSIDE & OUT.
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CGlass Frame Profiles

www.masonite.com

Masonite®, Barrington® and Belleville® are trademarks of Masonite International Corporation. ©2013 by Masonite International Corporation. MIC 13106
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Real Wood Appearance
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Geared toward activegpty—nest ,_t_ﬁ_is_ihigh—end

Connecticut development offers nature trails and a cool

l community center in lieu of oversized yards
» ‘ ' AR - |
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S

Ithough the $1.5 million to $2

million asking prices for

S 53 dwellings in the Kensett
“ housing development aren’t
exactly a bargain, they are a

value for the area. Kensett comprises a total
of 62 houses clustered around an award-
winning community center while nearly
one-third of the 15-acre site is devoted to a
recreational nature preserve.  (see page 26)

John Curry




Foundations

Project Kensett, Darien,
Conn.

Biologist New England
Environmental Inc.,
Middlefield, Conn.

Site Size 15 acres
Number of Units 62

Developer/Architect/
Builder Sun Homes,
Pawling, N.Y.

Landscape Architect
Hart|Howerton, New York

Add to the mix alocation like Darien, Conn.—
a historic town on the shores of Long Island
Sound that’s within easy commuting dis-
tance of Manhattan—and it’s easy to see why
the price tags on these 4,000- to 5,500-square-
foot houses are appealing.

Architect Bill McGuinness, co-founder of
Sun Homes along with builder Bob Dale, de-
veloped and designed Kensett to respect its
natural site. Protecting nearly 5 acres for a
nature preserve meant siting the houses
with a higher density. This smart planning
generated several benefits for the develop/
design/build firm. “Because we have this
density, we can reallocate construction costs
for built-ins and higher quality details,” Mc-
Guinness explains.

“We get to design the houses the way
we’'d want to live,” McGuinness adds. Built-
ins are thoughtfully speced to improve or-
ganization while reducing clutter and the
need for a lot of furniture. Including details
typically found in custom houses attracts
buyers and doesn’t have to strain the budget
or cut into profit margins. Off-the-shelf cab-
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inets and shelves are ordered in bulk then
put together in creative ways. Being your
own developer, designer, and general con-
tractor affords clever cost-saving moves like
this without dumbing down the design. The
high-density site plan also allowed for
funds that normally would go toward land-
scaping large yards to be used elsewhere.
McGuinness emphasizes that the tight sit-
ing also “makes the community very walk-
able and accessible.”

Empty-nesters are the target buyers, so
walkability,accessibility, being close to
neighbors, and having multiple leisure time
options at hand are all appealing amenities.
A big part of achieving those attractive sell-
ing points involved getting approval for hu-
mans to occupy the preserve. “We hired
biologist Michelle Ford to come do impact
studies on mixing safe habitats with nature
trails,” McGuinness says. “We eventually got
the state to allow us to use the land as recre-
ational area instead of just fencing it off.”

Those 5 acres were cleaned up by remov-
ing invasive species, planting native flora
such as a field of wildflowers, opening up
the forest canopy so heirloom trees can
thrive, and adding mostly flat, gravel trails
wide enough for wheelchairs. Kensett resi-
dents also enjoy a large pond with an inter-
esting history.

“We dredged this rectangular pond and
discovered it was a foundation of an old

Legend
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Attachment Issues Placing multimillion-
dollar houses side-by-side isn't a typical
approach, but it should be. It builds
neighborhood bonds, makes communities
walkable, and preserves large swaths

of land as wildlife habitats.

homestead,” McGuinness says. Based on
Ford’s recommendations, native grasses to
attract other pest control creatures like drag-
onflies and ladybugs were planted. Properly
spaced bird houses around the pond’s perim-
eter—along with Adirondack chairs—en-
courage a hangout for people and wildlife.

McGuinness gave just as much consider-
ation to the built environment. A three-story
community center modeled on New England
meeting houses—aptly called the Meeting
House—provides an architectural focal point
while housing multiple activities. All mail
pickup happens here, so residents mingle
daily. A fitness center, swimming pool, hot
tub, pool table, grand piano, indoor fireplace,
outdoor fire pit, wet bar, and plush furnish-
ings are all arranged for maximum commu-
nity building and entertainment. Beneath the
eaves is a guest suite that residents can rent.

A custom clock graces the building’s fa-
cade. Like many of Kensett’s features, the
clock serves double duty: It keeps time for the
neighborhood and provides secondary egress
for the guest suite. The whole mechanism
swings open on iron hinges. “I'd never de-
signed a clock before,” McGuinness admits,
“but our gate maker created the face, hinges,
and latch then we ordered clockworks and
glass for both sides so light filters through—
like in [the movie] ‘Hugo.”

There also are plans to add a community
garden and perhaps a coffee shop inside the
Meeting House. Although the development
is geared toward active empty-nesters, sev-
eral young families also have bought here.
“It’s a nice mix of people,” McGuinness adds.

Kensett’s success proves that a variety of
home buyers, even in luxury markets, are
willing to live in high-density communities
that offer walkability, accessibility, recre-
ation, interaction with neighbors, easy com-
muting, and a strong connection to nature.

Visit go.hw.net/0314bol-natural-
connections to see additional
photos of this project.

’t miss an issue

Free subscriptions of home building
news, industry trends, product reviews
and much, much more!

Subscribe Now
~ omeda.com/bldr 888.269.8410
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Don’t Have to Be an Eyesore

stakWEL® Window Well System

e Priced competitively with standard, corrugated
metal window wells

e Structurally designed for superior back-fill
strength and durability

e Constructed of corrosion-resistant polyethylene
¢ Accommodates window openings up to
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* Aids in emergency egress with built-in Fast and easy
to install

step design
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e Meets building code requirements

4 @ For more information, visit www.bilco.com
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Luxe Home Prices
and Auto Jobs on the Rise

Economic news from across the country. EDITED BY JENNIFER LASH

Denver Luxury
Home Prices Spike

Arecentreport from
Kentwood Real Estate
shows that continued
low inventory among
luxury homes in Denver
drove prices higher and
average days on the
market lower, says the
Denver Business Journal.
InJanuary, 26 homes
priced at more than $1
million sold, down 16
percent from the 31 sold
last year. Average prices
jumped 14 percent year
over year, and days on
the market declined
almost 50 percent, from
209 days in January
2013 to 108 days last
month. The highest price
home sold in January was
for $5.8 million; there
currently are 449 $1
million-plus homes on the
market in metro Denver,
according to the report.

J.C.Penney Sells
Land for Mixed-Use

Plans are moving forward
to develop 240 acres
recently purchased

from J.C. Penney Co.
Inc.inPlano, Texas, into

a $2 billion mixed-use
development. The Dallas
Business Journal reports
that the land could
accommodate a similar
density to nearby Legacy
Town Center, which has
3,000 apartments and
300 townhomes. The
development partnership
includes the Karahan
Cos., Columbus Realty,
and KDC. Constructionis
slated to begin within the
nextyear.

Royal Oaks Moves
Into Knightdale

Raleigh, N.C.-based
Royal Oaks Homes

is building at the
200-acre Rockbridge
community in the town
of Knightdale. According
to the Triangle Business
Journal, Royal Oaks has
contracted to buy 122
home lots in Rockbridge
and will begin building
soon. The homes will

be priced from the
$220,000 and will
feature floor plans that
include ranch homes,
first-floor owner's suites,
finished and unfinished
third floors, three-car
garages, and other
options. Homes will range
from 2,090 square feet
to 3,360 square feet.

? -

“It's not land in Chicago or Manhattan, but Plano’s not

nowhere. Land is not free there.” — Paul Swinand, retail analyst
at investment research firm Morningstar
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News You Can Use BUILDER scans
news across the nation each month
for interesting, informative, and useful
items, choosing a handful of the most
significant for this Field Report.

Automakers Are
Hiring in Buffalo

Inthe Buffalo, N.Y., area,
auto plants are getting
more than $1 billionin
planned and recent
investments, says The
Buffalo News. At the
General Motors plant

in Tonawanda, two

new engine lines—a
combined $825 million
investment—are slated
to support more vehicles
this year. Ford is investing
$150 million and adding
350jobs toits Hamburg
plant. The GM plant in
Lockport, where 113 full-
time jobs were added last
year, is wrapping up $44
o million in new investment
thatbeganin2012. And
the Cummins Inc. engine
plantis undergoing $20
millioninimprovements.

Apartments Are
Hotin Alabama

Apartment properties
are a hot item for

real estate brokers,
reports the Birmingham
Business Journal. New
units are being built and
existing communities are
attracting buyers and
investors. Hendricks-
Berkadia, an apartment
real estate firm,
negotiated the sale

of three Alabama
apartment communities
totaling 367 units for
$14.6 million.In2013,
the Alabama arm of

the firm brokered the
sale of 39 apartment
communities totaling
more than 9,000 units
for nearly $510 million.
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Resilient
Housing in
Florida

South Florida's slowdown of
new-home construction in late
2013 was only temporary

outh Florida has been one of the

most dynamic U.S. home build-

ing markets for the past 30 years.

It was once labeled “ground zero”

(along with Las Vegas and Phoe-
nix) for the housing collapse, with home pro-
duction dropping by 90 percent from the peak
levels. But for the past three years it’s been
rebounding, and builders are barely able to
keep up with demand.

Home sales slowed in the second half of
2013, thanks to a rise in mortgage rates and a
surge in new-home prices that left buyers
with sticker shock. The pace of new-home
construction in South Florida slowed by 20
percent in the fourth quarter of 2013, with
1,437 housing starts versus 1,799 in the prior
quarter. This level of home building is 4.7 per-
cent higher than in the fourth quarter of 2012,
but 29 percent off the 2013 peak attained in the
second quarter. With that pause behind us,
new-home activity has been gaining in 2014.

The resilience of home building in South
Florida has been remarkable in the face of a
once huge inventory of bank-owned proper-
ties, called REO (real estate owned) by the
banks. Today, those REOs are no longer a
competitive threat to new-home builders.

In this market, lot shortages are a serious
issue. Builders are having to pay peak prices
again for developed lots in high-demand ar-
eas. Land developers and investors are looking
for ways to reuse golf course land for residen-
tial development to meet demand.

South Florida’s housing outlook is strong,
both in terms of builder pricing power and
future demand. Active adult buyers are com-
ing down from the north in larger numbers,
and working-age buyers are buying as their
incomes improve. — BRAD HUNTER
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Healthy Housing Production in South Florida

Palm Beach County was the leader in housing production up until last year, when
Miami-Dade County shot ahead. Even the beleaguered South Dade market is seeing
strong volume now. The long-term future for South Florida also will include a huge
surge of activity in St. Lucie County.

Indian Ri
ndian River FL
Okeechobee St. Lucie

4" TRADITION* (s240K-s576K)
Mixed | 96 closings | 4 builders

Martin

9 VALENCIA RESERVE" (s276K-s564K)

Single-Family | 261 closings |

1 build
uieer Palm Beact B CANYON TRAILS (sa4k-s653K)
Single-Family | 137 closings |

7 WATERVIEW (s258K-s302K) 1 builder

Single-Family | 135 closings |

1 builders 5 THE BRIDGES" (s581k-51,603K)
Single-Family | 175 closings |
8 GRAND BAY* (s474K-5710K) Broward 1 builder
Single-Family | 40 closings |
1 builder

1| AVENTURA ISLES* (s251K-$379K)
Mixed | 85 closings | 1 builder

2 KENDALL SQUARE" (s272-s444K)
Mixed | 281 closings | 1 builder 10! DORAL CAY (TH) s170k-s5128)

Dade Mixed | 221 closings | 1 builder

3| SILVER PALMS™ (s189K-s444K)

Mixed | 193 closings | 1 builder

* Collection of multiple subdivisions that share a marketing

location and entry monumentation

Top 10 Communities by Annual Starts

Aventuralsles
Kendall Square
Silver Palms
Tradition
Bridges, The
Canyon Trails
Waterview

Grand Bay

Valencia Reserve

Doral Cay TH

o] 50 100 150 200 250 300 350 400

Housing Starts



Production Builder Ranking (Top 25)

Observed Market

Rank Builder Closings Share
1. Lennar 1,457 25.7%
2. GLHomes 592 10.5%
3. D.R.HortonHomes 576 10.2%
4. Minto Builders 333 5.9%
5. CCDevcoHomes 265 4.7%
6. Standard Pacific 232 4.1%
7. Kolter Communities 219 3.9%
8. DivostaHomes 209 3.7%
9. Toll Brothers 128 2.3%

10. WCI Communities 120 2.1%

11. JV Shoma Group/Terra 115 2.0%

12. Terra Group 115 2.0%

13. K.HovnanianHomes 100 1.8%

14. Centerline Homes 84 1.5%

15. Pulte 78 1.4%

16. SouthernHomes 77  1.4%
17. GHO Homes 65 1.1%

18. Home Dynamics 53 0.9%

19. Maronda Homes 51 0.9%

20. Jeannie Homes 40 0.7%

21. 360 Homebuilders 33 0.6%

22. CentexHomes 29 0.5%

23. SouthBay Construction 28 0.5%

24. |abel & CoDevelopment 27 0.5%

25. Stiles Development 27 0.5%

464%

The percentage of all
new homes that are built
by the top three builders

in South Florida

© WWW.BUILDERONLINE.COM

CONSTRUCTIONIS BACK

Since bottoming out in 2009, construction has tripled and housing has been on
the rebound in the South Florida market. Miami-Dade has surpassed Palm Beach
County in annual starts and inventory.

Annual Starts & Closings of New Single-Family Housing
® Annual Starts ® Annual Move-ins
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Annual Starts by County
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DETAILS

Gate
Gravitas

A steel gate imparts both heft
and lightness as a standout
feature on a bland streetscape

hange can be daunting for any-

one, but homeowner associa-

tions find it especially difficult

to handle. For example, this art-

ful yet unassuming steel gate
caused quite the uproar with the client’s as-
sociation which, according to architect Te-
resa Rosano, thought it was too crazy for
their uniform rows of matching fagades. Ro-
sano and partner Luis Ibarra eventually com-
promised by agreeing to keep the house’s
exterior paint color in the beige range in ex-
change for getting the gate approved. “The
design is kind of see-though, but it still has
substance to create a strong threshold,” Ro-
sano describes. “It’s your one clue that this
house is different from all the rest.”

Rusted steel in 2x6 strips wraps around it-
self in an elongated Greek key pattern with
slivers of light and views filtering through the
gaps. The steel’s 11-foot-tall-by-4-foot-wide
mass juxtaposed with the design’s translu-
cency hints at what’s to come within the new
entry courtyard and renovated interiors. Be-
low the swinging sculpture, a bed of smooth
stones set in concrete further enhance the
idea that this is more than just a doorway.
Once people step through this portal they find
themselves in a completely different world
full of bold style, open spaces, and immense
pieces of art collected by the homeowners.

“The gate embodies the entire project,”
Rosano explains. “It was all about liberating
the house and opening it up to the views
while giving it more gravitas.” — SHELLEY
D. HUTCHINS
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&

Project Pontatoc
Residence, Tucson, Ariz.

Architect Ibarra Rosano
Design Architects,
Tucson

Fabricator Graphic Iron,

Tucson

© WWW.BUILDERONLINE.COM
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'BOND.
ADHESIVE

Lay 12 sheets of
standard subfloor
with just one can of
DAP® SmartBond™
Subfloor Adhesive.*

Faster and easier to
apply. Polyurethane
strong. Now how’s that
for working smarter?

r sheet.

DADHESIVE.COM/BM
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GO FURTHER
8X more coverage — 1 can of DAP® SMARTBOND™ equals the coverage of 8 cartridge adhesives”

GO FASTER

25% faster to apply — Easy aerosol dispensing with less gunning

GO STRONGER

Polyurethane strong — Dynamic adhesive gel forms a permanent bond

See
SMARTBOND™
on the job.
Get the free mobile app
T ER
NANS
a ; e AT TESTED
HEAVY DUTY SUBFLOOR LANDSCAPE COVERAGE AVAILABLE AT

www.nahbre, com/tested

Check out the TP SmarTBoN.project calculator at www.SMARTBONDADHESIVE.com/bm

*Subfloor 8X comparison based on 20 0z. can versus 8-28 0z. cartridges. Heavy Duty and Landscape 8X comparison
based on 12 0z. can versus 8-10 oz. cartridges. Subfloor adhesive comparison based on recommended " cartridge
adhesive bead versus DAP® SMARTBOND™ recommended !2" adhesive bead. Heavy Duty & Landscape Adhesive based on

and other buildin
recommended %" cartridge adhesive bead size versus DAP® SMARTBOND ™ recommended 12" bead adhesive. ©2014 DAP Products Inc. An m Company material supp!ierg




National Association of Home Builders

Keep Your Projects
On Schedule and On Budget

Develop a successful project management blueprint for your company.

Register for the three-week Project Management-LIVE! course, and you’ll learn
the three phases for successful projects—planning, implementation and
evaluation—that profits the bottom line and makes home buyers satisfied.

Three consecutive Tuesdays—April 22, April 29
and May 6—1:00 to 3:00 PM ET.

Designations Credit: CGA, CGB, CGR

Sponsored by

NAHB Education ProServices  nahb.org/ProjectManagementLive

B85 20141
WOW! THAT WAS GREAT!

The NAHB International Builders’ Show and the Kitchen & Bath Industry Show (KBIS) — two extraordinary
events — co-located in Las Vegas in early February to create the first Design & Construction Week.
With over a combined 1,700 exhibitors covering more than 650,000 square feet of floor space, Design &
Construction Week delivered an amazing experience for over 75,000 attendees from across the globe.

“¥“\§‘“ﬂ\¥‘; . ) /\
e 2015 NAHB International Builders’ Show NAHB ‘ Im
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SALES STRATEGIES

Dig Deep With Buyers

No question is too personal when it comes to connecting with clients

ales professionals who under-
stand the whys behind their
prospect’s desires gain a competi-
tive edge over salespeople who
only understand their desires.
Inorder to understand the whys, you have
to dig with customers. That means nothing
is off limits—family situations, W2s, and
even marital disputes. Sure, that may seem
intense, but I am convinced that it’s the only
way to do the best thing for your clients.
Buyers are motivated by more than sharp
kitchen designs, functional storage spaces,
and good school districts. They are motivated
to improve their lives. If they just wanted a
product, they wouldn’t need you. They'd need
an order form. They do need you though be-
cause what they really want is a home—a
place to entertain guests, host family events,
and build memories with their kids. X-factor
sales pros (those with the competitive edge)
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dig beyond the what so they can understand
the why. They ask questions so they can ad-
dress the things that really matter to buyers,
which gives them confidence in their pur-
chase. When they uncover the whys behind
their buyers’ desires, they can then sell to
those deeper desires.

How Personal Is Too Personal? Some people
might be feeling a little uncomfortable with
thisand wondering, “What about the custom-
ers who want to be left alone and the thinkers
who want to process things internally? What
about those who appear closed-off and don’t
want to share their mission? Isn't it too pushy
to pry into their deepest whys?”

In this situation, think about what you
look for in a doctor. Do you want someone who
asks what you came in for, writes a prescrip-
tion, and then rushes to next patient, or do
you want one who takes the time to ask ques-

tions to make sure they understand what’s
going on? Unless you want to remain sick, you
probably want the latter—one who responds
to everything you say with sincere interest
and gives you confidence in their leadership.
This is the kind of doctor who asks about your
bowel movements, your sexual activity, and
your bad habits. They dig, which is exactly
what makes you feel like they are working
with you as a partner in resolving your issue.
If, as a salesperson, you don’t know what
the consequences are if the customer doesn’t
make a change, you will not have enough in-
formation to give them the best “prescription”
for their needs. You won't be able to talk about
how to improve their lives, and you will be
forced to focus on the product or the price.

Keep Asking For More Let’s again consider
the question of what is too personal by exam-
ining the following scenario. A couple walks
in and says they need an extra bedroom. You
could dive right in and talk about your three-
bedroom models, but you want to know why,
so you ask what the extra room will be used
for. It turns out they have a newborn. Armed
with this information, you ask, “What’s hap-
pening in your current home that is leading
you to look for a change?”

That’s when the wife steps closer to you
and you notice her bloodshot eyes. She re-
veals that the two older kids are sharing
rooms and keeping each other up at night,
which makes for miserable days. You take it
one step further by asking her how that’s
making her feel, and she responds that it’s
making her second guess the decision of
staying at home and causing tension with
her husband. There it is! They don’t need an-
other bedroom for their newborn; they need
another bedroom for their marriage.

Did you really need to dig that far? Abso-
lutely. Now you know what really brought
them through your door. With that informa-
tion, you can inspire them to sign the con-
tract and move forward even when they get
cold feet or find out they have to sell their
home for less than they thought.

with that perspective the question
changes from “How personal is too person-
al?” to “Is it possible to lead prospects to a
solution that improves their lives if I don’t
get too personal?”

Jason Forrest is chief sales officer at Fort Worth,
Texas-based Forrest Performance Group.

Hlustration by Alex Nabaum



WITH MORE CHOICES
THAN EVER.

© 2013 Masco Corporation of Indiana
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TECHNOLOGY.

Five years ago, Delta® Faucet revolutionized the faucet industry with the
introduction of Touch20 Technology, which allows you to start and stop
the flow of water with a simple touch. Today, this smart, customer-preferred

solution has grown to include nearly 50 styles and finishes.

Watch the Touch20 Technology video at deltafaucet.com/Touch20.

Circle no. 314

HDELTA

see what Delta can do”




Foundations

TACTICS

How to Hire the Best

An 11-step hiring process is time consuming, but one builder swears
by it and touts a 90 percent success rate

It takes me longer to hire someone for my staff than it
does to design a home. My policy when it comes to hiring:
Make the applicant work to get the job. Yes, that takes
time. But my success rate with this 11-step system is 90
percent, and when I've failed to follow it, I've regretted it

every time.

1. Know What You Want

Define the job you're trying to fill, very spe-
cifically. Write an eight- to 10-sentence de-
scription. Ask your staff for help. I have
made the mistake of starting to recruit for a
position, only to discover later that staff had
other, better ideas for a job description.

2.Rely on Word of Mouth

Ask friends, subcontractors, suppliers and
employees to recommend candidates so you
get some perspective about the applicant
from people you trust. I find 10 percent of
my new hires that way.

3. Advertise Accordingly

Post help-wanted ads in the newspaper, on
sites like CareerBuilder.com, and on Craig-
slist. Include as much of your eight- to
10-sentence job description as possible, and
reveal your non-negotiables. For example, if
the candidate must have three years of ex-
perience and his own tools, say so. Don’t
give your phone number in the ad.

4.Pay Attention to Details

Weed out résumés with spelling errors, long
stretches of unemployment, lack of experi-
ence, or the wrong kind of experience for
the job. Look for education and training that
could help them succeed.
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5. Gauge Their Interest

Email candidates in your “yes” pile with ques-
tions about why they want the job, what their
primary skills and strengths are, and what
salary range they’re looking for. Only candi-
dates who are truly interested will bother to
respond. Follow up with those who reply by
asking a few more questions and, if their an-
swers satisfy you, offer a phone interview.

6. Personality Matters

Before that phone interview, I ask each can-
didate to complete a Myers-Briggs Type Indi-
cator personality inventory, which indicates
whether his or her personality type will fit
the job. For a sales or office manager job, for
instance, I'm looking for an extrovert, but
introverted architects and bookkeepers do
fine working in the office on their own.

7. Ask About Their Skill Set

During the interview, pinpoint whether the
candidate has the critical skills needed for
the job. For example, I ask carpenters about
their tools and press bookkeepers about how
well they know construction accounting.

8. Meetin Person

Once I conduct phone interviews, I select
candidates for a 15-minute face-to-face inter-
view to determine whose personality will fit

best with my staff’s. I ask them about their
experience and why they chose their career
paths, their schools, and their prior jobs.

9. Introduce the Staff

If the in-person interview goes well, I invite
a couple of staff members to join us for five
minutes. This generates further evidence of
whether they’d be a good or poor fit.

10. Allow Current Staff to Weigh In

Next, staff members interview the remaining
few candidates without me. Interviewees will
reveal things to colleagues that they never
would say to a future boss. Once, a candidate
answered his phone during a staff interview
to talk about his boat. He didn'’t get the job.

11. Make an Offer—on Your Terms

Finally, I talk more specifically about money
with the candidate and make an offer, contin-
gent on the results of a drug test and back-
ground check. I don’t let the new hire start
work until I see those results.

Most builders say they don’t have time for a
process like this. But I figure it costs up to
$10,000 to hire the wrong person, once you
consider training and having to start the pro-
cess over if a quick hire doesn’t work out.

Jeb Breithaupt is a third-generation builder,
designer, and remodeler, and the owner of JEB
Design/Build in Shreveport, La. A version

of this story originally appeared in our sister
brand, Remodeling.

If you would like an example of
my “help wanted” ads, email your
request to katy@jeb.net.

© WWW.BUILDERONLINE.COM



! / Tankless Water Heaters

SO ONCE INSTALLED, IT NEVER REQUIRES A SECOND THOUGHT.

confidence.

At Rinnai, our unwavering commitment to
quality and reliability is what defines us. You
can see it clearly in our tankless water heaters,
each equipped with precise engineering,
performance you can count on time after
time, and incomparable support—all of which
earns Rinnai Tankless Water Heaters the title
of North America’s number-one selling brand,
and the confidence of professionals and
homeowners everywhere.

Let us help you find the right solution for
your next project at
Circle no. 241
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SUCCESS STORY

Verity Boosts Net Profit

North Dakota builder links multiple software systems to eliminate
duplicated efforts and speed up front- and back-end processes

t’s not easy to find back-office employees
with construction experience in Bis-
marck, N.D,, yet as the housing market
there began to rebound, Verity Homes
needed to hire five new workers.

So as the Red Door Homes licensee
ramped up from 127 single-family starts in
2011 to 154 in 2012, Verity Group CEO Arthur
Goldammer needed to figure out how to scale
up the 26-employee, semi-custom home
building business by 20 percent without the
help of new hires in purchasing, estimating,
and other back-office functions.

His solution: link multiple computer soft-
ware systems to omit duplicated efforts and
speed up processes like options management,

contract generation, bidding, estimating,
purchasing, and invoicing. This isn’t so dif-
ferent from what big, national home builders
do, Goldammer says, “but for where we're at,
it’s unique and a first. Home building is anti-
quated here. The market hasn’t forced build-
ers to start using best-practice methods.”

His result: A $300,000 increase in net
profit, even though “we’re running five re-
sources short of where we would be if we
were doing it more the manual way,” says
the builder, who forecasts a bump up to 165
homes—including a 30-unit multifamily
building—for 2013.

That will help pay off a six-figure invest-
ment in computer systems, licensing, and

Founded 2006
Employees 26

Company Verity Homes

Location Bismarck, N.D.
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Total Homes Sold in
2013165

Price Range of Homes
$180,000t0$750,000

consulting fees that, Goldammer figures,
can estimate five homes in the time it typi-
cally takes a trained estimator to do one.

It also lightens the load on the front end
for the sales reps who record their clients’
requests for options and upgrades from a
catalog of more than 5 million possible com-
binations—including structural changes—
among the builder’s 38 base home plans.

Five Programs Share Data, Save Time Verity
Homes has combined CAD, CRM, workflow,
accounting, and BIM software from five
sources—Sales Simplicity, BuilderMT, Sage,
CG Visions, and Vertex—in an arrangement
that allows each one to share information
with the others. That omits the need for a
sales rep, for instance, to search for and key
in a price for each option because the correct
prices are already in a product database to
which the rep has access.

It saves the purchasing agent, drafter,
superintendent, and accountant from re-
keying that information during the design,
bidding, scheduling, production, and invoic-
ing stages of the project.

“The amount of time it saves just to pro-
duce a contract is immeasurable because you
just click, click, click,” says Barry Forbes,
president of Chandler, Ariz.-based Sales
Simplicity Software, who notes the system
also cuts down on pricing errors. “And that’s
just on the sales side.”

Tom Gebes, president of Lakewood, Colo.-
based BuilderMT, says his firm’s WMS
(workflow management system) offers core
applications for bidding, purchasing, and
scheduling, and also acts as a portal through
which software from different vendors for
CAD, estimating, BIM, sales and other func-
tions can communicate with each other.

Such an “enterprise system,” he says, can
allow firms like Verity to double or triple in
size without adding any back-office staff.
And he estimates that most builders can see
their net margins increase by at least 2 per-
cent within a year to 18 months.

The system could allow Verity to expand
beyond its Bismarck and Minot, N.D., markets
and into the eastern part of the state. “We
have the capacity to be scalable that we
couldn’t have had without it,” says Goldam-
mer, who adds that it took Verity a year and a
half to make the system fully operational.

He advises builders: “Stick with it because
it will pay off.” — SHARON O’MALLEY

Hlustration by Harry Campbell



Don’t leave money
on the celling.

Improve your margins
eem— by upgrading your customers
- Garage Door remained open ‘to ‘the LiftMaster 8550.

The remarkable LiftMaster® 8550 sends an alert to your customers’
smartphone when their garage door opens and closes. They

can control it from anywhere with MyQ® technology, and it even
works when the power is out. It’'s the ultimate garage door opener
upgrade...and another profitable opportunity from LiftMaster.
I
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Visit LiftMaster.com to find a dealer near you. L.ft MaSter

@ 2013 LiftMaster All Rights Reserved GARAGE DOOR OPENERS



You'll find premium Veranda® ArmorGuard™ exclusively
at The Home Depot? This exceptional decking is priced

. lower than other premium composites, so you can outbi
. your competition. And it comes with a 20-year warranty

~ against cracks, splits, color fade, and stains, so it can outlast
other decking. That’s the power of The Home Depot.

homedepot.com/pro you More saving. More doing.
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Redbacks Knee Pads
The leaf-spring technology in Redbacks Knee Pads
slows, controls, disperses, and reduces point pressure on
the knee by distributing weight more evenly than foam.
Constructed from thermoplastic elastomer, the low-density
material is lightweight, durable, and does not retain
moisture. www.redbackkneepads.co.uk. Circle No. 1.
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TOP SHELF

Safety First

Our editors'list of eight products

to aid in jobsite safety
EDITED BY SANDRA MALM

1. Falltech Body Harness

Safety harnesses are known for
two things: saving lives and being
uncomfortable. Falltech hopes
to eliminate the second part

of that equation with Flowtech.
The lightweight harness reduces
heat discomfort by allowing air

to circulate around the padded
back shoulder and waist areas.

It has quick-connect clips,
twist-resistant straps, forged
aluminum D-rings, and a nine-
position belt to support tool bags.
www.falltech.com. Circle No. 2.

2. Miller Fall Limiter

Starting at 2.3 pounds, this
personal fall limiter from Miller
by Honeywell is the lightest
weight 9-foot unit available, says
the firm. A compact alternative
to shock-absorbing lanyards,
Turbolite attaches directly to
the harness D-ring for increased
worker mobility and features
adurable nylon housing and
abrasion-resistant webbing.
Allmodels meet OSHA
requirements. www.millerfall
protection.com. Circle No. 3.
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3. Gateway Safety Glasses

Get the benefits of safety
glasses and goggles in one with
Swap. The eyewear fills both
roles as the temples and head
strap easily can be switched
with the touch of a button.

The one-piece wraparound
polycarbonate lens provides
durable protection, while venting
channels around the frame
reduce the hot air buildup that
causes fogging. Soft foam lining
blocks dust and debris. www.
gatewaysafety.com. Circle No. 4.

4.3MHeadset

This earmuff headset lets you

to listen to music while protecting
your hearing from construction
noise. It has a noise-reduction
rating (NRR) of 24 dB. The built-
in AM/FM radio has an LCD
screen and will accept up to 50
station presets. Large knobs and
voice control assistance allow
you to operate the tuner without
removing the headset to see
what you're doing. There's also
ajack to connect an MP3 player.
www.3m.com. Circle No. 5.
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INTRODUCING FULLY INTEGRATED

SHADES

from Marvin
THE LATEST INNOVATION YOUR CUSTOMERS SHOULDN'T HAVE TO LIVE WITHOUT

R AFT ElD v\ Pine wood, Wheat stain and Satin Taupe hardware

MERIC
ircle no. 234

with light-filtering Marigold shades.

Marvin Shades is the latest Marvin product to come from a long history of innovation; four
generations, in fact. You can provide your customers beautiful, made-to-order shades that
seamlessly integrate with their windows and doors. With several colors of fabric options available
and no need for measurement, shades complement any design. This turnkey solution operates with ease,

and lives up to the high standard of quality you've come to expect from every Marvin product.

MARVIN %

Windows and Doors

Built around you:

Find the fit for your customer at PROS.MARVIN.COM/SHADES

©2014 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors. 1-800-268-7644
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5. Werner Ladder

The Podium Series step ladder
has an oversize top step that
functions as a standing platform,
and a waist-height guard rail
doubles as a tray for small tools
and parts. The features make

it possible for users to safely
and comfortably work facing any
direction, with no possibility

of standing too high on the ladder.
The ladders will be available

with platform heights of 3, 4, 6,
8, and 10 feet. us.wernerco.
com. Circle No. 6.

6. Casella Dust Monitor

The rugged CEL-712 Microdust
Prois a data logging instrument
for real-time detection of
airborne dusts, fumes, and
aerosols. With anicon-driven
user interface and large
graphical color display, the tool
performs well for walk-through
surveys or continuous evaluation
of the workplace. The monitor
can be zero- and span-calibrated
in the field and stores up to

999 data measurements. Www.
casellausa.com. Circle No. 7.
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7.Hammerhead System

The Gear Keeper Hardhat
Lanyard Retention System from
Hammerhead Industries has
been tested to safely tether

all common industrial hardhats,
mitigating the risk of a falling
hardhat endangering the jobsite.
The device easily attaches with
Velcro strap loops. The design
is meant to keep the lanyard
close to the body to avoid
discomfort and entanglement
while working. www.gearkeeper.
com. Circle No. 8.

8. Super Anchor Safety Bar

The Safety Bar provides open
framing fall protection. The
product is OSHA and ANSI
compliant, and offers a sturdy
tie-off point for two workers.

It spans three trusses at the
same time, can be rolled down
the roof as the trusses are placed,
and also can be used inverted.
The best part? It's easy and fast
to set up, according to Tools

of the Trade contributing editor
Tim Uhler. www.superanchor.
com. Circle No. 9.
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Add safety to your list
of selling points.

Now, you can offer buyers one more reason to
buy with built-in whole house surge protection.

Protect your customers’ homes and everything they put in them.

Whole house power needs whole house protection. In one easy to install device, you
can add whole house surge protection for appliances, electronics, telephone, and cable
lines to your homes. The Square D™ by Schneider Electric Surgebreaker™ Plus, whole
house surge protector, installs next to the load center and protects against the everyday
damage of low voltage surges as well as unexpected events such as lightning surges.

Build a reputation for safety. Protection you can count on.

In an increasingly competitive market, offering buyers an extra layer of protection From APC™ by Schneider Electric outlet surge
for their family, home, and belongings can give you an advantage. You can rely protectors to the Square D Surgebreaker Plus,
on decades of surge protection expertise from Schneider Electric. Edge out the Schneider Electric offers you and your customers
competition by building your reputation for safety and peace of mind. complete surge safety solutions.

Learn why homebuyers want surge protection!
Download the FREE Residential Solutions kit plus enter
to WIN a Samsung Galaxy Gear™ (a $299 value)!

Visit www.SEreply.com Key Code g773u

B Lo

. SE | ©2014 & SehneidePEleetri § APC, and Surgebreaker are trademarks owned by Schneider Electric Industries
f ’ in Si7] SASori re prope i ctive owners. ® www.schneider-electric.com/us ® 998-1214515_US_Gear



Products

CATEGORY REVIEW

Natural Instincts

Wood-inspired flooring materials bring nature indoors and continue
to gain popularity, especially in open floor plans. BY SANDRA MALM

loors are the single biggest visual
element in a home. They set the
mood and tie the house together. In
kitchens and, increasingly, great
rooms, putting the floor to work as
awarm visual element is paramount.

Open floor plans present a challenge when
specing flooring. Great rooms lend themselves
to a monolithic look for which wood floors are
well suited. “Running the same species, the
same color, through the entire floor of the
house creates a seamless look for open floor
plans,” says Sara Babinski, principal designer
for hardwood and laminate at Armstrong.

Hardwood—still less common than ce-
ramictile—accounted for one-third of kitchen
floors installed in new homes in 2012, accord-
ing to the most recent Builder Practices Sur-
vey by Home Innovation Research Labs.
While tile remained steady over the past eight
years, hardwood snapped up 13 percent of the
market share and is the fastest growing mate-
rial in the category.

The study shows that 12 percent of entry-
level homes and 40 percent of move-up and
luxury homes use hardwood in the kitchen.
“It makes sense that people want to invest in
a floor that lasts forever,” says Chris Sy, vice
president of contractor sales and development

The mesquite flooring in this
Texas home and Watermark
Awards merit winner captures
apure, site-specific essence.
Mesquite is also extremely stable
and is about equal on the Janka
hardness scale to exotic woods
such as mahogany. For this
custom installation the 6-inch
planks feature a beveled edge

to distinguish each board. Pricing
starts at $12 to $14 per square
foot. www.hardwooddesigns.
net. Circle No. 10.
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Today, you can place the dryer flush to the wall
without crushing the exhaust hose or otherwise
restricting airflow. Install the Dryerbox’for safer,
roomier and more efficient homes.

Your Competitive

Edge

/h%

Partnering in your success for over 30 years

Roofing | Siding | Windows | Gutter | Tools | Accessories
Circle no. 257

<’\"SSI;',‘%
g PN Or
| ¥ NEW standard Installation Model 480 W ‘ - ™ 3 Circle no. 274
22 Gauge Aluminized Steel—Shown Painted Aetial Transition Ho;e without @ Dryerbox
In-0O-Vafte 888-443-7937
R
/Technologies Inc WWW. nl'vel'bﬂx.cﬂm
www.abcsupply.com

At ABC Supply, you have a choice of top brands
and products. You'll work with a trusted, knowl-
edgeable distributor who understands your com-
pany’s service needs and gives you a competitive
edge in a forever-changing market.

Look to ABC Supply for:

« Uniform service practices of one company with
over 450 locations

« Choice of top brands, products, tools and accessories

« Competitive pricing, electronic billing, product
bundling, and custom reporting

« Order accuracy, delivery coordination and prompt
communication

Experience the ABC Supply
difference for yourself

==

Supply Co. inc.




Products

at Carlisle Wide Plank Floors. “Taking out your
flooring is a disruption at a high cost. With
hardwood, you're putting down a surface that
may outlast the lifetime of your house.”
Dawn McElfresh, builder channel market-
ing manager for Armstrong, says hardwood is
the best return on investment. “As the housing
market comes back and there’s more money
available, we'll see more buyers taking advan-
tage of the return hardwood offers,” which
comes from appraiser recognition of resale
values as well as the material’s longevity.
Moving into 2014, hardwood designs are
in tune with the rising popularity of Belgian
style. The transitional movement mixes raw
and polished finishes, light and dark hues,

and rough and soft textures. “We’re transi-
tioning from dark black and brown colors,
like natural walnuts and heavy stains, to
whitewash and driftwood grays,” says Sy.
“The finishes are much more matte, giving
an unfinished feel to the floor.”

The lower gloss, textured products are
also known to hide dust and imperfections.
“Most scratches you see in wood floors are in
the poly, breaks in the sheen,” Sy explains.
“Matte finishes tend not to show scratches.”

The designers at Armstrong echo Sy’s ob-
servations, though Babinski predicts true
rustics reached their height in 2013. “The
grays won't go away, though,” she says.

Carlisle’s most popular products aren’t just

getting lighter, they’re getting wider. “In our
market we've gone from having a 6.5-inch-
wide average toa 9 to 10 inch,” Sy says, though
he advises builders to be more critical of wood
quality when installing wider planks.

Of the new homes from the survey built
with wood in the kitchen, about two-thirds
used solid hardwood and one-third used engi-
neered hardwood. The wood-inspired look also
can be achieved with laminates, vinyl sheets,
and alternatives such as bamboo and cork. The
challenge is staying true to what attracts
homeowners to hardwood in the first place.

“It’s about warmth and comfort,” Babinski
says. “Wood brings nature inside, and the
natural textures are hard to beat.” B

Carlisle Wide Plank

(ShawFloors [l Bellawood

Laminate flooring has an inner
core made from wood fibers, but
it is the photo-realistic image on
what Armstrong calls the design
layer that captures the essence
of genuine wood. With eight color
choices, the Architectural
Remnants line mimics the look

of reclaimed wood. The 12mm
laminate features the firm's
VisionGuard wear layer to protect
from staining, fading, and wear.
Prices start at roughly $3.50

to $5 per square foot. www.
armstrong.com. Circle No. 11.

Carlisle Wide Plank Flooring has
developed its SlowCraft process
to deliver solid wood planks up
to 20 inches wide. Its premier
lines of solid pine and oak floors
average widths of 8 to 10
inches, the company says.The
Oyster Bay Collection (shown)
offers neutral tones with minimal
sheen, creating a natural, matte
look. The product also is offered
as an engineered wood. Pricing
starts at $18 per square foot.
www.wideplankflooring.com.
CircleNo. 12.

| 8 BUILDER MARCH 2014

Engineered hardwood is made
with three to five layers of
hardwood stacked ina cross-
grain configuration and bonded
together under high heat and
pressure. It offers more durability
compared with solid hardwood,
say manufacturers, and is less
likely to be affected by humidity
and moisture. The Acadian line
uses Shaw's environmentally
friendly EnviroCore, made

of recycled wood fiber. Prices
start at $8 per square foot. www.
shawfloors.com. Circle No. 13.

Bellawood says Ultra-Strand is
crafted from fine bamboo fibers
pressed together with aresin,
which is why you won't see the
knuckling common to many
bamboo products. A sustainable
alternative to hardwood, bamboo
continues to grow from the stalk
that is harvested and has a short,
five-year harvest cycle. Ultra-
Strand features a tongue-and-
groove profile type and comes

in three finishes. Pricing starts
at $5 per square foot. www.
bellawood.com. Circle No. 14.

© WWW.BUILDERONLINE.COM



remodeling {COSTvsVALUE

Looking for resale values on popular
remodeling projects in your market?

Wl They are FREE at costvsvalue.com

Y

Cost vs. : v
Value 2(2]4 Y/ ; Featuring:

» 35 Projects in 101 Cities
» 3-D renderings on project pages
» Interactive infographics

REMODELING magazine's Cost vs Value Report lets you compare construction
costs and resale values for 35 popular remodeling projects in 101 U.S. markets.
Every national, regional and city report is available online—for FREE.

[@3) vamesHardie  (@ProVia  THERMALTRY
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Builder

Content Licensing for Every Marketing Strategy

Marketing solutions fit for:
Outdoor | Direct Mail | Print Advertising | Tradeshow/POP Displays | Social Media | Radio & TV

Leverage branded content from Builder to create a more powerful and sophisticated statement about
your product, service, or company in your next marketing campaign. Contact Wright's Media to find
out more about how we can customize your acknowledgements and recognitions to enhance your
marketing strategies.

For information, call Wright's Media at 877.652.5295 or visit our website at www.wrightsmedia.com



Sound Off

Hunting the Market

Buyers
Moving
Forwar

If you want a sense of

the demand drivers active
in the market right now,
take a look at our research

Traffic is up for many
builders, indicating an
increased interest in
shopping for a home.

5 O BUILDER MARCH 2014

etrostudy has just
completed its com-
prehensive year-end
2013 nationwide re-
search, which offers
a summary of the
high-level findings
that have come back
from the field. The
research is at the subdivision level, where
Metrostudy’s field researchers count activity
on the ground, lot by lot and house by house.
Metrostudy counts actual starts, inventory,
lot supplies, move-ins, and other key statis-
tics every quarter in 30,000 subdivisions na-
tionwide. The company deploys a team of 350
trained researchers to count every start, lot,
and inventory home in every subdivision in
the markets it covers nationwide.
Metrostudy has found that, although sales
slumped in recent months, the overall trajec-
tory of demand is still upward. The drop in
sales in the summer and fall precipitated
what Metrostudy measured as a 22 percent
drop in housing starts (fourth quarter versus
third quarter, not seasonally adjusted).

Construction Fell in the Fourth Quarter
Metrostudy’s proprietary data on new con-
struction show that the pace of housing starts
fell in almost every market in the country in
the final three months of the year, reflecting
a slowdown in orders that took hold starting
midway through the year. This was a reversal
of prior trends, which had reflected robust
growth in home construction.

Some highlights from the fourth quarter
study, just focusing on the year-over-year
change in starts:

The steepest declines were in suburban
Maryland (Washington, D.C., area), Albu-
querque, N.M., Boise, Idaho, and Nashville,
Tenn. Nashville is a noteworthy case, be-
cause that market has seen a massive influx
of national builders, and Metrostudy per-
formed a several market studies last year for
builders who are still poised to enter.

The slowdown in starts that occurred all
across the country has its roots in the slow-

Brad Hunter

CHIEF ECONOMIST
METROSTUDY
bhunter@metrostudy.com

[ /Y

down in sales that started in the late summer,
which many builders refer to as “the pause.”

The Pause May Be Resolving Now

The pause occurred because builders pushed
prices up too fast and too far in the first half of
2013, and many buyers got sticker shock. Asan
example, this is what happened in Southern
California. There was a surge in net contracts
per subdivision in the first half of 2013 (the
normal seasonal pattern), but highly exagger-
ated. There was a frenzy of home buying that
was accelerated by the rapid upward move-
ment of prices, which motivated many buyers
to pull their purchasing decision forward to
beat further price increases.

Of course, the announcement of the Fed’s
“taper” at mid-year took the wind out of the
sails of a lot of buyers, because as they ap-
proached closing, their mortgage rate (read:
monthly payment) suddenly increased.

Now, buyers seem to be moving ahead
with their purchases once again.

A Cautiously Optimistic Outlook for Spring
Selling Season

Our builder contacts nationwide are gener-
ally saying they are “cautiously optimistic”
about the upcoming spring selling season.
Trafficis up for many builders, indicating an
increased interest in shopping for a home.
The key then is what builders call ‘conver-
sions’—how many of those shopping for a
new home are also ready, willing, and able to
buy a new home.

It also should be noted that, although
starts fell sequentially on the quarter, home
construction is up 8 percent when compar-
ing year-end 2013 to year-end 2012, and the
expectation is that there will be a larger rate
of gain in 2014.

Lot Shortages Are Impacting Builders

Many markets and submarkets are experi-
encing severe lot shortages (and record lot
prices). That said, Metrostudy’s research in-
dicates that lot production is increasing. The
problem is that it is not increasing as fast as
home construction. B
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The Most Trusted Brand
of Foundation Waterproofing

in America!

Delivering proven performance,

exceptional quality and unparalleled
reliability to builders for almost 30 years.

You can’t do better than the TUFF-N-DRI® Basement Waterproofing System to
protect your foundation against harmful moisture damage and thermal loss.
For years, builders have recognized TUFF-N-DRI as the highest quality

waterproofing system available to assure a dry basement...and peace of mind.

Performance-engineered to provide up to 8 times greater protection against
moisture than comparable waterproofing brands, you can have confidence in the
TUFF-N-DRI Basement Waterproofing System...and that’s the best foundation

to build on.
="/Barrier Solutions.
Circle no. 339 1 800.876.5624
AP compeny www.tremcobarriersolutions.com

MOISTURE OUT. | CONFIDENCE IN"

©2012, Tremco Barrier Solutions, Inc. TUFF-N-DRI® is a registered frademark of Tremco Barrier Solutions, Inc



Sound Off

Crowe's Economy

Bringing
Workers
Back

Labor shortages caused by

the downturn might present
a problem as the construction
industry rebounds

Fewer young people are
choosing construction:
from 2005 to 2012,

the share of construction
workers age 20 to 24

fell from 10.7 percent
to 6.7 percent.
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critical component in
building homes is the
labor pool. The indus-
try collapse sent many
construction workers
into other fields or to
other locations. A sim-
ilar trend occurred in
the industries that
make products for homes as purchases of
building materials, appliances, flooring,
and fixtures also crumpled.

Labor Shortage Problems Reacquiring trained
and willing workers has presented a problem
to rebuilding the industry. In a recent NAHB
survey, builders rated challenges from the
past year and those that face them in 2014. At
the end of 2012, 30 percent of builders rated
labor as a significant problem; by the end of
2013, that number rose to 53 percent. And 65
percent of builders expect the cost and avail-
ability of labor to be a major issue in 2014.
Another2013 NAHB survey shows that the
greatest shortages are in framers and carpen-
ters, regardless of whether the builder is hir-
ing an employee or a subcontractor. Builders
coped with the limitations in several ways
such as raising the home price, increasing
wages, searching for labor in a wider geogra-
phy, and slowing or turning down work.
Total residential construction employ-
ment peaked at 3.45 million workers in April
2006, when we were building 2 million
homes per year. Employed residential con-
struction workers dropped to 2 million in
March 2011, when we were building about
500,000 homes. Construction dropped by
more than 75 percent, but employment
dropped by less than half. Many builders and
subs kept their staff even though they didn’t
have the same amount of work; some em-
ployees worked fewer hours. As construction
revives, retained workers are working longer
hours while firms wait to confirm a full re-
covery before committing to new hires.
From peak to trough, construction unem-
ployment (residential construction unem-
ployment is not broken out from all

T e
David Crowe
CHIEF ECONOMIST
\ ) NAHB
/’ )\ |  WASHINGTON, D.C.
/=y dcrowe@nahb.com

construction unemployment) rose from 6.5
percent to more than 20 percent. Since the
trough, about 180,000 construction workers
have returned to work, but the number of un-
employed former construction workers fell by
725,000. Former construction workers found
work in other industries or stopped working
altogether. Even if the 180,000 expansion
came from former construction workers, that
still leaves 545,000 lost construction workers,
most of whom either have been out of work
for a while or have gotten another job and
aren’t returning to home building.

These days, fewer young people are choos-
ing construction. An emphasis on college and
the collapse of the housing industry, as well as
adecline in commercial construction activity,
increased the diversion from a construction
career to sexier careers in computers, elec-
tronics, and less cyclic businesses. Trade
schools also have disappeared as the means to
construction career paths. From 2005 to 2012,
the share of construction workers age 20 to 24
fell from 10.7 percent to 6.7 percent, while the
share 55 or older rose from 11.7 percent to 18.6
percent. Combined with the fall in construc-
tion workers, there are half as many 20 to 24
year olds in construction now as at the peak.

Wages on the Rise Construction workers
earn near the upper end of the wage distri-
bution. In 2012, the median weekly earnings
for all full-time wage and salary workers
was $768; $740 for construction and extrac-
tion occupations. While general weekly
earnings rose 18 percent from 2005 to 2012,
construction and extraction weekly earn-
ings rose 22.5 percent.

As housing rebounds, it is hoped that labor
will do the same. Builders will further raise
wages and offer other benefits to attract work-
ers, while state and local associations will try
to attract and train more employees. The
Home Builders Institute will continue to pro-
vide Job Corps—which offers construction
training, employability skills education, and
job placement services for youth ages 16 to
24—and other programs to bring more quali-
fied workers into the industry. B
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Make your next building
a trophy building.

Give your residents the best in TV, Internet and Voice with XFINITY:

When developing your property, you want a TV, Internet and Voice partner that will provide your residents with the entertainment
experience they demand. The X1 Platform™ from XFINITY® gives them an interactive TV experience that provides instant access
to all their entertainment. With X1, they’ll get integrated search results across live TV, XFINITY On Demand™ and their DVR. Plus,
XFINITY Internet delivers the fastest in-home WiFi, so everyone can chat, surf, stream and download, all at the same time. With
XFINITY from Comcast, your building will be well equipped to provide the experience your residents demand now and in the future.

Man of Steel available

with XFINITY On Demand™
Parks and Recreation available
at xfinity.com/tv and

on XFINITY Streampix®

Call 1-800=XFINITY today.

xfinity.com/multifamily
Circle no. 210

xfinity

COMCAST the future of awesome®

/%

Not available in all areas. Restrictions apply. Features vary depending on level of service and are subject to change. TV: Limited Basic TV required to receive other levels of service.
Digital Starter TV or above required for XFINITY On Demand service. XFINITY On Demand selections subject to charge indicated at time of purchase. Internet: WiFi claim based
on April 2013 study by Allion Test Labs, Inc. Actual speeds vary and are not guaranteed. Call for restrictions and complete details. ©2014 Comcast. All rights reserved. Celebrity
endorsement not implied. Parks and Recreation © 2012 Open 4 Business Productions LLC. Man of Steel (PG-13) © MAN OF STEEL, SUPERMAN and all related characters and
elements are trademarks of and © DC Comics. © 2013 Warner Bros. Entertainment Inc. and Legendary Pictures Funding-LLC.



INTRODUCING THE ALL-NEW TRANSIT CONNECT

THE NUMBERS
DON'T LIE

1.6-LITER _ BEST

Our latest addition to the available EcoBoost

line of proven engines has both best-in-class 178
horsepower* as well as highway and combined fuel
economy.** If you have a

. f . : : H j
e HWY FUEL ECONOMY

may save you money and
time at the pump.

An can
tend patients from one end of the

130.7 oumy =

The Transit Connect van can hold 8 more cubic
feet of them than its closest competitor. That
translates into roughly 120 more tomatoes per
trip. And with a best-in-class payload rating of
1,710 Ibs. those tomatoes can be really heavy.

*Horsepower achieved using 93-octane premium fuel. Class is Small Cargo Vans. **EPA-estimated rating of 22 city/29 hwy/25 combined mpg. Short wheelbase wagon.
1.6L EcoBoost. Actual mileage will vary. "When properly equipped. Class is Small Cargo Vans. ""Class is Small Cargo Vans. Available early 2014, *Available 1.6L EcoBoost engine.

Circle no. 215




DOOR you can spend
less time in the van getting
your tools and supplies and
more time using them. You
always have a door on the

side with the best access
to your job site too.

Easy in and out from either
2 side. If you're

POSSIBILITIES

Outside, it's easy to wrap the
Transit Connect any way you like
to create your very own sleek,
modern

Inside, you can have your choice of
the wagon, with the most seating
configurations in its class.t

Or choose the van, with cargo
space that'’s easily customized

to suit your unique needs and No two and the most configurations in its
preferences, whether you're a businesses are exactly alike, but class't in a compact, nimble package.
with instruments and the new Transit Connect with Throw in reliability that’s earned the
ampsora with EcoBoost* adds up for all of them | Built Ford Tough® badge, and you've
with best-in-class horsepower* found the van with all the answers.

anglers and tackle.
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CONNECT
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Anotheerd of Walkable
" Pedestrian-friendly neighborhoods
like South Main in the town of
- Buena Vista, Colo., areiinplaces
“other than urban cores.




The more you talk about walkability, the clearer it becomes that it’s a vast
subject, involving health, community, the environment, demographics,
and economics, to name a few. “It’s so complicated, and it’s so simple,”
says Carson Looney, principal of Looney Ricks Kiss in Memphis, Tenn.
In the end, he says, “walkability is common sense.”

Having designed walkable places in urban,
suburban, and rural locations, Looney is
quick to add that walkability doesn’t have to
be synonymous with urban core. Vibrant
city neighborhoods are wonderful, but “only
a segment of the population gets to experi-
ence that,” he says. “It’s about creating a bet-
ter place, a destination, an experience.”
Walkability is also a business opportuni-
ty. Oft-cited studies by economist Joe Cor-
tright and by developer Christopher
Leinberger (both nonresident senior fellows
at the Brookings Institution) confirm that
homes with access to goods and services by
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Live/Work, Old Style
Housing types vary at South
Main, from old-style flats
above retail establishments
(left) to rustic single-family
townhomes (right).

foot perform better economically. “The typi-
cal working American pays as much for
transportation as housing,” says city planner
Jeff Speck, principal of Speck & Associates.
“Home builders need to realize that when
they build a home where people don’t need to
drive, they should be able to charge more.”
Millennials are a big force in the demand
for walkability, and they're opting for the
city in droves, says Speck in his latest book,
Walkable City. “The biggest population bubble
in the last 50 years” wants to live in places
with excitement and buzz. How to create
that where it doesn’t exist? “If we're talking

N

about new communities, the only answer is
mixed-use and walkability,” Speck says.
Millennials, though, are just part of the
picture. As baby boomers get older, many are
opting to live in places where they don’t
have to drive as much to get to services and
where they can age in place. Walk Score, a
metric that’s the current darling of the real
estate market, is a basic measure of services
within a certain radius. However, it doesn’t
take into account the quality of the walk to
get there—a gritty quarter mile along an un-
derpass being vastly different than a tree-
lined three-quarter mile with interesting

1]
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Photos: Dustin Urban (left) and Kenny Craft (right); Site Plan: Courtesy Dover, Kohl & Partners and JJ Kinsfather



BACK TO THE FUTURE

South Main
Buena Vista,
Colo.

DEVELOPERS Jed
Selby and Katherine
Selby Urban, Buena
Vista

BUILDER South Main
Building Co., Buena
Vista

ARCHITECT Craft
Design Studio, Buena
Vista

WALK SCORE 52

METROSTUDY SAYS
The project is unique

to the area, andit's
definitely walkable. The
town center is less than
a 15-minute walk away.

DU/ACRE About 11
CONSTRUCTION COST
$215to $270 per square
foot (including land)

SIZE OF UNITS 800 to
more than 5,000 square
feet (live/work unit)

Nestled at the base of Colorado's
Collegiate Peaks, the new

a wide sidewalk lined with trees
and protected from traffic

when the mining town was
settled in the 1880s: Residents

neighborhood is modeled on

homes and shops of South
Main mimic the aesthetics and

attitude of the neighboring town

of Buena Vista. The mixed-use
development adheres to the
principles that were in place

can walk or bike to restaurants

and shops and can even live just

a few steps from work, thanks
to six live/work buildings that
serve as retail storefronts and
offices below second-story
apartments. The commercial
space fronts directly onto

by abundant on-street parking.
About 40 residential units

are now complete with a goal
of 300, says design director
Kenny Craft. The look of the

the pattern-based approach

of architect Steve Mouzon,

who consulted on the project.
The result includes steeply
pitched metal roofs, exposed
stovepipes, and lots of local river
rock. “We took our clues from
the local context,” Craft says.
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houses and shops along the way. Still, Walk
Score is a start, so the numbers are included
in the projects profiled here, as well as mar-
ket data from Metrostudy, Hanley Wood’s
research arm.

Here’s what’s important when you're
thinking about building good places that
are walkable.

LOOKTO THE PAST

The past is a great source of ideas that work,
says Donald Powers, principal of Union Stu-
dio Architecture & Community Design in
Providence, R.I. “Density and adjacency
increase sociability,” he says. Mid-block al-
leys, “a staple of residential planning from
the 1920s and 30s,” says Powers, lessen em-
phasis on the car. Small setbacks can help
houses relate to the sidewalk, and court-
yards encourage interaction. Corners are
important, says Looney, and houses built on
them should play to the street. “Give 5 more
feet to the corner lot and let the porch wrap,”
says Looney. “The house is just one element,
not the element.”

TAKE THE LONG VIEW

“Built with craft and care, well-designed
places that people want to spend time in
never lose their luster. They remain vital
and continue to appreciate in value,” says
Stefanos Polyzoides, principal of Moule and
Polyzoides in Pasadena, Calif., a firm that
has brought walkability to unlikely places
such as Orange County, Calif., Tucson,
Ariz., and El Paso, Texas. A big part of that
is ensuring there’s interest and variety in
the streetscape.

Appealing neighborhoods are a long-
term proposition. Forest Hills in Queens,
N.Y.—widely seen as one of the most success-
ful master planned communities ever—
started 100 years ago; it earned that inviting
patina over time. “Once upon a time, the
trees were little twigs,” Powers notes. So,
what about that artificial feel that some new
communities are criticized for? “Fifty years
from now, people will say Kentlands was the
Forest Hills of its time,” says Powers of the
Gaithersburg, Md., community developed in
the late '80s. “One of the goals is to create a
pattern that will be picked up on and con-
nects the new with the old,” instead of erect-
ing buffers between them.

BE STREET SMART

“Four-foot sidewalks aren’t wide enough for
couples to stroll, or for people to stop and
talk and a baby carriage to pass by,” says
Looney, who notes that 4% feet is a good
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Photos: Nat Rea/Courtesy Union Studio; lllustration: Courtesy Union Studio

A CONNECTED COMMUNITY

Concord Riverwalk

Concord, Mass.

BUILDER/DEVELOPER
NOW Communities LLC,
Concord

ARCHITECT Union
Studio, Providence, R.1.

WALK SCORE 40 DU/ACRE 3
METROSTUDY SAYS AVERAGE SALES

This is the only new PRICE $400 per square
community within a mile foot

radius of West Concord’s
town center—the river

is on one side, and town
is on the other. A similar
home in anon-walkable
development would sell
for considerably less.

SIZE OF UNITS 1,340
to 1,760 square feet




At Concord Riverwalk, cars

take a back seat to pedestrians.
The 3.7-acre enclave of 13 net-
zero-possible houses invites
residents to hoof it, with human-
scaled elevations, large front
porches that face a common park
area, acommunity garden, and
wide gravel footpaths. Cars are
tucked in detached garages and

parking spaces that are clustered
away from the living areas.

The two- and three-bedroom
houses, located a pleasant half-
mile walk from the shops and
services of West Concord's town
center, range in size from 1,340
to 1,760 square feet. Union

In the Pocket

Sited among mature trees on
a gentle slope adjacent to the
Assabet River, the homes have
expansive front porches that
face a common park.

Studio expanded the initial
master plan by pocket
neighborhood master Ross
Chapin while developing the
distinctive look of the individual
homes, which stay true to

the character of New England
cottages. Residents adore the
neighborhood's old-fashioned
vibe and don't mind carrying
groceries from their car to the

kitchen, says Union Studio
founder Donald Powers. In fact,
Riverwalk’s success “suggests
there is an alternative market

for housing besides single-family
housing with an attached garage
onits own lot,” he says.
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width, and 5 feet is even better.

“Each place is different,” says Speck, but
“home builders who are interested in long-
term value will insist that all streets are lined
on both sides by trees approximately 30 feet on
center.” Looney suggests going for “as many
and as big as the budget allows, and mix them
up, so that some are in full glory in the fall
while others are blooming in the spring.”

ENCOURAGE INTERACTION
Design public spaces as outdoor rooms with
a sense of enclosure. Configure them so
storefronts face each other, instead of being
lined up strip-mall style. Include large front
porches to help encourage neighborhood
interaction while providing a buffer for pri-
vate living spaces. Special care needs to be
taken for porches that are very close to the
sidewalk. Buena Vista, Colo., design director
Kenny Craft took a cue from the playbook of
urban planner Steve Mouzon and elevated
these types of porches 3 feet or 4 feet to help
homeowners feel comfortable with instead
of vulnerable to action from the street.

BE PICKY ABOUT MIXED USE

“If you take the first tenant who comes along,
you might end up with a cell phone store, a
dollar store, and a liquor store,” instead of a
coffee shop, a bookstore, a clothing store, and
a restaurant, Powers says. “Pick tenants that
contribute to each other and to the public
realm,” he adds.

PUSH FOR CHANGE, BUTDON'T
FORCE A VIEW

Admittedly, the federal government doesn’t
make it easy to get funding, says John
Norquist, president and CEO of the Congress
for New Urbanism, citing the 25 percent
commercial cap imposed by Fannie Mae and
Freddie Mac for mixed use. The FHA recently
raised the cap to 35 percent, and Norquist is
lobbying for Fannie, Freddie, and HUD to fol-
low the FHA’s lead. Speck is hopeful that
other groups will join in. “Wouldn’t it be
great if the power of the home building in-
dustry were also brought to bear?”

Though increased foot traffic is one of the
chief goals here, Powers knows that deliver-
ing great options for home buyers remains
essential. “We’re not saying ‘give up your car
entirely,” he adds. “walkability is market-
driven. It’s about creating more choice and
may the best man win.” B

For additional walkable project
case studies, visit go.hw.net/
bol0314-walkability.
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LIVELY AND LIVABLE DOWNTOWN

901 Jefferson
Oakland, Calif.

BUILDER Johnstone
Moyer, San Jose, Calif.

DEVELOPERA.F.Evans,
Oakland

ARCHITECT Pyatok
Architects, Oakland

other new development.
Other Oakland
communities may have
high Walk Scores as well,
but 901 Jeffersonis the
closest to the action.

DU/ACRE 150

WALK SCORE 95

METROSTUDY SAYS
The project is closer to
the heart of Oakland and
City Center than any

SIZE OF UNITS 850
square feet

Close to transit, offices, retail, retail wasn't a viable option. “We
entertainment, and great food have too much street front retail
shopping in Chinatown, 901 in Oakland,” he points out. Two-
Jeffersonis a contemporary story apartments on the ground
building that uses its moderate floor are slightly angled so they
scale to bridge the transition don't face the street straight
between the Victorian houses on. They attract renters with lots
of old Oakland and downtown. of natural light, as well as raised
Architect Peter Waller, principal-  planted setbacks and gated
in-charge of the project, says entries that provide transition
that one hurdle was convincing from the street.

the community that street-level



Photos: Frank Domin; Site Plan: Courtesy Pyatok Architects
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National Association of Home Builders

Data Essentials

THE COST OF DOING BUSINESS STUDY,
2014 EDITION

NAHB Business Management & Information Technology

Learn how some builders are making a profit despite the economy. Home builders get a rare glimpse at
profitability, cost of sales, and expenses from hundreds of home builders across the country. Several
categories, including volume, operation type, and land vs. no land costs, are analyzed to help builders

fine-tune comparisons between study results and their companies. T

Available as an eBook at ebooks.builderbooks.com
From BuilderBooks, 2014, 112 pages/eBook

NAHB Member $59.99 Retail $89.99

WHAT HOME BUYERS REALLY WANT:

ETHNIC PREFERENCES

What Home NAHB Economic Group & Housing Policy Group
Buyers Really Want:

This study is based on a survey of recent and prospective home buyers that compares and contrasts
how housing preferences are affected—or not—by the racial/ethnic background of the home buyer
(controlling for factors such as age and income). The analysis focuses on four groups: White
(non-Hispanic), African-American (non-Hispanic), Hispanic, and Asian home buyers. Get insight into
buyers’ home preferences.

Available as an eBook at ebooks.builderbooks.com
From BuilderBooks, 2014, 500 pages/eBook

NAHB Member $49.99 Retail $149.99

REMODELERS COST OF DOING BUSINESS STUDY, SES——

2012 EDITION Remodelers’

NAHB Remodelers Cost of Doing Business
Study, 2012 Edition

Find out how your remodeling business measures up to the competition. This study provides key
financial benchmarks which remodelers can use to compare their business with similar remodeling
firms and with the industry as a whole. Use the data to pinpoint areas for improvement, increase

efficiencies, and make informed decisions about profit and budget goals in the future. EH Hﬂ ﬁi
Available as an eBook at ebooks.builderbooks.com
From BuilderBooks, 2013, 55 pages/eBook

NAHB Member $59.99 Retail $89.99

—
NAHB. Order Today!

ebooks.builderbooks.com

NAHB BuilderBooks



HOUSING

LEADERSHIP SUMMIT metrcbstudy

Builder / bigBuilder ettty

GAIN VELOCITY / REFINE DIRECTION

THIS IS YOUR INVITATION TO CHART BOLD NEW HORIZONS
REGISTER NOW FOR THE HOUSING INDUSTRY'S PREMIER LEADERSHIP EVENT

May 12-14, 2014  The 2014 Housing Leadership Summit is far more than a gathering of the  This conference

is reserved for:

The Ritz-Carlton, leaders of the nation’s top 200 home builders. It's a runway to gain business _ _

Laguna Niguel . . . P . ® Strategic/executive
guna Niguel velocity, direction, and momentum. It's an exceptional way to leverage who leadership

Dana Point, Cali. you are and what you do best with customers, partners, and prospects. (CCOES' g;%s";‘\?/”;)

Join us for three action-packed days where you and your management team ° l(;zgzts'ﬁl';a;’c’fgs';’"a'

will learn new tools to blend your strategic vision with day-to-day operational disciplines including

management operations, purchasing,
: sales, financing

and marketing

For program details and to register, visit (Division President,
. . . Vice President, General

housingleadershipsummit.com Manager, Director)
BUILDER 100 CHARTER
SPONSOR /TITLE SPONSOR TITLE SPONSORS GOLD SPONSORS SILVER SPONSORS
INSIDEADVANTAGE* ﬂmmD certa“-ﬂu'%gg 1 T o 3 Hardi
= - oiss Caseads L Corricr o .'ijohnsManviﬂe T Gypsum E] Flectrolu amestardie

. — e Moo B tum to the experts| )
Whirlpool  Tyvek . VROUER, 8L asoncr Schpeider
coRpoRATION Kwikset @SHERWIN-VWLUAML “-lERMA!!BRlal' A
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HELPING HANDS -

There's nothing like reaching out to industry

peers to improve your business
By William F. Gloede /// lllustrations by Asaf Hanuka
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henyou first hear there’s a network of meticu-
lously assembled groups of builders and re-
modelers from across the country who meet
regularly to support one another in an atmo-
sphere of fraternity and trust, visions of chairs
arrayed in a circle, 12-step programs, and even
“chicken soup for the builder” pamphlets
might come to mind. Coming out of the hous-
ing crash of the late 2000s, this thinking
wouldn’t be too far-fetched.

Called 20 Clubs because of the cap at 20
members, the residential construction ex-
ecutives are carefully screened and selected
to be non-competitive within geographic
markets and product lines. And yes, there is
that helping-hands-for-those-who-have-
fallen-on-hard-times element.

Butit would be a mistake to think that’sall
the 20 Clubs have to offer.

The 20 Clubs were created by the NAHB 20
years ago for a singular primary purpose: to
help members build better businesses that
make more money. According to the NAHB,
that’s precisely what the clubs do: Statistics
compiled by the trade group show that mem-
bers consistently double their net profit by
their third year of membership in a 20 Club.

Yet, after two decades, there are slightly
fewer than 400 members in the 26 20 Clubs
that have been established across the country.
The NAHB at the end of 2011 had 43,238 builder
members, down from 69,182 before the hous-
ing crash. Fewer than 1 percent have joined 20
Clubs. Why so few, comparatively?

Both the NAHB and 20 Club members
have a few theories. There is the issue of per-
ceived cost, but at an average of $700 per year
per member, the dues don’t seem a big im-
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pediment. There also is the time away from
business and the expense required to attend
the two annual meetings of each club, one
usually held at a conference center or resort
and the other on site at or near a member’s
company. Members interviewed for this
story estimate the annual cost of travel and
lodging associated with the meetings at
$5,000 to $7,000.

But the primary reason, according to Kim-
berly Bailey, who has been working with the
20 Clubs for 14 years and since 2007 has run
them as executive director, networking pro-
grams for NAHB, is that they are largely un-
known. “There are many times that I have
conversations with potential members at the
Builders’ Show and they’ve never heard of the
program, which just floors me every time,” she
says. As such, the association this year kicked

“If there is a
builder out there
who wants to

improve business ...
then a 20 Club
is a natural choice.”

off a marketing effort to increase awareness.

There isroom—and good reason—for build-
ers and remodelers to form and join 20 Clubs.

“It’s the best investment I've ever made,”
says Lawson Calhoun, owner of Calhoun Prop-
erties, an Atlanta-area high-end custom home
builder that has turned to remodeling during
the downturn. Calhoun, who joined 20 Club
No. 1—dubbed “The Hammers”—when it was
formed in 1994, offers this advice to his col-
leagues: “If there is a builder out there who
wants to improve business ... then a 20 Club is
anatural choice.”

Here’s how they work: Prospective mem-
bers file an application with the 20 Club pro-
gram at NAHB. Applications are screened and,
if accepted, the builder or remodeler is placed
in a club with members of relatively similar
size and scope from regions outside their area
of business (i.e., a production home builder
will not be placed in a group with remodelers
or smaller custom builders, but some mid-
sized privates might). The result is a club with
like-minded members from across the coun-

try who do not compete with one another.

Each member shares financials via a form
produced and compiled by the NAHB, and the
results are distributed to the other members of
the club. Each spring, the club meets in the
equivalent of a corporate annual meeting.
Members then serve as a de-facto board of di-
rectors for each company, though their power
is solely advisory. Each member business is
fully vetted with the ultimate goal of improv-
ing the bottom line. Some clubs go further.
“When a club gets formed, let’s all compare our
contracts,” explains Steve Spanjer, president of
Spanjer Homes, a custom home builder in Ft.
Collins, Colo. (Club R3, The Doors). “It doesn’t
matter if you share your laundry.”

A second meeting is held in the fall, usually
for the purposes of planning, but it’s often on
site at a member’s company, which is in turn
evaluated by the group for potential deficien-
cies and good ideas that can be borrowed and
brought back home.

In between meetings, the club members
stay in touch, often emailing the group for
advice or information that is not readily avail-
able in the local marketplace. They often be-
come friends. Sometimes, they even save each
other’s businesses.

Shawn Nelson, president of New Spaces, a
remodeler based in Burnsville, Minn. (Remod-
eler Club No. 3—different from R3 above—The
Big Dogs), tells of a member who was taken ill
and was unable to work for a stretch of several
months (no names are used as members are
sworn to confidentiality). Members of the Big
Dogs, two or three at a time for as much as a
week at a time, “essentially stepped inand ran
his business until he recovered.”

Spanjer has a similar story: “We had a
member on the East Coast before the melt-
down who was hit by management and finan-
cial issues. Several of our members, on their
own dime, flew in and did sort of a crisis
intervention.”

The NAHB has identified 20 reasons why a
builder or remodeler should consider forming
orjoining a 20 Club beyond the simple fact that
most builders are builders, not accountants or
marketers. We've narrowed that list down to
seven reasons to sign up.
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PROFIT MARGINS “When I started in the

b if T made 5 percent at the end of the year,

hought that was pretty good,” says Chris
Nelson (no relation to Shawn Nelson), presi-
dent of Nelson Construction in Simsbury,
Conn., a single-family and multifamily devel-
operdoing $10 million to $20millioninannual
revenue. “Then I started to see others making
15 percent to 20 percent. Of course, that was
when times were good.”

The aforementioned NAHB statistic on
the improvement in profit during the first
three years of membership notwithstand-
ing, Nelson, who is the vice chairman of the
20 Club program at this writing, adds, “We
have watched people double, triple, and even
quadruple their margins.”

The interplay goes beyond simple account-
ingand financial advice. “It’s kind of like [hav-
ing] a board of directors for your company,”
says Charles Ruma, president of Virginia
Homesin Columbus, Ohio,with $15million in
annual revenue (Club No. 13, Builder Excel-
lence). “During the downturn, the group was
more vital to me than ever before.” He says
thatbecause the club helped him restructure
his company. “It’s the No. 1 reason why I'm
still in business today.”

ST PRACTICES 1n construction, de-
n, land acquisition, finance, accounting,
humana@sources, marketing, and more, the
ility tosee how othersimilarbusinesses are
g things is one of the most salientbenefits
the club,according to members. “Itis a style
of learning you can’t get anywhere else,”
Ruma says. “You're talking about real issues
and real solutions.”

Chris Nelson agrees. “This has been the
best program for educational systems of any-
thing we’ve done. You always have resources
to go to.” And those resources extend beyond
core club members as Shawn Nelson notes
that in addition to the owners, “our staffs are
able to collaborate.”

FINANCIAL ADVICE while the club
embers interviewed for this article were
reluctant to talk about finance—as in avail-
abilityof eapital—particularlyfor AD&Cin the
cent absence of bank loans, NAHB’s Bailey
ys there have been instances where club
members put money into other members’
companies as so-called angel investors. Asone
of the builders notes, however, such dealings

© WWW.BUILDERONLINE.COM

can prove troublesome. Herecountsa particu-
lar incident in which a member squandered
otherclubmembers’investments. That mem-
ber, of course, is no longer in the club.

There also are areas of expertise at one
company that may be short at another. Span-
jer recalls a club member who was a banker
before entering construction who not only
advisedother members on financeduringthe
downturn but actually represented several of
them in workout negotiations with banks.

COSTCONTROL A builder can’t normally
call another builder in the next town to ask
hqﬁiﬁmuch he’s paying his subcontractors or
e lumbersupplier—at least not if he wants
raightanswer. Plus, there are federal an-
titrustlaws that frown on thatsort of thing.
But a 20 Club member can ask his group, and
even if there are regional differences in
costs of labor and materials, the ability to
see what others are paying (“comparing our
contracts,” as Spanjer puts it) helps.

“During the
downturn, the
group was more
vital to me than
ever before.

It's the No. 1 reason
why I'm still in
business today.”

JARKETING STRATEGIES As most
ilders know, selling homes or renovation
ojects isno longer a matter of running tra-
ional ads in newspapers, which in the past
ten was handled by sales. Social media and
Internet have largely supplanted the tra-
ditional conduits to the consumer. Now,
marketing and sales involve first identifying
the target customer, finding that customer,
and then reaching that customer in the
manner inwhich they wished to bereached.
Thisis another area in whichbuilders might
be considered deficient.

Shawn Nelson’s company used to operate
with acombined marketing/sales and design
function. The group convinced Nelson to let
the design team design and the marketing
and sales people sell. He split the functions

and says, “We’re stronger now than we were
going into the recession.”

Spanjer credits his club with educating
him on SEO (search engine optimization),
which essentially governs how your com-
panyand productshow up onInternetsearch
engines. The club brought in an SEO consul-
tant to meet with the group. “If you're a guy
here in Fort Collins, you never get exposure
like that,” he says.

THE NETWORK Imagine if participation
Clubs were such that, when the first
ilder sniffed the odoriferous concoction
known colloquially as Chinese drywall, he
emailed his discovery to members of his
club—and the NAHB. Club members do just
that, although none interviewed were affect-
ed by the defective drywall.

“WheredoI find an ADA compliant show-
er where I don’t have to reframe?” asks
Shawn Nelson, illustrating the type of com-
munication that routinely occurs. Calhoun
recalls an alert that came from a member
around Wilmington, N.C.,whoselocalbuild-
ing code required installation of a vapor bar-
rier on interior walls. The exterior of a home
he was building was clad in EIFS. The result
was moisture trapped in the walls—and
mold. Thealert warned memberswhohadto
deal with similar codes to steer clear of EIFS.

EFRATERNITY Forsomemembers, the
"Club has grown far beyond a business af-
filiation. “Had it not been for my 20 Club, I
would probably be out of business or in some
othér industry right now,” says Keith Allen,
president of Keith Allen Custom Homes in
Germantown, Tenn. “Some people like tosay
the club is a board of directors, but we think
it’s more like family. These guys are genu-
inely concerned about you, your business,
your family, your life.”

Shawn Nelson concurs. “I've been to wed-
dings, funerals—well, mostly weddings,
thankfully.”

Calhoun, days after he was interviewed,
emailed the following: “Forgot to say that be-
ing amemberof the Hammershasbeen a life-
changing experience. We don’t have many
good ones in ourlifetime.” B

For a behind-the-scenes look at
what happens during a 20 Club
meeting, visit go.hw.net/20-club.
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BALA HOME OF THE YEAR




here were good bones al-
ready in place, and the
place “looked beautiful
cosmetically,” says Ione
Stiegler, principal of IS
Architecture, which spe-
cializes in historic pres-
ervation of Spanish-style,
Prairie, and Craftsman
houses. still, this Craftsman, located in the
established Mission Hills neighborhood of
San Diego, needed major help. It got the right
kind. The house nabbed the Home of the
Year prize in the 2014 Best in American Liv-
ing Awards, sponsored by the NAHB. While
careful attention to design detail wowed the
jury, so did an updated floor plan that had
aging in place very much in mind.

BUILDING UP, NOT OUT

The house was on a small lot (see the site plan
on the facing page), so the only way to ex-
pand was up. A second floor with a master
suite and guest room added more than 1,000
square feet to the century-old home.

All the first floor underpinnings had to
carry the new live and dead load of the sec-
ond floor. It also was essential that the sec-
ond-floor addition play well with both the
neighboring houses and the fagade of the
original home. The second-floor addition is
set back from the front to prevent the fagade
from looking imposing.

As is normal for a house this old, struc-
tural issues arose. “A very big surprise,” says
project architect Joe Reid, is that the front
porch columns weren’t load-bearing—they
had neither foundations nor interior struc-
tural posts. “The porch columns were empty
boxes, so during demolition, the front porch
walls had to be shored in place,” says Ryan
Hill, principal of Hill Construction. Luckily,
the project team knew how to take their cues

in the rebuilding. “Alot of the elements were
already there: columns, layout of the living
room, crown molding, and beams,” Reid
says. Many pictures were snapped before de-
molition began to ensure that this house
would remain faithful to its Craftsman roots.

INFRASTRUCTURE UPGRADES

“Anytime we’re working on older historic
projects, the building systems need to be
completely updated,” Hill says. While the
walls were open, the team took the opportu-
nity to insulate the building and upgrade
the electrical, plumbing, and mechanicals.
Dual-pane windows aren’t as historically ac-
curate (on restorations like this one, Stiegler
prefers quarter-inch laminate glass), but
they were a must because of brushfires. Ad-
ditional fire measures were taken as well.
The home’s exterior is Heavy Timber, Type
IV construction. Eaves are exposed 4x tails
with 2x starter board, and Hardie-board sid-
ing is nailed over a fireproof gypsum sub-
strate over the framed walls to satisfy San
Diego’s one-hour fire rating.

DELVING INTO DETAILS

The homeowner bought the house back in
the 1990s and hadn’t spent much time there
because at that point he wasliving in Michi-
gan full time. But he had spent a decade
imagining what the house could be, collect-
ing furniture and cabinetry. Now ready to
put time and resources into the home, the
client moved to San Diego and got to work on
this passion project.

Historic refurbishing often involves cli-
ents who care about period accuracy and
sweating the details. But this one, a car de-
signer, was “exceptional,” say both Hill and
Reid. In addition to having a keen visual
sense, the homeowner was a Craftsman fa-
natic. It was he who sourced many of the

PROJECT Mission Hills ARCHITECT IS

Craftsman, San Diego Architecture, San Diego

BUILDER/ENTRANTHill CABINET MAKER

Construction Co., Hartmann Custom

San Diego Cabinets, Escondido,
Calif.
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LANDSCAPE LOT SIZE 5,000 square
ARCHITECT Jeffrey feet
Rule, Inc., La Mesa, Calif.

PROJECT SIZE 2,987
square feet

SmallLot,

Big Challenge

The original entry
sequence of the floor
plan was kept intact.
But now there's a
bedroom on the first
floor, so the
homeowners can age
inplace. One of the
hardest aspects

of this remodel were
the constraints
posed by the small
site. The house sits
atanangle onthe lot,
making it difficult to
expand the house
and still have outdoor
space. Making room
for the patio turned
out to be a matter

of inches and feet.
Reid responded

with the fine-tuning
typical of the rest

of the house. He
describes holding
atape measure and
standing outside in
those small outdoor
spaces with the
client, asking, “Do

we want the wall
here or here?" The
second-floor addition
houses the master
suite and a guest
room.
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materials that make this house feel so au-
thentically of its time, along with the team
at IS Architecture.

“Our tile and stone supplier goes all over
the world picking up architectural salvage,”
Reid says. “He found a mantel in England
years before and set it aside thinking that
someone in one of our projects could proba-
bly use it. One day we were picking up tile,
saw it, and said, ‘Wow, I think we can get
this to work.”

Of his client, Reid says, “Furnishings,
art—he really tried to bring the house to-
gether” by collecting antiques from the pe-
riod. Those fittings that he was unable to
find—the lighting in the entryway, the
kitchen pendants, and the range’s vent
hood—channel that Craftsman spirit in a
masterful way.

CENTURY-OLD LOOKS,

MODERN IDEAS

Though the house looks a century old, many
of the design choices are modern. The origi-
nal entry sequence of the house remains—
enter through theliving room, dining room,
and then into the kitchen—but there’s in-

= ’
creased connection to the outdoors. “The s

only way to get to the outside of the house 8 N = 1 (R

besides the front door was the through the 3 | t:“ ““ “,“'
kitchen and out the laundry room door,” Reid | . ? ey N
says. To remedy this, he replaced large win- ' ; ]l e
dows with larger glass doors that open out W)

onto the patio, forging a connection to the
side yard. The kitchen is linked to the family
inroom in a way that never would have been
done 100 years ago, notes Reid, but the open
plan is how we live today. Kitchen windows
are casement (rather than sash), which are
easier to operate. Much of the cabinetry is
new, but built in the old style.

Craftsman houses can be dark, but in this
instance, lots of light comes in from the en-
try and the stairwell. “Lots aren’t very big in
this neighborhood,” says Reid of Mission
Hills. “It’s neighbor to neighbor and every-
one is close, but by using stained and leaded
glass on the second floor and up the stair-
well, we created this jewel-like effect. You
don’t notice the neighbors.”

At the start of the project, the neighbors
expressed concern that the rebuild “would
detract from the Craftsman feel of the
neighborhood,” Hill recalls. “But at the end
of the day, they were thrilled by how well
the project fit in.” B

For additional photos of this
project, visit go.hw.net/
BALA-masterful-craftsman.
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Crafty Work

1. Authentic period
touches abound.
Fireplace tile is by
Pewabic Pottery,

a Detroit studio and
school founded in
1903.

2.Inanold house,
indoor-outdoor
connections were
forgedina modern
way.

3. The kitchen
cabinets are

new, with period
detailing faithfully
reproduced.

4. The stonework
is a new addition
but takes its cues
from the iconic
houses of the Greene
Brothers.

5. Bathtub and
cabinets are
old-style, but both
are brand new.

6. A new, second-
floor addition to
this San Diego
Craftsmanincludes
amaster suite and
guestroom.

7. Period
wallcovering, a bowl
sink, and a quarter-
sawn oak vanity
merge modern and
traditional.

8. Inside and out,
the traditional
scale of the house
remains, though
much is rebuilt.

9. The hammered
copper vent hood
was custom-made
in the spirit of
Craftsman-era
metalwork.
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MFE

AWARDS

Expo Apartments, Seattle, 2013 Merit Award for Best
Mixed-Income Project of the Year. Photo: Michael Seidl

APRIL15,2014

Entry form and fee deadline

JUNE 3,2014

Final binder deadline

ENTER ONLINE
MFEAWARDS.COM

hanley,wood

-

CALL FOR ENTRIES 2014

honoring excellence in the multifamily industry

Each year, MULTIFAMILY EXECUTIVE honors the industry’s best and brightest

WHY ENTER

* Gain recognition for your company
in MULTIFAMILY EXECUTIVE and on
multifamilyexecutive.com.

* Be recognized among your peers at the
2014 Multifamily Executive Conference.

* Promote your business and get great exposure.

HOW TO ENTER

Enter online at mfeawards.com. After
entering, you will receive detailed instructions
for your binder submission(s). A project may
be submitted in more than one category;
however, each entry requires a separate binder.

with its prestigious MFE Awards competition.

ELIGIBILITY

Eligible submissions include projects that
opened for leasing between July 1, 2012, and
Dec. 1,2013, and activities and programs in
progress during that time frame. Entries are
limited to those in the United States. Projects
that have previously won an MFE Award may
not be resubmitted.

FEES

One entry: $100

Three or more entries: $75 each
QUESTIONS?

Contact Linsey Isaacs at 202.736.3374
or email lisaacs@hanleywood.com.



metrostudy

A hanleyywood Company

Turn to Metrostudy for
vour Market Studies

Gain a competitive edge with
Metrostudy’s precise market » For all of your site-specific market
measures, expert advice, lot-by-lot consulting and market

knowledge, and forecasts. due-dlllgence needs, email
consulting@metrostudy.com.

« Strategic Consulting Or, for more information call

. Site-Specific Market Study Brad Hunter, Chief Economist
o and Director of Consulting,

* Merger and Acqguisition Study 561.228.8001. ext. 501.

» Municipal Redevelopment Study
» Economic Development Study

» Absorption and Pricing Forecasts

hanley,wood



Wi | THE NEW 2074}
-« AMERICAN HOME

TOUR
7,200* SQ. FT.
OF NMONIEY-
MIRKING
IDEAS

Be one of the first to experience The 2014 New American Home, a moving triumph of light,

space, sustainability, and universal design for how families live today and how they will live in
the future. As a product innovation showcase, it's without equal. It's a 7,200 square foot living
laboratory, a visionary portal to what your customers will be talking about throughout 2014
and beyond. And TNAH 2014 is also the final masterwork of renowned production architect
Barry Berkus, assuring its lasting place in home building history.

I:> Take the Virtual Tour Today at newamericanhome2014.com

hanley,wood

*Approximate gross square footage



PROJECT PARTNERS

clermment  JEFFREY BERKUS  ENEINEEGR [= PE——
@ BUILDING COMPANY A R C H | 1 E CT / E L Homﬁlﬂnﬁ\'aﬁﬂn mﬁ# If_““_,—j_

RESEARCH LABS.

TITLE SPONSOR FOUNDING SPONSORS

THE BOLD LOOK

. . * TIMBERLAKE
O'KOHLER. Rimnnai. #

Thl!fmal.”ﬂf. CABINETRY |BUILTBY

REAL INNOVATIONS FOR REAL COOKS SERVICE

SUPPORTING SPONSORS

FurnitureBrands” Builder Services
EEEE———

American Gas Association | Boise Cascade | Carrier | Dal-Tile | DuPont Surfacing | Environmental Stoneworks | Sherwin-Williams Company | TruStile Doors

ALLIANCE SPONSORS
Baldwin Hardware | Bayer/Bayseal | Broan-NuTone | Watts Water Technologies

PARTICIPATING SPONSORS

Clopay Building Products | DuPont Tyvek | IAPMO R&T | Liftmaster | Milbank | Mohawk | Ortal USA | Phantom Screens | Progress Lighting | Simpson Strong-Tie |

Thomas & Betts | USG | VELUX



Home comfort has evolved.
Insulation too.

As the industry leader, Icynene drives a cutting-edge evolution

of insulation with a comprehensive and innovative portfolio of
high-performance spray foam insulation. With an impressive R7

per inch, our next-generation closed cell product, Icynene ProSeal™,
sets a new benchmark in performance, applicability and range.
cynene spray foam insulation - engineered and always evolving.

Learn more at; www.icynene.com
Circle no. 272

vy ICYNENE

The evolution of insulation.”




Design and Construction /// Edited by Jon Vara /// www.builderonline.com/buildsmart
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Redline............cvvvvnnnnnes
Callbacks.......covvervnnnnnnns
1.Co Crafting A g
bond starts fromth
with each course offset by
half a block from th
below it. By building up the
rrrrrr first, amason can
tablish the e heights
d the plu mb f h e wall.
2. Accuracy Ma tt Ifbl cks
must becut, aaaaaaaa a
nnnnnn g bond by staggerlng
the cut blocks symmetrically.

Joints ascloseas 4 inches
from ajoint in the course
above and below will not
affect the strength of the
wall, but the appearance will
suffer if the joints are off-
center. Where portions of the
wall wiII have the cores filled

withc e, keep the half-
Block Foundation Corners bond dead aaaaaaaaa
3. Wings for Strength Walll
intersections add stren gth

to help resist soi il pressure.
Buttresses or "wing walls"
can be built to stiffen main
walls even if no partition

is called for. Weave alternate
esinwing walls

el.
Illustration by Pete Sucheski . MARCH2014 BUILDER 8 5
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HOW-TO

Installing
Dense-Pack
Cellulose

Properly applied dense-pack
cellulose provides excellent
air sealing at a lower cost than
spray foam

ense-pack cellulose is installed

with a powerful truck-mounted

blower that mixes the fiber with

air and distributes it through a

large-diameter hose. The same
setup is used to blow loose-fill material into
attics, but the technique differs: Instead of
allowing the cellulose to pour out of the hose
into open space, it’s forced into framing cavi-
ties under pressure, resulting in a firm, com-
pact material that can’t settle and is highly
resistant to air infiltration.

Some installers try to dense-pack closed
cavities that contain existing fiberglass, but
Ifind that this always leaves some voids. In
that situation we’ll remove a 2-foot strip of
drywall at the bottom or a strip of sheathing
on the outside, pull out and discard the
batts, and then net the opening before blow-
ing the empty cavities.

Blowing dense-pack cellulose into closed
cavities also is slowed by the need to seek
out and fill every framing cavity, including
oddly shaped or unexpected ones behind
blocking or diagonal braces. A light touch is
needed because trying to force in too much
material in too little time can bow out exist-
ing drywall or plaster.

In new construction and gut retrofits, we
staple non-woven polyester netting over the
entire frame and blow the cellulose behind
the netting, making it easy to inspect the
material for voids. The permeable netting
gives the air in the cavities an easy route of
escape, making it possible to fill the cavities
quickly. — JONATHAN TAUER

For more construction technology
articles, go to www.jlconline.com.
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1. Net the Framing Cavities

Netting is stretched tight between framing
members to minimize bulging of the cellulose.
A pneumatic upholstery stapler—which
continuously spits out fasteners as long as
the trigger is depressed—speeds the job
along but requires an experienced operator.

&

I

2. Blow the Cellulose

The hose nozzle is inserted into the netting,
pushed to the bottom plate, and withdrawn
as the cavity is filled. Once the cavity has
been filled to the insertion point, the nozzle
and hose are pushed to the top plate and
the rest of the cavity is filled from the top
back to the middle.

3. Flatten the Surface

Take the time to compact the filled cavities
with an aluminum roller. If this step is
omitted, any bulging of the netted insulation
between studs will put pressure on the
drywall, eventually causing the screws to pull
through its paper facing. A quick pass of the
hand is enough to confirm that the insulation
lies flush with the framing.

4. Air-Seal Band Joists

Dense-pack is an effective air barrier, and

in the hands of a skilled installer it can be
successful in areas that might otherwise
call for spray foam. Here, netting has been
carefully stapled between the joist ends
and filled with cellulose to form insulating
and air-sealing “pillows.”

Tllustrations by Harry Whitver



7 SMARTKEY.

RE-KEY TECHNOLOGY

There's only one way to get the kind of control over the job site you'll be satisfied with.

SmartKey" locks let you quickly and securely re-key your locks, so you can replace keys
given to subcontractors without the extra cost and time of removing the lock from the door.
And when it comes to strength, our patented BumpGuard™ technology provides superior
protection against lock bumping and picking. Get more than just security, get smart
security. To learn more, visit kwikset.com - THE BEST SECURITY IS SMART SECURITY.

_%%FTHING

Kwikset
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Shutter proportions
don't match the size
of the windows.
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Flat Out This house seems to be trying to be
a Craftsman, but the fagade is full of missed
opportunities to make the house look

real and lasting.

8 8 BUILDER MARCH 2014

Material transitions
at outside corners
look like a wallpaper
detail.

TAINT

The clipped hip
emphasizes the tall
vertical plane when

a Craftsman elevation
accentuates the
horizontal.

The planted-on hip
return tries to break
up the vertical plane,
but it's too skimpy.
T It also introduces yet
another detail that
doesn't relate to the
rest of the elevation.

—  Shingle siding,

lap siding, vertical
siding, and brick

! used like wallpaper
[ areconfusing. They
{ make this house look

like it doesn't know
what it wants to be.

REDLINE

House
Rules for
Authenticity

Even if you use synthetic
materials, finessing key transition
points helps an elevation look
like the real deal

ou can call an elevation just a

pretty face, but a good one does

far more than make a house

look nice. Houses with friendly,

handsome faces make a neigh-
borhood a place you'd like to be. Good-looking
elevations sell homes.

Separating yourself from the crowd is key
in a competitive market, of course. But there
are some common traps that are easy to fall
into when it comes to thinking creatively
and making homes that look distinctive.

One such pitfall is building homes with
front elevations that look papered-on and
fake. This easily can be avoided, and I don’t

© WWW.BUILDERONLINE.COM
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No, we didn't misspell insurance. Insurance is for after the fact, when you need financial restitution
after something has gone wrong.

Unlike insurance, Uniform Evaluation Services (ES) provides assurance for yourself, end users and building
regulators that the code — which sets the bar for building component acceptability — has been satisfied.

We ask the tough questions, and when we get answers we are happy to provide you with an IAPMO
Uniform ES Evaluation Report that tells the report holder, and the reader, that someone with the right
expertise asked the right questions and got the right answers.

Our Assurance Program benefits everyone. The code official saves time by using our detailed review,
freeing staff to perform other tasks. Manufacturers do not have to answer the same questions over and
over again. Consumers are assured that the product has been evaluated against the building code enforced
in the places they work and live.

It's a thorough process, but not onerous.

Find the assurance your products’ seek,
quickly and professionally with Uniform ES.
See for yourself at our Website.

©1APMO 2013 Circle no. 251 Q09-472-4100 ® www.un iform-es.org
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Window sizes

and adjacent

shutter sizes are
compatible. Each
shutter is half the

size of the window )
it would cover.

An additional porch

column helps to

anchor the porch

and add substance -
for the porch beam.

Anne Postle is principal of Osmosis
Architecture in Niwot, Colo.
apostle@osmosisarchitecture.com

9 O BUILDER MARCH 2014

Clipped hip
changed to a Dutch
gable gives a more
horizontal eave line,
and a location to

repeat the gable
bracket detail.

Raised-panel garage
door adds texture
and offers a more
substantial feel.

A —— e —
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All materials
o transition at outside

mean by specing costly, high-ticket touches.
Even if you're using synthetic materials to
stay on budget, a couple of design moves will
ensure that the whole package looks real.

The first drawing is of a home that my hus-
band (a builder) and I saw for sale online. The
exterior looks like it’s made of wallpaper in-
stead of strong, substantial building materi-
als—it feels pasted-together, fake, and flimsy.
The problem is the location of the material
transitions. The place clearly was designed in
two dimensions, with no attention paid to
what you see when you turn a corner.

An easy remedy and good rule of thumb is
that all material transitions should occur at
inside corners—never change a material atan
outside corner.

— corners for amore
authentic, historically
accurate look.

Added Dimension Because the house
seemed to be going in a Craftsman direction,
we chose a style and stuck with it. The house
looks substantial and gives a clear message
about what it is—and what itisn't.

We went in a Craftsman direction with
this facelift. The brick wraps the corner and
returns to an inside corner on the porch, giv-
ing the appearance of a real masonry wain-
scot. Vertical siding is gone; lap siding with
shingle accent siding gives a truer Craftsman
look. There’s consistency in detailing—we
went with just one style instead of mixing
styles in an attempt to be inventive. A home’s
elevation can be detailed to look like the real

thing—and that strategy helps sell homes. B

© WWW.BUILDERONLINE.COM
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Get all the advantages with none of the headaches. Only with AdvanTech® flooring.

- Moisture resistance Strength & stiffness Fastener holding power Installation speed & ease

Don’t let moisture during construction turn your subfloor into a costly callback. Build strong with AdvanTech® flooring.
[t stands up to the elements, resisting the damaging effects of moisture to help deliver a quiet, stiff floor.

AdvanTech\_

WATCH THE VIDEO NOW.
AdvanTech® flooring outperforms OSB and plywood
after 30 days of exposure to the elements at

AdvanTechBuildStrong.com/builder9 &~ 500 DAY
' LIFETIME  NO SANDING
Circle no. 200 R GUARANTEE

ENGINEERED © 2014 Huber Engineered Woods LLC. AdvanTech is a registered trademark of Huber Engineered Woods LLC. Limitations and restrictions apply.
Woobs Huber is a registered trademark of J.M. Huber Corporation. HUB 3200 03/14 Visit advantechperforms.com for details.
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Widening
a Bathroom
Doorway

A simple hinge swap provides
2 inches of extra width

in a doorway

e recently finished a bath-
room remodel that included
a new curbless shower. We
wanted to allow for future
use of a walker or wheel-
chairbywidening the doorway, but the exist-
ing opening took up all the available space,
and there was no way to stretch the budget
enough to relocate the wall.

Instead, we used a two-step approach to
widen the opening by about 2 inches at very
low cost. First, we replaced the existing butt
hinges with a set of offset hinges, also known
as swing-away or wide-throw hinges, which
allowed the door to swing completely out of
the opening. Lowe’s has offset hinges in sev-
eral finishes, or you can order them from a
specialty supplier of accessibility goods.

With barely more than the 3-inch mini-
mum needed toaccommodate the hinge pins,
we also framed a small recess in the wall after
we'd removed the old drywall. When our tile
guy installed the wainscoting, he finished
this area like a shower niche, providing space
for the doorknob and allowing the door to lie
flat against the wall when opened.

It would be possible to gain another inch
of clearance by removing the stop molding on
each side of the door to wheelchair height. we
left the molding in place for now, but it would
be quick and easy to make that change some-
time down the road. — ROBERT CRINER

For more construction technology
articles, go to www.jlconline.com.
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Problem

A Space-Eating Door

A partition wall on the hinge side of the
existing door limited its swing, reducing
the usable width of the opening by nearly
2 inches. Given the tight project budget,
moving the partition and reframing the
opening to provide more clearance was
out of the question.

Swinging Away

Replacing the original butt hinges with

a set inexpensive offset hinges effectively
provides a wider opening with no changes
to the framing or trim. Even the existing
mortises and screw holes remain the same.

A niche in the tile wainscoting allows the fully
opened door to sit flat against the partition
wall, leaving the width of the original doorway
completely unobstructed.

Tllustrations by Harry Whitver
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REPUTATION
YOURS AND OUR

The centerpiece of every great home is a great kitchen. For nearly a century, Thermador
innovation has redefined the way America cooks. It is this rich heritage that has made us more
popular than ever. With industry-leading pricing packages, our One-Two-Free™ program *.5

and unmatched customer service, Thermador will bring significant value to your homes and ’ he’-madn’—

communities. Thermador will be your partner every step of the way.
REAL INNOVATIONS FOR REAL COOKS®

ARE YOU A STAR PARTNER MEMBER? LEARN MORE ABOUT THE
BEST PROGRAM IN THE INDUSTRY AT THERMADOR.COM/STAR-PARTNER

©2014 BSH HOME APPLIANCES CORPORATION. ALL RIGHTS RESERVED. 14TH013-14-112507-3

Circle no. 388



News From Housing’s Ground Zero /// Edited by Jennifer Lash

NATIONAL BEAT

NAHB
Briefs

Health Care Extension

The White House recently
announced that it will
grant employers with 50
to 99 full-time workers

an additional one-year
extensiontoJan. 1, 2016,
to comply with the
requirements under the
Affordable Care Act
(ACA). By that date, these
employers must provide
health care coverage or
pay a tax penalty. Those
who own and control
multiple business entities
may need to jointly
calculate the number

of employees in all of their
business entities, as the
law is still unclear whether
the owner of multiple
businesses is considered
a single employer.

Companies with
100 workers or more still
face theJan. 1, 2015,
deadline. Instead of being
requiredin 2015 to cover
atleast 95 percent of
their full-time employees,
these larger employers
can avoid a fine by
offering health insurance
to 70 percent of them. As
of Jan. 1, 20186, they will
need to provide coverage
to all full-time workers.

In 20186, all employers
with at least 50 full-time
workers are required to
provide health insurance
to their employees and
must provide a plan
that pays for at least
60 percent of their
employees'health care

Hlustration by Sirichai

Continuing Legacy

New NAHB chairman follows

in the footsteps of a mentor and
prepares to lead the association
and its members in the coming year

By Kevin Kelly
CHAIRMAN OF THE BOARD, NAHB
WASHINGTON, D.C.

I am proud and honored to serve as
NAHB’s chairman this year. In being
elected to head NAHB, I am following
in the footsteps of the founder of my
company, the late Leon N. Weiner,
who was NAHB’s president in 1967.

Of course, today’s housing market is vastly different
from the market of 1967, and the issues we will be ad-
dressing are different as well.

Among our priorities will be protecting the mort-
gage interest deduction, the Low Income Housing Tax

Credit (LIHTC), and other housing provisions in the
tax code. It’s no secret that some people on Capitol Hill
would like to eliminate or dramatically reduce these
important tax measures. And as lawmakers continue
their sporadic efforts to reform the tax code, any or all
of them could come under fire.

The NAHB has worked hard to position the associa-
tion to be highly engaged in any debates that occur,
and we are prepared to defend the mortgage interest
deduction, the LTHTC, and all other housing-related
tax provisions.

We also will continue to build on the progress we
have made toward ensuring that appraisals accurately
reflect true market value of new homes and to ensure
that affordable long-term, fixed-rate mortgages are read-
ily available to home buyers and multifamily builders.

Restructuring the housing finance system is a
priority for Congress, and during that process, the
NAHB will advocate strongly for a federal backstop to
the housing finance system. Without such a back-
stop—which would be triggered only by (see page 98)
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AIA Convention 2014: June 26-28, Chicago
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metrostudy

A hanleyywood Company

Housing Starts Here.

Hanley Wood is the leader in residential housing Put us to the test. Tell us a residential

I_P See what the new Metrostudy-Hanley

media, events and information. Metrostudy is submarket you actively track. We'll prepare a )

; Wood team could mean for your business!
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new team mean for you? How can we better resent information. Wed love to help you learn Sign up fora free custom report today at
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an extreme emergency—it is likely that mortgages
would be more expensive, and the 30-year fixed rate
mortgage might disappear all together.

Fighting onerous regulations that impede new-
home construction and remodeling but provide no
benefit to home buyers or owners also will continue to
be a priority for the NAHB. On Capitol Hill, in the regu-
latory agencies and in the courts, we will be vigilant
in the effort to prevent or minimize the impact of the
regulations that can leach the life out of our industry
without providing measurable benefits to buyers.

All of these issues can have a direct and significant
impact on a builder’s bottom line. They can drive up
the cost of new construction or remodeling. They can
make it harder and more costly for consumers to get
financing, make owning a home more expensive, and
ultimately result in fewer new-home sales. They trans-
late into dollars and cents on a company balance sheet,
and that’s why they are the focus of NAHB’s efforts.

While these issues reflect our legislative and regu-
latory priorities for 2014, they are by no means our only
concerns. The NAHB exists to serve its members’
needs, and that means providing the support services
that help to set our members apart from their competi-

tion and help them excel. Education, networking op-
portunities, and assistance with best business
practices are just some of the ways that the NAHB
helps its members work smarter and better.

This year, we will continue to expand and refine our
efforts for maximum value and efficiency. We also will
work to provide members with the information that
they need to comply with the Affordable Care Act when
the regulations applying to employers go into effect in
January 2015. There’s a lot of misinformation out there
about the legislation, and it is very important to help
our members understand what is required so they do
not incur unnecessary costs.

Ijoined the NAHB early in my home building career
when Irealized what a great value it provides for mem-
bers. My assessment of NAHB’s value to members
hasn’t changed during more than three decades of
membership, and I'm pleased to note that in recent
years we have been able to quantify that value.

In 2013, NAHB victories saved members more than
$6,200 per housing start, including both single-family
and multifamily homes.

I'm looking forward to leading the NAHB as we
strive to provide similar value in 2014.

Home Innovation Research Labs

Standard Revisions

Plans are underway for
the 2015 National Green
Building Standard

In February, Home Innovation Re-
search Labs, in its capacity as an
ANSTI-approved standard developer,
announced preparations for the
development of the 2015 version of
the National Green Building Stan-
dard (NGBS) were officially under-
way. Home Innovation is again
serving as the administrator of the
standard development process.
The 2015 version of the NGBS will
be the third iteration of this nation-
al residential standard. It originally
was developed by a consensus com-
mittee and approved by the Ameri-
can National Standards Institute
(ANSI) in January 2009, making it
the first point-based rating system
for green residential construction,
remodeling, and land development
to be approved by ANSI. The docu-
ment is subject to periodic updates
as a way to ensure that advances in

9 8 BUILDER MARCH 2014

building codes, technology, and
other developments can be consid-
ered for incorporation. The NGBS
was updated in 2012 and again ap-
proved by ANSI in January 2013.

To be eligible for ANSI approval,
the development of the standard
must follow an ANSI-approved pro-
cess, which is now underway with
Home Innovation issuing a call for
members of the consensus com-
mittee that will be charged with
developing NGBS updates. Similar
to the groups convened to develop
the 2008 and 2012 NGBS versions,
the committee for the 2015 updates
will include government officials,
advocacy groups, home builders,
product manufacturers, and other
affected industry stakeholders.

The committee members and
other interested parties will be as-
signed to task groups, each special-
izing in a different area of the
NGBS—such as energy efficiency,
indoor environmental quality, or lot
and site development. Those inter-
ested in serving on the committee

must submit their applications on-
line www.HomeInnovation.com/
2015NGBSCommitteeApplication)
by March 16.

Home Innovation also an-
nounced a call for proposed changes
to the 2012 NGBS; individuals and
groups can submit their changes
online (www.HomelInnovation.
com/2015NGBSComments) before
March 24. Task groups will then
review the submissions and devel-
op committee proposals.

The consensus committee will
hold two hearings in Washington,
D.C.,in 2014.

« At the first hearing, committee
members will initiate the review of
all proposed changes to the NGBS,
which will include input from
members of the relevant task
groups.

* At the second hearing, commit-
tee members will consider, discuss,
and take formal action on all pro-
posed changes.

Once the committee has com-
pleted its work, the newly updated
NGBS will be submitted to ANSI for
approval in 2015.

For more on the 2015 NGBS
development process, visit www.
HomelInnovation.com/NGBS.

expenses. Additionally,
employees must not pay
more than 9.5 percent of
their family income for the
employer-provided health
coverage. If a qualifying
employer does not meet
these requirements, it can
pay penalties of $2,000
to $3,000 per employee.
NAHB continues to
fight to repeal the law
and to gain more time
for its members to adjust
to the ACA. NAHB's four-
part webinar series on
what the ACArequires
will be posted online as
they become available.
All ACA webinars are
free and available only
to NAHB members. More
information is online at
nahb.org/healthcarelaw.

Legislative Conference

During the week of
March 17-21, the NAHB
will host its weeklong
“Bring Housing Home"
Legislative Conference
designed for NAHB
members to engage their
federal legislators in their
congressional districts.
An entire week will
give the NAHB time
to advance its priorities
in the shortened 2014
legislative calendar. This
weeklong event provides
an opportunity for NAHB
members to show federal
lawmakers the economic
power of the housing
industry and to take
the concerns of the home
building community to
their representatives
and senators in their home
offices. It also allows
NAHB members who do
not normally participate
in board meetings or the
annual conference to
make their voices heard.
Our goalistohold 535
legislative meetings. Visit
BringingHousingHome.
com for more details.
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LEVIT.®

The Industry’s First AFCI Outlet

-

The new SmartlockPro® Outlet Branch Circuit (OBC) Arc-Fault Circuit Interrupter (AFCI)
Outlet is designed to identify potentially dangerous arc-faults and respond by interrupting
power to prevent arc-faults that may lead to a fire.

AFCI outlets may be used on any wiring system as specified by the National
Electrical Code® and are easy to install in both new construction and retrofit applications.
Leviton OBC AFCls are the smart solution for improved home electrical safety.

Visit leviton.com/afci

. ]: - '
THE FUTURE Is ON® © 2014 Leviton Manufacturing Co., Inc. All rights reserved.
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Interview With the NAHB’s New Chairman

Kevin Kelly Focuses on
Post-Recession Challenges

New NAHB chairman
is determined to
keep the industry’s
comeback on track

Interview by Jennifer Goodman

Kevin Kelly, a Delaware builder with more
than 30 years of experience in the housing
industry, began his one-year term as chair-
man of the NAHB in January. The builder
and developer has been actively involved
with the organization since the mid-1980s
and has been a member of its executive board
for more than a decade.

Kelly is the president of Wilmington,
Del.-based Leon N. Weiner & Associates, a
home building company focused largely on
affordable housing. Shortly after taking of-
fice, Kelly shared his thoughts on several
pressing topics with BUILDER senior editor
Jennifer Goodman:

Builders across the country struggle

with the home appraisal system. What

is the NAHB doing to address its flaws?

The NAHB has taken a number of steps to
address the problem of appraisals that do
not accurately reflect the value of new
homes. In fact, the organization has com-
piled a set of specific recommendations for
reforming the system.

Among other things, these recommenda-
tions would: make the appraisal process
more consistent, ensure that appraisers have
authoritative information about the cost of
producing new homes, establish uniform
credentialing standards for residential ap-
praisers, and establish workable procedures
for expedited appeals of inaccurate or faulty
residential appraisals.

NAHB staff and officials have reached
out to multiple stakeholders in the legisla-
tive, regulatory and appraisal communi-
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ties in order to achieve these goals, and we
have made considerable progress toward
meaningful reform.

The slow-but-steady housing recovery

is issue No. 1 for most U.S. builders. What
factors could affect it?

Consumer confidence is one of the most im-
portant factors currently affecting the hous-

ing recovery. Anything that affects the
public’s perception of the economy and their
own prospects for financial security and
prosperity—good or bad—can have a signifi-
cant impact on new-home sales. In the wake
of the prolonged housing market downturn
and recession, consumer confidence is likely
to be vulnerable to even relatively minor
events affecting the marketplace.

Photography by Stephen Voss



Extra Energy When You Need It.

Allyou power-hungry types are in luck because Honda EB4000, EB5000 and EB6500 Industrial Generators offer exclusive,
industry-leading iAVR advanced technology that boosts power when you most need it — to start high-amp load applications.
And with 17 generators in our lineup to choose from, Honda has a model that'll be just right for your needs. Of course,
world famous Honda reliability is built into every generator we make, and they’re all backed by our Honda 3-Year Warranty.
That's just one more powerful reason to put Honda to work for you.

HONDA

GENERATORS

gen.honda.com
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n facebook.com/HondaGenerators

*Warranty applies to all Honda GX Series Engines and GX Series-powered Honda Power Equipment, 100cc or larger, purchased or put into rental service since January 1, 2009. Exceptions apply.
See full warranty details at honda.com. Does not apply to EU1000 models. Please read the owner's manual before operating your Honda Power Equipment and never use in a closed or partly enclosed
area where you could be exposed to poisonous carbon monoxide. Connection of a generator to house power requires a transfer device to avoid possible injury to power company personnel.
Consult a qualified electrician. ©2014 American Honda Motor Co., Inc.

See full warranty details at honda.com




Interview With the NAHB’s New Chairman

Another very important factor is job
growth. When jobs are growing and the
economy is moving in a positive direction,
prospective home buyers have more confi-
dence and are more likely to make the deci-
sion to purchase a home.

Many of the factors that could impact
the housing recovery negatively are directly
related to people’s pocketbooks. Increasing
prices for building materials, higher mort-
gage interest rates, and rebounding home
prices could all slow the pace of sales.

The USP competitive advantage.

Over 4000
quality engineered,

intelligently
designed connectors.

e —

————

We’re committed to delivering unrivaled products and A
services to our customers and giving them a competitive ‘ ’
advantage. Visit our website and call to learn how we v

can help drive your success. STRUCTURAL CONNECTORS

1-800-328-5934 uspconnectors.com

MiTek

A Berkshire Hathaway Company
Better Technology. Better Building.
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Will housing finance restructuring come

into play this year? What is the NAHB's
response to the idea?

Restructuring of the nation’s housing fi-
nance system is long overdue, and the
NAHB continues to urge Congress to address
this important issue as soon as possible. In
particular, we believe that affordable long-
term fixed rate financing must be readily
available to home buyers, and home build-
ers should have access to affordable funding
for acquisition and development of land and
construction of new single-family and mul-
tifamily homes.

It is also essential that there be a federal
backstop to the nation’s housing finance sys-
tem, which would only be triggered in an ex-
treme emergency. While the housing finance
system should be powered largely by private
capital, only the federal government has the
resources to shore up the system should there
be another crisis such as the housing market
experienced in recent years. Equally impor-
tant, there must be extensive safeguards to
prevent the housing market from ever experi-
encing another such meltdown.

What are your goals for the year?

NAHB'’s fundamental mission is to serve its
members’ best interests, and that means
ensuring a housing market environment
where homeownership is readily available
toresponsible consumers and an ample sup-
ply of affordable homes for those who choose
to rent.

Protecting the housing-related measures
in the tax code also will be a priority. It’s no
secret that many members of Congress seek to
eliminate or reduce the mortgage interest and
property tax deductions and the Low Income
Housing Tax Credit. This could send the hous-
ing market plunging back into recession and
stall or reverse the nation’s economic recov-
ery. We can'’t afford to let that happen.

As a member-focused organization, the
NAHB seeks to provide extraordinary value to
members. Last year, NAHB’s advocacy efforts
saved the industry about $6,200 per housing
start. That’s a really significant amount, and
we have set our sights on providing equal
value to members in 2014. B
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With Boral® you can design with brick like never before. Our new
design tool allows you to create unique color palettes that match Boral Bricks
selections to just about anything you envision, including Cultured Stone® by
Boral®, paint and trim -- and you can do it all from your tablet.

Ui Download on the 1 ANDROID APP ON BORAL
@& AppStore | P> Google play L]
Available Sprlng 2014 for BRICKS STONE TRIM ROOFING

iPad and Android™ tablet devices 1.800.5BORAL5 | www.boralbricks.com
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Homeowners are making passionate decisions
and taking educated chances with their exteriors.
They're taking the outside of their homes very
personally and challenging building professionals
to do the same. Check out how we're meeting that
challenge at royalbuildingproducts.com.

M ROYAL Exteriors

An Axiall Company

© 2014 Royal Building Products
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New House Plans From the Nation’s Leading Designers /// Edited by Aurora Zeledon /// www.builderhouseplans.com

PlanView

DESIGN TRENDS

Standout Bathrooms

Dazzle your buyers with these spa-inspired bathroom retreats

he fantasy bathroom has changed.

Think more emphasis on the

shower, less on a grand tub. Sink

space matters, especially for

older owners. For more insights,
check out the Bathroom Remodeling Survey
on Houzz. (This super-popular site is mainly
used by consumers who are remodeling, but
it also has lots of great information about
consumer preferences.)

Here are four house plans with notable
bathrooms. Your buyers will love the large
showers, freestanding tubs, and thoughtful

Make Mine aDouble

Homeowners going to the trouble of
remodeling their master bathroom want
double sinks (55 percent will have them
after the remodel, versus 35 percent
before). Building for older buyers? It's
even more important.

Percentage of homeowners installing two
sinks by age.

h

25-44 yrs 45+yrs

What kind of new sink?

Undermount 45%
details like easy access to the laundry room Above counter 14%
(check out the second plan below). Other Integrated 0 2%
modern amenities in these homes include Pedestal 7%
mudrooms, big kitchen islands, and indoor/ Drop-in 5%
outdoor living. Wallmount [ 4%

To see more plans with great bathrooms,
head to www.BuilderHousePlans.com.

Source: Houzz Bathroom Remodeling Survey,
www.houzz.com

Big Shower + Great Kitchen SquareFootage ................. 2,393
Plan #HWB1650001 Bonus Space................ 474 Sq.Ft.
Bedrooms...............ooo L

Bathrooms..

Dimensions...........

Foundation ........................

Main Level

&

Optional Bonus Space

Total oo, 3,622 Sq.Ft.
Plan #HWB1650002 Main Level 2,319 Sq.Ft.
SecondlLevel........... 1,303 Sq. Ft.
Bedrooms. ... 4
Bathrooms. ... 3%
Dimensions........... 77'-8"x88'-9"
Foundation ...... Unfinished Basement
5setS..iiiiiiii i $1,304
8sets.....coiiiiiii $1,376
Repro.......ccoovviiiiiiiiii $1,702
CAD. ... $2,644 o = 5
PDF . $1,702 Main Level Second Level

© WWW.BUILDERONLINE.COM
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PlanView

Dual Vanities and Closets

Plan #HWB1650003

Freestanding Corner Tub

Plan #HWB1650004

Total ...t 3,091 Sq. Ft.
MainLevel .............. 1,694 Sq. Ft.
SecondLevel........... 1,397 Sq. Ft.

Bedrooms. ..., 3

Bathrooms......................o. 2%

Dimensions........... 76'-0"x39'-0"

Foundation .......... Optional Finished

Basement (see plan online)

5SetS. .ttt N/A

8SetS. .ttt N/A

Repro.......ccovvviiiiiiiin $1,495

CAD......oiiiiiiiiiii $3,495

PDF .. $1,495

Total ..o 3,454 Sq. Ft.
MainLevel .............. 2,250 Sq. Ft.
SecondLevel........... 1,204 Sq. Ft.

Bedrooms..........ccoiiiiiiiiiii 4

Bathrooms. ..., 5

Dimensions............ 66'-4"x61-0"

Foundation ........ Unfinished Daylight

Basement
5setS. . $1,130
8sets.. ..o $1,205

Repro.....cooovvviiiiiiinin... $1,450

CAD... .o $2,500

PDF. . $1,450

Main Level

Second Level

Second Level

New and Improved Website

BuilderHousePlans.com

Affordable Solutions
28,000+ House Plans
Exclusive Plan Designs
Multifamily Layouts
Green Home Designs
Unlimited Use Collections

Buy More, Save More: Get up to 15% off with the

Builder Advantage Program

Browse Plans or Order Online: www.builderhouseplans.com

By Phone: 1800634 4773 us. toLL FReE
1877223 6389 CANADA TOLL FREE
1520544 8200 OTHER INTERNATIONAL ORDERS
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HWB165

Free Ground Shipping
Free Customization
Estimates and $100 Off
Customization Services®

*Excludes a limited number of
select plans

Additional Items for Sale: Call for Prices

Materials List
Additional Sets

Mirror Reverse

Right Reading Reverse
Line Rendering

Color Rendering

@ WWW.BUILDERONLINE.COM
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“From the low utility bills to the highest
indoor comfort, offering geothermal has
differentiated my business from

the competition for over 20 years.”

Mike Gilles, Geothermal Home Builder

DIFFERENTIATE (113442 £ #FROM OTHER BUILDERS

Like Mike Gilles, you have worked hard to build your reputation. Follow Mike’s example to differentiate yourself
from the competition by offering ClimateMaster Geothermal Heating and Cooling - the BEST heating and
cooling system money can buy. Offer your customers something that your competition doesn’t - superior
comfort, unbelievable energy savings and PERSONAL ENERGY INDEPENDENCE.

T0 READ MIKE GILLES’ FULL STORY, GO TO CLIMATEMASTER.COM/BUILDER

CLIMATEMASTER

Geothermal Heating & Cooling

—_—
~&=7 NAHB.

. . . Proud Suppol “NAHE Leading_
ClimateMaster is a company of LSB Industries, Inc. - NYSE symbol LXU  GeoExchange.org  supgiiars Cauncl
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AD Index

Advertiser PG number RS number Advertiser PG number RS number
ABC Supply 47 257 lcynene 84 272
AdvanTech 91, 80a-b* 200 JLC Live 17
AlA 96 191 Johns Manville 93 373
Arlington Industries 2-3 290 Kwikset 87 ---
Bilco 27 283 Leviton 99 394
Bobcat 67 287 Logix 16 325
Boise Cascade 4 361 Lumber Liquidators 10 184
Boral Bricks 103 201 Marvin Windows and Doors 43 234
Chevy Silverado 7 Masonite 24 375
Chief Architect 23 354 Metrostudy C2d,81,97 ---
ClimateMaster 107 297 MirrorMate 16 256
Comcast 53 210 Mobil Delvac 21 319
Daimler Vans USA, LLC 15 216 Multifamily Executive Awards 80
DAP SmartBond 16a-d --- NAHB 33,65 ---
Delta Faucet 35 314 Nichiha 19 219
Diamond Spas 22 399 Nissan 109 269
Dryerbox 47 274 Norbord 11 264
Electrolux C4 207 Ply Gem 8-9 310
ExakTime 14 Quality Stone Veneer Inc. 64 289
Ford 54-55 215 RAM C2,C2a-C2c ---
Geico 48a-b* Rinnai 37 241
Honda Generators 101 244 Riverhead Building Supply 64c-d -
Housing Leadership Summit 2014 66 Royal Building Products 104 300
IAPMO 89 251

Icc 116 214 317 *Issue mailed in regional editions.
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Advertisers: To update your listing, contact Lauren Searson at 202.736.3461 or
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FOR MORE INFO, PLEASE GO TO WWW.BUILDERONLINE.COM



Innovation

that excites NISSAN CARGO VANS

THE ONLY THING THEY WON’T DO IS BACK DOWN.

At Nissan, we're hard on our vans. We strength-test them for hours. We coat them
with salt and crank the heat to 140 degrees with 95% humidity. We hammer them
through potholes and over curbs, simulating more than 530,000 miles of the
roughest, most corrosive driving conditions imaginable. 6,600 tests later, they're
ready for whatever you can throw at them. And then some.

NV200" Compact Cargo | NV'Cargo | NV’  Cargo High Roof

@ Commercial Vehicles

Always wear your seat belt, and please don't drink and drive. ©2014 Nissan North America, Inc.
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AD Index

Advertiser PG number RS number Advertiser PG number RS number
Salsbury Industries 12 246 Tremco Barrier Solutions 51 339
Schneider Electric 45 280 USP Structural Connectors 102 383
SoftPlan 12 237 ZIP System by C3 242

The Chamberlain Group 39 203 Huber Engineered Woods ~ 32a-b*

The Home Depot 29,40 32c-d’

The New American Home 82-83 Gaat’

The Tapco Group [ Kleer 13 248

Therma-Tru Doors 10 194

*Issue mailed inregional editions.
Thermador 94 388 Advertisers: To update your listing, contact Lauren Searson at 202.736.3461 or
send an email to Isearson@hanleywood.com

Congratulations

TO HANLEY WOOD'S JESSE H. NEAL AWARD WINNERS

Hanley Wood is committed to publishing quality content that serves the
information needs of construction industry professionals. Our editors have
once again been honored by the most prestigious editorial awards program.
Join us in congratulating them.

2013 WINNERS 2013 FINALISTS

POOL & SPA NEWS ARCHITECT PROFESSIONAL

Best Technical Content BUILDER DECK BUILDER
ECOHOME PROSALES

ruoneune cumutoruonr 0BT
CONSTRUCTION

hanley,wood



Builders' Best Resources/Classifieds

SPECIAL ADVERTISING SECTION

VIEESN@RAGERIERY,
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AEEEEEE——— MODULAR ALUMINUM CABINETS

Call or click for your
FREE Catalog: (888) 998-8232

modulinecabinets.com/A297

Enhance Your Curb'Appeal
with Affordable.’ Accents

Mallboxes - Plaques Street Signs - Cupolf!s/”
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. Globus Cork

) ( Y e W ais
www.CorkFloor.com 50231 ,LUSTOM HO’%H:

Tel. 718. 7,33&’7522 ’\LHL SSORIES

FOR INFORMATION Carpet Express The Ultimate
on how to be a part of the next @AMERICA‘S FLOOR STORE Door & Window

BUILDER
MAGAZINE SAVE 30-50% ' SILL PAN SYSTEM

special advertising section,

contact Ken Wilson at CARPET-HARDWOOD-VINYL: LAMINATE
202-729-3531. RESIDENTIAL & COMMERCIAL FLOORING

800-922-5582

915 Market Street Dalton, GA 30720

CarpetExpress.com
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Waste Not RI San Fratello Architects’

= 3D printing process uses materials from an

industrial waste stream.

Total Fabrication

3D printing is about to change everything—residential design
and construction included. BY BRUCE D. SNIDER

iomedical engineers are using 3D

printing to fabricate surgical im-

plants from titanium, and NASA

is funding development of au-

tonomous 3D printers to build a
base on Mars. The implications of 3D printing
for architects and builders range from merely
practical to truly revolutionary.

Also called additive manufacturing, 3D
printing deposits raw material in thin, pre-
ciselayers. Imagine an ink-jet printer retrac-
ing the letter “I” until it becomes a miniature
I-beam, except the “ink” is plastic or metal—
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or Martian soil—and the output is anything
that can be encoded in a CAD file.

As a design tool, 3D printing has arrived. AT
chitect Elizabeth Whittaker says 3D printers
produce architectural models better and faster
than manual techniques. “I have one where I
teach [at the Harvard University Graduate
School of Design], and more people are using
it to make things that are otherwise unmake-
able.” Moderately priced 3D machines print
relatively small objects “but that’s going to
change,” Whittaker says. “Everyone is going

to have one in their office in 10 years, and
you'll be able to print something 8 feet tall.”

With their ability to produce complex
shapes, 3D printers have revolutionized mod-
el-making and product prototyping, Whit-
taker says, and are destined to influence the
design process. “They make forms you can’t
make with flat materials,” she says, which—
like CAD and 3D computer modeling—will
free architects to think in new ways.

Architect Ronald Rael is using 3D printing
technology to translate CAD drawings to full-
scale custom architectural components—
“from walls and fagades to interiors and fur-
niture,” Rael says. His Oakland, Calif.-based
firm, Rael San Fratello Architects, uses a
printer with output up to 3 meters by 3 meters
“by as long as you want,” he says.

The machine can use a variety of powdered
base materials, and Rael and his partners
adapted theirs to output in concrete polymer,
wood fiber, or even salt. “Our process has zero
waste,” Rael says. “We're hoping [to produce]
curtain wall applications, interior walls, free-
standing spaces or rooms, and furnishings.”

Production builders see a printed future. Salt
Lake City-based Garbett Homes uses a 3D
printer to produce stunningly accurate multi-
color models of its new-home communities.
The cost is half that of handmade models, says
acquisitions director Rene Oehlerking.

Oehlerking predicts that scaled-up ver-
sions of the same machinery will become a
mainstay of the industry. “Why couldn’t 3D
printing be a natural next step for paneliza-
tion?” he asks. “You could have a 3D printer on
site and print out panels with channels for the
conduit, HVAC, data, and ducting.”

“Construction is the last human endeavor
that isn’t automated,” says Behrokh Khoshn-
evis, a professor of industrial and systems
engineering at the University of Southern
California. He invented Contour Crafting, a
supersized application of 3D printing aimed at
producing entire concrete buildings.

“So far, my funding is from NASA,” which
hopes to use the technology in building that
Marsbase, Khoshnevis says. If all goes to plan,
the effort will also support development of an
earthbound house printer. “If there is suffi-
cient funding, in two years I will make the
first machines available for commercial use.”

The original version of this article appeared in our
sister brand, Custom Home.
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ZIP IT TIGHT.

The fastest way to the perfect tight neighborhood.

Discover ZIP System® sheathing & tape. It’s a one-of-a-kind structural roof and wall
system that keeps moisture out and reduces air leakage. This continuous moisture and air — &
barrier offers superior drainage and permeance to keep structures dry and improve energy [II‘.’SVSfem
efficiency. Plus, it goes up in just two easy steps: 1. Install the panels, 2. Tape the seams. SHEATHING & TAPE
Fewer steps result in 40% faster installation when compared to traditional house wrap -

and felt, to save builders’ time and homeowners’ money.

Visit ZIPsystem.com/builder7 or call 866.788.8352.

e e AT iaian. v
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rq) Etectrous
INNOVATIVE DESIGN.

AMAZING PERFORMANCE.

Distinctive, streamlined and loaded with best-in-class features, Electrolux draws on over 90 years of

designing appliances for some of Europe’s most demanding professionals and home chefs. From a

starter home to a luxury custom home, build the perfect Electrolux appliance suite for your customers at:
ElectroluxBuilder.com or 888.735.4920 or builder@electrolux.com

Thank you for visiting us at KBIS/IBS 2014!
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