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(Helps you sell homes faster!)

Introducing: The Kid-Cushioned Floors.
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.

They 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 fast!
“How about installation?”

Fast & easy.

Kid-Cushioned Floors

won't crack or split in cold weather.
They stay ﬂexibﬁ:. And many 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 invented & Jlaerfected by us: Congoleum-Nairn,
For complete details see your Hoor covering contractor.

Persian TileT™™, Si)riug‘fy Luxury Cushioned Vinyl: Terracotta.
Like all our installed cushion-vinyl floors, it meets all FHA requirements.
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ROMAN ACCENT™ CASA GR»\H("L. SEASCAPEY VILLAGE SQUARE™

Congoleum-Nairmn

COPYRIGHT 1968, CONGOLEUM-NAIRN, INC.
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When it comes right down to the sale,
WoodCarv can make the difference.

Some sales are a lot harder
to make than others —
you're well aware of that.
And how often have you
been in this situation: you've
talked yourself blue in the
face. Stated all of your
quality advantages. . .
offered an appealing price.
Yet your prospect still isn't
quite sure ... just isn’t
quite sold.
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WoodCarv cabinetry in the
kitchen can make all the
difference in the world. What
prospect could be still
unsold after you've shown
the seamless WoodCarv
birch veneer. Matching
interiors. Superb craftsman-
ship. Tough finish that'll take
years of wear and tear.

Not many prospects can
resist the “sell” built into
every WoodCarv cabinet.
That's why most of them
become buyers, sooner.

Write for our free literature,
or contact your WoodCarv
representative. WoodCarv,
division of NuTone, Madison
and Red Bank Roads,
Cincinnati, Ohio 45227

NulTone

“WoodCarv

FURNITURE ELEGANCE IN CABINETRY




There’s only one thing better than having
WoodCarv cabinetry in your kitchen.

Having it in your bathroom, too.

LIEGE . .. bathroom elegance

The handsome new PT :
he handsome new HAMPTON ot e d-pola.

. design flexibility at lower cost.

WoodCarv cabinetry is Rugged construction features Liege wall units are Spaclous drawers and Richly carved, warm
made of the finest birch: 3 point drawer suspension, 6” slim . . . full medi- adjustable shelves are gold frame in a satin
only the premium section smooth nylon glides, sturdy cine cabinet depth. engineered to take full smooth off-white
of the log is used to corner braces and solid core Now you can provide advantage of stow- door sets off the
achieve the seamless, con- doors. double or triple the away space. Sturdy graceful, antiqued
tinuous grain pattern. And bathroom wall stor- glides provide easy ac- center pull. All pro-
the tough Rel-Var® acrylic age area with cabi- cess while triple- tected by a clear
finish withstands tea, citrus Aldj:mm:”e she:vesd”afllov; nets that match the sealed door edges pro- acrylic finish that will
juices — even nail polish PEEE y‘ Qi spaee: (01 i vanity. tect against chipping; never stain, fade or
remover if it has to. Stays needs;ipulliout Cever BEsNIE stay smooth. yellow,

blies offer flexibility required
in today's kitchens. AdJust
easily, rest on unbreakable
supports.

good looking.

Put twice as much solid WoodCarv ‘sell’ into your next home or remodeling job.
The popular WoodCarv line of kitchen cabinetry is fast becoming your customer's favorite.
And more and more people are demanding WoodCarv cabinetry in bathroom vanities and cabinets.

Write today about the complete lines offered by WoodCarv — put double-sell into your next job.
WoodCarv, division of NuTone, Dept. NT-132-6
Madison and Red Bank Roads, Cincinnati, Ohio 45227 N-K-CA NuTone

NEW DIMENSIONS IN BETTER LIVING » NUTONE DIVISION h-—d FURNITURE ELEGANCE IN CABINETRY
CINCINNATI, OHIO 45227

Form No. NT-132 Printed In U.S.A,




EDITOR
Richard W. O'Neill

MANAGING EDITOR
John F. Goldsmith

SENIOR EDITORS
James P. Gallagher
Maxwell C. Huntoon Jr,
Edwin W. Rochon

H. Clarke Wells

ASSOCIATE EDITOR
Frank Lalli

ASSISTANT EDITORS
Gail B. Sclar

Peter D. Tomarken
Jenepher Walker

ART DEPARTMENT
Howard R, Berry, director
Andrew E. Hilson, associate
Annette LaRocca, assistant

EDITORIAL ASSISTANTS
Patricia Betz

Elizabeth K. McPherson
Grace Kelly

CONSULTING ECONOMIST
George A. Christie

McGRAW-HILL WORLD NEWS

Arthur Moore, director; Jules Abend,

domestic news editor., Domestic News Bureaus—
Atlanta: Frances Ridgway, chief; Robert Coram.
Chicago: Bruce Cross, chief;

Jim Rubenstein, news editor;

Terry Sharpe. Cleveland:

Arthur Zimmerman, chief. Dallas:

Marvin Reid, chief; Mary Lorraine Smith.

Detroit: James Wargo, chief;

Marianne Friedland. Houston: Robert Lee.

Los Angeles: Michael Murphy, chief;

Barbara Lamb. Pittsburgh: Lou Gomolak, chief.
San Francisco: Margaret Drossel,

chief; Jenness Keene, William Arnold.

Seattle: Ray Bloomberg, chief. Washington:
Charles Gardner, chief; Dan Moskowitz, James
Canan, news desk; John Nicholson.

PUBLISHER
Eugene E. Weyeneth

ASSOCIATE PUBLISHER
Blake Hughes

CIRCULATION MANAGER
Henry G. Hardwick

ADVERTISING SALES MANAGER
Richard H. Freeman

McGRAW-HILL " @ iﬁ'

T ey

HOUSE & HOME June 1968, Vol, 33, No. 6. Published
monthly by McGraw-Hill Inc. Founder: James H. McGraw
(1860-1948). Subscription rates for individuals: U.S. and
possessions and Canac?a, $6 per year; single copy, if avail-
able, $1; Latin America & Phthpmes, $20; elsewhere,
$25. Executive, Editorial, Circula
offices; McGraw~Hill Building, 330
York, N.Y. 10036. Telephone: 971-3333
postage paid at Washington, D.C. and at additional mail-
ing offices. Published at 1500 Eckington Place, N.E.,
ashln%ton D.C. 20002. Title ® in U.S. Patent Office.
Copyright © 1968 by McGraw-Hill Inc. All rights re-
served, The contents of this publication may not be re-

produced either in whole or in part without consent of
copyright owner. Officers of McGraw-Hill Publications:
Joseph H. Allen, president; Robert F. Marshall, senior
vice president-operations; vice presidents: John R. Cal-
laham, editorial; John M. Holden, marketing; Paul F.
Cowie, circulation; Angelo R. Venezian, production;
Jerome D. Luntz, planning and development; Robert M
Wilhelmy, controller. Corporation Officers: Shelton
Fisher, president & chief executive officer; John L.
McGraw, chairman; Daniel F. Crowley, Donald C.
McGraw Jr.,, Bayard E, Sawyer, senior vice presidents;
R. E. Slaughter, executive vice president; John J, Cooke,
vice president & secretary; Gordon W. McKinley, vice
president & treasurer. Member: Audit Bureau of Circula-
tions and American Business Press. This issue of House
& Home is published in national and separate editions
noted or allowed for as follows: Western WI1-W6;
Eastern E1-E4B; Midwest MI1-M4; North Central N-1
N6; Southern 51-S4B; Swing SWI1-SW2. Postmaster:
Please send form 3579 to Fulfillment Manager, House &
Home, P.O. Box 430, Hightstown, N.J. 08520

<€ Circle 3 on Reader Service card

House & Home

A McGRAW HILL PUBLICATION VOL. 33 NO. & JUNE 1968
EDITORIALS
How to bring pension-fund money into housing 61

Everyone in the industry should support Congressman Hanna’s bill that would
let pension-fund master trusts qualify as Real Estate Investment Trusts

The song of the cuckoo: industrialization vs. housing 61
It's easy to knock the housing industry for its backwardness compared to other
industries. But the all-too-glib critics consistently ignore two basic truths

FEATURES

How to cash in on the golf boom 62
Sales records show that even non-golfers like to buy near a good golf course.
But unless it's handled right, a course can turn into a million-dollar mistake

Can slum labor be used to rehabilitate the slums? 76
No, say the building-trade unions. But here’s evidence to the contrary from a
rehab specialist who turns unskilled slum dwellers into productive crews

H&H Round Table report: coming changes in the housing market 82
Today’s big swing to leisure-oriented living is big news to builders. It calls for
new approaches to housing design, land use, marketing and management

How industrialized housing will affect trade unions in the '70s 90
A first-of-its-kind study reports: For some trades, the negative effects of in-
dustrialization will be more than offset by a general increase in building

How apartment builders and owners can foil intruders 94
You can calm tenants’ fears by designing, equipping and managing your project
for security. Result: Your units will rent faster and stay rented longer

NEWS

Through the ceiling: the FHA interest rate leaps to 63/; % 5
Lenders cheer and builders are generally receptive as loan terms are fixed:
mortgage discounts fall on the news, and outlook for used-home sales improves

Fanny May’s first big auction market—goof or grand success? 5
The private market insists the agency still buys mortgages at too high a price,
but President Ray Lapin and his staff couldn’t be happier about new operation

A Titan falls: Bart Lytton writes own story for House & Home 9
“I could have compromised,” says the former chairman of Lytton Financial,
“but I'd have lost management control—I can’t march in anyone else’s parade”

DEPARTMENTS

Housing-stock prices 18 New products 110
Mortgage-market quotations 6 New literature 126
Leaders 36 Reader service card 117
Letters 42 Advertising index 129
Technology 108

Cover: Golf course at Mission Viejo, Calif. Photo: Julius Shulman. For story,

see page 62.
NEXT MONTH
What homebuilders should know before they tackle light-commercial construc-
tion . . . Curtain walls: more and better systems to choose from . . . Award-
winning houses by custom builders . . . Annual report on housing’s publicly
owned companies . . . How NAHB's best local chapters get things done
3




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
TO SELL
4 MILLION
DISPOSERS

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

We got to be the big noise in disposers by getting rid of the big noise in disposers. And for the perfect companion,
a full line of Waste King stainless steel dishwashers. For information, write Dept. H-6.
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FIRST Aucrlo‘n finds FNMaA chief Ray Lapin with
agency's Frank Pence (left), Harry Gilbert (right)
and their staff experts, all examining bids.

Frank Hoy

< d
SMALL TEAMS studied bids. Crew includes sec-
retary Helen Rogers, loan expert Lou Coyne.

NEWS

FHA mortgage ceiling raised to 63:%;
builders’ discounts drop to 2-5 points

The government’s move all the way up to
6% % won an enthusiastic response from
lenders and a grudging endorsement from
building leaders.

The new interest ceiling on FHA-VA loans,
up from 6%, dropped builder discounts
from a level of 8-10 points to about 2-5
(table, p. 6). It was the sharpest increase
ever made in the FHA rate.

“The government faced up to it,” said
Robert Morgan, who directs the Massa-
chusetts Purchasing Group of 190 savings
banks.

“The building industry is no longer the
stepchild of the economy,” said President
Carton S. Stallard of Jersey Mortgage
(Elizabeth).

The change came with startling sudden-
ness once the President had signed legisla-
tion abolishing the old ceiling until next
October. The move caught the Federal Na-
tional Mortgage in the middle of its first
auction (story below), and the agency had
to reorient its market operation to the new
rate.

Warning of the 10% money. Presi-
dent Johnson warned in signing the bill
that mortgage interest rates could go to
10% if Congress failed to give him a 10%
tax surcharge.

Housing Secretary Robert Weaver set
the new FHA rate and defended it as neces-
sary to prevent lenders and investors from
deserting the FHA mortgage market for con-
ventional loans yielding 7% or bonds re-
turning up to 6% % .

Mortgages insured by FHA had actually
been selling at 90 cents on the $1, with
% % servicing, and yielding 6.98% . That
compares with the yields on other instru-
ments, but the price meant a discount of
10 points to the builder. For every $1,000
“borrowed” on an FHA-VA mortgage, the
lender actually advanced only $900.

Such deep discounts discourage lenders.

They also choke off used-house sales, be-
cause a house owner must usually absorb
the mortgage discount in order to sell his
house. This, in effect, cuts the seller’s price
up to 10%, and he often decides to hold
onto his home instead of selling. Commis-
sioner Philip Brownstein said the new dis-
counts should “fall within the area of
tolerance,” generally regarded as anything
under § points.

With the ceiling increase, discounts
dropped generally according to formula, A
mortgage price rises and a discount declines
about 2 points on a ¥4 % change in interest
rate. The 34 % rate increase produced the
predictable price rise and discount cut of
5-7 points.

The usury states. The 634% rate
stirred temporary uncertainty among lend-
ers in the money-center states that retain
6% usury laws—New York, New Jersey
and Pennsylvania. But some lawyers in-
sisted that FHA-vA loans were exempt from
local usury ceilings and others argued that
legislation would clear the way for the new
rate anyway. House & HoME's mortgage-
company correspondents in Newark and
Philadelphia both quoted discounts on the
634 % loan—2%2-3%2 points and 4 points
respectively, New York lenders were hesi-
tant, but sources at the big Williamsburgh
Savings Bank in Brooklyn said FHA loans
would probably be bought at 2 to 3 points
—a point each to the buyer and seller and
another to the broker if the deal was
brokered. Almost no New York lenders
would quote rates on conventional mort-
gages, which had been going at the usury
limit of 6%, plus 3% or more in fees,
before the FHA change.

In California, the Bank of America be-
gan bidding 97. The offer was with servic-
ing released, so the effective bid was about
96. The remainder of the California mar-
ket opened at about 95.

Fanny May’s mortgage auction comes on strong—in bids AND prices

Fanny May’s auction market bowed in
with an average price of 91.69 on a 90-day
commitment for the 6% FHA loan—a good
1% points above the private market.

But the agency's first offering of $40
million in purchase money was oversub-
scribed threefold, and FNMA's President
Ray Lapin hailed the initial session as an
outstanding success.

The auction requires sellers to compete
with each other, by bidding down their
selling prices, for the purchase money of-
fered each week by Fanny May.

Sellers in the first auction offered $173
million worth of mortgages at acceptable
bids averaging 91.69 for 90-day commit-
ments, 91.90 for 180-days and 92.53 for
one year—all on the 6% loan.

Adjustment to 63;% . The govern-
ment raised the FHA interest ceiling to
6% % in mid-auction, and Lapin said all

JUNE 1968

accepted prices would be raised automat-
ically by 6 points, or by the traditional 2
points per ¥4 % change in the interest rate
(story above). That took the 90-day bids
to 97.69, the 180-day to 97.90 and the
one-year to 98.53.

The private market on 90-day commit-
ments opened at about 95-98 on the new
6% % loan.

Lapin said all subsequent auctions
would be based on the 63 % rate and
that no offers on the old 6% basis would
be honored.

Critic and defenders. Brokers and sav-
ings bankers in New York stated flatly
that Fanny May goofed, and that its prices
were still too far above the private market,
at least in the first auction. And Fanny
May's second auction, held a week later on
the 6% % loan, seemed to bear them out.
Prices fell sharply—to 95.59 on 90-day

commitments, 96 for 180-day and 96.61
for one year.

But FNMA couldn’t have been happier
with its opening market. It had a new and
lower price structure, and the smooth man-
ner in which the FNMa staff handled the big
switch in operations pleased everybody.

“It’s going to be a lot better now than
when there was a fixed rate,” Lapin said.
“Fanny May had been paying 93 for 6%
loans and we know that that's just un-
realistic.

“Under the auction market, the two
markets (FNMa and the private market)
should become more intertwined than
before,” he went on. And, sensing what
the early reaction from the private market
might be, he continued: “Sure, investors
will try to go lower—no matter what the
auction price is.

Story continued on p. 6
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Fanny May’s first mortgage

“But they aren’t in as strong a bargain-
ing position as before. I think our prices
are definitely going to influence the private
market. And I think investors are going
to have to come around to the national
market price.”

Job well done. Before the first auction
on May 6 there were a dozen dry runms
held by agency officials.

The agency’s chief loan officer, Frank
“Hank™ Pence, took charge of seeing that
the auction ran without a hitch. “It all
came off so smoothly,” said President
Lapin, “it was hard to believe the thing
was really underway.”

In room 917 of the Fanny May head-
quarters Pence’s crew of 12 opened, sorted
and rejected or accepted the 652 bids re-
ceived. The entire operation was accom-
plished in about eight hours.

The agency was pleasantly surprised at
how well the forms were completed. Of
the $173 million bids, only $11 million
were rejected for filing deficiencies.

Instant pricing. When it was over, an
authoritative nationwide price was avail-
able for the first time on FHA and vA loans.

The agency accepted 187 bids and re-
jected 465. It took 120 of 350 bids for the
90-day commitments, and allocated $19.7
million of $81.6 million bid to that cate-
gory. It accepted 59 of 260 offered in the
180-day sector and allocated $18.3 million
against $80.6 million that was bid.

The lowest allocation came in the one-
year commitment sector, where only 8 of
42 offers were accepted, and where a total
allocation of $2.4 million was made. Offers
totaling $11.2 million had been received.

President Lapin said he anticipated a
low level of offers from the one-year com-
mitment sector, and he attributed this to
builder caution over the new program.
“This percentage should increase in the
next couple of months,” he said, “and I
would expect the 12-month commitments
would amount to between 30% to 40%
of total auction in time.”

Discussing the initial auction, Lapin
said he was “more confident than ever
that this is going to work really well.” He
said his staff found no real problems the
first day. The agency still must answer
some minor questions—a policy decision
on such items as a mortgage company’s
maximum allotment per week, for example.

“But how,” he asked, “do you define
a company?”

Big parent companies with several sub-
sidiaries could monopolize the auction by
letting each subsidiary bid the full $500,000
permitted to a company. Lapin wants to
prevent this.

Smaller companies could, conceivably,
organize subsidiary companies for the pur-
pose of grabbing more of the auction
money. Lapin wishes to discourage this.

The first auction indicated that the
theoretical price differential between the
nation’s regions may be just that—theory,
according to Lapin.

“The bidding simply didn’t bear out the
argument for regional pricing,” he said,

6

-
allctIOI‘l » m = continued

‘ THE AUCTION AT A GLANCE
(DOLLARS IN THOUSANDS)

COMMITMENT PERIOD—6% FHA-VA

\ (OPENED: 5/6/68)

90-DAY
ACCEPTED OFFERS: 120
AVERAGE PRICE: 91.69
AMOUNTS: §$19,693
ALL OFFERS: 350
PRICE RANGE: 90.00/96.50
AMOUNTS: $81,623
REGIONAL BREAKDOWN 90-DAY
ATLANTA
TOTAL ACCEPTED $4,315
PRICE 91.66
CHICAGO
TOTAL ACCEPTED $1,505
PRICE 91.90
DALLAS
TOTAL ACCEPTED $5.980
PRICE 91,67
LOS ANGELES
TOTAL ACCEPTED $5,868
PRICE 91,55
PHILADELPHIA
TOTAL ACCEPTED $2,025

[ PRICE 21.81

180-DAY ONE-YEAR TOTAL
59 8 187
91.90 92.53
$18,281 $2,400 $40,374
260 42 652
89.99/99.00 91,70/97.00
$80,554 $11,245 $173,422
180-DAY ONE-YEAR
$3,061 $1,200
91.99 92.60
$4,000 $100
91.99 91,70
$6.500 $100
91.73 92.90
$2,720 $1,000
91.99 92.62
|
$2,000 A |
92.07 S |

adding that some Eastern mortgage com-
panies bid as much as a point below large
Western companies, just the reverse of what
might be expected. “This seems to give the
lie to the argument of geographical price
difference,” Lapin said.

The highest average price paid for 90-
day commitments was in Chicago—91.90.
The lowest was in the Los Angeles region,
91.55. Philadelphia reported an average
of only 91.81; Atlanta, 91.66, and Dallas,
91.67—differences that are virtually mean-
ingless.

For 180-day commitments the highest

average for any region came in Philadel-
phi—92.07. The lowest was in Dallas,
where the figure was 91.73. Atlanta, Chi-
cago, and Los Angeles all reported 91.99.
A larger spread is found in the one-year
commitment category, where the high price
average reached 92.90 in the Dallas area
and the low hit 91.70 in Chicago. Atlanta
reported 92.50 and Los Angeles 92.62.
No one-year bids from the Philadelphia
area were accepted. Fanny May said al-
locations to each FNMA region were in
direct proportion to bids received.
—ANDY MANDALA

HOMEBUILDERS’ MORTGAGE MARKET QUOTATIONS

Reported to HOUSE & HOME in week ending May 17.

FNMA FHA Sec. 203b— FHA Conventional Loan Rates |Construction
Auction Discount paid by builder 221d3&4 | Comm. Savings Savings Loan Rates
Prices Min.-Down* 30-year immed.w Apts., banks, banks, banks,
May 20 Private mkt. Discount | Ins. Cos. S&Ls S&Ls Interest--fees
6% % City 6% % 6% 75% 80% Over 80%; All lenders
Atlanta e R ICMIES a [ 1-1% 1%-T% 14 +2
90-day Boston A L 5-6 6% 7% 1%~V il 7-14+1
commitment Chicago 1% 6% 6% -7 7 8
A;gr;ge Cleveland a 6% -7 6%-7 7+1-2 1% +1-2
Accepted Dallas a % % % B+f-1
bid range Denver a 7 1-1% 14-1% T +1-1%
94.26-95.16 Detroit 7 7 7 71-2 TV +1-2
Honolulu a Th-1% 1% -1% - TY%~-1% +1%-3
180-day Houston a -1 i TH-1% 742
mmgrg'gge"' Los Angeles a T%-1% 7% % 7% +1%
Accepted Miami a [ 7 1-1% -1 +1-2
bid range Minn.-St. Paul a 6% -1% 6% -7V TV e +1-1%
94.47-95.60 Newark D 5 6-+3-4 B T +2
New York a n n s 743
One-year Dkla. City a b 741 7%-3 T-1% +1-2
cnm;&:(t)?ent Philadelphia a [ 7 142 % +1
Accepted San Francisco a 7 V1% Th+ T-T%+2
bid range St. Louis a 6% -7 1= 1-T% +1-2| TY-T%+1-2
95.50-96.35 Seattle a T% T-1%  1%-T% | T%-1%+1%-2
Wash., D. C. a 7-7% 6% -7% T-T% 6% 742

* Immediate covers loans for delivery up to three months, future
covers loans for delivery in three to twelve months.
* Quotations refer to prices in metropolitan areas, di ts may

pres., Percy Wilson Mortgage & Finance Corp.; Cleveland, David E.
0 Nelll wcn pres., Jay F. Zook, Inc.; Dallas, M. J. Greene, pres.,
thern Trust & Mortgs age Co.: Denuar Clair A, Bacon, pres.,

run slightly higher in surrounding towns or rural zones.
* Quotations refer to houses of typical average local quality.
* 3% down on first $15,000; 10%; of next $5,000; 20%, 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 musl ay 19, of
mortgage for stock calculated in $130 units, of which $38 is contri-
bution to FNMA capital and $100 is for a share trading atabout §70.

Sources: Atlanta, Robert Tharge pres., Tharpe & Brooks Inc.;
Boston, Robert Marlan pres., Boston 5¢ Savings Bank; Chicago,
Robert H. Pease, pres,, Drnpur& Kramer Inc., an Robert H. Wilson,

Morigage Investments Co.; Datm:l Sherwin Vine, vice pres.,
Citizens Mnrtngs Co.; Honolulu, H. Howard Stephenson, vice pres.,
Bank of Hawaii; Houstcn. Everett Mattson, pres., T. J. Bettes
Co.; Los Angele: Christian M. Gebhardt, vice gru., Celwell Co.;
Miamr. Lon Worth Crow Jr., pres., Lon Worth Crow Co.; Minne-
apolis-St. Paul, Walter C. Nelsnn pres., Eberhardt Co.; Newnrk
William W. Curran vice pres., Franklin 'Capital COrE New Yurk
John Halperin, J. Halperm & Co Oklahoma City, B

American Mortgage & Investment Co.; Phiind'alphln Rubert 5
Irving, vice pres., First Pennsylvania Banklng & Trust Co.,, and
Robert Kardon, pres., Kardon Investment Co.; St. Louis, Charles A.
Keller, vice pres., Mercantile Mortgage Co.: San Francisco, John
Jensen, Sr., vice pres., Bankers Mnrtuga Co. of California;
Seattle, Kirby D. Walker, vice pres., Continental, Inc.; Washington,
James C. Latta, sr, vice pres., Associated Mortgage Cos. Inc.

HOUSE & HOME




Mortgage investors
find
what they want
at Kardon.

It’s like a mortgage department store

Kardon Investment Company offers a wide variety of mortgage |
investment opportunities in many widely separated locations. If |
we don’t have exactly what you want at the moment, we can
usually get it for you promptly.
Having three dynamic mortgage banking subsidiaries with
fourteen offices is a help. So is a firm financial base and an alert,
aggressive management. And you'll like the fast, accurate answers
you get from our space-age computers.
These are among the reasons why Kardon now services $450
million in mortgages for some particularly large and exacting in-
vestors. [t might pay you to find out what else makes Kardon one
of the biggest and fastest-growing mortgage banking firms in the
country. Ask the Kardon subsidiary near you.

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
Camden, N.J.

Wilmington, Del
Washington, D.C.
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NEWS

OPINION

The Weaver resignation—a farewell without tears

Homebuilders will best remember the
first housing secretary for what he
didn’t do.

And Robert C. Weaver himself,
after eight long
years as Washing-
ton’s top housing
man (first at
HHFA, then with
HUD), appears to
savor his return
to academia. He
will become pres-
ident of Bernard
M. Baruch College in Brooklyn, N.Y.,
in January,

The first Negro Cabinet member
leaves the nation’s housing department
much as he found it—a vast potential
hamstrung by too many bureaucrats

WEAVER

who know too little about the housing
industry.

From HUDs beginning in 1966,
Weaver operated under a severe
handicap: He never had the Presiden-
tial ear. Indeed, he managed to get the
job only after the President had tried
to give it away to several other choices.

In office, Weaver sought to do what
he thought the President wanted. So
he sat passive while the Administra-
tion choked homebuilding with tight
credit in 1966.

And in 1967 the loyal Weaver be-
came more of an apologist for old
ideas than an architect of new de-
signs. The original thinking came in-
stead from the President’s political
foes—Senators Charles H. Percy (R.,
Ill.) and Robert F. Kennedy (D.,

N.Y.). Weaver denounced Percy’s
home-ownership plan as a ‘“cruel
hoax™ and Kennedy’s tax incentives as
“a step backward.” But before Weaver
could catch his breath, the President
embraced both plans with only minute
changes.

When Weaver did innovate, he
often seemed more concerned with
HUD's public image than with the pub-
lic good. For example, HUD's over-pro-
moted experiment in instant rehab is
an apparent failure. (NEws, May).

For several years the Harvard-edu-
cated theorist has seemed out of step.
The twin crises of urban decay and
nationwide poverty wunderscored a
desperate need for low-cost housing.
The changing times cried out for a
doer—and Weaver was a thinker.

Amid perils and pressures, the housing bill inches forward

The President’s plan to boost housing for
low and moderate-income families—via
massive subsidies on mortgages—is facing
some stiff tests in Congress.

In its first trip through a sympathetic
Senate housing subcommittee, the legisla-
tion fell on hard times. The panel cut $2.3
billion from the original request for fund-
ing.

What is left is still substantial—$5.2 bil-
lion over a three-year period—although it
is a safe assumption the legislation will be
trimmed even further before it reaches
the President’s desk. The House Appropria-
tions Committee has already voted to fund
the Model Cities and Rent Supplement pro-
grams in 1969 at levels below those asked
by President Johnson.

The money. The appropriations panel
voted $500 million for Model Cities—$188
million more than last year, but $500
million less than the President had asked.
Of the $500 million for the program, the
committee said $200 million should go to
the 70 cities already approved, and an-
other $200 million should be held for ad-
ditional cities to be named shortly. The
remaining $100 million was earmarked for
urban renewal projects within Model City
areas.

For Rent Supplements, the committee
voted $25 million in new contract author-
ity. This is also considerably higher than
the sum voted last year, $10 million, but is
substantially below the $65 million sought
by the President. The committee also ap-
proved $350 million for public housing
projects, a sum $75 million higher than
okayed last year, but slightly less than the
amount asked by President Johnson.

The omnibus bill. The 1968 legislation
has been stalled in the House but has made
some headway in the Senate. While in-
dications are that many of the proposals
will become law this year, funding must
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still remain open to serious question.

The Senate version, as approved by the
housing subcommittee, contains many of
the original provisions sought by the Ad-
ministration, including the dramatic low-
income home ownership and rental in-
terest subsidy programs.

These provisions, section 235 and 236
of the legislation, provide for federal sub-
sidies for all but 1% of the payments on
FHA home loans and rental-unit mortgages
made at market rates. For the home owner-
ship program, section 235, the panel set a
mortgage limit of $15,000, and $17,500
in high-cost areas. It also accepted the Ad-
ministration’s request to allow a limit from
$17,500 to $20,000 for families of five or
more.

The income limit is 70% of that for
the existing 221d3 program, and the com-
mittee further approved a $300 income
deduction for each minor child. A maxi-
mum 20% of family income would be
paid toward the mortgage.

For the rental program, section 236,
tenants would be required to pay 25%
of family income, with the income limits
set on the same basis as in section 235.
The committee authorized $600 million for
the two programs, to be spread over three
years—with each of the programs receiving
$75 million in fiscal 1969; $100 million in
fiscal 1970; and $125 million in the 1971
fiscal year. _

The committee also approved the HUD
plan to guarantee the obligations of new-
town developers, and authorized grants
for water and sewer facilities.

Plans for *70. The Model Cities pro-
gram would receive $1 billion in supple-
mental grants for participating cities in
1970, if the committee’s authorization is
approved in appropriations. The panel
further recommended another $12 million
for Model Cities planning.

Funds for urban renewal would be in-
creased by $1.4 billion in the coming fiscal
year under the subcommittee bill, and an
additional $350 million would go for the
model cities program on the bill's enact-
ment,

The subcommittee also approved an in-
crease of $40 million in Rent Supplement
authority for fiscal 1970, with $100 million
for each of the next two years.

Fanny May. One controversial section
of the bill that squeaked by the subcom-
mittee, over the muted objections of the
National Association of Home Builders, is
the proposed spin-off of the Federal Na-
tional Mortgage Association’s secondary
market operations.

The panel approved the split which, in
effect, leaves Fanny May's secondary mar-
ket outside federal budget constraints. Ad-
ministration officials pressed hard for this
since, under the new “unified” budget, the
agency’s mortgage purchases would appear
in the budget deficit column. With the Fed-
eral Budget facing a deep deficit, the pros-
pects for FNMA remaining in the market
under the old system were slim.

The subcommittee also approved the
proposed Government National Mortgage
Association (Ginny May) to handle spe-
cial assistance and management and liqui-
dation functions. The new GNMA also would
be empowered to guarantee participations
issued by FNMA or other private issuers,
if the participations were backed by pools
of FHA-vA or Farmers Home loans. The
panel also approved a new program of
FHA insurance of seasonal homes, with
limits up to $15,000, and loan to value
ratios of 75% . This provision was sought
by the Mortgage Bankers Association. The
MBA would have liked to see an increase in
the maximum loan amounts for FHA mort-
gages, and an amendment on the top FHA
loan limit is still a possibility. —A.M.
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BART LYTTON announces resignation to press (left and middle) after 27-
hour session with creditors and s&L authorities. Lytton said, I wrote my own

End photo shows Lytton, a promincni Democrat,
and his wife greeting India’s ambassador at reception in their home,

. -
exit music—with grace.

Bart Lytton’s own story: ‘Neither borrower nor lender be’

Bart Lytton, who brought zest to a drab
world of savings and loans, resigned as
chief of his $700-million empire April 25,
under pressure from creditors due $2.8
million. Veteran S&L executive Charles
Wellman is now running Lytton Financial
Corp.

My own decision to resign followed many
months of acting—not as a conduit for
savings into the real estate market—but as
a man who had to take hat in hand in an
effort to find new sources of funding.

I didn't like that role.

Lytton’s options. There were several
options open to me. I could have sold one
of my two subsidiary savings and loan as-
sociations (Lytton South or Lytton North)
and liquidated our debt.

I could have placed the holding com-
pany, Lytton Financial Corp., in bank-
ruptcy. That would have harmed our credi-
tors, sharcholders and employees, while not
directly injuring the associations’ deposi-
tors. But I couldn’t have done it without
creating headlines that would have pan-
icked our depositors and done irreparable
harm to the savings and loan industry and
almost certainly to all financial inter-
mediaries.

You could chalk that up to one disad-
vantage of being somewhat newsworthy.

Or I could have worked out another com-
promise with the creditors [United Auto
Workers and a group including Investors
Diversified Services, a mutual fund] per-
mitting me to remain as board chairman—
a role some of them urged upon me. But I
wouldn’t have had management control,
and as one major newspaper pointed out, I
can’t march as well in someone else’s pa-
rade. o

Accomplishments and errors. We at
Lytton Financial dramatized the differences
between commercial banking and savings
associations. We helped show the industry
that it could be human, have fun and still
make a valuable contribution to human
progress while earning millions. And we
helped change the image of a backstreet
shop housed in a dark office to a vital and
architecturally exciting building on the
main street of finance.

Of course we made mistakes. We made
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loans that 1 find hard to believe ever passed
through our shop. Why?

When Archibald MacLeish was nomi-
nated to be librarian of Congress, a com-
mittee considering his nomination read him
some rather wild poetry he had written
years before. When asked what it meant,
MacLeish replied:

“Gentlemen, when I wrote that piece I
knew what it meant and God knew. But
now only God knows.”

The loans I would have liked to recon-
sider, however, are not that significant
when considered by industry standards or
in the total posture of Lytton Savings. Even
though the holding company couldn’t, for
the moment, meet its credit obligations, the
subsidiary associations were judged sound
and safe by the California state savings
and loan commissioner.

What happened? First, let me say that
the personal motivation for continuing the
battle for control of the companies bearing
my name was diminished by the changes
forced on all of us during the period of
tight money.

It just wasn’t as much joy.

The problems faced by Lytton Financial
Corp. were the direct result of borrowing
money through the holding company. When
the associations failed to show earnings in
the past [three] years—unlike the remark-

Of colorful tycoons—and editors

Financial Editor Ned Rochon, touring
California in 1965, spent a memorable
evening with Bart Lytton. One thing in
particular that Bart said stayed with him:
“I'm a tycoon, but I'm getting weary. I
need a tycoon'’s challenge.”

On news of Bart's resignation, Ned
wired, offering a modest $200 for a ty-
coon’s own story. The wire produced the
reply below and the story above.

LOS ANCILES CALIF aPR 30
DNIN ROCHON, HOUSE AND MONE MAGAZIND
330 ¥ AR ST MYK
COOD FRIEND EDWIN, EVERYTHING IS ALNICKT BUT THE PRICE COULD
YOU MAKE IT 500,00 IN VIEW OF WY TAK BRACKET I'LL TRY BUT YOUR
IEADLINE 15 TIGHT THANKS FOR THL ENCOURAGING WODS GOOD FRIEND
BUL 333 SOUTH MAPLETON DR LOS ANGELES CALIY

able, unmatched record prior to that period,
we had no internal means of servicing the
holding company’s loans or of repaying the
debts as scheduled.

[Although the holding company has ad-
vanced cash into the subsidiary s&Ls in the
past, authorities did not permit Lytton to
pay off holding company debts with s&L
profit.]

Two routes. A savings and loan associ-
ation can be an exciting instrument in an
economy geared to expanding construction,
or it can become a static depository of
savings, parsimoniously invested in the
most conservative real estate loans.

The decision on which route to follow
sometimes is not an option left to the asso-
ciation’s management. Quite obviously, the
extended period of tight money has dic-
tated enormous changes in the very char-
acter of the savings and loan industry.

It isn’t a business climate I found excit-
ing. Had I wanted the security of a cautious
financial institution I would have returned
to my home town of New Castle, Pa., and
become president of the First or Last
National Bank.

But those years when Lytton Financial

and its subsidiary associations were grow-
ing from $1.4 million to $700 million in
assets were the most rewarding and mean-
ingful of my life. I am proud that there are
homes and buildings in the communities
we serve that have been both profitable in-
vestments and socially beneficial.
A look back. My post has been reward-
ing and satisfying. It has given me an op-
portunity to participate in a wide range of
activities from the arts, to government, to
civic projects and private philanthropies I
felt merited support, to a fascinating world
of finance.

May I add that I consider homebuilding
the most important force in our society.
Not only does construction provide more
jobs than any other industry, but home
ownership also is the most stabilizing social
force we have,

I have come to the end of one period of
my life. And I am eagerly awaiting the ex-
citing possibilities of the future. Whatever
I do, I intend to continue working for a
world of opportunity and a world at peace.

—BART LYTTON
NEWS continued on p. 12
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The Total Electric Planned Community is here...
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Heritage Village

Southbury, Connecticut

2000 Condominium Units

Developer: Paparazzo Development Corp.

Willow Creek
Dallas, Texas
1200 Apartment-Homes

Bonanza Developer: Lincoln Property Company

Jonesboro, Georgia (near Atlanta)
2600 Dwelling Uriits
Developer: Bonanza Builders, Inc.

and here...

...and all round the
country—selling faster
and more profitably.
No wonder.

These communities incorporate to- What advantages do you offer in a

and

day’s most advanced concepts in en-
vironmental planning. So it's not sur-
prising their planners chose flameless
electricity to provide residents with
the ultimate in indoor comfort—the
total electric home.

JUNE 1968

total electric home? Flameless elec-
tric heat—gentle, clean and silent. An
electric water heater that provides all
the instant hot water a family needs.
And other modern electric appliances,
which offer the ultimate in home-
making convenience.

Direct advantages to the builder?
His homes are more attractive, more

Live Better Electrically

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

Circle 33 on Reader Service card

ws

ere...

interesting, more modern. They sell
faster. And consequently more profit-
ably.

It'll pay you to look into “total elec-
tric”’ for your next project, whether for
single or multi-family homes. Call your
electric light and power company for
information. They'll be glad to help.
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continued from p. 9

General Electric gives up on San Francisco’s Red Rock Hill

The $33 million project overlooking the
City by the Bay suffered a critical setback
when FHA refused what the company
deemed sufficient mortgage insurance. Re-
sult: GE is looking for another developer
to take over.

Meanwhile, GE will continue to manage
the 104 townhouse units already completed
(plans had called for 700 units).

Not enough. Ge's problem arose when
the company sought an insurance commit-
ment for 330 units at Red Rock Hill in the
Diamond Heights redevelopment area. The
San Francisco Redevelopment Agency,
sponsor of the Diamond Heights project,
estimated construction costs at $14 mil-
lion. So a 90% loan would have been
$12.6 million. But FHA would insure no
more than $7.3 million because it did not
believe that, in that market, GE could charge
high enough rents to support the higher
mortgage.

General Manager John Hippen of Red
Rock Hill says, “It’s difficult to find exact
comparables in a site with unproven rental

! -
WHAT WAS TO BE—a $33 million Red Rock
project of 1,000 apartments and townhouses.

history. The finance people, in essence, are
being asked to buy a concept.”

GE took over Red Rock in 1965 after
San Francisco Redevelopers, a partnership
between Southern California businessmen
Irvin Kahn and Norman Smith, lost $1.5
million in building and operating the town-
houses. Some officials at GE hoped to utilize
the project as a showcase for its products.

WHAT Is—after five years and two developers,
104 condominium townhouses have been built.

The No-Show case. “The showcase
idea was not apparently a very good mar-
keting concept at the time,” says Deputy
Executive Director E. Glenn Isaacson of
the redevelopment agency. “But, I expect,
a new developer with different objectives
might be more successful.”

—JENNESS KEENE
McGraw-Hill World News, San Francisco

Court tells towns: You can OK planned-unit developments

No special state laws are needed. Munici-
palities already have the power to zone for
planned-unit developments under standard
state zoning laws.

So ruled the Pennsylvania Supreme
Court last month in permitting develop-
ment of a second-house project with com-
mercial facilities in the tiny resort town of
New Hope (pop. 956).

The decision is likely to provide a guide
for rulings in other states’ courts. It opens
the way for a major shift away from the
lot-by-lot zoning that has kept American
subdivisions in look-alike straitjackets for
half a century (NEWS, Aug. ’67).

The ruling negates virtually all legal
arguments against zoning land for its best
overall use. The only criteria: Does the
zoning foster “. . . the health, safety, morals
and general welfare” of the town and its
citizens?

In its decision, the tribunal endorsed

both cluster zoning and the mixture of resi-
dential and commercial uses to create “a
miniature residential community.”

Instead of following rigid formulas that
set minimum distances between houses,
local officials can permit clustered houses
under density zoning, which specifies only
an average number of houses per acre.

And instead of permitting only one type
of housing (such as single-family detached)
on a tract, officials can mix commercial
zones with all types of residential zones.

The New Hope project, called Village
11, will have 1,000 townhouse units, a hotel,
restaurant and extensive recreation facili-
ties, including a golf course.

From state to state. The ruling, though
it is binding only in Pennsylvania, seems to
open the door to planned-unit developments
throughout the nation.

“Every state,” says planner Stephen
Sussna of Trenton, N.J., “has about the

same basic zoning laws, so other state
courts could duplicate Pennsylvania’s de-
cision.”

Three-year contest. The decision
comes after three years of disputes.

In 1964 builder Gerald C. Finn of Cran-
bury, N.J. proposed Village II for a 126-
acre site zoned for single-family houses in
New Hope. In June of 1965 town officials
rezoned Finn's site for the planned-unit
development.

New Hope residents who work in town
were generally in favor, but its commuters
were opposed. They fought the zoning
ordinance in public meetings but lost, so
they sued in Bucks County Court of Com-
mon Pleas and won.

Finn, who had answered the suit for the
town (annual budget: $30,000), appealed
directly to the State Supreme Court. His
case was argued by Philadelphia attorney
Lenard L. Wolffe,

Unions in two key areas snub President’s wage plea

In Detroit building tradesmen went on
strike after an employers’ committee turned
down their demands for wage increases
ranging from 22% to 59%.

And in Los Angeles, carpenters finally
settled for a 10% increase.

This was their response to a Presidential
panel which two days earlier urged them to
hold wage demands below the construction
industry’s 1967 average of 5.5%.

The President’s committee on price sta-
bility expressed “strong concern that con-
struction wage increases negotiated prior
to the 1968 peak building season could
imperil efforts to regain price stability.”

The panel also said that the Detroit
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strike, which idled 50,000 workmen, could
prompt “a very large escalation” in other
unions’ wage demands.

In Detroit one contractor said: “If the
unions got what they wanted, the cost of

‘ WHAT DETROIT UNIONS WANT

| Trade Present Wage Increase 9 Increase

| Brickiayer  $635  $2.67anhr. 429 |
Carpenter 5.97 2,10 an hr. 359% |
Cement Mason 5.63 2.53 an hr. 459,
Electrician 6.42 3.80 an hr. 39%
Laborer 4.78 1.03 an hr. 224,
Lather 5.70 2.18 an hr. 389,

| Plasterer 5.76 1.65 an hr. 299, |
Reinf. Steel 6.26 2.47 an hr. 409, |

building an average 2,200-sq.-ft. house
would go up $2,200.”

In addition to their raise, Southern Cali-
fornia’s 55,000 carpenters won an uphill
battle for a five-year contract. This pact
also sets a pattern for 5,000 cement masons.

The Southern California construction
teamsters are also negotiating for a wage-
benefit package. The 4,500 workmen want
contract language to protect them against
employers who let craftsmen drive.

Southern California need not worry
about the other three basic trades this year.
The operating engineers’, ironworkers’ and
laborers’ contracts expire in 1969, 1970
and 1971, respectively.
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There’s more than just a beautiful roof between this home and the weather.

Residence: Montreal, Quebec. Architects: D Astous and Pothier. Certi-Split, handsplit shakes, 24" x 3/4" to 1-1/4" with 8" exposur:
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Red Cedar Shingle & Handsplit Shake Bureau
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New made-in-Japan steel

Tokyo's N.K. Prefab Co. has done what no
packaged steel-house prefabber has been
able to do in the U.S.—make a profit.

The Japanese manufacturer has sold
more than 3,000 steel prefabs since 1963.
This almost equals the total output of all
major U.S. steel-house prefabbers since
1948, none of which profited in the long
run from packaged steel houses.

In spite of N.K. Prefab’s success, Presi-
dent Ichiro Morioka has no immediate
plans to export to the U.S. He sees too
many obstacles:

“By the time we add packing, freight
and tariff costs the houses are no longer
competitive. And we're told that we might
face opposition from American labor.”

Morioka looks for a far more promising
market in postwar Vietnam. Steel prefabs
would serve a nation attempting to rebuild.

Japan’s success. Morioka says steel
housing’s success in Japan and failure in
the U.S. are not strictly comparable.

“In Japan steel is actually cheaper than
wood because of the depletion of our
domestic timber resources. This is not the
case in the U.S.” (NEWwWS, Apr.).

A typical 870-sq.-ft. prefab steel house in
Japan, he says, costs $7,223, exclusive of
land. A comparable wood house costs
$8,333.

With this price advantage N.K., a sub-

[ - N H et e -4
JAPANESE HOUSE in Tokyo, made of steel,
sells there for $14,500. Cheaper model is $7,500.

sidiary of Nippon Kokan K.K., one of
Japan's big six steel producers, posted a
profit for the first time last year on-the sale
of 900 houses.

This year N.K. is manufacturing 100
units a month, In two years the company
foresees production of 500 to 1,000 units
a month, a sizable addition to Japan's
current one-million-homes-a-year market.

Construction costs range from $8.60 a

LUSTRON HOUSE in Columbus, Ohio, made of
steel and porcelain, sold for $9,500 in 1947.

house is a success—in Japan

sq. ft. for a basic one-story model to $10.20
a sq. ft. for a deluxe two-story version.

A crew of five can assemble the steel
shell in two days but the interior requires
from 45 to 60 days to complete.

U.S. failures. American manufacturers
tried for more than 20 years to market
prefab steel-houses. The best known and
most prolific steel prefabber, Lustron Inc.
of Columbus, Ohio, went under in 1948
after manufacturing 2,000 houses (NEws,
Sept. '60). The Lustron house, however,
was well designed and many still dot the
Ohio landscape (photo, left). Alside Inc.,
Akron, Ohio, a manufacturer of an alumi-
num and steel house, folded after making
200 sales and losing $8 million in one year,
(NEws, Sept. '64).

Other innovators of steel-house packages
included U.S. Steel Homes of Pittsburgh,
which subsequently shifted to the more
lucrative production of components for
steel construction systems. Prototypes cre-
ated by Rohr Homes in Fullerton, Calif.
(NEws, Dec '64), Rheem Manufacturing
in Los Angeles (News, Nov. '63) and
Armco Steel Corp. in Middletown, Ohio
(News, Feb. '63) in a joint venture with
Techbuilt Homes of Cambridge, Mass., all
proved to be exercises in futility.

—MARVIN PETAL
McGraw-Hill World News, Tokyo

The land rush: Two giants move in—and two spread out

Moving in are U.S. Steel and Weyerhaeuser;
spreading out are Boise and Humble Oil &
Refining.

Big Steel is joint-venturing a Los Angeles
area project with builder Kaufman & Broad.
Weyerhaeuser is investing an initial $1 mil-
lion in a planned-unit development near San
Francisco. Boise has bought two 6,000-acre
tracts for resort communities in California
and Nevada. And Humble is buying into a
50,000-acre project in Houston.

Generally, the four industrial giants are
putting their money into growth areas with
an apparent need for new communities. The
details:

U.S. Steel. The company is investing in
a 907-acre subdivision already partly devel-
oped 25 miles northeast of Los Angeles.
U.S. Steel will put up half of the money.

Kaufman & Broad (sales of $44.6 mil-
lion in fiscal 1967), began the project, Pine-

Nary an NAHEB delegate says
nay to nation’s open housing

Unanimously, and without one word of
debate, a policy of open housing was “re-
affirmed” by 440 delegates at the spring
meeting of the National Association of
Homebuilders, the industry’s dominant
trade group.

The vote in Washington, D.C., was
further evidence of continuing political re-
orientation at NAHB, which only two years
ago coBs-Tv described as “‘one of the most
conservative groups found anywhere.”
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tree, with $6 million in 1966. The company
has sold 400 houses, and plans call for con-
struction of 2,000 in the next 2%2 vears.

Weyerhaeuser. With builder Brown &
Kauffmann of Palo Alto, Calif., the lumber
company will develop 106 acres in Los
Gatos, Calif., as a residential community
called Rinconada Hills, The $18 million
project will include 530 dwellings.

Boise Cascade. The company has just
invested $4 million in its two largest land
acquisitions.

It bought 6,090 acres of the 87,500-acre
Rancho California from Kaiser Industries
and Macco Realty, a subsidiary of the Penn-
sylvania-New York Central Transportation
Co. Boise’s land subsidiary, Pacific Cascade
Land Co., will offer the first 1,000 acres of
the anticipated 4,500 homesites for sale this
summer.

Boise also picked up 6,000 acres near
Las Vegas, Nev., for $1.7 million. The
land is part of a $320 million residential
resort to be built around a man-made lake
13 miles from the city. Participants in the
community include Gulf Oil of Pittsburgh,
Utah Construction & Mining and J. Barth
& Co., both of San Francisco.

Humble. The new-town developer has
bought a half interest in 50,000 wooded
acres north-east of Houston. Humble paid
King Ranch Inc. an estimated $8 million.

Humble's housing reputation is based
on Clear Lake City, a new town that got
off to a slow start in 1962 near Houston
(see H&H, Clear Lake City: a mixture of

sprawl and builder problems, June '66).

The new land, 20 miles from Clear Lake
City, is being considered for a second new
town. President John Turner of Friends-
wood, a land development subsidiary of
Humble, explains:

“As a result of a Bayport industrial de-
velopment, begun in 1964, the Clear Lake
City project has turned right around. We
have almost 7,000 residents now, and we
will sell about 750 homes this year.”

Real estate company buys
fourth largest prefabber

Presidential Realty, a real estate investment
and building company in White Plains,
N.Y., has just bought Presidential Homes,
a house and apartment prefabber in Pem-
berton, N.J.

The price, $1,500,000, is payable in cash
and Presidential Realty common, which
closed at 15% (AsE) the day after acquisi-
tion.

Presidential Realty owns and operates
income property in 10 states and Puerto
Rico. It develops and builds most of its
own properties.

Presidential Homes earned $154,000 on
$2.8 million in the year ended July 31,
1967. “But since July, our earnings have
jumped 25% to 30%,” says President
Richard Duffield.

Presidential Realty earned $1.4 million,
or 88 cents a share, on gross of $9.1 mil-
lion in 1967. NEWS continued on p. 18
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Who would know more
about door locks
than our Mr. Bolt?

Mr. Bolt, of course, is Roy

C. Bolt, AHC. The AHC means
that he is an Architectural Hard-
ware Consultant as well as Presi-
dent and General Manager of the
Kwikset Division-Emhart Cor-
poration. He knows a lot about
locks. He should after more than
40 years of working with them.

At Kwikset we have over 650
other people who know about
locks and how to manufacture
them so that they should never
have to be repaired or replaced.
If by some chance this should
happen, they’re fully guaranteed.

30 lock salesmen good and true.
Kwikset also has 30 sales rep-
resentatives who cover the U.S.
for Kwikset. They’re really not
salesmen in the you-gotta-know-the-territory
sense. They are men who sell effectively be-
cause of their knowledge of the products they
represent.

They’re specialists in showing dealers how
to sell more locksets more profitably, specialists
in advising builders on how to save time and
money when buying and installing locksets.

Modern machine accounting speeds
order processing.

The use of computers has made it possible
for Kwikset to process incoming orders with
lightning speed and efficiency. And with the
hundreds of thousands of locksets that Kwikset
stocks in its huge warehouses, speedy shipment
of orders can be made in record time. This
makes it possible for our salesmen to devote

e

more time to their most important
job: giving real honest-to-gosh
service to each and every one of
their customers.

Pot metal is ancient history.
You’ll note that our official name
is Kwikset Sales and Service
Company. The service part is
one of the two things that set us
apart from everybody else in the
lock business.

The other is value — the best
value in locksets. In the last 20
years we have made over 300
improvements and refinements in
the technology and engineering
of our locksets. To say nothing
of creating some rather beautiful
new designs and finishes.

We have come a long, long
way since the pot-metal days of the early 1940s,
even though some of our competitors still use
that ancient history to sell against us.

Which brings up something else about our
30 good men. The product they have to sell is
good enough that they don’t have to knock the
competition. Nor do they have to use a lot of
razzle-dazzle salesmanship. They deal strictly
in facts and they know just about everything
there is to know about locks.

Maybe not quite as much as Roy Bolt, but
they're working on it.

Awikset }}I( lockset's

America’s Largest Selling Residential Locksets

Kwikset Sales and Service Company Anaheim, California
A Subsidiary of Emhant Corporation

Circle 35 on Reader Service card
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The all new KitchenAid dishwasher.
For builders who believe in old-fashioned quality.

If you’re the kind of builder who’s built a reputation
for doing quality work, doesn’t it make sense to use the
quality dishwasher, KitchenAid?

The brand-new KitchenAid dishwasher has many strong
new selling features as well as good, old-fashioned quality.

Smart, new styling. New washing cycles. New flexibility
that makes loading a breeze. A great new wash/rinse system.

We’ve always believed in quality. And many builders
have found our reputation for quality can help them. When
you install a KitchenAid dishwasher, it’s bound to reflect
on the quality of the whole house.

With KitchenAid quality, you and your customers
don’t have to worry about callbacks.

So if you’re the kind of builder who believes in
old-fashioned quality, see your distributor for all
the facts on the new KitchenAid dishwashers.

Or send the coupon.

We donit think quality is old-fashioned.

KitchenAid Dishwashers, Dept. 8DS-6,
The Hobart Manufacturing Co., Troy, Ohio 45373.

Send me facts on the all new KitchenAid dishwasher.

Name

I
I
|
Address I
|
|
I

City State____ Zip

KitchenAid

Dishwashers and Disposers

Plan now to include the new KitchenAid dishwashers and disposers in your Parade of Homes models.
JUNE 1968 Circle 36 on Reader Service card 17



NEWS

continued from p. 14

FHA dangles its mortgage bait at the mobile-home industry

The Federal Housmg Administration is
fishing for low-price housing, and some
mobile-home companies are biting.

The agency is pulling in mobile-home
makers almost by default. No one else, in-
cluding the homebuilders, has come close
to FHA's target—a house priced at $5,000
with land.

The biggest catch so far is Guerdon In-
dustries (67 sales: $80 million), which
this month will deliver 90 factory-built
houses with 25-year FHA mortgage insur-
ance to an Ashburn, Ga., development.
Average price: $6,000 for a three-bedroom
model with land (photo, above).

And Guerdon of Southfield, Mich.,
plans to produce the units for at least four
more locations this year.

Three other mobile-home giants—Sky-
line Homes, pMH and Redman-—are also
trying to develop beefed-up units that
satisfy a special set of FHA specifications.

Only experiments. The FHA is offering
the mortgage insurance under its experi-
mental Sec. 233, which has applied to only
special factory-built units.* But the whole
mobile-home industry hopes FHa will ex-
tend mortgage insurance to all mobile
homes. Such a blessing would obviate a
current threat—the probability that truth-

* Financing may be either 230i market rate, in
which case buyer may borrow 3% down payment
from a lender, or 221 below-market, 25-year
mortgages.

Mobile homes lead a runaway
in prices of housing stocks

House & HoME's average of 25 issues has
leaped 33% in two months, paced by the
phenomenal advance of mobile-home issues.
They rose 75% in that time. The compos-
ite: oy 22694

HOUSE $¢HOME
VALUE INDEX

OF 25 BUILDING STOCKS

COMPOSITE

TOTAL SHAEE VALUES OF JANUARY 1965 =100
How the top five did in each category:

May’67 Apr."68 May’'68
Builders 149.87 278.73 275.33
Land develop. 21238 296.16 350.83
Mortgage cos. 176.62 27245 305.47
Mobile homes 83.72 278.66 367.70
S&Ls 110.20 136.41 133.61
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FHA-INSURED HOUSE resembles a mobile home.

in-lending will expose the exorbitant cost
of present mobile-home financing and
drive away both buyers and lenders (NEWS,
May).

With FHA insurance, and the relatively
low-cost mortgage money it would attract,
“there would be no stopping mobile-home
makers,” says a Wall Street stock analyst.

But FHA’s Charles Dieman, who initiated
the Ashburn experiment, remains noncom-
mital:

“We will wait and play it by ear. After
the Ashburn project, and some others, we
will listen to noises from both sides—the
pros and the cons.”

Working together, The success of Ash-
burn and the other experimental projects
depends on how well FHA and the mobile-
home makers compromise. And indeed,
both have reasons to bend over backward.

The FHA, under direct pressure from
President Johnson, must triple its low-price
housing production. And the mobile-home

industry, which produces an average unit
for $5,700, is worth a try.

For mobile-home makers, already pro-
ducing 20% of new single-family units,
FHA's push represents a chance to lock up
the low-price housing field once and for all.

Although negotiations between FHA and
some mobile companies have bogged down
over cost limits, Dieman and Guerdon ex-
ecutives have shown that compromise is
possible.

Guerdon has kept its beefed-up models
between $4,000 for a two-bedroom unit
(576 sq. ft.) and $7,000 for four bedrooms
(815 sq. ft.). Yet Guerdon offers appli-
ances, plus nonstandard mobile-home items
such as 2x8 floor joists, gypsumboard walls,
horizontal hardboard siding and pitched
roofs with overhangs.

For its part, FHA has insured the units,
though they still are strikingly similar to a
12’x48" mobile home Guerdon used as a
basic model. The agency even waived its
customary 2x4 framing and accepted 2x3
studs.

Problems ahead. At first look, Guer-
don’s Ashburn project seems on its way to
success. Ten houses were sold before de-
livery, and FHA predicts that all 90 houses
will be sold within a month.

But a closer look suggests that Ashburn
may lack an all-important element—
healthy profits for the mobile-home maker,

Story continued on p. 22

HOUSING’S STOCK PRICES
COMPANY May 6 Chng. COMPANY May 6 Chng. COMPANY May 6 Chng.
Bid/ Prev. Bid/ Prev. Bid/  Prev.
Close  Month Close  Month Close  Month
BUILDING First Mtg. Inv. 17 - % Tishman Rity.= W - %
Capital Bldg. (Can.)....... 2.50 - 35¢ Kissell Mtg.b iyt TR e B
Cons. Bldg. (Can.)......... 1.20 — 25¢ Lomas & Net. Fin........ 4% - MOBILE HOMES & PREFAB
Dev. Corp. Amer. e M 4+ W «MGIC ¢, 96% +13% Con Chem Co.". 21 + 7
Edwards Inds............... 13 + 5% Mortg. Assoc... ... % + A ~Champion Homes b 42 + 6%
First Hartford thy . B 41 Palomar Mtg......... % - U -DMH (Detroiter) b ... 12% <+ 2%
First Nat. Rity.b 2% — W Southeast Mtg. Inv.._... 5% + «Fleetwood 351 4+ 9%
Frouge.... sl (| = United Imp. & Inv.b 18%  + 4% «Guerdon 1 . 3% L1k

-General Bldrs. ™ + 1% Princess Homes 29 + 4%
-Kaufman & Bd. 8% A 6% LAND DEVELOPMENT Redman Indus.b.......... 0%+ ¥
Key Co.. 7 + % All-State Prop.... 5% +3.62 Rex-Noreco, - - B

(Kavanagh-Smi American Land.. — 14 Skyline. 8
Nationwide Homes......... 2% ... .. AR + 1% Town & Cou + 3%
Presidential Realty b + 3% Atlantic Imp...... 41
Sproul Homes.... 3 Canaveral Int.b +1 Albee Homes 2 Y%
U.S. Home & Dev + 2% Christiana 0.b... S eors Natl. Homes A.x % -+ 3%
«Jim Walter ... — 6% Cousins Props. 415 Scholz Homes 19% -+ T%
<Del E. Webb e .. - % Crawford........ 5 - W% Swift Industries %M + %
Western Orbis b . B R Deltona Corp.b. A% + 64K

(Lou Lesser Ent.) Disc Inc... 3% + % a—stock newly added to table. b—closing

Fla. Palm-Aire 5% + 2% ruce ASE, c—closing price NYSE. d—not
S&ls Garden Land 5% <41 raded on date quoted. g—closing price
American Fin. 2 0% 4+ 2% <Gen. Devel.« 19% + % MSE. h—closing price PCSE. k—not avail-
Calif. Fin.=........ e B — 4 «Gulf American » N% 4+ 2% able. ~—Computed in HOUSE & HOME's 25-
Empire Fin........ .. 13% + 1% -Holly Corp.b 2% + % stock value index. x—adjusted for 2-for-1
Equitable S&L. ... I5% — % Horizon Land............ 14%  + 3% split. y—tender offer. (NA) not applicable.
Far West Fin.e e 13% 42U Laguna Nig. B4 + %

«Fin. Fed.o 20 - Major Rity. o+ 1% Sources: New York Hanseatic Corp.,

-First Char. Fin.e LM - % «McCullach Oil b, 31k -+ BU Gairdner & Co., National Assn. of Securities
i L - Y So. Rity. & Util.b, 7 + 1% Dealers, PhsIlp Beer of Russell & Saxe,

8% — W% Sunasco © 15% + ™% American Stock Exchange, New York Stock

First Surety...... % + 1% Exchange, Midwest Stock Exchange, Pacific

First West Fin. 3% — W DIVERSIFIED COMPANIES Coast Stock Exchange. Listings include only

Gibraltar Fin.c.... 30 - 2% City Invest............... 55% -+10% companies which derive a major part of

«Great West Fin, 19% — W Forest Cuty Entr.b, 4%  + 1% their income from housing activity and are

Hawthorne Fin 9l 4 ¥ Rouse Co............. 28 + 7% actively traded.

«|mperial Corp.e. WM - %

«Lytton Fin.e... %M + %

Midwestern Fin.b 5% 4+ % —

}rans-‘l.:vst.ulj ng.-.. lg% - I}/':

rans World Fin.e.. : -

Hni?"uFlin"”E"l ...... ; :z;;g + ;‘. SHORT-TERM BUSINESS LOAN RATES

nited bin. Cal.e + Average % per year
e e b R e R il

4 orth- entral eastern western oast
MORTGAGE HANKING (000) City  eastern cities cities cities  cities

-Advance.. 1% 4+ 1%

.Associated T e $1-9. 6.71 6.84 6.95 6.57 6.75 1.37
Charter._. 2615  +11% 10-99........ 6.65 7.00 6.83 6.43 6.54 7.00
Colwell.... ] 100-499. 6.39 6.85 6.62 6.25 6.39 6.62
-Cont. Mtg. Inv.e 59 4 4% 500-999 6.15 6.62 6.36 6.01 6.27 6.33
Cont. Mig. Ins. 13 4+ % 1,000 up 6.06 6.48 6.18 6.04 6.42 6.03
70 et Ty - % Feb. rates in Fed. Res. Bulletin, April 1968.
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Now! All the benerits
of plywood with the
luxury of redwood
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'REDWOOD PLYWOOD

For new homes or remodeling, inside or outside, you're
on the plus side when you build with elegant redwood
plywood. Whether you use it for siding, soffits, paneling,
ceilings, garage doors or garden structures, this modestly-
priced building material gives you the traditional beauty of
redwood with all the construction efficiencies of plywood.

(OB

/

Quality
Redwood

~

Redwood plywood offers a combination of cost-and-quality
advantages no other panel material can match: natural
beauty, weathering properties, superior finish retention,
scuff-resistant surfaces, resistance to termites and decay. If
you're not completely familiar with the costs, new patterns
and specific applications of redwood plywood, please write.

; That’s the beauty of redwood!

California Redwood Association « 617 Montgomery Street « San Francisco, California 94111

Plywood-producing mills: The Pacific Lumber Company « Simpson Timber Company

Circle 37 on Reader Service card




Two-speed dishwasher provides
GENTLE WASH for delicate and light-
weight items, SUPER WASH for others.

Commercial washers with rugged cab-

Fronts may be custom-decorated. Connoisseur® Twin has automatic ice ) Sl
(SSU-100) maker, door trim frames that can hold Inet, motor, sealed Trgnsmfsmon,
Y el wallpaper, efc., reversible exclusive SURGILATOR agitator.

door hinges. (ESD-21MM) Capacity up to 18 Ibs. (CSA 3000)

Built-in cooktops (gas or electric) are
easy to clean, designed for quick
installation. Extend only 3" below
countertop. (RRG (U)825, gas shown)

Built-in range hoods to match Whirlpool
appliance colors. Exhaust odors and
grease fast. Vented or non-vented in
four widths. (RRH-230)

il'|i||lll|f'|

Built-in ovens (gas or electric) with
full-width Panoramic smoked-glass
doors. lighted control panels. Fast,
even broiling. (RRE2998, electric shown)

So what’s new?

New styling, new features, new conveniences
...you'll find them all in Whirlpool appli-
ances. Just look at some of the Whirlpool
innovations which add impressive valve to
your homes.

You can also get new marketing help from
Whirlpool. Unique builder management
services, developed and conducted for

> HOUSE & HOME




Washer with new Super SURGILATOR®
action. Dryer with new two-way door.
Special care for Permanent Press fabrics.
Wood-panel fronts.

Jack-Vac* central vacuum cleaning
system adds unique appeal, is easy to
install. Available in wet pickup model
for mopping floors, ete.  (SCV-90)

New Connoisseur® range combines a
convenient eye-level oven with the
"Forgettable Oven" that cleans itself
easy as one-two-three. (RTE9678)

Whirlpool by W. R. Smolkin & Associates,
Inc., cover Mini-Risk™ financial service, build-
er counselling, investor presentations and
marketing plans.

And the convenience of Whirlpool's Full-
line Concept may be new to you, too. It
means you can buy from one source, sign
one order, get delivery and responsibility

JUNE 1968

removal easier.

Deluxe features.

(LTA/LTE 9920)

Food waste disposers have insulated
sound shield, super-speed grinding.
Exclusive service plate makes motor

(SMD-80)

from one company.

Ask your Whirlpool distributor for details
about any of these benefits. He'll be glad to
show you what's new.

Whirlpool

CORPORATION

*Tmk. **Saervice mark of Whirlpool Corporation Benton Harbor, Michigan

Circle 38 on Reader Service card

Set-in ranges hong from countertop,
need no pedestals or braces. Gas or
electric models are easily installed.

(RRE2800)

Powerful advertising helps to build pref-
erence for Whirlpool appliances. So
do such Whirlpool innovations as the
"hot line" for service information.

21




22

NEWS

continued from p. 18

Mobile homes: Everybody is trying to get into the act

Both prefabbers and homebuilders now
want to buy mobile-home companies as
pipelines into that industry’s pot at the end
of the rainbow.

But the asking price for publicly held
mobile-home makers, many of whose stocks
trade at 25 times earnings, is high. So buy-
ers are turning to the industry’s 230 pri-
vately held companies.

Two prefabbers, Scholz Homes of Ohio
and Hodgson Houses of Massachusetts,
have just announced purchase deals. And
homebuilder Eli Broad says he is “talk-
ing” to a few companies.

Prefabber Donald J. Scholz has agreed
to pay about $15 million (765,000 com-
mon shares at $20 each) to merge with
one of the mobile-home industry’s found-
ers, Schult Homes Corp. of Indiana. By
merging, the two companies hope to reach

" sales of $40 million next year. Schult

earned $1.2 million on sales of $18 mil-
lion in 1967. And Scholz earned $419,677
on sales of $9.1 million (H&H, Mar.).
The merger, says Scholz, provides “the
nucleus of a General Motors of housing.”
Scholz’s own prefab division will remain
solidly established in two markets—houses

FHA and the mobile-home makers ..... coninued

the mortgagor and the land developer.

Mobile-home makers rely on large-scale
production to compensate for their notor-
iously thin profit margins (about 4% after
taxes). But union and code restrictions in
heavily populated market areas could pre-
vent large-scale production. In the forsee-
able future, the FHA experiments will be
limited to small rural towns such as Ash-
burn (pop. 4,700).

And even though Guerdon is turning out
only 90 special units for Ashburn, it had to
set up a separate assembly line.

Profit for mortgagors seems limited too.
A well-placed source says Prudential Life

Insurance Co. will realize less than a 5%
vield at Ashburn. “Prudential”, says the
source, “wanted to get its foot in the low-
cost door.”

And developers, who actually sell the
units, can expect gross profits of only $100
to $500 on each house. To make even that,
they must keep their land-development
costs down to $800 a lot.

So many developers may shy away. In-
deed, Ashburn’s developer, H. A. Hanner,
is a local Guerdon dealer who has devel-
oped only one other subdivision. Asked if
he expected a profit, Hanner said:

“I sure hope so0.”

for $20,000 and up and apartments.
Schult's mobile division will serve the low-
cost market. Says Scholz:

“This under-$10,000 market has been
taken over by the mobile home.”

Together, Scholz and Schult plan to pro-
duce two-part sectional houses for the bur-
geoning $10,000-t0-$20,000 market. In
fact, Scholz says, “The manufacture of
this house [four section models in all] is
the motivating reason for the merger.”

Schult's Walter Wells will become board
chairman of the merged company; Scholz
will be president.

In another deal, Hodgson Homes, the
nation’s oldest prefabber, has acquired
Americana Mobile Homes Inc. of Pennsyl-
vania. The price: more than $450,000 in
stock—=83,330 common shares valued at
$5 each and 2,500 shares of preferred with
par value of $10 each.

Hodgson, which earned $71,469 on sales
of $5.2 million in the year ending Feb. 29,
expects Americana to add $5 million to
sales.

Meanwhile, frugal Eli Broad, who has
been in the market for a mobile-home com-
pany for months, told a New York press
conference:

“We still want a mobile-home maker.
But I am not sure we want to pay the ad-
mission price at this time.”

NEWS continued on p. 26

Ilgw Can They Do It?
HOW GAN BLU-RAY AFFORD TO

GIVE A FULL YEAR WARRANTY :

WITH EVERY WHITEPRINTER?

its variable speed drive is transistorized.

If you're looking for a whiteprinter, look to your Blu-Ray
dealer, because the full twelve month warranty protects both
you and him. Circle reader service card for more information
and a FREE COPY of our 44 Page Reproduction Guide.

HII-RAY

39

Because They're
Rugged and Precision-Built

Blu-Ray reliability - backed by preventive maintenance en-
gineering eliminates breakdowns. Every Blu-Ray is designed
and built for long life —- and performance tested under actual
operating conditions before it leaves the plant.

Parts are machined for extra-heavy duty; belts are of ozone
resistant rubber; mechanism is simple in construction; and

BLU-RAY READER
SERVICE CARD NUMBER

“*Model 842

BLU-RAY, Incorporated

4542 Westbrook Road, Essex, Conn. 06426 + Phone (203) 767-0141 |

Circle 39 on Reader Service card

(Abitibi )

Corporation

Rapid Planned Growth of this
Building Material Manufacturer
Requires An Additional

15 PROFESSIONAL SALES
REPRESENTATIVES

(National Geographic Locations)

High Present Earnings Plus Excellent
Individual Growth Opportunity

Send Resume to
R. S. Jacobs, Sales Manager
Abitibi Corporation
1400 N. Woodward
Birmingham, Michigan

HOUSE & HOME
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COAST TO COAST ...

they're putting us on/
32 sq. feet of CAavrox’ goes up in minutes
inside or out

Now . . . all the color, texture and feel of brick, stone

or wood realistically reproduced through the miracle of modern
chemistry. Big 4 x 8 sheets of Cavrok go up quickly and

easily with hammer and nails or Cavbond construction
adhesive. Use Cavrok on new or existing walls
and partitions—inside or out.

Available at better building supply firms—
coast to coast. ..

GI/RO K® ;i

Sales: 55 High St., Hartford, Conn. Factory: Rockville, Conn,

Circle 41 on Reader Service card 23




Sell the fashionable homemaker
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with stylish Thomas bathroom cabinets.

You can't fool her. She knows when styling is authentic. And she’ll decide whether
to take a second look at your model homes. So give her something special to re-
member: a simple, colonial-style bathroom cabinet in dark walnut and gold finish,
distinguished by frosted-glass chimneys.

For more ideas, send for your free copy of the 124-page Moe Light style book.
Write: Residential Lighting Division, Thomas Industries Inc., 207 East Broadway, Wiz,
Louisville, Kentucky 40202. See the entire line of Thomas products at the Thomas
Industries National Lighting Center in Chicago, or at your local lighting center n
displaying the Thomas lantern sign. U

Wiy,
l 3
I

%

THOMAS

INDUSTRIES

Q\\\

\y

-5

JUNE 1968 Circle 42 on Reader Service card 25




FIREPLAGES

ovennnn 0 fulfill any hearth desire

Majestic’
Thulman®
Wood-Burning

Pre-built, wood-burning fireplaces
complete from base to chimney top.
In a choice of sizes — in front or cor-
ner opening models — for any room
in any location, No masonry, mortar
or footings needed. Saves time, labor
and money. '

Majestic
gas-fired

Gasilator.

Pre-built gas-fired fireplace circu-
lates heat and gives hearth side en-

joyment. Realistic gas log set. Push- |

button control. Complete package is
easy to install with any exterior trim.
Ideal for apartments.

Majestic
Wall-hanging ELECTRIC
heating or decorative

Install in minutes—just hang against
any wall in any room and plug into

electric outlet. Choice of decorative

designs with simulated flame-flicker-
ing electric logs. Heating units also

easily added. As easy to relocate as a

picture. Needs no vent. An inexpen-

sive nicety for any home or office
room.

- .!- it A
Majestic
CONTEMPORARY™

Wood-burning or Gas-fired

Modern, decorator styled...a real
cozy-up-to charmer! Wood-burning
model features unique “Silent Butler”
ash drawer for enclosed removal of
ashes. Gas-fired model has realistic
radiant gas logs. Four decorative col-
ors. Easily connects to existing or
prefabricated flue. Perfect for home
or apartment,

I has them all

wood, gas, electric or decorative
fireplace for any room requirement —

America’s MOST Complete Fireplace and Fireplace Component Line

Majestic CIRCULATOR

fireplaces and accessories

Pre-formed heat circulating units, smoke domes,
dampers and all the other metal parts required for
the masonry type fireplace are also available in

Majestic quality.

Write Today for complete catalog

The Majestic Company, Inc.

SINCE 1907

413 Erie Street, Huntington, Indiana 46750
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NEWS

continued from p, 22

A cliffhanger—three companies vie
for the 2,000-acre Marincello site

The parcel located across the
Golden Gate from San Francisco
is already zoned for planned-unit
development. Its value: at least
$20 million.

For five years developer Tom
Frouge of Connecticut has tried
vainly to build his new town of
Marincello there (proposed pop-
ulation: 20,000). But now two
Frouge Corp. creditors, vIr Inc.
of New York and the Gulf Oil
Corp., have filed lawsuits that, in
effect, put the site up for grabs.

Says a Frouge insider, “Now
that we have the land ready for
development, everybody wants
i

In February vTR, formerly
Vanderbilt Tire & Rubber Co.,
sued the Frouge Corp. for $700,-
000. That money had been ad-
vanced to the 52-year-old devel-
oper in 1966 as part of a joint
venture that was later abandoned.
Then in April vrrR’s new chair-
man, California developer Fred-
erick Gould, began making plans
to auction Frouge's development
rights at Marincello, which
Frouge had put up as collateral
in 1966. Gould says he would bid
for the rights at auction.

Frouge has counter-sued for
$2.5 million in damages, alleging
that former vrTr officials mis-
stated their company's financial
condition. (After Frouge sued, a
federal grand jury in New York

DEVELOPER FROUGE
A five-year journey to court

indicted vTr's former president,
Harold Leitman, and three asso-
ciates for conspiracy, mail fraud
and making false financial state-
ments from 1962 through 1964.
All pleaded innocent.)

And now Gulf, which holds
title to 95% of the site under a
leaseback deal with Frouge, has
filed its own suit. The action
could knock both Frouge and
vTrR out of Marincello. Gulf asks
the courts to determine the rights
of Frouge, vir and Gulf under
the 1963 leaseback deal.

Inside sources say Gulf offi-
cials insist that Frouge is in de-
fault on the 1963 deal and that
the contracts held by vrr can
thus be ruled invalid.

Cortese sells out of trouble

After months of trying, retire-
ment king Ross W. Cortese is
beginning to sell off some of his
7,355 acres of stockpiled land.

The buyers are California’s
Kaufman & Broad and a group
headed by a former Cortese em-
ployee.

Cortese, president of Rossmoor
Corp. of Laguna Beach, Calif.,
amassed the inventory two years
ago by invading Chicago, New
Jersey and Maryland all at once.
East Coast sales were disappoint-
ing, and when money tightened,
Cortese abandoned the wunde-
veloped Chicago site. For a time
last year, his entire Leisure
World empire seemed in peril
(NEws, Nov. '67).

But the 50-year-old California
builder appears to be working his
way out of difficulty. In separate
deals, Cortese will probably real-
ize $17.2 million for 3,300 acres
in Chicago. The land carried a
$10.7 million mortgage held by
the Metropolitan Life Insurance
Co:

President Eli Broad of Kauf-
man & Broad (NEws, April) has
bought 420 choice acres for
$6,500 an acre. Commercial and
multifamily zoning is pending on
70% of the site, which adjoins a

Levitt & Sons subdivision (NEwS,
Dec. '67).

The Cook County (I1l.) Forest
Preserve District has filed a con-
demnation suit for the remaining
2,910 acres. Bargaining price:
about $5,000 an acre.

For $12 million, Cortese has
agreed to sell 1,400 acres and a
golf course at Walnut Creek,
Calif., (pop. 5,000) to a group
headed by ex-project manager
William Irish. United California
Bank, which has advanced Cor-
tese $12 million, lent Irish's Terra
California Corp. a ‘“substantial
sum” for the deal. Irish will
continue developing Walnut Creek
as a retirement project.

In New Jersey, meanwhile,
Englehard Hanovia—the family
holding company of multimillion-
aire Charles W. Englehard—
has purchased a 631-acre indus-
trial park from Cortese. Cortese
still owns 1,500 acres.

LENDERS: Harry Huter, head
of Lomas & Nettleton Co., New
York, a mortgage banking sub-
sidiary of Lomas & Nettleton
Financial Corp. (Dallas), joins
the Fidelity Bank of Beverly Hills,
Calif., as vice president.

NEWS continued on p. 30
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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 14 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,

painting or masonry . . . can be nailed, cut With @  cciciiirriiiiiniiiirs st s s s s e ne
knife, sawed or drilled . . . channel can be used to LITE BEAM Division of AM-EINN Sauna, Inc. HH
hide small diameter pipes or wiring . . . come pre- : Haddon Avenue & Line Street, Camden, N. J. 08103 :
finished in three popular 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 ' Admets

LT

801

...................................................................
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This year..

Celotex will provide
enough hardboard

siding for every home
in any of these cities.

We've been in the hardboard business for
40 years, and 1968 should be a banner year
for us.

Two good reasons are high-density Celotex
Shadowcast* Siding and medium-density
Barrett®Primed Siding. Take your choice.
Both are available from your Celotex Products
Dealer. Both come in panel and lap styles.

*Trademark

Both are factory-primed for apply-now-paint-
later convenience.

With a choice of high- or medium-density
primed siding . . . with four decades of hard-
board experience and a volume we can
measure by the city, you can imagine how we
feel about the future: We're in the hardboard
business to stay.

Next year..even better:

THE CELOTEX CORPORATION
Tampa, Florida 33607

Subsidiary of Jim Walter Corporation
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Grote-quality cabinet
with exquisitely
carved gold frame

in basic oval shape
lovely in any setting.

All the magic!
of mirrors

without sacrificing that

ANTOINETTE
Cabinet with superbly sculp-
tured gold frame reflecting both
the good taste and the affluence
of a golden era.

needed storage space
How can you sell your home or rent your apartment weeks
earlier? With the opulent touches you can provide with decorator
bathroom cabinets at less cost than with anything else. And with
more opulence for fewer dollars from Grote than from any other.

Not to mention the space-enlarging effect with mirrors that will
make a compact bathroom look twice as big . . . without sacrificing
the needed extra storage space provided by the cabinet.

Grote has bought a whole mirror plant (Hagemann of Shelby-
ville, Ind., famous in mirrors since 1892) to bring you the most in
mirror sales-magic. Mirror-doors on bathroom cabinets, rolling or
fixed wall mirrors, decorator mirrors for every room in the house.

This complete integration of our mirror manufacturing gives us
something most important to you, the builder: complete gquality
control from selection of glass through silvering, backing, framing,
and mounting devices.

Count on Grote for all the sales magic you can work with
mirrors. Get the formula from our new 32-page full color catalog.

MANUFACTURING CO.

PO Box EM-766, Madison, Indiana 47250.

Send us your new full color catalog C-467: the indus-
try's most complete line of bathroom cabinets, mirrors,
and accessories, including over 100 decorator stylings.

THE

Flrm Name

Street

City State Zip
Signed Title
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Wide World Photos

NIXON

ROCKEFELLER

GOP on slums: How do | level
thee? Let me count the ways

In all, the Republican Party has
come up with three suggestions—
one by each of the three top Gop
spokesmen.

Nelson Rockefeller urges the
spending of $150 billion (repeat
billion) to rebuild the cities in ten
vears. Richard Nixon steals an
idea from Stokely Carmichael, of
all people, and plugs “black capi-
talism.” And the Grand Old Party’s
grand old man, Dwight D. Eisen-
hower, proposes the construction
of “wholesome new towns” for
ghetto residents on abandoned
Army posts.

Although their plans differ, the
GoP leaders have the same listener
in mind—the urban voter. Ap-
parently, the Republicans have
learned one of the lessons of
1964: You can not get far with-
out some appeal in the cities.

Rockefeller rolled out his ex-
pensive rebuilding blueprint at a
Washington, D. C. gathering of
newspaper editors, who proceeded
to sit on their hands throughout
his 30-minute speech.

The New York Governor, who
a few days later proclaimed him-
self an active Presidential candi-
date, brushed over “fiscal integ-
rity” on his way to stressing the

need for “imaginative and respon-
sible use of credit.” Rocky’s
multi-faceted plan hinges on the
sale of public and private bonds,
a route pioneered in New York.

(For example, the Governor
has just created a bond-supported
Urban Development Corp. that
has virtually unlimited power to
condemn land and rebuild
sections of any New York city.)

On a nationwide radio broad-
cast, the Gor's other presidential
hopeful, Dick Nixon, said, “Ghet-
tos will be remade when the peo-
ple in them have the will, power,
resources and skills to remake
them. They won't be remade by
government billions.”

He added that “black owner-
ship” would lead to “black jobs,
black opportunity and, yes, black
power.”

Former President Eisenhower
stepped into the Rocky-Nixon
dialogue by unveiling his own
“top-to-bottom™ attack on big-
city problems in a copyrighted
Reader's Digesr article:

“The first essential of any real-
istic housing plan is to reduce the
density of population by encour-
aging large numbers of people to
locate in wholesome new towns.”

The Morigage Bankers make a bid
and win back FNMA'’s auction expert

It's a gala homecoming for Oliver
H. Jones, architect of Fanny
May's new mortgage auction.

A year after leaving his post
as research director of the Mort-
gage Bankers Assn., Jomes will
return as executive vice president.
He takes over in October from
John de Laittre, who retires.

The rotund, pipe-smoking econ-
omist had been the MBA’s direc-
tor of research for five years
when he left to become a con-
sultant serving, among others, the
Federal National Mortgage Assn.
(News, Oct. '67). Jones had ini-
tiated the proposal for an FNMA
mortgage auction in the MBA's
position paper for the Senate
banking committee’s study of
mortgage credit (NEws, July ’67).

He wrote the FNMA's scenario

for mortgage auctions, did much
of the educational work among
mortgage men and penned FNMA
President Ray Lapin’s speeches.
For this and other reasons,
Jones returns to MBA with an
independent reputation as one of
the nation's top mortgage econ-
omists. His Senate committee
treatise is now recognized as the
most comprehensive of the 25
papers submitted, and his own
hard-hitting speeches in the last
nine months have provided a vir-
tual textbook of basic reforms
for mortgage financing. Most of
Fanny May’s so-called bold new
projects—trust certificates, a loan-
trading desk, a market in mort-
gage futures—were suggestions
that Jones originated or revived
from earlier experts’ writings.
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We rejected fifty designs.

Now we have the widest line
in Cast aluminum.

You’re looking into the future of lighting. Cast aluminum by
Artolier. Rugged. Durable. Yet with an undeniable beauty
that will appeal to the most discerning eye. Some may talk
about it. Others may even offer up a taste. None can match
the quality and selection of Artolier. A new Cast Aluminum
series...better get your eyeteeth into it now.
Call your Artolier representative today or send $1 for new full line catalog.

ARTOLIER

The widest spectrum in cast lanterns

oW
- Artolier Lighting

Emerson Electric Co., Garfield, New Jersey



_There are
easier ways to move
a house

Maybe you’ve never considered faucets a very important sales feature of your
homes. But maybe you should. For example, consider the really important rooms

2= in a home. Like the kitchen. And bath.
—'—rT r"' I ‘ Then consider the importance of water
‘ in those rooms. Now you've got some

idea of just how

important a

good faucet
can be.

What's so special about

Cole single-control

faucets? Well, to %\
begin with, we took ! -

special pains to design our faucets so

they’ll never leak or wear out. Ever. You
see, Cole faucets have no washers. No gaskets.
No springs. Or any of the other parts that fail or
need adjustment in ordinary single-control faucets. We
find this arrangement makes things a lot easier on us. And you.
Finally, we also took special pains to design our faucets so that their contemporary
and tasteful beauty will be an immeasurable asset to any kitchen or bath. Now
then. Want some help in moving your homes? Just give us a call. Or write for de-

scriptive literature. Cole. The single-control faucet that’s designed to last a lifetime.

A bsid f Brad| Washf 1, e
W C D L E VALVE CORPORATION 50 rounran sooevars

MENOMONEE FALLS, WIS 53051
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Caradco Windows and Patio Door products are further detailed in Sweets Light Construction g, Arch. File % and Canadian file % or write direct to factory
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We've put
America’s finest line
of appliances and
professional
building services
together
under one

Il

EE=E=s

T lu""‘
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Hotpoint’s “Single-Source” program.

It for builders who don’t have time to waste.

can help you cut costs. Services
include kitchen and laundry
planning, interior and exterior
lighting, heating and air
conditioning calculation and
layout (including operational
cost estimates), merchandising
and promotional planning,
professional sales counseling.

You can get all the appliances
you need in the same place.
Hotpoint. And Hotpoint backs
these up with the finest
planning services in the country.

Our consultants can provide
technical know-
how that

The Hotpoint line
offers you

GENERAL

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

two dozen refrigerator models,
over forty oven-ranges (some
self-clean), and a wide variety
of countertop ranges,
dishwashers, disposers,
washers, dryers—plus a full line
of cooling and heating products.
All backed by our prompt,
professional customer service.

You save yourself a lot of
running around, and a lot of
money, using our “Single-
Source" program. Save
yourself time, too, by
contacting your
Hotpoint distributor
right now.

ELECTRIC COMPANY

Louisville, Kentucky 40225

é Expert service is as close as your phone.

See Hotpoint's complete Builder line insert in Sweet's catalog.
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WHAT THE LEADERS ARE BUILDING

£

A’%h

Ed Stewart

and quiet entrance to a typical block of 16 units (site plan, below.) Recreation area can be seen at rear.

These townhouses were designed for a prestige residential area

LOWER LEVEL
TWO BHDROOM

PRV
| =1 |
i =

DINTHG

LIVING

+
LOWER LEVEL

THREE BEDROOM

WELL-PLANNED UNITS have big closets, walk-

it
il

UPFER. LEVEL
o 7 loFT

in pantries, laundries, 2%z baths.

36

They are part of a 194-house, 14%4-acre
project in a well-established neighborhood
of detached houses in Houston. Four basic
two- and three-bedroom plans (fwo are
shown below) are arranged in blocks of 16
units with entrances facing landscaped
malls (site plan, below). Small courtyards
and garages behind the houses are reached

by private driveways leading from roads
that circle a central three-acre recreational
area. Opened in 1966 by J. L. Philips, all of
the houses have been sold at prices ranging
from $16,350 to $28,684. Designs are by
Langwith, Wilson & King. Indoor living
areas have from 1,060 to 1,950 sq. ft. plus
attic storage space.

PRIVATE DRIVEWEKY

L

PRIVATE STREET

£ At 5
-
PEIVATE DRIVEWAEAY o Zo 40FT J_‘,/ k.ll

SITE-PLAN SECTION shows how typical block of 16 units flanks a mall leading from private street to
park. Rear garages of each eight-unit group share a dead-end driveway with units of next block.

Letters start on p. 42
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Apartment builders:

Float-Away can deliver the door...
to the opening
in the room of the apartment

on the floor at the job...
by the clock.

We go to any lengths—or heights—to get our metal
bifold closet doors "on location” for hot-schedule
construction jobs.

We use computers.

By feeding them data from a simple form (available
from us or our dealers) we can program the

entire order—by individual sizes and openings—
and gear everything to your delivery timetable.

That means every single Float-Away door gets laid
down, at the exact spot you want it installed—the
right opening of the right room of the right
apartment on the right floor.

You might say we have a "fit" at every opening.

il

Figure your savings in distribution and hoist time,
and extra handling expense. It all adds up.

MRS

People want metal bifolds for closets. Only Float-Away
makes them so practical and profitable to you.

RN b

Save installation time: Shelves are fac
finished and installable in minutes. .. with or without rod

Save shipping co Order she
Float-Away Doors for minimal freig

Write us on your letferhead:

FLOAT-A

COMPLETE CLOSET SYSTEMS

Department HH-6, 1123 Zonolite Road, N.E., Atlanta, Georgia 30306 - Phone (404) 875-7986.

JUNE 1968 Circle 50 on Reader Service card




Duraflake's wide variety of uses—inside, outside
and throughout the house—gives the architect
practically limitless design freedom. As a matter
of fact, architectural ingenuity has uncovered many
new end-uses for this better wood-formed board.

Duraflake offers exceptional dimensional stability,
uniform smoothness, thickness and strength. It is
the material architects prefer for shelving, cabinetry,
doors and counters as well as for numerous
construction uses. Duraflake is TECO certified.

If you are not already specifying Duraflake, we'll be
glad to tell you more about it, and who can supply it.

@i Dureflake

the better board of 101 uses
Send for the Durafiake

101 Uses” bookdet DURAFLAKE COMPANY
Division of Willamette Industries, Inc., P.O. Box428, Dept. | Albany, Oregon 97321
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FAMILY ROOM

STUDY

Put the Number One Disposer
into your new homes
before she asks for it.

IN-SINK-ERATOR"

Styled in stainless sieel
and warranted against corrosion for life!

Introducing In-Sink-Erator Model 77 for 1968: The smart
look, long life and performance of shining stainless steel.
And not just an ordinary but double warranty! A lifetime
corrosion warranty plus 5-year parts protection.

Now there's a quality model and price that's just right for
your requirements. Also 800 Authorized Service Centers
across America to eliminate call-back headaches and in-
sure owner satisfaction. Women buy more In-Sink-Erators
than any other brand. So go ahead. Put the Number One
Disposer into your new homes before she asks for it.

BACK WITH GODFREY AND AS BIG AS LIFE!
A second smash year on CBS radio with per-
suasive Arthur Godfrey. A great series of sales-
making ads in LIFE, your prospect’'s favorite
magazine!
Contact your Plumbing Contractor. Or write
for full information and free sales aids.

IN-SINK-ERATOR®

Originator and perfecter of the garbage disposer
Celebrating our 30th Birthday
IN-SINK-ERATOR MANUFACTURING COMPANY
RACINE, WISCONSIN 53406

Circle 68 on Reader Service card

FOUNDATION
DRAINAGE
COSTS

Long Length
Perforated Pipe

A recent survey proved that almost half of the con-

tractors are using expensive materials or old-fashioned

one foot sections for foundation drain- ),

age. In these days of high labor costs, [vova] [

why not switch to Kyova pipe in long

ten foot lengths? See your supplier |™=W “‘--‘ ‘

today or write for our booklet on how  BLasm

to slash costs with Kyova pipe. TR ‘ I
‘ 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
‘ronton, Ohio 45638
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The top of this seemingly empty closet contains Bryant’s
513 fan coil unit with an electric heating package attached to it.

Both units are designed for installation above furred ceilings
in closets or hallways. Together, they’re only 10% inches high
and take up less than 6 cubic feet of space overall.

So instead of an 8-foot-high closet with furnace and air
conditioner in it, you get a 7-foot closet with nothing in it.

(And that extra closet can make a big difference the way
storage space is these days.)

The 513 fan coil is designed for use with Bryant’s Quietline®
condensing unit installed either outdoors or through the wall.

It features twin direct-drive blowers and four-speed opera-
tion in both 18,000 and 24,000 Btuh models.

A standard 8-by-30-inch duct flange for easy discharge
duct hook-up.

And a choice of heating packages: electric in 3, 5, 10 and
15 KW sizes, or hot water coil.

All this plus the kind of quiet, dependable performance
you’'d expect from Bryant.

Look at it this way: you’re not losing a furnace or air
conditioner — you’re gaining \
a closet.

Bryant Manufacturing
Co., 2020 Montcalm Street,
Indianapolis, Indiana 46202.

[ bryant §
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B Finally there's a shutter that looks authentically like wood but
is far more durable and practical. Even a woodpecker would be
fooled by the new X-act Wood Mold Shutter . . . 100% abs poly-
mer, thermo-formed over a mold designed from a wood shutter.
No seams or rivets show. Louvers can't fall out. No painting
needed . . . your choice of white, black or green.

B |nstallation is literally a “snap.” Wire clips install fast on any
type of exterior siding, and one quick push snaps the shutter
into place and locks it on.

B 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
the frame is the same abs polymer as the face, for uniform ex-
pansion of all parts—no twist or warp.

B Unbelievably, this shutter costs /ess than most plastic shutters
and even less, on an installed basis, than most wood shutters.

We have more answers for your questions . .

HH
products co.

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

Please send literature on Vent-a-System, and other
products checked below:

[] X-Act Wood Mold Shutters [] X-Panda Closet Shelves

[ Aluminum Louvers [] X-Otic Door Pulls
Name

Firm

Address

City State Zip

Iam: []Builder [] Dealer [] Architect [] Distributor
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LETTERS

High-rent apartments

H&H: Your article on how to “skim” the cream
off today’s rental market” [Apr.] really hit
home, as I am in the process of putting to-
gether a high-rental apartment development in
a well-to-do neighborhood. The problem, as
brought out in your article, of convincing lend-
ers that there is a definite need for this type of
development has been very difficult. This ar-
ticle will help many builders in this same pre-
dicament.

ARTHUR NEMROFF, mortgage financier

Arthur Nemroff & Co.

Philadelphia

Housing mystiques

H&H: | take issue with part of your March edi-
torial on “the mystique of easy solutions to
housing problems.”

I agree entirely on Mystique No. 1—tech-
nology—and on Mystique No. 2—urban de-
sign. But in Mystique No. 3—new towns—I
think you are looking only at the new towns in
the United States, most of which have been
notably unsuccessful. New towns in Europe,
particularly in Sweden and in the United King-
dom, have been successful as a means of stop-
ping urban sprawl and providing a meaningful
environment for people, although, admittedly,
they have been created largely at the behest of
and cost to government. And in Canada, at
Bramalea, we have an equally successful new
town produced by private enterprise.

Before committing yourself to sweeping edi-
torials such as this, might I suggest that you
look outside the borders of the U.S.

ALAN F. B. TAYLOR, president

Bramalea Consolidated Developments Ltd.

Toronto, Ont., Canada

Stackup-housing modules

H&H: We very much appreciated the inclusion
of Suspended Structures concepts in your April
report on stackup-housing modules. As was
demonstrated by the recent Building Research
Institute conference on “instant space” in Chi-
cago, an increasing dialogue is developing on
the three-dimensional prefabricated modules.
The emphasis there and in your article seems
to be on factory fabrication.

What we in Suspended Structures are after is
rapid quantitative production by all possible
means. This is the nature of President John-
son’s message to Congress on 20 million units
in ten years. Our country must, therefore, look
to its present resources for answers: a) Rede-
ploy building processes on the ground at or
near the site on a production line under cover;
b) reestablish quality controls; ¢) vastly ex-
pedite apprentice training in all the trades. No
massive tooling, presses, forms or curing are
required.

I am hopeful that after your readers have
accepted and understood the benefits of repeti-
tive piling up of boxes, it would perhaps be
appropriate to reemphasize suspension of
them. It seems only in this manner that mul-
tiple use of land can be obtained and viable
economic packages be conceived.

LESTER GORSLINE, president
Suspended Structures Inc.
San Francisco

H&H: Your article on stackup housing was
most informative and helped me put this new
area into better perspective.
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Why offer
floor monotony?

Customize slab homes and apartments
with Bruce Laminated Oak Blocks.

Wall-to-wall monotony is all right for motel rooms,
but creating a real home atmosphere calls for more.
It calls for the warmth and style of a permanent-type
floor like Bruce Laminated Oak Blocks.

The unique Urethane Prefinish on Laminated Blocks
is the most damage-proof surface ever given wood
floors. Owners or tenants will enjoy beautiful floors
for years, with minimum care. The prefinishing also

means savings for you in installation time and costs.

Because they're laid in mastic, Bruce Laminated
Blocks are especially suitable for slab homes and apart-
ments. .. and usually cost less than wall-to-wall carpet-
ing, Nationally advertised. See our catalog in Sweets’.

= E. L. BRUCE CO., INC., MEMPHIS, TENNESSEE—38101
_J' World's largest manufacturer of hardwood floors




William Brockway
residence, Los
Angeles, Calif.
Burton Schutt,
architect, Reprint,
Sunset Magazine,
H. H. Baskerville, Jr.,
photagrapher.

Architects: Arbogast Jones Reed Associates,
Los Angeles, California

MissisSSIPPI

GLASS COMPANY|

88 Angelica 5t.s5t. Louis, Mo. 63147
NEW YORK s CHICAGO s FULLERTON, CALIFORNIA

LARGEST DOMESTIC MANUFACTURER OF ROLLED,

THIS FREE
BOOKLET...

Shows how decorative glass
brightens and beautifies homes.
It is filled with dramatic illustra-
tions of the ways translucent
glass adds a touch of luxury and
smartness to every room. Specify
Mississippi Glass. Available in a
wide range of exciting patterns
and surface finishes wherever

B quality glass is sold.

Create a distinctive decor with
translucent glass by Mississippi
that floods interiors with sof-
tened, flattering light, makes
rooms seem larger, friendlier,
important. Write for free book-
let. Address Department 9.
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LETTERS

Near the end of your article, you assert that,
by comparison, better low-income housing can
be provided through the use of precast con-
crete panels. T would appreciate very much
your sending me a list of articles, case his-
tories or organizations to which I could refer
for further information on the use of precast
panels in housing.

JaMEs E. GILLANDERS, vice president and
general manager

Acme Brick of Louisiana

Baton Rouge, La.

1 | d" ‘ o ' | BN
TEN-TON HELICOPTER used for this stackup job
may also be used to transport modular boxes de-
signed by Modular Facilities (letter, below).

H&H: Within the first week that your magazine
reached subscribers, we started receiving calls
and letters from developers and financial agen-
cies anxious to work with us in producing mod-
ular housing. These were not just general in-
quiries, but specific projects they had in mind,
in which our housing procedures could be used,
and each project started above $1 million.

ELrior S. KRANE, president

Modular Facilities Inc.

Old Bridge, N.J.

HLBB and the S&Ls

H&H: May I express pleasure that you printed
part of my response [Letters, Apr.] to the Janu-
ary editorial in which you said, “The HLBB let
the s&L industry down in 1966.” But let me
emphasize again that faced with another situa-
tion exactly the same as that we faced in
1966, the Federal Home Loan Bank Board
would again be fortunate to do as well as it
did to cope with the problem.

And the remarks which you quoted [Apr.]
from a talk that I gave at New York Univer-
sity in no way, in my opinion, add credence to
the claim that the Board let the industry down
in 1566. Hopefully, both the Board and the in-
dustry learned much from the 1966 experience
that will be helpful in the years ahead.

One objection to the tone of your editorial is
that it failed to recognize that hindsight is usu-
ally superior to foresight.

JouN E. HorNE, chairman
Federal Home Loan Bank Board
‘Washington, D.C.
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Thisis T he Counter
‘That Cooks

Linger a minute. PT’H*PCL‘ES willl This rangetop from Send to Dept. 102, Corning Glass Works, Corning, N.Y. 14830,

1 1
Corning is completely new. No burners. No coils. The : I
surface is flat and smooth and clean. A delight to | I
look at, a delight to cook at. Simple to install. [ I

Cookmates come with The Counter. They are | Company |
I |
| |
| |
| I
| |
I I
I I

Please send full information on The Counter That Cooks.

Name

cook and serve utensils made in the Corning tradi-
tion, especially for The Counter.

Your prospects see The Counter That Cooks and
[ts Cookmates in national magazines. Return the
coupon so you'll know the complete story.

Your kitchens will never be the same again.

Type of Busi

Anather of th amcar family of strong




Water your new project well...
it will make your investment grow

Quality builders who insist on a sure thing specify cast iron pipe for their
water distribution system. It's the pipe that gives immediate rewards in
sure, fast, watertight installation, plus the knowledge it will bring you a
greater return on your investment if this system ever changes hands.

Cast iron pipe is the one pipe that communities welcome for top value
and trouble-free performance. That's why it is the pipe most frequently
specified for municipal water systems.

Now, look to the other benefits you gain with cast iron pipe: it’s proved

for dependability and economy. It's the solid, strong, corrosion-resistant
pipe that doesn't absorb water or go soft. Cast iron pipe costs less in
the long run!

For a helpful, information-filled booklet on tract de-
velopment with ideas and experiences reported by leaders
in the business, ask for “Tract Development, Volume I1,”
the 48-page booklet of specially reprinted articles by out-
standing authorities.

Nothing serves like
CAST IRON PIPE

(&J THE MARK OF PIPE THAT LASTS OVER 100 YEARS

CAST IRON PIPE RESEARCH ASSOCIATION, 3440 Prudential Plaza, Chicago, 111, 60601
An association of quality producers dedicated to highest pipe standards through a program of continuing researc

ALABAMA PIPE COMPANY « AMERICAN CAST IRON PIPE COMPANY « CLOW CORPORATION » GLAMOR

N PIPE & FOUNDRY CO. » LONE STAR STEEL COMPANY

LYNCHBURG FOUNDRY COMPANY « McWANE CAST IRON PIPE CO. « PACIFIC STATES CAST IRON PIPE CO. « UNITED STATES PIPE & FOUNDRY COMPANY
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Panel it withWeldwood and you give them something to look at.

Did you ever see anyone pass up a wall that’s
paneled with Weldwood? You bet you didn’t.

They’ll stand about 18 inches from it. Staring.

Then they’ll reach out and touch it. They're
thinking how great their furniture would look with
all that real wood grain as a background. Then you
can tell them that Weldwood® will last as long as
the house. That all they’ll have to do is wipe it with
a damp cloth or a liquid furniture polish.

And all thetimeit's juststanding theresellingitself.

Looking so rich it helps you sell the whole house.
You don't think Weldwood can do that? All
right. Slosh on some paint or paper instead. The
female half of your hot prospect will probably end
up telling you what’s wrong with your color
scheme. That’s ok. It’ll give you something to think
about on the way to your building supply dealer.

The one who sells Weldwood. @ U S P|YWOOd

Circle 58 on Reader Service card
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Bold colors! Including the color

of the year...new HARVEST GOLD!
Bold shapes! A six-foot bathtub. ..

the new Caribbean. And a shampoo center
that doubles as a baby bath, too!

Bold! The Bold look of Kohler!

HOUSE & HOME
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g BOLD GOLD! New Flair
e fittings, by Kohler, present
a gem-like beauty: diamond-
bright acrylic and 24-carat gold
electro-plate. As you see in the main illustration, they're
quite at home with any color, from new Harvest
Gold, to vibrant Tiger Lily.

BABY'S TURN NEXT!
Nowit's shampootime.
And so convenient
at the Kohler sham- &
poo center, the
Lady Fair, with its
wide, roomy ba-
sin, its easy-rinse
spray arm. Makes
an ideal baby bath,
too. (You can use it i
for the lingerie later.) - EAINTS

ACCENT COLOR LAV ATORIES! Bold contrast for
new Harvest Gold and Kohler pastels. Rimless design
for clean appearance, easy installation.

THE WORLD'S MOST
COMFORTABLE
BATHTUB is the Kohler
Caribbean: a full six feet
of stretch-out relaxa-
tion. Recessed grip
rails. Slip-resistant Safe-
guard® bottom. Choose
any exterior treatment:
sunken tub, paneling,
tile, plastic laminates—
even run the carpeting
up the sides!

THE BOLD LOOK IN KITCHENS. In a sink that makes
sense. A big basin for dishwashing; a tidy size for scrap-
ings. No-rim design looks neater, cleans easier, saves
installation costs. The Lakeflield, by Kohler. Now in 12
colors including new Harvest Gold. (Shown: Tiger Lily)

KOHLER oF KOHLER

The Name
R 9ftl;e.Gan\e
is Living.
Explore a
ome
Today.
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One house, one coat. Our new theory of stains.

For years, the American way of
staining exterior wood has consisted of
applying two coats of stain to every one
exterior surface.

Which is all right. Except we figured
it would also be nice if somebody came up
with some good one-coat exterior stains.

Which we did. They're called Rez

50

Double-Tone? stains.

Rez Double-Tones are extra-heavily
pigmented stains. They give you about
twice the hiding power of other stains,
yet cost no more.

One coat covers smooth or
rough-sawn siding—sinks deeply into
the wood and dries to a flat finish without

Circle 60 on Reader Service card

disguising the natural wood texture,

If you're an architect, a builder, a
painter or a homeowner and you support
our one house, one coat theory, send for
our free color selection brochure. Write us:

The Rez Company,
| Gateway Center,

Pittsburgh, Pa. 15222’1z

Natural Finishes for Wood and Concrete.
The Rez Company, Pittsburgh, Pa.; Torrance, Calif.

HOUSE & HOME
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Alr Klng Whatever style, price, size or finish range hood your kitchens ?

call for you can be confident Air King Hoods will bring you

o beauty that helps sell homes. See them all in our new Build-

makes 182 dlfferent ing Products Catalog...as well as Air King Radio/Intercom
Systems, Door Chimes, Bath & Kitchen Fans, Attic Fans, Bath-

room Heaters and Furnace Humidifiers. Write Berns Air King

range hoods, all & el e . cane
2 beautiful! im Mi g

above: Moderate-priced 2-speed Cabinet-Sav'R

left: Hi-Flow ductless model with rechargeable filter system

below: Low cost vertical discharge model
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The “OVERHEAD DOOR”’ electric makes a house a home.

Solid state, portable transmitter
opens and closes garage door automatically
by radio control from your car!

Houses don’t sell. Homes do.
Homes where families can live
together comfortably and with
pride.

The “ovERHEAD DOOR’ electric
— the radio-controlled automatic

garage door—can help make the
houses you build homes. And,
because they’re homes, you're a
cinch to sell a lot more of them.

It’s not just because these doors
are surpassingly beautiful. It’s
something that transcends sim-

ple beauty. Pride of ownership,
perhaps. A certain built-in
warmth. Truthfully, we’re not

quite sure why our doors have

such a strong appeal to potential
home buyers. But we know they
do.

Put the tiny control transmitter
of The ““0VERHEAD DOOR™ electric
in the hands of your next pros-
pect. Watch his face light up
when he discovers the incom-
parable convenience of automa-

HOUSE & HOME
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tic garage door operation. Keep
an eye on the little lady, too.
She’s thinking about how the
door actually improves the over-
all appearance of the house.

The “ovERHEAD DOOR™ electric
is installed, serviced, and war-
ranted by a factory-trained door
specialist. The warranty is for
one full year and covers both
material and workmanship. We

give such a generous warranty

because we build the best doors
JUNE 1968

. e g

¢_ﬂ, ﬂ*ﬂ.

il

in the world. Just as we have
been since 1921, the year we
invented garage doors.

Put The “0oVERHEAD DOOR’ elec-
tric in every house you build.
We make them in styles and
materials to complement every
architectural preference. Talk to
your nearby Overhead Door dis-
tributor. His number is listed in
the white pages of your phone
book. He can add that extra in-
gredient that makes every house
you build a home.

Circle 62 on Reader Service card

Nationwide
Sales * Installation * Service

OVERHEAD DOOR CORPORATION
General Offices: Dallas, Texas 75202
Manufacturers of The “OVERHEAD DOOR" and

electric operators for residential and commercial buildings
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The

wish books

ar they
immoral?

Oddly enough, some people seem to think so.

They seem to think that all those glorious catalogs—the
kind in which you can lose yourself for hours on end in pleasant
daydreams--encourage us to spend money on things we really
don’t need.

They think that all the different brands of the same kinds
of products—all clamoring for your attention—represent an eco-
nomic waste.

They'd like to avoid all that by having fewer brands com-
peting for your attention. Less advertising.

But, when you come right down to it, that’s not the kind of
thinking that created so many of our jobs in this country.

It's not the kind of thinking that has given us a standard of
living most of the world envies.

The ivory tower critics call competition wasteful.

Yet, isn't it just this competition that has created our jobs
and our prosperity?

Isn’t it competition that drives manufacturers to work
harder . . . to bring out new products that make life easier and
more fun . . . to build better products and to keep prices down?

Manufacturers have to innovate and build better and keep
prices inline . . . or Americans just stop buying.

That's the way the system works. We, the consumers, have
the ultimate weapon—free choice.

And, since nobody knows how much you can interfere with
the free-choice system without damaging it . . . let's be careful
about how we tinker with it in response to the critics.

Can you imagine a Montgomery Ward catalog with only
ten pages in it?

The mind boggles.

Magazine Publishers Association

An association of 365 leading U. S, magazines

HOUSE & HOME
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Office building, Monterey, California.
Architect: Frank Laulainen A.LA, & Associates, Los Gatos

Ruf-Sawn does more for a
building, at less cost, than any
other material you can buy!

Whether you're planning a suburban office build-
ing, luxury town houses, or garden apartments,
nothing will give you all the benefits of Ruf-Sawn.
You get the wonderful warmth and natural dura-
bility of textured redwood ...plus the design
flexibility and construction economies of modular
panels. Match or contrast Ruf-Sawn’s texture
with Simpson dimensional lumber for decking,

battens, fascia and detailing and you’ll have a S=== Town House complex, Los Altos, California
real winner. : ® Architect: Garcia & Cole, John W. Cole Al.A,, Los Altos

- _— s
T e <€

Why settle for less? To get samples, or literature e I
covering patterns, sizes and technical data, con- S o,
tact your Simpson supplier, or write to: Simpson
Timber Company; 2000 Washington Building,
Seattle, Washington 98101.

%lﬁtegmﬂi fou betton Qivieg

See our catalog in Sweets file, under sidings
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Anacondability pulls the plug
on plumbing bottlenecks,
saves space, speeds construction
on every type of building.

Adds value

to single family dwellings. Copper plumbing
in a home says '‘quality” as no other material
does . . . adds significantly to its worth and
marketability. And the Anaconda name
on the copper tube and pipe enhances the builder's
reputation for using only the best.
Added advantage: Anaconda provides a broad
range of tube and fittings to meet every
blueprint requirement.

i

J 1 iiolising developments. Anacondability makes
: 7 ] ning easier by providing you with one

¥ I .. ‘gpdabie source for all ACR tube, copper water
N o~ .étl;be. DWV, wrought copper and cast
f ‘”’t‘-' \ brass fi rngs, plus low pressure cast brass valves

: " with-both solder and threaded joints.
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Saves space

in hotels, hospitals, institutional buildings. Anacondability
offers copper runouts that can save space and costs
by installing easily in 12-inch chases. This
represents a savings of 6-inches in chase width
ordinarily required by galvanized pipe and fittings . . .
that's 48 cubic.feet in an average size room!
You can credit Anaconda's slim fittings and
superior corrosion resistance.in-coppérmetls for making
this savingg Xossible as well as practicalile.

Courtesy Statler Hilton Inn, Greensbaro, N. C.

Speeds installations

in high-rise buildings. Anaconda’s broad range of copper
tube sizes permits on-the-job preassembly of
complete water supply trees without delay or wasted
man-hours. In a typical back-to-back installation, for
example, trees with 146 pre-assembled joints installed
with just 4 solder joints| Added advantages:
Copper's easy bending clears obstructions without
costly modifications or space-consuming partitions. ®

Considering copper's many inherent
properties and characteristics,
Installed cost of copper plumbing
including DWV can often compete in
price with ordinary ferrous types.
For further information concerning
Anaconda pipe, tube and fittings,
for the building construction
industry, write for Publication B-1.
Anaconda American Brass Company,
414 Meadow Street,
Waterbury, Connecticut 06720,

®

AMERICAN BRASS COMPANY
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One very sound
reason for specifyin
Chrysler Airtemp
residential
condensingunitsis...

the sound.

Chrysler Airtemp’s residential condensing units
are quiet. Their simplified design means easier
installation and trouble-free service. Enjoy
product superiority in the wide line of Chrysler-
engineered Airtemp cooling and heating prod-
ucts. Get all the facts from your Chrysler Airtemp

distributor.
<Airtemp
ﬁ
CHRYSLER

CORPORATION

< Clrcle 64 on Reader Service card Circle 65 on Reader Service card HOUSE & HOME




Put your money where it shows...and sells!

Match appliance fronts to base
cabinets with FORMICA® brand
laminated plastic. “Total design”
idea brings new eye-appeal, new
unity of colors and woodgrains to
kitchens. No refinishing problems
—even on door moldings. Panel
fronts available with many appli-
ance lines.

Feature new ideas with an is-
land sink cabinet surfaced with
FORMICA® brand laminate in Cor-
tena Pecan 421. Countertop in
Avocado 942 color-matched to
wall cabinets; resists stains,
scratches.

Sell carefree living in the family
room. Walls surfaced with
FORMICA®brandlaminate in White
949; wipe-clean finish stays new-
looking for years. Buyers can color
key table tops to shelves, walls or
cabinets.

Show off new beauty with a new
wall system especially designed
for high-moisture areas (laundry
rooms, baths, etc.). Exclusive
FORMICA® Panel System 202 in
Spring Pastorale 691 fights off
wear and moisture, wipes clean
with a sponge. Complete system
includes panels, trim molding,

adhesive.

Carpeting: CRESLAN® acrylic fiber

Give your prospects value they can see, touch and
appreciate with the amazing versatility of FORMICA®
brand laminate. 68 new colors to choose from! 49 in
stock now! 19 available on factory order. All in new
suede finish, all color coordinated with FORMICA®
laminate patterns and woodgrains.

No other brand of laminate gives you so much selling
power—with unequalled consumer acceptance plus
fast service from the broadest distributor and fabri-
cator network in the industry. Contact your local dis-
tributor, fabricator or Formica representative.

There are other brands of
laminated plastic but only one

FORMICA

BRAND

Leadership by design

Formica Corporation = Cincinnati, Ohio 45232 subsidiary of < CYANAMID

laminated plastic

Dept. HH 6-8

Circle 66 on Reader Service card 59
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New elegance for the bath...

CRYSTAL GLO®, by Harcraft. @
Already the choice of g 1 A o (R
successful builders across the —— 27

nation, whose achievements ‘m

and repurations have Nagel Construction Company :
distinguished them as leaders Northridge, California San C
inthe home building industry.

Harcraft's CRYSTAL GLO

has set a standard of

excellence for the entire

industry. Available in

luxurious chrome as well as o .
ultra E|Egant 23 Karat Gold. Rancho Bernardo Kaufman and Broad Building ‘Cr:.
Its gE‘IT!-“kE distinctive San Diego, California Saugus, California

setting provides an aura of

elegance so important to the

discriminating home buyer.

For personal presentation write :

HARCRAFT BRASS

Division of Harvey Aluminum

19200 S. Western Ave., Dept. H
. : e

Torrance, California 90509 Seven Lakes Development Klingbeil Company

Palm Springs, California Columbia, Maryland
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EDITORIAL

Money, money, money—again

House & Home

JUNE 1968

How to get pension funds into housing:
Change just one definition in the Internal Revenue Code

In the present climate of tight money, and amidst the
general groaning that a credit squeeze always produces,
Congressman Dick Hanna (D.,Calif.) offers a ray of hope.
Last month he introduced a bill that may do more to bring
pension funds into mortgages than any other plan yet. His
bill is called “Amendment of Internal Revenue Code of
1954, Section 856(a) to Permit Master Trusts for Pension
Funds to Qualify as Real Estate Investment Trusts”
(REITS). That’s a mouthful, but it’s really a simple plan.

Section 856 now says REITs can enjoy tax-exempt status
only if there are 100 or more actual owners of the trust.
At present any REIT owned by a pension fund could not
qualify for tax-exempt status because it would have only
one actual owner—the pension fund. The Hanna bill

would permit the members of the pension fund to be
counted as the owners of the REIT. Such a REIT might
then be very attractive to pension-fund trustees because
mortgage yields are substantially higher than other security
investments of comparable quality.

Behind the Hanna bill is the Carpenters’ Pension Trust
Fund of Northern California, which now has $44 million
in California mortgages. The fund’s trustees find the yields
most attractive, and they point out that putting their money
into the mortgage market helps create new jobs for the
very people the fund was established to serve.

Now is the time for everyone in the housing industry to
push hard for the Hanna bill. It just might be the biggest
boon to mortgage financing we've ever had.

The song of the cuckoo: industrialization vs. housing

We have expounded from time to time on industrialization
and housing, and here we go again. It seems that every
time we turn around these days we hear the housing indus-
try roundly accused of being a backward nineteenth cen-
tury phenomenon that missed the Industrial Revolution by
a few light years. Our critics compare us to the automobile
industry, or the missile industry, and find us myopic, in-
vidious, intractable, inefficient, and generally scruffy.

In fact, these critics have a whole bit, a regular shtick,
on this subject. They get up in front of an audience, mas-
sage their jowls for a bit and then start burping up phrases
like “computer capability,” “parametrical flexibility,”
“managerial inputs,” “instantaneous data retrieval” and a
lot of other jazz. All of this is intended to leave housing
thoroughly chastised, with mud all over its bib overalls.

What starts the critics off is usually the high price of
good housing. They ignore two very basic truths:

1. As consumers demand a higher level of amenities
(environment, size, decor, appliances and assorted
goodies ), the opportunity to cut costs drops. Building the

JUNE 1968

shell of a house with mud block and prison labor won’t
cut the price to a buyer one nickel.

2. Housing’s critics make no distinction between per-
sonal and real property. Automobiles, clothing, TV sets,
etc., are all rapidly depreciating assets, When the con-
sumer has used them up, they are worthless. Real property,
on the other hand, generally appreciates—in good part
because of its location. When the consumer has had his
use” of real property, it is still there, unique and re-
usable, with or without new improvements.

For that reason, the tenure, transfer, obligations and
improvements of real property place it in an entirely dif-
ferent category from all other forms of property. This is
why housing and building are more regulated than any
other industry. Zoning, codes, development standards, sub-
division regulations and mortgage-lending and foreclosure
laws all influence what, where and how we build, and what
it costs.

It’s time our critics learned the difference between real
and personal property. —RicHARD W. O'NEILL
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During 1967 some ten million otherwise normal people
swung, flubbed and blasphemed their way through more
than 190 million rounds of golf. And the ranks of divot
diggers are growing at the rate of 7% a year.

Obviously this is great news for golf-equipment manu-
facturers (1967 sales: $140 million) and for golf-course
architects and contractors (664 courses were built last
year, twice as many as in 1966).

It is also—with reservations—great news for the home-
building industry. A large, rapidly increasing proportion
of those new courses is being built as part of new housing
communities. And sales records show that membership
in a next-door golf club, plus the esthetic appeal of from
100 to 200 acres of beautifully manicured land winding
through the project, has enormous buyer appeal.

But the reservations are important. Not all developers
have projects or markets big enough to justify a golf
course. And those who do still must face some rough
financial facts:

Golf courses are expensive to build. While the cost
can vary from $200,000 to $2 million, it’s a rare devel-

oper who has spent less
than $500,000 — in
front money—by the
0 u s e s time the first golfer tees
off. And the 100-plus
acres the course sits on
is land that would otherwise have been house lots.

Golf courses are expensive to maintain. Annual main-
tenance budgets can run from $50,000 to well over
$100,000. And if quality has been cut to keep the original
cost low, rebuilding will push the budget higher.

Golf courses are not—in themselves—big profit mak-
ers. Handled right, they can operate comfortably in the
black once they’re established. But there are many better
investments for a developer’s vitally needed capital.

Nevertheless, a good golf course that is well integrated
into a project can justify all its costs. Not only is it an
increasingly strong sales feature, it can be the marketing
core around which a community is built.

From the point of view of the game itself, golf courses
are properly the province of the golf-course architect, and
their operation and maintenance should be in the hands
of professionals. But there are many areas of design and
financing that the developer must understand thoroughly,
and the most important of these areas are the subject of
the next 12 pages. Youll find 1) case studies of three
developers who have turned golf into highly successful
sales tools, 2) tips from a golf-course architect on inte-
grating courses and house lots and 3) a scrapbook of
golf-course miscellany that could save you many thou-
sands of dollars.

continued

63



Golf courses:

Deerwood is a 900-acre community some
12 miles south of Jacksonville, Fla. Even
today, this is well beyond the city’s home-
building fringe; in 1961, when develop-
ment began, it was considered the boon-
docks. Yet current lot sales stand at 100
(price range: $7,000 to over $15,000),
55 houses are occupied or under con-
struction (price range: $40,000 to over
$100,000), and lot sales are rolling along
at a comfortable four a month.

It would be only partly accurate to say
that Deerwood is a success because of its
golf course; the real reason is the imagina-
tive way Bryant Skinner, president of
Deerwood, used the course as a sales tool.

64

“When you're way out of town—and
most new golf-course projects are—you
need people,” says Skinner. “You need
them to play the course so it starts return-
ing on its investment. And you need them
as traffic which will eventually produce
homebuyers. So a golf course must be
part of a program that brings in people
—and the right people for the project.”

A step-by-step analysis of his program
turns up a number of all-important prin-
ciples for developing a golf-oriented, lux-
ury community.

People may not want to live way out
of town, but they’ll come to play golf.

“There were already several good clubs
near Jacksonville,” says Skinner, “and we
knew that many of our potential buyers
belonged to them. So we set out to get
them to join Deerwood as a second club,
figuring that if they liked the course they’d
play it more and more often, and even-
tually make it their first club.”

Skinner built an excellent course (the
Greater Jacksonville Open has been

played there for the past two years) and
an attractive clubhouse, and by 1963,
when Deerwood's first lots went on sale,
the club had 300 members. Significantly,
about two-thirds of current lot sales have
been made to those original 300.

The right program builds up a large
volume of play quickly. This produces a
large pool of potential buyers, and it also
puts the course itself on an early break-
even basis.

The key to early volume, says Skinner,
is reasonable membership fees.

“The wrong way would have been to
charge a high initiation fee to pay off the
cost of the course immediately. We might
have found 100 people to pay $6,000
each to join; that would have covered
most of the course construction and the
clubhouse. But 100 members wouldn’t
play enough to maintain the course; and
since we wouldn't own the club, we'd
have lost control of our most important
sales tool.”

So Skinner set up a no-equity initiation
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) The second section has ten lots

phase shows how lots are sited in

to the golf course and
also gives a picture of how lot
values are affected by their location,
The first section has 14 lots over-
lookmg one fairway; the average
lot price in the section was $9,250.

overlooking one fairway, plus 16
lots with long vistas over several
fairways and lakes (photo, right);
the average price was $9,800. The
third section has only four golf-
course lots; its average lot price:
$8,153, Shown at the bottom of the
plan is the next section under de-
velopment. It will have a high per-
centage of vista lots.

Deerwood’s golf course was de-
signed by George Cobb.

fee of $250. “By the time our membership
reached 300,” he says, “the volume of
play was carrying much of our $65,000
annual maintenance costs and our $35,000
financing costs. Now, with a membership
of about 600, we're past the break-even
point.”

Obviously, such a program means the
developer must be able to wait to recover
the capital cost of building the golf course
through lot sales.

“We already owned the land outright,”
says Skinner, “so we only had to borrow
to build the course. If a developer had
to borrow for the land too, I'd say a joint
venture with a money partner would be
the best answer.”

A golf course can justify the early
overhead of a project. “From the moment
it begins,” says Skinner, “a new develop-
ment has big overhead—an office, secre-
taries, insurance, etc., as well as key ex-
ecutives. And it may be a couple of years
before lot sales can produce any income.
But if that same staff can spend some of
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its time creating a golf club which can be
operating within a year, a lot of the over-
head will go into a sound investment.”

A golf club can serve as the corner-
stone for a broad recreation program.
And such a program can greatly enhance
the appeal of a luxury project.

“The golf course must come first,” says
Skinner. “Golf is the most popular type
of recreation, it does the most to raise
the value of surrounding lots, and it gives
the greatest feeling of permanence to the
project. But once golf is established, you
can really branch out.”

Deerwood now has swimming, tennis
and riding clubs, and a skeet club is
planned for the future. And while basic
club membership (at $150 a year) is a
requirement for anyone buying a house,
beyond that a member pays only for the
sport he prefers.

Here's how the fees work:

A club member can use any of the
facilities on a one-time fee basis when-
ever he wishes, If he uses one or more

uimpieg ‘3 ¥auepaly

facilities often, he can pay for each on

a monthly basis: $27.50 for golf, $10 for
riding and $5 for tennis or swimming.

But, warns Skinner, it's not enough just
to provide these facilities. “Teaching pro-
grams are fundamental to all facilities,
and so is competition—tournaments, horse
shows, swimming meets, etc. This keeps up
interest, and the more interest there is, the
more members will want to move into the
community.”

This last point also underlines the im-
portance of the developer’s owning the
club rather than selling it to members
immediately via high initiation fees. By
keeping control of it, he can be sure of
the quality of all recreation programs.
And he is also in a position to keep all

physical areas—particularly the golf
course—in first-class condition.
“When the project is sold out, a de-

veloper can then sell his club to the mem-
bers,” says Skinner. “But if it’s showing
a reasonable profit—and it should be—
he can keep it as an investment.”

continued
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eventually be an

Mission Viejo will
11,000-acre new town in Orange County
25 miles south of Los Angeles. Today,
four years into its first construction phase,
it is a community of 2,200 homes priced
as low as $19,000 (the average is about

$25,000) and—among other features—
a $1.5 million golf course,

That is a lot of money—particularly
front money—to sink into golf for a
moderate-priced community. The course
has produced no membership fees (it is a
public course); it is not now being played
enough to break even, much less make
money; and so far not a square foot of
premium acreage along the golf course

66

has been sold. Yet, in the opinion of
Philip Reilly, president of the Mission
Viejo Co., the course has already justified
its existence.

“When we started Mission Viejo,” says
Reilly, “there was nothing else out this
far, We felt we needed to give people a
reason to come down here, and we also
wanted to give them the feeling that this
community was here to stay. Se we de-
cided to build a golf course—and one that
people would talk about.”

The course was designed by a widely
known golf-course architect—Robert
Trent Jones. It was made a public rather
than a private course. (“We didn’t want
snob appeal,” says Reilly. “We wanted a
course everyone could play.”) It was sited
with one side on the San Diego Freeway.
(*Not ideal from the developing point of
view,” says Reilly, “because it cut down
the frontage we could eventually get on
the course. But from a merchandising
angle, it is highly noticable to people driv-
ing by.”) And roads were laid out so that

people driving to the course have to pass
through much of the project to get there.

“Now look what we can offer,” says
Reilly., “The owner of a $19,000 house
can take a three-minute drive and play
a top golf course for just greens fees. And
his wife can go up to the club and eat
in an excellent restaurant. It makes peo-
ple feel they live in a much nicer area
than they really can afford.”

The fact that Mission Viejo's course
is currently’ losing money causes no con-
cern because it was expected. Says Reilly:
“We planned on running in the red for
at least two years after the course was
opened—and that was a year ago in
March. Besides, we didn't put the course
in to make money. We put it in to help
sell houses and to make Mission Viejo
a better community for the people who
live there.”

Reilly estimates that once the course
reaches a volume of about 210 rounds a
day, it will show an annual profit of some-
thing like $100,000.
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“But we're a ways away from that
now,” he adds. “One reason is that it's a
very tough course, and it takes about five
hours to play. But the toughness is one
of the things that attract people.”

(Nevertheless, some steps are being
taken to speed up play. Part of the course
is being redesigned to accommodate ad-
jacent housing, and in the process, a par-3
hole that has been a bottleneck is being
doubled so two groups can play at once.)

At present Mission Viejo's golf course
is beyond the area of developed lots (the
cover photo shows the nearest houses).
But this situation is about to change.
Plans have been completed for 185 con-
dominium units to be built around one
portion of the course; they will sell in the
upper-$30,000 bracket. And other housing
will be built later.

“All told,” says Reilly, “the golf course
will appreciate the value of about 300
surrounding acres. When we sell them,
we believe we will recoup a good portion
of the course’s original cost.”
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Plan of Mission Viejo's first phase
shows distance between goll course,
far left, and earliest housing, di-
rectly above. Lots nearest to the
course are only now being built on.
Triangular area at upper right-hand
corner of course is being replanned
for 185 condominium units over-
looking four holes and newly made
lake. Below: one view from con-
dominium site.

5 Shulman

continued
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Sea Pines Plantation is a 5,200-acre ocean
resort on the tip of Hilton Head Island,
S.C. When completed, it will have from
2,000 to 3,000 homes owned by retirees
and vacationers—most of them in the
over-$20,000 salary bracket. And its his-
tory provides graphic proof of golf's im-
portance in today’s recreation picture.

“When we opened in 1957,” says
Charles Fraser, president of the Sea Pines
Co., “we didn’t know how important golf
was to our market. We thought that swim-
ming and hunting and fishing would be
enough to get us started. We'd planned
for a course later, but we were going to
do it in nine-hole stages.”
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Fraser’s investors persuaded him that
golf was more important than that, and in
1960 an 18-hole course was finished.

“Until then,” says Vice President John
Smith, “we'd made almost no sales, When
the course opened and we had completed
an inn where golfers could stay, we really
started to sell.”

In 1967 a second 18-hole course was
opened; a third is now under construc-
tion and should be finished in 1969 (“We
could use it right now,” says Smith); and
a fourth is envisioned for 1972,

So eventually about 90% of Sea Pines's
land and more than $2 million of its
money will be invested in golf. In the
company’s view, this investment is entirely
justified. Here's why:

The majority of potential buyers are
golfers. Says Fraser: "Statistics show that
among high-income retired people, one
third are golfers and another third own
clubs, which means they're at least plan-
ning to play.”

Golf is a year-round attraction at Sea

Pines. Says Smith: “Without our golf
course, we'd have only a relatively short
beach season to attract buyers. But golf
goes on all the time. We recently had a
freak four-inch snowfall; by afternoon it
had melted, and people were playing.”

Golf brings in potential buyers. About
175 rounds a day are played on each of
Sea Pines’s courses, and only about 25%
are played by residents. The rest are
vacationers who are being exposed to the
appeals of the resort.

Golf courses create premium lots. “In
fact,” says Smith, “thanks to the courses,
we don't have any non-premium lots.
They are all beach lots, lots with water
views, or fairway lots.” Sea Pines’s newest
courses are bordered by about 250 lots
each—an unusually high number made
possible by an unusually high proportion
of single fairways. Heavy trees and care-
ful fairway layout protect the fairway
lots from errant golf balls. (“We took one
lot off the market,” says Fraser, “because
too many balls landed on it.”)
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Land plan (left) shows first course
(dark green) and second course
(light green), plus site of course
now under construction. First two
courses are served a single club
house (photo, 0 third course
will e its own club. Note the
wide separation of many of the
fair s, particularly on the latest
two ou s, permitting lots on
both sides of the fairway. This prac
tice is increasingly frowned on by
golf-course architects and devel-
opers because of the danger of fly
ing golf balls, but Sea Pines’s heavy
foliage (photos at right and below),
plus wide fairways and deep set-
backs, have obviated the problem.
Fairway lots are priced from $8,500
to $15,000,

Firs
by George Cobb; third is by Joseph
Dye and Jack Nicklaus,

two courses were designed




Golf courses:

The drawings and precepts below and on
the following five pages are by Desmond
Muirhead of Los Angeles, who is consid-
ered by many experts the most imaginative
golf-course architect practicing today. Muir-
head is a comparative newcomer to his
field. Until 1963 his design work was mostly
in city planning and landscape architecture;
since then, in association with Gene Sara-
zen, he has designed 40 courses around the
country and is currently working on 15

more (including four for Arvida Corp. in
Boca Raton, Fla.).

Most of Muirhead’s recent clients have
been land developers, and his success in this
area stems chiefly from his recognition of
the interdependence of golf and housing.
“Nothing must detract from the course’s ap-
peal to the golfer,” he says. “At the same
time, the course’s main function is to help
sell houses. The trick is to balance these
two factors.”

SINGLE FAIRWAYS ARE AN EXPENSIVE WAY TO GET FRONTAGE

——  They permit the maximum num-

ol T TT ol I Tlald 1]

123 ]|

'“L_

— ber of fairway lots. But, says
Muirhead, single fairways also
present the greatest danger of
golf balls flying into people’s
back yards. So for safety's sake,
single fairways should be at least
100 yds. wide in the landing area
—which extends from 150 to 250
yds. from the tee. This width can
be reduced if there are plenty of
trees in the landing area.
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DOUBLE FAIRWAYS REQUIRE LESS SAFETY MARGIN

e They are laid out so that a

R

ILI

g ] ijTui

![ji

sliced dfive from either tee will
go into the adjacent fairway.

(“There are ten slices for every
hook,” says Muirhead, “and slices
tend to fly higher and stray far-
ther.”) As a result, the combined
width of the two landing areas
need only be 150 yds. The double
fairway thus eats up 25% less
land, and requires 25% less
maintenance. And since a ball
sliced into another fairway is
easier to find than one sliced into
a border area or house lot, play
is speeded up.

[}

AND A CURVED BUILDING LINE SAVES EVEN MORE LAND

Here’s a good example of the
need for coordinating course and
housing. Tees and greens need
less of a buffer zone around them
than does the landing area, and
the combined tee and green area
at either end of this double fair-
way can be as narrow as 100
vds. If the adjacent building land
and streets can be curved to fit
this pattern, the result will be a
further saving of land, a deeper
cut in maintenance costs and,
from the housing point of view,
a more interesting subdivision.
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THIS DOGLEG LAYOUT IS DANGEROUS . . .

“Golfers always take the short
route on a dogleg,” says Muir-
head, “and they’ll try to drive
over a greenhouse if it will give
them a shorter second shot.” On
this hole, seven or eight lots are
in the danger zone. “In a situa-
tion like this,” adds Muirhead,
“some houses have received as
many as 1,000 golf balls per
annum.”

. « « AND THIS ONE WASTES LAND

Houses near this hole are rela-
tively safe from bombardment,
and they have a very mice view.
But the developer has lost a big
chunk of land—enough for a half
dozen or so lots. And unless the
wasted area is carefully mani-
cured—which means extra main-

§°
tenance—it is an area where lots
of golf balls could be lost.

THIS DOGLEG PLAN IS BETTER . . .

Golfers will think twice before
they cut this corner. Trees are
planted all along the lot lines, in-
cluding the area next to the tee.
And traps and water hazards are
placed on the right-hand side of
the land area. Result: The golfer
who tries to go the short way is
almost sure to get in trouble.

- . AND THIS ONE IS SAFE AND BEAUTIFUL
:‘; ". Here a lake has been built on

UG the inside of the dogleg. This pro-
tects the houses; the golfer is
forced to keep his drive away
from them. It makes a challeng-
ing hole; the closer the drive to
the water, the shorter the second
shot. And it creates premium,
high-priced lots—for houses,
townhouses or apartments—
which command a view of both
fairway and water.

continued
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A RAVINE CAN MAKE A SAFE AND BEAUTIFUL HOLE

And this is especially true, says
Muirhead, if the sides of the ra-
vine are wooded. The fairway
will be esthetically satisfying to
the golfer, while the ravine sides
and the trees force him to stay
in the middle. Houses can be_on
the high ground on either side of
the fairway, and the height will
add to their safety.

GRADING CAN IMPROVE BOTH THE COURSE AND HOUSE SITES

e —— ﬂuﬁ%

A light cut-and-fill operation
(upper drawing) will produce
gently rolling land that is far
more pleasing to the golfer than
billiard-table terrain. And the
high ground makes more desir-
able house lots. If the cut-and-
fill is more severe (lower draw-
ing), lakes can be created which
make more interesting golf holes
and greatly increase lot values.

TREES SHOULD BE PRUNED TO OPEN FAIRWAY VISTAS

If the lower branches of trees
standing between houses and fair-
ways are removed to a height of
10’ to 15’, residents will have an
unobstructed view of the course.
At the same time, the remaining
upper branches will stop errant
golf balls. Removing under-
growth in front of the house also
increases the view of the course.
No safety problem is involved,
since rolling golf balls are seldom
dangerous.

SCULPTURING CAN MAKE A FLAT GOLF COURSE EXCITING

Rough grading, as noted above,
can create large-scale rolls; sculp-
turing is the small-scale grading
that gives the course its texture.

“There are many three dimen-
sional elements of a course,”
says Muirhead; “cart paths, tees,
mounds, trees, greens, etc. All of
them should be woven into the
design of a hole.”

Fine sculpturing is not inex-
pensive; it requires a grading
tractor handled by an expert, and
can cost from $10,000 to $20,000
for an entire course. But, says
Muirhead, “it can be the thing
that turns an ordinary course into
a beautiful one.”

The drawing at left is Muir-
head's sculpture sketch of the
fourth hole at Soboba Springs,
Calif.
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A COURSE MUST BE CORRECTLY ORIENTED TO THE SUN
No golfer wants to tee off into a
blazing sunset; he loses the flight
of the ball, and often the ball
itself. So a course should always
be planned, says Muirhead, so
that no fairway aims west into
the setting sun. Sunrise is not as
much of a problem; while many
golfers play into the dark of the
evening, relatively few are on the
course when the sun first comes
up. The best thing, obviously, is
to run as many holes as possible
north and south.

»

EVERY COURSE SHOULD HAVE AT LEAST ONE GREAT HOLE
This one, the par-3 sixth at So-
boba Springs, is Muirhead’s fa-
vorite and most famous—it has
been published in a number of
magazines, including Sports Illus-
trated. As a piece of the scenery
(photo, below), it is gorgeous; as
a golf hole, it ranges all the way
from heaven to hell. Played from
one end of the long, curving tee
(drawing, left), it demands a
wickedly accurate 220-yd. drive
over water to the green; from the
other end, it is a dry-land, short-
iron hole that the worst duffer
should par occasionally. And in
between these extremes, a golfer
can select his own degree of
difficulty.




THESE COURSES ILLUSTRATE TWO VERY DIFFERENT WAYS TO MIX GOLF AND HOUSING

Both were designed by Muir-
head, and that's where their simi-
larity ends. Soboba Springs (left)
is a self-contained course; fair-
ways are grouped together, and
except for two holes, the course
does not penetrate into lot areas.
Says Muirhead: “The relation be-
tween homes and fairways is
made by the greenbelt areas that
run from the course back into
the clusters.”

On the other hand, Bay Mead-
ows (below), soon to be built in
Jacksonville, is designed for max-
imum frontage, with fairways run
singly and in pairs. Present plans
call for about 2,000 multifamily
units overlooking the course.
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Golf courses:

First and foremost, the course is an integral
feature of the housing project, so it must
appeal to golfers and non-golfers alike.

“This means it must be beautiful,” says
Muirhead. “It should be a well-maintained
green area that everyone in the project can
relate to.”

Second, it should work with surrounding
houses. This means getting as much lot
frontage on the course as possible without
1) cramping the course, which golfers
won't like, or 2) making the houses targets
for golf balls, which residents won't like.

Third, the developer should build a
course that will make a name for itself—
hence a name for the project. And this
leads the developer to his first major de-
cision:

What kind of course is best
for a housing project?

Broadly speaking, the developer has three
choices: 1) a championship course (usually
6,500 yards or more and tough), 2) a so-
called executive course (usually around
5,500 yards and easier to play) and 3)
what Muirhead calls a so-so course—some-
where between the other two.

Muirhead’s choice, assuming that enough
acreage is available, is the championship
course.

“It will do the most to promote the proj-
ect,” he says. “The average golfer likes a
challenge, and he is beginning to know the
difference between a good course and a
mediocre one. Also, he'll talk more about a
good, challenging course.”

If the project is to have a second course,
Muirhead recommends an executive course.
It should have a few challenging holes, but
otherwise be designed to play as quickly as
possible so a maximum number of rounds
can be played per day.

“Lots of people are just learning to play,”
says Muirhead, “and many women and
older people don’t have the time, the desire
or the legs to play a full course.”

Muirhead himself prefers to design what
he calls “the adaptable course.” Such a
course can play at championship length and
difficulty, but varied tee placements also
permit shorter, easier play. (The hole shown
on page 73 is a good example.)
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Should a championship course
be designed to play fast?

Not in Muirhead's opinion. “For one thing,
a fast course is necessarily a less hazardous
course; it won't get a good reputation. And
more play doesn’t necessarily mean more
income. If you put 400 people through per
day rather than 200, the course will wear
out faster. And it will get bashed up more
and require extra maintenance. So it's usu-
ally better to build a slower, more challeng-
ing course and charge more per round. This
should also raise the value of the surround-
ing land.”

What kind of course is best
for a low-priced project?

There are usually two limitations in such a
market: Buyers can't afford high greens
fees, and the developer can’t afford to put
as much land into the course.

“In this case,” says Muirhead, “the course
must be designed for maximum play if it is
to break even. I would keep the length down
to 6,200 yards or so, which takes up less
land and cuts down maintenance. I'd ease
off on traps. And since a lot of time can be
wasted on greens, I'd back them [tilt them
towards the tee] and make them softer, so
approach shots will hold better.

“But I'd also give the course three or
four really great holes to lift it out of the
ordinary class.”

What kind of course is best
for a retirement project?

Muirhead designed a course for Rossmoor
Leisure World in Maryland that he be-
lieves embodies a successful formula.

“We made a survey and found that re-
tirees wanted a course that was sporting,
not bland, but which had hazards within
the limits of their game.”

So Muirhead laid out a 5,500-yard course
with each hole adapted to the 150- to 175-
yard hitter. “Surprisingly,” he says, “really
good golfers like it too.”

How can unnecessarily slow
play be avoided?

Muirhead offers this list of principles:

Have at least three starting holes—holes
with tees near the clubhouse and starting
shack. This puts more players on the course
early in the day,

Make the starting holes long. Short par
4s or par 3s in the first two or three holes
slow up play badly.

Avoid long walks between green and tee.
They destroy the rhythm of the game and
slow it down, and they encourage people to

stop and talk between holes. (“On some
courses,” says Muirhead, “golfers can liter-
ally get lost between greens and tees.”)

Avoid steep terrain. It forces people to
walk the course more slowly.

Avoid deep rough. It's an invitation to
lost golf balls and subsequent play-stopping
searches.

Don’t over-trap. Muirhead considers two
to four traps per hole a good average; more
will slow things up. And traps should be set
at least 220 yards from the regular tee—
out of reach of the duffer but in play for
the good golfer.

Just how much should
a golf course cost?

There can be no clear-cut answer to this
question, says Muirhead. Every course has
its own particular topography, soil and
drainage characteristics. And the developer
can build either a Volkswagen or a Rolls
Royce of a course,

As a rough yardstick, Muirhead offers
the following cost estimate, made for a
Florida course which can be said to fall
midway between a VW and a Rolls:

Clearing: $10,000.

Grading and shaping: $181,500. This in-
cludes cutting and filling ($150,000), re-
placing topsoil ($17,500) and fine shaping
of tees, greens and mounds ($14,000).

Irrigation: $188,000. This includes pumps
($8,000) and a fully automatic sprinkler
system ($180,000). The latter could be re-
duced to about $110,000 with a single-row
automatic system, or $70,000 with a quick-
coupling system.

Greens: $70,000. This is based on greens
averaging 8,000 sq. ft. and a cost of about
50¢ a sq. ft.

Preparing fairways: $43,000.

Miscellaneous (traps, cart paths, trees,
etc.): $34,680.

Total: $527,680.

To this must be added the cost of equip-
ment—golf carts, etc. (at Mission Viejo
such equipment came to about $150,000).
And it does not include a clubhouse, which
can be as expensive as the developer’s golf
budget will allow.

“In my opinion,” says Muirhead, “too
many builders start with too much club-
house. I'd rather start with, say, a $30,000
club that can be expanded, and put any
extra money into the course.”

What are the best sources
of golf-course information?

The United States Golf Association, 40
East 38th St., New York, N.Y.; and the
National Golf Foundation, Merchandise
Mart, Chicago, Ill.

—MaxweLL C. HUNTOON JR.
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The problem:
Slum housing
breeds men

without skills

People know all about that now. They
can hardly ignore the publicity:

President Johnson is calling for bil-
lions to rebuild the nation’s slums. Gov-
ernor Rockefeller is calling for billions
to rebuild New York’s slums. Three-
dozen big corporations have teamed up
in a giant rehab task force to start clean-
ing up Pittsburgh. Other manufacturers
are bankrolling rehab demonstrations in
other cities.

But still the people in the slums riot.
And still their children like the one at
the left haven’t a ghost of a chance at
learning a skill or of even being inter-
ested in learning a skill. Why? Because
the work hasn’t really started yet. The
promising-looking projects that get
praised in the newspapers turn out to be
demonstrations meant to encourage
someone else to pick up the ball.

And indeed, even when the work does
get started in earnest, will it upgrade the
slum people, or only their houses? Surely
the federal government’s fascination with
instant-fixup technologies and the trade
unions’ insistence that slum work stick
to the rule book are not geared to up-
grading the people.

SLUM CHILD named Brad idles away a morning
among back-alley garbage cans in Cleveland.
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A solution:
Slum rehab
gives jobless
men a trade

Slum neighborhoods are filled with able-
bodied men who have no skills because
they spent their youth like the child on
the opposite page. Would it take them
long to learn the trades necessary to re-
build dilapidated ghetto housing?

Trade unions say yes: They prescribe
the usual lengthy apprenticeship at
trainee wages.

But the slum-rehab specialist holding
the blueprints at the left says no. He
claims that an unskilled man with suffi-
cient aptitude can be turned into a rehab
carpenter in a fraction of the time that
unions insist on. He puts non-skilled
ghetto residents on his jobs as laborers
and helps them move into specialties.

Urban rehab means more than just a
paycheck to these men, says the spe-
cialist: “We have less vandalism on our
jobs than some of the richest neighbor-
hoods in the city. That’s because neigh-
borhood people are involved in these
jobs. And the jobs are giving them a new
philosophy of life: Get off welfare and
earn some money.”

To see how this kind of rehab works
—and to see the roadblocks it runs into
—turn the page.
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briefs a newly organized Cleveland work crew,
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URBAN REHAB confinued

o P

FIVE-DAY ScHooL for aluminum-siding me-
chanics transformed eight unskilled residents of
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JoB TRAINING in Cleveland's Hough section is
done informally in the course of work. Unlike the
conventional apprenticeship system, which imposes
a standard-length learning period on all novices,
Hough trainees are moved from the laborer level
into specialized trades as rapidly as they are able
to' learn. Hough rehab specialist Nathan Beavers
concedes that classroom training would help the
process, but it is virtually impossible to set up
government-funded vocational schooling without
conforming to union rules.

NEW MATERIALS like plastic piping help begin-
ners master a trade by simplifying tough rehab
jobs. Example: Plastic plumbing joints can be
fitted together in tight spaces because they are
bonded with cement rather than lead or solder
which require extra space for heating tools.

Chicago's Lawndale ghetto into employed trades-

men. Training was financed by manufacturers,

‘A lot of our men

So says rehab specialist Nathan Beavers, who
draws his labor from the very ghetto he is
rebuilding. In the five months since he started
working in Cleveland's blighted Hough dis-
trict, Beavers has provided at least part-time
income for some 120 neighborhood families.

“We don’t have enough work yet to sup-
port that many people full time,” he says,
“s0 we rotate the men to give everybody at
least a couple of day's pay a week.”

Beavers set up his own rehab contracting
company—Namax Builders Inc.—less than
a year ago. Now he has 180 Cleveland apart-
ment units on his books and is also organiz-
ing rehab subcontracting crews in Pittsburgh
and Detroit.

Like most Negro rehab contractors, Bea-
vers is undercapitalized. Namax—named for
Nathan and Maxine, the builder’s wife—was
founded on a shoestring and Beavers’ desire
to put his college education to better use than
as another builder’s employee.

But Beavers has moved ahead fast for two
reasons:

1. He is backed by a manufacturer—U.S.
Gypsum Co.—which chose him as general
contractor for 54 apartments rehabbed as a
turnkey project under FHA 221d3. And he
won drywall, carpentry and common-labor
bids for adjacent projects.

2. He breaks some of organized labor’s
most sacred rules.

Unskilled workmen are turned
into rehab specialists overnight

“We have no official apprenticeship sys-
tem here,” says Beavers. “We move laborers
up to carpenter’s helper and to carpenter as
fast as we can.”

In fact, Beavers doesn’t seek conven-
tional tradesmen: “A wunion carpenter
brought up in new construction is no better
equipped for rehab work than a raw man.
This work requires its own breed of special-
ists, and it doesn’t take six years of appren-
ticeship to learn.”

Beavers simplifies training by capitalizing
on methods that simplify work. Examples:
His use of 1) a trowel-on compound for
leveling floors without the use of shims and
sleepers, 2) prefabricated partitions for erect-
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never did much before except shoot dice on the corner’

ing interior walls without building framing
and attaching drywall, 3) color-pigmented
plaster to eliminate wall painting and 4)
plastic pipe for more complete subassembly
and easier snaking of plumbing through old
walls.

“We can train a laborer to set up our pre-
fab partitions in two hours,” says Beavers.
“He can learn faster than a veteran carpenter

. because he isn’t set in his ways and has no
old work habits to overcome.”

Local union agents took a dim view of this
informal approach to job training. They
threatened to close down Beavers’ jobs until
he finally signed a contract with the carpen-
ters’ union.

He won an important concession on job
training, however: Beavers agreed to union-
ize his men—>but the union agreed to waive
its apprenticeship requirement.

A look at general union policy shows how
significant a concession this is,

Trade unionists say there is only
one way to learn: apprenticeship

AFL-ci0 President George Meany is a
staunch advocate of the system: “There is
no other way to bring people into the skilled
unions, and there is no shortcut.”

Other trade-union men at the national
level voice more lenient views about helping
ghetto residents find jobs. But their good in-
tentions always stumble over the question of
training. For example, this three-part pro-
posal by President C. J. Haggerty of the
AFL-cI0 Building and Construction Trades
Dept. virtually contradicts itself:

1. “I believe that, as practical men, our
local unions should consider accepting into
membership those persons residing in the
area [ghetto neighborhood] who are qualified
as journeymen and who desire to work in
that capacity in one of our trades.”

2. “I further believe that our local unions,
where possible, should institute learner or
trainee programs for those youths in the area
who show an interest and an aptitude for
building and construction work.”

3. “At the same time, however, we should
insist that a full journeyman crew be main-
tained to insure that the projects are built
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and rehabilitated according to specification
and delivered in the shortest possible time.”

In practice, the trade unions throw an
effective roadblock in the path of developing
ghetto labor. Until they relax their appren-
ticeship rules and actually do set up faster
trainee programs, they will keep on asking
men at poverty level to work for years as
apprentices at less than laborers’ wages. And
since destitute neighborhoods contain few
qualified journeymen, unions will have to in-
sist that rehab work be done by “qualified”
men from outside the slums.

Is Nathan Beavers’ approach to job train-
ing valid? Apparently so. In Chicago, for ex-
ample, a group of manufacturers has already
demonstrated that unskilled ghetto residents
can become tradesmen in five days. They
sponsored a training course for aluminum-
siding mechanics and tried it out on eight
young men from the city’s riot-prone Lawn-
dale district.

The trainees spent one day in a workshop-
classroom and four days on a re-siding job.
Then they were hired as helpers by local
siding contractors at daily wages of from $18
to $25. At last report, almost a year later,
six were still working at the trade and earn-
ing more than $200 a week as full-fledged
applicators.

The Chicago program was set up in co-
operation with a local anti-poverty agency,
Tri-Faith Employment Project, and financed
by The Aluminum Assn., The Aluminum
Siding Assn. and NERsiCA (National Es-
tablished Repair, Service and Improvement
Contractors Assn. ). Trainees were given $50
and a complete set of handtools on gradua-
tion day.

Unlike traditional apprentice training, the
siding-mechanics course got right to the
point. Ignoring nonessentials like blueprint
reading and other skills that overlap the work
of different trades, it dealt solely with cutting,
fitting, trimming and installing aluminum
siding.

Other job-training proposals are easier for
union men to swallow. But they make so
many concessions to the unions that they
barely improve on the apprentice system. For
instance: The AFL-clo Building and Con-

struction Trades Dept. has tentatively okayed
a program suggested by Pittsburgh’s new
38-company rehab task force, the Allegheny
Housing Rehabilitation Corp. (p. 87).

The program would involve 66 weeks of
classroom and on-site training, at the end of
which the union might hire the men either as
apprentices or journeymen. The union would
have to approve of the trainee applicants,
however. And it would not fund the program.
Several nonprofit foundations are being
asked to share its cost.

Besides finding ways to open construction
jobs to slum dwellers, rehab specialists need
a source of management talent.

Few men in construction work know
how to run any phase of slum rehab
The management shortage includes all
levels from foreman to planner. And Nathan
Beavers’ problem is particularly acute.

“We just can’t find administrative people,”
he says. “At least 85% of the high school
graduates available to us can’t read or add
figures above grade-school level. And the
kind of foremen we need have to be person-
nel relations experts instead of just clip-
board men.

“T'll give you an example of what a fore-
man on one of our jobs is up against. We
know the most economical way to schedule
this work is to keep all buildings in the same
construction stage—gut them all at one time,
then rough in all heating and windows, etc.
But after we got started, we found that we
had to take one of the buildings out of se-
quence and start putting in the windows
ahead of schedule. Why? To boost the men’s
morale. They couldn’t see any signs of prog-
ress and were getting discouraged. Putting in
the windows made it look like we were ac-
complishing something.”

At higher levels, much more sophisticated
techniques are being applied to rehab. Sys-
tems management, for example, is being tried
out on Baltimore slums by the Advanced
Systems Division of Westinghouse Corp.
under a $450,000 federal grant.

Why is rehab work so hard to manage?
Because there are still no rules, no standards,
and even no definitions.

continued
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URBAN REHAB continued
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SINGLE-FAMILY HOUSE is one of ten being
renovated in Columbus, Ohio, by National Gyp-

sum Co. The work is being done for less than
$7.00 a sq. ft. to permit $12,000 resale prices.

g oy B e a2 R
hab-oriented building products. Like other manu-
facturers, Armstrong sets its own rehab standards.

ROWHOUSES in Lancaster, Pa., provide Arm-
strong Cork Co. with a proving ground for re-

considerably less than total clearance plus new
construction—range from $10 to $15 a sq. ft.

SLUM APARTMENTS in Cleveland involve heavy
stripping and cleaning work. Rehab costs—while
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‘Rehabilitation—

So says Associate Director Frank Montero
of Community Improvement Corp. of Man-
hattan, which has been rehabbing New York
tenements. Montero explains:

“The cost of rehabilitation at a scale which
does mot require massive relocation will
range anywhere from 75% to 100% of new
semi-fireproof construction.”

Other rehab advocates are more optimis-
tic. Says U.S. Gypsum, which is pioneering
projects in New York City, Chicago, Detroit
and Cleveland: “Building rehabilitation costs
approximately one-third less than a neighbor-
hood clearance project.”

Rehab comes in so many forms that
rules of thumb are not always valid
The work ranges from rundown single-
family houses in still respectable neighbor-
hoods to festering tenements in hardcore
slums. One can be restored by fixup work
for $5 a sq. ft.; the other must be gutted and
rebuilt at costs as high as $15 a sq. ft.

U.S. Gypsum has specialized in restoring
multistory masonry tenements for rent-sub-
sidized tenants under the management of
nonprofit organizations. But National Gyp-
sum Co. is exploring the market potential
for single-family-house rehab.

Specifically, National G is trying to show
that rundown houses can be fixed up and
sold for $12,000 or less at profits attractive
to private builders, remodelers and investors.
FHA 220-R financing provides 25-year
mortgages for monthly payments of $75 to
$85, so the houses are feasible for families
with $5,000 to $6,000 incomes.

National Gypsum’s houses are not in hard-
core slum areas. And the company—in part-
nership with a builder and a real estate broker
in Columbus—has kept acquisition costs
down and avoided relocation problems by
concentrating on vacant houses. Renovation
costs have ranged from $4.83 to $6.65 a sq.
ft. for work that includes new heating sys-
tems, kitchens, bathrooms, wiring and
plumbing—yet permits salvage wherever
possible. Examples: An existing bathtub was
cleaned up and reused, and windows were
reglazed rather than replaced.

Another manufacturer, Armstrong Cork
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a very loosely defined term—is not necessarily a shortcut’

Co., is specializing in rowhouses. Armstrong
got its feet wet last year with a three-apart-
ment Philadelphia rowhouse (H&H, June
'67), is now working on seven single-family
rowhouses in its home town, Lancaster, Pa.

Armstrong’s approach emphasizes build-
ing products as a key to standardizing rehab.
Says the company's urban-rehab director,
F. S. Donnelly Jr.: “We intend to incorpo-
rate as many Armstrong flooring and build-
ing products as possible in our current proj-
ect. We're considering a whole spectrum of
exterior improvements.” For interiors, Don-
nelly has proposed easier-to-install floor cov-
erings and a wall system that incorporates
framing and decorative surface in one unit.

But Armstrong’s innovations won't neces-
sarily pass local approval.

Rehab standards depend on who's
judging the work and who’s buying

Workmanship that one builder or manu-
facturer may consider ideal for rehab may
be unacceptable to a local building inspector.
For example, suspended ceilings with panels
laid in grids are frowned on by many urban-
rehab inspectors because they provide easy
hiding places for drugs and guns. Yet the
same inspectors will permit unleveled floors
and poorly patched walls in rehab work.

FHA has no real standards for rehabilita-
tion work. Its “Minimum Property Stand-
ards for Urban Renewal Rehabilitation™ is
actually a guide for setting up local stand-
ards. Exact levels of rehab quality are based
on residents’ incomes, neighborhood living
standards and marketability of the renovated
property. The only mandatory requirements
involve health, safety and structural sound-
ness.

So each manufacturer is free to promote
his own standards of workmanship and en-
vironment in renovated housing. One faction
is protesting because low-income housing is
not being air-conditioned. Says an Air Con-
ditioning, Heating & Refrigeration News
editorial: “All major riots in the past few
years have occurred when there were fairly
extended spells of hot, humid days and
nights. We hold to a sincere belief that air-
conditioned living for low-cost-housing
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dwellers could help much in relieving social
tensions in crowded metropolitan areas, and
thus help to avert the explosive outbreaks
that are so costly in terms of human life and

property.”

Rehab resists estimating formulas
and standard work classifications

No cost or construction manuals exist for
the would-be rehab specialist. Each builder
makes his own rules, and the main one is
be flexible.

Nathan Beavers is developing a document-
ed cost comparison to show that wholesale

gutting of an apartment building is cheaper
than trying to work with salvaged walls. But
it won't necessarily apply to all his jobs.
“This is a play-it-by-ear business,” Beavers
says. “It needs its own kind of specialists
with new job definitions. It needs drywall
specialists who go over old walls for thick-
ness to decide what length nails to use and
whether screws would be better. It needs
flooring specialists who can repair broken
and warped subflooring piecemeal. And it
needs framing specialists who know how to
brace old walls in dozens of different ways
—and still stick to the architect’s plans.”

So says Executive Director Bernard
Loshbough of Action-Housing Inc.,
whose efforts to make rehab materialize
have culminated in a massive new lim-
ited-profit program financed by 38
Pittsburgh-based corporations. The com-
panies set up a new corporation called
Allegheny Housing Rehabilitation Corp.
(aHRCO) which expects to generate op-
erating capital of between $3 and $4
million so it can create about 1,000 re-
habilitated housing units a year in the
Pittsburgh area.

But the capital is not all that makes
AHRCO a promising solution to urban
rehab. Loshbough explains:

“If today private enterprise or gov-
ernment were to earmark a billion dol-
lars for housing rehabilitation, the effec-
tive instruments would still not be
immediately available to put it to the
best use. Rather it is adequate financ-
ing, talent, technological skills, method-
ology, and administrative capability—
combined—that are needed to save our
cities by meeting the demands of this
viable $50 to $75 billion market.”

AHRCO plans a many-sided approach:

1. Bylaws require that six of the ex-
ecutive committee’s 19 members be per-

‘Money alone is not the answer to urban rehab’ \

sons who represent the interest of neigh-
borhoods slated for renovating. Two
current members, for example, are the
local presidents of NAAcPe and the Urban
League. All members have an equal
vote and any action requires a two-
thirds affirmative vote.

2. Housing will be acquired, reno-
vated and re-sold by the corporation,
and in some cases may be retained for
long-term investment.

3. Unions have expressed support.
Says President Anthony Furlan of the
Pittsburgh AFL-cio Building Trades
Council: “There will be no discrimina-
tion. If a particular union will not work
with minority groups, the contractor
can man the job with non-union mem-
bers of that craft.”

4. Westinghouse Learning Corp. is
preparing a job-training program that
would help make use of unemployed
and underemployed men in the con-
struction work.

AHRCO also has the close cooperation
of FHA, the City of Pittsburgh and the
Urban Redevelopment Authority. Its
first project, 66 units, is well under way
and it has put down money on several
others.
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Bill Simpson Jr

The differences in tomorrow’s housing market

The past few years have brought great changes in housing’s
customers and in the industry that has been built up to serve
those buyers. The key to business success in the decade ahead
will be the ability to understand these changes, to offer a prod-
uct that meets new and different preferences, and to structure
our businesses to adapt to ever-changing and more rigorous
conditions.

Our customers’ way of life, their family organization and
size, their choices of ways to spend their leisure time, are all
far different from those of similar families just a generation
ago. The appeals of the traditional detached house, that minia-
ture of the nobleman’s manor on its own estate, are dwindling
more rapidly than we realize. The appeal of recreation, either
built in as part of the housing package or conveniently nearby,
is a growing factor in housing buying and renting decisions.
The appeal of common maintenance is a lot stronger to the
young renter or buyer than it was to his grass-cutting, snow-

shoveling, house-painting parents a generation back.

The profile of our housing industry is changing just as
rapidly as that of our customer. More and more, housing must
be financed on the credit and business stability of the builder
rather than on the credit and income of the homebuyer. The
economic facts of life are making it difficult for the old-style,
seat-of-the-pants builder to maintain his share of the market.
He must compete against businessmen with management capa-
bility, tools of market research and analysis, financial backing,
and a wealth of skills almost unknown a few years ago. From
another quarter, huge corporations continue to probe for viable
ways to enter the homebuilding field and to share in its growth.

To discuss these changes, and to predict what they might
mean to all builders. House & HoME invited 28 leading build-
ers and developers, manufacturers and market professionals to
a two-day Round Table in Tampa. For the highlights of their
discussion, begin opposite.

Round Table
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Leisure-oriented living is changing
the kind of housing people prefer

It's much more important that housing be planned for the environment
that the younger generation will demand than to go on creating the
environment that their parents wanted. Before we can offer what these
buyers want, we will have to research what this really is.

Bill Brosius: The new-house
market has largely been what I
call the “forced housing market”.
Most people are pushed into buy-
ing a house, for whatever reason:
maybe they have got a better job,
higher income, maybe their
mother-in-law is moving in with
them, or maybe the kids have
gone off to school.

The question is: How can we
get beyond the forced housing
market? How can we improve
our total volume by making peo-
ple get so damn enthusiastic
about what they see that they
make up their own minds about
buying a house, and don't get
pushed into it?

We have to design a more
urban environment with all of
the amenities within it; perhaps a
village concept, where there is a
hardware store, a drug store,
maybe a general merchandise
store, and a church.

We are much more aware of
what goes on around us than we
were in the past generation.
World War II created changes,
but what changed more than any-
thing else is the total immersion
of people, particularly the
younger people, in what is going
on everywhere. They are now
aware of a whole variety of envi-
ronmental possibilities.

We have to think about the
environment in the design within
our houses and beyond our
houses—out to the patio, up to
the lot line, and beyond the lot
line to the neighborhood and the
total community environment.

Without this kind of approach
we are just not going to break
the barrier of forced housing and
get into an expanding market.

What kind of character did the
old neighborhood have that the
new ones don't have? We need to
discover that, and maybe expand
and improve upon it so that the
people will buy it.

Neil Bortz: If we don’t design
apartments and houses today that
anticipate how people will live in
the next ten or 20 years, all we
are doing is building a quick in-
and-out deal. Too many decisions
have already been made like that.
We have to address ourselves to
creating a proper environment.

Stan Swartz: In building today
you have to provide a complete
community environment. There
was a time when you could build
a 30-unit apartment on a lot—
and no more. The apartment
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dweller today insists on a better
environment for himself.

Bud Meyerhoff: Good design
and environment are musts for a
permanent realty investment to-
day, especially now that environ-
ment partially can be “eyeball”
rather than something that resi-
dents use all the time.

Charlie Cheezem: Well, we
do know that a lot of people
want single-family condominiums
right now, where the builder
takes over all the maintenance.
Then they have the benefit of a
detached house—no maintenance
—but without the togetherness
that you find in multifamily proj-
ects with communal pools and
the like.

Chet Tomlin: Then, too, we
are making a serious mistake in
equating what our customers
really want with what they take,
simply because it is the only
thing available to them.

We must devise ways to find
out what kind of living our cus-
tomers really want now and will
want in ten years, so we as an in-
dustry can get ahead of their
taste for once instead of being
behind them.

Ernie Fritsche: We ought also
to recognize that there is a long
series of possible environmental
attributes within any market; one
is convenient transportation, an-
other is privacy. One of our most
successful developments has no
swimming pool or clubhouse, but
it is completely sound-condi-
tioned.

Ed Teasley: | agree; too often
we try to read into people’s
minds what we think they want,
and need, instead of what they ac-
tually want.

Fritsche: How in the world do
you get ahead of people today?
We have spent thousands of dol-
lars trying to find out. We have
done it as scientifically as market
analysis permits, but in the final
analysis our sales records meas-
ured against our prognostications
don’t jibe. Now a lot of figures
you get are useful, and you really
can't get along without them, but
people lie to you. They tell you
what they like, but they don’t
buy what they like.

Tomlin: I don't think we can
ever get ahead of taste, or the

real desires, of our consumers,
but we make a serious mistake in
reacting just to what we see them
accept. That's what too many of
us do today. We have got to look
a lot further if we are going to
survive for 30 years in projects
like new communities. If we
simply exploit the market as it
stands today, we'll be in real
trouble in ten years.

Bortz: When we went to the
suburbs, we created neighbor-
hoods that were terribly bland
and unchallenging, and this is one
of the things the present genera-
tion is revolting against. They
have been stuck out in the sub-
urbs, where they can go from
one shopping center to another
and not know a soul. They can
pop in the car at 16 and be at the
other end of town where nobody
knows who they are before you
know it. They can steal an apple
or tell an old lady to go to hell,
and their father isn't going to find
out about it. I don't think they
like this . . . there is a tre-
mendous void. Location isn't just
the availability of land; it is con-
fined area that creates opportu-
nities, activities and proximity.

Meyerhoff: The dwelling-unit
basics underlying anything that
we do in the next decade revolve
around the family unit and its
life-style. And what was popular
ten years ago is not going to be
popular ten years from now, ex-
cept in very extraordinary cir-
cumstances.

Swartz: How are we going to
pattern our merchandising and
design for the future? I have a
feeling that we are not going to
be able to guess very far ahead.

Emil Hanslin: If you take a
look at kids in school now, you
see a definite rejection of the
things we are currently merchan-
dising in our new projects. I
wonder how many of these kids
are oriented toward old-fashioned
conspicuous consumption. Things
really don't seem to grab them—
they are interested in ideas. They
will have more time, and when
they become oldsters their use of
time and their creative urge will
be different from ours. You find
among them a great deal more
of “let me do something myself
about my residential environ-
ment.” We may have to create an
opportunity for them in the en-
vironment we provide, instead of
all the eyeball stuff.

Tomlin: Emil’s comments are
extremely pertinent. Most of the
kids that we contact would, ten
to one, rather play mental than
physical games. And this not only
relates to the physical facilities
that we will provide in this new
market but also to how we talk
to them or appeal to them when
we talk housing.

Hanslin: We must cast our proj-
ects into a life-style. But are we
smart enough to figure out how
to merchandise something that
doesn't have any precedents in
merchandising? The big revolu-
tion is education, which has more
to do with the life-style of hous-
ing than anything else. It's be-
come almost a fact of life that
we go to school all our lives.

Tomlin: Because this group is
such a think group, it might be
more interested in amenities that
challenge the mind than in some
of the amenities that we have of-
fered. 1 don't believe that this
affluent younger group wants
total environment in one place.
The environment they search for
is broken into categories: recrea-
tion, leisure, entertainment and
education.

Bortz: We are talking about
people who are getting married
much later in life, deferring chil-
dren until much later and having
fewer of them, making more
money and being more mobile.

Add all these things together,
and you are talking about town-
houses and apartments. We have
to provide better apartments and
better townhouses.

Bill Smolkin: We have made
an analysis of the incomes of
young families, and the fact is
that when you pass $20,000 in
the mortgage, you have shut out
80% of the households where
the head of the household is
under 35. How on earth can they
cope with the high cost of hous-
ing and a relatively lower in-
come? In Puerto Rico the FHA
appraisal on a 4,000-sq.-ft. lot is
roughly $6,000. The best selling
market price is $16,000. Here is
a country that is providing good
FHA-insured housing priced at
$16,000 for people with a median
income of $7,000 or $8,000.
Our problem is that we don't
regard anything less than 10,000
sq. ft. as a lot, and don't regard
anything less than 1,000 sq. ft. as
a house. You can't build 2,000-
sq.-ft. houses on 10,000-sq.-ft.
lots and sell them for $16,000.

Harvey Huie: These young
people are living in apartments
with all the amenities you can
possibly give them today—and
with none of the responsibilities
other than the fact that they are
supposed to pay the rent. Their
life-style will challenge the single-
family builder in the years ahead
because they are getting things
now that they didn't even grow
up with. They didn't have car-
pets and drapes and swimming
pools and recreational facilities,
and the social life that goes along
with apartment living.

Smolkin: We may be on the

threshold of a total reversal of
continued
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ROUND TABLE continued

the single-family housing market,
in the sense that we will now re-
vert to the low end of the price
scale rather than to the high end.
We have been riding the wave of
the World War II generation,
now an affluent generation lean-
ing towards bigger, broader and
more expensive houses. We are
about to run out of those people,
if we haven't already. And now
we need to start at the bottom of
the line with the new generation,
which is affluent only by defini-
tion and will be at the lower end
of the housing scale.

Dick Goodwin: The home is
not the crowning achievement of
a man's life for this young group.
When we were kids the house
was the status symbol. Today
there are many status symbols
that compete with it: education,
travel and things of that nature.
The point is well taken that this
reversal could take place.

Jim Walter: Keep in mind that
young kids just out of college are
all getting paid much more
money than any of us got paid.
But even if I hire these kids and
pay them $8,000, $9,000, even as
much as $10,000 a year, they
still have to go to an apartment
because there is no house that
they can afford.

Manny Shimberg: One of our
big problems is not that today’s
new consumers can't afford what
we are building but that they
don’t necessarily like what we
are building. It's true that for a
period of time they will rent, but
I think the age-old advantages of
home ownership, tax benefits, and
status can still be sold to them.

Teasley: There might be merit
in a program of “build your sec-
ond home first,” which could give
a young couple a low-cost home
by a lake and an apartment in
town. We should find a way to
merchandise, as low as we can
develop it, a home that could be
retained for the future.

Jerry Nowak: I have some in-
teresting figures on that subject.
U.S. Land is buying and devel-
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oping recreation sites an hour's
drive from the center of major
population areas such as Chicago,
San Francisco and Washington,
D.C. In Washington they have a
development called Lake of the
Woods one hour from the White
House. This project has 3,800
lots, and 2,600 of them have been
sold in the first year of operation.

The original lot price was
$5,500, and the average buyer
income is $9,500.

Don Tarinelli: We are now
housing the post-war baby crop
in our 221d3's—not the low-
income groups. They are earning
less than the median income, but
they are college-educated and in
the beginning phases of their
career. Their median income is
$7,000. They are paying $120 for
a two-bedroom apartment. They
have one or two children. None
of us have been able to figure
out how we can provide single-
family housing for this group be-
cause we can't get the cost of the
housing down to $12,000 or
$15,000. We can’t produce new,
single-family houses at that price,
so we have got to work toward
new housing techniques.

Despite our attachment to the
single-family house, because of
zoning restrictions, cost of land
and everything else, we are going
to have to build greater density,
which brings us right back to the
townhouse concept. In order to
get the idea of home ownership
across, we are going to have to
use, more and more, condomini-
ums and co-ops.

Fred Barnet: I'm not sure that
we really need a house today.
Market analysis has to be used
to determine whether there is a
market for houses—rather than
trying to sell houses. Does our
life still conform to buying a
house? It is entirely possible that
the crux of the matter is not
money, or the price of land, but
going up to the lake and having
a second vacation house and a
boat.

Jack Bowles: In our area we
find that the single-family mar-

ket is still good and strong, but
the major reason for builders
moving out of the single-family
market is the fact that there is
no longer any financing. You can
get financing in multifamily, so
our builders have moved up to
multifamily.

Shimberg: We have to give
families smaller square footage,
and the only way we can do this
is to give them a smaller space
with the illusion of a bigger
space, like a patio home. But one
pitfall is thinking that merely in-
creasing density decreases the
price of a dwelling unit. In Cali-
fornia, where lots of raw acreage
is priced at $35,000 an acre,
doubling your density might
mean a very drastic reduction in
price. If, however, you are in
areas like Florida, where the
average acre goes for $3,000 or
$4,000, doubling the density
won't necessarily decrease the
selling price of a unit. Then, too,
you normally find out that in-
creasing density requires ameni-
ties that may not have been in
the typical single-family house
tract, and will, very often on low-
price acreage, add to the cost of
the dwelling unit what you took
away from it by increasing
density.

Meyerhoff: You have to know
your market to know whether or
not you absolutely must have,
say, a swimming pool. Knowl-
edge of your market keeps down
the number of three-bedroom
units in an apartment, simply be-
cause you can't provide the right
environment for children with-
out having the place become a
nuisance to the one- and two-
person households who normally
occupy the place.

Tomlin: One of the biggest fac-
tors today is mobility, or the de-
sire for mobility.

Smolkin: We find that you can't
classify apartment and town-
house dwellers in any particular
age group or anything else, but
you can predict that about 80%
of apartments will have three
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people or less under the roof.
But I think the real threat to
single-family housing in this
country is for somebody to really
develop apartment projects de-
signed and oriented for six- to 12-
year-old children.

Tarinelli: To determine our
housing-type mix, we should talk
about age groups, economic
changes in the housing market
and sociological changes, too. We
have great unrest in the central
cities, partly because of poor
housing conditions. This could
casily cause a change in the kind
of housing we will produce.

Bortz: If we continue to build
the same stuff we have been
building, I suspect our profits will
begin to slip. Someone said it is
impossible to get ahead of today’s
market, that we can’t really an-
ticipate 20 or 30 years ahead, but
I take exception to that. If you
look at the good apartments that
were built in the 1920s, you'll
find that most are still highly de-
sirable, particularly where the
environment of the neighbor-
hoods has held.

I think that these neighbor-
hoods have held together better
because they contain a variety of
dwelling types (apartments, town-
houses and homes) and because
they often had convenient com-
mercial facilities and good traffic
patterns, and they respected the
pedestrians.

We know that people want
more service now, yet it's a lot
harder to get domestic help. No
one wants to spend time cutting
the grass or working in the yard
instead of playing golf.

Smolkin: However, we may be
getting into even more and more
recreation. The developer of the
Woodlake project in California
said the key to its success was not
so much the facilities, but that he
hired, from the municipal recrea-
tion department, an organizer, a
prime mover of activities. That's
part of the total environment.

Matt Jetton: There has to be
some adjustment between the
apartment as we know it today
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and the single-family as we know
it today. Indoor-outdoor privacy,
so common to new houses, is
where apartments have failed. In
an apartment you attach yourself
only to what is inside the unit,
not to what is outside. Once you
walk out the door you have lost
all your privacy. We are trying
to develop apartment privacy
outside as well as inside.

Huie: On the other hand, I had
an apartment project three or
four years ago that for a long
time just did not do well. One of
the reasons, we finally found, was
that it might have been a little
bit too private for a lot of our
young people, They like to get
closer together. They like to go
through an area where people see
them. When they go home they
want someplace where they feel
they belong. They don’t want too
much privacy.

The average apartment tenants
will forego a lot of physical am-
enities if you can create an atmos-
phere where they feel they be-
long and can meet other people.
Single girls rent apartments to
meet men, and the same thing ap-
plies to the men.

Smolkin: Let me rattle off a
few design features that are really
big now. They may be old-hat in
some areas but brand-new in
others. First of all, we need a
change of levels in apartments,
different floor levels, different
ceiling heights.

We have to pay extreme atten-
tion to texture in wall surfaces.
You can’t have four blank walls
in every room anymore. You
need a highly dressed-up effect.

You have to put in fireplaces
wherever possible. You need
much larger private patios, may-
be 20" wide and 25" deep, as
standard features.

You need privacy walls for
these patios so that they are not
just an open thing. Second-level
patios that are not merely 6 bal-
conies, but actual structures.

There is the increasing propor-
tion of townhouses within apart-
ment complexes by market de-
mand, not by internal economics.
Economically, they are low-profit,
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but the market demands them.

As far as a total package of ap-
pliances in the kitchen goes, it is
very dangerous to leave any item
out. If you have to come back
later and put any item in, you are
in a helluva fix, and the rate of
consumer expectation rises all the
time. Carpets and drapes are al-
most standard, of course.

Now, a very important element
is parking. Nobody has a good
solution to the parking problem
except to suggest that you will be
in a bad situation if you have less
than two spaces per unit.

Dick O’Neill: A year or two
ago there was a heavy accent on
the master-bedroom suite with a
fireplace, a TV area, chairs, li-
brary, kingsize bed, a great big
dresser and even a sunken tub.
They still want big bedrooms, but
do they want all of that other
stuff?

Smolkin: I think it depends on
the price range. If you get up to
about $200 a month, you'd bet-
ter put everything in there that
the mind of man can conceive of,
because about five years from
now, it will be inadequate.

Alan Eggers: The product
manufacturers are closely relat-
ing their products to home fur-
nishings. But what are the inter-
ests of the 25-year-olds? Are they
all mod-conscious? Do they like
contemporary or provincial, or
do they all want modern furni-
ture? We should try to analyze
their tastes in all products; is it
contemporary or is it a mixture?

Smolkin: Our analysis of 125
cities tells us that the housing
boom anticipated is greatly over-
rated, that we are dealing with
an increase of about 25% in five-
vear segments and not 100% or
anything like that; it tells us that
there is a mass unserved market
in the rental market between $80
and $100 a month; it tells us that
the mass market for single-family
housing is approaching the $30,-
000-t0-$35,000 range.

Bob Ritchey: Ten years ago we
sat around and knocked out a list
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of things that influenced people
to buy, and they lined up as fol-
lows: Financing was the first; lo-
cation, second; space and livabil-
ity, third; eye appeal, fourth;
maintenance and operation of the
house, fifth; and then, finally,
down at the bottom, what it is

made out of. We ran the same
type of study again just recently,
again associated with the NAHB
Research Institute, and we found
that those influences are exactly
the same today as they were ten
years ago.

Changing demand means new approaches
to builder management and marketing

At this moment, the multifamily market may be bigger than the single-
family-house market. The equity the builder needs today to provide the
amenities that ever-larger apartment developments demand makes it
difficult for the entrepreneur to start out from scratch.

Smolkin: In the hundred cities
where the NAHB reports local mar-
ket conditions [the 100 largest
housing markets in the U.S.].
50% of the projected housing
construction this year will be in
multifamily dwellings. Due to the
nature of those cities, I would
guess that 80% of that 50%
would be in non-elevator build-
ings.

Due to the fact that an apart-
ment is built on the credit of the
sponsor, whereas a house is sold
on the credit of the buyer, I think
we are going to move towards an
era of large apartment developers
who have strong personal credit,
which is a change from being able
to get into the housing business
with $5,000 or $10,000. You can't
do that in apartment building.

Shimberg: The apartments that
I see have more and more ameni-
ties like swimming pools, bowling
alleys, and what-have-you. The
amount of equity required to go
into an apartment project that
will last over the years is becom-
ing so great that the number of
builders with this type of front
money is much smaller than the
number going into the house-
building business.

Fritsche: We can’t think only
of the market today; we should
be concerned with the market in
the year 2000. That mortgage is
not going to be paid off until
almost the year 2000 and it prob-

ably will have been refinanced
four or five times. What is hap-
pening sociologically is an impor-
tant factor in meeting the needs
of the market now and in the next
32 years.

If you do supply the amenities
—the swimming pool, racquet
clubs, golf courses and so forth—
you are talking about going in
with very substantial investments,
and it is not easy to get into the
market.

Meyerhoff: If a guy's got three
days off, I am mnot too sure
whether he wants to stay around
the same place he's been for the
other four days. We have an
olympic-sized swimming pool in
one of our Georgia projects—the
same size as others we have built
elsewhere—and I'll bet you we
have one-fourth the number of
people in that swimming pool on
the weekend as we have anywhere
else. Whether or not you need
some of these amenities depends
on the geographic area.

Huie: In Dallas you have to have
a swimming pool if you are going
to have an apartment house of
any size. Whether people use it or
not is another thing, but you
have to have it.

Walter: Harvey's right. I happen
to live in an apartment here in
Tampa, and it's got a swimming
pool. I've been there about a year

continued
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and a half, and I've never put my
foot in it. Although we have about
100 apartments in the building
and you can go there on the hot-
test day of the year and be lonely
by that pool, I agree that you
have to have it. If it hadn’t had
the pool, I probably wouldn't
have rented the apartment.

Swartz: It appears to me that
the apartment business is where
the homebuilding business was ten
years ago. We are just starting to
go through an apartment revolu-
tion in which we will see a whole
new way of competing. The
Woodlake project, for example, is
the kind of thing that is going to
captivate the apartment renter of
tomorrow, and the bigger the
projects, the more amenities that
can be included in them. I think
this is going to take more capital,
and it is going to take a lot more
specialization on the part of the
builder.

Fritsche: There are some aw-
fully ugly apartments in America
that are 100% rented, and you
stand in front of them and you
wonder: Why in the world do
people live in those ugly things?
But, nonetheless, they are just
beautifully rented. On the other
hand, there are some golf-course
apartments and some apartments
built around lakes and other fea-
tures that are esthetically beauti-
Iful but stand as monuments to
somebody’'s curiosity. They didn’t
hit the jackpot.

Now, it is anybody's guess as to
how important recreation really is
as far as Kkeeping those units
rented. I think the Sunday morn-
ing brunch out around the pool
has become almost an institution
in large apartment developments.

A tremendous amount of capi-
tal, public relations and so forth
is being made out of these little
relatively inexpensive features.

Brosius: One other ingredient is
the ready availability of money
for apartment buildings from peo-
ple who are looking for a depre-
ciation shelter and who are not
builders, If they can find some-
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body to be the general contractor
and build for them, all they need
is a good market survey.

Jetton: It is very easy to get
people to go in on a joint ven-
ture after you have built one of
these apartments, but it is very
difficult to get anybody to go in
on a joint venture in subdivisions.

Goodwin: T think that it is going
to be more and more difficult for
builders who are not established
in apartments today to move into
them. 1 think the lenders are
looking for responsible business-
men to manage this. As you pre-
viously mentioned, we are indi-
vidual builders, and also busi-
nessmen, but I think the estab-
lished builders are going to grow
much stronger.

Fritsche: When you look at the
builder’s view of the apartment
market, there are several different
approaches. There are some very
successful builders who have built
thousands of apartments and
don’t own one, They want to get
in and get out right away.

There are others who are mar-
ginal investors themselves. They
retain only 10% of the action,
and sell off 90%.

Bowles: In the future, do you
see any land developer furnishing
land already zoned for apartments
and the builder just going in and
buying land on credit as they buy
it for single-family housing?

Meyerhoff: Sure. They are doing
this in California on a lease basis.
I see this happen all the time and
I think there is a trend toward it.
We have a job now in Baltimore
that is on a lease basis. We have
an option to buy, however, I think
there is obviously a market for
this. It takes an awful lot of
money to do any kind of residen-
tial development today because of
the local requirements. Major
sources of capital might be at-
tracted to this in an equity posi-
tion under either a subordinated
or non-subordinated lease. They
get so much cash flow out of it.

Huie: Most of the apartment
buildings in Dallas are owner-
operated. Some of them have
partners in joint-venture *deals.
The ease of getting into the busi-
ness depends entirely on how big
a builder wants to be. Most of the
mortgage companies look at the
new owner anytime a building
changes hands. They want to
know who is going to manage
that building.

Walter: Being a good builder
doesn’t necessarily mean that you
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are a good apartment manager,
but the larger builder with a so-
phisticated organization has peo-
ple that can run and manage
apartments.

Bowles: I certainly don't think
that single-family building is
dead. There are a lot of people
who have moved out of the
single-family building area tem-
porarily. But if you take the 6%
ceiling off of government-insured
loans [Ceiling was lifted May 7.
Ep] a lot of them will be back.

Changing demand also calls for fresh
new thinking about obsolete land use

Not only can we not afford to go on using land wastefully, but there
is some evidence that younger buyers do not want the responsibility of
keeping up oversize lots. P.U.D legislation is being passed in many
states, with a remarkable uniformity in its provisions.

Fritsche: We talk about the
high cost of land, but we leave
out the one key word, the high
cost of developed land.

This goes up faster than
the land. The land-development
standards we use now in almost
every phase of development are
at least 200% higher in quality
than what we used to have.

Ritchey: The total cost of land
is a very important part of the
package. It has to be developed
before it can be used. But the
land problem will be solved, and
very easily solved, if transporta-
tion is solved. There isn’t a city
in this country, in any metropoli-
tan area, that has adequate rapid-
transit systems.

If only one and a half percent
of our total land volume is being
used in our urban plant, just
imagine what could be opened up
if we did have rapid-transit sys-
tems in this country.

Fritsche: One of the devices
that we use to promote P.U.D.
is open space and it is very easy
to do. Picture the average subdi-
vision with streets and take the

area from the front door of one
house to the front door of the
house across the street—it is usu-
ally in the neighborhood of 110",

You can mow it, you can walk
to school on it, and you can drive
on part of it, but here is a tremen-
dous luxury that is built in—an
open space that is built into our
present subdivisions and that is
virtually a waste.

Brosius: One serious proposal
which has been kicked around in
my area is an almost confiscatory
zoning tax that would tax a very
substantial portion of the land
value resulting from rezoning. It
flows out of the concept of scarc-
ity, which is inherent in all of
our zoning legislation. The build-
ing industry should attack the
whole concept of scarcity as a
zoning tool; that is, the concept
that the only good zoning is agri-
cultural and anything less than
that is bad in relative degrees. In
the eyes of many people, it is im-
portant to keep a minimum
of higher-density-classification
zoning on the market. This cre-
ates the concept of scarcity and,
therefore, high prices, which
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come back to us in all other
kinds of problems.

Masud Mehran: How much ad-
vanced land planning do we need
in order to build America in the
next 25 years? How best can we
minimize government interven-
tion in planning our land for the
next two decades and increase
the quality of land planning by
private enterprise. I hear from
the Mayor of my town, and from
the county director of planning,
that we should use our imagina-
tion.

But how can we when they gov-
ern how we cut up our land, the
width of the street, the layout of
it, which one is going to be the
major street, which the collection
street, which the minor streets.

Where are we going to be able
to use our imagination and initia-
tive when we are told from the
beginning what to do. In fact,
these rules very much govern the
price range that we can build in.

Goodwin: There are current an-
swers. | am on the Land Use
committee of the NauB, I watched
the planned-unit development
studies evolve and it was a very
exciting thing to see and be a part
of. We introduced a P.U.D. bill
last year in the New Jersey legis-
lature and it didn’t get anywhere.
The land planners laughed at us.
They knew we had no chance.
Last year it went in again. We
had three bills in the legislature

and, much to everybody’s amaze-
ment, the bill got passed. The
complete planned-unit develop-
ment act was signed by the Gov-
ernor last May. Well, I am apply-
ing right now for 1600 multifam-
ily units in a township that just
adopted this ordinance.

If you would get these P.U.D.
bills into your state legislatures
that would start it rolling.

There are two ways to do this,
One is to use the NaAHB Model En-
abling Legislation on P.U.D. and
the other is a municipal ordi-
nance which many states can
take today under their land-use
act.

Mehran: When we started on our
townhouses we had a density of
5.5—that’s when we started—now
we are approaching a density of
1.5. When the land was $900 an
acre, density was 5.5. Now that it
is up to $8,000, it is back to 1.5,
which is going in the wrong direc-
tion.

We have P.U.D. in the City of
Livermore, but it is not worth the
paper it is written on because it
is a one-way agreement. I would
like to see P.U.D. as a binding
contract between the city or the
local government, and the devel-
oper. The P.U.D. we have is a
permit, but anytime that the city
wants to change this, it can. And
there is always something that the
city is going to find that they want
to change. The developer doesn't
have that opportunity.

Housing can supply its major market
and build low-income housing, too

Low-income housing is going to be built; the only question is whether
homebuilders or general contractors are going to build it. The 221d3
program and the new turnkey projects have shown that homebuilders
will rush to take part in any low-income housing program that works.

Tarinelli: We have got to find
ways to provide three-bedroom
multifamily housing. We have
done 221d3's with all four-bed-
room units and we are designing
one now with five- and six-bed-
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room units. But we're running out
of land. This means that we have
to go to the suburbs now, and it is
a battle over land-use policies:
city vs. suburb. How do we house
city people in suburbs?

Bill Smolkin
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Barnet: We have slums in At-
lanta, and we have suburbs, These
dwelling units have to be built to
rent for not more than $80 a
month and they are going to be
built. They represent a market
that is being tapped. We have one
young developer in Atlanta who
is building three-bedroom condo-
miniums for $80 a month.

Tarinelliz The big conflict is go-
ing to be how to get the people
out of the center city and housed
in the surrounding suburbs. The
State of Connecticut has come up
with a Community Development
Act that grants broad powers on
a state and local level.

It sets up a “Housing Site De-
velopment Agency” to be created
within the city, and the state gov-
ernment will pick up the cost of
administering. The agency can
buy land, either by condemnation
or on the open market, develop
buildings, and then resell them to
nonprofit organizations. The state
picks up three-quarters of the
difference in cost between acquisi-
tion and sales.

It allows a real estate tax abate-
ment, and the state will pick up
three-quarters of that. Teamed up
with the federal subsidy in the
221d3’s this is a good business.
You can really get very close to
public housing levels. We are
building five- and six-bedroom
units under this plan now.
Granted, these are only demon-
stration programs, but next year
we are going to build 32 units on
a very small piece of land which
cost $100,000.

Goodwin: In New Jersey a group
of concerned businessmen got to-
gether and formed the Camden
Housing Improvement program.
They started with about $50,000
and invited the local homebuilders
to come in and do feasibility stud-
ies on rehabilitation.

Qur goal is aimed at 2,000 re-
hab units a year, eventually phas-
ing into new construction all by
local builders with labor from the
ghetto.

Here is a market that we ought
to exploit. The thing will feed on

itself because once you start get-
ting these people interested in
earning a better living, get them
off the relief rolls, and get them
job-trained, they will go ahead
from there.

Bowles: The federal government
tells us that we need houses for
the economically deprived, but
the tools they give us don't work.
You get a 221d3, and the first
thing you have to do is pay the
highest prevailing wage. And then
they tell you that you can build
only 21 units per acre.

Let’s correct all the programs
that we have now rather than try
to put in new programs.

John Koelemij: I wonder how
many of our Congressmen do un-
derstand rent supplements or fully
understand the turnkey program
in which you can go from a
$19,000 unit cost to $13,000.

Walter: Our company is in-
volved in a 221d3 in Atlanta. We
are putting it out for bid. But after
putting up $2.5 million, if every-
thing went exactly according to
schedule we would make only
$38.000. And I have probably got
$15.000 of that $38,000 invested
just in people’s time and travel-
ing back and forth. All we have to
do to make the $38,000 is put up
$2.5 million of our money, take
all of the risk until the building
is finished and turn it over to the
nonprofit sponsor. If we can get a
contractor to build it for what the
FHA allows, which we have not
been able to do as of this date,
that's what we'll make. We bought
the land and put up all the con-
struction money. If the bid comes
in for less than what they have
allowed, FHA automatically cuts
back the commitment. I am not
going to take on another 221d3
until we see how we come out be-
cause there is too much exposure
for no profit. I can't even pay the
bookkeeping department with that
$38,000.

Tom Standard: Jim is looking
at this, T am sure, from a civic
continued
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viewpoint. He is putting the job
together for a nonprofit group.
But for the contractor that takes
this job, FHA has got a 7% pro-
fit in it: a cost plus 7% plus 3%
general overhead, plus 3%. The
contractor is bidding it for a price
and he says: “I am not going to
make more than 13%.” So it is
a good job for a builder or con-
tractor,

Walter: | think the contractor
can make money, but there are
very few contractors in the U.S.
who would spend the time, trouble
and money that we have spent on
this one particular project, even
for the 13%. I mean, he would
have to figure it right down to a
gnat's eyebrow,

Tarinelli: The 221d3's in city
urban-renewal programs have a
fantastic future. I have done eight
limited-dividend, nonprofit co-ops.
We did the first one in Connecticut
and the first one in Vermont, Now
if the homebuilding industry does
not want to pick up this busi-
ness, that's okay, but this housing
is going to get built.

The nonprofit group can be a
labor organization, and in New
Haven, it is the urban-renewal
agency itself. It institutes the non-
profit and becomes the mortgagor
and the sponsor. | am going to
take on two projects in Bridge-
port, and my only investment is
going to be my knowledge of the
221d3’s. 1 am going to be the
housing consultant to run through
the FHA commitment. It takes me
about an afternoon to fill out one
of these forms, and I will process
it through to the commitment for
the nonprofit group.

Walter: But it is not risk-frec
because there are 20 ways that
you can run over your estimate,
You can have a nice little strike
to tie you up for two months while
the interest on the money ticks
right along all the time. The cost
plus seven is only cost plus seven,
so long as you are under their ap-
praisal. It might turn out to be
cost plus one.
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Tarinelliz That is exactly right,
but the difference is this: The gen-
eral contractor is interested in this
kind of a contract, just as much as
he is interested in a lump-sum con-
tract, because he runs the same
risk of a strike. But here he has
cost plus and an upset price, so if
he gets this type of a contract,
he is certainly happy about it.

O’Neill: The aspirations of the
lower-income group are for the
same kind of housing that we all
enjoy. They want appliances, in-
door plumbing, electricity, heat,
and they want cooling. Now, that
costs money and we know it. We
have the problem of supplying a
$20,000 unit to a family that can
only afford, say, a $4,000 unit.

Ritchey: The mobile home as
we knmow it, with wheels under
it, is going to disappear, but out
of it may come a unitized type of
component. We may come up
with a new concept of a manufac-
tured home.

Nowak: The mobile-home in-
dustry in 1967 will sell about
235,000 units. They are delivering
a finished home for as little as $6
a sq. ft. I don’t believe that any-
body in the homebuilding industry
can even touch this figure. They
sell this with as much as a 10% to
25% down payment, financed for
seven to ten years, with add-on in-
terest. The loss ratio is extremely
small. Sales are predominantly to
low-income families. The return
on a mobile-home park is a lot bet-
ter than the return on an apart-
ment project, in the area of 18%
to 25% per year on the invest-
ment, And, as of now, the finance
people aren't asking for a piece of
the action. I will admit that the
image of a mobile-home park is
lousy, but the competent builders
in this country can do a great deal
to improve that image by building
and operating attractive mobile-
home parks. I think that the dollar
return to each of you will more
than stand on its own feet, and at
the same time, this industry can
provide low-cost housing, which is
needed so badly.

O’Neill: When you consider the
price per month to the people liv-
ing in the mobile home, you have
to add rent for the pad, utilities
and the financing charge, and that
comes out to a bigger figure.

Nowak: It is $125 a month.
O’Neill: And what happens if the

guy doesn’t pay off his loan? The
dealer takes it over or sells it to

the park owner. And after the
seven-year period is over, that
mobile home may be worth zero
to its owner, and he still doesn't
own his pad.

Nowak: We have often asked
how to obsolete houses. This is
one way. The man paid for it in
ten years, and it has some trade-in
value. You can put it on a lot and
use it for a summer house.

Do these changes presage an invasion
of the industry by corporate giants?

The record of the past decade shows an unbroken series of failures by
corporations trying to break into the business. But some of the new
joint ventures are Irying to combine the know-how and aggressiveness
of the builder with the financial resources of the corporation.

Goodwin: What is the future of
the homebuilding business as we

know it today? 1 think there used’

to be something like 20 or 30 auto-
mobile manufacturers. Now, we
are down to just a handful. I would
like to make a prediction. By the
end of the century, General
Motors and General Electric and
General somebody else will be in
the building business right up to
their neck.

Mehran: | feel that homebuild-
ing is very unique. Although there
will be changes in the structure of
the total financing of homebuild-
ing-in the future, there will still
be the need for a liaison between
the homebuyer and the financing
group, and that liaison is going
to be the small builder.

Shimberg: 1 certainly would
agree with Masud that the builder,
either small- or medium-sized, is
not on his way out. However, it
could be that the small- or the
medium-sized builder is the an-
swer to the major corporate ap-
proach to housing. Maybe the
large corporation will be more in-
terested in the development of
land.

The missing ingredient in a lot
of big corporate thinking is not
tying in to a group of local build-

ers because building is a localized
situation.

Walter: [ don't think big industry
is ever going to get into the hous-
ing business, per se. I know you
may have some cases of this, but
they will still need a builder.

But T think more and more of
the big manufacturing companies
are getting into real estate.

The insurance companies want
to have a piece of the action, too.
But at the same time, they want
a hedge. They take the attitude
that they are going to put up 95%
of the money and take 105% of
the profits. It's really tough to
argue the point with them.

Goodwin: I find that large com-
panies aren't too interested in tak-
ing an equity position with build-
ers because they don’t like all of
that depreciation showing up on
their year-end statements and de-
preciating their stocks.

Meyerhoff: I'm not sure that
an insurance company is neces-
sarily a responsible partner. I
think just the reverse, in fact. In
these big companies nobody wants
to admit they made a mistake. If
they put money into a deal and it
turns out sloppy, they will cover it
up so far and so deep that nobody
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will ever discover what is wrong
with it.

I am not sure I bank very much
on outside judgment, except from
very sophisticated lenders.

Walter: Don’t worry about the
insurance companies having to
take depreciation. They have come
up with some pretty sophisticated
ways to come up with a piece of
the action without depreciation.
As far as us trying to get the in-
surance company people to act as
our partners, I would go along
with Bud's remarks. We all know
how long it takes them to approve
a loan, but imagine how long it
would take them to approve, shall
we say, tearing down a building
and putting up a housing project.

Barnet: It is entirely possible
that a different type of big com-
pany would come in and take over
the building industry.

For example, Sears Roebuck
has the facilities for mortgaging
and for insurance; they have a
building company operating in
two or three cities now and they
don’t have to pay themselves
multiple profits. Suppose Sears
took an active interest in this and
made a package deal with every-
thing in it?

O’Neill: It is possible except for
a number of things. Sears tried this
in the '20s and they got burned
badly. And they have been look-
ing at it very closely, through their
remodeling activities, for the past
two decades. One problem they
have is that they are a huge or-
ganization, and they have a man-
ager, let's say, in Connecticut,
with a guy under him in charge
of housing. I can assure you that
guy is not paid enough, nor will
he ever get enough incentive from
Sears, to hustle better than the
entrepreneur, to get the job done
speedily and get it done well.

Swartz: In California I have
watched these guys merge right
and left during the last two or
three years, and most of them
were merging because they were
going to broke if they didn’t get
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out in 1966.

I can build 600 to 800 units a
year with a small organization. By
small I mean with five or six key
executives who control everything
that we do. In so doing, we can
make a very, very good profit per-
centage, But take an average large
corporation. They've got to be
confronted with bureaucracy, and
I don't care who they are, the
bigger you get, the less efficient
you get as soon as you move into
more levels of management. And
the further down from the presi-
dent you put the control of your
money, the less enthusiasm there
is for that person to make the very
finest dollar decision,

In my opinion the only way
there will ever be a General
Motors in the housing business
will be if that company has a zero
profit motive in homebuilding—
it will be purely interested in the
subsidiary outlets it is going to
develop.

There is not that great a profit
percentage in housing to allow
them to cover their bureaucracy
and still make a profit, so they've
got to look at how many tires
they can still put on the cars that
are going to go in the three-car
garages, how many washing ma-
chines they are going to sell and
how many television sets they are
going to sell.

That is the only way I can see it
becoming feasible for Sears or for
any other big company to enter
homebutlding directly.

Fritsche: One of the large in-
surance companies about ten or
11 years ago bought 1100 acres
in our community and it made
headlines coast to coast. An en-
tire article in Reader’s Digest told
about how this huge organization,
starting in Columbus, Ohio, was
going to really revolutionize hous-
ing in America with their vast re-
sources. Well, the truth is that
five years later, just one little old
builder in Columbus, namely me,
had produced twice the volume
this huge insurance company had
built.

This stratification of levels of
management that Stan Swartz

HANSLIN

talks about is so true, They had
a senior architect, consulting ar-
chitect, chief engineer, and all the
way down the line to do this work
on the 1100 acres.

They managed themselves right
into insolvency so that in seven
or eight years, they concluded that
the profits they had programmed
were not evident. The small build-
ers were just running circles
around them.

Goodwin: Right now, several
large corporations have confiden-
tial studies underway to see how
to get their feet wet in this busi-
ness. They are going to find out
that the best way is not to buy
a merger but to go into a joint
venture. But eventually they are
going to learn this business. Sure,
ours is a fragmented industry, and
everything you fellows have said
is right, but the big boys have
their eyes on us.

There is going to be a tremen-
dous demand for housing. They
will start going into land with a
local builder on a joint-venture
basis. Maybe they will go for 100
acres and then five years later
acquire 1,000 acres. By that time,
they will have an executive in
their own organization who has
been working with this builder
and knows the business.

Eventually, they will drop the
builder out of the joint-venture
deal. They may take 15 or 20
years to do it but, believe me, they
will proceed very cautiously be-
cause of the failures in the past.

But I can’t believe that they are
going to let this plum slip through
their fingers when they have the
basic ingredients that we little guys
don't have.

I predict that by the end of the
century, housing is all going to be
manufactured off-site. But there's
going to be such a tremendous
market that the little guy is not
going to disappear overnight. But
I think there is going to be some
very significant changes over the
next 32 years.

Nowak: Boise Cascade has put
together many land-development
and building enterprises. This

point was raised: How are you
going to manage all of these
things? Where are the people that
can build a subdivision or operate
it and build several hundred
houses a year? Boise Cascade has
one person that you know, Ray
Watt, and they have put no blink-
ers on Ray, whatsoever. They
are offering his management peo-
ple the kind of entrepreneurial
incentive that is necessary to at-
tract and keep and motivate good
people.

In Los Angeles 1966 was a very
difficult year, but I think Boise
was very instrumental in helping
Ray weather the storm, perhaps
weather it much better than had
he been in it all by himself. The
fact that Boise can absorb some
of the financial stresses and strains
lets the builder sleep at might be-
cause his name is not on the back
of several millions of dollars
worth of paper. This is worth
something to the individual.

Boise has only been in it for
three years, and it is going in and
moving ahead with housing in
four forms. One is land develop-
ment; one, building such as Ray
Watt does; and the other two are
prefabricated houses and mobile
homes.

We have quite a commitment in
the housing industry and we think
we have come upon a way to live
with it.

Ritchey: We said that by the
year 1960 50% of the homes pro-
duced would come out of a fac-
tory., and you know how wrong
we were. These same words were
uttered in a different fashion in
the 1920's by Sears Roebuck.

So I guess it is something like
the seven-year locust that is com-
ing around every 25 years. You
have got to remember that the
prefabricated-home manufacturers
today, and I can't see a great deal
of difference in the foreseeable fu-
ture, only deliver from 15% to
35% of what the consumer buys,
anyhow. 1 don't think there is
anybody big enough, be it U.S.
Steel, Boise Cascade, or Union
Carbide, to do that, and stay sol-
vent and sane at the same time.
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STACKUP HOUSE means fewer jobs and drastic reallocation of building-trades manpower from job site to factory. This one is by Modular Facilities.

How will industrialized building like this

90

Trade unions have consistently fought in-
dustrialized building—prefabrication, pre-
finishing, on-site mechanization and the like
—for fear that it is eating away at their
jobs. And their fears are well-founded,
judging from an exhaustive report issued
by the Building and Construction Trades
Dept. of AFL-CIO.

But the report—“The State of the Art of
Prefabrication in the Construction Indus-
try”—also points out that for some trades
the negative effects of industrialization will

be more than offset by a general increase in
building.

Source of the report: Battelle Memorial
Institute, which spent 11 months gathering
and interpreting the findings.

Purpose of the report: to show the de-
partment’s 18 trade-union affiliates exactly
what changes are likely to be forced on
them by industrialized methods, materials,
and design.

What the report actually means depends
on who's interpreting it. Press reactions
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affect these jobs in the next ten years?

have ranged from this headline in a home-
builders’ newsletter: “Battelle Study Sees
No Revolutionary Prefab Advances”; to
this one in an engineering magazine:
“Greater Use of Prefabs Predicted.”
Trade-union reactions have varied, too.
President Thomas Murphy of the Brick-
layers, Masons & Plasterers International
Union says the study isn't complete enough.
His reason: “It examines many of the
myths about ‘industrialized’ building with-
out recognizing them as myths. And it only
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indirectly takes note of the terribly high
price that our economy and society will
have to pay to make ‘industrialization’
succeed.”

No such reservations were voiced by the
Trades Department. Its official magazine,
Construction Craftsman, editorialized that
the report is filled with good news: “The
fears of some that everything was going to
be built in factories and shipped in boxes
to the job site have been laid to rest. Build-
ing tradesmen of the future are going to

need more knowledge and skills than the
men practicing the trades today, and the
industry is going to require more building
tradesmen than there are today. .. . While
there may be a gradual phase-out of some
skills, this will be more than offset by a
growing emphasis on others.”

Battelle’s projections of who'll be work-
ing and who won’t are based on its esti-
mates of how fast industrialization will ad-
vance. In homebuilding it sees evolution
rather than revolution for prefabrication in

continued
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INDUSTRIALIZED BUILDING continued B

Bricklayers: Precasting and
prefinishing eliminate jobs

Increase or
Decrease in
Manpower

Type of Industrialization

Larger components -1

Durability of paints -1
Unit prefabrication—hanks,
schoolrooms, etc. -1
Unitized bathroomst -1
Mobile homest |
Sectional homes -1
Home manufacturers -1
Precast concrete components -1
“Tilt-up” construction -1
Slipforming -1
Exposed aggregate panels -1
Sandblasting for aesthetics =1
Concrete forms (texture) -1
Brick panel machinest =1
SCR masonry process -1
Glass wall panels -1
Brick panelst —1
Metal siding -1
Prefinished metal siding -1
Prefinished wood siding -1
Curtain wall design -1
Carpenters: Some prefabbing promises increases in manpower FMI:TJ::I ;‘I':;{i’gtm::ﬁ:?;ﬂ =]
Increase or Increase or enclosures =
Decrease in Decrease in Molded plastic shower stalls -1
Type of Industrialization Manpower  Type of Industrialization Manpower Adhesives =1
t Additional effect: Job location shifts from site to factory
:mpnm:lri mility of products —} cl’raﬂf:::icatlfl:l gables —{
nterior subsystems* * urtain wall design < : = "
Mobile homes  t —1  Metal partitions +1 e g
Sectional homes =1 Metal stud partitions +1 )
Home manufacturers et -1 Prefinished panels +1 Increase or
Component manufacturersst -1 Metal door frames and window Decrease in
Precast concrete components +1 frames +1 Type of Industrialization Manpower
“Tilt-up” construction +1 Anodized-aluminum door and
Slipforming -1 window frames +1 Unit prefabrication—banks,
Concrete forms (easy removal) — Prehung doorst . schoolrooms, etc.t =1
Luminous panels = Prefabricated cabinetst -1 Improved durability of products -3
Predecorated drywall +1 Prefabricated trussest =1 Mobile homest -1
Drywall heating panels +1 Laminated beamst +1 Sectional homest
Plastic siding +1 Precut lumbert =1 Preshingled roof sectionst
Prefinished metal siding +1 Foamed-in-place insulation** +1 Durability of roofing materials _3
Prefabricated walls -1 Adhesives* -1 Fm'lll-llnl insulation** #1
Adhesives*
* Additional effect: -1 increase in required skills e Additional effect: —1 decrease in skills t Additional effect: Job location shifts from site to factory
** Additional effect: -2 increase in skills 1 Additional effect: Job location shifts from site to factory * Additional effect: -1 increase in required skills

** Additional effect: 42 increase in skills

the next decade. Sample: The factory-pro- deterrents: 1) tradition and 2) the existing types of industrialization (scorecard ex-
duced portion of today’s prefabbed home structure of the building industry. For ex- cerpts, above) but at the same time enjoy-
accounts for only 25% to 30% of total ample, since architectural fees are geared ing other favorable construction trends that
house cost, and by 1967 it might. reach. to construction costs, it is “virtually impos-  will offset the bad news.
45%. sible to optimize a design.” For example, plumbers (not included
The report finds prefabrication firmly Battelle researchers uncovered 249 items above) stand to gain nothing from prefab-
entrenched, however. It says that almost that will have an impact on tradesmen. But rication. Prefab plumbing assemblies, pre-
all new housing includes some prefab com- the list is not limited to industrialized tech-  packaged boilers, plastic pipe, quick-lock
ponents and that available technology is at nology. It includes general economic fac- pipe joints, unitized bathrooms and the like
least ten years ahead of the industry. tors, government-subsidized programs and will reduce the need for plumbing man-
Why won’t prefabrication cause a revo- new products and materials not related to power and force plumbers to adapt their
lution? Because, says Battelle, its cost re- prefabrication. skills to factory assembly lines. But at the
ductions haven't lived up to expectations Result: Battelle’s scorecards may show same time plumbers will get more work
and because it is resisted by two powerful a trade seriously threatened by several from 1) more bathrooms per house, 2) bet-
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Electricians: Some prewired
parts demand extra manpower

Type of Industrialization

Increase or
Decrease in
Manpower

Interior subsystems™*
Unit prefabrication—banks,
schoolrooms, etc.t
Improved durability of products
Unitized bathroomst
Unitized kitchenst
Mobile homest
Sectional homest
Prepackaged boilerst
Prepackaged water chillerst
Prepackaged air handling unitst
Prewired controls
Luminous panels
Drywall heating panels
Multi-functional ceilings
Electric filaments in wall
fabric

-1
-1
-1
-1
+1
+1
+1

+1

* Additional effect: -+ 1 increase in required skills

+ Additional effect: Job location shifts from site to factory

Laborers: Cranes erase some
jobs, precasting adds others

Type of Industrialization

Increase or
Decrease in
Manpower

Improved durability of products

Building systems

Unit prefabrication—banks,
schoolrooms, etc.

Mobile homes

Precast-concrete components

Slipforming

Pumped concrete

Concrete forms (easy removal)

Conveyor systems

Cranes

Gun-in-place plaster

Pumped plaster

-1
+1

-1
-1
+1
+1
-1
-1
-2
-2
-1
-1

ter-equipped kitchens and laundries, 3) in-
creasing maintenance and repair work in
existing homes and 4) large rehabilitation
programs for low-income housing.

So despite prefab threats, the Battelle re-
port makes a bright prediction for plumb-
ers: “Opportunities for growth are good,
the demand for skills will increase.” Its pre-
diction for electrical workers is similar:
Despite manpower reductions caused by
prewiring and prepackaging, other trends
—like air conditioning, electric heat and
better-equipped indoor and outdoor light-
ing systems—will cause an overall increase

Painters: Prefinished components mean a job-poor future

Increase or

Increase or

Decrease in Decrease in
Type of Industrialization Manpower  Type of Industrialization Manpower
Durability of coatings -2 Partitions (metal) -1
Durability of paints -t Prefinished panels -2
Building systems +1 Preprinted panels -]
Interior subsystems = | Plastic rain-carrying systems -1
Unit prefabrication—banks, etc. = Prefinished ceiling components -2
Unitized bathroomst -1 Maintenance-free surfaces -3
Mobile homes —1 Plastic overlay on hardhoard ~1
Sectional homest -1 Coil coating -2
Luminous panels =1 “No-air” painting -1
Acoustical plaster ~1 Plastic-coated metal door and
Predecorated drywall -1 window frames -1
Glass wall panels +1 Prefinished wood windows -1
Plastic p_an_els =1 Anodized-aluminum door and
Plastic siding -1 window frames -1
Prefinished metal siding —2 Prefinished doors -1
Prefinished wood siding ! | Prefabricated cabinets -1
Preprimed wood siding -1 Prepainted homest

t+ Additional effect: Job location shifts from site to factory

Plasterers/cement masons: Precast concrete offers some hope

Increase or
Decrease in

Increase or
Decrease in

Type of Industrialization Manpower  Type of Industrialization Manpower
Building systems +1 Luminous panels -1
Interior subsystems -1 Gun-in-place plaster -1
Unit prefabrication—banks, Acoustical plaster +1
schoolrooms, etc. -1 Predecorated drywall -1
Unitized bathrooms -1 Drywall heating panels -1
Mobile homes -1 Sandwich panels -1
Sectional homes -1 Glass wall panels -1
Precast-concrete homes +1 Plastic panels -1
Precast-concrete componentst +1 Curtain-wall design -1
“Tilt-up” construction +1 Prefinished panels -1
“Lift-slab” construction +1 Preprinted panels -1
Exposed aggregate panels +1 Multi-functional ceilings -1
Foamed concrete* Suspended metal ceilings -1
Sandblasting concrete for Maintenance-free surfaces o |
aesthetics +1 Plastic overiay on hardhoard
Mechanical trowels -1 panels -1
Concrete forms (texture) +1 Paper-coated polystyrene foam
Concrete forms (easy removal) -1 lath +1

t Additional effect: Job location shifts from site to factory

in the electricians’ volume of work.

But for other trades the effects of in-
dustrialized housing will not be offset by
beneficial market trends. Painters and paper
hangers will be hardest hit. Says Battelle:
“Future opportunities for this trade are
sparse.” Some of the reasons are 1) plastic-
coated paneling, 2) prepapered wallboard,
3) plastic-clad window frames, 4) vinyl
wall coverings and 5) new application
methods like no-air painting and radiation
curing. Since 60% to 70% of painters’
work is in maintenance and repair, the
growing emphasis on maintenance-free sur-

* Additional effect: -1 increase in required skills

faces is bound to shrink jobs severely.

Another hard-hit trade is bricklaying.
Says Battelle: “Markets for brick have de-
clined rapidly because of new and low-cost
veneering products, new installation tech-
niques and a trend toward large factory-
assembled units. The remaining portion of
the brick market is oriented more toward
appearance and tradition than toward cost.”

Other homebuilding trades—with the ex-
ception of plasterers—are sized up as flex-
ible enough to adjust their skills and real-
locate manpower in ways that will accom-
modate industrialized technology.
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and many of them do . ..

= Tight security

rents apartments faster and
keeps them rented longer

So say apartment owners and builders inter-
viewed last month by House & HoME. And
the strongest opinions are voiced by men
whose projects are in or close to the cores of
big cities.

“The first question many prospective
tenants ask is about our security arrange-
ments,” says Frederick Rose, vice president
of New York City’s Rose Assoc. “Tenants
are sophisticated on this subject, and we
make a point of telling them about our
trained security personnel and our new elec-
tronic security equipment.”

In the heart of the cities—and, increas-
ingly, in other areas, too—apartment owners
must consider two basic security problems:
how to identify and control everyone who
enters their projects and how to protect each
apartment from intruders.

Solving the problems costs money that
usually can’t be offset by charging higher
rents, says Rose. But he adds, “By talking
security to potential renters, you can fill your
buildings faster. And if your security is effec-
tive, you will cut down on tenant turnover.
So your original investment in sécurity meas-
ures will probably turn out to be a bargain.”

|
| |
| These projects show how careful land
planning improves apartment security

Even the placement of build- that visitors go where they
ings on a site can make secu- say they are going.
rity easier—or harder—to The 80-unit garden apart- = e
maintain, ment on Long Island (far fi e
The 990-unit Boston high- right) has no guards, but it is
rise project at right has but fenced on three sides and has ‘
one automobile entrance. a single cul-de-sac road. All | | ‘
Coming and going, all cars traffic must return the way it ‘ ‘ J' ¥ el
pass a guard-house which is comes in. In addition, park- Iy 41"{‘ o USRS
‘ manned 24 hours a day and  ing lots and other common \ PRRVICE || [
; also has a view of the pedes- areas are visible to anyone | o —— /
| trian entrance. In addition, looking out of apartment e e = e L
| each of four apartment windows. e GUARD HOUSE | e (.
towers has its own lobby at- Architect for both proj- ' ' 2
tendant as a second check ects: Paul & Jarmul.
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You can DESIGN your apartments for security

Builders and owners are putting security high on their
lists of design requirements. New York City architect
Samuel Paul, whose firm of Paul & Jarmul has de-
signed over 50,000 multifamily units, says:

“Security is being stressed more and more in the
priorities that owners are giving us for our design pro-
grams.”

Paul cites one of his current designs—a block-
square, 324-unit project in Massachusetts. His first
scheme was for several towers of different heights, but
the owner vetoed this in favor of one building with a
single main entrance and a single service entrance.

“This was a severe limitation on design,” says Paul,
“but it does permit better control and surveillance of
who comes and goes in the building.”

Builders and architects agree that security starts with
the drawing board. They pay particular attention to
these planning and design elements:

Siting of buildings. The fewer approaches into the
project, the better; and public areas should be exposed
to the view of as many apartments as possible (case
studies, below).

Entrances. Minimize the number, and, where pos-
sible, have the main entrance command a view of the
service entrance.

Lobbies. An inner and outer vestibule, with a keyed
door between them, is the best arrangement. Large
glass areas will make the lobby visible to passersby and

You can EQUIP your apartments for security

Even the manufacturers of security equipment concede
that a skillful, determined thief can’t be kept out. But,
they note, there are plenty of devices to delay him,
discourage him or scare him off (see p. 97).

“If it takes a burglar 10 to 20 minutes to get past
your locks—or if he thinks he’ll be seen going in or
coming out—he won't run the risk,” says Leon Kotch,
security expert for Eaton, Yale & Towne.

Asked what it takes to make an apartment reason-
ably secure, Kotch and other security specialists offer

guards. Hidden alcoves, dead corners and dim lighting
are undesirable.

Interior hallways. Straight runs, without jogs, are
best, and lighting should eliminate dark corners or
shadows. Choice of floor covering poses a question
that only the apartment owner can answer: What will
his tenants prefer—quiet halls or the ability to hear
approaching footsteps?

Balconies. Continuous balconies serving more than
one apartment are losing favor because they make it
easy for intruders to go from one apartment to another.
And on top floors, soffits are being extended to the
outer edge of the balcony to prevent entry over the
parapet from the roof.

Laundry rooms. The newest idea is to build windows
into laundries so that passing corridor traffic can see
into them. Dead or hidden corners are bad. and toilet
facilities should be key-locked.

New York City’s Rose Assoc. puts small laundry
rooms on every floor rather than a single large facility
in the basement. Reason: Women feel safer on their
own floors. Bonus: Income from washers and dryers
goes up as much as 30% because of greater accessi-
bility and convenience.

Elevators. Many apartment owners program their
elevators to stop at the first floor going up or down.
That way, nobody can get on or off in the basement
to avoid being seen by the lobby attendant.

Public areas. Grounds, walks, playgrounds and sec-
ondary entrances should all be well lighted, as crimi-
nals avoid areas where they are clearly visible.

this advice to apartment builders and owners:

On front doors. A door lock with only a spring
latch is like no lock at all. Says Dallas Smith of Schlage
Lock Co.: “Spring latches can be slipped in seconds
with a plastic strip (like a credit card), even by ama-
teurs.”

Instead, the lock should have a deadbolt projecting
at least % ” into the door jamb. Such a lock costs less
than $5 extra per door; and for another $1 to $2, the
bolt can be made of case-hardened steel.

Viewing peepholes should have a wide-angle lens
that makes anyone standing outside the door clearly
visible to the tenant inside. Cost: $5 to $10.
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APARTMENT SECURITY conrinued

And the doors must fit tightly into their jambs and
should have no glass lights or thin wood panels.

On rear doors. Such doors usually have glass lights,
which a burglar can break to reach inside and turn
the bolt open. Solution: double-keyed locks without a
thumb knob. Cost: $2.50 to $5 extra.

On sliding glass doors. Most glass sliders have simple
hook locks that are easy to force. But a “Charlie bar”
mounted on the jamb drops down as a barrier that
makes the door impossible to open. Obviously, if the
glass is broken, the bar can be removed, but most in-
truders try to avoid the noise of breaking glass. Cost:
less than $10.

On windows. Double-hung, sliding or casement
windows are not difficult to jimmy open. But there
are key-operated window locks that throw a bolt into
the window frame so that an intruder can only get in
by breaking the sash or frame. Cost: $2 to $3 per
window.

On announcing systems. The conventional speaking-
tube /door-latch buzzer is not very effective because
tenants tend to open the door without identifying the
caller. Now, closed-circuit television cameras in the
outer vestibule can throw a visitor's picture on a view-
ing screen in the apartment called (and no other). If
the visitor is unwelcome, the tenant need not answer;
if the tenant is doubtful about the visitor’s identity,
he need not open the door.

You can MANAGE your apartments for security

Management boils down to a basic question: How
much manpower can the apartment owner afford—and
how should he deploy it?

Luxury apartments with single entrances have al-
ways had doormen, but many apartment owners now
add a second man in the inner lobby. Called a con-
cierge, he acts as a second check on visitors, announces
their arrival to tenants (everyone must be announced),
takes over the door when the doorman is away from
his post and performs small services in addition to his
security duties.

On the other hand, Jerome Rappaport, owner of
Boston’s Charles River Park, has moved doormen
away from fixed stations in the lobbies of his four high-
rise buildings to a pair of central guardhouses. From
these posts, the men not only scan the four lobbies on
Tv cameras and operate remotely controlled door
locks but also watch the grounds and roadways.

Rappaport’s method has been supplemented by a
$10,000 radio system that lets a centrally located
guard instantly report emergencies to roving guards
equipped with receivers.

Still another idea comes from New York’s Fred
Rose: He suggests using trained dogs in suburban
projects where, he notes, the problem is not so much
burglary as vandalism stemming from youthful bois-
terousness.

“Youths are not intimidated by a guard,” says Rose,
“because they know he won't shoot or club them. But
they fear and respect a dog.”

A dog sees and senses what a guard might miss,
Rose adds. And a team of one dog and one guard can

In a typical 100-unit building, a Tv announcing
system costs $150 to $200 per apartment, including a
year’s service. For 10% more, a second camera can
be mounted at a second entrance, permitting tenants
to see and hear calls from either location by merely
pressing a button.

On surveillance systems. It may be uneconomical
to station a guard in areas that need watching—Ilaun-
dry rooms, for example, Here again, an answer is
closed-circuit Tv. Cameras mounted in critical areas
give continuous pictures of each area to a doorman,
guard or super at his regular post. Each camera and
monitor set should cost from $1,200 to $1,500. Sup-
plemented by intercoms, TV surveillance is even more
effective because guards can communicate with threat-
ened areas.

On alarm systems. In attended buildings, apartments
can be electronically guarded when tenants are out.
If an apartment door is opened while it is “on se-
curity,” a buzzer sounds and a light flashes on a con-
trol console in the lobby. Cost in a typical high-rise
building: $50 per apartment. For about the same price,
a similar system can be installed in garden apartments.
The tenant turns on the system before leaving his
apartment; then if front, rear or master-bedroom doors
are opened, an alarm sounds at a central location such
as a super’s office or gatehouse. Upon his return, the
tenant switches it off.

often be as effective as a two- or three-man team.

No matter how an apartment owner uses his secu-
rity personnel, only trusted employees should have ac-
cess to master keys.

In multi-building projects, experts recommend a
master key for each building. This means more keys,
but it keeps the loss of one key from compromising
the entire project. And if a project is large *enough—
upwards of 1,000 units, the owner can buy a special
series of locks, keyed for him alone, at no extra cost.

Every time an apartment is vacated, its lock should
be changed. To simplify changes, install locks with
interchangeable cylinder cores—the old core is re-
moved with a twist of the master key, and a new one
is inserted.

“Do this immediately after the new tenant moves
in,” advises Dallas Smith of Schlage Lock. “Do it
while he watches so he knows that the previous tenant
has no keys to the new lock. It only takes a few extra
cylinders per building to permit this switching, and
they only cost a few dollars each.”

The biggest single security loophole in most projects
is caused by commercial deliveries to individual apart-
ments.

At 1,500-unit Charles River Park, for instance,
hundreds of delivery people were tying up service and
passenger elevators. Owner Rappaport solved the prob-
lem by giving one merchant—a laundry and dry-
cleaning service—a rent-free basement location. In ex-
change, the merchant picks up and delivers for all
services and stores used by the tenants except an on-
site supermarket.

Any objections by tenants and merchants? Yes—but
Rappaport decided his tenants’ security outweighed the
merchants’ privileges.

HOUSE & HOME




TV  surveillance system—a camera
mounted in a fixed position transmits via
coaxial cable to a monitoring set—needs 2
guard or doorman to watch the screen (or
screens). Suggested for hard-to-watch loca-

3l

'l —

On-guard system is controlled by the door-
man, who activates a door switch in the apart-
ment door when the occupants £0 out. As long
as the apartment remains on the system, any-
one entering or leaving—by key or otherwise
—will sound a constant alarm at the control
panel (closeup, right). A red light identifies
the apartment entered. Auth, Long Island City,
N.Y. Circle 261 on Reader Service card

by

JUNE 1968

tions such as laundry rooms, rear entrances and
elevators. Alarm sounds if camera is tampered
with in any way. Ter Communications, Long
Island City, N.Y. Circle 260 on Reader Service
card

Joe Ruskin

TV announcing system enables tenants to
see, as well as talk to, persons at the front
and/or rear entrances. When buzzed, tenant
lifts the handset on his apartment receiver and
can immediately see visitor’s image on his
screen. No warmup time is required for trans-
mission. Optional feature: Receivers may be
wired to come on automatically when apart-
ment is buzzed. Loeffler, New York City. Circle
262 on Reader Service card

continued
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APARTMENT SECURITY continued

TV announcing system uses a hidden camera to pick up visitors
approaching the apartment directory. When they signal, their image ap-
pears on apartment monitor. New systems have telephone handsets. TeT,
Long Island City, N.Y. Circle 263 on Reader Service card

TV system—a closed-circuit Tv camera and a 9” Tv receiver with
intercom and telephone-type receiver—was introduced in Japan this
spring. When visitor pushes intercom buzzer, image appears on TV screen.
Matsushita, Kadoma, Osaka, Japan. Circle 265 on Reader Service card

-

LOULOGOD

Entry system for buildings with no doorman incorporates a foyer
directory with intercom speaker (above) and an apartment station
(not shown) with button to unlock foyer door. Apartment station plugs
in. Emerson, St. Louis. Circle 267 on Reader Service card
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Lobby-to-apartment telephone permits a tenant to use his regular
telephone to talk with wvisitors in the lobby. It signals visitor's calls
even when phone is in use, lets tenant hold outside call to unlock door.
New York Telephone. Circle 264 on Reader Service card

- =
Surface-mounted radio-intercom available in two models incor-
porates a burglar- and fire-alarm accessory whose alarm signals come

right through the intercom speakers. Thomas, Louisville. Circle 266 on
Reader Service card

Handset-type entry phones link each apartment with the lobby.
They come in sizes for as few as 21 apartments (above, left), go right
on up to the touch-dialing phone shown at right for more than 1,000.
Auth, Long Island City, N.Y. Circle 268 on Reader Service card

continued on p. 100
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Can faucets turn people on?

This one does. It's a Moen. It's single-handled. Moenique™ (right) is Moen’s

It also works more smoothly, more quietly than any  unique newway to put every-
single-handle faucet we've ever tested. People react to  thing around the tub in one
that kind of quality. convenient place. Ask your

They recognize the Moen name, too. Moen ads are  plumbing contractor about
being seen in four leading kitchen and building idea  the Moen and Chateau lines
magazines. of kitchen/lavatory faucets,

We don’t claim Moen faucets will sell your houses. shower valves and Moenique.
Let’s just say: when a woman sees a Moen, she wants Or write us for information.
to get her hand on one.

MOEN the faucet that
™ turns people on.

Moen, Elyria, Ohio 44035, a division of Standard Screw Co., 2

JUNE 1968 Circle 70 on Reader Service card




Auxiliary deadbolt is designed
to harmonize with any style of
door hardware, and any finish
offered on the manufacturer’s
other locksets can be duplicated.
Bolt extends 38" into door jamb.
Keying on one or two sides is
available. Weslock, Los Angeles.
Circle 269 on Reader Service card

Deadlocking latch has a small
bar alongside the latch bolt that
pushes into the lock mechanism
when door is closed, prevents the
latch bolt from being forced back.
An inexpensive improvement on
the common spring latch. Weiser,
South Gate, Calif.

Circle 270 on Reader Service card

APARTMENT SECURITY continued

Removable-core cylinder permits instant changing of any lock. A
simple twist of a master key removes the core without interfering with
the locking mechanism. Extra cores allow shifting of locks when tenants
move out. Yale & Towne, Rye, N.Y. Circle 272 on Reader Service card

Deadlock adapter plate is de-
signed to position both the cyl-
inder deadbolt and any model of
the manufacturer's locksets, and
to act as a decorative frame. Dead-
lock is keyed on outside, has a
thumbpiece on the inside. Kwik-
set, Anaheim, Calif.

Circle 271 on Reader Service card

1 EEEEE

Builder Key operates lock-
set during construction.

2 HEE_ 0

Once home owner uses his
personal ProtectoKey . . .

4 tiny steel balls change
pin-tumbler combination

: HEE B
g

Builder key is permanently
and automatically locked out
* T.M. Pat. Pend.

Master keying system allows subcontractors access during con-
struction, but after homeowner or tenant uses his key, all former keys
are useless. Customer's keys are delivered in a sealed envelope when he
moves in. Kwikset, Anaheim, Calif. Circle 274 on Reader Service card

100

Window-sash lock will not operate unless key is in lock. Removing
key locks the window, which cannot be opened even if an intruder
breaks the glass. Unit has chrome finish and a contemporary design.
Loxem, Midland Park, N.J. Circle 273 on Reader Service card

lock com-
bines a 1” deadbolt with a 14"
deadlatch, both released instantly

Double-security

from inside by turning either
thumb turn or door knob. Dead-
bolt has case-hardened steel insert
that resists hacksawing. Schlage,
San Francisco.

Circle 275 on Reader Service card

New-principle key cannot be
duplicated on ordinary keycutting
machines, but must be ordered
directly from manufacturer by
authorized personnel. Highly pick-
resistant. Available on all locksets
and exit devices. Sargent, New
Haven, Conn.

Circle 276 on Reader Service card

continued on p. 102
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You
can't
afford it!

MW You can’t afford it if you do a lot of
nailing. If increasing labor costs are cutting your profit
margin.

STALLION

Drives 16d nails with one
blow. Powerful, fast nailing
of box, sinker, common
and screw-type nails—
4,000-5,000 an hour,
including reloading time.
Cartridge loading. Tool
weighs only 11 pounds.
Nails conform ro Federal
For example, if your total labor cost is $5.50 an Specification FF-N-105a,
hour, you can to $57.27 in lab hundred bl Soringep 3.

, ¥y save up to .27 1n labor per hundre April 7, 1964,

pounds of 16d nails using the Paslode Stallion.
FREE COST CALCULATOR ! Shows your nail-

Paslode puts profit back into your nailing operation
with two fine pneumatic nailing tools—the Gun-Nailer®
and the new Stallion. Both are lightweight, easy to load
and operate, and eliminate nail waste. And both reduce
labor costs considerably.

ing costs and potential savings. Write for your free The GUN-NAILER®

Calculator. We'll include details on the Stallion and ;

G- Nsiler Drives all types of 6d and
un-INailer, 8d nails. Up to 7,000 an

hour, including reloading

time. Sturdy strip loading,
Weighs under 8 pounds.
Proved dependable. It’s

been the leading power
COMPANY, DIVISION OF SIGNODE pi Ry i

8080 McCormick Blvd., Dept. HH, Skokie, lll. 60076
In Canada: Paslode Canada Reg'd, Scarborough, Ont.
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Sliding-door deadlock (/efr)
fits within narrow stiles of metal
or wood sliders, is used with any
type surface pulls. Accessory cyl-
inder pull (right) accepts the
same key as other doors in the
apartment. Adams Rite, Glendale,
Calif,

Circle 230 on Reader Service card

APARTMENT SECURITY continued

Latching lock of manufactur-
er's sliding glass door is purposely
located on the inside of the door
—putting it in the position most
difficult to reach from the outside.
Photo shows retractable locking
pawls. Ador-Hilite, Fullerton,
Calif.

Circle 285 on Reader Service card

Locking Bolt  Locking Pin

Sleeve  Bolt Bushing

Double-locking device for
double-hung and horizontal slid-
ing wood windows prevents sash
from being removed when win-
dow is locked in either a closed

s
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or open position (lefr). Lock is
not visible from outside. Morgan,
Long Grove, TIl.

Announcing system for attended buildings can guard tenants’ apart-
ments electronically when they go out. If apartment door is opened, a
buzzer sounds and a light flashes on the lobby console above. Loeffler,

Circle 284 on Reader Service card

Automatic garage-door opener strictly controls entrance to apart-
ment garage. It keeps door locked when not in use (left), opens quickly
(right) when tenant approaching garage signals with pocket-size trans-
mitter. Overhead Door, Dallas. Circle 232 on Reader Service card

New York City. Circle 231 on Reader Service card

Locking device for sliding glass
doors is called a “Charlie bar.” In
position, it secures the door by
bolting against opposite side of
the frame. When bar is raised out
of the lock position, door can
slide back and forth. Yale &
Towne, Rye, N.Y.

Circle 281 on Reader Service card

outlined

TV camera—shown
above—transmits what it sees to
remote monitor screens watched
by guards. Used above in apart-
ment lobby, the unit is also sug-
gested for hard-to-watch locations
such as rear entrances and eleva-

tors. Honeywell, Minneapolis.
Circle 282 on Reader Service card
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VILLAGER

Solid Vinyl

SIDING

Made from
B. F. Goodrich Geon"” Vinyl

Color all the way through

Our own solid vinyl siding in softly-rich
colors: light gray, light green and white.
Both 8” and double-4” type. Both types
can be insulated on the job.

We believe this is the ultimate in siding for
new homes and for older homes made new
again. This siding won't rot, peel, dent or
warp. It won't support combustion, won't
conduct electricity, won't absorb moisture,
won't rust or corrode. It's highly impact-
resistant and insulates against cold, heat
and noise.

You'll agree when you get samples and
literature. Write or phone Philip Carey

Corporation, Dept. HH-668, Cincinnati, _
Ohio 45215. Phone: 513—821-3000.

The newest quality product for homes by

PHILIP CAREY
 CORPORATION |

And for the best in Mineral Fiber
Siding . . . install our

srastic Sidi

... fine quality . . . attractive colors!

JUNE 1968 Circle 72 on Reader Service card 103
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Install

a modern

low cost

suspended ceiling...

new wood-grain grid,

The new wood-grain grid, and the new beveledge panel

are especially appealing in residential applications. The all-steel
wood-grain grid adds a warmth and richness to rooms. Harmonizes
beautifully with wood paneling. Actually coordinates ceiling with
furniture. The new beveledge panel—available in 2'x 2" and 2'x 4'
sizes—is made of Leighfoam and is one of the lowest priced ceiling
panels you can install. It drops four beveled edges below the
surface of the grid to add depth, dimension and accent to ceilings.
The grid, you should remember, is of the famous Leigh Klip-Lock
design—field-proved in cutting installation time. No splice plates or
connectors needed. Main tees and cross tees simply push-and-lock
together. Slotted main tees space cross tees for you. Ask your
supplier for these two new materials. Or for full information on

the complete line of Leigh suspended ceiling materials—to help you
plan more attractive, low cost, and labor-saving ceilings—write

for our new color Bulletin 519-L.

Circle 11 on Reader Service card

new beveled edge panel from zggog
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Ve,
: g@@@ products help you cut costs all

through the house...then help you sell it!

6" decorator fans

styled for today

Elegant white and gold 7" grille
of these small fans makes them
perfect for wall or ceiling use

in bathrooms, powder rooms,
basement bars, and in mobile
home applications. U.L. approved.
Can't burn out, even if acci-
dentally stalled, Guaranteed for
a full year. See your supplier.

Circle 12 on Reader Service card

Door knockers with

built-in viewers

give homeowners the vital safety
feature of a Leigh thru-the-door,
wide-angle, optical viewer set

in an attractive door knocker.
Protection against unwelcome
callers! Inexpensive. A house-
selling plus! Optional namecard
holders. Small models for
apartment doors.

Circle 15 on Reader Service card

JUNE 1968

You save installation
costs with steel shelves
You don’t saw, cut, fit,
plane, sand or finish. Just
install .. . and save. At right
—Leigh storage shelf is
used for top shelf. Next
shelf beneath is a closet-
shelf and rod combination.
Shorter storage shelves
with offwall brackets are
used for two bottom shelves.
For full information write
for Bulletin 489-L.

Circle 14 on Reader Service card

The magic of mirrors

can work for you. Functionally
and economically—with Leigh
mirrored Full-Vu closet doors.
Install them to make rooms
appear larger, brighter, more
attractive. Bi-fold door shown.
Pivoted wardrobe door also
available. Smooth, silent
operation—quick, easy instal-
lation. Call your supplier.

Circle 13 on Reader Service card

Leigh pre-finished white ventilators

save time and end paint problems. Raw aluminum ventilators
are difficult to paint on the job. What's worse, the paint
often peels off in a short time. Leigh white ventilators have
a baked-on ename| prime coat. No chipping, no peeling. Ideal
with wood siding or aluminum siding. Ask your supplier

for white attic vents, under eaves vents, miniature vents

or Trimvents—all by Leigh.

Circle 16 on/Reader Service card

Leigh wakes worw thaw 160 products for the builling iuduiTy

;mw; LEIGH PRODUCTS.INC.
iy 2568 LEE STREET, COOPERSVILLE, MICHIGAN 49404

East Coast Warehouse: Loigh Corp,, Edison, New Jersey. West Coast Warehouse:
Leigh Industries, Ing., Cily of Commerce (Los Angeles), Calif. Made in Canada
by Leigh Metal Products Ltd., London, Ontario. Western Canada Sales Agency:
E.H, Price Ltd., Winnipeg, Edmonton, New Westminster, Calgary.

Sliding towel racks

Leigh towel racks move easily
on 4 nylon glides. Keep towels
out of the way, yet quickly
accessible. Inexpensive — but
a finishing touch appreciated by
the home buyer. Heavy-gauge
steel. Bright chrome plated.
Side or top mounting—both
styles 20%" long. Remember,
Leigh makes many allied
products you build into kitchens
and interiors: milk and package
receivers, pocket door hardware,
sliding door hardware, clothes
chute doors. All are priced
right and made to save your
installation time. Be sure to
see them at your supplier—or
write for the current Leigh
Catalog 800-L.

Circle 17 on Reader Service card

Circle 18 on Reader Service card
Circle 73 on Reader Service card <= ‘



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
unique 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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TECHNOLOGY

WATEII is udded to spccml polyester resin in pre-
cise quantities ranging from 509 to 80%

EMULSION of water and resin is adaptable to on-
site pouring as well as to assembly lines.

New water-mixed plastic promises to cut costs

PLASTIC TRIMWORK is already used by prcfab-
bers. Above: a Kingsberry Homes molded lintel,

Cost savings may be as much as 50% com-
pared with the cost of conventional poly-
ester resins. And—says the inventor-manu-
facturer, Ashland Chemical Co. of Colum-
bus, Ohio—the new water-resin material
doesn’t look like plastic but more like plas-
ter or cement. Ashland calls it wep (for
water-extended polyesters).

WEP should be ideally suited to molded-
plastic trimwork (lefr), which prefabbers
such as Scholz Homes and Kingsberry
Homes use extensively in packaged houses.
It resists freeze-thaw cracking down to
—30°F., has tensile strength equal to that

A

MOLD can be rcmoved wn mmutes after pouring,
Metal, glass, wood or rubber molds may be used.

of molded trimwork

of wood, permits painting with conven-
tional coatings and can be machined and
nailed. Strength is determined by the
amount of water used in the poured emul-
sion. End-product cost for the strongest
formulation—i.e., 50% water—is $6 to $8
a cu.ft.

Castings of any volume and thickness
can be made with WEP because its water
content keeps heat buildup from exceeding
190°F. WEP is also fast: Parts can be de-
molded in ten minutes after the emulsion
has gelled and strength is largely developed
in less than 60 minutes.

1. SQNDING MACHINE roughens old linoleum
in a narrow strip around perimeter of kitchen.

2. CEMENT is spread only on sanded strips,
which include seam lines as well as perimeter,

3. NEW VINYL is installed in precut sheel .md
then hand-rolled to fill seams with cement.

Quick coverup for old kitchen floors streamlines apartment remodeling

TWO. PART Anu:sw: is blended on the job.
The amount shown covers a 4” strip 35 long.

108

Quick coverup means just that: You ce-
ment new sheet vinyl directly to old resili-
ent flooring instead of peeling it up and
sanding smooth the leftover cement under-
neath. A high-strength adhesive makes the
system possible, but it should be used only
with certain heavy-gauge sheet vinyls. And
the old flooring, needless to say, should be
firmly bonded.

The adhesive is spread in a 4”-wide strip
around the perimeter of the old floor and
wherever seams are to fall. The strip is laid
out beforehand and lightly sanded. After
the new flooring is laid, it is hand-rolled to

create a tight barrier against dirt and water
by forcing adhesive into and through the
seams.

Metropolitan Life Insurance Co. has
been giving the method a dramatic tryout
in replacing 20-year-old kitchen floors in
more than 12,000 of its New York City
apartments. Using 17 installation mechan-
ics, Metropolitan replaces floors at rates of
up to 58 apartments a day. Its reason for
using the coverup adhesive system-—mar-
keted by Armstrong Cork Co.— is not only
to save time but to avoid the mess of sand-
ing concrete floors.

New products start on p. 110
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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.

=

I/
'\\y/

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

help your prospects clean up...

JUNE 1968

Circle 74 on Reader Service Card

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.

Y Frigidaire
s Im.the!'s to
build in

more help

FRIGIDAIRE

GM

MARK OF EXCELLENGE

Model RBE-539N
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NEW PRODUCTS

For more information, circle indicated
number on Reader Service card, p. 117

Kitchens
l Kh

Gas surface unit—36" wide, 22” deep—includes a built-in griddle

that converts to a fifth burner. The unit is shallow enough to permit

room for drawer space underneath. In brushed chrome, coppertone,
avocado. Magic Chef, Evansville, Ind. Circle 206 on Reader Service card

g

Refrigerator-freezer shown
above is a standard model with
the freezer-door finish converted
to a blackboard. The unit's dec-
orator-front feature allows any
14"-thick material to be substi-
tuted for standard door panel.
Whirlpool, Benton Harbor, Mich.
Circle 208 on Reader Service card

110

Pull-out baskets for conven-
ient storage of fruits and vege-
tables are mounted on glide-out
racks in a 15”-wide cabinet. The
white plastic baskets—each 514"
high and 17" long—glide out in-
dividually. Air openings keep food
fresh. Long-Bell, Portland, Ore.
Circle 209 on Reader Service card

This microwave oven can bake
a potato in only four minutes

Instead of cooking with conventional radiant
heat, it uses high-frequency radio waves that
heat only the food itself. Result: a 5-Ib. roast
is done in only 37% minutes. The all-elec-
tronic unit, which plugs into any 115-volt out-
let, cannot cook conventionally. Its manufac-
turer explains that it is designed to supple-
ment—not replace—conventional ranges. The
unit fits under kitchen base cabinets—it takes
up no more space than many portable TV sets
—or can be built in (photo, left). Price tag:
about $500. Amana Radarange, Amana, Iowa.
Circle 280 on Reader Service card

Stainless steel sink incorporates a full-width fluorescent light that
doubles as a night light. The sink’s oversize left compartment accom-
modates bulky broiler and roaster pans. Elkay, Broadview, Ill. Circle

207 on Reader Service card

Electric range with a self-
cleaning oven has built<in ex-

haust system that filters out
fumes, cooking odors and grease.
The underside of the unit's ele-
vated control console houses a
pair of infrared lamps to warm
food. Frigidaire, Dayton, Ohio.
Circle 211 on Reader Service card

Solid vinyl countertopping
in textured and smooth sur-
faces can be cut and bent readily
during installation. The wearing
surface has the advantage of be-
ing repairable—small scratches
can be rubbed out with steel
wool. Goodyear, Akron, Ohio.

Circle 210 on Reader Service card

New products continued on p. 112
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“In conventional
building, excessive
labor and material
costs took a big bite
out of our profits,”
say Ralph and
Marge Smurr.

"Now, with Kingsberry we're saving $1 per square foot and our profits are up 7%!"

Kingsberry's‘‘Wynngate," as built by Ra-Mar Builders, Pickerington, Ohio,

This story by seasoned builders would fit on the ! L %
head of a nail in two words: more profit. Start your profit story today with this coupon.
You can write your own profit story by using e
the advantages that Kingsberry has proved
in over 50,000 houses: Stronger curb appeal.
Faster buildout. Improved winter building.
Tighter cost control. (The Smurrs keep within 5%
of their original projections!) And professional

Mr. Robert H. Welsh, Director-Marketing / Kingsberry Homes / Department
HH-6 /5096 Peachtree Road / Chamblee, Georgia 30005 / (404) 457-4301.
] Please send mare information on the Kingsberry program. ] Please have
your representative call on me.

KINGSBERRY HOMES — _ . '
—— Kingsberry serves leading builders in 29 Midwestern, mid-Atlantic and Southeastern states.

| |
| |
| |
| |

- . s - My interest in Kingsberry Homes is immediate future planning.
Con_sultatlon - & I_(mgsbgrry A e hxghl_y |l | gave_lo%s dev{eloped and_________ lots available for development. %
trame(:! and experlenc?d in tailoring marketing, |  During the past 12 months | have built and sold________ _homes and/or |
financing and promotion programs to the | apartments. |
individual builder. | |
Two big words: more profit. The Smurrs can | Name |
tell you. Write them in Pickerington, Ohio. | e |
Or better still, send in the coupon. 1 :
A 1 Mail Address Phone I
- : I City State Zip Code I
I [

COPYRIGHT © 1968 BOISE CASCADE
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Exteriors

Unique test for seal-down shingles: a man-made hurricane

Byrd & Son developed the test to compare
the wind-resistance of their self-sealing
shingle with that of conventional shingles.
Although shingles need only resist 60 mph
winds for two hours in order to be UL-
listed as wind-resistant, Byrd used a DC-9,
90-passenger jet to create hurricane-force
winds upwards of 100 mph (photo se-
quence, right), Their self-sealing shingle
held through a score of ten-minute tests,
while the conventional shingles tore.

This was the first time self-sealing shin-
gles—which are fused to the roof with heat-
activated adhesive—had been so tested. A
UL spokesman called it a “good” test, al-
though “perhaps not as controlled as what
we run.” And although satisfied with the at-
tention the test received, a Byrd spokesman
suggested recently that cost might pro-
hibit a repeat effort. Byrd & Son, East Wal-
pole. Mass. Circle 283 on Reader Service
card

MR 7
1RSI

i

&

JET AIRLINER is positioned 100’ from specially
built test house alongside airport runway.

KNEELING FIREMEN aim firehoses into plane’s
jet stream to simulate heavy rains. Wind: 100 mph.

raised by winds. Wind-seal shingles remain flat,

Textured metal siding is em-
bossed to look like rough-sawn
wood. The pattern is available in
polyvinyl-chloride and acrylic
finishes on 8”-exposure steel and
aluminum panels, and on 12" ver-
tical board-and-batten steel pan-
els. Mastic, South Bend, Ind.

Circle 245 on Reader Service card

112

Vertical siding of solid alumi-
num textured to simulate rough-
sawn plywood is guaranteed for
20 years against rust, flaking,
chipping or blistering. The 16" x
9'414" panels are protected by an
exclusive finish. Kaiser, Oakland,
Calif.

Circle 246 on Reader Service card

Vented-aluminum shutters can be opened and closed from inside:
Shutters nest at both sides of window (above, left), then slide out and
lock in place (right). Small vents in slats allow air to pass through but
reduce sun penetration by nearly 90%. Weather Control Shutters,
Hollywood, Fla. Circle 247 on Reader Service card

New products continued on p. 114
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STANDARD SIZE

ORNAMENTAL IRON

. . . adds eye-appeal and individuality
to your homes and apartments.

America’s best builders use Colonel Logan Ornamental
lron to add distinction to apartments and homes in every
price range. Standard sizes keep costs low.

FREE 16-page catalog.

Jam-packed with illustrations of all the
wanted designs in columns, rail-

ings and decorator accessor-

ies. All standard-size to

save money over custom

ironwork and insure
fast delivery.

FREE “Decorative
Ideas in Iron” book.
Profusely illustrated,
new book shows
how little touches of
iron create sales-
sparking magic
indoors and out.

Both books FREE! Mail this coupon today!

400 Cabel St. Louisville, Ky. 40206
Please rush me your new “Decorative ldeas in Iron"
book and new catalog.

Name
Address
City State ZIP

Western District: 1426 S. Santa Fe Ave., Los Angeles, Calif. 90021

114 Circle 77 on Reader Service card

Vinyl-asbestos tiles that simulate slate are deeply grouted for tex-
tural interest. Individual tiles are 14" thick, come 12" square in color
choice of either blue-grey or red. Johns-Manville, New York City.
Circle 200 on Reader Service card

Deeply embossed tiles of vinyl asbestos are textured to look like
travertine in four colors, including brown and olive. The pattern is
offered in 12”x12” tiles, ¥&"” thick. Gar-Ruberoid, New York City.
Circle 201 on Reader Service card

Textured indoor-outdoor carpeting of 3-ply, polypropylene-olefin
yarn resists stains and damage from both sun and rain. The dense car-
peting features a tweed design and is offered in lawn green. Bigelow-
Sanford, New York City. Circle 202 on Reader Service card

New products continued on p. 119
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thelr stuffed closets a lot easier
w1th U.S.Plywood folding doors.

Put sliding doors on a closet like
s one. Know what you have
hen you want to get something

ﬁ? About half a closet. Take

ﬂ!ﬂ same closet and put U.S.

Plywood folding doors on it.

Wood or metal. They don’t
at much more than slid-
anyway.
- Now what have you got?
~ Something any prospect inter-

ested in getting in their closets
will thank you for: Closet doors
that open all at once, all the way.
Ready to install, U.S. Plywood
folding doors come paneled, mir-
rored, louvered and in combina-
tions of mirrored /louvered at
your Building Supply Dealer.

U.S. Plywood
A Division ol U5 Plywood-Champion Papersing,

Circle 78 on Reader Service card




Is there anything in the kitchen
Tappan doesn’t make?

We don’t make people eat cold meals.
This new Tappan Gallery range has a
built-in electric warming shelf.
It keeps food hot for slowpokes
and second helpings. Warms plates,
too. (A little feature like this can
sell a whole house.)

We don’t make |
a lady clean the oven.
This Tappan Self-Cleaning oven
removes all spills and spatter automatically
—far better than she could by hand.
No stooping, no scouring. Just set a dial, close the
lateh and forget it. (Installation? Just slide it in.) |

TAPPAN

= y Convenience by the Kitchenful

Tuppan = 250 Wayne Street, Mansfield, Ohio 44502

Tappan Renaissance Il Range has two Tappan Side-by-Side Refrigerator and Tappan Reversa-let Dishwasher gets Tappan Built-in Electric Ovens make

big ovens. Available in gas or electric. Freezer holds a world of food. And dishes far cleaner with 2-way wash- your best kitchens look even more
(We don’t make you disappoint a has quick-change front panels that let ing action. (We don’t make her rinse luxurious. Optional lift-out liners for
single prospect.) her be creative. them off first.) convenient, easy cleaning.

l 116 Circle 79 on Reader Service card HOUSE & HOME
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Kitchens G550 _|

o

bl

Specially designed electric range for use by the blind incor-
porates a Braille control panel with raised dots (directly above) that
adjusts oven and surface elements. No price premium over equivalent
standard model. Admiral, Chicago. Circle 203 on Reader Service card

T A e -
Glass-ceramic work surface that fits flush into kitchen counter-
tops is now offered in an 11”x15" size for apartment kitchens and other
compact cooking areas. Panel can be installed with or without steel
rim. Corning Glass, Corning, N.Y. Circle 204 on Reader Service card

Extra-capacity portable dishwasher is just the right height—
348"—to slide under counter, has a faucet connector (right) that snaps
on and off with one hand. Front hookup permits operation from under
counter. Maytag, Newton, lowa. Circle 205 on Reader Service card

New products continued on p. 120
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SPECIAL OFFER! H

[[] Please send two aspirin for temporary I

reliel of my wall-to-wall headaches. =

1 [0 Send free literature about Bond- 1

] Wood's permanent cure. 1

: Harris Manufacturing Company :

i Dept. HH-68 = Johnson City, Tennessee 37601 1

]

Name :

Company !

. 1

Title ]

i Address :

: City. State Zip :

1 ]

i HARRIS HARDWOOD FLOORING !
] Since 1898

L PARQUET = COLONIAL PLANK +« STRIP * STAIRWORK J

Builders
replace

wall-to-wall
headaches

with Harris BondWood”

Your customers expect flooring to be permanent—
not temporary. When they buy a home with tempo-
rary flooring that gives them wall-to-wall headaches
in just a few short years,you know who will get the
blame. You. And this can hurt. It can hurt your
reputation and your future sales.

Builders across the country are avoiding this
problem. They're rolling out the carpet and install-
ing Harris BondWood. It's permanent. More perma-
nent than the best foundation. Made of thick, solid
hardwood that never has to be replaced —
BondWood is available in a va-
riety of distinctive designs for
adhesive installation over wood
or concrete.

If “temporary” flooring is al-
ready giving you a headache,
we can cure it. Just send the
coupon below.

Circle 80 on Reader Service card 119




NEW PRODUCTS

start on p. 110

A AN L) g
LS ‘l‘n“(

Plan Hold Pivot Filing Systems. ..

organize drawings to save you time. Mounted on pivot
brackets, binders fan for easy location of drawings. No
awkward bending . . . no searching through drawers. File
up to 600 sheets in 12 of wall space. Save equipment
cost, too. For catalog of 31 unique filing systems write
PO. Box 3458, Torrance, California 90510,

CADDY
RACKS

.

W lll “ Id Plastic-finished wall paneling features an avocado-swirl pattern
i designed to harmonize with avocado kitchen and bathroom fixtures. The
" ® a “ n (OR P ORATI 0 n 4’x8’ panels can be sawed, drilled or nailed. Abitibi, Birmingham, Mich.

Circle 81 on Reader Service card Circle 221 on Reader Service card

N b

-patterned wallcov rings that complement each other are
both available in choice of olive on gold, black on white, or green on
| white. The wallcoverings are fully trimmed and vinyl-coated. United

Wallpaper, Chicago. Circle 224 on Reader Service card

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. |

L

e : .
it s

Complete fountain, including 3-ft. bowl, recirculating aqua-
vator and underwater lighting from $199.50. Other size bowls to

LR ‘ ;‘

8-ft. No plumbing needed. Just provide electrical connection Coramic wall mural is hand-textured in modular units—12"x12"x%"
and fill bow| with water. Send for free full-color literature. .. or —in natural clay colors such as taupe grey, terra cotta and tan. Manu-
for full-color 3-D Viewer ($1.00). facturer custom-designs accent walls from more than 100 basic patterns.

: i ics, New York City. Circle 226 on Reader Service card
Division of RAIN JET CORP., Dept. HH-31 Design Technics, New York City. Circle 226 on Reader Service card

k 303 S. Flower St., Burbank, California 91503

120 Circle 82 on Reader Service card HOUSE & HOME




Rugged surfacing consists of
2"-wide hardwood veneers (in
choice of 50 wood species) glued
to a fabric backing. The surfac-
ing, reminiscent of a butcher
block, is pliable. It can be applied
around edges. Laminating Serv-
ices, Louisville,

Circle 223 on Reader Service card

Tapestry-llke wallcovermg

comes with choice of sand-
textured or flocked overlays that
emphasize its design. The pattern
shown is one of 17 new designs
recently introduced, in both vinyl-
coated wallpaper and vinyl. James
Seeman, Garden City Park, N.Y.
Circle 222 on Reader Service card

Sculptured plastlc appliques that simulate hand-carved detailing
are formulated from ﬁbc.rglaw reinforced plastic, in widths from 63"
to 15%". They are offered in six styles. Noble, Los Angeles. Circle
225 on Reader Service card

Embossed wall paneling looks l:ke mugh hewn planks of weathcred
wood. The % "-thick, random-grooved hardboard panels are 4’x8’, can
be applied to studs, furring strips, plaster or wallboard with nails or
adhesive. Armstrong, Lancaster, Pa. Circle 227 on Reader Service card

New products continued on p. 122 |
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It's Beautiful!..
It's LOW COST!..If's...

LURONITE
THE MODERN DECO/ TRIM

Hand Sculptured Moulded Plaques and Moulding

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. -

I 1665 INDUSTRIAL PARK, P.O. BOX 1349, COVINA, CALIF. 91722
Please send me your Free Folder and Sample:

I NAME e

| ADDRESS

| cimy

DISTRIBUTORS INQUIRIES INVITED

Circle 83 on Reader Service card
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|
|
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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.

e ——— R E s

Am-FiW
Inc.

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

Name sl

Company:.

Address_

Circle 84 on Reader Service card
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Lighting M

Ceiling fixture—the same size as a standard 12"x12” ceiling tile—

o | &

is easily inserted in place of a tile (above) during ceiling installation,
eliminates cutting and fitting. It has a woodgrained lens frame. Arm-
strong, Lancaster, Pa. Circle 215 on Reader Service card

Traditional lantern—suggest-
ed for residential use on streets
where homes are predominantly
traditional—is cast aluminum
with acrylic side panels. The
lights have built-in ballasts, use
100- or 175-watt mercury lamps.
Westinghouse, Cleveland.

Circle 218 on Reader Service card

— J

ek
e’

Contemporary luminaires for
outdoor lighting include integral
ballasts, permit the use of direct
burial or anchor-base poles. The
globe-style luminaires can use any
size mercury lamp: 75, 100, 175
or 250 watts. Sylvania, New York
City.

Circle 219 on Reader Service card
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Pendant fixture is easy-to-clean bonded polyethylene, claimed to
be unbreakable. The globe fixture accommodates a single 100-watt
lamp and is offered in choice of white, coral or turquoise. Emerson
Electric, St. Louis. Circle 216 on Reader Service card

Sculptured ceiling light consists of 12 clear-acrylic tubes of dif-
ferent lengths—the longest about 12”"—set into a black-acrylic sheet.
The complete fixture is about 5” thick, is lit by fluorescent lamps. Trim-
ble House, Atlanta, Ga. Circle 217 on Reader Service card

<l

French-styled pendant features an elongated oval shape in white
shirred glass and has an ornate metal top and chain. The fixture is 16"
high, 7” in diameter, and can be hung up to 36" from the ceiling.
Thomas, Louisville. Circle 220 on Reader Service card

e

o

New products continued on p. 124
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Specify

the best
ventilating*
plastic domed
skylight.

Ventarama

“Opened manually
or electrically.

Ventarama Skylight Corp.
174 Main St.

Port Washington, N.Y.

Tel: (516) 767-0085

Circle 85 on Reader Service card

Move them up to the elegance of

“Thai-Teak” Floors

WITHOUT MOVING THEM OUT OF THEIR PRICE RANGE!

Thai-Teak (Botanical name,
Tectona Grandis; imported
from Thailand) is lustrous and
luxurious . . . easy to maintain
with just an occasional waxing

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

See our insert in Sweet's Light Construc-
|

tion Catalog. For complete ils, attach

coupon below to your firm's letterbead.

SHOWN: Basketweave Pat- ov OF EXCE(,

tern in oMfices of Kenyon & ) -

Eckhardt Adv. Agency in- = » ‘=

stalled by Space Design Grp :-_, - :
=

T e e T
BANGKOK INDUSTRIES, INC.
1545 W, Passyunk Ave., Phila., Pa. 191485

Please send details on Thai-Teak Custom Flooring
[] Please have your representative call on me

NAME =

ADDRESS

Circle 86 on Reader Service card 123




( Stacor packs more )
muscle into
less space

Stacor builds maximum output into the least
amount of drafting table space. We do it with
excellent design, quality materials, solid con-
struction, and attractive appearance.

It will pay you to know more about our fine
products. Write for our 32-page Drafting Fur-
niture Catalog today.

Stacor specializes in engineering and ; IACOI =
drafting furniture. We make more

kinds than anyone else intheworld. C O R P O R A T | O N
Dept. HH68 285 Emmet Street, Newark, New Jersey 07114

<

Circle 87 on Reader Service card

Survey reveals 98% of
women asked want o
hand shower
in their
hath!

Out of a 1000 middle class
families surveyed...
989%, want a hand
shower. Now, feature
an Alsons Hand
Shower in your
production homes
for as little as

$12 per unit. Mail
coupon for free
details and catalog.

J Somerset, Michigan 49281

F-------

alson

PRODUCTS CORPORATIO

614 E. Edna Place, Covina, Calif. 91722

|
1
|
I Pplease rush me free details and catalog on your Alsons Hand
I Showers.
|
Name
1
1
|

Address
Firm Title

h-----_--------------------J

124 Circle 88 on Reader Service card
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Lighting

Large fluorescent fi xture—originally deslgnect for cnmmcrcul use
—is now available for homes. It comes in two- and four-lamp sizes,
gives excellent but diffused light through an acrylic or styrene lens.

Smithcraft, Chelsea, Mass. Circle

L
iy

Scrolled wall bracket, a
Mediterranean-style fixture in
black wrought iron, has textured
amber-glass panels. The fixture
uses one 40-watt flame lamp; it
is 17%4” long, 12” wide, and pro-
jects 124", Emerson Electric, St.
Louis.

Circle 244 on Reader Service card

243 on Reader Service card

lantern with

wall
three candelabra lamps can be
used both indoors and out. The
fixture is offered in a choice of
weathered brass or copper with

Unusual

clear glass. Dimensions: 914"
wide, 34%" high. Artolier, Gar-
field, N.J.

Circle 242 on Reader Service card
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JU0-fAST
COST-CUTTERS
FOR BUILDERS

SNy

Round-head Nailer—Drives 6d common to 16d
sinkers, Plain, ring-shank or screw-shank. 5 times
faster than hand nailing. Built-in safety. Portable
and powerful. For any job that calls for round-
head nails.

Staple Nailer—Drives heavy, coated Duo-Fast
Staples up to 2" long. Portable, air-operated. For
wall sheathing plywood subfloor, soffits, bridging.

Finish Nailer—Drives brads and finish nails %"
to 2" long. Countersinks automatically to elim-
inate costly nail setting. For trimwork, moldings,
cabinets, face nailing.

Hammer Tacker—Drives %4" to %¢" staples as fast
as you can swing it. One hand always free. For
insulation, building paper, moisture barriers.

Write today for the Duo-Fast FT-26 Builders
Brochure. Your Duo-Fast man will be pleased
to demonstrate these tools.

7227 DUO-FAST FASTENER CORP., Dept. HH,
3702 River Road, Franklin Park, lllinois 60131

JUD-FAST ..x...

Everything you need for tacking, stapling and nailing.

126 Circle 89 on Reader Service card

NEW LITERATURE

For copies of free literature, circle the indicated
number on the Reader Service card, p. 117

ELECTRIC TooLs. Electric drills, power saws,
sanders, bench grinders and impact wrenches are
displayed and discussed in a 16-page catalog that
also includes accessories. Thor Power Tool Com-
pany, Aurora, Ill. Circle 305 on Reader Service
card

ALUMINUM EXTRUSIONS, Guide explains what
an extrusion is, how it's made, why and where it
can be used. Booklet also includes useful tech-
nical data on commonly used extrusion alloys, 30
pages. The Aluminum Assn., New York City.
Circle 306 on Reader Service card

FLOOR TILE. More than 100 floor tiles from
four separate lines are displayed in an eight-page
catalog in full color. Catalog also includes eight
room interiors. Johns-Manville, New York City.
Circle 307 on Reader Service card

MODEL BATHROOMS. How to sell a bath is the
subject of an eight-page booklet prepared for
homebuilders. Includes a section on manufac-
turer’s color-coordination service, American Olean,
Lansdale, Pa. Circle 308 on Reader Service card

SECURITY SYSTEMS. An eight-page brochure in
color describes and illustrates several products
for apartments, including intercom systems, mail
boxes, door chimes, viewers, emergency alarm and
security systems. Auth Electric, Long Island City,
N.Y. Circle 300 on Reader Service card

OUTDOOR METER REGISTERS. Remote registers
for water meters eliminate access problems and
inconvenience for the homeowner. Typical appli-
cations are illustrated in a four-color brochure
that details equipment features and advantages.
Six pages. Badger Meter Mfg., Milwaukee, Circle
301 on Reader Service card

APARTMENT INTERCOM SYSTEMS. Lobby
push-button and directory panels, plus intercom
components including single- and double-channel
handsets that enable tenant to talk with person
seeking admittance, are included in a four-page
brochure. Perry-Briggs, Cleveland. Circle 302 on
Reader Service card

ARCHITECTURAL LIGHTING FIXTURES. Twenty-
four-page catalog presents a wide range of cast-
aluminum fixtures, including three nmew lighting
lines—outdoor mercury-vapor luminaires, weather-
tight fluorescent fixtures and incandescent wall
brackets. Also included: recessed and semi-re-
cessed luminaires, post lights, wall brackets and
landscape units. mcPhilben Lighting, Melville,
N.Y. Circle 309 on Reader Service card

RANGE HOODS, VENTILATING FANS. Island
hoods with twin centrifugal blowers are the new-
est models in a 20-page catalog., With a full line
of range hoods, as well as bathroom and kitchen
ventilating fans, Miami-Carey, Cincinnati. Circle
310 on Reader Service card

OUTDOOR LUMINAIRE. Aluminum luminaire
for patios, gardens, lawns, pools and driveways
gets the spotlight in an information sheet with
photos of suggested applications. Data includes
dimensions, mounting arrangements and avail-
able accessories. Westinghouse, Pittsburgh. Circle
311 on Reader Service card

FANS AND HEATERS. Ventilating fans and bath-
room heaters are displayed in a full-line catalog
with a completely new line of 8” and 107 fans.

Wall and ceiling models promise more air, lower
noise levels, rugged mounting bars. Catalog in-
cludes accessory units. Broan, Hartford, Wis.
Circle 312 on Reader Service card

CERAMIC TILE. Full-color 32-page booklet pre-
sents a wide range of decorating ideas, color
schemes and designs for the bath. Ceramic-tile
treatments of small powder rooms, second baths
and family bath are shown in full-color photo-
graphs—with alternate color schemes for tiles,
accessories, fixtures, and wallcovering. U.S, Ce-
ramic Tile, Canton, Ohio, Circle 313 on Reader
Service card

H&H editorial index

House & Howme's 1967 editorial
index, an eight-page reference guide,
is now available.

It includes a cross-reference list-
ing of all subjects covered last year
by H&H—115 in all, from acoustics
to zoning—plus a combined, chrono-
logical table of contents of major ar-
ticles.

If you'd like a copy of the index
(there's no charge), write to: Reader
Service Dept., House & HoME, 330
West 42 Street, New York, N.Y.,
10036.

VINYL MURALS. Sixteen murals and one ceiling
design—all on cloth-backed vinyl that can be
wiped down and easily removed—are displayed
in a 24-page brochure with information on colors,
widths and total wall covered. James Seeman
Studios, Garden City Park, N.Y. Circle 314 on
Reader Service card

PLYWOOD SIDINGS. Full-color installation
photos highlight a comprehensive 24-page guide
that examines manufacturer’s four siding lines,
cites advantages of each. Discussed: features,
technical data, application instructions, framing
and nailing schedule, Detailed application and
construction diagrams are included. With specs.
US. Plywood, New York City. Circle 316 on
Reader Service card

WHITEPRINTER AND DEVELOPER. Dry white-
printer that can be wall-mounted or set on a
table makes prints up to 427 wide, It handles
sepias—without turning them over—black line
and foils. A specification brochure includes in-
structions. Rotolite, Stirling, N.J. Circle 317 on
Reader Service card

PRESSURE-TREATED LUMBER PILING. The ad-
vantages of using pressure-treated timber are cited
in a 12-page illustrated booklet. J. H. Baxter &
Co., San Mateo, Calif. Circle 318 on Reader
Service card

OIL-FIRED BOILER PACKAGE. Photographs,
special features and a list of equipment—burner,
circulator, heater, thermostat and wiring, etc.—
plus options are contained in a four-page bro-
chure. Crane, Chicago. Circle 320 on Reader
Service card

SHOWER ENCLOSURES. Line of high-style tub-
shower enclosures is displayed in full color and
described in an eight-page brochure with infor-
mation on sizes and styles. Showerfold, Chicago.
Circle 322 on Reader Service card
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VINYWOooD

VINYL PROTECTED
HARDWOOD

Add that extra sales appeal with
a hardwood floor in family rooms,
kitchens or baths.

A heavy vinyl sheeting protects
the fine veneer permanently. It
installs just like vinyl flooring over
concrete, plywood, or wood, on
grade or above grade.

Choose from walnut, cherry, or
oak, in random planks or 3 classic
patterns. All this at a price com-
parable to good resilient flooring.
Write for complete literature. And
look for us in the Yellow Pages.

SEE US IN SWEET'S 9

FLOORING

Wood~Mosaic
CORPORATION

5000 Crittenden Drive
Louisville, Kentucky 40221

Circle 90 on Reader Service card

NEW LITERATURE

DECORATIVE PANELING. Full-line of plastic-
finished panels—including a new avocado floren-
tine pattern—is illustrated in full color in a
four-page brochure. The hardboard panels are
suggested for kitchens, bathrooms, shower stalls
and utility areas. Abitibi, Birmingham, Mich.
Circle 353 on Reader Service card

CENTRAL-SYSTEM HUMIDIFIERS. Standard for
rating capacity and performance provides that
unit may be mounted on or in a return air duct,
return air plenum, heating or cooling unit, supply
air duct or supply air plenum, Included are test-
ing requirements and specs. For a copy send
$3.50 to: Air-Conditioning and Refrigeration In-
stitute, 1815 North Fort Myer Drive, Arlington,
Va, 22209.

STAINLESS-STEEL ROOFING. Twenty-eight-
page manual cites the advantages of stainless
steel as a roofing material and suggests types and
finishes, plus minimum gages for typical applica-
tions. Also detailed are suggested practices for
flashing, copings, fascias, gravel stops, and drain-
age. Detail drawings are included. Committee of
Stainless Steel Producers, American Iron and
Steel Institute. Circle 355 on Reader Service card

TRACTOR ATTACHMENTS. Twenty-page catalog
lists 77 attachments that can increase the versa-
tility of D4 through D6 tractors. Included: bull-
dozer designs, parallelogram rippers, and scrapers.
Also: several types of guards that help extend
tractor life. For a copy, contact a local Cater-
pillar dealer.

HEAVY EQUIPMENT. Full-line catalog of equip-
ment, including industrial tractors, tractor-loader
combinations and backhoes, contains power and
capacity specifications, dimensions, and structural
and hydraulic data, as well as information on
accessories. 68 pages, Ford Tractor Division,
Birmingham, Mich. Circle 350 on Reader Service
card

INDUSTRIAL EQUIPMENT. Buyers guide contains
illustrations and specifications on manufacturer’s
full line of industrial tractors on wheels and
tracks. Included: integral loader tractors, four-
wheel-drive loaders and backhoe loaders, fork
lifts, and scrapers. Guide also contains informa-
tion on equipment financing and a list of district
sales offices. International Harvester, Chicago.
Circle 351 on Reader Service card

FLOORS: SELECTION AND MAINTENANCE.
Practical information for builders and architects
involved in the selection of flooring for residen-
tial and commercial construction is the subject of
a 326-page manual. Covered: the major cate-
gories of floors and floor coverings—resilient,
carpet, masonry, wood and formed-in-place.
Twenty tables and more than 100 illustrations
help the reader. For a copy send $12.50 to: Pub-
lishing Dept.,, American Library Assn., 50 East
Huron St., Chicago, Ill, 60611,

MASONRY CLEANING. Guide offers recom-
mendations for cleaning white, grey, buff or
chocolate-colored brick, nonmetallic glazed tile,
natural stone, red brick and concrete block. It
also cites proper procedures for applying, testing
and rinsing masonry walls. Process Solvent Co.,
Kansas City, Kan. Circle 352 on Reader Service
card

TRUCK RENTAL. Guide contains hourly, daily,
weekly and monthly rates for trucks, trailers and
truck equipment—sections cover pickups, panels,
flat beds, tilt trailers, dollies and special equip-
ment. For a copy send $10 to: Industrial Re-
search Div., Midwest Publishing Co., 740 North
St., Chicago, 111, 60611,

(ADVERTISEMENT)

“What apartment
dwellers say about
PRIVACY”

Every builder of apartments and every
apartment owner should have this new
report.

So should you, even if you are only
thinking about building or financing
an apartment building.

We hired an independent research
firm to find out what apartment resi-
dents really think about privacy— about
clatter from the room next door—about
irritating mnoises from the apartment
above or below.

We found out plenty.

There are many, many poorly con-
structed apartments, even those adver-
tised as “luxury” and those with high
rents.

One man wrote, “This apartment is
supposed to be soundproofed. This is a
bunch of bologna. I'm planning on
moving.”

Another said, “Our main complaint
is the apartment above. It sometimes
sounds like they are runmning a Judo
school.”

Another: “Your noise survey seems to
hit the one complaint we have. If it were
not for this, we would be most satisfied.”

We would like to send you a summary
of this survey. Your eyes will be opened
when you read the rest of this report. It
clearly demonstrates that a new type of
apartment dweller is coming into the
market; a more sophisticated person who
will no longer accept noisy apartment
buildings.

It is now becoming clear that apart-
ments of the future will have to pro-
vide a high degree of soundproofing and
genuine privacy for the tenant.

For your copy of this report, just write
for “What Apartment Dwellers Say
About Privacy,” The Flexicore Co., Inc.,
P. O. Box 825, Dayton, Ohio 45401.

Robert E. Smith
Vice President and Manager

flexicore )

PRECAST CONCRETE DECKS
Npe”
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Thermopane is for people
who have better things to do than
mess around with storm windows.

With Thermopane® insulating glass in your windows, there’s nothing
to put up. Or take down. Or mess around with. You even cut your
window washing in half (Thermopane has only two surfaces).

So tell your builder you want Thermopane in all of the windows

of your new house. Choose any style of window you want —

double hung, casement, awning or sliding.

He can get them with Thermopane in them.

All you have to do then is relax.

If you'd like a copy of our colorful Thermopane booklet of
architectural styles and window treatments, send 10¢ to:
Libbey-Owens-Ford Glass Company

erass) Toledo, Ohio 43624

WARNING: There are many imitations of Thermopane
insulating glass. For your own protection insist on the real thing.
Only Libbey-Owens-Ford makes Thermopane.

@TheNameoftheGame is Living.

128 HOUSE & HOME




This advertisement
appears in Life Magazine.

Home buyers are getting the message.
Shouldn’t you?

We’re not only telling home buyers about Thermopane® insulating glass.
We're telling them to beware of imitations. So give them the real thing.
Why mess around?

Thermopane with the GlasSeal® edge is two panes of glass hermetically
sealed at the edges . . . a glass-to-glass seal. Dirt can’t get in and the
dry, clean, insulating air won’t leak out.

Thermopane is so reliable, we ofter a 20-year warranty with
each unit that reads like this:
“For 20 years from date of manufacture, we guarantee to deliver
without charge, to the shipping point nearest the installation, a
replacement for any unit which develops material obstructions
of vision between the interior glass surfaces. This guarantee
does not apply to Thermopane units used in ships, vehicles
or commercial refrigeration ; to broken units; to units which
have not been handled, installed or used in accordance
with our instructions; to units used outside the continental
United States; or to replacement units beyond the
period covering the original unit. We make no
other guarantee or warranty, express or implied, J//°
respecting this unit.” ()]

4 .-' =
=

1
Libbey-Owens-Ford Glass Company, Toledo, Ohio 43624.
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Color it sold.

It doesn’t cost extra money to color your
kitchen floors exciting.

You can have lively green for the price

of lifeless gray. Blue doesn’t cost one red
cent more than beige. “In” yellow costs the
same as off-white.

Bold, head-turning color like this is standard
through the entire Armstrong line for ‘68.
From budget-priced vinyl-asbestos Excelon®
Tile to luxury sheet Vinyl Corlon®.

People are looking for fresh, dramatic touches in
the model homes they see. They're tired of the
drab floors in their present place and are eager for
a change. A floor with a little flair is just the

thing to give you a foothold.

Let us help you use the selling power of color. As
a starter, send for our Builder’s
Color Scheme Kit. Write
Armstrong Builder Design
Service, 506 Sixth St.,
Lancaster, Pa. 17604.

/Armstrong

This is Armstrong Excelon Tile

in a new pattern called Rocosa ™.
Also available in shimmering blue
and toasty brown.
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