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Hayejyouleverwanteditojbejfeatured
onjthejcoyverjof
Builder/Architectimagazine

Highcastle Homes:
H“Hd'mg_ an Integ rity

This may be the chance
you have been waiting for.

Builder/Architect magazine is currently accepting
referrals, recommendations and applications
for 2007 Cover Story participants.

iThelThird{RartylEndorsement{of{B/A\Magazine

The opportunity to be chosen as one of Builder/Architect’s
Cover Stories is a genuine recognition of your ability and
professionalism given only to a limited number of companies
annually. The Builder/Architect name adds prestige and
honour to a contractor’s/architect’s reputation and serves as
an independent endorsement of the company.

B/Alreprints

Builder/Architect Magazine (B/A) makes available four-colour
reprints of Cover Story article. A reprint featuring you or your
company can be a tremendous marketing tool. People hold a
third-party, or B/A, endorsement articles in high regard when
reading about you and your company.

The use of Builder/Architect reprints is more credible and
meaningful to a potential client than a self-promotional brochure.
As a reproduction of an editorial feature, the “reprint” is not viewed
as an advertising piece, but an editorial feature-type article.

SuggestedluseslofiyouriB/A\reprints:

. Hand out to all prospective home buyers
Provide reprints to financial institutions (title and mortgage companies, banks, etc.)
Direct mailing to existing customers (past and present), or targeted prospects.
Mail to suppliers, vendors, manufacturers and subcontractors.

Include in professional, business and personal portfolios.

Trade shows handouts

Provide reprints to local Business Exchange for referral programs.

Provide reprints for real estate offices and land developers

9. Mail to professional associations, association members and other contractors.
10. Use as inserts in trade magazines and other publications.

11. Distribute them to your employees.

12. Distribute them at trade association meetings.

PN O AN

If you would like to refer, recommend or apply for consideration as a cover story candidate,
please contact Giulio Marinescu - Publisher at:

416:25020664%e)Fax:416:25056322{s}Ezmail{giuliol@rogerscom
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Happy New Year everyone and welcome to the first issue of 2007 Builder/Architect
magazine! It is my distinct pleasure to feature Barbini Developments, “a one-stop
building company, from footings to cushions,” as Amedeo says. “A client need only
to come to us to receive a ‘turn key’ home designed by us based on their tastes and
needs.” This type of operation requires a lengthy consultation period where Amedeo
and his team sit down with the client to put together their dream home.

Barbini Developments consists of Tristar Design Consultants
and Trimont Construction Services. These units have to per-
form in perfect harmony to build the number of custom and spec homes they do a

year. Amedeo employs in house designers and outsources architectural services to
make his clients’ vision a reality. Putting this vision together is a dedicated team of
finishing trades and artisans that turn each room into a unique work of art.

Amedeo’s current projects include a pair of detached abutting homes he is building in Forest Hill. These
homes are built with empty nesters or young professionals in mind. Offering the pinnacle of Tuxury and con-
venience, the homes will feature elevators, three-car garages, spas, exercise rooms and home theaters.

The following testimonials from satisfied customers show Amedeo’s unique “hands-on”approach, from
inception to finish, attention to details and excellent after-sale services.

“Amedeo Barbini is very creative, helpful and reliable. It was a pleasure to work with him, and I would
not hesitate to recommend him to others.”
— Nancy Posluns

“Thighly recommend Barbini Developments to anyone who is building their dream home. Mr. Barbini,
we thank you for all the joy this home has given us. Keep up the amazing work.”
— Barbaro Family

“Amedeo’s design concept was innovative, artistic, highly functional and respectful of the age and
character of our home and the way we live. The project execution was virtually flawless and the quality
of the work is superb. The project was completed on schedule and within budget, which we now know
is virtually unheard of in today’s home construction market.”

— Peter J. Boyd, Chairman, Advisory Board, Delcan Corporation

“Iam writing to express my extreme satisfaction in purchasing a Barbini home this year. The attention
to detail was obvious from the minute I saw the gorgeous staircase and skylight at the entrance. The home
is not only beautiful, but also designed with the end user in mind. It has been a happy move for our family
and we are enjoying our new home very much. The original quality and design of the home coupled with
excellent post-sales service have made the transition a pleasure.”

— Kim Medline

“Now that we have finished our new home, we wanted to take this opportunity to express our thanks
and gratitude to you and your staff for the outstanding experience we had in building our new home.

“You have been ‘hands on” with meticulous and exacting standards every step of the way. There were
no ‘hidden’ costs and the financial accounting was always completely accurate and honest. The house
was completed on time and exactly when you predicted it would be completed before we even put the
shovel in the ground.

“The ultimate assessment of a builder/designer at the end of the day is to answer the question: Would
we use Trimont Construction if we decide to build or renovate another house? The answer is a resounding
yes. We would not think twice about hiring you again should we ever embark on this process down the
road once again and would highly recommend you to anyone considering a design/build project. Trimont
is the whole package and we could not be any happier with our new home.”

— Mark Silverberg, M.D., and Ayala Revah, M.D.

Thope you enjoy reading Amedeo’s story.
Until next time ...

Giulio Marinescu,
Publisher
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By Linda C. Rooney, MIRM, CMP, CSP

Woe to the new-home salesperson today.
Life used to be so easy. You showed up to
work, put out the “Open” sign, turned on
the lights, made the coffee, and sat back
as a steady stream of cars rolled into your
parking lot, each one anxiously attempting
to be the first through the door. Some days,
they even beat you to the door — eager for
their opportunity to buy a brand new home
— before they were all sold out!

WHAT HAPPENED? Well, someone
changed the mantra while you were hav-
ing your last latte of the real estate boom,
my friend. In an incredibly short span of
time, it went from “Location, Location,
Location” to “Value, Value, Value!” And

marketing advantage

The NEW Real Estate Mantra:
“VALUE, VALUE, VALUE"!

here’s how it happened ...

As an industry, we never seem to learn
the lessons of the past. In good times, we
refuse to see the possibility (which is, actu-
ally, a certainty) that the boom times won’t
last forever. So we forecast larger and larger
sales numbers and build tons and tons of
inventory, confident that the market will
continue at its present pace because, after
all, it’s been cranking along like this for years!
This cycle is different! It’s never lasted this
long. This must be the “new normal!”

Well, get your flippers on, little buddy,
we're diving into the deep end of the pool
— and there are sharks down there! And

these giants have to keep moving to live. Are

there giants in your marketplace? Publicly
traded building companies? Large regional
builders with loads of inventory? Even a
(relatively speaking) large local builder in
your market who’s been reaping the ben-
cfits of the longest running “up” cycle in
real estate history, who thought tomorrow
(today!) would never come? Oh, boy, those
guys have a lot of property they need to sell
— and sell now!

If you work for one of them, you’re prob-
ably in the midst of a fire sale. Free upgrades,
credits toward options, mortgage buy-
downs, waiving lot premiums, closing costs

paid for — even roll-backs of base prices,

See Page 28
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Amedeo Barbini:

Home Building in A Major

By Michael McKay

Amedeo Barbini had what he once thought to be two diver-
gent passions: music and construction. In his earlier life as an
aspiring jazz trumpeter, Amedeo’s goal was to become a studio
musician and spend the rest of his life happily ensconced in
both the studio and the stage playing the music that was, and
is, his passion.

But life took a turn with the advent of musical synthesizers,
and Amedeo turned to his other love — construction, design/
architecture — and found that it had all the characteristics that
a musical life provided him. To help him blend his two passions
he trained in construction and in cabinet making.

“Rhythm, harmony and order are all aspects of music that can
be easily translated over to luxury home building,” says Amedeo.

“The things I love about music are the same things I try to bring

to luxury home construction.”

Amedeo studied architecture and design at separate times at
Ryerson, and although he excelled in both, he never stayed at
school long enough to get his certificate in either.

“My studies gave me a solid basis for my future endeavors which
I call ‘Environment Creation’ rather than construction. The rest
[ believe is genetics,” says Amedeo with a smile.

His father emigrated from Italy and was a tool and dye maker.
However, he ended up, as so many immigrants did, in the con-
struction industry. His grandfather just happened to be a musician
back in Italy.

“I'm very precise, like my father, who worked with me for 15
years. A tool and a dye maker has to be precise in everything he

does. My grandfather was a musician, so when you blend both
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aptitudes you see, I come by my current avocation quite natu-
rally,” says Amedeo.

Amedeo looks at a home building project like you would a
piece of new music. In order for the project to happen everybody
must know the “music.” The clients have to be able to express
what they would like to hear, and Amedeo has to put together
the “musicians” to make their vision come true.

The “musicians” are a dedicated team of designers and ar-
chitects that can put visions into reality from everything from
framing, plumbing, heating, furniture, draperies, wall features,
trim and flooring; literally everything found in the home.

“We're a one-stop building company, from footings to cush-
ions,” says Amedeo. “A client need only to come to us to receive
a ‘turn key’ home designed by us based on their tastes and
needs.”

This type of operation requires a lengthy consultation period
where Amedeo and his team sit down with the client to put
together their dream home.

“For a large custom home we formally meet with the client
on design issues an average of 50 times. Sometimes it’s just with
me, sometimes it’s with me and my design team. It’s at these
client meetings that we put together with the clients’ input, the
home that they’ll want to live in, hopefully for the rest of their

lives,” says Amedeo.

The consultation, however, doesn’t stop there. As the home
is being built, daily progress reports are sent to the clients. For
example, if the bathroom tiles are going in on a specific day, the
client will know that they have been installed when they receive
their daily update.

“We are proactive as humanly possible,” says Amedeo. “This
leads to a much smoother construction phase with no surprise
for the client down the line.”

Amedeo’s current projects include a pair of detached abutting
homes that he is building in Forest Hill. These homes are built
with empty nesters or young professionals in mind. Offering
the pinnacle of luxury and convenience, the homes will feature
elevators, three-car garages, spas, exercise rooms and home
theaters.

“We find we are often so busy with client-based work, creat-
ing a spec project for the market provides us a somewhat more
unrestrictive mandate to bring forward our vision. Building a spec
home in such a prestigious neighborhood really allows me to use
my imagination without the restrictions of clients’ preferences
and needs,” says Amedeo.

However, the custom clients just keep on coming. Amedeo is

on a first name basis with all his previous clients and often builds

GREATER TORONTO BUILDER/ARCHITECT JANUARY 2007 | 5

PHOTO BY GILBERT BENAMOU (G PHOTOGRAPHY)



PHOTOS BY GILBERT BENAMOU (G PHOTOGRAPHY)

6 | GREATERTORONTO BUILDER/ARCHITECT JANUARY 2007




cottages, offices and does renovations for
them. Or he will build for their friends,
relatives, siblings and children.

“Word of mouth is a very important

selling tool for us,” says Amedeo. “People

step into one of our homes and immedi-
ately want to know the builder. I can’t
tell you how many clients I've gotten this
way.”

People will also come to him for fur-
niture and draperies, as he has designers
on staff that can do that type of custom
work.

“Ifa client wants us to design a new sofa,
we will work with them to come up with

the perfect piece. After all, we designed

the room, designing the soft furnishing is
a natural extension,” says Amedeo.
Every room in a Barbini home is drawn

out, both floor plan and wall features, so

the customer can see each room from

different perspectives.

“With custom building, the customer
needs to know that their vision is being
adhered to. One particular customer
had the team create the feeling of their
Paris apartment in the major rooms
of the first floor. The fireplace mantel

and surround came from France to

complete the look.”

Barbini Developments consists of Tristar Design Consultants
and Trimont Construction Services. These units have to per-
form in perfect harmony to build the number of custom and
spec homes they do a year. Amedeo employs in-house designers
and outsources architectural services to make his clients’ vision

a reality. Putting this vision together is a dedicated team of
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finishing trades and artisans that turn each room into a unique
work of art.

“I prefer to call the finishing trades ‘artisans.” These are
highly skilled, very much in demand workers who share the
same passion for detail and quality that I do,” says Amedeo.
“They have to be people who enjoy what they do, like my
dad, who smiled and whistled while he worked every day of

10 | GREATERTORONTO BUILDER/ARCHITECT JANUARY 2007

his life.”

Amedeo’s dad has retired but still encourages his son to do his
best every day.

“You can’t change what you did yesterday and you can only try
to do better today,” says Amedeo. “It’s a philosophy passed down
to me by my dad and it really seems to work.”

To make beautiful music, you must surround yourself with
skilled players who can interpret the mu-
sic. But to complete the sound, you must
also be a good musician yourself. Amedeo
Barbini has translated this paradigm into
the 1uxury construction industry to create
home “environments” that exude rhythm,
harmony and order. Amedeo is grateful
to be working in a discipline where he is
given the opportunity to express his God-
given talent with such a good ensemble to

such an appreciative audience.

@Bhﬂ!lﬂl

Amedeo Barbini can be reached at (416) 385-
8883 or online at www.amedeobarbini.com and

www.barbinienterprises.com. B



For the last 24 years, Integral Design
Associates has been providing architec-
tural design services to home builders
and homeowners in the Toronto area.
Specializing in residential design, espe-

cially in-fill housing, the firm provides a

complete service from reviewing the ap-

plicable bylaws and
site development
through dealing
with municipalities
and other regulato-
ry bodies, to project
completion.
Whether the
clients are home-
owners or builders,
the designers at
Integral try to in-

volve them in the

creative process so that they understand with clients to achieve their personal

the design decisions, the technical is-  goals and dreams, especially related to

sues and the governing bylaws. Working

See Page 15

INTEGRAL DESIGN ASSOCIATES

Division of ROTECH Development Corporation

Tel: 416.787.2502

367 1A Bathurst St. Toronto, ON M6A 2E6 Fax: 416.781.7596
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LOW-VOC WATER REPELLANT

Dow Corning introduced new Dow

Corning IE-6694 Water Repellent Emulsion,

a penetrating, low-volatile organic content

(VOC) water repellent that meets the
stringent California South Coast AQMD
requirements. The product maximizes build-
ing life, reduces maintenance and improves
aesthetics for porous construction materials
such as concrete, stone, brick and grout. By
removing silicon hydride (SiH) from the for-
mulation, the product eliminates the need for
vented containers. The emulsion can be used
to formulate water-based, water-repellent
primers, paints and coatings. For informa-

tion, go to www.dowcorning.com.

LOW-0DOR PAINT

The lingering smell of a recently painted
roomisathing of the past with Dunn-Edwards’
newest product, Ecoshield, aline of paint that

emits very little odor. The paint was devel-

oped for projects where indoor air quality is
a concern, such as schools, hospitals, homes
and other closed-ventilation buildings. It
uses a special resin that has a very low odor
and doesn’t contain
solvents added to
conventional water-
based paint. The
paint is also eth-
ylene glycol (EG)
free. The paint’s
low-odor and zero
volatile organic
compounds haven’t
detracted from per-
formance, however.
It is available as a
primer and in flat, low-sheen and semi-gloss
finishes. For information, go to www.

dunnedwards.com.

FINISHES FROM RECYCLED
GOODS

EnviroGLAS Products has developed
a method of reusing recycled tubs, sinks
and toilets to make terrazzo finishes. The
resulting EnviroMODE product is easy to
maintain, durable, eco-friendly and beauti-
ful. It is available in hundreds of resin colors.
The crushed porcelain has a pearl-like finish
and can be used in a versatile array of appli-
cations. EnviroGLAS offers EnviroMODE
terrazzo in a countertop product and in
rectangular tiles for flooring, walls and other
uses. Both the recycled glass and porcelain

can also be used as aggregate in traditional
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poured-in-place terrazzo flooring. Heat and
scratch resistant, EnviroMODE is highly
resistant to common stains and easily cleaned
with neutral cleansers. For information, go

to www.enviromode.com.

LOW DUST DRYWALL

USG has an innovative way to reduce
airborne drywall dust with SHEETROCK-
brand dust control joint compound. The
newly formulated joint compound has a
unique quality that binds dust particles to-
gether and creates a “heavy dust” that, when
sanded, falls straight to the floor. The ready-
mix product weighs up to 35% less than

conventional compound. The material’s low

shrinkage, excellent adhesion and resistance
to cracks help users save time and money
by enabling them to apply only two coats
of compound when covering metal surfaces
such as corner beads and fasteners. It bonds
like a taping product for a tough, tight seal
under most job site conditions. For informa-
tion, go to www.

usg. com.

GREEN
ADHESIVE
DriTac Adhesive
Group introduces
a new adhesive for
environmental-
ly friendly wood
flooring installa-
tion: DriTac 9200

FasTac Polymeric



Resin with
Urethane,
High Solids
W o o d
Flooring
Adhesive.
The prod-

uct is a

fast-grabbing

high-solids,

wet-lay adhesive that inhibits the growth of
bacteria and mold. Requiring no flash time,
the adhesive is good for installing multi-ply
engineered plank, plain-back parquet, %”
solid shorts, acrylic impregnated multi-ply
engineered plank and acrylic impregnated
plain-back parquet installations. It spreads
casily, is very low in odor, easy to clean up,
non-slumping, non-flammable, VOC free
and is a recommended wet-lay adhesive for
“green” building wood flooring installation
projects. For information, go to www.

DriTac.com.

REFLECTIVE ROOFING SHEET

Follansbee’s KlassicKolors® is a pre-
painted Terne II zinc/tin coated roofing
sheet offered in an extensive palette of de-
signer colors. Its base sheet is coated with
Follansbee’s patented ZT® (zinc/tin) alloy
and then painted with solar reflective paint
coatings. The roofing contains 70% to 95%
recycled content, and it offers enhanced cor-
rosion-resistance, as well as solar reflection,

which reduces internal temperatures and

cuts down on cooling bills. The ZT alloy
provides enhanced durability, even if the
painted surface is breached. KlassicKolors is
available in a selection of hues, ranging from
deep tones of red, blue, green, and gray,
to earth tones of beige, tans and browns.
These colors were chosen to maintain the
oxide hues. Custom-formulated colors are

also available. For information, go to www.

follansbeerooﬁng.com.

FOAM ADHESIVE

In response to an industry need for a
maximum strength adhesive compatible with
all polystyrene substrates, Fomo Products,
Inc. developed Handi-Stick, a durable, pres-
surized polyurethane foam construction
adhesive. The product will launch at the
2007 International Builders Show in Orlando
in February 2007. Handi-Stick provides an
absolute airtight seal that meets the American
Air Barrier Association’s (AABA) standards
for air barrier construction materials. Using
its research Fomo developed the Handi-
Stick Polystyrene
Construction line
with an extremely
quick working time
specifically for the
ICF construction
and architectural
foam shape mar-
kets. Handi-Stick
Subfloor has a lon-
ger open time of
20 minutes, which
is needed for laying
subfloors. Handi-

Stick General Use is available with an open
time of 5 minutes. One can of Handi-Stick
will deliver more than 10 times the yield
of a tube of caulk-type adhesive.For more

information, go to www.fomo.com.

UNIVERSAL DESIGN PRODUCTS

Home Care® by Moen®, a division of
Moen Incorporated, has created innova-
tive bath safety products designed with
style in mind to meet the needs of the
growing over-50s segment. The company
offers a line of grab bars that has a mount
system that allows for secure installation at
any angle and exceeds ADA requirements
with a 500-pound weight pull capacity.
The division also offers products such as
handheld showers, dual tub grips, adjust-
able shower chairs and benches and locking
elevated toilet seats. For more information

visit www.homecare.moen.com.

ENVIRONMENTALLY FRIENDLY

TOILETS
Neptune offers a top-of-the-line de-

sign toilet that is also environmentally
friendly. The toilets have a double flush
- system that allows for

a considerable amount

of water conservation.

The chrome push

button

flush ac-

tuator is

connected

to a quiet

flush sys-
tem that
gives the
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user the option of double flushing for and efficient way to select desired

solid waste or single flushing for paper products and materials for their
and liquid waste. All toilets are equipped custom homes. The product simpli-
with a designer seat. For more informa- fies the selection process for home
tion, go to www.neptuneb.com. buyers, allowing them to decorate by
room or by product category in an in-

ONLINE MARKETING TOOL

BuilderVision, Inc introduced the

teractive way, and from the comfort
of a home computer. The Product
Product Selector, an online tool that al- Selector is plugged into a builder’s

lows builders to offer home buyers a quick Web site and is populated with the

Special Teatures

Tell Your
Complete

Story...

and the
reprints
make
powerful
marketing
brochures!

Dynamic Sales Tool for...

e Trade Shows

* Direct Mail Campaigns

¢ Point of Purchase, Distribution
* Special Events

e Exhibit Promotions

Builder/Architect ...c.

Marketing Partner to the GTA Residential
Building Industry

Call: 416-250-0664 or E-mail: giuliol @rogers.com
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products and materials the builder sup-
plies. It displays tabs that represent specific
product categories and room scenes and
suggests options that increase revenue and
profit for the builder. Once the selection
process is complete, the checklist is e-
mailed directly to the builder or designer
for their review. For more information,

go to www.buildervision.com.

INTERACTIVE SALES OFFICE

VisionScape Imagery launched mod-

elScape™, an interactive sales office.
Accessible via the web and touch-screen sys-
tem, the system is integrated into a builder’s
sales office, engaging prospective buyers in
the purchase process. The photo-realistic
3D images and/or animation show exte-
riors, street scenes, floor plans, interiors
and options. The newest features include an
interactive furniture placement tool, digital
measuring tape and guestbook registration
feature (with custom survey questions the
builder can ask of potential homebuyers.
Buyers can also browse a vicinity map for
the surrounding area. For information, go

to www.visionscapeimagery.com. B



Continued from Page 11

their homes, requires patience, good
listening skills and perseverance. The
clients’ understanding and involvement
is crucial to achieve an architectural
solution, which is aesthetically pleasing,
functional, economical and fulfills their
particular aspirations. Clients are asked to
prepare a “wish list” and provide pictures
of houses or details that appeal to them
prior to starting the design process. The
goal of the design firm is to interpret the
“wishes” of the clients on several levels,
to look beyond the literal representations
and to decipher the key elements that
make each project unique. The variety
of the finished projects reflects the ver-
satility of Integral Design Associates in
dealing with different clients to create
their personal homes.

Over the years, many builders have
learned that they can rely on Integral
Design Associates for good advice and
good design solutions for their projects.
It is a key goal of the firm to stay abreast
of the latest trends, desirable ameni-
ties, technical and municipal changes in
order to provide their clients with up-
to-date design. Builders will often call
prior to purchasing a property to discuss
its zoning, development and market-

ing potential. Builders also introduce

their custom clients to Integral Design

Associates and sometimes participate
with their clients in the design process.
Sabina Pelc Rotenberg, B.Arch., es-
tablished Integral Design Associates
in 1982 after working in architectural

offices and as a project manager for a

d24a5 MaplejHill,

CourntiUnitl6

NewmarketiON
LESVA9ES!

Richmont]Hill
(905)§76470435)

INewmarket;
(905)1954°05/78
Fax{(905)]954-1889

\Website:\www/randastairs.com

construction company.
Having on-site experi-
ence is of great benefit
in the design office,
both in understanding
the building process
and being aware of ev-
eryday site concerns.
At Integral Design
Associates, the con-
cern is for good design,
well thought out details
and drawings which
take into account cli-
ent needs and wants
while recognizing the limitations of the
construction process.

For iqformation regarding Integral Design
Associates services, please call Sabina Pelc
Rotenberg at (416) 787-2502 ext.20 or e-mail
jntegra].design@bellnet.ca. [ ]

Congratulations Barbini Developments!
We are proud to provide wooden stairs and railings
for your fine homes.

GREATER TORONTO BUILDER/ARCHITECT JANUARY 2007 | 15



The new way to wrap
a house is DELTA-DRY,
a solid barrier of protec-
tion against wind, rain
and damp.

Unlike house wraps that
are porous or breathable,
advanced new DELTA-
DRY from Cosella-Dorken
Productsis a “barrier” wrap
that can’t be penetrated by
air or moisture. A heavy,
channeled polyethylene
sheeting, it dries and drains
as well as protects.

In independent testing,
DELTA-DRY surpassed the sheathing
membrane commonly used to “wrap” new
homes in draining off excess moisture and
speeding the drying of wall assemblies. The
air gaps on both sides of DELTA-DRY give it
the unique ability to deal with moisture that
originates from inside, as well as outside the

house. The new product is the first house

wrap to target a chronic problem faced by
builders — framing and sheathing that
become wet during construction — with
new drying strategies.

Because the metallic silver membrane
reflects radiant heat and is impervious to
wind and weather, DELTA-DRY also plays
an important role in maintaining indoor

climates and increasing energy efficiency
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in the home.

DELTA-DRY’s success in preventing
the moisture buildup that leads to build-
ing failure and mold problems is due to its
dimensional, stud-and-channel structure.
During installation, it is interlocked to
create a strong barrier against wind or
solar-driven moisture. Openings are left
at the top and bottom of the DELTA-DRY
wall system for ventilation. The protruding
studs create a small, continuous airspace on
both sides of the barrier wrap, where drying
and drainage can take place. Water vapor
diffuses out of building materials into this
space, and either dissipates or condenses out
on the surface provided by DELTA-DRY.
Any water that gets into the air gap flows
harmlessly down the pathway provided by
the channels to a drainage track installed
at the base of exterior walls as part of the
DELTA-DRY system.

DELTA-DRY is easy to cut and install;
but strong and tear-resistant for top per-
formance during construction and after,
with a lifetime guarantee. It is one of the

few house wrap products that continue to



Case History New Construction

Soulliere Home Near Windsor, Ontario

This 3,500-square-foot ranch-style home
constructed in fall 2005 was the first to use
DELTA-DRY following its approval under the
Ontario Building Code in July the same year.
The OBC permits DELTA-DRY to be used in
place of the breathable sheathing membrane
required in new home construction. Currently,
approvals are underway or completed in other
North American jurisdictions, with several
developing a new classification to encompass
this all-new concept in sheathing membrane.

Custom built for the Soulliere family on
a 23-acre land parcel southeast of Windsor
near Maidstone, ON, the single-story ranch-
style home includes four bedrooms, a family
room and full basement. DELTA-DRY was

function even if torn during installation.
Available in rolls 39" x 50' (99.06 cm x
15.24 m), DELTA-DRY retails at about 50

COMMERCIAL
INDUSTRIAL
RESIDENTIAL

JJIISL
LIMITED

IT ALL STARTE HERENm

applied directly overtop of the Aspenite
exterior wall sheathing (OSB) with 1"
roofing nails using a nail gun. Installation
took one day. The two installers rated
DELTA-DRY favorably in ease of handling
and application compared to other types
of house wrap. The facade of the home

is weathered stone and brick. The wall
system allows for drainage and ventilation
of the stone and brick exterior and the wall
sheathing, which will prevent the moisture
damage often seen on homes in this area
of high humidity, explains Dwight Walker,
Technical Specialist at Cosella-Dérken, who
helped to supervise this first DELTA-DRY
installation.

For more information:

Dwight Walker
1-888-4DELTA4 ext. 26

cents per square foot. Installation, using
nails or staples, is simple enough for one

person to handle.

Barbini
Developmen

Office: (416) 537-7431

Fax: (416) 537-0057

Email: ajfforming@bellnet.ca

Tested to meet and exceed the perfor-
mance of regular sheathing membrane by
Oak Ridge National Laboratory and the
University of Waterloo, DELTA-DRY is
well suited for use under brick, stone,
wood, fiber-cement or vinyl siding and
stucco exterior finishes.

DELTA-DRY is manufactured by Cosella-
Dorken Products Inc., the North American
division of Ewald Dérken AG, a leading
European developer and manufacturer of
waterproofing and drainage products sold
in many world countries. Other qual-
ity products from Cosella-Dérken include
DELTA-FL for dry, comfortable basement
rooms, DELTA-MS for residential water-
proofingand DELTA-DRAIN geocomposites
used for drainage in numerous commercial
and heavy construction applications.

For more information, call 1-888-4DELTA4,
or visit Cosella-Dorken’s website at www.cosella-

dorken.com or www.delta-dry.com. B

JOHN SILVA
Telephone:
(416) 891-5781
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Plastcrete has recently moved to a larger
and central location to better serve the
building industry.

Plastcrete has been a reputable supplier
of exterior moulding details to the resi-
dential and commercial building industry
for over a decade. Their moulding consists
of a core polystyrene base shape, wrapped
with a fiberglass mesh, then coated with
three layers of their proprietary polymer
modified cement. Whether your applica-
tion is in the warm climate of the tropics
or the wildly varying climate of North
America, you can be confident in their
product. Through extensive engineering
and testing, Plastcrete has developed a

flexible, abrasion-resistant, salt spray-

resistant, low water absorption, robust
product suitable for applications in a wide
range of climatic conditions.

Plastcrete’s product is highly acclaimed
by engineers, architects and designers
alike for projects requiring clean, sharp
lines and extreme detailing scope. Their
manufacturing process allows them
to produce varying lengths of custom
mouldings to minimize waste and maxi-
mize productivity.

Plastcrete Mouldings Inc. is no doubt a
world-class company. Their architectural
mouldings have adorned such notable proj-
ects as: Marriott Hotel Casino and Resort
St. Kitts, custom-designed upscale housing
projects in the United States, United Arab

Emirates, Turks and Caicos, Bermuda,
Italy, Russia, Guatemala, Turkey, Croatia,
and coast to coast Canada.

Plastcrete Mouldings Inc. is committed to
the development of unique communities of
distinction boasting a tradition of superior
craftsmanship and breathtaking design.

Plastcrete exterior moulding prod-
ucts allow designers and architects total
freedom to implement personalized
designs for both new and restoration/
renovation projects.

Plastcrete Mouldings Inc., 170 Bartor
Rd., Toronto, Ontario, M9M 2W6. Tel:
(416) 746-3420. Fax: (416) 746-3450.
E-mail: plastcrete@bellnet.ca. Website:

WWW.P]aStCI'(:‘te. com. B
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Plastcrete Mouldings Inc.

170 Bartor Rd., Toronto, ON, MO9M 2W6
Tel: (416) 746-3420 » Fax: (416) 746-3450

email: plastcrete@bellnet.ca
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PERSEVERANCE

Persistence is what makes the impossible possible, the possible
likely and likely definite. - Robert Half

Genius is perseverance in disguise. - Mike Newlin

Press on. Nothing in the world can take place of persistence.
- Ray Kroc

Perseverance is failing 19 times and succeeding the 20th.
- I. Andrews

Courage and perseverance have a magical talisman, before which
difficulties disappear and obstacles vanish into air.
- John Quincy Adams

| do not think that there is any other quality so essential to success
of any kind as the quality of perseverance. It overcomes almost
everything, even nature. - John D. Rockefeller

Permanence, perseverance and persistence in spite of all ob-
stacles, discouragements, and impossibilities: It is this, that in all
things distinguishes the strong soul from the weak.

- Thomas Carlyle

Through perseverance many people win success out of what
seemed destined to be certain failure. - Benjamin Disraeli

Perseverance is not a long race; it is many short races one after
the other. - Walter Elliot

- Just remember, you can do anything you set your mind to, but it
. takes action, perseverance, and facing your fears.
- Gillian Anderson

LT Great works are performed not by strength but by perseverance.
- Samuel Johnson r__

When | have finally decided that a result is worth getting, | go ahead
on it and make trial after trial until it comes. - Thomas Edison

| Iearned patience, peﬁeverance and dedication. Now | really
know myself, and | know my /0ice Its a voice of pain and victory.
_ = Anthony. Hamllton ™ :

f you ‘cn}y knock long
are sure” tbuwake‘%p

o Perseverance is a great eIembrLf'
- enough and loud enough a.’;_thé
4 Il:éqmebody"

Everything that I've ever been able to accomplish in skating and in
life has come out of adversity and perseverance.
- Scott Hamilton

Even in social life, it is persistency which attracts confidence, more
than talents and accomplishments. - Edwin Percy Whipple

Consider the postage stamp, my son. It secures success through
its ability to stick to one thing till it gets there.
- Josh Billings

Perseverance is the hard work you do after you get tired of doing
the hard work you already did. - Newt Gingrich

The block of granite, which was an obstacle in the pathway of the
weak, becomes a stepping stone in the pathway of the strong.
- Thomas Carlyle

It's perseverance that’s the key. It’s persevering for long enough to
achieve your potential. - Lynn Davies

By persevering over all obstacles and distractions, one may unfail-
ingly arrive at his chosen goal or destination.
- Christopher Columbus

Boys, there ain’t no free lunches in this country. And don’t go
spending your whole life commiserating that you got the raw
deals. You've got to say, “I think that if I keep working at this and
want it bad enough | can have it.” It’s called perseverance.

- Lee lacocca

A falling drop at last will carve a stone.
- Lucretius (Titus Lucretius Carus)

Perseverance is an active principle, and cannot continue to obe-
rate but under the influence of desire. - William Godwin

Persistence prevails, like a stream that is tempor'arlly blocked by
boulders and then collects force enough to overﬂow onward

- Vernon Howard A

Victory. belongs to the most perseverlng

- Napoleon Bonaparte

| don’t know what keeps me gomg Sometrmes | wonder... | think

- it’'s just pure »bersevkrance and wanting to succeed and having

‘that burnrng desrre-to always have success. - Tanya Tucker

sﬂ?‘%ﬁd perseverance and all these things can shape you.
n give you a value and a self-esteem that is pnceless
%{l"— iF J’“'*"l o
L,
>5qegr‘n no longer trying. T er§~ss no: Qe‘feat-
in, no really urmountab
eakp%ssoi%l@osgz Hubb 5




Barbini Developments Inc.
Cabinetry and Millwork

By Michael McKay

To maintain the design integrity and
continuity with the customer’s wishes,
Barbini and his design team develop all
the designs and drawings for the cabinetry
and millwork. This of course includes the
kitchen, washroom vanities, libraries and
built-ins throughout the house. All this
work is seen as a component of the entire
environment being created rather than a
stand-alone item. This perspective ensures
that each area or room is considered in its
ENTIRETY.

Over the years, Barbini has also designed
and manufactured furniture pieces such as
dining room tables, counsel tables, cof-
fee tables and stand-alone entertainment
units.

“For all of this we look at employing
highly skilled artisans. This ensures that
the implementations of designs are carried
through with integrity. It’s important to

me and [ encourage my clients to utilize

our services in order to keep the theme of

the home unified,” says Amedeo. “I find
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that artisans care as much as we do about
the final product. We proudly stamp the
Barbini name on every cabinet and piece of
millwork that goes into one of our custom
homes,” says Amedeo.

Aesthetics is not the only reason Amedeo
recommends going this route. There is a
cost factor that also makes the cabinetry
and millwork service desirable.

“When you go to an outside source you
end up paying more because you have to
account for their overhead, their sales com-
missions, their designers and their profit
margins,” says Amedeo. “When we build
the cabinets you are only paying for our
in-house service.”

This service has been a proven success to
Barbini and especially to his clients.

Barbini Developments and Amedeo Barbini
can be contacted at (416) 385-8883 or on-
line at www.amedeobarbini.com and www.

barbinienterprises.com. B
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By John Gumas

Most builders we work with have a good understanding of market-
ing tactics. They know they must develop a good branding strategy
for their communities and company. They know they also need to
create powerful ads, signage, direct mail and Web presence to gener-
ate traffic and sell more homes.

But the one relatively new strategy many builders still don’t fully
use is e-mail. When properly used, e-mail marketing can provide a
significant boost to marketing results.

E-mail marketing has many advantages — no printing or postage
costs, and total control over when and how the message is deliv-
ered.

Here are some tips for your campaign:

1. Creative Preparation Is a Must.

E-mail marketing can be one of the most effective or ineffective
marketing tools around. Where you land depends on your creative

preparation. Review these messaging questions as you begin:

ACUTRON MECHANICAL LTD,
& RENOVATIONS

PLUMBING *= HEATING » SPRINKLERS

Carla Galea

41 57 Higory Dred
Wnenaauga, g
AW L3

et (900 33651
e (300 3R3-EE4T

Fager (8161 451 303

THE FIREPLACE SPECIALIST

Cregary [ Castelloe

“With ower chirty years of experience”
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* Can you quickly translate the product’s features into benefits that
matter?

* What specific action do you want from the recipient? To ask for more
information? Visit a model home? Join the interest list? Buy?

* How will responses come in? E-mail? Website? Telephone?

* What branding standards do you need to incorporate? Will they
properly translate via e-mail?

* What are the legal mandatories? Terms and limitations?

2. Carefully Create Your Subject Line.

Just like the outside envelope of a conventional mailer, the subject
line is the most critical part of an e-mail. It’s what grabs attention
and gets someone to look inside. Carefully craft this line, using a
copywriter’s touch. Make it short and to the point, with an ideal
length of four to six words. Identify your company so recipients know
the e-mail is from a credible source.

3. Give Them Something They Can Use.

MARBLEGRANITEDEPOT.COM

B ROBERT FRGLIGMERI

WHLELALY AR T HATLMAL §70FE TRED
00 Caleconia B, T 408 TET 5060
Tt D LEFH)
RGE 1, Canacls

e PR B e e
Fo L1877 (oY bt irurbingrandndegol com
T LERLAPRI TN

PETERS, BROWN Lp

CHARTERED ACCOUNTANTS

GEORGE BABALIS, BBA. CA
PARTHER

) Ewivra Brograpn
St 100
Elssti:skes, Orviario
WG SER

I (418 B21-3X13
Tnsc (416) B21-3323

Goabalis@patersbrown, ca



Because e-mail inboxes are in general 60 percent fuller than they
were last year, people are selective about what they open. A sales
pitch alone may not be enough. In addition, offer something of value.
Present an incentive to purchase or helpful information that brings
the community and your company to life.

4. Keep It Simple.

Most systems can read HTML e-mails, so a strategically targeted,
HTML graphic e-mail campaign will get your point across, and
provide branding support almost every time. Although tempting,
avoid rich media, such as flash or streaming video, as many people
still live in a low-tech world and are not capable of reading these
types of graphics.

5. Maximize Your Content.

Because long-winded e-mails are quickly overlooked, make your
message clear and to the point. Write for your reader’s benefit and
knowledge level, not your own. Bring your company to life by add-
ing visuals when possible. And, provide a forum for responses and
questions, and then answer those communications quickly.

6. Use Color Properly.

In the Web world, color is not all that meets the eye. A font color
tag not formatted within the Web-safe color palette may be difficult

for your recipient to read. Avoid background colors other than white.

Benchmark
CARPET

Serting The Seandard

STAINMASTER

i279]Kennedy/RdYScarboroughONEMii RF217]
416575215554 F ax:H416:752:5597
www!benchmarkcarpetica

If you do use a background color, remember that black is the safest,
while green, cyan, magenta and yellow are the riskiest.

7. Include a Signature Line.

A signature line significantly reduces the chances of your e-mail
getting caught in anti-spam software. It also adds credibility and
personalizes your message. Just be sure to keep the signature short
and sweet.

8. Test Before Launching.

When the e-mail is polished and ready to go, take one more step to
ensure success. Conduct a small test, just as you would in a conven-
tional direct mail program. Try a few options on select customers or
a focus group, and choose the plan that proves most effective.

Your e-mail program can significantly assist your marketing ef-
forts. Use it to stay in front of prospects in a cost-effective way. Use
it to position yourself as an industry expert. Use it to find referrals.
However you choose to use it, we suggest that you simply add it to
your marketing mix as soon as you can.

John Gumas is President of Gumas Advertising, an award-winning, strategic
marketing and advertising agency headquartered in San Francisco. Founded
in 1984, Gumas Advertising specializes in the creation of powerful, response-
driven marketing and advertising programs. To learn more about Gumas

Advertising, visit www.gumas.com, or call (415) 621-7575. R

Ginger5s

www.gingersbath.com
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Watch What You Don’t Say

By Johnnie Garmon 11, Director of Operations, Wingard Properties, Inc.

Have you ever been in a staff meet-
ing and had a great idea on the tip of
your tongue, but to keep the peace
you decided not to speak up? Do you
know that you could have been a vic-
tim of groupthink? With more and
more companies decentralizing and
relying on teams to make exceptional
decisions, it has become imperative
for those involved in the process
to voice their opinions. It has been
shown where conflict arises profit-
able changes can occur. For many, it
is within our natural comforts not to
be confrontational, but to bend to the
conformity of those around us. There
is a certain amount of solitude that
can be found in disappearing into the
crowd. The problem that occurs is

that by suppressing diverse opinions,

and giving into another’s point of
view, the decision looses options and
thus opportunities. This phenomenon
is known as groupthink.

Effective managers must realize that
groupthink occurs when the decision-
making body becomes motivated to
avoid being critical in their judgments
of their leaders’ or colleagues’ ideas.
They adopt a soft line criticism, even
in their own thinking. At their meet-
ings, all the members are amiable and
seek complete concurrence on every
important issue, with no bickering or
conflict to spoil the cozy, “we-feeling”
atmosphere. If you want to employ
good decisions, you cannot let this
happen. Here are four red flags to
spot that might indicate groupthink is

occurring at your next meeting.

Proudly providing

- h\ lawn sprinkler installation and service
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The first is when group members
start to take back what they initially
argued for at the first sight of only
slight resistance. Secondly, when
other members through body language
or verbal criticism, pressure doubters
to support the alternative that every-
one else wants to go with. Next, look
to see if those that initially expressed
disagreement suddenly withdraw
from the conversation and become
absent in the discussion. Lastly, when
you start to hear silence and interpret
it as a “yes” vote for the majority.

The key here is for a leader to be
able to successfully recognize the
symptoms and stop the escalation of
groupthink immediately. You have to
be able to recognize that the more laid
back and amiable the group is among
its members, the greater the danger
that independent critical thinking
is being suppressed. To circumvent
this altogether, it would be beneficial
before the meeting for the leader to
define groupthink for everyone as
to make those involved aware and
watchful. The technique that I use
is a method I call cross-fire. If time
allows and everyone has decided on
their opinion, force them to take the
opposite point of view and argue that
position. This has helped to eliminate
biases and has produced better results
for my organization.

Johnnie Garmon II is the Director of

Operationsfor Wingard Properties, Inc., a

firm specializing in custom home building

and design. For more information contact:

Johnnie @angardprop.com. |



Proud of our/association
with Barbini/Developments!

‘ ‘ Doing business without advertising is like , ,
winking at a girl in the dark. You know
what you are doing, but nobody else does.

Stuart H. Britt

REACH YOUR TARGET MARKET!

Specmluzmg in the Umque and Unusual .
T Res:dentml and Commercml Pro;ects

Builder/Architect

v R

Fog
For more information call Lol tes sy silee & Sleapes

(4 1 6) 250-0664 Please call infSt™
or e-mail giulio1@rogers.com or visit our Unitel &@E ronontcon

Showroom Tel.: 4i16-785-6309

Conqraluialions;

Anna Calak

(T . _ Colt 416931 1396
\ ' =5 % LD 11307 Wondbine Are. Bea T17

Gormbey, 0N L0 1GD
DJE\VAE|LIOIR/MIE|NLTES)! Ratcliff

il Tel S05RR.1571 (e, 290
O 905,858 1473

% Trf;;;::;;lsm,iz!a
10be)pariotyoutaieant: |

SIMPLETOUCH Leszex miskiEwice

=a wIFIC#E0
DESIGNER - PRODUCTION COORDINATOR

 Home Automation ® Home Theatre Structured Wiring ®
® Telephone and Data Networks Lighting e Security © 1300A EGLINTON AVENUE EAST

Mississauga, Ontario
Canada L4W 1K8

Ennio longo [T] 905.238.5893 [F] 905.238.5948
[cell] 416.571.2882

ennio@Simple"ou(h.cu [personal email] leszek@bell.blackberry.net

[email] dixiemarble@bellnet.ca

4 I 6-744-9079 www.dixiemarble.com CUSTOM DESIGN, MANUFACTURING, CONTRACTING & SALES




By Dan Hogan

When planning the purchase and installation
of ventilation fans for ahome bathroom, contrac-
tors typically think about size of the room and
local air quality codes. The homeowner, on the
other hand, thinks about how noisy the fan might
be and how much money running it will cost.
Since builders are trying to make an impression
of quality on that homeowner, it behooves them
to understand what today’s ventilation fans can
do and why they may be important for another
reason: a family’s health.

“What we've learned in the industry is that if
people don’t hear a fan, they’ll let them oper-
ate almost 24 hours a day,” said Don Stevens, a
Washington state-based home ventilation expert
and former chairman and current board member
of the Home Ventilation Institute (www.HVI.
org). What’s more, “ifa ventilation fan is energy
efficient and silent, people will use it,” but if it’s
noisy, they rarely turn it on, he says. And while
the additional cost of that quicter and energy-
efficient vent fan may seemed inconsequential
if it inspires prolonged usage, it’s not. A fan can
keep needed air circulating, cleaning that air and

making breathing a safer exercise.

“AIRTIGHT” HOMES

One reason air is needed is that homes have
been built increasingly air-tight during the past
15 years, which has the wonderful benefit of
increasing energy efficiency but can result in
poorer indoor air quality. These air-tight homes
may actually cause health problems because they
lock in stale bad air.

These air-tight homes also have newer win-

dows and doors, improved caulks and other

That fan you put in the bathroom can help
ventilate other areas of the home.

26

insulating materials. While this means fewer
drafts and lowered heating during winter and
cooling during summer, the result is trapped
air and a poorly vented home.

In a washroom or bathroom, the problem is
compounded by the damage done by accumulat-
ed moisture, which causes mold and, eventually,
structural damage in the room.

The Environmental Protection Agency lists
poor indoor air quality as the fourth largest
environmental threat in the United States. EPA
studies show that levels of air pollution inside the
average U.S. home are often two to five times

higher than outdoor levels.

WHOLE-HOUSE VENTILATION

Ventilation fans are a simple and affordable
solution for ensuring whole-house ventilation,
and today’s fans are designed to run continuously
and quietly. When a fan is quiet enough, people
may also use it in double-duty mode, taking care
of both spot ventilation in the bathroom and
whole-house ventilation needs.

“What we often see is people using a bath fan
now to improve indoor air quality throughout
the house,” said Stevens. “Pulling the air from
throughout the house at 50 to 70 cfm and doing
it with one fan can reduce the cost of maintain-
ing good air quality” by installing other types of
ventilation drivers, he says.

Maintaining proper whole-house ventilation
is essential to family health, especially in today’s
energy-efficient, airtight homes, which can trap
the volatile organic compounds (VOCs) used to
make many modern building materials and other
household products. VOCs, which are generally
carbon-based compounds that easily evaporate,
are released from building materials, carpets,
furniture and many other solid household items
through the natural process of outgassing as
these materials age, decompose or cure. Yet it’s
not just materials used when the home went up
that cause problems. Other household items that
emit VOCs include hair sprays, paints, lacquers,
finishes, oven cleaners and other cleaning sol-
vents, as well as pesticides. Often colorless and
odorless, VOCs cause reactions in some hom-
eowners, such as headaches, dizziness, nausea,

muscle spasms, multiple chemical sensitivity and
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even immune-system damage.

Because of this, limiting exposure to these
types of materials is critical to having a healthy
home environment.

“The industry recommendation is for a spot,
or intermittent, ventilation fan to achieve eight
air changes per hour for a room,” Stevens ex-
plained. For a kitchen, the recommendation
is 15 air changes per hour. For continuous or
whole-house ventilation, the American Society
of Heating Refrigerating and Air Conditioning
Engineers (ASHRAE) recommends 0.35 air
changes per hour.

“The HVI has a listing of certified prod-
ucts on its website that allows anyone to look
up the performance numbers on almost any
fan made,” Stevens said. As a third-party
tester, the HVI makes sure that companies
meet the claims they make about their prod-
ucts’ capabilities.

Beyond choosing new products, however,
poor installation can also lead to health prob-
lems as well as damage to the home. Because
installing a fan is beyond the capabilities of the
average homeowner, manufacturers typically
do not sell their products in consumer outlets.
Installation requires a building permit and in-
volves the services of an electrician and usually
a carpenter or roofer to guide the duct work
from the room through the ceiling or roof to
outside the home.

In some homes, improper installation has
resulted in fans venting directly into attics,
which can cause toxic mold to form in the attic.
This, in turn, can create an unhealthy environ-
ment and reduce the value of a home by tens of
thousands of dollar.

With today’s need for builders and contrac-
tors to differentiate their homes and to show
they care about the families they are housing,
using a good ventilation system and explain-
ing that system to potential home buyers can

really help.

Dan Hogan is President qf Panasonic Home &
Environment Company, a group that focuses on
“green technology” and is dedicated to helping im-
prove the energy efficiency of homes and the health

of homeowners. B
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Continued from Page 3

in some cases! Sounds good until you real-
ize, hey, even with all this, I'm not making
as many sales as I was just six months ago!
Wanna know why not? Because pretty much
every other builder in your marketplace is
doing the same thing. And every weck, the
stakes get higher so the incentives get bigger
and more sharks enter the waters.

Is it any wonder that traffic numbers have
slid to half or even a third of what they were
— considering the confusion these con-
stantly shifting sands can cause? Is anyone
surprised these fewer prospects are taking
longer to make their buying decision — if
they’re making it at all??

If you work for one of the “little guys,”
you're suffering right along with the giants,
and it isn’t because misery loves company.
It’s because you really can’t compete on the
same playing field — your budget won’t
allow deep discounts and giveaways, un-
less, of course, you want this to be your Jast
community.

So how can you compete?

We're back to my original premise: Sell
VALUE.

Up to now, your marketing has probably
focused on features: We have more, bigger
and better! We have everything to make
your dreams come true. You deserve to live
here!

And up to now, your sales approach has
most likely been about urgency: Don’t miss
out! They’re going fast! We're selling like
crazy!

Well, a change in the landscape calls for
shifting gears. In your future marketing
and sales efforts, there is no doubt in my
mind that you have simply got to be able
to articulate the value proposition of your
offering. They may have slashed prices, but
what’s the benefit of working with you, the
smaller builder? Are you able to work more
closely with your home buyers, providing a
more flexible or custom approach? Are you
family-owned and operated, providing a
feeling of “we’re in this together?” Do you
have a more personal approach to customer
service after the sale? How does your deliv-
ery time compare with the big guys? What’s

your company’s policy on slashing prices in

the midst of a community — that is, what do
you believe your obligation is to those who’ve
placed their trust in you for the largest invest-
ment they’re ever likely to make? I encourage
you to take a breather before trying to com-
pete in the world of burn-and-churn. There
are undoubtedly a number of ways for you to
define and articulate value to your prospects
— and if you have to offer a small credit to-
ward upgrades or options to clinch the deal,
that’s probably all you're going to have to do.
Think of it as a way of saying, “Thank you for
putting your trust in us.”

I'will warn you that we should be prepared
for this incentive-induced hangover to last
until the inventory levels are significantly
reduced, but this, too, shall pass.

When we surface from this little adven-
ture, the sharks will be a bit battered but
most of them will still be standing (er, swim-
ming). But you little guys out there, if you
sell value, will be able to say you swam with
the sharks — and not only survived but beat
some of them at their own game!

Linda C. Rooney, MIRM, CMP, CSP, jbunder
and principal of Advantage Builder Services, LLC,
works with home builders who want to stand out

_from the crowd! Make this the year you exceed your
goals in the areas j sales, customer satigﬁ]ction and
profitability. She also welcomes your other sales
and marketing questions, which can be addressed
in_future columns or in a personal consultation.
Contact her at lerooney (@ advbuilder.com or (609)
298-5998, or visit www.advbuilder.com.m
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would like to thank
the following suppliers
of products and services to
BARBINI DEVELOPMENTS
for their participation
in this issue.

Look for their display ads
in these pages.

Acutron Mechanical
Adanac Glass
AJT Forming
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Elte Carpets
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Simple Touch

We encourage you
to patronize
these fine companies




Bu i Ider/ArCh iteCt magazine
NOW FEATURING

Sub-Contractors, Manufactures, Suppliers,
Renovators, Service and Professionals

Is your company newsworthy?

We want to talk to you
about featuring you in Builder/Architect magazine.

There is NO COST attached to this.
We provide the writer and photographer free of charge.
You approve the text, photographs and the layout of the story.

Your feature in Builder/Architect magazine
adds prestige and honour to your reputation and serves as an
independent endorsement of the company.

For additional information, please call

Giulio Marinescu, Publisher
at 416-250-0664, or e-mail to giuliol@rogers.com




y:

[
\

p

/A,

nﬁ@%@“‘ﬁ“@@.ﬂﬂ@hy

-
=Ny

.
-

""‘-"- i.

- -i.ﬂ o ol - =
-

4 ,-.n-.,__,-ﬁlrl--

A

5

u-lﬂ- o .'

ii!

. _,f.\

'1-- =i -J't -
‘I.-- = -
SRR |
i e ealle
L e e T LI _
-.-..-.I--I =
‘,.IIII.IF--
Y

" e
m. |

S H

T

3

L

T | -+ﬂ‘!__|
: i i

- =8
| 2
" ]

P =T




