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President’s
Message

Thomas Westerheim

New Features Keep Pace with 
this Active Generation

Baby boomers, who were the largest American generation 
until the Millennials took over, are either retired or quickly 
nearing retirement age. Boomers, born between 1946 and 1964 and who 
count more than 76 million, may be getting older, but they are definitely not ready to 
head to the retirement home!  

The boomer generation is more active than generations past, has a more sophisticated 
style and wants options and choices in their homes. Whether they are selling the 
homes where they raised their children and heading to sunnier pastures, or staying put 
and redesigning to accommodate their retired lifestyle, boomers are making an impact 
on housing trends.

Some features that home builders and remodelers are seeing as they begin to cater to 
the boomers include: 

Home Offices: Some boomers are choosing to work past the age of 65. As they 
transition from a traditional 9-to-5 job, however, they want home offices for flexibility. 
A second career or part-time employment often eliminates the hassle of commuting 
while keeping them active and bringing in supplementary income.    

Tech/Media Centers: The tech-savvy boomer generation wants top-of-the-line ame-
nities for their homes such as a media room with surround sound and central control 
systems, which manage all media sources in one location. The house may include a 
wireless home network, remote control lighting and security features. 

Wider Doors and Hallways: As a person ages, there is a likelihood that use of a 
wheelchair might become a necessity. Designing a home that is livable now but can 
transition and be functional as the occupant ages is important in ensuring that the 
home will be a good long-term investment. Wider doors and hallways are useful for 
moving larger furniture today, and will also be wheelchair accessible tomorrow. 

Better Lighting/Bigger Windows: The need for more lighting usually increases as 
we grow older. To accommodate this, builders are adding more windows and making 
them larger to let in more natural light. They are also adding more light fixtures in ar-
eas including under cabinets and in stairwells. Multiple switches to reduce the number 
of trips and dimmer controls to eliminate glare are other options. 

First-Floor Bedrooms and Bathrooms: More than 40% of new homes have master 
suites downstairs, a 15% increase over a decade ago. Boomers not wishing to go up 
and down stairs with bad knees and aching backs have helped fuel this trend. The 
bedrooms also are also larger, with more spacious walk-in closets and bathrooms that 
have a separate tub and shower and dual sinks. 

Easy to Maintain Exteriors/Landscaping: Yard work, painting, and other landscap-
ing chores may no longer be enjoyable to aging home owners. People who move to a 
new home when they retire may opt for a maintenance-free community. Those that 
choose to stay in their homes might make improvements to exterior surfaces such as 
installing stucco, brick or low-maintenance siding. Lawns are being replaced with liv-
ing patios, decorative landscaping, or flower beds which can be a hobby for gardening 
enthusiasts.  

Flex Space: Flex space has become more prevalent in both new homes and remodel-
ing. Flex spaces are rooms that take on the purpose of the present home owner's needs 
but can adjust with changes as they occur. What may have once started out as a guest 
bedroom can be redecorated to serve as a hobby room or library. This allows home 
owners to stay in their homes longer as it continues to serve their needs throughout 
life’s stages.

“The boomer 

generation is 

more active than 

generations past, 

has a more  

sophisticated 

style and wants 

options and 

choices in their 

homes.”
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Cluster Mail Box 
Unit Delivery Has Hit 
Northwest Florida
Editor’s Note: Recently the United States Postal Service informed 
developers that it will not provide door to door mail delivery to their 
subdivisions. These subdivisions have gone through the development 
review process, approved by local governments, and have homeowners 
living there. This is a costly retrofit and the HBA is working with local 
governments to appeal to the regional USPS offices. Moving forward, 
if you are planning to develop a subdivision, you need to communicate 
with the USPS and county planning departments.

Traditional mail delivery service has been in 
the form of “curbside delivery” for single-
family homes in the United States. Since the 
late 19th century, urban and suburban at-
tached and detached homes were served first 
by mail delivery personnel on walking routes 
and, increasingly after World War II, by truck route. While door 
delivery to individual homes is still common in many parts of 
urban and suburban America, predominantly in older single fam-
ily communities, the most common form of delivery in suburban 
America is via a curbside mail receptacle, often accessed directly 
by mail truck. By contrast, multi-family communities, such as 
condominiums and garden apartments, have traditionally been 
serviced by a shared Cluster Box Unit (CBU), either located inte-
rior to the building or at a common accessible site.

However, the last 20 years has seen an extraordinary growth in 
new single-family subdivisions, many of which adopted many 
characteristics of a multi-family community, including a mix 
of detached and attached units, shared amenities, commonly 
maintained open space, and restricted access points such as a 
gated community. Coinciding with this trend, the United States 
Postal Service has seen reduced revenues due to competition with 
private express carriers, innovations in communication such as the 
internet and email as well as dramatically oscillating fuel prices. 
These competitive pressures have caused the Postal Service to 
reduce curbside delivery as a cost-cutting measure.

How is the United States Postal Service structured?
The United States Postal Service is an independent branch of the 
executive office of the U.S. Government and is governed by the 
nine-member Board of Governors appointed by the President of 
the United States. The only Congressional oversight is via the fact 
that the board member appointees are confirmed by the U.S. Sen-
ate. The Board of Governors is not to be confused with the Postal 
Regulatory Commission, which is an independent oversight 
Commission whose members are also appointed by the President 
and confirmed by the Senate.

The National Association of Home Builders (NAHB) research 
has determined that the United States Postal Service is a highly 

By Claire Worshtil

decentralized operational system with very little centralized 
policy dictating the day-to-day operations of the service, with 
the exception of the Postal Operations Manual, which will be 
discussed further in this article.

Federal Requirements Relating to Mail  
Delivery Services
The Postal Regulatory Commission (PRC) can adjust the mail 
classification schedule and establish rates and fees for postal 
services. It produces the Domestic Mail Classification Schedule 
to define how first-class or standard mail, periodicals, pack-
ages, and other special services are categorized and what fees 
will be charged for each. The PRC also provides procedures for 
complaints, appeals and settlement of disputes over mail-related 
activity.

In contrast, the U.S. Postal Service regulates service standards 
for the classes of mail—for instance, how long it will take for 
a first class letter or a periodical to be delivered from Point A 
to Point B. Among other things, it has the power to inspect 
mail for unlawful activity; to establish or discontinue local post 
offices; and to manufacture and distribute postage — the types 
of things one might expect the U.S. Postal Service to do. It pub-
lishes the Domestic Mail Manual, which provides information 
to the public about the size and options for mailing particular 
types of mail, and those provisions are incorporated by reference 
into the federal regulations. Finally, the U.S. Postal Service has 
developed a Postal Operations Manual which provides federal 
direction to regional managers and local postmasters on how to 
manage post office operations, including delivery of mail.

Effective April 5, 2012, the Postal Service revised Postal Opera-
tions Manual (POM) subchapters 61, 63, 64, and 65 in selected 
subsections to provide updated and revised information and 
procedures regarding modes of delivery and delivery equipment.

The revised procedures apply to new deliveries added to the 
delivery network; however, the revisions also provide updated 
language on centralized delivery equipment that may apply to 
current delivery points as well. It is important to note that Postal 
Service representatives are still required to meet with builders 
and developers early in the process to ensure the best choices are 
made and to assess if the mode of delivery directed to be put in 
place conforms to the policies of the Postal Service. There are no 
changes in the current modes of delivery available as an option 
for the Postal Service in establishing necessary and adequate 
services.

Types of Delivery Services
The USPS allows for three types of delivery options: to the door, 
curb line boxes, or CBU. For new residential delivery, cluster 
mailboxes are now the default. The federal government grants 
discretion to the regional managers and local postmasters to 
determine if a form of delivery option other than CBU will be 
available to new development.

New homes or businesses built within a block of existing homes 
or businesses receive the same type of service as older homes or 
businesses subject to postmaster approval and after consideration 
of Postal Service operational efficiencies.

Home Builders Association of West Florida | March 20166
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Establishment of New Service
When new development replaces more than one block, delivery 
methods must comply with mode of delivery options for estab-
lishment and extension of delivery service. “Establishment” refers 
to the initiation of city delivery service in a community through 
a post office that does not currently provide it. “Extension” refers 
to the expansion of city delivery service to any area that is not 
currently receiving delivery service but that is within the deliv-
ery limits of a post office from which the city delivery service is 
already provided. All establishments or extensions of delivery 
service must have final 
approval of the district 
manager, Customer 
Service and Sales, or a 
designee.

For all establishments 
and extensions, the op-
tions for delivery service 
are to the door, cur-
bline boxes, or CBU. In 
establishing or extending 
city delivery service, a 
combination of delivery 
methods is considered to 
provide adequate service 
to all residential and 
business sections of the 
community. If a customer 
chooses not to erect a 
curbside box because of a 
local, city, county, or state 
ordinance prohibiting the 
installation of mailboxes 
at the curb, the delivery 
options in establishments 
and extensions are cen-
tral delivery service and 
post office box or general 
delivery service. 

Establishment of city de-
livery service has several 
essential requirements, 
such as street signs, 
house numbers, paved 
streets, right-of-ways 
and turnouts, satisfactory 
walkways, installed mail 
receptacles or door slots, 
and a certain minimum 
postal population. One 
of these basic require-
ments is that at least 50 percent of the building lots in the area to 
be served are improved with houses or business places. However, 
many developers and home owners would like to have postal de-
livery service established in a subdivision prior to reaching the 50 
percent occupancy mark. Thus, the 50 percent rule may be waived 
if: (1) there is a reasonable expectation that the requirements can 
be met within 12 months, and CBUs are to be used for delivery.

Standards for CBUs
The U.S. Postal Service at the federal level directs that CBUs may 
be approved for use at one or more central delivery points within 
a residential housing community. The local postal manager must 
approve the mailbox sites and type of equipment. However, boxes 
must be safely located so that customers are not required to travel 
an unreasonable distance to obtain their mail and to provide suf-
ficient access to mailbox locations. Normally, within one block 
of the residence is considered appropriate. If local postmasters 
are demanding more spread-out CBUs such that travel to the 

box is unreasonable, 
then this federal guid-
ance is a good place to 
start. Again, the fed-
eral government grants 
discretion to the regional 
managers and local 
postmasters to authorize 
a delivery method other 
than CBU.

Resources and 
Strategies for 
Developers
Talking with Your 
Regional Manager 
or Postmaster
As was mentioned 
previously, the United 
States Postal Service is 
a highly decentralized 
organization and much 
of the policy decision 
making will derive from 
your regional postmas-
ter, with guidance from 
such centralized policy 
as the Postal Operations 
Manual. It is therefore 
critical to establish a 
relationship with this of-
fice. It is also important 
for the regional post-
master to understand 
the difference between 
single-family community 
with amenities, common 
areas and maintenance 
and residential subdivi-
sions that do not provide 
these services and the 

challenges CBUs pose for this kind of development.

The problem for developers is that when they take advantage of 
the 50 percent rule waiver mentioned previously in order to get 
service to the first home buyers, the CBUs become the perma-
nent method of service for the entire community. Discussing 

more Cluster Mail Box Unit Delivery, page 8
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these issues with your regional Postmaster during the design 
phase of development can hopefully plan for a clear transition 
to a delivery service that is most appropriate for the community 
being developed.

US Postal Delivery Union Supports  
Curbside Delivery
One interesting point is that the US Postal Delivery Union 
supports maintaining the operation of curbside delivery service. 
Additional information regarding this union may be found at 
their website located at: www.npmhu.org

Reasons Against CBU Delivery
Security
Issues such as lighting and crime should be raised as a concern.  
Any remote or isolated location that may expose a resident to 
criminal activity could be a dangerous liability. Curbside delivery 
reduces these risks by providing mail at or very near a person’s 
residence.

Access
Other considerations that should be brought up are access for 
the elderly and persons with disabilities. For those who cannot 
drive to a CBU and pick up their mail, the lack of curbside deliv-
ery could be a major inconvenience, if not creating a dangerous 
situation.

Maintenance
Builders and developers should raise the concern that main-
tenance of the structure over time will be critical not only to 
maintain the aesthetic quality of the residential subdivision, but 
also the viability of the unit and any accompanying structure. In 
subdivisions that lack a homeowners association, it may be un-
clear whose responsibility it will be to maintain the structure and 
the surrounding ground.

Inappropriate Development
Often times, communities designed with amenities or centered 
near an amenities center (such as a clubhouse, pool, or some other 
civic space) can more easily provide for safe locations for CBUs 
within a single-family community.

Although, these kinds of single-family communities, which are 
often maintained by a common HOA, have increased in recent 
decades, a large number of new single-family communities are 
still developed as a subdivision of homes with no homeowners as-
sociation and little or no common space or common maintenance 
provided. For these communities, providing CBUs may prove 
more difficult.

If you would like to speak directly to an NAHB staff member on 
this issue, please contact Claire Worshtil in Land Use and Design 
at 1 (800) 368-5242 ext. 8309.

Claire Worshtil is the Senior Program Manager, Land Use, at Na-
tional Association of Home Builders in Washington, D.C.

Cluster Mail Box Unit Delivery 
Has Hit Northwest Florida
from page 7
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The No. 1 Barrier to 
Higher-Quality Leads
Any builder will agree that 
the strongest leads almost 
always come from refer-
rals. But it’s the successful 
builders who know how 
to engage their clients in a 
way that keeps those high-
quality leads flowing in.
 What’s their secret? The 
builders who maintain strong referral 
streams:
• Deliver on quality,
• Request or incentivize referrals, 
   and above all,
• Focus on communication.
 Even if you feel confident 
that you’ve already got the first 
two covered, the final piece of the 
puzzle – communication – is where 
most builders admit to falling short.
 “It’s impossible to over-
communicate,” said Beverly Koehn, 
a customer care management consul-
tant from San Antonio, Texas. “It’s 
a scary ride for [the clients because] 
they are investing a significant 
amount of money into your services. 
There are times you’ll be so involved 
in a project, that you’ll forget about 
the client’s need to stay informed.”
 And unless you’re running 
a one-person operation, consistent 
communication involves keeping the      
whole build team on the same page. 
Anyone who might be in direct 
          contact with the client needs to 
                  have the most up-to-date 
                           information so that 
                                  when the client 

asks a question, the answer is always the 
same no matter who is answering.
 “We live and die by referrals, 
so it’s critical for us to keep the client 
informed consistently,” says Joey Hardy, 
project manager and superintendent for 
Brannen Design and Construction in Fort 
Collins, Colo.
 “But it’s not just about keeping 
our current clients updated. It also means 
addressing the needs of our previous 
clients of jobs we recently finished,” Hardy 
said. “It’s demanding, especially since so 
much of it is [done by] texting. There’s 
always the expectation that you need to 
respond immediately. But that’s part of the job.”
 Though technology seems to 
have completely taken over all forms of 
communication, Rick Storlie, president of 
New Home Sales Coach, suggests builders 
make an effort to get as much face time 
with the client as possible.
 “Especially during those times 
when the bricks and nails aren’t moving, 
the client may start to assume there are 
problems or delays,” Storlie said. “They 
won’t care how busy you are or how many 
other projects you have. They need assur-
ance that things are constantly moving 
forward.”
 To help ensure the project  con-
tinues to move smoothly and the client 
stays happy, Storlie said builders should 
never hesitate to ask clarifying questions. 
Making assumptions about what the client 
knows, wants or expects can be a costly 
mistake that leads the project in the wrong 
direction.
 Even beyond the texts, phone 
calls and face-to-face interactions, there 
are still more aspects of communication to 
keep an eye on:

Website
 To the prospective client, a 
builder’s value is created online (and 
then later confirmed onsite). Your 
website should have fresh content that’s 
relevant to your target audience.
• Update the content at least once 
   every 1-2 weeks.
• Use only professional photos of your 
   previous work.
• Include details about your general 
   service area.
• Don’t hesitate to showcase some of 
   your floor plans.
• Ditch the “Testimonials” page   
  (typically less trafficked) and 
   instead, distribute customer 
   testimonials throughout the other 
   pages to reinforce the quality of 
   your work.

Emails
 The emails you send to your 
prospective, current and previous cli-
ents can be effective relationship-build-
ing tools, but only if used appropriately.
• Emails should be used to educate and 
   advise, not to sell your services.
• Respond to an initial inquiry as   
   quickly as possible (automated, we’ll-
   get-back-to-you emails don’t count). 
   Waiting more than 24-48 hours to 
   respond is often too late.
• Try to limit emails to one or two a 
  week per client (but sometimes more 
  often during the initial phases).
• Add purpose to each message by 
   including a call to action – the “ask”
   at the end of each email, along with 
   a link to a page on your website with 
   additional information.
 Improved communication 
may be the ticket to increasing the 
quality of your leads. The goal is not to 
simply complete a transaction; it’s to 
build a strong, memorable relationship 
with the client, who should always be 
at the center of the project.
                    
Courtesy of 
NAHBNow
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Membership Happenings
Pensacola Energy hosted the 
Home Builders Association for 
the February Membership and 
Networking Meeting. Longtime 
HBA supporters Don Suarez and 
Jill Grove of Pensacola Energy and 
their team of professionals wel-
comed a great crowd and provided 
delicious food from Nancy Haute 
Affairs. 

Larry Crosby and Janice Caple  
of Pensacola Energy.

HBA’s Vicki Pelletier, Robert Belford of AVS Systems, Jason Millar and Joel Millar  
of Finish Touch Construction.

Bill Daniel and Ron Robinson of Mobile Lumber with Eva Marsach of SERVPRO of  
West Pensacola at the February Membership and Networking at Pensacola Energy.

Becky French and Vicki Kitchens  
with Sears Commercial Sales

The Membership Committee is working hard to bring 
you a worthwhile April Membership Drive by partner-
ing with Valpak of the Gulf Coast. From left, Nathen 
Spitsbergen of CORT; Blain Flynn of Flynn Built – 
Flynn Building Specialist; Eva Marsach of SERVPRO 
of West Pensacola; Ron Robinson of Mobile Lumber, 
Membership Chair Shelia Billingham of Fairway 
Independent Mortgage Corp.; Cheryl Maniscalco of 
VALPAK of the Gulf Coast; Tanya Underwood of Em-
erald Coast Granite, Tile & Glass and HBA Director of 
Marketing & Communications Vicki Pelletier.
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EPA Makes 
Changes to 
Lead-Safe 
Re-certification 

Process
Remodelers who are certi-
fied by the Environmental 
Protection Agency (EPA) to 
work on homes that may 
contain lead paint under the 
Lead: Renovation, Repair 
and Painting (RRP) rule now 
have the option to complete 
refresher training online, ac-
cording to an EPA announce-
ment.
 However, EPA re-certifications 
obtained via an online refresher course will 
be valid for only three years – versus five 
years for hands-on training courses – and 
can only be exercised every other re-certi-
fication cycle.

 “As a longtime advocate for a 
simplified re-certification process, NAHB 
Remodelers appreciates that EPA’s 
changes provide some flexibility, but the 
limited and convoluted parameters of the 
online training option are unnecessarily 
complicated and could affect the number 
of renovators who opt to become re-
certified,” said NAHB Remodelers Chair 
Tim Shigley, CGR, CAPS, CGP, GMB, 
GMR, a remodeler from Wichita, Kan.
 “Whether they choose to refresh 
their training online or in person, with 
the March 31 re-certification deadline 
looming for over 100,000 remodelers, and 
thousands more later in 2016 and 2017, 
remodelers are left with precious little time 
to meet their re-certification obligations.”
Additionally, certified renovators who were 
grandfathered in under a HUD or EPA 
lead-based paint training course before 
the RRP rule was adopted must attend a 
refresher course with a hands-on compo-
nent. The rule also made several stream-
lining and clarifying changes to RRP 
provisions that apply to training providers.
EPA’s changes only apply to those states 
where EPA administers the program.  
 The 14 states that administer 
their own programs will have to take 
legislative or regulatory action to adopt the 

online refresher course option.
 The White House Office of 
Management and Budget released the 
final rule to EPA on Jan. 21.

Courtesy of NAHBNow

U.S. Supreme Court 
Stays EPA’s Clean 
Power Plan
In a highly unusual move, the U.S. Supreme 
Court, in February, halted implementation 
of the Clean Power Plan Rule, which requires 
states to reduce carbon dioxide emission from 
power plants located within their borders.

While the rule is supposed to focus on power plants, EPA’s emis-
sion reduction requirements are so stringent that states will have 
to use a variety of mechanisms to meet them.

Because EPA has encouraged states to use building energy ef-
ficiency, including the imposition of building codes, as a way to 
comply with these targets, NAHB has been engaged on this rule 
from the beginning, filing comments that significantly improved 
EPA’s treatment of energy efficiency in the final rule.

However, because incentives remain for states to use energy ef-
ficiency to meet these onerous requirements, NAHB, along with 

many other parties, filed a petition for review with the U.S. Court 
of Appeals for the D.C. Circuit challenging the rule.

The states and some industry groups asked the D.C. Circuit to 
halt implementation of the rule while it is being litigated. The 
court refused, and these groups then asked the U.S. Supreme 
Court to delay the rule.

The Supreme Court, in a 5-4 decision, granted these groups’ 
requests. States will now be relieved of taking action immediately 
to try and meet the rule’s deadlines, and can instead hold off until 
after the courts have decided whether the rule is legal, which 
likewise provides relief for impacted industries as well, including 
NAHB’s members.  

Courtesy of NAHBNow.
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state attorneys 

general call on 

omb to reject 

proposed 

‘persuader’ rule

More than a dozen 
state attorneys gen-
eral sent a letter to 
the White House Of-
fice of Management 
and Budget (OMB) 
urging the agency 
to reject a U.S. De-
partment of Labor 
(DOL) proposal that 
would undermine 
long-standing pro-
tections for confi-
dential attorney-cli-
ent communications 
and place undue 
burdens on small businesses.

DOL wants to narrow the exemption under the “persuader” rule 
for what union-related communications between employers and 
attorneys remain confidential.

Current law requires employers and legal consultants to report 
any arrangements to persuade employees regarding the right to 
organize or bargain collectively. There is also an “advice exemp-
tion” that says employers are not subject to reporting require-
ments as long as their lawyer or consultant just gives advice to the 
employer and does not communicate directly with employees.

DOL’s proposal, set to take 
effect in March, would 
significantly narrow the 
advice exemption by requir-
ing employers to file pub-
licly available reports to the 
government detailing these 
private exchanges.

NAHB believes the  
proposal will:
• Eviscerate current attorney-
client privilege by forcing 
employers to file reports to 
the government when they 
engage in private labor coun-
sel with outside consultants 
and lawyers.
• Have significant monetary 

and legal implications for home building firms.

Spearheaded by Alabama Attorney General Luther Strange 
and encouraged by NAHB, the letter to OMB stated that this 
proposed rule would “have a chilling effect on attorney-client 
confidentiality and employers’ fundamental right to counsel.”
The letter further urged OMB to “reject the proposed rule as 
drafted” and to reaffirm the longstanding interpretation of the 
advice exemption that has been effectively administered for more 
than 50 years under the Labor Management and Reporting and 
Disclosure Act of 1959.

For more information, contact Suzanne Beall at 800-368-5242 x8407.

NAHB NEWS
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Auxiliary Council 
Needs YOU!

The Council is committed 
to making a difference in 

our community by  
contributing to various 

organizations. 

Help us continue to 
make things happen.

mark your 
calendar

For further event details, please visit our website: 
www.westfloridabuilders.com

March 16, 2016
General Membership Meeting - Ferguson Enterprises, Inc

March 17, 2016
Houzz University - Lunch and Learn

April 7, 2016
Spring Golf Tournament - Stonebrook Golf Course

April 12, 2016
Annual Membership Drive Kick Off

April 14, 2016
General Membership Meeting
Membership Drive Wrap Up Celebration - REW Materials

Interested in sponsoring a 
General Membership  

Meeting?  
Contact Vicki Pelletier  

at 850-476-0318  
for more information! 

To advertise, call  
Richard Nicholson 

561.843.5857

NEXT  
CORNERSTONE 

ISSUE: 
APRIL 2016

r k n i c h o l s o n . c o m
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FEATURE STORY

Don’t Be 
Afraid of 
Smart Home 
Technology
The smart-home technology 
craze began years ago in some 
parts 
of the 
country, 
but in 
many 
other 
areas, it’s 
only just 
begun.

If you’re just 
entering 
this market, 
or have yet 
to do so 
because you 
think you 
don’t have 
the know-
how, fear 
not – you 
don’t need to 
be a technol-
ogy spe-
cialist. But 
you should 
become familiar with what’s trending and 
how you can address your clients’ needs 
before they go to another builder.
Product developers are constantly churn-
ing out new gizmos, like the thousands 
that were displayed at the recent Con-
sumer Electronics Show. But only a small 
number are actually embraced by the 
general public.

Get a feel for what’s really trending 
During an education session at this 

year’s International Builders’ Show, Greg 
Haupert, the executive director of Business 
Networking International and a home-
technology integration specialist, listed 
several smart-home trends that have truly 
started to take root, including:
• Contemporary comfort with automat-

ed thermostats, lighting and security 
systems that quickly learn the owner’s 
preferences and can be controlled 
and monitored from anywhere in the 
world.

• High-tech appliances like refrigera-
tors with internal cameras that allow 
the owner to remotely check its 
contents, and an automated compres-
sor that adjusts its speed according to 
how much food is inside.

• Smart TVs – not simply those that 
run apps like Netflix and Hulu, but 
rather, TVs that are integrated to cre-

ate a smart-home hub through which 
many, if not all of the home’s smart 
features can be controlled.

Many other experts at IBS recommend-
ed several more design trends and innova-
tive products builders should consider.

Team up with an expert
Once you know what’s hot among con-
sumers, but don’t feel confident enough to 
market yourself as a smart-home specialist, 

Haupert suggests partnering with one.
It’s okay to admit you don’t have all the 
technology answers as long as you partner 
with or employ someone who does, and 
who can comfortably interact with the 
client.

“Having a smart-home technology expert 
that you can rely on and consult with for 
certain projects will help boost your busi-
ness and reputation,” Haupert said. “Don’t 
assume that [a tech specialist’s] only goal 
is to up-sell the client. When you find a 
trustworthy partner whom you can work 
with consistently, that will better enable 
you to meet your clients’ needs.”

Furthermore, he suggests working with 
contractors who can offer service contracts 
to the client. This will reduce your liability 
if (or rather, when) issues arise.

Plan ahead
But before 
you get too far 
down the road 
with a client, 
it’s critical 
to develop a 
technology plan 
as early as pos-
sible. Custom 
A/V and smart-
home technol-
ogy is best 
integrated when 
planned for 
well in advance. 
Pre-wiring a 
new home can 
save the client 
thousands down 
the road.

Haupert 
strongly advises 
that builders 
find out which 

pieces of technology the client wants and 
how they want to use them in their home. 
From there, go through the floor plan 
room by room and ask how they might 
want to use the technology in each space.

NAHB has several educational opportuni-
ties for industry professionals who want to 
learn more about integrating design and 
technology. Go to nahb.org for additional 
info. 

Courtesy of NAHBnow.
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Get  Involved in 
HBA Councils  

and Committees!

Auxiliary Council
Meets Monthly

2nd Tuesday of each month

Sales & Marketing Council
Meets Monthly

Membership Committee
Meets Monthly 

2nd Thursday of each month

Board of Directors
Meets Monthly

3rd Tuesday of each month
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Bring a 
friend to 
our next 
meeting!

MEMBERSHIP NEWS

Builder & Developer Members
Avia Homes, Inc.

Bontrager Builders Group, Inc.

Classic Homes of Pensacola, LLC

Hemmer Consulting, Inc

JBL Properties Ltd.

Mitchell Homes

Paragon Custom Homes / Celebrity 

Homes

Russell Home Builders

Southern Building Specialties, Inc.

Timberland Contractors, Inc.

Wible & Wible, Inc.

THANKS FOR RENEWING!

Associate Members
VALPAK of the Gulf Coast
Juli Campbell
109 N. A. Street
Pensacola, FL 32502
P (850) 530-8557
F (850) 665-0142    
    
Southern Brass, Llc
Lisa Denham
330 Park Ave. S.
Mobile AL 36695
P (251) 764338
   
Ecoview Windows & Doors of NW FL
John D. Kyzar
3046 Gulf Breeze Pkwy
Gulf Breeze, FL 32563 
P (850) 677-8081
F (850) 677-8093

Interior / Exterior Building Supply
John Millican
3331 McLemore Dr.
Pensacola, FL 32514 
P (850) 262-8044 
F (850) 262-8046

WELCOME NEW MEMBERS

MEMBERSHIP NEWS

NEXT 
CORNERSTONE 

ISSUE 

April
2016

To advertise, contact 
Richard Nicholson 

561.843.5857
rknichent@aol.com

rknicholson.com

Architectural Concepts International LLC
33 SW 12th Way, Boca Raton, FL 33486

Specializing in Car Wash Designs

Licenses: NCARB, Florida
AR-0007424, ID-0003692, CGC-008183

561.613.2488
www.car-wash-architect.com | www.paintconceptsplus.com

For future  
upcoming 

events, please 
see page 7 

or call the 
HBA office at 
850.476.0318 

Associate Members
Architectural Concrete Designs Inc.

Beggs & Lane, Attorneys

Bright House Networks

Builders Specialties Supply, Inc.

Ferguson Enterprises, Inc.

Home Mortgage of America Inc.

Milton Truss Company

Pensacola Energy

PROBuild

THANKS FOR RENEWING!
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Advertiser’s Index
Green Spike  50 Credits
Ricky Wiggins  95.5

Ron Tuttle  95.5

Doug Sprague  84.5

David Holcomb  85

John Harold  76

Kenneth Ellzey, Sr. 65.5

Bob Price, Jr.  55.5

Newman Rodgers IV 53

Life Spike  25 Credits
West Calhoun  48.5

Thomas Westerheim 48

Wilma Shortall  48

Russ Parris  47

Darrell Gooden  41

Eddie Zarahn  41.5

John Hattaway  32

Garrett Walton  30

Doug Whitfield  26.5

Blue Spike   6 Credits
Bill Daniel  23

Keith Swilley  20

Towana Henry  20

Luke Shows  18.5

Steve Moorhead  16.5

Brent Woody  15

Doug Herrick  12.5

Larry Hunter  12.5

Dean Williams  10.5

Bernie Mostoller  10

Doug Henry  10

Kim Cheney    9

In construction, a spike is a steel object 
that is essential to making a building 
strong.  As in construction, the HBA 
of West Florida sees a Spike as some-
one that works to keep our association 
strong.  Spikes work on the recruitment 
and retention of members in addition to 
keeping members active with the associa-
tion.  Anyone is eligible for Spike status.  
On Spike credit is awarded for each new 
member recruited and an additional credit 
is awarded for that new member’s renewal 
on or before their anniversary date.  If you 
help to retain a member, you are eligible to 
receive a half point for each member.  

Spike Club Levels
Spike Candidate  1-5 credits
Blue Spike  6-24
Life Spike  25-49
Green Spike  50-99
Red Spike  100-149
Royal Spike  150-249
Super Spike  250-499
Statesman Spike  500-999
Grand Spike  1000-1499
All-Time Big Spike 1500+

Spike Club Members and their credits 
as of 01/31/16.
Statesman Spike 500 Credits
Harold Logan  510.5

Super Spike  250 Credits
Rod Hurston  410.5

Jack McCombs  288.5

Royal Spike  150 Credits
Ron Anderson  201

Rick Sprague  198.5 

Edwin Henry  197.5

Bob Boccanfuso  161.5

Red Spike  100 Credits
Charlie Rotenberry 149.0

William “Billy” Moore 146.5

Lee Magaha  127.5

Oliver Gore  111.5

Please Support  
Our Advertisers!

INSURANCE & BONDING SOLUTIONS SINCE 1911

Rod Hurston, AAI
Vice President

(850) 444-7613 PHONE
(850) 438-4678 FAX
(850) 982-7300 MOBILE
rhurston@fbbins.com

1701 W. Garden Street • P.O. Box 711, Zip 32591 • Pensacola, FL 32502

Architectural Concepts International, LLC   21
561-613-2488
jrd@paintconceptsplus.com
www.paintconceptsplus.com

Bonded Builders    13
www.bondedbuilders.com
wenzeldo@att.net 
866.440.7271

Fisher Brown Insurance     22
Office 850.444.7613
Cell 850.982.7300
Rod Hurston, AAI
rhurston@fbbins.com

Florida Home Builders Insurance    16
888.513.1222
www.fhbi.com

Gulf Power        Back Cover
877.655.4001
850.429.2761
www.GulfPower.com

Norbord       23
www.norbord.com/na

Pensacola Energy        2
850.436.5050   
www.espnaturalgas.com  

REW Building Materials, Inc.    13
850.471.6291  Office
850.259.7756  Cell
www.rewmaterials.com
bbatting@rewmaterials.com

RKN Publishing & Marketing     17
561.843.5857
rknichent@aol.com
www.rknicholson.com

University Lending Group     13
Cell:281.726.8001
Off: 850.396.0322
www.university-lending.com
rroberts@university-lending.com

warren wight creative services     19
407.920.1478
www.warrenworld.com

If you would  
like to join the 

Spike Club  
or Desire  

Additional  
Information, 
please contact  
Vicki Pelletier 

(850) 476-0318
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