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National advertising helps keep’em Kentile-conscious! Month after month, in America’s top magazines, new home prospects see and read
about Kentile quality floors. Currently being featured: this charming kitchen/family room in Kentile® Agate Chip! inyl Asbestos Tile.
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You know your entire model home is quality built . . . but what makes
prospects think so? For one thing, the quality brands they can see
during the walk-through. Take flooring. Nothing says quality like a
Kentile Vinyl Asbestos Tile Floor. Theyre economically priced...long
wearing...stay greaseproof...and can go anywhere indoors. Costly

call-backs? Virtually eliminated! Talk Kentile to your flooring man.
) y g

There’s a Kentile Floor for every home, in every price range. Over 250 Decorator
Colors in 5 types of tile.



Publisher’s note

When Executive Editor Edward Birk-
ner is not using his telephone, type-
writer or both, he is probably using
an airplane—in search of newsworthy
builders and houses.

Because this annual marketing-
merchandising issue of House &
HomEe is about builders and their
houses, it is heavily the work of Ed
Birkner. He planned it, traveled
8,000 miles researching it, interviewed
at least 40 builders, corresponded with
140 more, wrote two stories himself
(pp. 112 and 130).

Because Los Angeles is America’s
hottest housing market and the cru-
cible of the industry’s best merchandis-
ing ideas, Birkner spent a week in
the Los Angeles area. And still he
did a lot of flying: high flying in a
new private plane with Builder Bill
Lyon (an ex-airline pilot), hedge
hopping between surburban air ports
in public helicopter taxis, and low
flying in Builder Ray Cherry’s com-
pletely powered Buick Wildcat.

Walter Daran

Ed is truly an inquiring reporter.
At industry conventions for instance,
he is likely to walk up to perfect
strangers, introduce himself and ask
“what’s new?” More often than not,
he learns something new. Comments
one fellow editor who roomed with
him at the w~AHB convention last
December: “Ed brought some new
builder friends back to the room one
night and they sat there arguing about
‘honesty in the use of materials’ until
3 in the morning. I thought I'd never
get to sleep.”

People also remember Birkner for
the camera which is invariably slung
around his neck. He uses it as much
as his notebook to record what he
sees. And, he takes justifiable pride
in his pictures.

Ed Birkner was trained in journal-
ism and taught the subject at Ohio
University before he began to practice
what he had been teaching. He came
to House & HoME in 1952 from the
editorial staff of Steel magazine. Since
then he has become a specialist in
homebuilding management, marketing
and merchandising. Eleven other edi-
tors specialize in the other subjects
covered regularly in the magazine—
land, architecture, finance, legislation,
labor, technology, etc.—and you will
hear about them in subsequent months.

This is Birkner month.—J.C.H. Jr.
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Famous %/ncveisad Performance...

now in the easiest, fastest slide-in gas range to install!

The range women have trusted and bought
for over four generations is now in modern
slide-in form. What's more, there's never
been a slide- in so easy or quick to install as
the new

Slides quickly all the way back to the wall
in a 30 inch counter opening. The cook-top
slides snugly under the backsplash when the
backguard is not used. And there’s no need

Products by Waste King Universal: Disposers 3% Dishwashers &

for trimming, planing, fitting or adjusting of
counter or cabinet sides. (The reason is we
made it a hair's breadth less than 30 inches
wide.) And for a custom-finished look, we
also made easily adjustable counter top trim
strips for exact counter top and edge fit. It
has leg levellers so you can raise or lower
the range height as much as 3 of an inch.
Gas connection is easy. You simply remove

%ﬂﬁgg

the broiler drawer to get at the spacial gas
stub connector. Available with 4-inch shadow
box backsplash and matching side panels
for end-counter installation. Get more infor-
mation about this feature-filled new slide-in
gas range from Waste King Universal, Con-
tact your Waste King Universal representa-
tive, or write Dept. H-12, 3300 East 50tk St.,
Los Angeles 58, California.

> Built-in Ranges 2§ Char-Glo Gas Barbecue Broilers
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NEWS

The land-use struggle shifts to Congress

Should the federal government inject itself into local land-use practices—
presumably because local governments are not coping with the problem?

Now Congress will have to face up to that question. Reason: a key
proviso in the Johnson Administration’s FHA-loan proposal for new self-
contained towns (see p. 6) empowers the HHFAdministrator to approve
or disapprove all plans for the town. The proposal would force builders
and developers — whose No. 1 headache is getting local planning and
zoning boards to okay plans — to cut through a second layer of approval.

New towns are an old idea; federal public works agencies built three
Greenbelt communities in the late 1930s. Of late, developers have found
the idea so enticing that privately planned new towns have become the
biggest new force in U.S. housing (H&H, Feb.). Scenting profits, more
and more investors are pouring money into land development (see p. 33).

A major reason for the new-town boom—and the reason behind the
urban sprawl that so concerns the Administration—is this: new towns
are the newest way to go out where the cheap land is. On the fringes
of met areas, land speculators can hold land at low cost—and thus hold
out for outrageous prices—because 1) local tax assessments run years
behind market prices, and 2) what taxes and interest they pay is tax
deductible. When they finally sell, the federal government applies only
a low capital gains tax to the profits.

Did Rain’s civil rights demand undermine anti-bias order?

Rep. Albert Rains (D., Ala.) put it squarely to the Johnson Administra-
tion: keep housing out of the civil rights bill or its housing bill is all but
dead. Rains, House housing subcommittee chairman, won. The civil rights
bill which has just passed the House specifically exempts all federal insur-
ance and guaranty programs (including FHA and va) from the bill’s ban
on race bias. Southerners feared the bill might let Fpic and FsLic ban bias
by conventional mortgage lenders, too.

Some housing men argue that Congress’ refusal to ban bias in FHA and
VA could open the door to new legal attacks on the November 1962
Executive Order—which now rests solely on Presidential power.

Political pressure delays dry lumber vote

West Coast and Massachusetts senators and congressmen have pressured
the Commerce Dept. into its six-month stall in following long-established
procedure for adopting new technical commodity standards.

Last August, the American Lumber Standards Committee asked Com-
merce to adopt new dimension standards for kiln-dried softwood. Com-
merce normally puts such standards to a vote of users before adopting
the standards for voluntary use by industry. But Commerce has delayed,
giving assorted excuses. The real reason: some Democrats—Sens. Wayne
Morse and Maurine Neuberger of Oregon, Warren Magnuson of Wash-
ington and Rep. Edith Green (Ore.) have urged Commerce to “take great
pains to give both sides a hearing.” House Speaker John McCormack (D.)
and Sens. Edward Kennedy (D.) and Leverett Saltonstall (R.), all of
Massachusetts, joined because Boston Port Authority fears cargo loss. All
protest they are neutral—but their intervention produced the stall.

Hoping to end the delay, lumber producers and 14 housing trade groups
told Commerce Secretary Hodges last month they regretted that technical
standards had become “a political issue.” To rebut Commerce’s latest
excuse — that dry standards would legally discriminate against green
shippers—they called on Thurmond Arnold, famed trust-buster.

Commerce’s arguments, Arnold wrote, are “legal imbecilities . . . There
is no legal authority, no administrative practice, or indeed no Congressional
hearing which remotely supports the position.”

Arnold then huddled with Commerce attorneys and said they had
backed down. But Rep. James Roosevelt (D., Calif.) moved to hold
hearings on a claim dry standards would injure small businessmen.

HrouRmg POHCY " . - . ... oo 6 Statistics & indexes ......... 14
Housng mazket .........e0.- 14 Mortgage quotations ........ 31
Community facilities ........18 Housing stock prices.........34
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HOUSING POLICY

LBJ on housing: election-year grab bag

Not for 15 years has such a major change been proposed in federal aid to housing.
President Johnson’s wide-ranging housing bill, sent to Congress in late January,
would thrust the federal government into guiding and controlling the development
and use of raw land around the growing edges of U.S. cities.

The President’s method offers tempting lures to developers and localities: deferred
payment loans to communities for public facilities, help in establishing land reserves,
assorted FHA insurance of 50%, 75% and 90% on loans for land purchase and
development of planned subdivisions and whole new towns (see analysis No. 1). If
the Johnson formula works, it could inject the U.S. into suburban housing develop-
ment much as the Housing Act of 1949 injected the government into re-use of
center-city land through urban renewal.

The biggest question about FHA land loans is whether they would drive up the in-
flated price of raw land, which is already housing’s No. 1 problem. HHFAdministrator
Weaver insists they would not. But most experts disagree because one major effect of
such a program would be to make it easier for capital-shy developers to compete for
developable land. Some also question whether the program will work. Says Associate
Dean James Gillies of ucLA’s school of business administration: “There is simply not
enough in the land proposal to make it worthwhile for a builder to utilize it. And
local governments aren’t sophisticated enough to make use of it.”

Elsewhere, the President’s housing plans sprawl all over the election-year land-
scape. Says his housing message: “Now is the time to direct the productive capacity
of our homebuilding industry to the great needs of neglected segments of our popula-
tion . . . Satisfaction with the 1.6 million housing starts in 1963 cannot obscure the
fact that too many minorities, too many families of low income, too many elderly, too
many rural families and too many military families have not shared in the housing
improvement which these units represent.” So Johnson wants Congress to offer more
help to the elderly, to residents of gray neighborhoods—even to the regular housing
market through bigger FHA loans (No. 2). He calls for a fundamental shift in public
housing (Neo. 3) and more aid for downtown through renewal (No. 4). But many
housing leaders are critical of his plans (No. 7).

1. Land loans: biggest change in federal housing policy

“The great expansion of our urban areas
. . . has too frequenily been carried out in
a sprawling, space-consuming, unplanned
and uneconomic way.”

So saying, President Johnson—at the
obvious urging of HHFAdministrator Robert
Weaver who has been pushing a new fed-
eral land policy for months (NEws, Feb.)
—has asked Congress to give land de-
velopers and builders a new program “to
encourage the participation of private
initiative on the greatest possible scale.”

New communities. Fua would insure
land development loans up to $50 million
for private developers of new towns “in
areas now largely underdeveloped.” Loans
"could not exceed the lesser of 1) 75% of

6

the value of the completed development,
or 2) the sum of 75% of raw land value
plus 75% of development costs. FNMA
could buy the loans under its special assist-
ance program.

FHA would determine fees, charges and
minimum town sizes (a minimum of 300
lots is being considered). Interest could not
exceed 6%, well below the going rate for
most private loans on land (see p. 33).

The new towns would have to conform
with master plans for the area and be
approved by both local governing bodies
and HHFA.

The President wants the federal govern-
ment to “encourage and facilitate” com-
plete new towns modeled after “the pio-
neering efforts of progressive and imagina-
tive developers” which are the biggest new

force in housing (mnan, Feb.). The new
towns would have to be served by public
water and sewerage systems wherever
feasible. If developers must bring major
transmission lines or water and sewer lines
to the land at their own cost, the insured
loan would be boosted to 90% of the
estimated cost. Developers could delay
amortization on improvement loans in
some cases.

Complete communities as envisioned by
Johnson would have “all public services, all
the industry and commerce needed to pro-
vide jobs, and sufficient housing and cul-
tural and recreational facilities for mod-
erate and low-income families as well as
for the well-to-do.” To this end FHA would
require developers to plan “to meet the
housing needs of families with varying in-
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comes, including lower-income and elderly
families.” Stated more baldly, federally-
aided new towns would have to be planned
to include a lot of Negro families, for these
comprise a giant slice of the U.S. low-
income group.

To aid local governments in getting
ready for the planned new communities,
Sec. 701 urban planning grants up to two-
thirds of cost could go to planning agen-
cies to develop plans for the new com-
munities. Local governments could get pub-
lic facility loans from the Community Fa-
cilities Administration, another HHFA con-
stituent, to buy land or easements in ad-
vance for public works needed to serve the
new towns (i.e. before land prices go up).
The 378 % loans would have to be repaid
within 15 years.

Help on subdivisions. Developers of
smaller subdivisions not part of a new
community could get insured loans under
a new Sec. 1005. Loans would be the
lesser of 1) 75% of the completed value,
or 2) thz sum of 50% of raw land value
and 90% of development costs.
Maximum mortgages would be $2.5 mil-
lion, with a ENMa takeout under its sec-
ondary market. Developers would have to
show that the land would become part of
a well-planned neighborhood served by

adequate school, playground, shopping and
recreational facilities.

Developers of insured subdivisions or
planned communities could get lots re-
leased as they are developed and sold, and
the lien could be subordinated to another
mortgage in certain cases. Cost certifica-
tion would be required.

Minimum wage trap. Builders, who were
so sharply divided on the land-loan issue
at their December convention that they
ordered a special committee to study the
problem, are aiming most of their first
criticism at one section applying Davis-
Bacon prevailing-wage standards to all de-
velopment work.

They argue this would force home-
builders now outside the Davis-Bacon wage
tent to pay wages higher than the rates
actually prevailing for their operations.
How? Because the work of installing utili-
ties and streets would go on almost simul-
taneously with building on homes, builders
would face pressure and possible strike
threats to pay the same wages.

NAHB's final stand—-which might make
or break the proposal with C
being shaped by a seven-man committee
headed by Vice President-Secretary Leon
Weiner of Wilmington.

“My big concern is whether the bill has

enough controls in it, or whether it could
become a monstrosity,” says Weiner. He
particularly questions whether cost certi-
fication is completely satisfactory, since
land held for many years would have a
low original cost not reflecting its present
value. He reserves final judgment.

Other NAHB sources point out that only
1% of NauB members could handle a 300-
home subdivision, the possible minimum.

Higher land prices. Builders, develop-
ers and mortgage bankers have debated for
years whether FHA insurance would in-
crease or decrease land values.

Weaver insists: “The availability on the
market of large amounts of well designed
developed land will be deflationary.”

Other housing men aren’t so certain.
They fear it will inflate land prices by
increasing the competition for developable
acreage. How? By sharply reducing the
capital a developer needs to get into the
field. If so, the federal government could
be compounding housing’s No. 1 problem.

The new land development program is
also tacit admission that the Administra-
tion’s 1961 open-space plan has not lived
up to expectations. So far, URA has ear-
marked $18 millions to help localities buy
55,000 acres worth $68.7 million.

2. FHA: sweeteners for fixup, vacation homes, condominium

Outside of land-development loan insur-
ance, the Johnson bill proposes no FHA
changes as sweeping as in 1961 when
Secs. 233 (experimental housing), 234
(condominiums) and 221d3 (subsidized
middle-income) programs were written
into law. Instead the bill would refine some
of the rough spots in present laws and
sweeten laggard programs to make them
work more smoothly. Changes proposed:

For homeowners in default. 1) Let
mortgage lenders recast a defaulted loan to
cover all amounts due including delinquent
interest; 2) encourage lenders to grant
more forbearances to one-family home-
owners by letting lenders collect interest
from the date of default if the loan is
finally foreclosed; and 3) encourage
lenders on defaulted mortgages to assign
their loans to FHA, instead of foreclosing.
by letting the debentures cover attorney’s
fees and other costs. Said President John-
son in his message to Congress: “To make
certain that no legislative barriers exist to
discourage or prevent mortgage lenders
and FHA from cooperating to help delin-
quent mortgagers in deserving cases, I
recommend that FHA's claim and fore-
bearance authorities be amended.” Pros-
pects: good.

For owners of defective homes. Em-
power FHA and VA to repair new homes
with “structural or other major defects
affecting livability” without first foreclos-
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ing the home. Aim: to “provide relief in
those isolated cases” where serious defects
exist. Owners would have to file claim
benefits within three years of the effective
date or four years after insurance. The
provision is modeled after several biils
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which ~aHB officers supported last year,
only to have directors withdraw backing
(NEws, Jan.). Argues HHFA: For years
FHA has offered limited guarantees on fore-
closed homes it resells, and the “cost [is]
relatively small.” Qutlook: a tossup.
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FHA reserves grow despite mounting foreclosure losses

FHA is seeking Congressional approval for its
first $100 million budget (from its own fee and
premium income) for the year beginning July 1.
The 16% increase would add 462 staffers to
handle a 4% rise in application volume, includ-
ing 16,600 more new-home applications over this
year, and cope with rising foreclosures. FHA ex-

pects foreclosures to level off after July 1 while
resales increase 35%. The agency forecasts an
$80 million rise in reserves. These grew last year
to $1.2 billion even with mounting losses on fore-
closures (see graph). If rHA had another year
when foreclosure losses grew as fast as last, its
reserve fund would stop growing.
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For upper-income buyers. Increase
maximum FHA mortgages by $5,000 to
$30,000 under Sec. 203b. Buyers' down
payments would constitute 25% of the
increase, Loan limits would go to $32.500
for two- and three-family homes, to $37,-
500 for a four-family home. Argues HHFA:
“The $25,000 limit makes an FHA-insured
mortgage unavailable to many home pur-
chasers, particularly those in high-cost
areas and with large families.” Outlook:
i a tough fight.

For vacation-home owners. lLet FHA
insure homes “for wvacation purposes”
under Sec. 203i, whose maximum mort-
gage would be raised from $9,000 to
$11,000. Loans could not exceed 90%

President Johnson's public housing propo-
sals represent a sharp break with tradition.
The President wants Congress to let local
housing agencies convert used housing to
public housing—either by purchase and
repair or by lease. Typically, public hous-
ers have preferred the building of new
units, and the President also asks Congress
to continue building new subsidized public
housing at 35,000 units a year for four
years (vs. 33,000 yearly since 1961).

Johnson's proposal asks for a new for-
mula for pHA contributions to local agen-
cies, letting projects with used housing be
written off more rapidly (but within the
same dollar limits) as are now allowed for
comparable new house projects.

Johnson also asks $5 million to continue
the low-income housing demonstration pro-
gram, which has produced evidence that
the used-house approach can work. The
National Capital Housing Authority in
Washington bought 50 houses under the
demonstration program in 1962 and leased

The urban renewal pie gets bigger and
commercial renewal gets a bigger slice in
President Johnson'’s housing bill. Johnson
wants Congress to add another $1.4 billion
in the next two years to urban renewal’s
present $4 billion contract authorization,
and let 35%—instead of the present 30%
—be used for non-residential projects.
Originally, in 1949, urban renewal had
to be primarily residential. No project was
legal unless 51% of what was demolished,
or 51% of what replaced it was housing.
But in 1954, non-residential was allowed
10% of renewal funds, then 20% in 1959,
and finally 30% in 1961. Johnson's pro-
posal to boost it to 35% would mean $490
million of federal subsidy to write-down
the cost of land in non-residential renewal.
Whatever urban renewal goes for, its

of wvalue. Economic soundness would be
waived. FHA lawyers say writing the word
“yacation” into law would let underwriters
and appraisers sidestep the usual require-
ments for year-round livability and con-
venient schools and shops. Outlook: good.

For big-ticket remodelers. Broaden
FHA's Sec. 203k remodeling program (20-
year, $10,000 loans at 6% ) by 1) waiving
economic soundness for loans (thereby
opening them to gray neighborhoods) and
2) letting lenders get cash payoffs in de-
faults. Widely promoted by the Adminis-
tration when it was written in 1961, Sec.
203k has flopped so far; only 1,266 loans
have been insured for $7 million. OQutlook:
good.

3. Public housing: old homes for the poor

them to large, low-income families (NEWS,
July '62).

In all, 2,600 existing houses have been
bought by public housing agencies—50 in
Philadelphia as far back as 1959—and
converted to public housing. Local agencies
have thought about buying foreclosed FHA
houses. To date, only five FHA foreclosed
projects with 377 units (NEwS, May) have
actually been shifted to public housing this
way.

But local public housers have much
more opportunity now: FHa held 7,180
foreclosed units in 25 cities where 13,953
public housing units were under develop-
ment or reservation when the last count
was made in June 1962.

The one big advantage to using exist-
ing units is cost. The General Accounting
Office, Congressional watchdog over spend-
ing, contends that in two instances FHA
homes could have been acquired and turned
into public housing at a saving of about
$1,140,000 over new construction. The

Walter Bennett

CHAMBER'S NEILAN
“Poorer areas get the leftovers”

supporters this year face the stiffest opposi-
tion ever. President Edward Neilan of the
U.S. Chamber of Commerce spoke out

For apartment remodelers. Let non-oc-
cupant owners of one- to 11-family proper-
ties get Sec. 220 rehabilitation loaps up to
90% of the before-fixup value plus fixup
cost. HHFA says the present non-occupant
limit—85% of the amount available to an
owner-occupant—is too low to entice re-
modelers. Existing mortgage debt could be
included in loan. Qutlook: good.

For condominium buyers. Let condomin-
ium buyers get 35-year, $30,000 loans (in-
stead of 25-year, $25,000). Down pay-
ments, now higher than regular FHA pro-
grams, would be equalized with Sec. 203b.
Investor-sponsored co-ops experiencing
sales trouble could switch to condominium,
a change now barred. Qutlook: fair.

Philadelphia housing agency cut units costs
35% (from $18,000 to $11,700) by buy-
ing used houses.

Offers aplenty: Philadelphia bought its
homes without condemnation from owners
who put their homes on the market (and
paid commissions if realty brokers entered
the sale). The source is usually abundant.

In light of this experience, House Repub-
licans are suggesting old homes be bought
from willing sellers only (see p. 10). The
Administration plan contains no such
limitation.

Is it blockbusting? Lurking behind the
buy-lease program, many suspect, is an
attempt to foist integration on unwilling
neighborhoods. Philadelphia dealt with this
undercurrent fear by buying homes only
in racially mixed areas. Even then, one
property owner, later joined by four neigh-
borhood real estate boards, fought to the
Pennsylvania Supreme Court. He lost.

4. Renewal: more subsidies for more downtown clearance

even before President Johnson announced
his housing plans. Said Neilan: “A major
portion of urban renewal funds . . . is
being spent in areas where housing is rela-
tively good and incomes are relatively high.
Poorer areas get the leftovers.”

Why? Political power, suggests Neilan.
He contends it makes no difference where
renewal money is spent. Substandard
homes have declined at the same rate both
in and outside of subsidized areas, says
Neilan, reading census reports.

Neilan finds renewal “corrupters” in
both political parties. But this year Repub-
licans have stepped in with some proposals
to check abuses they say came out of pub-
lic hearings last fall (page 10).

Johnson also proposes rent supplements
up to two years for displaced families.
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5. Cabinet post: a new name calculated to win more votes

President Johnson calls elevating HHFA to
cabinet rank “urgently needed . . . long
overdue.”

To turn the trick for HHFA he has dusted
off a plan for an Urban Affairs & Housing
Dept. which the House killed by a 264-150
vote two years ago (NEws, Mar. '62) and
given it a new name calculated to melt
some of the opposition.

The rechristened agency: Housing &
Community Development.

Johnson's reasons are obvious. He has
put “housing” first to meet NAHB's long-
standing objection that private housing
would get lost in a melange of welfare-
oriented subsidy programs. He has con-

verted “urban affairs” to “community
development” to appease rtural congress-
men who feared the new department
would lead to even bigger subsidy pro-
grams funneled to big-city voters through
city hall. But only the name appears to
have been changed.

Argues the President: “The size and
breadth of the federal programs now ad-
ministered by the HHFA and the significance
of those programs clearly merit depart-
mental status.” Despite the 1962 defeat,
HHFA is one of the fastest growing dis-
pensers of subsidies in government.

Johnson's cabinet plan would transfer
all powers and duties of HHFA, FHA, PHA,

URA, and CFa to the secretary of the new
department. FNMA would remain a sepa-
rate entity inside the department, with
the secretary acting as FNMA board chair-
man (as the HHFAdministrator is now);
the rights and interests of FNMA common
stock holders would be unaffected.

Even with the changes in semantics,
the cabinet post faces a rough battle.

Southern opposition in Congress is
certain because of HHFAdministrator
Robert Weaver, a Negro. Southerners
fear President Johnson would carry out
the late President Kennedy’s promise to
appoint him the first Negro cabinet mem-
ber.

6. Bigger FNMA loans, aids for elderly, planning

President Johnson's housing plans would
let the Federal National Mortgage Assn.
buy bigger mortgages, lend larger amounts
on mortgages pledged as security and
buy the proposed land loans. The bill also
calls for special subsidy plans or changes
in law to aid Indian tribes, elderly persons,
farm workers and would-be planners and
development specialists.

Higher loan limit. Remove FNMA's $20,-
000-per-unit top limit on mortgages bought
in its secondary market. The $17,500 limit
on special-assistance mortgages remains.

Says HHFA: “There appears to be no sound
reason why FNMA should be required to
discriminate against” the relatively few
FHA-insured loans over $20,000. Qutlook:
fair.

Bigger short-term loans. Let FNMA
make short-term loans up to 90% of in-
sured loans pledged as security, instead of
80% . Outlook: good.

Mortgage participations. Let Fnma deal
in participations in mortgages it holds to
encourage more private investment in its
portfolio (see p. 31). Outlook: uncertain.

Aid for aged, farmers. 1) Let elderly
owners of houses on which URA requires
fix-up borrow $10,000 a unit under Sec.
221d3 at 33% % or Sec. 220 at 5% %,
2) let individuals over 62 enter 221d3
housing, now limited to families, 3) let the
Agriculture Secretary, through Farmers
Home Administration, insure a new mar-
ket-rate loan for nonfarm rural tract own-
ers and continue rental housing loans for
elderly in rural areas, 4) raise interest on
Ag-FHA direct loans from 4% to 5% and
let Ag-FHA collect fees and, 5) provide $75
million rental housing for farm workers.

7. Housing leaders: will land loans drive prices skyhigh

H&H staff

Housing industry leaders, along with
Congress, are stunned at the size and
complexity of the Johnson housing plan.

Two former officials of the Eisenhower
Administration are disappointed because,
they say, the bill overlooks most of hous-
ing's basic problems.

“The major fault is that it does not
accept the challenge to find solutions to
the basic problems . . . urban renewal
programs that are virtually stalled in one
city after another (and not for lack of
money either), a public housing program
that is widely conceded to have fallen
far short of reasonable expectations; . . .
a sfeady decline in federal home loan
insurance programs at a time when you
would expect them to be prospering; and
rapidly rising defaults on insured home
mortgages,” says Dr. Raymond Saulnier,
chief White House economic adviser under
Eisenhower. He adds:

“The proposed omnibus bill doesn’t
really come to grips with any of these.
What we need is a thorough, objective,
nongovernmental appraisal of all our
federal housing, loan insurance and com-
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ECONOMIST SAULNIER
“The bill is not the answer”

munity development programs. We had
such an appraisal in 1953; one every ten
years is surely not too much to ask for.

“The proposed omnibus bill is not the
answer, mainly because the theories that
seems to inspire it are wrong. As I read
them, these theories are that you can
solve almost any problem by spending
more money on substantiallly what you
are already doing, and that what we really
need to solve urban problems is more

federal action to bring order into the
situation.”

Both parties at fault. Former (1958-9)
FHA Commissioner Julian Zimmerman,
now president of Lumbermen’s Investment
Corp. of Austin, Tex. says: “Both politi-
cal parties have been woefully inadequate
in accomplishing objectives for which
federal programs were designed. More
money and new or expanded programs
are a classic device to avoid answering
for past deficiencies.” Some inadequacies:

“Policy confusion among top execu-
tives, gross lack of management discipline,
inexperience and general ineptitude are
dramatically displayed—particularly in the
grand areas of public housing and urban
renewal. So much activity and good in-
tensions are confused with progress; so
much theory and social philosophy is con-
fused with management and business
economics; so little, really, is accomplished
with so much.

“What a wonderfully simple and effec-
tive program it would be if one admin-
istration would simply announce the
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intention to reappraise existing programs
with a view toward identifying and
admitting the bad, the weak, the unwork-
able . . . Must we forever continue the
political practice of sending good money
after bad, leaving it to future historians
to record the waste and ineffectual efforts
of both the executive and legislative
branches of our government?”

Land loans: good or bad? Most hotly
disputed feature of the Johnson program
is FHA insurance for land loans. Housing
men size it up like this:

Land Economics Professor James Gillies
of vcra: “Responsibility for initiation [is]
in the hands of local communities . . . in
many areas [they] have been notoriously
slow to adopt new concepts. [Insured land
loans with FNMA takeouts] can have the
effect of placing more money in the land
market and thereby increasing the bidding
—and price—of land . . .”

Former (1961-63) FHa Commissioner
Neal Hardy: “The new tools are fine and
should bring marked improvement in qual-
ity of land and community planning.”

Chairman James R. Price of National
Homes: “The proposal for land develop-
ment loans will be beneficial and while

initially it may boost land prices. the fact
that there will be a sharp increase in the
supply of developed lots will eventually
stabilize raw land costs . . . will greatly
help upgrade land planning quality . . .”
Builder Bud Meverhoff of Baltimore: “It
would primarily benefit larger developers,
raise costs through inclusion of prevailing
wage and fringe benefit regulations, in-
crease carrying charges for larger scale
development . . . It could result in better
planning but 1 would guess [planning] will
be more expensive, not necessarily better.”
Finance Committee Chairman Milford
A. Vieser of Mutual Benefit Life Insurance
Co.: “The controls placed upon the de-
veloper . . . are so extensive as to make
hira in effect an instrument of the agency.
The elimination of the criterion of eco-
nomic soundness increases the risk of land
speculation and excessive development.”
President Thomas Coogan of Housing
Securities Inc., 1950 NAHB president: “If
these communities are far enough out
from central cities, I think it would tend
to freeze land costs if properly handled.”
Realtor Armel Nutter of Camden, N.J.,
1960 NArREB president: “The proposed new
community and land development insur-
ance, coupled with the vast new power

to acquire, control, and hold land for
future expansion, represents a giant step
toward federalization of land. The pro-
posal would drive land costs up due to
taking large plottages of land off the
market, and would force smaller builders
to purchase smaller plots at higher prices.
If the land were removed from the market
for long periods, smaller builders and
home purchasers would be forced to leap-
frog these large theoretical developments,
thereby aggravating suburban sprawl and
creating stagnant undeveloped areas.”

President Joseph Grazier of American-
Standard: “Legislation . . . can have the
effect of advancing some private interests
while failing to provide the overall public
benefits expected.”

Economist Louis Winnick of the Ford
Foundation: “Assuming that land acquisi-
tion aids would in fact be effective, a
further rise in current land prices can
be anticipated. Presumably, aggregate
current demand for land would increase
as future requirements are superimposed
upon present requirements.”

Director Justin Herman of the San
Francisco Redevelopment Agency: “A
sound law is needed. And imaginative,
tough administration is required.”

8. GOP: it offers an alternate plan for first time in years

Not since Republicans lost control of both
houses of Congress in the 1954 elections
have they offered a cop plan for solving
housing problems.

Now at the prodding of Rep. William
Widnall (N.J.) four minority members
of the House housing subcommittee have
joined to sponsor a ten point program.

It concentrates on correcting some ills
and abuses of urban renewal Widnall says
last fall’s public hearings on renewal turned
up (NeEws, Jan.) even though “all the
witnesses but one or two have been giving
self-serving declarations about projects in
which they were interested.” Chief faults
and cures as Widnall views them:

Problem: self-help and private enter-
prise efforts to rehabilitate near-slums have
been restrained by legislation and adminis-
tration favoring government action alone.

Cure: the federal government should set
aside $100 million yearly for three years
to lend at appropriate interest rates to
homeowners and business men in renewal
areas. Borrowers would have to prove they
cannot get financing under any existing
program (such as FHA Sec. 220h or Title
I). Limit would be $10,000 per unit.

Problem: more and more renewal aid
goes for non-housing projects. Using the
taxpayers’ money to clear a site for a new
building housing the New York Stock Ex-
change “hardly seems the way to carry on
the war against poverty,” Widnall observes.

Cure: non-residential renewal should be
eligible only for federal loans, not out-
right grants. The National Association of
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Vincent Finnigan

GOP's WIDNALL
A Republican housing plan at last

Real Estate Boards endorsed this idea last
fall. “These projects show no need of
being subsidized by the American tax-
paver,” say the cor legislators. “If justi-
fied, they can pay for themselves within
ten years.” Loans would not bear interest
until cleared land was reso'd.

The Republicans also want to force ci-
ties to prove that no more residential slum
clearance or rehabilitation is needed lo-
cally before they can get renewal loans
for non-residential clearance.

Problem: renewal officials have sought
to solve slum problems “with grandiose
schemes on planners’ drawing boards and
large budget figures. . . . No problem has
ever been solved merely by throwing
money at it.”

Cure: get communities moving on hous-
ing code enforcement (a requirement de-

vised by the Eisenhower Administration in
1954 and still regarded as the weakest
link in renewal). The cop Congress-
men want HHFA to require that cities
pledge specific actions within specific dead-
lines in enforcing codes. “The rent strikes
in New York City and Cleveland (see
p. 40) illustrate the seriousness of the
problem,” says Widnall.

Problem: *“The massive, stereotyped
(public) housing project of the past
quarter century is not coping with the
problems it set out to cure.”

Cure: public housing agencies could
rent up to 30,000 homes and apartments
made available voluntarily by private prop-
erty owners, then re-rent them to low-in-
come families. The agency could subsidize
the difference between full economic rents
and the lower rent paid by the families,
This plan is remarkably similar to the
Johnson plan for leasing 10,000 private
units for public housing in the next four
years (see p. 8).

The cor also wants to 1) compensate
owners and tenants more fully for losses
and damages suffered in clearance, 2) re-
quire cities to relocate families without
regard to race, 3) require URA to verify
that suitable housing is available for dis-
placed persons, 4) start relocation aid
when a project first becomes official, 5) re-
quire local communities to re-zone to meet
needs of displaced businessmen @ and
6) make local elected officals responsible
for renewal.

NEWS continued on p. 14
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SET THE STAGE FOR SALES

This Blue Star Home sign in front of your homes means you are
offering the most wanted appliances and services — by Gas. It trades

on pre-selling already working for you, created by the American Gas
Association’s powerful Blue Star Home program, and by a tremen-
dous advertising program, both national and local. See that your

homes display this sign . . . and ask your Gas Company about other

GO MODERN-GO GAS . selling tools available to you in the Blue Star Home program.

©Am. Gas Assoc,, Inc.

AMERICAN GAS ASSOCIATION, INC.

TOP DRAWS . . . GAS HEATING AND COOLING. Every day
four times as many new Gas heated homes are sold as all
others combined! Your customers know Gas heating sys-
tems are clean, dependable, economical. Gas cooling is
zooming in popularity, too.

LONG RUN SMASH . .. GAS RANGES.
Gas ranges come in every modern style—
wall-hung, free standing, slide-in, built-in
—and each is packed with features. Auto-
matic Burner-with-a-Brain*, “‘Program
Cooking,"' true temperature ' Keep Warm"'
ovens. The Gold Star Award—a "‘buy sign”’
for faster, cooler, cleaner Gas cooking.

*A.G.A. Mark

Added attractions: Gas incinerators that eliminate
garbage and trash carrying . . . Gas dishwashers for
“hospital clean" dishes . . . Gas refrigerators that
make ice without trays, cost less to run . . . Gas lights
for nostalgic charm at the doorway . . . Gas grills for
flame-kissed outdoor cooking.

ONLY HOMES OFFERING BUYERS THE ADVANTAGES
OF MODERN GAS APPLIANCES CAN
BE CALLED BLUE STAR HOMES
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DOUBLE-BILL HITS . . . GAS LAUNDRIES. Over 75% of all
water heaters sold are Gas. Home buyers know they will get
all the hot water their families need fast with Gas—and for
just pennies a day. Gas dryers are faster, too, yet more
economical.

o

The Blue Star Sign means

home buyers can

LIVE MODERN
FOR LESS
WITH GAS

11




We have yet to meet the architect, builder,
or home buyer who didn’t enthuse about these new

CERATILE MARBL

NOW...you can add the exciting and distinctive
beauty of textured and patterned glazed tile in
bathrooms and kitchens...for little more than the
cost of regular non-decorated wall tile.

The enthusiasm of architects, builders, decorators and home
owners for Ceratile Marble Colors seems almost unbounded. Everyone
who sees the lovely subdued pattern and textured quality of these new
tiles says they're beautiful beyond deseription. Home buyers particu-
larly love them.

And for builders—most important is the fact that Ceratile Marble
Colors cost very little more than regular, non-decorated wall tile (Actual
price differential is less than $10.00 for an average size bathroom).

Ceratile Marble Colors are particularly suitable for walls and light
duty horizontal areas (vanities, counter tops, ete.) in bathrooms, pow-
der rooms and kitchens. They offer unusual design possibilities and can
be used effectively in special color panels, in inserts and for background
feature walls.

The new Ceratile Marble Colors are available in nine beautiful,
decorator colors by noted color authority, Faber Birren, You'll find that
these colors harmonize extremely well with all types and all colors of
bath fixtures by leading manufacturers.

And to give you a completely color-coordinated job, Cambridge also
offers these same nine colors and pattern in Ceratile Marbletex Colors
with a textured finish that is particularly suitable for use on light duty
floors. Both wall and floor tiles are produced in 4% " x 4%4” flat tile and
in S-4449 44" surface trim,

Before you finalize your next bathroom or kitchen design, be sure
you see these exciting new Ceratile Marble Colors at your nearby
Suntile dealer. You’ll find him listed in the Yellow Pages of your classi-
fied phone directory.

FREE...Sample tiles showing the beautiful texture and pattern of
Ceratile Marble Colors and Ceratile Marbletex will be sent to any archi-
tect, builder or decorator who writes us on his official business letter-
head. Address your request to Dept. HH-643.

Manufactured by

THE CAMBRIDGE TILE MFG. COMPANY
Producers of world-famous SUNTILE

P. O. BOX 15071, CINCINNATI 15, OHIO

Member of the Tile Council of America
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COLORS

GREEN * BEIGE » LILAC - AZURE
PINK*BLUE *GREY *» GOLD * SAND
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HOUSING MARKET

| UL

Seasonal permit rates for buildings with five or more units have spurted to
new heights, indicating that the apartment boom will keep its momentum.

g SR, T S T

House sales by merchant builders are running 19% above year-earlier rates
through November. Unsold house inventories are up 11%.

Yields on minimum down, 30-year FHA mortgages in the Boston out-of-state
market (before servicing) show the smallest spread ever above new bonds.

Will the 1964 apartment boom continue

Can housing keep up its surprising 1963 pace? Will the soaring rate of apartment
building continue—or will it slip, slide or perhaps even plunge abruptly?

The indicators are mixed. Private nonfarm starts last year hit the second highest
level in history—1,561,200—or 8'2% above 1962. And some 37% were rental
units. Builders seem intent on maintaining the pace. In December, the annual rate
of permit applications spurted. For units in five-or-more-family structures, it soared
from 526,000 in October to 504,000 in November to 656,000 in December—a
stunning 30% gain (see graph above). This makes multi-family housing bulk almost
as large as one-family housing. The annual rate of permit applications for one-unit
structures fell from 715,000 in October to 666,000 in December.

But more and more analysts are questioning whether the six-year-old rental boom
is propped up more by easy mortgage money than by market demand. National
vacancy rates, slow to warn of brewing danger but the best indicator available, still
show no general red light. Rental vacancies in metropolitan areas fell from 7.8%
to 7.5% in the fourth quarter of last year, easing fears of trouble ahead.

But scattered soft local markets persist. Competition for tenants is strong in the
West, where rental vacancies stand at 9.1%, the nation’s highest, compared to 4.8%
in the Northeast. But Los Angeles owners shun rent concessions common in New
York (where vacancies in new apartments are far above the 1.8% city-wide rate).
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Many new apartments are drawing from
older, less attractive apartments. Private
surveys by Jay Zook Inc. in Cleveland
and Advance Mortgage Co. in ten Mid-
western cities show higher vacancies for
old apartments and declining vacancies
for new ones.

On balance, House & HoME expects
the six-year-old apartment boom to begin
to slow down this year—temporarily. But
even so0, its momentum and the long lead
time between decisions to build and actual
construction should carry private rental
housing to a new postwar peak of perhaps
560,000 apartments (and all housing to
another year near 1.6 million starts). For
apartments, this would be a gain of more
than 33% from 1962 levels. The nation
has seen nothing like it since the 1920s.

Economists like John Langum of Chi-
cago suggest too many apartments in 1964

HOUSE & HOME




MORTGAGE DELINQUENCIES INCREASE

% OF LOANS DELINQUENT

1959 1960 ‘ 1961 1962

VACANCIES: NEAR LEVEL AND NORMAL

8

1963 1964 T W

Mortgage delinquencies over 30 days, as reported by msa, pushed to 3.30%,
a new peak, at year end, va, FHA and conventional delinquencies all rose.

FHA HOME FORECLOSURES: 80% IN 12 STATES
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© %% VACANCY IN AVAILABLE UNITS (MET AREAS)

1960 961 1962

Vacancies, after rising slowly since mid-1962, slipped back encouragingly in
the fourth quarter of 1963. The rental vacancy rate in met areas is 7.5%.

RENTAL VACANCIES

HOMEOWNER VACANCIES
PLLLL) LT

SOURCE: WA

FHA's inventory of acquired homes, totalling 48,240 at the end of October,
bulks largest in the South, between Florida and Texas.

FHA APARTMENT TROUBLES: 75% IN 15 STATES

SOURCE: CENSUS

1963 | 1964

=18

SOURGCE: Fha

Dwelling units in multi-family projects foreclosed or assigned to FHA totaled
54,446 at October’s end. Texas and California hold biggest clusters.

so strong it will borrow from 1965?

may borrow from 1965°s demand. The
climb toward 2 million starts is not an un-
broken upward movement he warns.
One other depressant clouds 1965: the
tax cut bill, now about wrapped up on
Capitol Hill, cuts withholding to put extra
money into consumers’ pockets this year.
But much of this extra money will have
to be returned to the treasury in the first
half of next year. Some taxpayers who
regularly pay too little withholding will
have to catch up by April 15, 1965. Other
taxpayers used to getting refunds may dis-
cover none forthcoming in 1965.

Watch delinquencies. As Dr. Langum
sees it, private credit, especially mortgage
lending for both apartments and homes,
is another cloud on housing’s 1964 hori-
zon. Non-farm foreclosures neared 100,000
last year, and FHA's foreclosed homes and
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apartments are clustering in some of hous-
ing's biggest boom states, notably Texas
and California (see maps).

Dr. Langum sees this as evidence that
past excesses in housing credit are now
surfacing. Keep a sharp eye on mortgage
delinquencies, housing’s best distant-early-
warning for trouble in this area, he advises.
The latest count on delinquencies by the
Mortgage Bankers Assn. pegs them at
3.30%, up 8% from 3.04% a year earlier.

Foreclosures reflect frantic lending prac-
tices rather than economic conditions,
contends Economist Leo Grebler of ucrLA
after a thorough analysis (see p. 29).
Savings and loan foreclosure rates are
below the national average in such hard-
core unemployment states as West Virginia
and Kentucky, while booming California
has the highest foreclosure rate of all
—2% times the national average.

Watch interest rates. Other economists
including Miles Colean of Washington
say Dr. Langum may be unduly pessi-
mistic. More important as a directional
signal for housing is the trend of mort-
gage interest rates, says Colean. Reason:
higher rates could brake the apartment
boom because they are translated instantly
into higher rents—about $3 per month
on a typical unit for each “2 % rise.
Mortgage rates, which have been slip-
ping steadily for more than two vyears,
show only faint signs so far of moving
higher. Housing men should keep a sharp
watch on the spread between mortgage
and bond vyields. They have been closing in
on each other (see graph) to their narrow-
est point in a decade. This narrow spread
could draw funds out of the mortgage
market—though not necessarily.
NEWS continued on p. 18
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Remember Styrofoam.
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Once a masonry wall has been insulated
with Styrofoam® FR brand insulation
board, you won't have to worry about
that insulation again.

Forget it.

And the same goes for Styrofoam RM in
built-up roofs. Or Styrofoam SB for slabs

and foundations. Or Styrofoam anywhere.

But remember to use Styrofoam next
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OK. Now forget it.

time you want an insulation that can't
soak up water or moisture. An insulation
that serves as its own vapor barrier. An
insulation that won't ever lose its effi-
ciency. Anins 1 that won't rot, mold,
deteriorate—eve

To help you remember Styrofoam, we've
made it blue. If it isn't blue, it isn't

Styrofoam.,

Any questions? We'd be happy to send
you all the data and specifications you
need. Or see Sweet's Light Construction
File 4a/Do. The Dow Chemical Com-
pany, Plastics Sales Department 1320BP3,
Midland, Michigan.

Styrofoarn is Dow's registered trademark for expand-
ed polystyrene produced by an exclusive manufac-

turing process. Accept no substitutes. ..look for this
trademark on all Styrofoam brand insulation board,
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COLONIAL FARMHOUSE RETIREMENT HbUSE

First look at World’s Fair houses: a mixture of old and new ideas
H&H staff
The 80 million visitors expected at the 1964 New York Fair will
see a gigantic home show. Its features: five houses contrasting
conventional and unconventional planning and design with scores
of brand-new building products. Four of the houses are shown
here in late construction stages at the fair site; the fifth, pictured
on its Florida site, will be duplicated at the fair. The conventional
houses: an authentic New England colonial farm house designed
by Royal Barry Wills Associates, Boston, and a two-bedroom
Florida retirement house by Deltona Corp., Miami. The unconven-
tional houses: a daring atrium house with skylights by Architect
Edward Durell Stone, a pavilion house with five peaked roofs
by Architect Jack Pickens Coble and a plastic-laminate-clad house
by the Formica Corp. (shown in detail on pp. 130-135). The
Stone, Wills, and Coble houses are sponsored by the House of
Good Taste Inc., a private company organized by men outside
the housing industry.
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COMMUNITY FACILITIES

Surgeon general declares war on septic tanks

Not one state has enacted legislation speci-
fically to limit the use of wells and septic
tanks.

This failure has led to a potential health
menace in practically every urbanized area,
says Surgeon General Luther Terry. Wells
and septic tanks are fine for rural com-
munities. But “the only real answer for1
suburban areas is community systems of
water supply and waste disposal.” he says.

Terry's Public Health Service has just
written and sent to the 50 states a model
state law putting new curbs on septic tanks.
He hopes state lawmakers meeting this yea
and next will pass some legislation.

pHS  model law would require local com-
munities to submit their water and sewer
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plans to state health departments so these
utility plans can be better coordinated with
local comprehensive land plans and zoning.

It also suggests states offer grants to
municipalities for preparing official plans.

Ban oversize lots, builders

ask in Massachusetts

Septic tanks figure in a campaign by
Massachusetts homebuilders to break the
large-lot barrier in suburbs.

Under the leadership of nauB National
Representative Gilbert G. Campbell and
State HBA President Robert Smith, the
2,000-member state association is asking
the state legislature to pass an emergency

law clamping down on large-lot zoning.
The proposal: to limit lot sizes to 9,000
sq. ft. or 15,000 sq. ft.—depending on
whether community sewers or septic tanks
are used.

This is the first concerted drive by any
state builders association against large-lot
zoning, which the builders say not only
wastes land but also makes it prohibitively
costly to extend sewers to homes built
originally with septic tanks. Chances for
passage of the fair-lot bill are clouded by
the opposition of home-rule-conscious sub-
urbs. Says Executive Director Robert
McPeck: “We're willing to compromise
[on lot-size limits] if we have to.”

MONEY begins onp.29

HOUSE & HOME




Nobody ever looks in here
(happily for us—and you)

Day & Night central air conditioners, warm air furnaces and
water heaters hide out in the most inconspicuous places. But wherever
they are—in a closet, attic or cellar—they go efficiently about their jobs
24 hours a day. So quiet they're seldom noticed. So carefree
they rarely need attention. 5,197,942 of these Day & Night
comfort-makers have been installed in homes, offices and stores—out of
sight and generally out of mind. oy ~
Day & Night owners can afford to forget the _
name—builders are wise to remember. @57.Q @ B . bl & o

O

Day & Night Manufacturing Company, 855 Anaheim-Puente Road, La Puente, California » 3359 W, 39th St., Chicago, 1llinois
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YOUR EARNINGS for 1964 depend largely
upon secure 90% mortga_geloans!

MGIC mortgage guaranty insurance frees virtually
unlimited funds for 90% conventional mortgages

MGIC has never been much impressed by figures
citing the number of housing starts for this year
or any other.

MGIC has always been much concerned about the
number of housing sales made last year, this year

and every year.
Neither builder nor lendér nor realtor really profit

until a building is sold.

MGIC leads the private enterprise effort to get

Mortgage Guaranty Insurance Corporation

600 Marine Plaza » Milwaukee, Wisconsin 53202 « Dial 414-272-8060

more housing dollars in circulation through its pio-
neering of the modern concept of mortgage insur-
ance, starting back in 1957.

MGIC mortgage guaranty insurance enables lenders
to grant 90% conventional mortgage loans to quali-
fied borrowers.

The more MGIC-insured mortgage loans there
are in force, the more the builder and lender and
realtor will profit...so write or telephone today
for complete details about MGIC.

THE NATION’S LARGEST PR/IVATE GUARANTOR OF MORTGAGES MGIC/64/0
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MORTGAGE MONEY

‘Revolutionary’ ruling lets national
banks make 90% loans; discounts firm

Federally chartered commercial banks have just won wholly unexpected permis-
sion to make privately insured high-ratio conventional loans.

Comptroller of the Currency James Saxon has just ruled that mational banks
may rely on private mortgage insurance as security for a mortgage. This has the
effect of removing such loans from the 20-year, 75% limit for real estate loans
set by federal bank laws. Theoretically, commercial banks could now lend up to
100% of appraised value, but since private insurers now operating set 30-year,
90% maximums, these become the new practical limits. Federal s&Ls already
have power to make such loans.

Vice President James P. Furniss of Citizens & Southern National Bank in
Atlanta, which asked Saxon for a ruling, calls it “the most revolutionary opinion
we have received.” cas cited one private company, Mortgage Guaranty Insurance
Corp. of Milwaukee, in seeking the change. Saxon’s ruling says merely that banks
must satisfy themselves they are justified in relying primarily on the insurance
if they make high-ratio loans. Bankers doubt there will be a rush to high-ratio
loans—just as most s&Ls use the authority sparingly.

Regional Home Loan Banks quash a plan to curb high-risk S&Ls

Vehement objections by the regional Home Loan Banks in San Francisco and
Greensboro, N.C., have just killed a Home Loan Bank Board proposal to restrict
borrowing for expansion by s&Ls whose repossessed realty and delinquent mort-
gages exceed 60% of reserves and surplus.

The revolt brings into sharp public focus a behind-the-scenes dispute over the
proposal circulated to regional banks by HLBB Chairman Joseph P. McMurray in
an internal memorandum. First, San Francisco newspapers got wind of the memo.
Then directors of the San Francisco bank, largest of the regional banks that lend to
5,000 insured s&Ls, voted unanimously against the plan. Said one:

“The West needs the full facilities of the Home Loan Bank now, and loan re-
strictions would force tight money and higher mortgage rates.”

McMurray had aimed his regulation at California’s free-wheeling s&rs. Latest
quarterly statistics show the state’s conventional delinquencies at 10.90 per 1,000
loans in the year ending Sept. 30, 1963. That is second only to Nevada’s 16.95 and
is more than double the nationwide average of 4.10.

McMurray says his proposal would not have decreased the amount of money
available for mortgages at all.

A half-point rise in FHA mortgage discounts is spreading

President Robert M. Morgan of the Boston Five Cents Savings Bank says Janu-
ary’s half-point rise in mortgage discounts are holding in the out-of-state
market of the big Massachusetts Purchasing Group of savings banks. Discounts
on 35-year FHA loans have now followed the 30-year Sec. 203b market leader
by moving up a half point to 3%, one-half point below the 30-year loan. Mortgage
Banker Lon Worth Crow also reports bigger discounts in Miami. Other cities in
House & Home’s monthly survey do not yet reflect the change.

Morgan expects no further rise in discounts. “The January softening is just that
and no more,” he says. Mortgage men in other cities are virtually unanimous in
predicting stable prices and yields for another three months.

Foreign interest rates may push mortgage yields higher

Should European nations raise interest rates now—and Britain hints it may—
the United States would feel pressure to increase short-term rates again to prevent
the departure of capital and brake the balance of payments deficit. The Federal
Reserve succeeded in increasing its short-term rediscount rate last July (from 3%
to 32 % ) without triggering a consequent rise in long-term interest rates, but the
financial community is highly skeptical about the possibility of another such miracle.
This time the long term rates would almost certainly react.

“And if long-term interest rises, mortgage yields will rise,” forecasts President
Arthur Viner of Investors Central Management Corp. of New York. The spread
between mortgage yields and both long-term government and corporate bonds is so
narrow (see graph, p. 14) that no other course is likely.
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UCLA's GREBLER
Needed: closer checks on jobs

Professor gives new insights
why mortgage loans go sour

Economist Leo Grebler has just warned
the mortgage industry that declining quali-
ty of mortgage credit is “now a sound rea-
son for nationwide concern.”

Dr. Grebler, professor of real estate
and urban land economics, directs the real
estate research program of the University of
California at Los Angeles. He says neither
the general economy nor local economic
setbacks are to blame for soaring mort-
gage delinquencies and foreclosures. Greb-
ler explains:

“Since 1961, the nation has been in a
general business recovery. The incidence
of poor mortgages has grown continuously
since the mid-fifties regardless of the ups
and downs of general business.

“Pennsylvania, West Virginia and Ken-
tucky are beset by chronic unemployment.
Yet recent data on conventional mort-
gage loans of insured savings and loans
associations show foreclosures in those
states substantially below the national
average. Florida, Texas and Wisconsin
have little hard-core unemployment but
above-average foreclosure rates. Califor-
nia, amid a defense boom, has the nation’s
highest foreclosure rate—two and one
half times the national average.

“The rise in default and foreclosure
rates has been mainly the consequence of
developments in the mortgage and realty
markets themselves.”

One big reason: high-ratio loans (NEWS,
May) have demonstrated again and again
they “have a greater chance to go sour.”

Urges higher standard. “Mortgage
bankers are facing a relatively new phe-
nomenon,” warns Grebler. “It is a pros-
perous economy accompanied by persist-
ently high unemployment. Unemployment
is among the important determinants of
loan performance, and lenders must learn
to live with this new kind of prosperity.

“They must give far more attention in
loan approvals to the borrowers’ occupa-
tion, skill levels, job adjustment potential,
specific industry and even the specific en-
terprise in which they work.

“According to a recent S&L survey,
loans to unskilled workers, self-employed
persons, and salesmen have a far higher
delinguency rate than loans to white-collar
workers, executives and professionals.”
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COMES THE MOST ADVANCED

PARTICLEBOARD
IN AMERICA.............

SUPER-SMOOTH -2+ p
SUPER-STRAIGHT -+ )
SUPER-STABLE ++++++++++++++-p

Just try DURAFLAKE once and you’ll
quickly find a dozen more applications
throughout the home. Super-smooth,
super-straight, with insulating and
sound deadening qualities superior to
Fir Plywood. Excellent screw-holding,
machinability and strength properties.
Sizes up to 415’ x 18’ or 5’ x 16, thick-
I nesses from 35" to 1%”. Send for test 2 WG
sample and folder, which illustrate L\
DURAFLAKE'S versatility in cabinets, :
shelving, folding doors, partitions, coun-
ter tops, and other uses.

Dpurafliake coveany

BOX 428 - ALBANY, OREGON
Phone 503-926-2161 - TWX 503-967-0608
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Dr. Grebler adds this caution: “To those
who argue that there is nothing wrong
with junior mortgages, I recommend a
careful study of the 1960 census . . . The
delinquency rate for loans on owner-oc-
cupied single-family homes houses was 9%
in cases of two or more mortgages as
against 6% in cases with only one mort-
gage,” or 50% higher for owners with
second mortgages.

FNMA participations to go
on government bond market

Federal National Mortgage Assn. plans
to sell its certificates of beneficial interest
(participations) on the U.S. bonds market.

A bill in President Johnson’s housing
package would let Fnma sell $300 million
in participations in fiscal 1965 against
a pool of FnmMa and Veterans Adminis-
tration mortgages (NEws, Feb.).

“One of the purposes in selling is to
avoid a drain on the mortgage market,”
explains President J. Stanley Baughman
of FNMA. “We'll sell just as it's done with
debentures—in the bond market.”

MGIC prospers despite its
role in Bobby Baker probe

Mortgage Guaranty Insurance Corp. of
Milwaukee, largest private insurer of
home mortgages and the only one oper-
ating nationwide, appears to be surviving
the Bobby Baker case with flags flying.

The Senate rules committee’s inquiry
established last fall that former Senate
majority Secretary Robert G. Baker had
made enormous profit in McIC stock.
And the Home Loan Bank Board is in-
vestigating possible conflicts of interest
among Maic directors who are coinci-
dentally officers of s&Ls that send busi-
ness to Mcic (News, Dec.).

Growth unchecked. Despite such un-
happy news, MGIC continues to grow. Its
January business topped the same month
of 1963 by 10%. Application volume for
1963 was $806 million.

Last 'month President Max H. Karl
had his day before the investigators. He
said he met Baker in 1959, and in August
of that year Baker sent along a check
for $28,750 to buy stock. Even though
MGIc shares were cleared for sale only
in Wisconsin, Karl said he arranged for
Baker to buy 250 despite “some question
of legality,” because:

“l was impressed with his title. T felt
maic should have important stockholders.”

Sixteen months later there had been
a favorable tax ruling and two stock
splits. The shares were worth $430,000.

Karl admitted he had written Baker
complaining that Chairman Joseph P.
McMurray’'s Home Loan Bank Board
treated Maic’s insured loans just like
any others.

“Certainly the fact that a loan is in-
sured should give it a preferred position in
the financial analysis of an s&v,” Karl
wrote.
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MORTGAGE MARKET QUOTATIONS

(Sale by originating mortgagee who retains servicing.) As reported to HOUSE & HOME the week ending Feb. 7, 1964.

Conventional Construction Loans™ FHA FHA FHA
Loans™ 207 220 203"
Comm. Interest 4 fees
baniks, Savings | Banks, Ins Firm Min. Down
Insurance | banks, Cos. & Savings banks, Firm Commitment 35 year
City Cos. S&Ls I Mtg. Cos. S&Ls Commitment 35 years Immed
Atlanta 536 5%—bVa 6+2 642 . 3 a 972-98
Boston local 5% Sian 5Va~5%a S5Va=-5% a a a
out-of-st. — — = — a : a 97
Chicago 51-51/ 53/4=b6' 519-5¥a 41112  5Ya-64-1-~2 99-par 99-par 97-98
Cleveland 514% 52— b+1 61 99-par 99~parh 97%2-98Va
Dallas 51/2—5%/4 6l-bVa 612641 63/2—b41 99-991/2 a 98-993/2P
Denver 5126 5Ve~61s b 1a—2 61122 99 a a
Detroit 5Ya-5a 5Va~512 640 640 99V—par  99Va-par  97%2-98
Honolulu 5%a—bYa 6~7 6+41-2 6-F1-2 a a a7
Hauston 5Va—6 544614 641 6+1 98-99 gahd a8
Los Angeles 54—6 53466 b+1%2 6-6.6+1-112-2Va 9912 991 98
Miami 515V, 5¥%a—6 5¥a—6-+0-1 5Va—6-4-0-1 a a 97
Newark 514-5a 5%/2-6 641 6-+1 99-par 99-991/4 981"
New York 5126 Sia=gT 5%a—6 53/4—6% 993 —par par par
Dkla. City 51— 5%a~614 64 1-2b 6+1-2 a a 971/2—-98143b
Phitadelphia 5—53%a 5L4~6 511 5Va1 991/ par 99
San Fran. 53/-6Nh 5Va—=61/2 §a- b1 -1 V2 b=6.6 132214 | 99-9914 9914-99%a  981a
St. Louis 51/4—b 51/~61a S1a-614 +1-2 SWa-6142+1-2 a a a
Wash, D.C. 5Ya-5Ye  5lu-5Ya 5% 41 61 99 par 99
FHA Si)s (Sec. 203) (b) VA 51s
New Construction
New Construction Only Existing® Only
FNMA | Minimum Down*® 10% or mare down Min Down FNMA | No down
Scdry 30 year 30 year 25 year Sedry 20 year
City Mkt=y | Immed Fut Immed Fut Immed Mke=v Tmmed Fut
Atlanta 97V 9712-98Va 97Va-98Ya 9BVab 98b e i O (I T e oot MO
Boston local 98va  par—101 par-101 _ par-101 par-101 _ par-a01 | 98% ‘par-101 par-101
out-of-st. —  97-97Va 971/ a a 97-97V2 = 9TieTy 97Va
Chicago 97V 9812-991% 9732-99  9B8-99%  98-99%z  99-100 97Va 9899 97Y2-99
Cleveland 970s 9814-99  OB-GBla  99-99% 963299  93-98bz | 97%  97-98% 97Vab
Dallas 97Va  971-9912 97-99 98%2-99  90v2-99 971298V | 7%  97-97%  96%-97
Denver 9634 98-99 Q71a-9814s 98-99 0799 9g8-a9 9634 9732—99 971/2-98+2
Detrait 96 98V a 99-991 a 9842 9% 981 a
Honolulu 96%a 97-97%2  96Ye-97 971/2-98 97-97va  97-97va [ 96% 97w 97
Houston 97% 97/2-99  97Va-99 99 a 971299 97Va  97%-98 971/2-98V42b
Los Angeles 96%s 98 97V 98" 9834 9814 963 98 97V
Miami 97Va 97-97Va a 9g" a 97 97Va 97-9T12 a
Newark 97% 99-par e . 99 par 97% 99 99
New Yark 98 par  par par par par 98%a  par par
Okla. City 9% 97Y:-99  97%»-99  98-99 a B fane - {100 96%  9712-99 97-9814"
Philadelphia | 97% par _ par __ par par 9% (‘o1 99w 991P
San Fran. “96%a 9BYa 98-98v2 99 9812 03-981aK | 9p%  9swe 93-982
St. Louis 97Va 971-99  97%2-99  98-99 98-99 9799 97va  95-59 95-99
Wash. D.C. 97% 99 99 99 99 99 I 97% 99 99
*39, down of first $15,000; 10% of naxt $5,000; 25% of balance.

Sources: Atlanta, Robert Tharpe, pres., Tharpe & Brooks
Inc.; Boston, Robert M. Morgan, pres., Boston Five Cents
Savings Bank; Chicago, Harry M. Gottlieb, vice pres., Draper
& Kramer Inc.; Cleveland, David 0'Neill, vice pres., Jay F.
Zook Inc.; Dallas, Aubrey M. Costa, pres., Southern Trust
& Mortgage Co.; Denver, Allen Bradley, asst. vice pres.,
Mortgage Investments Co.; Detroit, Sherwin Vine, vice pres.,
Citizens Mortgage Corp.; Honolulu, Howard Stephenson, vice
pres., Bank of Hawail; Houston, Everett Mattson, vice pres.,
T. J. Bettes Co.; Los Angeles, Christian M. Gebhardt, vice
pres., Colwell, Co.; Miami,. Robert Shirk, Lon Worth Co.;
Newark, William W. Curran, Franklin Capital Corp.; New
York, John Halperin, pres., J. Halperin & Co.; Oklahoma
City, M. F. Haight, first vice pres., American Mortpage &
Investment Co.; Philadelphia, Robert S. Irving, vice pres.,
First Pennsylvania Banking & Trust Cs., St. Louis, Sidney
L. Aubrey, vice pres.,, Mercantile Mortgage Co.; San
Francisco, Frank W. Cortright, sr. vice pres., Bankers Mort-
gage Co. of California; Washington, D.C., Hector Hollister,
exec, vice pres. Frederick W. Berens Inc.

Footnotes: a—no activity. b—Ilimited activity. c—for local
portfolios, d—on spot basis. f—9B for loans over $20,000.
h—limited 6%. j—some 5%2 and 5% available, k—for 25
or 30 years. |l—in isolated circumstances on choice loans.
m—no fee if permanent loans Included, p—1% point differ-
ential has generally disappeared. r—depending on % of loan.
s—no fees to 1%, v—limited 5%s, w—interest charged to
borrower. x—FNMA pays % point more for loans with 10%
or more down. y—plus 1% stock purchase figured at sale for
75¢ on the '$1. z—an hcuses not over 30 years old of average
quality in a good neighborhood.

* Immediate covers loans for delivery up to 3 months, Tuture
covers loans for delivery in 3 to 12 months.

+ Quotations refer to prices In metropolitan areas, discounts
may run slightly higher in surrounding towns or rural zones.

* Quotations refer to houses of typical average local quality
with respect to design, location and construction.

NEW YORK WHOLESALE MORTGAGE MARKET

FHA, VA 5Vas
Immediates: 97-97%2 Futures: 97-9712

Note: prices are net to originating mortgage broker (not nec-
essarily net to builder) and usually include concessions made
by servicing agencies.

FHA, VA 5%a spot loans {on homes of varying age
and condition)

Immediates: 96%2-97V2

Prices cover out-of-state loans, reported the week ending Feb.
7 by Thomas P. Coogan, president, Housing Securities Inc.

NET SAVINGS DEPOSIT CHANGES

{in millions of dollars)

% change
fram Year to % change
Dec. ‘63 Dec.'62 date from 1962
Mut. Sav. Bankss ____ 543 (=65) 3,448 (=17)
LE T T e g 1,740 3 10,999 16
Commercial Banksc __. 700 (=50} 14,000 =7
s—National Association of Mutual Savings Banks, b-—United

States Savings & Loan League projections. =—Federal Re-
serve Board.

CONVENTIONAL LOANS

[combined averages)

October November December
New fiomes oo oomacaaicaas 5.82 5.82 5.80
Existing homes ... _____ 5.93 5.97 5.98

(interest charged by various lenders, new homes)
5.95 5.93

SRty ol e 2 D 5.91
Lt ny. Cas e e 5.51 5.49 5.52
Mertgage Companies ... 5.73 5.76 5.75
Commercial Banks ... - 5162 5.61 5.62
Mut. Sav. Banks —........_.... 5.58 5.55 _ 5.53

Source: Federal Home Loan Bank Board.
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What has twenty stories,
duplex suites,
a fashionable location near
the United Nations,
a glass enclosed solarium,
every luxury including
Kelvinator appliances®?

Marlo Towers

Built by J.W. Modlin for Income Properties, Inc. » Engineer: F. R. Ingegno « Architects: Kavy & Kavovitt, Inc.

Marlo Towers combines dignity and prestige with true  Marlo Towers was designed to be a fine building; that's
convenience. It's close to everything in New York, yet why its owners chose Kelvinator appliances for their
far from an ordinary apartment building. incomparable kitchens.

Fabulous Foodaramas give some residents the ultimate ~ Other residents enjoy the complete  Tenants love this answer to dishwash-
in “No-Frost" foodkeeping. They enjoy all the conven-  convenience of this two-door Kelvinator  ing, the Kelvinator U-971W.

iences of wonderful Foodarama Living and neither the  13.6-cubic-foot refrigerator, with its = @éﬁ"?f
upright freezer northe refrigeratorever needs defrosting!  capacious freezer and refrigerator. Kelvinator .

KELVINATOR DIVISION OF AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN.
DEDICATED TO EXCELLENCE IN RAMBLER AUTOMOBILES AND KELVINATOR APPLIANCES.




HOUSING STOCKS

LAND DEVELOPMENT LOAN of $400,000 from
Continental Mortgage Investment Trust let an
Indiana builder install this lake, links, school,

and community center on 36 acres to comple-
ment 30 homes in $47,500 range plus 75 town
and apartment houses.

Mortgage bankers, trusts veer into
land development on a giant scale

Intense competition for home mortgages is nudging mortgage bankers to depart their
traditional role as middlemen who originate and service loans to become equity in-

vestors in land and building ventures.

Eight of the nine mortgage bankers and realty trusts listed in House & HoME’s
stock table are active in this new field. Most show a dramatic increase in their land

development loans in the last two years.

® Two big new mortgage trusts have pumped over $10 million into land loans.

e Six publicly-held mortgage banking companies have loaned $16.3 million and
hold another $10.6 worth of unimproved land for future development.

The land development field is burgeoning so rapidly the Johnson Administration
has just asked Congress to let FHA insure development loans (see p. 6) in an obvious
move to put FHA back into the suburban housing market, where its role is declining.

Private lenders have had the land loan
field to themselves so far, but the Admin-
istration plan could well dent the market
by offering FHA insured land loans at a
maximum of 6%.

Private lenders charge at least twice
that much interest, as a rule (and often
more), for land loans, which are regarded
as so risky that federally chartered com-
mercial banks make them sparingly, al-
though the government allows loans 1) to
“acquire and convert undeveloped property
into improved real estate” or 2) on “prop-
erty which is valuable because improve-
ments of a developed urban area are avail-
able to it.”

President Nels G. Severin of Palomar
Mortgage Co. in San Diego, quotes 8%
to 10% interest. One of the largest realty
trusts, First Mortgage Investors of Boston,
says its loans run from 6% to 12% inter-
est with 12 % to 6% fees. This could mean
anything from 7% to 24% true interest
on one-year loans, less on longer terms.

Mortgage bankers are moving into land
development in such numbers that one San
Francisco study calls it the industry’s dom-
inant new development.

Competition for loans. “In our survey,
companies feel the competition is so rough
that they have to get into land,” reports
President Raymond Lapin of Bankers
Mortgage Co. of California.

MARCH 1964

“It’s no longer the wave of the future,”
adds President Philip Greenawalt of the
Kissell Co. of Springfield, Ohio, an unsung
giant whose servicing now tops $550 mil-
lion. “It’s the wave of the present.”

“Mortgage bankers are finding them-
selves forced more and more into a risk
position to provide the needed volume of
loan business.”

Such activity eats up capital at alarm-
ing rates. It also ties up money longer than
mortgage men like.

And so the big publicly held mortgage
combines are leading this new rush. With
their image established in the financial
community by stock issue, they find readier
access to several new founts of credit often
denied smaller, privately held companies.

New sources of capital. Vice President
Charles Abrams reports Atlas Credit Corp.
of Philadelphia — which bought Colonial
Mortgage Service Co. (servicing $370 mil-
lion) in 1962—can now tap these pools
of capital for Colonial:

e A $15-million yearly payback on ac-
counts receivable, mostly home improve-
ment and debt consolidation loans.

e A commercial bank credit line at
“close to the prime rate” that lets Atlas
lend $12 million a month.

Colonial through Atlas, has also bor-
rowed $2.5 million from Mutual Benefit
Life on a 15-year subordinated note. And

MONEY

Associated Mortgage Cos. of Washington,
less than two years old, has borrowed $2
million from the same company.

Associated, with more than $519 million
in servicing, has added to its credit lines
of $64 million by issuing $4 million in
commercial paper “at favorable rates,”
reports President George W. DeFranceaux.

Palomar Mortgage, servicing $597 mil-
lion, has increased bank borrowings se-
cured by construction and land loans by
almost 50%, from $8.6 million in 1962
to $12.5 million in 1963, It has upped its
6% and 62 % notes payable from $248,-
195 to $702,212 by pledging unimproved
property as security.

And First Mortgage Investors, a mort-
gage trust, after first getting a successful
loan program going, found it could get
$27.7 million in bank credit, issue $8 mil-
lion in commercial paper and place $7
million in 5% sinking fund senior notes.
To expand this even more it has just sold
a $7.5 million package of 5% senior and
4% % convertible subordinated debentures.

Mortgage manufacturing. Once the
money is in hand, today's new mortgage
banker proceeds in any or all of three
ways: 1) he develops and sells lots, with
or without houses; 2) he enters joint ven-
tures with builders or developers or 3)
he takes equity positions in land or build-
ings or both.

“The object is not so much to produce
profit in the land deals as to produce mort-
gages,” explains Executive Vice President
Hector Hollister of Frederick W. Berens
Inc. of Washington, a subsidiary of Asso-
ciated. “And the idea is not only to pro-
duce but to control the loan. Because of
his deal with a builder or developer, ths
mortgage banker can get loans of better
quality and at more attractive rates.”

He estimates Associated is involved in
developing from 1,000 to 1,500 acres scat-
tered from New Jersey to Louisiana and
in Puerto Rico.

Developing via subsidiary. President
Greenawalt says Kissell also lends to buy
or develop land. With more than a trace

HOW THEY STACK UP

Lanp DEVELOPMENT LOANS

% change
from
(statement Amount  previous
Company  date) (000) year
Advance (4/30/63) ...... $369 215
Associated (9/30/63) ....4,992 129
Charter (3/31/63) ... ... 700 a
Colwell (12/31/63) ...... 2,200 148
Palomar (8/31/63) ...... 3,006 50
Stockton-Whatley
(5/31/63) ......2,408 24
Wallace (6/30/63) ...... 2,575b (—39)
First Mtg. Inv. (12/31/63).8,234 a
Continental Mtg. Inv.
(3/31763Y vonon c a

a—No comparable fiscal period or data available, b—
About 90% of loans made with firm takeouts. ¢
Trust policy bars revealing exact figure. Trust had made
50 land development loans representing a “‘substantial
amount’’ of $30,817,712 of development and construc-
tion loans on Dec. 31, 1963.
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of satisfaction, he adds, that it has organ-
ized K & L Development Co. as a subsidi-
ary for just such work. In one year, this
fledgling has developed 277 lots and sold
them to builders at a profit in Livonia,
outside Detroit, has taken an additional
300 acres under development in Livonia
and in Columbus and Toledo, Ohio.

“It's not a speculative operation,”
Greenawalt insists. “We have an array of
builders all ready to pick up the lots. We
roll over the money we have in it so the
investment never becomes burdensome.”

K & L Development is already figuring
ways to tap capital on its own. It will bor-
row from s&Ls and commercial banks,
Greenawalt explains, and will use its own
money to pay its own way. Kissell has
not even brought the K & L profits into
its own account as yet. Once again, what
the parent company wants is the mort-
gages.

Joint venturing. The Colwell Co. of Los
Angeles, servicing $650 million, has $3.3
million invested in real estate developments
and subsidiaries. It recently committed
under a joint venture construction agree-
ment to provide $1.4 million for land at
an undisclosed location. The company is
also a general partner in joint ventures to
construct homes, has $1.4 million in notes
payable to banks on these ventures.
The 1962 profit from realty development
and land sales was $198.000, and the 1963
figure may be some 20% higher. <

Enter the trust. A growing figure in land
development financing is the mortgage or
realty trust. A leading example is First
Mortgage Investors, organized in Mas-
sachusetts in 1961 as the first real estate
investment trust to deal in mortgages in-
stead of equity. Of its $50 million in mort-
gages, over $8 million, or 16% of the port-
folio, is in land development, says Secre-
tary Jack R. Courshon.

Average return on land loans has ex-
ceeded 10% for FMI—vs. a 5.24% return
on FHA-VA mortgage holdings.

Other approaches. What of privately
owned mortgage companies?

President Lapin of San Francisco's Bank-
ers Mortgage, (servicing: $415 million)
questions the wisdom of mortgage bankers
moving into land development. But he calls
it inevitable. He is already sharing risks
with two builders in San Jose, Calif., and
joint venturing with a small business in-
vestment corporation on one project.
Mortgage Banker Aubrey Costa has spent
$200,000 for sewers and expects to go to
$1 million on a 500-acre Dallas plot before
he takes out a dollar of return. Robert
Tharpe of Tharpe & Brooks in Atlanta says
his firm has $150,000 of its own money
in developing. He hopes to attract bigger
sums from insurance companies in 90-10
participation deals,

Says Vice President Hollister of Berens:

“The day of the small builder is just
about over. The investment he needs to
buy land takes more money than he has.
Almost all mortgage bankers will have to
go into land. If they don’t, they will
simply go the way of the small builder.”
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Housing stock average dips
but land developers gain

Housing stocks in early February lost
some of the ground gained in previous

division troubles which sliced earnings to
$2.06 a share from an expected $2.25.

Here are House & HoME's averages of
selected stocks in each housing group:

months. House & HoME's average slipped Dec. 5 Jan6 | |Feb.7
1.3% to 9.47. Land development company Building ....... St e 631 636 | 631
stocks jumped 5.7%, led by Atlantic Im-  Land development ..... 1;-1; 1;‘13:’, 1;:3
provement, up 2% to 16%, and Macco, SELS Lotinin s 0 : !
up 1% to 7 Mortgage banking ..... 9.48 8.88 8.67
A b 7 id Pacilic: Coast: Promer Realty investment ..,... 574 601 5.94
e e G REITS ....... e 062 3078 UlnoisT
ties showed the largest gain, up 7 points  porication ......... 544 703 | 694
to 18%, but Kaufman & Broad stock  gpg and Pre-cut homes. 888 898 928
tumbled 6% to 27 on news of contract  AveRaGE .............. 938 959 | 947
HOUSING'S STOCK PRICES
December 3  January 6 February 4 December 3 January 6  February 4
Company Bid Ask Bid Ask Bid Ask Company Bid Ask Bid Ask Bid Ask
BUILDING Presidential Rity.b ___ 7% 8 8% &%
Adler-Built Int, —eee Va 3 Va Va 20¢ 35¢ Rity. Equitiest ... 64 6% 0ia  6Y2 6Ya  6Ve
«Capital Bld. Inds. .- 1,95 2.051.80 1.851.75 1.90
Cons. Bldg. (Can)._.. 10% 10%s10%a 10% 107 11 ~ SHELL AND PRE-CUT HOMES A T
«Dev. Corp. Amer.____ 1 1 % 1¥a 3% 1 Albee Homes ... - 4y 5V (] ‘A
Dover ‘Const, —eeoea-u 4 4% 3% 4% 33 4% Modern Homes Comst.. = 5% IS'}I/: 5¥a 5%a2 | 57
Edwards Eng, —eueeeew Ve Wy 2%k 3 2% 3 «Morris Homes Corp, .. V8 Y L f
Edwards Inds. .————_. % i Ya Vs Y 1% Nationwide —caeeee. 7 1% s 1Ye s i
Eichler Homes ——e-. 7vad BY2 9 9% 7% 8% L.S. Finance 7 6% Ve 6% | TVa
First ‘Natl. Rityb__.. 3 3 274 3 Jim Walter _.. 287628 29%a 2950
SEITURE! il S e 5 5% 4 43 4Va 5 *Western Shell e e 3w Se  5B0¢
General Buildersb ____ 215 2% 21 2%
Hawaiian Pac. Ind. .. 515 & 4 4% 4% S5V REAL ESTATE INVESTMENT TRUSTS
e a & AUy A% american Rity. Trust. 9% 10% 9% 9% e | 9%
Kavanagh-Smith pomee 3y 3% 3% 3 3% 4 Contl. Mtg. Inv. ____14% 157% 15% 16% 15% (167
Kaufman & Broads. ... 3g o A8 First Mtg. Inv. .____ 141 153% 15  16Val5  [16%
et el SO B el L T R e s R B
Lewitth oo i St - bty o G- T 6% 5% | 6
ke o e (2 L R 2 2Va T = .
P‘acmc Cot. Prop b 0% 1% 18044 1914 U-S. Realty Inv. ... 9 9% 8% 92 8% 9%
l‘.)!.il%.EHowehs&c Dev.... '1;:? 2 ;:j: 17 ;E: 1% PREFABRICATION
. e (] _
Webb & Knaphb e 7118 e Admiral Homes ..o 1% 1% 1% 1% 1% | 1%
"""" Great Lakes Homes.__ s 6 7% 8Va 6V | TVa
Sals Harnischfeger® - 16V2 19%s 1924
inesiinn (EL e TN TRME AR IEmG TR, ok Tlool Homee -SRI AR e iR
Prentwocd ST 12 hive AvE30NE Zowe: InlandoRomes oo 8 e 7%
éaﬂf Fine T Ty 6% Madway Mainline...-12%2 14 13% 14 1532
Empire Fin. . T16 17velave 15%s14%s 15%  Natl Homes Ad..... 32 o SO o
Equitable S&L _ 201 30Va?2914 203 28% 29Va Richmond Homes ... 4 4l 7 34 5% 62
Far West Fin 19%4 190 209 20%, 21% tSeohoard Homes .. 5¢. 35¢  02¢ 03¢ Fail e
Fin Feds : 4BY4 457/ Steel Crest Homes._. & 6%a bYa 6% T gv
P Swift Homes .cceee-- 28%% 3%s 22 3 2% s
First Charter .F 37%a 36Va
Filrsl Fin. West __.. 9% 9% 9% 9% 10%: 1114 AND DEVELOPMENT
First Lincoln Fin. ____ 155 17%15% 17 18  19% b
Firsl Surety - ememues 17V%a 1B% 165 17% 15% 16%s  All-State Props.b ... 2% 2% 212
First Western Fin. . 187 20%al19 20%p 18%a 1932 ~American Land oeoen 1% 1% 1 1va 1% 1%
Gibraltar Fint ... 237 25% 265 Amer. Rity. & Petb__ 2% 2% 2%d 2%
Great Western Fin.c.. 17V 17% 15% BVIOR! e i 4% S5Va S¥a 5% 514 S
Hawthorne Fin, - 9z 10 9% 9% B¥% 9% Atlantic Imp, ... 15% 17 14 15V2 164 17
Lytton Fin, —ee- 2275 3478 27% 29%2 24% 26 Canaveral Intlle ... 434 5% 4%
Midwestern Finlb __.. 5Va 5 4% Christiana ‘0. Corpb.. 5% 5% 5
San Diego 1mp.© 10%s 11 10Va Cans. Dev s b i 1ve 1% 2Va 1 1V
Trans-Cst. Inv. - - lavs 16, M4rs 15% 13% 15 Coral Ridge Prop. -..1Vs 114 1 1% 1 1va
Trans World Fin _lava 15%4 14 Cousins Props. -....-- 10% 11%s12 13 14tz Q5%
Unlon: Fiol tos) 6% T 05w T T30 8 Crawford .. .- - 2% 3 2% 3% 2% | 3Va
United Fin. of Calif.c. 23% 237 22 Deltona Corp.©. 11%4 1154 11%
Westo Fins coeoeemae 39Va a1va 40% Fla. Palm-Ai - 1% 2% 1% 2% 1va |2V
3o +  Forest City Ent. R 5 5d B4
MORTGAGE BANKING Ga"dEg Lf}":! ) V- S A S . 1 612
Advance e Ve 1% 8% 92 9 9% g"l’{ A"‘ it - 514 5 4%
-Associated Mtg, Cos..- 8 BYs 8% 9% B 8:;4 H:”Y c:':;:m v 4;;: |:Jﬁ 1‘:;),’:
2 1 1, g -
CHFAEY —ovoeoeemee 2V 22 17 1; 8 1;;‘ 1;‘: " Horizon Land .- 3% 4Ye 3% 3% 3 | 3%
Calwell 18 855 B5%H .85 A 89 Laguna Niguel —...._24 16 8% 9% B%a 9%
foisiore o S 0w 23 23 23v Lake Amowhead ... 6 6la THe BV 7 |81
; iR 2y, Macco RIty. —eooeee. 5% 634 SVa BT 7 72
Palomar = 5/’11 43/ (] 2 «Major Rity. .. < Ve e 1S5 23¢154 25¢
Stackton, Whatley - 10% 9% 10% 9% 10 So. Rity, & Utilb... 1% 2 17 19
United Tmp. & Inv.bn. 2% 28 e Sunset Int. Petd ____ & bYs b¥a
Wallace Invests. —_.. 5%a 6% 4%a 5% 41y 5%

REALTY INVESTMENT

*Brookridge Dev., ... W e 03 10¢ i Va
e e 2% 3%z 3% e 3Va 3
Gt. Amer. Rity. . S/ s B e 35¢  50¢
Herman & Appley. 4% 434 4% 4% 4y, 45/
Income Props. —-- 2%  3Va 2% 3Ys 3 31,
«Kaymarq Cons. Yo S5/ e Dbe  Va Ya
Kratterd _______ - 8% 914 9

Mensh Inv. & Dev. ... 13 14 13 413 14

a—stock newly added to table. b—closing price (ASE), &—
closing price (NYSE). d—not traded on date guoted. ®=—no
bids. f—no offer. 9—closing price (MSE). —no quoted
market. —closing price (RCSE), :
Sources: New York Hanseatic Corp., Gairdner & Co., Ameri-
can Stock Exchange, New York Stock Exchange, Midwest Stock
Exchange, Pacific Coast Stock Exchange.

Listings include only companies which derive a major part of
their income from housing activity and whose stocks are either
|isted or actively traded.

PROFITS AND LOSSES

% %
Fiscal 1963 change 1963 change

year  revenues from net from

Company ends (000) ‘62 (000) ‘62

All State Props...-.. $9,309 (-41) $3,5100 —
Canaveral Inter.....-. 3,169 (=38) 195 (-81)
Equitable S&L_._.___ 5,827 6 1,012b (-59)
Gulf Amer, Land 24,805 41 2,39 24
Kaufman & Broad.. 31,840 41 1,251 39
Presidential R..__ 6,111 36 1,383 59
San Diego Imp.- 45,346 24 7,640¢ 5

a—net loss after tax credit of $2,220,874 and after giving
effect to special pre tax charge of $3,291,314 representing
a reversal of profit on bulk sales of land made in prior years.
b—before appropriations to general reserves. =—six months
report.

SEC SUMMARY

New issues registered

Proceeds Offering
to price of
Date Company company securities
Jan. 20 Riviere Realty Trust ... $1,810,000%  $1,000
Issues withdrawn
Jan. 2 So. Realty & Utls. ..__....$4,140,000 b

Jan. 13 Potomac Reit weecmmemenen= 1,800,000 $5
n_after underwriting discounts and commissions. ®—Sale in
units of $500 of debentures and warrants for five common
shares.,

PEOQOPLE begins on p. 40
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1. Before construction

Service in depth is the key to builders’
acceptance of the GM-Delco Key Builder
Plan. First stage: factory help customizes
GM-Delco 365 Home Conditioning into
your original architectural drawings. The
proper unit is then chosen to fit the re-
quirements of the homes you build.

WRITE FOR YOUR
FREE COPY OF
THE GM-DELCO 365
KEY BUILDER
MERCHANDISING
PROGRAM, Delco
Appliance Division,
Dept. XB-4, General |
Motors Corp., Rochester,
New York 14601

2. During construction

Your GM-Delco Dealer follows through
into the second and critical construction
stage: local warehousing gives you imme-
diate job-site delivery. Factory-trained
experts provide swift, capable installa-
tion. A wide range of over 200 models
assures you of the correct equipment.

3. After completion

Your CM-Delco Dealer, and his Key
Builder Plan, help you sell your completed
product: national and local advertising,
effective merchandising attract customer
interest. Parts and service are at your
disposal after the job, as well, to keep
your customers satisfied.

GM-Delco heating and air conditioning systems have been selected for the House of Good Taste
and for exhibit at the General Motors Futurama Building—visit both at the New York World's Fair.

Delco365

CONDITIONAIR

DELCO APPLIANCE DIVISION «+ GENERAL MOTORS CORPORATION « ROCHESTER, NEW YORK




A brand new siding that’s two years old.
How come?

HOUSE & HOME



Georgia-Pacific announces medium density Fiber-Ply®, an overlaid plywood
siding—two years in testing—that’s more durable, holds paint better, costs just
pennies more than common plywood! easssssssEsssssssEssssEsEseEsEsEs

Mail this coupon now for full details and a Fiber-Ply sample
To: Georgia-Pacific Corporation, Dept. HH-364,

Two years of continuous testing under the most P. O. Box 311, Portland, Oregon 97207

rigorous conditions as concrete form material now
creates a new residential siding called Fiber-Ply—a
3" overlaid plywood siding that's tough, good look-
ing and profitable. This new Fiber-Ply conforms to
Commercial Standards C.S. 45-60. The rugged over-
lay has been specially formulated for a paint base.
It costs less, takes paint better and holds it as well
as other medium density overlays—yet costs only
pennies more than common A-C plywood.

NAME
FIRM
ADDRESS

o R 1 TR e I

#Made under U.S. Pat. Nos, 2-992,152~3-011,938 and other patents pending.
GEORGIA-PACIFIC

plywood  paper = chemicals » lumber
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YORK Air Condifioning
gives these apartments

a better climate for living!

More and more builders are specifying
York Flex-O-Metic systems to provide
low-cost, all season comfort for garden-
type apartments. These flexible systems
provide a cooling coil, heat exhaust sec-
tion and a Borg-Warner oil or gas-fired
furnace in a compact package that is
easy to install and that assures positive
cooling capacity.

Advanced York features for builders in-
clude pre-charged tubing for connecting
heat exhaust unit to coil, to eliminate
field charging and brazing; Air-cooled

design means no pumps or water towers
are needed. And York’s cooling maze
coil assures more air contact with cooling
surfaces for faster cooling, improved
dehumidification.

When you plan air conditioning for your
next apartment or private residence, ask
yvour York Representative about com-
petitively priced Flex-O-Metic systems.
Or write York Corporation, York, Penn-
sylvania. In Canada, contact National
Shipley Company, Ltd.; 326 Rexdale
Boulevard; Rexdale, Ontario.

Application Flexibility and Conveniencel

Roof location. In this garden-
type installation, outside section
is on roof. Furnace and coil are

Ground level installation. Heat
exhaust section is on a slab, out-
side building. Cooling coil is in-

Ranch home application. Ex-
haust section is outside, on slab.
Horizontal furnace and coil are
located in attic space.

side, on furnace. in alcove.

_.,____\:-“
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Smyrna Qarden_s Apartments, Atlanta, Georgia. Modern 40-unit garden-type apartments are comfort-conditioned by York Flex-O-Metic
systems, including Borg-Warner furnaces. Smyrna Gardens also features Norge kitchen appliances and Borg-Warner plumbing fixtures.

Owner and builder, King-Williams Land Co., Inc., of Atlanta.

Warren Park Apartments, Baltimore, Maryland. Five buildings, with a total of 200 apartments, are air conditioned by York Flex-O-Metic sys-

tems, including Borg-Warner furnaces. Owner, Warren Park Associates; Builder, Gorn Bros., Inc.; Architect, Morris Steinhorn, A.l.A.

CORPORATION
Subsidiary of Borg-Warner Corp.
YORK, PENNSYLVANIA @

THE QUALITY NAME IN AIR CONDITIONING AND REFRIGERATION

MARCH 1964

WANT MORE FACTS?
MAIL COUPON TODAY!

YORK CORPORATION HH-34
York, Pennsylvania

Please send me complete information on York Central Air Con-
ditioning for apartments and homes.

Name.
Address.

City.




strength and flexibility
Mortgage bankers who count on the strength and flexibility of First
Mortgage Investors to provide their mortgage financing needs are not

let down. That's why more and more of them are turning to FMI as a
single source of mortgage money.

* FMI invests in construction loans or land development loans or
FHA/VA mortgages originated and serviced by its mortgage cor-
respondents. FMI also provides mortgage “warehousing” and
standby commitments to its correspondents.

» FMI has already purchased over $100 million in mortgages on one-
to four-family houses and apartments dealing with over 100 local
and regional mortgage bankers in 30 states.

If you are interested in becoming a member of FMI's growing, nation-
wide morigage correspondent family, call or write:

FIRST MORTGAGE INVESTORS

825 Forty-First Street, Miami Beach 40, Florida « Phone 305 JE 2-7361
Attention: Steve Magenheimer, Vice President and Field Administrator

40
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Rent strikers win more rent control

New York Times

With the obstinate cry, “no re-
pairs, no rent,” a New York City
rent strike broke out in December
and spread in January to 225
slum tenements, mainly in Har-
lem. Tenants, predominantly Ne-
gro, complain of cold, filth and
rats. Jesse Gray, Negro leader of
the Harlem strike, says he hopes
to use the strike to press for “a
mass rehabilitation of ghettos.”
The rent-strike idea was picked
up by tenants in the Hough sec-
tion of Cleveland and threatened
to spread to other cities. In New
York, the strike touched off a
heated debate over who is respon-
sible for slums, Gov. Nelson
Rockefeller blames New York
Mayor Robert Wagner, charging
laxity in code enforcement. Wag-
ner retorts that the state is not
building enough low-rent housing.
Wagner has given veiled endorse-
ment to the rent strike by asking
the state legislature to give the
city authority to collect rents and
use them to make repairs. This
would let him avoid buying slum
tenements and repairing them (au-
thority he received last year). But
a New York City court held that
tenants need pay no rent, even
to the city, until repairs are made.
Wagner, in the meantime, is kill-
ing rats at landlords’ expenses,
publicizing the names of those he
calls the worst slumlords (often
months after violations have been
corrected, they complain), hiring
more housing inspectors.
Tempers stirred up by the strike

M
LANDLORDS’ STERLING
Rent control stayed in

burst into a near-riot when the
city council called hearings on
continuing rent control another
two years. Landlords argue that
rent control, on the books since
World War II, discourages rcha-
bilitation, promotes space hoard-
ing, keeps thousands of desirable
units off the rental market and
has (as Barron's put it) “poisoned
relations between landlords and
tenants, creating something peri-
lously akin to a class struggle in
a place that once was famous as
a melting pot.” In the blustery
meeting, police carried out both
Executive Director Lee Sterling
of the American Property Rights
Assn., and Jesse Gray. Five days
later, the council unanimously
voted to continue rent control. A
vacancy rate said by rent control
officials to be only 1.8% con-
stitutes a “housing emergency,”
the council held.

Fenestra takeover fails; Inland sued

A Michigan judge has just told
Gulf American Land Co. to keep
hands off Fenestra, Chicago-
based building material producer.

Wayne County Circuit Judge
Edward S. Piggins ordered a pub-
lic sale of the 293,682 shares, or
46% , of Fenestra held by G.A.L.C.,
an Illinois subsidiary of the Gulf
American Land Co., the Florida
developer.

Gulf President and Chairman
Leonard Rosen and Vice Presi-
dent Julius Rosen pledged 500.-
000 and 300,000 Gulf shares re-
spectively as collateral for loans
to make the initial Fenestra pur-
chases.

Fenestra President Orren Leslie
went to court to halt Gulf's bid
for control, claiming Gulf wanted
to use Fenestra's $10.9 million
assets to pay Gulf's debts. Gulf
countered with a suit claiming
Fenestra wanted to use the assets
to buy a farm implement com-
pany (NEws, Sept.).

Judge Piggins ruled after a ten-

week trial that Gulf's moves were
a contrived scheme to cloak its
intentions to use Fenestra's reve-
nues for Gulf's interests. He for-
bade Gulf, G..L.c., two other
corporations and 12 of their pres-
ent and former directors to pur-
chase any of the Fenestra stock.
He delayed appointment of a re-
ceiver to see whether Gulf would
appeal.

Another land developer, Presi-
dent W. Hamilton Crawford of
Crawford Corp., Baton Rouge,
La., has sued Inland Homes, a
home manufacturer based in
Piqua, Ohio, and its chairman,
Eugene E. Kurtz. Crawford, In-
land’s largest stockholder with
28% of its shares, contends Kurtz
has refused him detailed reports
and financial data he says he
needs. Crawford, an Inland direc-
tor, was joined in the suit by two
other directors, Raymond A.
Toups and Robert B. Womsley.
Inland has not replied to the
suit.
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Rains, head of housing
subcommittee retiring

Rep. Albert D. Rains, 62 this
| month and wanting to return to
his native Alabama to practice
law, will not seek re-clection.

As chairman of the House
housing subcommittee since it
became a separate unit in 1955,
he is completing his tenth year
as one of the most influential
voices shaping housing legislation
in Congress. Although he gen-
erally supported Democratic party
policy, the civil rights overtones
in President Johnson's housing
bill this year (see p. 6) led him
to introduce the bill only “by
request.”

Likely successor: Rep. Abra-
ham J. Multer, (D., N. Y.), 63,
of Brooklyn,

Electric heat gets
unified promotion

President Donald C. Cook, of
American Power Co., is the
first president of Electric Heating
Assn., (EHA), a new organization
with a single purpose—to push
electric space heating. EHA, head-
quartered in New York, will
mount an attack against rival gas
and oil by focusing the promo-
tional efforts of a formidable ar-
ray of companies—32 electric util-
ities, 22 manufacturers of equip-
ment and insulation materials, 40
coal companies, and six coal-
carrying railroads. Cook is aided
by John H. K. Shannahan, vice
president and executive director,
and Joseph E. Moody, secretary-
treasurer.

Ned Eichler to lead
study of California

Edward P. (Ned) Eichler, 33,
president of Eichler Homes of
Palo Alto, Calif., is taking an 18-
month leave of absence to direct
a study of urban growth for the
University of California.

The study, financed by a $200,-
000 grant from the Ford Founda-
tion, aims at developing measures,
legislative and otherwise, to cope
with California’s growth. While
his son is away, Founder and
Board Chairman Joseph Eichler
will resume the presidency. At the
same time, Harrison H. Hance,
former manager of advertising and
public relations for Kaiser Steel
Corp., joins Eichler as sales vice
president,

BUILDERS. James C. Ellis, proj-
ect director of Janss Corp.’s 10,-
000-acre Conejo Village in Ven-
tura County, Calif. has been
named marketing vice president.
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BUILDER ODDSTAD
After a rebound, tragedy.

Big Builder Oddstad
dies after auto crash

Andres F. Oddstad, 45, a big
builder who rocketed to success
in the mid-'50s, cut back sharply
and then staged a comeback, died
Jan. 22 after an auto accident on
a Fresno freeway.

Oddstad was a man in a hurry.
At age 10 he knew what he
wanted and at 16 started working
at it—as a carpenter’s apprentice.
After the war the building com-
pany he organized with partner
Charles Finson of San Francisco
expanded rapidly, erecting more
than 10,000 homes in the Bay
area. By 1955, at 36, he had
become one of the country's ten
biggest builders.

Oddstad’s expansion was too
fast at one point; he ran into
financial reverses and had to slash
his output. He recovered and had
just finished two big years, with
1,770 homes and 1,000 apartments
planned or under way in northern
California. He was recently named
to NaHB’s Research Institute.

On Jan. 18 Oddstad was return-
ing from a physical culture semi-
nar when a car going the wrong
way slammed head-on into his
car, He died four days Ilater.
Charles F. Jonas, Oddstad
Homes' legal counsel and a direc-
tor since 1950, becomes president.

DIED: Edward Eugene Shelton,
79, founder and board chairman
of Dallas Federal s&L (largest of
its kind in Texas) and one of the
organizers of the National s&L
League (now Nrisa), Dec. 20, in
Dallas; Architect H. F. Kellog,
79, former (1937-39) chairman
of the Boston Housing Authority
and director of defense housing
for the federal Public Housing
Authority in 1942, Jan. 20 in Sun
City, Calif.; Lawrence Westbrook,
74, former special assistant in the
Federal Works Agency who was
a pre-World War Il promoter of
prefabricated housing and who in
1941 advocated a nonsubsidy plan
for mid-income housing, Jan. 24
in San Angelo, Tex.

WHEEL-A-PUMP

for airless

spray painting

R

PUMPS DIRECT FROM ANY PAINT CONTAINER—BIG OR SMALL.
Roll the pump into place—insert the flexible tube into whatever container
you choose—and you're in operation. You never have to lift the pump to
change containers. EASY TO CLEAN. Cleanup or changeover to another
material or color is greatly simplified. Remove the tube, wipe clean, pump
through a quart or two of solvent and you're ready for the next material.
EASY TO MOVE. Lightweight, compact Wheel-A-Pump is only 24 inches
wide. Wheels easily through doorways, even up stairs. DELIVERS A
GALLON-A-MINUTE. With 30 to 1 ratio this pump is capable of supplying
multiple guns with large output caps without “racing” or straining in any
way. Handles all common maintenance coat-
ings—alkyds, mill whites, block fillers and
latex, oil- and water-based paints. For com-
plete details or an airless demonstration,
contact your local DeVilbiss dealer, or write:
The DeVilbiss Company, Toledo, Ohio 43601.

FOR TOTAL SERVICE, CALL

DeViLBiss

41




No other manufacturer has ever offered
laundry centers as exclusive as these. The
1964 Westinghouse line is so different . ..
so distinctively new that it's bound to be
unmatched in the building industry.

EAEgEE?
elEdle

EEEEEERNEECONRRCURNNNNNEERE CRNEEIEEIEE

Only Westinghouse lets you stack a home
laundry center in 27" of space. No home is
too small. Perfect for utility room, bathroom
or even a closet. Has exclusive tumble action
washing system, automatic lint ejector.

42

Only Westinghouse offers you a complete home laundry center under an
88" Micarta® Counter Top. Has over 12-pound capacity Heavy Duty
Laundromat® Automatic Washer, matching dryer, sink, portable

ironing center and supplies cabinet ensemble. It's the most versatile

laundry idea in years . . . designed to fit right into your plans.

Only Westinghouse lets you hide a home laundry center
under a counter to give you extra counter space and e
save valuable floor space, too. Handles a giant capacity Youcan be sure . . . if it's

load. For details, see a Westinghouse representative or W i h
write our Contract Sales Dept., Columbus, Ohio. es'" ng Ouse

HOUSE & HOME




something’s missing...

Without the WARMTH
of FINE FIXTURES

She has a taste for the finer things. ..
and she knows they don’t show up in the
dark. That’s why she’ll settle for nothing
less than the best fixtures available to
show off a place she’ll call home.
And that’s exactly what Emerson-
Imperial fixtures do...they make a
home out of any house or apartment you
build . . .add that final touch that sells.
A variety of fixtures and finishes . . . ori-
ental, modern, traditional, add personality
to any room.

Women with an eye for quality and good
taste will love Emerson-Imperial fixtures.
They’re probably the most economical per-
suader you can use. No wonder builders
are turning to Emerson-Imperial when
“something’s missing.” You’'ll see why on
the next page!

EMERSON % ELECTRIC

BUILDER PRODUCTS DIVISION







She’s found the Answer

In the MANY
PERSONALITIES of
EMERSON-IMPERIAL
LIGHTING

People today are looking for that something
“extra” they don’t see in every new house or
apartment on the market. Emerson has the
answer for them ... and for you. Emerson-
Imperial fixtures accent the personality of every
room, give the buyer something extra to be
proud of, and you something to sell.

The fixtures shown here are but a sample of the
11 distinctly different personalities of Emerson-
Imperial Lighting. They can make a room
Rugged or Restful, Spacious or Exotic, Elegant
or Playful. Want to see more? Most of our
indoor and exterior fixtures are shown on 72
pages of a handy, colorful pocket-size catalog.
In addition, our 11 newest ones appear in a just-
off-the-press full-color folder. Write today, and
we’ll send you both...FREE. Address your
letter to Emerson Electric, Dept. HH-3, 8100
Florissant Ave., St. Louis, Missouri (63136).

EMERSON & ELECTRIC

BUILDER PRODUCTS DIVISION

EMERSON ELECTRIC « EMERSON-PRYNE » EMERSON-IMPERIAL = EMERSON-RITTENHOUSE
© 1963 Emerson Electric Mfg. Co.




BUILDER-GRAM

GOOD NEWS FOR HOME BUILDERS'

FLOAT-AWAY CLOSET SYSTEMS LOWER COSTS —
TOP QUALITY DOORS NOW AVAILABLE AT LOWER PRICES

e mm  New automation production
technique reduces price to
you —yet gives you same
high quality styling, con-
B struction, famous
iS= Float- Away
P~ | exclusives!

1111111111111111111

BUILDER-GRAM

e BUILDING MATERIAL DEALERS
e HOME MANUFACTURERS
e TRAILER MANUFACTURERS

WIRE COLLECT OR WRITE FOR MORE DETAILS ON FLOAT-AWAY'S NEW LOWER PRICE OFFER




Robert G. Brownell, President of Deck House, Inc., with Mike Reed in front of one of Deck |

Why did Deck House choose 0if heal
for il$ award-winning home?

Mike Reed, NOFI heating expert, gives the answer on the following page.




Deck House, Inc., of Wayland,
Mass., is a bright new home manu-
facturer, one of whose completely
packaged homes l(illustrated on
preceding page) won top award in
Look Magazine's Home Manufac-
turers Architectural Design Com-
petition.

More than 90% of Deck House
homes are heated by Oil. Why?

Robert G. Brownell, President of
Deck House, Inc., reports:

“We like the safety and depend-
ability of Qil heat—considerations
important to the buyer as well as
to us. And a careful study we just
completed shows that, in most
areas we serve, Qil gives the home-

R=2

Mike Reed, NOFI'S advisor 1o tne
building trade, tellS you wha
Deck House, Inc., nas learned
about the advantages of 0il heal
for modern home builders.

owner a saving of 20% or better in
operating cost.

“With Oil heat, too,we—and our
local builder-dealer—can control
the timetable: no waiting for mains
or laterals to be run.

“The Deck House is a complete
manufactured package, available

to all builders. We have found it ad-

vantageous, wherever possible, to
havethe heating installed bya local
equipment-and-Qil dealer. Thatway

we are insured against service call-

backs—an important item to any
builder—because the Oil dealer
takes over completely.

“Allin all, Oil heat offers builder
and buyer advantages which far

outweigh the slight difference in
installation cost.”
Thank you, Mr. Brownell! Qil is

the ideal fuel for home heating:
clean, modern, dependable, eco-

nomical. And it offers builders the

maximum in efficiency and flexi-
bility, as well as customer appeal.

I'll be glad to tell you more about
how you can profit by Qil heat in
your houses. Write me: I'll be happy
to answer your questions.

M. J. Reed
NATIONAL OIL FUEL INSTITUTE, INC.

60 E. 42nd St., New York, N.Y. 10017




FOR BUSINESSES WHOSE NEEDS ARE “IN BETWEEN". .

BURROUGHS CORPORATION PRESENTS THE EI.F.GTRONIG E 2100
DIRECT ACCOUNTING COMPUTER

It's new for businesses large or small whose
needs are beyond the capabilities of con-

ventional accounting equipment but don't

justify the cost of larger scale data proc-
essing systems.

WHAT IS IT? An electronic computer—

an electronic accounting machine . . . a
combination of the best of both!

SOLID STATE? Of course!

CORE MEMORY? Up to 100 words, inde-

pendent of program requirements!

VERSATILE? Change programs with a twist

oofalknobl o
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Burroughs Corporation

OPTIONAL FEATURES? Magnetic stripe
ledgers, punched tape or cards as required.
COSTLY? Definitely not! We can prove the
best cost/result ratio available.

WHAT ARE ITS USES? Any accounting
or figuring requirements that include com-
putation, data analysis or distribution with-
out sacrificing the decision-making advan-
tages of daily updated unit records.

SHOW ME! Contact your Burroughs repre-
sentative. Let him demonstrate why the
E 2100 is the incomparable answer to your
accounting problems. Burroughs Corpora-
tion. Detroit. Mich. 48232.

Burroughs

Burroughs—TM
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&W@ WL . A magnificent new

line of cabinets —styled and crafted in the tradition

of fine furniture —to bring exciting individuality to the modern kitchen.

For full-color literature and complete details and specifications, call today—or write Department 2215,

THE I-XL FURNITURE COMPANY, INC. Goshen, Indiana
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Needed: national performance standards for codes . . . two views on zoning & planning

The albatross of localism

H&H: In connection with building code stand-
ards [“The albatross of localism,” Dec.], there
is no doubt of the need for developing per-
formance standards that can be accepted and
adopted by communities. If performance stand-
ards demonstrably provide adequate safety
and service at reduced cost they will be
adopted. However, in many instances there
is a lack of knowledge as to how to measure
the performance of housing components and
systems. A prerequisite to performance stand-
ards is basic research to develop measures of
performance. The federal government has a
role to play in sponsoring such basic research
and in encouraging the adoption of perform-
ance standards based on its findings.

This federal role is more practical than
attempts to develop a federal building code.
Codes are based on police powers which are
reserved to the states and localities . . .

The article states that “few U.S. industries
have been so perennially starved for basic
statistical and market knowledge on which to
base their operations.” On page 7 of the same
issue, you report favorably on the new HHFA-
Census statistical series on the number and
sales prices of new single-family homes that
are sold and that remain unsold. We could
greatly expand the coverage of this survey if
we had the resources. There is certainly a
need to know how rapidly new rental units at
different rentals are being occupied, In addi-
tion, as the existing home market cannot be
divorced from the market for new housing,
we need to know the prices and types of exist-
ing units that are being vacated and occupied
in the market. To make this information more
meaningful, we also should know the com-
position and incomes of the families changing
residences and the characteristics of their
previous residences . . .

With regard to your recommendation deal-
ing with mortgage foreclosure laws, we need
a study of state foreclosure laws to identify
archaic provisions and indicate the type of
modernized provisions that are desirable. The
limited funds that are available for urban
studies and housing research have not per-
mitted us to undertake such an extensive
study of the impediments to mortgage lending.

RoBeErT C. WEAVER, administrator
Housing & Home Finance Agency

H&H: . . . a fine analysis, A part of the
NARER program for 1964 will be to urge Real-
tors to take an active interest in planning and
zoning, to see that adequate minimum hous-
ing standards are set up, kept current and also
to take an interest in keeping building codes
up to date. Your article gives me some very
valuable material on these and other points.

Ep MENDENHALL, president

National Association of Real Estate Boards

H&H: Excellent . . . it touches on all facets
of our housing industry, and points up very
well its many deficiencies and frustrations. We
have A1A committees working on many of
these problems. Congratulations on your com-
prehensive and challenging article.

J. Roy CarroLL Jr., FA1A, president
American Institute of Archftects
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H&H: The article . . . summarizes most ef-
fectively your magazine's continuing fight
against these handicaps to homebuilding. The
challenge is clearly stated. T hope you have
made people mad enough to do something,

Witeiam H. ScHEICK, executive director
American Institute of Architects

Who shot the albatross?

H&H: This article and the entire series were
excellent. House & HoMEe has assembled im-
pressive documentation of inefficiency, mal-
practice, inequity and illegality in the local
administration of land use and building con-
trols. With most of the statements in the
articles we have no quarrel. But to complete
the record:

To stick with the H&H metaphor, the ancient
mariner shot the albatross and thus made
it necessary to use the bird as a neckpiece.
Likewise, it was the developer, the subdivider,
the homebuilder, who because of his land
butchery, shoddy construction practice and
general irresponsibility made it necessary to
devise building codes and zoning regulations.
In a nation dedicated to the primacy of the
individual, the need to invent such drastic
restrictions on freedom must have been great.

Our communities are still trying to extricate
themselves from the mess that uncontrolled
private developers got us into. So, is it sur-
prising that planners, public officials—and citi-
zens—have reacted? Over-reacted, to be sure
in many communities, but this is the nature
of the body politic.

Presently, it is a popular pastime to sound
off about slurbs—sloppy, sleazy, slovenly,
slipshod, semi-cities. But slurbs are not the
product of a past generation of developers;
they were built by men still operating in the
housing industry. House & HoME seems to
indicate that slurbs are the result of bad local
regulation. . . . Many are the result of no
regulation. All have been built by developers,
not by city councils, planning or building
commissioners.

Which gets us to another tacit assumption
of the House & Home series: all developers
now are good guys, The assumption that
most planning and zoning agencies, city coun-
cils and building departments are bad guys
is mot so tacit; it is clearly stated.

The truth is communities still have to be
on guard to forestall sharp practices, corner
cutting, shoddy work. Constant vigilance is
necessary no matter how fair and equitable
the government regulations.

Certainly, there are many operators in the
housing industry that are absolutely reliable,
men who dont have to be watched with
suspicion at all times . . . as long as there
are bad guys as well as good guys in housing,
local officials will tend to view developers
protests with considerable skepticism.

We hold no brief for poor planning and
zoning. The abuses of localism may eventu-
ally get so bad that, as House & HoME sug-
gests, the state is forced to take over. Com-
munities doing a good job may suffer for
the sins of communities that do a sloppy job,
just as good developers are now suffering for
sins of shyster brethren.

It will be many years before the housing
industry gets rid of the whole carcass.
Dennis O'Harrow, executive director
American Society of Planning Officials
Reader O'Harrow is right: codes, zoning and
subdivision regulations have indeed been
tightened up in over-response to malpractices
by some unfettered developers. Bur now, the
problem is to right the balance without over-
doing it the other way again—ED,
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Bad zoning forces bad planning

H&H: One cannot deny the general accuracy
of your indictment of local planning boards.
But in your enthusiasm for labeling them
with invidious adjectives, you overlook sev-
eral points.

You cannot reform the codes until the
public or a substantial part of it is ready to
go along. If planning commissions favor
something other than a hodgepodge (H&H,
Dec. p. 106), local citizens probably would
not agree. For example, Levitt has deed
restrictions against fences in his projects. He
sued a couple of people in Levittown, Pa.
One of the sectional civic associations also
sued an owner. Neither was able to get
a decision from the local court for after
living in Levittown, people found the virtues
of fences outweigh their reputed vices.

A planning commission has to examine
plans with some skepticism. We deal with
local builders. If one of them came before
us with the plan you label “better” (reprinted
above), he would be asked these questions.

1. A plan with 37 deadends in 160 acres
represents an expensive job of snow removal.
What about this?

continued on p. 59
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NO-CHECK with T1-11

pattern magnified to actual size NO 'Weather Checks With
P&T O-CHECK

PATENT PENDING

Put NO-CHECK siding on your homes, apartments and commercial

USG’W—CHECK for buildings, and there will be no surface checks to mar the finished
appearance or cause recurring paint problems.
¢ Residential and For this new plywood treatment stops weather checks by stress-
Commercial Siding relieving the face veneer. This is accomplished by a series of vertical
striations 1/32 inch wide and .080 inch deep, spaced 14 inch apart.
¢ Garage Door Panels NO-CHECK is applied like any vertical plywood siding, and retains

plywood’s high bracing strength, wind-tight surface and low applica-
tion cost, Surface remains unbroken, and paint remains undisturbed.
Standard panel sizes are 4x8’, 4x9’, and 4'x10/, with 4'x6’ and 4’x7*
panels available on special order. NO-CHECK is available also in
¢ Dormer Openings plain and Texture One-Eleven patterns and, when desired, prime
coated with oil-base paint. For prompt information and factual
literature on NO-CHECK Siding, fill in and mail the coupon.

POPE & TALBOT, INC.

Products of Wood Technology for Construction and Industry
Kalama, Washington + Telephone (Area Code 206) 673-2115

e Soffits

Gable Ends

1 Kalama, Washington

| Please rush me your informative brochure on
| NO-CHECK Siding. No obligation, of course.

: Name.
| Company REGIONAL OFFICES
Addrass Tone Plainfield, N.J. — (Miss) Linda Chierichetti, 700 Park Avenue « (Area Code 201) 753-4488
1 Memphis, Tenn. 38117 — Tom Birchfield, 471 E. Erwin Drive + (Area Code 901) 683-7875
1 City, State Chicage 31, lllineis — Chas. J. Dvorak, 630 N. Ozark + (Area Code 312) 775-4275
il - i i e ey s e e e T e - Downey, Calif. — Oliver F. Campbell, Jr., 7660 E. Coolgrove Drive « (Area Code 213) 869-2174
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LETTERS

start on p. 57

2. Do cul-de-sacs have enough curb space
for parking?

3. Might not 36 intersections (vs. 13 in
the hodgepodge) be more hindrance to traffic
than the extra driveways? Are you just guess-
ing or do you know?

4. What happens to the small areas
between adjacent circles of lots? Will they be
distributed to adjacent lot owners or left in
the public domain? If public, why?

5. 366 units do not require a school.

6. The plan labeled “better” leaves 25.5 acres
for park. It is not a park until it is developed.
Who will develop it, at what cost?

A plan which doesn’t answer these ques-
tions should be returned to the owner. If the
park were developed by the town, then it
must be accessible to the public. Would
adjacent residents like that?

7. The ratio of park to lots is about 5 to

2. Can a community afford the expense of
maintaining this much park?
Evviorr BrOwN, secretary
Middletown Township Planning Commission
Levittown, Pa.

The cul-de-sac plan is based on participation of
a Home Owners Association, so: 1) the city
handles snow removal of major arteries, HOA
handles cul-de-sacs; 2) culs of even 100' diam-
eter park eight to ten cars, not including those
in garages and driveways; 3) traffic is gen-
erated from within culs, so tangent roads from
culs to collector streets carry minor traffic: 4)
open areas adiacent to culs are HoA-controlled;
5) school authorities say one school for 300-
400 families is desirable; 6) merchandiser of
this subdivision would assume cost of park de-
velopment, with cost depending on how good
the merchandiser wants to make this valuable
asset; 7) buvers must equate expense of main-
taining (and enjoying) open space against
typical subdivision (grid) planning.—ED,

Sympathy from a planner

H&H: T know no other medium (than House
& Home) which provides a similar forum for
projecting constructively the critical viewpoint
of the developer. This is important as, at
times, planning bodies tend toward parochial
narrowness . . . No commission can really en-
courage growth and economic well-being by
turning away from a development proposal
solely because a large group of residents argue
in opposition on the basis of increasing costs
of schools, police, fire and other community
services.

Harry W. Spencer, member,

Alameda Co., (Calif.) Planning Commission

Subscription offices: HOUSE & HOME, 540 N. Michigan Ave,,
Chicago 11, Ill, Change of Address: Four weeks are required
for the change. Please name magazine and furnish a label
from a recent wrapper. If no label is available, please state
as exactly as possible the address to which magazine has been
sent. Change cannot be made without old as well as new
address. Editorial and advertising offices: Time & Life Build-
ing, Rockefeller Center, New York 20, N. Y. Address adver-
tising correspondence to the advertising director and editorial
correspondence to the managing editor. HOUSE & HOME will
not be responsible for unsolicited manuscripts or illustrations
submitted, and it will not return such material unless ac-
companied by postage.

TIME INC. also publishes TIME, LIFE, FORTUNE, SPORTS
ILLUSTRATED and ARCHITECTURAL FORUM and with its
subsidiaries the International editions of TIME and LIFE.
Chairman of the Board, Andrew Heiskell; Chairman, Executive
Committee, Roy E. Larsen; Chairman, Finance Committee,
Charles L. Stillman; President, James A, Linen; Executive
Vice President and Treasurer, D. W. Brumbaugh; Vice Presi-
dent and Secretary, Bernard Barnes; Vice President and As-
sistant to the President. Arnold W. Carison; Vice Presidents,
Bernard M. Auer, Edgar R. Baker, Clay Buckout, R. M.
Buckley, Jerome S, Hardy C. D. Jackson, Arthur R. Murphy,
Ralph D. Paine Jr., P. I. Prentice, Weston C. Pullen, Jr.;
Comptroller and Assistant Secretary, John F. Harvey; As-
sistant Comptroller and Assistant Secretary, Charles L. Glea-
son, Jr.; Assistant Treasurer, W. G. Davis, Evan S. Ingels,
Richard B, McKeough.
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In any season, in any room, the
exact climate we want comes
through Season-Aire electrical
baseboards. There's no other sys-
tem like it!
I'm never in a draft! Season-
Aire baseboard units deliver <
cozy warm air or fresh cool
air . . . quietly, gently.
= cooling unit. It makes our
= home comfortably cool and

dry . . . even on hottest,
) u most humid summer days!

@)

This is our Season-Aire

)

§ The basement's all clear!
i This compact, ceiling-
mounted unit is the heart
of Season-Aire. It heats
flamelessly, cools and elec-
trostatically cleans the air
we breathe. And, it gives us
year-"round air circulation.

—

—

T
AR

Season sz alre

heats & humidifies, cools &
dehumidifies, filters, circu-
lates, ventilates, deodorizes

Homeowners just dial-in the climate they want—in any room. That's Season-
Aire! It's the complete-package comfort conditioning system that is Chromalox-
engineered to deliver warm, healthful air in winter; chilled dehumidified air in
summer; clean, fresh-filtered air all year long.And it installs as easily as systems
that only heat and cool! Season-Aire is the special feature that actually sells
more homes. It has the kind of quality home-seekers demand. Get to know
Season-Aire...get this remarkable new system on your selling team.
For more information, write today for 8-page Bulletin R20101. wr.cen

IRl
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Xw/. CHROMALOX electric HEATING/COOLING

Edwin L. Wiegand Company, 7770 THOMAS BOULEVARD, PITTSBURGH, PA. 15208
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THIS NEW PUSH-PULL*
SAYS YOUR BATHROOMS
ARE 1964-NEW

Now the famous Push-Pull line of bath and lavatory fittings has a new
horizontal look. The solid, oblong handles are even easier to grip...
the new shape makes temperature adjusting easier for the user. The
escutcheon of the bath and shower fitting is newly styled to comple-
ment the graceful new handle. But inside is the same washerless
Hyseal* valve, proved in over a million installations. Push-Pull can put
the sell in your bathrooms in '64. Ask your American-Standard repre-
sentative or write American-Standard, Plumbing and Heating Division,
40 West 40th Street, New York, N.Y. 10018.

*Trademarks of AR&SS Corp.

and Se * are of American Radistor & Standard Sanitary Corporation

AMEeRIcan-Standard

PLUMBING AND HEATING DIVISION

HOUSE & HOME
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GET IN ON THE GROUND FLOOR

of one of the country’s fastest
growing profit opportunities

1 urban redevelopment, and direct sale.
Build U.S. Steel Homes | To the builder who wants to tap this

TOWI] Houses | lucrative market, U.S. Steel Homes

Town Houses offer distinet advantages:

This multi-family market is booming | design flexibility, fast construction
because town houses make the most | (which means quick occupancy), and
economical use of high-cost, in-town | low maintenance. And all U.S. Steel
land, and are ideal for rental investment, | Homes Town Houses are framed with

|

| our exclusive steel framing system, for
greater dimensional stability. Compo-
nents are all top quality.
Wherever they have been introduced,
U.S. Steel Homes Town Houses have
| proven to be outstanding successes. Here
| are just 2 examples in 2 distinctly
| different markets (there are more):

ABOVE: BELOW:

Louisville, Ky.: the first major U.S. Steel Homes Town House Vero Beach, Fla.: in this development, eighty percent of the units were
program was kicked off here in 1962, and became an immediate sold while the project was under construction, and now the 16-unit
success, even in a market that was not familiar with town houses. development is completely sold out. Land has been acquired for 13
This 100-unit project will be sold out in the very near future. | additional units, and nine units were sold before foundations were poured.

Wy we

For more information on how you can profit as a Un ited states steel Hom es

U.S. Steel Homes Dealer, in the town house, apart- a s m
ment, or single-family housing market, write or call DIV'S'O“ Of

1.5, Steel Homes, 2549 Charlestown Road, N :
e o B veiiia) tradenerk., United States Steel
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If you haven't seen Republic's new Cabinets for Kitchens,
you're in for a rare treat—and so are your customers!

Here, with all the warmth, friendliness, and charm
of traditional styling are kitchens made to last a
wife-time without a single care—kitchens complete in
everlasting steel!

Steel like it's never been before. In colors, to match
a lady's whim. Every kind of cabinet and convenience,
too—all supplied ready to slip into place without car-
pentry, to fit without call-back. And, with Manufacturing
Division’s new Lease-Finance Plan, you can pay for com-
plete Republic Kitchens (including products not made
by Republic), out of income from completed buildings!

THE MAN FROM
MANUFACTURING

As a closer, show them the kitchen by Republic!

Ask your local dealer, or write for catalogs on new
homemaker-styled kitchens by Republic, and details on
our new Lease-Finance Plan!

Try the persuasive power of new Republic Cabinets for
Kitchens. We're sure we don’t have to remind you—when
she feels at home in the kitchen, you're 9/10ths of the
way home to a sale!

This STEELMARK of the American Steel Industry on
a product assures you it is made of modern, versatile,
economical Steel. Look for it on products you buy.

%

L9
MANUFACTURING DIVISION

REPUBLIC STEEL CORPORATION
Youngstown, Ohio 44505

o

g
o

»

MANUFACTURING DIVISION
Republic Steel Corporation

Dept. HO-7408, Youngstown, Ohio 44505
We're persuaded! Send catalogs on:
[0 Republic Provincial Kitchens

[J FREEDOM Windows

[ Standard Doors

[] Send details on Lease-Finance Plan

Name Title

Company

Address.

City

HOUSE & HOME
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Andersen Casement Windows...one of five beautiful, ext_ra-weathertight ty;e.‘s.

Use this tightness test to show prospects

how Andersen Windows cut fuel bills 15% or more

It's difficult . . . often impossible . . . to pull a check
through a closed Andersen Casement Window

Write a check approximating annual fuel cost. Insert it in an
Andersen Casement. Then ask a customer to pull it through.

It’s difficult. Usually tears first. And it’s a dramatic way to
demonstrate Andersen’s extra-weathertight construction.

You can point out precision design and assembly resulting in
a window up to 4 times tighter than ordinary windows. You can
talk about the natural insulating superiority of wood . . . actually
1770 times better than metal as an insulator. You can tell your
buyers about annual fuel savings of 15% or more in your homes!

Want to know more? Call your Andersen lumber dealer or
distributor. Or, write direct for information on the complete
Andersen Window line.

_ Andersen \\/indowalls

THADEMARN OF ANDERSEN CORPORATION

... America’s Most Wanted Windows

ANDERSEN CORPORATION + BAYPORT, MINNESOTA

MARCH 1964

FAMED “REFRIGERATOR DOQOOR™ DESIGN
makes Andersen Casement Windows remark-
ably weathertight. Design features 3-point
weather seal with tension weatherstripping
(A) and a double contact between sash and
frame (B and C).
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Security Conscious People Always Depend on Kwikset

When you have important work to do like divvying up
the loot or making an informer walk the plank, you
sure don’t want to be disturbed. Especially by some-
thing awful like your own kid sister. That's when secu-
rity counts. And that's when you can count on Kwikset.
You see, Kwikset has pin tumbler locking. This gives
you a lot more protection — a lot more keying combi-
nations — than conventional wafer locksets. Kwikset

is just plain built better, too; it's simple and durable.

What's more, there's the additional security available
with new, unique ProtectoKey* locksets. Once a new
homeowner uses his personal key in a ProtectoKey*
lock, all subcontractor keys used during construction
are automatically and permanently locked out. No
wonder Kwikset is installed in more new homes than

any other lockset. Especially for security minded peo-
O et

America’s largest selling residential locksets

ple. Like pirates. With sisters. hﬂb’lf

KWIKSET SALES AND SERVICE COMPANY, A SUBSIDIARY OF THE AMERICAN HARDWARE CORPORATION, ANAHEIM, CALIFORNIA

Trade Mark U.S. Pat. Nos. 3,070,987 & 3,078,705



VEE SAYS:

adito love the Gttle Cupunico!”

K-V 796 Wastebasket Rack

Three little ways to bigger kitchen sales!

Providing the small, thoughtful touches women want in kitchens can put you

ahead of the competition! And, as kitchens become more and more luxurious,

the little extras you include become increasingly important sales tools. v
Out-of-sight storage for the wastebasket and racks for pots, pans and towels

are the time-savers and conveniences many kitchen planners won’t think of—

but women will! Best of all, K-V fixtures are inexpensive and can be installed

in minutes. And they last a lifetime!

HARDWARE

KNAPE & VOGT

Before you plan or build your next kitchen, contact your K-V distributor for MANUFACTURING
details about the full line. Or, write for our catalog. It’s crammed full of kitchen e
and home storage ideas and it’s yours free of charge. Grand Rapids, Mich.

Manufacturers of a complete line of qualily drawer slides, sliding and folding door hardware, closet and kitchen fixtures and Handy Hooks for perforated board.
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Music to go to sleep by

The proud owner of a
Lennox HS6 condensing
unit hears a lullaby

of silence.

Windows closed tight.
Inside is a cool, clean,
dry, quiet slumberland.

Nature’s Freshness
by Lennox!

The neighbors?

Open-window neighbors
may hear a soft, musical
tone with a drowsy,
sonorous timbre.

Some say it's a pure
B flat. Others say
it's an A.

The sound is the soft
whisper of low RPM,
high capacity fans.

These fans move oceans
of air through oversize,
high efficiency coils.
Silently.

And glass fiber insulation
further hushes the hush.

Builders and dealers,
too, sleep better when
an HS6 is chosen.

Fast, fool-proof installation
protects profits.
Trouble-free performance
eliminates call-backs.

Like all fine things
the Lennox HS6 best
serves those who have
an image of quality

to maintain.

Write us for our
“SILENT” story.

Lennox Industries Inc.
338 South 12th Avenue,
Marshalltown, lowa

LENNOX

AIR CONDITIONING/HEATING

HOUSE & HOME



Here is a sidewall that you take right from the carton, nail
it up and it is finished (with 2 coats). In one application you
give your home buyers a weathertight siding of color, tex-
ture and insulation. These Red Cedar Shake Panels are
available in a choice of colors to give variety to your homes.
They apply faster and they sell faster. Saves the cost of
finishing on the job.

Shakertown

™ L8 r
SHED GLUMAC

SHAKE PANELS

CimviGROOYL
CIDAR SHANES

Write for Complete Details...

Kertown
CORPORATION

Shakertown Corporation
Dept. HH3, 20310 Chagrin Bivd., Cleveland 22, Ohio

In Canada: Bestwood Industries, Ltd.,
Box 2042, Vancouver 3, B.C.

Please send me a free Shakertown Glumac Sample and complete
details.

Firm N Hokimt b bad antis il

Address

City At b e Zone State

BY.....
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HAKE PA

46%" LONG
Convenient panels of
factory finished machine
grooved cedar shakes
electronically bonded to
insulation backer board.

m

41rL

CORNERS
IN MATCHING COLORS
Another Shakertown plus
that speeds up the job.
Corners match the pan-
eling and eliminate
timely lacing, etc. for a
neat, tight job.

JIFFY

IS LOWER

- W

R
4
ATION IN ONE APPLICATION* HOUS

K

¥y ]

7~

MATCHING
Yl - - 1IN D
CcOlaop NAILLS
CULUKR NAILD

Every carton of Glumacs
carries the matching
color, annular threaded
nails to apply the
shakes. No painting is
necessary.
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TAPPAN

NEW! Electric Holiday ‘400’

Tappan was first with the “range that started a
revolution.” Tappan’s ‘Fabulous 400’ led the way
to new styling, new convenience, new sales appeal
in ranges. And now Tappan adds a second oven
that brings even more appeal to this ‘Fabulous’
range. A full-size oven above—where you bake or
broil at easy see-in, reach-in height. A banquet-
size oven below—big enough to cook a dinner for
30. A full-size range top in between. And it all

NOW!
Two full ovens
in just 30 inches
of space!

slides into place in just 30 inches of wall space!
You’ll appreciate the ease of installation, too.
Takes just one power hook-up. No special cut-outs
or cabinets required. It gives your customers the
built-in look without big built-in costs. Contact
your Tappan representative for full details on the
new Tappan Holiday ‘400" Range. The Tappan
Company, Dept. HH 3-4, Mansfield, Ohio. In
Canada: Tappan-Gurney Ltd., Montreal,

HOUSE & HOME




You sell homes faster,
sell out apartments easier
when you wnstall economical

in Kitchens - Baths - Family Rooms

When you examine the advantages of Wilson Electralume
Ceilings it's easy to see why they are the preferred illuminated
ceilings for high rise apartments, garden apartments, town-
houses and private homes.

Only Wilson offers a wide selection of distinctive light diffusers
such as world famous *‘Circlgrid’’ non-burning viny! louvers,
Demicel louvers and decorative Americana diffusers in a variety
of contemporary patterns. Only Wilson offers Lumatrax
suspension system, designed expressly for lighting . . . and
Wilson’s new snap-on assembly clips enable any worker to install
Lumatrax quickly and easily.

Wilson Electralume Ceilings are designed and priced for the
apartment and housing industry, whether the need is for wall-to-
wall ceilings or handsome recessed sectional ceilings. Electra-
lume Ceilings can be adapted quickly to suit your specifications.

To add instant sales appeal at minimum cost, install an
attractive Electralume Ceiling in the kitchen, bath, family room,
dressing room, foyer or hallways of the apartment or housing
project you're now doing.

Remember, Wilson Electralume Ceilings are the hottest new
selling feature you can offer. Write TODAY for descriptive
literature, prices and prompt delivery information.

All Wilson products are fully guaranteed for 5 years.

#Fr

CAMEL BACK TOWERS
Phoenix, Arizona
A recent installation where
Wilson ceilings were used
throughout.

J. A. WILSON LIGHTING

Residential Lighting Division

2001 Peninsula Drive « Box 5037

Erie, Pennsylvania

Please send literature on Wilson Electralume Ceilings
and the name of your nearby Wilson representative.

-ﬁ - z.
7y
Specialists in llluminated Ceilings 9

ERIE, PENNSYLVANIA .‘.‘I NAME TITLE

’)3 COMPANY.

'l

1 ADDRESS
Representatives in all principal cities
CITY STATE
S0years Experience in the Lighting industry O I am interested in packaged Electralume Ceiling Kits.
Size x
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I don’t take any chances. As a builder, I'm the guy who
gets the complaints when things in a new house go
wrong. If the roof leaks, the floor squeaks, the door
creaks—I get the call. So I play it safe. When the plans
call for a kitchen range hood, I always install a Broan.

Come on, I'll give you a peek at the Broan range hood
we're installing in your kitchen. “Mixed-Flo II” range
hood, they call it . . .

There she is! Still in packing cases — just been
delivered. Quite a beauty, isn’t she? Look at those
nice clean lines and that rigid construction. Operates
at two speeds. Comes in colored enamel finish, too.
And see? — it’s got twin lights up front to brighten
your cooking area.

Believe me, Lady, the Mixed-Flo II range
hood really doe§ a job. Picks up all the cook-

ing odors in your kitchen and whisks them BROAN Manufactured in Canada by Superior Electrics Ltd.

out of your house before you know they're there. Lady
you could serve a meal of smoked fish, sauerkraut and
garlic bread, with corned beef and cabbage for dessert.
Your family might complain, but not the Mixed-Flo I1.
This little hood'll gladly gobble up any cooking odors
you give it.

That'’s the way with all Broan products, Willing work-
ers. Real “lookers”, too. And from my point of view
— well , ..

They arrive on time, fully assembled and pre-wired
for easy installation. Special orders get fast attention
— and get here in a hurry. Fewer costly service calls.
Fewer customer complaints. Broan sure makes my
life a lot more pleasant, too. It'll make yours more
pleasant, too.

Broan Mfg. Co., Inc., Hartford, Wis.
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You can use a BOSTITCH®
Calwire brand

pneumatic stapler or nailer
just about everywhere

And wherever you do,
you’ll speed work and

save on in-place costs

IN ROOFING:

BOSTITCH Calwire brand
staplers can cut

nailing time as much

as 80% ... reduce costs
and manpower hours . . .
reduce worker fatigue
and increase safety

over hand methods.

IN LATH WORK:

Using BOSTITCH

Calwire brand staplers,
contractors report
significant time savings,
excellent control over
finished work, in-place
costs far lower than

that for former hand method.

MARCH 1964

IN SUBFLOORING:
BOSTITCH Calwire brand
nailers speed up subfloor
nailing jobs four

to five times. Even
inexperienced operators

produce uniformly neat jobs.

BOSTITCH

These are only a few
examples of the wide range
of uses for BOSTITCH
Calwire brand pneumatic
staplers and nailers.

Even more important to you,
BOSTITCH tools deliver

the time- and money-saving
advantages so essential

in today's competitive

profit squeeze. Call your
BOSTITCH representative.
He's listed under
“BOSTITCH" in most phone
books. Or write direct,

523 Briggs Drive,

East Greenwich, R. I.
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It should be. But even the most modern homes
you build probably have at least one of the 6
common heating and cooling problems below.

Here's why. Even though home styles have changed over
the years, too often we find the old fashioned method of one
thermostat controlling the comfort in today’s modern homes.
This ereates problem areas, and uncomfortable customers.

1. Separate living and sleeping areas obviously require
different temperatures—warm and relaxing in the living
area—cool and comfortable for sleeping.

2. If your homes have large glass areas, the inside tem-
perature changes every time the sun, wind or outside tem-
perature varies . . . even with double-paned windows.

3. In any split level, warm air tends to rise to upper levels
leaving cooler air in the lower rooms.

4. Rooms over unheated areas, such as a garage, often
have cold floors and walls.

5. A finished basement, because it is below ground level
requires more heat than the rest of the house.

6. With a spread-out floor plan, sun, shade and wind in
different areas of the house can cause widely differing
heating and cooling requirements.

| It's beautiful to look at,but is it comfortable?

The answer to all six problems is zone control . . . divid-
ing your homes into two or more areas that ean be kept at
different temperatures to suit your client’s needs.

Zoning isn’t a big project. With a hydronic system all it
takes is a thermostat for each zone, and a zone valve to con-
trol the hot water flow. In forced air systems, it takes a ther-
mostat and a damper motor to control air distribution to
each zone.

Zoning isn’t expensive either. It makes a much bigger
difference in comfort than it does in the mortgage payments.
Zoning either a warm air or hydronie system probably won’t
add more than a couple of dollars a month to your clients’
payments. And, there’'s a good chanece they’ll more than
make that up in fuel savings.

Adequate heating is the most wanted feature in a home

. according to a Housing Industry Promotion Operation
survey of consumers. And zoning is one of the best ways we
know to create whole-house heating and cooling comfort.

So talk to your heating or plumbing contractor about zoning
more comfort . . . and sales appeal . . , into your homes. He'll
give you complete information on installation and equip-
ment costs for your area.

Or, write Honeywell, Dept. HH3-19, Minneapolis, Minne-
sota 55408 for literature.

Honeywell
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If you're involved in the building
business, it's inevitable that you'll
be working with products made of
rigid vinyls, in whole or in part. If
you are also interested in quality,
you want assurance that the prod-
uct represents the best in materials,
workmanship and performance.
O That is why we have established
an identification program for prod-

WHETHER IT’S
STUCK ON

THIS
NEW EMBLEM

MEANS
TOP QUALITY

ucts that properly use rigid Geon
vinyl. Thisemblem isyourassurance
that the manufacturer makes a
high-quality product of proven per-
formance, using Geon vinyl, “The
Material Difference in Building'.
His guarantee covering workman-
ship and performance, coupled with
his usage of quality materials, is
your assurance of many years of

service. 0 Soon manufacturers will
be using this new emblem. Look for
it on building products using rigid
vinyl. For additional information
about this exciting new building ma-
terial, write B.F.Goodrich Chemical
Company, Dept. EN-3, 3135 Euclid
Ave., Cleveland, O.

44115. In Canada:
Kitchener, Ontario.

B.EGoodrich Chemical

MARCH 1964

a division of The B.F.Goodrich Company
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A multi-million dollar reason why
vou'll finish your houses on time!

Kitchen Kompact's distributors deliver your cabinets when you need them.
Their stocks are backed up by a million dollar inventory in KK's giant,
9-acre, kitchen-a-minute plant.

It provides KK distributors, dealers and builders with the finest service
in the industry.
Kitchen Kompact produces two atiractive birch cabinets: new, exciting

“Anniversary Line” and the popular Fruitwood Birch. Both are smartly
styled, quality constructed and competitively priced.

WRITE TODAY FOR COMPLETE
SPECIFICATIONS. DISTRIBUTED
IN OVER 110 MAJOR MARKETS
FROM COAST TO COAST.

Kitehern Kompact inc

JEFFERSONVILLE, INDIAMNA

HOUSE & HOME




p 0 box 19682 / atlanta georgia 30325 / telephone 404 448-2171

PEQCHTREE DOORS, INC

WE HAD A BUMPER CROP LAST YEAR!

It took some digging. You see, we have only one point-of-view. Yours.

But to produce a better product it usually does. We design and detail every piece for a purpose. To give ease of installation.
And that's our one aim. For architectural form and looks. And trouble-free operation.

Carbon copies just don’t fit in our scheme of things. We like to think That's why our doors seem to be cropping up everywhere.

because our concept is different, our doors are, too. Bet they'll grow on you, too.

OUR DOORS EXCEED THE STRICT STANDARDS ESTABLISHED BY THE ARCHITECTURAL ALUMINUM MANUFACTURERS ASSOCIATION |
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Is wall-to-wall bare floor enough?

Or will this apartment rent faster if it's carpeted with
Acrilan? Hundreds of builders and architects think it
will. They've put down carpeting of Acrilan® acrylic fiber
in apartment buildings in Texas, Minnesota, California,
New York and all over the country.

Acrilan is your finishing touch. Your piéce de résis-
tance. It is an acoustical blessing, a built-in noise-killer.
For tenants, it has proved itself one of the biggest rent-
ing inducements since drop-in ovens, plastic wall pan-
eling, tenant-controlled air conditioners and on-site
parking.

Acrilan is the man-made fiber that has the same high-
pile luxury look and feel as wool. The resemblance stops
there. Because Acrilan is famous for being economical
to maintain, and very resistant to stains and wear.

Carpet mills are so sold on the virtues and beauties of
Acrilan, they are going all out on colors, designs, weaves,
patterns, textures, tone-on-tones. Your choice is getting
practically unlimited.

Think about it. And if you want to know more, write
Contract Carpet Merchandising, Chemstrand, 350 Fifth
Avenue, New York 1, N.Y.

JISTRICT SALES OFFI
IBERANDCUMULO

THESE AR

WICK AND MAGEE, HIGHTSTOWN, KARAGHEUSIAN, JAMES LEES, LOOMWEVE, MAGEE, MASLAND, MONARCH, PHILADELPHIA, ROX

STLINE, DOWNS, GORDON MILLS, HARD-
URY, WUNDA WEVE. IN CANADA: HARDING CARPETS




First on the market to combine
safely enclosed element and economy price

MARCH 1964

Hunter presents the industry’s first radiant wall heater (above) to
combine fully-enclosed element with an economy price. Also the first
fan-forced type (left) to feature open wire coils for fast warm-up,
grille-concealed for safety. Radiant unit has wattages 1500 to
3000; fan-forced, 1500 to 4000. Both install fast, feature built-in
precision thermostats, distinctive picture-frame styling and attrac-
tive heat-resistant beige finish. Backed by Hunter’s 80-year ex-
perience in making quality equipment. Send coupon for full details.

Hunter also makes convection baseboard, forced air baseboard,
radiant ceiling cable, bathroom, portable, infrared and unit blower heaters.

MAIL TODAY FOR CATALOG DATA

Hunter Division, Robbins & Myers, Inc.
2434 Frisco Ave., Memphis 14, Tenn,

Please send your new ... [] Catalog sheet on new Hunter Wall Heaters.
O 16-page catalog on other Hunter Electric Heat products.

Name

Company.

Address

City




You have until April 30 to get in this

R
n
=

To qualify for listing in the ad and participate in the Sweepstakes Program,
your model house with PF-15 Siding must be ready for public by July 1, 1964.

And the deadline for signing up is April 30, 1964.
You ca n Weldwood PF-15 Sidings give you a unique and powerful selling advantage
—extremely low maintenance. The buyer gets savings that are built in and can
= » be financed with the home. PF-15 gets its name from its “paint-free, 15-year
bu I Id In any guarantee.” The surface is the new DuPont miracle film Tedlarf. Under-
neath is Weldwood exterior plywood, which, like all Weldwood Exterior

Sidings, is guaranteed for the life of the building.

weather With Weldwood PF-15 Sidings also give you important additional benefits—

saving you time, money, and trouble in construction. You can install PF-15
Siding in any weather that crews can work. When it’s up, the walls are
PF-l 5 SIDINGS finished—no waiting for dry days to paint. Waste is drastically reduced—less
overlap, less scrap, no mill shrinkage. Time studies show that PF-15 Sidings
require less labor to install, and, of course, painting is eliminated. And finally,
PF-15 Sidings are easier and faster to install because they don’t require “kid-
glove” treatment, can withstand rough field treatment, require little or no
time-consuming clean-up afterward. TDuPont registered trademark
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million-dollar traffic-building promotion

United States Plywood—DuPont
Sweepstakes Program for WELDWOOD PF-15 SIDINGS

(Paint-free, 15-year guarantee®)

The secret is the finish, It's not a liquid
. or a spray, but a tough, long:lasting film
~Du Pont TEDLAR " PVF film —and no-

. Now, _fru these leading builders, " home

3.5, Plywood bonds a film of TEDLAR to rugged

‘plywood siding in‘the factory, so it becomes an

ingnparable, watgrgroof fissh
e may coat it, bul it won't crack or araze. Sun

yu[ﬁvnﬁ;t Havé to paint until""197$_l!

waood siding: attractive calors, smoath, clean sur
face. Bur then it keeps.on looking bright and clean
year in, year out, theough rain and shing

WS, Plywond guaramees its Weldwood PF-15

painting your new home until 1979, a1 the very
aarliest

Every builder shown on this page has a fina
modit homae featuringWeldwood PF- 1bnxuln5plav

body has yet worn it out by exposure to
 weather, even after years of testing.

This makes Weldwood PF-16 siding a complately

new way to protect.and decorate your home

shing may bike it but it won't bubble ar split
Howavar humid or salty or smoky or arid the cli
mate may be, it'won't harm TEDLAR

Waldwood PFA5 lpoks: like traditional, panted

siding surfaced with TEQLAR against fading ohalk

ing. craming, sphtung. cracking and bubbling, as

a result of hormal exposure. for fifteen years.|
Think of it-you can relax-and larget all about

Wlw nol qn ¢eer nm [odnyr

BT 1S ATV S TR ST @

Weldwood” PF-15 ( patent pending) Sidings will get a
spectacular introduction to new-home prospects. And
builders who sign up to participate will reap the
benefits.

An elevation of your model home, with your name,
address, and development name will be featured in a
powerful two-page spread (above) in “Life” magazine.
Tied in is a traffic-building Sweepstakes**. Life sub-
scribers will be offered a chance to win $15,000—or one
of 1000 other prizes, each worth $1000—toward the
purchase of a new home. No jingles, names, or gim-
micks are involved. They are asked simply to visit one
of the model homes shown to check their Sw eepstakes
tickets against the list of winning numbers. This is the

MARCH 1964

extra push that will build traffic in your model home.
In addition, United States Plywood will provide you
with a complete package of selling helps—including a
3" x 4 site sign as shown below, consumer folders,
newspaper and radio ad suggestions, salesman’s fact
book, displays, and samples. Get the complete informa-

tion from your United States Plywood branch.
**Not available in Kansas or Wisconsin

WELDWOOD’

PF-15 SIDINGS
(Paint-free, 15-year guarantee)
Come see us at the New York World’s Fair—Better Living Building

*United States Plywood Corporation guarantees WELDWOOD
PF-15 SIDING against the need for painting for a minimum of 15
years, If, within 15 years of the date of installation, said Siding
should require. painting and United States Plywood Corporation is
given reasonable written notice thereof prior to the commence-
ment of the work, it will pay the cost of painting. This obligation
is restricted to painting required by reason of deterioration of
the finish of the Siding resulting from normal exposure. (It does
not include such elements as destruction by physical defacing.)

The Siding is further guaranteed against manufacturing defects
and delamination for the “'LIFE OF THE BUILDING'* on which
it is installed. Siding covered by this guarantee must be in-
stalled in accordance with established building standards. Should
WELDWQOOD PF-15 SIDING delaminate or prove to be defective,
it will be replaced, or, at United States Plywoocd Corporation’s
option, it will reimburse the purchase price of the material.
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Here, for the first time, is a furnace
that adds more than warm air to the
sales impact of your model homes.
Your prospects can appreciate
Luxaire styling on sight. You work
hard to achieve a quality image with
top styling in appliances, kitchen,
and bath. Here's your opportunity
to show quality in the utility area,
too . .. especially since this Luxaire

Decorator Piece

SU Furnace costs no more than com-
petitive models, And especially since
it does a deluxe comfort job; super-
quiet performance, self-cleaning
burners, readiness for add-on cool-
ing, 100% safety shut-off and solid
guarantees backed by one of the
largest manufacturers of heating/
cooling equipment. Nationally-
advertised to consumers. There are

1154 other ways Luxaire can add
quality without adding cost to your
homes. Call your Luxaire distributor
for the whole story; he's in the
Yellow Pages. .. or write direct for

“Builder Brochure.”

U

®

The C. A. Olsen Manufacturing Company, Elyria, Ohio

HOUSE & HOME
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SIDE IN ANY WEATHER!
HAVE YOUR HOMES READY
TO SELL SOONER!
FEATURE GENUINE PALCO
PAINT PREFINISHED
REDWOOD SIDING —

AT LESS COST THAN

IMITATION SIDINGS!

Only PALCO gives you certified kiln dried California redwood
bevel siding —completely mill prepainted. PALCO paint prefin-
ished siding has been performance-proved on case study houses
in all parts of the U.S. Builders hail the exclusive fastener system
that eliminates face nailing, provides vent space between courses
to beat condensation build-up, speeds up installation with its self-
alignment feature. They also like the fact that PALCO paint prefin-
ished redwood siding can go up in any weather, give houses sales
appeal sooner. Longer lasting, gleaming white paint finish ends
call-backs, stays brighter yeé rs longer, meets FHA requirements.
Special formulation was developed by Sherwin-Williams Co.—larg-
est producer of protective coatings — in cooperation with PALCO
research. Call, wire or write for complete details.

® PAINT
l. \I “ PREFINISHED
A ‘ REDWOOD SIDING

Architectural Quality
THE PACIFIC LUMBER COMPANY

San Francisco: 100 Bush Street « Chicago « San Marino, California
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Roper Charms — gas or electric. Exclusive slide-out cook top.

Eye-level bake/broil oven. 30” and 39” widths.

Roper Custom Built-Ins —gas or electric. Vast selection
of ovens and companion cook tops. Identical cut-outs.

Roper Counter Built-lns—gas or electric. Economical
slide-in installation. Top or front mounted controls.

Roper Ranges build up your homes with a famous
quality image—and Roper builds you, the builder, too!

Home buyers are eager to move up to quality nowa-
days. And nothing reassures them more about a home’s
excellence than the appliances in the kitchen. Especially
a Roper Range. For four generations it’s been the stand-
ard of reliability. Today, more than ever, it outclasses
other ranges in adding to a home’s built-in quality.

Now, Roper lets you offer the widest choice of quality
gas and electric ranges . ..with the newest, most com-
plete line of models, completely interchangeable in
either fuel —size for size, shape for shape, exciting fea-
ture for exciting feature. Yes, Roper makes it easier to
build-up enthusiasm for your homes!

HOUSE & HOME




| Exclusive Builder Promotion Package for
added sales excitement! This complete pack-
age of tested traffic-building, sales-clinching
ideas and materials was custom-designed for
you to be truly practical and workable. Makes
any builder a big-time merchandiser!
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Free Nassau “Millionaire Vacations”—Another
Roper build-up for you—free Delta Jet Dream
Nassau Vacations! “Live it up” like a mil-
lionaire on this island paradise! Your Roper
distributor will tell you how this powerful
sales incentive plan works. Call him today!

GAS AND ELECTRIC RANGES BY

T ————

ROPER
/A

Four generations of America's smart homemakers have relied on ROPER « Geo. D, Roper Corporation, Kankakee, l1l.

These Builder-Distributors can tell you
about Roper the builder-upper!
Call today, or contact Roper direct.

ALABAMA
Birmingham
Parker Supply Co., Inc.

ARIZIONA, Phoenix
Electrical Equinment- Co.
AIKAN
North um- Rock
555 Inc.
CALIFORNIA, Fresno
8lerra Supply
Los Angeles
Kafton Sales Company
Geo, D, Roper Sales Corp.
COLORADO, Denver
Allied Appliances, Inc.
CONNECTICUT
East Hartford
Roskins Dist., Ine.

DELAWARE, Millshoro
Collins & Ryan. Ine.
DIST. OF COLUMBIA
Washington
Builder Kitchens, Inc.
Thomas Somerville Co.
Hynes Bros., Inc,

FLORIDA, Clearwater
#Dean Supply

Miami

*Florida Radio & Ap. Co.
Orlando

*Interstate Supply Co.

GEORGIA, Atlanta
Geo. D, Roper Sales Corp,

ILLINOIS, Chicago
Geo. D, Roper Sales Corp.
Decatur
Kitchen Distributors
Elgin
The Kitchen Mart, Inc.
Kankakee
Home Anpt & Htg. Cu
Peoria

¥Midwest Veneer
Distributors, Inc.
Rock Island
Marlin Associntes, Inc.
Springfield

¥Midwest Veneer
Distributors, Inc.

INDIANA, Fort Wayne
Broadview Lumber Co.
Indianapolis
Indiana Distributing Co.
Lafayette
Vierk Supply Company
South Bend

#*Kitchen Equip. Co., Inc.

IOWA, Davenport
Rock Smith Company
Dn Moines

Geo. W. Onthank Co.
lowa City
City Electric Supply

LOUISIANA
Baton Rouge
Ace Appliance, Inc.
Shreveport
Intrasouth Dist. Co.

MAINE, Portland
The Boyd Corporation

MARYLAND, Baltimore
H. H. Rones, Inc.
#8tuart Kicthens, Inc.
Ellicott City
Ritehie Dist. Company
MASSACHUSETTS
Cambridge
The Boyd COrpuration

MICHIGAN, Ann Arbor
Mom-on Cabinet Works
Detroi
Geo, D, Rupcr Sales Corp.
Flint
Advance Kitchens, Inc.
Kalamazoo
‘West Michigan Elec. Co.
Lansing
Hager-Fox Heating &
Refrigeration Co.

MINNESOTA
Minneapolis
Derickson Company, Inc.

MISSISSIPPI, Jackson
Shepperd Bldg. Sup. Co.

MISSOURI, Chillicothe

#*Builders Supply Co.
Kansas City
Buell Cabinet Company
(geoLD Roper Sales Corp.
t.
Brown Supply Company

MONTANA, Great Falls

#Formicove Mig. &
Distributing

NEBRASKA, Omaha

Roberts Supply Company

NEW JERSEY, Newark
Igoe Brothers, Inc.

NEW MEXICO
Albuquerque

*Crest Distributors
Roswell

Elec. & Mech. Supply Co.

NEW YORK, Albany

Roskin Brothers
Binghamton
Southem Tler Divisjon
Ciould-Farmer Co., Inc.
Buffalo
Geo. D. Roper Sales Corp.
Jamestown
Carlson Cabinet & Appl.
Middletown
Roskin Brothers, Inc.
New York C l?
Igoe Bros,, N. Corp.
Syracuse
Gould-Farmer Co., Inc,

*gey-Bar Distributing Co.

i
Langdon Hughes El. Co.

NORTH CAROLINA
Fuquay Springs
Varina Wholesale
Builders Supply, Inc.
Whiteville
Wholesale Distr., Inc.

OHI0, Akron
The Slocum Co., Inc.
Bedford Heights
Sam Palevsky Kitch., Inc.

Mason

Valley Kitchens
Toledo

Lagrange Builders Sup.
Willoughby

P & M Supply Company
Youngstown
Dorrance Supply Co.

OKLAHOMA
Oklahoma City
Paul Davis Company
PENNSYLVANIA
Altoona
Radio & Motor Sve., Inc.
Greenville
Bish Cnrpnrnliun
Harrisbu
Regal Producta Corp.
Kingston
Rebennack's, Inc.
Philadelphia
J. Desmond, Inc.
Pittsburgh
Houston-Starr Co., Inc.
RHODE ISLAND
East Providence
The Boyd Corporation

TENNESSEE, Knoxville

*Gas Equipment
Engineers, Inc.
Memphis
‘W. L. Roberts, Inc.
Nashville

#Radio & Appliance Co.

TEXAS, Abilene
Economy Appl. & El Co.
Amarillo
Bldg. & Mech. Sup. Co.

Austin
The Caleasieu Lmbr, Co.
Dallas
The Jarrell Company
El Paso
Elec. & Mech, Sup. Co.
Fort Worth
Builders Sales & Service
Houston

E.L. Crumpackax‘. Inc.
Sln nto
Electrical Dlut Company
Wichita Falls
Liddell Supply Company

UTAH, Salt Lake City
Jobbers, Inc.

VIRGINIA, Lynchburg
Eastern Electric Co.
Newport News
Electronics Services, Inc.
Norfolk
Huajoca CQrpomtiou
Petersbu
Martz Bldc Supplies
Roanoke
Hajoca Corporation

WEST VIRGINIA
Charleston
Mir's. Sales (Save Sup.)
Wheeling
Scott Lumber Company

WISCONSIN, Middleton
Fish Bullding Sup., Inc.
Milwaukee
Wisconsin Kitchen Mart

*New Roper franchisee now serving your area.

A few protected franchises still
available. Contact Roper.
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“BEST HOMES FOR THE MONEY”
USE CAST IRON WATER MAINS

(78% of award-winning builders specified Cast Iron Pipe)

4;&:1
ome

for the
money

CENTER SQUARE GREEN, PENNSYLVANIA
Price: $21,990 with land s Living area: 1844 sq. ft, » Builder: Altman Builders & Developers*  Architect: Theodore Brandow, A. |. A.

WHAT THE JUDGES SAID: “Simplicity is the word that fits this house best—outside

and inside. For a growing family on a budget, it’s 2 very good buy in that section of the
Philadelphia suburbs. We especially like the natural way the plan has been divided on both

the first and second floors.”

INCLUDED IN THIS HOUSE: Built-in range and oven, kitchen exhaust fan, fireplace,
completely seeded lawn, one shade tree and one evergreen tree, 15 shrubs, concrete service

walk and blacktop drive.

THE PLAN: Isolated living room with fireplace and built-in bookshelves will be a com-
fortable place to relax. Separate dining room is separate, and kitchen has room for a

breakfast nook. Four bedrooms upstairs.

789 of the successful builders '

publicized by American Home
magazine specified cast iron water
mains. They appreciate cast iron's
natural strength and durability.
Qualities that help cast iron pipe
stand up to internal pressure, ex-

ternal loads, adverse soil condi- N

tions and temperature extremes.

Qualities that assure dependable §

water delivery—for the life of the
home and beyond.
“Best homes for the money” is

the way American Home describes "

these houses. Cast iron pipe sup-
ports the claim—with dollar-for-
dollar benefits unmatched by sub-
stitute pipe materials.

g4

TRACT

DEVELOPMENT

*Qur purpose in changing
over to cast iron water
mains was to assure
ourselves and our
community residents of a
longer lasting, trouble-free,
pure water supply.

Ashley J. & Sydney A. Altman,

Altman Builders &
Developars

To help you in your work, the Cast Iron Pipe Research Associatipn
offers the free booklet, “Tract Development . . . helpful ideas from im~
portant magazine articles.” Includes eleven articles from seven magazines
—written by experts and chosen for their pertinence to your problems.
Send for your copy today.

CAST IRON PIPE
CAST IRON PIPE RESEARCH ASSOCIATION
Wallace T. Miller, Managing Director,

3440-H Prudential Plaza, Chicago 1, Illinois
Please send me the free booklet “TRACT DEVELOPMENT ... helpful
ideas from important magazine articles.”

NAME
FIRM
ADDRESS b
CITY ZONE___STATE

POSITION
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LOWER YOUR FEATURE COSTS

NEW

SUSPENDED GRID CEILING SYSTEM

Tailored to keep the “Quiet Home” concept within profitable building
cost boundaries, Simpson’s new Suspended Grid Ceiling System offers
a new feature of growing interest to prospective home buyers...and
provides a tremendous range of advantages for either new construction
or renovation of existing structures.

Easy leveling hanger system requires no support between 4° centers,
snaps into grid in a second. Interlocking connections require no tools
or time consuming fitting, just a twist of the wrist and they are securely
fastened.

o
-'-—ﬂ,r

TN

| | “ = The inherent flexibility of the Simpson grid system allows use of a wide
gl \ﬂ[, ; ‘-m\ : variety of inexpensive lighting fixtures or diffusion panels, heating or air-
: conditioning systems and provides easy access for maintenance.

Because there is no taping, patching or waiting for paint to dry, the
overhead can be left exposed right up to the minute of job completion...
then the system completed by slipping beautifully textured Forestone®
acoustical panels into place.

Check with your Simpson acoustical products supplier for complete information on the suspended grid ceiling
system and the full range of Simpson acoustical and insulating board products for your “Quiet Home"” con-
struction planning, or write to: Simpson, 2001 B4 Washington Building, Seattle, Washington 98101.

RELY ON

IMPSON TIMBER COMPANY “*
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ORNAMENTAL IRON ADDS SO MUCH

STANDARD SIZES
SAVE uP T0 Y4 ovER
CUSTOM IRON WORK

Add the “instant eye-appeal” of ornamental iron to your homes
at a fraction of the cost of custom ironwork. Colonel Logan
ornamental iron is standard size —and the dollars saved in
large-volume production mean lower costs to you. Free catalog
provides full information on America's most complete line
of low-cost standard sizes and styles in railings, columns,
and accessories.

‘, Send now for FREE illustrated
\ price list catalog!

. LOGAN CO., 767 Cabel St., Louisville 6, Ky.
: Please send me a copy of your free catalog
- illustrating Colonel Logan Ornamental Iron.
~

. NAME
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e STREET
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THE NEW
HOUSING
INDUSTRY

THE NEW HOUSING INDUSTRY

Historic eight-part series of HOUSE & HOME

articles now available in book form

122 magazine-size pages, illustrated,

$1.50 special durable cover

In 1963 the editors of HOUSE & HOME presented an unprec-
edented series of articles on the fundamental changes having
deep and lasting effect on every aspect of—and person in—
America’s biggest industry. Deeply penetrating, highly readable, |
this searching analysis has received such nationwide acclaim
that it has been reprinted in book form. Send this coupon today
for copies of “The New Housing Industry” for yourself, your

associates and friends.

HOUSE & HOME Reader Service Dep’t.
Time & Life Building
New York, N.Y. 10020

Please send me_

____copy (copies) of THE NEW HOUSING

INDUSTRY at $1.50 each (price subject to quantity discounts).

| enclose check or money order for $

name \plc-.l-w print)

company TR =T

address i =
cily M state .]p code
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Give your home

the Excitemetsant

PRODUCTS
IN THE
FORMICA®
“WORLD'S
=% | FAIR
_ \ HOUSE"
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presented in ecooperation with
the leading brand name
manufacturers in the

home building industry

L
FORMICA plus Good Housekeeping Magazine

and Edison Electric Institute

WORLD'S FAIR HOUSE | | can help you

— sell more

——
S -

=

-~

- re———

4

FORMICA®
is our trademark

for various products
including our brand of
laminated plastic. Insist
on this identification

to avoid imitations.

homes now!

Millions of people will visit The World’s Fair House
and over 100 local model home replicas of it.

The most spectacular promotion in the building
products field will include national advertising on TV
and in leading consumer magazines . . . local radio and
newspaper advertising . . . promotion at model homes
... plus the advertising and publicity of all the
participating brand name manufacturers.

WHAT WILL IT MEAN TO YOU? Millions of
prospects will see the benefits of new homes. .. get
exciting new ideas that will create dissatisfaction
with older homes.

With feature emphasis being placed on ideas and
products within the house, these same applications can
be used and promoted in your homes...

to make sales for you!

YOU CAN SELL MORE HOMES THIS YEAR
with product ideas from The World’s Fair House. ..
a program to support home builders, by Formica
Corporation in cooperation with:

American Standard Kirsch

Amerock Philip Carey

Anderson Windows Pittsburgh Plate Glass
Chrysler Airtemp RCA Victor

Frigidaire Singer Sewing Machine
Lightolier Yale & Towne

plus these Divisions of American Cyanamid Company ...
Building Products (ACRYLITE® building products)
Fibers (CRESLAN® acrylic fibers)

Plastics & Resins

(MELMAC® guality melamine dinnerware)

*Service Mark The FORMICA World's Fair House
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An editorial by Perry Prentice’
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Here is the best news we’ve heard in a long time

Blg Pkpm Bldder I:m $1,100,000
on a §ure-ﬁre I.aml Speeulatmm

PRt e, P il s

A few more bits of good news* like this may save thousands of other
builders from a like mistake and warn hundreds of land speculators that
they had better start selling the land they are holding off the market before
it is too late. :

As soon as enough speculators try to unload, the land-price bubble is
bound to burst, a lot of speculators will lose their paper profits, and then
the homebuilding industry, freed from today’s crushing overburden of land
costs, can get back to the business of offering homebuyers the kind of homes
they would find almost irresistible at the kind of prices they would find
almost irresistible—with $2,000 or $3,000 more per house available to give
homebuyers their money’s worth instead of being wasted on land inflation
that does nobody any good.

“Land scarcity is a myth,” says James Downs of Real Estate Research
fame, but “the price of land is set, not by the people who sell, but by the
people who won’t sell.” Only reason for today’s prohibitive land prices is
the artificial scarcity created by speculators holding millions of acres above
and therefore off today’s market in the hope of getting 1980 prices in 1964.
For example, in Phoenix speculators are holding enough close-in land to
house, at single-family densities, a city three times as populous as Phoenix
today.

But now each passing week brings more and more good news that land
costs have begun their slide. More and more land speculators are in trouble;
more and more forced sales are cutting prices. FORTUNE dedicates nine
fact-crammed pages to “The strange leveling off in land prices,” notes that
“artificial scarcity has left huge amounts of land lying vacant or under-
developed within our cities and suburbs,” blames today’s sky-high prices

n “preferential tax treatment that sets vacant land apart from the market
action of supply and demand, warns the prudent investor to “look hard
before he leaps into land purchase.” The Wall Street Journal sees signs of
“more bad news to come” for real estate promoters. Barron's notes almost
gleefully that “of all the ways to lose money . . . real estate securities
recently have turned out to be one of the most reliable.” Land prices are

* Of course, we're sorry for the builder who is personally a good friend of ours; so we're
glad he was able to write off much of his land loss against the taxes he would otherwise
have to pay on his other profits.
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stagnant or falling almost everywhere except sprawling Los Angeles, where
builders are still crazy enough to pay $28,000 for land that sold for $8,000
four years ago and may soon sell for $8,000 again.

When land prices stop going up there is no place for them to go but
down, because most speculators figure there is not enough profit in holding
land idle unless they can count on its price doubling within five years.

Anything bad that happens to land speculators is good news for every-
one else because, as the great economist Ricardo pointed out 160 years
ago, “the interest of the land owner is contrary to the interest of every
other element in the economy.” The more money the land owner pockets
for doing nothing but just sitting tight on his title waiting for his land to
ripen, the less money there is left for the land developer, the homebuilder,
the architect, and the realty man, and the less money there is left to put
more and better products and amenities into the home, so the less value the
homebuyer can get for his money.

When the land owner gets $2,000 or $3.000 more for his lot, it follows
as the night the day that the homebuyer will get $2,000 or $3,000 less for
his money. To give a specific example:

If today’s homebuilders did not have to spend all that money for a less
desirable location further out, they could spend it to include all these
added attractions to improve the value, livability, and sales appeal of a
typical $17,000 house:

1. Good architect design, including a the children’s bedroom do double duty
good site plan as well as a good house as a play room;

plan; 11. Vinyl asbestos flooring in kitcher
2. Year round air conditioning; and family room instead of asphalt tile;

3. Good kitchen appliances instead of 12. A radio-controlled garage door;

builders models;

4, Full insulation to cut heating and
cooling costs, instead of FHA minimum;

5. Plenty of good storage to answer the
homeowner'’s No. 1 gripe;

6. Good elongated siphon-jet toilets in-
stead of noisy and unsanitary wash-
downs that have been obsolete since
1913;

7. Lavatories big enough to wash your
face (or even your hair) in, instead of
the usual cramped 19”x17”;

8. Safe front and back door locks (in-
stead of the usual locks no self-respect-
ing burglar would bother to use a key
in even if he had one);

9. Enough more space in the master
bedroom to do double duty as a bed-
sitting room;

10. Enough more space in the other
bedrooms to make twin beds or to let

13. Full landscaping including real trees
(instead of whips that will take seven
years to look like anything);

14, Underground wiring instead of that
worst-of-all suburban eyesores overhead
(some utilities offer underground for as
little as $50 a lot);

15. Good windows removable for easy
washing;

16. Sound conditioning in kitchen, fam-
ily room and bedroom hall;

17. Adequate wiring for today's elec-
trical living with small appliances every-
where;

18. Low-maintenance exterior finish;

19. Wall-to-wall carpet in the living
room;

20. $200 towards a community swim-
ming pool, club house and recreation
area.

Says Dallas Builder 1. P. Jacobs: “Now that the housing shortage is over,
there is no excuse for building new houses unless they are better.” Says
Los Angeles Builder William Lyon: “The way to build a bigger market is to
build a better product.” Today’s manufacturers offer us everything we need
to make 80% of today’s houses as obsolete as a ten-year-old car—better
windows, better glass, better weatherstripping, better lumber, better roof-
ing, better siding, better insulation, better doors, better locks, better hard-
ware, better lighting, better heating, better cooling, better plumbing, better
appliances, better paints, better surfacing, better flooring, better everything.

With all these betterments we should be tapping a replacement market
for at least a million new and better homes a year. But as long as $2,000
or $3,000 a house must be wasted on land-price inflation, too many build-
ers will feel driven to pass up today’s best selling points to chisel $10 here
and $3 there in the hope of building something that will sell because it is
cheap even if it isn’t good.

HOUSE & HOME
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TOP MERCHANDISE

SMART MERCHANDISING

« «» « 40 pages on what’s selling today—and how it’s sold

People are standing in line to buy houses today.

Sounds incredible. Yet it’s true.

They are standing in line to buy $14,990 to $17,990 single-
family detached houses built by Alfred H. Mayer Co., St.
Louis. Mayer has sold 360 houses FHA-VA at those prices, an-
other 100 at $20,000 to $30,000 since last October.

They are standing in line to buy Ross Cortese’s FHA Sec. 213
co-op apartments in his adult retirement-recreational communi-
ty in Laguna Hills (Los Angeles). He sold all 370 units in
his first section on opening day, Jan. 22, at prices from $11,400
to $16,400, expected a similar sellout when his Walnut Creek
(San Francisco) project opened in late February.

They are standing in line to buy Kaufman & Broad’s Con-
tinental Town Houses in Huntington Beach, Calif. x&B sold
120, priced from $11,000 to $16,500, in two January weeks,
was going at a 40-house-a-week clip in February.

Not every fast-selling builder has customers standing in line.
Some builders are selling consistently the year round from
several locations and in several price ranges. Take Glen Nor-
wood of Houston who sold 800 houses last year (about twice
the number he sold the year before) in three different loca-
tions, at prices ranging from $10,100 to $22,000. Take Orrin
Thompson or Vern Donnay, both of Minneapolis, who sold
about 600 houses apiece in as many as four different areas
at prices ranging from $13,000 to $22,000. Or take Com-
munity Builders, Washington, D. C., which has built and rented
1,100 apartments and sold 300 houses, priced from $30,000,
since mid-June last year.

What all these builders have in common is the ability to
create top merchandise and mesh it with skillful merchandising
aimed at specific markets—now more local than ever.

William Lyon, who sold $30 million worth of housing last
year, puts it neatly: “Your merchandise and your merchandis-
ing are like coat and pants: you've got to have both to look
well dressed for the customers.” His coat-and-pants philosophy
is repeated (in differing language) by more than 100 success-
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ful builders polled by House & HoME to find out how they
sell in today’s market.

Today’s fastest selling builders offer the public more house
for the money than ever before (see best-sellers, p. 96). How?
By cutting profit margins, canny land buying, construction
efficiencies, volume materials buying, off-site models that cut
selling and advertising costs. They are offering the kind of
luxury features that used to be found only in the next highest
priced bracket (see key features, p. 104). They are merchan-
dising more skillfully the five things customers must like be-
fore they will buy (see marketing trends, p. 112). They are
often offering trade-in programs that unlock sticky sales (see
p. 118). And sometimes they get help from package plan and
marketing services (see p. 124).

More and more builders who click are building a quality
product—at whatever price range. They do it not so much
because they are seized with missionary passion to uplift the
quality of U.S. housing as because that is what today’s buyers
clearly demand. This change, contends Odd-lot Builder Arthur
Rutenberg of Clearwater, Fla. “is so subtle that many builders
have failed to recognize it. Today’s buyer won’t take an ordi-
nary house. He is status conscious and so he is cautious about
the type of neighborhood he selects—and he has more money
to insist on what he wants.”

Today’s accent on quality extends to materials, too. Says
Vice President Francis E. Dutcher of Johns-Manville: “There
is a very definite tide running toward better materials in con-
struction. People are starting to buy the top part of the line
rather than the cheapest.”

Never was competition keener to sell homes to today’s dis-
cerning customers. As competition sharpens, so does builders’
response to meet it. But the public is not the only winner.
So are builders nimble enough to devise a complete product
worth more than the sum of its parts—and to sell it with skill
and zeal. They are running away with the 1964 market. What
they do and how they do it is the subject of the next 40 pages.
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NEWEST MARKETING TRENDS:

31 best-sellers reflect
today’s new emphasis
on what houses offer

And this emphasis itself mirrors the key fact of the 1964
housing market: second-, third- and fourth-time buyers know
what good livability involves and they are willing to shop around
until they find it. Most of the houses on the following pages are
best-sellers because they satisfy this discriminating market.
Specifically:

They are bigger than last year's best-sellers. More than half
of them have four or more bedrooms, and nearly half are two-
story or two-level models. (But one-level living is still favored
in houses with less than about 1,800 sq. ft.)

They are better planned. Center-hall entries, good traffic
patterns and well zoned living areas are the rule rather than
the exception they were a few years ago. There is more and
better storage space — particularly in walk-in closets, closet
walls and big kitchen pantries. And the master bedroom is fast
becoming a master bedroom suite.

They are better designed. Authentic colonial design is finally
beginning to replace what builders used to peddle as colonial
style. Contemporary is simpler and warmer. And good regional
design is burgeoning—particularly in the far West.

They are better equipped. Oven, range, vent hood, dish-
washer and garbage disposer are standard in most kitchens.
And luxury features like lawn-sprinkling systems and built-in
vacuum cleaners are beginning to appear.

Inevitably, they are more expensive. Most sell for more than
$20,000, many for more than $30,000. And because second-
time buyers are seldom strapped for a down payment, the
majority are sold only with conventional financing.

Townhouses rate special attention. Their rising share of
the market—particularly in California with its high land costs
—is noteworthy enough to merit including three of them
(p. 103) among this season’s best-sellers.

20 SALES IN SEVEN MONTHS. Pearce &
Pearce of Buffalo, N.Y. sells 70 upper-priced
houses a year, and this 1,660-sq. fi. ranch ac-
counts for nearly half of them. Significantly, it
is the only one-story house among four models.
Its big appeal: a well zoned, center-hall plan.
Price: $31,800 including a $5,000 lot.

e e o

PATRAGE

s |
LIVING ] il ‘
V.4

l O B 10 1=PT
—

HOUSE & HOME




Hutchinson

Robert C. Lautman

Robert C. Lautman

SIX SALES IN THREE MONTHS. “This $40,000
model outsells our five others, and we could have
sold twice as many if we'd had enough hillside
lots,” says Builder Edmund J. Bennett of Beth-
esda, Md. Buyers like the combination of one-
level living on the main floor and extra space in
the on-grade, daylight basement. Price of the
2.570-sq. ft. house includes air conditioning and
a $9,500 lot. Architects: Keyes & Lethbridge.
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August Beinlich

65 SALES IN EIGHT MONTHS. Fresh design
and a livable floor plan, reports Kodner Con-
struction Co. of St. Louis, brought this 1,813-
sq. ft. model—one of seven offered by the com-

pany—more than two-thirds of the company’s
1963 sales. The price—$23,890 on a $4,000 lot
—includes central air conditioning.
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21 SALES IN EIGHT MONTHS. Best-seller

among nine models offered by Porter-Wagor-Rus-
sell of Miami, this 1,250-sq. ft. house offers an
unusual array of luxuries: air conditioning, car-
peting, pool and screened patio, built-in vacuum
cleaning system and lawn sprinklers. Price: $29,-
800 on a $5,600 lot. Architect: Gerald West.

40 SALES IN TWO MONTHS. Phoenix Builder
John Long says this 1,490-sq. ft. contemporary
produced 30% of current sales in his Maryvale
subdivision. Its features: clean, low lines and an
H-shaped plan with excellent zoning and front
and rear patios. The house is priced at $16,990
on a $2,800 lot.
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BEST-SELLERS continued

Roy Jarvis

30 SALES IN 30 WEEKS, Room for expansion
has made this two-story model a best-seller for
Sunset International Petroleum Corp. in San
Diego. The upstairs flexibility area can become
two more bedrooms and a bath, giving the house
2,100 sq. ft. and five bedrooms. Price is $25,950
including a $7,200 lot.

W FUTURE
BEDROOMS &
BATH
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Alex Georges

48 SALES IN 1963. This two-story colonial not
only accounted for two-thirds of last year's sales
in First National Realty & Construction’s Long
Island projects but has also been a best-seller for
over three years. Besides its size (2,000 sq. ft.),
its big appeal is “a floor plan for the housewife.”
Price: $24,990 including a $6,000 lot,

63 SALES IN 14 MONTHS. Pacesetter Homes of
Los Angeles has sold more of these 1,820-sq.
ft. four-bedroom ranches in its Shorecliff sub-
division (cover photo) than any other model.
Major reasons, says the company, are the open
plan and the flexible layout: either the family
room or the inner corner of the living room can
be used for dining, and the innermost bedroom
has two doors so it can also be used as a study.
The price, including carpeting, is $29,000 on an
$8,500 lot. Architect: Earl G. Kaltenbach Jr. &
Assoc,
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21 SALES IN EIGHT MONTHS. Space has made
this 1,800 sq. ft. contemporary the best-seller in
its price class for Forrest Cox Homes of Tempe,
Ariz. Buyers appreciate the big bedrooms—par-
ticularly the master bedroom suite with its walk-
in closet—and the generous kitchen-family-living
area. Price: $18,500 including a $2,500 lot.
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35 SALES IN SEVEN MONTHS, At $34,970 in-
cluding a $7,000 lot, this two-story is the top-of-
the-line model for Community Builders in Falls
Church, Va. Yet it outsells three lower-priced
houses in the same subdivision. The most impor-
tant sales features: plenty of space (2,030 sq. ft.),
a 22 family room, a study which can double as
a guest room, the colonial design with its first-
Jfloor facade of fieldstone.,

A. E. Aperauch

1

1963. More than 30%

of the
houses sold last year by William J. Pulte Inc., of
Birmingham, Mich., were this two-story model.
So popular was the second-floor layout with its
big closets that Pulte has used the same layout
in three other models. The 2,290-sq. ft. house is
priced at $31,450 including an $8,800 lot..
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8 SALES IN THREE MONTHS. This Cape Cod
has accounted for 33% of Builder Bob Scar-
borough’s sales in Haddonfield, N.J. The reason,
says Scarborough, is the excellent first-floor plan.
He adds: “Buyers like the Cape Cod design and
are amazed at how much room it has.” Price in-
cluding a $5,500 lot: $24,700. Size: 1,990 sq. ft.
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2D FLOOR.

100 SALES IN FOUR WEEKS. Lots of room for
the money makes this split-entry model a best-
seller for Perl-Mack Construction Co. of Denver,
For $15,800, buyers get 1,859 sq. ft.—with four
bedrooms, two full baths, a family kitchen and
a big lower-level family room—plus full air con-

ditioning,.
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BEST-SELLERS continued

Maynard Parker

32 SALES IN 14 pays. Five bedrooms—two of
which can be combined into ore room—have
made this two-story model Larwin Co.'s top seller
in the Los Angeles area. Priced at $20,450 on a
$5,000 lot, the 1,658-sq. ft. model accounts for
half the sales in its subdivision even though it is
the highest priced of four models.
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27 SALES IN THREE MONTHS. This 1,750 sq.
ft. contemporary by Tatum Construction Co.,
Victorville, Calif., is outselling six other models
in the same subdivision chiefly because it is a
four-bedroom house in a predominantly three-
bedroom area. Priced at $24,000 including a
$5,000 lot, it includes (as do Tatum’s other
models) central cooling, complete landscaping
and an automatic sprinkling system. Other fea-
tures include a sunken living room, an illumi-
nated ceiling in the kitchen and location: lots
adjoin an 18-hole golf course.

100

Charles Aaua Viva

25 SALES IN 24 MONTHS. And Drogin Homes,
San Diego, says this mark could have been
quadrupled if enough wide lots had been avail-
able. Strongest sales feature: the well-zoned
1,990-sq. ft. plan with an upstairs activity room
for children. The price, $30,500 on a $12,000 lot,
includes carpets and drapes.
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five bedrooms, 2% baths, a big family reom and
a separate utility room into its 2,222 sq. ft., this
two-story model represents 13% of Yeonas
Realty's sales in Fairfax County, Va. The price
—$30,000 on a $5,000 lot—includes central air
conditioning.
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Warren Ballard

14 SALES IN TWO MONTHS. Minchew Corp.'s
gambrel-roofed split is one of four models in a
Fairfax, Va. sub-division but accounts for 40%
of sales. Biggest reasons for its success, says the
company, are its authentic colonial design, four
large bedrooms, big closets, and large family
room (12" x 21°8”) with fireplace and beamed
ceiling. The 2,441-sq. ft. house sells for $35,450
including a $6,500 lot.

+ Harry Kalmus

7S SALES IN SEVEN MONTHS. This two-story
colonial is outselling the only other model in
H.1.K. Construction Co.'s Long Island develop-
ment—a raised ranch—itwo to one. Its big appeals
are space—2,135 sq. ft—and a main-floor laun-
dry. Designed by Architect Herman York, the
house is priced at $23,490 on a $6,500 lot.
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Thibedeau

14 SALES IN 1963. One of 35 models offered
by Harbour Associates, Boca Raton, this 1,920-
sq. ft. Florida ranch nevertheless accounts for
20% of all sales. Big reasons, say the builders,
are three full baths and a pool-side family room.
The price—$35,000 on 3 $10,000 lot—includes
the pool and air conditioning.
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Don Bush

30 SALES IN EIGHT WEEKS. Luxury Homes
credits the Tahitian design of this 1,370-sq. ft.
house in Newport Beach, Calif,, with making it
the best-seller among five models, Another popu-
lar feature: the house-wide family-dining room

separating the living-room from the bedrooms.
Price: $22,100 on a $6,250 lot.
BR
|
BR
FAMILY DIN
— pr— — -
e EIT
o e [
LIVING —-11
RAGE

0 35 10 =™
_— e e

continued

101




BEST-SELLERS conrinued

Glass Studio

18 SALES IN THREE MONTHS. The first con-
temporary ever offered by WNash-Phillips-Copus
of Austin, Tex. has nudged out the company’s
traditional models as best-seller. Key features are
a vaulted living-family room area and the four
bedroom plan. The house has 1,480 sq. ft., is
priced at $18,750 including a $3,000 lot.

3] I i
KIT  DINING

FAMILY

24 SALES IN 30 DAYS. This is the most suc-
cessful of four models being offered by Stoneson
Associates around San Jose, Calif. One reason,
says the builder, is the Bay area design by Archi-
tect A. Robert Fisher with its Pacific flavor,
strong accent textures and carefully
detailed trim. Another reason: the master bed-
room suite has a compartmented bath, a big walk-
in closet and a private sun deck reached through
sliding glass doors. The house has 1,605 sq. ft. of
living area, is priced at $27,900 including a
$6,000 lot.

on wool
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Roger Dudley

48 SALES IN FOUR MONTHS. Top seller among
seven models, this 1,800 sq. ft. ranch by United
Homes, Seattle, accounts for 30% of the sales in
its subdivision. Biggest buyer appeals are one-
level living and space for a fuiure family room
behind the garage. Price: $22,950 including a

$3,850 lot.
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75 SALES IN 16 WEEKS. Chief reason for the
best-seller status of this 1,095-sq. ft, ranch, says
Builder Alfred H. Mayer of St. Louis, is just
plain value. For $14,900 (on a $3,300 lot) buyers
get a center entry hall, two full baths, storm
windows, full insulation (3” in walls, 7” in ceil-
ings) and air conditioning.
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Norton Earl
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18 SALES IN THREE MONTHS. Hillpark Homes of San Mateo, Calif. is
so pleased with the success of its first 25-house condominium unit that it is
planning a second group of 46 houses. Buyers especially like Architect
Mogens Mogensen's well zoned, three-level plan. Elevators, a $5,000 extra,
have proved surprisingly popular; there are three in the first group, and
Hillpark plans about ten in the second, The two-bedroom unit (plan below)
is most popular. It sells for $45,000, of which $13,500 represents land.

. o
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55 SALES IN THREE MONTHS. Sales have out-run completions ever since
Douglass Construction Co. opened these condominium, cluster-plan town-
houses in San Clemente, Calif, last October. Next to the location (a bluff
overlooking the Pacific) the biggest sales appeal is low maintenance. Buyers
pay $32 a month for gardening, trash collecting, grounds lighting, water,
insurance and periodic exterior painting. Price of this 1,200-sq. ft. model:
$26,000, of which $9,500 is land. Architect: Edward H. Fickett,
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Don Bush

59-UNIT SELLOUT IN TWO WEEKS. And when
Rowe Development Co. of Anaheim, Calif. re-
cently opened its second group of similar con-
dominium townhouses, 24 more were sold in the
first two weeks. The company attributes its suc-

cess to the large, livable floor plans and an
artful blend of modern and traditional design.
The four-bedroom, 1,400-sq. ft. model (plan right)
is the most popular, It sells for $24,950, of
which $4,000 represents land. Air conditioning
and carpeting are included. Architect: Charles
Lesser.
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NEWEST MARKETING TRENDS:

These 21 features
click best in today’s
best-selling houses

“Yesterday’s luxuries have become today’s necessities.” So
says Builder Richard Fox of Plymouth Meeting, Pa.

And so conclude House & HoMmEe’s editors after sampling
140 leading builders who last year sold a total of 35,000
houses (equal to almost 4% of one-family starts) priced
from $10,000 to $65,000.

Builders were asked what features they include “at no extra
cost.” Their answers—reported and illustrated at the right and
on the next six pages—make two points clear:

I. Many standard luxuries and conveniences of yesterday’s
upper-price houses are now also standard in today’s lower-
priced (under $16,000) models. Items: eating space in the
kitchen, formal dining rooms and walk-in closets.

2. Regardless of price class, more and more of yesterday’s
optional extras are becoming standard features. Items: panel-
ing, big mirrors in baths, fireplaces and even carpeting. Hous-
ton Builder Glen Norwood puts carpeting in houses priced
as low as $10,100—and insists that buyers take it although
it's not included in the mortgage.

Most of the features shown here are highly visible. But
more builders are also including less obvious features like
water heaters with ten-year guarantees, 100-amp. electric
service with circuit breakers, maximum ceiling insulation and
full-thick insulation in walls. Air conditioning, too, is coming
on fast—even in low-priced houses. It’s standard in Norwood’s
$10,100 models. And Alfred H. Mayer, fastest-selling builder
in St. Louis, includes it in models starting at $14,200.

And that’s not all. House & HoME’s sampling also turned
up other features that are gaining acceptance and making sales.
Examples: deep roof overhangs, sheltered entries, cedar-shake
roofs, exterior stonework, man-doors in garages (so the car
door need not be opened to take out tools), pegged-oak floors,
sunken bathtubs, better light fixtures, window seats in family
rooms, laundries in bedroom corridors and little niceties like
plastic-laminate window sills and plate warmers.
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1 Dining space in kitchens is a must with 95% of the builders surveyed.
“Housewives find it much easier to feed the family and a lot friendlier when
they entertain,” says Builder Roger Kavanagh, Greensboro, N.C., whose
kitchen arrangement is at left. Added kitchen space for dining is like added
bedroom space: there are no mechanical requirements, so the cost runs from
$3 to $6 per sq. ft., most builders find.

Julius Shu!man

2 Big mirrors in bathrooms and bedrooms are a big hit with customers
of 89% of the builders. The mirror above cost Drogin Homes, San Diego,
less than $2.50 per sq. ft. installed. It brightens the whole room, makes it
seem bigger. Says one builder: “The days when you could simply put a
medicine cabinet with a mirror door in a bathroom and let it go at that are
long gone in houses priced over $20,000."”

continued
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3 Paneling is a best-selling feature for 82% of the builders sampled. This
picture shows how Drogin Homes, San Diego, uses prefinished, cherry ply-
wood paneling for an accent wall. “Buyers want paneling’s warmth and
richness, so we use it in virtually all our homes,” says Drogin's Jon Shake-
speare. Plywood manufacturers say paneling is used today in 9( of all
homes priced over $16,000. Added cost: 30¢ to 40¢ per sq. ft. more than
decorated drywall.

Fred Farish

5 Walk-in closets, especially in the master bedroom, are a sales asset for
66% of the builders. These mirrored closets in an Alco-Pacific model at
Westminster, Calif. are positioned conveniently off the big bath-dressing
room at right, In two years, most builders predict, buyers will demand the
convenience and big storage of walk-in closets in master bedrooms in all
houses priced over $20,000.

fus Shuiman

J

Warren Ballard

4 Formal dining rooms are a big sales booster for 76% of the builders.
This one, by Builder John Minchew, Annandale, Va. has a traditional
chandelier and wainscot h molded paneling on the walls. Designers gen-
erally agree that formal dining space is a necessity in tradi

priced over $20,000 but not so important in contempor

meals are less formal, too. Adding formal dining space to a basic house
costs from $3 to $6 per sq. ft.

Maynard Parker

6 Marble-like materials in bathroom vanities are a top feature for 63%
of the builders. This vanity top in a Larwin Co, model, Los Angeles, is cul-

tured marble—it is cast in molds and finished with a clear hard| plastic.
Says Larwin’s Tom Bishop: “This feature is popular in all price classes here
in California. It costs only $5 to $15 more than a shaped, plastic-laminate
vanity, depending on size.”

HOUSE & HOME




Fred Farish

7 Fireplaces are a strong sales nudge for 63% of the builders. In some
areas, like the Northeast, houses over $18,000 won’t sell without them.
(They're built into 75% of all new houses over $20,000, according to fire-
place-equipment makers.) Fireplaces shown here are in the houses of Los
Angeles Builder Leo Shanahan (above), Virginia Builder John Minchew
(left) and San Diego’s Drogin Homes (lower left). Costs, including chim-
neys and foundation, run from $800 to $1,500.

Warren Ballard

Don Bush

Charles Aqua Viva

8 Changes in ceiling or floor
levels help 58% of the builders
make sales. The picture at right
shows how Luxury Homes, Fuller-
ton, Calif, used a dropped floor in
the living room and a dropped
ceiling, with lighting troughs on
either side, over the hallway. The
floor-level change cost about $30 in
framing and finishing, dropped ceil-
ing with lighting about $90.

continued
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9 Dressing alcoves in master bedrooms are best-selling features for 50%
of the builders. The one shown above, in a two-story Brown & Kaufmann
model in northern California, makes a 15’x15° bedroom seem even larger
because nylon carpeting extends from the bedroom into the 88-sq. ft. alcove.
Cost of this added space is less than $350 since the alcove has a vanity
lavatory, which greatly reduces sizes of the bath (right of closet doors).
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Julius Shulman

Darrow M. Watt

10 Double front door of this

Los Angeles model offered by
Builder Harlan Lee costs only $50
more than a single front door. Each
door is a 13%"thick solid core
mounted with three nylon-bearing
hinges; the two handles dre de-
signed to look like medieval pikes,
Fifty per cent of the builders
sampled say double-entry doors are
best-selling features of their models.

1 1 Luminous ceilings in kitch-
ens and inside baths are standout
features in models built by 47% of
the builders, Ceiling shown at right
in John Long model in Phoenix has
aluminum T-channels fastened to
hangers from bottom chords of
trusses. Fluorescent strips are in-
stalled in regular outlets above poly-
styrene light-diffusor panels fitted to
the T moldings. Cost: $80 more
than decorated drywall ceiling.

HOUSE & HOME




Norman York

1 2 Sliding drawers in kitchens, like these in

John Long's Phoenix houses, are featured by
10% of the builders. The extra cost over shelf-
bracketed cabinets is less than $15. Heavy-duty
sliding drawer hardware costs $4 ner base cabi-
net, or $20 for the five in this kitchen. The hard-
ware will support as much as 100 Ibs. when the
drawer is fully extended. It is installed simply
with screws al the sides
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Norman York

13 Kitchen pantries are making a strong

comeback: 42% of the builders sampled now
offer them. The one shown above in a John Long
model is framed easily—shelves are built into a
partition thickened for this purpose. Doors are
prefinished plywood, shelves are pine, and the
total cost is about $25—Ilow for this much shelf
space compared with square-foot costs of other
kitchen storage.

Steven Lustig

14 Work desks in kitchens are now featured

37% of the builders, and it is a rare housewife

whn does not want such executive office space
to plan and coordinate her many home-maker
tasks. Cost can be as low as $6 to $10 for a slab-
door desk top and from desk with
cabinets underneath, The one shown above,
of furniture-finish plywood, is in a Simonds &
Stringer model in Lafayette, Calif,

$24 up for a
made

August Beinlich

continued
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Julius Shulman

15 Filigree-patterned space dividers, like the one above separating
living and dining rooms in one of Harlan Lee's Los Angeles houses, are
increasingly popular. This is particularly so in over-$25,000 homes, and 34%
of the builders use them. The filigree may be anodized aluminum, painted
steel or molded plastic. Frame heads are bolted to truss chords, rafters or
set-in bracing. Costs are $30 to 0 depending on size and material.

17 Compartmented bath

because so many buyers want baths that can be used by two people at the

are key features for 26% of the builders

same time. Glass compartment doors should have wi
for safety as in this bath in a Ross Cortese co-operative apartment in Cali-
fornia. Compartmented baths space which costs about $8 a sq.
ft. Reinforced glass doors cost $3 to $4 a sq. ft.

mesh reinforcement

Fred Farish

1 6 Built-in planters of stone, brick or metal are offered by 29% of the
builders—usually in entrance foyers like the one above in a Sycamore Homes
model in Brea, Cal but often in living or family rooms and sometimes in
baths. Planters filled with soil must have lead or copper pans and drain
lines; others with potted plants should have rock filler so spent water can
evaporate. Costs run about $2 per sq. ft.

1 8 Carpeting in living rooms, featured by 18% of the builders, suggests
luxury to most homebuyers. Carpet manufacturers report that, outside the
Northe: of all new houses above $18,000 are sold with carpets in
some part of the home. Areas often carpeted: bedrooms and living room.
Most carpeting in builder models is nylon, which costs $4 to $10 per 5q. yd.
installed. Above: a Leo Shanahan model interior in La Habra, Calif,
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19 Big hallway storage gains more and more buyer acceptance as
homeowners accumulate possessions at an almost alarming rate—movie
equipment, games, sporting goods, card tables and other items best stored
near living areas. Leo Shanahan’s hall storage (above) includes base cabi-

shelves and full-height closet doors, Cost: $7 per lin, ft. of shelf space.

Extra hall storage is a best-selling feature, report 8% of the builders,

Jullus Shulman

sider them a best-selling feature.

particularly in large houses on large lots. Extra costs include $4 to $6 per
sq. ft. for larger windows or sliding glass doors; exterior fencing ranges
from $1 per lin. ft. for lath to $8 for masonry walls. The handsome bath
shown above is in a Harlan Lee model in Los Angeles

2 1 Interior courts, offered by 11% of the builders, can range widely
in size, shape, location and cost (at times, no more than a few dollars’
worth of fencing connecting two wings of a U-shaped house). The nce
courtyard (below) of a Hendryx & McCord house (left) in Port Arthur,
Tex., achieves an authentic Spanish territorial style through use of many
materials imported from Mexico—hand-carved entrance gates, terra cotta
tile for the fountain and floor surface (the tile extends into the foyer and
gallery), and lighting fixtures (not shown). Designer was Roger Rasbach,

J. C. Watkins




CARNIVAL TACTICS

NEWEST MARKETING TRENDS:

They are on the way out because they no longer help—and often
hinder—selling in today's market. The photos above show mer-
chandising tricks from housing’s recent past that are now viewed
by leading builders surveyed by House & HoME as detractions
or distractions in and around model houses.

Going or gone are such gimmicks as the lived-in look which
often contributes to a messy looking house and which, as one
builder points out, no longer generates the word-of-mouth traf-
fic it once did. Gone almost completely are carnival tactics—
balloons, clowns and costumed hirelings—that do little more than
attract the curious. Going or gone is the over-use of antiqued
mirrors that were supposed to make rooms look bigger but often
left prospects with the impression they could not afford a house
with expensive decorating. Says one builder: “We want our
$25,000 houses to look like $25,000 houses—neither more, nor
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OVER-PLACARDED KITCHEN

PRODUCT DISPLAY

TRAFFIC RUNNER

Gimmicks are on the way out

less. Showy things make them look more expensive than they
are.” Going or gone are over-placarded rooms. Placards were sup-
posed to call attention to features not readily noticable but tended
to call attention only to themselves or to clutter up the rooms.
Builders who still use placards do so only to point out exclusive
features not offered by competitors, to meet legal requirements
that they label what’s not in the price (e.g., carpeting) or to re-
mind salesmen to talk up certain features. And they usually limit
themselves to small, finely lettered signs. Products displays, par-
ticularly those that promote optional-at-extra-cost appliances, are
rapidly disappearing. Seventy per cent of respondents to the H&H
poll say they use no product displays at all. Traffic runners and
rugs, favored to protect carpeting from wear and tear, are falling
into disuse as more builders find that sunlight fades protected and
unprotected areas at uneven rates.
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MODEL HOUSES FACING AN OPEN STREET

... and skillful staging is in

Today's most influential merchant builders are convinced that
model houses must be sited for maximum eye appeal and for at
least subtle traffic control. Their methods differ as the photos
above show. But they all plan their model houses and offices as
artfully designed stage settings.

Builders polled by House & HomE are almost equally divided
on whether it is better to use a closed trap (or deer run) that
funnels all model-house traffic through a sales office or an open-
house plan that frees prospects to roam through the models and
leave without being nabbed by a salesman. But the underlying
trend seems to favor a more open, informal arrangement that
keeps prospects from feeling trapped.

Free-and-easy-access to model houses is preferred by big Cali-
fornia Builder William Lyon in five out of six of his model-house
areas (prices range from $16.950 to $35,000). But a separate
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sales building zhi’ough which all prospects must pass is used by
Pacesetter Homes to sell its goif and beach-oriented Shorecliffs
project near San Clemente. This sales pavilion is next to one of
five models (see cover). A community clubhouse doubles as a sales
office for Douglass Construction Co., which sells $26,000-and-
up condominium units in its Colony Cove project. A specially de-
signed garage in one model house serves as a sales office at an
American Housing Guild project ($18,000 price range) in San
Diego. A streetscape of houses is Palo Alto Builder John C.
Mackay’s smoothly sophisticated way of presenting his $25,000-
and-up models, which are sold from a garage office in a model
at the head of the street. House & Home's builder poll shows
that over half of the influentials put their sales office in a garage;
35% have a separate sales building and the rest use a basement or
room in a model as an office.

continued
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LUSH LANDSCAPING

PARK-LIKE SETTING

Marvin's

FENCED BACKYARD

PRIVATE PATIO

Julius Shulman

BOXED TREES

More models are landscaped to relax buyers and sell them on neighborhoods

“People buy location before almost anything else,” says Min-
neapolis’ Orrin Thompson, “so we do our utmost to give our
houses an established look by spending more money for land-
scaping.” With that thought in mind, builders surveyed by Housk
& HoME say they are relying more on the professional help of
landscape architects to enhance the exteriors of their models.
Some landscaping techniques are shown above. A parklike
serting is created by many of southern California’s sales leaders,
among them Luxury Homes’ William Lyon who believes attrac-
tive, natural surroundings do much to put people in a relaxed
buying mood. Like others, he heightens the effect with fountains
or waterfalls. Boxed trees that can be moved from one model
area to another are used by American Housing Guild, San Diego’s
biggest builder. Lush landscaping adds texture and depth to a
$29,000 model by Jack Conrad in Hacienda Heights. Conrad

114

calls an impressive entryway a prime sales attraction and land-
scaping an essential for the best effects. Fenced backyards and
private patios are being built around many model houses: Powell
Homes, Kent, Wash. shows how backyard privacy can be en-
hanced by fencing around an L-shaped model, and Builder-
Realtor Maurice Hertzfield built a private patio to show how
townhouses can provide outdoor privacy at his University Mews
project in Philadelphia.

Builders surveyed also say they are selling the benefits of
outdoor living by sodding the whole lot instead of just the front
half and planting larger-diameter trees and specimen shrubs.
Some builders are even sodding over the driveway and the street
area to achieve a greener look around models. Other builders
are putting down white stone in driveways, building completely
landscaped patios and including these items in their prices.

HOUSE & HOME




Fred Farish

RESTRAINED DECOR

CARPET AS FAR AS THE YE CAN SEE

VIEW TO OUTDOOR LIVING

More models are furnished to sell the houses

“We want a livable looking house, not a decorator’s dream pre-
sentation,” says ex-NAHB Merchandising Committee Chairman
Stephen G. Yeonas. His comment is echoed by other influential
builders in House & HomE's marketing survey.

Over 60% report they are now furnishing their models more
conservatively than in the past. Says Albuquerque’'s Dale Bella-
mah: “We have found, as most discerning merchandisers have,
that a high-powered furniture show usually detracts from the
effect of the house. A modest, well done furnishing job is much
more effective in displaying house features.” Says Dallas’ Fox &
Jacobs: “We want more realism, more coziness, less of the
startling and dramatic.” Adds Seattle’s Hebb & Narodick: “Lavish
furniture makes people say ‘it’s beautiful but beyond our means.””

The photos above show the more important trends taking
place in today’s furnished models: The restrained decor of the
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Don Bush

29

John Hartley i

Y

ANTIQUES

instead of the decorators

living room in one of Douglass Construction Co.’s San Clemente,
Calif. models is enhanced by well-scaled furniture placed for
easy conversation. Carpet as far as the eye can see is typical of
most of today’s furnished models—a trend made graphic by
carpeting on two levels and the stairs in a $30,000 model by Leo
Shanahan & Sons, Tustin, Calif. Antigues are used in each of
Dutch Haven's five models (priced from $16,950 to $22,500)
in Conejo Village, Calif. Aim: to project a homelike atmosphere
and to convince prospects their own older furniture will not be
out of place. A view of outdoor living is dramatized through
drawn drapes by Brighton-Bilt Homes’ Joseph R. Bolker, Beverly
Hills. A fire in the fireplace and lighted lights give a feeling
of warmth and intimacy in another Douglass Construction model.
Most builders now leave lamps lighted all day, and more builders,
even in warm climates, keep a fire going on chilly days.

continued
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Wests most

Jack Papazian

Don Bush

Darrow M. Watt

HOW MUCH DOES IT COST?

WHO IS THE BUILDER?

Displays and literature concentrate on answering buyer’s five basic questions

Top merchandisers surveyed by House & HoME agree that point-
of-sale displays have boiled down to the five essentials shown
above. Each answers a basic buying question:

Where is it? Location maps, like the one shown above for
Deane Bros. Seahaven project in Huntington Beach, are growing
more elaborate and more graphic. Many builders now use aerial
maps to show every feature of the surrounding countryside.
Whatever form these displays take, they tell buyers where the
subdivision is in relation to schools, churches, shopping, recrea-
tion, major highways and employment opportunities.

What kind of houses are offered? This question is answered by
elevation and plan displays like the one above for Perma-Bilt
Enterprises, San Jose, Calif. Prospects get a close, leisurely look
at floor plans, which are displayed on a glass-covered counter-desk
directly under wall-mounted elevations.
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What about materials and color options? This question is an-
swered graphically by color and materials boards arranged in a
color-coordinated pattern, as in the Perma-Bilt display above.

Wheo is the builder? More and more builders are using institu-
tional displays. Reason: customers want to know almost as much
about the builder’s reputation as they do about his houses. Perl-
Mack, Denver, displays awards and publicity on wall mounted
panels where they can be massed for extra dramatic effect. Some
builders show photographs of their past subdivisions or list the
names of past buyers.

How much does it cost? Sales brochures, like the one above for
St. Louis Builder Alfred H. Mayer, are bigger and more impressive.
And they often have blank pages or inserts where salesmen can
fill in prices and terms. One reason for their swelling formats: to
keep prospects from throwing them away.

HOUSE & HOME




Maynard Parker

OFF-SITE MODELS

SALES THEME FOR SALES OFFICE

DEMOUNTABLE SALES OFFICE

Rene Laursen

Les Walsh

Look for these new merchandising trends to grow stronger in the future

Each of the five pictures above shows a new trend in home
merchandising found in California where many trends start.

The impressive permanent sales office and administrative com-
plex was built for Ross Cortese’s new Leisure World in Laguna
Hills, a $500 million recreation and retirement community for
40,000 people. The building, which houses Cortese’s own furniture
company and a branch of the United California Bank, is a typical
merchandising gambit by innovator Cortese, who sold 3,600 units
in 18 months at his first retirement community, Many developers
of America’s new towns (H&H, Feb.) are building impressive
offices like Cortese’s to project an image of stability.

Golf carts are used by Pacesetter’s John Klug to tote prospects
around a subdivision. Klug borrowed the idea from mobile-home
parks, some of which restrict autos to the perimeter of parks.
Cortese, too, uses golf buggies, but he had half a dozen extra-
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large ones made.

Off-site models like those of scattered-lot builders are used by
big builders like William Lyon (above) and Larwin. They helped
Lyon sell $30 million in housing last year, cut his marketing
costs by serving as big permanent billboards.

A sales theme for a sales office is typical of several big
California projects. The mast and nautical paraphernalia around
John Douglass’ sales office carries out the bathing-boating-fishing
theme of his Colony Cove retirement community in San Clemente.
Way-of-life sales themes often stress recreation.

Demountable sales offices make particular sense for devel-
opers of giant communities. The prototype above was built by
Sunset International Petroleum Corp. which is starting five new
towns in California. It cost $18,000, can be moved from site to
site inside a new town divided into many subdivisions.




NEWEST MARKETING TRENDS:

At last: a new and
tested technology
for successful

trade-in programs

118

“The trade-in was the pot of gold at the end of the rainbow
during the early 1950s,” says Realtor-Trader Ray S. Jambor, St.
Paul, “but the trade-in of the early 1950s presents very few ele-
ments which now constitute the true image of what a trade-in
should be.”

Looking back at the housing industry’s ten experimental years
of ups-and-downs, ins-and-outs, ifs-and-buts about trade-ins,
Realtor-Trader W. 1. Berman, Pittsburgh, concludes: “Today’s
trade-in is not a trade at all. It is a calculated risk taken to effect
a sale.”

Why are more and more housing professionals beginning to
take this calculated risk?

Says Alan Brockbank, past president of NaHB and a former
chairman of its Research Institute: “If it were not for trade-ins,
we would be going out of business in today’s market, one that
must be compelled, through sheer desire, to upgrade its standard
of housing. To accomplish this, an attractive and workable trade-
in program is an absolute requirement. Nearly three-quarters of
all our business involves trading.”

Says Don Huber, chairman of NAHB's merchandising commit-
tee: “Trade-ins are inevitable in the future. As customers become
even more convenience-minded about homebuying, there can be
little doubt that in the next decade trading will become a fairly
standard procedure.

Say Builder-Traders Peterson & Morretti, San Mateo: “Our
nine year-old trade-in program is responsible for 50% of our
sales.” (Peterson & Morretti are among the 50% of a recently-
surveyed group of influential builders who said they are now
trading actively—see p. 112.)

Says Lender Louis Meyer, president of South Jersey Mortgage
Co.: “A vyear after we started our Operation Trade-Up plan
(H&H, Aug. '61), we were so swamped with requests for participa-
tion in it that we had to make a decision as to whether to sponsor
a nation-wide trade-in program or stay with our basic business,
mortgage financing (for details, see p. 119).

Says Builder John R. Worthman, Fort Wayne, who sold the first
home he built in 1924 with a trade-in deal and who has prob-
ably been the country’s leading exponent of trade-ins ever since:
“About 75% of our building involves, in some manner, the dis-
posal of a used house . . . and our customers consider it a
special favor.”

Says Builder Joel Coley, Oklahoma City: “My trade-in pro-
gram works better than ever. It was responsible for 20% of my
new-house sales right after World War II. It is now responsible
for 80%."”

So the purpose of this report is to help more traders and would-
be traders calculate their trade-in risks better. If traders learn to
do this, they could well become the main force behind upgrading
more Americans for better quality housing. And trade-ins can
become a key way to develop more successful management men
in the housing industry.

What does it take to make some builders (and the mem-
bers of their trade-in teams) successful in today’s market?

First you have to be sure you have a trade-in potential.

A trade-in market should be strong in built-up equity, prefer-
ably in FHA and va-financed houses. Says Realtor-Trader John
Coons, Deerfield, I1l.: “We have been astonished to find that the
new house the buyer can afford is worth about 50% more than
his old house can be sold for.” Rule of thumb: the value of the
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average trade-in house should generally be no more than two-
thirds of the value of the new house. Says Builder Don Huber:
“Builders who trade houses should normally be building in the
higher price categories, thus appealing to the market that can and
should trade up.”

A trade-in market should be a market-on-the-move, one that
reflects today’s massive shifts in population—particularly as these
shifts reflect the trend to more corporate transfers (in most cases,
ideal prospects for trading up) and the trends to earlier retire-
ments and the just-beginning family formations of war babies
(both groups, in many cases, prospects for the house taken in
trade). Census figures show that Americans are moving from one
home to another at the rate of 15 million a year. Of these, 7.5
million will move again within five years.

Other marketing guide-posts for trade-in opportunities: does
the market reflect today’s bigger families? Does it reflect today’s
better incomes? Does the lending fraternity back up the trade-in
program provided by the Housing Act of 1961, which guarantees
FHA loans of “80% of value for a term of not more than 18
months, if such loan is made for the purpose of facilitating the
trade-in or exchange of a home or combination of home and busi-
ness property.”

Second, you need a proprietary attitude about trade-ins: You
must consider them a major part of your effort to sell new homes.

If the market qualifies, most traders estimate that a builder can
boost his sales of new houses from 25% to 40% with the right
trade-in program. Builder Don Huber warns: “Builders must gear
their entire organization for trade-ins and, generally, have a sep-
arate organization to handle trade-ins. They cannot be handled by
new-house salesmen on a part-time basis or as a supplemental job.
Selling trade-ins must be a separate and aggressive sales effort.”

How does a would-be trader develop a separate trade-in
organization to sell more new houses?

Here are four ways to do it, usually depending on the avail-
ability of other housing professionals willing to participate.

1. A trade-in minded builder can team up with a trade-in
minded realty firm. This method is generally preferred by most
small-to-medium sized builders. Advantages: when a builder can
count on his realty man to take an existing house in trade as
downpayment (or even further equity) on a new house, then new
house production keeps rolling along on a construction schedule
that means lower cost per unit. Instead of building speculatively,
the builder begins to take orders from models and blueprints.
Thus, working capital can be stretched because he can obtain
larger construction loans on the basis of his buyer contracts. (Not
all builders rely on realty men to take the used house in trade;
some are willing to do it themselves—see p. 121).

Advantages to the realty company: added income from com-
missions for selling new houses (if the builder gives him new-
house business; some do, some don't), for realty men can thus
make two sales with two commissions on every trade-in deal.
Their new builder affiliation naturally supplies new listings and
is also the basis for setting up chains of resales. Moreover, op-
portunities are opened for out-of-town trading, a good mer-
chandising tool for families on the move. The company can ac-
cept and dispose of homes in other cities by getting a real estate
agent there to appraise the home FHA. After agreement on the
valuation has been reached, he signs a contract with the owner
(sometimes subject to appraisal by the initiating realty firm). If
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the contract is approved, the used house is placed for sale with a
local realty firm. Says Realtor-Trader E. T. deCelle, Mobile:
“People who know from your advertisements or by word of
mouth that you are in the market to trade are very likely to ask
you to take over their houses when they are leaving town. A
trade-minded Realtor can thus work very profitably with a trade-
minded Realtor in another town.”

Concludes Realtor-Trader Alger F. Quast, Detroit: “Every
real estate broker will soon have to get into trade-ins or be with-
out the tool to compete in tomorrow’s real estate brokerage field.”

2. Some builders set up a separate brokerage division within
their own organizations. It needs a separate sales staff trained to
take trade-ins and sell them in volume. If a builder can do this,
he not only exercises closer control of his trades but is also able,
if he chooses, to cut prices on both new houses and houses traded
in because every deal involves two profits and he escapes paying
the realty broker’s fee or commission. In addition, trade-in homes
can be chain-traded for multiple profits.

Capital requirements are relatively low if the trade-in staff is
on its toes. Says Builder-Trader Leland Lee of Dallas: “The one
house in four that we may have to take over requires about
$2,000 equity money. Since we have at least a $1,000 profit on
the new house to work with, another $1,000 is generally all that’s
needed to acquire title to the existing mortgage.” Lee considers
the $1,000 investment small because he rolls over this kind of
capital about four times a year and nets about 18% on it.

With a Guaranteed-to-Trade plan (see p. 120) the risk is even
smaller. The trade-in house is usually sold within 120 days, before
the builder has to take title.

3. Builders can team up with lenders for trade-ins. Most nota-
ble example: Operation Trade-up, sponsored by South Jersey
Mortgage Co., a plan which allows any builder or realty firm to
offer to trade without financial risk and at no cost.

When a new-house prospect wants to trade, OTU gets an FHA
appraisal (the $25 fee is paid by the prospect) and then offers a
guaranteed price based on the FHa appraisal less selling costs. The
prospect has 45 days to get a better price or accept oTU's offer.
For its service oTu gets 1% of the appraised value of the old
house. This covers oTu's promotion costs to would-be buyers. oTu
then turns the house over to Realtors. oTUu does not seek a profit
on its service to builders and realty firms; nor does it insist that
they give South Jersey their mortgage business. But the company
gets a share of the extra business created by encouraging more
homeowners to look for new houses.

4. Builders can work with a middleman-underwriter such as
First Trade-In Homes Corp. of Chicago. ¥Tin's plan works this
way: the prospect signs a sales agreement for a new house with
a builder, with a proviso that if Frin does not make a satisfactory
offer on his old house within r:ine days, the agreement is canceled.
The homeowner’s good-faith money ($25) goes to FTIH as an ap-
praisal fee. FTin then offers the prospect 7% under the current
market value of the used house, which will let them pay a 6%
Realty commission to sell the house and allows for a 1% transfer
fee. If Frin sells the house for more than the offered sales price,
the homeowner gets the difference. Also, if the homeowner wishes,
he can have a period—typically 60 days—between the time he
accepts the offer and moves into his new home to try to sell the
used house himself or through his own broker. Fria charges home-
builders a fixed percentage fee, based on the sales price of the
new house, to offset resale costs and to establish its profit.

continued
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TRADE-IN PROGRAMS conrinued

Here are the top sources
of insights into

today’s new

trade-in technology

® Nearly 50 builders, realtors and lenders
featured in H&H articles on trade-ins in the
last decade were asked to re-appraise trade-
ins as they will (or will not) be used in
1964.

® Chairmen of wNaHB'S merchandising
committee were asked to give their ideas
of the present and future importance of
trade-ins, why trade-ins work for some
builders and not for others,

® pH&H covered in full the sro Home
Trade-in session of the International Trad-
ers Club at the annual NAREBR convention
in New York City, last Nov. 14.

® n&H gratefully acknowledges research
assistance from The Monthly Trader, a
publication issued to some 5,000 members
of the International Traders Club of NAREB.

® HaH also gratefully acknowledges re-
search assistance from the home products
division of Minneapolis-Honeywell Regula-
tor Co., which has issued six booklets on
successful trade-in techniques.

® H&H surveyed the merchandising meth-
ods of outstanding builders for this special
merchandising issue. Questions on trade-ins
were included.

Says successful Realtor-Trader Alger F.
Quast, Detroit: “No one should adopt a
trade-in operation to its fullest extent from
another’'s plan, however successful, since
there are peculiar conditions that vary from
area to area.”

It is in this spirit of advice and caution
that H&n presents this six-page compendium
of today’s most successful trade-in plans.
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Here are essential ground-rules
for gearing 1964 trade-ins

to minimum financial risk

to builders and their buyers

Every ground rule for trading should be firmly based on the fact
that today’s prospects do not realize that homes depreciate just as
automobiles do.

Says Builder Don Huber, chairman of NaHB's merchandising
committee: “The public is still reluctant to take a loss on old
houses, and that's one of the most important reasons why so
many trade-in programs have been such roughgoing for so many
builders. Many prospects still remember the days, shortly before
the war, when you bought a new home, lived in it for several
vears, and sold it at a profit thanks to inflation. For a long time,
this idea was encouraged by many homebuilders; many actually
used it as a selling feature. You might even say that many home-
builders created one of the biggest reasons why trade-ins have
not caught qn the way they should have.” The trader’s problem,
then, is to give his new-home prospect a readjustment in thinking
about home values—new and old—and to make trading painlessly
convenient for his prospect, with little risk to himself.

Ground rule No. 1: decide which type of trade-in plan is
best for your market and building operation

There are three trade-in plans available to you:

1. The Time-Limit Option plan is hardly a trade at all. A
builder simply agrees to build or sell (and the prospect is com-
mitted to buy) a home if the prospect or the builder (and per-
haps his Realtor) can sell the used home within a stipulated time,
usually 30 days. In no case does the builder agree to take title to
the used house. And in some instances, the builder includes a
cancellation clause in case another readier-to-close prospect wants
the new house. This plan works best when the builder and pros-
pect cannot agree on a trade-in price; when the builder does not
want possession of a used house under any circumstances; when
the used-home owner's equity, if discounted under a Guaranteed-
to-Trade Plan (below), is not large enough to cover the new home
down payment. Builder-Trader John Worthman recommends this
plan for project builders who want to begin a trade-in program
with practically no capital investment.

2. The Guarantee-to-Trade plan lets a builder close the sale of
the new house and lets his customer try to get the best possible
price for his used house while waiting for the new one to be com-
pleted. The builder guarantees his buyer 80% to 90% of the
estimated market value of the used house if it is not sold within a
stipulated time (anywhere from 30 to 120 days). Normally, the
house will be sold within the allotted time period and there is no
actual trade. A builder or builder-realty team can keep the sales
commission in the family by stipulating that they handle the used-
house sale.

3. The Straight Trade-in plan requires the most capital invest-
ment and puts heavier emphasis on quick turnover and shrewd
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appraisal. The customer buys the builder’s new house. The builder
takes over the used house immediately., This plan is most ad-
vantageous where the builder can promise almost immediate oc-
cupancy of the new house as an incentive to close the deal or

where the builder wants to close out the last few unsold houses
in a subdivision.

Ground rule No. 2: after deciding on a trade-in plan,
decide on the financing and teamwork you want

Under ideal conditions of appraisal and timing, most good
residential trade-in teams say little or no capital investment is
required. But all have some reserve funds to use if they must
take title to a trade-in. Here are three different ways to provide
a financial cushion against trade-in mistakes.

Realtor-Builder John G. Clarke, Portland, formed a guaranty
corporation capitalized at $100,000. He continuously adds to its
worth by putting in a share of his trade-in profits over and above
the sales commission.

Realtor Frank J. Burke, Peoria, advises would-be traders to per-
suade local federal savings and loan associations to use the trade-
in program provided by the Housing Act of 1961 (which allows
80% unamortized loans for up to 18 months). Says Burke: “In
most cases, an s&L will let the property stand on its merits for
mortgage security and will advise you within the limits of good
judgement as to how much indebtedness you should obligate your-
self.”

Realtor A. C. Brickell, Pittsburgh, helped organize a coopera-
tive trade-in corporation. Eight brokers, on the strength of their
financial statements, obtained a $100,000 line of credit from a
local bank. This lets them act quickly on trade-ins, without being
subject to some of the confining delays of dealing with banks,
mortgage bankers or building and loan associations, or FHA and
VA appraisals.

Other methods of financing are described on page 119 (“How
does a would-be trader develop a separate organization to sell
more new houses through trade-ins™).

Ground rule No. 3: decide who takes over the trade-in if
you have teamed up with an outside realty firm

Some builders want to take over a trade-in, some do not. Real-
tor F. Ross Ellis, Lakewood, Ohio, gives an example of the kind
of trading that encourages builders to take over the trade-in if
necessary: a realty company offers the builder’s new house for
sale at $47,500. A prospect can afford the house but has a used
home valued at $35,000 and cannot afford to carry both houses.
The builder agrees to take the house in trade. Closing of the new
house is set for 60 days. At the end of 30 days, the realty man
sells the used house to a buyer with a $25,000 trade-in; the
builder agrees to the trade. The realty man then finds a buyer
for this second trade-in who owns an $18,000 house. The realty
man sells the third house to a buyer without a trade-in, earning
$7,530 on the three deals. At each step in this chain, the builder
was willing to take title to the next smaller house because it would
release some cash to the builder and reduce the amount he would
have to pay in interest on the money to capitalize the deal. If
the builder had to take title to any house, he would have acquired
it at met and the realty man would have earned a commission on
that property only when it was ultimately sold.

Realtor Calvin J. Harris, Wilmington, describes how to operate
when a builder does not want to take over the trades and asks
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the realty man to do so: an amount equal to a commission on
the new house is subtracted from the trade-in valuation, so the
realty man receives a commission on both houses.

Another method, used by Monroe Development Corp., Alex-
andria, Va., is a shared-risk method. Monroe agrees to take in
the trade if necessary, but charges the builder 2% of the ap-
praisal value of the used house whether title is taken or not.

Ground rule No. 4: sell the seller on a new home first,
then appraise the house he wants to trade

“No home should be appraised for trade-in purposes and no
commitment to purchase should be issued until the client has
firmly obligated himself, in writing, in a manner legally binding
him, to buy a specific home at a specific price under specific
terms, contingent upon the execution of a mutually satisfactory
trade-in agreement on his present home . . .".

So advises Realtor-Trader W. 1. Berman, Pittsburgh.

The trader’s biggest job is to readjust the typical prospect’s at-
titudes about housing, old and new.

He must be shown, through a demonstration of new house
values, that old houses depreciate, that inflation no longer guaran-
tees him an automatic profit on an old house.

Then he must be shown how the trade-in program works for
him: it lets him buy a new house when he wants to, not when the
need is critical; it converts his equity in his present home into the
down payment on a new one even though legally his assets are
tied up in his present home; it lets him avoid the possibility of
owning two homes and making two mortgage payments; it lets
him get a firm financing commitment on the new house because
he has a definite commitment on the net equity of his present
house; it lets him make definite moving plans—with no temporary
housing—to meet school registration dates, job transfers or vaca-
tion schedules.

Finally, the prospect must be given a brief trade-in presenta-
tion that shows what expenses he would incur if he tried to sell
the house himself.

Only when the prospect is convinced that he is in good hands
for a possible good trade-in value—convinced to the point where
he signs on the line, with good-faith money (enough to cover
the appraisal)—should an appraisal be made and a price for his
used house determined. This price is detailed in a purchase analy-
sis form (see p. 122).

Ground rule No. 5: if the trade-in price is acceptable, fix
closing dates, then issue a purchase commitment

_ Closing dates will depend on the type of trade, but in the most-
often-used Guaranteed-to-Trade plan the owner is usually required
to list the used house exclusively with the builder and his Realtor
for anywhere from 60 to 120 days (usually 120). Says Realtor-
Trader Frank Burke: “During this time, if a sale can be made
that is in excess of the purchase commitment the owner must ac-
cept this figure and close the transaction by deeding the property
to either you or your assignee.”

The purchase commitment (see p. 123) should outline in detail
the obligations and expenses of a seller regarding his trade-in
home. The seller is usually expected to pay a fee of 1% for the
gross sales price of the used home when the commitment is issued.
(Some traders only charge this fee when the property sells above
the agreed gross value of the trade-in and only during the listing
period.) —WaLTER R. BROWDER.

For typical forms used in trade-in agreements, turn the page
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TRADE-IN PROGRAMS continued

Address: Anytown

I1linois

Date:

PURCHASE ARALYSIS
Suggested Sales Price $ 22,000.00
Realistic Sales Price $ 21,000.00

Cost of Ownership
(See Ownership Sheet)

These basic forms for trade-ins . s s e .
are adaptable to builder-realty

17,734. 50

# b Mortgage Commitment $ 16,000.00
teamwork and w"' sell o i “Eﬁ:"i Less Line 5) 1,734.50
trade_minded prospects easily . Conmissions and Discounts 1,800.00%

Cash Equity Required: Cash over
(Line 6 Less Line 7) equity needed 65, 50

APPRAISED BY: Frank J. Burke

Harold H. Shreve

ACCEPTED BY: SENARCO, INC,

John J. Manning
res

Guarantee Letter Issued X
Copy to SENARCO, INC.

* Commission on the $30,000 sale.

Date:
STATEMENT OF EXPENSES

MORTGAGE COST

Mortgage Fee : §_225.00 1% plus costs,
1f used, or seaded
F.H.A. Discount Fee $_450.00 to justify price,
put it in.
: Title Opinion $_ 35,00 3
(date) . .Teﬂlto Inspection $__ 10,00
Mr, Builder EFORE
222 Busy Street - . et
Industry, Michigan i Utilities
Dear Mr. Bullder: | T Heat
This will confirm our discussion with regard to a trade-in program for the Brookwood S Water
Eatstes, more legally known as Sunset Hills Subd!.vhim, for which it is mutuslly :
agreed a tradiog program would be uhmtuwu-. ) Elsctricity
It is agreed that the Quast Trading lxnhuo will contact each and w-ry party who u General Taxes B (] mthl)"
a prospect for a home in Brookwood and who is the owner of an exlating home which e .
must be liguidated in order to con.uuuun a deal with you on a new home, e Interest on Mortgage (6 montha - 8%)
¥We will endeavor to reach an agresment whersunder we will fimmly contract to buy the ' Josurance
prospect's existing property, subject to their completion of the purchase of a home : .
in your subdivision, The Quast Trading Exchange will furnish you with an executad e Maintenance 100,00 (Cleaning and lawn care)
copy of purchase agreement together with a check for $100 which has been made payable :
to the sellars of said home and will be endorsed by them to your company &s a deposit Repairs __180.00°
on the new building, L ' ‘s 1,047.00
It is understood and agreed that the pr from the purch of said existing home A\ 2
shall be paid over to the sellers of the property when the male to a third party has SALE EXFENSE
been consummated -~ but not later than 120 days from date of the agreement -- whichever Abstracting or Assignment of
g LN iNuOnacy Title Policy © 16.50
Upon Quast Trading Exchange paying to the purchaser his agreed equity in the used home, Deed
you will pay to the Quast Trading Exchangs the sum of $300 for each and every purehu- o Renpuraviig ot oy -—&
tod on the Ni and Mt. Vernon models only, which in effect will be a e Stamps 22.00
cushion for our trading operations. Al —
If the foregoing ag t is in . with your , Pleass Bign copy " ‘amnco Ee A0, 001 LK et AR, 000
of this letter for our files. 3 : | Intereat on Equity Cash Optional

Yours very truly, g Commiss lon $1,260.00
This agreement executed in behalf . A
of Builder Company, or any building QUAST TRADING EXCHANGE .
company operating in Sunset Hille:

MISCELLANEOUS EXPENSE -

By: By: . i .
ger T. [T i
Datat General Partoer
3 X

Letter of agreement: builder and realty man How to establish value of the trade-in
When a builder and a realty man join in a trade-in program in which either Most traders agree prospects have unrealistic attitudes about what used
the realty man does not want to sell new homes or the builder does not houses are worth and about selling costs. These forms, develoned by Com-
want him to do so, Realtor Alger F. Quast suggests the agreement above mercial National Realty Co., Peoria, help justify the suggested used-house
is advantageous to both. The builder is assured of a follow-un on new home price. Note that point No. 3 in purchase analysis (fep form) is further
prospects, deposit on the new house, no risk in taking in the used house. amplified in a detailed statement of expenses (bottem form). The example
The realty man automatically increases his listings and is guaranteed a fee shown is based on a prospect who has made a firm offer to buy a $30,000
on each new house sale, providing a cushion to finance take-overs. house., Appraisals follow only after good-faith money is in hand.
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PURCHASE COMMITMENT LETTER
Dear iir. Homsowner:

On or befors (90 days from date of offer) we agree to pay you in cash & wet price of

(Seventess Thousasd Seven Hundred Thirty Four g!u 734.00) Dollars for your property

koowa as;

Any Strest, sy Tows, Iilisois, (Correct legal description may be lnserted latar) subject

to the following terws and conditions:

(a) During the term of this Agreement the subject property shall be listed ex-
clusively with Commercial Mational Realty Company who shall bave the exclusive authority
to offer and show the property for sale.

(b) The property shall be listed with Comsercisl Kational Realty at u price of
'.I‘-nl:-ho Thousand and No/ 100 (!u 000.00). Dollars. If a proposal is received that s
equal to or better than the oet commitment price, Sellsrs agres to coonvey title to
Sesarce, Isc, or their sssigness,

(€) From the net purchase price the following shall be deducted;

Attorney fesm for conveyance papers.

3. Absteact of Title Policy charges and any legal expense
required to coavey titls im fes simple to SENARCO, INC.

3. Bevesus 3

4. Tes for uu&u inspsction; aad if active infestation
or structural damage exists, it shall be corrected at
Sellers sxpense or this Agresment is void.

3, Tazes for curreat year, prorated to dats of possession.

4. Any iscome from property shall be prorated to possession
date.

{d) A fee of 1% shall be paid to SENARCO, INC. for this comsitment price
and shall be paid oa closing of sale,

SEMARCO, INC.

~ TG Sacretary

%e, the Owners of the subject property, have read mod understand the terms and condi-
tioms of thin Agreement and hereby direct SEMARCO, INC. to procesd by engaging Commerciml
Wational Rexity as exclusive ngents to offer our property for sale.

AGREEMENT TO' PURCHASE

AGREEMENT made this _2nd  day of Maro + 18 81, between

Arthur C. and Olgn Salley » berein referred 1o as Owners , and

Bateman Realty Company, herein referred to as Reslior,

Whereas Owners having a marketable title to property described as: Lots 160, 151 and
152, Muoeday Cardens Subdivision
did on Maroch 3, 1861 Lint asid property with Reallor for the purpose of solling
the same at & price of § _15,950.00 o and,

Whereas Owners have offered to purchase from Reiltor certain other property described
as: 5 an Woods Subdivision, gommonly known as 3271 Sg Drive
and under the terma of sald purchase offer, It will be necessary for Owners to have thelr
purchase mansy ::'l:ﬂp_!'lm l'w,gg,?{:‘?“ June 2, 1961
HEREFORE, it In agreed as follows: '.”"'“\.
I, Realtor shall offer Owners' property for sale as lollows
& First 30 days of Usting period $ 15,950.00

b. Second 30 days of lsting period § 14,850.00
€. Third 30 days of Usting period  § 14, 500,

r aj , inthe event sald property s not sold in 90 da; robase
Ownera' property for & guaran! - R . commission { A net
price of _§19, 180,00 )

2. Owner agrese in the event Realtor purchases sald property to furnish to Realtor, on
his demand, evidence of currently marketable title vested in Owners together with u survey
of sald property.

3. It is further agreed that all wall-to-wall carpeting, the (.v. antenns, all window
shades, storm windows and screens, curtain rods and
shall be incloded in the purchase price of sald property.

4. It s further agreed that any unpaid taxes which have become & Llen on the premises
shall be paid by Owners and that all current taxes, Insurance, interest, water and sewer
bills and rents shall be pro-rated as of the date of closing.

G.  Owners agree to pay to Realtor, in addition to the 8% commiasion hereinbefore set
forth, 50% of all selling price received for thelr property in excess of § 14,000.00
such additional commission, however, shall under no clroumstances exceed the sum of Two
Hundred und no/ 100 Dollars ($200, 00).

€. This agreement shall be attached o and made a part of the listing agreement hareto~
fore execuled beiween the parties,

v,
g

Owners; Bateman Realty Co.

By:

Two ways to finalize agreement to purchase

The top form, prepared by National Realty Co., follows customary procedure
(see ground rule No. 5 p. 121) in taking a house in trade. The bottom form,
prepared by Bateman Realty Co., Pontiac, Mich., uses a sliding scale ar-
rangement (circled) that covers a 90-day guarantee period, thus reducing
risks to the trader. Bateman says this plan “offers the greatest service to
both buyer and seller and is the most important factor responsible for tripling
our business in the last two years.”
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CERTIFICATE ISSUED BY
TRADEIN HOMES, INC. ZHal Shenman, REALT

This Is to certify and guarantes that the present home of

located at

IBUYER'S NAME) "UADDRESS OF HOME)

In the City of State of.

wlll be sold at the agreed price on or befare clesing date
designated In sales r.un\r.ar.L for new home purchased, and that
thers will be no trouble, no delay, no financing problems, no
funds tled up, no risk of owning two homes simultaneousiy or

of searching for temporary quartears.

Mal Sherman

Trade-in Homes, lnc., Mal Shetman
Realtar

HOW IT WORKS

YOU DECIDE TO BUY A MEW HOUSE
IN JOPPATOWNE

===But first You want to dispose of
your present property---

==-§0 FOU ¢AN APPLY CIAT WOnAy on & new
nome in JOPPA TOWME.

80---YOU USE ONE OF FOUR PLANSt

Plan 41 - Try to sell your home your-
salf.

Plan 42 - Let Mal Sherman's atarf of
Realtors sell It for you.

Plan 4% - Take advantage of the exclu~
sive Trade-In Homes, Inc.
Guarsntee Trade-In-House
Plan.

Plan #4 - Sell your home direct to
Trade-In Romas, Inec.

PLANS #1 AND 2 MAY MEAN:

You will not be able to buy your mew
home until you dispose of your old one.
This may take many weeks. When you
Tinally sell Your home, the new one may
not be avallable snd you will have to
Tent or move to 4 less deslrable home.

THE ADVANTACES OF TRADE-IN HOMES,
INC. EXCLUSIVE TRADE-IN-HOUSE
GUARANTEE PLAN #3:

(1) You and Trade-In Homes, Inc. sgree
on & guarsnteed price for Your
home.

(2) You immediately enter into &
purchase contract for your new home
Knowing you have a sale at a
guaranteed price for your old home.

(3) You then list your home with Hal
Sherman, Realtor, &nd Qis experi-
enced staff makes every effort to
sell your home.

WHAT IF YOUR HOUSE IS NOT SOLD
BEFORE THE NEW HOME 18 COMPLETED?

THEN---Hal Sherman, Realtor, cancels
his l1ating contract with you
and Trade-In Homes, Inc. pur-
chases your old home from you at
the guarantesd purchass prica.

One good way to promote trade-in convenience

Realtor Mal Sherman, Baltimore, gives builder-clients a supply of assurance
policies that quickly explain on front (fop) and back (bertem) the benefits
of Sherman’s Straight Trade-In program (see p. 121). If the new-house pros-
pect shows interest ($10 deposit), the builder forwards Sherman two forms,
one giving data on the existing house, the other giving data on the down-
payment and settlement fees on the new house. With the prospect’s equity
position established, Sherman appraises the used house, offers a price.
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For hire: teams of experts now offer builders

More and more builders and developers—particularly on the
West Coast—are turning to teams like the one above not only
for house designs but also for a complete package of services
ranging from land planning to advertising advice, from market
research to sales training.

Why? Builders and developers say the packagers are gaining
clients because:

1. They let the small and medium-size builder use experts in
all phases of his operation without adding to his permanent pay-
roll or boosting his overhead.

2. They give fast service on house plans—often crucial to
builders with land options coming due at regular intervals.

3. They get plans through government agencies, building de-
partments and mortgage lenders with few hitches because they
know exactly what's required.

4. They provide plans that save the builder money because they
predict his costs—both labor and material—down to the last
dollar.

5. They lean to ornate and gingerbread designs which, many
builders say, the public likes (an opinion violently disputed by
many critics and most architects).

Plan services run by architects or designers have always ap-
pealed to builders because the plans are immediately available at
low cost. But the California pacesetters—L. C. Major & Associ-
ates, Development Coordinators and Hai C. Tan a1A, & Associates

are finally approaching the ultimate in services: they free the
builder from every job except building houses and closing sales.

Giant of the field is L. C. Major, shown above with 23 execu-
tives and experts. Last year 22,000 housing units (priced from
$12,000 to $65,000) were built from Major's plans. Started 18
years and 420,000 houses ago as a plan service for tract builders,
the company now has 65 employees working on builders’ projects
throughout the West. President LeRoy Cluff Major estimates
that one out of every nine people in the Los Angeles area lives
in a Major designed house.

Major's fees are set by a complicated formula based on staff
man-hours, number and size of units, and the Major services
used by the builder. The charge for the basic package—house
design, working drawings, materials and cost takeoffs, color co-
ordination and renderings—is $10,000 for the first 50 lots and
$75 per lot thereafter. Other fee arrangements have varied from
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BIGGEST PACKAGER'S TEAM includes a wide variety of skills.
L.C. Major & Associates specialists are ranged behind President
Major, Vice President and General Manager Harry G. Stewart and
Board Chairman Lawrence H. Shipley. Design group includes land
planning and product research; production takes in drafting, cost
analysis and specifications; merchandising involves color planning,
graphic art, interior design, sales-office layout. At right front: Con-
sultants James Gillies (economics), Clay Sprouls (data processing).

a one-stop design and marketing package

a simple $50 to $200 per lot to a lump sum of $31.750 for
master-planning a 40-acre tract.

Another leader in the total approach is Development Coordina-
tors. President Howard Eichen calls DC “a one-stop service that
spans the spectrum from land acquisition to the sale of the
finished homes.” He estimates that 8.000 houses per year are
built to his company’s designs on a basic fee schedule of 1% to
2% of the project cost (depending on services used). Develop-
ment Coordinators prides itself on cost-controlling the construc-
tion process and on comprehensive drawings and detailed plans.

“There are more drawings behind a fountain pen than behind
the average house because the pen manufacturer cannot afford
trial and error,” says Eichen. “Builders can’t afford trial and error
either, but it seems to be a homebuilding tradition.”

The package approach that helped plan services get clients at
the expense of architects also points up an opportunity for archi-
tects. They can play a bigger role in merchant building by offer-
ing the broad services which architects have long been providing
for commercial and industrial clients. Top commercial offices like
Skidmore, Owings & Merrill or Vincent Kling assume they will
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be involved in every facet of a job from site selection to interior
decoration.

Says South Carolina Architect William Lyles (who has worked
with builders since the late 1940s): “There is no question that
the packaging of comprehensive services is the only way for us
architects to get into homebuilding. We must learn the economics
from the builder’s point of view, FHA's and the lender’s, We can’t
expect the builder to buy our services unless we know more about
his problems than he does. We can’t make a go of it if we only
sell plans and specifications.”

This is also the view of Architect Hai C. Tan who, with Leon
Ruderman (an expert in cluster planning and high-density
zoning), has put together a service package much like those of
Major and Development Coordinators. Says Tan:

“It is impossible to separate the services of land planning, archi-
tectural design and landscape design. As we included them, we
automatically moved into the complex areas of zoning, com-
munity relations (as the builder’s agent), FHA processing and con-
sultation with the lender and the attorney.”

For a close-up look at packagers’ services, turn the page.




Soup-to-nuts services like these
give design-and-marketing packagers
a competitive edge over most architects

“The more we can get in one place, the better. With an archi-
tect, we're limited. We get design but have to go elsewhere for
everything else.”

So says one big-builder client of Packager L. C. Major who
refused to be quoted by name because he didn’t want to “anger”
his architect friends (see p. 128).

Services provided by the three leading packagers—Major, De-
velopment Coordinators and Architect Hai Tan—include market
research, presentations to lenders, advertising advice, sales-area
plans, model-house decorating, sales training and even some
actual sales help. But each packager does not offer every service.

Significantly, all three companies are putting more and more
emphasis on the role of land in the builder’s final product. Says
Harry Stewart, Major’s executive vice-president: “Some land now
runs up to $40.000 an acre, so its use is all important.” Adds
President Howard Eichen of Development Coordinators: “Untold
dozens of builders have fallen into a disastrous trap by not re-
lating the price of their finished homes to their land cost.”

Land services include:

1. Feasibility studies of sites—often the key, packagers point
out, to eventual profit or loss. The studies ask these basic ques-
tions about a site: What are its development possibilities? What
is the price of rental limit of housing on it? What can be in-
ch ded in the houses or apartments at that price or rental? Will
th: housing be salable or rentable at that price? What is the
pctential profit? If the builder’s projected development is not
fe: sible, what would be? The answers determine everything that
follows—from house plans to ad budgets.

2. Help in finding and buying land. Major has just set up a
separate company to buy land for residential use and sell it to
his clients.

3. Land planning help. The packagers say their know-how
often uses sites better and cuts improvement costs.

Item: Realty Brokers Ray Anderson and Robert Rimpau called
in Major to plan a 62-acre parcel considered undesirable be-
cause a 19-acre gully ran through it. Major planned most of the
tract for rental units and used the gully for a recreation area.
Result: the brokers, who paid $6,200 an acre for the site, now
expect to sell it for $20,000 an acre.

Item: Architect Tan’s planners replanned a site where a civil
engineer had laid out 21 lots that would have required moving
80,000 cu. yds. of dirt. Says Tan: “We got 29 lots with the same
zoning and had to move only 26,000 cu. yds.”

Item: In a Huntington Beach, Calif. tract, Tan cut out 1,700
lin. ft. of street by changing the conventional plan to a cluster
plan. Says Tan: “It saved the builder $75,000—more than our
total fee for the project.”

4. Rezoning help. The packagers—and Tan, in particular
often urge higher-density land use and present the builder’s case
to planning and zoning boards. Example: Tan persuaded a builder
to buy an R-1 parcel that seemed overpriced, replanned it for
164 houses instead of 93 and got the necessary rezoning. Result:
the builder’s lender doubled the site appraisal.

All these packagers' services can take on added importance
when the housing market rebounds after a dip. Says Harry
Stewart: “With a downturn in sales, a big builder may need to
cut back his staff. But comes the upturn, he has to expand fast.
That’s when he realizes the value of services like ours.”
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Photos: Bill Butterfield

PROJECT PRESENTATION was made up by Development Coordinators to
help a builder get financing. It includes plans, elevations, land plan, cost
data and results of market-research and land-feasibility studies.

————

1260 Q.FT.
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COST-CUTTING CHANGES were made by Development Coordinators on a
typical builder's plan at left. New plan (right) saves up to $4€) in materials.
Reductions: 22° of foundation wall, 176 sq. ft. of drywall, 26 wall studs,
50 sq. ft. of roofing, 22 sq. vds. of exterior plaster, 50 bd. ft. of starter
board, 140" of 2x4 plates, one plumbing stack, 21* of sewer connection,
362 sq. ft. of driveway.

HILATLIS AVOULD VR LIk |
NOUR NUNT fOMES |

e<s Hitnie details

Ever thought of the countl
that tum # house inte @ d

FACT-SEEKING AD, run by Development Coordinators in local consumer
magazines, has questionnaire asking readers, “What do you want in your
new home?” Top preference (85%): better Kitchen cabinets and hardware.

HOUSE & HOME




Photosmiths

SCALE MODEL of cluster develoopment was made by Architect Hai C. Tan,
(left) for California Builder Don Shanahan (shown here with his wife)).
Purpose: to show prospects the benefits of higher-density land planning.

MARCH 1964

Fred Farish

SALES OFFICE for Woodland West development in Arlington, Tex. was
laid out by L. C. Major to face model houses across a green. Prospective
buyers can study plans and elevations, then look up to see the actual houses.

PLANNED UNIT DEVELOPMENT was laid out by Major for C. Michael Inc,
in Riverside, Calif. after plat by another firm ran into heavy FHA criticism,
Major's plan boosted density 30%, easily won FHA and county approval.

continued
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House design—heart of the packager’s
services—stirs up the familiar debate:
is saleable design good design?

Nobody is more aware of what architects and critics think of
the packagers’ designs than the packagers themselves. “Noquy
likes our houses but the public,” says one. And L. C. Major
swings back at the critics:

“We have been called in by many builders to take over failing
projects started by an architect, and we have had to make tbosc
houses saleable. We are not trying to put our personal taste into
our designs. We are trying to design for the buyers’ tastes.”

One of the biggest criticisms of plans services like Major's is
that they just window-dress the same thing over and over. Major
indignantly denies this: “With 70 to 80 jobs in progress at all
times, we cannot adapt a standard plan to any job. We constantly
get new people and new ideas.”

A less generous view of the plan variety offered comes from an
architect who has lost clients to the Major organization: “They
pull these things out of drawers and sell them like Post Toasties.”

Builders’ appraisals range from enthusiasm to coolness. Vice
President John Slaught, Chacksfield Construction Co., stresses
packagers’ ability to turn out easily bid, easily built plans:

“They're quite thorough from design to production. Their
specs are closely checked, and subs know what they're bidding
on. They [the packagers] know what will build in the most
economical way, and they stay close to the marketing problem.”

But a former NaHB president says: “I wouldn’t have that stuff
on my land.”

Speed is a big selling point for the packagers. Says one archi-
tect: “A builder asks me how soon I can give him plans, and
I tell him three months. A plan service will give it to him in
three weeks. Builders have land options and they want to be in
and out in a matter of months. FHA will process package plans in
days. They ought to—they've seen them often enough. Time is
very dear to builders. But quality takes time."”

Architect Hai Tan feels that the growth of the planned unit
development and cluster planning is working in favor of the
architect-headed team: “Today the buyer is buying environment
—the space around the house—as well as the house itself. This
takes more thought, taste and skill. The architect is used to
working with site planners, landscape architects, engineers and
the rest, and correlating their various skills.”

Much of the architect-packager debate hinges on construction
costs. In reply to the common builder complaint that architects
are not aware of costs and packagers turn out cheaper-to-build
plans, one architect says: “These people know nothing about
construction methods or costs that a good architect doesn’t know,
but we start with different standards. I may know very well that
it costs more to put a bathroom here, rather than there. But I may
choose the more expensive way because it makes the house better
to live in. If the cheapest way is your only standard, of course
you'll take the cheaper plan. But it won't be as good a house.”

Plan services have always seemed more than willing to use
cupolas, dove-cotes and gingerbread on the theory they add buyer
appeal, but under the pressure of a harder-to-sell market, a higher
design standard may be evolving. Consider this comment:

“There is still a market for the ornamented exterior, but I
suspect that shortly the home most sought will be the one with
clean, unbroken architectural lines.”

Who said that? LeRoy Cluffl Major, that's who.
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Sales-proven mels by Development Coordinators

Dean Hesketh Inc

Sales-proven models by Architect Hai C. Tan
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Nevada Builder S. J. Torre. Ranch model ($21,000) was designed for a
Santa Barbara subdivision where Builder H. C. Elliott has sold 500 houses.
A large dressing room off master bedroom was a strong feature.

Oriental design (/efr) and folksy California ranch styles (above) remain

popular with West Coast buyers. U-shaped plan (lefr) provides a well
sheltered entrance garden in a three or four-bedroom, $21,900 house for

Dean Hesketh Inc.

CREATTONL

b iLon |4 YWER, LEVELS . \ {
| ! j f
Simple design of a low-priced ($15,000) model for Guaranty Homes (lefr)
contrasts with storybook details applied to the more expensive (%$37,950) plain design only in lower-priced houses, Floor plans and traffic patterns
split-level house (above) for Brutoco Development Co. Major's premise: must be well handled in all price classes.

many California buyers still want roccoco ornamentation and will settle for

Rene Laursen

o Sl e S | B 1
| s Loy e |

Clustered condominium houses for Builder Theodore Gildred's Fullerton, tion areas, four swimming pools and meandering greens are held by buyers
Calif. project vary from a two-bedroom, one-story model (lefr) to a four- in common ownership. Opened last summer, 34 of the first 70 units have
bedroom, two-story (right). Prices range from $20,900 to $25,900.

Recrea- been sold in a market still unfamiliar with the condominium concept.
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Ten million people will see
this display house at the
world’s biggest home show

Starting April 22, the biggest mass market in history—an
estimated 40 to 80 million people—will descend on the 1964
New York World's Fair. Almost 10 million are expected to
tour the house at left (rapidly nearing completion). Millions
more will read about it in a 14-page, four-color picture story
to be published by Good Housekeeping on the Fair’s opening
day. Still more millions may see the house at more than 100
sites around the U.S. where local builders will cash in on
Fair publicity by duplicating the house. What they will see, and
what magazine readers will learn, could sway more tastes and
buying decisions than any model house in housing history.
Many homeseekers will get their first closeup of wall panel-
ing and furniture some of which looks and feels like wood
but is largely laminated plastic. They will see windows of
translucent plastic and luminous ceilings made of plastic
bubbles that shed light through the roof by day and are
lighted at night by fluorescent tubes. They will see lighting
magic performed by ceiling spots that can flood a room with
color or fade out as gently as dusk. The house is sponsored

HIGH ON A $280,000 MILL, the by Formica, a subsidiary of American Cyanamid. It was de-
“ormica World's Fair | : : : Gt > ; .
!‘mlm 1:,_ ; \m” signed by Architect Emil Schmidlin and Designer Ellis Leigh.
amic € exc g I C : 3 : i e
industrial ares: Fotmics , Interiors were coordinated by Mary Kraft, director of Good

Housekeeping's decorating studio and building forum.

Since Formica's aim is to promote similar houses all over
the country, its Fair house is middle-of-the-road design aimed
at pleasing a mass market. Like four other Fair houses (see
NEws), it will show off new products along with new design
ideas. But Formica’s house will combine showcasing with one
of the most potent promotion packages the housing industry
has yet seen. The company has enlisted local utilities to get
top builders in top market areas to reproduce the house
(average investment: $40,000). Builders will get support
from 15 other manufacturers, utilitics, department stores,
major magazines and newspapers. Formica has budgeted over
$1 million to build the house at the site, another $500,000 for
national ads and builder promotion (see p. 135). By May 15
—first authorized opening date for local versions—up to §
million people may have toured the Fair house, read about it
or seen it on Tv or newsreels, For a look at whar they will
see, turn the page.

he house througl

and exit down another ramg
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FAIR HOUSE confinued

LAUNDRY ROOM screens washer and dryer with BOYS' BEDROOM is informally furnished with terned plastic laminate. The company spent
folding doors of translucent plastic, Area also desk, storage cabinets and bunk beds (left) of $65,000 to design and build custom furniture

houses freezer, sewing space, half bath, oak-grained laminate. Decorative panels are pat- incorporating plastic-laminate finishes.

FOYER is lighted by double panels of translucent LIVING ROOm has plastic laminate on gypsum DINING Room displays strips and panels of
plastic flanking entry and by a plastic fixture in wallboard, Ceiling light is one of 18 that can dim plastic laminate. Ceiling spots shed pink, yellow,
ceiling. Divider is faced with plastic laminate. or flood room with light by motorized switches. blue lights. Drapes open by a motor.

Interiors of this Fair house will stress new uses of plastic laminates

Fairgoers will see them all as they tour past the rooms, in the
order shown above, on a two-level traffic route (plan, lefr) that |
can pour 2,400 people per hour through the house. As crowds |
move down an expanded central corridor, curtains on each room |
will be pulled to reveal different uses of Formica—on walls, on
doors, on kitchen cabinets, on window sills, on the furniture, as

._E:\ , Ji Jlﬁ:a:‘.ﬂ’!‘}ﬁ

== f bathtub enclosures, even on doorknobs. Spectators will see cock-

/./ tails spilled, abrasives rubbed on laminated surfaces to demon-

e e ] VY strate how they wear and clean. They will see other new products
{ (—-uw}:x e Fmeml ll?at ease housekeeping chorf:s: an ciec{mmc oven, sclf_-ciosingt |

! e e e o s, kitchen drawers, wall-hung toilets and stain-proof and static-proof

EVEL VIEWING PLATTOR | drapes of acrylic fiber. Another attraction: a kitchen-centered

FE}[ movs LIND. radio-intercom system that monitors the children’s roomi, can

BR. | ‘ answer the front door and can fill the house with hi-fi music.

el —a Photos above show a pilot model. Exterior appears on p. 134.
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MASTER BATH shows three applications of lami- GIRLS' BEDROOM has pink-tinted plastic-lami- MASTER BEDROOM has wood-grain, plastic-
nated plastic: on vanity face, on countertop and nate panels with alternating strips in a contrast- laminate panels laminated to 16”-wide t&g chip-
on foamed-core backing enclosing the bathtub, ing color. End wall is striped laminate. board sheets that are affixed directly to the studs.

WORK DESK, barbecue and breakfast table are brick, but all other surfaces—and the furniture COOKING CENTER combines cooktop, electronic
grouped at one end of kitchen, near family room are plastic laminate. Phone and intercom make oven and vegetable sink in a wall of plastic-
(through door). Barbecue is faced with glazed the desk a housewife's communications center laminate-faced cupboards and countertop.

SINK CENTER is surrounded by plastic laminate CORNER BAR of teak-grained laminate can be FAMILY ROOM, with stone fireplace, has ceiling
on walls, soffit, cabinets and countertops—to concealed by matching sliding doors. All door panel of translucent plastic which diffuses light
simplify cleanup, Drawers are self-closing. trim is matching plastic-laminate millwork, from three roof bubbles, lights at might.

continued
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CONTEMPORARY VERSION of Fair house has plastic-laminate suim;. and

soffits,

aluminum downspouts and gutters to cut upkeep.

brick veneer,

Local builders will tie in with the Fair by building' one of six versions . . .

The house above will be reproduced by builders in over 100 com-
munities from New York to Los Angeles, Tampa to Tucson.
Designed as a pilot model for the World's Fair house, it is giving
local builders an advance promotional boost in consumer media as
well as a useful picture preview of the house they will spend from
$25.000 to $45.000 to duplicate. (Five other versions are shown
at right.) Formica built the advance model to test out the many
combinations of plastic and laminates for the Fair model and to
show builders the practical possibilities of the materials.

To cope with the unprecedented assortment of plastic building
‘and decorating materials, Formica chose a veteran builder of pro-
motion houses (including 1961's Good Housekeeping-American
Gas Assn. house). Jacob R. V. M. Lefferts built the first Formica
house on a wooded site in his Oak Hill development at Middle-
town, N.J. Collaborating with Architect Emil Schmidlin, he pro-
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duced the pilot model for about $15 per sq ft. The cost covered
luxury features like rheostat lighting controls, motorized dimmers
that delay light fade-out after switch-off, luminous ceilings, top
and bottom hinged doors and 8" 6” ceilings.

Conceding that few consumers may be ready for plastic-lami-
nated housing, Lefferts nevertheless predicts the house will open
a lot of eyes: “Plastic laminates are great for kitchen surfaces and
exterior paneling. The wood grain paneling looks and feels like
the real thing. Translucent-plastic windows and decorative panel-
ing are inexpensive and look wonderful.”

The driftwood exterior paneling (laminate applied to sheets of
cement asbestos board) is still undergoing tests but presented no
problems in installation, says Lefferts. Since mass production is
about two years away, the exterior siding will be used only on the
pilot models at Middletown and the Fair.

SIX VERSIONS of the Fair
(above and right) give builders a
wide exterior choice. With one ex-
ception—the flat-top California mod-
el—all are designed to appeal to
traditional tastes. Formica supplies
renderings, floor plans, varying ele-
vations for combinations of brick
veneer, clapboard, board-and-batten
siding. Basement and
rage are optional.

FLOOR PLAN of the Middletown
house groups main living areas at
rear, with sliding glass doors that
open four rooms to the patio, The
central corridor serves as the main
traffic artery, insulates the master
bedroom from the family room at
opposite ends. Windowless hall is
skylighted. Laundry doubles as a
mud room. Other versions of the
house have similar floor plans.

attached ga-
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= « « and they’ll get a big promotional push

From Formica, builders of the World's Fair house will get a
prefab sales package (shown above) of on-site merchandising aids,
taped radio spots, filmed television commercials and ad mats that
will help them get maximum mileage from their own promotional
efforts. The builders’ promotion will be backed by a coast-to-coast
campaign by co-operating manufacturers, utilities, department
stores and consumer media to bring the merchandising message to
an estimated 40 million people. Here's how they’ll help sales:

® Fifteen non-competing manufacturers will show their wares
in the Fair house. To persuade local builders to use them, they will
offer co-op ads and/or product discounts plus promotional aids.
For instance, builders who use four Acrylite Skydomes will earn
a seven-day trip to the Fair for two, from American Cyanamid.

® Local utilities will supply sales props ranging from co-op ads
to staff assistance in manning model houses. In return, builders
are expected to qualify for Edison Electric Institute’s Gold or
Bronze Medallions.

® Good Housekeeping will offer low-price reprints of its Fair-
house story, with names and addresses of builders listed.

® Local department stores will help decorate and furnish the
house for builders who use Creslan upholstery or drapery fabrics.

e NBC's Today show has scheduled 26 Friday morning broad-
casts from the Fair house, April 22 to October.

® Hearst newspapers will carry byline features.

® Metrotone newsreels will show the house to an estimated 40
million people.

® Formica will run a half-page ad in each builder’s local paper,
stage sales seminars for builders and manufacturers’ representa-
tives, post names and addresses of builders at the Fair house,
forward inquiries and keep news releases flowing to local media.
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DPRAMATIC PROMISE of middle-income housing, like this rFHA Sec. 221d3 rices (in this case $450 down $95 a month for $12,295 units). The

co-op in San Francisco, is one of exciting, close-in townhouses or apartments reality: such plums—product of subsidized interest rates—will be built only
with space for kids to play (racially integrated, of course), low, low in token volume or undermine unsubsidized government housi
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For years, backers of more subsidies for middle-
income housing have argued that growing millions of
U.S. families are too rich for public housing, but too
poor to afford private housing. Is it so? A statistical
look suggests much of the case for federal easy-credit
aid is bunk. Herewith a critique of the . . .

Misleading myths of middle-income housing

The controversy over whether middle-income families need more
help than they are already getting from government in housing has
been long, loud and lurid. It has been loaded with sweeping as-
sertions, mixtures of fact and fiction, irrelevant statistics and un-
substantiated appeals. Consider these conflicting samples:

® “The greatest housing need in this country is for moderate or
middle-income housing, particularly in cities and suburbs.”"—Rep.
John V. Lindsay (R., N.Y.) in a House speech June 20, 1961.

® “The present product of the homebuilding industry is within
the reach of one third to one half of American families . . . In
some metropolitan areas as many as one half of all families can
apparently afford the typical minimum priced product of the in-
dustry, at least when located on the cheapest suburban land,”—
Sen. Joseph Clark (D., Pa.) in a Senate speech March 21, 1963.

® “Advocates of middle-income housing subsidies are senti-
mentalists who don't know what they are talking about. Incomes
alone have nothing to do with a family’s capacity to pay rent.
Almost any middle-income family that wants a three-bedroom
house can find one that is decent, safe and sanitary—and perhaps
new—if the husband is willing to commute, say, 40 minutes.”—
Real Estate Analyst James C. Downs Jr. of Chicago.

® “The government should get out of all housing construction
except low rent subsidized housing and stop trying to take over
from free enterprise. Private builders can do the job better.”—
Samuel J. Lefrak, builder of Lefrak City in Queens, N.Y.

In one form or another, things have been like this for more
than a decade—ever since the Senate soundly defeated the first
mid-income subsidy proposal way back in 1950.

Over and over again through the years, the cry has been re-
pated that, as Senator Clark put it, something more needs to
be done for families “whose incomes are too high for public
housing but to low to afford . . . satisfactory new private housing
being produced under the existing federal programs of assistance
to private enterprise in housing.”

Two and a half years ago, Congress and the Kennedy Admin-
istration finally put the federal government into the middle-income
housing subsidy field via the controversial FuA Sec. 221d3 rental
program. This cuts rents 20 to 25% for the lucky families who
can get into a d3 apartment because the U.S. puts up the money
to finance d3s at a rate about 37% cheaper than private builders
can borrow. Now, some 4,193 d3 housing units are built (and
largely occupied). Another 46,358 are in the pipeline and the
Johnson Administration has budgeted a 45% increase in d3 for
the next fiscal year starting July 1.

Congress will not be asked to pass basic legislation on mid-
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income housing this year, since the experimental d3 program does
not expire until June 30, 1965,

But the issue remains perhaps the most controversial in housing.
And the record of debate on it so far does not encourage a belief
that it will be argued or disposed of on the merits of the case.
Indeed, some housing analysts contend allegiance to the idea
that government must subsidize more and more housing for mid-
income families has reached the proportions of religious doctrine.

To dispel some of the fog around the controversy, let’s begin
with Semator Clark’s statement, for implicit in it are two of the
most pervasive myths about middle-income housing—myths which
have not yet been adequately challenged even though housing
sophisticates know both are absurdly easy to disprove.

Myth No. 1: the middle-income third
of the nation is still badly housed

This is just not so. Statistically, they are better housed than
average, and in absolute terms only 3.9% of the nation’s middle-
income families and individuals in metropolitan areas lived in 1960
accommodations that could be called really bad (see graph).

Text continued on p. 142; on next four pages: a photo roundup

85%

SOUND, WITH ALL
PLUMBING FACILITIES

IN METROPOLITAN AREAS, only 3.9% of families and individuals in the
middle-income brackets ($4,000-87,000) live in slum housing, the 1960 Cen-
sus shows. This includes the 2.1% whose residences are dilapidated and
another 1.8% whose residences are not only deteriorating but lack some or
all plumbing facilities, i.e. piped hot and cold water inside and a flush
toilet and bathtub (or shower) for the exclusive use of one family.
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MIDDLE-INCOME HOUSING continued

Here’s a sample of what is being built with mid-income subsidies

FHA's Sec. 221d3, the first federal middle-income program, “has
caught on faster than almost any other section of the Housing
Act ever did,” asserts HHFAdministrator Weaver. But it is still
only a drop in housing’s 1.6 million-starts-a-year bucket. In two
and a half years, 50,500 units have been allocated, put under
construction, completed or refinanced 221d3.

The program provides for FHA mortgage insurance of loans on
apartments or co-ops with sub-market interest rates (originally
38 %, now 3% % ). It works only because the U.S. Treasury
advances the funds via Federal National Mortgage Assn. to buy
the 40-year loans. No private investor will touch them because
3% % is some 37% below the going 5.37% rate for 40-year
money. It is even 2% below what it costs the U.S. to borrow
money for 40 years.

As a result of the cut-rate interest, d3 has a big competitive
edge over housing financed at ordinary rates. Rents run from
20% to 25% less for similar apartments. For instance, one d3
co-op in Bridgeport, Conn. (right) requires monthly payments
22% below those in an FHA Sec 213 co-op right across the street
built by the same builder to nearly identical specifications.

For these reasons, the program has been attacked by realty
men, lenders, and some builders as unfair and unsound. And
whether it is necessary at all has been widely questioned. NAHB,
after opposing d3 for three years, has switched to endorsement.
Builders have found they can make money at it, despite a 6%
profit limit (they can collect a builder's fee on top of this).

Gene Heil

While d3 was being debated in Congress in 1961, its backers
talked of housing for families earning from $4,000 to $6,000.
Actually, FHA has set income limits that range up to $10,900 for
families of seven or more (well into the upper-third of family
income distribution). In New York, families of three or four
may earn up to $7,600 to qualify for admission to d3; in Chicago
the limit is $8,400, in Los Angeles $7,850, in Baltimore $5,950,
in Washington, D.C. $7,900.

Who can build under d3? Builders may organize limited-
dividend companies to sponsor projects, then work as contractors
for them. They get 90% loans. Non-profit sponsors such as
unions (see North Hollywood project, right), churches, or corpor-
ations organized specifically for d3 projects (as in Tulsa, right)
get 100% loans. So do non-profit cooperatives whose members
are project occupants, and public agencies (but not public
housing authorities which are ineligible to participate),

So many projects originally planned under another FHA pro-
gram (usually 220) have been refinanced under d3 (as in
Cleveland, right) that some critics charge that d3 has become a
bail-out for renewal housing on the verge of failure.

Another subsidized middle-income scheme that has grown
large on cheap credit is New York State’s Mitchell-Lama program.
The state uses its power to issue tax-free bonds to raise mortgage
money at rates cheap enough so it grants 50-year loans atl 3% %.
As in d3, sponsors’ profits are supposed to be limited to 6% on
their investment. For more on M-L, see p. 146.

MONTICELLO, N. Y. apartments, financed for
50 years at 3% % under New York State’s
Mitchell-Lana Act, also get partial realty-tax
exemption. The 41 units are open to families
earning under $9,000. Rents range from $155
(three bedrooms) to $105 (one bedroom).
Sponsor: Greenwood Estates. Architects: Blech
& Goldfarb and Milton Holtzman.
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1. Whitworth

BRIDGEPORT, CONN. investor-sponsored co-op
was built by Palmer Tarinelli Construction Co.
under Sec, 221d3 across from its almost identi-
cal Sec. 213 co-op. Income limitations (57,400
for family of four) prevent most 213 families
from moving to d3 units, where monthly
charges are 22% lower for two-bedroom units.

E

ST. LoUts’ d3 by Builders Fischer & Fritchel
offers rents 15% below comparable full-rate-
paying apartments: from $69 for a 4'%2-room,
676 sq. ft. unit to $91 for a 62 room, 1,104 sq.
ft. unit. Two-bedroom unit (plan above) rents
for $80. In two months: 179 applicants were
received for the 304 units,

il sy ; 8 i

TULSA experimental 221d3 project of 100 scat-
tered $9,000 houses (23 are built) is sponsored
by Home Builders Demonstration Inc., a non-
profit corporation. Tenants pay 20% of their
income, part of which accrues toward a $300
down payment. When $300 is accumulated
tenants can buy their homes under Sec., 221d2.

Photos: E. Y. Lee

NORTH HOLLYWOOD, CALIF. apartments are
one cf seven d3 projects sponsored by the
American Federation of State, County & Muni-
cipal Employees. Rents for 83 units range from
$95 for one-bedroom to $120 for three-bed-
rooms, Architect: Robert J. Coles.

1L\

CLEVELAND'S Garden Valley, 484-units built
in 1947 on a filled ravine, was refinanced 221d3
last year to cut rents and cure vacancies—42%
among its all-Negro tenants. In December, the
Cleveland Development Foundation announced
it would close the project after a 60-year old
sewer collapsed. Tenant pressure led the city
to agree to repairs.

VANCOUVER, WASH. 221d3 has 41 apartments,
800 sq. ft. two-bedroom units for $85 a month
and 900 sq. ft. three-bedroom units for $97.50
a month, Single-family duplexes form L-shapes
around open court. View above shows living
room opening through sliding doors to the
court. Cost per unit: $11,431. Architect Co-
burn Ackley says 58 more units are planned.
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MIDDLE-INCOME HOUSING continued

Builders are still building inexpensive new homes in most areas

On Long Island, a few builders are still putting up tract houses
that sell for less than $14,000. Although these houses lie an hour
and a half from New York City, they are being bought by
families (including some commuters) that earn close to the
median New York income of $6,901.

One Long Island builder, Gerald Monter, reports that he was
selling houses for $11,990 on Long Island a year ago. Now,
upzoning has forced him to increase his living space from 800
sq. ft. to 1,000 sq. ft., and forced him to build on a larger (75 ft.)
lot. So his prices begin at $13,990.

One way to dodge upzoning is via scattered lots. In Runnemede,
N. J., within commuting distance of Philadelphia, Builder George
Matteo is selling two-bedroom ranch homes for $9,990 on 50120
lots that were zoned in the 1920s. He has spotted 50 houses on
lots scattered over a 40-block area.

Middle-income buyers have little problem finding new housing
in Philadelphia itself, if they will accept row housing. In north-
east Philadelphia, only a half hour from center city, builders
face stiff competition for sales of row houses that begin as low
as $12,190 (picture below).

Outside a handful of high cost cities (mostly in the East),
there are scores of tract builders who are selling homes for less
than $14,000. For example, seven miles from downtown Colum-
bus, Builder Don Ettore has completed 500 homes in a new
development with prices ranging from $11,350 to $15,000. In
Holiday Gardens, in West Memphis, Ark., the closest subdivision

Burton

to downtown Memphis (10 minutes), Clement & Norfieet offers
a $13,500 ranch. Hewlett-Hunt Homes Inc., less than a half
hour from Memphis, matches this price level with a [two-story
colonial, and also offers a smaller ranch for $9,990. In Houston,
buyers find ample low-price housing beginning at $10,500 and
even an all-brick, air conditioned model for $11,350 by Cameo
Homes.

Generally, low-price home builders offer houses with living
space that costs $11 or $12 per square foot. But in Phoenix,
Kaufman & Broad have redesigned a 906-sq. ft. two-bedroom
ranch into a three-bedroom model without raising the price—
$8,990. Square-foot price here is under $10! In Detroit, Kaufman
& Broad offers homes priced between $12,990 and $13,500.

Some builders argue persuasively that FHA is imposing too stiff
credit screening on would-be buyers. Southwest of Wilmington,
Del., Builder Sidney Paul says he was “knocked right in the head™
by FHA's decision to give closer scrutiny to risks. He had been
selling houses briskly below $10,000, but with the FHA crack-
down his sales dried up. One other problem: all his sales have
been to Negroes, which discouraged all but the lowest-income
white buyers. Paul got FHA to agree to let four buvers rent
instead of buy. Ironically, they pay more per month this way.

Under requirements introduced by former rFua Commissioner
Norman Mason, a family with $4.000 income could qualify for
an $11.000 house; a family with $7,000 income after taxes could
qualify for a $17,000 house.

$12,190 IN PHILADELPHIA. Lindy Bros. re-
cently sold out smaller models for $10,990
nearby. These new models—half an hour from
downtown—offer 1,218 sq. fl. ($10.01 per sq.
ft.) on a three-level 20-wide plan. Many
similar models are also on the market. Archi-
tect; Sherwin S. Rochlis.

$9,300 IN DALLAS, 15 min, from downtown.
This ranch model offered 1,050 sq. ft. of living
space ($11.29 per sq. ft.), three bedrooms, one
bath. It is part of an 817-unit FHA-VA tract,
built and sold out in three years by Vernon
and James Smith, who are also the architects.
Highest price in the tract was $11,350.

$12,500 IN WASHINGTON, D. ¢. for 20 in-
side units, $14,000 for eight corner umits. All
units have 1,156 sq. ft. ($10.83 to $12i11 per
sq. ft.), three bedrooms. John Haas's Warkshop
221 Inc. has sold all units under FHa Sec, 221d2
—mostly for $350 down, $79 a month for 40
years—26 to displaced families.
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$9,995 IN SOUTH MmiIAMI. Under rHa Sec.
221d2 (which has no interest subsidy) David
and Martin Woolin offer this 840-sg. ft. three-
bedroom model ($10.90 ner sq, ft.). Buyer puts
$295 down (Woolin absorbs closing costs) and
pays $61 a month for 35 years. Architect: Ed
Wolz. Sales: 35 a year since 1962.

$11,925 IN CLAYTON., MoO. Builder Harold
G. Lieberman offers this 964-sq. ft. ranch model
($11.10 per sq. ft.) with three bzdrooms, one
bath in his fist-selling Brookside development
22 min. from downtown St. Louis. A $13,650
model sells faster, he says. Architect: Robert Elk-
ington. Without brick models sell for $295 less.

512,900 IN WEST HAVEN, CONN. One of the
lowest-priced tract houses in Connecticut, this
model offers 950 sq. ft., at $12.52 per sq. ft.
Architect Fred Gellert. Builders Siegfried Ull-
man and W, D. Ferguson recently completed
another low-priced (%$13,200-$14,200) tract of
35 homes in Ansonia, Conn.

Hasry Kalmus

$9,995 IN SAN DIEGO. Builder Larry Law-
rence had a quick sellout of these two-bedroom,
one-bath models in a 37-house tract. But up-
graded land improvement requirements will
force a price rise when he builds more. The
house—fully carpeted—offers 850 sq. ft. ($11.64
per sq. ft.).

$8,990 IN PHOENIX, Three-bedroom house in
a just-opened project offers 906 sq. ft. (§9.90
per sq. ft.) with concreie-block construction.
Lot cost $2,000, Down payment: $276. The FHa
Sec, 221d2 loan for 35 years cuts the monthly
tab to $74.19. Builder: Kaufman & Broad.
Architect: Dave Metz.

$13,950 IN SO. SETAUKET, L. I. One of the
lowest priced tract houses on Lorg Island, it
lies 1%4 hours from New York. Designed by
Builder Donald G. Partrick, the split-entry
ranch has 1,300 sq, ft. ($10.69 per sq. ft.),
carpeting, dish- and clothes-washer. Full move-
in cost: $690. P
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MIDDLE-INCOME HOUSING fext continued from p. 137

7V2 % dwelt in deteriorating quarters but wirth all plumbing facili-
ties, a situation which calls for rehabilitation rather than exten-
sive new construction. Deteriorating housing, by Census definition,
needs fix-up more substantial than routine maintenance—but
technically it is fixable. Altogether, mid-income families (54,000
to $7,000 a year) in dilapidated housing occupy only 0.8% of
the nation’s 34-million, met-area units. Add in deteriorating
minus plumbing facilities and the total swells only to 1.57% of
met housing units. Even if you add in all the deteriorating
housing with hot running water, a toilet and bath for the exclu-
sive use of one family you only swell this minucule total by
another 2.62%.

Mid-income renters in met areas, it is true, are not so well
housed as mid-income homeowners, according to the 1960 Cen-
sus. Just over 3% of them (some 157,610 families) live in
dilapidated housing. Another 2.9% (136,000 families) live in
deteriorating housing lacking some or all plumbing. But the central
fact. if Census figures mean anything at all, remains:

The ill-housed in the U.S. today—and there are perhaps S
million such families—are heavily concentrated in the lowest
third of income distribution. (There are also 13,081 families with
incomes above $15.000 who occupy dilapidated units or de-
teriorating units minus plumbing.)

Census divulged all these figures more than a year ago. but
they have been notably missing from arguments by backers of
middle-income housing aid.

Myth No. 2: anybody who can’t afford a good new house
or apartment is excluded from a good place to live

AFL-C10 spokesmen have gone so far as to insist that 60%
of the nation’s families are thus excluded from the housing market
because of high construction costs (for which labor is partly to
blame) and high interest rates. This notion is nonsense because
it equates good housing with new housing and assumes that any-
one who can't afford a good new home is thereby condemned to
live in a bad home. But the obvious fact is that the big source
of housing for middle-income families who want to move—and
for rich families, too—is and will remain existing units. New
housing adds only about 3% a vear to the nation's supply. If

FHA DOES SERVE THE MID-INCOME MARKET -
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% OF US FAMILIES AND FHA BUYERS, 1961

FHA HOUSE BUYERS fall into the middle-income brackets in about the
same proportion as all non-farm families do. In 1961, the agency did 42.7%
of its new house business and 48% of its used-house business under Sec.
203b with buyers earning from $4,000 to $7,000. In every mid-income
bracket above $4,000 to $5,000, FuAa did a larger share of its total business
. than non-farm families in that bracket constitute of all non-farm families.
| Only 16.5% of FHA new-house buyers and 14.8% of used-home buyers had
| incomes above $10,000.
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it is pumped up to 2 million units a year, with or without
subsidies, it will still add less than 4% to the total stock,

Moreover, with the arguable exception of New York City,
housing for mid-income folk is in plentiful supply. Met area
vacancies for rental units now stand at 7.5%, and forecasters
expect them to rise. For owner-occupied units, vacancies have
hovered about where they are, 1.5%, for about a year.

Wholly overlooked in the long debate is the growing role of
mobile homes in housing the nation. They now add 143,000 units
a year to the U.S. housing supply. This equals 14% of one-family
starts. But mobile homes aren’t counted as housing by Census
statisticians—apparently because this new competitor for housing
markets sneaked up on the industry and government alike dis-
guised as something else (i.e. trailers). Mobile homes now account
for 33% of all new housing sold at prices under $10,000. And
the Mobile Home Manufacturers’ Assn. predicts their share of
the low-price market will swell to 50% in the next decade. Backers
of mid-income housing subsidies have yet to acknowledge these
facts in their orations. Many another mossgrown myth now ob-
scures the facts about housing available to middle-income families.
Here are some of them:

Myth No. 3: FHA housing is so costly that the agency
fails to serve the middle-income market

The typical buyer of an FHA used house under Sec. 203b in
1961 had an income of $6,971. The typical buyer of an FHA new
house had $7,328. Thus half of FHa buyers had incomes lower—
or well into the mid-income bracket. True, only about 3% of
FHA used-house buyers under Sec. 203b had pre-tax incomes of
under $4,000. But this is not middle-income. On the other hand
48% of FHA used-house buyers had income between $4,000 and
$7.000. And 28.4% had incomes from $4,000 to $6,000. Fua
will not accept a substandard house nor let a family allocate more
than a market-tested percentage of its income to housing expense.
Yet this is the middle income third of the nation’s families that
all the commotion is about.

Comparisons of FHA volume with the income groupings of U.S.
non-farm families in 1961, latest year reported by the Commerce
Dept.’s office of business economics (see graph), show that FHA
gets substantial business from all but the lowest 19.1% of non-
farm families, those earning less than $4,000 a year. With non-
farm families earning more than that (except for top income
groups), FHA did more than a proportional share of its total
business. [OBE figures include income Census doesn’t count, and
so present a more accurate picture (see p. 161).]

Moreover, America has been wiping out poverty so fast that all
the income groups below $5,000 are shrinking. Between 1950 and
1961, says the office of business economics, the share of U.S.
nonfarm families with income under $2,000 dropped from 12%
to 5%. The income bracket from $2.000 to $4,000 shrank from
34% to 13% and the $4.000 to $6,000 bracket fell from 30%
to 23%. To put it another way, 40% of our non-farm families
have incomes above $7,500. Another 28% have $5,000 to $7,500.
Only the lower third have incomes under $5.000.

Myth No. 4: builders have stopped building
housing mid-income families can afford

As the pictorial spread on p. 140-141 indicates, the private
housing industry is putting up a lot of inexpensive homes today.
For instance, in Phoenix, buyers can choose between an $8,990
Kaufman & Broad three-bedroom model, a $9,650 three-bedroom
townhouse offered by John Long, on va no-down terms, or $300
down and $89 a month conventional, and a $9,600 three-bedroom
home by Cheuvront Homes for $300 down. Memphis, another
low-ocnstruction-cost city, is well supplied with new homes
around $13,500, well within the purse of Memphis’ $5,555
median-income families. Realty Investments offers models from
$10,500 to $11,900. But the hot market is not the cheap end; it is

continued on p. 146
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Both Provided With Hunt Electronic Dimming Controls

Take two, they're small. (The low-cost PC-6-I,
600 watt capacity unit pictured above fits standard
2” deep single gang box.) Install one in the dining
area and one in the nursery or children’s room...
Hunt provides the “Hard Sell” with the clear plastic
wall guards to keep face plate areas clean and at
the same time call attention to the modern lighting
flexibility you have added in your home design. The
“Soft Light” from Hunt Dimming Controls is avail-
able at low intensity settings; a romantic, candle
light effect for the dining area...a soft, glowing
night light for the nursery. Full brilliance, or any
desired level of light, for any activity, is of course
available with Hunt Dimming Controls, and so is
economy, too. (Incandescent bulb life is extended
over 1000% when burned at 75% of maximum rated
wattage.)

Chances are, that later on you will have other ideas
about where Hunt Dimming Controls should be used,
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bqt right now start with two . . . two Hunt Electronie
Dimming Controls, fully guaranteed and ruggedly
built for long reliable operating life.

For complete information and specificational data

on the complete line of Hunt Electronic Dimming

Controls and Systems for resi-
dential and light commercial
lighting control, contact your local
Electrical Distributor, the Hunt
Representative in your area, or
write: The People Who Bring You

The Brightest Ideas in Dimming.
ELECTRONICS

UN COMPANY

2617 ANDJON DRIVE / DALLAS, TEXAS 75220
SEE OUR CATALOG IN SWEETS
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YOU

DO IS THIS:

i
&
E

Slgn up for the U.S. Plywood-nu Pont Million-Dollar
Promotiont, and install Weldwood PF-15 siding,

surfaced with Du Pont “Tedlar”, on a 1964 model home.
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...AND

WE

DO ALL THIS TO BUILD TRAFFIC FOR YOU!

1. WE PUT YOUR NAME,
address, development kid

name and elevation of ®'CF.
your model home :

2. IN LIFE MAGAZINE...a powerful two-page
spread in LIFE, the magazine that delivers im-
pact, commands action in your area.

you won't have to paint antil 19791

3. PLUS THIS TRAFFIC-BUILDING SWEEP-
STAKES . . . aimed exclusively at new-home
prospects. LIFE subscribers will be offered a
chance towin $15,000—orone of 1,000 other
prizes, each worth $1,000—towards the pur-
chase of a new home. Subscribers visit your
model home to check their Sweepstakes tick-
et against the lists of winning numbers. This
Sweepstakes will give new-home prospects
a tremendous extra incentive to visit your
model homes.

e Ao N R e et il
YOU may already have WON
$15,000 for a new home!

A-562346 |

LIFE subscribers' Lucky Number Card.
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4. NEW SALES ADVANTAGE. U.S. Plywood's
new siding, Weldwood PF-15, is surfaced with
“Tedlar’* PVF film, a tough, long-lasting film
that's bonded inseparably to PF-15 siding in
U.S. Plywood's plant. PF-15 gives your home
a really important and unique difference that
buyers will recognize at once—fifteen years’
freedom from painting, guaranteed in writ-
ing by U.S. Plywood.

5. SPECIAL SELLING AIDS. A complete pack-

age of selling aids especially designed for this

promotion. All free from U.S. Plywood.

e short, intensive training session for sales-
men

e demonstration kit

e copies of the 15-year guarantee
e site sign for your model home (3’ x 4)
as shown below
Plus colorful display materials, counter cards,
brochures and idea kits.

UNITED STATES PLYWOOD GUARANTEES

HOW TO SIGN UP. To take advantage of this
Million-Dollar Promotion—probably the big-
gest new-homes promotion in '64—simply
write The Du Pont Company, Film Dept.,
Box N-10452, Wilmington,

Del. 19898, immediately. @D

*Du Pont registered trademark.
tNot available in Kansas or Wisconsin. ek o
BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY
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MIDDLE-INCOME HOUSING continued from p. 142

for homes priced from $17,000 to $20,000. Even in Los Angeles,
with its sky-high land prices, Guarantee Homes offers a $12,995
house with three bedrooms, 1%2 baths for $295 down.

True, soaring land prices and upzoning are making it harder
and harder for builders in a few big met areas to keep on building
inexpensive new homes. “We have to get higher densities if we
are going to continue to reach this market,” says R. V. Hunsaker
Jr. The Long Island Home Builders Institute is worried, too.
“Suffolk County is the only part of Long Island where moderate-
priced homes and apartments can be produced,” says President
A. Henry Schroeder. Why? “Artificially excessive cost of land, and
steadily increasing cost of labor, materials and overhead . . . The
heart of the problem is the cost of land and its development.” He
estimates it now costs $10,000 an acre to buy and develop resi-
dential land on the island. That requires densities of four-homes-
per-acre to yield a house and lot selling for $12,500. The prob-
lem: widespread one-acre and two-acre zoning. Even so, there are
a few new homes on Long Island priced close to $13,000. There
will be a lot more if local governments let builders build them.

Myth No. 5: cut-rate state loans, based on tax-free bonds,
are needed to improve mid-income housing

National data are not very precise in pinpointing local housing
problems—and all housing problems, like all markets, are local.
New York City, where rent control perpetuates a vacancy rate
officials claim is only 1.8% (even though the city lost over 100,000
people in the last decade and Manhattan boasts fewer inhabitants
than during the vacancy-plagued depression). has generated much
of the nation’s most politically potent backing for middle-income
housing subsidies. In fact, New York State’s Mitchell-Lama hous-
ing law is often held up as a model for the nation. It uses the
state’s credit standing to float tax-free bonds (thus providing cheap
interest at the federal Treasury’s expense) to finance 50-year loans
to limited profit (6% ) housing companies at 2 % more than the
state’s borrowing cost. Currently, this means 4.1% loans, and
with real estate tax abatement up to 50% added, it produces
cooperatives selling for about $600 a room down and $27 a month
per room and apartments renting for about $30 a month per room.
Builders get rheir profits—which are not limited to 6% —as a con-
struction fee. And families with incomes up to nearly $16,000 a
year can qualify under the income ceiling formula set by the law
enacted in 1955. In practice, the state housing division holds the
ceiling down to $10,000 by administrative action in New York
City and adjacent Westchester County where most Mitchell-Lama
projects lie.

Outside New York City, Mitchell-Lama is a negligible item in
the state's housing picture. Last year, for instance, it accounted
for only 830 starts out of a state-wide total of 49.898 (exclud-
ing New York City). Inside rent-controlled New York, public
housing plus middle-income Mitchel-Lama housing now accounts
for nearly one-half of total housing output. New York City has
more than 18,000 completed units of Mitchell-Lama housing, an-
other 26,000 under construction plus 40,000 more in planning.

Their cost, at $18,317 per unit, far exceeds the cost lacross
the nation of the typical new rFHA home which advocates of mid-
dle-income subsidies cry middle-income families cannot afford.
Mitchell-Lama imposes a cost ceiling of $20,000 per unit—about
20% above the average cost of a new FHA house.

Under Mitchell-Lama, the state or the city (and both do) can
lend up to 90% or 95% (depending on who gets the money) of
the construction cost of a rental or cooperative project.| Since
1962, co-ops have been eligible for 95% loans; rental sponsors get
90% loans. Rental sponsors must agree to limit their profits to
6% on their investment.

With this combination of subsidies, Mitchell-Lama projects
undercut the rents private builders have to charge for comparable
accommodations in new construction, Example: a privately
financed new two-bedroom apartment in Queens or Brooklyn
typically rents for about $190 a month today. Under Mitchell-
Lama, with subsidized interest and the 40% tax abatement which
is New York City's practice, a new two-bedroom apartment rents
for about $140.

Not long ago, Mayor Robert Wagner testified to a House sub-
committee: “There is a virtually inexhaustible demand for this
housing.” There was—until 1961. But then, sales in at least four
subsidized M-L projects began to lag. At one point. nearly 2,000
of the 3,855 apariments in them remained unsold—some after
sales campaigns lasting nine months. Co-op backers found they
had to take showy (and expensive) one-third page newspaper ads
to cajole buyers (H&H, Jan. '62, p. 4/). Commented Columnist
John Crosby: “It isn’t that there aren’t any middle-income people
to move in; it’s just that middle-income people can't stand the
‘institutionalized look’ of the apartments which were not designed
for people to live in but for builders to make money out of.”

Sales problems in the four co-ops have since been cleared up,
but now some M-L projects are embellished with indoor swimming
pools and rooftop solariums—testament that even cut-rent housing
is hard to peddle unless it contains the same quality features
today’s buyers demand in housing that pays its own way.

Unfortunately for New York—and perhaps for the nation—
the Mitchell-Lama Act tends to spread the mythology started by
rent control that New York housing should be available to almost
everybody at below-the-market prices. Mitchell-Lama housing is a
palliative which makes New York City’s housing mess look slightly
less hopeless. It cuts the cost of housing for a lucky few. But it
raises the cost of housing for everybody. One of the most imme-
diate results of Mitchell-Lama easy financing has been to inflate
the price of land under some M-L projects from 50¢ to $2 per
sq. ft. Why? Some M-L projects were figured out backwards from
the informal $30 a room rent ceiling the city imposes. Land
became the residual cost, not the starting point.

Currently, the New York mid-income recipe, with all its political
sex appeal and deep-seated faults, has lately been offered to Cali-
fornia on the questionable ground that $6,000-a-year families
cannot buy or rent adequate housing. (The scheme passed the

Income limits for admission to FHA Sec.
221d3 projects in the 10 largest U.S. cities
Number of persons

City 2 3to4d 5to6 7 or more
e York: .00 $6,450 $7.600 $8,750 $9.900
CHICago: 0w v vl v i 7150 8,4C0 9,650 10,900
Los Angeles . ...... 6,750 7,850 9150 10,350
Philadelphia ....... 5,250 6,200 7,150 8.050
Detroit 5,850 6,900 7,950 8.850
Baltimore . ... .0 5,050 5950 6,850 7,750
Cleveland ......... 6.250 6,350 8 450 9,550
Houston ... ....... 5550 6,500 7,500 8.450
Washington, D.C.. . .. 6,700 7,900 9,100 10300
S LOWIE . o e 6,300 7,400 8,500 9,600

Income limits for admission to public
housing in the 10 largest U.S. cities

Number of persons

City 1 2 3 4 5 6 7
New York .. .$3,600 4,720 5,080 5080 5,296 5,296 5,964
Chicago . . ... 3,000 4,200 4,400 4,600 4,800 5,000 5,200
Los Angeles . .3,900 3,900 4,300 4,300 4,600 4,6C0 4,600

Philadelphia ..3,200 3,600 3,800 3,800 4,000 4,000 4,200
Detroit’ . ... ... 4,200 4,200 4,300 4,300 4,700 4,7CO 4,700
Baltimore ....3,000 3,400 3,650 3,650 4,000 4,000 4,200
Houston .. .. .2400 2,400 2,720 2,720 3,000 3,000 3,000
Cleveland . ...3,000 3,000 3,200 3,400 3,600 3,800 4,000
Wash., D.C.. . .3,200 3,500 3,700 3,900 4,100 4,3C0 4,500
St. Louis ... .3,700 3,700 4,400 4,400 4,900 4,900 4,900
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Assembly but died in the State Senate last year.) State builders
have been attacking the idea as “a giant step toward ultimate
socialistic state control of the housing industry.” California al-
ready has a similar Cal-Vet program of 3% % state-subsidized
loans to veterans for homes. It accounts for 55% of the state’s
bonded debt, and, according to at least one former state treasurer,
has significantly driven up the cost of borrowing by California.

After a decade of debate, the federal government
got into the mid-income subsidy act in 1961

When the Kennedy Administration took office, it began em-
phasizing what Housing Admistrator Weaver calls “unmet needs,”
among them new housing for middle-income families. As a
vehicle, Weaver chose to rerig Fua Sec. 221, originally enacted
in the Eisenhower administration to give specially favored housing
terms to families displaced by urban renewal demolition—families,
in other words, for whose rehousing the government felt morally
responsible because government action had unhoused them. The
outcome was today’s celebrated and controversial FHa Sec. 221d3,
which lets nonprofit and limited-dividend groups build coops or
rental housing that knocks about 25% off normal rents or carrying
charges. This magic is done with subsidized interest rates. Federal
National Mortgage Association makes all the 221d3 loans at the
same price it pays the Treasury to borrow the money, currently
338 % . Not only does FNMA get no margin to cover its operating
costs, but 338 % is substantially less than the Treasury itself can
currently borrow money for the 40-year term of d3 mortgages.

The subsidy is well concealed from the general public by the
layers of high finance involved. But one expert figures U.S. tax-
payers will contribute nearly $6 million the first year to 221d3’s
first 60,000 units ($580 million worth).

While this proposition was before Congress, its backers stressed
the need to help families in the $4,000 to $6,000 a year bracket,
the lower two-thirds of family income distribution inside the mid-
dle-income third of total income distribution. But FHA income
limits for 221d3 range far into the top third of incomes—all the
way to $10,900 in Chicago for families of seven or more.

Sec. 221d3 has caught on rapidly, to the delight of Housing
Chief Weaver who has swept aside suggestions that there was no
way to demonstrate middle-income families were so ill-housed that
they needed fresh government aid with comment like this: “Many
moderate-income people are now adequately housed, for many
reasons. The important figure is how many are not.”

Whatever else they do, d3 projects provide a new device for
the government to promote racial integration in housing. As one
analyst points out, “if the white family can get a $125 a month
house for only $60 a good part of its race prejudice goes out
the window.”

The case for more mid-income subsidies has been
built on irrelevant statistics, vote-seeking appeals

Housing liberals—a liberal these days is a man who is an
ardent champion of the liberal spending of somebody else’s money
—have been overstating the so-called need for vast amounts of
new low priced housing for years and they have been under-
stating the degree to which the private housing market is able to
house the American people in the “decent home and a suitable
living environment” that the Housing Act of 1949 says is our
national goal. (Indeed, the 1950-1960 decade saw greater strides
toward improving housing quality and eliminating slum housing
than the nation had ever made before.)

In his 1961 housing message to Congress urging creation of
FHA Sec. 221d3, the late President Kennedy backed up his case
for more cheap new housing with these figures: “There are 8
million families today with incomes of less than $2,500, 7 million
more with incomes between $2,500 and $4,000. Among the 10
million individuals who live alone, nearly 50% have incomes of
less than $1.500. One-third of the 6 million non-white households
live in substandard housing. And our older citizens, a group grow-
ing at the rate of 500,000 each year, have special housing needs.”
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How Sec. 221d3 eats into normal housing
markets: the same families are eligible

Sec. 221d3

FHA income
Median  housing Maximum limits

family expense rice® 3-4 person
City income allowance! ouse family
Los Angeles . ....... $7,350 $146 $21,500 $7,350
L e S B SR 5,900 130 20,000 5,900
San Antonio ........ 5500 126 17,500 5,500
PHIOORINE . o 6,300 135 19,000 6,300
Pittsburgh <. . ... . .0 6550 135 19,000 6,450
arvar . 7,050 142 20,500 6,050
Columbus, Ohio . . ... 7,350 146 19,500 7,050
Kansas City . ....... 7,050 142 20,500 6,700
- ol B S T 6,950 142 20,500 6,950
CHICBRO. i iy 7,750 150 22,000 7,750
Palan il s 5,650 126 17,500 6,550
Memphis .......... 5,700 126 17,500 5,500
1% [ S CIRAR A 5™ 146 21,250 6,900

TAverage take-home pay for median-income family after income tax and social security
deduction, available for housing expense assuming no other instaliment debts.
Median-income family could buy a house priced this high, including national average
of $26.72 a month for realty taxes, utilities, and maintenance.

HALF OF U.S. FAMILIES in cities could be housed in subsidized FHA Sec.
221d3 quarters under present income ceilings. Many of them would be
siphoned away from the private market, since median-income families (and
families with incomes somewhat lower) can afford readily available new
homes if they are not loaded up with other installment debt.

Let us examine this mixture of fact and fiction, of relevant and
irrelevant. For it has become the cornerstone of the housing
policy the Johnson Administration seems bent on continuing,
with an accent on subsidies. There are indeed, as the President
said, 8 million families with incomes of less than $2,500, but this
includes farm families. And cash income as a yardstick of ability
to pay for housing is one thing for urban families and quite an-
other for farm families, whose housing is much cheaper and
whose total income is usually considerably larger than cash in-
come because, after all, they eat what they grow. The U.S. farm
housing problem is a different animal from the U.S. urban
housing problem.

Urban housing troubles are the problem, and urban and metro-
politan area statistics are the only ones which are truly relevant.*
Actually, according to Census at that time, only 6.3% of the
nation’s 27.6 million urban families had incomes under $1,500 a
year. That means 1.74 million families. Only 10%, or 2.76 million
families, had incomes under $2,000, and only 18%, or 5.1 million
families, have incomes under $3,000. Instead of the 7 million
families the President noted who have incomes between $2,500
and $4,000, only 3.8 million urban families are in that income
bracket. Among the 8.2 million individuals who lived alone in
urban places (any town with 2,500 or more people), only 44%
not 50%, have incomes under $1,500.

And incomes are not the whole story about the capacity of
people who live alone to afford decent shelter. First, most of them
are either young unmarrieds to whom it is not an unbearable
hardship to live two to an apartment, or widows and widowers,
many of whom either own their own home free and clear or have
substantial savings with which they could, if they chose to, buy
or rent one. The fact that 2 million non-white households live in
substandard housing is only partly due to low incomes. No small
part of it is the result of racial segregation, one by-product of
which is an understandable reluctance to move from deteriorating
neighborhoods where their roots and friends are. Moreover, house-

#*Urban housing problems are concentrated in metropolitan areas, where

almost all of U.S. population growth is taking place. The condition of rural
U.S. housing is indeed worse than that of urban housing but it is a different
kind of problem.

continued on p. 161
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How Haft-Gaines
features kitchens
that help close sales

Bert Haft (1.) and Jack
Gaines, whose Imperial
Point development near
Ft. Lauderdale, Florida,
features homes from
$19,000 to $40,000 with
“the best of everything.”

Q. Mrt. Gaines, how do you use construction features
to make sales?

A. we invite prospects to go through our group of
model homes and pick the construction features they like.
It makes for excitement and personal involvement.

Q. Why do you install General Electric appliances?
A. Well, in anything we use, we look for something
that’s really new and different, that will get talked about.
G-E products really get the ladies interested.

Q. What's new about the products that G.E. offers?
A. The P-7 oven on the Americana® range is the real hot
one. Some folks come just to see this oven that cleans
itself electrically. | never realized how much a woman
hates to clean a dirty oven.

Q. We see the new Americana refrigerator, too.

A. Yes, and it's a beauty. This countertop refrigerator is
a real eye-stopper. Gets an awful lot of good comment.

« You include the G-E built-in dishwasher?

A. Yes, we believe it’s the most advanced dishwasher
in the field. But even if it was just second or third best
we'd probably still use it, so we could offer G.E. for all
appliances.

Q. Why do you like to include all G-E kitchen
appliances?

A. Well, our prospects have confidence in G.E. to make
top appliances and give good service—and with the

one line, they’ll have one-source service. And we can be
sure of styling and colors that match.

But there’s another thing. The G-E line is styled so we
can be flexible in our designs. We can build kitchens
that are different and attractive, real sales-clinchers.
| doubt there’s a time when these kitchens don’t
contribute to sales. And I've seen just one feature—
like that P-7 oven—clinch a sale. And, of course, you
know G.E. helps by advertising. The lady comes in
knowing the name. That helps a lot.

Q. You don’t mind being quoted to other builders?

A. No, they're welcome to the same selling help from
General Electric that we get—they still can’t build better
kitchens than we do. Anyway, we'll find an edge
somewhere else. We have sales-clinchers everywhere.
Let me show you the living room . ..

GENERAL &3 ELECTRIC
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AMERICANA REFRIGERATOR with illuminated countertop, cutting board. Fresh
food stored above, behind wide-swinging French doors; frozen food below.
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THE AMERICANA RANGE with the revolutionary P-7 oven that cleans itself BUILT-IN DISHWASHER loads from front, leaves counter free, washes table
electrically, rotisserie, built-in 2-level exhaust, Sensi-Temp® cooktop unit. settings for 15.* (All deluxe appliances available in variety of matching colors)

SNEMA BTANDARDS
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BIG LOAD SPACE, FLAT FLOOR. Cargo area EASY TO LOAD OR UNLOAD. Those big rear

is 7/ feet long—with an extra 4 feet of length along and side doors are over 4 feet in both width and
the right side of the engine. Interior height is 54", height to make it easy to load big bulky items. Rear
You get 211 cubic feet of capacity in all. windows and side doors are optional at extra cost.
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ALL-NEW CHEVY-VAN
JOINS THE FLEET!

New low-cost van from Chevrolet—and what a lot of truck for the
money! It can save you dollars in all sorts of ways. On first cost, on
operating costs, and by its ruggedness that means longer life with
less upkeep. Meet the newest and best of the lowest cost vans!

The first cost of the Chevy-Van, you'll find, is right.
And the build is right to keep the cost of operation
low through years of steady use. All doors, for
instance, are double-walled; all critical underbody
areas are specially treated to resist corrosion. There
is the sturdiness of integral body-frame construction.

And the new Chevy-Van will take a whopping load
of cargo, too. You can get a full ton of whatever
you haul into that big strong body. The floor inside is
flat; doors are high and wide to save you work. And
for saving on daily running costs, two tight-fisted
High Torque engines are available—the big 90-hp 153
Four and, at extra cost, the 120-hp 194 Six.

As we said, a lot of truck for the money!—all-new

Chevy-Van at your dealer's now. . . . Chevrolet
Division of General Motors, Detroit, Michigan.

UNDERNEATH Tough integral
body-frame structure. Rocker
panels and wheelhousings
galvanized to resist corrosion.
Entire underbody coated with
special primers—box-section
members sprayed with alu-
minum preservative—to last.

IN THE ENGINE COMPARTMENT
The most powerful engines in
this truck class! Standard is
the High Torque 153 Four,
with 4 cylinders for economy
and as much power as some
sixes. The 194 Six with 120-hp
is optional at extra cost.

INTHE DRIVER COMPARTMENT
Wide vision through big one-
piece windshield. Foam-cush-
ioned driver seat (flip-swing
passenger seat, optional at
extra cost). Armrest, dome
lamp, electric windshield wip-
ers, rubber floor mat, thickly
insulated engine cover.

QUALITY TRUCKS COST LESS

MARCH 1964
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Cash in on the trend to modernization of
older homes! Builders interested in the profi-
table remodeling field, or interested in buy-
ing or trading for older homes for restyling,
will find this new West Coast Lumbermen’s
Association booklet an invaluable new
money finder.

This 12-page, full-color idea piece, “New
Faces for Old Places,” contains 18 modern-
ization treatments of six older architectural
styles, done professionally by three archi-
tects specializing on exteriors. Not a do-it-
yourself book, it is designed for the profes-
sional builder.

Our modernization kit for you also includes
“Patios 'n’ Decks,” “Fashions in Fences,”
“Ideas in Space,” and “Home Ports for
Trailer Sailors,”—all worthwhile and hand-
some sales tools for modernization pro-
grams. Ad mats are also available.

Your profit structure is keyed to this fact—
any and all of the jobs illustrated can be
completed with the standard sizes and
grades of West Coast Lumber, readily avail-
able from your local lumber dealer.

FOR YOUR FREE HOME
MODERNIZATION KIT, WRITE:

WEST COAST LUVIBERMEN'’'S ASSOCIATION

1410 S.W. Morrison - Portland 5, Oregon

WEST COAST DOUGLAS FIR + WEST COAST HEMLOCK
WESTERN RED CEDAR - SITKA SPRUCE -+ WHITE FIR
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IN TRANSIT core can have one side wide open because all structural rigidity DETAILS show how single thickness walls (%" particle board) diviue spuces,
is in the floor. Beam ends beneath core are part of four-wheel dolly. Structural floor is made with two double-box beams and 2x8 joists.

New utility core borrows ideas from mobile-home technology

s . L - . : Douelas Hobday
Factory-made utility cores are still a rarity in production housing. '

But Builder Gerald Davison of Union City, Mich., a former
mobile-home manufacturer, has already turned out 20 cores for
houses priced from $10.400 to $32.000 with land.

In-place costs of Davison's cores range from $2,800 to $4,200.
The $3,1C0 unit shown here measures 8'x28” and includes a kitchen
(with range, sink and counter), 1% baths, heating, 100-amp.
wiring and 58 lin. ft. of closets and cabinets. Like his other units,
it has much in common with a mobile home.

Items: 1) the floor system is a mechanical grid of waste, water,
gas and heating lines and it keeps the core rigid in transit; 2)
walls are one thickness of 3" particle board, thus need neither
framing nor a second surface material; 3) the ceiling is a framed
grid with a wiring harness supplying outlets, switches and lights - Z Pt
by drops through moldings; 4) the core’s shelves, cabinets, par- e et }.Jt:',;__ < e vl
titions and ceiling make a structural contribution to the house. s e e T e G el N R

HOUSE is built after core is set on foundation (see below). If rafters rest
on core, a roof box beam spanning the end posts is included in core.

Douglas Hobday

INSTALLATION starts when dozer or truck BACKFILL is graded around foundation so core ROLLERS on temporary joists let two men push
tractor backs core up to the foundation. can be rolled right up to wall. core into position on its own box beams.

Technology continued on p. 154
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FHA boosts some minimum standards—and faces a fuss

General Revision No. 4 of FHA's minimum property standards for
one-and two-family houses will raise quality in a few small ways.
It will also add a little to FHA construction costs when most field
offices put it into effect—probably in April.

The just-published changes include interim revisions already
in effect and issued since November 1960. They also incorporate
several industry standards now widely used but previously un-
published in FHA's rulebook for construction.

FHA's revised rules caught the industry by surprise, according
to Executive Vice President J. Albert Reidelbach of the Home
Manufacturers Assn. No one saw them until January, he says,
although they are dated May 1963.

Assistant FHA Commissioner Richard Canavan (technical
standards) says publication of the general revision was delayed
in the Government Printing Office. And, Canavan adds, although
FHA has let the industry peek at and critique major proposals (e.g.
the multi-family mps) in their formative stages, it has never
called for industry views on general revisions before they were
printed. Reason: FHa considers them of minor import.

Previous general revisions may not have surprised anyone,
Canavan notes, because both HMA and NAHB sent a man around
to FHA “to find out what was going on.” But today, he says.
neither association is staffed heavily enough to spare a regular
FHA observer. In any case, says Canavan, “we don't intend to
catch anyone off balance in the future.”

NAHB and HMA leaders who have read the general revision
object, in varying degrees, to 17 sections. FHA's reaction: a mix-
ture of firmness and compromise.

Where FHA will stand pat. Eight of the revised standards will
remain largely unchanged despite industry objections.

1. Shingle tabs will have to be secured—by spot-cementing
or any method acceptable to the local FHa office—on all asphalt
shingle roofs in high wind areas without exception and in med-
ium-wind zones except where the roof slope is 4-in-12 and above
and shingles weigh at least 275 1bs. per square. Tabs need not be
used in low wind zone areas when roof slopes are 4-in-12 and
above and the local office does not require that shingle tabs be
secured. The ruling (Sec. 904-3.9) will add about $1 per square,
or 515 per 1,200 sq. ft. house, to the cost of shingling. says
Technical Services Director Milton Smithman of NAHB.

2. Brick ties for exterior masonry walls must be used at a
rate of one tie for each 3% sq. ft. of wall (Sec. 810-4.6b-3).
The original mps, published in November 1958, called for one
tie every 44 sq. ft. Thus the new revision increases the number of
ties 20%, adding about $20 to the cost of the brickwork. The
new rule, says FHA, is standard masonry construction practice
while the original Mps requirement fell short of the standard.
Builders object that the standard is not yet published. FHA replies

STYL‘O'MATIO new Crawford automatic

garage door makes your garage as modern

and convenient as the rest of your home

* Styl-o-matic AUTOMATICALLY OPENS and CLOSES
at a touch on a control button—located in your moving
car or in your garage.

* Beautifully styled IN-YOUR-CAR CONTROL operates
your Styl-o-matic by radio. Portable; NO permanent instal-
lation—move it from car-to-car or have one for each car.

* Styl-o-matic AUTOMATICALLY TURNS ON
GARAGE LIGHTS as it opens;
lights your way safely into your
garage after dark.
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% Styl-o-matic AUTOMATICALLY ALLOWS YOU UP TO
21/ MINUTES to go from the garage into the house AFTER
the door has closed; then switches lights off. Also switches
lights off if door is left open.

* Styl-o-matic AUTOMATICALLY REVERSES TRAVEL
if it meets an obstacle.

% Styl-o-matic can be INSTANTLY CONVERTED to HAND
OPERATION in case of power failure.

* Styl-o-matic is FULLY WARRANTED—S5 years on opera-
tor mechanical parts, 1 year on radio parts, unlimited on
door panels.

Styl-o-matic comes as a complete budget-priced pack-
age, sold, installed and warranted by Crawford Door Co.,
world's largest builders of garage doors, It includes the
famous Stylist Flush-both-sides Door (single or double
width) and the sensational New Magi-matic Door Oper-
ator with automatic remote control.

This matched combination gives you the beauty of the
newest flush-panel door and, the wanderful convenience
of automatic control—being able to drive in and out of
your garage in any weather, day or night, without leaving
your car and without having to raise and lower an old-
fashioned door by hand. Whether you are modernizing
or building, ASK YOUR CONTRACTOR, about Craw-
ford Styl-o-matic or call your local Crawford Dealer
(listed in the Yellow Pages under DOORS). Or, write for
free literature to CRAWFORD DOOR CO., 20263-49
Hoover Road, Detroit 5, Michigan.
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that it soon will be. But FHA has also decided to let the old
requirement—one tie every 42 sq. ft—be used for one-story
houses, make the new requirement apply only to two-stories and
above.

3. Joist anchors for framing into masonry walls will have to
be set every third joist, instead of every fourth joist, which is
what the original mps called for (section 816-6.6¢). FHA's struc-
tural section found the original requirement inadequate, but
builders have complained that joists can be spaced at 24” or 16”
centers, so the requirement is very loose. FHA says it may change
the wording to read “an anchor every 5, because this yardstick
is more relevant. This would add no costs to builders spacing
joists 24" o.c.

4. Unsheathed walls (often found in the South) will have to
be covered before siding with felt twice as heavy as before (No.
30 instead of No. 15). The aim is a more wind-tight house. FHA
inspectors in Texas found the lighter felt punctured too easily
before siding was put up. As an alternate, the new section
(820-2.2) also requires heavier building paper complying with
a 720 weight spec. Either way, the change will add about 510
to the cost of a 1,200 sq. ft. house, NAHB estimates.

5. In split-level construction, balloon framing is to be used
at stairways and other changes in floor level to prevent drywall
buckling (section 821-3.7). Balloon framing originally meant
continuous studs running up through two floor levels, and this
would eliminate the cross-grain shrinkage effect of floor joists
which come in under second-floor studs in usual construction
practice (Western platform framing). FHA calls for any alterna-

TECHNOLOGY

start on p. 153

tive method—to balloon framing—acceptable to the local office
which will prevent shrinkage. Builders complain that FHA will
have to issue an interpretive bulletin on the new section because
so few know what is a good alternative to balloon framing. FHA
says it is figuring out how platform framing can meet the require-
ment. Builders also complain that drywall buckling is so rare
at points like this in a split-level house as to be almost non-
existent.

6. Flashing will be required at heads, jambs and sills of all
openings in exterior walls (Sec. 902-3). The original mps let
builders omit head flashing where the overhang was four times
the distance from head to soffit, or more. NaHB has complained
that the tightening is unnecessary. FHA has indicated it may rein-
state the old provision except in wind-driven rain-zone areas or
at the discretion of the local office. Head flashing could add
about $10 to the cost of an average house.

7. In ceramic tile wainscot for bathrooms, a ceramic cove
base will be required (Sec. 906-6.3d). This is aimed at stopping
spec shaving by using cheaper and less sturdy baseboards with
ceramic tile. Builders complain they often use a resilient floor
with the ceramic wall, and the thick ceramic cove will not meet
the floor flush, but will project above it. FHA has indicated that
it will re-study this requirement and may let vinyl cove be used
with the ceramic wall tile.

8. Vapor barriers will be required on the warm side of most
exterior walls. The specific revision (713-2) calls for a barrier
if the U factor is less than 0.25 or if the combination of sheath-
ing, sheathing paper, and siding—taken altogether—has a water-

continued on p. 156

STYL‘O‘MATIO Crawford's new, low-cost Door-and-Operator

package .

. advertised to millions in the home-building books that

home-buying prospects buy and read

This year, home-buying prospects will be reading about STYL-O-
MATIC, the beautifully styled, fully automatic door that makes the
garage as modern, as convenient, as enjoyable to use as the rest
of the modern home.

And, with all other appliances in the house automatic, why should

CRAWFORD STYLIST DOOR: single
or 2-car size; flush-2-sides; honey-
comb core; lifetime warranty on
panels,

T

a buyer be satisfied with anything less than STYL-O-MATIC?
The garage door IS the largest and heaviest piece of moving
equipment in any home; it makes sense to make it automatic.
STYL-O-MATIC puts on a wonderful demonstration. Hand the
wife the little transistorized remote control unit and let her enjoy
the thrill of operating the STYL-O-MATIC from away down the
driveway. That alone makes ordinary doors seem old-fashioned
and that's just one of its features.

And, there's a complete merchandising kit to help you dramatize
STYL-O-MATIC at point-of-sale. Ask your local Crawford Dis-
tributor, or, write us direct. Crawford Door Company, 20263-49
Hoover Road, Detroit 5, Michigan.
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here's the STYL"O'MAT'O . package

CRAWFORD MARVEL-MATIC GARAGE DOOR OPERATOR:
5-year warranty on mechanical parts; 1-year on radio parts

PURSE-SIZE RADIO
REMOTE CONTROL
UNIT : operates door
and fights from mov-
ing car. NO electrical
connections. Clamps
to car dash by mag-
1R B

PUSH-BUTTON
WALL CONTROL for

~ WARRANTIES backed by
Crawford and Crawford dis-
tributors. Centralized re-
3 sponsibility and service,

COMPLETE INSTALLA-
TION by factory-trained
Crawford men.

COLORFUL MERCHANDIS-
ING KIT and hand-out liter-
ature with space for your
imprint.
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% GUARANTEES
MENT op ReruND TO SO

AS ADVERTIRED
THEREIN

The Delta model 520 is the finest faucet you can
buy for the bathroom . . . giving years of dependable
service. Its mirror depth chrome . . . clean lines and
ultimate beauty add up to a real pleasure in your home. Only ONE
moving part is your assurance of the finest . . . made by
the finest name in faucets . . . DELTA. There are over
400 model applications for the Kitchen, Bath,
laundry, etc. Free literature upon request.

Insist on Delta . . . a compliment to any home,

free literature upon request,
FAUCET CORPORATION
GCREENSBURG, INDIANA

DELTA FAUCET OF CANADA LTD. — 2489 BLOOR ST. W.— TORONTO 9, ONTARIO
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CHROMALOX®
! DRIVEWAY

SNOW
MELTERS

the feature that melts snow...sells more homes

Install Chromalox electric heater mats easily in concrete or tubular
Snow-Bars in asphalt driveways. Offer your prospects this time-and-work
saving feature. All it takes is a flip of the switch . . . or can be thermostat
controlled. A big "'plus’ sales feature for your homes. Other Chromalox
mats available for sidewalks and steps. Write today for Bulletin M60100.

WHM-508

-
0

L i
-

e
Lt

Edwin L. Wiegand Company, 7720 Thomas Blvd., Pittsburgh, Pa. 15208

*inew
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vapor permiability of less than 5 perms. The agency aims here
at closing a loophole that could produce condensation—and
rotting—in today’s ever more air-tight homes. If the sheathing
is plywood, its glue-lines will give the wall a rating of less than
5 perms. In parts of the South, where no insulation is used,
some prefabbers and builders using plywood sheathing (usually
specified by code) will have to start using vapor barriers.

Where FHA will compromise. Nine revised standards, which
brought immediate complaints from builders and prefabbers, will
be amended. The standards, the complaints and FHA's likely action:

1. “Grade of plywood shall be suitable for its intended use and
commensurate with the class of dwelling...” (705-6.6). Com-
plaint: “commensurate” is loose language and puts a preferred
qualification on plywood. FHA says it will reword the sentence.

2. [Asphalt] tile shall be greaseproof in kitchen or bath”
(715-2.2). Complaint: many major manufacturers don't make
greaseproof asphalt tile. FHA says it may Kill the requirement,

3. “In no case will omission of foundation drains or founda-
tion waterproofing be permitted where habitable rooms are pro-
vided below grade” (807-2.3). Complaint: FHA not only applied
this rule to arid regions (average rainfall under 15”), where the
original mps allowed habitable rooms below grade without drains
or waterproofing, but also cut out two sections (807-3.4 and 4.4)
allowing local officers to approve elimination of drains and water-
proofing in sandy, well-drained soil or where ground-surface
water is no problem. FHA says it will rewrite the section and
perhaps leave the ruling up to local offices.

4. Fill under concrete slabs should be “washed” sand or gravel
(808-4.2b). Complaint: the original mps simply called for “clean”
sand or gravel (no organic impurities), which does the job just as
well. Washed sand and gravel would add unnecessary cost. FHA
says it will substitute “clean”™ for “washed.”

5. Foundation waterproofing membrane “shall consist of two-
ply. hot-mopped felt, 6-mil polyvinyl chloride, 55-Ib. roll roofing
or similar quality material. All laps shall be sealed” (807-5.2).
Complaint: polyethylene should be mentioned as it can do the
job when properly applied. Fua says it will accept polyethylene
if a suitable seal for lapped polyethylene joints can be found.

6. On ground-supported slabs, “all wood bearing partitions
and all masonry partitions shall be supported on foundations
bearing on natural ground independent of slab” (808-6.2c).
Complaint: the last three words require unnecessary separate
formwork for the partition foundation. It would be perfectly
adequate to use simpler formwork and one continuous pour of
concrete making the bearing-wall foundation integral with the
slab. Fua says it will delete “independent of slab.”

7. “For all roofs having a roof slope of 4-in-12 and less, in-
stall a metal drip edge along eaves and rakes” (902-9.2). Com-
plaint: original wording was “less than 4-in-12." FHA will change
back to the original phrase. Complaint: a detailed published with
the ruling shows a 1x2 strip inserted between the fascia board at
roof's edge and the vertical face of the eave flashing or drip cap
—and not specified in the original MPs. FHA says it may require
the 1x2—which improves the drip cap—only in areas where rain
is driven by high winds.

8. “Treated joints in predecorated wallboard may be left ex-
posed except when located in kitchen, bath, laundry or similar
areas subject to extreme moisture conditions” (906-4.6¢). Com-
plaint: this leaves no provision for waterproof, vinyl-covered
wallboard often used in kitchens; treating the joint would make
it necessary to paint prefinished wallboard in place. FHA says
it will change the revision to recognize the use of vinyl-covered
wallboard.

9. “Apply [wood paneling] over No. 15 asphalt-saturated felt
when application is direct to exterior wall framing or blocking”
(906-5.4b). Complaint: this is not necessary when a vapor barrier
is used on the warm side of the wall. FHA says it will change
the ruling to take this use of vapor barriers into account.,

HOUSE & HOME



MIDDLE-INCOME HOUSING continued from p. 147

holds includes both families and individuals living alone, and by
casually throwing it into a discussion of families and their living
conditions, the President fuzzed up the focus. Older citizens are
indeed growing in numbers, and some of them—apparently far
less than half—do have special housing needs. But what the special
needs may be is a subject that even the experts disagree about.

Lately, muFadministrator Robert Weaver has been keeping the
debate in the same mold. Speaking in Milwaukee Nov. 19, he said,
among other things, that:

“In 1950, the median income of buyers of FHA new homes was
$3,861. In the same year, the median income of eligible public
occupants of public housing was $1,717, leaving a dollar gap be-
tween the two of slightly more than $2,000. By 1960, the Fua
median income had nearly doubled, rising to $7,168. In public
housing the median income had risen only a third, to $2,378,
leaving a dollar gap of nearly $5,000. About half the nation’s
families—some 23 million—fall in this $2,000 to $7,000 income
range . . . Despite our rising volume of homebuilding, half of
this in-between group are now priced out of the market for new
housing . . . the families generally below $5,000 . . . In 1960,
less than 10% of FuA buyers had incomes below $5,000, vs.
80% in 1950.”

Weaver cited all the figures correctly. But he lumped farm and
non-farm families, which distorts the picture. And he used Cen-
sus-income data. This covers cash income only, while the more
relevant income data from the Office of Business Economics in-
cludes both cash and rental value of owner-occupied houses,
wages in kind, food and fuel raised and consumed on farms. And
in jumping from the gains in Fua and public housing median in-
comes to a horrifying-sounding “$5,000 gap” (with only a pass-
ing reference to the fact that those in the “upper part of this
bracket are able to buy moderately priced new housing™), Weaver
almost completely ignored the simple statistical fact that a
median represents merely the middle point in a group and that,
consequently, half the FHA new-home buyers had incomes below
$7,168 and half the public housing occupants had income above
$2,378. Obviously, one of the two types of programs was serving
at least some of the families in the gap which alarms Weaver.
Moreover, his figures are unadjusted for inflation. Deflating his
comparison with the consumer price index reveals that $5,000 in
1950 equals about $6,155 today. So the relevant comparison is
between under $5,000 incomes in 1950 and under $6,000 incomes
now. In 1960, nearly 30% (not the 10% Weaver called into
scrutiny) of FeA buyers had incomes under this level.

Another major fallacy, of course, is the assumption that the
proportion of families in a given income range should bear a
consistent relation to the proportion of homes sold in that income
range. Times and conditions change. In early postwar years, home
seekers had little choice but to buy because rent control froze the
existing stock and because building was concentrated in houses
for sale. Now, home seekers have a wide choice of rental quarters,
too. There is no data on the distribution of rents in the 36% of
housing that goes up as rental projects. But it’s obviously broad.

Is the real reason for mid-income subsidies to help
large families, ease problems like race ghettos?

A sophisticated defense of middle-income housing subsidies
comes from Economist Louis Winnick, former research chief of
New York City’s Housing & Redevelopment Board. He con-
cedes: “Middle-income families may be dissatisfied with their
housing, but advocates of middle-income subsidies are hard
pressed to show any need for the subsidies—in a social action
sense. Nobody has shown me why they are any more deserving
than those who are richer or poorer. In New York City, some-
thing like 93% of the people living in substandard housing are
low-income families, despite all the fanfare to the contrary.”

Yet Winnick defends subsidy programs on two grounds:

1. They may improve housing conditions for truly ill-housed
families via the filter-up process. “You pick middle-income fami-
lies as an intermediary—because lawmakers won't let you aim
higher, even though there are good reasons for doing so.”

2. With careful attention to the neighborhood siting of sub-

sidized mid-income projects, they can be used to ease other social
continued on p. 178

ROYALE

for counters in kitchen or bath

The gentle floating design of this Textolite Royale pattern combines
subtle pastels with a soft white background for extreme versatility in
color coordination. Colors are Aqua, White, Melon and Champagne
(above). G-E Textolite laminated plastic is heat, stain, scratch-resistant
. . . wipes clean with a damp cloth . . . stays beautiful for years. There’s
sales appeal in the other delightful Texto-

lite colors and patterns, too. Look for 4 ®
Textolite dealers and fabri- e o ' e

cators in the Yellow Pages. LAMINATED PLASTIC
GENERAL @ ELECTRIC

AQUA ROYALE WHITE ROYALE MELON ROYALE

General Electric Company, Coshocton, Ohio, Dept. HH-34
[0 Send Royale samples. [J Send *selling aids'’ details.

Name.

Firm
Street




TWO WAYS TO WIN A WOMAN: VINTAGE RIGHT ...



OR MOE LIGHT

Moe Light colonial lanterns give her something special to remember about
your houses. For more ideas on how to win a woman with lighting, write to

Moe Light Division, Thomas Industries Inc., 207 E. Broadway, Louisville, Ky.
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Woalls: Cr. Pink with N-1 decorated inserts. Floor: Cr, White Octagon with Cr. Pink and Cr. White Dots, Vanity top: SD-1, Cr. Pink. Plate 142,

It pays to be different with ceramie tile

A few of the decorated file designs.

See how just a few of American
Olean’s colorful decorated designs
spark up a bathroom wall . . . add a
distinctive custom touch that today’s
home buyers respond to enthusiasti-
cally. These colorful inserts can be
used in so many easy ways—for so
little extra cost—to add important
sales appeal to homes. Check your

American Olean tile contractor for
samples and complete information.
And write for color booklets 460
and 1041—filled with sales-building
ideas for you.

CERAMIC TILE

merican
lean

AMERICAN OLEAN TILE COMPANY—MANUFACTURERS OF GLAZED TILE, CERAMIC MOSAICS AND MURRAY QUARRY TILE—EXECUTIVE OFFICES: 1856 CANNON AVE., LANSDALE, PA.—A SUBSIDIARY OF NATIONAL GYPSUM COMPANY




the action is @iy
with evans |

evarns moves into the
Modern building age with

an exciting array of plywood
and hardboard specialties
that produces the buyer ' :
1 b ‘ 'f‘, €P> Lustre-Sheen Prefinished Hardwood Paneling
i { | ‘:‘; € Evanite Hardboard €> Crezon and Harborite Overlay Plywood
j &> Lustre-Smooth Industrial Hardwoods &> Super Harbord Marine

action...and the profits...you
want. Watch ev=rs for the
new, the modern...ideas that
create customer action.

! i EVANS
PRODUCTS

COMPANY
Buitding Materials Divis
£.0. Bok 3095
Portiand §, Qragon :

evans







WHAT EVERY

BUILDER
SHOULD

KNOW ABOUT

KEMPER
KITCHENS

There are reasons why each month more and more builders
are installing Kemper Brothers wood kitchen cabinets in
their homes. Here is a brief outline why you should seriously
consider Kemper Kitchens if you have not already done so.

COMPETITIVE PRICING

Here is a line of top quality cabinets. .. cabinets with ex-
tremely saleable styling and finish that are priced lower than
you would expect. This helps to keep you competitive in your
market without eating into your profit.

FULL LINE OF STYLES AND SIZES

Choose from Colonial, Provincial or Traditional styling in
cherry, fruitwood or walnut finishes. In addition, Kemper
offers the widest range of cabinet sizes in the industry in-
cluding bathroom vanities and either base or wall hung oc-
casional cabinets.

FINEST FINISH IN INDUSTRY

A remarkable finishing process that is exclusively Kemper
Brothers increases toughness and moisture resistance many
times over other finishing methods. Provincial door frames
and drawer fronts are completely submerged (mnot just
sprayed) in a deep penetrating polyurethane dip and all
cabinets are treated with vinyl sealers. .. this means pos-
itively no warping through moisture penetration. Then,
after vinyl based toners are applied to bring out and pre-
serve the natural beauty of the wood, all door frames, drawer
fronts and overlays are finished with a high temperature,
baked-on plastic type finish that lasts a lifetime. Modern
conveyorized ovens provide unequaled quality control and
uniformly fine cabinet finish. The elastic qualities of this
exclusive Kemper finish allow it to expand and contract
with the wood it covers. This is the secret behind Kemper’s
long lasting finish that never cracks . . . never checks.

Cherry. Note V grooved doors and authentic Early American hardware.

‘ Ilustrated at left is Kemper's Colony Kitchen in genuine American
Write for Kemper's full line, full color catalog today . . . It's free.
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KEMPER BROTHERS. INC. -
%7 Richmond, Indiana, Tel, 24211

YOUR TYPE OF CONSTRUCTION

Strength that you, as a builder, will recognize and appreci-
ate. Front structurals and overlays are solid hardwood and
joined by concealed mortise and tenon. Cabinets are fully
framed and generously glue blocked for additional strength.
All cabinets butt snugly together . . . no racking problems
with Kemper cabinets. Doors on the Traditional and Colony
Lines are bookmatched and feature the time honored Coos
Bay Core construction. Kemper doors have a 153" warp tol-
erance guarantee. Does your present supplier provide you
and your customers with this protection?

DEPENDABLE DELIVERY

Kemper maintains a 35,000 cabinet inventory, 17 car rail
sidings, 45 trailer docks and 14 million sq. ft. of manufac-
turing area to insure you of “on time” delivery throughout
the year. Special protective packaging in addition to auto-
mated and conveyorized processing assures you of receiving
factory condition cabinets “on time . . . everytime.”

FURNITURE QUALITY GUARANTEE

Kemper Brothers is the only kitchen cabinet manufacturer
licensed by the National Association of Furniture Manu-
facturers to display the NAFM seal and to offer this ex-
clusive warranty to builders. “Furniture which carries the
NAFM seal of integrity is warranted by the manufacturer
to be free from defects in workmanship, material and con-
struction for a reasonable period of time, but not less than
(12) months from the date of delivery to customer.”

There are still more reasons why you should install Kemper
Brothers quality wood kitchen cabinetsin your homes. Don’t
you agree it’s time for you to talk to your local Kemper Dis-
tributor? He’s listed in the Yellow Pages.
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IT'S EXCLUSIVE!
ONLY Seersmopane:

INSULATING GLASS
HAS THE FUSED
METALTO-GLASS SEAL

It's dependable because
it’s the most vapor-tight!

Only Thermopane insulating glass has an inorganic
metal-to-glass seal which fuses the panes together. No
seal which depends on organic materials can be so
vapor-tight, so free from moisture penetration!

The dependability of the seal for Thermopane...the
greater assurance of satisfactory performance...is extra
protection for you as a home builder. It's the kind
of quality that means greater customer satisfaction,
fewer recalls. With the extra comfort and the fuel
savings of insulating glass, plus the quality standards
of Thermopane, you’ll be in line for more referral sales.

BACKED BY L-O‘F—A GREAT NAME IN GLASS

Many insulating glass units have warranties. But who
backs them up should the units fail?
With Thermopane it’s the Libbey -
Owens-Ford Glass Company.

BACKED BY 21 YEARS OF
CONSUMER ADVERTISING

People know Thermopane! Give your
customers the original insulating glass
they trust — Thermopane. 1t's good
business!

rpmmm Libbey-
I'0|= Owens-

ctass] Ford

TOLEDO, OHIO
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A FUSED GLASS-TO-GLASS SEAL,
TOO! It's all one material—all glass.
The dehydrated air is hermetically
sealed between the panes.
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FUSED METAL-TO-GLASS SEAL

The dehydrated air space between the two panes in
Thermopane is protected by metal-to-glass which are fused
—not glued. No organic seal can stay so vapor-tight!
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The Gold Bond difference: Systems for
even better Homes of Quiet!

A
HOUSE OF GOOD TASTE
NEW YORK WORLD'S FAIR

HOUSE & HOME




This handsome family room contributes to a Home of
Quiet that exceeds |.B.l. standards, for example. The
ceilings are Gold Bond Silentex® Acoustical Tile that
absorbs up to 80% of the noise that strikes it — the most
effective residential ceiling tile on the market. And Gold
Bond Deciban Sound-Deadening Board gives you a
choice of systems for sound isolation in walls and parti-
tions. The system diagrammed gives an STC rating of 49

' x 3" STAGGERED STUDS

GOLD 'BOND SILENTEX CEILING TILE

GOLD BOND JOINT COMPOUND ===

5" GOLD BOND DECIBAN
SOUND-DEADENING BOARD ===
(4 x 8, Applied Vertically)

EACH ROW 16" e.c. |

!
i
i
1
¥
)
|
1
i
1
|
|
i
I

-------- %" GOLD BOND GYPSUM WALLBOARD
(4" x 8, Applied Marizontally)

STC RATING: 49

with %" Gold Bond Gypsum Wallboard laminated to
Deciban. And other installations can rate even higher.
Before you plan your Home of Quiet, ask your Gold
Bond® Representative for free
counsel and advice. Or write to
Department HH-34, National
Gypsum Company, Buffalo,
New York 14225.

Gold Bond

DECIBAN

Gold Bond materials and methods make the difference in modern building
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Back in 1950, the AR
latest in model
home features
was the garbage
disposer. Boy,

did it sell homes!

in 1960, central
air conditioning...

In 1954, it was
kitchen built-ins...

HOUSE OF GOOD TASTE
NEW YORK WORLD'S FAIR

See us at the
New York
World's Fair!

172

in 1963, refrigerator-
freezer combinations
were great motivators.

HOUSE & HOME




For 1964, the hot sales feature is AUTO-MATE
automatic garage door operator

This year, professional builders are
selling homes faster by giving the
public what they want—the conven-
ience and safety of Auto-MaTE!

It makes a convincing self-demon-
stration. Home buyers want to try for
themselves the push-button conven-
ience, when you show them how they

*Overhead Door Corporation announces it is produc-
ing a quality operator at a price to its distributors
which will permit them to sell for a price of less than
$150 installed (less wiring and travel).

can avoid exposure to bad weather
and night-time dangers. They're
quick to see the safety factors, too,
when you demonstrate and describe
safety reversing, overload protection,
extra garage-lighting circuits, sepa-
rate radio, UL approval —features
that have made “OveraeEap Door”

THE

made only by

operators famous for years.

Here's sales appeal that can help
you close a sale faster—save on inter-
est costs—with top mortgage evalua-
tion. And the best part is the low cost
to you—less than $150 installed*!
Contact your “Overeeap Door” Dis-
tributor today for details.

OVERHEAD DOOR CORPORATION

General Offices and Manufacturing Division: Hartford City, Indiana. Manufacturing Distributors: Dallas, Texas; Portland, Oregon; Oxnard,

California; Cortland, New York:; Hillside, New Jersey; Lewistown, Pennsylvania; Nashua, New Hampshire. In Canada: Oakville, Ontario.
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It’s no accident that the builder’s

favorite material for downspouts
and gutters for over a half century
has been our galvanized steel.

Here are eight reasons why it still is:

Galvanized steel gutters
and downspouts are stronger
than any other kind.

e T

it * The galvanized coating
Steel gutters resists corrosion.

. | - 1 -'."!g n:'-;-i-lil?r_-'_?“ M o
2 Steel’s strength 3 resist impact.

stands up under
heavy snow and ice loads.

@ United States Steel

lllllllll
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Specify galvanized steel
gutters and downspouts, made
from quality USS Galvanized Steel.
You will save money, and build a
better home.

United States Steel Corporation,
525 William Penn Place,
Pittsburgh, Pa. 15230

MARCH 1964

Galvanized steel is easy to form.
A wide variety of designs

-t are available to suit any

architectural style.

6

Steel gutters and downspouts
are easy to paint
and repaint.

It is easy to solder galvanized
steel gutters and downspouts.

You get tight, leak-resistant joints.

Galvanized steel gutters
and downspouts provide

long service at low cost.

This mark tells you a product is made
of modern, dependable Steel.
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“RCA WHIRLPOOL
us iIncrease
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Five built-in gas § ’ All'built-in gas ovens
cooktops; one shown % 8 feature exclusive
features Blanket-O- TNl Blanket-O-Flame.
Flame® burners. : Choice of 24" and 30"

Model RLG389 s models.

— e
Model R
Model RLE1 588 ks Four matching electric, built-in
Sleek 24" and 30" electric, built-in ovens. cooktops offer wide selection.
Double-oven models in each size.

Both built-in dishwashers

and food disposers are .4 ', Model RLE387
easier than ever to install. ]

Big capacity, quiet, too! ‘ k New RCA WHIRLPOOL refrigerators
give kitchens a built-in look; a size and
price for every prospeci.

Model SLU-70 Model SLD-40
Model ELT-125
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appliances really helped
our sales,”

B T ——
e mtnf‘:-,u'ltp.;w.f it

So0ld...300 homes in 63

That’s the enviable sales record Suburban
Homes chalked up for its South Haven Com-
munity near Valparaiso, Indiana. And they
expect to do better in '64! Suburban offers
eight different model homes and each home is
equipped with RCA WHIRLPOOL appliances.
The quality appeal of nationally advertised
RCA WHIRLPOOL appliances that helped Subur-
ban achieve this impressive sales record can
help you sell homes, too. Besides, the unique
Whirlpool “package” plan makes it possible
for you to buy all your appliances from a
single source, for a big saving in time and

MARCH 1964

paper work. You get both gas and electric ap-
pliances from one source, too, when you specify

RCA WHIRLPOOL appliances . . . and all are
design and color coordinated. See your local
RCA WHIRLPOOL distributor for full details.

W CORPORATION

Contract and Builder Sales Division, Administrative Center, Benton Harbor, Michigan
Manufacturer of RCA WHIRLPOOL Automatic Washers » Wringer Washers

Dryers » Washer-Dryers « Refrigerators « Freezers - Ice Cube Makers » Ranges
« Air Conditioners « Dishwashers - Food Waste Disposers « Dehumidifiers

Use of trademarks ﬁ ond RCA authorized by trademoark owner Rodie Corporation of America




MIDDLE-INCOME HOUSING  continued from p. 161

problems in cities. Sample: they can lure white tenants into
neighborhoods in racial transition; they can help siphon families
away from neighborhoods that are growing too fast for their
community facilities like schools.

“There is no prospect of rehousing America’s ill-housed via
public housing,” says Winnick. “Congress wouldn’t vote that much
money. Public housing authorities are having trouble now finding
sites. And the majority of those eligible for public housing don’t
want to live in it. So both supply and demand are against public
housing as a solution for bad housing.”

Do subsidized mid-income units compete for tenants with
housing which is paying market interest rates (and, in New York,
full taxes instead of partial taxes)? “There is no way of avoiding
it,” says Winnick. “But you minimize it by income restrictions
(a weak method), age restrictions, family size, etc. If you make
the income ceiling so low—say, $4,500—that you avoid com-
peting with fully private housing, you never get enough ténants
to fill a project.” Before New York City grew fussy about where
Mitchell-Lama projects were built, perhaps half of their occupants
would otherwise have become customers for full rate paying
quarters, Winnick estimates.

Now even the small builder can save hundreds of
dollars on windows each year without sacrificing
quality or sales features. Quaker Series 100 Aluminum
Sliding Windows for residential or apartment appli-

cation are moderately priced yet include all the qual-
ity features for superior operating performance and
ease of installation. The Series 100 Single Slide, Pic-
ture Slide, Center Vent Slide and Picture Over Slide
are available in a wide range of stock sizes, choice of

glass and factory applied full length storm “mdows

when specified. Send for free Series 100
specification file, Dept. F95.

=
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““Componentized’’ Blueprints Avail-

able for

163

also
ovailab

178

=
UAKER window products company

FREEBURG, MISSOURI

MODULAR
COMPONENT
DESIGNS

3 “UNICOM”

INDISPENSABLE for anyone consid-
ering modular component construction!
It's the most comprehensive, most
proctical program of its kind ever
created. Here's what you get

® 20 new home designs just
creoted
4 PRGGRAM
ANE \lLRU'-‘ND"-“"P'w”I All designs presented in
= sections by size and type
for easy selection

Also feotures o complete
merchandising program
Exclusive! Details on how
you can have “‘personal
ized”’ blueprints

® ONLY $2.00 COMPLETE!

Today, its “‘good design that sells
homes—and Design File #3 features
123 GOOD designs. ORDER YOURS
Immediate Fabrication! NOW!

HOME PLANNERS,

10 GRAND RIVER AVE. .

INC.

DETROIT, MICH. 48227

PLAN LIBRARY
$5.95 Enclosed

DESIGN FILE #3
D $2.00 Enclosed

le

COMPANY
NAME
ADDRESS,
CITY. STATE

Satisfaction guaranteed.

Despite the weight of statistics to the contrary, the cry for
middle-income subsidies will persist. But it is a misnomer. As
Analyst Downs notes, “The only people deserving public sym-
pathy and perhaps support are families that need four bedrooms
or more. That usually means six children. Some of them have
incomes well above the middle income group.” Whether big
families deserve public aid to ease their housing problems, as
Downs sees it, “is a social question.” Moreover, “the subsidy,
if any, should be paid directly to the family, as in some European
countries, and not to a housing program where a lot of smart
operators enrich themselves in the process.”

Mid-income subsidies, if put on a big scale, would
undermine the market for housing built without them

Even some top federal housing officials will admit (privately)
that there is no general shortage of mid-income housing today. It
has been growing clearer for several years that in city after city,
highest vacancies are cropping out in cheap used housing nobody
wants to live in. In parts of Chicago, for example, vacancies run
close to 29% today—in obsolete neighborhoods that are still
technically sound.

If the d3 program—or any other cut-rate interest scheme—
ever grows to the proportions its backers apparently envisage, the
result would clearly be a glut of cheap housing as astonishing as
the nation’s glut of subsidized wheat. Yet the cheap-home market
is fast weakening (except in a few growth areas), for homes
that are cheap are usually too small and too short of modern
conveniences to keep their value for the life of a mortgage. As
Economist Jim Downs of Chicago sees it, “Sec. 221d3 is an
absolute, collossal idiocy. Any program that features housing for
the middle-income market at interest rates lower than the Treas-
ury-bill rate is financial insanity. If the program gets big, it would
bankrupt FHA, vA and the Home Loan Bank Board.” Why? By
competition selling at 25% below market prices for comparable
housing that pays full rates on money and taxes.

This prospect is not pleasant for private enterprisers to con-
template. But that is the course on which housing is headed now
that housing leadership has passed—by default—into hands un-
friendly to private lenders. The U.S. need for better homes will
not be solved by subsidies. And the proliferation of subsidies and
programs will have at least three side effects:

1. It will entrench and expand the vast army of housing bureau-
crats whose jobs depend on perpetuation of programs even when,
like public housing, most experts agree the programs are no
longer the answer.

2. It will set up a federal-city axis. A housing and community
development department will be one of the big spenders, and
thus a base for building political allegiances that will be useful
in elections.

3. To the extent that public authorities swell in scope as the
nation’s No. 1 landlord, a new class of citizens who look to
government for their shelter will develop. This, too, will tend to
perpetuate the political power that springs from federal land-
lordism. —GURNEY BRECKENFELD,

HOUSE & HOME




fading
weathering
shattering
denting
warping?

Not you — if you insist on residential and commercial garage doors made  Avoid cali-backs and complaints. You

: : - . can forget garage door worries when you
with genuine Structoglas, the most beautiful, most durable fiberglass patronize quality menufacturers who use

real Structoglas. There is no “‘equal”.

reinforced panels made.* Lightweight, of course, but tougher, more
weather-resistant than ordinary fiberglass panels. Its jewel-like colors  Arm-R-Lite Doors

1 Arm-R-Lite Door Mfg. Co.
keep their good looks longer — transmit light more evenly to every cor- Overhead Doors
The Overhead Door Corp.

ner of the garage. Structoglas doors give you added selling points — for s sy B

instance, there's more usable living and play area, less maintenance, Rowe Mfg. Co.
g : 2= B Weather-Tite Aristocrat Doors
greater security against prowlers — and Structoglas never needs painting. Weather-Tite Division of the Pacific
Coast Co.

*Structoglas contains a vastly better light stabilizing ingredient, the highest quality garanized
fiberglass mat, more evenly dispersed resins—not just a plating. Sa naturally it looks
better—lasts longer.

: /” [ ll Structoglas, Inc. - 11701 Shaker Bivd. - Cleveland 20, Ohio
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SHADOWCAST
12 Ways better}
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e
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Shadowcast 9” Lap Siding — Guidelines for accurate alignment; extra Shadowcast 12” Lap Siding—Guidelines. Deep shadowlines. Long lengths

thickness creates deep shadowlines without edge strips. Nominal %,” for rapid coverage with minimum waste. Nominal %" thick; 12" wide,
thick; 9” wide, length 12’ (West Coast, 16'). lengths to 1€/,

o -
1 E————
| : ! = - il
A
Shadowcast V-Groove Siding—Vertical grooves spaced 5Y%"; Shiplap Shadowcast Wide-Board Siding—Economical; batten strips used to cover
joints on long edges of panels maintain groove pattern. Nominal %" vertical joints; also recommended for eave, carport and porch soffits,
thick; 4’ wide, lengths to 16/, breezeway ceilings. 3" thick; 4’ wide, lengths to 16.

See these7CeIotex hardboard sidings at your dealer’s
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SIDINGS,CELOTEX

1 One uniform grade 2 Less waste — no knots, no rejects, won’t split or crack 3 Uniform lengths
4 Easy to work with — saws and nails like wood 5 Guide lines speed application & Reversible 7 Nails
drive flush without dimpling surface & Prime coated—wait up to 60 days for finish coat © Back sealed
10 Grainless surface — paint flows on smoothly, evenly 11 High dimensional stability—minimum expan-

sion and contraction 1 2 Dent resistant—even hailstones won't pit the tough surface

uitllll||l%ﬁ§§§lll|llll|lllllll

LT T LR

Shadowcast 4” U-Groove Siding—Vertical grooves spaced 4” o.c.; Shiplap Shadowcast 8” U-Groove Siding—Vertical grooves spaced 8” o.c.; Shiplap
joints on long edges of panels. Nominal %" thick; 4’ wide, lengths to 16'. joints on long edges of panels. Nominal %" thick; 4’ wide, lengths to 16'.

CELOTEX

BUILDING PRODUCTS

THE CELOTEX CORPORATION
120 So. La Salle Street » Chicago 3, lllinois

Subsidiaries: Crawford Door Company; O. P. Grani, Inc.;
Big Horn Gypsum Company; The South Coast Corporation

THE CELOTEX CORPORATION
120 S. La Salle Street, Chicago 3, lllinois

Please show me samples of Shadowcast Hardboard Sid-
ings so | may see for myself why they are 12 ways better,
without obligation.

Rib-Line Siding hardboard siding with integral 2” wide ribs, spaced 8" R :
o.c. to create board-and-batten effects. Shiplapped long edges. %" thick; : :
4’ wide, lengths to 16'. | Firm Name :
; ;

d t d : Address :

...0or send coupon today , ,
: City Zone o M R S :

B ]
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NEW PRODUCTS

Kitchens

New from a small-appliance maker: two ranges and a line of cabinets

Nutone Inc., which hitherto lim-
ited its output to small appliances,
has just made these products avail-
able to its distributors:

Two electric range-aven-hood
units—a 24” standing model (left)
and a 48" countertop model
(right). Both wunits feature a
ducted oven (in the 24” model
the duct runs behind the back-
splash) that permits smokeless,
door-closed broiling. And both
are completely integrated so that

Early American cabinets have
paneled door and drawer fronts
that go with modern wall ovens as
well as beamed ceilings. Lexington
style comes in oak and maple,
with a choice of 29 finishes and a
variety of hardware, Wood-Mode
Kitchens, Kreamer, Pa.

For details, check No. 2 on p. 198

182

a single electrical connection ties
in oven, range and hood. Prices
have not been announced, but the
company says they will be “com-
petitive with comparable units by
other manufacturers”. Currently
available only in the East, they
will be offered in western areas
as production increases, Other
sizes and gas models will be in-
troduced in about six months.
A complete line of kitchen
cabinets in two styles—traditional

Compact refrigerator can be

used under a counter in the
family room, in a bar or an effi-
ciency kitchen. Freezer will hold
108 ice cubes, two door shelves
hold tall bottles. Unit comes in
pink, vellow, turquoise, copper
and white. Kelvinator, Detroit.

For details, check No. 3 on p. 198

(above) and contemporary. The
company describes the line as
“quality cabinets for the builder
market” and says they will be
competitively priced with locally
built cabinets of similar quality.
The new cabinets are available
throughout the Midwest, but Nu-
tone does not plan to reach east-
ern or far western markets in the
immediate future. Nutone, Cin-
cinnati. (For details, check cou-
pen No. 1 on p. 198)

Sliding tray rack stores flat
platters, cutting boards, trays and
lids vertically, either standing on
edge or hanging on a pegboard
partition. Rack slips behind cabi-
net door, can be used with any of
the manufacturer’'s cabinets.
Long-Bell, Long View, Wash.

For details, check No. 4 on p. 198

R,

Here's the story behind
Nutone’s new products

Nutone's new ranges and cahinets
represent three years of planning
and an investment of $5 million
in product development, the pur-
chase of one plant and equipping
five leased plants,

Behind this effogt, says Chair-
man J. Ralph Corbett, is a de-
termination to keep the company
profitable—and independent.

“We knew we had to grow—to
pick up a larger share of the
house,” says Corbett, “if we
weren't to be swallowed up by a
giant corporation. Since we were
already making chiefly kitchen
appliances, the ranges and cabi-
nets seemed the logical direction
to grow in. We felt that more and
more builders want to buy as
much of the kitchen package as
possible from one manufacturer.
We plan to use the same distribu-
tors we have now, and we won't
ask them to drop competing lines.”

Corbett estimates the cabinets
and ranges will add $10 million
a vear in sales for the next three
years—bringing total sales to $70
million by 1967. “But,” he adds,
“this does not mean we have any
idea of becoming a giant in this
business. We're aiming at a small
slice of the market. We expect to
limit our range line to about
seven basic models and our cabi-
nets to two styles. And we aren’t
going after the low-price house
market.”

Kitchen desk is housewife’s
planning center. Drawer unit in-
cludes space for typewriter stor-
age or files. At the rear of the
desk, slots between counter and
lowered writing surface | can be
used for storing recipes lor lists.
Mutschler, Nappanee, Ind.

For details, check No. 5 on p. 198

Kitchens continue on p, 185
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Camillo’s lends a cordial atmosphere for leisurely dining.
The design takes full advantage of the structural values
and beauty of SPA Southern Pine. Unique columns,
solid roof decking and laminated beams form a highly
efficient two-story frame.
SPA Southern Pine is ideal for modern engineered
construction, because of high stress values, full length
grading and dimensional stability.

* Trade-Marked and officially Grade-Marked

A new freedom of design and economy in commercial buildings with *SPA Southern Pine.

Capitol Music Center creates a feeling of spaciousness
in a small area. Graceful laminated beams and solid
decking of Southern Pine, warmly beautiful with high
acoustical value, create an inspirational setting.

Send for free copy of “New Dimensions of Design”
with color illustrations and descriptions of new tech-
niques for many forms of building. Address: Southern
Pine Association, HH-3 Box 52468, New Orleans 50, La.
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Can beautiful floors with a custom look like this
actually help you build more house for less money?
Yes ...and here's why. The creative styling of
vinyl asbestos tile helps make the sale...and
puts 3 kinds of savings in your pocket: = YOU SAVE
ON MATERIALS COSTS. Azrock vinyl asbestos tile*
costs less than cork, rubber, other types of vinyl,
terrazzo or hardwood. = YOU SAVE ON ADHESIVE
COSTS. Special costly adhesives aren't needed with
vinyl asbestos — even over concrete below grade.
BEAUTIFUL . Y(?U SAVE ON LAB(?R COSTS. Vinyl as!:estos
tile installs faster, easier than sheet flooring or
more costly vinyl tile. Vinyl asbestos is ideal for |
installation over concrete slab, today’s lowest-cost
construction method. = See all 70 colors and styles

YOU SAVE 3 WAYS at your Azrock dealer now.

AZROCK FLOORS HELP

another fine floor by AZROCK >

floor shown: VP-625, Umber Onyx with red feature strip

Nationally advertised in American Home, Better Homes & Gardens, House Beautiful, House and Garden, McCall’s and others. For free samglas.

model home merchandising kit, write Azrock Floor Products Division, Uvalde Rock Asphalt Company, 5008 Frost Building, San Antonio, Texas 78206.

*Also known as Vina-Lux®




NEW PRODUCTS

Kitchens

start on p. 182

Kitchen cabinet line is made in more than 300 modular sizes and

a wide range of laminate colors and woodgrain finishes. Rotating

drawer base units come in %,

5 and Y -circle sizes. Vertical-slat

doors slide into cabinet sides giving full access to shelves. Orbit Kit-
chens, New York City. (For details, check coupon No. 6 on p. 198)

Built-in dust pan avoids daily

stooping and emptying, lifts out
for emptying. Steel container is
12"x6”x27% ", installs at the edge
of a counter or fits between 16"
o.c. floor joists without protrud-
ing into the room below. Ultran,
Bloomington, Minn.

For details, check No. 7 on p, 198

metal drawer, slides into a wall
when not in use, or unplugs and
lifts out for use on the table.
Safety switch keeps toaster from
operating when it is in the wall,
Leigh Products, Coopersville,
Mich.

For details, check No. 9 on p. 198
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Built-in toaster is mounted in

Warming oven built into the
ventilating hood is available with
five of the maker's electric sur-
face-cooking units, Warming
oven is thermostatically con-
trolled. All cooking controls are
at eve level on the hood-control
panel. G. E. Hotpoint, Chicago.
For details, check No. 8 on p. 198

© = ©
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Range-top line includes the
Griddle 'n Grill (rop) with a
surface grill for kitchen cookouts,
and a seven-burner range (bor-
tom). A 30" five-burner range
and a unit with a large center
griddle are also in the nine-model
line. Thermador, Los Angeles.
For details, check No. 10 on p. 198

New products continue on p. 189

tub=master:

sliding-foilding tub shower door

America’s outstanding
tub/shower enclosure

At last here's a product that answers all the objections to old-
fashioned tub/shower enclosures. Look at these advantages.

e tub-master is safe.
Its Styron® panels are
shatter-proof and have
high impact resistance.

¢ tub-master is beauti-
ful. Available in 8 deco-
rator colors plus black
and white,

e tub-master is con-
venient. Rigid by-pass
doors are easily unlatched
and folded out of the
way for bathing or easy
cleaning.

* tub-master is easily
installed, Entire installa-
tion takes only minutes.
Unit plumbs itself to un-
even tubs or walls.

For more information write
tub-master Dealer / dis-
tributor inquiries invited.
‘ TUB-MASTER CORPORATION * 400 VIRGINIA DRIVE « ORLANDO, FLORIDA « 32803/

it sells itself, too!

with

plug in the hose . .
dirt is whisked
through tubes to
power unit in
garage or utility
area: dirt collects
in receptacle . . .
“blue-air” is
exhausted outside

Manufactured by

H-P PRODUCTS, Inc.,
LOUISVILLE, OHIO
Phone 875-5556 Area Code 216
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Profiles in
total-electric living-
by General Electric

General Electric’s program for
total-electric Medallion Homes and
Apartments has speeded sales and
construction for these builders. It
can do the same for you.

As a starter, you'll enjoy the advantages of
General Electric quality and dependability.

General Electric experts will help you plan an
advertising and merchandising progam tailored
to your market and your project.

Along with the promotional aid, you receive in-
valuable technical assistance from experienced
G-E Design and Application engineers . .. and
that includes kitchen and laundry designs.

With this kind of support, your Homes and
Apartments will sell faster, rent faster and be eas-
ier to build—when they are Medallion Homes,
equipped by General Electric.

GENERAL @3 ELECTRIC

Construction Market Development Operation
General Electric Co., Appliance Park, AP-6, 230
Louisville 1, Kentucky

I'm interested in General Electric's program for
Medallion Homes. Please send me more information.

Name

Company
Address
City

HH-64-1

Belmont Village, Syracuse (Liverpool), New York, will offer 616
Gold Medallion townhouses featuring electric resistance heating
and General Electric appliances. Builder John L. (Roy) Bellinger,
president of Bellinger Construction Company, finds customer re-
action to total-electric living to be a “'big plus" in his sales program.

T UTTh - . ~ ol ™
Heritage Colony, Memphis, Tennessee, where Pat and Vernon
Kerns are recreating Colonial Williamsburg—to Gaold Medallion
standards. Each of the homes will offer a complete General Electric
kitchen and a Weathertron® heat pump for year-round climate
control and greater sales appeal.

HOUSE & HOME




rnia, being built by the Sunset International Petroleum Corporation on the famous 12,000-acre Spring
allion homes, recreational activities, community facilities and an industrial park—a complete new city-

City fSunset. Scrameno, Caiifo
Valley Ranch, will include 400 Med

Gentilly Apartments, New Orleans, Louisiana, where results were so successful that owner David Craig is planning another Medallion
project. The 65 Gold Medallion units are built with courtyards, one with swimming pool. Individual metering permits separate tenant billing.

- R
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Georgetown South, Manassas, Virginia, is a unique townhouse-in- Fountain View Apartments, Chicago, Illinois, built by Dunbar Build-
the-country project located 30 miles from downtown Washington, ers, Inc., feature electric heating and cooling and complete General
D.C. Since opening in April, sales have already exceeded 200 Electric kitchens. The introduction of Gold Medallion condominium
homes, according to Lee G. Rubenstein and D. Jay Hyman of Merit apartments in Chicago by Dunbar Builders has led to wide accept-
Developers of Washington. ance of this new type of housing.
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A NEW WAY TO MAKE

$18,500

LOOK LIKE

$35,000

Your homes will take on a more expensive
look when you side them with Simpson red-
wood plywood. You get the beauty and per-
formance of genuine California redwood with
all the conveniences of plywood.

Whether you choose Ruf-sawn Inverted Bat-
ten as shown here, or any of the other pat-
terns and surfaces offered in the Simpson
redwood plywood line, you know you are
getting the best . . . a unique product that
will provide a handsome appearance, long
life, low maintenance and the “look of quali-
ty" your homes deserve.

Simpson invites you to compare the advan-
tages offered by our redwood plywoods. ..
no other siding material will add so much to
your homes...at so little cost to you.

Ask your Simpson supplier to show you the
complete line of redwood plywoods, or write:
Simpson, 20001 P4 Washington Building, Se-
attle, Washington 98101.

RELY ON

REDWOOD

SIMPSON TIMBER COMPANY
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NEW PRODUCTS

start on p, 182

New-style lavatory line in-
cludes the Electra (left) for mas-
ter bathrooms and the Apollo
(right) for powder rooms. The

Electra rises to a three-quarter
sphere in back, slopes in front
to a self-rimming 32"x20” vanity
counter, The shell-shaped Apollo

is wall mounted. Both models
have dripless fittings. Universal-
Rundle, New Castle, Pa.

For details, check No. 11 on p. 198

Rear-discharge, floor-mounted toilet is designed for slab con-
struction in houses and apartments. Barlow's outlet is 4" above the
floor so it is roughed in above the slab. Available in white and six pas-
tels, Kohler, Kohler, Wis. (For details, check coupon No. 13 on p. 198)

Marble lavatory counter comes with gold-decorated bowl which
retails for $75 or $80 for 14"x17” and 15"x19” sizes. Fittings of gold
or silver plate are $139.50; matching Empire legs are $85 each. Sherle
Wagner, New York City. (For details, check coupon No. 14 on p. 198)

Recessed tub of enameled cast
iron has simple front-apron trim.
Front rim is narrow at one end
for safe hand grip, widens to
form a convenient ledge at the
other end. Bildor is 60”x307,
in seven colors and white. Ameri-
can-Standard, New York City.
For details, check No. 12 on p. 198

Shower-bath fitting is ther-
mostatically controlled so it au-
tomatically compensates for tem-
perature and pressure changes.
The self-contained Dura-trol unit
is easy to install and easy to

remove for cleaning, Leonard
Valve, Providence, R. L

For details, check Neo. 15 on p. 198

Dial lock looks and works like
a wall telephone: dial a preset
sequence of numbers and the
door opens, The number series
cannot be detected by sound or
feel, is easy to rearrange, and the
disk can be replaced quickly.
Dialoc, St. Petersburg,

For detdils, check No. 16 on p. 198

MARCH 1964

Heavy-duty lockset is made
of steel and brass, Designed for
custom houses, apartments and
light commercial buildings, it
meets federal specification 160.
Half-inch latchbolt throw elimi-
nates need for close door fit.
Kwikset, Anaheim, Calif,

For details, check No. 17 on p. 198

Joist setter lets builders secure
joists to plates without toenailing
or cement grouting. The setter is
nailed to the plate; then two
more nails, driven through holes
in the setter's triangular sides,

hold the joists.
Shuck, Louisville,
For details, check No, 18 on p. 198

Hettinger &

Self-closing hinge looks and
installs like conventional hinge
but needs no catch to hold doors
closed. Doors swing freely until
final 35° when Hinge-A-Matic
pulls them shut. A spring-cam
action provides the holding pow-
er., Ajax, City of Industry, Calif.
For details, check No, 19 on p. 198

New products continue on p. 191
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It's a
selling

greaty
Crane-and no

i i

ear to be

wonder, with new home
heatlng units like this
Sunnyday11.

This is the fourth new boiler introduced by
Crane so far this year.

It's the Sunnyday 11 and it's versatile
enough for any modern home.

This oil-fired new unit has durable cast-iron
sections for long life. A new type Crane oil
burner that's quiet as a mouse. A tankless

water heater that delivers scads of hot
water the year 'round.

You'll like the ease of installation. (Nothing
for you to do but simple piping and a
hookup.) And easy cleaning; only one flue
cover to remove, everything's accessible.
A top flue outlet requires only one elbow to

CRANE

reach chimney in any location.

Available in 4 popular sizes ranging from
72,000 to 126,000 Btuh IBR Net Rating.

Perfect partners. Crane Baseboard Heating
Panels of non-ferrous or cast iron give
perfectly balanced comfort. Want more
facts? Write today for Form ADJ-1418.

PLUMBING—HEATING—AIR-CONDITIONING GROUP, BOX 780, JOHNSTOWN, PA,

HOUSE & HOME




NEW PRODUCTS

start on p. 185

Aluminum lap siding is shaped so its surface is parallel to the wall
rather than slanted, cutting dirt accumulation and still giving a shadow
line. Double Five has two 5” clapboards to each 10"x12" piece. Alcoa,
Pittsburgh. (For details, check coupon No. 20 on p. 198)

Paneling

*
Vinyl siding has a ten-year,
maintenance-free guarantee. IVBS
is applied without special tools
(package includes all accessories).
Styles: horizontal lap 12” wide
and 16” long, vertical panels 4'x8'
and 4'x9’. Four colors. Insulite,
Minneapolis.

For details, check No. 21 on p. 198

Shingle-forming machine,
mounted in a trailer, produces
aluminum roof or siding shakes
at the site. Aluminum blanks are
3'x1’, come in three textured pat-
terns with natural aluminum or
baked-enamel finish. Reynolds
Metals, Richmond, Va.

For details, check No. 22 on p. 198

Teak paneling is melamine-
coated hardboard that resists
moisture and chipping, wipes
clean with a damp cloth. Three
woodgrains (1. to r.): Teak,
Americana, Futura, Panels are
96”x16”xV4" with t&g wvertical
edges, Panelboard, Newark, N, I,
For details, check No. 23 on p. 198

L]

Movable drywall system without exposed seams unzips for room

i |

layout changes. A high-tensile, self-adhesive, waterproof tape is the
zipper. Joint is easily retaped in its new position. Penn Metal, Parkers-
burg, W. Va. (For details, check coupon No. 24 on p. 198)

Drywall panels of %2"-thick gypsum board have a textured vinyl
surface that looks like solid walnut. Presidential Walnut panels are 4’
wide, 8, 9" and 10’ long; are applied on framing or over existing walls.
National Gypsum, Buffalo. (For details, check coupon No. 25 on p. 198)

Flooring

Precast tiles for floor or walls
have the look and long life of
natural marble. Travertine weighs

up to 75% less than natural
marble and costs less. Sizes: 1'x1’
and 1'x2, A" and 7&” thick.
Electromatic, Reading, Pa.

For details, check No. 26 on p. 198

MARCH 1964

Vinyl-asbestos tile is em-
bossed to look like pebbles. The
textured surface helps hide stil-
leto heel marks and subfloor im-
perfections. Brookstone tiles come
in four natural pebble colors, are
9"x9”x1/16”. Kentile Inc., New
York City.

All-vinyl tiles are now offered
in six solid colors as well as black
and white. The new colors in-
clude orange, maize, red, blue,

green and lilac. All tiles are
97x9", retail for 35¢ per sq. ft.
Goodyear, Akron.

For details, check No. 27 on p. 198

N a ks . el - - - A
Embossed inlaid vinyl with
a mosaic-chip pattern looks like
a costlier flooring but retails for
$3.49 per sq. yd. Californian tiles
are available in eight color com-
binations. Congoleum-Nairn. New
York City.

For details, check No. 28 on p. 198

New products continue on p. 193
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® High-styled in the gran
gracious living, Potlatch




NEW PRODUCTS

start on p, 182 \
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- “Central air conditioning
sold the houses.

The industry’s certification
program sold me.”

Frank Robino,
Wilmington, Delaware

‘ “Within the past few years, we’ve switched from selling
houses without any air conditioning to the point that
we now offer four models in which year-round climate
control is a standard feature. We've

Stress-graded hemlock has been added to this producer’s line of !
dimensioned lumber. Graded by the machine shown above both hem- |
lock and green fir are offered with E ratings of 1.2, 1.4, 1.6, 1.8 and 2.
Simpson Timber, Seattle. (For derails, check coupon No. 29 on p. 198)

Liquid patcher bonds new
concrete to old concrete floors,
can be sprayed, rolled or brushed
on like paint. Weld-Crete film is
applied and left to dry for one
hour before new cement is poured.
Tools will clean in water. Larsen
Products, Bethesda, Md,

For dertails, check No. 30 on p. 198

Extension phone boxes for
apartment patios or pools provide
outdoor phone service for tenants.
Light flashes when phone rings.
Compartment includes phone jack

and storage space, locks with
same key as tenant's mailbox.
Jensen, Los Angeles.

For details, check No. 32 on p. 198
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Flakeboard underlayment is
available in 3", A", %” and
3" thicknesses, can be used un-
der tile, sheet goods and carpets.
It complies with FHA UM-28
floor underlayment specs and
with CS8236-61. Collins Pine Co,,
Chester, Calif.

For details, check No. 31 on p. 198

Home soda fountain can be

built into a counter, is self con-
tained with refrigerated carbon-
ator and hermetically sealed 4-
hp. compressor., Unit also has
syrup pump, crushed-fruit ladles
and storage for ice cream. Ever-
frost, Gardena, Calif.

For details, check No. 33 on p. 198

Publications start on p. 196

found that central air conditioning
adds substantially to home sala-
bility, particularly in the medium
price range. But, until ARI's certi- &
fication program came along, there
was confusion about cooling capacity
and doubt about performance. The
ARI Seal protects me—and it pro- ,’
tects the home buyer.”

- -
When you specify ARI-certified for unitary air condi-
tioning, you're sure that the equipment will produce the
cooling capacity claimed. Equipment bearing the ARI
Seal of Certification must function satisfactorily under
maximum operating conditions, resist ice formation,
provide adequate insulation and condensate disposal.
Certified equipment is subject to random selection from
field stocks by the Institute. An independent lab subjects
this equipment to intensive testing and wverification
under adverse conditions. The seal is withdrawn if the
equipment fails to deliver. Ratings are in precise British
thermal units per hour rather than in imprecise tons
or horsepower.

The ARI Unitary Certification Program is supported by
manufacturers making more than 909, of all unitary*
air-conditioning equipment rated below 135,000 Btuh.

Consult your local air-conditioning contractor—and
specify ARI Certified for your next project. Free directory
of certified equipment upon request. Write Dept.. 203.

*Unitary included packaged air condi-
tioners, whether single units or two-piece
(“split’”) wunits, below 135,000 Btuh in
capacity, but not including room air
conditioners.

AIR-CONDITIONING AND
REFRIGERATION INSTITUTE

1815 North Fort Myer Drive = Arlington, Virginia 22209
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PROTEGT YOUR PROFITS!

Now Barrett with William Smolkin, noted building consultant,
offers you a custom-tailored marketing program for your next
residential project—a detailed report on optimum style,
price, financing and merchandising—before you start to build!

Don't commit yourself on your next project before you know
all the facts! Use the Consultron service, the extensive mar-
keting plan that's tailored to your project by William Smolkin,
using a few basic facts that you supply.

You can count on the Barrett Consultron service for a com-
prehensive, multi-page report on these factors which lead to
a successful project:

® Optimum price range

® Types of homes to be built

® Optimum costs for labor, materials and sub-
contracts for each home

e A complete operating budget for each sub-division,
including a profit projection

e A complete merchandising program for the year

o A detailed merchandising and advertising budget

® A 52-week schedule of promotional activity

The Consultron service is available only from Barrett. For
more information, see your Barrett representative or Barrett
dealer, or mail the couponto the Barrett Division, Allied Chem-
ical Corporation, 40 Rector Street, New York, N.Y., 10006.

Exciting new building materials from chemistry

In addition to the Consultron service and other unique builder
services, Barrett offers an impressive line of quality bullding
materials. Many of these have been developed through the
research facilities of the Allied Chemical Corporation.

*Consultron is a service mark of Allied Chemical Corporation.

rou snesx srouno-wirs GCONSULTRON
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Barrett Division, Allied Chemical Corporation
40 Rector Street, New York, N.Y. 10006

Yes! | want all the answers before | build!
Send me more information about Consultron!

Company

Address

City State

WILLIAM R. SMOLKIN

HH-3
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*Barrett is a registered trademark of Allied Chemical Corporation,

BARRETT 'S

BUILDING MATERIALS hemical
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For copies of free literature, check the indicated
number on the coupon on page 198.

Catalogs

LiguTING, 100 pages. Illustrations, colors, finishes
and sizes of decorative and functional fixtures for
every residential use. Progress Mfg., Philadelphia,
(Check No. PI)

FoLDING DOORS AND PARTITIONS, 16 pages. De-
scriptions and construction cutaways; dimensions,
installation details and specs of tracks, switches
and accessories. Choices of fimishes and model
selection chart. Holcomb & Hoke, Indianapolis.
(Check No. P2)

ELECTRIC APPLIANCES. 36 pages, Photos, specs and
roughing-in details on dishwashers, disposers, re-
frigerators and freezers, ranges and ovens, water
heaters, washers and dryers, heating and cooling
equipment, intercoms and wiring devices. General
Electric, Louisville. (Check No. P3)

METAL DoORs. 20 pages. Construction features and
details, sizes and specs for full-flush doors and
frames. Installation details include transom and
sidelight sections. Louver and hardware data.
Dusing & Hunt, Le Roy, N.Y. (Check No. P4)

Merchandising aids

Mirrors. 16 pages. Photos show mirrors used to
add light, space and interest to all areas of the
house. The effect of the mirror in each setting is
explained. 10¢. For copy, write American Saint
Gobain, P.O. Box 1929, Kingsport, Tenn.

Avuminum winpows and sliding glass doors.
Merchandising kit, stressing Certified Label of
quality, includes banners, display cards, ad mats,
and news releases. Architectural Aluminum
Manufacturers Assn., Chicago. (Check No. P3)

Management aids

ESTIMATING PROBLEMS, 12 pages. How an adding
machine figures 11 contracting problems, including
methods for estimating building materials. Victor
Comptometer Corp., Chicago. (Check No. P6)

WHERE TO BUY WEST COAST LUMBER. 44-page di-
rectory lists mill locations, products offered and
key personnel. West Coast Lumbermen’s Assn,,
Portland, Ore. (Check No. P7)

Installation brochures

DECORATIVE TRANSLUCENT PANELS. 8 pages. Head,
sash and sill details for using translucent panels
in walls and roofs. Caloric Corp., Topton, Pa.
(Check No. P8)

HARDBOARD FILIGREE PANELS, 4 pages. Two pat-
terns. Drawings show assembly methods for use
as room dividers and ceiling applications. Ma-
sonite Corp., Chicago. (Check No. P9)

ALUMINUM SOFFITT. 4 pages. Typical installation
details. Rollex, Elk Grove, Ill. (Check No. PI10)
Design aids

INSULATION FUNDAMENTALS, revised. 44 pages.
Data on three new products: intermediate and

PUBLICATIONS

nail-base insulation board sheathing and sound-
deadening insulation board. Sections on other
products give latest specs including prdper insula-
tion for electric heating. Insulation Board Insti-
tute, Chicago. (Check No. PI1)

QUALITY WOODWORK STANDARDS. 160 pageés with
325 drawings: Lumber and plywood grades, trim,
casework, panels, shelving, stairs, frames, sashes,
screens, shutters and doors are covered. Free to
architects and specification writers. Write Archi-
tectural Woodwork Institute, 1808 West End
Bldg., Nashville 3703.

Technical literature

SPRAY-APPLIED INSULATION. 4 pages. Sound ab-
sorption data and thickness for various fire
ratings. Uses, limitations and specs. Sealtite In-
sulation Mfg., Waukesha, Wis. (Check Ne. P12)

Truss crips. 4 pages. Cutting data: charts of
length of members and angle of cut for three
truss types with spans of up to 40’. Panel Clip
Co., Farmington, Mich. (Check No. P13)

Product bulletins

PLASTIC (PVC) HANDRAILS. 6 pages. Colors, sizes
and installation instructions. Rehau-Plastics, New
York City. (Check No. P14)

PENDANT AND CEILING-MOUNTED LIGHTS. 8 pages.
Shapes, sizes, colors of each fixture. Rodisco,
Clinton, Conn. (Check No. P15)

KITCHEN CABINETS. 8 pages, Photos show various
arrangements in different styles and finishes.

continued on|p. 198
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WITH
THOMPSON'S
WATER SEAL!
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Treat wood forms with Thompson's Water Seal and

get faster stripping, longer form life, a smooth
uncontaminated concrete surface ready for paint

or plaster. Trowel with Thompson's and cure your
concrete to beat surface cracks, increase surface
hardness 260%! Waterproof with Thompson's to end
moisture damage, leaks, efflorescence. Seals masonry, too.
Not a silicone product! Never before has there been
one single product that can do so much for you!

Buy Thompson’s at your favorite supplier!

E. A. THOMPSON CO, INC.

Merchandise Mart, San Francisco

see our
catalog in
s
Sweet's s
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In this Chicago T4 unit apartment, the cwners are
well pleased with a heating system which pro-
vides genuine comfort for tenants at minimum
fuel expense,

From left to right: Mr. John J. Limperis, co-owner,
Mr. Kenneth Bauer, contractor, Mr. Benjamin
Daidone, co-owner.

HEATING
COOLING

DUO-FLO

SYSTEM SAVES MONEY FOR OWNERS

«+. ASSURES COMFORT FOR TENANTS

CONDARY

“’wtw“"

In primary-secondary systems equipped with Duo-Flo Con-
trols, secondary zones are always controlled, even with high
head pumps in the primary zone. Use of higher temperature
drops permits sizable reduction in pump horsepower. Mate-
rial saved includes 2 Flo-Control Valves, 2 shut-off valves,
2 or 3 tees and 6 nipples.

MARCH 1964

Multi-family dwellings are normally hard to heat
with economy and at the same time provide com-
fort for all tenants. In such buildings, the Duo-Flo
system, a method of primary-secondary pumping
developed by B&G engineers, solves many prob-
lems encountered in establishing automatic tem-
perature control.

The B&G Duo-Flo System permits simplified zone control
of various building areas to assure proper compensation for the
effects of sunshine, wind and occupancy needs. Not only does
it improve comfort conditions, but prevents the fuel waste of
overheating and can reduce circulating pump horsepower.

As practical evidence of Duo-Flo System value, Kenneth E.
Bauer, Vice President of Atomatic, Inc., Chicago contractors,
says—

“In the past few years, I have installed several of your
Duo-Flo Primary-Secondary Systems. In my opinionthere is no
better way to zone a hydronic system than with pumps. It may
cost. the building owner a little more initially, but in the long
run he saves money and is assured of comfortable tenants.

“The low rate of service problems with B&G pumps is well
known and the new B&G Duo-Flo Control obviously makes it
easier to provide pumped zone control.”

For complete information on B&G Duo-Flo Control, write
to I'TT Bell & Gossett Inc.,a subsidiary of International Telephone
and Telegraph Corporation, Morton Grove, Illinois, Dept. HY 10.

ITT BELL & GOSSETT INC.
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PUBLICATIONS

start on p. 196

Low-cosT SLIDING GLASS DOORS. 4 pages. Detail
drawings of door construction and a typical in-
stallation. Specs. Northrop Architectural Sys-
tems, Los Angeles, (Check No. P19 below)

continued from p. 196

Drawings show dimensions for wall, base and cor-
ner cabinets in combinations with each other and
with ranges, ovens and sinks. Long Bell, Long

View, Wash. (Check No. P16 below) SLIDE-IN RANGES. 6 pages. Gas and Electric, 24”

and 30” models; optional features and installation
drawings. Auto Stove Works, New Athens, Ill
(Check No. P20 below)

SINGLE-HANDLE FAUCET for water temperature and
pressure control. Three 4-page booklets for kit-
chen sink, lavatory and bath-shower fittings.
Moen, Elyria, Ohio. (Check No. P21 below)

FoLpiNG poors, 8 pages. Features, styles, sizes,
specs and installation drawings. Leigh, Coopers-
ville, Mich. (Check No. P17 below)

FIREPLACE PACKAGE, Data sheet, Specs, construc-
tion features and installation details. Dura-Vent,
Redwood City, Calif. (Check No. 18 below)

For more information circle the numbers below (they are keyed to the items
described on the New Products and Publications pages) and send the coupon to:
House & HoME, Rm. 1960, Time & Life Building, Rockefeller Center, New York 20.

Note: House & HomE's servicing of this coupon expires June 31, 1964. If you contact manufacturers
directly, it is important that you mention the issue of House & HoME in which you saw the item.

New products Publications

Larsen liquid patcher for concrete
Collins Pine flakeboard underlayment
32. Jensen extension-phone boxes

1. £J Nutone ranges and cabinets P1. O Progress lighting catalog

2. ] Wood-Mode early American cabinets P2. O Holcomb & Hoke folding doors

3. [J Kelvinator compact refrigerator P3. 00 G.E. electric appliances

4, O Long-Bell sliding tray rack P4, 0 Dusing & Hunt metal doors

5. O Matchler kitchen desk P5. O Architectural Aluminum Mfrs. windows
6. O Orbit cabinets P6. (0 Victor Comptometer estimating aid
7. O Ultran built-in dust pan P7. O West Coast Lumbermen's Assn. directory
8. 00 G.E. Hotpoint warming oven P8. [0 Caloric translucent panels

9. O Leigh built-in toaster P9, (] Masonite filigree panels
10, O Thermador range tops P10. 0 Rollex aluminum soffit
11. O Universal-Rundle lavatories P11. O Insulation Board Institute design aid
12. 0 American-Standard recessed tub P12, O Sealtite insulation data
13. O Kohler rear-discharge toilet P13. T Panel Clip truss clip data
14. [J Sherle Wagner lavatory counter P14. OJ Rehan Plastics handrail booklet
15. O Leonard shower-bath fitting P15. CJ Rodisco ceiling light booklet
16. I Dialoc dial lock P16. [J Long-Bell kitchen cabinet booklet
17. O Kwikset heavy-duty lockset P17, O Leigh folding door booklet
18. [0 Hettinger & S%uck joist setter P18. O Dura-Vent fireplace data sheet
19. 00 Ajax self-closing hinge P19. [0 Northrop sliding glass doors
20. O Alcoa lap siding P20. O Auto Stove Works range bulletin
21. O Insulite vinyl siding P21. OO Moen single-handle faucet folders
22. [0 Reynolds shingle-forming machine
23. OJ Panelboard teak paneling
24, O] Penn Metal movable drywall system
25. [ National Gypsum drywall panels
26, [0 Electromatic precast tiles
27. U Goodyear all-vinyl tiles
28. 0 Congoleum-Nairn embossed inlaid vinyl

E]] Simpson Timber stress-graded hemlock
A
O

33. O Everfrost home soda fountain March
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THESE UPSON PRODUCTS
HELP BUILD TODAY'S FINE
HOMES FASTER, EASIER

Unsun Super-Bln Interior Panels—one-
piece seamless—ideal for in- -shop produc-
tion, unit assembly.

Upson Pre-Building System—allows complete
pre-wiring and plumbing of whole sections
off-site for accelerated building.

Upson Dubl-Bilt—an attractive, all-weather
board for permanent exterior walls or for
decorative facades.

Upson Primed All Weathar Panels—a
superior, high-quality board for board and
batten exterior walls and gable-ends.

E—"

Upson Trim-Bilt—attractive, economical
exterior trim board for cornices, fascia
and rakes.

T

Upson Soffits—pre-cut, prmed, vented,
screened and ready to apply.

=
PSONJ THE UPSON COMPANY
234 Upson Point

Lockport, New York

I'm interested in Upson's way of new home
construction. Please send me your free brochure
detailing all the Upson advantages.

Name

Company

Address

City State

HOUSE & HOME




UPSON MATERIALS FIT FINE HOMES

FASHION HIGH-STYLE INTERIORS WITH UPSON SUPER-BILT PANELS

Builders and remodelers of outstanding homes like this one find Upson products invaluable in producing
highest quality interiors and exteriors. Look at this large, spacious family room for instance. It's been
remodeled from a porch and small study to a family room uniformly rich in appearance and durability.

It features newly paneled walls beautifully complemented with ceilings of Upson Super-Bilt
panels. They have concealed fasteners and no exposed nails. What's more it is impossible for them

ever to crack. And look how beautifully they fit in with other materials (the beams in the ceiling). From
ceilings to siding, sheathing to soffits, Upson products give you the highest in value. Because of time and
labor-saving characteristics, higher quality actually costs you less. For more information call your nearest
Upson Distributor or mail the coupon on the preceding page.

THE UPSON COMPANY = LOCKPORT, NEW YORK

Distributed in Canada by Building Products Limited, Montreal, Quebec
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This advertising index published by House & HOME is a service to its readers. House &
HoME does not assume responsibility to advertisers for errors or omissions in prepa-

ration of these listings.

Air Conditioning & Refrigeration Institute
The American Brass & Iron Foundry
American Gas Association

American Olean Tile Company

American Radiator & Standard Sanitary Caorp.
American Screen Products Co.

The Andersen Corporation

Arbor Homes

Armco Division (Armco Steel Corporation)

Barrett Division (Allied Chemical Corp.)
Bell & Gossett Co.

Bostitch, Inc.

Bowery Savings Bank

Broan Manufacturing Co.

Brown Stove Works, Inc

E. L. Bruce Co., Inc. (Flooring Division)
Bryant Manufacturing Co.

Bulldog Electric Products Company
Burroughs Corporation

Caloric Corporation

Cambridge Tile Mfg. Co.

The Philip Carey Mfg. Co.

Cast Tron Pipe Research Association

The Celotex Corporation

The Chemstrand Corp.

Chevrolet Division (General Motors Corporation)
Cobell Industries Division (Rangaire Corporation)

Crane Company
Crawford Door Company

Day & Night Mfg. Co.

Delco Appliance Division (General Motors Corporation)
Delta Faucet Corporation

The DeVilbiss Company

The Dow Chemical Company

Dorr-Oliver, Inc.

Duraflake Company

Dura-Vent Corporation

Durox

E. I. DuPont De Nemours & Company, Inc.
(Film Division)

Emerson Electric Mfg. Co. (Builder Products Division)
Evans Products Company

First Mortgage Investors
Float-Away Door Company
Ivon R. Ford, Inc.

Forest Fiber Products Company
Formica Corporation

Gaffers & Sattler

General Electric Company

General Electric Company Medallion Homes
Georgia Pacific Corporation

B. F. Goodrich Chemical Company

Heil-Quaker Corporation

Home Planners, Incorporated

Honeywell

H-P Products, Inc.

Hotpoint Division (General Electric Company)
House & Home

Hunt Electronics Company
Hunter Division (Robbins & Myers, Inc.)

Inland Homes Corporation
1I-XL Furniture Co.

Jacuzzi Research, Inc.
Jensen Industries

W denotes Western edition
M denotes Mid-Western edition
N denotes North Central ediuon

32

166, 167
Cover II
46M1, N1, E9
74

65

64

46M8
66
168-169
86

46M6, M7,
N2, N3, E6, E7
162, 163

28

160

170, 171
Cover IV
46R1, R2
46W4
46W2, W3
2A, 2B

80

46W13, SW2
46E8, W5
172, 173

81
75
58
192

178

62
46W15, W16
82, 83

52

158, 159
67
85,188
183

91

179
46W9

68
196
185

78,79
174,175
61

198, 199
184

465W5, SW6,
M9, M10,
EllL E12

N3, N6

4

152

51

42

176, 177
59,156
69

38,39

Kelvinator Division (American Motors Corp.)
Kemper Brothers, Inc.

Kentile, Inc.

Kewanee Manufacturing Company

Kitchen Kompact, Inc.

Knape & Vogt Manufacturing Company
Kwikset Sales & Service Company

Leigh Products, Inc.

Lennox Industries, Inc.
Libbey-Owens-Ford Glass Company
Logan Co. (Colonel Logan Division)

The Malta Manufacturing Company

Moe Light Division (Thomas Industries, Inc.)
Mortgage Guaranty Insurance Corporation

National Concrete Masonry Assn.

National Gypsum Company

National Homes Corporation

National Oil Fuel Institute, Inc.

National Rainbird Sales

Norris-Thermador Corporation (Plumbing Division)
NuTone, Inc.

The C. A. Olsen Company (Luxaire Division)
Olympic Stained Products Co.

Orttawa Silica Company

Overhead Door Corporation

The Pacific Lumber Company
Peachtree Doors, Inc.

Pope & Talbot, Inc.

Potatch Forests, Inc.

Quaker Window Products Company
Freeburg, Missouri

Republic Steel Corporation
Roberts Consolidated Industries, Inc.
George D. Roper Corporation

H. J. Scheirich Company
Scholz Homes, Inc.
Shakertown Corp
Simpson Timber Company
Southern Pine Association
Space-Planner Co.
Structoglas, Inc.
Structural Laminates, Inc.

The Tappan Company
E. A. Thompson Company
Tub-Master Corporation

United States Plywood Corporation

United States Steel Corporation

United States Steel Homes, Inc. (Division
United Stares Steel Corporation)

The Upson Company

Uvalde Rock Asphalt Company

Vega Industries

Waste King-Universal

West Coast Lumbermen’s Association

Western Pine Association

Westinghouse Electric Corporation (Appliance Division)
Whirlpool Corporation

Edwin L, Wiegand Company

J. A. Wilson Lighting Co.

York Corporation

E denotes Eastern edition
S denotes Southern edition
SW denotes Swing edition
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