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the
all new
Kemper

VILLAGER

new in concept to meet the changing needs of
today’s housing market. Kemper engineering has
developed the Villager with more useable storage vol-
ume and wider door openings. In addition, a new
competitive pricing plan makes it the logical cabinet
for the majority of today’s kitchens.

new in materials and manufacturing techniques.
The Villager cabinet utilizes an extremely tough, long
wearing, low maintenance material. Special design and
assembly innovations enable Kemper to build this

all new cabinet with fewer parts. The result is a unique

“Pronto’’ delivery service for you.

new in style to satisfy a wider range of building
applications. Garden apartments, high rise, modular
and tract housing are all perfect for a Villager instal-
lation. See your Kemper Distributor for a first hand
look at 1971's only

really new kitchen. A
full color catalog mPeP"
sheet is yours for the
asking. Please write. A Division of The Tappan Company

Richmond, Indiana 47374
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1. Linen cabinets full 21"
deep, 18" wide. Adjust-
able shelves and glide-
out drawers. Interiors
finished to match outside.
2, Wall cabinets are mod-
ular, same depth as
standard medicine cabi-
nets. Quiet, magnetic
catches on doors.

3. Base cabinet drawer-
type shelves glide out
smoothly; offer ‘deep’
storage.

Functional accessory cabinets fill every bathroom need!

4. Clothes Hamper in
vanity base tilts out, is a
unique convenience. Top-
stop holds it securely
open. Side vents prevent
mildew.

5. Gold-finish panel
edges are triple-sealed
against chipping. No flak-
ing: no nicking. Hard-
ware is tarnish-proof.
Acrylic clear-plastic fin-
ish won't dull or ‘yellow'.

Subtle ‘Alpine,’ right, fea-
tures chaste antique white
panels, framed in borders of
neutral off-white. Flattering
background for Contempo-
rary or Traditional decor.

See all these spacious, decora-
tive NuTone Vanitories now, at your

NuTone Distributor. For his name,

Dial 800-243-6000.
Call FREE, any time, any day.
(In Conn., call collect: 1-800-942-
0655.)

Luxurious . . . elegant. These are
words that best describe NuTone
Vanitories.

‘Montreal’ (above) is crafted with
sculptured, gilded panels, delicately
curved handles. Yet, like all NuTone
Vanitories, it's tough and durable;
will keep its lustrous finish for years.

‘Liege,” at left, offers storage
space for every bath need. Choose
vanitories, wall cabinets — even tall
storage cabinets for the bulkiest
towels, the finest linens. Bathroom
‘weather’' won't hurt the tough acrylic
protection that guards every NuTone
cabinet.

e

NuTone (o)

Madison and Red Bank Roads
Cincinnati, Ohio 45227

Printed in U. 8. A.
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MirforS and Accessories
Elegantly sculptured frames surround genuine plate glass mirrors that reflect

sharply, clearly. Mirrors that are guaranteed five full years against silver spoil-
age. Accessories? Choose from triple plated chrome towel bars, soap trays,

%at]l{éoﬂl Gabjflets tissue holders—in every price range.

Add real elegance to your baths with one of
these magnificent new styles of recessed or
surface-mounted cabinets. Our newest in-
novation: Side-lighted Cabinets with fix-
tures already attached for cost-saving
installation. And many cabinets are revers-
ible on the job. But the best sales advantage
is simply the beauty of these cabinets. See
them all soon.

°Exhaust “Fans

Create your own bathroom atmosphere
to keep it fresh and clean, get rid of
harmful moisture. NuTone offers wall
and ceiling fans for every bath. Some
don’t even look like fans; they can be
painted or papered! And, for the guiet-
est ventilation, look at our line of exte-
rior-mounted wall and roof fans.

SFElectric
SHeaters

The bath should be toasty
warm when it's time to

Tired of settling for ‘cheap’ when you
need low cost? Then here's good news: our
Lightcraft of California Division has a complete
new line of fixtures called Lightline. Each chan- step out of the shower.
delier, bracket, swag and outdoor light is eco- ~ It will be with a NuTone
nomical. Yet the only time you'll know it is when  glectric heater. And auxiliary heating can help simplify
you see the prices. Because the fixtures are beautiful, your overall heahng requ”ements Look over our com-
high quality. You have to see them to believe them.  plete line, including Heat-A-Vents®, Heat-A-Lights®,
Heat-A-Ventlites® and Radiant Heaters.

For faster service, get the name of your nearest NuTone distributor by dialing this number: 800-243-6000.
Call FREE, any time, any day. (In Conn., call collect: 1-800-942-0655.) Or, see the Yellow Pages
under ‘Electric Appliances—Small’ (or Major).

- N S - - - - - -

NulTone

Madison and Red Bank Roads, Cincinnati, Ohio 45227
Dept. HH-12

Send today for this complete lineup of NuTone Bathroom products!

Name
Company
Address Send me a copy of the catalogs checked:
) . [] Bathroom Cabinets, [] Exhaust Fans, 12-pages
City State Zip Mirrors and Accessories, [] Electric Heaters, 8-pages
32-pages [ Light Fixtures, 32-pages

Form 699, Printed in U.S.A.
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NEWS/FINANCE

The fight over interest rate curbs—and the threat to the mortgage market

AP PHOTO

Lines were drawn in mid-
November for what could be-
come an important battle be-
tween the Nixon Administra-
tion and Congress over the
control of general interest and
mortgage rates. The trigger word
is mandatory.

While the administration has
come out in favor of a voluntary
approach to keeping rates in
line during the President’s
Phase II economic program,
some members of Congress—
and notably Chairman Wright
Patman of the House Banking
and Currency Committee—
want full mandatory controls of
all rates, including those for
home mortgages.

Patman’s committee voted,
17 to 16, to alter drastically
President Nixon’s request for
a simple extension of his author-
ity to control wages and prices.
The committee included a pro-
vision making controls on in-
terest rates mandatory if similar
controls were imposed on wages
and prices.

Alarms. Administration
sources complained that the
Patman committee’s bill could
wreck the stabilization pro-
gram, for the revised legisla-
tion would permit retroactive
payment of the wage raises
that were to go into effect
during the freeze period—a de-
velopment on which the Presi-
dent’s program was peculiarly
vague.

While the banking commit-
tee’s revisions of the President’s
proposal do not necessarily in-
sure enactment of controls or
retroactive pay hikes, they do
bring these questions squarely
into the congressional arena—
and that, of course, would mean
delay.

Indeed, the House committee
decided in November to post-
pone into December any further
work on the President’s plan.
Patman told reporters that the
fact that most Republicans
voted for the postponement
meant the cor did not have the
votes to bar the Democrat’s
changes.

Patman has complained about
what he terms the administra-
tion’s “demand for rubber-
stamp endorsements of its leg-
islative proposals.” The chair-
man argues that “this not only
endangers public confidence,
but probably opens the entire

THe House’s PATMAN
For mandatory controls . . .

effort to serious court chal-
lenge.”

Persistence. The administra-
tion clearly plans to fight the
Patman changes on the House
floor or in the Senate, where
the Banking, Housing and Ur-
ban Affairs Committee has con-
tinued work on the proposals.

But even in the Senate, the
banking committee’s chairman,
John Sparkman, had earlier
warned that the interest rate
question could be “the Achilles
heel” of the entire economic
program. Sparkman had told
the annual meeting of the Na-
tional League of Insured Sav-
ings Associations that “if wages
are held down while profits of
those who deal in the money
market are not equally treated,
the program can lose its credi-
bility.”

The Nixon Administration,
for its part, says it can keep
interest rates down without
mandatory controls. Its legisla-
tion seeks only standby author-
ity to control interest charges.

Rates in decline. President
Nixon’s high-powered Com-
mittee on Interest and Divi-
dends, chaired by the Federal
Reserve Board’s chairman,
Arthur Burns, had determined
to keep a close watch on interest
rates that affect the American
family—including  mortgage
rates—but insisted that moral
suasion would keep rates under
downward pressure.

In fact, administration of-
ficials have been quick to point
out, interest rates have con-
tinued to drop during the entire
wage-price freeze period. The
Federal National Mortgage
Assn., for instance, reported that
in all of the six mortgage com-
mitment auctions held from
the inception of the freeze,
yields on home loans had de-
clined.

Tue Fep's BURNS
. . . and against them

The Burns warning. Burns,
meanwhile, urged both houses
of Congress not to try to im-
pose mandatory controls.

‘“Arbitrary attempts to con-
trol interest rates, either in
selected areas or for the econ-
omy as a whole, must be re-
jected as inefficient, inequitable,
and, in the end, unworkable
for all concerned,” Burns said.

The Fed chairman made it
clear that his Interest and
Dividend Committee “‘does not
intend to try to hold particular
rates at levels that are not com-
petitive.” He continued:

“If, in the face of accelerating
credit demands, an attempt
were made to keep some in-
terest rates down through the
use of rate ceilings, lenders
would tend to withdraw from
the affected markets.

“They would place their funds
in other activities where the
returns that could be earned
were not controlled, including
the equity markets. Or they
would send their money abroad.
Or some individuals, trust
funds, etc., would lend their
funds directly to borrowers
within their reach, by-passing
the financial institutions and
the organized security mar-
kets.”

Past failures. Burns also cau-
tioned that mandatory controls
“would result in an erosion of
freely functioning credit mar-
kets, as we now know them,
and the substitution of less
efficient, less equitable pro-
cesses of allocating the supplies
of credit that remained avail-
able.”

The Fed chairman also
pointed out that those interest
rates now under some form of
control have been less than
successful in inducing a steady
flow of funds. He explained:

“Interest rates or usury ceil-

ings apply to rates on consumer
and conventional mortgage
loans in most states, to rates
on state and local securities in
some jurisdictions, and to rates
on federally underwritten mort-
gages.

“In the past such ceilings
have limited the flow of credit
to these areas in periods of
rising market interest rates.
They represent a type of im-
pediment that it would be
well to avoid in the future.”

Return of kickers. Burns noted
that if certain rates were made
mandatory, the affected mar-
kets would see a reduction in
the supply of credit—and that
“still-active lenders would be
forced to ration their short sup-
plies of credit by some means
other than interest rates.”

“In such a situation,” he
said, “they could also be ex-
pected to wuse wvarious non-
rate devices—such as com-
pensating balances, cash pay-
ments similar to points on a
mortgage, special fees, or equity
kickers—that would serve to
enhance the return on their
money."’

Burns urged the voluntary
compliance with his commit-
tee’s rules.

Burns saw the committee’s
role as helping to speed the
adjustment of traditionally slug-
gish interest rates to move-
ments in market rates. “When
and as rates in the open market
move downward,” he said, ““ad-
ministered rates (which would
include FHA and va mortgage
rates) should move more and
with shorter lags than they have
in the past.”

Politics. Burns, articulating
the view of the administration,
has run head-on into a Demo-
cratic Congress that is begin-
ning to gear up for the 1972
elections.

Still, as Burns points out to
the Congress: “While a legis-
lature may impose an interest
ceiling, it has no way of com-
pelling the owners of investable
funds to lend them out to any-
one.”

This fact, perhaps more than
any other, may be what the
administration hopes will con-
vince Congress to leave in-
terest rate levels to a voluntary
program of lender cooperation.

—ANDREW R. MANDALA
Washington
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For two good reasons:
graceful designs that always
look fashionable...and
attractive colors
that are easy to live
with year after year.

For instance: when
it comes to classically elegant
styling, nothing compares with
the beautiful Ultra® Lavatory,
shown here in Bone. .. the go-with-
everything color.

Now available in New Marble/China, too.
Also shown is the luxurious 24 karat,
gold-plated Ultra-Font™ faucet that projects

water up and out
‘ é in a smooth,
> -

no-splash
\ _
Another oval

beauty is the gracefully
styled Aqualyn,” also available in
Marble/China. It's shown here in
Manchu Yellow with gleaming chrome
Heritage® faucet and acrylic handles.

For especially luxurious effects, our
decorated Ovalyn” lavatories are available
in five delicate patterns overglazed for
permanent decorcxtlon This is the "Provincial”
motif with e ]
gleaming chrome &
Heritage spread &
fittings.

CIRCLE 5 ON READER SERVICE CARD

Shown below is |

the attractive enameled

cast iron Fairlyn* lavatory.

It has a unique

off-center

designand @

appears here §

in beautiful

Venetian Pink.

Looks particularly

good with our gleaming Aquarian® single
- control faucet.

Avalon” is a handsomely
styled rectangle with
an extra large oval

basin with smoothly

beveled self rim. Shown

here in popular Bayberry
with the remarkable single control Aquarian®
faucet. These drop-in lavatories are just a
sample of the variety we can offer. Other
colors available include Fawn Beige,
Regency Blue and White. For more infor-
mation, contact your American-Standard
Plumbing Contractor. Or write us at
P.O. Box 2003, New Brunswick, N.J. 08903.

AMERICAN
STANDARD

PLUMBING / HEATING

*Trademark of American-Standard,

H&H peceMBer 1971 5



For life styles of the 705

The Whirlpool brand name can be a powerful persuader in
a new home or apartment. To her, it means the chances are
good that you designed the whole dwelling with quality in
mind.

To you, it means we’'ll take better care, after you turn
over the keys. Whirlpool Warranty Central Service pays the
costs involved to honor our warranty obligations. (Our re-
sponsibility; not yours). And we maintain a 24-hour “Cool
Line’ phone number she can call (instead of you) for serv-
ice information, day or night. Toll-free.

Better give your Whirlpool Distributor a ring soon, and
plan to put our powerful persuaders in your next project.
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Air conditioners

; Trash Masher* compactors
Coin-operated This s coMposlis BRGIOGEADN 10

laund ry eqmpment, show simulited compaction action

oo & &

o TS

LN

Built-in ovens

Heating & cooling
products e

CONNOISSEUR®
ranges

Free-standing
ranges

Set-in ranges

<= :
Whll‘lpOOl ..buiders for builders

CORPORATION
CIRCLE / ON READER SERVICE CARD H&H pecemser 1971 7
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NEWS/POLICY

Cleveland gets a new mayor—and a chance to break its housing deadlock

One of the nation’s sharpest
election upsets brings Cleve-
land a mayor who campaigned
hard against most of the dis-
puted housing policies of his
predecessor.

The new man in City Hall is
Ralph J. Perk, a Republican,
and his surprise election could
mean an end to the political
impasse that has choked off
much of Cleveland’s building.

RalphJ. Perk’s election caught
virtually all of Cleveland unpre-
pared. No one outside his cam-
paign thought he could win,
and the business community
had put its bets on the Demo-
cratic candidate—the lawyer,
financier, and commercial
builder James M. Carney.

Perk’s 40% of the vote scarce-
ly serves as much of a man-
date, and he will be dealing
with a city council that is al-
most totally Democratic. With-
in that council he must deal
with two strong and often
hostile elements: the black
splinter group that supported
independent Arnold R. Pinkney
({the 21st District Caucus), and
the traditional Cuyahoga Coun-
ty Democratic Party. Pinkney
was the hand-picked candidate
of former Mayor Carl B. Stokes,
who hoped to found a national
black and liberal coalition on
a Pinkney victory.

Builders’ views. Perk’s anti-
business stand and the poten-
tial for trouble in his dealings
with council worry housing

In New York State, the voters rebelled and

. .. to an amendment to expand
the borrowing powers of state
and local governments and let
them lend or give money to
private interests for commu-
nity development.

The proposal was viewed as
having wide potential for the
revival of public housing.

The amendment had a kind of
kiss-of-death support from Gov-
ernor Nelson Rockefeller and
Mayor John Lindsay of New
York City, and it shared the
ballot with a highly contro-
versial $2.5 billion transporta-
tion bond issue.

The bonds sank to ignomini-
ous defeat in a vote almost
universally interpreted as a pro-
test against the governor, the
mayor, the big-city press, and

_LEVELAND PLAIN DEALER PHOTOS

Cleveland's big losers are, from left, Mayor Carl Stokes’ independent candidate, Arnold Pinkney. The winner in wild upset was
Republican Ralph Perk, center. The Democrat, commercial builder James M. Carney, shown above with wife, also ran.

developers. One Clevelander
high in the councils of the area’s
builders summed it up this way:

“We're glad Pinkney didn't
win. He probably would have
followed the Stokes lead.

“But there are two things
Perk has to clear up far as we're
concerned. Wrangling between
the council and mayor’s office
must stop. And he must bring
the city and suburbs together
on a sewage treatment system
for the county. We have a
sewer tap-in ban that’s over a
year old, and that’s the only
way it’s going to be lifted.”

Builders have been sidestep-
ping Cleveland during the
Stokes Administration, another
developer says, ‘‘because the
headaches weren’t worth the
effort. Perk has a chance to
clean up the situation.”

Low-income dispute. For a
variety of reasons, almost all
of the housing being built in
Cleveland now, and over the

the Establishment. The develop-
ment proposal appeared to suf-
fer much of the electorate’s
spill-over antipathy, and it lost
by almost as wide a margin. A
nationwide ground swell of anti-
tax and anti-spending sentiment
was also cited as a deterrent to
both proposals.

In San Francisco . . . a bitter
campaign to preserve the sky-
line from new skyscrapers ended
in a 2-to-1 defeat.

A dress manufacturer and
conservationist, Alvin Duskin,
had proposed the initiative to
limit all new building to six
stories. Real estate interests,
banks, the major corporations,
labor unions, and Mayor Joseph
L. Alioto (who was reelected)
closed ranks against him.

last few years, is low-income
housing. And Perk’s election has
many low-income housing pro-
ponents afraid and hostile.
Perk’s strongest position on
low-income housing during the
campaign was his opposition to
placing low-income projects in
neighborhoods that didn’t want
them.* Cleveland’s blue collar,
white, west side neighborhoods
were the heart of his strength,
and the placement of low-in-
come housing there had caused
numerous Stokes confronta-
tions with the city council.
Perk’s plans. One aide in-
sists that Perk’s stand is dif-
ferent from the way it sounded.
“Perk would oppose any proj-

“Perk’s first follow-up move was to revoke the
permits for 132 wrnkey units of public housing
that were to have been erected in Cleveland's

predominantly white and blue-collar Ward 9,
on the West Side. The contract was held by
Building Systems Housing Corp., a subsidiary
of Building Systems Inc. of Cleveland. The pro-
gram had been opposed by residents, and Perk
had carried the ward by 3,600 votes over his
nearest rival

said no...

But despite the defeat, all
height limits are now undergo-
ing review by the city’s planning
department, an action generally
conceded to be a response to
Duskin’s colorful campaign.

In San Diego . . . the voters
chose state assemblyman Pete
Wilson as mayor by a 3-to-2
margin over their former city
attorney.

Wilson, 38 and a Republican,
wrote California’s Factory-Built
Housing Law, the first state
legislation to permit factory
housing in any location, despite
local code restrictions, if the
units had been approved by state
inspectors. Wilson was cited by
House & HoMmE as one of the
housing industry’s Top Perform-
ers of 1969 (m&w, Jan. '70).

ect that had real and strong
neighborhood opposition, even
if he personally felt that it was
worthwhile,”” the aide said.
“But his plan is to make public
housing less objectionable. He
does in fact support the scat-
tered concept. His concern is
the strain a project might put
on local services. Low-density
public housing eliminates many
of these objections and gives
him something to sell.

“On the other hand, many
poor communities, black and
otherwise, seem to want large,
well done housing projects
where the result is a mainte-
nance of their power base and a
feeling of pride and unity. It
becomes a question of what
the people in a given commu-
nity want, and what you can sell
them. I think you’ll see some
real movement in housing under
Perk, but on a cooperation
basis, not the confrontation
tactics that have been used.”

Apartments. Similarly, Perk’s
aide feels any administration
opposition to conventional
apartment comnstruction in
Cleveland would be based on
what it would do to a neigh-
borhood. ““He isn’t going to let
a developer harm a community
to make a buck.”

Selling the blue collar com-
munity on scattered-site, low-
income housing will be a dif-
ficult task if, in fact, Mayor
Perk takes it on. But he may be
the one man in the city who
can do it. His election shows
that he has that community’s
confidence. And success in that
sales effort would fit nicely into
the future plans of the Cuya-
hoga Metropolitan Housing Au-
thority. They announced several
months ago that low-density
scattered housing has top pri-
ority. —Ray LEwis
McGraw-Hill News, Cleveland
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“One picture is worth more than 10,000 words”
Chinese proverb

Sectional Entrance Handlesets by Kwikset. Five elegant designs

crafted from solid-brass forgings and engineered with precision for

years of beauty and reliability. Complete with matching cylinder

deadlock for extra security. These are the new masterpieces of the

hardware-maker’s art. See them yourself. One look is worth more .

than 100,000 pictures. kwikset E)l( locksets

Kwikset Sales and Service Company, A subsidiary of Emhart Corporation, Anaheim, California America's Largest Selling Residential Locksets
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NEWS/MARKETING

Levittowns all over

France was only first base
(News, Dec. 1965).

And in 1968 Kaufman and
Broad joined Levitt there.

Now the demand for new,
single-family houses is so great
that both are expanding to other
parts of Europe.

Bill in Paris. Late in October,
Levitt flew into Paris to an-
nounce that rTt-Levitt & Sons
Inc. would build in West Ger-
many and Spain.

“Our company successfully
introduced single-family plan-
ned community living in
France,” he said. “The time has
come for us to introduce our
expertise in other West Euro-
pean countries.”

Levitt said the company had
conducted market surveys in
Germany, Italy, Belgium, and
Spain “to determine not only
the need for new housing, but
also to probe the social, soci-
ological, and cultural accep-
tance of our concept of living.”

Munich, Germany, and Ma-
drid, Spain, were the first cities
to qualify.

K&B in Germany. Several
weeks later, Kaufman and
Broad, which had opened offices
in Munich and Frankfurt, Ger-
many, earlier in the year, dis-
closed that it had acquired its
first piece of land in Frankfurt.
It plans to build 186 one- and
two-family houses.

Frankfurt, a business and
banking center, “offers the kind
of high-salaried, stable popula-
tion that is our kind of cus-
tomer,” said Harold Gootrad,
who heads Kaufman and Broad’s
European operations.

The company plans to con-
centrate on France and Ger-
many, and has already made
market studies of half a dozen
other German cities.

“Ripe Market.”” Munich, with
population increase of 300,000
in the last decade and an excel-
lent highway and rapid transit

network, is ideal for American-

Bearer of glad tidings, Bill Levitt holds press conference in Paris hotel to announce
plans to build in Germany and Spain—and perhaps beyond. Lou Fischer is at right.

style housing developments.
Levitt has bought land for some
500 single-family homes within
a radius of 15-25 miles from the
downtown area.

“Last week, over 60,000 peo-
ple were looking for new homes
in Munich,” Bill Levitt told the
Paris news conference. “Now
that’s what I call a ripe market.”

Spain, too. Another ripe mar-
ket is Spain, which has been en-
joying a booming economy.
Levitt has joined with a Span-
ish company to buy land for 700
single-family houses outside of
Madrid.

“There are 100,000 families
in the Madrid area with the
money to buy a single-family
private house,” said Andrew
Lorant, head of Levitt’s Euro-
pean operation. “As Madrid be-
comes more and more the
typical, congested, modern capi-
tal, they’re going to wanta home
in the suburbs—and we’ll be
there to give it to them.”

Success in France. France is
not being neglected in Levitt’s
and Kaufman and Broad’s expan-
sion plans. Since 1965, Levitt
has delivered over 2,000 homes
in the Paris region. Prices range
from $25,500 to $35,000 for

townhouses and $29,500 to
$58,000 for single-family
homes.

Today, another 1,600 units
are under construction, nearly
half of them townhouses, and
the company has options on six
more tracts of land near Paris.

Kaufman and Broad, in France
since 1968, is now building four
subdivisions near Paris, and has
optioned 50 acres near Mar-
seilles.

The company has changed its
approach to the French market
in the last year. It is about
to open its first quadramini-
mum, quadraplex, and town-
house projects, where homes
will sell as low as $22,500—a
big drop from the $40-$45,000
range of earlier subdivisions.

So K&B is now in position to
tap the vast market of young
families buying houses for the
first time. The company had
been selling to high-income
professional people in their
forties who thought of buying
houses they could bequeath to
their children.

No school tax. Even $22,500
is a big chunk of money in
Europe, where salaries are gen-
erally lower than in the U.S.

But there are reasons why
Europeans can afford these
prices. They are considerably
lower than the prices charged
by local builders. And ‘‘the

homeowner is not penalized for

Europe, a barnstorming Bill Levitt promises in Paris

schools, which are supported
statewide,” according to Nor-
man Peterfreund, Levitt’s chief
financial officer.

Incentive to save. In Ger-
many, where homes cost con-
siderably more than in France,
there are generous government
incentives built into the sav-
ings and loan system, Peter-
freund said.

A depositor contracts to save
a certain amount at an S&L
(Bausparkasse). He may then
elect to receive either a direct
government subsidy — the
amount varies according to
marital status, dependents, etc.
—or an indirect subsidy in the
form of an income tax deduc-
tion. He is eligible for a mort-
gage after 30% to 40% of the
contract has been paid.

If he decides to buy a house,
he gets a normal mortgage from
a mortgage association or a sav-
ings bank at 8% to 9% for a por-
tion of the purchase price. He
may then withdraw his equity
from the Bausparkasse and at
the same time get a second
mortgage for the remainder of
the purchase price at the highly
favorable rate of 5% to 6%. At
this point the government sub-
sidy stops, but other tax advan-
tages begin. There are provi-
sions for accelerated deprecia-
tion of new homes, for example.

Why is it so expensive to
build in Europe? Both Lewvitt
and Kaufman and Broad cite
land costs, longer lead times,
cost of training labor, govern-
ment regulations, and difficul-
ties in obtaining appliances and
supplies.

Turnabout. Maybe that’s why
France’s large residential build-
er, Batiservice, has begun to
build in the U.S. The company
recently opened its first models
of two to four-bedroom houses
in the $23,500-$31,500 range
in Delray Beach, Fla.

—MICHAEL SULLIVAN
McGraw-Hill World News, Paris

Americans in Paris can be very popular if they happen to be single-family homes. These wezre built by Kaufman and Broad at Chevreuse, a suburb 20 miles southwest of the capital

The five-bedroom, 3-bath Bougainvillée model (left) sells for approximately $58,000; the four-bedroom, 2% -bath Daphné model (right) costs some $54,000
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Potlatch engineered wood products helped
MC(I build the Concept Homes success story

Modular Concepts, Inc., manufactures
leisure and full-time homes as factory-
finished modules or parts that are
assembled at the site by growing
numbers of builder-dealers. Potlatch
engineered wood products help MCI
maintain the precision required for
economical manufacture and easy

Potlatch, the forests where innovations grow...in wood products and factory-built structures, in paperboard and packaging, in business and printing papers.

on-site assembly. Potlatch laminated
Soldier Beams bring increased beauty
and strength to floors and roofs.
Potlatch kiln-dried inland red cedar
and Idaho white pine save shipping
weight and give freedom from warping,
twisting and checking. And Potlatch
dependability lets MC1 concentrate on

CIRCLE 11 ON READER SERVICE CARD

building their business. We can do the
same for you.

Potlatch

WOOD PRODUCTS GROUP
P.0. Box 3591 - San Francisco, CA 94119
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Cascade of red ink washing Boise out of land development and site building

The company hopes it can turn
the tide by easing out of the
two money-losing operations.

But is it too late?

Boise’s third quarter figures
tell a sad story. Net sales for
the nine months ended Septem-
ber 30 were $1.3 billion, up 1%
from the same period a year
ago. Net income was only $6.4
million, down 85% from $41.6
million in 1970. But a $44 mil-
lion special charge plunged
Boise deep into the loss column
—a $37.6 million loss against a
profit of $41.6 million a year
ago.
And 1970 itself was a bad year;
profits for the first nine months
of 1969 had been $67.8 million.

So the company is retrench-
ing. It feels that by selling its
on-site building operation out-
right, cutting back sharply on
recreational land development,
and increasing its investment
in the things it does best—such
as factory housing, mobile
homes, and paper—it can stem
the drain.

Growing pains. All this is
quite a switch for a company
whose name has been synony-
mous with growth.

Boise’s celebrated expansion
program had turned it from a
local lumber company into an
international colossus in little
over a decade. One logical ex-
tension of its building-products
operation was into land develop-
ment and housing, and in rapid
succession the company ac-
quired builders R.A. Watt and
Daniel Schwartz; land develop-
ers U.S. Land, Lake Arrowhead,
Pacific Cascade, and Crystal
Bay; the prefabber Kingsberry
Homes; and the mobile home
builder Divco-Wayne.

By the end of 1969, the hous-
ing and recreation divisions ac-
counted for 28% of Boise's
sales and produced $32 mil-
lion in income., A year later,
the two divisions posted 23% of
the sales, but the red ink had
begun to flow. Income from
the housing division was down
from $21 million (on sales of
$270 million) in 1969 to $6 mil-
lion (on sales of $234 million)
in 1970. At the same time,
income from the recreation
products division plummeted
from $11 million (on sales of
$209 million) to an $11 mil-
lion loss (on sales of $158 mil-
lion) because of a sharp drop

BOISE CASCADE SALES BY MARKET
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in sales and writedowns on
land development projects.

Writedowns. In the second
quarter of 1971, the company
took writedowns of $78 mil-
lion, amounting to $44 million
after taxes. Trimming down the
homebuilding and recreational
land operations accounted for
approximately half of this, and
writing off a minority interest
in Burnett-Boise, a company it
had formed in 1967 with a black-
owned construction firm to do
urban development, accounted
for the rest.

Thus, as the nine-month fig-
ures show, not only the housing
and recreation divisions, but
the entire company will be in
the red this year. The com-
pany’s stock, trading in the 70s
at the end of 1969, was in the
40s by the end of 1970. In mid-
November 1971, it hit a new
low of 15.

Growth gone awry. What
went wrong with the expan-
sion program that took Boise
into virtually every sector of
housing and land development?

For one thing, it all hap-
pened too quickly (see chart).
In 1966, only 4% of the com-
pany’s sales were in housing;
in the peak year of 1969, hous-
ing and land development ac-
counted for 28% of their $1.7
billion in sales.

Builders’ exit. Even under
the best of circumstances, such
vertiginous expansion would
have strained management. The
problem was compounded when
experienced builders and de-
velopers left after their com-
panies became part of the giant
(HaH, Oct. '70). Kingsberry's
Al Hildebrandt stayed for three
months. Ray Watt quit after a
year, And U.S. Land’s Tom

1966 §67 1768

Perine left after nine months.

Internal personnel problems
also took their toll. In the five
years Boise has been develop-
ing recreation properties, the
recreation communities group
has had four managers. The
housing group has had five
in the last three years.

Builder vs. accountant. Many
builders feel that much of the
trouble stems from a basic in-
compatibility between the en-
trepreneur and the accountant.
One explained:

““A builder has to have a lead
time. He has to have an op-
portunity toleverage his money.
But that’s just when a publicly
held company might say it
doesn’t want any more debt.”

William Agee, who once
headed the housing division and
is mow the company’s chief
financial officer, agrees:

“Most public companies are
basically interested in quarters,
semi-annual reports, and earn-
ings per share. And in many
instances, maximizing earnings
per share over a shorter period
conflicts with the builder’s ob-
jective of keeping his taxes
down and accumulating prop-
erty.

Still, the envelope and corru-
gated container business was
once an individually or family-
owned operation, and now both
are generally manufactured by
divisions of major paper pro-
ducers.

“They've gone through the
same kind of struggles as the
builders, and now you look
back and it’s not the problem it
once was,” said Agee. “But the
same thing may not occur in the
homebuilding business.”

Penalty of bigness. One rea-
son may be that the advantages

=-i800
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of being big are concelled by
certain disadvantages. Agee ex-
plains:

“It's very difficult in being
a tract builder to be all things
to everybody throughout the
United States, because there
are differences, especially as
they relate to the buying pat-
terns, growth patterns, and zon-
ing within certain communi-
ties. And it’s much more dif-
ficult to standardize a lot of
things."

Being an outsider has been
particularly costly to Boise in
its recreational communities.
The company started its 25,000-
acre Waikoloa project in Hawaii
just after land development and
environment had become sensi-
tive issues. The concessions,
such as sewage facilities and
the width of streets, that were
wrested from Boise cut deeply
into the profit margins.

Disaster area. In fact, the
whole recreation land develop-
ment operation has been a dis-
aster. Where Boise hasn’t run
into zoning trouble with local
communities, it has met com-
plaints from environmentalists.
A lagging economy has cut
heavily into the demand for
recreational investments. And
the company concentrated heav-
ily in the California market
just as the state’s economy
was turning soft.

Boise has now dropped most
of its mew projects, and sub-
stantial investments for plan-
ning and preliminary work have
simply gone down the drain.

Litigation. Another problem
with land development recently
surfaced when the state of
California accused the company
of engaging in “false and mis-

TO PAGE 16

12

H&H pecemper 1971

L L e e U e i s S e e e S ot e




Tf you ﬂq{li}('lct{mé’s nothing

new in en cabinets...

Wﬁbﬂ“t the high styling and luxury appearance

of custom crafting with the large volume and low price
of mass production?

Wab()“t a mortised oak front frame, engineered

maferials with mar-proof finishes—handsomely set up and boxed in
modular form. . . or shipped K.D. ready for foolproof, solid assembly
at the job site?

Wabwt the dependable delivery and marketing

understanding of a manufacturer with 15 years experience who is
the largest direct sale producer in the Midwest?

llOWﬂbO“t a completely new approach to profits in

kitchen cabinets, laminated tops and bathroom vanities?

lwwab()ln visiting Booths 3147-3149 at the 1972

NAHB Show?

We'll be there to roll up our sleeves, answer your questions, and talk
the profitability of Luxuryline—something new in kitchen cabinets
to make even the doubters take notice.

5 If you can't make the NAHB Show, circle No.lEl on the reader
service card for further information.

[uxyriline .*5.

The Newest Member of the Welsh Kitchens Family

A Division of Altamil Corporation
Indianapolis, Indiana



Traditional Casement?

......

Itsy

Now there’s a quality Andersen Window for lower-
cost housing. It’s Flex-Pac™, a new line of wood
windows which brings Andersen’s traditional
quality and ““curb appeal” within reach of builders
selling to this market.

Yes, it has Andersen quality lumber, Ander-
sen quality glazing, Andersen quality hardware,
construction, design and finish. Yet Flex-Pac
prices are truly competitive.

How did we achieve a lower-cost window
without compromising Andersen quality? This way:

Long runs, lower costs.
We limited the range of sizes offered to a functional
number, simplified the options, and achieved lower
unit cost through volume production.
Completely prefinished, too.
Flex-Pac Units feature the latest development in

Contemporary Awning?

one window--the

prefinishing wood windows with electrostatically
applied paint. Andersen leads with this important
new technology. T'wo coats, inside and out, mean
no on-site painting and a higher quality finish, too.

Out of the carton and into the wall.

Flex-Pac is completely factory assembled. All
operating hardware, including screen strikes, is
factory applied, so there is no hardware to be
attached on job site. The basic jamb is 3-9/16",
which accommodates either 314” or 3%4" studs.
A factory-applied exterior casing means
easy installation in any weather. Factory-applied
jamb liners allow flexibility in wall thickness up to
4%%". Trimming out costs are cut to a minimum.

Four window styles—one window inventory.

Flex-Pac Windows can be installed as either an
awning or a casement—beveled casing on all four




Contemporary Casement?

I b

b D
RN EL S

- |r ui-
ﬂ"ﬁ‘\w ..

new Andersen

sides allows proper draining either way. This fea-
ture cuts inventories (it can halve them, in fact),
without reducing variety. And removable grilles,
which give either casement or awning window a
traditional appearance, can easily be added.

Packed and ready to go.
Flex-Pac units are packed in protective cartons
and our distributors and dealers are ready to sup-
ply them right now.
So now home builders or manufacturers
working to tight budgets . . . in fact any builders
. can include the quahty and “curb appeal” of
Andersen Windows and retain a competitive price.
Everyone wins!

CIRCLE 15 ON READER SERVICE CARD

Traditional Awning?

-
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Please send me details on your new Flex-
Pac line of quality windows.

Name.

Company

Address

Zip

Send to Andersen Corporation, Bayport,
Minnesota 55003.

Andersen \Windowalls 8054
ANDERSEN CORPORATION |3A‘f’i ORT, MINNESOTA 55503
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Cascade of red ink washing Boise out of land sales, site building. .. continued

leading representations and
omissions of fact” in the mar-
keting of four recreational sub-
divisions acquired in 1967 and
long since sold out. And eleven
property owners in one develop-
ment have brought a class ac-
tion against the company, charg-
ing fraudulent sales.

Boise’s stock fell three points
the day after the suits were
announced.

New tack. Ironically, the suits
involve some of Boise’s earliest
land development projects, in
which the company merely cut
up and developed the land and
then sold it. Boise later decided
that it was not in the business
for speculation and that it was
going to sell a product for use.

The company started a vaca-
tion housing division to pro-
mote homebuilding on its rec-
reation lots. It also invested in
golf courses, pools, and artificial
lakes, and, in many places, it
was then faced with meeting
Jocal demands for such facilities

as underground utilities and
sewage systems.

The new task turned out to be
costly, for in some areas the
market could not absorb the
higher lot prices necessary to
offset the increased investment.

Burnett-Boise. Another costly
venture was Burnett-Boise, the
black-operated urban develop-
ment and construction com-
pany, in which Boise owned a
44% interest. Boise had nothing
to do with the management of
the company, but furnished
bonding. When Burnett-Boise
ran into problems—cost over-
runs, delays, extra carrying costs
—Boise had to make up the
deficit. About half of the $78
million writeoff in the second
quarter of 1971—$44 million
after taxes—was attributable to
writing off the company’s in-
vestment in Burnett-Boise.

Retrenching. Boise has now
made the two tough decisions
that it hopes will route it back
on the road to growth and prof-

its: to get out of on-site home-
building and to cut back recrea-
tional land development.

Executive Vice President John
Fery admits that Boise is talking
to a number of companies—the
word in the industry is that
Singer is one of them—that
want to buy all or part of the
building operation. Two minor
deals have already been made,
but the company is not ready to
announce them.

The recreational land division
will continue to sell its seven
active projects and turn those in
the waning stages over to the
respective property owners’ as-
sociations, The division recent-
ly sold a number of resort prop-
erties, including Lake Arrow-
head, and has no plans for devel-
oping the five or six remaining
parcels.

New expansion. Finally, the
company has negotiated $75
million in loans to embark on
what it describes as ““one of the
largest capital expansion pro-

grams in Boise Cascade’s his-
tory.” Much of this money is
being used to expand existing
factory housing plants and to
build new factories in the West
and Northeast. By the end of
1972, Boise expects to have ca-
pacity in excess of 15,000 units,
50% more than at the beginning
of 1971.

Future. Boise has been scru-
tinizing its operations and re-
trenching since profits began to
decline in mid-1970. In the last
annual report, President Robert
Hansberger said:

“Last year became a plat-
form from which we can return
to our prior patterns of growth.”

Today, that platform is shaky
and there have been reports that
a reshuffling of top manage-
ment is imminent. Everyone is
watching to see how the team—
or what's left of it—that mas-
terminded Boise’s phenomenal
rise will take it through the
crisis.

—NATALIE GERARDI

Sears Roebuck and a builder try selling furnishings along with the house. . .

RICHARD A. PUCILLO

. and the first results are
impressive in this cooperative
venture between the mail order
house and the California build-
ers George M. Holstein & Sons.

Tie-in sales are in full swing
in Holstein’s first 109 Fairway
Estates houses in the private-
park community of Green
Valley in Orange County, just
south of Los Angeles. Both
houses and equipment are mov-
ing so well that Holstein will
probably extend the program
to 300 more units there and to
other projects.

No other southern California
department store is in this
deep with a homebuilder. Years
ago, some did furnish models
at cost, hoping to get business
out of it. “But they never did,”
says Holstein's advertising sales
and merchandising coordinator
C. Robert Perryman.

Sales technique. The first
tip to the teamwork shows up
at the project sign-in. Sears’
guides lead prospects to three-
and four-bedroom model homes
that are named after Sears
brands: Kenmore (appliances),
Craftsman (tools), and Allstate
(insurance).

Models are decorated with
Sears items—from flooring,

Models at George Holstein’s $29,500-$30,000 Fairway Estates project (above) fea-
ture Sears furnishings and appliances for sale with homes. Opening party (below)
was held at the site to greet builders, city officials, and Sears store executives.

w‘ ‘ "":1/!
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draperies, and wallpaper to
appliances, built-in ranges,
ovens, dishwashers, laundry
equipment, and leisure-living
items for patio and garden.
Hobby tools are displayed in a
model garage.

There are 25 Sears stores in
its Los Angeles retail district.
Throughout these, signs tell
customers about Fairway
Estates.

Design aid. Two Sears staff
designers—Nancy Lenney and

Patricia Brannigan—assist
homebuyers during an after-
the-sale date set up by Holstein.
They help select carpet colors,
coordinate appliance colors, of-
fer wallpaper and draperies sug-
gestions—and even aid in out-
door planning areas with pro-
fessional help from Sears garden
and patio shops.

It's too soon to draw a lot
of conclusions about the plan,
but one thing seems to be hap-
pening. Buyers are upgrading
purchases, such as wall-to
walls, instead of sticking to
basic stock items.

“It gives buyers of an inex-
pensive home—$§29,500 to
$30,000—a place to go to get
expert help,” says Perryman.
“They also get two-way pro-
tection from the Holstein guar-
anty on construction and Sears
warranties on products.

Other tie-ins are already in
the works. For example, Sears is
sending Fairway Estates bro-
chures with their bills and also
distributing them at Sears gas
stations. And Fairway Estates
is plugging Sears products at the
building site with store-type
demonstrations on lawn care,
power lawnmowers, and sports
equipment.
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Ask us about building profits faster
and see what it gets you.

Building a more successful operation is what this leading architects —designs to suit every kind of
business is all about, right? So you owe it to yourself — market and lot situation and greatly reduce on-site
to talk with the Kingsberry Man. [ Ask him exactly  labor cost. Then he follows through with quick de-
what he can do for you. And sit back for NObOdy livery ... blueprints at no extra cost...and
some mighty profitable answers. He's a has answers co-op advertising. [J What else can he
trained expert on the kind of details that Iike the offer? Literally thousands of consumer-
can make a real difference in your prof- Kirlgsberry appealing options that help you sell
it margin. (J And nobody knows mcie fast! Get in touch with him soon. And

than the Kingsberry Man Man get answers on building
about quality manufac- r _______________________ —} up your operation for big-
tured homes. He can show { ] | ger profits. Just mail the
you over 130 designs by | ISINGSBERRY HOMES | coupon. Youll get action
- I Boise Cascade 8

some of the country's I Sianiictared Ciouting Orous I in a hurry.

| 61 Perimeter Park East, Atlanta, Georgia 30341 |

| Rudy A. Brown, Director-Marketing Dept. HH-12 |

| 61 Perimeter Park East/Atlanta, Georgia 30841/(404) 458-3241 |

| Please send more information on the Kingsberry program and |

: have the Kingsberry Man call on me =

| |

| Name |

| |

I Firm I

| |

i No.lots | now havereadytobuildon :

: No. of homes . apts | built last year {

: Address Phone }

ll City State Zip :
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The Sevilla as built by Wendimere, Inc., Jupiter, Florida.
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Come boom or bust in California, Viejo’s mission is still to sell houses. . .

And its sales team is selling so
many that the Mission Viejo
Co. is building a boom of its
own smack in the middle of a
sagging California market.

It's an unlikely team, too.
It's composed of the home-
owners who already live there
—and a computer.

Families urge friends to be-
come neighbors, initiating a
phenomenal 62% of sales. And
the computer knows in advance
what buyers will want, so the
houses are waiting when they
arrive.

Result: another record year
for the company’s new town
of Mission Viejo, halfway be-
tween Los Angeles and San
Diego, despite Orange County’s
lukewarm market. By Novem-
ber, 1,200 homes had been sold,
as many as were predicted for
the whole year. The last peak
year was 1968, when sales hit
807, but even the 764 sales re-
corded in 1970 were more
than those of any other Orange
County homebuilder.

Trouble shooter. Mission
Viejo is built on market re-
search and a way of life. A
sophisticated computer ana-
lyzes sales rates and economic,
consumer, and competitivedata.
The company can then spot
trouble early or see strong points
and capitalize on them.

“"Changes are not the result
of somebody’s scratching his
head and saying, ‘Let’s try this,””’
says Marketing Director Dave
Maddocks. “We know exactly
what we’re doing.”

Madrid’s success. Take the
New Madrid neighborhood, for
example.

Sales have averaged two a day
since the opening in late Feb-
ruary, outstripping everything
else in the community. Yet
these are the most expensive
homes Mission Viejo is build-
ing—830,500 to $41,995 for
a three- to five-bedroom de-
tached house with two or three
baths (photo, above).

First, research showed that
people liked the country feel-
ing; so the New Madrid houses
were built right on the edge
of the community.

“We put them out on a
beautiful hilltop with vistas up
the valley to Saddleback Moun-
tain,”” says Maddocks. “We
literally forced people’s gaze
into the country.”

GARY BRIGGS

Biggest and best in Mission Viejo’s community of New Madrid houses is this five-
bedroom Casa Sarga, with arched gateway leading to an enclosed front patio.

Next, research determined
that the $30-$40,000 market
had been neglected since mid-
1969 and that there was pent-
up demand.

“The rise in interest rates
had caused this market to hold
off buying—people couldn’t sell
their homes,” Maddock ex-
plains. “But when the rate
dropped, they came out of hid-
ing. And we had a great product
at the right time "

The great product consisted
of the models that had been
best sellers in other Mission
Viejo neighborhoods.

Subtle selling. Recreation cen-
ters were turned into selling
tools in the new town. In fact,
Mission Viejo built the newest
center right next to the New
Madrid model homes with a
common entry so people could
turn right to go to the sales
compound or left to go to the
center.

Some 260 visitors a week
visit the models. Then they
wander around on their own,
see what'’s going on in the com-
munity and on the tennis courts,
and draw their own conclu-
sions.

Leaving nothing to chance,
the company also built a ga-
zebo at the edge of a hill,
right in the middle of the
crescent of model homes. From
here, visitors can look out over
fields of grazing cattle and see

a riding stable with youngsters
going by on horseback.

“We've given people the op-
portunity to see the best of
what we have,” Maddocks ex-
plains.

Another example of this tech-
nique is apparent in the Seville
Garden section, where the mod-
els overlook Wilderness Glen,
28 acres of natural park with
trails and camping areas.

Success story. By creating
an attractive total environment,
Mission Viejo has turned a
handicap—it is 45 miles from
Los Angeles Civic Center, 15
miles more than its major
competitors—into an asset.
Since it opened in 1966, it has
sold around 5,000 homes priced
from $17,995 to $71,750.

Four neighborhoods sold out
within the last year—La Paz,
Granada, Coronado, and Mis-
sion Ridge. Population is now
about 16,000, and 85,000 is
projected by 1986.

The community already has
six schools, three churches,
nine parks, a golf course, movie
house, and library. Forty-
four percent of the residents
pay an unusually high $9 a
month to use the three recrea-
tional centers. Four neighbor-
hoods are now under construc-
tion—New Madrid, Seville, El-
dorado, and the Aliso Villas
townhouses.

Model sales toel. It's not

Next for Mission Viejo:

These are the states Mission
Viejo has chosen as the likeli-
est places to duplicate the suc-
cess of its California com-
munity.

The company, which became
an affiliate of Philip Morris
Inc. in 1970, is developing The
Lakes in Tempe, Ariz., near
Phoenix, with two single-fam-
ily neighborhoods and two
townhouse areas grouped

Arizona and Colorado

around a 50-acre lake.

Early in 1972, Mission Viejo
will begin construction on a
640-acre site outside of Denver,
Colo. It plans to build 3,200
homes in the $17-$45,000 range
in five years. The community
will have single-family homes,
townhouses, apartments, rec-
reational areas, and a popula-
tion of more than 15,000 per-
sons.

always easy for the potential
buyer to relate to the com-
munity’s size—some 3,000 out
of a total 11,000 acres have
so far been developed—even
though Mission Viejo prevented
mini-sprawl by following the
radius theory of development.
New homes are erected as
extensions of existing areas
and kept closely linked to
schools and shopping.

To combat the size problem,
the company built a topographi-
cal model of the town so that
people could situate the house
they were considering within
the community. The company
feels its model helped close
sales that might have been lost
because buyers couldn’t orient
to the hillside.

Some reverses. Mission Vie-
jo’s one big disappointment has
been its Casa Loma apartments
—144 units in 18 two-story
buildings. Although they ful-
fill a community need, they
are not economical at the rents
they have to charge, and no
more will be built for a while.

And the fourplex program—
Aliso Villas townhouses with
an initial 424 units—was de-
layed by governmental red tape,
so sales are behind schedule.
Mission Viejo expects them to
catch up quickly, however, and
is planning 360 for next year.

What'’s next. Tomorrow's seg-
ment of the community—some
2,500 acres—is already on the
drawing boards.

There will be condominiums
and small patio homes cascad-
ing down hillsides to the golf
course. And there’ll even be
factory-built homes; one has
already been put up, and the
company is studying public re-
action.

“All T can say now,” says
Maddocks, “is that this new
segment will add a new dimen-
sion. We're going to try to do
some innovative housing. What
we've had up to now is a com-
munity of single-family, middle-
class homes. Over the next two
years we’ll fill out the whole
spectrum of different types of
dwellings.”

And if Mission Viejo’s unique
sales team keeps up the good
work, there’ll be no shortage
of homebuyers waiting to move
in. —BARBARA LAMB

McCGraw-Hill News,
Los Angeles
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Can HUD force plastic pipe into San Francisco? It’s no lead-pipe cinch

A building code dispute has
given San Francisco the option
of supporting its craft unions
or losing $19 million in hous-
ing funds, but politicians seem
reluctant to make the choice.

The U.S. Department of Hous-
ing and Urban Development
(Hup) demands that the city
revise its codes to permit use of
plastic-coated wire and plastic
drain, waste, and vent pipes.

Plastic will reduce house-
building costs and so permit
more shelter for the poor, HUD
said. And it told Mayor Joseph
Alioto on September 27 that San
Francisco’s request for the $19

OBSOLETE
BUILPING

various performance character-
istics of plastic pipe,” Durazo
says. “Much of what he is ask-
ing has already been done in the
laboratories. But Mr. Goldberg
is unwilling to accept any of this
data and it would cost $100,000
to have these tests run again.”

Durazo adds that 1,500 to
2,000 cities and counties are
using plastic pipe.

Performance. Several cities
and counties surrounding San
Francisco say they're getting
satisfactory results from the
lightweight pipes, quickly in-
stalled. In San Jose, 50 miles
south, plastic pipe has been in

m_jr use nearly five years.

O }*, }},;‘._,'- “It goes in much faster and
JM“?-{L ““saves a lot of money,’’ says Ernie
WL

Tershuren, assistant plumbing

million in #Hup funds would not
even be considered until the
codes were modified.

Politics. The powerful elec-

tricians’ and plumbers’ unions
oppose any change. Their sinew,
applied when the mayor and five
members of the board of super-
visors were up for reelection,
was a match for HUD's money.

San Francisco is one of the
first large cities faced with an
actual cutoff of HUD funds if it
doesn’t modify its codes.

The alternative—change
codes or lose funds—was pre-
sented to Alioto, a Democrat,
by a Republican administration
when he was running against 10
challengers.

“HuD is using this thing as
a political club,” said Alioto’s
development deputy, John
Tolan, at the time. “That’s the
only reason they're doing it.”

Cartoon on plastics dispute was drawn by Ken Alexander for San Francisco Examiner.

Impasse. And so, even with
the election behind and Alioto
returned for a second term, offi-
cials are moving only slowly
to meet HUD's demands.

Lab tests. Al Goldberg, super-
intendent of building inspec-
tion, admits that HUD is winning
the fight for non-metallic
covered wiring, but the pipe
controversy still rages.

“There’s no politics involved
in the pipe issue,” he insists.
“That's a ludicrous thought.
We've asked the plastics people

to provide test data that would
show how plastic would stand
up under use. They won't.”

But Ray Durazo, director of
the Plastic Pipe Institute in
New York City, claims the in-
dustry has “test data on prac-
tically every conceivable nor-
mal application of the mate-
rial.” And he says the data has
been offered to San Francisco.

“Mr. Goldberg has asked—
really demanded—that the in-
dustry run tests at independent
laboratories to prove to him

inspector for the city.

Tom Murphy, director of
technical services for the Asso-
ciated Home Builders of Great-
er East Bay, polled building and
plumbing officials in 30 cities
and counties within the state
who have been using the plas-
tics. He says results show the
product is proving reliable.

Two hundred and twenty-
eight California cities and coun-
ties now use plastic pipe.

And throughout San Francis-
co proper, employees of the city
water department continue to
lay plastic pipe—as they have
done for seven years.

—Ron E. WARTHEN
McGraw-Hill World News
San Francisco

California adopts watered-down rules for curbing lots-for-sale developers

A year’s debate in and out of the
state legislature has ended in
passage of four bills written to
restrict the activities of Cali-
fornia’s “land project” subdi-
viders—those offering 50 or
more lots for sale.

The state was whipped into a
furor last year when newspapers
cried out against ‘‘shameless
exploitation”” by land barons.

There followed hearings that
extended into 1971, held by an
assembly subcommittee headed
by assemblyman Leo T. Mc-
Carthy (D., San Francisco).

Five bills were introduced by
McCarthy, assembly bills 1300
through 1304 (News, July|. Four
of them reached Governor
Ronald Reagan’s desk but in
weaker form than proposed
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by McCarthy last summer.

The Governor signed three
and vetoed AB 1303, which he
considered an infringement on
home rule.

Dilution. McCarthy had sup-
ported in AB 1304 a tax on the
difference in the price paid by
developers for tracts of open
land and the price at which
parcels of it were sold to the
public. McCarthy also proposed
in AB 1300 a fiscal concept of
“fair, just, and equitable” as
applied in land sales, with the
determination to be made by the
state real estate commissioner.

Both issues fell under the as-
sault of the developers. The real
estate commissioner, Robert W.
Karpe, joined the land sellers in
opposing the ‘fair, just, and

equitable’” application in 1300.

Another major objection was
to the right of a buyer to back
out of a commitment up to
14 days after sale instead of
during the 48-hour period now
allowed.

The new rules. As AB 1300
went to the governor, the com-
missioner could not permit the
sale of lots within a land project
—a subdivision of 50 lots or
more to be used for residential
purposes and located at least
two miles from an established
community containing 1,500
registered voters—unless he
made these findings:

The proposed golf course,
pool, clubhouse would be large
enough to serve the projected
population of the entire project;

reasonable arrangements would
have been made to assure com-
pletion, maintenance, and £i-
nancing of all amenities and im-
provements; the development
would have been adequately de-
signed and adequate measures
would have been taken to pre-
vent property damage from
floods, erosion, or other usual
or predictable natural occur-
rences; the method of financing
individual lots would be reason-
able; and existing or proposed
zoning would be compatible
with the proposed use of the lots
within the land project and the
zoning of adjacent properties
would be compatible with the
project. —Tom ARDEN
McGraw-Hill News,
Sacramento




Dromoland Castle, County Clare, Ireland. Built between 1700 and 1800. Remodeled in 1962 by Milosevich and Trautwein, A.I. A

Drorr,loland Castle
doesn’t need a moat.

Moats don’t have much to do with security these da}s
Dromoland Castle relies on Schlage for that.

Inside Dromoland’s three-foot-thick walls are sev enty guest
rooms. On every door is a Schlage lock in the Claremont
design. Claremont blends right in with the 271-year-old

paneling and wood and stone carvings. But the works
mslde are as modLm as a |Okk can bL
Dromoland is built for keeps. We expect our locks to be
at home there for quirc a while.
Architects and builders who care about quality have been
spccifying Schlage locks since the ear[y twenties.
For applications that range anywiwrc from a low-income
housing project in Omaha to an Irish castle.
No matter which Schlage lock you specify, you'll get the
hlg]ust standard of ]ualltv in the mdustr) Because
that’s the way we make every lock we make.

Schlage Locks
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C-E BUILDING PRODUCTS
GAVE THEM WHAT THEY WANTED,
AS MUCH AS THEY WANTED,
WHEN AND WHERE THEY WANTED IT.

Whatever field C-E goes into, ;_-'-? EE E tractors, building supply
it goes in all the way. s houses, distributors, and
And the C-E Building f ‘ o Cchain accounts.
Products Division is no ex- = = | Large or small.
ception. : : =‘1 Ready with quality and
It's already built a repu- .=.' %% : :=‘1 guantities from C-E ware-
tation with a full line of ; .}1% =1-‘ houses coast to coast. So
quality aluminum win- : :: ., % if youre building in the
dows. e - . §™N East you won't have to
Residential and com- g :: : -.=1.‘ wait for us to ship your
mercial. - - | "B order from the West
Rolling and sliding, N i 8 " Coast.
singl.e-hun.g, awning ; z;: - On time delivery and
and jalousie. 1- ,

Patio doors, cur- :
tain wall and show- *EEY
er-tub enclosures. FINY

Quality prod- m
ucts in quantities N
to service con- M

efficient service is al-
ways there. When and
where you want it.
That's the C-E con-
cept of one-stop
building . . . and it's
ready when you are.

-
i}
Bt

gLLETT
SCELTT

Bard Hall—dormitory, Columbia Medical School,
New York, New York

CONTACT THE C-E BUILDING PRODUCTS SALES/WAREHOUSE IN YOUR AREA

CALIFORNIA San Jose FLORIDA

Los Angeles 710 Parker Street Ft. Lauderdale

11148 Scott Avenue Santa Clara, 1080 N.W. 70th Street

South Gate, California 95050 Ft. Lauderdale,

California 90281 (408) 248-5187 Florida 33009

(213) 869-1087 Arghieimn (305) 942-1420 W?St Palm Beach
Sacramento 3611 East LaPalma Miami P.O. Box 10584
8111—37th Avenue Anaheim, California 92806 1890 N.E. 146th Street Riviera Beach, Florida 33404
Sacramento, (714) 630-3611 North Miami, Florida 33161 (305) B48-0672
California 95823 (3085) 9417'531

(916) 383-4080 COLORADO GEORGIA
San Francisco Denver St. Patersburg—Clearwater Atlanta
985 Hensley 1125 W, Custer Place 10900 Grover Place 4980 Hammer Mill Road
Richmond, California 94804 Denver, Colorado 80223 Largo, Florida 33540 Tucker, Georgia 30084
(415) 233-8556 (303) 744-6291 (813) 546-2431

(404) 939-9156
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1. Job: Residence

Location: Palm Beach, Florida

Architect: John Volk

Products: Top-rolling patio
doors and windows

2. Job: Forte Towers

Location: Miami Beach,
Florida

Architect: Melvin Grossman

Products: Awning windows,
patio doors (sliding glass
doors)

3. Job: Four Lakes Village

Location: Lisle, Illinois

Architect: Aubrey J. Greenberg,
ALA.

Products: Sliding glass doors acrylic finish
GEORGIA MICHIGAN TEXAS
Moultrie Detroit Dallas

P.O. Box 830

Moultrie Industrial Park
Moultrie. Georgia 31768
(912) 985-2200

Look for us at the NAHB Show in Houston ,

5972 Product Drive
Sterling Heights.
Michigan 48077
(313) 264-1040

4. Job: The Hills of Inverrary

Location: Lauderhill, Florida

Haft-Gaines Developers

Products: Awning windows,
single-hung windows,
picture windows

5. Job: Rockborough
Location: Wichita, Kansas
Jack P. DeBoer Assoc., Inc.
Products: Sliding doors

6. Job: Holiday Inn

Location: Palm Beach
Gardens, Florida

Architect: Robert Karl Frese

Products: Sliding glass doors,

store front with bronze

January 23-27; Booths 2648-54

2659 Brenner Drive
Dallas, Texas 75220
(214) 357-6337

7. Job: Residence at Royal
Palm Yacht Club

Location: Boca Raton, Florida

Builder; C. D. Genz

Products: Awning windows
and patio doors

8. Job: Model Home

Location: Miami Lakes, Florida

Sengra Homes Development

Products: Sliding glass doors,
shower doors, mirrored
closet doors

9. Job: Residence

Location: Tequesta Village,
Florida

Architect: Ames Bennet

Products: Top-rolling glass
doors and windows

Houston

5915 Winfree
Houston, Texas 77017
(713) 644-6471

@

10. Job: Trolley Crossing at
Westlake

Location: Middletown, Conn.

Architect; Robert Miller

Builder: Achenbach Realty
Companies

Products: Sliding windows
and sliding glass doors

11. Job: Ambassadors
Apartments

Location: Palm Beach, Florida

Architect: Eugene Lawrence

Products: Sliding glass doors,
store front

12. Job: Culverdale Housing
Development

Location: Orange County.
California

Builder: R. H. Grant Co.

Products: Shower doors

INTERNATIONAL

Miami

1890 N.E. 146th Swreet
North Miami, Florida 33161
(305) 947-7531

EE BUILDING PRODUCTS
COMBUSTION ENGINEERING, INC.

H&H peEcEmBER 1971 23



Nov.5 Chng

oeaUty SIONAS N Mo |
Housing stocks off Gine. e

bo h |ﬂd©@f5 Oﬂd ()UIL iH()USE & Home’s index of 25

*Fin. Fed! 17 - %
5 - #Firgt Char. Finy 28% - &
housing stocks sank about 6%, |  FisiLincoinFin ™ % - |
- - . First S&L Shares 21 + 20
or from 514,51 to 482.79, in Fist Surety % M
| the month ended November 5. First West Fin 1% 5y el
‘ : i Gibraltar Fin 25% + 1
Virtually all stocks fell hard | sGrestWestfine. 2o = w |
| « & . ’ . Hawthorne Fin. 15% ] |
in October, and housing issues «|mperial Corp. | |
- a R o > - Trars-Coast Inv 4% «
came under even greater pres Teans World Fin 19% .
sure because of another article Union Fin.* 1% "
| i Union Fin. Cal 10% + %
in Barron’s weekly on October | Wesco Fin %+ %
25 by Abraham Brilofi, the ac- |
i : P i ok MORTGAGE INV, TRUSTS
| |counting expert, criticizing the Alison Mig. o7 A
bookkeeping practices of sev- Amaioan Caohury okl
. 1.1z - tico Mtg 4 + %
eral major building companies. BankAmerica Ry 2+ u |
appl T . - Bernett Mig. Tr 30% + 1 |
Here’s the composite trace. Beneficia) Standard Mig. v
i I Cameron Brown % I
" Capital Mortgage SBI "
Chase Manhattan b
/ Cl Mortgage Group 2%
i Citizens Mtg W ‘
Citizens & So. Rity W |
Cleve Trust Rity, Investors 21% - W I-all
Colwall Mtg. Trust" 28% + W
Conn, General‘ 2% 2%
«Cont. Mtg. Investors* 19 - 2%
Cousins Mig. & Eq. Inv." 26% + 1h
Diversified Mig. Inv 32% + 3%
Equitable Lite 28% 2%
Fideico Growth Inv 36% + %
Fidelty Mig 24% + 1%
First Memphis Realty 24% + W
First Mig. Ins. Co 14 + 1
First of Denver 20% 2
First Pannsylvania 2™ 2%
Franklin Realty % + N
d Fraser Mig 29% + Y
Galbreath Mig 28% -1 I
™ Greal Amer. Mtg 33% + 24 ‘
9 ' o i Guardian Mtg.' 46 + 2%
Gulf Mig. & Rity 20% + %
Heitman Mtg. Investors 15 y
e C e = Hubbard R_E. Investments 22% -
How top 5 did in each group: Lawin Mg P
| " t "71 Nav "7 Lincoin Mige 9 + b
. '\“:'_ ‘U Ut_", 1 '\"."_.,1 Mass Mutual Mig. & Realty 2T% 1%
Builders 388 581 55 Median Mig, Investors 16 . Th
| 1. S i Medical Mtg 31% + I
| Land develop. 408 619 551 sl o i
Mortgage cos. 547 894 862 Mortgage Trustof Amer U o+
] " North Amer. Mtg. Inv 344 .
Mobile homes 630 1,438 1,285 Northwestern Mutual Lie Mg/ :
R V(15 109 & Alty 25% 1%
S&Ls 139 205 202 PNB Mig. & Rity, Investors 2™ a ‘
Nov.5 Chng Palomar Mtg. Inv 17% :.
[— Bid Prev Penn. R.E. Inv. Tr 12% ]
BUILDING Close Month Realty Income Tr™ 14% Iy
| ] e e - o°F Sau, AL
| AVCO uar.'"muml‘\_ Devel ™ 5 Ya Securty Mtg. Investors 19% . 1%
| Ametican Urban Corp 5 Stadium Realty Tr 9% + %
Behring Corp 9% 1% State Mutual SBI 24
Bramalea Cons. (Can 2% 4 Sutro Mig 2%
Building Systems Inc 25% 4% Unionamerica Mig, & Eq 32 + ¥
Capital Divers. (Can,)" 45 10 US. Realty Invest 18% - Y
Centex Corp. 20% 1% Wachovia Realty Inc: 35% + %
Christiana Cos b 13 Waells Fargo Mtg 23% 1%
Cons. Bidg. (Can.) 140 + 20
Dev COrE.Amer 20% 1% MORTGAGE BANKERS
Dev. Int.Corp 124 1 Charter C 30% —
Edwards indus 9% + T CMI Invastment Corp 45% : 4%
| First :a. Rity 1 +«Colwell 20% - %
| FPA Corp 9% ] Cont. lllinois Rity 7% + W
| | Frouge Corp. 3 1% Excel Investment 10 + Y
| *General Builders® 5% - 1% Fed. Nat. Mig. Assn % + W
Gil Development iy i} First Mig. Ins. Co 14 + 1 |
Hallcraft Homes 43 q irst Mtg. Investors* I +1 |
Hoffman Rosner Corp 12% 1% *Lomas & Net. Fin 8% - 1%
Hunt Building Marts 8% b *MGIC Invest Corp: -T.d:"' =
+Kaufman & Broad" 3% - 4% SNcUemion K1 204 1
Key Co." 12% 2 F;im g. Al iates ?1_ 7 f!“
‘ Leisure Technology 22% 5 Lapl‘m(":::.] Y ‘.I,“ 1,;
McCarthy Co,™ 47 Y (United Imp. & Inv.)
‘ McGrath Corp (]
McKeon Const 23% 4%
H. Miller & Sons 14% 1% LAND DEVELOPERS
National Environment 2% + % All-State Properties 11 + W
| (Sproul Homes Amencan Land 05 0
[ «Presidential Realty A" 12% - % *AMREP Corp." 25% - 1%
| Presley Development” 5™ 2% | Arvida Corp 10%2 b

Pulte Home Corp 14% % | ﬁunwln: Imp. 4% |
Robino-Ladd Co 16% 2V l:amwm.ll It 8% %

A vanagh Communities 6% "
Ayan Homes Crawford Corp y

llll s S i «Deitana Corp." W4 - B
BU H Shelter Corp. of Amenica 195 L] Disc. Inc 23, oy
| Standard Pacific 4% : j" Don the Beachcomber

3-H Building Corp 12% 2% Ent. (Garden Land) 4%

RUSTIC CERAMIC TILE U.S. Financial 36% 6% +Gen. Development’ 8% - 1%
| US. Home Corp 14 4 Gull State Land and Ind.™ 3% \
A full line of European-cra ‘ sJim Walter" Wh o+ *Holly Corp 1%
i . Washington Homes 25% 2% Horizon Corp 45% 6%
have all the warmth, vari | | sDelE Webb T Land Resources ™ - %
f nature's own colors. Perf Western Orbis 3% 1% Maor Realty B 1%
OT RGNS colors. Per Wyandotte Indus i +McCaloch O T -
Now on display at the showrooms of their exclusive (First Hartford) Sol. Aity. & Uti % L
U.S. representatives and distributors;
NGRS COR PORATION SAVINGS & LOAN ASSNS. MOBILE HOMES & MODULES
(. N.Y. 10017 American Fin 28% 2% | Conchamco 17% 4%
. . 10017 Calif. Fin TV % +Champion Home Bidrs " 7% - %
2 (215) 732-1492 Empire Fin 14% 2% Commodore Corp 14% - 5%
Miami (305) 891-4 ak 4 444-6050 «Far West Fin” 1% -1 De Rose Industries 9% %
R ; = | Fin Corp.of Santa Barb™ . 28% % +Fieetwood 0% - 1h

Washington, D.C

«— See us at the NAHB show booth 3009.
¢«— CIRCLE 24 ON READER SERVICE CARD

Call or write for free color brochures




Company

Golden West Mobile Homes
»Guerdon”

Mabile Americana
Mobile Home Ind.'
Monarch ind

sRedman Indus."
Rex-Noreco'

*Skyline® ...
Town & Country Mobile
Triangle Mobile

Zimmer Homes "

Albee Homes

AABCO Industries
Brigadier Indust
Environmental Systems
Hodgson Houses
Libarty Homes

Modular Dynamics
Modular Housing Systems
National Homes
Nationwide Homes"
Shelter Resources "
Stirling Homex

Swift Industries

18%
1%
12%
2%
12%
9%
18%
In

DIVERSIFIED COMPANIES

Amer. Cyanamid
Amer. Standard
{Wm. Lyon)
AVCOCorp
Bethiehem Steel
Boise Cascade
CNA Financial (Larwin)
Castle & Cooke
(Oceanic Prop.)
CBS* (Klingbeil)
Chnistiana Securities
Citizens Financial ™
City Investing
(Sterling Forest)
Corning Glass
Cousins Properties
Dreyfus Corp
(Bert Smokier)
Evans Products
Ferro Corp.
First Gen. Resources
Fischback & More’
Forest City Ent."
Fruehauf Corp
Fuqua Indus
Georgta Pacific
Giasrock Products'
Great Southwest Corp
Gulf Qil (Gulf Reston
INA Corp. (M. J. Brock)
Inland Steel* (Scholz)
International Basic Econ
International Paper*
Internat. Tel. & Tel
(Levitt)
Investors Funding
Killearn Properties™
Leray Corp
Monogram Industries
Qccidental Petroleum’
(Occ. Pet. Land & Dev,)
Pacific Coast Prop.
Perini C
Philip 5
Prasher Corp
Rouse Co
Santa Anita Consol
(Robt. H. Grant Corp.)
Sayre & Fisher
Tishman Realty
Titan Group Inc
UGICorm.
Unis Bldg
U.S. Ply.-Champion
(Lewers & Cooke)
Weil McLain
Westinghouse
(Coral Ridge Prop
Weyerhaeuser
(Weyer. Real Est. Co
Whittaker (Vector Corp.)
Wickes Corp

BUILDING PRODUCTS

Alcan Aluminum*
(Alcan Design Homes)

Ameron

Automated Bldg. Com-
panents

Bird & Son

Brooks Scanlon

Ceco Corp

Certain-teed

Clow

Colonial Sand ™

Consolidated Rock

Flintkate Co

Flonda Steel

GAF Corp

Glen Gery Corp

Interpace

Johns Manville'

Keene Corp.

Kirsch Co

Knape & Vogt

Lowe's Companies

Masonite Corp

Mouldings Inc

National Gypsum

NL Industries

Norris Industries

Owens Corning Fibergl

PPG Industries

30%
134

144
23%
16%
23%
15%

44
123%
12%

17%

175%
25
24N

48%
29"

I
M
24%
34
18%
46%

6%

26"
50%
2

6%
1%
10%
15%

2%

1%

Chng
Prev
Month

+ 1
- 8%

1%
1%
- 3%
- 3%
- %
- V4
+ W

4%
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Compeny Bid Ptev
Close  Month 1

Permaneer Corp!' 9% - 2
Philips Industries 20% - 2%
Pioneer Plastics o M
Ply Gem Industries T -
Potlatch Forests 26% - %
Pratt & Lambert ™ 17 - %
Reliance Universal 16% - 1%
Republic Gypsum 10%

| Robertson (H.H.)' Ak - 2%
Sehott Indust 6 -1

‘ Scotty's Home Builders" 36% - 1%
Sherwin Williams 44% - 1%
Slater Electric A 5% -2
Southwest Forest Indus 15% -
Standard Brands Paint 74 + 1%
Supercrete Lid 2% - Y
US. Caramic Tile 6% - 1%
US. Gypsum 65% - 4%
Vaispar Corp 43 + Y%
Vulcan Material 23% - %
Warner Co dd% - %
APPLIANCES
Bernz-0-Matic 9% - %

‘ Hobart Manufacturing 62% + I
Hoover Co 48% =11%
Magic Chet 30% + 2 |
Maytag Co. 38 + "
Tappan Co. 24% 2%
Weibilt Corp 3% = W
Whiripool Corp 89% - 5%
CEMENT PRODUCERS
Alpha Portland 13% ==
American Cement 7 - W
California Portiand " 3 - ‘14
General Portland’ 27 - T
Giant Portland 13% Y
Ideal Basic Indus 16% - 1%
Kaiser Cement & Gyp 14% - %
Lehigh Portland 14% 1%
Lone Star 2 2%
Louisville Cement™ 6% + Y
Marquette Cement 10 - W
Martin Marietta 1% 2%
Medusa Portiand 34% -3
Missouri Portiand 28% ~ 2%
Penn Dixie Cement B% %
Puerto Rican Cement 10% %

CONSTRUCTION MACHINERY

American Hoist & Derrick 1% + W
| Catarpillar Tractor 45% R
| Clark Equipment N -4
Hamischfeger Corp 215 - &%
Kaiser Industnes T 1%
Deere & Co 42% - 3%
Pettibone 13% - 1%

HEATING-AIR CONDITIONING
Borg Warner 25% - 2%

Buftalo Forge 36 - 3%
Carrier Corp 4
Coleman Co 2 %
Copeland Relrig 67% + 1
Crane’ # -4
Culligan 14% - 3%
Fedders 40% - 1%
Intertherm Inc 9% - W
Masco Corp. 68% - 1%
Tecumseh 149 -17
Trane Co 0%
HOME FURNISHINGS
American Fumiture Co 12% W
American Seating 19% + Y%
Armstrong Cork Co. 39%: 2%
Bassett Furniture Y i
Bath Industries + 5
Baumritter Corp. s + 2
General Fireproofing 8% %%
General Housewares 9% - W
Giffen Industries 3% %
Hamiiton Cosco 6% - % ‘
Henredon Fumiture 42% 1%
Hickory Furniture 11% - 1%
Kroahler Mig 22% + 2%
Levitz Furniture 895 + B%
Lightolier 10% .
Ludlow Corp a7 ‘.
Mohasco Industries 36 + 2%
Qzite Carp 12% 2%
Simmons Co 34% - 1%
I TOOLS & HARDWARE
Black & Decker - 3%
Biiss & Laughlin kL
Emhart Corp - 3%
Kiikiok Corp -1
Scovill Mig + 1
Skil Corp ™
Snap-On-Tools 2%
Stanley Works - 2%
Tool Research - ¥
MISCELLANEOUS
Butler Mig n 1%
Dorr-Oliver 12% - 2N
Foster Wheeler 21% 2%
Morrison Knudsen 16 - 1%
Neptune Meter 14 - 14
Otis Elevator* 39% - W
Raymond Intl 10% - Y

a—stock newly added to table. b—closing price

ASE. o—closing price NYSE. d—not traded on date

quoled. g—closing price MSE. h—closing price

‘ PCSE. «—Computed in HOUSE & HOME's 25-
stock value index. y—ad|usted for 2-for-1 split
Source: Standard & Poor's, New York City

See us at the NAHB show booth 3009. —
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VILLEROY & BOCH

DECORATED CERAMIC TILES

Works of art should be viewed. .. not written about,
We invite you fo view our brochures . . . visit our showrcoms.

Exclusive U.S. representatives and distributors
AMS T ER DA IV E=l=kB b WG Sd=h s
41 EAST 42ND STREET, NEW YORK, N.Y 17

New York (212) 697-3300 = Philadelphia (215) 732-1492
Miami (305) 891-4331 = Qakland (415) 444-6050
Washington, D. C. (202) 529-8835

Call or write for free color brochures



NEWS/DESIGN
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Besides providing a choice of
high- or low-rise living, this
tower-apartment and town-
house mix defines the first two
neighborhoods of a projected
eight-neighborhood plan in Tul-
sa’'s downtown urban renewal
prngrunl.

Each of the two neighbor-
hoods is a cluster plan of town-
houses, one apartment tower,
parking facilities, and open
space (site plan, below). The
towers, at the interior of the
five-acre site, separate the
neighborhoods and form a pub-
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| | iy |
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Uiimwg .

lic plaza between them. Tower
apartments open to private bal-
conies; townhouses, to patios.

Partially-below-grade ga-
rages, connected to the towers,
serve high-rise residents. Pe-
rimeter parking is provided for
the townhouses.

Pedestrian corridors connect
the project to Tulsa’s civic
center and major employment
area. HA. Lott Inc. was the
builder; Murray Jones Murray,
the architect. The project is
owned by Tulsa Center De-
velopment Co.
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Neighborhood courtyard (foreground at left in photo above) is enclosed on three sides by a tower and townhouses. Rent-range at the 396-unit project: $140 to $450,

Mixed design serves a dual purpose in a downtown project

i
el

Tower floors have ten apartments: 6 one-bedroom units, 2 two-bedroom units, and

2 efficiencies. All apartments except the efficiencies have private balconies.

COURT

A
i —
$T
=
Y LIVIN BR BR
| < BEY
LOWER LEVEL PEER LHEVEL
GARDEN
0PI -

Townhouse plan features a 32" living and dining area running the length of the lower
level, a convenient second-level laundry, and extensive storage space.
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We completely pre-finished this door at
the factory. All the builder did was
put it in the opening and save $20.

For years we've offered the world's largest line of high
quality wood windows and patio doors. Now we can
deliver them completely pre-finished. The inside of this
patio door is a beautiful walnut (fruitwood and white also
available). The outside is Marvin's XL-70, the factory fin-
ish that forms a tough chemical bond with the wood.
Here's the clincher: with factory pre-finishing, the builder
avoided the high cost of finishing the door on the job.

Look at the quality —Breathtaking good looks; choice

1 '
| el

ISl s Bt R EIE u

! g
4 RN
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of insulated or single glass; clear, kiln-dried Ponderosa
pine frame; heavy oak sill with extruded aluminum track;
twin-wheel rollers; heavy wool pile weatherstripping;
wood frame screen door;

the very finest hardware. MARVIN

And we ship within 10 days = - WINDOWS

of order. l ‘ o
Write us for the new 20- K o )

page brochure and the 36-
page catalog.

Warroad, Minn. 56763
(218) 386-1430 27
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NEWS/MARKETING
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In fact, 60% of the 407 town-
house units at Bradford Place
were sold 60 days after it opened
in mid-March.

The reason: pre-construction
marketing studies which not
only helped Grant Co. of Cali-
fornia set the sales record (and
thereby move up the project’s

Typical townhouses contain two-, three-,

completion date by 12 months),
but also led the company to
buy a contiguous piece of land
for 89 additional units.
Marketing studies zeroed in
on population, employment,
and buyer profiles. The findings:
the location was a strong growth
area (Stanton, Calif.), and the

=

[

Bid

and four-bedroom units (floor plans). The
$21,250 to $24,700 prices include carpeting, draperies, two-car garages.

proximity of six freeways meant
residents could easily reach
jobs in nearby Los Angeles.
Potential-buyer analysis in-
dicated that 90% would come
from rented apartments,
and that where husband and
wife worked, combined month-
ly income would be $1,050.

Recreation center at Bradford Place (foreground, photo above) has large clubhouse, heated swimming pool. Site plan (above, right) is of original 407-unit section

On target marketing: sales in this project are one year ahead of schedule

Actual figures for the 449 sales
made by November 1: 90%
former renters; combined in-
come, $1,068.

All units were financed with
rHA and va mortgages. Earl
Kaltenbach & Assoc., A1A was
the architect; Lent-Forsum
Assoc., land planner.

Kitchen in three-bedroom, $21,550 unit has a sliding window pass-through to the

patio. Built-in range, oven, dishwasher, and disposer are included in all units.
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Weyerhaeuser® Lighting Stand-
ards are an environmental system
with hundreds of combinations
for residential areas, schools, shop-
ping centers, parks and urban re-
newal projects.

The laminated wood standards
come in two shapes: straight and
curved, from 8 to 30 feet, plus
one- and two-way crossarms. The
design flexibility is fascinating.

And now, thanks to the special

adaptor brackets, almost any lum-
inaire with an integral ballast can
be used in the system.

W haeuser Lighting Stand-
ards are treated for long life with
penta in light solvent. You can
stain the standards or leave them
natural.

For more information on this
environmental lighting system,
refer to your Sweet’s Architec-
tural File or send us the coupon.

CIRCLE 29 ON READER SERVICE CARD

To: Weyerhaeuser Company, Box B-8611
Tacoma, Washington 98401

(] Please send me data on Weyerhaeuser Lighting

Standards.
[0 I'd like to talk to a representative.

Name __
Firm ___
Address _
City _

State _

Zip _ ___ Weyerhaeuser




NEWS/DESIGN

Court=style grouping (photo above) is used throughout the 23.6-acre Drumaldry subdivision. Cost of the 104 four-bedroom houses (floor plan, below|is $64,900.

Large houses on small lots—but no privacy problem

The houses have 3,150 sq. ft.
of living area, and lots are only
6,000 sq. ft. Yet there’s no lack
of privacy—inside or out—at
this Bethesda, Md. project.
Why? Zero lot line siting at
one side gives each house plenty
of outdeor living space at the
rear and other side. And the
6'-high masonry walls that sur-
round each house permitted
the use of large glass areas to
open up rear interior spaces.
Homes are grouped in a series
of courts reached from the single
entrance (site plan, right). Al-
though the court-style plan
gives each group of homes a
separate identity, community
continuity is retained by using
the same materials through-
out. A central park area ties
the community together. Miller
and Smith Inc. is the builder-
owner; David N. Yerkes &
Associates, the architect.

PHOTOS! T, ALEXANDER
T —

Emrame and zero ]ul line \ldt‘ elevations are closed off for privacy
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Dormer over

Rear and opposite side elevations provide outdoor living space which opens into the

the central staircase brings daylight into the middle of the house. living room, master bedroom suite,

and family room (see floor plan).
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Introducing { the exhaust fin
that doesnt stick out
like a sore thumb.

Down nght ﬁugly.
exhaust fans have been ‘
The Front-Liners. .. first new concept in
fan de5|gn in25 years.

Gone is the grimy, open-metal grill. lnstead
Front-Liners put up a solid front of alloy-
reinforced polymeric material, so tough it ca
“take it" in a dishwasher. Fronts remove ea:
can be papered or painted to match room
decor, or left “'as is.” Side openings let Front:

. @ brand new
Liners pull more air with lots less noise. Andfi : ; exhaust I.an
1?ccmcn'?!y i'stitzni-'::r?t-el.;‘n:;;scan even subst tu i - .
i ﬁ?osurymstnbutor sg“M!P" Plan assures you ofa % ‘ ; ) ldea from

full range of easy-to-install models, including light
and heater combinations. For more tnformatlo
write for Catalog DCP-100.

gOMA MSDS&B CONDITIONING DIVISION

[ ST, LOUIS. M Esaoum 63136
N
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'THE APARTMENT SCENE

“When youre dealing

with tenants, there’s no such
thing as an automatic
security system”

“Burglar-proof security,” says the ad. “Self-
locking, automatic, unbreakable, can’t be
forced, foolproof.” So you buy the automatic
lock and install it in the entrance door to an
apartment building; and the very next day
some tenant politely holds the door open
while a perfect stranger enters the building
and spends the rest of the afternoon inside.
picking locks and burglarizing apartments.
The lock may be automatic, but unfor-
tunately the tenant is not.

Locks are basic elements in apartment
security, and also the most vulnerable. The
most a developer can do is to provide locks
that can’t be forced. This means hardened-
steel deadbolts on individual apartment
doors and accessory spring-bolt locks in the
frames of sliding glass patio doors and
windows which force burglars to break
glass to open them.

Of course, deadbolts are dependent on the
tenants’ vigilance in remembering to use
them, but even self-locking doors and win-
dows depend on that,

Take, for example, the standard electric
outer-door lock combined with individual
apartment intercoms and released by re-
mote control. A visitor arrives at the outer
door to a building, finds the name of the
tenant he is seeking on a directory and
pushes the button next to the name. In
many instances the tenant responds by re-
leasing the door lock from his apartment
without bothering to question the visitor
through his intercom. A thief can always
gain entry through this kind of lock merely
by pushing buttons until some unques-
tioning tenant opens the lock. Or the thief
has the alternative, equally as easy, of wait-
ing until an arriving tenant unlocks the
building door, catching the door before it
closes, and slipping through.

Impressive-looking locks and so-called
security systems make for excellent
merchandising in today’s law-and-order-
conscious society. In our projects, we even
seal off outdoor courtyards with self-lock-
ing gates. Prospective renters are duly im-
pressed, but how much good the locks do
is strictly up to the tenant after he moves in.

Periodic tenant reminders. We try to
make our self-locking doors work by warn-
ing tenants not to let strangers enter their
buildings or courtyards. We send them
form letters periodically urging them to
check out all visitors on their intercoms
before releasing locks and to try to avoid
entering their buildings when a stranger is

lurking about the door. We admonish them:
“You wouldn’t let a stranger slip into your
apartment behind you, but many of you
think nothing of permitting strangers to
enter your building, If this happens despite
your efforts to prevent it, at least alert one
of the managers that a suspicious person is
at large in the building.”

Locks actually have three strikes against
them: Tenants don’t use them conscien-
tiously, lock-pick artists can open the best of
them, and not everything can be locked up.

Guards can serve a dual purpose. Even
though locks are the basic element in
apartment security, they can’t take the
place of personal surveillance and policing.
A guard isn’t foolproof, but at least his ef-
fectiveness doesn’t depend on the tenants.

We use mobile guards primarily for
things that can’t be locked up, e.g., cars.
We can secure underground parking areas in
high-density complexes with one or two
electronic garage doors activated by trans-
mitters in tenants’ cars. But in a low-
density garden apartment project there
are so many parking areas and entrances that
locked gates aren’t economically feasible.

We protect open parking areas by having
them patroled from an hour or two after
dusk to just before dawn seven days a
week. Whether the guard carries a gun is
optional, but he should have a trained
dog. A vandal or thief hiding under a car
can elude a guard, but not a dog. Dogs can
cover more ground faster than a guard, and
thus lend a high degree of efficiency to park-
ing area patrol.

Private guard services aren’t cheap, but
you can get more than your money’s worth
out of them. For example, you can use
guards for extra jobs like serving eviction
notices and reporting misparked cars to your
tow-away service. Also, you can use a mo-
bile guard for more than one project to
amortize the cost over several hundred
apartments.

We have a single guard patrol up to
three projects within a mile or so of each
other. He follows an erratic schedule, al-
ways changing his sequence and some-
times doubling back to a project he has just
left. If he is needed in a hurry, the apart-
ment managers can raise him by walkie-
talkie, or his central dispatcher can reach
him by radio.

You can simplify a guard’s surveillance
schedule by locking up areas that are
made-to-order for assaults and robberies

H. CLARKE WELLS, MARKETING VICE PRESIDENT, L.B. NELSON CORP., PALO ALTO, CALIF,

—recreation buildings and laundry rooms
—from 11 or 12 p.m. to 8 a.m.

A guard also benefits from the help of a
good tow-away service. Aside from mis-
parked cars being kept out of tenants’ as-
signed spaces, they also should be kept
out of fire truck and ambulance lanes. To
make the tow-away man's job easier, we
give each tenant a windshield sticker dis-
playing the number of his assigned space,
and we paint the space number in a prom-
inent overhead location on a beam or fascia
board rather than on the pavement.

We also send recurrent reminders to
tenants about the seriousness of leaving cars
parked in the middle of access lanes.

The project manager’s function. While
the tenants themselves are the biggest flaw
in the tenant security measures, careless
apartment managers also contribute to
lapses in security. Many managers are lax
about the use of common storage rooms.
The developer may equip the rooms with
excellent locks, only to have them super-
vised by a manager who turns over the
keys to any tenant who wants access.
Court claims for items missing from com-
mon storage rooms are too frequent to per-
mit this kind of mistake. We insist that
tenants never be permitted to place or re-
trieve possessions in a common Storeroom
except in the company of a manager; and
we require that every item stored must be
tagged and inventoried. This cuts down on
disappearances—and alleged disappear-
ances—of tenants’ stored possessions and
prevents exaggerated claims.

A naive manager may go even further.
The ultimate mistake is giving the key to
an occupied apartment to a prospective
renter and letting him inspect it by him-
self. This should be a number-one “don’t”
in any training program for managers.

One of the toughest security problems is
supervising occupied apartments in com-
plexes that are under construction. The
need for final adjustments and hookups in
new apartments means that a series of in-
dependent subcontractors must continue
entering apartments after tenants have
moved in. Normally, an apartment manager
is called upon to accompany the contractor,
but we can’t spare a manager’s time for this.
Instead, we’ve found the most efficient
way to meet this security need is to hire a
full-time person during construction to do
nothing but accompany subcontractors
while working inside occupied apartments.
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film that is faam
and piastic bullt!i

ﬁor sfup'erloa'r mar

Being an acr
has outstanding |
fading, cracking and ch fi
factory-bonded to almost any surhce be-
coming integral with the material.

Korad acrylic film is available on all
kinds of building products to eliminate
field painting of exterior surfaces.

Call our special number (215) 592-6719,
or write us to get the names of material
suppliers and samples of Korad colors.

HARS

PHILADELPHIA, PA. 18105

Korad is your first
line of defense
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The U/R Fiberglass Bc:lthl of the Future
is your big seller today*
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how this ad in House & Home paid for itself
76 times over in actual sales

$265,500 in sales have been traced directly to readers
who used House & Home's reader service card to
request more information on Universal-Rundle’s
Fiberglass Bath of the Future.

Not counting action taken by readers who used
Universal-Rundle’s coupon, actual sales triggered
by the ad totaled 76 times the cost of the ad.

In addition to actual sales, the Universal-
Rundle ad resulted in $231,300 in units specified . . .
$107,550 in units readers are planning to purchase
...5%61,050 in units approved...$304,200 in units
recommended . .. and $2,487,300 in units readers are
still investigating for specific projects.

Why does advertising in House & Home pay
its way many times over? Largely because House &
Home shows your product to everybody who is any-
body in housing & light construction.

H&H pecemBER 1971

For example, your story goes to the 50,000
builders who account for 9 out of 10 contractor-
built apartment and single-family units, as well as
extensive remodeling and non-residential building
activity.

Then going beyond the builder, House & Home
takes your story to the 50,000 specialists who work
with builders and for builders in selecting building
products, materials and equipment — specialists in-
cluding architects, realtors, lenders and distributors.

Full documentation on how the Universal-
Rundle ad paid for itself 76 times over is readily
available from

McGraw-Hill's marketing and management publication
of housing and l Im]s e s Ho
light construction me

330 West 42nd Street, New York, N.Y. 10036




ROBUCTS 72

a timesaving
guide

to the 1972
NAHB exhibits

Builders attending the
big sprawling NAHB
convention in Houston
next January will face a
bewildering array of
products, new and old,
spread out over a huge
exhibit area. Products '72
has been created by
House & Home and its
advertisers to organize
your shopping tour of this
impressive display.
Copies will be available
free at the show.

New Products from House & Home Advertisers

see the best, newest, most exciting

This pocket sized guide to the ex-
hibits is a collection of building
products, materials, tools and equip-
ment ... in each case especially
selected by the exhibitors them-
selves as being the best, the newest,
the most exciting they will be offer-
ing in 1972. Each product will be
handsomely illustrated in full color,
described in detail and identified by
company and booth number.

save time and steps

The order of presentation in Prod-
ucts '72 will be by booth sequence
enabling you to move quickly and

efficiently through the aisles pin-
pointing just the specific products
of interest to you.

The booth numbers will also be
color coded to match the carpeting
and banners that identify the differ-
ent sections of the exhibit area. This
means you can start your Products
'72 tour at any exhibit and still save
hours of time and thousands of
footsteps.

can’'t make the show?

If you can’t make the show this year
you can use Products '72 to see for
yourself just what the participating
exhibitors are displaying as their

best, their newest, their most excit-
ing. Every copy of Products '72, in-
cluding those distributed at the
show, will have two reader service
cards so that you and your associ-
ates can request catalog informa-
tion by mail.

reserve your Copy now

If you can't make the show, you can
reserve a copy now by sending one
dollar along with your name and
address to Products '72, House &
Home, 330 West 42nd St., New York,
New York 10036. Your copy will be
mailed immediately on publication
in January.

Be sure to attend the NAHB Convention in Houston: January 23-27, 1972

H&H pecemBer 1971
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'LETTERS

Modular Breakthrough

HaH: In your October article, “The
problem of suppliers is slowing
down the real modular break-
through,” there were several ref-
erences by modular manufacturers
to suppliers not developing “a lot
of things for us” and to the fact
that they “need to buy components
that are as complete as possible.”
In the next breath, these same
people complained about prices
and delivery.

The simple facts are that virtu-
ally every modular manufacturer
has different specifications, manu-
facturing methods, and material
requirements. They are not used
to, and can not manufacture, a
product of a custom nature—par-
ticularly in a speculative, low vol-
ume, per account basis.

Mobile home manufacturers have
achieved a high degree of stan-
dardization and consequently enjoy
excellent service, low pricing, and
constantly improving products.

In my firm’s opinion—and every
other industry supplier’s I know—
the modular builder will never
command the service, price, and
product mix he desires and de-
serves until a degree of standard-
ization is reached.

I think your article was ex-
ceedingly unfair to the suppliers

The incomparable®
new A7 is ahead
of its time.

*No Whiteprinter — even at twice the price — can deliver
bigger or better prints day after day.

With patent pending features heretofore unobtainable
in tabletops, the new 747 virtually eliminates down time —
electronic components are in a replaceable modular unit /
new mercury contacts improve evenness and intensity of
light — machine runs for hours without strain / with speeds
to 15 f.p.m., copy quality is unmatched by any tabletop /
3-speed selective vapor development assures perfect prints,

eliminates liguids in machine.

Find out about the incomparable 747. Get a demonstra-
tion. l-year warranty. 600 dealers.
Low cost lease plan. Blu-Ray, Incor-

of this industry, and I am sure that
there are many hundreds of others
that would agree with me.
James Long,
marketing manager
Gossen Corp.
Milwaukee, Wis.
The views stated in the mentioned
article are those not of House &
HowMme, but of a number of people
actually engaged in producing mod-
ular housing. As one of them
pointed out in the story, it may
be a Iittle unrealistic to expect
the building product industry to
create special products for modu-
lar housing which will probably
account for fewer than 50,000
units this year.

It may also be unrealistic to
expect modular housing to reach
the degree of product standardi-
zation of mobile homes. As per-
manent housing, which mobiles
aren’t, modulars will have to pro-
vide a much wider variety of sizes,
types, and prices of housing. How-
ever, if modular housing grows
to the extent that most people
expect, there should be enough to
justify considerable standardiza-
tion in spite of this necessary
variety—ED.

Waste based brick
H&H: Your September article, “In-

dustrial waste: a new source of
low-cost bricks and blocks”, failed
to mention one significant fact:
None of the products mentioned
can be called brick according to the
Federal Trade Commission. FTc
has ruled that only building units
made of clay can be called brick.

It is interesting that an ap-
parently growing number of peo-
ple are attempting to emulate brick.

The cost savings you note in
favor of the new ersatz build-
ing products are a lictle deceptive.
Costs, you say, range from $17.50
to $20 per 1,000 for the waste-
based bricks compared to “roughly
$25 to $40 for conventional bricks.”

Even if this cost differential is real,
it amounts to no more than $200
in the price of an average house.

Brick, of course, bases its quality
and efficiency on two principal
factors—its durability and its
beauty. Both depend on the charac-
teristics of clay, the element the new
products eliminate.

In view of this, we think the
idea of using wastes to make build-
ing products to compete with brick
deserves a great deal more skepti-
cism than your article exhibits.
However, if someone should de-
velop a building unit that does not
use clay, is more efficient than
brick, and is less expensive, then

our industry will welcome it—and

probably begin producing such units
on its own.

R.W. OTTERSON

executive director

Structural Clay Products Institute

McLean, Va.

The captions identifying insurance
consultants James E. McNiff and
William P. Davis Il were inad-
vertently transposed in the No-
vember article “Everything you al-
ways wanted to know about

builders’ insurance,” (page 84). The
editors regret the error and submit
the following photographic correc-
tion:

JamEes E. MCNIFr

Wirriam P. Davis 111

The photo credit was inadvertently
omitted from House & HoME's
November presentation of the vaca-
tion house design by architect H.L.
Owen. Pictures of the house, a First
Honor Award winner in the 1971
Homes for Better Living program,
were taken by John Zimmerman
for American Home magazine—ED.

ORIGINAL

LITE-BEAMS

. . . a cut above
the rest

OF QUALITY
LOCK FORIT!

YOUR GUARANTEE

porated

Conn. 06426. Tel: (203) 767-0141.

, 7424 Westbrook Rd., Essex,

CIRCLE 105 ON READER SERVICE CARD
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With sh beauty, the craftsmanship and the prices that you want.
Save with our 2x4 Economy Beam, as low as 85¢ per running foot.
Write for Free brochure.

LITE-BEAMS - Division of Urethane Fabricators, Inc.
Haddon Avenue & Line Street, Camden, N. J. 08103
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One handle. One quality. One-of-a-
kind. That’s Chateau by Moen.

Chateau’s kitchen faucet may not belong
in the Museum of Modern Art
—but it does belong in your
kitchens. That’s where its
fingertip operation

really shines.

Nomnstop. That’s the
kind of built-in performance
Chateaw offers. That

means reduced
maintenance and
fewer callbacks keep
your costs from soaring.

Chateau
towers above
the rest in
quality, con-

Al venience and
I performance.
asH Y ow can't

top that.

There’s one sure way to control water
volume and temperature. Just rely on this
simple eartridge. It’s unique. And because
it fits every Moen and Chateau faucet

it’s the only part needed for

repairs. How’s that for
simplifying inventory !

D]

| % if( ;,

Chateau by Moen faucets and shower
valves put luxury in your homes—single-
handledly. Get Chateau by

Moen. From your local

plumbing contractor.

BY MOEN®

MOEN, A DIVISION OF Abcmod\;\e * ELYRIA, OHIO 44035
See us at the NAHB. Booth 3507, B-T14
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The electric chmate

is for builders wik
a faster return on
their investmen

The electric climate’s Those first 16 total-electric units
unique benefits convinced made Albert Miller of Lexington, Ky.,
Albert Miller to trv it in a solid believer in the electric climate.

. Twoe ; Installing everything electric, includ-
16 units-now he’s putting ing the heat, gave him several benefits.

itin 50 more! “For one thing,” Mr. Miller says,
“I discovered that I can build total-
electric houses faster because electric
equipment is easier and faster to in-

N -
stall. In fact, it speeds up my con-
struction by two weeks to a month in
the winter! So I save time and labor
costs. How do they sell? As fast as I
can build them! I’ve got 50 more
units going up now!”

Make this your year to discover the
exclusive benefits of zhe electric cli-
mate. Talk to your electric utility com-
pany today.

o (2 ) Live better electrically

electrical excellence” N Edison Electric Institute, Inc., 9o Park Avenue, New York, N.Y. 10016
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Housea Home
1971 Directory
of Modular
Housing
Producers

Pandemonium—the only word to
describe what happened the week
after House & Home published a
14-page study on “Who's building
the modulars and how many?”

We were literally swamped with
urgent telephone calls, special
delivery letters and personal vis-
its from readers asking for extra
copies of the June issue, addition-
al reprints of the modular story,
and more detailed information
about the leading modular pro-
ducers.

To meet this strong demand, the
editors of House & Home have
now putit all together in a handy,
pocket-size, four-color DIRECTO-
RY OF MODULAR HOUSING
PRODUCERS.

With additional firms added right
up to press time, House & Home's
1971 Directory packages the mod-
ular marketplace for suppliers,
producers, and the wide spectrum
of builders, realtors, developers,
dealers, distributors, government
and financial people who want to
do business with each other.

The 1971 DIRECTORY OF MOD-
ULAR HOUSING PRODUCERS

Mail Coupon With Remittance

to House & Home,
Modular Directory,
330 West 42 Street,
New York, N.Y. 10036

House & Home

Directory
of Modular Housing
Producers

1971

includes the following data on
virtually every company active in
modular housing production:

Modular Manufacturers: Compa-
ny Name/Address, Names of
Principals, Parent Company Affil-
lation.

1970 Modular Production: Single-
Family Units, Multi-Family Units

Factory Data: Number of Plants,
Location of Plants, Total Plant
Capacity.

m——————————————

Marketing Methods: Use for Own
Projects, Sale to Builders/Devel-
opers.

With advance orders alreadycom-
ing in by the hundreds, copies of
the 1971 DIRECTORY OF MOD-
ULAR HOUSING PRODUCERS
will be available on a first-come,
first-served basis at a cost of $2.00
each. To order copies, print your
name and address clearly on the
coupon below and enclose check
payable to House & Home.

_______________ 1

Send.__copies of the 1971 DIRECTORY OF MODULAR HOUS- I

| '
| Yes‘ ING PRODUCERS for $2.00 each. Enclosed is check for $

Your name

Firm name

Mailing address

City

State Zip
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You get deep-carved panels fashioned from one-
piece, wood-grained faces that can't split, check
or shrink; a factory prime coat that welcomes
paint or toned stain ... that lets you suit the final
finish to your fancy, be it avantgarde, traditional
or in between. Result: it looks like more than it
costs. And that's the beauty of it: it costs less
than conventional panel doors.

We did even more with the door pictured. We

Main Plant, Dubuque, lowa 52001

-

5

"ﬁ'

Y

Sculptured “Door”

prefinished itwith a smooth white factory coating,
to bring out the full richness of the wood texture.
It's easy to see why this practical eyeful has
tremendous buyer appeal. For more facts on
Caradco Sculptured Doors, please call us or write.

Car. Window and i

Eastern Assembly Plant, Hainesport, New Jersey Ohio Assembly Plant, Columbus, Ohio
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What’s in a name!?

EDITORIAL

At last, someone has made a sensible start
toward defining the many aspects of industrialized housing.

Now let’s carry it a little further

Let historians note that at least one milestone was
reached at the industrialized housing convention
(inBEx) in Louisville last month. The National Asso-
ciation of Building Manufacturers, co-sponsors of
NBEX, took the long-overdue step of saying in clear
English just what many of the words used in
describing so-called industrialized housing really
mean.

This is no small achievement, Up to now we have
all been wallowing in a semantic swamp of distorted
terms, often promulgated by public relations people,
consultants, promoters, and even—heaven help us—
magazines, all of which have vested interests in their
own particular definitions.

What NaBM has put forth it calls an ““industrialized
housing glossary of terms,” and it should lead us to
at least part way out of the swamp.

There are an even dozen terms in the glossary,
and there isn’t room here to report them all. But
a few examples should suffice.

Take the term component, which has been used
up till now for everything from a 2x4 to a complete
module: NABM says it is “‘an assembly or sub-assem-
bly of a building such as a roof truss, wall or roof
panel, or plumbing wall.” Simple, clear, unmistak-
able.

Module is defined as, among other things, a three-
dimensional section of a building which, when
completed, will meet all specifications of conven-
tional, permanent, on-site construction. This elimi-
nates the confusion caused by mobile home people,
who sometimes like to call their double-wides
modular houses.

Mobile homes are described as factory-assembled,
nonpermanent structures which need not comply
with prevailing building codes, usually financed as
chattel, and taxed as a vehicle or personal property.
What could be more precise?

We'd like to offer two suggestions, one minor and
one major.

First, we’d like to retain the term sectional house
to describe single-family modular housing. It's clear,
commonly accepted, and if modular housing is
understood to refer only to multifamily housing,
there will be much less chance of confusion. This

would be a change from NaBm’s glossary, which
refers to sectionals as ““a form of single-family modu-
lar housing.”

Second, we’d like to confront this term indus-
trialized housing. It's been used to describe every-
thing from a stick-built house with trusses to a
modular to a mobile home. Even NaABM skirts the
issue by calling it a form of manufactured hous-
ing, which in turn is described as “any and all types
of buildings produced in a factory to be transported
to a site for erection or placement.”

Some people have even gone so far as to say that
any housing that includes any components built in
a factory is industrialized housing.

This is absurd. Such a description covers literally
every house built today, and for that matter, the
last twenty years. And it renders meaningless a
term—industrialization—that might otherwise be
very useful in describing certain methods of con-
struction.

We offer two possible definitions of the term.

Let it refer to modular housing. This is the only
really new method of house production that has
come along since World War II; all other changes
have merely involved increased componentization—
windows, pre-hung doors, trusses, panels, etc. The
basic method of assembling the house on the site has
remained unchanged. Modular housing, on the other
hand, is qualitatively different in that it moves
almost all construction except the foundation off the
site and into the factory.

) S

Let industrialization refer to close integration of
the building process, whether on the site or in the
factory. The article immediately following this
page is a very good example of such industrialization
—a combination of stick-building, component build-
ing, and component manufacturing which may well
be the most efficient operation in the country today.

Just for the record, until some other agreement
is reached on this question of semantics, we're going
to use the terms modular housing and factory-built
housing interchangably. It's not perfect, but at least

you'll know what we're talking about.
MaxweLL C. HuNTOON JR.
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As far as single-
family housing is concerned,
it just may be. The plant shown on the

facing page is providing Fox & Jacobs of Dallas

with parts and panels for over 2,000 houses a year. More to

the point, it is part of a system that has held raj’s hard costs

(without land, financing, overhead, or sales expense) to well be-

low $9 a sq. ft., and enables the company to sell even its smaller
houses (H&aH, Sept.) at the $14-a-sq.-ft. level.

“Qur prices today are actually lower than they were three
years ago,” says Dave Fox, president of Faj. “And we’re including
more amenities than we did then, too.”

To those who think of industrialization as automated ma-
chinery and 3-d modules, F&j’s operation will come as some-
thing of a shock. It is based largely on standard power tools and
simple systems. But while most so-called industrialized systems—
including modular—involve only the assembly of components,
F&J actually manufactures many of its high-cost components,
like cabinets.

On the other hand,” says Bud Krodel, F&)’s operations manager,
“if we can buy a component cheaply enough, we don’t make it.
For example, we buy all our roof trusses, counter tops, and in-
terior and garage doors.”

But while the plant operation does cut direct costs, its biggest
contribution is indirect: it allows F&j to run on an amazingly
tight and efficient site schedule. The first component load from
the plant includes everything needed to close in a house; the
second load, which goes out 14 days after the first, brings in every-
thing for finishing. From the finished foundation (a 6-7 day job),

42 H&H pecemser 1971

only 18 working days are needed to complete the house. This
kind of control is especially important because Faj currently is
building at a dozen sites.

“We think of our plant not as an end.in itself, but as part of a
system.’’ says Fox. It gives us greater capacity; we could probably
double our production now without increasing our fixed costs.
““Because we can deliver fast, it helps our marketing. Because we
can warechouse, we have more flexibility in purchasing. And
because we can offer year-round employment, we get and keep
better people.

“We don’t look at ourselves as just retailers now, but as manu-
facturers as well.”

Furthermore, says Fox, the relative simplicity of the plant would
make it possible to change over to modular production, or even
mobile homes, should either become desirable.

The next seven pages describe the basic elements of raj's in-
dustrialized system. They include:

¢ The flow of materials and components. Materials come into
the plant area and must be stored, moved into manufacturing
areas, stored as components, then moved out to the site. All
of this must go smoothly, since much of raj’s system depends
on having components for 40 houses, or three days’ production,
in inventory all the time.

* Panel construction. This includes all exterior and interior
wall panels, plus sub-assemblies, like window frames, which are
later built into the panels.

» Cabinet manufacturing. Not just kitchen cabinets and vani-
ties are built here, but also various indoor and outdoor trim
elements.

F&]’s president Dave Fox, left, is shown in his company’s panel fabricat-
ing plant with Bud Krodel, operations manager and the man responsible
for the entire warehouse and manufacturing facility
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Plant complex, also shown in the site plan
at right, sits on 15 acres in Carrollton,
a Dallas suburb. It is on a rail siding
that can accomodate 11 boxcars, and it
includes a warehouse, panel plant, cabi-
net shop, and office building. There is
also outdoor storage space for both raw
materials and finished components.
Warehouse has 18,000 sq. ft. of space;
panel plant has 26,000; and cabinet shop,
17,500, plus a 2,500-sq.-ft. wing for ex-
tra supplies and an employee lunch-
room. There are three acres of paved
outside area, and another five acres for
future expansion. Total cost of the
facility was $1 million.

Office building and plant are shown here
from street., ra) has had a fabricanng
plant for 15 years; this new facility was
built last year because the company,
which used to buy land in about 100-
acre parcels this year acquired 1,855
acres in five parcels and needed in-
creased production capability.

LUMBER $TOR

PANEL, STOR




INDUSTRIALIZATION CONTINUED = e e

| MATERIALS FLOW: ' -

FROM BOXCAR P | —
TO SITE - =
| 10} = —

-

S x
£ e 2 7 s D 3 L .

Lumber is taken off boxcar with forklift, One man can unload a carload of
o studs in about 30 minutes; formerly, done by hand, it took fourdays

T
==

===

=1

| o Components are unloaded at site. Special ground-hugging float, 40’ long ‘
{legal limit is 44, carries two complete small houses ‘

r +
A1

e ——— - - L

®) COMPONENT STORAGE YARD
................-®......

®evsccce®

9 Panels are placed on float. Staging area holds about 40 houses—slightly
under three days’ production at present rate of 15 aday
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Interior panels are picked up for moving to staging area. The company ’ Bl o i e
plans to install overhead cranes at the ends of the production lines
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INDUSTRIALIZATION coNTINUED X ) , l —— 4 . T

PANEL PLANT: o T .
SIMPLICITY IS l_ - s
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Studs are delivered through door at right, sheathing through door at upper
left, right next to their points of use

1 » I I
I | = | | -
MATERIALS| (D
INVENTORY
Pneumatic nailers are shop’s basic power equipment. Panel operation has
. @ EXTERIOR
38 employees, 18 of them on the assembly line. | PARIELS

e O n
L — [“_;_I%%E%B@| —

EXTERIOR PANELS

o~ | —

|

6 Gable panels are put together on this table. An average of five men work
here, turning out about 60 panels every day.
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Layout operation establishes lengths of panels, positions of openings, and z - . (= /E ‘
9 special features. It stays half a day ahead of production line. =

LAYOUT STATION

~ m— [
] B —
J

Subcomponents—in this case, window frames—are made off the main
0 panel assembly line, then installed in panels at this station.
e

PHOTOS: EAMON KENNEDY

Subcomponents having been builr in, corner braces are let into end panels.

Framing is held by hydraulic table till sheathing goes on
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INDUSTRIALIZATION CONTINUED

CABINET SHOP:
A REAL

| MANUFACTURING {
FACILITY

9]

OTOS: EAMON KENNEDY
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Air make-up system for spraying operation is shown in foreground of photo at left;
behind it is shack from which paints (photo, right) are pumped into spray booths.

PAINT
STORAGE,

uk @ L L

Lacquer is sprayed on cabinets. Air in booth is condi-
tioned and humidified.

lara @
LACQUER  SAND K
R — x|
k- STORAGE @
— GLUE
‘JIG9 |
et X u 2o
!
y @
BANDL—
L
Cabinets are hand-sanded between sealing operation
and subsequent lacquering.
il (1) PANEL SAW
T —
Stain is applied in spray booth. All trim is stained at |
same time to insure match. L=
———er T T T

Doors are installed on overhead kitchen cabinet with
air-powered screwdriver.
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Overall view of cabinet assembly
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area shows air hoses
from ceiling; all hand tools are p n e Al
air-powered. Operations are setup
so unskilled workers can learn s M
them in a couple of weeks. Of 28 [SSSES p Erat _/
shop employees, 12 are women. L T
One man cuts all the sheet goods used in the cabinet
0 shop on this upright panel saw.
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Frame-type kitchen-cabinet doors are made of Arch material, cut in previous operation, is as- Rotating jig, used with bandsaw, cuts arches for
ewncmd plywood and mitered molding 9 sembled with power stapler and glue. houses with Mediterranean trim.
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INDUSTRIALIZATION CONTINUED

THE END PRODUCT: A TYPICAL FOX & JACOBS HOUSE

QI¥YNOOOW LTVM (OLOHd

e .

Some of the amenities made possible by Fox & Jacobs’
manufacturing facilities are shown here. They include
the high-style kitchen cabinets in the kitchen at right,
the decorative wall trim in the master bedroom below

at right, and the trellis patio roof below. F&] is currently
building three lines: from $18,100 to $21,500, $23,000 to
$26,000, and $31,000 to $36,000 [ |

Willﬂln =
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PROJECT
PORTFOLIO

PHOTOS: JOSEPH MOLITOR

From top to bottom, photos
prROJECT: Oronoque Village show: a corner of the sales
office with one of the project’s
first sections in the back-
DEVELOPER: Bargas, Inc., and Oronoque Development Corp. ground; an almost-completed
7,000-sq.-ft. recreation and
community building, one of
ARCHITECTS: Walz & MacLeod, D. Antinozzi & Associates four the project will eventu-
ally include; and the rear of
one residential building with
GOLF COURSE DESIGNER: Desmond Muirhead 2 one-bedroom condominium
units above, six garages for
this and adjacent buildings
NUMBER OF UNITS: 1,200 condominium attached houses below.

LocaTION: Stratford, Conn.

PLANNER AND SUPERVISING ARCHITECT: Desmond Muirhead Inc.

ENGINEERING AND LAND CONSULTANT: T. Donald Rowe

SIZE OF PROJECT: 304 acres
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ORONOQUE VILLAGE cONTINUED

Oronoque Village is an adult community
that includes features of both single and multifamily
housing. The houses themselves aze, for all
practical purposes, one- and two-story,
single family units. But they are attached
and clustered to create the kind of open space
shown in the photo at left.
The land plan, above, shows how the project’s
18-hole golf course is used both as greenbelt
and as a buffer from adjacent land. TO NEXT PAGE
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Basic building types in
Oronoque Village are shown
above. At right is a one-story
model, at left a townhouse
with 2 one-story units be-
hind it. Note that all units
have garages in the basement,
The basements are there not
by choice but because the
local building department in-
sisted on them. Thanks to the
rolling nature of the site, one
side of most basements can
open on grade. Result: cars
can go under the buildings,
making more land available
for green area. Shown at left
is one of the first clusters
overlooking one fairway of
the project’s 18-hole golf
course.
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Typical house group (photo
above) shows the adaptability
of Oronoque’s cluster con-
cept to the terrain. Buildings
can be raised or lowered sev-
eral feet in relation to each
other to fit different topo-
graphic conditions, and an
almost infinite number of
building combinations is pos-
sible. Building at right con-
tains 2 one-story units; this
style has been discontinued
because buyers showed a
marked reluctance to 1) climb
stairs to a second-story unit,
and 2| live in a first-floor
unit with someone else
above. Present model area
for the project is shown in
photo at right.




PROJECT
PORTFOLIO

Most popular of the pres-
ent plans is the Thoreau
(see facing page) at $38,900.
Next is the Whittier (right)
at $41,900, then the Emerson,
a one-bedroom model, at
$33,990. There were origi-
nally two townhouse models;
now only the Hawthorne,
whose plan is shown on this
page, remains. It is the fourth
best seller at $37,900. All
models are available on golf-
course sites at an additional
cost of $2,000.

In granting Oronoque Vil-
lage its present density of
four units per acre (the site
was formerly zoned one per
acre|, the town fathers placed
unusually stringent limita-
tions on the project, In ad-
dition to age restrictions—
one member of the family
must be at least 35 years
old and no children under
17 are permitted—units
themselves are held to four
rooms and only one bedroom.
Despite this, sales have been

56 H&H DEcEmBER 1971
e R R e S R S S e S

excellent. Nearly 100 fami-
lies have moved in, and
more than 60 firm contracts
have been signed since units
went on sale in March. About
half the buyers fall into the
empty-nester category—pro-
fessional people and execu-
tives between 45 and 55.
The other half is about evenly
divided between the under-
35 and over-55 groups.

The photo above shows
the living room of the Haw-
thorne, the last surviving
townhouse in the project.
The high windows open out
from the second-floor master
bedroom. On the facing page,
from top to bottom, are the
living room of the Emerson
as seen from the kitchen,
the master bedroom suite of
the Thoreau, and the living
room and den of the Whittier.

WHITTIER

STOR
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PROJECT
PORTFOLIO

"jr? Detailing is a key aspect of
¢ Oronoque Village’s semi-

\@ rural atmosphere.

At top left is the railing
style used on porches and
balconies. Made mostly of
framing lumber, it fits in
well with the natural fin-
ishes used on the houses.
Meters are concealed in boxes
like those at top right which
are made of siding, hence
nearly invisible. Trim, as
shown at left, is strong and
simple, consequently rela-
tively inexpensive. Shown
above is a street sign, repre-
sentative of all the project’s
graphics.

HOLITOW HJ3ISO! (SOLOH4
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Somewhere in Outback County you’ve got your eye on two or three pieces of contiguous

farmland—anywhere from 350 to 700 acres, maybe even 1,000. You know they could be turned

into a very profitable development. But where will you get your money? Should you joint- venture?

Form a partnership? Lots of builders have made lots of money that way. But they've also paid

a lot of taxes on their profits.

There’s another way to put the deal together—and minimize the tax bite through long-term

capital gains. Here, two lawyers* tell you . .

*Lenard L. Wolffe and James M. Richard-
son are members of the Philadelphia law
firm of Pechner, Sacks, Dorfman, Rosen &
Richardson. Mr. Wolffe, who received his
LL.B in 1950 from George Washington
University, was admitted to the Pennsyl-
vania Bar in 1951. He has authored numer-
ous articles on land use, zoning, and
planning for a wide range of publications
including the Temple Law Quarterly and
the Urban Land Institute Bulletin. He was
assistant city solicitor for Philadelphia
from 1956 to 1962. Mr. Richardson re-
ceived this LL.B in 1955 from the University
of Pennsylvania. He is a member of the
Philadelphia, Pennsylvania and American
Bar Associations.

‘How to keep
more Of your profits

through a
stock-for-stock deal

The basic difference between the stock-for-
stock deal and other methods of financing
a project is that you will be bought out.
Youw’ll swap your stock (representing land
zoned and ready for building) for stock of
a major—a big public company that will
bankroll the job and also pay you a salary
for building it.

Chances are your gross profit will be
greater than if you were joint-venturing or
in a partnership. But more importantly,
that profit will be taxed as a long-term
capital gain instead of as ordinary income.

Sounds great, doesn'’t it? So let’s see how
it works.

We'll assume for the moment that your
project is ready to roll; you've got your
zoning and final plan approval, and you've
lined up your major. You have options on
1,000 acres which you had rezoned for resi-
dential, commercial, and light industrial.

Your base acquisition cost (what you put
in out-of-pocket) is $100,000. This includes
$35,000 in planning fees, $15,000 in legal
and accounting fees, and $50,000 for the
options. It will cost $3 million to exercise
the options. So, since the value of the re-
zoned land—with planning and rough
engineering done—is somewhere around
$12 million, the potential profit is about
$9 million.

The acquiring company buys the entire
job under a corporate reorganization on a
stock-for-stock [or stock-for-assets) basis.
In other words, they buy you out by ex-

changing some of their stock certificates
for all of your shares. Almost invariably,
this will be “investment stock’—stock not
yet registered with the Securities and Ex-
change Commission.

The stock you receive will be split in
two parts. One part (the initial shares)
you get immediately: probably about
100,000 shares (at say $20 each) worth
about $2 million. The second part, another
100,000 shares, should come some three to
five years later—IF the job lives up to the
pro forma’s projection of profit. The con-
tingent deal is known as the earn-out. Thus,
you come out with 200,000 shares of stock
worth roughly $4 million, or approximately
one half of the projected net profit.

Up to now you haven’t received any cash.
So you bargain for the right to dispose of
up to 25% of your initial shares by having
the acquiring company register that number
of shares at its expense. Once registered,
they are sold, and you get back $500,000
almost immediately.

This sale should be taxed at capital
gains rates. If you figure roughly 40% of
the money as the tax bite, you will have
$300,000 left over. And, you still have
$1.5 million worth of stock, and a chance to
have another $2 million worth in the earn-
out. Of course, you'll also get your salary
for building the project.

So much for the basics. But there are
a lot of fine points involved. And that's
what the rest of this article is all about.
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The preliminaries

There’s a lot of work to be dene before
you're ready to approach a major; much of
it the same as if you were joint-venturing
or in a partnership. But there are some im-
portant differences. The first, and probably
biggest, concerns early financing.

Front-end money. In a joint-venture your
front-end money normally begins to come
in as soon as you get zoning approval. So
your early costs are minimal—some legal
fees, something for preliminary plans,
engineering, etc.—depending on what terms
you are able to work out with your lawyer
and planner.

But in a stock-swap deal you generally
won’t have access to your financing until
you get final plan approval and building
permits. So you’ll have to be prepared to
lay out a big chunk of front-end money.
Sometimes, for a project such as we’re
talking about, it might be as little as

$50,000 and could go to $150,000 or more.
This is your responsibility.

Why won't the acquiring company come
in until you have final approval? Because it
will want pro forma back-up data before
making commitments. Its lawyers won't
go along with the deal if the data is sketchy.
They’ll insist on seeing permits, and prob-
ably finals for the first section. They'll
want to make a tight check of your cost
figures, and they won’t be able to do it unless
you're ready with everything down in de-
tail.

In a few instances some successful de-
velopers have actually obtained just their
options or agreements on the land, and are
sufficiently skilled so that, with some
help from their planners, they have nego-
tiated with an acquiring company contin-
gent upon their being able to deliver a deal.

Sometimes these arrangements are bind-

Finding a buyer (major

ing; more frequently, they aren’t. Often
nothing more is exchanged than a letter
of intent (non-binding) that the major will
swap stock on this basis “if, as, and when”
everything is okay. Usually, this works
when the major knows the builder well
and has already had extensive dealings
with him.

But chances are you won’t have your
major lined up in advance, so you'll have
to make arrangements to come up with
that front-end money.

Corporate organization. You should or-
ganize a new corporation whose stock will
ultimately be swapped for that of the major.
A new corporation is recommended because
the acquiring corporation will back away
from any company that might have unfore-
seen liabilities. Starting fresh for this spe-
cific deal lessens that possibility.

Your lawyer and accountant (and pos-

Your project is ready to roll. You've got
your zoning and final plan approval. You've
done your paperwork. Now it’s time to pull
in your major.

The presentation. Some builders prepare
a booklet in about 20 copies. Your lawyer
should help you write this, or at the very
least edit it so that it includes no state-
ments that cannot be backed up.

The first section is a general description
of the job. For example:

“We have under option 450 acres of
land in Outback County, in the State of
Transhampshire, located at the intersec-
tion of I-79 and State Route 408 approxi-
mately 10 miles east of Centerville. It is
zoned p. u. D. for approximately 2,800
units, of which 700 are apartments, 1,600

Cutting the deal

townhouses, and the rest in singles and
semi-detached units. In addition,
sq. ft. of commercial and sq. ft. of
industrial are provided for.”

You should attach a map in front showing
the location and a copy of an opinion letter
of counsel in the back as to the validity
of the ordinances and the kind of legal con-
trol you have over the land.

You've lined up your major, and you're
ready to bargain. What do you ask for, and
what can you reasonably expect to get?

Basically, you want three things: (1) stock
representing the value of what you have
done—land value reflecting zoning changes,
which is in part the value of the land in
light of anticipated net profits over the
period of development; (2) guarantees that
financing for the development will be forth-
coming with a reasonable degree of speed;
and (3) assurance that you will be on the
payroll to build the project.

Stock. The best way to work the deal is
to exchange your stock in your corporation
which has options for the real estate and
has accomplished all the work for stock in
the acquiring company. This is the simplest
way as there is no transfer tax on real
estate or on options to acquire real estate.
At this juncture, this kind of deal is con-
sidered free of tax if it is done properly.
And getting it done properly is your lawyer’s
job. Don’t try to do it yourself. You'll get
skinned.
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(In some cases, if the acquiring company
has reservations about your company, it
may want to acquire only your company’s
assets, so there will be nounforeseen liabili-
ties. In this case, you would sell the assets in
exchange for stock in the acquiring com-
pany. The problem here is that of possible
tranfer taxes on the value of the real es-
tate. This is the reason we recommended
that you set up a new corporation for this
deal.)

Basically, you will be showing the ac-
quiring company projected financial state-
ments including, ultimately, a projected
net profit. This is one of your bargaining
tools. Another tool is the increased value of
the real estate based on the new zoning.
These figures should reflect all of the work
you put into the project.

Obviously, the terms of each deal de-
pend on individual details. But in general,
you are in the ball park if you ultimately
expect to receive half the net profits, as-
suming these net profits are realized. But,
you can hardly expect the acquiring com-

pany to transfer stock to you for your
share of the projected profits without some
degree of certainty that those profits
actually will exist.

So, at the time the deal is consumated
the acquiring company generally transfers
to you stock having a value equal to 25%
of the projected net profits. These are
initial shares. The remaining 25% (sub-
sequent shares) will come when the project
is completed, contingent on the profits
actually being realized.

As noted in our earlier example, at this
point you haven’t received any cash. All you
have is paper—shares of the acquiring
company. But that paper can’t be sold or
hocked because, according to your agree-
ment, the stock is restricted by a letter of
investment. Usually, this means you must
hold the stock for a minimum of two years.

So you have the acquiring company
agree to register some of the stock without
charge to you (registering stock can be quite
costly|. The stock is then sold, and at this
point you get back some cash—taxable as a




sibly a tax consultant) will be concerned
with all details of the corporation and its
books. Everything will have to be put in
readiness because 1rRs may want to look at
the back-up. And you can be sure the
major’s legal department will go over the
books with a fine tooth comb. One bad
word from its lawyers, and the whole deal
blows up.

Your lawyer and accountant will be key
men in the deal and will have to certify
to all sorts of things. So right from the begin-
ning they must know exactly the kind of
deal you have in mind.

Zoning and planning. Basically, the same
rules apply here as in any other kind of
deal. Only more so. Regarding zoning, your
major will insist that everything be laid
out in black and white. It will not be
satisfied by handshake zgreements with
local officials on even small matters—the

kind of things you might have a tacit un-
derstanding on if you were doing the job
by yourself.

At the very least, you'll need agreements
memorialized—that is a memo in your file
dictated after any conversation you have
with any commissioner or other official
regarding what you can or cannot do.

Also, since your major has to answer to
its stockholders, and because it’s in the
public eye, it doesn’t want to be involved in
any deal that engenders unfavorable pub-
licity. So it’s especially important that your
zoning lawyer help sell your concept to
the community with a minimum of back-
lash. This doesn’t mean you have to walk
away from a zoning fight. Just don’t bear
down too hard.

As for planning, if you want to keep
your front-end outlays to the minimum,
try working out a deal with the planners for

a base fee covering their costs plus a very
modest profit and with a stipulation for an
incentive bonus if and when everything
works out.

But more importantly, it is vital in this
type of deal that your team include
planners with a track record for getting
their jobs through with a minimum of grief.
If possible, they should have a current
national reputation in legal and planning
aspects of p.U.D.s, and consequently be
well-known to your major.

In the planning process bear in mind
the objectives of the acquiring company.
It is interested in one thing—bottom line
profit (actual cash profit, not net). It is not
looking for a tax shelter. So selling, not
renting, should be your goal. If possible, plan
some apartments for the early stages which,
can be built and sold to show a good bot-
tom line number.

The next portion should be your pro
forma statements showing what the job
can throw off after all costs, year-by-year.
When possible, your accountant should ver-
ify this, although admittedly it is sometimes
difficult to do.

Search for a major. How do you go about
finding a company that might be interested
in participating in a real estate develop-

ment project? There are several methods.

One way is to ask around. You'll be sur-
prised at how many major-listed compa-
nies are looking for that kind of deal. An-
other way is to put an ad in trade journals
and/or the Wall St. Journal. Many people
have obtained results this way—and at a
fairly minimal cost.

A third way is to go to a broker or

finder. But this route should not be followed
until all others are exhausted. The reasons:
you will have to pay a fee, and, in general,
you lose control of the situation.

If you have laid the groundwork properly
your project will have considerable invest-
ment allure, and you should not have
difficulty in convincing others of the po-
tential profit.

capital gain rather than straight income.

You also should get an agreement that
you may piggy-back on other registration
statements the company makes. (In piggy-
backing, your stock can be added to stock
the company is registering for other pur-
poses at little or no extra expense to you.)

Of course, the same provisions should
apply to your contingent or subsequent
stock.

Since you are acquiring stock, you will
have to negotiate its price. This may be
either its market value on the day you com-
plete the transaction or its average value
over a period of 30 days or so prior to the
transaction. There is a lot of work between
the signing of the agreement and the closing
of the transaction, including certified
statements, opinions of counsel, and a mul-
titude of other documents. So you might be
better off getting the average price over
a period of time. In that way you will not
be speculating on the day-by-day market
price.

Financing. In addition to your stock agree-

ment, you will want commitments from the
acquiring company that it will provide
the financing for the property, either di-
rectly, through guarantee of the loans, orin
whatever manner it may contemplate
arranging such financing.

Employment. You also will want an em-
ployment agreement to make sure you will
continue to be in charge of the project. In
general, your salary should be determined
by comparison with salaries in subsidiaries
of comparable size, plus their fringe bene-
fits.

Your side of the deal. In return for what
you're getting, you'll have to agree to a few
things. To make sure the job is completed
in case something unexpected happens to
you, you'll have to provide second-level
management. The acquiring company will
expect you to come up with two men ac-
ceptable to them—one for building, one
for sales. They’ll also insist on key-man in-
surance.

You'll probably have to sign a no-com-
pete covenant in which you agree not to

engage in any competitive venture within a
stated period of time—usually for the num-
ber of years it takes to complete the project.
This agreement holds even if for some rea-
son the company becomes dissatisfied with
your performance and kicks you out be-
fore the project is completed. You'll still get
your salary, but you won't be able to do any
other work.

In general, you’ll be running the project
—through a wholly-owned subsidiary
which the major will set up. But there will
be a comptroller from the front office to
monitor the job.

If you're not the kind of person who can
work within the strictures of a big public
company, a stock-for-stock deal isn't for
you. But if you're a reasonably successful
builder, have built a variety of things,
have a good reputation in your community,
and can forgo some of the benefits of con-
trolling your own operation, you could wind
up with the satisfaction of having built a
really big job—as well as with a big profit
on a relatively small investment. =
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New developers
Bud Reeder, at right, has never built a house; he’s an ex-1sm
employee. Ken Euell, center, while an experienced general contractor, has
built only four houses in his career. John Ryan, left, is by contrast
an earthmoving contractor with six years’ homebuilding

experience. Earlier this year, the three men formed Unitized
Building Corp. to sell sectionals in their 150-house subdivision

How come these developers buy their houses

New sectional house
R

The two halves of a sectional, slated for
delivery to Unitized Building Corp.,
emerge from Capital Industries’ plant in Avis,
Pa. Capital opened the plant (see page
64) in part to serve growing demand from
developers such as Unitized.




from a factory?

Up to now it’s been a pretty well accepted
tenet that while sectional houses often
make economic sense for a scattered-site
operation, stick building is cheaper when a
one-site project of any size is involved.

Yet the men on the facing page bought
and sold 50 sectional houses for their de-
velopment this year. They did it because
they are convinced that . . .

regardless of tradition, sectionals
are more profitable than comparable stick-
built houses, and

.. . there are fewer frustrations when the
house is put on a site rather than built
on a site.

The men are Ken Euell, John Ryan, and
Bud Reeder—president, secretary-treasurer,
and sales manager of Unitized Building
Corp., Billings, N.Y. They're part of what
Capital Industries of Avis, Pa., a house
manufacturer, sees as a shift toward volume
use of factory houses.

Traditionally, builders who buy sec-
tional houses buy no more than four or
five in a year. But this year, 12 builders
out of 143 Capital customers have pur-
chased better than 15 houses each. And
some are veering toward real volume. Two
other examples:

e Arnold Ritt, who heads Crest Affiliates
Inc., on New York’s Long Island, has sold
300 sectional houses this year. Ritt is
geared to hit 500 units next year, selling
and erecting sectionals throughout the
1971-1972 winter.

e J. Mark Robinson, president of J. Mark
Robinson Homes, Tunkhannock, Pa., sold
60 sectionals this year—almost all via
Farmers Home Administration Mortgages.*
He anticipates selling 100 more next year—
two houses a week all year long. He puts in
extra foundations during the warm months
to insure steady production during winter.

Euell, Ryan, and Reeder of Unitized
Building Corp. are relative newcomers to
homebuilding (see photo caption on facing
page). They were attracted to sectionals,
they say, when they discovered, in the face
of contrary opinions, that a well built sec-
tional house could be built more cheaply
than a comparable stick-built house.

They launched their firm when they un-
covered a ripe market: the rural Hudson,
N.Y. area—25 miles south of Albany. Con-
versations with real estate agents in the
community convinced them that space-
hungry apartment dwellers living in the
Central Hudson Valley would be eager to
buy a home if the price were low enough and
little or no down payment was needed. The
cheapest new single-family houses in the

*When Farmers Home grants a mortgage, it lends the
money to the homeowner in contrast to the FHA proce-
dure which simply guarantees a bank-oriented mortgage

Farmers Home makes mortgages only to needy families
and will, depending upon the family's finances, subsi-
dize a portion of the interest itself. The maximum mort

gage varies by locality; $20,000 is typical.

area were selling at $24,000—out of reach of
most buyers.

Unitized Building Corp. came into being
last April, offering sectionals in a 150-unit
development. Houses were priced at
$18,500 to $24,000 on roughly one-third
of an acre. On July 15, two months after the
model home opened, Euell, Ryan, and
Reeder knew they had hit the right market.
They had sold 50 sectionals—twice the
amount the community’s biggest stick
builder did in a whole year. They stopped
there not because of a lack of buyers but
because the project is on temporary septic
tanks, and 50 units was the limit for the
land. A sewage treatment plant will be built
next year.

Here’s what Unitized Building’s execu-
tives say about their venture:

“Sectionals are more economical
than conventional houses”

Euell tells why:

1. ““We buy factory-built houses for less
money than it would cost us to stick-build
comparable models. And that lower cost is
the key to our market. If the house cost
another $1,000, we wouldn’t be able to sell
it.” As evidence, Euell points out that most
of the first 50 sales were at $18,500—the
bottom of the line.

2. “We have no construction-loan costs.’
The obvious reason: Euell has no construc-
tion loans. His firm pays all costs for any
house that is not mortgaged by Farmers
Home Administration and collects at the
closing. With that arrangement, the firm's
cash is tied up for only two or three weeks.

When the house has a Farmers Home Ad-
ministration mortgage, Euell gets 20%
when the foundation has been completed,
40% when the house is delivered, and
40% when the house is completed. The
Farmers Home money is paid to Euell
directly from the homeowner’s mortgage
account set up by Farmers Home.

3. “There’s little or no on-site theft or
vandalism because there’s hardly anything
around to steal.” Once the house is put on
its site, it's locked securely.

4. “We have more time to plan ahead.
Without the day-to-day problems of con-
struction, we’re free to improve our orga-
nization, scout around for land, and, in
general, to plan the company’s future ac-
tivities."

And, Euell adds, having that time is like

having money in the bank. “We're less apt
to make costly errors when we have time
to think.”
5. “We have fewer subcontracting prob-
lems.”” Euell deals only with one electrical
and one plumbing sub. “We control every-
thing else ourselves.”

“QOur profit margin is healthy”, Euell
says, adding that the company makes
nearly $3,000 on each house it sells. Here's

TO NEXT PAGE
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New sectional-house plant

Capital Industries unveiled its just-completed

83,500-sq.-ft. plant [top photos) to

housing dignitaries and the press in September.

|The outmoded plant was 75,000 sq. ft.)

The $1.2 million plant was designed to lessen materials
handling. It has 10 work stations that are manned
in a way to eliminate congestion. Its one-

shift capacity is 1,000 houses a year.

Present production (at bottom), is one house

a day. The work force for the new

plant will exceed 150 employees with an annual

payroll in excess of $1 million,

The company offers a choice of 26 floor plans.
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how the costs break down for the $18,500,
42'x24', 3-bedroom ranch—the most popu-
lar in the development:

$8,600 House

835 Transportation, highway fees,
erection

3,700 Foundation

2,500 Improvements
$15,635 TOTAL

Euell says the cost of the land was so
low he doesn’t include the figure in his
computations.

“Local codes are not a roadblock”’

And in this case, there’s a good reason why:
before Euell, Ryan, and Reeder even orga-
nized Unitized Building, they discussed
sectional houses with the local inspectors.
How, they wanted to know, would the
inspectors rate a house that can’t be fully
inspected because it arrives constructed.

The Unitized Building team explained
how the house was built and pointed out
that it was accepted by the New York State
Building Code, the New York Board of Fire
Underwriters, Farmers Home Administra-
tion, VA, and FHA.

The inspectors’ initial reaction: “That’s
nice—but let's see the house.” Their sub-
sequent action: all houses have been
promptly okayed on arrival at the site.

“The Sectionals are marketed as
ordinary houses”

Prospective homeowners don’t even know
they're in a factory-built house, says
Reeder, Unitized’s sales manager.

“T had a customer the other day who
had just left Ghent, N.Y., where he’d seen
factory houses that looked like mobile
homes. He walked through our house and
said, ‘Gee, this is a nice house. You know, I
can’t stand those factory ones!’ When I told
him he was in a factory-built house, he
just refused to believe it.”

Typically, Reeder holds back information
on where the house was constructed until
midway in his talk with a prospect. Then,
he explains, “we say such things as, ‘When
the factory completes your order’ and ‘your
house should be delivered by September 24.’
That way, the customer discovers he’sin a
factory house after he has made up his mind
that he likes it. There are no complaints.”

“And why should there be?”” adds Euell.
“‘Unless you saw the bolts in the basement,
you'd never suspect this house was built
in a plant.”

“But there have also been some
problems”
The most painful, according to Euell, are
these:

“We had growing pains with the fac-
tory.” It took time for Euell and his men to




get accustomed t0 the factory and its ways
__and vice versa.

At first W€ didn’t quite know what to
expect. There was no book written tO tell
us whatwe needed to know about the house,
1ts construction, and the factory npcmtmn"

Even today, there are still some bugs t©
be worked out: iithe house we BEt doesn't
always jibe completely with the plans. Yes-
erday, for example, we received a house
with \s'rung-si:t:d windows. Whenever we
find an error, We call the factory imme-
diately. Otherwise, our next house and the
house after that will have the same error.”’

#A house arrives late about once 4
week.” That's usually because bad weather
has made another builder’s road impassable,
holding up Capital Industries’ trucks.

“1f that builder owned a bulldozer—as
we do—he’d be able to get his house toO
its site with no pmblcm," says Euell. “But
he usually doesn’t. And by the ume he
rents oneg, two days are wasted.”

#Capital’s production schedule often
favors the houses it sells retail over those
it sells to builders.” Euell sees no solution
to this pruhlcm. “If T want my house first,
and Capital wants its house first, who do

you think is going to win?”’
But, says 4 Capital spokesman, ""Never—
absolutely never. There 18 nO priority given
to our houses. We honor our dealers first.
Perhaps one of our field representatives told
that to Euell as an excuse.”

While most difficulties are€ spcciﬁcally
sectional-house problems, Unitized Build-
ing also had a few conventional obstacles.
The biggest concerned MOoTtgages:

#We couldn’t find a bank to make mort-

gages with little ‘or 1o down pu\-'nwm,"

Euell says. The local bankers, he adds, are
an unbending conservative bunch who—
just for npcnurs——didn't like his company
because it was brand new, didn’t trust him
and his fellow officers because they didn't
live in the community, and balked at invest-
ing in a large development because they
had never had one plopped in their laps
before, and the prospect frightened them.

The few banks that agreed to making
mortgages insisted on 20% to 15% down.

Euell threw up his hands in disgust and
found a mMOTtEABE broker in Goshen, N.Y.,
who prndnccd two willing mortgage
sources: Albany Savings Bank and Inter-
County Title Guaranty & Mortgage CO-
4 New York City mortgage banking frm.
Albany grants 00% mortgages as a rule,
and will give 95% FHA prm'idcd some-
body else does the paperwnrk. Inter-County
makes no down-payment loans. SO much
for the present operation. What about the
future?

fuell and his fellow executives are pre-
pared to gell houses on the remaining 100
lots next year. And they have their eyes on
their next sectional development. It's only
a matter of time-
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massive study of 184,122 sales leads
from House & Home readers confirms that
sales action in housing & light construction
comes from every segment of the industry

To identify all the important people in hous-
ing and light construction who are active in
the selection of building products, materials,
and equipment, House & Home followed up
184,122 advertising inquiries from its reader
service cards and received a 31 % return involv-
ing 57,327 inquiries.

Survey questions were designed to determine
what, if any, “sales actions” were taken as a
result of readers having seen advertisements
in several issues of House & Home.

For the purpose of this study, “sales actions’'—
that is, those actions bringing products and

prospects closer to a sale—have been defined
as specifying, recommending, approving, pur-
chasing, and still investigating further.

For each sales action, of course, the unknown
multiplier is the number of residential or other
units for which the sales action was taken. For
example, a single purchase mention could in-
volve a 10 house development, a 280-unit
apartment complex, or anything in-between.

Results indicate in the clearest possible man-
ner that sales action comes from every segment

of the industry, as shown in the table below.

SALES ACTIONS TRIGGERED BY ADVERTISING

Literature Literature Literature

Sales

st i i SRS et DOE mwees mpes it S Gl
Architects & Designers 37,609 13073 11,584 1,940 1917 1,321 397 3039 8614 T44%
Builders & Contractors 78279 23001 19,939 1781 2251 2069 2518 6604 15223 76.3%
Commercial/Industrial 3,269 1,071 934 74 105 54 57 334 624  66.8%
Engineers 5,908 2,254 1,959 151 237 118 105 627 1238 632%
Financial 2,976 1,165 1,081 57 115 48 57 364 641  61.0%
Government 3,643 1,645 1,432 69 146 87 60 411 773 5408
Realty 7,616 2,514 2,262 152 249 207 147 8500 15805 710%
Retail Dealers 3,689 889 152 80 92 64 97 221 2ok 13T
Subcontractors 6,520 1,811 1,574 132 178 141 203 490, 1144 TRPR
Wholesale Distributors 2,071 658 564 32 64 40 40 189 365 647%
Others not identifying self 32,542 9,246 8,013 555 870 560 438 2536 4955 618%
TOTAL 184122 57,327 50,064 5023 6224 4,709 4115 15665 35736 714%

McGraw-Hill's marketing and management publication
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Shouldnt
your business
get what
its paying for;

to0?

No matter how much your business uses and de-
pends on mail service, you're not getting your money’s
worth...unless you use ZIP Code.

It doesn’t matter whether you’'re sending out an
invoice. Estimate. Announcement. Brochure. Or what.

A ZIP Coded letter requires fewer sorting opera-
tions at your local Post Office.

Which means it has a better chance of getting out
earlier.

And into your customer’s hands sooner. (Even if he
lives in the same town.)

Can you think of a better deal for three seconds of
your time?

CRTig
Iy 1

'@° advertising contributed for the public good

“OuncE
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PRODUCTS/FLOORING

Six-color shag comes in 16 colora-
tions that are very closely matched.
Color families include reds, grays,
rusts, ambers, whites, turquoises,
and several varieties of brown,
green, and gold. “Kaleidoscope”’ is a
thick shag of continuous-filament
nylon yarn. It retails for about $9
per sq. yd. and comes in 12" widths.
Bigelow-Sanford, New York City.

CIRCLE 216 ON READER SERVICE CARD

Thick shag, shown close up at left,
is made of a slim, tightly twisted
nylon yarn, creating a durable and
resilient carpeting. Yet the effect
is a glossy texture, much like silk,
which imparts a luxurious look to
any floor. The living room shown
above, like many living rooms to-
day, is set up for informal enter-
taining near—or on—the floor.
“Intuition” carpeting, which comes
in 21 colors, makes it look luxuri-
ous at a retail price of about $11
persq. yd. Lees, Norristown, Pa.
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Dense level pile, designed to be ex-
ceptionally durable, is offered for
heavy duty use. Yet it has, be-
cause of mixed light and dark shad-
ings, the fragile look of crushed
velvet. Twenty-one colors include
““Marmalade’’, “Celery’’, “Ver-
mouth”, and “Plum”. “Reminisce”’,
retails for $11, Monticello, Burling-
ton, New York City.
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Vinyl “bricks” in brown, rust, or
white are three-dimensional de-
sign embossed on sheet flooring
cushioned with vinyl foam. The
three-brick pattern is so carefully
reproduced, even grains of sand in
the mortar are visible. Vinyl pro-
tective layer makes “"Normandy” a
low-maintenance floor. GAF, New
York City.
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Low-cost “slates” are actually 12'-
square vinyl-ashestos tiles em-
bossed to give the appearance-and
texture of hand-cut slates set in
mortar. Once installed, the tiles
present a virtually seamless look.
“Stonefield” tiles come inolive, red,
white, or slate and are 3/,," thick.
Armstrong, Lancaster, Pa.
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Three-color shag comes in blue-
green tones, gold tones, and avo-
cado tones, plus such other color
combinations as raspberry and
oranges, mint with golds, and
blues with lavender. “Orlando’ is
made of nylon not only for its
colorability but for its wearability
and resilience. It meets all rFua
specifications and will retail for
less than $7 per sq. yd. Johns-
Manville, New York City.
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Four-color shag is featured in 18
colorations. Not just color families,
these colorations include such com-
binations as red, black, and orange
or brown, green, and aqua. “Maxi"
shag is so called because its two-
ply heat set nylon pile is more than
1%" deep. It comes 12’ wide, has a
double jute backing, and more than
meets FHA specifications. Congo-
leum, Kearny, N.J.
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o =y
Tex oadloom has

heights of deep pile constructed in
a pattern of gently curved inter-
locking waves and a precisely
sheared surface. Made of Monsan-
to’s “‘Acrilan” acrylic fiber, Great
Demand’ comes in 1 1 combinations
of two or three colors. It retails
for $10.50, comes 12" and 15’ wide.
Downs, Willow Grove, Pa.
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Carpet tiles, used in a supermarket
aisle as shown, withstand the heavy
traffic of shopping carts even with
little or no adhesive. “Tex-Tiles”
have dense pile surfaces of anti-
soil nylon or acrylic yarn fused to
vinyl backs that conform to the
floor, preventing 18" squares from
lifting at the edges. Collins & Aik-
man, New York City.
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Contract carpeting for heavy-duty
areas is called ‘Public Service.”
Made of “Zefran’’, 70% acrylic and
30% nylon yarn, it also has “Zef-
tat” anti-static yarn woven in.
Pioneer Carpet makes it in 11
colors, 6' wide, with either 54-0z.
solid or cushion vinyl backing.
Dow Badische, New York City.
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0 Rl

Cut and loop construction produces
a carved look. Tufted in a design
that looks like clouds, this heavy
plush pile is made of American
Enka’s “Enkaloft” nylon staple fi-
ber. “Classic” carpeting comes in
12 solid colors. It is available in
both 12’ and 15" widths, and it
has a double jute backing. Fort
Valley Mills, Dalton, Ga.

CIRCLE 223 ON READER SERVICE CARD
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o Ways your senco
construction specialist
can help you make
more money with the
senco automatic
fastening system

Help you save precious
time in maintaining Senco
staplers and nailers in good
operating condition through
regular, on-site calls

Help you train inexperi-
enced workers to a high
level of proficiency with
Senco tools — oftenin a
matter of hours

Help you and your people
with time saving, cost
cutting techniques in the
use of Senco fastening
equipment

4. Help you set up an
economical, under-roof
component operation

to increase your efficiency,
lower your building costs,
increase production rate

5. Help you obtain local
building code approval to
use lower cost, but
structurally sound, Senco
fastening methods

Your Senco Construction
Specialist is your man . ..nota
“jack-of-all-trades"’, but an
experienced building industry
expert who knows how to get
the very best out of your Senco
tools and fasteners. Contact

us for more details, and for the
name of the Senco Construction
Specialist nearest you.

Senco Products, Inc.,
Cincinnati, Ohio 45244,

Dept. 109

T
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enco

Marion Lucke, (L), Secretary,
Lucke & Strassel Builders, Inc.,
Cincinnati, O., and Senco
Construction Specialist Mike Miller
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PRODUCTS/STRUCTURAL MATERIALS

Eight-foot-long shingle panels speed construction, reduce errors

plywood clips add strength, and
the joint is bridged by next panel.
Shakertown, Cleveland, Ohio.

CIRCLE 226 ON READER SERVICE CARD

are 16" ing grade plywood. Panels are cut
to fit around vents. Nailed to raf-
ters at 16" or 24" centers, panels

meet between. Then

Panels, easily carried by one man, cedar shingles. On top
can be installed in less time than
individual shingles. Yet they retain

the look and weatherability of red

shingles 18" long and of various
widths. Underneath, electronically
bonded to shingles, is %" sheath-

sometimes

2 o
Pipe insulation is of rigid urethane.
Shown being installed on dual
temperature pipes in a 40-story
apartment building in Boston,
"Armalok” comes in easy-to-handle
4' lengths, speeds construction

Low temperature foam system pro-
vides a good bond of the urethane
foam to substrate or metal even at
temperatures down to 28° F. Tested
in Alaska's freezing weather, the
foam adhered well, showed no

! : ‘
tume, reduces costs. White kraft
paper and aluminum foil jacket pro-
vide a vapor barrier, and the finish is
a clean white. Armstrong, Lancas-
ter, Pa.
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“Polylite’”” can
be sprayed with standard equip-
ment, has a density of about 2 lbs.
per cu. ft., is fire retardant. Reich-
hold Chemicals, White Plains, N.Y.
CIRCLE 228 ON READER SERVICE CARD

thermal cracking.

Urethane and gypsum system is
called “Thermo-Stud”. To install,
serrated furring channels are em-
bedded in the “Technifoam’ ure-
thane building board insulation
|photo above left). Then nails are

Turbine ventilators, installed on a
house: root, remove hot, humid
air in summer, keep attic dry and
frostfree in winter. There's no
motor, so no operating costs. Just
a two to three mph puff of air sets

driven through the furring channels
into the concrete, masonry, or brick
exterior wall. Finally, the gypsum
wallboard is applied with screws
(right photo). Celotex, Tampa, Fla.
CIRCLE 229 ON READER SERVICE CARD

turbine in motion, and a four mph
breeze displaces from 215 to 2,700
cu. ft. of air per min, depending on
turbine size. Macklanburg-Duncan,
Oklahoma City.
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Insist
on a
genuine

AUTOMATIC GARAGE DOOR OPENER SYSTEM

. ALLIANCE

Genie-"the garage door picker-upper!”

Opens the door...turns on the light...closes the door...locks up tight!

Genie! The extra touch that closes home sales

faster.
Genie! pre-sold through national advertising
and local promotion. Ir ——————————————————— -wl
Genie! Backed by a nation-wide network of reliable | The ALLI_ANcEM'““f‘““““! Co. Inc. |
dealer service outlets. | Alliance, Ohio 44601 DEPTHH-12 |

Genie! Performance-proved by satisfied users Send booklet ahout Genie

| I

| |

everywhere. | and names of nearest dealers. |

| I

Call your local dealer or mail coupon today. | Name |
You’ll find out how the merchandising program for { Address ‘
Genie Automatic Garage Door Opener Systems | City |
by Alliance can help you sell more homes. I State Zip :
| ———————— o

A NORTH AMERICAN PHILIPS COMPANY
Maker of the famous Antenna Rotator . .. Alliance Tenna-Rotor® ... “TV's Better Color-Getter!”

@The ALLIANCE Manufacturing Co., Inc., Alliance, Ohio 44601

©1971 The Alliance Mfg. Co. Inc
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Sub-floor water damage is no_joke ... . and when shower
pan failure is on the second floor or higher, it can be
disastrous!

COMPOTITE's waterproof, corrosion-proof, asphaltic
membrane seals shower moisture away from vulnerable
areas more economically than any other shower pan
material. Keeps sub-floors dry, year after year. And the
use of COMPOTITE waterproofing results in a fully tiled
shower area at no more than the expense of a tub or
open-base receptor.

Shower Pan

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

(213) 483-4444
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Soss Invisible

Compare the Soss look of invisibility with any strap or butt hinge
and you’ll choose The Soss Invisibles. These amazing hinges hide
when closed to blend with any decor. With The Soss Invisibles you
can create room, closet, or cabinet openings which are unbroken
by hinges or gaps . . . the perfect look for doors, doorwalls, built-in
bars, stereos, or T.V.'s. The Invisibles are extra strong, open a full
180 degrees, and are reversible for right or left hand openings. See

listing in Sweet's or write =3
for catalog: Soss Manufac- = a the soss
::' TS
Invisieles

turing Company, Division
of SOS Consolidated, Inc.,
CIRCLE 82 ON READER SERVICE CARD

P.0. Box 8200, Detroit,
Michigan 48213,
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Urethane foam panels can easily
handle the weight of light loading
vehicles and the heavy traffic of a
pedestrian mall or plaza while pro-
viding insulation above an occupied
area. Made of high-density, rigid,
closed-cell foam cores bonded to
asphalt-saturated felt on both sides,
they are light in weight (only %
the weight and thickness of cellular
glass) and easy to handle. As shown
above, they may be simply hot
mopped and walked down. And,
as shown at left, they may be cut to
fit around drains or vents. Apache
Foam Products, Linden, N.J.

CIRCLE 231 ON READER SERVICE CARD

e, B -

o ‘7,‘_;-,,, p—
'S : I s e A -
: = = .
I e R e R
U el

- /

o s
Sl »
Low-cost block system needs no
mortar. “Wedge Blocks” have twin
V-grooves that interlock firmly so
hollow cores align vertically. The
house above is 25’ x 28" with 8"
high walls, 992 ft. of interior walls,
four doors, and seven windows.
Masonry work was completed in
two days at a cost of $1,209.58.
Blocks cost $634.50; grout for the
cores next to windows and doors
and at corners cost $18; and mortar

for the first course came to $7.02.
Labor, including normal mark-up,
came to $550, $125 lower than
8675 bid. (Other bids ranged to
$1,165.) Pictures show the pre-
viously poured slab with bolts pro-
truding, blocks being laid up, grout
being poured next to a window, and
the closed-in house after two days
of wark by the carpenters. Wedge
Blocks, St. Louis.
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Control joint filler of elastomeric
= vinyl is designed to relieve stress
in the vertical joints of concrete
block walls. “Blok-Tite” control
joints come 4' long and in widths
of 2'/,", 47", 67", 9%" and 11%"
to accommodate walls—composite
or veneer—up to 13" wide. They
fit standard sash blocks. AA Wire
Products, Chicago.
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' Discover
new nailing efficiency:
Bostitch 16d Nailer.

The new Bostitch 16d Nailer combines
rugged construction with excellent balance
in a comfortable tool which speeds framing
and other heavy-duty jobs. It is also very easy
to use for toe-nailing.

Steep pitch (27°) of magazine makes tool
compact in relation to nail load while putting
weight at point of impact. Nailer is therefore
maneuverable in tight spots and extremely
well-balanced, and maximum nailing power
IS achieved.

Compact sticks of 16d nails load rapidly,
let you drive up to 5 times faster than hand
nailing without tapes or holders to discard.
New 16d Nailer also nails 8d, 10d and 12d

nails with no adjustment.

You can hang this machine from overhead,
making it easier to operate in the shop. The
new 16d Nailer can be fired only when both
the manual trigger and the contact trip are
activated. Tool can be used for rapid-fire
nailing as well as for precise single-shot
nailing without adjusting.

Discover the nailing efficiency and han-
dling balance of the new Bostitch 16d Nailer
and the complete line of Bostitch tools for
the construction industries. Talk to the man
with the fastening facts —your Bostitch man.
Or write Bostitch, 252 Briggs Drive, East
Greenwich, R.l. 02818,

BOSTITCH

FASTENING SYSTEMS

A lextmnlcommmv
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OUTSTANDING

STUDIO-STAIRS assure “custom-designed”
appearance and save substantial space. Each
stair is produced to individual job specifica-
tions for easy assembly of components.

AMERICAN PANEL PRODUCTS, INC.
1735 Holmes Rd., Ypsilanti, Mich. 48197
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1
i ATTACH LABEL HERE
: a Please give five weeks notice before change of address
I Chaﬂglng becomes cffective. Attach mailing label here and print
1 your new address below. If you have any guestion about
: VOour your subscription, include address label with your letter
: d d‘ 5 MAIL TO
: address. House & Home, P.O. Box 430, Hightstown, N. ], 08520
: :
' i
' 1
1
Iyour name :
L I
1 1
1your mailing address -
1
| i
:l:it}' zip cnde:
1
| i
1 your firm name !
]
. 1
1 ]
1 firm address i
' ‘
- : 1
1city zip code;
' i
1
:type of business i
' ;
1
Iyour title or position -
' i
TO ENTER OR EXTEND YOUR SUBSCRIPTION. want -
CHECK HERE: i i
[ NEW [1ONE YEAR $9.00 vour '
OJ RENEWAL U THREE YEARS $18.00 3 !
MAIL REMITTANCE TO own -
House & Home, P.O. Box 430, Hightstown, N.J. A s a I
08520—Rates Apply to U.S. & Canada Only— Subscrlptlon & :
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Pre-formed fittings are made of
semi-rigid pvc. Pre-cut polyurethane
foam or fiberglass, furnished with
the fitting, is inserted. Then the
“Zeston” fitting is hand-formed

High-strength tape, made of 15-
Ib.-density vinyl foam, has acrylic
adhesive on both sides. Flexible
foam conforms to irregular sur-
faces, resists most chemicals, plas-
ticizers, water, and fungus. Ad-
hesive, as shown here, is strong
enough to hold steel, wood, plastic,
and copper together, while support-
ing a large weight. Arno, Michigan
City, Ind.
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Space-saving packages for fiberglass
insulation both stack and pack more
compactly than the old-style bulky
rolls. “Handle Pak” sleeves are also
easier to handle because of a lift-
up plastic handle and a strip that
“zips'” open. New rectangular pack-
ages are color-coded by product
thickness. Certain-teed Saint
Gobain, Valley Forge, Pa.
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around a pipe elbow, tee, valve,
or joint, and taped with pressure-
sensitive vinyl. Insulates hot or cold
pipes. Thermazip, Los Angeles.

CIRCLE 235 ON READER SERVICE CARD

Tape sealant for exteriors comes in
low-, medium-, or high-density
vinyl foam with adhesive on one or
both sides. “Foamgard” seals out
moisture, dirt, noise, and fumes,
and acts as a vibration damper.
It has both a high compression
rate and high retention. And its
water absorption rate is very low,
even under high pressure. Blanchard,
West Orange, N.J.
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Doors with this seal of quality

N

cut finishing time and reduce call-backs.

Doors that offer distinctive styling
minus traditional problems. Doors with
one-piece molded faces that are
factory-primed . . . ready to paint.

Surfaces that are smooth and need
no sanding, no filling. Joint-free one-
piece molded faces that keep their
beauty.

This is why they cut finishing time
and reduce call-backs. They even
cost less than conventional panel
doors. Try them on your next job.

The seal is new. But already builders
have used over half a million doors
with these molded faces. The seal
is removable; just lift off and paint.

A dozen companies make these
doors. See names at right.

This
quality door
manufactured with

Weyerhaeuser"’
Molded Faces

Weyerhaeuser

CIRCLE B5 ON READER SERVICE CARD
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American Door Distributors, Inc.,
Needham, Mass.

Artesia Door Co., Artesia, Calif.
Embler Door Co., Varnville, S.C.
General Plywood Corp., Louisville, Ky.
Glen-Mar Door Mfg. Co., Phoenix, Ariz.
Lifetime Doors, Inc., Livonia, Mich.,
Denmark, S.C., Hearne, Tex., and
Easton, Pa.

Mohawk Flush Doors, Inc., North-
umberland, Pa. and South Bend, Ind.
Morgan Co., Oshkosh, Wis.

Pease Co., Hamilton, Ohio

Premium Forest Products, Ltd.,
Scarborough, Ontario, Canada

Walled Lake Door Co., Richmond, Ind.,
Stanley, Va., Tupelo, Miss. and
Cameron, Tex.

Young Door Co., Plymouth, Ind.

and Sunbury, Penn.
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2. Title of publication: HOUSE & HOME
3. Frequency of issue: Monthly.
4. Location of known office of publication: 330 West 42nd Street, City, County & State of New
York, 10036
5. Location of the headquarters or general business offices of the publishers: 330 West 42nd
Street, New York, New York 10036.
6. Names and addresses of publisher, editor, and managing editor
Publisher: James F. Boddorf, 330 West 42nd Street, New York, N.Y., 10036
Editor: John F, Goldsmith, 330 West 42nd Street, New York, N.Y. 10036
Managing editor: None
7. The owner is McGraw-Hill, Inc., 330 West 42nd St., New York, New York 10036. Stock-
holders holding 1% or more of stock are: Paul T. Babson, 330 Beacon St., Boston, Mass. 02116,
Bark & State Street Bank & Trust Company, P.O. Box 351, Boston, Mass, 02101, The Chase
Manhattan Bank, Trustee, P.O. Box 1508, Church St. Station, New York, N.Y. 10008, Maxwell
M. Geffen, 1271 Avenue of Americas, New York, N.Y. 10020, Donald C. McGraw, Elizabeth
McGraw Webster, Donald C. McGraw, Jr. & Harold W. McGraw, Jr., Trustees under Indenture
of Trust m/b James H. McGraw, dated 1/14/21 as modified;, Donald C. McGraw, Trustee under
an Indenture of Trust m/b James H. McGraw, dated 7/1/37 as amended; Donald €. McGraw,
individually, Donald C. McGraw & Catharine McGraw Rock, as Trustees of the Estate of
Mildred W. McGraw, all of 330 West 42nd Street, New York, N.Y. 10036, Sabat Co., ¢c/o Savings
Banks Trust Co,, 200 Park Avenue, New York, N.Y. 10017, Stanford E. Taylor, Hawk Dr., Lloyd
Harbor, Huntington, N.Y, 11742
8. Known bondholders, mortgagees, and other security holders owning or holding 1 percent or
more of total amount of bonds, mortgages orother securitie: None
9, Permission requested
10 Notapplicahle
11. Extent and nature of circulation
Actual Number of
Copies of Single
Issue Published

Average No,
Copies Each
Issue During

Preceding Nearest to
12 Months Filing Date
A. Total No. Copies Printed 110,050 110,526
B. Paid Circulation
1. Sales through dealers and carriers, street
vendors and counter sales
2. Mail subscriptions 103,184 103,550
C. Total Pad Circulation s 103,184 103,550
D. Free Diseribution by Mail, Carrier or Other
Means
1. Samples, Complimentary, and other free
copies . B A AR s 5,059 5,372
2. Copies distributed to news agents, but
not sold e — -
E. Total Distribution R Al o gk i 108,243 108,922
F. Office Use, Left-Over, Unaccounted, Spoiled
Afrer Printing : 1,807 1,604
G. Total 110,050 110,526

I certify that the statements made by me above are correct and complete
|Signature of owner|

McGRAW-Hill, INC
By: JOHN |. COOKE
Senior Vice President & Secretary

Beautiful,
but square.

That's an apt description of a Plan Hold Square Tube
Filing System « Your drawings or prints can't get lost, dog-
eared or dirty » Square corners mean easier plan han-
dling « Plans can't bind « Square tubes gives 25% more
space « Efficient indexing guarantees faster retrieval

» Plan Hold Filing Systems save you money, time, space

* Now, isn't that beauti- ~
:@ PLAN HOLD
. TIMES MIRROR

ful? » Write for our
money-saving free
P.O.Box 4907, Carson, California 90745

catalog.
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Fire retardant siding remains on the
still-standing apartment building
above. Fire started in burned-out
buildings in foreground, was con-
tained in them by the siding.
“Panel 15" credited by fire de-

- - . .’

e e

partment with keeping tlames from
spreading to the next building,
has a pebbled texrure, is aluminum
bonded to plywood. Weyerhaeuser,
Tacoma, Wash.
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Flanged brick vent goes in soffit
or wall where standard brick vent
can’t be used. Extruded of aluminum
for sharp, clean lines, vent comes
in clear or bronze anodized finishes.
Fine mesh screen behind louvers
keeps out dirt, a continuous drip
across top keeps water off the face,
and there is an integral water stop.
Face 1s plastic masked to prevent
damage during construction. Sizes:
from 2%" to 8'/,," high, from 8" to
50" wide. Construction Specialties,
Cranford, N.J.
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Aluminum vent for brick walls
has specially designed blades that
keep water out even during heavy
storms. The extruded aluminum is
protected throughout from pitting
and corrosion by an anodized finish.
Sylro Products, Merrick, N.Y.
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How to install CPVC pipe for hot and
cold water and be sure you are right.

Be sure you cut it square! [t's easy in a mitre box. Or use
a cutting tool. Pipe made of hi-temp Geon® vinyl (CPVC)
is for hot and cold water lines, Geon vinyl (PVC) for DWV,
€tc.

Remove surface gloss from the tubing end and fitting
socket with CPVC cleaner or fine sandpaper and wipe
clean with a dry cloth. Brush CPVC cement to the inside
of the socket.

Push the tubing into the fitting. Then give either the
tubing or the fitting a quarter turn to insure proper distri-
bution of cement. Immediately adjust for direction. Wipe
excess cement from the fitting lip; hold both together for
a few seconds,

Remove the burrs or ridge from the outside and inside with
a knife or tubing reamer. Before you apply any cement, be
sure the tubing will enter the socket but not be so loose the
fitting falls off.

Then brush cement on the outside of the tubing. Notice
how easy it is to handle. Tubing made of hi-temp Geon
resists moisture, oil, corrosion, acids, alkalies and other
chemicals.

It's easy to connect hi-temp Geon vinyl tubing to metal
lines or valves. A transition fitting like this does the job.
Get all the facts about CPVC piping. Write to us for free
booklet

For free illustrated booklet, write B.F.Goodrich Chemical Company,

a division of The B.F.Goodrich Company, Dept.H-25

3135 Euclid Avenue, Cleveland, Ohio 44115.
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LITERATURE

New flooring styles. Additions to
the Armstrong line of resilient
floors are shown in a full-color
supplement to the manufacturer’s
1971 pattern book. Styles shown in-
clude “Pallazzo” and “Royal Villa”
Solarian; “Coronelle” and “Santa
Cruz” Corlon; “Castilian” cush-
ioned vinyl; embossed linoleum;
“Craftlon”, “Place ’‘n Press, and
regular and custom Excelon tiles.
Trims and bonding cement are also
featured. Armstrong, Lancaster, Pa.
CIRCLE 315 ON READER SERVICE CARD

Ceramic wall and floor tiles. No
longer confined to kitchens and
baths, decorated ceramic tiles are
shown in use in living areas, dining
rooms, dens, entries, and patios in
a full-color brochure. The tiles in
the Franciscan Portfolio are used
in continuous patterns over walls
and floors and include geometric,
contemporary, traditional, Ha-
waiian, Indian, Mediterranean, and
flower designs. Many of the over
267,000 possible color combina-
tions are shown. Interpace, Los
Angeles, Calif.
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Roofing, A full-color catalog of roof-
ing products including strip and
specialty shingles, roll roofing pro-
tective coatings, and cements is

available. The catalog is designed
for quick reference and includes
photographs of the products in use
as well as details and specifica-
tions for installation. Celotex/Bar-
rett, Tampa, Fla,
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National housing goals. The Com-
mittee on Housing and Develop-
ment of the University of Illinois
at Urbana-Champaign has issued
the results of a study by Prof. James
R. Cooper on the outlook for the
1968-78 mnational housing goals.

New book explains P.U.D. to the decision-makers

Too often, local officials who ap-
prove—or turn down—new housing
projects simply don’t understand
what planned unit development is
all about. Now, a new book, writ-
ten in laymen's language, tells the
P.u.D. story to the laymen who
make up zoning, planning, and
town boards.

“PUD: A Better Way for the
Suburbs’’ was written for the Urban
Land Institute by Maxwell C. Hun-
toon Jr., a House & HoME senior
editor. The full color, 72-page book
gives a history of r.u.p., discusses
current suburban response to the
concept, and describes r.u.D. from
the viewpoint of those most af-
fected by its advent: the com-
munity resident, the planning board
member, the designer, the devel-
oper.

Because the non-professional’s

difficulty in evaluating r.u.D.s
often stems from his inability to
visualize the finished product, a
large portion of the book is de-
voted to 12 case studies. These
projects, located in seven states
and Canada, were chosen as repre-
sentative of the diverse aspects of
the r.u.D.

Each case history is accompanied
by illustrations, photos—many in
color—and site plans. There is com-
plete statistical information: acre-
age; land use breakdown (residen-
tial, commercial, recreational, open
space); number, size, and type of
residential units; and rental and/or
sale prices of residential units.

The 9"x12", soft cover book
is available from the Urban Land
Institute, 1200 18th Street, N.W.,
Washington, D.C. 20036. uL1 mem-
bers send $8; nonmembers, $10.
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The author finds that the plan en-
tails an appropriation commitment
of more than $40 billion until
2010 A.D. The study of the social,
economic, and political forces in-
volved in the housing goals pro-
gram is available for $3 per copy
from the Committee on Housing
Research and Development, The
University of Illinois at Urbana-
Champaign, Room 360, Armory,
Champaign, T11. 61820.

Heat/air conditioning. A combina-
tion gas heating and electric air
conditioning unit which can be
installed on the roof or on a slab
outside the building is the subject
of this new full color brochure.
The “Econoair” is available in
sizes ranging from 1% to 30 tons
of cooling, with 40,000 to 800,000
BTUH of heating. Payne, La Puente,
Calif.
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Plank Paneling. This brochure con-
tains plank paneling facts: installa-
tion data, species, grades, widths,
lengths, thicknesses, and finishes.
It pictures 13 solid hardwood vari-
eties in full color. Townsend, Stutt-
gart, Ark.
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Let your customers

enjoy the great outdoors

in the comfort
of their own homes.

S
W R e

Tuf-flex® tempered safety glass
fabricated into Thermopane® insulating
glass units makes it easy. They team up
beautifully to let in lots of light and
pleasant sights; keep out chilling cold.
(So your customers get the added benefit
of lower heating bills.)

What’smore, Tuf-flex is tempered
to take hard knocks. It resists breakage.
On the rare occasion that it breaks, it

Porch enclosed with Thermopane made of Tuf-flex tempered safety glass in Pella sliding doors by Rolscreen Company.

turns into small pebble-like pieces that
are very unlikely to cause serious injury.

Thermopane units made of Tuf-
flex come in standard sizes in clear, grey
and bronze. They’re available only from
Libbey-Owens-Ford Company, Toledo,
Ohio 43624.

LIBBEY-OWENS-FORD
[GLASS)
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This year Redman Industries
will invest $1.3 million

in the recruitment and development

of the country’s most
performance-minded,
dynamic,
imaginative,
aggressive,
self-confident
individuals.

If you feel you answer that
description,you've already
demonstrated the self-confidence.

Who are we to be selec-
tive? Redman Industries, a
leader in the rapidly ex-
panding Housing, Develop-
ment and Building Products
Industry. A solid, growth-
oriented company listed on
the New York Stock Ex-
change, with 34 years of
experience, and an already-
proven record of success.
Redman sales and earnings
have compound growth
rates of 24% and 55% re-
spectively, for the past 412
years.

We want equally selec-
tive people, whatever their
experience. Above average,
self-motivated people. With
uncommon talents and
skills. Department heads

(214) 631-6590

Name

Redman Industries, Inc.
.? 7800 Carpenter Freeway, Dallas, Texas 75247

Attention: Charles Aquavella, Director of Personnel
I am confident T answer your description. Please send me
additional information and an application,

Address

City State

Home Phone

O I have included a resume

+HH

S S ATy

An equal opportunity employer

D .

and people with technical
or professional skills who
have excelled in their fields
— grown to the limits of
their present jobs and want
even more of a challenge.

All in all we need a full
range of results-oriented
men and women to fill 140
key positions in our man-

agement from Salesmen to
Accountants, from Engi-
neering to Purchasing, from
General Managers to Con-
struction Managers.

If you're the calibre of
person we're seeking, you'll
want to consider what we
have to offer. Here is our
proposal:

If you're selected, you'll
be prepared for your posi-
tion with solid, thorough
training periods. Instruc-
tion designed to give you a
firm foundation and let you
grow from there.

Most important, you'll
be remunerated in direct
proportion to your perfor-
mance.

If the foregoing has
provided sufficient induce-
ment, here’s an opportunity
to demonstrate some initia-
tive. Complete this coupon
and send it to us. (Enclose
a resume, if possible.) We’ll
send you a copy of “Intro-
duction to Redman” along
with our reply.

The only investment you
need to make is an 8¢ stamp.
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LITERATURE

Air pollution. A valuable publica-
tion for the citizen concerned about
the environment is ““Your Right to
Clean Air—a manual for citizen
action,” published by The Con-
servation Foundation, Washington,
D.C. The 109-page booklet explains
the causes of various types of air
pollution and gives valuable in-
formation for the layman trying to
do something to help. There are
notes on pollutants, a list of Air
Quality Control Regions, hints on
organizing and running citizen ac-
tion groups. Also included is a
list of citizen committees across
the country that are already active
in fighting pollution, and a bibli-
ography of helpful publications
and films.
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Interior paneling. The first of 16
chapters in a product training
manual is devoted to interior panel-
ing and is 26 pages long. Removable
file sections cover panel selection
and application, moldings and fit-
tings, related tools and hardware,
and a glossary of terms. Described
are: types of paneling, edge styles,
patterns, and textured surfaces. A
selection chart compares composi-
tion, standard sizes and thicknesses,
colors, and surfaces. Single copies
are $2 each, multiple orders of more
than ten cost less. Write directly to
The Retail Lumber Dealers Founda-
tion. Dept. HH, 339 East Avenue,
Rochester, N.Y. 14604.

Foam-core doors. Exterior, interior,
patio, and special privacy doors of
foam-core steel construction are
the subject of the 1971 full-color
catalog. In-depth information ex-
plains the virtues of foam-core
steel construction—the elimination
of warping, sagging, shrinking, and
swelling, Also featured in the cata-
log is information on sidelight,
toplight, and venting options, along
with installation instructions. Ever-
Strait, Hamilton, Ohio.

CIRCLE 309 ON READER SERVICE CARD

Ceramic accessories. Door knobs,
drawer pulls, drawer knobs, es-
cutcheons, push plates, and light
switch plates in many decorative
ceramic styles are described with
full-color illustrations in the manu-
facturer’s new catalog. The hand-
decorated accessories are also rust-
proof and easy to clean. Towne,
Rye, N.Y.

CIRCLE 308 ON READER SERVICE CARD

Mobile home parks. An in-depth
study of home parks is the first in
a series of technical bulletins is-
sued by the Urban Land Institute.
Part 1 of the mobile home parks
study analyzes technological devel-
opments, costs and financing, own-
ership and management, occupant
characteristics, marketing factors,

taxation, and many other factors in-
volved in mobile home parks. A pre-
liminary discussion of mobile home
park planning and design considera-
tions is also included. The booklet
also contains statistical tables, pho-
tographs, site plans, and an exten-
sive bibliography. Urban Land In-
stitute, Washington, D.C.
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The outdoor room. New homes or
remodelings get the added advantage
of outdoor living with the addition
of an outdoor room as described in
a new design and idea booklet. Out-
door rooms are less costly than
atriums and courtyards because
they are added outside the building
walls, They can extend from any
room in a house—bedroom, kitchen,
dining room, living room, or bath.
The booklet shows various appli-
cations of the outdoor room concept
in full-color drawings, plans, and
photographs. Western Wood Prod-
ucts Assn., Portland, Ore.
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Wood screens and panels. Twenty
“Sculpturewood'’ patterns available
in %" and %" panel and screen
widths are featured in a full color
catalog. Offering dividers, walls,
and doors, in walnut, birch, poplar,
oak, and ash, the series is illus-
trated in closeups and long shots,
Penberthy Architectural Products,
Los Angeles, Calif,

CIRCLE 305 ON READER SERVICE CARD

Doors. A full line of birch, hard-
wood, launan, oak, and vinyl-clad
doors has been featured in a 1972
catalog. The full color booklet in-
cludes architectural, bifold, colo-
nial panel, decorator, exterior, flush,
institutional, interior, laminated,
lighted, machined, prefinished,
warpfree, and wrapped wood doors.
Mohawk Flush Doors, South Bend,
Ind.
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Windows. Fifteen reasons to use
wood windows are presented in
“The Many Advantages of Wood
Windows’. A comparison of wood
to other types of window is made.
National Woodwork, Chicago, Il
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Paneling. This full color folder
describes three lines of marble
patterned paneling. Melamine-
coated, the paneling has matching
mouldings and is mar and moisture
resistant. AFCO, Houston, Tex.
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Vents. Extruded and cast aluminum
brick vent data is featured in this
updated brochure. It is illustrated
with photos, drawings, and tabular
forms. Sylro Products, Merrick,
N.Y.
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ADVERTISERS INDEX

Pre-filed catalogs of the manufacturers histed below are
available in the 1971 Sweet’s Catalog File as follows.

A Archirectural File [green)

I Industrial Construction File (blue)

L Light Construction File (yellow)

D Interior Design File (black)

W Denotes Western edition
M denotes Mid-Western edition
N denotes North Central edition
E denotes Eastern edition
S denotes Southern edition
SW denotes Southwest (Swing)

S

AlliamceMEg./CO. .. ..cuuvusvseessarion

A American Panel Products, Inc. .. <

A American Standard Inc. ...........................0

Amsterdam Corp. ...............

A-L Andersen Corp. .........
A-I-L-D Armstrong Cork Co.

Associated Mortgage Co,

B
B.F. Goodrich Chemical Co. ............... 71, 87
R RSt v e i iy e
Botitchi{Textmon, Inc.) . ... 83

c
| Cameron Brown Co. 7682-83
Capital Industries, Inc. 76E1, N1
A-L CaradcoDiv. (Scovill Mfg. Co.)..................40
Colonial ProductsiCo. . ......vermiisms vopsssnondd
Combustion Engineering .....................22-23
A-L Compotite Shower Pan ...................00e....82

B
EdisonElectricTustitiite ... i ssssmirsmmnnese 38

A-l Emerson Electric Co. (Chromalox Comfort

Conditioning Div.) ...........ovvveeinenn...31
G
Gerber Plumbing Fixtures Corp. ...............19
H
Home Comfort Products Co. ...............67-68
J _
e R iy e o e
K
Kemper Brothers, Inc. ...... ...Cov. 11
Kingsberry Homes ... I 1), 3o LA 17
Kwikset (Div. of Emhart Corp.) ..................9
[ L
i A-l-L Libbey«OwenssFord Co.........c.ovevvevivnnnnn 89
| Lear Siegler, ING, ... .vevvvnn oo conmmmossnsonessan FOMI
M
MarvinEndows ... ... .o e sasissosssnnmssiss sl
Modular Directory of Housing Producers ..,39
A-L Moen Div. (Stanadyne) ..............cccoune... .37
N
I I, 2 s s smn o s sin s g mne A
l)
A-l Philip Carey Co. (Div. of Panacon
Carpl) orreeniimres ) Ay . Cov. IV
Plan<Hold 1COIP. .......corcrrerserennrensersarnesss 86
A-L Potlatch Forests, Inc. ............cccvvvnenn.on. 11
| o LT e el R - AR L
R
Redman Industries, Inc. ...........................90
A Robmian@Haas(Co. ... v irerssovmnmininiosiores i 38

Sales Action & Measurements . .34

A-L Schlage Lock Coi ... cqusresessermines .21
Senco Products, Inc. . . R .|
A Soss Mfg. Co. ........ ; el
Southern California Gas Co. ...............76 W1
Sweets Light Construction File a2

U
A-D  Urethane Fabricators [Lite Beams Div.] ......36

v
Wirden' Lighting: ....... ..o siansmmssnsisnione Pl

W
Wachovia Mortgage Co. ............c0veunnrnes. 7651
Welsh Kitchens .......... ] P -
A-I-L Weyerhaeuser Co. ...................... 29, 85
A-L  Whirlpool Corp. ...... e anm e e D D

Advertising

Sales Staff

ATLANTA 30309
Glen N. Dougherty
1375 Peachtree St. N.E.
(404) 892-2868

DETROQIT 48226
Charles E. Durham, Jr.
2600 Penobscot Bldg.
(313) 962-1793

BOSTON 02116
Matthew T. Reseska
McGraw Hill Bldg.
607 Boylston St.
(617) 262-1160

HOUSTON 77002
Jerry Ambroze
2270 Humble Bldg.
|713) 224-8381

LOS ANGELES 90017
Donald Hanson

125 W. Sixth St
(213) 482-5450

CHICAGO 60611
Karl Keeler, Ir
Charles E. Durham, Jr.
645 N. Michigan Ave.
(312) 664-5800

CLEVELAND 44113
Milton H. Hall, Jr.
55 Public Square
(216) T81-7000

NEW YORK 10036
Matthew T, Reseska
330 W, 42 Street
(212) 971-3686

DALLAS 75201
Jerry Ambroze

1340 Republic Nat'l
Bank Building

(214) 747-9721

PHILADELPHIA 19103
Raymond L, Kammer
Six Penn Center Plaza
(215) 568-6161

DENVER 80202
Harry B. Doyle, Jr.
1700 Broadway
(303) 266-3863

SAN FRANCISCO 94111
Stephen D, Blacker

425 Battery Street

(415) 362-4600

one source
of product
information
most used
[v leading
luilders
ISal

Sweet's Light Construction Catalog File
where reference turns to preference
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Sweet's Div. of McGraw-Hill Information Systems Co.
330 West 42nd Street, New York, N.Y. 10036




L
i
1

-

W e S

“Flooring isone area : - | 1 F ey e 8 ) B “People are more aware
that women are very AR B B | B of color and design today
conscious about. . .so el § ...and they're not afraid
the quality of Armstrong 7 to use them. They're
floors is important to us— —a - proving this with
not only in appearance, : e : Armstrong floors they're
but maintenance e choosing.”
characteristics.” ‘
; - “Service is the answer to
“Easily recognizable ' the whole thing. When we

names like Armstrong are
a big advantage. And the
Armstrong line is
sufficiently broad to meet

pay the market price for a
product, we expect itto
be right. That's why we’ve
been using Armstrong

the needs of the people exclusively since 1963."

buying our homes.”

“We’re moving toward sheet vinyl as the
standard in our homes —because Armstrong
delivers the style and quality women want.”

Mr. Dewitt C. Devier, Vice-President
Edward R. Carr & Associates, Inc., Springfield, Virginia

Edward R. Carr & Associates, Inc., meet the diverse above, cut down servicing and improve their image

tastes of the Washington, D.C., area with a variety of with the important referral prospect.

homes designed for particular life styles. Since 1963, Carr & Associates have taken ad-
Through their decorating service, they discovered vantage of Armstrong’s wide choice of floors and

that a majority of home buyers were selecting higher high level of quality and service. To learn how Arm-

quality floors than those specified in the basic price. strong can work for you, call your Armstrong man or

So they decided to begin upgrading their standard in write Armstrong, 312 ST

all models to Armstrong sheet vinyls. They know, too, Sixth St., Lancaster, / a
that better floors like Rochelle® Vinyl Corlon®, shown PA 17604. 'Arm St I"Ol'lg
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Who's helping you
meet the demand for
maintenance-free products

all around the house?

Philip Carey.

Builders are finding that today’s
homebuyers are still attracted by
style and appearance — but low-
maintenance exterior products
really sell them. Philip Carey gives
you what they demand.

For instance, take the functional
beauty of Villager solid vinyl sid-
ing, soffits and fascia board. They
have the eye-appeal of natural
wood; yet they won’t warp, peel,
flake, blister, dent, corrode or rot.
And they never need painting.
They won’t even show scratches
because the color goes all the way
through. These same outstanding
product features apply to Villager
decorative shutters.

Or take the rugged, natural look

of long-lasting Philip Carey 250
Rustic shingles. Their random
pattern design enhances the ap-
pearance of any home — tradi-
tional or contemporary.

And here’s the real clincher—you
can add these products to your
homes or apartment buildings
without pricing yourself out of the
picture. Their rich look and many
maintenance-free features belie
their modest price tag.

Check them out at your building
materials supplier. Or return the
coupon for a copy of our new
“Exterior Decorator Kit.” Philip
Carey Company, Division of
Panacon Corporation, Cincinnati,
Ohio 45215.
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Please send me your “Exterior Decorator
Kit".

Name

Company.

Address.

City

State Zip
Dept. HH-1271

Philip Carey Company

A Division of Panacon
Corporation

Cincinnati, Ohio 45215

PHILIP
CAREY,




