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“Distinction Composite Roofing answered the call,” said

Ralph Tawil of More Core Construction. His homeowner on

the New Jersey coast was remodeling and wanted the look of \/II ‘r E
Can}r()n Earth Spanish tile. However, it couldn’t bear the weight of natural More Lore Uonstruction
tile. The homeowner liked that Distinction Tile looked like ] 1 ]“ IDJ Lk |I" ] .
natural tile and didn’t have the weight challenges of natural tile. gL NG AISTTRETION s

Above: Ralph Tawil (right) and some of his More

i' _T) i ﬂ - l ]; | s |I_ ] - k J” ]T _ Core Construction crew taking a break during
Uuick and Efficient Installalion Tl
More Core Construction likes how easy and efficient the Below: Distinction Tile’s light weight and

Distinction Tile is to install. Distinction Tile is stronger, and g anting meke instlariondWigic and ey

there isn’t as much breakage on the job site. The lightweight
feature of the Distinction Tile also makes it easy to load and
install on the roof. More Core presents Distinction Composite

chai]tnging.

Roofing as an option on other roofs in the area. -
4 7N | ; N
~ c -
- | EcoCare _ ’ i
tnusvabive anJ'.nu 1|rr.|l||||.1'|'.'¢ |rg| v
7] 5
¥ € [,mnpusi le Huuhng
,‘-_t . |n_| Trimline Hui]qi'rn_ll Producks ~ e : . n ;
s e
RON AL 909 ol 3 .
800-438-2920 www.irbml] ne—pro ducls.com N




-

-

g;- 4 ol S Je by *-—f‘

ST, i S e S R )
Desert Red n LR 2 EOSEAIRELEN WS e
- - . L i ﬂtﬁh“‘%-‘

-ﬁqﬁt‘-

............

Cnmpnsilﬂ Run[i_ug
I]I_.l Tl'll.ll'llil'l.{'- Hllil(J.ll.]]l.] ljl'lllllll'l.'i

istinctive ROO{S I;or
Disl:inguislnecl s

lhe lig}lj[weigllf allesnabive lo ble.

rrrrrrr

Dlstmctmn Tlie Blend of Canyon Earth Gnldenrod and Desert Red
e

Also Axmlable. D _ ‘ A
p W ? /istinction Tile from Trimline Building Products features @"
the authentic, traditional look of concrete and clay tile
L% )" ;S ]]]n] 'C__H'ﬂ]':[nl : ; S : Y 3 EcoCare
“ . without the weight. Years of successtul in-hield performance, A mp——

supported by industry-backed testing and our 50-year MisreieRa0u e xoo i Biphvidaks ba:

warranty, means peace of mind for every Distinction Tile
roof you install.

Distinction
Slate gives the rich,
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800-438-2920
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You have a vision. We help you realize it.

The Inside Advantage™ team shares your goal of
delighting clients, and with distinctive suites like
KitchenAid™ Architect” Series Il—we make it easier

to turn your plans into reality. And remember, we're

also here with design resources, quick answers

and a complete portfolio of appliance brands.

insideadvantage.com

o Fi'n'_';'_| stered trademark T Trademark of 'L"'-'f'nl:}!u':-r'-|_ U.s.A, Kitcherndid, U.S.A Jenm-Air U.S. A, ar ".'1.=.:,'-'!.'-.|;4 Lorporathon or its related 1-::-"|'|;'|.|I‘.i-_“.
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EDITOR'S COMMENTS

Clients are annoy

[———— ]

L®

he temptation to make lists af this time of year is sfrong. Naturally, | made one for

vou, but it's unlike any list you've seen before. This is a list of complaints, not resolutions.

An informal online survey we conducted reveals that, seemingly, clients are the

most annoying part of your job. If's clear clients are annoying on several levels, The

most common complaint about clients relates 1o their value of good design. Second on the

list is the cost-persquare-foot method of comparison. There are plenty more fo follow, so let's

get to the list {in no specific order);
Pet Peeves in the Custom Home Market
* Having to be a client’s personal therapist
® Subs that don't call back
* Subs that show up late or not at all
® Dirty job sifes
* The bid system
» Cost-persquare-foot comparisons
® Clients who find fault with everything
e Clients who don't understand cos
® Clients who can't make decisions
o Client's with no vision
* Clients who undervalue the planning process
* Clients armed with piles of magazine photos
e Clients who expect you to read minds
* Clients who "draw up" their own home design
* Clients who meddle throughout the entire process
e Clients who don't value good design
® Builders who don't understand good design

You might be wondering where this list came from. Several weeks ago, we asked a few

archifects, designers and builders to tell us what annoys them about deing business in the custom

home market. Some answers were submitted vio e-mail and
others were posted within the Residential Design & Build
social networking group at Linkedln.com. Complete reader
responses can be seen on pages 22 and 24 of this issue.

Another frequently mentioned pet peeve is a lack of
knowledge about good construction and design practices.
Architects and builders who don't educate clients along these
lines were called out several fimes.

Speaking of the value of good design, our 2010 Design
Excellence Awards program is now accepting applications.
Enter to receive the recognition you deserve. Our competition
cosls less than any other residential design awards program
in the custom home market, so give it a shot.

You can find information, past winners and enfry instruc-
tions for the RD&B 2010 Design Excellence Awards by
visiting rdbmagazine.com/awards. !

& Januvary 2010

o bodr—

Rob Heselbarth, Editor
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JAUREGUI ON DESIGN

Architects as Realtors

A real estate license can grow your eamings and secure your future

By Luis Jauregui, AlA

rchitects are generalists; we
orchestrate projects as a whale,
consulting with other profession-
| \ als in areas outside our realm.
In today's challenging economy, residential
architects are reaching beyond fraditional
architectural roles. We more often are becomr
ing the consultant as a means to an end and

to supplement our income. VWe are adopting
skills and widening our focus beyond purely
architectural design.

In the past few months, | have run across
several architecls who have chosen to obtain
their Realtor licenses, offering real estate ser
vices in their own practices and via the web.
This seems like o natural extension of our area
of knowledge.

As architects, we frequently consult with
clients/owners, and their real estale agents
regarding home sites before they buy. We
provide our professional opinion regarding the
property's atfributes and potential for improve-
ments, either as a courfesy or at a nominal
fee. We do so in expectation of being hired
for design and project administration after
closing. Many of us credit the consultation
fee as an incentive to get the job.

8 January 2010

We also consult with clients regarding the
remodeling potential of a resale home, again
ot the referral of a real estate agent, again at
a nominal fee and again aspiring to be hired
for design and project administration. We're
very good at what we do. In relatively short
order, we identify existing design conditions
such as structural and mechanical issues. Ve
visualize the property’s fransformation into a
charming bungalow with open flow plan,
expanded kitchen and baths and well-placed
outdoor components and
landscaping. We act as
a home inspector, point
ing out potential founda-
fion concerns or signs
of plumbing or heating
problems. Generally,
we advise whether the
property is a reasonable
fixer-upper or a bottom-
less money pit.

Interestingly in each
of these scenarios, the
architect is applying his
expertise in the area of
real estate. While the real estate agent earns
a substantial commission and the client real
izes a potentially signiticant equity gain, the
architect/expert earns a somewhat nominal
consulting fee, if any.

The question begs to be asked, "Why
aren't you a licensed real estate agente”
And, "How can you apply your expertise
about real estate to better advantage [i.e.
more lucrative]e”

As an agent, you'll have the opportunity to
earn your client’s trust and develop a relation-
ship before the project really begins. Being a
Realtor with an architectural background will
sel you apart as the expert offering the best
possible representation.

residential design & build o rdbmogazine.com

It you already provide this kind of real
estate consultation (and most of us are), it only
makes sense to obtain your real esfote license;
some of your AlA confinuing education classes
may apply in some states. It will require addi
fional commitment as well as annual fees 1o
associations and listing services. The time will
be well invested and the ancillary knowledge
you will gain will be useful,

You can offer real estate services fo your
clients as broadly or as limited as you want
to. You can also dedicate your knowledge
and tools toward growing your own wealth
by researching the market and investing in a
property to remodel and sell. In the book, “The
Ten Roads to Riches: The Ways the Wealthy
Got There [And How You Can Tool)," Forbes
columnist and money manager Ken Fisher iden-
tifies invesfing in real estate as one of the most
effective vehicles leading to potential wealth.

Buying investment property will, of course,
require a higher level of investment upfront
[cash), both for @ down payment and for cost
of improvements, and may not be suitable for
your current situation. Lenders are requiring
more equity upfront and financing require-
ments are more stringent. But if you know
the market and possess the tools to make il
happen, you'll be much better positioned to
make it happen. |

luis fouregui, AlA, has been

a member of the local and
national chapters of ihe
American Instifute of Architects
for more than 20 years. He

is an active leader within the
Homebuilders Association

of Austin, Texas, serving as president, and as
director at the local, state and national home-
builders' association levels. Read past columns

at rdbmagazine.com.



Maximizing
SPACE & VIEW

Celebrating our 25th anniversary, Weiland has
been leading the development of high
performance custom sliding and folding doors.
Our experience and depth of engineered design,
along with superior features like an AAMA rated
Weiland Flush Track, allows us to create some
of the largest and most innovative moving glass
walls available. What can we build for you?

§ weiland

Sliding Doors ond Windows, Inc.

760.722.8828 ' weilandslidingdoors.com
liftslides | folding doors

NIF :-! 1] .-‘I i-i |..'|:_' § C.' WINdoWS
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RANT ON BUILDING

Case closed

legal battle with a client ends with payment made and wisdom eamed

By Jay Grant

n my Oclober 2009 column, “let the seller

beware," | shared the story of Steve, a

buyer who contracted with my company

to build a@ 7000 sq. ft. custom home on
his lot. At the column's conclusion, Steve and
| were in settlement talks. | had prepared
my lawsuit fo begin foreclosing on his home
based on the construction liens | had secured
to defend my monetary rights,

The saga concludes as follows: Settlement
lalks stalled because Steve was negotiating
for time so | would lose my legal window to
inifiate a lawsuit to foreclose on his home. |
filed the suit in late October. Steve resumed
talking settlement again in earnest. After
agreeing on an amouni, he offered a fwo-
payment plan: half up front and half in the
form of a secured note.

| rejected that because regardless of the
security of the nate, Steve could not be trusted
to deliver and | would remain entangled with
him. | discounted the settlement amount fur-
ther and then received payment in full on the
day the seftlement documents were signed.
The release Steve signed stipulated
that all warranties for work

provided were null and -
void. He expressly gave

- g
up his right to claim any _
defects with the home. ) -

J.

10 January 2010

Case closed. Settlement signed. Steve is
permanently out of my business lifel

There was a moment midway during the
building of his home when | should have
stopped the job and demanded that Steve
provide all funding per our agreement. Next
time | will. If you want to benefit from my tri-
als and tribulations, remain cognizant of the
following concepts:

1. When a prospect or client repeatedly
displays a lack of willingness or ability fo trust
you, consider yourself notified that this person
also cannot be tusted. A zebra does nof
change its stripes and a client who reveals o
pattern of behavior will repeat it, so expect
that his past behavior is a reasonable predic-
tor of how he'll handle future problems; then
act accordingly.

2. When a client knowingly attempts to
dramatically deviate from the agreed-upon
business ferms contained in your agreement
and aftempts fo force or persuade you to
unilaterally concede anything without a fair
quid pro quo negotiation, draw the line

and commence immediately all fair and
legal hardball tactics to retain all

of your building, financial and
confractual rights.

3. It a client is gefting funding
from a lender, require that fund-
ing is released directly to your
company.

4, Although there is an innate
desire to complete all required
steps to obtain a cerfificate of

residential design & build * rdbmagazine.com

occupancy for your project, it is prudent fo
withhold critical paperwork from the building
department unfil you feel 100 percent secure
that your final payment is either imminent or
in hand. Specifically, New Jersey requires a
proof of registrafion that a new home warran-
ty has been obtained, and that in the future
the document will siay in my office until the
client has made all funding available for my
final payment,

5. Mainlain an ongoing dialogue with your
client at all times. Long after it was evident that
| had o problem, | confinued to speak directly
with Steve and maintained civility. This tactic
ulfimately allowed me to negotiate with him
direcily until the day we signed a seftlement.
| saved thousands in legal fees and count-
less months of negotiating through expensive
lawyer letters and documents.

6. Hiring the right lawyer makes a tre-
mendous difference in your legal fees and
the speed with which your case is resolved.
My original lawyer was intent on elongat
ing the process, which benefited only his
billable time. After firing him, | interviewed
four more lawyers. The one who assisted
me most efficiently and economically was
first @ specialist in this line of work, and
secondly was happy to work toward closure
and selftlement. D

Jay Grant, president of Grant
Homes, a residential design/
build firm in Mendham, N/,
focuses on building luxury
custom homes and renova-
lions/additions. He is the
recipient of more than

20 industry awords including best website for
granthomesusa.com. Grant is ovailable for business
consulting. Send e-mail to granthomes@msn.com.

Read past columns at rdbmagazine.com.
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GREEN HAS NEVER LOOKED THIS GOOD.

H,Okinetic Technology” enables the Delta® Water-Efficient
Showerhead to delight your clients while fulfilling your
water-efficiency requirements? A Delta exclusive, H>Okinetic
Technology produces bigger water droplets for a warmer,
more luxurious spray that blankets the body while using
36% less water* Indulge your homeowners without waste.
Another way that Delta is more than just a faucet.

Calculate potential water-savings at deltafaucet.com/green

Responsible by Nature™

For more info circle #1

“Computation based on comparison of showerheads that have a
flow rate of 2.5 gpm under ASME A112.18.1,




LLANNO ON COMMUNICATION

Plan to succeed

The right tools and a wellthoughtout plan can help your business

By Joseph Dellanno

o you have a closet full of soft-

ware, hardware or other business-

related items that were purchased

either online or at a trade show?
How many of these purchases never made
it out of the box2 How many times have you
promised yourself that you will open the
box but never dog2 We all have made these
impulse purchases with the greatest of inten-
ions, and we know which road is paved with
great intenfions.

In 2010 | will be on an odyssey in search of
the best products and services in the design/
build industry. The godl is to provide readers
with an unbiased opinion and provide you
the opporiunity to explore options that could
add value to your company. The ullimate goal
is fo increase your market awareness and
ultimately provide outstanding service to your
customers.

This past fall | had the opportunity to attend
the Boston Business Builders networking meet
ing where | was infroduced fo a wide range
of business owners. There were about 100
people in the room and | met many of them. A
few people stood out in the crowd, such as an
Internet software designer, a commercial painter
and even a Hollywood hair stylist.

Ot oll the companies | had the pleasure of
learning about that night, one company stood
out from the rest. This company provides a
simple, low-cost solution to keep customers
feeling good about why they would hire you
and your business.

CardConcierge.com is an online personal
greeting card service that enables business
owners to keep in fouch with their customers
on a personal level. In theory, keeping in touch
helps us build and maintain our branding efforts,
but who has the fime to send a “Welcome fo
our company” letter, a “Thank you for your busi-
ness’ letter or company holiday cards?

12 January 2010

i

Sue Connaughton, president of Card
Concierge, approached me two years ago
with this idea and at the time it made perfect
sense. Two years later the idea has taken
off. It is clean and simple: Communicate to
another person that you are thinking of them.

A few years ago a different company
called Y2K Marketing also caught my atten-
tion and | listened fo their marketing strategies
on CD. They were explaining how to turn
green apples [your prospects] into red apples
[your customers) by ferfilizing your market area
on a regular schedule (personal touches). The
CEO told a sfory fo drive home his point.

He knew if he forgot an important date or
event in his marriage there would be trouble
in paradise, so af the beginning of each new
year he purchased 12 persondlized cards
for his wife and prestamped them 1o be sent
one per month. This ensured he would not
forget her birthday or anniversary. He figured
if he planned at the beginning of the vear fo
sprinkle the cards over the 12 coming months
he would meet or exceed her expectations.
Remember, happy wife, happy life.

We all look for the right ideq, the magic
bullet or the one thing that will turn our com-

residential design & build * rdbmagazine.com

pany around, but in redlity there is no single
solution. The solution is the sum of the parts.
Last year was a wake-up call for many of us.
For those companies that have managed to
weather the storm, | hope you continve to
push forward and get back to the fundamental
mechanics of business.

You have a new year and a new start.
Are you going to plan your work and work
your plan? Are you commitied fo developing
relationships with your past, present and future
clients2 Are you committed fo turning green
apples into red apples with personalized
messages, and are you ready to delegafe
to people who can help your businesse. b

L Joseph Dellanno is the founder
of My Design/Build Project, @

web communication applica-

tion for design and build

b teams, and president of

o My Design/Build Coach,
providing design/build busi-
ness fraining. He is also president of Design
Solutions Inc., a national design firm. Send e-mail
to info@mydesignbuildproject.com. Read past
columns af rdbmagazine.com.



Delta® water-efficient showerheads

contribute to green design.

Delta is yvour source for smart
solutions for your home—includ-
ing a complete offering of water-
efficient showerheads featuring
H,Okinetic Technology®.

In the shower, individuals
seek a private space where
they can relax, escape, awaken,
contemplate, refocus and more.
Delta's exclusive H,Okinetic
Technology transforms this
space, providing a truly better
shower experience. |ts warm,
luxurious, drenching water cov-
erage is the result of a denser
water pattern and larger droplets
that retain their heat longer. By
retaining the heat longer, the
water is more soothing and revi-
talizing to the user.

The effect with our water-
efficient models is a luxurious,
indulgent shower that actually
conserves water using up to 36%*
less water compared to a standard
showerhead flowing at 2.5 gpm.
As a result, H__Dkineiic Technology
helps save on utility costs.

Resources, cost
savings realized.
So, when the town of Orme,
Tenn. was faced without reli-
able water supply, Delta sent
water-saving products—includ-

ing showers with H,Okinetic
Technology—as well as a sup-
port team to stop leaks and

better manage avallable water
supplies. With the installation
of water-efficient products from
Delta, water-saving faucet aera-
tors, and high-efficiency toilets
and other leak-stopping prod-
ucts from other manufacturers,
residents enjoyed 45% greater
water efficiency and 12-hour
water availability (compared to
3-hours daily previously).

To truly appreciate the scope
of the water savings achieved,
consider this: one week of water
savings with a showerhead fea-
turing H,Okinetic Technology is
equivalent to 385 bottles of water
or 50 days of drinking water,
based on a two-person house-
hold taking a daily eight-minute
shower in a seven-day week.

A product for
nearly every
shower.

Currently, Delta offers water-
efficient showerheads featuring
H,Okinetic Technology in three
styles—contemporary, classic
and traditional—plus a new addi-
tion of the Addison™ 6" raincan
showerhead.

But H,Okinetic Technology
reaches beyond just showerheads.
You can experience this type of
water coverage with Delta's unique
|etted showers, individual body
sprays or showerheads featuring
H.Okinetic Technology.

This groundbreaking technolo-
gy hasn't gone unnoticed either.
H,Okinetic Technology has won
numerous awards, including
a 2007 Stevie Award, a 2007
Silver ADEX award and a 2007
Maost Valuable Product (MVP)
Award from Building Products
magazine.

Responsible.
Resourceful.

As part of a company that
delivers water every day through
millions of faucets worldwide,
Delta provides products that
address today's water conser-
vation concerns in the home.
These smart water delivery solu-
tions maximize water efficiency
and the life span of the products,
without sacrificing the comfort
and convenience of the user

experience.

*Based on a flow rate of 1.5 gpm versus Industry Standard ASME A112.18.1/CSA B125.1 of 2.2 gpm.

For more info circle #2
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Select from Delta's complete
offering of showering products
featuring H,Okinetic Technology
for your next project. And, visit
deltafaucet.com/green for
more information on Delta’s
sustainable innovations.
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AGNER ON GREEN HOMES

Greening the building she

A well-designed building envelope will save heating and cooling costs

By John D. Wagner

n 2010, I'm taking a room-by-room
approach fo green building. My columns
will examine specific rooms and how fo
make them as green as possible. To begin,
I'm compelled to address the largest “room’
in a home, and that's the building shell itself.
Way beyond VOCs, recycled content
and driving hybrids, by far the greenest thing

you can do is design a high-integrity ther-

mal envelope so your struciure consumes as
little fuel as possible for heating and cooling.
This kind of "atscale” application of green
principles really makes a difference. All the
recycled coffee mugs, reusable grocery bags
and other recycling contribute pasitively to the
green effort and | don't want to diminish that.
However, the benefits of someone recycling,
say, a fon of old magazines is environmen-
tally negated hundreds of fimes over if the
structure is bleeding heat/cold, guzzling fuel
and pumping out CO2.

Greening of the building shell should

improve the thermal performance of the build:

ing using materials that: A) are nontoxic/low-

toxicity; B} are harvested and/or manufactured
in a sustainable way, and; C) don't consume
a great deal of fuel when shipped. Let's take
a category-by-category look at the principles
driving your options, starting at the top.
Roof. Reflective or even light-colored

roofs lower cooling loads, sometimes dramati-

cally. (Black shingles reflect about 5 percent
of the sun's heat; gray shingles 20 percent,
and white shingles 25 percent) look for an

Energy Star roof, which meet baseline reflec-

tive qualities. Note: They are not all metal.
Some three-tab products are Energy Starrated,
which feature reflective granules that turn back
sunlight. MIT is experimenting with roof panels
that change color with temperature to maich
reflectivity to conditions (hitp://web.mit.edu/
newsoffice/2009/madmec-roof.html). VWhen

sheathing, note that radiant barriers or insu-

lated sheathing are key to any good system.

14 January 2010

Certified wood. for framing and
sheathing, use certitied lumber. Frankly, it's
difficult fo purchase lumber in North America
that isn't sustainably harvested. For political
reasons, USGBC's LEED stondard accepts
only FSC certified lumber, while ignoring other
good standards. But NAHB's National Green
Building Standard recognizes both FSC and
SFI. Nonetheless, look for a label and learn
its background.

Air infiltration. Insulation is tested for
Rvalue in an environment with no air infiltra-

tion. In the field, however, air infiltration will

always rob Rvalue. (According to DOE, air
that infiltrates from the outside can account
for half the energy required 1o heat or cool a
structure.] For fruly energy-efficient walls, spec
products that cut down the air infiltration and
work in concert with your insulation package.

Weather barriers must be breathable, but
sometimes code calls for a vapor barrier on
the inside surface of walls in cold climates
[and some mixed climates) where we want
lo prevent any warm, humid indoor air from
seeping info walls. That's a very green feature
indeed. [Note that housewrap is always a
sealing system, which usually includes tape
and flashing. Not using the entire system can
violote the warranty.)

Adhesives, caulks and sealants.
When sealing, note that adhesives, caulks
and sealants are three entirely different prod-

residential design & build * rdbmagazine.com

ucts, each with specific design applications.
Each is important when sealing the building
shell, but no matter what you use in the appro-
priate setting, it has to be a low- or noVOC
product. There are five general types or tech-
nology platforms and waterbased products is
the greenest. A second technology platform
is polyurethane. Nothing flashes off but CO2,
so they're green choices.

A third platform is silicone, which offers
great flexibility. The fumes you smell are from
a solvent chemically identical to vinegar. The
fourth platform is hybrids, which offers the best
of silicone’s features with the best of polyure-
thane. Hybrids cure rather than dry; many are
lowNVOC or solventfree. The last platform is
solventbased which contains derivatives like
xylene and benzene. Avaid them.

Insulation. Cooling U.S. homes costs
$40 billion yearly and consumes 15 percent
of all U.S. power, 90 percent of which is cre-
ated with coal and fossil fuels. Proper insula-
tion can easily save 20 percent of fuel costs.
There are infriguing choices out there that go
way beyond standard batts, such as insula-
tion with “smart paper” facing that changes
its molecular configuration to allow moisture
in or out. But for all insulation, consider form-
aldehyde, o known carcinogen that is widely
used in binders and adhesives. Also, look for
low-emitting or tormaldehyde-free products.

For filling gaps, use spot-application spray
foams that are isocyanate-free and formal-
dehyde-free. B

John D. Wagner is an award-

winning author of many books

b and arficles about construc-
' ‘*i lion, and o ﬁ&quem contributor
r lo the industry's leading frade
. magazines. A soughtafier

o
can be contacted at johnDWagner.com. Read

>4 speaker for indusiry events, he

past columns at rdbmagazine.com.



Stacked in your
house’s favor.

Don't gamble on stacking your prefabricated shearwalls. Take the sure bet, with our code-listed
Steel Strong-Wall® shearwalls. Simpson Strong-Tie is now the only manufacturer to have

a code-listed, two-story solution. Available in widths as narrow as 15 inches for stacked
applications, our engineered walls allow you to build multistory homes with larger windows,
doors and open spaces without sacrificing strength and required load values.

For the widest selection of shearwalls code listed to the 2006 IBC, get the reward without the
risk with Simpson Strong-Tie. Visit www.strongtie.com/strongwall or call (800) 999-5099.

The Only Code-Listed Stacked Shearwall Solution

g-Tie Company Inc. SSW10-B For more info circle #3
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DESIGN CONSTRUCTION
Kossington Architecture A, Murph}-’ Construction
San Francisco Foint Richmond, Calif.
rossingtonarchitecture.com; murphyconsfruction.com

COMPANY STATS ' COMPANY STATS - Jefleits
Residential conshruction: 75% Residential construction: 80% ¢
Single-family construction: 80% Single-family construction=90%
- MNew construction: 15% Mew construction: 50%
—— Design/Build projects: 50%
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Engaging design
connects home with
site, neighbor with
neighbor, owners with
privacy and green

with common sense
By Rob Heselbarth, editor

like the term “‘warm modernism,"”

Rossington, AlA, who ¢ -::.'EiE]F'IEd the home

on Myrile Street in Redwood City, Calif,,

when describing its style. No cold glass
and hard steel edges in this house. Instead,
comfort and functionality drive the design of
this single-family home.

'C):'igl’r‘::ﬂﬁw a rencvation project for
Rossington Architecture in San Francisco
[rossingfonarchitecture . com), extensive ter-

mite damage necessitated a teardown of the

existing structure and construction of a totally
new house. Anthony Murphy, president, A.
Murphy Construction in Point Richmond, Calif.
o |

I: r‘ﬁurF_:u}'r-}.-'u::-:jr15% clion.com), who was educated

in lreland as a construction technician, man-

EJQE'{'J construction. The warm modernism at'-:,-|e

errors you might me
lenge,” he says.

Modern homes can be sterile. “If you walk
into a house or sfructure and don't feel com-

fortable, you failed,” he insists. “You can have

an architect, but those are my thoughts on it.”
g . - C o - I—- - g P P S Y
Myrtle Street runs through an eclectic neigh-

borhood in which every style and bastardiza-

Neighbors were concemed how modern this
home would be, so he armanged a meeting
with them fo discuss the design process.

i
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IT’S TREX" ..
WITH A WHOLE ¢
NEW ATTITUDE.

TREX TRANSCEND
DECKING AND RAILING
HAS A NEW INTEGRATED
SHELL TECHNOLOGY
THAT RESISTS FADING,

STAININGAND MOLD

AND NJEDS NO MORE

-

MAINTENANCE THAN

SOAP.AND WATER.
NEW DESIGN, NEW COLORS
AND YES, IT’S STILL
95% RECYCLED MATERIAL

SEE HOW IT CLOSES Mﬁ

AT'TREX F’ARTNERS C.'OM
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"I have always [had similar meetings with
neighbors], in San Francisco especially,” he
notes. "People come out of the woodwork to
protest almost anything. So if you're proactive
and send drawings to the neighbors, they
can speak up in an environment you control.
| even make my clients falk to the neighbors.”

The layout

The design concept was to wrap the house
around a courtyard in the back. All rooms
flow onto the back deck in the courtyard
which serves as an extension of the indoor
space. On the front of the home, a porch
commands the attention.

At once, the porch both engages with the
neighborhood and creates privacy behind
it. The porch concept emerged early in the
design process to reverse the effect of the

18 Janvary 2010

PROJECT STATS
location: Redwood City, Calif
Size: 2,500 sq. f1.

Cost [not land): $1.1 million

EXTERIOR

Roofing: Elk

Siding: laHabra

Brick /stone/stucco: Cultured Stone
Doors: Andersen

Wingows: Andersen

locksets & hardware: Baldwin
Insulation: Chwens Coming
Paint/stain: Benjamin Moore
Skylights: Velux

HVAC: Carrier, Rinnoi, Doyion

INTERIOR
Doors: TM. Cobb
Fireplaces: Majestic

KITCHEN

Sinks: Franke

Faucels: Hansgrohe

Range: Thermador

Exhaust hood: Sirius
Refrigerators: Jenn-Air
Dishwashers: Bosch
Microwave oven: Panasonic

BATH

Tubs: Americh, American Standard
Teilets; Tolo, Coroma

Shower Taucets: Grohe

Sinks: Porcher, Caotalano

Sink toucets: Grohe

SENSIBLE GREEN FEATURES
Photovaliaic solar panels (3.7kW)
Flv ash in the toundation
On-demand water heater
Dualtlush toilets

Bombaoo cabinetry

lowNOC finishes

low-E dual glozing on windows
Heat-gain mitigation sunscreens
More than 70% of nonbuilt area is permeable
Waterunott percolation pits
Cperable clerestory windows
large sun-shade porch overhang
Ceiling fans

Detached garage

residential design & build = rdbmagozine.com



I'i'fé NOT JUST A NEW KIND OF DECK.
IT’S A NEW WAY TO BUILD YOUR BUSINESS.

.h.'h?
TREX TRANSCEND H_ECK|NG AN |LING REALLY IS THAT DIFFERENT. WE' MED N W
TECHNOLOGIES THQ bEFY FADI '_ ETAJNING AND TIME ITSELF. SO YOU’ LL:NEVER HG.HIN

HAVE TO WALK THEXTHHGUGH E “GORGEOUS VERSUS PRACTICAL” DECISIDH ADD. DUR
R

UNMATCHED 25-YEAR FADE AND STAIN WARRANTY AND U'VE GOT YDURSQ.F A SﬁlIf'ﬁET e
MORE AT TREXPARTNERS.COM '
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TDOOR LIVING. ELrATED

TREXPARTN ERS.CGM |1-800-BUY-TREX

2009 Trex Company. Inc. \
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PROJECT SHOWCASE

previous structure which turned its back on
the street. The porch is rooted aesthetically
to the site using long horizontal lines that also
reach to the ground and attach themselves,
Rossington says. Aiding this cause is the
wood railings on the porch that match the
fence encircling the property. "It helps relate
the home to the sife; if reinforces that they're
designed together.”

Effort also was made fo relate the home fo
the neighborhood, and to fit snugly info the
context of the single-story homes on either side.

Sensible green
A detached garage creafes a space in
which to store cars and a woodshop, and

The porch (at left] provides a space for
inferaction with the neighbors while
protecting the private space within the
walls of the home.

i iy

VIR

T

i.u‘ium

Operable clerestory wmd?
allow for natural ventilation

cool the home, while creati
natural lighting for the hewt

of the interior space.
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The kitchen follows the warm modernism theme
found throughout the rest of the home.

provides green benefits by eliminat-
ing infiltration of harmful fumes into
the living space. The woodshop
can be accessed through French
doors opening to the courtyard
described previously.

The owners came to the table
wanting a green home, Rossington
remembers. “They wanted to make
it affordable as well, not doing
unnecessary things for the sake of
making it green. They made smart
decisions,” he says.

Rossington calls attention to
a few examples of this home's
green elements, including: the
porch overhang and sun screens
on windows “which stick out 2 f1.
but dapple the sun just enough”;
operable clerestory windows
that allow hot air to rush out for
natural cooling, and also provide
natural lighting; percolation pits
in front and back that grab water
off the roof and slowly release it
info the ground to minimize run-
off; and solar panels fo generate
electricity.

"Much of the green in this home
is common-sense green,” Murphy
says. "Even the way the home sits
on site fo take advantage of natu-

ral lighting and passive cooling is
green. It just mokes sense.”

Secrets Df SUCCESS

Murphy feels strongly that the
three main enfities on any project
— designer, builder and owner —
must be on the same page from
day one. “Too often, you have the
architect and client on the same
page while the builder is a square
peg. When you have those three
people heading in the same direc-
fion foward a commen goal, that's
when you have success. On this
project, we had success because
communication levels were kept
open. There was a lot of, "What
do you think of this or thate This
approach might be less expen-
sive.’ Crealive ideas were allowed
to flow in all directions will little
stress,” Murphy says.

"One point I'd like to make is
that lowbidding — the bid sysiem
— is such o walking disaster,” he
insists. “The most important thing
a client can do is fo perform due
diligence on the builder, and to
research the work they've done.
The biggest factor shouldn't be the
dollar. Anyone can lowball.” D

rdbmagazine.com * residential design & build

StyleDrain®
Style, down to the finest detall.

Designers who create elegant showers shouldn't settle for a
cheap, flimsy drain. StyleDrain” is the solution. Made of solid,
forged brass, this exclusive patent-pending design is offered in
contemporary or traditlonal styles with more than 30 custam
finishes. Plus, it has no visible screws, so its sasy on the eyes and
feet. For more information, visit wwwi.calfaucets.com.
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California Faucets®

Custom Faucetry®
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OPINIONS

Pet peeves revealed

Builders and architects are annoyed by clients who don't value
good design. But that's not the only thing that annoys them

By Rob Heselbarth, editor

t's good to get things off your

chest. Everyone does it, so

Residential Design & Build

invited builders and designers
to share their pet peeves. Many of
these comments were posted in the
RD&B group on LinkedIn.com, while
others were submitted via e-mail.

Share your gripes via e-mail to
editor@rdbmagazine.com or by
joining our group at linkedin.com
(search for RD&B).

Here now are a few of the
comments we received. Enjoy.

As a custom builder we have to be per-
sonal shrinks, personal friends, sex therapists,
etc. Also, [o pef peeve is] clients who can find
fault in every little thing.

John Witt

Witt Construction

Saratoga Springs, N.Y.

Linked [} 1

& E e B o e e Al 1 T o 48T e ST
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When customers ask how much per
square foot we charge for a custom home.
Also, being asked to bid on a home based
on incomplete plans and
specifications.

Roland P. Valois
R. P. Valois & Company
Dartmouth, Mass.

My biggest pet peeve is the uneducated
client who thinks the only thing that matters
is cost. Also, the professionals in the industry
who don't work to educate these clients.

Bud Dietrich, AIA, ALA, NCARB

Harold Forrest Diefrich Architects

Deerfield, Ill.

Number one pet peeve is the owners get-
fing too involved with the subcontractors and
not the designer or the general confracior.
Also, too many home magazines with too
many pictures of rooms. fixture, patios, efc.

Carroll Armentor

Indecisiveness which produces frustrations
and loss of interest on our part. Changing
approved decisions which means delivery
time and bottom-line profits suffer. Also, want-
ing lo see everything — if's fime-consuming,
usually confusing and often leads to my previ-
ous pet peeves above.

lee Najman

lee Najman Designs

Port Washington, N.Y.

| have several pet peeves: 1] The client
who can't "see” anything unless it's done
and then says “| don't like it." 2) The famous,
"While you are here can you ..." 3) Subs who
don't call when they aren’t going 1o show up.

residential design & build ® rdbmagozine.com

4) Subs who don't return calls. 5) Dirty job-
sites. Hate 'em! 6] The client who went to
Europe or Hawaii then doesn't have enough
money fo do the job the way it was spec’d.

Darrin Thornton

I've always been a little discouraged about
the ratio of homes designed and built by
speculative builders vs. the homes designed
by architects. It appears in many markels that
for every 10 homes built maybe one was
designed by an architect. Spec home build-
ers have really stepped up their performance
in recent years, producing beautiful homes,
which causes me to wonder how relevant
architects will continue fo be in the residential
construction market. It seems that clients don't
know the difference and don't care, as long
as they get what they want in a home.

Brent Legendre

Scott Wilson Architect

Brentwood, Tenn.

submitted via Linked [J}].

Buyers and builders are not willing to
spend money on planning and do not under-
stand why the project took too long or went
over budget. Along with this you can add the
lack of spatial visualization by the buyer, and
in many coses the builder as well. Another
one is when the buyer comments that “they
had no idea it was going fo look like that” To
further magnify this lack of visualization is the
buyer who comes fo you with a scrap book of
"things" they want on their house, and cannol
understand why they cannot have a feature
because the floor plan does not allow for it.

Donald Maupin

Maupin Design

Wavukesha, Wis.

submitted via Linked [T}].



A Word From

A Builder Who Knows

The Home Fire Sprinkler Coalition (HFSC) is a nonprofit and noncommercial
educational organization that offers FREE information to homebuilders and
their buyers. HFSC’s BUILT FOR LIFE video provides homebuilders with details
about the design and installation of home fire sprinkler systems. Builders
can request the LIVING WITH SPRINKLERS video for people living in
sprinklered homes.

For more information about HFSC's free information, visit
HomeFireSprinkler.org.

VISIT THE HOME FIRE SPRINKLER COALITION BOOTH C155 AT
THE INTERNATIONAL BUILDERS’ SHOW

“At first, | just couldn’t see the need
for fire sprinklers in homes. | figured

smoke alarms were enough.

But I've been building homes with fire
sprinklers for 15 years. That's changed

my thinking.

Smoke alarms should be in every
home. But too often, people don't keep

batteries in them, or disconnect them.

Fire sprinklers take the homeowner
out of it. They protect people all the
time. If there’s a fire, the sprinkler is
going to automatically control it. That
saves lives and property.

My customers like the idea of being
protected. So do |.”

Don Sparks, D. G. Sparks, Inc.,
San Jose, CA

Home Fire Sprinkler
E 0 & L 1 7T ]

L]

Is program is supparted by Fire Prevention and Safety Gant
o) funding through the LS, Department of Homeland Security

® 2009, Home Fire Sprinkler Coalition

For more info circle #10



My pet peeve: The misunderstandings
owners have of good design. | know,
as they say, beauty is in the eye of the
beholder, and the customer is always right,
and things like that, but there are basics
of good planning, layout and architecture
that are pleasing and useful for function.
| will add that it seems neither homeown-
ers nor contractors understand the value of
good planning/design that a custom project
lakes. Just about anyone can add a 15+t by
20-ft. addition, or sketch o three-bedroom
home. But to really design it in @ way that is
lovely, functional with all the other nuances,
that's value. They want custom, but don't
want to pay!

Timothy Schrock
Design Build Selutions
Lebanon, Ind.
submitted via Linked [}].

These are not peeves; they are what we
need fto get our clients to understand. 1] Just
because o real estate agent gives a cost per
square foot does not mean that is what your
house will cost. 2) Owner's costs (design fees,
engineering fees, permits, insurances eic.) are
outside of the construction cost. 3) The budget
is a farget and has implications to the level of
finish and size of the house. 4) The economy
has influence, but we are not manufacturers
giving the same discounts as the auto industry.
5) There is a correlation between cost, quality
and size. &) We are not mind readers. 7 Just
because you want it does not mean you gef
it for the base cost.

Robert W. Lisi, RA, LRB

Dolphin Architects and Builders

Johns Island, S.C.

My biggest single pet peeve is clients who
draw their own home plans (either sketched
on graph paper or worse yet, using $50
home design software] and then give them to
our architect so he can “draw it up.” They com-
pletely short-circuit the design process, and as
a consequence miss out on the tremendous
value added by an architect. Invariably these
clients invite you to suggest better alternatives
lo their design, but they're so "invested" in their
own design that they never choose to imple-

24 Janvary 2010

ment a suggestion from a fulime residential
design professional.

My next biggest pet peeve is clients and/
or real eslate agents who want fo benchmark
a custom builder’s work by comparison with
other custom builders on a cost-persquare-
foot basis. No matter how hard we work to
educate clients and real estate agents, they
still want to “dumb down" the comparison
lo a single, simple (and meaningless) mefric.

Also, clients who agonize over the wrong
details at the wrong point in the design and/
or construction process. For example, the
client who is paralyzed during the site plan-
ning or conceptual design of their home
because they can't decide what type of
cabinet hardware they'd like, or the swing
of a particular door.

Timothy P. Cleary, PE.

Charles Ross Homes

Williamsburg, Va.

My main frustration is that many prospec-
tive clients do not understand the importance
or value in starting the process by creating
and commissioning an effective design and
project management team, or simply that the
team they have put together does not have a
clearly defined purpose or vision. | have seen
firsthand the costly mistakes that have been
made when an inexperienced architectural
designer has not properly understood the cli-
ent, building code or functional layout require-
ments, or simply did not have good design
sense. The result is something has been built
or partially built that then has 1o be reworked
to make it right. In some instances, | have
had to point out the necessary revisions fo the
architectural designer or contractor.

| have been involved with residential proj-
ects in Canada, and in Europe. The same
problems exist in both places. However,
from what | have observed | would say that
this issue is more obvious in Canada and
the United States. Our cultural approach
lo the custom build process is more of @
fastfood approach than in Europe. Just like
we can drive through and get a burger and
large fries, we can “drive up” to the local
custom builder who claims they con design
a dream home, and give them a menu of
requirements, and ask them to supersize it

residential design & build ® rdbmagozine.cam

and sometimes they throw in a free toy —
everyman's Happy Meal.

Just like fast food, we get what we pay for
— something that might hil the spol al the
fime, but is not healthy, enjoyable, beautiful,
and does not improve our lifestyle. So what
can we do about if2 We can — and we dll
do — complain about it and that is the easy
part. Most of us — self included — could
do a better job of educating not only our
clients but also the media, builders/develop-
ers, and the industry at large to the benefits
and potential cost savings they will reap from
having a feam put together at the beginning
of a project that will work cohesively all the
way through their project, with integration of
all disciplines at every stage. In short, we
need fo sell ourselves better!

At the moment the client has a smorgas-
bord of designers, architects, builders and
more builders fo choose from. If they can
get something cheaper down the street from
Fast Food Design and they have not been
clearly instructed regarding the differences
between what we offer and what the fast
food guy is offering, who have we to blame
but ourselves? My observation is that before
we focus our discussion with the client on our
fees, that we should be setting ourselves apart
by telling our prospective clients about what
makes us different. VWhat makes us unique.
What makes our process special. Give them
examples of projects that you added value to,
or rescued from cerfain death. Be specific.
Be inspiring.

Oh, and just as importantly, those of us
who offer complimentary services o one
another must work closely together in a more
united and integrated approach. It we are
not supporting each other, we run a greater
risk of an unhappy client. If one link in the
chain is weak or breaks, the whole chain is
affected. You know the saying; "Where there
is no vision, the people perish.” Well, it's up
fo us fo give our clienls a vision for the great
results that can be achieved when the custom
design and build process is done well.
Kevin Gray
Sizeland Evans
Interior Design
Calgary, Alberta, Canada
submitted via Linked[f}].
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Work LiteSteel™ beam on-site with the same tools you already use and get
quicker, easier installations, lower installed costs and less headaches. The unique
LSB® design is on average 40% lighter than hot rolled steel, or engineered wood,
with equivalent load-carrying capacity. LSB delivers the advanced structural
performance and strength you need to span the distance and carry the load.

Spec LITE for your site.

for mure té(.;.hni[;.al information and
to download your FREE LSB Selector

Software and FREE LSB Installers Guide |\ LiteSteelbeam
LiteSteel Technologies America, LLC is a OneSteel Group Company

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

For more info circle #11




ME TOUR

—lome tour inspires, excites

Details and design tricks delight builders and designers

touring San Diego cusfom homes
By Rob Heselbarth, editor

esign inspiration can come at any

lime, especially if you were on

the home tour during the 2009

Custom Builder Symposium &

Design Institute held in San Diego this past
November. The selection of homes featured on
the tour once again had builders and designers
oohing, ahing and inspecting every litfle defail.
“The homes were phenomenal,” says Mike
Payne Jr., vice president of operations, Payne
& Payne Builders in Chardon, Ohio, which
also was named Custom Home Builder of the
Year during the two-day event. "They're on the
ocean with incredible views. Those builders
and architects face site-specific challenges.

Wardell Builders * braughi'}lfo this project to save i

The result is o stunning hilltop estate that impressed m

They had small sites but needed to provide
a lot of square footage and drama. So for
example, one of them incorporated wells fo
introduce daylight into the lower levels. And
when you walked into one of the homes, you
immediately see right through it and look out
over the ocean. It's amazing,” Payne says.
The sunny oceanside environment is differ-
ent than most parts of the country, but wor
thy of inspection, says Kathryn Alexander,
president/owner, Alexander Design Group
in Wayzata, Minn, "A lot of what | saw can
be applied here in Minnesota. Our firm deals
with upperend homes and custom waterfront
properties, so the oceanfront remodel was
comparable to what our clients are looking
for in either a teardown and build new or

remodel of an existing home. The other homes

Seen above are three levels of living space that,
while connected via an open floor plan, also
provide separate space if desired.

in the tour all had inspiring ideas,” she says.
‘| sometimes find that tours aren’t challeng-

ing enough for me, but not the Symposium

This home by Wardell Builders (right] is one of
three within a development. The property’s narrow
dimensions forced the home’s verfical orientation.

tours. My personal favorite was the Wardell

Builders house in La Jolla where they fook the

26 January 2010 residential design & build * rdbmagazine.com



HOME TOUR SPONSOR
=< LUTRON.

PARTICIPATING BUILDERS
SHEA HOMES

sheahomes.com

WARDELL BUILDERS

wardellbuilders.com

WAVE CREST ENTERPRISES

wiovecresine.com

Shea Homes [above) opened the doors to three
models for those on the tour to browse.

The major renovation of this seaside home (left]

was done by Wavecrest Enterprises. What drew
the most oohs and ahs was the incredible view

upon enfering the house, through the home and
over the ocean.

sublevel of the house all the way to the lot
lines to pick up extra square footage. VWe are
involved with a lot of variance work because
of code restrictions and hardcover require-
ments. VWhat a creative way to work around
setbacks!” she says,

As the sponsor, Lutron Electronics has a
hand in choosing the homes on the four.
Ettort was made to find homes that fit the
inferests of both builders and designers, says
Erik Anderson, Lutron’s residential solutions
manager. "VWe looked at construction, traf
fic flow, layout, all things that both architects
and builders would be interested in," he says.

Common among a few homes on the
lour were methods for temporarily separating
formal and informal spaces; features Payne
enjoyed seeing. | also liked the use of indirect
lighting in the showers, ceilings and other plac-
es. The lighting was incredible. In the shower
example, rather than using cans, they built a

small soffit and hid track lighting behind it that

shined light down the walls. It was soft light:

ing that gave the tile wall more fexiure than if
would have had. In one of the family rooms
there was a soffit around a colffered ceiling
that hid rope light. It was clever,” Payne says.

Ah-ha moments

Anderson from Lutron enjoyed the reac-
lions to the lighting company’s occupancy
sensors. "Part of our job is fo create aware-
ness of products they could use. Here you
have these builders and designers of high-end
homes who get so excited about a litfle $130
product that really wowed them,” he says.

Anderson also finds it interesting to stand
around a window casing with three builders
from different regions who construct it differ-
ently in each of their home towns. It's also
interesting to watch builders’ and designers'
eyes fo see what calches their attention, such
as unique lighting fixtures, ceiling treatments
and other unique features, he adds.

rdbmagazine.com ® residential design & build

"The [home] tour is a fantastic way to inter-
act with builders and architects and to share
opinions on what they see in the homes,”
Anderson says. “It's also a great way fo com-
pare one market to another, how homes differ.
As a sponsor, we're learning how fo better
position our products to the market. We have
a lot of time fo interact and talk about facets
of these homes that don't have anything to do
with lighting.”

A progressive city such as San Diego pro-
vides an opportunity for a builder like Payne
from Ohio to experience different architectural
styles. “The traditional style back home is noth-
ing like they do [in San Diegol]. It's great to be
exposed fo that and to potentially take some
style elements home. It gives us more tricks in
our bag,” Payne explains.

A firsHime Symposium attendee, Payne
enjoyed the experience. Aside from the home
tour, he enjoyed networking and meeting other
builders in @ surprisingly infimate sefting. “VWhen
we arrived we didn't know anyone, and when
we left we felt like we made lofs of friends."

The home tour takes place the day before
the Symposium's educational events begin,
which is a great way fo get geared up and
in the right mind-set for what attendees will
learn and discover over the coming weekend,
Anderson says. “Seeing the different architec-
tural styles, inferacting with colleagues, it gets
their wheels turning; it warms them up for the
main event.” B
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Weathering:
the economic storm

Driven by tax credits
and the desire for
improved quality
and design, window

SCJ/SS are Sfrong
By Rob Fanjoy

January 2010

t has been a hard slog for many in the
building industry the past few years, but
most window manufacturers have come
through relatively unscathed because their
products remained in high demand. Even for
products intended for the high-end markets
where new home construction has virtually
stalled, homeowners are demanding high-per
formance windows for mid-priced homes and
remodels. This is largely due to the fact that,

especially in tough economic times, people

residential design & build * rdbmagazine.com

want to save money by conserving energy.
"With the energy tax credit, windows
have actually been moving up on most home-
owner's list of priorities” says Berit Griffin,
public relations coordinator, Marvin Windows
and Doors. "People aren't moving, so they
are upgrading their old windows with new,
energy-efficient models.” Marvin has seen
increases in the replacement and remodel-
ing markets, and Griffin says even in new
construction many people are building smaller
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homes but specifying more, betterquality win-
dows. "People want a high-quality window
and are willing to pay for them. They are
looking at life-cycle cost and energy savings

more than initial price.”

Bigger, better, more
It may seem odd that in a time when con-

sumers are conservative with their building
and remodeling dollars they'd be willing to

spend money on windows, but that's exactly
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what many manufacturers are experiencing.
Homeowners are shifting focus away from
building new homes and are instead opling
to remodel; any new homes are smaller. In
both cases, consumers are willing to pay for
windows if they get everything they want,
"Today's consumers expect greater energy
efficiency to reduce their utility bills," says Kathy
Harkema, public relafions manager, Pella
Corp. "Many now plan to stay in their home

for the long haul and are choosing more and

rdbmagazine.com ® residential design & build
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Pella identifies a trend in
which homeowners set their
home apart from others
by accenting replacement
windows (seen at left and
below) with accessories like
grilles, blinds, shades or
decorative panels between
Efuss and decorative
ardware to coordinafe with
faucets, fixtures and other
items in the home.

better windows to let in natural light, create
a better view and reduce energy costs.” Pella
has seen many customers take advantage of
) 5]
the tax credit to install products with the com:
e : 5
pany's SunDefense low-E insulating glass. In
adaition to keeping conditioned air in, the
product also blocks @5 percent of damaging
UV light. In response to increased demand,
Pella also has expanded its Impervia line of
energy-efficient windows with SunDefense

glass to include casement and awning styles.
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Kolbe is responding
to homeowners” needs
with an exfra-large
double-hung window
and ThermaPlus glass 5
to address energy
and stimulus pac{ag_e

requirements.

sl B

On top of better energy efficiency, peo-
ple often want their windows to be bigger.
“We've recently introduced our TerraSpan
lift-and-slide door to address the high-end
market frend of opening up walls to the out
doors,” says lance Premeau, product and
market analyst, Kolbe Windows and Doors.
This door can incorporate up to 10 individual
panels of up to 12 ft. in height that either
nest in back of one another or recess info a
pocket, completely disappearing from view.

Premeau says to further address the trend of
large windows and doors, Kolbe is intfroduc-
ing a new double-hung product capable of
extremely large sizes. “VWe have also begun
lo address the need for better-performing
windows with our recent introduction of
ThermaPlus glass to address the energy and
stimulus package requirements,” he says.

Criffin says Marvin Windows also sees
increased demand for large window and
door units. Marvin's Uliimate Lift and Slide
doors, which can be pocketed or stacked
and feature low-E glass with insulating argon

30 Januvary 2010
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gas, have been popular lately. “We're seeing
increased demand for venting picture win-
dows, especially in homes built in the mid-
1900s," Ciriffin says. "Our Tilt Turn can mimic
a picture window while being able to turn in
like a door or tilt at the top. We've also seen a
lot of pecple pair cur hopper windows at the
top of o fixed unit to add ventilation. People
want fo siay true to their home's design while
adding performance and aesthetics.”

As for Milgard, the company is focusing
on two key areas: energy efficiency and
material innovations, says Scott Morgan, vice
president of sales and marketing. “Our 3D
and 3D Max Energy Packages continue fo
gain fraction with window dealers and hom-
eowners alike as they look for easier ways
lo choose the bestperforming windows for
their specific application. We've added triple
glazing as an option on our vinyl Tuscany
Series replacement line, and our fiberglass
Ulira and WoodClad Series windows and
patio doors, creating a clear energy perfor-
mance advantage for homeowners.

residential design & build * rdbmagazine.com

“Right now, frame material innovations in
the industry are focusing on fiberglass as the
perfect working material for frames. Milgard
was very early to recognize the benefits fiber
glass offers, and as a result we pultrude our
own fiberglass in-house to control quality.
We confinue to invest in our Ulira Series and

WoodClad Series fiberglass windows.”

We want it all — now

"Homeowners are emphasizing energy
efficiency, but they also want as many opfions
as they can possibly choose from when pick-
ing a window," Premeau says. This means
manufacturers are constantly updating and
adding to their glass, conliguration and size
options as well as interior and exlerior fin-
ishes, hardware styles and finishes, and other
special features.

"People want to set their home apart from
others in the neighborhoad, so they're accent-
ing their replacement windows with accesso-
ries like grilles, blinds, shades or decorative
panels between glass and decorative hard-
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Milgard continues to invest in fiberglass
windows as it has for many years.

ware to coordinate with faucets, fixiures and
other items in the home,” Harkema says.

Pella offers blinds between the glass for
vinyl sliding patio doors and entry doors. Pella
also has expanded its EnduraClad aluminum-
clad exterior color options to include distinct
and varying shades like cranberry and vanilla
cream. “Many homeowners opt for natural
shades and lighter tones, but more and more
people are seeking fo express their personal
sense of color with a bold contrast of colors
on the exterior of their windows and doors,”
Pella's Harkema says.

Kolbe also has introduced a new color pal-
efte for its interior finishes, and in the interest

of meeting virtually any consumer demand in
this arena, the manufacturer offers the ability to
match nearly any interior finish. Kolbe also devel:

oped and infroduced a square glazing bead
and divided light bar profile. “These Craftsman-
or Mission-style options give more freedom for
homeowners to design their windows to match
their home's themes or styles,” Premeau says.

1

Marvin is seeing increases in the replacement and remodeling markets, and in new construction
many people are building smaller homes but specifying more, better-quality windows.

32 Januvary 2010
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People also want their windows fo be
easy fo use and maintain. “This arises from
the universal design trend,” Griffin says.
"People want to stay in their homes a lot lon-
ger, so they want windows that not only last,
but are easy fo clean and continue to oper-
ate smoothly for years and years." Marvin's
Uliimate Casement window now features a
"wash mode” that allows the unit to swivel
140 degrees so owners can wash the outside
of the window from inside the house. It is also
available in diamatically large sizes.

Full circle

The immediate future for windows looks
healthy, according to many manufaciurers.
Homeowners will always aspire to build,
remodel or upgrade their living spaces, even
in a down economy as many people will
then spend more time in their homes. “Since
windows are seen and enjoyed both inside
and oulside the home and can substantially
enhance both its enjoyment and value, we
see the insfallation of energy-efficient windows
remaining a top remodeling project choice,”
Harkema says.

And the key to window demand — even
before this recession — seems fo be energy
efficiency. Manufacturers have been and plan
to confinue upgrading the energy performance
of their windows. “Energy efficiency will con-
tinue fo be a driving force in the window
industry in the coming years,” Premeau says.
"Homeowners will continue to request larger
units that perform at a high level, especially in

the high-end market.” B
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CHEN/BATH EDUCATION SERIES

Maximizing shower space

Have you thought about water pressure, body sizes, drain ventilation,
ceiling height or ceiling angle? You should.

By Jeff Holloway, CKD, CBD

he kitchen and bath industry has

provided architects, builders and

remodelers the components fo

assemble a spa-like experience in
the shower. Included in these components
are numerous thermostatic valves, volume
controls, body sprays, rain heads and hand-
held shower sprays.

With so many components it is easy fo
make a mistake while specifying, ordering
and installing them. A hiccup during the instal-
lation of these items can cause expensive rem:
edies that prolong the length of the project
and steal profit.

Careful planning along with multiple jobsite
visits can prevent problems. Planning begins
with a survey of the clients’ wants and needs.
The client is the central component of the sys-
tem, so be mindful of their budget and the
space they have to work with.

Prepare a script for questioning your clients
about their needs, and approach this survey
with a sense of humor. Questions about the
number of people sharing the space at one
ime often raise eyebrows and cause blushing.
Asking where grab bars can be placed can
be challenging as well; many "Boomers” can
get defensive when we suggest they place
stability aids along shower walls.

After determining the number of people
sharing the space, we make each user stand
straight and tall as we take measurements of
specific points on their body so we can prop-
erly position components within the shower
space, VWe measure from the floor to the back
of the knee; the small of the back; the fop of
the shoulders; the centerline of the eyes; and
the top of the head. We also measure trom
the finished floor to the wrist while standing
with their hands fo their side. These measure-
ments must be made for everyone who wil

34 Januvary 2010

use the shower. We have found that many
families share the master bath, and it's impor-
tant that everyone's body size be faken info
consideration.

Measurements are averaged to locate the
heights of thermostatic valves, volume controls,
hand-held sprays, rain head sprays and grab
bars. Normally, adjustments are required.
Sometimes we've had clients stand in the
shower while we position components dur-
ing the rough-in stage. Heights vary but some
simple averages that apply are as follows: 52
in. to 56 in. off the finished floor to shoulders;
38 in. to 44 in. to mid-back: and 26 in. to 32
in. to lower back and upper thighs.
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Size matters

Remember that big is not always better.
Naked bathers require warmth for comfort so
do not design the shower too large. In addi-
tion, the optimum distance from most body
sprays is 30 in., so design with this number
in mind. We find that a 48-in. long space
is adequate for a single user. If two people
are going to use the space at the same fime,
a minimum of 60 in. has worked well. In
any instance a minimum width of 36-in. is
required.

Ceiling height is olso imporfant when deter-
mining the overall size of the shower. Eight
feet should be the limit. If infroducing steam

The position of shower
heads like this one
from Hansa/KWC must
reflect the size and
shape of all users.
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(Fill in only one)
~ 7 10. Architect > 03. Custom Builder
“_~ 09. Designer “_7 05. General Contractor
> Other

3. Whlch category best describes your job title?

- A.  Dwner, Pres., Partner, Principal, CEO and related personnel
"_“' B. Corporate Executive, Vice President, Controller, Treasurer,
Financial Director and related personnel
> C. Architect, Designer, Interior Designer, Engineer and

related personnel

D. Construction Manager/Supervisor, General Manager,
Project Manager, Foreman and related personnel

E. Purchasing Director, Salesperson/Estimator and
related personnel

Other
4, Average number of homes designed/built per year:
=ME: T=h CO6. 1-15 > L 21-25
> F 6-10 T OH., 16-20 = J. 26+

5. Average price of homes designed/built:
o | $350,000-$500,000 o
— > FE §500,001-81 million 2 H.

6. Average size of homes designed/built:
_ A. 1,750-2,500 sq. ft. e ]
2 2,501-3,500 sq. ft. g3 R

$1 million-$2 million
82 million+

3,501-4,500 sq. ft.

2B, 4,500+ sq. ft

7. Average cost per square foot of homes designed/built
[exciudmg land):

_— E. lessthan$100 < H. $151 to $200
— > FE S101toS%120 2 . $201 to $250
G $121t0$150 < J. More than $250

8. Do you utilize the design/build process or plan to in
the near future?2 < Yes < No

9. Please indicate your firm’s annual sales volume:
<> BG. 820+ million - €. $1 million-82.5 million
F. $10 million-$20 million <~ B. $500,000-$1 million
C E. 55 million-$10 million © > A. $500,000 & under
— > D. 825 million-$5 million

10a. Do you recommend, specify or approve the
purchase of products and/or materials used in the

construction of custom homes?2 < ' Yes < No
lOb If }fes check all that apply:
A, Windows M. Tile

> B. Doors “_ N. Laminate

> C. Roofing — 0. Insulation

> D. Siding ~_ P Faucets

_> E. Cabinets — > 0. Computers

_— FE Plumbing Fixtures ©_ R. Home Technology
— G. Skylights 2 5 Trucks
> H. Appliances “_> T. Universal design products
~ |. Locksets __ U. Housewrap
> J. Tools & Equipment ©_> V. Lighting

=~ K. HVAC — W. Solar/Alternative Enerqgy
> L Flooring > X. Green/Sustainable Products
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third party. Check here if you do not wish to receive subscription or industry
related information via fax, O

2. What is your company’s primary business activity?
(Fill in only one)
_ > 10, Architect £
“_~ 09. Designer =
> Other

3. Whlch category best describes your job title?

03. Custom Builder
05. General Contractor

- A.  Dwner, Pres., Partner, Principal, CEO and related personnel

"_“.' B. Corporate Executive, Vice President, Controller, Treasurer,
Financial Director and related personnel

> C. Architect, Designer, Interior Designer, Engineer and

related personnel
D. Construction Manager/Supervisor, General Manager,
Project Manager, Foreman and related personnel
Purchasing Director, Salesperson/Estimator and
related personnel
Other
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4, Average number of homes designed/built per year:
2E: T-5 CO6. 1-15 > L 21-25

S FE 6-10 COH. 16-20 < J. 26+

5. Average price of homes designed/built:
o | $350,000-$500,000 o
— > FE §500,001-81 million 2 H.

6. Average size of homes designed/built:
_ A. 1,750-2,500 sq. ft. e ]
> B. 2,501-3,500 sq. ft. =)

$1 million-$2 million
82 million+

3,501-4,500 sq. ft.
4,500+ sq. ft

7. Average cost per square foot of homes designed/built
[exciudmg land):

_— E. lessthan$100 < H. $151 to $200
— > FE S101toS%120 2 . $201 to $250
G $121t0$150 < J. More than $250

8. Do you utilize the design/build process or plan to in
the near future?2 < Yes < No
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> E. 85 million-§10 million < > A. $500,000 & under
- D. 825 million-$5 million
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Take several measurements of everyone
who will use the shower space to optimize
the positioning of components such as
showerheads, body sprays and controls.

to an enclosure, slope the ceiling about 8
degrees to prevent water droplets from fall-
ing on bathers. When positioning rainhead

sprays, remember that the glass should be
a minimum of 3 in. above the spray head.
We set our shower arms at 84 in. off the
finished floor.

The floor plan should include a seat or
bench in the shower area. Industry standards
are about 18 in. off the finished floor and
at least 15 in. deep. The bench should not
interfere with the minimum floor area. We
almost always install a corner seat or bench
the width of the shower that is open below.
There are many premanufactured products in
the market to help accomplish this.

Asking about water pressure is important
for remodeling more than new construction
and should not be ignored. Most systems
require a minimum of 45 psi fo operate effec-
fively. Without this pressure, bathers will not
be able to operate multiple showerheads and
body sprays.

Just as important as pressure is water vol-
ume. Existing supplies may not have enough
volume to supply the thermostatic valves with
water to power all spray heads at once. Most
of the multiple-spray systems use ¥4-in. supply
lines. Some products can accommodate Yz-in.
supply lines, but these systems do not provide
as many options for spray heads.

Drainage is another important consider
ation when we plan for this type of shower. It
has been our experience that a 2-in. drain is

more than sufficient io accommodate up to 20
gph, which most of these spas are capable
of creating. However, it is imperative that you
work with o manulacturer's representative or o
licensed and insured plumber to determine the
drain size. Some larger multivalve configura-
tions could require multiple 2-in. drains or @
single 3-in. drain line.

Different styles of floor drains are available
from round fo trough-style drains with remov-
able grids. Remember, every drain requires a
vent. Make sure there is a place to terminate
the vent. This is important if you are installing the
system in the first floor. The vent needs fo run up
through any additional floors and ferminate af
the roef. If an additional vent is required, wall
and ceiling repairs will need to be added 1o
the scope of work in a remodeling situation.

It's important to evaluate the client’s hot
water supply as well. In new construction this
is easy because an additional water heater
can do the frick. On average roughly 75
percent of water running during a shower is
hot. With mulliple showerheads running at
a minimum of 2 to 3 gpm, a 55-gal. water
heater will be depleted in about 10 minutes.

Technical issues

Once the challenge of accommodat-
ing bathers has been met, the installation
becomes technical and it requires input from
the plumber, project manager and in my case,
me. If everyone shares in this responsibility
early on, it is much easier to hold everyone

rdbmagazine.com ¢ residential design & build

accountable if a problem occurs during, or
more importantly, after installation.

Many builders or architects may be sur
prised that | supervise installations so closely.
They may think once a set of measured shop
drawings has been created it is up to the
installers to get it right. This is wrong. There
are too many variables in the field that require
adjustment. The reality is, wall thickness, stud
and structural wood placement, finished
floor height from wet beds, HVAC ducting
and electrical channels create obstacles that
need lo be worked around. The best plan-
ning at the drafting board does not prevent
problems in the field.

You might also wonder if it's worth it from
the frade’s perspective. The increased risk,
time and exposure may not be what many
architects, builders or remodelers want to con-
tend with. | hove found that even though these
installations require a tremendous amount of
time they are highly profitable. As designers
and installers we can create revenue through
the sale and markup of these shower producis.
This revenue along with careful consideration
of the billable hours involved with installing
these products can lead to increased profits
along with satisfied clients who are willing to
refer us to their friends. D

Jeffrey Holloway, CKD, CBD,
has been designing kitchens
and bathrooms for more than
22 years. Holloway's proj-
ects have been featured in
local and national shelter

! magazines, and have won
consecutive Chrysalis Awards. He has been rec-
ognized by the National Assaciation of the
Remodeling Industry as a regional contractor of
the yvear. Holloway provides instruction fo indi-
viduals and business owners that want fo learn
more about successfully incorporating kitchen
and bath design, sales and installation into their
existing practices. Holloway is an instructor for
the NKBA. Contact Holloway at jpholloway@

comcost.net, at hollowwayhomeimprovement.com

or 609-390-4812,
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CHEN/BATH SPOTUGHT: SHOWER PRODUCTS

Rohl offers solutions for the mas-
ter bath designed o make a
private sanctuary available for ®
daily relaxation and rejuvena- f@
tion. With a full cache of prod-
ucts in traditional, trans-modern
and modem styles, homeown-
ers can create a restful master
bath environment within a bud-
gef that's right for them.
For more info circle #12

Moen's icDigital shower inferface is avail-
able for three applications: vertical spa,
shower and Roman tub. The device
provides quick, visual feedback, and LED
indicators flash until the requested settings
are achieved. Each LED on the tempero-
1 ture indicator represents a precise tem-
perature range, which allows adjustment
o an exact temperature.

For more info circle #14

-

Kaldewei’s Superplan shower tray mod-
els including sizes between 29.5" x
31.5" and 709" x 39.4" in. The steel
enamel shower frays are designed to be
a more durable and atfroctive solution
compared fo fully tiled shower areas,
thanks to the installation system and user-

friendly optional extras such as the easy-

-.-.-. i . ’ .
| Brizo’s new Sensori custom clean finish and anti-slip enamel.

| shower sysfem offers fully For more info circle #15
| customizable showers that

coordinate with the brand’s
other collections. Trim
packages are available in
Traditional, Euro, RSYP and
0 Vesi designs. Expanded
| showerhead offerings now
"\ provide an opfion for either
| wallmount or ceiling-mount
= W5 heads in every design caf-
egory. Multiple showerhead options, body sprays,
body jets and handshowers are available.
For more info circle #13

Grohe’s Rainshower F-Series shower files
are designed to blend into an environment,
| maximizing shower space. Combining with
o thermostat and hand shower, the shower
2 lile creales a customized showering zone
minimalist in design yet comforfable, func-

5 ftional and enticing fo use.

For more info circle #16

Danze offers a spectrum of showerheads, body @  Jaclo’s Modern Series
sprays, hand-held showers and stylish shower of luxury grab bars
arms for creating a custom shower experience. feature straight lines,
Styles range from modem, clean lines of the square or diamond-
Sirius Collection {shown here) fo the detailed, shaped flanges and
old-world feel of the Opulence Collection. These minimalist details. Two
shower systems are designed with its other faucet/ new styles including
bath collections in mind and are offered in @ | Contempo and Cubix
variety of finishes. For more info circle #17 - | are ideal for the mod-
B em bath. If installed
vertically they can be
fited with an adjustable
slider-cradle that allows
for the use of one of
several hand showers.
Grab bars are avail-
able in 18 standard fin-
ishes as well as custom
styles and finishes.
For more info circle #19

Kinetik fealures two sels of soundless Symmetry
rollers designed to slide smoothly over a shower
enclosure’s solid stainless steel bar at the push
of a finger, without flexing or friction. Each
system, consisting of 3-in. stainless steel rollers
with stainless steel bearings and running rail,
supports up fo 300 lbs. The system is designed
to offer architects a virtually unlimited ability to
customize the enclosure’s dimensions to meet
any desired specifications.

For more info circle #18
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Ssign
Excellence

Awards

B CALL FOR ENITRI

Enter the Residential Design & Build
2010 Design Excellence Awards,

honoring the best and widest variety
of custom home design in the market,

and get the recognition you deserve.

Deadline to enter: May 19, 2010

For more information or to enter, visit:
rdbmagazine.com/awards

Benetits to award winners include:
e Article in RD&B magazine
e Customized award trophy
® Industry recognition
e Exposure on RD&B website

* Press release for local distribution

e Advantage in local market

e Use of Excellence Awards logo

® Access fo customized reprints

e A nice addition fo your company’s resume
* Becoming an Excellence Awards alumnus

dr‘ezic‘,ﬁ_@ﬂiics]ﬁfb _|d
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ODUCT FOCUS: TUBS

SpaBerry by Dimension One
is a two-seater hot tub that
comes in red, yellow, gray,
white and blue. BernyWrap
allows the exterior lo be cus-
tomized with any high-resolution
photo. It features drink holders, massage jets, a
waterfall and LED lighting. For more info circle #33

= MTI Whirlpools expands ifs

| Boutique Collection with solid-
surface tubs and sinks designed
by Matthew Quinn. The Intarcia
tub is adorned with an antique
brass inlay. The solid surface
tub is available in white, biscuit
raven and osprey colors. For
more info circle #34

The Viaggi bathtub
from Maax is designed
to radically transform
the atmosphere of a
bathroom. This seamless
eqgg-shaped bathtub sits
atop a thick, wooden
frame, striking modernist |
compositions that trans-
form this tub into a work
of art. For more info
circle #35

American Standard'’s

new collection of Premium
Combo Massage Baths
blends relaxing bubbles and
therapeutic massage. A cus
tom soak is achieved with
the Acumassage whirlpool
system, Smooth Air massage
and chromatherapy lighting.

For more info circle #36

Toto's Nexus
bath collection

adds The Island
Soaking Tub

lo its fullline
luxury suite. It's
designed fo
unite design and
comfort with a
smooth transition
from ifs steep
sides, which enhance long luxurious socks, 1o the gentle slope
of the tub’s interior. For more info circle #37

42 Januvary 2010

ODUCT FOCUS: ROOFNG

The TruSlate Premium Roofing
System from GAF/Elk combines 8
the beauty of real slate with
21stcentury technology. The files
are designed to be easy-to-install &
genuine slate roof components |
that are affordable for property
owners and builders alike. For
more info circle #38

Monierlifetile’s new concrete
roof tile colors meet LEED
requirements for reflectivity.
The new “colorthrough” con-
crete roof tiles are noturally
pigmented through the entire
body fo provide long-lasting
color. The files resist surface
damage and degradation.
For more info circle #39

Owens Corning Duration
designer colors draw from mul-
tiple color granules to produce
vibrant color and maximum
contrast. Color combos include
merlof, aged copper, Sedona
canyon, Pacific wave, sand
dune, storm cloud and summer
harvest. For more info circle #40

Distinction tile
from Trimline
Building
Products

| features the
authentic, tra-
ditional look of concrete and clay tile without the weight. Years of
successful infield performance and industry-backed testing support
a 50-year warranty. For more info circle #41

B E s = Symphony composite slate
roofing by CertainTeed

is formed with the texture
and contours of real quar
ried slate. It is designed

to be lighter, more durable
and cost a fraction of the
price. It is an Energy Star
qualified product. For more
info circle #43

Vail Titan Select metal shingles
by Custom-Bilt Metals are
made with heavy-gauge metal
construction and an interlocking
design making it nearly impos-
sible for moisture to penetrate.
The shingles reflect up to 70
percent of the sun's energy.

For more info circle #42
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FRODUCT FOCUS: GARAGE DOORS

These custom wood
garage doors by Summit
Door are created with
Western red cedar.

The tongue-ana-groove
boards run continuously — M S -
throughout the door and ~ EEsfEse" 80 i P,
are kerfed on the back to prevent cupping. Lites can holo glass of
various fints, textures and patterns. For more info circle #20

P First United Door's Steelite steel carriage-
house door incorporates four unique designs

manufactured from 23-gauge steel, making

them strong and dentresistant. The emboss-

ments are recessed and beaded creating

a high degree of resolution. For more info

circle #22

Clopay's Canyon Ridge
collection features a
polymer composite
cladding with high- :
definition grain that rep- §
licates real wood. The
Vo-in thick material is
attached to an insulated three-layer steel base door for added
energy efficiency and strength. For more info circle #21

To maximize curb appeal, Jeld-Wen's
factory finish option for its line of
composite garage doors comes in
Portabello, a rich, dark beige color, to
f complement a variety of architectural
styles and provide long-lasting, easy-
For more info circle #23

= care protection.

Welcome to our literature
Callery, a special showcase
featuring new and innovative
building products.

For more information, simply
circle the number of the item
on the Reader Service Card.

Time for something new.
Time for Italian deS|gn

GIUSTI

DEORATIVE

If you would like

lo advertise in this special
section, please confact
Nancy Campoli at
201-487-7800,

B 127

CABINET
HARDWARE
SINCE 1967
Made in Italy

Distributed by East Coast Hardware LLG.

- 234 - 5120 /Phone: 201- 284 - 2737 / Fax: 1BB6-375-4298
bech,.us.com f 515 Washington Rd. suite 6 - Parlin, NJ (8859
www.giusti.us.com

Thicker Stainless Steel Kitchen Sinks

Soci is proud to announce that we have changed

the thickness of our most popular stainless steel

kitchen sinks from 18 gauge to 16 gauge stainless
steel at the same low price.

403 Power House Street » Suite 309
McKinney, TX 75071 = 800-910-1446

For mare info circle #25

A beautiful add-on
to your projects
and your profits.

'Ilil'h

ProClosets offers more than just closets. Think of
it as your own custom closet business. We make
it possible to offer your clients a complete line of
custom storage options straight from your laptop.
Contact us today to see how we can add beauty
and profitability to your existing jobs.

Tha Professional's Choice for Closets

877-BUY-A-PRO | PROCLOSETS.COM

“or more (nto circle #2060

caom * residential design & build Januvary 2010 43



WTERATURE GALLERY

Economical OSHA Compliant Fall Protection

With Safety Boots® and construction grade 2X4s you
can exceed OSHA Fall Protection requirements fast and
economically. Safety Boots anchor effectively into most
surfaces including concrete.Third party test data from an
engineering firm and simple instructions in English and
Spanish shipped with each order.

Safety Maker

StyleDrain™ is a patent-pending P.0. Box 842014, Houston, TX 77284-2014
decorative shower drain system 1-800-804-4741 = Fax: 1-800-914-8019
available in over 30 custom finishes. www.safetyboot.com

Learn more at www.calfaucets.com.

C

California Faucets’

SAFETY MAKER

For more info circle #27 Far more info circle #28

Kitchen Ventilation by:

Imperial has gone GREEN!! Our Classic Euro Collection has
the style you want, the performance
you need with 600 CFM’s plus LED
Lighting! We are excited to be one of
the first manufacturers to incorporate

| these energy saving lights i our

gl products. We have two styles to
choose from, Island or Wall Mount.

Our NEW Recycling Cabinet is another way to help our environment. These
cabinets fit into a 12" or 15” space and help separate your recyclables. You can
choose from Stainless Steel, White or Black front panels or it can be made
“Wood Front™ ready so you can add a panel to match your kitchen cabinets.
They are space saving and clean.

Imperial has been manufacturing exceptional range hoods and accessories in
California since 1961. For more information on our complete product line, visit

our website at: www.imperialhoods.com or call us at 800-851-4192.

ARTHUR HARRIS

210 Morth Aberdeen Street . Chicago, lllinois 60607
312/666.6832t . 312/666.6893

For more info circle #29 For more info circle #30

R A TR T Wine Racking & Cellar Cooling Systems
' s Custom designed wine racks are constructed of
clear, kiln dried, all heart Redwood. Industrial Quality
Refrigeration Systems include thru-the-wall units to Split
Air Handlers. Many do not require a HVAC technician to
install. Note the evaporator pictured on the rear wall.
We offer free consultation services for proper wine room
construction.

. - Since 1969 Wine Chillers of California has instructed
Simpson Strong-Tie introduces Strong-Drive® (SD) 1000’s of builders and remodelers on the proper method

structural-connector screws. The SD screws are of constructing wine rooms. More than a million feet of
specifically designed to perform with some of custom wine racks of clear, kiln dried redwood, oak and
our most popular connectors. In tight spaces and mahogany are sold yearly. Quality refrigeration systems
overhead applications, screws are easier to install supplied include thru-the-wall units to split air handlers.
than nails and in some cases, achieve higher load Many of which do not require HVAC technicians to
ratings than 10d and 16d common nails. install. Free consultation and design services provided.

m Visit www.strongtie.com/fasten (800) 331-4274
-Smng or call 800-999-5099.
WINE CHILLERS OF CALIFORNIA

Forwrnnre info circle #31 For more info circle #32
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ome people refer fo it as frophy

flooring. Others call it American

history under your feet. Ulfimately,

it's really old wood that's reclaimed
and processed by, appropriately, Olde
Wood Limited.

By deconstructing worn-down, unwanted
or unsate barns, or by harvesting standing-
dead old- gro rmh ees, Olde Wood Limited is
able to provide flooring material that features
the authentic look of wood thai's hundreds
of years old.

“‘Qur flooring has been insialled in multi-
million dollar homes, and the first thing the
owners' friends and family nofice is the floor
ing. By the time this wood is in their house, it's
close to 200 or 400 years old,"
lowe, director of marketing.

says Ryan

Barn wood features a true weathered
appearance with plenty of character, while
the old-growth lumber harvested from dead
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frees is @ more subtly patterned product. Barn
.aiding ry'p-iu:m”w is reused for wall freatments

Some clients have installed
it on cehinga, too, L'D‘\-'-.-'E‘ notes.

"For a restoration, remodel or new construc-
fion, Olde Wood Limited provides an opportu-
nity for @ homeowner to instantly add a piece
of American hisfory fo their home,” he says.

With a finite number of old barns still
standing, the antique wood is a limited
resource. There's plenty fo go around for
many years, lowe explains, but some day
it all will disappear. The company has torn
down old railroad houses and other histori-
cal buildings, too. lowe makes it clear Olde

Wood Limited is aware of the historic aspects
of certain structures.

"Barns outlive their purpose and start fo
deferiorate and banks just won't insure them
anymore. So the owner has a decision to

make, and usually it becomes a liability.

residential design & build * rdbmagazine.com

While a structure might disappear, we're
EC:I"u"II'Iu that old ‘a-fa-ft::r.:ud that otherwise would
be in a landfill *

provides access fo rare species of wood, such

e says. Bamn deconstruction

as American chestnut and longleat heart pine
for homeowners looking for something their
neighbors won't have.

Olde Wood Limited mills flooring to exact
specifications, as opposed fo warehousing
standardized product. "We don't cut the floor
until a customer places an order. Turnaround is
four to six weeks, typically. They get whatever
they want; however thick or wide, it's 100

percent custom,” lowe says.

Roughly 80 percent of Olde Wood's busi-

ness is anfigue HODrlrlq, with the remaining 20
percent consisting of entire barn beams and
a small amount of recovered slate shingles.
For more information visit oldewoodltd.
com or circle 60 on the inquiry card. — Rob
Heselbarth




)& J | home loans closed in September.

That's a lot of prol-:.nises kept. When your buyers are ready, your Bank of America mortgage loan

officer will be too, following through on commitments every step of the way.

» Straightforward products—a full range of clear and competitive home loans to
meet your buyers’ varying needs. Most loans come with our Clarity Commitment™
document, a one-page, easy-to-understand summary of key loan terms:

» Confidence-your mortgage loan officer will help educate your buyers so they can feel
confident choosing the loan that's right for them.

» Local, accessible experts-our mortgage loan officers are knowledgeable and reliable,

so they'll return your buyers'calls and answer their questions promptly.

*The summary is provided
all of the loan and disclo
Bank of America, N.A., Mem nde
canditions are subject to change without notice. © 2009 Bank of




The Leader in Opening Glass Walls

MNarnaWall WD6S5 Folding System
W. Dean Meredith Architecture & Planning, Inc.

Bauer Pacilic Censtruction, Inc.

Enjoy the best of both worlds: a room with a view

that opens to the outdoors yet gives you the peace of
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NanaWall «

800.873.5673 nanawall.com Grand Transformations




