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[EDITORIAL]

Giving Back 

Since the launch of Professional Builder’s Dai-
ly Feed newsletter on June 4, 2014, I have 
scanned thousands upon thousands of 

news stories about or related to home building in 
some way. (And yes, it’s me who chooses the sto-
ries, so feel free to direct any and all comments 
my way—my email address is at the bottom of 
this page.) The news biz being what it is, many 
of the articles I read are not what you might call 
feel-good stories. Lately, we’ve been inundated 
with all of the reasons why the industry hasn’t 
fully recovered from the recession: lack of land 
and labor; the proliferation of impact, regulatory, 
and other fees that raise the prices of homes; the 
rising costs of materials; the growing number 
of Americans who are unable to afford to buy a 
home; and so on. The business of home building 
is hard work and not for the faint of heart. It’s 
not surprising that recently released demograph-
ic data from the NAHB show that the number of 
single-family builder members stands at only a 
little more than 50 percent of the roughly 45,000 
members counted in 2008. 

Which is why, when I’m scrolling through the 
news and I come upon a different kind of home 
building story, such as the one, for example, 
about the most recent Habitat for Humanity 
Home Builders Blitz, it makes my day. The Blitz is 
an annual event; a partnership between Habitat 
and builders all over the country to build houses 
for deserving families over the course of a five-
to-10-day period. Builders (and starting in 2015, 
remodelers and various trades) volunteer their 
time and labor and donate as much of the ma-
terials for the homes as they can. Suppliers such 
as Ply Gem, Panasonic, and others also helped 
with materials, products, and funds for this year’s 
builds. During the second week of June, the vol-
unteers built, renovated, or repaired nearly 250 
homes in 71 communities in 31 states. 

Another story that hit the same note was 
about HomeAid America’s Homes for Our 
Veterans Initiative, which focuses on shelter de-
velopment for charities working with homeless 

vets and community outreach activities to sup-
port those charities. Projects for veterans com-
pleted to date have resulted in shelters with 350 
new beds, serving more than 4,700 vets, as well 
as 11 renovated apartments and another six that 
will be finished this year. These are in addition to 
the more than 440 housing projects nationwide 
that HomeAid has provided for the homeless 
through the generosity of home builders, their 
trades, and suppliers.

Those of us who work in and around the indus-
try know of the countless charitable and com-
munity service endeavors of builders. Every home 
builder I’ve come in contact with, big or small, 
gives back to its community in some way. Why do 
they do it? How do they do it? How do they find the 
time when their businesses seem to require more 
hours than there are in a day just to survive?

I put these questions to Tom Gipson, the 
Raleigh, N.C., custom builder who set the Home 
Builders Blitz in motion back in 2002. He said that 
home builders are natu-
rally highly involved in 
the well-being of their 
communities and that 
giving back is essential 
for the entire commu-
nity to experience positive growth. Charities such 
as Habitat for Humanity and HomeAid simply al-
low builders to use their talents and connections 
to make more substantial contributions. Tom 
added, “One of my builder friends, when asked 
why he participated in the Blitz, answered that 
we made it so easy. How else could he, in a week’s 
time, with the help of his subs and suppliers, 
make a contribution of approximately $50,000?” 

I’m not sure it was really easy for that builder or 
for the large numbers of participants who spent 
their off-hours building homes and raising mon-
ey, but many, many thanks to all who did, and for 
making life a bit better for their many beneficiaries. 

Denise Dersin, Editorial Director
ddersin@sgcmail.com

Builders are naturally highly involved 

in the well-being of their communities.
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Do You Hear an Echo? 

The “generation gap” is an idea that gained popularity in the 1960s, 
though it could be argued that awareness of it arose about the time 
that the concept of adolescence was created, at the beginning of 

the 20th century.  Much is made of the divide between Boomers and their 
Gen-Y offspring, yet most of the differences cited involve technology 
and popular culture—rather than politics and social  mores, as they did 
a half-century ago. Your kids text; you’re more apt to make a phone call. 
You might still go to the movies; your grandkids stream their favorite 
web series on a smartphone. 

This month we take a look at similarities between the generations 
and examine how they can be leveraged in new-home marketing. “The 
Beginner-Boomer Con� uence,” on page 30, examines the preferences of 
Boomers and so-called echo Boomers and � nds that, though they’re in 
decidedly different phases of life, the two generations share needs and 
preferences that overlap in striking ways. More importantly, the home 
building solutions that are compelling to those at both ends of the spec-
trum bode well for enduring and practical new-home design.

We hear a lot about an oncoming gray wave, but this past spring, it was 
noted that the 75.4 million echo Boomers, or Millennials, now account for 
more than 25 percent of the U.S. population, surpassing some 74.9 million 
Boomers. That Millennial generation will continue to surge for the next 
two decades, spiking to 81.1 million by 2036. As you’ll read, marketing new 
homes to Boomers and echo Boomers involves new models as well as em-
bracing some ideas from the last century that are being reinvented.

  In your quest to create new and appeal-
ing places to live, you likely hear lots about 
community and sense of place. Much atten-
tion is paid to landscaping, walking trails, 
and curb appeal. They’re all important. But 
in “Designing From the Inside Out,” on page 
36, senior editor Susan Bady talks to builders and designers who chose 
an inward focus for recent, successful projects. That type of emphasis 
results in a stronger connection to other components within a project. 

Focusing inward doesn’t mean turning your back on what’s outward, 
but it does mean creating a cohesive enclave. At a moment when ‘A’ 
locations are pricey, land is scarce, and building on in� ll lots often means 
making the best of less-than-ideal surroundings, the inside-out approach 
has applications for a wide range of projects. It’s not a one-size-� ts all 
proposition though, and you’ll hear from builders and developers about 
the contexts in which it makes the most sense. 

Amy Albert, Editor-in-Chief
aalbert@sgcmail.com
@ProBuilderMag

The groups that bookend the market 

want many of the same things in a home
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[MARKET UPDATE]

By Michael Chamernik and  
David Malone, Associate Editors

MARKET DATA

FEWER MIDDLE-INCOME 
HOUSEHOLDS

The share of middle-income adults 
significantly shrank from 2000 to 2014. 
The Pew Research Center examined 
229 of the 381 U.S. metro areas and 
found that in 203 of them the num-
ber of adults living in middle-income 
households fell over the last 14 years. 

The metro areas for Atlanta (56.0 to 
50.5), Baltimore (57.5 to 51.3), Boston 
(55.9 to 48.6), Chicago (56.3 to 51.1), 

Milwaukee (58.9 to 52.6), Minneapolis 
(61.0 to 54.6), Philadelphia (56.1 to 50.6), 
and San Francisco-Oakland (52.7 to 
47.7) all saw their share of middle-in-
come adults decrease by at least 5 per-
centage points from 2000 to 2014. Dal-
las, Denver, Houston, Indianapolis, Los 
Angeles, Memphis, Miami, New York, 
Pittsburgh, San Diego, and St. Louis also 
saw declines in the middle class.

The conclusion tracks with a Pew 
study released late last year, which 
found that the number of adults in 
middle-income households in the U.S. 

decreased from 55 percent in 2000 to 
51 percent in 2014.

With a smaller middle class, percent-
ages increased for both upper- and low-
er-class adults. The upper-income tier 
rose in 172 areas, and the lower bracket 
increased in 160 areas. Some 108 met-
ros saw rises in both categories.

In the study, a middle-class house-
hold was defined as a household income 
two-thirds to double the national me-
dian, adjusted for household size. This 
worked out to be a range of between 
$42,000 and $125,000 for a household of 
three. The median income was between 
$70,000 and $75,000 in 138 of 229 areas.

Incomes in each metro area are ad-
justed for the cost of living relative to 
the national average. The 229 metro ar-
eas, selected because of publicly avail-
able Census Bureau data sets in both 

2000

55%
2014

51%

SERVING:
Architects, Designers, Custom Builders, Historic 
Preservationists, and Discerning Homeowners
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2000 and 2014, represent 76 percent of 
the U.S. population in 2014.

Pew identified the areas that gained 
and lost the most economic status 
since 2000. Midland, Texas, for instance, 
went from an 18.5 upper-class share to 
a 36.8 share from 2000 to 2014 due to a 
population surge from the oil and gas 
industry. Midland’s middle-class rate 
shrank from 53.3 to 42.6 percent in the 
same timeframe. Meanwhile, indus-
trial cities such as Goldsboro, N.C., suf-
fered. Goldsboro’s lower-income share 
went from 27.2 to 40.9 from 2000 to 
2014; its middle-income rate declined 
from 59.6 to 47.8. 

The areas with the greatest share 
of middle-income adults are located 
in the Midwest. In Wausau, Wis., 67.2 
percent of adults were considered 
middle class in 2014. Janesville-Beloit, 

Wis. (65.2), Sheboygan, Wis. (63.2), 
Kankakee, Ill. (62.1), Elkhart-Gosh-
en, Ind. (61.4), Eau Claire, Wis. (61.2), 
and Youngstown-Warren-Boardman, 
Ohio-Pa. (60.2) were among the metros 
with a middle-income share greater 
than 60 percent. —MC

LABOR

ROOFER SHORTAGE
In a 2015 NAHB survey, 40 percent of 
surveyed builders indicated they had 
a roofer shortage—34 percent reported 
“some” shortage, while 6 percent re-
ported a “serious” shortage. And sub-
contractors looked even harder hit: 
36 percent of subcontractors reported 

some shortage and 8 percent said they 
had a serious shortage.

The National Roofing Contractors 
Association is looking to fill those 
gaps. It launched the online NRCA Ca-
reer Center, nrca.net/careers, a roofing 
industry–specific resource that will 
allow all industry sectors—including 
roofing contractors, distributors, man-
ufacturers, consultants, and design-
ers—to find skilled candidates.

For over 75 years, QUIKRETE®

has been America’s top choice 

for building the strongest 

projects and bringing old 

ones back to life. With 150 

manufacturing plants and 

over 200 professional-grade 

products, QUIKRETE® has 

what you need for your next 

residential or commercial 

concrete construction job, 

no matter the size. Learn more 

at quikrete.com.

WHAT AMERICA’S MADE OF.®
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[MARKET UPDATE]

The NRCA Career Center website of-
fers access to two job databases, the 
NRCA Job Bank and the Hard Hat Hub. 
The NRCA Job Bank lists available in-
dustry jobs and lets candidates upload 
résumés that employers can review. The 
Hard Hat Hub is a construction industry 
database where candidates can create a 
personal profile and search for open jobs.

The site also has resources includ-
ing safety webinars, training programs, 
specific state-by-state wage informa-
tion from the Bureau of Labor Statistics, 
and contact information for joining a 
variety of apprenticeship programs.

“For many years, there has been a 
great need for workers in the roofing 
industry,” William Good, NRCA’s CEO, 
said in a statement. “The NRCA Career 
Center will help make workers more 
aware of the many opportunities that 

exist in our industry and how reward-
ing a career in roofing can be.” —MC

MATERIALS

CONCRETE-CANCER CURE
It’s known as concrete cancer: Alkaline 
properties in cement paste react with 
silica properties that can occur in re-
cycled concrete additives, such as glass, 
and cause the concrete to weaken, ex-
pand, and crack. If concrete that uses 
recycled glass is unable to retain its ex-
pected properties, the concrete becomes 
almost useless. The issue becomes how 
to use recycled glass in concrete with-
out weakening the material.

Researchers from the University of 

British Columbia may have found the 
answer. Associate Professor of Engineer-
ing Shahria Alam and co-researcher 
Anant Parghi calmed the reaction that 
leads to concrete cancer. By adding a 
water-based synthetic rubber polymer, 
fly ash, and silica powder to the con-
crete mix, the negative chemical reac-
tions that act as the catalyst for con-
crete cancer are neutralized.

Replacing some of the cement with 
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At MediaPress Studios, we apply now + tomorrow solutions to “now” problems, 
whether enhancing existing sites or building new device-independent websites.

Want to know more? Check us out at www.mediapressstudios.com or e-mail sales@mediapressstudios.com.



 ProBuilder.com   Professional Builder 13

polymer, fly ash, and glass powder re-
sulted in two key outcomes: concrete 
that’s 60 percent stronger than what 
was previously believed possible; and, 
because recycled glass was used, a re-
duction of up to 25 percent of the ma-
terials that would otherwise need to be 
mined for cement production. 

The researchers' concrete still needs 
long-term testing to assess stability. Yet 
a viable cure is in sight that allows the 
use of recycled materials in concrete 
production. —DM

ENERGY EFFICIENCY

NEW BATTERY CHARGER 
EFFICIENCY STANDARDS

Every year more than 500 million elec-
trical chargers are sold in the U.S. and 
there are already an estimated 2 bil-
lion charging devices in use across the 
nation, the Natural Resources Defense 
Council reports. Now, new standards 
from the Department of Energy, sched-
uled to go into effect in May 2018, will 
address the efficiency of the battery 
chargers for portable products. This in-
cludes the power supply unit that plugs 
into an outlet, the battery that is being 
charged, and the charge-control circuit-
ry that's integrated into the product.

By increasing efficiency by about 10 
percent on average, it's anticipated that 
the new standards will save 500 million 
kilowatt-hours annually—enough elec-
tricity to power the households in a city 
with a population of 100,000.

The DOE’s new standards are mod-
eled on existing standards in California, 
while improving on those standards for 
some product types, such as electric 
toothbrushes and golf carts.

The DOE estimates up to 95 percent 
of all products sold in the U.S. already 
comply with California requirements. 
When state and the new federal stan-
dards are combined, the amount of 
electricity saved annually will equal 

the output of six 
500-megawatt coal-
fired power plants.

The need to be 
within a few feet of 
an outlet has been 

greatly reduced thanks to products that 
can be used anywhere. While the num-
ber of chargers and portable electronic 
devices may increase, the electricity 
consumed by those devices doesn't need 
to parallel that growth. —DM

Give the Dryer Some Space

888-44-Dryer www.Dryerbox.com

Room to 
Breathe
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ABOUT NAHB: THE NATIONAL ASSOCIATION OF HOME BUILDERS IS A WASHINGTON, D.C.-BASED TRADE 

ASSOCIATION REPRESENTING MORE THAN 140,000 MEMBERS INVOLVED IN HOME BUILDING, REMODELING, 

MULTIFAMILY CONSTRUCTION, PROPERTY MANAGEMENT, SUBCONTRACTING, DESIGN, HOUSING FINANCE, 

BUILDING PRODUCT MANUFACTURING, AND OTHER ASPECTS OF RESIDENTIAL AND LIGHT COMMERCIAL 

CONSTRUCTION. FOR MORE, VISIT NAHB.ORG.

BUILDERS REPORTING LOT 
SHORTAGES AT ALL-TIME HIGH

If finding skilled labor isn’t your top concern, then chances are 
pretty good that finding lots to build on is your biggest chal-
lenge. Since 1997—almost 20 years—the NAHB/Wells Fargo 

Housing Market Index has periodically tracked builder senti-
ment regarding lot availability. In that time, the percentage of 
builders reporting shortages has never been as high as it is now: 
In the May survey, 64 percent of respondents reported a “low” or 
“very low” lot supply—a 2 percent increase from the previous 
record set in May 2015.

Even back in 2005—when the market was strong and roughly 
twice as many new homes were being built nationwide—the 
share of builders reporting shortages was at 53 percent.

The percentage varies somewhat based on the region of the 
country, builder size, and the type of lot. Although the categories 
are seldom precisely defined, builders often think in terms of A, B, 
and C lots, based on the desirability of their location. As you might 
expect, the shortage tends to be most acute for A lots. In the May 
2016 survey, 69 percent of the builders said A lots were in short sup-
ply, compared with 60 percent for B lots and 47 percent for C lots.

Nowhere is the scarcity of land more apparent than in the 
West, where 39 percent of builders said lot supply was “very low” 
(compared with 23 percent in the South and 18 percent in both 
the Midwest and the Northeast). But when specifically referring 
to premium “Class A” lots, builders from coast to coast reported 
widespread shortages.

“Here in Northeast Ohio, the supply of ‘A’ lots has really dwin-
dled,” said Bill Sanderson, vice president of construction and 
land for Knez Homes, a Cleveland-area custom home building 
company. “A few spots are available for redevelopment, but that 
process takes time, and there still isn’t a ton of [land].”

Sanderson, who also serves as president of the Ohio Home 
Builders Association, says that many builders have little choice 
but to look farther and farther out into the suburbs, where the 
prices need to be highly competitive to entice enough buyers. “In 
those secondary locations, increased entitlement time and more 
regulations, including environmental and other issues, mean that 
lots are not coming online as quickly as planned,” he explained.

Lot shortages were also reported somewhat more often by larg-
er home builders. Overall, 70 percent of builders with more than 
100 starts reported a low or very-low supply of lots, compared 
with 65 percent for builders with six to 99 starts, and 62 percent 
of builders with fewer than six starts. PB

According to the NAHB/Wells Fargo Housing Index, 
builder confidence was unchanged in May at 58. April 
new-home sales jumped 16.6 percent from March to 
an annual rate of 619,000, and housing starts also 
increased, 6.6 percent during the same period to an 
annual rate of 1.17 million. Remodeling spending in 
April fell 3.2 percent to $142.2 billion.

HOUSING MARKET SNAPSHOT

BUILDER CONFIDENCE STEADY

NEW-HOME SALES INCREASED

HOUSING STARTS ROSE

REMODELING SPENDING DROPPED
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THE STATE OF CREDIT & CAPITAL 

While the majority of builders re-
ported in Professional Builder’s 2016 
Finance survey that access to � -

nancing has improved over the past year, 
many, judging from their written answers, 
would like to have a time machine to skip the 
arduously long period for processing loans. 

Fewer builders indicated that they were shut 
out of a project due to the inability to secure 
� nancing compared with the previous two 
years, when more than a third of respondents 
said they lost projects due to tight credit. But 
there were plenty of respondents—includ-
ing members of Builder Partnerships—who 
grumbled about lending activity not keeping 
up with their ability to start projects. Other 
complaints included long delays in closing 
loan applications, the inability to close homes 
with lenders on time, and cumbersome regu-
lations and paperwork. The NAHB � rst-quar-
ter AD&C � nancing survey found that while 
credit conditions for that period were better 
compared with the fourth quarter, looking at 
the longer-term trend suggested that the eas-
ing of credit that began in 2012 peaked in the 
fourth quarter of 2014, and has been dimin-
ishing since then. For more results, see the 
charts that follow.

METHODOLOGY & RESPONDENT INFORMATION THIS SURVEY WAS 

DISTRIBUTED BETWEEN MAY 5 AND JUNE 5, 2016, TO A RANDOM 

SAMPLE OF PROFESSIONAL BUILDER’S PRINT AND DIGITAL READ-

ERS AND TO MEMBERS OF BUILDER PARTNERSHIPS. NO INCENTIVE 

WAS OFFERED. BY CLOSING DATE, A TOTAL OF 119 ELIGIBLE READ-

ERS RETURNED COMPLETED SURVEYS. RESPONDENT BREAKDOWN 

BY DISCIPLINE: 32.8 PERCENT PRODUCTION BUILDER FOR MOVE-

UP/MOVE-DOWN BUYERS; 29.4 PERCENT CUSTOM HOME BUILDER; 

15.1 PERCENT DIVERSIFIED BUILDER/REMODELER; 10.1 PERCENT 

PRODUCTION BUILDER FOR FIRST-TIME BUYERS; 3.4 PERCENT LUX-

URY PRODUCTION BUILDER; 2.5 PERCENT ARCHITECT/DESIGNER 

ENGAGED IN HOME BUILDING; 1.7 PERCENT MULTIFAMILY; 0.8 

PERCENT MANUFACTURED, MODULAR, LOG HOME, OR SYSTEMS 

BUILDER; AND 4.2 PERCENT OTHER. APPROXIMATELY 36.1 PERCENT 

OF RESPONDENTS SOLD ONE TO FIVE HOMES IN 2015, AND 16 PER-

CENT SOLD MORE THAN 100 HOMES.

By Mike Beirne, Senior Editor

HOME BUILDERS REPORT ON THE STATUS OF CREDIT AVAILABILITY, ALTERNATIVE

FINANCING, AND CUMBERSOME PAPERWORK

[EXCLUSIVE RESEARCH]

PLEASE INDICATE THE EXTENT TO WHICH YOU AGREE OR 
DISAGREE WITH THIS STATEMENT: BANKS IN MY MARKET(S) IS/

ARE MORE OPEN TO PROVIDING FINANCING TO MY COMPANY/
HOME BUILDERS THAN THEY WERE THIS TIME LAST YEAR

14.3%  Strongly agree

37.8%  Somewhat agree

25.2%  Neither agree or disagree

15.9%  Somewhat disagree

  6.7%   Strongly disagree

BASE: 119; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

Builder sentiment that banks are looser with the purse strings is stronger this year 

compared with 41.5 percent of respondents last year who either strongly or somewhat 

agreed that banks were more open to fi nancing during the past 12 months.

HAS YOUR COMPANY HAD TO PASS ON A POTENTIALLY LUCRATIVE 
PROJECT (VERTICAL CONSTRUCTION, LAND PURCHASE, 
OR DEVELOPMENT) IN THE PAST 12 MONTHS 
BECAUSE YOU COULDN’T SECURE FINANCING?

59.7%  No

29.4%  Yes

  5.9%  Question does not 
  apply to my business

  5.0%   Not sure/don’t know

BASE: 119; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

Between banks being more willing to lend and the availability of alternative capital 

sources, the majority of builders say they have not been shut out of a project due to 

lack of fi nancing.

hile the majority of builders re- ARE MORE OPEN TO PROVIDING FINANCING TO MY COMPANY/

THE STATE OF CREDIT & CAPITAL THE STATE OF CREDIT & CAPITAL 
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[EXCLUSIVE RESEARCH]

WHICH OF THESE ISSUES, IF ANY, HAS YOUR COMPANY EXPERIENCED 
WITH YOUR LENDER/BANK IN THE PAST 12 MONTHS?

Bank is willing to lend but documentation for appraisals, inspections, and other administrative requirements is onerous and time-consuming

Other bankers have contacted my company about the possibility of doing business with us

My current banker(s) is/are more open to fi nancing vertical construction projects and offering better terms than a year ago

My current banker(s) is/are more open to fi nancing land acquisition/development and offering better terms than a year ago

Home appraisal(s) came in lower than the purchase price

Bank will fund vertical construction but not land acquisition/development

My primary bank was acquired by another bank or was taken over by the FDIC

Lines of credit stopped

Loans called even though payments are current

Other

43.2%

41.5%

38.1%

23.7%

23.7%

22.0%

9.3%

6.8%

2.5%

5.1%

BASE: 118; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

Bankers are more aggressive in courting lending business and slightly more 

builders reported that their bank is funding land buys than not. However, red 

tape and long processing times continue to be the top complaint.

PLEASE SELECT THE TOP THREE FINANCIAL CHALLENGES YOUR COMPANY HAS FACED IN THE PAST 12 MONTHS

Land values are too high

Home appraisals undervalue my product

Finding a bank that will do development lending

Buyers unable to secure a loan

Securing quicker availability of capital by securing alternate fi nancing

Rising bank fees

Banks taken over by the FDIC

Others

53.4%

47.5%

42.4%

26.3%

24.6%

22.0%

13.6%

0.9%
BASE: 118; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

Expensive land and lowball appraisals once again were the top two challenges, 

while fi nding a bank willing to lend to develop land surpassed homebuyers’ 

inability to get a loan, which was last year’s No. 3 fi nancial challenge.
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[EXCLUSIVE RESEARCH]

HAVE YOU USED ALTERNATIVE 
FINANCING METHODS TO FUND 
PROJECTS IN THE PAST 12 MONTHS?

56.3% Yes

38.7% No

  5.0%   Question does  
  not apply to
  my business

BASE: 119; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

The majority of builders said they used fi nancing sources other than a bank, up from 45.2 percent in last year’s survey. Private investors and friends and 

family were the most popular alternatives.

WHAT TYPES OF ALTERNATIVE FINANCING (ALTERNATIVES TO BANKS) 
HAVE YOU BEEN ABLE TO SECURE?

BASE: 67; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

Private investors (not friends and family)

Friends and family

Equity partners

Private equity

Hard-money lenders

Loan from nonregulated fi nancial fi rm

Other

35.6%

22.9%

16.9%

14.4%

14.4%

3.4%

HOW STRONGLY DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENT: 
THE LENDING ACTIVITY BY BANKS IN MY MARKET(S) IS/ARE REFLECTIVE OF THE DEMAND FOR NEW HOMES

  8.6%  Strongly agree, banks are adequately fi nancing building and homebuying demand 

50.0%  Somewhat agree

19.8%  Neither agree nor disagree

11.2%  Somewhat disagree

  8.6%   Strongly disagree, there would be more building and homebuying if banks were more active

  1.7%    Other

BASE: 116; PROFESSIONAL BUILDER 2016 FINANCE SURVEY

The notion that bank fi nancing activity was in line with the demand for new housing was strongest in the South Atlantic region (Delaware, 

Florida, Georgia, Maryland, North and South Carolina, Virginia, Washington, D.C., and West Virginia).  But builders in that same region and 

in the East North Central (Illinois, Indiana, Michigan, Ohio, and Wisconsin) and West South Central (Arkansas, Kentucky, Mississippi, and 

Tennessee) regions polled higher for the sentiment that  bankers are not keeping up with the lending needed to build projects. 

3.4%
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istorically, there have been two import­
ant terms in advertising: reach and fre­
quency. Reach is the number of people 
who will hear or see the message you’re 
promoting, while frequency lets a market­
er know how many times the people the ad 

reaches will be exposed to it in a given period. 
Now I’m going to suggest that you forget about one of these 

terms altogether. In today’s competitive online landscape, can 
you guess which one is less important?

The answer is frequency. You used to have to pay extra to 
reach a whole bunch of people—many of whom didn’t care 
about your message—in order to also reach those who did care. 
Not anymore. Now you can be more targeted, make sure those 
who are showing interest are reached with even higher fre­
quency, and pocket the savings. 

In my first job back in 2003 working for a private builder with 
$2 billion in revenue, I was to do pretty much one thing every 
week: design a full­page, full­color ad to go in the real estate 
section of a daily newspaper. Ad space cost between $10,000 
and $15,000 each week, and being in the real estate section 
made it seem like it was targeted at the builder’s ideal audi­
ence. The newspaper’s reach in 2003 was incredible—the ma­
jority of the area’s population read a newspaper at least once 
per week. As an advertiser, I had to pay for that high level of 
reach, even though only about 2 percent of my metro area was 
in the market for a home at any given time. 

Paying to reach people who have no interest in your product 
is wasteful. But in 2003, you had little choice. In today’s digital 
world, however, continuing to do so can have a catastrophic ef­
fect on the efforts of your sales and marketing teams. Reaching 
large mass numbers is out; focusing on your target audience—
as many times from as many different angles as possible—is in.

BE PERSISTENT, BE PRECISE
Identifying those who are most likely to purchase a new home 
has evolved light­years from the days of placing ads in the 
newspaper real estate section. We can now target ads tied 
to online behavior—what web searches new­home seekers 
are doing, the other websites they’re visiting (Zillow? Trulia? 
Redfin?), and even from whom they’re receiving email. Often 
you’ll need to pay extra for this kind of laser­focused targeting, 
but there are some things you can do that cost almost nothing. 
Here are the foundational pieces to put in place now to become 
a professional stalker without breaking the bank.

1. Google AdWords Remarketing
By displaying your ad on other websites a user visits after be­
ing on your site, or within other web searches the user per­
forms after leaving your site, your company can stay top of 
mind with those site visitors. (It’s called “remarketing” be­
cause you’re reintroducing your brand or product to a pros­
pect who has already been on your site.) Setting up remarket­
ing in Google AdWords is completely free; you only pay for 
actual results. That’s why we always encourage you to set this 
up and manage it yourself, if possible, instead of paying oth­
ers to do so. There are several options to consider:

• Display ad remarketing: Most of us have had the expe­
rience of shopping online for an item and then seeing 
banner ads related to that item later on other sites, and 
it works exactly the same way for home builders. The 
beauty of this approach is that you only pay for ads when 
they’re clicked on, and display ads for remarketing have 
a very low click­through rate. That means it’s common 
to receive more than 100,000 ad impressions for only a 
couple hundred dollars per month.

By Kevin Oakley, Contributing Editor

IF YOU’RE NOT USING ALL POSSIBLE RESOURCES TO PURSUE                       EVERYONE WHO HAS SHOWN INTEREST IN YOUR PRODUCT, YOU NEED TO START

[SALES & MARKETING]

HOT
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PURSUIT
• Search remarketing: You can also choose to show unique 

text ads based on the Google searches that users who have 
visited your website perform. This allows you to create 
messages, unique bid amounts, and more based on the 
knowledge that these users have already been to your site. 
Setting up remarketing list search ads can increase click-
through rates to 10 percent or more for little cost. Do a 
Google search for “RLSA” for full details.

2. Facebook Remarketing
In today’s hyper-social world, Facebook remarketing is a must-
do. It allows you to target—directly within Facebook—those 
who have visited your website and have a Facebook account. 
A potential customer visits your site on their laptop at 10 a.m., 
and when they hop on Facebook using their iPhone at lunch-
time, there you are in the middle of their news feed.

What makes this type of remarketing effective is that it cross-
es over from one device to another because it’s connected to 
the site visitor’s Facebook account. Again, Facebook retargeting 
doesn’t cost anything extra and it’s quick to set up—it can take 
as little as 10 minutes. It’s also usually about 30 percent to 50 
percent less expensive than the cost of regular Facebook ads.

TELL YOUR UNIQUE STORY, BUT STOP SHOUTING
Advertising in all its forms is about gaining your audience’s 
attention, and remarketing is no different. But because those 
who see your remarketing ads have already been on your 
website, you have a unique opportunity. The biggest mistake 
I see builders make is that they don’t create fresh messaging 
specifically for the purpose of remarketing. Instead, they keep 
hammering the same message, “We build homes for $XXX!” or 
“We build homes near you!”

Better would be to create ads based on the testimonials 
of happy homeowners or to promote awards you recently 
won for high customer satisfaction or a unique home design. 
Remarketing, especially on Facebook, provides the ability to 
tell your unique story without having to focus only on features, 
price point, and location. And an effective remarketing cam-
paign has the effect of building trust in your company’s brand.

MIX IT UP AT EVERY STEP 
Once a visitor to your website signs up or submits information, 
you have the ability to note that in your remarketing efforts and 
show that visitor an entirely different set of messages, or turn 
off remarketing to them altogether. You can do the same for 
individual community pages on your site to allow for remarket-
ing at the community level instead of at the corporate level. To 
push your creative thinking even further, imagine how powerful 
a 15-day “thank you” remarketing campaign on Facebook could 
be to those who completed an online survey post-closing.

A KEY PIECE OF THE PUZZLE
Remarketing should be a foundational element of your mar-
keting strategy. Even in larger regions, the strategies discussed 
here will likely cost less than $350 per month. They’ll maximize 
the return on all the other online campaigns that drive traffic 
to your site by encouraging previous visitors to revisit your site. 
And once they come back, you have another shot at converting 
them from a browser to a buyer.

Kevin Oakley is managing partner at Do You Convert, a company ex-
clusively focused on online sales and marketing for home builders and 
developers. Write him at kevin@doyouconvert.com. 

IF YOU’RE NOT USING ALL POSSIBLE RESOURCES TO PURSUE                       EVERYONE WHO HAS SHOWN INTEREST IN YOUR PRODUCT, YOU NEED TO START—TODAY
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HOW TO CREATE AND MANAGE

W
hat? and Where? are the questions at the 
heart of making an inventory program 
work. For me, the secret is simple. Start 
with where a spec home makes sense for 
your business, within the larger context 
of optimizing that inventory slot in your 
global inventory program. Once you’ve 
selected a neighborhood and defined the 
mission of that particular home, decide 

on a price point that should move relatively quickly in that lo-
cation. Remember, a home that turns once and makes $50,000 
contributes fewer dollars than one that turns twice and con-
tributes $40,000 each time. Additionally, the second case also 
reduces carry costs such as taxes and interest on another lot. 
The following can act as a checklist of not only how to create 
inventory, but how to manage it, as well.

ACCEPTABLE COMFORT LEVEL FOR THE BUILDER 
It makes no sense to add significant stress to an already stress-
ful profession. The most important single factor in determin-
ing the size of your inventory program is deciding how many 
unsold houses you can accept without constant worry. And, 
while the first of our core beliefs states, “There is a place for 
inventory in every builder’s business plan,” it’s completely pos-
sible for a builder to acknowledge this fact and still be unwill-
ing (or emotionally unable) to maintain an inventory position. 

AVAILABLE CREDIT AND CAPITAL 
For many builders, available capital and access to credit are 
the limiting factors in designing a viable inventory program. 
If you don’t have these things, obviously it’s a constraint—but 
even if you do, the real risk here is the lost opportunity cost if 
you utilize these resources for inventory and miss out on al-
ternative uses that might have provided even greater profits. 

CURRENT INVENTORY LEVELS IN THE MARKET 
It is possible to compete against other inventory, but it’s far 
better, and usually more profitable, to create inventory where 
competition, at least at the micro level, is minimal. If you must 

compete, look carefully for any flaws in the competition so that 
your house will be superior in some obvious way (for example, 
three-car garage, more bedrooms, better kitchen, etc.). 

QUALITY OF YOUR ABILITIES TO PROPERLY MANAGE INVENTORY
There is no better way to increase risk than to institute a poorly 
managed inventory program. The fundamental truth here is 
quite simple: Do not build inventory homes if you lack the com-
mitment, resources, skills, and mindset necessary to: 

• Properly select plans, options, and specifications; 
• Properly study the competitive market and price your 

product accordingly;
• Understand that building inventory is about more than 

just increasing profits; and 
• Accept that, as a rule, inventory often sells for a lower 

margin than pre-sold units do. 
Operating an inventory program correctly is a learned skill. 
Don’t attempt to do it unless you’re prepared to spend the 
time needed to master those skills.

DEALING WITH DIFFICULT INVENTORY
When inventory doesn’t move in a reasonable time, this is 
typically the result of one of the following:

1. Something is wrong with the lot. When building inventory, 
the actual lot selection process requires careful planning 
and a detailed analysis at both the micro and macro levels. 
With a few exceptions, the best course is to build inventory 
on mid-quality lots. Your worst lots will be a negative factor 
that many buyers will not accept, regardless of price. Your 
best lots will move without inventory and are typically at 
the core of your built-to-order sales. But, beyond this basic 
truism, there are many other factors to consider:
• Visibility: Inventory that can be seen does more for you 

than inventory that cannot.
• Neighbors: Building adjacent to a more expensive home, 

or one with a premium elevation, helps establish the 
value of the proposed inventory.

• Ease of construction: Building on lots with one side 

By Al Trellis

[BEST BUSINESS PRACTICES]



 ProBuilder.com   Professional Builder 25

open is usually easier and less disruptive than building 
between existing homes. One key benefit of inventory is 
that, right or wrong, you get to make the decisions, and 
decisions that make your life simpler can’t hurt. This 
is the same reason we preselect all of our choices from 
standard palettes rather than making each inventory 
home seem like a semi-custom build.

• Lot-specific opportunities: Many times, a given plan will 
work best on a lot with specific characteristics. Once 
you’ve selected the targeted house plan, it’s to your ad-
vantage to put it on a lot that enhances its specific physi-
cal characteristics, such as shape, dimensions, room ori-
entation, and outdoor living opportunities. Some lots are 
simply difficult; others are less difficult with the right 
house plan and/or the right structural options. 

2. Something is wrong with the plan. Not all plans are good 
plans, and not all plans make for good inventory. When 
selecting a plan for an inventory home, try to anticipate 
the prototypical buyer and select a design that offers fea-
tures and amenities that align with that buyer’s needs and 
wants. Buyers move for many reasons, but some of those 
related to house design—which you should analyze—are 
as follows:
• Room count (particularly bedrooms): In general, avoid 

two-bedroom plans and consider four bedrooms, espe-
cially if the home doesn’t include a designated study.

• More/better bathrooms: Consider dual-sink master baths 
and three- to 3½-bath plans for family-oriented homes.

• Adequate storage: One of the prime motivators for mov-
ing is more storage space. Don’t skimp on master closets, 
and consider the power of oversize or three-car garages.

• Bigger/better kitchens: The keys here are islands and 
eating bars. Additionally, many surveys of buyers list 
granite countertops as a sought-after feature, which 
can lend a feeling of luxury to a less expensive home.

3. Something is wrong with the price. Buyers have choices, 
and it’s our job to create inventory that’s superior to the 

competition. This means that before you build any inven-
tory, you need to study the available competition and make 
a detailed comparison between it and your product. If your 
product doesn’t compare well, you have several choices: 
You can improve the features and benefits to justify the 
price; you can improve (reduce) the price to justify inferior 
features and benefits; or you can go back to the drawing 
board for a different lot or a different plan as discussed 
above. But what you can’t do is build a noncompetitive 
product and hope for the best. A successful, well-managed 
inventory program starts with good market intelligence 
and uses that information to make savvy product and 
pricing decisions. 

4. The home is unfinished and lacks emotional appeal. In 
other words, you are asking a potential buyer to “imagine” 
the finished product. Unfortunately, most customers lack 
this ability. If the home is the same plan as a finished 
model or finished spec, this problem is significantly miti-
gated. This is why I generally recommend that you totally 
finish any inventory that doesn’t have a completed simi-
lar version available for buyers to see. 

Creating and managing a superior inventory program requires 
a real investment of time and resources. But for those pre-
pared to do what needs to be done, building inventory should 
be both profitable and fun. So remember:

• Inventory is about turns—make sure your pre-construction 
cycle is minimal.

• Build only as many inventory homes as makes you 
comfortable.

• Never underestimate the importance of knowing the 
market and the competition.

• When building more than one inventory home in a com-
munity, mix up the plans and prices—your job is to create 
urgency in the mind of the buyer. PB

Al Trellis is president of Home Builders Network, HBNnet.com,  
in Mount Airy, Md. Write him at admin@hbnnet.com.

A checklist for ensuring that quick-delivery homes contribute to the success of your business

INVENTORY
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RESPONSIVE, RESPONSIBLE, AND RESILIENT 

The U.S. Department of Energy’s 
Race to Zero Student Design 
Competition is an annual event 

created to address a critical gap in 
the residential construction industry: 
having enough capable professionals 
who are trained to integrate building 
science solutions. A goal of the com-
petition since it began two years ago 
is making building science education 
possible for the college students who 
will be designing, engineering, and 
building our nation’s future homes.

It’s been rewarding to watch these stu-
dents work together in multidisciplinary 
teams to solve real-world challenges 
for delivering high-performance homes 
that are cost-effective and meet design 
constraints of the mainstream housing 
industry. Each year, the students exceed 
expectations, bringing energy, creativity, 
and practicality to their designs. 

This year, 31 teams from 25 colleges 
and universities submitted entries in the 
categories of suburban single-family; ur-
ban single-family; attached; and small 
multifamily housing.  Students part-
nered with a variety of local builders, ar-
chitects, home energy professionals, and 
nonpro� t organizations to grapple with 
the same problems our nation’s build-
ers face daily: affordability, disaster re-
silience, and marketability. Faculty from 
the competing schools provided guid-
ance and support. The � nal juried por-
tion of the competition was held at the 
National Renewable Energy Laboratory, 

in Golden, Colo., with teams presenting 
their design solutions to industry and 
government leaders. I left this year’s 
competition encouraged by these impas-
sioned students, who are well aware that 
the knowledge and experience they’ve 
gained will change their lives as they 
move forward in their careers.

The year’s top prize went to the 
Prairie View A&M University Green 
Future Team, in the Urban Single-
Family Housing Contest. Here are high-
lights of the winning entry. 

THOUGHTFUL AND PRACTICAL INFILL
Recognizing that not all average buy-
ers can afford zero energy, the team 
studied census data in order to choose 
an affordability target and decided on 
a zero energy-ready home without a 

solar electric system. The simple design 
includes readily available high-perfor-
mance products that are cost-effective 
and enhance disaster resilience. 

The students selected Independence 
Heights as the project location. This 
historic neighborhood was the � rst in-
corporated black municipality in Texas 
and was subsequently incorporated 
into the City of Houston. In 2008, the 
area sustained signi� cant damage from 
Hurricane Ike. 

The Green Future Team designed an 
in� ll, zero energy-ready home submis-
sion to provide an affordable, high-
performance, small-footprint home 
for low-income families. Independence 
Heights has a 40 percent vacancy rate, 
so the team’s in� ll strategy involves 
clustering new single-family homes on 

By Sam Rashkin, Chief Architect, 
Building Technologies Offi ce, 
U.S. Department of Energy

The grand winner of the 2016 Race to Zero Student Design Competition 

is an affordable, sustainable house with emergency preparedness in mind

[BUILDING SCIENCE]

A responsive and responsible 

design by students from Prairie 

View A&M University (exterior, front).
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adjacent vacant lots into pocket com-
munities with shared open space. The 
narrow lots can accommodate one to 
two single-family homes, depending on 
the square footage. A home with three 
bedrooms and two baths provides a 
good option for a growing family that 
desires to move back into the neighbor-
hood to be closer to older family mem-
bers who are still in the community. 

The project had challenging con-
straints. To be affordable, the home 
had to be small, yet comfortable and 
modern for occupants. The design was 
further limited by the narrow and deep 
lots typical to Independence Heights, 
where the neighborhood, subject to 
Houston’s 100-year � oodplain  , has ex-
perienced severe � ooding over the past 
several years. In response, the � rst � oor 
was raised 4 feet above the ground. 
The design was contextual and respon-
sive to community feedback by using 
a shotgun plan typical of the South 
(thus the project name Double Barrel). 
The project uses advanced framing 

techniques, a ductless mini-split sys-
tem for air conditioning, and dedicated 
whole-house dehumidi� cation.

MEETING ENERGY GOALS
The project meets mandatory Energy 
Star and DOE Zero Energy Ready Home 
requirements, as well as Passive House 
standards. The building enclosure is de-
signed to reduce radiation heat gain us-
ing radiant barriers on the roof and wall 
assemblies. The roof’s radiant barrier 
consists of a standing seam metal roof 
over a ¾-inch ventilation cavity. The wall 
consists of foil-faced insulation facing a 
¾-inch ventilation cavity, and the rain-
screen wall assembly further reduces 
heat gain by allowing heat and humidity 
to convect out of the wall prior to enter-
ing the wall assembly. Increased insula-
tion reduces thermal � ow through the 
building enclosure. Advanced framing 
and continuous rigid insulation sheath-

ing work together to reduce 
thermal bridging. Finally, a 
continuous air control layer 
reduces the signi� cant heat 
gains due to air in� ltration. 

Fresh air is provided via 
an energy recovery venti-
lation (ERV) system, which 
recovers both sensible and 
latent heat between the in-
take and exhaust air� ow to 
minimize energy use and 

improve comfort. Even with an ERV, 
continuous ventilation is a challenge in 
hot, humid climates due to the amount 
of energy required to dehumidify the 
fresh-air intake. Because of this, a dedi-
cated whole-house dehumidi� cation 
system complements the ERV system. 
The home is designed with a vaulted 
ceiling in the living space, utilizing the 
stack effect to collect rising hot air and 
then exhaust it. PB

For the complete list of winners and their sub-
missions, visit the program website, http://
energy.gov/eere/buildings/us-department-
energy-race-zero-student-design-competition. 

DESIGN 
GOALS
o Meet and redefi ne affordability 

standards in the Independence 
Heights area of Houston

o Incorporate community scale, 
context, and gardens in the plan

o Comply with Passive House 
Institute United States 
requirements

o Comply with DOE Zero Energy 
Ready Home requirements

o Comply with EPA Indoor airPLUS 
requirements

o Comply with Energy Star Certifi ed 
Home requirements

o Provide resilience to locally 
prevalent fl ooding risk

PROJECT DATA
o Location: Houston

o Climate zone: 2A

o  Area: 1,567 square feet 

o Layout: 3 bedrooms, 2 baths, 
2 story 

o HERS Index: without 
photovoltaics 36, with PV  9 

o $72 monthly utility bill, without 
a PV system

TECHNICAL 
SPECIFICATIONS
o Wall insulation = R -30 (Passive 

House upgrade is R -33)

o Foundation insulation = R -30 
(Passive House upgrade is R- 48)

o Roof insulation = R- 47 (Passive 
House upgrade is R- 55)

o Window performance = 
U-factor  0.15, SHGC  0.25

o HVAC specifi cations = SEER  23 
(cooling), HSPF 10.5 (heating)

Exterior, rear

Living room
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L
ast year, a well-known business blog called the divide 
between Millennials and Boomers the biggest long-
term story on the U.S. economy . There’s no doubt that 
differences exist between these generations that go 
beyond texting instead of picking up the phone. While 
Millennials are revving up their adult lives, many Baby 

Boomers are dialing theirs down, or at least pondering it. While 
many Millennials struggle to get a down payment together if 
they can do it at all, Boomers often have equity. But despite 
these real and salient contrasts, builders, designers, and de-
velopers are � nding that the two generations, which currently 
bookend the housing market, share a surprising number of 
common needs and desires. “The youngers are having a hard 
time starting out, while many of the olders are realizing that 
bigger isn’t better,” says Langley, Wash.-based architect Ross 
Chapin, who is well-known for designing pocket neighbor-
hoods—small enclaves that foster community while � guring 
in privacy, inspired by early 20th-century bungalow courts. 

A FOCUS ON LIFE STAGES, NOT LABELS
 The cohorts known as Millennials (born between 1982 and 
2000) and Baby Boomers (born between 1946 and 1964) each 
span an 18-year age range. The problem is, two decades of life 
potentially encompass several stages: Making categorical as-
sumptions based on demographic labels risks gross generaliza-
tion (not to mention annoyance from those being categorized). 
“As soon as a Millennial has kids, the needs are different—
they’re thinking about a house, a backyard, and a swingset,” 
points out Mike Woodley, principal of Woodley Architectural 

By Amy Albert, Editor-in-Chief

[NEW-HOME MARKETING]

BOOMER
CONFLUENCE

THE BEGINNER-
Two of the largest, most significant buyer 

groups are in different stages of life, yet are 

often drawn to similar features in a home. 

Here’s a look at those intersecting tastes—

and how to maximize them
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The Penthouses at Lucent in San Diego, 

designed by Woodley Architectural 

Group for Shea Homes, draws young 

buyers and empty nesters alike.
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Group, with offices in both the Denver metro area and Orange 
County, Calif. “They may not be Gen X, but the needs are simi-
lar, and that’s where the commonalities are.” Woodley advises 
thinking in terms of life stages rather than age groups. 

SMALLER + LOWER MAINTENANCE
Miller & Smith builds throughout metropolitan Washington, D.C. 
Both buyer groups there seek homes that are low-maintenance, 
though the reasons for doing so can be different, says president 
Doug Smith. While the empty nesters that Miller & Smith sells 
to seek to liberate themselves from home maintenance tasks 
such as cleaning the gutters and mowing the lawn, younger 
buyers in D.C. (arguably one of the most hard-driving, career-
centric metros in the U.S.) also crave low-maintenance homes as 
a relief from working long hours at demanding jobs. “When they 
get home, it’s time to unplug and kick back,” Smith says. 

On the other side of the country, in Washington state, 
Linda Pruitt, owner of The Cottage Company, in Seattle, sees 
a similar trend: “Boomer couples and singles seeking a high-
quality, smaller home on a small lot with less upkeep.” Pruitt 
adds that close-in locations with amenities that residents 

can walk to and a context of community are also crucial. 
When done properly, low maintenance can dovetail with 

curb appeal, Smith insists. At Upper West, the new town home 
section of the One Loudoun community, exteriors include 
black brick, bold colors, and industrial materials on mod-
ern four-level town houses that leverage density and include 
multiple outdoor spaces in the form of balconies, terraces, 
and small yards. While curb appeal is crucial, so is pride in 
the neighborhood. “Buyers don’t just buy home design and 
floor plan layouts,” Smith says. “They demand special atten-
tion—community design, landscaping, and amenities.” 

SINGLE-STORY LIVING
The simplicity of one-story living appeals to those just start-
ing out, as well as to those scaling down. But what about a de-
sire to age at home and stay in the community—a preference 
shared by some 87 percent of Americans? 

“We solve it with an elevator,” says Woodley, a feature that’s 
becoming increasingly affordable, he points out. Doug Smith 
agrees. Though stairs don’t faze Millennials, some Boomers 
may have concerns about them. The Penthouses at Lucent, 

[NEW-HOME MARKETING]

The Bungalows at The Mill at Broadway are part of what will 

be an 800-plus home buildout in downtown Sacramento. 

Bardis Homes, the general contractor, initially marketed to 

younger buyers, but Boomer response has been strong.
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in San Diego, offers three levels of loft-like � ats and two-story 
penthouses with rooftop space and optional elevators.  When 
Woodley created these designs for Shea Homes, he was under 
the impression that he was designing for Boomers. Yet there was 
as much interest from buyers just starting out. 

Smith would love it if every buyer opted for the elevator at 
purchase time, but making installation possible at a later date 
eases that purchase decision for buyers not yet ready to think 
about the day when stairs will pose a challenge. (Smith refers to 
including an elevator as “futurizing” the home.) 

Most builders make elevators optional, but Woodley says that 
Millennia, a new project underway in San Diego, will include 
them as standard. Though it happened because the price was 
right—the builder simply informed Woodley that elevators would 
be standard in the design—the architect wonders if this might not 
be the future. “They’re not so crazy-expensive anymore,” he says. 

AN URBAN FEEL, A SENSE OF PLACE
Rachel and Katherine Bardis, co-principals of Bardis Homes, are 
the general contractors on a take-down of a former lumber mill 
and manufacturing facility in downtown Sacramento. The Mill 
at Broadway’s total buildout will consist of more than 800 de-
tached bungalows, attached town homes, and six-plexes. The 
Mill will feature an urban garden, marketplaces housed in re-
purposed industrial buildings, and a decommissioned rail line 
turned bike and pedestrian path that will trace the Sacramento 

Riverfront from The Mill to a public park to the Capitol Mall to 
the Kings arena.

The co-principals (who are � rst cousins), were surprised at 
� rst by the interest shown by move-down buyers in both bun-
galows and town homes. Initial marketing skewed toward 
younger buyers until both friends and the sales team reported 
wider interest in The Mill’s amenities and its proximity to arts, 
culture, food, and entertainment. “The homes aren’t laid out for 
an older couple,” says Rachel, who adds that they were original-
ly designed for what’s now called The Missing Middle, housing 
within reach because of its moderate size and price. 

In late 2016, The Mill will offer The Penthomes: 5½-story 
stacked � ats that are accessible by elevator and are drawing 
strong interest from move-down buyers. “‘Getting rid of the 
stairs is what we’ve been waiting for,’ is a common reaction 
among move-down buyers,” says Katherine, who points out 
that the six-plexes offer city living without the stairs. 

As in many parts of the country, Sacramento’s last home 
building boom saw a proliferation of McMansions in surround-
ing towns, accompanied by the debt and burden that can be 
part and parcel of a large house. But for many Boomers, “The 
kids have gone and that’s no longer interesting,” Rachel ob-
serves. A move downtown means being near theaters, galleries, 
restaurants. “They want to be a part of that,” she says.

Buyers at each end of the spectrum want walkability, the 
ability to stroll to restaurants, shops, and entertainment. Yet 
city living isn’t for everyone. Smith’s answer to this is what he 

The energy-wise homes designed by Union 

Studio | Architecture & Community Design for 

Emerson Green range from 1,700 to just under 

2,000 square feet. Both younger and older 

buyers are drawn to the not-so-big homes.
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calls Safe Urban. “It’s a town-center lifestyle with an urban 
feel, but in suburbia,” he says of One Loudoun. 

Right in the urban core is Morton Street Mews in Park View, 
a gentrifying section of Northwest Washington, D.C. It’s made 
up of 24 row houses and flats, including three two-level town 
homes contained in a historical church building. “Couples, young 
singles, and empty nesters—that’s pretty much our buyer from 
the word ‘go,’” says Sean Ruppert, principal of OPaL, who reports 
that bookender buyer groups are drawn to the generously sized 
town homes and condos located close to shops and restaurants. 
Empty nesters, he says, “want to move into the city and enjoy 
it without living in an 800-square-foot condo,” and young buy-
ers who are about to start families appreciate a space that they 
won’t soon outgrow. A lottery was held for the two flats that fell 
within affordability pricing for D.C.’s notoriously costly market. 

COMMUNITY + WALKABILITY
At Emerson Green, a master planned community on a decom-
missioned Army base northwest of Boston, developer Dan 
Gainsboro, principal of Now Communities, reports that buyers 
are evenly split between Millennial-aged families with young 
kids and Boomers who are downsizing. The first phase of the 
project includes 17 modestly priced single-family homes—six 
duplexes and 11 single-family—close to two train stations on 
the commuter line to Boston, as well as to downtown Ayer, Mass. 
(The community sits on land carved out of the towns of Ayer, 
Shirley, and Harvard.) When complete, Emerson Green will have 
a total of 124 homes, one-third of which will be rental apart-
ments in two connected 20-unit structures that look like big 
New England houses. Features that appeal to both sets of buy-
ers include a cohesive community, walkability, energy efficiency, 

and not-so-big homes that are easy to maintain, Gainsboro says. 
“Both move-up and move-down are a part of the plan,” he says. 
Ten percent of Emerson Green’s homes will be designated as af-
fordable housing; another 15 percent will be moderately priced. 

Although Emerson Green is still more auto-centric than 
Gainsboro would like, he’s sure that more amenities will be cre-
ated nearby in time, and he wonders if Emerson Green could 
be a future model for housing across the state. But finding in-
teresting locations—those with infrastructure that offers the 
community and walkability that both age groups crave—is no 
small feat. “It’s the single hardest thing, finding developable 
land in a close-in, infill location that our buyers would find 
desirable,” Pruitt says. In her area, buyers want homes “in the 
context of community, not in an anonymous cul-de-sac.” 

Though women, in particular, Pruitt says, are more likely 
to want other neighbors “who provide community in a scary 
and anonymous world,” she is starting to see single men opt 
for the cottage-style homes her company offers. (According to 
the 2012 census, 72 percent of men age 65 and over live with 
a spouse, while 45 percent of women do.) 

THE RETURN OF THE ADU?
On the northern edge of Seattle, Pruitt is in the entitlement 
stages of a cluster of 1,500-square-foot homes targeted to mul-
tigen households, each with an accessory dwelling unit (ADU). 
She lists the myriad possibilities that the arrangement offers. “It 
might be Boomer parents helping their Millennial kids get start-
ed; the Boomer parents take the ADU while the kids start a fam-
ily and have the grandparents around to watch the kids. It could 
be a professional couple who use the ADU as a rental or Airbnb, 
or a graphic designer or therapist who sees clients at home.” R
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[NEW-HOME MARKETING] Morton Street Mews, in Washington, D.C., has 

townhomes from 1,200 to 2,000 square feet targeted 

to young singles, young couples, and empty nesters. 



 

Not all jurisdictions sanction ADUs, but this may be loosen-
ing up, Woodley says. “The new communities get it; they want 
it,” he adds. Years ago, Woodley built a casita in the front of his 
own Denver-area house, not fully knowing at the time how it 
might be used. “Life can take twists and turns; a relative who’s 
ill, a good friend who gets divorced, a kid who wants to return 
home,” Woodley says. “You can make a strong argument that 
controlled placement of ADUs could be a better alternative 
than some apartments,” says Larry Garnett, owner of Larry 
Garnett Designs and a contributing editor to Professional Builder. 

What’s clear is that old ideas offer new answers. Once-
traditional setups that have fallen out of favor—higher density, 
walkability, accessory dwellings, bungalow courts, and shared 
amenities—offer relevant solutions and appeal to groups that 
bookend the buyer spectrum. Old ideas made new again may 
hold a key to delivering practical and desirable homes to two 
burgeoning buyer groups that share more in common than we 
might have imagined. PB

BOOKENDERS AND BEYOND
Though young buyers struggle for homeownership, affordability 
pressures exist for older buyers, too. Many in both cohorts are 
downsizing and opting out of suburban locations—particularly 
younger buyers, who scale down by necessity, and also for lack 
of interest in impressing others with “grand foyers and big 
houses,” says architect Ross Chapin.

In response to the urgent need for attainable housing, Chapin 
looked to his own community of Langley, Wash., on Whidbey 
Island, 30 miles north of Seattle. “People want to be here 
because it’s such a cool place, but you have to have all kinds of 
money,” he says. Chapin, his wife, and another couple offered all 
cash for a down-at-the-heels apartment complex, reaching out 
to the community to supplement funds. The multifamily building 
was transformed into Fifth Street Commons, an affordable, 
multigenerational community of 16 one- and two-bedroom 
units, all with full kitchens and a condo-ownership structure. The 
two couples served as general contractors, with John Jacobs 
Construction as construction supervisor. 

Residents range from age 3 to 73, says Chapin, who observes 
that the setup has been especially beneficial for single working 
moms, whose kids have a built-in network of “aunties and 
uncles.” Fifth Street Commons includes a common house 
with a shared living room, kitchen, dining area, laundry room, 
workshop, and guest room, plus a community garden, with future 
plans for a larger garden with adjacent neighbors. “How many 
shovels, weed whackers, rakes, and lawnmowers do you really 
need?” Chapin asks. 

To steer the balance toward younger buyers, word of mouth 
was the only means of publicity used. (Chapin suspects that 
otherwise the units would have been snapped up by older  
buyers seeking second homes.) The apartments, which sold for 
between $109,000 and $139,000, were never shown on MLS,  
nor was there marketing or advertising. 

“It’s the most walkable you can be,” says Chapin, noting that 
the project is a five-minute stroll from cafes, a theater, schools, 
and the marina; the grocery store and post office are even closer. 
“It’s working, so now the question is, is this repeatable?,” he asks. 
“Where are the surplus properties that may not be in the best 
neighborhoods but could be reconfigured?” —AA

Fifth Street Commons, an affordable multigenerational community in 

Langley, Wash., balances privacy with shared amenities such as a big garden.

Washington, D.C., developer OPaL attracts bookenders by leveraging the 

urban, transit-friendly location of Morton Street Mews.
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DESIGNING FROM    THE INSIDE OUT

  t was while doing � eldwork for Meyers Research that Adam 
McAbee noticed that inward-focused communities are a 
trend. McAbee, a vice president in Meyers Research’s San 
Diego of� ce, visited a community of four single-level de-
tached homes facing onto a courtyard. “I thought it was 
so creative that [the builder] was able to take a duplex lot 
in a market where demand for higher-priced product was 
weaker than for lower-priced product and translate that 
into four very livable units,” he says. “The courtyard created 
a nice environment.”
McAbee soon discovered other in� ll projects that had this 

inward focus, sometimes compensating for a lack of vibrant 
surroundings by putting the emphasis on interior amenities. 
“With some communities, even though you’re close to employ-
ment, shopping, and so on, the surrounding areas may be a 
little run down and need a shot in the arm,” says Meyers’ man-
aging principal Tim Sullivan, who is based in Irvine, Calif. “The 
way that we improve neighborhoods is from the inside out.”

The trend is not limited to California. “We’re seeing it 
across the country, and we think it’s a sea change in attitude,” 
Sullivan says. “It really translates from the individual con-
sumer to the home to the community and back.”

While there are bene� ts to focusing inward, architects and 
planners must be careful not to create an air of exclusivity, says 
Doug Van Lerberghe, principal of Kephart Community: Planning: 
Architecture, in Denver. “The biggest challenge often is overcom-
ing the objections of municipalities and jurisdictions that are 
usually looking for plans and designs that connect and engage 
with the larger community,” Van Lerberghe says. To overcome 
this challenge, Kephart creates a welcoming entry to the com-
munity and links it at controlled points to the surrounding area 
so that it doesn’t alienate people from the outside.

One example is Kent Place Residences, an apartment commu-
nity designed for those who are renters by choice. Kent Place 
has 23,000 square feet of amenity space located in the center of 
the project rather than on a busy corner. “To draw people into 

the center of the community, we designed a vibrant piazza with 
lush landscaping, fountains, and Tivoli lighting,” VanLerberghe 
says. “The piazza creates a tranquil transition between public 
and private space while giving the community a signature state-
ment and a unique sense of arrival.” 

Some in� ll communities focus inward to draw attention away 
from commercial areas and railroads. “It’s a buffering of the 
new community from existing adjacent properties that may 
be considered unfriendly,” says Sherman Jones of Robert Hidey 
Architects, in Irvine, Calif. “It gives residents a sense of place 
and enhances privacy and security, and it promotes interaction 
among neighbors.”

One pitfall of focusing inward is the lack of what Jones re-
fers to as 360-degree architecture. “Often these communities 
‘turn their backs’ on neighboring sites, leaving elevations that 
are typically less detailed,” he says. “Additional design em-
phasis needs to be placed on these elevations.”

WHEN SURROUNDINGS AREN’T PRETTY
As Mark Larson, partner at Rehkamp Larson Architects, in 
Minneapolis, says, “Some in� ll sites are absolutely spectacular 
in every possible direction, but most aren’t.” A lot with an al-
ley, an ugly house, or a close neighbor on one or more sides 
requires the architect to orient living space inward. Larson rel-
ishes such projects because “they can actually produce cool 
houses. When you can’t control the outside, you can still con-
trol the inside.”

Rehkamp Larson typically designs custom single-family 
detached homes on in� ll lots. “We normally start a project 
by looking at the constraints: the setbacks, the lot coverage, 
the height limitations, and any neighborhood requirements 
about exterior materials,” Larson says. “But in a funny way, 
the more constraints you have, the more it makes for an in-
teresting house. So you go beyond the basic zoning require-
ments and look at things like primary and secondary views, 
solar orientation, and the direction of prevailing breezes.”

By Susan Bady, Senior Editor

FOCUSING A PROJECT INWARD CAN HELP RESIDENTS MAKE IMPORTANT 

CONNECTIONS WITH ONE ANOTHER AND THEIR ENVIRONS

[DESIGN]
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DESIGNING FROM    THE INSIDE OUT

KENT PLACE RESIDENCES, 

AN APARTMENT 

COMMUNITY IN DENVER, 

DRAWS RESIDENTS INTO 

A CENTRAL PIAZZA 

FEATURING LUSH 

LANDSCAPING, FOUNTAINS, 

AND TIVOLI LIGHTING.
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One home was built on a lot with wetlands to the rear and 
a close neighbor on one side. The client was a fan of Joseph 
Eichler’s modern houses, which were popular in California in 
the 1950s and ’60s. That gave Larson the idea to create an 
interior courtyard in the middle of the house, which was only 
one story. “We popped up the middle to give it a taller ceiling 
and put clerestory windows around the perimeter,” he says. 
“That way you get this pool of light in the middle of the � oor 
plan, not just at the edges.”

TIGHTLY PACKED HOUSES FOCUS 
ON OUTDOOR SPACE
The June Street Collection, in West Hollywood, built by 
Can� eld Development and designed by KTGY Architecture + 
Planning, consists of 10 single-family detached homes rang-
ing from 1,887 to 2,255 square feet. The homes are organized 
around landscaped paseos that lead to the residents’ front 
doors. Private auto courts are enhanced with decorative 

paving and complementary drought-tolerant landscaping. All 
of the homes have ample outdoor space and rooftop decks, 
plus lower-level decks. Can� eld built the homes under the 
city’s Small Lot Ordinance, which permits a more compact 
footprint and maximizes the lot. The June Street homes are 
separated by a mere 8 inches of air space. Brian Gelt, vice 
president of development for Can� eld, says the neighbors 
weren’t happy about the original proposal for 3½-story town-
homes on the site. “So we worked with them to redesign the 
project,” he says. Only one driveway with � ve units on each 
side was created, which decreased density and makes the 
courtyard the focal point, he adds.

All patios face inward. The design team, which also included 
landscape architect SQLA, in Brea, Calif., and Studio Bricolage, in 
Santa Monica, Calif., designed a Spanish-contemporary court-
yard theme with Old World cobblestone pebbles set in a round 
pattern in the center. They then added a pair of rectangular 
fountains on either side of the court entrance and a driveway 

A CLIENT’S DESIRE FOR A JOSEPH EICHLER-LIKE DESIGN PROMPTED ARCHITECT MARK LARSON TO CREATE A HOUSE WITH AN INTERIOR COURTYARD. 

LARSON POPPED UP THE CENTER OF THE ONE-STORY HOME AND ADDED CLERESTORY WINDOWS TO FLOOD THE SPACE WITH DAYLIGHT.
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THE ATTACHED HOMES AT ORCHARD PARK ARE ORIENTED TO PUBLIC OPEN SPACE THAT ABUTS A NATURAL ARROYO WITH 

WALKING AND RIDING TRAILS. PRIMARY VIEWS, PORCHES, AND BALCONIES FACE LANDSCAPED, SHARED COURTYARDS.

gate with a modern, horizontal wood skin. Five of the 10 homes 
were sold in two weeks, priced from $1.4 million to $1.6 million.

CONNECTING PRIVATE SPACE 
TO THE PUBLIC DOMAIN
For Sherman Jones, Orchard Park, a community in San Jose, 
Calif., is a perfect illustration of inward-focused design. 
“Orchard Park has a pedestrian-friendly site plan with strong 
landscape integration, open space and landscape pockets, and 
architecture that visually connects private and public spaces 
with elements such as porches, decks, and courts,” Jones says. 

The architects looked at the adjacent neighborhood for 
clues about the project’s orientation. A natural arroyo to the 
southwest has mature � ora and fauna as well as public walk-
ing and riding trails. Accordingly, the property was con� gured 
with a large open space and 1-acre public park abutting the 
arroyo. The community’s 2-acre riparian path is an extension 
of the existing trail. 

The New Home Co., of Walnut Creek, Calif., is building 
239 homes at Orchard Park, including Townhomes, Flats, 
and Courts. The Townhomes are more like detached homes, 
says Jones, while the Flats and Courts are stacked. The 

Townhomes are best suited to young families, due to direct 
access to each unit and their connection to activity at the 
ground level, says Jones. The Courts cater to � rst-time buy-
ers and young professionals with high-tech jobs. The Flats 
were conceived more for � rst-time buyers as they are the 
most affordable, he says. 

The buildings are organized to maximize privacy with prima-
ry views, porches, and balconies oriented to landscaped shared 
courts that � lter in a linear pattern to a private clubhouse 
and the large open space and public park. Townhomes range 
from 1,622 to 2,123 square feet and are priced from the mid-
$800,000s to the high $900,000s. Flats are 1,661 to 2,147 square 
feet and priced in the high $800,000s. The Courts, which are 
sold out, range from 1,690 to 2,243 square feet and priced from 
the $800,000s to $1.1 million. Since the community opened in 
2014, 220 units have been sold.

HAVEN FOR HORSE LOVERS
Oaks Equestrian Center, in San Juan Capistrano, Calif., is regard-
ed as one of the best equestrian facilities in Southern California 
thanks to the dedication of its owner, Joan Irvine Smith. Several 
years ago, Irvine Smith sold the 20-acre property to Del Mar, Calif., 
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builder/developer Bill Davidson, who in turn created something 
magical. The Oaks Farms realizes Davidson’s vision of integrat-
ing the equestrian facility with single-family detached homes. 
He succeeded where previous builders had failed, obtaining en-
titlements to build 32 homes ranging from 3,400 to 4,200 square 
feet. Davidson took great care with the property, which has oak 
trees that are hundreds of years old. “We pushed parking to the 
rear of the site and moved the best of the equestrian buildings to 
open space,” he says. “We also saved trees and added new barns. 
The trees are positioned as if they were on a golf course, and one 
bridle path runs right behind the houses.”

R. Douglas Mansfield Architect, in San Clemente, Calif., cre-
ated elevations that are a mix of farmhouse and Spanish archi-
tecture and incorporate elements of old San Juan Capistrano. 
The white stucco walls, dark wood trim, and rooflines of the 
old houses were integrated into a fresh, clean style. Nine 

homes have been sold to date, ranging from $1.7 million to 
$2.2 million. The buyers are mostly families, and 90 percent of 
them own horses. However, architect John McKee points out 
that one doesn’t have to be a horse owner to appreciate the 
community’s unique ambience. “It’s like purchasing a home 
on a golf course,” he says. “Even though you don’t play golf, 
you love the view.”

CREATIVE SOLUTION FOR AN  
EMERGING NEIGHBORHOOD
Chicago’s Basecamp River North is located on land that de-
cades ago was occupied by public housing. It’s close to down-
town Chicago and popular neighborhoods such as Lincoln 
Park and the Gold Coast. Basecamp was intended to give resi-
dents a better quality of life in an urban environment, and 
it does so through a mix of two- and three-story row houses 
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BASECAMP RESIDENTS ENJOY SKYLINE VIEWS OF DOWNTOWN CHICAGO FROM THEIR ROOF DECKS.



with two-car garages. The low-rise project contrasts with the 
density of nearby high-rise buildings, says Zev Salomon of 
Ranquist Development Group, in Chicago. 

Architect George Pappageorge, co-principal of Pappageorge 
Haymes Partners, in Chicago, says the project is inward-
focused in some ways and outward-focused in others.“The 
townhouse elevations are articulated with nice materials and 
they’re attractive elevations by themselves; they face the street  
with front doors and façades,” he says. 

The unit types are based on an earlier project by Pappageorge 
Haymes that consisted of 65-foot-deep town houses (much 
bigger than the norm for a Chicago neighborhood). “We made 
the footprint much deeper,” Pappageorge says, “so we could 
have the garage and the kitchen/living/dining area on-grade, 
which meant the indoor/outdoor space was contiguous.” 

Basecamp sold out before construction started. The market-
rate units were priced from $550,000 to $900,000. PB

THE LOW-RISE BUILDINGS OF BASECAMP RIVER NORTH OFFER A 

STRIKING CONTRAST TO NEARBY HIGH-RISE BUILDINGS, INCLUDING 

CHICAGO’S FAMED JOHN HANCOCK TOWER.

INWARD OR OUTWARD?
Not every infi ll project should be focused inward. 
Chris Texter, principal with KGTY Architecture + 
Planning, in Irvine, Calif., says it’s a matter of context. 
There are many questions that need to be answered, 
Texter says, including:

• Do the surroundings offer amenities, and does the 
community want to face those amenities?

• Is the existing neighborhood compatible with the 
new development in use and scale?

• Do the streets provide the right scale for the 
development?

Texter emphasizes that an inward focus doesn’t 
necessarily mean turning your back on the 
surroundings—especially if the development is 
adjacent to a busy street or freeway. When creating 
inward-looking developments, the focus should be 
on making an enclave. For example:

• Does the vehicle and pedestrian circulation 
have a hierarchy?

• Is there a community gathering space and 
private or public outdoor space?

The idea is to create a village of scale to promote a 
healthy lifestyle. But the concept of focusing inward 
can be extended to individual lots and homes as well. 
“It’s clear that the market is embracing and looking for 
privatized outdoor space,” Texter says. “The traditional 
backyard with a neighbor on each side and in the back 
is being accomplished through the use of courtyards, 
covered loggias, and landscape elements.” —SB
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MORE THAN 
A FEW GOOD 
ARCHITECTS 
AND 
ENGINEERS

[LEAN CONSTRUCTION]

ENGINEERS
The vast majority of architects 

aren’t trained in the intricacies 

of effi cient construction. 

Engineers are trained, but most 

show little or no concern.

By Scott Sedam, Contributing Editor

WANTED:
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O
n a mild win-
ter afternoon 
in California’s 
Central Valley, I 
walked a ranch 
house with an  

architect, engineer, and several builder 
personnel. The house had some cool 
features: The kitchen opened up via an 
entire wall of sliders to a patio with an 
optional outdoor kitchen, making home-
owners feel like they live outdoors, and 
an inner courtyard admitted light into 
rooms in a surprising way. The entire 
house had a delightful feel to it and cus-
tomers loved it. That’s the good news. 

The bad news: The house was selling, 
but the margins were terrible. After see-
ing the beautiful model, we drove far-
ther back into the project to the same 
unit at the frame stage. As we moved 
through the house, the engineer—not 
the one who worked on the ranch house 
in question—kicked into high gear, offer-
ing his take on the engineering. “Every 
window and door opening has extra 
jacks and kings that contribute nothing 
to the strength of this house,” he said. 
“Why are you paying for these?” The 
builder had no answer. “See those dou-
ble lam beams over that opening?” the 
engineer asked. “No need whatsoever. 
Those could be done with dimensional 
lumber at less than half the cost.” 

The engineer went on to point out 
oversize headers built with both top 
and bottom plates, many of them com-
pletely unnecessary. He stopped at ev-
ery excess cripple, wasted corner stud, 
extra framing member at the intersec-
tions of closets and walls, and window 
sill doubled for no good reason. Then he 
started in on all the excess tie-downs, 
bolts, and bracing beyond code. 

This continued until the builder’s staff  
succumbed to overload and went from 
informed to bewildered. A couple of 
days later, the engineer delivered his re-
port. By eliminating unneeded framing, 
engineered wood, trusses, bracing, and  

recovering just a fraction of the labor 
saved, the builder could recover a mini-
mum of $2,500—a good start toward solv-
ing the margin problem, and the builder 
didn’t have to campaign and cajole for a 
single reduction in bid price from suppli-
ers or trades. So why didn’t the builder’s 
regular engineer catch all this?

TEXAS TRAYS
In Texas we walked a house with that 
rare architect who boasts a slew of de-
sign awards yet puts a lot of thought 
into the cost, from elevations to floor 
plans to how to build them. He’d actu-
ally done a stint as head of purchasing 
with a production home builder. Among 
many other issues (read: opportunities), 
this large single-story ranch was fes-
tooned with ceiling trays, including the 
living room, dining room, kitchen, mas-
ter bedroom, and one additional bed-
room. Five in all, all standard, each built 
with double 2x12 framing members. 

The architect made several observa-
tions: The builder could use a single 
2x12 for the trays, and the trays could be 
built more efficiently with 2x4 material 
or even 2x2, with scrap OSB to box them 
out. Each method would save money and 
work just as well. Then he queried, “Have 
you ever asked your truss company to 
build the trays right into the trusses? 
That can save both material and a ton of 
labor.” No one on the builder’s team had 
considered that. Finally, the architect 
suggested, since they were already us-
ing 9-foot ceilings throughout, why not 
make the trays an extra-cost option? 

The story ends with the builder go-
ing the integrated truss/tray route and 
making all but the master bedroom tray 
optional. The builder netted out more 
than $900 per house for starters, found 
additional profit on tray options, and 
made its framers happy. The old “beat-
down” approach was unnecessary. Why 
did they have to bring in an architect 
from 800 miles away to suggest this?
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FEAR & LOATHING IN MEMPHIS 
A few years ago, Memphis, Tenn., and 
surrounding cities adopted seismic 
standards and codes every bit as de-
manding as those in San Francisco, due 
to the New Madrid fault zone. The entire 
community of builders, architects, engi-
neers, trades, and suppliers was on edge 
implementing the new requirements. 
When we walked those � rst houses 
supposedly built to the new code with 
a highly experienced West Coast–based 
engineer, what we found was every 
home built far beyond code require-
ments, at a cost of $1,500 to $3,000 extra 
for each in excess timber, sheer panel, 
engineered wood products , hold-downs, 
tie-downs, straps, and bolts. So just � x 
it, right? This engineer wasn’t licensed 
in Tennessee, so he thoroughly marked 
up the plans and schedules, with full 
details and load calculations. Yet the 
builder’s local engineer wanted noth-
ing to do with the revised specs, even 
though they ful� lled code requirements. 
The builder had the same experience 
with several other engineering � rms in 
the market. Finally, he was able to � nd 
one young guy to do the redesigns, who 
saw the opportunity to learn and thus 
grow his business.

WHO’S YOUR BOSS?
Out East, a builder contracted with a 
panel plant and was quite happy with 
the results. They saw reductions in cycle 
time, site waste, and—although it took 
a while for their framers to learn the 
process and time savings—they even-
tually dropped their labor price. During 
our site walk, I noticed a remarkable 
excess of timber throughout the en-
tire structure. I fully understand that 

panels must be built to both travel well 
and assemble ef� ciently. I spent one en-
tire year of my career on a project that 
required visits to more than 25 panel 
plants and modular house manufactur-
ers. The � rst house we entered revealed 
excess framing, headers, and connec-
tors—all the usual suspects. At the next 
house—a large two-story—three repre-
sentatives from the panel plant arrived 
to accompany us. My gentle prodding 
about the glut of timber was only met 
with claims that the excess was for 
transportation needs; something I knew 
to be false. I didn’t think they were lying, 
they just needed to give me something 
on the � y and hoped I’d buy it. 

Then we saw the back wall of the 
house, which ran from a large family 
room through an open dining area on 
into the kitchen—36 feet in total. The 
structure used to accomplish this left 
me staring in disbelief. Along the entire 
length ran tripled-up lam beams with 
about 30 fat TJIs supporting the second 
� oor, attached with joist hangers, and 
there were several 3-0/5-0 windows and 
one 48-inch sliding door. Huge support 
posts at 12 feet and 24 feet created a 12-
foot opening, � lled in by panels, plus the 
windows and slider. For the life of me, I 
couldn’t fathom the thinking behind the 
design. Then someone explained: “The 
customer wanted an 18-inch bump-out 
on the back wall.” 

The panel plant was owned by a large 
lumber dealer, and together they worked 
up the specs and design for the panels 
plus the necessary engineered wood, 
connectors, etc. The rep talked a good 
game about how ef� cient the panels 
were, when all I could see was blatant 
waste. I asked the panel rep if his com-
pany had an engineer and he replied, 

“Absolutely! We have two! They’re in-
volved in the design of everything.” Yet 
there were at least two or three far more 
ef� cient, cost-effective ways to design 
this option that I could see, so I asked 
about who the engineers work for. The 
rep looked confused, so I added, “Who 
pays them for their work?” He tried to 
explain that the engineers work for the 
panel plant, just like he does, and it is 
owned by the lumber company, and ... 
he was confused again. I feigned sur-
prise and explained that from what 
I could see, I assumed the engineers 
work for Georgia-Paci� c, Weyerhaeuser, 
Simpson Strong-Tie, and a few other big 
suppliers. The rep laughed, but soon re-
alized no one else was amused. 

I explained that although the panel 
company builds nice, sturdy panels, it 
hadn’t understood who the customer 
is for this job. The customer is not the 
component manufacturer, lumber sup-
plier, or lumber dealer; the customer is 
the builder—who had no desire to buy 
and bury excess timber and metal be-
hind the walls. Part of the panel compa-
ny’s job should have been to make damn 
sure the builder didn’t waste money, but 
I suggested that that had been forgot-
ten. It was a tense moment, but over the 
next few months, everyone woke up—
including the builder. Changes were 
made, adding several thousand dollars 
of margin for the builder. 

EDMONTON EXCESS
Walking homes in Edmonton, Alberta, 
in February isn’t what many would con-
sider a good time, but � nding big sav-
ings helps to ease the chill. On this day 
I noticed grade beams and thickened 
footers that appeared way beyond the 

MOST BUILDERS ARE RELUCTANT TO PAY FOR EFFICIENT DESIGN AND ENGINEERING BECAUSE THEY DON’T 

UNDERSTAND TOTAL COST AND TOTAL VALUE. IF THEY KNEW THE NUMBERS, THERE WOULD BE NO HESITATION. 
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call of the code. We measured about 10 
of them, and that was all the evidence 
we needed. Turns out the house archi-
tect had developed a habit of simply 
dotting in the interior footers and grade 
beams with the universal, “as required.” 
Then forming crews built them as they 
found expedient, and the concrete com-
pany reaped the bene� ts. Once this spec 
de� ciency was remedied and the archi-
tect began calculating the correct sizes, 
the builder realized an additional aver-
age savings of $375 per house.

If you think—or perhaps just hope—
these incidents are simply cherry-
picking four or � ve out of a few hun-
dred product tours, you’re wrong. My 
TrueNorth colleagues and I � nd similar 
examples in the homes of every builder 
we visit—more than 200 over the past 19 
years across the U.S. and in four other 
countries. No exceptions. Thus we know, 
not anecdotally but by the facts, that the 
problems with architects and engineers 
are not the exception, they’re the rule. 

Here are the cold, hard facts. The vast 
majority of architects are not trained in 
the intricacies of ef� cient construction. 
Engineers are trained, but most show 
little or no concern. We can be a bit more 
forgiving of the architects, although not 
so much so their universities. If I ran a 
school of architecture, each student, 
each summer, would be required to work 
in the � eld in construction. Same for en-
gineers learning about the process of 
how things are built and the costs, both 
obvious and hidden. That would bene� t 
them far more than a summer intern-
ship at a design � rm. And any architect 
should be highly motivated as soon as he 
or she actually begins designing, to get 
up to speed on cost factors. Yet I had an 
outside architect in Nashville actually 

look me in the eye and say he hadn’t 
visited a � eld site in the 24 years since 
graduating. That was one of the few 
times I’ve been totally speechless. 

I � nd it harder to give a break to engi-
neers, who just know better. They know 
when they’re over-specifying; they know 
when they have designed at two or three 
or � ve times the code requirements. They 
know that it costs their builder—who 
writes the checks—a fortune. I propose 
this as the job de� nition for a residential 
structural engineer, “Meet every building 
code—including the customer code—at 
the lowest cost to the builder.” Yes, the 
customer code is important. If you build 
a second-� oor master bedroom to code, 
yet each time the homeowner crosses it 
it bounces, you just lost the game. 

DIRTY SHOES
Some years ago at an NAHB presenta-
tion, I was doing my rant about these 
issues, and during the Q&A a woman 
asked how you go about � nding archi-
tects and engineers who “get it” when 
it comes to cost and value. “Simple,” I 
proclaimed, “just go from of� ce to of� ce 
seeking one pair of dirty shoes.” 

Not long after I wrote a column cit-
ing my frustration with architects, a 
high-level of� cial from the American 
Institute of Architects sent a letter to 
my editor-in-chief complaining that I 
was being unfair to architects and de-
manding that I cease and desist from 
further criticism. That made my day 
because it was proof that I’d touched a 
nerve well in need of tweaking. I chal-
lenged him to submit an article refut-
ing my points, which the editor assured 
would be published. I also challenged 
him to point-counterpoint debates at 

any venue of his choosing. He never re-
plied. But I did hear from quite a few ar-
chitects and engineers thanking me for 
laying the problem on the table. 

I am a huge fan of architecture, and 
that only adds to my frustration. It’s 
true that some of the greatest designs 
ever produced would likely never have 
happened had the designer been con-
strained by cost. The reality, however, is 
that 99 percent of us will never live in a 
home designed by a famous architect. 
And although I agree that architects 
should be artists � rst, we can’t build 
beautiful residences without under-
standing cost and value, with the full 
support of every structural engineer, at 
a price homebuyers can afford. 

This is an industrywide problem, and 
builders’ reluctance to pay for great de-
sign that actually increases building ef-
� ciency and reduces cost is a huge con-
tributing factor. Purchasing will work 
mercilessly to bid and rebid, desperate-
ly seeking a $500 price reduction. Yet se-
nior management will balk at spending 
the money to design a house that will 
generate a multiple of that $500 in mar-
gin, net of the fees. I couldn’t claim this 
if I hadn’t seen it repeatedly done by the 
small percentage of architects and en-
gineers who truly get it. They amaze me 
and have taught me so much, but they 
make me impatient with the status 
quo in their professions. I’m tired of the 
waste we � nd in every house. Are you? 
Isn’t it time we all lost patience with the 
current state of affairs? PB

Scott Sedam is president of TrueNorth 
Development, a consulting and training � rm 
that works with builders to improve prod-
uct, process, and pro� ts. You can reach Scott 
at scott@truen.com or 248.446.1275.

I HAD AN ARCHITECT IN NASHVILLE ACTUALLY LOOK ME IN THE EYE AND STATE THAT HE HADN’T VISITED A FIELD 

SITE IN 24 YEARS SINCE GRADUATING. IT WAS ONE OF THE FEW TIMES I’VE BEEN LEFT TOTALLY SPEECHLESS.
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W
arranty problems can affect margins, 
sales, employee morale, and a builder’s 
reputation. However, minimizing warran-
ty expenses can help differentiate your 
company from the competition. The areas 
of focus should be design, systems, con-
struction documentation, material selec-
tion, proper installation, superintendents 
and subs, homeowner orientation, war-

ranty defect tracking, and continuous improvement. 

1 TO MINIMIZE WARRANTY EXPENSES, BEGIN WITH DESIGN. Poor de-
sign can increase your warranty expenses from the 

very start. Good design considers constructability and war-
rantability as much as it does aesthetics. To get it right, in-
volve construction, key trades, and manufacturers’ technical 
support representatives.

Architectural designs are getting more complex, with 
simple gable roofs being replaced by combination systems 
that include hips, valleys, crossed gables, and dormers. 
While these are all attractive, changes in pitch, plane, and 
orientation can result in construction defects such as water 
intrusion if combinations aren’t properly thought through. 
Give ample consideration to the � ow path of precipitation 
from the roof and avoid any design in which water will di-
rectly � ow to a wall. Make sure that roof overhangs are ad-
equate and that gutter and downspout drainage paths are 
clear and direct water away from the foundation. 

Elevations that integrate a variety of materials—brick, 
stone, lap siding, and shake shingles—can also create war-
ranty issues. And the trend toward incorporating more natu-
ral light in home design has increased the number of win-
dows, doors, and skylights, adding more details to already 
complicated architectural designs. Each opening presents an 
opportunity for water intrusion. Proper � ashing and a shingle 
approach    to the drainage plane is paramount.

By Tony Callahan

[BUSINESS]

WAYS TO MINIMIZE

WARRANTY   EXPENSES
FOCUS ON CONTINUING 

IMPROVEMENT TO HELP PREVENT 

WARRANTY HASSLES AND GIVE YOU 

AN EDGE OVER COMPETITORS
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2 LOOK FOR WHOLE-HOUSE ENGINEERED SOLUTIONS. Understand-
ing how the house will perform as a whole, integrat-

ed unit with its occupants in it is key. This includes structural 
assemblies—foundation, wall, roof, and � oor—and mechani-
cal, plumbing, and electrical systems. Whenever possible, in-
volve third-party experts in the engineering and inspection 
phases. For example, rather than having your HVAC contractor 
size the equipment and duct system, consider using a mechan-
ical engineering � rm that specializes in HVAC design, inspec-
tion, and testing. Make sure the � rm has the proper accredita-
tion; speci� cally, membership in the American Society of 
Mechanical Engineers, and in the American Society of Heating, 
Refrigeration and Air Conditioning Engineers, and is certi� ed 
by the Air Conditioning Contractors of America. Involvement in 
organizations like these brings credibility and demonstrates a 
commitment to the industry and the profession.

3 REVIEW CONSTRUCTION DOCUMENTS FOR CLARITY. Documents 
must be clearly written and easy to follow. You can 

have the best design and a great engineered solution, but if 
trades can’t follow the construction documents, it’s all for 
naught. The best way to develop readable construction docu-
ments with the appropriate level of detail is to involve the 
people who will be using them to build the house. Renderings 
  and illustrations are better than the written word. Drawings 
should have separate detail pages for critical areas. For ex-
ample, � ashing details need to be large enough to easily read 
and should have their own page in your drawing set. They 
should clearly illustrate which materials are applied � rst to 
ensure an effective drainage plane. 

4 PROTECT YOURSELF IN SUBCONTRACTOR, SUPPLY, AND SALES 
CONTRACTS . One way to make sure that trades are prop-

erly installing products is to contractually obligate them to do 
so. A solidly written subcontractor, supply, and sales contract 

transfers risk to the source of the possible problem. If there’s 
an issue with the way a manufacturer’s product was installed, 
it should be the installer’s burden to � x it—all of it. Don’t hold 
one trade responsible for another trade’s work. For example, if 
a repair requires removing trim and drywall, the trade that 
caused it should pay to have it repaired, painted, and cleaned. 

Have a clear warranty coverage book that details what’s cov-
ered and what’s not. Be speci� c. For example, if there is a crack 
in the driveway, specify how wide the crack is and what the 
crack offset must be before it’s covered. State the methods in 
which the crack can be repaired; otherwise you leave yourself 
open to a homeowner who believes you should replace the en-
tire driveway for a surface crack, with no separation or offset. 
Reference the warranty book in your sales contract and pro-
vide homeowners with a copy early in the contracting process 
so they know what is covered—and what isn’t—before the con-
tract is � nalized.

Include specs in the construction document package. Clearly 
note if you expect that a speci� c manufacturer’s product will be 
used. Include the manufacturer name, product SKU number, 
and a description. Note if alternative material is allowed, but 
rather than just saying “comparable” product, be speci� c. 
Make sure your scope of work includes your expectations. For 
example: Material should be installed per the manufacturer’s 
installation instructions. Failure to do so will void the manu-
facturer’s warranty. 

5 USE BETTER MATERIALS TO CREATE A BETTER HOME. Cost is always 
an issue when it comes to the quality of materials 

used in new-home construction. As far as warranty expenses 
are concerned, don’t confuse the price of materials with the 
cost of using them. For example, a pine exterior door jamb 
may have a lower purchase price, but if you’re in a region that 
gets a lot of rain, that pine door jamb will wick and rot at the 
threshold. Better to pay slightly more up front and use a rot-
free jamb than pay the cost of replacing a rotten one later. Do 

WARRANTY   EXPENSESWARRANTY   EXPENSESWARRANTY   EXPENSESWARRANTY   EXPENSESWARRANTY   EXPENSES
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your homework on the materials used in your projects—don’t 
just blindly relegate responsibility to your trades. Also, don’t 
confuse brand with quality. While it’s true that some brand 
names have built their reputation on quality materials, this 
isn’t always the case. 

6 AVOID THE MOST COMMON WARRANTY EXPENSE: BAD INSTALLATION.
Poorly installed insulation can cause an HVAC sys-

tem to work harder than it should, creating inef� ciencies and 
resulting in excessive energy consumption. Incorrectly in-
stalled shower tile can trigger moisture and mold problems. 
Improper grading can cause foundation issues. Out-of-place 
dampers, vents, and ducts can create an uncomfortable home 
for occupants. Drain pipes with inadequate slope can result 
in plumbing back-ups and clogged drains. Hardwood that 
isn’t allowed to acclimate before installation can gap and 
bow. The list goes on.

In the new normal of subcontractors subcontracting the 
labor to install your products, there is less focus on training 
the person who is doing the installation. If you can avoid using 
subcontractors who subcontract the work, I encourage you to 
consider it. For training to be effective, you need to work with 
subs that have actual employees installing the products—subs 
with low employee turnover. Then invest in those employees. 
Make sure they receive proper ongoing training. Manufacturers 
are a great resource for product installation training. After all, 
it’s in their best interests (and yours) to make sure that their 
products are correctly installed. As you increase the skill level 
of the person who actually installs the product, your warranty 
expenses will go down.

7 USE CONSTRUCTION SUPERINTENDENTS AS A LAST LINE OF DEFENSE 
AGAINST CONCEALED DEFECTS. Supers have to walk every 

house every day. If they don’t catch incorrectly installed or 
defective products before they’re concealed by drywall, con-
crete, roo� ng shingles, etc., it will likely be an expensive war-
ranty issue. Make sure that you provide training for your su-
perintendents. They need to be knowledgeable about proper 
installation of products in your homes.

8 USE CHECKLISTS TO SET STANDARDS AND ENSURE CONSISTENCY.
Don’t expect your superintendents to remember 

everything. Work with them and with your trades to devel-
op checklists at critical construction phases (at the least: 
framing, mechanical, and � nal). Checklists will help ensure 
that speci� c items are reviewed on every home and that 
homes are constructed to your standards. If you’re not us-
ing checklists to make sure that you’re getting the products 
and proper installation methods you are paying for, con-
sider implementing them soon. 

9 PROVIDE HOMEOWNER ORIENTATION TO ENSURE PROPER HOME 
MAINTENANCE. Give homeowners an orientation man-

ual that addresses everything homeowners need to know 
and do to maintain their new home. You can also use this 
as an opportunity to set expectations about what is/is not 
covered in your warranty program. 

10 TRACK DEFECTS TO HELP ELIMINATE ROOT CAUSES. Have a system 
to track warranty defects at a granular level. Identify 

warranty issues by the: installing trade, brand of materials, 
installation date, construction superintendent name, house 
plan number, and elevation. Review the defect database look-
ing for root causes, then rapidly implement solutions and 
identify exposure to future warranty problems by tracking 
homes involving affected trades and material brands. 

11 OFFER GOOD WORKMANSHIP TO START THE HOMEOWNER EXPERIENCE 
ON A POSITIVE FOOTING. Fit and � nish are important. Slop-

py cabinet � nishes, poor tile � tting, and lack of attention to 
trim, carpet, and paint can doom you from the start. Your cus-
tomer satisfaction scores suffer, the homeowner will scruti-
nize everything else about the home, and you’ve begun the 
relationship on a sour note. PB

Tony Callahan is president of Callahan Consulting Group, callahancon-
sultinggroup.com. For questions and comments regarding minimizing 
warranty expenses, email tonyc@callahancg.com. 

FOCUS ON DESIGN, SYSTEMS, DOCUMENTATION, MATERIALS, 
INSTALLATION, SUPERINTENDENTS AND SUBS, HOMEOWNER ORIENTATION, 

DEFECT TRACKING, AND CONTINUOUS IMPROVEMENT.  



FOUNDRYSIDING.COM    |    A DIVISION OF THE TAPCO GROUP

COLOR #202: OCEANSIDE
With an unrivaled range of colors and profiles, you can match or complement almost any finish 
so it’s easy to create the perfect look. It’s the beauty of wood and the low maintenance of vinyl 
that’s easy to install. Easy to own. Easy to love.
Explore the inspired color options at FoundrySiding.com
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By Larry W. Garnett, FAIBD, House Review Lead Designer

A range of solutions can accentuate outdoor living 

Outdoor living spaces endure as a priority for many clients when 
planning a home. Because pools remain one of the most com-
mon outdoor areas, pool houses and cabanas become a natural 

focal point. Just as the kitchen is the dominant feature inside the home, 
an outdoor kitchen becomes an important part of the backyard. With the 
introduction of weather-resistant furniture, outdoor living rooms now 
rival interior spaces with tile or polished concrete floors, fireplaces, and 

even flat-screen televisions. The following ideas from our House Review team range from basic 
entertainment pavilions to structures that can easily double as stand-alone guest quarters. Each 
provides outdoor spaces with the functionality and comfort of an indoor living area. 

POOL HOUSES & CABANAS

[HOUSE REVIEW]

2016 HOUSE REVIEW THEMES

 AUGUST Revising Best-Selling Plans

 SEPTEMBER Master Baths

 OCTOBER Luxury Homes

 NOVEMBER On the Boards

 DECEMBER Kitchens

A
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HILLSIDE POOL HOUSE

ARCHITECT
Richard Handlen, AIA, LEED AP
EDI International
richard.handlen@edi-international.com
edi-international.com
415.362.2880

PLAN SIZE
W h: 35 feet

h: 14 feet, 4 inches
area: 1,000 sf

This pool house is both an escape and a guest house. Downhill from 
the main house, it provides a retreat from the daily grind and a 
private place for guests to come and go without interrupting the 

household. Strict development limitations imposed by the jurisdiction 
required that half the fl oor area be below grade. The upper fl oor is a 
party pavilion with supporting bath and laundry facilities. Two sides of 
the pavilion open to the southwest with large awning doors. These lead 
to the pool deck and outdoor kitchen. The deck expands when the pool 
cover rises from the bottom and meshes with and matches the paving. 
The lower-level houses a bedroom suite that opens out to a sunken 
courtyard and open air stairway leading back up to the pool area.

Width: 35 feet
Depth: 14 feet, 4 inches
 Living area: 1,000 sf

A  Parking area shielded 
from the main house by 
the pool house

B  Party pavilion with a full 
kitchen and central island 
focusing on a large-screen 
TV above the stair rail. 
Two sides open up with 
awning doors facing the 
sun and pool patio 

C  Laundry area for both 
pool and guest house use

D  Bath opens directly to 
the pool deck and also 
connects with the house 

E  Lap pool as retaining 
wall waterfall. Pool fl oor 
rises up with the press of 
a button to form a cover 
and expand the surface of 
the patio

F  Bedroom suite opens out 
to the lower courtyard

G  Sunken courtyard with 
stairway leads up to the 
pool deck

GRADE LEVEL

BASEMENT

ELEVATION

E

B

D

C

F

G
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[HOUSE REVIEW]

THE RETREAT

DESIGNER
Gary Iltis
Residential Design Concepts
garyrcdesign@gmail.com
 713.598.0964

PLAN SIZE
Width: 30 feet
Depth: 20 feet
Living area: 545 sf

Adjacent to the swimming pool and 
designed for informal outdoor 
gatherings, this pavilion offers a 

compact space for grilling, dining, and 
conversation. The combination of stone 
and brick along with tile fl ooring and 
granite countertops provides for low 
maintenance. The 12-foot vaulted ceiling 
adds to the feeling of spaciousness.

A  Pavilion exterior uses a combination of stone and 
brick for the fi replace and column bases 

B  Kitchen area offers a sink, grilling area, 
refrigerator, keg tap, and granite countertop

C  Sitting area features a stone fi replace with a fl at-
screen television above it. The TV is placed in a 
cabinet for protection from the elements. The 
ceiling is vaulted from 9 feet to 12 feet in height

D  Dining area

B

C

A

D



NOT JUST ANOTHER
PRETTY FACE

For advertising opportunities in 

NKBA Innovation+Inspiration 

magazine, contact Tony Mancini 

at tmancini@sgcmail.com; 

484.412.8686.

 COMING IN JULY

NKBA INNOVATION+INSPIRATION Magazine

A go-to resource for North American builders, 
remodelers, and kitchen and bath professionals, NKBA 
Innovation+Inspiration magazine serves up design trends, 
sumptuous imagery, industry tips and new product news, 

all in one handsome package. 

SGC Horizon, publisher of Professional Builder, Custom Builder, 
Professional Remodeler, PRODUCTS and ProTradeCraft.com, is 
proud to announce its partnership with the National Kitchen & Bath 
Association to publish its prestigious NKBA Innovation+Inspiration 
magazine.

The fi rst issue debuts in July, followed by September/October 
and November/December issues.

GET INSPIRED.

Max Size: 4.5” / Min Size 2.25”

Circle 768



56 Professional Builder   July 2016

[HOUSE REVIEW]

FALLS COURTYARD HOME

ARCHITECT
The Evans Group
Donald Evans, AIA
devans@theevansgroup.com
theevansgroup.com
407.650.8770

PLAN SIZE
Width: 40 feet
Depth: 94 feet
Living area: 2,046 sf (optional 
109 sf pool cabana)

This is the ultimate indoor-
outdoor home, wrapping 
around a private and lushly 

landscaped pool courtyard, 
with 560 square feet of covered 
outdoor space. It lives larger than 
its square footage and boasts 
an open floor plan with lots of 
natural light throughout. The 
outdoor living environment is fully 
screened and provides space for 
a pool and fountain as well as a 
garden, outdoor dining room, outdoor seating areas, complete 
outdoor kitchen, and an area for sunbathing. The flex option, which 
enables creating a pool house from the garage storage, adds even 
more flexibility and space to this floor plan. The plan proves that a 
courtyard home with a separate pool house and cabana needn’t be 
large and can be right-sized for today’s market and buyers. 

A  True courtyard home with fully 
screened-in outdoor living 

B  Pool with fountain feature, garden, 
seating, and dining

C  Outdoor cool kitchen with a 
seating bar, grill, refrigerator, wine 
refrigerator, and sink 

D  Garage storage space flexes to 
become a pool house, with sliding 
glass doors opening to the pool area

A

B

D

C

D



Spray Polyurethane Foam
At BASF, we’re helping builders meet the demand for more energy-effi cient homes
with sustainable solutions, like our Spray Polyurethane Foam. Part of our integrated
BEYOND.High Performance® approach, SPF was developed by the leaders in
sustainable construction to provide builders with a safe, comfortable and effi cient
insulation solution. Meeting rigorous third party standards, including GREENGUARD
Gold Certifi cation, BASF SPF is the proven choice for today’s high-performance
construction projects.

Visit us at spf.basf.com. And discover how our high performance spray foam can help
you build smart.

We create 
chemistry
that lets 
home sweet 
home love 
high performance
foam.
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[HOUSE REVIEW]

This multifunction 
cabana is designed to 
provide indoor-outdoor 

living. The cabana interior has 
a small sleeping area for a 
guest and a large open area 
for relaxing and entertaining. 
There is a covered porch, 
and an outdoor fi replace and 
arbor complete the outdoor 
living experience.

A  Pool
B  Pool deck
C  Arbor with seating area
D  Outdoor fi replace
E  Covered porch
F  Open living and eating 

area
G  Bath with direct access to 

the exterior and interior
H  Guest suite

THE HUNTINGTON POOL HOUSE/CABANA

ARCHITECT
GMD Design Group
Scott Gardner, AIA
scott@gmddesigngroup.com
919.320.3022
Donnie McGrath
donnie@gmddesigngroup.com
gmddesigngroup.com  
770.375.7351

PLAN SIZE
Width: 45 feet
Depth: 18 feet
Living area: 749 sf

E

A

B

D C

F

G

H
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[HOUSE REVIEW]

POOL HOUSE

ARCHITECT
Todd Hallett, AIA, CAPS
TK Design & Associates
thallett@tkhomedesign.com
tkhomedesign.com
248.446.1960

PLAN SIZE
Width: 44 feet, 4 inches
Depth: 28 feet
Covered area: 561 sf 
Bath: 78 sf
Storage: 90 sf

The entertainment industry has poked fun at the luxury of owning a pool cabana (“Oh, cabana boy ...”). It’s 
amusing, yet with as many pool houses as our firm has completed, we’ve never encountered that particular client 
profile or attitude. Most pool houses are used by families to entertain while keeping an eye on the little ones as 

they splash and carry on. A well-designed pool house should be as functional as it is great-looking. Its job is to provide 
both shelter from the sun as well as the amenities required to make the outdoor space as enjoyable as possible. 

A  Large covered area protects the family from UV rays while allowing high visibility. The space  
is designed for a large farm table bookended by two flanking seating areas

B  On the back wall, a large TV is great for watching sports and providing a little background noise
C  Built-in cabinetry offers plenty of storage and a framework for outdoor kitchen appliances
D  An outdoor shower is a nice way to clean off the chlorine (or salt) without soaking an interior space
E  Bath is large enough for a changing area and is designed for privacy
F  Storage area is large enough to hold pool toys and unsightly pool equipment 

E

A

B

D

C

F

C
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[WINDOWS]
PREMIUM PERFORMANCE WINDOWS
Certified by the Passive House Institute for use in extremely cold climates, Zola Arctic, a new 
offering from Zola Windows, is a premium performance window that can be used in buildings 
across a broad spectrum of temperatures and climates. A timber-aluminum frame, PU-foam 
insulation, thermal glazing, and a superspace triple seal with butyl as a secondary seal combine 
to create a window with an R-value of 15 (a typical Energy Star window has an R-value of 
between 2.5 and 3.7). Zola Arctic has a visible light transmittance of 64 percent that allows for 
maximum daylight, uses German concealed hinges—available in marine grade stainless steel 
for coastal conditions—and has a powder-coated aluminum exterior for durability and longevity. 
The Fixed Windows can fit openings as large as 8 feet wide and 10 feet high, while the Tilt & 
Turn Windows can fit expanses as large as 5 feet wide and 9 feet high. For more info circle 900

ALUMINUM DOUBLE PANE
The A4 aluminum double-pane window from Glo European 
Windows provides double-pane glass with a thermally 
broken aluminum frame for cost-effective durability and 

clean architectural lines. The Glo A4 series 
double-pane window has an R-value between 
4 and 3.4 and a solar heat gain coefficient 
between 0.28 and 0.60. Glo’s double-pane 
windows manage to outperform most triple-
pane windows while offering a lower price point. 
The windows come with four handle options and 
14 standard color options with a powder coat 
finish, while also offering more than 300 custom 
color options. Additionally, the A4 series comes 
in tilt turn, French, and fixed window styles.  
For more info circle 903

INSULATING WINDOW FILM
Heat lost or gained through windows accounts 

for over 30 percent of all the heating and cooling 
energy used in homes and buildings in the U.S. 

The 3M Thinsulate Window Film Climate Control 
Series aims to rectify that. Thinsulate provides 
the same benefits of 3M Sun Control Window 

Film by rejecting heat and blocking UV rays, but 
it also works to protect against heat loss during 

cold weather. The film, applied directly to existing 
windows, is faster and less expensive to install 

than replacing windows and is almost as effective 
as an extra pane of glass, the company says. 

Despite being almost completely invisible, up to 
99 percent of UV rays are blocked, which helps to 

protect artwork, furniture, hardwood floors, and 
window treatments. For more info circle 901

LOCKING HARDWARE
Kolbe’s new double-hung locking hardware is 
designed to fit historical renovation projects. The 
spoon sash lock can be paired with Kolbe’s Ultra 
Series XL Sterling double-hung window, as the 
lock coordinates with the window’s Antique Brass 
finish. It can also be installed on Kolbe’s Heritage 
and Ultra Series Sterling double-hung windows. 
A dual-positioning lever allows the sash to be 
unlocked and tilted in for cleaning.  
For more info circle 902

WOOD WINDOWS
Clean lines, square interior detailing, and a sleek profile give Jeld-Wen’s EpicVue wood 

windows a contemporary feel. A thick, aluminum-extruded sash supports the pane, 
allowing for more glass exposure. The windows can be direct set at 90 degrees in the 

corners of a home to provide a panoramic view of the surroundings. A water-based 
wood treatment called AuraLast prevents the wood from rotting and protects against 

water saturation and termites. EpicVue is available in eight wood species and five stains, 
with custom color-matching options. For more info circle 904
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PRIVACY WINDOWS
The new Home Designer Collection of decorative glass 
windows from Hy-Lite offers four unique privacy windows 
inspired by the company’s Designer Advisory Council. The 
windows help solve the issue of privacy while allowing 
natural light into a room. The four new window styles are 
Metro, Mission, Prairie, and Baroque. With its clean lines 
and three-dimensional design, Metro is inspired by modern 
architecture. Mission is a Craftsman-style design constructed 
with silk-screened tempered privacy glass. Prairie (shown) is 
a versatile transitional design that can be used in traditional 
or contemporary homes, and Baroque’s design is inspired 
by classic and modern tile, providing a unique way to blend 
texture into a room. The windows come in a variety of sizes 
and are available nationwide. For more info circle 908

[WINDOWS]

TWO-TONE VINYL WINDOWS
A growing design trend across the U.S. is the use of two-tone windows. A dark window exterior can accent 
a variety of building styles, while a lighter more neutral interior color helps to maintain design fl exibility 
in a living room or bedroom. But the two-tone color trend poses a challenge because dark colors absorb 
more solar heat, which can lead to warping in vinyl window frames. To combat this, Ply Gem’s new 1500 
Vinyl Collection uses beige, clay, dark bronze, or black color co-extruded capstock over white profi les 
(the color is within the product, not painted on) to refl ect sunlight and limit fading (Brickmould Craftsman 
Dark Bronze, shown). The line is fully customizable and allows builders to pay only for the upgrade options 
they want without getting ones they don’t need. The 1500 Collection is Ply Gem’s fi rst window line 
available with its Sound Transmission Control glass technology to dampen sound and reduce outside noise 
pollution. For more info circle 909

MOTORIZED DRAPERY ROD
The fi rst and only trackless motorized drapery rod 
is now available from QMotion. Forgoing wires 
and motor boxes, the QMotion rod uses a patent-
pending, battery-operated motor that 
is hidden inside the rod to reduce 
noise. When the batteries need to be 
changed, it’s not necessary to remove 
the drapery panels—another industry 
fi rst for the QMotion rod. Touch Wand 
Activation, a manual override feature, 
allows users to tap the wand to open or 
close the draperies through movement-
sensing technology. The drapery 
rods come in six fi nishes and six fi nial 
options. Additionally, the hardware 
can be paired with an individual’s own 
choice of fabric to create a custom 
design. For more info circle 907

LARGE CASEMENTS AND AWNINGS
Contemporary architecture and design often calls for large, energy-
effi cient windows with uninterrupted expanses of glass. To meet 
this need, Marvin Windows and Doors has added larger sizes to 
its Contemporary Casements and Awnings, Ultimate Casements 
and Awnings, and Ultimate Replacement Casements and Awnings. 
The new sizes are available on clad-wood windows featuring 
Marvin’s extruded aluminum cladding with 70 percent Kynar fi nish. 
The Contemporary Casement, Ultimate Casement, and Ultimate 
Replacement Casement are now available in the maximum sizes of 
36 by 102 inches, 40 by 961/8 inches, and 44 by 911/8 inches. 
Meanwhile the Awning windows’ maximum sizes are 64 by 811/8 
inches and 96 by 481/8 inches for all three styles with an additional size 
of 72 by 72 inches for the Ultimate Awning. For more info circle 906

COASTAL WINDOWS
The Premium Coastal line from Weather Shield Windows & Doors is specifi cally designed to 

hold up in coastal climates while adding to the aesthetics of high-end beachfront homes. The windows come with 
enhanced coatings to endure harsh coastal climates. Premium Coastal windows include push-out and traditional 

casement, awning, double-hung, picture, and direct-set styles. The double-hung style is available in sizes up to 8 feet 
tall, and operating casements are available in sizes up to 7 feet. All Premium Coastal windows come with a TriCore 

frame that’s composed of a vinyl sub-frame, aluminum clad exteriors, and wood interiors that provide for a weather-
tight fi t and excellent thermal performance, the company says. TriCore frames use moisture-resistant materials for the 
frame components that are most susceptible to weathering. The entire product line is available in a range of exterior 

clad colors, seven choices of interior wood species, and eight interior fi nish options. For more info circle 905
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[PAINTS]

DOOR AND TRIM PAINT
SnapDry Door and Trim Paint from Sherwin-Williams can be applied to doors, windows, trim, 

and shutters. The interior and exterior water-based acrylic latex paint dries in just one hour, which 
prevents sticking when closing newly coated doors and windows. Formulated for brush, roller, or 
spray application, the durable paint is resistant to dirt, fi ngerprints, UV rays, and weathering. It is 

available in semi-gloss and comes in more than 1,500 colors. For more info circle 910

LADDER ACCESSORIES
Two accessories from 360 Products will 

help painters when working with extension 
ladders. The Side Kick paint can holder can 
be fastened to either side of any aluminum 
extension ladder, which ensures that a one-

gallon paint can is safely secured at arm’s 
length. The Can Holster snaps onto the open 

can, where it prevents paint from drying in 
the rim and around the bucket’s edge. It has 

a brush well that can hold a 3-inch wet brush. 
The Side Kick and Can Holster are locked 

into place by a safety pin, and a pivoting self-
leveling mechanism prevents spills no matter 

the ladder angle. For more info circle 911

LOW-VOC PAINT
PPG Paints has updated its Break-
Through line of coatings. The new 
low-VOC (<50 grams per liter) version 
of the water-borne acrylic paint has 
a slightly higher viscosity for easier 
handling; better sag resistance for a 
more even fi nish; improved fl ow and 
leveling for a smoother fi nish with 
fewer brush marks; a drying time 
of 17 to 20 minutes to touch; and 
a longer “open time”—the period 
when paint is still wet enough for 
painters to fi x brush marks and drips. 
Available in both satin and gloss 
sheens, the paint can be applied 
on fl oors, trim, cabinetry, railings, 
shelving, and other metal, wood, 
concrete, and laminate surfaces. 
For more info circle 914

ODOR-KILLING PRIMER
The new Zinsser Odor Killing Primer from Rust-Oleum 
eliminates existing odors on painted or unpainted surfaces. 
The water-based primer seals off the unpleasant smells 
left by pets, food, cigarette and cigar smoke, and fi re and 
smoke damage. It applies white but dries clear with a low-
sheen fi nish. Dry to the touch in about 25 minutes, it can be 
top-coated after 45 minutes using any clear fi nish or paint. 
The primer can be applied to a variety of surfaces, including 
glass, cabinets, subfl oors, walls, ceilings, drywall, cured 
plaster, ceramic tile, and metal. For more info circle 913

SPRAY GUN
With 3,600 psi, the RX-Pro airless spray gun is as powerful as it 

is comfortable for builders to use. The spray gun, from Titan, 
has ergonomic features that let users paint longer. The trigger 
requires 30 percent less force than other similar guns, and the 
FingerPrint Grip has three interchangeable grip sizes to fi t any 
hand. The RX-Pro also has a one-touch trigger lock, a free-fl ow 
swivel for easier maneuvering, a built-in fi lter removal wrench, 

and bucket and ladder hooks. For more info circle 912
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Give your homebuyer a clean 

like never before with the all 

new Electrolux laundry line.

Find the perfect laundry pair for your 
homebuyer at ElectroluxBuilder.com
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Made in USA*

Meet the Evolution Excel®
The quietest, most powerful 
disposer we have ever made.
34 patents including:

• MultiGrind®

• Auto-Reverse Grind System®

• Jam-Sensor® Circuit
• SoundSeal®

© 2016 InSinkErator
*Designed and manufactured in the USA with over 80% domestic content. insinkerator.com
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9 OUT OF 10 CONTRACTORS AGREE —
ULTRA SPEC® 500 SAVES TIME 

AND EFFORT ON THE JOB*

Formulated to meet the needs of 
professional contractors: Smooth application, 

quick dry-time & fast job turnaround

To find your local Benjamin Moore® retailer 
visit benjaminmoore.com

*Based on an independently conducted 2014 survey of 453 professional painters who were questioned about the paint 
product they last used. Zero VOC according to EPA Method 24. © 2016 Benjamin Moore & Co. Benjamin Moore, Green Promise, 

Paint like no other, Ultra Spec and the triangle “M” symbol are registered trademarks licensed to Benjamin Moore & Co.
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Call 1.800.789.6633 or visit ProtectiveProducts.com

SCRATCH PROTECTION
The thickest, toughest protection for tubs, 

whirlpools and shower stalls.

Thick, water-based coating dries to 
a durable “protective skin.”

Formulated for professional use, 
Scratch Protection is easy to apply and, 
more importantly, easy to remove.
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Jennifer Barkan was an operations manager for a real estate 
company representing home builders when she attended 

a 2012 conference about cultivating online prospects. What 
she heard there provided the impetus for what would be a 
turning point for the firm’s new-homes division and her career.  
    Barkan convinced her managers that the company needed 
an online sales consultant and spent almost a year training 
with consultant Mike Lyon before developing the program 
and implementing a customer relationship management sys-
tem. During the first two years of the online sales program, 
the number of builder clients grew from two to 10 companies 
and the online division’s share of sales increased from 6 per-
cent to 13 percent. Barkan also increased Facebook engage-
ment by featuring shelter dogs available for adoption in her 
house tour videos.

QWhat was the opportunity you recognized that led you to 
pursue becoming an online sales consultant? 

AMike Lyon was giving a presentation about having a com-
mitment to online sales and having an online sales con-

sultant. It was like a light bulb went off for me. I thought, “We 
don’t know how to quantify what happens after the person 
gets to our website.” So, sitting there, I’m thinking ... What are 
we doing? There’s a huge opportunity here, yet we have no 
idea where these people are going once they get to our site. 

The leads at the time were just going directly to our sales-
people. And, while we love our salespeople, cultivating and 
marketing leads isn’t their highest and best use. I just raised 
my hand and said, “I think this is a huge opportunity for our 
company, and I’d like to spearhead it.” Our managers were 
like, Let’s do it! 

We started the project just for our new-homes division. We 
have a separate page on our company website for new homes, 
and I started as the online sales consultant for new homes.

QHow should a lead be handled within  
the first 30 days?

A I learned from Mike Lyon that you have to be as quick 
as possible with your response. What we know about our 

on-site agents is that they’re at their best with the person who 
is in front of them. They aren’t going to stop their sales pro-
cess to go to the phone or respond to an email. That’s where 
I come in. I’m like their virtual assistant. I try to be available 
seven days a week, all hours of the day. I do turn my phone 
off at 11 p.m. It freaks people out a bit if I answer the phone 
at midnight. They’re like, “Oh my gosh, I thought I was just 
going to leave a message.” We have over 40 new-home com-
munities that we’re marketing, so there’s no way I’m going to 
have the answers to every single thing someone calls to ask. 
But it’s about being a friendly voice on the other side of that 
computer or phone. And yes, I respond, I’m real, and I will get 
back to you with an answer. 

So I try to answer the phone as quickly as possible; that’s 
first. Second is to really find out the person’s wants, needs, and 
desires. I try to control the conversation so that I’m asking the 
questions and trying to get information about what they want 
rather than them asking me the questions. I try to steer the 
conversation so that I’m finding out about their family, where 
they live now, what they like and don’t like about their cur-
rent home ... so I can determine which of our available homes 
would best fit their needs. Taking that person from just look-
ing online to being a real, viable prospect for our sales team 
is my goal. By the time the prospect reaches our sales team, 
that potential buyer has likely had a couple of conversations 
with me, and I’m able to provide my salespeople with lots of 
good information about the prospect so that when they get to 
the home site, the salespeople are ready.

QWhat needs to be on a builder’s website to make the 
online sales consultant’s job easier and more effective?

AHaving a consistent, clear call to action on the website is 
really important. Also, if the builder’s site agent’s email 

and phone number are on there [along with mine], I don’t 
always know what happens to the prospect. Part of my job as 
OSC is to report on the activity of the website. 

For the complete interview with Jennifer Barkan,  
see probuilder.com/barkan

Jennifer Barkan on turning website  
visitors into warm leads and home sales

Jennifer Barkan
Online Sales Consultant
Rose & Womble Realty Co.
Suffolk, Va.
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westernvolumeprogram.com

“It’s one of the best memory 
points we have in the models.”

- Kevin Rosinski, Toll Brothers

western
window systems
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