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Imaginative new flooring helps sell homes.

Caribbean inspired

Kingsion

vinyl asbestos tile by Azrock

V-652 Jamaica

Take a block of sea-shaped coral ...cut it into twelve-inch ~ marble, and deeply inlaid on a vinyl asbestos backing.
squares . . . and you have the look of Kingston, Azrock’s newest  Kingston is an exciting flooring adaptable to any room,
innovation in vinyl asbestos floor tile! It's styled with skill and  any decor. With feature strip, custom floor designs can easily

imagination that helps make your homes more salable . .. be created—straight from the carton! Available now in
made with large chips of translucent vinyl surrounded by  four tropical colors, 12" x12” size, 1/16” gauge. Kingston
smaller vinyl chips, each containing fine particles of actual — another customer-convincing floor idea from Azrock!

another fine floor by AL ROC5®

Nationally advertised in Better Homes & Gardens, House Beautiful, House and Garden and others.
For free samples, write Azrock Floor Products, 5268 Frost Building, San Antonio, Texas 78205— the HemisFair'68® City

Circle 31 on Reader Service card




Colorful promotion materials — yours FREE
when you sign up to make your next model a
“NEW DIMENSION HOME.”

3’ x 5’ all-weather
banner. Plenty of
room for your name

TV storyboard and
suggested script

Quality products
feature signs

Nulone

Direction arrows
with imprint space

:30 and :60 second
radio script

Newspaper ad
layout, repro art
and product mats

DIVISION
NEW DIMENSIONS IN BETTER LIVING
Madison and Red Bank Roads, Cincinnati, Ohio 45227

Tasteful metallic
NDH Medallion

NDH Builder regis-
tration Certificate

| SCOVILL |

Sign up today —be a part of the biggest product-

package promotion ever offered by NuTone.

NuTone, long recognized as a leading home products manufacturer
does it again — leads the way with a promotion designed

to help you get more model home traffic — sell more houses —
add to your profits. A promotion package you will want . ..
featuring products that add comfort, convenience, safety

and entertainment to your home.

Save on famous NuTone products.

The quality, features and styling of the complete NuTone

product line is available for your model home selection. When you
sign up you will receive action building model home promotion
materials — FREE ! Colorful materials specifically designed to
help you "show and sell” from your model home.

Get all the facts on how you can join, promote and profit
with a “New Dimension Home™. ..

e T T R RS —

Contact your NuTone representative, or mail this coupon Today !

NuTone, Dept. NDH
Madison at Red Bank Roads
Cincinnati, Ohio 45227

NAME

FIRM NAME
ADDRESS
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NuTone Better-Living product packages

to make your model a “New Dimension Home”
All famous brand name NuTone quality products are

available at special model home prices. !

Pick your saviFrJlgs when you pick yopur package. Youselect the products ﬂ’o) %ﬂﬁw‘
you need in the price range you want — then add up the savings. '("

Range Hoods for every size kitchen.

All tested and labeled for air delivery [ Exterior Mounted Fans.
your home even more attractive to Fold-In-Wall Recard Changer. Space and sones.* ‘ Range ventilation for the quiet
!;i;yms._ iy - kit 2 ) ;‘I.lwtm! convenience include it as house. For flat or pitched roofs

of your NuTone music-intercom — wood ar masonry walls.
stem. i

Built-in Food Cen-

ter. One built-in

power unit; seven

appliances home- g Y

makers want most. | New Decorator Door Chime. Glamour New Bathroom Blower Fans to

F E . . . in your choice of 5 leading “‘ac- fit every ventilation need. All

Heat-A-Ventlite for more comfor- ‘ cent' colors . . . Antique Red, White, rated in sones* and actual air
table bathrooms. Heat, ventilation Blue, Avocado and Walnut. Enhance the delivery,
and light as desir Instant sales g N entry with ‘“Masterpiece Series"’ *Most accurate measure of
appeal. e 5 lighted pushbuttons in Antique Brass. sound .

Trendsetting Lightcraft fixtures are also
available for your model “New Dimension Home”

Select from the full line of glamorous decorator inspired fixtures in
Mediterranean, Traditional, Colonial or Contemporary styles.

Get all the details, contact your NuTone N u I O NEe& scovit

representative today! Take advantage of
this special promotion offer.

DIVISION

Madison and Red Bank Roads, Cincinnati, Ohio 45227
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More low-income-housing solutions—and why they won't work 89

Add these to the list of fuzzy-minded theories: 1) the nonprofit syndrome, 2)
the rehabilitation cure-all and 3) landbanks—the planners’ utopia
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How to use color to make your models memorable 90
Top builders in Southern California—the country’s toughest market—are setting
a new standard of excitement in model-house presentation

For sale: a big builder’s townhouse success formula 104
Hallcraft Homes, with 3,000 condominium units under its belt, shows other
builders and developers how to do it—and provides the management tools
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A combination of autonomous branches and pay incentives has made Rutenberg
Homes one of the nation’s biggest and fastest-growing homebuilders

Plastic plumbing makes new strides in housing 114
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An architect who specializes in redesign shows how typically messed-up facades
can be simplified to look better—and cost less in the bargain
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The nation gets a law opening housing to all of its citizens -]
Congress passes and the President signs a landmark civil-rights bill; it will bar
race discrimination in 80% of all houses and apartments by 1970

Ricemanship—or, FHA takes hard second loock at housing research 8
Promoter Ed Rice puts up magic-box buildings with lots of razzle-dazzle, but is
it low-cost housing? Are FHA's low-income experiments getting anywhere?

Those red-hot mobile-home stocks run into a caution light 12
The fastest-growing segment of housing has had things its own way so long
that it's hard to imagine a slowdown. But beware Truth-in-Lending
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Cover: Living room of a model house in Cypress, Calif. Builder: Larwin Co,
Architect: Barry Berkus. Interior Designer: C. Tony Pereira. Photo:
Julius Shulman. For story, see page 96.
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in project building . . . A look at what's new in apartment security systems . . .
Surprise: Union tradesmen needn’t fear most prefabrication . . . How building-
product manufacturers are faring in urban rehab.




M Costs less than paint.
Ol_y PI C Lasts longer than paint
Easier to apply than paint
STA'N Protects wood with P.M.O
Guaranteed not to crack, peel or blister.
66 Colors, solid or semi-transparent.
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NEWS

In atmosphere of crisis, open housing comes to the nation

As the country mourned the slain Martin
Luther King Jr. and racial violence flared
in 111 cities, the House passed a nation-
wide open housing law.

The law, which will affect 80% of the
country’s 65 million housing units, was
immediately signed by President Johnson,
who had urged passage for years.

Said the President: “This is a victory
for every American. Through the process
of law, we shall strike for all time the
shackles of an old injustice.”

The housing industry itself welcomed
the measure. President Lloyd Clarke of
NAHB emerged from the House gallery
after the vote and said: “It is a bright,
new day in American history. I think this
bill will work, and I know all builders
will cooperate.”

But the real estate industry still had
reservations about what it considers “forced
housing.” The president of the 85,000-
member National Association of Real Es-
tate Boards, Lyn Davis of Dallas, prom-
ised to abide by the new law. But he added:

“We feel that it is a loosely drawn and
unsound legislative attack on the human
right of private property ownership.”

Civil rights leaders generally hailed the
law, but they were quick to add that “much
more must be done immediately.”

Proud moment. In enacting the law,
the House swallowed its pride and voted
the Senate’s version of the bill word for
word. Had the House changed one comma,
the bill would have been forced into con-
ference. Then it would have gone back to
the Senate, where a filibuster might have
killed it.

The House passed the bill 250 to 171
in a bipartisan effort.

The House's dramatic action was spurred
quite clearly by the assassination of Dr.
King, the nation’s foremost spokesman for
civil rights, and by the week of coast-to-
coast rioting that followed (40 dead, $45
million in property damage).

Indeed, thousands of armed troops still
patroled Washington’s streets as the House

Wide World Pheto
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ALERT TROOPS with machine guns ringed Cap-
itol as House voted. Washington riots killed 11.

voted (photo, above).

Getting votes. “Last Thursday morn-
ing (before Dr. King's murder),” said
William Colmer (D., Miss.), an open
housing foe, “the Administration didn’t
have the votes to get that bill out of com-
mittee.”

But on April 9, the day Dr. King was
buried in Atlanta, the House Rules Com-
mittee voted 9 to 6 to force the Senate-
passed bill to an immediate House vote.
In an unusual move, floor debate was lim-
ited and no amendments were allowed.

The hero of the hour for bill supporters
was normally conservative John B. Ander-
son (R., IIL.) who cast the swing vote in
committee. Said Anderson, whose own
constituents opposed the bill by 2 to 1:

“I legislate not out of fear but out of
concern for the America I love.”

Stage by stage. The law, which will
be enforced under civil law, will become

effective in stages. By Jan. 1, 1970, cover-
age will be extended to 80% of all hous-
ing—that is, all but private homes sold
without a broker.

The law will not dramatically affect the
housing industry for eight months.

For questions and answers on how the
law will affect homebuilders, see p. 44.

Cautious NAHB. Although ~aHB did
not officially endorse the bill, insiders re-
ported that “a growing number of local
associations were urging NAHB support.”

Historically, NaHB has shied from such
legislation for what it considered a sound
business reason: Homebuilders did not
want to be the only segment of the housing
market forced to integrate.

Said President Clarke:

“Such laws that distinguish between
new houses and existing houses would
place the burden of achieving nondiscrim-
ination on homebuilders, though in any
one year we add only 2% to 3% to the
total housing supply.”

The Des Moines builder added that
community acceptance of open housing,
and in turn the law’s success, will be helped
“in no small part by the educational efforts
of our 40,000 NAHE members.”

Even more caution. In a careful state-
ment, the co-directors of the National
Committee Against Discrimination in
Housing, called the law “one step in the
right direction.”

But the NCDH leaders warned: “It would
be cruel and dangerous to raise expecta-
tions of [ghetto dwellers] to believe that
the new legislation will have any imme-
diate impact on housing conditions or re-
strictive housing market practices.”

According to an NcpH survey, fifteen
states and about 100 localities already have
local laws with broader coverage than the
new civil rights act. —F.L.

Bill Levitt does his part by announcing his own open-housing policy

The day after Martin Luther King was
slain in Memphis, the nation’s largest
homebuilder decided to end discrimination
in all his subdivisions.

Levitt's announcement came five days
later, the day Dr. King was buried, in full-
page advertisements in five big-city news-
papers, including The New York Times.

The ad described the Levitt decision
as the company’s “tribute to Dr. King.”
And in a press release issued that day,
William Levitt noted that “open housing
was one of Dr. King's greatest hopes.”

The newspaper ads went on to urge all
homebuilders to follow Levitt's example:

“We ask all our colleagues to adopt a
similar policy without delay. The forces
of bigotry and prejudice must not be per-
mitted to prevail any longer, and we urge
all builders—Ilarge and small alike—to do

MAY 1968

their part in making America once again
the ideal of the world.”

Levitt & Sons had been selling to Ne-
groes in 14 of its 18 tracts. Like many
builders, the company followed “local cus-
tom,” so its four subdivisions in the Bal-
timore-Washington area were segregated.

In general, Levitt’s stand was praised
by the press, civil rights leaders and the
public. “We got 100 phone calls in one
day,” said a Levitt spokesman, “and 99
of the callers praised us.”

Some newspapers, however, seemed

skeptical. The Wall Street Journal’s article
left the false impression that the change
was dictated by the parent, International
Telephone & Telegraph. And the article
added that Levitt's frank admission of dis-
crimination “publicly bares a practice that
is widespread in homebuilding.”

Some builders had even harsher words—
“It was a cheap publicity trick. The new
law will cover his tracts anyway.”

Levitt’s public relations director, Rich-
ard Gunderson, refuted the criticism:

“We reached our decision days before
even the House Rules Committee acted.”

A civil rights spokesman, who asked
not to be named, said, “If builders are
yelling, they must already feel the impact
of his stand. So it’s a welcome sign.”

The National Committee Against Dis-
crimination in Housing said:

“William J. Levitt has set an example
that every homebuilder and real estate
man should be proud to follow.”

And in an editorial, the Washington
Post said that Levitt’s decision “vastly im-
proves the moral position of the industry.”

NEWS continued on p. 8
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Low-cost lighting has always been an easy way to
economize in budget or multi-family housing. These
new Starlight designs make it easier than ever, and
with a touch of luxury that’s sure to appeal to your
homebuyer prospects.

Starlight is your best way to combine tasteful light-
ing with low prices. Your local Thomas distributor
will show you how to make the most of Starlight’s

practical touch of luxury. Look for the sign of the
lighting center lantern in your area. Or write us for
more information and a free brochure. Residential
Lighting Division, Thomas Industries Inc., 207 East
Broadway, Louisville, Kentucky 40202

THOMAS

INDUSTRIES
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All prices shown are suggested retail. (Prices slightly higher Denver and West.)
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NEws

Continued from 2.5

fident Smile ang Promises of Cost bregk.
throughs the Persuasjye Promoter ha¢ won
governmen; f {

hur’ldr‘ng and rehap Systems featuring p;e
factory-hur'!t boxes
facing page).

$2 million jp 2overnment money, have pro-
pelled the 42-year-olq Rice ang his Con-
rad Engineers of Vanp Nuys, Calif., “to
the forefrong of the 8overnmeny’ housing
expcrimcnta!iun"ias One employee puts
it.

But some high-runking officials zre be-
ginning ¢, Teassess Rice'’s accomplish.
ments. Ang by impljcan’on. they haye
Posed thjg importang question: Has gov-
€rnment research gotten anywhere a¢ all
with low-cost housing'.’

As  his Critics see it,
Rice’s Systems haye 4 serious flay. None
of his low-cost boxes, Whether for houses
On the prajrie OT apartments in the city,
has Produced low-cost shelter (box, facing
page),

Unti] recently, officialg at the Housing
and Urbap DeveIopment Dept, betrayeq
no alarm, Says one- “Let’s f
ing Secrerary,' Robert Weaver doesn't give
a damnp about costs,”

And though Rice pag not built Jow.
cost housing, he has built Up Hup'g image,
With im::ginznrivc ideas ang bold prom,.
ises, he has Created the impression that
HUD g getting things done jn the low-cost
field

But now. with Presiden; Johnsop de-
Manding thyy HUD tripje n'ow-r'ncmw hous-
ing Productign this year. the agency hag

8

split into twg Warring Camps. The prevail-
ing camp wijj decide the future of Rice’s
boxes,

New Pragmatism,, Older hureaucrats
like mupg James R. Simpson—_, Ricebox
ch::mpion—-brr'srle under Questioning about

ice’s AcComplishments. Simpson, who
will help distribute $10 million in research
is fisca] Year, insiges there cap be
no failures jp houxing research,

“Every housing €Xperiment jg , Success,”
Says Simpson who is HUD's huilding tech-
director, i
the system works or that another system
IS needed.

Younger men like Charjeg A. Dieman—
he directs the Federy] Housing Admin-

Istration’s own reseurch-—rakc 4 more
Pragmatic stand

aVs Dieman

“Mr, Rice must demonstrare much

lower Costs if he wants to do any more
businesg with me, Op his Jast Project [a
sr'x-smry apartment jn Richmond. Calif ],
he firs Promised tq build at $1¢ a sq. ft,
But when We processed the apartment’s
Mmortgage insurance, he wag up to $15.

CONCRET|

E a PAHTMENT.
Rice’s T i

by Ed
Lin & Assoc,, buckled in Alasky
quake, Nearb_v house Survived, T, inspect failure

engineered

FHA sent an engineer—7 Y. Lin & Assoc,

Now we learn he js buifding at $24,
isn’t low-cost housing.
his bur'.ldr'ng \ 1
called L'm'mem. Tuns counter ¢, our effortg
to develop simple technology that builg.
€TS around the country cap copy.”
Strange story of Uniment. The curi.
OUs evolution of Uniment indicateg how
Rice hag brough his boxeg into the public
€¥e and hig Pipeline into the Public tregq.
ury,
The Uniment tale fearyres an unusyg]
1 J hinese jp.

and Cooperative houxing officials) and g
new hurlding Cement thyy €Xperimenters

a year ago, he is not a licenseq engineer,
) the former college
lecturey has woven himself into 3 String of
interrelateq Companjes, including his own
ten-man Conrag Engineers and congyjt.
ing €ngineers T Y. Lin & Assoc,

At the center of the Uniment tale ijs
Chem tress, i

boxes can

With the Cement, which Stresses jtself by
¢Xpanding a5 dries. Sych boxes can be
ransporteq jnexpensivelv in wide Mmarkets,
€ Concept g fine. By EXperimenters

5ays, “None of Us have eyer discussed
Commercja] applicationg, SeIf—stressing ce-




ment is still a laboratory curiosity.” And
an Acl past president, Clyde Kesler, says
Chem Stress (which has no Ast™m perfor-
mance criteria or commercial standards)
is “at least five years from general use.”

FrHA's Dieman concedes: “No one at
FHA challenged the cement.” But HUD's
Simpson—who mistakenly claims self-
stressing cement “has proved quite effec-
tive for highways”—says the cement is
ready for its first commercial application:
“My engineers say it is perfectly safe.”

Chinese invention. Uniment began to
evolve in 1963, when Colorado stock pro-
moter John H. Lowell and Dallas builder
Edward T. Dicker (H&H, Jan.) approached
Rice with a building system prepared by
a Chinese inventor. Rice advised them to
develop the system with his cement,

The Chinese, named Lum, faded quick-
ly from the deal.

Rice became solidly involved. As a
vice-president of Lowell-Dicker’s Interna-
tional Homes Inc., Rice was promised
a percentage of the profit. And through a
cement-licensing company, Rice was to
get a royalty on each barrel of cement
used. Further, he was paid $100,000 as
engineering consultant to build and test
a prototype house (photo, left).

After inspecting the prowtype, FHA
agreed to insure $6,000 mortgages ($8 a
sq. ft.) for 183 houses under its experi-
mental low-cost housing program (Sec.
233). The houses were to be built in
Brownsville, Tex.

The non-buildings. But those first
box houses were never built. Investors
reviewed costs and concluded that 1,000
houses would have to be built to amor-
tize $1 million worth of box-forming
equipment,

In addition, when the prototype was
a month old, Dicker discovered wall
cracks. According to Dicker, Rice, when
questioned, replied: “There are bugs in
everything.” (Shortly afterward, the pro-
totype was destroyed. Rice says it was
tested to destruction. Dicker says it was
simply leveled by a wrecking crew.)

In 1966 Dicker dropped from the deal.
But Rice and Lowell continued to de-
velop technology aimed at stacking the
concrete boxes into apartments.

Box by box. A year passed, and the
surviving corporation. Stressed Structures
Inc. (ss1), proposed the Uniment build-
ing—the six-story Richmond apartment.*

Last October FHA made a Sec. 233 mort-
gage commitment for $390,000, or $15
a sq. ft. Dieman, who approved the mort-
gage, says, “Simpson pushed hard for it.”
Dieman did refuse to award ss1 a $40,000
insulation-research grant, though his as-
sistant, Joseph Sherman, favored the grant.

The investors, who have put $1.5 million
into Uniment over the years, are report-
edly disappointed. Richmond’s construc-
tion pace has dragged, while costs have
skyrocketed. Rice has told FHA that in-
vestors will spend $300,000—over and
above the $390,000 mortgage—to com-
plete the 24-unit building.

A better Habitat. But Rice is still find-
ing buyers for his Uniment idea.

MAY 1968

| Instant rehab—the idea that created an
| instant reputation for Edward K. Rice
and his Conrad Engineers—is now un-
der fire from some powerful HUD of-
| ficials.

Reason: Instant rehab reportedly cost
| $25,000 a unit, even after developmen-
tal costs are discounted.

This project showed off Rice’s bound-
less imagination. Rice himself ran the
show from a specially built platform as
his hand-picked workmen rehabilitated
| a five-story Manhattan tenement in less
‘ than 48 hours. The crowning touch:

Workers lowered preassembled bath-
‘ room-kitchen boxes into place through

a hole in the tenement roof.
| The announced cost: $13,000 a unit,
| or half the cost of new construction.

‘ Housing Secretary Robert Weaver
‘ went to the site to hail the federally fi-

The New York Times

REHAB BOX is hoisted through the roof.

Instant rehab: Doubts haunt Ed Rice’s masterbox

nanced effort ($597,300 in mortgage ‘
insurance and a $1.2 million research
grant), \

Fed by hourly press releases from a
24-hour publicity headquarters at the ‘
site, newspapers and magazines broke |
into eager praise (“Instant Rehab ‘
Proves Instant Success”). In an instant,
criticism of Weaver’s Hup for inaction
faded in new enthusiasm for the
agency's daring innovation.

That was a year ago.

Late last year the Institute of Public
Administration, a private group, gave
HUD a secret—and deeply pessimistic
—evaluation of instant rehab. The re-
port said costs were actually $25,000
and questioned whether such rehab
would ever be economical.

That report has not been released.
Says an 1PA source: “Some HUD officials
still want to think of instant rehab as
a success.”

James R. Simpson, HUD's director of
building technology and instant rehab’s
biggest booster, refuses to discuss the
pa “draft.” He promises to release a
“finished report” within a month. |

Rival HUD sources claim Simpson
has “taken over the rehab report” and ‘

attempted to collect his own cost figures.
Needless to say, housing officials expect
optimistic conclusions. ‘
Instant rehab does, in fact, have de- ‘
fenders. New York City housing of-
ficials are making plans for Conrad and
Tishman Construction to rehab 20 more |
tenements this summer. ‘
“The first project,” says one official,
“didn’t produce meaningful costs.” ‘
Yet HUD sources say Tishman has al-
readv pegged unit costs at a discourag- ‘
ing $17,000. And some top-ranking of- ‘
ficials insist:
“Instant rehab is dead.” ‘
|

Last August he teamed up with archi-
tect Moshe Safdie, who created Expo’s
Habitat. By manufacturing lighter boxes
with Rice’s cement, Safdie hopes to cut
costs from Habitat’s $100 a sq. ft. to $15.

Safdie proposed a Uniment-Habitat for
Washington, D.C.s in-city community
(H&H, OcT. '67). At first District officials
said they had no time for experiments.

Enter Jim Simpson. He assured officials
that some new systems were ready to go.
And then he arranged a meeting between
the officials and eight innovators—includ-
ing Safdie and Rice.

Result: In February Safdie and two
other innovators received $22,500 each to
prepare a feasibility plan.

Although final costs have not been sub-
mitted, FHA's Dieman says, “Safdie’s units
will cost $30,000 each to build. It is a high-
cost building system.” Without Dieman’s
Sec. 233 mortgage insurance, the project
cannot be built.

More to come. Safdie and Rice have
informally proposed luxury housing for
New York City. Giant Utah Construction
& Mining Co. has an option to build it.

Questioned about New York, Joe Sher-
man, the FHA assistant whom Rice hired
in January as a Conrad vice president,
showed some Ricemanship of his own:

“We can’t discuss that project because
the Mayor wants to make the first an-
nouncement, But don’t print that.”

This month Conrad Engineers is pre-
paring an application for HUD’s largest re-
search contract to date ($5 million). The
winner will evaluate new building tech-
nology for two years.

Does Ed Rice have a chance for this
contract?

Ask Jim Simpson. It will be partly his
decision. —FRANK LALLI

*Rice holds at least 10% of ssr’s shares. His
Conrad Engineers holds ssr's design and con-
struction contracts for the Richmond apartment.
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Except for pouring the foundation, the 15
teenagers are doing all the work themselves
(above) in three hours after school each
day.

Similar projects are under way in Salinas,
Calif., and Irving, Tex., but the young Chi-
cagoans are undertaking the largest and
most expensive teen homebuilding project

on record. It’s a three-bedroom-house with
2,300 sq. ft. and it will sell for $50,000
when completed in June.

The tyro building craftsmen attend Glen-
brook North and Glenbrook South High
Schools, where they take courses leading
into architecture, engineering and the build-
ing trades.

Chicago high-school students build a builder’s $50,000 model

Their project began last September when
Harry Schwaegerman, a North High in-
structor, and builder William Kennedy, a
North graduate and vice president of Ken-
nedy Development Co., decided that on-
the-job building for students would serve
two ends:

® Replenish the shortage of carpenters,
plumbers and electricians.

® Offer practical experience to students
interested in the building trades.

Kennedy furnished a site in his Char-
lemagne development in suburban North-
brook, along with materials and plans.

“The profit from this year's house will
be used to finance another next semester,”
says Kennedy. —Terry Sharpe

McGraw-Hill World News, Chicago.

Inflation is taking house costs up, up—and away

The cost of the average house rose 10% in
1967, the sharpest increase in a decade.
That was more than twice the increase in
the consumer price index—4% —and two-
thirds more than the average pay raise in
unionized industries—6% .

And a nationwide survey of housing
markets by Advance Mortgage Corp. of
Detroit projects similar cost increases this
year.

President Irving Rose of Advance warns
that inflation is now taking most single-
family housing out of the reach of families
of modest income.

“There is a growing disparity between
housing supply and demand,” he points
out. “There is a great demand for homes
under $20,000, under $25,000 in the West,
and for apartments under $150 (monthly
rental). But neither are being built.”

Vacancies. Advance also disclosed that,
although vacancy rates are declining in
some areas, they are not falling as fast as
might be expected.
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“The affluent adjust to inflation,” Rose
observes. “The poor double up.”

Here is a comparison of vacancy rates
in the available housing supply, both rental
and homeowner units, in ten metropolitan
areas at year-end 1966 and 1967:

1967 1966
Atlanta 2.4% 2.7%
Chicago 3.3 33
Cleveland 3.1 3.0
Detroit 2. 2.0
Houston 4.7 5.5
Los Angeles 3.6 5.1
Orange County, Calif, 3.1 54
Pittsburgh b 2.6
San Fran.-Oakland 2.2 20
Seattle 2.8 2.9

Detroit’s vacancy rate is still the lowest
for any market. But vacancies increased
for the first time in five years.

Vacancy rates in Atlanta, Houston and
Seattle and in the California markets of
Los Angeles, San Francisco-Oakland and

Orange County were the lowest in ten
years.

The rental vacancy rate is 1.5 times the
rate of total vacancies for most metropoli-
tan areas. The homeowner vacancy rate is
50 to 65% of the total rate.

The '67 market. The survey traces the
housing market's turn toward recovery in
1967, After starts touched a postwar low
of 850,000 in October 1966, they bounced
back to an annual rate of 1.58 million in
the fourth quarter of 1967, a rate com-
parable to that of the prosperous years of
1963-65.

The sales-and-starts recovery was re-
gional, not national. A few major markets
were booming, and they included Atlanta,
Chicago and Detroit; but others, including
New York, Los Angeles and San Fran-
cisco-Oakland, were at or near postwar
lows.

The vigor in the 1967 market was con-
centrated in apartments. The only booms
were apartment booms,

HOUSE & HOME
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The Saturday Evening Post, Better Homes and Gardens, and other leading magazines. These 12” x 12" tiles install fast and easy. Colors: 6.

Looks expensive, but isn’t: New vinyl Wedge-Stone tile!

Whether you’re building new homes—or remodeling—this textured Wedge-
Stone floor is a sure customer-pleaser. And for a quality Kentile vinyl tile floor
that’s greaseproof, easy to clean, quiet and comfortable underfoot—Wedge-
Stone’s cost is amazingly low. Ask your flooring man to show you samples.

KENTILERF|LO|ORIS

Brooklyn, N.Y. 11215
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For the red-hot mobile-home stocks, an amber caution light

Mobile-home stocks are giving the most
exuberant performance of any issues in
housing—just when legislative develop-
ments are raising mew questions (below)
about the future of this fastest growing
segment of the shelter industry.

The leading mobile issues are selling
at or near their 1967-68 highs. All hous-
ing stocks have staged strong recoveries
from lows of that period, set in January
of 1967, but the mobile rally has been
far more spectacular.

House & Homg’s value average of 25
key housing issues peaked one month ago
at about twice its '67-'68 low (chart, p.
16), Two of the strongest categories of
stocks on the index, building and land
companies, were selling at 2% times their
lows after excellent gains. The mobiles
were at 4% times their lows.

Top results. The mobiles are closely
held * and meagerly capitalized, but they
ride high, wide and handsomely on a
seemingly boundless tide of good news.

The industry has managed to shed a
house-trailer image and fashion a reputa-
tion as the true prefabber of tomorrow.
The Mobile Homes Manufacturers Assn.,
in convention in Chicago in March, listed
more than 300 companies with total sales
of $1.37 billion in 1967. That was up
from $1.24 billion in 1966 and $518 mil-
lion in 1960.

The mobile companies shipped 241,000
units last year, and they quite seriously
expect to be delivering 400,000 annually
by 1972, Average price is $5,700 but
luxury models range to $12,000-plus, and
more than 65% of the market is already
in homes 12’ wide (as opposed to yester-
day’s eight-footers). Builder John Long
(H&H, Jan. '68) has just unveiled the in-
dustry’s first three-section model at the
Arizona Home Beautiful Show. It has
seven rooms and 1,920 sq. ft., and it sells
at $18,000 to $20,000.

Eight major companies do 40% of the
industry’s dollar volume, and reports from
these leaders continue to glow. Some ex-
amples:

DMH (Detroiter): Sales estimated at $41
million for calendar 67, up 20%.

Fleetwood: Sales up every year for ten
years, to $31.7 million in 1967 (April).
Nine-month sales to Jan. 31 up 50% and
profit more than doubled, to 93¢ a share,
from same period a year earlier. Fifteen
plants operating, three under construction.

Guerdon: Sales up 17% to $66.8 million
in same nine months, earnings up to 62¢
a share from 13¢ in comparable period.
Eighteen plants operating since acquisition
of Magnolia Homes in 1966.

Skyline: A record nine months to Feb.
29 on sales of $69.3 million, up 46%,
and share earnings of $2.12, up from 91¢
in same '67 period. $2.5 million expansion
program begun last year will expand the
present four plants and add five. Says

* Examples: Insiders own 63% of Champion
Home Builders, 62% of Guerdon Industries,
56% of Redman Industries.
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President Arthur J. Decio: “We can only
view the fourth quarter and the year as
a whole with the greatest optimism.”

New horizons. More than one of
every five new single-family dwellings is
now a mobile, but the industry’s activity
ranges far beyond this private market.

The industry claims it is ready to
stack units to create high-rise housing
somewhat like that shown in House &
HoMmE's April issue.

Guerdon has already bid for the fed-
eral low-cost housing market with a mod-
ular construction system. It got FHA in-
surance for 28 two-story townhouses it
built as an experimental project in Vicks-
burg, Miss. (NEws, Dec. '67).

And Ritz-Craft Corp. has led the indus-
try in a public-housing breakthrough in
Chicago. It has sold the city 30 mobiles as
interim housing for families displaced by
144 apartments that are going into re-
habilitation (H&H, Apr.). The three-bed-
room mobiles were recommended by the
Chicago Housing Authority. Says Chair-
man Charles Swybel: “The governing fac-
tors were speed and cost. We needed hous-
ing that would go up quickly.”

The official explanation is that interim
means a few months; but street lights are
going up, sewage and water lines are being
trenched in, and an official from Chicago’s
bureau of sewers hazards an educated guess
that the mobiles will be on their present
site a year and a half from now. By that
time the mobile industry will have had a
chance to demonstrate its ability to shelter
rehab or renewal refugees.

The interim technique has already
spread. Atlanta will buy 60 mobiles for
residents whose homes are being razed,
and Washington plans to purchase units,

Fever of expectancy. For years the
mobile makers have sought a key to un-
lock FHA financing, and the industry’s new
ventures have brought a flurry of reports
that the agency was ready to take mobiles
under its wing. Much of a recent bid-up
in mobile stock prices was probably the
result of this speculation.

But the agency refuses to confirm any
such talk. It says only that it is interested
in all new low-cost housing ideas and might
insure any system that proves workable.
Unless they know something that FHA isn’t
telling, the mobile-home investors may be
letting wishes run away from horse sense
Their buying has taken some mobile-stock

prices to 25 times earnings.

The hard facts. The mobile industry
seeks help for good reason. Across its rain-
bow has surged a cloud no larger than a
Senate bill—labeled Truth in Lending. The
legislation’s effect would be to focus atten-
tion on the high-cost financing behind this
low-cost housing.

Finance companies and commercial
banks finance most mobiles with five- to
seven-year chattel mortgages at about 7%
add-on interest. A borrower of $10,000
for seven years has $4.900 added to his
loan and signs for $14,900. He pays $177
a month and, because he has the use of the
$10,000 for only about half of the seven
years, simple interest figures to about 14%.

A conventional mortgagor would pay
7% simple interest on a declining balance.
Each of his 84 payments would be $151
instead of $177, and his total interest
would be $2,684, not $4,900.

The contrast is startling, and the prob-
lem intensifies as the prices of mobiles in-
crease along with their size and their
owners’ demands for new luxuries.

Longer maturities are not the answer,
for payments must be raised too sharply to
accommodate any appreciable increase in
the loan amount. Simple 6% interest and
a $75 monthly payment will finance a five-
year conventional mortgage for $3,900 or
a 20-year mortgage for $10,500. At 6%
add-on, the payments would have to be
$85 and $96.

And any effort to hold monthly pay-
ments constant reduces the amount that
can be financed. A $75 monthly payment
at 6% add-on interest will finance $3,475
for five years and only $8,200 for 20 years.

Lower down payments might suggest a
solution were it not for galloping depre-
ciation. In conventional mortgaging the
lender’s risk is hedged by the property
value, and the borrower’s equity usually
rises fast enough to offset depreciation.
A foreclosure thus brings the lender a
property roughly equal in value to the
amount owing on the mortgage.

But a mobile home depreciates 20%-
25% of its wholesale cost the first year
and 5%-10% each year thereafter. Mobiles
are worth only 50%-60% of their whole-
sale price after five years. Any reduction
in the customary 20%-25% down pay-
ment would substantially increase the
lender’s risk of loss.}

The bitter truth is that there is not
much the mobile makers can do about
this financing problem. The industry needs
FHA, for a specter of the alternative has
already arisen in Massachusetts.

The Bay State passed its own truth-in-
lending legislation a year ago. Since then.
says Executive Secretary Ed Tufts of the
Massachusetts Bankers Assn.. mobile-
home financing has virtually halted.

T One fourth of the buyers of new mobile homes
pay cash, however. About half of these buyers
already own mobile homes, so the industry must
conduct a market for trade-ins. Five million
Americans now live in mobile homes.

NEWS continued on p. 16
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No self-réspecting homeowner would
daré be caught in anything less than...”

%iq@tessa*

THE ULTIMATE FOR SHOWER BATHING FROM FIAT

pART (0 0n

And you'll agreel For the first time, decorated FORMICA*
brand laminate wall panels combine with compatible color
MOLDED-STONE* floors to create an exciting shower ensemble

flattering to you. ..enhancing to your bathroom. Exceeding Cutaway photograph shows the rugged A water tight triple barrier wall connec-
even its great beauty is the ease and economy of TRINTESSA* T e e
installation. Unique joint system provides a lifetime, leakproof it femiges. Koyt i i ool i
unit that installs dry—that is without water, mortar or muss. Pk it et T
EXCCPtiOHJlH}' suited to remodeling. o-o}----,-i L T Y T R RN R Y
: b _ . _ PRODUCTS DEPARTMENT
This new, exciting shower concept combines a one-piece, N Y Plainview, L.1., New York 11803
stainproof floor with smooth surfaced walls that make Please send descriptive literature about Trintessa.
hard-to-clean grout joints a thing of the past. Crowning its other
advantages is the sparkling, tempered glass enclosure that does NAME
away with metal edge moldings. Just mail coupon today
for colorful, explanatory brochure. iy
CITY STATE ziP

*TRADEMARKS OF —_cvavamis —>BUILDING PRODUCTS
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Then watch
your homes sell.

Yes, send me a free copy of the Western Wood
; Moulding Catalog and other ideas on designing and
decorating with moulding.

Even if you use more than
108 feet, adding eye appeal with
moulding 1s simple, inexpensive, and
extremely profitable. In fact, we've

|
|

\

VoS o]
been told by builders themselves | A |
that mouldings put more sell per |~ =
dollar into their homes than any e — |
other single item. Check these ideas, | Civ —
then picture how you can transform  swe Zip___ |

any ordinary home into a faster
selling showpiece . . . with just a
little moulding. i |
Get a free supply of great 5
ideas on how to use mouldings to sell \
your homes faster.
Just fill out this coupon and
mail it immediately to Western Wood
Moulding & Millwork Producers Inc.,

P. O. Box 25278, Portland, Oregon 97225.

| WESTERN W0OD :
| MOULDING AND MILLWORK |
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continued from p. 12

A new company offers equity money to homebuilders

Leberman
b
L =i

Eight major companies have just invested
$8 million in a corporation that will try
to increase housing starts by providing
builders with 80% of the equity needed
to begin a project. The corporation would
then receive 50% of the project’s profit.

The new concern, Builders Resources
Corp., is negotiating its first contract with
Miller & Smith Assoc., homebuilders in
the Washington, D.C. area. The project,
Wessynton, will contain 130 single-family
houses priced at $38,000 to $48,000. The
financing company will provide equity of
approximately $150,000.

Equity capital is the money a home-
builder must have in hand before he can
get a loan from a financial institution, For
example, a builder seeking a $1 million
loan might be required first to raise $150,-
000 on his own. In such an arrangement,
Builders Resources would provide $120,-
000 and the builder the remaining
$30,000.

Profit motive. Len Harlan, a Builders
Resources board member and an associate
of Donaldson, Lufkin & Jenrette, the New
York investment bankers who organized
the venture, says the eight companies had
two reasons for participating:

MEDEARIS SMITH

The seven other investors, besides DL&J,
are Property Research Corp., a Los An-
geles land developer; cNa Financial Corp.,
a Chicago insurance holding company;
and five building suppliers: American
Standard, National Gypsum, the Stanley
Works, U.S. Plywood-Champion Papers
and Whirlpool.

Second in field. Builders Resources,
with headquarters in Los Angeles, is
headed by former homebuilder Robert
Medearis of Tucson, Ariz. The company
is a second attempt by suppliers to ease
financing problems in residential construc-
tion. Last year 12 corporations founded
Home Capital Funds to make 90% con-
ventional loans by adding 15% to the 75%
mortgages that most institutional investors

nearly 1,200 loans totaling $32.5 million;
it will report profit of $32,000 for the first
three months of 1968, more than offsetting
the $9,502 loss it took in its first nine
months. The company is headed by C. W.
Smith, former senior vice president of
Mortgage Guaranty Insurance Corp. of
Milwaukee, and operates in 24 states. It
has just added the Bank of America as a
participating investor along with Metro-
politan Life and Investors Diversified
Services of Minneapolis.

Mortgage Guaranty net up;
insurer to form new company

Mortgage Guaranty Insurance Corp.
earned $1,259,016, or 70 cents a share,
in the first quarter, a 50% gain over the
$838,717, or 47 cents a share, earned in
the same quarter of 1967.

The Milwaukee company is the nation’s
largest insurer of conventional mortgage
loans. Its stock closed at 91%: the day
after President Max Karl announced the
quarterly figures.

Karl also disclosed that Mcic will form
a holding company, McIic Investment

“There is a need for more equity financ- provide.* Home Capital has generated Corp., to control MGIC and two other oper-
ing for small and medium builders to meet _ ating companies, MGIC of Australia and
the needs for housing construction in the * The system is called piggy-back lending. Commercial Loan Insurance Corp., a sub-

Canada’s Central Covenants Ltd, formed un-

next several years, and this is also a good
investment with good profit potential.”

der auspices of Aluminium Ltd., has made 7,000
such loans since 1964,

HOUSE & HOME's stock index

HOUSING’S STOCK PRICES

sidiary formed recently to write commer-
cial mortgage and lease guarantee policies.
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Same MosaicTile,
three different
bathrooms.

Cater to the tastes of three different customers with
the same tile. Mosaic makes it. The tile that lets your
customers have their way without you changing yours.
The secret is Mosaic’s built-in color compatibility.
Home buyers can change fabrics, paper, paint and
accessories with no mechanical changes. Mosaic goes
right along with any decorator plan. And not just in a
bathroom, mind you. But all through the home.
Remember, too, the big appeal of Mosaic’s economy.
Extremely low-cost maintenance combined with un-
beatable durability.
Mosaic Tile. Today's tile,

Mosaic Tiles shown in photos are : Tub Wall — Satin-
Glaze 1001 Light Huron Blue. Countertop — Faientex
1091 Midnight Blue. Wainscot — Evertex 6369 Danish
White. Floor — 3304-VAAA ceramic mosaics.

A DIVISION OF THE MARMON GROUP. INC

39 South LaSalle Street, Chicago, lllinois 60603,
In western states:

909 Railroad Street, Corona, California 91720.

Circle 36 on Reader Service card 17
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Fanny May’s free-market auction will o

The Federal National Mortgage Assn. will
now entertain offers of mortgages until
2:30 p.m. on Mondays for the money it
has available for purchasing that week.

The agency will announce on Tuesdays
the names of successful bidding companies
and the prices it will pay.

Fanny May thus puts its new auction
into operation May 6. The agency sets the
volume of money it will spend for mort-
gages, and the free market sets the price
—but only up to a point. The new practice
replaces and reverses the secondary market
operation under which FNMA set prices and
the market set the volume by its mortgage
offerings.

The first auction will offer $40 million.

Operating details. The market will
operate under rules set forth in HOUSE &
Home in February, except for final details
that had not then been arranged: %A% of
the funds committed if the mortgages are
scheduled to be delivered in 90 days, % %
on six-month delivery and 1% on delivery
a year off. The seller must pay another
15 % for an initial subscription to FNMA
stock and an additional 2% if he delivers
his mortgage to the agency.

Any seller can make up to three bids,
one for each of the commitment periods.

Sellers will offer mortgages in multiples
of $1,000 on FNMA’s Form 425. Bidders in
actual competition must offer packages
from $10,000 up to $750,000 if $60 mil-
lion is available for purchases, or up to
$500,000 if less than $60 million is avail-
able. The total of one seller’s bids must not
exceed these limits.

Sellers may bid noncompetitively, i.e.,
agree to take whatever price the auction
establishes. Such bidders will be held to
maximum offers of $50,000.

Bids will be offered in decimals rather
than the fractions traditional to the second-
ary market: 92.25 or 92.38 instead of 92%4
or 9234 . Bids cannot exceed 100 (par) and
must be rounded to two decimal places.

Dry-run auctions. The agency’s dry-
run auctions in 11 cities have gone far to
dispel the myth of a geographical spread
in prices.

Fanny May received 784 trial bids in
representative cities from Atlanta to Seat-
tle, and the price level established in the 90-
day category was 94.19 to 94.57. The
prices are not as significant as the spread—
a mere 38 points nationwide.

So the agency will adhere to its original
decision against splitting its market into
regional operations.

A price ceiling. Fanny May has dis-
closed, almost inadvertently, that it will
establish a ceiling on the prices it will pay.
It let drop this admission at a briefing ses-
sion for 150 members of New York City’s
mortgage community at the Chase Man-
battan Bank.

Former broker Max Pringle asked the
FNMA panel of five: “Will you fix a maxi-
mum price that can’t be exceeded?”

President Ray Lapin conceded that FNMA
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CANADA MORTGAGE RATE TO 9% %

The interest ceiling on government-insured
mortgages rose to 9% % April 1 under the
formula that sets the rate 2% % above Can-
ada’s government bond yields. And the gov-
ernment is now committed to free the mort-
gage rate entirely in the next three months.
Paradoxically, bond yields have turned down
(on Vietnam peace prospects) since their rise
triggered the increase in the mortgage rate.

would, and he explained:

“Fanny May has been a successful finan-
cial organization and intends to go on being
one. We can’t accept bids that would give
a yield very far below the price we must
pay for money, for example. We face fi-
nancial squeezes, just as you do.”

So the FNMA auction is not, as Walter
Russell of the big New York brokerage of
Huntoon-Paige was quick to point out to

pen on May 6

the assembled mortgage men, a fully free
market. It is instead a controlled market.
Russell suggested that FNMA make the ceil-
ing public.

Fanny May will not announce the ceil-
ing. It will be, as Lapin put it, a ceiling
known only within the agency. But it can
be applied, in his words, “to knock out
those bids that are inordinately high.”

Experts at the briefing suggested a bet-
ter method of control, however. Fanny
May need only limit the amount of its pur-
chases in any offering period in order to
discourage overpricing. The less money
offered, the keener the competition for it
and the lower the bid prices.

Pringle advisory service
will move to West Coast

J. Maxwell Pringle, one of the pioneer
FHA mortgage brokers in New York and
long an elder statesman of the national
mortgage banking community, moves the
Pringle Advisory Organization Inc. to Wal-
nut Creek, Calif., in mid-June.

Pringle’s Mortgage Marker Analysis,
widely recognized as one of the most
authoritative newsletters on mortgage de-
velopments, was published independently
from April 1965 to December 1967, when
it became a supplement to the financial
newsletter Bankers Research, published in
Westport, Conn.  NEWS continued on p. 22

HOMEBUILDERS’ MORTGAGE MARKET QUOTATIONS

Reported to HOUSE & HOME in week ending April 19.

FHA Sec. 203b— FHA Conventional Loan Rates |Construction
Discount paid by builder 221d3&4 | Comm. Savings Savings Loan Rates
Min.-Down® 30-year immed.* Apts., banks, banks, banks,
FNMAxy Private mkt. Discount | Ins. Cos.  S&Ls S&Ls Interest-fees
City 6% 6% Trend 6% 5% 80% Over 80% All lenders
Atlanta 8 8 Up2 a T%-1% -1% % 1% A1-2
Boston 7 4 Steady 5-6 6% -TY% 7-T% T-T% 6% -741-1%
Chicago A 7-8 Upl (i 6% 6% ~6% 6% +2% | 7%
Cleveland % 6-7 Steady 6 6Y-7 6 -6% 6% +1 T4-1-2
Dallas 8 7-8 Upl 56% |7 7 6% +2-7-1) 7
Denver 8 6-6% Up 1-1% a 6% 6% -7 1-T% 7-41-1%
Detroit % 6%2-7 Up 1% 6-8 6% -7 6% -7 7+41-2 741-2
Honalulu 8 7% -8% Up 1'% a 7-1% 1-1% a M-1%+1-3
Houston [} 7-8 Up 2 a 6% -7 6%~/ T-T% | 1+1%
Los Angeles ] 1'% Up1l a 6%-1% 6% -T% TyW-1% 6% -T%+1%-2%
Miami 8 8-8% Up 2% a T-1%® 6% -7 T-1% T-1%
Minn.-St. Paul 14 57 Up 1% 5 6%~1% 6% -7 743 1% +1-1%
Newark 7 5% -6 Up % 7-8 6+1 642 642 TV +1-2
New York 7 4 Up ¥ 8b 643 6-+3 643 642
Okla. City 8 6-8 Up % a 6% +1 6% +1 6% +1-2 | 7412
Philadelphia 7 7 Up2 a i) 7 0 7-41%-3
San Fran. 8 1 Up 1% 6%-6% | 6% 7 T+1% | 6%-1Y-+1%-2
St. Louis 8 6-8 Steady a 6% -7 %-T+1  T41-2 1-1% +1-2
Seattle 8 1-1% Up 1% a 7-1% 1-1% T-T% W-1%
Wash,, D. C. | % 8 Up1 a 7 T-1% B '7+2

* |mmediate 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.

* 39 down on first $15,000; 10%; of next $5,000; 207 of balance.

Footnotes; a—no activity. b—limited activity. c—Net yield to
investor of 69% mortgage plus extra fees. w—for comparable VA
loans also, x—FNMA pays % point more for loans with 10%.
y—discounts quoted are net after seller pays % %, marketing fee
and % % adjustment for stock purchase. Seller must pay 17 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 Tharge. pres., Tharpe & Brooks Inc.;
Boston, Robert Morgan, pres., Boston 5¢ Savings Bank; Chicago,
Robert H. Pease, pres., f)rcpar & Kramer Inc., and Robert H. Wilson,

pres., Percy Wilson Mortzagu & Finance Corp,; Cleveland, David E
0'Neill, vice pres., Jay F. Zook, Inc.; Dallas, M. J. Greens, 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, Everetl Mattson, pres., T. J. Bettes
Co.; Los Angeles, Christian M. Gebhardt, vice pres., Calwell 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 corg.; 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 | nvestment Co.; 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.
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Even if
you don’t need
creative financing,
call on Kardon.

We’re good at ordinary mortgages, too.

The local mortgage banking subsidiaries of Kardon Investment
Company have well-earned reputations for making your difficult
mortgages easy. Being able to work with complex creative financ-
ing techniques like sale-leasebacks, leaseholds and wrap-around
mortgages helps. So does not having any maximum loan limit.

For example, among recent Kardon mortgages: $2,200,000
for construction and permanent financing of 132 garden apart-
ments in Newark, Delaware; $490,000 for a Syracuse, New York
office building; $500,000 for a church in Nashville, Tennessee:
$3,300,000 for an Atlantic City motel; and $3,500,000 for 179
homes in southern New Jersey.

The alert Kardon subsidiaries are just as eager to help you with
an uncomplicated 5-digit mortgage as they are when you need
intricate 8-digit financing—just as efficient with spot residential
loans as they are with loans on large residential tracts and major
income-producing properties. That's saying a lot.

KARDON
INVESTMENT COMPANY
117 South 17th St., Philadelphia, Pa. 19103

MURPHREE MORTGAGE COMPANY PEOPLES BOND & MORTGAGE CO. PITTSBURGH MORTGAGE CORPORATION
226 Third Avenue N, Nashville, Tenn. 37201 1426 Walnut St., Philadelphia, Pa. 19102 210 Grant St., Pittsburgh, Pa. 15219
Chattanooga, Tenn. Harrisburg, Pa. Erie, Pa.
Huntsville, Ala. Lancaster-Reading, Pa. Youngstown, Ohio
Paoli, Pa.

Willow Grove, Pa.
Wilmington, Del.
Washington, D.C.
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SCHLAGE HELPS YOU ANSWER —

What people desperately want today...

SECURITY—that's what people are anxious
about. In their homes...in hotels, motels and
apartments...in offices and plants throughout
the country.

Security is, of course, Schlage’s business.
It has been for over forty years of research,
development and the manufacturing of better
door locks.

We first met the challenge by inventing the
cylindrical lock. And as the needs for security
have become more severe, we have kept on
improving and perfecting our original and
unigue lock design.

We've developed finer quality materials and
systems of manufacture: Special strip steels
rolled to precise specifications...the closest
tolerances in the industry...and kept our whole
line under constant, rigid inspection.

So today, Schlage recognizes the greater
needs and wants for security—and can pro=
vide greater answers than ever.

Take, for example, the new SCHLAGE
DOUBLE SECURITY ENTRANCE LOCK. As
described at right, this is real security!

Security underlies many Schlage locks
which are specialized for different needs—for
all residential and commercial applications.
Attractive finishes, too, are diverse and read-
ily available.

Naturally, Schlage locks cost a little more.
But since there is little upkeep or maintenance
cost, they soon pay for themselves.

SCHLAGE

LOCK COMPANY
SAN FRANCISCO - VANCOUVER B.C.
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The new SCHLAGE DOUE
ITY ENTRANCE LOCK. It

has a rec d cylinder. It has an
armor-plate shield...has a free-spin-
ning outside knob and a roller bearing
in the deadbolt. It is a “panic-proof’’
lock that opens instantly with one
twist of the inside ki This lock
resists being jimmi sawed, pried,
punctured or drilled!
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Mortgaging’'s wheeler-dealer Jerry Hoffman hits a roadblock

Jerome D. Hoffman burst upon the fi-
nancial scene during the tight-money
crisis of 1966 with an incredible offer to
bring the vast riches of pension funds
into mortgaging.

The New York Supreme Court has now
forbidden Hoffman and his Institutional
Monetary Corp. to sell $25 million in
securities to finance mortgage purchases.
Court papers disclose just how well Hoff-
man did, during the intervening two years,
with one of the most flamboyant operations
ever attempted in the mortgage market.

The big league dream. Jerry Hoff-
man’s story starts in St. Louis, where he
pursued a vague sort of career into young
manhood. He “attended” Washington Uni-
versity, where he was something less than
a Big Man on Campus, and he did a short
stretch as a catcher in the semi-pro time.
The university’s records show him only
as a summer student (Classes *53 and *56)
and an exhaustive inquiry turns up nobody
on the sports desks of either the Post-Dis-
patch or Globe-Democrat who ever heard
of him.

Hoffman appears in the Middle East in
1956 as a cBs exchange correspondent,
and it was then that he got the pictures
that make his office a gallery of the poten-
tates of the lands beyond the Nile. He
had himself photographed with them all.

He made it to New York and worked,
successively, for two of the city’s most
respectable real estate houses, winning an
instant reputation as the man who knew
where the money was. By 1962, at 29, he
had organized National Realty Investors
as a trust and arranged for Swiss bankers

to buy the Hilton and Sheraton Hotels,

a deal that died in the stock market crash
of that year.

Off on his own. Hoffman set up his
monetary fund in 1963. Private pension
funds had just attained assets of $63 bil-
lion, a tidy 2,100% gain in 20 years.*
Every mortgage man on the North Ameri-
can continent was trying to pipe a line
into the well, and Hoffman thought he had
a way—participations. In 1964 alone,
said Hoffman in one of his direct-mail
broadsides, he would place $100 mil-
lion in such shares.

One of Hoffman's most telling boasts of
this period, as events would reveal, was
of familiarity with the mortgage market:
“Financing is not as mysterious as some
people think.”

The ™MC mailings recounted a dizzying
succession of successes—Hoffman was
forming a mortgage guaranty insurance
group, he was organizing 100 pension
funds to buy $3 million in mortgages
apiece—but the feats seemed never to
move onto his balance sheet.

For all its grand plans, tMc had set up
with a To&E of two: Jerry and a part-time
secretary. In 1965 they were still strug-
gling along with a tiny staff in cubbyhole
offices in New York’s old Lincoln Build-
ing on East 42nd Street.

* Latest figures: assets over $100 billion, with
about 5% in mortgages.
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NEW YORK's HOFFMAN
“Financing isn't as mysterious as some think"

Run for the big money. Then came
the New York State Banking Law of
1965, permitting trustees to mingle the
monies of their several pension funds
when they invested. Surely here was a
gold mine for participations.

Hoffman took magnificent new offices at
295 Madison Avenue. He summoned
Paul A. Nalen, former vice president of
Mutual Benefit Life, to recruit a panel
of the best mortgage inspectors he could
find, and Nalen organized Criterion Mar-
keting Report Inc. with a score of highly
prestigious names. T

Attorney General Louis J. Lefkowitz of
New York now takes over the story. His
affidavit in Supreme Court, New York
County, sets forth this chronology:

In June of 1966, with the tight-money
crisis nearing its peak, Hoffman mailed
thousands of offers to provide mortgage
funds in million-dollar lots.

Lefkowitz says replies came from 630
individuals or businesses in 42 states and
five Canadian provinces. They asked for
$1.1 billion.

Hoffman charged $500 to send an em-
ployee to inspect the property. Then the
client visited Hoffman in his new offices,
where he was told the amount he might
get. Finally one of Criterion’s experts

% Panel, and positions prior to retirement: An-
drew H. Alexander, commercial mortgage mgr.,
Northwestern Mutual Life; Frank Audino., v.p.,
Dime Savings Bank, Williamsburg, B'klyn; Arn-
old Bower, asst. v.p., Nat. Shawmut Bank, Bos-
ton; Edwin Burrow, pres., Hamilton Fed. s&L,
B'klyn; Eugene S. Cox, mortgage loan mgr.,
Pacific Mutual Life; Carl Davis, v.p., First Nat.
Bank, Seattle; John Foulkes, mortgage officer,
Seamen's Bank for Savings, NYC: Walter M.
Harvey, v.p., Equitable Life; O.J. Helburn, exec.
v.p., Eagle Insurance Co.; Hugh M. Henry,
mortgage loan manager for Florida, Travelers
Insurance; Frederick W. Jackson, sr. v.p., Dime
Savings, B'klyn; M.J. Jackson, v.p., Jefferson
Standard Life; Matthew Jones, v.p., Lafayette
Nat. Bank. B’klyn; Robert E. Kerr, sr. v.p., N.
Carolina Nat. Bank; Allen T. Murphy, exec. gen.
mgr., Prudential Insurance; John 1. Robinson,
v.p., West. & South. Life; Wayne Sudderth, re-
LlOI'I«.!.I supervisor, Jefferson Standard Life, and
Marvin W. Wynne, associate mortgage loan man-
ager, Jefferson Standard.

made a feasibility study, for which Hofi-
man charged $2,500 to $25,000. All ap-
plicants paid the inspection fee, and 300
paid a total of $741,000 for feasibility
studies.

Lefkowitz told a press conference that
one client was the Del Webb Corp. of
Phoenix, which had lost $13 million in
1965 and sorely needed cash. Webb
sought $38 million. Hoffman offered only
$28 million at 8%2% after Webb paid a
$25,000 fee. and Webb then found that
it could get a larger mortgage elsewhere
at a lesser rate.

The debacle. Every client, says Lef-
kowitz, was ultimately offered less than he
had been promised in conference with
Hoffman. And on the requests for $1.1
billion, Hoffman delivered only $4.3 mil-
lion, or about 0.4%, to three applicants.
Yet he netted $1 million in fees.

The Attorney General told the New
York Supreme Court that Hoffman had
engaged in a “reckess, improvident and
fraudulent” advance-fee scheme, and he
added that he was calling the operation to
the attention of postal authorities, the sic
and U.S. Attorney Robert Morgenthau.
Justice Arthur Markewich signed the per-
manent injunction forever barring Hoff-
man and his three defendant companies
(mMc, Criterion and Institutional Monetary
Trust) from selling securities in New York
State. Hoffman himself has applied to
withdraw an application to register the
issue with the sec, but the agency must
approve. It has not done so.

What went wrong? The mortgage
community draws two lessons from the
bizarre story of Jerry Hoffman.

One lesson is obvious. He could not
deliver. In 1966 virtually nobody could.

The other lesson is more subtle.

Hoffman’s assertion to the contrary,
mortgage financing is “as mysterious as
some people think”—indeed, more so. It
is a complicated endeavor whose success
turns on a sophisticated knowledge of the
money and credit marts, of mortgage sup-
ply and demand, and of personalities.

Hoffman wrote repeatedly to virtually
all of New York's top mortgage dealers.
and his communication with them shows
a lack of familiarity with many of the
complexities of the mortgage market.

A story told by one of New York’s
most respected brokers is revealing.

“We were desperate in 1966,” he relates.
“Clients all over the country were calling
us. saying ‘Hoffman says he can get money.
Why can’t you?

“So we wrote out a check for $50,000
and I put it in my pocket, and two of us
went up to see him.

“We didn't tell him we had the check.
We just sat and listened. He talked—and
talked—and with each word that check
went deeper into our pocket. After half
an hour we left—with the check.”

Hoffman had not convinced them that
he knew the business well enough to do
the impossible.

NEWS continued on p. 30
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NEW DAP FASTENER

4 ways it can bring new cost savings to you!
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It's DAP Panel and Drywall Adhesive—the faster fastener. Prevents wavy walls caused by out-of-line studs — auto
Installs drywall and pre-finished panels up to 50 faster. matically bridges gaps up to %s”. Gives a neater, tighter fit
Eliminates hammer damage, countersinking, nail pop. Actually becomes stronger with age.

Completes furring strip installation faster, safer. No steel Cuts nailing time on sub-flooring jobs. Gives you a solid,
fasteners to ricochet. No chipping to weaken blocks. Water- squeak-free unitized floor. Deadens sound transmission.
proof — assures a solid, permanent bond. Equally effective for stair treads.

And that's just the beginning. DAP Panel and Drywall Adhesive does
much more because it's heatproof, waterproof, bleedproof. Grips tight
to virtually any surface (even bonds shower stall frames to porcelain).
Maybe it's hard to believe an adhesive will do so much so well. This
one does. Contact your building materials supplier now.

DAP

DAP Inc.,General Offices
Dayton, Ohio 45401

sussipiary oF Plough. Inc.

/
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How many painters do you know who’ll
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(ANEmM. .. Wweyernaeuser wiil.)

guarantee a prime coat for 5 years?

Chances are you can't name a
single painter. That's not surprising.
The only reason we're able to go out
on the limb for a full five years is our
meticulous factory-applied process.

No on-site priming can ever match
smooth, uniform coverage like this.
We're absolutely sure it won't blister
or peel. And we write this into the
guarantee.

This broad line of primed exterior
products includes bevel siding, lap
siding, panel siding and soffit. All
available from one single source. From
one reliable dealer in your area.

MAY 1968

These products can go up in all
kinds of weather because they are
protected until the finish paint coat is
applied. Finish coats of all types go
on faster, with better paint coverage.

With no culls you get maximum util-
ity of material. Every piece is usable.
No broken pieces or knotty problems. It
comes pre-packaged making it easier
to handle and protect on the site.

Can we give you more facts (or do
you already have a painter lined up
who'll give you a 5-year guarantee)?
Write us at Box B-2817, Tacoma,
Washington 98401.
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Weyerhaeuser® Primed Exterior Products
5-YEAR PERFORMANCE GUARANTEE

Weyerhae
Siding




Look what’s new for homes (and
LennOX pUtS <)thé2~0b1:ﬁg1?;gsiL\\ e

A single-package heating, cooling,

the comfort F o et el
L) L ]
inside...

Or on the roof.
There’s no flame indoors.
No chimney needed. Nor inside space.
— You gain sales appeal.
and the Total Comfort, Fresh, Living Air}
warmed or cooled to fit the season.
e i t Humidified—or wrung dry of
q I Circulated continuously.
t ‘d It's a fully weatherproof system,
Ou Sl e with insulated cabinet and electric
The unit can—in its larger commercial
capacities—offer 100% ventilation with
outside air. And cool free when that
Available for homes in sizes as
small as 2 tons cooling and 80,000
Btuh heating. Commercial sizes
Btuh heating.
Electric cooling. Gas or oil heating.
The system is completely factory
controls. Finest quality...and a single
source of responsibility.
It’s an ideal single-zone system for
offices, and other buildings.
For details, see Sweet’s—or write
Lennox Industries Inc., 384 S. 12th Ave.,

The only thing brought inside is
dampness. Cleaned electronically.
ignition system.
air falls below 57°F.
range up to 22 tons cooling, 500,000
assembled, wired and tested, including
homes, apartments, schools, churches,
Marshalltown, lowa 50158.

LENNOX

AIR CONDITIONING * HEATING
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Something-for-everybody package
clicks in D. C. townhouse society

Capital idea: D. C. developer uses V4" urethane
foam insulation to pare costs; boost comfort,
floor-space and profit in townhouse units.

Town Square Townhouses, a creation
of architects Macomber & Peter, mas-
ters of the Federal style, is an ambi-
tious urban renewal project in Wash-
ington, D. C. Being built by Bresler
and Reiner, when complete it will
consist of 116 garden apartments and
180 3-story, single-family units, priced
up to $54,500.

Of brick construction, nearly all
of the townhouse units are insulated
with sprayed-on urethane foam ap-
plied by Bilton Insulation & Supply,
Inc., D. C. specialists in this type of
contract insulation since 1952.

Because of urethane foam insula-
tion, each Townhouse unit gained a
living space bonus worth $572-$1144*
to the buyer.

Here is how the urethane foam
gains were measured by the princi-
pals involved:

C. V. Davenport, Biiton executive vp
and gen. mgr.: “The arithmetic is
there for all to see. Urethane enabled

*Computed on basis of 2400 sq ft of living
space in unit selling for $54,500. Buyer is
paying about $22 per square foot. Better in-
sulating ability of rigid urethane foam saves
26 sq ft to 52 sq ft or $572 to $71144.

MAY 1968

the developer to gain up to 52 sq ft
of extra floor space per unit. Ure-
thane foam is a cryogenic insulant.
With a k factor of 0.11 and as used in
this instance (1” wall space consist-
ing of ¥” of urethane foam and a %"
air space), urethane foam replaces a
3%" glass fiber batt. In addition, ure-
thane foam is moisture-proof, the
need for a vapor barrier is eliminated,
and it safeguards electric wiring and
plumbing fixtures against fire, freeze-
ups and corrosion.”

Potomac Electric Power Company
determined that this wall design met
their Gold Medallion insulation re-
quirements. They estimate it will cost
the average Town Square Townhouse
owner about $305 a year to heat his
home, $60 to cool it. A dollar a day
for a $54,500 home investment isn’t
bad.

B. Reiner, Bresler & Reiner builders:
“There is no question about the cus-
tomer benefits of urethane insulation.
I would be sold on it just for the space
savings it offers. Most home-buyers
don’t care what insulation is used, but
we publicize urethane as a key selling

Circle 42 on Reader Service card

point. We translate the measurable
extra floor space, consistent comfort,
warmer wall areas, lower heating and
cooling bills, and they are im-
pressed.”

R. A. Dwyre, Bilton sales mgr.: “With
batt-type materials, builders often
have an expensive, irksome problem
of securing dry wall to the studding.
Because of the slick vapor barrier
necessary, nails keep popping out.
With urethane, one man can complete
two walls each on three floors (1140
sq ft) in about 30 minutes.”

H. White, project mgr. and supt.: “I've
been in the construction business for
30 years and | have never seen an
insulating material that provides a
better seal than sprayed-on urethane.
It's clean, simple and fast in applica-
tion, and leaves no mess of scraps
to clean up.”

The foam chemicals system for this
project was supplied by Isocyanate
Products, Inc., New Castle, Del. 19720,
For the full story on urethane foam
insulation in a wide range of projects,
write MOBAY CHEMICAL COMPANY,
Code HO-58, Pittsburgh, Pa. 15205.
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DEPENDABLE
SEWAGE TRANSFER
AND TREATMENT
EQUIPMENT

L.
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“Dxigest” and “Addigest's treat-

1 10000 population 'Sﬂf“'m o gt p e
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Main Plant: Lenexa, Kansas 66215 (Near Kansas City, Mo.) Dept. 70

Manufactured by Smith & Loveless and its licensees at = QOakville,

Ontario = Osaka, Japan « Denbighshire, England
Brussels, Belgium e Helsinki,

Finland
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Heavy debt perils Lytton Financial;
Bart Lytton sells 13% of S&L fnrm

Lytton Financial Corp., one of
the largest publicly held s&L hold-
ing companies, is facing a critical
financial squeeze.

The company has $2.8 million
in debts due this month and, its
annual report says, it “presently
does not have the funds available
to meet all of these obligations.”

Bart Lytton, president and
chairman, has nevertheless ex-
pressed confidence in raising the
money before the deadline.

The financial problem affects
only the holding company, not the
two s&L subsidiaries: Lytton S&L
in Los Angeles and Lytton s&L of
Northern California in Palo
Alto. Yet Lytton has admitted
that the sale of one of the two
s&lLs to satisfy the debts is a
“likely possibility.”

A spokesman for Preston Mar-
tin, California's s&L commis-
sioner, said: “The capital and
liquidity of the two s&Ls are un-
impaired.”

Lytton also said that he did not
know what action the creditors
would take if the financial obliga-
tion were not met on time, but
he added that the creditors real-
ized that “foreclosure is not an
appropriate response.”

The debts include $1.6 million
owed to the United Automobile
Workers Union and $1.2 million
owed to institutional investors, of
which the largest is Investors
Stock Fund Inc., a mutual fund
managed by Investors Diversified
Services of Minneapolis.

Lytton has faced a financial
crisis of his own. He has just
sold 13% of the company's shares
from his personal portfolio to
“settle personal obligations.” He
retains 8% of the ownership.

Asked if the sale would mean
a change in the name of his com-
pany, he quipped in reply: “It
might—when they change the

LYTTON FINANCIAL's LYTTON
“If's an awfully well-known name"

name of the Lincoln or Wash-

ington s&Ls. Lytton is a good
name, and it's awfully well
known.”

Lytton Financial, with assets of
$730 million, has lost $12.5
million in three years—$3 mil-
lion in calendar 1967, more than
$2 million in 1966 and $7.5 mil-
lion in 1965.

Lytton refused to disclose the
identity of the group of buyers
who purchased the estimated
334,449 shares or the price paid.
But based on the closing price of
Lytton Financial at the time of
sale, $6.50 a share (NYSE), 13%

of the company's outstanding
stock would have been worth $2.1
million.

Lytton also would not say
whether the sale was arranged
to satisfy personal debts at the
Union Bank, Los Angeles. Los
Angeles businessman Henry Sal-
vatori confirmed that he had been
approached “some time ago”
about buying some of the stock
but said he had nothing to do
with the current sale.

Bankers Mortgage gets new chief

Bankers Mortgage Co. of Cali-
fornia has chosen Kent L. Colwell
as president to succeed Harland
G. Keller, who is retiring.

Colwell has been financial vice
president of Bankers since 1964,
when founder Ray Lapin (now
president of the Federal National
Mortgage Assn.) sold it to Trans-
america Corp., San Francisco's
big “department store” of finance
(NEws, Apr. '64). Colwell had
been assistant to the president of
Transamerica. He is treasurer of
the California Mortgage Bankers
Assn.

Bankers has also. announced
the promotion of John R. Jensen
and Harold Granger to senior
vice presidencies. Both men had
been vice presidents.

The company is the ninth larg-
est mortgage banking house in the

BANKERS MORTGAGE'S COLWELL
Into the president's chair

country. It services $735 million
in mortgage loans.
NEWS continued on p. 34
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Frigidaire brings you...

more help in selling today’s prospects
who demand easy-clean kitchens.

You probably know the hottest, most
wanted idea in built-ins. The Electri-clean
Oven idea. Now it's yours in a Frigidaire
Compact 30 range. In just 30" of space,
you can add a complete, contemporary
cooking center. Surface units. Automatic
controls. Plus an oven that goes from dirty
to clean automatically. Cost per cleaning
for your prospects: just about the same as
a cup of coffee. This is the range for kitch-
ens that create more leisure, not more work.

more help with fast, easy installation.
We know installation time is money. Your
money. We try to save you both. Example
—the Compact 30 installs with just 4
Screws,

An easy-to-follow installation guide is yours for sub-
contractor use on this and every Frigidaire built-in.

help your prospects clean up...

MAY 1968
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more help with customer

satisfaction . . . factory-trained

service available everywhere.

Coast to coast, one of our authorized ser-
vice outlets is available to take over the
service responsibility. You're free to con-
centrate on building and selling. This is
another reason Frigidaire-equipped kitch-
ens can help you build traffic. Boost rentals.
Or close sales. Call your Frigidaire repre-
sentative and let him show you.

Frigidaire
bothers to
build in
more help

FRIGIDAIRE

MARK OF [NCELLENCT

Model RBE-539N
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New Andersen Perma-Shield
value of wood plus a rigid vinyl

New Andersen



Windows offer the insulating
shield that needs no painting.

(No wonder you're seeing more of them lately.)

Inside a Perma-Shield sash there’s a core of warm,
stable wood. Outside, there’s a thick sheath of
rigid, weatherproof vinyl. And the glazing is
welded insulating glass.

Is it the perfect window? You’ll have to decide
about that for yourself. We’re proud of it,

and we’re pleased that Perma-Shield windows
are being specified for some of the best new

. | fhe - Washington Club Inn, Virginia Beach, Virginia, features 40, 8-foot
commermal bUIldm‘gS and resutlences. Andersen Perma-Shield Gliding Doors. Guests get a sweeping view of

the ocean through snuggly weathertight gliding doors. No problems
... even under the most severe salt-air conditions.

Wide range Of st YlES and Sizes. Architect: Evan J. McCorkle, Virginia Beach, Va.

Choose casements, awning style, fixed types,
single or multiples right from stock. There are
26 basic Perma-Shield sizes and 3 sizes of
gliding doors—6, 8 and 12 feet.

For more information check Sweets file.
Or mail the coupon below for literature or a
Perma-Shield Demonstration in your office.

Emma Norton Methodist Girls’ Residence, St. Paul. Difficult elevation
could make window maintenance a nightmare, but there's little or no
maintenance with Perma-Shield. They've been performance proved on
thousands of residential and commercial jobs like this one—exposed
to every climate over the last 9 years,

Architect: Progressive Design Associates, St. Paul, Minn.

~ Andersen Corporation i
Bayport, Minnesota 55003 i

("] Please send complete Perma-Shield Literature. i

[ I'd like a Perma-Shield Demonstration in my office.
Please have an Andersen Distributor call me for an 'i;c
i

appointment.

Name

Firm - °

Address

T —

Low maintenance home, Long Lake, Minn. The Perma-Shield Windows
in this home won't need painting, or storm windows, and they won't
pit or corrode like metal. They combine the insulating value of wood
and the maintenance savings of a rigid vinyl shield.

Architect: George F. Panuska, Virgin Islands.

City State Zip

Andersen \Vindowalls |

Window Beauty is Andersen

€ R

HH-58

Perma-Shield Windows

MAY 1968 33




34

LODKING FIIH &
WRITEPRINTTER . . .

THAT COSTS FAR LESS TO BUY
AND EVEN LESS TO MAINTAIN
AND CAN DUPLICATE UP-TO 400 “D™
SIZE PRINTS AN HOUR

AT A MATERIAL COST OF 1¢ PER
SQUARE FOOT

WITH FULL 42” CAPACITY

AND PRINTING SPEED UP-TO 21 FEET
PER MINUTE

REQUIRING NO SPECIAL VENTING,
WIRING OR PLUMBING

AND IS TECHNOLOGICALLY THE MOST
ADVANCED WHITEPRINTER EVER MADE

YIIII RE LOOKING FOR
MY Feo° 8249 !

For big new free no-obligation catalog
circle reader service card now! Or write:

Diazit®” Company Inc.
Route U.S. 1, Youngsville, North /

* A% F AN

Better showers are buift w:th a waterproof COMPO
foundation.

Where ceramic tile is to be a feature of the bath, the
economy of COMPOTITE results in a desirable, fully-tiled
shower area at no more cost than that of a tub or
open-base receptor.

COMPOTITE's waterproof, corrosion-proof, asphaltic
membrane seals shower moisture away from vulnerable
areas more economically than any other shower pan
material. Send for your brochure today.

Compotite

Shower Pan

P. 0. Box 26186,
Los Angeles, California 90026

(213) 483-4444

Circle 46 on Reader Service card
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Kennedy offers a slum-housing plan,
attacks the President’s as defective

Sen. Robert Kennedy (D., N.Y.)
announced a new slum-housing
proposal and gave HUD Secretary
Robert Weaver his best one-liner
of the year: “It's a rich man’s bill
for poor man’s housing.”

The Senator, speaking before
the Senate Housing subcommit-
tee, outlined his new proposal and
attacked the Administration’s
slum-housing bill, based on sub-
sidized mortgage interest rates,
for having “major defects.”

The Kennedy plan provides a
profit incentive to builders of low-
rent housing in urban ghettos in
the form of direct subsidies paid
by the federal government. A new
debenture issued to the builder
when he receives federal mort-
gage insurance would obligate the
government to pay him, each year
during the life of the project, a
supplementary  and  tax-free
amount equal to 6% of his net
equity investment.

The effect of this payment,
Kennedy states, would be to raise
a builder’s annual after-tax profit
to about 12%, or 6% more than
he is allowed to make under ex-
isting 221d3 bylaws.

The Kennedy proposal also
incorporates  below-market-rate
mortgages financed through gov-
ernment channels and reduced
rentals  through low-interest
rates, 50-year terms, property-tax
abatement and subsidized land
costs.

The Senator’s criticism of the

Wide World Phota

NEW YORK'S KENNEDY
Offers a profit incentive

Administration’s slum-housing bill
(NeEws, April):

« It does not require that new
low-income housing be built in
urban poverty areas.

« It doesn’t spur employment
of low-income residents in re-
building their housing.

« It doesn’t involve local resi-
dents in community planning.

» It doesn't provide for im-
proved relocation facilities.

Capitol Hill forecasters say
Kennedy’s proposal, in bill form,
does not stand a chance of pas-
sage.

“It’s too complicated and im-
plies changes in the tax laws,”
says one legislator. Others, in-
cluding Secretary Weaver, con-
tend that the Kennedy proposal
only serves to augment the con-
centration of Negroes in the
ghettos.

Savings bankers nominate new chief

He is Robert J. Hill, president of
the New Hampshire Savings Bank
in Concord, and his nomination
will be presented to the National
Association of Mutual Savings
Banks at its 48th annual con-
vention in Washington May 17.

Hill succeeds Harlan J. Swift,
president of the Erie County
Savings Bank in Buffalo, N.Y. He
is currently the NAMSB's vice pres-
ident, a post to be taken by
Richard B. Haskell, president of
the Mechanics Savings Bank of
Hartford, Conn.

Officers of the association serve
one-year terms.

The association represents 500
mutual banks in the I8 states in
which 1hey are permllted The
LENDERS: Clinton L. Miller, 62,
has retired as president of The
Dime Savings Bank of Brooklyn.

PUBLICISTS: Sam Justice, for-
merly an information director for
the National Association of Mu-
tual Savings Banks (stery above),
has been appointed a vice presi-
dent in the New York offices of
Booke & Co., a financial and in-

SAVINGS BANKERS' HILL
Taking a step upward

banks’ combined assets approxi-
mate $68 billion.

vestors relations firm that main-
tains branches in Chicago and Los
Angeles.

BUILDERS: Levitt & Sons of
Lake Success, N.Y., has named
James E. McCarty Jr. to the new
post of national sales manager.
He had been a division sales
manager for the Readers Digest
in Pleasantville, N.Y.

HOUSE & HOME
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There's something new for the outside of
your houses that you don't have to paint.
It’s called wood.

Not just run-of-the-mill wood. reasons after you've put it up.
PFL® Siding from U.S. Plywood. Being wood, it naturally won’t rust or cor-
It comes with a thin plastic coating that’s rode in any weather.

bonded to it by heat and pressure. Being hard, it's very tough to dent.

Thin. But tough. Which is more than you can say for some
In an attractive range of colors. of those other new siding materials you may
So you don't have to paint it when you put  have heard about.

it up. See your building supply dealer and ask
And 1t's highly resistant to cracking, crazing, for U.S. Plywood PFL Siding.

chipping, peeling, flaking and blistering. So If he doesn’t have it, call us.

it shouldn’t need painting for any of those Collect.

Circle 47 on Reader Service card
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What every
over-confident

builder
should know about

Am=-Finn

If you're already offering free refrigerator-freezer,
dishwasher, washer, dryer, self-clean oven and free
home owners’ policy in your new houses . . . or all this
plus pool and 9-hole golf course in your latest apart-
ment building . . . you may think you're a big jump
ahead of the competition.

Don’t believe it!

You're probably just neck-and-neck with the guy down
the street.

So how do you unload yours — first, fastest, with the
best profit — to your highly pampered, demanding
buyers and tenants?

Simple. Pamper them a lot more — at little extra cost
— with Am-Finn Sauna.

Why Am-Finn Sauna?

Why not find out? Give us a ring today — overconfi-
dence can be costly.

Am-FinLn/‘(}/lmd

Haddon Ave. & Line St., Camden, N. J. 08103
Please send me complete information on Am-Finn Sauna.

Name oo e

Company. e

e

City Shete - Tin |
______________________________ ;4_
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A computer’s projection for 1968:
big rise in one-family homebuilding

Consultron, the service that anal-
yzes the Census Bureau's housing
permits each month by computer,
now projects increases in single-
family building for 168 of 192
metropolitan areas in 1968,

Consultron is a management
and marketing service offered to
builders by the Celotex Corp. and
operated by the corporation’s con-
sultants, W.R. Smolkin & Assoc.
of New Orleans.

Many of the latest 1968 proj-
ections show sharp percentage
gains over 1967—Las Vegas up
312% —but they do not neces-
sarily signal a boom market. Be-
cause 1967 was a poor year—
Census estimates national totals
at only 612,900 single-family per-
mits—it provides a faulty base
on which to measure increases.

The forecast is not strictly a
prediction of the number of pri-

Current 1968

Name of Principal Projection

City of SMSA for SMSA
Abilene, Tex...... i 41
Akron, Ohio. . . ........ 3,044
Albany, @a............. 7le
Albuquerque, N.M.. . . . 1,168
Allentown, Pa.. ......... 1,989
Altoona, Pa.. . 138

Amarillo, Tex... .. 353
Ann Arbor, Mich. ; s 1,337
Ashoville, NC.. .......0iovivnn 242
Atlanta, Ga....... . : 16,574
Atlantic City, N.J.. i 1,250
Avgusta, Ga.. ... ... 1,824
Auvstin, Tex............. 2327
Bakersfleld, Calif,, 1,431
Baltimore, Md.. ... i 8,173
Baton Rouge, La.. .. ... 3,219
Bay City, Mich. = 2 424
Beaumont, Tex.................. 940
Binghamton, N.Y.. . . . ... . ... .. 813
Birmingham, Ala..... . ....... 3,360
Boston, Mass.. ... .. ... 5,288
Bridgeport, Conn. . 2 vl 1,760
Brockton, Mass.,............... 1,187
Brownsville, Tex.. . .. . . . 255
Buffalo, N.Y.. R A 3,610
Canton, Ohio.................. 1,618
Cedar Rapids, lowa. . .. ......... 1,155
Champaign, lll.. .. ............. a8l
Charleston, $.C.................. 1,640
Charleston, W. Va. .. ... ... .. 213
Charlotte, N.C.,............ 4,288
Chattancega, Tenn, ... ... .. 1,437
CNeame M. L e 24,706
Cincionati, Ohio . .............. 4,858
Cleveland, Ohio. ............... 8,884
Coloradoe Springs, Colo. 3,492
Columbia, §,C.. ... ... 160
Columbus, Ga.. .. .. 1,362
Columbus, Ohio. .. ............ 8,491
Corpus Christi, Tex.. . ....... .. .. 1,643
Dalles, Tex.. ... ... 12,823
Davenport, lowa. ............... 2,337
Dayton, Ohio. . ... 5,318
Decatur, lIl. . . 620
Denver, Colo,. . . ... ....... 7 8,879
Des Moines, lowa...... ... .. ... 2,427
Detroit, Mich.. ... 24,638
Dubugque, lowa. 156
Duluth, Minn. . . . .. 234
Durham, N.C...... 1,533
El Paso, Tex............. 2,140
Erie, Pa.. . 639
Eugene, Ore............ ...... 1,894
Evansville, Ind.................. 1,043
Fall River, Mass.. .. 393
Fitchburg, Mass. . . . 362
L AT R R A S R 3,254
Ft. Lauderdale, Fla...... . . 8,083
Fort Smith, Ark..... 469
Fort Wayne, Ind.. . . 490
Ft, Worth, Tex... .. 7,188
Fresno, Calif... 3 2,072
Gadsden, Ala.... ... 242
Galveston, Tex... .. 549
Gary, Ind.. .. .. Ay 3,989
Grand Rapids, Mich. . 3,024
Green Bay, Wis, . . . 7 1,132
Greensboro, N.C,.... . .. 1,720
Greenville, 5.C. 426
Hamilten, Ohio. 1,622
Harrisburg, Pa.. . 1,053
Hartford, Conn., . .........0..... 3,682
Honolulu, Hawaii, . ............. 4,796
Houston, Tex.. .. .... 10,071
Huntington, W. Va.. ... 25

vate houses to be built this year.
It is rather a projection of the
totals to be reached if the housing
market continues as it has done.

The second column (below)
shows permits projected for 1968.
The third cites the projection
made a month earlier, and the
fourth measures the change and
indicates the most recent market
trend. The latest 1968 projection
(column 2) for a city may still
exceed the 1967 permit total but
fall below the 1968 projection
made a month earlier (column
3). This circumstance indicates
a weakening market. It applies in
111 cities (example: Akron,
Ohio), not counting 23 cities
whose 1968 permits will fall short
of those in 1967.

The fifth column shows the sec-
ond column’s percentage gain or
loss from 1967.

Pravious Change in 1968 vs
Projection Projection 1967
53 8 - 0.7%
3,366 - 322 31.7%
703 16 1121
1,206 - 38 43.0
1,925 b4 42.4%
127 n - 13.2%
363 - 10 9.3
1,416 - 79 16.2%
309 - &7 3.8%
18,847 —2,273 66.9%
NAt3 137 458%
1,805 19 46.6%
222 — 395 39.2%
1,254 177 39.6%
7,794 379 34.8%
3,599 — 380 45.3%
485 - 6 12.2
89% 41 54.4
794 19 7%
3,280 80 23.5%
5193 95 B.5%
1,763 - 25.1%
1,302 - 115 63.7%
157 98 72.2%
3,997 - 387 - 1.8%
1,348 270 57.7%
1,263 - 10 26.3%
273 108 156.9%
1,736 — 96 34.9%
231 - 18 - 19.7%
4,664 - 376 35.3%
1,576 - 139 10.0¢
24,923 1,783 49.8%
5,172 — 314 52.7%
9,062 - 178 50.5%
4,091 — 599 61.9%
143 17 - 19.5%
1,488 - 126 21.6%
8,495 - 4 125.7%
1,664 - 2 19.6%
14,212 -1,389 48.3%
2,339 - 2 37.9%
5,659 - a4 36.0%
681 - 81 63.6%
8,670 209 48.8%
2,207 220 84.6%
27,066 —2,428 A4.7%
158 - 2 - 253%
270 - 3 - 16.9%
1,809 — 276 B4.0%
2,367 - 227 44,4%
706 - &7 12.9%
1.977 - 83 54.3%
1,224 - 181 56.3%
448 - 55 - 15.2%
334 28 74.3%
3,490 — 236 49.1%
8,038 45 79.7%
516 - A7 50.0%
667 23 - 53%
7,998 - 810 70.9%
2,000 72 15.8%
287 — 45 21.9%
656 - 107 35.9%
3,822 1467 62.4%
3,257 — 233 30.4%
1,106 26 37.7%
1,936 - 216 29.8%
534 - 108 35.3
2,021 - 399 140.8%
993 50 28.8%
3,916 — 234 38.0%
4,085 71 59.7%
10,562 — 49 40.4%,
296 - 46 - 34%

NEWS continued on p. 42
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You can see at a glance why the Pasadena Art As winner of the coveted California Design X

Museum chose to honor Flow-Matic for excel- award, Flow-Matic will be featured in catalogs
lence of product design. The sculptured lines sold throughout the world by the Pasadena
of Price Pfister's single handle water con- Art Museum. Millions of architects, builders,
trolling device for the kitchen is a study in designers, artists and art lovers will become
classic simplicity with a contemporary flair. aware of Flow-Matic's incomparable beauty

Sold only through wholesalers

and design superlority. And one more thing:
every Flow-Matic single-handle water-control-
ling device features an unconditional five year
warranty on the cartridge with a labor
allowance included.

rice fister Warehouses in these principal cities: Birmingham, Alabama;
Chicago, lllinois; Dallas, Texas; Pacoima, California; Elizabeth, New Jersey

"TOMORROW'S DESIGN TODAY"
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of your market.

It's a fact. Three-fifths of prospects in major metro-
politan and suburban areas indicate they will pay
extra for construction that reduces noise levels inside

the home.

Six out Of te.n Of next CUSt(?mErS ,are. ready to YUCATAN, MEXICO—Ca. A.D. 987. Detail of a
put extra profits in your pocket, if you'll just put a workman/sculptor from one of a series of paintings
i iet- i+ i H H depicting major achievements in the history of
little quiet-conditioning in their new homes or s e
apartments. The painting is one of three in Set B of the

: Celotex collection. For full-color reproductions (20"

And Celotex can hEIp you do JUSt that. We have the x 16") suitable for framing, send $1.00 (for each set

products, the systems and know-how to solve your of 3) to: Historical Construction Paintings, Box
H bi 368A, Miami, Florida 33145. Important: please
EVEI"/ noise problem. specify Set A or Set B.

Let us send you the Celotex Sound Control System
Guide. Shows you how to reduce noise transmission
through common walls, partitions and floor/ceilings
with a choice of 21 constructions using Celotex
Soundstop* Board and Celotex Gypsum Wallboard.
And how to soak up noise in family rooms, living
rooms and kitchens with Celotex Acoustical Ceilings.
Send for your free copy today.

* Trademark i h .

Set A consists of: The Ise

REG U § PAT QFF Shrine, Jgpan;‘l‘rg Erechtheum,

Athens, Greece; Ollantaytambo,

BUILDING PRODUCTS Peru. Set B: City of Uxmal,

Mexico; The Bayon, Cambodia;
Neolithic Shrine, Turkey.

Contributing to the progress
of Man the Builder.

THE CELOTEX CORPORATION
Tampa, Florida 33607
Subsidiary of Jim Walter Corporation

MAY 1968 Circle 50 on Reader Service card
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Buy ventilation
and beauty
in one
package!

REDWOOD
CUPOLAS

Get double value with a STEPHENSON CUPOLA! First,
these quality redwood cupolas give a home the custom-
built look of elegance. Second, installed on the rooftop,
they are the best attic ventilators, exhausting hot moist
air effectively with no moving parts. A wide variety of
styles and sizes available. Order from your lumber
dealer today. Prices start at $39.00. Send for free
catalog.

STEPHENSON & COMPANY
15752 Industrial Pkwy. Cleveland, Ohio 44135

Circle 51 on Reader Service rard

They save
up to 50%
in framing
floor and ceiling joists

Send for FREE catalog information on TECO's
full line of labor saving fastening devices.

TIMBER ENGINEERING COMPANY

1619 Mass. Ave., N.W., Washington, D.C. 20036
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One-family homebuilding

Current 1968

Name of Principal Projection Pravious

City of SMSA for SMSA Projection
Huntsville, Ala.. ... 1,023 1,106
Indianapolis, Ind. . : i 5779 6,029
Jackson, Mich.. ........... e 784 790
Jackson, Miss.. ... i % 648 708
Jacksonville, Fla.. .. . 1,977 2,162
Kalamazoo, Mich.. . ........... 588 689
Kenosha, Wis., . .. ... . fata 150 151
Knoxville, Tenn.. .. .. 3,106 3,087
Lake Charles, La.. . ... .......... 549 294
Lancaster, Pe. .. .....coveeieen 846 883
Lansing, Mich......... 4,382 5,237
Laredo, Tex... ks 171 169
Las Vegas, Nev. . . . o 2,948 3,188
Lawrence, Mass... .. 906 950
Lawton, Okla. : F 739 914
Lexington, Ky... 2,143 2,801
Lima, Ohio. .. 187 219
Lincoln, Nebr. . . .. aal JORL, 1,094 216
Little Rock, Ark.. 1,513 1,582
Lerain, Ohio i 1,301 1,199
Los Ann.ln-Long lau:h Calif.. 16,476 16,689
Louisville, Ky... .. 3 5,853 6,757
Lowell, Mass. o : 1,224 1,268
Lubbock, Tex... ... 720 810
Lynchburg, Va... 797 796
Macon, Ga.. . ..... ARG RS oy 1,212 1,313
Madison, Wis.. ... ... .. . 1,557 1,531
Manchester, NNH.. .. . .. : 432 423
Memphis, Tenn, . . SN, 5314 6,019
Meriden, Conn.. : : it 242 213
Miami, Fla.. . . .. 3 6,605 6,070
Midland, Tex.. ... i A 418 776
Milwaukee, Wis.. . i 8,180 7.946
Minneapolis, Minn.. . . .. 11,392 10,721
Mobile, Ala.. .. .. S P 1,134 1,192
Monroe, La.. . .. e 210 208
Montgomery, Ala.. . .. : 1,699 1,796
Muskegon, Mich.. . . .. S 572 570
Nashville, Tenn,. . ... ..... ... 3,675 4,345
New Bedford, Mass........ . ... 1,050 1,226
New Britain, Conn.. .. : 470 470
New Haven, Conn..,. ........ B 903 1,003
New London, Conn.. .. 439 427
New Orleans, La.. ; 29 5,095 5,000
New York, N.Y.. 20,272 20,248
Newark, N.J.. A (o 4,694 4,406
Newport Nowl, Va. 3,346 3,581
Norfolk, Va...... S S 5,466 5,878
Norwalk, Conn.. : SIS 786 756
Odessa, R ; 152 153
Ogden, Utah. .. ... . : 983 1,056
Omaha, Neb.. .. ... ... ... ; 3,284 3,237
Orlande, Fla.......... 4,793 5,010
Paterson, N.J. . . 3, 16? 3,353
Pensacola, Fla. T,Bl4 1,840
Peoria, IIL. . 1,212 1,171
Phllud.lphlu, Pa.. 15,213 15,765
Phoenix, Ariz.. : 6,161 6,579
Pittsburgh, Pa.. ... . 8,965 10,164

Portland, Me.. .. P 852 755

Portland, Ore.-Wash. 6,905 7,359
Providence, R.l.... 3,747 3,790
Pueblo, Cole.. .. 216 166
Rachrvm, WG . .. . e v el esmni 84 46
Ralelgh; NUE.. . ... .ooaviaaainmnin 1,934 2,158
Reading, Pa.. .. 5 697 778
Richmond, Va.. . ... 4,267 4,728
Roanoke, Va....... 1,557 1,925
Rochester, N.Y. 5,234 5,301
Rockford, NI, . 2,562 2,625
Sacramento, Culif i) $g 5,339 4,?26
Saginaw, Mich., . b 6351 639
St. Joseph, Mo, .. . .. : ; 254 238
St. Louis, Mo.. i 8,087 8,497
Salt Lake City, Utah . 3,065 3,182
San Antonio, Tex.. 3,196 3,317
San Bernardino, Cullf 7,856 7,234
San Diego, Calif...... =k 13,093 13,561
San Francisco-Oakland, Calif. .. 13,894 11,046
San Jose, Calif.. 17,461 |7.006
Santa Bﬂrhﬂru, Calif.. .. .. ; 1,101 1,211
Savannah, \ : 1,499 1,543
Seattle, Wclh 20,551 21,063
Shreveport, T R P 1,212 1,301
Sioux City, lowa. . ; o 784 514
Sioux Falls, S. Dak. . 290 258
South Bend, Ind.. . NG 561 650
Spokane, Wash. . . 1,413 1,451
Springfield, .. .. 505 602
Springfield, Mo.. . ... v penl 731 852
Springfleld, Mass.... . .. o 2,276 2,050
Steubenville, W, Va.... 280 224
Stockton, Calif.. 1,663 1,614
Syracuse, N.Y. .. .. 1,448 1,420
Tacoma, Wash. . . . 4,699 4,766
Tampa, Fla.. .. ... .. " : 7.733 7,763
Texarkana, Tex...... S e 561 641
Toledo, Ohio 3,279 3,354
Topeka, Kan.. . 1,067 1,282
Trenton, N.J. .. . . 1,056 1,167
Tucson, Arlx............coc0.u. 2,553 2,635
Tulsa, Okla... . ... L 5,851 7,039
Tuscaloosa, Ale.,......c.0onneey 587 597
Tyler, Tox.......... A P 314 390
Utica, N.Y. . : Nz 359
Wace, Tex.. SIS 206 206
Walhlnmon, D.C.. 16,589 18,479
Waterbury, Conn. 1,333 1,568

Waterloo, lowa. = ; 855 967
Woest Palm Beach, Flu
Wichita, Kan., .

Wichita Falls, Tex, e ; 328 373

Wilmington, Del,. el 4,835 4,130
Winston-Salem, N.C. 3 ey 3,724 5,221
Worcester, Mass.. .. . 849 826
P B PN A O OF e St A 20 748 827
Youngstown, Ohio. 2,929 3,383

. continued
Change in 1968 vs
Projection 1967

- 83 19.5%

- 250 55.6%

- b 30.4%

- 60 3.4%

- 185 52.9%

101 - 127%

- 1 - 9.3%

19 73.2%
255 137.2%
- a7 26.9%
—~ 855 83.0%
2 17.0%

— 240 312.3%

— A4 14.7%

- 175 30.3%

— 458 71.3%

- 32 9.6%

178 95.5%
69 39.0%
102 57.6%

- 213 77.3%

— 904 53.3%

— 44 10.9%

~ 90 37.2%

1 41.2%

= QN 38.0%

26 23.1%

9 24.9%

— 705 25.0%
29 55.1%
535 75.4%
- 158 107.4%
234 103.6%
&71 72.3%
- 58 34,3%
2 - 58%

- 97 62.9%
2 20.9%

— 470 42.6%
176 24.9%

0 1.6

100 - 60%
12 3.8%

95 19.6%

24 23.8%
288 28.5%
— 235 82.0%
- 412 96.8%
30 41.9%

- 1 - %
- 73 115.2%
47 701%

- 217 66.1%
109 27.0%
26 107.4%

41 27.8%

- 552 25.3%

- 418 22.7%

—1,199 59.2%

97 52,6%

— 454 38.1%

- 43 16.4%

50 — 29.4%
38 - 75.4%

— 224 44.8%

- 8 10.5%

— 461 56.3%

— 348 49.7%

- &7 32.0%

- 58 80.5%

613 59.5%
12 — 344%
16 22.0%

— 410 11.3%

- N7 70.6%

- i 8.5%

622 67.9%
— 448 100.8%
2,848 77.1

455 133.3%

- 110 78.3%

~ Ad 139.8%

- 512 53.3%

- 89 767%

268 153.1%
32 87.6%
89 - 23.2%
38 56.8%
97 12.9%
121 55.2%
226 44.3%
56 54%
49 39.7%

28 - 1.9%

- 67 60.6%

- 30 39.2%

— 80 98.3%

- 75 75.2%

- 215 519,

11 40.5%

— B2 95.3%

—1,188 137.6%

- 10 37.1%

- 76 A8.4%

42 - 21.8%

0 - &

—1,890 44.6%

235 56.0%
- T2 37.5%

42.4%

~ 442 89.4%

— 45 30.5%

705 97.3%
1,497 78.7%

23 9.7%
- 79 24.3%
—~ 454 70,5%
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The Cordoba in Spanish oak finish

It’s all Williams but the

Just select the color, Williams does the rest' mvw mts‘
of vanities and upper cabinets, styled the way a woman wants
them. Designer approved in seven planned-to-please-her shades
and rich wood finishes — coordinating tops and bowls,

And Williams flatters her with the warm light of i!lcanﬂmfﬁ

bulbs. With big, big mirrors. Delights her with durable finishes
that resist her family.

Provides more space for
their belongings.

Does she like to plan?
We've a range of sizes to
fit any space and lots of
optionals to make her
planning practical. Don’t
forget our popularly
priced medicine cabinets
—to use alone or with
vanities. And that takes
care of everything except
the wallpaper.

iy o ol o Sold through selected distrib-
WILLIAMS PRODUCTS, INC. HH g »
1536 Grant Street Uto,h”- HEID yvourself .Whlle
Elkhart, Indiana 46514 vou're pleasing her. Write for
our complete line catalog.

WILLIAMS

Send me your free full-color catalog,

I
| ]
l I
| |
[ |
l |
l |
| Firm Name_ e 1
| 1 PRODUCTS, INC.
 Address. e ]
,i B oS e
| I
;. C\TY__i SN | PSS Y| ]
S iy [ . LR L L T AL e s almoets
e 2R d E stateandif ot NI e o ;
The Constellation with stainless or gold trim [ e 1
| |
| T L A A 1 S
L. Sypeiof it SR el S
| |
| |
L J

Circle 53 on Reader Service card 43




NEWS

For builders: The questions and answers on open housing

Congress and the President have made
open housing the law of the land (see p. 5).

How does this affect builders, lenders
and owners? Here are answers to some of
the most urgent questions about the law,
Title 8 of the new Civil Rights Act:

Q: We bought land a year ago, before
this law was passed. The land is for a pro-
ject we plan to open in 1969. Must we sell
to Negroes?

A: Yes. As of Jan. 1, 1969, you will be
covered under the section that prohibits
discrimination in the sale of a house that
is not your personal residence. The new
law states: “Tt is illegal to refuse to sell
or rent after the making of a bona fide
offer, or to refuse to negotiate for the
sale or rental of, or otherwise make un-
available or deny, a dwelling to any per-
son because of race, color, religion or na-
tional origin.”

Q: Can we get around this law simply
by informing a Negro that he can't inspect
the house?

A: No. It is “forbidden to represent
to any person, because of race, color, re-
ligion or national origin, that any dwelling
is not available for inspection, sale or
rental when such dwelling is in fact so
available.”

Q: Are builders of two or more dwell-
ings a year affected immediately?

A: Not unless the dwellings were in-
sured by FHA after Nov. 20, 1962, or
built on land cleared by the federal urban-
renewal program. President Kennedy's ex-
ecutive order already covers these 900,000
housing units, but enforcement has been
lax (News, Jan. '63).

The brunt of the new bill will not be
felt until Jan. 1, 1969, when discrimination
in all apartments and newly built single-
family homes will be illegal. The only ex-
ceptions: resident owners and builders who
sell fewer than two houses a year.

Q: We built a 50-unit apartment in
1959 with a conventional loan. Can we
discriminate in rentals?

A: Not after Jan. 1, 1969, when your
apartments will be covered.

Q: Does the new law carry criminal
penalties?

A: No. You can’t be sent to prison for
simply discriminating. Under civil law, you
can be sued by the discrimination victim
or the federal government and fined up to
$1,000 in punitive damages.

Q: Can the law indirectly result in a
jail penalty without a jury trial?

A: Conceivably. If a violator defies a
court order, a judge can rule him in con-
tempt and send him to jail.

Q: What is the penalty if discrimination
is proved in the sale or rental of housing?

A: First, you can be ordered to sell or
rent to a complainant. If, while a complaint
is pending in the courts, you sell the house
to another buyer (provided the judge has
not issued a restraining order against the
sale), you can be required by the court to
pay whatever actual damages were suffered
by the complainant in addition to $1,000
in punitive damages.

Q: Are mortgage lenders affected?

A: Yes. As of Jan. 1, 1969, banks,
s&LS, insurance companies or any other
business engaged in making commercial
real estate loans can not discriminate by
denying a loan for the purchase, construc-
tion or repair of a building or by setting
extra-high interest rates solely because of
the applicant’s race, color, religion or na-
tional origin.

Q: How fast will Negroes move into
formerly all-white areas?

A: In certain suburbs, where large tract
builders have been discriminating for fear
of being at a competitive disadvantage,
there may be an influx of Negroes, espe-
cially in suburban apartments.

But what the Negro can afford to buy
or rent is directly related to what he earns.
So, while Negro income remains sub-
standard, there will be no mass exodus
from the urban cores to the expensive
suburban areas.

=y

5 = "- ;
‘:{:‘%‘;é;;é‘ s

for full-color 3-D Viewer ($1.00).

: Fountains by RAIN ]ET i

Thousands of crystal-like droplets capture the color and brilliance ‘
of underwater lighting by night and become a shower of dia-
monds. Thousands in use in homes, industrial and office buildings, ‘
banks, restaurants, stores and motels as well as gardens and parks. ‘

Complete fountain, including 3-ft. bowl, recirculating aqua- [
vator and underwater lighting from $199.50. Other size bowls to 3
8-ft. No plumbing needed. Just provide electrical connection ‘
and fill bow! with water. Send for free full-color literature...or

Division of RAIN JET CORP., Dept. HH-31 |
303 S. Flower St., Burbank, California 91503

1 ||I

/|
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IT TAKES ONLY 2 MEN TO LIFT
A WALL INTO PLACE WITH

JSROCTOR

/JBROCTOR \
RODUCTS CO.,INC. _

Box FH  KIRKLAND, WASHINGTON 98033

Circle 55 on Reader Service card

WALL JACKS

°

Increases speed of construction and
eliminates fear of injury

\ Lightweight PROCTOR
Wwall Jacks take the back-
\ breaking labor out of rais-
ing walls. Workmen stand
back from the job where
accidents cannot happen.
Walls are lifted quickly,
easily, accurately. You can
save time and money with
PROCTOR Wall Jacks.,

Only $160 per pair
plus freight.

SATISFACTION
GUARANTEED
If your dealer
can't supply

order direct from

HOUSE & HOME




A beautiful door is only the
X"panda@) beginning of closet glamour . . .
when you complete the package
. . . all-steel shelving with with handsome X-Panda Shelves!
skilled labor “built-in” Instantly adjustable, these strong
steel shelves go up fast with
only a screwdriver. There are no
mistakes, no waste and no
painting. Shelves are available in
a choice of bonderized enamel
colors. Brackets and rods have
a beautiful brushed satin-tone
finish. X-Panda Shelves are
stronger than custom-built
wooden shelves . . . and they
can’t warp, splinter or burn.
A wide variety of endwall and
offwall installations are
possible—to fit every
shelving application at
lower installed cost.

at the factory

products co.

P.0. BOX 68 PRINCEVILLE, ILLINOIS 61559 PHONE 309-385-4323

ENTRANCE CLOSETS WARDROBE CLOSETS
X-Panda Shelf puts extra beauty where it is most important Installation is fast . . . shelf and rod expand for a perfect

.. . where everyone sees it. fit with no waste.
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dow Marlite paneling gets involved
in everybody else's business.

New Rosewood does wonders for a corporate
image by capturing all the rich grain and color
of hand-rubbed natural wood. Only differ-
ence: Marlite stays like new, Annual Report
after Annual Report.

New Lombardy Travertine has been accused of
looking like costly Italian limestone. That’s
the idea exactly. So if your customer wants
magnificent walls without paying a heavy pen-
alty, make a case for this Marlite paneling,

See Marlite's

New American Tile is the answer where clean New Antique White Tapestry has texture you
walls are the question. All the beauty of ce- can see and feel—down to the most delicate
ramic tile, but none of the problems of grout- thread. But Marlite texture can’t peel off. It's
ing. And like all Marlite paneling, this wall deep-embossed in the panel for a lifetime of
wipes clean with a damp cloth. wash-and-wear beauty.

New Marlite Mural, entitled “Flemish Har- New Textured Oak gives you everything the
bor,” is crafted in deep brown and gold on a real wood has except acorns. Authentic tex-
white background. Use this panel when you ture. Distinctive grain. Plus a rugged plastic
want pictorial effects in a hurry. (Marlite goes finish that resists heat, moisture, stains and
up fast without interrupting business.) dents. A great background for any business.

— 1 = :
new line of prefinished hardboard paneling (including new Fire-Test Panels) . Marllte

in Sweet’s File or write Marlite Division of Masonite Corporation, Dept. 522, Dover, Ohio. 44622. MASONITE piastic_ﬂnished panehng

MAY 1968

CORPORATION
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VILLAGER
SOLID VINYL SIDING  ?

soon . ... evervone wil

It's really something! Our own solid vinyl
siding. The siding that won't do anything . ..
except last and last . .. all the while looking
its clean, smooth beautiful best!

Made of the best...B. F. Goodrich
Geon® vinyls. . .in softly-rich colors: light
gray, light green and white. Both 8" and
double-4” types.

Now's the time to check up on this new-
est of all sidings. Decide how it can do a lot
of good for your business. Get samples and
literature.

Write or phone Philip Carey Corporation,
Dept. HH-568, Cincinnati, Ohio 45215.
Phone: 513—821-3000. It's worth it!
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© AMERICAN STANDARD Inc. 1968

Circle 60 on Reader Service card

A toilet that ventilates itself?
This has to be the hottest bathroom
feature since American-Standard
moved plumbing indoors!

And we’re making it even hotter
with big, bold, bright ads in

LiFE, TIME, NEWSWEEK, SUNSET,
BETTER HOMES & GARDENS,
House BEAUTIFUL and

House & GARDEN. No wonder
smart, successful builders like

Gene May, of Evermay Homes,
McLean, Va. are featuring the
remarkable Compact/ Vent-Away
in their model homes right now!

AMERICAN
STANDARD

PLUMBING & HEATING DIVISION




The sporty Fiesta makes other kitchen sinks look like
they’re standing still. Once women get their hands on
that souped-up instrument panel, there’s no stopping ‘em!
And smart, successful builders like J. S. Hovnanian of Holiday-

On-The-Green, Mt. Laurel, N. J., know it. He's turning AMERICAN
prospects into home buyers right now with a Fiesta sink in each STANDARD
of his model homes. We're backing Mr. Hovnanian and you up PLUMBING & HEATING DIVISION

all the way with advertising that’s reaching (and pre-selling)
137 million people. That's pretty wild, too!

© AMERICAN STANDARD Inc. 1968
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The slip-resistant bottom on
our Stan-Sure™* tub makes stepping
into the bath as easy as jumping into
bed. Makes your homes easier to sell,
t0o. ( Just ask George McCormick,
of Mac & Mac Inc., Pittsburgh, Pa.
He's featuring Stan-Sure in his model
homes for the second year now!)
What more could you ask for? Big,
bold ads like this making a splash
with your best prospects in 14 of their
favorite magazines!

*4 times safer than regular tubs,

These nationally advertised
trend-setting products are being
featured by builders all over the
country. Reason? To help sell more
homes faster. For more information
and details on the special promotional
program call your nearest American-
Standard representative, or write us,
American-Standard, 40 West 40th Street,
New York, N.Y. 10018.

AMERICAN
STANDARD

PLUMBING & HEATING DIVISION

© AMERICAN STANDARD Inc. 1968
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The round one.
It's what’s newin central air conditioning!

e 08
H,

SV

This new Carrier air-cooled unit says your homes
are as modern as '68 . . . distinguishes them from others
down the street.

Makes all other condensing units, well, kind of
square.

Is considerate of shrubs and neighbors, too, even
close ones. Tosses heat and sound straight up—away
from them, not at them.

And figure on low on-site labor costs. And Carrier
quality through and through—at a very attractive low
price.

The round one. Modern. Available in capacities
from 17,500 to 49,000 Btuh. Well worth inspection—
your Carrier Distributor is the man to see. Or write us
at Syracuse, New York 13201.

Carrier Air Conditioning Company

 Carriers
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Meet our new continuous tree

Potlatch Electro-Lam® beams are trees
redesigned and rebuilt into superior load-
carrying members. Each individual board is
kiln-dried, then surfaced and scarf-jointed.
Laminated together under tremendous heat
and pressure into a continuous beam, they
are stronger than a whole tree, carry more

Potlatch puts the FOR in FORESTS

load than steel 1 beams the same size or
weight. And our continuous lay-up makes
any desired lengths precisely available.
Electro-Lam beams are typical of the ad-
vanced products produced from our per-
petual forest resource. From over a million
and a quarter acres, trees are selectively

for wood products, for paperboard and packaging,

Lithographed on Northwest Coated Cover, basis 60, another creative product of Potlatch Forests, Ine

harvested and remanufactured to solve
some problem of business or industry. If you
have a problem, we are finding answers,
continuously. Potlatch Forests, Inc., P.O.
Box 3591, San Francisco, California 94119.

Potlatch ph

for business and printing papers




WHAT THE LEADERS ARE BUILDING

Three models show the kind of excitement that space can create

56

The house shown here, and the two houses
on page 58, are new models at Green-
brook, a Larwin Co. project in Cypress,
Calif. They are already proving to be best-
sellers chiefly because they appear far more
spacious than their actual area. And this in
turn is due to their imaginative use of
vertical space.

The main entrance to the house above
leads to a mid-level landing (plan, below)
that looks down into a sunken living room
and up to a soaring 2¥2-story ceiling and
balcony on the upper level (top photo,
left). By contrast, the dining room has a
more intimate feeling because of the low
ceiling. But the family room (center, left)
appears larger than it is because it opens
to the living room.

On the second floor, the master bedroom
has a sloping ceiling (bottom, left) that
rises to the ridge. And it is opened up even
more by a high window and glass doors to
its own sundeck.

Other features include a compartmented
master bath, large walk-in closets, a full
bath on the lower level next to the den (or
guest bedroom), a bar in the family room
and a separate laundry room between the
family room and two-car garage. The fifth
bedroom can be eliminated to make space
for a three-car garage and a larger laundry.

This model offers 2,983 sq. ft. of living
area, including sun deck; it sells for $35.-
550. Opened in November, it has already
accounted for more than 100 sales.

The two houses on page 58 are priced
at $35,990. Opened in February, they have
accounted for a total of 50 sales.

All three houses represent the high end
of Larwin's eight-model line, and they cur-
rently account for about 25% of total sales
at Greenbrook. The project’s total for the
16 months it has been open is 1,200 sales,
with current delivery dates as far away as
December.

Architect: B.A. Berkus.
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DECORATOR FINISHES IN PERFECT TASTE

WEISER LOCKS

WEISER COMPANY - SOUTH GATE, CALIFORNIA
DIVISION OF NORRIS INDUSTRIES




WHAT THE LEADERS ARE BUILDING couinucd
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GARAGE LIVING
CONVERSATION 1
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LOWER LEVEL

CENTRAL-ENTRY MODEL has a loggia
leading through the house to the rear yard.
Above it, a glassed-in gallery connects the
master bedroom with the rest of the house.
A sunken living room (right) has a view of
the front door and open gallery abpve. One
step down from the living room is a con-
versation pit (plan, right, and cover). The
in-line kitchen has an island sink that
overlooks glass-walled family room. Living
area: 2,678 sq. ft., plus deck.

Other photos of this and the model
above are shown on p. 96.

58

SIDE-ENTRY MODEL at Greenbrook has
a front fence to shield the living room
windows and the entry court (plan, left).
The kitchen—which has a walk-in pan-
try—opens into a large family room with
two full walls of glass opening to rear
patios. The two-story living room includes
a conversation pit in one corner beneath
the stair landing. The master bedroom
(left) has its own rear balcony and a large
closet-walled dressing room. Total living
area: 2,764 sq. ft.

[ o =
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GARAGE
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LOWER LEVEL

Letters start on p. 65
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New from Ozite...lowest priced pattern carpet ever!

s Ozite Outdoor-Indoor Pattern Carpet ! Now get all the proven features Solid colors with rubber back!
of original Ozite Outdoor-Indoor Carpet made with Vectra fiber...and There isn't a more solid carpet
striking patterns, too! These aren't burned-in designs that catch and value than Ozite Town-Aire Car-

hold dirt. They're actual patterns...three in all...Brick, Wrought Iron and pet! All the durability of Ozite
Mosaic...and each pattern comes in different colors, We call it Ozite Fiesta Outdoor-Indoor Carpet, but with

Carpet. Amazing Vectra fiber is colorfast...won't rot. Dense, firm surface built-in high density foam rubber
resists soiling, is not affected by mildew. Low-cost installation. Seams back for indoor use. Qutstanding
beautifully. Face yarn will not ravel or sprout. There's no finer decorative dimensional stability. Easy to in-
carpet value for kitchens, baths, rec-rooms, patios, balconies, commercial stall and maintain. See new Ozite
installations...anyplace indoors or out! Fiesta Carpet and Town-Aire Car-

pet at your Ozite dealer now.

] nl:niml-’f L7

= [JZife CARPET PRODUCTS nace wirVectra.....

Ozite® is the registered trademark of the Ozite Corporation, Merchandise Mart, Chicago, lllinois.
Vectra® oleiin fiber is manufactured by Enjay Fibers and Laminates Company, Odenton, Maryland, a division of Enjay Chemical Com >any. Enjay makes fiber, not carpets.
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You don't have to tell
your prospects

It says you're up-to-date. Moenique is
new—it’s the first major improvement
in vears in shower-tub accessories.

It says you're interested in conveni-
ence for your homebuyers. Moenique
puts everything in one easy-to-reach
place.

It says you have safety in mind, too.
Moenique unclutters the walls around
the tub and thus eliminates many po-
tential hazards.

See Moenique at the Pacific Coast
Builders Conference at Booth 101

But Moenique will tell them
a lot about you.

At the same time, Moenique reduces
your installation costs. One trade (not
three) installs the accessory center.

Shouldn’t you get the full story on
this unique way to upgrade your
homes?¢ Get information fast on
Moenique or on our full line of fau-
cets. Call or write Moen, inventors of
the single-handle faucet.

moEN the faucet that
turns people on.

Moen, Elyria, Ohio 44035, a Division of Standard Screw Co., 216/323-5481

Circle 67 on Reader Service card




Start with a Great Idea — Mellowood
cabinets crafted by Kitchen Kompact.
It's a stunning and exciting way to add
sales appeal to your homes. Friendly,
warm Mellowood is classically styled
—doesn’t date itself. And the rich,
lush wood tones will complement any
kitchen decor. The KK construction is
just as good as its handsome appear-

ance. An improved dual drawer sus-
pension system affords even smoother
drawer action. KK's exclusive rounded
drawer design has proved itself ex-
ceptionally strong plus making clean-
ing far easier.

Here’s another Great Idea . . . use
Kitchen Kompact Mellowood cabi-
nets in other room areas . . . game

room, den, family room. Provides a
finished, professional touch plus giv-
ing valuable, extra storage space.
Check Kitchen Kompact's two dis-
tinguished cabinet lines — Mellowood
and Fruitwood. You’'ll see why KK
has been acclaimed “The Best Value
in Cabinetry”.

Want some Great Ideas for your
homes? Write for the new booklet,
“Great ldeas with Kitchen Kompact’.
Free for the asking.

Kitchen Kompact, Inc.

911 East 11th Street

Jeffersonville, Indiana 47130
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A GREAT IDEA!
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BROAN-NEW! Two-speed,
quality-built hoods for the budget-
conscious —the Colony House line

Choose a Colony House Hood with available in either 30" or 36" widths.
_rectangular duct, at 140 CFM (damper Broan quality features include two-speed
included) lists from $335O ..the round control, a lifetime washable grease

duct model at 160 CFM lists from $30.50 fjjter (and in the duct-free, an additional
...or the duct-free which lists from $37.50 gactivated charcoal filter), 100 watt light.

All three come in Coppertone, Avocado, !N short, more hood for your money.
Stainless Steel and White, and are Send for Colony House Hoods literature.

e e

[ N N ]
d From the manufacturers of custom-made BROAN MANUFACTURING CO. INC., Hartford, Wisconsin
Chuck Wagon hoods, Lo Sone fans, and Rush your Colony House Hood literature,
the finest quality hood line led by dual
blower ventilators . . . for more NAME

than 35 years.

FIRM =

‘‘‘‘‘ TR ADDRESS i
BROAN CITY STATE T
BROAN "ég?ﬁ':ﬁ?w“mc {ama ["] Contractor [] Builder [ Dealer
HARTFORD, WISCONSIN [ Architect [] Distributor
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FLOOR-

(Helps you sell homes faster!)

Introducing: The Kid-Cushioned Floors. Persian Tile™, Spring® Luxury Cushioned Vinyl: Terracotta.
Z | R = 5 Like all our installed cushion-vinyl floors, it meets all FHA requirements.
What do we mean by Kid-Cushioned?

Beautiful floors that can take a beating
and not show it.

A new idea in vinyl floors that sells
houses faster because it s a benefit
buyers want,

Kid-Cushioned Floors
aren't just plain, ordinary vinyl, But
proved Congoleum-Nairn cushioned vinyl,
Proved because its extra vinyl
cushions its beauty
against the beating floors take from kids,
“lookers” and home- buyers
..better than other floors.

]]16\ have the cushion-in-the-middle.

So when children jump-up-and- down
rassle & rough-house, the cushion “gives.
Then bounces back to its original beauty,

Scuffs? Scratches? Marks?

Forget 'em!

Our vinyl is tougher & thicker.

Spills? Dirt? Accidents?

Forget about them, too. —

Kid-Cushioned Floors come clean fd.bt”
“How about installation?”

Fast & easy.

Kid-Cushioned Floors

won't crack or split in cold weather.

T he) stay flexible. And man) install on any grade.
Thanks to our famous White Shield® backing.

“How about choice?”

Kid-Cushioned Floors come in
the widest range of color-pattern combinations
to ease your decorating problems.

Yet Kid-Cushioned Floors never cost more
and usually much less than their imitators,
BUILDERS BEWARE:

There’s only one KID-CUSHIONED FLOOR.

It was invente {i & perfected by us: Congoleum-Nairn.
For complete details see your floor ¢ uvum;., contractor.

ROMAN ACGENT™ AP VILLAGE SQUARE

Congoleum Nairn

COPYRIGHT 1968, CONGOLEUM-NAIRN, INC,
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5 dependable household

servants from Miami-Carey...




and 5 good reasons to buy

These 5 essential products for the home all
wear the same name plate. (Advantage: one
source—one responsibility.) Each comes from
an unusually large family of similar products.
(Obvious advantage: good selection.) We've
made them as easy to install as we know how.
(Advantage: savings on installation.) They are
tastefully styled. (Often overlooked advan-
tage: little things sometimes sway big sales—
like homes.)

And their performance and quality have the
Good Housekeeping seal. (A mutual advan-
tage: making the kind of products that improve
your business is the only way we know of to
improve ours.)

Why not try all of these products under one
roof on your next job? You'll have 5 advantages
going for you.

For complete information ask for “The
Builder’s Pack”—a complete set of full color
catalogs on each of these lines. Address
Dept. HH-568M, Miami-Carey Division, Philip
Carey Corporation, Cincinnati, Ohio 45215.

MIAM

o OF PLRFORMANEF 0
q‘(‘v_.\)( !;;_,f

& b ®
+ Good Housekeeping » A
’-3‘,‘ CURRANTERS. o

“EMeny og aeronn 10 6
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LETTERS

College-trained talent

H&H: Your March article on hiring men with
college degrees in building is exceptionally in-
formative and dramatic.

As a direct result, we have just received
several letter and telephone inquiries concern-
ing our program, which you so kindly listed.
We imagine that each of the other schools
that you identified as offering building cur-
ricula will experience an equivalent response.
Such constructive reporting is a positive way
of solving the shortage of able young men for
builders’ organizations. As always, you serve
the industry well.

Epwarp F. SHAIFER JR., chairman
Construction Dept.

Arizona State University

Tempe

H&r: Everyone in our department at Michigan
State is pleased with the article.

We have received numerous inquiries about
the availability of our graduates and some
letters from prospective students. We wish
there were more of the latter so we could
come closer to fulfilling the needs of the
industry.

E. A. BEHR, acting chairman
Department of Forest Products
Michigan State University

East Lansing

H&H:. . . well done and very timely. Please
note that the University of Oregon should be
listed among the colleges offering a degree in
building construction.

JeroME Dasso, associate professor

of real estate

University of Oregon

Eugene

Housing ‘mystiques’

H&H: Your March editorial on the “mystique”
of easy solutions to housing is superb. I hope
you continue with the effort to get people to
get their heads out of the clouds, get their feet
on the ground and understand the realities of
the situation.

You express very clearly my feeling about
the mess created in housing by so-called ex-
perts from the academic field, none of whom
have any basic knowledge and understanding
of the housing industry and how it works.

THoMmas P. CooGaN, president
Housing Securities Inc.
New York City

H&H: Being generally considered a heretic
with regard to housing and, especially, to gov-
ernment’s role in housing, it is always nice to
see clean, knowledgeable and refreshing ex-
position of like heresy.

Congratulations on your March editorial,
Your promise of additional columns leads me
to suggest that you seriously consider putting
them in pamphlet form as an antidote to the
panacea pamphlets that abound.

RicHARD E. BLAKLEY
State of Illinois Housing Board
Chicago

H&H: Your March editorial is not particularly
earthshaking, but old-fashioned horse sense
rarely is. What you say is vitally important,
and I hope that you will keep on saying it and
that your readers will somehow get the mes-
sage to all of the people in this country who
need to know the facts.

Joun A, Stastny, vice president and secretary
National Association of Home Builders
Washington, D.C.

Letters continwed on p. 70
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We became first choice of

4 million buyers when the word
got out: Waste King can take

all the food waste any family can
hand out—day in, day out for
years—and do it quietly. Without
jamming. Without annoying
service problems. (Our warranty
is one year parts and labor. And
it's backed by over 900 factory-
trained service agencies across
the country.)

We hushed the irritating noises
with our patented Hush Cushion
suspension. And when people
found it easier on the ears to

WHEN YOU'RE
THE FIRST
T0 SELL
4 MILLION
NZINAN

take the daily grind, they bought
Waste King.

We made our disposers another
cut above the others by giving
them a better cut below. With
an exclusive surgical steel
undercutter blade that really
tears into its work. When people
discovered that we cut up
stringy stuff like corn husks and
celery, they bought Waste King.

A disposer that’s trouble-free,
longer-lasting and quiet has the
kind of selling points that help
sell the kitchen that helps sell
the house. We're telling 50

million readers of Look, Sunset
and shelter magazines about

it. Why not give your next
project another edge on
competition —Waste King's edge.

WASTE KING

UNIVERSAL,

rs. And for the perfect companion,

HOUSE & HOME
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SPECIAL
INTRODUCTORY
OFFER

Home
owner’s _
Record Book & Guide

GIVE THIS HANDSOME,
LOOSE-LEAF BOOK TO YOUR NEW HOME-
OWNERS — IT'S DESIGNED TO HELP 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.

w 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 YOU—

® EXPLAIN HOME MAINTENANCE AND CARE
TO YOUR BUYERS

¢ MINIMIZE CALL BACKS
e CREATE GOOD WILL

e ADD A PERSONAL TOUCH TO YOUR MER-
CHANDISING

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

HOUSE & 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 their
product literature to over 50,000 prime prospects

annually.

To obtain a

copy of the HOUSE & HOME PLANNERS' DIGEST

HOMEOWNER’'S 330 West 42nd Street, New York, N.Y. 10036

RECORD BOOK Please send me the HOMEOWNER'S RECORD BOOK &

& GUIDE GUIDE for 10 days free examination. In 10 days | will
remit $6.95 plus any local tax and postage. Otherwise,

for FREEt' I will return the book postpaid.

examination

and approval, - =

fill in and mail ADDRESS —

this coupon R STATE £ | A
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BERGER CONVERTIOLE TRANSIT-LEVEL MODEL 320

Keep the lid on
building costs

—with the instrument of “101” uses

Which Berger is best
for your needs?

(Not shown: Model 500 Optical Plumme?
Transit-Level. Same specifications as
#320 but with optical plummet. $290.%)

18" PROJECT LEVEL. Model 480. 33-
power coated optics, With horizon-
tal circle and 5 min. vernier.
$290.00*

HEAVY DUTY 12” DUMPY LEVEL.
Model 150, 25-power coated optics.
$160.00*

=

i
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J
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SPEED-A-LINER BUILDER'S TRANSIT-
LEVEL. Model 200A. 20-power optical
system. $123.00*

~§4

L !Q

SPEED-A-LINER DUMPY LEVEL. Model
190A. 20-power internal focusing tel-
escope. $78.00*

-——-————.——————-1

The more building jobs you can do with a single instru-
ment, the easier it is to keep costs down. That’s why
Berger's Convertible Transit-Level (Model 320) is really
custom made for these days when construction costs
keep soaring and nibble away at your profits.

The Berger Convertible meets building challenges
from measuring angles, extending lines and setting
forms to aligning structural steel and establishing
grades for streets. It does these and scores of other jobs
fast and accurately —the insurance you need to protect
against costly “do-overs.” And like every Berger instru-
ment, it’s manufactured right here in our Boston factory.

For its moderate price you get big instrument fea-
tures like a 22-power telescope with coated lenses that
focuses 3 ft. to infinity, horizontal circle and vertical
arc with double vernier reading directly to 5 min., plus
all the other features and superb craftsmanship for
which Berger has been known since 1871. See the
Berger Convertible. ,.get the feel of it, at your dealer.
Or mail coupon for full information. C. L. Berger &
Sons, Inc., 53 Williams St., Boston, Mass. 02119

= = r<tsa = r<
B ... couron ron oerar.s B

C. L. BERGER & SONS, INC.
53 Williams St., Boston, Mass. 02119

Send complete details on:

[T} Master Builder Convertible
Transit-Level $220.*

[] Optical Plummet
Transit-Level $290.*

[C] 18" Preject
Level $290.*

[] Heavy Duty 12"
Dumpy Level $160.*

[[] SPEED-A-LINER
Transit-Level $123.*

[] SPEED-A-LINER
Dumpy Level $78.*

*All prices F.0.B. Boston, include carrying case and plumb bob. Triped extra.

NAME
(PLEASE PRINT)
ADDRESS
CITY. STATE 1 R
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continued from p. 65

uan: In one section (“Mystique No. 1: Tech-
nology™) of your March editorial, I am afraid
you are indulging in a comparison of apples
and oranges when you state that the cost per
sq. ft. of most new merchant-built dwelling
units is the same as the ex-plant cost of a
mobile home (86 to $7).

Sq.-ft. costs have always been an unrealistic
method of comparing various forms of hous-
ing; they are seldom used by “experts” who
are interested in truly evaluating noncompara-
tive systems.

If we are going to make comparisons, per-
haps the merchant builders could tell us their
costs for a 600-sq.-ft., single-family detached
residence with two bedrooms, 1% baths, all
appliances and all furnishings. Of course, mer-
chant builders do not build homes this small,
so we can only speculate. But T would venture
that their best costs for such a home would be
in the $10-per-sq.-ft. range.

On the other hand, the “assembly-line boys”
do build double-wides, which are essentially
mobile homes comparable in overall size and
floor plan with small merchant-built homes.
Ex-plant costs of these homes (excluding fur-
niture package, appliance package and profit)
are $5 a sq. ft. I think we “experts” do know
what we are doing.

JoHN SLAYTER, president
Slayter Associates Inc.
Elkhart, Ind.

H&H:. . . You say well in much that needs
saying. and I look forward to later editorials
in the same series.

NataHaNIEL H, RoGG, executive vice president
National Association of Home Builders
Washington, D.C.

For more housing “mystiques,” see p. 89—EDp

‘Masterful job’

Ha&H: I just had to write and tell you what a
masterful job was done on the apartment story
in the March issue. You are to be commended
for being able to distill all of the essentials of
a very complicated subject in a few short
pages.

[ also want to commend you on your “Mys-
tique” editorial. Tt was a pleasure at long last
to find someone who knows what he is talking
about with the courage to debunk some of
these myths, which are apparently becoming
as sacred as mother, home and flag. I am
anxiously awaiting your session with rehabili-
tation, which is long overdue for a factual
dissection.

Your magazine is greater than ever.

DonaLp J. ScHoLz, president
Scholz Homes Inc.
Toledo, Ohio

Buyer-motivation study

H&H: A detailed response to Norman Young's
letter to you [Mar.] on Project Home is not
possible. Its superficial and polemic character
completely negates any attempt to discuss
the issues. By quoting material out of context,
by half-truths and outright distortions of the
matter and purpose of the study, he throws
dust in the public eye and doubt on his own
qualifications as critic of serious scientific re-,
search.

Under its hysteria and confusion, one can
see two basic preconceptions in Mr. Young's
letter. Both of them are equally fallacious.

One: He is convinced that houses can be

Letters continued on p. 74
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This new Luxuria Mediterranean style is just one of seven styles
available from Long-Bell's nationwide network of assembly plants.

Out of the carton and onto the wall...Long-Bell
pre-finished cabinets save you time and money

No wonder this carpenter looks pleased !

He's winding up another quick installation of Long-Bell
pre-finished, true-fitting kitchen cabinets. From rich exte-
riors to carefully crafted, factory-assembled '‘action con-
venience" interiors . . . Long-Bell design and quality con-
struction lets him complete the job faster.

And his boss will be smiling, too.

For good reason. When the carpenter is done, there is no
worry about temperature control and lost time for cabinet
finishing. This kind of trouble-free speed means less build-
ing or remodeling costs—more units ready to show cus-
tomers sooner. It all adds up to greater sales and profits.

“Action” conveniences intrigue, then sell.

Today's sophisticated homemaker insists on distinctive
beauty—plus the latest in time and effort-saving efficiency.

INTERNATIONAL PAPER COMPANY
LONG-BELL DIVISION

MAY 1968

Self-closing drawers, Lazy Susans, pop-up mixer shelves,
sliding shelves in base cabinets and a pull-out vegetable
rack are just a few of the favorite “action’ sales-makers in
the Long-Bell Luxuria line.

For added savings, use Long-Bell vanities.
Long-Bell's new line of pre-finished vanities will give bath-
rooms more sales power too. Available in three beautiful
finishes, popular sizes.

Start quicker installation, greater sales action now!
Fill in and mail this coupon today.

| Tell me more | INTERNATIONAL PAPER
P. O. Box 8411, Dept. 812

Circle 73 on Reader

’ about Long-Bell I
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[[1 Please have & Address I

I representative call — B = |
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Builders gain competitive
buyers a sensible solution

MR. DICK SMITH of Falls Church, Virginia
Mr. Dick Smith, President of Richard Air
Conditioning, Falls Church, Virginia re-
ports how he has used the tremendous re-
cent publicity on air pollution to really sell
air cleaners.

“People are well aware of smog and air
pollution problems. It’s a fact that more and
more people are experiencing respiratory
problems. Without proper air filtration, the air inside the home is
the same as the air outside. I figure if I can help my customer
protect himself, I am doing him a great service.

“That’s why on every air conditioning lead, I first send a
brochure that talks Total Home Comfort with an air cleaner.

“Then I make a personal call. First I sell air conditioning, then
I talk air pollution and the fact that for just four or five hundred
dollars, he can have Total Home Comfort.

“I sell the Honeywell Electronic Air Cleaner at full markup
and make good profits. I'll sell over 100 units this year.

“The secret is talk air cleaners. With all the air pollution pub-
licity, prospects are very receptive. Most of them have already
heard about the Honeywell Electronic Air Cleaner, and a simple
presentation is all that’s needed to close the sale.”

MR. ART ROEHNER of Fairborn, Ohio
Hupp and Roehner, Inc., of Fairborn, Ohio is developing a
housing area with about 700 homes, with prices ranging from
$18,500 to $40,000. The blank frame for Honeywell Electronic
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Air Cleaners is installed in every house they build.
Mr. Art Roehner says, “We offer the Honeywell Electronic Air
r Cleaner as an optional feature in all homes.
Also air conditioning. Over one-third of the
buyers request the air cleaner—just a little
Jess than those who install air conditioning.
“We have a display of the Electronic Air
Cleaner in our sales office. Most people are
very interested in it because of the growing
air pollution problem, and also because of
children who may have allergies . . . the Elec-
tronic Air Cleaner is a great help on both
counts. Many people wait awhile and have it installed at a later
date; that’s why we always put in the Honeywell blank frame.”
Mr. Roehner concludes, “The homeowners are very happy with
the Electronic Air Cleaner. They say their houses are cleaner and
more comfortable in many ways.”

MR. MIKE ZAZOULINSKY of Aurora, Ohio

“We're really happy with the Honeywell
Electronic Air Cleaner,” says Mike Zazou-
linsky of Aurora, Ohio. “We have two de-
velopments under way right now—one in
Rootstown, the other in Kent, Ohio. In the
Kent development, we offer Total Home
Comfort as standard equipment. That is,
central heating and air conditioning, hu-
midity control, and the Honeywell Elec-
tronic Air Cleaner.”
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edge by oftering home
to air pollution.

“We feel that when a man spends over $20,000 for a new home,
he is entitled to the most comfortable home we can make for
him. The Electronic Air Cleaner is definitely part of that comfort.”

Mr. Zazoulinsky continues, “In our Rootstown Estates devel-
opments, we started offering this Honeywell Electronic Air Clean-
er about eight months ago. And the last 4 out of 5 buyers had it

installed immediately. They know its benefits, and the word : IN Gu il UTBUMES
spreads pretty fast. : |

“One family has a little girl with an allergy problem. They : B“ST DIRT L3k ‘ BlEAN AlH
installed the Honeywell Electronic Air Cleaner, and it relieved " " ko

her problems. PUU.EN E UUSE.WIDE
“I’'m entirely sold on the Electronic Air Cleaner. It’s obviously f

the coming item in home comfort.”

MR. WILLIAM H. HIGHSMITH of Anderson, Indiana
“We install the Honeywell blank frame for
the Electronic Air Cleaner in every home

e 1 ¥ gav 1112 oot Honeywell Electronic Air Cleaner mounts easily in return air duct of forced air
WS, build, EEYS MI’ Wlt‘lfdlﬂ H. nghbﬂll[h heating-cooling systems. Catches up to 95% of airborne dust and dirt, 99% of
of Anderson, Indiana. “People who have pollen passing through it.

had the Honeywell Electronic Air Cleaner
before buy it readily again because they
know of its advantages as far as dust, air

pollution, allergies and cleanliness are con- H ll
cerned. oneywe
N

“About 30 or 359 of the new homeowners add the Honeywell
Electronic Air Clcarcier after they have lived in the house awhile. AUTOMATIO
They not only realize that they will be living in a more comfort-
able home, but also that the resale value of their house will
increase because of this feature.”

Circle 74 on Reader Service Card




We were the
first company to
et scientific
about air pollution. ..

...1n attics

Air is polluted when there is
something in it that nobody
wants. Something that causes
trouble. Like excess heat. Or
too much moisture.

We fought it with science, becoming the
only company to fully research and de-
velop a properly balanced attic ventilation
system. It's Vent-a-System, and it creates a
uniform flow of air from soffit to ridge with
no blowers, no motors, no moving parts. Al-
ready proven in thousands of fine homes,

Vent-a-System is backed by
our $1.500,000 warranty that
says it must maintain attic
temperature no more than
15°F. above outside air.

The result is air cooler in summer and
dryer in winter. Air conditioning costs are
lower. Moisture damage is eliminated.
Paint doesn’t peel. Roof shingles last
longer. And ceiling insulation is kept dry
to prevent winter heat loss.

Isn’t science wonderful?

CLIP AND MAIL THIS COUPON TODAY FOR THE VENT-A-SYSTEM STORY!

Firm

City

Name

Please send literature on Vent-a-System, and other

products checked below:

[ X-Act Wood Mold Shutters [ ] X-Panda Closet Shelves
(7] Aluminum Louvers

[] X-Otic Door Pulls

Address

State. Zip

lam: []Builder [] Dealer [ Architect [7] Distributor
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continved from p. 70

built and sold only by trial and error.

Two: He seems to believe that Project
Home was intended to provide a blueprint for
building a successful house.

The American housing industry is working
by trial and error. And it is not able to get
its fair share of the consumer dollar. It wants
to know why—and that was why Project
Home was entrusted to our firm by 28 major
firms involved in the industry.

Using tested and accepted techmiques of
market research (with which Mr. Young does
not seem to be familiar), our organization
produced a report on the basic human at-
titudes that influence Americans in the pur-
chase or rental of homes. The results have
not been seriously or convincingly challenged
by Mr. Young or anyone else.

This report will not tell a builder how to
construct a house. It was never intended to
do so. But it does indicate things to avoid,
qualities to emphasize, in building a commu-
nications platform that will appeal to a num-
ber of different housing markets. It does pro-
vide the fundamentals of motivation which
automobile manufacturers, television distribu-
tors, makers of breakfast cereals, use every
day, but which the housing industry has hith-
erto ignored—to its own detriment.

Mr. Young works for the Levitt organiza-
tion, who are enormously successful builders.
The pattern of their success was established
long before Mr. Young joined them. His “ex-
pertise” gets a long ride on their coattails.

Project Home was an effort to bring hous-
ing out of the Neanderthal age. It is regret-
table that Mr. Young sees fit to stand, stone
axe in hand, at the entrance to the cave.

WILLIAM SNAITH
Raymond Loewy/William Snaith Inc.
New York City

For a report on Project Home, a buyer-moti-
vation study by Raymond Loewy/William
Snaith Inc., see House & Home's November
1967 issue. Critic Young is senior vice presi-
dent-marketing of Levitt & Sons.—ED

Land policy Down Under
H&H: You may be interested to hear that a
report on land taxation and land prices in
Western Australia has been published by a
select committee on which our agency, the
Metropolitan Region Planning Authority, was
represented. Material from HouseE & HoME
[Sept. '64] helped the policy makers to be
sympathetic toward the control of land prices.
DR. Davip CARr, chief planner
Metropolitan Region Planning Authority
Perth, Western Australia

Model Cities: human factors
H&H: I was greatly impressed with “Business
and the urban crisis™ [Feb.], It was a compre-
hensive, succinct and straightforward analysis
and challenge to private industry. I share
your feeling that urban slums and poverty
are among the most critical problems we
face today. If we are to overcome them, all
of us—government, business, educators, pri-
vate citizens—must learn to work together,
and work hard.

You may be interested in an explanatory
comment in connection with the brief state-
ment concerning the Model Cities program.
The $11 million and $300 million figures were
correct, but the explanation that the funds

Letters continued on p. 78
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et your feet
In a

billion-foot
market-

with Bird
olid Vinyl
Siding

The market for residential sidings — for new and
remodeled homes — should hit a billion feet an-
nually within the next two years. Says who? Says
the trade, in report after report. Get set for that
tremendous, sure-profit market with Bird's Solid
Vinyl Billion-Foot-Market Line.

BIRD SOLID VINYL SIDINGS — the news in the in-
dustry! Never needs paint. Double-4 and 8' and

Help me get my feet in

that Billion-Foot Market.

BIRD & SON, inc.

Box HH-5, East Walpole, Mass. 02032

Please rush me news about your
Solid Vinyl Products Line.

vertical. Choice of 3 colors. Won’t dent, pit, rust Name— - -
or corrode like metal. Won't blister, rot, flake or i :
» e —
peel like wood!
County —_—_Giate —

BIRD SOLID VINYL RAIN CARRYING SYSTEM.
Can't rust, rot, flake. No kinks in stock, transit, or
installation, like metal. Available in 10, 16’ and
21" lengths.

BIRD SOLID VINYL SHUTTERS.
No paint needed — easy installation. Available in
13 standard sizes and 3 colors.

Bird products available East of Rockies only

BIRD
&SON

QUALITY PRODUCTS BINCE 1786

East Walpole, Mass.
Chicago, 1.
Charleston, S.C.
Shreveport, La.
Perth Amboy, N.J.
Bardstown, Ky.
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Chevrolet Joo Iamers

FOR CUSTOM-TAILORED EFFICIENCY AND LOW GOSTS

You select from a broad
range of gas or diesel
engines, wheelbases,
transmissions, axies...
plus two cab designs.
That's why Ghevrolet
Job Tamers keep costs
low on your job.

There's no problem getting the
right truck for your toughest jobs.
Choose a Chevrolet Job Tamer,
Series 40, 50 and 60 come
equipped to handle practically
any hauling assignment.

Specify single rear axle or
big-muscled tandem models. Each
offers a variety of wheelbases to fit

C HMEWVREOLET

the body size that's best for your job.

GVW ratings range from 10,500 Ibs.
all the way up to 32,000 Ibs. with
single axle — up to 45,000 Ibs. on
tandems. For tractor-trailer service,
GCW ratings go as high as 60,000 Ibs.

There's plenty of versatility in the
power department, too. In gasoline
engines, you select from both Sixes
and V8s — from the standard

250 Six in some models to the
260-hp 427 V8 which is available for
the big jobs. Or ask for diesel

power — and get diesel savings —
to match the most demanding tasks.

These engines can be teamed with

a wide range of transmissions —
manual or automatic. Everything from
4.speed to 10-speed manuals,
depending on model.

Your choice of cab design, too.
Chevrolet's famed conventional cab

Series 50 Tilt Cab Model

measures a short 96 inches from
bumper-to-back-of-cab. Accommo-
dates a high cubage body on a shorter
wheelbase for good weight
distribution. Or select a tilt cab
model for both maneuverability and
excellent weight distribution.

Ask your Chevrolet dealer for the full
Job Tamer story. He's equipped with
all the facts. . . . Chevrolet Division
of General Motors, Detroit, Michigan.

== Jol Tamer trucks
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How to build

townhouses that cost less & earn more.

Western Wood
does it beautifully.

Apartment owners have found
that the added warmth and character
created by Western Wood appeals more to
prospective tenants. So rental rates are
tops, vacancy rates lower and the
structure’s resale value substantially higher
... in essence, the builder/owner who
makes use of Western Wood spends less
to earn more.

With Western Wood as both
framing and finish, structural elements
become dynamic design elements.

They work together to create the warm,
total environment so necessary in today's
multi-unit market competition.

MAY 1968

But perhaps most important,
Western Wood requires no special

technique. It's familiar to your subs, and it's

available anywhere in many grades, sizes.

Exciting ideas on multi-family
dwellings are just part of the extensive
Western Wood Urban Projection concept
...a program conceived and sponsored
by the Western Wood Products Association
to help guide the natural growth change
and renewal that occurs in every
community business district.

For more ideas, mail the coupon
for the new Western Wood booklet
“"Western Wood Multi-Family Structures...
More Profitable by Design.” Also check
the coupon for the Urban Projection
booklet and information about a 20-minute
full color 16 mm movie.
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W Western Wood Products Association

I@ Dept. HH-568, Yeon Building,

| Portland, Oregon 97204

| ] Western Wood "'Multi-Family Structures’' Book

| [ Urban Projection Book

1 Nome

Firm

I Address
0 s ——
. City

Zip
ond cleor grodes of Dowglas Fir, Ponderosa

Pine, Western Red Cedar, Incense Cedor, Western Homiock, White Fir, Engel.
mann Spruce, Westam Larch, Lodgepole Pine, ldoho While Pine, Sugar Pine

élu‘re

Western Woods include knotly

One of o series presented by members of the Forest
| Products Promotion Council. i
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"RED-CAP”

PLASTIC
SCREW ANCHORS

Screw starts
easy in
large throat.

Gripper fins
prevent
turning.

““Hi-RED"”
Anchor
with a
collar

end slips
into

\
/ hole

for 8, 7,«or 6 screws (%" drill).

No. 12-C
for 12,10, or 9 screws (4" drill).

No. 16-C
for 16, 14, or 4" lag (34" drill).

USE ANYWHERE. ..
including masonry blocks
and hollow walls

‘“Red-Cap’' has all of the BIG
HOLDING POWER and other im-
portant features of the original “Hi-
Red" anchor...plus a collar that
keeps it from falling into masonry
block cores and bottomless holes.
Use with slotted tapping or wood

SCrews.

BUY 'EM IN :

HANDY KITS "'" E’w
...OR ‘ =
CARTONS ‘

Kits include

anchors, screws,
and masonry drill.

WRITE FOR

FREE SAMPLES
HI [ousvossnes o

421 ELM ST.» SYCAMORE, ILL. 60178
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continued from p. 74

were to be used for construction was errone-
ous. $100 million will be spent for urban
renewal, but the remaining $200 million will
probably be spent as much for social rede-
velopment as for physical improvements.

The Center for Community Planning is a
new office responsible for coordinating and
encouraging HEW's participation in the Model
Cities program and other broad-scale urban
improvement programs. Brick, mortar and
pavement are necessary ingredients for any
slum improvement plan. But without the hu-
man ingredients—education, health, jobs, and
adequate income and confidence in oneself
and in the future—these physical features are
useless.

Each of the 75 Model cities will, of course,
develop its own improvement plan accord-
ing to its individual resources, problems and
priorities. But discussions with city officials
have thus far indicated a clear recognition
that both human and physical redevelopment
must occur simultaneously, and in close co-
ordination.

I hope that your report stimulates the same
interest and sense of urgency in the business
community as it did within our office.

JAMES ALEXANDER,

deputy director

Center for Community Planning
Washington, D.C.

How wise is good old Charlie?
H&H: Your February editorial on “why
Charlie’s happy now,” is a delightful bit of
speciosity.

Since he makes “22G per each and every,”
good old Charlie will probably buy a 50G
house; and if he gets an 80% loan for 30
years at 7%, he will be paying $266.20 prin-
cipal and interest per month instead of the
$239.90 he would pay for a 6% loan. If he is
in the 25% tax bracket, he saves one-fourth
of the $26.30 difference, or he is paying
$19.73 more per month.

Since Charlie can't buy the daily pack of
cigarettes, he will probably live long enough
to fully amortize the loan. In 30 years he will
pay an additional $7,102.

I know why Charlie’s
stupid.

happy—Charlie’s

RoLaND S. Ross
San Francisco

Good old Charlie did buy a 50G house, but he
made a $28,000 down payment because this
was his fifth house, and his equity on each one
got bigger and bigger—not only because of
his mortgage payments but also because of
the appreciated price of the house when he
sold it. Charlie improved each of his houses
and saved all his canceled checks to show the
improvement cost—and prove to the RS that
there was no capital gain on the appreciation.
On only one house did Charlie find himself in
a bind because he couldn’t sell immediately.
So he rented it for a vear and took the sum-
of-the-years-digits depreciation on the income
property, which gave him a nice rebate on his
income tax. Charlie knows he probably will
stay in his present house only five to six years,
and while he's there he can deduct the interest
on his mortgage from his income tax. If he
didn’t want to pay 7% for a mortgage at this
time, he would wind up renting and would
have no tax deduction. So Charlie is not so
stupid. In fact, he's fairly smart.—ED

CASINGS
POSITIVE

WATER

STOP
#1103

Positively Stops Water!

We would like to do business with
YOU! Please-write for sample and
latest catalog. They will be sent to
you by return mail.

CASINGS

INCORPORATED

WEST MIDDLESEX, PA., 16159
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We've put

America’s finest line
of appliances and
professional
building services
together
under one
roof.

il

e s e
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You can get all the appliances  can help you cut costs. Services two dozen refrigerator models,

you need in the same place. include kitchen and laundry over forty oven-ranges (some
Hotpoint. And Hotpoint backs planning, interior and exterior self-clean), and a wide variety
these up with the finest lighting, heating and air of countertop ranges,
planning services in the country. conditioning calculation and dishwashers, disposers,
Our consultants can provide layout (including operational washers, dryers—plus a full line

; cost estimates), merchandising  of cooling and heating products.

technical know- z :
et bt and prqmotlonal piannmg.‘ All baclfed by our prompt, ;
professional sales counseling. professional customer service.

The Hotpoint line You save yourself a lot of
offers you running around, and a lot of
money, using our “Single-
Source' program. Save
yourself time, too, by
contacting your

Hotpoint distributor
right now.

The name of the game is living,
and people live better with Hotpoint. ..

The“Single-Source”program by Hotpoint

See Hotpoint's complete Builder line insert in Sweet's catalog.
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8 Refrigerators with
left or right hand doors

= 4 Dishwashers
jwith a variety
! of door fronts

hm* o -
8 Air Conditioners plus a |
full line of electric heat products |

|
|

et

GENERAL ELECTRIC COMPANY
Chicago, lllinois 60644

é) Expert service is as close as your phone,




10me buyers

e wav.”

BUILDER: Willard Ryan, Custom Builder
LocaTion: Madison. Wisconsin

Successful builder of quality homes, Bill Ryan recommends those
features he knows will appeal most to his home buyers. He knows
first-hand how the direct access of a modern BILCO Door opens up
a basement for recreation, hobbies and convenient storage — how it
supplements the inside stair to keep '‘parades of traffic’' out of first
floor rooms. He knows, too, that no other single feature in his homes
adds so much to the living pleasure of his buyers.

Start enjoying faster turn-over of your homes. Experience the satisfac-
tion of having customers thank you for providing them with a useful,
convenient, safe basement.

Send today for full information about nationally advertised BILCO
Basement Doors and Stair Stringers (the fast, easy, low-cost way to
build the steps under a BILCO Door) and free promotional material
for use in your model home.

P2 Q ) - AMERICA'S FINEST
A (mm | BASEMENT DOOR

THE BILCO COMPANY, DEPT. B-55 NEW HAVEN, CONNECTICUT 06505
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W...y()u can gEt
€ dar shakes
shingles

~ Ina Koppers
fire-protected

super wood !

Here at last are red cedar shakes
and shingles pressure-treated by
Koppers to provide UL Class
“C” protection. This means that
beautiful western red cedar
shakes and shingles may now be
installed on commercial, institu-
tional and apartment buildings in
areas where their use had been
restricted by fire codes.

Koppers pressure-treated shakes
and shingles retain the charm
and good looks of untreated

cedar's soft, reddish brown
tones. They offer the durability,
strength, lightweight, weathering
characteristics and distinctive
shadow lines possible only with
natural wood, hewn from fine,
even-grain red cedar. Koppers
super wood shakes and shingles
have been tested by Underwriters’
Laboratories, Inc., and carry a
Class “C” label. For more infor-
mation, write for Product Data,
W-583. Forest Products Division,

Circle 82 on Reader Service card

Koppers Company, Inc., 795
Koppers Building, Pittsburgh,
Pa. 15219.

KOPPERS

Architectural and
Construction Materials
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The war against ugly.

Maybe hearts and flowers went
over big in 1928, but they don't be-
long on a 1968 plastic laminate.

But what do they keep showing you
every year?

Patterns straight off Grandma's
wallpaper, colors as vibrant as a
paper bag and woodgrains that
wouldn't fool a squirrel.

So we've developed over 120 con-
temporary designs that give you a
fighting chance.

Wild, unpredictable abstracts like
Paisley and Old Town.

Rich, luscious woodgrains like
Coachwood and French Wealnut.

Brilliant, eye-popping colors like
Fuchsia, Poppy and Curry.

And we keep working on more.

We want you to have more to work
with than those same old museum
pieces.

Want to see what we mean?

Write General Electric Company,
Laminated Products Department,
Section ABC, Coshocton, Ohio 43812.

And join the war against ugly.

@TEXTOLITE

ECORATIVE SURFACING



Chrysler Airtemp deluxe
gas furnaces look as good
as they work.

Chrysler engineering know-how plus decorator
design make this the best-working, best-looking
gas-fired furnace line available. Get all the facts
on the wide line of Chrysler-engineered cooling
and heating products from your Airtemp dis-
tributor, or write Pete Fry, Airtemp Division,
Chrysler Corporation, 1600 Webster Street,
Dayton, Ohio 45404.

~Airtemp

Ak
Va¥
CHRYSLER

CORPORATION
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EDITORIAL

More mystiques

House &= Home

MAY 1968

‘There is no absurdity but that it may be firmly planted. . .
by constantly repeating it with an air of great solemnity’

On this page in March we outlined three mystiques—theories
that seem to offer solutions to housing problems but actually
make it more difficult to house all Americans adequately. Here
are three more examples of the same kind of fuzzy thinking.

Mystique No. 4: the nonprofit syndrome. This has it that if
one removes the profit motive from the development of low-
income housing, it could be built at lower costs. Of course,
no one has ever demonstrated that adequate housing can be
built for low-income families with any more economy than
adequate housing can be built for anybody.

But the real problem in nonprofit development is that such
housing rarely stays low-income. In New York City, where
there are now more than two million dwelling units, nonprofit
groups have produced fewer than 25,000 units in the last hun-
dred years for the ostensible purpose of housing low-income
families. And today fewer than 400 of those units are occupied
by families who could be called low-income under the broadest
definition.

What happened? Almost all the nonprofit-produced units
were sold to private owners who, wanting a reasonable return
on their investment, raised the rents beyond the level of low-
income families.

Why did the nonprofit groups sell out? Because, most ex-
perience shows, they had no financial incentive to keep, or
keep up, the low-income units. Only permanent government
agencies, set up to run low-income housing projects, have
shown that they can do the job consistently for decades. A
prime example: the local housing authorities that have man-
aged public housing since 1937,

There is another problem, too. Most contractors who have
taken on a job for a nonprofit sponsor are loathe to repeat the
experience—and for a very good reason. Generally, the spon-
sor is so lacking in construction and financing expertise that
keeping the job within the budget becomes a serious problem.

Mystique No. 5: the rehabilitation cure-all. Too many people
who should know better see rehab as the answer to too many
housing problems. To be sure, it does solve some housing prob-
lems. Where an area is clearly worth saving, for instance, rehab
can do great things for a city. And the economies of massive
rehab jobs can bring costs down to between 70% and 90% of
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—Schopenhauer

the cost of new dwelling units, But there is no magic way to
reduce those costs still further. In fact, 1967’s highly touted
“Instant Rehab” job in New York City cost around $25,000
a unit.

Where massive rehab would fall short is in hard-core slums.
Reason: It would do nothing to change land-use patterns in
these areas—would add no more recreation space, no more
school space, no more commercial space or no more space for
entertainment like movies and bowling. In effect, rehab would
leave the slum gilded but still the same drab place with none
of the amenities the rest of us expect in our everyday environ-
ment.

Then, too, massive rehab can do nothing about the problem
of density. In New York’s Harlem, for example, there are 50%
more households than there are dwelling units. If all of Harlem
could be rehabbed, people would still be cramped, three, four
and five to a room. So the only workable solution is to provide
more units in the same area with new construction.

Mystique No. 6: landbanks, the planners’ utopia. Planners
deplore urban sprawl, all the while ignoring the cheerful public
acceptance since World War II of miles and miles of sprawl in
every major U.S. city.

“But,” say those who deplore, “you can’t dismiss sprawl on
those grounds. We must maintain green space to plan for the
great urban centers of tomorrow, and we can do it by putting
the land into landbanks.”

That sounds fine, but such a proposal would involve federal
use of the power of eminent domain in a sweeping and arbitrary
program that could serve no immediate public purpose. If that
power were used, the market value of land adjacent to the land-
banks would skyrocket. And by the time the purchase could be
made, Uncle Sam—meaning the taxpayers—would pick up an
exorbitant tab, leaving a few landowners as rich as Croesus.

The whole landbank argument disregards a basic fact: We
are not a needy nation. If the public decides it needs a great
cultural center in the middle of some mammoth junkyard, for
instance, we have the money and technical know-how to do the
job. Such an approach—developing what we need when we
need it—would be a lot cheaper in the long run than lining the
pockets of a chosen few by pursuing the landbank theory.

—RicHARD W. O'NEILL
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For years, the hotly competitive Southern California market has been
housing’s Mecca of merchandising ideas. Right now, this market’'s |
emphasis on furnishing and decorating can show you. . .

~ How to use C LOR to make |
- your models memorable

Many builders in many parts of the country
will find the pictures at left and on the next
ten pages astonishing, if not downright un-
believable. They show models decorated in
blazing colors and furnished with a wild
variety of furniture and accessories; they
show a degree of decorating sophistication
far beyond the experience of most of the
housing industry; and in some cases, they
show such an overpoweringly colorful at-
mosphere that a builder could justifiably
fear his prospects would never get around
to noticing the houses themselves under
all that glitter.

But the hard fact is that this kind of
decorating is selling houses. The Los An-
geles market is the country’s biggest and
most competitive, and it boasts the largest
number of big, successful builders. These
builders would not be paying hundreds of
thousands of dollars to interior designers
and landscape architects if there were a
cheaper way to sell.

“In my opinion, this kind of model pres-
entation is absolutely necessary,” says
James Manley, vice president of the Donald
L. Bren Co., which is building 1,200 homes
in Valencia, in Ventura County. “But I'll
never be sure, because I wouldn’t dare try
a project without it.”

The key idea behind this kind of deco-
rating: Never let a visitor forget a model.
Says John Martin, vice president and sales
manager of the Mission Viejo Co., which is
building 1,800 houses in Orange County:
“We constantly have people come into the
sales office to tell us they’re interested in
the red house, or the green house, or the
house with the crazy blue mirror.”

Says interior designer Pat Yeiser: “The
decorating doesn’t have to be entirely be-
lievable—the idea is to excite people
enough so they remember the house.”

And says interior designer C. Tony

Colorful raised living room iy in a model built
by Robert H. Grant Developers Inc. Interior
design is by Hamilton-Howe.
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Pereira: “Some people will love what we
do with a model, others will think it stinks.
But none of them will forget it.”

This doesn’t mean, however, that taste
isn't important. On the contrary, the strong
colors and color combinations that are
going into these models demand an expert
touch; otherwise the result could be an
unlivable-looking mess.

“We're trying to produce impact,” says
Virginia Douglas of Douglas-Cottrell & As-
soc., interior designers, “but we’re also
looking for emotional acceptance. The visi-
tor has to feel he'd be happy living there,
and he has to instantly see the relationship
of the living spaces.”

What about sex as a merchandising
pitch? Is it true, as has been increasingly
suggested of late, that the best way to sell
houses is to decorate and furnish models
in a manner strongly suggestive of a sort of
domestic bordello?

The answer, at least in Southern Cali-
fornia, is emphatically no.

“If you mean sex in the sense of sex
appeal—color, excitement and so forth—
then we use it,” says John Cottrell of Doug-
las-Cottrell & Assoc. “But if you mean it in
terms of suggesting physical sex—mirrors
on the ceiling and that sort of thing—our
builders don’t want it.”

Says Virginia Douglas: “We put a lot of
emphasis on the master-bedroom suite, but
we do it in terms of privacy—a mature re-
lationship. I don’t think a builder with real
taste would be caught dead using that Play-
boy-type stuff in his models.”

Says Jim Manley: “We don’t want to
offend potential buyers, and that sort of
thing would.”

And says Philip Riley, president of
Mission Viejo Co.: “The heart of our mer-
chandising is appealing to the whole family.
The negligee-thrown-on-the-double-bed sort

of thing would hurt us far more than it
would help.”

Expert decorating costs a lot of money.
It's not unusual for a $25,000. model to
have $10,000 worth of decorating inside
and $10,000 worth of landscaping outside;
so a seven-house model area could cost the
builder $140,000—in front money.

“We charge $7.75 a sq. ft. to decorate a
model,” says John Cottrell. “About $6 of
that goes for furnishings, and the rest is
our fee. But the builder will get most of
that back, because somebody is almost sure
to buy the whole furnishings package for
his house.”

And says landscape architect Courtland
Paul of Courtland Paul/Arthur Beggs:
“Typically, a builder can expect to get back
about half of his landscaping and exterior
furnishing expenses when the models
themselves are sold.”

High or not, the expense is worthwhile
to Southern California builders. “During
the worst of last year’s housing slump, our
decorating business doubled,” says Vir-
ginia Douglas.

But can this colorful brand of model
merchandising be effective in other more
sedate parts of the country? This remains
to be seen, but there are signs that it can.
There has been a noticeable increase in the
out-of-state-builder traffic through the Los
Angeles market; some interior designers
there are talking with out-of-state builders;
and some very California-like merchandis-
ing ideas are beginning to pop up in other
areas (see p. 98).

Perhaps the best indication was given by
a former Tennessee housewife who had
just bought a new home in Mission Viejo.
She told Vice President John Martin:

“If Memphis builders did half the job on
their models that you do, they'd be selling
homes like hot cakes.”

For a tour of some of Southern California’s most colorful models,

start on the next page
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COLORFUL CALIFORNIA MODELS continued

- - - 2 e " x A |

A S'ng'e dominant color can unlfy— Carpeting is the basic decorating element in these |
_ = P houses. The same carpet color is used throughout

| and identify—specific models each to give a sense of continuity, and furnishings |
) e ot . and accessories are keyed to this basic color. Result:

BUILDER: Mission Viejo Co. R 3 . 5

‘ LocATION: Eldorado subdivision, Mission Viejo Visitors rcmembef these models as “the re‘? house, r

INTERIOR DESIGNER: Douglas-Cottrell & Assoc. “the green house” and “the yellow house.” Models :

‘ LANDSCAPE ARCHITECT: Courtland Paul are priced from $18,000 to $22,000. The project will \

ultimately have 1,000 houses; about 450 have been ‘

\ sold in the past year.

Photos: Julius Shulman

et S W A
The red theme of this model could have been overwhelming, had it not been used with restraint, So walls and much of the
furnishings were kept much lighter than the deep red carpet. Note how mirrored doors (lower right) open up a bedroom.
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This green model features simple, gaily painted furniture. “In this price
range,” says interior designer Virginia Douglas, “we (ry (o give buyers
inexpensive ideas on how they could do their own decorating.”

Busy decorating patterns are used in this vellow model. The old clock
shown in the top photo is a feature that most visitors remember.

continued
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COLORFUL CALIFORNIA MODELS continued

Photos: Julius Shulman

Bright colors in these kitchen-family room areas draw attention to
the big expanses of glass opening to the rear outdoor areas.

94

Color can play up the relation
between outdoors and in...

These pictures show two ways color can accentuate
outdoor areas: by framing glass areas with strong
contrasting colors, as at left, or blending with natural
colors, as below.

Nearly 500 of these models, priced from $22,495
to $30,995, have been sold in Valencia, a 1,200-acre
development north of Los Angeles.

BUILDER: Donald L. Bren Co.

LocATioN: Valencia

INTERIOR DESIGNER: Douglas-Cottrell & Assoc.
LANDSCAPE ARCHITECT: Courtland Paul

Green of the outdoors is echoed inside this model, and y
decorating accents are used both inside and out.

ellow
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deep, overstuffed furniture and contemporary tables and accessories.

Photos: Fritz Taggart

.. - and accentuate the luxury
of high-priced townhouses

Muted colors and dignified decor used to be the hall-

| mark of the luxury house. But these pictures show \
that brightness and imagination are just as much at
home in the higher brackets as in the low—even \
though the appeal is obviously to the more urbane
buyer who can afford to pay from $32,000 to

\ $37,000 for a townhouse and to whom status is usu-
ally a high-priority requirement.

BUILDER: American Housing Guild
LOCATION: Whittier
INTERIOR DESIGNER: Hamilton-Howe

A bright sculptured rug emphasizes the height of this two-story living room.

A formal dinner setting gains a
feeling of liveliness from colorful
tableware, wall accessories and chair
patterns.

continued
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COLORFUL CALIFORNIA MODELS confinued

Photos: Julius Shulman

96

In this model's living room, yellow is confined to accent areas. But . . .

Color can be used in small
touches or big splashes . ..

Only touches are used in the high living rooms at ‘
left; big areas of color would have been overpower-
ing. But the kitchens of the same models (below),
having more conventional proportions, benefit from
big splashes of bright color.

In the past 12 months, 1,200 houses have been
sold in the project where these models are shown
(see p. 56 and cover). Price: $26,950 to $35,990.

LOCATION: Cypress

BUILDER: Larwin Co. ‘
INTERIOR DESIGNER: C. Tony Pereira ‘

. in the island kitchen, even the ceiling is covered with yellow.

HOUSE & HOME




Dashes of strong color in this kitchen-family room complement the blue of the pool and the color of the landscaping outside. But in the photo below . . .

.« « and it can be underplayed
~ to emphasize outdoor areas

The outdoor areas in Colony Park (H&H, Sept. '67)
‘ are just as important as the indoor rooms, and almost |
| every room has glass walls opening to its own patio. ‘
So the interior decorating is deliberately subdued,
| creating a visual balance with the patios. |
Colony Park’s 300 walled houses, priced from
$30,000 to $39,950, have all been sold.

. a less colorful patio is balanced by less intense interior colors.
BUILDER: Harlan Lee

\ LOCATION: Westlake Village |
INTERIOR DESIGNER: Erickson Assoc. |
LANDSCAPE ARCHITECT: Sid Galper Assoc.

In this small dining area, a simple
decorating scheme against light
walls makes the patio seem part of
the room.
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COLORFUL CALIFORNIA MODELS continued

Photaos: Fritz Taggart

Color can add excitement to |
~a model decorating theme...

} “Identity is vital,” says Darrell Howe, who decorated |
the rooms shown here and on the next page and also

! made some of the key pieces of furniture. “So I try !
to give every project a distinct style, and every model

| its own idea or character.”

The price range in this project—Tustin Meadows

—is from $22,495 to $30,495. The project opened in
February. About 265 houses have been sold.

BUILDER: Robert H. Grant & Co.
LOCATION: Tustin
INTERIOR DESIGNER: Hamilton-Howe

Tyrolean theme is reflected in a hurch with beer mugs
on its shelves, and a table with crossed legs. |

Spanish theme is evident in the living room and family room of this model.
A mirror over the living-room fireplace adds to the sense of spaciousness.
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... and it can add the feeling
of luxury to a small house

Grantpark exemplifies interior designer Howe's dic-
| tum that each project needs a special style. It is built

by the same builder as Tustin Meadows (left), and
| falls in the same general price range ($24,495 to
' $27.995), yet its character is completely different—
| sumptuousness rather than individual themes.
, Grantpark is a 250-house project that opened
| about five months ago: 100 units have been sold.

BUILDER: Robert H. Grant & Co.
LOCATION: Cerritos
INTERIOR DESIGNER: Hamilton-Howe

Family room, in the same house as the photo above, gets an intimate
feeling from a papered ceiling and wood wine racks,

MAY 1968

Living room of the bottom-priced model has low furniture and a low-
hanging chandelier to emphasize the height of the ceiling.

Family room of the project's top-of-the line model shows interesting
contrast between severe furniture lines and paisley ceiling pattern.

continued
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COLORFUL CALIFORNIA MODELS continued

The growing trend to walled lots puts a bigger burden
than ever on the landscape architect. Patios are be- |
coming outdoor rooms that must be handled as ex- |

Outdoor areas need to be CO’OI‘fU,, too citingly as—and in harmony with—indoor areas. The
; pictures below and immediately at right show color-
and so do model apartments ful examples of how this can be done. |
The renter is as susceptible to excitement as the
buyer, and the photos at far right show that apart-
ments can be decorated as colorfully as houses.

Leland Y. Lee

Harmony between indoor and outdoor decorating is shown in this Deane Garden Home model at Huntington Beach. Price range in the project is $25,000
to $31.000, and 100 out of 133 houses have been sold. Interior decorating was by Pat Yeiser, and the landscape architect was Courtland Paul.

King-sized chess set by Courtland Paul makes visitors remember this walled model by Donald L. Bren Co. at Valencia.
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Julius Shulman

Two treatments of outdoor areas are shown in Colony Park models
in Westlake Village. At top: an intimate dining patio, at bottom a
large pool terrace. Sid Galper Assoc. was landscape architect.

MAY 1968
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George R

i |% ; :
Hamilton-Howe decorated these three rooms in The Highlands, a high-
(to $3600) apartment project in Hollywood Hills, The alcove in the

top photo was created by leaving the doors off a bedroom closet.

rent

continued
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‘ COLORFUL CALIFORNIA MODELS continued

—
' ... And in New York: another Before launching their high-priced (855,000 to $70,-
000) Tarryhill project in suburban Westchester [
way to make models memorable County, partners Martin Berger and Robert Weinberg
\ visited some of California’s most colorful models. I
BUILDER: Robert Martin Assoc. One result; Their models, too, are colorful. But they .
| INTERIOR DESIGNER: Elaine Sollar for B. Altman & Co. also gave each house a distinctive character by fur- |
LOCATION: Tarrytown, N.Y. nishing and decorating one of its four bedrooms as a

“special purpose” room suggesting a particular in-
terest, hobby or activity. ‘

L - 3 = RN v \&l&_ ¥ 2s
JHER HIDEAWAY' iy fitted out as sewing and dressmaking center, has desk for letter writing and house-
hold bookkeeping, and appeals to housewives as a quiet area for lounging or watching relevision.

£ 2 o

Ty

¥ nenrmagg,

‘{CULTURAL CENTER'__directed to the family with an interest in arts and (LEARNING CENTER’—devorted to the needs of students—has compartmen-
erafts—includes paintings, sculpture and musical instruments. talized study areas as well as the latest audio-visual teaching aids.
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‘HIS LAIR’ is furnished as the male refuge that so many professional men used as an office, study or physi gymnasium, Black walls and dee,
i ) ph) g P

and executives demand at home. Equipment suggests that the room can be red carpeting carry out the strong masculine theme.

‘FUN-AND-GAMES ROOM'—suggesting use as a children’s playroom—is fur- ‘TRAVEL CENTER' includes mementos from vacation trips—foreign and

hed with indoor recreation items, decorated with inexpensive posters. domestic—wall maps and a screen for showing movies and slides.
I I
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ce. Builders are 1.S. (Mickey) Norman and Wesley Development Co.

new Data Core servi

Wi /¥

HOUSTON TOWNHOUSES were Hallcraft Homes® first tryout of its

i
i o
o 18

DENVER TOWNHOUSES are some of more than
3,000 built by Halleraft in the Southwest.
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PHOENIX TOWNHOUSES reflect local flavor out-

side but have stock Hallcraft plans inside.

MAY 1968

For sale:

a big builder’s

townhouse formula

The big builder—Hallcraft Homes of
Phoenix and Denver—has impressive cre-
dentials. Hallcraft has built more than
3,000 condominium townhouses in Ari-
zona, Colorado and California since 1963,
and has a record of fast sellouts. Its first
project in Denver—207 units in 1964—
sold out in ten weeks despite a soft local
housing market and other builders’ fail-
ures. All told, Hallcraft has built 14,000
housing units in the past 16 years.

Now Hallcraft has set up a packaged-
management service—called Data Core—
to sell its townhouse know-how to any
builder it thinks is smart enough and suffi-
ciently capitalized to handle its kind of
project.

Data Core (Development Analysis
Townhouse Assn.) gears up the project,
guides it to grand-opening day and helps
with post-management details. The builder
pays Data Core nothing until he starts
selling townhouses; the fee is 4% per unit
sold, less if the units are rented.

“There’s no magic in our formula,” says
Data Core President Thomas Carlile.
“We're selling the ability to set up a
leisure-oriented townhouse project faster
and cheaper than anybody else, and with-
out as many mistakes.”

Data Core's biggest appeal to would-be
townhouse builders may be starting power.
Says Houston developer James MacNaugh-
ton: “They [Data Core] were the catalyst
that got our project started. It takes a lot
of money and a lot of hard work to get
one of these jobs off the ground. Data
Core, which saved us at least $50,000,
made it almost easy.”

MacNaughton, who had encouraged
Hallcraft to set up Data Core, was its first
client. Other Hallcraft-formula projects
are now under way in Atlanta, Colorado
Springs and Arlington, Tex.

Hallcraft says Data Core is a “how it
was done” program.

Clients get Hallcraft’s stock floor plans,
stock job-scheduling system, stock legal
documentation for winning condominium
approvals and a large file full of Hallcraft's

trade secrets for managing and merchan-
dising the project.

They get the benefit of Hallcraft’s
volume-purchasing power and its staff of
specialists, including engineers, land plan-
ners and touring sales experts who visit
projects in the guise of shoppers to test
clients’ salesmen.

They are told how to finance the project
and are closely guided in 1) choosing the
site, 2) getting approvals, 3) hiring sub-
contractors, 4) selecting and training a
marketing director and all sales personnel,
5) hiring advertising and public relations
agencies and 6) selecting and indoctrinat-
ing a management firm.

A client doesn’t necessarily exhaust
Data Core’s fund of knowledge after the
first project. He may continue using the

Ll
MODERATE DENSITY of ten units per acre or
less is a Data Core rule of thumb for layouts.

service as a source of new ideas drawn
from other clients’ projects.

So far the Data Core formula has been
applied only to projects of about 200 units
in large metropolitan areas. Reason: These
are the conditions under which all Hall-
craft townhouses have been built and for
which its market approach is geared. But
the formula may soon be tried out in a
city of less than 100,000 population. If it
works as smoothly as it has so far, Data
Core’s potential clients would overwhelm
its present limited staff.

To see how the Data Core townhouse
formula works, turn the page.
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TOWNHOUSE FORMULA continued

Formula design: stock
plans and interiors
behind localized facades

“Outwardly, our jobs are all completely
different,” says Data Core Vice President
Joe Agee, “but behind the facades are the
same proven floor plans we've sold so suc-
cessfully in Phoenix and Denver.” The
exteriors are varied to suit a project’s re-
gional flavor and to blend with terrain.
Data Core makes at least two elevations
for each plan and designs a wide range of
color schemes.

Agee’s confidence in repeating Hall-
craft’s stock plans
is  well justified.
Data Core’s two
best-selling models
in Houston were
also Hallcraft's two
best-sellers in Phoe-
nix and Denver—
and the quality of
decorating seems to
make no difference.
“Unfortunately,”
says Tom Carlile,
“you can build just
SO many in one
project without get-
ting monotonous.”

The best-sellers are also the highest-
priced models in the line. “That’s always
the pattern,” says Carlile. “Buyers take the
top of the line first and work down in
price as each model gets sold out.” Typical
price range: $20,000 to $25,000.

Other buyer patterns repeated in every
Data Core project are:

1. Average number of children per
family is 1.0. In the Houston project it
was 0.9.

2. Average age of the buyer is 40, In
Houston it was 39.

3. Average family income is high—
close to $12,000. The Houston average for
the first 40 buyers: $15,000.

Most buyers come from houses rather
than apartments, so Data Core pays special
attention to sound-deadening. Its party
walls (@bove) have a sound transmission
rating comparable to solid masonry. And
to guarantee their effectiveness, Data Core
permits no party-wall penetrations for
plumbing or wiring. Its parking ratio is
four-to-one: three spaces per unit plus an
extra one in a perimeter area.

Data Core tries to discourage builders
from tampering with the floor plans as well
as other elements of its package. Says
Agee: “In 3,000 jobs we've refined the
package to the point where it's just about
impossible to improve. Whenever a builder
tries, he inevitably ruins something.”

pARTY WALL

SOUND BREAK between
units rates over 55 sTC.
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OPEN STAIRWELL lets living room and dining room, right rear, borrow visual space from each other.
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UPPER LEVEL UPPER LEVEL
190,975 PLAN for $158 a month was a slow-
selling bottom-of-the-line model in Houston.
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es. is screened from rear parking area by a storage shed.
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LOWER LEVEL
24,825 PLAN for $191 a month was a best-
selling top-of-the-line model in Houston project.
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Formula merchandising:
an all-out emphasis on
a carefree way to live

“Country-club living, which is what we
sell, has the same appeal to people every-
where,” says Carlile. So all Data Core proj-
ects focus on a swimming pool, clubhouse
and playground designed to sell as well as
serve the buyer. All maintenance—includ-
ing owners’ roofs and exteriors as well as
common areas—is taken care of for about
$22 a month. The theme: “The tax ad-
vantages and privacy of home ownership
combined with the non-maintenance con-
venience of an apartment and the fun of a
country club.”

Standard clubhouse specifications call
for a lounge with wood-burning fireplace,
a large room for parties, a teenagers’
room, kitchen, billiard room, card room,
exercise room and sauna bath. And the
clubhouse must be two stories so that pros-
pects have a vantage point for viewing the
project.

Data Core plans the prospect’s tour
route carefully. He enters the project
through the clubhouse and makes a tour of
its rooms and the pool before visiting the
model row. Planned talking spots, like a
clubhouse balcony overlooking the pool or
an adjacent school, are designated for
salesmen. Says Agee: “Let the people see
your amenities.”

Specifications are also exacting for
special-effect lighting. Outdoor fixtures are
part of the project’s initial design and in-
volve a considerable investment. “You
can’t just bolt on night merchandising,”
says Agee.

Construction sequence is planned so that
on opening day, in addition to the recrea-
tion complex and adjacent row of models,
a row of townhouses can be seen under
construction at a far corner of the project.
Object: to impress the prospect with the
project’s openness.

Data Core’s merchandising is more than
skin deep. Says Carlile: “We believe in a
lot of glamour, but at the same time we're
sensitive to post-management problems.”
He specifies top-of-the-line recreation
equipment—oprofessional pool tables and
exercise equipment—that Hallcraft has
standardized through trial and error. A
sprinkler system with expensive directional
sprayheads is planned into the landscaping
not only to simplify post-management but
also to avoid future homeowner complaints
about wet sidewalks or doorways.

Says Agee: “Our projects give home-
owners a perfect place—the clubhouse—
to get together and sound off about man-
agement. So we're extra careful not to give
them anything to sound off about.”

MAY 1968

swIMMING PooOL and clubhouse design is critical; it establishes the tone of Data Core projects.

essential to weekday sales, is set for effect and tested in dress rehearsals.
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appeals to parents as well as to children.
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GROUND of imaginative space-age equipment

PLAY
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TOWNHOUSE FORMULA confinued

Formula management:
how Data Core keeps
jobs under control

Clients get Hallcraft’s standard job-con-
trol diagram (right) plus detailed informa-
tion showing how to handle every step of
the project from initial planning to grand
opening day.

“It's our own version of the PERT and
cPM scheduling methods,” says Agee. “We
call it SPERT.”

SPERT is not only an aid to the builder.
It is a communications tool that lets Data
Core’s Denver headquarters keep tabs on
the progress of several different builders
and projects. If a builder runs into schedul-
ing trouble, for instance, the consultants
can study his job status on a duplicate
work chart in the home office and advise
him by telephone.

Every work phase on the job-control
chart is keyed to indexed instruction manu-
als and to a host of visual aids. And all the
information is cross-referenced to the
chart: Example:

When a builder looks up “Paving Plans
Offsite” in the manual index, he is referred
to written material on the subject, to a
folder of typical townhouse paving plans
and to “Day No. 30" on the cPM chart—
the deadline for starting paving plans in
order to put them out for approval and
bids on “Day No. 40.”

The instruction manuals are subdivided
into sections on preplanning (site selection
and land acquisition), financing, engineer-
ing, construction, marketing and general
information. Exhibits include blueprints,
printed forms, photographs, movie film,
tape recordings, records, brochures and
pamphlets,

Data Core refers to this information as
the “nerve center” of its townhouse for-
mula and packages it in a locked file. Some
of it, like a full set of exhibits for docu-
menting the legality of condominium own-
ership, involves years of research and fees
that would take a great deal of time and
money to duplicate.

The file is supplemented by visits from
field men. And, where project size war-
rants it, a Data Core-trained job manager
becomes a permanent member of the
builder’s staff. For example, the Houston
project—involving several 200-unit phases
and a six-year construction schedule—is
managed by a former Hallcraft executive
who had spent five years in the company’s
Denver office. The manager of an Atlanta
project, being built by Spratlin Assoc., is
a former executive with Ross Cortese, the
big retirement-housing builder; he was
given a basic-training course at Hallcraft’s
Phoenix projects.
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CRITICAL PATH DIAGRAM—

concealed by a recreation-center rendering when folded up—organizes the

114 work days between a Data Core project's conception and grand opening.
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DATA FILE, packaged in a portable steel cabinet,
contains manuals and exhibits cross-referenced
to the cpm schedule (phote sequence at right).
Top management gets a master manual; de-
partment heads get copies of specific chapters.
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Paul Ponsard
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By building houses like this on owners’ sites,
Art Rutenberg has rolled up a volume of . . .

$18 million a year in odd-lot housing

Rutenberg Homes is based in a small Florida city
(Clearwater, pop. 46,000), develops no land, owns
no subdivisions and operates in only one state. Yet
its annual volume in single-family houses is topped
by only a handful of housing’s giants.

Rutenberg’s gross sales for fiscal 1968 (which
ended April 30) were $18 million—a whopping
67% over the previous year. And President Arthur
Rutenberg expects further growth. He is confident
that he can put a branch into any Florida city that
builds at least 300 to 400 houses a year.

“We can capture as much as 20% of any market’s
new-house sales within a few years,” he says, “and
60 to 80 houses are enough to make a very profit-
able operation.” There is justification for this opti-
mism; market penetration of the company’s 11
branches * now ranges from 5% to 15%.

Of course, some special characteristics of the

*In Clearwater, Largo, Northeast St. Petersburg, South St.
Petersburg, Sarasota, Ft. Myers, Cape Coral, Naples, Boca Ra-
ton, West Palm Beach, and Palm Beach Gardens. A twelfth
branch, in Ft. Lauderdale, will open this spring.

Florida market work in Art Rutenberg’s favor. For
example, 60% of his buyers are retired or semi-
retired families from out of state, and most of them
buy for cash. The few who do want mortgages usu-
ally require only low-ratio loans that are snapped
up eagerly by local lenders. And Florida cities abound
with land developers, so Rutenberg’s buyers have a
wide choice of developed building sites.

But balancing these market advantages is a seri-
ous management problem that faces every odd-lot
builder: Should he 1) decentralize and risk losing
control of his costs and production or 2) maintain
tight central control and thus create expensive layers
of top management far removed from the point of
decision?

Rutenberg has set up a management system which
gives him the pluses but not the minuses of both
approaches. He believes that move—along with two
new employee-compensation plans and a wide choice
of house plans—is largely responsible for his com-
pany’s growth. For the details, turn the page.




These organization charts show the steps that led to Rutenberg’s present setup
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STEP 2: Division managers were eliminated, and control was
centralized under company president and two area managers.

STEP 3: Division managers were reinstated—but this time
with much more control over their operations.

‘We give our division managers so much freedom they are almost partners’

Like partners, Art Rutenberg’s division
managers run their branches with little
interference from the home office. But un-
like most partners, they invest no money in
the company, although they do share in its
net profits (see p. [12).

The division managers’ independent role
didn’t evolve overnight. In fact, Ruten-
berg realigned his personnel twice before
he hit on what he considers a successful
formula for managing his multi-city oper-
ation.

Initially, each manager had nominal con-
trol of his branch (Step I, above). For
instance, he negotiated subcontracts and
bought most of his materials.

This arrangement was substantially un-
changed for 11 years. But eventually two
weaknesses cropped up: 1) the division

110

managers’ authority was weakened because
their sales managers and field supers could
bypass them and take problems directly to
home-office sales and construction execu-
tives; 2) a heavy layer of high-salaried
headquarters personnel boosted company
overhead at the expense of net profit.

Disturbed by those problems, Rutenberg
made an almost 180° turn in 1964 to
strong central control (Step 2, above).
He eliminated the home-office executive
layer leaving himself as the sole policy
maker. Division managers were also elim-
inated, and the sales and production man-
agers of each division reported to one of
two area managers, who in turn reported
directly to the president.

To be sure, this arrangement slashed
overhead. But it also limited the company’s

growth by putting decision making at the
division level in the hands of only two
men—the area managers—who soon found
they could not devote adequate time and
effort to Rutenberg’s different markets.
Vice President Dean Van Horn, who was
one of the two area managers, recalls:

“The division I ran personally did fine,
but the ones farther away suffered. In-
variably, when a problem popped up at
one division, it was at a time I was needed
somewhere else.”

To some extent, strong central con-
trol also made the division sales and pro-
duction managers less effective. It invited
friction between them, Rutenberg says,
and led them to rely on the area managers
for decisions.

So in 1966 Rutenberg began the organ-
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izational changes that led to his present
setup (Step 3, above). He immediately re-
instated his division managers—but this
time with far more authority and respon-
sibility than they had under the 1953-64
arrangement. And two months ago he added
two regional managers, who, he is quick
to point out, will not reduce the division
managers’ authority. Instead, the two newly
appointed executives will take on top-
management responsibilities and thus free
Rutenberg and Executive Vice President
Kenneth J. Schwartz to recruit personnel
and plan for expansion into new markets,

The company’s division managers now
have almost complete autonomy. For in-
stance:

1. They set their own goals by budget-
ing their annual profit and loss. Each
budget sets sales quotas and projects gross
profit, expenses and net profit. Once ap-
proved by the home office, it becomes the
standard for evaluating the division's
monthly P&L statements (box, bortom
right).

Each manager must convince the home
office that he has the production capacity
to meet his sales goals. The budget sets
his monthly quota for starts. Within that
month, he can’t exceed the quota unless
he can show he has lined up enough
extra field supervisors and subcontractors
to cope with the extra volume.

“We don’t let a man outsell his ability
to produce and then try to juggle his
crews to keep buyers satisfied,” says Rut-
enberg. “We'd much rather delay the
start of a house for a month than get our
buyers mad about non-delivery.”

tising and brochures, although the division
manager decides which ads and which
media to use.

Most important, however, in preventing
the chaos that could plague such a decen-
tralized organization is a company operat-.
ing manual. This loose-leaf book has 127
sections spelling out policy and procedural
guidelines for every phase of the com-
pany’s activities.

Subjects range from “telephone usage”
to “management personnel changes,” from
“roof pitch factors” to “cash flow.”

Guidelines leave no room for doubt.
Some random samples:

On answering phones: “Do not ask
who is calling? or say, ‘May I tell him
who is calling? "

On intra-company hiring: “In no case is
anyone to hold a conversation with a
prospective transferee without the full
knowledge and consent of his superior.”

On advertising: “Newspaper advertising
is to be placed on pages 3, 5, 7 or the
back page.”

On delivery dates: “The customer must
not be told, ‘We'll try to finish sooner.’”

On customer relations: “Each time a
progress payment is requested from an
owner [buyer], or received from a bank, a
Polaroid picture of the owner’s home in its
current state should be sent to the owner
with a note as to how the job is progress-
ing. The picture should be dated on the
back.”

On subcontractors: “Each branch [di-
vision] is to have a set of subcontractors

which are wholly different from those of
an adjacent branch.”

On market surveys: “Each January and
July a market survey will be made by each
branch on Form R34, . .”

Neither division managers nor any other
employee may deviate from the manual
without the approval of Rutenberg him-
self or Executive Vice President Schwartz.
If a change—requested by a division man-
ager, for instance—is approved, it is writ-
ten into the manual and becomes company
policy. But within the manual’s guidelines,
all decisions are left to the branch man-
agers' own judgment.

“The manual is not a curb on a manager's
initiative,” says Rutenberg, “It simply re-
lieves him of decision making in many
repetitive situations.”

Who are Rutenberg’s potential division
managers? He says some of them are his
sales managers and supers. Others are
high-level executives with other large home-
builders or independent builders “who are
grinding out $18,000 to $20,000 a year”
and are stymied by limited capital, mort-
gage scarcities and discounts and land-
buying and development problems.

Says Ken Schwartz: “Qur best bets are
candidates with a sales-type personality—
men who are good at customer relations
and also know how to manage a homebuild-
ing business.”

To such men, Rutenberg offers not only
a high degree of autonomy but also a crack
at spectacular earnings. To see how spec-
tacular, turn the page.
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4. They negotiate all their subcontracts. 2 i WI,SS oo |
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tions in subs’ prices—and thus serves as a TOTAL NET PROFIT 98,675 7.14 74002 6.7 752 14 |

valuable bargaining tool in negotiations. '

But the division managers are not laws
unto themselves. For example, a central |
design department draws up house plans :
and specifications. Then each division man-
ager and the home office together decide
which models will be built in his display
area. The home office also produces adver-

How one division budgeted-and how it actually performed |

annual projections. By checking his “perform-
ance”’ percentages against the “prorated” per-
centages, he knew whether his division was
exceeding or falling short of his estimates. ‘

The figures above show (left to right) the
division manager's projections for the 1967-
68 year, his performance for the first nine
months and a nine-month prorating of his

,__
|
|
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ODD-LOT HOUSING continued

HOW RUTENBERG SHARES PROFITS WITH HIS MANAGERS

COMPEANY FIRST TAKES

GROSS SALES
31,500,000

1.2% (18,000)
TO MANAGER.
LS BASE PAY

R4
FIRST $249,999
IN SALES. 2%
COMMISSION
MACIMUM
LEARNINGS:

$ 5,000

2% OF GROSS ($45.000)

OUT OF NET
PROFIT

<L

MANAGER'S SHARE/

(IF NET PROTFIT I87%):

$30,000

HOW RUTENBERG ESCALATES SALESMEN'S
COMMISSIONS

COMPANY 3

THEN
SPLITS

‘$350,(ID 5 5499 !%g

A

MANAGERS TOTAL
TNCOME: $48,000

4}%

$500,000 EUP IN
GALES. 4%, GAN
RETROACTIVE.
MOTIMUM CARMINGS:
$20,000

$250,000- $349,999
IN SQALES. 3%

$10,500

IN SELES. 3% 7%

AGAIN RETROECTIVE

MOOCMUM. FARNINGS:
$17-. 250

RETROACTIVE ONTOTAL SALES
MAXIMITM. EARNINGS :

‘We stimulate extra effort with profit sharing and incentive pay’

“The next step in your career could do
wonders for your income,” said the head-
line of a recent Rutenberg ad seeking
candidates for division-manager jobs.

The copywriter wasn't kidding. Largely
because of profit sharing, introduced in
late 1966, Rutenberg’s division managers
have done wonders for their incomes.

In fiscal 1968 (ending April 30) one
manager earned $97,190. And, except for
two new appointees who took over divi-
sions toward the end of the year, all man-
agers averaged $50,000 each.

By contrast, the average was $27,000
in fiscal '67, when profit sharing was in
effect for only the last seven months and
when the managers were all relatively new
to their positions.

Salesmen, too, have made impressive
gains under an incentive-pay plan, also
started in late 1966. Their average went
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from $9,500 in fiscal *66—before the plan
was adopted—to $15,400 in '68. And the
top performer earned $40,000 plus a
$5,000 bonus as the first salesman to reach
$1 million in annual sales.

Profit sharing for division managers
(“the best business decision T've ever
made,” says Art Rutenberg) is based on
net profit rather than gross sales. So it en-
courages well-rounded management by put-
ting a premium not only on a man’s ability
to generate volume but also on his skill at
controlling costs. For instance: He must
buy shrewdly, schedule efficiently and in-
sist on quality to avoid expensive callbacks.

The example above shows how Ruten-
berg’s profit sharing works. The manager
drew a salary equal to 1.2% of his divi-
sion’s projected gross sales—in this case,
$18,000 on a gross of $1,500,000. Net
profit came to 7% —or $105,000. The

company skimmed off the top 3%—or
$45,000—and then split the $60,000 bal-
ance with the manager. So the manager
wound up with $30,000 in profit sharing
plus his $18,000 salary—or $48,000.

Under Rutenberg’s incentive-pay system,
also shown above, salesmen can reap large
rewards with a little extra effort. As a sales-
man’s volume reaches a series of plateaus.
his commission percentage is increased.
And these increases are retroactive: They
apply not only at that plateau and above
but also to his previous sales for the year.

For example: Up to a volume of $249,-
999, the salesman’s commission is 2%.
So at that total he earns $5,000. But as
soon as he clinches the sale that puts him
at $250,000, his commission on future and
past sales goes to 3% —and his earnings
to $7.500 (the $2.500 in retroactive com-
missions is paid immediately).
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‘We offer floor-plan options with each model plus a wide price range’

Rutenberg's prospects are essentially cus-
tom buyers with strong preferences in
house plans, and incomes ranging from
modest to high.

To appeal to families with such different

TYPICAL MODEL (plan at top of page) is fully
landscaped in front and back. Rutenberg's models

MAY 1968

incomes, he offers nine models priced
from $15,850 to $53,300 in the lowest-
cost building area and from $17,515 to
$58,900 in the highest.

And to give these families many of the

always include a maximum of optional extras
like the $3,850 pool package shown in plan.

advantages of a custom house without im-
pairing his production efficiency, he offers
most of his models with a choice of al-
ternate plans (examples, above).

Says Spencer Hart, who heads the com-
pany’s four-man design department:

“We're trying to provide the exact house
that these demanding buyers want, but we
do not want our salesmen playing architect
and dreaming up houses that have to be
priced out separately and fitted into our
production schedules.”

The company builds only to its basic
plans and standard alternates, which have
set prices for each area so that salesmen
can instantly quote costs to prospects.
Within that framework, minor changes in_
fenestration, materials and room size are
welcomed. Each division has a draftsman,
who draws up these changes. The division
manager then prices them out.
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Plastic plumbing makes new strides in housing

114

Plastic pipe’s bitterest enemies are 1) cast-
iron soil pipe manufacturers, 2) copper-
pipe manufacturers and 3) union plumbers
who are convinced that plastic pipe will put
them out of work. All three fight plastic
pipe's attempts to get code acceptance with
every weapon they can devise. And even
after code approvals are won, they fight to
overturn them.

Bur even while metal-pipe manufactur-
ers are denouncing plastic pipe, they are
quietly beginning to produce and sell it
themselves.

More than a dozen of the largest cast-
iron and copper-pipe producers are now
in the plastic drain-waste-and-vent piping

business. The list includes U.S. Pipe &
Foundry, James B, Clow & Sons, Glamor-
gan Pipe & Foundry, American Brass &
Iron Foundry, Charlotte Pipe & Foundry,
Triangle Conduit & Cable, Nibco Inc. and
Mueller Brass Co.

Some of these companies have joined
the Plastics Pipe Institute. And at least one
has become a member of the aBs Council,
the plastic-industry task force that fights
for code approvals.

Old-line metal-pipe producers are join-
ing the young plastics industry because—
despite all their delaying tactics—plastic
pipe is making steady headway in home-
building: Examples:

HOUSE & HOME




ALL-PLASTIC PLUMBING SYSTEM of BF.
Goodrich polyvinyl chloride has passed FHA

requirements for rehabilitation work. Estimated
cost saving compared with copper pipe: 35%.

markets—and even its enemies are helping

1. At least 17% of U.S. housing built
last year has plastic pipe for drain-waste-
and-vent (pwv) plumbing,

2. More than half of new single-family
houses built in California last year have
plastic bWV piping.

3. Plastic pwv piping has been approved
by 13 state codes, by local codes within 32
states and by all regional and national
codes, including the Building Officials Con-
ference of America, Southern Building
Code Congress, International Association
of Plumbing and Mechanical Officials and
FHA.

4. Plastic pressure piping for hot-and-
cold water supply is now permitted in FHA-

MAY 1968

financed rehabilitation projects. It is being
used extensively for low-cost rehab in
Cleveland.

Outside the housing industry, plastic
pipe enjoys big markets in natural-gas dis-
tribution, rural potable-water systems, crop
irrigation and chemical processing. Almost
100% of all mobile homes and travel
trailers have plastic pipe.

But metal-pipe competitors still say plas-
tic pipe can't do the job. They have pro-
duced illustrated reports showing that
household drain cleaners and other chemi-
cals will destroy it. They say termites and
rodents will eat it and fungi will attack it.
They claim it produces lethal smoke when

it burns. And they question how long plas-
tic pipe will stand up under natural aging.
The plastics people have lots of practice
answering these and other accusations.
For starters, they quote FHA Commis-
sioner Philip Brownstein: “We surveyed
[in 1966] all of our field offices to learn if
there had been any complaints from own-
ers of homes with ABS drain-waste-and-
vent piping since 1961 when Materials
Bulletin No. 33 was issued [permitting
plastic DWV in FHA-insured houses]. The
results show that not a single complaint
had been received.” And, the industry esti-
mates, plastic bwv is used in more than a
half-million single-family homes to date

continued
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(and in over a million mobile homes).

Plastics people discount evidence that
their product is subject to chemical attack.
Their own laboratory reports show that
plastic drainpipe resists all chemicals nor-
mally found in the home. Some of the most
disastrous tests that metal-pipe interests
conduct on plastic drains have included
paint removers and various acids in un-
diluted form.

Claims that plastic pipe won’t stand up
are discounted also by case-history evi-
dence. Plastic pipe has been used in Chi-
cago’s municipal sewage-disposal plant
since 1947, when it was substituted for
severely corroded metal pipe. It has been
used to carry acid wastes in chemical
plants for decades. And the Farmers Home
Administration has kept records since 1953
on plastic pipe’s performance in 10,000
miles of water-distribution systems.

Claims that plastic pipe is a fire hazard
are contradicted by laboratory studies and
in-use experience. The studies show that
ABs (acrylonitrile-butadiene-styrene) plas-
tic does not contribute to the start of a fire
nor to the spread of flame and that the
amount of poisonous smoke (hydrogen
cyanide) it could produce in a burning
house would be insignificant. Pvc (poly-
vinyl chloride) plastic pipe has an even
cleaner record—it is self-extinguishing in
fire. There are other plastic pipes, but only
these two are important to homebuilders.

ABS and PVC producers are sewing up
the plastic-pipe market in housing

Ass, invented by Uniroyal Inc. in 1944,
got a five-year head start on pvc. By the
time ABs had been okayed for FHA houses
in 1961, it had already made strong in-
roads in the mobile-home industry by win-
ning California code approvals. Pvc, in-
vented in Germany 40 years ago, was not
recognized by FHA until 1966 and had not
enjoyed a high-volume market like mobile
homes, As a result, almost twice as much
ABS is used for pwv piping—15 million
pounds in 1967, compared with nine mil-
lion pounds of PVC.

But pvc has an advantage over ABs: It
is better suited to pressure piping. Last
year some 50 million pounds of Pvc—com-
pared with only three million pounds of
aBs—were used for water-supply systems.

One producer, B. F. Goodrich Chemical
Co., calls Pvc the carbon steel of the plas-
tic-pipe industry. Goodrich and some
others produce a version known as CPVC
(chlorinated polyvinyl chloride) that meets

PLASTIC PIPE continued

national standards for piping 180°F water
at pressures of up to 100 psi and can with-
stand 200°F water for limited periods.
ABs pipe, on the other hand, is limited to
160°F water at lower pressures considered
adequate for pwv use.

Other companies hope to improve on
pvc. Carlon Products Corp. is test-market-
ing a pvc pipe called Vylon that is sup-
posed to be three times tougher than any
previous pwv plastics. Carlon is also ex-
ploring ways to cut the cost of a different
plastic called polypropylene oxide (PPO)
that is said to withstand continuous water
temperatures of more than 212°F. General
Electric, too, is reportedly developing a
super plastic for hot-water pressure piping.

Plastic pipe boasts high standards
protected by a policing system

Plastic pipe and fittings meet commer-
cial standards of the National Bureau of
Standards, U.S. Dept. of Commerce,
American Society for Testing and Mate-
rials (ast™) and U.S. of America Stand-
ards Institute (USASI).

But the industry’s most significant stand-
ards are those that the independent Na-
tional Sanitation Foundation enforces.

More than a hundred pipe and fittings
manufacturers and raw-material suppliers
print the NsF seal of approval on their
products just as the electrical industry uses
the Underwriters Laboratories label. To
use the seal, they have to agree to four
surprise inspections of their plants every
year. The NsF inspector picks a random
sample of pipe or fittings for testing by the
agency’s laboratory to see if it measures up
to standards that the industry and NSF
have agreed upon.

The industry has begun to develop stand-
ards for hot-water pressure pipe. But they
will probably be slow in coming because
the manufacturers disagree on how thick
their pipe walls should be. Cpvc meets
national standards for 180°F pressure-
pipe systems when it is made in iron-pipe
thicknesses. But when it is extruded in
copper-pipe dimensions, it meets no stand-
ards.

This hasn’t stopped at least one manu-
facturer, Genova Products, from going
into full-scale production of cpvc piping
in ¥54” and 3" copper-pipe sizes. Genova
is supplying the FHA-insured rehabilitation
projects in Cleveland.

Another point the manufacturers don't
always agree on is how to promote the
advantages of plastic pipe.

Comparison chart:

MATERIAL

PE

POLYETHYLENE
low, medium
and high density

~ ABS
ACRYLONITRILE-
BUTADIENE-
STYRENE

PVC
POLYVINYL
CHLORIDE

CPVC
_ CHLORINATED

POLYVINYL

CHLORIDE

SR

RUBBER MODIFIED
STYRENE

CAB

CELLULOSE
ACETATE
BUTYRATE

PP
POLYPROPYLENE

ACETAL
POLYACETAL
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Only ABS, PVC and CPVC are factors in household plumbing

PROPERTIES

APPLICATIONS

MAX. TEMP.,
OPERATING

JOINING
METHODS

STANDARDS

® (Good chemical and crush resistance ®

® Low-pressure water systems ® Irriga-
tion and golf course sprinkler systems

Insert fittings

PE

Excellent impact strength and flexibility ® Corrosive liquids and gases ® Under- 120°F Butt welding €S 197, CS 255,
® High level elongation at freezing ® ground conduits and gas reliners ® [n- Heat fusion ASTM D-2104, ASTM D-2239
Good low-temperature performance e dustrial and chemical laboratory drain- 200°F* External ASTM D 2447, ASTM D 2513
Non-toxic ® NSF approved for potable age systems o Natural gas e Water compression fittings  F.5 00545 MIL-P 26692
water service ® Distilled and demineralized Transition fittings MIL-P 22634 :
water
: : ABS
® Good chemical resistance to house-
g A i ; CS 218, CS 254, CS 270,
hold chemicals ® Good crush resistance ® DWV piping systems — mobile and ASTM D-1527, ASTM D-2282
e Non-toxic » NSF apgroved for pot- residential ® Pressure piping and drain- Solvent welding ASTM D-2465, ASTM D-2468.
able water and DWV e Rigidity at high- age systems ® Water service ® Irriga- 180°F* sl ASTM D-2469, ASTM D-2513
er temperatures ® Excellent impact tion, industrial and municipal e Gas Transition fittings £’ 355" FHA'MPS Revision
strength, especially at low temperature servicesUnderground electrical conduit No. 31, IAPMO TSC 661,
® Fastsetting joints TSC 362, IAPMO PS 17-65,
1§ 5-65
A . DWV piping systems ® Pressure pip- Solvent welding Pvc
® Excellent chemical resistance 2 i
 Good crush and impact strength i aél_dtd_gan?age zysltlimst_- Watgr a"ﬁ Tﬂread%d CS 207, CS 256, CS 272,
o Fire-resistant (self-extinguishing) % dponns S g s 150°F ange fitti ASTM D 1785, ASTM D 2241,
® High tensile strength course sprinkler systems o Sewage Comp‘r'es“smn ittings  ASTM D 2464, ASTM D 2466,
® Non-texic treatment e Surface and underground 180°F* 0" rings ASTM D-2467, ASTM D 2513,
o NSF approved for potable water and conduit  Industrial chemical piping e Transition fittings F-§ 320, F-S 540,
DWV Corrosive fume ducting e Crude oil Bell-ring MIL-P 22011, FHA-MPS
flow lines ® Water well casing Rubber gasket Revision No. 31, FHA UM 41
® Excellent chemical resistance Sahvent weiding
L Eood crush an? irfwact streﬁgth) 1&;%11%" CPVC
® Fire-resistant  (self-extinguishing ® Hot and cold water distribution c ion fittings  CS 256-63, ASTM D-1785
h : o ompression fittings g s
s mjgn'ftg'i’:'le strength ® Hot and cold chemical process piping il : “o ri?gs ﬁmg%}g% agm g%ﬁgg.
ransition fittings "L 1Oy P e
. gvsvf/ approved for potable water and il g € FHA-MPS 562, FHA-MPS 563
Rubber gasket
® Drainage and sewage systems
® Good crush resistance ® Underground downspout drains SR
® Fair impact strength ® Underground electrical conduit 160°F Solvent welding (S 228, ASTM D 2321
® Moderate chemical resistance ® Septic tank absorption fields FHA UM-26. FS WP 00383
® Foundation drains :
® Moderate chemical resistance
® Excellent resistance to petroleum oghemical process piping
and paraffins ® (il field and natural gas Solvent welding
® Good impact strength ® Gas service 150°F CAB
® Available in transparent form ® Conveying systems (air operated) Transition fittings ASTM D 1503, ASTM D 2513
® Excellent solvent-cementing e Underground conduit
characteristics
® Excellent chemical resistance : . :
® Resistant to sulphur-bearing - Iﬂiﬁttrelrills and chemical lab drainage Heat fusion LEGEND:
- Vef;'ﬂgﬁ;’?gswgm ® Low pressure gas and crude oil 190°F TF'};ag{i%d G Commercial Standard, Office
® Good tensile strength : ggﬁmv:'g":érp?;&?fEﬂ'gmﬂges Transition fittings gfept?rg;"gg:rt}’r’ngrggdams' g
e NSF approved for potable water SeT An:’enc?n Sulcmy for Testing
an aterials
F-S gedeyal Specifications, General
® Excellent resistance to paraffins and ® Process systems i Mmimmmh
solvents ® Solvent hand“ng Mot fusion FHA Federal Housing Administration
® High resistance to surge fatigue ® Agricultural chemicals 150°F

® Non-toxic
e NSF approved for potable water

® Crude oils
® Natural gas

Transition fittings

MIL Military Standards, Dept. of

Defense

NOTE: Physical properties of thermoplastics pipe change with temperature

Courtesy:
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The Society of the Plastics Industry Inc

*Maximum continuous operating temperature for non-pressure systems
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moters used to stress
easy-to-do installation

Plastic-pipe
low costs an

Some manufacturers have gone so far as
to offer plastic pipe to the do-it-yourself
market, Carlon Products, for one, intro-
duced a pwv kit in 1966 that had “every-
thing you need—including roof flashing,
a brush and cement—to install a three-
piece bathroom drainage system.”

Another plastics-industry tactic that
hasn’t made friends among the plumbing
industry is voicing predictions that plastics
will make plumbers obsolete. Borg-Warner
Corp.’s Marbon Chemical Division publi-
cized such a prediction made in 1965 by
Architecture Professor Walter Lewis of
the University of Illinois. Said Lewis: The
terms “plumbing” and “plumber” will be
replaced by “plastication” and “plasti-
cator” in 20 years. “Plumbing as we know
it will not exist in 1985.”

Plastic plumbing materials do cost less
than metal piping, and they do involve
fewer work steps. Says a New Jersey
plumber, Calvin Currier: “All you need to
install it are a saw, a knife and a glue pot.”

But documenting their cost savings has
not been easy for the plastic-pipe people.

“The industry’s rule of thumb,” says
Thomas Rourke of Celanese Plastics Co.,
“is that comparative DWvV material and
labor costs for a typical one-family dwell-
ing run $115 for ABs or Pvc pipe, $163 for
copper and $205 for galvanized steel or
cast iron.”

The catch is that a large part of these
savings depends on the industry’s estimates
of labor time.

According to the Plastics Pipe Institute,
installing a plastic pwv system for a one-
family house can require as little as 4.25
man-hours (allowing full prefabrication)
compared with 12 hours for copper pipe
and 22 hours for cast-iron or steel. Thus
the official materials-plus-labor breakdown
becomes $97.85 plus $17.32 for plastic
pwv, $114.91 plus $48.90 for copper, and
$115.99 plus $89.65 for galvanized steel
or cast iron.

Hostile plumbers don’t see eye-to-eye
with figures like these. The Contracting
Plumbers of Brooklyn and Queens (New
York City) estimate that a single-family
pwyv system of aBs plastic—currently pro-
hibited by their local code—would require
26 man-hours compared with 33 for cast
iron. What’s more, they estimate that the
ABs materials would cost more than cast
iron—$202.80 compared with $195.76.

Ironically, the New York plumbers also
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§ PLASTIC PIPE continued

argue that plastic pipe shouldn’t be per-
mitted in the city code because it hasn’t
proved itself—even though the code has
for years approved of pvc piping for the
drainage of acid wastes.

But the plastic-pipe industry doesn’t
want to fight plumbers. It needs them to
buy and install its product.

Plastic pipe’s new tack is quality
and an appeal to skilled mechanics

No longer will the industry accept accu-
sations that its product encourages ama-
teur plumbers. In fact, it turns the accusa-
tion back onto the cast-iron industry. Says
Rom Rhome of the aes Council and Uni-
royal: “The cast-iron industry—not plas-
tics—is guilty of promoting do-it-yourself
plumbing. They have promoted a variety
of prefabricated rubber joints that require
no skill whatsoever except the tightening
of a clamp with a screwdriver.” Rhome
refers particularly to the cast-iron indus-
try's No-Hub joint—a neoprene gasket and
metal sleeve—which can be made in a
couple of minutes.

Rhome and others emphasize that plas-
tic-pipe joints leave no margin for error.
Reason: They are bonded with solvent
cements that set permanently in ten sec-
onds. If the plumber makes a layout error,
he can’t unsweat the joint as with copper,
but must cut out the fitting and perhaps
remove a large section of piping. Another
complication is that plastic pipe requires
expansion joints because it stretches and
shrinks with temperature changes. Pvc, for
example, expands about % per 10" length
for each 100°F temperature rise.

Plastic-pipe promoters are ceasing to
dwell on cost savings. Instead, they play
up:

1. Durability. Manufacturers claim plas-
tic pipe stands up better than metal pipe,
and they back it with long-term guaran-
tees. Celanese, for example, guarantees its
ABS pwv pipe fittings to homeowners for
50 years. .

2. Safety. The manufacturers say their
glued joints reduce fire risk in plumbing
work because—unlike cast iron’s hot-lead
joints and copper’s sweated fittings—they
don’t require an open flame.

3. Versatility. Plastic pwv assemblies
can be completely preassembled in off-site
shops because they weigh up to five times
less than copper or cast-iron assemblies.
And plastic piping is easier to squeeze
into old structures in rehab work because
its joints don’t require working space.

HOUSE & HOME



DESIGN FILE

How to clean up the busy-busy exterior

The difference between a well-designed merchant-built fa-
cade and a hashed-up one can usually be summed up thus: The
good one is simpler, and it's handled with restraint. To
prove this, HOUSE & HOME selected examples of the hashed-up
variety and asked architect George Hugh Tsuruoka (left) to
redo them in sketches. Tsuruoka is something of a specialist
at this; as a design consultant (to, among others, the Ar-
chitectural Aluminum Manufacturers' Assn., plus a group
of tenmajor building-products companies), he regularly of-
fers redesign ideas to builders. Note that in most cases his
new design is no more costly than the original.

The good old ranch is still a basic house in much
of the country, but that's no reason to keep on
mixing its exterior finishes and overemphasizing
its horizontal look. Here, Tsuruoka has elimi-
nated the front brick bellyband and all horizon-
tal siding, substituting vertical siding with a
touch of stone to give the entry warmth. Result:
a house that looks neater, bigger and much more
up-to-date.

cont inued

- ———————————— ———— ——————— ——— ——— —— —— —— — —— S—— —— ——————— A ——— ———————— —
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DESIGN FILE ...

The skinny-lot house (best known in Chicago)
starts with the problem of end-on siting; here
the problem has been made worse by two uneven
masses of brick veneer on front. Removing the
brick should save almost enough to pay for a new
front step and planter, plus a little hip gable
that gives the roof some character. A side fence
also helps, providing it doesn't interfere with
the driveway.

The handsome Pacific-style contemporary below
looks joltingly different from the all-too-fami-
liarsplit-entryatleft,yettheonlystructural
change is a moved foundation wall at left of the
door. Everything else is done by altering wall
and window masses and adding small hip gables to
the roof.

—————————————————— —— —————— —— {—————— ———————————————— —— T ——— —— o, .
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There are a lot of little reasons why this split-
entry's facade doesn't quite come off: too many
window types, a truncated front gable and an
overexpanse of hairy siding. Tsuruocka's rede-
sign—which completely changes the character of
the house from sort-of traditiomal to out-and-
out contemporary—knocks off the gable, unifies
the window styling and puts wvertical siding on
half the facade.

MAY 1968

This little gem (how'd you like to
have to frame up that roof?) looks
hopeless. But by taking liberties
with one corner (the near one), Tsu-
ruoka has produced a neat, relatively
Simple little house with something
of the feeling of an old colonial
barn. The savings in rough carpentry
and flashing alone should be enough
to pay for the handsome new stone fa-

cade.
continued




DESIGN FILE ......

If you had to pin a style label on this nonde-
seript ranch, you'd probably call it colonial,
after the shutters. So Tsuruoka has given it real
colonial flavor with a recessed entrance, a mix
of vertical and narrow horizontal siding and big-
ger windows with smaller panes. The crowning
touch is an oversized chimney, which could be
corbelled out in the attic so that it would eat
up less living area.

If the house above is under-colonialed, this one
is over-colonialed in the manner of the short-
lived storybook or Cinderella houses of a few
vears ago. Redesigning it is largely a matter
of simplification: Three identical windows re-
place the original mixture, and the ell's roof
is cut back (but the sheltered entrance re-
tained).Theonlyadditionis,again,eabigcolo—
nial chimney.

HOUSE & HOME




On a really small box like this, good redesign may not pay off . ..

In fact, most builders have found that the
pseudo-Cape Cod box itself isn't worth building.
But occasionally something of this general style
crops up as a vacation house (it does offer a lot
of space for the money), so Tsuruoka has shown
how to turn it into a real Cape Cod. The narrow
siding, bigger windows, colonial entrance and
monster chimney will all add to the cost, but the
result is a house with real character.

At least that's what Tsuruoka thought. He re-
turned this photo with a brief note to the effect
that a joke can be carried too far.

But HOUSE & HOME's editors are a dauntless
group. Welcoming the challenge, we sat down and
produced the new design shown at right. Note that
the basic character of the house is unchanged—
in fact, it has been enhanced by purifying and
emphasizing what was apparently the original de-
sign theme.

Who knows ? We may start a whole new trend in
imaginative subdivision architecture.

—————————— —————————— —— ——— ———|—— ——— — — —— — — — — — ————— —————— ———yo——— t—— —
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Every 2 mlnute another fa|I
moves into a new home
with flameless electric heat.

Get your share of this profitable market.
Add extra sales appeals. Speed construction, too.
See your electric light and power company. Right now.
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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 light and power company about

the Gold Medallion Home Program.

LIVE BETTER ELECTRICALLY

Edison Electric Institute, 750 Third Avenue, N.Y., N.Y, 10017



When Jim Lees sells a house,
he doesn’t have to sell the dishwasher.

“The people that buy my houses expect
quality,” says builder Jim Lees. ““And
this means they expect a KitchenAid
dishwasher.”

“Since 1 began using KitchenAid 8
years ago, they've had a wonderful
reception from my buyers, without any
selling on my part.”

“Women are especially impressed,
for the kitchen 1s so important to them.
And a KitchenAid dishwasher stands
for quality and convenience.”

Lees points out that there are many
quality features in his homes, in addi-
tion to the dishwasher. Take his latest
development of Penn Wood, in West-
town, Pa.

This location is one of the most
highly desirable in the greater Phila-
delphia area. All homes have such
features as disposers, and cabinets hand-
finished by local Amish craftsmen. And
some homes also have such luxury touch-
es as fireplaces and air conditioning.

Since he formed his own business
in 1954, Lees has developed several
areas, building all types of homes, in all
price ranges. And he still finds time for
remodeling work, too.

If you'd like to assure your cus-
tomers of quality, mnaybe you should
use KitchenAid dishwasherstoo. They’re
known for dependability and virtually

= _,_J service-free operation, by many quality

builders like Jim Lees. For more de-
tails, see your distributor. Or write
KitchenAid Dishwashers, Dept. 8DS-5,
The Hobart Manufacturing Company,
Troy, Ohio 45373.

KitchenAid

Dishwashers and Disposers
By the makers of Hobart commercial dishwashers and food waste disposers.
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THIS SPACE CONTRIBUTED BY THE FUBLISHER

Mr. Rock Hudson

B Finally there’s a shutter that looks authentically like wood but

Learn the seven is far more durable and practical. Even a woodpecker would be
. fooled by the new X-act Wood Mold Shutter . . . 100% abs poly-
warning mer, thermo-formed over a mold designed from a wood shutter.
Si nals Of No seams or rivets show. Louvers can’t fall out. No painting
g needed . . . your choice of white, black or green.
cancer. B Installation is literally a “snap.” Wire clips install fast on any
: ‘ type of exterior siding, and one quick push snaps the shutter
You'll be in into place and locks it on.
good company. ® The X-act Wood Mold Shutter won't buckle or bend when the

weather changes, because the wire clips allow it to move slightly
up and down as normal expansion and contraction occur. And

; | bl i s -
e g the frame is the same abs polymer as the face, for uniform ex-

discharge. ’ .
2. A lump or thickening in the pansion of all parts—no twist or warp.
breast or eisewhere. ® Unbelievably, this shutter costs /ess than most plastic shutters

3. A sore that does not heal.

4. Change in bowel or bladder
habits.

5. Hoarseness or cough.

6. Indigestion or difficulty in
swallowing.

7. Change in a wart or mole.

and even less, on an installed basis, than most wood shutters.

We have more answers for your questions . . . just send the coupon.
B N N B BN B B |

HH

If a signal lasts longer than products co.
two weeks, see your doctor

without delay.

It makes sense to know the
seven warning signals of
cancer.

It makes sense to give to the
American Cancer Society.

P.0. BOX 68 PRINCEVILLE, ILLINOIS 61559 PHONE 309-385-4323

products checked below:

[] X-Act Wood Mold Shutters [] X-Panda Closet Shelves
[ Aluminum Louvers [] X-Otic Door Pulls

Please send literature on Vent-a-System, and other .

City State. Zip l
Iam: []Builder [] Dealer ] Architect [“] Distributor I
127
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Whatever you want in a
swing-door bathroom cabinet,
Grote has it...with a wall
mirror to match

35 swing-doors in
stylish metallic or
elegant carved wood

No bathroom cabinet gives more convenient storage for
the money or easier installation than the timeless favorite of
so many builders, the swing-door. Or more glamor, when you
buy Grote. For the Grote line of 35 swing-doors gives you
the gamut from stylish practicality in metallic frames to the
ultimate in decorator-inspired elegantly carved wood. Re-
cessed, or surface-mounted with the built-in look. Simply
invert the cabinet on the job to switch the door swing.

Two years ago we bought a whole mirror plant, renowned
Hagemann of Shelbyville, Ind., to bring you ALL the sales
magic of mirrors. Not only the industry's broadest variety of
styles but, when you buy Grote cabinets, you can get wall
mirrors to match. Neat trick to sell a home or rent an apart-
ment weeks earlier. Send coupon to see all our sales tricks.

——— ———————— ———— e i

MANUFACTURING CO.

P.O. Box 766-EP, Madison, Indiana

sliders and ensembles, more than 200 variations.
Lel's see all your sales tricks.

|
|
|
|
Send your catalog of 35 swing-door cabinets plus |
|
|
[
|
[
|

Firm Name
{ Street I
|
City State Lip |
I
Signed Title I
-t
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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.

ZIP Codes
keep postal costs
down but only if
you use them.

HOUSE & HOME




After you get through

filling, sanding and sealing

this door, it’ll look great.

Our new door looks exactly like
any other louver panel, except you
don't have to do anything to it after
it arrives on the job.

With a molded door face made
out of a tough, resin-impregnated
wood fiber, we've come up with an
absolutely smooth surface. With no
grain. No checks. No joints.

The surface is already primed. All

you have to do is paint it.

Weyerhaeuser Molded Doors are
available in all popular sizes. You
may order widths: 9" to 3. Heights:
66" and 6’8”. In three-panel and
six-panel designs.

Like more information?

Mail the coupon at the right.
We'll be back to you with all the
details.

Circle 92 on Reader Service card

This new Weyerhaeuser
one-piece louver panel door
looks great to begin with.

o e e —— ———— ——— — —

To: Weyerhaeuser Company, Box B-2812
Tacoma, Washington 98401

Please send me more information

on your new one-piece molded

door

Name ___

Address !

City __

State e lip el

Weyerhaeuser




“References
to your
product were

complimentary.”

e FALLS GROVE

NO. ARLINGTON, VIRGINIA / 20 HOMES
PRICE RANGE: $§63.000 TO $69,500

e FLOWER VALLEY
MONTGOMERY COUNTY, MARYLAND ,” 455 HOMES
PRICE RANGE: $37,500 TO $48,000

o LAKE NORMANDY ESTATES

FICTURED ABOVE
FALLS ROAD, POTOMAC, MARYLAND / 79 HOMES
PRICE RANGE: $45,000 TO $52,000

FOR YOUR NEXT DEVELOPMENT, SPECIFY
ONE OR MORE OF THE 85 BEAUTIFUL
ARTISTIC BRASS DESIGNS.

@

@0
ARTISTIC BRASS, INC.

3148 East 11th Street, Los Angeles, California 90023
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ARE YOU BUILDING MODERN
HOMES WITH OLD-FASHIONED
HEATING ¢ AIR-CONDITIONING
SYSTEMS?

0 Heating
@ Humidification

&) air-Conditioning
@) Dehumidification
@ Electronic Air Cleaning

Williamson's new “Five-In-One” completely obso-
letes the old concept of a warm air furnace with
add-on central air-conditioning. Completely en-
closed in a smartly styled casing no larger than a
typical furnace, the Williamson “Five-In-One" heats
and humidifies in the winter, cools and dehumidifies
in the summer, and electronically cleans the air all
year around.

The “Five-In-One" offers heating from 80,000 to
150,000 BTU, cooling from 25,000 to 56,000 BTU,
humidification up to one gallon output per hour,
and removal of up to 90% of all airborne contam-
inates. The “Five-In-One" is available for use with
natural gas, L.P. gas, or fuel oil. It costs less and
takes less space than a combination of comparable
components purchased separately and assembled
into a total comfort package.

Take a good look at
Williamson's new "'Five-In-One”. (Patent Pending)

WILLIAMSON

ESTABLISHED 1890

The Williamson Co., Dept. T-102
3334 Madison Rd., Cincinnati, Ohio 45209
Phone: (513) 731-1343

MAY 1968 Circle 94 on Reader Service card
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Announcing the

all-new Bostitch clinch-nail
roof fruss system.

Combines the proven strength and durability
of nail-on truss plates with the speed and low
cost of a simple, compact air gun system.

New Speed. No more flipping of trusses
during assembly. All joints are nailed from only one
side. Now you can make trusses in half the floor
space normally required.

New Strength. Each nail goes completely
through both sides of each joint. “Clinching” action
locks joints together—with 407% fewer nails.

Fewer nails mean less truss assembly time, too.

New Simplicity. Bostitch Clinch-Nail System
includes adjustable builder's saw guides for cutting all
but truss webs right on truss assembly table! Two or

three men easily operate entire system including
cutting of webs and assembly.

New Versatility. Basic system handles almost
any style trusses up to 40-foot span and 8-in-12 pitch.
Just add extra tables and track to expand pitch and
span to any lengths.

New Economy. There are no cumbersome or
expensive presses or roller machines. Bostitch provides
everything you need to build trusses except
the lumber and saws. The new Bostitch Clinch-Nail
Truss System includes low-cost hardware
and plans for six movable truss tables, two Bostitc
Truss Nailers, power saw cutting jigs for peak and
heel joints and rafter tail cutoff, electric or gas

- .
Whut “ IS: Heart of Bostitch Clinch-Nail Truss System is the special two-ply truss plate and companion clinch-point
nail. Each nail is power driven completely through joint and automatically clinched on opposite side. Two-ply construction of
clinch-pad truss plates insures precisely controlled clinching action.

BOSTITCH
TRUSS NAILS

TRUSS

TOP PLATE

TRUSS
MEMBER

SPECIAL CLINCH PAD
TRUSS PLATE

BOSTITCH

TRUSS NAIL

HOUSE & HOME




driven air compressor, air line hoses and accessories,
plus truss plates and clinch-point nails.

1. Peck and heel joints are cut at the table
during assembly. Precut webs are then placed
in position.

2. Bostitch clinch-pad truss plate is next
placed under each joint and a Bostitch truss
nail plate on top.

3. Both truss plates and truss members are
power nailed together simultaneously from one side of
joint. Clinching anvil mounted on each tabletop
automatically clinches truss nails.

4, Separate, movable clamp-and-nail tables at
each truss joint accommodate practically any size or

How it works:

MAY 1968

style truss. Spaces between tables simplify
truss assembly and removal from any side.

Now truss making becomes easier, and more
profitable than ever before! You get professionally
designed, high-quality trusses at minimum cost.

Field experience proves that two men can turn out
up to 30-foot trusses in three minutes per truss

including cutting
Get into

top and bottom chords.
the extra-profitable Clinch-Nail

truss-making business now with this new Bostitch Truss
System. First step for you—call THE MAN
WITH THE FASTENING FACTS. He's listed under

"BOSTITCH" iin

your phone book.

Or send this coupon.

B Bostitch Division of Textron Inc,
B STIT H 245 Briggs Drive
East Greenwich, R.|. 02818
FASTENING SYSTEMS
Pleasesendmefulldetailsonthenew
AlextrOHICOMPANY Bostitch Clinch-Nail TrussPackage.
Name 4 el
Company. Phone__ —
Street City
State Zip
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TECHNOLOGY
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HOUND FREQUENCY RANCE, CYCLES PER
STAGGERED-STUD PARTY WALL of 2x3s plus woven 2” insulation and
145 gypsumboard provides varying noise reduction in three different sections
of NAHB’s tested apartments. Field STC rating averages 40 to 46.

oo
50
$ECCND

| I
4 - 4 _; L
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5 BOO Bbolzso 2600‘5&5050‘”
HOUND FREGUEHCY RAHGE, CYCLEDS PER SRIOND

MASONRY PARTY WALL of 8” hollow blocks covered with furring strips,
1” mineral-fiber insulation and %" gypsumboard provides highest noise re-
duction between apartment bedrooms, Field STC rating averages 53 to 56.

The sound-deadening gap: Why builders get less than they pay for. . .

Apartment builders and sound-control
manufacturers have always suspected that
the difference between a sound system’s
lab rating and its field performance is
sometimes like night and day. Now the
NAHB Research Foundation has docu-
mented just how great the gap actually is,
and what causes it.

NauB researchers made a long-term
study to test the effectiveness of sound-
deadening used in a 98-unit apartment
project in Washington, D.C. The buildings
—three-story, wood-frame structures in the
$125 to $175 rental range—contain a host
of standard sound-deadening systems and
materials between units. But because of
mistakes in workmanship, their perform-
ance varies.

NaHB's study—published in a thick re-
port entitled “Field Study of Residential
Acoustics”™—is unusual for three reasons:

1. The buildings were not constructed
for testing. They had already been designed
and were under construction before the re-
search team approached the builder-owner

for permission to study them.

2. Researchers were able to examine de-
tails of sound-deadening construction dur-
ing the building stage so they had a good
idea of what caused acoustic failures when
the finished walls and floors were later
tested by instruments.

3. Tenants of the apartments were thor-
oughly interviewed to learn what noises
they considered objectionable—in effect, a
double check against the test findings.

Despite the builder’s precautions against
noise transmission, his tenants had many
complaints. In order of most frequent men-
tion, they were 1) impact noises through
floors, 2) appliance and plumbing noises,
3) stairway noises, 4) airborne sounds
through walls, 5) noises generated by ten-
ants’ own appliances, and 6) noises from
central utility areas such as laundry rooms.

The builder’s precautions included stag-
gered studs, masonry party walls, fiber-
board underlayment on floors, full-thick
mineral wool stapled between floor-ceiling
joist spaces, gypsumboard ceilings sus-

pended in resilient ceiling channels nailed
to bottom edges of joists, and sponge-neo-
prene bushings to isolate metal plumbing
from framing members.

Some sections of party walls and floor-
ceilings did have Sound Transmission Class
(sTc) ratings close to those of laboratory
specimens. But other sections—of the same
basic sound-deadening construction—were
many STC points below laboratory ratings
and in some cases completely ineffectual.

Tenants’ complaints backed up the erratic
effectiveness of the builder’s sound-deaden-
ing—i.e., 40% of them had no complaints
about noise, while the balance had com-
plaints that covered every possible kind of
sound transmission.

NaHB's conclusion: Apartment builders
who want effective sound-deadening must
pay the cost of substantial extra super-
vision for the workmen who install it. The
best-conceived sound-break is useless in
the hands of a workman who doesn’t know
how to install it. Some - precautions they
should be taught are listed below.

. . . and what NAHB experts advise doing to get your money’s worth

Most sound-break failures discovered in
the NAHB test were caused by wall penetra-
tions. NaHB's rule of thumb: A Y2”-diam-
eter hole in a masonry wall reduces its STC
rating by seven points. So the experts em-
phasize that if holes cannot be avoided,
they must be sealed with mortar or heavy
flexible caulking.

A typical source of sound leakage was
the crack around exposed ceiling beams at
the point where they pass through gypsum-

134

board walls. Not only should the gypsum-
board fit tightly around the beam, but the
seams should be caulked on both sides of
the wall before molding is applied.

Sound-deadening material in floor-joist
cavities will help reduce plumbing noises,
but only if the pipes are held free from all
framing. The builder nNaHB studied had
used neoprene bushings on some pipes, but
others had been secured by driving wood
wedges between pipe and framing.

Telephone outlets and TV antenna ter-
minals were found to be as detrimental to
sound-deadening efforts as are electrical
boxes. They don't have to be back-to-back
to permit noise transfer, but merely in the
same stud space.

How good does a sound-deadened wall
have to be? According to NAHB's tenant-
survey, any party wall with a noise-reduc-
tion rating of less than 48 stc is little bet-
ter than useless.

New products start on p. 147
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It looks could
we'd kill the

A bold design with elegant style skillfully expressed through
the fine wrought detail and hand-rubbed finish!

Stunning beauty? Absolutely. But we make sure it's not
fatal. Like all Weslocks, it's panic-proof. It locks people
out—but never in. To escape, one simple, instinctive turn
from the inside unlocks and opens the door.

It's out and out beauty...that starts with common sense
safety.

WESLOCKe




MIEET POMONA TILE'S WIENDY.
SHE'S SHOWING THOUSANDS
OF YOUR PROSPEGTS

_ Through full-color, full-page ads in top home magazines, she’s telling millions
Cl of potential prospects how to judge the quality of a home by the quality
Eﬂ_ﬂ_l of its baths. She's telling them how to recognize such quality bathroom features as
genuine ceramic tile by Pomona. She’s telling them how to get the maost bathroom

OUALITY
HOME.

for their dollar in the homes they buy.

THIS BOOKLET SHOWS
YOU HOW TO SIELL
st B QU

home builder. It shows how the potent
sales appeal of modern ceramic tile
bathrooms can be an important
factor in selling homes. It's packed
with practical tips on how you and
your salesmen can fully exploit the
quality features home buyers are
looking for. To get your free copy of
How to Sell a Bath, just fill in the coupon.

Pomona Tile Company
Box 2249, Dept. DA-26

2716 South Reservoir Street
Pomona, California 91766

Please send me my free copy of How to Sell a Bath, plus a

Genuine full-color Idea Book.

ceramic tile
by Name_ == — S

PomonaTile > .. "

A DIVISION OF AMERICAN OLEAN | =

et ———

ﬂ Street _ — = - e —

K e ewiwe Fip. /
——3t — — =2 C ] —_—
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THE SILENCER

Aluminum sliding glass doors that carry Qur Quality Certified labels are nothing to
Nothing to write nasty ers about
The label me:

(1) that these
air m* ,rahon ar“.d .,md |Odd in com;_v!\an

Specify them and nmoy peace. blessed peace. For a mmm of :1|LJmLI|Ler“ sliding gla
doors and windows that carry these labels, write for AAMA's CERTIFIED PR JCTS DIRECTOR)

ﬂArchltectural Aluminum

N Manufacturers Association

35 East Wacker Drive, Chicago, lllinois 60601, Dept. B58
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It’s a lucky thing for Lombardi that there are rough, tough
clubs like the Colts, the Cowboys and the Bears around the
league.

Without them, his Packers wouldn't be the great club they
are.

Greatness, after all, is the rarest commodity on the market.

It isn’t something you're born and raised with. It’s some-
thing you rise to—against the stiffest kind of competition.

A simple fact of life, you say. True in sports, or school, or
business, or industry.

Funny thing, though . . . there are people around today who
just don’t buy that point of view when it comes to business.

They think there’s too much competition in the market-
place. Too many brands in the sporting goods store, for instance.

Too many manufacturers fighting each other to sell you some-
thing.

They'd like the government to take steps that would even-
tually lead to fewer brands in the stores, and therefore, less
competition.

But, they forget that restricting competition is not the way
this country got great.

It is competition that produces the endless innovations in
our marketplace . . . that creates whole new industries . . . more
jobs . . . that makes the Packers the greatest.

Say . . . can you imagine Lombardi's reaction when some-
body tells him the referee is going to call his plays for him?

And he can’t average 241 in the line because the Colts
average only 2337

Magazine Publishers Association

An association of 365 leading U. S. magazines

HOUSE & HOME




If you’re not a Weyerhaeuser Registered Home"® builder,
here’s the kind of spring promotion help you missed.

(But you don’t have to miss the big fall promotion.)

QOur spring home selling push
starts with a feature in April Ameri-
can Home magazine on a new WRH
home. We call it “the WRH home
that can change to meet family
needs” promotion.

Big, full-color Weyerhaeuser Reg-
istered Home ads will run in both
April and May issues of American
Home. The 2-page May ad lists
WRH dealers across the nation.

In addition, there’s local publicity,
big local newspaper ads, model
home displays and a full-color idea
brochure,

And WRH builders around the
country are building model homes
with a direct tie to this national pub-

MAY 1968

licity/advertising/ merchandising.

Promotions like these are just
one part of the full WRH story. As
a WRH builder you get component
packages at a stable price from a
close-at-hand WRH dealer. New
home designs.

As well as 90 per cent mortgage fi-
nancing at competitive interest rates.

And Weyerhaeuser backs every
WRH home with a 20-year warranty
on all our wood products used in
the home, an important benefit to
both first and second owners.

Send the coupon for more infor-
mation on what's in WRH for build-
ers. Just in time for the really big
fall WRH promotion.

Circle 102 on Reader Service card
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“At Campus Commons we
take care of the maintenance,
so designing for
easy upkeep was critical.

“That's why we used red cedar
grooved sidewall shakes.”

When S

amento’s new Car

svelopment is comn e
deve ',F|Jq|tl LIS Cf _‘“‘ tec

Mpus

) : wimming
,DODI , a rlubh ouse mcl six tennis courts
That's a lot to take care of. But a
maintenance contract covering all exterior
upkeep s, "
with a lpspunsmmtv Lhut Idrqe
Tabarracci, Campus Con
intendent of constru-m(m,

‘lr!’+ff-""¢"

"we wanted

to use exterior materials that w

vould give
us quality appearance yet still hold
costs down and be easy to

care for later

140

on. Qur arc

J Because they provide the
authentic, natural look only wood can
give, at the lowest possible cost and w

the highest pmql‘jlt‘ prac [__TEiiIl‘y‘ Cedar

pr (JVIC,IL, a ndTHI(d insulation barrier and
they're strong enough to stand up even
under hurricane winds
Joe Tabarracci was so
advantages
step further—and

sold on the
of rod cedar, he even went a
put red cedar hand-

‘Qﬂ“mn TOUCH g,

CERTIGRADE

Raa Codar
NGLE

CERTIGROOVE
CEDAR SHAKES

under the ¢
irance
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split shake roofs on every unit. How
about you? Like to know more about the
low cost, high practicality and unmatched
natural beauty of Certigroove shingles,
Certigrade shingles or Certi-Split shakes?
For details, plus money-saving
application tips, just drop a line to:
5510 White Bldg., Seattle, Washington
98101. In Canada: 1477 W. Pender St.,
Vancouver 5, B.C.

Red Cedar Shingle &
Handsplit Shake Bureau

HOUSE & HOME




New from York! A through-the-wall air conditioner
for garden apartments that’s quieter, more compact.

The Champion is competitively
priced, but has York quality engi-
neering that assures customer sat-
isfaction, no maintenance problems.

Here’s the industry’s most advanced
split system air conditioner —designed
to meet builders’ needs for a compact,
trouble-free through-the-wall unit.
It’s York’s all-new Champion . . . a
quiet, dependable system that’s ideal
for garden type apartment buildings.

Equipped with inherently protected
compressor motor and fan motor, the
York Champion is delivered pre-
charged and leak tested. Refrigerant
lines are also pre-charged —and avail-
able in 15, 25 or 35-foot lengths, with
York quick-connect couplings. Avail-
able in 1*¢ and 2-ton capacities, the
York Champion may be installed with
either upflow or counter-flow coils —
to meet any job requirement.

Ask your Authorized York Dealer
about York’s new, quieter air condi-
tioners for homes and apartments. Or
write York Division of Borg-Warner
Corporation, York, Penna. 17405.

York found a better way
to build an air conditioner

Matched Borg-Warner
Furnaces are designed
to team with York air
conditioning for year
around comfort. Qil or
gas-fired units in a com-
plete range of capacities.

YORK

DIVISION OF BORG-WARNER CORPORATION
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Gutter
systems of

rigid Geon vinyl
will not rust,
corrode,rot,peel,

dent,flake,scale
- -

I
— call-back.

| TeT——

That’s because they are solid vinyl, and the color goes
through and through. Rigid Geon vinyl sheds rain water
and chemical roof wash without being bothered by them.
Geon vinyl is making the material difference in many build-

_ ing products . . . windows, siding, pipe, conduit, gutters,
downspouts, shutters, electrical raceways. And the differ-
ence is that they take care of themselves
so that you won’t have to. B.F.Goodrich
Chemical Company, Dept. H-13, 3135
Euclid Avenue, Cleveland, Ohio 44115.

-

Photo courtesy: Bird & Son, inc., E. ‘\..II]N)IL‘. Mass.

B.EGoodrich Chemical Company

a division of The B.F.Goodrich Company

\ BEGoodrich /
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Patent Pending.

will help you sell
more homes faster. ..
at 1/5 the installed cost of
conventional hand-hewn wood

Totally new! Truly revolutionary! Molded polyure- Prospects will snap up homes, clients will approve
thane Lite-Beams® defy comparison with wood . . . plans faster when you include the look of authentic
weigh less than % Ib./running foot . . . go up in hand-hewn beams at minimal extra cost. In a word.
minutes with adhesives on any surface . . . indoors Lite-Beams are HOUSE MOVERS.

or out . . . require no auxiliary carpentry, plastering,

PSRN OF MASORY . .. CaN DE NAed, CUE W B = ooeeiiiisammonionsssssssssms ssmssnsmes sasssmessmnsossesssomtons
knife, sawed or drilled . . . channel can be used to S LITE BEAM Division AN e HH :
hide small diameter pipes or wiring . . . come pre- : Haddon Avenue & Line Street, Camden, N. J. 08103
finished in three popu|ar shades . . . :  Gentlemen: Please send me free brochure and more

information about Lite-Beams.

LITE BEAM DivISION of AM-FINN SAUNA, INC.  Tams
Haddon Avenue & Line Street, Camden, N. J. 08103 * il

...................................................................
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When you stack one U.S. Savings Bond on top of
another, it becomes a habit that’s tough to break
and hard to beat. That’s because it’s so painless.
Just tell your employer or banker to set aside a
regular amount for you before you have a chance
to spend it. Sign up today.

New Freedom Shares

Bonus opportunity for people who buy Bonds

) pATie, T . 3 F A
;\:] d~ The 1.5, Government does not pay for this ads
g \&7 service in cooperation u ith the Treasury Departmen

ent, It is presented as a
and The Advertising Council,

through the Payroll Savings Plan or Bond-a-
Month Plan — a new U.S. Savings Note called
Freedom Shares. It pays a higher rate of interest
and matures faster. Get all the facts where you
work or bank.

U.S. Savings Bonds,
new Fre‘:g:s(;rh Shares

public

HOUSE & HOME
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here’s
something

your customers
can see!

4

A garage door of Alsynite/Structoglas is eye-catching and good looking.

Helps you sell a house faster. Gives you additional talking points. Less maintenance.

No painting. More usable living and play area with light
transmitted evenly throughout the garage. Lightweight . . . no
heavy lifting. Tougher than ordinary building materials.

Resists fading and weathering. Won't shatter, dent or warp.
With Alsynite / Structoglas you know you have the finest
reinforced fiberglass available. It not only looks better . . . but

lasts longer. You avoid call backs and complaints.

Buy from quality garage door manufacturers who use only Alsynite/Structoglas.

Anderson Doors

Anderson Door Company

Arm-R-Lite Doors

ArmsR-Lite Door
Manufacturing Company

Berry Doors

Berry Doors Division of
Stanley Works

Everite Doors

Everite Door Corporation

Fiberline Doors

North American Winfield
Door Company

Morrison Steel Products
Subsidiary of
Allied Products Corporation
Phenix Doors
Phenix Manufacturing Company
Ro-Way Doors
Rowe Manufacturing Company
Weather-Tite Aristocrat Doors
Weather-Tite Division of the
Pacific Coast Company
Welbilt Doors
Welbilt-Vulcan Company
Windsor Door
Windsor Door Company

Circle 107 on Reader Service card
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longer life and more value.

It costs less really than you think to enjoy the ulti-
mate in showering pleasure . . . the fully adjustable
spray of the Anystream showerhead. Now improved.
With a newly designed T-shaped handle and up to
33% more spray channels.

Sheer luxury. Just a flick of the handle and plungers
adjust to...invigorating needle...soothing gentle...
normal rain ... or full flood. Anystream always gives
a full pattern spray .- . no hollows, jets or voids.

of Anysiream showerheads gives betier performance,
| /))(mzZ{

{//4/ Cg SPEARMAN

A further advantage. Anystream plungers are made
of General Electric’s Lexan, a high temperature plas-
tic remarkably resistant to lime and other hard-
water deposits. This safeguards against corrosion or
sticking and gives assurance of superior Anystream
performance for many, many years.

P.S. Water-saving Autoflo optional with Anystream
showerheads.

Ww_@@

costs less really than you think/by SPEAKMAN

% SPEAKMAN® COMPANY » Wilmington, Delaware 19899 « In Canada write Cuthbert-Speakman « 47 Duke Street, Montreal 3, Quebec
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NEW PRODUCTS

For more information, circle indicated
number on Reader Service card p. 161

Interiors

Easy-to-install ceiling needs
no backing or suspension system:
Redwood runners are nailed di-
rectly to joists, and then 2'x2’ or
2'x4" lay-in panels—either acous-
tical board or light diffusers—
slide into place. Cross members
conceal joints. Simpson, Seattle.

Circle 200 on Reader Service card
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Danish teak, a new woodgrain
offered in manufacturer’s pre-
finished-hardboard-paneling line,
comes bookmatched with 14"
grooves. The panels measure 4'x
7' or 4'x8’; are also available in
4'x10" size east of the Rockies.
Masonite, Chicago.

Circle 201 on Reader Service card

Decorative wall tiles that can be used at random or grouped for
interest are 4%4 " square. They are part of a line that includes 22 designs,
the newest which stem from Indian culture (first and third tiles). US.
Ceramic Tile, Canton, Ohio. Circle 202 on Reader Service card

-y

| ¥ A —
Psychedelic locksets—standard round-design knobs gaily decorated
in brilliant colors—are plastic-coated. The mod locksets can be custom-
ordered. Kwikset Sales & Service, Anaheim, Calif. Circle 204 on
Reader Service card

MAY 1968

Reader Service card

Dramatic ceiling tiles with a
deeply sculptured pattern for tex-
tural interest are suggested for
Mediterranean and contemporary
decor. The 12"-square, tongue-
and-groove tiles are completely
washable. Panels also available.
Conwed, St. Paul, Minn.

Circle 205 on Reader Service card
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High-style flooring of cushioned vinyl is deeply textured to look
like travertine crisscrossed by dark-toned wood. The sheet flooring
comes in 6-wide rolls. Congoleum-Nairn, Kearny, N.J. Circle 203 on

backed shiny vinyl in three color
combinations: pink, orange and
blue; blue, green and black; or
orange, gold and green. Product
is scrubbable, strippable and pre-
trimmed. United Wallpaper, Chi-
cago.

Circle 206 on Reader Service card

New products continued on p. 150
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Jamestown Village, Cleveland, Ohio
Architect: Andonian and Ruzsa
Builder: Skyline Builders




shangle

One picture is worth a thousand words.
Beauty, grace, charm, durability. You could go
on and on without ever touching upon enough
words to fully describe the new Hallmark
shingle. It's indescribable.

In the first place, it really isn't a shingle. It's
thicker, heavier and more deeply sculptured
than any shingle you've ever seen.

And, although many builders insist that it
looks like a fine hand-split wood shake, it isn't.
It's fire safe and won't rot, warp, shrink or split.
It's truly a new concept in roofing. It combines
the deep sculptured beauty of a shake and the
long life of a high quality asphalt shingle. That's
why many people call it “The shangle.”

We'd like to show you, with pictures, what
words can’t, how Hallmark’s deep sculptured
beauty in bronzed brown, pewter grey and
golden tan, can add extra
curb appeal to homes and
garden apartments with
mansard type roofs. Certain-

teed Products Corporation, - l"
BA2, Ardmore, Pa. 19003. GERTM" LU
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start on p, 147

Lighting and electrical equipment

e

The multipurpose unit—a surface-
mounted top panel for phone and
radio/intercom, plus a recessed
base unit with fold-down desk—
requires no framing. The top half
mounts directly on the wall, and
the bottom is recessed into any
16”-0.c. stud wall. Note: Desk's
storage unit straddles framing
(lefr), eliminates the need to
notch or support center stud.
The top unit incorporates the
master intercom station, plus a
cork bulletin board (an additional
bulletin board can be substituted
for the intercom). The lower unit
contains two 40-watt lamps that
go on when desk is lowered, also
offers convenient storage area.
Center is fabricated of extruded
aluminum, with woodgrained ac-
cents. Emerson, St. Louis,
Circle 275 on Reader Service card

- &

Wall-mounted control console, to regulate remotely situated two-

way radio stations over a telephone line, has solid-state controls.
Capacity: two transmitting and two receiving frequencies. General Elec-
tric. Lynchburg, Va. Circle 223 on Reader Service card

150

Multiple-globe fixture incor-
porates four white plastic globes
suspended from the pole top (a
minimum of visible hardware
makes it appear that globes are
floating in space). In combina-
tion clusters of 24", 30” and
36" globes. Habitat, New York.
Cirele 220 on Reader Service card

Hand-wrought chandelier in
Mediterranean style suspends
matte-black arms with five white
candles from a fluted-oak column.
Fixture is 23" in diameter, 224"
high, and can be hung up to 44"
from the ceiling. Del Val, Phila-
delphia.

Cirele 221 on Reader Service card

Carved-wood chandelier and wall sconce combine Spanish styl-
ing with turquoise Mexican detailing. The chandelier’s blackened wood
spindle supports aged-brass arms with six candles: it has 20" spread.
Thomas, Louisville, Ky. Circle 224 on Reader Service card

New products continued on p. 152
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Build
a two-minute
house guaranteed
for five years

We think we’ve got a good thing going with our Insulite Pre-Painted
Siding, and we'd like to send you some samples. You can build a little
hardboard house with them in two minutes or so. And the pieces are
guaranteed for five years against blistering, peeling, cracking or
checking. That's the same written guarantee you get with our full-size
Pre-Painted Siding.

This stuff is good looking, tough, easy to put up, and saves time
and money by eliminating on-the-job painting. But you can find all
that ‘out from the kit we’ll send you. Along with the samples, you'll
get a brochure with complete product information and, as you might
have guessed, a small sales pitch.

Soifyou'd like to build a two-minute house with Insulite Pre-Painted
Siding, call your Boise Cascade representative for samples. Or mail
this coupon to Boise Cascade Building Products, Boise, |daho 83701.

MAY 1968 Circle 110 on Reader Service card

Send me samples of your Insulite F
Pre-Painted Siding, so | can build
my own little hardboard house.

NAME

ADDRESS

CITY.

STATE ZIP

BOISE CASCADE
BUILDING PRODUCTS
Boise, Idaho 83701
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Baths

Picture-frame cabinet, flanked by antique brass or chrome fix-
tures, is available in a choice of six recessed models. Frame finishes in-
clude antique gold, and silver. Size: 34" wide, 25” high. Monarch, Elk
Grove Village, Tll. Circle 211 on Reader Service card

Luxury fitting—a single-handle
ball faucet of 24-carat gold—

Compact showerhead—2a
moderately priced, self-cleaning

Multipurpose lavatory with deep, sloped basin can serve as a
shampoo lavatory (it has a convenient spray attachment and swing
spout) or as a baby bath. Overall size: 28" x 19”. Kohler Co., Kohler,
Wis. Circle 210 on Reader Service card

Recessed cabinet has full-
louvered wood door that comes
unfinished, can be decorated to

Folding tub enclosure that
permits almost total accessibility
to the tub area is offered in ham-

version of manufacturer’s larger
unit—has a double spray pattern,
and can be adjusted from needle-
sharp spray to full flood. Choice
of bright- or brushed-chrome fin-
ish. Crane, Chicago.

Circle 212 on Reader Service card

comes in a choice of bright or
satin finishes, both protected by a
baked-on clear epoxy resin. Also
offered in gold: complete tub and
shower assemblies. Delta, Greens-
burg, Ind.

Circle 213 on Reader Service card

mered frosted glass (photo) or
plastic laminate. Designed for
standard 5’ tubs, enclosure is 58"
high, fits 57" to 59” openings.
Theodore Efron, Chicago.

Circle 215 on Reader Service card
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suit taste. Cabinet has a one-piece
body and adjustable shelf brack-
ets. A conversion kit permits sur-
face mounting. General Bath-
room, Elk Grove Village, Il

Circle 214 on Reader Service card

Contemporary bathroom ensemble incorporates tub, walls, van-
ity basin, toilet and floor—all of fiberglass-reinforced plastic that looks
like marble. Components are designed with few joints for easy cleaning.
American Standard, New York. Circle 216 on Reader Service card

New products continued on p. 156
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Specify carpet of HERCULON* olefin
fiber wherever business is conducted.
HERCULON is tough. Aggressive.
Competitive. Great for the long-range
plan. Dirt, grime and spills stay at near-
surface level. Clean-up is quick and
easy. This means shorter hours for the
maintenance staff. Less capital expense.
Invest in the future, wisely. Specify
HERCULON. For more information

- contact Fibers Merchandising, Hercules
Incorporated, Wilmington, Delaware
19899. (302) 656-9811.

*Hercules registered trademark

Since when?
Since Herculon.

A

“The Corporate Carpet



The New Four Seasons development includes 130 homes and
240 town house and garden apartment units. Designed for
luxury living, it features a golf course, club house, swimming
pool and shopping center, all within walking distance from
the living units. Extra care in planning is evident everywhere.
Even the apartments have two-car garages.

.

“Only Whirlpool could fill our needs,”

said Sid Kandel, president of New Four Seasons, Inc., Saint Louis area builders.

“Qur luxurious, ultra-modern New Four Seasons develop-
ment was to include homes, garden apartments and town
house apartments,” he went on, “all had different re-
quirements for kitchen appliances.

“We wanted a full line in which both gas and electric
appliances were interchangeable . . . and a line that
would do their own servicing. In my mind,” Sid Kandel
added, “only Whirlpool qualified.”

Whirlpool had the breadth and depth of product line to
furnish kitchen appliances for the entire New Four Sea-
sons development.

= Whirlpool's Full-Line Concept can help

/I FULL‘ LlNE I\ you solve your appliance needs, too. It
provides a complete line of appliances

CONCEPT . all design and color coordinated
il i . all from one handy source. You
place one order . . . deal with one man . . . get undivided
responsibility. Whirlpool also offers builder management
services through the well-known consulting firm of W. R.
Smolkin and Associates, Inc. Ask your Whirlpool distributor.

154 Circle 112 on Reader Service card

In homes, electric built-in double ovens and cooktops,
undercounter dishwashers, disposers, range hoods and
the customer’s choice of refrigerators were used. In gar-
den apartments, gas built-in ovens and cooktops, top-
loading portable dishwashers, disposers, and a 13 cu. ft.
refrigerator were provided. For town house apartments;
double oven CONNOISSEUR® electric ranges, under-
counter dishwashers, disposers and 14 cu. ft. No-Frost
refrigerator-freezers were installed. High-end models
were selected by New Four Seasons, Inc. to provide
customer valued features.

=
Whirlpool

ORPORATION

Benton Harbor, Michigan
HOUSE & HOME




Moving nature indoors is easy...
with trees, plants and ceramic tile.
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The pleasures of an indoor garden are
obvious. But, an atrium is often gained at
the expense of convenience, or given a self-
defeating “fish bowl” treatment.

Architect Ray Heuholt, A.I.A., solved
this dilemma by combining living things
and a natural material — ceramic tile —
in this Des Moines, Iowa home. A ceramic
mosaic floor surrounds the atrium and
covers the family room, entranceway,
kitchen, bath and halls. The atrium can
be maintained simply, without worrying
about water, soil, spilled gravel or falling
leaves.

Ceramic wall tile and decorator tile are
also used in the house for which Des
Moines Marble & Mantle Co. served as tile contractor.

The colors, shapes, sizes, textures and patterns of American ceramic
tile are endless. The seal at right on every carton of Certified Quality Tile
is your assurance of tile that is regularly tested by an independent ¢
laboratory to meet the most rigid government specifications. For rﬁ!
information write: Tile Council of America Inc., 800 Second Ave., ‘Q o
New York, N.Y. 10017. K

MEMBER COMPANIES: American Olean Tile Co., Inc. * Cambridge Tile Manufacturing Co, * Continental Ceramic Corporation * Florida Tile
Industries, Inc. * Gulf States Ceramic Tile Co. * Keystone Ridgeway Company, Inc. * Lone Star Ceramics Co. * Ludowici-Celadon Company
Marshall Tiles, Inc. * Mid-State Tile Company * Monarch Tile Manufacturing Inc. * Pomona Tile Manufacturing Co. * Sparta Ceramic
Company * Summitville Tiles, Inc. * Texeramics Inc. * United States Ceramic Tile Co. * Wenczel Tile Company * Western States Ceramic Corp.

(NI TLE 4y, M

. W
e copen
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\ start on p. 147

It's Beautiful!..
It's LOW COST!..It's... |

LURONITE
THE MODERN DECO/ TRIM

Hand Sculptured Moulded Plaques and Moulding

i { T ‘ a : ‘
Gas-fired barbecue grill—a three-piece, die-cast aluminum unit
with 20”-deep cooker over 3’ long—has two separate cooking areas.

Its tubular post both anchors the unit and houses necessary gas lines.
Charmglow, Antioch, 1ll. Circle 260 on Reader Service card

ALt g ‘.t i 2 - 1 p: v e d
Grass-like indoor-outdoor carpeting for patio and terrace areas
is molded in 12” squares, can be cemented or nailed for extra-strong
bond. It is odorless and non-toxic; and can be hosed or vacuumed.
Ot Inc.. Ridgefield, N.J. Circle 261 on Reader Service card

Luronite Deco /Trim is a modern space age polyester plastic |
development that duplicates the intricate hand carvings of the
old world craftsmen with modern durability. Luronite Deco
Trim carvings look and feel exactly like the finest hand carv-
ings, even to the minute graining found on the finest of woods
... to bring a richness of hand-carved sculptured elegance to |
the most ordinary furniture.

Luronite is tough . . . permanent . . . takes more abuse than wood ‘
...may be used indoors or outdoors (the same material is used ‘
on boats). It can be nailed, screwed, stapled or glued. May be cut, ‘

routed, rabbetted or mitered. Takes most standard paint, stain,
leafing or antiquing. Exclusive styles available.

Write Today for Free Folder and Sample ‘

LURON INDUSTRIES INC.
1665 INDUSTRIAL PARK, P.O. BOX 1349, COVINA, CALIF. 91722
Please send me your Free Folder and Sample:

d ) = "
o ~ e e

Gas-fired broiler/grill of cast aluminum permits in-the-ground
‘ or surface mounting. The unit cooks with special ceramic bricks and

NAME = = | features adjustable grill racks, a grease disposer and built-in heat
ADDRESS ‘ indicator. Roper, Kankakee, 1ll. Circle 262 on Reader Service card
CITY STATE ZIP

— e — e e e e —— —— —— — — — | New products continued on p. 164

DISTRIBUTORS INQUIRIES INVITED
156 Circle 114 on Reader Service card HOUSE & HOME
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ortable bathtub. It's Kohler's new Caribbean, with comfort-
contoured interior—a full six feet of stretch-out relaxation. New safety: recessed
grip rails, Safeguard® bottom. New versatility: ‘no apron” design with universal
pattern (use left or right) permits a full range of installations—sunken tub, recess,
corner, free-standing, peninsula. Unlimited choice of exterior treatments: paneling,

tile, plastic laminates—even bring the carpeting up the sides. Bold, that’s Kohler!

KOHLER oF KOHLER
Kohler Co., Kohler, Wisconsin

Circle 115 on Reader Service card
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Hermitage. Style

*T.M. Reg. U.S

Pat. Of. Applied For

AUTUMN GLOW. CABINETS

From the makers of “the most beautiful kitchens of them
all” — antiqued cabinets in a warmly traditional mood.
The wood is boldly grained, and realistic “distress”
marks have been added to suggest the mellowness of
age. In harmony with the spirit of olden days there’s
pewter-type hardware with a handwrought look. And
for elegance — a finely detailed moulding surrounds each

door and drawer. Hermitage is delightful to live with.

Autumn Glow Cabinets are also available in a svelte

Contemporary style — and a striking Colonial style with

grooved and pegged doors and drawers. Your distributor

has samples of all three styles — ask to see them today.
NKCA ch
. KITCHENS

48 8% SH Yotk

T
4 WITGHENS ]

H.]. SCHEIRICH CO., BOX 21037, LOUISVILLE, KENTUCKY 40221

HOUSE & HOME




Great guts

Every Day & Night furnace has 'em. The guts to take on any
heating job—tough or routine. And get it done...quieter and safer
with even heat distribution.

The guts of our story are features like Jetglas “C.” A space-age
protection that's permanently fused—inside and out—to the heat-
ing element of many Day & Night furnaces. It protects steel
against heat and rust. Provides extra long life and is another one
of our hidden value design features.

Only Day & Night offers such a broad, flexible line. Over 100
Basic medels—indoor, out- -,
door, upflow, downflow, hori- uen) DAY & NIGHT
zontal. Gas, oil, electric—and |
they all convert to air condi- : Oom |

J MANUFACTURING COMPANY

855 Anaheim-Puente Road, La Puente, Calif. 91747
(Check any or all) Please send me free information

[] oil furnaces

tioning.Mail this coupon today

for the inside storyonthe ! “™——1—7—
complete line of Day & Night _ -

fjupaces. @z ===00020 i B

HEATING + AIR CONDITIONING * WATER HEATING
MAY 1968 Circle 116 on Reader Service card 159



The “Concord’’: Pembroke Greens, Naperville, Ill.;

aluminum

as built by Harris Home Builders (land developers and home builders in Chicago area); Mr. William F. Harris, Pres.

B

Long-Lasting * MAINTENANCE-FREE « ATTRACTIVE
Whether you are architect, contractor or home-developer,
always specify or use top-quality Nichols Aluminum Building
Products on your construction projects. Nichols offers a com-
plete line of care-free Building Products that add beauty to
any home or commercial building . . . with the added feature
of virtually no maintenance costs.

Rustproof aluminum will not stain, warp, rot or otherwise
deteriorate. Many Nichols’ Building Products are pre-painted
with baked-on enamel. Others never require painting because
of the beauty of natural aluminum. Precision-engineered for
quality, dependable installation.

INCLUDE THE COMPLETE LINE OF NICHOLS PRODUCTS
Begin with the basics—Hy-Tensil Aluminum Alloy Nails, with

Write today for this FREE “Building Blocks' Brochure

BUILDING PRODUCTS

greater strength, prevent rust-spotting or staining on siding . . .
and eliminate the need for repainting due to rusty nails.
Continue with Aluminum Building Trim, Valley & Flashing to
assure weather-tight, long-lasting finish. Add Gutter Spikes,
Ferrules and Gutter Cover for Rain-Carrying Systems.
Complete the attractive homesite appearance with Aluminum
Privacy Panels (with installation flexibility) , Aluminum Chain
Link Fence and modernistic Contempra Gate. Hy-Tensil
Roofing & Siding Sheet is ideal for carports and patio covers
... or for roofing or siding on commercial buildings.

Also available are aluminum Building Corners, Rain-Carrying
Equipment, Soffit System.

Be sure to specify the complete line of Nichols Aluminum
Building Products. It will pay off in customer satisfaction!

NICHOLS ALUMINUM COMPANY
15 Spinning Wheel Road, Hinsdale, lllinois 60521

Circle 117 on Reader Service card
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This wal sells houses.

It cost less than

$1sq. ft. Installed.

This wall doesn’t sell |

houses, and it cost over $ 1.0 . ft. |

Do you want to sell houses easier,
and save hundreds of dollars per
house at the same time? These beau-
tiful big Hilite/Walls cost little more
than half the cost of solid exterior
walls, installed, and their sales appeal
is thoroughly proven. Comparative
cost figures have been provided to
House & Home by some of the West's
largest builders. Watch and listen to
prospective buyers, and you'll know

Made of quality Reynolds Aluminum.

MAY 1968

what Hilite/Walls can do for sales.

Hilite, one of the nation’s largest
producers of aluminum windows and
patio doors, offers a comprehensive
line of quality windows which can be
joined together with stock mullions
in a great variety of configurations.

We have an idea brochure showing
many variations of Hilite/Walls which
will help you in your planning. Send
for it today. Number 6, opposite.

Circle & on Reader Service card
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ADOR/HILITE

2401 W. Commonwealth Ave., Fullerton, Calif. 92633

MAJESTIC | HILITE

6270 East Evans Avenue, Denver, Colorado 80222
Subsidiaries of Rusce Industries, Inc.

162W1




DISTINCTIVELY DIFFERENT

...that’s the

74

The first new closet design
in over a century

Over 4,000 architects and builders have
written us for details on this dramatically
new water closet. Many leading builders
have already specified it for new
developments.

Model homes and apartments featuring
the LA PAZ are receiving the same
enthusiastic reaction from
_ customers.

LA PAZ is revolutionary in
design, with a low-pressure
. flush valve and a whisper
" quiet operation. For further
‘information and specification

detail on our #595 La Paz see
your plumbing contractor or write.

NORRIS INDUSTRIES

Plumbingware Sales Office

5215 South Boyle Avenue, Los Angeles, California 90058
Manufacturing Facilities

700 Water Street, City of Industry, California 91744

162W2 Circle 140 on Reader Service card HOUSE & HOME




sell more homes
with a genuine

AUTOMATIC GARAGE DOOR OPENER SYSTEM
*Reg. T. M., U. 5. Pat. OFf by ALLIANCE

OFFER YOUR NEW HOME PROSPECTS THE CONVENIENCE
OF YEAR-ROUND ALL-WEATHER PROTECTION!

Genie is an easily demonstrated, desirable con- e Pre-sold-nationally advertised and widely known

Proved performance and reputation in garage
door opener field

Quality product by quality manufacturer
Easy installation

Dependable — to assure satisfaction
Reliable — to prevent call backs

venience that helps builders sell homes. Your
prospects can operate it themselves and immedi-

(]

ately recognize its many benefits without leaving
the comfort and safety of their car. Whatever the
weather, a touch of a button opens the door . . .

turns on the light . . . closes the door . . . locks e -
: H-5

up tight. | TO: The Alliance Mfg. Co. |

D Ye | Lake Park Bivd, Alliance, Ohio l

It has been proved that it is easier to sell your | O Please send free brochure with no obligation. :

home when you . . | O Iéiave ngie re;gesantative contact me about I
e s arage Door problem.

LET GENIE DO IT! o= i

@ the ALLIANCE Manufacturing Company Inc. I Address I

e ALLIANCE, OHID | City State I

(Subsidiary of Consolidated Electronics Industries Corp.) | PhOﬂE I

Maker of the famous Alliance Tenna-Rotor® e e B S el e =

MAY 1968 Circle 162 on Reader Service card 162W3




Hammering Home
Points...

We'd like to point out the fact that CF&l makes the
best nails money can buy. Not only that but we make
it a point to give you a wide variety of different types
of points, each designed for a particular purpose. A
pointer to remember on point picking is that a sharp
point is more likely to cause splitting but its holding
power is greater because there's less distortion of the
wood fibers. CF&| gives you diamond, blunt, chisel,
needle, side, semi-side, duck bill, and pointless points
to solve specific nailing problems.

Of course, there are other important points such
as the head, shank, finish and size to consider in
choosing the right nail for an application. Here’s the
choice CF&I offers. Heads: flat, oval, cupped, coun-
tersunk, flat countersunk, oval countersunk, brad,
flooring brad, checkered, diamond, hook, scaffold,
umbrella, dished, numbered, lettered, and headless.
Shanks: plain, barbed, screw, ring, crenelated, and
fluted. Finishes: bright, annealed, blued, cement
coated, acid etched, hot tumble galvanized, hot dip
galvanized, and electro galvanized.

Buy chemically-cleaned CF&I nails in 5, 25*, and
50" pound cartons. Get the point?

Sales offices nationwide. |CF&l Steel Corporation,
Denver, Colorado.

*parallel packed
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11l 1in the blanks
and build a house.

makes the glass that makes
the difference.

You live better_ Toie,
. The Growth Company.

Addafiberfrom____ and good
things get better.

Window Beauty is_____
Change for the better with___ da ey

Chances are most of your best prospects can fill in the
blanks, because most of them read Life. In fact, Life
reaches more young marrieds in the important suburban
areas than any other magazine. Which may be why
building products advertisers invest more dollars

in Life than in any other single medium.

Without Life, your best prospects might still be able
to fill in some of the blanks. But on the other hand,

""" Life. Consider the alternative.

MAY 1968 Circle 101 on Reader Service card 163
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Plumbing and piping il ik

How to Keep 1200 Plans Moving |
Plan Hold Rolling Stand goes where you need it. Keeps |
plans, prints, charts wrinkle free...ready for instant use [
anywhere. Provides easy filing and finding for 1200 sheets

up to 42” x 72" in size. Write for catalog of 31 unique -
filing systems to PO. Box 3458, Torrance, Calif. 90510. ‘
. o= = |
\ CADDY

RACKS

ﬁﬂl‘lan Hold corporarion |

Circle 118 on Reader Service card

TR

| Water conditioner is a fully automatic extra-capacity unit that
| will filter out minerals, taste and odors from water up to 40 grains
hard. To resist corrosion, the seamless plastic inner lining is encased
in a metal shell. Bruner, Milwaukee. Circle 254 on Reader Service card

Dent remover forces irregu- Single-lever faucet has only

CUPOLA-MATIC <7

Power Attic Ventilator

Cupola-Matic combines distinc-
tive appearance and efficient
comfort conditioning. Gives your
homes a competitive edge. Ther-
mostatically controlled for com-
pletely automatic forced-air attic
venlilation. Furnished complete,
ready for installation. Complete
specifications furnished without
obligation. Write today.

I(oon@mg:

Dept§8 1831 Terminal Rd. Niles, Mich. 48120

Keeps living areas
comfortably cool,
automatically.

Circle 119 on Reader Service card

| larities out of expensive pipe with

| a hydraulic cylinder and shoe.
Override in jack pushes dent
bevond true round to compensate

‘ for spring in metal. Unit will
handle pipe from 10”7 to 30"

Crc Crose Int., Houston.

Clircle 255 on Reader Service card

one moving part, and both flow
and temperature are controlled
by lever movement. Available in
either polished or brushed-chrome
finish, the faucets carry an un-
conditional guarantee. Nile, Tay-
lor, Mich.

Circle 256 on Reader Service card

Basement drain is a hollow baseboard system that collects and

carries away all water that penetrates below-grade walls or joints.

Vinyl sections are 10’ long, can be installed over finished walls. Basement
Water Control, St. Paul, Minn. Circle 257 on Reader Service card

New products continued on p. 166
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ith TEDLAR*-
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¥
s Board-and-batten surfaced with Tedlar provides
&
¥ jf? a handsome, durable, low-maintenance finish.
"
ol

"

construction-

aNow you .cari :deq.ngn md '*‘bgu dmbj kmq-lastmg white board-and-batten exteriors that won't
# : ;f cra;;k ,chbn, crgze. ﬂhhe nr‘ Homasote s Guaranteed Panels are insulating, weatherproof
el Ly dnd factory ‘surfaced with: )ww?st”m%ﬂsustant Tedlar pvf film. And—with Homasote
-;‘%,'? A Guaram‘.eed fadals, hévmg ylong ‘edges wrapped, you eliminate exterior painting

Wi
!

PNy and;%mbk seali ng Oh-sft'e ’?cmistruc}nrn time is definitely reduced through use of
o g or? Iedlﬂ@ﬁate&,mﬂat s»%ppn batten covers that simplify application.
(Rl ke o AR Y ¢ f\yﬂh a wide mnge ,gf %aquallable to minimize on-site application
s U . 3 5 R ume,(these panels'araeasﬂyﬁd and shaped for good fit with either power
o o 6 R ux;%han&taﬁis wﬁhouidaackihg or splintering. On your next job, why
ol R E I not check the big’ saumgs and added beauty that Homasote
T A T Guaranteed Panels. offer. They're the only weatherproof,
W IR EaL s (R i,g’;r. insulating structural panels on the market that are also
(W Yok, 78,7 ; _ 'resxstant to ;errmtes, rot and fungus. Your Lumber
A ‘Dealpr)'las ﬁtemeandsamplesorwntedxrect

*DuPont registered trademark

_homasote Conpary

TRENTON, N. J.
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With a Hoitsma
Scaffold Bracket on the job,
it's like getting an extra
day’s work every week!

Hoitsma's patented adjustable scaffold brackets
are fast and simple to install and operate . . .
and carry an unconditional 10-day moneyback
guarantee. If your local building supply dealer
does not stock the Hoitsma line, write or call:

__HOITSMA

Adjustable Scaffold
Bracket Co.

P. O, Box 452
(River Street Station)

Paterson, New Jersey 07524
(201) AR 9-1331

166

IN A WHITEPRINTER...
IF YOU WANT:

e Fast production ... up to 9 feet per minute
e Smart styling and modern design
# Real economy and simplicity of operation

Then the low, wide and handsome Blu-Ray Model
146 is for you!

S

» Very fast production . . .over 12 feet per minute

e Handsome styling, sturdy construction in a
large machine

s Super-Diazo Lamps and ultra-fast papers for
doubling printing speed

Then the high production Blu-Ray Model 842 is

for you!

“MODEL 842"

' Both machines carry a full one year warranty, Circle Reader
Service Card Number,
~ tion and a FREE copy of our 44 page

[LUAY

BLU-RAY, Incorporated
4442 Westbrook Road, Essex, Conn. 06426 » Phone (203) 767-0141

, or contact Blu-Ray for more informa-
eproduction Guide.

BLU-RAY READER
SERVICE CARD NUMBER
122

Circle 122 on Reader Service card
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Water softener electronically senses the need to recharge itself from

the condition of the water, recharges more often when water use or
water hardness increase. Culligan, Northbrook, Ill. Circle 263 on Reader

Service card

Reusable plastic stopper for
sewer lines will fit any brand of
vitrified clay pipe in the standard
6" domestic size. Stopper ring is
inserted into the pipe barrel, and
plug is then screwed into the
ring. American Vitrified Products,
Cleveland.

Circle 268 on Reader Service card

Compact conditioner for ul-
tra-soft water has molded plastic
inner and outer shells, as well as
a new plastic control valve. Man-
ufacturer says plastic means lower
production costs. Installed, the
compact unit weighs 70 lbs. Pha-
lanx, Buffalo, N.Y.

Circle 269 on Reader Service card
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Water filter (center) is designed
for dirt removal (sediment car-
tridge, left) or taste and odor
correction  (carbon  cartridge,
right). Plastic housing is corro-
sion-free, and cartridges are easily
replaceable. Stover, St. Charles,
1.

Circle 264 on Reader Service card

Single-lever faucet carries a
five-year guarantee, including
both replacement and a $10 labor
allowance for installation of a
new ceramic cartridge. All manu-
facturer’s fittings produced after
Nov, 1, 1967, carry the guaran-
tee. Price-Pfister, Pacoima, Calif.
Circle 266 on Reader Service card

Single-knob faucet is crystal
and chrome, has only a single
moving part—no gaskets, wash-
ers, strainers, springs or packing.
The faucet may be set for prese-
lected-water-temperature control
if desired. Universal-Rundle, New
Castle, Pa.

Circle 265 on Reader Service card

Gate valves for residential in-
stallation are made of bronze,
for long, service-free life. They
are available in 12", 34" and 1"
sizes, with full port openings for
full fluid flow and minimum pres-
sure drop. Hammond Valve,
Hammond, Ind.

Circle 267 on Reader Service card

Sewage-treatment plant is completely operational in five days,
compared with 30 days for a conventional plant. A sludge-return unit
travels the length of the settling tank, returning solids for continuous
treatment. Chicago Pump, Chicago. Circle 259 on Reader Service card

MAY 1968
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FOREST PRODUCTS

LUMBER

PLYWOOD

FENCING

MILLWORK

MOULDINGS

PANELIZED DECKING

Circle 123 on Reader Service card




created to gwa years of
depefndnb’fe service

. FAUCET COMPANY

IENSBURG, IND.
47240
Gy MASCO CORPORATION

\_ﬁ‘_/
LACZPLIOPL

KITCHEN
GLAMOUR

THE UNIQUE
HIDE-A-AWAY
TOASTER

INSTAI.lS IN THE WALL /

FREE ... SEND TODAY! Complete catalog of
“glamour’’ products to help create better, more
beautiful kitchens and baths, Includes ""where to buy"

SWANSUN MANUFACTURING CO., 607 s. washington St., Owosso, Mich. 48867

( ,1

KITCHEN "KADDYS"

list for your locality.

VENT FANS RANGE HOODS CAN OPENERS

BATH HEATERS « TOASTERS + CLOCKS -« BATH SCALES

on Reader Service card
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Circle 125
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Construction materials ok :

Wood shims are now mill-cut and packaged to eliminate the car-
pentry time wasted in cutting wedges for squeaky or sagging floors, or
ill-fitting windows and doors. Bundle contains 100 shims, 14" wide.
Shakertown, Cleveland. Circle 240 on Reader Service card

Brick vent features a blade de-
sign that eliminates water entry
from driven rain. A high rear

Pool gutter is made of 7"x7"
glazed tile, comes in choice of
white or aqua to brighten up the

pool edge. Gutter's smooth water-stop provides added protec-
finish simplifies cleaning, and tion. Made of extruded alumi-
manufacturer promises easy in- num, the vent is anodized to pro-

tect against pitting. Sylro, Merrick,
N.Y.
Circle 244 on Reader Service card

stallation. American Olean, Lans-
dale, Pa.
Circle 242 on Reader Service card

[

Chimney flashing is engineered to fit any chimney—regardless of
the pitch of the roof—and paper templates and roof-pitch markings
on each flashing side make assembly easy. No soldering is needed. Mil-
ler, Appleton, Wis. Circle 248 on Reader Service card

HOUSE & HOME
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Laminated decking comes in
choice of three surface textures:
smooth, saw-textured or wire-
brushed (shown above, top to
bottem). Decking is produced
from six wood species, can be
factory-finished. Potlatch For-
ests, San Francisco.

Circle 241 on Reader Service card

Haunch hanger is designed pri-
marily for deck form work. The
device—two pressed-steel ends
welded to a steel strut—provides
an exact 1” or 1%"” overhang.
Installation and adjustment are
from above deck. Richmond,
Brooklyn, N.Y.

Circle 246 on Reader Service card

@t \ N\

Sill-threshold has a floatin

) 4
Post-base clips position 4"x4"”
posts even when bolts are out of
line, support the wood 1 3/16"
above surface water. Base cover
is 16-gauge steel, zinc-plated for
painting, with weep holes to run
off standing water. Panel Clip,
Farmington, Mich.

Circle 245 on Reader Service card

Joist hangers utilize two
prongs that hold the device in
place for easier placement and
nailing. Made of 18-gauge galva-
nized iron, the hangers come in
three sizes for loads of from 425
Ibs. to 1,330 Ibs. Simpson, San
Leandro, Calif.

Circle 247 on Reader Service card

BN

g aluminum saddle that can be ﬁﬁjusted |

as much as 5/16" to keep its weathertight seal. Core construction is of
hardwood, with an aluminum top surface to minimize wear. Marquette
Components, Grand Rapids, Mich. Circle 249 on Reader Service card

MAY 1968
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Install in seconds . . . save money on the job

The Hager POLYPLUG

(patent pending)

CLOSET ROD

Seamless tubular zinc-plated steel rods slip
over “end serts.” Each “‘end sert” is a plastic
anchor that attaches to wall with a single wood
screw. A twist motion extends the telescoping
rod flush with the wall surface.

The low competitive price and the fast in-
stallation are money-saving advantages
builders welcome.

Available for all closets up to twelve feet. See
your Hager dealer for range of sizes and prices.

HAGER HINGE COMPANY
139 Victor Street « St. Louis, Mo. 63104

Circle 126 on Reader Service card

|

New, Needed . . . for Wood Decking
Cabot’s peECKING STAINS

e

abot® @
KING ST‘“" |
Decking. l'm:"“ 7 .

o ) L P S

The popularity of wood decking, in demand now as never
before for porches, sun decks, patios, etc., requires a finish
both durable and decorative. Cabot's Decking Stains preserve,
protect, and beautify wood surfaces under difficult conditions.
® Economical: easy to apply ® Surface weathers gracefully.

and maintain. ® Will not rub off or track off.

® Resists cracking, peeling, ® Alcohol and detergent resistant.
blistering. Suvitable for all types of wood.

Available in eleven ]
colors: Bark Brown,
Smoke Gray, Chelsea
Gray, October Brown,

530 8. Terminal Trust Bldg.,
Boston, Mass. 02210

Please send color card and information
e Lo { on Cabot's Decking _Stoine.
r r
dovan, Redwood, Black, I — —— e ——————
and White, i
Circle 127 on Reader Service card 169



New elegance in kitchen design
with the beauty of fine furniture |
adds value and distinction to homes

New addition to variety of styles
to make it easy for you to create
customer-pleasing kitchens

®
L t
UNITED CABINET CORPORATION

SHERWOOD

In the classic English tradition, Sherwood is the
newest AristOKraft design. This variety of styles
and finishes enables you to offer kitchens with
individuality.

Factory-square construction, conveniently located
warehouses, protective packing, and competitive
pricing mean fewer problems and more profits.

Mail coupon for warehouse address
and information on complete line

UNITED CABINET CORPORATION ly' %
JASPER, INDIANA 47546 1@ ‘. ]

B e L e smpissasssssoiasssntanmm st 3mmshnsemapratis
@l o e e e e e i e e G R R
D e e S e e S R M e
e sty DR oo sonmsrsasswsinssdo| Doesbmsisisnsosasasbonans

170 Circle 128 on Reader Service card
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| Doors and windows TS

Handcrafte doors—carved from kiln-dried solid pine with a

o

weathered look—come in widths from 2’6" to 4'0”, heights from 6’8"
to 10°0”. Doors are 134" or 2%4" thick. Both sides are identical. Cornell-
Newton, Beverly Hills. Circle 290 on Reader Service card

Decorative doors—of 1"
thick madera hardwood or pine—
incorporate upper inserts in choice
of translucent polystyrene with a
stained-glass  effect, embossed
translucent polystyrene or hard-

| board grillework (shown in that

order). Panelboard, Newark, N.J.
Circle 294 on Reader Service card

i
I
Prehung combination door
is made of aluminum, incorpo-
rates a pre-installed closer lug
and striker plate, plus three ex-
tra-strong celcon hinges. Door
dimensions: 3" wide, 6’8" high.
V.E. Anderson Mfg., Owensboro,
Ky.

Circle 296 on Reader Service card
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For B/1E™ ar wpace
Dimensional vinyl
gives insulated-glass window the
appearance of a colonial divided
window. Grilles—available for all
standard-size windows—come in
rectangular- (not shown) and
diamond-divided (left) styles.
Rimar, Mt. Joy, Pa.
Circle 295 on Reader Service card

Extra-thin prefinished door panel—!4” thick—permits plain door
(being removed, left) to match plywood wall paneling. The 2'8"x6'8"
panel is applied with contact cement to standard hollow-core flush door.
General Plywood, Louisville, Ky. Circle 292 on Reader Service card

Glare:free insulating glass (center

panel) reduces visible light
transmission to 14% or 20% with a chrome alloy coating that lets glass
maintain its transparency and keep color distortion minimal. Libbey-
Owens-Ford, Toledo. Circle 291 on Reader Service card

New products continued on p, 172
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grille

DRAINAGE
COSTS

Long Length Pipe

Are you still using old-fashioned one foot pipe sections
for land drainage? If so, we suggest you investigate
carefully Kyova long length pipe for
this application. Kyova pipe in ten
foot lengths is easily connected with
a blow of a hammer. In a matter of
hours with modern trenching equip-
ment you can have your field drainage
problem licked. See your supplier now
and ask him about Kyova pipe or write
for the illustrated book on how you can
slash costs with Kyova pipe.

—_—

Write today for your copy of “How
To Slash Costs With Kyova Pipe.”

KYOVA PIPE COMPANY

Division of Ashland Oil & Refining Company
1912 South First Street
Ironton, Ohio 45638

Circle 129 on Reader Service card 171



Add extra manpower...
without extra payroll!

Reading Job-Planned Utility Bodies give your men more
time to profitably service your customers by reducing
time lost looking for parts and tools on your truck.
Reading’s job-planned compartments keep everything at
your finger-tips — even the smallest parts are easy to
see, easy to reach. Safer =
from weather damage and
theft, too. And Reading
quality gives you year after
year of trouble-free service!

pontpieit... ¥
FILE it i i,
ina : 7 ~J"

. e (&
Headmg Job-Planned Utility Body

Made by master mechanics for master mechanics. See
your local truck dealer . .. or for name of local distributor
send this advertisement with your name and address.
READING BODY WORKS, INC., Dept. H-58 420 Gregg Avenue, P. 0. Box 14, Reading, Penna.

Circle 130 on Reader Service card

MAHOGANY

WALNUT

PINE

Many designs.
Made to order

ony size, any style.
Also available: hand
carved panels, easily
applied to flush door
for carved door effect.

Send 50c¢ send 50c

for catalog of for catalog of
imported exclusive

Hand Carved decorative
Doors hardware &

accessories

AS USUAL
WITH THE
UNUSUAL

150 S. La Brea Avenue, Los Angeles, 938-3492
600 Montgomery Street, San Francisco, 362-0877

Another
Acme Exclusive!

IMPORTED FRENCH PORCELAIN
BATH ACCESSORIES
Porcelain de Paris . . . Everything
for the bathroom, from basin to
toilet, bidet to coat hooks, 4 de-
}ightf’ui patterns from which to
choose. We even have wallpaper &

curtain material to match.

172 Circle 131 on Reader Service card
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Floors
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| h ;] ' 4 b » >
Vinyl-asbestos tiles are textured to simulate random-patterned
flagstones, and have embossed grout lines that conceal seams. Tiles
come 12” square in residential gauge; brown, green, beige or white.
Ruberoid, New York City. Circle 270 on Reader Service card

\ » y %

. - i
Spanish-grillwork design on
a three-dimensional Moresque
background highlights a Mediter-
ranean-style carpet of 100%
acrilan. The 12’-wide carpet is
offered in a choice of Madeira
red, blue, gold or green. Hard-
wick & Magee, Philadelphia.
Circle 271 on Reader Service card

) s

Moderately priced carpet of 100

Inlaid-vinyl flooring in manu-
facturer’s budget line can be in-
stalled on, above or below grade.
Choice of seven colors includes
goldenrod, lime green, white with
gold, sand beige, copper, and
bamboo beige, In 6 widths.
Congoleum-Nairn, Kearny, N.I.
Circle 272 on Reader Service card

. 2y S £ ’

% Herculon has a bulked, multi-

level loop pile that promises long wear, resists the formation of traffic
patterns. Carpeting is available in 12’ and 15" widths. J. P. Stevens &
Co., New York City. Circle 273 on Reader Service card

New literature starts on p. 174
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Clear Heart Saw-Textured Inverted Batten Pattern

Put it up
“Fast
&°“Handsome

And you sure can with
Palco-Ply redwood plywood.

Here's a modern building product that combines
the quick convenience of plywood with the
beauty and durability of redwood. For handsome
interior paneling and quality exterior siding,
Palco-Ply lets you build homes with plenty of
pluses— 1) its natural beauty attracts immediate
attention, 2) unfinished will weather gracefully,
may be stained or painted to any hue or color,
or bleached, 3) fire, decay and insect resistant,

4) insulates against heat, cold and noise,

5) applied directly to studs, it serves as both
sheathing and siding, and, 6) low maintenance.
Palco-Ply is available in three grades—Clear-Heart

MAY 1968 Circle 132 on

Select Saw-Textured Plain Pattern

Reader Service card

Saw-Textured, A-Clear Brush-Textured and
Select Saw-Textured. Standard lengths are 8,
9, 10" with a pattern selection of plain, inverted
batten, Texture 1:11 with grooves 4" o.c., 8" o.c.
and 4" & 12" o.c. Order from your dealer today.

For free color brochure, write:

. o--n
‘ IJI'I’A\ I' \ I “ "
I vesTeD QuaLrTY
\ mm' AW B4
*-._—’ Architectural Quality Redwood

THE PACIFIC LUMBER COMPANY
1111 Columbus Avenue, San Francisco 94133

35 E. Wacker Drive, Chicago 60601

2540 Huntington Drive, San Marino, California 91108



EXTRA!
READ ALL

ORGA
PRE-MACHINED

PACKAGE
STAIRWAY

Fits all finish-floor-to-finish-
floor dimensions. Two par-
tially open balustrade de-
signs: with turnout (shown)
or straight starting ease-
ment.

Cut Construction Time!
Send in Coupon

MORECA
Oshkosh, Wisconsin 54901

Rush Uni-Flite® Stairway
Information

Name

Address

Clty

State Zip

Circle 133 on Reader Service card

NEW LITERATURE

mm"mm

1. $HAFE PLAN BETW CLOSETS memmm:nm

How to shoehorn an extra half-bath into your models

Many houses have space that’s infrequently
used. And often it's more than enough for
a half-bath, or powder room. A new bro-
chure suggests you think about making use

P e e

For copies of free literature, circle the indicated
number on the Reader Service card, p. 161

BATHROOM CABINETS AND ACCESSORIES.
Four new models, including a swing-door unit
with a burnished-gold oval-framed mirror and a
large unit finished in antique gray-green, get the
spotlight in a 32-page catalog illustrated in full
color, Also featured: lighting fixtures and bath-
room accessories. Miami-Carey, Cincinnati. Circle
316 on Reader Service card

ALUMINUM WINDOWS. Eight-page catalog dis-
plays projected, casement, vertically pivoted and
top-hung windows, as well as custom applica-
tions. Each type is fully described and many are
shown in photos. In color. With specs. North
American Aluminum, Kalamazoo, Mich. Circle
317 on Reader Service card

FASTENING DEVICES. A reference file—con-
sisting of 17 catalog and specification sheets—
on full line of manufacturer’s fasteners contains
details on types of devices, dimensions, recom-
mended load values and suggested applications.
Also: list of wholesale distributors. Products
covered: framing anchors, joist hangers, post-
and-beam connectors, split-ring and shear-plate
connectors, floor bridging and truss connectors.
Timber Engineering, Washington, D.C. Circle
318 on Reader Service card

HOMEBUILDING INDEX. The first annual NAHB
index of periodical literature in the homebuilding
field includes more than 3,500 articles (from 300
sources) compiled and arranged by subject. The
range: from acoustics to zoning. For a copy of
the 187-page index, send $10 to: Karl A. Baer,
chief librarian, National Association of Home
Builders, 1625 L St., NW, Washington, D.C.
20036.

ROOFING SYSTEM. Heavy-duty system designed
for resurfacing, waterproofing, and repairing
combines liguid asphalt and a patented glass-
fiber mesh; it is said to resist blistering and
flame-spread, will not alligator, sag or slide. A

of these often-wasted areas:

® The closet or empty space under a
stairway.

e A pantry, hall or extra bedroom.

* A wardrobe or extra closet.

Two pages illustrate the variety of shapes
that are possible for an extra room—in-
cluding L-shaped (very compact), square
(a bit bigger) and rectangular (easy to
add). Four typical diagrams, with before
and after plans, are shown above and at
left.

A wide range of the manufacturer’s
plumbing and faucet fixtures complete the
16-page brochure. And it’s all in full color.
Kohler Co., Kohler, Wis. Circle 350 on
Reader Service card

technical brochure with application photos de-
scribes and illustrates the product. Koppers,
Pittsburgh. Circle 320 on Reader Service card

LIGHTING FIXTURES. A full line of traditional
fixtures is illustrated in full color in an 80-page
catalog. Included: wall-mounted lanterns, ring
chandeliers, chain drops, coach and post lan-
terns, wall brackets, With complete specs and
finish information. For a copy send $1 to:
Artolier Lighting, Emerson Electric Co., Lanza
ve., Garfield, N.J.

FASTENING SYSTEMS. Fullline catalog of
pneumatic staplers, tackers, nailers and staple
nailers—87 models in all—cites the proper tools
for a wide range of fastening jobs. Includes a
new round-headed, power-driven nail acceptable
for finish work. 10 pages, Senco Products, Cin-
cinnati, Circle 300 on Reader Service card

CERAMIC TILE. Thirty-two-page brochure de-
scribes and displays glazed tile, ceramic-mosaic
and Murray quarry tile; includes new decorated-
tile designs, new colors and shapes. With tips on
how to install, plus specs. American Olean, Lans-
dale, Pa. Circle 301 on Reader Service card

REDWOOD PRODUCTS. Four-color information
sheets display redwood accent columns, rough-
sawn redwood decking and end-matched red-
wood paneling. Includes design, installation and
specification data. Simpson Timber, Seattle,
Wash. Circle 302 on Reader Service card

SOUND CONTROL. Detail drawings for 27 sys-
tems covering floor-ceiling and partition assem-
blies are included in a new brochure with tips on
added quiet conditioning. Includes a selector
guide for related products. The Celotex Corp.,
Tampa, Fla. Circle 303 on Reader Service card

AIR CLEANER. The benefits of an electronic air
cleaner are cited in a four-page brochure that
tells how it operates and includes two cutaway
views., Lennox, Marshalltown, Towa. Circle 304
on Reader Service card
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FLOAT-AWAY DOOR COMPANY

1173 ZONOLITE ROAD, N. E. ATLANTA, GEORGIA 30306

TELEPHONE: A. C. 404,/875-7986 ~ CABLE ADDRESS, 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!

You'll be getting the same unparalleled service and wide choice of styles,
plus stiffer louvers, 1mproved 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 list.

PEOPLE WANT METAL BIFOLD DOORS FOR

CLOSETS. ONLY FLOAT-AWAY MAKES THEM

SO PROFITABLE AND PRACTICAL TO YOU.
Sincerely,

A

MORE SALES! MORE SAVINGS! WITH NEW Fred G. Barnet

F U@@{ED @ij]gﬁ Vice Prsiden

SHELVES

Add sales: Only

Float-A-Just shelves offer

your customers sﬂlmter -free beauty
PLUS the strength of heavy gauge steel.

Save installation time: Shelves are factory
finished and installable in minutes. .. with or without rods.

Save shipping costs: Order shelves with
Float-Away Doors for minimal freight charges.

®

FLOAT-AWAY

COMPLETE CLOSET SYSTEMS

Department HH-5 , 1123 Zonolite Road, NE, Atlanta, Georgia 30306 ¢ Phone (404) 875-7986
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Duo-Fast Staplers -Tackers - Nailers

COST-CUTTERS FOR BUILDERS

The Nailer drives 6d common to 16d
sinker nails 5 times faster than a hammer.

Finish and Brad Nailers drive finish nails
and brads %" to 2" long.

The Staple Nailer drives heavy, coated
Duo-Fast Staples up to 2" long.

Hammer Tacker drives 4" to %¢" staples
as fast as you can swing it.

Fast, efficient, easy to use

Whatever your nailing, stapling or tack-
ing problem, Duo-Fast has the right tool
to do your job just right . . . quickly and
at low cost.

For nailing joists, floor and roof deck,
the Duo-Fast Nailer does the job in “jig
time." Drives 16d sinkers as well as 6d
to 10d plain, ring-shank or screw-shank
nails . . . all with the special Duo-Fast
coating. Portable and powerful. Built-in
safety device prevents accidental firing.

For wall sheathing, plywood subflooring,
soffits, bridging, etc., the Duo-Fast Staple
Nailer is just right. Powerful, it drives
heavy, coated Duo-Fast Staples in less
time than it takes to pick up a nail. Mag-
nesium light, portable, air-operated.
Accidental firing prevented.

774

For trim work, moldings, cabinets . . .
any job that calls for neat nailing, Duo-
Fast Finish and Brad Nailers pinpoint
nails just where you want them. Drive
brads and finish nails %" to 2" long.
Countersink automatically to eliminate
costly nail setting.

For insulation, building papers, etc.,
Duo-Fast Hammer Tackers are truly build-
ers’ favarites. Drive Duo-Fast Staples %4"
to %¢" long. Simple, one-hand operation.
Ideal for volume tacking where speed and
reach are important.

Write today for the Duo-Fast FT-26 Build-
ers Brochure. Your Duo-Fast man will be
pleased to demonstrate these tools. No
obligation.

DUO-FAST FASTENER CORP., Dept. NM-76, 3702 River Road, Franklin Park, lllincis 60131

IN FAST

JUh-fAST ...co...

Everything you need for tacking, stapling and nailing.

176 Circle 135 on Reader Service card

NEW LITERATURE

starts on p. 174

ALL-PURPOSE WATER CONDITIONERS. Three
models that automatically provide unlimited soft
water, remove iron, eliminate hydrogen sulfide
and correct acidity are described and illustrated
in a four-page brochure. With specs. Culligan,
Northbrook, I1l. Circle 312 on Reader Service
card

GAS AND ELECTRIC APPLIANCES. A full-line
catalog illustrates eye-level oven ranges, built-in
ranges, cooktops, wall ovens, dishwashers, dis-
posers, hoods and sinks. Includes dimension
drawings and installation instructions for each.
Roper, Kankakee, Ill. Circle 313 on Reader
Service card

BUILDING PRoDUCTS. Comprehensive guide to
products for concrete forms, sheathing and deck-
ing, sidings, interior paneling, underlayment and
hardboard discusses features, suggested applica-
tions, installation instructions and complete
specs. Georgia-Pacific, Portland, Ore. Circle 314
on Reader Service card

POWER TooLs. New products featured in an
88-page catalog include two lightweight orbital
sanders, two trigger-speed-control drills, and a
line of Teflon-coated circular saw blades. Specs
on more than 130 tools. Skil, Chicago. Circle 310
on Reader Service card

CENTRAL AIR CONDITIONING. A packaged
system with all components in one compact
cabinet is the subject of a six-page brochure with
drawings that show how system adapts to differ-
ent house designs. Fedders, Edison, N.J. Circle
311 on Reader Service card

ELECTRICAL PropucTs. Full line of electrical
built-in products for residential and commercial
applications is displayed in a four-color catalog.
Included: lighting, sound systems and chimes,
range hoods, fans, and baseboard, wall and bath-
room heaters. 34 pages. Emerson Electric, St.
Louis, Circle 315 on Reader Service card

STANDARDS AFFECTING BUILDING & BUILDING MATERIALS

CHIMNEYS, FIREPLACES. VENTING SYSTEMS.
Covers basic standards for their safe installation
and use in residential, commercial and industrial
construction. Price: 60¢.

SAMPLING AND TESTING BRIcK. Covers pro-
cedures for testing compressive-strength, absorp-
tion, saturation coefficient, effect of freezing and
thawing. Price: $1.

STRENGTH TESTS FOR BUILDING PANELS.
Covers procedures for determining the structural
properties of panels for light construction; in-
cludes general requirements for tests of load-
bearing and non-loadbearing partitions. Price: $1.

LOAD TESTS OF FLOORS, FLAT ROOFS.
Covers methods for determining the strength
and stiffness of portions of such floors or roofs
of buildings under vertical loads; and of the
structural adequacy of the materials, design, con-
nections and fabrication. Price: §1.

CERAMIC-TILE SPECIFICATIONS. Covers stock
sizes, dimensions, physical properties and grading
of wall tile, ceramic-mosaic tile, quarry tile and
paver tile. Price: $2.

For copies of any of the above send amounts

noted to: United States of America Standards In-
stitute, 10 East 40th St., New York, N.Y. 10016
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DWV fittings
Sewer pipe fittings
Pressure fittings
Insert fittings

The Standard Bearer

INE

Electrical conduit fittings

Vacuum fittings
PVC valves

GS7

PLANT, WAREHOUSE AND SALES O
« Tel. (B13) B84-2576 [7] 3126 BrinkerhoH Rd., Kans
Raom 218, Atlanta, Georgia 30305

1968

JFFICE airfield Crescent

&
Tel. (404) 233-6205 [] "IN CANADA" CANPLAS INDUSTRIES LTD, (Reg

ALL GSR PLASTIC PIPE FITTINGS meet ALL the government and industry
standards covering their specific applications. The first step in the development
of any GSR fitting is to research all applicable standards. Molds are designed
and resins selected to meet these standards. Production samples are tested to
make sure there is never any variation in GSR quality. All GSR fittings are
clearly, permanently marked, so you know exactly what you are using.

Strict adherence to the highest standards is your guarantee of a quality instal-
lation. It means GSR fittings will fit precisely. They will withstand the highest
pressures and temperatures to be met in the application. With proper joining,
they will never leak.

It may be tempting to save a few dollars on cheaper, non-standard fittings,
but this is utterly false economy. The savings can be completely wiped out in
increased installation time and trouble. Non-standard fittings can turn your
savings into serious losses.

The safe, sure way is to make GSR your standard for plastic pipe fittings.
Ask your plumbing contractor about plastic DWV—and GSR, the world’s most
complete line of plastic pipe fittings. R. & G. SLOANE MFG. DIV., THE
SUSQUEHANNA CORP., 7606 N. Clybourn Ave., Sun Valley, Calif, 91352,

P.0. Box 625, West Caldwell, N.J. 07006 = Tel
City, Kan. 66115 = 7T

(201) 228-1100 [) WAREHOUSES AND SALES OFFICES: 5144 Wi
(913) 371-0412 [1] 4918 Eas S54th Streef, Cleveland, Ohio 44128 = Tel. (216) 587-0515
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PLASTIC PIPE FIT7TINGS

t Idlewild, Tampa, Fla, 33614
} 3224 Peachiree Road, N.E.,
User) [] New Westminster, B.C. = (604) 526-2855 [] Toronto, Ontario =

(416) 749-3818
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Acme Hardware Co.

Ador Corp. (Sub. of Rusco
Industries, Inc.)

Alliance Mfg. Co.

American Olean Tile

American Radiator & Standard
Sanitary Corp.

Am-Finn Sauna, Inc.
Andersen Corporation

Architectural Aluminum Mfg.
Association

Artistic Brass, Inc.
Azrock Floor Products

B. F. Goodrich Chemical Co.
Berger & Sons, Inc., C. L.
Bilco Company

Bird & Son, Inc.

Blu-Ray, Inc.

Boise Cascade Corp. (Bldg.
Prods. Div.)

Bostitch (Textron, Inc.)
Broan Manufacturing Co.
Bruner Corp.

Cabot, Inc., Samuel
Cameron Brown Co.

Carrier Air Conditioning Co.
Casings, Incorporated
Celotex Corporation
Certain-Teed Products Corp.
C F & 1 Steel Corporation

Chevrolet Motor Division
(General Motors Corp.)

Chrysler Corp./Airtemp
Compotite Shower Pan
Congoleum-Nairn, Inc.

DAP, Inc.

Day & Night Mfg. Co.
Delta Faucet Company
Diazit Company, Inc.
Duo Fast Fastener Corp.

DuPont de Nemours & Co.,
Inc, E. I. (Building
Products)

Edison Electric Institute

Emerson Electric Co. (Builder
Products Div.)

Enjay Fiber & Laminates Co.
(Div. of Enjay Chemical
Co.)

Fiat Products Department
Float-Away Door Company
Florida Gas Transmission
Formica Corporation
Frantz Manufacturing Co.

Frigidaire Division (General
Motors Corp.)

General Electric Co.

Gerber Plumbing Fixtures
Corp.

Grote Manufacturing Co.

Hager Hinge Company

Hercules, Inc.

Hoitsma Adjustable Scaffold
Bracket Co.

Holub Industries, Inc.

Homasote Company

Home Comfort Products Co.

Honeywell, Inc.

Hotpoint Division (General
Electric Co.)

The adverhsm index and reader service numbers published by
HOUSE & E is a service to its readers, HOUSE & HOME does
not assume respcns:blhty to acvertisers for errors or omissions
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48 Inland Homes, Inc.
71 International Paper Company
(Long-Bell Div.)
19 Kardon Investment Co.
38, 39 Kemper Brothers, Inc.
11 Kentile Floors, Inc.
126  KitchenAid Home Dishwasher
Div. (Hobart Mfg. Co.)
61 Kitchen Kompact, Inc.
157 Kohler Company
164  Kool-O-Matic Corp.
84 Koppers Co., Inc.
171 Kyova Pipe Co.
26 Lennox Industries, Inc.
163 Life
143 Lite-Beam Div. (Am-Finn
Sauna, Inc.)
156  Luron Industries
162E2  Lyco Systems, Inc.
64, 65 Miami-Carey Division (Philip
Carey Corp.)
49  Marlite Division (Masonite
Corporation)
29 Mobay Chemical Company
6, 7 Moe Light Division (Thomas
Industries, Inc.)
174  Morgan Company
17  Mosaic Tile Company
160  Nichols Aluminum
162W2  Norris Industries
162M6A-M6B  Northern Natural Gas Co.
1, 2 NuTone
4  Olympic Stain Company
59  Ozite Corporation
173  Pacific Lumber Company
162E6 Peachtree Doors
50 Philip Carey Mfg. Co., The
162E5, M2, Pittsburgh Plate Glass
N6 Industries
164 Plan Hold Corp.
136 Pomona Tile (Div. of American
Olean)
27, 28 Ponderosa Pine Woodwork
55 Potlatch Forests. Inc.
37  Price Pfister Brass Mfg. Co.
44  Proctor Products Co., Inc.
44  Rain Jet Corporation
172 Reading Body Works, Inc.
140  Red Cedar Shingle & Handsplit
Shake Bureau
145 Reichold Chemicals, Inc.
(Reinforced Plastics
Division)
162N3  Rowe Mfg. Co.
158  Scheirich Co., H. ]
20, 21  Schlage Lock Co.
162E3, N5  Schumacher Company, F. E.
177  Sloane Mfg. Division, R. & G.
30 Smith & Loveless
146  Speakman Company
60 Standard Screw Co. (Moen
Div.)
42  Stephenson & Company
168 Swanson Manufacturing Co.
88 Tappan Company
167  Tarter, Webster & Johnson
155 Tile Council of America, Inc.
42  Timber Engineering Company
170 United Cabinet Corp.
3rd Cov. United States Gypsum Co.
35  United States Plywood Corp.

154  Whirlpool Corporation
43 Williams Products, Inc.

131  Williamson Co.
162N8

141 York Corporation

Wood Components Co.

66 Waste King Universal (Norri
Industries, Inc.)
57 Weiser Lock
135 Weslock Company
14, 15 Western Wood Moulding &
Millwork Producers Assn.
77  Western Wood Products
Association
24, 25 Weyerhaeuser Company
129, 139
162M4, N2

W denotes Western edition
M denotes Mid-Western edition
N denotes North Central edition
E denotes Eastern edition
S denotes Southern edition

SW denotes Southwest (Swing)

ADVERTISING SALES STAFF

ATLANTA 30309
Glenn P. MacNerland,
1375 Peachtree St. N.E.
(404) 892-2868

BOSTON 02116
David Persson
McGraw Hill Bldg.,
607 Boylston St.
(617) 262-1160

CHICAGO 60611
John L. Filson;
James R. Schaffer;
Ray W. Stoddard,
645 N. Michigan Ave.,
(312) 664-5800

CLEVELAND 44113
Milton H. Hall, Jr.
55 Public Square
(216) 781-7000

DALLAS 75201
Richard Poole,
1800 Republic Natl. Bank Tower
(214) 747-9721

DENVER 80202
Edward C. Weil IIT,
1700 Broadway,
(303) 255-5483

DETROIT 48226
Stuart G. McKenzie
2600 Penobscot Bldg.
(313) 962-1793

HOUSTON 77002
Kenneth G. George,
2270 Humble Bldg.
(713) 224-8381

LOS ANGELES 90017
Donald Hanson,

1125 W, Sixth St.,
(213) 482-5450

NEW YORK 10036
Donald W. Thompson
500 Fifth Ave.,

(212) 971-3686
PHILADELPHIA 19103
Donald C. Stanley

Six Penn Center Plaza
(215) 568-6161

PORTLAND 97204
Harry Abney,
Mohawk Bldg.,

222 S.W. Morrison St.,
Suite 218

(503) 223-5118

SAN FRANCISCO 94111
Dwight Lowell,

255 California St.,

(415) 362-4600

ADVERTISING
PRODUCTION MANAGER
Vito De Stefano

MecGraw Hill, Inc.

330 West 42nd St.

New York, N. Y. 10036
(212) 971-3204
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resistant all the way through—face paper, core, and back paper. Perfect
base for plastic or ceramic tile in bathrooms, kitchens, utility rooms—any
room where moisture is a problem. Tiles properly set, stay set. Perfect for
paint or wallpaper, too. Installs like regular wallboard. Colored green like
the money you'll save from fewer call-backs. Call your U.S.G. man today,
or write to us at 101 South Wacker Drive, Dept. HH-83Chicago, Illinois 606086.

UnITED STATES GYPSUM

*Reg. U.S. Pat. Off
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by EMERSON
Quality-crafted fixtures fdr all decors e
.from Mediterranean to Mod '

Write for “‘Bright New Decorati-lilg: Ideas With
Light”, our new IMPERIALITES Catalog...96
pages in full color, outlining chon::es of lighting
sele?tlons and styles for all decots X «%\ Ve
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