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IMPACT FEES WOULD HURT
SANTA ROSA COUNTY WORKING
FAMILIES THE HARDEST

As Santa Rosa County Commissioners consider the best ways to
deal with the challenges of population growth and infrastruc-
ture needs, they are encouraged to remember their mandate, as
stated in the county’s Comprehensive Plan, to “ensure the pro-
vision of safe, affordable and adequate housing for current and

future residents.” Aswell they should, commissioners can take pride in the county’s
73.1 percent home ownership rate, which is well above the nearly identical rates for Florida
(64.1 percent) and the nation (64.4 percent). But the fact is housing affordability crisis for
working families exists today in Santa Rosa County and will only get worse if commission-
ers impose impact fees or restrict new home construction and development.

The median price of a home in Santa Rosa County in 2018 was $247,600 — four
times the county’s median family income ($60,652) and more than six times the average
annual wage ($37,834) for jobs in the county.

With the inventory of available homes down 57 percent since 2010, the un-
der-supply will drive home prices even higher. When home prices rise, a segment of the
population gets pushed to the sidelines. Sometimes, a higher down payment is an impossi-
ble hurdle. Quite often, would-be buyers fall victim to lenders’ underwriting standards on
how much of their monthly income can be devoted to housing costs.

When someone is paying more than 30 percent of their income for housing, they
are considered “housing burdened” or “rent burdened” — a condition the respected James
Madison Institute says can have devastating negative effects on a community. “Rising
housing prices have a variety of consequences for quality of life,” said the Institute’s report
entitled “Assessing the Effects of Local Impact Fees and Land-Use Regulations on Work-
force Housing in Florida.” The fallout includes overcrowded housing units, and forced
reductions in spending for food, clothing, healthcare, and retirement savings.

All too often, the negative impact of rising house prices falls proportionately
hardest on middle- to low-income individuals, like the 30.7 percent of Santa Rosa County
residents who earn less than $40,000 a year, which often includes such valued community
servants as teachers, police, and firefighters. Imposing impact fees of even a modest amount
in Santa Rosa County would not only be the proverbial “straw that broke the camel’s back”
for entry-level home buyers, it would stifle the existing home market as well. Because they
are “substitutes” for new homes, existing homes will increase in price when builders of new
homes up their prices to offset the new impact fee. In other words, all housing, not just
new, will become more expensive.

You might think that renting would be an option for those who could not afford
to buy a home. Not necessarily so. When the prices of new and existing homes increase,
monthly rents increase as well. Nationally, the Joint Center for Housing Studies at Harvard
University reported last year that from 1990 to 2016, the median rent rose 20 percent faster
than the rate of inflation. In Santa Rosa County, average monthly rents broke the $1,200
barrier in 2013 and now stand near $1,300 — hardly a low-cost alternative to a single-fami-
ly home.

While the focus of this message has been on working families, we should not
forget that Santa Rosa County has a growing population of 50+ retirees projected to go
from 65,122 today to 73,052 by 2023. In fact, seniors’ housing preferences are very similar
to working families: smaller homes, reasonably priced — a combination that can be quickly
undermined by impact fees.

So while we can all agree that infrastructure needs to keep pace with population
growth, we should also all be on the same page when it comes to the need for housing.
Without it, the very foundation of Santa Rosa County’s quality life begins to crumble.

PRESIDENT’S MESSAGE

President’s
Message

“All too often,
the negative
impact of
rising house
prices falls
proportion-
ately hardest
on middle- to
low-income

individuals”
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10W TO ATTRACT
MILLENNIAL BUYERS

Millennials are the largest
generation at approximately
79 million strong — surpass-
ing baby boomers by about
4 million. Of those 79 mil-
lion, 52% are contemplating
homeownership, while 37%

prefer the flexibility of renting.

So how can builders attract more millen-
nials into purchasing a home?

An IBS education session entitled “The
Big Move: How to Get Millennials Out of
Rentals Into the Home Buying Market,”
explored solutions to attracting millenni-
als to the marketplace through affordable
housing options and demographic-specific

marketing. Speakers included Alaina
Money-Garman of Garman Homes &
Fresh Paint by Garman Homes, Allison
Paul of Lessard Design, and Ryan White
of Dahlin Group Architecture Planning.
(See Generation-Breakdown Graph)

BARRIERS TO HOMEOWNERSHIP
Today’s renter is 32 years old, single and
educated, with an income of $37,500;

about 29% of that income is spent on rent.

Even though more than half would con-
sider purchasing a home, millennials have
been slow to enter the housing market,
Paul noted, because of student loan debt,
getting married later in life and a decrease
in starter-home inventory. These factors
have decreased the amount millennials
are able to save and the type of home they
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can afford to purchase, as many are often
putting down less than 20%.

Paul explained: “When you look back at
their student loan debts of $37,000 [on

average], that’s a down payment on a




GENERATION-BREAKDOWN

house. That’s a brand-new car they could
be buying. That’s the cost of their wed-
ding. They’re making choices in life as

to what’s more important to them, and

it’s a very different perspective than the
boomers or Gen Xers and even potentially
the Gen Zers.”

(See Smaller-Households Graph)

MeETING MILLENNIALS WHERE THEY ARE
More than one-third (35%) of older mil-
lennials (30-39 years old) are looking to
buy a home in the next one to three years,
White stated, in part because of rising
rents. Major life events, such as getting
married or having children, are also cata-
lysts for a home search.

Examples of what millennials looking for,
based on NAHB’s What Home Buyers
Really Want study, include:

* 82% want a garage (1, 2, or 3+
cars); 54% want access to public
transportation.

* 40% want 3 bedrooms; 47%
want 4 or 5.

* 57% want an exercise or media
room (compared to 32% and 28%
of boomers, respectively).

* 74% want a single-family de
tached home; unly 15% want
townhomes and 7% want condos.

* 76% want an open or partially
open living-dining area.

* The median desired square
footage for millennials is 1,905.

Builders are getting creative in how they
design high-density neighborhoods to ad-
dress the affordability issue while also pro-

viding the types of homes and amenities
millennials desire. Paul and White shared
several examples from their businesses, in-
cluding adoption of modular construction
to create developments.

Millennials also require a different
marketing approach, which Money-Gar-
man highlighted as part of the strategic
plan behind Fresh Paint, a subdivision of
Garman Homes specifically geared toward
millennial consumers.

Fresh Paint’s business model adopts a
millennial mindset through five key com-
ponents:

* Make it transparent
and authentic

* Make it personal

* Make it simple

* Make it give back

* Make it memorable

For example, staging model homes with
products millennial buyers can afford
(think Target, World Market or even
Pinterest hacks) creates an atmosphere

in which they can better visualize them-
selves. Model storytelling (e.g., using staff
members’ personal photos throughout the
model) also spotlights who Fresh Paint is
as a company and adds an instant con-
versation starter to help get to know the
buyers better and match them to the house
they want.

LoOKING AHEAD

As millennials contemplate entering the
home-buying market, 3% of Generation
Z (ages 7-22) is already buying. Virtual
reality goes a long way with this popula-
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tion, with 45% wanting to tour a home
virtually and 41% wanting to watch a
recorded video of a walkthrough. Built-in
furniture is a potential approach to attract
this demographic, with its preference
toward thoughtful use of space rather than
increased square footage. About one-third
(34%) of Generation Z is looking for a
partially furnished home, while 19% want
a fully furnished home.

Looking for an outside-the-box approach
to tours? Consider creating an AirB-
nB-type model that prospective owners
can “try on” for a night — or even a week-
end — to see how each space feels.

“It requires a totally different silo to our
business — someday I will get to do it,”
Money-Garman noted. “If you can do it
now, go ahead and do it. I think it’s a great
way to connect with the buyer on a really
cool level.”

Courtesy of NAHBnow.com

June 2019
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Doug Wenzel Achieves
National Al1l-Time
Big Spike Designation

A longtime Florida sales
representative for a national
new home warranty compa-
ny, Doug Wenzel has been
honored as one of the leading
membership recruiters in the
history of the National As-
sociation of Home Builders

(NAHB).
The official designation of “All-Time Big

Spike” signifies his incredible commitment
to the growth of local HBAs in Florida,
the Florida Home Builders Association
(FHBA), and NAHB. While the Jackson-
ville, FL-based Northeast Florida BA is
considered his “home” association, Wenzel
has recruited over 1,500 new members
into a dozen local HBAs around the state.

“Doug has been a tremendous part of our
HBA,” said HBA of West Florida Execu-
tive Director David Peaden. “He has been

active in countless membership drives and
has provided key leadership on our HBA

councils and committees. It is amazing

how much he does from living on the oth-
er side of the state. I truly appreciate what
he does for our association.”

Professionally, Wenzel has strengthened
the Florida home building industry by en-
listing builder participation in a 30-year-
old warranty program that protects the
new-home investments of thousands of
Florida residents. “Anyone who derives
their livelihood from the home building
industry needs to support their local, state,
and national builders association,” says
Wenzel. “HBAs work hard to create an
economic and regulatory environment in
which members are successful and con-
sumers are well-protected. Membership
dues are an investment in the future of
our industry and that of every builder and
associate who joins.”

The All-Time Big Spike designation is
held by less than 25 NAHB members

nationwide.
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HBA Participates in SkillsUSA

Pensacola recently hosted SkillsUSA, a na- gfesigent %wlby J Oh{lson, Czﬂy Richljrd? ﬁni M}lllfph}’ f(}ﬂe? li)lfd
. : s e . . un Farm Energy volunteered to work with the thousands o s
tl(l)lnallmefltllbel‘Shlg as§3(cliat1011: Sell'V lnﬁ hlgh who participated in SkillsUSA at the Pensacola Bay Center.
school, co ; €ge an n_n € sc (_)0 stu .ents SkillsUSA empowers its members to become world-
who are preparing for careers in trade, technical and skilled class workers, leaders and responsible American citizens. SkillsU-

service occupations, including health occupations, and for further ~ §A improves the quality of our nation’s future skilled workforce
education. Once again, HBA Past President Taylor Longsworth,  through the development of Framework skills that include
HBA Past 2nd Vice President John Hattaway and HBA Past personal, workplace and technical skills grounded in academics.

Taylor Longsworth of East Hill Building and
Design with John Hattaway of Hattaway
Home Designs with students competing in the
nail driving competition.

Carly Richards and Murphy Allen, of Sun

Farm Energy, gave students useful informa-
Shelby Johnson of Johnson Construction with  tion on solar panels and hosted experimentrs
students who learned to operate a backhoe. during SkillsUSA at the Pensacola Bay Center.
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It was certainly was beautiful day for golf at HBA member
Scenic Hills Country Club. A special thank you to the staff
at Scenic Hills for making this all possible. Golf Pro Rick
Gorman and his team do an amazing job for the HBA.

PLATINUM SPONSOR
ABC Supply — T-Shirts

GOLD SPONSORS

Atlas Roofing

Bay Area Printing & Graphics Solutions
Builders FirstSource

D.R. Horton

REW Materials

Underwood Anderson Insurance

SILVER SPONSORS
Klumb Lumber

HOLE SPONSORS
Gulf Coast Insurance
Centennial Bank

James Hardie

REW Materials

Atlas Roofing

Underwood Anderson Insurance
Membership Committee
Sherwin Williams

Builders Specialties Supply
Bay Area Graphics

Southeast Mortgage

Builders FirstSource

Harvesters Federal Credit Union

D.R. Horton 1st Place Team / Score 55
Tool Expo Corporation David Redmond * Nate Fin

James Coleman * Mr. Attaway
CONTRIBUTING SPONSORS 2nd Place Team / Score 56

Ready Mix USA - BREAKFAST SPONSOR

Olympus Insurance - GOODIE BAGS

Thieman Green & Associates — BEER CART

Emmanuel Sheppard & Condon - MULLIGAN SPONSOR

Mike Ley * Isaac Joyner
Matthew Peterson * Shane Burkett
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from page 13

HBA CONSTRUCTION
ACADEMY STUDENTS AT
PINE FOREST HIGH BUILD
PICNIC TABLES TO HELP

THE HOMELESS

Epps Christian Center is excited about
receiving ten picnic tables thanks to the
collaboration of the Home Builders
Association of West Florida (HBA) and
its sponsored HBA Construction Trades
Academy at Pine Forest High School.

HBA Executive Director David Peaden said Epps Christian
Center’s founder and pastor Sylvia Tisdale has done so much
good in the community that he wanted to help. What better way
than incorporating the HBA’s Construction Trades Academy at
Pine Forest High School where students get hands on experience
in building construction. With perfect timing, Pine Forest In-
structor Brian Metcalf texted Peaden a photo of a picnic table the
students recently completed. Peaden happened to be with Pastor
Tisdale and showed her a photo of the table. Asked if she could
use picnic tables for her outreach program, Tisdale lit up and said,
“Yes!” When Peaden inquired how many tables, Tisdale quick-

ly said, “10!” Peaden said back to her in surprise, “10?” Tisdale
quipped with a smile and said, “Well, you have to aim high!”

“We serve the homeless five days a week and we've never had a
comfortable place where someone can just simply sit down and
enjoy a meal,” said Tidsdale, who operates a non- denominational
church on Pace Blvd. “I am so grateful to the Home Builders
Association and to young people at Pine Forest High School for
this gift. I will always be grateful.”

Pastor Sylvia Tisdale sits down on a new picnic table that was built by
HBA Construction Academy Students at Pine Forest High School.



HBA NEWS

The HBA’s Construction Trades Academy focuses on broad,
transferable skills, and stresses the understanding of all aspects of
the building construction industry. The academy utilizes the Na-
tional Center for Construction Education and Research curricu-
lum to prepare students to enter a construction career path. “I am
very pleased that the students could work on a project that will
benefit the homeless in our community,” said Metcalf. “Not only
did they learn a skillset in building the picnic tables, but their

work will go to good use in the community.”

Builders FirstSource donated the materials for the picnic tables.

“I'm honored and pleased our company could be a part of this

project,” said Builders FirstSource Area Vice President Brian
Richardson. “T've seen
the finished product and
the students did a really
nice job.”

TOP 10 REASONS TO DO BUSINESS WITH AN ACTIVE ASSOCIATE MEMBER

1. They support the industry at the 4. They serve on committees and councils 7. They are 8 major source of non-dues

local, state and national levels. gaining ualuable networking opportunity revenue through sponsorships, aduver-
while helping to aduance the association’s tising, etc.

2. They volunteer time, talent and mission.

treasure to help the association 8. As industry partners, they are a

accomplish i1ts goals. 5. By doing so, you increase the ualue valuable resource for business and

proposition for all membership in our HBA. management tips.

3. They recruit their colleagues & busi-
ness contacts to become members. 6. They are strong supporters of 9. They are heauily invested in your
local and state PACs and BUILD-PAC. business success: You win, they win!

10. Why wouldn't you do business with a
member?
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4 |deas to Turn
Your Sales
Center into a
Top Sales Tool

As consumers become savvier in their
home-buying decisions and research, they
are also demanding more than viewing a
floor plan and community map.

Enter sales centers. They certainly are not what they used to
be. The modern sales center has emerged as one of the most
important marketing tools in a builder’s arsenal.

A sales center must serve many purposes. First, it’s the point
of entry where your buyers get the important first impres-
sion of your new community. Second, it must provide your
sales team with the opportunity to interact with and engage
buyers, and provide useful information that will keep the
conversation active.

Investing in a well thought-out design center can help you
get the most from your sales office investment and close
deals. Consider these four ideas when planning and design-
ing your next sales center to make it pay off in the end:

1. Optimize space with a good layout. When designing
your sales center, identify the location and carefully prepare
a floor plan to maximize the space. Work with a designer to
lay out the most effective and usable traffic pattern to ensure
you aren't creating bottlenecks or challenges for your sales
staff to engage with the buyer. The traffic pattern should
also present information in the sequence that makes sense
for your community. Think about what you want to show-
case and when that flows with a potential buyer’s journey.

2. Connect to buyers with design and branding. Sophis-
ticated buyers and renters expect an experience when they

walk through the door, so it’s critical that you give them
one. Understanding how color, fabric or visual elements are
perceived by your demographic is important. The colors,
styles and presentation you use should be correct for the
age and income range of your potential buyers.

People have an amazing emotional connection with style.
A stylish sales center can set the stage and also drive a cus-
tomer’s experience to go beyond simply speaking to a sales
or leasing agent or viewing materials.

3. Don'’t forget the structural components. Identify where
the windows, doors, wall outlets and fixtures will be located
to design graphics and displays and avoid conflict with

the build out. This plan also makes it easy to build out

the required space for thermostats, electrical outlets and
vents. Your sales team will need adequate and comfortable
workspaces as well. Thinking of these components ahead
of time can save you a lot of work and money in the end.

4. Use technology to engage and connect. One of the
biggest shifts in sales centers in the last decade has been
the introduction of new technology. Interactive kiosks, for
example, appeal to millennials in your sales center so they
model tour, or flip
ity renderings and
ng content with

can check out elevations, participate 4
through a portfolio book with high
floor plans. Combining visually
various elements of interactivi
important audience.

> connecting to this

ir brand, help
11 live in and enjoy
ble experience for

r strategies, and

This article 15 adaptea

2019 issue of Sales + Marketing 14
tTunes and Google Play. Jonathan
chief digital officer for Marketshare
all things marketing for more than

currently serves as
elping builders with

June 2019
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Will 5G Replace the Net-
work Wires in My House?

The fifth generation of cell
technologies (aka, “5G”) is
quickly gaining momentum
as the number of 5G test
markets across the country
grows. But exactly what is 5G?

Frequencies used

by 5G are much

faster than earlier

generations, and

offer very low

latency (any

kind of delay in

transmitting or

processing). “For

example, with 5G

you could down-

load a 4K movie

to your phone in

about 30 seconds,”

says John Penney, executive vice president
of business development at 20th Century
Fox.

But will 5G replace the cables, wires, rout-
er and modem in your home? According
to some experts, the answer is: Potentially.
But in most cases, it’s not a good idea ...
at least, not yet.

One of the main issues (for now) is that
the distances those signals can travel are
relatively short, which is problematic for
cell companies. Eric Bodley of the firm
Future Ready Solutions explains one
possible scenario: “[Service providers] are
looking at taking this down to a micro-lo-

calization level, essentially putting a little
cellular hotspot in your house. But that
makes me a little nervous.”

Bodley says some developers claim there
will no longer be a need for local area net-
works (LANS). Instead, everything would

route through cellular.

FEATURE STORY

“That could create issues if every home
turns into its own little cell tower commu-
nicating with several other little towers in
the surrounding neighborhood,” Bodley
said. “That proposition presents more
concerns about security than a more tradi-

tional LAN.”

Still, the appeal of 5G is growing because
it offers significant upside, especially in ar-
eas of the country where there is currently
poor (or no) internet service.

“In general, 5G has about twice the
efficiency of alternative
networks,” Penney said.
“So you can get twice as
many channels for the
same frequency swath.
That’s amazing, especially
for folks who don’t have a
quality broadband service.”

Members looking for
more information about
advancements in residen-
tial technology can log
onto nahb.org to access
NAHB’s BizTools where they will find a
section dedicated to Technology Solutions.

Courtesy of NAHBnow.com

This guest post is from Ed Wenck, content
director for CEDIA, the industry association
representing those professionals who manufac-
ture, design and integrate goods and services

Jfor the connected home.

|

Parade of Homes
June 8 - 16, 2019

Central Site: The Gated Community of Carrington located Hwy. 29 at Quintette Road.

Dream Home Builder: Thomas Home Corporation

Participating Central Site Builders:

Truland Homes * Thomas Home Corporation

L

-
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Cost of Doing Business Survey
Features Interesting Resuilts

Nobody likes to operate in a vacuum,
but in a competitive industry such as
home building, it can be very difficult
to determine how your business meas-
ures up to your competitors.

Industry benchmarks on profit margins, asset levels

and equity positions are important because they allow
businesses to compare their performance to their peers,
and that can be extremely helpful in identifying areas for
improvement and increasing efficiencies.

This is the reason NAHB periodically conducts The

Cost of Doing Business Study — a nationwide survey

of single-family home building companies designed to

produce profitability benchmarks for the industry.

Tn an analysis in this Eye on Housing blog post, NAHB As a result, the industry average gross profit margin for

economist Rose Quint breaks down the numbers from
the 2019 edition of the study, which show that builders’
profits margins have continued to slowly increase and
reach their highest point since 2006.

2017 was 19%, while the average net profit margin reached
7.6%.

The Cost of Doing Business Study is a unique resource
that details financial performance according to builder
type and size, as well as industry-wide averages using these

On average, builders reported $16.4 million in revenue o
key indicators:

for fiscal year 2017, of which $13.3 million (81%) was
spent on cost of sales (land costs, direct and indirect » Gross margin
construction costs) and another $1.9 million (11.4%) on
operating expenses (finance, sales and marketing, general * Net profit
and administrative expenses, and owner compensation).

* Cost of sales

* Operating expenses
* Financial ratios

The Cost of Doing Business Study is available for pur-
chase ($149.95 retail/$79.95 for NAHB members) at
BuilderBooks.com or by calling 800-223-2665.

Courtesy of NAHBnow.com

A\ '

June 2019

RKNICHOLSON.COM
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Parade of

Homes
June 8 - 16, 2019

Central Site: The Gated Community of Carrington
located Hwy. 29 at Quintette Road.
Dream Home Builder: Thomas Home Corporation

Participating Central Site Builders:
Truland Homes * Thomas Home Corporation

[
:

May 2019 | www.westfloridabuilders.com
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MEMBERSHIP NEWS

TraNK You

Bring @ friend For RENEWING

lo otk ASSOCIATES
WW/ Alyssa’s Etc.

Amore Plumbing Company

Aqua Pool & Patio

Baily Testing

Coastal Hardscapes Inc.

Coastal Pile Driving, Inc

Cotton Real Estate, Inc.

Craftsman Homes

Emerald Coast Granite, Tile & Glass

Gulf Coast Insurance Inc

Hammond Engineering, Inc.

Home Mortgage of America, Inc
IBP - Panhandle
KJM Land Planning LLC
Legacy Cabinets
Massey Glass LLC
McMahon-Hadder Insurance, Inc.
Merrill Parker Shaw, Inc.
Miilton Truss Company
Mortgage Trust Inc
Navy Federal Credit Union
If you do business with previous Hilapioglo i L.
members, please give them a call and Pinnacle Cabinets 8¢ Closets, LLC
q . Premier Termite & Pest Control, LL.C
reinforce the value of membership as N
well as the importance of Stonebrook Village, Ltd.

Synovus Mortgage Corp

Titan Sunrooms

Members Doing Business
with Members. BUILDERS

Emerald Coast Constructors, Inc.
J. Miller Construction Inc

J. Taylor Homes, Inc.
INSURANCE & BONDING SOLUTIONS SINCE 1911
Jerry Morrell Construction, Inc.
Lennar Homes, LL.C

Madril Builders LLC
Panhandle Homes, Inc

Sprague Construction Co

(850) 444-7611 DIRECT Truland Homes

(850) 525-1237 MOBILE
(850) 438-4678 FAX
cthomas@fbbins.com

Chris Thomas
Business Insurance
Consultant

19 West Garden Street « Suite 300 * Pensacola, FL 32502
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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 03/31/2019.

Statesman Spike 500 Credits
Harold Logan 517.5

Super Spike 250 Credits
Rod Hurston 420.5

Jack McCombs 294.5

Royal Spike

150 Credits

Rick Sprague 203.5
Edwin Henry 199

William “Billy” Moore ~ 164.5
Bob Boccanfuso 163.5

Red Spike 100 Credits
Charlie Rotenberry 148

Oliver Gore 111.5

Ron Tuttle 104

Green Spike 50 Credits
Ricky Wiggins 98.5

David Holcomb 92.5

Doug Sprague 86
Newman Rodgers IV 78.5
Kenneth Ellzey, Sr. 76.5

Russ Parris 61

Bob Price, Jr. 57.5
Thomas Westerheim 51.5

Life Spike 25 Credits
Wilma Shortall 50

Darrell Gooden 47

Bill Daniel 39.5

John Hattaway 39

Doug Whitfield 34

Garrett Walton 31.5

Blue Spike 6 Credits
Luke Shows 22.5

Keith Swilley 20.5

Steve Moorhead 19.5

Brent Woody 18.5

Larry Hunter 16

Doug Herrick 14

Doug Henry 11.5

Dean Williams 11

Kim Cheney 10

If you would like to join the Spike
Club or Desire Additional
Information, please contact
Vicki Pelletier - (850) 476-0318

ADVERTISER’S INDEX

Alpha Closets & Company, Inc
www.alphaclosets.com
Leslie@alphacloset.com

0 850.934.9130
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561.613.2488
www.paintconceptsplus.com
jrd@paintconceptsplus.com

Bonded Builders
www.bondedbuilders.com
wenzeldo@att.net
866.440.7271
800.749.0381 x4700

Fisher Brown Insurance

0 850.444.7611

¢ 850.525.1237

£ 850.438.4678

Chris Thomas

Business Insurance Consultant
cthomas@fbbins.com

Florida Home Builders Insurance
888.513.1222
www.fhbi.com

Home Mortgage of America, Inc
0 850.332.5221

¢ 850.332.2416

bcarpenter @hmoal.com

Norbord
www.norbord.com/windstorm

Pensacola Energy
850.436.5050
www.espnaturalgas.com

Rew Building Materials, Inc.
0 850.471.6291

¢ 850.259.7756
www.ecbmfl.com

bbatting @rewmaterials.com

Tubs and More
800.991.2284
www.dougstubs.com

Underwood Anderson Insurance
0 850.434.5526
¢ 850.572.4838

Alex Niedermayer, AIP, CMIP Agent

www.underwoodanderson.com
alex@underwoodanderson.com

warren wight - graphic designer
407.920.1478
warren@warrenworld.com
warrenworld.com
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Please Support

Our Advertisers!

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
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