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Pulse Survey Reveals Growing Confidence

VICTORIA - The results of the Canadian Home
Builders’ Association Winter 2010 Pulse Survey were
recently announced and they showed a dramatic
decline in the percentage of home builders who
consider consumer confidence a critical problem.
The 2010 survey showed that, nationally, only nine
per cent of builders considered it a critical problem,
down from 54 per cent in 2009.

Instead, rising costs were the primary concern of
respondents. About one third of those surveyed listed
development charges as a critical problem. Rising
costs due to serviced lot prices was also high on the
list in most regions.

The 43rd Pulse Survey drew
on the responses of 387 new

Corporation, Natural Resources Canada and Altus
Group Economic Consulting.

That being said, builders’ expectations for 2010
remain modest. New home builders reported they
were projecting starts to total 142,900 units this year,
which would be down 4.15 per cent from the 149,100
units started in 2009.

Surveyrespondentsreported traffic was led most-
ly by first-time, move-up and move-down buyers.
Two-thirds of new home builders also said they
expect single-detached house prices will increase
in 2010. i

How do you expect new housing sales in your market to
perform over the next 12 months?

home builders and renovators, Atlantic
Canada

was conducted between this past
December and January, and was
carried out with the aid of the
Canada Mortgage and Housing

Higher 44%
Lower 6%

Same 50%

Quebec  Ontario  Man. &  Alberta B.C. Canada
Sask.

30% 51% 64% 71% 62% 57%
15% 16% 21% 7% 10% 12%
55% 34% 14% 22% 28% 31%

Resales Stumble Out of
the Gate

OTTAWA - Canadian home sales dropped 2.8
per cent in January, according to the Canadian Real
Estate Association. Year-over-year sales were up 58
per cent for the month. Ontario accounted for the
lion’s share of the decline, with British Columbia,
Alberta and Manitoba also seeing lower activity.

“Because activity began recovering in February
last year, large year-over-year gains are expected to
shrink over upcoming months,” the real estate group
said in a release.

A relatively low stock of existing homes on the
market continues to put positive pressure on prices.
As of the end of January, there were 170,199 homes
listed for sale on the MLS, which is 18 per cent less

than in January of 2009. ]
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Starts Continue Strong
Upward Trend

OTTAWA - New home starts in Canada surged
higher in February, continuing on the strong pace
of January. Starts were up six per cent between the
months of January and February, this after a 5.3 per
cent increase between December and January. The
increase represents the seventh straight month that
the rate of new home construction has increased.

The Canada Mortgage and Housing Corporation
reported new housing starts of 196,700 units on a
seasonally adjusted annualized basis.

“The gain in February housing starts was con-
centrated in the multiple starts segment, particularly
in Toronto,” said Bos DuGAN, chief economist at
CMHC's Market Analysis Centre.

Urban starts were up nine per cent for the month,
to 179,100 units at seasonally
adjusted annualized rates. Multi-
family starts accounted for the
majority of the increase, jump-
ing 19.1 per cent to 89,900 units
SAAR. Single-family urban starts
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of urban starts was up most in
Ontario with the province see-
ing its starts increase by 28.6 per
cent. Quebec was the only region
to see a decrease as its starts
dropped by 14.1 per cent. i
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By Peter Norman

Looking Back on a Wild 2009

Total Canada-wide housing starts pushed higher to
about 171,000 units seasonally adjusted at annual rate
(SAAR) in the fourth quarter of 2009, according to the
Canada Mortgage and Housing Corporation. That figure
is up about 14 per cent from the third quarter. Housing
starts for the year ended at 149,081 units, down some 30
per cent from 2008, and setting a new 11-year low.

Total starts were up in the fourth quarter in most prov-
inces except Quebec (stable), Nova Scotia and Manitoba
(both down). Starts for the year were down from 2008 in
every province but Prince Edward Island.

Activity Belies Shaky Fundamentals

In early 2009, the housing sector was hit hard by the
international financial crisis and subsequent recession.
By the spring, the pace of housing starts had fallen 45 per
cent from the year before, following a similar decline in
housingresales. Housing prices also showed the strain of
the recession, with new housing prices falling three per
cent and resale prices falling nearly nine per cent in the
first quarter of 2009 relative to a year earlier.

Months Inventory of New Homes*, Canada

4.0

35 -
304
251
2.0 1
159
1.0 4
0.5 -

M% g %

“Complited but unataored hames compansd with monlily dadts (B4), AL Carres of 50,000 population and cvar
Source: ARus Group Eceromic Consulting based on data loen CMHE

g g

— -

BEERERABEREE

Peter Norman is a member of
the CHBA Economic Research
Committee and is Senior
Director of Economic Consulting
at Altus Group (formerly Clayton
Research), a firm of urban and
real estate economists.

Despite these difficult beginnings, housing activity
improved remarkably through 2009. The number of exist-
ing home sales rose rapidly in the second half of the year
and 2009 turned out to be the fourth strongest year for
resale housing on record, including over 465,000 homes
sold and average prices that skyrocketed some 22 per
cent from the start of the year to the end.

There may be a tendency to read the increased hous-
ing activity as evidence that the Canadian economy is
solidly in recovery. However, on a variety of other mea-
sures, the recovery has barely begun and may prove to
be slow.

The third quarter eked out 0.4 per cent real annual-
ized growth in the economy and preliminary signs for
the fourth quarter is for further but weak growth. So the
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economy is now technically out of recession, but nomi-
nal GDP is still some 6.6 per cent lower than the third
quarter of 2008.

Moreover, Canada’s labour market remains very
weak. Nearly 500,000 jobs were lost in the early months
oftherecessionandjob growth, despite scattered months
of growth, has been essentially flat since. There contin-
ues to be slack in the economy, so sustained job growth
is likely still several months away.

Also, personal income growth appears to have stalled.
After averaging about three per cent per year over the
past five years, real personal disposable income per per-
son advanced only 0.5 per cent in the past year.

These indicators of still-weak economic activity,
coupled with emerging risk factors, keep us cautious
about the longevity of the current housing market spurt
of activity.

Strong housing demand in the face of weak and
somewhat uncertain economic conditions point to spe-
cial demand factors, in particular the strong affordabil-
ity associated with exceptionally low mortgage interest
rates. Pent-up demand from the recession, and poten-
tially from a period of relatively bubbly housing prices
(in some regions) prior to the recession, is also a special
factor.

Cautious Optimism

All told, the recent increase in activity in the hous-
ing sector is encouraging. It certainly suggests that the
housing correction that began in late 2008 in Canada
has been much milder than the corresponding troubles
in the US that began in 2006. Recent demand for new
homes has also helped to clear up new home inventories,
which were on the rise through the recession. The surge
in housing demand, however, likely will be shorter lived
than many may anticipate. Rising interestrates and a ces-
sation of recent pent-up demand will bring a newfound
normalcy to the resale market and also limit potential
growth in new home demand.

The primary uncertainty at this point is the timing
for higher rates. The consensus forecast is for long
fixed mortgage rates to rise about one percentage point
between now and the end of 2010 - which would not be
tremendously damaging to housing demand. The risk is
that they could go much higher, due in part to deterio-
rating government finances. If that occurs, then sharper
rises may come as early as the middle of 2010, or could
be many quarters away.

Home builders should treat current conditions with
cautious optimism. It is important to take advantage of
resurgent demand in your marketplace by bringing new
housing product to market. Risks of sharply lower hous-
ing demand are generally toward the end of 2010, so be
cautious with investments now that may rely on housing
demand at that time. i
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CHBA President Gary Friend presents the Rooftopper
of the Year Award to Pal Shergill

Congratulations to the
2009 Rooftopper of the Year:
Pal Shergill CHBA-Calgary Region

Rooftop Club members are dedicated to increasing
and sustaining membership
in the Canadian Home Builders’ Association.

Canadian
Home Builders”
Association

Membership Makes a Difference!
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ACT Grants Program Expanded

OTTAWA - The Canada Mortgage and Housing Corporation recently
announced the expansion of its Affordability and Choice Today (ACT)
Initiative. Twenty-two New grants totaling $99,700 were announced.

“CMHC is pleased to support the many municipalities, home build-
ers and non-profit housing providers working to develop local housing
solutions that will benefit the economy and revitalize communities
across the country,” said DouGLAs STEWART, vice-president, Policy and
Planning, CMHC.

The program, which has been in existence since 1990, provides
grants of up to $5,000 to teams of municipalities and private or non-profit
home builders who promote the improvement of planning and building
regulations in their communities to make housing more affordable and
responsive to local needs. ACT is funded by the CMHC, but delivered and
administered by the Federation of Canadian Municipalities with the par-
ticipation of the Canadian Home Builders’ Association and the Canadian
Housing and Renewal Association.

“ACT grants have helped home builders to work with municipalities
to streamline approvals and eliminate hurdles in planning and building
regulations in order to improve housing affordability and choice,” said
out-going CHBA president GARY FRIEND. i}

Ontario Survey Reveals Optimism
for Market

TORONTO - A new survey conducted by the Ontario Home Builders’
Association of its members found that nearly four out of five expect con-
struction activity to be equal or better next year compared to this year.

With a recovery in the economy seemingly underway, and with a
rebound in the housing market already evident, 22 per cent of member
builders and renovators said they intend to hire new staff in 2010.

“The residential construction industry appears to be on the road to
recovery,” said OHBA president, JAMEs BAzELy. “We are cautiously opti-
mistic that next year the new housing and renovation sectors will be
positive contributors to job creation and economic growth.”

Members surveyed suggested the incoming harmonized sales tax
was the most important issue facing the industry in 2010.

“One of our members’ top concerns was whether or not they would
actually see any tax savings passed on from suppliers and manufactur-
ers that they could in turn pass onto consumers,” noted Bazely. “The
general sentiment is that while some savings should occur by remov-
ing embedded taxes, new home builders and renovators will believe it
when they see it.

“The primary issue for renovators is the threat of a growing under-
ground ‘cash’ economy when the sales tax jumps from five per cent to
15 per cent. This will rob the government of tax revenue and expose
consumers to higher risks,” said Bazely. “We are still facing a lot of eco-
nomic uncertainty, especially with the impact of new sales taxes coming
into effect next year. But we do see the housing market stabilizing and
an increase in housing starts in 2010.”

The CHMC has forecast the province’s housing starts to improve from
47,400 in 2009 to 56,500 in 2010. i
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Rebecca Evans Named New
President of Durham Region HBA

Rebecca Evans (right) will be taking over for out-going president Frank MacPhee.

TORONTO - ReBEccaA Evans of MIDHAVEN HOMES is the new president
of the Durham Region Home Builders’ Association.

“It is a great honour to serve as the 56th President of the Durham
Region Home Builders’ Association,” said Evans at the President’s Gala.
“Tam grateful to the Board, the Executive and to our membership for their
confidence in me to lead our Association through the next year.”

Evans has been involved in the new home construction industry for
18 years, including the past 10 years at Midhaven Homes where her

duties have encompassed a wide spectrum including scheduling, con- Employee Time Card JO\ oo
tracts, bookkeeping, customer service and now senior project manager Bill Kemp

and health and safety officer. She’s also served six years on the DRHBA de.y:mm Z”": ::y JM‘“ 2°‘T°ues -

board of directors where she has successfully organized its annual trade g fan 7T TR

show, chaired the association’s Builders’ Council as well as advocating 78 7as 78 788
fairness and transparency in development charges across the various g M e tours.
municipalities and the region itself in the promotion of more affordable Teukems  #  DoubleTimeHours
housing. f
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By Tim Bailey

To regain the
customer’s
confidence,
you need to
communicate
in a way that
renews his or
her faith in the
relationship.

Tim Bailey is general manager
of AVID Canada, the leading
provider of customer loyalty
research and consulting to the
home building industry. Through
the AVID system, Tim's team
improves referrals, reduces
warranty costs, and strengthens
the brand of its industry leading
clients. He can be reached at
tim.bailey@avidglobal.com

Customers from hell: Why they don’t have to

ruin your day

Customer service is the cornerstone upon which
many successful businesses are built — including those
in the home building industry. Exemplary service, how-
ever, isn't always enough to ward off the bane of many
businesses, otherwise known as “customers from hell.”

“Looking at it from the customers’ standpoint, when
you fail to meet customer expectations and they're left
disappointed, psychologically and emotionally you're
looking at betrayal,” says Chip Bell, co-author of Knock
Your Socks Off Service Recovery.

According to Bell, customers come to your store
and buy from you with certain expectations in mind.
When those expectations aren’t met, the customer feels
betrayed. So to regain the customer’s confidence, you
need to communicate in a way that renews his or her
faith in the relationship. Such communication usually
begins with an apology.

Saying “I'm Sorry”: Most people by nature are
forgiving — if we give them a reason to forgive. In fact, a
sincere apology is one of the easiest ways to calm an irate
customer. Many home builders, however, are reluctant
to apologize for fear that they will be admitting to some
liability. But saying “I'm sorry that happened to you” is
different than saying “I'm sorry I screwed up.”

A good apology is a humble statement of sorrow, and
itneedstobe delivered in the first person singular in order
to sound sincere. For example, it's better to say “I'm sorry
you had to go through this” than “We're sorry.”

Promptly acknowledge the client’s anger: Nothing
enrages a customer more than feeling ignored or trivial-
ized. The sooner you acknowledge his or her anger, the
easier the situation will be to resolve.

Listen carefully: While hearing complaints, take
notes to show you are taking the matter seriously. Don't
try to rush customers; instead, give them time to vent and
say everything they want to. Don'tinterrupt. Oftentimes a
customer will cool off, realize that he blew things out of
proportion, and accept whatever solution you propose.

Keep your cool: Angry people often utter things
they don't really mean. Don't take them personally.
Always respond in a calm manner, and stay focused on
the issue at hand.

Probe: Ask questions to make sure you understand
the real problem and source of the anger. For example,
someone might seem enraged about a closing date being
postponed, but good questioning might reveal that she
is really upset because she won't be able to spend her
25th wedding anniversary in the new house like she had
planned. Through careful questioning, you will be better
prepared to offer meaningful solutions.

Be empathetic: Along with a humble apology,
you must be able to empathize with your customers.
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Being empathetic means identifying with your custom-
er’s plight. It doesn’t mean you can feel his or her pain;
it simply means you can appreciate the inconvenience,
trouble and stress that the problem has caused this
person. An angry or upset customer wants to know two
things: that you care about him or her personally and that
you're going to do something to remedy the situation.
Empathy can be expressed with such phrases as “Oh!
That must have been disappointing!” or “Unbelievable!
I'd be upset too!”

Seek their solutions: Assuming the home buyeris
calmed down by now, ask him what it is exactly he'd like
youtodo. Ifthe person isreasonable, the solution offered
might cost you less than what you would have proposed,
and the client walks away feeling like he got everything
he asked for. Ifthe demand is unacceptable, ask the home
buyer to explain his rationale. If there’s a clear misunder-
standing about a product or service, the benefit of the
doubt should always go to the home buyer.

Ifyou've tried tobe receptive and the clientis still irate,
explain that you'd like some time to work on a solution,
and schedule another meeting. By then the customer
should be calmed down.

Take action: Propose a specific and quick solution
that both parties can agree on, and put it in writing. While
you'reatit, agree on a specific time frame for accomplish-
ing what you say you'll do. Then do it. The worse thing
you can do at this point is to break a promise. During
this period, keep the customer informed of what you are
doing and the progress being made. If you run into a snag
and need to alter your agreement, be open and honest
about it and consult with the home buyer right away.

Atone, if necessary: A customer who feels
betrayed will be looking for some gesture of atonement.
To be effective, however, atonement should be specific
to the situation and personal so that it doesn't appear
like you're doing something just to get rid of an angry
customer.

Follow up: Check in to make sure things are going
well. This is a good time to let them know that they were
instrumental in bringing about changes that will help
other customers. If that's not true, you might say, “We
still haven't solved the problem that caused your situa-
tion, but we're working on it.” That shows that you're still
sincerely concerned about what happened to them.

Despite the emotional drain on your staff and the
financial drain on your resources, working to resolve
customer complaints — no matter how petty they seem
to you — is always in your company’s best interest. After
all, in most cases these clients aren't customers from
hell — they've just been through hell. i
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BUILDING SCIENCE

By Michael Lacasse and
Marianne Armstrong

Figure 1. Interior or exterior air barrier is sealed to the
window at the window interior.

Dr. Michael Lacasse is a

senior research officer and

Ms. Marianne Armstrong is a
research council officer in the
Building Envelope and Structure
program of NRC-IRC.

Dr. Lacasse can be reached

at 613-993-9715, or michael.

Effective Sealing of the Wall-Window Interface

Surveys show that at least 25 per cent of water leak-
age penetration into wall assemblies is a result of fail-
ures at wall-window interfaces. The National Research
Council Institute for Research in Construction (NRC-IRC)
is concluding a major study of wall-window construc-
tion details and their ability to manage rainwater and air
leakage. This article presents three details derived from
the results:

1. Protect the rough opening with flashing to
ensure water tightness at the sill.

Walls fail because incidental water getting into the
envelope cannot drain to the exterior or dissipate fast
enough to prevent possible deterioration of building
components. The details used for the installation of win-
dows should take into consideration that some windows
leak and water might get in, and therefore, there should
be provision to let the water drain or dissipate.

At the head of a window,
flashings serve this purpose.
At the sill, a waterproof
component (e.g., a metal or
plastic pan or a self-adhered
waterproofing membrane)
should be installed and at
least 150 mm up the side
of the jambs to ensure the
watertightness at the sill
location (see Figure 1). The
flashing must be carefully
integrated with other ele-
ments at the wall-window
interface; many problems
are caused by poor lapping
of protective layers around
windows. Protective mem-
branes should always be
lapped so that water running down the wall behind the
cladding stays outside the membrane.

View from interior
{rough opaning shaded in red)

2. Design the sill at the rough opening to
facilitate drainage of incidental water.

The sill should be sloped to provide positive drain-
age to the exterior (Figure 1). This can be accomplished
by installing a shim of foam or some other filler material
(such as a block of wood or piece of vinyl siding), or by
shaping the edges of the framing member so that it has
a small slant to the exterior. If the sill pan is placed on
a flat surface, a back dam should be used. For flanged
windows, the flange at the bottom should be installed on
shims or on nails having a button head so that a drainage
space is provided along this lower edge. In either case,
the sill pan must be sealed to the air barrier so that water
cannot be driven past its inner rim.

3. Locate the wall-window seal on the interior of
the wall assembly.

Air leakage can allow moisture to be deposited in
wall cavities. Good building practice involves provid-
ing a continuous air barrier in the building envelope.
Windows are part of the air barrier and a seal needs to
be provided between windows and the wall air barrier
system. There are four typical ways of providing an air
barrier. Two of them, the sealed polyethylene and the
airtight drywall approaches, are located on the interior of
the building envelope, and two of them, the house wrap
and the exterior insulation approaches, are located on
the exterior (Figure 1).

If the sealing of a window to the air barrier system
occurs on the envelope interior (Figure 1), water driven
into the envelope cavity has a better chance of escap-
ing, in particular if a sill pan and drainage space are
provided beneath the window. If, on the other hand, an
exterior air barrier is installed and water gets behind it,
the water has no way of getting back out. It should not
be assumed that the air barrier is perfect and rain cannot
enter. This means that if an exterior air barrier system is
used, a detail should be provided at window openings
to transfer the air barrier to the window at the inside of
the envelope.

It has been common practice to seal windows on all
four sides. However, the research indicated that with the
air barrier located on the interior and an air space below
the window, there is less pressure differential at the exte-
rior wall-window interface, which would otherwise tend
to force water into the window rough opening and per-
hapsinto the envelope cavity. Thus sealing the window at
the top and along the sides allows drainage of incidental
water from beneath the window sill and as well, a degree
of pressure equalization around the window in the rough
opening (Figure 2).

NRC-IRC, in collaboration with CMHC, is conducting
research to determine the thermal implications of not
filling the space below the window with insulation. It is
thought that a small sacrifice in heat loss at this location
is perhaps better in the long run than the risk of damage
posed by water trapped in the envelope. i

e

Figure 2. Sealing window on three sides provides for drainage and lower pres-

lacasse@nrc-cnre.gc.ca sure differential at window exterior. Dashed red line shows location of seal.
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COMMUNITY DEVELOPMENT

By Fanis Grammenos

Roads
consume

the largest
part of that
iInvestment pie
and return the
least benefit.

Fanis Grammenos is a principal
of Urban Pattern Associates

and was a senior researcher at
CMHC for 20 years.

He can be reached at fanis.
grammenos@gmail.com, and
you can see his planning work at
www.fusedgrid.ca

Neighbourhood Arithmetic

Of all the upfront costs developers face before homes
can be built and sold, most go to infrastructure.

A developer launching a new neighbourhood wants
to know and control each piece of the investment pie,
so as to ensure that the product is competitive and the
scheme profitable. He is the first to take the risk and the
ledger must be solid if the venture is to succeed.

Roads consume the largest part of that investment
pie and return the least benefit. No neighbourhood takes
pride in the amount of streets it has. Rather it is the
amount of open green space, foot trails and bike paths
that carry value; investing in these instead of roads raises
the value of the product and, in all likelihood, the project’s
profit margin.

How can the cost of road infrastructure be decreased?
Common sense says that, all other characteristics being
equal, street length determines the amount of expendi-
ture; thus reducing length lowers costs. It does get more
complex than that, but this is a good basic arithmetic.
Although the width of streets also affects costs, the effect
of reducing width would be less pronounced because it
is stringently controlled and the alternatives are limited.
There are no rules about the total length of streets and
reducing it is a matter of smart design.

Step by step reduction of road length

For example, starting with a 200- by 200-foot block
and a 60 foot ROW(Fig. 1,1), the land allocation to local
roads in a 40 acre parcel is 41 per cent of the total land
area and the length of roads is 12,600 linear feet.

By joining two adja-

! [:I I:I |:| I:l cent blocks (Fig. 1, 2)
E o |_I |:| the allocation drops
B /[T

to 32 per cent (similar
to Vancouver blocs).
Joining three (Fig. 1,3)
results in a 29 per cent
allocation (some Van-
couver or New York
blocks); four generates
27.5 per cent allocation,
and finally five produces
a 26.6 per cent take up
by road ROW (some Toronto blocks in “the Beaches”).
In each turn, infrastructure length is reduced and more
land becomes available for homes and other uses. The
final tally is the difference between 26.6 per cent of land
in ROWs to 41 per cent; more than a 50 per cent increase
from the lowest to the highest. As for length, the differ-
enceisbetween 7,680 linear feet and 12,600; a 40 per cent
increase going from the longest to shortest block layout.

Long blocks make walking unappealing because they
increase trip distances within a neighbourhood. Mean-
while, drivers love them because stops are less frequent;
an enticement for speeding and, invariably, a street safety

B |
 ——

Figure 1. The effect of increasing
block size on buildable land and
infrastructure.
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concern. Discouraging walking and encouraging fast
driving detract from a neighbourhood'’s enjoyment.

One solution to maintaining the efficiency without
sacrificing quality lies in using the classic loops, with an
important design difference: connecting them with foot-
paths and open spaces (Fig. 2) or amidblock path asin the
Boardwalk Drive neighbourhood in Toronto. Using the
lowest streetlength (asin Fig. 1,5), one central open space
(green) and four footpaths, foot distances are shortened
and speeds are controlled, because of the frequent turns.
Pedestrians are delighted and drivers are at ease.

Figure 2. Two of many alternative configurations for street length
efficiency.

This approach to laying out a neighbourhood and
its arithmetic is borne out in a pair of examples from
the field and a recent engineering study: Emerald Hills
Village in Strathcona County, Saddleton in Calagary, and
the 2008 CMHC study that compared mobility, emissions
and infrastructure costs.

Using the CMHC infrastructure costing tool, the design
charrette team compared four alternative layouts for the
50-acre Emerald Hills site: three that ranged from status
quo to “deep green”, and a fourth that was developed
during the charrette. The comparisons showed that sites
with no through-roads and with open spaces connect-
ing all parts of the neighbourhood by means of “green
streets” registered between 16 and 50 per cent lower hard
infrastructure costs than the other competing layouts.

Similarly, the developer of a two-phased project in
Saddleton compared his conventional first phase layout
with this approach in the identically sized second phase
and found it to reduce street length by 15 per cent.

The CMHC study showed that layouts with the short-
est blocks cost 40 to 50 per cent more, use 30 to 40 per
cent more land and cost 20 per cent more to maintain
than the existing long-block layout.

In laying out neighbourhoods, the street network
emerges as a key factor in the viability of the develop-
ment both in terms of its costs and its quality, which is
why some basic arithmetic, using available tools and
examples, becomes vital for producing a marketable and
profitable product. i

Find the free CMHC costing tool at: hitp://www.cmhc.ca/
en/inpr/su/sucopl/licycoto/index.cfin
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Meet Your President:
Victor Fiume

BY JUDY PENZ SHELUK

On building a greener future (with less taxation)

A past president of the Ontario Home Builders’ Association and the Durham Region
Home Builders’ Association, Vicror Frume has provided hands-on advice to colleagues,
sits on numerous Committees that advocate green building techniques, and is a frequent
speaker to industry and consumer audiences. He is the general manager of The Durham
Group, whose core business includes land development and home building.

At the national level, Fiume has served four
terms on the CHBA Board of Directors and two
terms on the Association’s Executive Board,
most recently as CHBA Second Vice-President.
In February 2010, the EnerQuality Corpora-
tion inducted Fiume into its Hall of Fame. The
Award recognizes an individual who has made
a "significant and long-term impact” advocat-
ing energy efficiency and green building prac-
tices in the new home industry.
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We recently had the pleasure of meeting
Fiume with regard to his most recent role,
that of incoming president of Canadian Home
Builders’ Association. Passionate, articulate,
respectful and hard working, here’s what he
had to say to us.

Home BUILDER Magazine: What do you
see as your mandate in the role of president
of the CHBA?

Victor Fiume: Given the important role

of our industry in pulling Canada out of the
recession, we have a unique opportunity to
get governments focused on the importance of
housing affordability going forward. At the top
of the list is the need to rethink government-
imposed costs on new home buyers.

As builders, we need to focus more intent-
ly on being innovative, while ensuring that
new housing remains affordable for the aver-
age Canadian. We need to lead the way as it
relates to energy efficiency and environmental
responsibility in both new homes and renova-
tions. We are the experts and it is completely
within our ability to drive these agendas.

We need to ensure that governments at all
levels understand that we are at a crossroads.
Partnering with our Provincial and Local Asso-
ciations, we need to bring the message to all
levels of government that the backs of new

“Be proud of what
you do. Persevere in
the face of adversity,
because we all

know what we do

is important to our
communities and our
country.”

home buyers cannot be used to fund every
aspect of government expenditures, or be used
toreduce the deficit. This industry is too impor-
tant to the financial health of the country to
leave it to the politicians to treat as some sort
of public-sector ATM.

HBM: CHBAmembersrepresentallaspects
of the residential construction industry from
coast to coast. If you had only one message to
bring to their respective tables, what would it
be, and why?

VF: Be proud of what you do. Persevere
in the face of adversity, because we all know
what we do is important to our communities
and our country. Get involved in your local
HBA, because we need many voices singing
from the same song sheet in order to be heard.
Continue to work harder and smarter to build
better homes and communities. Every house I
build is better than the last one, and I make no
apology for that. Asbuilders, we learn from our
past, and pay it forward to our future.

HBM: While the residential construction

industry will have commonalities throughout » 20
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18 » the country, what works in the Vancouver

marketplace may not work in other cities,
such as Calgary, Halifax, Winnipeg, Regina,
Ottawa, or Montreal. What do you hope to
Iearn from these other regions? What do you
hope to bring back to your own backyard,
specifically the Greater Toronto Area?

VF: No matter where I travel across the
country, one of the things Tknow I will encoun-
ter is the passion we all share for building
homes. The passion that drives this industry
also leads to innovation and different ways
to accomplish things, whether that’s in how
we represent ourselves to government, or the
different ways we build homes across country.
Many of those differences are based on region-
al realities like climates or locally-produced
materials.

I hope to learn about the many different
successes we have achieved as an industry
throughout the country, and to spread the
word, so we can all benefit from those suc-
cesses.

HBM: You've developed a well-deserved

reputation as a leading edge advocate of
building green, but not every builder buys into

that message. Just how green can a builder go,

and does it pay for itself?

VF: I think it is important to appreciate the
foundation on which many of CHBA's guiding
principles are built. While I feel that building
energy efficient, environmentally-responsible
homes is my obligation as a conscientious
builder, I will vigorously defend the right of
consumers to decide what they want to buy
and how much they want to spend.

Certainly builders do have the ability to
influence buyers’ perceptions of what they
want to purchase; but, for the most part, we
respond to a changing market. Builders must
operate their businessin accordance with what
they feel their marketplace wants.

The reason not all builders buy into the
“green” approach is because few purchasers
are both demanding it and willing to pay the
cost. Survey after survey claims that purchas-
ers support spending to $10,000 to $12,000 on
additional energy savings features; however,

Ontario Market Report:
Onward and Upward

BY JUDY PENZ SHELUK

In 2009, Ontario’s housing starts reached a
total of 50,370 units, a 33 per cent decline from
2008's very strong showing of 76,076. While
no one is predicting the kind of numbers seen
during the boom years, a gradually improv-
ing provincial economy, improved financial
market conditions and declining new home
inventories are expected to support housing
activity in 2010. The Canada Mortgage and
Housing Corporation anticipates a strength-
ening in Ontario’s residential

“Home builders across Ontario got off to
a strong start in the new year,” says Ontario
Home Builders’ Association president James
Bazery. “The jump in activity, especially in the
more labour-intensive single-family sector,
bodes well for job creation. These numbers are
very positive indicators, but this is still a very
fragile recovery that needs to be nurtured.”
A recent poll by the OHBA found that job
creation and infrastructure are the two primary
budget concerns from home

construction sector from current Ontario new housing builders at this time.
levels, with total housing starts starts SAAR over the Single starts are expect-
projected to reach 60,700 units, a last 6 months ed to trend higher until the
recovery of about 20 per cent. February 68,400 mid-point of 2010, growing
The year has certainly started January 48,400 by about 19.5 per cent and
off favourably. January hous- December 45,100 reaching 27,050 units. Multi-
ing starts across the province Novermber 51.100 familyhome construction will
increased by 15 per cent from last October 55.700 grow by 21 per cent in 2010,
year, and that was followed by a September 48,300 reaching 33,650 units. Rising
28.6 per cent increase between August 43,200 mortgage carrying costs will
January and February. moderate demand for more
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in reality, very few are willing to part with
their hard-earned dollars, notwithstanding the
overwhelming evidence that they are getting
a much better home. Building green is still a
tough sell, but it is getting easier. It's up to the
builder to make the case to consumers — to
actively sell it.

HBM: Canada’s economy hasn’t been
affected to the same degree as the U.S., but
many communities have had a difficult time
of it. Can the industry fully recover?

“We need to bring

the message to all
levels of government
that the backs of new
home buyers cannot

be used to fund every
aspect of government
expenditures or be used
to reduce the deficit.”

VF: The short answer is yes. However,
the recovery is dependent on all of the levels
of government accepting a new reality; that
reality is that they can no longer finance all of
their operations through the mortgages of the
new home buyer. Exceptionally low interest
rates, along with deep discounting by build-
ers, have masked the problem of deteriorating
housing affordability for the average Canadian.
Affordability is all about price and income. This
industry is saddled with excessive regulation
and taxation, which add greatly to the costs
of a home, and yet we still manage to get on
with the job.

We get the job done because we believe
in what we are doing — providing Canadians
with a safe, healthy and affordable place to call
home. While all of us are proud to make our liv-
ing from this industry, we are equally passion-
ate about providing the people of this country
with one of the necessities of life. It seems that
for governments, at all levels, their passion
revolves around housing as a huge source of
revenue. If we are to be truly successful, gov-
ernments need to come to terms with this, and
develop new approaches that don’t undermine
housing affordability and choice. The last year
has shown, quite dramatically, how important
our industry is to Canada’s economy. Govern-
ment actions need to reflect this. [
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CHBA CONFERENCE

Members
Celebrate

Achievement
and Welcome
ew Presiflen

BY Ci RLIE BLORE
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VICTORIA, B.C. - The 67th Canadian Home Builders’ Association National Conference

was held in Victoria, British Columbia, at the Fairmont Empress Hotel and Victoria

Conference Centre over the weekend of March 5-7. The National Conference is an

annual opportunity for members to come together to celebrate achievement and to

exchange ideas. It's also an opportunity to welcome the new national president.

In his inaugural address, Vicror Fiume
called on the federal government to explore
sustainable routes to tackle the growing prob-
lem of housing affordability.

“When we talk about housing affordability
we must focus on fundamentals — on what a
home actually costs — not on conditions that
are artificial or temporary,” Fiume said. “Across
Canada, government-imposed costs on a new
home range as high 18 per cent, and continue
to rise, as municipalities increase their taxes,
fees, charges and levies.”

The Honourable Diane FinLey, Minister of
Human Resources and Skills Development and
Minister Responsible for Canada Mortgage and
Housing Corporation was invited to speak to
the guests in attendance. The Minister spoke
about the role of the residential construction
sector in the economy as well as the challenges
both faced in 2009 and the government’s Eco-
nomic Action Plan.
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“Despite some very difficult circumstances,
your industry rose to the challenge,” said Fin-
ley. “It kept moving forward and did what it
does best — generate jobs and provide quality
housing for Canadians.”

RICHARD BAIN

Ontario and B.C. shine at SAMs

The SAM Awards were dominated by the
provinces of British Columbia and Ontario,
with the two accounting for every one of the 23
awards. B.C. builders took home 15 prizes, with
Ontario builders collecting the other eight.

The American Standard Grand SAM Award,
which recognizes the CHBA builder member
who best combined excellence in both the
building and marketing of new homes, was
won by the Dockside Green Partnership
of Victoria. The firm was a finalist in the New
Home Awards - Multi-Family, and all six mar-
keting categories.

Victor Fiume called on
the federal government
to explore sustainable
routes to tackle the
growing problem of
housing affordability.

The CHBA National SAM Awards presented
by American Standard Brands and Trane
Canada recognize outstanding performance
in new homes and renovation design, innova-
tive technology and construction techniques,
and outstanding marketing and sales activi-
ties. The competition is open to all new home
builders, renovator and developer members
of the CHBA. An independent panel of judges
selected from across the country reviews all
entries.

Awards Recognize Contributions to
the Association
The CHBA alsopresenteditsannual awards.

> 24



CHBA 2009

AWARDS PROGRAM

The Canadian Home Builders’ Association is proud to announce the winners of the 2009 National Awards Program,
which recognizes the outstanding work of volunteers and member Home Builders’ Associations across Canada.

Association Award Winners:
B Colonel Boss Trophy:
CHBA — Saskatchewan
B Harry J. Long Memorial Trophy:
CHBA — Central Vancouver Island
B Community Service Award:
CHBA - Calgary Region
B Dave Bell Award:
CHBA - BC

Individual Award Winners:
B Beaver Award:
Don Doolan, CHBA — Calgary Region
B Maple Leaf Award:
Peter Rebello, CHBA Manufacturers’
Council

Gordon S. Shipp Award:

John Hrynkow, CHBA — Edmonton
Region

William M. McCance Award:

Derek Thorsteinson, Manitoba Home
Builders’ Association

Riley Brethour Award:

Heather McGinnis, Regina & Region
Home Builders’ Association

Canadian Renovators’ Council Award:
Mike Martin, Greater Ottawa Home
Builders’ Association

R-2000 Award:

Matthew Sachs, Greater Ottawa Home
Builders’ Association

Rooftopper of the Year Award:
Pal Shergill, CHBA — Calgary Region

Membership Makes a Difference!

Executive Officers’ Council Awards:

Dave Stupart Award of Honour:
Claudia Simmonds, CHBA — New
Brunswick;

Bronwyn Thorburn, CHBA — Sea to Sky
Ken McKinlay Award:

Peter Simpson, Greater Vancouver
Home Builders’ Association

Susan Chambers Award of Recognition:
Paul Pettipas, CHBA of Central Nova
Scotia

Congratulations to all the
National Awards Winners.

Canadian
Home Builders’
Association
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CHBA CONFERENCE

Friend passing the Presidential gavel
to Fiume

The prestigious Beaver Award, which is pre-
sented to the outstanding builder member of
the year, was presented to Don Dooran of the
CHBA-Calgary Region. PeTer ReBeLLo oOf the
CHBA Manufacturers’ Council took home the
Maple Leaf Award as the outstanding non-
builder member for 2009. Former CHBA presi-
dent and CHBA-Edmonton Region member,
Jonn Hrynkow, was presented with the Gordon

_©2010'Simpson Strong-Tie-Gompany-Ine. QDSUB10

Nails are'in the lead

. but we’re*closing the

S. Shipp Award in recognition of leadership,
dedication, and continuous lengthy service to
the CHBA at the national level.

The Colonel Boss Award, which recognizes
the HBA making the greatest progress and
achievement compared to the previous year
went to the CHBA-Saskatchewan. The Com-
munity Service Award for the betterment of

LI LT VE

the way of life of people in its community
went to the CHBA-Calgary Region. The Harry
J. Long Memorial Trophy awarded to the HBA
with the greatest increase in membership went
CHBA-Central Vancouver Island. The Dave Bell
Memorial Award for the promotion of educa-
tion and training programs for members and
consumers went to CHBA-BC.
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keep those gaps closed permanently.

For information about our entire line of
Quik Drive fastening systems, visit
www.strongtie.com/quikdrive or call
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In October 2008, the United Kingdom added a new level of gr
legislation, one that requires homeowners to obtain planning
p'en'n'ission when laying front garden impermeable drive-
ways. In an effort to encoilrage permeable (or porous)
paving, planning permission of a new or replacement
driveway that uses permeable surfacing is exempt.
Acceptable materials include gravel, permeable concrete
block paving or porous asphalt, and grass grids.

While legislated restrictions are not yet
prevalent in the US or Canada, restrictions
on rainwater run-off, including restrictions
on new residential driveways in urban areas
(most especially front lawn parking found in
older neighbourhoods) are becoming more
widely implemented. It's not an aesthetic
demand: solid surfaces such as asphalt and
concrete drain quickly after a rainfall or heavy
snow melt, overloading storm sewer systems,
especially on aging infrastructures.

Getting on the Grid

One solution is a grass or gravel grid paving
system, which permits water to gently soak
into the surface of the soil between grid mem-
bers, thereby reducing rain/snow overload on
drainage systems. Grass grid paving systems
consist of concrete cells, or heavy, UV-resistant
plastic grids with large pore spaces. Implanted
into the existing sod to provide structural sup-
port, the spaces allow grass or low growing
herbs to grow up through the open grid spaces.
Lawn maintenance can be achieved with con-
ventional mowing equipment.

Gravel pavers are similar to grass pavers,
except the growing medium is replaced with
gravel or fine-grained crushed stone, and no
plant materials are used. The grid system helps
keep gravel pieces in place over time, prevent-

ing ruts and worn spots.
Popular in Europe for more than
three decades, building programs
are bringing grid pavers to the
mainstream North Ameri-
can housing market.
They are also being
used in a more com-
mercial capacity. In
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British Columbia, for example, TerraFirm
Enterprises has worked closely with Van-
couver in the city’s Sustainable Streets Design
project, installing a product called EcoGrid.

Virtually maintenance free, EcoGrid, and
similar grass grid systems, can be used as
either a permeable paving surface for pedes-
trian and vehicular traffic or as a soil stabiliza-
tion /mud abatement grid in the prevention of
erosion. Additionally, the use of green roofing
as part of a sustainable building has led to the
use of grass grid systems as a base for many
greenroofing areas. One key advantage is that
pathways can be used without adding weight
to the structure or compromising the integrity
of the drainage system. And since grid paving
systems are flexible, they are impervious to
the freeze/thaw expansion and contraction
of soils that can cause flaking and cracking of
rigid surfaces.

Getting to the Root of the Problem

Trees and shrubs add curb appeal, but their
roots can lift or crack the surface of side-
walks, retaining walls, driveways, parking lots
and swimming pools. Roots also contribute
to damage by undermining foundations and
service pipes. Less structurally damaging, but
equally problematic, are weeds, especially
today when many municipalities have adopted
pesticide-free regulations.

Fortunately, there’s a relatively easy solu-
tion in the form of geotextiles: permeable fab-
rics which, when used in association with soil,
have the ability to separate, filter, reinforce,
protect or drain. Most geotextiles are manu-
factured from one of four main polymer fami-
lies: polyester, polyamide, polyethylene, and

polypropylene, with the latter being the most
common.

While geotextiles have made technologi-
cal advances over the decades, their usage
isn't new. Woven industrial fabrics were first
used in the 1950s in linear and pre-fabricated
drains, and as protective wrapping for collec-
tor pipes. Permeable (non-woven) geotextiles
were developed in the late 1960s.

Research and development has been ongo-
ing. Currently, geotextile applications encom-
pass everything from preventing roots from
penetrating nuclear and chemical waste sites,
to providing surface root barriers. These barri-
ersredirectrootgrowth, eliminatingthe surface
rooting that damages hardscapes. Degradable
erosion control blankets, non-degradable turf
reinforcement mats and soil retention mats
have also been designed to handle almost any
storm water, drainage or erosion prevention
application.

Geotextile weed control fabrics operate in
a similar manner. Placed on the ground and
covered with up to two inches of stone, mulch
or other material, these products are easy to
install around trees, landscaped areas, and
sensitive areas. The porous nature of the fab-
ric permits water, air and nutrients to flow
through, and thus, does not disturb the soil’s
hydrology. Some geotextile weed control bar-
riers, such as Biobarrier are impregnated with
time-released plastic nodules of non-systemic
agricultural herbicides.

Whether you select geotextiles, grass grids,
or another environmentally friendly solution,
one thing is certain: In 2010, landscaping goes
far beyond a paved driveway and a patch of
lawn. i
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install system.
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When presenting energy efficient solutions to consumers, builders and renova-
tors can now categorize the roof as a high performance roofing system. We have
shifted into a new era where we are now able to quantify a roof’s value to the
occupant’s overall comfort and lifestyle. The ability to manage moisture (of water
both as a liquid and vapour) is a significant measure of a roofing system'’s value
and will go a long way in determining how the building envelope will age.

An underlayment with good moisture
management characteristics is essential for
creating a well-performing roof, especially in
cold or mixed climates. These characteristics
determine how well a roof underlayment con-
tributes to managing moisture on the outside
as well as the inside.

Evolution Continues

When comparing the payback of asphalt
based roofing felts and self-adhering mem-
branes versus synthetic underlayment, it is
clear that pros and cons abound and that
important improvements have been made.

Asphalt felts work on the premise that oil
and water do not mix. Today it is the most
commonly used roofing underlaymentin North
America. While the felt material sheds water
and is nearly water vapour impermeable, it still
tends to absorb moisture. Over time this can
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cause several undesirable outcomes, such as
mould and rot in the wood structure inside the
building envelope.

Self-adhering membranes, meanwhile,
allow builders and renovators to choose
between reinforced granulated surface and
non-reinforced smooth surface. Due to the
underlay’s rigidity, it can crack easily in deli-
cate or sub-zero situations. Furthermore, as
with asphalt felt, the mat contains the same
water-absorptive qualities and the material is
vapour-impermeable.

The non-reinforced smooth surface is
below-grade waterproofing technology
reworked for roof applications. Since the sur-
face is smooth and does not contain a mat
core, the absorptive quality is eliminated and
flexibility is improved.

While both membranes have their own
special qualities, they still prevent trapped

moisture from diffusing to the outside.

Ten years ago, a major innovation for shin-
gle underlayment was introduced to the mar-
ketplace with synthetic roof underlayments.
Synthetic roof underlayments are intended
to replace felt and compliment self-adhering
membranes. Much like felt, synthetic underlay-
mentsarerolledoutandmechanicallyfastened,
though some synthetic membranes may need
to be installed with one-inch-diameter metal/
plastic caps. Many of the synthetic underlay-
ments, manufactured for the Canadian mar-
ket, are exceptionally tough, resistant to UV,
tearing, and boast non-slip surfaces even in
wet conditions. These types of underlayments
are the ideal choice for projects in extreme
weather conditions where the roof cannot be
completed on the same day.

Though the synthetic option used to be
quite pricey, inrecent years their cost has come
down some, making the cost-benefit ratio of a
switchover to synthetic worth considering.

An underlayment

with good moisture
management
characteristics is
essential for creating a
well-performing roof.

Higher-end synthetic roof underlayments
also provide long-term secondary moisture
protection. That is to say that they can help
maintain the building'’s dryness even if the pri-
mary roof coveringis damaged in high winds or
penetrated by wind-driven rain. They are com-
monly referred to as “breathable” because they
are waterproof yet highly vapour-permeable.

“This product allows inside residual
moisture to easily travel through to the
outdoors and leaves the insulation dry, thereby
reducing the chance of structural decay.” says
Peter BArReTT, national product manager at
Cosella-Dérken.

When designing a roof assembly, designers
must consider several factors, such as cost,
resistance to water vapour, durability, perme-
ability and the type of product used atop of the
underlayment. This offers the opportunity to
manage the moisture vapour transmission,
energy efficiency and lifecycle of these mate-
rials, just as they would a wall system in the
building envelope.

In the last few years we have been seeing
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TOOLTALK

Answering the

Compressing
Questions

Pneumatic tools are core to much of our work today, yet we often don’t have

the right mix of equipment or we are not getting the full performance out of

what we have. The reality is that we are mixing compressors (the source of

power) with hoses (transportation of the power) with nailers or other tools (uses

for the power) but often not getting them to all work as an efficient system.

Source of Power

Comparing apples to apples in this field is
very difficult —even after the industry invented
the Standardized Cubic Feet/Minute that was
supposed to simplify things. There is not total
agreement on how to measure SCFM, and
changes in temperature, humidity and altitude
will change the Actual CFM you have to work
with anyway. Any of these numbers can help
us to size a compressor, but this will still only
give you an approximation, and then site expe-
rience has to take over.

On the lightest side you can just charge up
a small lightweight air tank from your large
compressor and carry it throughout the house.
Delivery is direct and consumption is low.
Along the same lines, in the May 2007 issue of
Home Builder, I showed a belt-worn, very effi-
cient CO, tank for any pneumatic finish nailer
called JacPac. You can compress more CO, into
a small tank than air.

Compressor size is determined primarily by
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tool demand. One rule of thumb is to size the
compressor to 1.5 times the demand of your
largest power tool, measuring either in CFM,
SCFM or ACFM — whatever you can get from
the manufacturer’s literature. Shot tools like
nailers will sometimes have an “air consump-
tion per cycle” rating that, when divided into
CFM, will let you know how many nails per
minute the compressor will handle. If you do
a lot of rapid fire work, this may be a better
calculation than the 1.5 rule.

The fact of the matter is you
could have acumbersome large
tank with a small compressor, Tool
which would run all the time, Dril
or a small tank with a large
compressor that would cycle
constantly, which is not good
for the compressor. The tool
wouldreceive the required CFM
in both cases, although we usually shoot for a
balance between these extremes of tank size
and cycling.

Then there is the maximum pressure of the
tank storage, anywhere from 100 psi to 200 psi.
High-pressure compressors will store more air
ina smaller tank, but the wear on the compres-
sor is higher.

Spray gun

Transport of Power

You now know the CEM output of the com-
pressor, and the requirements of the tool, but
rest assured there will be losses from one to
the other through hoses, couplings, valves and
filters. The bigger your line losses, the larger a
capacity you need at the compressor. Insure
that connectors and couplings do not reduce

Some examples of typical
tool requirements:

Impact driver
Framing nailer

Finishing nailer

the free opening. Quick couplings have valves
that close when disconnected and slow down
air when in use. Four hoses quick-connected
together will let less air through than one long
hose. Fully open screw-in connectors will give
you almost the same flow as a single hose.

A 1/4-inch hose will deliver full pressure
to the first nail shot, but may not be able to
recharge to full pressure quick enough for the
third or fourth quick fired nail. Using a 3/8”
hose for most of the run, and then a lighter
easier to work with 1/4-inch hose for the last
few feet to the tool will make a significant
difference in power delivery for rapid shot
or continuous flow work because the 3/8-
inch hose stores 44 per cent more air. Never
put a larger hose after a smaller
hose as the pressure drop will
CFM be significant. Running multiple
tools off of a single compressor

60 - 80
4-12 requires a manifold.
2-10 There are probably more vari-
5-8 ables in pneumatic systems than
2-4 any other tool line. For a single

framing nailer, delivering at least
2 CFM at 90 psi continuously to the tool end of
the hose is usually enough to drive 15 nails a
minute. Probably the best mix for a construc-
tion site is to have two compressors or “air”
sources: one that is very light, portable and has
sufficient capacity for the very light trim work
we many need to do, and another that is pow-
erful enough for our heaviest demand.

Montreal-based TV
broadcaster, author,
home renovation
and tool expert Jon
Eakes provides a
tool feature in each
edition of Home
BUILDER.

www.JonEakes.com ‘ b
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in a healthy
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Getting it Right

This is my first message to Association members
since becoming your National President on March 8th.
I want to begin by thanking Gary Friend for his strong
and steady leadership as CHBA President over the last
year. It was a year full of challenges, and Gary did a
tremendous job!

Our National Conference in Victoria was a huge suc-
cess. From the important work of the Committees and
Councils, through the Conference itself, there was a
strong focus on the business issues that affect each of us
in our own work. We come out of the Conference with a
strong focus and a solid agenda for the year ahead. The
social events were also a highlight - it's always great to
spend some relaxed time with Association members.

My inaugural address, which carried the theme of Get-
ting it Right in the “New Normal”, was a strong message
to governments that it is time to rethink housing-related
policies. There is a lot at stake, and governments need
to understand this.

The importance of our industry to Canada cannot
be overstated. In economic terms, we contribute enor-
mously to the communities where we work, providing
good jobs and generating huge demand for both goods
and services. This was especially evident over the last
year, as our industry showed our tremendous capacity
for “heavy lifting” in the face of very difficult economic
conditions.

In social terms, what we do is also essential - we
provide families with the places they call “home”, and we
build the communities that are the very foundation of our
nation. We have a lot to be proud of.

As Canada emerges from the recession, we all face
a future that is quite different than what we expected a
few short years ago. The economic recovery remains
quite tentative, and until we see sustained strength in
the private sector, and job growth, we are not fully “out
of the woods.”

The federal government got a lot “right” in dealing
with the financial crisis that peaked last year. Measures
like the Insured Mortgage Purchase Program, the Home
Renovation Tax Credit, and ramped-up federal infra-
structure investment made a real difference for our
industry, and for Canada’s economy. But, as I pointed out
to Minister Finley in my remarks, the challenge now is to
build on this foundation.

In the wake of the financial crisis and the recession,
we see a very different world, economically. Here in
Canada, massive public expenditures to keep the econ-
omy on the rails means that government deficits have
returned with a vengeance.

We are now heading into a period where government
stimulus spending will wind down, and interest rates will
return to more normal levels. Significantly, governments
at all levels will be constrained as they struggle to get
their fiscal houses in order.
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In the past, these conditions were a recipe for
increased government-imposed costs on new home
buyers and those doing renovations. Escalating hous-
ing values allowed government to use our sector as a
“cash cow”. Since the onset of the fiscal crisis, histori-
cally low interest rates and price discounting by builders
protected housing affordability. Neither of these factors
is sustainable.

Real long-term housing affordability is tied to two
things - incomes and prices. As interest rates begin to
rise, this will become increasingly evident.

My message to Minister Finley was that we stand at a
crossroads. The economic benefits our industry provides
to Canada cannot be sustained if governments return to
past practices of shifting public costs onto the backs, and
mortgages, of new home buyers. As a result, there are
clear choices to be made.

A “Smart” Business Model for Government

The economic “new normal” demands that govern-
ments change how they do business, and how they work
with each other and with the private sector. Effective col-
laboration can overcome inefficient “silo” thinking, and
allow governments to do more with less.

Federal government action to create more effective
intergovernmental dialogue on housing would be most
welcome. Governments’ goals must be to support a
stable business environment for our industry, one that
encourages innovation, and where the critical impor-
tance of housing affordability and choice is reflected in
what governments do.

Regulatory reform is one area where governments
should work harder to get on the same page.

We have examples where today’s regulatory frame-
work functions well - for instance in the model National
Building Code development process. This is disciplined,
transparent and science-based.

We need to see this approach extended to other areas
of regulation, including municipal planning. “Smart”
evidence-informed regulation is essential in the “new
normal” to ensure that regulation is a last resort, applied
only when other alternatives can't be found.

This will also guard against regulation being used to
improperly transfer public costs to new home buyers,
through practices such as inclusionary zoning.

Reversing the Trend on Government-lmposed
Costs

The wide array of government-imposed costs loaded
onto the backs of new home buyers escalated rapidly
during most of this decade. While the recession slowed
things down a bit, there is a very real danger that this
trend will re-emerge as governments wrestle with lin-
gering deficits.

In my home province of Ontario, there are mar-



kets where, factoring in the pending impacts of HST,
government-imposed costs will shortly make up 20 per
cent of the cost of a new home. This is just crazy.

Growth and development are extremely important to
the long-term health of our communities. While the form
that this growth takes will be different than in the past,
developmentremains essential if we are to create vibrant
places to live, and an economy that is competitive.

Governments need to come to grips with the key
role of housing in a healthy and strong economy. They
can no longer use housing as an endless source of new
revenue.

To this end, the CHBA has called on the federal
government to adopt the single threshold/full rebate
model for the GST New Housing Rebate, and commit to
reviewing threshold levels over time. We also want the
federal government to introduce a permanent GST Home
Renovation Tax Rebate to restore fairness tohow renova-
tions are taxed, and to address the massive problem of
underground “cash” activity in this sector.

If our industry is to continue to fulfill its role in the
economy, it's time to begin the process of restoring tax
fairness for new home buyers and those who renovate
their homes.

The Green Agenda

Our industry stands at the forefront in terms of real,
measurable environmental achievement. We know how
to get the job done.

And we know that the best way toward a greener
future is by harnessing the power of the marketplace,
through the use of voluntary, market-driven initiatives
that deliver sound technology and verifiable results.

I'm proud to be an ENERGY STAR builder - it's a for-
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mula that works for my company and my customers. At
the same time, I respect the need for every new home
builder and renovator to respond to the environmental
agenda in the way that works for them. That is how our
industry became environmental leaders.

We have the tools we need, ranging from build-
ing code requirements, through initiatives like ENERGY
STAR and Built Green, to leading-edge Standards like
R-2000, to R&D undertakings such as CMHC's EQuilib-
rium initiatives. Together, these are the tools we will use
to build a greener future for all Canadians.

What we don't need is ad hoc regulation at the pro-
vincial or municipal levels, particularly the inappropri-
ate use of voluntary standards as regulatory tools. This
involves unnecessary risk and cost. This is another area
where intergovernmental dialogue is needed, and where
the federal government can play an important leadership
role. A national body that focuses on the challenges and
opportunities that come with greening the residential
sector would be very beneficial.

Looking Forward to the Year Ahead

Itis a tremendous honour to serve as CHBA's National
President, and I appreciate deeply the trust that Associa-
tion members have placed in me. I am looking forward to
traveling to local and provincial HBA events, and having
the opportunity to meet members and see, first-hand,
what they are doing.

As your National President, I am working with a great
team - CHBA's Executive Board and Board of Directors.
Over the coming year, we will be hard at work on the
issues that matter to you, and to our customers, right

across Canada.
h ﬂﬁm

April is New Homes Month

2010’'sNewHomesMonth
theme is Come Home to Your
Future. The campaign imag-
es and backgrounders focus
on the bright and exciting
options and choices avail-
able to today’s new home
buyers.

With thanks to the spon-
sors: Genworth Financial
Canada and the Canadian
Home Warranty Council.

CHBA President Gary Friend presents the Presidential Award of Honour to Federal Housing
Minister Diane Finley at the CHBA National Conference in Victoria.
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The Smart Growth

McGraw-Hill Professional

The
Smart Growth
Manual

What does it mean to be
green? It's the question that's
being asked over and over across
this country, and many oth-
ers. The Smart Growth Manual
attacks the question with argu-
ments drawn from the latest in
new urbanism, green design and
healthy communities. The book

INFORMATION

is authored by Andres Duany
and Jeff Speck, who previously
collaborated on the writing of
Suburban Nation, with the help
of Mike Lydon.

The book, which is meant to
serve as a central resource for
those interested in practicing
smart growth, presents a blue-
print for developing cities and
suburbs in the most user-friendly,
cost-efficient and environmen-
tally sustainable manner.

The book examines such top-
ics as how to create and enhance
mixed-use, pedestrian-friendly
communities as an alternative to
suburban sprawl and the preser-
vation of natural amenities.

Order information: $16.47
from amazon.com

Greening Existing
Buildings

McGraw-Hill Professional

For renovators looking to
integrate green building tech-
niques into what they do, there'’s
Greening Existing Buildings by
Jerry Yudelson.

Targeted at owners, develop-
ers, project managers and facil-
ity directors, the book shares
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expensive housingin the second half of 2010 and into
2011, while supporting demand for less expensive
multiple housing.

Ontario’sresale marketreboundedin 2009, reach-
ing a record level in the fourth quarter - reflective of
a buyers’ market, historically low mortgage rates,
and pent-up demand built up in 2008 and early 2009.
Spending on renovations projects, largely driven by
the resale market, was anticipated by CMHC to be
over $20 billion in 2009 with similar levels of activity
forecasted in 2010. However, the return of a sellers’
market, steadily increasing resale prices, rising mort-
gage interestrates, and an increased supply ofhomes
listed for sale will moderate the upward momentum
in Multiple Listing Service sales and prices in 2010
and into 2011. Additionally, the OHBA has voiced
concern that the incoming Harmonized Sales Tax and
the elimination of the Home Renovation Tax Credit
could affect renovators.

HST: Not the Only Elephant in the Room

In its March 2010 Ontario Economic Review Com-
mittee Report, the OHBA noted that, “Mortgage rates,
an upward trend in stock markets, continued immi-
gration and increased consumer confidence are all
positive indicators that bode well for new home
builders and residential renovators. But there is one
key ingredient missing to the puzzle in Ontario —
jobs. Ontario seems to be in the midst of a jobless
recovery.”

Key to a sustainable Ontario economic recovery
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is improving US demand for Ontario’s exports, which
comprise 55 per cent of provincial GDP. A self sustain-
ing recovery also requires increases in private con-
sumer spending and investment across the province.
The CMHC has stated Ontario’s economy will gradu-
ally recover in 2010 before picking up steam in 2011
(economic growth in the province will be 2.4 per cent
in2010and 3.3. per centin 2011). The introduction of
the HST, however, may affect the Ontario residential
construction market in 2010. To what degree is yet to
be determined.

“The impact of the HST on new home sales has
been over exaggerated,” says Building, Industry and
Land Development president and chief executive offi-
cer STEPHEN Dupuls. “Most buyers since June 18, 2009
(the date HST was announced) will be moving in after
July 1; HST has already been included in the prices of
these homes. The 2,162 new low-rise homes (53 per
cent) and high-rise condominiums (47 per cent) sold
in the Greater Toronto Area in January 2010 represent
the continuation of the positive trend in new home
sales established in the second half of 2009. Compatr-
ing with prior years, January sales are up 11 per cent
over January 2008 and 17 per cent over January 2007.
We anticipate that trend to continue.”

While the rest of Ontario isn't yet seeing the turn-
around in sales activity that the GTA is experiencing,
there is room for cautious optimism across the prov-
ince, atleast for the first half of 2010, as Ontario’s resi-
dential housing market continues to move onward
and upward. i

proven technologies and
operating methods, and perhaps
most importantly, provides hard
costs associated with efficiency
upgrades and materials costs.
Yudelson lays out his
ten best practices and 25
case studies of successful
implementations.
Order information $62.36
from amazon.com

Wood Flooring:

A Complete Guide to Layout,
Installation & Finishing
Taunton Press

Hardwood flooring repre-
sents one of those finishing
touches that home buyers will
immediately seize on when
they form their first impressions
of their new home. Which is
why exceeding the customer’s
expectations on this key feature
is so important.

In Wood Flooring: A
Complete Guide to Layout,
Installation & Finishing, author
Charles Peterson, one of the
most respected names in hard-
wood flooring, delivers a pre-
mier reference guide for even
the most seasoned professional.

The book includes a number
of outstanding photographs
and diagrams. It is written as a
professional-level resource and
covers every aspect of instal-
lation — from estimating and
preparing the job site to sanding
and finishing, through repairs
and maintenance.

Order information: $29.70
from amazon.com



RENOVATION

Pulse Survey Delivers Key Insights into State of Renovation Sector

OTTAWA — The results of the Canadian Home Builders’ Association
Winter 2010 Pulse Survey are out, and they’ve provided a number of valu-
able insights into the state of the renovation market in Canada.

The survey, which polled 387 builders nationally, including 88 who
identified their business as primarily in the renovation sector, revealed
an expectation of continued strength in the Canadian renovation market.
41 per cent of CHBA renovators reported that they expect their business
activity to increase over the next 12 months, with only 10 per cent saying
they expected activity to decrease. Confidence was particularly high in
Manitoba, Saskatchewan and British Columbia.

Question of Underground Economy Dominates Results

The most troubling results came on the questions surrounding the
underground market. Respondents were asked to estimate the propor-
tion of renovation work in their market that they felt was lost to “cash”
contractors. Sixty-seven per cent said they believed more than half of all
small repair jobs were lost to the underground economy; 42 per cent felt
the same about renovations of $5,000 or less; 65 per cent estimated that
about a third of small renovation construction activity in their market
hadbeenlost to the underground economy. Concern was strongest in the
provinces of Ontario and British Columbia — both of which are facing a
new harmonized sales tax regime that should only feed the underground
renovation market. Concern was less rampant for larger scale renova-

tions ($20,000 or more).

Twelve per cent of respondents reported an increase in the number of
prospective clients who asked if they could get a lower price in exchange
for paying cash. That number was highest in Ontario, where 19 per cent
of builders reported encountering this type of situation in the last year.

By far, the issue causing renovators to lose the most sleep was the
underground economy: 42 per cent of renovators reported this as being
a critical problem. The next most critical issue was concern about
increased builder liability, with 9 per cent reporting this as a critical
problem.

Respondents were also asked to describe the scale of the projects they
had completed in 2009. The national median project took eight weeks to
complete and was of a value of $50,000. Regionally, British Columbia saw
the largest projects with a median value of $80,000 and took 12 weeks to
complete. Quebec was at the other end of the spectrum with a median
project length of just three weeks and value of $14,766.

In terms of the type of renovations that were demanded, the project
that saw the greatest demand increase in 2009 was energy efficiency
improvements; 52 per cent of renovators reported anincrease indemand
for these renovations, followed by kitchen and bathroom remodelings
at 40 per cent apiece. Renovations to convert from a non-residential
to a residential saw the biggest decline in demand with 26 per cent of
renovators seeing a decrease in this type of activity. i
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STANDARDS

Standards

Standards & So Much More

Application Tools Education & Training

Since 1927, CSA’s Canadian Electrical Code Part | has provided
the signature standards for addressing shock and fire hazards
of electrical installations in Canada.

The 21%t version of the Canadian Electrical Code was
developed through the most extensive review ever,
incorporating 108 revisions and 14 new interpretations.

By meeting these standards, you will help ensure the
safety of those who rely on your expertise.

VISIT

cecode.csa.ca

CSA - MAKING STANDARDS WORK FOR PEOPLE AND BUSINESS
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Canada’s Housing Market Projected
to Remain Strong in 2010

OTTAWA - A new report released by Re/Max suggests that the hous-
ing market will have fully recovered from the downturn by the end of
2009 and that prices will rise in 91 per cent of major Canadian markets.
The report points to Canada as having “proven to be a safe harbour, with
sales and average price expected to post gains in most major Canadian
cities in 2009,” the realtor’s Housing Market Outlook for 2010 says.

Re/Max estimates that by the
end of the year, approximately
465,000 homes will have been sold

Percentage changes in housing
prices 2009 (estimated) vs.

2010 (forecast) in Canada at an average price of
S_‘"‘iat‘?'" Vancouver ;g $318,000 — which would repre-
Ictoria . .

KEERTETIEE B sent increases of seven and five
Edmonton -4.3 per cent respectively versus 2008's
=l o totals. Each of those figures is pro-
Regina .5 X K

Saskatoon =) jected to increase by another two
Winnipeg 5.4 per cent in 2010.

Hamilton-Burlington, ON 3.4
Kitchener-Waterloo, ON 2.3
London-St. Thomas, ON 2.4

“2009 was without question the
year of the house,” MiCHAEL PoL-

gttj't‘;"a . gé ZLER, executive vice-president of
udbury, o) . .

Crootana] S, 54 RE/MAX Ontario-Atlantic Canada
Barrie, ON 0.1 said in a statement. “Real estate
Ry crines, Bil il not only defied industry and ana-
Kingston, ON 3.3 , . . .
Montreal 3.2 lysts’ predictions in 2009, but its
Quebec 8.6 performance went well beyond
Saint John, NB 6.4 ; _
A A outh - Fhe realm of expecta?lon by boost
Prince Edward Island 0.0 ing consumer confidence levels
St. John’s, NL 15.1 and ultimately kick-starting the
Canada 5.2

national economic engine.” L

Altus Group Compares GTA and
Calgary Condo Markets

TORONTO - The January edition of the Altus Group Housing Report
examined the performance of the condominium market in Toronto and
Calgary. The group’s findings highlight some of the factors which have
led to Toronto’s strong rebound over the last year, and how Calgary,
which is still emerging from its own downturn in this market, can learn
from it.

The Altus Group mentioned a reduction in the price of new condos,
attractive product and revised marketing strategies as three of the key
factors which led to the surprising rebound in 2009 GTA condo sales. It
also pointed to reductions in new starts and the shelving of other projects
as being important factors in reducing unsold inventories.

As to the case of Calgary, the Altus Group noted its concern for the
city’s condominium market has only grown since 2009. It pointed to a
slowly dwindling inventory of unsold units, which, at the current pace
of sales, would take three years to absorb.

The report expresses cautious optimism as to the outlook for 2010. It
suggests there may be an increase in demand from investment buyers,
but that uncertainty remains as to whether or not enough renters exist
to absorb all the new supply. f
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28 » ROOFING | —
more and more innovations in underlayments, from ones that have a
ventilation plane, to ones with reflective barrier aspects. It is important
to check with the shingle manufacturer to see if they approve of any
specific innovative underlayment before using it, looking for such things
as whether it is appropriate for the slope of your roof, for the climate and
snow load and have a thermal affect on the shingles. Some innovations
work better in warm climates than in cold ones.

Canadian homes are much more energy efficient and air tight than
ever before, thus, allowing increased potential for mould and rot to devel-
op more rapidly when the air moisture management is not addressed.
The new technology offered in roofing underlayment allows a higher
vantage point when promoting the differentiation of a high performance
roofing system to the join “common” practice used by many builders and
renovators today. @

ADVERTISERS IN THIS ISSUE

Advertiser Page Phone Web site

ACO Systems Ltd. .................. 38... 877-226-4255  www.acocan.ca

Alberta New Home Warranty Program .. .37 ... 403-259-9226  www.albertanewhomewarranty.com
Altus Group Limited................. 36...416-699-5645  www.altusgroup.com

CertainTeed Gypsum Canada, Inc.. ... .. 38...800-731-3323  www.certainteed.com

CertainTeed Insulation Group. ...... ... 17...800-233-8990  www.certainteed.com
CHBA - Sponsors. .................. 39...613-230-3060  www.chba.ca

CHBA - Awards ................... 23...613-230-3060  www.chba.ca

CHBA - Rooftopper ................. 10...613-230-3060  www.chba.ca
Cosella-Dérken Products, Inc........... 13...888-433-5824  www.cosella-dorken.com
CSA Standards..................... 35...800-463-6727  www.cecode.csa.ca

Delta Faucet Canada / Masco Canada ...2. .. 905-712-3030  www.deltafaucet.com
DMX Plastics Limited. . .............. 15... 416-751-5851  www.dmxplastics.com
Exaktime, Inc./The Joblock System . . ... 11...888-788-8463  www.exaktime.com
GE Appliances - Commercial Sales ....25...905-315-2367  www.gebuilder.ca

Genworth Financial Canada............ 9...800-511-8888  www.genworth.ca

Home BUILDER Canada. ............. 29...514-620-2200  www.homebuildercanada.com
Home BUILDER Canada. ............. 31...514-620-2200  www.homebuildercanada.com
Home Hardware Stores Limited...... 6,7 ... 519-664-2252  www.homehardware.ca
JELD-WEN of Canada ................ 3...250-472-3097  www.jeld-wen.com

Knauf Insulation.................... 21...800-825-4434  www.ecobatt.ca

Malco Products Inc.................. 19...800-328-3530  www.malcotools.com
Mercedes-Benz Sprinter. . ............ 40. .. 800-387-0100  www.mercedes-benz.ca
Michelin Tires. . ... 4...888-871-4444  www.michelin.ca

Schlage Lock - Ingersoll Rand. .. ... . . 27 ... 800-900-4734  www.schlage.com

Simpson Strong-Tie Canada . ......... 24 ... 800-999-5099  www.strongtie.com

Tuff Industries Inc. ... ... 38...877-860-9333  www.tufdek.com

«« MAY/JUNE ISSUE

% Renovation - Top House
Plans & Design Features

A review of the newest practical, buildable house plans from
top designers. An overview of what'’s hot in renovation.



http://www.homebuildercanada.com/editorial.htm

Ottawa Lays Out New Rules for
Mortgages

OTTAWA - With the Canadian housing market just beginning to
rebound in earnest, federal finance minister Jim FLaAHERTY has taken
action that he says is designed to stamp out any chance of a housing
bubble forming in Canada. New reforms announced by the Conser-
vative government will require that, as of April 19, allnew borrowers
will have to meet standards for five-year, fixed-rate mortgages even
ifthey're seeking a shorter, variable-rate loan. Also, the government
is lowering the maximum amount Canadians can withdraw when
refinancing their mortgage to 90 per cent of the value of their homes,
from the current 95 per cent, and requiring a 20 per cent down pay-
ment for government-backed mortgage insurance on “speculative”
investment properties.

“There are no definitive signs of a housing bubble,” Mr. Flaherty
told reporters in Ottawa. “We're being pro-active [...] to help prevent
negative trends from developing.”

Measures that were reportedly considered but rejected included
an increase to the minimum down payment on homes from five per
cent, and shortening the maximum time over which borrowers can
spread out their payments from the current 35 years. L]

New US Housing Starts Fall in
December

WASHINGTON, D.C. - New U.S. housing starts fell unexpectedly in
December, according to the U.S. Commerce Department. Starts were
down four per cent on a seasonally adjusted annualized basis. Expecta-
tions were for aslightincrease, butinstead the rate fell from 574,000 units
in November to 557,000 units in December. Unusually cold weather and
a continually weak job market are among the factors being singled out
for slowing the market up.

Groundbreaking  activity
also plummeted a record 38.8
per cent, to an all-time low of

CALENDAR

March 25 - 27 . —
CMX-CIPHEX Show 553,'000 units for 2009. Single

Toronto, ON family starts led the move lower,
www.cmxciphexshow.com falling 6.9 per cent in December
April 8 -9 toanannual rate of 456,000 units.

BC Real Estate Convention
Vancouver, BC
www.bcrealestateconvention.com

April 14 - 18

2010 Kitchen/Bath Industry Show
& Conference

Chicago, IL

www.kbis.com

April 27 - 28

National Green Builders Products
Expo

Las Vegas, NV

www.ngbpe.com

September 28 - 29

Green Contractors Expo

Las Vegas, NV
www.greencontractorsexpo.com

Groundbreaking in the multi-
family segment was up 12.2 per
cent to 101,000 units SAAR. And
this is on the heels of a 69.8 per
cent increase in November. New
building permits for 2009 came in
36.9 per cent lower than in 2008.

The inventory of total houses
under construction was down
3.8 per cent to a record low of
511,000 units in December. The
total number of permits autho-
rized but not yet started rose 8.4
per cent to 95,800 units. f

A STRONG
FOUNDATION
TAKES TIME
TO BUILD

For over 35 years,
The Alberta New Home Warranty Program
has been the foundation of trust in the
Alberta new-home construction industry.

We are the industry leader in:

* educational programs
* warranty services
* dispute resolution services
* homebuyer resources

Look to us for more.

" The Alberta

. New Home
Warranty
Program

www.AlbertaNewHomeWarranty.com
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PRODUCTS

ACO HexaDrain Brickslot

MARKANT DISTRIBUTORS WANTED
Markant by ACO residential drainage
products includes the versatile and
affordable system HexaDrain Brickslot. Use
it as backyard patio drainage or around the
swimming pool as a discreet slotted system
or as a continuous perimeter drain inside the
basement to prevent water penetration and
mould formation.
For more information, contact:
ACO Systems, Ltd.
Phone: 1-877-226-4255 c
www.acocan.ca

Subscribe to Home BUILDER
Magazine and get the information

that will keep you up to date

with the Canadian residential
construction industry’s latest trends,
developments, home improvement
techniques and building products
that Canada’s top home builders,

contractors and renovators are using.
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“The World’s Strongest
Vinyl Decking”

Tufdek is the industry leader in waterproof
vinyl sundecks. Using proven roof technology
and drawing on more than 25 years of PVC
manufacturing experience, TUFDEK makes
the highest quality vinyl decking on the
market. Tested to Canadian and US require-
ments for PVC roofing, Tufdek is building code
compliant.

TUFDEK third party certifications take the
guess work out of code compliance. We are
fast becoming the professional’s choice for
waterproof excellence in Canada.

For dealer inquiries or product information,
please call: Tufdek

Phone: 1-877-860-9333

Email: info@tufdek.com

completed form below.

Please enter my subscription to B II-
AGAZ

GlasRoc°®- High Performance
Exterior Sheathing

The unique technology behind GlasRoc®
Sheathing combines reinforcing glass mats,
fully-embedded into a water-resistant gypsum
core positioned beneath a paperless polymer-
modified gypsum surface, and a protective
acrylic coating on the exterior face.

GlasRoc® Sheathing offers long term protec-
tion to weather exposure, mould, mildew and
fire resistance properties, a 12-month expo-
sure limited warranty and compatibility with
most exterior wall systems and applications.

Ideal for residential applications, GlasRoc®
Sheathing provides an excellent substrate for
conventional stucco and all exterior cladding,
soffits and exterior archways, convex or con-
cave surfaces.

For more information, contact:
CertainTeed Corporation
Phone: 1-800-233-8990
www.certainteed.com

GET YOUR OWN COPY TODAY!

Now you can subscribe online. Visit www.homebuildercanada.com and
click on [ SUBSCRIBE ]. You can also fax 514-620-6300 or mail in the

PLEASE PHOTOCOPY THIS FORM AND PRINT CLEARLY M I N E
NAME TITLE
COMPANY
ADDRESS
CITY PROV. POSTAL CODE
TELEPHONE ( ) E-MAIL
SIGNATURE DATE

[]3 Years - $65*
[J2 Years - $50*
[11 Year - $30*

Overseas subscriptions payable
in U.S. funds and add US$54
a year for postage.

Type of Business
["] Builder (12)

[[] Architect (10)

[IBill me [[] Land Development (25)
[[] Payment enclosed [[] Financial (24)
["1CHBA Member [[] other:

[ Building Sub Trades (26)
["] Contractor/Renovator (4)

[[] Manufacturer/Supplier (2)
["] Professional Services (28)

Type of Construction Residential Units

[1Residential, Single-family

] Residential, Multi-family [] 1 - 5 units
["]Nonresidential O 6 - 10 units
[] Renovation ) 11 - 30 units
[T other: [T 31 -100 units

) over 100 units

*GST included. GST Registration # R105741383

*Quebec residents add 7.5% QST. QST #1001092631
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Celebrating

Excellence

CHBA sty

partners help the Association
inform consumers about the real
value of today’s new homes and
renovations.

They do this, in large part, by
supporting member activities like
the CHBA National Conference in
Victoria.

These industry partners have
demonstrated their support for a
vibrant, progressive housing
industry.

On behalf of all members, the
CHBA thanks these partners and
salutes their commitment,

professionalism and

contributions.

PLATINUM
Airia Brands Inc.
All Weather Windows
American Standard Brands
AVID Canada
Black & Decker Hardware and Home
Improvement:
Kwikset
Baldwin
Price Pfister
Weiser Lock
K2 Commercial Hardware
Canada Mortgage and Housing
Corporation

Canadian Automatic Sprinkler
Association

Canadian Home Builders’ Association -
Manufacturers’ Council

Canadian Home Warranty Council

Canadian Manufactured Housing
Institute

Canadian Ready Mixed Concrete
Association

Canadian Wood Council

CertainTeed Gypsum Canada, Inc.
Conasys Home Information Packages
Cosella-Dérken Products Inc.

Delta

DuPont Building Innovations

Federated Insurance Company of
Canada Ltd.

Genworth Financial Canada

Home Hardware Building Centre
Beauti-Tone Paint and Home Products

JELD-WEN Windows and Doors

Join us in Banff for the
68th CHBA National Conference!
Visit www.chba.ca/conference for

information and register online.

Kohler Canada Co.
Sterling
MASCO Canada Ltd.
Natural Resources Canada
NEEZO Inc.
Owens Corning Canada
RBC Royal Bank
Schlage Lock - Ingersoll Rand
Taymor Industries Ltd.
TD Canada Trust
The Vancouver Sun,
Times Colonist,
The Province and
Westcoast Homes & Design Magazine
Trane Canada
Travelers Canada
Whirlpool Canada

GOLD
Altus Group Economic Consulting

SILVER

AyA Kitchens & Baths Ltd.
Cement Association of Canada
DeWALT Industrial Tool Co.

BRONZE
Certiwood Technical Centre
Reid/Foster Associates

PATRON
Home BUILDER Magazine
Humpbhreys Public Affairs Group
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INSPIRE

68th CHBA NATIONAL CONFERENCE

LBERT/

FAIRMONT BANFF SPRINGS HOTEL


http://www.chba.ca/about/conference.aspx
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© 2010 Mercedes-Benz Canada Inc. *Price does not include Freight, PDI, dealer Administrative

fees, GST or PST. **No system, regardless of how advanced, can overcome the laws of physics Me I'C e de S _B e I l Z
or correct careless driving. Please always wear your seatbelt.

Starting at $42,900°, the All-New 2010 Mercedes-Benz Sprinter
boasts flexible features including:

Best in class fuel efficiency and the lowest emissions courtesy
of our BlueTEC clean diesel V6

Best in class cargo, payload and interior height capacity

Unmatched flexibility with three vehicle lengths, two roof heights
and three weight ratings

Innovative safety features like ADAPTIVE ESP™, Load Adaptive Control
and Roll Over Mitigation

Car like comfort and convenience with heated and comfort seats,
PARKTRONIC, and Bluetooth connectivity

Extensive list of optional equipment satisfying most comprehensive needs


http://www2.mercedes-benz.ca/content/canada/mpc/mpc_canada_website/en/home_mpc/van.flash.skipintro.html
http://www2.mercedes-benz.ca/content/canada/mpc/mpc_canada_website/en/home_mpc/van.flash.skipintro.html



