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FREE PLAYGROUND
DESIGN SERVICE

Send a rough drawing of
& your playground space and
. list the equipment you are
| interested in and we will
¥ design a playground that
lwill give you the most fun,
& safety and esthetics for the
:-'; children within your budget.

)

Baskethall Backsto
Complete Line A\

Miracle’s Tenant Attracters
Make Them Stay with You

THE CHILDREN —Fill their hours with fun with safety-engineered Miracle
playground equipment. Miracle’s body-building babysitters convert childrens’
restless energy into constructive, imaginative, developmental play.

A variety of basketball backstops, tennis net hardware, handball backstops
and heavy duty tether ball equipment are ideal for teenage children.

THE ADULTS — Adults can relax and find more time for their own activities
knowing that the children won't stray and that they are engaged in whole-
some, safe fun. Miracle equipment is so well designed and safe the children
can practically play without supervision.

Adults will also love Miracle’s colorful array of park benches, tables, pool
equipment, poolside tables, sun decks and barbeque grills.

YOU’LL SMILE TOO!-Many owners and renters say Miracle mini-play-
grounds for multiple housing complexes are the deciding factor in choosing
a residence. Miracle equipment is practically maintenance-free thanks to
sturdy construction and the best protective finishes on the market—new
MIRACOTE" (seven times thicker than paint), “PERMA-GLASS” with TEDLAR®
and Miracle’s exclusive “Perma-Lok”. All equipment is delivered directly to
the site. Installs quickly and easily. Order the complete package or start small
and reserve space for future equipment installation . . . then sit back and

> smiles. . %
watch the smiles Miracle Recreation

Equipment Company

Box 2753-P Grinnell, lowa 50112
Telephone 515/236-7536

TWX 910 520-2826

East Coast Telephone 215 /857-5533
West Coast Telephone 213 /778-0544

Call or Write Today for your
FREE 4-color catalog of

166 pieces of the world’s finest
play, park and athletic
equipment,
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Nulone
gives you o
23 reasons s
toinstall vy O
Garage Door Operators
in your homes

t[’

1. Nulone 580 Y

The top of the line. With exclusive safety-plus
features including automatic reverse, safety manual
time/delay light and sleek, functional styling.

5 ”_

2. Nulone 575

The intermediate workhorse. \\‘,' =rem—
With powerful ¥4 HP motor and h + -
a wide-range-of-safety-features &,

package, including automatic security lock. .
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3. Nulone 570

The economical powerhouse.
With rugged ¥4 HP motor, <
plus an impressive safety and b
convenience package. -




From NuTone—theindustry innovator of built-in products

like Radio/Intercom and Central Cleaning Systems —
comes an all-new built-in convenience with dependability

and reliability assured by a netwo

4. Increased sales appeal . . . home
buyers look for extra convenience
features. With the push of a button,

you can move the largest single moving
part of the home and dramatically
show that you've thought of everything.
5. Guarantee for one full year.
6. Guaranteed profit for you . . . the cost to you
is exceptionally low especially in terms of

the convenience, safety and security features it
adds to the home.

7. Belt/chain drive assembly.
8. Automatic light lets owner see
inside garage BEFORE

he enters . . . plus no stumbling or
groping around when he's inside.

rk of national service centers.

9. Automatic security lock adds more appeal. You've
virtually eliminated an “easy entry” to the home . . .
helped to protect possessions AND the family.

10. UL Approved. 11. Solid-state, FCC-approved
radio controls. 12. Maintenance-free nylon carriage.
13. 24 stock frequency combinations. .

14. Easy installation by one man.
15. Optional key activators.

16. Door automatically reverses
or stops if it strikes an

object during closing

or opening cycle.

17. In case of power failure, -

system converts to manual operation . . . easily, safely.
18. Sleek housing protects operator mechanism from dirt
and moisture...and helps protect you from moving parts!

Nulone completes R

the system:

19. Service - More 20. Distribution - A
than 1,200 service national network of
centers coast-to-coast distributors stocking
plus factory-trained all models, controls
service managers in and accessories.
strategic locations

confidence.

NuTone . . . the automatic garage door operator system.

21. 'Sales Power’ -
NuTone factory-
trained sales person-
nel - there when you
need them . . . to help
Quick service and de-  you with your planning
mean you install with liverywhenyouneedit. or your problems.

22. National Advertising and Promotion —
preselling more than 12,862,132 prospective
home buyers. All learning about the
advantages of homes equipped with the
NuTone Operator System.

23. The Brand — NuTone — after more than
35 years of servicing the home building
industry, you know you can depend on
NuTone products for reliability, service

and profit!

DIAL NUTONE FREE: 800-543-8687.

(In Ohio, 800-582-2030.)

Nulone Housing Products

Madison and Red Bank Roads
Cincinnati, Ohio 45227

Dept. HH-2. Form 1587, Printed in U.S.A




EDITOR
John F. Goldsmith

MANAGING EDITOR
Maxwell C. Huntoon |r

SENIOR EDITOR
Edwin W. Rochon

ASSOCIATE EDITORS

Michael |. Robinson
J. Michael Stimson

June R. Vollman

ASSISTANT EDITORS
Natalie Gerardi
Elise Platt

ART DEPARTMENT
Sona Gordon, director
Faye Eng, assistant

Jan V. White, consultant

J. Dyck Fledderus, drafting

EDITORIAL ASSISTANTS
Grace Anne Brewster
Denise H. Martenis
Eileen Silver

BOARD OF CONTRIBUTORS
Herbert L. Aist

Carole Eichen

Joseph C. Grasso

Robert W. Hayes

John Rahenkamp

Walter S. Sachs Jr.

H. Clarke Wells

Lenard L. Wolfle

CONSULTING ECONOMIST
George A. Christie

MCGRAW-HILL WORLD NEWS
Walter Stanbury, director
20 domestic and
international news bureaus

ADVERTISING SALES MANAGER
John S. Renouard

BUSINESS MANAGER
Vito De Stefano

MARKETING SERVICES MANAGER

Henry G. Hardwick
CIRCULATION MANAGER
Joseph D. Holbrook

PUBLISHER
James E. Boddorf

i o o

House & Home, February 1973, Vol 43, No. 2
Published monthly by McGraw-Hill Inc. Founder:
fames H. McGraw (1860-1948). Subscription rates,
U.S. and possessions and Canada: for individuals
within circulation specifications, §9.50 per year; for
others, $16 per year. All other countries, $30 per year.
Single copy, if available, $2. The publisher reserves
the right to accept or reject any subscription

Executive, Editorial, Circulation, and Advertising of-
fices: McGraw-Hill, 1221 Avenue of the Americas,
New York, N.Y. 10020. Telephone: 997-1221. Second
class postage paid at Washington, D.C. and at addi-
tional mailing offices. Published at 1500 Eckington
Place, N.E., Washington, D.C. 20002. Title® in US.
Patent Office. Copyright® 1973 by McGraw-Hill Inc.
All rights reserved. The contents of this publication
may not be reproduced either in whole or in part
without consent of copyright owner.

Officers of McGraw-Hill Publications Company:
John R. Emery, president; ]. Elton Tuohig senios vice
president-services; David ]. McGrath, group vice
president; vice presidents: Ralph Blackbum, eir-
culation, John R. Callaham, editorial; John B. Hog-
lund, controller; David G. Jensen, manufacturing;
Jerome D. Luntz, planping & development; Joseph
C. Page, marketing.

Officers of the corporation: Shelton Fisher, president;
Wallace F. Traendly, group president, McGraw-Hill
Publications Company and McGraw-Hill Informa-
tion Systems, John |. Cooke, senior vice president and
secretary; Ralph |. Webb, treasurer

This issue of House & Home is published in national
and separate editions

Postmaster: Please send form 3579 to Fulfillment
Manager, House & Home, P.O. Box 430, Hightstown,
N J. 08520

McGraw-Hill's marketing and management publication of housing and light construction

Volume 43 Number 2/February 1973

HousesHome

76
78
80
82
84
98
105

12
16
20
20
24
25
26

42
48

32
56
60
64

68
110
121
135
150
152

"

Hll

FEATURES

The dollars and cents of recreation
Golf: great impact, very expensive
Tennis: fast growing, very inexpensive
Pools: almost always the basic facility
Skiing: expensive, but a money maker
Five recreation-oriented projects
Project Portfolio 11

Products for recreation

NEWS

Convention '73: Romney’s bomb—builders’ outrage—and a cooling off
The builders elect—and the NAHB takes Hart

Reaction to the subsidy freeze: Rank and file don’t take it as hard as their leaders
New housing handbook details subsidy program failures

Telling secrets—and how a HUD editor makes an Impact by doing just that
President Nixon frees rents but keeps lid on construction wages, prices
California’s builders win a moratorium on environmental curbs

Boise paying $58 million to settle land-sales lawsuits

Mortgaging’s hottest issue: Will housing lose its special lenders?

The SEC spells it out: A condominium is a security when . . .

These fourplexes look like expensive single-family homes

A second-home community with something for everybody

DEPARTMENTS

Housing stock prices

Job/land market

The planning scene

Psychological understanding helps you switch from rentals to condominiums
The marketing scene

Condominium conversion, Part I: Understand the concepts, problems, market
The merchandising scene

The living room should be the focal point of your model unit

Letters

Products

Personal business

Readers service card

Literature

Advertisers index

CIRCLE 2 ON READER SERVICE CARD

H&H rEBRUARY 1973 3



NEWS/CONVENTION

Houston '73: Romney’s bomb—builders’ outrage—and a turn to moderation

Storm warnings were up long
before George Romney braved a
confrontation with the nation’s
homebuilders at their 29th an-
nual convention to confirm that
President Nixon had decreed a
temporary hold on subsidy
housing starts and a freeze on
water-sewer grants and public
facility loans.

Even before the ruggedly
handsome Romney sauntered
into the minefield of the Astro-
hall, the NAHB had voted a reso-
lution expressing a “‘deep sense
of outrage’” over the rumored
cutbacks.

Protest. On the same day
Stanley Waranch, the NAHB’s
outgoing president, had de-
scribed the cutback reports as
“disastrous,”  “‘catastrophic”
and “calamitous.”

Wright Patman (D., Tex.),
chairman of the House Banking
and Currency Committee, and
John Sparkman (D., Ala.), chair-
man of the Senate Banking,
Housing and Urban Affairs
Committee, also deplored the
reports.

Patman solemnly promised
thathis committee would not sit
quietly while the Administra-
tion “‘destroyed’’ the programs.

Sparkman announced: “We
cannot let stand this arbitrary
exercise in executive power
taken in violation of the housing
needs of the poor and ill-housed
of our nation.”

Cloud over the big top. So it
was no wonder that the builders
were apprehensive, reflecting
the somber skies of Houston, in
striking contrast to the glitter of
theexhibitarea where more than
500 building-materials and
equipment suppliers displayed
their wares. Doubt and uncer-
tainty about what Romney
would say and what it all might
mean to housing were probably
reasons why  registrations
reached an all-time high of 56,-

BUILDER BRUTGER
A call for an apology

Dramatic confrontation came between Secretary Romney, who disclosed freeze on subsidy starts (above left], and former NAHB

PHOTOS: BOB LEE

President Leon Weiner, who took to microphone to criticize action. A shouting match erupted, and Romney stalked out in a fury.

219—some 1,416 over last year’s
record. Figures on the total
number of actual builders
present were not available, but
past years’ audits suggest from
15,000 to 16,000.

Fear, Builder Vondal Gravelee
of Birmingham, Ala,, seemed to
sum up builders’ worst fears:
“It's not just a moratorium.
They're saying, ‘Let’s cut the
programs off."”

Romney first assured the
builders that subsidized housing
starts would continue at an an-
nual rate of 250,000 HUD units
for the next 18 months—about
the time required to enact new
legislation—and that the tem-
porary halt would not keep total
new starts from exceeding two
million units for the third year
in a row. The 250,000 would ex-
clude mobile homes and farm
units.

The hold. Romney then
spelled out details of the freeze.
He said all HUD offices had been
directed to place a temporary
hold on all subsidy-housing ap-
plications that had not received
feasibility approval, or a prelim-
inary loan approval contract in
the case of publichousing, by the
close of business January 5.

The hold covers the FHA sec-
tions 235 (purchase) and 236
(rental) programs, public hous-
ing and rent supplements, and it
will be extended to model cities
and urban renewal July 1.

Romney also said a freeze had
been ordered on water-and-
sewer and open-space grants and
public facility loans until they
canbe foldedinto the President’s
Special Revenue Sharing pro-
gram. Some observers felt that
the freeze was a means of forcing
Congress to act on revenue shar-
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ing legislation at this session.

Farm moratorium. Romney
made his announcement on Jan-
uary 8, and the next day the Ag-
riculture Dept. said virtually all
housing loans and grants being
made by the Farmers Home Ad-
ministration would be sus-
pended.

The rural housing suspension
was more severe than HUD's.
Romney termed his agency's
freeze “a temporary hold of in-
definite duration,” and he
stressed the consideration that
many applications in process
would proceed. Farmers Home
decreed an 18-month morato-
rium on rural housing subsidies
and said only those applications
certified for approval by January
8 would be honored.

Romney endorsement. ‘T am
personally delighted that the
Administration had decided to
stop doing business as usual on
these programs,” Romney said,
because—as he had often
charged—"by 1970 it had be-
come crystal clear that the
patchwork, year-by-year piece-
meal addition of programs”’ over
a 30-year period had created a
“statutory and administrative
monstrosity that could not pos-
sibly yield effective results with
the wisest, most professional
management systems.’

Citing the ravages of several of
the programs in the cities, Rom-
ney warned:

“The time has come to pause,
to re-evaluate and to seek out
better ways.”

Romney also waved off the
cries of anguish from the home
builders with the comment:

“That just goes to show you
how quickly people can feel de-
prived if their pipeline to the

public treasury is affected in any
way."”

Bitter reaction. Waranch, who
followed Romney after the sec-
retary’s press conference, was
asked if he didn’t think “disas-
trous, catastrophic and calami-
tous’ were not silly assessments
in view of the assurances the
secretary had just given.

“No,” Waranch snapped.
““When people who are already
committed to tract planning
must stop, that’s catastrophic.”

Housing had been made the
““scapegoat,” he said, and he
charged that “the Administra-
tion has no program. All it wants
to do is stop everything.” He
warned:

“You just cannot turn off the
switch and expect, when you
turnit back on, that housingwill
spurt.”

Romney first disclosed the
hold in the press conference. He
then went before a session of
3,200builders, and hisspeech led
to the convention’s most dra-
matic confrontation.

Explosion. Leon N. Weiner of
Wilmington, Del, a former
NAHB president whose com-
pany does about 60% of its
building in low and moderate-

TO PAGE 8

TeEXAN CONNALLY
A move for moderation.




THE KINGSBERRY MAN HELPS

PRE-SELL WITH NATIONAL ADVERTISING.

When customers are already

sold on Kingsberry Homes you're

in business in a big way! That’s
why Kingsberry Homes are advertised in
more leading national publications.
Buyers see Kingsberry Homes in maga-
zines like American Home, Better Homes
& Gardens, Good Housekeeping, House
Beautiful, House & Garden and The New
Yorker. Not only that, Kingsberry Homes
are out front with editorial feature cover-
age. For the last three years, a Kingsberry
Home has been chosen “House of the
Year"—like The Highlander, named for
72 by American Home magazine.

ey

Consumer advertising is just one way we
offer all the help you can get. For the
whole story...over 140 quality manufac-
tured models and free, professional service
from the Kingsberry Man...just fill out
and mail this coupon. Do it today!

L N B N N N N N N N N N N N §N |
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KINGSBERRY HOMES
‘ @ !

Boise Cascade
Manufactured Housing Group

Frank D. Carter, Director-Marketing
Boise Cascade Manufactured Housing Group, Dept. HH-2 ,
61 Perimeter Park, Atlanta, Georgia 30341, (404) 458-9411

Yes, | would like all the help I can get.
Name - = - -

Firm - = e
Lots ready to build on: [JNone, [J 1-10, [J 11-25, [126-50

Units built in past year: [J None, OJ 1-10, OJ 11-25, [J26-50

[ Single Family, [JMulti-family, [J Vacation

Address £ £ — = =
City T = State =5 Shy i
Zip Sep: e 18RI Rt 1] Y- &

Ki‘nuﬁlwrr\_Hnmeh are distributed throughout a 38 state area of the Mid-West.
Mid-Atlantic. Southeast. Southwest and New England states from plants located
in Alabama. lowa, Oklahoma. Pennsylvania and Virginia.

IT’S ALL THE HELP YOU CAN GET.

CIRCLE 5 ON READER SERVICE CARD

H&H rEBRUARY 1973 5




"""‘i—.-

Introducing a beaut'ful ;

We don't have to tell you about GAF's
existing roofing, flooring and siding products.
Judging from the way you've accepted them,
we know they've done a good job.

That's why we think you'll be pleased

to hear that GAF is now in the vinyl siding

The name of our vinyl siding is
“ . And that means leader.

H&H reBRUARY 1973

Unlike non-vinyl sidings, Vanguard
keeps its good looks all by itself.

That's because the colors, (there are
4 of them) go clear through the vinyl. So
Vanguard won't show scratches, and never
needs painting or finishing.

And since it's weather resistant, it
won't rot or corrode either. Which means it'll
last as long as the house you put it on
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What's more, Vanguard's lightweight with GAF's 20 year warranty against
manufacturing defects.

panels are much quicker and easier to install
than most other types of siding. They can Vanguard Vinyl from GAF. We think you'll
pe cut and worked with ordinary tools. be glad to have us on your side.

For further details, call your GAF Building

Special nailing flanges and preformed nailing
slots help you put it up quickly and neatly Products distributor or write: GAF Corporation,

And, of course, there's no on-site painting or Building Products Division g * 5
finishing for you either. Dept. HH-23 140 West 51 St., ™% l , v_aﬂ l-!a[d
Finally this great new siding comes New York, New York. 10020 &l ‘ Viny SIdlng
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NEWS/CONVENTION

The NAHB leadership now has a Hart—and a new beat on subsidy policy

John C. Hart of Indianapolis,
Ind., was elected vice president-
secretary of the NAHB at the
Houston board meeting after he
criticized the present leadership
for “overreacting” to the subsidy
halt (see p. 4)

The directors chose Hart over
Ernie Becker of Las Vegas, Nev.,
who billed himself as the
“independent” candidate, and
Larry Simons of Staten Island,
N.Y., who was backed by last
year’s challenger, Merrill Butler
of Anaheim, Calif.

There were no contestants for
any of the other postsand George
Martin of Louisville, Ky., be-
came president, Lewis Cenker of
Atlanta, Ga., became first vice
president, and J.S. [Mickey| Nor-
man of Houston, Tex., became
vice president and treasurer by
unanimous vote.

Politician. Hart, who is serv-
ing his third term as a Republi-

AT

NAHB’s 'T;team is led by President George (o Martin Héfrl. with First Vice President

Lewis Cenker, Vice President and Treasurer |.S. (Mickey) Norman and, stepping aboard
the electoral ladder, Vice President and Secretary John C. Hart of Indianapolis, Ind.

can member of the Indiana
House of Representatives, based
his campaign on the value of his
political experience to the
NAHB. He revealed his dif-
ferences with the present leader-
ship when he told the directors:

“1 felt we would probably
overreact to the president’s deci-
sion [on the subsidy halt]. I'm
sorry we did.”

Hart made clear his belief that

the solutions to the industry’s
problems do not lie in Washing-
ton and that, in fact, some of the
problems are caused by Wash-
ington.

“Builders are attempting to
cut red tape to reduce costs in
order to deliver their products at
a price consumers can afford
without subsidy,” he said. “Re-
strictive and costly government
policies are thwarting this.”

Resolutions. The NAHB board
passed resolutions expressing
"outrage” over the subsidy cut-
back, calling on President Nixon
to lift his embargo on sewer and
water funds, urging continu-
ation of the Farmers Home Ad-
ministration in its present form;
asking that Title VII legislation
be amended to include develop-
ments in outlying areas as well
as the inner city and supporting
wage stabilization.

The board called for a “March
to Washington” to protest
lumberpricesand recommended
a series of changes in the Eco-
nomic Stabilization Program
dealing with the lumber in-
dustry.

Finally, it recommended that
no one be confirmed as secretary
of HUD who does not support
the housinggoalscalled forin the
Housing Act of 1968.

—NATALIE GERARDI

Houston '73: Romney’s bomb—outrage—and turn to moderation . . . continued

FROM PAGE 4

income housing, had taken to
the microphone to challenge
Romney on the 250,000 HUD
starts. Weiner said such a level
was inadequate to the nation’s
needs: 800,000 would be more
like it. Parenthetically, Weiner
said he did not agree with Rom-
ney on the success of Operation
Breakthrough—Romney’s pet
project.

Romney, on his way from the
hall, ran back to interrupt: “Let’s
don’t be demagogic about it.
Let’s be practical.”

He said the 250,000 included
HUD starts only, and he shouted
that “‘until we can get rid of re-
strictive building codes and zon-
ing restrictions and other things
hamstringing the housing in-
dustry, we are not going to meet
housing needs except on the tax-
payers’ pocketbooks.”

Applause thundered, but
Weiner returned to the dispute.

“And when will we see a pro-
gram that advances to that?” he
demanded above the din.

Romney whirled, jabbing a
finger angrily in the air.

“You kicked my Operation
Breakthrough around,” he
stormed, “and no other single
program had done more to focus
attention on the need to get rid
of construction obstacles than
had Breakthrough.

“When [ took office, there
wasn’t a state with a state-wide
building code. Today there are
27. And you stand up here and
kick me around for it.

“And I don't appreciate it.”

With that, he stomped out to
a roar of cheers and applause.

An apology. A stillness fell on
the crowded hall as Romney left,
and then a lone voice spoke as
if in shock.

Dan J. Brutger of St. Cloud,
Minn., softly wurged that
Waranch apologize to Romney.

“I think the occasion could
have been different,”” Brutger
said. “Ithink it’s an unnecessary
way to attacksomebody who has
supported this group.”

Brutger, 42, a subdivision and
apartment builder, said later in
an interview:

“It was a matter of etiquette.
From the applause I got, I wasn’t
the only one who felt that that
was not the proper place.

“It was like inviting someone
to your home and then attacking
him."”

Weiner later maintained that
Romney had not let him finish
what he was going tosay. He had
beenaboutto ask Romney to join
“withus” in going over the head
of the Bureau of the Budget and
urging the President to allow
more subsidized housing.

John B. Connally, the former

Texas governor, went to great
pains the next day in order to
reassure the builders. He repre-
sented the hold on subsidy starts
asreasonable anddesirablein the
context of the fight against infla-
tion.

Connally pointed out that the
builders had enjoyed three years
of unparalleled prosperity, and
hereplied to a question: “I think
the boom will continue. I'm sure
it will.”

He was also asked:

“The NAHB has described the
President’s action as disastrous
and calamitous. Do you see it as
anything like that?”

"I certainly hope not,” came
the reply.

“Idon’t think they [builders]
ought to assume that this will be
disastrous or calamitous, be-
cause I don’t think it will [be].”

Division in ranks. Through-
out the Romney-Weiner con-
frontation and the Connally ap-
pearance, there was strong evi-
dence that dismay with the Ad-
ministration’s freeze was far
strongerin the NAHB leadership
than among the rank and file,
mostof whom donotbuild under
subsidy.

George C. Martin of Louis-
ville, Ky., the NAHB's new pres-
ident, told newsmen that “dis-
aster” threatened, aposition that
seemed to contradict that taken

a few minutes earlier by John
Hart of Indianapolis, Ind., the
newly elected vice president,
who thought the NAHB might
beoverreacting tothe hold order.
He declined to elaborate.

Martin said he would press
the bid made by Waranch for a
meeting with President Nixon,
and he promised to talk with
HUD officials to find out just
how subsidized starts would be
kept at their present levels
through fiscal 1974.

Most economists had forecast
a decline of about 10% in hous-
ing starts in 1973 after a record
2.3millionstartsin 1972. But the
NAHB and several builders in-
terviewed on the convention
floor after the freeze an-
nouncement predicted the de-
cline might now run to as much
as 20%.

Snowed out. The convention’s
last day brought Houston'’s first
snowfall in 22 years, decimating
the crowds to a thin red line of
hearty souls.

One suitcase-laden man in a
balaclava bounded off an Astro-
hall bus and blurted into the de-
serted registration area: “The
convention. My God, where is
the convention?”’

“It’sstillin there,”’ an observer
grinned. “Somewhere.”

—BoB LEE

McGraw-Hill News, Houston
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NEW KWIKSET DOUBLE SECURITY LOCKSET PROTECTS Two ways 5

will open.
Maybe this doesn't sound important. Until o]
think how vital it can be to SOmeone inside 5 room

KWikeeT ean: o

Shown with Copa knob
and Marquis decorative trim

I

ders are keyed-alike for ease of use,
In betWeen, on the interior, is a o
handsome decorative metal cover pro- "m
tecting the Precisjon mechanism, There's
also a choijce of distinctive trim rosettes for the
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100, our famous
Homeowners
dew-resistant

losures found in apartments,
alized housing, tract

This was just the beg

This is Redi-Set”® Systems
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Redi-Set System 150, the matching pre-
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and semi-custom
comes ins

housing, and for remodel-

ing jobs. It heets of up to 16 tiles.

Anywhere
there’s a
. standard-
size tubina
standard
recess
there's where
| youuse Redi-Set
= System 310 pre-

grout«:d tub
11O ll‘ld. lt‘S dC' :




Olean ceramic tile
kind of bath.

So give your
prospects what they want 1

a bathroom with the beauty and
recognized low maintenance of ceramic
tile; plus a new grout joint which is
waterproof, stain- and mildew-resistant,
and won't crack out. That's what they get
with American Olean Redi-Set systems.

Redi-Set pregrouted ceramic tile.
it’s the natural thing touse.

Redi-Set

shower
systems.

Redi-Set Systems 300 shower
surrounds are sized to fit the four most
popular receptor sizes. These units can
be installed directly over properly
sealed drywall. 72" high, there are
extension packages available to extend
the tile to the ceiling.

Aberan Oban e Commy:
1786 Cannon Ave., Lansdale, Pa. 19446

Please send literature on your new Redi-Set systems.

Name \

Street____

Clity

, T A ﬁmerican
S ‘ean
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NEWS/CONVENTION |

Builders interviewed on the convention floor found it hard to believe
thatan Administration that had treated them sowell in recent years
could suddenly turn around and shut off subsidy funds. Still, most
did not share the NAHB leadership’s sense of “outrage’ and “disas-

PHOTOS: BOB LEE

The first reaction was panic. But
after talking with knowl-
edgeable people immediately
below Romney, I understand
they're going to work it out so
that there’s no real hardship for
anyone involved. If everything
were cut off immediately, it
could be disastrous for me; but
they’re going to make a smooth
transition period.
—HaroLD VAN WERDEN
Van Werden Construction Co.
Kalamazoo, Mich.

It’s something that had to be
done. A period of readjustment
is necessary. We've just turned
over the last phase of a turnkey
project and we don’t have any
others in the pipeline. The regu-
lar market is quite substantial
and there’s really no need for us
to become involved in subsidy
programs, so that may influence
me a bit.
—HARRY HOFEMAN
Hub Hall Co.
Lincoln, Neb.

I don’t know what impact it’s
going to have on my projects but
I'm afraid the FHA people are
going to become uncooperative
again. I think the Administra-
tion is trying to use the housing
industry as a whipping boy, and
that’s not the thing to do.
—WILLIAM A. WILSON
Wilson & Associates
Raleigh, N.C.

It doesn’t affect me because I'm

on the other end of the price

scale, but I'm sure it will have

a tremendous effect on the in-

dustry. It could almost put the

largest builder in our area out
of business.

—GERALD EDWARDS

Edwards Construction Co.

Ft. Smith, Ark.

=
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The subsidy cut-off: The builders don't take it as hard as their leaders

ter’” [see p. 4] over the halt, although many—whether or not they
built subsidy housing—were apprehensive about its effect on the
industry. Here are reactions from two men who are directly affected
by Washington's decision to halt subsidies, and six who are not.

I don’t build under section 235-
236 and it hasn’t affected me at
all. Naturally the builders who
are in the program are upset. I
think there’s enough inventory
to last for the next 12-14 months
and then the government will
probably come up with a substi-
tute program because they can't
cut off production just like that.
—LEe A. GIFFORD

Lake Smith Terrace

Virginia Beach, Va.

What Romney said here is con-
trary to everything he said last
week. I think it’s a terrible thing
that the government has such a
low priority on housing. We
don’t build under the programs,
but I'm aware of the need for
them.
—SAMUEL M. Trivas
Robert & Harry Meyerhoff Bldrs.
Baltimore, Md.

I’'m sure some compromise can

be effected that would serve the

Administration’s need to be fru-

gal, tohold to the budgetline, but

I think it's a serious mistake to

shut off the entire program. I
hope that they will reconsider.

—JoHN A. STASTNY

John A. Stastny Co.

Berwyn, Il1.

There’ll be an adjustment in the

building industry that we

weren’t prepared for. With so

many projects planned and com-

mitted out front, it’s very un-

fortunate to take a direct cut of
this type right now.

—WiLLiam Lyon

WL Builders Corp.

Newport Beach, Calif.




HOW WE CAN PROMISE
YOU NOW THAT WE WON'T RAISE
OUR PRICES ALLYEAR.

Telling vou now what our cabinets will cost in
December —and guaranteeing it —let’s you make
commitments you couldn’t make before. And in
this business, commitments are important.

By knowing your costs now. for the whole
year, you can better plan your business for the whole
year.

As the leading manufacturer of kitchen and
bathroom cabinets, Triangle Pacific is not only able

to make long-term promises. We're able to keep them.

For one thing, because of our size, were less
affected by unforeseen circumstances. Six factories,
strategically located, make us less vulnerable to local
problems than if we had only one

Also because of our size, we're better able to
offset increases in the cost of labor and materials by
greater productivity and volume.

And even if we promise something and later
find out it was a mistake we have
the resources to be able to live with our mistake.

We've held our prices since the middle of 1971,

=

while at the same time making improvements in our
line.

Our plastic drawer, for instance. While it cost a
lot to develop, it costs less to assemble. Net result: no
increase in price.

Enthusiastically accepted by both builders, and
consumers, it's just one example of how we can pass
advantages on to you without charging you for them.

But there's another area of our business that’s
just as important as price.

Delivery.

At Triangle Pacific. we never promise you
cabinets faster than we know we can deliver them.
Even if it means having to turn down business

We honor our commitments, so you can
honor yours.

So, write or call and ask us to send you more
information. One of the things you'll get is our price
]l‘-»t T

It could turn out to be the only one é-‘qﬂ p’{‘,
in the business that will be good all year. %am{f'

: riangle Pacific

Cabinet Corp.

leck New York 11021,{516] 4B2-2600

9 FPark Place
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Evans introduces

Now you can design, build, decorate and remodel as bright textures — so you can mix and match and coordinate with

as your imagination with Bright-Ons. Bright-Ons join the hundreds of manufacturers using House & Garden colors,
Grand lllusion Line to let you offer homes, restaurants, Bright-Ons also work beautifully with all other panels in
offices, motels and apartments a low cost, but beautiful the Grand lllusion Line. What's more, Evans offers matching

new idea in decor, moldings: colored nails; adhesives; and accessories.
This brilliant new breakthrough from Evans comes in a Plus —Evans offers you the largest line of prefinished wood
rainbow of House & Garden colors, in solids, patterns and paneling.



Now you can brighten
your building capabilities
with Evans new mix ’n match
lightweight plywood panels...

Restaurants

Bright-Ons —they're available through any of Evans 54
distribution centers. And they're going to mean a bright

future for you and your customers. EVRnS
For further information about Bright-Ons, write to

Evans Products, 1121 S. W, Salmon St., PRODUCTS COMPANY
Portland, Oregon 97205 or call your local Evans

anlaarman BRBrinbhtf.Nnmne Thaoavras rianbht Al

TMHE BLIIHLDINDG PRODIICTS COMPaNny



'NEWS/POLICY

New housing handbook details subsidy program failures and backs allowances

Question: How could a major
piece of legislation zip through
the Senate smelling like a rose
and then stink up the House of
Representatives so badly that
some members finally walked
away, thankful that they didn’t
have to vote on it?

Answer: Most of the 80 sena-
tors who voted for it had only a
vague idea what they were vot-
ing for when they voted for the
1972 Housing and Urban Devel-
opment Act. But the next time
around, whether this year or
next, several more senators—
and House members too—will
have to pack in some basic
knowledge about housing pro-
grams, how they're supposed to
work, how theyactually do work
andwhat is the best housing that
the federal government can buy
for the few billions of dollars
eachyearthat isgoing to be spent
on them.

Politics. The senators and
congressmen now know that
housing programs pack a politi-
cal wallop that can hurt. That
means that more of the leaders
whohavepaidlittleattention are
now going to learn something
about them and have something
tosay about them. No longer can
they safely leave it all to the
committee chairmen and a
handful of their colleagues.

It’s a good guess that President
Nixon and his top man on hous-
ing policy, John Ehrlichman,
would like nothing better than
to wipe the slate clean and start
again from scratch. It’s also a
good guess they will take their
time, though, as they plan for
some nugget of a program to re-
place the subsidy programs that
have gone so badly awry that
Congress last year gave them
only a temporary six months’
lease on life.

A guidebook. For the senator,
homebuilder, banker, college
professor, college student or
housing bureaucrat who seeks a
guidebook to this suddenly
prominent but largely unknown
territory, a best buyis Dr. Henry
Aaron’s Shelter and Subsidies:
Who Benefits From Federal
Housing Policies?

Aaron’s book, published by
the Brookings Institution for
which he works, is 170 pages of
prose split into ten chapters en-
titled Taxes and Housing, Low
Rent Public Housing, Housing

Policies and Income Distribu-
tion and, finally, Home Deliv-
ery: How and for Whom?

All that sounds like heavy
going. But it averages out at
about 17 pages per chapter, and
they're about as easy to read as
it's possible to make a book on
a subject that is inherently as
complex as brain surgery.

Allowances. Aaron saysit’san
overstatement to call him the
leading exponent of the housing
allowance—as was suggested
when he appeared recently as a
panelist before Senator William
Proxmire and the Joint Eco-
nomic Committee.

But he admits he is red hot for
the housing allowance experi-
ments that are now being fi-
nanced by the Department of
Housing and Urban Develop-
ment. He also believes that it is
neither necessary nor desirable
that implementation of housing
allowances (on a larger scale)
await the completion of these

The latest in condominiums—a hotel:

Marriott converts

Marriott’s 408-room Camelback
Inn in Scottsdale, Ariz., is the
first U.S. hotel to convert to con-
dominium ownership.

The company has come up
with a new twist on the condo-
minium approach, however. The
purchase price—which ranges
from $40,000 all the way to
$275,000—entitles the buyer to
use his unit only four weeks of
the year. During the rest of the
time, Marriott treats the unit as
an ordinary hotel suite and rents
it to the general public.

Benefits. The company be-
lieves its plan will appeal to po-
tential investors because, says
Fred Boulineau, vice president of
Marriott Corp., “owners should
qualify for tax deductions that
the federal tax law normally pre-
vents second-home owners from
taking.”

Buyers will receive a share of
the income derived from operat-
ing the hotel, which Marriott
will continue to manage. This,
is another major selling point:

“The problem with buying a
conventional condominium is
that you rarely have professional
management and you're never
certain what will happen in the
long run,” he explains. “Devel-
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CRITIC AARON
Guide to housing program maze

allowance experiments.

Aaron is well aware that “as
a practical matter, a universal,
full-scale allowance (program| is
unlikely to be proposed because
of budget limitations.” But he
does believe that a gradual intro-
duction of such a scheme should
begin soon, without dumping
existing programs.

Failure of subsidies. Aaron
agrees that existing housing pro-
grams have added "'significantly
to the stock of housing available
to low income households,” but

its Camelback Inn

a profit. Once you buy, they
moveout of the picture. We have
a track record as successful re-
sort managers and we’ll con-
tinue to manage."

Builders’ rival. The Camel-
back conversion is the beginning
of Marriott’s bid for the second-
home market. Eventually the
company hopes to develop a
worldwide string of condomin-
ium hotels and perhaps to offer
an exchange option that would
allow owners to exchange vaca-
tion time in their condominium
for time in another location.

Fed lets Arkansas bank
buy mortgage banker

The Federal Reserve Board has
approved the application of First
Arkansas Bankstock Corp. of
Little Rock, Ark., to acquire L.E.
Lay & Co., a mortgage company
also of Little Rock.

First Arkansas controls three
bankswith total deposits of $305
million. L.E. Lay services $82.1
million in mortgages.

Earlier the board had turned
down the application of Crocker
National Corp. of San Francisco
to acquire the Ralph C. Sutro
Co.,, a Los Angeles mortgage
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he contends that subsidies tied
to new construction—the ap-
proach that the homebuilders
and their allies defend with all
the fervor they can muster—
“use more real resources than
necessary to raise housing
standards to existing levels.” He
correctly points out that these
programs ‘“‘create inequities and
arouse political opposition that
will lead to their curtailment.”

He also sees the block-grant
approach, as a replacement for
present programs, as ‘‘an abdica-
tion of federal efforts to solve the
housing problem” by tossing the
responsibility to state, local or
regional authorities.

Program direction. Further
decentralization (which is likely
to be a major focal point of the
upcoming housing battles in
Congress) “could only occur if
the federal government aban-
doned all efforts to assert a na-
tional interest in housing,”
Aaron asserts, “since the admin-
istration of most programs is al-
ready effectively decentralized.”

Regardless of one’s own view
on all this, Aaron’s handbook,
including its 50 pages of appen-
dices, is a bargain at $7.95 for the
hard-cover and $2.95 for the
paperback version.

To the homebuilder who
wants to fight the housing al-
lowance, the book is the place to
learn what the enemy has going
for him. To those who want to
know what makes the huge
housing industry work the way
it does, Aaron tells who benefits
from the tax dollars and what it
costs.

Misdirected aid. As Aaron
points out, most federal housing
policies “directly assist groups
whose incomes and housing are
adequate by most standards.
Many federal programs subsi-
dize costs of construction, in
general, instead of low income or
badly housed families.”

That'’s because, he suggests,
the taxpayers who would have to
pay for a system of housing al-
lowances “‘may have aims better
served” by the kinds of subsidies
that have created our present
housing problems.

The book is available from the
Brookings Institution, 1775
Massachusetts Ave. N.W,,
Washington, D.C. 20036.

—DoN Loomis
MecGraw-Hill World News,




JENN-AIR

M - —

\The highly visible ‘extra’
. that prospects talk about...

Unique “’lift-out’’ glass ceramic or conven-

or drop-in) to a single or twin grill in seconds.

In an age when outdoor char-flavor grilling has become
a national pastime, Jenn-Air brings the pastime indoors . . .
and stirs your prospects imagination.

Jenn-Air's grills, ranges and range-grill combinations
give your “modern living package” a powerful added
appeal.

At very first sight, your prospects can picture themselves
enjoying the fun and flavor of Char-Flavor grilling year
'round in their new home.

What makes it possible is a unique, new ventilating prin-
ciple. The Jenn-Air “proximity vent” lets smoke bathe
foods with charcoal flavor, and then quietly and efficiently
exhausts it outdoors. Proximity ventilation replaces the
overhead hood and al- :
lows for more imaginative
kitchen plans.

So outdoor grill-
ing truly comes
indoors . . . for en-
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. and come back to.

tional element cooktop cartridges convert range (free standing

mplete cooking center in one unit com
-Ait’s popular Char-Flavor brailing with

Electric Char-Flaver Grill brings the fun and flavor
of outdoor charcoal barbecuing indoors . . . 365
days a year!

tertaining, for family fun, for good eating any time. The
possibilities are fun to think of.

And that's the beauty of it. Even while your prospects
are "just looking", their imagination has already moved in.

Jenn-Air models include the exciting new range that
converts to a grill in seconds plus a single grill version and
free standing or drop-in range/grill/oven combinations.
There’'s a model to fit every builder’s budget.

For the name of the distributor serving your area call TOLL FREE:
800/428-1825
Or write for praduct information to:

YIYEY JENN-AIR

CORPORATION
3035 SHADELAND, DEPT. B « INDIANAPOLIS, INDIANA 46226
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We are one of the largest
title companies in the
country. We also want
you to know we’re one of
The St. Paul Companies,
which has over a billion in

assets. (A few of our sister
companies include St.
Paul Fire and Marine,
Western Life and Postal
Finance.) Being a St. Paul
Company is a very com-

forting thought to us—
and we think it should be
to you, too. General offices
1650 W. Big Beaver Rd.,
Troy, Mich. 48084. Tele-
phone 313/643-4056.

Where do we stand financially?
Just a little to the left of Fort Knox.

AR

one of THE ST PAUL COMPANIES
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HOW ARE THINGS
BACK AT THE FORT 2
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We're not everyone else.
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It’s easier to sell a house
when it looks as if
it’s worth the price.

Most people don't know much impression. And only about 5 per
about building, but they do know cent of the house’s cost.

something about brick. He also knows that if the first
They know that, unlike impression isn't a good one, he
aluminum or wood, brick is durable, usually won’t get a second chance.
provides good insulation and is A smart builder uses brick for
almost maintenance-free. And that  inexpensive custom touches, too. To
it is the ultimate in fire protection. make the house look as valuable as
When potential buyers see brick, it is.
they're impressed. After all, a buyer doesn’t know as
So a smart builder uses brick. much about your house as you do. So
Especially in exterior walls. you have to give him a little help.

He knows that the outside of a
house is good for about 80 £
m BRICK INSTITUTE

per cent of a buyer’s first &
: OF AMERICA
“high & 1750 Old Meadow Rd.

Mclean, Va. 22101
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'NEWS/POLICY

Making an Impact:

Al Louis Ripskis is a $21,000-a-
year program analyst who is fast
making a name for himself at
HUD.

His fame springs from his role
as the muck-raking editor of a
monthly newsletter called Im-
pact. Ithas carried a whole series
of provocative stories to the ef-
fect that:

e A “very high HUD official
cavorted with his female assis-
tant all over the country at tax-
payers’ expense.”

o A confidential memo from
one of George Romney’s area
directors, William Whitbeck of
Detroit, contained some of the
severest criticisms ever made of
Romney and his administration.

® The $7-million-a-year out-
putofthe UrbanInstitute, which
is supported primarily by HUD
funds, is nothing but a “torrent
of verbiage.”

e Top officials at HUD hur-
riedly approved expenditure of
$20,000 for two new 80 foot flag-
poles which appeared across the
street at the headquarters of the
Department of Transportation.

Sense of mission. Since Sep-
tember these and other stories
have been winning favorable
publicity from Washington's
newspapers and the wire ser-
vices. The Ripskis name is now
at least as well known among
HUD's 13,000 employees as that
of incoming Secretary James
Lynn.

Ripskis’  $5 - a - subscriber
newsletter is personal journal-
ism of the Jack Anderson variety
but it's a rare variant, since the
editor is openly engaged in hit-
ting at the brass that run the
department he works for.

Ripskis doesn’t think he’s bit-
ing the hand that feeds him. He's
working for the taxpayers, he
says, and they have first claim on
his loyalty. He urges other HUD
employees to look at things the
same way.

Tipster network. Ripskis
admits that he has already be-
come a minor folk-hero at HUD
for his zeal in needling top offi-
cials, including the secretary.
The newsletter prints informa-
tion fed surreptitiously to
Ripskis by HUD staffers in
Washington and in regional and
local offices. An official who has
watched the operation concedes
that Ripskis and his allies know
enough about HUD's operations
to get in some sound licks—and

#3013
Volume I, Number 2

pPublished Independently

HUD's gadfly editor, Al Ripskis: “Mismanagement, incompetence, waste, corruption.”

for a lot of reasons it may be
difficult for Secretary Lynn to
fire or restrict his own critic.
Ripskis says he is exposing
““mismanagement, incompe-
tence, waste and corruption at
HUD.” He's trying to organize
an underground grapevine of
like-minded bureaucrats to help
him out. Besides his following at
HUD—where employees give

STAN JENNINGS

XL

October 1972

2605 19th Street, N.W.
“ashington,

D.C. 20007 © 1972 AL, Ripskis

A HUD OFFICIAL,

y
w cloth
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wide circulation, via Xerox, to
his newsletter—Ripskis claims
he’s  getting  subscriptions
among the “builders, bankers
andreal estate speculators’’ who,
he says, deserve the lion’s share
of the blame for “the mess at
HUD.”
Results. The newsletter is read
attentively, and Ripskis claims
he gets feed-back indicating that

Rents freed; lid kept on pay, prices

The great gamble on voluntary
self-restraint, which President
Nixon has announced for wages
and prices in phase three of his
anti-inflation campaign, ex-
tends to rents but not to con-
struction.

Construction  prices  and
wagesremain controlled, as they
have been since March, 1971, by
the Construction Industry Sta-
bilization Committee.

Mortgage and other interest
rates, which Washington never
subjected to mandatory con-
trols, will continue to be moni-
tored closely, as before, by the
jawboning Committee on Inter-
est and Dividends.

Interest rates. Since wage and
price controls were deemed by
many observers to be worth as
much as 1% of the 3%-to-5%
inflation rate, however, yields
are expected to move up faster
now than they would have done
if wage-price controls had been
restrained—in part because the
Federal Reserve may opt for a
more stringent monetary policy.
Within 24 hours of the Pres-
ident’s announcement that con-
trols generally were going vol-
untary, the Fed announced it was

raising the discount rate it
charges commercial banks for
loans to 5% from 42 %.

Rental market. Rents are not
expected to rise.

One deterrent is the sheer
excessof rental dwellingspace in
most areas, a factor that has al-
ready caused a tapering of multi-
family building. Too, revenue
sharing money from Washing-
ton will curb the upward pres-
sure on rents exerted by rising
property taxes. And mortgage
rates aren’t rising at a clip that
would push rents up much.

Lumber. The general lifting of
mandatory controls had another
consequence that may increase
construction costs. The special
surveillance launched four
monthsago by the Cost of Living
Council and the now defunct
Price Commission into lumber
pricing, after evidence of evasion
of controls, has been killed. This
means lumber producers, pro-
cessors and suppliers will be left
to comply voluntarily with the
price limits they were not ob-
serving on a mandatory basis.

—S1AN WILSON
McGraw-Hill World News,
Washington
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tells HUD’s most embarrassing secrets

his exposures have brought cor-
rections of difficulties that
would otherwise have been
swept under the bureaucratic
rug. But the question remains:

How long can he keep it up
without being cut down?

Ripskis says he is careful to do
all his work onhis own time, and
he asks:

“What grounds can they use?”

Siberia? Ripskis had a prede-
cessor, Jay Thal, who edited,
with Ripskis’ help, a newsletter
called Quest. Thal suddenly
drew a four-month assignment
to Alaska, during which time
Quest foundered.

Ripskis, who was born in
Lithuania, says he was incensed
at this treatment, which he
compares to the exiling to Si-
beria of some of his relatives by
the Russians. He stepped into
the breach with Impact.

The new editor is frank about
his willingness to put his job on
the line. He's a 35-year-old bach-
elor, and he is seemingly stirred
by the same motivations that
drive Ralph Nader. He thinks he
can do a better job, since he’s
already had 11 years experience
with HUD. He also feels he can
be more effective by working on
the inside the way he does.

Pledge from Romney. Ripskis
has even won recognition from
Romney, who made both favor-
able and unfavorable comments
about Impact during a holiday
get-together with employees in
the HUD cafeteria. People such
as Ripskis havearight to publish,
Romney said, and in no way
would he try to block them.

Whether Secretary Lynn will
find a way to squelch Ripskis
remains to be seen, of course.
Ripskis says he’s already getting
information on Lynn from
Lynn’s fellow bureaucrats at
Commerce—data that could
turn up at Lynn’s confirmation
hearings.

With Romney gone and Lynn
expected to be much more
responsive to White House di-
rection, Ripskis may find him-
self reorganized out of his job, or
perhaps riffed (for reduction in
force) during the shakeup that
Lynn is expected to make at
HUD.

And yet again, Ripskis may
continue to enhance his stature
in the role he likes to describe as
that of the taxpayers’ editor.

—D.L.



Dick Prows and the Nord Ciassic entry door used
in his 222 unit condominium, Three Fountains East.

“4 reasons why
we like Nord doors.”

Richard Prows, President of Richard Prows, Inc.,
Salt Lake City, has designed and built more than
2,500 residences. He buys Nord doors for 4 reasons.
He likes their design and appearance, their ready
availability, their competitive prices, and, as he
says, “a stability of quality we can depend on.”

The Prows total living concept

Today, all of Prows’ homes reflect his philosophy

of the total living concept. His firm develops the
land, then designs, builds, and markets the
residences. One outstanding example is Three
Fountains East in Salt Lake, a 222 unit condominium,
priced from $20,000 to $45,000. Each unit has the
Nord Classic carved entry door shown left as its
“focal point of interest.” Inside, Nord louver doors
continue to complement Prows’ imaginative design.
A parallel philosophy

Nord’s philosophy is as basic as Dick Prows’. Nord
combines natural wood with modern technology
and old-world craftsmanship. So electronic gauges
reject any air- and kiln-dried lumber still retaining
undesirable moisture. But in the end, all Nord doors
are hand-finished by skilled artisans, and builders
get doors of distinction at “commodity” prices.

Our new full color brochure, “33 Ways Nord Makes
It Better,” tells the story and illustrates the variety
of Nord designs. Just put your name and ‘33 Nord"
on your business letterhead and mail it to

E. A. Nord Company, Everett, Washington 98206.

NORD

NORD makes it better—naturally
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Molding that's
even easier
to use

than wood!

Georgia-Pacific's new Vinyl Shield®
polyvinyl chloride moldings have
the advantages of wood without the

many wood moldings. Resist splitting,

grains. Can be left as is or painted to
harmonize with room decor.

disadvantages. They cost no more than

scratching and denting. They're flexible.
Easy to cut, nail and paint. And come

in lengths up to 16’ with no shorts to sort
out. Prefinished in off-white and wood-

A gypsum fire

and sound control
system that
saves you up to

$36 per thousand
square feet
of wall area!

Georgia-Pacific's gypsum system for fire
and sound control gives you a one-hour
fire rating (U.L. Design ULU312), and

an STC of 45. And it costs $36 per
thousand square feet of wall area less
than using a comparable wood fiber
sound control system. It saves you
installation costs too, because it’s so
easy to install.




gine!

Doors that are
prefinished
and pre-hung!

Georgia-Pacific's Vinyl Shield® pre-hung
doors are already finished. No painting or
staining, so you save installation costs.
And there are tough vinyl surfaces on both
the door and the jamb/casing so dirt
and stains wipe clean quickly. Easily.
Units are available in woodgrain patterns,
plus new solid white.

Real hardwood
paneling® at an
iImitation price!

New Renaissance™ paneling. It's the new antique look.
At old-fashioned prices. Renaissance comes in six
warm shades of real hardwood face veneers, for

as little as $8 per 4'x8’ panel. Georgia-Pacific makes
other kinds of paneling, too. In fact, paneling in

every style. Every price range. For any type of home.

*Simulated antique finish plywood Y& ™.

Imagine the time
and money youll
save. Then call us!

GeorgiaPacific &

Portland, Oregon 97204
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NEWS/ENVIRONMENT

California builders get a 120-day delay

California has enacted a 120-day
moratorium in enforcing the
state Supreme Court’s decision
requiring environmental impact
studies before construction be-
gins on any private project that
could have asignificant effect on
the environment [NEws, Nov.
7).

The new law* legalizes all
projects on which construction
had started before the court de-
cision, and it spells out steps to
be followed by the State Office
of Planning and Research in de-
veloping guidelines for local
agencies’ requirements.

Guidelines. The court’s prece-
dent-setting  decision had
created a near panic among
builders, who feared that every
governing body could interpret it
in its own way. The guidelines,
which are to be drafted by Febru-
ary 1, should ease that fear.

The new law requires that
guidelines specifically include
criteriatobeusedin determining

* Assembly Bill 889, signed by Lt. Gov.

Ed Reinecke in absence of Gov. Reagan.

whether or not a proposed proj-
ectmay havea“significant effect
on the environment.” A signifi-
cant effect may mean that a proj-
ect has the potential to degrade
the quality of the environment,
curtail its range or achieve
short-term instead of long-range
environment goals.

Projects halted. The Supreme

in environmental impact ruling

Court’s decision had halted
some $1 billion in construction.
Among the larger projects that
may now proceed under the new
law are two Lan-Ron develop-
ments totaling $17 million in
Orange County, a $12.5 million
ElDorado Homes project in Riv-
erside and a $6.5 million project
in San Bernadino, three K-A-E

California sets stiff new insulation standards

Governor Ronald Reagan has
signed a bill that requires the
Commission of Housing and
Community Development to
establish minimum insulation
standards by Jan. 1, 1974 for new
hotels, motels, apartment
houses and homes. The purpose
is to conserve fuel and save the
home buyer money.

California is the first state to
establish such standards. The
bill says the new rules can match
or exceed FHA'’s minimum
property standards for most
housing but that completely
new requirements must be set
for buildings more than three

stories high.

“Proper insulation could
eliminate the need for one new
power plant every three years,”
says Senator Alfred E. Alquist
(D., San Jose), the bill’s author
and chairman of the Senate Pub-
lic Utilities and Corporations
Committee.

Alquist also pointed out that
adequate insulation would
lower energy demand during
hours of peak use and that the
home buyer would recoup the
initial cost in a year or two be-
cause of lower heating and air
conditioning costs.

—T.A.

Inc. projects totaling $16 million
in San Bernardino, and $5.5 mil-
lion worth of Ponderosa Homes
projects in Santa Clara County.
Builder Frank Tobin was able
to resume work on 112 apart-
ment units in Riverdale; he’s in
doubt about 354 in Newhall.
Proposition 20. A developer
took aim at another California
building ban when his 100-unit
apartment project became
bogged in legal action because of
the new coastline protection
initiative  (Proposition  20),
which California voters had ap-
proved in November [NEws,
Dec. '72|. Great Lakes Properties
filed a $705 million -cross-
complaint to halt 50 other proj-
ectsin the state, basingits action
on grounds that the coastline law
forbids the beginning or contin-
uation of any construction with-
in the 1,000-yard-deep coastline
zone before the permit system
begins—projects begun before
last April 1 excepted.
—Tom ARDEN
McGraw-Hill News,
Sacramento

Inside your

home or oLt Virden
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Boise Cascade agrees to $58.5 million settlement of land sales lawsuits

The company will set up a $24-
million fund to cover the cost of
refunds tobuyers whowant their
money back, set aside $21.5 mil-

lion for administration and
maintenance of the properties
and earmark $13 million for
completing improvements.

Misrepresentation. Six law-
suits had been brought against
Boise orits subsidiaries charging
misrepresentation in the sale of
recreational lands in 19 Califor-
nia subdivisions and one in Ne-
vada. The suits included civil
actions filed by the California
attorney general’s office and the
Contra Costa County district at-
torney plus three class action
lawsuits filed in state courts and
two in federal courts.

The suits charged that the
company had not provided the
promised recreational facilities,
had misrepresented the value
and investment potential of the
land, given false information
about possibilities of lot-split-
ting and made empty promises
about plans for access roads and
highways. They also charged

is the

that sales personnel had used
two-wayradios toimply that lots
were selling fast.

No wrongdoing. The settle-
ment must still be approved by
the six different courts, but no
difficulty is expected.

“It will avoid lengthy and
costly litigation and provide a
fair and speedy way of settling
outstanding land sales claims,”
said George McGown, vice pres-
ident of Boise Cascade and gen-

People

eral manager of its realty group.
McGown emphasized that the
agreement was a settlement of
disputed claims and not a deter-
mination of wrongdoing on the
part of Boise or its salesmen.
“It's a complete settlement as
far as we are concerned,” said
California Attorney General
Evelle Younger, who had filed
some of the suits. “Those who
want out are getting out and
others who didn’t want out but

Hallcraft Homes gets new president

He is James H. Cederquist, 41,
just promoted from treasurer to
the presidency of the Phoenix
home building company. J.R.
Ashtonhadresigned the post last
August because of ill health.
Chairman John C. Hall remains
Hallcraft Homes’ chief exec.
ASSOCIATIONS: William Al-
len has taken over as president
of the Toronto Real Estate Board
(6,400 members) for 1973. He's
been a broker for 22 of his 43
years.

HALLCRAFT'S CEDERQUIST
Intothe president’s chair

wanted improvements are get-
ting those.”

Statewide problem. Younger
called rural second-home subdi-
visions one of the major envi-
ronmental and investment
problemsin California. He noted
that difficulties with such sub-
divisions are not peculiar to
Boise Cascade’s projects, but
that Boise probably was the
number-one developer of such
lots and had sold more in a short
time than other companies.
Youngerindicated that his office
will soon initiate action against
other land developers as well.

Boise sold over $360 million of
recreational land in California
and Nevada from 1967 until July
1972, when it announced it was
discontinuing its sales program
[NEws, Nov. '72]. Atthe time the
company announced a $200 mil-
lion extraordinary charge, most
of which was intended to cover
the cost of withdrawing from
land sales. Disbursements re-
sulting from the $58.5 million
settlement will fall within re-
serves created at that time.

brightest name in lights.

Virden Lighting, 6103 Longfellow Avenue

Cleveland, Ohio 44103

Division of The Scott & Fetzer Company

virden Lighting (Canada), 19 Curity Avenue, Toronto 16, Ontario + Division of SFZ International Limited
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NEWS/FINANCE
Hottest question in mortgaging: Will housing lose its special lenders?

At the very time when Congress
is least willing to take up the
Nixon Administration’s propos-
als to make mortgage-lending
thrift institutions more like
banks, the institutions them-
selvesare ironically indulging an
urge to dabble more widely in
banking.

The stakes for the housing in-
dustry are high. The basic ques-
tions are whether the nation’s
whole financial structure may be
rearranged along lines suggested
in the well-known Hunt Com-
mission report, and whether
such restructuring may in time
erode the specialization of insti-
tutions in mortgage finance.

As the Nixon proposals shape
up, savings andloan associations
and mutual savings banks would
be given the same checking ac-
count, consumer lending and
credit card powers that their
rivals, the commercial banks,
now have. In return, thrift insti-
tutions would give up tax and
deposit yield ceiling advantages
that have always protected
them, as specialists in mortgage
lending, from bank competition
for deposits.

The swap would create a ho-
mogenous army of diversified
lending giants, all able to thrive
inacredit squeeze but none with
anylast-ditchloyalty to housing.

Check mates. However cau-
tious Congress may be about
picking up this risky proposi-
tion—even hearings will be de-
layed until late 1973 at the earli-
est—thrift institutions them-
selves are developing a mouth-
watering interest in a key com-
ponent of it, checking accounts.
The thrift men call them “third-
party payments.”’

The reason is clear. The thrift
men fear that commercial banks
will take a quantum jump ahead
inthe competition for savings by
going to electronic fund transfer
systems. The EFTS will be the
base for the cashless, checkless
society that isbelieved tobe only
a few years off.

The thrift men are afraid that,
if they are frozen out of the daz-
zling conveniences of the new
technology, their own one-
quarter percentage point deposit
yield advantage will mean little
to depositors. The specter, then,
is a loss of lending funds.

Savings banks. With itseye on
the struggle for deposits, the Na-
tional Association of Mutual

Savings Banks was the earliest
backer of the Hunt Commission
package. Says its vice president
and chief economist, Saul Kla-
man: “If all the money goes to
commercial banks, we can’t do
mortgage loans. One hundred
percent of zero is still zero.”

Klaman takes the view of the
Hunt report authors, also shared
at the Federal Reserve Board,
that diversified institutions bul-
warked by a secondary market
for mortgage securities can do
more to insulate housing finance
than specialized lenders.

Butthesavings banksdraw the
line at business credit, and their
leaders expect that such banks
will always be consumer insti-
tutions.

The S&Ls. The savings and
loan profession is more cir-
cumspect, but it also feels the
lure of the EFTS. Neither of its
two trade associations has en-
dorsed the Hunt Commission
package because S&Ls regard
their present deposit yield ad-
vantage over commercial banks
as essential. But at the same
time, they want to join the new
EFTS society and they want
more consumer lending powers.

“The trick,” observes an in-
dustry source, “is todo anything
necessary to protect the rate
spread while getting a foot in
other doors.”

The S&Ls still see themselves
destined to play a specialized
role, says the source, sticking to
real estate, savings and con-
sumer loans. ‘Basically and
philosophically,” he says, “even
the young guys in the industry
realize the grass isn’t all that
green in banking.”

Warning. The hankering of
S&Ls to move on the EFTS front
still worries a friendly official,
who believes that their special-
ization remains the base of their
prosperity and thinks they risk
the loss of that special housing
status in the eyes of Congress.
With misgivings, the Federal
Home Loan Bank Board's
Thomas Hal Clarke concludes:
“A good portion of the industry
is heading down the third-party

path.”
Texas, Florida, Indiana,
Kansas, Minnesota, Missouri,

North Carolina, Ohio, Okla-
homa, Utah, Washington and
California have all given the
S&Ls leeway to venture into
third-party payments.

HLBB’s CLARKE
A word of warning

The same is even more true of
savings banks. In Massachusetts
and New Hampshire already,
andperhaps soonin Connecticut
and New York, they are waging
battle for the right to offer some-
thing very much like interest-
bearing checking accounts
—the negotiable order of with-
drawal, or NOW. This develop-
ment is viewed with alarm
by commercial bankers, who
haven'’t been paying interest on
checking since the Depression.

“They’re driving us up the
wall in New England,” one
banking source in Washington
says.

Sophisticated attack. Else-
where, there has begun a sort of
general seepage of savings banks
in the direction of what bankers
accusingly call checking ac-
counts, albeit without interest.
All the mutuals in Maryland
offer these, and all but one in
New Jersey and in Indiana. In
Rhode Island all seven of the
savings banks offer checking ac-
counts through controlled com-
mercial banks, and the way has
been cleared for S&Ls to do like-
wise.

A Delaware savings bank, the
Wilmington Savings Fund Soci-
ety, has unveiled a complete
funds transfer system—run on
paper for now but designed by
computer specialist Dale Reis-
tad to be put on an electronic
basis when a computer hook-up
is available. It offers a free
checking account, a related sav-
ings account paying a good yield
and a commitment to the saver
to permit the savings account to
back up check overdrafts. With
a plastic identification card, the
depositor gets guaranteed credit
and check-cashing privileges
with all merchants signed up for
the bank’s program.

Discrediting the card. The
Wilmington Plan gives the de-
positor a 2% discount on mer-
chandise purchases, which is

credited to his savings account.
Says George Oram of the Federal
Home Loan Bank Board: “Wil-
mington is wiping out Bank-
Americard (in that city). They
have cut all the profit out of the
credit card, giving a powerful in-
centive to the merchant and the
customer, and all the merchants
are signed up.”

The S&Ls are trying to per-
suade the Justice Department
and Congress to help them join
the two regiondl commercial
bank EFTS networks already in
service, centered on Atlanta and
San Francisco. The U.S. Savings
& Loan League’s executive vice
president, Norman Strunk, sees
S&Ls moving quickly via the
networks into automatic payroll
deposits, then into pre-author-
ized electronic payment of their
customers’ repetitive bills (util-
ity, etc.) and ultimately into full
third-partyelectronic payments.

The profession hopes Rep.
Fernand St. Germain (D., R.L)
will move legislation making
clear the right of thrift institu-
tions to enter the Atlanta and
San Francisco complexes.

Risk for housing. At the Fed,
where Hunt Commission think-
ing finds a congenial reception,
the new trends are welcomed.
Says one Fed source:

““Thelarge S&Ls will go for the
Hunt Commission proposals on
purely economic grounds if
given half a chance. You can't
force them to make mortgage
loans or to want advances from
the Home Loan Banks. And with
money running out their ears,
they ought to have flexibility to
diversify out of mortgages.”

Clarke is of opposite mind. He
takes pains to warn S&Ls that
their flirtation with the purely
banking aspects of EFTS may
lead Congress to scrap their tax
and yield advantages. ““Once
certain steps are taken, there
may be no turning back,” he
says.

And the point of no return?

Clarke thinks it would come
if S&Ls asked Congress to whit-
tle back theirobligatory require-
ment to keep a high percentage
of their loan portfolio in mort-
gages. And temptation to ask
this favor intensifies as thrift in-
stitutions become further in-
volved in EFTS.

—StaN WiLSON
McGraw-Hill World News,
Washington
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Concrete block Concrete block
new BIocBond

mortar.

Owens-Corning announces
Fiberglas* BlocBond* *—the new
way to build concrete block walls.

Here’'s how it works: The first
course of block is laid in a bed of
mortar for leveling purposes.
After that, each course is dry
stacked. BlocBond is then trow-
eled onto both sides of the wall.

Result: a wall that's three
ways better than conventional
concrete block and mortar
construction.

A BlocBond wall is better
because it's stronger. Specially

developed fibers of alkali-
resistant glass in new BlocBond
help give walls twice the flexural
strength of concrete block walls
built with conventional mortar.
Which means a block wall built
with BlocBond can take punish-
ment no similar wall built with
mortar can withstand.

A BlocBond wall is better
because it's water-resistant
under normal conditions.
BlocBond is applied to
the surfaces of the wall, not
between the blocks. It acts as

a moisture-resistant barrier.

A BlocBond wall is betier
because it helps you save time
and money. It eliminates the
need for a brown coat if stucco is
specified. It's easier to paint than
a bare concrete block wall. Or it
can be left ‘‘asis.”

Want to know more about
the new way to build concrete
block walls? Write for a free
BlocBond information kit.
Owens-Corning Fiberglas Corp.,
Att: B. J. Meeks, Fiberglas
Tower, Toledo, Ohio 43659.

*T.M. Reg. O.-C.F, **T M. 0.-C.F. Corp,

Owens-Corning is Fiberglas
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Welcome to the condominium field.

This is no place like home-building. Or any other kind
of development or construction.

So if you've never been here before (or even if you
have) you'd better bring along someone who's been
around condaos from the beginning.

Namely your nearby First Mortgage Investors man.

He's part of the first nationwide field service force in
the mortgage investment trust business.

The group who's provided hundreds of millions of
dollars in condominium development and construction
all over the U.S. going all the way back to when America
first discovered the condo concept.

28 H&H FEBRUARY 1973

Nobody, but nobody, knows the pitfalls, snares, hurdles
and snags of condominium financing better than FMI.
And nobody expends more time and effort to get you
around and over them than your FMI field service man.
Don’t sign another thing until you have your broker
write or call First Mortgage Investors, 801 Forty-First
St., Miami Beach, Fla. 33140. Phone: 305/532-7361.
Or contact one of our Regional Offices.

QFirst Mortgage Investors.

We wrote the book.
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EASTERN DIVISION:

Robert O. Cahill, Senior Vice President
801 Forty-First Street,

Miami Beach, Fla. 33140

Phone: 305/5632-7361

WESTERN DIVISION

K. G. Davis, Jr., Senior Vice President
801 Forty-First Street,

Miami Beach, Fla, 33140

Phone; 305/532-7361

SOUTH FLA./JCARIBBEAN
REGIONAL OFFICE:
Donald E. Gray,

Vice nt

9300 South Dadeland Bivd.
Miami, Florida 33156
Phaone: 305/666-5871

Sic

SOUTHEASTERN REGIONAL OFFICE: SOUTH TEXAS REGIONAL OFFICE:

President

Owen N. Fr. qu Rov S. Simpson, Vic
=n Center Bank Building

Vice Pre
2233 Lee Road, Suite 217
Orlande, Flo um 32789
Phone: 305/644-1200
NORTHEASTERN REGIONAL OFFICE: CENTR
T.W.Ir
r\

Building
uite 700
3 73112
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SOUTHERN REGIONAL OFFICE:
Hu ert H. Jenkins, Vice President
) 1-10 Ser -}
e, Louisiana 70002
: 504/885-8696

H&H FEBRUARY 1973

29



andit

Vinyl-Bond
still looks
great!

“l applied
the first

“Thanks,
Boise
Cascade...




If anybody knows
Vinyl-Bond 15 Insulite
Siding, Milwaukee’s
Jack Mikkelson does.
More than ten years
ago, Jack was the first
builder in America

to apply it.

“The home still looks
great,” Jack says, “and
I’ve used Vinyl-Bond
ever since.”

Like quality builders
throughout America,
Mikkelson Builders
backs its homes 100%.

“We expect the same
high quality from our
materials as our home
buyers expect from us.

e p 3 ‘
|2 —— \‘

b
!

Vinyl-Bond 15 gives us
the quality and durability
we need.”

Winter applications?
“Vinyl-Bond's four fac-
tory finishes help keep
my crews working. ..
in rain, sleet or snow!”

Get the whole story
about Mikkelson Build-
ers’ years of success
using Vinyl-Bond Insulite
Siding. It’s a great one!
Simply drop this

coupon in the mail.

I build [0 Homes, [] Apartmen

| plan —units in 'T3.
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®

ts, [1 Manufactured Dwellings

Boise Cascade
Wood Products Division

VB-B-HH-FEB

Free! The Mikkelson
Success Story!
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Afiantic Imp 5% £ iV Santa Anita Consol 21% 1
Canaveral Int. 2% Y (Robt. H. Grant Carp) L
Cavanagh Communities 6% ] Sayre & Fisher" 2% A
Crawlord Corp 6% + 1% Shareholders Capital Corp. 2% + ¥ SU en O I I | O
+Deltona Corp” ... 22% - 2% (Shareholders R.E. Group) .
Disc. Inc % + % Temple Industries 2 1
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{formerly Mabil Americana) Emerson Electric® 90 + 1%
Mobile Home Ind.* 17% I Emhart Corp 31% 7]
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*Redman Ind* . 2% -4 Flintkote 24% 2%
Republic Housing Corp 8% 1 GAP Corp 22 v %
Rex-Noreco 7% % General Electric 4%+ 4%
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Citizens Financial® ™ Ve Wallace Murray® ... 18 Ya : 3
City Invesfing 15% 1% Whirlpool Corp: 36 1% is, you can see the difference.
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Davos Inc 1% quoted g—closing price TSE h—closing price
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When is the condominium a security! The SEC spells out

Resort condominium develop-
ers have been playing a kind of
cat-and-mouse game with Se-
curities and Exchange Commis-
sion staffers, who think that
many of the projects, and the
rental contracts typically offered
buyers, are securities [NEws,
May 72).

Staffers from regional SEC
offices have been prowling the
country sniffing out deals that
they think should be registered
with the agency. But many de-
velopers have not registered
largely because the commission
itself has never ruled on the
question, itsstaff’s own views on
the subject have not been con-
sistent and further, no one has
ever been hauled into court by
the SEC for failing to register a
condominium.

The three tests. Last month
the commission finally stepped
in to end the game. It issued a
four-page document, Guidelines
as to the Applicability of the
Federal Securities Lawsto Offers
and Sales of Condominiums or
Units in a Real Estate Develop-
ment. The document spells out
three specific conditions under
any one of which a condomin-
ium will be considered a secu-
rity. They are:

® The offering or sale of a
condominium with any kind of
rental arrangement in which
emphasis is placed on economic
benefits to the purchaser that are
to be derived from the efforts of
the promoter or other persons.

e The offering of partici-
pation in a rental pool arrange-
ment.

e The offering of any rental
deal in which the purchaser
must hold his unit available for
rental for any part of the year or
must use an exclusive rental
agent.

Few surprises. The SEC guide-
lines should come as no surprise
to condominium promoters.
They follow closely the recom-
mendations made last year by
the SEC outside Real Estate Ad-
visory Committee. And some of
the points have been made by
SEC staffers all along in discus-
sions with promoters and in no-
action letters in which the staff
agrees not to recommend that
the SEC take action in specific
cases.

The guidelines, which can be
obtained free by writing to the
publicationsunitof the SEC, 500

1%

NNG

First trade on Big Board for CMI Investment Corporation’s shares is observed (1. tor.)

by Vice President Merle Wick of N.Y. Stock Exchange with Chairman Fred Kramer
and President Bruce Thomas of CMI. The ticker symbol is CML, which appears on
the trading post hoard. The stock opened at 80% on Dec. 11. CMI has headquarters
in Madison, Wis., and it is the holdingcompany for Continental Mortgage Insurance Co

North Capitol St., Washington,
D.C. 20549, make clear that the
SEC has not attempted an all
inclusive definition of just what
condominium securities are.
““Whether an offering of se-
curities is involved,” the SEC
said, “necessarily dependson the
facts and circumstances of each

particular case. The staff of the
commission will be available to
respond to written inquiries on
such matters.”

Safety points. The agency did
spell out some of the arrange-
ments that would not run a con-
dominium promoter afoul of the
federal securities laws. The staff

3
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It can solve a major environ-
mental problem and provide
work for the unskilled and
low-cost housing for the poor.

So low in cost, in fact, that
a house large enough for a
family of four can be built
with $3,500 worth of materi-
als.

Of course such a remark-
able solution to so many
problems must contain a se-
cret ingredient. But would
you believe the lowly beer can
is the secret?

Alvin Miller, a professor of
architectureat the University
of Arizona, says that beer and
soft drink cans can be stacked

Can-do house can do many tlﬁngs

———

and then covered with a mix-
ture of cement and fiber glass
to produce an inexpensive,
waterproof block that can be
used for outdoor walls.

““Youcan have the cheapest
patiowallin town and nobody
will know what’s in it,” he
says. Blocks can easily be
made by unskilled workmen.

Miller is devising a low-
cost housing plan that will
stack the blocks, employing
the geodesic dome concept.
The unit is designed to be
erected with as few skills as
possible.

Miller is trying to get his
idea patented. —N.G.
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the specifics

must be convinced that “no plan
to avoid registration is in-
volved.” In the absence of a
scheme to avoid registration, the
owner of a condominium unit
may enter into a non-pooled ren-
tal arrangement so long as a par-
ticular agentis not designated or
required to be used asa condition
of the sale.

The fact alone that a rental
agent is affiliated with the pro-
moter does not in and of itself
turn a condominium or a rental
deal into a security.

And now—the flood. The
guidelines also deal with situa-
tions in which commercial fa-
cilities, such as stores and shops,
are an integral part of a condo-
minium project. To avoid the
need to register the condomin-
iums, the income from commer-
cial facilities must be used only
to offset common area expenses
and the operation of the facilities
should be only incidental to the
project as a whole. This means,
among other things, that com-
mercial facilities cannot be a
primary income source for the
individual owners of the condo-
minium.

The SEC is bracing itself for a
flood of registrations now that
the guidelines are finally out.
Many promoters began prelimi-
nary work on their registration
statements late last yearafter the
Real Estate Advisory Commit-
tee report. One reason was that
theirown lawyers saw the hand-
writing on the wall.

On the darker side of the pic-
ture the industry can expect to
see the SEC start hauling into
court those promoters whose
condominiums it thinks should
have been registered but were
not.

The big question yet to be re-
solved is whether developers
who issue condominium securi-
ties must register as broker-
dealers. The commission has not
ruled and may not for some time.

For now, the SEC staff is issu-
ing no-action letters to promot-
erswho canshow thatthe selling
of the securities is only inciden-
tal to a bona fide real estate deal
and that the units are sold by the
developer’s own employees. The
need to register as a broker-
dealer is decided only on a case-
by-case basis.

—DEexTER HUTCHINS
McGraw-Hill World News,
Washington
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Architects: Bohlin & Powell

If you're thinking about color . . .

... for the exterior of homes and
apartments, for interior paneling, or doors
or ceiling beams, then think about the
REZ Color Collection—it's a new and
exciting array of earth tones and wood
tones that enhance the natural beauty
of wood.

In the REZ Color Collection you’ll find
quality colors—colors that are inspired
by the latest in fashion for exterior

and interior home decor.

And it’s easy to put on fresh new color.

There's a variety of REZ Natural Wood
Finishes ... to match the type of wood
to be stained and to simplify the work.
Here are two that are brand new:

REZ Exterior /Interior Solid Color Latex
Stains—ideal for the rough sawn woods
or textured sidings that are so popular
today . . . give you solid color rustic
beauty, and go on fast because they're
latex. Clean up with soap and water.
REZ Exterior /Interior Semi-transparent
Latex Stains—these permit the natural
wood grain beauty and texture to show

ez

Natural Wood Finishes

PITTSBURGH PAINTS

through. Easy application and cleanup.
Last longer than conventional stains.

On exterior surfaces, REZ Latex Stains
form a tough, flexible film that clings to the
wood and resists cracking and peeling—
they're even mildew resistant.

Which REZ Stain should you use?
Detailed information on the complete line
of REZ Natural Wood Finishes can be
found in Sweet’s Catalog (9.9/Re). Or,
write to The REZ Company, One Gateway
Center, Pittsburgh, Pa. 15222; or Box
3638, Torrance, CA. 90505.
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uilders who found steel makes

In Wake-Pratt's Royal Coachman
Apartments, Troy, Michigan, (be-
low), 28-foot Super-C Joistsare used
with 34" plywood decking, adhe-
sives and self-drilling screws. These
long lengths are much easier to han-
dle than wood, and come with pre-
punched holes for wiring.

Intheir Indian Valley Townhouse
project in Kent, Ohio (bottom),
Irving Botnick and Associates are
using Super-C Joists in 34-foot
lengths, and saving $190 per unit.




. This booklet
better joists. has the facts.

e

In the middle of a 545. =%fSs== [
unit apartment complex . J
in Michigan, Wake-Pratt
switched from wood joists to
Super-C Steel Joists. Why? * °
Their analysis showed steel ‘ :
joists install faster and '
easier than wood, and '
give them a better floor
system. : =

Irving Botnick and Associates, in Kent, Ohio,
made the same switch. They're now saving
25% of the cost of a wood joist system, using
Super-C joists and a concrete deck.

Developed by U.S. Steel, these joists are
hot dipped galvanized steel. They don't shrink
or warp. So floors don't squeak. Nails don't
pop. A growing list of builders around the
country are now using Super-C joists . . . in
applications from single family houses to
apartments.

This experience is summarized in a
highly factual 10-page booklet, which
shows typical applications, load span
tables, and prices. You also get the name
of the nearest manufacturer of Super-C
joists serving your area . . . who can
help you buy them for your current and
future projects.

4

TRADEMARK

United States Steel

: ------—---------1

United States Steel (USS 7516)
600 Grant St.
Pittsburgh, Pa. 15230

Dear Sirs: Please send me your booklet on
Super-C Steel Joists.

Title —— S

Company Name. L5, it 1Y
Bddregg=. .. .-

City e Al =l

Rl e D

Type of units planned

Numberol unitsplagned. . — .

----------—-----J
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Andersen Wood Casements
make easy living beautiful.

Laurentian Commons Condomin-
iums, a fifty unit development of
two-story townhouses in Flint,
Michigan, is comfortable, care-
free condominium living in a rus-
tic, natural setting.

The architecture of each home is
varied with design changes in win-

dows, balconies, roof slopes and
staggered pavement. Yet, each
home is compatible with the ad-
joining one through expert use of
quality exterior materials.
Because the rustic quality of the
architect’s design suggested the
need for a variety of wood win-
dows, he selected Andersen Wood
Casement Windows and Gliding
Doors.

The architect was familiar with
Andersen quality constructionand

warm wood detail. Andersen
Wood Casements bring the charm,
character and elegance of wood
to interior and exterior trim that
can be painted or stained to match
any decor . . . making condomin-
ium living carefree and beautiful.

|z.-f,:

amamn

Architect: Tomblinson, Harburn, Hanoute & Associates Inc., Architects, Flint, Michigan.
Builder: Genesee Commercial Builders, Inc., Flint, Michigan.



Andersen Perma-Shield Casements
make easy living beautiful...and easier.

Hilltop Place, the new condomin-
ium residences for adults in New
London, New Hampshire, brings
modern, maintenance-free condo-
minium living to the relaxed,
friendly environment of a small
New England college town.

When completed, Hilltop Place
will consist of six clusters, each
with approximately twenty-five

residences of individual character
and design.

Because the architect wanted
buildings that are as maintenance-
free as possible, Andersen Perma-
Shield® Casement Windows and
Gliding Doors were a natural
choice.

All the exposed portions of these
Perma-Shield units are enclosed in
a sheath of tough, durable, attrac-
tive vinyl that does not rust, pit
or corrode, and won’t need
painting.

And Andersen double-pane in-
sulating glass does away with
storm windows, cuts cleaning
chores in half,

Used singly, in pairs, in rows, in
bow windows or with fixed win-
dows, Andersen Windows will fit
almost any design.

‘ ..'55‘% 4 :

Architect: Edward C. Collins Il, Associates, Lincoln, Massachusetis.

Builder: McGray and Nichols, Inc., Newport, New Hampshire.

Andersen Wood Casements make easy living
beautiful. Andersen Perma-Shield Casements
make easy living beautiful . . .
For further details on how Andersen Windows
can help your building design see your Andersen
dealer or distributor. He’s in the Yellow Pages
under “Windows, Wood”. Or see Sweet’s File
(Sections 8.16/An. and 8.6/An.) or write.

ndersen \Nindowalls

and easier.

ANDERSEN CORPORATION BAYPORT, MINNESOTA 55003
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Ceramic tile can make your

homeslook like they’re worth

more thanyourasking price.

As you can see from the living room pictured on the left,
ceramic tile can make a big impact in a home.

When it’s used creatively, it can make your homes look far
more valuable than others in the same price range. That means
quicker sales. And less quibbling over your asking price.

A prospective buyer cant help but be impressed with the
distinctive appearance of a ceramic tile inlay in a foyer floor.

Ora dining room wall with sculptured tile.

And when it comes to the kitchen, nothing can be more
impressive to a woman than ceramic tile walls,splash backs and
countertops. Because ceramic tile is virtually cutproof, fireproof,
waterproof and stainproof. And she knows it.

She also knows how practical and pretty it is in the bath.

In fact, the most beautiful bathrooms are still made with
ceramic tile. Because the materials that try to look like ours end
up looking like what they are: cheap imitations.

To help you visualize the stunning effects ceramic tile can
create, we've put together a booklet that contains color pictures
of applications that could turn a so-so house into a showplace.

Besides page after page of decorating ideas, our book also
brings you up to date on the great new joint oo
filler that can be color-blended: mastic grout, i St ek T it

|
|
|
|

a pre-mixed formula that resists mildewing,
staining and chipping

Let us send you a copy of our booklet. |
It's yours for the asking. And it could be the | ——aw

; i | : S
most valuable thing you ever got for nothing, | Mt iofmeian. |

Address

|
|
J
\
l
\
I
i
!
|
i
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NEWS/DESIGN

S

These fourplexes look like expensive single-family homes

They were planned this way for
a variety of reasons.

® The market was empty
nesters who no longer wanted to
maintain large homes, but did
need space for their furnishings
and a place for children and
grandchildren to visit.

® The site of the project—2.1
acres in Brielle, N.J.—is sur-
rounded by large single-family
homes with similar Williams-
burg-Colonial architecture.

® Zoning for this type of unit

Site plan (above right] and photo below indicate how project was planned to echo older,

had already been established for
another project.

Each of the Berkeley Square
units maintains the feeling of
detached-home  living—with

basement, fireplace, attached
garage, screened porch, for ex-
ample.

Monthly rents for the 1,050-
sq.-ft. apartments range from
$440 to $460.

The architect was Huntington
Larson Inc. Owner/builder is Dr.
Thomas V. Sollas.

adjoining neighborhoods by including wide driveways, saving mature trees

42 HA&H rFEBRUARY 1973

Fourplex floor plans emulate layout of single-family homes with laundry in basement,
guest quarters on second floor. Screened porch fover garage in photo above), originally
designed for four units where site dropped off, proved so popular it was added to four
additional apartments
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The Full Proof Doors

Sta-Tru” doors are so full proof, in fact, Ask your Sta-Tru man about these full proof
Warp proof that you’ll never go back to the gripes and doors today. Let him show how Stanley
. headaches of conventional wood doors helps you sell homes. Stanley Door Sys-
Shrink proof again. Or, any other metal-clad door, as tems.DivisionoflThe Stanley Wgrks,2400 E.
far as that's concerned, if you compare Lincoln Road, Birmingham, Michigan 48012.
Crack proof it feature by feature, dollar for dollar, with
Not only in looks, but in installation, too. STAN I-EY
Check Sta-Tru's lower in-place costs. You'll z

Sag proof our Sta-Tru door.
enjoy every dollar-saving minute. helps you do things right

Swell pl’OOf And, this is one beautiful door to live with.
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Any way you look at it,
the Alcoa Alumiframe system
is a big timesaver.

If you're looking for a way to

cut down on the high cost of
construction time, look into the
Alumiframe® system from Alcoa.
With the Alumiframe system you use
framing members similar to those
used in conventional construction—
columns, beams, joists and studs.
However, the system requires fewer
pieces to complete floors, interior and
exterior walls. And because aluminum
is lighter, it is easier to handle. Look at
the system: With fewer pieces, it goes
together faster. Let's work from the
foundation up.

It takes just two men to place a 40-it
Alumiframe main beam which weighs
only 103 |b. The same-size beam in
steel weighs over 680 Ib.

The 28-ft Alumiframe joist weighs just
19 Ib—a no-sweat job for one man to

Photos:

a. Five men lift an Alumiframe floor
system into place.

b. Precut, precisely assembled
Alumiframe components, true and
square.

c. To build afloor fast, three-man
crews lay down conventional plywood
decking and secure it with adhesives
and nails.

d. Screw shank nails are either hand
or pneumatically driven.

e. 'The Alumiframe system saved us
time and money on every one of the
120 units at River Meadows,” said Dan
Castle, Congdon vice president and
partner.

f. He added, “The system's light
weight makes handling faster and
easier.”

g. A Congdon crew turns out floor
frames at the rate of seven a day.

place. The same-size joist in wood
would weigh over 54 |b.

And for the 40 x 28-ft floorwe're
describing, only 75 pieces are needed.
Complete. A comparable wood floor,
including blocking and bridging, uses
a possible 176 parts and pieces.
Check into builder’s savings.
Developers, builders and carpentry
contractors agree on savings. One of
them, a leading framing contractor in
California, Congdon & Castle Con-
struction Co., saved nearly 50 percent

intime over similar wood construction.

Congdon did it in a 120-home com-
munity called River Meadows in
Vallejo, California.

The Alumiframe system worked so
well, that right from the start they
saved money on every unit framed.
Congdon is so satisfied with the
system that this year they plan to use
it in more than 500 units. Look at how
aluminum framing saves time in floors
and walls, too. Congdon bought
vertical framing members cut-to-
length, then pre-assembled walls and

floors on site. With no special training.

The switch from wood to aluminum
posed few problems.

The crew fastened the Alumiframe
system together with conventional
power-driven screw shank nails. Pre-
punched holes in the members helped
speed erection even further.

Near Seattle, Wash., another contrac-
tor assembled Alumiframe exterior
and interior wall panels in a factory,
then transported them nearly 30 miles
to the site. Savings over conventional
wood framing proved to be over two
minutes per man per lineal foot for
exterior walls and from two to five
minutes per man per lineal foot (de-
pending upon construction method)
for interior wall panels.

ALCOA
BUILDING
INDUSTRIES
DIVISION

Look what the National Association
of Home Builders Research Founda-
tion, Inc., discovered.

In an independent time study on the
use of the Alumiframe system in con-
struction of one of the Congdon-built
River Meadows homes, an NAHB
research team reported, It took about
48 percent less time using aluminum
than would be expected for typical
wood for framing in the Vallejo area.
With seismic, termite and unstable
soil problems, more labor and
materials are required for floor con-
struction in the San Francisco area.”
But even so, the NAHB study con-
cludes that an Alumiframe floor
anywhere else could probably be
erected about 30 percent faster than
one of wood.

Look into price. It is guaranteed.
Unlike lumber, aluminum prices
usually do not fluctuate. Alcoa guaran-
tees the price of Alumiframe members
on a calendar-year basis. Look at who
approved this system. The Alumiframe
system has all the major code
approvals: BOCA, ICBO and SBCC,
and it meets FHA standards. See

how the Alumiframe system can

work for you.

Try this economical residential fram-
ing system that provides construction
time savings on quality homes of any
size, design or price range. Whether
you're working in a plant or at the site,
discover the advantages of building
with fewer, lightweight members

using conventional tools. For more
information about the Alumiframe
Building System, call Ken Lally, na-
tional sales manager, (412) 553-2853,
orwrite: Aluminum Co. of America,
1092-B Alcoa Building, Pittsburgh,

Pa. 15219.

QALCOA
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Don’t look now, but we've been hanging
overhead for a long time. With a lot of
different ceiling tile and panels . . . some
acoustical, some designer pattern. Some
for the do-it-yourselfer’'s. Some for the
do-it-for-me’s. All for the men (and ladies)
interested in ceilings. And for the retailer
and remodeling builder who makes ceil-
ings a profitable business. Interested?
Ask Celotex. We do more than just hang

around.

BUILDING PRODUCTS

Celotex understands the man who builds.

THE CELOTEX CORPORATION / TAMPA. FLORIDA 33622
SUBSIDIARY OF JIM WALTER CORPORATION

*TRADEMARK 1y




'NEWS/DESIGN

A second-home community W1th somethmg for everybody

| The all-inclusive nature of Se-
| quoia Woods is paying off in a
waitinglist forcondominiums at
the Arnold, Calif., project.
| First, there’s a wide choice of
| plans—from one bedroom units
with 590 sq. ft. to three-bed-
| room, two-level layouts with
| 1,588 sq. ft.
| Second, prices are moderate
| forthe area—$23,900t0 $43,900.
‘ Third, there’s a full range of
recreational facilities—an 18-
| hole golf course with pro shop,
tennis courts, a ski run and a
swimming pool.

The ten-unit, two-acre section
| ofthe project shown here opened
| in August and immediately sold

out; 20 more of a planned 96
| condominiums currently are
under construction. The balance
of the 3,000-lot project consists
of single-family second homes.
Rossi DeMulse Co. is the de-
veloper; Donald Sandy Jr. and
| James A. Babcock, AIA were the
|
|
|
\
\

architects. KHS Builders are the
contractors.

main living areas. An alternate two-bed-

\
Plans show how foyersare used toseparate l
room layout /not shown/also is available. \

| 1
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Cabin design of condominiums is enhanced by use of rustic exterior m.nu:a]s
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Bewitchin

windows
get to you

If the windows you want aren't in stock, how long will it

take to get them from the factory? Say you're building houses
with casement windows and 5-wide bows, all insulated glass,
with drip caps and aluminum flashing. You also want them
pre-finished, walnut inside, white outside. Three months?

Six weeks? No. Your Marvin dealer phones the order to the
distributor, who includes them in his weekly order to
the factory. In 10 days or less, the windows are on the
way. Write for our catalog and see the hundreds of fine
wood windows you can get in a few weeks. Marvin Windows,
Warroad, Minn. 56763. Phone: 218-386-1430.

ARVIN
INDOWS
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® City, State, Zip
[JCheck Enclosed.

[) Please Bill Me.

[[] Send details on your new Industry study.
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STRATEGIES FOR SUCCESS:
HOUSING IN THE 1970’S

The Third Annual HRI Housing Conference
March 29-30, 1973
Marriott Essex House — New York City

P [JPlease Enter My Registration. :
@ Name @
@® Position @
® Company L]
® Sireet e
o
El
L]
&
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Conference Advisory Board:
Richard L. Bullock, Exec. V.P.,
National Assn. of Building Mfas.

Michael G. Callas, President,

Callas Contractors Inc. also President,
Associated Builders & Contractors
John M. ertinhﬁfesident,

Mobile Homes Manufacturers Assn.
Conference Chairman:

Gordon F. Jensen, Operations Analyst,
Stanford Research Institute

Luncheon Speakers:

Arthur F. Sampson, Deputy Administrator,
General Services Administration (GSA)
Eliot Janeway, noted economist, author
and syndicated columnist

Keynote Speaker:

Michael Sumichrast, Chief Economist,
National Assn. of Home Builders
Session Chairmen and Speakers:
Thomas R. Arnold, President,

T.R. Arnold & Associates, Inc.
Thomas P, Coogan, Chairman,
Housing Securities Inc.

Jack E. Dahl, President,

Fleetwood Enterprises, Inc.

Dr. Albert G.H. Dietz, Professor of
Building & Engineering, MIT

Mark H. Freeman, Executive Director,
League of New Community Developers

Dr. Ronald S. Graybeal, President,
National Real Estate Exchange, Inc.

Joseph C. Grasso, Exec. V.P,,
Modular Housing Systems, Inc.

John W. Guinee, Jr., Exec. V.P,
Gulf-Reston

Roger Holloway, President
Environmental Systems Industries

Dean Lindsey, Manager, Specialty Pro-
ducts Division, Owens Corning Glass

Joseph Morris, Exec. V.P,,
Champion Home Builders

Dr. John F. Nobis, Director of
Commercial Development, Formica Corp.

James Rice, V.P., Pease Company
David M. Sauer, Publisher,
Systems Building News

James W. Sebert, President,
Nationwide Homes

Robert E. Simon, Jr., President,
Simon Enterprises

Leo L. Smith, Associate Publisher,
Automation in Housing

Lane W. Thorson, Director of New
Business Development, Olin Corp.
Nicholas V. Trkla, Partner,
Barton-Aschman Associates

M.J. Weeks, President, Lexington Homes
Morley Zipursky, Exec. V.P,,
Commodore Corporation

S

Complete program available on request.

HRI has just completed a new industry study,
“The Case for Industrialized Housing — Re-
examined”. Available now at $28.50 per
copy. Check box in coupon for details.

Conference registration fee is $225.
Additional persons from same company may
register at $145.

e® %0 ssccecsresne,
e Mail coupon to: [ ]
e Housing Research Incorporated ®
® 320 Fallow Field Rd.
®  Fairfield, Conn., 06430
L Phone: (203) 259-3641
®eecessccsscscnscae
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JOB MARKET

Shelter Executive Personnel Re-
cruitment Specialists. Division
President: Multi project home
builder. To $90,000 package.
Operations V-P: multi project;
multi state home builder. Apart-
ments/condos. To $100,000. Es-
timator-Purchaser: Volume
housing. $20-25,000. President:
Mobile home, multi plant. $50-
75,000. Controller: Single fam-
ily housing. $18-20,000. Finan-
cial Executive: Major home
builder. To $30,000. Marketing
Manager: Single/multi family
projects. $20,000+ ++ +. Execu-
tive Positions Nationwide. Fees
paid. Vance Employment Serv-
ice. 917 Barfield Building.
Amarillo, Texas 79101.
806/327-3456.

Architects/Builders—Construc-
tion: Volunteer Peace Corps.
Two years: Asia, Africa, Latin
America. Expenses paid-travel,
vacation, living. Information:
Bruce Mazzie, ACTION, OCP
Box 87, Washington, D.C. 20525.

Marketing and Property Man-
ager: Public development com-
pany seeks strong man to head
marketing and management in
the main field of apartments but
in addition, the areas of mobile
homes, single family housing,
industrial and local commercial
leasing. Salary: $25,000 plus in-
centive programme based on
performance. Company operates
in Canada—executive offices in
Calgary, Alberta. Relocation
costs paid. Reply Box 201 JOB
MARKET House & Home, 1221
Avenue of the Americas, New
York, N.Y. 10020.

Marketing Manager: Creative
and dynamic work environ-
ment. Newly established resi-
dential subsidiary of successful
Texas based diversified real es-
tate development firm requires
marketing professional to create
and implement program, recruit
and train personnel. Familiar
with advertising/promotion—
with capability to assume sig-
nificant responsibility. Forward
resume to General Manager,
Residential Division, 2100 Post
Oak Tower, Houston, Texas
77027.

Consider a Career Selling Pan-
elized Homes in the South:
Mayhill Homes Corporation, a
well financed home manufac-
turer whose management enjoys
national reputation, is seeking
mentoact as Territory Managers
in several cities in the South-
eastern United States. The men
we're looking for will have a col-
lege background and several
years of successful selling expe-
rience in manufactured housing
or a related field. Our men are
subjected to a thorough training
program during which time they
enjoy a higher than average sal-
ary with expenses paid. Terri-
tories are designed to yield com-
missionsin excess of $30,000 per
year with little or no overnight
traveling. Insurance, hospi-
talization and relocation paid by
us. Resume held in strict confi-
dence. Send to W. Tommy
Young, General Sales Manager,
Mayhill Homes Corporation,

P.O. Box 1778, QGainesville,
Georgia 30501.
LAND MARKET

Pennsylvania: Bucks County—
56 acres. Ground forsale. Across
from proposed new 35M dollar
race track. Frontage on 3 main
roads, utilities at site. Ideal for
commercial shopping mall, high
density residential, motels, etc.
Build now or hold for invest-
ment. Will consider joint ven-
ture with major developer. Write
Box 202 LAND MARKET House
& Home, 1221 Avenue of the
Americas, New York, N.Y.
10020.

Pennsylvania: Bucks County.
Zoned Hi-Rise commercial for
apts., elderly, office and related
commercial. 450 units, 9 acres,
14 mile from new racetrack. 1
block from major shopping
center. Excellent major road ac-
cessibility. Utilities. Ideal for
immediate development, in-
vestment or  speculation.
“HOTTEST” area in Bucks
County. Write Box 203 LAND
MARKET House & Home, 1221
Avenue of the Americas, New
York, York, N.Y. 10020.
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70 Maytags average

just 32¢ apiece for repairs at
Hazelcrest Condominiums.

Reports Mr. Joseph C. Masterson,
Manager: “We’re all-Maytag here,

1 35 Maytag D
and our aytag Dryers have HAZELCREST 121

proved every bit as dependable COMMUNITY

as our 35 Maytag Washers.” CENTER & OFFICE
7545

Opened in December of 1968,
Hazelcrest Condominiums com-
prise 35 handsome buildings with
a total of 285 units and 712 occu-
pants in Hazelcrest, Missouri.
“We decided to go Maytag all
the way, dryers as well as wash-
ers,” writes Mr. Masterson. ““It
proved to be a good move. The
residents couldn’t be more pleased
with these machines, and our
whole laundry room operation is
exceptionally smooth. Repair
costs on our 70 Maytags have been
practically negligible, averaging
only 32¢ a year per machine.”
Of course, we don’t say all
Maytags will match the record at
Hazelcrest Condominiums. But  send details on exclusive Maytag
dependability is what we try to  DIAL-A-FABRIC Washers that let

build into every Maytag Commer-  customers dial a programmed

cial Washer and Dryer. cycle for any washable fabric . . .
Find out what Maytag depend-  evenwool! One dial setting does it. Ty
ability can do for you. We'll also ~ Mail the coupon. i H
'v'.-" ‘i'..

Friaras®

r---—“—-_'_----___1

I THE MAYTAG COMPANY, Advertising Dept. HH-2-73, Newton, lowa 50208.

GENTLEMEN: Please rush me full information on the dependable Maytag-
Equipped Laundry package.

Name.

City

State Zip Code

Address. l

Phone

YTAG

e THE DERENDABILITY PEOPLE L— o e e v _—-——u-—----J
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THE PLANNING SCENE

“You don’t have to hire a
psychiatrist when you switch from rentals
to condominiums. .. But a
little psychological understanding helps”

- Every builder/developer who's switched
from rentals to condominiums knows
there’s a host of differences in the two mar-
kets. But many builder/developers aren’t
aware that one of the prime differences is
psychological—a feeling of possessiveness
that comes with home ownership and the
need for a buyer to identify hishome as truly
his own.

This need cannot be solely satisfied by
furniture and wallhangings thatare different
fron his neighbors. What’s needdd is project
planning that offers each buyer a sense of
individuality.

Let’s examine some site design factors
that will foster this feeling.

First, the overall site should be one that
the buyer can identify with. For example it
might reflect his former residence and sur-
roundings. Perhaps there’s a similarity of
neighborhood or natural terrain.

Even more important, the approach to the

ROBERT W. HAYES AIA, PLANNING CONSULTANT, SAN FRANCISCO, CALIF.

site must supply a strong initial impact.
Thus the first impression should express the
best environment of the site—mature trees,
landscapes, etc., not a parking lot or asphalt
area (Figure A).

Second, the relationship of automobile to
dwelling is vital. Quite often disastrous de-
sign errors are made by placing parking facil-
ities where they can’t be readily seen or
reached. Most people are extremely posses-
sive about their cars; they must be located
as close to the unit as practical. When indi-
vidual garages are not furnished at each unit,
the owner must feel his car is safe from
vandalism. Equally important: The route
from cars to doorsteps must be safe, pleasant
and convenient (Figure B).

Third, a home—especially a home one
purchases—musthave asense of singularity,
adifference from that of one’s neighbor. The
most important site element to further this
feeling is the front yard or front door of the
dwelling. Individuality can be created here
in a variety of ways (Figure C/.

Fourth, make sure an owner has an out-
door area he can call his own. It's not enough
to give him a deck overlooking a common
area. He must not feel he’s sharing this space
with all his neighbors; the space must be
private and he should be able to do pretty
much what he wishes with it. Full-height
fencing isn't always required, however, for
this privacy (Figure D).

Despite this need for privacy an owner
also can get very possessive about the land
he owns in common with his neighbors. If
he’s paying for it, he usually wants to see at
least a part of the common area and feel it’s
his. Thus each grouping of houses should
relate directly to a common area (Figure E).

With ownership comes demands not
found in rental housing. These demands for
self expression will always be there. The
success of a condominium development
will depend upon how well it’s designed for
these needs.
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Antique Birch Contemporary:.
From the Cabinetmaker.

Quality doesn’t cost as much as
it used to. At least not when it
comes to kitchen cabinets.

And we can prove it. With our
Antique Birch Contemporary line. _

[t offers a fine Birch finish Q
on all doors and drawers. 2
Sturdy construction. And top of
the line hardware. Plus generous
storage space and a beautiful
overall contemporary design
that will work in any kitchen.

Antique Birch Contemporary
cabinets are also supported by a
full line of features and specialty
cabinets. Including corner
cabinets, lazy susan, and full
sized broom closet. All made
with the same care that has
made Del-Mar one of the
undisputed leaders of the
industry.

With a strict quality
control system. And a total
service program that’s designed
to make sure you get the
cabinets you want, when you
want them, where you want
them. With no excuses.

If you have any questions
about Antique Birch
Contemporary, or if we can
help you in any other way,
just call (404) 696-1469.

We sell service with every
cabinet

Y1k
Del-Mar o

THE CABINETMAKER %<9

Del-Mar
A Division of Champion International




Just Out!

House& Home

HANDBOOK
FOR
APARTMENT
MONEYMAKERS

Managing Apartments for Profit re- |
counts 21 chapters of practical ex-
perience largely from “The Apart-

ment Scene,” a House & Home |
series by H. Clarke Wells, vice-presi-
dent of L. B. Nelson Corp., a growth
company with an enviable record
of profit in multi-family housing.

The House & Home handbook in-
cludes the following topics for
apartment moneymakers:

—Tenant Turnover
—Hiring Apartment Managers
—Landlords in Court
—Condo Mismanagement
—Advertising Agencies
—Bonus Handling
—Marketing Formula
—Project Merchandising
—Resident Managers
—Recreation Facilities
—Community Relations
—Computer Bugs
—Screening Tenants
—Security Tips

—Tenant Union Hassles
—Hybrid Apartment Homes
—Family Market Problems
—Project Size Leverage
—Statistical Traps
—Maintenance Jobbing
—Key to Company Growth

Managing Apartments for Profit
presents practical guidelines for
profitable management in virtually
every phase of apartment operation.

For $3.95, it’s a steal!
T RSB SR S SN SRR A S ST E R 2 3 g S D O R A e
FF
' Send me copies of MANAGING APARTMENTS
. y g c FOR PROFIT for $3.95 each. Enclosed is check for $
Mall CouponWlth REmlttmce tO Y s e payab]e to House & Home Press.
House & Home Press,
Managing Apartments for Profit Yourzume
1221 Avenue of the Americas, Firm name
New York, N.Y. 10020 Mailing address
City State Zip

[PLEASE PRINT CLEARLY)
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Thi installed aj
i good-lookmg, inex ,

 pre-painted aH;:-fold,,
“doori s flat
‘Nowonder he’s smilifig;

U.S. Plywoed’s.metal bi-folds
giveyoualot to smile about. !

_'; Cost, for oneTF@‘r&mLL'.- J

: economlcz‘ﬂ‘than.w@  /

. Easeofinstallation, for amnof
Ouidoors are precisionengi
tofitri ight every time —with ut
plamng, shaving or fussmg?ﬁmd
our hardware system pe accu-
rate ad_]ustment for htm%‘tfal and
vertieal variancesin finished
openings. -

No painting’s needed af time of
installation. (Another tilme and
money, saver.) Because all our
metal bi-folds get enamel baked o
right at the factory. For a finish that

' lasts much longer than any job-si
painting, and won'’t ci'ack peel
chip.

Finally, our doorscome in a yari-
ety of styles and colors, to cov
anything from an 18" cubbyhole to
a full room width.?

Ifyou'd like to learn morg happy
faects about our money-saving
metal bi-folds, call your lgeal
U.S. Plywood Branch Office.

U.S.PI

A Divislon of Champipn Interpational
777 Third Avenue. NBwYork/ NY 10017
/ !
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THE MARKETING SCENE

Condominium conversion: Part I
“The difference between success and failure
lies in understanding the

concept, the problems and the market”

After 12 years condominiums are finally
coming into their own, and it is not just in
new construction. Resales in older condo-
miniums are up and some companies are
finding new opportunities in urban areas by
successfully converting rentals to condo-
miniums. But there will also be many who
will fail because they lack understanding of
the concept, the problems and the market.
Let’s look at some basics that should be
considered by anyone contemplating a con-
version.

Benefits to seller and buyer. The advan-
tages are quite simple for an apartment-
house owner or a builder/investor/dealer. In-
dividual sales of the units will bring a greater
return than the sale of the building as a single
entity. In other words, a successful condo-
minium conversion allows the sale of indi-
vidual units for a higher price than rental
units can demand based on income to an
investor.

Profits ranging from 15%-20% of the sales
price in a condominium conversion are not
uncommon, whereas 10% profits are usually
striven for innew construction. The fact that
no construction is necessary in conversion
is another very important incentive.

Benefits to the buyer are also obvious. To
own the apartment as a condominium rather
than to rent offers tax advantages; if the
buyer is financed to maximum mortgage
limits, almost his total monthly housing
cost is a tax deductible item. Pride that
comes from ownership is another—albeit
intangible—advantage.

Pricing compared to rents. There are many
ways to price the condominium conversion;
however, they all relate to the market and
availability of other forms of housing. One
approach—the rental value of a unit versus
the monthly cost of owning it—varies tre-
mendously depending on the price range of
the condominium conversion. Thelower the
price of the unit, the closer the monthly
payment must be to what the monthly rental
value of that apartment is. The reasons:

e A buyer who can afford a $50,000 unit
has fewer objections to paying $75 a month
more. If he can afford $50,000, he probably
isin the 40% tax bracket. His tax deductions
more than compensate for this increase.

® On the other hand, families who can
barely afford minimum housing and are pur-
chasing $10,-15,000 units (perhaps FHA fi-
nanced) are not nearly so concerned about
income tax. Instead they worry about

whether they can stretch the paycheck until
the next payday. So, if they can find a place
tolive for$100 amonth, they are notso likely
to pay $125 a month for tax advantages. To
this market, a rental comparison is very im-
portant.

A word of caution: Many owners who pur-
chase apartment buildings with surplus
money are satisfied if they don’t have vacan-
cies for two years. But a professional would
say “If you’re 100% rented for two years,
something’s wrong. The rents are too low.”

The upshot of thisis that you can still find
buildings today where rents are below true
market value. You must recognize this.and
arrive at what probable rental value should
be applied to the units. Then you can deter-
mine more accurately their fairmarket value
as condominiums.

Pricing compared to nearby homes. You
must always overcome a natural reluctance
to living in a so-called single-family resi-
dence where the walls touch the residences
of other families. One of the best incentives
for overcoming this is price. As a rule of
thumb, a condominium should be priced
about 30% below single-family houses of
equal square footage, amenities, etc. in the
immediate area. There are exceptions: Some
areas may require a greater price differential.
In other areas—those that are very desirable
and where the opportunity to purchase a
house is limited—condominium prices
could more closely approach single-family
values.

Physical improvements. How far should
one go in renovating or refurbishing or
changing the character of the property?
There are many factors to consider. Some
25-year-old properties that lack all the
amenities of a modern structure do have the
most important factor of all: prime location.

Now, do you sell such a building as is at
really bargain price! Or do you go in and
remodel kitchens, improve the architecture,
change rooms and wind up spending a lot of
money to meet that market? This is a prob-
lem that faced Equity Specialty Plan Inc.
Apartments it was converting in the Los
Angeles area were not too far away from
homes priced at over $60,000. This was
definitely a prestigious location in name and
in fact.

However, the company was not successful
in selling the units at bargain prices of $16,-
500 to $22,500 (six sales in three months).
ESP changed the marketing program, expen-

HERBERT L. AIST, PRESIDENT, HERBERT L. AIST AND ASSOCIATES, ENCINO, CALIF.

sively remodeled the units, raised prices
about 50% higher than what the cost of the
improvements were running ($18,900 to
$26,500) and sold out the 53 units in two
months.

Project size. What size apartment project
is optimum for conversion! My advice is to
stick to small projects in most cases. Mis-
takes are smaller. One is less susceptible to
tenant protests. Small homeowners’ associ-
ations are easier to handle and to set up.

There are tremendous problems with
closings when you are involved with build-
ings that contain too many units, therefore
making it impossible to subdivide into sepa-
ratelots. By law 51% of the sales are required
before a condominium becomes legal and
sales can close. Most lenders require 75% to
80% sales before they can be closed (which
is much too high a requirement and adds
unneeded and unwarranted risks to the de-
velopment). And the frequency of cancella-
tions due to buyer remorse is directly
proportional to the length of time they must
wait before a sale is closed.

Joe Noble of ESP tells of a 795-unit FHA
project in Venice, Calif., valued at some $12
to $13 million. FHA was very pleased with
the prospect of conversion. Upgrading this
area was a tremendous incentive. Unfortu-
nately, word got out to tenants—retirees and
people who had been living there for years
on controlled rent. Then the political action
started. HUD, on one hand, was encouraging
the developer to move forward on the con-
version. On the otherhand HUD was funding
the political action and neighborhood attor-
neys who represented tenants protesting
HUD's approval and fighting ESP tooth and
nail.

Thisis an extreme but classic example. Be
careful if you get into some fairly good-sized
projects of 50 or 100 units; tenants can get
together, and politicians are very sensitive
to the cries of ordinary citizens. They can
stop you arbitrarily because you are still
subject to what Planning wants to vote. Do
your homework. If relocation is going to be
a real tenant problem, set up a program to
assist them.

In our next column we will explore more
specific problems associated with condo-
minium conversions—maintenance costs to
the new condominium owner, fire walls and
soundproofing, rehabilitation, current ten-
ants, cash flow, homeowners’ association
and, of course, financing.
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Preway Custom Lo/Pro (our low-
profile model) permits chimney off-
sets and returns-to-vertical beneath Old-fashioned units take extra time,
an 8-foot ceiling. Simplifies stacking extra effort and are more expensive
for multi-family units. Trouble-free to install. Odd-shaped oval cutouts
installation for single family, too. are often necessary.

Put the Preway Lo/Pro anywhere! On any floor, against any building
material. Zero clearance eliminates installation limitations. The Lo/Pro
is complete in one carton: refractory base and ceramic back . . . porce-
lainized walls . . . fine mesh firescreen and ash guard . . . Positive Seal
damper. Left and right knockouts for gas log or log lighter. Three models
— 28", 36" and 42" — fit standard building modules. Preway speeds
sales, increases return on investment. There's a full line of free-standing,
built-in and wall-hung models (all with engineered-to-match chimney
components). Call your Preway distributor. Or write to us.

PREWAY
AT WATI RN,

WISCONSIN RAPIDS, WI 54494
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The Pasloae
Gun-Nailer

1973

It’s still the
best seller

Gun-Nailers drive 7 different nails... 1% " to 22" long

It's now 11 years better than the one that started the power
nailing industry! We've made a couple of hundred
improvements in the tool since 1962. In the meantime,
Paslode Gun-Nailers have driven billions of Gun-Nails®.
Get your hands on a Gun-Nailer. Compare the easy
balance, the way it gets into corners, the speed, the
dependability, and you'll know why it's still the best seller.
Ask the Paslode man near you for a demonstration,

or write for more information. Paslode Company

(Division of Signode), 8080 McCormick Blvd., Dept. HH,
Skokie, I1l.60076. In Canada, Paslode Canada Reg'd.

(O PASLODE
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It makes you look g;od,too.

We put beauty, elegance and
reliable operation into the Delta faucet.

We left the washer out. And all
the problems worn washers cause.

Thats why when vou specify
Delta,you are specifying one of the most
efficient, trouble - free faucets made.

One of the safest,too. Because of
the Delta pressure balance bath valve.

When flushed toilets or
clotheswashers suddenly decrease the
pressure on water lines, the valve
automatically compensates to maintain
the same hot or cold water mix.

So the shower temperature stays
constant. And no one gets scalded or hurt,

There are Delta washerless faucets
for kitchens and bathrooms. For sinks
and showers. Both single-handle and
double-handle models. In beautiful
new decorator designs.

They'e styled to look good
and to work better. And to make the
specifier look as good as they do.

For illustrated literature, write
Delta Faucet Companv. A Division of Masco Corporation,
Greensburg, Indiana 47240, and Rexdale, Ontario.

Delta Faucets.

Washerless. To work as good as they look.
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THE MERCHANDISING SCENE

“Don’t let today’s casual
life-style fool you. ..The living
room still should be the
focal point of your model unit”

Does anyone live in a living room? It almost
seems obsolete for today’s family. A better
name might be the receiving room. With
increasing emphasis on casual life-style,
people are living in their dens.

But when it comes to marketing your
model home or apartment, the living room
still reigns for one important reason: It’s the
first room the buyer sees. And, trite as it may
sound, first impressions are lasting, If your
prospect’s buying mood is dampened by the
first exposure to your product he could re-
main psychologically chilled to your entire
presentation. Conversely, inviting living
rooms often whet the subliminal appetite
for more.

More importantly, you must grab your
prospect’s attention immediately. You can’t
wait until he gets to the master bedroom to
turn him on.

A properly merchandised living room sets
thetheme. Itshould silently offer atleast one

|

1. The modern living room in this high-rise con-
dominium is both elegant and comfortable. Note
furniture placement in conversational grouping.
2. Rust tones and antique groupings including
clocks and period pictures warm up a living room
corner in this ranch-style home. Warmth and
comfort were the objectives.

of these strong sales messages: comfort, ele-
gance, entertainment, warmth, livability,
conversation.

In previous columns we have not specified
the exact furniture a room should contain.
But the ground rules for decorating living
rooms are unique. In model homes they
should contain a sofa, two chairs (not neces-
sarily matching), at least one end table (pre-
ferablytwo)and acoffee table. Why? Because
practically all of your prospects would have
each item in their own homes. They can
identify with your room more easily.

A conversation grouping is a must. In a
contemporary home, a sectional can be used
in place of a single sofa. In a period design,
a love-seat can fill the bill.

Interestingly enough, end tables need not
always be at the end of the sofa. One can be
placed adjacent to a chair.

Lighting itself is often a decorating chal-
lenge. No matter what basic design theme

3. This traditional living room is designed to dra-
matize the indoor-outdoor feeling and capture the
mood of Hawaii. Light and bright eolors are used
to achieve house and garden ambiance.

4. This lively pink and orange traditional living
room provides a chatty conversational area and is
aimed principallyat the everimportantlady buyer.

CAROLE EICHEN, CAROLE EICHEN INTERIORS, FULLERTON, CALIF.

you work with, you are safe using the simple
ginger jar or plain-based lamp in assorted
colors to reinforce the look. The lamp's
height is important. Never use a lamp over
35” high on an end table; anything taller
distorts its proportion in relation to the rest
of the room.

There are a host of other factors to con-
sider. Walls, for example, can be warmed up
with either a grasscloth paper or a soft pat-
terned wallpaper. Bare walls can be brought
to life with picture groupings and wooden
clocksfortraditional homes, chrome-framed
paintings and chrome mirrors for contem-
porary homes.

Mirrors add depth and dimension, but be
judicious in placement. Deception is easily
spotted and too many mirrors will make the
room occupants uncomfortable—even ner-
vous—especiallyifthey’re hungopposite the
conversation area.

Textures and fabrics are an excellent way
to warm up a living room. Sleek, hard sur-
faces are cold, but heavier textures such as
woven linens or suedes create a natural
affinity with your prospect.

Wood and wood paneling, either deep
stained or white-washed, are also appealing.
Combining wood with wallpaper gives a def-
inite dimensional look.

Theliving roomis one place to experiment
with unusual and intriguing furniture. Eta-
geres, which look like tall, narrow book-
cases, are at home in virtually every decorat-
ing style. They are available in chrome and
glassforcontemporary homes, wood finishes
for traditional and cane finishes for country
French or English.

Antique secretaries and armoires can also
be considered. If the armoire has a closed
front, use it as a bar with doors open. If it
has a wire front use it with doors closed to
showecase accessories and unusual objets
d’art. It adds interest, warmth and, most
important, that personal touch.

Once the basic furniture scheme is final-
ized and accessories selected, attention
should be focused on such necessities as
greenery, (live plants preferably and lots of
them no matter what the interior theme) and
books in floor-to-ceiling bookcases for a dra-
matic, literary touch.

Summing up, it is important that your
decorator define the living room’s role in
your merchandising program. Should it
charm and comfort, excite and invite or be
formal and aloof? Establishing this early is
crucial; only then can the interiors become
part of a coordinated marketing plan.
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STRAIGHT STANDARD SINGLE AND DOUBLE

CURVED STANDARDS

This simple system

A new and much greater selec-
tion of luminaires is now avail-
able for use with Weyerhaeuser
Lighting Standards.

Gardco, General Electric,
Holophane, McGraw Edison and
mcPhilben —all have combined
their exciting selection of fix-
tures with Weyerhaeuser Lami-
nated Standards.

New advantage. You can now
choose from more than a thou-

sand design possibilities.

0Old advantage. This is an en-
vironmental lighting system. It
blends with the environment as
naturally as a tree.

The wood part of the sys-
tem consists of laminated wood
standards in three shapes:
straight, single or double
curved. Plus one- and two-way
Crossarms,

Weyerhaeuser Lighting Stand-

has expanded.

ards are treated for long life
with penta in light solvent.
You can stain the standards or
leave them natural. And local in-
ventories are available in many
markets.

For the full story on Wey-
erhaeuser Lighting Standards
for residential areas, commercial
areas, parks, urban renewal pro-
jects—write Weyerhaeuser, Box

B-9522, Tacoma, WA 98401.
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Aggreboard Aggreboard?

This.

Stones of uniform particle size and color.
Sizes: 0 (silica sand), 125 (¥ "), 250 (14 ")
and 500 (1%2"). Colors: Garnet Red, Cocoa
Brown, Desert Brown, Sun Tan, Northern
Green, Hartford White, Jewel White, Roma
Grey and Black. Most colors available in
the sizes listed.

VISTAS, Mount Holly, N.J.. by U.S. Home Corp.

AGGREBOARD.

Prefinished, structural sheathing/siding,
4’ X 8 and other sizes,

or pre-cut to custom shapes.

U/V stable thermo-setting polyester resin
matrix, 25-60 mil thick formed on the sub-
strate to bond the aggregate. The cured
matrix is a non-yellowing, non-porous
enamel-like white. It can be tinted (as
shown) to alter, or enhance the aggregate
color.

1
1
g"
|
:
i M

]

|

Modular Materials, Inc.
333 Hamilton Boulevard, South Plainfield, N.J. 07080 Tel: 201-754-1330

CIRCLE 67 ON READER SERVICE CARD

Your choice of 3" DF graded exterior,
plywood; V2" Structasote 460 thermal in-
sulation board (R = 1.0), termite, rot and
fungi protected; %" thick fireproof as-
bestos board, or insulated asbestos board
panels in a variety of thicknesses and in-
sulating cores.
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The following letter (with photol
was received as a possible entry in
the 1973 Homes For Better Living
Awards Program. We feel the insight
it affords into the process of archi-
tectural creation makes it worthy of
publication here—ED.

H&H: Attached herewith is a photo
of one of my recent houses. The
problem was to create a small home
within an unlimited area without
lousing up an extremely low budget.

The plan, as well as being func-
tional, features mutative continuity,
integrated cadence, space penetra-
tion and rooms. With regionalism a
top consideration, primary wall
openings as well as secondary fen-
estration were left unglazed. The
house features split floors and
knockdown walls. Some of the split

floors are level and some are not.
We are not exactly sure how this
happened, but we suspect that it
somehow had something to do with
the carpentry contractor’s leveling
off at the time. Sort of an inverse
reaction, don’t you know. For pur-
pose of economy, all foundations
were omitted.

Features of the project include
floors, walls and roof, the latter of
which admits moisture only under
precipitation. Area is about 400 sq.
ft. and costs ran slightly under 35¢
per cubic yard. Actual building
covers .0002% of the land area, leav-
ing ample room for a future swim-
ming pool and cabana.

Note that in lieu of front stairs,
there is a small loading platform.
This idea was conceived by the
client. “Sometimes [ come home
with aload on,” he explained.

An interesting feature from a
purely technical standpoint, and
which will undoubtedly interest my
colleagues in the profession, con-
cerns the system [ used for dimen-
sioning. Being a progressive man, I
had toyed with the idea of using the
four-foot module, but I seemed un-
able to make this work out with my
yardstick. I did notice, however, that
thisunit of measure came quite close
to the metre (or meter if you wish)
and, although things were just a bit

too long or short for micrometric
accuracy, I conceived the idea of di-
mensioning in the metric system.

I am sorry to say that no plans are
available for this project, either plot
or them other things.

J.LLoyDp CoNRICH, AIA
San Francisco, Calif.

Miami market memo

HaH: Regarding the November ar-
ticle by Stan Fisher, “The Miami
Market,” we certainly agree that
Florida is the hottest building mar-
ket in the country—but we think
perhaps Mr. Fisher took too quick a
look at building activity on his visit
to Dade and Broward Counties.

Mr. Fisher identifies Broward’s
major builders as MGIC-Janis, FPA
Corp., Development Corporation of
America and Haft-Gaines Co. While
all of these firms are active and Haft-
Gaines and FPA certainly qualify as
leaders, there are others who are
highly significant: Among them:
Oriole Homes Corp., Coral Ridge
Properties-Westinghouse and our
own firm, Leadership Housing.

Naturally, we were disappointed
that Leadership was not mentioned
in the report since we are the leading
builder of single-family housing for
adults in the county.

In the city of Tamarac, a suburb of
Ft. Lauderdale, more than 8,500

single-family homes have been built
by us. We have over 2,200 acres there
still to be developed. And we're
presently marketing condominiums
and retirement homes.

As for sales, during the four
months from July 1 through October
31, sales of Leadership homes in
Tamarac totaled 790, or about 6.5
homes perday.

We presently have a backlog of
over 835 million in single-family
homes in Tamarac. As an example
of the sales pace in the community,
285 of the projected 600 homes in
Leadership’s new family community
were sold in the first 75 days.

In addition we own approximately
2,400 acres just west of Boca Raton
in Palm Beach County which was
recently identified—through a sur-
vey done for Advance Mortgage
Corp. (subsidiary of First National
City Corp. of New York)—as the
fastest growing area in the U.S.

Further, we are beginning devel-
opment of a 2,318-acre property in
Tarpon Springs outside Tampa,
which will be a planned, diversified
lakeshore community offering
varied types of housing and com-
mercial development.

JErRI TOUCHARD

Director of Public Relations
Leadership Housing Inc.

Ft. Lauderdale, Fla,

3

Magnavox
single-source contract
furnishings.

Furniture, TV, air-conditioning,

carpets, drapes, bedspreads,

mattresses, wall covering and
accessory equipment. Plus instal-
lation, service, insurance and
financing. All in one money-saving,
worry-free package. Phone today

for all the details.

Charles Doerwald, 8811 John
Carpenter Freeway, Dallas, Texas

75247, 214/ 637-3590

1AM cennrrany 1072

John Hudson, 7520 Frontage
Road, Skokie, lllinois 60078,
312/282-8088

James Carr, 1898 Leland Drive,
Marietta, Georgia 30062
404 / 436-0061

Dick Kirsh, 2080 Noland —
RD #1, Lancaster, Ohio 43130,
614/654-1900

Don Chovan, 1364 San Mateo
Avenue, South San Francisco,
California, 94080, 415/ 589-6731

Ted Bowman, 320 North Street,
Teterboro, New Jersey 07608,
201/ 288-4998

Magnavox, Corporate Head-
quarters, Sales Division, 1700
Magnavox Way, Fort Wayne,
Indiana 46804, 212 /432-6511

Magnawvoix
Gives You More

It e AR AN BEADEDR CERBVICE CARD




THREE TYPES OF REPORTS ARE INCLUDED IN se BLUE BOOK Of MAJOR HOMEBVILDERS

iczl Center

e0110

MAJOR HOMEBUILDER REPORTS

Key Personnel
G - President
Marketing

Lloyd Bowen -
Robert Jonas -

¥P/Construction
Ve/T

reasurer

Productlon

Single-Family

Multifamily

Detached Homes

Low-Rise
(3 Stories or Less)

Medium-Rise
(4 to 8 Stories

Townhouses
(hack waite like quadplexss)

High-Rise
) 16 Stories or More)

Total Units

1973 Planned
1972 |Estimate)
1971

1970

1969

196X

700
440
350
250
150

125

Business Orgamzatlon

Firm 15 a publicly held corporation.

Meiropolltan Areas

Denver and Boulder, Colo

Other Business Activities

Financial Data

Fur fiscal year

Industrialization

Conventional {om site) construct
use interfor and exterior wall p
built in thefr own factory in about
50% of construction

Government Housing Programs

Builds under VA and Section 202

housi
ies,

g er than originally anticipated.

orders will start converting to closed
sales during the third quarter at The Dam
East Townhomes .

General Comments

Writer management states that sales back-

log continues the highest in history, with

ularly strong demand for attached
This is their first entry into

ng within planned open space

and orders have been even

These

During the fourth quarter,

orders from Devil's Thumb and The Knolls

West Townhomes will begin closing.

As in

their detached single family home com-
munties, townhome communities provide a

fon-ard T.n B §
es in 1973 The, are
age of expansion to other

;v“-‘fa.,m argas.

ending: 1273 A T—

Ses,
ks,

variety of interior and exterfor home de-
51"' open space, and self contained rec-
nal smenities which include club-
swimming pools,
and bicycle and jogging tra!‘-s,
w Creek in Arapahoe County,

tennis courts,

Colo. and

196X

| 1969 [ 1970 | 1971 | 1972 | 1973 .‘ 1974

| 1968 | 1969

IQTD‘[ 1971

INCOME AND
EXPENSES

Jher Expense
Tital Cost & Expenses

ASSETS AND
LIABILITIES
Asset

& Ruwubk's

Units wg”
struction
l.‘lﬂd \dc-rlupcd}
& sndeveloped)

Long Term Debt

Total Liabilities

=
el
-4}

Stockholders Equity |

w

-
-

~

e s |ww—o

are recor
contract

A comprehensive financial history

is included with each public builder report. Sales, earnings, assets,
liabilities, net worth—and key financial ratios are included—back to 1968,
if available. Comments are also included on key financial issues such as
reporting treatment of assets. This data is very useful to lenders, investors,

accountants and financial analysts.

Reports On
Industrialized
Home
Manufacturers

Reports on all large producers of
modular homes

pre-cut or componentized units
mobile homes.

These are the leaders in the
fast-growing industrialized housing
industry. Data shows how many
units produced up to last 5 years
for both single family and multi-
family units.

(A) modular housing
(B) componetized houses

(C) pre-cut packaged units
mobile homes.

Also shown are sales for past
several years and plant locations.
Comments include special details
on each company.

ined from commercial
tutions. Costs a

is arranged

Te! ders \‘u,r all qua‘ifmf

Residential construction

varies widly—single family
detached wunits, townhouses,
quadplexes, low rise or high rise
apartments—each Blue Book report
shows you how many units—by
type—up to 5 years history, plus a
projection for next year! You can
plan and target your sales or
promotion effort.

Big builders are changing

their construction
methods—they are using more
pre-cut homes, more components,
more modulars. Some are in the
mobile home business. Each report
tells you what degree of
industralization (if any) is practiced
by the firm.

Many builders build in

more than one metro area
today. A builder report lists all of
the metro areas where each firm is
building housing. Now you can
identify all of the major builders in
any major metro market easily.

Government programs

especially "Sections 235" and
*236" play a big role in some major
builder's operation. Y.ou can now
determine who and how much of
the government program
production is built by the largest
firms.

The future for housing

looks great. You can tell what
to expect during coming months
from the planned outlook of the
major builders. These are included
in the comment section of each
report.

Report shown here Y actual size,
The Blue Book is printed
50% larger and is easily readable.

New Town
Reports

Reports on major new town
developers over the United States.

History . . .

includes number of years in
operation, housing units built to
date, and identification of financial
sources.

Plans. . .
show number of acres
included in area, homes,

apartments, industrial
developments, commercial
developments, schools, churches
and shopping centers planned for
the area.

Current status. . .

outlines scope of operations,
including number and price of units
built—current year and projected
next year. Names of major builders
operating in each town.
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t Ever-Strait
doors onmy model

homes?Whatsin
itforme?

There’s always one good
reason to feature steel-
clad Ever-Strait doors on
your models:they help you
demonstrate the quality
you build into your homes.
And right now, there's a
second reason. We'll give
you up to $56 worth of
high performance options
FREE with every Ever-
Strait front door you in-
stall in a model home.
Here’s how it works. Or-
der the Ever-Strait doors
you need for your models i
—choosing from any of our nine exclu-
sive styles. You pay the
regular price. We
will include the following
exclusive high perform-
ance features at no extra
charge: our High Perform-
ance Hinges with self-
closing feature; our High
Performance , .
Korad-wrapped
Frame; and
our High Per-
formance Finish (door is [
pre-finished for you with [ §u[¥
high performance polyure- [4gS
thane enamel in one of eight |
decorator colors). o
As a bonus,we’ll also sup- |
ply a special “construction N
door” to fill the opening &%
while construction is being

——_ completed. So when the
Ever-Strait Door goes in,
it’s brand spanking new
d and strikingly beautiful.

Incidentally, you can
also get Ever-Strait doors
for the rest of the house—
rear, side, patio—on the
same basis when you use
our High Performance
Model Home door on the
front.

We're making this offer
.- to introduce you to the

~ Kver-Strait High Per-

formance Door. And the
offer applies to all model homes or apart-
ment orders received by April 15, 1973.

Start using beautiful, warp-free,
weathertight, pre-hung and easy to in-
stall Ever-Strait Doors in everything
you build this year. And let the sale be-
gin at the front door.

THERMAL BREAK

- DOUGLAS FIR STILES
S N S, AND RAILS

NTINUOUS
SMED EDGE

D>AMED EDGES
<G~

FO
rnAME__A_/

MAGNETIC il
WEATHER STRIPPING{ | |
OAK NOSING

) -
| <y .04
U | LT R
VINYL SEAL STRIP /_1>/ 2 'i'“-_: e ADJUSTMENT SHIMS
e e =t 5
EXTRUDED ALUMINUM - ';?/ FOAM WEATHER SEAL
-~ ~SOLID WOOD SILL CORE

ALL-WEATHER SILL

RIGID FOAM CORE

FLUSH STEEL FACES

ADJUSTABLE
THRESHOLD

Write John Harper, ¢/o Ever-Strait
Door Division, Pease Co., 7100 Dixie
Highway, Fairfield, Ohio 45014. He'll
send you your High Performance model
home coupon and our helpful brochure
“Let the Sale Begin at the Front Door.”

Pease Y
Ever Strait Doors’

Pease Company 7100 Dixie Highway « Fairfield, Ohio 45014
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The dollars and cents
of recreation

There is a long-standing marketing axiom that what the successful developer must offer
isnot just new housing buta new and better way of life. Today it's fast becomingapparent
that a broad spectrum of recreational facilities is increasingly in demand as part of that
new and better life style. Developers who go the recreation route have found an eager
market waiting—both for primary housing and for resort and/or second homes.

Providing good, marketable recreation packages is a complex process that starts with
feasibility and ends with long-term management. In this issue of House & HomE we
explore one part of the process: the cost element in creating recreation packages. We
have selected four major types of recreation for this exploration:

Swimmingand tennis, which might be called small ticket facilities; neither is overly
costly in terms of either space or dollars. Swimming pools have long been the primary
element of the recreation package, and tennis—the least expensive of all—is the fastest
growing in popularity.

Golf is the big-ticket facility, in terms of both space and price. It's also the facility
that offers the strongest benefits—to both residents and developer.

Skiing can be a medium- or big-ticket item. And while it is mainly a resort activity,
new snow-making technology is also bringing it into more and more first-home commu-
nities.

What do these facilities cost to build? To run? Can they bring in money! That’s
the subject of the pages that follow.
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RECREATION CONTINUED

The greatest impact—
at the
highest cost

76 H&H reBrUARY 1973

Considerwhat a good golf course
can do for a project:

It provides from 100 to 200
acres of permanently main-
tained, self-sustaining green
belt, usually beautifully land-
scaped, and often with lakes and
streams. Hence it is an environ-
mental and community asset
that might well be the deciding
factor in getting approval for
PUD zoning.

It offers a sport that is in great
demand and short supply, brings
it virtually to the resident’s
doorstep and adds much of the
exclusiveness that would nor-
mally be available only from a
private club.

Itcreatespremium homesites;
all over the country, buyers are
eagerly paying an extra $5,000 to
$15,000 or even more for units
overlooking golf courses.

And it is a marketing and en-
vironmental feature that should
eventually produce at least a
modest profit for its owner.

On the other hand, a golf
course poses many problems for
a developer. Here are the most
difficult ones:

A golf course is expensive. A
regulation 18-hole course will
cost anywhere from $350,000 to
well over $1 million, exclusive
ofland and clubhouse. And since
a course is both a key marketing
featureand an integral part of the
site, it has to be built early, and
its cost represents pure front
money.

A full-size course eats up a lot
of land—from 100 to 200 acres.
And most of this is prime build-
ing land.

A golf course is expensive to
maintain. Even if it eventually
becomes a money maker, the de-
veloper must count on losing
from $50,000 up annually for the
first two or three years.

Obviously, then, a developer
should undertake a golf course
only after the most exhaustive
market analysis. And even when
studies show a course is feasible,
there is the question of what
kind of a course.

There are four basic

types of golf course

The par-3, or pitch-and-putt
course, has 18 short holes and
can be built on about 45 to 50
acres. Most golfers don’t con-
sider this real golf.

The nine-hole course, with
full-length fairways, can be built
on from 50 to 80 acres. It is real
golf, but many golfers would

consider its abbreviated size
somewhat boring.

The executive course is the
shortest course on which what
is considered real 18-hole golf
can be played. It is often used in
retirement communities and
takes up from 70 to 100 acres.

A regulation 18-hole golf
course requires anywhere from
100 to 200 acres, depending on
its length. If it plays more than
7,000 yards from its back tees, it
can legitimately be termed a
championship course.

Mostdevelopers putin regula-
tion courses; executive courses
ranksecond. Theselection of the
latter usually results either from
aspecial market, as noted above,
orfrom a land squeeze; there are
no great cost savings because
there are still 18 tees and greens,
the most expensive parts of a
course to build.

Costs depend largely on how
much grading is done
Generally speaking, if a golf
course site can be used pretty
much as is, its cost will be at the
low end of the scale; if a lot of
recontouring and earth moving
is necessary, costs will rise.
Other variables include the de-
gree of automation of the irriga-
tion system and the size of tees
and greens.

Here is an approximation of
typical costs foran 18-hole regu-
lation course. It is offered by
Harry Eckhoff, a facility devel-
opment consultant for the Na-
tional Golf Foundation:

e Course construction and ir-
rigation: $270,000 to $540,000.

® Maintenance from seeding
to opening: $35,000 to $60,000.

® Maintenance equipment:
$40,000 to $60,000.

® Maintenance
$10,000 to $30,000.

® Equipment—flags, cups,
washers, etc.: $6,000 to $12,000.

® Cart paths: $7,000 to $30,-
000.

® Total: $368,000 to $732,-
000.

Not included are the golf-
course architect’s fees, usually
6% to 10%, and a clubhouse,
which can cost anywhere from
about $150,000 (locker rooms,
pro shop and a snack bar) to §$1
million or more (bars, dining
rooms, sauna, gym, etc.).

buildings:

Here's a cost analysis

for an actual course

Desmond Muirhead Inc., plan-
ning and design firm of Newport

Beach, Calif., and Muirhead
himself, a noted golf course ar-
chitect, prepared it for a 140-acre
course in southern California.

Roughgrading. A minimum of
100,000 cubic yards will be
needed to elevate tees and
greens. In addition, some cutting
and filling is necessary to create
fairways out of the heavily roll-
ing site; the recommended
amount is 150,000 yds. At 40¢
per yard, cost of moving 250,000
yards is $100,000.

Finish grading. Topsoil must
be removed and replaced in all
graded areas to insure a good
stand of turf. Shaping or fine
grading of tees, mounds and fair-
ways should be done by a quali-
fied man on a small tractor with
specialized attachments. Cost:
$54,000.

Irrigation. Labor costs for
maintenance are rising, and the
number of conscientious night
watermen who are prepared to
get wet changing hoses on a
quick coupling (largely manual)
irrigationsystem is diminishing.
So a full-coverage, fully auto-
matic sprinkler system should
pay for itself in six to eight years
and also provide better turf.

In southern California such a
system will cost between $1,000
and 82,000 per acre, depending
on the quality of pipe and equip-
mentand the amount of business
good sprinkler contractors have
on their books at the time bids
are taken. Using a mean figure
of $1,500 per acre, this system
will cost $210,000. Add $18,000
for a pumping system and the
total is $228,000.

Lower cost alternate systems
may also be used, though the
labor cost is higher. Range for
more manual systems: $80,000
to $120,000.

Greens. The size of greens can
vary from 5,000 sq. ft. to 10,000
sq. ft. Large sizes are used on
resort courses where there will
be heavy play. On this type of
course an average size—from
6,500 to 7,500 sq. ft.—will be
used so that pin positions can be
changed frequently. For a good
quality green constructed ac-
cording to U.S. Golf Assn. rec-
ommendations, a cost of 70¢ per
sq. ft. is a reasonable figure. So
the construction (pea gravel,
peat or loamite, fertilizer, steri-
lizer, final grading and seeding,
etc.) of 18 greens of 7,000 sq. ft.
each will cost $88,200; a 20,000
sq. ft. practice green will cost
$14,000. Total Cost: $102,000.




Tees. Finishing off and seeding
18 tees will cost $10,000.

Traps. There will be an
average of four per hole at an
average size of 50'x20’. A good
grade of cream or white sand, 9"
deep, will be used (good sand is
very important, Muirhead says;
the first impression of a golf
course can be improved 500% by
good sand), and it is an expensive
item.Costisabout $10aton, and
an average trap needs 25 tons,
Spreading and shaping the sand
adds about $40 per trap, so total
cost per trap is $290. If there are
72 traps, overall cost is $20,800.

Fairways and rough. These
two areas are treated in the same
way. (Rough has doubtful value
on a resort course, but it can be
grown if desired.] Cleaning,
floating, cultivating, rolling and
fertilizing will cost $170 per
acre; seeding will cost another
$150 per acre. Total cost for 140
acres of rolling, open fairways:
$44,800.

Trees. Although trees are an
asset, Muirhead believes one
should not try to make an ar-
boretum out of a golf course.
Beauty should arise from the
structural design of fairways,
lakes and existing tree masses,
notfromsomethingappliedas an
afterthought. Hence the sug-
gested expenditure for trees is
low: only $30,000.

Cart paths. These should be 8’
wide and, depending on material
chosen, can cost up to $2.20 per
sq. yd. So roughly 4,500’ of cart
paths will cost $8,800.

Lakes. Bulldozing them out is
part of rough grading. If lining is
necessary, Bentonite or caliche
cost about $600 per acre; 10 mm
polyethylene with one foot of
sandy backfill costs $3,600 per
acre, This course will have ten
acres of polyethylene-lined lake.
Cost: $36,000.

Miscellaneous.  Additional
itemsnecessary foroperating the
course include maintenance
equipment, $45,000; a mainte-
nance shed, access drive and
restrooms, $45,000; and the cost
of maintaining the course from
completion to opening, $22,000.
However, the cost of a club-
house with its accessories and
landscaping is not included be-
cause it can range from a few
hundred thousand dollars to $1
million plus.

Architect’s fees. $75,000.

Total cost of constructing and
equipping the 140-acre course:
$821,680.

Maintenance costs: They're
very hard to pin down
Annual operating costs can
range from $50,000 to $200,000.
The variables are numerous and
include the number of rounds
played per day, the number of
playing days, the number of em-
ployees and theirsalaries (which
depends in turn on whether they
are union or non-union) and the
type of irrigation system,

“The only way to find out
maintenance costs for a particu-
lar area,” says Max Genet, golf
course consultant from Palm
Springs, Calif., “is to talk to club
managers and greens keepers
from that area. National and re-
gional figuresputoutbyindustry
groups tend to be ridiculously
low."”

Genet says that to maintain a
firstclass golf course in southern
California costs from $165,000
to $250,000 a year. But to main-
tain a similar course in Florida
would cost $50,000 to $60,000
less because California courses
tend to use union labor and
Florida courses do not.
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tennis:
2
Fast growing
and very inexpensive
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In fact, of the four major recrea-
tion facilities covered in this
issue, tennis requires by far the
lowest investment; it's possible
to build a court for as little as
$5,000. And tennis offers these
other advantages:

Very little land is used up by
a tennis facility. An acre will
comfortablyaccommodate eight
courts and a clubhouse.

Maintenance costs are very
low and in some cases virtually
non-existent.

Tennis courts can be built
very quickly. So the little
amount of front money they re-
quire need be out only a few
weeks before the courts are in
play. Hence tennis is a likely
candidate for the position of
first-finished item in the recrea-
tion package. Furthermore, it’s
easy to expand tennis capacity,
so courts can be built to stay just
ahead of demand.

One court will

serve a lot of players

The reason is that turnover on
the courtsis very fast. Typically,
a match will last an hour (and
most clubs limit players to that
time span); hence on a summer
day, 40 or more doubles players
can use just one court, and more
if it is illuminated for night use.

So it's not surprising that
many developers use a rule-of-
thumb formula of only one court
per 100 dwelling units. This is
based on the assumption that
from 15% to 25% of a project’s
residents will makeatleast some
use of a court and on the U.S.
Lawn Tennis Association’s esti-
mate that at least one court
should be provided for twenty
players.

However other developers
caution against the temptation
to underbuild courts and recom-
mend that the formula be as
much as one court per 50 dwell-
ing units, particularly in com-
munities that are heavily
oriented towards sports.

““Nothing aggravates a tennis
player like a long wait for a
court,” says one developer. ‘It
pays to monitor peak demand
very carefully, and if the wait is
too long, build more courts.
They aren’t that expensive.”

There’s a wide variety

of playing surfaces

Just what kind a developer in-
stalls depends on how much
money he wants to spend. The
best playing surface, clay, is the

most expensive both to build—
usually $10,000 to $12,000 per
court—and to maintain. A few
developers consider it worth the
cost, especially if their tenants
are especially keen on tennis
playing. (One such developer
also hopes to get occasional ex-
hibitions by tournament pros on
his project’s courts.] But many
other developers find that their
residents are perfectly happy
with asphalt courts which, at
about $5,000 each, are the
cheapest to install and which re-
quire virtually no maintenance.
They can be used as soon after
arain as the water is drained off,
while clay requires at least some
drying time. They require no
rolling; clay requires frequent
rolling. And they can be used
year round, while clay can’t be
used after the first frost.

On the other hand, asphalt
(and concrete) courts are hard on
players’ legs, and they have a
faster bounce than most players
care for. So, not surprisingly,
compromises have been devel-
oped. They consist of various
granularorcomposition surfaces
which provide much of the feel
of clay courts, yet are much eas-
ier to maintain. There is, for ex-
ample, an asphaltic composition
which can be poured over an as-
phaltbase that gives a somewhat
softer bounce than asphalt itself.
However, there may be chipping
problems when the hard edge of
a racket strikes the surface.

Granular surfaces, which are
sprinkled over clay bases, reduce
the amount of rolling required to
perhaps twice a day under heavy
use, they dry quickly after rain
and they permit easily laid tape
lines instead of limed lines.
Their main drawback, tennis
pros say, lies in a slight slipper-
iness that causes a player toslide
into the approach to a shot. It's
not a serious fault, but it does
take some getting used to. In-
stallation costs of these compro-
mise surfacesare generally about
the same as for clay courts.

For many projects the answer
is another compromise: some
hard-surface courts for general
play, and some better surfaced
courts for more serious play.

Extras that can

increase playing time
Lighting will add considerable
playing time to a tennis facility,
and of course add cost as well. A
good rule of thumb is that one-
third to one-half of outdoor

courts should have illumination
for night tennis. Of the two most
common types of lighting,
quartz and mercury vapor, the
latter (at roughly $2,000 per
court) costs about twice as much
to install, but it provides much
better lighting and is cheaper to
operate.

In most parts of the country
indoor tennis is just beginning to
catch on.

The U.S. Lawn Tennis Associ-
ation says only about 15% of
outdoor players continue the
game when the weather gets
cold—chiefly because a rela-
tively higher fee has to be
charged to recover the capital
costs involved in building court
enclosures. These costs range
from about $40,000 for an air-
inflated structure for one court
to, for example, $625,000 for a
six-court enclosure like one
being built at Bay Valley, a new
recreation-oriented PUD in Sag-
inaw, Mich. (However, the lat-
ter also includes a lot of extras:
two handball-paddleball courts,
proshop, lounge, day-care center
and locker rooms. |

Maintenance: a very

broad range of costs

As previously noted, hard-sur-
face courts need virtually no
maintenance beyond an occa-
sional sweeping to rid them of
water, dirt and leaves. Most of
the maintenance of granular
courts consists of periodic roll-
ing—twice a day or so under
continuous use. And clay courts
will need somewhat more roll-
ing, plus an occasional reliming
of lines.

Most of this maintenance is
labor, and costs are hard to pin
down because this labor is
usually pro-rated as part of
maintaining an entire recrea-
tional facility. Hence estimates
from anumber of builders ranged
from $600 to §1,500 per court per
year.

Income possibilities

are usually limited

Since construction and operat-
ing costs of tennis courts are
minimal compared with other
facilities, most developers make
no charge at all for the use of
outdoor courts during the day.
Opinion seems evenly split as to
whethertolevyachargefor night
tennis. Many developers say it’s
worth it in good will to provide
freelighting; others charge $1.00
to $2.00 an hour to pay for the




installation and operating costs.

(Of course, once a condomin-
ium project is built out, the
courts will probably be turned
over to a homeowners’ associa-
tion.)

Indoor courts are a different
matter, Since they can cost up to
ten times as much as outdoor
courts, playing fees are essential.
Typical charges are in the neigh-
borhood of $8.00 per hour during
the day, and $10.00 per hour dur-
ing the more popular evening
hours. The cost, while high, is
usually splitamong four players.

There is a great deal of income
potential from lessons and
equipmentsales, but in most in-
stances the developer will be
better off leaving this operation
to a resident professional.

Baymeadows, in Jacksonville,
Fla., finally went this route after
trying unsuccessfully to run its
13-court racket club through the
project’s management. Nobody
knew how to merchandise
equipment and the inventory
became clogged with equipment
that simply did not sell.

The professional, whom the
developers then hired, costs in
effect nothing. He is guaranteed
a minimum return—which he
more than makes from lessons
and equipment sales—and is
given complete charge of the
club’s operation.
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pools:
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basic facility
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Whatever else goes into a proj-
ect’s recreational  package,
swimming is the sine qua non.
In all but the lowest price ranges
and smallest developments, its
presence is taken for granted by
potential buyers and renters. It
is used by more residents—and
more types of residents—than
any other facility. And more
times than not it is both the vis-
ual and social focus of the com-
munity.

While developers tend to
think of swimming pools as rel-
atively low-cost facilities, it is
surprisinghow much money can
be poured into them for such
things as heating, lighting and
enclosures torender them usable
in winter months. So while it’s
easy to build a swimming pool,
it's not so easy to build the right
size pool in the right place with
the right extras and not throw
away a lot of money in the
process.

One big pool or

several small ones?

This is the first decision most
developers will have to make,
and it will depend largely on the
market the project is catering to.
For example:

Older people generally prefer
smaller pools that are not
crowded or noisy and are rela-
tively accessible to their own
house or apartment. They want
to socialize, but in small groups.
And their swimming is usually
leisurely; potential Mark Spitzes
foaming by will make them ner-
vous. So for this market, several
smaller neighborhood pools
make the most sense.

Younger adults generally
prefer larger pools and a more
active, sociable atmosphere. So
for them a larger more central-
ized pool facility will be best.

Children from the teenage
level down are the most active
of all and require the greatest
variety of facilities. In addition
to social dipping some may want
competitive swimming; diving
will probably be popular; and for
very young children, wading
areas will be necessary. All of
these activities are most easily
provided in one large commu-
nity facility, often connected
with some sort of community
building.

How big a pool—or pools—
will be required?

A good starting point—although
it’s subject to a lot of variables—

isthreesquarefeetofsurface area
for every resident above the
wading-pool age. This figure is
based on information derived
from an analysis of swimming-
pool usage in New York State:

Of every 1,000 residents, 450
are likely to be in the pool area
sometime during peak demand
{i.e., during the hottest weekend
of the vyear). Of these, one-
quarter, or 113 people, will be
actuallyin the wateratany given
time. Since every recreational
bather needs at least 27 sq. ft. of
space, these 113 people will need
just over 3,000 sq. ft. of surface
area—or 3 sq. ft. per resident.

Although the basic rectan-
gular shape is simplest and gen-
erally the least expensive, some
variations are often necessary.
For example, in the interests of
safety it is desirable to have div-
ing areas separated from swim-
ming areas; an L-shaped pool,
with theshortlegusedasadiving
tank, serves this purpose and
more cheaply than a separate
diving pool. Carrying this
further, a Z-shape provides an-
othershort legwhich canbe used
as a children’s wading pool.

Free-form pools may be pref-
erable to rectangular ones for
estheticreasons, especiallyif the
pools are small. These used to be
relatively expensive. But today,
according to Milton Costello of
Amityville, N.Y., apool designer
and consultant, free-form pools
should costat the mostonly 10%
more than conventional pools of
the same size.

So how do you estimate

the minimum cost?

One leading swimming pool
manufacturer—an East Coast
company that installed about
300 commercial pools last year
(including 130 in housing proj-
ects}—offers this formula:

$12 a sq. ft. for the basic pool
(shell, tile, coping, filtration sys-
tem, automatic chlorinator and
flow meter).

Plus 15% of the basic cost
for accessories (heater, vacuum
cleaner, skimmers, etc.).

Plus one-third of the basic
pool cost for a concrete deck,
which should be twice the area
of the pool.

So minimum costs (fencing
and landscaping not included)
would be approximately $17,800
for a 20'x50' (1,000 sq. ft.) pool,
$58,740 for a 44'x75" (3,300 sq.
ft.) pool and $200,250 for a
75'x150’ (11,250 sq. ft.) pool.

What materials and
finishes are best?

Concrete is still the most-used
material, but steel and alumi-
num pools are making some
inroads.  Construction and
maintenance costs are about
equal, in Costello’s view, al-
though metal pools may be more
economical where the water
table is high, since they elimi-
nate the need for dewatering the
site while the concrete cures.

Tile finishes are once again
growing in popularity and are
probably the cheapestin the long
run since they require less main-
tenance than concrete finishes.
Recently developed epoxy-glaze
coatings, which can be sprayed
or rolled on, give a tile effect and
should last from three to five
years before refinishingis neces-
sary.

Putting a pool indoors will, of
course, skyrocket its cost. And
the value of an indoor pool must
be questioned closely, since
studies show that interest in
swimming drops 80% to 90% in
the colder months.

Nevertheless, if the project is
large enough, an indoorpool may
be justified. It shouldn’t be an
overly small one, since those
who do swim during the winter
are likely to spend most of their
pool time in the water—very
probably churning out laps as
part of a fitness program.

One modest-priced way of en-
closingpoolsis the air-supported
plastic structure whose cost
starts at about $38,000. These
enclosures are not particularly
attractive, and they pose prob-
lems in heat loss and acoustics,
but they do the job.

Permanent structures will
cost at least $20 per square foot,
and it’s not unusual for a luxury
installation over a large pool to
exceed $250,000. Air condition-
ingis amajor portion of the cost;
it is necessary because of the ex-
treme humidity.

Here are some more
options and extras

If an outdoor pool is to be illu-
minated, the power requirement
is three to ten watts per square
foot of area. Recently put on the
market is a quartz-iodide light-
ing system that will adequately
light a 20'x50' pool at an in-
stalled cost of $8,000 to $10,000.

A basic package of poolside
equipment and furniture, in-
cluding six reclining chairs, 12



lounging chairs and two um-
brella tables with four chairs,
costs about $1,200.

Heated whirlpool baths are
becoming increasingly popular
extras, especially in adult com-
munities. A 12-ft.-diameter bath
with eight jets will cost about
$3,500, including heating equip-
ment.

Two miscellaneous items are
worthyof note, one forsafety and
one for esthetics:

For safety reasons the installa-
tion of a ground-fault detector,
which continuously monitors
the electrical system for current
leakages, may be required. If a
leakage occurs, the system cuts
off all power before there's a
chance of shock. The cost: about
$300 [naH, Jan., page 96].

For esthetic reasons a diato-
maceous-earth filter can be
worth its extra cost of $300 to
$400 over a conventional sand
filter because it filters out much
smaller particles—micron size
and smaller—and gives the
watera purer, more inviting blue
color.

Maintenance: The cost

depends on the size
Apart from routine cleaning of
the pool site, the major mainte-
nance consists of regular pH and
chlorine balancing and skim-
mingout leavesand other debris.
Unless the pool complex is large
enough to support a full-time
maintenance engineer, the most
economical way to handle this is
to hire an outside maintenance
contractor. Typical contracts
specify thrice-weekly visits and
cost from about $60 per month
for a 20'x50’ pool to about $§120
for a 50 meter by 25 yard size.
If the pool needs attendants
such as lifeguards, or if it is part
of a large-scale recreational fa-
cility, the operating costs are
much greater—but so are the op-
portunities for income. For ex-
ample, Baymeadows, a 480-acre
recreation-oriented PUD in
Jacksonville, Fla. (H&a#, Feb. ‘71,
allots $81,000 per year to run its
8,600-sq.-ft. pool and recrea-
tional complex. This covers a
full-time director of recreation,
full-time janitor and some sea-
sonal and part-time employees,
such as lifeguards and snack bar
attendants. But the pool will
have a probable income this year
of $70,000 from such sources as
swimming lessons, food sales
and day camp, run during the
summer.
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skiing:
®
Expensive to
build,

but potentially
a big profit producer
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There are two ways a ski facility
can make money.

1) It can increase surrounding
land values enormously. For ex-
ample, an improved one-acre
homesite with ski access to the
slopes of Mittersill in New
Hampshire sells for up to $60,-
000, while the same size lot 30
minutes driving time away costs
$2,000. At Haystack ski area in
Vermont, townhouse lots sell
from $15,000-$18,000 in a
mountainside PUD accessible
to the upper slopes.

2) A ski facility can turn an
operating profit. A survey of
more than 70 ski areas shows

athat the average return on in-

vestment in 1972 was 14.7%—a
marked change from the glam-
orous butinsolvent skiresorts of
the 1950s and early 1960s which
gave the sport a highly unprof-
itable image.

In fact, most ski-area profes-
sionals—admittedly biased—
believe that the greatest profit is
to be made in operating ski facil-
ities not in developing land and
building shelter. Their view is
that developing the surrounding
real estate just provides addi-
tional capital to expand the ski
area.

“Perhaps the most important
function of the real estate opera-
tionis to provide the beds neces-
sary to maximize the profita-
bility of the ski facility,” says
James R. Branch, president of
Sno-engineering Inc., a ski-area
consulting firm located in Fran-
conia, N.H.

But to a developer, skiing is
primarily a means to help move
real estate. His concern, then, is
where can he build ski facilities,
and what will they cost?

The keys: topography

and meteorology

Ski developments are not lim-
ited to the big mountains of New
England and the West. In the
Midwest, hills with a vertical
drop from 100’ to 300, challeng-
ing for beginners and adequate
for intermediates, are being de-
veloped, and in some instances
are made from fill, old car bodies
or compacted garbage.

“In the mountainous areas of
West Virginia, Tennessee, Geor-
gia, Kentucky, Virginia, and
North Carolina, we've seen a big
growth in ski communities,”
notes J. Porter Gibson, a land
planner and golf course architect
from Charlotte, N.C. And hills
in eastern New Jersey, western

Pennsylvania, central New York
State, Long Island and other bas-
ically flat areas have become ski
slopes.

Nevertheless, the number of
areas where ski-oriented proj-
ects can be built does have
limits.

“Onlyaboutfivepercentof the
terrain in the U.S. is developable
intoagood skihillor mountain,”
says Branch, “and only a small
percentage of that has land at its
base which can be developed
with homes and commercial
buildings. And of course, this
area must have the right cli-
mate.”

Any locale where the temper-
ature drops below 29°F for ex-
tended periods can have man-
made snow if the real thing
doesn’t fall in sufficient quanti-
ties. The availability of reliable
snow-making equipment during
the past five years has been the
primary impetus for the low-
elevation ski developments of
the south. The cost of this
equipment usually ranges from
$50,000 to $200,000 for small
hills, and it costs $6 to $16 per
acre-ft. of snow per hour to
operate.

How big an area? There are
three categories

Asmallarea, withavertical drop
of from 100’ to 500’, will require
up to $1.2 million (excluding
land) to reach the point where
skiers can begin going down the
hill. Onedouble chairliftand one
small tow will suffice. Comfort-
able capacity (the number of
people the area can absorb with
a lift-line wait of no more than
15 minutes] is less than 1,000.

A medium-size area, with a
vertical drop of from 500’ to per-
haps 1,000’, will cost up to $2.5
million. One or two double
chairlifts and a few smaller tows
will be needed. Comfortable ca-
pacity: 2,000-3,000.

A major-destination ski area
(one to which people will travel
great distances| will have a ver-
tical drop of 1,500’ to 2,000’ and
higher. It will usually cost from
$3 million up, much of which
will go into double chairlifts and
a large base lodge. The comfort-
able capacity will be in excess of
3,000.

These figures are, of course,
very general, and great variations
are possible. For one thing, there
is a wide choice in the quantity
and degree of luxury of ancillary
facilitieslike lodges; for another,

the actual costs of developing
slopes depend on the conditions
of topography, timber, rocks,
ledges, etc. and on the size of the
trails.

“The average width of a slope
is 220'," says architect Harry
Reid, a partner in Desmond
Muirhead Inc., which has de-
signed ski-oriented projects,
“but the length in eastern areas
averages about 6,000, and in the
West, nearer 12,000’. And the
cost of building the trails can
range from $1.50 to nearly $10
per lineal ft., depending on how
hard it is to clear and grade.”

Here's a typical

cost breakdown
Sno-engineering’s James Branch
provides these ball park figures
for Typical Mountain, an imagi-
nary hill in Ski Country with a
300'-400" vertical drop and a
comfortable capacity of 750
skiers.

Base lodge with facilities for
250 people—cafeteria, cocktail
lounge, ski rental area, ski shop,
lockers, offices and toilets:
$250,000.

Parking lot, grading and sur-
facing: $25,000.

Double chairlift, 2,000’ long:
$125,000.

T-bar lift: $75,000.

Slopes and trails, clearing,
blasting, fine grading and seed-
ing 35 acres: §80,000.

Snow-making equipment, in-
stalled, for 20 acres, including
underground pipe, storage pond
and compressor  building:
$150,000.

Lighting on 20 acres for night
skiing to encourage mid-week
usage: $60,000.

Snow grooming equipment—
tracked vehicle and devices to
chopand smooth snow: $30,000.

Ski shop inventory: $50,000.

Maintenance building: $25,-
000.

Planning and engineering:
$60,000.

Environmental study (some
states require it; some towns re-
quest it to help in zoning deci-
sions): §10,000.

Not included: land, access
roads and utilities, which would
be charged off largely to the real
estate operation.

Total cost: just under $1 mil-
lion.

The cost of operating Typical
Mountain will range from
$100,000 to $300,000 a year. The
lower figure assumes operation
weekends and holidays only, the




higher figure assumes a full-bore
operation requiring full staff for
ticket sales, cafeteria, lounge,
nursery, ski school, ski repair,
ski rental, ski shop, ski patrol,
lifts, snow grooming, snow
making, parking lot and secu-
rity.

Branch says, “Though the
first-year loss is likely to be
about $50,000 and the second-
year loss about $30,000, Typical
Mountain should be in the black
by the third year. After that, if
properly managed, it should net
10% to 15%.

A growing trend:

private ski clubs

Built into the developer’s finan-
cial strategy for Typical Moun-
tain is an increasingly popular
plan to run the ski facility as a
private  profit-making club
rather than a public facility.
Chartermemberships are sold at
$2,500 each, with preference
given to property- or homeown-
ers in the project; say 750 such
memberships are sold for a total
of $1,875,000. Members also pay
annual membership fees of
about $300, and additional in-
come is derived from commer-
cial space, lounges, concessions,
etc. Finally, a limited number
of day sale tickets can be sold to
the general public if they can be
accommodated on the slopes
without inconveniencing mem-
bers.

For the developer, the advan-
tages of a club operation are ob-
vious: He gets back the cost of
creating his ski facilities, with
very possibly a profit, in a rela-
tively short time. And for club
meimbers, there are relatively
uncrowded slopes, discounts on
many of the facilities, plus a
sense of exclusiveness.

So much for Typical Moun-
tain. Here are the costs of two
real ski facilities:

At Quechee Lakes, a 6,000-
acre, four-season community in
Vermont, a good beginner/inter-
mediate ski area cost under
$200,000. It has a 670’ vertical
drop, served by a single 2,700’
double chairlift that cost $170,-
000 and a small tow that cost
$10,000. Capacity is 800 skiers
per hour. Reasons for the excep-
tionally low cost: the hill had
been cleared of many trees prior
to becoming a ski area; a mil-
lion-dollar clubhouse and a res-
taurant built to serve the entire
2,500-unit community are right
next door; and since the area is

in a strong natural snow belt,
snow-making equipment was
not required.

In the 1971-72 season, it cost
$27,000, including taxes and de-
preciation, to operate the area on
weekends and during two holi-
day weeks. There was virtually
no income because a homeown-
ers’ association owns and
operates the facility for its own
members.

A large new ski operation is
located on Chewelah Mountain,
50 miles north of Spokane,
Washington. With a 1,850 ver-
tical drop, three double chairs
and an 18,000-sq.-ft. base lodge,
the total cost was $2 million.

Says developer/architect Nor-
man Sylvester: “49° North (the
nameofthe skiarea)hasa perfect
slope configuration and gra-
dient—it’s right out of a text-
book on skiarea design.” Sylves-
ter also is excited about the adja-
cent 1,000 acres of leased and
purchased land his firm will de-
velop.

What about the
warm-weather months?
Built into a ski operation is the
problem of what to do with the
facilities during the off-season. If
the developer has a year-round
recreation package (and most
ski-area developers do today),
the lodge and restaurant facili-
ties can sometimes be planned
to serve swimming and tennis
operations  during  warm-
weather months.

Another possibility: Cross-
country skiing (as opposed to al-
pine or downhill skiing| is cur-
rently experiencing a boom
thanks to its lower equipment
costs and to the fact that people
of all ages can enjoy it with rela-
tively little practice or training.
The trails required for cross
country skiing are also inexpen-
sive, and during warm-weather
months they make ideal horse-
back-riding trails.

On the next 14 pages: 5 projects
where recreation plays a key role

H&H reBRUARY 1973

83




RECREATION CONTINUED

| Project no. 1:
Condominiums that

overlook a
golf course

84 HA&H FEBRUARY 1973

DRIVING RANGE

The sales record at Silverado
Cottages-Unit D should dispel
any doubts about the value of a
golf-course location. Ninety of
the 100 condominiums were
sold within twomonths after the
project opened in October, 1971,
and the balance sold out quickly
thereafter. The prices: $39,400
to $42,500 for 1,000-sq.-ft. two-
bedroom units and $31,900 to
$32,900 for 700-sq.-ft. one-bed-
room plans. And according to
Carl Hieb, sales manager, in the
year since the condominiums
opened there have been from
seven to ten resales at approxi-

| mately $10,000 appreciation.

Another sure sign of success:
a demand for more luxurious
condominiums on an adjacent
golf-course location (Area 3, site
plan) where the developers will
start 38 $70,000 to $100,000
units ranging in size from 1,612
to 2,400 sq. ft.

Of course there were other
factors going for Unit D—one
section of a large-scale golf- ‘ s
oriented community in Napa,
Calif. being developed by |
AMFAC, through its subsidiary
Silverado Corp.:

e A site plan that gives each
condominium a view of the golf |
courses. TO PAGE 86 ‘




PHOTOS: MARSHALL L. SHULTZ

Seven building clusters (lower site plan,
opposite page and photos) make up Sil-
verado Cottages-Unit D which overlooks
the North Course of the golf-oriented
community (upper site plan, opposite
pagel. Because sewers had to drain to one
end of the project, the Unit D site was filled
4’ to 5' above natural grade, creating a
hillside effect for the condominiums (bot-
tom photo). Relationship of Unit D to
overall community is indicated by color
key in site plans. Architect for the project
was Brandenburger Associates
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FROM PAGE 84

e Room layouts that provide
a spacious feeling (plans, over-
leaf).

e Architecturally designed
covered parking facilities imme-
diately adjacent to each unit—
not the case with nearby com-
peting projects.

® An adjacent recreation area
with clubhouse, swimming pool
and tennis courts.

Who are the buyers? Some
60% to 65% of them come from
the Bay area—not surprising
since the project is easily acces-
sible from that location. But be-
cause of a nearby private airport,
the balance come from as far
away as Japan and East Coast
states including New York,
Connecticut  and Florida.
Owners range from the mid 20s
to the 80s—most having profes-
sional backgrounds.

Only six or seven of the con-
dominiums are used as perma-
nent homes; the rest are
occupied as weekend or holiday
retreats, and some 70% to 75%
of the owners take advantage of

arelatively informal leasing pro- |

gram handled by the manage-

ment of the main clubhouse. |

Units can be rented on a hotel-
like basis, with owners receiving
50% net of gross income.
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draperies, wall-

Two condominium plans include 4'-wide

doors between living rooms and owners'’
bedrooms to provide unobstructed views
through the glass walls that lead to patios
and balconies. Selling prices included
all carpeting and log-

burning fireplaces.

Fences between buildings and common
walk (photo, below| and wing walls be-
tween patios and balconies (photo, left)
provide compléte privacy between units
Lake in photo at left is adjacent to the
project’s driving range (lower site plan,
previous overleaf). Covered parking facil-
ities (photo, lower left] were designed to
architecturally complement the living

units

87
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¥ ! | Project no. 2:
' Condominiums with |
' many facilities

|
—and more to come |

How do you speed the sell-out of
aprojectby a year’s time? At San
Carlos Hills, just south of San
Francisco, Loews/Snyder is bet- |
ting that an augmented recrea-
tion package will do just that.

The 30-acre condominium
project already boasts a club-
house—withlounge, billiard and
card rooms, saunas, fireplace
nook and kitchen facilities—as
well as a large swimming pool |
and three satellite pools and tot |
lots scattered throughout. ‘

Now, subject to local zoning
approval, two sunken tennis
courts will be added for an esti-
mated $40,000 which includes | §
costs for grading and lighting. A | \
full-timesocial director also will |
be hired to oversee all recreation ‘
including increased clubhouse
| activities such as bridge parties,

weaving and painting classes,

etc. Salary for the director will
be paid by the developer until ‘
ROBERT REINHARDT | more units have been sold.
B i Not that the developer is com-
| plaining about sales so far. Since

December, 1971 1450f 172 com-
. pleted condominiums have been |

sold and construction has just | |
started on 168 more. In all, 434 |
one- to three-bedroom units are
planned. Prices range from about |
§32,000 to $44,000 and sizes
from 784 sq. ft. to 1,318 sq. ft.

Buyers so far are mainly
singles and childless couples—
principally relatively affluent ‘ i Ty < Zi%
apartmenttenants whoare being |
eaten by taxes and see condo- | ) RETPUL
minium ownership as a financial
advantage as well as a way to
| express their individuality.

But the developers hope to at-
tract more of the family market
with the increased emphasis on
recreation.

“Tennis,” says Regional Vice
President Hank Richmond, “is
growing in popularity. Golf |
courses are so crowded these |
days, you can’t get on one. | |
Tennis is a good substitute for ‘ :
the exercise and conviviality
found on the golf course.”

PHASE 3
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Three-story buildings (above]are entered
via bridges located at mid-level, so access
to each unit is only one-level, up or down
Use of single-wall system with Texture
1-11 plywood kept prices of units below
those in surroundingarea. The project was
jointly designed by architects Fisher-
Friedman & Associates and Natkin &
Weber
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Project no. 3:

Condominiums for
the family
that skis

If you're going to appeal to the
family market in a ski project,
whatdo you provide besides a lot
of room?

One answer is shown at Sug-
arloaf Mountain, near Kings-
field, Maine, where condomin-
ium owners are able to ski—
right from their doors to the
chairlift, base trails and the
lodge—eliminating long, cold
walks which are a problem in
many ski-oriented projects.

The developer, Mountainside
Corporation, believes this ac-
counts for the preponderance of
family-owners—almost 100%.

“’Anyone who has had to shep-
herd children with their mittens,
boots, etc., finds the proximity
of units to ski trails a tremen-
dous selling point,” they point
out.

The project opened in 1970
and presently there are 94 one-
to four-bedroom wunits which
sold for about $30,000 to
§42,000. These are in a variety
of building types—most sup-
plied in panelized form by Acorn
Structures of Concord, Mass.

There’s also a group of stick-
| built condominiums which sit
above two levels of commercial
space in a building adjoining the
base lodge (lower photo, op-
posite). These are one-bedroom,
two-level units with an extra
sleeping loft. Selling price:
about $26,000.

Another 44 units are planned
for this year—about the maxi-
mum that can be constructed in
one limited building season
(generally from the end of May
until Thanksgiving). Because of
this, there’s a waiting list for
units each year.

Most buyers are professional
people—doctors, lawyers, etc.—
and the majority come from
Maine. There’s another large
group from Massachusetts, and
a scattering from other north-
eastern states, Washington,
D. C., North Carolina and
Canada.
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Panelized building (above) one of several
styles supplied by Acorn Structures, con-
tains layouts shown on opposite page
Main ski area [left)includes the base lodge
and multi-level units over two floors of
commercial space—arestaurant, skishop
laundry, photo shop and country store.
Architect for thisstick-built structure was
Ecodesign
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RECREATION CONTINUED

PHOTOS. AMERICAN PLYWOOD ASSOCIATION

i
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Two-story buildings /photo, above) are
sided with plywood, applied horizontally
to produce the same look and feeling of
more expensive units in nearby lakefront
projects. Wall-to-wall carpeting, drap-
eries, free-standing fireplaces, dish-
washers, ice-making refrigerators and gar-
bage disposals were included in the pur-
chase price. Project’s pool and beach are
shown in photo at right. Architect was
Birger Lundberg
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Project no. 4:
Condominiums that

use neighboring
rec facilities

A wide range of recreational fa-
cilities fora small project doesn’t
make financial sense. An alter-
nate approach—and one used
at Tahoe Marina Condomin-
iums—is to tie in with a nearby
club or recreation center.

The Lake Tahoe, Calif., proj-
ect is wedged into a mere 1.3
acres—200 ft. of which fronts on
the lake. The first ten condo-
miniums, originally slated for
occupancy last January, were de-
stroyed by fire, and it wasn’t until
March that 20 units were ready
for delivery. Yet the entire proj-
ect was sold out near the end of
June.

One reason: in addition to
beachfrontdockingfacilities and
nearbyskiingatHeavenly Valley
(a major ski area), owners have
full use of recreational facilities
at the adjoining Tahoe Marina
Inn (site plan) for a small
monthly fee.

Another reason: moderate
prices for the area. One-bedroom
units with 616 sq. ft. and two-

| bedroom units with 700 sq. ft.

sold for $29,000 to $36,000.

Says Scot Bergren, president of
Cal Rus Development: “Condo-
miniums on the lake had been
selling above $60,000 and devel-
opers were having a tough time
unloading them. We couldn’t af-
ford to be stuck withempty units
for a year, so we built smaller
units. It wasn't necessary to pay
commissions or advertise exten-
sively because word got around.
About half of the complex was
sold before we broke ground.”

Purchasers range the gamut
from schoolteachers to million-
aires. Most are married couples
withone child, and all are sailing
and ski enthusiasts.

The adjoining inn provides
owners with another service.
Under a yearly contract, full pro-
fessional management services,
including general maintenance
and snow removal, are furnished
on a round-the-clock basis. In
addition, the inn provides infor-
mation to visitors interested in
renting condominiums — a
service used by most of the
OWners.
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| - Project na, b:

| Rental units that

. revolve around

| a recreation center

| Recreation at Riverbend is the
project’s raison d’étre and the
reason forits success. In fact, the
| 60-acre community was one of
i the first in the Atlanta area to
| borrow the full-recreational-
‘ package concept from the West
‘ Coast. So when work began

about five years ago, a huge club-
| house was built first.

Says Lee Matthews of devel-

oper Crow, Pope & Land, “River-
| bendisn’t thought of so much as
an apartment complex as it is an
| entertainment center.”
; A glance at the site plan leg-
' end tells why. First, there’s the
| aforementioned clubhouse,
withits saunas, two dance floors
and pit-type fireplace, among
other amenities. Then there’s a
host of swimming pools, tennis
courts, a golf green, picnic area
and dock. All of which accounts
for Riverbend’s tremendous ap-
peal to the market it was aimed
at—young adults, both singles
and childless married couples.

The first units were rentals—
‘ about 618 units—of which
roughly 10% are townhouses.
First units opened early in 69
and final units at the end of '71.
Theprojectis maintaining about
a 96% occupancy rate—excel-
lent for an area with a high va-
cancy rate [H&H, Jan. page 70].
Male tenants are mainly junior
‘ executives; females are em-
| ployed in a wide range of careers.
\
|
\

Their median income is in the
area of §15,000 to $16,000.
Riverbend’s newest phase
consists of condominiums. Of
the 130 units planned, 52 have
already been sold—26 are
| occupied, 26 are currently under
construction. The decision to go
condominium, according to
| Matthews, was made in 1971
' when the company discovered a
market existed for sales to
singles who are attracted by rec-
reationalfacilitiesand whose tax
| bracket made ownership finan-
cially inviting. These are young
adults (average age of 29 to 31)
to whom ownership of a tradi-
tional single-family home of-
fered no enticement. Most 12 GOLF GREER
buyers are executives with in- BIRCHE: Micmh
comes of $25,000 to $35,000.

REEN
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Hub of activities at Riverbend is the huge
clubhouse (photo, above left] and its sur-
rounding recreational facilities
swimming pools, tennis courts and
golf green (Numbers 9, 5, 12 on site
plan). Rental units (photos, these pages
and overleaf] rent for $185 to $350
per month. New condominium phase of
project/not shown/isbeing builton choice
piece of riverfront land (no. 6 on site plan)
which had been held in reserve. Location
of formal lake and fountain area [left)
isno. 7 onsite plan. Small footbridges, like
the one in the above photo, span natural
creeks that run through the project

H&H resruAry 1973
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Formal lake [photos, above, bottom right
and bottom, previous overleaf] provides
a secluded community get-together area
away from the main clubhouse—plus an
attractive view from balconies of sur-
rounding units. The 60-acre site abounds
in mature trees, many of which form
landscaping around rental units (photo,
above, opposite page)

o i o Rl

TERRACE LEVEL G ulo. fops
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Typical plans in two- and three-story
rental buildings include efficiency and
one-to three-bedroom units (the latter not
shown] ranging from 650 to 1,300 sq. ft.
Of the 618 units, half are two-bedroom
layouts. Architect for the rental section of
the project was Cooper Carry & Asso-
ciates.

HSAVIW TTI8
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JULIUS SHULMAN

PROJECT
PORTFOLIO

PrROJECT: Sunrise Alejo

LocaTtion: Palm Springs, Calif.

DEVELOPER: Sunrise Corp.

LANDSCAPE ARCHITECT: Frank Rademacher

SITE AREA: 20 acres

NuUMBER OF UNITS: 106 one-story condominium townhouses

Price: $29,995 to $38,995
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The most unusual feature of Sunrise Alejo is its simplicity: Only two models
are offered, and they are built into identical four-unit combinations.

This has obvious economic advantages. Design and merchandising costs

are kept low, important where there are relatively few units to share these
costs. And construction is simpler, hence more efficient.

As the pictures here and on the next four pages show, when the overall plan
is sound, a simple model mix can help rather than detract from a project’s
environment. Sunrise Alejo’s sales record proves this. The project opened
last August, and by the first of this year, with the Palm Springs

selling season just getting under way, 70% of all units were sold.
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Thesite plan fabove/of Sunrise Alejo
is basically a repetitive series of
culs-de-sac and four-unit buildings.
In the center of the 20-unit tract are
three more or less separate neighbor-
hood areas, each revolving around a
small swimming-pool and whirl-
pool-bath complex. Some buildings
are not oriented to these neighbor-
hood centers; in such cases, walls
shield the outdoor living areas from
the street. And walkways provide
access from all units to the pools.
There are two tennis courts in the

project, shown at right on the site
plan and at right in the photo on the
facing page. The ratio of one court to
just over 50 units represents an up-
gradingover thedeveloper’s previous
and similar project; there, a ratio of
one court to 80 units proved to be
inadequate. Tennis is rapidly in-
creasinginpopularityin thearea, and
roughly one half of the buyers in
Sunrise Alejo play to at least some
extent. One reason: Golf courses in
the area are crowded, and tennis
takes less time to play.

PHOTOS: JULIUS SHULMAN
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Sunrise Alejo’s prime market is
buyers in their fifties who are pur-
chasing second homes and whose
first homes are within 200 miles of
Palm Springs. Most have incomes of
$50,000 and up and tend to be busi-
ness and professional people; many
of the former use their unit at least
part of the time as a business asset,

lending it to out-of-town dignitaries.
Most buyers plan to lease out their
unitforfour tosix months when they
themselves aren’t using it. But based
on the record of buyers in a similar

102 H&H rFEBRUARY 1973

adjacent project by the same devel-
oper, few will rent it this often in the
first year. In subsequent years, how-
ever, as the novelty wears off, they
will use it less themselves and rent
it out more.

The two plans offered at Sunrise
Alejo are shown at right. The three-
bedroom unit has been more in de-
mand, both for its size and because
itis always an end unit. The two-car
garage is shared by two units—a not
overly popular situation with buyers
who would prefer their own garage.

ity




2-BEDROCM -2 -BATH

PHOTOS. GEORGE R, SZANIK

s -
e o '
L\ y
Al
B
1L
By s
B - -
F:;.,‘;
| LR

=SV F i

PROJECT PORTFOLIO CONTINUED

Photos at left and on the facing page
show the living room and bedroom
of a two-bedroom unit; the photo
below is the kitchen and dining area
of a three-bedroom model. Furnish-
ings, right down to kitchen utensils
and linen, are offered as a comiplete
package for about $8,500 and up.
Carole Eichen Interiors did the dec-
oratingand supplies the package, and
about one out of five buyers has
taken one.
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Symmons’ new lav and
sink trim: they’re the
best way to sell houses
next to our shower.

When we invented the Temptrol
single-handle, pressure-balanced
shower, we gave you a system that
could really help you sell houses.
Because you could tell your cus-
tomers that pressure-balancing
would keep them comfortable in
the shower, and prevent scalds and
chills, as no other system could.
The good-looking contemporary
design didn’t hurt, either. Now
we've come out with new lav

and sink trim that will help you do
the same kind of selling job. It's
just as low on maintenance, and
just as pretty as anything we've
ever made. Instead of washers,
which wear out, it's got ceramic,

which is ageless. We've already
tested it through more than a mil-
lion cycles, and it's just as good as
new. Tell that to your customers.
Tell the husband he won't have to
worry about high repair costs,
Show the wife how the finger-tip
action of the handle prevents spot-
ting and staining. The whole family
will appreciate the smooth move-
ment of the lever handle for posi-
tive, accurate selection of temper-
ature and flow. Temptrol shower
system. And now, Temptrol lav and
sink trim. Together, they're a pack-
age that will help you sell houses
as no other systems can.

Temptrol

SYMMONS INDUSTRIES, INC.,
31 Brooks Drive, Braintree, Mass. 02184
Tel. (617) 848-2250
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recreational products

tional facilities are cropping up in more and more

oss the country. Everything from
p!aygrounds, game 100mMS and swimming pools to golf
courses, gymnasiums and bowling alleys is being offered
in today’s new projects. To help developers who planto
nitiating regular coverage

provide these facilities, H&H I8 1
of recreational products and kicking it off this month with

the following four-page sampling of what’s available in

the field.

Recrea
housing developments act

Trees are for climbing and “Tree
Form” (1), 2 contemporary
playgmund sculpture, is 0O
different. The open cylinder,
standing 5'8"
cunnecungbranch-hku members
that provide foot and hand holds.
nCastles” (2), 2 modular climbing
system of cylindrical forms, SETVES
as an enchanted house of a fortress,
dependingon imagination. TWO
basic units, 3 single anda double
cylinder, can create a
pieces gtructures of cement
combined with crushed granite
stone and sand aggregate are
availablein natural orase
colors. Form, South Lyon, Mich.
circLE 260 ON READER SERVI

pesigned for safety aswellas fun,
the «Trailblazer glide’’ (31 hasa
wide, railed, paral]el stairway
instead of the conve
Steps and pre-slide platform are
covered withno

slide seems like sheer fancy but
actually servesto eliminate
stand-up sliding Miracle

Equipment, Grinnell, lowa
CIRCLE 261 ON READER SERV

Space-age multi-

i youngstersatonce. A central

platform 1s reached by climbing

- specially designed secure-g
oracircu

be made down a 14’ slide or two
fireman poles. playground
Corporation of America, Long

Island, N.Y.
CIRCLE 762 ON READER SER

high installed, has four

variety of play

lection of

CE CARD

ntional ladder.

n-skid galvamzed
steel. A fiber glass unnel atop the

ICE CARD

play unit, «ppollo
glide'’ (4], can amuse more than 15

rip grilles
lar center ladder thatis
considered fall-proof. Descent can

VICEL ARD
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Game table and chairs (1) are
available in two- or four-seat
models. The pedestal-type table
with integrally molded base has a
31"-square table top with an inlaid
chess board of black and white
epoxy squares. Chairs and tables are
separate units. Form, South

Lyon, Mich.

CIRCLE 263 ON READER SERVICE CARD

Physical fitness and weight
watching are practically effortless
using a gym package designed for
apartments and condominiums (2).
The nucleus of the package, the
““Master Gym’’, is a compact
exerciser that combines an
automatic barbell, a quad pulley,
dipping and chinning bar and a
four-position abdominal board.
Other equipment available includes
bicycles, treadmills, vibrators, pony
rollers and twist aways. Marcy,
Glendale, Calif.

CIRCLE 264 ON READER SERVICE CARD

Daily exercise is easy with a
gymnasium facility such as this one
installed at a Newport Beach, Calif,,

apartment complex (3). Included are / ’ B : ifid} | ';eu.hl
an automatic stand-in-place jogger, i \ WU — P : | 1 ™ # \
sit-up boards and racks, a multiple - V' asd = = ' ) ' “ =|; -I IHH;: fFf ’,ﬂ ol
press, a squatrack, a belt vibrator el Ly Sl IR R L o
and an exercise bike. Paramount : — = . N . y - ==

Health Equipment, Los Angeles.
CIRCLE 265 ON READER SERVICE CARD

Pushbutton exercise is provided by
the Astrobar (4). This gym has an
electric switch to dial the desired
pounds of resistance on a horizontal
bar. Requiring only 25 of floor
space, the unit incorporates 15
separate pieces of equipment.
Astrobar, Pacific Palisades, Calif.
CIRCLE 266 ON READER SERVICE CARD

Playing the game is easy on a floor
carpeted with “Games People Play’’
(5). The new Zimmer-printed
floorcovering of 100% Antron nylon
combines nine vibrant colors to
produce a giant playing board for
chess, checkers, dominoes,
parcheesi, backgammon, tic-tac-toe,
Chinese checkers and hopscotch.
Carpet comes with a specially
prepared oversized game component
kit. Jorges, Rossville, Ga.

CIRCLE 267 ON READER SERVICE CARD
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Relaxation for individual or group
use, the Jumbo Sauna Mark 810(6)
accommodates up to 15 atone time.
The unit, designed specifically for
rental buildings and condominiums,
has an exterior control panel with an
automatic timing device. Interior is
constructed of kiln-dried redwood;
exterior is laminated fir plywood. A
polyurethane shell between the two
is used forinsulation. Am-Finn
Sauna, Camden, N.J.

CIRCLE 268 ON READER SERVICE CARD

Increasingly popular equipment for
single and multifamily projects,
saunas(7)comein 17 standard sizes
ranging from 3'x4" to 10'x12".
Included in each kit are room,
heater, remote control panel, timer
and thermostat. All models are
pre-wired for electrical hookup and
lights. Helo, Thornwood, N.Y.

CIRCLE 269 ON READER SERVICE CARD

Prebuilt saunas (8), rangingin size
from 3'x3’ for one person to6'x12’
for large facilities, feature built-in
heaters and controls. Delivered
knocked-down, the units are easily
assembled with a special wrench
included with each package.
Interiors are kiln-dried redwood;
exteriors, unfinished Philippine
mahogany. Viking Sauna, San Jose,
Calif.

CIRCLE 270 ON READER SERVICE CARD

Make a splash on the white-stripped
12" bedway of the streamlined
Miracle Pool Slide (9). Designed for
safety, the enclosed stairway has
galvanized steel hand rails and floor
plate treads for sure footing. Slide is
equipped with two water jets and
threaded coupling for water
connection. Miracle Equipment,
Grinnell, lowa.

CIRCLE 271 ON READER SERVICE CARD

A perfect game for a multifamily
recreation center is a mini-bowling
alley (10). This Astroline center
includesa “Gemini" twin seating
unit, an Astroline linear ball return
with apin finder mounted in the
hood and a bowler identification
panel on the automatic scorer. The
latter is placed at end of ball

return. Brunswick, Skokie, I11.
CIRCLE 272 ON READER SERVICE CARD
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No cuts or bruises for youngsters
who play on this area covered with
“Lawnscape’ (1), asynthetic turf
that provides the feeling of grass but
eliminates the maintenance
problems. Made of Chevron
“Polyloom”, it can be used for
putting greens, pool areas and
shuffle board or croquet courts.
“Lawnscape’’ is guaranteed against
fading and fiber deterioration. Ozite,
Libertyville, I11.

CIRCLE 273 ON READER SERVICE CARD

Practice putting on a green designed
for optimum accuracy.
““Astro-Turf” golf putting surface (2)
isalong-wearing ribbon nylon
material that resists weatheringand
wear. Installed directly on concrete
or asphalt, the surface provides a
green with the quality of natural turf
with minimum maintenance.
Other Astro-Turf products include a
landscape and an action surface.
Monsanto, St. Louis, Mo.

CIRCLE 274 ON READER SERVICE CARD

Colorful patios and poolsides are
easy to create and easy to maintain
with flagstone of durable plastic (3).
Each tile measures 14" square and
%" thick. Four 6" stakes and four
built-in pegs forinsertion in the
ground provide firmness and
stability. Available in slate, white,
red, blue, orange and two shades of
green. Dapol, Worcester, Mass.
CIRCLE 275 ON READER SERVICE CARD

Wherever grass won't grow, “Oasis”
(4) will. The easy-to-install
roll-good, made to simulate grass,

. is constructed of Chevron
“Polyloom” and a waffled rubber
backing. Availablein 6" and 12
widths in Kentucky bluegrass color,
the turf can be installed on
sundecks, playgrounds or outdoor
recreation areas. General Felt
Industries, Saddle Brook, N.J.
CIRCLE 276 ON READER SERVICE CARD

Instant tennis anyone?
Indoor-outdoor, roll-up or
permanent court of “Sportsface’ (5)
are engineered to provide a
predictable ball bounce. Made of
100% acrylic, the carpet-type
coveringis available in three grades:
no-cushion-back or two different
cushion-back thicknesses. J.P.
Stevens, New York City.

CIRCLE 277 ON READER SERVICE CARD
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With Formica brand laminated plastic,
you get more when you buy,
give more when you sell.

Make your sales job easier. Insist on countertops, cabinets,
furniture, vanitories and walls surfaced with FORMICA® brand laminated
plastic. That's the name your home buying and tenant prospects know
and prefer. Overwhelmingly.

And watch that preference grow even stronger with the Formica
'73 collection. We're introducing 14 contemporary new colors, patterns
and woodgrains that are consumer tested and keyed to the widely
promoted HOUSE & GARDEN color trend guide. Your fabricator can
also supply you with a variety of innovative textures, dimensionals,
metallics and our exclusive Quatramatic reproductions.

We'll even help you locate fabricator-sources who will coordinate
colors and designs, meet the delivery schedules you set and give you as
competitive prices as you'll find anywhere for comparable quality.

These are just some of the ways you get more when you buy, give
more when you sell. See your fabricator, or write direct, Dept. HH-2 .

laminated plastic

© 1973 » Formica Corporation * Cincinnati, Ohio 45202 » Subsidiary of

Patterns: Poppy, 881, Salem Birch, 443, and Butcherblock Maple, 204. Vanitory: Fire Agate, 820, and Gunstock Walnut, 492. Walls: Spring Pastorale, 691.
s =R w
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'PRODUCTS/KITCHENS

An all-inclusive combination range
features an eye-level two-speed mi-
crowave oven, a glass ceramic cook-
top and a 24" lower conventional
oven with a delay cook-off feature
and continuous cleaning. Called the
“Everything Range”, the unit is
equipped with a built-in ventsystem
that draws heat and odors from the
loweroven and the cook top. Modern
Maid, Chattanooga, Tenn.

CIRCLE 214 ON READER SERVICE CARD

Sound-shielded dishwasher has a
two-cycle motor with pushbutton
controls. The washer is wrapped in
a blanket of noise-deadening glass-
fiber insulation. The unit has four
leveling legs that permit height ad-
justment from 337%" to 35". A rinse-
away drain and built-in soft food dis-
poser eliminate the need to rinse
dishes. Available with wood panel
door. Hotpoint, Louisville, Ky.

CIRCLE 215 ON READER SERVICE CARD

Kitchen cabinet line, “Queenswood’’, has a fine furniture appearance. Fea-
i

Trash compactor eliminates odors
through the use of an activated char-
coal filter and a two-speed fan. The
18" wide unit can utilize a high im-
pact polyethylene basket within the
trash drawer as well as replaceable
bags. The compactor, which permits
random loading, delivers a crushing
force of 3,000 Ibs. from a triple drive
ram system activated by a 2 hp. mo-
tor. KitchenAid, Hobart, Troy, Ohio.
CIRCLE 217 ON READER SERVICE CARD

Range hoods and hood fans are styled with a custom look in up-to-date

rL

Compact space-saving cooking
units, designed for the rental mar-
ket, feature full size electric range/
ovens in an overall space of

19"x23%"x17%". Cooking conven-

iences include two sliding oven

shelves, porcelain enamel broiler |
pans and thermostatically con- ‘
trolled oven selector switches. Ro- |
tisseries are standard. Color choice
available. Princess, Alhambra, Calif.
CIRCLE 218 ON READER SERVICE CARD

|
| |
l
|

tured are hand-finished light oak doors and drawer fronts and antique brass
hardware. All doors are equipped with a self-closing hinge system that
includes felt pads to insure quiet operation. H.J. Scheirich, Louisville, Ky.
CIRCLE 216 ON READER SERVICE CARD
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finishes. Hammered straps with decorator rivets accent the units. Finishes
include textured white or black and poppy red on special order. The series
features a twin-faced unit forisland installation. Nutone, Scovill, Cincinnati,
Ohio. CIRCLE 219 ON READER SERVICE CARD




GAF
FASHIONCRAFT
TILE.

THE DIFFERENCE
BETWEEN
“OH IT'S

PERFECT,
AND,
“WELL IT’S
NOT EXACTLY
WHAT WE..”

B

A
\i

Here's how GAF can help you make the house you build somebody’s
Dream House,

Just cover the floors with GAF Fashioncraft Vinylflex® Tile.

A Fashioncraft Tile floor is perfect for that all-important first impression
that can make or break a sale.

It comes in enough eye-catching patterns and colors to give every room
in the house a look of style and quality.

And your customers are sure to appreciate Fashioncraft’s handsome
assortment of rich natural-like textures,

What's more, Fashioncraft Tile is as dependable as it is beautiful.

Each tile is a full 3/32" thick. And its extra-deep embossing can handle
much more wear than regular residential tile.

It’s the kind of long-wear reliability a potential customer can see and
feel for himself.

GAF Fashioncraft Tile. For a great first impression—and a lasting one too.

For more information, call your GAF Distributor or e " .
write: GAF Flooring Division, Dept.Q- 23,140 West 51 5t., gﬁf B"lght
New York, New York 10020. . FUEU"E

VINYLFLEX® TILE

CIRCLE 111 ON READER SERVICE CARD
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Caradco...
buyer excitement in
wogclllts ent windows

EXCITEMENT

Unigue modular system
permits arrangements
that complement

any exterior,

EXCITEMENT

Double weather-stripping
seals out cold, heat, dirt.

EXCITEMENT

A full 90° opening for easy
inside-outside cleaning.

EXCITEMENT

Permanent, leak-proof vinyl glazing
assures all-weather comfort.

Exciting charm, exciting versatility. concealed hinges, gold-tone

You get both in the Caradco C-200’ operators, factory-priming outside, radco

casement. Plus all these bonus screens, grilles (storm panel w“ndow and Door Division
features that make the Caradco version). Excitement! To make it

package an even better buy: happen, see your Caradco dealer.

Main Plant, Dubuque, lowa 52001/Hainesport Assembly Plant, Hainesport, New Jersey B0B36/Ohio Assembly Plant, Columbus, Ohio 43204
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PRODUCTS/KITCHENS

Range hood with a rectangular bell shape is formed from cold-rolled steel
finished in baked-on matte-black and trimmed in brass, copper or stainless
steel. The “Mark 1", shown in an island model, has a built-in blower/vent
system that efficiently clears away smoke and odors. Goodwin, Berkeley,
Calif. ciRcLE 220 ON READER SERVICE CARD

Two-bowl stainless steel sink is designed for limited space installation. A
color coded selector dial permits pre-selection of water temperature. The
““Cuisine Centre” features ‘“Classique’” faucets and sink accessories. Elkay,
Broadview, [ll. ciRcLE 22 | ON READER SERVICE CARD

Popular-priced range features a mod-
ern digital clock with a built-in
timer. Unit is equipped with an ap-
pliance outlet, continuous cleaning
oven, panoramic oven window and
a drip-proof lift-up/lift-off cooktop.
Hardwick Stove, Cleveland, Tenn.

CIRCLE 222 ON READER SERVICE CARD

Chrome-plated zinc water filter,
“Aqua-filter””, attaches easily to a
standard threaded round faucet. Unit
contains an easy-to-replace, acti-
vated charcoal filter that reduces
impurities, bacteria and other con-
tamination. Alegram, Venice, Calif.
CIRCLE 223 ON READER SERVICE CARD

SILL PLATE ANCHOR

* NO
BOLTS

* NO
DRILLING

ONE SIZE ANCHOR FITS ALL SIZE SILLS
For complete information write

5530 WISCONSIN AVENUE
WASHINGTON, D.C. 20015
Phone: (202) 654-8288

CIRCLE 75 ON READER SERVICE CARD

Covers like paint,

performs like stain,
will not crack, peel
or blister

} Cabots
OLD

Cabof 5
WD VIRGINIA T T““s

~  VIRGINIA
S TINTS®

A proven product combining the best features of a paint and
a stain, Cabot's Old Virginia Tints offer unique advantages fo
the builder and architect.

® An oll-base flat finish of great beauty and durablility.

® Suitable for wood, metal, masonry; applicable to all surfaces . .
striated, rough-sawn, smooth, previously painted.

e e P pep——
| Samuel Cabot Inc. Dept 230
| One Union St 0s

Send ¢

® 20 distinctive colors . . .
matching colors available
in Cabot’s Ranch House
Hues, an oll-base stain,

[ Send Cobot handb
® Easy to apply and main-
tain; waterproof and

weather-resistant.

CIRCLE 113 ON READER SERVICE CARD



“Let the General Electric
put his total builder program

Philip |. Drieci, Manager,

FOYER

Your key man in the GE program for builders
is the Contract Sales Representative. He is the man
who can coordinate the GE resources and services
to meet your needs.

Most of the Contract Sales Representatives have
had years of experience working with builders and
know where to find answers to help solve your
problems.

Philip |. Drieci If its Kitchen and Laundry Design problems,
he can consult our Certified Kitchen Designers and their staff.

If it's heating, cooling, or lighting design, your representative can call
on one of five regional managers of GEs Corporate Market Development
Operation (CMDO) who'll have Paul O'Neill and his Electrical Systems
Application Group analyze your preliminary plans.

If it's advertising and merchandising, he'll have a merchandising spe-
cialist, like Paul Miller, give you a recommendation based on CMDO's years
of experience in real estate marketing.

114 H&H rEBRUARY 1973



Contract Sales Representative
to work for you.’

General Electric Contract Sales Operation.

He also has a computer system which we call the Contract Register
to record data on quantity, models, door swing, color, voltage, etc. together
with date and place of delivery. From time to time, he'll review your schedule
with you and update your delivery requirements.

GE gives women the product innovations and the quality they want.

In fact a national survey has shown that more than three times as many
American women think GE makes the best major appliances
of any other manfacturer.

Furthermore, every GE appliance is backed by GE ser-
vice, “Customer Care...Service Everywhere! This is our
pledge to you that wherever you install General Electric ap-
pliances, therell be an authorized GE serviceman nearby, should he ever
be needed.

And, remember, when you order GE products, you also get the know-how,
service and professionalism your project requires. .. all from a single source.

You can reach our Contract Sales Representative through your local
GE Major Appliance Distributor.

CIRCLE 115 ON READER SERVICE CARD
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HAND-CARVED
DOORS

$49.95

Minimum order, 10,
F.O.B. Los Angeles.
Plus $3.00 each for
individual crating.
Size: 30" x 6’8"

x 13",

Mahogany solid wood
core, carved one side,
flush other side.
Mahogany edge-
banded: 1" top and
sides, 115" bottom to
allow cutting for
threshold. Treated
with wood pre- . ;
servative \s!hich helps Mediterranean T
staining or painting. Send for free 44-page catalog of carved doors in many price
ranges. Large stocks of most models for immediate delivery.

ACME Hardware Co., Inc. 150 S. La Brea, Dept. H.
Los Angeles, Ca. 90036 (213) 938-3492 Established 1926

CIRCLE 76 ON READER SERVICE CARD

Why pay an answering
service when you can
own your own?

Dictaphone has amachine to
make sure you never lose an-
other cent through a missed
phone call or a garbled mes-
sage. Infact, we have awhole
line of them.
They're called Ansafones.You can buy one outright
orpossiblyleaseit for about what you're paying your
answeringservice now.Anditworksforyou 24 hours
a day. 7 days a week.

For a free brochure describing how much an
Ansafone can help you, mail this coupon now.

o T S . - .- --------------q

i ®Dictaphone |
I BoxL-2-20 120 Old Post Road, Rye, New York 10580 :
: Please send me full details of the Ansafone line. I
I Name______ s e T e B e l
Jlompaty— = === Fhone —1
Ricawiiote i SENGINSL 1 ol e P T S |
Jchpeiasta s i Siftas - —ex 0 Npdode. = DR

h------------_-- _----J
Ansafone and Dictaphone are registered trademarks of Dictaphone Corp.
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Modular kitchen cabinets feature a wood-tone reverse-printed polyvinyl
chloride plastic finish, Excelite®. The nonabsorbent surface is easy to main-
tain and is highly resistant to staining and fading. Antique English silver-fin-
ished handles and drawer pulls accent the “Vista' line. Excel Wood Products,
Lakewood, N.J. CIRCLE 224 ON READER SERVICE CARD

Food waste disposers, available in standard, custom and deluxe models, are
powered by %2 hp. motors. Units feature quiet, fast-grind/fine-grind perform-
ance. Custom and deluxe models are predominantly stainless steel. U-Line,
Milwaukee, Wis. CIRCLE 225 ON READER SERVICE CARD

Food waste disposers measure only
11" in length and 6%" in diameter,
yet feature full size hoppers with un-
limited capacities. Units contain
stainless steel water-seals and have
continuous feed, jam-free, action.
Dyna Mfg., Lynwood, Calif.

CIRCLE 226 ON READER SERVICE CARD

Built-in dishwasher features five
cycle selections including a pot
scrubber. A special dial-a-level rack
permits adjustment of the upper
rack—up, down or at a slant. Unit is
equipped with full sound insulation.
General Electric, Louisville, Ky.

CIRCLE 227 ON READER SERVICE CARD
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A California condominium measures its success in many forms.

Circular, angular and rectilinear forms
create a highly appealing sculptured look

for Seascape | near San Diego. The fifty-unit

condominium quickly sold out, prompting
construction of Seascape Il

Red cedar shin rec had a lotto do with it.
They establish a s d inviting umﬁftm
for the community ¢

They'll retain their natural elegan

and shapes. Their rich texture blends
naturally with the environment. Their look of
quality proves a welcome sight to residents
and local planners as well.

Equally important, red cedar
shingles are durable. They weather
beautifully, even in harsh marine air.

for decades with little or no maintenance
And they'll withstand hurricane winds.

For details and application tips on Certi-
grade shingles and Certi-Split handsplit
shakes, write us at 5510 White Bldg.,

Seattle, WA 98101. In Canada, write

: ., 1055 W. Hastings Street,
M\_E Vancouver 1, B.C.

%
*,

WING TOUCH
010

Tineies o ™

Red Cedar Shlngle & Handsplnt Shake Bureau

CIRCLE 117 ON READER SERVICE CARD
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PRODUCTS/KITCHENS

Compact kitchen unit with a closing lid looks like a piece of hardwood
furniture. Included are a refrigerator, two burners, a sink, a storage compart-
ment and a countertop covered in high pressure laminate. Cervitor Kitchens,
So. El Monte, Calif. CIRCLE 228 ON READER SERVICE CARD

SCULPTURE FOR PLAY
PRECAST REINFORCED CONCRETE PLAY
SCULPTURES AND OUTDOOR FURNITURE
SAFE. LOW MAINTENANCE. WE DELIVER.

FORM INCORPORATED

BOX K, SOUTH LYON, MICH. 48178

CIRCLE 77 ON READER SERVICE CARD

Free-standing electric range with a smooth-top cooking surface adds counter
space to the kitchen. Four separate ceramic-glass sections are joined by
decorative strips of stainless steel. No special utensils are needed. O'Keefe
& Merritt, Los Angeles, Calif. CIRCLE 229 ON READER SERVICE CARD

T

NEW BRICK PANELING

WITH KILN-FIRED Bridkettes”

Now you can offer real brick for new housing, apart-
ments, and remodeling with revolutionary new BricketteR
panels by Panel Brick Mfg. Co. Lightweight genuine Kiln-
fired BricketteR panels can be installed in a fraction of
the time and manpower it takes to lay conventional brick
. . . and in nearly any weather! We offer factory training
for installers. Each panel is interlocked to achieve a
running bond pattern. Defies even the most critical eye!
Available in 12 color combinations to blend beautifully with
any interior or exterior motif. Panels are FHA and BOCA
approved and are in wide use in housing and apartment
construction in major market areas. Write or call now for
a free color brochure.

e TP Je, B | LI :
PANEL BRICK MANUFACTURING CO. Automatic washer features four speed options and five temperature selec-
2208 W. Second Street i | i i i
Owensboro Kentucky 40202 tions. The matching dryer,_ in gas or e]ectn}:, ha_s four tempergture settings
502-684-7268 and a thermostat that limits and controls interior heat. Kelvinator, Grand

Rapids, Mich. ciRcLE 230 ON READER SERVICE CARD

CIRCLE 118 ON READER SERVICE CARD

118 H&H reBRUARY 1973




"73 Ford pickups
| start the better

| ideas coming

all over again!

Behind seat is storage space Ford box cover looks and fits
not gas tank on most models. right, protects your cargo.

Full-foam seat ove'r 5in.deep Heater is modern blend-air type;
is standard in every cab. optional “air" is all built in.

ontdisc akes are stand Roomiest Ford pickup cab ever Ford's famous Twin-I-Beam
on Ford pickups (except 4x4 offers unusual quiet, comfort. suspension...smooth, strong.

A better idea for safety:
Buckle up.

FORD PICKUPS
FORD DIVISION Works like a truck/ides like a car.

2CLE 119 ON READER SERVICE CARD H&H reBrUARY 1973 119




Ceramic floor tiles intermix shade
andsurfaceirregularities fora unique
effect. “Medallion” [top) is a grille-
like pattern suggestive of the Medi-
terranean. “Tropics” (abovelisalush
design inspired by marine life in
equatorial waters. Both patterns
come in brown, white, olive and
amber. Interpace, Glendale, Calif

CIRCLE 243 ON READER SERVICE CARD

PRODUCTS/FLOORING

T

Contemporary, no-wax vinyl floor-
ing, “Myriad” is a large-scale geo-
metric design based on hard-edged
floral motif. The easy-to-maintain,
“Softred Vinylglo'’ surface is avail-
able in 12" widths. Colors in the line
include natural, green, gold or red
andblue, black and yellow, and black
and rust. GAF, New York City

CIRCLE 244 ON READER SERVICE CARD

Mediterranean-inspired tiles, “Granada”, are hand-molded of natural red-
burning shale. This special process permits natural variation in texture and
shape. Part of the “Earthstone” collection, the design is available in five
natural glaze colors: green, brown, white and a dark and light blue. Florida
Tile, Lakeland, Fla. cIRCLE 245 ON READER SERVICE CARD

Parquet-look vinyl asbestos tiles
blend with decors from traditional to
contemporary. “Parkchester” is of-
fered in four wood-like tones: wal-
nut, white birch, canary and beech-
wood. Tiles are available with regu-
lar or “Touch down” self-adhesive
backings. They will not support
combustion. Kentile, Brooklyn, N Y.
CIRCLE 246 ON READER SERVICE CARD

<
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Vinyl mosaic epoxy floor can be in-
stalled quickly over wood, tile, con-
crete stone or terrazo sub-floor and
can be turned-up to provide a base
cove. The easy-to-maintain Halle-
mite® floor is chemical- and abra-
sion-resistant. A wide range of color
variations is possible. Lehn & Fink,
Montvale, N_J.

CIRCLE 247 ON READER SERVICE CARD

| T
Hardwood flooring in a double herringbone pattern is available in Thai-teak,
kerriwood and karpawood. The medieval-inspired pattern comes in unit
strips of 12"x1.714” in thicknesses of 3", 3" or ¥/,". Units are laid in a series
of double strips that meet at angles. Bangkok, Philadelphia. circre 248 on
READER SERVICE CARD
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General Electric puts things
into its builder models that no one else
puts info their builder models.

The idea of a builder model central

cooling unit is to build a quality unit for an
economical price. The difference between
our condensing units and others is the
quality features that only General Electrie
puts into a builder model.

To start with, theres the General
Electrie Climatuff " compressor.

What's special about the Climatuff
compressor is the special things we put
into it. Things like super-strong motor
insulation that resists
refrigerant contamination
| and helps to withstand unusual
voltage surges.

The Climatuff compressor
also has Swedish steel valves,
and a centrifugal oil pump

for complete lubrication of
all moving parts.

% Inaddition each 230-volt

" compressor is tested at the

actory to start with a power input of

only 170 volts —about 75% of rated voltage.

The Climatuff compressor is so good,
more than 750,000 of them have been
installed with a remarkable record of
reliability.

Top air discharge in cooling unit
design is an idea that was pioneered by
General Electrie. And we still are unique
because we bring air in from four sides at
a low velocity which helps to prevent
clogging of condenser surface with leaves
and grass clippings.

Only GE models have
Spine Fin" condenser coils.
The big advantage here is
that this eliminates all but a
few of the brazed joints,
where leaks can occur and
cause failures.

And then theres our National Service

GENERAL

CIRCLE 137 ON READER SERVICE CARD

Contract. This plan offers customers an
established cost for service from the second
through the fifth year of ownership
including both parts and labor required as
a result of normal usage. (See contract for
normal maintenance requirements

and exclusions.)

The contract, obtained at the time
of installation, is between the purchaser
and General Electric. For a 36,000
BTU/H unit the cost is only $109, plus
state and local taxes. The work is done
by the General Electric
franchised dealer or
authorized servicer,

For the full story on
quality and dependability,
phone your GE central air
conditioning dealer. He'’s
listed in the Yellow Pages under*“Air
Conditioning Equipment and Systems.’

ELECTRIC

H&H reBrUARY 1973
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PRODUCTS/COATINGS, ADHESIVES

Semi-Luster
SURFACE-MATE
WO-PART EPOXY COATING SYSTey
Part A
pesble - Fume/Chemical Resistant . iy

Ligenerd by U S Doparimnnt of Agraewy

e okt Empy ooy L 0 D

Epoxy wall coating, made from a
two-part polyamide base, offers long
life and wear resistance. ‘‘Surface-
Mate” provides a semigloss finish
that resists chemicals, solvents,
abrasion and impact. Available in
clear, white and 14 colors, material
can be applied by brush, roller or
spray. Baker, Doylestown, Pa.

CIRCLE 235 ON READER SERVICE CARD

Ready-to-use cement block adhesive
doesnotrequire theaddition of water
or other catalyst, eliminating mix-
ing. The material is applied directly
from the container with a caulking
gunortrowel. “Beadline” is nontoxic
and harmless to skin. Coatings &
Adhesives, Glenview, 1.

CIRCLE 237 ON READER SERVICE CARD

Thin-ply concrete for restoring worn
or broken surfaces is weather- and
water-resistant. “Compat’’ consists
of a dry powder and a gauging liquid.
The material, which dries to a color
thatblends with cement, can provide
a rough or smooth surface and be
troweled to a feather edge. Hartline
Products, Cleveland, Ohio.

Lcmc:.ﬁ 238 ON READER SERVICE CARD

Interior

LATEX FL

AT
-

Interior latex house paintis stain-re-
sistant and quick drying. Marks,
smudges, grease and dirt film can be
easily washed away. Repeated clean-
ing with soap or detergent will not
damage the surface. The one-coat
covering will not fade or change
colors and comes in 16 basic shades.
Evans Products, Portland, Ore.

CIRCLE 236 ON READER SERVICE CARD

Slip-proof floor finish for all resilient
and hard-surface flooring resists de-
tergent wear. “Amerloc”, a tough
metal interlock finish, is highly re-
sistant to water, salt and scuffing.
Developed for heavy traffic areas, it
can be maintained by machine
scrubbing or damp mopping. Ameri-
can-Lincoln, Bowling Green, Ohio.

CIRCLE 239 ON READER SERVICE CARD

High strength construction glue,
suitable for plywood and gypsum
board, can be used on floors and
walls. “Bondmaster W1352" mini-
mizes nail pops, squeaky floors and
loose wall areas. The material is a
synthetic-rubber/resin-solvent-type
mastic adhesive. National Starch &
Chemical, New York City.

CIRCLE 240 ON READER SERVICE CARD

Sealing compound for ventilating
ducts is composed of synthetic-rub-
ber and solvents. Thickening and
viscosity control are provided by
“Cab-0-§il” fumed silica from
Cabot Corp. Can be applied with
brush, trowel or caulking gun. Preci-
sion Technical, Matawan, N |,

CIRCLE 241 ON READER SERVICE CARD

Liquid vinyl wall covering "HD-
200" has been given Class A" rating
for flame spread. The low-sheen
coating can be applied to drywall,
plaster, wood, concrete blocks and
cement both indoors and out. For-
mulated free oflead and mercury, the
paint is easily maintained. Elliot
Paint & Varnish, Chicago.

CIRCLE 242 ON READER SERVICE CARD
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— Valley
-~ Welll be around
~along, long time

A classic doesn’t come along too often.
But when it does, it sets the pace for
years to come. Rolls did it with their
Classic 33. And Valley's new
Starburst Series has done it, too.

Clean, simple lines that spell its
elegance; “hydroseal” leak-proof,
worry-proof action; feather-touch
control and mirror-like “triplate”
finish give every Valley faucet the
quality, appearance and dependability that
will last a long, long time.

ValleyM single control faucets

EASTMAN CENTRAL D

a division of

UNITED STATES BRASS CORPORATION

SUBSIDIARY OF HYDROMETALS, INC.
‘E 801 TENTH STREET, PLAND, TEXAS 76074
o B
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PRODUCTS/STRUCTURAL
1

T SR e CEmn
Fiber glass molds for poured concrete prov:de flexibility for creative archi- \ ’
tecture. Using “Textur-Form” molds a variety of shades, complex textured K

P J

surfaces and three-dimensional shapes can be economically achieved. ‘ '

Molded structural columns at El Camino College (1) and two examples of
textured surfaces (2,3) are shown. Textur-Form, Freight Container, Temple
City, Calif. ciRcLE 200 ON READER SERVICE CARD

4

Structural wood beams are rein-
forced with full length longitudinal
Ys"-thick steel bands (5). A punch
press is used to form teeth (nails)
along each side of the bands which
are then pressed between two planks
of cedar, fir or other wood. The final
product is a beam laminated in a
sandwich configuration without the
use of glue or bolts. “Steelam” is
pre-stressed and pre-cambered. De-
signed for both interior (6] and exter-
ior (4) use, beams can be constructed
of high quality woods for exposed
applications or of lower cost con-
struction grades. Also available with
the integral nailing band is “Steelam
Decking”, consisting of 2"x8" planks
edge-laminated to form large panels.
Increased strength of panels, due to
the steel bands and prestressing, per-
mits the use of decorative woods.
Beams and decking can be combined
for a complete roof system. Lindal
Cedar Homes, Seattle, Wash.
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introducing Panel Clip’s new

low investment
truss system

with a low plate cost.

Total can press two clips in one
$ purchase squeeze, which eliminates flipping
’ price the truss during construction.

NEW JIG. s
Panel Clip's new Klincher® and Jig  New Jig adjusts rapidly to various with the giants. Series Il Clips are
is the most dependable, flexible pitches and spans to 40’ (54’ and ideal for residential use. They must
and economical system on the 60’ available). be installed with the new Klincher®
MATKes It BUIR YOV IN/thS truss New Series IIi Truss Clips were Truss Press.
building business for a monthly specifically designed to enable the Series Il Truss Clips remain the
lease of only $54. small truss fabricator to compete most versatile on the market and

COMPLETE NEW KLINCHER®
SYSTEM

The new, more powerful Klincher®
is portable, light enough to be
hand held and uses standard 120

can be installed by hammer or
with the Klincher®. They are
ideally suited for fabrication of
longer span trusses such as in
Farm Buildings.

volt current. Yet it is so powerful it I Call or write today for full details.

THE PANEL CLIP CO.

P.O. Box 423, Farmington, Mich. 48024 / Phone 313 / 474-0433
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Glass-fiberbonding material eliminates the need formortarin concret

hydrated lime, a water-resistant agent and alkali-resistant glass fibers. The
easy four-step application process is shown above. Owens/Corning, Toledo,

s

Specialty plywood, available in decking and structural strength, can be used
for exposed ceiling/floor and exposed roof/ceiling combinations. “Ruff Cut
44", with the appearance of rough sawn T&G 4" lumber, comes in %" or
%" thickness with face of fir or western red cedar. Pope & Talbot, Portland,

|
. construction. “Bloc-bond”, in 80 1b. bags, is a mixture of Portland Cement,
[
[

Ohio. cIRCLE 208 ON READER SERVICE CARD

Anchor clips that secure wood to
masonry can be used for anchoring
sills, joist ends or for trusses and
rafters. The device is suitable for
concrete block or brick installation.
Shipped flat, the clips can be shaped
to job application. Arms bend out to
permit panels to be slipped onto
walls. Panel Clip, Farmington, Mich.
CIRCLE 209 ON READER SERVICE CARD

Underpinning anchor fastens wood
studs to sloping foundation sill. The
16-gauge galvanized steel anchors
are hinged and adjust from level to
45° sloping grade, eliminating the
need forstepping the top of a concrete
wall as the sill parallels grade. Unit
isavailable for 2"x4"or 2"x6". Howell,
Burlingame, Calif.

CIRCLE 210 ON READER SERVICE CARD
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Blind-hole anchor provides solid fas-
tening for any type of wall or floor
capable of supporting more than 100
lbs. The “Sleev-lok’’ anchor consists
of a steel screw, a nylon sleeve and
a polycarbonate threaded cone.
Availablein %"xVs"and % "x2%", the
unit requires no special tools. Preci-
sion Plastics, Largo, Fla.

CIRCLE 212 ON READER SERVICE CARD
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Single framing anchor can be formed
into any of six different configu-
rations. The anchor is designed for
use in secondary structural connec-
tions where 2” nominal members
join. Manufactured of 18-gauge gal-
vanized steel, the anchors formed in
right angle sections come with six
nails. Teco, Washington, D.C.
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When people buy custom-built homes, they ex-
pect the best of everything.

And that’s what Bob Webb, a top-quality
builder in Columbus, Ohio, gives them.

He has a full-time architect on his staff. Uses
Amish carpenters and cabinetmakers for superb
interior finishing. And insists on providing dish-
washers with the reputation of being the very

:

“To my customers, KitchenAid is more

ust a dishwasher. It's something special
makes my houses something special.’

best — KitchenAid. buto
As Bob Webb puts it, “KitchenAid dish- iMMitchemAfd Division, Dept. 3DS-2, The Hobart Manu-

washers reflect the quality of all products used

e

throughout the house, They have a special appeal
to buyers. And after installing 170 of them in
the past five years, I've never heard of any of
my customers having a bad experience with
KitchenAid.”

KitchenAid can give the homes you build a
special quality, too. Check our catalog in Sweet’s
Light Construction File or call your KitchenAid

B  isiributor about his Builder Plan. KitchenAid

Dishwashers * Trash Compactors
Disposers * Hot-water Dispensers

KitchenAid- Bui't bcucr. Not chcaper. CIRCLE 143 ON READER SERVICE CARD

facturing Company, Troy, Ohio 45373.
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Gypsum wall system, for on-site and manufactured housing, consists of
specially designed gypsum board with edge joint-profiles, open glass-fiber
reinforcing tape, a joint compound and a self-priming, spray-on vinyl-acrylic
coating. “Rigidwall” cuts installation and finishing time. Celotex, Jim

Gang nail connector plate has a hinge feature that eliminates roof height
problems in over-the-road transportation of modulars. “Roof Hinge 20"

allows the top chord of mono-pitch and gable trusses to be folded down for
shipping. Factory completion of the roof ends on-site assembly. Automated

Walter, Tampa, Fla. circLE 203 ON READER SERVICE CARD

Building, Miami, Fla. ciIRcLE 206 ON READER SERVICE CARD

Dennis Anderson was doing well after
10 years as an independent insurance
and securities broker.

In fact, he was shopping for a vacation
house to build on his private lakefront
property when he first came into contact
with Lindal Cedar Homes.

He found more than he bargained for:

1) A broad selection of unusually ap-
pealing, remarkably solid leisure homes.

2) Plus a better way to insure his
own future—as a Lindal distributor
in Minneapolis.

He now reports, “I'm making more
money than I've ever made, and |I'm

having a lot more fun.”

Dennis is no exception. Total Lindal
sales jumped another 50% in 1972, once
again boosting our share of the thriving
leisure-homes market—a market pre-
dicted to generate $5 billion a year
by 1975.

That's a lot of security.

If it's the kind that makes sense to you,
you should consider a Lindal distributor-
ship. You'll find you don't have to know a
lot about construction to build a mighty
handsome future.

Just write our president, or complete
and mail the coupon at right.

N

Sir Walter Lindal, President

LINDAL CEDAR HOMES .. -

10411 Empire Way S./Seattle, WA. 98178
Phone (206) 725-0900

[]1'd like to know more about a Lindal distribu-
torship.

[JI'd like to know more about your houses; en-
closed is $1 for your 44-page Planbook.

Name

Address

City. State Zip
Area Code Phone

Plants in the U.S. and Canada; affiliates in
England, Australia and Japan; representatives
throughout the world.
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You can’t beat
these systems!

Interior wall system

A 2 x4 studs and plates

B %" Firestop® type X wallboard

C % " Incombustible Gypsum Sound
Deadening Board

D 1¥2" glass fiber insulation

They meet HUD specs!

Georgia-Pacific has put together two wall systems that
meet your required HUD specs. The interior wall system has

an STC of 50 (BW-35st) and a one-hour fire rating (UL-U312).
@\ The exterior wall system has a one-hour fire rating

I\ (based on T99 and BMS 191-192).
;\\% 7 The price is right!

‘ You need to meet specs as economically as possible.

And Georgia-Pacific’s interior and exterior wall systems

. are inexpensive. In fact, there aren’t any less expensive
similar wall systems on the market.

They're easy to install!

To get a one-hour fire rated interior wall with an STC of 50, just

apply a single layer of G-P's ¥4 " Gypsum Sound Deadening

Board vertically to both sides of wood studs, with insulation in

cavity, and secure with nails. Then, strip laminate a single

5g" layer of Firestop® Gypsumboard vertically to both

sides of the sound deadening board. It's that easy.

For a one-hour fire rated exterior wall, apply 5&"
Firestop® gypsumboard over wood studs and

insulation.* Then attach %2 " Firestop® sheathing

to the outside wall and cover with 3" or %"

G-P plywood siding.

Exterior wall system
E 2x4 studs and plates
F %" Firestop® type X gypsumboard

G Batt insulation (not required for the rating)
H G-P %2” Firestop® gypsum sheathing

I G-P 3" plywood siding

*Insulation not required to meet fire rating.

GeorgiaPacific &

Gypsum Division, Portland, Oregon 97204
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One-piece extruded rigid PVC sheet permits 85% to 90% light transmission.
The easy-to-handle, easy-to-install, lightweight “Extru-glaz”’ will not break
or shatter. The hollow extruded design provides excellent insulation. Extru-
dyne, Amityville, N.Y. circLE 204 ON READER SERVICE CARD

L 8y
Roofdeck system, familiar in non-residential construction, can now be used
for wood-framed garden apartments. “Pyrofill” or “Thermofill” gypsum
concrete slabs satisfy fire codes without above-deck firewall extensions and
also allow drainage slopes to be formed on the roof. U.S. Gypsum, Chicago.
CIRCLE 205 ON READER SERVICE CARD

. vl e =
End-glued dimension lumber, meeting federal standards and code specifi-
cations, is available kiln-dried in lengths up to 40" in %" increments. Suitable
for use as joists or truss chords, the long lumber has fine tolerance finger
joints bonded with fully waterproof adhesives. Weyerhaeuser, Tacoma,
Wash. cirRcLE 207 ON READER SERVICE CARD

NEW
tWQ:‘!!'aV
Jacvzzi)

WHIRLPOOL = BATH
=

The Premiere Custom Line Roman Bath has twin
adjustable recessed Whirlpool heads under built-in
armrests, and a third centered at one end of the
tub to massage back, neck and shoulders. Face
the other direction for equally comfortable reverse
whirlpool action. All plumbing contained inside
3’ x 6' module. Write for complete catalog and
price list.

JACUZZI RESEARCH, INC.
1440 San Pablo Ave., Berkeley, Calif. 94702
(415) 526-0334
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Strength:
all B&D!

You can drill anchor holes
for many a long day with
this new rotary hammer.
Because the 5040 is built to
do the job, backed with
service to keep it there.

expect the best from

Black s Decker

POWER TOOLS
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Morgan announces a new horizon in

The Iook the feel

the bbauty of wood,

and somethmg m&e...

\
the permanence of

Structured Polymer

Imagine a ‘matetial that offers all the best qualities of wood:
the look, the solid feel, the warm appearance. Then i imagine a perfect
structural rnatenal which offers dimensional stability, high material density

and proven time and wear resistance.

Now combine these qualities. The result: Structured Polymer by Morgan.

Structured Polymer is a unique material which offers a variety of advantages to building
construction. Exceptional durability, Stability. Rich, warm appearance. Impact reslstance.

Sound too good to be true? It has been proven! In products outside the bulldmg -
construction field, Structured Polymer has met, or exceeded, the requirements of a
variety of products. This fact prompted Morgan to adapt Structured Polymer to bi-fold
. doors and shutters, Extensive testing and analysis have proved us right,




building products
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Bi-fold doors of Structured Polymer

Bring the beauty and warmth of a wood-like appearance

to any interior with Morgan Bi-fold Doors. | |
Attractive one-piece design features beauty that is more than

skin deep. Your choice of two designs, each having solid,
unitized construction. No reinforcement needed.

Come complete with hardware, ready to be installed.
Attractive white factory prime finish is ideal.

Install as is, or paint if desired. Low installed cost.
Fast, easy installation.

Bi-fold doors of Structured Polymer.
By Morgan. A beautiful way to add gracious
appearance to any room. Quickly. And with the =

assurance of achieving lasting beauty.

/_—d’—AR
Window and door shutters of Structured Polymer

‘Tr_}—lﬂ
1.

?m

o
I e [ e 1

Also available from Morgan . . . with the same attractive appearance

and lasting qualities featured on bi-fold doors . . . window and door shutters of
Structured Polymer. Available in nine different window sizes,

or as a handsome door shutter. Long lasting solvent welded Acrylic finish

in black or white. Suitable for painting if desired.

WRITE FOR FREE TECHNICAL LITERATURE ON STRUCTURED POLYMER

MORGAN ¢ ompany - Oshkosh, Wisconsin

54901
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heoters

The better way to heat jn small
space areas, Raywall bath heat-
ers are designed for bathrooms,
kitchens, utility rooms, work
shops, and garages. These com-
pact radiant heaters may be re-
cess or surface mounted.

The Raywall Junior and Raywall
Il automatic heaters feature
heating elements which pro-
vide instant heat in the correct
volume. The BF Series heater
features a quiet low-speed fan
which delivers an even air flow
throughout the room.

All three heaters have built-in
thermostats. Specify a better
way: attractive, efficient
Raywall bath heaters.

We'll show
you a better
way. Write for
our General
Products
Catalog.

I} THE
%, ELECTRICOLOGY
COMPANY
A Division of Tennessee Plastics, Inc.

P.0. Box T, CRS Johnson City, Tn. 37601
Phone 615/928-8101 Telex No. 55-3442
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Wood moldings are featured in a
full-color booklet. Patterns are illus-
trated; charts list specifications. A
short history of wood moldings is
included as are descriptions of ideas
for their use. Western Wood Mould-
ing & Millwork Producers, Portland,
Ore.

CIRCLE 305 ON READER SERVICE CARD

Factory-built homes, in over 100
styles, are pictured in full color.
Spiral-bound catalog includes floor
plansandavailable options for ranch,
bi-level, tri-level and Cape Cod
models. Book is index-tabbed by
subject and includes a table of con-
tents which lists houses by model
number, National Homes, Lafayette,
Ind.
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Construction equipment catalog
lists specifications for vibrators,
grinders, roto-trowels, screeds,
tampers, concrete saws, as well as
diamond blades and abrasive prod-
ucts. Photographs, diagrams and
charts describe the line. Stow,
Binghamton, N.Y.
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Electric heating products are listed
in a binder-hole-punched catalog.
Products include unit heaters, base-
board, wall, strip and infrared heat-
ers, controls and accessories. Special
features, specifications, ratings and
current prices of the line accompany
cutaway and dimensional drawings.
Bryant, Bridgeport, Conn.
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Work area protection, in the form of
a transparent, clear, reinforced, wa-
terproof material, is described on a
single, binder-hole-punched page. A
sample of the two-layer polyeth-
ylene film is attached. St. Regis
Laminated and Coated Products Di-
vision, Attleboro, Mass.
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Solid hardwood plank paneling is
shown in full color. Colors and wood
species available in the prefinished
line are shown. Installation data in-
cluded. Potlatch Forests, Stuttgart,
Ark.

CIRCLE 307 ON READER SERVICE CARD

Laminated glass data in file folder
form includes information on a va-
riety of bullet-resistant, burglar-
resistant, sound control and heat
and light controlling safety glass.
Each product data sheet includes
description, performance, applica-
tion and specifications. Folder is
binder-hole punched, index-tabbed.
Laminated Glass, Haverford, Pa.
CIRCLE 315 ON READER SERVICE CARD

Casual furniture for indoor and out-
door use is featured in a full-color
catalog. Includes a complete section
on available colors, finishes and pat-
terns. Medallion, Miami, Fla.

CIRCLE 316 ON READER SERVICE CARD

Patents issued during 1971 for
swimming pools and equipment in-
ventions are described in illustra-
tions and text. The typewritten
booklet can be obtained by sending
$4incheck ormoneyorderto Stanley
Garil, Research Specialist, Dept. H,
2514 K St. NW, Washington, D.C.,
20037. Copies of the 1969 and 1970
bookletsare alsoavailable at $4 each.
Please specify which booklet is be-
ing ordered

Cedar shakes and shingles are fea-
tured in full color. The binder-hole-
punched booklet features pho-
tographs of actual applications, a se-
lection chart of panel texture de-
scriptions, uses, sizes and available
colors. A chart of solid colors and
semi-transparent tones is included.
Shakertown, Cleveland, Ohio.
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Metal building systems and their use
in solving construction problems is
the subject of “A Special Report to
Building Planners”’. This basic how-
to book discusses planning a new
structure in three chapters: 1) Better
Planning: The Key To A Better
Building; 2} Preengineered Con-
struction: Can It Do The Job? 3) The
Professional Builder: First Choice Of
The Building Planner. A fourth sec-
tion—designed as a pull-out—lists
150 questions to be answered before
buildingbegins. Star Manufacturing,
Oklahoma City, Okla.
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Contract kitchens are the subject of
this color folder. Five styles of kitch-
ensare pictured and described to help
the volume builder in selection.
Product advantages are discussed
briefly. Boise Cascade, Raygold Div.,
Winchester, Va.
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Tile—glazed, quarry and ceramic
mosaic—is featured in a 1973 cata-
log. The booklet describes color
coordination and a mural and swim-
ming pool design service. Also gives
specifications, distribution centers,
sales representatives and installa-
tion instructions. Pictures of sug-
gested and actual applications are
included in color. American Olean,
Lansdale, Pa.
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Faucets and accessories for kitchens,
bathrooms and lavatories are shown
in a full-color, binder-hole-punched,
catalog. Moen, Elyria, Ohio.

CIRCLE 313 ON READER SERVICE CARD

Glued, laminated wood, used speci-
fically in recreational facilities, is
shown in full-color photographs of
actual applications. Two of these ap-
plications are discussed in some de-
tail. A table of span ranges is in-
cluded. American Institute of
Timber Construction, Englewood,
Colo.
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Consider Sears. Because your coin-op
equipment only earns when it's working.

Coin-op laundry equipment can be a lucrative
venture. But only if your original investment pays
out in machines that can stay in service. And let's
face it, apartment dwellers just don't treat your
machines the way they would their own.

“You get more with Kenmore! Because Ken-
more coin-op washers and dryers are built
to stand up to this kind of punishment. And if and
when there are problems, we've made these ma-
chines as easy as possible to service. With vital
parts accessible.

And if you're really in trouble, it's comforting to
know there are 12,000 Sears service trucks
around the country: your chances of getting fast
service when you need it look pretty good.

It makes good sense to consider Sears and
get top-quality equipment to begin with.

Note: Sears also offers a full contract line of
conventional Kenmore laundry equipment for
builders who plan to provide their tenants with
individual laundry installations.

CIRCLE 151 ON READER SERVICE CARD

Here are 10 good reasons to consider Sears.
1. Product quality. 2. Dependable service.
3. Product leadership. 4. Value/Price. 5. Strong
brand recognition. 6. Delivery to your schedule.
7. Single source. 8. Contract Sales Specialists.
9. Design assistance available. 10. Over 85 years
of customer satisfaction.

= e e w— == — — e

OK I'll consider | Scars | Contract Sales

[0 Send brochure [ Have Contract Specialist call
[ Send address of nearest Contract Sales office

Name

Position

Firm

Address

(_jliy ~ State 772\[;

Sears, Roebuck and Co., Dept. 733G, 303 E. Ohio St.
Chicago, lllinois 6061 1/Coin-op Laundry 12-HH-273
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