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SUBURBAN REMODELING:

Total conirol is the name of the game

THE MORTGAGE MAVERICKS WHO SAY ‘NO TO DISCOUNTS

THE TOWN THAT SAID NO TO NO-GROWTH




LTSRY)A REMODELING DOOR SYSTEM

More
thana
door..

BEFORE

i1¢’s awhole new

profitsystem!?!

Here is the replacement door system
you and your customers have been
asking for. Sta-Tru ‘R’, a strong, de-
pendable, draft-free metal clad entry
system, designed especially to let
you cash in on the thousands of un-
sightly, old problem doors in the
market place that need replacing
today.

Sta-Tru ‘R’ has been engineered to
permit efficient, one-man installation
and is furnished as a complete
ready-to-install unit. The system in-

cludes a quality Sta-Tru metal clad
insulated door, hinges, bottom sill,
fully weatherstripped stops, and a
steel adapter frame. This special
frame permits use of existing jambs
and header, even though they may
be slightly warped or out of square.
Difficult, costly frame replacement is
not required.

And when the unit is in, it looks as
great as it works, too. A door style is
available to complement every home.
Sta-Tru ‘R’ ... More than a door . . .
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AFTER

It's a whole new profit system. Ask
your Stanley salesman about it to-
day. Or write: Stanley Door Systems,
Division of The Stanley Works, 2400
East Lincoln Road, Birmingham,
Michigan 48012.

STANLEY

helps you do things right




Countdown’74

It begins in January when NuTone helps you lift-off to more profit per start in *74. At Houston you’ll see:
All new Radio/Intercom Systems with now styling and now engineering. Improved Food Center
with customer-requested Can Opener. New Bath Cabinets to set your homes apart from the competition.
New Door Chimes that are high style decorative accessories as well as functional. And much,
much more. Exciting new product improvements. Products designed to add genuine value and consumer appeal
to your homes and apartments. And profits for you, See NuTone first—to make the most in *74.

It all starts here--Nulone NAHB Space 2326.
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Profit _
Booster!

The Nulone Central Cleaning
System is a sales-boosting
convenience feature that can
boost your profits as well.

Are you overlooking the extra profits to be made
from your home sales? We're talking about prof-
its appliance dealers are making every day . ..
profit you could be building into your homes!

AP b
SESETITR

Everybody needs one. Ever hear of a home with-
out a vacuum cleaner? Ever noticed how many
new home buyers buy a new vacuum cleaner to
care for their new furnishings? Why don’t you
provide it, in a built-in NuTone Central Cleaning
System ... and sell it with the home at an extra
profit? For you.

There’s no cleaning like Central Cleaning. Look
at these sales advantages you offer with
NuTone Central Cleaning in your homes:

® More and gentler suction than portable
cleaners.

® Lightweight hose is all she carries (no heavy
motor, no canister to drag around-—great on
stairs).

® Quiet. Motor is far away; she can vacuum
even while the baby naps.

® Cleaner air. Dirt and dust can be exhausted
to the outside. That means less dusting inside.
® Six gallon disposable soil bag in the base of
the ‘hide-a-way’ power unit needs changing
only two or three times a year. And, the NuTone
system alerts her when the bag is full!

You can show the benefits. It's easy to make a
selling-point out of your NuTone Central Clean-
ing System: Plug the hose into the automatic
inlet in a bedroom. Use the feature signs avail-
able from NuTone to point out all of the ad-
vantages. Give them one more big reason to
remember your home . . . with this convenience
feature from which you make an extra profit.

Let us help you plan your system. Your NuTone
representative has the facts. Let him work with
you, to help you make those extra dollars.

For the name of your nearest distributor,

DIAL FREE: 800-543-8687.
(In Ohio, call 800-582-2030).

Nulone Housing Products
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NEWS/FINANCE

Some mortgage rebels make

A restrained revolt is now rip-
pling through the mortgage
business and reaching into the
hallowed halls of the austere old
Mortgage Bankers Association
itself.

The rebellion’s target is the
discount, or the points, charged
on FHA mortgages. The aim is
to abolish them: not reduce or
restrict them but, at long last, to
be rid of them once and for all.

A whole legion of partisans in-
sists that no one reform could do
more to help the homebuilder
promote low-cost housing, lure
the buyer back into the house
market and restore the mori-
bund FHA to all-but-forgotten
status as a dynamic mortgage
agency.

New recruits. The rebels have
traditionally been builders and
consumers, but they now count
among their consociation some
highly distinguished mortgage
leaders. These reformers view
the abolition of the accursed
point system as probably the
most desirable of all the revi-
sions now being urged upon the
mortgage structure [NEws,
Sept.|.

President Nixon has gotten
the message, and he and HUD
Secretary James Lynn* have
asked Congress to legislate a
truly free rate for FHA mort-
gages: no interest ceilings—and
no points.**

Lid on a kettle. The establish-
ment leadership sought to bottle
up the mortgage revolt when the
MBA rallied 6,000 strong for its
gala convention in New York.

The outgoing president, Ever-
ett Mattson, waxed vehement in
defense of the point system
when questioned at a press con-
ference:

“There isn't a capital instru-
ment of any kind that does not
have a discount. That takes care

*Lynn had harsh words for the mortgag.
bankers at their New York meeting. “The
housing market isnot in the greatest shape
today for a good many reasons,” he said,
“and among those reasons are shoddy
practices by some mortgage lenders.” He
outlined along series of rule violationsand
illegal activities found by the HUD
inspector general in an audit of 250 mort-
gage companies in connection with the
FHA scandals, “I think you get the flavor
fromthat little undown, " said Lynn, “and
it doesn't taste very good to me.”’

**The President’s housing program, fully
detailed in nan in November, has now
been presented to Congress in HR 10688
and § 2507.

Change of command finds Everett Mattson (left) leaving and Walter Williams taking
over the presidency of the Mortgage Bankers Association at convention in New York.

of the fine tuning necessary in
themarket. We feel the mortgage
should trade the same way.”

And the incoming president,
Walter Williams, made much of
the fact that Sheldon Lubar, a
mortgage banker who now
reigns over the industry as FHA
commissioner, has been per-
suaded to soften his convention
speech. Instead of insisting on no
points, Lubar had pledged adrive
against ‘“‘excessive’’ points.

(If the MBA leaders thought
they had outpointed Lubar, they
might have been mistaken. One
day earlier, asked by telephone
if mortgage bankers themselves
wouldn’t be better off without
discounts, he had replied:

“Of course they would, if they
only knew it."”)

Resistance. The MBA leaders’
starchy stance failed to effect
anything like unanimity, and
Williams himself was to concede
later that “a minority” of his
membership was indeed dis-
posed toward a no-discount
operation.

Considerable protest against
points was heard in the conven-
tion corridors, and the revolt
spilled over into the MBA's se-
quential Caribbean mortgage

New York Lire's Lutz
‘Ican’t stomach a discount’
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conference in Puerto Rico.

Points of history. The dispute
over points is as old as the FHA
mortgage, which traces from
1934.

The interest that any lender
could exact on this govern-
ment-insured mortgage was
limited by the government itself.
The FHA rate was, therefore,
launched upon a controversial
career as an administered rather
than a free rate.t

The FHA was a political en-
tity, of course, and it was ever
reluctant to raise the FHA rate
when other credit market rates
climbed. So the FHA rate was
often lower than the yield that
the big institutional investors
demanded if they were to risk
their money in mortgages.

Getting the point. The mort-
gage dealers retaliated with the
discount.

+The two major rate categories are short
and long term, and each of these has three
sub-categories: open-market or free rates,
which fluctuate constantly in market
trading in response to supply and demand;
administered rates, set unilaterally by
government and private bodies; and nego-
tiated rates, determined directly between
borrower and lender. Conventional mort-
gage rates are considered to be negotiated
long-term rates.

CoasT MORTGAGE's CADY
‘Can’t have cake and eat it’

When a homebuyer (mortga-
gor)took a $20,000 mortgage, the
mortgage dealer would discount
the loan by perhaps 4 points, or
4%. He would pay to the buyer’s
builder not $20,000 but $19,200.
The buyer would pay interest on
the full $20,000, however, and
since only $19,200 had actually
been lent, he was paying a higher
rate than the FHA ceiling that
had been set for the $20,000 loan.

Inside stuff. Four points of dis-
count translate into % % of yield
in the national secondary mar-
ket, so the mortgage dealer could
now sell to his investor a mort-
gage yielding % % more than the
FHA rate.

The dealer could frequently
make a profit on the sale, too. He
had bought the original mort-
gage at a 4% discount, or a price
of 96¢ on the dollar. He could
often sell the $20,000 mortgage
to his investor at 97¢, for a clear
profit of $200. The discount
mechanism permitted a nice de-
gree of negotiation on pricing.

Victims. Builders have always
hated discounts because it is
they who pay them (although in
actuality they pass much of the
discount on to the buyer by rais-
ing the house price.)

Most buyers had never under-
stood discounts, and they were
acquiescent until the credit
crisis of 1966 educated the pub-
lic to the intricacies of mortgage
wheeling and dealing. The
buyers’ outcry rose sharply
thereafter and became a nation-
wide clamor with the advent of
Ralph Nader. For the buyers had
an irrefutable argument:

They were paying interest on
money that had not been lent.

The club. Most mortgage men
defend discounts with a fervor
verging on fanaticism. Simply
put, the system lets them ma-
nipulate prices.

A sort of inertia also contrib-
utes to their obduracy. The
mortgage men are an old and
rigidly conservative coterie, and
they now share a kind of mystic
devotion to the abracadabra of
the point process. The initiates
love to converse in their own
abstruse jargon of yield, price,
fee, coverage, spread. premium
and penalty. They can—and
do—spend agreeable hours dis-
cussing niceties of point shaving
orsplit yield. They have just had
two years of unparalleled pros-

TOPAGES




Cost control...
The way the Kingsberry Mandoes it,

you save.

You probably know our fine

quality. And the ready avail-

ability of our single family, mul-

ti-family and leisure home

models, designed to meet
FHA, VA and conventional financing re-
quirements. But there's more. A cost con-
trol system only a top manufacturer could
offer in such detail...a calculated method
that guarantees you savings!

All the help you can get. Here's how:
* The Kingsberry Man sits down and shows
you predetermined pricing...exact costs
...on whatever package you choose.
* He gives you options, also price listed, to
suit your market situation .. like full frame
or brick, or half brick.
« Add it all up to the penny. The entire cost,
including options, is predetermined —you
know just what you'll spend.
* You don't waste time getting quotes...on
lumber, concrete, etc....and prices won't
vary like those of local sources.
« Save approximately 50% reduction of on-
site labor. You're dealing with fewer sub-
contractors, and saving on their high costs
for labor

Cost control. It keeps expenses down
and predetermined ... while you build guality
Kingsberry homes and apartments. All the
help you can get. .. just mail the coupon and
find out, fast!
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KINGSBE&RY HOMES
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Boise Cascade
Manufactured Housing

61 Perimeter Park, Atlanta, Georgia 30341

Frank D. Carter, Director-Marketing, Boise
Cascade Manufactured Housing Group,
Dept HH-12, 61 Perimeter Park, Atlanta
Georgia 30341, {404) 458-9411

Yes, | would like all the help | can gét
Name —

Firm .

No. lots | now have ready to build on

[0 None, [J 1-10. [] 11-25, [] 26-50

No. living units | have built in past 12 months
[ None. [[] 1-10, []J 11-25, [] 26-50

[] Single Family. [[] Multi-family, [] Vacation
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When they show up at your Open House...
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show them Whirlpool appliances
in the kitchen and get your showing
off to a selling start!

When prospects are looking and
judging, the Whirlpool brand name
in a model home or apartment can
be very reassuring. It says a lot
about you as a builder. It says you
care about quality. Not just in ap-
pliances, but in all the other de-

tails, too.
It also says you didn’t skimp on
convenience . . . that you planned

in the kind of worksavers she'd
choose if she were equipping the
kitchen herself.

That doesn’t necessarily mean
top of the line. Because, like you,
we build models to match Amer-
ica's life styles. For young mar-
rieds, for lots-of-kids families, for
those who want the newest innova-
tions . . . for all those people in
between.

So even in a modest price range,
you can install a Whirlpool refrig-
erator she won't have to defrost. . .
a Continuous Cleaning oven . .. a
laundry pair that's long on conve-
nience and saves on space . . . a
dishwasher that lets her make the
Great Escape from sink-side scrub-
bing . . . and the original Trash
Masher® compactor so she can
stop toting trash cans for good.

To you, the Whirlpool brand
name means we'll take better care
after you turn over the keys. For
example, our Cool Line . . . a toll-
free customer information number
.. . stays open 24 hours a day. (So
she'll call us, instead of you.) And
Whirlpool Warranty Central Service
pays the costs of honoring our war-
ranty obligations. (It's our respon-
sibility; not yours.)

All told there are lots of good
reasons to specify Whirlpool ap-
pliances for your next project. Talk
to your Whirlpool Distributor today!

See us in Booth 1414 at the NAHB Show.

Whirlpool also builds a complete line of central @
heating and cooling systems, humidifiers and air lrl 00
cleaners for total environmental control. Get all 4

your products for your project from a single ORPORATIERY
source . . . Whirlpool Corporation.

...builders tor builders
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NEWS/FINANCE

Mortgage rebels make a point: The points have got to go ... continued

FROM PAGE 4

perity, and most of them are
snugly comfortable within the
point system and want it kept.

Defense. The mortgage men
havepaidloudlipservicetoa free
rate, but their actions suggest a
numbing lack of enthusiasm.
Reformers thought they had the
mortgage fraternity’s support
when the omnibus housing bill
of 1972 was in draft, and a free
rate was actually proposed in
committee.

Congress was startled to dis-
cover at that juncture, however,
that what the MBA wanted was
a free rate—with full discount
privileges.

A kind of dual-rate scheme
was then patched together, al-
lowing a free rate without dis-
counts or an administered rate
with points. That too disap-
peared—and to nobody’s great
discomfiture—with defeat of the
House version of the hill [News,
Nov. '72].

In extenuation. The mortgage
establishment maintains that a
fully free rate will not work.

They need points, the mort-
gage men say, to offset the cost
of originating mortgages and to
allow leeway in trading mort-
gages in the secondary market.

To make any money on a
mortgage they buy at par, charg-
ing no discount, the mortgage
men would have to sell the loan
to an investor at more than par.

“Our investors won't pay a
premium,” said Mattson in New
York. “Our biggest investor,
Fannie Mae (the Federal Na-
tional Mortgage Association),
has told us it just won't pay pre-
miums.”

And rebuttal. What the mort-
gage men don't say is that there
isno reason they could not force
investors to pay par plus by
withholding mortgages. As for
Fannie Mae, a modicum of per-
suasion from a few consumer-
oriented congressmen would
quite probably prompt that
agency to back off, and fast. The
corporation has an innate horror
of poor public relations. Critics
contend that the caveat that "“in-
vestors won't pay a premium’’ is
ashibboleth being used as a self-
fulfilling prophecy by the MBA.

Some investors, in fact, were
already paying premiums as
Mattson spoke.

Wall Street houses had found
themselves without mortgages

ALLEN

WILLIAM (

HUD's Lynn
Harsh words for lenders

to back some $1 billion in mort-
gage certificates they planned to
issue through Ginny Mae. A
scramble for FHA loans had re-
sulted, and the price soared to par
as the MBA met.

A par market operated on a
bid-and-asked spread of 99 to
101, and investors were report-
edly bidding up to 101¢ on the
dollar during the meeting. Ted
Volckhausen, who publishes the
newsletter Bankers Research,
told of sales at 100%in his issue
of October 27.

New climate. There are signs
of change in pro-point thinking,
not the least of which are ap-
pearing in the mortgage men's
own bailiwick. The mortgage
mensaw discountsdeepen to the
extent of driving investors right
out of the market in 1966 and
1968-9. No self-respecting in-
vestorcares to beassociated with
discountsof 10 or 12 points; they
are too cruel to builder and buyer
and used-home seller. So the
price the mortgage bankers pay
for their prized points is some-
times the loss of all investment.
The discount becomes the
golden egg that kills the goose.

Discounts have readily lent
themselves to abuses that trig-
gered the FHA scandals of yes-
teryear (see page 10}, and they
have been a not inconsiderable
factor in driving most white-
collar borrowing out of FHA and
into the conventional mortgage
market. The mortgage men’s
cherished FHA programs have
fallen to 6% of new-house starts.

Those are all practical market
arguments being made against
the point system, but there is
now something extra: a new
awareness that common de-
cency demands a fair shake for
the borrower. The consumer
movement has convinced a
number of the most stubborn of
mortgage men that they have no
right tocharge interest on money

FHA’s LuBaRr
Was he outpointed?

that has not been lent.

Changing times. The new
spirit was much in evidence
when the mortgage leaders ad-
journed their New York meeting
to the sunny sands of San Juan.
The pointless question arose at
aspirited session there, and Wil-
liam C. Lutz, vice president of
New York Life, framed his con-
sidered observation this way:

“1 hate the god-damned dis-
count program. I have always
hated it. I just can’t stomach a
discount, and I don’t see why
anyone in mortgage banking
should fight about that. The
buyer is paying interest on
something he doesn’t get.”

A piece of cake. The mortgage
establishment could invoke the
Tetort courteous:

Bill Lutz is an investor, not a
mortgage seller, and so he can
afford to talk that way. They
could say, too, that Bill Lutz is
a maverick.

But Bill Lutz has a reputation
for knowing what he’s talking
about. And as for his being a
maverick, listen to one of the
mortgage men’'s own. He is
Richard E. Cady, president of
Coast Mortgage in Seattle. When
the MBA's executive vice pres-
ident, Oliver Jones, bent a lance
in defense of a “free’” rate with
points attached, Dick Cady re-
plied:

“You can’t have your cake and
eat it. The discount to the house
buyer is unfair.”

One man’s conflict. Walter
Williams, the new president of
the mortgage bankers, is a man
of moderation. He is a former
member of both House and Sen-
ate in Washington state, and he
givesevidenceofahighregard for
opposing points of view.

Williams is sorely concerned
with the points question, for he
is now caught between the
sharply contending forces of
morality and practicality. He de-

plores deep discounts, and he is
perfectly willing to concede that
the builder’s and buyers’ argu-
ments have considerable valid-
ity. But—there is always the
MBA’s Old Guard.

Williams still clings to the
basic concept of discounts. He
says the MBA asked Congress to
authorize discounts up to four
pointsif it went to a free rate, but
he says too that he would settle
for two.

""We need two points,” he in-
sists, ““to cope with the market.”
Here too, however, it is what
Williams does not say that may
be more important to the builder
and the home buyer. What he did
not say was that, if the mortgage
bankers got the two points, the
next credit crisis would bring
them back to Congress to ask for
four points—or six—or a free
rein. The reformers had already
spoken to the Williams theme
with the reminder that the way
to get rid of points is to get rid
of them.

Conclusion. The Williams
compromise has wide support,
but the clear evidence from both
the New York and San Juan
meetings suggests that the quiet
little rebellion is spreading.

Congress may summon the
courage to authorize a free FHA
rate with no points, or it may
take the MBA’'s compromise
proposal foralimit of two points.
Or it may do nothing.

Whatever the  approach,
though, one conclusion is now
inescapable: The point system is
under heavy attack—and it is
quite probably on the way out.

Should Congress duck the
issue, it will simply drive the
FHA into inactivity and acceler-
ate the shift into conventional
mortgaging. (One private in-
surer, Mortgage Guaranty of
Milwaukee, is already insuring
more single-family new-house
loans than the beleaguered old
FHA.)

Should Congress take the Wil-
liams plan, it will at least signal
its displeasure with discounts.

Should it eliminate points en-
tirely, it may render the home-
building industry and the home-
buying public the greatest ser-
vice of a decade.

For the drift of opinion is now
crystal clear:

The point discount system is
an idea whose time has gone.

—Epwin W. RocHoN
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Handcrafted Hardware

SCHLAGE

The world's most respected name in locks.

Versailles Haida
2%" Knob 9%'" Rose 2%" Knob 6" x 9'' Rose
Satin Bronze Blackened 616(11) Verde Antique 472(22)

Chancellor

Florence

2%" Knob

2" x 17%" Rose
Bright Brass
Blackened 610(7)

Sahara

27%' Knob

4%" x 8%" Rose
Satin Brass
Blackened 609(5)

2%" Knob

2%s'"' Rose

Bright Bronze &

Dark Brown 617(13D)

P>
[ {4

Palace

1%" x 2%'' Knob
2%" Rose

Satin Brass
Blackened 609(5)

Jasmine

2%6" Knob
2%'' Rose

Antique Copper 489(8)

346" Lever

2%" Rose

Satin Bronze
Blackened 616(11)

Cavalier
3% x 181"
Bright Brass 605(3)
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4%" Lever
2%'" Rose
Satin Nickel

Blackened 620(15A)

N ETGIGE]

35" x 18%"
Bright Brass
Blackened 610(7)
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The FHA scandals: An angry reporter tries to show the whole picture

Brian Boyer, a former editor on
the Detroit Free Press and once
an investigative reporter, has
brought the depressing stories of
the nationwide FHA scandals
together in one readable and pas-
sionate volume. The rtitle,
"“Cities Destroyed for Cash,” is
not exaggerated; the scale of
what happened is sufficiently
vast to accommodate it.

George Romney, who pre-
sided over HUD during the scan-
dals’ emergence into the light,
has spoken of 240,000 units
eventually falling into default—
and having little or no resale
value.

Congressman Wright Patman
has spoken of 250,000.

Up to $5 billion. According to
Boyer, the two men are not nec-
essarily talking about the same
houses. He believes the total will
finally be something like 390,-
000 units, with the startling
price tag of some 85 billion.

Boyer also believes the total
cost to the government—that is,
to us taxpayers—in interest,
principal and expenses, will
eventually be many times that
figure.

Another reporter who chroni-
cled the Detroit scandal believes
Boyer overstates the loss. Don
Ball of the Detroit News, one of
the country’s most widely
respected housing writers, be-
lieves the defaults may stop at
only 100,000 to 125,000.

Worst case. By far the worst
damage that has come to light

Overview

There is a part of Detroit called
the Lower East Side which visi-
tors, in awed voices, compare
with the bombed-out cities of
Europe after World War II and,
later, of Vietnam.

Halfand more of the houses on
any given block are boarded up
with plywood squares. The gut-
tershang, rain washesin through
the holes in the roofs. Ruined by
the elements and gutted by
thieves, the houses seem to be
disintegrating like the stumps of
rotted trees. Fires at night cre-
mate the remains . . .

One equivalent of this area in
New York City is known as the
South Bronx; another is Brook-
lyn; a third, Harlem.The weary
miles of abandoned houses in
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by no means the only damage; these “FHA’d” homes are among many in St. Louis.

has been to Detroit. It was there
that Boyer says he first became
aware of the national disaster.
His book tells of an auto tour of
a kind of deserted moonscape—
thousands of houses boarded up,
abandoned, gutted or bulldozed
into vacant lots. The view of
this devastation was so startling
that Boyer set out to find out
why it happened.

Research occupied Boyer's
nonworking hours for a year and
a half, as he explored a seamy
underworld of crooked builders,
blockbusters, real estate specu-
lators, slum landlords, thieves,
corrupt andfor incompetent
FHA officials and mortgage in-
terests that included some of the
most respectable institutions in
the industry. These mortgage
combines, he found, were only
too willing to finance the rest of

‘Deliberate program of ruin for profit, under

Chicago are in Woodlawn on the
South Side, and in Austin on the
West Side, next to Oak Park.
Then, likeaseries of dismal color
slides of what could be the same
blighted blocks and wrecked
hovels over and over again, the
ruin is repeated in North Phila-
delphia, St. Louis, Seattle, Los
Angeles and Lubbock, Tex.

Government owned. What
makes these vistas of urban ruin
so compelling are neat little
signs nailed on the doors. The
signs tell you that the property
is protected by the FBI and that
it belongs to the Secretary of the
U.S. Department of Housing
and Urban Development. The
slums, in other words, belong to
us.
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the crowd’s illegal activity.

Boyer estimates that this
combination perpetrated what
may be the most massive and
costly fraud in the country’s his-
tory.

Whole story. Boyer's dissec-
tion of the fraud is drawn from
various sources and retold from
several angles in his book, until
the reader has acquired a
rounded, or three-dimensional
view of what happened.

The culprits. The story is well
worth the retelling—and reread-
ing. It involves the FHA itself,
mismanaged from the top, sud-
denly injected into the central
city with an inadequate and ill-
equipped staff and instructed to
provide housing for the poor.

The cast includes the ap-
praisers and inspectors at the
bottom of the FHA hierarchy,

badly supervised and all too vul-
nerable to bribery and manipu-
lation by some of the sharpest
denizens of the central city, who
knew a good thing when they
saw it coming. It also includes
the denizens.

Builders. Dishonest builders
also did very well. Shoddy new
housing was grossly overvalued
by FHA appraisers. The FHA
programs most favored for at-
tack were those known as sec-
tion 221-d-2 (with 40-year mort-
gages and no “economic
soundness” rule), section 235
(mortgage interest subsidy for
home purchase by poor families)
and section 236 (same for multi-
family renting.

Angry man. Boyer was out-
raged by what he uncovered,
and his outrage crackles through
the polemic he has written.

At its end (after giving George
Romney a guest chapter in
which to defend himself and
HUD), Boyer proposes a long list
of radical measures to better the
nation’s housing,

He may not find many takers
for some of his ideas. But his
book, just out (Follett Publish-
ing Co., $7.95), should accom-
plish its author’s main purpose:
“to open up the door (to the FHA
scandal) so other Americans can
walk in and see what’s inside.”

For anyone inclined to walk
through, we include below and
on page 12 some samples of
what they will find.

—HAROLD SENEKER

cover of government housing law’

To make the point, one of
these signs reads:

“A theft from your govern-
ment is a theft from YOU.”

... There is a kind of macabre
humor to the idea that the ma-
jesty of the federal government
sits behind these ruins, and the
little children who play in the
grassless yards . .. seem to appre-
ciate it.

“Is you the FBI?” they jeer at
strangers. “You gonna arrest this
house?”

The adults smile, with the bit-
tersweet cool of people who have
nothing left to lose.That man
ain’t no FBL," they say, “He's a
speculator, gonna buy this house
and trick some poor mother
again.”

Asthey say inalmost every big
city in the United States, “The
neighborhoods  have  been
FHA'd.”

To be FHA'd is to be ruined.

Not widely known. Most peo-
ple have had no idea of what has
been going on in the govern-
ment’s housing programs. Espe-
cially people who are supposed
to be experts.

The director of the Ford Foun-
dation’s urban and metropolitan
program, for example, told me
the disaster was caused by ig-
norant buyers. Universities
teach that urban blight is caused
by social factors that nobody un-
derstands and only statisticians
can chart, like distant scientists

TO PAGE 12
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S puis it all together

Everything falls neatly into place when you depend on Price Pfister
PF“CE PFISTER products to see you through — from start through completion. Get

Manufacturers of Plumbing Brass going with hundreds of top quality rough brass components. Com-
Subsidiary of Norris Industries plete the picture with an abundant choice of kitchen and bath fit-
13500 Paxton Street tings — from glistening chrome, to special finishes. From fashion-
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NEWS/POLICY

Underview

‘T hate the word FHA. I hate the FHA worse than I hate a rattlesnake.’

Robert Lindsay was a self-made
professional buyer who ac-
quired property for speculators
and others in Detroit. His in-
volvement in the grand-scale
defrauding of the FHA seems to
have weighed heavily on
him-he had apparently been a
preacher once—and brought him
to Author Boyer with this story,
which appears in the book.

*“...Ibought forall the investors.
Iboughtfor Detroitteachers who
financed the property through
the teacher’s union. I bought for
FHA appraisers who then ap-
praised it for resale after they put
it in other people’s names. I
bought for welfare case-workers
who sold the house to their own
clients. And there were some
top-notch citizens loaning out
money to the top speculators. I
got $150 for every house I bought

n

Enter the FHA. “The FHA
came into the inner city in 1968
after the riot (of 1967). The FHA
was just a sitting duck, if you
know what [ mean. They were
thrown right in the middle after
the riot. They loosened the re-
quirement for FHA and would
insure houses by expressways,
airports, in front of a factory en-
trance, or in an area considered
commercial.

‘‘Before then, from 1963 to
1968, we wouldn’t get (FHA) in-
surance on the East Side. It was
all red-lined [blacklisted|]. No in-
vestor would buy in that area.
Youcouldn’teven giveaway that
property.

“But what happened, sir, was
this. When the riot happened,
the FHA thought to give them a
place in the community. So they
loosened the requirements.

“Istarted buying these proper-
ties, cash.”

Worthless appraisals. . . .
Now you’ve got to understand,
alot of these houses were bought
‘subject to.” That is, subject to a
FHA appraisal. Because without
the appraisal, these houses were
no good no matter what you
bought them for.

“Thatwas some crew the FHA
had—regular and fee appraisers.
They were ignorant. The FHA
appraisers and the fee appraisers
was the most ignorant people
that ever was. The speculator
didn’t put the price on the house.
The FHA did. Naturally, I don’t
say that some of the appraisers

wasn’t friendly (on the take). . .”

Fraudulent valuations. “‘Let
me show you some of the houses
I bought and what happened to
them.

‘... Here on Preston, well . . .
it's deserted now. The walls are
covered with tar paper. The lady
who lived here was sick. Her son
in New York came and got her.
Itsoldfor $3,500. The new owner
(a real-estate speculation com-
pany) sold it for $12,800, and . . .
never did any work on it.

“This double on McClellan is
deserted now. A man walked
into the office one day and he
wanted to sell it. It had so many
violations on it, and two tenants
not paying rent, I told the man,
‘Idon’t want it.’He said, “You are
here and can take care of it.’ |
bought the house for $2,000 (for
the same company, which then
sold it to another). They sold it
FHA for $§14,700 after a cosmetic
job.

““It was lived in for one month.

“This house on McClellan
was condemned at one time and
was stripped. It belonged to the
estate of a slumlord. It was fixed
up and sold FHA, when it needed
to be torn down.

“Finally, lookie here at this
one on Chene. T bought it for
§1,800. It’s got tar paper walls
and the walls are not straight.
The speculator tried to get FHA
onitand it was rejected as unliv-
able. Theyran it through another
mortgage company and sold it
(FHA) for $10,800 with a cos-
metic job.

“When I bought a house for
$1,800 I was buying right. Now
these houses, withouta FHA ap-
praisal on them, wasn’t worth
anything but what [ paid for

them. It was the appraisal that
made it all work.

““Say that we wouldbuy a place
for $4,000 and . . . get a commit-
ment on it for $10,000. Then
{we’d) sell the house and com-
mitment for $5,000 or $6,000.
They sold the commitments on
the street, just like you'd sell
stock.”

The mortgage men. “Now the
speculators didn’t use their own
money for this. They had interim
financing on it. All of it. But to
get the interim financing on the
property they had to pay 2% a
month, between 18% and 24%
a year.

“Because of all the money, the
mortgage companies were run-
ning PR men up and down Mack
Avenue like pool hustlers. The
big ones and the small ones.

“When the easy money came
you found all the suburban guys
come into the city. You had all
the out-of-state mortgage com-
panies come in. They came out
of New York, Ohio, Wisconsin.
They came into this city like a
swarm of bees.

“Some of the mortgage com-
panies owned the speculators.
Then they made money on both
ends of the deal. The people who
were selling, well, they didn’t
know what was happening . . .
What the speculators did was get
the FHA appraisal first, hefore I
bought the house. You'd get a
$10,000 appraisal. Then I'd buy
it for $2,500. The owners, they
couldn’t get the appraisals. They
couldn’t sell FHA themselves.
Only the speculators could. You
figure it out for yourself.”

‘Fixing’ houses. "‘Before they
started the easy FHA money, we
really had to fix a house up to sell

Deliberate program of ruin ... continued

FROM PAGE 10

marking the destruction of a star
by the radio waves being ejected.
Most investigators see prob-
lems in terms of individual
cases, but never as an overall
problem. Liberals always blame
the conservatives—the conser-
vatives blame the programs.
Deliberate conspiracy. Let me
say . .. that the disaster known
as the FHA scandal was not
caused by ignorance or unso-
phistication. Instead, it was a
deliberate program of urban ruin
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for profit, under the cover of gov-
ernment housing law and with
anendless flow of federal money.
... All you need are land tract
index books and FHA case files,
it you can pry them from the
hands of the secretive and care-
less government agency and its
often corrupt personnel. The
overall pattern in almost every
major city points to widespread
conspiracy between mortgage
andreal estate interests, with the
help (sometimes for a price) of
government officials.

it...[now] sometimes we didn’t
do anything at all—just sold
them FHA. The buyers, those
welfare mothers and poor peo-
ple, didn’t know anything about
houses.

“There wasn't any city certifi-
cation then. But the city inspec-
torswould come around, and ask
for donations—for ‘church’ or
something. They wanted cash.
They wouldn'’t take a check to
the church, you understand.”

Theft. “Now, even if you fixed
a house up it didn’t do any good.
A lotta times we got appraisals
on property and then it was van-
dalized. Theft was so prominent
that you could fix up a house
today and tonight it'd be
stripped. What caused that was
these repairmen. They'd steal
one property and put the stuff
into another property.

“There was people, that was
workers, who was vandalizing
one place, and naturally the stuff
would end up in somebody else’s
property. We'd have to have
armed guards sit in a place all
night long before we could ever
close a deal the next day. They
steal bathroom fixtures, doors,
radiators, paneling, furnaces, ev-
erything. And of course contrac-
tors would buy the stuff through
the grapevine. Oh, they robbed
us blind. Everybody was getting
something out of the FHA."”

Getting out. “Finally, I quit
because there was so much of
this stuff going on. I called the
Government Accounting Office.
I talked to the main man. I told
him the FHA oughta get out of
the business. They don’t know
the first principle about invest-
ments. They don’t know value
and they don’t have the person-
nel. I sent telegrams to the FHA
in Washington. They said they'd
look into it. But they haven't.

“Now what'’s happened to the
people in these houses? Where
did they all go? Well, 90% of the
people I bought from, they left
the city. The people that bought
the houses FHA (at inflated
prices and got foreclosed on),
they are doubling up with one
another.

“ .. As fast as | would buy,
they'd leave town.

“ .. Now the city is dead. The
neighborhood is ruined. I hate
the FHA. I hate the word FHA.
I hate the FHA worse than [ hate
a rattlesnake.”
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Ozite's “Hobnail” carpet of
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The luxury of Wood is Affordable when you Go Caradco.




mlo OR You'll never have a better opportunity to
B put some romance into your home. Because

' people associate wood with warm, pleasant
COld Wzt mel'al settings. Wood is just naturally warmer.
y o In the way it insulates. The way it feels to

the touch. The way it looks.

With the warmth of wood patio doors, rooms
take on a cozy, homey feeling. A bright,
friendly look which metal doesn’t have.
And when you couple such warmth with

trouble-free Caradco design, you can talk
pure pleasure. Even the price
is heartwarming!

You'll like the maintenance-free beauty

... it’s prefinished inside and out to blend
with any decor. Concealed adjustable rollers
assure easy to open, easy to close, no bind
operation. Tempered insulating glass,
interlocking no-draft weatherstripping and
thermal barrier sill bring quiet, no draft, all
weather-comfort to your home.

But you really must see and try this new
PF-Plus Wood Patio Door to appreciate how
much romance it can put into your homes
and apartments. Give your Caradco
Distributor a call today.

Caradco
Window and Door Division

Main Plant: Dubuque, lowa 52001
Hainesport Assembly Plant
Hainesport, New Jersey 08036
Ohio Assembly Plant

Columbus, Ohio 43204
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Northern California builders take limited-growth advocates to federal court

Petaluma, Calif., which long-
time ‘“Peanuts’’ fans will recall
as the locale of the World Arm-
Wrestling Championships, has
become the focus of another
mano-a-mano conflict.

A group consisting of building
associations, builders and a
landowner has squared off with
local forces bent on slowing the
town’s growth rate.

The issue has gotten as far as
tederal court, with the builders
pressing the fight on consti-
tutional grounds.

Restrictions. The principal
bone of contention is the city’s
residential development control
system and related policies. The
system, introduced in 1972,
holds new housing to an average
of 500 units a year through 1977.
The housing would be strictly
controlledindesign, purpose and
placement.

This is a sharp drop from the
rate of preceding years and from
projections of what the uncon-
trolled growth rate would be.

Petaluma plan. The system,
also known as the Petaluma
Plan, establishes a greenbelt
park, to be contributed by devel-
opers. It is intended as a limit to
expansion on the town’s north-
ern and eastern sides. Numerous
other restrictions and specifi-
cations, including an involved
point system for rationing new
starts among the local builders,
add complexity and bite to the
package.

The stated goals of the con-
trolled-growth program:

® Preserve small-town char-
acter and open space.

e Tie development to school
and utility capacity.

® Limitbuildingto 2,500 new
units from 1973 through 1977.

® Establish a greenbelt park.

® Encourage balanced devel-
opment of the different parts of
the city.

e Require townhouses and
clustered houses as well as
single-family houses in the tra-
ditional subdivision pattern.

® Revitalize the downtown
section.

e Encourage new multifam-
ily units.

e Seek good site and archi-
tectural design.

® Preserve agricultural and
industrial land from suburban
sprawl.

® Require 8% to 12% of the
new housing to be built as low

and moderatc-income units.

® Limit mobile-home parks.

Two views. The plan is popu-
larin Petaluma. The voters, who
have seen the city’s population
soar from 24,500 in 1970 to 31,-
000 this year, overwhelmingly
approved adoption in an election
last year.

The builders, however, argue
that the terms and purposes of
the package are unconstitu-
tional, and they are seeking to
take the dispute beyond the level
of zoning regulations.

The builder group consists of
the Construction Industry Asso-
ciation of Sonoma County; the
San Francisco, Peninsula & Red-
wood Empire Building Industry
Association; a developer and

landholder known as Petaluma
Partners; and landowner Wil-
liam Lawrence.

Kaufman & Broad fined in bribe case

Kaufman & Broad’s Chicago
operation, which has had its
troubles before [News, Sept. ‘72
et. seq.], is having them again.
The California-based building
company has just been fined
$50,000 in Chicago’s U. S. Dis-
trict Court.

The company pleaded no con-
test to an indictment charging
that from 1967 to 1973 former
officers of K&B paid $50,000 in
bribes to local officials in the
suburb of Hoffman Estates to
buy votes on zoning applications
and ordinances.

Payment. The grand jury
charged that the company fun-
neled the money through one
Bernard M. Peskin, a Chicago at-
torney and former state repre-
sentative who represented K&B.

Peskin and six former officials
of Hoffman Estates, three of
whom have pleaded guilty, were
also charged with bribery and
conspiracy. No present employ-
ees of K&B were indicted.

Reply. When the indictment
wasreturned, aspokesman at the
company’s Los Angeles head-
quarters said that K&B fully
supported efforts by James R.
Thompson, the U. S. attorney for
Chicago, tostop housing-related
corruption.

The spokesman also said that
the company supplied a consid-
erable amount of the evidence
used by the government, that
K&B was cooperating fully with
the investigation and that two
officers who approved the pay-
ments were no longer with the

company.

She added: ““The company’s
embarrassment is a small price
to pay for the benefits received”
in cleaning up corruption in the
Chicago building industry.

Two employees of a K&B sub-
sidiary were indicted along with
11 other persons and companies
in 1972 on bribery and other
charges growing out of FHA tract
building irregularities. The
company says those employees,
whoalsoarenolongerwith K&B,
received suspended sentences.

Standards institute
for builders blocked

A bill to create a National Insti-
tute of Buildings Standards
operating eventually as an inde-
pendent organization has been
killed in the House of Repre-
sentatives.

The institute was intended by
its sponsor, William S. Moor-
head (D., Pa.) as a testing center
for building methods and tech-
nology. It was also meant to rec-
ommend non-binding building
code policies to untangle the na-
tion’s mass of complex and con-
flicting codes. Code confusion, it
is widely felt, hinders tech-
nological advances in house and
apartment building and in much
of the commercial construction
sector.

The vote was 258 to 102, kill-
ing the measure for this session.
Moorhead’s office still hopes to
win enactment next year.

The group has filed an action
against the Petaluma plan in San
Francisco District Court.

Here’s how the two sides saw
the considerations that brought
them to court.

Builders” argument. The
builders complain, in their suit,
that the Petaluma Plan, by re-
stricting starts, harms land-
holders and others who planned
to build in Petaluma.

Worse, they say, the allocation
system denies applicants “due
process” and operates in a
“quixotic and inconsistent’’
manner that thereby denies the
“equal protection” guaranteed
by the Constitution. Lawrence,
inparticular, complains he holds
land on which no residential de-
velopment will be allowed for at
least five years, but which is as-
sessed and taxed as subdivision
property.

They also say that the growth-
limitation movement attempts
to stem the onrush of expanding
metropolitan San Francisco, and
interferes with the right of peo-
ple to migrate and settle ireely—
directly, by limiting the ability
to settle in Petaluma, and indi-
rectly, by establishing a prece-
dent for other communities.

Supporters’ view. The town
government sees matters dif-
ferently.

Robert Anderson, an attorney
representing Petaluma, says
“the plan does not violate the
Constitution and is a reasonable
exercise of the city’s power with
respect to zoning.”

Anderson sees the situation as
comparable to the case of Golden
vs. the town of Ramapo, N.Y,,
which ended in victory for the
widely known Ramapo growth-
limitation plan. In that land-
mark case, the Supreme Court
ruled in November 1972 that no
federal question was involved,
and it denied a hearing to oppo-
nents of that plan.

Anderson argues that Peta-
luma’s policy is visibly less
stringent than the Ramapo plan.
He explains:

“Petaluma has tried to accom-
modate the opposing forces—the
developers and land owners, who
want to use their land, and the
conservationists and environ-
mentalists, some of whom don't
want to do anything.”

—JENNESS KEENE
McGraw-Hill World News,
San Francisco
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Simpson Redwood.
It's in greater supply than ever before.

Simpson Timber Company is now producing the greatest product from each tree. There is greater resource conservation,
quantity of redwood building products in our history. At the same and more available lumber.
time, the amount we harvest is consistent with the growing If you can't always find Simpson Redwood, it may be due to
capacity of our maturing reserves. temporary high demand conditions recently affecting many
Redwood is the fastest growing of all commercial conifers. building products. Please be patient; redwood is, and will continue
And with natural reseeding, plus Simpson's long established to be, available today and for the future.
reforestation program, our redwood lands are now stocked with For more details about the redwood story, write to Simpson
more trees than they had as virgin forests. Timber Company, 2000 Washington Building, Seattle, Washingtor
Another contribution to increased availability is our highly 98101. Or call 206-682-2828.

efficient manufacturing technigues which yield more usable wood



“The Grant Corporation sold a house
every 2 days for 10 months with a
General Electric microwave oven in every kitchen”

Bayne A. Sparks, V.P.

“140 Westridge Homes in Anaheim Hills, Cali-
fornia, were sold from May, 1972 to February, 1973.
Each one is in the mid to upper price bracket and
each one features a kitchen with a built-in General
Electric Microwave Oven!'

“We chose GE appliances not only because of
their performance features, but because of the mer-
chandising assistance, public relations, and the serv-
ice policy GE puts behind them!’

Customers are particularly impressed by the
unique benefits of the microwave oven. It can cook
a meat loaf in 18 minutes, cook a hamburger in 2
minutes, bake a cake in 8 minutes. An appliance

Ma

rketing, Grant Corporation.

with truly outstanding appeal !

So when they find the top-quality GE Micro-
wave Oven in the kitchen, theyre likely to figure
the rest of the house is top-quality, too.

And, remember, this oven, as well as all other
GE appliances, is backed by General
Electric Customer Care...Service Every-
where?Which means that wherever your
project is in the U.S.A., therelll be a qualified GE
serviceman nearby.

For further information, call your GE Contract
Sales Representative at a nearby General Electric
Major Appliance Distributor.

GENERAL @B ELECTRIC
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With Kwikset, there’s no gamble.

Kwikset has been America’s largest selling residential
lockset for more than a decade. Kwikset stays No. 1
because our products are carefully engineered and
manufactured from the finest materials available. Their
reliability and performance have been proved over the
years. Kwikset is the leading merchandiser, too. For
example, we've just re-designed all our “400" Line
packaging for even greater customer appeal and sales
impact. Stick with Kwikset. You can't lose.
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kwikset Dk locksets

= America’s Largest Selling Residential Locksets

=) Kwikset Sales and Service Company, Anaheim, California

=t A Subsidiary of Emhart Corporation

In Canada—International Hardware Company of Canada, Ltd,, Bellville, Ontaric
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It'’s election time: Apartment men
and builders choose new leaders

The National Apartment Asso-
ciation (NAA) elects Joseph F.
Sansonas president for 1973-74.
He heads the Joseph F. Sanson
Investment Co. of Las Vegas,
Nev., which has built 10,000
single-family homesandowns or
controls 13,000 apartment units
around the country.

Sanson, an innovator in real
estateinvestments, has interests
running the gamut from low and
moderate-income government
housing to luxury apartments.
He’s developing condos to sell
for less than $10,000.

Other newly elected officials
of the association, which repre-
sents 30,000 multi-unit owners,
operators and developers, are
Larry Mizel of Denver, first vice

NARE’S SauL
Adding to a long list of posts

president; Charles Cosse of
Seattle, secretary; Rolfe Duggar
of St. Petersburg, Fla., treasurer;
and Donald Clark of Houston,
vice president.

Builders. The Long Island
Builders Institute (LIBI) elects
lvan H. Wohlworth of Massape-
qua, whose corporate offices are
in Hicksville, as its 19th pres-
ident. He’s a veteran builder of
single-family and multifamily
unitsand housingfor the elderly.
He succeeds Mario A. Bummara
of Huntington.

The institute is also installing
five other new officers and a
dozen directors.

Producers. The new president
of the Producers’ Council, an as-
sociation of building products

BABST PHOTOG.

ABA’s O'BRIEN
A builders’banker

L.B. Nelson heeds voices of experience

Nothing like an infusion of old
blood to maintain the pace of a
fast-growing company such as
L.B. Nelson Corp., the apart-
ment and single-family builder
with headquarters in Menlo
Park, Calif.

Not that the blood is all that
old, but Herbert Hindin, 54, and
Jack Ford, 56, are a distinct
departure from this outfit’s es-
tablished pattern of hire ‘em
young (Les Nelson himself is an
oldtimer around his office at 47).

Hindin comes on as senior ex-
ecutive vice president, a new
post and part of a reorganization
of executives’ responsibilities.
He will oversee all operations as
No. 2 man, a position he held for
eight of his 14 years at Leisure
Technology Inc. before coming
to Nelson.

Ford’s spot, vice president of
production, is also new. His re-
sponsibilities will be nation-
wide, keeping tabs on Nelson

subsidiaries in Virginia, Florida,
Tennessee, Texas, California,
and Oregon. His background in-
cludes assignments as vice pres-
ident at Boise Cascade, Hallcraft
Homes in Phoenix, and Del E.
Webb Corp. He was also pres-
ident of Del E. Webb Interna-
tional for a time.

Underlining the shift to matu-
rity is the departure of two of
Nelson’s Young Guard: Michael
Humphreys, who was executive
vice president for the western
divisions, and Joseph Seiger,
former secretary and general
counsel. The two left to form
their own company, although
Humphreys was originally being
groomed for Hindin's spot.

A spokesman remarked that
the company had “hired execu-
tives young, to stand the gaff of
seven-day weeks, but we found
a certain lack of maturity. If the
new approach works out, it
might be the start of a trend.”

NAA’s SANSON
Aninnovator steps in

manufacturers, is James V. Rice,
who administers the credit
department of the Pease Co.,
Hamilton, Ohio. Riceis also vice
president and director of
Thomas & Hill Inc., of Charles-
ton, W. Va,, a mortgage banking
firm.

Lenders. The National Asso-
ciation of Real Estate Invest-
ment Trusts taps B. Francis Saul
Il as president. He’s chairman of
the B.F. Saul Real Estate Invest-
ment Trust in Chevy Chase,
Md.; president of the advisory
company to the trust; president
and director of Chevy Chase
S&L; a director of the American
Security Corp., the First Fund of
Virginia, the DANAC Real Es-
tate Investment Corp., and Gar-

Probucers’ RicE
Financial expert takes over

finckel, Brooks Brothers and
Miller & Rhoads Inc. In his spare
time he is a trustee of the Federal
City Council and the Corcoran
Gallery of Art and president of
the D.C. Society for Crippled
Children and a director of the
Suburban Hospital.

Bankers. The American Bank-
ers Association [ABA) names
PaulJ. O’Brienas chairmanof its
housing and real estate finance
division and Eugene L. Thomas
as chairman of the division’s
construction lending commit-
tee.

O’Brien is senior vice pres-
ident of Security Pacific Na-
tional in Los Angeles, Thomas
senior vice president of the Ari-
zona Bank of Phoenix.

Jim Price leaving National Homes Corp.

One of the housing industry’s
leading figures is stepping down
after a third of a century.

James R. Price, 62, retires
from the chairmanship of Na-
tional Homes Corp., the com-
pany he co-founded in 1940 with
his brother George E. Price and
developed into the largest pro-
ducer of factory-built houses in
the U.S. A successor to the
chairmanship has not been an-
nounced. Jim has also vacated
the chief executive spot [NEws,
Nov.] in favor of Frank Flynn,
long-time head of the company's
mortgaging subsidiary.

Into the red. Jim’s retirement
comesat an inauspicious time in
the company’s affairs, hard on
the heels of nine months of
heavy losses.

The largest splash of red ink
came in the third quarter as Na-
tional closed some money-los-
ing operations, most notably its
modular home manufacturing
business. The overall loss for the
September quarter, restated to
$5.64 million to account for the
shutdowns, broke down this
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NATIONAL'S Jim PrICE
Ave atque vale
way: net loss from continuing
operations, $1.45 million; net
loss from discontinued long-

term, fixed-price contracts;
$1.10 million; net loss from
modular home operations, $3.09
million.

Warning note. These figures
bring the net loss for the first
nine months to $9.98 million, or
$1.43 per share. That contrasts
sharply with the profit of $5.16
million or $0.74 per share in the
first nine months of 1972,

And Flynn, in discussing the
cutbacks, warns of further losses
in the fourth quarter.
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The truth 1s out about soil-hiding nylon
commercial carpet fiber.

Enkalure Il is as good as the best.

It's been tested and proven by the inde-
pendent testing laboratory, Nationwide
Consumer lesting Institute. They placed
carpets made of the leading nylon fibers
in one of the most heavily traffic'd airports
in the country.

And when the results came in,
Enkalure II's soil-hiding ability proved to
be every bit as good as the best-known
soil-hiding nylon.

The reason is that, unlike conventional
nylon fibers, Enkalure II bulked contin-
uous filament nylon has no deep grooves
to trap and hold dirt. Also, its special mul-
tilobal construction causes light actually
tobounce off the fiber in every direction. So

CIRCLE 21 ON READER SERVICE CARD

the colorlooks clean, even when the carpet
is dirty.

Then there’s another test. Each proto-
type carpet is tested by Nationwide to
make certain it meets our specifications.
That's why we can guarantee that
Enkalure II carpet will wear no more than
an average of 10% for 5 years when certi-
fied by Nationwide and the mill, and when
properly installed and maintained-or well
replace 1t.

If you have the kind of floor that takes
a lot of traffic, you should specify
Enkalure II.

For specific carpet information and a
|4-page report of the test results, contact
American Enka (Dept.HH ), ENKALURE IL

530 5th Avenue, N.Y,,N.Y. NONYLON HIDES

10036. (212) 661-6600. Sﬂtlm

TEST PROVES: NO NYLON
FIBER HIDES SOILBETTER
THAN ENKALURE .
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The Alumiframe® system is building a
reputation for economy . . . in motel
construction, for example.

First American Innkeepers, Inc., li-

in business to provide guality lodging
service within a family's or business-
man's budget. Early occupancy of its
new motels and high occupancy rates
are essential to providing the cash flow
necessaty to support this rapidly
growing chain.

Aluminum framing increased cash flow
far First American, as Herman Clark,
director of construction and engineer-
ing, explains: “The Alumiframe system
helped cut construction time on this
122-room motel by nearly three weeks.
“"What that meant to our cash flow is

censee of Days Inns of America, Inc., is

obvious. Just multiply the number of
rooms by an average room rate of $10

a night, then by 20-nights. Cutting con-
struction time also reduced interest
payments on our construction loans.”
First American’'s success at achieving
early occupancy of this motel in Manches-
ter, Tenn., is attributed largely to the bene-
fits of using the Alumiframe system.
Unlike some building materials, the price
of the Alumiframe system is guaranteed
by Alcoa to remain the same for a full
calendar year. This enabled the general
contractor to project costs more accu-
rately, purchase more economically.

For the work crews, the Alumiframe

Bob Hummer, Days Inns of America, Inc.
Herman Clark, First American Innkeepers, Inc
Larry Joyner, Brand Development Co

By decreasing construction time
system increased cash flow for

system was lightweight and easy to
handle. Compared with wood framing,

the system required fewer parts and
pieces allowing fast assembly.

I
o
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Architect: James Dower, A.l.A. General Contractor: Brand Development Co.

the Alcoa Alumiframe building
First American Innkeepers, Inc.

Well suited to industrialized techniques, rooms. An additional 83 motels with
Alumiframe wall panels were shop built 11,600 rooms are under construction.

i ™ ™ A " ™ — — —-—

Smia s

by Atlanta Aluminum Co., Atlanta, Ga., Though you may not top First

and were easily shipped, tilted up and American's success with the Alumi-
fastened on site. No special tools or frame system, you can realize signifi-
techniques. Jobsite experience showed  cant time saving on similar projects
that work crews put up more feet of with good construction management
Alumiframe panels per day than had and a willingness by contractors and
been done with wood framing on crews to learn something new and
comparable projects. apply it effectively.

“We proved to our satisfaction that the See this Days Inn at Manchester, Tenn.
Alumiframe system increased cash Or call Ken Lally, national sales
flow,” reports Mr. Clark. “It saved con- manager, (412) 553-2853; or write to
struction time, which we turned into Alcoa Building Industries Division,
operating revenues.” 1092-M Alcoa Building, Pittsburgh,

Days Inns of America, Inc., the nation's Pa. 15219.

fastest growing budget-luxury motel
chain, operates 100 motels in the South- a Al ' DA
east and Southwest with over 13,000
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Meeting us at the
NAHB Show could be
the most important
thing you do in 1974.

1974 NAHB Convention & Educational Exposition Booth #1022

Because everything
we make is available.

Your job is building. But you can’t
build unless you can get materials.

Our job is making your job easier.
We deliver what we promise because
everything we make is available.

Yet cost and performance are just
as important to you as availability.
And we make your job easier there
too. Simplex products bring tomor-
row’s technology to you today. Each
product is designed to help cut
labor and material costs. Each is
engineered to do a better job at
your site.

Thermo-ply Structural Sheating —
no corner bracing — code approved
— insulative — easy to work with.

Simplex-panyl Decorative Paneling
— vinyl, foil or printed surfaces —
choice of substrates — moldings to
match — flame resistant.

Thermo-cel Cellular Building Board
— cuts noise transmission — insula-
tive — minimizes moisture accumu-
lation — installs quickly.

Barricade Utility Barrier — 1,001
uses — impervious to moisture —
resistant to impact — insulative.

So, meet us at the NAHB Show, January 20-24 . . . Booth 1022.
We've got the answer to your availability problem:s.

Simplex

INDUSTRIES, INC.

Wixom, Michigan

(313) 265-5174
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No matter how uncertain
things are in the housing industry
this year, there's one thing that is
certain

Some people are going to
make money and vou might as well be one of them

Together we can make it happen.

Through a simple thing called good business
planning. The kind that took Triangle Pacific from
being just another cabinet company to being the
industry leader in just 3 years.

1f vou re a builder. we can offer you the kind of
dependability you need now more than ever Because.
for one thing. we're big enough to deliver when we say
we will. And to honor our commitment. so you can
honor yours

Also. were the only cabinet company with
nationwide manufacturing facilities. Which means
we can usually offer you not just more dependable
deliveries. but deliveries that cost less too

If voure a distributor. we'll share business
practices with you that can decrease your costs and

HOW WE CAN HELP YOU MAKE
MONEY EVEN IF THERE’S NOT MUCH
AROUND TO BE MADE.

increase vour sales.

Our Risk Elimination
Program. for example. can help
you go after jobs that otherwise
might be too big for you to
finance. This program. made possible by our size.
can open up brand new areas of profit for you

Even more important. is the Triangle Pacific
sales force. the largest and most professional sales
force in the business and one whose goal is not just to
sell you. but to help you sell

['hevll help you increase profits by showing
you ways to decrease inventory costs. And help
you increase your sales by giving you
merchandising aids to help vour customers increase
theirs.

Add to all this the fact that our wide variety of
kitchen and bathroom cabinets may well be the easiest
in the industry to sell. and youll see why we think
there's reason to be optimistic.

And why this vear, more than ever. being big
makes us better to do business with gaelﬂ‘“l_;_g

q&]ﬂé

riangle Pacific

Cabinet Comp.

9 Park Place, Great Neck, New York 11021, (516) 482-2600

Come be O K. with us in Houston at booth 2358

EADER SERVICE CARD
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builders who found steel makes

In Wake-Pratt's Royal Coachman
Apartments, Troy, Michigan, (be-
low), 28-foot Super-C Joists are used
with 3" plywood decking, adhe-
sives and self-drilling scre ws. These
long lengths are much ea.ier |0 han-
dle than wood, and come with pre-
punched holes for wiring.

it

Intheir Indian V.
project in Kent
Irving Botnick a
using Super-C
lengths, and sav er unit.




. This booklet
better joists. has the facts.

¥-C i jon_ ’ i

In the middle of a 545- su i
unit apartment complex
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 - B
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.

TRADEMARK

United States Steel

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

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

Name. DR RN E Sy T XL U L T
Titlad el cogbvmla ile | Co Uty O il o lb s SAEENE,
Company Name_ =

VT L e S i i

City-— s . - i
Batse .o
Typeof unitsplanned i

Number of unitsplanned —

N S S —— --------J
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“Whenitcame to choosing

a dishwasher

and disposer for our condominium conversion,
there was just one choice--KitchenAid."

“The secret of successful conversion is upgrading.
You're competing with brand new condominium
projects. So you’d better pile on the saleable
features. And lots of them.”

Those words of advice come from S. J. Rapier,
dJr., Property Manager for Paul Semonin Company,
the first in the state of Kentucky to undertake a
condominium conversion. Since then, Rolling
Fields, in northeast Louisville, has shown a lot of
others the right way to do a conversion.

A big part of your selling job is done in the
kitchen. When people see quality appliances there,
they figure they’re seeing just a small part of the
quality that’s built into the rest of the home,”
says Rapier.

- n -
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“We feel that KitchenAid has been a tre-
mendous selling tool here at Rolling Fields. Not
one buyer has ever requested a change from
KitchenAid to a different brand of dishwasher or
disposer. But then, why would they? After all, the
name KitchenAid says quality to an awful lot
of people.”

KitchenAid can be one of your best salesmen,
too. Check our catalog in Sweet’s Light Construc-
tion File. Or call your KitchenAid distributor about
his builder plan. KitchenAid Division, Dept.

3DS-12, The Hobart KitchenAid

Manufacturing Co., p;
. * Dishwashers * Trash Compactors
Troy, Ohio 45374. Disposers * Hot-water Dis;l))e?nsers

L

*
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The simpler we make it to use wood windows, the better
everybody likes it. We simplify the set-up problem by
having all our windows assembled in the factory. We simplify

@
I n‘ hantlng the delivery and inventory problems by producing and

° shipping almost every order within 10 days, including most
special and odd-size units. We simplify finishing by offering
WlndOWS every window we make completely pre-finished, partly pre-
° l. f finished, primed, or treated only. Write for our detailed
(but very simple) 36-page catalog. Marvin Windows, Warroad,

Slm l y a Minn. 56763. Phone: 218-386-1430.

' A,
lot of things ARVIN

INDOWS
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NEWS/PEOPLE

Housing industry executive changes: A handful of new presidents—

Emanuel M. Brotman takes over
as president and chief executive
officer of J.I. Kislak Mortgage
Corp., the mortgage-banking di-
vision of The Kislak Organi-
zation, the financial, real estate
and insurance congeneric with
headquarters in Miami. He con-
tinues to hold several other im-
portant posts in the Kislak com-
panies and also serves on the ad-
visory committee of FNMA.
Manny’s predecessor, Hugh C.
Ross, resigns to pursue private
interests.

Chairman Jack Hoffman
takes office as president of Hoff-
man Rosner Corp., the big Chi-
cago house builder, replacing
Robert Rosner, who held the job
on a temporary basis since
March.

Harold Gootrad founds and
heads European Homes B.V.,,
which will build abroad. It is
48.75% owned by Gulf & West-
ern Industries through the con-
glomerate’s homebuilding and
development subsidiary, the
Richards Group of Great Neck,
N.Y.Gootrad had been president

dTVH
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NLISA’s CARRINGTON
Brought from FHLBB

of the French subsidiary of Kauf-
man & Broad Inc.

Marvin R. Meit moves up to
president from executive vice
president of Shelter Resources
Corp., a mobile-home manufac-
turer based in Cleveland. He re-
places Carl D. Glickman, who re-
mains chairman and chief exec.

—And a clutch
of vice presidents—
Henry A. Carrington, formerly

secretary to the Federal Home
Loan Bank Board, becomes exec-

KisLAk’Ss BROTMAN
To a president’s chair

utive vice president and manag-
ingofficerof the National League
of Insured Savings Associations.

Henry C. Jones jumps over to
vice president for the south
Florida region of The Gale Orga-
nization Inc. from group vice
president for First Realty Invest-
ment Corp. of Miami Beach.

Frank C. Carr is elected a vice
president and James R. Hedges
and Thomas E. Dunavant assis-
tant vice presidents at MGIC In-
vestment Corp. in Milwaukee.
All three move from posts with-
in the MGIC complex.

The first Wisconsin Mortgage
Trust adds Richard H. Holscher
and Louis B. Giese as exccutive
veeps, Thomas P. Joswick and
John J. Poehimann as vice pres-
idents.

—And some other
comers emerging

Two men who are already vice
presidentsat Valley Forge Corp.,
a diversified housing company,
also assume directorships. They
are William J. McLaughlin, exec-
utive  v.p.-construction and
manufacturing, and Barry C.
Burkholder, v.p.-finance and ad-
ministration.

MGIC promotes James W.
Reichert to manager of the com-
pany’s national builder-realtor
programs. Reichertjoined MGIC
in 1971.

William L. Earl takes over as
secretary of Deltona Corp., suc-
ceeding L. Grant Peeples, chief
corporate counsel. Peeples re-
tains his post as vice president-
legal affairs.

LTI EVERVERAAARAA
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‘Benchmar:

Feskekekokokkok sk koksk sk skok

Beautiful cost cutters
that give you a sharp sales edge.

Fast installing—in minutes! Cut labor costs with time-saving engineered
features, like snap-apart tracks, quick final adjusting.

Full 114" thick. 100% more rigid, outperforms all other doors. Top quality

at every price level.

Exclusive deep-molded beauty. Authentic look of wood panel details, shaped
in steel under tremendous pressure. Traditional, louvered and flush models.

Show and sell. Nylon-quiet action of these handsome bi-folds adds the finish-

ing touch to your sales message.

Benchmark Insulated Steel Doors—
Deep-Embossed Beauty on Both Sides
Exclusive deep-molding process pro-
duces sculptured-steel elegance,
coming and going. Prefinished and
prehung, Benchmark Doors are
complete and engineered for fast
installing.

All the advantages of trouble-free
steel. Special insulating “'sandwich"
has twice the heat-blocking value of
wood door/storm door combina-
tions. Choice of six deep-embossed
designs (four with lights) plus
flush door.

Write for money-saving details, or call Benchmark Sales Office (703) 373-8877,

GENERAL

Benchmark Steel Doors
PRODUCTS Bi-Folds and Entrance Systems
COMPANY,INC. Air-Jet Venting Systems

P.O. Box 887, Fredericksburg, Virginia 22401
Good People, Good Products, Going Places
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“No doubt in my mind.
MGIC-insured loans have

The Mayer Corporation, Forked River, N.J., is one of
the fastest-growing builders in the state. Begun in 1958,
the firm is now a subsidiary of Development Corpora-
tion of America, Hollywood, Fla. Mayer Corporation
vice president and treasurer Bob Kling highlights his

in February, 1972, we were one of
the first in the state to use MGIC

significant factors in our growth

has been 90% and 95% loans in-
Name

helped us grow.

company's growth: [T
“Up to 1971 we used conventional %ne HH 12
financing without insurance. Then ’

Please send me your new brochure on high-ratio
conventional mortgage financing.

29

1973 we're projecting 1000 starts and volume near $22
million. Our homes are $24,000 to $50,000, and we
started our first condo project this summer. The area
is growing rapidly, and we're growing with it.
“MGIC has been very helpful, in encouraging New
| Jersey savings and loan associa-
tions to handle loans that exceed
80% of the loan to value ratio. Most
of our eustomers ecouldn’t get loans
without MGIC insurance. And we

Want the same kind of help?
Talk to your MGIC representative.

sured by MGIC.
“Last year we had about 750
starts and $16 million volume. For | Address_

Organization —

| City. State; Bip——
L

|
|
I
|
| |
[ |
insurance on a large scale. There's | | appreciate the extra protection
no question that one of the most : E this insurance provides”
| |
| |
\ |
\ |
| |
|
|
1

Or call Jim Reichert toll-free, at
800-558-9900; in Wisconsin the toll-
free number is 800-242-9275.

Mortgage Guaranty Insurance Corporation, MGIC Plaza, Milwaukee, W| 53201
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Hotpoint Hustle:
Its appliances that make a lady?

life easier. Yours, too.
- .

2 v

Models with Soak "'n Scrub
put dishes through an extended
cycle for more thorough washing.

And ColorPack—2 reversible front
/L
v Y s

panels—lets a prospect co-
ordinate the appliance with any
decor in many different ways.

The Hotpoint Trash Com-
pactor is another way we help you
offer kitchens that save work. It
ends daily trips to the trash cans
and also comes with ColorPack.
Our sound-shielded disposers offer
still more convenience.

We make a full line of appli-
ances—all with features that can
make a woman's life an easier one.
They're backed by the largest
company-owned and trained ser-
vice organization of any manu-

The convenience features Most Hotpoint refrigerators facturer in the business.
we build into Hotpoint appli- are No-Frost, too, eliminat- And because you can get
ances help you offer the kind ing a job no woman likes. them all from one source, you save
of kitchens women are look- And features like deluxe yourself time and trouble.
ing for. And when a lady sees appearance and the Exterior Call your Hotpoint repre-
what she wants, the job of selling Ice Service on most of our side-by- sentative and let him tell you more.
or renting can be an easier sides (anybody can get cubes He has lots of ways to help
one for you. without opening the freezer door) make your life easier.

Refrigerators, ovens, ranges, are still more ways we help you

dishwashers, air conditioners, sell or rent.

e
hoods, disposers, compactors, Hotpoint dishwashers do HOtpOlnt.
washers and dryers. We make dishes without making a big noise .
them in every size and style your about it. Most feature Whisper- Th dlff
plans can call for. Clean™ operation. That means e. erence

Take Hotpoint self-clean they have extra sound-deadening h l
ovens. insulation. 13 ust eo

They all use pyrolytic clean-
ing: the only system that cleans
every part of the oven interior
automatically. You'll find it in
Hotpoint hi-lows, drop-ins, slide-
ins, wall ovens, and 30 and 40 inch
free-standing ranges.

Hotpoint refrigerators come
in capacities for just about every
family size.

Our top mounts offer pros-
pects plenty of storage space—
especially in the freezer section.

i i
j I '
A QUALITY PRODUCT OF GENERAL ELECTRIC COMPANY
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westherto MOrandex
aristocrat/ 7120 Krick Road, Cleveland, Ohio 44146 Phone 216-232-5500.

BUILDING MATERIALS

Please send me information on the following, plus the location of the warehouse nearest me:

NAME

COMPANY

ADDRESS

CITY STATE

PHONE ZIP

This coupon
may be your most valuable

building tool.

What you see here is only a sample of the broad carefully and skillfully, and assures you of quality
range of home remodeling and building products which always shows . . . in looks and performance.
Norandex offers you. And you can get them from Norandex operates 90 warehouses conveniently
one single source! That means less shopping located throughout the nation, so there’s one near
around, less paper work, less worry about delivery. you. Our own trucks make fast delivery right to your

You never have to worry about quality, either. job site. A call from you puts your order on the road
Norandex starts with fine materials, fabricates them right away.

¥

HERE’S THE COMPLETE LINE THAT WRAPS ) UP THE JOB WITH ONE ORDER!
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INEWS/MARKETING

WAGGAMAN/WARD

The density of this San Diego
condominium project is 8.5
units per acre—near townhouse
density, and appreciably higher
than more conventional single-
family projects nearby. Yet the
developer reports that at 12 sales
a month, he often is outselling
conventional units in the same
price range ($24,900 to $33,950)
by a considerable margin.
Behind this sales record, says

tower.

Claude Waymire, marketing
manager for the A.]. Hall Corp,,
areanumberof highly successful
features:

Anuncrowded feeling. Groups
of four, six or eight patio units
are clustered around each motor
court. Entries and windows open
outward toward green belts,
while cars are hidden from view
within the central parking area
at the rear. Result: an open feel-

Cluster of detached houses like the six-unit group at left enclose
car courts. Courts are entered from perimeter streets and cul-de-
sacs shown in the plan above of the project’s first phase. Parking
ratio is 3:1. Photo below shows rec building and adjacent clock

Patio clusters: how to pack in the houses—and pull in the buyers

ing that belies the high density.
“You have a warm, friendly
feeling in and around the clus-
ters, and individual units were
made to feel more spacious by
the use of extensive floor-to-
ceiling glass areas, and by strong
visual emphasis on private pa-
tios,”” says Howard Spector of
Daniel N. Salerno, AIA, and As-
sociates. The Salerno firm de-
TO PAGE 40

36 H&H peceMBER 1973




| AT
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S THE
VANDAL
PROOF
LOCK!

The new Weiser D4000 Series Deadlock is bad news
for vandals. In recent laboratory tests, it outlasted six
competitive locks in a supervised malicious attack.
After over 4 minutes, the Weiser lock was still rigid on
the door. All others had failed.

The construction of the D4000 Deadlock is the rea-
son for this superiority. Two %4 " heat-treated steel bolts
pass through a steel plate on the inside and thread

directly into the outer cylinder housing. Add a 1” dead
bolt with a free-turning steel roller, and you have the
D4000 Deadlock, the best security lock money can buy.

The above cutaway shows one of the heat-treated “!s ER@ Ln c Ks
steel bolts that provide the vandal-proof protection
in this high security lock. DIVISION OF NORRIS INDUSTRIES

WEISER COMPANY +« SOUTH GATE, CALIF.
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Briggs brings you an everyday answer to the growing
pressure for cutting costs, saving water, reducing waste.

The idea of a closet using less water has been around. And now

Briggs has found the way to make it work . . . simply . . . most efficiently.
The secret of the new Briggs Conserver two-piece water closet is in its

“palanced'’ design . . . the balance of less water and positive flushing action.
The volume of water needed has been reduced, yes . . . actually 30% less

than most ordinary two-piece closets. Yet because of the way

Briggs has designed the Conserver, there's no loss in operating efficiency.
The Conserver saves. And it works! Already it's an important factor where

saving water is not only desirable, but required. It's ideal for

institutions, motels and hotels; and for high density apariment areas

where less waste is important. You'll install it in single family homes,

too . . . especially in areas of high water and sewage rates. Everybody likes

the everyday savings (water and money) the Briggs Conserver offers.

Choose from two syphon jet models, elongated front or a round front design.

Both are available in all Briggs decorator colors, and black or white.
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What a
beautiful
idea!

Briggs

5200 WEST KENNEDY BOULEVARD,
P. O. BOX 22622, TAMPA, FLORIDA 33622
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NEWS/MARKETING

FROM PAGE 36

signed the project, incorporating
a cluster concept on which an-
other architect, Robert Van Roe-
kel, has applied for a copyright.

A park-like environment. The
natural flat and barren terrain
was reconstructed with nu-
merous hills and mounds, and
thousands of trees and bushes
were planted to create a lush set-
ting. Pedestrian paths lead into
parks and open areas. Along the
main streets are tall evergreens
and cupanias. And eucalyptus
and fig trees surround the cul-
de-sacs and line inner pathways. .1 oot s : "

Says Waymire: “We went to 38 &; g e ok BT | pee
great expense and effort to land- Ty 1543 /
scape the site. It gives us a big - B VT
marketing edge over develop-
ments where the buyer land-
scapes his own property after
he’s bought it.”

Broad market. The mix of
buyers runs the gamut from
young marrieds without chil-
dren to middle aged couples with
teenage children and retirees.

“Evidently, the ease of condo
living, the single-family feeling,
and the privacy of the patio con-
cept all have attractions for
many market segments,” says
Waymire.

“Of course, our largest model
with its four bedrooms has been
attracting large families. But
some of the three bedroom units
have been bought by retirees be-
cause they want extra space for
guests.”’

To date, 193 out of 198 com-
pleted units have been sold since
the project opened in May, 1972,
When built out, the 64-acre proj-
ect will include 538 units in 89
clusters.

=< P
L

-~

Open spaces between clusters are heavily
landscaped. High fences and trellises en-
close private patios.

i WA
val ..

Glass walls and sliding doors open houses
to private patios. At left is the stairway
and kitchen/family room of the project’s
only two-story unit. Below is the living
room of a typical two-bedroom, two-bath
unit

40 H&H prcemser 1973




Available for the first time, N.C.F.R.
Homasote, '%42” thick, 4’ or 8’ widths, 8 or
12’ lengths, is a structurally strong, weather
resistant panel ideal for interior or exterior
applications. As with all Homasote products,

= N.C.F.R. Homasote is noise deadening,
nt uclng rot and fungi protected, easy to cut and

shape, won't crack or splinter, and provides

constantinsulation against air and moisture
penetration.
N.C.F.R. Homasote is a tackable interior
wall board or weather resistant exterior
sheathing and/or siding. It is available
® prime coated on one side with white acrylic
latex paint, without changing its Fire
Hazard Classification. It is perfect as a
tackable substrate for other fire-rated wall
coverings such as vinyl or burlap.
. . . - « Fire Hazard Classification: Flame Spread, 10;
_ Fuel Contribution, 5; Smoke Development, 0

" sTested in accordance with ASTME 84 and UL-723.
« Federal Specification $5-5-118A- Class “25”
L 's Laboratories, Inc. Report No. R5268

More than 64 yeal
technology for build,
and ecology.

3-227
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Hydraulic Lift-Lower Mechanism
Module raises and lowers in and out of
counter. Closes flush with counter top.

Latch Release
Knob

Retracts two
latches located
inside attachment
well to unlock and
release attach-
ments.

3-Position Mixer Arm

1) Locks in horizontal
position for mixing.

2) Raises even higher
and locks in place to
drip-clean beater.

3) Folds out of the way
when not in use.

Beater Release
Latch

Releases beater
1 from power

| socket.

\ ;

Professional Two-Way Mixing Action
Bowl and beater are powered by separate
drives. Bowl rotates one way, beater the
other way for smoother, more complete
beating and mixing.

Listed by Underwriters' Laboratories fﬁl:\;

42 H&H pecemeer 1973

Automatic Timer
Sets the Foodmatic
for automatic use,
Also can be set for
manual use.

Beater Clutch and Arm Release
Button stops beater while bowl
continues to rotate. Also
releases arm to adjust to

one of three positions.

Solid-State Speed Control .
Provides infinite choice 8 MRS s
of speeds. Solid-state”
—.————gircUitry assures no-stall
power.

Speed Selector Guide
Imprinted on mixing
arm.

e

14 HP Motor
Extra power to operate
more than a dozen attachments.
Will not stall at any speGdf.__‘_"

’—_'_"——’—“-—-‘M

/" New Ronson Built-in Foodmatic




New Ronson

Built-in Foodmatic

..the one appliance that does the work of dozens,
does it better and in less space. It mixes, blends, slices,

shreds, grinds meat, grates, sharpens knives, grinds coffee,

juices oranges, crushes ice... it even cooks!

The following attachments are available for the Ronson Foodmatic

el « D> -

% Deluxe Juicer \ ™
Two Beaters, Two Comes with two

Bowls, Turntable and interchangeable s

Dough Hook ceramic reamers... Knife and Scissors Salad Slicer-Shredder Meat Grinder Wide-Base Blender
Turntable and heat- small for lemons and Sharpener Comes with three Three grinding discs Takes whole fruits
resistant glass bowls limes...large for Hones knives and types of discs. store in handy and vegetables.
interlock to keep oranges and grape- i scissors to original compartment. Even crushes ice. ‘
bowls firmly in place. fruits. sharpness in seconds. |

| - i

o P
: ; 7 { 7
Two Custom- Ice Crusher Coffee Mill
Molded Trays Dial settings for ice Grinds beans for drip,
Contoured to hold from chunks to percolator or vacuum
all attachments. shavings. coffee makers.

Stirring Cooker

Stirs automatically
as it cooks at dial-set
temperatures from
100 to 400 degrees.

W&

Mount Organizer
Holds beaters,
turntable, blender
key on cabinet door.

Recipe Booklet

Over 100 pages of
recipes and illustra-
tions for hundreds of
drinks and dishes.

Portable On-Counter Model ==
Uses same attachments [
and has same operating | |

features as Built-in | |
Foodmatic. Storage | |
trays can be mounted | 1%
in kitchen cabinet. | &

)

Console Model
Free-standing cabinet with
casters. Only 18/ wide,
Power module hydraulically
lowers flush with “‘butcher-
block'' counter top. Uses
same attachments and has
same operating features as
Built-in model.

Ronson Corporation

One Ronson Road

Name

Built-in Major Appliance Department

Woodbridge, New Jersey 07095
Please send me additional information on the Ronson Foodmatic.

Street

City.

State

Zip

ONSON

DIFFERENT BY DESIGN AND BETTER BECAUSE OF IT

CIRCLE 43 ON READER SERVICE CARD

H&H pecemBER 1973

43




THE ENVIRONMENTAL SCENE

“A homes association can
apply environmental clout—but
only if it’s set up properly
in a project’s planning stage”

As more states require environmental im-
pact statements, residential developers
should think about using community ser-
vice associations (frequently referred to as
homeowner associations) to bolster the de-
veloper’s commitment to on-going environ-
mental management.

This can be done if the developer provides
authority for such management in legal doc-
uments which establish the association.
These documents must be structured flexi-
bly so they can be modified later when new
information becomes available or new needs
develop.

To illustrate, the Declaration of Cove-
nants and Restrictions would properly es-
tablish an environmental service committee
and set down its general powers. If given no
independent rule-making authority, such a
committee could suggest rules to be adopted
by the Board of Directors as policy resolu-
tions. These are simply decisions of the
Board adopted in the form of resolutions
establishing standard procedures and rules
foradministration and operation of the asso-
ciation. When such policy resolutions affect
the land, they should be recorded in the land
records of the locality as well as in the asso-
ciation’s Book of Resolutions.

The committee also could 1) review and
comment on actions recommended to the
Board by other committees which might
have an adverse environmental impact; 2|
draft and recommend for adoption by the
Board standards and guidelines for the use
and improvement of common areas; and 3)
encourage and/or establish programs for vol-
unteer activities which would provide en-
joyment toresidents andimprove the quality
of the environment. Such a committee
could, for example, monitor the water qual-
ity of streams or lakes within the develop-
ment, investigate pollution sources and rec-
ommend corrective action.

Expanded committee action. Community
service associations generally are pro-
grammed to act through committees which
advise the Board in such areas as communi-
cations, maintenance, finances, archi-
tectural controls, recreation and safety. But
these committees can do much more than
simply coordinate activities under their ju-
risdiction. They can act as grass roots ve-
hicles to encourage sound environmental
management by the residents, both as indi-

viduals and as members of the various com-
mittees. For example:

® A maintenance committee can do more
than see that streets are paved and trees
pruned. It also can develop guidelines on
pesticide and fertilizer use.

® An architectural control committee
can do more than prohibit construction
that might interfere with community es-
thetics. It also can prevent activities which
might interfere with drainage patterns or
disturb natural vegetation.

® A communications committee can do
more than report on activities that have
taken place. It can, through the community
newsletter, stimulate interest in recycling,
wildlife inventories and tree planting.

® A recreation committee can do more
than plan sports events. It also can program
environmental workshops and nature walks.

Making it work. The degree to which as-
sociations will be successful in their envi-
ronmental management tasks depends on a
combination of factors: community size, fi-
nancial viability, institutional strength,
legal opportunities and limitations, etc.
These factors are important both alone and
in the aggregate.

Arecycling program will work best if there
are interested residents, if encouragement is
offered through the appropriate committee
and if financial support to cover start-up
costs is made available. Such financial sup-
port could come from the maintenance
committee’s regular budget or, as an alterna-
tive, from a foundation set up to receive a
portion of monthly assessments for dis-
bursement to resident groups proposing a
new community service. The establishment
of such a foundation would need to be set
down in the legal document.

A lake-oriented community may have ad-
equate financing and willing volunteers but
be unable to protect the lake because legal
documents don’t spell out the authority, or
because there’s a lack of management guid-
ance. For example, if the Board does not have
the power to establish rules and regulations
relating to private property (in addition to
common property) there may not be any
feasible way to control resident use of fertil-
izers that contribute to lake eutrophication.

Realistic assessments. A community also
may find it difficult to maintain environ-
mental quality if the cost gets out of hand.
Ifthe developerintentionally sets maximum
assessments at a low rate to attract buyers,
he may run into resentment later when
ownersdiscover that special assessments are

WILLIAM H. MacKENZIE, COMMUNITY MANAGEMENT CORP., RESTON, VA.
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needed to maintain or improve the environ-
ment. For example, assessments in a lake-
oriented community must anticipate dredg-
ing and/or chemical treatment costs and
build them into budget reserves.

A community’s character and the expense
of its administrative sources and activities
also will determine how well it can provide
environmental management services, The
number of units will not be the sole determi-
nant because the best ideas may be ignored
or unworkable unless they are realistically
based on the ability of residents to inter-
react. A 20-unit project of residents with a
sense of commitment to high environmental
goalsanda willingness topay for them would
beabletodoso; adiverse community lacking
cohesiveness and environmental commit-
ment would not. If the latter considered in-
stallation of a swimming pool more impor-
tant than expenditure of available funds to
maintain a lake’s water quality, the associa-
tion would not be able to properly manage
a lake environment.

National opportunity. There are over 15,-
000 community service associations in the
United States and an estimated 4,000 more
being created each year. It is time for devel-
opers to recognize that these associations
can provide a valuable service to their re-
spective communities as on-going environ-
mental management agents.

Collectively, associations could also ex-
change information and advice on environ-
mental management and other areas of mu-
tual concern. This potential for cooperation
already has been recognized by individuals
in the District of Columbia who are trying
to set up a non-profit, tax-exempt Commu-
nity Associations Institute. This institute
would distribute to builders, managers, of-
ficers and other association participants the
most advanced and effective guidance for
creating, building, financing, operating and
maintaining common facilities and services.

The proposed institute and all persons in-
volved in developing and operating new
communities will, it is hoped, more clearly
recognize that community service associa-
tions can both contribute to sound environ-
mental management and provide strong evi-
dence of commitment by developers to pro-
tection of the natural environment.




Tuscany™ bathroom

T

Murray quarry tile kitchen

Write and we'll flood you with ceramic tile ideas. On how
to stop a buyer in his tracks with American Olean's new
designs. Shapes. Textures. And the new colored problem-
free grouts.

With natural materials such a terrific trend, why stop your
trade-ups at the bathroom? Steer your buyers into a spec-
tacular ceramic tile foyer. Dining room. Living room. Kitchen

Ceramic ile.

Or how

buyers walk
rlz |
% ade-p.

Primitive® hall

Mudroom. Hall. Show how distinctive ceramic tile can be.
And be sure to say it's American Olean. Qur full color
ads have been pre-selling your buyers. So they'll know it's
a quality product when you mention
our name.
American Olean Tile Company
1903CannonAve., Lansdale, Pa. 19446

merican
lean

A Dwvision of Natendl Gypsum Company

Anywhere, everywhere -ceramic file. Ifs the natural thing fouse:
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|THE TAX SCENE

“The Treasury’s barking up
the wrong tree if it thinks proposed

tax reforms won't affect
the ordinary real estate developer”

Earlier this year the Treasury Department
introduced its Proposals for Tax Change.
Their avowed purpose is to close tax loop-
holes, save the federal government tax dol-
lars and create a more equitable tax system.
One proposal—Limitation on Artificial Ac-
counting Losses (LAL)—would limit real es-
tate tax shelters whereby wealthy investors
can benefit from substantial accounting
losses from a project’s early years.

The Treasury claims that LAL will not
affect the ordinary real estate investor, but
rather the outsider who buys in search of tax
“losses.” I disagree: Enactment of LAL will
just as certainly have a profound impact on
theordinary developer who depends on these
losses for his profits.

Aspreviously discussed in House &« HOME
[“The Apartment Scene’, July], the rental
segment of the industry will be particularly
hard-hit. The following example shows why.

Assume a typical conventionally financed
rental project of 100 units with a replace-
ment cost of approximately $2 million and
averagemonthlyrentsof $300 perunit. Based
on standard accounting principles, a projec-
tion of tax losses under both existing and
proposed regulations is:

Existing Proposed
Year regulations regulations
0 ($112,090)* $ 0
1 [ 86,728) { 29375)
2 [ 75,194) [ 27,246)
3 [ 64,597 ( 24,943)
4 [ 54,757) [ 22,458)
5 { 45,510) { 18,113)
6 [ 36,718) [ 13,703
7 { 29,480} | 10,565)
8 ( 22,243) ( 6,772)
9 { 14,973) | 2.226]
10 ( 20,837 [ 10,677)
11 [ 7,967 { 265)
12 {1230 0
13 5,755 0
14 13,032 0
15 20,640 0
16 28,620 0
17 37,018 0
18 45,884 0
19 55,268 0
20 61,018 0
*Parentheses denote tax loss.

The reason for the tremendous differences
is that under proposed regulations losses
generated by all construction deductions and
accelerated depreciation in excess of straight
linearedeferred until taxable income occurs.
It is not until year 12 that deferred losses
can be applied to offset taxable income.

The net effect of such deferralsis reflected
in the syndication value of these losses
which is one measure of profitability to the

developer. Under present regulations, as-
suming standard syndication terms and a
15% discounted rate of return, investors
should be willing to contribute $253,000 for
the project’s equity. Under the proposed reg-
ulations, investors would contribute only
$146,000, a reduction of over 40%. After the
developer takes into account cash require-
ments, syndication costs, overhead, etc.
(conservatively estimated at $120,000in this
example), his net profit is only $26,000 as
compared with $133,000 at present.

Here are three possible industry responses
should the proposals become law.

Syndication. More complicated devices
will be created to take advantage of the de-
ferred losses that accumulate. Under the
proposed regulations for residential real es-
tate, such deferred losses from agiven project
need not be applied against future taxable
income from that same project, but can be
transferred to any related taxable income.
Hence, asyndication could be devised which
pooled a heavy loss rental project with a
heavy cash rental project. Or, a heavy loss
rental project could be combined with a
for-sale project, effectively sheltering sales
profits by the losses generated.

Such arrangements would be largely
counter-productive to the stated purpose of
the proposed regulations. And, the inherent
complications of pooling will tend to limit
this option to sophisticated developers and
investors who can support the technical,
legal and accounting counsel required. In
particular, more of the tax incentive value
will be lost to the middlemen who structure
such deals, reducing the net profit for the
developer. So in practice the proposed tax
changes may promote more abuses than the
present system.

Higher rents. The reduced tax incentives
of the proposed regulations will have to be
compensated for by increased costs to the
consumer, i.e., rents will be raised to main-
tain an adequate return on investment. This
would wipe out one of the original purposes
of real estate tax incentives—to hold rents
down by substituting tax benefits for cash
flow to balance the return on investment.

Any upward pressure on rents will price
more households out of the market. So the
new regulations would have a significant
negative impact on rental housing produc-
tion if they are not accompanied by new
federal assistance programs.

More condos. Condominium develop-
ment (or conversion) can be expected to ac-
celerate since individual owners are unaf-

ROBERT H. KUEHN JR., PARTNER, HOUSING ECONOMICS, CAMBRIDGE, MASS.

fected by the proposed regulations. While
ownership versus tenancy is not a negative
condition per se, to some degree a strong
market depends on a balance between them.

Equally interesting is what occurs in the
area of taxes paid into the Treasury. Here's
what happens when our example building’s
100 units are sold as condos for 100 times
rent and mortgaged for 80% of the sales
price.

Based on an 8%%, 25-year loan, the
averageannualinterestcostoverthefirst five
years would be about $2,000 per unit; as-
suming an effective real estate tax rate of 3%
of the sales price, annual taxes would be $900
per unit. So, the 100 condo owners would be
entitled to an average of $290,000 annually
over the first five years in personal federal
tax deductions. This compares to a $65,000
average deduction overthe same period if the
project remained a rental under existing
regulations. Even assuming a lower bracket
tor individual owners than the typical 50%
investor bracket, the disparity still is great.

Another point: When he sells his project,
the investor’s tax on his gain is related to the
amount of earlier losses claimed. But there
is no similar recapture or later tax to an
individual owner—thefavored beneficiary of
the tax system—who can take far greater
deductions from his taxable income. Thus,
to the extent that the new proposals result
in a shift from rental to ownership projects,
the biggest loophole will be expanded.

Changes needed. There is no question that
the existing tax regulations related to real
estate contain certain problems and inequi-
ties. Indeed, the current system should be
changed, if for no other reason than because
it is an unnecessarily complicated and inef-
ficient way to provide needed incentives for
housing production.

That said, it also must be realized that the
profit incentive has to come from some-
where else if not through the tax system.
Housing development is not strictly an eco-
nomic activity, but depends in part on exter-
nal forms of assistance—especially if we're
to reach the national goal of a decent home
for everyone. The Treasury Department’s
action to circumscribe effective tax subsi-
dies for production cannot be unilateral, but
must be balanced by compensating direct
subsidies through HUD or by other means.

Putting it another way, tax reform and
housing production may be an either-or sit-
uation: Either developers and investors are
afforded adequate incentives or new rental
housing simply will not be built.
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Jerry J. Avison shows off the double Nord Imperial
doors used in the Knightsbridge Condominium
Apartments near Detroit.

An inside story on Nord entry doors.

Builder Jerry J. Avison is one of the three co-
partners of the Lone Pine Apartments Com-
pany. His 68-unit Knightsbridge Condominium
Apartments spread out over 16 lush acres in
West Bloomfield Township. And to add to the
luxury look of each interior, Jerry decided to
use Nord carved entry doors inside.

Reasons: Price, Quality, Craftsmanship.

Explains Jerry, “Because the doors are lo-
cated on the library, just off the living room,
a quality, distinguished-looking door was
needed. It had to be decorative and give a
massive impression, as well as provide a warm
reception for company.” Nord's Imperial filled
the bill. And Jerry found its quality craftsman-
ship helped sell these $59,900 condominiums.

The Nord Philosophy.

As an independent builder, Jerry's free to be
an innovator. And the same holds true of Nord.
The Nord family’'s philosophy combines

47 ON READER SERVICE CARD
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natural wood and old-world craftsmanship
with today’s advanced technology. Which
means builders like Jerry Avison can have Nord
doors of distinction at “commodity” prices.

For full-color literature on Nord doors, just
write “doors’” on your letterhead and mail it

- =N N\
The skilled hands of one of Nord's artisans put the finishing
touches on a carved eniry door.
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Just the
right touch

For the feather-touch control it's
Valley's deck model with the exclusive
“hydroseal”, leak-proof internal design.
Many years of protection are yours with
the mirror-like “tri-plate” chrome finish.

For the touch of added elegance, in
the bathroom, Valley features the
Starburst series. The Starburst design is
the complete new shape in acrylic
handles—a shape that sets both the
water flow and temperature with just the
right touch.

VALLEY FAUCET

EASTMAN CENTRAL D
a dvision of

UNITED STATES BRASS CORPORATION

B8UBSIDIARY OF HYDROMETALS, INC. X/
@[ 801 TENTH BTREET, PLAND, TEXAS 78074
& o3
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At U.S. Plywood, when we prestain

' textured siding, we're very, very careful.

Every step of our staining process is controlled,

L checked and double-checked, to assure a top-quality
S job from start to uniform finish.
e Sure, being this finicky about prestaining takes a lot of
B W our time —but it really saves yours. What you get at the site
is what goes up, with no costly hours wasted in

on-the-job staining.

This year we're offering 26 different solid color stains on

our textured plywood sidings. And we have the largest

selection of exterior cladding of all types.

If you're as particular about your end of the business as we are about
ours, call your local U.S. Plywood Branch Office for more information.

CLADOING BY

E.
U.S. Plywood

A Division of Champion International
777 Third Avenue, New York, N.Y. 10017
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a timesaving
guide

to the 1974
NAHB exhibits

Builders attending the
big sprawling NAHB
convention in Houston
next January will face a
bewildering array of
products, new and old,
spread out over a huge
exhibit area. Products '74
has been created by
House & Home and its
advertisers to organize
your shopping tour of this
impressive display.
Copies will be available
free at Houston.

see the best, newest, most exciting
This pocket sized guide to the ex-
hibits is a collection of building
products, materials, tools and equip-
ment . . . in each case especially
selected by the exhibitors them-
selves as being the best, the newest,
the most exciting they will be offer-
ing in 1974. Each product will be
handsomely illustrated in full color,
described in detail and identified by
company and booth number.

save time and steps

The order of presentation in Prod-
ucts '74 will be by booth sequence
enabling you to mave quickly and

Ail.
I‘II

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

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

can't make the show?

If you can't make the show this year
you can use Products '74 to see for
yourself just what the participating
exhibitors are displaying as their

best, their newest, their most excit-
ing. Every copy of Products '74, in-
cluding those distributed in Houston,
will have two reader service cards
so that you and your associates
can request catalog information by
mail.

reserve your copy now

If you can’t make the show, you can
reserve a copy now by sending two
dollars along with your name and
address to Products '74, House &
Home, 1221 Avenue of the Americas,
New York, New York 10020. Your
copy will be mailed immediately on
publication in January.

Be sure to attend the NAHB Convention in Houston: January 20-24, 1974
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Watch for House & Home'’s \\\
quarterly postcard service ;
free to all subscribers—
coming your way soon
with useful product ideas

House & Home’s quarterly postcard service — free to
all subscribers — is designed to widen your choice of
available products and provide fast action through
direct personal contact with suppliers.

This month, and every three months after, House &
Home will deliver a packet of product postcards post-
paid and already addressed to forty or fifty manufac-
turers offering information on products, materials and
equipment suitable foryour currentand future projects.

You'll find these postcards a quick, convenient way
to get information from manufacturers who frequently
test the market with brand-new product ideas you may
well want to consider — and pass along to key people
concerned with your planning, design, construction
and marketing problems.

It’s dealer’s choice! So watch the mails for the full
deck of product postcards — coming your way from
House & Home, soon !
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LOOK OUT FOR
NUMBER ONE.

You've got to look out for number one— yourself —to make
it in any business. Air condition your homes with Carrier, and
you've got the number one air conditioning maker looking out for
you. For instance —

We've committed our vast factory production lines to turn
out builder specials with Carrier quality. And at prices you can't
afford to pass up.

What's more, you get an installing dealer who's committed
to come up with the system that's right for whatever you're building.
Tract house. Custom home. Condo or apartments. And from a
complete line of equipment that avoids mismatched systems.

He has the brand that's noted for its quality among home
buyers and tenants. And he'll even see that your customers are
comfortable with their Carrier air conditioning long after the sale.

He knows, also, he's got to meet your building schedules.
In fact, he can reserve units for you so you won't get held up with
delayed shipments.

But let him give you more reasons why it's better to look
out for yourself with number one looking out for you. Carrier
Air Conditioning Company.

\Carrlory

NO. 1 AIR CONDITIONING MAKER
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1. Mod 24

Six cost cutters



6. 3/8 roof sheathing

3. APA Single Wall

around the house
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Plywood.
The cost cutter.

T

By Glenn Halme, Manager,

Residential Construction Markets, American Plywood Association

Plywood over lumber framing
spaced on a 24-inch module
(Mod 24) saves about $200 a
house, according to a time and
methods study by the NAHB
Research Foundation. Less lum-
ber is needed because all fram-
ing for floors and walls as well
as roofs is spaced 24 inches on
center. Less labor is required
because there are fewer pieces
to order, inventory, handle and
install, And, in many cases, you
can stick with the same thick-
ness of plywood now used at
16 inches on center.

24" 0.C. ROOF 75

i

24" 0.C. WALL

24" 0.C. FLOOR

APA® Glued Floor system com-
bines subflooring and underlay-
ment into a single-layer, squeak-
free floor. The plywood is glued
to wood joists. Many contrac-
tors are using 1/3 fewer joists.
And some are getting stiff
enough floors with plywood

60 H&H DeEcemBer 1973

glued to 2x8 joists instead of
2x10s.

COMBINED SUBFLOOR
AND UNDERLAYMENT

SITE-APPLIED GLUE
{BOTH JOISTS AND T&G JOINT)

. APA® Single Wall Construction

eliminates the entire sheathing
process with a single layer of
rack-resistant plywood siding
nailed right on the studs. And
cuts costs 30-40% compared to
double-wall construction.

. The 2:4.1 Single Floor is still

one of the fastest, simplest floor
systems ever invented. One layer
of extra thick 1¥4-inch plywood
over 4-inch girders at 48 inches
on center or 2-inch joists at 32
inches on center. Makes a
smooth, solid surface for resil-
ient floorings, carpeting and
other nonstructural finish floor-
ing. Nice basement ceiling, too.

Plywood corner bracing cuts
in-place costs compared to 1x4
let-in corner bracing commonly
used with some of the other
sheathing materials.
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About roof sheathing. All major
model codes will okay 3/8-inch
plywood sheathing at 24 inches
on center as long as the identi-
fication index reads 24/0. Build-
ers using 1/2-inch sheathing
with an identification index of
32/16 are overbuilding.

Any questions? Ask me.

Glenn Halme
American Plywood Association
Department H-123
Tacoma, Washington 98401
O No questions, Glenn. Just send
me the facts.
® Mod 24 Building Guide
® Plywood Sheathing for Walls
and Roofs
® Plywood for Floors
® Plywood Sidings
e APA 2:4.1 Plywood
® APA Glued Floor Systems
O Please have a field man call.
Name
Firm
Address
City
State Zip

x AMERICAN PLYWODD ASBEBIATI&

See a great new cost cutter at our
NAHB Exhibit (#2320) January 20-24,



Editorial

House & Home December 1973

First test for impact zoning

—or the thinking town’s alternative to no-growth

Seventeen months ago HOUSE & HOME, in a
report on the land-use crisis, introduced the
concept of impact zoning to the housing in-
dustry.

Here, we said, was a workable way to avoid
those destructive collisions between developers
on the one hand and communities and environ-
mentalists on the other. Simply put, impact
zoning replaces arbitrary density restrictions
with aprocess formeasuring aproposed project’s
effects on a community. It answers questions
like these: Are the developer's marketing goals
in tune with the town’s reasonable growth? Can
the project’s need for essential services be met
by the town? Will the project generate enough
tax revenue to pay for those services? And will
the project work with, not against, its environ-
ment!?

Seventeen months ago, however, impact zon-
ing was still an untried idea: No town had put
it to a public vote. Now the public has had its
say—in Duxbury, Mass., a Boston commuter
town beset by the sort of growth problems af-
flicting hundreds of other communities.

H&H Associate Editor Natalie Gerardi tells
why and how Duxbury adopted a new bylaw
based on impact zoning in this issue [see next
page). Her story—'The town that said no’ to
no-growth”—is heartening for a number of rea-
sons:

Partly because it shows that citizens of all
stripes can face reality and then compromise
their differences for the common good. Even the
people who worked the hardest to develop the
new bylaw and to get it passed would have
preferred no-growth, reports Ms. Gerardi. But
they knew growth was inevitable and the best
they could do was to direct it on Duxbury's
terms.

Partly because, in a time of cynicism and
disillusionment with the democratic process, it

shows that grass-roots democracy still works:
The bylaw was finally passed after 11 hours of
debate at a typical New England town meeting.

And partly because it offers developers, hard-
pressed by building moratoriums, at least agrain
of hope.

For impact-zoning purists—and there are al-
ready some among professional planners—the
Duxbury bylaw leaves quite a bit to be desired.
It limits the number of bedrooms per unit in
multi-family projects. It is too specific about the
housing mix in planned unit developments. It
isnot specific enough about Duxbury’sfairshare
of Boston-area housing. And it imposes impact
zoning on top of the town's existing zoning—an
awkward arrangement that lets developers use
the land in the same old way if they don't feel
like negotiating with the town.

None of those shortcomings stem from loose
thinking by the planners. All of them are con-
cessions topublicsentiment—resultsof the very
compromise thatgot the bylaw passedin the first
place. Furthermore, they are notlocked into the
bylaw because, as the town planner notes, im-
pact zoning is a changing process rather than a
rigid set of rules. What Duxbury has now—and
what other towns need—is a flexible framework
of performance standards subject to negotiation
as new problems arise.

“It's a tremendous plus to have some guide-
lines to work with,” says the land planner for
one Duxbury developer. A lot of ourhomework
has been done for us.”” Says another: “Everyone
will be tracking through in the same way and
will know exactly where he is and what he has
to do.”

It is tempting to suggest that Duxbury’s im-
pact-zoning bylaw is a model for other towns.
That, it isn’t. But the process of developing and
adopting it is.

—JOHN F. GOLDSMITH
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Historic moment: Town Clerk Maurice Shirley posts Duxbury’s new zoning bylaw in Osborn’s General Store.

netfownNthat sal
no
o No-gowth

When the opening of a new expressway drew historic Duxbury,
Mass., into Boston’s commuting orbit, the 345-year-old town was

suddenly confronted with two typical suburban problems: growing

tax rates and shrinking open space.

But Duxbury, which already had one-acre zoning, rejected the
usual no-growth panaceas and decided instead to take a closer look
atits land and its goals. The upshot was a new zoning bylaw—the
first in the nation to be based on impact zoning [H&H, Aug. '72]—in
which the town set up the machinery to sit down and negotiate
with developers.

Far from no-growth, Duxbury’s new bylaw actually encourages
higherdensities—provided that the developer sets aside open space
and provided he can prove that the taxes from his project will offset
its cost to the town in schools and services. Here’s how it came
about . . .

PHOTO: STEVEN HANSEN



It all began in March 1971, when two-acre
zoning failed to obtain the necessary vote at
the town meeting.

Some concerned citizens got together to
discuss ways to tackle the town’s problems,
most of which stemmed from one simple
fact: Duxbury was just too attractive.

This Pilgrim town 31 miles south of Bos-
ton on the Massachusetts coast had long
been a popular summer resort, but otherwise
it had remained relatively undiscovered. The
people who lived there liked it that way.

Their houses, many dating back to the
17th century, were screened from the roads
by tall maples and pines. Some enjoyed
sweeping vistas of Duxbury Bay or of salt
marshes or cranberry bogs. Few were in sight
of their neighbors.

A providential sand spitprovided Duxbury
residents with nearly seven miles of beach.
Their children’s schools were clustered on
a 120-acre campus that would put many
colleges to shame.

As recently as 1960 fewer than 5,000 peo-
ple lived on Duxbury’s 15,000 acres. Today’s
population estimates range fron 9,100 (the
figure used by the planning board) to 12,000,
yet parts are still so secluded that quail
calmly parade along the blacktop.

The concerned citizens who met after that
1971 town meeting knew that theirrural way
of life was in danger unless they did some-
thing to control Duxbury’s growth.

Seven years earlier Route 3, a fast new
expressway, had pushed south and it was
threatening to turn Duxbury into a suburb
of Boston. New families were pouringin and
new houses were springing up to accommo-
date them: Seventy-three building permits
were issued in 1967, 143 in 1968, and 250
in 1972. Pretty soon one out of every three
residents of Duxbury was a school-age child
and the tax rate was soaring.

“As we sat around talking,' attorney
Donald Connors recalls, “we realized that
large-lot zoning is merely one tool in a com-
munity’s possible range of tools and that
whatwe really ought to do was to take a good
look at Duxbury, see how it has grown, in-
ventory its resources and then try to articu-
late some goal as to where we might want
Duxbury to go. Then we might find the com-
bination of tools that could help us reach
those goals.”

That was the beginning of the land-use
committee.

“The land-use study went through
the hands and minds of many different
types of people . . . That's what made it
what it is” —Edmund Dondero,

planning board member
A good cross-section of Duxbury was repre-
sented on the land-use committee: a select-
man, members of all the town committees
(including the finance, capital budget, school
building, recreation, water committees and
the planning board] plus representatives
from the major community groups such as
the League of Women Voters, the Rural and
Historical Society, the Conservation Com-

mission and the Friends of Conservation.

The committee chairman was Francis
Park, a member of the planning board and
former director of research and planning for
the attorney general of Rhode Island, whose
involvement with Duxbury had led him to
return to school for adegree in planning from
MIT.

As most members of the land-use com-
mittee had constituencies to report to, a
sizable segment of the community—and
virtually its entire leadership—was kept in-
formed of the group'’s activities.

The first priority was to get some profes-
sional advice, so the committee spent ten
months interviewing 25 town planners. It
decided that the Philadelphia firm of Rahen-
kamp Sachs Wells & Associates had the best
approach for Duxbury. So one year after two-
acre zoning was defeated, a different ap-
proach to zoning came before the town
meeting. This time the town was asked to
appropriate $85,000 for the Rahenkamp firm
to prepare a series of inventories and evalua-
tions, a master land-use plan, a zoning map
and a model for a comprehensive ordinance.

Needless to say there was plenty of debate
over spending such a large sum at a time
when everyone was feeling the pinch of ris-
ing property taxes. Francis Barton, a journal-
ist, had prepared a booklet, entitled “Dux-
bury and the Negotiated Landscape,” ex-
plaining the Rahenkamp proposal. In it he
reminded the skeptics:

“Plans for our newest school cost $130,-
000. Beyond this is the building of the school
and the expenses of staffing and running it.
If Rahenkamp Sachs & Wells save us the
building of one school, we will be repaid
many times over.”

His argument finally prevailed, the town
voted the money and work began.

“It’s an expensive town; no question

about that” _ponald Walker, Realtor
For years one man was responsible for the
exclusive character of Duxbury: real estate
broker Percy Walker. (His sons Donald and
Charles are still carrying on his business
today.)

““He was the kind of fellow who wouldn't
rent or sell you a house unless you belonged
in Duxbury,” recalls Atherton Loring, who
headed the planning board for many years.

Walker was responsible for establishing
the water district and the planning board. He
also tried to institute zoning as far back as
1926 but was voted down unanimously.

Zoning finally came to Duxbury in 1944
when a reluctant majority decreed that the
minimum lot size for a single-family house
should be 20,000 sq. ft. with 100 ft. of front-
age. In 1952 this was increased to 30,000 sq.
ft. with 150 ft. of frontage, and in 1954 to
40,000 sq. ft. with 200 ft. of frontage.

In recent years, with land costing any-
where from $8,000 to $20,000 an acre, the
only houses that were built in Duxbury were
four- and five-bedroom houses that could be
sold for at least $50,000. And naturally these
houses appealed to families with children.

Between 1966 and 1973 Duxbury’s school
population rose from 1,655 to 2,985. Assess-
mentson homes were pushed up tothe 100%
mark, so in effect taxes were rising at a rate
of 15% a year.

The high taxes were particularly hard on
older people. For example, the following let-
ter from a soon-to-be ex-resident appeared in
the local newspaper, The Duxbury Clipper:

“A growing number of people in the 60-
plus age bracket (and I am one of these] who
will soon be living on retirement incomes
can no longer afford to live in communities
like Duxbury. Soaring taxes are forcing us
to do what we never intended to do, for when
we built in Duxbury twelve years ago we
intended to spend our retirement years
here.”

The Conservation Commission had an
answer to the problem: Slow growth by buy-
ing land for open space.

“It is cheaper to borrow money and con-
serve land than to allow it to be developed,”
the Commission wrote. Backing up this
statement were projected costs and revenues
to the town from one block of 69 houses built
between 1967 and 1968, showing that the
1969 deficit of $7,725 could grow to $84,677
by 1974.

So Duxbury set about acquiring its own
land. Over the last three years it has spent
nearly $1.5 million to set aside 1,200 acres.

Conservation was not a new issue to Dux-
bury. As far back as 1960 the town had
adopted a bylaw saying that no one could
buildin a wetland ormarsh without a special
permit from the board of appeals. The com-
munity’s right to protect its wetlands was
later upheld in a series of court cases. But
the courts made it clear the board of appeals
had to base its decisions on scientific evi-
dence that the welfare and safety of the com-
munity were at stake. If the intention was
merely to keep the town open and unspoiled,
the courts said, that would constitute de-
privinga person of all practical use of his land
without compensation and would thus be
illegal.

As a result of these court decisions, the
Conservation Commission decided to map
Duxbury’s wetlands. This mammoth effort
soon became a community project, and the
interest it stimulated helped launch the
land-use committee.

The effect of the high taxes on Duxbury’s
olderpopulation might have been less drastic
if there had been some apartments for them
to move to. But Duxbury has only two apart-
ment buildings: An old mansion on its main
street has been converted into six units
populated almost entirely by widows, and a
32-unit garden apartment was builton Route
53 on the site—and with the zoning
variance—of a former motel.

Proposals to build apartments came before
the town meeting on several occasions, but
Duxbury residents turned them down. They
cited the example of the neighboring town
of Marshfield, where apartment buildings
sprawled all over the landscape once the
zoning was changed.

Duxbury residents also turned down pro-
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DUXBURY CONTINUED

posalsforcluster zoningwhich resulted from
an updating in 1968 of their comprehensive
plan. They did, however, establish a housing
authority to build housing for the elderly
under a state subsidy program; nothing has
been built yet.

“An enlightened developer can do an
excellent job if he takes full advantage
of all the information we can supply
him.” —Jeremiah Browne,

planning board chief
Partner Roger Wells headed the Duxbury
project for the Rahenkamp firm. He traveled
to Duxbury regularly, consulted with the
land-use committee and with local officials.
Then, with material gathered from local,
state and federal sources and at times spe-
ciallycommissioned, he mapped and fed into
the computer information on the town’s
natural and man-made systems.

These maps, in full color and all drawn to
the same scale, have been mounted in Dux-
bury’s planning board office for anyone to
consult. Nine chart the town’s natural sys-
tems, including its physiography and cli-
mate, wetlands, slopes, vegetation and other
cover, hydrologic soil groups, subsurface ge-
ology and hydrology, on-site sewage restric-
tions and a visual analysis. Two others—the
public water system and the existing land-
use and historic sites maps—show the
town’s man-made systems. Finally, a com-
posite of the conditions described by the
various maps appears on a comprehensive
restraint map and an improved zoning map.

Wells also evaluated Duxbury in relation
to the pressures generated by housing de-
mand in the Boston metropolitan area. The
town’s share of housing demand was calcu-
lated, taking into account six factors that
affect the amount of housing any town can
reasonably absorb: natural capacity of the
land, present population density, highway
access, employment concentration, housing
stock and revenue effort. These calculations
showed a projected demand of 9,282 units
between 1970 and 1990, or an average of 462
units a year.

Thenext step was todraw up a master plan
statement, in effect a policy statement on
Duxbury’s future development.

The master plan statement recommended
that Duxbury continue as a predominantly
residential community, both because this
was the desire of the town’s residents and
because the town offers no particular advan-
tages for commerce or industry.

It recommended that Duxbury’s low-den-
sity single-family zoning be continued but
thatavariety ofhousing types be encouraged.
Its chief recommendations were that houses
be clustered to create common open space
and to save money on the installation and
maintenance of utility lines and roadways,
and that planned developments, including
both single- and multi-family units, be per-
mitted.

Wellsdesignated three areas that would be
suitable for such planned development: area
I'with densities of one to four units per acre;
area Il with up to six units; and area Il with
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up to eight units. Areas Il and Il would also
allow certain business and light industrial
uses,

As a developer who wished to build a
planned development would in effect be
asking for an exception to Duxbury’s tradi-
tional zoning, the town, under a process
called negotiated landscape impact zoning,
would be entitled to ask him for some con-
cessions.

““This approach,’’ says Wells, ““is based on
the assumption that both the town and the
developer can benefit from alternatives to
rigid prohibitions on land use.”

What it boils down to is some good old-
fashioned horse trading. The town allows the
developer to build at higher densities, to
cluster his units or to build multifamily
housing; in return the developer agrees to
take the town’s ecology into account, to mix
his housing types in a way that would have
a favorable impact on the school budget and
to set aside permanent open space.

It took Wells 10 monthsto collect the data,
develop his ideas, do the studies for the mas-
ter plan, draft the master plan and design the

,+3 alb
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zoning map. And that was the easy part.

“Ourcontract said we were to recommend
a format, or what we call a model, which
Duxbury was then to work on and make into
abylaw,” Wells recalls. “But it became clear
that if we went into the town meeting with
a recommendation that they take another
year to write a bylaw, it was going to be all
over. So everyone decided ‘we’ll write a
bylaw’.”

This was in December. The town meeting
was three months away.

“People worry so much about density
that they forget about quality . . . I'd
rather see less emphasis on density and
more on quality”

—Francis Barton, land-use committee
The new bylaw incorporates the principles
of Well’s master plan, tempered by two im-
portant factors: the will of the people of
Duxbury and the law of the Commonwealth
of Massachusetts.

Some of the changes were suggested by the
land-use committee; others were proposed
on the floor of the town meeting; still others
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were made by the Massachusetts attorney
general’s office, which had to approve the
bylaw before it could take effect.

In essence, Duxbury retained its old one-
acre zoning, so a landowner could still do
anything with his property that he could
have done before the new bylaw.

In addition, the bylaw set up the machine-
ry for making exceptions to the old zoning
on a rational basis. These exceptions per-
mitted cluster housing and planned devel-
opment under specified conditions. And as
a concession to Massachusetts law, which
does not permit floating zones, the areas
where such development would be permit-
ted were clearly marked on a zoning map.

Because of pressures from the town, the
densities suggested in the master plan were
reduced to one to two-and-one-half units per
acre in area I, one to four units per acre in
area II, one to six units per acre in area IIL

“We wanted to be sure we didn’t go too
far,” says Edmund Dondero. “If it’s going to
be unworkable, at least it's going to be un-
workable in the town’s favor rather than a
developer’s.”

The new bylaw also calls for a mix of three
different housing types in planned develop-
ments, with no one type to exceed 60% of
the total and none to be less than 5%.

“The land-use committee was worried
about assuring a balanced mix and these
proportions were the result,’ says Wells. “I
would have preferred to leave the mix open,
hecause a guy with 20 units shouldn’t have
to have three different unit types. That's a
pain in the neck. But on the other hand, if
itwere left open, someone could come in and
justify a 500-unit townhouse project, which
would not be good for the community."”

The biggest change to Wells’ plan was an
amendment made at the town meeting that
“no dwelling unit in a multi-dwelling unit
building shall be designed, constructed, or
altered to have more than two bedrooms.”

This amendment was proposed by Jere-
miah Browne, planning board chairman.

“When we cut the allowable density we
cut the appeal of this type of development
from the developer’s point of view,” he ex-
plains. “In effect we forced him to try to get
moreout of each acre by building larger units

John Alden’s house 1s one of
many historic homes, some of
them still inhabited, scattered
through the rown

Old mansion on main street
once housed a wealthy ship
owner. Now it's one of the

town's twoapartment buildings.

Town Harbor has fishing pier
and moorings for small boats

because there would be fewer of them. If a
developer built six four-bedroom town-
houses per acre we would have a substantial
impact on our school population but not
necessarily get an adequate tax base in re-
turn.”

Wells is unhappy about including a bed-
room limitation in the bylaw.

“Tt's counter to the whole philosophy of
what we are trying to do. The idea is to leave
as much open to negotiation as you can. |
have no objection to someone building a
ten-bedroom house. I just want him to be
evaluated fairly as to his impact.”

There's no change in prospect. Bedroom
limitations have already been tested in the
Massachusetts courts and found legal.

A few minor parts of the new bylaw were
ruled illegal by the attorney general. He de-
leted the requirements on the developer’s
financial capability and on the fees paid the
town at each stage of the application proce-
dure.

Wells expected the financial measures
would be deleted as there is no legal prece-
dent for them. But he is disappointed that
the fee structure was removed from the
bylaw, which can only be amended at the
annual town meeting, and inserted in the
rules and regulations, which can be changed
after any public hearing.

The original draft of the bylaw included
a section on community-supported public
housing. It was dropped, however, because
the land-use committee feared that discus-
sion of this one point might obscure the real
issue of the bylaw itself.

“They have the chapterand they can insert
it when they feel ready,’ says Wells. “I think
it would be very good if the community
acquired land and held it for low-income
housing. They could do the studies them-
selves, rezone the land and then grease the
works for someone to build the houses.”

Perhaps the thorniest problem in drafting
the bylaw was to find a way around the
Massachusetts law that requires a town to
act on a developer’s application within 60
days. That isn’t enough time for the devel-
oper to submit, and for the town to evaluate,
all the information required under impact
zoning.

For example, the developer’s site analysis
must include: a topographical map; a soils
map based on data maintained by the town;
a vegetation and special features map show-
ing all woodlands, groups of trees, rock
outcroppings, existing buildings, roads,
streams, drainage ways and ponds; a map of
the neighborhood locating thesite in relation
tothe surrounding community; and a sketch
plan showing the general location, type and
number of units proposed, common open
space and ways.

Laterhe will have to provide more detailed
maps on these features plus other maps
showing roads, parking, utilities, open space
community facilities, land coverage drain-
age and land use.

Finally, he must submit reports evaluating
the land, population, economic impact,
traffic impact, utilities impact, analyzing
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DUXBURY CONTINUED

PLANNING CHIEF JEREMIAH BROWNE
I think the bylaw will do more to keep Duxbury semi-
rural than anything else we could possibly have done

¢

COMMITTEEMAN

DONALD CONNORS

We don’t know if the bylaw will
achieve our geals, but at least we
have something to work with

COMMITTEEMAN CHIEF EDMUND DONDERO
I think a lot of developers want to do a good job. We
shouldn't look at these people as the enemy all the time.

COMMITTEE CHIEF FRANCIS PARK
There's no way to keep the town

just the way it is now. We've got
to make some compromises.

35 A o8 OPPONENT CHARLES DAVIS
I think they’re whistling in the dark when they say
that they're going to slow down the school population

COMMITTEEWOMAN

POLLY HARRINGTON

The bylaw wasn't supposed to
solve Duxbury’s problems . . . just
slow things down and give us a
more balanced approach.
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PROPONENT ATHERTON LORING
Higher assessments were making people unload their
land. We could have been flooded with new homes

——

b
OPPONENT EDWARD SOULE
We’d end up with fewer people if

we'd stuck to one-acre zoning

common open space and detailing his con-
struction schedule.

Then the planning board must review this
information with the assistance of the
various town agencies and committees and
prepare a written report for the board of ap-
peals, which administers the bylaw.

Obviously 60 days is an unrealistic period
in which to accomplish all of this.

To solve the problem, Wells finally settled
on a voluntary pre-application stage, during
which the developer would submit the re-
quired material without making formal ap-
plication. Thus the town can get reviews
from its various agencies before the 60-day
clock starts ticking.

“The great advantage of the town meet-
ing is that everybody confronts all of
the issues very fast ... You geta cleaner
and better mandate than you could get
any other way”

—John Rahenkamp, planner
Thefirst draft of the bylaw was received with
unanimous dismay. Even the staunchest
supporters of the concept were tempted to
postpone bringing the bylaw before the town
meetingbecause they feltit was unworkable.
The haste with which it had been prepared
was evident; in addition, it failed to take
Massachusetts law into account.

T was very much opposed to it as a law-
yer,” Donald Connors recalls. “But then I
figured we'd committed two years of an ex-
traordinary amount of effort and invested
over $85,000. SoI finally said to myself, "The
hell with it. Let’s straighten it out as best
we can and let’s go."’

Wells admits:

“It was guite an undertaking to try to
combine zoning and the standards by which
subdivisions are judged into one compre-
hensive code in just three months.”

Thereason for theurgency was that zoning
changes can be made only at Duxbury's an-
nual town meeting. And the land-use com-
mittee knew that they could not maintain
their momentum for another year. It was
now OF Never.

Sothe refining and redrafting of the bylaw
began. At the same time teams from the
land-use committee went out to explain the
bylaw to church groups, the senior citizens,
the men’s club, the Rotary and Kiwanis
clubs, and anyone else who would listen.

“We sold the land-use program the same
way we sold conservation: neighborhood by
neighborhood,” committee member Polly
Harrington recalls. “We had a list of the
registered voters in town that showed
whether or not they voted and went to town
meetings. Then through our personal
knowledge we found the ones in the various
areas who would be good at running neigh-
borhood discussion groups.”

The weekly Duxbury Clipper came out
firmly in favor of the new bylaw. It reminded
its readers:

“America is justifiably proud of its Con-
stitution. But this document as drawn up by
our founding fathers was not perfect. Had it

been, there would have been no need for the
22 ensuing amendments. The proposed . . .
[bylaw]is not perfect either. It has loopholes
that need to be corrected. . . . Make your
amendments, but don’t throw out the baby
with the bath water.”

The town meeting convened on a Satur-
day, but the new bylawdid not come up until
Monday night. The vote finally came Thurs-
day night. In between were eleven hours of
debate. It was touch and go all the way.

Howard Publicover, chairman of the board
of assessors, told voters that one-acre zoning
by itself would put the town on the track to
bankruptcy.

John Taft, a member of the land use com-
mittee, urged postponing action to allow
more time for Rahenkamp and the commit-
tee to refine the bylaw and for the town to
study and debate it.

“We do not yet understand the compro-
mises implicit in this program,” he said.
“The small independent builder and the fel-
low with a home on one acre may very well
be on the wrong side of the compromises.”

One opponent, Robert Mastrovita, who
later admitted he had just read David Hal-
berstam’s book on the key men behind the
Vietnam war, The Best and the Brightest,
compared Messrs. Rahenkamp, Sachs and
Wells to Robert McNamara, McGeorge
Bundy and W. W. Rostow. ““Too often theo-
retical concepts turn out to be wrong when
they are put into practice,” he warned.

Amendments were offered. One would
have required developers to give the town
funds for perpetual care of the open space.
It was defeated 351 to 95.

The two-bedroom amendment (see above)
passed 270 to 177.

One important amendment increased the
board of appeals from three to five members
and stipulated that one of the five be an
attorney.

For the first time in anyone’s memory, a
town meeting debate was tinged with acri-
mony. There were inferences that some peo-
ple were on the take. There was also a feeling
that the east—or older part of Duxbury—was
putting something over on the west—or
newer part.

Delaying tactics, such as calling for ashow
of hands on all votes, were used so that the
vote would come after the older voters, who
favored the bylaw, would have gotten tired
and gone home.

Under Duxbury’s town meeting it takes
only one dissenting vote to keep a nonvoter
from speaking at the town meeting; this
device was used against John Rahenkamp.
The moderator called a recess so that all who
wished could hear Rahenkamp, but when the
meeting reconvened Donald Connors had to
field the questions.

It was Edmund Dondero, former chairman
of the powerful finance committee and a
member of both the planning board and the
land-use committee, who made the speech
that everyone remembers.

“Duxbury is no longer the best-kept secret
on the South Shore,” he said. “The bylaw is
giving the town an overall land-use program
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DUXBURY CONTINUED

and is not trying to take away anyone's
rights. Give the planning board the tools it
needs.”

The final vote was 574 to 214—49 more
than the two-thirds necessary.

“There’s going to be trouble . . . There
always is with change . . . But with a
little luck and some amendments the
new zoning should work”
—Atherton Loring,
ex-planning board chief
““People move to Duxbury because they
like it and then they try to change it to
make it just like the place they came ,
from” Edward Soule, farmer ; REALTOR DONALD WALKER
There were Lorings and Soules in Duxbury il et T BT
as far back as the 17th century, and obvi- >
ously the ones who live there today love the
town and want to preserve it. Atherton Lor-
ing welcomes the new bylaw; Edward Soule
does not. Their views are typical of how dif-
ferent segments of the town see the change.
Loring, a retired telephone company exec-
utive, served as head of Duxbury’s planning
board for many years. Soule, a retired Ford
dealer, has gone back to farming. He recently
spurned developers’ offers for his land and
deeded it to a boys’ camp so that he could
be sure it would remain as open space.
Loring was concerned that the higher as-
sessments—the townrecently wentto 100%
valuation—would force people who owned
large tracts tosell them to developers so that
single-family houses would spring up at an
ever increasing pace.
Souleis concerned that the new bylaw will

COMMITTEEMAN FRANCIS BARTON

allow highcr densities. He does not like the This plan makes it possible for us to

ideathat wetlands and cranberry bogs, which preserve the character of the town. ; :
were out of circulation under the old ordi- ’ . s 5, 1
nance, can now be counted in a developer’s OPPONENT ROBERT MASTROVITA
total acreage to give him a higher density on Faccept what's happened and hope for the best, but I

. Ey i have some real doubts about the value of what we've done
the upland portion of his tract. e T e e R RO

Much of the argument over the new bylaw
was based on growth versus no-growth. Even
the people who worked the hardest to de-
velop the new bylaw and to get it passed
would have preferred no-growth. But they
acted from the conviction that growth would
come whether they liked it or not, and the
best they could hope to do was to direct it
on Duxbury’s terms.

This was recognized by some of the more
vocal opponents, such as Charles Davis, re-
tired chairman of Stone & Webster Engi-
neering, and Robert Mastrovita, research
director of an investment firm. Their dis-
agreement was more with the method cho-
sen to control growth.

Both doubted that the new bylaw would
solve the tax problems, both favored experi-
menting on a smaller scale rather than with
the whole town and both are apprehensive
about how far the negotiating process might
be pushed in the future.

““As I see it, just the pressure of attrition ! :
will constantly downgrade our regulations,” DEVELOPER EDWARD KEATING
says Davis. “For example, here comes devel- It's not a program a small builder can participate in

_ . easily. Preliminary expenses could go to $100,000,
oper A with something pretty darn good, so :
the planning board leans over backward for
him. The next guy, developer B, is a bandit.

JISE & HOME STAFF

PHOTOS. STEVEN HANSEN AND
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JUDGE JOSEPH COLLINS
It should be laws that govern, not men. I don’t like giving
too much discretionary power to town boards.

Newspaper editors John and Roberta Cutler gave the new
bylawa big push with articles and editorials in the weekly
Duxbury Clipper. “Without them we wouldn't have had
a snowball's chance of success,” says John Rahenkamp.

PLANNER ROGER WELLS
It wasn'’t just a handful of people who decided the bylaw
was good for Duxbury.

The whole town decided

But if they don’t go as far with him they're

r

hauled into court immediately.

Wells disagrees:

“If the conditions were identical, then I
guess developer B could sue,” he says. “But
the likelihood of conditions being identical
are very remote. For one thing, developer B
will apply at least one second later than
developer A, and that meansdeveloper A will
already have changed the situation.”

Judge Joseph Collins, who recently retired
from the State Supreme Court, is concerned
about the negotiating process from a dif-
ferent point of view:

““Although the general idea of planned de-
velopment may be all right, the bylaw may
have the basic effect that we're approaching
a rule of men rather than of laws."”

The planners don't see it that way. Daniel
Orwig of Guidelines, who recently submit-
ted preliminary plans for a 50-acre planned
development, says:

“Everyone will be tracking through in the
same way and will know exactly where he
is and what he has to do. There can be no
political influence at the planning board.”

George Matarazzo, president of Hanslin
Planning Associates, which is doing the
planning for a large Duxbury tract known as
North Hills, agrees:

“It’s a relief for me to be able to walk into
atown and know that we’ll all be talking the
same language. It's a tremendous plus to
have some guidelines to work with. And a
lot of our homework has been done for us
by a great planning outfit.”

It's too early to answer the big question
of whether the new bylaw will protect open
space and slow the school population rise.

Evenwith its requirement that 25% of any
planned development be in open space, the
bylaw may not have as great effect in keeping
Duxbury’s land from being cut up as many
had hoped. For one thing, there are very few
tracts left that are large enough for major
planned developments. Most future building
will be on sites 50 acres or less, and it will
be done by smaller developers. There is the

danger that they may elect to continue
building single-family houses on one-acre
plots rather than go through the unfamiliar
and complicated planning process required
for planned development.

Edward Keating, who builds some $700,-
000 worth of houses annually and who was
the only builder-developer on the land-use
committee, was in favor of the new bylaw
but admits he doesn’t know how it's going
to affect him.

“It’snot a program that a small builder can
participate in very easily,” he says. “Prelim-
inary expenses could easily run to $100,000.
I couldn’t afford to do it on my own.”

Wells thinks that the advantages to the
smaller builder outweigh the disadvantages,
and he has proposed that the planning board
fund the cost of a design for a small project
to prove this to the builder.

Thenew bylaw is unlikely tohavean effect
on Duxbury’s schools in the immediate fu-
ture according to Dr. Lawrence Anderson,
superintendent of schools. Based on his pro-
jections—which were only 15 off the mark
for 1973—Duxbury will need additions to
the high school and intermediate school by
around 1975, a new elementary school by
1976 and a new intermediate school by
around 1980, when the school population
will top 5,000.

A major selling point that convinced
many people to vote for the new bylaw was
that it would encourage the building of con-
dominiums attractive to empty-nesters.

No one knows how much of a market
Duxbury has for this type of housing, how-
ever. And even if many of Duxbury’s older
couples do move into such condomin-
iums—many have already indicated that
they will—it would mean that their large
olderhomes would come on the market. The
logical buyers, of course, would be young
couples with children.

Wells believes the new bylaw can have a
positive effect on Duxbury’s tax problems,
buthedoes not believeitisthe whole answer.

“The town has to make some decisions
about taxes,” he says. “I don’t think we've
ever come across acommunity that has such
a high level of service and therefore such a
high cost per capita. But if everything were
to stay equal, and if inflation were held con-
stant, bringing in more people with fewer
children would definitely have a positive
effect on Duxbury’s tax spiral.”

It will be some time before the returns are
in. The bylaw did not take effect until mid-
October, and the first projects are coming
before the planning board right now.

Roger Wells, who has been appointed
Duxbury's town planner, has just reviewed
the first application.

“I already have a whole series of recom-
mendationsonhow to make the bylaw better
administratively,” he says.

And the people of Duxbury, those who
were for the bylaw and those who were
against it, agree on one thing: They want it
to work.

“ .. After all, “says Mastrovita, “I don't
plan on moving....”” —NATALIE GERARDI
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Environment: e

It's the key to a full house in
competitive rental markets

The four apartment projects at right are in Califor-
nia, which is as tough as any rental market in the
country. Yet all are full or almost full. Ask the
developers why, and, to a man, they say environ-
mental quality is the lure that pulls in tenants and
keeps them. Typical comments:

From Marina Playa (top left): “Landscaping and
siting carry the burden of today’s rental projects.
Building design is playing a secondary role.”

From The Place (top right): ““We concentrate on
landscaping because we've found the average resi-

dent appreciates it more than architecture.” 5 CRERE 'y
From Oaktops (lower left): "'If you're looking for =N\ w8 y¥7/7 7/
quality tenants, environment is your best renting e A
agent—particularly with small buildings.” : w8l
From Lakeside Village (lower right; “Today’s A 590
apartment renter is as sophisticated about envi- “ @ i

ronment as today’s homebuyer.”
Foraclose look ateach project—and what it offers
in terms of environment—see the next ten pages.

PHOTOS CLOCKWISE FROM TOP LEFT: ROY FLAMM, KARL H. RIEK, TOM F. WALTERS, BARBEAU ENGH
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In an urban area
you can create a
resort-like atmosphere

Offices, shopping areas and townhouses sur-
round Marina Playa, the 324-unit Santa
Clara project shown here. Yet its residents
might be living right on the waterfront.
There’s a man-made lake (photos above and
overleaf] that meanders the length of the
project, a small beach (photo, above] and a
large, two-story clubhouse and restaurant at
water'sedge. There alsoare swimming pools,
handball and tennis courts, a driving range
[photo, right), ajogging track and a boat dock.

The rental market was so soft when the
project was begun that the developer, Inter-
land Corp., replanned over half the original
site as an office park (see plan, overleaf].
Nevertheless, units rented up quickly and
remain fully occupied—mainly by young so-
phisticates, executives and empty nesters. In
fact, Marina Playahas beensosuccessful that
a similar project is now planned for an adja-
cent site. Matt Copenhaver Associates was
the architect; Anthony Guzzardo, the land-
scape architect.
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Sand, fountains and swans add to the re-
sort-like atmosphere at the 9.6-acre proj-
ect. Portion of building at farright inphoto
(right]is the clubhouse-restaurant.
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Five of eight available floor plans are shown above (the  around courtyards that open to lake frontage so there are
plan at far right combines two of the layouts). Units  water views from most balconies. A further environ-
contain from 620 to 1,300 sq. ft. and rent for §180 to §425 mental asset: Few cars intrude on the ambience since
The majority front directly on the lake or are grouped  all tenant parking is under the two-story buildings
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RENTAL MARKETS CONTINUED

PHOTOS: EARL H. RIEK

0

Multi-level clubhouse (photos, top)ispart  Photoat right shows how mature treesand
of two-acre recreational area that also in-  newly planted ground cover and saplings
cludesaswimming pool and tennis courts. enhance the open feeling.

O

In a high-density project
you can emphasize
a natural feeling

Densityat The Place, shown here, is 34 units
per acre. Yet the 20-acre San Bruno project
feels open because of judicious husbanding
of the site’s natural assets. For example, an
existing stream (photo, right) was restruc-
tured so it would run through most of the
green belts; wherever possible, buildings
were sited to fit into the natural terrain; and
much of the existing plant life was preserved.

Focal point of the complex is a two-acre
recreational area toward which the project’s
central buildings are oriented. Perimeter
units have views of wooded areas and a mili-
tary cemetery that surround the project,

The first two phases—408 units—are 95%
rented, slightly higher-than-average for the
area. A third phase, currently under con-
struction, is renting at a rate of 30 units per
month which the owner, Lincoln Property
Co., says is excellent for the area.

Tenantsare mainlyyoung marrieds—both
blue collar and professionals—in their mid-
thirties, While the project was designed for
adult living, the first two sections were
FHA-financed so there are some children.
Conventionally financed phases three and
tour will be for adults only. The architect is
Frank L. Hope & Associates; the landscape
architect, Robert Adsero; the builder, Her-
man Christensen & Sons.
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Site plan indicates how different
size buildings are grouped to in-
%) crease visual variety. Perimeter
f; parking is augmented by some
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Rustic exteriors for apartment and rec One-bedroom plans make up over half the
buildings (photos below and left)also help unit count, a percentage the developer
mask the project’s urban location and now feels is too high. Units rent for $165
contribute to the country feeling. to §230, contain 550 to 900 sq. ft.
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Three swimming pools, like the one
above, provide water views for some ten-
ants whose units do not overlook lagoons

On a site surrounded by
highways, you can create
a lakeside community

There are four man-made lagoons in this
840-unit project which, not surprisingly, is
called Lakeside Village. The lagoons, like the
one seen in the photo at right, help residents
forget their apartments are bordered by the
intersection of two highways [aerial view,
top right/and that the 32-acre site is bisected
by a major connector street that eventually
will link two heavily trafficked boulevards.

Some other amenities that help block out
the surroundings: two recreational build-
ings—a two-level structure with 5,000 sq. ft.
on the main floor and 1,500 on the second—
and a single-level building of 2,700 sq. ft.
They include a gymnasium, saunas and fa-
cilities fordancing, shuffleboard, pool, volley
ball, basketball and swimming.

L.B. Nelson Corporation’s decision to pro-
vide a country atmosphere in the midst of
a highly urbanized section of San Leandro
paid off. Lakeside’s first section of 232 units
opened during a soft market period in mid-
1971 when the area’s vacancy rate was run-
ning as high as 14%. Yet, half of the units
were rented in one month [H&H, Sept. 1971]
and the entire project was soon 95% filled.
Presently only about 1% of the 840 units are
vacant, against a 4% rate for the area.

The project is oriented to singles and
young marrieds in their mid-twenties,
mostly working at blue collar jobs. The ar-
chitect: Morris, Lohrbach & Associates Inc;
landscape architect: Jones/Peterson Asso-
ciates Inc.
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Strategically located site is ideal for an
apartment project. It’s only two blocks
from a rapid transit station and three from

a large shopping center
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Concrete and masonry garage (above),  signed to conform to the slope of the 38,-
tucked under the rear of the three-story 650 sq. ft. site. Rooftop laundry facilities
and penthouse frame building, was de-  (not visible])serve all tenants.

In a very small project
you can wrap the building
around a landscaped court

The Oaktops, shownhere, occupiesless than
an acre of land. Yet there’s no skimping on
environmental quality. It starts at the build-
ing’sornamental entrance gate [photo, above
right) and continues through the heavily
landscaped courtyard (photos; right and op-
posite page) and into the apartments, which
feature double-wall construction to insure
soundproofing between units.
Building owner Michael Marston’s aim
was to attract a select market—more stable
than the student-tenants who occupy a ma-
jority of Berkeley’s rental buildings. Typical
Berkeley leases run for the nine-month
school termandunits often are vacant during
summer months or rented at reduced rates.
Oaktop leases run for a year and tenants
include professors, architects and others
who are employed in Berkeley or San Fran-
cisco. A stable market is best, says Marston,
when you're a small-building owner looking
for a long-term investment.
There’sawaiting list for the 21 apartments
which average 750 sq. ft. and rent for $180
t0$300, depending on view orientation, floor
and whether they have fireplaces. Architect:
Wisser/Olin Architects; landscape archi-
tect: Edward J. Janelli; builder: Newman Elevator tower [center in photo
Construction Co. above) connects to covered walk-
waysthat overlpok the landscaped

courtyard and lead to apartment
entrances
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Basic building shape (shown on
site and floor pl has three pur
pﬂ‘-L'S to pi'“\‘l\.'L‘ max1imuin p.ll
vacy and views for each unit and
to préserve mature trees in the
courtyard and on the street. There
are 20 one-bedroom units, one ef
ficiency. All but the latter have
ate balconies or terraces.
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Management team consists of (clockwise from lower left)
general manager Jerome Zaccaria, office manager and
esman John Cavallaro, construction superintendent
Phil Mingione, packager Don Elliot, president (and sales
er] Roy Dygert, assistant production manager [and
man| Richard Klatt and production manager Larry
Kakerbeck. Dygert, Zaccaria, Cavallaro and Mingione
organized the company and are full partners, Kakerbeck
and Klatt have half partnerships.




No, they don’t hold management meetings in the field,
but their tight job control often makes it seem that way. Here's . . .

How one company prospers
in the risky business
of suburban remodeling

Few sectors of the housing industry promise
more aggravation than remodeling. Too
many chances of losing money on a job be-
cause of unexpected problems . . . Too many
snafus in coordinating trades . . . Too many
adjustments to the whims of customers . . .
And too many complaints—often justi-
fied—to the Better Business Bureau.

Yet remodeling is big business—roughly
$18 billion this year, according to the Na-
tional Home Improvement Council. And
most of that volume is in the suburbs, where
rising land costs have driven up the prices
of new housing and where growing families
need more space but often want to stay put
in their own neighborhoods.

So there’s a strong suburban market for
anyone who wants to take a crack at re-
modeling. But how do you get a piece of it
without losing your shirt or being cast as a
suede-shoe operator?

One company thatthinks ithasthe answer
is Remodeling Consultants Inc. of North
White Plains, N.Y., a partnership operating
in New York City’s suburbs. Four experi-
ence-wise construction men launched Re-
modeling Consultants on $40,000 in 1969.
The company has since grown to 52 employ-
ees, increased annual volume to $1.7 million
and earned a consistent 5%-to-6% after pay-
ing healthy salaries, commissions and bo-
nuses.

Most customers own houses that were
built since World War II and now need ex-
pansion or modernizing. There are affluent
executives or professionals and there are
families of modest means who get the
remodeling jobs roughed in and then do the
finishing themselves.

Are they all satisfied?

To find out, HOUSE & HOME random-
checked a score of customers. Their com-
ments provide clues to why Remodeling
Consultants has gone so far so fast: “We got

exactly what was promised—no corner cut-
ting” . . . “They're expensive, but they do
quality work and they’re quick about it” . . .
“They clean up so well it looks like nothing
has happened” . . . “Quick and eager to
please” . . . "Phenomenal teamwork."
Customer kudos aside, the overriding rea-
son for the company’s success is what the
partners call “total control.” Here, they say,
is how such control should apply to every
facet of the suburban remodeling business.

Management:

Systematize every phase of

the operation

“And,” adds general manager Jerome Zac-
caria, “put those systems down in writing.”

The principals of Remodeling Consultants
pooled their experience, which ranges from
20to 33 yearsin the building and remodeling
business. Once they had agreed on proce-
dures, they wrote out their consensus in a
set of rules and regulations. £

The result is a how-to library that guides
every facet of company activities. Included
are loose-leaf books on selling; drawing up
and packaging a job; estimating; current per
unit cost figures; percentage mark ups; items
in stock; items in short supply; buying pro-
cedures; preferred suppliers; and building,
plumbing and electrical inspectors. There’s
also a book of job descriptions for every job
title in the company.

“We live by these rules and regulations,”
says Zaccaria, “but when they turn out to
be inadequate we don’t hesitate to re-write
them.”

Purchasing:
Don't settle for a 10% trade discount
“We get from 25% to 50% off by buying
directly from factories or regional distrib-
utors,”” says Zaccaria.

This, he believes, is why Remodeling
Consultants has been able to hold the line

on prices: “Despite higher labor costs, our
prices today are only 1% to 2% more than
they were in the late 1960s.”

Volume, of course, is the key to those hefty
discounts—the company spends roughly
$60,000 a month on building materials. But
organization and careful planning are also
factors. Says Zaccaria:

“"First, we know what we’ll need in the
months ahead because of past experience, so
we order large quantities of standard items
inadvance and then stock them or hold them
for future delivery. Ventilating products,
leaders and gutters, showerenclosures, nails,
fans, ducting and roofing and siding acces-
soriesare typical of what we keepin our store
room.

“Secondly, we never start a jobuntil every
major piece of material is at the job site.
Usually, we figure 30 days from contract
signing to start-up. This gives us time to
precisely plan the job and obtain all the ma-
terials. Obviously, 30 days is the lead time
needed to order most items direct from the
factory.”

The company buys millwork direct from
a mill house and saves 25%. Similar savings
are possible when buying masonry material
from a masonry yard and roofing and siding
from a specialty distributor.

“Lumber is bought from several yards at
the lowest prices available in the county,”
says company president Roy Dygert. “Each
yard is anxious to get as much of the $20,000
to $25,000 a month we spend on lumber as
it can. In return for low prices, we pay right
on the barrel and use our own trucks to pick
up little odds and ends.”

For some manufactured items the com-
pany obtains 50% discounts and more. For
example, on certain aluminum and plastic
products, the company gets a 25% discount
off the retail price plus 50% off the whole-
sale price. This reduces a $200 item to $§75.

The company considered establishing a
warehouse to stock large quantities of all
materials used regularly. But the cost of pos-
session and expediting would increase over-
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head without providing any significant sav-
ings, so the plan was scrapped.

Job size:
Don’t take anything under $5,000

“For some remodelers, small jobs like a $2,-
000 roofing or siding installation make
sense,”” says Zaccaria. “But for us they are
just a waste of time.”

First of all, he explains, there's no sense
in using skilled carpenters, who earn up to
$19,000 a year plus benefits and bonuses, for
simple roofing and siding work. And lower-
cost, semi-skilled men can’t be puton simple
jobs by themselves because it’s the high-cost
skilled men of each crew who supervise
workmanship and push productivity.

Second, Remodeling Consultants gets its
competitive edge by maintaining a high dol-
lar volume—and this means concentrating
on big jobs. Conversely, it’s high dollar vol-
ume that supports the costly overhead nec-
essary to do complex jobs.

And third, the company has to focus on
work that keeps all of the trades on its payroll
occupied.

Typical projectsinclude adding main-floor
wings, garages, second stories and dormers
and expanding and modernizing kitchens.

This year the averagejob size has increased
steadily. In the first quarter, 40 jobs were sold
at an average of $9,351 each; in the second
quarter, 43 jobs averaged $11,301; and in the
third quarter, 31 jobs averaged $14,359.

Pricing:

Shoot for a 10% profit on each job

But, Zaccaria notes, Remodeling Consul-
tants occasionally winds up with no more
than 5% or 6%, primarily because of call-
backs.

“Even 10% is slim,” he concedes, “but
keeping prices low is one of the basic reasons
we've increased our volume from $500,000
in 1969 to $1.7 million in 1973. Next year
we'll do §2.1 or §2.2 million.”

Zaccaria estimates that his firm usually
underbids the competition by 10% to 15%,
but adds that ““we never, never shave prices
to get a job."”

The company’s pricing is based on a for-
mula that’s a tightly guarded secret. No
standard cost book is used. Instead, labor and
materialscosts are brokendown precisely for
every element of each job. And all materials
estimates hinge on buying at maximum dis-
counts.

If a customer asks for extra work not cov-
ered by the contract, he is charged an hourly
labor rate—817 for carpentry foreman, $15
for carpenters, and $10 for helpers—plus the
cost of the materials, 10% for overhead and
10% for profit.

Salesmen:

Construction know-how counts

more than selling experience

“We call our salesmen consultants—not be-
cause we're playing with words, but because
they advise and consult with customers,”
says Dygert. “They are technical men offer-
ing a service, not just guys looking for a fast
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commission.”

Typically, the salesman has at least 15
years of construction experience—as a
builder, for example, an engineer or a drafts-
man.

Such men are hard to find, Dygert con-
cedes, “But we’ve got to have them—they
are one of the keys to our success.”

Here, briefly, is how asalesman sells a job:

Together, he and the homeowner go over
theowner’s requirements. The salesman has
to determine the lowest cost way to satisfy
these requirements,” says Dygert. “So he
sketches various alternatives right there in
the home. If it’s a very big job, he’ll come
back onece or twice. Normally, he’ll spend
two or three hours going over all the details
so the homeowner knows exactly what he’s
getting in the way of materials and design.”

““Once thehomeowner agrees to the design
and an estimated price, the salesman goes
back to the office, prices the job and draws
up a complete materials list. He then returns
to the home and again reviews all details to
make sure there is no misunderstanding
about what the customer wants and how it
will be done. At this point, the contract is
signed.

For their high level of construction exper-
tise, the salesmen are paid well: 4% of each
saleplus a bonus. Incomes for the company’s
six salesmen range from $15,000 to $40,000
annually.

Sales contracts:

Spell out every little detail

“We want the customer to know that we're
professionals,” says Zaccaria, “and one of the
best ways to get this idea across is to never
go back to him to readjust original cost fig-
ures.”

Zaccaria believes that too many remod-
elers start a job at one price and then say,
“Thisisanextra’ or “Ididn’t figure on this"’.
Andall toooften, the price soars beyond what
the customer can pay and the job can’t be
completed. Result: an angry customer and
another blackeye for the remodeling busi-
ness.

Remodeling Consultants avoids that
problem by using a contract that reads like
a spec sheet, plus architectural drawings ap-
proved by the customer.

The contract includes 1) the quantity and
dimensions of all materials broken down
into sections—demolition, excavation,
foundation, flooring, walls, ceilings, roofing,
gutters, exterior trim, ceramic tile, kitchen,
and bathrooms; 2) a construction schedule
showing when each phase of the job will be
finished; 3) a payment schedule: 10% down
when the contract is signed, 25% of the
balance when work starts, 25% after rough
framing, 25% after closing in; 20% upon
completion of carpentry and 5% when the
job is done.

Finally, the contract stipulates what's not
included in the job—taping and painting,
floor finishing, landscaping, iron railings,
and electrical fixtures.

The standard contract is four pages. It's
written in triplicate on carbonless color-

coded paper—white copy for the office, pink
for the bank and yellow for the customer.

Job packaging:
Check, double-check and leave nothing
to chance

Allthis checking and double-checking starts
shortly after the salesman gets a signed con-
tract. Here's the sequence: -

Step 1: The salesman returns to the job
with an architect, who remeasures every-
thing and makes sure the rough design is in
esthetic harmony with the house.

Step 2: The architect produces a full set
of working drawings—floor plans, founda-
tion plan, elevations and interior detailing.

Step 3: The salesman goes over the draw-
ings with the customer, indicates changes (if
any)inredink and has the customersign each
sheet.

Step 4: The customer makes his color se-
lections for tile, bathroom fixtures, kitchen
appliances and cabinets, ete.

Why make these choices so late in the
game!? Says Dygert: “We sell a construction
service. Colors don’t affect the construction
process or the cost of a job. So we don’t risk
side-trackinga sale by talking color selection
before the sale is made.”

Step 5: All paperwork—the contract,
drawings, specs, etc.—goes to the production
department, which assigns a packager to the
job.

Step 6: With the salesman and architect,
the packager checks the job for possible
structural and materials-handling problems:
Where are the loadbearing walls? Is there
garage space to store materials? Can the ex-
isting roofing and siding be matched?

Step 7: The packager makes up purchase
orders for all materials, which are ordered by
an expediter.

Step 8: When prices are confirmed, the
expediter writes up a cost card to pinpoint
the anticipated profit.

Step 9: The packager assembles all ele-
ments of the package—the contract, draw-
ings, purchase orders, list of suppliers and
delivery dates, payment schedule and cost
of each type of labor as a basis for figuring
bonuses.

Labor:
Pay what it takes to develop
productive crews

Remodeling Consultants does it with a
wage-and-salary/fringe-benefit/bonus pack-
age that outstrips anything offered by many
large new homebuilding companies. Here
are the details:

Annual pay. The company guarantees an-
nual earnings to its foremen and assistant
foremen. Rain or shine, work or no work,
they are paid for a five-day week. Annual pay
for foremen averages about $19,000, which
includes overtime for Saturday work—a
norm for the company—and $15,000 for as-
sistant foremen.

Other workers are paid only when they
work. Carpentersaverage $12,000to $14,000
annually, helpers and apprentices §6,000 to
$10,000.



Typical company jobs: They run the gamut from a $5,000 shed dormer shell
to a $44,000 two-story addition

B o ; e .
$16,000: Built dining room wing; remodeled kitchen and installed new laundry and $5,000: Removed half of old roof and installed shed dormer with two windows; owner
bar in existing structure. installed interior partitions, insulation and drywall.
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$18,000: Added second story, three:level extension and sun deck to one-story cottage, $19,000: Added second story accommodating three bedrooms, twobaths, denand storage
but left interiors unfinished; also re-sided entire house. room; finished off both baths, but left other areas unfinished.
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$44,000: Added two-story, 1,300-sq.-ft. wing including dining room, living room with
room, bath, three closets with built-in storage units and walk-in closet fireplace, balcony, master bedroom and bath; enlarged existing dormer and bay window
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Why the guaranteed wage for foremen and
assistant foremen?

“To keep experienced foremen,” says
Zaccaria, ““and to encourage other men to
work up to the top jobs. In only three or four
years, several semi-skilled men have moved
up to foremen.”

Insurance. The company provides basic
hospitaland surgical coverage, life insurance
and insurance for disabilities incurred both
on and off the job. (There’s also New York
State’s mandated workmen’s compensation
and disability insurance.)

Pensions. Foremen, assistant foremen
and other key employees are covered by a
company-paid retirement plan based on
pension insurance and variable annuities
purchased from Metropolitan Life. For ex-
ample, a 25-year-old foreman now making
$19,000 per year can expect to retire at 65
with a lump sum of $206,000 or $1,943
a month for life.

Vacations. In the Christmas-New Year
period, the company closes down to give all
employees a paid two-week vacation. And
every summer each employee gets one to
four weeks’ paid vacation depending on
length of employment. Additionally, there
are four paid holidays.

Bonuses. The company has five incentive
plans, all aimed at stimulating what Con-
struction Superintendent Phil Mingione
calls “push”—his term for productivity.

® Bonus Plan [ starts at the beginning of
eachjob when the compan® breaks down the
budgeted expenses for carpentry, masonry,
etc. At the job’s end, each crew member gets
a statement comparing the budgeted labor
costswith actual costs. The difference—plus
or minus—is credited or debited to his bonus

’

account. Thus, if carpentry was budgeted at
$2,700 but comes in at $2,500, the crew
shares the $200difference. Here’show shares
are allocated:

Crew Ass't

Size Foreman | Foreman | Carpenter| Helper | Apprentice
2 man | 40% none none 20% | none

3 man | 40% 20% none none | 10%

4 man | 30% 15% 15% none | 10%

5 man | 30% 15% 15% 10% | 10%

The balance is held for company overhead
and callbacks.

“This bonus plan instills real drive in the
men," says Zaccaria. “In fact, the only time
you hear them bellyachingis when some guy
isn’t working fast enough. They get on his
back so they won’t lose bonus money.”

But for a foreman, this bonus plan can be
a two-edged sword: He's fired or demoted if
his crew doesn’t receive any bonus money
for two consecutive quarters.

® Bonus Plan II encourages competition
amongthe crews by payvingadditional annual
bonuses to the top three crews in Plan . First
place brings an extra $250, second place
$150, third place $100.

e Bonus Plan III provides annual cash
awards for crews obtaining the most letters
of recommendation. The winner receives
$150; second place receives $100.

® Bonus PlanIVisanannual dollar-volume
contest for the crew that completes the most
work. (A typical three-man carpentry crew
should do about $5,000’s worth of work per
week.) The prize: an all-expense-paid trip to
Puerto Rico for the workmen and their
wives.

® Bonus Plan V is a year-end, lump-sum
payment to each foreman and assistant fore-
man. Payments are $1,000 for foremen and
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§500 for assistant foremen during their first
three years on those jobs; they increase to
$2,500 and $1,250 by the tenth year.

There are other incentives for Remodeling
Consultant employees. For example, travel
allowances are issued to all men when jobs
are more than 20 miles from the main office.
Andeachforemanisgivenavan touse during
non-working hours. (He is penalized if the
van doesn’t pass a weekly inspection for
cleanliness.)

But there’s another side to the pay/bene-
fit/bonus picture—namely, a set of hard-
and-fast rules that smack of the discipline
imposed by first sergeants and football
coaches. Beards and long hair are taboo. Men
are forbidden to accept anything but water
from customers. And company uniforms (is-
sued for summer, winter and spring) must
be worn by every worker and foreman.

Training:
School your men in standardized
remodeling procedures

At Remodeling Consultants every man has
to learn to do it “Phil’s way.”

Since Phil Mingione is the construction
superintendent, every new man spends at
least two weeks working with him.

This training period does two things: It
allows Mingione to evaluate the man’s skills
and thus to set his wage; and it gives the man
a chance to learn Mingione’s step-by-step
methods for every phase of every job. His
goal: Teach the men to work fast without
sacrificing quality.

“One guy who calls himself a journeyman
will take an hour to hang a door casing,”” says
Mingione. “Another guy will do just as good
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a job in 15 minutes. I teach each man the
quickest way to do things. But only one new
man in ten is a good learner.”

Ifit’s hard to turn out good carpenters, it's
harder to develop good carpentry foremen,
Mingione says.

Not only must the foreman possess the
highest degree of carpentry skills, but he
must maintain high output from his crew
and also coordinate the work of the various
trades on the job. And at the same time, he's
responsible for customer relations.

“IfI'm lucky, one carpenter in 50 turns out
to be a good foreman,’”” says Mingione.

Subcontractors:

Try to avoid using them

“In remodeling, you've got to have high pro-
ductivity, good workmanship and complete
reliability,”” says Zaccaria. “You'll get none
of that from subcontractors who, for the
most part, simply want their payments as
quickly as possible and have no incentive to
leave the homeowner perfectly satisfied.”

As evidence Zaccaria cites the fate of
competitors he has known since he entered
remodeling in 1950: “They relied on subs,
andnot one of them is in business today. Our
only real competitors are the small contrac-
tors who have two or three men working for
them. They tend to do good carpentry work
but get into trouble when they have to farm
out plumbing and electrical work. And, all
too often, it takes them two or three months
to finish a job.”

Remodeling Consultants employsits own
salaried crews. The line-up: eight 4-man car-
pentry erews, two 3-man masonry crews and
two 2-man electrical crews. The one excep-
tion to its no-subs policy is plumbing, but
the plumbing sub works exclusively for the
company. And even here the company hopes
to set up its own crew.

Whatif a customer asks for work requiring
trades not on the company payroll—taping
and painting, for instance, laying floor tile
and carpeting or paving a driveway.

““We try to steer clear of that sort of thing,”
says Zaccaria. “When the customer insists,
we urge him to hire his own sub-contractor
rather than have us bring in one. We point
out that he’ll get the work done for less
because he won't have to pay extra for our
overhead and profit.”

Build-out time:
Start fast and keep pushing

“If there’s one sure way to turn off a cus-
tomer, it’s to let the job drag out,” says Zac-
caria. “Once you start, you've got to keep
moving.”

Remodeling Consultants completes a typ-
ical job in less than two weeks. And even
a 1,300 sq. ft., $44,000 addition (see p. 85)
took only one month.

The company’s jobs are finished fast for
a variety of reasons. Chief among them:

® Every job starts at a running pace, pri-
marily because all materials are delivered
before work begins. On the first day the
salesman introduces the foremen to the
homeowner and reads aloud a letter stipu-

lating the payment schedule and other de-
tails of company procedure. Then he goes
over a start-up check list that reminds him
to pick up monies due, check materials
against purchase orders, review job plans and
details with the foreman, fix dates for elec-
tricians and plumbers to start work and set
the job completion date.

® Scheduling is tight but flexible enough
to cope with unexpected problems, partly
because only one trade is subcontracted and
partly because of close coordination among
the foreman, salesman and production
department. The job foreman must phone
the production department three times a
day; the salesman wears a radio beeper that
signals him to call the office.

® Bonuses stimulate high productivity.

® The company insists that when a house
isopened up, it must be closed inon the same
day. How’s it done? First, by precutting all
materials; second, by mobilizing as much
manpower as necessary for as long as neces-
sary.

A typical example: adding a $19,000 sec-
ond story to a ranch house (for result, see p.
85). Two days before the opening all lumber
was pre-cut at the site. At 8 a.m. on opening
day a seven-man crew started stripping off
the old roof and siding. The chain of events
from there on: 9:30—old framing exposed;
10:30—old framing removed; 11:30—new
flooring being laid; noon—crew supple-
mented by four more carpenters; 1:30
p.m.—framing is well underway; 4:30—roof
sheathinglaid; 5:30—wall sheathing almost
complete; 7 p.m.—second floor watertight
with tarpaper over sheathing and plastic
sheeting over window openings.

Tools of the trade:
Don‘t stint on labor-saving equipment

““We buy anything that can save us time and
money,’" says Zaccaria. The company’s
$120,000 equipment investment includes:

® Eighteen vans outfitted with complete
setsof tools for different trades. For example,
each carpentry truck has an air compressor
to run two gun nailers. Says Mingione: “'If
it takes a good man two hours to nail up
sheathing with a hammer, he can do the job
in 20 minutes with an air gun.”

® Four station wagons, used by the sales-
men to carry sample materials, and a $12,000
custom-made garbage truck to haul away
refuse.

@ Scaffolding, pumps, hoists, cables, chain
saws, generators and heavy-duty drills.

There’s even a portable toilet to be used
ondays whenold bathrooms are torn out and
new ones installed.

Customer relations:
It’s the key to future sales
Referrals areimportant toany remodeler, but
to Remodeling Consultants they are a fixa-
tion. So the company’s entire operation is
geared to getting a letter of recommendation
at the end of each job.

“"We've got to make sure the customer is
completely satisfied, even beyond the terms
of our one-year guarantee,” says Zaccaria.

“Otherwise, he won't refer his friends to us.
And our growth depends on getting business
from those friends.”

So the company insists that although a
salesman has many demands on his time,
service calls are Priority No. 1 (other priori-
ties in descending order: 2) jobs in final
stages, 3) jobs in progress, 4) preliminary
preparations tostartjobs, 5)contract signing,
6) new jobs to be estimated).

‘“We want customers to know we’ll re-
spond quickly to a problem,” says Dygert.
“Qur consultants (salesmen) must include
theirhome phone numbers on their business
cards. This gives the customer confidence.
Also, it lets the consultant deal with any
situation before it festers into an argument.”’

Obtaining a reference letter is the respon-
sibility of the supervisor (carpentry foreman)
on each job. His incentive is a special bonus.

When a letter is received, the customer’s
name, address and phone number are entered
on a constantly up-dated list labeled “Our
References”. The list is arranged by locality
to make it easy for prospects to check other
homeowners who have used the company.

““We never know when a prospect will call
onold customers, so we've got to keep giving
good service, even after we get the reference
letter,” says office manager John Cavallaro.

All this emphasis on references pays off
in three ways.

® Right now, forty percent of all sales
leads come from prospects who were referred
to the company by previous customers. And
that percentage is increasing.

® Half of the company’s dollar volume is
generated by referrals. For example, 0f31 jobs
(worth $445,146) sold in the third quarter of
this year, 16 ($241,835) came in this way.

e Referrals reduce advertising costs. And
advertising is where the balance of the com-
pany’s work comes from. In the third quarter
cited above, seven jobs came from Yellow
Pages, eight from newspaper ads. The Yellow
Pages cost 1.9% of the price of each job sold
against 9.6% for newspaper advertising. In
a typical quarter, the company’s ad budget
is §8,000 to $9,000.

—Maichael J. Robinson

Company T-shirts, given to customer’s children, help
promote Remodeling Consultants. Salesmen ask for
children’s shirt sizes when contracts are signed.
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Why is a tough site
like this
worth tackling?

Because it offers such strong marketing opportunities the developer can’t bypass it, no matter
how difficult. The project is Mariners Ridge—420 single-family homes being built on spec
by Grant Co. at Hawaii Kai on Honolulu. The site is usually steep (lot slopes vary from
7% to 23%) and extremely rocky—so much so that 56,000 cu. ft. of solid rock had to be
ripped in just one section of the access road. Development costs—over $25,000 per lot—would
seem to be prohibitive. But the location—offering spectacular views of Diamond Head, Cocoa
Head and the ocean—made it worth the time and expense. In less than two years 200 homes
have been built and sold for $67,000 to over $100,000, excluding lots that are held under
typical 55-year Hawaiian leases at $600 per year.

Two key steps that helped solve terrain problems: Robert Kay, president of Grant’s Hawaiian
operation, imported two HD 41 cats (largest in the world) to avoid drilling and blasting; and
Armando Vasquez, vice president of design, worked out individualized foundation and skirt
drawings for each home. (Skirt heights vary from 4’ to 20’).

4.8
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Multi-phase site work (photo below)

lled for close coordination between en-
rineers, grading contractor and filling
people. For example, if bathroom drain
lines wer high, sewage would drain
into solid rock. Home shown above is
similar to the one being framed below

ITO BELOW: € HIC PICTURES HAWAII
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TOUGH SITE CONTINUED

- UPPER LEYELS

D MIDDLE LEVELS
D LOWER LEVELS

4-BEDROOM UNIT

T I T Four basic layouts are offered at Mariners
l | J | Ridge. The four-bedroom plan shown
ALY above is for the home pictured on the
l previous page; the plan below is for the

three-bedroom model at right. Because of

LIVING I varying lot slopes, three of the plans are
multi-level. Each of the layouts had to be

modified to allow for up-hill or down-hill
siting. Square footage, including garages,
runs from 2,179 to 2,649,

Extreme steepness of the 424-acre site is
shown by the topo lines in the plan below.
Development work required unusual pro-
tective procedures. For example: the
building of boulder barriers to prevent
homes at lower elevations from heing
crushed by rocks during upper-level site
work, and the installation of temporary
multi-lift pumps and reservoirs for water
to control dust before the permanent res-
ervoir was built.

3-BEDROOM UNIT

PR e e
L7 A X
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GEORGE SZANIK

ARCHITECT & LANDPLANNER: LEITCH & KIYOTOKI & ASSOCIATES
LANDSCAPE ARCHITECT: LENT FORSUM & ASSOCIATES
EnGineer: V.T.N. PaciFiC
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Panoramic views, like the one seen from
the living room at left, are what made the
site worth developing. To assure the best
view for each home, plotting was critical;
yet grading had to be held to a minimum
because of the solid rock. Model units
were decorated by Carole Eichen.

EEEENEEEE
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Master bedroom suites, similar to the one
shown in the photos above and below, are
featutes of all models; in most cases they
are oriented to a view. Interiors on this
page are from the three-bedroom model
pictured on the previcus page; its living
room-t »yom lanai contains 137 sq. ft.
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COMING IN JANUARY:

THE BUILDING DIRECTORY DESIGNED

THE BLUE BOOK

OF MAJOR
HOMEBUILDERS®

Ninth FEdition

WHO'S WHO in the Residential Construction Industry™

A comprehensive data bank including more
than 700 individual reports on the nation’s
top homebuilders:

Who they are . . .

Where they are . . .

Size 8-1/2" X 11", over 500 pages, good What they plan to build in 1974.
quality book pages, bound in sturdy vinyl

covers. All new! Completely revised, updated

and expanded,

YOU GET OVER 500 PAGES OF DETAILED
HOUSING DATA ON THE NATION'S MAJOR
HOMEBUILDERS, HOME MANUFACTURERS,
MOBILE HOME PRODUCERS AND NEW
COMMUNITY DEVELOPERS

The Blue Book of Major Homebuilders details the builders’ 1974 building plans . . . shows their six-year history
of building activity by type of housing produced, including condominiums . . . lists recent changes in their key
operations personnel . . . describes their performance record, construction methods, money requirements, land
needs . . . and spells out recent corporate changes, including mergers and consolidations.




TO INCREASE YOUR BUSINESS IN 1974!

HERE'S WHY YOU TOO WILL FIND THE BLUE BOOK INVALUABLE
FOR EXPANDING YOUR SHARE OF BUSINESS:

BUILDERS AND DEVELOPERS

«”As one of the nations largest
builder/developers, the Blue Book tells
us exactly where we stand in the indus-
tl'v."

«“An outstanding job on compiling all
available information on major home
builders.""

« “We use it as a market research tool."”

«"“The individual builder reporis are
valuable in comparing our building oper-
ations to other builders of similar size.
The Blue Book helps us answer many
questions.”

BUILDING MATERIALS
SUPPLIERS

«“We use it to target our marketing
opportunities. Each of our regional man-
agers has a copy as do all of our salesmen
working in the larger metro areas.”

«"The Blue Book is an excellent mar-
keting tool — we use it for market
planning and market research.”

¢ The Builder reports tell us what we
need to know to make an intelligent
sales call. All of our salesmen have their
own personal copy.”

o' The 1973 edition has saved us a great
deal of time in gathering detailed infor-
mation about our customers.”

ARCHITECTS AND ENGINEERS

« “By knowing whe is building what,
we can gauge the changing nature of the
nation's new homes and apartments.”

«“An excellent reference in deter-
mining the development trends in the
larger metro areas.”

» "To find new clients.”

»"In understanding the relative posi-
tions of the major home builders.”

»"We must know who the leaders are!"

REALTY CONSULTANTS

«"“An excellent source of information
on ‘out of town' builders operating in
our metro area.”

#“Useful in locating joint venture pros-
pects.”

»"As a broker for numerous land
owners, the Blue Book is a valuable
source reference.”

#"0ur business is rental management.
We use the Blue Book to find multi-
family developers who need our help.”

LENDERS AND INVESTORS

«"“Pravides back-up data on builders to
whom we provide loans.”

«"We use the book in trying to deter-
mine large builder share of specific
markets, assessing the builder's outlook
and screening acquisition candidates,”

»“We have used the book for several
years, It is well done and is constantly

being improved in its scope and detailed
information.”

» “The only complete reference to all of
the building firms who have participated
in the recent housing boom."

MANAGEMENT, MARKETING &
PERSONNEL CONSULTANTS

#“The Blue Book puts it all in one
place. We would be lost without it.”

o”Its uses are too numerous to men-
tion.”

«"“The most handy reference to ‘where
the action is' that we have ever found.”

#"An invaluable tool in helping our
clients.”

«'Very useful in researching the state
of the building industry."

Quotes are in response to solicited comments from 1973 Blue Book buyers.

SPECIAL PRE-PUBLICATION PRICE 1. coy o

CIRCLE 95 ON READER SERVICE CARD

THE BLUE BOOK OF MAJOR HOMEBUILDERS®

“WHO'S WHO"' IN THE RESIDENTIAL CONSTRUCTION INDUSTRY ™
1559 ETON WAY @ CROFTON, MARYLAND 21113

ORDER FORM

NOTE: All orders plus postage Please Check One:

Gentlemen:

and shipping costs. Save Post- Please enter _orders for the 9th Edition, The Blue Book of ] Builder
age and Handiing eharges. by Major Homebuilders at the price listed below. | understand you are of- CIManiifacturer
enclosing your payment. fering a 10-day, full refund, return privilege with each book. C)Ad Apsnicy/Gonsuitant
Date of e
tha':seo(r)der $67.50 Pre-Publication Price—Order received before Dec. 31, 1973 [[IFinance
| Payment Enclosed $74.50 Regular Price—Special Multiple Copy Prices Available. [ Library

No. of Books

|
|
I
|
|
|
|
|
|
|
|
|
: Estimated publication date: January, 1974 ["1BId Matrls Sales/
| Total Amount $

|

|

|

|

|

|

I

|

|

|

|

|

Distributors

[] Bill me Name

DETACH HERE BEFORE MAILING

[ Architects
1 a: (please print)
LAJ kBI":O'k [ 1Subcontractor
ake checks s
payable to Company Name ¥ _ Realty
CMR Associates, Inc. At Z__J Ind/Commercial
[ 1Government
City State Zip C1Other
HH-1273 WANT MORE INFORMATION? FILL OUT ABOVE AND CHECK HERE O




Electric or gasoline powered ma-
chine for grouting ceramic tile floors
permits the operator to work from a
standing position and eliminates
contact withepoxy and epoxy fumes.
The “Groutmaster”” features three
14" rubber-faced blades that cover 6
sq. ft. at a time. Angles of the blades
can be changed as needed. Grout is
laid in a simple four-step process: 1)
Sand-cement grout, in a drier mix
than usual, is spread over tile. 2)
Blades revolving at full power—110
r.p.m.—force the grout intojoints. 3|
Dry grout is sprinkled over the floor.
4) Blades further compact the joints.
Scouring action leaves a minimum
haze which is later removed. Ameri-
can Olean, Lansdale, Pa.

CIRCLE 200 ON READER SERVICE CARD

Loose-laid roofing system is safe for man and the environment

No hot burning materials are needed to apply the “Trocal” loose-laid roofing  insulation. The material, which can be installed in any temperature or
system for flat or slightly pitched roofs. A rugged, flexible, heavy gauge weather condition can be welded on site or off. Sheets are rolled out (1) and
elastometric plastic sheet is welded into a free floating overall skin. This welding solution brushed into joints of overlapping sheets (2). A sealing
is secured only at the edges and at roof penetrations. The entire surface is compound is applied for strength at the edge of every welded sheet (3).
covered with a layer of riverbed stone that provides an attractive natural Dynamit Nobel, Northvale, N.J. ciRcLE 201 ON READER SERVICE CARD
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How to create a free and airy atmosphere
for high density living with PPG Glass.

PPG Glass opens things up to the
wide-open spaces, while loosening
many of the tight space restrictions
that go along with high-density
building.

Here at Sixty/01 near Seattle,
you see units that come alive with
light and space. And amenities that
combine practical qualities with
great visual impact. They're just a
few of the ideas included in our
48-page, full-color brochure—
“PPG Lifestyle/70s.” It's free just
by writing to PPG Industries, Inc.,
Dept. HH-10123, One Gateway Center,
Pittsburgh, Pa. 15222.

A. A retractable glass wall creates an
indoor-outdoor pool so tenants can
swim all year round.

. Besides the obvious practical advan-
tages, mirrored walls make this in-
complex health spa look much larger
than it actually is. When they're mirrors
made with PPG High-Fidelity® float
glass, you get the truest reflections, too.

. A total-glass wall, with sliding doors
included, maximizes a waterfront view
while adding extra space to the room. If
the sliders are PPG Herculite® K
tempered safety glass, they're also safe
and practical.

. Private balconies overlooking a ten-acre
manmade lake add to the appeal of the
midrise units.

. A 16-foot glass end wall brings in a
light and airy view. In colder climates,
PPG Twindow®Xi™ insulating glass
keeps the weather out and the heat in.

PPG: a Concern for the Future

CIRCLE 97 ON READER SERVICE CARD

Dl

Sixty /01, Seattle, Washington
Owner: W/O Ca. INDUSTRIES
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| Compact wet bar is a space-saving unit ideal llation in play or

[ recreation rooms or around pool areas. Measuring 63" wide, 29” deep and
42"high, the basic unit contains a 4.2-cu.-ft -capacity refrigerator, a stainless

‘ steel bar sink and undercounter storage. Cabinets of selected hardwood

veneers are finished in Spanish oak, birch or ash. All appliances are reversible.
Cervitor, El Monte, Calif. ciRcLE 202 ON READER SERVICE CARD

‘ Steel pantry-storage cabinet meas-
ures 36" wide, 84” high and 24%"
deep. The unit is divided into upper
and lower sections. The lower con-
tains storage racks on the inside of
each door, two swing-out storage
compartments with racks on both
sides and easy-to-reach adjustable
shelves along the back wall. The top
compartment is for deep storage.
Genevalndustries, Geneva, I11.

CIRCLE 203 ON READER SERVICE CARD
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Smooth top electric range features
top and bottom continuous-cleaning
ovens. The four smooth top cooking
surfaces with infinite heat controls
have decorative patterns to indicate
the heatingarea. Unit, equipped with
an automatic clock, broilers and
black glass windows in both ovens,
comes in a choice of coppertone, av-
ocado, whiteorharvestgold. Tappan,
Mansfield, Ohio

CIRCLE 204 ON READER SERVICE CARD

Country kitchen combines convenience with simplicity

of style. The colo-
nial-designed, maple cabinetry with a fruitwood finish provides country-size
storage. It is complemented by a thick-edge, grained-maple tabletop that
serves as a chopping board, extra counterspace and serving/seating area.
Maple tabletop hutch provides triple drawer storage and three open display
shelves. Wood Mode, Kreamer, Pa. ciRCLE 205 ON READER SERVICE CARD

Ductless range hood with sculptured lines is available in 30" and 36" lengths.
Unit, equipped with dual filters—one for odors, the other for grease—and
a2-speed fan, comes in stainless brushed aluminum, shaded antique copper-
tone, avocado, harvest gold or white. Hood has an enclosed recessed light
with a diffuser lens. Air King, Chicago. cIRCLE 206 ON READER SERVICE CARD

Thermoplastic single-handle faucet
is designed to be installed in narrow
ledge sinks. Unit features a Brad-
trol™ cartridge control that carries
a 1,000-month guaranty against
leakage. Faucet, which will not cor-
rode, is available in pastel blue, sand,
avocado and harvest gold. The shell,
handle and major internal compo-
nents are made of Celcon. Bradley,
Menomonee Falls, Wis.

CIRCLE 207 ON READER SERVICE CARD

CIRCLE 99 ON READER SERVICE CARD —>
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Economicalrange hood, “Americana,” can beinstalled against soffit and does
not require expensive cabinet assembly. The unit, with twin worklights and
an individually controlled nightlight, features solid state infinite fan con-
trol. The hood, in ductless or vented models, comes in a choice of decorative
colors. Rangaire, Cleburne, Tex. CIRCLE 208 ON READER SERVICE CARD

Garbage disposer line includes: %2 hp stainless steel continuous-feed uni,
a similar batch-feed model; Y2 hp continuous-feed and batch versions with
double-shell sound insulation; and two % hp continuous feed units, one in
stainless. In-Sink-Erator, Racine, Wisc. CIRCLE 209 ON READER SERVICE CARD

Budget micro-wave oven is designed to be built-in without using special kits,
tools or wiring. The unit provides 450 watts of cooking power yet draws only
10 amps of electricity. Standard outlets are more than adequate. Ovens
feature smooth acrylic interiors, removable shelves and see-through
doors. Magic Chef, Cleveland, Tenn. CiRCLE 212 ON READER SERVICE CARD

Self-rimming, double-basin sink is
constructed of DuroCast acrylic.
The unit, available in a selection of
colors, is chip, stain and burn resis-
tant. Surface blemishes can be easily
removed. Construction Compo-
nents, Westminster, Colo.

CIRCLE 210 ON READER SERVICE CARD

Economy range hood is available in
round duct, rectangular duct and
ductless models. All units feature
two-speed operation, a concealed
light, an easy-to-remove aluminum
mesh grease filter and a five-blade
plastic fan. Chambers, Oxford, Miss.

CIRCLE 211 ON READER SERVICE CARD
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Surface-mounted ironing center is
tabricated of heavy duty metal. Pre-
wired unit, with a baked-enamel fin-
ish in either harvest gold or butter-
scotch, is equipped with an adjust-
able-height board and work-light.
Iron-A-Way, Morton, [1linois.

CIRCLE 213 ON READER SERVICE CARD

Plastic laminate in a butcher block
pattern is recommended for coun-
tertop surfacing in kitchens and
other high wear areas. The maple
woodgrain design simulates the
tones and planking detail of real
butcher block. Parkwood Lami-
nates, Lowell, Mass.

CIRCLE 214 ON READER SERVICE CARD

Compact refrigerator with a 2.2 cu.
ft. capacity comes in the white
shown or in a decorative walnut
woodgrain finish. Designed for
tabletop or undercounter use, unit
features a freezer and door storage.
U-Line, Milwaukee, Wis.

CIRCLE 215 ON READER SERVICE CARD




American-Standard
builds the finest
residential steel entrance system!

c’tio

Apartments gain
and certified sound control |
with all-steel Perma-Door @ e e

Steel Perma-Door and steel frames have been fire
tested and are available with 1%2 hour fire rating for
use where fire protection is required, such as apart-
5 ment entrance units from corridors. Perma-Door (flush
design) is the only steel residential door and steel

frame combination with 7% hour Underwriters’ label for

gk i . All steel construction Double lock
use where the most rigid code requirements are in preparation available
effect, such as stair tower doors, etc. Perma-Door also Gormtiies
B offers a certified sound control with a 29 STC rating. Apartment/
i ——— Townhouse

(Tested by Riverbank Testing Laboratories, one of 4 B Complex, Kanter
the world's leading testing facilities.) £ o :: Corp., Forest
= _Park, Ohio.

Here's a rugged, all steel door
that combines beauty,

security and ease of installation.
It remains dimensionally

stable ... callbacks

and replacements are eliminated.
It's insulated against heat,

cold and sound. For additional
security, especially on
apartment entrances, Perma-
Doors are available as

standard with double lock
preparation. Write for complete
information today.

Many attractive designs on
non-rated doors add elegance
to any apartment building

Excellence through Engineering

PERMA-DOOR
Division of SteelcraftO

An American-Standard Company
9017 Blue Ash Road / Cincinnati, Ohio 45242

e
&
o
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'PRODUCTS/SECURITY

A line of cylinder deadbolts, for new
or replacement installations, in-
cludes a single cylinder with inside
thumbturn and outside lock, a dou-
ble cylinder with locks on both
sides, a one-way unit that locks and
unlocks from the exterior only and
a thumbturn deadbolt that is con-
trolled just from inside. Solid brass
cylinders resist tampering. Harloc,
West Haven, Conn.

CIRCLE 216 ON READER SERVICE CARD

Early-warning home fire detector is capable of locating the invisible combus-
tion gases of a fire before smoke and flames begin. Unit, which measures
7"square, is designed to be easily installed on ceilings, in hall and stairways.
The self-contained, ionization-type detector features its own power source
that signals when battery is weakening and a 110 decibel sounder. Mountain
West Alarm, Phoenix, Ariz. CIRCLE 217 ON READER SERVICE CARD

.
Alarm screens, to be used with any perimeter system, provide complete
intrusion protection. Screens to fit any window feature insulated copper
wiring woven into the fiber glass screening. Cutting the mesh activates the
alarm. Frames have integral switches that also trip the system if disturbed.
Imperial Screen, Lawndale, Calif. ciRcLE 218 ON READER SERVICE CARD

Security mailbox is U.S. Postal Service approved. Postal carriers insert mail
in the top compartment where no key is needed. Mail automatically drops
into the locked lower compartment which requires a key for opening. Con-
structed of galvanized steel, unit has a weather-resistant finish offered in
three colors. Mailbox comes with universal mounting brackets that fit any
type post. Trend House, Monroe, La. CIRCLE 219 ON READER SERVICE CARD

Easy-to-install automatic closer is suitable for use on any type of sliding
screen door. A plastic tube is affixed to the vertical edge of the sliding section
of screen. A weighted cord coming out of the top of the tube is fastened
to the door jamb to provide uniform closing from any point. Mesco, Cuper-
tino, Calif. ciRcLE 220 ON READER SERVICE CARD
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Turnkey housing project, Middletown, Connecticut
Certigrade shingles No. 2 Grade, 18" Perfections
Architects: Henry Schadler Associates

Builder: Carabetta Enterprises, Inc.

Red cedar shingles:
low maintenance for low-income housing.

Practicality was essential to the design of textured shingles help the development look
this Turnkey apartment in Connecticut. So red good in the eyes of neighbors and local planners.
cedar shingles were specified. And their natural warmth appeals to tenants.

Red cedar’s acknowledged durability means For details and application tips on Certigrade
low maintenance, an important consideration shingles and Certi-Split handsplit shakes,

RING T0UCH g

in public housing. Cedar shingles retain their o %, write us at 5510 White Building, Seattle,
beauty for decades with little or no upkeep. -t Washington 98101. In Canada, write
Red cedar’s value goes further. Richly 10565 West Hastings St., Vancouver 1, B.C.

L
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Red Cedar Shinale & Handsbplit Shake Bureau



'PRODUCTS/INTERIORS

Fiber glass masonry panels, like the
brick above, can be installed indoors
or out. The 4'x8’ sections are avail-
able in nine patterns: four brick,
three stone and two Aztec stone de-
signs. Precut corner sections dove-
tail with panels for a perfect match.
Panels are fire-retardant, flexible,
lightweight. Cavrok, Vernon, Conn.
CIRCLE 22| ON READER SERVICE CARD

Stain-resistant vinyl wallcovering,
“Sequence” (left] is from a line of
Tedlar-coated patterns. The finish
makes it possible to even wipe off
felt-tip marking-pen ink. Mildew-
resistant, 54"-wide ‘“Shielded Ge-
non’ line comes in two weights, six
patterns and 76 colorways. General
Tire, New York City.

CIRCLE 222 ON READER SERVICE CARD

Textured “Tapato” pattern is a
“Vicrtex” vinyl wallcovering avail-
able on a 54"-wide, 30 yd.-long roll.
The design, which is available in 22
colors including several earthtones,
isarepetition of unlike squares, each
with the look of tree bark. Perfect for
addinga natural look to any informal
room, the low-maintenance fabric is
durable and easy to install. L.E. Car-
penter, New York City.

CIRCLE 223 ON READER SERVICE CARD
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Three-dimensional-looking brick and “Montvale” pattern wallcoverings
transform a lackluster work area to a homey country kitchen. The vinyl-
coated fabrics are from the Sanitas® line of flocks, murals and textured
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Fabric-backed vinyl wallcovering,
“Country Gingham,” is from the
“Backgrounds in Vinyl” collection.
The easy-to-maintain fabric, avail-
able in red, blue, black, brown, yel-
low and olive checks comes in 277
widedouble-bolts. Linealso includes
plaids, stripes, florals. United De-
Soto, Chicago.

CIRCLE225 ON READER SERVICE CARD

Prefinished plywood panels in a
wispy forest pattern are part of the
““Masquerade”series. The %/,;"-thick,
4'x8" panels can be installed with
adhesive or color-coordinated nails.
Collection also includes an em-
bossed pin stripe and a mosaic de-
sign, each in achoice of three colors.
E.L. Bruce, Memphis, Tenn.

CIRCLE 226 ON READER SERVICE CARD
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Stylized wallcoverings, floral “Dance Princess Dance' and striped “The
Chocolate Soldier,” are patterns on silver-foil backgrounds from the “Flock
and Fl}il sl ZE R i handieid ornals Al s e i e L e =




It has the best
fo cool
apariments.

brains

Solid-state-controlled
cooling. That’s the advantage
you have with this Carrier chiller
in the utility room.

It has the brains to meet any
temperature changes in the
system. Precisely. Automatically.
And faster than any chilling
machine with other controls.

It also has other built-ins for
long-term budgeting benefits.

For instance, sealed-in
coolant keeps the motor’s
temperature normal. So the
motor wears longer than normal.

Consider, too, this chiller’s
make-up takes less compressor
power to give you 100 to 400
tons of cooling. And save energy
in the process.

Have your consultant call our

representative about the full line
of chillers from Carrier—first with
50 years of centrifugal cooling.
Carrier Air Conditioning
Company, Syracuse, N.Y. 13201.

No.1 air conditioning maker

H&H pecemser 1973
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If thoughts ever
escape you, you need the
Dictaphone 10.

The 10 is a dictating
machine that fits in your
shirt pocket.

It can carry 30 minutes
worth of first drafts, second
thoughts, conservative
estimates and revolutionary
ideas. It's a snap to use. To
unload your mind, just open
vour mouth. With the 10, all
you need to start, stop,
rewind and replay is one
thumb. The Dictaphone 10 s
priced at only $110. Which
is a bargain, when you
consider you'll never forget
another word you say.

I'd like to hear more about
the Dictaphone 10
portable dictating machine

NAME

FIRM

ADDRESS

2P
101512
(» Dictaphone 10
120 Old Post Road, Rye, NY 10580

Dictaphane 1s one of the family ol registered trademnarks
of Dictaphane Corporation. Rye. NY. U S A

Y STATE
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PLAZA /PROTECT

WATER RUNOFF SPACER W/ALUMINUM SKIN

LIQUID MEMBRANE

Roof system has the waterproofing membrane between the deck and insula-
tion. A high density urethane foam panel with integrally bonded supported
aluminum skins is placed over the liquid membrane—applied directly to

the roof. Apache, Linden, N.J. CIRCLE 228 ON READER SERVICE CARD

Turbine ventilator, constructed of
high density polyethylene elimi-
nates corrosion problems. Unit, with
a 10-year materials guaranty, resists
salt spray, acid fumes, hydrocarbons
and weather and temperature ex-
tremes. It features a sealed, perma-
nently lubricated ball-bearing that
prevents squeaking and slow-down.
Wind-Wonder, Houston, Tex.

CIRCLE 229 ON READER SERVICE CARD

Aluminum soffit and fascia system
is available in a choice of white, yel-
low, brown, green or gold, to match
any styling. Prefinished panels,
matching fascia and trim, combine
the rich appearance of select grade
wood with the low-maintenance
characteristics of aluminum. Ma-
terial will not rot, split or rust. Kai-
ser Aluminum, Oakland, Cal.

CIRCLE 230 ON READER SERVICE CARD

Plastic structural foam shutters “Cell-wood” simulate the natural-grained

look of wood. Shutters are 1"-thick throughout the frame and feature fully
open, integrally molded louvres that look authentic. Easy-to-install shutters
snap into place using concealed mounting clips that attach to any type of
wall withasingle nail. Shutters will not chip, dent, split, warp,rot or mildew.
Allastics, Norcross, Ga. CIRCLE 23] ON READER SERVICE CARD




PRODUCTS/EXTERIOR

High speed mounting system for use
with all styles of plastic shutters in-
volves the use of hidden metal elips.
The clips are nailed or screwed to the
exterior siding. Special masonry
nails provided with each clip make
mountingon difficult materials such
as brick, a fast simple procedure.
Benson, Menomonee Falls, Wisc.

CIRCLE 232 ON READER SERVICE CARD

. b W 3
Aluminum siding with the look of
sawmilled wood is available in a
double-five width. The deep-em-
bossed panels, available in a variety
of colors, combine the appearance of
wood with the benefitsof aluminum.
Material, with a Dymalar® or Ted-
lar® finish, needs little or no main-
tenance. Alsco, Akron, Ohio.

CIRCLE 233 ON READER SERVICE CARD

Shingle with a random edge no cut-out design is available in a wide range
of decorative colors including a fungicidal white. The easy-to-apply
shingle with a built-in self-alignment notch on either end comes with 2
intermittent strips of Sun Set adhesive that withstands gale winds. Atlas
Roofing, Meridan, Miss. CIRCLE 260 ON READER SERVICE CARD

Five section fiber glass cathedral roof system helps keep housing costs low.
Theeasy-to-erect roofof reinforced polyester resinsrequires no maintenance.
Fire-rated, weather-resistant system comes in a 20’ x 20’ size that provides
336 sq. ft. of floor space and a 24" x 24’ model with 432 sq. ft. of floor area.
Rot-proof roofs can be locked together in a series for multiple room designs.
E&E Fiberglass, Bala Cynwyd, Pa. CIRCLE 261 ON READER SERVICE CARD

IT'S STRONG . . . IT'S GOOD LOOKING!

IT'S FAST AND EASY TO INSTALL!

IT'S THE LOWEST “IN-PLACE"” COST
SHELVING SYSTEM AVAILABLE!

O

EXPANDABLE SHELVING

* Lowest ‘‘in-place” cost be-
cause toggle bolts or screws
are eliminated in most installa-
tions. And . . . it's prefinished!

SEND FOR FREE BROCHURE.
5530 Wisconsin Avenue

Washington, D.C. 20015
Phone: (202) 654-8288

CIRCLE 62 ON READER SERVICE CARD

WHEN REPAIRING

OR REMODELING...
...REMEMBER COMPOTITE
SHOWER PAN

COMPOTITE AVOIDS

THE MESS AND INCONVENIENCE OF
LEAD OR HOT TAR APPLICATIONS.
COMPOTITE FOLDS TO FITANY SPACE.

Available through plumbing suppliers.
Or phone or write us for samples and prices

Compotite

Shower Pan

Box 26188, Los Angeles, Calif. 90026
Phone (213) 483-4444

CIRCLE 107 ON READER SERVICE CARD
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PRODUCTS/HEATING, COOLING

= Electronic air cleaner is designed for
installation in homes equipped with
single air-return grille for forced-air
heating and cooling. The media-type
two stage cleaner has disposable
filters and a self-contained power
pack. Available in 800, 1,200 and
1,600 ctm capacities, unit, with its
own fawn beige grillwork, can be
easily installed vertically or hori-
zontally. Carrier, Syracuse, N.Y.
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Packaged terminal air conditioner, “Zoneline II,” features separate fan
motors for indoor and outdoor sections to reduce noise and increase effi-
ciency. Unit, shown with an optional woodgrained baffle, is available in
standard or corrosion-Tesistant models in a wide range of capacities. General
Electric, Louisville, Ky. CIRCLE 243 ON READER SERVICE CARD

%

Air conditioner, in a 3% ton capacity, is designed for remote installation.
Unit features a low maintenance, hermetically sealed compressor, built-in
relief valves, internal electric overload devices and a two-speed, centrif-
ugal-force blower. Factory-wired and -charged unit comes ready to install.
Thermo Products, North Judson, Ind. ciRCLE 241 ON READER SERVICE CARD

Desk-top libraries for builders

CARPENTRY IN RESIDENTIAL
CONSTRUCTION

by Stanley Badzinski, Jr.

Meet completion dates in less time!

Whether you're working with braced, bal-
loon, platform, tri-level, plank-and-beam, or
wood framing on concrete slabs, here are
hundreds of foolproof short cuts for layout
and framing of all wooden structures. Just flip
this amazing guide open to the subject you
want. Precise, clear drawings will show you
fast accurate techniques for sizing, measur-
ing, and fitting every beam, board, stud, or
rafter modern design and construction could
ever require. Now you can get the kind of pro-
fessional finish you can be proud of without
guesswork and a minimum of measuring.
(50) $9.95

READING ARCHITECTURAL
WORKING DRAWINGS

by Edward T. Muller

Eliminate all construction snafus! This easy-
lo-use manual clarifies every symbol, line,
term, abbreviation likely to appear in specs
and blueprints for both residential and com-

NEW
MCGRAW-HILL

@, 0 (U
P
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mercial buildings. From laying foundations to
insulation, plumbing and electrical installa-
tions, all made crystal clear by translating the
jargon inte familiar shop talk terms. Scores of
diagrams and drawings.

(27) $12.95

ESTIMATING IN BUILDING
CONSTRUCTION

by Frank R. Dagostino

Boosts your profits by saving money on ma-
terials, overhead, and more! From estimating
floor assembly costs more accurately to
cranking bigger profits from roof construction,
this handbook shows you how to zero-in on
every cost you're likely to meet.

(29) $18.00

CONSTRUCTION MANAGEMENT

& CONTRACTING

by Alonzo Wass

Increase profits with time and money-cutting
strategies for everything from handling work-
men’s compensation o coping with office
chores at the site to determining which will
take a smaller tax bite—the straight line or de-
clining method. Easy to follow specimen for
handling contracts and standard forms,

(30) $14.60

METHODS AND MATERIALS OF
RESIDENTIAL CONSTRUCTION

by Alonzo Wass
Build any frame structure, faster, easier, more

profitably. Includes latest building technigues
for using tested new building materials and
machines in safety—and erecting residential
units from foundation stakeouts to occupancy.
Features overhead-cutting ideas, scheduling
tips, hints on determining material quantities.
QOver 700 illustrations show you the exact
steps and techniques to use.

(31) $18.00

it e o o o s o s It =1

| THE NEW McGRAW-HILL BOOKSTORES |

| NEW YORK |
1221 Avenue of the Americas

On the plaza between 48th and 49th Streets
New York, N.Y. 10020

Tel. (212) 997-4100

WASHINGTON, D.C.

The Smithsonian Bookstore/A McGraw-Hill
Enterprise. At the National Museum of History
d Technology

onstitution Avenue, N.W. and 14th Street
Tel. (202) 381-5248

50 27 29 30 31
| have circled the numbers of those books | wish

[0 My check is enclosed for §

] American Express &

ElMasler Shafge 2.1 - — %

Expires. = =
Add NYC 7% or applicable sales tax, plus postage
& handling, 35¢ per copy

Name

Address - S —— ——eee— I

City. = Staje. Zip=——_— |

O T—?—JS:G‘WVEEI charge account application, I
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en you open up

a Quality Inn,

well do more to help
you fill it up.

When you invest in a Quality Inn franchise,
you buy more than our nationally known yellow
and red sunburst sign. You buy a smooth
running system designed to do one thing. Fill
rooms profitably.

First, you get one of the industry's strongest
reservation systems, which includes a national
800 number, plus a coast to coast
network of motels that sends
you reservation referrals.

Quality doesn't stop there.

We promote the Quality
name with strong national adver-
tising on network television’s top
programs like NFL football. We
give you promotional materials
to further stimulate your staff and
encourage them to sell harder.

In addition, we offer staff
training in customer relations,
and a package of programs
designed and administered by
experts covering every aspect

CIRCLE 109 ON READER SERVICE CARD

of motel operations from security to group
insurance to food and beverage management.

If you're planning a new property, Quality
can assist you with site selection, construction,
interior design, and furnishings for everything
from rooms to kitchens.

For more information about investing in
Quality, send the coupon below.
Or phone Leonard K. Dowiak,
at (301) 593-5600.

I_Leonard K. Dowiak, VicePresident,
Franchise Operations

I Quality Inns International
10750 Columbia Pike,
Silver Spring, Maryland 20901

I Please send me your get
acquainted fact sheet.

1vrr

H T2

Name
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PRODUCTS/HEATING, COOLING

Baseboard diffuser and matching return air grille come in 24" and 48” lengths.
Units feature automatic pushbutton damper controls. Pushbutton is turned
to set the control at the balance desired. Then a touch of this button
automatically opens thedamper tothe preset position orcloses it completely.
Lima Registers, Lima, Ohio. CIRCLE 244 ON READER SERVICE CARD

Oil-fired water heaters come in models with unlimited inputs starting from
175,000 BTUH. Units heat water instantly but indirectly by combining a
cast-iron boiler with modular water-to-water heat exchangers. Heaters,
operating on thermal gravity drive, need no circulators in the primary water
circuit. Hydrotherm, Northvale, N.J. CIRCLE 242 ON READER SERVICE CARD

Easy-to-install electric baseboard heaters comein seven lengths ranging from
2" to 10’. Units feature four knockouts in each junction box and mounting
slots in the back panel. Wiring can enter at any point under the heater. No
relays are needed. An integral thermostat can be mounted on the baseboard.
McGraw-Edison, Albion, Mich. ciRcLE 245 ON READER SERVICE CARD
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NOW YOU SEE IT

NOW YOU DON'T

Tomper=-proof
hinges that hide

Soss Invisible Hinges can't be seen or tampered with
when a door is closed. Hinge bodies are mortised into
the door and jamb to discourage any intruder. Specify
Soss invisibility for beauty and security. Our new catalog
includes application and installation ideas on all 20

dels. Look 7 st
gnv\?e:t’ss, oro '.?vrit:sotro lSolsrs] ? the S“s
H Q O
o Iavisiles
&

Mfg. Co., Div. of SOS
Consolidated Inc., P. O.
Box 8200, Detroit, Mich.
48213.

CIRCLE 110 ON READER SERVICE CARD

H&H DECEMBER 1973

U.S. POSTAL SERVICE

STATEMENT OF OWNERSHIP, MANAGEMENT AND CIRCULATION [Act of August 12, 1970: Section 3685
Title 39. United States Code)

1. Tutle of publication: House & Home

2. Dare of filing: October 1, 1973

3. Frequency of issue: Monthly

4. Location of known office of publication: 1221 Avenue of Amerncas, New York, New York TO020

5. Location of the headquarters or general business offices ol the publishers: 1221 Avenue of the Americas,
New York, New York 10020
6. Names and addresses of pu

) 1, editor, and managing editor
Publishet: James E Boddorf, |

venue of the Amencas, New York, N.Y. 10020

Editor; John F. Goldsmath, 1221 Avenue of the Americas, New York, N.Y. 10020

Managing editor: Maxwell C. Huntoon, Jr., 1221 Avenue of the Americas, New York, N.Y. 10020
7. The owner is McGraw-Hill, Inc., 1221 Avenue of the Amencas, New Y
or more of stock are: Donald C. McGraw, individually; Donald C. McGraw, E nal
C. McGraw, Jr, & Harold W. McGraw, Jr., Trustees under Indenture of Trust m/b James H. McGraw dated
1/14/21 as modified, Donald C. McGraw, Trustee under Indenture of Trust mib James H McGraw, dated 7/1)37
as amended; Donald C. McGraw & Catherine McGraw Rock, as Trustees of the Estate of Mildred W. McGraw;
all of 1221 Avenue of the Americas, New York, N.Y.; Firjir & Co. ¢/o Ist National Bank of Jersey City, |
Exchange Place, Jersey,City, N.1; Perc & Co. c/o Northwestern National Bank of Minneapolis, Minneapolis,
Minnesota; Ronis & Co. clo Bankers Trust Company, P.O. Box 704, Church St. Station, New York, R Y

Sabat & Co. ¢fo Savings Hanks Trust Company, 200 Park Avenue, New York, NY; Sior & Co. clo Bankers
Trust Co, P.O. Box 704, Church St. Station, New York, N.Y.; Way & Company tfo Bank of New York, P.O
Box 11203, New York, N.Y

8. Known hondholders, mortgages, and other security holders owmng or holding | percent or more of toral
amount of bonds, mortgages or other securities: None

9. Permission requested

10. Not apphieable

11 Extent and pature of circulation

Actual Number of
Copies of Single
Issue Published

Average No.
Copies Fach
Issue During

Precedin Nearest to

12 Months Filing Date
A. Total No. Copics Printed 112,643 112,816
B. Pad Circulation ‘ : s
i.Sales through dealers and camiers, street
vendors and counter sales
M ubscriptions 104,399 103,304
C. Total Paid Circulation 104 399 103,304
D. Free istnbution by Mail, Carner or Other Means
Samples, Complimentary, and  other free
copies 7,442 8,915
1 Copies distnbuted to news agents, but not
sold =
E. Total Distnibution 111,841 F12,228
F. Office Unaccounted,  Spoiled o
802 58
G. Total 112,643 112,816
I certify that the statements made by me above are comréct and complete

(Signature of owner

MeGRAW-HILL, INC
By: JOHN | COOKE
Senior Vice President & Secretary




THERMOPANE HELPS TODAY'S

INSULATION FACE TOMORROW.

You know the advantages
of Thermopane insulating
units. And so do home-
buyers.

Today there is more con-
cern than ever with the kind
of energy-saving and heat-
retaining economy Thermo-
pane can provide.

Its importance now is
exceeded only by its impor-
tance to the next genera-
tion at a time when energy

reserves will likely be even
more limited.

So as the supply goes
down and fuel costs go up,
an investment in Thermo-
pane right from the start
makes a lot of sense. It
means more heating bill
savings every year. And
certainly a more affordable
home tomorrow is a more
saleable home today. Two
more selling points: It also

CIRCLE 115 ON READER SERVICE CARD

reduces chances of window
fogging and helps balance
indoor humidity.

Let Thermopane
help you sell homes.

Write for our {
brochure, "How to ’/
Brighten Your ,f /
Outlook." /
Libbey-Owens-
Ford,Dept.G-1273,
811 Madison Ave.,
Toledo, Ohio 43695.
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give a New or Re-modeling Job @ Quali?y appearance at low cost.

TR
COLORS
AVAILABLE

HARVEST GOLD
WHITE

AVOCADO A more SALABLE — QUALITY appearance for Util-
ity, Family Rooms, Kitchens — Conceals service
lines — dryer venting. NO RUST! NONMETALLIC
Write or call for complete info. (606) 371-0799

SHEETMETAL INC.
1039 LIMABURG ROAD
BURLINGTON, KENTUCKY 41005

CIRCLE 63 ON READER SERVICE CARD

yom NO‘SZ Now, at last, diazo machine
operators and those who work
MOM- oo e . . ce

free of the nauseous ammonia
fumes characteristic of the diazo
process; and there is no need
for costly changes or modifica-
tions in your present system.

with fresh diazo prints can be

Y

AZO-TEX, when used as directed,
effectively suppresses ammonia
odors on diazo prints and signif-
icantly reduces ammonia con-
centrates in the air to help meet
OSHA standards. It has been
found that the use of AZO-TEX
extends the life of the finished
white print or sepia and in no
way adversely affects the pro-
cessing of diazo paper or film,
nor does it weaken or shorten
the life of ammonia.

AZQ-TEX is available in 3 differ-
ent formulations. Formula “A”
for Anhydrous ammonia systems.
Formula “B" for Vapor pump
circulating systems. Formula “R"
for liquid ammonia (circulating
and non-circulating) systems.
Only a 2 oz. bottle of AZO-TEX
is required to one gallon ammo-
nia or 5 gallons water in anhy-
drous systems.

HAS BEEN APPED!

GEMIN

See your local dealer today!

PRODUCTS
LIMITED

CONNECTICUT 06430

FAIRFIELD,
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High-speed reversible plate compac-
tor compacts granular and cohesive
soils to a depth of 30". A 10.5 hp
Wisconsin-Robbin gas engine de-
livers 4,000 blows per minute with
a 6,000 Ib. force per blow. Unit, with
an 18" sq. plate, features a “Touch-
toe’’ control and swing-over handle.
J.I. Case, Racine, Wis.

CIRCLE 246 ON READER SERVICE CARD

Automatic fastener, Spotbradder™,
helps reduce downtime and speeds
up production. The lightweight 3 Ib.
unit carries a 925-load coil cartridge
of Spotbrads™. Cartridge snaps on
instantly permitting almost contin-
uous operation of the tool. Spot-
bradder™ drives 18-gauge brads from
%" to 1”in length and 18-gauge pins
from %" to 1%" long. Spotnails,
Rolling Meadows, I11.

CIRCLE 247 ON READER SERVICE CARD

e

Heavy-duty, track-mounted trencher digs 6’ deep and up to 24" wide with
a 150,000 1Ib. test, multi-speed digger chain. Low-maintenance gasoline-pow-
ered unit features formed plate heavy construction and balanced design. It
travels on wide, high-flotation, springloaded tracks mounted on seven-track
rollers. Vermeer, Pella, [owa. CIRCLE 248 ON READER SERVICE CARD [
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Rapid-firing pneumatic nailing head
is available for custom mounting in
equipment designed for automated
woodworking assembly application.
The unit drives 4” and 3%" coated
nails with either smooth or screw
shanks. Tool is adaptable to remote
firing by hand or foot switch. Duo-
Fast, Franklin Park, I11.

CIRCLE 252 ON READER SERVICE CARD

Systors lifting system permits the
formation of portable service struc-
tures of almost unlimited heights.
Box-type steel structures, locked
into position, raise in a smooth un-
interrupted motion creating a tower
section. It is suitable for servicing
buildings under construction. Mik-
ulin Research, San Francisco.

CIRCLE 253 ON READER SERVICE CARD

Rough terrain forklift, with a 6,000 Ib. lift capacity, is powered by a 63.7
hp Ford industrial tractor. Optional masts, providing lifting heights to 30'6”,
are available. Heavy-duty unit features a quick drive train disconnect that
allows the forklift to be towed at road speeds with the drive train disengaged.
Badger Dynamics, Port Washington, Wis. CIRCLE 254 ON READER SERVICE CARD

New compact hydronic
heat package does the work
of 20 feet of baseboard!

| =

The Beacon-Morris Twin-Flo is an integral
part of your hydronic heating system, just
like baseboard or convectors. The difference
is, it's compact, fits most anywhere, and

it literally pours out the heat.

A4" x 14" x 18" Twin-Flo equals 9 feet of
baseboard. A slightly larger model equals 15
to 20 feet. You have 5 sizes and types to
choose from to solve any hard-to-heat
problem.

The rule is: if you've got plenty of room for
baseboard, use it. If you don't, find a mere
14" in a cabinet kickspace, or over.a door, in
a stair riser, almost anywhere . . . and have
your heating contractor install a Twin-Flo.

Technical details? Send for them!
Beacon-Morris Corp., 60 Brainerd Rd.,
Boston, Mass. 02134.

twinoflo’

By BEACON-MORRIS
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FEDDERS, first
to meet the challenge

New Fedders E-Flex is todays full line of residential
central air conditioning systems that already meets
the efficiency standards being considered by the
U.S. Government for 1975.

Fedders saw the energy crisis coming.
Fedders started doing something about it—a long time ago.
Now, after years of research and the expenditure of millions of dollars, Fedders has

achieved an engineering breakthrough and arrived at a new and more efficient system of
central air conditioning.

It's called the E-Flex System of central air conditioning.

What This Means to You

Major users of energy—such as builders of of-
fice and apartment complexes and large-scale resi-
dential builders—are in an energy squeeze. On one
side there is the constant rise in the cost of fuels. On
the other side is the dwindling supply.

Aremarkablequality of the new Fedders E-Flex
System is that it is the builder’s answer to both these
problems—rising costs and dwindling supply. Be-

cause an E-Flex System—by actual tests—requires
less energy and makes better use of it.

So startling are the capabilities of new Fedders
E-Flex to perform in both these critical areas that,
in a feature article in the October 1973 issue of

“Airconditioning & Refrigeration Business, editor Sam

Milnark reports:

...for a 200-apartment complex, it would cost
the owner about $10,000 to $20,000 more (at
$50 to $100 more for each system) but in 20
yearshedsave $150,000onthe average in elec-
tricity at today’s rates.

Since the Fedders E-Flex System will save you considerable sums of money at todays rates, think how
much more it will save in the future. Right now, experts predict that within a decade the cost of electricity may

double or treble, which means that costs for this energy source alone will rise from an average of 3cents a
kilowatt to 9 cents.
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manufacturer of air conditioners
of the energy crisis

Heres Evidence

Look at the table below. It compares the BTU-Watt efficiency ratios of new Fedders E-Flex Central Air
Conditioning with the best and most efficient models (1-1/2 to 5 ton capacities) of five other leading manufac-
turers. As you can see, Fedders outscores them all.

Translate these energy-efficiency ratios into dollars and cents per month or per air conditioning season
and you'll determine for yourself the exact amount an E-Flex Central Air Conditioning installation can save.

CENTRAL AIR CONDITIONING EFFICIENCY RATINGS
BTU PER WATT

CAPACITY

BTU/HR FEDDERS SEARS CARRIER G.E LENNOX YORK
18,000 8.18 6.2 7.5 6.66 - —-

24,000 980 827 7.5 7.27 7.27 7.01
30,000 B.56 7.89 714 833 7.89 6.67
36.000 9.23 8.57 735 8.78 7.66 7.06
42,000 10.00 8.40 .77 7.7 7.92 7.7
48,000 10.00 B.42 8.0 7.16 7.50 7.38
60,000 0.52 7.79 7.50 937 — —

Competitive capacities and watts based on the Directory of Certified Unitary Air Conditioners,
published by the Air Conditioning & Refrigeration Institute, August 1-December 31, 1973

An E-Flex System for Every Use

Aretherenew Fedders E-Flex Systemswiththeright capacity
for special builder needs? Yes. In fact, the E-Flex System was
originally conceived for residential use and smaller commercial
installationsthen later expandedtoinclude units of large capacities.

Whatever your need, whether it is to air condition a.200-
apartment complex or to cool an 8 room single family residence,
the adaptability of the Fedders E-Flex System is remarkable.

You can combine it with a variety of Fedders vertical or hori-
zontal evaporator blowers or—when gas, electric or oil heat fur-
naces are involved —with Fedders evaporator coils. The result in
every case—large or small—is a custom-built air conditioning sys-
temwhoseunusually high efficiency gives you the lowest operating
costs.

What Makes E-Flex Possible?

To oversimplify: at the heart of this revolutionary new system is a compact, smoother, more efficient
method of compressing refrigerantgas—arotary compressor. Coupledwith thisisacompletely newarrangement
of uniquely-matched components to create a condensing unit with the highest efficiency in the industry.

For complete information on the Fedders E-Flex Residential Central Air Conditioning System and equip-
ment, circle the appropriate number on the reader reply card or write to Fedders Corporation, Woodbridge
Avenue, Edison, New Jersey 08817.

EDISON. NEW JERSEY O8817

CIRCLE 119 ON READER SERVICE CARD H&H pecemBer 1973 119




low investment
_ truss system
with a low plate cost!

—
'\
\

CLIP COST UNDER $1.00 PER TRUSS

New, heavy duty Klincher® presses up to 256 Truss Clip Series
Il nails in one squeeze. Light enough to be hand held, the
Klincher® uses only 120 volt current. Klincher® complete with
T-K-5 Power Unit and 40° Klincher® Jig just $1,599 or leases
for as little as $58 per month. For more information write:

.
THE PANEL CLIP CO.

P.O. Box 423, K Farmington, Mich. 48024 / Phone 313 / 474-0433
CIRCLE 64 ON READER SERVICE CARD

' Why pay an answering
service when you can
own your own?

Dictaphone has a machine
to make sure you never lose
another cent through a
missed phone call or a gar-
bled message. In fact, we
have a whole line of them.

They're called Ansafone Telephone Answer-
ing Systems. You can buy one outright or possi-
bly lease it for about what you're paying your
answering service now. And it works for you 24
hours a day, 7 days a week.

For a free brochure describing how much an
Ansafone can help you, mail this coupon now.

_—___-—_-_—__q

| ®Dictaphone I

' Box L-12-20, 120 OId Post Road, Rye, New York 10580 l
Please send me full details of the Ansafone line.

|Name g I S e . - I
Company.s== 1 i1 sl e Phane et I
Address R IO SR S S S L S Rl
City i L. = State_ - ' Zip Code I

B B B T Tl pee—_——— |
Ansafone and Dictaphone are registered trademarks of Dictaphone Corp.
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Two-stage 8 hp snowblower is equipped with a single cylinder, air-cooled,
four-cycle Briggs & Stratton gasoline engine. Unit, with three forward gears
and one reverse, features a built-in differential for maneuverability and can
be locked for positive two-wheel traction. Blower has a discharge radius of
270°. Homelite, Portchester, N.Y. CIRCLE 249 ON READER SERVICE CARD

Cordless %" electric drill isdriven by
aself-contained power pack. Ideal for
use in areas where electricity is not
readily available, the tool has a
charger unit that fully recharges the
drillin 16hours. Workingat 800 rpm,
tool is designed for light, intermit-
tent use on wood and light gauge
steel. Black & Decker, Towson, Md.
CIRCLE 250 ON READER SERVICE CARD

Lifting device makes applying drywall to ceilings and sidewalls a simple
one-man operation. “Panelift’”’, weighing only 60 Ibs., lifts sheets to a height
of 116" and can carry up to 50 Ibs. Unit, with a tilt-cradle for easy loading,
positionssheet and holds it firmly, eliminatingdifficult balancing. Goldblatt,
Kansas City, Kans. CIRCLE 251 ON READER SERVICE CARD




Arden Follin reports the local
Maytag Route Operator took the whole
laundry room problem off his back.

“Our residents prefer Maytags
and we don’t have any
headaches; he states.

Silver Oaks is a complex of 281
garden-type apartments in the college
town of Kent, Ohio.

“Before Maytag, we had another
brand of washers and dryers, and
frankly, service was a problem,” says
Mr. Arden N. Follin, President, Arden
Follin Company.

“Our laundry rooms are small, but
we have 35 of them, and when one is
a problem it is a real headache for us,”
continues Mr. Follin. So in 1967 they
turned the entire laundry operation
over to Coin Rentals, Inc., the area’s
Maytag Route Operator.

“They did a lot of extra things,” says
Mr. Follin. “They really set up the
laundry rooms for us. They painted,
cleaned up, even built special folding
tables. We like the way they do busi-
ness.”

There are now 70 Maytag Washers
and Dryers at Silver Oaks. “Our resi-
dents have expressed a preference for
Maytags,” concludes Mr. Follin. In
addition, the machines keep working
with minimum maintenance.

Naturally, we don’t say your experi-
ence will be exactly like that at Silver
Oaks. But dependability is what we try
to build into every Maytag Washer.

Many Maytag Route Operators offer
a Total Operation Service that takes
the whole laundry room problem off
your back. Find out what this service,
plus Maytag dependability, can do for
you. Mail the coupon today.

YIAG

THE DEPENDABILITY PEOPLE

r-_--
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The Maytag Company w I

Advertising Dept. HH-12-73, Newton, lowa 50208 ‘¥ ,.I

rpures

Please send complete information on how Maytag Washers and Dryers can
help us have a smoother, more trouble-free laundry operation.

Name Phone

Company

Address

State Zip Code
I N N I I T N N N .

City I
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. I you thih‘k‘nlr;ﬁﬁﬁﬂr‘aoors are
the same, take a better look at
TUB-MASTER Folding Shower Doors o

413 Virginia Dr,, Orlando, Fla. 32803
TUB-MASTER CORP. 2185-;1538;. l;upunt, Anaheim, Cal. 92806
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s ok 1 13
i ATTACH LABEL HERE

: % Please give five weeks notice before change of address
1 Chaﬂglﬂg becomes effective. Attach mailing label here and print
I your new address below. If you have any question about
: your your subscription, include address label with your letter.
]

i address? MAIL 1D :

: * House & Home, P.O. Box 430, Hightstown, N.J. 08520
I

I

i

i

]

1your name

]

1]

your mailing address

city

zip code

your firm name

firm address

city

zip code

type of business

your title or position

P A S ———

TO ENTER OR EXTEND YOUR SUBSCRIPTION, want
CHECK HERE:
OO0 NEW 0O ONE YEAar $10.70 your
[0 RENEWAL ] THREE YEARS $21.40
MAIL REMITTANCE TO own
House & Home, P.O. Box 430, Hightstown, N.J. R
08520—Rates Apply to U.S. & Canada Only— subscnptmn?
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PRODUCTS/TOOLS, EQUIPMENT

Electric hand tool combines the
functionsof the drill and the hammer
drill. The 599 Xtra-tool” serves as
a basic %" drill powered by a % hp
motor, a high frequency impact tool
for chiseling, scraping and gouging
and as a hammer-drill, particularly
efficient in drilling concrete, brick
and masonry. 8kil, Chicago.
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Pneumatic hammer is capable of
driving 6d to 70d nails at a rate over
three times as fast as conventional
tools. Weighing only 2% lbs. and
small enough to hold in the palm of
the hand, the hammer operates
without a trigger. Slight pressure
against the nail begins the driving
cycle. Teco, Washington, D.C.

CIRCLE 256 ON READER SERVICE CARD

Telescopic scaffold features heavy-
duty casters, built-in outriggers, an
access ladder that locks to the unit
and permanently attached cross
braces. Unit, with only 5 parts, can
be quickly assembled or disassem-
bled by one man with no tools. Plat-
form height adjusts from 17” to 8',
Fairfield, West Caldwell, N J.

CIRCLE 257 ON READER SERVICE CARD

Self-powered, PTO-driven ““Lawn Genie” mows and sweeps expansive lawns.
The 6’-wide unit, designed to be attached to a tractor with a three point
hitch, features a floating linkage so that it follows the terrain not the tractor.
Mower has a patented rotor and 76 free-swinging knives to cut thick, heavy
growth. Matthews, Crystal Lake, I1l. CIRCLE 258 ON READER SERVICE CARD




e LESS LABOR COST
e EASY TO INSTALL
e MORE PROFIT PER UNIT

ventilated
vinyl-coated
steel rod
closet shelving

SEND US
YOUR BLUEPRINTS

e we will send quote
’ e we custom cut each shelf
to fit
e we ship direct to the job

e we tag each apartment

CORPORATION L.
SEE US IN BOOTH #1637 S
P. O. Box 304 e Suite 1312 NAHB SHOW, HOUSTON {@
JANUARY 20-25, 1974 I gt

Ocala, Florida 32670 » (904) 629-8734
CIRCLE 123 ON READER SERVICE CARD



Shredder/compactor, SHREDpactor™, crushes, shreds and deodorizes waste,
then compactsit. The unit, which is adaptable to a wide variety of haul-away
containers, is compact and easy to install. Machine can handle soft or wet
garbage, metal, plastics and glass as well as rags and scrap lumber. With the
addition of anoptional weathercontrol box, the unitcan beinstalled outdoors.

éring in the washer, dryer appliances and connect
in minutes. Stop damage caused by installers who
must smash through finished walls for a vent hole.

QUICK CONNECTS FOR WASHERS, DRYERS,
DISHWASHERS . . . Recess in the wall . . . Conceal
electric, water lines, drain, and exhaust air venting.

Can eliminate unsightly laundry tubs and also the
cost and labor.

At low cost, it is a better way to add that finishing
touch to utility rooms, kitchens, family rooms, or
even in the bath!

Colors: Avocado, White, Harvest Gold

Get complete information

Tel. (606) 371-0799

by

SKILCRAFT

SHEETMETAL
1 LIMABURG ROAD

INC.,

BURLINC ON. KENTUCKY 41005
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American Sterilizer, Erie, Pa. CIRCLE 234 ON READER SERVICE CARD

Heavy-duty waste compactor uses
a % hp motor to compact refuse with
aram force of 6,000 lbs. The mobile
unit, with key-lock controls and a
positive interlock system, stores
refuse in a 5 cu. ft. container. The
74" high, 28" wide and 25" deep com-
pactor can be used in limited space
installations. AMF, Essex, Conn.
CIRCLE 235 ON READER SERVICE CARD

Vertical

compactor, “‘Wastehog
DD" is for buildings that generate a
volume of solid waste. The low-cost
unit fits into a wall to be loaded with
trash from either back or front and
is adaptable to new or existing trash
chutes. It features a built-in double
cylinderforeven ram pressure, Ca&w
Auto-Pak, Red Lion, Pa.
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A small investment

that can give you
a big r%wturz

When you put additional money
into your feature package, you
want those added features to help
you sell your house, right?

And for a few bucks more per
house, we can give you this kind
of sell. Moen single-handle faucets
and valves.

They’re the most-used appli-
ances in the house. Highly visible
too. And their good looks speak

for themselves. What’s more, they
beg to be touched. And when your
prospects do, they’ll discover how
handy a single-handle faucet is.
Odds are, they’ll also recognize
the Moen name. A name that
stands for quality. The kind of
quality that reflects well on you.
So when you’re looking at fea-
tures, look at the one that can do
a lot to help sell your house. Look

CIRCLE 125 ON READER SERVICE CARD

at Moen faucets and valves. For
details, see your plumbing sub. Or
write Moen, a Division of Stana-
dyne, Elyria, Ohio 44035.

There’s only one. MIOEN

b
o
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PRODUCTS/ENVIRONMENTAL

The
home

protector

Line of hydraulically operated trash compactors is for high volume applica-
tions. The rugged “Container Paks” are especially suited to apartment
building use. Units, which can be hand or chute fed, automatically fill and
compact trash into caster-mounted containers for collection byloader trucks.

: your homes outstanding
ion from water and
. Use latex caulks made
oplex™ acrylic binders
azing and filling cracks
d bathtubs, in shower
and a variety of exterior
ions. Seven years of ex-
re testing has proved
s made with Rhoplex
lics have better weather-
than butyl, polyvinyl
te, and oil caulks.

eing water-based, the caulks
ly easily. Can be tooled with
ers moistened with water.
ler drying, the acrylic ve-
19 becomes highly water-
nt. Caulk can be painted

i

Werite for a list of caulk manu-
‘%ﬁ‘é urers who use Rhoplex

‘aerylic vehicles.

© PHILADELPHIA, PA. 18105
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Maxon, Huntington Park, Calif. CIRCLE 237 ON READER SERVICE CARD

Aerobic wastewater treatment sys-
tem has low maintenance submers-
ible pumps. Approved by the Na-
tional Sanitation Foundation, the
system is fail-safe, as pump failure
sets off an alarm and causes a mal-
function of plumbing instead of the
discharge of untreated waste. Crom-
aglass, Williamsport, Pa.

CIRCLE 238 ON READER SERVICE CARD

Automatic chute-fed compactor is
designed for apartment building ap-
plication. Waste and refuse passing
a time-delayed electric-eye inside
the chute activate the compaction
cycle. Unit can be fed through the
hydraulically operated rear chute or
hand-loaded from the front. The
Tony Team, Minneapolis, Minn.
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HOW COME?

INTHE PAST 5 MoN'_rHs;*‘

MAD

THEIR

/
HOMES

THE GROWTH SHELTER COMPANY

MORE FAMILIES LIVE IN
NATIONAL HOMES THAN
ANY OTHER HOMES IN
THE WORLD

Appliances by

*April through August, 1973
CIRCLE 127 ON READER SERVICE CARD

Now’s the time to make your
change. This has been an exciting
year of change for hundreds of home
builders across America. Since April,
another 714 have joined the National

Homes team. And for the best of rea-

sons. As National Homes builders,

they're making good use of the biggest
and best package of builder-support
programs in the industry.

Financial support in the form of per-
manent financing and develop-
ment financing. Marketing
support with full scale promo-
tions several times yearly. The

widest choice of profit tested

home designs—best sellers
that range up to $65,000.

One-on-One help from the

Man from National, the man who knows

how to step up your growth plans and

dramatically improve your profit
margins.

Plus: the most profitable system for
building homes. The profit sys-
tem that's proved itself for 33
years.

This is all part of the total pack-
age you get when you make
your change to National. Do

it. It's the surest way to
sell faster, build better,
enjoy the most profitable return. For the
total story on National’s total package
forhome builders, send the coupon now.

Shouldn’t you make Your
Profit-Change to National Homes?

—
NATIONAL HOMES MANUFACTURING CO.

P.O. Box 680

Lafayette, Indiana 47902 HH-12

Attn: Marketing Division

317—447-3232

YES! | want to be a profit builder on the National
Homes team. Send the Man from National nearest me.

B

NAME
COMPANY
ADDRESS

cITY STATE

PHONE 'AREA CODE

In the past 12 months | have built __ living units:

|
I
|
I
|
I
!
I
I
I
|
|
I
|
I
I
I
I

single family townhouses .

apartments. | have

I
I
i
|
I
I
I
I
|
|
|
I
I
|
I
I
I
I
|

lots. My typical selling !
priceis $—
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LITERATURE

Gas meter remote reading system is
described in a four-page brochure.
[llustrations of the unit and its in-
stallation accompany sections cov-
ering construction materials and
method of operation. Singer, Phila-
delphia, Pa.
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Safety rules for on-the-job use of
power tools are presented in illustra-
tion and text in a brochure. This
folder is part of a complete safety
program developed by the Power
Tool Institute in cooperation with
the National Association of Home-
builders, the United Brotherhood of
Carpenters & Joiners of America and
the National Institute for Occupa-
tional Safety & Health. It includes
the basic rules mentioned above, a
safety check out and maintenance
procedure for power tools and a list
of contractor responsibilities relat-
ing to power tool safety. The Power
Tool Institute, Mt. Prospect, I1L

CIRCLE 302 ON READER SERVICE CARD

Bathroom planning hints and sug-
gestions, plus illustrations and text
descriptions of bath units fill a 12-
page design guide and 32-page full-
color booklet. A color-selection
chartis included. To assist in visual-
izing arrangements, the brochures
are accompanied by scaled fixture
cutouts to be arranged on a supplied

grid. Thus, although the kit is
oriented toward the consumer, it can
he a valuable aid to the builder in
discovering his client’s require-
ments. American Standard, New
Brunswick, N.J

CiRCLE 301 ON READER SERVICE CARD

PVC window hardware is featured in
a four-page folder. Illustrations, dia-
grams and text are used to describe
the unit. A custom design service is
discussed. Profile Extrusions, Hast-
ings, Minn.
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Eatly-warning fire detector is fea-
tured in a four-page folder. An illus-
tration compares effectiveness of
this model with different types of
detectors and a self-monitoring fea-
ture is discussed along with other
unit characteristics. Specifications
are included. BRK Electronics,
Aurora, I11.
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Steel exterior doors are featured in a
16-page, full-color catalog. Product
details, specs and design selections
are presented in text and illustra-
tions. Steelcraft, Cincinnati, Ohio.
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Alarm equipment catalog—Ilisting
400 intrusion and fire alarm prod-
ucts—includes specifications, illus-

trations, and application informa-
tion as well as prices. The 80-page
booklet describes units ranging from
relatively simple kits to ultrasonic,
radar and infrared intrusion detec-
tors. Mountain West Alarm,
Phoenix, Ariz.

CIRCLE 311 ON READER SERVICE CARD

Heating products catalog lists resi-
dential and commercial/industrial
units. Included are electrical base-
board heaters, thermostats, forced-
air and versatile unit suspension
heaters. Specs, application informa-
tion and prices are listed. Federal Pa-
cific Electric, Newark, N.J.
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Shake and shingle panels are illus-
trated on a single page. Photographs
of actual installations, repre-
sentations of available textures and
application details are presented.
Shakertown Corp., Cleveland, Ohio.
cIRCLE 305 ON READER SERVICE CARD

Water control systems for land-
scaped areas are presented in a 15-
page, binder-hole-punched bro-
chure. Features of individual sys-
tems—including flexibility, relia-
hility, maintenance, durability and
cost—are described. Step-by-step in-
structions tell how to design a sys-
tem, using proper equipment, for
maximum efficiency. Photographs,

charts and illustrations complement
the text. Griswold, Santa Ana, Calif.
CIRCLE 306 ON READER SERVICE CARD

Carpet care for heavily trafficked
areasisdetailed, with suggestions for
the use of specific equipment and
chemicals for special problems in-
cluded. Cleaning machines, such as
shampooers and vacuums, are de-
scribed and illustrated. Multi-Clean,
St. Paul, Minn
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Metal wood connectors, truss and
joist components for floor and roof
systems and production machinery
for component fabrication are de-
scribed in a full-color booklet. San-
ford, Pompano Beach, Fla.
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Modular electric heating system is
described inafull-color folder, which
includes illustrations and specs.
American Stabilis, Lewiston, Me.

CIRCLE 304 ON READER SERVICE CARD

Console humidifiers, in fine-furni-
ture-lookingcabinets, arefeatured in
full color. Each model displayed is
accompanied by a full list of unit
particulars, including information
on filling, speeds, operation, clean-
ing and cosmetic features. Vernco,
Columbus, Ind.
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if space and cost

limitations

have you against the wall...

Package
Apartmeni System
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with Climatrol heating
and cooling

Climatrol Thru-the-Wall design
concepts for heating and cooling can
reduce your project expenditures in
these important-ways...

Consider Climatrol's multitude of
unique engineering adaptations
before you start your next job. For
111 years we've been building

savings... with no chimney costs grc_’lfé“?\gs to h'?a’ a?]d 1000' v;h;::jyou
: ; L uild. No matter what you build,
SAVInDS: AUk site labor costs where you build it, or the fuel you
savings... with no-slab costs use, there's a Climatrol answer to
savings...on fire retardation code your air conditioning needs...3696

requirements

savings...with on-site service,
without unit removal

different Climatrol models.

Ask the Climatrol man near you about
our thru-the-wall units—split, package

savings...on inside work during bad apartment or modular heating/cooling
| weather systems...gas or electric. Or write 0
I savings.., with Climatrol's compact,  Mueller Climatrol Corp, 255 Old New

Brunswick Road, Piscataway, New

— 4 ft. size—n i
\ ize—needs no special Jersey 08854.

equipment room

savings... with quicker tenancy and
rental income

== Climatrol

Mueller Climatrol Corp
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Bi-fold Doors by C-E Morgan

The look, the feel, the beauty
of wood and something more ...
the permanence of

structured Polymer

The hest qualities of wood, the exceptional durability
of Structured Polymer ... C-E Morgan has combined

all these to produce a dramatic difference in bi-fold
doors. 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 . ..
install as is, or paint if desired. Trimmable
in height for perfect fit. 2
Structured Polymer is a unique material which offers-——
a variety of advantages. Dimensional stability.
Rich, warm appearance. Impact resistance.
High density. These are proven facts;
write for details.
Also available from C-E Morgan . . . with the
same attractive appearance and lasting qualities
. window and door shutters of Structured
Polymer. Available in nine different window
sizes, or as a handsome door shutter.

MORGAN
COMBUSTION ENGINEERING, INC.

Morgan Company
Oshkosh, Wisconsin 54901

Write for free technical literature on Structured Polymer.
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