
EDITORS’ NOTE In 1992, Maggie 
Hardy-Magerko was appointed 
President of 84 Lumber Company. 
Early in her career, she worked at 
the Bridgeville, Pennsylvania 84 
Lumber store and gradually moved 
into roles of increasing responsibil-
ity. She also serves as the President 
of Nemacolin Woodlands Resort.

COMPANY AND PROPERTY BRIEF 
Founded by Joe Hardy in 1956 in the 
town of Eighty Four, Pennsylvania – 
where the original store continues to 
operate – 84 Lumber Company (www.84lumber.com) 
is the largest privately held building materials 
supplier to professional contractors in the coun-
try. The company operates more than 280 lo-
cations in 33 states across the United States, 
including four component-manufacturing plants. 
With nearly 3,800 associates nationwide, 84 
Lumber Company provides professional contrac-
tors with quality building materials and industry-
leading services, such as risk insurance, fi nancing, 
and builder plan services.

Nemacolin Woodlands Resort is situated 70 
miles southeast of Pittsburgh, Pennsylvania and 
features 335 luxurious guest rooms, suites, town-
homes, and single-family homes, 125 of which 
are located in the spectacular Chateau LaFayette, 
with 42 more in the AAA Five Diamond Falling 
Rock boutique hotel and clubhouse, which serves the 
Pete Dye-designed Mystic Rock golf course. The resort 
is also home to the Woodlands Spa, offering more 
than 100 treatments. The property has more than 
31,000 square feet of meeting and banquet space; 
16 dining venues and lounges, including the AAA 
Five Diamond and Forbes Travel Guide Five 
Star Lautrec; and a private airfi eld. Nemacolin’s 
outdoor attractions include two championship golf 
courses, a 30-station sporting clays facility, the 
18-mile Jeep® Off Road Driving Academy, the new 
Nemacolin Woofl ands Pet Resort and Spa; and the 
large, Hawaiian-style Paradise Pool.

How has 84 Lumber managed to work 
through the U.S. housing slump?

The one thing we, and everyone in the 
industry, learned was that the way we used 
to weather downturns was not going to work 
this time. To survive required far more than 
closing unprofi table stores or exiting mature, 
low housing start markets. as we worked 
through this, we also laid plans to expand our 

business offerings into construction 
areas where we had traditionally done 
little if any work and, thus far, we’ve 
been pleased with the results and 
see strong growth for our company 
coming from these sectors.

Would you provide an over-
view of the services 84 Lumber 
offers and the strength in each ser-
vice area?

In addition to our traditional ma-
terial supply and services for single 
family home builders through our 
Construction services Group, we have 

taken an aggressive approach to commercial 
construction, such as hotels, college housing, 
retail, and professional offi ce construction. Part 
of this is turnkey installation where the builder 
or general contractor can come to 84 Lumber 
and have us manage the entire process from 
materials management to labor to on-site instal-
lation supervision. The advantage to our cus-
tomer is a package price and the knowledge 
that every step of this process is being handled 
by one company and one point person. The 
most common turnkey installation products are 
framing, roofi ng, windows and doors, and inte-
rior and exterior trim, but we will consider any 
turnkey application. The other advantage is that 
we can provide this service virtually anywhere, 
not just in markets where we have stores.

We have also aggressively moved into sup-
plying energy related companies with a variety 
of products such as storage buildings, housing, 
and environmental products. We are located 
in the heart of two of the largest natural gas 
fi elds in the world – marcellus shale centered in 
Pennsylvania and utica shale in ohio – and can 
quickly source and deliver products for these 
energy related companies.

Where is the housing market in terms of 
recovery and are you seeing signs that we are 
pulling out of the slump?

This has been a four-year down cycle, and 
at various points, we saw what we thought might 
be the light at the end of the tunnel only to hit 
yet another slump in the industry. over the past 
several months, I have been more optimistic that 
we are pulling out of the slump, but it has been 
and will continue to be a slow recovery pro-
cess for our industry. a so-called normal housing 
market is about one million single-family hous-
ing starts per year and we are running at about 
half that level right now. Foreclosures continue 

to be a signifi cant problem as these homes fl ood 
the market with cheap, although often damaged 
homes, and the continuous haggling in Congress 
over budgets, taxes, and fi nancial matters keeps 
consumer confi dence down.

With 85 percent of your business being 
derived from professional contractors and 
the bulk of that from single family home 
building, how will you expand your reach 
to the consumer market?

since the early ’90s, we have focused primar-
ily on professional contractors and that will not 
change. However, there is a signifi cant share of 
the consumer market that we have not pursued 
and now plan to. We started this push in 2011 and 
will ramp that up as we move through 2012. This 
includes resetting or remodeling about one-third 
of our stores, offering more homeowner instal-
lation programs – such as doors, windows, and 
decks – and further promoting our consumer on-
line services, which include project quotes and an 
online store offering more than 55,000 products.

Are there opportunities for women in 
the industry and what further action should 
be taken to attract women into senior roles?

There are opportunities, but as an industry, 
we need to do more to educate young women 
about them. at 84 Lumber, we aggressively pur-
sue younger women, especially as it relates to 
corporate positions, because they can learn all 
facets of our company from those positions. 
over the past four years, the opportunities have 
not been as great but, as we recover from the 
housing slump, we will put more of an em-
phasis on attracting both entry-level and expe-
rienced women into our company.

What are you most focused on for the 
future to ensure that 84 Lumber remains a 
leader in the industry?

First and foremost, our focus is on retaining 
associates who are with us today – these people 
weathered the downturn and are the best of the 
best in the industry. We as a management team 
need to show them that, as we recover, the oppor-
tunities for promotion and stability are there for 
them. Continuing our diversifi cation into commer-
cial construction, project management, turnkey in-
stallation, and homeowner installation is equally 
important. ours is a cyclical industry – it always 
has been and always will be. The mission for our 
management team is to maintain our base in the 
single-family residential sector while expanding 
into these other areas so that we are better posi-
tioned to deal with future cyclical turns.•

Maggie Hardy-Magerko

Recovering From
the Housing Slump

An Interview with Maggie Hardy-Magerko, 
President and Owner, 84 Lumber Company, and Nemacolin Woodlands Resort

EDITORS’ NOTE Darcy Stacom is 
Head of the Investment Properties 
group for CBRE’s New York Offi ce. 
In 2010, she was the number one 
investment sales professional na-
tionally and closed 9 of the top 10 
investment deals in New York City. 
With over 29 years of real estate ex-
perience, Stacom’s expertise is often 
sought, evidenced by her speaking 
engagements for numerous indus-
try and educational organizations 
including Urban Land Institute, 
Harvard, New York University, 
Columbia, Wharton, AFIRE, Practicing Law 
Institute, and many others. Stacom is Governor 
of the Real Estate Board of New York. She earned 
her Bachelor of Science from Lehigh University.

COMPANY BRIEF  C B R E  G r o u p ,  I n c . 
(www. cbre.com) is a Fortune 500 and S&P 500 
company with approximately 31,000 employ-
ees (excluding affi liates), and serves real estate 
owners, investors and occupiers through more 
than 300 offi ces (excluding affi liates) world-
wide. Headquartered in Los Angeles, CBRE of-
fers strategic advice and execution for property 
sales and leasing; corporate services; property, 
facilities, and project management; mortgage 
banking; appraisal and valuation; development 
services; investment management; and research 
and consulting. 

What is the role of the Investment Properties 
group at CBRE and how do you differenti-
ate the group in a competitive industry?

We have a meticulous approach to how we 
handle transactions. This is a business where, 
at any time, there can be 1,000 moving parts.  a 
commercial real estate asset can have 50 to 200 
leases, or perhaps just 10 leases, but each of 
those leases can have 15 amendments. You also 
have service contracts, direct employees, union 
employees, and physical infrastructure such 
as electrical systems, plumbing, and HvaC. 
many in this industry feel that you don’t need 
to go into our level of detail, and in a super-
heated environment, many of those things can 
be overlooked in a bidding frenzy.

but in an environment like we’ve had over 
the past three years, all of those details matter. 
When someone is buying a billion-dollar prop-
erty and writing a half-a-billion-dollar check, 
they’re going to send in sophisticated teams to 

dig into those details, for example to 
make sure that the riser system in the 
property doesn’t need to be replaced 
for $10-million, which would have 
signifi cant ramifi cations across their 
investment returns.

so when we’re hired, we approach 
the assignment from a buyer’s perspec-
tive and do an extremely intense level 
of due diligence. To do that, you have 
to have the right staffi ng and the right 
level of patience. There are some in our 
industry that might have staffi ng but 
that don’t have the patience to do the 

job right. or they have never created the deep 
knowledge base needed to do it.

Are you seeing strength return to 
this market or is there still volatility and 
uncertainty?

The fi rst seven months of this year showed 
real strength, but august brought back a level of 
reality to the market. People were reminded this 
is now a global economy and we cannot stand 
apart from europe, China, or anywhere else.

People are more aware of the upheaval. 
In the last third of the year, we saw lenders 
becoming more cautious about their pricing, 
because they had already put out money and 
were unsure whether they should put another 
loan out there in this uncertain environment. 
They wanted better terms to do that loan. a lot 
of buyers had also already put out their money 
for the year. If they were going to buy an asset 
in the last four months, they wanted to get a 
better deal. so we have seen pricing pull back, 
even in new York City.

Is your main focus New York City or is 
it broader?

I work very closely with our global team – 
my counterparts in London, Paris, Hong Kong, 
singapore, etc. but my focus is on new York 
City and the boroughs because if I can’t make 
it here, I should rip up my real estate license.

With CBRE’s global footprint and 
strength, is your messaging consistent and 
the service seamless or is it tailored to spe-
cifi c markets?

It’s seamless, yet tailored. In brazil, for ex-
ample, the average building is sold by the fl oor 
in a condominium format. so that the client from 
brazil may feel most comfortable, the agent that 
helps them in brazil has a role when they arrive in 
new York until they can develop comfort with us.

China is probably the most unusual in that 

they’re used to dealing directly with sellers. 
even in China, there is an increasing use of real 
estate professionals but they are often paid by 
the buyer, not by the seller.

We talk the same language in terms of re-
turns and levels of fi nancing, and in how we 
advise them. However, the moving parts and 
pieces of what drives a buyer or seller are differ-
ent. so it helps to have the boots on the ground 
telling you what they like and don’t like, and 
what you need to do to educate them about 
this market.

While there are several other fi rms that 
claim a global platform, we are the market leader 
in almost every one of the global markets.

Are you surprised that there are few 
hot areas in New York City where prices 
aren’t going up?

That’s not entirely accurate – not every area 
is hot, even when people say it is. as one de-
veloper noted, the best way to follow and invest 
well in what is becoming a trendy area is to follow 
the artists. They are followed by the young men 
and women who want to hang out with them, 
who then move into the neighborhood. once 
they move in, the people who want to date or 
hang out with them move into the neighborhood.

I’ve been a huge fan of downtown for 30 
years. I’m even more confi dent in it now because 
we’re about to bring the energy and vitality of 
thousands of creative young professionals into 
the middle of the heart of downtown manhattan 
with the Condé nast headquarters.

Are there good opportunities for 
women to grow within the industry?

The opportunities are there now. Cbre is 
deeply committed to having senior women in 
management and brokerage but the problem 
is that a lot of women have the option not 
to stay the course. by that, I mean they can 
make enough money and once married, be-
tween the income they’ve already made and 
the income that their husbands bring in, they 
can stop working and raise their families. It’s 
a deep frustration for many of the more senior 
women like myself in the industry because we 
try to mentor people and they often hit that 
point and choose to stop. 

so I’m hoping more women will see their 
way through it because it’s no longer the case 
that companies won’t promote you. That said, 
it is a challenging career and it takes a signifi -
cant commitment to rise to the top levels – and 
that might not be for everybody•

Darcy A. Stacom

From a 
Buyer’s Perspective

An Interview with Darcy A. Stacom, Vice Chairman, CB Richard Ellis
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