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Builders often shy

away from “affordable”

green homes. They know

they can turn a faster buck with a

mid-market floor plan or no-budget

sprawling custorn home. They also know

that U.S. buyers have been more style con-

scious than energy conscious. Now, however,

with fuel costs on everyone’s minds, affordabil-

ity is back on the map as an important compo-
nent of green building.

“In the beginning it was only the wealthy that
could build green,” notes David Hassin, a Portland,
Ore, builder. “But now I've tried to apply the concepts

to the more affordable projects.It’s important for us to
remember that they're the ones who need it the most.
They’re the ones who can least afford higher energy
costs”
For this article, we looked for examples of
homes both affordable and marketable,
a challenge to say the least. Low-cost
homes tend to be the most utilitarian
in design. And rising prices of ma-
terials and more important, land,
often limit builder options.
What’s affordable?

That'’s a matter of

debate as well. The U.S.

Dept. of Housing and Urban
Development (HUD) says an afford-

ability “burden” is any mortgage that
takes more than 3o percent ofafaxrl.ily’s
income.

Of course, a green design may cost slightly
more to build, yet have green features that cut
utility bills in half. So the way you do the math mat-
ters. To simplify our selection process for the three
case studies in this piece we settled on an arbitrary
builder benchmark of less than $120 per square foot
in construction costs.

The three projects we chose also share another,
more intangible quality—architects and build-
ers who got serious about green long before it
became fashionable. They've used years of
expertise to tweak designs and prod-
ucts and make afferdability
possible—and profitable.

By Matthew Power

THINK
FRUGAL

The designers and builders
of these affordable green
homes share the belief
that affordability begins
with a state of mind-not

a product checklist.
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