


F e e l i t . . . i t ' s c u s l i i o n e d 
A d d s v a l u e to y o u r h o m e s 

Village Square^*' is Congoleum-Nairn's newest cushioned 
sheet vinyl in the Comfortf lor® series. 

There's an exciting difference in this attractive brick pat
tern. It has built-in selling features—an exclusive inner foam 
cushion that you can feel. It's warm. Soft. Quiet underfoot. 
And, the tough vinyl wear layer resists scratches and makes 
it the easiest floor to care for. 

Available in 4 attractive brick colors: red, brown, green 
and beige. Village Square goes well in kitchens, family rooms, 
halls . . . makes any room seem larger . . . look lovelier. 

Village Square is made with the builder in mind, too. Con
tinuous 6' width means fewer seams. Clear Felt backing 
makes it easier to install. Embossed design hides underfloor 
irregularities. And with all these 
wonderful advantages. Village 
Square is surprisingly low in cost 
. . . fits almost any building budget. ' 

For free sample or other infor
mation, write to Congoleum-Nairn, 
inc., Kearny, New Jersey 07032. 

A comprehensive Home Builder Program has been developed to help you sell your product faster. Write Congoleum-Nairn. Builder Service Department. 
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EDITORIAL 
Are the corporate giants about to take over homebuilding? 5 5 
All the evidence says they won't. Despite their financial muscle, they still can't 
beat the local builder who adapts quickly to local market changes 

FEATURES 
18th Century craftsmanship for 1967 homebuyers 5 6 
A pipe dream in this age of mass production? Not necessarily, says builder Ed 
Linn, and his thriving little business is an interesting case in point 

Housing's Top Performers of 1967 6 4 
HOUSE & H O M E singles out 12 men of the year for the significant—and varied 
—contributions they have made to the homebuilding industry 

Award winners: Look how varied good muitifamily design can be 66 
Three projects offer a rebuke to builders who play it safe by off'ering only dull 
apartments on nice flat lots or rows of imitation Georgetown townhouses 

How a computer helps realty men make more sales for builders 72 
Designed for the used-house market, the new machine gives brokers more time 
to sell new houses and also produces valuable market information for builders 

Why a multi-tract builder c lusters all his models in one spot 74 
John Hall switched from five sales areas to a single "Showcase of Homes" on a 
busy Phoenix artery. Results: a boost in sales, a cut in sales costs 

Can your buyers tell you how to do a better marketing job? 77 
Yes—if you ask them the right questions and take the trouble to interpret their 
answers. Here's what happened when four leading builders did just that 

Four custom houses suggest ways to capitalize on problem si tes 80 
More than ever before, the difficult site is part of the merchant builder's daily 
life. For that reason alone, these AIA award winners merit close study 

NEWS 
Gulf Oil fires Reston's founding father, Robert E . Simon 3 
The dismissal stunned and angered the new town's residents, who honored 
Simon at a farewell party. Some even vowed to demonstrate against Gulf 

Housing bi l ls for ' 6 8 : Sparkman presses for flexible FHA rate 6 ' 
Senator's program also has low-cost home ownership plus new help for cities, 
and President's own housing measure will probably offer even larger benefits 
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Mortgage-market quotations 8 
Housing-stock prices 
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Letters 
Technology 
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Cover: Award-winning townhouses in 1967 Homes for Better Living program. 
Architect: Fisher-Friedman Assoc. Builders: Braddock & Logan, Shoreline 
Properties. Location: Alameda, Calif. Photographer: Joshua Freiwald. 

NEXT MONTH 
What every builder should know about housing's market revolution . . . How 
apartment builders can cut heating costs . . . What's the mobile home's real role 
in the housing industry? . . . Parades of Homes: multi-site vs. single site 
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Residence: West Vancouver, British Columbia, Canada / Architect: Ian Davidson, Gardiner Thornton Gathe Davidson Garrett Masson & Associates. 
Certigrade Dimension Shingles, " 1 Grade, alternating ZVz" and 5" widths, with buttlines staggered 2Vi", and 5" weather exposure. 

Precision and texture: the special effect of red cedar dimension shingles. 
Special red cedar dimension shingles make possible several 
highly controllable departures from the normal, unplanned 
patterns that result from the random widths of standard 
shingles. 

By alternating 2/4" and 5" uniform widths, butts staggered, 
the architect above has achieved a bold, dimensional effect. 
One beautifully enhanced by the wood's natural color and 
texture. And one which, thanks to red cedar's remarkable 
durability, should last the lifetime of the house — even if 
left untreated. 

Of course shingles take stains and paints exceptionally 

well, too. And no other sidewall or roofing material so per
fectly combines the advantages of light weight plus struc
tural strength. Worth finding out more about? Then see our 
Sweet's catalog listing 21d/Re. Or call or write for details 
about Certigrade shingles (dimension or regular), Certi-
groove sidewall shakes or Certi-Split handsplit shakes. 

RED CEDAR SHINGLE & HANDSPLIT SHAKE BUREAU 

5510 White Building,Seattle, Washington 98101 
(In Canada: 1477 West Pender Street, Vancouver 5, B.C.) 

Circle 31 on Reader Service card HOUSE & HOME 
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BOB SIMON SAYS GOOD-BY, and his new town residents pack Reston's plaza to honor tiieir ousted developer. Simon's normally restrained manner melted 
away. Before long he was holding a baby. Party was attended by Interior Secretary Stewart Udall. Conspicuously absent: HUD officials. 

Gulf Oil fires Bob Simon—and stunned Reston says good-by 
Reston's founder, Robert E. Simon, was 
fired at the first board meeting of Gulf 
Reston Inc., just three weeks after Gulf 
took 90% control of the Virginia new 
town. Simon was board chairman—for a 
day. 

His dismissal stunned and saddened 
most of Reston's 2,700 residents. It out
raged others, who at first vowed to demon
strate against Gulf during a community 
party honoring Simon last month. 

But there was no protest. And the party, 
planned weeks earlier, became the sort of 
warm farewell a family might arrange for 
a son leaving home. 

At best Simon's ouster has made the 
residents apprehensive. A woman home
owner says: "We trusted Mr. Simon. He 
gave children ponds to play in and paths 
to walk on. But with him gone, we don't 
know what to expect." 

The overriding fear is that Gulf Oil will 
eventually try to recoup its $15-million in
vestment by selling off" large tracts to con
ventional homebuilders. If that happens, 
residents say, the amenities that made 
Reston the nation's premier new town— 
the village center and recreational areas 
—wil l no longer be provided. To allay such 
fears Gulf Reston promises to disclose "ad
vance schedules for planning and future 
development." 

Behind the scenes . Gulf Reston and 
its parent. Gulf Oil. have not explained 
Simon's abrupt departure; one spokesman 
referred to "policy diff'erences." But the 
real issue was whether Simon—with 5% 
interest in Reston—would still have a voice 
in the town's management. 

Simon was convinced that Gulf execu
tives wanted him to help guide Reston, 
mainly because they asked him to become 
board chairman. 

" I could have been Gulf Reston's 
strongest ally or the devil's advocate." 
Simon told HOUSE & HOME. "But appar
ently Gulf only wanted a figurehead—and 
they picked the wrong guy." 

But a former associate says, "Simon re
fused to face the truth. Even the secretaries 
knew he was kicked upstairs to the board 
to get him out of the way." (In August a 
Gulf executive said, "We want to keep 
Simon for what he is good at—public re

lations and stuff like that.") 
The board meeting. This basic lack of 

communication about Simon's new role 
triggered a Simon-Gulf confrontation at 
the board's first meeting. Oct. 26. Here is 
what happened: 

Robert H . Ryan, whom Gulf appointed 
to replace Simon, took control of the meet
ing. He showed slides, including shots of 
unkept lawns in front of model houses and 
a Reston direction sign next to an ESSO 
service station. Though Simon refutes it, 
some observers say the slides tended to 
belittle past management—and sharpen 
Simon-Gulf disputes. 

Then Gulf representatives proposed a 
three-man executive committee to oversee 
Ryan's decisions. Simon offered a counter-
motion for a five-man committee—large 
enough to include himself and Gordon 
Emerson of John Hancock Insurance Co., 
the only persons other than Gulf men on 
the seven-man board. (Hancock, like 
Simon, holds a 5% interest.) 

Ryan said, "How about that motion, 
Gordon?" And Emerson reportedly replied, 
" I don't want to get involved in a family 
quarrel." Simon's motion died for lack of 
a second. 

After the meeting. Ryan and Gulf Vice 
President William L. Henry asked Simon 
to resign. He refused, and he was fired. 

P a s s the ammunition. Simon's ouster 
culminates a series of changes at Reston 
that has provided ammunition for both 
resident critics and defenders of Gulf. 

Some say Gulf Reston has foreshadowed 
a shift away from cluster housing and 
greenbelts simply by dismissing such top 
Simon followers as builder-academician 
Edward P. Eichler and executive vice presi
dent James B. Selonick. 

Others note that Ryan's 1968 plans— 
which include 186 apartment units, 170 
townhouses, 70 patio houses and a physical 
fitness center—parallel Simon's own plan. 

Long, hot winter? "The antagonism 
toward Gulf," an informed resident says, 
"will be gone in the spring." But while it 
lasts, it is potentially the most dangerous 
obstacle Gulf Reston faces. Even residents 
who claim to be neutral are organizing 
citizens' pressure groups "to help insure 
the development... of Reston as a genuine 

new town." Still others, who oppose Gulf, 
plan protests that might include the burn
ing of Gulf Oil credit cards. 

'Assume the best . ' For his part, Simon 
hopes for the best. He regretfully sold out 
to Gulf when Reston's debt climbed to 
$45 million last summer. And he resents 
being dismissed. But above all, Simon 
knows that only Gulf Reston can still make 
his dream of a perfect town come true. 

Simon tried to stress the importance of 
cooperation with Gulf Reston during his 
short farewell speech at the community 
party. Simon said: 

"Chances are good that what we were 
trying to do here will be continued. You 
must try to create a working relationship 
with the new developing company. It would 
be a mistake not to assume the best about 
the developer." 

The 400 residents and visitors at Reston's 
village center seemed to appreciate that 
point. But after the party had ended and 
Simon had left, some residents seemed still 
to harbor blind grudges against Gulf 
Reston and Simon's successor, Robert 
Ryan. 

A matronly woman said bitterly, "Ryan 
should have been here. He got a personal 
invitation to attend." 

And just as bitterly, another woman 
said, "Not showing up is the only smart 
thing Mr. Ryan has done sii>ce taking 
over. This was Mr. Simon's day." 

— F R A N K L A L L I 

COMFORTING HAND of Anne Simon rests on her 
husband's shoulder as his Reston farewell ends. 
Earlier residents had sung: "Simon, Simon . . . if 
we could have a mayor, you surely would be it." 
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LEVITT EXECUTIVES WEISS AND GINGOLD STANDARD MODELS AT CHICAGO TRACT CHICAGO BUYERS QUEUED FOR OPENING 

Levitt in Chicagoland 

Hip management + the same old models = new sales bonanza 
Bill Levitt is at it again. 

With time-tested reliance on local man
agement and five models as familiar as an 
old shoe, Levitt & Sons is biting into an
other market. Now it's Chicagoland. 

When Levitt announced plans for the 
invasion a year ago, local builders yawned. 
Some of them shrugged off a Levitt pre
diction of 150 sales in the first year and 
others actually prophesied serious union 
troubles. 

Then Levitt opened his 425-acre sub
division 25 minutes northwest of the Loop. 
He offered five wildly unspectacular 
models—two two-stories, two ranches and 
a split. 

That first week Levitt wrote up 71 sales. 
Thereupon his local management team 
raised prices $1,000 across the board to 
from $24,990 to $30,990. 

Still sales kept pouring in. By Novem
ber Levitt & Sons had 225 sales, and 
Levitt spokesmen were planning to deliver 
100 of the houses by the end of February 
1968, which marks the end of the com
pany's '67 fiscal year. 

Competitive carping. Chicago's be
mused builders can't believe their eyes. 
Says a competitor's sales manager: 

"Levitt has only three salesmen at the 
tract. It seems impossible to me that Levitt 
has sold so many houses with that sized 
staff in such a short time," 

Some builders, flying in the face of 
Levitt's 20-year record of success, console 
each other by mumbling things like, 'The 
lure of Levitt's ticky-tacky boxes will wear 
thin soon." 

But the majority of builders is now re
signed to sharing in the new buyer interest 
Levitt seems to have sparked. Winston-
Muss Corp., a long-time Chicago builder, 
has even begun running ads saying: "Go 
See Our Competition First, Then See Us." 
A Levitt executive's reaction is forebear-
ance itself. "That ad has done us more 
good than harm," he says. 

Builder Len Besinger Jr. claims Levitt 
created a market for the lowest-priced 
model at Besinger's own Ballantrae sub

division, across from Levitt's Strathmore 
tract at Buffalo Grove. "The model hadn't 
gotten us one buyer," says Besinger. "Then 
Levitt came to town and hypoed the whole 
market. The model is selling well now." 

Hip management. Ever since 1961, 
when Levitt & Sons began recruiting 
talented, young executives and managers, 
the company has known nothing but suc
cess. For Chicago, Levitt imported 42-year-
old Richard L. Weiss, a veteran California 
homebuilder, and 30-year-old Arthur 
Gingold, who was trained by Norman 
Young (age: 42). senior vice president for 
marketing. Weiss—a company vice presi
dent—is regional general manager, and 
Gingold is marketing director. 

Both were new to Chicago, so they had 
no preconceived notions of the market. 
And Levitt & Sons was not afraid to ex
periment. 

"We were warned that ranch houses 
just wouldn't sell here," says Weiss. "Split 
levels were supposed to be the big sellers. 
But our ranches are our best-sellers. It 
seems that the market was saturated with 
splits—and ranches were ripe for a come
back." 

Weiss and Gingold dressed up the ranch 
models to appeal to traditional Midwestern 
tastes. For example, the two best-selling 
models—three-bedroom, two-bath ranches 
—feature either a white-columned brick 

BUYER TRAFFIC JAMS at the Chicago tract were 
unsnarled by special police with walkie-talkies. 

front or a brick and cedar shake elevation. 
L.A. of the IMidwest. Weiss says Chi

cago is "another Los Angeles of 1955, 
without the tremendous flux in the money 
market that you find on the Coast. Chicago 
is a natural seller's market—the money 
market is stable and there is a strong de
mand for housing." 

Weiss cites three reasons for Levitt's 
exceptionally high sales: 

1. Levitt & Sons researched the Chicago 
market thoroughly. Al l the research was 
collated by computers at Levitt's head
quarters in Lake Success, L . I . 

2. Because of its standing in the indus
try, Levitt was able to get good credit terms 
for its buyers. And Levitt is absorbing all 
closing costs, which range from $500 to 
$600. (Conventional, VA and FHA financing 
is available.) 

3. Levitt offers houses packed with ex
tras at no extra cost. Al l Chicago models 
include complete kitchen appliances, wall
paper, paneling, attached garages, land
scaping and paved driveways. 

Looking ahead. Weiss and Gingold are 
bubbling with expansion plans. Weiss says 
it's probable that the company will build 
townhouses "within a year or two." That 
move would have to be approved by home 
office executives. Levitt & Sons built its 
first townhouses a year ago in Rittenhouse 
Park, near Philadelphia. 

Gingold says next year's sales target is 
500 houses. At that rate, Levitt will finish 
the 1,300-home Buffalo Grove tract in 
1969. Judging by the company's multi-site 
growth in other markets, Levitt & Sons 
may open other Chicago subdivisions by 
late 1968 or early 1969. 

Says Gingold, "Levitt & Sons is shopping 
for enough land to keep us going in this 
market for many years to come." 

Levitt executives have looked at a 3,300-
acre parcel owned by California builder 
Ross Cortese. "We are interested," says 
Weiss, " i f he is willing to sell at a reason
able price." (NEWS, N O V . ) . 

—^TERRY SHARPE 
McGraw-Hill World News, Chicago 
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THE FRENCH TAKE A PEEK into the bedroom, and under the bed, and into the kitchen sink of Levitt & Sons' new Paris houses. They liked what they saw, 
so they bought 80 houses the first month. Levitt sold similar models to Parisians in 1965 for $29,600 to $33,000. Levitt's new models cost $33,000 to $39,000. 

Levitt in Paree 

18,000 Frenchmen can't be wrong: 'Levitt—c'est magnifique' 
"What strikes me is how well the houses 
are laid out. French houses are a maze of 
corridors and hallways. But in Levitt & 
Sons' houses the proper rooms are right 
next to each other." 

That comment by a visitor to Levitt & 
Sons' second Paris subdivision typifies the 
French reaction to Levitt's houses. Since 
late September, when the Lesigny sub
division 15 miles from Paris opened, 18,-
000 Frenchmen have come to see the four 
models. 

The three- to five-bedroom houses 
priced from $33,000 to $39,000 are too 
expensive for most French families. Yet 
Levitt's Paris manager, Andrew L. Lorant, 
reported 80 sales by the end of October. 
That matched the brisk sales pace set by 
Levitt's first Paris subdivision (NEWS, Dec. 
'65). First deliveries in the new 600-house 
tract are expected next summer. 

Weil-to-do buyers. For the most part, 
Lesigny buyers are professional people 
(doctors, engineers and pilots) and gov
ernment officials who earn $700 to $1,000 
a month. Only one in 20 Frenchmen earns 
that much. 

The buyers are mostly homeowners who 
are trading up. The few couples in their 
early 30s who bought at Lesigny got help 
from parents and relatives. 

Levitt's Lorant says France's rather stiff 
credit terms, which demand 20% down 
payments and 16-year mortgages at 8%, 

haven't hurt sales. Says Lorant: 
" In France homebuying is different than 

in the U.S. Credit terms are stiffer but 
people here are less accustomed to buying 
on credit. There is plenty of hard cash 
floating around. And in the U.S. young 
couples look for houses by themselves. 
In France house shopping is usually a 
joint effort with all close relatives lending 
support." 

Enchanted Frenchmen. Levitt's new 
models are successful despite the recent 
departure of NATO, which has turned Paris 
into a buyer's market. For one thing, 
Parisians, who live in cramped dwellings 
in one of the world's most densely popu
lated cities, have developed a keen desire 
for fresh air and the outdoors. So they 
seem enchanted with the four Levitt models 
nestled near a grove of trees far from 
main roads. 

But most of all. Frenchmen praise the 
models themselves. Here's what typical 
Frenchmen said when interviewed at 
Levitt's Le Pare de Lesigny: 

Said Michel Faugere, an engineer for 
British Petroleum Co. who bought a 
$39,000 five-bedroom house: "The Levitt 
houses have much bigger rooms and better 
arranged kitchen than French houses. You 
see, we like space, just like Americans do. 
We own a house now, and all we will be 
getting in the Levitt house is one extra 
bathroom. But the differences in space and 

layout are extraordinary." 
An inspector for the French National 

Railroads, who was house shopping for 
his married son, emphasized "practicality." 
"The ceilings are low," he said, "so it's 
easier to keep rooms warm in winter. And 
there aren't any shadows in the corners of 
the ceiling like there are in French houses. 
Also, there aren't so many stairs to climb 
to reach the upper floor." 

Gervais Guisnel. an Army officer who 
lives with his wife and nine children in a 
four-bedroom house, found the models 
"trfes agreeables." But he noted one minor 
drawback. "The houses are over-equipped 
by French standards," he said. "People 
here usually own their own refrigerators, 
stoves and accessories. I would prefer that 
such equipment be offered at extra cost, so 
the basic house could be sold for less." 

Another man in his late 30s, simply 
called the houses "superb." But he added, 
"For us, though, these houses are very, 
very luxurious." 

In all. Frenchmen of all social levels 
and professions liked what they saw at 
Lesigny. The models seemed isolated in 
the undeveloped estate, though the houses 
themselves were built right up next to each 
other without separating fences. French
men could not imagine what the estate 
might look like covered with 600 houses. 

— M I C H A E L SULLIVAN 
McGraw-Hill World News, Paris 

AIMERICAN-STYLE MERCHANDISING sells houscs at Levitt & Sons' new Paris tract. Roadside ad beckons traffic, including a lone cyclist, left. At sales office, 
center, buyers study tract's house map. When families move on to models, children can be left at fenced-in playground that includes painted tunnels. 
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Housing bills for '68—Sparkman pushes flexible FHA rate 
President Johnson won't have to start from 
scratch when he sends housing legislation 
to Congress next year—and he won't be 
able to, either. 

Sen. John J. Sparkman's housing sub
committee has seen to that. It has approved 
a far-reaching measure wrapping up a low-
income home-ownership plan, a new and 
flexible approach to FHA and VA rates and 
an increase in public housing funds. 

The subcommittee acted too late to per
mit final action before the next session of 
Congress. By the time any bill comes be
fore the House, the President surely will 
be on record with a package of his own. 

President 's plans. A big White House 
bill is all but inevitable next year. Programs 
must be renewed, and the White House is 
also expected to seek new legislative in
ducements to attract private industry to 
invest in housing and job-making in 
blighted urban cores. 

But the Senate's housing measure, which 
Sparkman hoped to rush through to upper 
House passage by adjournment, clearly wifl 
have to be taken into consideration by ad
ministration planners. 

The Sparkman bill would eliminate the 
6% ceiling on interest rates paid for home 
loans insured by FHA and VA. Instead, HUD 
would have authority to prescribe a rate. 
But such a change will not come easily. 
Populist Democrats, including House 
Banking Committee Chairman Wright Pat-
man, will fight it bitterly. 

Senate bi l l 's programs. Here are the 
Sparkman bill's other major programs: 

• Home-ownership aid for low-income 
families—in most cases those with in
comes of $4,000 to $6,000. The bill asks 
for $70 million in subsidies over three 
years, and the committee estimates about 
200,000 families would benefit. The fami
lies would pay only 20% of their income to 
retire the debt; whatever else was needed 
for interest, principal, taxes and insurance 
would be picked up by the government 
through an interest rate subsidy. Mortgage 
limits would be $15,000, or $17,500 in 
high-cost areas, and in most cases only new 
or rehabilitated housing would qualify. 

• A home-ownership foundation, to 
provide technical assistance to non-profit 
project sponsors. I t would get $10-million 
in federal funds. FHA would get another 
$7.5 million to help non-profit sponsors. 
The dual approach was a compromise be
tween Sens. Charles H. Percy (R., 111.) and 
Walter F . Mondale (D., Minn.). 

• A new concept of urban renewal per
mitting cities to use renewal money on a 
temporary, short-term basis to upgrade 
services in areas where riots might threaten. 

• FHA insurance for vacation homes, 
but only in areas where money is not tight. 
The judgment whether money is or isn't 
tight would be up to FHA. 

The subcommittee's measure included 
removal of all limits on rehabilitation in 
urban renewal areas, direct subsidies to 
bankers on loans to colleges with borrow
ers paying only 3%, a new actuarial con-

PRESIDENT JOHNSON 
"We are going to have model cities—cities thai 
are a credit to this nation; where races can live 
together in friendship; where a life of poverty is 
not the inevitable fate of children born in it; 
where men and women can walk their streets 
witnout fear—day or night." 

cept based solely on a homebuyer's credit 
standing along with a special FHA fund for 
high-risk loans, and upgrading the presi
dent of the Federal National Mortgage 
Assn. to the level of a Presidential appoint
ment. 

Model Ci t ies approved. Until the 
Sparkman subcommittee voted out its bill, 
the only major housing issue on the Con
gressional firing line had been preservation 
and funding of the infant Rent Supple
ment and Model Cities programs. 

This battle, which started in the spring, 
ended Oct. 26 when the House finally went 
along with a compromise money bill that 
provided $10-million for rent supplements, 
compared with a $40-million Administra
tion request, and $3I2-million for model 
cities programs, compared with a $662-
million Administration request. Originally, 
the House had voted to deny any new 
funds at all for rent-supplement projects. 

"Some have called the passage of this 
act a legislative victory," said the President 
in signing the bill. "It might better be called 
a legislative miracle—the opposition was 
that strong. Ninety-three percent of house 
Republicans voted to recommit and kill 
rent supplements. Eighty percent voted to 
recommit and delete all funds for model 
cities." 

"That is not the way to meet the prob
lem," Johnson said of the funding cuts at a 
press conference. "It is going to be slow, 
painful and costly." 

Kennedy's plans. Waiting for John
son's move next year will be Sen. Robert F. 
Kennedy's urban-housing bill, which rests 
primarily on a sliding scale of tax credits 
and depreciation benefits for new and re
habilitated housing in poverty areas but 
which includes interest subsidies as well. 

In Senate finance committee hearings in 
September, the Administration opposed on 
principle the tax-credit route to attract 
private industry to the ghetto. " I cannot 
help but observe," testified Treasury 

Undersecretary Joseph W. Barr. "that if 
we go along this tax incentive route the 
Treasury Dept. would soon be making the 
crucial decisions in almost all matters of 
domestic economic policy." 

But Kennedy has sent copies of his bill 
to a vast array of corporations, chambers 
of commerce and trade associations. He 
seeks comment and support from each, and 
he has received a good deal of both. His 
tax-incentive plan, though visibly at least 
dormant after the September hearings, will 
revive next year. 

The President may well try to take his 
ball away, too. 

It is doubtful that after sternly rejecting 
the tax approach, the Administration would 
adopt it as its own. But engaging the skills, 
resources and investment funds of private 
enterprise has been a key Johnson goal, 
sought both in public statements and in 
private communications between the White 
House and corporate executives. The 
President can be expected to lay even more 
stress on it in election year 1968. 

Kaiser Committee. Indeed, the major 
assignment of his Special Committee on 
Urban Housing, headed by President Edgar 
F. Kaiser of Kaiser Industries Corp.. is to 
find means of drawing even more heavily 
on private resources. Among the ideas this 
committee is known to be studying is 
whether FHA standards can be used to pro
mote use of new building materials and 
techniques. 

The Kaiser committee's final report is 
not expected until next spring, but the 
committee is trying to whip some interim 
ideas into shape for a private report to 
Johnson in December—which would be 
ample time for its proposals to find a place 
in the President's 1968 legislative program. 

—BRUCE AGNEW 
McGraw-Hill World News, Washington 

N.Y. State official urges 
end of 6% mortgage ceiling 
Bank Superintendent Frank Wille has just 
called for repeal of New York State's 6% 
usury limit on residential mortgage interest 
rates. 

Wille made his plea at the convention 
of the Savings Banks Association of New 
York State at White Sulphur Springs. W. 
Va. 

New York is one of the 10 states whose 
laws prohibit lenders from charging more 
than 6% on mortgage loans to individuals. 
Wille cited the higher yields available to 
New York bankers on out-of-state mort
gages and described the 6% ceiling as "a 
strong negative influence on investment in 
a significant part of the state's economy." 

Wille said he would recommend a more 
flexible formula to the governor and 
state legislature next year. He said he 
might suggest that the state's banking 
board be given power to establish interest 
ceilings based on conditions in the mort
gage market. 

HOUSE & HOME 



F L O A T - A W A Y D O O R C O M P A N Y 
173 Z O N O L I T E R O A D . N. EL. 

r E L E P H O N E ; A. C . • 4 0 4 / 3 7 5 - 7 9 8 6 

A T L A N T A . G E O R G I A 3 0 3 0 6 

CABLE A D D R E S S . FLOATDOOR 

To All People Buying or Selling Doors: 
Our dramatic sales growth and more efficient 
manufacturing operations have made possible 
product improvements. 

These new features will be passed directly to 
you in our new FLOAT-AWAY closet door line. 
One door . . . the very finest metal bifold made. 
And we haven't raised our price! 

Yonl l be getting the same unparalleled service 
and wide choice of styles, plus stiffer louvers, 
improved track and hardware, non-modular sizes 
and increased pin diameter... without a price increase! 

A better deal for our builders and dealers. 
FLOAT-AWAY dealers generally have well-defined 
and protected territories, and under normal 
conditions are not competing with themselves. 

Write us today for the FLOAT-AWAY catalog 
and price l i s t . . . and also ask about the new 
FLOAT-AWAY closet shelf program. 

PEOPLE WANT METAL BIFOLD DOORS 
FOR CLOSETS. O M K FLO AT-AWAY MAKES 
THEM SO PROFITABLE AND PRACTICAL 
TO YOU. 

/ Sincerely, / 

Fred G. Barnet 
Vice President 

C O N T A C T : 

F L O A T - A W A V ^ 
COMPLETE CLOSET SYSTEMS 

D e p a r t m e n t H H - 1 2 , 1 1 7 3 Z o n o l i t e R o a d , N E , A t l a n t a , G e o r g i a 3 0 3 0 6 • P h o n e ( 4 0 4 ) 8 7 5 - 7 9 8 6 
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NEIVS 

Mortgaging '68—suddenly many of the signs say 'danger' 
The President's loss of a tax increase has 
jolted the credit markets into cold aware
ness of a possible money crisis as severe 
as that of 1966. Several expert judgments 
on the housing economy are now develop
ing a negative tone. 

The specter of disintermediation stalks 
homebuilding anew—the threat that run
away bond yields will induce a massive 
shift of funds from banks and thrift houses 
into more lucrative investments. 

Some economists disagree with such 
dark forecasts, but their ranks are thinning. 

Disintermediation afflicts mortgaging far 
more cruelly than high rates. Builders have 
accommodated to rising interest costs 
since May, for the rates would at least pro
duce money. With disintermediation, there 
is no money for mortgages, no matter how 
severe the rate. 

Fed's key role. Loss of the tax in
crease, when coupled with the Adminis
tration's own stubborn refusal to reduce 
spending, has one inevasible consequence. 
It throws the entire burden of managing 
the economy on the Federal Reserve. 

The Fed then has one alternative in the 
face of a Treasury deficit of $30 to $36 
billion: to increase the money supply at 
the present wild rate, hoping to restrain 
rates but accelerating inflation; or to re
strain monetary expansion and watch rates 
soar beyond their present levels. 

It was a reduction in money supply, with 
its attendant ascent in rates, that caused 
the disintermediation that demoralized the 
mortgage marts in 1966. 

The 1968 prospects for home building 
must be assessed against the Fed's options. 

The other side. This is where much of 
the disagreement comes in. Says Gordon 
W. McKinley, vice president for eco
nomics, McGraw-Hill: "The Fed will ab
solutely not allow disintermediation to 
afflict housing again." 

Federal officials, too, argue that the Fed 
has several ways to cope with the threat 
besides exercising its two principal options. 
They cite the power to adjust interest ceil
ings in favor of thrift houses, the ability 
(since 1966) to aid S&LS directly with cash, 
and the right to impose selective controls 
to spare homebuilding. 

But New York's First National City 
Bank looked at virtually all of these de
vices in its November newsletter, and it 
concluded: 

"Without a substantial reduction in the 
federal deficit, there is no policy that can 
produce slower monetary expansion and 
eliminate all the difficulties of interest-rate 
adjustment and credit allocation associated 
with i t ." 

Shif t ing money. Disintermediation 
may already be under way. California's 
s&L commissioner, Preston Martin, has 
warned that gross savings gains by his 
state's 265 associations will dip to 5% in 
1968, from 8% this year, because "of 
competitively higher money market rates." 
The California S&L League's preliminary 
figures for October pointed to a slowdown 
in net savings gains that have been strong 
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DARKER OUTLOOK for mortgaging developed on 
this type of news during first week of November. 

nearly all through the present year. 
And, says Salomon Brothers & Hutzler, 

a big New York bond house: 
"During the last few months, net sav

ings inflows have only moderately exceeded 
net new mortgage investments at savings 
banks and have been less than mortgage 
investments at s&ls. Even recognizing the 
fact that there are seasonal factors con
tributing to this pattern, it still seems that 
we are approaching a point where the in
crease in deposits is no more than match
ing the takedown in mortgages. Conse
quently, any slowdown in deposit flows will 
force these institutions to meet large mort
gage commitments by dipping into liquidity 
or by borrowing." 

The mortgage market. The bond-rate 

spiral took the key government longterms 
of 1988-92 to a yield of 5.76% in early 
November. The Treasury itself contributed 
to the rate fever, paying 5% %, top rate 
on a Treasury issue since 1921, on a seven-
year note offered Oct. 30. 

Mortgage yields moved upward in re
sponse in what was left of the private 
secondary market. New-house FHA loans 
traded at 93 to 93Vi on exceedingly thin 
volume, to yield 6.50% to 6.56%. That 
meant discounts of 6V2 to 7 points. Few 
builders can operate profitably at discounts 
above 5. Said James Latta of Associated 
Mortgage Companies, Washington: "Build
ers now simply can't pay the discount." 

Offerings to FNMA, which buys at prices 
well above the private market, soared to 
$76 million the first week in November. 
That was far above the peak achieved the 
week before the agency last reduced its 
purchase price in August. 

New York savings banks continued to 
avoid the mortgage market in favor of 
bonds and conventional mortgages. 

From coast to coast the mortgage market 
was discouraged. Said President Robert 
Morgan of the Boston 5<i Savings Bank, 
who buys for the Massachusetts Purchas
ing Group of 500 mutual banks: 

"There is virtually no buying up here 
at all. The market has almost dried up." 

From Los Angeles came an echo. Said 
Vice President Chris Gebhardt of the 
Colwell Co., a prestige mortgage bank: 

"What I must tell builders, who must 
start construction in three or four months, 
is not encouraging." 

HOMEBUILDERS' MORTGAGE MARKET QUOTATIONS 
Reported to HOUSE & HOME in week ending November 17. 

F H 
Discou 

Min.-Do 
FNMA-T 

\ Sec . 203b— 
nt paid by builder 

vn* 30-year immed." 
Private mkt. 

F H A 
207 

Apts., 
Discount 

Conventional Loan Rates 
Comm. Savings Savings 
banks, banks, banks, 
Ins. Cos. S&Ls S&Ls 

Construct ion 
Loan Rates 

Interest+fees 
C i ty 6% s% Trend 5^4% 75% 80% Over 80% All lenders 

Atlanta 5i4 steady a 7 7-71/4 7-7'/, 7+1 
Boston 4'/? 1» steady 3 Wi 6Kl-6y« 614-6y4 6>/4-63/4 
Ctilcago 5 5-6 Up 14 a GVi 6% 6y4-7 7 
Cleveland 5 5-6 Down 14 a 614 6y4+l-2 6y4-7+1-2 
Dallas 5'/4 SVi steady a GVt 614 7 7+1 
Denver Up 114 a 6^4 7 6y2-6y4+i-2 
Detroit 5 4!4-6!4 steady a 6W-614 6y4-7 6y4+i 
Honolulu 5'/2 6 steady a 6y4-7 7-71/4 a •7-714+1-3 
Houston 554 6-6'/^ U p ^ a 6y4-7 63/4+1 6y4+2-3 7+iy2 
Los Angeles 5^ 6 Up 14 a 614-7 614-7 6.6-7.2+1-2 6H-7+1-2 
Miami 5i4 5'/2 steady a 6% 6y4 7 6y4+2 
Minn.-St. Paul 5 :i Down 2 8-9 6y4 6!4 6'/, 6y4-7+i 
Newark 4V4 314-5 Steady 10» 6+1 6+1 6+1-2"= 7+2 
New York 2 Steady a 6-f 1-2 6+2-3 6+2-3 614+1-114 
Okla. City 5i4 4-5'/i Upl a evA+i 6 ' /4+l 614+1-2 7+l-iy2 
Philadelphia AVi 5-6 Upl 11 6 6-7 7 6'/2+iy2 
San. Fran. 5'/i 5 steady a 6yj-6y4 6y4-7 b 614-7+1-2 
St. Louis Wi 5-7 steady a 6I/4 614-6y4 6y4-7 6y4-7+l-l!4 
Seattle 5VJ 5!4-6 UpVi a 614-7 6y4-7 7-7'/4 7+1^2-2 
Wash., D. C. 5 5!4-8K2 Up 14 6+1-2 614+l-iy2 Wash., D. C. 5 5!4-8K2 Up 14 a 6+1-2 • • 614+l-iy2 

* Immediate covers loans for delivery up to three months, future 
covers loans for delivery in three to twelve 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. 
• 3% down on first J15,000; 10% of next $5,000; 25% of balance-
Footnotes: a—no activity, b—limited activity, c—Net yield to 
investor of 6% mortgage plus extra fees, w—for comparable VA 
loans also, x—FNMA pays 14 point more for loans with 10%. 
y—discounts quoted are net after seller pays 14% marketing fee 
and Vi% adjustment for stock purchase. Seller must pay 1% of 
mortgage for stock calculated in $130 units, of which $30 is contri
bution to FNMA capital and $100 is for a share trading at about $70. 

Sources: Atlanta, Robert Tharpe, pres., Tharpe & Brooks Inc.; 
Boston, Robert Morgan, pres., Boston bi Savings Bank; Chicago, 
Robert H. Pease, pres.. Draper & Kramer I nc, and Robert H. Wilson 

pres., Percy Wilson Mortgage & Finance Corp.; Cleveland, David E. 
O'Neill, vice pres., Jay F. Zook, Inc.; Dallas, M. J. Greene, pres., 
Southern Trust & Mortgage Co.; Denver, Clair A. Bacon, pres.. 
Mortgage Investments Co.; Detroit, Sherwin Vine, vice pres.. 
Citizens Mortgage Co.; Honolulu, H. Howard Stephenson, vice pres.. 
Bank of Hawaii; Houston, Everett Mattson, pres., T. J. Bettes 
Co.; Los Angeles, Christian M. Gebhardt, vice pres., Colwell Co.; 
Miami. Lon Worth Crow Jr., pres., Lon Worth Crow Co.; Minne-
apolis-St. Paul, Walter C. Nelson, pres., Eberhardt Co.; Newark, 
William W. Curran, vice pres.. Franklin Capital Corp.; New York, 
John Halperin, J. Halperin & Co.; Oklahoma City, B. B. Bass, pres., 
American Mortgage & Investment Co.; Philadelphia, Robert S. 
Irving, vice pres., First Pennsylvania Banking & Trust Co., and 
Robert Kardon, pres., Kardon Investments; St. Louis, Charles A. 
Keller, vice pres., Mercantile Mortgage Co.; San Francisco, John 
Jensen, vice pres., Bankers Mortgage Co. of California; Seattle, 
Kirby D. Walker, vice pres.. Continental, Inc.; Washington, James 
C. Latta, Sr. vice pres., Associated Mortgage Cos. Inc. 

HOUSE & HOME 



Many 
mortgage investors 

never heard 
of Kardon. 

The ones who have are doing splendidly. 

Kardon Investment Company has grown from $118 million to $450 
million in the past five years, making it one of the biggest and 
fastest-growing mortgage banking firms in the country. That growth 
comes from two things: a firm financial base and an aggressive, 
imaginative management. 

To you, our size is important only because it means you can 
choose from a wide variety of mortgage investment opportunities, 
in almost any location. That is precisely why we represent many of 
the largest (and most exacting) investors in the country. 

You can count on Kardon's space-age computerized techniques 
for fast and accurate information—and on Kardon's alert and 
dynamic subsidiaries for properties to suit your investment needs. 

K A R D O N 
INVESTMENT COMPANY 
117 South 17th St., Philadelphia, Pa. 19102 

M U R P H R E E M O R T G A G E C O M P A N Y P E O P L E S B O N D & M O R T G A G E C O . P I T T S B U R G H M O R T G A G E C O R P O R A T I O N 
Chattanooga, Tenn.; Harrisburg, Pa.; Erie, Pa.; Pittsburgh, Pa.; 

Huntsvil le, Ala.; Lancaster-Reading, Pa.; Youngstown, Oh io 
Nashville, Tenn. Paoli, Pa.; Philadelphia, Pa.; 

Wi l l ow Grove, Pa.; 
Wi lm ing ton , Del. 
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NEWS 

S&Ls' own plan for the ghettos: 'Let's put up $60 billion' 
The insurance industry's pledge of a paltry 
billion is tokenism, says the S&Ls' flamboyant 
Bart Lytton. Our chaps can go $60 billion. 

So saying, the president of Lytton Financial 
Corp. (Los Angeles) passed the hat at the 
San Francisco convention of the National 
League of Insured Savings Associations. He 
asked for $5 billion a year for 12 years so 
the S&L industry can rebuild the nation's 
central cities. (The response was not imme
diately overwhelming. S&L moguls attend such 
conclaves to learn how to get billions, not get 
rid of them. But the league did pass a resolu
tion to adopt the plan as an industry goal.) 

Lytton made a wager on the slums sound 
attractive. It would create a whole new 
market for profitable real estate investment, 
he said, and it could all be done easily enough 
if the government would help. He asked for 
some fairly generous assistance, to wit: a 
combination of federal loan guaranties for 
S&Ls, a tax-free interest yield, permission to 
amortize loan repayments over 60 years to 
reduce monthly payment costs, and wider 
permission for S&L associations to lend on 
multiples. 

Lytton argues that the S&L industry would 
make far sounder u.se of its resources in a 
government-guaranteed loan program than by 
expanding its lending into the well covered 
areas of appliances and autos. 

Instant capi ta l ism. Lytton has an 
almost mystical reverence toward home 
ownership. He sees it as a sociological force 
that makes every owner a capitalist. Being 
himself one of California's leading capitalists 
in residence, Lytton has made home owner-
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Costs of land, labor and almost every product 
that goes into a new house have been rising 
since 1962. It cost $21,450 last year to buy 
the house that sold for $17,450 four years 
earlier. In this dark context the American 
Plywood Assn. offers a ray of hope. With 
1957-59 prices as an index, plywood dropped 
from 117.1 in 1955 to 87.1 in 1966. Crow'.v 
Weekly Letter quoted quarter-inch A-D sanded 
ply at $85 per 1,000 sq. ft. in January 1955. 
Last October's price: $60. 

ship a key to his slum reformation crusade. 
Lytton envisions S&L financing (under ex

panded FHA authority) of multiple housing 

in which individual units would be purchased 
by residents. The program would also embrace 
new single-family homes and existing homes 
if they were refurbished. The plan aims at 
city dwellers earning from $2,000 to $5,000. 

"Latest figures show 62'/i% of America's 
families live in their own homes," Lytton told 
the S&L men. "Our near-term objective should 
be to raise that another 12'/i%, to 75% na
tional home ownership. Even under advances 
here proposed, there will remain a large seg
ment of the population for whom direct gov
ernment subsidy will probably be required." 

Lytton promises that with $60 billion his 
industry can provide construction financing 
for at least half the people in deprived areas 
who are now badly housed. 

*A whole new America. ' "It would be a 
wonderful partnership between profitable 
private enterprise and pure public interest." 
Lytton says, and he argues that the S&L in
dustry is better equipped than any other group 
to rebuild the cities. 

"Flight from the cities threatens our way 
of life. If they are left to decay and become 
little more than de facto concentration camps, 
we face a grave threat to our very existence. 

"We need only volunteer to find ourselves 
in charge," he told the delegates. "We have 
the money, the know-how, the skill, and wc 
know our communities and want to save them. 

"Tell Congress that, if they'll give us the 
laws, we'll have a whole new America within 
the next decade." 

—JENNESS KEENE 
McGraw-Hill World News, 

San Francisco 

Housing: stocks dip 6 ^ 
A sharp dip in the California savings and 
loan share values led HOUSE & HOME'S list 
of 25 leading housing stocks into a 6% 
decline last month. Stocks figuring in the 
index are indicated by dots (.) in the 
table at right. 

Here's how the composite index looks: 
H0U5E ^HOME 
VALUE INDEX 
OP 2 5 B U l L D I K C i ^ T O C K ^ , 

L45.M-

lOO 

i . i i i i i ) i c i , : i i i i ^ i A h i j ! . i f i i i i i ^ i N 
O D P A J A O P F A J A O 

l<?6t i-y^v 
TOTAL SitAEJS W . t J E 3 OfJAKUAE-Y 

Here's how the five leading stocks in each 
category performed: 

Nov. Dec. Nov. 
1966 1967 1967 

Building 69.97 183.73 190.45 
Land 

developers 114.43 240.25 221.21 
Mortgage 

companies 88.92 216.82 216.11 
Prefabrication 63.81 116.90 109.90 
Savings and 

loans 48.68 113.26 98.14 
(Share values. Jan. 1965 - 100) 

HOUSING'S S T O C K P R I C E S 
COMPANY Now. 1 Chng, 

Bid/ Prev. 
Close Month 

BUILDING 
Capital BIdg. (Can.) 50< - \i 
Cons. Bide (Can.) 95t -10«( 
Dew. Corp. Amer 254 -
Edwards I nds 2y4 -I- '/i 
First Hartford RIty. 7 - H 
First Nat. Rlty.h 2Vi -\- Vt 
Frouge 3»/4 — Vt 
•General BIdrs.b 2Vt - % 
• Kaufman & Bd.i'« 26'/, - Z'/t 
• Lewitt 29y4 + 1 
Lou Lesser Ent.d 3Vi - V4 
Nationwide Homes 2'/2 + ' /« 
Pres. Real. A.i. l iy , + Vk 
Sproul Homes 2 — '/4 
U.S. Homo & Dew. 2V, + Vi 
•Jim Walter •• 42 -I- W 
•Del. E. Webb ' SVt + IW 

COMPANY 

PREFABRICATION 
Admiral Homes lOe - 2Vii 
•Albee Homes 1% - H 
Continental Homos 5 -f- H 
•Inland Homes'' TA + h 
• Natl. Homes A.K 3Ji - H 
• Sctiolz Homes. 6'/̂  
•Swilt Industries 3'/« - W 

SALs 
American Fm.. 20V4 — Vi 
CaliL Fin." 5Vi - 1 
Empire Fin — V4 
Equitable S&L liVi - 1V4 
Far West Fin." 9% - IW 
•Fin. Fed.» 15% - 2% 
•First Char. Fin." 23 - 4% 
First Fin. West 6V4 - Vi 
First Lincoln Fin. lYi - H 
First Surety 3% - 54 
First West Fin 354 - W 
Gibraltar Fin." 20V4 - 2'/4 
•Great West Fin." 13V4 - 2% 
Hawthorne Fin. 7W - H 
• Imperial Corp." 7H — 1 
•Lytton Fin." 6W - % 
Midwestern Fm.i' 4'/. + 'A 
Trans-Cst. Inw 2W - VA 
Trans World Fin.'- lOH - IH 
Union Fin. 7 - V4 
United Fin. Cal - IIW - IVi 
Wesco Fin." 16W - 3Vi 

Now. 1 Chng. 
Bid Prew. 

Close Month 

MORTGAGE BANKING 
•Adwance 9'/4 
•Associated Mtg. ' 
Charter 2V4 
•Colwell 16% 
•Cont. Mtg. Inw.' 47'/4 
Cent. Mtg. Ins 9H 
FNMA 65 
First Mtg. Inw 17% 
Kissell Mtg."- lY' 
Lomas & Net, Fin. 4/. 
•MGlCd 59W 
Mortg. Assoc. 7'/. 
Palomar Mtg. 4y« 
Southeast Mtg. inw. VA 
United Imp. & Inw.'' 6'/» 

LAND DEVELOPMENT 
All-State Prop. 52)i 
Americal Land 1 
•Am. Rlly & Pet.'' lO'/i 
Arwida 6V4 
Atlantic Imp. 19 
Canaweral Int'' /'/j 
Christiana 0.' 4% 
Cousins Props. 15/̂  
Crawford 3V4 
Deltona Corp.'' l^Vj 
Discinc 2V4 
Fla. Palm-Aire 1% 
Forest City Ent.'' 6 J4 
Garden Land 
•Gen. Dewel." 12% 
•Gulf American '' 7'/4 
•Holly Corp.'' 2V« 
Horizon Land ' n 
Laguna Nig.. 

- '/4 
- l '/4 
- Vi 
- V4 
-t- VA 
- % 
- 3 

- VA 
- VA 
+ VI 
- IVi 
+ »/• 

+ 1 
+ Vi 
- H 
+ 1 

- vi' 
+ Vi 

+ VA 
+ VA 
- 1 
+ VA 
+ V4 
- 2V» 

COMPANY Now. 1 Chng. 
Bid/ Prew. 

Close Month 

Lake Arrowhead 14>/J — y, 
Major Rlty 2'/4 -|- Vt 
•McCulloch Oil !• 20V, - 4^4 
So. Rlty. & Ul.l.i' 45/8 
Sunasco « 9% — 2 

DIVERSIFIED COMPANIES 
City Inwest.' IOVA - 4% 
Rouse Co. 12 — i y 4 
Tishman Rlty.' 37% -f Y, 

MOBILE HOMES 
Con Chem Co UVA •+ 1 
Divco-Wayne ' 50 - IW 
Guerdon 13J4 + 2y% 
Redman Indus.'' 13V4 — V/A 
Skyline 40V4 - 5% 

a—stock newly added to table, b—closing 
price ASE. c—closing price NYSE, d—not 
traded on date quoted, g—closing price 
MSE. h—closing price PCSE. k—not awail-
able. • - Computed in HOUSE & HOME'S 25-
stock walue index, x—adjusted tor 2-lor-l 
split, y—tender offer. (NA) not applicable. 

Sources: New York Hanseatic Corp., 
Gairdner & Co., National Assn. of Securities 
Dealers, Philip Beer of Russell & Saxe. 
American Stock Exchange, New York Stock 
Exchange, Midwest Stock Exchange, Pacific 
Coast Stock Exchange. Listings include only 
companies which deriwe a major part of 
their income from housing actiwity and are 
actiwely traded. 

SHORT-TERM B U S I N E S S LOAN R A T E S 
Awerage per 
cent per year 

7 other 8 North 8 S o u t h -
LOAN S I Z E N.Y. North- Central wwestern 

lOOO) City east cit ies cit ies 
Jl -9 6.33 6,61 6.65 6.54 
10-99 6,25 6.70 6.41 6.32 
100-499 5.88 6.42 6.15 6.10 
500-999 5.69 6.08 5.89 5.95 
1.000 up 5.58 5.99 5.76 5.78 
August rates quoted in Federal Reserwe Bulletin, October 1967. 

4 West 
Coast 
cities 

7.12 
6.84 
6.38 
5.95 
5.72 
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N O W 
homasote 

GUARANTEED PANELS 
SURFACED WITH TEDLAr 

FOR SOFFIT OR 
BOARD and BAHEN CONSTRUCTION 

The only all-wood fibre board on the market 
surfaced with Du Pont TEDLAR® PVF film! 

Readily available and extremely economical to use, these panels provide 
durability and freedom from maintenance. And—they offer many exclusive 
features such as constant insulating values, weatherproof and fungus resistance, 
low maintenance, ease of application and long lengths. 

If you're lookingfor a finished product that's of pleasingappearance, 
economical in cost and easy to use, look to these brand new Homasote 
Guaranteed Panels surfaced with Tedlar. Ideal for board and batten construction, 
indoor ceilings, soffits, gable ends and hundreds i 
of other like applications. Available in white and in 
standard lengths of 4' X 8', 10' and 12', and in %" 
thickness; back primed. For more information, 
fill out coupon. homasote OnY>a^ 

7-205 T R E N T O N . N . J . 0 8 6 0 3 
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HOMASOTE COMPANY, Dept. M-5 
Trenton, N. J . 08603 

Please send Product Selector Sheet 7-138 • 

Have Representative call with samples • 
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Company. 

Address— 
City, State, Zip. 



NEWS 

Now the lenders face liability for jerry-built houses 
Whenever an inexperienced builder has 
produced an unsound house through negli
gence, he alone has been liable. But now an 
unprecedented California court decision 
extends liability to the lender who put the 
builder in business. 

Southern California's Second District 
Court of Appeals has ruled in favor of 43 
homeowners who are suing Great Western 
Savings & Loan Assn. (assets: $800 mil
lion) over such defects as cracked founda
tions in houses that sold for $15,000 to 
$16,000 in 1960. Said the court: 

A lender, like Great Western, who pro
vides "almost total financing" for an "in
substantial and inexperienced developer," 
could be found liable for "gross structural 
hazards" in that builder's houses. 

The court didn't find Great Western 
liable. But it did open the door for such a 
decision by ruling that the S&L—and other 
California lenders—could be found liable 
by trial juries. 

California's Supreme Court will review 
the case * early in 1968. If upheld, this 
new concept of lender liability would be 
law in California only. But, faced with simi
lar cases, courts in other states would un
doubtedly consult the decision. And since 
the California case lacks a clear constitu
tional issue, it is unlikely to be appealed 
beyond the state's Supreme Court. 

United opposition. Both lenders and 
builders in California insist lender liability 
would jar homebuilding to its roots. 

* Connor v. Conejo Valley Development Co., 
253 A.C.A. No. 1, pp. 186-206. 

CRACKED SLAB and Other serious structural de
fects led homeowners to sue Great Western S&L, 
which financed a 250-unit project in California. 

They say: Some lenders would take their 
money out of homebuilding rather than 
risk liability. Others would hire house in
spectors, and the added salaries and over
head would be passed on to the builder 
through higher interest rates. Higher rates, 
in turn, would depress sales. End result: 
builders would go out of business. 

Legal gap. In reversing a lower court, 
the California appellate court seemed in
tent on plugging a gap in liability law. 
After noting that buyers could sue only a 
"mass builder," such as Levitt & Sons, the 
court said: "Woe betide the purchaser who 
relies, through ignorance or innocence, 
upon the skill of a developer of less sub
stance. . . ." To provide a substantial tar
get for suit, the court turned to the S&L, 
which it characterized as "the small de
veloper's lifeline." 

The court ruled: "Those who furnish 
almost total financing for tract construc
tion . . . undertake a duty to . . . the public 
. . . at least to the extent of protecting 
these persons [buyers] from gross structural 
hazards." 

Disputed facts. In the case at hand, 
the court contended that Great Western 
—which stood to make a 50% profit on 
the venture—was "the principal energizing 
force" behind unsound tract houses built 
by Conejo Valley Development Co. (head
ed by Keith Brown and the late Harris 
Goldberg). The development company, 
which the court termed inexperienced and 
undercapitalized, was backed by $3 million 
in loans from Great Western as it presold 
and built 250 houses in 'Ventura County. 
But its low-cost slab houses were built on 
adobe soil, which often expands five fold 
when wet, so some of the houses developed 
cracks and other structural defects. The 
court estimated the damage at $6,000 per 
house. 

Great Western had claimed that it was 
unaware of the soil content. But the court 
was skeptical. It concluded: "Great West-
em . . . demonstrated a bland disregard for 
the ultimate consumer." 

In a 106-page brief for review, Great 
Western says the appeUate decision is 
totally without legal foundation. The com
pany argues that it has no legal duty to 
the general public and adds that, like the 
public, it relied on Ventura County ofBcials 
to inspect Conejo houses for defects. 

Conejo homeowners are suing the Coun
ty and the developer in related cases. 

Fighting bias: Century-old rights law is the newest hope 
Civil rights supporters have made a long-
forgotten statute the crux of a Supreme 
Court appeal that seeks to outlaw housing 
discrimination throughout the land. 

The 101-year-old law—which hasn't 
been invoked in a major case for 64 years 
—seems to speak for itself: 

"Al l citizens of the United States shall 
have the same right, in every State and 
territory, as is enjoyed by white citizens 
thereof to inherit, purchase, lease, sell, 
hold, and convey real and personal prop
erty," 

I f the Court endorses the statute with
out qualification, racial discrimination in 
any form—even in an owner's sale of his 
own home—would be illegal. And the pro
hibition would be enforced in any state by 
federal courts, so no new open-housing 
laws would be necessary. 

The far-reaching case,* dealing with St. 
Louis builder Alfred H. Mayer's refusal to 
sell a tract house to a Negro in 1966, had 
been dismissed by lower federal courts. I f 
the Supreme Court surprises observers by 
declining review, current open-housing 
laws would not be affected. 

• Joseph Lee Jones vs. Alfred H. Mayer Co., et 
al.. 379 F . 2d. 33. 

Three-part attack. The plaintiff's peti
tion for review cites two other arguments 
in addition to the 1866 law. Depending on 
which argument (if any) the court accepts, 
the court could forbid discrimination by 
all persons, or by builders or by only com
munity developers. 

Here are all three arguments: 
1. Refusals to sell to Negroes constitute 

"vestiges of Negro slavery" that can be at
tacked under the 1866 law and the Thir
teenth Amendment, which forbids slavery. 
This argument could bring about a ban on 
all discrimination. 

2. Enough state action is involved in 
homebuilding (directly by licensing build
ers and indirectly through land zoning) to 
make applicable the Fourteenth Amend
ment forbidding discriminatory action by 
any state. This argument could bring a 
decision outlawing discrimination by all 
builders. 

3. A big developer, like Mayer (3,500 
sales in five years), creates communities, 
and therefore acts in lieu of the state. And 
in substituting himself for the state, the 
developer is bound by laws that affect states 
—including the Fourteenth Amendment. 
This argument could affect the nation's 
largest builders. 

Two encouragements. In dismissing 
the case, the federal appeals court never
theless went on to suggest that the Supreme 
Court could easily rule otherwise: "It 
would not be too surprising if the Supreme 
Court one day were to hold that a court 
errs when it dismisses a complaint of this 
kind." 

And the Justice Dept. filed a friend-of-
court brief in support of the plaintiffs, 
Jo.seph Lee Jones and his wife. That brief 
zeroed in on the community-builder argu
ment and pointed out that the court need 
not wrestle with the case's thorniest issue 
—discrimination by private homeowners. 

Bui lder 's view. For his part, builder 
Mayer hopes the plaintiffs win a ruling 
that outlaws all discrimination—but noth
ing short of that. "A ruling affecting only 
new houses," says Mayer, "would give per
sons selling used homes a big advantage." 

Mayer has sold 25 houses to Negro 
families since 1962. But he has abandoned 
open housing for business reasons. For ex
ample, he claims 10% of his potential 
white buyers refuse to live near Negroes: 
" I sold one house next-door to a Negro 
family 12 times because whites kept back
ing out of the deal. I sold other houses six 
and seven times." NEWS continued on p. 16 

12 fo r more data, circle 35 on inquiry card ^ 



A 

Come to Booth 214, and you'll see what we mean. 
U.S. Plywood 
AOwisionol U S Plywood-Chompion Papoisin 





IT 

T O M O R R O W ' S 

T O D A Y 

PRICE PFISTER BRASS MFG. CO. 
13500 Paxton Street, Pacoima, California 91331 
Sold only through wholesalers • Warehouses in these principal cities: 
Birmingham. Alabama; Chicago. Illinois. Dallas. Texas; Pacoima, California; Elizabeth, New Jersey. 
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Free booklet 
tells you how to 

use central 
air condmoning 

to close more sales 

P L A I I M 

T A L K 

F R O M 

D U P O N T 

ABOUT 
CENTRAL 
ELECTRIC 

AIR 
CONDITIONING 

Selling more homes more 
quickly is important to you. . . air 
conditioning can help you do it. 

Central electric air conditioning is 
a reality of modern living. Almost 

one out of every four nev^ residences 
constructed in 1965 was centrally 
air conditioned. Make sure you are 
armed with the facts you need to 

cash in on all the sales advantages 
central air conditioning has to offer. 

Get the booklet "Plain Talk From 
Du Pont." For your free copy, 

mail the coupon. 

FREON' (S 
refrigerants ^ 

BETTER THINGS FOR BETTER tlVING...rH«OOGH CHEMISTRY 

Du Pont Co., Room 5637 
Wilmington, Delaware 19898 
Please send me a copy of your booklet on cen
tral residential air conditioning. 
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Registered Builder emblem 
wins industry a new image 
• The builders' self-policing program is 
so successful in Milwaukee that courts 
refer homebuyers' complaints to a Regis
tered Builder committee for binding ar
bitration. 

• Builder associations in Milwaukee and 
Minneapolis now require members to post 
$2,000 bonds to guarantee buyers a com
pleted house. 

• And in Chicago the HBA sends its own 
inspectors to newly purchased homes to 
verify buyer complaints and file recom
mendations to a builders' arbitration com
mittee. The panel's decisions are binding 
under Illinois' Uniform Arbitration Act of 
1961. 

These are only a few of the new adjust
ment techniques that signal the spread of 
the Registered Builder label {photo) 
throughout much of the nation's housing 
industry. The program is now showing 
widely recognized results in the form of 
greater protection for buyers and a heavier 
accent on integrity in construction. 

The national program grew out of simi
lar plans pioneered by HBA locals in Min
neapolis, Madison, Wis,, and Oklahoma 
City. NAHB directors set up minimum 
building standards for the nationwide Reg
istered Builder operation 18 months ago. 
Object: to police the industry through 
voluntary enforcement. 

Quality guaranty. The code required 
builders to demonstrate financial respon
sibility, to guarantee their houses for at 
least a year and to submit to the rulings of 
grievance committees ( N E W S . June '66). 

Nearly 40 NAHB chapters now hold l i 
censes as program affiliates, and the pro
gram's administrator, Jess L. Hinkle, says 
another ten will have joined by year's end. 
He predicts that the Registered label will 
ultimately guarantee workmanship by 
members of all 400 NAHB chapters. 

"The buying public not only gets an at
tentive ear for complaints," he explains. 
"The industry itself is stabilized." 

Hinkle says at least 90% of the affiliated 
chapters go well beyond the minimum 
standards set by the national program. The 
outstanding performer remains the 400-
member Metropolitan Builders Associa
tion of Greater Milwaukee. Its grievance 
panel not only acts as judge and jury under 
court authorization but also provides most 
of the expert testimony in complaint hear
ings, says Executive Secretary Robert 
Buntrock. NEWS continued on p. 20 

Wal l to wal l wood 
NATURAL BEAUTY THAT CANT BE EQUALED 

H a r d w o o d f l o o r s b y W o o d -

M o s a i c a r e t h e p e r f e c t w a y t o s e l l 

u p t o t h e s t y l e c o n s c i o u s b u y e r o f 

t o d a y . H a d d o n H a l l , l i k e a l l 

W o o d - M o s a i c f l o o r s , is b a s e d o n 

c l a s s i c d e s i g n p r i n c i p l e s t h a t n e v e r 

g r o w o b s o l e t e . 

W b o d - M o s a i c f l o o r s c o m e i n 

p a t t e r n s a n d p r i c e r a n g e s t o fit 

e v e r y r e q u i r e m e n t o f d e s i g n a n d 

w i l l o u t l a s t o t h e r f l o o r c o v e r i n g s 

w i t h a m i n i m u m o f u p k e e p . 

T h e y a r e t h e i d e a l w a y t o s e l l 

t h e b u y e r w h o is l o o k i n g f o r s o m e 

t h i n g u n i q u e . 

W r i t e f o r c o m p l e t e l i t e r a t u r e . 

A n d l o o k f o r u s i n t h e Y e l l o w 

P a g e s . u s 1^ S W E E T S 

Wo o d̂ Mo s aic 
CORPORATION 

5000 Crittenden Drive 
Louisville, Kentucky 40221 
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Hurricane Seller 

 

Pease Ever-Strait Doors sell 
big to General Builders Corp. 
in Ft. Lauderdale, because 
hurricanes and humidity 
could have meant severe door 
problems for their oceanside 
condominiums. Problems 
like delamination, water 
leakage, warping. But they 
avoided these problems, with 
Pease Ever-Strait Doors. 
And not one door has ever 
had to be replaced! 

The Evni l idn Nouu in Ft. Laudndile, Fla. 

In addition, Ever-Straits cut 
the cost of air conditioning. 
They are insulated with a 
solid foam core, and have 
magnetic weatherstripping 
which "grabs" for a leak-
proof seal. (Up North these 
features eliminate the need 
for storm doors.) 
Get the straight story on 
doors - the Ever-Strait Story. 
Contact us before you in
stall another door! 

P e a s e 

E v e r S t r a i t D o o r s 
^ Dept. H-12, 900 Laurel Ave., Hamilton. Ohio 

Patants No. 3,1S3,817,-3.27.3.287 and 3.238.573 Palenlad In Canada 196S Othar patanls pandlnt. 

YOUR NEAREST SOURCE FOR PEASE EVER-STRAIT DOORS 

CONNECTICUT, New Haven 
Batter Lumber Co. 
DELAWARE, Wilmington 
Brosius-Eliason Co. 
MARYLAND. Beltsville 
Ewing Lumber & Millwork Corp. 
MARYLAND, Easton 
AIco Structures. Inc. 
MASSACHUSETTS. Braintree 
L. Grossman Sons, Inc. 

MASSACHUSEHS, Westfield 
O'Connor Lumber Co.. Inc. 
NEW JERSEY, Bound Brook 
Sklar Door Corporation 
NEW JERSEY, Camden 
Valley Bow, Inc. 
NEW JERSEY, Lakewood 
Level Line Company, Inc. 

N. Y.. Albany & Syracuse 
Gerrity Company, Inc. 
N. Y.. Buffalo & Rochester 
Iron City/Whitjax Co. 
N.Y.. Hudson Falls 
Northern Homes of N, Y. Inc. 
PA.. Glen Riddle 
Charles Ahrens & Sons, Inc. 

PA., Allen town 
Harrisburg & Wilkes Barre 
Regal Products Mfg. Corp. 

PA., Johnstown & Pittsburgh 
Iron City/Whitjax Co. 

PA., Lancaster 
Keystone Aluminum Window Co. 

VIRGINIA, Roanoke 
Timber Truss, Inc. 
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Del Webb's 

offers extra home value and design 

RUF-X-90, with distinctive textured, rough-
sawn patterned finish with grooves 8" o.c. 
Also available in ungrooved panels. Primed 
and back-sealed, ready for painting, Ruf-X-
90 has the same outstanding durability as 
all X-90 siding products. 

Here, on a typical Del Webb Sun City 
home, Ruf-X-90 lap siding perfectly com
plements the masonry exterior and adds 
a subtle touch of elegance to a good de 
sign. By alternating from vertical to hori
zontal applications of Ruf-X-90 — and 
changing color finishes, exterior design 
possibilities are limitless. 

The developers of America's finest 
resort-retirement Communities — 
the Sun Cities in Phoenix, Arizona, 
Riverside, California and Tampa, 
Florida — offer prospects a new 
kind of life in a sunny climate 
with a country club atmosphere. 
To match this carefully planned 
comfort, homes and apartments 
are designed to be as maintenance-
free as possible. That's just one 
reason Masonite X-90 sidings were 
specified. More reasons: durability. 



variety with MASONITE X-90 SIDINGS 

paint holdout, and above all, the 
beauty and variety of style and de
sign offered by the complete line of 
Masonite hardboard siding prod
ucts for Sun Cities' homes. 

When you start planning, be sure 
to look at all of the fine siding prod
ucts in the Masonite X-90 line. 
See your dealer or your Masonite 
representative. Masonite Corpora
tion, Box 777, Chicago, Illinois 
60690. Dept. N' 

See Ruf-X-90. Provincial X-90 and 
other exciting new Masonite building 
products at the NAHB show in Chi
cago. Be sure to stop at Masonite 
Booth number 1324 and get full details 
on our tremendous, new Builder Model 
Home Program. m 

MASONITE 
CDRPORATION 

Masonita and X.90 are regiilared trademarhs 
of Masonite Corporation 

PROVINCIAL X-90, new narrow lap 
siding with contoured edge in the 
early American tradit ion. Primed, 
back sealed, ready to paint. Provin
cial rounds out the most versatile 
hardboard siding line in the industry. 



NEWS 
continued from p. 16 

Florida suspends Gulf American's lot sales for 30 days 
The world's largest land development com
pany will be barred from selling a single 
lot from December 10 to January 7. 

The sales suspension and three other 
penalties were imposed last month by 
Florida's Land Sales Board after Gulf 
American Corp. of Miami pleaded guiUy 
to five counts of sales irregularities. 

The board has no power outside Florida. 
But, as part of a negotiated agreement, 
Gulf American accepted suspension of 
sales on all its holdings—300,000 acres in 
Florida, 65,500 in Arizona, 51,000 in New 
Mexico, 5,680 in Utah and 98,000 in 
British Honduras. 

The company, which accounts for 25% 
of Florida's land-development activity, de
velops planned subdivisions and sells off 
lots to individual buyers. Its fiscal '67 
profit was $16.8 million (or $1.75 a share) 
on sales of $131.3 million. 

The board's action ended a five-month 
investigation that nearly forced Gulf 
American out of business. A company 
attorney told the board: " I t is amazing 

TAlLA)Dl.t>?Jr.H 

   
  

 

F L O R I D A H O L D I N G S of Gulf American total 
300,000 acres. It has 200,000 in four other areas. 

that this company is still in business." 
He said that during the investigation banks 
refused to loan "fresh money," and Gulf 
American lost 2,700 of its 5,500 em
ployees—including many salesmen. 

Lot switching. The board had asked 

The sun sets on Sunset's giant land operation-
California developer turns to oil and films 
Only two years ago Sunset International 
Petroleum was developing nine communi
ties on 26,000 acres in California. Its Sac
ramento project alone had plans for 31,000 
units on 12,000 prime acres. 

Then came the California housing de
bacle of 1966. 

Today Sunset's building operations are 
at a standstill, and the company is turning 
away from land carried on its books at 
$100 million. 

The change is a result of a pending 
merger with Commonwealth United Corp. 
of New York City, which operates in 
movies, real estate and insurance. Sunset's 
parent company, Sunasco Inc., which 
bought Sunset with soaring hopes early in 
1966, decided a year later to dump its 
prodigy and scurry out of California real 
estate as fast as it could write "exit." First, 
Sunasco tried to merge Simset into Canav
eral International of Miami. That fell 
through ( N E W S , Oct.), so the deal with 
Commonwealth was arranged. 

The big sell. "Sunset's objective is to 
reorient its operation from real estate 
through a corporate acquisition and diver
sification program," President A. Bruce 
Rozet said in press-release language. "The 
company plans initially to concentrate on 
oil and gas operations and become actively 
involved in the entertainment industry." 

So Sunset has put up for auction proper
ties valued at $50 million. Rozet, speaking 
for real, would not say that Sunset was 
selling all its land, but others close to the 
operation said the company would sell 
virtually anything for which it could get a 
reasonable price. Pressed on the point, 
Rozet replied, "We will be somewhat less 
of a factor than we have been." He said 

at least 60 parcels would go, including raw 
land, homesites and amenities. 

Price tags. Rozet said the sale would 
be "probably the largest diversified real 
estate auction ever held." Sunset was ready 
to sell the 972-acre McCormick Ranch, 
valued at $2.5 million, in Simi Valley in 
Ventura County. It was also offering $20 
million worth of properties in the San 
Diego area, including its San Carlos resi
dential project (with 4,000 homes oc
cupied); $6.8 million in properties near 
Sacramento and $6 million worth of land, 
buildings and homes in Marin County. The 
former site of Tanforan racetrack and the 
Cliff House property in San Francisco, and 
other properties in Oakland were expected 
to bring $9 million more. Golf courses, 
shopping centers and medical buildings are 
included in the sale. 

Here is the last breakdown issued by par
ent Sunasco on Sunset's residential projects 
through February 1966: Homes 

Location Acres Planned Sold 
San Carlos, San Diego 5,000 8,000 1,000 
Hacienda Hills, Whittier 1,000 3,000 1,400 
Whitney, Sacramento 12,000 31,000 445 
San Marin, San Francisco 2,200 4,500 140 
Thousand Oaks, Los Angeles 1,089 4,000 — 

•Rancho Arastradero, Palo Alto 643 700 — 
•Villa La Jolla, San Diego 280 4,500 
tMountain Park, Los Angeles 3,550 7,000 — 
Tanforan, San Francisco 144 — — 

*Half interest. t75% interest 

Trustees of Continental Mortgage In
vestors of Boston have sued to foreclose 
on deeds of trust totaling $5 million on 
Sunset property near Sacramento. Contin
ental says Sunset has not redeemed the 
deeds and owes $220,000 in interest. 

Sunset has not reported profit since Sept. 
30, 1966, when its fiscal-year earnings 
were $3.9 million. That compared with 
$5.5 million the previous year. 

Gulf American to show cause why its 
state subdivider's license should not be 
revoked or suspended. At the first hearing 
last month in Tampa, Gulf American 
pleaded guilty to five counts of such "de
ceptive tactics" as 1) switching lot num
bers after lots were sold, 2) allowing or 
causing its salesmen to deceive buyers 
about resale values and the type of im
provements planned and 3) replatting 
subdivisions without notifying the board. 

For its part, the board agreed to drop 
its attempt to revoke Gulf American's l i 
cense to subdivide. 

Four penalties. The board's decision 
climaxes years of effort, public and pri
vate, to force Gulf American to modify 
its high-pressure sales tactics ( N E W S , Mar. 
'66). This year, Florida's freshman Gov
ernor Claude R. Kirk Jr. cleared the way 
by revamping the land board, which had 
been dominated by officials close to Gulf 
American ( N E W S , Aug. et seq.). 

Here is the board's decision: 
1. Gulf American must not sell, ad

vertise or promote its land for 30 days 
beginning December 10. But it will con
tinue collecting payments on sold lots. 

2. The company must make restitution 
to lot buyers involved in the board's 
charges who apply for refunds within 150 
days. Gulf American has refunded $688,-
000 so far this year. 

3. The company must pay up to $5,000 
toward board investigation costs. 

4. The company must operate for 150 
days with up to five board-appointed moni
tors in key executive positions. The moni
tors, to be paid by Gulf American, will 
"aid the respondent . . . to conform with 
the law." 

The penalties do not include the ouster 
of Gulf American's embattled leaders, 
Leonard Rosen and his brother Julius, who 
own 66.3% of the company's stock. 

(In a development related to the re
cent investigation, Gov. Kirk accused Gulf 
American of trying to blackmail one of 
his political appointees in a vain attempt 
to persuade the board "to take the heat 
off." No formal complaints were signed.) 

Gulf American's defense. During the 
two-hour board hearing. Gulf American's 
attorney, Bernard Herzfeld, insisted that 
the board's charges were "more technical 
than real." For example, he said the com
pany gave buyers better lots by switching 
the numbers of lots selected by buyers to 
other land up to seven miles away. He 
contended: "We did a good thing in a 
poor way." And he added: 

"With 5,500 employees, it is difficult 
to prevent individuals from making false 
claims and misrepresentations. But from 
now on, we will discharge anyone who 
says anything less than the truth." 

With Leonard Rosen at his side, the 
attorney lashed out at the press, and 
specifically at The Wall Street Journal, 
for what he said was overpublicizing the 
investigation. 

But board member Thomas Courtney, 
thanked the press for its help. 
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FHA experiments with stacked modular units 
to meet U.S.'s need for low-income housing 
For years the Federal Housing Administra
tion has been urging innovations in low-
cost housing techniques—such as stacking 
prefabricated modules ( H & H , Nov.). 

Last month the first stacked units insured 
by F H A (sections 233 
and 221 d3) were un
veiled. The agency 
rates the experimen
tal project as "encour
aging." 

Magnolia Home 
Corp. of Vicksburg, 
Miss., a mobile-home 
manufacturer, stacked 
56 plywood-sided 
modules into 28 du
plex units. On the plus 
side, total construc
tion time, including 
just eight days for stacking at a downtown 
Vicksburg site, was only 33 days. But total 
cost—$8,000 a unit for 900 sq. f t . of living 
space—was 15% higher than Magnolia 
had hoped. 

Magnolia's David S. Wolff says, "The 
cost was high for two special reasons. First, 
we weren't producing enough modules to 
achieve adequate economies of scale. 

S T A C K - U P U N I T S are positioned by a crane. 

Second, we had to do the whole job by 
ourselves. That means we designed the 
units, cleared the site of old wood houses, 
and finally did the actual stacking. We 
aren't equipped to do all those things. So 

we weren't truly effi
cient." 

Second try. But 
Wolff expects better 
results at a 100-unit 
apartment, scheduled 
for spring stacking in 
a New England col
lege town. An archi
tect and builder will 
be working with Mag
nolia. "That project," 
says F H A ' S Charles 
Dieman, "will have a 
far more dramatic de

sign to recommend it ." 
Says Wolff, "We want to work with 

builders. We want to supply modules the 
same way companies supply cabinets." 

F H A is committed to more experimenta
tion. Dieman says, "We hope to stimulate 
more industry interest." F H A ' S goal: a 
two-bedroom unit with 900 sq. f t . that costs 
$6,000, including land. 

C O M P U T E R T A P E S guide electronic plotter 
(left)^ which makes drawing of truss at designer's 

headquarters. Tapes actuate saw (right), which 
cuts truss members in dealer's or builder's plant. 

Computers will turn phoned data into trusses 
After receiving phoned-in specifications, 
computers at Automated Building Com
ponent's Miami headquarters will design 
roof trusses and produce punched tapes to 
actuate automated saws at franchised 
dealers' sites. 

Automated Components expects the 
dial-a-truss system to save both time and 
money for its 225 clients, who include 
lumber dealers and builders here and 
abroad. 

Dealers will receive punched tapes via 
telex in as little as 30 minutes after phon
ing in an order. And one builder client, 
Robert Hovnanian of New Jersey's Hov-
nanian Bros, says the system will knock 
35% off his truss-production costs. 

Here is how the computer system will 
work when it is launched early in 1968: 

A dealer who has looked in vain through 
Automated's catalog of 14,000 truss de
signs will phone and describe the slope, 
span, load and lumber grade he needs. 
That data will be coded by an engineer 
and punched into a computer keyboard. 
The computer will then type out sets of 
possible truss specifications. 

An engineer will select a set and punch 
the .specifications onto two tapes. One will 
actuate an electric plotter that will draw 
the truss to scale (above, l e f t ) . The other 
tape will direct a hydraulic saw to cut 
members to tolerances of Mo" in lengths 
and VA degree in angle (above, right). 

The computer system is the brainchild 
of Automated's President J. Calvin Juriet, 
a civil engineer who pioneered gangnail 
plates to fasten trusses. 

C O N C R E T E P A N E L S , supported by brick f 
walls, span 30'. Curtain walls are wood frai 

Short of carpenters, builder 
turns to precast concrete 
Partly because of its relatively high in-pl 
cost, precast concrete has been largely 
stricted to high-rise and commercial c 
struction. But now it's starting to att: 
some garden apartment builders who c 
hire enough carpenters. A case in po 
the use of prestressed-concrete floor pai 
(above) on the second and third levels 
a three-story, 28-unit apartment in CI 
lottesville, Va. 

The designer and developer—archi 
Louis H. Salomonsky of Richmond, Va 
decided to switch from wood-framed flc 
to concrete after a local carpenter short 
delayed completion of another section 
the same project last year. 

"We almost missed the fall renting j 
son." says Salomonsky, "and that wo 
have been disastrous in a college tc 
(University of Virginia) like Chariot 
viUe." 

Salomonsky says the concrete floor p 
els (made by Hexicore of Dayton) boos 
his construction costs by 33^ a sq. f t . '. 
because the panels made it possible to av 
delays—in fact, the job was finished 
days early—Salomonsky saved $800 
construction-loan interest and recei' 
$2,400 in income from early rentals, 
his net extra cost was reduced to 21 ( 
sq. f t . 

Delays were avoided, Salomonsky s£ 
because the concrete panels not only sol' 
his carpentry problem but also simplil 
the scheduling and coordination of of 
trades. Only a few carpenters were neec 
—for partitions, the roof and some extei 
framing. And since the only interior be 
ing walls are the party walls between un 
several trades were able to work sin 
taneously on the inside after the extei 
shell was completed. 

F I N I S H E D A P A R T M E N T has two-bedroom u 
renting for $145 and three bedrooms for $165. 

NEWS continued on p. 
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and as pretty as Linda. 

W e make doors that can dress up any 
home you build, regardless of 
aicliitectural style. They're installed 
by our own factory-trained door 
specialists, and are backed up with 
a full one-year written warranty. 
You can choose The " O V E R H E A D D O O R " 

electric with absolute confidence. It's 
the best garage door in the world. 
We ought to know, we invented them a 
long time ago and we've been improving 
them ever since. Along the way, we've 

built the largest nationwide network 
of door installation experts and 
distributors to serve you. 
Include The "OVERHEAD DOOFt" 
electric in every home you 
build. It'll prove to be the best 
salesman you ever had. 
Anotlicr open and shut case lor 
The " O V E R H E A D D O O R " . 

For mon- information about the 
men who stand behind The 
" O V E R H E A D D O O K " , please turn the pa^c. 

TNI 

 
OVERHEAD DOOR CORPORATION 

CENERIL Otfica: DILLU, Tnu 7S202 
M«NUR.CIURRNI OF THE "OVERHEAD DOOR" 

AND PICI-LNI- OP«NLORA FOR RNIDENLIIL IND IXIMMRN.-UIL LIUILDIN)(II 
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T h e m e n s t a n d i n g i n b a c k o f T h e " O V E R H E A D D O O R ' " a l s o s t a n d b e h i n d i t . 

These are door specialists. They 're factory-trained, sci -
vice-minded, and know more about doors than anybody else 
in the wor ld . They're the kind of nien you' l l be dealing w ith 
when you select The " O V E R H E A D D O O R " . The door you'l l 
be dealing wi th is the best there is, and has been since 
1921. The " O V E R H E A D D O O R " and electric operator save 
you t ime and money because they are installed, warranted. 

and serviced by your local distributor, ( i d the one and 
only ori«iinal: The ' " O V K R H K A I ) D O O R " . It wi l l help boost 
your sales. For complete details contactt your local distrib
utor. He's hsted under " " O X K H I I K M ) D O O R " in the white 
pages <•! your phone book. Or, refer to our catalogue in 
Sweet's Archi tectural File. For more information on what's 
behind The " O V E R H E A D D O O R " please turn back one pa-c. 

Sales • I n s t a l l a t i o n • Serv i ce 

TNI 

    

O V E R H E A D D O O R C O R P O R A T I O N • (I.-NMIL ()HLC•<•̂ : DULLUS. IVXIIS rWl • MUIIIIFI.NIIRRRS „F TIN- -(IV I HIIK \ LI DOOLI" ;IIICL RL.'. INR .,|...NIL(.TS L..R RRSIIL.-NLIIIL AII.L .•.MWIIRRCIIIL 
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O z i t e ® Town 'N' Terrace Carpet made with 
Vectra^ olefin fiber proved attractive and 
durable in bathrooms, kitchens, recreation 
rooms, on patios, balconies, walkways . . . 
for over 4 years! Where would you use it? 

Use your imagination! Ozite Is the original, proven outdoor-indoor 
carpet. Sun, rain and snow haven't been able to hurt it. Won't rot. 
Won't mildew. Colorfast—because the color is in the fiber, not on it. 
And because Vectra fiber doesn't absorb moisture, it resists stains 
from food, drink, even household chemicals. 

Use Ozite Carpet in the kitchen to add comfort, reduce noise, Put 
it in rec-rooms, bedrooms and baths to give warmth, end floor polish
ing and waxing. Use it in new dramatic ways outdoors . . . on patios, 
walkways, porches, balconies. 

Easy to install. Needs no binding. 16 decorator colors. 

,1M numutci J 
Good Housekeeping .̂ 

As advertised in 

Plush the toilet 

F o r a d d i t i o n a l i n f o r m a t i o n 

. . . see the 8-page Ozite Carpets brochure 
in Sweet's Architectural Catalog File, Section 
11L/0Z. 

. . . ask your floor covering supplier to show 
you samples of all the famous Ozite Carpet 
products. 

magazine 

TOWN "N' TERRACE CARPET made with 

Ozite® is the registered trademark of the Ozite Corporation-7-120 Merchandise Mart-Chicago, Illinois OLEFIN FIBEI 
Vectra® is a registered trademark of Enjay Fibers and Laminates Company. Odenton. Md., a division ot Enjay Chemical Company. Enjay makes fibers, not carpets. 

DECEMBER 1967 

See Ozife Carpet Products in Space 964-965 at the N.A.H B. Exposition in Chicago December 3-7 
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Dishwashers f e a t u r e spec ia l 
baseplate for easy installation, 
two spray arms for thorough 
wash ing a c t i o n . Five bu i l t - i n 
models. SSU-70. 

This refrigerator fits in a space 
only 24" wide, provides 10 cu. ft. 
of storage. Many more sizes and 
Styles available. ESLIOC. 

Built-in gas oven has full-width 
Panoramic smoked-glass doors 
and e x c l u s i v e B L A N K E T - O -
FLAME® burner. Five models tc 
choose from. RRG295. 

Connoisseur* Twin puts refrigera
tor and 318-lb. freezer side-by-
side, has IceMagic® automatic ice 
maker for still more convenience. 
21.2 cu. ft. capacity. ESD21MM. 

Built-in electric cooktops are easy 
to clean, easy to install, too. 
Three models available. RRE840. 

i • 

Built-in gas cooktops have Swish-
clean tops that wipe clean in a 
j i f fy . Three models ava i lab le . 
RRG(U)824. 

Central vacuum cleaning system 
adds new convenience, is easy to 
install. Available in dry or wet 
pickup models. SCV-60. 

Set-in ranges hang from counter-
top, need no pedestals or braces. 
Three gas and four electric models 
available. RRG2600 (gas) shown. 

t-m electric ovens in single 
and double-oven styles, seven 
models in all. Full-width smoked-
glass Panoramic windows add 
drama. RRE2998. 

Washer and dryer pair features 
special care cycles for Permanent 
Press. Washer LSA7800; 2-speed 
electric dryer LSE7800. Matching 
gas dryer available. 

•Tmk. 
gas 
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the 
full line Gas and electric... 

Through-the-wali air conditioners 
build in for cool comfort. Cooling 
capacities from 8,500 to 14,000 
BTU. ASW-085-3. 

Built-in range hoods exhaust odors 
and grease in minutes. Vented 
and non-vented models, in four 
widths. RRH-230 series. 

Food waste disposers feature 
super speed grinding. Insulated 
Sound Shield for really quiet 
operation. Continuous and botch 
feed models. SMD-60. 

^ F U L L - L I N E J u s t what can the Wh i r l poo l Full-
Line Concept mean to you? 

Plenty. 

Like buying from one dependable source. 
Dealing with one man. Signing one order. 
Getting delivery and service from one company. 

You get a wide selection in each of the 
Wh i r l poo l product lines to satisfy the require
ments of every home you build. A choice of gas 
or electric fuel in ranges and clothes dryers. 
Total co lor coord inat ion. 

And you can provide a nationally advertised 
brand name. One your customers know and 
respect for quality and dependabil i ty. 

Your Wh i r lpoo l distributor would like to s l o w 
y o u the Full Line a n d te l l you a l l a b o u t the 
Whi r lpoo l Full-Line Concept. W h y not give him 
a call today? 

W h i r l p o o l 
M. CORPORATION 

Benton Harbor, Michigan 
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Tfie warmth of Cedar 
becomes 

a glow of PROFITS 

NEWS 
continued from p. 22 

SELL C e d a r H o m e s 

We have all the " tools" you need to jump into the nevi/ and profitable 
"leisure and retirement" homes markets. 

• Distributor and Dealer operation manuals 
• Promotion and financing assistance 
• Lindal Cedar Homes construction manual 
• Lindal Cedar Homes PLAN BOOKS—showing 80 models 

and floor plans. 
Designs for MOTELS, APARTMENTS and second home 

CONDOMINIUMS also available. 

Send for 34-page. 4-color brochure and detail information 
on "Profit potentials with L I N D A L Cedar Homes." 

L I N D A L C e d a r H o m e s — 9 0 0 4 s. I 9 t h S t . 
Phone (206) LO 4-3581 Tacoma, Washington 98465 
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M o v e t h e m u p t o t h e e l e g a n c e o f 

Thai-Teak" Floors 
WITHOUT MOVING THEM OUT OF THEIR PRICE RANGE! 

Thai 'Teak (Botanical name, 
Tectona Grandis; imported 
from Thailand) is lustrous and 
uxurious . . . easy to maintain 

with just an occasional waxing 
. . . withstands the hardest 
wear . . . resists termites, rot, 
decay . . . is available at a cost 
that compares with medium-
priced carpet and vinyl . . . and 
comes in 85 different patterns. 

Sec our insert in Sweet's Light Construc
tion Calalon. For rotnplete ileliiils, attach 
coupon helow to your firm's letterhead. 

SHOWN: B a s k c t w c a v e Pa l -
t u n in offices 0' Kenyon & 
E c k h a r d t Adv A g e n c y m-
slal led by Space Design Grp. 

B A N G K O K INDUSTRIES, INC. 
154S W. Passyunk Ave.. Phlla.. Pa. 19145 
• P l e a s e send d e t a i l s on Thai -Teak Cus tom Floor ing. 

P l e a s e have your represen ta t i ve ca l l on me. 

NAME-

Ham Crawford gives up on a loser, 
sells Inland Homes to medical lab 
Said Developer W. Hamilton 
Crawford after buying Inland 15 
months ago: 

"The company has the great
est potential of any in house 
manufacturing because of the 
highly strategic location of its 
plants. I can give it a shot in the 
arm." 

Inland, a big Ohio prefabber, 
sorely needed the shot. It had 
posted a first-quarter deficit of 
$82,718 before Crawford bought 
it, and reported its first-half loss 
at $153,559 a month after the 
purchase. 

But the shot in the arm never 
came. Inland's fiscal year ended 
Jan. 31 on a loss of $417,325. 
with sales off to $2.5 million from 
$4.3 million the previous year. 
Six months later there was an
other first-half loss, $355,801 
this time, and President Tom 
Ferguson and Vice President 
John Mangan had resigned. 

Crawford, president of Craw
ford Corp. and Crofton Corp., 
decided to sell. Inland's buyer is 
Stemen Laboratories of Okla
homa City, a closely held maker 
of medical products. Stemen took 
Crawford's 192,257 shares, or 
57.7% of the shares outstanding. 
The stock rose 25 cents, to $7.25. 

Brokerage promotes 
FHA mortgage expert 

Robert S. (Spot) Vaughan, an 
F H A-VA loan expert, has been 
elected a vice president of the 
big New York mortgage broker
age of Huntoon. Paige & Co. 

Vaughan joined the company 
in 1963 and has been its north
ern California representative, 
working out of San Mateo and 
San Francisco. He moves now to 
the Los Angeles ofiice. 

He founded Lawyers Title Co. 
of Phoenix in 1957 and was later 
its executive vice president. 

LENDERS: The world's largest 
s&L. Howard Ahmanson's $2.5-
billion Home S&L of Los Angeles, 
has tapped Richard H. Deihl, 39, 
to fill the presidency vacated by 
Kenneth D. Childs in January 

Robert de Gast 

C R O F T O N ' S C R A W F O R D 
An Inlander sells out 

on the American Exchange the 
day of the deal. 

Inland will get a newcomer to 
homebuilding. M. K. Miller of 
Urbana, Ohio, as chairman and 
will change its name to Inland 
Systems. 

"I'm just a poor country dirt 
farmer," Miller says, but he likes 
to add. "with the largest Arabian 
horse farm in the nation." 

Inland is now expected to 
diversify. It has been making 
houses ranging from $9,000 to 
$25,000 at plants in Piqua, Ohio; 
Clinton. Iowa; Hanover, Pa., 
and Cedartown, Ga. 

Bodnor—San Mateo 

C A L I F O R N I A ' S V A U G H A N 
A promotion from New York 

1965. Chairman Ahmanson occu
pied the presidency in the interim. 
BUILDERS: Kaufman & Broad 
has appointed Jack Perroliaz as 
sales and marketing manager for 
Detroit 

National Apartment A s s n . enters the big time 

New signs of strength were every
where when the group staged its 
annual convention in Houston 
this fall. First of all. more than 
1,000 delegates attended, repre
senting all 50 states. No more 
than 300 delegates had attended 
any previous convention. 

In a significant move, the mem
bers struck the word "owners" 
from the association's old title 
(National Apartment Owners 
Assn.). That old title seemed 
oriented toward "mom and pop" 
owners of small apartments, who 
have been replaced in recent 
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years by professional managers. 
As further evidence of its 

growing importance, the associa
tion drew prominent speakers, in
cluding John A. Gilliland of 
Mortgage Bankers Assn.; Gra
ham Morgan of U.S. Gypsum 
and Leon Weiner of NAHB. 

Weiner huddled with conven
tion chairman Gordon Neilson 
one night. Possible topic of con
versation: how the two trade 
groups can work together, since 
many apartment-association mem
bers also belong to NAHB. 

NEWS continued on p. 36 
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imaginative 

products 
"New" is the good news from NuTone! Exciting new 
products ranging from a burglar alarm to a gorgeous, 
wall-mounted stereo. 

And all 15 are backed by the NuTone name. All 15 add 
to the NuTone product line . . . the line that's been 
satisfying homeowners for years. 



Decorator designs and 
solid-state components 
in CHIIVIES! 

PLAQUE CHIMES . . . • Keynote" or "Regency" designs . . . 
serve as handsome plaques and functional door chimes at the 
same time. 

Leading decorators praise their "accent" va lue. . . and they 
can be built in or wall mounted. (L-51) 

PROVINCIAL—IN 5 LEADING ACCENT COLORS . . . 
select the perfect shade to blend in with your decorating 
scheme. Antique shades in French White, Walnut, Williamsburg 
Red. Wedgewood Blue and Avocado. {L-32N) 

SOLID STATE "MADISON" . . .Another NuTone first! Im
proved high-fidelity sound with even lone-quality. New circuitry 
assures years of dependable service. Eight or four notes for 
front door.. . two different notes for two other doors, if required. 
(L-39NS) 

new! 
Five new ventilating products 
for kitchen, bath, attic 
... plus Solid State controls! 

EXTERIOR MOUNTED MOTOR & FAN 
. .. reduces sound level while still doing a 
great job of ventilating. Can be mounted on 
flat or pitched roof... wood or masonry wall. 

Weather-resistant housings channel dis
charging air outside freely and quietly . . . 
ball bearing motor assures troublefree oper
ation. (WF & RF-17 & 35) 

AUTOMATIC BATHROOM WALL FAN 
. . . for new construction or remodeling. All-
aluminum housings, smart styling, preci
sion-made components. Plus automatic 
backdraft damper that opens when fan is 
running, closes when it's off. (8870) 

ROOF FAN . . . reduces summer cooling costs by keeping the 
attic well ventilated .. . heavy gauge aluminum for long life 
. . . easy to ins ta l l . . . U.L. listed . . . quiet operation. (RF-68) 

EXTRA QUIET CEILING OR WALL BATH
ROOM FAN our most popular model (for

merly if8830) . . . newly designed. Moisture 
proof motor . . . extra quiet, plenty of extra 
"pul l" . . . will never rust or tarnish. (8831) 

V 

(8831) 

S O L I D S T A T E S P E E D - C O N T R O L 
SWITCH . . . provides infinite variation of 
speed settings . . . can be adjusted for low 
sound level or high for fast ventilating . . . or 
to whatever speed is convenient. (864) 



n e w ! 
Blender for Built-in Food Center! 
NuTone's 7-appliance 
Built-in Food Center 
now features a 

4 8 - o u n c e (IV2 quart) 

b l e n d e r ! 
The new blender has sculptured styling, 
highly damage-resistant clear plastic 
bowl, "perfect" pouring lip and new, 
functional internal design. (A real "Party-
Mate" when used with the ice crusher unit.) 

And NuTone's Built-in Food Center still offers these appliances: 

KNIFE S H A R P E N E R 

 

ICE 
C R U S H E R 

MIXER 

S H R E D D E R -
S L I C E R 

J U I C E R 

With built-in advantages too: 7 appliances for only a fraction 
of the cost; no "octopus" wiring problem in the kitchen, no 
lugging, bending and putting away appliances. 

n e w ! 
I n t e r c o m S y s t e m s ! 

W a l l - m o u n t e d s t e r e o ! 
6-wire, Solid State, Centralized sys
tem, complete with AM/FM radio. 
(Models 2540, 2541) • complete control 
from the master station. • no sound at 
the door speaker unless you send it. • 

callers talk from door speaker "hands free" 
• radio automatically silenced when intercom 

is in use. • up to 10 remote speakers. • easy to 
Install (even in 2" walls). 

3-wire Solid State Centralized system AM/FM. (Models 
2090, 2091). • complete control from the master station. • up 
to 8 remote speakers. • All-Call lever at master station lets you 
page all other stations. • separate AM & FM tuning, with edge-
lighted dials and "On/Off" pilot light. • automatic intercom 
override. 

3-wire AM/FM and AM-only Solid State music-intercom 
systems. (2063 and 2034—decentralized) • exceptional tone, 
power, sensitivity. • All-Call lever • easy installation • auto
matic intercom override • exclusive latching talk/listen button 
for permanent monitoring. 

WALL-MOUNTED 
AM/FM RADIO, 
TURNTABLE, 
STEREO UNIT: 
Handsome, contemporary walnut cabinet. • quick-mount wal 
bracket (can also be shelf-mounted.) • A full six feet long. • 
optional 8-track stereo tape player. • top quality turntable . . . 
4 speeds, 11-inch diameter. • complete AM/FM radio. , .with 
exclusive "locator" FM stereo tuning. 



n e w ! 
Intruder-fire alarm system 
and smoke detector 

T h i s ma in tenance - f ree 
s y s t e m k e e p s t r o u b l e 
from starting . . . automat
ically, 24 hours a day. 
Prov ides secur i ty from 
fire, smoke and prowlers. 

And it's so simple: just mount the outside horn alarm and 
flashing beacon in an unobtrusive spo t . . . or install the inside 
electronic horn-alarm. 
At the first sign of fire or smoke, the automatic klaxon horn and 
blinker give the alarm. Handy pushbuttons (mounted near beds, 
other convenient spots) set off the electronic horn and/or 
flashing beacon when prowlers, fire or other trouble are 
spotted. And it costs homeowners only pennies a month. 
NuTone's new Intruder-Fire Alarm System comes in two models 
. . . complete with all necessary parts: 

As part of any NuTone 
muslc-lntarcom 
system . . . 
Model S-151 inc ludes: 
• One inside electronic 

horn-alarm 
• Four Intruder-Alarm 

pushbuttons 
• Two heat-fire 

detectors (135°) 
• One control power unit 

(Smoke detectors, additional heat detectors and intruder-alarm push
buttons may be added as desired.) 

As an independent 
operating system: 

Model S-150 includes: 
• One outside horn & 

f lashing b e a c o n 
• Four intruder-Alarm 

Pushbuttons 
• Two heat-fire 

detectors (135°) 
• One control power unit 

n e w ! 
Sone* rating system added to 
MAXIMUM STANDARDS 
program! 
NuTone Ventilating Equipment is built to meet self-regulated 
Maximum Standards... not just required minimum standards. 

Every NuTone ventilating fan and hood carries its own 
actual air delivery rating as tested in simulated condi
tions by an accredited laboratory. 
NuTone ventilating products are rated in sones as to 
their sound leve l . . . another high performance "first" 
. . . a n d carry NuTone's exclusive Half-Million Dollar 
Warranty Bond! Besides these three very important 
Maximum Standards "extras" . . . you can always be 
sure of NuTone products because of NuTone people: 
their willingness and dedication to do the best work, 
create the best products, provide the best service. 

The result: ventilating products of maximum quality. 
'Accepted unit of measure for sound 

Write today for information about these and the other 
fine products made by NuTone. 

rvi L j T o n o SCOVILL 

DiViSION 
Madison and Red Bank Roads Cincinnati, Ohio 45227 

N E W DIMENSIONS IN B E H E R LIVING 

PRINTED IN U .S .A . 
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S P E C I A L 
INTRODUCTORY 
OFFER 

Home owner's Record Book & Guide 
G I V E T H I S H A N D S O M E , 

L O O S E - L E A F BOOK TO YOUR NEW HOME
OWNERS - IT'S DESIGNED TO H E L P THEM 
WITH DAY-TO-DAY MAINTENANCE PROBLEMS 
AND WITH ESSENTIAL RECORD KEEPING. 

IT INCLUDES-
• CONVENIENT FORMS FOR RECORDING 
HOME PURCHASE DATA . . . REPAIR AND IM
PROVEMENT COSTS . . . TAX AND MORTGAGE 
PAYMENTS . . . WARRANTY DATES . . . YEAR-
TO-YEAR UTILITY CHARGES . . . INSURANCE 
DATA, ETC. 

• USEFUL INFORMATION ON HOME MAINTE
NANCE PLUS REPAIR TIPS ON LAWN, TREE 
AND SHRUBBERY CARE . . . IDEAS FOR PRE
SERVING AND IMPROVING THE VALUE AND 
BEAUTY OF A NEW HOME. 

IT HELPS Y O U -
• EXPLAIN HOME MAINTENANCE AND CARE 

TO YOUR BUYERS 
• MINIMIZE CALL BACKS 
• CREATE GOOD WILL 
• ADD A PERSONAL TOUCH TO YOUR MER

CHANDISING 

THIS UNIQUE BOOK IS YOURS ON A FREE EX
AMINATION OFFER FROM 

HOUSE ft HOME PLANNER'S DIGEST 
A unique publication distributed daily to new 
home-planning families reported by F. W. Dodge 
giving manufacturers an opportunity to offer tfieir 
product literature to over 50,000 prime prospects 
annually. 

To obtain a 
copy of the 
HOMEOWNER'S 
RECORD BOOK 
& GUIDE 
for FREE 
examination 
and approval, 
fill in and mail 
this coupon 

HOUSE & HOME PLANNERS' DIGEST 
330 West 42nd Street, New York, N.Y. 10036 
Please send me the HOMEOWNER'S RECORD BOOK & 
GUIDE for 10 days free examination. In 10 days I will 
remit $6.95 plus any local tax and postage. Otherwise, 
I will return the book postpaid. 

NAME. 
ADDRESS. 
CITY S T A T E . . Z I P . 
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the 
chimney 

that 
saves 25' 
in labor 
costs... 
. . . compared with prefab vent

ing equipment you now may be 
using! A Hart & Cooley IVletlvent 
chimney is a snap to install. 
There's no twisting. No fumbling. 
No buck l i ng . No d r i l l i n g . No 
screws. No nonsense. Just a time 
saving snap-tight perfect fit that 
lasts a lifetime whether you use 
H & C round or oval gas vent or 
round all fuel chimney compo
nents. A high quality H & C chim
ney, complete with neat, t r im 
weatherproof hous ing in red 
brick, white or plain galvanized 
finish, goes up faster, better than 
anything else on the market. Proof? 
Ask any good installer or contrac
tor. Hart & Cooley Mfg. Co., 
Holland, Michigan. Division of 
Allied Thermal Corp. 

N H A W 

A cash injection for IVIarincello— 
just what the developer ordered 
Thomas Frouge has made still 
another attempt to get more 
working capital for Marincello, 
his big tract across the Golden 
Gate from San Francisco. He 
.sold his last 50% interest in 
three New Yoric apartment build
ings for $1.5 million in cash. 

Frouge says part of the $1.5 
million will reduce loans on his 
East Coast apartments and shop
ping centers. The remainder will 
go to develop his 2,138-acre 
Marincello. 

Time and again Bay area con
servationists have tried to scuttle 
Marincello. Nevertheless. Frouge 
broke ground last year and plans 
to sell land to builders and the 
public next spring. By 1969 he 
hopes his Frouge Corp. will be 
building there. 

Since 1964 Frouge has con
solidated holdings and lined up 
backers. His corporation has sold 
50% of a 25-story Manhattan 
office building. 82 acres of un
developed land worth more than 
$1.7 million—and now the New 
York apartments. And to ad
vance Marincello's development, 
Frouge also closed deals with 
two major corporations, v t r Inc., 
which leases tire outlets, and 
Gulf Oil. 

In 1964 Gulf took possession 
of the Marincello site for $6.5 
million. Frouge, who has until 
1973 to purchase the land, has 
taken title to one 200-acre parcel. 
But he asked Gulf for permission 

M A R I N C E L L O ' S F R O U G E 
Relief for an old headache? 

to defer payments of $630,427 on 
that parcel for two years. 

In 1966 Frouge arranged a 15-
year joint venture with v t r , 
which will provide $5 million in 
return for 25% of Marincello's 
profit. Current road construction 
at Marincello is being financed 
by S600.000 from v t r . 

But Frouge, a self-educated 
man, 52, hopes some of his f i 
nancial headaches may be at an 
end. He hopes that cash from 
Marincello's land sales will pro
vide enough capital to repay 
existing loans, to buy land from 
Gulf and to help finance Marin
cello's land improvement. 

The Frouge Corp.. which had 
principal payments of $6.5 mil
lion due in 1967, hasn't yet issued 
its earnings report for the '67 
fiscal year ended June 30, 1967. 

Loan leader Milt IVIacDonafd dies 
The nation's homebuilding indus
try has lost one of its foremost 
spokesmen for private, as op
posed to public, housing. Milton 
Tenney MacDonald, president of 
the Mortgage Bankers Assn. in 
1951, is dead at 72. 

MacDonald entered real estate 
practice with the William S. 
Hotchkiss Co. of New Haven. 
Conn., but left to join the Trust 
Company of New Jersey in 1932. 
He became a director and vice 
president. 

Later MacDonald became 
chairman and half-owner of the 
T.B. O'Toole Co., a mortgage 
banking house in Wilmington, 
Del. He remained as a con.sult-
ant when the Wilmington Trust 
Co. bought O'Toole for $1 mil
lion ( N e w s , Apr. '64). 

MacDonald was born in 
Brookline, Mass., and was gradu-

Oscar & Assoc., Chicago 

M O R T G A G E M E N ' S M a c D O N A L D 
Private housing loses a voice 

ated from Harvard ('18) and the 
Rutgers School of Banking. He 
resided in Georgetown, Conn., 
and died Oct. 15 at Yale New 
Haven Hospital. He was a World 
War I I Naval veteran. 

Lusk gets new trustee, its third in two years 
A retired roofing supplier, T. A. 
Rigg of Tucson, Ariz., has just 
been named trustee of the Lusk 
Corp., the Arizona homebuilding 
company that sold $26-million 
worth of houses in 1965 only to 
wind up in bankruptcy at year's 

end ( N e w s , Jan. '66). 
Rigg is the third to hold the 

post. He succeeds Charles D. Mc
carty, who in turn replaced A. C . 
Simon as trustee ( N e w s . May 
*66). Both Simon and McCarty 
resigned, pleading overwork. 
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On MaylO, 1774, King Louis XV 
of France was feeling il l. 
He died the same day. With him 
died a style of decor known as 
Regency. Light. Graceful. 
Beautiful. 
Now, 193 years later, 
PEACHTREE DOOR brings a 
little of Louis back. It's called the 
Regency and it is the finest 
bifolding metal closet door 

available. New narrow-line 
louvers with matching panel 
design. It's made of 23-gauge 
steel — 12V2% heavier than 
ordinary 24-gauge. And 
available in six vogue colors 
Exquisite. Quiet. Unbelievably 
sturdy at an unbelievably 
low price. 
The Regency. Versailles 
never had it this good. 

Introducing the 193 year old door. ̂ 1^^ SU^tt^t^ 
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STRATO-FOLD DIVISIOIM OF PEaCHTREE DOORS INC 
Home Office: Box 19682 Atlanta, Georgia 30325 • Strato-Fold Plant: Elkhart, Indiana 
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EVERY 2 MINUTES 
ANOTHER FAMILY MOVES 

INTO A NEW HOME WITH 
FLAMELESS ELECTRIC HEATING 

Get your share of this profitable market. 
Add extra sales appeals, speed construction, too. 

See your Electric Utility Company... 
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THIS GOLD MEDALLION identifies a home where 
everything's electric^.including the heat. 
It gives you a great selling edge for homes of 
every size, every style, every price bracket. 
Ask your electric utility company about the 
Gold Medallion Home Program. 

LIVE BEHER 
ELECTRICALLY 

Edison Electric Institute 
750 Third Ave.. N.Y. 10017 

Be sure to visit the joint Live Better Electrically-Gold Medallion Home exhibit in Booth 734 at the NAHB Convention. 
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W H A T T H E L E A D E R S A R E BUILDING 

T Y P I C A L B L O C K ( l e f t ) has Staggered facade, 
varied design. Rear patios (ahuve) are fenced for 
privacy. Four models range from 924 sq . ft. and 
two bedrooms to 1,407 sq. ft. and four bedrooms. 
Most popular to date are three-bedroom units 
with 1,172 sq. ft. and 1,350 sq. ft. 

These townhouses have sparked new interest in a lagging market 
They are priced between $13,250 and 
$16,300, and in the two months .since they 
were first offered to the Denver market, 
more than 50 have been sold. Perl-Mack 
Construction Co. says that currently each 
six- or eight-unit block is just about sold 
out before it is completed. 

Perl-Mack gives three reasons fo r the 
success of the project: 

1. Novelty. These are the first for-sale 

townhouses offered in Denver. 
2. Low price. The nearest competition 

fo r the new units is one of Perl-Mack's own 
detached houses—a $14,950, two-bedroom 
model—and it has been moving slowly re
cently. Perl-Mack's average price today is 
$20,000, and other builders' averages are 
still higher. 

3. Convenience. Most of the townhouse 
buyers are either under 30 or over 45, and 

are used to maintenance-free apartment 
living. Many could afford more expensive 
housing, but prefer to spend their spare 
time on recreation rather than on the land
scaping chores that go with detached 
houses. 

The 80-acre project eventually wi l l have 
568 units, and each 100 units wil l have a 
one-acre park. There is also a 23-acre park 
and recreation area {land plan, below). 
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Only from 
Admiral! 
A full line of quality kitchen 

appliances, plus America's number one 
freezer/refrigerator: Admiral Duplex®. 

A l l new Admira l dishwashers. F r o m 
economy models to 4 push-button models 
w i t h more features and eye appeal to satisfy 
the most d iscr iminat ing customer. 

new A d m i r a l ranges. 
Gas and electric ranges 

i n models and sizes to 
meet any requirement. 

The 1968 A d m i r a l range 
line includes new self-

cleaning 30" electric 
ranges, slip-ins. 

bui l t - ins , eye levels, 
free-standing ranges. 

A l l new Admiral refrigerators. S ta r t ing 
w i t h the fabulous Number One side-by-side, the 

A d m i r a l D u p l e x ® freezer-refrigerator. Ava i lab le 
w i t h automatic ice-maker, fashion fronts , wheels, and 

automatic door closers and many other exclusive features. M o r e 
sizes—from 20- to 30-cubic-foot capacity and more models than any 
other l ine of side-by-sides. T h e A d m i r a l refr igerator l ine includes 
the A d m i r a l D u a l - T e m p ® top-mounts and economy model conven
t ional refrigerators w i t h more to choose f r o m to fit a l l of your needs. 

T h e a l l n e w . V d m i r a l l i n e o f a p p l i a n c e s 

with refrigerators, ranges, dishwashers, air 
conditioners, disposers and range hoods 

gives you a full-line package. One brand of 
appliances, one service responsibility. Contact 

your nearest Admiral Distributor today. 
He'll show you that you can't beat Admiral. 

M a r k o f Q u a l i t y 
DECEMBER 1967 Circle 51 on Reader Service card 
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There's more to the story of vinyl in build
ing products than most builders and archi
tects reahze. It goes beyond the fact that 
vinyl makes a material difference . . . in 
siding that retains its beauty; in drain/ 
waste/vent systems that refuse to corrode 
or rust; in vinyl-clad windows that promise 
lifetime maintenance savings; and in gutter 
systems that do not peel, dent, corrode, 
or need paint. 

There's a material difference in vinyls, 
too. For each building product, there's a 
Geon vinyl compound specially engineered 
to give optimmn perform
ance. We manufacture only 
the vinyl raw materisLls. As 
the world's largest maker 
of vinyl compounds, we 
have spent countless hours 
and dollars developing 
Geon vinyls for building 
products. 

For better building, use 

vinyl every chance you get. For better 
vinyl, insist on Geon vinyl. Write for new 
building products folders, one on siding, 
gutters and downspouts, the other on win
dows. B.F.Goodrich Chemical 
Co., Dept. H-10, 3135 Euclid 
Ave., Cleveland, Ohio 44115. 

E E G o o d r i c h C h e m i c a l Company 
• division ol The B.f Ooodrich Company 

1 B . F G o o d r i c h 
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Whether You're Building Homes, or a City 
Make Sure YouVe Getting the Best Value 
for Your Money. 

Building Homes 
Compare exclusive Westinghouse features and see 

how they can help you sell your houses. Get the best 

value for your money. Compare dishwashers, for in

s tance . Do they have po rce la i n -on -s tee l tubs? A l l 

Westinghouse dishwashers do. How about ranges? 

Only Westinghouse Ranges broil meats on both sides 

at once. Another Westinghouse exclusive: Stacked 

Washers and Dryers that install in just 27 inches 

of f loor space. Compare Westinghouse Refrigerators 

with the excit ing 7-day meat keeper, automatic ice 

maker, no defrosting and a host of other features 

that " s e l l " the ladies. Are your kitchen cabinet? as 

r ich-looking and solidly built as Westinghouse Candle

light cabinets? No matter what you need for your 

homes —f rom vent hoods to heating and air-condi

t ioning, from electric water heaters to disposers — 

you' l l f ind Westinghouse gives you the extra appeal 

of "Total Electric L iv ing" and the extra competit ive 

difference you need. 
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Youl l Specify Westinghouse 
Building a City 
Compare "Total Capabil i ty." Only Westinghouse man

ufactures more electrical construction products and 

systems than any other company — from elevators to 

water coolers, f rom transportation systems to l ighting, 

from underground distribution systems to appliances, 

from decorative surfaces to Total Comfort Systems. 

See for yourself how this Westinghouse "Total Capa

bi l i ty" can help you build more economical ly and 

efficiently. Westinghouse can assign a construction 

team to every major project you have. These teams, 

headed by a corporate coordinator, are the single 

source of information for the engineering and product 

knowledge you need to build any type of project. 

Your Westinghouse corporate construction represent

ative is as near as your telephone — contact him when 

you start planning your next project. It might be one 

of the most profitable calls ever made. 

See Us At NAHB Show-Booths: 501-506, 701-706. 
See the Amazing Miss Westinghouse and hear the 
complete story of Westinghouse "Total Capability." 

You can be sure if it s 

DECEMBER 1967 Circle 53 on Reader Service card 
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Ever thought of 
building or financing 
a motel? 

This sixteen-page booklet describes how 
six Holiday Inns were designed by six 
difTerent architects for six diiTerent loca
tions. 

Every one was built of materials that 
will provide a good long-term investment. 

These buildings were planned so they 
could be erected fast, saving interest on 
construction loans, saving premiums on 
construction insurance, and cutting down 
on on-the-job labor. One project was un
der roof on ly 32 days a f t e r ground 
breaking. 

But even more important, all can be 
kept in tip-top shape year after year with 
a low investment in maintenance. Why? 
Because every one uses first class mate
rials, with masonry walls and Flexicore 
precast concrete floors and roofs. 

Add to this the insurance savings of 
firesafe construction, and you'll get addi
tional long-term benefits. One example in 
the booklet shows a 20-year insurance 
savings of over $18,000. 

You'll find this booklet valuable if you 
are interested in any type of multiple-unit 
resident construction, apartments, retire
ment homes, or motels. 

I'll be happy to send you a copy. Just 
write for "Hol iday I n n Report ," The 
Flexicore Co., Inc., P.O. Box 825, Dayton, 
Ohio 45401. 

Robert E . Smith 
Vice President and Manager 

 

LETTERS 

Help for low-income buyers 
H & H : I read with great interest your Round 
Table report on low-income housing [Oct.]. 

For the past two years, I have been acting 
as an unpaid housing and investment consul
tant to the Building & Construction Trades 
Council of California. M y goal is to have 
building trades sponsor low-income housing 
on a non-profit basis where there is a need. 

We expect to break ground on an 834-unit 
project in Alameda, Calif. This project is 
being sponsored on a non-profit basis by the 
Building & Construction Trades Council of 
Alameda County. We also have in planning 
several other projects of the same nature in 
other cities. 

We recognize that besides providing decent 
housing, we also have to create good people. 
For this reason, I have approached the Ford 
Foundation and asked for a grant to pay for 
a resident sociologist for any of these projects. 
I believe we have to give these people some
one from whom they can seek advice on edu
cation, job opportunities and the other prob
lems that a family faces in everyday life. I 
may have to interview around 200 sociologists 
to find the right person—someone who would 
move into the project with his family and 
become a part of these people's lives. 

FHA'S 221d3 program is a great program if 
people have enough dedication to cut through 
the political swamplands and develop the 
proper sponsorship, such as unions with the 
political muscle to make the politicians co
operate. 

M I L T O N M . GORDON 
Mortgage Marketing Service Co. Inc. 
Beverly Hills, Calif. 

H & H : After reading your Round Table report, 
I would like to remark that Ragan Henry hit 
the nail on the head when he stated that we 
must build homes below $11,000 for the low-
income group. 

But. this being impossible because of to
day's prices, we must do the next best thing. 
That is to let the builders continue building at 
today's market prices but ask the many 
foundations to mortgage these homes interest-
free for 40 years. This would enable the citi
zen who has an income below $6,000 a year 
to establish himself in a home of his own. 
The foundations would recover their money, 
thus creating a revolving fund, instead of 
donating millions of dollars to various causes 
as they are presently doing. 

Such a program could be administered by 
low-income housing within FHA. as suggested 
by Richard Granat at the Round Table. 

I realize a lot of selfish interests would 
oppose an idea like this, but they should 
realize that this is business they would never 
have seen, because these people would remain 
slum dwellers for their entire life instead of 
becoming solid home-owning citizens. 

As a Realtor, I have an area near Mt . 
Clemens, Mich., that could be assembled for 
a pilot project if some foundation wishes to 
experiment in a program that would aid low-
income people. 

There will be a lot of questions, but as 
the questions arrive, so wil l the answers. 

JOHN J. RUGGERO 
Aero Realty 
Mt. Clemens. Mich. 

H & H : Your Round Table report raised some 
interesting points and covered important is
sues. I cannot help feeling, however—and I 

hope you will not attribute this entirely to 
professional bias—that the exchange would 
have been considerably sharpened by the in
clusion in the Round Table of one or two 
local leaders from the public housing program, 
including such persons as Haley Sofge, execu
tive director. Metropolitan Dade County De
partment of Housing and Urban Development, 
or Donald Jacobson, deputy executive direc
tor, Minneapolis Housing and Redevelopment 
Authority. Both of these men have extensive 
experience in the development of low-income 
housing. 
MARY K . NENNO, associate director for pro
gram policy and research 
National Association of Housing and 
Redevelopment Officials 
Washington, D.C. 

Excitement needed 
H & H : I was interested in the article entided, 
"Why Aren't Houses Selling?" [NEWS, Oct.]. 
You might be interested to know that we are 
continuing to get a large volume of traffic at 
our various subdivisions. 

There are good capable buyers around. It 
is up to our industry to make our product 
exciting enough so potential buyers are un
happy unless they do buy a new home now! 

JAMES F . DEANE, executive vice president 
Deane Brothers Inc. 
Newport Beach, Calif. 

Credit where it's due 
H & H : In your September News section you 
credited Florida builder Stanley Paver as the 
"recognized originator" of the single-family 
condominium, "dreamed-up one year ago," 
and said these Florida innovations may soon 
be tried in other states. 

In Hawaii a 40-unit, single-family condo
minium was designed and sold in 1964 and 
completed in 1965. 

I am enclosing a site plan prepared by this 
office for a 95-unit, single-family condomin
ium (referred to as a "horizontal condomin
ium" in Hawaii) in Honolulu. Also enclosed 
is a copy of a news story of the ground-break
ing ceremony on Jan. 20, 1965. This project 
is maturing into a prestige residential area. 

Hawaii is really quite progressive in terms 
of planning and development. Although there 
is no competition between our fair state and 
Florida, it would be nice to receive credit 
where it is due. 

ROBERT I . BUSH, planner 
Honolulu, Hawaii 

Kearney Villa 
H & H : I have just received an excerpt from an 
article in your August issue concerning my 
late husband's work with Kearney Villa in 
Fresno. 

The rehabilitation of Kearney Villa was very 
close to Frank's heart, and as FHA director in 
San Francisco, he gave a lot of time and 
energy, and possibly his life, to it. I am happy 
and proud that his part in it is still recognized. 

I do not have the complete article, so I do 
not know the author's name. Please express 
my appreciation to him. 

ELISE PENDERGAST 
San Francisco 

Frank Pendergast, who died last May, was the 
moving force behind FHA's rehabilitation of 
Kearney Villa in Fresno, Calif.—a 213 co
operative that had slipped into default. His 
philosophy: If people have a decent home to 
live in, they will try to live decently.—ED. 
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of these bottles means home buyers have washed, 
raised, 

washed, 
then washed, 

lowered 
and washed their last 

storm window. 
It's Thermopane 

 

That flat skinny bottle roakes storm windows 
old-fashioned. It's called Thermopane 
insulating glass with the GlasSeal edge. 

It's made of glass fused to glass at the edges. 
Then the space is filled with dry insulating air and 
sealed. Finally, it's signed with the Thermopane 
etch in the corner. And delivered to leading wood 
window makers who put it in their windows 
instead of single panes of glass. So your home 
buvers will never need storm windows. 

Quality window makers like 
Thermopane with the GlasSeal edge 
because the dry insulating air inside 
can't leak out. And dirt and moisture 
can't leak in. (Even old bottles don't leak.) 

You can now have Thermopane in almost any 
size or type of window you want. So don't settle for 
storm windows. They make even a new house 
old-fashioned. 
Libbev-Owens*Ford Glass Co. Toledo, ohio 43624 

makes Thermopane 
in the U.S,A. 



Let-in corner 
bracing? 

... Iieavy 
fiberboard? 

1/2" fiberboard with let-in bracing. 1-1/2" rooting nails 
4 " o.c. at perimeter, 8" o.c. at intermediate supports. 

          
         



...or plywood corner 
bracing? 

           
       

        

Which costs least? 
Which is easiest to install? 

Which is strongest? 
If you now use sheathing that requires let-in corner bracing, you can prob

ably save money with plywood comer bracing instead. It goes in place faster, 
saves labor. 

If you're getting away from let-in bracing with 25/32-in. fiberboard, you'll 
get a stiflfer, stronger wall, with half the nailing cost, by reducing to 1/2-in. 
fiberboard and plywood comer bracing. (Or, for the very strongest wall, use 
plywood all the way around. For example: 1/2-in. plywood provides up to 
60 per cent greater bracing strength than 25/32-in. fiberboard.) 

Either way, labor costs are less. You avoid double nailing, you can reduce 
studs to 24 in. o.c, and you still have adequate insulation value with batt or 
blanket insulation. 

Take a minute to figure in-place costs—based on prices in your area. Send 
coupon for facts to help in the figuring. Or if you like, get in touch with us 
in Tkcoma, or at one of our regional offices: Atlanta, Chicago, Dallas, De
troit, Los Angeles, Minneapolis, New York, San Francisco, Washington, D.C. 

• 

AMERICAN PLYWOOD ASSOCIATION 

American Plywood Association, Dept. H 
Tacoma, Washington 98401 

Please send free fact sheet on plywood corner bracing, and 
Construction Guide on plywood wall sheathing systems. 

DP 

Address. 

City- -St3te_ -Zip_ 
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THE MARKETING OBSTACLE COURSE 
Happy New Year, Harvey! 

Are you in shape to talk business? 

Sure thing, Mel. 
What's on your mind? 

I'd like to wrap up the details on 
your Purchase Order No. 14362-B. 

How many precut studs will you need, Harvey? 
I 

Put us down for a carload, Mel 
Half utility and 

half number twos. 

Got your lengths worked out, Harvey? 

Righto. Seven, seven and three eighths 
on the number twos, and a couple 
of feet either way on the utilities. 

What's the story on delivery? 

We'll load the car by the tenth, 
and it should be on your siding by the sixteenth. 

Check, Harvey? 
Put 'er through, Mel. 

You'll have a confirmation in tomorrow's 
mail. Happy New Year! 

Gosh, Harvey's pretty sharp for January second. Gosh, Mel's pretty sharp for January second. 

Companies d o n ' t go out of business in January. 
Workers produce, executives administer—and buyers 
buy. Big ineads and all. 

So why skip advertising in January? Your customers 
haven't quit buying. 

Suggestion: pick out the best ads your company ran 

in 1967, and schedule them for the January '68 issues 
of McGraw-Hil l business publications. 

p.o^irj: /rnre. mcgraw-hi l l 
And get your "es sales market-directed » i 
off to a flying start PUBLICATIONS 4 
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EDITORIAL 

A General Motors of housing? 

More big corporate picks have been broken on the 
housing market than you can shake a stick at 

Ever since Henry Ford started cranking out Model Ts, 
some corporate giant or other has been making eyes at the 
housing market with the idea of laying it out on an as
sembly line. The most spectacular failure in this direction 
was Lustron, which came on like gangbusters in 1946, but 
dropped some $37 million of R F C money by the time it 
folded in 1949. 

The mystique of the assembly line has blinded many to 
the fact that most building is a materials-handling tech
nique, not a manufacturing technique. And these same 
hopeful people forgot that assembly-line practices in other 
industries are based on movable products, not products 
tied physically, legally, financially and even emotionally to 
a piece of ground. 

For two decades now we've heard how the guys with the 
really big financial leverage—the merchant princes, the 
barons of commerce—would take big chunks of business 
away from what they considered the slow-moving, frag
mented housing industry. 

Slow-moving we aren't. In fact, a smart builder can 
change market strategy and merchandise as fast as, or 
faster than, just about any other industrialist who is also a 
retailer. 

Fragmented we aren't. But we are localized, because our 
products are tied to realty, labor markets and local buyer 
preferences—not to mention local codes, taxes, zoning 
ordinances and mortgage-lending laws. And the only busi
nessman who can compete successfully under local condi
tions is a local businessman with a low overhead. 

But under-capitalized we are, and we would welcome 
some of that merchant-prince financial leverage. Housing 
runs on money just as much as it runs on buyers. But when 
a corporate giant drops big money into residential realty 
ventures, it runs big risks. Markets change, and smaller 
competing builders and developers don't have to face huge 
debt service on money lying fallow in the ground. (On 
Wall Street they have a term for that: A long-term invest
ment is a short-term speculation that didn't work out.) 

Why, then, are corporate giants buying up building com
panies? 

For two reasons—and both are booby-traps: 
1. Obviously, the giants want a piece of the action. 

They've heard about big profits in housing, but the best 

residential opportunities—the kind that are backed by 
liberal credit and that produce tax breaks—are snapped up 
fast by local entrepreneurs. So only marginal opportunities 
are left for publicly owned companies to gamble on. What's 
more, even though housing looks highly attractive, more 
than 20% of all builders leave the business every year 
because it's too tough to cut the nut. 

2. The giants want profits on the shelf to avoid the 
possibility of a negative-sounding annual report. But in a 
publicly held company, depreciation on improved realty 
must go into the books as a liability. And if the company 
has big mortgages on raw land, the debt service is an ex
pense. So profits on the shelf are very tricky. 

And what of the builder? Why is he willing to merge 
with a corporate giant? More often than not, he has at least 
one of three reasons—and two of them are purely ex
pedient: 

1. He's in trouble and needs someone to bail him out. 
Or he may just need a lot of money to hold onto a deal 
that won't pay out for another ten years, and would just 
as soon let someone else worry about a cash flow that 
doesn't seem to be flowing. 

2. Merging may be the only way he can cash in his 
chips—i.e., exchange stock and somewhat later diversify 
his own portfolio. But if he starts selling his interest in a 
good building company, that interest may go down to zero. 

The builder's third reason for merging—to get money 
for expansion into other housing markets—makes sense. 
But so far, at least, few builders have merged with that 
thought in mind. 

The fact is this: I f you're a strong, flexible builder, your 
profits are so healthy that few corporate giants would meet 
your terms. With two or three notable exceptions—ITT, for 
example—the giants still don't approach homebuilding as 
they approach other industries. They haven't simply tried 
to enter the housing industry—they have tried to take it 
over. Until they are willing to pay the price to acquire solid 
housing companies with savvy management and good 
growth records, they wil l continue to have little impact on 
homebuilding. 

In any case, there wi l l always be plenty of business for 
smart local builders who can shift gears as their local 
markets change. — R I C H A R D W. O ' N E I L L 
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How an efficient builder produces... 

18th Century 
craftsmanship 
for 1967 buyers 
Every fireplace on these two pages is the work 
of E.R. Linn Builders Inc. of Wayland, Mass. 
And the variety you see here is typical of all the 
interior finishing in Ed Linn's houses. To give 
each interior a character of its own. Linn spends 
from $1,000 to $1,300 per house on finishing 
labor, plus a lot of time thinking up and experi
menting with new design ideas. 

Not only that, but Linn's interiors require 
so much fitting that his finishing crews need a 
jointer as well as a table saw, and sometimes 
they even mill their own moldings on the job. 

Linn doesn't build luxury-priced houses, at 
least not by today's standards. They average 
$47,000, and he can even drop to $36,900 
without making noticeable compromises in 
quality. He also doesn't build many houses— 
no more than 8 to 12 a year. 

Neither market slumps nor tight money affect 
Linn's volume. He sells his spec houses as fast 
as he can build them. What's more, he rarely 
advertises, is choosy about whom he sells to 
and never cuts his prices. 

How does Linn do it? Partly by building a 
reputation for fair dealing, unlimited service 
and, above all, craftsmanship. Partly by stand
ardizing his work so that he needs only a com
petent subcontractor—not an artisan—to do it 
consistently well. 

On the following six pages: how Linn uses 
craftsmanship to sell houses and how he makes 
craftsmanship economically feasible through 
labor-saving systems and tight management. 

O N E - O F - A - K I N D F I R E P L A C E S typify Linn's craftsman approach to 
interior design. He draws on a broad range of paneling types— 
from solid mahogany to vertical siding panels (near left)—blends 
stock and custom-milled moldings, and cuts configurations in place 
with a router. 

continued 
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C R A F T S M A N B U I L D E R continued 
Photos: George Zimberg 

 

 

B U I L T - I N H U T C H , set off by pilasters, serves a kitchen-family area by providing extra countertop, drawers and base cabinets, plus book shelves. 

Custom built-ins: where Linn shows off his craftsmanship 
Joe Ruskin 

K I T C H E N - F A M I L Y R O O M is basic in Linn's houses because—filled with 
built-ins and paneling—it makes a natural showcase for craftsmanship. 

P A N E L E D R E C R E A T I O N R O O M tums subgrade space into a sales asset. 
Concrete walls are covered by milled pine boards and built-in storage. 
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B O O K C A S E D I V I D E R at top of entrance stairway is standard in Linn's 
"embankment house"—a two-story built into a hillside, with main living 

area on second level and entrance foyer at grade level. Divider can be 
paneled on living-room side (lefi) and open on stairway side (right). 

 

d Q E X T E A 

ODOKTOP 

BE-E1AJCFA5.T 

E X T R A B A S E C A B I N E T under a kitchen snack counter is another Linn 
standard. It makes use of dead space that is normally sealed up because 

it is inaccessible from the kitchen work area (plan, right). Linn's kitchen 
cabinets are made to order in a local shop and stained on the job. 

K I T C H E N F I R E P L A C E W A L L for a compact kitchcn-dining area incorporates framed-in broom closet 
and desk nook. Linn includes a crane, for open-hearth cooking, with all kitchen fireplaces. 

J O B - B U I L T D E S K gives a buyer custom-designed 
furniture stained to match paneled wall. 
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C R A F T S M A N B U I L D E R continued 

Photos; George Zimberg 

S O L I D P A N E L I N G looks expensive but is relatively economical. Linn uses VA" Lauan plywood on Vi" Plyscord, Philippine-mahogany boards and moldings. 

Well-planned details: how Linn makes craftsmanship feasible 

H A N D - H E W N B E A M is hacked in place with a 
razor-sharp 2V2" paint scraper after plastering. 

C O N T I N U O U S S T O O L — c u t to fit paneled wall 
—doubles as wainscot cap to simplify finishing. 

F O O L P R O O F C O R N I C E A S S E M B L Y provides a groove for locating and aligning dentil strip. Systems 
like this, which simplify complicated trim work, let Linn subcontract all his finishing. 
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P A N E L E D A R C H W A Y — a n adaptation of Linn's rail-and-stile paneling— 
typifies the thorough planning he puts into his interior finishing work. 

B O T T L E S S E T I N T O B R I C K is the kind of feature Linn uses only once 
so it remains exclusive to one house. This idea came from a restaurant. 

 

P R E F I N I S H E D P A N E L I N G is a labor-saver that Lirm turns to when he builds 
under-$40,000 houses. His kitchen cabinets are stained to match. 

S T O C K D O O R — a six-panel interior model—is nailed to the wall of a 
recessed entryway to avoid job-applied moldings and save finishing lime. 
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C R A F T S M A N B U I L D E R continued 
Joe Ruskin 

B U I L T B Y 

S. Sinn JButlbBrs, 3tu. 
1 9 6 7 

B R A S S P L A Q U E , placed in every home to connote craft.smanship, 
is Linn's only consistent advertising except for signs at jobs. 

H U S B A N D - W I F E T E A M , Ecl and Lorraine Linn, work so closely with buyers before 
and after a sale that many remain close friends. Lorraine handles cost accounting. 

The personal touch: why craftsman-builder Linn never needs 

Not only does Ed Linn rarely advertise 
for buyers—he even turns away prospects 
if he thinks they'll be troublesome to work 
with. Why is Linn's work in such demand? 

Because, as the brass plaque above pro
claims, his houses strike customers as dis
tinctive in quality and interior design. 

And because, as his customers affirm, 
Linn continues to serve a buyer for years 
after the sale. His wife keeps a master key 
to all sold houses so she can help out the 
owners in emergencies. Recent example: 
A vacationing family telephoned Mrs. Linn 
to ask her to check their house for open 
water taps. Another service Linn makes 
available indefinitely to his buyers is free 
instruction for do-it-yourself projects like 
finishing basements. 

Even though Linn builds on speculation, 
most of his buyers have a say in de
signing their house interiors. That's be
cause 95% of his spec houses are sold 
before completion, so virtually every 
house he builds winds up as a custom job. 

He gives buyers a choice of interior trim 
and wood stains, also helps them with 
decorating. But he controls exterior design 
and siting, and—to protect neighboring 
buyers still further—doesn't permit garish 
exterior colors and certain types of fenc
ing. 

Linn goes to great lengths to help cus
tomers get exactly what they want. For 
example, he drove 100 miles to find a top-
of-the-line floor tile carried in a manufac
turer's catalog but not by any local sup
plier. 

Linn's close personal relationships ex
tend also to the people he does business 
with. He has used the same bank and same 
lumberyard since he began building in 
Massachusetts some ten years ago. He is 
known among subcontractors as a builder 
who pays fairly and on time. And the real 
estate brokers who help steer customers 
to Linn know him as a fellow broker who 
is inflexible in his house pricing for their 
protection. He is a licensed realty broker 

as well as a builder, so he adds a 5% 
commission to every house price and will 
not cut it even when he is his own sales 
agent. 

But while a good reputation and constant 
referrals are the key to Linn's sales, they 
are not the sole reason for his success. 

The L inns keep a t ight rein on 
costs , schedul ing and supervising 

Their cost-accounting system—operated 
jointly by husband and wife—is designed 
to evaluate bills immediately and pay them 
within discount periods. Like a lot of Linn's 
.systems, this one combines two or three 
steps in one operation to save time. It is 
based on a construction-cost estimate 
divided into 48 categories—from plans and 
permits to taxes and utilities. 

As each bill comes in, it is stamped with 
its respective job number and category, 
then compared with Linn's estimate to see 
if costs are running higher or lower than 
planned. When each job is completed, the 
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B A S I C H O U S E D E S I G N S help Linn standardize on plans while varying 
exteriors. A good example: his versatile "embankment house," shown in two 
versions above, which has a subgrade lower level and a second-floor mam 

living area. This plan—originally designed by Boston architect Claude 
Miquelle—is used often on Linn's rugged New England sites. He also uses 
seven basic colonials that may be heavily revamped {lower left). ^^J^^^•^^ 

to wait long for homebuyers 

bills are totaled and checked against the 
total estimate. Extra costs are posted and 
billed to buyers separately. 

Linn holds down the cost of materials 
through carefully arranged deliveries and 
a form of volume buying. He gives his 
lumberyard a whole-house materials sched
ule—from lally columns to flashing—and 
has it dumped at the site in two truckloads. 
But the loads are stacked in a first-in. last-
used sequence: The first piece of lumber 
the carpenters pull off is a sill, and the 
last piece is a rafter. The carpentry sub's 
foreman works from a duplicate materials 
schedule. And partly through working with 
Linn, the lumberyard has become a special
ist in sequence loading and pallet deliveries. 

Other systems—to simplify his trim-
work—help Linn meet the shortage of 
skilled labor. He subcontracts every piece 
of work, including trim, yet he must main
tain the high level of quality his market 
expects of him. So he engineers compli
cated molding designs into snap-together 

systems (p. 60) and standardizes on as few 
basic finishing materials as possible. 

"You have to standardize craftsmanship 
today," he says, "You can't afford to pin 
your quality on one or two skilled trim 
men—because when they're gone, you'll be 
out of luck." 

He keeps a jointer and a table saw on 
the job but doesn't believe that a big equip
ment spread is the best way to get work 
out of subs: "You can get more out of 
them by paying a fair price and by having 
the job absolutely ready for them on time." 

Linn is his own job superintendent. He 
runs one project at a time, limiting his 
tracts to 20 lots or less and his volume to 
8 to 12 houses a year (or a half-million 
dollars worth of business). 

The craftsmanship approach to 
building comes naturally to Linn 

His studies for a degree in forestry 
made him an expert in woods, and his sub
sequent work as a district sales manager 

for U.S. Plywood Corp. helped make him 
an expert in laminations and finishes. 

His home is filled with exquisitely made 
furniture from his own woodworking shop. 
And his skills at shaping and finishing wood 
also extend to making parts for his sailboat. 

Linn originates most of his interior de
sign schemes—he is handy with a sketch
pad—but he is always on the lookout for 
new ideas. He picks up some by studying 
unusual trimwork in restaurants (p. 61). 
He attends design seminars like those 
given by the University of Illinois Small 
Homes Council—not only to hear the lec
turers, but to trade ideas with other 
builders. He turns to architects for land 
planning and occasionally for a new ex
terior design. And he draws on the talents 
of his father-in-law, who is a certified 
Master Builder. 

Linn has no desire to grow: "You can't 
spread over a wide area when you've only 
got one person at the controls. I operate 
at a steady, even pace." 
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The riptides of rising money rates and racial strife 
roiled the nation's financial and political life in 1967. 
Their impact on homebuilding was twofold: to 
generate a search for better financing methods and 
to inspire a compassionate campaign to rebuild our 
great cities' festering slums. Four financial leaders 
devised new instruments to attract money or made 
decisions that kept funds in homebuilding. For this 
HOUSE & H O M E presents them with its Top Performer 
award. Two other citations recognize the feats of a 
materials manufacturer and a builder in proving slum 
rehabilitation can be profitable. But homebuilding 
was also concerned this year with the continuing 
need for better design, better land use, better man
agement and more-rational codes. Four awards cite 
builders and architects for fine design and land plan
ning; one salutes a builder whose victory over bank
ruptcy provided an industry lesson; and another 
honors a home manufacturer who led the fight on 
local building-code restraints. Here are the . . . 

TOP P E R F O R M E R S OF 1967 

Tommy Weber 

Henry D. Mil ler J r . 
Miller and Metropolitan Life joined 
with the KisscU Co. of Ohio to 
achieve a major breakthrough in 
mortgage-financing techniques. Vice 
President Miller also helped per
suade Met (assets: $23.5 billion) 
to begin land lending on large de
velopments ( N E W S , May) , a bold 
move that promises to bring other 
insurance money into loans for land 
and ultimately for complete financ
ing of major tracts. And Miller was 
a prime mover in organizing Home 
Capital Funds, a new mortgage-
financing company making 9 0 % 
conventional loans at low rates on 
a nationwide scale. This, too, will 
attract money to homebuilding. 

Phi l ip L. Greenawalt 
This year's greatest contribution to 
improved mortgaging techniques 
was a promissory note that could 
be traded in place of mortgages 
( N E W S , July). President Greena
walt and the Kissell Co., a nation
wide mortgage-banking house, de
veloped the new instrument with 
Met Life's Henry Miller (above). 
Then Greenawalt and Chairman 
Howard Noonan of Kissell set out 
to show how the new note could 
attract pension-fund money into 
mortgaging. They have sold $4 mil
lion in notes to pension funds that 
otherwise, they say, "absolutely 
wouldn't have been in home mort
gages." And that is only a beginning. 

Tom Hyland Woods 

  

Carl in W. Halterman 
The mortgage officer for the Cali
fornia state employees' retirement 
system has led the way into mort
gage investment for major pension 
funds. (A good friend, Executive 
Officer Bill Leonard of the Greater 
Eastbay HBA, paved the way with a 
campaign to attract funds into mort
gaging, an effort that won Leonard 
a Top Performer award in 1966.) 
Halterman has put half of his fund's 
new money, or $12 million a month, 
into mortgages since credit tight
ened 18 months ago. He has thus 
helped keep his state's money at 
home—and has demonstrated the 
advantages all pension funds can 
realize from buying mortgages. 

Charles E . McCarthy 
The bank and banker who put pub
lic service before yield are rare in
deed. Yet that is just what Cali
fornia's Bank of America and Vice 
President Chuck McCarthy did. 
Their decision in March to buy 
FHA-VA mortgages at par probably 
did more to assure California home-
building's comeback than did any 
other development in 1967. In a 
genuine spirit of service, the bank 
held the price three months despite 
a rise in discounts charged by other 
lenders. "The idea is to get them 
up and moving," said McCarthy of 
his state's builders ( N E W S , May). 
And he did. Late this year they 
led a national building recovery. 
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Frederick S . Donnelley Jr . 
Arm.strong Cork's rehabilitation co
ordinator achieved the kind of 
manufacturer-builder teamwork that 
proves the housing industry can 
make a profit while rehabilitating 
the nation's slums. Donnelley, who 
is also the company's treasurer, ap
proached slum fixup in Philadelphia 
the sensible way: Instead of dream
ing up rehabilitation formulas and 
waiting for remodelers to give them 
a try, he sought out a veteran con
tractor (righi) and let him adapt 
Armstrong's products to city tene
ments. The approach paid off in 
new low-cost finishing systems that 
arc not only economically feasible 
but also highly attractive. 

Joe Rusk in 
Maurice Hertzfeld 
By pioneering slum rehabilitation 
work as a private contractor, he has 
helped point the way to profits in 
this difllicult market. While others 
have spent millions trying to engi
neer quick-fixup systems or devise 
magic formulas, Hertzfeld & Horo
witz Assoc. has specialized in adapt
ing stock building materials and 
standard floor plans to rundown 
row houses in Philadelphia's core 
area. Hertzfeld's hard-earned tricks 
of the trade have upgraded dozens 
of city blocks, and arc helping 
manufacturers like Armstrong Cork 
(far left) find practical ways to 
apply their products and systems in 
the fight to wipe out slums. 

Les Flowers Jr. 
Henry Paparazzo 
Builder Paparazzo and his brothers, 
Otto and Frank, showed how su
perior design and imaginative plan
ning can overcome the conservative 
zoning restrictions that bar multi-
family condominiums from many 
buildable areas outside the naUon's 
major cities. The Paparazzos per
suaded Southbury, Conn., to grant 
the planned-unit zoning necessary 
to a 2,000-family project. The re
sult was Heritage Village (H&H, 
Apr.) , a community whose admir
ing visitors include builders, archi
tects and land planners from the 
country over. The Paparazzos' per
formance was the year's foremost 
example of excellence in design. 

Charles W. Cal l ister 
This CaUfomia architect brought 
his exciting concept of housing de
sign to Connecticut to create the 
year's outstanding condominium 
community. "It is not building a 
shelter—but a mood, a feeling, a 
sense," he says of his profession, 
and his success with Heritage Vil
lage proves his theory. His plan 
made such natural use of the roll
ing Connecticut landscape and kept 
such a degree of privacy that it won 
praise from architects for beauty 
and from builders for simplicity. 
He is the second Top Performer to 
repeat (first: Bill Leonard). Cal-
lister won in 1964 for designing 
Leisure World, Walnut Creek, Calif. 

Ben Cady Deane 
"Houses should open buyers" eyes 
to something new." So says Ben 
Deane—homebuilding's design pio
neer. Over the years this 55-year-
old California builder has opened 
his fellow builders' eyes to such ex
citing new ideas as the garden 
kitchen, which revolutionized kitch
en design. This year he unveiled 
another innovation—the Garden 
House—and sold 40 of them in two 
weeks. Backed by continued experi
mentation, Deane—the son of a 
piano craftsman—has become the 
nation's fourth largest builder; and 
he is still growing. This was Deane's 
best year. He sold 1.600 houses, 
and his volume topped $30 million. 

Roger Marshutz 
Harlan Lee 
In 1967 Lee showed how to use 
bankruptcy law to save a building 
company. In May California's build
ing slump left him with a 25-to-l 
debt ratio and 500 unsold houses. 
Instead of milking assets dry to pay 
debts. Lee filed for reorganization 
as a debtor in possession. With 
court protection, he wiped out huge 
debts by persuading 80 big creditors 
to settle their claims in exchange 
for stock in his new firm. In Sep
tember he emerged from bank
ruptcy and tackled a $40-million 
project. The industry is glad to wel
come back this trend-setter who 
popularized the patio house and 
other design innovations. 

Scott Phillips Jerome Drown 
Richard Lei tch 
Every architect talks about the 
dismal state of design in merchant-
built housing. Dick Leitch is one of 
the few to act. When California 
oflicials began leaning toward the 
planned-unit-development concept 
in 1961. Leitch & A.ssoc. became the 
first firm to embrace the complete 
design package. It starts with the 
raw land, ends with land plan plus 
houses and model areas, and in
cludes the task of guiding the 
whole project past the obstacles set 
by local boards. Leitch's success 
has attracted such major clients as 
Del Webb and Sunset International, 
and his projects are now being built 
as far off as Tahiti in the Pacific. 

Jerome B. Nowak 
This former president of Kingsberry 
Homes filed a landmark suit to halt 
the tyranny of local code groups— 
and won. A federal court in Georgia 
has just enjoined a county from en
forcing restrictive code provisions 
against Kingsberry's houses. The 
ruling sets a legal precedent against 
the widespread use of local codes 
to exclude perfectly sound manu
factured homes. Jerry Nowak 
fought local code restrictions for 
the V/i years he was Kingsberry's 
president (he is now a Boise-Cas
cade division manager). His victory 
in the only such code case to go to 
trial in a federal court is a victory 
for the entire housing industry. 
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Three award winners 
show how varied 
good muitifamiiy 
design can be 
And they also offer a rebuke to those builders 
and investors who persist in the "safe" prac
tice of building dull apartment buildings on 
nice flat lots or endless rows of imitation 
Georgetown townhouses. 

A l l three projects shown here and on the 
following four pages were built on sites with 
inherent problems. Specifically: 

The condominium at right was built on a 
hill that was previously graded for a com
pletely different type of project. 

The townhouses on page 68 were built on 
40 acres of flat, treeless farmland. 

The apartments on page 70 were built on 
a wedge-shaped hillside lot only 55' wide. 

It's easy to say that these projects were suc
cessful despite their problems; it could just as 
easily be said that they were successful be
cause of the problems—and the imaginative 
design that went into solving them. 

Al l three projects were cited in the 1967 
Homes for Better Living Program, sponsored 
by the American Institute of Architects, 
HOUSE & H O M E and American Home maga
zine. 
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M E D I T E R R A N E A N L O O K is created by terraces stepped down the hill. 

Photos: Marvin Rand 

C E N T E R C O U R T Y A R D has recreation, beyond trees at right, and parking 
areas. Stairways between carports, left, lead to entrances. 
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Narrow projecting walls between pairs of units enclose emergency stairways to upper units. 

Honorable Mention: two tiers of townhouses for a hilltop site 

Homes for Better Living 
ARCHrrECT: Angelikis & Bailly 
BUILDER: Renal Development Co. 
LOCATION: Malibu, Calif. 

This four-level condominium project is set 
on a truncated hilltop that was originally 
graded off for high-rise buildings. The top 
of the site is used for recreation and park
ing, and the townhouse buildings are set 
around the edge with their bottom levels 
cut into the hillside {section, below). 

The four levels are divided into two 
tiers of two-story townhouses: Bottom 

units have their entrances and living areas 
on grade and bedrooms on the level below; 
upper units have entrances and living 
areas one floor above grade and bedrooms 
one flight above that. The 48 units, priced 
from $31,500 to $43,500. range in size 
from 1,200 sq. f t . with one bedroom to 
1,530 sq. f t . with three bedrooms, but most 
have two bedrooms (plan, above). 

U P P E R . T I E E , 
T C 7 W I H O U S E 

 

H I L L T O P P L A N has recreation and parking on flat central pad. Townhouses 
are set around the rim of the hillside facing out toward view. 

I<OWTO5 T T E E . 
T O W K H O U S E 

D O U B L E - D E C K E R D E S I G N puts two-story townhouses atop each other with 
bedrooms at top and bottom, entrances and living areas in the middle. 
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C O N T I N U I T Y O F D E S I G N is apparent in this block of eight townhouses. Units appear similar at first glance, but no two of them are exactly alike. 

Award of Merit: a large townhouse project with a distinct design theme 

Homes for Better Living 
ARCHITECT: Fisher-Friedman Assoc.; 

Robert J. Geering, assoc. 
BUILDERS: Braddock & Logan, 

Shoreline Properties 
LOCATION: Alameda, Calif. 

The theme is an unusual silhouette—a flat 
roof with a short, steep mansard-like pitch 
at front and rear—used on all houses and 
recreation buildings. The distinctive shape 
ties the project together visually, making 
possible a wide variety of facades and de
tails without producing the hodgepodge 
effect that often results from attempts to 
give row houses individuality. 

The 20'- and 22'-wide houses are set at 

the front of 75'-deep lots, and two-car 
garages are set along the rear drives. Be
tween the houses and garages are unusually 
large and private patios. Units range in size 
from a 1 .OOO-sq.-ft., two-bedroom model 
on one level to a 1,650-sq.-ft, four-bed
room, two-story model. Prices are from 
$21,375 to $25,950; 202 houses have been 
sold in less than a year, and 120 have been 
completed to date. 

I N D I V I D U A L I Z E D D E T A I L I N G shows in this four-unit block of houses 
where several combinations of window shapes and placements are used. 

 

O N E - S T O R Y U N I T on end of block follows the same root line as the 
larger units. Walk leads to side entry under roof overhang at far right. 
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Photos: Joshua Freiwald 

C O M M U N I T Y A R E A has Iwo pools. Clubhousc at right contains com
munity lounge, kitchen, shower rooms and two private meeting rooms. 
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T W O - C A R G A R A G E S face driveways at rear of 
units. Private courtyards are behind garages. 

F I R S T P H A S E of 40-acre project contains 100 units. Fifty houses in seven blocks of four, eight and 
nine units are set around the community area: others are grouped around landscaped courtyards. 
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F R O N T E L E V A T I O N IS set slightly downhill from the parking arcu in foreground. Two larger units at right are farther down the slop 

Honorable Mention: an upside-down triplex with separate A-frame roofs 

Homes for Better Living 
A R C H I T E C T - O W N E R : Paul Edward Tay 
B U I L D E R : Filz & Blanchard 
L O C A T I O N : Long Beach, Calif. 

At first glance this project looks like three 
separate houses; actually it is a single L-
shaped building that contains three apart
ments, each capped by its own roof. The 
living areas are on the upper level, where 
they benefit from the light and openness of 
the A-frames and from a view afforded by 
a wooded, sloping site. Bedrooms and baths 
are below. 

Main entrances are on the uphill sides 

of the units, and short bridges span the 
gap between the slope and the mid-level 
entries. Carports for four cars are on the 
downhill side, where blank walls separate 
them from the lower-level bedrooms of two 
of the units. The two larger units have 
doors opening to the lower side. 

The three units—a studio, a one-bed
room apartment and a two-bedroom unit— 
rent from $120 to $153. 

E N T R A N C E B R I D G E to end unit is reached by steps leading down from 
parking area. It cut down grading, helped keep site in natural state. 

  U P H I L L S I D E of smallest unit {far left in large photo at 
garden shielded by wall, left, and landscaping. 
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V I E W F R O M D O W N H I L L shows upper-level deck 
immediately below is second bedroom of larger unit at left. 

unit. Room M A I N L I V I N G A R E A of studio unit has glass gable wall that opens to 
deck. Additional daylight comes in through skylights at roof ridge. 
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R E A L E S T A T E C O M P U T E R Stores housc listings in an N C R card-sorter, and 
salespeople retrieve them by selecting house features on pushbuttons. 

In one year the $ 2 5 , 0 0 0 computer doubled 
sales for the realty broker who invented it 

Realtor Donald E. Grempler's 
sales went from $8 million in 
1963 to $16 million in 1964. 
The potential was so obvious 
to Grempler that he set up 
Automatic Service Komputers 
Co. (ASK) in 1964 to build 
computers and lease them to 
other brokers. Since then he 
has leased 24 machines. 

Grempler learned how to 
build computers during ten 
years experience as an elec
tronics specialist at Bendix 
Corp. He had thought about 
applying computers to the 
real estate business for years, 

but all the available machines 
were too complicated and too 
expensive. So Grempler built 
one that is easy to operate and 
comparatively inexpensive. 

Grempler's plans now in
clude a computer that uses 
tape instead of IBM cards. Tape 
would make it economically 
feasible for a realty broker to 
furnish desk computers to his 
branch offices and run them 
from a central computer in 
the home office. Grempler is 
also looking into the possibili
ties of marketing his computer 
to realty brokers overseas. 

A new computer helps 
Now operating in ten states * and Canada, the machine at left was 
designed primarily to speed the sale of used housing, but it is turn
ing out to be a boon to new-home builders. Specifically: 

/. Handling real estate listirii^s by computer gives brokers' sales
men more time to sell builders' houses. 

2. Storing house listings in a computer can produce a gold mme 
of market information—free—for homebuilders. 

So impressive are the computer's services that they have at
tracted the biggest builder in the country, Levitt & Sons. After 
years of shunning real estate brokers' services, Levitt recently listed 
400 houses in Joppatowne, Md., with a Baltimore broker, Donald 
E. Grempler Realty Inc. 

Grempler not only uses the new machine—he also invented it. 
The computer, called "ASK " (for Automatic Service Komputer). 
combines a standard National Cash Register card sorter with a 
memory bank that Grempler designed. The memory bank contains 
a console of pushbuttons that represent house features—design 
style, number of bedrooms, price range, etc. A salesman simply 
presses the buttons to find all the listed houses that meet a buyer's 
specifications. Each listing is on a standard IBM card in the NCR 
sorter, which culls out the appropriate cards when a combination 
of pushbuttons is pressed. 

Grempler leases the computer to real estate offices for $540 a 
month, and the machine easily pays its way. Says realty broker 
Benjamin Emlen of Haverford, Pa.: " I f ASK accounts for only one 
extra sale a month, it more than pays for itself." A S K is not a 
salesman, however; it is a salesman's right arm. 

A computer-backed real estate salesman 
can sell more houses for four reasons: 

/. The ASK computer relieves a salesman of almost all clerical 
work. In fact. Grempler started developing the machine when he 
became concerned that his own sales staff was spending too much 
time shuffling papers. Besides keeping track of a couple of thou
sand listings, each salesman had to riffle through all his own listings 
every time he sat down with a new client. 

2. The computer is infinitely faster than a salesman, and its 
memory is infallible. In the time it takes a salesman to come up 
with one listing that meets a buyer's requirements, the computer 
can propose hundreds. And, unlike the salesman, the machine 
never forgets any feature that might make a house eligible for a 
prospective buyer. 

3. The computer never loses or misplaces a listing. It keeps 
checking itself by making a daily inventory of all its cards. Says 
Benjamin Emlen: " I f a builder wants reassurance that we're doing 
a job for him. all he's got to do is come into our office any time 
and punch the buttons that correspond to his house specs. The 
machine will propose his own house to him." 

4. The computer gets leads on out-of-town buyers through an 
interstate multiple-listing system. When a builder lists his houses 
with an ASK realty broker, he is, in effect, listing with the entire 

• Connecticut, Florida, Illinois, Maryland, Michigan, New York, Ohio, Penn
sylvania, Virginia and Wisconsin. 
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realty brokers sell more houses for builders 
ten-state network of ASK brokers. The members use a flagging 
system to notify one another of the arrival of a prospective home-
buyer in their individual areas. Says Realtor Harold Fink of 
Tonawanda. N.Y.: "This gives us an edge over our competition— 
we don't have to wait for those out-of-town buyers to look us up 
in the Yellow Pages." 

But ASK'S abilities extend beyond sales and into marketing and 
market research. 

Computer-filed real estate listings can produce 
hard-to-get market facts for homebuilders 

A homcbuilder can get answers to questions like the following: 
What price house should be built in a particular area? What kind 
of design will sell fastest? What sales features should be included? 
How profitable is the area likely to be? What changes or improve
ments should he make in his models? 

These facts come mainly from the variety of data breakdowns 
ASK produces. It can categorize its listings by county, town, neigh
borhood, price range, exterior design and interior sales features 
(table, below). And it can keep track of market trends. 

An ASK fact table may indicate, for example, that the majority 
of new houses in a market area arc in the $20,000 to $29,000 range. 
But a series of tables reporting on the same market over a period 
of months or years may show that strongest growth has occurred 
in a higher price range. Likewise, a table may show that two-story 
colonial houses are dominant in a particular county, town or 
neighborhood, while a series of tables may indicate that two-stor>' 
colonial design is actually declining and that one-story houses are 
on the rise. 

The computer can also influence a builder's advertising. For 
example, Grempler helps Levitt advertise more effectively by pin
pointing prime .sources of out-of-town buyers. "We want to know 
where our buyers are coming from," says a Levitt spokesman, 
"because that's where we want to run our ads—to hook prospects 
before they even hear of our competitors." 

Sometimes the computer's research turns up facts that turn away 
prospective builder-clients for the real estate man. Grempler, for 
instance, has produced at least one market study that .showed a 
builder he would lose money by building in one of the Realtor's 
sales areas. 

BELOW 
$9,000 

»10,000 
TO 

$19,000 

$20,000 
TO 

$29,000 

$30,000 
TO 

$39,000 

$40,000 
TO 

$49,000 

$30,000 
TO 

$99,000 

$60,000 
TO 

$69,000 

$70,000 
ANO 
UP 

'HMO BEDROOMS I I 44 8 S 0 0 0 1 

THREE BEDROOMS 13 302 106 36 7 3 0 1 

FOUR BEDROOMS 2 90 37 IS 2 1 0 llij 1 

FIVE BEDROOMS 0 I I 6 2 1 1 2 1 

FIREPLACE 0 85 89 50 9 4 2 4 

BASEMENT 26 3B8 143 54 9 5 2 4 

FAMILY ROOM 10 200 105 91 9 3 2 3 

GARAGE 2 108 66 40 9 3 2 4 

ENTRANCE HALL 2 72 53 39 4 4 2 2 

DINING ROOM 21 340 140 96 9 S 2 4 

MORE THAN ONE BATH 13 269 131 51 8 4 2 5 

NEW HOMES 0 10 7 6 0 0 0 0 

WATERFRONT 0 0 0 0 0 0 0 0 

TOTAL SPLITS RANCH COLONIAL MODERN GROUP 
OR 5EMI-0ET 

625 58 137 2 3 4 4 192 

1 . 

MARYLAND 

Want a fast summary of a county's housing data? Ask the ASK computer 
The county in this case is Howard Co., adja
cent to Baltimore (map). Realtor Grempler's 
computer-produced facts on the county 
(above) are a breakdown—by price range, 
interior features, exterior design and type of 
site—of all the houses he has listed there. 

While the percentage of new houses is not 
large, Grempler estimates it is the bulk of all 
new homes in the county. 

A similar breakdown is available for each 
area in Grempler's multicounty market (white 
portion of map). A builder considering a new 

project in any one of the Realtor's sales areas 
can immediately learn what competitors are 
building and—by analyzing past reports from 
the same area—can decide what price range 
and design type are most likely to succeed 
with homebuyers in that market. 
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T E N S U B D I V I S I O N S of Hallcraft Homes are scaUered throughout Phoenix 
but easy to reach from strategically located sales area (right). Nos. 1 
through 5 are detached-house tracts; 6 through 10 are townhouse projects. 
Sales area, on main road from airport, attracts many Phoenix newcomers. 

 

The economics of showmanship 

Why a multi-tract builder clusters all his 
Built on a main artery in Phoenix, this 
"Showcase of Homes"—ten model houses 
plus a sales building—serves two main 
purposes for John Hall's Hallcraft Homes: 

1. I t gives Hallcraft's models greater 
exposure (daily traffic past the site 
averages 54,000 cars), has thus increased 
sales in a so-so year for housing. Up to 
15,000 visitors a day have shopped the 
models, and the company's sales rate is 
up 10%—from 76 to 84 units a month. 

2. I t has reduced Hallcraft's model-house 
inventory by more than $1 million and 
cut the company's furniture investment by 
$135,000. 

Hallcraft builds in ten subdivisions in 
the Phoenix metropolitan area (map, 
above)—five for detached single-family 
houses and five for townhouses. The com
pany also off'ers to build any model on a 
customer's lot. 

Before he centralized his models— 
about a year ago—Hall maintained 37 
fully furnished single-family houses, kept 

a full sales staff at each subdivision and 
had to advertise each project separately. 

Now he has only one or two unfurnished 
models (drapes and carpeting only) and a 
single salesman at each subdivision, and 
75% to 80% of his single-family sales are 
made at the Showcase. What's more. Hall 
sells 5% of his Phoenix townhouses at the 
Showcase, even though its only townhouse 
merchandising aids are a scale model and 
brochures. 

Hall's Showcase also makes for a 
more efficient marketing program 

Once the single, high-trafiic model area 
was established—by the end of May— 
Hall's over-all marketing costs dropped by 
20% from their previous 5% to 6% or 
house price. Here, he says, is why the 
Showcase permits better marketing for less 
money: 

Prospects can be exposed to a greater 
variety of model houses. Few subdivisions 
can afford the luxury of ten furnished 
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C E N T R A L M O D E L A R E A with two-story sales and display building is near several large shopping centers. Passing traffic averages 54.000 cars a day. 

models in one high-traffic location 
models. By contrast, Showcase visitors can 
see all the most popular Hallcraft models, 
can pick out a lot in any of the five sub
divisions and can sign a contract there and 
then. 

Models can be replaced easily and eco
nomically. In the first six months of the 
Showcase operation. Hall tore down two 
slow-selling models and replaced them 
with new houses at a cost of only $7,000 
to $8,000 each. Since the houses will never 
be occupied, wiring can be minimal (light
ing circuits only), and plumbing lines are 
urmecessary. Also, when a model is 
scrapped, all valuable components (cabi
nets, plumbing and lighting fixtures, doors, 
windows, etc.) are salvaged for re-use. 
Finally, dismantling the houses costs Hall 
nothing because his carpenters and laborers 
do the job in exchange for the materials. 

Advertising costs less. With one model 
area instead of five. Hall has found he 
needs far fewer ads to attract prospects. 
Since May, his advertising expenses have 

been $10,000 less per month than during 
the same 1966 period. That savings was 
partly offset this year because the com
pany spent heavily for the Showcase 
opening. ("We probably overspent," says 
Hall, "but we wanted to be sure of getting 
off to a good start.") 

Write-offs of lavish displays are elimi
nated. When a Hallcraft subdivision is 
sold out, the company needn't scrap an 
expensive display or sell shopworn models 
at a loss. And even before a new subdivi
sion is opened, sales can start at the Show
case. 

Traffic is consistent. The constant stream 
of passing autos, plus word-of-mouth ad
vertising, has given the Showcase a steady 
flow of visitors, instead of the Sunday 
boom, weekday bust of most subdivisions. 
One result: Salesmen's hours can be 
scheduled more efficiently. 

Sales supervision is easier. Sales Man
ager Dwayne Olson, who supervises 16 
salesmen at the Showcase, now has direct 

control of his men, and no longer has to 
spend a large part of his day driving from 
subdivision to subdivision. 

But grouping all models in one area 
can also create sales problems 

Says Hall: 
Salesmen must be better trained and 

better informed. Instead of knowing just 
one neighborhood, for example, they must 
learn the individual characteristics—tax 
rates, school systems, transportation, .shop
ping, etc.—of several. 

Some sales cannot be closed at the Show
case. Hall finds that roughly 30% of his 
serious prospects must be taken out to a 
subdivision before they will buy. 

Heavy traffic makes it harder to qualify 
prospects. Many Showcase visitors are 
lookers who simply drop in on impulse. 
To weed them out. Hall now stations a 
hostess in each model. She answers gen
eral questions and calls in a salesman if 
the questioner seems seriously interested. 

DECEMBER 1967 75 



T H E E C O N O M I C S O F S H O W M A N S H I P continued 

Here's a close-up look at Hallcraft's Showcase 

T R A F F I C F L O W is channeled by carefully planned sidewalks. Extensive land
scaping (cost: $25,000) creates park-like atmosphere in strong contrast with 
desert-like look of surrounding area. Site plan at' right shows range in house 
sizes and prices—1,396 sq. ft. to 2,635 sq. ft. and $15,800 to $29,200. 

   

   

   
 

 
  

2,3ZO 0<JTnT 
• 2 2 , 5 0 0 -

f 2 4 . 4 0 0 

» 27,AOO 

TTT 

O P E N I N G - D A Y C R O W D S taxed Hall's sales and display staff, but 
normal weekend and midweek traffic is more manageable. 

P I C T U R E W I N D O W IN S A L E S O F F I C E gives visitors a view of 
Hallcrafl's ten model houses in their landscaped .setting. 

T A B L E - T O P M A P S of each subdivision let potential buyers posi
tion their houses in the area they select. 

N I G H T L I G H T I N G makes impressive sales office a 24-hour ad
vertisement for the Showcase and for Hallcraft Homes. 

76 HOUSE & HOME 



Can your own buyers show you 
how io sell more houses? 

Here are ten basic rules 
for a builder's own survey 

They are offered by Thomas Stack, vice 
president of Market Facts Inc., which con
ducted the survey for Owens-Corning 
Fiberglas. 

1. Define the reasons for conducting the 
survey before it is done. Ask questions that 
will promote answers to known or poten
tial problem areas. 

2. Be objective in choosing your samples. 
Don't eliminate bad customers or interview 
only good customers. 

3. Don't use your own personnel, es
pecially your salesmen, for interviews. 

4. Don't identify yourself as the one 
conducting the survey. Use a P.O. Box for 
the return of questionnaires. 

5. Ask questions that will allow home 
owners to criticize as well as praise your 
product and personnel. 

6. Avoid simple yes-no questions. Use 
rating scales or multiple-choice-type ques
tions. Nothing is all black or white; there 
are always degrees in between yes and no. 

7. Conduct more than one study. Inter
view new buyers each year. Look for trends 
or shifts in attitudes and opinions. 

8. Conduct surveys among your competi
tion's buyers and compare their attitudes 
with those of your buyers. 

9. Don't interview homebuyers until 
they have been living in their new home 
for six months. And get opinions from both 
the husband and wife. 

10. Be careful about drawing conclusions 
from small samples. The larger the sample, 
the more reliable the data. 

Yes—if you ask them the right questions, and know how 
to interpret their answers. 

That's the consensus among 80 builders from all over 
the country whose buyers were asked what they thought 
of their houses and of the companies that built them. The 
survey was sponsored by Owens-Corning Fiberglas Corp. 
and conducted by Market Facts Inc., an independent re
searcher. The survey's primary aim was to find out what 
the buyers did and didn't like about their houses, but 
the questions also ranged from what buyers thought of 
the builders' advertising to how satisfactory post-sales 
service was. And some of the answers resulted in opera
tional changes that produced marked increases in sales. 

"When a builder puts up a house," says Thomas Stack, 
vice president of Market Facts, "he must make several 
hundred decisions based on his judgment and experience. 
It was to test the validity of these decisions that we inter
viewed more than 10,000 families who had been living 
in their new houses for from six months to a year." 

There's no reason, Stack believes, why almost any 
merchant builder who follows a few basic rules {box, left) 
can't conduct his own buyer survey, either with the help 
of a professional researcher or on his own. 

That the information gleaned from such a survey can 
be of great value is shown by the following four case 
studies. The builders are among the best known and 
most successful in the country. The buyer dissatisfactions 
they discovered ranged from almost trivial to very signifi
cant. Most important, the changes made to correct these 
dissatisfactions brought about sales increases of from 
8% to 27%. There are few builders today who can 
afford to overlook any method that produces results as 
dramatic as that. 

To see how the survey helped boost sales, 
turn the page 
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B U Y E R S ' S U R V E Y continued 

Buyers were iess inieresiedin price than a way oiiHe 

Brandywine, a condominium townhouse project in 
Dupage County, III., is one of 30 projects being built 
by Kaufman & Broad in four different metropolitan 
areas. The project will eventually include 1,100 units 
with the appropriate recreation facilities; to date, 750 

units have been sold at prices ranging from $15,000 
to $23,000. 

According to Lewis Berkowitz, manager of K&B's 
Chicago division, solving the problems uncovered by 
the survey boosted sales 25%. 

Problem: a misdirected advertising campaign. K&B'S 
first ads stressed price; and after the first 300 units were 
sold in 60 days ("We skimmed the cream off the mar
ket," says Berkowitz), sales began to sag appreciably. 

The survey showed that K&B was not taking promo
tional advantage of its biggest asset: Brandywine was 
the only comparable project in the area offering con
dominiums with country-club facilities. 

Says Berkowitz: "Fifty-seven per cent of the buyers 
who saw Brandywine never looked further for housing. 
We had the product, but we weren't marketing it effec
tively." K&B'S new ads play down price, play up a rec

reational, no-maintenance way of life. 

Problem: salesmen weren't stressing the project's strong 
points. Like the early ads, K&B'S sales force was talking 
price and product quality rather than the way of life 
Brandywine offered. 

"After we saw the survey," says Berkowitz, "we 
brought our salesmen together and changed their ap
proach to conform with the new ad campaign. Now, i f 
the buyers are young-marrieds, the salesman talks about 
the excitement offered by our facilities; if the buyers 
are over fifty, he stresses the no-maintenance program." 

Higher-income buyers wanted more presiige^and space 
Smokier Co. is best known for its large apartment 
projects in the Detroit area, but it also builds single-
family houses. The survey covered Smokier buyers in 
a group of $30,000- to $40,000-house projects in 

Southfield, a Detroit suburb. 
Byrne Benson, vice president for sales and mar

keting, credits survey-inspired changes with raising 
single-family sales 20%. 

Problem: inadequate dining facilities. In this price range, 
the survey showed, buyers were not satisfied with din
ing ells off living rooms or country kitchens. They—the 
women in particular—wanted separate formal dining 
rooms and were willmg to pay up to $1,500 extra to 
get them. 

So Smokier changed its models, and today does not 
build a house over $30,000 without a formal dining 
room. 

Problem: inadequate storage space. Owners said that 
despite the full basements in Smokier houses, they 
wanted more storage space. And they complained that 
the garages were barely big enough to accommodate 
two cars. 

Smokier killed two birds with one stone by increasing 
garage widths from 18Vi' to 20'; the extra width pro
vides a full wall of storage space. And, still heeding the 
survey, the company has just introduced the first three-
car garage in the Detroit area; preliminary reports in-
dictate it will be very popular. 

Problem: lots were too small. Owners felt that the 60'-
65' frontage on Smokler's lots was too little in terms of 
both privacy and prestige, and they indicated a willing
ness to pay more for more frontage. 

"Also," says Benson, "bigger lots made sense in terms 
of the larger garages and the increased square footage." 

Smokier has now increased its minimum frontage to 
70'-75', adding $500 to the cost of the house. And the 
company also offers a selection of much bigger lots at 
premium prices. 

Problem: insufficient insulation. Smokier was putting an 
inch of thermal insulation in its side walls and 2" in the 
ceiling; buyers complained of both discomfort and high 
heating bills and said they would be happy to pay $100 
more for a better job. Also, they were unhappy with 
the degree of acoustical insulation in the houses. 

The heat-loss problem was solved by putting 3" of 
insulation in the walls and 6" in the ceilings. But sound 
conditioning proved to be very expensive, and owners 
were not willing to pay the extra cost. 

Buyers wanted more modeis-^and beiier-informed salesmen 
Marvin Deutsch builds most of his 50 to 70 single-
family houses a year in the suburbs of St. Louis. The 
survey was made in a development in the $30,000 to 

$40,000 range in Creve Coeur, Mo. 
Deutsch says that the survey—and the changes 

it sparked—raised his sales 10%. 
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Problem: not enough two-story models. Before the sur
vey, Deut.sch offered five ranch models and only one 
two-story, a proportion that he felt represented the 
amount of market interest in two-story houses. But the 
survey showed that more buyers than Deutsch realized 
wanted two-story homes and. further, that they wanted 
a choice. So Deutsch added a new two-story model to 
his line, and saw two-story sales jump by 8%. 

Problem: salesmen didn't know their product. The sur
vey rated Deutsch's sales force lower than that of his 
competition. Buyers complained that salesmen couldn't 
answer important questions about the house. So Deutsch 
had some of his salesmen take him through one of his 
models. " I was amazed," he says. "Most of them didn't 

even mention the most important living features of the 
house. All they talked about was construction." 

So Deutsch set up continuing selling sessions for his 
salesmen during which he goes over every important 
feature of the house and explains it in detail. 

Problem: advertising in the wrong media. Deutsch used 
to put most of his ad budget into local newspapers, and 
just a little into a few billboards placed near the project. 
But the survey showed that most of Deutsch's buyers 
came to him via the billboards, hence that much of his 
ad money was wasted. So Deutsch rechanneled his ad 
money, taking most of it out of newspapers and putting 
more into billboards and road signs, some of them miles 
away from the development. 

Buyers wanied more and better iivinff area inside and out 

R. A. Watt Co. is currently involved in 33 different 
housing projects in Southern California. The survey 
was conducted in a 600-unit condominium apartment 
(price range: $21,000 to $29,000) and three single-
family developments totaling 2,000 units (price 

range: $24,750 to $60,000). 
According to Frank Parks, southern regional direc

tor for R. A. Watt, the changes prompted by the 
survey boosted sales an average of 10% in the two 
types of projects. 

Problem: not enough outdoor privacy. Condominium 
owners complained that there were no fences or walls 
separating individual patios. The survey showed not 
only that owners wanted this area screened but also that 
they were willing to pay up to $200 extra for it. 

Today, all patios built by Watt are fenced or walled 
for privacy. 

ProUem: owners of moderately priced houses com
plained about small master bedrooms. Apparently, buy
ers were spending more time in the master bedroom, 
and more space was needed for its new function as a 
sewing and sitting room—"a retreat for both the hus
band and wife, a place to relax," says Parks. So Watt 
expanded the bedroom from 12'xl4' to 14'xl6', an ad

ditional 56 sq. ft. The cost: $225, which the owners 
said they were happy to pay. 

Problem: apartment dwellers weren't getting the right 
advertising message. According to the survey, 22% of 
Watt's condominium buyers came directly from apart
ments. Yet these prospects were getting the same pro
motional brochure as homeowners. This brochure 
pointed up the recreational and no-maintenance fea
tures of condominium living—amenities that the apart
ment dwellers already enjoyed. 

Now, a new brochure is sent to apartment renters. It 
talks dollars and cents; e.g., taxes on a condominium 
can be deducted, but rent payments on an apartment 
cannot. 

CaU'bacU service was a probMem ior ait iour builders 
In each case, the survey turned up buyer resentment 
over service delays, poor workmanship and discourteous 
servicemen. 

Three of the builders—K&B, Deutsch & Smokier—de
cided the cause of the problem was that construction 
and service personnel were one and the same. The serv
icemen, repairing the same work they had done in the 
original construction, defended their work, argued with 
the owner and often delayed repairs for weeks. 

So each of these three builders made service a sepa
rate department with its own manager and crew. "Most 
construction people are not consumer-oriented," says 
K&B's Lewis Berkowitz. 'They put up the structure and 

that's i t ." The service departments also act as a check on 
construction by tracing service complaints to sloppy or 
bad construction. 

The fourth builder. Watt, found an unusual answer to 
call-back problems. The company found that servicemen 
were tied up most of the time doing small repairs: e.g., 
tightening loose nuts and screws. 

"We figured that if the homeowner had the necessary 
tools to do these minor repairs himself, the servicemen 
would have more time to work on major service re
pairs," says Frank Parks. So today, every Watt home-
buyer receives a kit containing such essentials as a ham
mer, screwdriver and assorted nuts and bolts. 
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Four custom houses 
show you how to 
take advantage of 
unusual sites 
More than ever before, the unusual site— 
which usually means the problem site— îs 
part of the merchant builder's daily life. Un
less he is big enough to move miles out of 
town and create his own community or well-
heeled enough to afford what little prime land 
remains closer in, he has to learn to live with 
difficult land. 

Quite logically, the custom house is almost 
always the best source of ideas on handling 
such land. Architect and builder have more 
budgetary freedom than the merchant builder, 
and their approach is not limited by the neces
sity of creating a model house that will fit 
many different sites and also satisfy a wide 
variety of tastes. 

In a word, they have more opportunity for 
innovation. And their innovations can often 
be adapted to the broader needs of the mer
chant builder. 

The custom houses shown here and on the 
next three pages—all of them award winners 
in the 1967 Homes for Better Living Program 
—bear out this thesis. Al l were built on sites 
with some inherent difficulty; and all offer 
design solutions that are potentially as useful 
to the merchant builder as to the custom 
architect and builder. 
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V I E W F R O M S T R E E T on uphill side shows on-grade entrance gate and 
carport. Horizontal strips, left, screen windows of kitchen-dining area. 



L I V I N G R O O M has glass walls thai open onto cantilevered deck. Black 
band above windows was used to emphasize high ceilings on upper level. 

D I N I N G A R E A , seen here from living room, has shdmg glass doors, right, 
opening onto side deck. In-line kitchen is behind wall at left. 
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Photos: Julius Shulman 

For a steep hillside: 
a two-level house with 
a long, narrow plan 
Twenty-two feet is an unusually narrow 
width for a 2,1 lO-sq.-ft. house, but in this 
case it makes great sense. The site is so 
steep that greater width would have re
quired an inordinate amount of cutting 
and filling. And the stretched-out floor 
plan made it possible to give almost every 
room full window walls facing the rear of 
the site. The upper level includes main 
living areas, the master bedroom and a 
guest bedroom; the lower level contains 
a study, child's bedroom and enormous 
family room. Only the kitchen and dining 
area face the street. 

Award of Merit 
Homes for Better Living 

A R C H I T E C T : Crites & McConnell 
B U I L D E R : Larcw-Red Ball Engineering 
I . O C A T I O N : Iowa City, Iowa 

V I E W F R O M D O W N H I L L shows separate bal
conies for master bedroom, left, second bedroom, 
center, and living room, right. Family room, study, 
and third bedroom on lower level open to grade. 

continued 
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W O O D P I L I N G S raise house above floodwater 
mark. Normal level of canal shows in foreground. 

L I V I N G R O O M rises two full stories. Balcony 
above leads to bedrooms; kitchen is below. 
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Photos: Will iam Maris 

  

L I V I N G R O O M , seen here from dining area and 
kitchen, opens to deck and view of canal. 
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For waterfront land: 
a vacation house 
set up on stilts 
The house is only 35' from a busy canal 
and 300' from a heavily traveled draw
bridge, and the site is low-lying land that 
occasionally floods. So a pile foundation 
was used to raise the building above the 
high-water level, and unusual elevations 
were designed to provide privacy from 
both passing boats and passing cars. The 
shingled walls have relatively small win
dow areas. One big window does face the 
canal, but an extended wall {left) shuts 
out the view of cars, and a storage shed 
does the same for a rear deck. 

The l,150-sq.-ft. plan puts the living 
and dining areas and guest bedroom and 
bath on the lower level, the master bed
room, and two more bedrooms upstairs. 

B O A T ' S - E \ right screen rear deck. 

Honor Award 
Homes for Better Living 

A R C H I T E C T : Hobart D. Betts 
B U I L D E R : Charles L. Sauer 
L O C A T I O N : Quogue, N.Y. 
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V I E W F R O M R E A R shows living room wing, left, 
and recessed outdoor living area, right. 

L I V I N G R O O M is open to dining area, below 
balcony, and master bedroom, above. 

H I G H F I R E P L A C E W A L L is flanked by two-story 
windows. Stairway is in foreground. 

6 
jjymci 1 
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For a tight city lot: 
an H-shaped house 
with an open plan 
The lot is only 50' wide, so the logical 
place to put indoor-outdoor living was in 
the back. But the house had to be set 
back 50' from the front line, so only a little 
space was left for outdoor living at the 
rear of the 113'-deep lot. The solution: 
an H-shaped plan that puts a well-protected 
court between two wings at the rear, plus 
an attractive recessed entry court in the 
same relative position in front. 

The two stories provide both space and 
spaciousness. Three bedrooms and two 
baths occupy three of the wings on the 
second level; the fourth wing is taken up 
on both levels by a 16'-high living room, 
which faces into the rear court. Total liv
ing space: 1.585 sq. f t . 

  

  

  

U F F H E . LEVTOr, 

Photos: John Oldenkamp 

Honorable Mention 
Homes for Better Living 

A R C H I T E C T : Paul W. McKim 
B U I L D E R : John Worobec 
L O C A T I O N : San Diego 

 

V I E W F R O M S T R E E T shows recessed entry court. One-car garage is at left, kitchen wing at right. 

DECEMBER 1967 
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L A R G E T E R R A C E off living loom and dining area is screened from street 
by brick walls. Break in wall at rear leads to master bedroom courtyard. 

L I V I N G R O O M has fireplace set into long glass wall. Sliding door at left 
leads to large terrace. Dining room is at far left out of picture. 
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O 5 iO I p F T A T R I U M opens inner wall of living room to the outdoors. Foyer is at left, 
and door at far end of hall leads to children's bedroom wing. 

Duane Suter 

B R I C K W A L L S screen house and courts from busy street. Carport is visible at extreme right. 

For a busy corner: 
a walled-in house 
with private courts 
This house is set back 45' from two heav
ily traveled streets, and to both it presents 
a completely closed look. But behind its 
brick walls the house is completely open. 
Every major room has at least one full 
window wall, and there are five separate 
courts or atriums. The smallest court cuts 
into the children's wing; an atrium abuts 
the main foyer and the adjacent living 
room; a large terrace opens off the other 
side of the living room and is connected 
to a smaller court off the master bedroom; 
and. finally, there is a court between the 
dining area in the kitchen and the rear 
garage. The house has 4,100 sq. f t . of liv
ing area. 

Award of Merit 
Homes for Better Living 

A R C H I T E C T : Fi-iher, Nes, Campbell & Partners: 
Charles H. Richter Jr.. partner in 
charge 

B U I L D E R : Kenridge Construction Co. 
L O C A T I O N : Baltimore 
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We make sure 
KitohenAid dishwashers work 
perfecdy in our factory before we 

let them work in your home. 

W h e n you install K i t c h e n A i d dishwashers 
in the homes you build, you can be sure 
they'll work well from the minute they're 
installed. A n d work dependably for many 
years to come, too. 

You see, we i n s p e a every part and hook 
up every dishwasher for a test run before 
it leaves our factory. We check every step 
in the push-button cycles. Even add de

tergent and see that it's released auto
matically when it should be. 

We test the motor e lectronical ly for 
torque strength, starting power, noise 
and vibration. 

These are just some of the reasons why 
K i t c h e n A i d dishwashers are so depend
able. A n d the more dependable the dish
washer, the less you have to worry about 

c a l l b a c k s . Y o u k n o w h o w cost ly they 
can be. 

For more details on the dependable 
d i shwasher—KitchenAid — see your dis
tributor. O r write K i t c h e n A i d Dishwash
ers, Dept. 7 D S - 1 2 , T h e Hobart Manu
facturing (>ompany, Troy , O h i o 45373 . 

K i * c h e n A i c l 

DECEMBER 1967 

D i s h w a s h e r s a n d D i s p o s e r s 

By the makers of Hobart commercial dishwashers and food waste disposers. 
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TECHNOLOGY 

DECKING SHELL by Potlatch Forests is made 
of stacked-up members notched at intersections. 

Laminated decking doubles as structure and finish in vacation houses 
Tongue-and-groove laminated decking was 
originally designed for contemporary roofs, 
but it also makes a good loadbearing wall. 
Stack it up like logs (photos, above) and it 
interlocks to form a loadbearing house 
shell with built-in thermal insulation and a 
finished surface on both sides. 

The advantages are 1) fast, simple con
struction, 2) low upkeep and 3) minimal 

cutting waste. And costs are competitive 
with conventional building. 

A precutter in Polo, 111.—Cedar Forest 
Products Co.—sells laminated-timber shells 
for under $4.50 per sq. ft. Walls are nomi
nal 4"x8" decking; roofs and floors are 
nominal 2"x6" or 2"x8" decking depend
ing on span. Shell sizes range from 22'x 
24' cabins to 80'xl04' recreation buildings. 

Cedar Products says laminated decking 
stands up better than solid timbers in this 
type of construction because it doesn't 
check. Reason: The laminated stock can 
be kiln-dried to 8% moisture content, com
pared with 17% for solid timbers. With a 
strip of polyvinylchloride laid between each 
T&G joint, Cedar Products' walls have a U -
factor of 0.16. 

Giant brick doubles as structure and finish in low-income apartments 
The Pennsylvania Housing Authority chose 
the oversize brick to get low installed cost 
for its walls and to reduce building-main
tenance expenses. And architect J . James 
Fillingham, who recommended the brick, 
was able to turn it into an unusual exterior 
design by using curved walls instead of con
ventional corners in a series of full-height 
wings (photos, above). 

In a single structural unit (like the lami
nated decking shown at the top of the page) 
the brick incorporates full loadbearing 
strength, interior and exterior finish, and 
insulation. The Housing Authority used a 
high-fired, 12"-thick brick with a 4"xl6" 
face supplied by Harbison-Walker Refrac
tories Co. of Clearfield, Pa. The project is 
a 72-unit apartment building—six stories— 

for retired persons in Monessen, Pa. 
Monthly rentals are $26 to $50. 

By designing curved wings into the struc
ture, Fillingham did more than add aes
thetic interest. He also created a sense of 
extra space inside, and provided cross-
ventilation in all the living units. His main 
objective: to get rid of public housing's in
stitutional look without sacrificing economy. 
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Focus on Steel: Focus on Style 

T h i s i s a s t e e l d o o r . 

I t ' s s o l i d , s i l e n t , a n d t r o u b l e - f r e e . 

I t i s v e r y m u c h a t h o m e i n t h i s $ 6 0 , 0 0 0 h o u s e . 

       

  



Focus on Steel 

F o c u s on stylish steel doors. 

Solid, silent, warp-free steel doors combine a 
storm door and an exterior door in one unit, 
because they are so well insulated. They were 
innovated by U. S. Steel and a leading door manu
facturer. Steel doors weigh V3 less than conven
tional doors, and install in 20 minutes, because 
they come pre-hung. They're prime-coated, too. 

Research figures show that builders average 3 

United States Steel 
Room 4951, 525 William Penn Place 
Pittsburgh, Pennsylvania 15230 

Please send me more information on steel exterior doors. 

Name 

Company 

Address 

City State Zip Code. 

This m a r k te l ls you a p roduc t is made of steel. sutiH^-

expensive callbacks, per home, for doors alone. 
Foolproof steel exterior doors eliminate those 
trips. Your customers get a door with a solid 
sound and "feel," because of the door's unique 
rigid foam insulating core. Magnetic, refrigerator
like weather-stripping and a flexible vinyl sweep 
bar seal out drafts and keep heat in. 

No matter what price range you build in, steel 
exterior doors will help you sell because they are 
quality components. United States Steel does not 
produce steel exterior doors, but sells steel sheets 
to manufacturers of these fine doors. We will be 
glad to pass along your inquiry. 

Be sure to see U. S. Steel's booth at the 
N A H B S h o w , D e c e m b e r 3 - 7 , I n t e r n a t i o n a l A m 

p h i t h e a t r e , C h i c a g o . 

United States Steel 



N £ I V PRODUCTS 
For more information, circle indicated 

number on Reader Service card p. 101 

I. Nail on female molding base.       

3 . Apply tmal bondmg pressure. 4. Press top molding into base. 

Laminate system for tub wails solves a cover-up problem for remodeiers 
You can't glue a plain sheet of laminated plastic to an old bathroom 
wall because bumps and depressions will be telegraphed through to 
the new surface. But you can glue on the laminated panels in this 
new system—even over tile—because they are backed with a VB" 
sandwich of semi-rigid polystyrene foam that conforms to slight 
irregularities in worn walls. 

The panels are applied with contact adhesive. But their edges 
are secured and covered by two-part moldings that are fastened 
directly to the wall and are locked onto the panels by means of a 
male-female gripper joint (photos at top center and lower right). 
Wide choice of patterns, colors and sizes. Formica. Cincinnati. 
Circle 275 on Reader Service card 

No room for a clothes dryer in your kitchens 
or laundry rooms? Try this pint-size model 

It's only ISVi" high, 16V4" deep and 24" wide. You can hang it on 
a wall—it weighs 77 lbs.—or set it on a countertop. Load capacity 
is half that of a conventional-size dryer, but the new midget model 
handles the full range of fabrics, including permanent-press. The 
manufacturer says it operates on ordinary 115-volt circuits and 
without a vent, although a vent kit is available. Other accessories: 
casters and wall-mounting brackets. Maytag, Newton, Iowa. Circle 
276 on Reader Service card 

Do-it-yourself panel edging: This $ 2 0 0 machine 
bonds 20' per minute for a s low as Si per foot 

And the unit is compact—only 2'x4'—so even the smallest cabinet 
shop can use it to finish raw edges on laminate-faced panels V2" 
to thick. It uses 200' rolls of Plastic Woodtape, covering four 
90° angles without a break. The machine 1) removes the protec
tive paper from the factory-applied adhesive, 2) preheats the 
adhesive and 3) feeds the tape to the panel edge where it is applied 
by hand-pressure against a revolving spindle. Woodtape, Seattle. 
Circle 277 on Reader Service card 
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be first 
to offer another first from Frigidaire 

0 

NEW High Fashion RXE-39N Range • NEW High Fashion WXP Washer • NEW High Fashion DXP Dryer 

the years-ahead look of new High Fashion 
free-standing appliances 
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more help in building model home traffic 
You may not put these top-of-the-line appliances in every home or 
apartment, but put them in a model, promote them as options—and watch 
the women come in to look them over. This is Frigidaire innovation at work 
to help you—innovation backed up by a complete line of built-in and 
free-standing models in most every price range, for most every application. 

more help for you to capture the 
"total blend-in look"... easily! 
Frigidaire High Fashion appliances do what appliances 
are supposed to do in the smartest kitchens today—fit 
in, blend in with the environment, the floors and walls 
and cabinetry, to create a total look. 

The high-styled high console of the new RXE-39N 
Electric Range, for instance, fits neatly beneath most 
standard-height cabinets. Puts controls at eye level where 
the homemaker can see and use them easily. There's 
more help for her—more saleability for you—in this new 
range's advanced array of features, including an integral 
triple-filter exhaust system that requires no outside vent 
—two Infrared Warming Lamps—and an Electri-clean 
Oven that goes from dirty to clean automatically. 

more help to create the "light-flooded look'— 
dramatic new kitchen trend 

Dramatic lighting and lots of it is in, and new Frigidaire 
High Fashion appliances were designed for the trend. The 
new WXP Washer and DXP Dryer have back-lit control 
panels plus full-width fluorescent lights in the high con
sole, so that light floods the work area below. 

Frigidaire builds in more help for your prospects with 
wanted work-saving features, too. The WXP is a solid-state 
control washer with infinite speed settings that'll wash any
thing a lady can safely put in water. The DXP has 3-speed 
tumble, plus Electronic Dryness Control that automatically 
senses the degree of dampness in clothes. 

more help from the easiest installation you've ever heard about 
Just move a High Fashion appliance into place, hook up the power (plus water for the 
washer), and the job's done. A built-in look without built-in installation. 

At the N.A.H.B. Show 
see the premier showing of new 
High Fashion appliances by Frigidaire. 
Booths 507-509 and 608-609 
at the Amphitheatre. F 

FRIGIDAIRE 

Frigidaire 
_ bothers to 
I build in 

more help 
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Floors 

C u s h i o n e d - v i n y l f l o o r i n g is embossed with a marble-chip pattern in 
five colors: soft blue, cream, green, brown and beige. Resin backing 
allows flooring to lie flat without cementing. In 6', 9' and 12' widths. 
Ruberoid, Fullerton, Pa. Circle 223 on Reader Service card 

D r i f t w o o d - p a t t e r n e d t i l e s in vinyl-asbestos combine rippling grain 
and wood tones, including redwood, brushwood, and a pale juniper green. 
Random texturing gives tile a seamless appearance. Size: 12" square. 
Kentile, New York City. 

S e l f - s t i c k i n g b l o c k s of oak 
with urethane finish are backed 
with vinyl-foam adhesive. In 
staller exposes the adhesive, fits 
tile to adjoining tongue and 
groove, and hand tamps. Avail
able in three, grades of oak. E. L . 
Bruce, Memphis. 
Circle 224 on Reader Service card 

E v e r - w i d e n i n g c i r c l e s of lu
minous, uncut stones in colors 
like topaz, emerald and sapphire 
distinguish a vinyl tile suggested 
for small but elegant floor areas. 
Tiles are 12"xl2". and cost about 
$3.50 a sq. f t . Amtico, Trenton, 
N.J. 
Circle 226 on Reader Service card 
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FAMED SCHOLZ DESIGN 
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Scholz Apartments have set phenomenal records To any builder, the complete engineering pro-
everywhere they have been built. Top rents. Top vided saves months in start-up time, insures] 
mortgages. Speedy rent-up. Unequalled return. closely controlled costs, speedy construction. 

Very frankly, they are doing this because they To the first time apartment builder . . . the 
provide more appeal than anything offered in economic guidance . . . the design experience . . . 
their competitive markets. There has never been accumulated in successful projects numbering in 
an unsuccessful Scholz Apartment Project. the thousands of units is beyond valuation. 
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NEW PRODUCTS 
start on p. 89 

C o n t i n u o u s - f i l a m e n t n y l o n c a r p e t incorporates a built-in rubber 
cushion and extra face yarn for longer wear. The carpet comes in 15 
color combinations, and in 12' and 15' widths. Viking, New York City. 
Circle 225 on Reader Service card 

T e r r a z z o f loor t i l e has beveled edges for easier grouting and is 
packaged with protective end caps to eliminate broken tile in the field. 
Available in onyx and marble in a wide range of colors. Regal Products. 
Anaheim, Calif. Circle 227 on Reader Service card 

F o a m - c u s h i o n e d flooring has 
a textured geometric design rem
iniscent of hand-fired tiles. The 
f loor ing—vinyl—comes in 6' 
widths and in four colors, includ
ing avocado, terracotta and gold/ 
white with beige. Congoleum-
Nairn, Kearney, N.J. 
Circle 228 on Reader Service card 

T r a n s l u c e n t v i n y l t ike is tex
tured and colored to simulate the 
veining of marble. Tiles come in 
standard 9" or 12" squares, plus 
in a variety of special shapes in
cluding rectangles, octagons and 
hexagons. Robbins, Tuscumbia, 
Ala. 
Circle 229 on Reader Service card 

New products continued on p. 97 

SETS THE PACE IN GARDEN APARTMENTS 

r 
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The Loire Valley Chateau style shown is just one of the hundreds of 
architecturally varied types available in buildings from four units to a' 
hundred plus, in every rental range from $100 to $500 shown in the Scholz 
Homes Apartment Book. If you are planning an apartment program, itj 
provides invaluable information on every phase of apartment design, con 
struction and financing. Send coupon today. A consultation with the 
Scholz Representative can save you countless weeks of lost time, insure a' 
P O S I T I V E Economic Success of your program. 

DECEMBER 1967 Circle 61 on Reader Service card 

PlfiKf liiwr youi rffirftenliitivf mil nn wr iiith romplrle dtlails 
oj ihf SCHOLZ PROr.RAM 

i;iTV STATE ZIP I'llONE 
/ firrsrnlly have land zoned Inr (ifiiirlmf nil d y" • no-

I am interested in. .type umls. 

Mail to: SCHOL:: HOMES, Inc. 
P.O. Box 3355, Toledo, Ohio 13607 HHI27 
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Make home buyers 
head your way 
with outdoor features in 
Decorative Concrete 
Exposed aggregate concrete turns driveways dramatic. Here's sealer to bring out color and sheen. Redwood headers add 
one of the most interesting of Decorative Concrete's many design interest and act as control joints. A decorative touch 
forms. The builder used Mexican beach pebbles, treated with like this is easily achieved. See the "how to" across the page. 
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For any builder, getting the jump on competition gets 
tougher all the time. But more than a few are doing 
a good job of it right now with Decorative Concrete-
in driveways, patios, walks, pools and other outdoor 
features. 

Decorative Concrete adds a custom-type touch people 
like. A charm and note of difference they admire. 

Ideas? You can texture, color, pattern, shape con
crete to no end of decorative effects. With handsome 
sales effect, too. 

How to get exposed aggregate 
finishes you'll be proud of 

Topping aggregate should he chosen in 
the size and color that wi l l give the tex
ture and effect wanted. As soon as nor
mally placed concrete slab (specify nSYz-
to-6-bag mix) has been darbied. aggre
gate should be scattered to cover the 
surface as shown. 

Next, aggregate is embedded by tamping with a darby or 
other suitable tool. Then, as soon as the concrete wi l l support 
a workman on kneeboards. the surface should be hand floated 

so all the aggregate is embedded just below the surface and 
completely surrounded by grout. Concrete should then be 
allowed to start setting up. Large areas may need a retarder. 

Help your concrete crews learn more about installing Dec
orative Concrete. Send the coupon for free booklet. I f you 
would like to have selected crew members attend one of 
PCA's demonstrations of concrete finishing, contact your 
ready mix supplier or the nearest PCA office. (U.S. only.) 

r 

Yes, I 'd like a free copy of the booklet: "Cement 
I Mason's Manual." (U.S. and Canada only) 

NAME 
In exposing the aggregate, timing is critical. Exposing should 
begin as soon as the grout can be removed by simultaneous 
brushing and flushing with water without overexposing or 
tlislodging the aggregate. Some builders use test panels to 
determine timing. Finished job should be cured thoroughly, 
using a non-staining method of curing. 

ID 

COMPANY-

ADDRESS-

CITY .STATE. .ZIP. 

PORTLAND CEMENT ASSOCIATION 
Dept. A12-94, 33 West Grand Ave., Chicago. 111. 60610 

An organization of cement manufacturers to improve 
and extend the uses of porlland cement and concrete 
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Now! Put your money where it shows . . . and sells! 
Built-in vanitory covered 
with FORMICA® brand 
laminate, Spanish Oak 
344. Perfectly matched 
to vanitory cabinet. No 
chipping or cracking. 
Doors stay warp-free. 

Tub walls of FORMICA® 
brand laminated plastic. 
Exclusive new Spring 
Pastorale 691 won't dis-
c o l o r . W i p e s c l e a n 
q u i c k l y and easily. 

Feature wall surfaced 
with FORMICA® brand 
laminate, stylish Green 
Olive 866. Mirror frames 
of exclusive FORMICA® 
brand molding, Spanish 
Oak to match bui l t - in 
and vanitory. 

Vanitory covered wi th 
FORMICA® brand lami
nate. Spanish Oak cre
ates the look of f i n e 
furniture, never needs 
refinishing. 

Vanitory top and win-
dowsi l l of FORMICA® 
brand laminate. Hand
somely design-coordi-
nated in new Sienna 
Travertine 662. Resists 
medicine and cosmetic 
stains. 

 

Carpeting: CRESLAND acrylic fiber 

New patterns...new woodgrains...new cabinet moldings 
...exclusive innovations from Formica! 

Offe r value where it shows! Eye-catching bath interiors of 
tough, durable FORMICA® brand laminate on wails, vanitories, 

built-ins and windowsills . It's the ideal surfacing for baths, kitchens 
..any room! Depend on Formica. No other brand of laminate gives 

you so much selling help: more innovations, more colors and 
patterns to choose f rom, unequalled consumer acceptance plus 

fast service f rom the biggest distributor and manufacturer 
organization in the industry. Contact your local distributor, 

manufacturer or Formica representative. For complete product 
specifications, see Sweet's Light Construction File, 9a 

Fo. 

There are other brands of 
lammated plastic but only one 

  

FORMICA 

l a t m i n a i t i e c l p l e t s - t i c 
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Formica Corporation • Cincinnati, Ohio 45232, subsidiary of 
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ow to build and sell 
ore homes despite 

ikilled worker shortages! 
Count On Continentars 
Panelized Homes, 

l ike the C h a t m o s s shown 
here. T w o pre-cut, panel
ized lines, the luxurious 
M a r k V I and the popular 
Vogue, offer 36 basic r a n c h 
and colonial designs plus 
dozens of variat ions . 
Because they are panelized. 
y o u need far fewer skil led 
workers , less supervision, 
and y o u can complete more 
jobs in less time. Continental's 
efficient designing, mass 
buying, and el imination of 
mater ia l s waste enable y o u 
to offer greater qual i ty for 
the price. M a i l the 
coupon for details. 

Count On Continentars 
Sectionalized Homes, 

like the J o h n E r i c s s o n shown 
here. Cont inenta l ' s 

Qni -S truc ture line has 15 
basic designs, m a n y v a r i a 

tions. H o m e s are completely 
factory-bui l t down to 

ceramic tile baths and 
k i t chen bui l t - ins . . . are 

delivered in 2 or 4 sections 
to foundations y o u prepare. 

Cont inenta l crews perma
nently jo in the sections in 

2 or 3 days . Y o u r m a n 
power needs are minimized , 
high qual i ty assured, costs 

controlled, your money 
turns over more rapidly . 
M a i l coupon for details. 

Continental Homes uses GE built-in ovens, surface 
units, refrigerators, dishwashers, garbage disposall, 
washers, dryers. 

MAIL THIS COUPON NOW I 

Continental Homes, inc. 
O. Z. Oliver, President, 

i P. O. Box 1800, Roanoke, Va. 24008. 
Phone 703/334-3331. 

HH-12 

Please send facts on how yom' packaged and 
' sectionalized homes can build m y profits. 

N a m e : 

- — - 2 
® 

1 
1 C o m p a n y : ® 
' Address: Phone: 

• M E 5 1 C i t y : State: Z ip : 
L 
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BUILDERS! 
Work SMARTER not HARDER 

with these proven 
$$$ saying builder aids . . • 

BAKER VISUAL STAIRULE 
THIS HANDY COMPUTER helps solve 

those knot ty problems in stair planning. 
By setting to the k n o w n total rise d i 
mension, user can read the proper riser 
height as w e l l as other useable combina
tions. Also contains proper tread, w e l l 
opening and stringer dimensions. Results 
in t ime, labor and material saved, satis
f ied bu i ld ing inspectors, and happier cus
tomers. $3.95 postpaid. 

DIAL-A-LENGTH RAFTERULE 
JUST SET THE DIAL . . . and read o f f the 
answers. The Dial-A-Length Rafterule de
termines the h ip and va l ley , common, and 
jack raf ter lengths f o r A N Y span w i t h 
"saw-cut" accuracy. Gives p lumb, level , 
and side cut data plus angle in degrees 
and minutes f o r 21 pitch settings . . . 
Simple to use and easy to read. Scales grad
uated l ike any carpenters rule . Circular design 
makes accurate to 1 /16" . The Dial-A-Length Raf
terule produces noth ing but the CORRECT answers. 
Durable all-plastic construction. $4.95 postpaid w i t h 
protect ive case. Money back guarantee. 

SI-

E-Z SQUARE 
THE E-2 SQUARE w i l l indicate accurate 
diagonal dimension o f any rectangle 
where the t w o adjacent sides are k n o w n . 
It creates a speedy method of making 
pre l iminary layouts, squaring foo t ings , 
foundat ions , fo rms and plate layout. Unit 
also features an excavation and concrete 

yardage computer and in format ion on the 
quan t i fy o f brick and block required in walls 

of k n o w n dimension. A l l necessary instructions are 
self contained. Each unit is contained in a durable 

case and sells f o r $4.95. 

PRODUCTS COMPANY 
P.O. BOX 221, SYCAMORE, ILL 60178 

PLEASE SEND ME: 

DIAL-A-LENGTH RAFTERULE $4.95 

EMMERT E-Z SQUARE 4.95 

BAKER VISUAL STAIRULE 3.95 

• CHECK ENCLOSED - SHIP PREPAID TOTAL 

• SHIP C.O.D. (Postage Extra) U. S. A . ONLY 

• SEND LITERATURE TOTAL ORDER 

Name: 
(Please Print) 

Address 

City: State: Zip 

ZIP CODE 
SPEEDS 

YOUR 
PARCELS 

1. Packages are shipped 
by more direct route. 

2. They are handled 
fewer times. 

3. There is less chance 
of damage. 
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NEW PRODUCTS 
start on p. 89 

Kitchens 

E a s y - t o - l o a d d i s h w a s h e r offers upper racks that can be raised, 
lowered or removed for extra-large items. The iindercounler model 
comes in white, dark copper, avocado, brushed chrome or harvest. 
General Electric. Louisville. Circle 207 on Reader Service card 

C o m p a c t r e f r i g e r a t o r fea
tures interchangeable door panels 
in white, coppertone or avocado 
enamel, plus vinyl-coated fruit-
wood, teak and walnut. Other fea
tures: adjustable shelves, auto
matic temperature control, inside 
light. Marvel, Sturgis. Mich. 
Circle 234 on Reader Service card 

T o p - f r e e z e r r e f r i g e r a t o r in
corporates aluminum-trim frame 
around both doors to permit in
sertion of decorator panels. The 
model above provides user with 
12.3 cu. f t . of fresh-food space 
and 4.4 cu. f t . of freezer space. 
Kelvinator, Detroit. 
Circle 210 on Reader Service card 

L a u n d r y m a t e s handle the 
latest in durable-press garments. 
Item: A signal reminds home-
maker to remove durable-press 
clothing as soon as the dryer has 
stopped, which is necessary for 
best results. Frigidaire, Dayton, 
Ohio. 
Circle 208 on Reader Service card 

T o p - l o a d i n g d i s h w a s h e r fea
tures 18-pl ace-setting capacity, 
pushbutton controls for four wash 
cycles, and a top fashioned of 
Formica laminate. Smaller top-
loading models can handle 12 or 
14 table settings. Philco-Ford, 
Philadelphia. 
Circle 211 on Reader Service card 

S i n g l e - c o m p a r t m e n t s i n k of 
stainless steel has aprons on both 
sides that serve as work surfaces. 
Model line also includes double 
and triple compartments. A l l in
clude a vegetable-rinsing basket 
and cutting board. Elkay, Broad
view, 111. 
Circle 237 on Reader Service card 

D u c t l e s s r a n g e h o o d has 
tapered corners that allow adjoin
ing cabinet doors to swing wider 
than 90°. Model has two alumi
num-mesh filters coated with hcx-
achloraphene, and comes in four 
widths—24", 30", 36" and 42". 
Ventrola. Owosso, Mich. 
Circle 236 on Reader Service card 

- . , . 

1 " i m * 

L o w - c o s t e y e - l e v e l r a n g e of
fers choice of 21 "-wide upper 
bake oven or a Micro-Ray broiler 
with ceramic burner that cooks 
with infrared rays at twice the 
speed of conventional units. 
Comes in antique copper, avo
cado. Hardwick. Cleveland. Tenn. 
Circle 209 on Reader Service card 

S e l f - c l e a n i n g w a l l o v e n takes 
up no more space than manufac
turer's standard 24" built-ins. 
Self-contained oven vent elimi
nates the need for outside venting. 
Model has adjustable shelves, and 
eye-level controls. Hotpoint, La-
Grange, 111. 
Circle 235 on Reader Service card 

C a n o p y - s t y l e h o o d is 24" high, eliminating the need for a cabinet 
above the range. The hood comes in island and peninsula models as 
well as wall-mounted styles. Several sizes and finishes are available. 
Rangcmaster. Union. 111. Circle 238 on Reader Service card 
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N E I V PRODUCTS 
start on p. 89 

Doors and windows 

W o o d c a s e m e n t w i n d o w s 
have a concealed steel frame that 
permits installation in masonry 
without use of wood bucks or ex
terior trim. Optional: a Venetian 
blind between exterior and inter
ior window panes. Rolscreen, 
Pella, Iowa. 
Circle 255 on Reader Service card 

S o l i d - c o r e m a h o g a n y d o o r is 3'0"x7'0" and features a carved-
redwood panel—22'/2"x69"—surrounded by mahogany molding. The 
door pull is cast aluminum with an antique finish. Forms & Surfaces, 
Santa Barbara, Calif. Circle 253 on Reader Service card 

 
 

 

A l u m i n u m r e p l a c e m e n t u n i t 
is used for rotted or inoperable 
sash. Its exterior trim fits easily 
into place to cover all old win
dow framing—head, s i l l and 
jamb. In anodized or bakcd-
enamel finishes, and a choice of 
styles. Ida Products, Detroit. 
Circle 256 on Reader Service card 

C h a r c o a l - t o n e s c r e e n i n g is 
woven of high-strength Fiberglas-
coated yarns and is guaranteed 
against denting, rust or corrosion 
for ten years. The screening is 
also offered in grey, green and 
aqua. Owens-Corning Fiberglas, 
Toledo. 
Circle 252 on Reader Service card 

W o o d e n t r a n c e door—offered 
both in Ponderosa pine and a 
wide range of hardwoods—fea
tures raised panels and leaded 
glass. More than 30 other models 
are available, many with intricate 
moldings. Lone Star Plywood & 
Door, Irving, Tex. 
Circle 257 in Reader Service card 

B i f o l d d o o r s have spindles on upper two-thirds (backed with red 
velvet to hide storage contents) and raised panels below. Doors are also 
made with full-length spindles. A. E. Nord, Everett, Wash. Circle 258 
on Reader Service card 

S e c t i o n a l g a r a g e d o o r made of fiberglass and aluminum is easy to 
operate becau.sc of its light weight, also lets in 70% of available light. 
The fiberglass panel has a white pebble-grain finish, needs no painting. 
Taylor Garage Doors, Detroit. Circle 254 on Reader Service card 
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R\SSBOOK 

 

like money in the bank 
when you install a cast iron pipe water system, it's like putting money in the 
bank. It's as easy to get your money out—cast iron pipe is immediately ac
ceptable by any community. Resale value stays high because tough, long-
lived cast iron pipe is comparatively trouble free. Won't absorb water or 
soften and lose strength. 

Cast iron pipe is an ideal pipe. It withstands sudden surges, high water pres
sures, external loads and impact. Installs quickly, breezes through start-up 
tests and taps easily. If you're investing in a water system, why not plan to 
get your investment back? Specify cast iron pipe—you're ahead all the way. 

Get your free copy of the informative book written by top developers, 
"Tract Development, Volume 2." Send for your copy today. 

e 
C A S T IRON PIPE R E S E A R C H A S S O C I A T I O N . 
An association of quality producers dedicated to highest pipe standards 

T H E M A R K O F P I P E T H A T L A S T S O V E R 100 Y E A R S 

There's nothing like C A S T I R O N P I P E L . 

Wallace T. Miller, Managing Director 
Cast Iron Pipe Research Association 
3440-H Prudential Plaza 
Chicago, Illinois 60601 

Please rush my free copy of 
"Trad Developmeni, Volume 2," the 48-pagf 
book of helpful ideas selected from 
imporlanl magazine articles. 

Name 

D2 

-Tille. 

Firm. 

Address. 

City. .Slate. .Zip Code. 

J 
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HEV4 PRODUCTS 
start on p. 89 

Baths 

Everything Hinges on Hager! 

H A G E R H I N G E C O M P A N Y 
139 Victor St. • St. Louis, Mo. 63104 

Circle 65 on Reader Service card 

Suruey reueals 98% of 
uiomen asked want a 
hand shauier 
in their 
bntii! 
Out of a 1000 midd le class 
fami l ies s u r v e y e d . . . 
9 8 % want a hand 
shower. Now, feature 
an Alsons Hand 
Shower in your 
p roduc t ion homes 
for as l i t t le as 
$ 1 2 per un i t . Mai l 
coupon fo r f ree 
deta i ls and cata log. 

H i g h - s t y l e v a n i t y features "Corinthian" styling and baked-on white-
and gold finish. Other details: three-point drawer suspension, sliding 
shelves, matching hand-rubbed hardware. Kemper Bros., Richmond. 
Ind. Circle 240 on Reader Service card 

a l s D n s 

 

V i t r e o u s - c h i n a b i d e t is equip
ped with hot and cold water 
valves and may be filled with 
warm, soapy water. A second 
model provides separate fittings 
for wall mounting. Color choice: 
white, avocado or pastels. Kohler 
Co., Kohler, Wis. 
Circle 241 on Reader Service card 

B l e n d - i n c a b i n e t has swing-
out door that comes finished in 
beige baked enamel but may be 
covered or painted to match 
bathroom wall covering. The all-
steel cabinet measures 16%" x 
22%" X 4%". Miami-Carey, Cin
cinnati. 
Circle 242 on Reader Service card 

Somerset, Michigan 49281 
614 E. Edna Place, Covina, Calif. 91722 

<=?> 

Please rush me free details and catalog on your Alsons Hand 
Showers. 

Name-

Address 

Firm -Tit le 

lOfa Circle 66 on Reader Service card 

S e l f - r i m m i n g l a v a t o r y in modified oval design is less than 16" from 
front to back, but is 22" wide. Unit is predrilled for 4" fittings, and 
comes with template and sealing compound. Borg-Warner, Mansfield, 
Ohio. Circle 243 on Reader Service card 
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YOUR LENNOX TERRITORY MANAGER* 
WANTS TO HELP YOU CREATE A TRAFFIC JAM 

A jam of new homes sales prospects. 

He'll do it with air. Lennox L I V I N G A I R ® . 
And the L I V I N G A I R promotion for 
your new homes. 

L I V I N G A I R is the distinctive feature that 
gives your new homes extra owner-
appeal. It's fresh outside air brought 
into your home's Total Comfort System, 
filtered, then warmed or cooled, and 
ducted to every room. 

Such a unique and highly salable 
point-of-difference is a natural for traffic-
building promotions. That's where 
your Lennox Territory Manager comes in. 
Loaded with promotion materials he 
can make available to you. 

For starters: ready-made publicity 
releases, newspaper ad ideas, billboard 
designs, scripts for radio commercials. 

You can even have a custom 
phonograph record, professionally scripted 
and narrated. In his own home, your 
prospect will hear reviewed all the 
reasons for choosing your home. 
Location. Educational facilities. 
Transportation. And L I V I N G A I R for 
comfortable, modern living. 

And for your model home use: 
L I V I N G A I R signs, decals, wall-hangings, 
feature cards. Plus L I V I N G A I R 

balloons for the kiddies. 

Backstopping your Lennox Territory 

LENNOX 
a i r c o n d i t i o n i n g • h e a t i n g 

Manager are his headquarters 
promotional facilities, supplying you with 
a direct mail service. And personalized 
brochures. Allet nominal cost. 
Your Lennox Territory Manager knows 
how to get the most from your 
L I V I N G A I R promotions. He'll help 
you plan them. 
(But it'll be up to you to handle your 
traffic jam of prospects.) 
Lennox Industries Inc., 
245 South 12th Avenue, 
Marshalltown, Iowa. 

^Territory Manager (T.M.): the "old pro" 
Lennox factory representative who works directly 
with dealers and their builders, architects, 
engineers, contractors, schools. 
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^ A D D . S U B T R A C T . A ' N I C r 
^ L O T S NUISANCE"PROFIT 
Time-after-time, subdivisions with lots meeting septic tank 
requirements have actually made substantial net profits over 
and above the costs and installation of a Smith & Loveless 
sewage treatment plant. 

The increase in number of lots and the improvement in their 
value has reaped substantial dividends for many developers. 

Not only that, but S & L factory-
built "Oxigest"* sewage treat
ment plants are odor-free, de
pendable, easily maintained and 
can be installed in a day. 

Smith & Loveless plants are 
in use all over the world. Fac
tory-tested and delivered to the 
job sites on t ime... in capacities 
that serve 20 to 700 persons per unit. 

Let us show you how to make a "nice" profit. 

that's why we say 

Mike Microbe' 

T.M.® 

'good for everyone on the totem pole" 
OWNER - CONSULTING ENGINEER - CONTRACTOR - OPERATOR 

ONE OF THE UNION 
TANK CAR COMPANIES 

Main Plant: Lanexa, Kansas 66215 (Near Kansas City. IWo.) Dept. 70 

Manufactured by Smith & Loveless and its Licensees at 
Oakvtlle, Ontario • Osaka.Japan • Denbighshire. England • Brussels, Belgium • Helsinki, Finland 

NEW PRODUCTS 
start on p. 89 

Adhesives and sealers 

B a t h r o o m s e a l a n t expands as ii dries, making a tight bond around 
tubs and tiles on floors and walls. The mortar-like cement is unaffected 
by steam and can be drilled or tapped to place fixtures. X-Pando, Long 
Island City, N.Y. Circle 221 on Reader Service card 

O n e - p a r t g l a z i n g s e a l a n t , 
for nonporous surfaces such as 
glass and aluminum, will not 
harden in cold (down to —80°F) 
or soften in heat (up to 350°F). 
It dries in less than one hour on 
contact with moisture in air. Dow 
Corning. Midland, Mich. 
Circle 222 on Reader Service card 

  
     

  

N o n - f l a m m a b l e a d h e s i v e for 
vinyl-asbestos and asphalt-tile is 
transparent when dry and has a 
24-hour open time. It may be 
used on any prepared floor, in
cluding concrete, that is free of 
cracks. Evans Adhesive. Colum
bus, Ohio. 
Circle 291 on Reader Service card 

P l a s t i c j o i n t c o m p o u n d ad
heres to porous materials includ
ing concrete, brick and wood. 
The two-part compound has a 
specific gravity of 1:4 and cures 
in from 24 to 48 hours. In white, 
grey, black. N.V. Saba, Dinx-
perlo. The Netherlands. 
Circle 290 on Reader Service card 

108 Circle 68 on Reader Service card 

M u l t i p u r p o s e a d h e s i v e with 
rubber base bonds paneling, dry-
wall and wallboard to wood, 
plaster, steel and concrete; bonds 
subflooring to joists; and can also 
be used on tile and shingles. Open 
time is about 15 minutes. 3M, St. 
Paul. Minn. 
Circle 292 on Reader Service card 
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LET 'S GO TO 
A MOVIE 

ADELPHI 5Bth St. W. of Mad. | Goldthumb 
BEECH B vvay & I35th St. | Goldthumb 
BIJOU 50th St. a 7th 1 Goldthumb 
CENTRAL B'way & 52nd 1 Goldthumb 
CENTRAL PARK Bet 5th&Mad. | Goldthumb 
CHELSEA W. 22nd off 8th 1 Goldthumb 
CONCOURSE Clinton & 5th 1 Goldthumb 
DORCHESTER Mad. &59thl Goldthumb 
EAST END CINEMA 2nd Ave. a 4th | Goldthumb 
EXCELSIOR Mad. a59 th | Goldthumb 
FOURTH ST. PLAYHOUSE near CharlesI Goldthumb 
GAIETY G3rd & Isl Ave.l Goldthumb 
GARDEN 57th St. E. of Mad. 1 Goldthumb 
GOTHAM 42nd & B'way 1 Goldthumb 
GRAND Parli near 52nd St. I Goldthumb 
GRANOVIEW near Columbus circle 1 Goldthumb 
HEIGHTS CINEMA Montague a HICKSI Goldthumb 
IRVING Christopher a Hudson | Goldthumb 
KNICKERBOCKER eth A»e. a 12th | Goldthumb 
LUX 55th St, E. of 2nd | Goldthumb 
MARLBOROUGH i s i Ave. a 22nd 1 Goldthumb 
PAVILION 161st a WadsworthI Goldthumb 
REGENT 77th St. between 1st a 2nd| Goldthumb 
STUYVESANT SQ. 23rd near Lexington | Goldthumb 
7th AVE. CINEMA between 39fh a 40th | Goldthumb 
SHELTON West 51st St. near 8th Ave.| Goldthumb 
TUDOR 4ist a 2nd 1 Goldthumb 
UPTOWN 95th a Amsterdam I Goldthumb 
WASHINGTON SQUARE west 4th s t . | Goldthumb 
WINDSOR E. 59th St. a Lex. 1 Goldthumb 

How are 
you spending 

tonight? 
There's not much choice—or fun—if evei^-
thing's the same. 

It's because you do have free choice that 
you have so many good things to choose 
from. Tonight's movie. Tomorrow's grocer
ies. Next year's car. And it's all the com
petition that makes these things get better 
all the time. 

Of course, some people think you have 
too much choice in the marketplace. 

They think you are confused or. maybe, 
just not bright enough to make up your 
own mind about the products you want 
and need. They think the government 
ought to help you. 

DECEMBER 1967 

For instance, wouldn't it be simpler if 
there were only four brands of toothpaste 
instead of 24? And who needs all those fla
vors'? Most people like peppermint so why 
shouldn't they all be peppermint? Don't 
laugh. There really are people—people of 
influence—who think the government ought 
to regulate the number of brands on the 
market and standardize their contents. In 
other words, they want to do your shop
ping for you. That's nice of them. But. has 
anyone asked vow about it? 

Maybe you don't like peppermint. 

Magaz ine Publi.shers Assoc i a t i on 

Y o u c a n ' t h e l p b u t n o t i c e . . . 

 

 

Even referees can see the exper t 
craftsmanship and superb performance 
of Harris BondWood parquet! Combine 
these qualities with the dov/n-to-earth 
prices of BondWood . . . and you've got 
the formula for America's fastest sell
ing parquet. Thick, solid hardwood all 
the way through, BondWood is de
signed for adhesive installation over 
concrete or wood. And even after years 
of hard wear, BondWood is restored to 
original beauty with inexpensive refin-
ishing. For flawless performance and 
dependability, specify Harris Bond-
Wood in gyms, classrooms, auditori
ums, homes, apartments and church
es. Mail the coupon below and get your 
FREE fact-filled full color brochure. 

HARRIS MANUFACTURING COMPANY 
D E P T . HH-127 J O H N S O N C I T Y , T E N N , 
Please send me FREE FULL COLOR 
BROCHURE. 

I 

NAME — 

COMPANY-

TITLE 

STREET _ 

CITY 

STATE 

H A R R I S F L O O R I N G 
Hardwood Floorinn Since 1898 

Parquet < Colonial Plank . Strip . Stairwork 
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NEW LITERATURE 

Tips on how not to ruin an apartment sound-deadening system 
Any builder can spend money on double-
stud walls and resilient-channel ceilings. 
But he's throwing money away unless his 
subcontractors handle tho.se sound barriers 
with care. 

A new sound-system manual for the 
wood-frame apartment builder takes this 

problem into account. Almost half of its 
16 pages are filled with precautions for 
carpenters, plumbers, electricians, heating 
installers and masons who work in sound-
deadened structures. The tips—some three 
dozen of them—cover critical areas in all 
types of sound-deadening. And they are 

illustrated with drawings that make it easy 
for builders to write them into specifica
tions and standards. A sampling of the 
pointers, directed at three of the trades, is 
reproduced below. Owens-Corning Fiber-
glas, Toledo, Ohio. Circle 350 on Reader 
Service card 

for framers and finishers 

i n - ^ i 

   

Balloon Iraming 

D O N T 

Western framing 

DO 

  
 

    
    

 7/16 ' Noise 
Stop Board 

isolation pads 

F L O O R J O I S T S perpendicular to 
walls should be .separated and space 
between joists should be blocked. 

F L O A T I N G F L O O R must be cut V i " 
f rom wallplatc and caulked. Sub-
floor under plate must also be cut. 

E X T E R I O R F R A M I N G StlOUld be 
Western—not balloon—to prevent 
sound travel in open stud .spaces. 

B A T H T U B W A L L S wil l block 
sound providing drywall is in
stalled to floor before tub is set. 

.. . for plumbing contractors 

Air Chamt>et 

W A T E R - P I P E O U T L E T S need indi
vidual air chambers to absorb shock 
when water is turned off suddenly. 

1^2 T S G e x t e r i o r 
Diywood 

\ ^ Stool 

\ •i Neoorene G a s k e t 

F . d e r g l a s l ^'"^'i ° ' C e r a m i c 

F iberglas 

W A T E R - C L O S E T M O U N T I N G o n a 

lloaiing floor with neoprenc-iias-
ket cushion will quiet waste pipe. 

Hold vertical stack 
/ \ f \ F iberglas Pipe 

Insulation 

 

G A R B A G E - D I S P O S E R H O O K U P to 

waste trap must be made with flex
ible tubing to isolate vibration. 

2x8 
Support Joist 2x10 

V E N T S T A C K .should be cushioned 
where it passes through framing, 
and isolated at bottom by padding. 

. for electricians and appliance installers 

^ _ r D. stiwastipr 36 • Mm Partywall 

Flexible Loop 
Drapes m 0 " " ^ ' P ' "9S 
Position 

Isolation 
Mount 

  

Party Wal 

A P P L I A N C E S . F I X T U R E S A N D B O X E S must be isolated to prevent transmission of 
sound and vibration. Dishwashers and garbage disposers should be wired with flexible 
connectors. Outlets and switches should be mounted at least 36" apart (above). Holes 
in plates are best avoided; but when necessary, should be packed with insulation (righi). 

110 

   
   

  

 

   
  

   

 

   
   

Crawl S p a c e 
or Basement outlets 

New literature continued on p. 112 

HOUSE & HOME 



People who oner 24-hr. service 
depend on Job Tamer trucks to deliver. 

 
 

 

YOU get all these quality 
ieatures that keep 

Chevy-vans on uie job 
around the clock. 

To start ticking them off: Chevy-
Van's all-welded unitized body-
frame. Heavy-gauge body 
panels are welded to solid 
structural members for the 
most rigid construction ever 
built into a delivery van. 
For extra weather protection, 
rocker panels and wheel-

housings are completely 
galvanized. And the entire 
underbody of the vehicle is 
heavily coated with high-zinc-
content primers. 
Exceptional ride qualities are 
added by the tapered leaf 
springs, front and rear. They're 
thick in the center where 
strength is needed, tapered at 
the ends for smooth flexibility. 
A new Warner 4-speed manual 
transmission is available. A 
3-speed is standard. And a fully 
automatic Powerglide trans
mission is available, too. Pick 
from two Chevrolet Sixes or a 

new V8 for all the power you 
need to handle your runs. 
Choose your Chevy-Van from 
six available models. They come 
in two lengths. Two capacity 
ratings. Half-ton models have 
90- and 108-in. wheelbases, 
three-quarter-ton models have 
108-in. wheelbases. 
'68 Chevy-Vans have the 
features all around that make 
them your best bet for service 
all around the clock. 
Take delivery on one soon at 
your Chevrolet dealer's. . . . 
Chevrolet Division of General 
Motors, Detroit, Michigan. 
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N E I V LITERATURE 
starts on p. 110 

For copies of jree literature, circle the indicated 
number on the Reader Service card, p. 101 

I N S T A L L A T I O N O F O I L - F I R E D B O I L E R S . A 16-

pagc booklet describes and illustrates, with car
toons, a range of dos and don'ts for heating c o n 
tractors. Topics covered: .smoke pipe, oil line 
hook-up, combustion a i r , nozzles and adjustments. 
Slant/Fin, Grcenvalc, N . Y . Circle 300 on Reader 
Service card 

C O N C R E T E P U M P . Six-pagc illustrated brochure 
describes m o d e ! with capacity of 60 c u . y d . per 
hour. Two pages of specs. Butler Bin, Waukesha. 
Wis. Circle 302 on Reader Service card 

S T E E L R A I N G O O D S . How i o install galvanized 
and prepaintcd steel gutters and downspouts is 
the subject of an information sheet. American 
Iron & Steel Institute, New York City. Circle 
303 on Reader Service card 

S H O W E R P A C K A G E . Sel-up time for a snap-
together shower stall is one hour. The package 
—one-piece molded floor, plastic-faced sand
wich panels—comes in eight colors and iwo sizes: 
.^6"x.^6" and .12"x48", both 76" high. An informa
tion sheet describes and illustrates the unit. Fiat 
Products, Plainvicw, N . Y . Circle 304 on Reader 
Service card 

M O R T I S E E N T R A N C E L O C K S E T . Heavy-dUty 

lock is made o f steel and brass, matches several 
o f manufacturer's interior knobs. A product sheet 
outlines features. Kwiksct, Anaheim, Calif. Circle 
305 on Reader Service card 

S A U N A P L A N S . All any builder needs to know 
about building a sauna room is containcil in this 

plan book. Step-by-slep instructions, materials 
list, wiring diagrams. Normandy Products, Pitts
burgh. Circle 30() on Reader Service card 

L U M I N O U S C E I L I N G S . Data shccts on a wide 
range of ceilings include specs, lighting data. 
Moi>dy C eiling C o., Detroit. Circle 307 on Reader 
Service card 

R A M M E R T A M P E R . Advantages of this model 
are cited in a four-page brochure with specs. 
Model can be operated by one man, is suggested 
for compaction in hard-to-gct-at places such as 
potholes, pipelines, trench bottoms, back-filled 
areas. Stow, Binghamton, N . Y . Circle 308 on 
Render Service card 

H U R R I C A N E W I N D O W . Four-page lile folder de
scribes low-cost horizontal slider that meets hurri
cane specs. Window is reversible, has adjustable 
mullion. full-length pressure seals. Ador/Hil i te , 
Fullerton, Calif. Circle 309 on Reader Service 
card 

P O R T A B L E A L U M I N U M B U I L D I N G S . MaiulC-

nance-frce buildings suggested for field storage 
are detailed in a product sheet. Five floor plans, 
up to 10'x20'. Porta-Bilt, Memphis. Circle 311 
on Reader Service card 

S I D I N G A N D A C C E S S O R I E S . A complete line of 
Tedlar-surfaced products with a life-of-the-build-
ing guarantee is presented in a 12-page brochure. 
Alsco, Akron, Ohio. Circle 312 on Reader Serv
ice card 

O U T D O O R G A S B A R B E C U E . Mobile or perma
nent-mounted models for natural or LP gas are 

featured on a product sheet. With specs. Mid-
West Metal Products, Kansas City, Kansas. Circle 
313 on Reader Service card 

B A C K - U P C L I P S . Clips provide back-up support 
for drywall or paneling at wall-corner and ceil
ing joints. Specification sheet tells how to install. 
T e c o , Washington, D.C. Circle 315 on Reader 
Service card 

R O U T E R H O R S E P O W E R . Chart helps select 
proper horsepower for difTerent router applica
tions. Rockwell Mfg . , Pittsburgh. Circle 316 on 
Reader Service card 

I N T E R I O R P A N E L I N G . Prelinisheil hardwood ply
woods, wooilgrain paneling and vinyl-overlaid 
plywood anil hardboartl are shown in a four-color 
brochure. Includes all-purpose moldings. Eight 
pages. Evans, Corona. Calif. Circle 317 on Reader 
Service card 

A P P L I A N C E S . Illustrations highlight a TO-pa.ue 
catalog for builders and rcmodelers. Products for 
1968 incluile ranges, dishwashers, dispo.sers, re
frigerators, freezers. Also: healers and air condi
tioners. Hotpoint, Chicago. Circle 314 on Reader 
Service card 

P R E F I N I S H E D P L Y W O O D P A N E L I N G . Fourteen-

page brochure includes spec page listing all of 
manufacturer's panels. Included: stock-size hard
wood plywood, architectural plywood up to 16", 
solid-core doors. Bradley Plywood, Savannah, Ga. 
Circle 327 on Reader Service card 

M A S O N R Y B I T S . Full-line catalog on carbide-
tipped masonry drill bits features a selector guide 

New literature coinlnued on p. 114 

   

E n h a n c e t h e e y e - a p p e a l o f y o u r h o m e s w i t h 

CUPOLA-MATIC 
P o w e r A t t i c V e n t i l a t o r 

Cupoia-Matic combines dist inc
t ive a p p e a r a n c e and e f f i c i e n t 
comfor t condi t ion ing. Gives your 
homes a competitive edge. Ther
mostatically control led for com-
pletely automatic forced-air attic 
ventilation. Furnished complete, 
ready for instal lat ion. Complete 
specif icat ions furn ished without 
obl igat ion. Wri te today. 

See Cupola-Matte at the 
NAHH Show . . . Hoolh 556 

Dept 88 1831 Terminal Rd. Niles, Mich. 49120 

Keep.s l iving areas 
c o m f o r t a b l y cool, 
automatically. 

Circle 71 on Reader Service card 

. S T A T K M l C V r O K O W . N K I I S I I I f . M . \ . \ A l ; K M K N T A M I ( I K C C I - A T I O N (Act of 
October 23, 11I62; Section 4:iOU. Tit le Hil. f n l t c d .Siaics I'oji-) 

1. I>Hto or filing: October 3. 1067. 
•i. Tit le of publication: I I O L S E & I IOMK. 
:i. Frequency of issue: Muntlily, 
•I. l.ooatlnn of known offlcc of iiubllcatlon (street, r l ly . count}', slate. Z I P code): 

:; .11 Wcsl 42nd S t . . C i ty . County and State of New York 10036. 
."i. Location of the beadouarters or Rcneral business offlces of the iiubllsbers (not 

printers): 330 West 42nd St . . Pity, County and State of New York 10030. 
fi. Names and addresses of publisher, edlior. and iiiunnKlnB editor: 
I'ubllshor: Kucene E . Weyenoth. 330 West 42nd St. , New York. N . Y . 10036. 
Kill lor: l l l i lmrd \V, O'.Nelll, ;t:tll W.'.sl IJnd S i . , .N.'w York. N . Y . lOOIIO. 
ManuKlniJ cilllor: .lohn K. tloldsniUh, 330 Wcsl 42nd St. . .New York. N . Y . 100311. 
r. The owner Is Mc f l r uw - l l l l l . Inc . . 330 West PJnd St. . New York. N.Y". 10030. 

SimkhoUlcrs holillnK I'i or more of slock arc: I'aul T . liabson. 330 Iteacon St. . Boston. 
.Mass. 02110: ColleKC Ketlrement Kqultles Fund. T30 Th ird Ave.. New York. N . Y . 
l i i i i i : : M. : : : T lur . l a-.,- . . \ , « V,>rli N V m n ! : : linnul,! c . Mc<;r;iH. 
Kllzalieth .McCraw Welislrr, Donald C. Mc<;raw. Jr . .V Harold W, MrOraw. J r . . Tnntecs 
under Indenture of Tru~l m b .lame> II . .Mitlraw. ilaled 1 11 'Jl as modllli'il: Honabl 
'". .MeC.raw iV Harold W McC.raw. Trustees under an Inilenture of Trust in b James 
H. .McCraw. dated 7 1 '37 us amended: Donald C. McCraw. Individually: Donald C . 
M I C T M U .V r u h a r i n . - M(i:r.iM lldik. .i« 'rrii-' . ' . '- ii( llie Kslale of Mildred W. MKlraw. 
all of 330 West 42nd St . , .New York. .N.Y. 10030: Stanford E . Taylor. Hawk Dr . 
Moyd HarlKir. HunllnBlon. N . Y . 11743. 

K. Known bondholders, mortuuKees, and other becurily holders ownlnK or lioldlnK 1 per
cent or nmro of total umounl of bonds, niorlKaKcs or oilier securities: None. 

••I. .Vol Applicable. 
10. Extent and nature of circulation. 

Average No. Copies Single Issua 
Each Issue During Nearest To 

Preceding 12 Months Fi l ing Date 
A. Total .No, Copies Printed (Net Press Run) 114,.104 113.700 
II. Paid Circulation 

1. Sales through dealers and carriers, street vendors 
and counter sales — — 

2. .Mall Subscriptions lOS.SO.'i 104.500 
C . Total Paid Circulation 105,505 104.500 
1). Free Distribution (including sumiilcs by Mall . Currier 

or Ollior .Moans '.r>»9 7.500 
E . Total Dlstrlhullon (Sum of C and D ) 113,004 112.000 
F . Offlce f s e , Left-Over. fnaccounteil. Spoiled After 

Printing 1.500 1.700 
C . Total (Sum of E & F—sliould equal net press run shown 

In A ) 114.594 113.700 
I certify thai the statemenis made by nic above are correct and complete. 

(SIgnalure of owner) 

M c G K A W - H I I . L . I N C , 
Ily J O H N J . C t l O K E 
Vice Preslilent & Secretary 
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" IHERMA (OL COUNTRY' 
We don't know how many cowboys you sell to . . . but 

we do know that every single bathroom you build is right 
in the middle of THERMASOL COUNTRY. We know be
cause THERMASOL COUNTRY is anywhere people live 

. . . even if there isn't a cowboy around for a thousand 
miles. People want MORE for their money when they 
buy or rent . . . and that's exactly what a Thermasol Home 
Steam Bath gives them! It also gives the builder MORE 
. . . in the way of profits! 

The thought of a personal home steam bath really turns 
a buyer on. They have never seen anything like i t . . . and 
when it comes to closing the sale, neither have you!!! 

Just set the timer and the steam starts to flow. At that 
same instant the buyer realizes YOU are giving him 
MORE for his money. MORE VALUE, MORE LUXURY, 
AND MORE REASON TO BUY OR RENT. Thermasol ap
peals to the whole family, too . . . that cowboy's wife is 
well aware of what steambathing at home can do for 
her and the children. 

There has never been a more effective traffic builder 
and sales closer available to builders than Thermasol . . . 
just ask any who have been using it. (We will be happy 
to give you their names!) 

Your homes should be Thermasol equipped . . . it's 
an awfully difficult feature to sell against! 

THERMASOL LTD. N A M E . 
101 Park Avenue ^ / x m d a m v 
New York, N.Y. 10017 C O M P A N Y . 

I a m interested in T h e r m a s o l . ADDRESS. 
P l e a s e s e n d m e complete infor
mat ion. 

• Apartments 
n Homes 
• Other 
• Dealership 

TYPE OF BUSINESS. 

DEPT. H-8 

I H E R M A Q L LTD 
101 Park Avenue 
New.York, N.Y. 10017 

212 Murray Hill 4-7766 

THERMASOL Dealer Showrooms are located in key areas throughout tne United States. ATLANTA — BIRMINGHAM 
— CHICAGO — DENVER — LOS ANGELES — MIAMI _ NEW YORK — PALM BEACH — WASH., D.C. & other cities. 
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William Brockway 
residence, Los 

Angeles, Calit. 
Burlon SchutI, 

architect. Reprint, 
Sunset Magazine. 

H. H. Baskorvillo,Jr., 
photographer. 

T H I S F R E E 

B O O K L E T . . . 

Shows how decora t i ve glass 
brightens and beautifies homes. 
It is filled with dramatic illustra
tions of the ways translucent 
glass adds a touch of luxury and 
smartness to every room. Specify 
Mississippi Glass. Available in a 
wide range of exciting patterns 
and surface finishes wherever 
quality glass is sold. 

Architects: Arbogost Jones Reed Associates, 
Los Ange les , Cal i fornia 

Create a distinctive decor with 
translucent glass by Mississippi 
that f loods inter iors with sof
tened, f la t ter ing l ight, makes 
rooms seem larger, friendlier, 
important. Wri te for free book
let. Address Department 9. 

I S S I S S I P P I 
C L A S S C O M P A N Y 

88 Angelica St . •St . Louis, Mo. 6 3 1 4 7 
N E W Y O R K . C H I C A G O • F U L L E R T O N , C A L I F O R N I A 

L A R G E S T D O M E S T I C M A N U F A C T U R E R O F R O L L E D , FIGURED & WIRED GLASS 

NEW LITERATURE 
starts on p. 110 

that tells best bit to use for different materials. 
New England Carbide Tool, Peabody, Mass. 
Circle 328 on Reader Service card 

P A T I O D O O R . Georgian Colonial door features 
insulated fiberglass panels .said to cut heat loss 
50%. Specification sheet includes photos. Amco, 
Philadelphia. Circle 329 on Reader Service card 

S T A I N L E S S - S T E E L S I N K S . Forty-eight-page cat
alog includes models for residential bathrooms, 
kitchens, laundries and powder rooms, plus fau
cets and fitting.s. Also offered: catalog of com
mercial and industrial models. Elkay, Broadview, 
I I I . Circle 321 on Reader Service card 

A U T O M A T I C D I S H W A S H E R S . Front- and top-
loading portables that can be built in arc illus
trated in a series of product sheets. Admiral, Chi
cago, 111. Circle 322 on Reader Service card 

M O N O L I T H I C F L O O R I N G . Eight-page booklet de
scribes five systems for commercial use. Systems' 
advantages: resilience, light weight, easy cleaning. 
Hubbclite Div., Allison Park, Pa. Circle 323 on 
Reader Service card 

F R E E - S T A N D I N G F I R E P L A C E . New model in
stalls fiush to a wall or into a wall, may also be 
used as a free-standing room divider with or 
without Hue. Available as woodburning, gas or 
electric unit. A product sheet shows model in ful l 
color. Donley, Cleveland. Circle 324 on Reader 
Service card 

B U I L T - I N B A R B E C U E S . Construction details 
highlight a brochure on five indoor-outdoor mod
els. Includes specs, materials lists. Firebird, City 
of Industry, Calif. Circle 325 on Reader Service 
card 

P L A S T I C S C O M P A R I S O N . Guide whccl com
pares physical properties of 12 plastics. User 
dials each plastic on top half of guide, reads 
hardness, tensile strength, resistance to thermal 
expansion on bottom half. Borg-Warner, Wash
ington, W. Va. Circle 326 on Reader Service 
card 

H O T - W A T E R E L E C T R I C H E A T . Data sheet that 
lists advantages of combination system, also ex
plains how it works. International Oil Burner, 
St. Louis. Circle 318 on Reader Service card 

W O O D C H A N D E L I E R S . Latest models in manu
facturer's line are described and illustrated in a 
four-page brochure. E j s Lighting, Los Angeles. 
Circle 319 on Reader Service card 

L I G H T I N G F I X T U R E S . Product sheets in f u l l 
color display new fixtures in manufacturer's line. 
Included: chandeliers, wall fixtures, bathroom 
models. Progress, Philadelphia. Circle 320 on 
Reader Service card 

S I M U L A T E D B R I C K V E N E E R . Four-COlor product 
sheet presents ' / i " composition board that looks 
like masonry after application with special mor
tar. Interia-Brick, Flushing, N .Y. Circle 330 on 
Reader Service card 

I N T E R I O R M A R B L E . Specification bulletin in 
cludes list of approximate color ranges, illustrates 
several installations. Vermont Marble, Proctor, Vt. 
Circle 342 on Reader Service card 

R U S T I C S H A K E S . Fire-resistant shingles with a 
random shake effect and a beveled headlap for 
flatter courses are the subject of a four-color bro
chure. Weight per sq.: 350 lbs. Philip Carey, 
Cincinnati. Circle 343 on Reader Service card 
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It doesn't rea% matter 
if you skip advertising 

inl968. ^ 

You can always make up the lost business 
in 1969. 

M c G R A W - H I L L 
m a r k e t - d i r e c t e d ® 

P U B L I C A T I O N S 
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Admiral Corporation 
Alliance Mfg. C o . 
Alsons Products 
American Plywood Association 
Armstrong Cork Company 

9 Kardon Investment Co . 102W2 
85 KitchenAid Home Dishwasher 44. 45 

Div. (Hobart Mfg. C o . ) 102M1. M4 
102S2 Koppers Company. Inc. 28. 29 
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West Coast Mills. Inc. 
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B. F . Goodrich Chemical Co. 
Bangkok Industries 
Bethlehem Steel Corp. 

Cast Iron Pipe Research 
Association 

Chevrolet Motor Division 
(General Motors Corp.) 

Congoleum-Nairn, Inc. 
Continental Homes. Inc. 
Corning Glass Works 

Dacor Manufacturing Co . 
DuPont de Nemours & Co. . Inc. 

E . I . 

Edison Electric Institute 
Emerson Electric Co . (Builder 

Products Division) 
Emmcrt Products Co . 

107 Lennox industries, Inc. 
47 LibbeyOwcns-Ford Glass 

Company 
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18, 19 Masonile Corporation 
114 Mississippi Glass Co . 

FIcxicore Co. , Inc. 
Float-Away Door Company 
Formica Corporation 
Frigidaire Division (General 

Motors Corp. ) 

3 1-34 NuTone. Inc. 

24-26 Overhead Door Corp. 
27 Ozite Corporation 

37 Peachtrce Doors, Inc. 
17 Pease Woodwork Company 

94. 95 Portland Cement Association 
14. 15 Price Pfister Brass Mfg. Co . 

Red Cedar Shingle & Handsplit 
Shake Bureau 

92. 93 Scholz Homes, Inc. 
108 Smith & Loveless 

102W1 Southern California Edison Co . 

51-54 General Electric Co . 

A D V E R T I S I N G S A L E S S T A F F 

ATLANTA 30309 
Glenn P. MacNcrland. 1375 Peachtrce St. 
(404) 875-0523 

BOSTON 02116 
James R. SchatTcr 
McGraw Hill Bldg.. 
607 Boylstcn St. 
(617) 262-1160 

CHICAGO 60611 
Robert M. Brown; John L . Filson; 
Ray W. Stoddard. 645 N. Michigan 
Ave.. (312) 664-5800 

C L E V E L A N D 44113 
Milton H. Hall. Jr.; James O. Green; 
55 Public Square 
(216) 781-7000 

DALLAS 75201 
Richard Poole, 1800 Republic 
National Bank Tower 
(214) 747-9721 

DENVER 80202 
Edward C . Weil I I I . 1700 Broadway. 
(303) 255-5483 

HOUSTON 77002 
Kenneth G. George. 2270 Humble Bldg. 
(713) 224-8381 

LOS A N G E L E S 90017 
Donald Hanson. 1125 W. Sixth S l . 
(213) 482-5450 

NEW YORK 10036 
Caswell Spearc 
500 Fifth Ave.. 
(212) 971-3686 

P H I L A D E L P H I A 19103 
John C . Jackson 
Six Penn Center Plaza 
(215) 568-6161 

PORTLAND 97204 
Harry Abncy. Mohawk Bldg.. 
222 S.W. Morrison St.. 
(503) 223-5118 

SAN FRANCISCO 94111 
Dwicht Lowell. 225 California St.. 
(415) 362-4600 

113 Thermasol Ltd. 

106 Hager Hinge Company 
109 Harris Manufacturing C o . 
36 Hart & Cooley Mfg. Company 
11 Homasotc Company 

13 United States Plywood Corp. 
87. 88 United States Steel Corp. 

ADVERTISING 
PRODUCTION MANAGER 
Vito De Stcfano 
McGraw Hill, Inc. 
330 West 42nd St. 
New York. N. Y . 10036 
(212) 971-3204 

The advertising index and reader service numbers published by 
HOUSE 0 HOME is a service to its readers. HOUSE & HOME does 
not assume responsibility to advertisers for errors or omissions. 

W denotes Western edition 
M denotes Mid-Wcsfern edition 
N denotes North Central edition 
E denotes Eastern edition 
S denotes Southern edition 

SW denotes Southwest (Swing) 
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Phoiographed by Ted Kufiiell at Hoiland-Suco Color Co. , HunimBton, W. Va. 

Why? Because advertising tells people about things they need 
and want. And the more they buy... the more must be produced. 
The result. More jobs. 

That's why advertising is not an economic wasle.That's why 
it pays to pay attention when well-meaning people start attack-
mg advertismg. They'll tell you advertismg makes people want 
things they don't need. And they're right. Advertising builds 
dreams. But not idle ones. A new home, a new car, a trip. 
Maybe they're not lofty or awe-inspiring or earth-shaking. But 
they're one person's private dreams...and his alone. Put enough 
of them together and you'll know what made this country great. 
Magazine Publishers Association. 
An association of 365 leading U.S. magazines 
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She can't overlook 
a ditference she can feel 

... Annstrong 
Cushioned\^yl Corlon. 

Put Armstrong Cushioned Vinyl Corlon on the floor, 
and her first step tells her your kitchen is distinctive. 
The floor is soft. . . to walk on . . . to touch. Comfort 
she can feel. You don't have to point out this feature, 
or sell her on it either. This is the hottest thing in 
flooring today. 

Cushioned comfort . A thick, vinyl-foam backing 
gives Cushioned Vinyl Corlon the difference she can 
feel—surprisingly soft and comfortable underfoot. 

Quiet . If you're building a "quiet home," this is the 
floor for you. Cushioned Vinyl Corlon's thick cush
ion back hushes the sounds of footsteps and the 
clatter of dropped objects—it just has a way of keep
ing things quiet. 

T o u g h , long wearing. For all their light-footed com
fort, Cushioned Vinyl Corlon floors are as tough as 
any floors Armstrong makes for the home. Even spike 
heels won't leave dents. Cushioned Vinyl Corlon 
gives underfoot, then comes right back. 

Sealed seams. To begin with. Cushioned Vinyl Cor
lon is installed in 6-foot-wide rolls, so seams are 
minimized. And where there is a seam, it's sealed 
and completely waterproofed by this special tech
nique. Over 5,000 mechanics across the country have 
been schooled in a new seam-sealing process devel
oped exclusively for Cushioned Vinyl Corlon. 

C o n s u m e r awareness. Ninety million homemakers 
have already been exposed to Cushioned Vinyl Cor
lon in 13 of the leading home service magazines. 
These are the publications read regularly by your 

very best prospects—people actively seeking new 
home ideas. And national advertising of this kind 
will continue throughout the coming year. Cush
ioned Vinyl Corlon will also be featured in full-color 
commercials on Armstrong's weekly T V shows and 
on big T V musical spectaculars like the recent "Car
ousel" and "Brigadoon" sponsored by Armstrong. 

Builders who feature Cu.shioned Vinyl Corlon re
ceive floor identification signs, wall plaques, litera
ture—everything needed to make the most of this 
consumer awareness. 
T w o pattern l ines, two pr ice ranges. Shown here, 
Cambrelle, the latest addition to the Armstrong 
Cushioned Vinyl Corlon line. Its textured surface, 
marble-type veining, translucent chips, and glitter 
accents create a style particularly suitable for the 
kitchen (but an attractive addition for any room). 
Your Armstrong representative can give you all the 
details on Cambrelle and Cambrian Cushioned Vinyl 
Corlon and hard-hitting sales aids behind them. Call 
him today. Or write: Armstrong, 312 Sixth St., 
Lancaster, Pa. 17604. 

Product Data, Cambrelle Cushioned Vinyl Corlon • Textured surface 
with vinyl construction all the way to the backing [JCush ioncord Back 
is foamed vinyl • Gauge is .140" • Installation above, on, or below 
grade • 6'-wide rolls • Approximate cost $1.05—$1.20 sq . ft. installed. 

Cambrian®, Cambrelle, Corlon®, and Cushioncord are trademarks of 
Armstrong Cork Company. 

F L O O R S B Y ( A r m s t r o n g 
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So compact it fits in anywhere...so inconspicuous 
you scarcely notice i t . . . the EMERSON DELUXE BASEBOARD HEATER 
Only 2 inches deep and 7 inches high, it delivers a roomful of 
warmth quickly...eff iciently...economically. Designed for new or 
conversion installations. Available in 175 or 250 wat ts / f t . 
capacities for residential, commercial, or industrial applications. 
Integral raceway for easier, faster wiring. Pre-drilled 
for direct attachment to studding. 

The EMERSON DELUXE BASEBOARD HEATER is one of a complete 
line of forty Emerson units designed for all heating purposes 
from providing quick warmth for a bathroom, to whole-house 
zone heating. Check with your dealer or distributor. 
Ask about Emerson's complete package of 
heat / l ight /a i r /sound products. 

BUILDER PRODUCTS DIVISION Circle I o n READER S E R V I C E CARD 
ST. LOUIS, MISSOURI 


