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~From the Editor

May the Best Practices
Succeed

t comes as no real surprise that real estate mar-
kets are cooling off. The country’s been waking
up to this idea since early in the year, and

coastal communities are no exception. As Aaron
Hoover reports in this month’s Breakline (page
11), it’s the hottest home markets that feel the
most pain when the market cools down.  

However, there is one bright note for coastal
contractors in this gloomy housing market: There
is a consensus that well-established builders will
prosper, while speculators and fly-by-night contractors will be weeded out. 

According to the National Association of Home Builders (NAHB), pro-
duction and sales will slow down over the next few years in response to
higher mortgage rates. But the number of homes constructed and renovated
over the long term will depend less on interest rates than on demographic
trends. And demographics favor the coastal contractor. People will always
want to live at the shore, along the cliffs and tidal creeks, on the islands,
and by the bays that define our country’s coastlines. This trend is bolstered
by expectations that vacation-home sales will remain strong, while sales of
second homes for investment purposes are expected to decline. In addition,
remodeling of owner-occupied homes will continue to grow, while remodel-
ing of renter-occupied homes will slow down. These trends suggest that
work is not going to go away entirely, and especially not in the high-end
remodeling and vacation-home markets. But overall, there’ll be less work
available, and chances are good that the clients will be more demanding.
This is a market that favors high-quality custom work.  

The goal, I think, is not to hang in there until the market rebounds, rid-
ing out the downturn like some droll weather watcher. Rather, those who
will succeed are the builders and remodelers with ironclad reputations who
can capture the work available now. And yes, that will position them to con-
tinue to prosper in the future. — Clayton DeKorne

I

Sal Alfano Editorial Director
Don Jackson Chief Editor
Clayton DeKorne Editor

Barbara Nevins  Art Director
Emily Stetson  Managing Editor

Braddock Bull Primary Web Contact
Jennifer Griffiths Graphic Designer

Contributors Ted Cushman, Aaron Hoover, 
Gordon Tully, Charles Wardell

Theresa Emerson Production Director
Annie Clark Digital Ad Manager

Katina Billado Ad Traffic Manager
Bernadette Parker Production Assistant
George Brown Digital Imaging Manager

Betty Kerwin Digital Imaging Coordinator

Paul Ruess Circulation Director
Amy Barcomb Circulation Marketing Manager

Ann Russell Reader Service Manager
Lois Landa Customer Service Coordinator

Colleen Kuerth Circulation Promotions Designer

Kelly Griffith Creative Services Manager
Sara Tobin Marketing Manager

Rick Strachan Group Publisher
Mark Taussig Publisher

Peter M. Goldstone President, Magazine Division

Frederick Moses Chief Financial Officer/ 
Chief Operating Officer

Ron Kraft Director, Magazine Operations

Nick Cavnar Vice President, Circulation & 
Database Development

Ann Seltz Vice President, Marketing

Nick Elsener Vice President, Production

Virginia Frazier Controller, Magazine Division

Published by Hanley Wood, LLC

Frank Anton Chief Executive Officer

Matthew Flynn Chief Financial Officer

Frederick Moses Chief Administrative Officer

Jeffrey Craig Chief Information Officer

Joe Carroll Vice President, Corporate Development

Wendy Entwistle Vice President, Human Resources

Nelson Wiscovitch Vice President, Information Technology

Michael Wood Jr. Director, Corporate Development

Randy Best Controller

Editorial Offices:
186 Allen Brook Lane
Williston, VT 05495 

(802) 879-3335  Fax: (802) 879-9384
Advertising Offices:

One Thomas Circle, N.W.
Suite 600, Washington, D.C. 20005-5811

(202) 452-0800  Fax: (202) 785-1974

Printed in the USA

COASTAL CONTRACTOR will occasionally write about companies in which
its parent organization, Hanley Wood, LLC, has an investment interest.

When it does, the magazine will fully disclose that relationship.
Reproduction in whole or in part is prohibited without written authorization.

Opinions expressed are those of the authors or persons quoted and 
not necessarily those of COASTAL CONTRACTOR.

For reprints, call (800) 290-5460

ILLU
STR

ATIO
N

 B
Y JO

SEP
H

 A
D

O
LP

H
E

What’s Hot … and What’s Not

In the current economic climate, here’s the latest:
What’s out: Keeping prices low by working over subcontractors to
gain the narrowest margins possible. 
What’s in: Impeccable attention to detail, the use of the best-qual-
ity materials available, and offering incentives that favor long-term
relationships with trade partners. (i.e., they’re not your subs!).

Riding out a downturn is not a time for sitting still


