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COMISION DE NORMALIZACION
Y PROMOCION DE LA CALIDAD EN LA CONSTRUCCION

PROGRAMA DE GARANTIA/SEGURO "HOW" - PRESENTACION

Programa:

1.- Introduccidn y presentacion.

2.- Video "HOW a Sign of Quality".

3.- Como opera "HOW".

4.- Factibilidad y puesta en marcha de un programa similar en Chile.
5.- Consultas.

Antecedentes

Creaco en 197 por los constructores norteamericanos, con el auspicio
de 1a N.A.H.B.,equivalente en USA a nuestra Camara Chilena de la Cons-
truccién.

Objetivo: Dar respuesta, desde el sector privado, a 1a iniciativa por
entonces en discusidon, de establecer por ley un sequro que resguarcara
al comprador de una vivienda nueva, de posibles defectos constructivos
dCW agrupa hoy a 12.000 empresarios constructores, con mds de 2 aillo-
nes de casas inscritas.

Proposicion:

Crear en Chile un sistema de garantia/seguro para viviendas nuevas,

similar a H0W, con el patrocinio de la Cémara Chilena de la Construc-

cion.

La idea involucra el hecho de:

- que se trata de una iniciativa que promueva la calidad en la cons-
truccion;

- gue otorga al comprador una garantia escrita y una p6liza de seguro;

- que para el constructor constituye una eficaz herramienta de marke-
ting.

Al directorio corresponde definir los pasos siguientes, los que po-

drian incluir la venida de expertos del programa HOW a Chile y la de-

signcidn de la persona o institucion encargada de continuar.

Mas alla de un programa de garantia/seguro

Un instrumento para definir la calidad de las viviendas.
Un apoyo para los constructores jovenes.

07339

CAMARA CHILENA DE
LA CONSTRUCCICN
Centro Documentacion



COMISION DE NORMAL IZACION
Y PRODUCCION DE LA CALIDAD EN LA CONSTRUCCION

PROGRAMA DE GARANTIA/SEGURO "HOW" - VIDEO "HOW A SIGN OF QUALITY"

Tratamos de interpretar lo que el comprador quiere... y uno de
sus deseos y necesidades es un programa de garantia.

Lo que HOW hace por el constructor es darle una ventaja que la
competencia no tiene.

Construimos un buen producto y se lo garantizamos mediante una
poliza escrita.

Un constructor que pertenezca a HOW da mds confianza a los com-
pradores.

No cualquier constructor puede ingresar a HOW... solo lo buenos.

Los Municipios han liberado a los miembros de HOW de algunas exi-
gencias.

Segin el Banco: una de las cosas que tomamos en cuenta antes de
otorgar un crédito es el programa de garantia/sequro HOW.

Hicimos una lista con los requisitos que exigiriamos en nuestro
nuevo hogar... e incluimos como requisito importante el que es-
tuviera acogido al programa de garantia/sequro HOW...ya que no
quisieramos gastar en reparaciones en caso de que algo falle.

HOW garantiza la seguridad de nuestra inversion.



COMISION DE NORMALIZACION
Y PROMOCION DE LA CALIDAD EN LA CONSTRUCCION

PROGRAMA DE GARANTIA/SEGURO "HOW" - RESUMEN

"How" (Home Owners Warranty) es una empresz independiente,
formada y administrada por los mismos constructores
norteamericanos que participan en el mercado de la vivienda,
creada bajo el patrocinio de la NAHB, equivalente a nuestra
C.Ch.C.. .

E1 programa de garantia/sequro HOW cubre un per1odo de 10 afos.
Comienza con una garantia Ttimitada de 2 afos, otorgada por el
constructor, donde se establecen claramente 1las normas y
ob]igaciones que éste se compromete a cumplir.

Del 3° al 10° afio se hace cargo de la garantia la Cia. de Seguros
"HOWIC", subsidiaria de HOW y, por lo mismo, es también propiedad
de los constructores. HOWIC cuenta con 25 compafiias
reaseguradoras nacionales e internacionales. Durante este
periodo, todos los gastos en que pudiere incurrirse serdn de
cargo de HOWIC. :

Las normas y especificaciones que el constructor se compromete a
cumplir, han sido aprobadas por HOW; es decir, por los mismos
constructores, y corresponden a aquellas de uso normal vy
corriente para este tipo de obras.

Las reparaciones que el constructor se obliga a efectuar son las
que normalmente efectﬁa todo constructor responsable.

HOW realiza inspecciones per1od1cas a las obras inscritas en el
programa, con 1nspectores prop1os

La seriedad y el prestigio alcanzados por HON se traducen en que
numerosas autoridades del sector (como podrian ser nuestras
Municipalidades o Servius) dan por cumplidas sus exigencias,
reduciendo sus inspecciones a solo una, al final de la obra o, en
ciertos casos, ni siquiera ésta.

La pertenencia al programa HOW es un. antecedente de gran
importancia para las instituciones financieras, ya se trate de
créditos al constructor o créditos hipotecarios al comprador.

El costo de inscripcion es muy bajo, solo US $ 25 por vivienda;
1o mismo que el seguro, que representa aproximadamente 1/3 del 1%

del precio de venta de la vivienda. Esta 0ltima cifra puede

variar de acuerdo al curriculum del constructor. Una vez
incorporado a HOW, el constructor debe inscribir todas las
viviendas que construya, solo o en sociedad.
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10.-

1.-

HOW proporciona &l constructor y a los corredores de propiedades
material de asoyo publicitario que destacan las garantias y
sequridades de cue goza la vivienda. Ademds HOW se promociona a
si misma, a traves de diferentes medios de difusion para
respaldar el prestigio de los constructores afiliados.

Los riesgos para la Cia. de Seguros "HOWIC" son minimos, por
cuanto HOW ha establecido una serie de condiciones que garantizan
que las viviendas ofrecidas a través del programa son viviendas
de buena calidad. Por ej:

a) HOW selecciona a sus miembros, exige referencias de a lo menos
5 compradores para su incorporacidn y lleva un registro de su
comportamiento.

b} E1 monto de las primas varia de acuerdo al comportamiento del
constructor, 1o que estimula su perfeccionamiento,

¢) Los constructores deben reinscribirse cada afio.

d) HOW mantiene sus normas en constante revision y actualizacion.

e) Inspecciona las obras las veces que lo estime necesario.

f) No se recibe de obras defectuosas.

g) Estblecé claramente y por escrito los riesgos que cubre el
sequro - los que no son todos - y cual es el monto minimo a
partir del cual se hace exigible la garantia del cosntructor.

h) Ha definido cuales son Tlas fallas constructivas que se
consideran como tales. |

i) Ha establecido un sistema fluido y eficaz para resolver las
disputas que pudieran presentarse entre constructor y
propietario.

j) Exige de parte del propietario, el buen uso de la vivienda y
la obligacion de éste de denunciar oportunamente la aparicién
de un dano o defecto.

En caso de venta de la vivienda, el seguro es traspasado
automaticamente al nuevo propietario.



COMISION DE NORMALIZACION
Y PROMOCION DE LA CALIDAD EN LA CONSTRUCCION

ETAPAS EN EL PROCESQ "HOW"

1.-

Aceptacion del Constructor

1.1.- Inscripcion del constructor en la Corporac1on HOW, efectuan-
do una contribucidon de capital por derechos de inscrip-
cion inicial.

1.2.- Contribucion adicional del constructor al capital de HOW por
cada vivienda incorporada al programa HOW en una cant1dad
variable que no excederd de US $ 25 por vivienda.

1.3.- Re-inscripcion cada aiio del constructor en la Corporacidn
HOW, previa revisidon de su comportamiento, sin costo.

Inscripcion de Viviendas

2.1.- E1 constructor debera inscribir todas las viviendas cons-
truidas por @1,

2.2.- HOW revisa los planos y especificaciones técnicas del pro-
yecto de acuerdo a 1o establecido en los standards aprobados
HOW.

Construccidon e Inspeccidon de Viviendas

3.1.- E] constructor deberda edificar las viviendas de acuerdo a lo
aprobado en c¢onjunto entre ambas partes.

3.2.- HOW realizard inspecciones periddicas a las viviendas.

3.3.- Recepcidn de las obras por parte de HOW, la cual, en algunos
Estados tiene el cardcter de recepcidn definitiva.

Servicio de Garantia y Seguro

.- Emision de HOW de 1os documentos de garantia y seguro.

4.1
4.2.- La garantia que cubre el primero y sequndo afo a la vivien-

da, responde por los defectcs en materiales y mano de obra,
los elementos de terminacidn, los sistemas eléctricos, sani-
tarios y de calefaccion y los defectos estructurales mayo-
res.

4,3.- E1 seguro, entre el tercer y décimo afo, solo cubre los da-
, nos estructurales mayores.
4.4.- El1 propietario debera efectuar sus reclamos por escrito solo

a HOW y no al constructor.

4.5,.- HOW verifica el reclamo y emite un Ju1c1o

4.6. Las reparaciones necesarias se ejecutan de acuerdo a la me-
todologia de HOW, que las inspecciona y las recibe.

4.7.- Cada sucesor del titulo de propiedad de la vivienda es auto-

maticamente titular de ]os beneficios del seguro y la garan-
tia, sin costo adiciona
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Senores
Comisidn de Normalizacidén y Calidad
Camara C.‘mlen; de la Construccidn

PRECENTE

At. : Sr. Alberto Rosselot

Muy sedores nuestros:

Tenemps el grado de someter a su consideraciédn en forma
adjunta, una proposicién prelimnar para la realizacidn de un estudio de fac-
tibilidad de un sistema de seguros de la vivienda en Chile.

GQuedamos a su disposicién para cualquier aclaracion y/o
anpliacién que estimasen necesarla.

Saludamns atentamente a Uds.,

p. CADE Consultores Ltda

— r
Enrique A, Strobl R.
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PROPCSICION PRELIMINAR
ESTUDIO DE FACTIBILIDAD DE UN SISTEMA
DE SEGURCS DE LA VIVIENDA

I INTRODUCCION

La Comisidén de HNormalizacidén y Calidad de la Camara Chilena de la
Construccisn est5 interesada en establecer las posibilidades de introducir en el '
pais un seguro de la vivienda, que asegure las construcciones de defectos

estructurales y/o0 materiales.

Con este objeto solicitéd a CAE una proposicién sohre la forma de
estudtar el problema La pr-esehte prbpos.tmén tiene un caricter prelimnar y ha
sido preparada en base a los antecedentes sobre la materia conversados con los
sefdores Patricio GuzmSn y Roberto Busel, represeniantes de la Comisién de
Normalizacidn y Calidad de la CZmara Chilena de la Construccidn En la medida
que se precisen los alcances en mevas reuniones y se disponga de antecedentes

adicionales relacionados, se ajustaria la proposicidn a 1os requeriumentos de

ella,

1I. PROGRAMA DE TRABAJO

De acuerde a la apf'ec1ac16n que se tiene del problema, el estudio a

realizar deberia conprender 10 indicado a cbntirmac.tén:
1. Estudio de antecedentes generales sobre seguros de vivienda

Se re-fiere a obtener y revisar literatura completa sobre el sistema de
seguros de vivienda en Estados Unidos (sistema HOW) y/u otros pafses de
Europa. Se entiende que la gestidn de obtencidén seria realizada por
Intermedio de la Camara Chilena de la Construccidén



2.2

2.4

El objetivo de esta actividad es obtener un cabal conocimiento sobre la

materta.

Eventualmente puede ser conveniente disponer de la asesoria de un
experto extranjero, que puede ser proporcionada vfa fax o en una visita
al pafs; esto debe ser determinado una vez revisada la literatura

También podria ser necesario que representantes de la Camara realizaran

una visita de conocimiento de como opera el sistema en Estados Unides

por ejemplo.

Estudio de mercado respecto a segures de vivienda

Preparacidn de una breve descripcidn del sistema para su distribucidn a
las enpresas constructoras. Incluirta resefia de ventajas e incon-
venientes. Esto se harfa en base a los antecedentes vistos en la

actividad anterior.

Pugde ser conveniente tamblZn realizar charlas explicativas para la

mejor difusion del tema

Preparacidn de una encuesta a las enpresas constructoras asocradas a’'la

Camara.

Tiene por objeto recoger las opiniones de ellas sohre interés en el
seguro de la vivienda en sf, caracteristicas de aplicacidn, costo de
primas, etc.

Levmtmento Y mrocesamiento de la encuesta

An5l1sis de resultados,



Estudio de mercado de viviendas
Definicidén de los tipos de viviendas a asegurar
Definicidn de especificaciones a considerar.

Estimacidn del mercado total de viviendas, proyeccidn a diez anos; esto

en base a:

- royecciones de tendencia histérica
- planes hablitacicnales
- otras bases

Estimacion del mercado de viviendas que serian susceptibles de ser
aseguradas.

Definicidén de la organizacidn y administracidn necesaria
Organizacidn

Dotacidén y calificaciones

Sistemas admlmstra.tivos e inspectivos

Costos

Es posible que para el mejor desarrollo de esta actividad, se requiera

la obtencién de informacidn detallada de algin slstema en operacisn
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Evaluacidn econémica

Determinacidn del flujo de egresos en el periodo considerado:

- Administracidn

- Promocidn

- Preparacidn de normas

- Pago de danos (anslisis de probabilidades)
- Pago de primas reaseguros

- etc.
Determinacién del flujo de ingresos en el periodo considerado:

- Primas de seguros
- Intereses sohre fondos disponibles

Determinacidn de indicadores de rentabilidad:

- Valor actualizado neto

~ Tasa interna de retorno

Anslisis de sensibilidad

Conclusiones y recomendaciones

En este capitulo, de ser los resultados positivos, puede incluirse una

rproposicidn respecto a un plan de inplementacidén del proyecto de
seguros de 13 vivienda.
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III. BQUIPO DE TRABAJO

El equipo profesional estarfa constituido por persorial de la planta
permanente del grupo consultor CADE-IDEPE Eventualmente puede ser conveniente
disponer de la colaboracién de un experto extranjero en la materia, 10 cual no es

posible definir por ahora

El personal especTfico que se desempedaria en e! trakajo, serfa

designado en el momento de realizarse,

A cargo de la realizacién del trabajo estarfa un Director de Proyecto,

que tendria a su carge la direccidn, coordinacisn Y supervision general del

estudio,

IV. PLAZO DE REALIZACION

El plazo de realizacidn del +trabajo se estima en 12 semanas. Al
respecto, se ha supuesto que todos los antecedentes documentales necesarios al

comienzo del estudio estin disporubles en ese morento.

En el cronograma adjunto se indica el calendario tentativo de activi-

dades.



CRONOGRAMA

ACTIVIDADES

S EMANAS

11

12

1.

El

Estudio de antecedentes geé-

nerales sobre seguros de vi-

vienda

Estudic de mercado respecto
a segures de vivienda

Estudi¢o de mercado de vi-
viendas.

Definicién de la organiza-
c1dén Yy administracidn nece-
saria

Evaluaclidn econémica

Conclusiones Y recomen-
daciones.




V. OOSTO DEL ESTUDIO

El costo aproximado del estudio descrito en la seccidén II, asciende de
acuerdo a las estimaciones preliminares del tiempo profesional a emplear, a

$ 4. 320. 000. -

Este monto se distribuye aproximadamente en un 607 para las actividades
1 a 3 y 40/ para las actividades 4 a 6. Excluye el costo de la eventual partici-

pacidn de un especialista extranjero.

VI. EXPERIENCIA DE LA FIRMA

CADE ha realizado mumerosos estudios de factibilidad técnico-econdmicos

de variados proyectos.

CADE Consultores conforma con CADE-IDEPE Ingenierfa y Desarrollo de
Proyectos, un grupo de ingenieria que dispone de un conjunto superior a 100
ingenieros civiles de diferentes especialidades y otros profesionales de nivel
equivalente, que trabajan en forma permanente para la firma, permiti&ndole
realizar estudios integrados en que estin presentes distintas disciplinas.

VII. CONSIDERACIONES GENERALES

La Camara Chulena de la Construccidn facilitard a CADE todos los
antecedentes que dispone sohre la materia del estudio. Asimismo, debe colaborar

gestionando aquella adicional de interés.

Por otra parte, para un mejor desarrollo del +trabajo, es conveniente
que la Comisidn de Normalizacidn y Calidad designe una contraparte compuesta por
dos o tres miembros para que interactue con el consultor en reumones de trabajo.

2wARA CHILENA DE CAMARA CHILENA DE
ro Documentacién Centro Documentacion
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Buyers, beware! New home
shouid have insured warranty

BACK IN LATE 1975, l.ee Bogart moved his famlily
fromm New Jersey to Virginia Beach, Va., to go into the
aulomated lawn service business.

‘The $46,900 conlemporar{) they bought there was their
first house, and naturally they were anxious to move in,

They were 50 anxious, in fact, that they took occupan-
cy under a rental agreement before the place was
completed. Then they rushed the closing, accepling the
:)iuil er's promise Lo [inish the house to their specificu-

ons.

Fifteen days later, the builder filed for bankruplcy.

Overextended, he was— unbeknowst (o the Bogurts—
just as anxious gs they were (o s‘x:cd up scttlement so
e could meet his debts. Although he was a reputable
builder who had been in business for a number of
years, he didn't make it.

The Bogarts were lell with a house with cnou

h
cosmetic blemishes to rival the face of a tecnager wﬁo
constantly devours chocolate.

ALTHOUGH THE place was soundly built, the purple
toilet seal didn't match the blue commode, the
fireplace wasn't connected to the chimney, doorknobs
were missing, walls didn't reach all the way down to
the floors, there was no ceiling insulation and doors
were out of plumb. A closel 3oor cven fell off the
hinges.

But the Bogarts were lucky “Thewr home was covered
by (he Home Owners Warranly  progiraon, which
celebratingg ity 1oth aomiversary His year

Without that protection, their only recourse would
have been litigation, which in this cuse would have
been akin to suing a turnip. Instead, they were the first
home buyers in the country to collect under the HOW
program. »

Since then, homebuyers have filed some 25,000 claims
with HOW, which has paid off to the tune of more than
$100 million.

THERE PROBABLY are many lessons to be learned
from these cases. Like the Bogarls, many of them
didn't take the time to make sure their builders were
financially sound. And suine went to settlement before
their houses were finished, a delinite no-no.

But the most important moral of all is that no one

should purchase a house that isn't backed by an insured
warranly.

Lew
Sichelman

This i1s not to say that all builders are failures or that
thelr workmanship is poor to nonexistenl. The fact that
the 25,000 claims are only a small percentage of the 1.25
million houses covered by HOW's 10-year warranty
allests to the fact that most builders do a good job.

But there are more than 3,000 components in the
average house and, try as he may, even the best
builder can make a mistake. Moreover, any buildor can
be caught in a financial squeeze, particularly during
these difficult economic times.

If the builder goes under, or if he refuses to make the
warranly repairs you deem necessary, the insurance
carrier backing your policy will pick up the slack if
your complaints are justified.

S YOUR WARRANTY s not insured, your only path
to sabisfaction is through the courts and that can Lc 0
long, expensive proposition

These days, some builders sl are operating in the
horse and bugey era, promoeting thewr own one year
warranty . And too nany buyers tink that at's enough
I's nat

Unless the warranty as backed by insurance, it's only
as pood as the bunkder s willing or able to go. I he Lls
to respond to your compliant, you're up the creck
unless you wanl to hare o lawyer

HOW's isn'l the only insured warranty program
offered by builders, bat it is the oldest and most
suceessful. IU's available in 83 percent of all metropoli-
tan arcas with populations over 100,000, which covers 49
states and the bislricl of Columbia.

Under the plan, builders warrant their houses for two
years and insure their warrantics through HOW. They
warrant homes to be free of defects in workmanship

and materials in the first year, and
free from structural defects and
defects in mechanical systems in
the first two ycars.

In the third through the 10th
ycars, insurance covers the house
against major structural defects
over and above a $250 deductible
per occurence.

In addition, 11OW participants are
required to adhere lo a prescribed
level or construction performance,
and are screencd based on their
professional abilily, financial ability
and cuslomer service.

MOREOVER, ANY homecowner
who fails lo get salisfaction from
his buikler on covered items can
ask for a third-party settlement of
the dispute. Since 1974, more than
35,000 disagreements have been re-
solved in this manner.

Of course, 1HOW's protections
aren’'t frce. Although the builder
buys the insurance, he passes the
cost along to his buyer as part of
the price of the house.

HOME OWNERS WARRANTY (B

Copynight 1984, Universal Feature Syndicate. Reprinted with permission. All nghts reserved.
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SPECIAL ADVERTISING SUPPLEMENT

Program Helps
Set Us Apart,
Say Three
Builders Who
Use It

n these days ot ol ad-

vertising chinms and cau-

tious consumers, there are
few things in the home build-
er’s arsenal that bring with
them the instant credibility ot
the 10-vear warranty insur-
ance program available 1o
builders through the Home
Owners Wamanty Corp. The
HOW builder’s warranty dis-
tunguishes you as a builder
committed to quahity

These are also davs of high
brand-name awareness, and
the tact that HOW's name 1»
widely recognized by home
buvers v g huge sdvantage
the builder Markeuny expen
Tom Richey of Houston sayvs
that studies consisiently ~how
people preter brand-name
products by a “wade. wade
margin.

Face 1. When someone i
about to muake what wall prob.
ably be the Lirgest imvestment
of his hite. he wants o know
that i something goes wrong,
his builder s prepared o sand
behind his product. It's o Je-
sire every bit as strong as the
one 1or a 1uncy masier suile.
sexy whirlpool b or con
fireplace

Can a warrann really B that
powertul or a sales ool ? Yes,
sav three ditTerent builders wha
represent not only g wide peo-
graphic dispersion but the en-
ure price spectrum. And no
matter where or what they are
building. whether 1 be 358.(xx)
starter condumimiums in New -
port News. Vo, or $230.0

country ¢lub customs an hour
north of Scattle. big builder.
small builder and builder 1n-
between agree that the HOW
builder’s warranty 18 Jan im-
ponant pan of their marketing
elfon.

“Ibelieve intabsolutely.™
sass Fred Kober, president of
the Christopher Cos. of
Vienna. Va.. and this sear's
president of the Northern Var-
ainta BIA . Kaober butlds about
UK houses annually . ranging
from low-end condos in Vir-
ain s Tidewater region o 31
milhon custom hames just
vutside Wisnington, D.C L amd
he wouldn’t be without the
HOW warranty on anvthing
he diwes 10 equadly s alua-
ble in all price ranges.”” he
CHAEY g

John Piazza of Mt Vernon,
Wash . and John Arhib ot
Brow.ard County . Fla., teel the
samie way Ul plays o tre-
mendous pant in my image.”
savs Puazza. a builder of 2510
30 custom houses por year in
the £125,000-S250.(¥X) price
range near Puyer Sound. 1
represent that | build the best
product around. and il vou do
that. then you should give the
hest warranty

Arbib. who builds sbout 10U
houses 2 vear inthe $136.000-
S167.000 range 1n D sbout
3 dosen mules west ol the At-
annie Ovean. cuticars |
Suiltmy 4 hole business un
reputatiun. T he sauvs My
HOW warmanty s o iz pan
ol my credibiliny
my buyess that my obhigations
will b met no muatier whan
h_;pp"n\ W me. and that's
mponan:

Both Noner amd \rivh 2o
hack 1o duv one weh HOW
when it was Created o U
by the Nat:onal Ve ztion ol
Home Busders to heip the -
Justny police itselt and. in the
provess, s1ave olf federai in-
WACROR N0 ConsITtclion
sandards HOW e conwe o
long way ~singe thee but hoth
bulders ihink the Sston il
HOW und Sow 1t (o
Noan impaertant fessan tho
should never be torgeiten - oo
Jownplayed

H()\\ CTmade g el o sense
then and ot sl dowes E PR
K\lh\'f.
mitted that some butiders ben-

It S e

IR

w R iy s il



SPECIAL ADVERTISING SUPPLEMENT

S e S R AL IS T AT ST
é Fred Kober of Virginia is one
' of thousands of builders
who swear by the Home
. Owners Warranty, “It's equally
| valuable in all price ranges,”
he says.
BRI R B R S S T T TR

more. One particularly ime
portant advantage s HOW 'S
Clearly Jetined construction
standards. which Arbib be-
heves work bath wans
CHOW s imsutance pro-
sram that benetits buthders amd
husers abke.” e |
samebody comes o me with
J problem that s convered by
the warranty . | v i But
s, sy, g temperature ok,
I 'van show them that at’s not
vanered und nothing 1o worn

elit from the program tisday
even though they don’t par-

he AN
naipate. To take the attitnde
that your name tramseends the
need lor a warranty, or that
vou have your owa program.
in a nustake,”” he believes
“You can say the same

things about why vou don’t about, that nothing necds to
Join vour local HBAL or the ' be done. ™
NAHB. but the fact ol the The HOW wandards also

help wath unreasonable buy-
ers. Arbib. the president of
Multicon Southeast [ne . adds.
“They 're never satishied. but
At feast the standards 2inve e
something 1o stand behind ™

Another two-wany bhenetit
vited by Arbib und other
HOW members s the pro-
gram s dispute settlement pro-
cedure. which, to date. has

matter is that you seed 1o sup-
pon your indusiry and its el
tort 1o police nsell. 1 don’t
mean 1o be preachimge, but that '~
the way | feel. A ot of folks
Jon't really appreviate what
HOW has done toe them ™
Arbib pomts ow that HOW
has Just as many budlt-in ben-
elits tor the builder as it does
tor the home buver. af not

The HOW warranty is a major
part of builder John Piazza's
credibility, That's why he
explains the program in his [
brochure (below) and puts the |
HOW logo on everything he
does. |
SR AR TR P Y L ST R

handled more than 50,00 dil -
lerences ol apinion. Many ol
these problems could casily
hanve Tound their way into cournt
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Here's HOW

*The Who, What, When, Where and Why of the
" l-l_orr_n.efl Owners Warranty Corp.

the Home Owners Warranty Corp. has grown into the largest
program of is kind in the country. Now an independent, $125
million company owned by its members—but still endorsed whole-
heantedly by NAHB—HOW stands behind more than 2 mullion
homes and 12,500 of America’s most quality conscious builders.

As the true piomeer in the insured warranty field, HOW already
has proven its streagth, weathering two major housing recessions.
So you can be cenain that the program will be there when you
and your customers need it most. Perhaps that's why HOW has a
remarkable 85 pement market share. does not require letters of
credit or personal guarantees from its members, and has no re-
registration fees.

Nowadays, as the oldest and most comprehensive insured war-
ranty program, HOW, with its familiar house-like logo. has by
far the highest comsumer awareness level of any company in the
field. To maintain its rock-solid reputation. the company conducts
regular and on-goimg consumer and broker educational programs.
both locally and om the national level.

Staned in 1973 by the National Association of Home Builders,

HOW's buiider-members also are supported by a network ;Jf
120 local HOW councils, state and local home builder assocuauom’-

and ficld representatives. And the company offers its members I
thorough staff training program and an exiensive varicty of bro-
chures, adventisements and other marketing and sales aids.

experience under its belt, HOW has created the standards for all”
others to follow. In fact, you could say that "HOW Does It Right'?;
® Coverage begins with the builder’s two-year limited wamranty;”

which spells out standards and obligations you probably aku%y

exceed.
In the first year, you warrant the house to be free from defects’

in v.orkmansh:p and materials as well as major structural defects -

and defects in the mechanical systems, all according to HOW's

approved standards. In the second year, you continue to wam.nt

against structural problems and defects in the mechanical systems.
During the initial two years, your liability for performance under

the warranty is insured by the affiliated HOW Insurance Co.; 2~
"risk retention group operating in 49 states and the District of -

Columbia and with contracts with 25 of the largest nauon:.l l.nd
international reinsurance companies.

In years three through 10, HOW takes over cornpleicly. backmg
your potential habshty for the cost to repair major structural defects
which might occur in the home during that eight year period.. «=*

® Should you and your buyer be unable 1o reach agreement on
what constitutes a defect, or how a problem should be rectified,

g
Now with more than 15 years of underwnting and actuzml.
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Protect
Your Investnenn
Ihome Maintenance

had 1t not been for HOW's '
neutral third-pany settlement
mechamsm. |
“Disputes that otherwise
can’t be resolved wend o work |
out very well”” under HOW'\ |
expedited system, according
' to Arbib. *Ruther than pointo I
| court. the system brings the '
combatanty together guickly
| and resolves their dilferences |
| rapidly."
| Piazza joined HOW ubout |
! eight years ago and he puts the |
I HOW logo on cverything he |
i
i

does. even i il comes out o
his Century 21 real estate ot-
fice. “"It's an asset.”™
president ol
Construction.
; Arbib, who also uses the
i HOW logo in all s ads und
| explains the program in his
|

savs the
Prazza

| brochures. sponsors a HOW

weckend about twice a year to
| promote the fact that he ofters
| the warranty. During the two-
! day cvent. HOW representa-
" uves hand out T-shins, hight-

ers. balloons, key chains and
" other tradional gncasass.
all while explaining the ben-
efits of the warranty o poten-
tial buyers. ““It's a Jennite
selling to0l.”" he says. "Our
direct competitor nght across
the strect doesn’t wlfer the

HOW marketing and sales aids
B T T SR S Y e

F HOW provides a neutral, third-party procedure 1o determine re-
_sponsibility for repairs on warranted items. Over the years, this
dispute settlement process has handled more than 50,000 disputes
\in this manner, saving both builders and their customers costly
-md time-consuming court battles, not to mention unwanted, un-
" pécessary and often unwarranted publicity.

-8 To be accepted into the program, builders are screened on
Itheir record of customer service, technical ability and financial
‘subility. This not only helps protect home buyers from incompeient
' orundercapitalized builders, it also protects the program from being
; :mdcmu.ncd from within by Builders who don't measure up 10 your

-‘ﬁ_!~HOW builders are automatically eligible for special govern-
- ment programs. The VA, for example, waives its first and inter-
mediste inspections for HOW builders, as does the FHA and FmHA
“in some instances. In addition, houses construcied by HOW build-
. fn may be eligible for higher ratio FHA morgages.
, many conventional lenders prefer to deal with HOW mem-
becauu they relate the program to integrity, a firm commit-
mcm to quality and consumer satisfaction.
3. l The HOW warranty is completely transferable 10 a subsequent
pwcr a strong selling point to buyers concerned about resale
B Rales are based on risk, and enrollment fees are determined
* by conditions in your market and HOW's claim experience in your
area. Over time, however, rates will reflect primarily your own

claims records. Of course, builders with the lowest history of claims
receive the best rates, including automatc reductions.
8 HOW provides extraordinary marketing support, including

the HOW logo 1o place in ads, interior and exterior signage, bro- -

chures, sales presentations and more. All this is free of charge 10
the builder.

There are other important benefits of becoming a HOW builder,
too many to mention here. For further information, contact your
state or local HBA or HOW Council, or HOW's national office
in Washington. Write HOW, 2000 L St. NW, Washingion, DC
20036, or call 1-800-225-5469. M ;
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SPECIAL ADVERTISING SUPPLEMENT

“HOW Weekends” are a staple
of South Florida’s John Arbib's
marketing effort. And HOW
pays off, he says. More than a
few buyers were sold on the

program.

u\uum

WEEKEND
S -
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Sometimes your
greatest competition
is yoursclf

warranty. and we fike to play
that up.™’

Piazza likewise thinks that
the builders in hismarket who
don’t provide the HOW war-
ranty are missing the boat. but
he’s not complamng. HOW
**gives me a competitive edge
and helps me get the bulk of
the work in my area.”* he says.

**Builders whosay the war-
ranty is too expemsive, or that
it's a tacit indication that
something will gowrong with
the house. or tha their own
warranty is enoughdon’t know
how to market emselves:
they ‘re just poking along."

S4

Piazza uses the lack of com-
petition to his advantage. 'l
usc a reader board that says,
*Cuan your builder otfer vou a
10-year warrunty ' 1 can.” und
I pet a lotof acton off that.™
he says

“I'm not afraid of a4 war-
ranty. As far as I'mn con-
cermed. my customens deserve
peace-of-mind. They need to
know that 1if something hap-
pens. if [ dic or go out of busi-
ness. they're protected.
Builders who say their own
warranty s enough are cop-
ping out. They don't care,
they're just trying to unload
their houses as fast as they can.
We take care of our clients.
Eighty percent of my business
1s referral. so we take care of
our people.™

That HOW is 100 expensive
is another excuse these build-
ers think 1s a cop out. “It's
just pan of the cost of doing
business.”” Arbib says. 'l
count the warranty just the
same as | do sticks and bricks. ™

Kober feels the same way.
**A lot of things are expen-
sive, but to use that as a reason
for not offenng the HOW war-
ranty is awtully shon-sighted.™
he savs. “If you're a respon-
sible and quahity builder. vou
Just accept it and crank it into
vour cost. The value of the
WarTaniy may not stand out in
and of 1tself as one of your hot
buttons, but 1t 1s an imponant
pan of the overall package. It
tells my buvers I'm looking
out for their interests. not just
m'\ own

The bottom line. of course.
is that HOW sells houses. It
lets buyers know that their in-
terests are onc and the same
with the builder’s

Kober calls the warranty
“*more of a closer than any-
thing else. You don't lead on
it. but it adds to vour vverail
presentanon and distinguishes
you as a quality builder."" Ar-
bib can’t point to anybody who
ever bought a house solely be-
cause of HOW. Few builders
can. "“But on more than a few
occasions. " he savs, ““the fact
that we included the HOW
warranty convinced people
who were on the fence to go
withus.” W
Crcie no. 74 on nquey coro
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Ideas on Markeﬂng The HOW. Warranty :

WQA?M 'd’ RIS g ¥ A n‘- %
ow can builders use the 10-year Homc Ovmcrs Warranty' 2
as & marketing tool? We asked three of the nation’s tqp
marketing gurus for their ideas. Here'y ‘What they’ smd‘,'r§

l"\l . X

***> Bill Smolkin of HebervSmolkin ‘Adioclates,” New”
. lcans——“'nxc HOW .warranty is a; symbol “of the buxl
+sense of responsibility and ought' to bo part o ot” any: plmn
"'nles presentation. It tells a buildec’s cuswmm s‘we .§.° gone. T
+ the Jast mile to protect you.' Its main role 13 % tomssum c'hcnu b0
@'that the: builder. backs:his ‘claim to_being'y “Tesponsible;: ’aq-\%”'m
(pcodab!c,‘qcoounuble ‘professional 3}dvery strong’ Tein<3
+¥ forcement to a sale, perhaps the stmngc:tfomblc ‘!‘bex;qu
ifundammtal!ér the bu“x,lda o commumcate “the fa;t;, that!
participatestin the HO pmgnmonalldocumen !ct
;-brochures, everything.” » 2 7R 442 f"@“ﬁ
c Bemnie Schreft of, thcgrecnmm Group. Hollywood Fla
vahu become* gomethmg most builders”do but o
mchand:se u.well as ‘they- could. They “need 16" darry. l(’@
furtberthanjust a sign a’phquc 'I‘beﬂmthmg I'ddoi;’-,""'n
% assign someone in my organization 10 mkc cenain that'] e..
== wids variety of collateral material available from HOW= the -
displays~|he point-of-purchase handouts)"the duect‘maxl..
- pieces—is alwaysonlnndsomysﬂa fomecanus“ﬂd’x
z‘gunfom .my:commitment to'quality.’ d_‘ﬂso sk the'HOW‘q‘ﬂ
Fopeople 10 meet with'my, ‘salespeople on’ I ihe
fhm leamn how to use the materials that are’ avuhble Salesrr_u:‘~
;i'noed 1o know bow.tonsc the warranty u [ salcs feafure a'n
7'need 1o be. over and over Again 1o use’ it}
%i;%u] Becker of the W Becker Organization, Hackensick;,
NI Y= “There'are “several 'ways” First, T'd make HOW pirt "

;y

‘-l-f ie

*of my sales pitch: With' HOW, people aren't buying’ Just %
"-ibouse, they’re geting a builder's solid commitment.to _sta.nd +
*_behind his product.’ Second, I'd use all’the mcrch dxsm}(,
< materials HOW: could g: -_Tb )‘r&m 4

-~ the little HOW: bgvusc X.

{" derstands 'what it slands for, ‘JL. th i
#HOW puts out. Third, Tid ask Hoyg . ‘
3 points for | my. ula rcprmuu a,_Bur&d

1

’:(l"“

'"; just bow iause the HOW: prograrm in my nla ;
50’ also want to know whea 1o I:xsc certain’ p’om bg?r g;
ruse the pro program 10 OVercol yeL s ob ections and {07¢19se
mc ale.’”: M @ﬁ% €3 x’%@;




INTRODUCTION

For many years, the Home Owners Warranty (HOW) program has offered home
owners protection against defects in home construction. In the first two
years after the home i3 enrolled in .the HOW program, the home is protected
against construction defects, defective systems rand major structural
defects by the builder; or by HOW if the builder is unable to make repairs,
In the years 3-10, only majof structural defects are covered by insurance.
Since March 1, 1983, the insurer has been .the HOW Insuranée Company, HOWIC,
on all enrollments issued on that date and after.

" This information bookle; s prepared to assist engineers who are
employed by HOWIC in reéponding to claims which come under the major struc-
tural defect provisions of the warranty/insurance documents. It explains
what HOWIC requires from the engineer or engineering firm {n making the
investigations and reporting the findings and, when applicable, how repairs
are to be effected. This booklet also describes the lines of communication
and the various procedures that help meet HOWIC téquitements and,
hopefully, the needs of the engineers as well,

The primarf objective of HOWIC's system of engineering'assistance is to
provide professional expertise in the identifiicél:ion »of ma jor structural
defects and, {f found, a profeséional engineering design of repairs. This
service helps meet BOWIC obligations to the home owner in a way that
insures that the home meets the standards set forth in the certificate of
fnsurance. Excellence in servicé often depends on good communication amﬁng
all persons involved in servicing the cla‘im. Hi-th these objectives and
values in mind, the problems that arise out of Qisunderstandings fa the

scope and nature of the work will be at a ainioum.
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Tote Bag (HOW 368)

Brighl blue and white plastic with snap close handle
.............................................................. $.20

HOW T-Shirt IHOW 366)

Blue shirt with white lertering. Front displays small

HOW logo with "Home Owners Wamanty” undemeath.

A larger HOW logo is on the back. Available in small,

medium. large and extra-large sizes ................. $4.50
Baseball Cap (HOW 367]
Blue and white. One size fitsall ....................... $3.00
HOW Lighter (HOW 363)
Bic lighters. White and blue HOW logo................. $.90

Press-A-Light (HOW 573)

A pocket flashlight equipped with a key chain. Blue
with white HOW 080 .......cccovvviiiiiiiiniiiiicinnnnen. $.90
Sweater (HOW 724)

Dark blue V-neck pullover with a small white HOW logo.
Available in small, medium, large, extra-large and extra-
GBI SRS v s R $20.00
Welcome Mat IHOW 726)

Deep brown carpeting with a tan HOW logo........ $10.00
Plastic Brochure Holder (HOW 652)

Clear plastic holder with blue HOW logo on front.
Doesn't hide the brochure inside.................... ..51.00

L Hi-Ughter Pen (HOW 385!
Black felt-tip marker on one end, yellow highlighteron -
B OB v avsuins vascasisimsnanivs supannsunpons L $.60
). Tape Measurer (HOW 372)
Blue house-shaped tape measurer with HOW logo on
L 1 LT SL.65
K. Presidental Key Chaln (HOW 359)
Brass-plated key chaln with navy blue HOW logo on-
ON L s ismaiinnssnivsaiasasr s s aa i AN SR RGOS TN $3.50
NOT SHOWN
L Polo Shirt (HOW 736)
Navy blue with white HOW logo on the left-hand
side and the wording “Home Owners Warranty™
embroidered on the right sleeve. Available in small,
medium, large. extra-large and extra-extra-large
117 (S T e ML o e e S$15.00
M  HOW LD. Sticker (HOW 381)
For HOW home owners. Has space to list Important
information regarding their HOW policy, including policy
number and expiration date. To be mounted on the fuse
or breaker switchbam. ......cccomveinniinaiinnias No Charge
N. Cardboard Brochure Holder (HOW 651)

........................................................ NoCharge

Accessories



9" x 12" Slgn (HOW 383) _
Corruplast sign designed for both Indoor and outdoor
use. Blue with white HOW logo. Headline: “Ask about
10-Year Protection on this Home"” ............... NoCharge

18" x 24" Sign (HOW 374)

Corruplast sign for both indoor and outdoor use. Blue
and white HOW logo with the phrase: "Ask about the
Builder's 10-Year Protection on this Home" ...No Charge

Lot Sign (HOW 579-A)

18" x 24" sign. Space for building permit in upper right
corner. Bottom features white HOW logo and the
headline: "10-Year Builder's Protection Plan” . No Charge

Lot Sign (HOW 579-BI :

Same as 579-A. except different headline: “Quality
Backed by Insurance’ For use by both builders and
FEMOTRILIS . vivioivvninvassnmssssasunimnmmasasans NoCharge

Window Slgn (HOW 376)
18" x 20" self-adhesive sign featuring the HOW logo
........................................................ NoCharge

Window Slgn (HOW 375)
9" x 12" self-adhesive sign featuring the HOW logo
........................................................ NoCharge

HOW Decal (HOW 84)
6%" x 84" blue vinyl decal with white HOW logo
ORI .o ecn o smammanmmninscts rmsissma G R AR AR RTAS o NoCharge

H.  How Decal (HOW 83)
24" x 3%" blue vinyl decal with white HOW logo
ONWsotsm sy s T T NoCharge

L Realtor Strip Sign (HOW 382)
24" x 6" corruplast sign designed to hang belowa
Realtor's "For Sale” sign ................cocuene, No Charge

). Magnetic Vehlicle Sign (HOW 729)
18" x 15" blue HOW logo at the base line with plenty of
room at the top for builder's message. Camera-ready

.

artwork must be provided...........c.c.coeininnn... $21.00

K.  Yard Sign (HOW 730)
Corruplastsign, 18" x 22". Blue HOW Information
at the base line with plenty of room for corporate
identification at the top. Camera-ready art work must

be provided ;

JOFORE . conis sovuswinisssiosusammsATR I s RaR RV $25.50

[ e | R oL $40.00
NOT SHOWN

L Billboard (HOW 622)
Deep blue with white HOW logo and the saying: "New
Home Shopping? Demand the HOW Warranty”
S SR T S S S AT A e s e e NoCharge

Signage
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The Home Buyer's Gulde to HOW (HOW 148)

Explains the key benefits of the HOW Program to
potential home owners. This is the most widely used
point-of-salebrochure................covvveene, NoCharge

Protect Your Investment: Home Malntenance Tips
{HOW 555)

A guide to maintaining the inside and outside of a
home. Designed for new home owners........ No Charge
EDS — What You Should Know (HOW 54])

This brochure explains HOW's Expedited Dispute
Settlement process 1o CONSUMErS......c.c.e... ‘No Charge
Quality Remodellng Backed by More Than a
Handshake {HOW 571)

Designed for use by HOW Remodelers when marketing
to potential CUSIOMETS.......cooevivncinncrnannen. No Charge

E.  HOW's Guide for Consumers: Remodellng Without
Worry (HOW 580)
Designed for home owners contemplating remodeling
theirthome ....veecieceniiciriiiien, corerieanees NoCharge
NOT SHOWN
F Explaln HOW, Sell a HOW Home (HOW 147)
Two-sided card which outlines the key benefits of the
HOW Program to potential customers ......... No Charge
G.  Seven Compelling Reasons (HOW 150)
This brochure spells out seven reasons why a potential
home owner should insist on a home built by a HOW
Builder.......l e vereninn NoCharge
H.  Only One (HOW 594)

Designed for current members as well as potential
customers. Outllnes the benefits of the HOW Program
when compared to the competition............ No Charge

Brochurcs.
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Consumers Identlfy the Home Owners Warranty logo with
quality builders. Use this to your advantage. Display the
HOW logo prominently In all your advertising and on your
business lerterhead.

A. HOW 50A
ﬂ‘:;andard logo sheet: different sizes of the HOW logo.
ruse in newspapers, magazines, etc......... No Charge

We have produced these ad slicks for use In consumer and
trade publications. Also, If you wish to develop others,
submit them to HOW Corporation for legal review prior to
publication.

Consumer Ad Slicks

B. HOW 601
“Before You Buy a New Home, Insist on the Proper
Foundation” :
Size -8" X UM i No Charge

C HOW 605

“You May Take Five Months to Find the Right Home.
Take Five Minutes to Learn HOW."

SIZC = 00" N 0 e No Charge
D. HOW606 .. . _..

“Since You Can't See These in Your New Home, Insist on

Seeing This:”

Pl A (U I P R No Charge
E. HOW 609

“The Real Beauty of a HOW Home is What You Don't

See’’

T Sl LA | | P ———— No Charge
E HOW 617

“If A $29.95 Blender Comes With A Warranty, Shouldn't
Your $79,000 House Come With One Too?"
size - 84" X 1" e, No Charge

G. HOweI8

“If You Wouldn't Buy This Without A Warranty, Then Why

Would You Buy This Without One?”

SIZEBYY X JI7 oo vsoniisisisusssmsnipwnssves No Charge
H. HOW 619

“If You Expect A Warranty When You Buy This, Shouldn't

You Demand One When You Buy This?"

PR U | T S No Charge
I HOW 62|

“Ever Try to Return a New Home?"

177 S R No Charge

Trade Ad Slicks

). HOW6IS
“The One Part Of A New Home Ad You Can't Afford To
Leave Off"
SIHEST KM oo mnonenesoiasenmsimuesspeassvsss No Charge

K. HOW 625
“While liability insurance costs are going sky high, it's
good to know that our rates are down to earth’”

7 Y. U/l i | No Charge
L HOW 644

“Now there are 1.5 million reasons why you should be a

HOW Builder.”

$i28=8Y X W cisssmimmommmsnssnusasonsswsssmaas No Charge
M. HOW 645

“How important is an insured warranty on the homes

you build?”

SiZB = BYS XMl .. cosncneintiaes aosie s R No Charge

Fractional Ad Slicks (NOT SHOWN)
A. HOW 635

Same as the consumer ad HOW 606

SHE= T X IV oo sumssnmissansesmnsinsissiusmas No Charge
B. HOW637

Same as the consumer ad HOW 605

SIZE= 6" X AV . .o v cnviniisnssermnessanbngians No Charge
C HOW 638 ¥

Same as the consumer ad HCW 60l

size - 64" X 4W....ouveunnnee DTS T No Charge

D. HOWé639 =
Same as the consumer ad HOW 609
SI2E =2 XN .ocovunsansnbin R RS No Charge

E  HOW640 '
Same as the consumer ad HOW 62
$128= X X W vccnninsssvisvasninassansesssanoosss No Charge
F HOW 642
Same as the consumer ad HOW 62
SIEE=0 2 AW s irenonssuisnsconnasaansssinaning No Charge
G. HOW643 _ _
Consumer ad, “When you're about to make the biggest |
purchase of your life, you'd better know HOW." .

SIE =" X W ccvsivsinnsimovinesnsssnideaainsn No Charge
H. HOW636 :

Same as the trade ad HOW 615

SIZE = " X YN iccoiincnsncpispoinnssnimestissnn No Charge
. HOW 64l g

Trade ad, "Consider This_.Which Ten-Year Warranty
Insurance Program..”
T B V7 - R No Charge

Documents "

AA. "~ HOW 146
“The HOW Program
Stands Behind The
Biggest Promise You
Make.."Quality!""
............ No Charge
NOT SHOWN

BB. HOW 50011l(s)
Specimen
Insurance/Warranty
Documents
............ No Charge

cC. HOW 506

Builder Agreement
............ No Charge

The 10-Year Warranty/Insurance Program for Multl-
Family Bullders....c.cosmmmmaasssssvesasivisis No Charge

EE. HOW 70&(s)
Specimen - Limited Warranty and Approved
Standards for Multi-Family Program

...................................................... NoCharge
FE. HOW 800(s) ‘

Specimen - Limited Warranty Certificate of Insurance

for Remodeler Program.......cceceueeruennnnen. No Charge
CG. HOWIC W ..icosssassssesssasvonnsosssibsssiniusnios No Charge

HH.  Bullders Enrollment Guide (HOW 598)
Provides a step-by-step explanation of the enrollment
procedures for builders and remodelers....No Charge
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