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PROJECT OVERVIEW

FACTORY CRAFTED — THE TREND TOWARDS SYSTEMS-BUILT HOUSES

Renowned architect and best-selling author Sarah Susanka believes that in the future the finest “custom homes” will be built in
factories that take advantage of modern technologies. Model modular homes like The Breeze House or The Dwell Home portend
this trend. But the technologies themselves should not drive the aesthetics — to be truly saleable, the results have to be houses that
look and feel like Home, with a capital “H”. AtIBS 2006, the Not So Big"Showhouse’s interactive and educational tour will demonstrate
a systems-built house, created off-site in a factory setting and assembled on-site, which incorporates Susanka’s architectural design
principles, quality products and materials, and hand craftsmanship with cost-saving construction techniques.

The Factory-Crafted Custom Home Tour will position Sponsors’ products in the context of a completely custom Susanka design, with
a unique lead generation and product information platform that offers Sponsors value long after IBS 2006 is over.

UNCOMPROMISED QUALITY - MORE DISCRETIONARY DOLLARS FOR QUALITY PRODUCTS

Combining a Susanka design with better-built technologies from R-Anell Homes, the project will banish any “pre-fab” stigma
by proving that houses need to be built in factory-controlled environments to ensure quality. “It is a fallacy that factory-
crafted means low quality. We don’t automatically assume that because a car was made in a factory, all cars are cheap,” says
Susanka.

“For IBS 2006, we’ve collaborated with HEED House LLC (Healthy, Environmentally Sensitive and Energy Efficient
Design) to introduce a new generation of home-construction technologies that marries the principles of good design with
healthy products and energy-efficient and sustainable construction practices. We are going to create a mass produced yet
‘personalizable’ home that is specifically tailored to the needs of today’s American family.”

‘NOT SO BIG” BUILDING PRACTICES — BETTER BUILDING IN A FACTORY SETTING

A house is a complex product — better constructed in a controlled environment. Systems-built house components are
custom-crafted in a factory to strict, local building codes, and then brought to the site on trucks and craned into place. “These
homes are just as custom, only built better,” says Mark LaLiberte, building science consultant and co-host of the Factory-
Crafted Custom Home Tour. MarK’s science-in-the-walls audio tour will explain the construction benefits that factory-craft

controls bring to house building.




$HOW ME THE MONEY— ECONOMIC BENEFITS OF SYSTEMS-BUILT CONSTRUCTION

As Steve Maltzman, housing cost expert and co-host of the Factory-Crafted Custom Home Tour, points out, shorter
construction cycles, cost of money, turn-around times, minimum callbacks, and raised customer satisfaction are all benefits of
factory-crafted houses that can put money in the builder/developers’ pockets. Maltzman continues, “If you couple a Susanka
design with factory controls and efficiencies, the result is a custom home that is energy-efficient, desirable, and attainable for
a larger segment of homebuyers.”

JOB-SITE LEARNING TOUR

The Factory-Crafted Custom Home Tour is a self-guided, multimedia design and construction tour hosted by Sarah Susanka,
Mark LaLiberte, and Steve Maltzman. Listening to an audio wand, visitors will move through the house immersed in a
synchronized audio exploration. An accompanying edition of Building Edge Magazine, devoted in its entirety to the project,
will map out the design and highlight the products integrated into the house and site. Up to a year after their tour, visitors
to the project website, www.NotSoBigShowhouse.com/2006, will find the same in-depth information (plus Gold Sponsor’s
videos).

AUDIENCE & REACH

Reaching out to over 100,000 homebuilding professionals at IBS 2006, the Not So Big Showhouse 2006 project will inspire
curious builders and developers to move their neighborhoods and designs beyond “super-sized, cookie-cutter housing.” Sarah
Susanka’s “Not So Big” philosophy naturally attracts the untapped market of 50+ million “Cultural Creatives” — people who
are directing their lives toward better health, quality products, and “livable” neighborhoods and homes. At the consumer level,

over 65 national and regional publications covered last year’s Not So Big Showhouse 2005 project.

BENEFITS OF SPONSORSHIP

The Not So Big Showhouse 2006 offers manufacturers and suppliers the opportunity to showcase to builders, providers and
consumers of high-quality products and services. Visitors to the showhouse listen to recorded product messages and use
hand-held lasers to request additional product information — Sponsors get targeted leads specifically interested in their
products. And Sponsor representatives are encouraged to be on-site to assist visitors with specific product questions not
answered in the audio tour.

As a reminder of their visit, visitors receive a copy of Building Edge Magazine —complete with Sponsors’ ads and product
mentions. Sponsors also receive handouts and signage for their own tradeshow booths with links to their websites from the
Not So Big Showhouse 2006 website for one year, with quarterly statistics. Additionally, all Sponsors benefit from an ongoing
PR program generated to drive traffic to the Showhouse and Sponsor websites.




Gold Silver Bronze

SPONSOR BENEFITS & MARKETING (PRICES PER PRODUCT CATEGORY) $30,000 $20,000 $10,000

Targeted Leads
Scanned IBS attendee card information (all visitors)
Laser Scanned Barcode Capture of targeted, visitor-requested product information'

Onsite Product Promotion
Product Audio Tours—Recorded product presentation
Individual 3” x 11” company placard identifying sponsor’s products
Sponsors’ logos on plasma screen in the house

Logo on outside welcome banner
Building Edge Magazine — Showhouse edition

Sponsor Product Video
5-minute sponsor product video with sponsor spokesperson
Video rotated continuously on LCD screen in house
Video on 10,000 CD’s distributed at the Showhouse
Videos shown on www.NotSoBigShowhouse.com/2006 for one year?
100 CD’s for sponsor distribution (additional copies available at cost)

Magazine Advertising — Media Partner House Ads (subject to change)
1,000,000 logo imprints on accumulated House Ads’
Building Edge Magazine 1/8 page product round-up, photo & 100 words
Building Edge Magazine Full page ad
Building Edge Magazine Y2 page ad
Building Edge Magazine Y4 page ad

Sponsors’ IBS Exhibit Support
Handout—Not So Big Showhouse 2006 Issue of Building Edge Magazine
(available as pre-show mailing)*
Not So Big Showhouse 2006 Sign—24"x36” (as many as requested)

Website—www.NotSoBigShowhouse.com/2006
Online, hosted project tours w/integrated product video link
Product Video Library
Gold Marquee Ad
Silver Marquee Ad
Rotating Logo Banner
Sponsor link, product photo, logo & 100 word product description in Resource Directory

Media Events
Meet Sarah Susanka, Mark LaLiberte, Steve Maltzman at opening night VIP event®
Sponsor representative at hosted Press Tour with Susanka, LaLiberte, Maltzman
Gold Sponsors Product announcement during Press Tour
Susanka, LaLiberte, Maltzman available for private hosted tours (ask about fees)
Use of Not So Big Showhouse 2006 for exclusive hospitality events®

Public Relations
John D Wagner PR—ongoing trade PR campaign (TV, radio Trade & Consumer Press)
IWPR Group—Consumer PR
2006 Susanka Showhouse Satellite Media Tours—30+ Cities’
2005 Local, Regional & National coverage including over 45 Magazines & Newspapers®

FOOTNOTES

! Visitors scan products to request information

? Includes one year free video hosting or 1,000 plays—additional plays $100/M
* Estimated

* Additional Cost for Pre-Show Mailer

*> Gold-50 Passes, Silver-25 Passes; Bronze-15 Passes

¢ First come, first serve basis. Services fee required.

7 Estimate -- based upon last year’s exposure on 30 morning shows

8 Estimate -- based upon last year’s media coverage




