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The Mark of Integrity
McGuyer Homebuilders gains ground with ‘Built Around You’ approach

tomers in the most active buying segments.

“I don’t think the plan was ever get to a very large 
size,” Tesch said. 

“It would be more of a niche, opportunistic builder 
where we followed around the top developers in each 
of the markets and just built a real quality product that 
allowed customization. Which differentiates us from a 
lot of our competition.”

The company now employs about 350 people, a num-
ber that’s been stable for the past few years but is 
down from the peak of 2006, when it built more than 
3,300 homes in Texas and employed 660 people. 
These days, the production number is closer to 1,500 

homes, though the Builder Magazine rank at that clip 
is three places higher – at No. 24 – than it was in 
2006, when it was 27th.

Fifty-five percent of homebuilders nationwide went out 
of business in the “Great Recession,” but Tesch said 
MHI remained at least partially insulated thanks to the 
strength of the Texas market.

“A lot of people called it a recession, I’d label it more 
like a depression,” he said. “It’s all relative, too. We 
were the last state to go in and we were the first state 
to come out.” 

Forty-eight percent of the company’s business for 
2015 is forecast to come from Houston, while the re-
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maining 52 percent is split between the other three 
markets. Tesch said Dallas and Austin will do between 
350 and 400 homes apiece, while San Antonio is good 
for another 200.
MHI bought Wilshire Homes – a private builder in Aus-
tin and San Antonio – during the throes of the down-
turn in 2010, which he now looks back on as a risk 
that’s paid significant dividends.

“It effectively helped us double in size, overnight, in 
those two markets,” Tesch said. 

“A lot of people were trying to figure out what we were 
doing and they thought it was a bold move, but it 
turned out to work pretty well.” 

Because MHI is in roughly 80 housing developments 
at different price points across myriad markets, it’s en-

countering, as Tesch said, “all kinds of buyers,” from 
young families heading out to the suburbs to empty-
nesters seeking to get closer to population centers. 

TOP ROW/STANDING (L-R): Denny Garrett, Region President, Dallas-Fort Worth, Austin, and San Antonio, Keith Faseler, Division 
President of Land, David Bruning, Chief Financial Officer, Wade Bradow, Division President of Land Acquisitions BOTTOM ROW/SIT-

TING (L-R):William “Mac” McKinnie, General Counsel, Gary Tesch, President, James Miller, Region President, Houston

AT A GLANCE
WHO:  McGuyer Homebuilders Inc.

WHAT: Homebuilder which markets its designs 
under three brands -- Coventry Homes, Plantation 
Homes and Wilshire Homes

WHERE: Corporate headquarters in Houston, Texas

WEBSITE: www.McGuyerHomebuilders.com
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The corporate tagline of “Built Around You” is a strong 
selling point to each of the various segments, though, 
because it offers the opportunity to customize.

Some ebb and flow in production rates in the various 
markets occurs because the company follows top de-
veloper partners as they start up master plans in the 
specific markets. If a developer has two new deals in 
Austin, for example, there would then ideally be a sub-
sequent building spike.

But when lulls are evident 
in some places, there’s typi-
cally a wave ongoing else-
where, he said.

“It’s our biggest opportunity, 
but yet sometimes our big-
gest challenge – the cus-
tomization,” Tesch said. “We 
sometimes joke, ‘Are we a 
production custom builder 
or are we a custom produc-
tion builder?’ With a lot of 
our competition, there’s one 
plan and it’s take it or leave 
it.”

Technology has been a sig-
nificant driver for change 
when it comes to the com-
pany’s infrastructure, most 
notably thanks to a proprie-
tary sales management sys-
tem (MHI Online) that allows 
managers to see what’s 
happening in the field in real 
time – which, he said, could 
essentially allow MHI, after 
a good sales day on a Satur-

day, to adjust its prices upward slightly by Sunday.

Previously, pricing decisions were made after far-flung 
paperwork made its way into a central office.

“It would take several days for that information to 
come up,” Tesch said. 

“It allows our sales contracts to be written and amend-
ments to be done, as opposed to the old days when 

INTRODUCING 

THE NEW PPG PAINTS™

• Wide breadth of quality products 
•  Strong, national spec presence 
• Leading technologies across all segments
•  Dedication to partnering with and meeting the 

needs of professional painters
•  Best color platform in the industry with 

PPG THE VOICE OF COLOR® program
• Industry-leading color programs, tools and support
• Knowledgeable and expert service from PPG
•  Backed by the power of PPG Industries

The PPG PITTSBURGH PAINTS®, PPG PORTER 
PAINTS®, and GLIDDEN PROFESSIONAL® stores 
are being combined to form the new PPG Paints. 
The new PPG Paints will be the single brand 
identity of the US Stores network throughout 
North America. Now, with over 600 PPG Paints 
stores, the new PPG Paints can better serve the 
professional painter with more locations, a 
broad product line, industry expertise, and 
consistent service coast-to-coast. 

Because 
Every Job 
Matters®

http://www.ppg.com
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forms had to be signed in duplicate. It allows things to 
happen faster.”   

Going forward, no dramatic changes in approach are 
planned relating to the company’s size or the types of 
developments it’s involved in. Instead, he said, a sig-
nificant emphasis will be placed on simply maintaining 
relationships with quality people in quality locations.

And on maintaining the in-house culture that’s been 
created over the years, too.

“It’s a work hard/play hard environment,” Tesch said. 
“Most of our employees have been here over 15 years. 
In our executive management group, I’m one of the 
new kids and I’ve been here 15 years. I think it’s be-
cause, with our size and how we’re set up, you have 
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the ability to make a lot of decisions and there’s 
not a lot of micromanaging. It goes both ways and 
you’re accountable for your decisions, but it’s ac-
tually pretty rewarding that you have a long leash 
to run.”

PREFERRED VENDORS
PPG (corporate.ppg.com) -- PPG Industries’ vision is 
to continue to be the world’s leading coatings and 
specialty products company. Through leadership in 
innovation, sustainability and color, PPG helps cus-
tomers in industrial, transportation, consumer prod-
ucts, and construction markets and aftermarkets to 
enhance more surfaces in more ways than does any 
other company.



www.McGuyerHomebuilders.com


