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SEPTEMBER
General Membership

Meeting
Biltmore Park Town Square

Thursday, Sept. 16
5:30 pm - 7:30 pm

Sponsored by ProBuild through the 

2010 Foundation Club.

Upcoming Events 
September 8-9

Membership Drive
AHBA Office
9 am - 5 pm

Open to all members!

September 30
Fall Golf Tournament

Black Mountain Golf Club
Shotgun Start: 12 pm

Sign up now!

October 9/10 & 16/17
Parade of Homes

Don’t miss the premier 
homebuilding event of 2010!

October 13
Parade of Homes Gala
Crest Center & Pavilion

6:30 pm Reception
8:00 pm  Awards Presentation

Tickets: $55

June 08
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The AHBA is excited to announce the arrival of Alyssa Reagan Hart, a beautiful little girl born 
July 21 at 2:30 am to AHBA Marketing & Communications Director, KC Hart and her husband 
Flave!  Weighing in at 4 lbs. 11 oz. and 17 inches long!  The new family is doing great and we 
look forward to having KC back in the offi ce in mid-September.  Congratulations to the Hart 
Family!   

SEPTEMBER

Calendar
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Richard Soderquist, President
Soderquist Construction Company

Thomas McClain, Immediate Past President
Home Sweet Home

James Bound, 2nd Vice President 
Greencraft, Inc.

Josh Abrams, Associate Vice President
more SPACE place 
Jill Jones, Treasurer
Westall Chandley

Skip Brewer, Walnut Cove Builders

Bob Duffy, Biltmore Farms Homes

Don Thompson, Thompson & Rhodes 
              Builders

Christopher Fox, Christopher Fox Builders

Steve Royster, Bass & Royster Builders

Renee Maxwell, Progress Energy

Steve Wallin, The Western Carolina  
         Home Place dba Custom  
        Homes of Asheville

Robi Eckley, Ferguson Enterprises, Inc.

Jennifer Duvall, Asheville Savings Bank

Chuck Cloninger, McGuire, Wood &   
 Bissette Construction Law Team

2010 AHBA 
    Board of Directors

AHBA Staff
Executive Offi cer
Caroline Purcell Sutton
caroline@ashevillehba.com

Director of Marketing & Communications
KC Hart
kc@ashevillehba.com

Administrative Assistant
Christi Stokes
offi ce@ashevillehba.com

Offi ce Hours
Monday - Friday, 9:00am - 5:00pm
Phone: 828-299-7001
Fax: 828-299-7008
Email: info@ashevillehba.com

www.AshevilleHBA.com

Meetings
Professional Women in Building 
Tuesday, September 7 @ 12:00 pm
Location TBD

Tuesday, October 5 @ 8:00 am
AHBA Offi ce

Board of Directors Meeting
TBD @ 3:00 pm

Parade of Homes Committee
Thursday, September 23 @ 3:30 pm

Events

Education
AHBI: NAHB Certifi ed Green Professional (CGP) Course
This CGP course to be held during the month of October 2010.  Details pertaining to 
the date, time, Instructor, etc. are yet to be determined.  We will keep you posted as the 
course offering is fi nalized. 

If you are interested in this course please notify the AHBA directly by emailing offi ce@
ashevillehba.com.  

Congrats to KC & Flave - New Baby Arrives!

General Membership Meeting
Thursday, September 16
5:30 pm - Networking
6:30 pm - Meeting
Biltmore Park Town Square
Sponsored by ProBuild through the 2010 
Foundation Club!

Membership Drive
Wednesday & Thursday, September 8 & 9
9 am - 5 pm
Open to all members to participate!  Win 
fun prizes for recruiting new member com-
panies and affi liates!
AHBA Offi ce

Golf Tournament
Thursday, September 30
12 noon- Shotgun Start
One Builder required per team.  Register 
now for teams and sponsorships!
Black Mountain Golf Club
See page 10 for Sign Up Form

Parade of Homes
Friday & Saturday
October 9/10 & 16/17
WNC’s premier homebuilding event!  Pick up 
your offi cial guide at the AHBA Offi ce or any 
local Chamber to plan your trip!
Homes throughout western North Carolina

Alyssa Reagan Hart
Born July 21, 2010
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[ monthly message ]

The AHBA is gearing up for our Annual Membership Drive.  Over 80 volunteers will be participating in our 2 week 
membership drive that will run from September 1st through the 15th!  The AHBA is shooting to reach a goal of 
80 new members during this year’s drive!

The membership drive will consist of 8 teams with 10 members per team.  The members making up the teams 
are people just like you!  Those who are members of the AHBA can personally reach out to their contacts and 
business friends to join the AHBA and start taking advantage of being a member!  If you are not on a team yet 
and would like to help, call the AHBA today!  If you’re not available to participate on a team you can still recruit 
new members during the drive dates.  Any prospective member that joins during the drive will receive a waived 
application fee (savings of $50) and their logo on the AHBA website free for 6 months ($100 value).  New mem-
bers from the drive and those that have joined in 2010 will have an opportunity to introduce themselves and their 
company at the AHBA General Membership Meeting on Thursday, September 16th.  Think about who you do 

business with and remember to do business with a member!  Start recruiting today – all membership information and applications can be found 
online at www.ashevillehba.com under the Join tab!

September is a busy month for the AHBA.  In addition to the membership drive, the AHBA is excited to release the 2011 Home & Garden Expo 
information at this month’s General Membership Meeting on September 16th.  Join us at the Hilton Biltmore Park Town Square for an evening 
of networking, great information on the 2011 Home & Garden Expo and a chance to win a free 10 x 10 booth!

The 2010 Home & Garden Expo was a milestone for the AHBA and its members.  We introduced an expo to our area that was tied specifi cally 
to the housing industry, displaying products and services from over 100 area companies to the over 2000 consumers who visited the expo.  We 
look forward to expanding on this in 2011.  

Come out to this month’s GMM to meet the new members who join during the drive and to hear exciting new details for the 2011 Home & Gar-
den Expo including the new dates, increased marketing and more!

Executive Offi cer’s Message by Caroline Sutton
AHBA In Motion with Membership Drive & More!



[ builders tips ]
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Builders’ Tip: Switch to a Safer Work Light, Use Compact-Fluorescent Bulbs
Good lighting is always important when doing repairs.

But some lighting can cause problems. Halogens, for instance, can get too hot, 
while smaller tungsten-fi lament trouble lights can be troublesome.

After they have been on for a while, the fi lament heats up and becomes fragile. 
Then, the slightest jolt can break the fi lament, causing the incandescent bulb 
to go out — even the so-called “rough-duty” bulbs.

To avoid this problem, I’ve replaced fi lament bulbs in all my trouble lights with 
compact-fl uorescent screw-in bulbs, as shown in the accompanying drawing. 
After having dropped work lights and knocked them about, I can testify that 
compact-fl uorescent bulbs can take some abuse — and still work.

The fl uorescent bulbs cost a little more than tungsten-fi lament incandescent 
bulbs, but they provide plenty of light, use a quarter of the energy and last 10 
times as long.

They also stay cool, which is helpful in situations where I’m working inside a 
cabinet or other tight spaces and the light is close to my face or hands.

— Pete Duffy, Mundelein, Ill.

Tips & Techniques provided by 
Fine Homebuilding. 
©2009 The Taunton Press

Builders’ Tip: Build a ‘Birdhouse’ Vent Box 
to Conceal Unsightly Holes
I often remodel or add on to older wood-clapboard sided houses, and when 
I’m faced with unsightly holes in the walls, such as the dryer vent pictured in 
the accompanying drawing, I suggest to my clients that I conceal them with a 
simple bit of craftsmanship — a “birdhouse.”

The birdhouse is made from scrap clapboards and trim stock, takes little time 
to fabricate and, most importantly, really impresses my clients.

I position the birdhouse so that its roof nestles directly under a clapboard, or 
I fl ash it with a thin strip of copper and then size the box to allow the vent fl ap 
to open or whatever else I’m covering to function.

To build it:

I fi rst install a vent fl ap around the hole. 

Then I scribe the birdhouse sides to the profi le of the clapboards. For the bird-
house pictured, I used 5/4 cedar trim stock. 

To attach the birdhouse to the clapboard, I fi rst mount cedar cleats above and 
to the sides of the vent fl ap. Then I trim and install the sides and roof of the 
birdhouse. 

I use clapboard sized appropriately for the roof of the birdhouse and clap-
boards with half the reveal of the wall for its front.
These boxes not only solve little problems, they’re also fun to build.

— Ed Weber, Locustville, Va.

Tips & Techniques provided by 
Fine Homebuilding. 
©2010 The Taunton Press



NAHB Member Advantage Program
[ builder issues ]
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Hewlett Packard
• Discounts: 9% notebooks, 5% printers/scanners, 7% hand-
helds, 12% workstations (faster processing power – ideal for 
graphics, blueprints), 16% servers, 12% storage, 6% third par-
ty options (over 10,000 items), plus free ground shipping.
• To place your order call 1.888.202.4488 and mention pass 
code “NAHB” or www.hp.com/go/nahb
FedEx Advantage Program & YRC Transportation
• Up to 29% on select FedEx Express® U.S. services
• Up to 25% on select FedEx Express international services
• Up to 20% on select FedEx Ground® services
YRC (formerly Yellow & Roadway)
 Save at least 70% with YRC for your freight shipping needs.
Visit www.1800members.com/nahb or call 1-800-MEMBERS
Offi ce Depot
• 10% off all delivery orders. Free shipping on orders of $50 or 
more.
• Call 800.274.2753 and be sure to mention your NAHB mem-
bership or www.offi cedepot.com/nahb
Wyndham Hotel Group & Endless Vacation Rentals
• 20% off the best available rate at over 6,500 hotels, resorts, 
and over 60,000 rental properties worldwide. Mention ID 20090 
at time of reservation. 877.670.7088. • 10% off Endless Vaca-
tion Rental properties in the US, Caribbean, Mexico and Can-
ada. Including select US Disney properties.

Burts Bees and Green Building Connect
For business professionals who are looking to establish themselves 
in the green home building industry, delivering green products to the 
marketplace won’t be enough, according to speakers at the NAHB 
National Green Building Conference in Raleigh, N.C.  Companies 
who bill themselves as green builders can expect to be scrutinized 
by the public for assurances that their operations embrace the same 
principles of sustainability that are represented by their homes.

“Green goes beyond the product offering,” said Tim Costello, chair-
man, president and CEO of Builder Homesite. “The purveyor of goods 
and services needs to be consistent with those goods and services. 
Builders need a congruent message. There is more that green build-
ing companies can do than build green homes,” he said.

If builders don’t practice what they preach, “consumers will see the 
disparity,” Costello said. “Think about your construction activities, the 
services you use, your offi ce and showroom practices. You have to 
think green internally so you will be a role model for the industry.”

In a keynote address to the conference, John Replogle, president and 
CEO of Burt’s Bees, described the steps his company took to entirely 
eliminate waste from its offi ces and manufacturing facilities in an ongo-
ing effort “to be the greatest personal care product company on earth.”

Despite a 30% surge in its business growth in the 18 months between 
January 2007 and June 2008, Burt’s Bees was able to reduce the 
waste it was having hauled off to the landfi ll by 85% — from about 
30 tons a month to fi ve tons.  To eliminate the remaining waste, the 
offi ce was closed for a “Dumpster Day” afternoon that started with a 
free lunch and continued with every Burt’s Bees employee sorting 
the trash into three categories: items that were recycled, those that 
should be recycled and those that were truly trash.

Today, the real trash that was found in the dumpster is composted, 
he said, “and we are a manufacturer who sends not a single ounce of 
waste to the landfi ll.” As a result, waste has gone “from a cost center 
to a profi t center” and “it’s a story I can sell.”

In its efforts to create “a sustainable business model,” the company 
occupies space that is LEED-certifi ed; makes a product that is 100% 
natural, with recyclable packaging; uses 100% renewable energy and 
has reduced its energy consumption by 40%; has cut the use of water 
not going into its products in half; and is working with Habitat for Hu-
manity to produce affordable green housing for the local community 
that can hold utility costs to as low as an average of $26 a month.

Replogle advised builders to make sure their “words and actions 
match.” This is conducive to “building trust, which is the defi nition of 
a brand: communication between you and the customer.” With con-
cerns over personal and environmental health becoming more deeply 
rooted in the lifestyles of consumers, now is an optimal time for build-
ers to go green, he said.  There will be “winners and losers,” he said, 
“but those who are more effi cient with resources will gain.” He added 
that, “We are now in a conserve-cash mode, but now is the time to 
prepare for what’s coming next.”

Builders were told to take a “systemic approach” in recasting their com-
panies and to look for opportunities where there is a market imbalance. 
For instance, an estimated 30% of prospective buyers may be in search 
of a green home, but only 2% of the housing stock is green. Also, im-
proving the use of construction science can reduce waste, materials 
costs and even marketing costs.

And green consumers are well worth pursuing, in his estimation, be-
cause they tend to be better educated, research what’s on the mar-
ket and are more affl uent, highly loyal and less price-sensitive. And, 
they’re ringing up $200 billion worth of goods annually, $50 billion of 
that related to green building.  costs.

For information about green resources, e-mail Calli Schmidt at NAHB, 
or call her at 800-368-5242 x8132.



A recovery from the Great Recession was never expected to be 
swift or strong, but recent economic weakness has raised ques-
tions about the recovery’s sustainability. Former Federal Reserve 
Chairman Alan Greenspan, a man of few words, described the 
situation as “an invisible wall, which we have run into here. This 
essentially is a typical pause that occurs in an economic recov-
ery.”

The recovery is not being pulled along by housing, and other com-
ponents of growth are becoming more fragile as consumers worry 
about credit and jobs. However, the basic recovery path remains 
positive even if slightly less robust than before oil started seeping 
into the Gulf of Mexico and Europe decided to pull back from its 
expansionary efforts.

The June employment report ignited concern when non-farm pay-
roll employment was reported down by 125,000 jobs at a season-
ally adjusted annual rate, following a 431,000 increase in May. 
But both the May and June numbers were distorted by Census 
Bureau hirings and fi rings, which were up 411,000 in May and 
down 225,000 in June.

More importantly but still disappointing, the private sector add-
ed 33,000 jobs in May and 83,000 in June. Although these were 
hardly robust numbers, June showed the sixth consecutive month 
of private job gains. During those six months, however, private 
temporary workers, who comprise less than 2% of private sector 
jobs, accounted for almost a third of the job gains, indicating that 
businesses are still hedging their bets, uncertain about the recov-
ery and, in particular, how long the growing demand for their prod-
ucts and services will last. If demand is sustained — as NAHB 
is forecasting — many of the temporary positions in the private 
sector will become permanent.

The one apparent bright spot in the employment report — the de-
cline in the unemployment rate from 9.7% in May to 9.5% in June 
— was actually a negative since it was not due to employment ris-
ing but job seekers choosing to leave the labor force, presumably 
because they considered their job prospects dismal.

NAHB is projecting  that the unemployment rate will be around the 
current 9.5% by the end of the year based on the assumption that 
there will be suffi cient net job creation to absorb the increase in 
the labor force as more workers return in search of employment.

Employment stability and job growth are keys to a housing re-
covery. In addition to alleviating workers’ fears about losing their 
next paycheck, improving employment measures help boost the 
confi dence of households that are considering buying a home. 
Residential construction continues to shed jobs, albeit at a slower 
rate than a year ago. In June, 6,100 jobs were lost, down from the 
36,900 job losses a year earlier and from the 81,700 residential 
construction jobs lost in November 2008.
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[ member news ]

A Pause in the Recovery or a Double Dip?
Total construction employment — including non-residential jobs 
— fell 22,000 in June, down from a loss of 30,000 in May. The 
overall unemployment rate for construction jumped to 23.7% in 
June from 20.6% the month before, refl ecting the  problems both 
residential and non-residential construction continue to face.

While the May employment report along with weak housing num-
bers increased speculation over a potential “double dip” in eco-
nomic activity, several factors favor the continuation of modest 
growth.

First, states have been slower than expected in distributing the 
$787 billion American Recovery and Reinvestment Act funds, 
which could also explain some of the current softness. The longer 
lasting impact will support growth later this year.

Second, consumption has been contributing about half of what 
it would normally contribute to economic growth, but disposable 
personal income has been moving up and we expect this to con-
tinue.  Avoiding a double dip depends on this, along with improve-
ments in household balance sheets that took very heavy hits dur-
ing the Great Recession.

Also, the Federal Reserve’s household balance sheet estimates 
for the fi rst quarter of this year show the fourth consecutive ad-
vance in household net worth. The gain was due primarily to ad-
vances in the stock market and paying down debt, mainly home 
mortgages and consumer credit.

We expect household wealth to trend up gradually over the bal-
ance of the 2010-2011 period. Consumers’ debt burdens have 
been improving since the end of 2008 and are at levels last seen 
at the end of 2000.

Third, productivity has increased for eight quarters as companies 
reduced their labor force more than output. Permanent hiring will 
have to occur to keep output ahead of demand as businesses 
reach an end to productivity gains. On the housing front, with in-
ventories of single-family houses at a 40-year low, any increase in 
demand will require new building.

Diffi culty in obtaining business and consumer credit has remained 
a signifi cant drag, but there have been some minor signs that this 
may be turning around. Non-revolving credit from commercial 
banks — which excludes credit card debt and mortgages but in-
cludes auto loans — has risen in four of the last fi ve months.

With bank balance sheets in better shape, it is likely there will be a 
slow improvement in credit availability over the coming months.

This article was reprinted with permission from NAHB.  For more 
information or for similar articles, please visit www.nahb.org.



[ member news ]
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Local Perspective: 10 Rules for Marketing to the Green Consumer
By Tim Costello, CEO, BDX, AHBA Member Company

Green is already big business. In fact, the US Green Building Council 
predicts that green building will contribute $550 Billion to the US economy 
over the next four years. But what how do you effectively communicate 
your green benefi ts to consumers? Here are 10 Rules that green market-
ers should consider.

Rule #1: Green is not a single market.
When you are defi ning a green consumer, remember that because green 
buyers are motivated by a variety of issues: national security, social jus-
tice, energy costs, and environmental responsibility to name a few, these 
potential customers don’t meet one specifi c profi le. Today’s green buyers 
are concerned mothers, patriots, conservationists, penny pinchers, self 
global citizens, etc... You get the picture.

It is important to keep these different perspectives in mind as you create 
your green marketing messages and tailor your green messages to your 
audience. 

Rule #2: Consumers Possess Little Real Knowledge of Green
Research has shown that while consumers say the environment is impor-
tant to them, very few are informed about Green products and resources. 
For example, one study showed that while 55% said that having a green 
home was “important” or “very important,” when they were then asked to 

name a green home feature unaided, 42% couldn’t. 

Rule #3: Consumers Don’t Walk the Walk
In a recent Simple Green/Seventh Generation survey, when asked, 
“How much, if any, does a company’s environmental record and/or prac-
tices impact your decision whether or not to buy its products?” 49% said 
“somewhat” or “very much.”

However, when asked the specifi c follow-up, “Have you ever chosen one 
product over another based on the environmental record/practices of its 
manufacturer?” 

Only 21% said yes. And out of that 21%, only 28% provided a specifi c 
product brand example.

Rule #4: Consumers Have Trusted Sources of Info  
It is important to recognize that consumers have resources that they trust 
and use repeatedly to gather information. The Web rules for trust, use, 
access and economy.

Rule #5: Green has low green brand awareness 
The majority of people can’t name a specifi c green company when asked. 
Marketers must create green messages that connect with consumers 
and are prevalent throughout brand messaging and identity.

Rule #6: Understand What Your Customers Mean By Green
What factors are infl uencing consumer decisions? Do they want to save 
money on energy bills? Are they looking for a healthier home? Do they 
hope to reduce their impact on the environment? Understanding custom-
er motivation is key to crafting strong messages.

Rule #7: Don’t Undersell Green
Roughly half of all options are not covered during the design center ap-
pointments and roughly half of what is said about products is wrong or 
misleading. Some best practices to help overcome this are to:
•  Integrate online content from the manufacturer into the virtual design 
center. This has resulted in 50% increase in technical option sales.
•  Create green option bundles to limit overall choice and avoid confu-
sion.
•  Be specifi c with your claims and advantages. 
•  Provide guarantees and fi nancing incentives.

•  Allow customers to compare green products 24/7 at their conve-
nience.
•  Brand your green programs
•  Leverage third party certifi cations

Rule #8: Green Consumers Want Others To Know What They’re Doing 
Consumer purchases serve multiple purposes. They have functional 
uses and serve a symbolic purpose. When consumers purchase a home 
with green features it says “I’m different.” “I make smart choices.” “Take 
Notice.” and “There’s a new approach and thinking at work here.” Brand 
your green programs and give customers something to talk about.

Rule #9: Avoid the Information Paradox
Sometimes providing more information may not help people make good 
decisions. People want to feel in control of their lives and resist the feeling 
of helplessness. More information may not help them in fact it may have 
the opposite effect. Keep it simple.

Rule #10: Green Goes Beyond the Product Offering
Your business must embrace green practices, not just offer green solu-
tions in order to gain consumer trust. Here are some things to consider:
•  Develop corporate sustainability policies
•  Understand impact of construction activity and materials selection
•  Use hybrid vehicles 
•  Make green lighting and recycling decisions in offi ces and showrooms
•  Use green promotions
•  Offset carbon emissions for 10 years
•  Track green progress through a company “green” blog

Builders Digital Experience is a one stop shop for digital marketing solu-
tions. In addition to the leading new home listing websites, BDX offers 
a host of solutions to help builders market the green features of their 
homes.  For more information visit: www.theBDX.com.
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Builders Give Voluntary Energy Effi cient Rating System a Thumbs Up
A voluntary energy effi ciency rating program for existing housing is an 
excellent idea, NAHB told the U.S. Department of Energy (DOE).

By understanding how much energy an older home needs for heating, 
cooling and other uses, consumers can make more informed choices 
— whether they are in the market for a new home or thinking about 
making improvements to their own.

However, the plan will meet with greater success if it avoids certain 
pitfalls, NAHB told the agency. Among the association’s recommen-
dations:

Labeling. NAHB suggests that DOE look at its own Builders Chal-
lenge EnergySmart Home Scale (E-Scale), an easy-to-read tool for 
home buyers and home owners to determine the energy effi ciency of 
the home and that is uniform, credible and marketable. 

NAHB also urged the agency to use a modifi ed E-Scale as the basis 
for an energy performance label for existing housing, including broad-
ening the scale to a score of at least 250 to incorporate more older 
existing homes. 

NAHB also suggests that DOE employ commercially available soft-
ware rather than developing specialized software and to require the 
National Renewable Energy Laboratory to establish a benchmark to 
meet specifi c criteria for retrofi t energy analysis. 

Auditing and Testing. The DOE rating program does not envision 
the addition of blower door, duct blaster or other testing, but if testing 
should be needed, NAHB suggests sampling — rather than before-
and after tests of each home — to reduce the expenses associated 
with retrofi t projects. 

“DOE should recognize that any requirement for two energy audits 
(test-in/test-out) per home would be an expensive process that would 
consume a considerable portion of any rebate,” the comments said. 

In addition, any list of contractors approved to do the testing should 
encompass a number of approved providers, including the Home 
Builders Institute, RESNET (Residential Energy Services Network) 
and established state programs, as well as the Building Performance 
Institute (BPI), as named in the proposal. 

“NAHB would also urge DOE to evaluate and approve a retrofi t train-
ing curriculum using quality assurance metrics developed by HBI, BPI, 
RESNET or a state-approved equivalent,” the comments said. 

Home Registry. DOE has proposed creating a National Building Per-
formance Registry to make detailed information about a home’s ef-
fi ciency available to lenders. “NAHB can support a national registry 
if it is not duplicative of existing provider (RESNET, BPI, HBI, etc.) 
registries/databases,” the comments said. 

“NAHB also wants to minimize administrative burdens on contractors, 
auditors and providers as they fulfi ll the data-entry requirements by 
making certain that DOE specifi es the minimum data requirements for 
registries,” the comments said. 

In addition, “NAHB supports allowing the data to be available to all and 
not become the sequestered or proprietary property of DOE. There is 
a great benefi t in DOE providing access to national registry/databases 
for retrofi t data analysis and program review purposes,” the comments 
said. 

Training and Certifi cation. NAHB  asked the agency to ensure that 
a variety of different certifi cation programs be qualifi ed for a remod-
eler or contractor to do weatherization work and energy-effi ciency im-
provements to ensure “a suffi cient number of certifi ed contractors, as 
well as to recognize the variety of factors, expertise and competencies 
needed for retrofi t activities across the country,” the comments said. 

The goal of any training program should be to ensure that the activi-
ties are performed correctly, without requiring unnecessary certifi ca-
tions for activities that will not be performed, or that are already well 
understood. DOE should accept any energy-effi ciency program ac-
cepted by a state energy agency or offered by a state or local HBA to 
be deemed suffi cient under any federal energy-retrofi t program,” the 
comments said.

This article was reprinted with permission by NAHB. For more 
information or for similar articles, please visit www.nahb.org.



[ member news ]
Focus on Universal Design for Age 50+
During a recent webinar on universal design by the 50+ Housing 
Council and NAHB Remodelers, builders and remodelers offered 
strategies on how to encourage reluctant home owners to incor-
porate features that will make their homes easier to use — even 
though most home owners balk at what they term “institutional-
looking grab bars for old people” and few will admit they actually 
need such features.

Tracy Lux, the moderator, said that builders and remodelers should 
stress that universal design is, fi rst and foremost, good design — 
and that good design is not only functional, it is also attractive.

The goal is to make a house seem as if it had always had the added 
universal design features and improvements installed.

First discuss the wish list for the home and how the owners intend 
to live in it. Then discuss their current physical requirements, fol-
lowed by a discussion about any future ones.

When broaching accessibility and ease-of-use, Panalist John King 
said he often mentions the possibility of clients being visited by ag-
ing parents or friends — so that clients can focus on aging issues 
and how they affect other people, not themselves.

King said he then discusses the current condition of the house and 
the clients’ personal style before fi nally suggesting what improve-
ments can be made that will enable the clients and their guests to 
get full use out of the home.

The third panelist, Dan Bawden, suggested that since few clients 
actually can accurately defi ne universal design, builders and re-
modelers should set the parameters of the discussion and defi ne 
universal design for them.

Lux and Bawden also suggested that builders and remodelers 
should “talk around” universal design terms when discussing its 
features and benefi ts. Instead of pointing out the need for an un-
obstructed pathway for wheelchair users, they suggested that 
builders and remodelers discuss “open concept” kitchens with 
roll-away islands.

If home owners wants to continue to work from their home, they 
said, that can lead to discussions on “energy-effi cient skylights” that 
bring in more natural light and help avoid eyestrain. This type of dis-
cussion will avoid pointing out that older people need more light.

Lux also suggested describing features using phrases such as, 
“making entertaining easier,” or “good for everyone from grand-
kids to grandparents.” According to research by the AARP, Lux 
said most home owners want to stay in their homes but do not like 
to talk about “aging in place.”

Bawden suggested that builders and remodelers should tell cli-
ents that designing for the long term will add very little expense to 
the project, especially in new construction.

He also stressed that CAPS builders and remodelers explain their 
designation as well as mention that their designation is recognized 
by AARP. Most people are more familiar with AARP than they are 
with NAHB, he said, noting that mentioning AARP adds credibility.

When discussing universal design, Bawden said the most impor-
tant tool a builder can have is a photo portfolio of beautiful projects 
that also demonstrate universal design features. Bawden also rec-
ommended that designers make themselves known to their local 
medical community, because medical professionals want their pa-
tients to live in safe, comfortable and livable homes.

Lux said that with skill, and a working knowledge of universal de-
sign and the products that make the designs come to life, build-
ers and remodelers can create “a unique selling premise” that will 
build client loyalty and produce referrals. ~www.nahb.org

NAHB has petitioned the U.S. Department of Energy (DOE) to re-
think a new “interpretive rule” that changes the accepted defi nition of 
a showerhead and limits the usefulness of additional hand-held de-
vices designed to improve a shower’s accessibility for the elderly or 
disabled.

With the new interpretation, the allowable gallons-per-minute fl ow ap-
plies to the entire shower stall, rather than individual showerheads.

“DOE said the change is intended to improve water effi ciency, which 
is a goal we support. Unfortunately, the solution goes too far,” said 
NAHB Chairman Bob Jones.

“Most people want to stay in their homes as they get older, so it’s very 
important to be able to identify and then remove any barriers within the 
home that can restrict these older home owners’ ability to live indepen-
dently,” Jones said. “Modifying a traditional shower stall with a single 
showerhead by adding a fl exible hose is one such improvement.”

Similar modifi cations — included in NAHB’s Certifi ed Aging-in-Place 
Specialist (CAPS) designation — are also helpful for the disabled or 
others who take seated showers.  Created in partnership with AARP, 
CAPS provides a curriculum and educational designation for remodel-
ers and designers serving the “baby boomer” population. More than 
4,000 housing professionals have now earned the designation.

Under DOE’s proposed defi nition, a shower with two showerheads 
— each with fully pressure-controlled and anti-scald control valves 
and individual shutoffs that are easily accessible from both inside and 
outside the shower stall — would not work effectively under the new 
defi nition because the total amount of water pressure would have to 
be split between the two heads.

The rule potentially bans the installation of spa-style showers and sim-
ilar features popular with many new home buyers — limiting consumer 
choice, but not necessarily saving water.

“DOE would have to come up with a ruling regarding the number of 
showers people are allowed to take and how many minutes they can 
last — and I don’t think the agency is prepared to go that far, for good 
reason,” Jones added.

“Had the agency gone through the typical notice-and-comment pro-
cess in which manufacturers, suppliers, builders and consumers have 
an opportunity to review and offer suggestions for improvement — 
DOE might have addressed these concerns in a more equitable and 
informed manner,” Jones said.  DOE may review comments submitted 
by NAHB, plumbing and fi xture fi rms adn other advocacy groups, but 
it is not required to consider them in its fi nal decision.

This article was reprinted with permission by NAHB. For more 
information or for similar articles, please visit www.nahb.org.

DOE Showerhead Rule:
Makes Shower Stalls Less Accessible for Elderly
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The housing market is about to see a major youth infusion from mem-
bers of Generation Y moving into households of their own, but what 
kind of homes they will want or be able to afford are among the open 
questions that will be especially challenging for established builders 
who may be ill-equipped to respond to the magnitude of the changes 
likely to characterize the recovery period that lies ahead.

Turning the tables on young men, young women will be the demo-
graphic group to watch, as they come to the housing market better 
educated and with higher paying jobs than their male counterparts.

James Chung, president of Reach Advisors, cited some demographic 
statistics about the U.S. population that ought to have an especially 
upbeat ring in the ears of the developers of multifamily rental proper-
ties. However, he cautioned that the dynamics of the marketplace will 
be dramatically different.

Less Money to Spend on Housing
Nobody quite knows for sure how the emerging economy will color the 
behavior of consumers, but as the U.S. population begins to get back 
on its feet fi nancially it is unlikely that typical housing consumers will 
have the wherewithal they once had to spend on housing.

In terms of household income, statistics from the Census Bureau de-
pict a decade in which the top 10% captured 50% of all U.S. earnings 
and the top 1% landed 25%, he said. In infl ation-adjusted dollars, from 
2000 to 2008 incomes were down for every age group up through the 
younger half of the baby boom, those aged 45 to 54, who saw their 
median income plunge almost 12%.

The younger baby boomers, the large majority of whom are well-
established home owners, will be able to soften that blow by falling 
back on healthy amounts of home equity, according to Chung. But that 
won’t be the case for Generation Y members, who have feet planted in 
both the 15-to-24-year and 25-to-34 age groups, both of which expe-
rienced a decline in median household income in the 7% to 8% range 
through 2008.

Born roughly in the 1980s through 1990s, members of Gen Y had 
actually been spending more than prior generations at their age even 
though they had less income than those who had preceded them, 
Chung said. But their high-spending ways began fi zzling out with the 
onset of the recession, he said, as the subsidies they had been receiv-
ing from their parents started “shrinking fast.”

The nation’s current job situation remains at detrimental levels for 
housing, With roughly 20% of the workforce out of work, underem-
ployed or so discouraged that it has dropped out. Returning to full-
employment will need some time, maybe not as long as the decade 
or more the Japanese took to recover following the collapse of their 
fi nancial institutions in the 1990s, he said, but that scenario is a more 
likely outcome for today’s precarious U.S. economy than the rapid job 
creation that used to occur in the aftermath of recessions.

What young women are able to earn in the period ahead and how well they 
fare on their career paths will have implications for housing, he indicated, 
perhaps enabling them to pass more quickly than expected through the 
upper end of multifamily rentals into the fi rst-time buyer market.

U.S. Population Keeps on Growing
The best news the demographics have to offer housing is that the U.S. 
population, unlike in most other industrialized countries, will continue on 
an upward march, growing from 300 million fi ve years ago to 350 million 
15 years from now and 400 million in maybe 25 years from today.

However, part of the challenge, he said is that this boost will be coming 
from segments of the population that don’t have the highest incomes. 
The number of individuals of mixed race will be growing the fastest — 
by about 150% — over the quarter-century span when the population 

What Young Women Want Is Key to Emerging Housing Demand
shoots from 300 million to 400 million. The mean household income 
of that group is below the income of whites and Asian Americans. The 
second fastest growing group by race will be Hispanics — with a surge 
of about 120% — and they earn far less even than Americans of two 
or more races.

Appearing prominently in this population mix along with aging baby 
boomers, multifamily developers defi nitely have to pay attention to Gen 
Y because it is accounting for the bulk of demand in the rental housing 
market. Those in the prime renting age bracket of 22 to 30 will grow 
17% from 2000 until 2020, when they will peak at more than 40 million 
strong, higher than the previous peak in 1985 fueled by the boomers.

Gender Counts
Gen Y is where gender comes into play and women are achieving 
more than men, reversing the income gap between the sexes in the 
workplace. In 1972, men were 1.5 times more likely to earn a college 
degree than women; today it is the exact opposite, he said.

Women working full-time receive only 79% of the pay men earn on av-
erage, but single women in their 20s working in an urban environment 
are earning 105% of what their male counterparts are earning, and in 
some markets their paychecks are 120% of the men’s, he said.

As a result, multifamily builders can expect to see more young women 
popping up, especially where they are renting a higher-end premium 
product, Chung said. Additionally, these women are taking a longer 
time to get married and have children, and this is “dramatically shifting 
the demand and need for housing, reshaping rental housing demand 
as they go through the cycle.”

Multifamily rentals will also be running into some competition from ho-
meownership among Gen Y women, part of a more general trend in 
which single women are accounting for 20% to 25% of fi rst-time home 
purchases. As the job market tightens up, Gen Y women are likely to 
be a primary market for fi rst homes.

Despite their higher incomes, “their preferences are different,” he said. 
In studies of their values “they are much more willing and thought-
ful about making tradeoffs and less willing to spend more.” They are 
more fi scally conservative than young men.  They are also responsive 
to housing that provides security and that enables them to create their 
own environment.

Little details are also important. “Young women are many more times 
likely to read for pleasure than young men,” said Chung. “As you 
shrink space, this has implications for what built-ins you want to have, 
what you put on the coffee table in marketing. 

Consumers Are Up in the Air
With men and women alike, builders are going to have to grapple with 
“fi ssures in consumer behavior,” according to Chung. Consumers are 
rethinking their prior brand preferences, their aspirations, where they 
want to focus their spending and where they are shaving it.

Also bridging gender differences, members of Gen Y have “techno-
logical expectations well beyond the rest of us,” he said. “They are 
using that to customize their lives on line and off line; their relationship 
to the digital world is different.”

The real correlation is between home building and the availability of 
credit, which is notably lacking at the current time. “People are on the 
sidelines waiting to build,” he said, and when the necessary capital 
does arrive there will probably be a spike. “Capital availability will open 
up faster for multifamily,” he predicted, “because the fundamentals in 
many markets are better for multifamily.”
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Allied Insulating Co
Jeremiah Hughes
339 Old Lyman St.
Asheville, NC  28801
(828) 253-4387

Ammons Building Corporation
Jeffrey Ammons
3115-101 Heritage Trade Drive
Wake Forest, NC  27587
(919) 453-0175

Amos Mountain Homes
Ken Hilbert
265 Poison Ivy Dr
Green Mountain, NC  28740-6200
(828) 682-7350

BB&T Mortgage
Greg Wilkie
PO Box 450
Asheville, NC  28802-0450
(828) 225-2060

BB&T Wright- Dobbins Ins
Al Dobbins
PO Box 5318
Asheville, NC  28813-5318
(828) 255-7575

Bonded Builders Home Warranty
Harry Hudson
85 Laurel Ridge Pl
Hendersonville, NC  28739-5823
(828) 891-4610

Brigman Custom Builders  Inc.
Tim Brigman
PO Box 683
Weaverville, NC  28787-0683
(828) 273-1185

Builder Architect Magazine of WNC
Jim Joly
106 Beverly Road
Asheville, NC  28805
(828) 298-8222

C. Solesbee LLC
Carl Solesbee
641 Brevard Rd
Asheville, NC  28806-2229
(828) 665-2265

Carolina Stonecrafters  LLC
David Whatley
176 Clingman
Asheville, NC  28801
(828) 252-0611

CEMEX
Eric Gilliam
190 Meadow Rd
Asheville, NC  28803
(828) 231-0956

Christopher Fox Builders
Christopher Fox
46 Haywood St. Suite 307
Asheville, NC  28801
(828) 712-7444

Concrete Specialties Inc
J. Koehn
PO Box 1188
Travelers Rest, SC  29690
(864) 423-7003

Cool Mountain Construction
Brian Brunet
PO Box 580
Fairview, NC  28730-8722
(828) 628-3082

Crosswell Construction  Inc
Mac Crosswell
24 Austin Avenue
Asheville, NC  28801
(828) 252-0626

David Ballew Painting
David Ballew
PO Box 9948
Asheville, NC  28815-0948
(828) 299-4578

El Pintor
Claudio Zanchetta
20 Hendrix Street
Asheville, NC  28806
(828) 734-2217

Empire Building
Scott Piller
PO Box 18581
Asheville, NC  28814-0581
(828) 259-9519

Ewing & McConnaughy Inc
John Ewing
3161 Old US Hwy 70 E
Black Mountain, NC  28711-9426
(828) 669-1133

Gentry Heating, Inc.
Karen Meade
100 Buckeye Access Rd
Swannanoa, NC  28778-2933
(828) 707-2592

Hi-Tech Integrated Systems
Wally Capps
215 Haywood St # A
Asheville, NC  28801-2618
(828) 252-6001

Jade Mountain Builders
Hans Doellgast
186 Cisco Rd
Asheville, NC  28805-1339
(828) 216-3948

James H. McGinnis  Inc.
James Mcginnis
4 Pineview Rd
Asheville, NC  28804-1326
(828) 674-9232

JD Hanson Design Build  LLC
John Hanson
309 Scarlet Tanager Ct
Arden, NC  28704-9107
(828) 230-2278

LOGS/Loads of Good Shelter
Al Pierce
630 Flat Top Mountain Rd
Fairview, NC  28730
(828) 628-0630

Material Sales Company
Jon Neumann
PO Box 15377
Asheville, NC  28813-0377
(828) 686-5672

Merchant McLeod Inc
Thomas Jones
28 Windy Ridge Trail
Asheville, NC  28804
(828) 275-4858

Nova Kitchen & Bath  Enterprises
Ken Dinkins
305 Airport Rd
Arden, NC  28704-8402
(828) 687-8770

Page 9 Enterprises
Grant Sassen
7 Split Creek Court
Mills River, NC  28759
(828) 651-9389

Precision Clenaing Service, Inc.
Angie Brock
PO Box 18262
Asheville, NC  28814
(828) 776-4260

ProBuild
Jim Robertson
2324 Asheville Hwy
Hendersonville, NC  28791-1504
(828) 694-0665

Rex Vaughn Painting
Rex Vaughn
328 Hookers Gap Rd
Leicester, NC  28748-7518
(828) 683-2693

SE Stewart & Son Plumbing
Sam Stewart
23 Dillingham Rd
Asheville, NC  28805-1809
(828) 298-1255

Soderquist Construction Co.
Richard Soderquist
1200 Town Mountain Rd
Asheville, NC  28804-2932
(828) 258-3303

Solid Surface Specialists  LLC
Erin Spicher
62 Communications Dr
Waynesville, NC  28786-9743
(828) 452-4747

Tennessee Stone Co LLC
John Rector
PO Box 1736
Fletcher, NC  28732
(828) 681-5132

Thermacraft Energy Services  LLC
Michael Pope
306 Elk Park Drive
Asheville, NC  28804
(828) 285-8825

Thomson Worley  Inc.
Bob Thomson
PO Box 2101
Asheville, NC  28802-2101
(828) 651-9575

Wilson Construction Co
Larry Wilson
23 Spring Mountain Rd
Fairview, NC  28730-9672
(828) 682-9438
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*Pending New Member Orientation
Evaristo Garcia dba Custom Drywall
Evaristo Garcia
98 Wolf Park Circle
Asheville, NC  28804
828-713-2382
Drywall Contractors
SPIKE: Greg Spicer

Henson Building Materials
Jeff Manning
139 Broadway St.
Black Mountain, NC  28711
828-669-9602
Lumber Companies
Kitchen & Bath
SPIKE: Ryan McLellan

Henson Building Materials
Rodney Smith
181 Duke St.
Forest City, NC  28043
828-248-2468
Lumber Companies
Kitchen & Bath
SPIKE: Ryan McLellan

Hi-Tech Integrated Systems
Angela Ramsey
215-A Hawood St.
Asheville, NC  28801
828-545-5360
Alarm & Security Systems
Structured Wiring
SPIKE: Wally Capps

1-800-Water Damage
Nathan Holmes
36 Rolling Oaks Drive
Asheville, NC  28806
828-398-4027
Cleaning – Water, Mold & Sewage 
Damage
SPIKE: Greg Spicer

Cameron Builders
Mike Cameron
134-D Aurora Drive
Asheville, NC  28805
828-242-0039
Carpenters
Kitchen & Bath
SPIKE: Greg Spicer

*Pending New Member Orientation
M D Roberts & Co., Inc.
M Dean Roberts
287 Upper Grassy Branch Rd.
Asheville, NC  28805
828-273-3350
General Contractor
Modular Homes
SPIKE: Richard Soderquist

*Pending New Member Orientation
Petra Seal Inc.
Mark Oerther
PO Box 6661
Hendersonville, NC  28704
828-606-3507
Marble, Stone, Granite & Tile
SPIKE: DJ Harrington

To educate and engage new members within the association, we have a New Member Orientation. AHBA Members are required to 
attend the one hour New Member Orientation as the fi nal step in the application process.  

- Pending Members -
Abode Contractors LLC
Robert Austin
1589 Patton Ave.
Asheville, NC  28806
828-258-1512
General Contractor
Modular Homes
SPIKE:  Steve Wallin

Insignia Painting LLC
Tyler House
196 Walnut St.
Arden, NC  28704
828-606-3247
Painting Contractors
Additions & Remodeling
SPIKE: Chris Cradduck

Jack Presnell Sr.
Jack Presnell Sr.
20 Embler Rd.
Alexander, NC  28701
828-683-9801
Flooring & Floor Coverings
SPIKE: Greg Spicer

James Hardie Building Products
Aaron Beasley
11 Oakview Drive
Greenville, SC  29605
678-517-8270
Building Materials: Wholesale
Siding Suppliers
SPIKE: Kris Chapman

Mercer Design Group
Eric Allen
PO Box 1516
Weaverville, NC  28787
828-645-7088
Engineers
Water, Sewer & Storm Drainage
SPIKE:  Angie Brock

The Integrity Design Group
Charlene Cook
46 Craftsman Circle
Asheville, NC  28805
828-255-7928
Home Staging
Decorating & Interior Design
SPIKE: Lorraine Plaxico

- Sorry to See You Go -

Majestic Estate Builders, LLC
Builder

Mick DelGreco Mountain 
Homes, LLC
Builder

Mountain Building & Painting, Inc.
Associate

Aspen Builders, LLC
Builder

Curto Electric
Associate

David Wells Floor Covering
Associate

Home Transitions
Associate

Preferred Plus Electric
Associate

Prinz Management
Builder

Sommerville Builders
Builder

Southern Community Trust & Bank
Associate

Trade Mark Stair Design, Inc.
Associate

Wilson Drywall
Associate

The AHBA is sorry to see the companies below drop their AHBA memberships.  If you know these past members, or do business with 
them, give them a call and help us get them back to the AHBA!

PLEASE READ
In compliance with our Bylaws and the policies which have been put in place by our Board of Directors and the Membership Committee, Association proce-
dure is to have new member applications approved by the Board of Directors and by the General Membership.  Please look at the lists of all Members.  If 
you know of any compelling reason that any applicant should not be considered for membership, please contact any AHBA staff member at 828-299-7001 
or email your comments to the AHBA at info@ashevillehba.com.  All information given to the AHBA is held strictly confi dential.
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Get Your Tickets Now for the 2010 Annual Parade of Homes Awards Gala

Other Sponsors include:

Presenting Sponsor: 
CWB Technologies

Contributing Sponsors: 
Biltmore Farms Homes
Ferguson Enterprises, Inc.
HomeTrust Bank
The Western Carolina Home Place 
     dba Custom Homes of Asheville

Patron Sponsors: 
ACM Design, PA
Asheville Savings Bank
BB&T
Brand Vaughan Lumber of Asheville
Builders FirstSource
Carpet One Floor & Home
Cason Builder Supply
Duinkerken Homes, Inc.
Hi-Tech Integrated Systems, Inc.
Horizon Carriage House Doors
K-Wall Poured Walls, LLC
more SPACE place
ProBuild
Solid Surface Specialists, LLC
Tucker Materials, Inc.
Westall Chandley Building Supplies
Willow Creek Hearth & Leisure, Inc.

Friends of the Parade:
84 Lumber
Carolina Drywall Contracting
Gutter Helmet of WNC
Jennings Builders Supply
Retro + Fit Design, LLC
Thompson-Rhodes Builders, Inc.

Featured Builder

Presenting Sponsor

We are excited about this year’s Parade!  Mark your calendars for October 9/10 and 16/17 to visit the homes listed in our 2010 Event.  Below you will fi nd a 
list of our participating builders as well as the 2010 Sponsors!  The Offi cial Parade magazine will arrive to the AHBA on September 15th and will include all  
entry locations, sponsor information and more.  Copies will be available at the AHBA Offi ce, any entry location, the local Chamber of Commerce or through 
CWB Technologies.

The Parade of Homes Committee is working diligently to prepare for the Parade of Homes Gala, to be held at the Crest Center Pavilion. Be sure to join us 
on October 13th for this special AHBA Event- cocktail attire and outstanding food and drinks.  We will be sitting theater-style for the main event this year- as 
we pay our respects to the ultimate in homebuilding craftsmanship for 2010.  

We would like to thank our sponsors, without these dedicated companies, the Parade of Homes would not be possible!  Special thanks to our 
featured Builder with the coveted front cover photo shot,  C.Skip Brewer, AB, CGP and our Presenting Sponsor will be CWB Technologies.

2010 Parade of Home Builders 
Ammons Building Corporation   
Bass and Royster Builders, Inc.
Biltmore Farms Homes
Brookstone Builders, Inc 
Frellick Brothers Custom Home Builders
Grammatico Signature Homes, LLC
Greencraft, Inc.
HomeSource 
Jade Mountain Builders
JAG & Associates Construction, Inc. 
Kirk Johnson Construction
Krog Homes, Inc.
Longmeadow Homes, LLC
Longview Builders, Inc. 
M D Roberts & Co., Inc.
Red Tree Builders, Inc.
Richland Homes
Ridgeline Construction Group
Steve Williams, Builder
Wright Family Custom Homes

Special Projects: Bellwether Design-Build; Demos 
Builders, Inc.; HomeSource; Living Stone Construction, Inc. 
and Spear & Wills Builders, Inc.
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A N ATION
Now that the jolt from the home buyer tax credit has subsided, the real estate industry once again fi nds itself on its own 
battling a fl at economy.

When facing stressful market conditions in the past, builders and real estate professionals would typically increase their tra-
ditional, and often expensive, advertising, but the tools they used then are not as effective in today’s market.  For instance, 
because of declining circulation, newspaper advertising does not seem to create the draw it once did. The Newspaper Asso-
ciation of America cites a 28.6% drop in print advertising revenue for 2009, with the average daily U.S. newspaper circulation 
declining 8.74% during the six months ending on March 31, 2010, according to the Audit Bureau of Circulations. Under these 
circumstances, many builders are turning to public relations to increase their marketing impact. 

The cost of a month’s worth of full-page color ads in the Saturday real estate section typically may pay for several months’ worth of dedicated PR. And a 
few well-placed stories can sustain buyer interest across local print, television and online media.  So, whether you’re already working with a dedicated PR 
team or contemplating such a move, here are a few insights designed to help maximize your investment in public relations:

Advertising Provides Complete Control, Public Relations Does Not. 
While advertising in major local media outlets comes at a cost, you do get exactly what you pay for. The materials delivered by your marketing team are 
published in your local newspaper or broadcast on the radio. You know exactly when and where those assets will appear and you can closely track their 
impact on sales center visits and home sales over time. With PR, however, once a reporter expresses interest in covering your project’s story, it’s diffi cult 
to control the story or whether a competitor will be included in it. Forces outside your control also may conspire against you with PR. The morning crew 
assigned to broadcast from your sales center may be called away at the last minute to report on storm damage, a crime or accident — and suddenly your 
best-laid plans for a weekend sales promotion are thrown into doubt. 

Public Relations Is More Credible Than Advertising. 
There are risks to PR, but the benefi t of credible, hard-hitting exposure for your product easily outweighs them. Home buyers rely on advertising in newspa-
per real estate sections and on radio, television and websites to help them determine what communities are available in their price range and geographic 
area. However, they regard stories in the newspaper or on a local newscast as more credible than advertising and these stories can actually infl uence 
their decisions.  Public relations is also an effective branding tool. For instance, if a development’s proximity to top schools is a key selling point, then a TV 
news story on a school’s charity drive that is being sponsored by the developer is going to help viewers connect the developer’s brand with supporting local 
schools. This method of branding has a higher impact than advertising because it gains an extra level of credibility through an independent source.

Implementing an Effective Public Relations Strategy Is a Long-Term Process. 
Pitching reporters is more of an art than a science, and it may take weeks or even months to place the right story in the right media outlet. Relationships 
are critical to successful PR. So, when considering hiring a PR agency, be sure to ask about the successes the agency has had in placing stories with 
reporters and editors, particularly regarding real estate. Even with the right relationships in place and a killer pitch, timing is everything. A story on home 
landscaping in a local development is more likely to run in the spring, when home owners are working on their landscaping. While not every story will 
gain traction online as a viral hit, even only a few mentions on Twitter, Facebook or local blogs are benefi cial and help magnify the exposure of the story 
originally placed by your PR team.

Public relations is not a “magic marketing bullet.” But then again, neither is advertising. The ideal marketing approach should involve investing in both.
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[ AHBA Nation ]

Public Relations: a Cost-Effective Marketing Tool
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Asheville Home Builders Association
PO Box 9722
Asheville, NC 28815

Contact us today for details on becoming a Home Advantage builder.
progress-energy.com/CarolinasHA or 1.800.327.8704

The benefits of Home Advantage are   easy to grasp
Get a competitive advantage in today’s market. With Home  
Advantage from Progress Energy, you can stand out when  
you build ENERGY STAR® certified homes that are 15 percent 
more energy efficient than standard homes. You’ll also receive 
valuable cash incentives starting at $400 per home.

Plus, each home you build to Home Advantage standards comes 
with a 5 percent Progress Energy homeowner discount for the 
lifetime of the home. 

home advantage

©2009 Progress Energy Carolinas, Inc.

Blueprints is an award-winning publication!
2008 STARS Award (NCHBA)
2008 Association Excellence Award (NAHB)


