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In This Issue:  
•13 Tips for selling a home in winter 

•Will the real home buyers please stand up? 

•Getting to know…. 

•A word from your president 

•Pig Roast recap 

•Associates, it’s time to get back into the 
swing of  things!  
•$500 Cash for you! Find out how 

inside! 
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Office Closed for 
Thanksgiving 

Bob Slayton, his daughter Hannah and Tom Moreland  easting 
poolside. 

Thanks Bob for slaving over the slow cooker all day!!  The Pork was 
yummy! 

The kids had a blast playing 
on the bounce house pro-

vided by Skill Construction! 

Steve Arnold and his wife 
Haven with new members 
John Tickle and his wife 

Patty! 

Welcome John and Patty! 

Jim Averwater treating his granddaughter to a cool snow 
cone! 

We would like to thank: 

Jim Averwater and John Floyd for letting use the Puckett Station pool house. 

Skill Construction for sponsoring the bounce house. 

Properties Unlimited for sponsoring the nacho bar. 

Nationstar Mortgage for sponsoring all our beverages. 

Huskey Truss for sponsoring snow cones for the kids. 

Bob Slayton of  Slayton Homes for spending the day slowing cooking the pork for all 
the sandwiches! 

Rick Hardesty of  Lewis Bakery for donating the buns. 

The Associates/Non Dues committees for all their hard working planning the event!! 

CONGRATULATIONS to Brenda Sharp, 1st Place in the dessert contest and Linda 
Dillon 2nd place and Karyn Beaty took 3rd. 



Dan Seals enjoying nacho bar provided by Properties 
Unlimited! 

Pig Roast Recap! 

The kids had a great 
time cooling off in 

the pool. 

Steve Arnold and 
David Johnson  playing 

corn hole! 

Brenda Sharp and her family relaxing 
poolside! Tom Moreland and 

Karyn Beaty enjoying 
a cold beverage in the 

shade. 

Jenny Pike, wife of Brian Pike watches and he helps the kids get 
snow cone provided by Huskey Truss 
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 We read and hear so many opinions 
of the Housing Market  that I personally 
get unsettled. The article by Barbara Kiviat, 
who has covered business and economics 
for Time for more than nine years, 
launches an all-out assault on homeowner-
ship, describing it as a “cult” and a “fetish,” 
and charges, among other things, that it 
“may have triggered the financial crisis. 
(Time magazines September 2010 cover 
story). Karl Case, an economics professor 
at Wellesley and co-creator of Standard & 
Poor’s Case-Shiller housing index, writes in 
the Sept. 1 issue of The New York Times  
“the American Dream is alive and now is 
the time to buy . The American dream will 
continue to endure despite the catastrophic 
drubbing that the nation’s housing market 
has taken since 2005.” 

Other industry sources are writing 
similar contradictory articles: 

    •When Will Sky-High Lumber 
Prices Head Downward? 
 •Two-Thirds of Americans Say 
Now Is a Good Time to Buy a Home 

 Feel my pain? 

 How to be good and mad starts with 
believing in your  local chapter of the Home 
Builders Association.. I understand the 
housing market goes beyond our neighbor-
hoods, but it is comforting  to me, to be 
able to share our concerns with those in the 
know with a more local understanding of 
our market. The RCHBA  offers this and so 
many other opportunities to stay in-
formed  to our industry and the community 
it serves.  

The first day of Autumn is upon us, 
time appears to be going bye rapidly but the 
RCHBA has a lot of accomplishments thus 
far this year, due to the continued efforts 
from a understanding Board of Directors 
and a supportive membership. Thanks to all 
of you for your support. 

I am leaving for my trip to Romania 
and I would like to give recognition to some 
of our industry supporters for this cause. 
Derek & Ann Raborn, Raborn Insurance 
Agency, Andrew Young, Nat Essell and my 
prayer partners Michael Wrather and Derek 

Raborn. Thanks to all who have prayed with 
and for me in this mission. 

Election time is also upon us. Those of 
you, who know me well ,know that I am not 
ashamed to direct you on how to vote, but I 
am not going there. I would like to urge you 
to exercise your rights and to vote. Our na-
tion is in desperate need of revival , begin-
ning with those who lead us in making deci-
sions for our country. The Bible promises 
“If My people…will humble themselves and 
pray…I will hear from heaven and will heal 
their land.” 2 CHRONICLES 7:14. Lets join 
together in praying for America and its lead-
ership. 

Be sure to read “Getting To 
Know :Brenda Sharp ,what a lady and Re-
member To Do Business With A Member. 

 Be angry and do not sin ..." Ephesians 4:26 
(ESV) 
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Skill Construction Co. Inc 

 A word from your president - How to be good and mad ��
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Official NAHB  

Standings as of  September 15,2010 
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How do I earn Spike credits? 

Members earn one Spike credit for each new member they sponsor. When that member renews after 
his or her first year of membership the sponsoring member automatically gets one retention credit. 
Every year the member renews thereafter, the sponsoring member will receive a ½ renewal credit.  
For Affiliate members, Spikes receive a ½ credit for recruitment and a ½ credit for their renewal. 
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Freeland Chevrolet is having a customer appreciation luncheon cookout on Tues, October 12th from 11A  to 
1P. We are combining this with our first annual Rutherford County Home Builders Associ ation event. We in-
vite all members of  the RCHBA to come join us for lunch and receive certificates from Chevrolet good for 
$500 off  the price of  any new Chevrolet. This is in addition to our Freeland Chevrolet fleet discount pricing 
and can be used for future purchases also. Come join us for a good time, good food, product presentations, 
and great gifts that will be given out in multiple drawings. 

Mark the date Tuesday October 12th 11AM to 1PM 
Freeland Chevrolet Superstore 
5333 Hickory Hollow Pkwy 
Antioch, TN 

Prizes galore!!!!!!!!!!!  
Participating sponsors— 

Commercial Truck and Van 
Kapheide Mid South 
Palfleet Truck Equipment 
Line-X Spray Liners 
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 Brenda Sharp ,the lady who has 
gas, these are her words. Brenda has so 
much more and has given so much to this 
association. Brenda has been a member of 
the RCHBA for over twenty years having 
served on the Board  of Directors  ,served 
as the Associate Vice-President, twice, 
along with Associate of the Year, twice. 
Brenda, represented our local as  State As-
sociate of the Year, served as National Di-
rector and Lifetime Director from the State 
and Local Chapter as if that is not enough 
she has been committee chair for almost 
every event the association has at least 
once. I wish we could clone Brenda for the 
future of RCHBA. 

Q: Brenda how did you become aware and 
join  the RCHBA 

A: I worked for United Cities Gas as a dis-
patcher and then soon into a builders rep. 
That is when I joined and have feel in love 
with the people of the association and 
those in this  industry. When ATMOS En-
ergy purchased United Cities , I was asked 
to stay in my position, I accepted and have 
enjoyed every moment. 

Q:Brenda ,how long have you been with 
UCG/ATMOS?  

A: It would be twenty –four years in March 
of 2011, but sense you asked ,I would like 
to share with the readers my retirement is 
set for November 30th of 2010 

Q:Surprise, Brenda I am sure you will be 
missed by all of us builders who have relied 
upon  your professionalism  especially the 
RCHBA, because of all you have done for 
us and not to mention the void at ATMOS. 

A: Thanks Steve, I will miss seeing all of 
you as much as I have in the past, but I 
hope to continue to be involved in the 
home builders in some fashion. I feel the 
Lord has planned for me to do volunteer 
service for the good of all and helping an 
association like the RCHBA and what it 
does for the community is part of that plan. 

Brenda , you’re always welcome in the con-
tinue efforts of this association and I am 
sure my feeling are shared by all who know 
you and what you have done for the 
RCHBA. 

Q: What  plans do you have for the 
RCHBA 

A: become a possible affiliate member, then 
support the builders. This association is 
needed by the builders and the builders are 
the backbone of our nation. The govern-
ment seems to always attack the builders 
with different taxes or means of income and 
then leave the impression that builders are 
always making money and should be overly 
tax, and that is wrong. 

Q: Share with us about Brenda, church- 
family-etc. 

A: I am married to Bill, which many of you 

all know, he’s full of himself, he has already 
retired thou he’s working part time in the 
food industry ,we have been married for 47 
years, I deserve something very special don’t 
you think after all these years. We attend 
Edgemont Baptist Church in Shelbyville, we 
like it there. We have two wonderful daugh-
ters Teresa and Felecia and four grandchil-
dren from five months old that’s Anna 
Charlotte, Morgan (8),Madison whose 
10,and Mathew Blake 19, attending MTSU 
.We are proud of them all.  

Brenda, I see the smile on your face glow 
when you speak to me , I am so happy for 
you. 

Q: Before I let you go , what would you say 
to a new member of the RCHBA? 

A: That’s easy, Attend meetings- it like mak-
ing  a sell, you sometimes have to revisit an 
opportunity many times over, repetitive. Get 
involved, find out what the association has 
to offer, what it’s about and have it work for 
you as you work with it and help it grow, it 
is that simple. 

Brenda , Thanks for all you have done for 
the RCHBA and our industry. Enjoy your 
retirement and continuing God’s Will. I am 
 looking forward working with you in all 
your efforts. Thanks for your friendship 

Also ,Thanks to ATMOS Energy for sharing 
Brenda with  the Rutherford County Home 
Builders Association �
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Getting to know . . .Ms. Atmos, Brenda Sharp 

How can you get your name out there, help 
your association and get “freebies” all at the 

same time? 

Sponsorship!!!! 
Call today and find out more. 

 890-8224 
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What makes selling a home 
more stressful? Selling it in the mid-
dle of winter. 

The lawn is brown, the 
weather is usually bad and, unlike 
the longer days of summer, you have 
less time to show it off during day-
light hours. 

But not everyone 
has the luxury of waiting 
until the traditional spring 
or summer home-buying 
season to plant that "for 
sale" sign. And while it's 
true that in most areas you'll 
probably have fewer buyers 
during the winter, you will 
have less competition from 
other sellers. 

The season makes 
staging — the concept of 
showing your house at its 
best — even more impor-
tant. 

Be prepared to put 
a little effort into it. "It's 
more difficult to make 
something look really ap-
pealing this time of year," 
says Ron Phipps, broker 
with Phipps Realty in War-
wick, R.I. 

If you do it right, 
you can really make your 
house stand out. 

1. Keep snow and ice at 
bay. 
The top tip from agents: If the 
buyer can't get in easily, the house 
won't sell. That means keeping walk-
ways and driveways free of the fro-
zen stuff. Just like trimming the 
lawn in the summer, you want to 
make the home look like it's been 
maintained. If you're away fre-
quently or live in an area that's sub-
ject to bad weather, it can pay to 
hire a service to regularly salt or 
shovel the driveway and sidewalks. 

2. Warm it up. 
If you're showing during the winter, 
think "warm, cozy and homey," says 
Ken Libby, owner of Stowe Realty 
in Stowe, Vt., and a regional vice 
president of the National Associa-

tion of Realtors. 

Before a buyer comes 
through, adjust the thermostat to 
a warmer temperature to make it 
welcoming. "Sellers like to turn 
the temperature down because of 
heat costs," says David Ledebuhr, 

president and owner of Mussel-
man Realty in East Lansing, 
Mich., and a regional vice presi-
dent of the National Association 
of Realtors. "But buyers who 
come in and aren't comfortable 
won't stay long." 

If you have a gas fire-
place, turning it on right before 
the tour can give the house a little 
ambience, Libby says. 

With a wood-burning 
fireplace, you've got to be a little 
more careful. If the house is va-
cant, don't chance it. But if you're 
still living there and will be there 
during the tour, it can be a nice 
touch. 

Many times, sellers leave 
right before the agent and pro-

spective buyers arrive. In that 
case, adjust the heat to a comfort-
able temperature and have the 
hearth set for a fire. Buyers feel 
the warmth and see the potential, 
and you don't have to worry 
about safety concerns. 

3. Take advantage 
of natural light. 
"Encourage show-
ing during the high-
daylight hours," 
Ledebuhr says. At 
this time of year, "if 
you show after 
work, you're totally 
in the dark." 

Make the most of 
the light you do 
have. Have the 
curtains and blinds 
cleaned and open 
them as wide as 
possible during 
daytime showings. 
Clean all the lamps 
and built-in fix-
tures, and replace 
the bulbs with the 
highest wattage that 
they will safely ac-
commodate. Before 
you show the 
house, turn on all 
the lights. 

4. Get the windows 
washed. 
"Buyers act on the first impres-
sion," Ledebuhr says. Windows 
are one thing that many sellers 
don't even consider. In winter, 
that strong southern light can 
reveal grime and make it look like 
the home hasn't been well-
maintained. 

5. Play music softly in 
the background. 
To create a little atmosphere, tune 
the radio to the local classical sta-
tion. Turn it down so that you 
barely hear it in the background. 
"It's soothing," says Libby, who 
finds that soft classical music 
tends to have the most appeal to 
buyers. "I think people tend to 
stay around a little longer and 
look a little longer." 

6. Make it comfortable 
and cozy. 
Set the scene and help the buyers see 
themselves living happily in this 
house. Consider things such as put-
ting a warm throw on the sofa or 
folding back the thick comforter on 
the bed. Tap into "the simple things 
this time of year that make you feel 
like you're home," Phipps says. 

7. Emphasize winter posi-
tives. 
Is your home on a bus route or some 
other vital service that means it's 
plowed or de-iced regularly in bad 
weather? Be sure to mention that to 
the buyers. 

8. Set up timers. 
You want your home to look warm 
and welcoming whenever prospective 
buyers drive past. But you're not 
home all the time, so put indoor and 
outdoor lights on timers, Phipps says. 

Look at the outside lighting 
around the door. Is there enough 
illumination to make it inviting? If 
not, either get the fixtures changed or 
have new ones added. 

9. Make it festive. 
Even if you're not actually going to 
be present, greet your buyers as if 
they were going to be guests at a 
party, Phipps says. Set up the dinner 
table with the good china and silver. 
Have a plate of cookies for your 
guests, some warm cider or even 
chilled bottles of water. 

"First impressions are so 
powerful," Phipps says. "If it looks 
like you're expecting me and greeting 
me as company, that's a powerful 
impact." 

10. Give the home a nice 
aroma. 
The No. 1 favorite? "Chocolate-chip 
cookies," Libby says. "Just about eve-
rybody likes that smell." 

Other popular scents: cinna-
mon rolls, freshly baked bread, apple 
pie, apple cider or anything with va-
nilla, cinnamon or yeast. 

"But don't overdo it, either," 
Ledebuhr says. Scented candles in 
every room or those plug-in air fresh-
eners can leave buyers wondering 
what you're trying to mask. 

Continued next page 

13 Tips for selling a home in winter 

September 23, 2010 - A 
growing segment of the housing 
market, first-time home buyers are 
contributing to an increase in de-
mand for smaller and less expen-
sive new homes, according to 
research from economists at the 
National Association of Home 
Builders (NAHB). 

Delving into data from 
the most recent biennial American 
Housing Survey, which was con-
ducted by the Department of 
Housing and Urban Development 
and the Census Bureau in 2009, 
the study, "Characteristics of New 
and First-Time Home Buyers," 
finds that 41 percent of the 8.4 
million households who bought a 
home between 2007 and 2009 
were first-time buyers. 

"Builders are increasingly 
gearing their homes to the needs 
of first-time buyers, and we ex-
pect the trend to continue in the 
period ahead as the economy be-
gins generating more jobs and 
more people in their 20s form 
households," said Bob Jones, 
chairman of NAHB and a home 

builder from Bloomfield Hills, 
Mich. 

"New homes are a better 
match for the needs of the popula-
tion in general," Jones said. 
"Compared to what is typically 
available in the existing housing 
stock, they are more energy-
efficient, easier to maintain and 
have designs better suited to to-
day's lifestyles." 

The market share of first-
timers was up from 35 percent in 
both 2005 and 2007. Although 
some of the demand was fueled by 
the initial version of the home 
buyer tax credit in mid-2008, which 
was specifically targeted to those 
buying a home for the first time, 
the upward trend is expected to 
continue as children of baby 
boomers — members of a genera-
tion that is larger than their parents' 
— move into their household for-
mation years in the period ahead. 

Although new housing is 
significantly more expensive than 
the existing housing stock, 13 per-
cent of first-time buyers between 
2007 and 2009 purchased new 

homes. By comparison, 17 percent 
of all the homes sold during that 
period were new. 

Competing with foreclo-
sures and large house price declines 
in the existing home market, new 
homes lost ground disproportion-
ately during the housing downturn, 
falling from a 21 percent share of 
the homes sold in both 2005 and 
2007. 

The average market value 
of a new home purchased was 
more than $315,000, compared to 
more than $238,000 for existing 
homes. 

First-time buyers for the 
two years of the study had an aver-
age age of 34, compared to 46 for 
those trading up. 

The average income of 
first-timers was over $67,000, 
about 30 percent below the average 
household income of trade-up buy-
ers of $97,000. About half of the 
first-time buyers earned less than 
$60,000. 

The household size of 
both first-time and trade-up buyers 

has been declining, while single-person 
households have been on the rise. 

First-timers bought homes 
with an average market value of about 
$184,000, compared to more than 
$297,000 for trade-up buyers. 

First-time buyers bought 
homes averaging 1,874 square feet, sig-
nificantly below the 2,549-square-foot 
home purchased on average by those 
trading up. Forty-six percent of first-
timers bought homes smaller than 1,500 
square feet. 

The large majority of first-time 
buyers — 82 percent — purchased sin-
gle-family detached homes. 

Looking at survey findings on 
the reasons that buyers chose a particu-
lar home, the NAHB study notes that 
price was the top consideration for 38 
percent of the first-time buyers, fol-
lowed by the design and layout of the 
home, at 36 percent. 

On average, first-time home 
buyers looked at 15 homes before mak-
ing their purchase; 63 percent used their 
savings as the source of the downpay-
ment; and 22 percent of them had no 
downpayment. That was down from a 
peak of 25 percent in 2007, reflecting a 
tightening of credit standards in the 
mortgage market.. From NAHB online  

First-Time Home Buyers Stoke Demand for Smaller, Less Expensive Homes  
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 “I’m tired of wasting my time 
going to all the meetings and func-
tions at the RCHBA, there’s never any 
builders there any way!” 

 
If I only had a nickel for every 

time I’ve heard that……  
 
I’ve tried to tell Associate Mem-

bers for years that you don’t necessar-
ily have to network with just builders 
to maximize your time and money 
invested with the RCHBA.  Other 
associates often are the best customers 
and referral partners you will ever 
have!  However, that being said, for 
the first time in a long time the last 
General Membership Meeting had an 
equal number of both associates and 
BUILDERS!!! 

 
While it is fantastic to see the 

builders becoming more involved in 
the daily activities of the association, it 
is almost embarrassing to see the de-
cline in Associate involvement.  We 
(the Associates) have always been the 
backbone and the workhorses of the 
Association, how is it that the Builders 
have suddenly taken over the place? 

 
Perhaps it is just the simple fact 

that the builders are more aware of the 
current building environ-
ment.  They understand that 
when business is slow not 
only is it the best time to get 
some additional training, 
spend a little more time on 
your current as well as past 
client database and get-
ting your face and your 
companies name out and 
into the public;  but they 

also realize that when business is tight 
it is the BEST time to network!  Even 
if it is amongst your peers and 
 competition.   

Associates, it’s time to get back 
into the swing of things!  The business 
is out there for the taking, it’s time to 
go get it! 
JR Eastman 
Home Loan Specialist 
Churchill Mortgage Corp. 

             JR Eastman           Mike Shivers 

            615-364-9070          615- 542-2040 

 
Associates, it’s time to get back into the swing of things!  
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Watch the bad smells, too. Pet 
smells, smoke and musty odors can cling 
to curtains and carpets. Ask your real-
estate agent or a friend to give it a sniff 
test. Then clean the house, air it out and 
replace drapes, carpets or rugs before 
you show it. 

11. Protect your investment. 
Some sellers (or their agents) will ask 
buyers to either remove shoes or slip on 
paper "booties" over their footwear be-
fore touring the house. Many buyers like 
that, Phipps says. It indicates a "pride of 
ownership and meticulousness that reso-
nates with buyers," he says. 

12. Use the season to your 
advantage. 
While the holidays are over (and the 
Christmas and Hanukkah stuff should 
come down), you can still use winter 
wreaths and dried arrangements around 
the door to spark interest. "Anything 
seasonally appropriate is fun," Phipps 
says. 

In the winter, with the leaves 
off the trees, you might also have a nice 
view that isn't as apparent in the spring 
and summer months. It's a great time to 
sell waterfront properties, Phipps says. 
"You can see the views better this time 
of year." 

13. Consider the area. 
In some parts of the country, such as ski 
areas or warmer regions where the 
snowbirds flock, winter weather can 
actually be a selling point. "We're right 
in the middle of our selling season," says 
Libby, who is located in Vermont. "It's 
not always spring and summer."• 
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The survey asked shoppers about 
their economic situations, their reasons for 
buying, and the meaning of homeownership 
in their lives. The data’s not hard edged, but 
the responses carry a clear flavor. Hope, in 
these tough times, is tempered with practi-
cal, frugal thinking. Strong majorities agreed 
with statements such as, “Spending time at 
home with my family has become more im-

portant to me;” 
“I’m spending 
money more cau-
tiously now;” and 
“I’m not going out 
as much, so my 
home is more im-
portant.” And 94 
percent agreed 
with the statement, 
“I don’t want to 
stretch my finances 
too much when 
buying a home.” 

As in the survey last year, respon-
dents have serious concerns about the econ-
omy, and about their own job security. Sev-
enty percent describe current economic con-
ditions as “not so good.” Perceptions of 
current economic trends are split: 27 percent 
think things are getting worse right now; 27 
percent think they are getting better; and 45 
percent think they’re staying the same. Only 
37 percent are not personally worried about 
losing their jobs; 41 percent say they’re 
“somewhat concerned” about losing a job; 
14 percent are “very concerned;” and 6 per-
cent have already lost work. Even so, 66 
percent of the sample expects the economy 
to be doing better in a year’s time. 

So why buy now? Popular reasons 
included, “Having a newly constructed 
house that is more energy efficient;” 
“Wanting a larger house;” and “Having a 
home in a better neighborhood”—all practi-
cal reasons, especially for parents with chil-
dren at home. Tax incentives for first-time 
buyers were a relatively less important fac-
tor, checked by only 36 percent of the sam-
ple. By contrast, 52 percent selected, “Home 
prices and interest rates were their lowest in 
years.” 

Preferences 
About half of the shoppers sur-

veyed currently owns a home. And almost all 
of these homeowners are in single-family 
housing, not condos or townhomes. How-
ever, this segment includes those respon-

Let’s face it: This year’s home-sales 
market is the coldest since the Great Depres-
sion. Buyers went back into hibernation en 
masse in May, as federal tax credits expired—
and June’s anemic rebound was nothing to 
write home about. 

But that doesn’t mean the market’s 
dead. Hundreds of thousands of customers 
are still shopping. They’re serious, and they 
know what they want—
and in a market this weak, 
it’s more important than 
ever for builders to know 
that too. 

For the second 
year, American LIVES 
conducted a survey this 
spring for Builder of just 
those active buyers. In 
nine markets across the 
country—California, Ne-
vada, Arizona, Texas, 
Florida, North Carolina, 
Virginia/Washington, D.C., Michigan, and 
Indiana—real customers, including model-
home visitors as well as actual recent buyers, 
agreed to fill out a survey about their personal 
situations, their preferences, and their ulti-
mate choices. 

The complete results and analysis of 
all 646 responses are available online at 
(www.builderonline.com/sales/shopper-
survey-2010.aspx). Here’s a quick look at 
what the numbers show. 

Demographics 
The people who are buying homes 

this year are not the broad cross-section that 
swarmed models in 2004 and 2005. It’s a 
younger crowd, with a big chunk of thirty-
somethings, and even a few under-25s; almost 
65 percent are younger than 45. 

Married couples make up a solid 
majority. Families with kids, both single par-
ents and couples, also predominate (see 
“Married (Maybe) with Children,” page 92). 
But that still leaves a significant subset of solo 
home buyers. 

As for buying power, this year’s 
crowd skews toward the affordable end of the 
market—or, at best, the mid-range. A quarter 
earns less than $50,000 a year, a third make 
between $50,000 and $75,000, and about a 
fifth earn $75,000 to $100,000. Fewer than 20 
percent earned more than $100,000 a year. 

Attitudes 
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dents who just purchased from a builder, 
and it still leaves close to 50 percent that are 
renters. Among the renters, the vast majority 
are living in some kind of multifamily unit—
not surprisingly, since single-family houses 
for rent are scarce in most markets. And of 
the whole sample, the large majority is shop-
ping for a single-family home. Space mat-
ters—almost 80 percent agreed that “the 
most important thing to me is getting the 
most square footage at the lowest price.” 
But so does location: 68 percent agreed that 
“I am willing to accept a smaller home to be 
in the neighborhood I want.” 

Our sample comes directly from 
builder sales traffic, so it’s not surprising that 
almost all the respondents reported shop-
ping for new homes. But close to 60 percent 
also looked at existing homes; 40 percent 
looked at foreclosures; and 24 percent 
looked at short sale houses. When it came 
time to close the deal, however, 75 percent 
bought new houses, while only 21 percent 
purchased a resale home. Just 5 percent 
bought a foreclosure or bank-owned prop-
erty, and barely 1 percent purchased a short 
sale. Again, practicality seems to have ruled 
the day. After all, a young family, a single 
mom, or retired empty-nester hardly needs 
the hassle of dealing with a distressed prop-
erty. 

When it comes to energy and the 
environment, shoppers again show a practi-
cal side. In large numbers, they say they’re 
willing to spend $1,000, $5,000, or even 
$10,000 for energy upgrades (efficient win-
dows are a popular choice, followed closely 
by high-performance HVAC and extra insu-
lation). Far fewer say that they would spend 
money for “green” upgrades such as recy-
cled content or sustainably produced materi-
als. 

Knowing the Unknowns 
Our survey asks important ques-

tions, and it supplies strong hints about the 
likely answers. But it’s a high-altitude snap-
shot. Savvy builders always take a ground-
level look, and they analyze the data thor-
oughly for a more granular focus. 

Bob Hawksley, president of Cin-
cinnati-based Fischer Homes, says, “We slice 
our demographics by product type. And we 
break it down by age, by income, by what 
their present situation is, how many have a 
home to sell. We ask about family size, why 
they’re moving—and then, the price range 
that they’re targeting.” 
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Analyst Mollie Carmichael, a senior 
vice president with John Burns Real Estate 
Consulting, says, “The first thing you do in a 
new area is ask about demographics. What’s 
the mix of non-family and family? What is the 
life-stage segmentation by price point, based 
on their income? Do they have children? Are 
they married? What are their household re-
quirements? And then, how much can they 
afford? And oh, by the way, where do they 
work?” 

Geography, employment, and life-
style all interact in customers’ minds, Carmi-
chael explains: As you go down the main 
transit corridors in a market area, prices may 
drop, but the kind of housing also changes. 
“So there are trade-offs about price, lifestyle, 
and proximity to work—all based on what I 
can afford, and on what’s important to me.” 

So while our present survey shows a 
clear preference for single-family housing, for 
example, that doesn’t completely rule out 
attached housing. “Everybody who walks into 
our condominium models is telling me they 
are looking for a condominium,” says 
Hawksley. “But their family income is lower, 
because a lot of them are retired. And the 
buyers’ age range is at both ends of the spec-
trum. You have first-timers who are buying 
condos, and then you have the move-
downs—the empty-nesters. Twenty-nine per-
cent among our condo prospects want a 
smaller home; 39 percent, it’s their first home 
purchase. So it’s kind of a bar-bell graph.” 

And single-family buyers—the much 
larger segment in Fischer’s business—are not 
a monolithic group either, says Hawksley. 
“We have product that ranges from $90,000 
single-family houses all the way to million-
dollar single-family houses. Well, they’re not 
the same prospect.” 

“In every single metro,” says Carmi-
chael, “everybody really prefers to buy de-
tached. But it’s about what you can afford, 
right? I’m sitting right now at a new-home 
community in Virginia, where you can get a 
detached home for $150,000. You would 
never buy attached here, because you can buy 
detached for what attached costs. In fact, my 
cost to build attached is actually more. So 
attached doesn’t make sense. But in New 
York City, where you could never offer de-
tached because it would be far too expensive, 
there’s lots of demand for attached.” 

What about energy? Here, too, 
builders need to pay close attention to their 

own customers’ real responses. While our 
survey indicates a wide-spread willingness to 
spend money on energy efficiency, Hawksley 
sees enthusiasm tempered by value. “People 
want to see that it pays for itself,” he says. 
“They’re not willing to go and spend a whole 
bunch of money unless they see monthly 
savings, and they really want you to prove it 
to them.” 

“We provide what the code requires, 
and then [let people add what they want],” 
Hawksley explains. Fischer’s design center 
displays all kinds of upgrades to each base 
home package, from countertops to window 
upgrades. “Our average sales on options 
probably averages $40,000. But I don’t think 
two grand of that is for energy upgrades,” he 
says. “The rest is about, you know, making it 
nice. We display an energy-efficient area—we 
don’t hide it—but they would rather spend 
money on nice cabinets and countertops, than 
on insulation.” 

Future Shock 
The overriding big-picture issue for 

market researchers today, says Carmichael, is 
whether the current market reflects a new 
long-term reality. “We’re working to put to-
gether a big study, with 4,000 or 5,000 re-
sponses, about those underlying questions,” 
she says. “Has the American public, or con-
sumer, really become more frugal? Or is that 
just the result of the economy? Is Generation 
Y going to rent forever? Or just live with 
their parents? Is the jewel-box house here to 
stay, or will we go back to the McMansion?” 

But to answer those questions relia-
bly, Carmichael says, researchers will have to 
interview many thousands of home buyers. 
And to apply the big answers in context, 
builders will still have to take careful stock of 
local popu-
lations—
their in-
comes, their 
working 
situations, 
their social 
relation-
ships, their 
values, and 
their prefer-
ences, one 
town and 
one Zip 
code at a 
time. 
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