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The growing economy line today is

‘Riviera...

Available right now — with clear or charcoal acrylic,
flared or hooded handles. Prompt delivery, appearance and quality
make Riviera your top choice for economy brass.

'CRANE,

300 Park Avenue, New York, New York 10022
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Nulone Radio-Intercom.

The only product that adds so many
merchandisable sales features to your
new homes at such low cost.

Offer your home owners: * Babysitting from any room.

* Communications to and from * Security through audio moni-
any room in the home. toring, inside and out.

* FM/AM music, news, and * Door answering from any room
sports in every room. in the home.

Models and accessories even available to transmit recorded messages,
tell time, function as a radio alarm clock, and maintain intrusion,
fire, and smoke surveillance.

These are all great convenience and security features that can help
sell your homes faster.

It's a fact: home buyers want Radio-Intercom. And when buyers
are looking for Radio-Intercom, they are looking for NuTone.




Convenience,Security,and Enjoyment.

Three important reasons for buying any home.

Sales Appeal and Profits.

Two important reasons for installing Nulone
Radio -Intercom into all homes that you build.

Simple, compact line. Three basic Radio-Intercoms engineered to fit any home need,
any price range. Plus the CommuniCenter® with message recording feature and
digital clock. . .and the SecuriCom™which gives early warning of intruders.Each NuTone
Radio-Intercom is all new, has the latest technical innovations and improved performance.

—— - Easy Installation.

color-coded wiring and
screw type terminal strips
mean fast, simple instal-
lation. A single rough-in
kit makes job easy, lowers
labor costs. Just 3 easy
steps: install rough-in
housing in open studding;
run wires through open
Unique CommuniCenter® IM-313 walls; wire and install
finish panels. 1, 2, 3. Done.
And, here’s an alternative:
NuTone has also introduced
a new accessory, the [A-20
Pre-Wiring Locator to
make it easier to wire new
homes for intercom. Final
' installation can then be
. completed at a later date.

Standard IM-203 Radio Intercom

Anyone can operate. Simple controls. Takes only a few minutes instruction. And
instructions printed inside master panel doors make it even easier.

Local service centers stand by. NuTone has service centers throughout the nation ready
to service systems later, if need be.

Let your nearby NuTone distributor show you the advantages of putting Radio-

Intercom in all your homes. For his name .
DIAL FREE 800-543-8687 in the continental Nulone Housing Products

U.S. except in Ohio call 800-582-2030.

Madison and Red Bank Roads, Cincinnati, Ohio 45227

Dept. HH-6. Form 2098, Printed in U.S.A.
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Marketing: The new hard sell

How do you sell people out of 6% houses and into 8% % condominiums?

How do you get people to buy into a standard single-family development?

How do you create healthy sales in a blah (saleswise) resort market?

How do you sell location and view when your prospects can’t get near the site?

The 1974 Homes for Better Living custom-house winners
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Housing companies’ earnings turn up and down and sideways
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A new idea for preserving open space: Pay the owner not to develop it
Researchers find that a mix of poor and middle-class tenants can work

The Altemose construction-site riots so far: Seven convicted, two acquitted
The Stirling (Homex) Brothers ride again
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Cover/The sales office of the Sunrise Country Club overlooks the first tee

and eighteenth green of the project’s golf course. Developer of the

. $40 million, 744 unit community, located east of Palm Springs, is
the Sunrise Corp. Photo: George Szanik. For story, see page 82.
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NEWS/POLICY

Nixon Administration rides to housing’s rescue—but is $10.3 billion enough?

In the movies it’s the U.S. Cav-
alry, resplendent in blue, bugles
blaring, guns blazing, charging
over the hill in the last reel to
chase the Indians and save the
settlers.

For the housing industry, the
rescue thisyearisa gooddeal less
colorful: The troops lean toward
banker’s gray, prefer press re-
leases to bugles and are fighting
with government mortgage
money instead of carbines and
sabres,

They’renoless welcome for all
that.

“The . . . announced actions,”’
said NAHB'’s Lew Cenker, in his
role as grateful wagonmaster,
““are welcome to the housing in-
dustry and. .. are realistic recog-
nition of the disastrous effects
that inflation and tight money
are having. .. .”

Government aid. The $10.3
billion program that President
Nixon announced last month to
carry out this rescue of home-
builders has four parts:

® An increase in GNMA's
authorization to purchase FHA
mortgages under the Tandem
Plan, adding $3.3 billion to the
$6.6 billion authorized in Jan-
uary. (The GNMA interest rate,
however, moves up to 8% from
7%%.)*

e A commitment by the Fed-
eral Home Loan Bank System to
buy another $3 billion in con-
ventional mortgages, for new
construction only, This interest
rate will be 8% %.

e Upto $4 billion in advances
(loans) to S&Ls by the Home
Loan Bank System, at the rate of
$500 million a month. The ad-
vances will run for five years at
interest 50 basis points below
the market level for five-year
agency funds.

e Authorization for the FHA
to insure loans to buy mobile
homes at a maximum rate of
11%%.

None of these steps requires

*The new Tandem Plan lets the builder
or his lender sell an 8% FHA mortgage to
GNMA, which sells it to an investor
(usually FNMA) to yield the going second-
ary market rate of interest, now 9% and
up. The difference is made up this way:
The 1% disparity in yield translates, using
mortgage bankers’ parlance, into about 8
“points” of the price at which the mort-
gage is traded. GNMA forces the builder
to absorb 4 of the points by paying him
only 96¢ on the dollar for the face value
of his mortgage. GNMA absorbs the other
4 (or more) points itself in re-selling the
mortgage.

VAL
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Builders meeting with Fed were told by Chairman Arthur Burns that Reserve would
not inflate money supply to accommodate housing industry. At meeting April 11
were, from left, Economist Mike Sumichrast and Executive Vice President Nat Rogg
of NAHB, Burns and President Lew Cenker of NAHB. Later Burns warned: “To
shape monetary policy with an eye to ..
... problem of inflation would be extremely unwise.” NAHB protested statement.

. homebuilding and to neglect the grave

DEL ANKERS

congressional action.

Expectations. By Administra-
tion reckoning, these moves
would finance 200,000 to 300,-
000 units, besides any benefit to
maobile home producers.

The White House described
the Tandem move as “enough
to finance at least 100,000
additional homes.” It also said
the Home Loan Bank Sys-
tem’s mortgage commitments
“should finance more than 100,-
000. . . .” The latter commit-
ments will be on new mortgages
of $35,000 or less,

Assuming the S&L industry—
which has been experiencing a
net outflow of funds recently—
also takes up all the proffered
advances and puts the money to
work right away in similarly
sized mortgages, the Home Loan
Bank System’s lending program
could also finance up to 100,000
units this year.

Reaction. This does not nec-
essarily signal a 1974 recovery
for housing, however.

“It's basically a stopgap meas-
ure,” said the  McGraw-Hill
housing economist George
Christie. “It will merely prevent
this year’s drop from being even
worse than we'd expected.

““Now, I'd still look for starts
to run at the 1.6 million to 1.7
million level, with the rescue
operation offsetting Arthur
Burns’s tight-money policy.”
(Christie declined to guess when
Chairman Burns and the Federal
Reserve might ease up on
money.)

Bid to Congress. While an-
nouncing its moves, the White
House took the opportunity to
plug the legislative proposals it
offered to Congress last Sept. 13
[News, Nov. 73 et seq.]. The
White House statement empha-
sized President Nixon’s requests
to:

® Extend FHA's
authority;

® Increase allowable mort-
gage maximums at GNMA and
FHA;

insurance

Obit for an old friend —Architectural Forum

The Architectural Forum, the
82-year-old trade magazine that
was the parent of House &
Howme, folded with its March
issue.

Started as The Brickbuilderin
1892, the monthly was acquired
duringthe 1930s and renamed by
Time Inc. But Time discon-
tinued the Forum in 1964 and,
althoughit was revived by Urban
America Inc., the book encoun-
tered rough sledding. It was sold
to Whitney Publications six
years later and sold again, to
Billboard Publications, in 1972.
Informat Publications Corp. has
bought some of Forum’s assets.

House & HoMg, originally a

THEe Last Forum
section of the Forum, was spun
off as a separate magazine by
Time Inc. in January 1952.

e Float FHA and VA interest
rates rather than try to fix them
administratively,

e Allow FHA to act as a coin-
surer with mortgage companies,
thus forcing the mortgage com-
panies to assume part of the risk
(story on page 8);

® Let FHA experiment with
flexible mortgage repayments—
lower payments in early years.

Action from the current
Congress is still possible. Repre-
sentative Gary Brown (R., Mich.)
of the housing subcommittee,
even said legislation could be on
the President’s desk by June 30.

Apprehension. Spokesmen for
the housing and mortgage in-
dustries mixed their praise of the
President’s cavalry charge with
criticism of monetary and fiscal
policies.

“We recognize that the major
problem for the economy as well
as our industry,” said Cenker,
"still lies in containing inflation
and we pledge the housing in-
dustry to help in that fight.”

Other comment was sharper.

Vincent J. Quinn and Saul B.
Klaman, both top officials of the
National Association of Mutual
Savings Banks, opened fire on
Housing Secretary Jim Lynn at
thesavings banks’ convention in
Portland, Ore.

Quinn (preparatory shelling):
“There is no substitute for a
stronger anti-inflation policy.”

Klaman (firing the big guns):
“Wedon't wantyou toleave here
thinking that you have been sit-
ting in front of a group of old
friends. We have seen no indica-
tion that the Administration has
a vigorous anti-inflation policy.
What's the solution?”

Lynn defended himself by
speaking of Administration cuts
in the federal budget—which is
nevertheless running deeply in
deficit this year.

Art S, Leitch, vice president of
the National Association of Re-
altors, seemed to sum up at least
part of the essential problem in
another statement:

“Rather than sporadic tinker-
ing,’" he said, “. . . what is sorely
needed is a return to sound,
responsible fiscal policy on the
partofa resolute Administration
and Congress. Only in that way
will inflation effectively be at-
tackedandinterest rates brought
down to a realistic level. .. .”

John Wayne never has it quite
like this. =H, 8,
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The One-Piece Bathing Suite.

One module installs in one step by one trade.

Walls, tub and top are molded in a single unit of colorfast acrylic sheet.
Nail the module to your rough framing, hook up supply and drain lines and that’s it.
No drop ceilings to build, no dry wall to install, no painting to do.
The Fiat One-Piece Bathing Suite has no seams or tight corners to clean,
no tile joints, cracks or crevices to collect dirt or allow leaks. Its surface
is three to six times thicker than sprayed-on coatings.
The same contemporary styling and ease of maintenance that make the One-Piece
Bathing Suite ideal for homes make it great for hotels and motels, too. Choose
from five decorator colors (gold, beige, blue, white and avocado) and three
sizes (60" tub/shower combination, 48" shower and 36" shower.)

Contact your Fiat representative, or write Dept. HHS6,
P.O. Box 591, Cincinnati, Ohio 45201. POWEHS@\

Subsidiary of Powers Regulator Company ;— CURPDRATION
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Debate over FHA: While its rate rises—to 8%%—its housing role declines

It was all very polite when FHA
Commissioner Sheldon Lubar
sat down in Washington along-
side one of his severest critics,
President Walter Williams of the
Mortgage Bankers Assn. Wil-
liams told the audience of sev-
eral hundred at the MBA's spring
meeting that there would be “a
dialogue, not a debate.”

But before the Q&A was over
(Q by Williams, A by Lubar),
there were several polite but
sharp exchanges over:

® The Administration’s pro-
posals for co-insurance;

® Whether or not Lubar had
control over the FHA's field of-
fices;

® Whether or not FHA regula-
tions were being followed in the
field offices and

® Whether it would be a mis-
take, as Lubar suggested, for the
mortgage bankers ‘to turn
against a program like this (co-
insurance| without giving it a
chance to be tried.”

“l would think most of you
would want to be in it [the co-in-
surance program),”’ Lubar sug-
gested. “It could change your in-
dustry, which is one of ques-
tionable viability right now, to
one that is . . . quite viable.”

The fall of FHA. The Lubar-
Williams dialogue was shar-
pened by an underlying anxiety
that was left unspoken—the
mortgage men'’s desperate con-
cern over the decline of the
FHA'’s role. The agency’s insur-
ance plummeted to anew low of
7.9% of the total starts in 1973.

On April 15, only a week be-
fore the mortgage men met, the
FHA had raised its mortgage in-
terest ceiling to 82 % from the
8Y2% established at the home-
builders convention in Houston
inJanuary. Scarcelyavoicein the
housing industry decried the in-
crease, and various observers
concluded that this was not be-
cause the industry’s leaders wel-
comed the higher rate but be-
cause they realized the FHA and
its rates simply didn’t matter
anymore. On May 13 it rose
again, to 8%%.

Past and future. The agency
has had its ups and downs.

From its beginning in 1935 on
through 1939, the FHA insured
23.4% of the total starts. Its share
leaped to 45.4% for 1940-1944,
but the figures are deceptive be-
cause of the decline of conven-
tional building in World War I

Cince then the FHA'’s share has
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(1) FHA began with 5% on new houses, 5% % existing. (2) FHA authority expired June 30, 1973. There was no rate until August 10.

generally ranged from 14% to
20% except for 1970 and 1971,
when it attained 28.2% and
25.2% successively.

FHA’s LuBar
Hopeful answers

These high points were attrib-
utable to the massive injection
of subsidized housing (sections
235 and 236) into the industry.

70
MBA’s WiLL1AMS
Pointed questions

THE DECLINE OF FHA BUILDING

Total public FHA-insured starts Total FHA starts,
and private Single- Apart- single-family and
housingstarts Total family ment apartment, as %
(000) (000) (000) (000) of total starts
1960 1296.0 260.9 2257 352 20.0
1968 1545.5 2272 1478 794 147
1969 14996 2333 153.6 79.7 156
1970 1469.0 4155 2335 182.0 283
1971 2084 .5 525.7 300.9 2248 252
1972 23785 3709 198.5 1724 156
1973 2057 4 162.0 734 886 79
1973
Jan. 1473 126 6.3 6.3 86
Feb. 1395 14.9 72 77 107
Mar. 201.1 19.7 79 118 9.8
Apr. 2054 17.0 6.8 10.2 8.3
May 2342 175 17 98 75
June 2034 16.7 71 96 8.2
July 203.2 121 6.9 52 6.0
Aug. 199.9 136 65 7 6.8
Sept. 1489 96 5.1 45 6.4
Oct. 1495 94 4.1 53 6.3
Nov. 134.6 121 53 6.8 9.0
Dec. 90.5 6.9 25 44 76
1974
Jan. 86.3 87 27 6.0 10.1
Feb. 1075 76 32 44 71
Mar. 124 2 83 29 54 6.7

All such units were insured by
the FHA.

Lubar foresees a "very sub-
stantial” increase in FHA vol-
ume from the new section-23
leased-housing program, the Ad-
ministration’s alternative to the
terminated subsidy programs.
He pointed out that the Admin-
istration is authorizing approv-
alsofnearly 350,000 units of new
construction under this program
over the remainder of fiscal 1974
and 1975.

Co-insurance. Lubar stressed,
as he has in other speeches, that
co-insurance means that the
mortgage originator would be
responsible for a percentage of
the loss [in this case 10%) when
a loan goes sour and has to be
foreclosed. The lender, be it a
mortgage banking house or sav-
ings and loan association, would
take responsibility for disposing
of property in a foreclosure.

Lubar said a higher level of
eligibility would permit only
those firms with a net worth of
$500,000 to participate. There
would be a stop-loss provision,
which would mean, he said, that
“the most you could lose on one
givenyear’s production would be
1% of the portfolio.”

Legislation. Williams asked
Lubar about a hypothetical case
of a lender who does $52 million
in business a year—and Lubar
said his liability would be $50,-
000. Williams responded that a
liability of $50,000 a year for five
years would add up to $250,000,
or half the net worth required to
participate in the program.

The co-insurance feature
won’t be launched until after au-
thorizinglegislationis approved.
Provision for a demonstration
run is in the Senate and House
housineg bills —D'T.




Ronson Foodmatic

The one appliance that does the work of dozens...
does it better, in less space.

grinds coffee, makes ice cream, juices
oranges’ cmsms ice"'it even cooks! | Ronson Corporation e

———— —————————— — —— ————— ——

| 1 Ronson Rd., Woodbridge, N.J. 07095

Every dream kitchen should have the versatile Ronson Foodmatic | Please send additional information on the Ronson

: ; s Foodmatic,
... the complete automatic appliance center. The power control unit | = oo o0e
closes flush with the counter top when not in use. The contoured I Name
storage trays pull out for easy access to any appliance attachment... | Address

providing a place for everything and everything in its place.
Available in Built-In (as illustrated) and Free Standing models.

© 1973 Ronson Corporation, U.S.A. (U]) Also available in Canada.

| City State Zip

RONSON

®
DIFFERENT BY DESIGN AND BETTER BECAUSE OF 1T

- —————
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£: .llent preservatwe guards against
ing, decay and attack by insects. Will not
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wood and ngld vmyl
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NEWS/POLICY

New mortgage market starts in

The Federal National Mortgage
Assn. has begun buying mort-
gages on owner-occupied con-

dominiums and houses in

planned-unit developments.

The purchase program repre-
sents an effort to establish the
first national secondary market
in conventional loans on such
units and thus attract more
funds into home mortgaging.
Loans on condominiums in-
sured by the FHA will also be
eligible for purchase.

Fannie Mae launched the pro-
gram at a press conference at the
Mortgage Bankers Association’s
spring meeting at the Washing-
ton Hilton. President Oakley
Hunter and officials of the cor-
poration explained the plan via
telephone hookup linking Fan-
nie Mae’s regional headquarters
in Atlanta, Chicago, Dallas, Los
Angeles and Philadelphia.

23% of market. Hunter de-
clines to estimate how many
condominium and planned-unit
mortgages his corporation will
buy this year. However, Russell
Clifton, FNMA's vice president

FABIAN BACHRACH

BLACKSTONE-SHELBURNE

Next year’s slate of Mortgage Bankers Assn. was nominated at group’s Washington
meeting and will be elected at annual convention in Miami Beach Oct. 28-30. From
left are William E. Ezzell, chairman of Kentucky Mortgage Co., Lexington, to be
president; Jerome Howard, chairman of Mortgage & Trust, Houston, to be first vice
president, and Kennon V. Rothchild, chairman of H. & Val |. Rothschild Inc. of St.
Paul, Minn. who steps aboard the election ladder to become second vice president.

for mortgage programs, cites an
estimate by the National Asso-
ciation of Home Builders that
condominiums will constitute
23% of all for-sale housing units
in 1974, The NAHB projects
totalfor-sale unitsat 1.4 million.

Clifton stressed the point that
condos have become a major
force in the mortgage market at
atime when FNMA is still wait-
ing for Congress to lift the $35,-
000 ceiling on mortgages the
corporation can buy. Clifton
notes that NAHB surveys sug-

gest the median sales price for
condominiums in 1974 will be
831,256, or well under the §35,-
000 ceiling, and that 77% of all
condominiums will go for less
than $40,000 per unit.

Fannie Mae has traditionally
purchased FHA-VA mortgages
on single-family houses. Two
years ago it began buying con-
ventional mortgages—those not
insured by the government. It
bought $1 billion in conven-
tionals in 1973 as against $5.1
billion in FHA-VAs.

_

condominium and planned-unit loans

Guidelines. Clifton spelled
out these details for the new pro-
gram, starting immediately, as
follows:

® Fannie Mae will require
that homeowners associations
be set up along with, in most
cases, professional management
of projects.

® Fannie Mae will buy up to
95% loan-to-value planned-unit
loans and 90% condominium
loans, with private insurance re-
quired on the portion of the loan
exceeding 75% of the loan-to-
value ratio.

® Fannie Mae will give prior
approval of properties and
buyers’ credit.

® Participation in projects
will not be limited to one private
lender.

® Standby convertible loan-
purchase commitments by Fan-
nie Mae will be available.

® Any FHA-insured condo-
minium will automatically be
eligible for purchase by Fannie
Mae—oproviding there is an up-
to-date re-appraisal of units.

—S.W.

General Electric moving into Japan and its 2-million-start housing market

The market really is that big in
Japan, and GE is bidding for a
share.It is purchasing40% of the
Yakult General Housing Co., a
producer of factory-built hous-
ing on the island of Kyushu.

Despite having a land area the
size of California and a popula-
tion that’s only about half this
country’s, the island nation sup-
ported no less than 2.1 million
housing starts in 1973.

And the government is aiming
for another 2 million this year
and in 1975—energy crisis or no,
inflation or deflation.

There is, as one might imag-
ine, a housing shortage.

Building method. Yakult
General manufactures town-
houses and single-family dwell-
ings, using a system of cast plas-
ter walls reinforced with steel
studs. The method was devel-
oped by GE.

Although GE has been experi-
menting seriously with factory-
builts in the U.S. for some time,
it has no plans to introduce the
Japanese techniques over here.
The Nipponese designs have to
be strong enough to meet build-
ing codes written with typhoons
and earthquakes in mind, and

the cost of such structures is un-
competitive in the gentler U.S,
environment.

Yakult’s 300,000-sq.-ft. facil-
ity in Itoda, on Kyushu, started
up late in 1972, and has recently
been producing at the rate of 900
units per year.

Investment origin. GE’s co-
owner in the housing producer is
Yakult Honsha Co. Otto Klima,
a GE vice president at the com-
pany’s Philadelphia offices, said

in commenting on the an-
nounced investment pact:
“General Electric sees it . . . as
an outgrowth of the technology
exchange (agreement) that has
existed between GE and Yakult
since early 1971. During that
time, the most advanced hous-
ing technology existing in both
countries was studied for appli-
cation in the Japanese market.”
General Electric entered the
U.S. industrialized housing

business six years ago in re-
sponse to a Department of De-
fense request for new ideas for
low-cost housing.

General Electric isnot the first
Americancompany tomove into
Japan. Florida’s  Leadership
Housing {now a part of Cerro
Corp.)setup ajoint venture with
Misawa Homes Ltd. in Japan last
year [NEws, Aug. ‘73], but those
units were intended primarily
for export to Hawaii.

Court throws out indictment against Senator Gurney

A county judge has dismissed an
indictment that charged Senator
Edward J. Gurney, a Republican
member of the Watergate com-
mittee, with violating a Florida
law concerning campaign con-
tributions.

A Leon County (Tallahassee)
grand jury had indicted the sena-
tor in April on a misdemeanor
charge. He was accused of ac-
cepting contributions (from
home-builders) without naming
a campaign treasurer or setting
up a campaign bank account.

Judge Charles McClure, sit-
tingin Tallahassee, ruled the in-

dictment was based on a section
of the state election law that was
unconstitutional and was “null
and void.”

McClure also said the Demo-
cratic politician who first ac-
cused Senator Gurney of violat-
ing the statute had been permit-
ted to give advice to the grand
jury in violation of the law. The
judge said he considered the tes-
timony of state Representative
Marshall Harris “highly im-
proper and prejudicial.”’

No comment. Gurney had
maintained all along that he was
innocent. However, he said in

Washington after the dismissal
that he would have no comment
until after he had talked with his
attorney.

Others in case. Larry Wil-
liams, Gurney’s fund raiser, is in
federal prison after confessing to
arole in bribery and payoffs. John
Priestes, the Miami home-
builder who gave Williams cash
for FHA section 235 commit-
ments, is also in prison. South
Florida’s former FHA director,
William Pelski, who admitted to
a part in a bribery scheme, is
under sentence to 18 months in
prison for his activities,
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i At GAF we have an informer in our midst.  choosing what's just right for your needs.
ur newsletter. And six times a year, it will tell If you have not been receiving The
e doi o Informer, write to GAF Corporation, Floor
3 you i know about drops Products Division, Dept. K64, Box 1121, Radio
n. And about new Federal City Station, New York, N.Y. 10019. After all, it's
hapr very important. Because The Informer will give
you the answers before you can even think of
the questions.
CIRCLE 13 ON READER SERVICE CARD
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Georgia-Pacific ply
two bed ways

! WHIPPED CREAM
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FLAMINGO PINK




wood paneling:
It can help sell homes.

CAROUSEL® FLAMINGO

BRIGHT SKY

SPRING GREEN

WILD CANARY

o il
%y, CULRANTEES
ewr o mgronn 0 T

Add Rendissance’ paneling for elegance,
Carousel paneling for fun! *

These days, people are taking a longer, harder
look at the homes they're thinking of buying: at the
workmanship. And detail. And individuality.

That’s where two of our best-selling panels
can help.

Renaissance® paneling is made with a face
veneer of real hardwood*. And it comes in six
warm shades, each flecked and shadowed, with
a deep, rich finish that looks almost hand rubbed.

For a lighter mood, there’s G-P’s Carousel®**
paneling. Comes in five pastel shades. Colorful.
Economical!

And don’t forget about our Vinyl Shield®
molding (PVC). Comes in wood tones and white, e
and cuts and miters easily, without splitting.

For more information, check your Sweets
Catalog. Or give your G=P rep a call.

Then, make beautiful things happen. And
watch your homes sell!

A
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e o e —

o=

*8Simulated antique finish plywood 12 *

**Simulated woodgrain finish plywood ¥~

GeorgiaPacific &
The Growth Company

Portland, Oregon 97204
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NEWS/POLICY

The new section 23 leased-hous-
ingprogram got off the ground on
May 1 as a market for developers
interested in building new hous-
ing for the poor. Operations
began after months of industry-
vs.-government hassling over
the HUD plan, how it would be
implemented and how much
good it might do.

Final regulations were pub-
lished in April for section 23, by
then radically revised. Spokes-
men for two organizations that
had been the severest critics of
earlier proposals—the National
Association of Home Builders
and the Section 23 Leased Hous-
ing Assn.—then indicated that
many developers might profit
from the revised program.

But there was little support for
the contention by HUD officials
that as many as 300,000 new
starts might be stimulated in the
program’s first 15 months.

Delayed reaction. Because of
paperwork and processing re-
quirements, outside experts
thought it might be three to six
months before the housing in-
dustry’s reaction could be as-
sessed. Any evaluation is ren-
dereddifficult by inflationand by
expensive mortgage money.

The Nixon Administration,
having suspended the section
235 and 236 mortgage-subsidy
programs, adopted section 23 as
its subsidy vehicle to provide
housing for the poor.

Section 23 is a public-housing
program and will be run through
local housing authorities. It was
originally voted into life in 1965,
and it then provided for the leas-
ing of existing housing for poor
families. It was promoted as a
better and cheaper means of pro-
viding shelter than building new
public housing.

Friends and foes. The real es-
tate profession thought section
23 was a good idea, for its rent
subsidies helped landlords rent
their properties.

The homebuilders were op-
posed. From their point of view
it diverted subsidy funds that
might better be spent to subsi-
dize construction of new units.
In 1970, however, Congress
amended the law to permit the
leasing for 20 years of newly
constructed units.

So the Administration has a
revised section 23 that is a hous-
ing production program as well
as a plan directed at leasing ex-

isting housing. Housing Secre-
tary James T. Lynn and his aides
have also reshaped section 23 to
make it resemble the housing-
allowance plan that Lynn really
wanted the President to adopt
last year.

Complications. For new con-
struction, the complexities of
section 23 are so numerous that
few people can be certain just
how the program will work in
actual practice. The HUD hand-
book for the program (Publica-
tion 7431.1) runs to 53 pages of
text plus 106 pages of backup
material in 20 appendices. The
final regulations as published in
the Federal Register cover 23
pages.

The key to section 23 is the
fact that the subsidy goes to the
family that needs the housing,
not to the builder or the landlord.

Theeligible family is certified
by the local housing authority as
entitled to asubsidy. The family
is shown a list of apartments
whose owners are supposedly
interested in such tenants, or it

finds a landlord that will accept
the family as tenants.

Rents. If landlord and tenant
gettogetheronalease, the tenant
will pay the landlord 25% of the
family income. The government
will pay the landlord the dif-
ference between that amount
and the “fairmarket rent’ for the
apartment, now determined by
HUD for each city or county.

It’s up to the landlord to keep
the apartments rented; if the
units are unoccupied, the sub-
sidy runs out. The landlord must
maintain and manage—hereto-
fore functions of the local hous-
ing authority.,

The market-rent ceilings de-
termine the income the devel-
oper can anticipate. Typical ex-
amples, using a two-bedroom
walkupapartment: Washington,
D.C., $309 a month for new con-
struction, $173 for a comparable
existing unit; Baltimore $239
new, $160 for existing; San Ber-
nardino, Calif., $197 new and
$148 existing. Other ceilings for
the same size and type of new

Apartment plumbing system snags

A joint effort by copper tubing
makers to spur sales with a cost-
cutting single-stack plumbing
system for highrises is unlawful,
the Department of Justice says,
because the companies won't let
makers of plastic and iron pipe
in on the innovation.

The government’s antitrus-
ters have just filed suit against
the Copper Development Assn.
and 11 producers—including
Anaconda, American Brass, Re-
vere, Phelps Dodge and Cerro—
for “a combination and conspir-
acy in unreasonable restraint of
trade.”

The CDA, with headquarters
in New York City, said it “cate-
gorically denied. . . the charges.”
When contacted for amplifica-
tionof its position, the CDA said
it declined to make any further
comment at this time.

Two key fittings. The case re-
volves around the Sovent
plumbing system, covered by
two patents that are owned in
equal shares by the 11 compa-
nies. The system uses an aerator
fitting, which connects horizon-
tal branch piping to the drain and
mixes water and waste with air
in the drain stack. A de-aerator
fitting connects the drain to the
sewer pipe, and this second fit-

ting takes the air out again. The
waste and water can then flow
smoothly into the sewer.

Sovent permits apartment
builders to eliminate the vertical
vent stack often used by builders
to equalize pressure and prevent
sewer gas escape when many
toilets are flushed or sinks
drained at the same time on
various floors.

Size of market. The Justice
Dept. says that in 1972, the most
recent year for which it has fig-
ures, $650,000 worth of Sdvent
system fittings and tubing were
sold at wholesale prices. That
volume of business represented
nothing less than a 62.5% in-
crease over the 1971 sales.

According to the papers filed
in Federal Court in New York
City, the copper companies have
refused to license the Sovent
system to manufacturers unless
the license-holders promise to
make the aerator and de-aerator
fittings, which are crucial ele-
ments in the moneysaving
plumbing system, of copper
alloys. The government wants
the companies to license the
process to all comers, copper
users or no. —DAN MoskowITz

McGraw-Hill World News,
Washington

Building begins under new section 23 program, with NAHB joining in support

units: $209 in Fayetteville, Ark.;
§217 in Peoria, 111.; $208 in Al-
buquerque.

Inflation hedge. The ceilings
have been “trended up” from
present market levels to antici-
pate where inflationary pres-
sures will put therents two years
from now—that is, April, 1976,
which is about when HUD ex-
pects some units newly con-
structed under the program
mightbeready forrental. Experts
at NAHB and the Section 23
Assn. found HUD's ceiling
levels, at first glance, realistic.

The subsidy contract term is
for five years, renewable to 20
years. The local housing author-
ities must give priority approval,
HUD ruled, to those applica-
tions in which the developer
offers to rent 20% or fewer of his
units to subsidized families.

There are major exceptions,
however. If there is a need for the
housing and no applicant comes
forward under the 20% rule, then
the authority may contract for
100% of the units for subsidized
families. And both projects re-
served for the elderly and proj-
ects with 25 or fewer units are
exempt from the 20% rule,

Money problem. Financing
these projects is expected to be
a problem, according to Dennis
O'Toole of NAHB and others.
Thelocal authorities, perse, may
not finance projects by issuing
theirown bonds—a rule that Ar-
thur Goldberg, president of the
Section 23 Assn,, thinks is ille-
gal. However, state housing fi-
nance agencies may, and Wash-
ington experts inside HUD and
out expect them, borrowing at
their lower interest rates, to play
a major role.

Projects may be conven-
tionally financed, or they may
use FHA market rate programs
(sections 207,220,221 (D)(4) and
231). Non-profit sponsors may
use 221 (D)(3]. In rural areas the
Farmers Home Administra-
tion’s section 515 may be used.

The way section 23 works will
be changed considerably if
Congress approves legislation
the Administration has pro-
posed. Both the Senate and the
housing subcommittee of the
House Banking Committee have
gone along at least part way with
the Administration’s proposals.

—Don Loomis
McGraw-Hill World News,
Washington

16 H&H june 1974




Florida developers discover
an attractive alternative—

Cellwood Bi-Folds.

The developers of Park Place Condaminiums, near Hollywood, Florida,
know what it takes to get a competitive edge.

“We put a great deal of time and
thought into product selection for
our units. CELLWOOD Bi-Fold doors
were selected for their superiority
over other bi-folds and sliding closet
doors that we used in the past. This
includes metal, wood and plastic
over wood framing.”
PHILIP PEARLMAN,
President

“CELLWOOD Bi-Fold doors give us
the image producing effect we're
looking for. Their natural, wood
grain finish adds exira appeal. Cus-
tomer reaction has been most favor-
able. They accent any style or decor.”
EDWARD KLASSMAN,

Director of

Marketing and Sales

“CELLWOOD Bi-Folds have better
resistance to damage than the doors
previously used. We don’l anticipate
any maintenance problems. They're
easy to install, take less time and no
bottom track is needed.”
SEYMOUR BINKOV,
Project Manager

CELLWOOD structural foam polystyrene Bi-Folds have started a trend. For a
price only slightly higher than metal and a great deal lower than wood, you
can install a wood-grained, open-louver door that will give your development
that special touch of class. Pre-finished in an attractive off-white acrylic,
CELLWOOD Bi-Folds also take wood staining with magnificent resuits

Eor more information on CELLWOOD Bi-Fold doors ... the attractive alterna-
tive ... write or call Mr. Richard F. Andrews, National Sales Manager, Allastics,
Dept.HH-6, 6564 Warren Drive, Norcross, Ga. 30071, (404) 449-1000

Ri-Eold Doore and Shutters

@ A DIVISION OF KUSAN. INC



NEWS/FINANCE

Kaufman & Broad tries new look in annual reports: Laying it all on the line

Publicly held homebuilders out
to make a good impression with
their annual reports might do
well to consider Kaufman &
Broad's latest.

Traditional practice among,
the PR fratemity is to design
these  productions  around
“startling” graphics, pretty pic-
tures, shots of toothy executives
shaking hands all around and
lots of vapid prose that reminds
one of warm mucilage.

Tucked somewhere in the
back is the financial statement,
as short (and sometimes, alas,
hallucinatory) as the auditors
and the SEC will allow.

Another way. The K&B opus
covering fiscal 1973 is different.

The graphics are there, all
right, and so are the pretty pic-
tures—in abundance. But the
toothy executives have largely
keptoutofit(even though K&B's
people are by no means an ill-
lookinglot); and the prose, while
euphoric as any, is intelligent
and mercifully easy to read.

The biggest improvement—
and what really sets the K&B
report apart—is the financial
statement. The company has
published its Form 10-K, the de-
tailed financial self-description
every public company must file
annually with the SEC, in lieu of
the normal, brief summary of the
year's figures.

The 39-page financial state-
ment that results is perhaps the
most thorough and complete
breakdown of corporate struc-
ture and earnings that public
stockholders can hope to see.

Favorable notices. Early feed-
back from the shareholders indi-
cates they like the innovation.
Their company’s effort at full
disclosure has even earned ad-
miring recognition from Bar-
ron’s, the financial weekly. This
is no small achievement; the
usual flavor of that publication’s
comments on corporate reports
ranges from tart to caustic.

Yet K&B is revealing no deep
corporate secrets. The SEC
makes 10-Ks available to the
public at its offices, and securi-
ties analysts and large financial
institutions routinely cart off
copies by the carload. It's the
average stockholder who misses
out, either because he doesn’t
know about 10-Ks or because
CEC offices seem inaccessible

the shift may be permanent. Bar-
bara Sayre Casey, the company's
vice president, corporate com-
munications, explains:
“Whenyoustartup something
new like this inan annual report,
it tends to become a precedent.”’
The tab. The cost of adding
this mass of financial data ran to
about 20¢ a copy for Kaufman &
Broad: $11,000 for the special
printing and a couple thousand

more for binding the 39 pages
into the report, spread across a
run of 65,000 copies.

The additional weight con-
tributed its bit to the mailing
expenses of 14¢ a copy.

And the 10-K also cost a good
deal of time and trouble—espe-
cially for Barbara.

“I'd estimate it took about
50% more effort to get this one
out than last year’s,” she says.

SECURITIES AND EXCHANGE COMMISSION

WASHINGTON, D.O. 20549

FORM 10-K

Annual Reporl Pursuant to Section 13 or 15(d) of ihe Securities Exchange Act of 1934

For the fiscal year ended November 30, 1873

Commission File No. 2-18674

KAUFMAN AND BROAD, INC.

Calitornia 90064
3) 4788711

12(B) OF THE ACT-

EACH EXCHANGE
[H REGISTERED

¢t 10 the filing requirements far

-4 KAUFMAN AND BROAD, INC.

'ANNUAL REPORT (973

Double-barreled report aims at building Kaufman & Broad’s image. The usual approach
(top) with beautiful pictures on expensive-looking paper, gets solid backing from the
SEC-grade depth of financial reporting that management has included for fiscal 1973

Housing's first-quarter profits are turning up, down

Last year’s collapse in housing
starts is showing up in the in-
come statements of the public
homebuilders, but the results for
the first few months of 1974 re-
flect wide variety.

One of the poorer experiences
is giant Kaufman & Broad’s.
Overall  first-quarter  sales
dropped 13% from fiscal 1973 to
fiscal 1974 (quarters ending Feb.
28). But within that total, says
K&B, were '“sales of only $5,-
600,000 from improved residen-
tial sites, industrial park sites
and multifamily developments
compared with $17,800,000 in
the similar 1973 period.” The
company’s overall housing prof-

cco/

ite dronned a diceconcerting 5594

insurance subsidiary helped a
little, though: Overall net after
tax fell 27%: 22¢ a share vs. 30¢.

Poor markets. Here's K&B’s
disgusted market appraisal:

“Psychological, economic and
political factors beyond the
realmorinfluence of the housing
industry are distorting what
should be a strongly positive
housing picture . . . according to
every conceivable study and
analysis.”

Land developers are feeling
pain. General Development, for
example, has reported a drop in
net to $2,900,000 from $3,100,-
000 for the March quarter with-
out even the cold comfort of
Inowineg the din wias diie to

“Preparing 10-K data was no
problem, since we do that any-
way, but I reworked a lot of the
written material to improve
readability. And I had to coordi-
nate two printing firms, a finan-
cial printer for the 10-K and
one for graphics.

“But we were well organized;
I think it came out very well.”

The benefits. The company
apparently feels this full-disclo-
sure effort was worthwhile;
homebuilding companies have
beenundera cloud in Wall Street
and elsewhere for a long time.
And Kaufman & Broad, in par-
ticular, has had painful experi-
ence with the effects of investor
confusion. Last year, a sudden
rash of scary rumors, plus a Bar-
ron’s article accusing the com-
pany of devious reporting, sent
K&Bstock into a tailspin [News,
July ‘73].

Says Jonathan Goldfarb, a vice
president and housing analyst at
the Wall Street firm of Drexel
Burnham:

“As a result of those attacks
there hasn’t been a company
whose books have been exam-
ined so much and it (K&B) has
come away with a clean bill of
health.”

In these days of shrinking
profits and sheriff’s-sale stock
prices, Kaufman & Broad may
not be the only homebuilding
company that wants to earn that
sort of remark. This sort of an-
nual report looks like one way of
doing it. —HAROLD SENEKER

and sideways

Andmobile-home companies:
Championfell froma $2,500,000
profit to a $703,000 loss for the
quarter ended March 1.

People are getting out of the
mobile-home business, as has
been frequently reported [News,
March, et seq.|.

The good news. Yet news, as
indicated, hasn't been all bad.
~ Nationwide Homes increased
its net to $287,000 from last
year’s $236,000 March quarter.
Florida-based Oriole Homes
Corp. advanced profits 19%
($750,000 vs. $634,000). And
Liberty Homes, anIndiana factor
in the much-troubled indus-
trialized-housing sector, man-
aced to recister a finv (€24 NONY
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- other Kohler fixtures:

} Gy e 1 Heré’s an entire bathing="
: environment, One piece: Seamless,
A three-walled cove of smoothly
molded fiberglass. Kohler’s
Walls 'N All design eliminates
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B it S50 Barbados, shown in New Orleans
Blue, is a five-foot bath and

shower cove. Other shower
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NEWS/ENVIRONMENT

Californiais probably the tough-
est of states in protecting its en-
vironment.

The regulatory approach com-
bines severe state laws with re-
strictive local or county ordi-
nances, and frequent building
moratoria. And standing behind
the laws is the California public,
inclined toward conservation
and spiked with a more-than-
goodly share of fire-eaters.

How have builders fared under
these conditions?

Not too badly, in the main,
even though environmentalism
is costing time and money, and
even though some of the bigger
builders are being hurt.

Shore building. Take the in-
dustry’s experience to date with
Proposition 20, for example.

More formally known as the
California Coastal Zone Con-
servation Act, this controversial
measure is quintessential envi-
ronmentalism; it gives permit
powers to coastal commissions,
which consider the environ-
mental and esthetic effect of any
development within 1,000 yards
of the coast. The commissions
may forbid any such con-
struction.

But a University of California
study of one of these bodies, the
South Coast Regional Coastline
Commission (Los Angeles and
Orange County), developed the
following instructive statistics:

e Of 2,079 permits sought
last year, 1,917 were granted, 33
involved exemptions and only
77—about 3.7%—were denied.

® Of the applications for resi-
dential projects, 1,279 were ap-
proved, 62 denied.

® Bigger projects were hit
harder than smaller. The 62 de-
nials to homebuilders covered
3,736 units, an average of 60 per
project; the approvals averaged
only 8.1 units each.

Refusals. Joseph E. Bodovitz,
executive director of the state-
wide Coastal Zone Conserva-
tion Commission, cites and de-
fends similar results for all of
California: more than 5,000 per-
mits granted statewide, fewer
than 200 denied—a refusal rate
of less than 4%.

Bodovitz says most of the de-
nials hit projects taking new and
unexpected directions—putting
up higher buildings than already
prevail, for instance, or greatly
increasing density. Even in one
highly publicized case, where

reviewers turned down single-
family permits, he says the re-
gional commission involved ap-
proved 50 permits and denied
only three or four where houses
might obstructhighwayviews or
create other problems.

Less friction, The coastal pro-
tection effort may be headed for
still further gentling from the
builder point of view. Some of
the commissioners themselves,
as well as wvarious environ-
mentalists and local govern-
ment planners, agree with de-
veloper complaints that tax as-
sessments on coastal property
should be reduced to reflect the
impact of Proposition 20.

The regulators also concede
that individual regional com-
missions have been lax in sup-
plying developers with guide-
lines to help them plan their
projects.

Impact reports. California
builders must also comply with
the state’s Environmental Qual-
ity Act. It requires environ-
mental impact reports on
proposed projects. These can be
expensive in both time and
money. William T. Leonard, ex-
ecutive director of the Asso-
ciated Building Industry of Cali-
fornia, says impact reports may
add $3,500 to $5,000 to the cost
of a 100-unit project. He esti-
mates that typical costs come to
$200 per unit,

Jim Crisp, head of the envi-
ronmental review section of the
Los Angeles planning depart-
mentdefends the act. Hesays the
law spells out its guidelines spe-
cificallyandthat mostof the data
required are already available to
homebuilders.

Crisp acknowledges the ex-
pense, nevertheless, and sug-
gests that environmental re-
views should be combined with
otherreview procedures to speed
approvals.

Town actions. The builders’
biggest hassles develop at the
local level, where the fire-eaters
can be their most effective. Here
is where big developers run into
crippling blows from no-growth
ordinances, sewer moratoria and
super-restrictive zoning. Some
of the howls of pain are quite
authentic.

For example:

The Marin (County] Munici-
pal Water District banned most
new hook-ups in the spring of
1973. The district cited an al-
leged water shortage later ruled
nonexistent.

Davis, a university town not
far from Sacramento, halted de-
velopment in the fear of becom-
ing a bedroom community. An
ordinance regulated the number
of houses, but that wasn’t all:
Before builders could get per-
mits, they had to agree not to
advertise in the Sacramento

Among the casualties

Adamson Companies and Ar-
thur James. Their Latigo Bay
Village, 124-unit rental proj-
ect in Malibu, halted eight
months during court fight.

Irvine Co. Its 512-apartment
Promontory Point project in
Newport Beach sat for six
costly months on coastal
commission desk,

Challenge Developments. Its
Rockway Highlands, 803-
unit plan for Pacifica, valued
at $25 million, was shot down
in no-growth referendum. Its
$60 million Mountain Vil-
lage, a 1,623-unit proposal for
Oakland, was held up for two
years by opposition.

Half Moon Bay Properties.
This Westinghouse subsidi-
ary, seeking approval to de-
velop homes on 8,500 acres
south of San Francisco, is sty-

in environment wars

miedby aSierra Club lawsuit.
Visitacion Associates. Its 3,-
600-acre project in San Mateo
County was scaled back by
regulators to 1,400 acres, its
projected population from
80,000 down to 27,000.

Aveo Community Devel-
opers. Its Laguna Niguel proj-
ect was scaled back from 90,-
000 people to 50,000 then
blocked by coastal commis-
sion. Company paid $10,000
aday in property taxes during
court fight. Avco lost.
George McKeon. This Cali-
fornia developer’s $100 mil-
lion model city, to be built on
grazing land south of Sacra-
mento, has been successfully
held up by environmentalist
suit. Cost: some 3,000 con-
struction jobs. McKeon is
suing back,

How are California builders doing under environment gun? Not badly, thanks

newspapers or put up signs pro-
moting developments.

Then there’s Pardee Con-
struction’s unhappy experience
with a sewer-based building ban
in Camarillo [NEws, May].

And at Harbor Bay Isle, a
planned community in Ala-
meda, voters vetoed the multiple
dwellings rather late in the
game—the developer, Bay Farm
Island (a joint venture of Utah
International and Doric-Island
Corp.), had spent nearly $50 mil-
lionon the community when the
referendum struck.

Court action. Developers are
taking a conciliatory tack in
many cases. Where they cannot
or where it fails, some are pick-
ing up a time-honored legal
strategy: Sue the bastards. It is
producing some successes.

Marin’s shut-off-their-water
approach was countered in court
by the McCarthy Co., which
won a judgment from Superior
Court Judge E. Warren McGuire
calling the moratorium illegal.

Pardee’s case has also pro-
duced a lawsuit, now pending.
Another legal test, of the consti-
tutionality of the City of Peta-
luma’s restricted-growth plan
[NEws, Dec. ‘73], may provide a
national precedent.

Another way?! The Irvine
Company is trying an approach
aimed at avoiding such conflicts
before they start. The company
plans to develop the 10,000-acre
coastal portion of the Irvine
Ranch (32 miles of coastline).

Irvine management invited
representatives of state, local
and regional government agen-
cies and of environmental
groups to join them in deciding
between land-use alternatives.
Six months were budgeted for
the planning process. In com-
menting on this effort, Richard
A. Reese, vice president of plan-
ning for Irvine, said the coopera-
tive program may save ‘‘consid-
erable time, money and frustra-
tion for all of us.”

If such an approach should
work in a state like California,
the Irvine exercise could be a
boon to builders everywhere.
Theindustry feels it would be far
better off without uninformed
regulators, costly lawyers and
political pot shots from self-ap-
pointed environmentalists.

—JENNESS KEENE
McGraw-Hill World News,
San Francisco
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Everything to go at Norandex...

The easiest, fastest, most
efficient way to order your
building products is through a
complete line supplier ... a
supplier who has a reputation for
prompt, reliable on-time
deliveries. A supplier who builds
beauty and durability into all of
its products . . . and stands
behind them after the sale. A
supplier you know and recognize
from its record of excellence in
the building products industry
... asupplier with a name you
can trust. Norandex is the
complete line supplier for all
your building needs . . . inside,
outside, wall-to-wall.

weetner-tto/ MOrANAEX

with one order.

Profit more in '74 with
Norandex. When we say
we’ve got more to offer than
great siding, we're

not kidding.

Awnings and Carports « Garage
Doors e Sliding Glass Doors

e Storm Doors « Mobile Home
Skirting e Ornamental Railings
and Columns e Interior Products
—~Carpeting, Kitchen Cabinets,
Vanities, Bi-Fold Closet Doors

¢ Prime Windows—Awning,
Single/Hung, Slider » Rain-
Carrying Equipment e Shutters
and Louvers e Soffit and Fascia

e Storm Windows « Replace-
ment Windows e Siding—Alumi-
num, Steel, Vinyl ¢ Steel
Entrance Doors.

For the location of the
Norandex warehouse nearest
you, write to 7120 Krick Road,
Cleveland, OH 44146 or call
(216) 232-5500.

The Norandex line

can Hy you to
Hawaii.

BUILDING MATERIALS

CIRCLE 2] ON READER SERVICE CARD
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Overhead Door is the oldest garage door
company in the world. And we're the only
company that makes not only the garage doors,
but electric openers and controls as weﬁ

Before you install an electrical garage door,
call Overhead Door.

Behind one of our garage doors, you'll find
much more than a garage. You'll find a system
See your Yellow Pages under Doors

Overhead Door garage doors come with a
complete system. Our own openers. Our own
controls. Our own installation. Our own guar-
antee. And our own dependable service.

Our system indudes 400 distributor stock-
ing points and 9 major distribution centers. Ex-
cusive Innovator trim that lets you make our The Electric “Overhead Door Company.”
door your door. And a fully coordinated mer-
chandising program to help your prospects
remember the many values in your home QUERHEAD DOOR

DALLAS, TEXAS
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15years

Back in 1957, PVC dramage
piping made of Geon® vinyl was
installed in this chemistry labo-
ratory. It’s at Hoover High
School in North Canton, Ohio.

Years later, Robert P.
Braucher, Maintenance Direc-
tor, now reports, ““Service in the
laboratory has been uninter-

B.E Goodrich Chemical Company ey
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school chemis

mistry

wn the drain.

rupted for more than 15 years
of heavy use.”

This drainage piping of
PVC has survived countless
classroom assignments, plus an
unknown quantity of exotic
extra-curricular mixes dreamed
up by students.

If corrosion is a problem

CIRCLE 24 ON READER SERVIGE CARD

you're facing in pipe, ask us
about PVC. If you’'re interested
in easier installation, lighter
weight, cost savings, ask us.
We're the people who started it
all in PVC pipe. B.F.Goodrich
Chemical Company, Dept.
H-30, 6100 Oak Tree Boulevard,
Cleveland, Ohio 44131.




This marriage will last.

Kwikset's Combination keyed entry set and cylinder
deadlock are an ideal marriage of beauty and security.
The beauty is in Kwikset's luxurious designs and fin-
ishes. The security is in our 680 police-tested cylinder
deadlocks with one inch deadbolt. Both are joined to-
gether with decorative trim to make a Combo set that is
not about to be put asunder.

i

tmitset K lncsets

= America’s Largest Selling Residential Locksets

'-'-& Kwikset Sales and Service Company, Anaheim, California

A Subsidiary of Emhart Corporahon

In Canada— 1n:ernatrona| Hardware Company of Canada, Ltd., Bellville, Ontario
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NEWS/POLICY

Saving open space: Why not pay the owner for giving up right to develop?

Conserving open space is a hot
subject in a lot of towns. Jerome
G. Rose, a law professor at
Rutgers University in New Jer-
sey and an authority on land use,
has just published an idea that
may cool it.

The heat is generated by a
basic contradiction: Land’s
open-space value is lost when
the owner develops; much of the
economic value to him is lost
when he doesn’t.

Not unnaturally, arguments
arise.

So, enter Rose, with sugges-
tion:

First—recognize an owner’s
right to develop land designated
as open space.

But—let others buy that de-
velopmentright from the owner,
ineffect paying him for giving up
his right to develop. (Think of it
as like buying a security.)

Then—Ilet the buyer transfer
the development right to other
land zoned forbuilding. The new
right would allow him to in-
crease density previously set for
the buildable land.

Pacifier. The proposal is aimed
at fulfilling the legitimate
claims of all parties in the land-
use wars. The owner of land set
aside for open spaces gets a
means to recoup the value de-
nied him by forbidding develop-
ment, yet he can still retain title
if he chooses. The municipality
gets a means of preserving open
space without bankrupting it-
self. The citizens, of course, get
their open space.

The idea may offer developers
asizable benefit, too: the chance
to get out from under the com-
mon local government pressure
to “donate’ part of a tract for
open space.

Team of specialists, The inno-
vative proposal was developed
by a Rutgers faculty committee
that included Rose and experts
from New Jersey’s Department
of Community Affairs, which
commissioned the effort. Rose
has published a summary of the
committee’s conclusions in the
Real Estate Law Journal
(Winter, 1974), which he edits.
He also presented the idea in
May to the American Society of
Planning Officials at a five-day
meeting in Chicago.

The germ of the idea, says
Rose, came from legislation
proposed by State Senator Wil-
liam Goodman in Maryland in

RuTGeRrs’ RosE
Takes role of peacemaker

1972. The New Jersey commit-
tee, Rose says, found the Good-
man proposals incomplete, and
spentseveral months developing
them.

How it works. For an idea of
how the rights proposal might
work, consider a hypothetical
suburb, Happy Valley. It has a
small shopping district, perhaps
some light industry and its share
of unoccupied fields, woods and
even farmland. It also has plenty
of residents in single-family-de-
tached neighborhoods who
would like to keep some of the
fields and woods the way they
are.

The open land, of course, has
owners who do not want their
property rights destroyed with-

out compensation and who, in
some cases, don’t want togive up
the land, either.

So, Happy Valley's town fa-
thers designate some of the land
as open space. Then they write
the master plan to allow areas
zoned residential to be devel-
oped to higher-than-normal
density, up to some reasonable
limit. This development can
proceed if the owners turn in to
the town certificates of develop-
ment rights, so many rights for
each additional housing unit.

Rights distribution. The cer-
tificates, printed up and regis-
tered by Happy Valley, are given
out originally to the owners of
the open space, each in propor-
tion to the assessed value of his
land.

Since new urban refugees are
comingup the road, area builders
will naturally want to build to
the higher densities. To do so,
they go to the owners of the open
space and buy the certifi-
cates—at a price.

Records of title to the certifi-
cates are kept in the same office
that keeps track of title to the
land itself, and the development
rights carry an appropriate prop-
erty tax burden.

Never twain shall meet?
Don’t believe it! Here’s how to mix poor with other tenants

Conventional wisdom says that
mingling middle-class and poor
tenants in rental apartments is
like mixing oil and water—it’s
not supposed to work. But a new
study indicates the two classes
can co-exist if the developer
houses them in attractive, well
constructed buildings.

The study was made last year
for the Massachusetts Housing
Finance Agency, a state-spon-
sored independent lender.* The
agency requires projects it fi-
nances to admit poor applicants,
many of them receiving rent
subsidies.

Good neighbors. Researchers
found that the middle-class ten-
ants were not particularly both-
ered if they had neighbors who
were poor. They were satisfied if
their fellow renters were reason-
ably friendly, well behaved and

*Copies of the report, A Social Audit of
Mixed-Income Housing, available from
William White, MHFA, Old City Hall, 45
School St., Boston, Mass. 02108. (Phone
(617)723-9770.)

not wildly different in dress or
habit.

More important, the study
found that the governing influ-
encesin tenant satisfaction were
not the neighbors at all. They
were, rather, the builder’s inten-
tions—whether he intended to
put up and maintain a good
building.

The Boston  researchers
checked out 16 of the agency’s
48 developments, ranging from
gardenapartmentsto, as the final
report drily putit, “standard 236
design.” (Section 236 is the
FHA's program for construction
of rent-subsidy apartments.|

Building up ... The study
found that if a developer had de-
cided to put up units to compete
in unsubsidized rental markets,
he had chosen more attractive
designs, more desirable loca-
tions and better construction.

The project manager taking
over such developments tended
tofollow theexample the builder
set. He was generally more con-

Building limits.  Though
Rose’s published summary did
not expressly say so, the number
of rights issued would presuma-
bly be fixed by the feasible de-
velopment potential of the
open-space land. The units that
reasonably could be built on
such land would in effect be
shifted to other parts of town.

Rose emphasizes that the
work done on this idea is by no
means complete. He adds:

“That’s why I'm trying to
publicize [this transferability
idea|. I want toseeit putinto the
marketplace of ideas.”’*

Rose says he’s already gotten
a lot of interested queries from
local governments.

Transferability is not yet law
anywhere, and it is still merely
under consideration by the
Department of Community Af-
fairs in Rose’s state. But it's al-
ready beginning to look like an
idea whose time for tryout has
come, and Rose, at least, is ex-
cited about it. —H.S.
*Copies of article available from Jerome
G. Rose, Dept. Urban Planning and Policy
Development, Rutgers University, New
Brunswick, N.J. 08903; or from publisher,

Warren, Gorham & Lamiont Inc., 89 Beach
St., Boston, Mass. 02111

scientious than average.

And the tenants in these
buildings were nearly all (89%)
happy where they were. This was
actually a higher percentage
than the researchers found in all
middle-class projects included
in the study as controls.

...ordown.On theother hand,
if a developer started with the
idea of putting up a ‘“standard
236,” he used more proletarian
designs, built wherever land was
cheap and cut corners.

The managers of such projects
picked up his message; they
tended to goof off. And renters
were often dissatisfied.

Middle-class renters had al-
ready expressed themselves
most strongly ofall: Byand large,
they had refused to move into
such buildings. And confusion
about the reasons for that refusal
may be the origin of the conven-
tional wisdom on mixing in-
comes.

—PauL GiGuERE
McGraw-Hill News, Boston
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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

uyers walk

? info
rade-up.

Primitive® hall

Mudroom. Hall. Show how distinctive ceramic tile can be.
And be sure to say it's American Olean. Our 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,
1994 Cannon Ave., Lansdale, Pa. 19446

merican
lean

A Dwmsion of Natonal Gypsum Company

Anywhere, everywhere -ceramic file. Ifs the natural thing fo use:
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Our faucets work best
when they’re turned off.

All faucets turn water on.
But the true test of a good faucet is how well
it turns the water off.
Delta is a good faucet. Because we build it
without a washer. So it’s virtually without all
the problems worn washers cause.
And without washer replaceniem costs, 100.
Delta has replaced the washer with a patented
rotating valve. No metal-to-metal working parts,
no stem threads to wear out and gall.
And Delta washerless faucets look as
good as they work. With decorator styling
for kitchens, bathrooms and powder
rooms. In both single -handle
and double-handle styles.
Specify Delta. To see how
well they work, turn one off.

For illustrated liierature, write
Delta Favcet Company, A Division of Masco Corporation,
Greensburg, Indiana 47240, and Kexdale, Ontario.

Delta Faucets.

Washerless.
To work as




A HousesaHome seminar

MAKING
CONDOMINIUM
WORK

WASHINGTON, D.C, JUNE 24-25
SAN FRANCISCO, JULY 1516
CHICAGO, AUGUST 2627




A HousesHome seminar: Two days of adva;

MAKING COND

Two years ago, condo-
minium looked like the
salvation of the housing
industry.

Single-family developers
saw it as the way to offer home
ownership at a price moderate-
income families could afford.

Apartment developers saw
it as the way to stay in the multi-
family business with a badly
overbuilt rental market.

Apartment owners saw
condo conversion as the way
out of bad cash-flow situations.
But today, everything
is changed, and condo-
minium is in trouble.

Class-action lawsuits are
being filed against developers
by condo associations.

Condo is becoming a favor-
ite target of consumer groups,
and prospective buyers are
shying away.

Lenders are growing
warier —and tougher—on loans
for condo projects.

The IRS has laid a crippling
tax burden on condo associations,
But condominium still
can work and work well —
if you and your manage-
ment team foresee the key
problems. And thats what
you’ll learn todo in this
seminar.

30 H&H ju~e 1974

You'll study both new con-
struction and conversions,
and your curriculum will
include subjects such as these:

Condo Associations

When —and how —you should
organize your residents

How to avoid the problems
that grow out of the developer's
control of the association

Which problem areas most
often lead to class-action suits

How your referral market can
be increased through a smooth-
running association

How to be sure that your
maintenance-fee assessments are
really accurate

Marketing Condominiums

How to reassure prospective
buyers about all those negative
things they've been hearing about
condominiums

What marketing practices are
most likely to lead to later lawsuits

When you should —and should
not—lower prices in a slow-selling
condo project

In condo conversions, when to
give renovation options and when
to re-do everything

Practices that are perfectly
legal, but will murder your sales

Financing

Why more and more lenders
are becoming apathetic about
condo projects—and how they can
be turned on again

Common mistakes
that lower the value of condominium
projects

How developers and lenders
can work together to bridge slow-
sale periods

Why good planning and desig
can raise the value—and the lender
interest—in a condo project

Legal Problems

The difference between dis-
closure and deception

Just how safe "boiler plate”
documents really are

What to do about condo fees
on unsold units

Whether your contract of sale
for condo units is or is not en-
forceable

Why condominium? You migh
consider a homeowners' associa-
tion instead

The Future of Condomini

How the rash of problems in
condominium is reshaping condo
regulations all over the country

Development and sales
practices you may be using that will
toster over-strict condominium laws

What you can do to bring
about new legislation that will help
both the buyer and the developer

Seminar Director:
Maxwell C. Huntoon, Jr,
Managing Editor,
House & Home




ed study in...

MINIUM WORK

You'll work with the most experienced faculty ever assembled for a condominium seminar

David B. Wolfe is President
and founder of Community
Management Corp. of Reston,
Va,, the country's first firm to
specialize in the establishment
and management of condo-
minium homeowner associa-
tions. Established four years
ago, CMC has since con-
tracted with more than 110
projects-.comprising more than
200,000 units when fully de-
veloped, and representing
over $60,000,000 in annual
assessment revenues. Mr.
Wolfe is also a land planner,
and was formerly senior
partner of Wolfe, Reader &
Associates, a landscape-
architecture and planning firm.

Patrick C. McKeeverisa
partner in the law firm of
Shaffer, McKeever & Fitz-
patrick, Rockville, Md. His
firm$s practice is concentrated
strongly in the field of real
estate, and particularly in
condominium development
and condominium conversions
Mr. McKeever is a member of
the Bar of the Court of Appeals
of Maryland, United States
District Court for the District
of Columbia, United States
District Court for Maryland,
and the United States Supreme
Court

F. Gregory Opelka is
Executive Vice President and
Senior Appraiser of the
Fairfield Savings & Loan
Association, Chicago. He also
serves as appraisal consultant
to the U.S. Savings & Loan
League, and has written
supplements on condomin-
ium appraisal for that organi-
zations Construction Lending
Guide. He is currently a
Governor of the International
Society of Real Estate Ap-
praisers. Mr. Opelka has
taught various courses in
appraisal, and has lectured
extensively on the specific
financial and appraisal prob-
lems of condominium.

Albert W. Highsmith is
chairman of the Virginia Real
Estate Commission. He has
also served as chairman of a
special committee set up by
the Virginia legislature to re-
write the state's condomin-
lum act, a task which took him
into virtually all major housing
markets in the country to talk
to condominium owners,
condominium developers, and
state officials. The new act, just
completed, is expected to be

a model for altering other state
condominium acts. Mr
Highsmith is a Realtor, and is
associated with Real Title Co.,
Arlington, Va

Washington,D.C. June 24-25 Key Bridge Marriott
San Francisco, July15-16 Stanford Court
Chicago, August 26-27 |\arriott Hotel
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A HouseaHome secminar

Seminar Registration

To register, please complete
and return the coupon below to
House & Home, McGraw-Hill, Inc.,
1221 Avenue of the Americas,

N.Y., N.Y. 10020. Or you may
reqgister by calling (212) 997-6692
Registration must be made in
advance of the seminars. All regis-
trations will be confirmed by mail

Seminar Fee

The full registration fee is pay-
able in advance and includes the
cost of all luncheons, workbooks,
and meeting materials $375.

Seminar Hours

Registration starts at 8 am
Sessions are 9am. to 5 pm,,
with informal discussions to 6 p.m

CONDOMINIUM

Hotel Reservations

While House & Home does not
make individual reservations for
seminar participants,we have
arranged with the Marriott Hotels
in Washington and Chicago, and
the Stanford Court in San
Francisco, to hold a limited block
of rooms for the use of attendees
You can reserve your room at
either of the Marriott Hotels by
phoning (800) 228-9290, and at
the Stanford Court by calling
(800) 622-0812 from California,
or (800) 227-4248 from other parts
of the country.

Please be sure to say that you
are attending the House & Home
seminar. This will identify your
reservation with the block of
reserved rooms, and assure you
of the special seminar rate.

Cancellations, Refunds
and Transfers

Registrations may be cancelled
without charge up to five working
days before the seminar date.
Registrations cancelled later than
this are subject to a $50 service
charge. Substitutions of attendees
may be made at any time. Regis-
trations may be transferred with
full credit to a later seminar any time
prior to the original seminar date.

Tax Deduction of Expenses

An income tax deduction is
allowed for expense of education
(includes registration fees, travel,
meals, lodgings) undertaken to
maintain and improve professional
skill. See Treasury regulation
1.162-5 Coughlin vs. Commis-
sioner 203F. 2d 307

r----------------------------------------q

House & Home
McGraw-Hill, Inc.
1221 Avenue of the Americas

N.Y, N.Y. 10020

Gentlemen: Please register me in
the MAKING CONDOMINIUM
WORK seminar checked below.

Key Bridge Marriott Hotel

O San Francisco, July 15-16
Stanford Court

O Chicago, August 26-27
Marriott Hotel

O Check payable to
House & Home enclosed

3
5
i
B
|
§
i
= 0O Washington, D.C. June 24-25
i
¥
B
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i

O Bill my company O Billme

L-------------------------------------_--
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Name

Title

Company
Address
City
Phone

State Zip

Signature

Additional registrations
from my company:

Name

Title

Name

Title
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PREWAY

WISCONSIN RAPIDS, WI 54494
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New fireplace
ideas...
Preway style

Built-in fireplaces? What's your idea of size, style,
fuel, location? Preway has it. From 28" to an im-
pressive new 48 New front-and-side open designs.
In models for any fuel. For flat-wall, corner, or island
installations. For chase and vertically stacked ar-
rangements. Our fireplaces fit them all. And we top
them all off with one of the easiest, most economi-
cally installed chimney systems in the business. The
nationally approved all-fuel sections are preassem-
bled to save time. They're light-weight for easy han-
dling. They come in extra-long lengths for fewer
joints and less cost per running foot. That’s why many
builders are switching to the Preway fireplace and
chimney system. See Sweet’s Light Construction or
Architectural files, or write for full details on adding
fireplace profits to your homes . . . Preway style.
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One of these 3 General Electric ranges
has the oven you want at a price you can pay.

Standard
J313R

P-7* Self-Cleaning
J356R

General Electric's
P-7* self-cleaning oven
system is our finest. It
costs a little more —at first—but
it pays out in the long run with satisfied
tenants who will help keep your apart-
ments fully rented. And when tenants have
to move it costs only about 10 cents of
electricity to clean a GE pyrolytic self-clean-
ing oven. So keep your apartments up-to-
date with GE self-cleaning oven/ranges.

There are four different styles to choose from.

General Electric’s Clean Look models
are the ones to consider when your budget
won't let you use the P-7 system. When
spatter hits the porous finish of these ovens,
it is dispersed and is partially absorbed. This
dispersal action increases the exposure of

oven soil to
heated air which results
in oxidation of soil. This
finish also reduces the visual
effect of residual soil. Choose from
many different models.

For even lower-cost kitchens, GE has a
Standard model with a conventional oven.
A removable oven door aids in easy oven
cleaning of this quality electric range.

All GE ovens are backed by our Customer
Care...Service Everywhere;” which means
that wherever your project is in the
continental U.S.A., there'll be a qualified
GE serviceman nearby.

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

GENERAL (%6 ELECTRIC
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Tempered to
prevent clash

C-E tempered glass builds up a lot of resistance to the clash and
crash that patio doors are subject to. Three to five times stronger
than ordinary annealed glass, C-E Arm-R-Clad® tempered not
only protects against hail and storm fury but it provides that
extra margin of safety for doorway traffic.

Under terrific impact, C-E Arm-R-Clad tempered glass crumbles,
doesn't shatter . . . so there is less chance for serious injury.

C-E Glass has tempering facilities in 12 unique locations, nation-
wide, for better service over wider areas. And our tempering
techniques are specially monitored for precise quality control.

C-E Glass, 825 Hylton Road, Pennsauken, N. J. 08110,
(609) 662-0400.

EEcLass

COMBUSTION ENGINEERING, INC.

CIRCLE 35 ON READER SERVICE CARD
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NEWS/PEOPLE

Some recent shifts and new starts by building executives in the news

Louis E. Fischer adds more
laurels: the presidency and chief
executive officer spots at Gen-
eral Development Corp. Fischer,
44, has also done stints as vice
chairman of the Larwin Group
and president of ITT Levitt &
Sons.

Somechanges take place at the
top of Sonnenblick-Goldman
Corp., the important building fi-
nance concern. Nathan Gold-
man becomes chairman of the
board and chiefexecutive officer,
while Jack E. Sonnenblick,
who'sbeenrunningsome related
companies, takes over as pres-
ident and chief operating officer,
Goldman’s old spots.

On the West Coast, developer
Jeremy Ets-Hokin sells off his
San Francisco planned-commu-
nity project, Seal Rock, to
Southwestern Development Co.

NATHAN GOLDMAN
Moves up to chairman

of San Diego. Southwestern says
the purchase price is “in excess
of $10 million.”” Ets-Hokin is to
stay with the project as a consul-
tant.

“The sale is a postscript to the
project’s financial and legal woes
last year. The old backer was
now-bankrupt U.S. Financial,

JACKE. SONNENBLICK
He's president now

with whom Ets-Hokin has been
exchanging lawsuits.

Jerry and Eugene Monkarsh,
twodevelopers whomerged into
notorious Equity Funding in
1969, break out, untouched by
thescandal. They form their own
company, EJM Corp., buy the
real estate assets they had run for

Altemose riot results so far: convict 7, acquit 2, 14 to go

A 1972 bout of labor violence at
a construction site near Valley
Forge, Pa. has recently led to
convictions of some of the par-
ticipants.

The contractor for the Shera-
ton hotel complex involved was
J. Leon Altemose, a controver-
sial open-shop builder. The issue
that brought out the approxi-
mately 1,000 pickets from the
Philadelphia Building and Con-
struction Trades Council was
whether the site would be 60%
union, as it was, or 100% as the
labor men wanted. The ensuing
violence caused $300,000 dam-
ages to the site.

A 20-week trial concluded last
April 10 resulted in the convic-
tion of seven of the nine defend-
ants, on 27 separate charges.

Fourteen others are awaiting
their turn in court on similar
charges. Their trial is expected
to begin in July.

Thisand other|News, July 73]
documented acts of labor vio-
lence around the country may
bear further fruit—in Washing-
ton. Representative John B. An-
derson (R., Il1.) has introduced
legislation making such prop-
erty damage a federal as well as
stateor local offense. His bill (HR
8580) would amend the antivio-
lence Hobbs Act. The U.S. Su-
preme Court has ruled* that that
law now applies only to violence

*Vol. 410 Us p. 396.

used to gain ends that are them-
selves illegal (e.g. kickbacks or
payments for unnecessary
work.) Violence during a legal
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strike thus does not violate fed-
eral law. —Lisa Lazorko
McGraw-Hill World News,
Philadelphia
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Flattening fence 5,000 feet long around construction site was one part of Valley Forge,
Pa. labor violence. Altemose subsequently posted armed guards at project.

Equity Funding for $14.6 million
and hire 130 of their old employ-
ees. Their plans run the gamut:
development and construction,
selling condos and buying and
operating garden apartments.
Jerry is president of this new
company, Eugene is executive
vice president.

Another new venture takes
shape; thisone in Atlanta. James
H. Woods and Dale W. Keever
form a partnership as financers
of commercial real estate. They
operate in the Southeast under
the name, logically enough, of
Keever & Woods.

An old House & Home
alumnus, James P. Gallagher,
accepts an appointment to the
Detroit Housing Commission,
which supervises the city’s pub-
lic housing and redevelopment
efforts. He was a senior editor
with H&H for 18 years, has been
director of public affairs for
Smith, Hinchman & Grylls, a
Detroit architectural firm, since
1970.

The California Mortgage
Bankers  Association  picks
James A. Walker as its 1974-75
president, succeeding Henry
Rasmussen Jr. Walker is execu-
tive vice president of E. S. Merri-
man & Sons, which has offices
in San Francisco.

Leon N. Weiner's firm receives
honor forexcellence in site plan-
ning from a design award pro-
gram sponsored by Wilmington
area government planning
bodies. Cited was Weiner's
“Wilton" project.

Robert H. Tharpe, a major
force in the development of At-
lanta over the years, retires from
the Georgia mortgage banking
firm, Tharpe & Brooks Inc., that
he founded more than a quarter
century ago.

Stirling brothers ride again—now as motel operators

Now that Stirling Homex is fad-
ing from view for most people
(but not the SEC; see page 49,
April, 1974), there is a new ven-
ture taking shape with the par-
ticipation of Stirling Homex’
founders, David and William
Stirling. Stirling Homex, started
in 1968, wasahotstock foratime
on Wall Street asamass producer
of modular housing, but went
bankrupt in mid-1972. The SEC
alleges extensive fraudulent
bookkeeping and other irregu-

larities.

The new company is Interna-
tional Motels Corp., N.V. (IMC),
registered March 23, 1973 in
Curacao, Netherlands Antilles.
Its top management is full of
former Stirling Homex execu-
tives.

IMC plans a nationwide chain
of motels and has already opened
four of its Koala Inns in New
York and Massachusetts.

Also connected with IMC is
Glowcrest Construction Co., in

Avon, N.Y., where Stirling
Homex was once headquartered.
Glowcrest was founded by Frank
Csapo, a former vice president of
manufacturing at Homex, and
built IMC’s first four motels.

The new company has been
quiet about its operations,
avoiding the sort of press fanfare
that used to characterize Stirling
Homex. It even went so far as to
neglectinvitingthe local press to
arecent motel opening at Brain-
tree, Mass. last March.
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A new weight-saving power source
design with wafer piston makes the
SK-312 the most powerful tool on the
market, pound for pound. It drives
nails home in hardest woods.

And the SK-312 drives nine different
nails, 6d to 16d—helps get the right
nails used in the right places, and
might just be the only nailing tonl
rou’ll need. Nails come in quick-
oadlnu strips. Safety bottom trip

is standard.

The SK-312 has the nice balance and
easy handling that minimize fatigue
and improve work quality. It's fast
enough to keep ur with any operator.
Add the rugged all-weather reliability
that Paslode pioneered with the Gun-
Nailer® and the SK becomes the first
choice for saving time and money.
There’s a Paslode man near you fo
demonstrate the power and figure the
savings. Let us send you his name.

Paslode Company (Division of
Signode), 8080 McCormick Blvd.,
Dept. HH, Skokie, lllinois 60076. In
Canada, Paslode Canada Registered.

SK-312 Naller drives nine
different nalls, 6d to 16d
—shown actual size.

PASLODE
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Housing prices droop for second month—Kaufman & Broad leads the way down

House & Home’s index of 25
housing issues fell to 204.61 in
the month ended May 1.

Itwas thesecond monthly loss
for the list after three gains.

Building companies led the
decline, with Kaufman & Broad
in the forefront. The big interna-
tional builder’s shares gave up
3% points, to 87, after a report
of lower first quarter earnings
(see page 18).

Here'’s the composite graph.

100, SHARE PRICES OF JAKUARY 1949 « 400
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Here'show the five companies
in each group performed.

May '73 Apr. 73 May '74
Builders 274 190 164

Land develop. 180 130 116
Mortgage cos. 985 538 497
Mobile homes 525 449 475

S&Ls 132 s =1k
May1  Chng
Bid/ Prev.
Company Close  Month
BUILDING
Alodex : oT %
AVCO Comm. Devel—d PC 13 + %
American Cont. Homes .OT 3% == |
Amierican ing Sys. .OT 1% =5
American Urban Corp. . OT 1% + W
Bramalea Con. (Can) .. TR 5% - 1%
Campanelii Ind. o 2% - 5
(New America Ind)
CapnaJDwers (Can)—d or. 3 - b2
Centex Corp. .. NY 13% = 1%
Cerml Communities . AM 7% - %
Cheezem Dev. Corp. ... OT 1% - %
Christiana Cos. . AM 1%
Cons. Bidg. (Can.) TR 290 - 75
Dev. Corp. Amer. ... AM 5% - %
Dev. Int. Corp.—d T W - %
Edwards Indus o1 2% + %
First Builders Bancorp.—d
0T %
First Hartford Corp—d . AM 2
FPA Comp. AM 6% = %
Carl Freeman Assoc. . OT 3% =1
Frouge Cop—d OT 4% + W
General Builders—d AM 1% - %
Hallcraft Homes—d AM 17
Hoftman Rosner Corp. .. OT 3% ¥
Corp. . 07 5% = 1%
Hunt Building Corp. ......OT 1% = %
*Kaufman & Broad ......NY 8% - 3%
Key Co. ...AM 3% + B
Leisure Technology .....AM 3% =R
Lennar Corp. ............AM 7% - %
McCarthy Co.—d PC 2% - %
McKeon Const. .......... AM 2% - h
H. Miller & Sons ... .AM 11% - %
Miichell Energy & Dev. ..AM 20 - 3%
National Environment ... OT 1%
(Sproul Homes)
L B. Neison Corp—d. .OT Y - 1

May 1

Bid/
Company Close
Oriole Homes Cop—d AM  B%
Prei Corp. AM 2%

Presidential Realty AM 9%
Presiey Development ... AM 3%

Pulte Home Corp AM 2%
F. D. Rich Hous. Corp.—d i
Robino-Ladd Co. AM 4%
Rossmoor Corp AM 4%
sRyan Homes ............AM 13%
Ryland Group 0T 4%
. industries ... NY 9%

Shelter Corp. of America OT %
Standard Pacific—d AM 2%
Universal House & Dev.—gc

*US, Home Comp. ... NY 8%
Valley Forge Corp. 0T 1h
Washington Homes ... 0T 1%
Del EEWebb ............NY 4
Western Orbis—d .......AM 12
Westchester Corp. a1 1%

SAVINGS & LOAN ASSNS.

. OT 12%
..NY 3%
AM 9%
.NY T
AM 10
+Fin. Fed. .. e NY 1%
«First Charter Fin. .. NY 14
First Lincoln Fin, .. 07 3
First S&L Sharés AM 12%
First Surely ...... o1 3
First West Fin. ... oT 2%
Gibraltar Fin. ... .NY 13
Golden West Fin. NY 12%
*Greal West Fin. ... NY 18%
Hamhome Fin. .. ....0T &%
Comp. .. LNY 10
mrchrldﬁn NY ™h
Union Fin. ..., ..-.AM 6%
United Fin. Cal. NY B8l
Wesco Fin NY 13%
MORTGAGING
Charter Co. NY 31%
CMI Investment Corp. ... NY 18%
*Colwell ... . AM 5
Cont. llinois Realty NY 9%
Fed Nat. Mig. Assn. ... NY 17%
Financial Resources Gp OT 1%
(Globe Morigage)
FMIC Corp. (formerly
First Mig. Ins. Co) ....OT 8%
sLomas & Net. Fin. ... NY 8%
*MGIC Inv. Corp. CNY 31%
Midwestern Fin. ......... AM 11%
Palomar Fin. .............AM 1%
Western Pac. Fin. Corp. OT 1%
(Formerly So. Cal.
Mort. & Loan Corp)
UPI Corp. AM 1%
{United Imp, & Inv.)

MORTGAGE INV. TRUSTS

Alison Mitg. LoNY 1T
American Centmy e I
Aslen Property Invest. ...OT 7
Atico Mtg. . o NY 11
Baird & Wamer .......OT 114
Bank America Rity. ......OT 18%
Barnes Mig. Inv. o1 10

Barnett Mtg. Tr. NY 16%
Beneficial Standard Mig. AM 18

BT Mort. Investors NY 8%

Builders Investment Gp. NY 16
Cameron Brown NY 8%

Capitol Mortgage SBI NY 11%
Chase Manhattan 2%
Cl Mortgage Group NY 8%
Citizens Mig. ... AM 10%
Citizens & So. Rity. ......NY 17%
Cleve. Trust Rity. Inv, .. OT 8%
Colwell Mig. Trust AM 13

Conn. General .. NY 15%

«Cont. Mig. Investors ... NY 4%
Cousins Mfg. & Eq. Inv. NY 113
Diversified Mig. Inv. ... .NY 9%

Equitable Life . ... NY 14%
Fidelco Growth Inv. AM 16
Fidality Mig. NY 412
First Memphis Reatty o7 13
+First Mig. Investors ... NY 5%
First of Denver AM 16'%

First Pennsylvania .NY 10
Frankfin Realty—d ..., AM 43
Fraser Mig. x 0T 9%
Galbreath Mig. oT 7%
Gould Investors—d ... AM 8
Great Amer. Mig. Inv. _ NY 10%

Guardian Mtg. AM 12%
GuifMtg&Hly .. AM 11%
Hamitton Inv. ............QOT 10%
Heitman Mtg. Investors _AM 9

Hubbard R. E. Inv NY 16%
ICM Realty—d ..........AM 12'%
Larwin Mig. ... AM 7%
Lincoln Mtg. ar 1%

Mass Mutual Mig. & Rity
NY 13%

Chng.
Prev.
Month
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= 1
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= %
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May 1

Bid/
Company Close
Mony Mig. Inv. NY 6%

Mortgage Trust of Amer. NY 7%
National Mortgage Fund NY 9%
North Amer. Mig. Inv. ... NY 15
Nom‘mesl Mut Life Mtg.

.-NY 19%
PNB Ml:g R!ty Inv. NY 111
Palomar Mtg. Inv. .......AM 3%

Penn. R. E. Inv. Tr. AM 8%
Property Capital ... AM 9%
Realty Income Tr AM 11

Republic Mtg. Inv. NY 0%
B.F. Saul, REIT, NY 8%
Security Mig. Investors ..AM 3%
Stadium Realty Tr. 0T 3

State Mutual SB1 NY 10%
SutoMig. ............AM 8%
Unionamerica Mtg. & Eq.

AM B
US. Realty Inv. .........AM 10
Wachovia Realty Inc. ... NY 14
Wells Fargo Morigage .. NY 127

LAND DEVELOPERS
Al-SlalePropemss or %

*AMREP Corp. .. -NY 3%
Arvida Corp. 0T Th
Atiantic Imprd OT 5
Canaveral Int. . AM 1%
Cavanagh Communities NY 17
Crawford Corp. o1 5%
sDeltona Comp. ..........NY 6
Disc Inc. of Amer. .. ... .OT 1%
Evans & Mitch. Ind. ......OT 1%
Fairfield Communities—h

OT 2%

*Gen. Development ... NY 5%
Getty Financial Oorp—d 0T 3%

Landmark Land Co—d AM 2%
(Gulf State Land)

Land Resources ........ 0T 1%
Major Heaty OT 4%
*McCulioch Oil . AM 5%

Sea Pines Co—a .......0T 9
South Rty. Ul—d .. AM 4%

MOBILE HOMES & MODULES

*Champion Home Bldrs. AM 4%
+Commodore Corp—d ..AM 1%

Conchemco AM 9%
De Rose Industries—d _ AM 2
*Fleetwood ... ... NY B%
Golden West—d ......... or 3
Corp. AM 115
(Formerly Mobil
Americana)
Mobile Home Ind AM 6%
Inc. e OT 2%
*Redman ind. .........NY TW
Rex Noreco .............NY 2
«Skyline ..................NY 18%
Town & Country—d AM 2%
Zimmer Homes ..........AM 3%
Afbee Homes—d ... 0T %
ASM Ind—d ... ..0T 06
(Formerly AABCO)
Brigadier Ind. ............OT 2%
Environmental Commun. OT 2
Hodgson House . 0T 1%

Liberty Homes 0T 1%
Lindal Cedar Homes ....OT 2%
Natonwide Homes—d .. AM 6%
Shelter Resources -AM 3%

Swift Industries oT %
DIVERSIFIED COMPANIES
Amer. Cyanamid NY 23%
Amer. Standard ..., NY 13%
Amterre Development .. OT 2%

Arien Realty & Develop. NY 2%

AVCO Corp. NY 6%
Bethlehem Steel . NY 32%
Boise Cascade NY 18%
Building & Land Tech. ..OT 2%
CNA Financial (Larwin}—d
NY 9
Castle & Cooka NY 13%
(Oceanic Prop.

CBS | mangbeu) NY 35%
Champion Int. Corp. .....NY 18%

(US. Plywood-Champion)

Christiana Securities ... OT 167
Citizens Financial—d ... AM 3
City Investing NY 10%
(Sterfing Forest)
Coming Glass NY 85
Cousins Properties o1 1%
Davos Inc. BT + | Y ]
Dreylus Corp Y B
[Bent Smokler)
Environmental Systems—d
OT %
Evans Products ... .NY 9%
Femo Corp. NY 19%
First Gen. Resources ... .OT %
First Rity. Irv. Corp. AM 2%
Fishback & Moore NY 3612
Forest City Ent. AM 6%
Flagg Industries AM 2%

Chng
Prev.
Month
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May 1

Bid/
Company Close
Frank Paxton Comp. ......OT 8%

(Builders Assistance Corp.)
Fruehauf Corp. .......... NY 23%
Fugua Comp. .............NY 9
Georgia Pacific - NY 42
Glassrock Products—d . AM 2%
Great Southwest Corp. ..0T %
Gulf Ol (Gulf Reston) .. NY 22%
INA Corp. (M. J. Brock) _NY 30%
Inland Steel (Scholz) ... .NY 32
International Basic Econ. OT 2%
International Paper NY 48%
Inter. Tel & Tel . NY 21%
Investors Funding ....... AM 2%
Killearn Properties—d . AM 2%
Leroy Corp. .. ~..0T 3%
Ludlow Corp. e NY 117
Monogram Industries ... NY 5%
Monumental Corp 0T 14%
(Jos. Meyerhoff Org}
Mountain States Fin. Corp.
o7 5%

National Homes ..., NY 3%
NEI Corp. 0T 2%

Occidental Petroleun . NY 10%
(Occ. Pet. Land & Dev)
Pacific Coast Prop. AM 1

Periri Corp AM 6%
Philip Morris - NY 99%
Pope & Talbot ............NY 16%
Republic Housing Corp.—d

AM 2%
Rouse Co. ..............0T 4%
Santa Anita Consol. .....0T 10

(Robt. H. Grant Corp}

Shareholders Capital ...0T S

{Shareholders AE. Group)
Tenneco Inc. ...

({Tenneco Hedm
Time Inc, .. ... ..NY 39

tTernpie lndusmes)

3 ...0T 18%

Tnan Gruup Inc. -OT %
UGI Corp. o NY 13%
Uris Bidg. oo NY 14%
Wei-McLain ..NY B¥%
Westinghouse ............NY 18%

{Coral Ridge Prop.)
Weyerhaeuser NY 45

(Weyer. Real Est. Co)

Whittaker (Vector Corp.) NY 2%

Wickes Corp. NY 13%

SUPPLIERS

Ammstrong Cork NY 27

Automated Bidg. Comp. AM 4%

Bird & Son i OT 26%

Black & Decker . .NY 37

Carrier Corp. .............

Cerlain-teed ...,

Crane ...

Dexter—d

Dover 1

Emerson Electric

Emhart Corp.

Fedders .

Flintkote .

GAF Corp.

General Electric

Goodrich

Hercules

Hobart M.

Int. Harvester

Johns Manville .

Kaiser Aluminum ........ NY 24%

Keene Corp. ...NY 3%

Lergh Products _AM 8
lasco Corp. . CNY 403

Hmrm Corp _.NY 37%

Maytag ... .. NY 26%

National Gwsum --NY 13%

Norris Industries .NY 19

Overhead Door .. -NY 12

Owens Corning Fubrgl. NY 49%

Potlatch Corp. ... NY 33%

PPG Industries ... ..NY 27

Reynolds Metals .........NY 25

Rohm & Haas ..NY @2

Ronsen ... ..NY 8%

Roper Corp, NY 14%

St Flegls Paper ... NY 28%

Scovill M NY 13%

Sherwin Willams ... ... NY 37%

Skil Corp. ....NY 14

Siater Electnc } 0T 7%

Stanley Works ............ NY 24%

Tappan ... oNY 7%

Thomas Industries ... NY 9%

Triangle Pacfic .......... NY 12%

US. Gypsum ...NY 20%

US. Steel ... NY 43%

Wallace Murray --NY 10%

Jim Walter sasizacis: Y 00

Whirlpool Corp. ........... NY 28%
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AM—closing price American Stock Exchange.
NY—New York Stock Exchange. OT—over-the-
counter bid price. PC—Pacific Exchange. TR—
Toronto Stock Exchange. a—stock newly added to
table. d—not traded on date quoted. h—adjusted
for 1 for 5 revesse spiit. *—Computed in HOUSE
& HOME's 25-stock value index. Source: Standard

& Poor's, New York City.
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A Bird Architect® 70 roof improves
the landscape as much as it protects the homie.

The subtle earthtone colors blend in
naturally with sky, trees, terrain...eve
thing from forma gardens to rugged wil 'ger-
ness. Which helps move single homes faster,
and gives apartments and condominiums
more curb appeal.

The thick rustic texture reminds you
of wood shakes, But it's premium uality
asphalt. Which won't rot, wa q’burn like
wood, And costs cons:derablyrﬂ:

Bird Architect 70's are backed by a

ear prorated guarantee covering materials
an({lnltlai cosi of installation. Their weight:
approximately 345 |bs. per square.

Lbok into a total Rootscape by Bird
for your next job. It can help clinch the sale!

The best dressed homes wear Bird.

Bird & Son, i
g?é%'ﬁ L‘fwalpﬁ:,‘agfs o

Please rush me Roofscaping information on Bird
Architect 70 Asphalt Shingles.
Name

Company
Street =~ ERPnbi
(_i\ ~ County sl
L O el i iR
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Construction sequence starts when forms
are erected (1) on slab foundation. Forms
are locked into position with wedges (2),
which are hammered into place and with
ties (3), then aligned with whalers. Wiring
(4), plumbing and templates for window
openings (5) are placed in the cavity be-
tween the forms. Concrete is poured (6).
Afterforms are removed (7) protruding ties
are pulled out and gaps filled. The Con
Tech Latin
America for low-cost housing, has re-
cently become available to builders in the
United States.

system, widely used in

Simple concrete forming

The system, called Con Tech,
saved roughly $80,000 at a
$958,750 project in Monroe, La.,
primarily because it cut building
time in half and permitted the
use of unskilled labor.

So reports contractor Jesse H.
Heard, who is joint-venturing
the project, Spanish Villa, with
architect Paul F. Stewart and at-
torney J. A. Kirby.

“This is a simple system,”
says Heard. “The lightweight
(aluminum) forms are easy to
handle and erect [see photos).
The only skilled man you need
is a supervisor who makes sure
windows and doors are placed
properly.”

HEN.
oy -

Adobe-brick appearance of typical Spanish Villa building comes from the Con Tect

form used for the exterior wall. Other forms in system provide look of hand-laid brick.

At Spanish Villa, Con Tech
forms are used in conjunction
with another new product—
Mod Wall, a lightweight con-
crete said to be lighter and to dry
faster than regular concrete.
Heard credits Mod Wall with

providing super sound condi-
tioning within the units.
Spanish Villa, which is due to
start renting this month, will
contain 750-sq.-ft. one bedroom
townhouses and 950-sq.-ft. two-
bedroom flats. According to

Heard, the total per-sq.-ft. cost,
except for financing charges, is
$11.21.

Do the savings give Heard a
competitive edge? Yes, over new
construction, because costs have
been going up so fast. But not
over existing units. Heard plans
to rent his apartments at 24¢ a
sq. ft., the going rate for existing
units in the area.

He is planning to use the sys-
tem on two new projects in the
planning stage—one a condo-
minium, the other a 200-unit
rental.

The Con Tech forming system
is marketed by International
Housing Ltd. of Wilton, Conn.
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This year its five times more beautiful.

We sold all we made and
builders still wanted more.
That's how wildly successful
our Cypress Plywood Siding
was in "73.

This year, we'Te ready! With
the same dramatic blend of
patterns and knots, the same
excellent quality aslastyear .. .

. st tant 1974

apartment and townhouse
projects where that first
impression of quality is sO
important.

It is the best wood look in the
business. Your dealer will show
you, or write: Boise Cascade
wWood Products, Portland,
Oregon 97208.

Boise Cascade
Wood Products Division

plus increased production and
five transparent prestains that
will be sensational on your
homes! Avocado, russet, blue,
grey, and gold! Put Cypress
on your walls in any of these
colors and it'll be love at first
sight.

Cypress siding should be
considered, not only on homes,
but also on condominium,
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We think trees look best warp, crack, shrink or peel. And  are the same rugged steel con-
as trees. That's why Benchmark that means time and money struction and are available in
Entrance Doors are made of saved on call backs. five different styles.
steel. 23 gauge galvanized steel Benchmark Entrance
with a foam core.

] _ Save time. Save money.
. . Doors are available in seven Save a tree.
Our special embossing

distinctive styles and come com- __Get out of the woods
I)rncess creates the deep-drawn  plete in quick-to-install, pre-hung  with Benchmark.
ook of wood on both sides. But  packages.

unlike wood, these doors won't Jenchmark Bi-Fold Doors

‘Benchmark

Jenchmark Door Systems— A Division of General Products Company, Inc.
For full details contact: Benchmark Sales Office, P.O. Box 887, Fredericksburg, Va. 22401. (703) 373-8877.
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version used

the system wider application.

stone.

i

The foundation system, which
substitutes wood for concrete
and/or masonry, was introduced
about two years ago. Up to now,
it hasn’t had a great deal of use;
but a new wrinkle, a prefabbed
in combination
with modulars, promises to give

Known as the All-Weather
Wood Foundation (AWWE), the
basic system utilizes treated
2x4s and 2x6s and %" plywood
in place of poured concrete or
masonry blocks. As shown in
the drawing (above right), the
various treated wood members
are set on a “footer”” of one 2x8
and one 2x6, and the footer in
turnsitson a6”bed of %" crushed

The prefabbed version s being
used at the small apartment

dation and up as high as 4’6" on
one side of the lower module.
The backfilling is possible be-
cause the lower modules are fac-
tory-treated to AWWEF specifi-
cations by the manufacturer,
Process Builders Corp. of Coves-
ville, Va.

According to architect and
part-owner Henry Browne, the
AWWEF's direct saving was $100
per foundation. And, he adds,
because the site was very steep,
the ease of site-work made pos-
sible by combining the AWWF
with modular boxes kept con-
struction costs at $12.71 a sq. ft.
This is $2 a sq. ft. less than they
would have been if the project
had been constructed as origi-

concrete foundations.
AWWTEF, which is approved by

‘NSSV (ID0OMATd NVIIHTWVY ASTLHNOD (SOLOHJ

J
BACKFILL”

WYY CRUSHED $TONE

—— 2"x4" $ILT,

A Lo‘r\aa}d' i
A g;:;;‘ ﬂ"’%;-,l,c? ;‘,}'!’q’ r 5‘?
A acD% ﬂﬁ“i _Podh|

A[,L wéoo rs
TREATED

FOR FUL
aTupS it'oc

2h%4"-i6r0.d

54" PrYwoOD

HELGHT
WALLS USE 2°x&Y

OR 2%4°3 -12'C.C.

: It can be panelized

Eleven modular buildings comprise a small rental project, The Woods, shown above.
Modular boxes are set atop panelized, treated-wood foundations like the one shown

at the top of the page. The 22

-unit project occupies a steep, eight-acre site overlooking

the Blue Ridge Mountains and the Charlottesville (Va.] reservoir. The 1,000-sq.-ft. units
(plans below] rent for $220 a month. Architect and part-owner Henry Browne says
rents would have been $10 higher without the $2 per sq. ft. construction-cost saving
realized by using panelized foundations with modulars.

1M

\\' H w

L
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project shown here. Wood foun- BOCA, FHA and VA, was devel-
dations, like the one in the photo  oped under the aegis of American
above are factory-built by Barnes  Plywood Association and Amer- LIVING LIVING
Lumber Co. of Charlottesville, ican Wood Preservers Board in
Va. and shipped to the site in cooperation with various public
panelized form. agencies and private companies. O O I |u”" I 'I
After they are put in place, Thewoodfoundationshavebeen il mu I
modules comprising the apart- used in Columbia, Md., in three ‘ LOTTL ¢
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Super-c steel JOlsts
install faster

than wood-with
just two men.

Super-C joists of the same depth as
wood are up to 20% lighter—so they are
easier to handle and install.

That’s only one reason why more and
more builders are changing to these gal-
vanized steel joists...and builders who
have switched don't go back to wood.

Some other reasons:

They cost less to install. Not “maybe!’
Facts prove it. Besides fast two-man in-
stallation, Super-C's extra strength per-
mits greater spans and greater spacings,

RS reducing the number of joists as much

B as 607

They give a better floor system.

Developed by U.S. Steel, Super-C joists

are hot dipped galvanized steel. They don't

shrink or warp. Floors don't squeak. Nails
don’t pop. You should expect no callbacks
from a floor system based on Super-C

Joists

I Many applications are possible. First
floors, upper floors, flat roofs — for single-
family houses, townhouses, apartments,
shop built or field assembled. They've all
been “proved out” by builders in the field.
And plywood decking or concrete floors
can be used.

For detailed information, send for

our highly factual booklet, which includes

United States Steel

United States Steel (USS C214)

600 Grant Street

Pittsburgh, Pa. 15230

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

TRADEMARK

Name e

Title == =

Company Name_ e e

tvpical applications, load span tables and Address P} ___ Phone_____
architectural details —as well as the name City el 7 L N S e
of the manufacturer of Super-C joists Y g SRR USSR I T e

serving your area. United States Steel,
I’lttsl)u:gh Pa. 15230.

Name of architect or project engineer who should also get this booklet:




'THE MERCHANDISING SCENE
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Model interiors and the energy crisis:
Now’ the time to think of resourceful decorating
ideas that will help your prospects save
money and give you an effective merchandising tool

Lines at the gas pumps may be shorter
these days, but the energy crisis is far from
over. And while practically every busi-
nessman has been hit by the crisis to some
degree, homebuilders, in particular, have
taken it on the chin from wary, and often
worried, consumers.

In the past months, traffic at many
model-home complexes fell drastically as
the gas shortage—plus anxiety about soar-
ing utility and fuel costs—discouraged
people from leaving their present homes.
Model-home traffic is now beginning to
pick up. This gives you an opportunity to
use your model homes and apartments to
show Mr. and Mrs. Homebuyer (and renter)
how they might save a few dollars in elec-
tricity costs (and also conserve some en-
ergy] with what I call resourceful decorat-
ing. And in doing so, you'll not only be per-
forming a valuable public service, but you
will gain a reputation for caring about the
consumer and his budget problems.

What’s more, you should sell
homes as well.

How to begin. Anyone can pare utility
costs by shutting off lights and turning
down the thermostat. But who wants to
shiver in the dark merely to save a few dol-
lars? A far better solution is to create an en-
vironment that shows your prospects how
certain colors, furnishings, etc. can
brighten a home’s interior and thereby cut
the amount of artificial light it needs.

For example, we’ve always recommended
that builders offer at least one light, bright
home in any model series. Given today’s
energy problems, perhaps you should think
in terms of two models out of four, or three
out of six. And if one of these models has
been structurally designed to cut energy
consumption, you might designate it as an
“energy-saving” home and feature it in
your advertising and publicity. Let’s con-
sider design ideas that could help empha-
size energy-saving features in such a home.

The first objective is to maximize your
use of sunlight, since it's one energy source
that’s virtually cost-free. Clearly, sunlight
is most effective when it doesn’t have to
fight its way into a home through heavy
draperies or shades. Therefore, you should
consider a lightweight drapery fabric with
an open weave. If this presents a privacy
problem, a sheer underdrapery can add that
privacy without totally shutting out
Mother Nature.

Window shades, in a variety of styles are
alternatives to draperies: roman shades, for

some

example, or bamboo shades, which from a
decorating standpoint are exceptionally ef-
fective in kitchens, dining and family
rooms. They are stylish, functional and
Very appropriate in an energy-saving home.

Put color to work. Once you've set your
window treatments to allow a maximum
amount of natural light to enter your
model, you can stretch the effect without a
flick of a light switch. One way is to lighten
your color schemes. A combination of yel-
low and white is far lighter and cheerier
than a deep gold would be. In fact, if I were
decorating an energy-saving home today,
yellow and white would head my list.

Other schemes that provide similar ad-
vantages are combinations of orange and
powder blue, a monochromatic blend of
white-on-white, or corals, soft pinks and
light greens, which as pastel shades are
light-reflective.

What colors would I avoid in this energy-
saving model? Dark browns, earth tones,
blacks, rust tones and burgundy. They all
absorb light, so if you use them, do so with
discretion,

A final note on color: Use lots of white as
an accent. Not only does white visually ex-
pand space, it injects a strong element of
brightness.

An imaginative wall treatment is another
way of showing your prospect how he can
save kilowatts. Deep, dark walnut or oak
paneling is not appropriate in a home de-
signed to convey a bright, light feeling.
Dark stains and varnishes are absorptive;
they seem to swallow light.

But don't scrap the paneling. Use lighter
finishes, whitewashed board, smooth tex-
tures. Natural-finish rough-sawn paneling
is taking hold as classic treatment for walls.
And, it doesn’t absorb light.

Wallcovering is less expensive and often
just as effective. So consider it for a den or
a family room if you don’t want to panel.
Make sure it also is light and bright, with
patterns laced with loads of white. Heavy
textured and dark color wallcoverings eat
up as much light as dark paneling; so forget
them in your resourceful decorating.

Another suggestion: Try a foil wallcover-
ing which has both reflective and illumi-
native qualities. Foil wallcovering works
well in a dining room or adds drama to a
single living-room wall. Try it on a ceiling
as a backstop for a chandelier; it radiates
artificial light and can amplify any natural
light in the room.

Mirrors: an open sesame. Mirroring,

CAROLE EICHEN, CAROLE EICHEN INTERIORS, FULLERTON, CALIF,

always a powerful decorating tool, can be
especially effective in helping to create a
light, open feeling.

As I've often said, mirrors should not be
used for blatant, artificial room expansion.
Instead, they should be integrated with
paneling, or used to flank a headboard treat-
ment or to open up a tight entry. Used prop-
erly, they can bring the outside in.

Mirrors, integrated with built-ins, also
can add a light, airy feeling. For instance, if
you're thinking of warming up a home with
a floor-to-ceiling bookcase, help it breathe
by putting pieces of mirror behind alternate
shelves.

Resourceful decorating and merchandis-
ing should offer a total look; so think about
your carpeting when you map out your en-
ergy-saving home. Keep your carpeting
light with a plush rather than a shag qual-
ity. The color depends on the dominant
color in the model; yellow and white
should offer yellow carpeting. (White, of
course, is too impractical.) Thick shag,
especially in dark colors, attracts and re-
tains any light that might be in the room.

What about furniture? Again, light and
bright are still the watchwords. Chrome
and glass are suitable, but don't overdo it.
A glass-top coffee table is certainly prefera-
ble to a heavy Spanish-style table; it lets
the light pass through and circulate
through the room.

Lamps and lighting fixtures? Use re-
straint and avoid multi-globe fixtures with
high wattage requirements. Instead, use fix-
tures with the small candelabra-type bulbs.
Stay with light or clear glass ginger jar-base
lamps with white shades.

But lamp placement is the key. You may
be able to save kilowatts by eliminating
lamps in certain rooms (secondary bed-
rooms, for example). But do not skimp
where people read or congregate—family
room, den, living room, master bedroom.
Always use lamps on twin nightstands in a
bedroom, and at least two, and preferably
three, lamps in the living room. People ex-
pect to see lamps and, energy crisis or not,
would miss them if they were omitted.

As always, the goal is not to get carried
away with esthetics, but to create an envir-
onment that will help sell your product.
The energy-saving model can do just that;
it can involve and inform. But a word of
caution. If the merchandising goes over-
board, is too futuristic, and there aren't
enough practical suggestions, you’'ll lose
the prospect’s attention.
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Which building material will you use?

You've got energy shortages to
think about. Air-conditioning costs.
Heat gain through the long, hot
summers. Heat loss in the winter
months. Heating equipment costs.
The whole set of energy-use factors
suddenly has become critically
important. The building material you
use affects all of them.

Compare the energy conserving
capability of masonry, for instance,
with double-plate glass walls.

At 4:00 P.M. on a hot August day
in Washington, D.C., the heat gain
through a square foot of west-facing
insulated brick and concrete block
wall will be 2.2 Btus an hour.

The heat gain through a double-
plate glass wall in the same location
will be 173 Btus a square foot in an
hour. A big difference.

Project this differential over
10,000 square feet of wall. You come
up with a heat gain through masonry
of 22,000 Btuh, while the heat gain
through double-plate glass is
1,730,000 Btuh.

In the case of the masonry wall,
cooling equipment with a two-ton
capacity can handle the heat gain.
But with the double-plate glass wall,
about 143 tons of cooling capacity
will be needed.

An analysis of a typical 10-story
building shows that over its useful life,
the air-conditioning cost for a square
foot of our masonry wall will be about
23 cents. For the double-plate glass
wall, it will be $7.60.

It takes a lot of money to buy,
install and create space for all the
extra air-conditioning equipment

| " YOUDIDN'T PLAN ON AN
ERGY CRISIS, BUT NOW YOURE
ANNING YOUR NEXT BUILDING.

required by the double-plate glass
wall. A lot of money and a lot of
energy to run that equipment.

Compare the heat loss in winter.
It has a dramatic effect on energy
consumption and building operation
costs.

Our masonry wall, for example,
has a “U-value” of .12. The double-
plate glass wall has a ""U-value” of
.55. (U-values are used to determine
heat loss through one square foot of
wall area in Btuh per degree
Farenheit differential across the wall.)

This means that the masonry
wall is about 450% more efficient, on
the average, than the glass wall in
reducing heat loss.

Over the useful life of the
building, the heating e
cost per square foot of Sfsf |
wall area for masonry
will be about 30 cents.
For double-plate glass,
about $1.38.
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with other building materials.

_i'i International Masonry Institute
823 15th Street, N.W., Washington, D.C. 20005 /(202) 783-3908

In a time of one energy crisis
after another, masonry makes
eminently good sense as a good
citizen.

The masonry industry believes
that the thermal insulating qualities of
masonry are an important economic
consideration to building designers,

owners and investors, and all citizens.

Masonry walls save on air-
conditioning and heating costs. And

just as important, they are less

expensive to build. The masonry wall
we've described would have a 38%
lower initial cost than the double-
plate glass wall.

If you'd like to find out more,
write to us and we'll send you a
booklet comparing the thermal
insulating qualities of
masonry walls with
double-plate glass
walls, metal panel walls
and pre-cast concrete
walls.

Please send the booklet comparing insulating qualities of masonry

Name

Address

Company

City State

Nature of Business
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If he’s one of the 140 Whirlpool builder territory
managers, you can bank on it. For some very
good reasons.

For starters, he knows the builder business and
the problems you face in coping with the multiple
housing industry crisis. And the importance of
prompt handling, scheduling . . . and personal fol-
low-through until on-time, at-site delivery is assured.
To help you make it happen on the bottom line,

What's more, to paraphrase that long-running
Broadway smash musical, he's got to know the
territory, your territory. He has to, or he wouldn’t be
calling on you for Whirlpool. (If he's just another
order taker, who needs him?)

One of the ways we make sure he's more than
that, is by sending him through

may participate in training programs to bone up on
what's new in literally every phase of the building
business. National, regional and local marketing
trends and projections, Builder financing, merchan-
dising, kitchen planning and Consulting Services, to
name just a few.

All this, in addition to a thorough briefing on all
our product lines . . . plus the post-sale peace of
mind services Whirlpool offers, to help relieve you of
service headaches after you turn over the keys.

The end result of these fact-filled, shirtsleeve
sessions? Better-trained, builder-oriented territory
managers who can and want to offer helpful coun-
sel and earn your respect . . . both before and
after they ask for your order for Whirlpool quality
home appliances.

one of our Builder Seminars,
conducted through the fa-
cilities of our ultra-modern
Whirlpool Educational Center
opened in 1963.

Here, builder territory man-
agers from all over the country

Ask about

Help where it counts

Whirlpool Distributor pre-sale
and post-sale services.

A call to your Whirlpool
Distributor will bring one of
these men you can bank on,
in a hurry. (But only when your
schedule permits. We know
what your time is worth!)

>
Whirlpool

CORPORATION

We believe quality can be beautiful
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This year at the Houston Home Show, Peachtree Door introduced comes in two models: VINTAGE, a traditional flush door with

the first really new, really reversible entry system. This is the most a variety of decorative irim plants; and AVANTI,
complete, best engineered, unitized, insulated entry system yet a series of deeply embossed design.
And it's a completely two-faced reversible system that swings Both offer revolutionary design features like a unicque
in or out, hangs from right or left so your inventories become twice weathering system, a double strong security system and denser
as valuable. Matching sidelight panels are constructed exactly like polyurethane foam that insulates better
the door and are available as fixed or Let one of our salesmen talk to you. And then place your orders

ventilating panels. now for AVANTI and VINTAGE, the first really
Designed in conjunction with Walter reversible entry system
Dorwin Teague Associates, this new system The two-faced door from Peachtree Door

REacHTREeEZ @ nNoOoR

BOX 700 NDRCRO55 GEDRGIA 30071

CIRCLE 63 ON READER SERVICE CARD H&H june 1974 63




Carrier keeps you occupied

with low turnover rates.
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Air conditioning helps get the people into your
apartments. Carrier air conditioning helps keep them
there. Because it gives them the draft-free comfort they
like. The quiet they want. The reliability they demand. With
low monthly bills.

And Carrier gives you a number of ways to do it.
Individual systems, apartment by apartment, or central
system. All-electric, or gas-electric. Tenant-metered or
centrally billed.

You start with a Carrier-oriented dealer. The man
who can design a comfortable, quiet system, without
pricing you out of the market.

And he has efficient, low operating cost equipment.
The kind that cuts tenant gripes, it they pay. Returns your
investment fast, if you foot the electric bill.

64 H&H ju~e 1974

Also, any Carrier system you put in will get number
one service and care out of your Carrier dealer. He'll keep
a watch on its efficiency, so it won't waste your energy
and run up the cost of running.

Call him and he'll keep your building occupied.

Carrier Air Conditioning Division.

Carrier MARK
@

S:\rl giggditionmg OF A
QUALITY
BUILDE

Carrier Corporation




CORIAN® kitchen countertops at Rossmoor Leisure World, Laguna Hills, Calif

“Leisure living is what we sell

at Rossmoor. That’s why we’re using
DuPont CORIAN from coast to coast”’

Robert Rosenwald, President, Rossmoor Corporation

“CORIAN is a good example of the product quality we provide in our Leisure World
“Total Living’ concept,” says Mr. Rosenwald. “We're developing communities from
coast to coast and we're specifying vanity tops of CORIAN in the bathrooms and
countertops of CORIAN in the kitchens.

“We like CORIAN for every reason you can think of, It’s beautiful and it stays
beautiful. Our customers want easy maintenance and that’s what CORIAN offers.
And we can schedule it onto the job with confidence: sheets are pre-cut in the shop,
brought to the job site, and installed by our regular crews. CORIAN has everything.”

Those are just some of the reasons why giant Rossmoor Corporation has CORIAN
throughout its communities in Laguna Hills, California; Golden Hills, Arizona;
Coconut Creek, Florida; Silver Springs, Maryland; Woodridge Center. Illinois, and
Willow Hill, New Jersey.

Take advantage of the Practical Elegance of CORIAN® building products. CORIAN is available
in sheet stock for custom surfaces (it can be worked with regular tools), kitchen countertops, wall
wainscoting, bathtub and shower surrounds. One-piece molded vanity tops and bowls of CORIAN
also available. For more information and the name of the distributor nearest vou, write to Du Pont,
Room 23968, Nemours Building, Wilmington, DE 19898.

@UPOND CORIAN

%EG U s PATOPF Building Products

T
CORIAN

H apelirent’
. oaird
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“We Weren’t Born Yesterday!”

Quality has been our middle name since 1884, And now Service is our first
!
name !

We're proud of our name and our heritage . . . Wabash . . . a tradition of quality
craftsmanship combined with modern technology and personalized service to
meet your needs for tomorrow . . . today.

Quality Products Since 1881

e Windows e Shutters and Blinds
Continental Casement e Interior Doors

Windows ', d

DA i Bialioses —=Mabash—
Tilt Take Out Windows Louvered Doors A/ ' :

e Screen Doors and Cafe Doors
Combination Storm Doors o Side Lights

e Sliding Patio Doors

P.O. Box 9466 * Memphis, Tenn. 38109 ¢ (901) 946-1671
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Valley
We'll be around
ng, long time

A classic doesn’t come along too often.
But when it does, it sets the pace for
years to come. Rolls did it with their
Classic 33. And Valley's new
Starburst Series has done it, too.

Clean, simple lines that spell its
elegance; “hydroseal” leak-proof,
worry-proof action; feather-touch
control and mirror-like “triplate”
finish give every Valley faucet the
quality, appearance and dependability that
will last a long, long time.

VﬂllCYM single control faucets

EASTMAN CENTRAL D

a division of

UNITED STATES BRASS CORPORATION

SUBSIDIARY OF HYDROMETALS, INC. g
IE 801 TENTH STREET, PLANO, TEXAS 75074
ot £\
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A beautiful job of bookkeeping:
red cedar R&R shingles for a New England library,

A deep mansard dominates this Westport, Massachusetts, library.

Appropriately, it is clad in warm-looking red cedar rebutted/rejointed shingles.

For more than a century red cedar shingles have articulated the
Northeastern clapboard- style of residential architecture. On this library,
they lend a reassuring touch of tradition to the striking

contemporary design. The shingles are practical, too. They are

highly insulative, important in the ofien harsh New England climate.
They withstand hurricane winds. And they retain their beauty for
decades with little or no maintenance. For details and application tips
on Certigradé shingles and Certi-Split handsplit shakes,

write us at 5510 White Bldg., Seattle, WA 98101. In Canada, write

1055 West Hastings Street, Vancouver 1, B.C.

*.\n TouCH ,,

"tm Sk ,m.s

Red Cedar Shingla & HandSpllt Shako Bureau

Wood anncl

AKes - *"‘\

"#

o Mmm“nmmmay Rosarw Andman Ine.
Builder: Tray Conslruction Co
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T RESEARCH, ADVERTISING
MERCHANDISING, MODEL

NING & SALES TECHNIQUES

Bayne A. Sparks is vice

president, communications
for Santa Anita Consoli-
dated, whose homebuilding
subsidiary, Grant Corp., is
one of the country's major
developers. Formerly, as
corporate vice president of
marketing for Grant Corp.,
he supervised the firm's
marketing and merchan-
dising operations in North-
ern and Southern California,
Nevada, Arizona and Ha-
waii. Before joining Grant
Corp., Mr. Sparks directed
marketing and sales opera-
tions for Coronado Cays
and for Rancho Bernardo,
well-known projects in the
San Diego area

Seminar Director:
Maxwell C. Huntoon, Jr.,
Managing Editor,
of House & Home

W. E. Mitchell is president
and senior associate of Mar-
ket Profiles, a marketing,
merchandising, sales and
research consulting firm.
Previously, he was director
of residential marketing for
Walker & Lee, Inc., one of
the West's largest residen-
tial real-estate firms, and
later became general sales
manager for Deane Broth-
ers, Inc., a builder widely
respected as one of the most
creative marketeers in the
country. Market Profiles
was formed in 1968.

Jack Risbrough is founder
and head of Jack Risbrough
Associates, a consulting
firm that provides compre-
hensive marketing services
specially designed for the
small and medium-volume
builder. Before founding his
own firm he held a number
of key marketing positions:
general sales manager of a
division of American Hous-
ing Guild, project manager
for Deane Brothers, Inc., na-
tional marketing vice presi-
dent of J. H. Snyder, Co.,
and national marketing vice
president of Deane & Deane,
Inc. He is currently Region
Il chairman of the Sales and
Marketing Council of NAHB.

ATLANTA, JULY 22-23 MARRIOTT HOTEL
NEW YORK,AUG.19-20 MARRIOTT’S ESSEX HOUSE
DALLAS,OCTOBER 8 -9 MARRIOTT HOTEL

Dave Stone is president of
The Stone Institute, Inc., a
market and management
consulting firm with offices
in California, Minnesota,
Missouri and Washington,
D.C. He has been both a
realtor and a builder, and
served as general manager
of Stone & Schulte Ine., a
realty firm that represented
many of the San Francisco
Bay Area's most successful
builders. He is best known
as homebuilding's leading
expert on sales and sales
training; over the last 20
years he has lectured on
these subjects to more than
100,000 industry people in 50
states, and he has authored
eight books on real-estate
selling.
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A House&Home seminar

MARKETING
MERCHANDISING

& SELLING

Seminar Registration

To register, please complete
and return the coupon below to
House & Home, McGraw-Hill,
Inc., 1221 Avenue of the Ameri-
cas, N.Y., N.Y. 10020. Or you may
register by calling (212) 997-6692.
Registration must be made in ad-
vance of the seminars. All regis-
trations will be confirmed by
mail.

Seminar Fee

The full registration fee is pay-
able in advance and includes the
cost of all luncheons, workbooks,
and meeting materials ........ $375.

Seminar hours

Registration starts at 8 a.m.
Sessionsare 9a.m. to 5 p.m.,
informal discussions to 6 p.m.

Hotel Reservations

While House & Home does not
make individual reservations for
seminar participants we have ar-
ranged with the Marriott Hotels
involved to hold a limited block
of rooms for the use of attendees.
You can reserve your room by
phoning (800) 228-9290.,

Please be sure to say that you
are attending the House & Home
seminar. This will identity your
reservation with the block of re-
served rooms, and assure you of
the special seminar rate.

Cancellations, Refunds
and Transfers

Registrations may be can-
celled without charge up to five
working days before the seminar

date. Registrations cancelled
later than this are subject to a $50
service charge. Substitutions of
attendees may be made at any
time. Registrations may be trans-
ferred with full credit to a later
seminar any time prior to the
original seminar date.

Tax Deduction of
Expenses

An income tax deduction is
allowed for expense of education
(includes registration fees, travel,
meals, lodgings) undertaken to
maintain and improve profes-
sional skill. See Treasury regula-
tion 1.162-5 Coughlin vs. Commis-
sioner 203F. 2d 307.

House & Home
McGraw-Hill, Inc.
1221 Avenue of the Americas

N.Y., N.Y. 10020

Gentlemen: Please register me
in the MARKETING, MERCHAN-
DISING AND SELLING seminar

i

i

i

i

l

b

I checked below.

= [] Chicago, June 17-18
; Marriott Hotel
E

q

|

i

i

i

I

[] Atlanta, July 22-23
Marriott Hotel

[] New York, August 19-20
Marriott's Essex House

[[] Dallas, October 8-9
Marriott Hotel

[[]Check payable to
House & Home enclosed
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Name

Title

Company
Address
City

Signature

[[]Bill my company []Bill me

L'-'-----—-—-------u—---------———--—-------

Additional registrations
from my company:

Name

Title

Name

Title
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New book shows how to avoid
needless expense and improve
tenant satisfaction in designing
laundries for multiple housing.

Written for professionals by professionals,
the Maytag Architectural Planning Guide is
indispensable for architects, engineers,
builders, and contractors.

It’s the first truly professional book on the
design and equipping of more efficient self-
service laundry facilities in apartments, con-
dominiums, dormitories, and other such
complexes.

Authoritative and comprehensive, it cov-
ers every phase including:

DESIGN CRITERIA: safety, security,
ventilation, light, sociability, amenities.
LOCATION: high- and low-rise apart
menls, pair-per-apartment.
QUANTITIES AND SIZES: number of
machines, area allowances.
ARRANGEMENT: central and zoned
facilities, pair-per-apartment.
FUNCTIONAL RELATIONSHIPS:
detached, integrated, publie, private.
TYPICAL INSTALLATIONS: various
plans, apartment types.

TECHNICAL INFORMATION: vent-
ing, details and specifications.

DESIGN AND MATERIALS: interior

ideas, material selection, maintenance.

MAYTAG

THE DEPENDABILITY PEOPLE

CIRCLE 73 ON READER SERVICE CARD

S¥mavaG

ARCHITECTURAL
PLANNING
GUIDE

Profusely illustrated, this 107-page ref-
erence source is a gold mine of ideas.
Examine it without cost or obligation. Or
order today. $20. At no additional cost,
you will receive any supplements that
may be published. Mail coupon now!

r——coos oo

The Maytag Company, Dept. HH-6-74
Newton, lowa 50208

l D | enclose $20.00 (check or money order). Send 107-page Maytag I
Architectural Planning Guide for Self-Service Laundry Facilities in

I Multiple Housing. I
D | wish to examine it without cost or obligation. Have your representa-

tive phone for appointment. I
Name___ e =1 e . e

IGompany- e Eee = e ..77I

Address_ ios 44 — e e o e I
City/State/Zip SNNE 5 R A= D T el

PhgngtiSsmeesenaeirie. - .. Colnty I
S I S e e S S E—— —
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THE BUILDING DIRECTORY DESIGNED

THE

BLUE BOOK

OF

MAJOR ;
HOMEBUILDERS

“Who's Who'in the
Residential Construction Industry ™

Ninth Edition

A comprehensive data bank including more
than 700 individual reports on the nation's
top homebuilders:

Who they are . . .

Where they are . . .

What they plan to build in 1974.

Size 8-1/2" X 11", over 500 pages, good
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.

The Blue Book of Major Homebuilders is a Copyrighted Publication of CMR Associates, Inc.
CIRCLE 75 ON READER SERVICE CARD



TO INCREASE YOUR BUSINESS IN 1974!

THESE PEOPLE TOLD US THE BLUE BOOK WAS INVALUABLE
IN EXPANDING THEIR SHARE OF BUSINESS

BUILDERS AND DEVELOPERS

e"As one of the nation’s largest
builder/developers, the Blue Book telis
us exactly where we stand in the indus-
try.”

®“An outstanding job on compiling all
available information on major home
builders.”

o "We use it as a market research tool.”

®"“The individual builder reports 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

e“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

ARCHITECTS AND ENGINEERS

e “By knowing who is building what,
we can gauge the changing nature of the
nation’s new homes and apartments.”

o “An excellent reference in deter-
mining the dewvelopment trends in the
larger metro areas.”

o “To find new clients.”

®"In understanding the relative posi-
tions of the major home builders.”

» “We must know who the leaders arel”

REALTY CONSULTANTS

e "An excellent source of information
on ‘out of town’ builders operating in
our metro area.”

® “Useful in locating joint venture pros-
pects.”

o"“As a broker for numerous land
owners, the Blue Book is a valuable
source reference.”

LENDERS AND INVESTORS

® “Provides 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."”

@"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.”

sales call. All of our salesmen have their
own personal copy.”

#"The 1973 edition has saved us a great
deal of time in gathering detailed infor-
mation about our customers.”

®“0ur business is rental management.
We use the Blue Book to find multi-
-family developers who need our help.”

o'Very useful in researching the state
of the building industry.”

Qubtes are in response to solicited cornments from 1973 Blue Book buyers,

Order Your Copy Now'!

THE BLUE BOOK OF MAJOR HOMEBUILDERS®

“WHO'S WHO" IN THE RESIDENTIAL CONSTRUCTION INDUSTRY ™
1559 ETON WAY @ CROFTON, MARYLAND 21113

ORDER FORM ORDER FORM

NOTE: All orders plus postage
and shipping costs. Save Post-
age and Handling charges by
enclosing your payment.

Gentlemen: Please Check One:

Please enter orders for the 9th Edition, The Biue Book of ] Builder
Major Homebuilders at the price listed below. | understand you are of- [ Manufacturer
feri - ivi ith h book.
ering a 10-day, full refund, return privilege with each boo [ Ad Ageney/Cansultanit

‘ 33;90?3.37_— [] Finance
| [ Payment Enclosed $74.50 Regular Price—Special Multiple Copy Prices Available. ] Library
No. of Books ] Bid Matrls Sales/
Total Amount $ Distributors
O gill me Name

= [ Architects
Bill Co.

1 [J Subcontractor
Make checks Company Name
payable to pany s b

CMR Associates, Inc. Asliiits L] Ind/Commercial

(please print)

_ DETACH HERE BEFORE MAILING .~~~ _

[J Government
City State Zip (] Other e

HH 674 WANT MORE INFORMATION? FILL OUT ABOVE AND CHECK HERE UJ




There's a

artin fireplace
for any room,
any time,anywherel!

¥ Martin Free-

| | Standing fireplaces
*1 7 arelowincost,

« 437 - easily installed!

L ® Energy-conscious home-owners
i are finding Martin Free-Standing
@ Fireplaces to be the ideal supple-
. mental heat source for family rooms,
add-on rooms, basements, vacation

ﬁgﬂ\w homes, and anywhere warmth and
Al wisgs atouch of elegance are desired.

.. _&@&Ne  Choose from wood-and-coal-burn-
"‘“ﬁ:‘ .. ing, electric, and gas models in a

variety of styles, including two new
contemporary models.

Martin “Build:In-Anywhere’
fireplaces have zero clearance
for complete adaptability!

Because they are engineered for zero clearance, Martin “'Build-
In-Anywhere"’ fireplaces may be set directly on floor, sub-floor, or
suitably constructed wooden platform. They require no masonry
foundation and may be supported and surrounded with standard
building materials. Each is a complete hearth-to-chimney-top
system, offering unlimited trim possibilities and simplified multi- ‘]

i
I
ﬂ

level installation. ] ;

-~

™ Write for our catalog VIARTIN INDUSTRIES,INC.
P of affordable : FIREPLACE PRODUCTS DIV.
FIREPLACE fireplaces now! P.O. BOX 1527 - HUNTSVILLE, ALA. 35807

INSTITUTE

76 H&H june 1974 CIRCLE 76 ON READER SERVICE CARD
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L

L It’s getting so hard to sell today that the old
hard sell just doesn’t work anymore.

The combination of high money rates and
high construction costs has had a doubly de-
pressing effect on the housing market.

Middle-income families just can’t qualify
for as much house as they could even as re-
centlyas ayearago. And many of them, rather
than pay higher mortgage rates for less house,
are choosing to stay right where they are.

Higher-income families are getting choos-
ier. They see no reason to spend a lot more
money for more of the same old stuff that’s
been around for years.

In most cases, this resistance is too strong
and too deeply rooted to be overcome by the
traditional harder sell—brighter banners,
louderadsand more persistent lapel-grabbing.

But thereisanotherkindofhardsell. It costs
as much or more money than the old way,
and it takes a lot more real marketing and
merchandising know-how and a lot more
i creativity.

And it works.

It consists of one, or both, of these ingre-
dients:

1. A product so markedly better than the
competition’s that buyers are willing to pay
either the same for less house or more for the
same house.

2. A marketing and merchandising program
| thatdoesn’t just clamor for prospects’ atten-
tion, but focuses tightly on their real needs
and concemns.

How—and how well—this new hard sell
can overcome today’s marketing problems is
the subject of the next 20 pages.

———————————
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THE NEW HARD SELL CONTINUED

How do you
sell people out of 6% houses and

into 8%

condominiums?

Convince them that they’re buying something so much better—in
design, comforts, amenities and environment—that those higher
monthly payments are worthwhile.

“If you do that,”” says Vance Meyer, Pardee Construction Com-
pany’s vice president and director of marketing, ‘they’ll forget about
the higher interest rate.”

This merchandising strategy underlies the sales pitch at Vista del
Cerro, a 166-unit, $6.5 million project built on a 20-acre bluff
overlooking a swank section of San Diego called Del Cerro.

And the strategy is working. After a post-opening slump late in
1973, sales at the project are perking along at a solid 2.5 to 4 units
per week. Fifty-six units had been sold as of the end of April.

Using data from his buyer profile, Meyer focused on features most
wanted and/or appreciated by his prime prospects—couples in their
early forties with an average of 2 child per family, earning about
$23,000 and living in nearby single-family and rental units.

Specifically, Meyer stressed three merchandising elements:

European styling. The buyer profile indicated that prospects were
well traveled and appreciated the look of authentic Spanish town-
houses. So the architect, Richard Stoddard, was asked to design one-
and two-level homes similar to those found on the Costa del Sol.

A two-car garage was put beneath each unit, partly below grade,
socarsarehidden fromview. Thisis amarketing plus vis-a-vis nearby
projects, where carports or open parking are commonplace.

Heavy landscaping. “This is a vital part of our merchandising
effort,” says Walter Browder, Pardee’s communications director.
“We spent $500,000 and it’s worth every penny because it under-
scores our sales theme—a life above and beyond the commonplace.”

Better interiors. Both layouts and square footage are compara-
ble to—or better than—those of the nearby apartments and single-
family homes that supplied the majority of prime prospects. Vista
del Cerro features include formal dining rooms with built-in silver/
china cabinets; wood-burning fireplaces in all living rooms and
most master bedrooms; wet bars; private, walled garden entrances;
10’-high ceilings and large walk-in closets in master bedrooms.

TOHN OLDENKAMP

Therecreationarea includesa heated
swimmingpool, a therapy pool, right
rear, and a pavillion {not shown) that
overlooks the pools. Entire project
was heavily landscaped with shrubs,
vines, trees and massive beds of
flowers. Landscape architect was
Don Brinkerhoff Lifescapes, which
worked in cooperation with Pardee’s

Roger De Weese.
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THE NEW HARD SELL CONTINUED

PHOTOS: JOHN OLDENKAMP
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The project’s 166 condos are grouped
in 3- to 9-unit buildings—some
clustered, some in rows. They are
connected to the central recreation
areaby a network of narrow, winding
walkways and stairs that conform to
the contours of the terraced site
{plan, right). Units are offset and
rooflines built at different heights to
provide variety for the building ele-
vations. To left of the rec area are the
sales office and models.

Four of the project’s five plans are
shown at right. Plan A, 1,176 sq. ft.
and priced from $44,300, appeals to
retirees who do a limited amount of
entertaining. Plan B, 1,706 sq. ft. and
priced from 851,900, is designed for
couples who entertain and have oc-
casional guests. Plan C, 1,715 sq. ft.
and priced from §53,900, is for fami-
lies with children. AndPlanD, 1,834
sq. ft. and priced from $54,900, is a
versatile design that appeals to such
buyers as a professional couple with
a maid, two unmarried sisters or a
bachelor living with his mother. Not
shown is Plan E, a 1,584-sq.-ft., two-
bedroom, 2'%-bath unit, priced at
$50,400.

The model complex (below) faces a
pedestrian plaza which leads to the
recreation area. The 1,176-sq.-ft.
sales office, at left in the picture, is
agutted Plan A [bottom of page). At
the rear of the unit two private clos-
ing offices have been built on a mez-
zanine. “Walking up the steps to the
closingoffices isa decisive act for the
prospect,’” says Meyer. “Once he
climbs those stairs, he's not as likely
to back out of the sale.”
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The model living room of Plan D
(above] is designed to relate the
Spanish interior decor to the Mexi-
an-style patio. Decorating costs
averaged about $15,000 per model,
00 for each patio. The proj

s advertising and promotion
budget is about $5,000 a month, ap-
proximately 1.3% of the project’s
total sellout price. Most of the budget
isallocated to newspapersand a local
magazine. Billboards are used and
some TV spots. Says Meyer: “A proj-
ect starts to come alive—and sales
really take off—when prospects can
see people living in it, and when the
landscaping is in. This establishes
credibility in the minds of people
who may have heard negative things
about condos.” Interior decorating

was done by Ian Phillips in associ:
tion with Dorothy Kerr on
a member of the Pardee staff.




THE NEW HARD SELL CONTINUED
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How do you get people excited
about buying homes in
a standard single-family development?

You tie your project to a theme that has strong emotional appeal
and then you play it to the hilt.

Deane Homes is building attractive zero-lot-line houses in a
typical Californiastyle in University Park, Irvine, Calif. The location
is sought after; the Deane reputation is valued.

But that cannot account for all the excitement over University
Park. In just three months Deane sold 115 houses worth over $8
million—half the development. This is a phenomenal sales rate for
homes in the $59,000 to $75,000 range.

Much of the credit must go to an imaginative marketing strategy
that capitalizes on the current longing for closeness to nature. Deane
offered “a home to match the environment”—and then it created
an environment worth matching,

The sales office is a lush, tropical world of tall trees, trailing vines
and banks of flowers. And the model complex is lavishly landscaped
indoors and out. The effect is reinforced by the heavy use of natural
materials—wood, brick and stucco—and by the handicrafts, textured
fabrics and warm earth tones used in the interiors.

It really turns people on.

‘"We've seen this concept in a lot of restaurants and in the way
people decorate their own homes, but we haven’t seen builders use
it before,”” says Larry Deane, president of Deane Development Co.
of Newport Beach, Calif.

In contrast to the striking sales and model complex, the rest of
the Deane sales approach is underplayed. Salesmen are deliberately
low-key; brochures contain floor plans and a few words about Irvine
and the homeowners association, but no heavy sales pitch; displays
are half hidden by foliage for prospects to uncover or ignore as they
wish; and advertising began only in the eighth week of sales.

Deane believes strongly thatquality and service pay offin referrals.
That’s why costs of a very lenient customer service policy came
out of the advertising budget.

Deane also believes in a strong public relations campaign to
stimulate traffic. [tems: an Easter parade for local charities, a wine
and cheese festival, fashion shows, etc. to bring people to the site
with no obligation to tour the models.

All this costs money. Deane estimates that the University Park
merchandising effort—which includes model-home capital and
operatingcosts, advertising, sales commissions, commonareas, park
site and service after sales—will come to a hefty 17% of the §16
to $18 million sellout.
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The sales office (left] is actually a
slightly modified production house,
and it will be sold when the project
is completed. Visitors stop in the
main room {above), which is the liv-
ing room in the actual home, to pick
up a brochure and look at the plot
table (not shown] before touring the
models.

The sales office was designed by
Tom Gonzalez, Deane’s vice pres-
ident of design, and Walter Richard-
son and Associates, the same team
that designed the homes.

As salesmen Deane chose men in

their mid-thirties with a friendly, re-
laxed manner, and gave them a great
deal of training. Even with a weekly
average of 700 prospects, two sales-
men and two hostesses can handle
the traffic. Thereasons: Prospects are
encouraged to wander about on their
own and there is no attempt to pre-
qualify them.

Across the street from the sales
and model complex are the project’s
recreational facilities, which visitors
also can inspect. Included are tennis
courts, cabanas and an Olympic-size
pool setina five-acre park.

Lol
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1

PHOTOS: LEELAND LEE

H&H june 1974 83



THE NEW HARD SELL CONTINUED

The model area {above), which must
be entered and left through the sales
office, has been lavishly landscaped
both indoors and out by Courtland
Paul of Arthur Beggs and Associates.
The atrium of one model (left) for
example, was turned into a tropical
garden with a large Jacuzzi pool.

Three of the project’s four floor
plans are shown at right. They in-
clude, from top to bottom, a $64,000
three-bedroom model (which is also
the one used as the sales office); a
$59,000 two-bedroom model and a
$75,000 two-story four-bedroom
model.

The fourth home {not shown/is a
two-story, three-bedroom model
priced at $68,000.

The top-priced model accounts for
half the units sold so far.

The homes offer such options as
potting sheds, greenhouses, whirl-
pools and unusual swimming
pools—one even has a bar with un-
derwater stools. Two of the models
haveatriumsandall havelotsof glass
looking out on landscaped patios.
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To create interiors that would be
striking yet in keeping with the in-
formal lifestyle of Deane’s market,
decorator Carole Eichen blended an-
tiques with contemporary furniture
and used plenty of warm colors,
wood, handicrafts and textured fab-

rics. Shealso worked closely with the
landscape architect to coordinate in-
teriors and patio areas. The garden off
the living room model shown abc

for example, can be seen clearly
through the glass wall, and it is an
integral part of the room’s decor.

.
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THE NEW HARD SELL CONTINUED

How do you create
healthy sales in a blah (saleswise)
resort market!?

You take the most exclusive kind of living that the resort area offers
and scale down the selling price to attract a broader spectrum of
buyers.

A case in point is the $40 million Sunrise Country Club, five miles
east of Palm Springs, Calif., where golf- and tennis-oriented condo
units are being offered by the Sunrise Corp. for $34,000 to $68,000—
far below the $80,000 to $100,000 and up typical of Palm Springs
country-club housing. And although other housing sales in the Palm
Springs area have been way off in recent months, results at Sunrise
Country Club have been spectacular.

Since the project opened last September, sales have averaged 16
per week, and in some weeks even shot up to more than 40 despite
price increases of up to $7,000 to $8,000 a unit. (Prices were geared
at $30,000 to $60,000 when the project opened.) By the end of April
466 units had been sold at an average price of $48,000. Originally,
Bill Bone, Sunrise’s president, projected a four-year sellout; but at
the current rate the complete sellout period will be under 18 months.

What did Sunrise do right?

First, they adopted the scaled-down approach for the 190-acre site
which is surrounded by posh (i.e. Thunderbird, Desert Island)
country clubs. Then they built a $1 million club house, a $750,000
par-64 golf course, a $25,000 sales office, a tennis club and eight
models. They developed the site so 744 condo units overlook either
the golf course, lakes, tennis courts or swimming pools.

Most importantly, they offered exceptional value.

“There’s nobody else selling houses on a golf course in our price
range,”’ says Bill Fruehling, Sunrise’s senior vice president. “And
we give them a luxurious clubhouse and first class tennis facilities.”

Buying a unit entitles the purchaser to a proprietary interest in
the country club. This provides social privileges, but more impor-
tantly it eliminates any initiation fee for golf or tennis privileges.

The project also offers security, a vital feature in this kind of life.
The entire site is protected by a 6'-high wall and 24-hour guards.

And finally, Sunrise Country Club has pushed referrals very suc-
cessfully. A social activities program and a constant flow of project
information by mail have engendered a sense of loyalty and social
warmth among buyers, most of whom live in the Los Angeles area.
The result: Seventy percent of sales have come from referrals.

PFPHOTOS: TULIUS SHULMAN

Two of Sunrise Country Club’s
strongest marketing points are 24-
hour security (see gatehouse, left]
and golf-course living (above).
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THE NEW HARD SELL CONTINUED

A $1 million clubhouse [above] is
the focal point for acontinuing social
program that ranges from frequent
dances and cocktail parties to a Fri-
day night Get Acquainted Hour and
Sunday champagne brunch. The
clubhouse’s size (15,000 sq. ft.) and
interior decor (photo, right) were de-
signed to be on a par with the most
elegant Palm Springs clubhouses.
There’s a large dining-room lounge,
golf and tennis pro shops, locker
rooms and adeck overlooking tennis
courts, pool and playground. An
average buyer profileis a 52-year-old,
pre-retired couple earning $35,000-
$40,000 annually. There is also a
sprinkling of widows, widowers, di-

88 H&H june 1974
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vorcees and families with school-age
children. Golfers account for 56% of
the buyers and tennis players, 0.
Twenty percent play neither sport,
although many buyers are learning.
Because 80% of prospects come from
the Los Angeles area, most of the
$7,500 weekly advertising budget is
spent on a two-color ad in the Los
Angeles Times. The ad theme is the
project’s success story: A banner
head reads, "$8 million sold in the
first 60 days’’ or “$16 million sold in
the first 16 weeks’’. Some sports-
minded prospects areattracted to the
project because sports stars such as
Don Drysdale and Roman Gabriel
own units.

AINVZS TDHOTD
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The swimming pool {below) is adja-
cent to the clubhouse at the center
of the project. It is one of 18 swim-
ming pool areas with therapy pools
scattered throughout the site. In
addition, there are five small man-
made lakes.

The tennis club (left] is headed by
professional Dennis Ralston, captain
of the U.S. Davis Cup Team. The
club has nine courts—including four
equipped with lights for night play—
and one oversized and sunken for
tournament play. It also has four
tennis teaching alleys, equipped
with videotape replay and a machine
that can be adjusted to send the ball
over the net at varying speeds and
trajectories. “Dennis has had a great
impact on the tennis program,’ says
Fruehling. “And the tennis program
has broadened our market appeal
tremendously.”
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THE NEW HARD SELL CONTINUED

GEORGE SZANIK
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The simple lines and low profile of
Spanish stylearchitecture blend well
with the flat terrain. Striking color
contrasts—red tile roofs, green grass
and blue sky and water—are a key
merchandising feature. Single-level
homes are definitely preferred by
buyersin their fifties and sixties who
don‘t like to climb stairs or look
down on the golf course.

Model decorating, done by Carole
Eichen Interiors, emphasizes light
desertcolors such as beige, white and
green. At $10asq. ft. theeight models
cost about $16,000 each to decorate
plus $4,000 for patio furnishings.
The project’s design center, staffed
by five professional interior design-
ers, has an excellent track record,
selling most buyers a standard $8,-
500 to $10,000 furniture package.

Fourof the eight available floor plans
are shown at right. The first two
plans comprise 60% of all units sold
and produce the highest profits. One
is a three-bedroom, two-bath unit
with 1,650 sq. ft., priced from $48,-
995; the second is a two-bedroom,
two-bath unit with 1,275 sq. ft.,
priced from $45,995. The other two
units are the slowest sellers, com-
prising 15% of the units sold. They
both contain 850 sq. ft. and are priced
from $33,995 and $34,995. Not
shown are a three-bedroom, two-
bath unit with 2,000 sq. ft., priced
from $65,995 and a two-bedroom,
two-bath unit with 1,600 sq. ft
priced from $54,995. They comprise
25% of total sales. These larger units
are bought primarily by people who
spend long periods of time at the
country club. The project’s three
salesmen are paid on the basis of all
unitssold; they equally split 3% of 1%
of total sales.




JULIUS SHULMAN

The site plan shows how each of the
project’s 744 units look out on either
the golf course, a lake, tennis courts
or a swimming pool. Units are clus-
tered four to a building, and there are
separate adult and family neighbor-
hoods. The 4,300-yard golf course
was designed by Ted Robinson. Its
18th green and the first tee can be
seen from the central sales office.
(This view is on the front cover.)




THE NEW HARD SELL CONTINUED

How do you sell location and view
when your prospects can't even
get near your site!?

You build an eye-catching sales pavilion right where your market
works and shops, and inside you recreate the view with photo
transparencies and filmstrips.

That way you can generate traffic with a minimum of advertising
and promotion, for people do not have to go out of their way to see
your models. And you don't even have to depend on good weather
to show your view at its best.

That'’s how Fred Peterman solved the problem for Harbor Point,
a $48 million, 742-unit condominium tower under construction in
downtown Chicago. And despite a weak market caused by the
uncertain economy, 130 apartments worth $8 million were sold in
the first eight months.

Peterman, vice president of Seay & Thomas, which is handling
the marketing and management of the building, had a series of
hurdles to overcome with Harbor Point. He had to find a way to
show the view—always a major selling point in a highrise—even
though the building was so inaccessible that only construction
vehicles could get withina mile of it. He had to promote the location,
a new area that is not yet accepted as residential. He had to sell
the condominium concept, foralthough condominiums are common
in the Chicago suburbs, they are still quite new in the city. And
finally he had to compete with a recent spate of condominium
conversions selling for half the price.

The fastest and strongest way to cover these points, he reasoned,
was with a multi-faceted presentation in a sales pavilion. So Peter-
man cut his advertising budget in half and spent the money on a
$1 million, 11,000-sq.-ft. sales pavilion at Michigan and Randolph,
the busiest corner in Chicago.

A survey shows he was right. Sixty-three percent of the people
whohave expressed some interest in Harbor Point first learned about
it from seeing the sales pavilion; newspaper advertising ran a poor
second with 11%.

Peterman advertises Harbor Point in newspapers and in local
editions of national magazines, but not on television, which he
considers too broad and too expensive. He has mounted an extensive
publicity campaign, and he is just beginning post-sales parties that
he hopes will generate referrals. He also uses periodic sales incentive
programs to stimulate sales.

Harbor Point has allocated 6% of its $48 million sellout to mar-
keting. The sales pavilion accounts for 2% %; media, 1% %; and
salaries 1Y2 %. The other 1% goes for maintenance, carrying costs,
a marketing fee, etc.

HEDRICH-BLESSING
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Thirty stories above Lake Michigan?
No. The model apartment with the
panoramic view [above) is actually
below street level in a sales pavilion

ft)a mile west of the building site.

The view was recreated with color
transparencies taken from the un-
finished building and blown up to 8’
x24', In one of the models time-lapse
films are projected on a window area
to show a complete day-to-night
cycle and winter-summer sequence
in four minutes.

The sales pavilion structure was
designed by Planning-Design C
laborative and the interior by La
Klein Associates, both of Evanston,
1l. Model apartments were de-
corated by Richard Honquest and
Herb Redemske of Chicago.
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THE NEW HARD SELL CONTINUED
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The triangular, 54-story black alu-
minum and gray glass tower (model,
right}willcontain 106 efficiency, 295
one-bedroom, 311 two-bedroom and
30 three-bedroom units at prices
ranging from $32,400 to $127,000.
The living room of a one-bedroom
model is shown above.

The building is believed to be the
largest ever to be designed and built
as a residential condominium. Solo-
mon Cordwell Buenz & Associates
of Chicago were the architects.

Pinwheel design not only provides
six corner apartments for each floor,
but also curved glass walls that will
afford spectacular views.

Harbor Point is a joint venture of
Illinois Center Corp., an IC Indus-

tries company, and Talman Services
Corp. It is the first of six condomin-
ium- towers planned for Illinois
Center, a $2 billion city within a city
being developed on an 83-acre site
that used tobe rail yards.

The Illinois Center concept—one
of Harbor Point’s big selling
points—envisions a community of
14,000 residential units, plus hotels,
offices, shops, plazas, a riverfront es-
planade, a six-acre park, below-plaza
streets, concourses, subways, park-
ing, etc. Estimated buildout time is
20 years.

Three office buildings and an
apartment house have already been
built and another office tower and a
hotel are under construction.
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An intricate sales path leads visitors
down to the model apartments via a
circular ramp [above), force-feeding
them information along the way by
means of recorded messages, an
audio-visual presentation and dis-
plays.

A television tree explains the
elaborate electronic security/com-
munications system, an appliance
display emphasizes the advantages
of all-electric living and giant cutout
figures [one can be seen from the
rear in the right foreground) depict
the amenity package.

The pavilion is arranged so that
visitorscan tourit unescorted during
high-traffic periods and still get the
essence of the sales story.

PHOTOS: HEDRICH-BLESSING
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UNCLE SAM WANTS YOU TO LIVE

AT HARBOR POINT, POSl
Although the emctions! resons lor living slong the shores

Al Lake Michiaso. in s bansihd aews hish cite conck = 2

The unusual sales brochure (above)
is a series of post cards illustrating
the main selling points. Copy is lim-
ited to a few lines on each subject.

The art-deco motif was used both
because it was eye-catching and be-
cause it would appeal to the typical
Harbor Point buyer, who would be
in his 40s.

Another distinctive sales tool is
the Neighborhood Game [right] a
direct-mail promotion offering a
package of concessions to counter
those offered by the competition.
People who buy within a three-
month period are entitled to $1,000
worth of gifts, all of which serve to
remind them of Harbor Point’s ad-
vantages: a telescope because of the
view, sailing lessons because of the
lake, restaurant dinners, museum
memberships, theater and movie
tickets because of the location, a
television set because of the security
system, etc.

Peterman has allocated a budget of
$20,000 to this promotion.
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CUSTOM
HOUSE
WINNERS

Six Award of Merit winners in
the custom-home category of
the 1974 Homes for Better
Living awards program* are
featured on the following
pages. They were selected by a
five-judge panel on the basis of
three criteria: 1] how
successfully the architects had
met their clients’
requirements; 2) how well the
homes relate to their sites; and
3} how well the floor plans
work. The 19th annual HFBL
program drew 245
custom-home entries. For the
judges’ overall reaction to the
entries, see page 105.

*Winners were chosen in a two-day
session at the headquarters of

the American Institute of Architects,
which sponsors the program in
cooperation with House & Home and
American Home magazines, The 1974
multifamily winners were published last
month. Remodeling winners will be
featured next month and a
merchant-built winner

will be published in October.
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ARCHITECT: Myron Goldfinger
BuiLper: Pollock & Wysong
LocaTion: Sands Point, N.Y.
LivING AREA: 4,500 sq. ft.

This waterfront home scores high marks for its siting and its floor

plan. First, most of the house is open to views of the surrounding

beach and Long Island Sound. Second, the natural slope of the
hilly site is used for below-grade (thus, out-of-sight) parking beneath the
home’s entrance deck (top photo, facing page). There is also bonus living
space in the basement: a gallery, sauna and dressing room. The latter,
partly above grade, opens to a deck from which stairs lead to the beach
below.

The owners, a semi-retired couple, required a large area for entertaining
and family living, as well as accommodations for overnight guests. So a
major portion of the first floor is given over to a 30’ x 30’ living room
and a formal dining room. Both rooms open to a deck that runs across
the rear (water-oriented) elevation. The master suite on the top floor was
designed as a private retreat for the owners. It is isolated from the two
guest bedrooms by the stairwell, which extends to a roof terrace not
shown in the plans.

PHOTOS! BILL MARIS
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HFBL WINNERS CONTINUED

ArcHITECT: Freedman/Clements/Rumpel

BuiLDER: Peter L. Rumpel

LocATION: Jacksonville, Fla.

LIvING AREA: 1,700 sq. ft. (excluding garage and conservatory|

The siting and design of this home rescued a site that had
E been considered unbuildable. Although the 90" x 120’ lot

is in an established neighborhood close to downtown Jack-
sonville, it had been bypassed because over half was a swamp with
water and muck up to 3’ deep. The architect’s solution was twofold.
First, the swampy area was deepened to create a quarter-acre pond
[not shown), which would serve as the view area from the kitchen-
dining room, the studio and secondary bedroom (see plan, facing
page). Second, the house was designed as an irregular hexagon to
preserve the mature trees on the buildable portion of the site. A
glass-roofed conservatory was incorporated to shelter tropical
plants from northern Florida’s freezing winter temperatures.

TON §. WALL

BASEMENT LEVEL FIRST LEYEL

ARCHITECT: Robert Whitton
BuiLpeR: Hector Osmond
LocATion: Boxborough, Mass.
LIvING AREA: 2,350 sq. ft.

From the outside, this house appears closed in; inside, how-
E ever, there’s a bright, open, airy feeling (photo, far right,

facing page). The contrast is a result of multi-level plan-
ning that incorporates skylights and slanted windows to bring in
a maximum of natural light. The only views from the 16-acre site
are distant; these are captured from the master bedroom’s window
wall and from the roof deck. To accommodate overnight guests, a

secondary bedroom was provided in the basement next to the recrea-
tion room.
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HFBL WINNERS CONTINUED

JULIUS SHULMAN

ARrcHITECT: Huygens and Tappé Inc.
BUILDER: Ernest R. Rau

LocATioN: Long Island Sound, Conn.
LIvING AREA: 3, 000 sq. ft. (including garage)

This home’s simple L-shaped plan works well within the

parameters set down by the owners: first, thatit be a some-

what formal retreat from their city apartment; second, that
it be open to a spectacular view of Long Island Sound; third, that
it provide privacy from a neighboring home.

The plan is open, with living spaces flowing into each other
series of masonry walls screens part of the L from the driveway and
neighboring house; all other exterior walls are floor-to-ceiling glass,
which open the home’s active living areas to surrounding views.
These glass walls are sheltered by a wide, cedar-shingled roof whose
slope is echoed in the interior ceilings.

Z
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ARCHITECT: Booth & Nagle

BuiLper: Bryan Crow Construction Inc.
LocaTiON: Des Moines, Iowa

LivING AREA: 4,000 sq. ft.

This home was designed in a cube shape to meet the

owners’ need for zoned living at a moderate cost ($18 a sq.

ft.). Its three zones are the three levels shown in the floor
plans at far right. The family level, a half-flight below the entry,
contains the kitchen, shown above; the adult level, a half-flight
above the entry, includes a two-story dining room and one-level liv-
ing room, shown at right. The children’s level (balcony in photo
at right) overlooks the dining room. A fourth, and lowest, level [not
shown), was originally unfinished. It now contains a game room,
storage and study space.
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HFBL WINNERS CONTINUED

ArcHITECT: William Kessler & Associates Inc.
BuiLber: Walter H. Desimpel Co.
LocaTion: Harbor Springs, Mich.
LivING AREA: 4,400 sq. ft. (including utility area and garage)

Here’s a vacation home with a floor plan that is much more
livable than many found in primary residences. There are
communal spaces for the family, as well as retreats for chil-
dren and adults—both owners and overnight guests. The lowest
level, set into a sand dune and partially below grade, is the children’s
area; thus, they are able to run back and forth to the Lake Michigan
beachfront without disturbing the adults. The mid-level family area
also has access to the beach from a 24’ deck. This level contains
the dining room and two living areas, separated from each other by
the kitchen. Master and guest bedrooms on the upper level are open
to the living areas below. Each has its own bathroom and dressing
area. The garage is next to the entry [see plan, facing page).
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Following the judging session for the 1974
HFBL awards program, custom-jury chair-
man Hugh Newell Jacobsen, FAIA,
summed up the jury’s* reaction to the 245
custom-home entries in a letter to HOUSE &
HoMmE and American Home magazines.

] think our findings are quite valid and
should in some way reach the eyes of the
profession. When one thinks that nearly
one-half of the buildings submitted for judg-
ment were of the same partie, an important
position should be taken by the profession
in re-thinking the concepts of domestic de-
sign.

“During the initial review, jurors were
dismayed by the large number of similar
sloped-roof designs. At one point, sections
from different projects were compared with
photographs of other projects, from which
the visual conclusion was drawn that al-
most half of this year’s entries were inter-
changeable and without relation to vari-
ables of topography, budget, area or volume
enclosed, local building practices, climate
function or material availability. Although
the design principles involved in these proj-
ects had been clearly stated during the late
fifties and early sixties, the understanding of
spatial relation and detail implicit in this de-
sign approach was frequently lacking. Resig-
nation rather than creativity dominated the
majority of these entries.

Visual
sumimary

of
submissions

The custom jury speaks out:
too much similarity,
not enough sophistication

“The number of sculpted white cube
variants was smaller than might be expected
in view of the current renaissance of this de-
sign approach, particularly in the Northeast.
Considering the esthetic and technical
achievements of the twenties, fifty years
later greater sophistication would be ex-
pected than was evident in the level of this
year’s submissions.

‘“Missing from this year’s entries were no-
table investigations in the area of factory
prefabrication and industrialization. Cus-
tom houses frequently offer the architect
the opportunity to experiment visually and
technically on a smaller scale with ideas
which may have significantly larger scale
implications. Large-scale housing compo-
nent prefabrication was explored by
Gropius, Wachsman, Eames and others dur-
ing the thirties and forties. In recent years,
several serious proposals have involved
trailer fabrication approaches to housing.

“As we enter the last quarter of the Twen-
tieth Century, future custom juries may
welcome submissions involving greater em-
phasis on the machine’s under-utilized po-
tential, and less emphasis on handicraft re-
hashes or recycling historical hysteria.”

*Custom jurors: Frank Tomsick, AIA; Evan
Frances, architecture and design editor, American
Home; Francis Gassner, FAIA; and William Mor-
gan, AlA.

Sloped roofs and assorted collisions 111

Conventional roofs 61
Flat roofs and variations 53
White cubes as sculptures 5
Multiple modules 4
Barn or church remodelings 3

Hyperbolic paraboloids, subterranean,
Frank Lloyd Wright derivative, geo-
metrics, et, al. 8
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PRODUCTS/RECREATIONAL
Prefabricated attached greenhouse can be an attractive marketing tool

With the ever-growing interest in
plants and botany, a vear-round
home greenhouse can be a saleable
option for a builder, Prefabricated
“Everlite’” aluminum units are
available in 90 sizes from small lean-
to models (near right, top and bot-
tom]to larger full-size free-standing
styles(farright). Shipped as complete
packages, the fully ventilated,
weatherproof greenhouses feature
easy-to-replace, standard window-
sized glass panes. Units can also be
ordered with “Structoglas”, translu-
cent fiber glass material or unbreak-
able Lexan. Greenhouses should be
erected on masonry foundations. A
full line of accessories is available.
Aluminum Greenhouses, Cleve-
land, Ohio.

CIRCLE 200 ON READER SERVICE CARD

Tree house play-slide combines a
game platform with an extra wide
stainless steel slide. Designed for
safety, the wunit provides pre-
schoolers with creative play oppor-
tunities. The astro-turf-surfaced
platform, fenced in on two sides by
redwood pickets, is reached by a
chain-link ladderwith vinyl-encased
rungs. Playlearn, St. Louis, Mo.

CIRCLE 201 ON READER SERVICE CARD

Lighting system for outdoor plat-
form tennis provides full court illu-
mination for night playing. Slim
unobtrusive linear light sources,
mounted along the sides at the top
of the frame, project 60 foot-candles
of light into the playing area
Weather and insectproof luminaires
emit light with no glare to disturh
players. Devoe, Carlstadt, N J

CIRCLE 2002 ON READER SERVICE CARD

secures bike frame and rear wheel
assembly. Constructed of one-piece
%" formed steel plate with a protec-
tive coating, the rack is anchored to
the ground with vandalproof bolt.
Inconspicuous units can be arranged
to insure maximum use of space.
Rally, Mill Valley, Calif.

CIRCLE 203 ON READER SERVICE CARD
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We make doors
to outlast buildings.

e the Oglethorpe
ementary School.

'One hundred forty-five Weyerhaeuser doors
survived two tornadoes, a nearly demolished |
school and seven months of exposure. Who's |
going to believe it?"

John Bondurant, Athens Lumber, Athens, GA

“We're going to re-use all but six doors in the
new school. Even though they’'ve been exposed
to wind, rain, heat and cold for seven months. |
can hardly believe it!”

Jimmy Akins, Mathis Construction Co., Athens, GA

For the full story on this unbelievable perform-
ance and a catalog on quality doors that won't
quit, write Weyerhaeuser Company,

Box B-2036, Tacoma, WA 98401.

CIRCLE 109 ON READER SERVICE CARD

Weyerhaeuser



Popularly priced line, “Country
Squire”, is constructed with all oak
frames and doors and all wood draw-
ers. The cabinets feature pewter-fin-
ished handles and self-closing
hinges. Excel Wood, Lakewood, N.J.

CIRCLE2]] ONREADER SERVICE CARD

Stainlesss steel sink system, “Cui-
sine Centre’’, features an oversized
basin on the left for soaking and
cleaning pots and a smaller compart-
ment on the right to accept a dis-
poser. Elkay, Broadview, I11.

CIRCLE 212 ON READER SERVICE CARD

Butler pantry offers maximum space utilization and storage flexibility. The
two-compartment cabinet includes storage shelves, a Lazy Susan with five
adjustable shelves, vertical tray divider area and door-mounting adjustable
metal shelves. Adler-Kay, Detroit, Mich. cIRCLE 214 ON READER SERVICE CARD

“Butcherblock Maple” laminate
with crossgraining has the warm
look of natural wood. The easy-to-
maintain material complements any
decor. Crossgraining provides for
perfect matching of pattern on edges
Formica, Cincinnati, Ohio.

CIRCLE 215 ONREADER SERVICE CARD

Gas-fueled surface cooking unit is
equipped with a Thermo-set Burner-
With-A-Brain® and Tri-Set® Burner
Controls. The unit, designed to fit
33" countertops, has a hinged cook-
top that can be raised or removed for
easy cleaning. Caloric, Topton, Pa.

CIRCLE 216 ON READER SERVICE CARD

Compact 39"-wide mini-kitchen incorporates a
range, sink, refrigerator and storage in one cabinet.
The unit, with a porcelain enamel sink, features
an easy-to-clean laminated countertop in a choice
of decorative patterns. The cabinet is available
in white or the popular coppertone. Cervitor
Kitchen, South El Monte, Calif.

CIRCLE 213 ON READER SERVICE CARD




PRODUCTS/KITCHENS

Heavy duty washer, similar in con-
struction to commercial models,
features cycles for every fabric need.
Over-the-top water extraction in-
suresthat dirtis notstrained through
clean clothes during draining. Over-
flow rinse cycle floats lint away.
Companion gas or electric dryers
feature vacuum drying. Both are
available in white or colors. Modern
Maid, Chattanooga, Tenn.

CIRCLE 217 ON READER SERVICE CARD

Space saving combination appliance
includes an oven, a range and a dish-
washer. The “Kitchen Console” in-
corporates aneye-level, self-cleaning
oven with a black-glass door, an
easy-to-clean 30” cooktop and a high
capacity deluxe dishwasher. Avail-
able in white, harvest gold or copper-
tone in either gas orelectric, the unit
has a two-year parts and labor war-
ranty. Speed Queen, Ripon, Wis.

CIRCLE 218 ON READER SERVICE CARD

Traditionally styled cabinet line, “Huntingdon’ features injection molded
doors and drawer fronts of Y-73, a wood-like material that won't crack or
peel. Doors are backed with %" medium density flakeboard, making them
warp resistant as well. Cabinetry is hand finished in a special glaze. York-
towne, Red Lion, Pa, CIRCLE 219 ON READER SERVICE CARD

CIRCLE 111 ON READER SERVICE CARD

ThaiTeek”

Stands up
under icot!

Elegant Thai-Teak prefinished or unfinished
wood parquet floors are six times more wear
resistant than oak and maple to stand up
magnificently under the heaviest traffic. And
Thai-Teak floors are priced no more than many
custom vinyls, many other wood floors and many
wall-to-wall carpetings. They also resist fire,
termites, dry rot and decay to assure long life.

(IMustrated)

Four of
150 available
patterns

DIAMOND BASKETWEAVE

Send today for FREE brochures on many new
Thai-Teak patterns, technical data and prices.

GENUINE IMPORTED
‘ T
hat{E4
SEE OUR CATALOG IN SWEET'S 6

PARQUETRY FLOORING

Product of BANGKOK INDUSTRIES, Inc.
1900-10 S. 20th St., Phila., Pa. 19145 « (215) 334-1500
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more
help.

all new

Here's the tool that can satisfy virtually all
your heavy-duty nailing requirements.
Senco’'s new SN-IV pneumatic nailer drives
12 different nails — ring, screw and smooth
shank, 2” thru 3%2". It gives you the fastening
capabilities that previously required two or
more different nailers. The SN-IV incorpo-
rates the most advanced engineering to
insure dependable service with minimum
maintenance.

The speed and versatility of the SN-IV, plus
Senco’s continuing supply of fasteners, pro-
vide the help you need to increase produc-

senco sn-iv nail

tivity and reduce costs. And, don't under-
estimate the importance of our big inventory
of standard fasteners during these times of
shortages.

Need help now? Then call us now. Check
the facing page or your Yellow Pages for the
nearest Senco office. Or, call our Cincinnati
headquarters, 513/561-4500. We'll have a
Construction Specialist at your plant or job-
site within 24-48 hours, in most cases.

If your need isn't so urgent, use the coupon

below. Senco Products, Inc., 8485 Broadwell
Road, Cincinnati, Ohio 45244,

Screw shank ’
nails in

high demand;
could be
slight delivery
delay.

Mail to: Senco Products, Inc., Dept. 109, 8485 Broadwell Road,
I Cincinnati, Ohio 45244, I
I 0 Send data on SN-1V nailer. [ Have a Construction Specialist call. I
Name Title
l Company I
I Address I
City State Zip
I Phone Best time to call to I

" 'Sagn?n\
Sysiems.

CIRCLE 112 ON READER SERVICE CARD




Senco
nailing and
stapling systems
save time and money.
Contact your nearest
Senco sales and service office.

Location Branch/Distributor Phone

Albuguerque  Senco West 505/344.9577
Anchorage Senco Alaska, Inc. 907/279-9113
Atlanta Senco Southeast, Inc. 404/261-4181
Billings Senco Frontier 406/245-5179
Boise Senco Intermountain  208/342-4611
Boston Senco New England 617/429-6884
Chicago Senco Chicago 312/593-2692
Cincinnati Senco Southern Ohio 513/984-1300
Cleveland Senco Northern Ohio 216/871-2345
Dallas Senco Southwest 214/357-1503
Denver Carlson Stapler 303/321-2590
Des Moines  Carlson Stapler 515/282-8311
Detroit Senco Michigan 313/563-3840
High Point Senco High Peint 919/886-5007
Houston Senco Houston 713/869-7191

317/243-3796
816/561-7282
213/724-5123

Indianapolis ). R. Hahn Co.
Kansas City  Senco Midwest
Los Angeles  Senco Calif.-LA
Memphis Sterling Staple Co. 901/396-0278
Minneapolis  Carlson Stapler 612/941-6230

New York Senco New York  (N.Y.) 212/729-5800
(N.).) 201/935-6250

Omaha Carlson Stapler 402/339-4100
Orlando Senco of Florida 305/277-0412
Philadelphia Senco Penn-Maryland 215/356-7726
Phoenix Senco Arizona 602/278-1732
Pittsburgh Senco Pittsburgh 412/242-1145
Portland Senco Oregon 503/233-4711
Rochest S Industries 716/586-2720
St. Louis Sterling Staple Co. 314/426-6677

714/463-7250
415/278-3925
206/624-2620
316/264-6351

San Diego Senco San Diego
San Francisco Senco California
Seattle Senco Northwest
Wichita Carlson Stapler

Sales Representatives also located in many other

U.S. cities and in Canada, Check the Yellow Pages.
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fastenin

Systems

You'll never
know
howmuch
good you,
can do until
you doit.

You can help
people.

In fact, theres a
crying need for you.
Your talents. Your
training. Your con-
cerns. They make you
valuable to your
business. They can
make you priceless to
your community.

If you can spare
even a few hours a
week, call the
Voluntary Action
Center in your town.
Or write: “Volunteer,”
Washington, D.C.
20013.

It'll do you good
to see how much
good you can do.

N

Volunteer.

The National Center
for Voluntary Action.

A Public Service of This Magazine Jf}
& The Advertising Council (&r&l

4 pm\
D

DO-IT
YOURSELF
4| NATURALS

1. STRAPNAIL

wood fasteners
and conduit clamps

SR FW
)
;

Il\n—-*
No nails
e needed! &

2. QUICKFORM

framing brackets

ELc” Ry =

A single style can be formed
into many shapes!

...and they're all
blister card packed
and ready to sell!

PR

Write for more information.

5530 WISCONSIN AVENUE
WASHINGTON, D.C. 20015

PHONE: 202 / 654-8288
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World’s
largest
selling
authentic
Finnish
SAUNA

VELE O

Made in Finland

TH e —

——

Built by the people who discovered Sauna 2000 years ago.

The hottest item in the building industry is the in-home Sauna. We
offer pre-fabricated models with Helo Heaters that can be installed
virtually anywhere. Saunas in every size for every need...from small
closet or bathroom to large, luxurious cabana models. The widest
selection of superb UL Listed Heaters in the US A Handrubbed
Redwood Rooms. Authentic “"Konno™ rock heating units with the
largest rock capacity of all Sauna Heaters, for controlled, even heat.
Automatic Control Panels. Custom or pre-fab_..all at healthy, down-
to-earth prices.

SPECIAL! 4 x 4" x 66" High. Pre-Wired Sauna Pre-lab}
with 110 VeIt “Plug-in" Heater. Floor, 2 Benches, Guard
Rail around Heater. Visibility Window, Pre-wired Light,
and UL Listed Heater. Now only: $449.00 to builders.
Incredibly priced. Assembles in less than 30 minutes.

Wkl SAUNA DISTRIBUTORS, INC.
92-21 Corona Ave.. Eimhurst, N.Y. 11373 (212) 592-6594, 892-6805
SOLE IMPORTERS Saunas from Finland since 1919,

R R R R R R R RS RN RN RN RN RN AR R N R L R R LAY

+'HELO' SAUNA DISTRIBUTORS, INC.

192-21 Corona Avenue, Elmhurst, N. Y. 11372 (212) 592-8594, 892-6805
+ [ Deliver Helo Sauna ‘Specials’ at $449.ea. F.0.B. N.Y.C.

=[] Enclosed check for 30% deposit balance C.0.D.

$(7 Check of § in full (to save C.0.D. charge)

* (] Send Helo Sauna Brochure [ Send Health Club Equipment Brochure

ssnuuel

® Saur TTLE

 COMPANY NAME

e o
@ ADORESS Ty T ONE

hossenssanas s RN NS eI NEENEE SN USRS ENEsSN NSRS ORROESdERsRRERS
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PRODUCTS/EXTERIOR | % it

Large-size strip shingles reduce in-
stallation time. The 12%"” x 36" as-
phalt shingles can be applied with a
5%" exposure instead of the conven-
tional 5”. The entire line, “Glass-
guard” to Hallmark Shangle®, is
available in the revised size. Cer-
tain-teed, Valley Forge, Pa.

CIRCLE 224 ON READER SERVICE CARD

“Weatherworn Wood” provides the
effect of rustic bamboards. Wood is
heavily brushed, then factory-filled
with a deep penetrating stain. Of-
fered in inland red cedar for interior
or exterior use and in Idaho white
pine for interiors, boards come in 6"
to 10" widths. Potlatch, San Fran-
CisCO.

CIRCLE 225 ON READER SERVICE CARD

Easy-to-handle “California Mission Tile"”, fabricated of lightweight alumi-
num, provides the look of fired-clay Spanish roof tiles. The material installs
easily without structural reinforcing, sub-roofing or hot-mop operation. The
system with a single felt underlayment is leakproof and easy to maintain,
AMAX, Perris Valley, Calif. CiIRCLE 226 ON READER SERVICE CARD




Window and door shutters, con-
structed of one-piece lightweight,
high-density polystyrene, are avail-
l able in two styles: Cathedral and
Continental. Shutters can be easily
installed by one man using screws or
theoptional “‘Sure-Clip Kit". Offered
in a choice of colors and 11 heights.
Mid-America, Detroit, Mich.
CIRCLE 227 ON READER SERVICE CARD

Mineral-fiber siding shingles, “Ce-
datone’”, feature a deep wvertical
woodgrain. Pressure-produced 12" x
24" shingles will not shrink or ex-
= pand due to temperature or moisture
z changes. Fireproof shingles come in
] 12 “Supra-crylic” earthtones. Supra-
dur, New York City.
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Hanging installation system for alu-
minum siding, LOK-RITE™ elim-
inates the need for nailing and level-
ing. Preformed metal support
hangers are nailed to the wall ap-
proximately 18" apart. As each piece
of siding is positioned, a LOK-RITE
clipisslid under the lip, inserted into
a convenient slot on the support
hanger and bent closed. Mak-Rite,
Middlesex, N.J.

CIRCLE 229 ON READER SERVICE CARD

Matte-finished siding with a linen-
like texture is part of the Duranyl®,
polyvinyl chloride, “Contour T-
Lok" line. Offered on both smooth
8" and double 4" styles, the finish
comes in yellow, green, gray or
white. Matching accessories are also
available. Mastic, South Bend, Ind.
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HAVE WE GOT
A HOT ONE
% FORYOU!

RIMETONAE

From the fiery world of ceramics come
BRIMSTONES, a new ceramic floor tile by
Arketex Ceramics. Produced from carefully
graded fire clays at extra high temperatures,
BRIMSTONES offer you a surfacing material
designed to last a lifetime. Excellent for heavy
traffic areas—indoors and out. Easily installed.
Easily maintained with just water and detergent.
Designed non-uniformity in size, shape, and color,
and antique edges and faces provide

a beautiful handcrafted look.
BRIMSTONES are available
in a variety of earthtone
shades and ceramic
glazes in two sizes,
4" x 8" x 12" and
8” x 8" x 34”. When
your next project calls
for floor tile, order the hot
one . .. BRIMSTONES from Arketex. d
Immediate availability. Write for information.

Al e ite ==

ARKETEX CERAMIC CORPORATION
BRAZIL, INDIANA 47834

CIRCLE 77 ON READER SERVICE CARD

yal Barry Wills & A
ew Seabury, Mass.; woot

Wood decking and wood fencing, popular now as never before, require
a finish both decorative ond durable. Cabot's Decking & Fence Stains,
developed specifically for this purpose, beautify and protect wood surfaces
under the most difficult conditions. The stained surface resists cracking and
peeling, mellows with age, will not rub-off or
track-off. Available in eleven pleasing colors;
suitable for all types of wood.

!  Samuel Cabot Inc.
Aluminum “Super Rigid Shake” panels are desigch to ]mr.k_ like h':ll'ld-?i]?!it i “:_)“”S;“d"‘:of:rvi:;'-;%;(ix;l *:::ie 0;::1
shakes. The easy-to-install lightweight panels resist scratching and marring ! S S haia: Eibil. aadleak s Me
and need little or no maintenance. Units interlock tightly on walls and ' stains.
roofs, including mansard styles, providing a weather-tight exterior cladding. i =iy Y
U.S. Steel, Pittsburgh, Pa. CIRCLE 231 ON READER SERVICE CARD ! A Y
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1. Pre-ass Smbleddesian.
2. Pre-cast E-Z-T¥ M-

Stop the installation labor profit drain and eliminate
costly masonry. Look at Superior’s money saving
zero-clearance fireplace systems . . . with the
appearance and permanence of real masonry.
Solid, dependable, lifetime fireplaces in seven
models. And, your choice of three facing and
hearth trim patterns.

Gain the advantage of pre—punched nailing tabs to
insure fastest error-free installation. Use flue
sections that snap together quickly without twisting
or turning. Mount interlocking facings and hearth
sections in just minutes.

See a Superior Fireplace consultant for your free
E-Z SET/E-Z-TRIM cost savings analysis. Look
into FIREFORM, too . . . the 4” vented built-in gas
fireplace design certified by AGA.

10T
ace comparny

P.0. Box 2066,
Fullerton, CA 92633

etails please:

E-Z-SET / E-Z-TRIM Systems
FIREFORM 4" vented gas fireplaces
Have fireplace consultant call

oo

NAME—____————+—rn——————

Flagstone COMPANY e e —————————— ’ ! L
Ro:gh fick (above, left]is a bold geometric availabl
ADDRESS _______ PHONE " " S5
Used Brick | Raggedy Ann (above right)
l BITY __STATE ZIP_ 2
Imperia

116 H&H JUNE 1974 CIRCLE 116 ON READER SERVICE CARD

Quality Products to Reduce Gonstruction Costs J
— S— — S— — — e

Spring-like pattern, “Trees”, de-
signed by Mrs. Franco Scalamandre,
was adapted from an [talian sketch.
Available as 50"-wide vinyl wall-
covering, the pattern nriginated asa
hand screen-printed cotton and linen
fabric. Scalamandre, New York City.
CIRCLE 245 ON READER SERVICE CARD

Vinyl wallcovering with a vertical
stone-like pattern, #Seulpta’’, 18 a
Class A fire-retardant material. De-
signed for use in public areas, the

heavy duty, fabric-supported vinyl
comes in a selection of 16 decorator
colors. An optional Tedlar stain-
resistant finish is available. Stauffer
Chemical, So. Plainfield, N.J.

CIRCLE 246 ON READER SERVICE CARD

diverse line of vinyls.
¢ in yellows, greens or reds on white.
is a whimsical children’s design available in
two colorations. Both coverings are pre-trimmed, pre-pasted and washable.
], Cleveland, Ohio, CIRCLE 248 ON READER SERVICE CARD

ug-Z Du” wallcovering collection 1s a

PRODUCTSIINTERIORS

Wood-toned  plastic laminate,
“Gierra Plank”, is available in a full
range of sizes and thicknesses. The
pattern comes in warm brown or in
#Weathered Sierra”, a charcoal gray
reminiscent of aging wood. The
easy-lo-maintnin material can be
used on countertops, furniture and
cabinetry. Wilson Art, Temple, Tex.
CIRCLE 247 ON READER SERVICE CARD
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I Hom es
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The profits are wherever you're ready to build
quadplexes, triplexes, duplex townhouses,
garden apartments.

National Homes has the keys to unlock this
increasingly profitable market (a market ex-
pected to reach 50% of all housing starts in
1974). We've got everything it takes to put you
into this market. The designs in every archi-
tectural style. The building materials—in full

HRERARAN AN W

Lt
-

supply, and delivered in National's own fleet
of trucks. A total Multi-Family Dwelling Pro-
gram of sales counseling, marketing support,
on-site cost control. Get the full story on
everything you'll get as a National Homes
builder.

Send the coupon. Or faster yet, call (317)
447-3232. This is where the profits are for
multi-family builders.

CIRCLE 117 ON READER SERVICE CARD

Appliances by % ‘Hotpoint

MORE FAMILIES LIVE !N
NATIONAL HOMES TH
ANY OTHER HOMES iN THE WORLD.

[

/
HOMES

THE GROWTH SHELTER COMPANY

HH-6

NATIONAL HOMES MANUFACTURING COMPANY

P. O. Box 680 » Lafayette, Indiana 47902
Attn: Marketing Division

YES! | want to be a profit builder on the National Homes
team. Send the Man from National nearest me.

NAME_

COMPANY

ADDRESS

CITY

ZIP.

PHONE

In the past 12 months | have built

____single family

AREA CODE

living units:

multi family




% PRODUCTS/INTERIORS
A Architectural artwork from the past
engineered for today.

o

No. 114 CEILING CORNICE MOULDING
Depth: 7' Projection 5 1/16"

Crisp in detail, this light weight moulding ships
beautifully and installs as a single member
Also shown: Ceiling Medallion No. 805

EIC:JFI‘E 'gg?gﬂi‘g‘ggﬁ?g&égﬁwT% wFE“EEO:MPLETE Clear, sap-streaked grade redwood is  Vinyl on particleboard, “Vy-Fold”,

used as a warm natural accent in a  for miter folding, is suitable for fur-

FOCAL POINT INC. rustickitchen. Thegenuine redwood  niture and cabinetry. The easy-to-

paneling with a special polyurethane  maintain material comes with vinyl

3&69 Lowfg Roslwe:;logggd finish is easy to maintain and ex- on one or two surtaces. Patterns in-

a":gz' 9870{97'?' 72 traordinarily durable. California  clude “Madeira Oak” (shown). Panel
Tt B Redwood Assn., San Francisco. Products, Lithonia, Ga.

CIRCLE 249 ON READER SERVICE CARD CIRCLE 250 ON READER SERVICE CARD
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These are special, our new
Faience Tiles. They don't need

« salesmanship — they sell on
sight. We've been creating new
tile patterns and colors for
almost 20 years but new Faience
Tiles surpass our previous
efforts. Two sizes: 8" x 8" x 38"’
and 6" x 6" x 4. Bold, modular
patterns can be achieved bv
combining 2-4 tiles .

QUALITY MARBLE & TILE CO.
11961 Vose Street

North Hollywood. California 91605
Phone: (213) 983-1054 or

(213) 875-1690

Quamagra’

i ’fobu.u" MARBLE & TILE CO. Foil and metalized Mylar wallcovering collection, “Mirror Magic", consists

0 ')‘( J§  Dwision of E. L BRUCE CO.. INC. of 39 patterns. The majority of the designs are contemporary. Several are

Oriental and others, such as “Flores’’ (shown/are traditional. Flores, astylized

Anaheim - Atlanta - Baltimore - Chicago - Dallas - Denver - Ft. Worth - Phoenix mix of flowers and vines on a textured foil ground, is available in three colors.
Sacramento - San Diego - San Leandro : Washington, D.C. General Tire, New York City. CIRCLE 251 ON READER SERVICE CARD
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When you want the best looking roof available you have to look
to Western Red Cedar Shakes and Shingles. They are constantly
in demand for their texture, lasting beauty and long life. Now you
have the added advantage of being able to apply them in 8-foot
panels. Individual shingles or handsplit shakes are electronically
bonded to plywood sheathing to form a weathertight roof. Both
the shingles and sheathing are applied at the same time, nailing
only on the rafters... saves time, labor and waste. For the perfect
roof, specify and apply Shakertown 8-foot panels!

HINGLE ROOF PANEL

’

» Self-aligning, easy to apply * Designed for 4/12 pitch or
¢ Only two nails per rafter steeper
e Saves 70% of labor time * Provides additional insulation

For more detailed information, write

| . ® A
Shakertown  SHAKERTOWN CORPORATION

In Canada

FOR FURTHER

INFORMATION [/W .
R BESTWOOD INDUSTRIES, LTD.
Ls:f;é | lL QM M P.O. g)x 20420,Vancmljver 32%
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Plywood information

for builders.

Plywood Construction Package. (1) Most im-
portant, the Construction Guide for commercial
building. A virtual encyclopedia of up-to-date roof,
wall and floor systems. (2) And you’'ll get the book
on sheathing for walls and roofs. Good
cost-cutting tips. Such as using 3/8-

inch instead of 1/2-inch for roof
sheathing. (3) Plywood for floors. All

the systems in one book. New span
tables. And a special section on stressed-
skin, diaphragms and fire resistant floors.
(4) The Plywood Siding book. Sixteen
pages of full color photos, construction
details and finishing information on
textured plywood.

Circle 486 on Reader Service Card.

Plywood Designer Package. (1) Architectural
Plywood Walls book—written by an architect for
builders and architects. Design and joint
details for exterior walls. Very imagi-
native. Example: Textured 1-11
herringbone ply-wall system. (2)
Softwood Plywood for Interiors

book. 38 ways to use textured ply-
wood inside. New ideas. Example:

a studio/home in Martha's Vineyard
using high-build textured coated ply-
wood. (3) Textures & Design. 53 color
photos on great textured plywood design
uses. From the award-winning Pajaro Dunes
home to a day camp in New Jersey. (4) Ex-
terior Design with Plywood. Full of ideas for
balconies, fences, accent panels, screens,
fascias, soffits, mansards, chimney en-
closures and more.

Circlé 487 on Reader Service Card.
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get you started.
Circle 489 on Reader Service Card.

Plywood Cost-Cutter Package. (1) Send for this
special cost-cutter kit with nineteen ways to beat
the pants off rising costs. Clear, concise systems
and ideas. (2) Get the book on the APA Glued Floor
System. No squeaks. No nail-pop. One builder saves
$10,000 a year in no callbacks. (3) Mod 24. How to
build with 24-inch spacing and save $200 per house.
Less lumber. Less labor. Less money.

Circle 488 on Reader Service Card.

Construction for Fire Protection and Noise r
Control. (1) A 32-page guide to wood/ plywood f
systems that meet fire code and insurance ?
requirements. Packed with client benefits. One : v
system saved $20,000 in materials alone.

(2) Plywood Construction and Noise Control
book. Results of acoustical tests on plywood
systems. A must for apartment construction.
Valuable fire ratings for floors and walls.

Circle 490 on Reader Service Card.

For free packages, use Circle Service
Number. Or, for more information, please
write American Plywood Association, Dept.
H-064, Tacoma, Washington 98401.

the cost cutter

All-Weather Wood Foundation. A new
foundation for America. Build seven times
faster than concrete block and $300 cheaper.
In rain, snow or sunshine. The reports are
pouring in. “l installed it in 1%2 hours.” “No
leaks.” “| saved $300.” “We installed it m

wet, muddy ground conditions.” The book will

H&H june 1974
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PRODUCTS/LIGHTING

Multi-vapor® metal halide lamps
suitable for a wide range of applica-
tions feature colorrenderings similar
to fluorescent. Lamps are available
in 400 and 1000 watt clear and 1000
watt phosphor-coated models. Gen-
eral Electric, Cleveland, Ohio.

CIRCLE 236 ON READER SERVICE CARD

A full line of contemporary lighting,
“Super Spheres,” features 80 ceiling
fixtures in a wide range of geometric
shapes (below). Available in a choice
of five colors all fixtures feature 6"
frosted-white spherical globe bulbs.
Dura Steel, Los Angeles.

CIRCLE 237 ON READER SERVICE CARD

“Tough Service” lighting for indoor or outdoor use is designed to resist e = = - /
tampering or vandalism. Wall-bracket and surface-mounted units are of
heavy die-cast aluminum with injection molded polycarbonate diffusers.
Prescolite, San Leandro, Calif. CIRCLE 235 ON READER SERVICE CARD

" Model 121
WHITEPRINTER

center . . . aconsole white-
printer at a tabletop price. It comes
with a Print Rack and Base Console
containing roll holder, paper cutter,
storage space. Fold-up legs are height-
adjustable. m Besides all the variable speeds
you need, including monitored low speed for
perfect sepias, you get the most service-free,
uptime copier on the market. Send
for brochure: Blu-Ray, Incorporated, {/ -HHP
24 Westbrook Rd., Essex, Conn —_—
06426. Tel. (203) 767-0141, we give you more uptime

m Here's your all-in-
one, space-saving copying K \

T oo dl ymn i :
et the same, take a better look at
TUB-MA STER Folding Shower Door

_ p 413 Virginia Dr., Orlandu, Fla. 323% 3 :
TUB-MASTER CORP. 2135 B S Dupont, Anaheim, Cal. M “"ﬁfj
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There is only

and i¥’s number
in every way.

Any way you look at it, test or measure, TRUS J0IST
has the highest quality, most dependable series of light-
weight roof and floor joists available anywhere.

TRUS JOIST quality means level floors and straight
ceilings that stay that way, consistent uniformity in
every joist. It means that no TRUS JOIST will take a
large permanent set which could cause roof or floor
damage, sticking doors, cracks in walls, water ponding
on roofs, or other serious problems. It means depend-
ability and economy—plus peace of mind.

TJ quality has been proven in thousands of buildings
of every size and type throughout the United States and
Western Canada. That quality has built TRUS JOIST
Corporation into a multi-million dollar company with 15
manufacturing plants, 87 sales offices and a staff of
over 200 highly-trained technical representatives.

Naturally that kind of success breeds imitators. All
over the country dozens of them are attempting to
produce roof and floor joists which will compete with
TRUS JOIST. But the difference between most of these
low cost imitations and the highly-engineered custom-
manufactured TRUS JOIST is as great as the difference
between day and night.

For instance, every patented TRUS JOIST is computer
designed for accuracy and safety. It is then manufactured
in our own plants with sophisticated machinery under
strict standards of quality control supervised by pro-
fessional engineers and checked by third-party inspectors.
The process is sa precise that TRUS J0ISTS are made to
tolerances closer than any other structural system, be
it wood, metal or concrete. It's this kind of precision
which allows us to guarantee the performance of every
TRUS JOIST in writing.

Next time you're tempted to specify or buy on price
alone, consider the price you put on your reputation as
an architect or builder.

Is it worth the gamble?

~y
Crus -
o Jors ¢

Creative Engineering In Structural Wood
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Classie, yet contemporary, wall lan-
tern “The Sierra’ is a hand-leaded,
solid-brass fixture. The unit, with an
open bottom for easy relamping, ac-
commodates two candelabra base
bulbs up to 60 watts. Georgian Art,
Lawrenceville, Ga.
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Wall-mounted architectural lighting
comes in four graduated sizes from
10%" to 18" in height. The rectan-
gularfixtures (below Jare available in
brushed bronze or aluminum with
flat black finished brackets. Thomas,
Louisville, Ky.
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Eight-light, chain-hung fixture features traditional styling with a contem-
porary flair. Suitable for a wide range of decors, the dignified luminaire has |
brass-toned and pewter vertical supports capped by petite black shades.

Lightolier, Jersey City, N.]J. CIRCLE 234 ON READER SERVICE CARD ‘

Specify Alsons...the shower system that's a feature.

PERSONAL SHOWERS

Alsons Personal Shower
Systems give you a
feature to sell. .. make
your bathrooms more
attractive. . .and give
your buyers something
exira. . .all for a modest
cost. New designs
include hand showers
with push button water-
savings control in
systems to fit every bath
need, design and decor.
Write Alsons, The
Personal Shower

Specialists, for color
Catalog No, 183.

\

Somerset, Michigan 49281
Covina, California 81723
Canada: Waltec Industries, Lid.
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3 P,

Residential Research
and Marketing Services

Marketing Division of major subdivision sales specialist
offers unigue research and marketing services to builders,
developers, investors, lenders, planners, and governmen-
tal agencies. Your inquiry treated in strict confidence.

PRODUCT REVIEW AND CRITIQUE
CONSUMER ATTITUDE STUDIES
SALES RATE PROJECTION
FEASIBILITY STUDIES
TROUBLE-SHOOTING
COMPETITIVE ANALYSIS
BUYER PROFILE ANALYSIS
ECONOMIC MARKET OVERVIEWS

More than 250 clients served in 14 states

4
Walker & Lee

Subdivision Sales and Marketing Specialists Since 1941
Contact: Howard Englander
P.O. Box 3698, Dept. HH, Anaheim, California 92803 (714) 776-9350
CIRCLE 80) ON READER SERVICE CARD




PRODUCTS/LIGHTING]

Clean” Continuous

The gas range
that washes
dishes-

by Modern Maid.

THE MODERN REPLACEMENT
FOR YOUR OLD GAS RANGE.

It's the Cook-
‘N-Clean Center®
—a full size gas
oven, cooktop,
vent hood and
dishwasher.

Big 21" Perma

Cleaning’ gas
oven. Attractive
dark glass door.

*A G A mark

i Oven and
cooktop controls
at safe eye-level.

Random loading
dishwasher
with two rollout

baskets. Soft-food
disposer eliminates
pre-rinsing.

Built-in Vent-Pak
exhaust system

Low-voltage outdoor post light is
constructed of solid California red-
wood. Four lights mounted at right
anglesona6' postprovidea complete
360° circle of illumination. Insect
and decay-resistant kiln-dried red-
wood comes finished or unfinished.
Sylvan, Canoga Park, Calif.
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High-intensity discharge flood lights
are of one-piece cast aluminum.
Weatherproof fixtures, with integral
ballasts and heat-tempered lenses,
come in three sizes. Units can ac-
commodate a choice of lamps.
Stonco, Div. Keene, Union, N.J.

CIRCLE 239 ON READER SERVICE CARD

A full line of security lighting is vandalproof, tamperproof and virtually
indestructible. “Vandgard”, available in incandescent, fluorescent or mer-
cury-vapor models, is constructed of steel or aluminum with a perma-crylic
diffuser. Sim-Kar, Philadelphia, Pa. ciRcLE 240 ON READER SERVICE CARD

Door panel comes

Compact 30" width. 1l

slide-in as shown.

CIRCLE 129 ON READER SERVICE CARD

for all cooking
areas.

in six colors. Lift-up top

concealed tubing,
removable
burners make
cleaning easy.

Six push buttons
featuring
Hygienic cycles
and Rinse-n-Hold
for later washing.

Available as a
built-inunit or

t_el A McGraw-Edison Company Product

!‘.! Cook-'N-Clean Center by
MODERIY
MAID

Gas, clean energy for today and tomorrow. acaizzzs

Modern Maid, Inc. Box 1111, Chattanooga, Tenn. 37401
[1Please send more information on Cook-'N-Clean Center
[1On complete line of kitchen appliances.

Name : == eyl .
Address 7| P S S U COM R )
GATCR | o den v - Siglgeal o o Fipe o o GRS
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YOU GET A PROFIT AND
AN ENERGY-SAVING EDGE WITH

VENT-A-MATIC®

Today’s new home buyer is waking up to the savings in power
attic ventilation . . . savings in money and savings in
America’s energy. That's why Butler Engineering’s Vent-A-
Matic, the leading power attic ventilator, is that ‘added
feature’ that can help sell your home. Vent-A-Matic delivers
the savings for both builder and buyer. It is easy and
inexpensive to install, plus it lowers the cost of original air
conditioning equipment. And, a Vent-A-Matic ventilated home
offers the buyer a savings of up to ¥4 on cooling costs.

It's a well known fact that no matter how well you insulate

a home, it will still have a super-heated attic in the summer,
up to 150°. A hot attic radiates heat down to the living area
making the air conditioner work harder, increasing cooling
costs and wasting energy. Thermostatically controlled Vent-
A-Matic automatically exhausts the hot attic air, and lowers
cooling costs. Built to last for years, Vent-A-Matic has a
housing of Cycolac® which is maintenance-free, hail-proof, and
resists air pollutants and salt water. Like all Butler products,
Vent-A-Matic is guaranteed for 2 years.
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VENT-A-MATIC® FROST FREE CONTROL®

At a time when home buyers are so concious of savings,
Vent-A-Matic makes good sense as the economical, energy-
saving way to add sales appeal to your homes.

WRITE TODAY FOR MORE INFORMATION ON ALL THE
ENERGY SAVING BUTLER PRODUCTS THAT CAN BOOST
YOUR SALES AND PROFITS. VENT-A-MATIC® — POWER
ATTIC VENTILATOR® — FROST-FREE ATTIC CONTROL®

CONSERVING ENERGY

Ii.I

STARTS WITH Y

“1973
Butler Engineering Co.

s BUTLER

ENGINEERING
e COMPANY

P. O Box 728 « Mineral Wells. Texas 76067
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PRODUCTS/LIGHTING

Glittery, wet-look fixture with a Tif-
fany shape is made of spun styrene
and crystal-clear glass. The jazzy,
chain-hung luminaire comes in
crystal or four colors with chrome
accents. Artolier, Garfield, N.J.

CIRCLE 241 ON READER SERVICE CARD

Colonial-styled post lantern, made
of high-impact Marlex high-density
polyurethane and Lantex®, is almost
indestructible. Fixture, also avail-
able in a wall-mount, has acrylic
panels. Adjusta-Post, Norton, Ohio.

CIRCLE 242 ON READER SERVICE CARD

Afull line of “WattSaver” light bulbs
is engineered to consume 10% less
electricity than conventional bulbs
while providing the same amount of
light. Bulbs, which utilize Krypton
gas, come in both commercial and
residential models. Duro-Lite, No.
Bergen, N.J.

CIRCLE 243 ON READER SERVICE CARD

Contemporary outdoor post lantern provides adequate security lighting.
Constructed of extruded aluminum with heat- and shatter-resistant Lexan®
panels, fixture comes in black or bronze with matching wall, ceiling and
ground lights. Progress, Philadelphia, Pa. circLE 244 ON READER SERVICE CARD




‘Nord doors enjoy

unguestioned client acceptance
whether were building an office

or private home.

W_E. “Bill'"" Jamerson of J. E. Jamerson & Sons,
Inc., Appomattox, Virginia, has been 18 years in the
building field. He's involved in both commercial and
residential developments, custom and spec.

“We use Nord products regularly because of their
quality and design. They promote overall acceptance
by the client. We enjoy greater customer satisfaction

and enthusiasm for the rest of the design and detailing.”’

“Superior quality and design.”

Bill feels the entry is often more important in the
client's eyes than other details. That's why he uses
Nord carved entry doors like the Regency A.

They bring the same warmth to a commercial building
that they bring to a residence. Adds Bill, “'Nord
millwork tends to upgrade the quality and acceptance
of other components.™

Nord’s philosophy.

Like the Jamerson company, Nord is a family
business. And like Bill Jamerson, Nord is concerned
about guality.

The Nord people pride themselves on fine Western
wood, old-world craftsmanship, rich designs and
modern production techniques. Which means builders
like Bill Jamerson can count on Nord for quality doors
at ‘commodity’’ prices.

For full-color literature on Nord carved entry doors,
write ‘'doors’’ on your letterhead and mail it to
E. A. Nord Company, Everett, WA 98206.

Builder W. E. "Bill'"" Jamerson with Nord Regency A doors, Hutter Corp. building, Lynchburg, Virginia

CIRCLE 13] ON READER SERVICE CARD
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PRODUCTS/TOOLS, EQUIPMENT

Rustproof fiber glass tape measure is
calibrated in inches on one side and
meters on the other. The 50'-long,
%"-wide tape, will not shrink or dis-
tort and is fully retractable. Unit,
housed in a burnt-umber, grained
steel case, featuresa beltloop for easy
carrying and ready access. Sekisui
Products, Linden, N.J.

CIRCLE 259 ON READER SERVICE CARD

Versatile “Portascal” scaffolding is
adaptable to a wide range of applica-
tions. It can be fully extended as a
straight ladder, folded in half as a
stepladder or made into a saw horse,
cherry picker or work bench. DAIE
Associates, Rochester, N.Y.

CIRCLE 260 ON READER SERVICE CARD

Portable airless sprayer can support
one gun with a .031" orifice or two
guns with .021” orifices. The heavy
duty rolling unit delivers a continu-
ous outputof 1.0 gpm at a maximum
working pressure of 2700 psi. Graco,
PDC Div., Minneapolis, Minn.

CIRCLE 261 ON READER SERVICE CARD

Compact Uni-Loader “Model 1830" features hydrostatic four-wheel drive
and a water-cooled, four-cylinder gasoline engine. The width is only 54" and
height to the top of the ROPS canopy is under 7°. A choice of buckets is

Electric truck lift, with a capacity of 10,000 Ibs. at 24" load center, is available
with standard, freelift or three stage uprights. The unit features a single pedal

control, Monatrol® that governs forward and reverse gears as well as travel

speed. Hyster, Portland, Ore. cIRCLE 262 ON READER SERVICE CARD

L

offered. ].I. Case, Racine, Wis. CIRCLE 263 ON READER SERVICE CARD

Opaque plastic 20 cm metric ruler is
calibrated in millimeters and deci-

meters as well as centimeters.
Equivalent conversion charts are
provided on the back. Laminated
printing cannot rub off. C-Thru
Ruler, Bloomfield, Conn.

CIRCLE 264 ON READER SERVICE CARD

Portable drafting device, “Multi-
draft”, (below) performs the same
functions as a full size drafting ma-
chine. Unit, which operates on a sys-
temof magneticclutches and rollers,
accurately scales down drawings.
Michael Anthony, Downey, Calif.

CIRCLE 266 ON READER SERVICE CARD

Paint removing disc, “Paint-Z-Off”,
is designed with tiny saw teeth that
rub down to original wood in sec-
onds. Unit, which fits standard drills,
leaves a lightly textured surface
ready for sanding, painting or stain-
ingasdesired. Samuel Cabot, Boston.
CIRCLE 265 ON READER SERVICE CARD
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Fireplace planning...A to Z.
Your Heatilator fireplace man
spells it all out.

e

CALL

800-553-8905"

TOLL FREE. Do it

the next time you need help. Better yet,
call your Heatilator fireplace man right
now, and be ready. He’s a fireplace ex-
pert — your expert. Trained to work fire-
places into your blueprints the easy way.
Skilled in selecting the right fireplaces
for your particular needs. And very savwy
about cutting your installation costs to
the bone.

Your Heatilator fireplace man has all
the facts on fireplace economics. The
increased sales and rentals from fire-
placed homes and apartments. Cash
flow information. Expected higher loan
values. And dozens of other vital
statistics you should have to stay
competitive,

Right now, he is geared up

to expedite deliveries. We've had
shortages, of course. But if anvone can
see that you get your fair share of fire-

places, your Heatilator fireplace man
can.

Phone today,
and you'll also
receive a valuable
Fireplace Planning
Guide. It describes
hOW a

— T - -
1 1

Heatilator factory-built fire-

places may be installed any-

where, even on a wood floor

against combustible walls. No ma-

sonry required. Many attractive

builders’ packagesare available in wood-

burning, gas and electric models —built-
in, wall-hung and free-standing units.

Expert fireplace planning? You've got

it with your Heatilator fireplace man—

the guy on your side. Heatilator Fire-

place, A Division of Vega Industries, Inc.

1864 W. Saunders St, Mt. Pleasant,

lowa 5264 1. (Also available in Canada.)

See Catalog in Sweet's Architectural
and Light Construction File

'lowa residents call collect (319) 385-8880

[
“‘ Meet us in Booths 4L and 5L at the Pacific Coast

AMERICAS LEADING FIREPLACE SYSTEMS

CIRCLE 133 ON READER SERVICE CARD

Builders Conference, San Francisco, June 5 -7.
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Tubular steel brick tongs adjust to
hold from 6 to 10 bricks. Tool will
not chip bricks. A gravity lock pin
adjusts and holds length position.
The easy-to-handle device, weighing
only 4 lbs., features a curved hand
grip.Goldblatt, Kansas City, Kan.

CIRCLE 252 ON READER SERVICE CARD

Fully enclosed belt sander/grinder is
designed to safely sharpen, sand,
grind and finish a wide variety of
materials. Unit, which is hand-ad-
justable, has built-in dust collector
capabilities and a tilting work table.
Foley, Minneapolis, Minn.

CIRCLE 253 ON READER SERVICE CARD

Articulating boom platform lift moves horizontally as well as vertically. The
72"x30" platform has a 5001b. capacity and amaximum height of 32'. Controls
can be operated from a master station, from the platform or from the ground.
Up-Mobile, Sacramento, Calif. CIRCLE 254 ON READER SERVICE CARD.
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Measuring wheel contains a preci-
sion counter that automatically
records distances in inches and feet
up to 1,000 teet as the operator walks
along. Unit can subtract as well as
add and features a pushbutton re-
turn. Rolatape, Santa Monica, Calif.
CIRCLE255 ON READER SERVICE CARD

Airless sprayer is a self-contained,
portable unit featuring two spray
guns with up to 150" of hose on each.
Unit is equipped with an extendable
handle, a durable fiber glass shroud,
a pressure gauge and pressure con-
trols. Wooster Brush, Wooster, Ohio.
CIRCLE 256 ON READER SERVICE CARD

Single-speed portable jig saw, de-
signed for heavy duty use, operates
at 3,000 strokes per minute and has
%"-longstrokes. The unit features an
adjustable tilting shoe with a quick
clamp lever for bevel cutting and an
instant release trigger switch. Black
& Decker, Towson, Md.

CIRCLE 257 ON READER SERVICE CARD

Quick hitch backhoe features a
built-in compensation valve that
allows for operation from either an
open or closed center hydraulic sys-
tem. The backhoe, with a reach of
10" 6" and a digging depth of 8' 47,
mounts easily to three point hitch
tractors. A full line of buckets is
available. Grizzly, Jacksonville, 111.

CIRCLE 258 ON READER SERVICE CARD




SHEETROCK 'W/R Gypsum Panels:

(WATER-RESISTANT)

the hidden quality
you can demonstrate to home prospects.

Send for a demonstration sample of W/R to help
promote your quality image to home buyers.
SHEETROCK W/R is the specially-treated
gypsum panel that sheds moisture in bathrooms,
kitchens and laundry areas—keeps tile, paint or
wallpaper beautifully intact for years. That's because

MAIL COUPON FOR MORE INFORMATION
United States Gypsum, 101 S. Wacker Dr., Chicago, lIl. 60606,

i Dept.HH-64 plgase send:

[ Complete technical literature. [ Easel reproduction of ad with actual W/R sample.

NamasE ot L R S - ’ — 3

it's water-resistant all the way through, from face paper R R —_—
to core to back paper. You'll find SHEETROCK W/R gives Addresel - —— o e R Sl
you the “inside” story that helps close more sales. Fill in City vy S State G B T
the coupon now for W/R sample and information. RIS et Y Sl T o e R T e P T S B

UNITED STATES GYPSUM |/

BUILDING AMERICA
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“The First Really New
Book of Financial
Tables in 25 years...

The Thorndike Encyclopedia of

Banking and Financial Tables

compiled by DAVID THORNDIKE and the editors
of The Bankers Magazine

e Over 1500 pages!
e Measures a full 8 1/2” x 11!

e Rugged binding is designed to
stand many years of constant use!

e Large, easy-to-read format!

FOR THE VERY FIRST TIME, virtually all the banking
and financial tables you are ever likely to use in your
daily dealings have been assembled in one, comprehen-
sive volume.

The computer-generated data in David Thorndike’s
highly acclaimed new reference is now at your finger-
tips to save valuable time and to help you come up
with the most accurate answers to all your banking and
financial questions. Every table has been thoroughly
checked for complete accuracy.

There is no other work like it available on the market
today!

EASY-TO-READ, EASY-TO-USE:

* Includes tables for commercial loans, mortgages, bonds,

stocks, consumer credit, simple interest, compound

H@®

BOQ

TER
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interest, effective rates, compound growth, discounts,
present worth, sinking funds, annuities, payments,
price, yield, cost, rate, value, and balance.

¢ Presents hundreds of tables always ready to give you
answers instantly and accurately.

e Provides with each table a step-by-step example illus-
trating how to use that specific table.

e Offers a quick reference Index as well as a separate
Glossary to clarify terms and tables.

Now have all the answers . . . always in front of you

A truly comprehensive encyclopedia of financial tables,
David Thorndike has created this essential volume pri-
marily for the working needs of:

Commercial Bank Lending Officers » Installment Loan
Officers ® Investment Analysts and Trust Officers e
Real Estate Investors and Mortgage Lending Officers e
Savings Institution Treasurers and Cashiers ® Corpor-
ate Financial Officers.

For your personal copy

MAIL COUPON WITH REMITTANCE TO:
Housing Bookcenter, House & Home,

1221 Avenue of the Americas,

New York, New York 10020

l Send me copies of The Thorndike Ency- I
| yes| clopedia of Banking and Financial Tables for

» $47.50 each. Enclosed is my check for $
payable to Housing Bookcenter.

Your name

Firm name

Mailing Address

City State Zip
(PLEASE PRINT CLEARLY) 6-74
P -

L-----



FIOW TO S1VE SMNOW VWIIIIC a C1oIce
of seven bewitching colors.

Sometimes Mrs. homemaker wants a single
control faucet in a choice of decorator colors

Well, color her Aurora.

For this fine faucet comes in Pastel Blue,
Sand, Avocado, Harvest Gold, White and Chrome.

Or other colors if the quantity's right.

Colors that won't chip, fade. corroéle. scratch
off or water spot. i

All on a faucet that's guaranteed not to drip
for 8314 years.

And costs very little to own.

So next time Snow White wants a choice of
delicious faucet colors, give her a taste of Aurora.

There's more to our tale. Write: Bradley Cor-
poration, 9101 Fountain Blvd., Menomonee Falls,
Wisconsin 53051.

Bradley -

Our83'syear guarantee is no fairy tale.
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, or a Hawaiian type w:th
hese better designs have one
..they feature the beauty and ver-
_amic tll

roof, tile setting materials, a fuﬂy tsied shower bath
will keep its lustrous beauty through years of use.

Shower Pan

'COMPOTITE snoweu' ‘mu. P.0. Box 26188,

CIRCLE 138 ON READER SERVICE CARD

Forced-air ductless area heater is
only 14" wide. The easy-to-install
unit features an air wheel that main-
tains positive, whisper quiet opera-
tion. Air is drawn in through a center
grill and is carried over a heating
element. Air returns warmed and is
circulated into the room through
side louvers. Markel, Buffalo, N.Y

CIRCLE 267 ON READER SERVICE CARD

““Midget” louvers with opening and
closing vents control moisture
build-up. Made of aluminum in 2% ",
3", 4" and 6" diameters, the louvers
have a wide range of uses from venti-
lating bathrooms to overhangs. Mid-
get Louvers, Norwalk, Conn

CIRCLE 268 ON READER SERVICE CARD

CIRCLE 269 ON READER SERVICE CAR

Fan coil air conditioner, “Hi-Lin
Seasonmaker”, features factory in
stalled water risers and drain line
that are piped and insulated. Units

available in two or four pipe system:
are designed to stack. McQuay, Min

neapolis, Minn

Built-in, through-the-wall air conditioner features a two-speed turbine typ
fan forquiet operation, aten position thermostat and anairexchanger contro
The 26" line includes six cooling-only models and four heating and coolin
units. Hotpoint, Louisville, Ky. CIrcLE 270 ON READER SERVICE CARD




Lock-Deck
has a special
feeling for
townhouses.

More and more townhouse projects are capi-
talizing on the economy and sales appeal of
laminated wood decking.

Developers find that Lock-Deck decking im-

partsalook of quality—a look that means quicker
sales and higher profits per unit.

Contractors endorse the use of Lock-Deck in
townhouses because it works quickly and easily,
with minimum waste.

And designers know that laminated wood
decking lets them achieve distinctive effects with
real economy. Lock-Deck from Potlatch is wood
ideally suited for townhouse roof and floor deck-
ing. It provides the natural warmth of wood while
economically forming integral ceilings and floors
for townhouses.

The strength and beauty of Lock-Deck is
achieved by laminating three or more kiln-dried
boards under heat and pressure, to make wood
stronger than nature could.

Lock-Deck is available in smooth-surfaced,
saw-texturedor wire-brushedtextures, pro-
vidingmaximumdesign opportunities. Lock-
Deck applications reduce construction time and
costs, while producing a more attractive, faster-
selling townhouse.

Write for more information today.

We know our way in the woods.

= G T Potlatch

Potlatch Corporation

Wood Products, Western Division
P.0. Box 5414

Spokane, Washington 99205
(509) 326-3653
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LITERATURE

Prefinished hardboard panels for in-
terior application are depicted in
room settings. The 20-page, full-
color booklet shows woodgrain,
solid-colored, patterned, brick and
stone effects. Sections on prefin-
ished, matching moldings are in-
cluded, along with adhesives and
color-coordinated nails. Specs in-
cluded. Masonite, Chicago.

CIRCLE 301 ON READER SERVICE CARD

Brick, and its use in building, are
discussed in Brick in Community
Design. Full-colorphotographs show
actual applications in gas stations,
interior walls, churches, walkways
and residential exteriors. Brick Insti-
tute of America, McLean, Va.

CIRCLE 3100 ON READER SERVICE CARD

Homeowner associations are
thoroughly explored in Managing a
Successful Community Associa-
tion. Chapters cover establishment
of the basic organization, manage-
ment procedures, meetings, com-
mittees, insurance and taxation and
the association’s relationship with
the outside community. Also in-
cluded are 20 sample forms for ev-
erything from how to take a swim-
ming pool inventory to handling
cash receipts. The 67-page book is
available for $10 ($5 in quantities of
five or more) from the Urban Land

Institute, 1200 18th St., N.W,,

Washington, D.C. 20036.

Synthetic recreational flooring sur-
faces are discussed in a full-color
brochure. Photographs of actual in-
stallations accompany text. Cross-
section illustrations explain con-
struction of various surfaces.3-M, St.
Paul, Minn.

CIRCLE 316 ON READER SERVICE CARD

Residential/commercial doors and
metal bi-fold closet doors are shown
and described in a 16-page brochure.
Text includes descriptions of con-
struction and installation. Charts
provide extensive information on
fire ratings and specifications. U.S.
Plywood, New York City.

CIRCLE 308 ON READER SERVICE CARD

Laminated decking brochure illus-
trates various construction possi-
bilities. Full-colorphotographs show
actual applications of the product,
while its advantages over typical
T&G decking are discussed. Pot-
latch, Spokane, Wash.

CIRCLE 304 ON READER SERVICE CARD

Lighting fixtures are shown in a 12-
page, full-color brochure. Featuring
a line of crystal-like polystyrene
units, the catalog also includes con-
temporary designs and battery-

operated fixtures. Specs included.
Prestigeline, Brentwood, N.Y.
CIRCLE 305 ON READER SERVICE CARD

Vinyl asbestos floor tile is depicted
in full-color illustrations of tile pat-
terns. The 16-page catalog also de-
scribes and shows what is available
in asphalt tile, feature strips and
vinyl and rubber cove base. Specs
included. Azrock, San Antonio, Tex.
CIRCLE 309 ON READER SERVICE CARD

Electric appliances are presented in
a 40-page catalog. Items listed in-
clude room air conditioners, built-in
dishwashers, food waste disposers,
refrigerators and free-standing and
built-inranges. Full text descriptions
of units are accompanied by specifi-
cations, photos and illustrations.
One page offers a kitchen and
laundry design service. General
Electric, Louisville, Ky.

CIRCLE 313 ON READER SERVICE CARD

Vinyl siding and its advantages are
discussed in a two-fold brochure.
Full-color illustrations and pho-
tographs complement the text. Cer-
tain-teed, Valley Forge, Pa.

CIRCLE 314 ON READER SERVICE CARD

Decorative plastic laminates are fea-
tured in a folder of swatches. Solids,
woodgrains and patterns are offered.

Specifications are included. Con-
soweld, Wisconsin Rapids, Wis.

CIRCLE 312 ON READER SERVICE CARD

Contract wallcoverings are dis-
played in full-color illustrations
showing 36 patterns and textures.
Complete specification chart is in-
cluded. Stauffer Chemical, So.
Plainfield, N.J.

CIRCLE 302 ON READER SERVICE CARD

Key control systems are described in
a full-color folder. Contains pho-
tographs and specification charts as
well as text. Ke-Master, Los Angeles.
CIRCLE 306 ON READER SERVICE CARD

Hand-crafted brass lanterns are fea-
tured in a full-color brochure. A fold-
out page presents close-up pho-
tographs of the construction of the
colonial-style fixtures. Posts and ac-
cessories are offered and specifi-
cations are included. Hadco, Littles-
town, Pa.

CIRCLE 307 ON READER SERVICE CARD

Carved panels and doors are pre-
sented in a black and white brochure
and price list. Suggested uses for the
abstract redwood panels accompany
text descriptions. Specifications and
ordering information are included.
Design-Crafts, Selah, Wash.

CIRCLE3 11 ON READER SERVICE CARD

Announcing
the 1974

Bath Cabinet
of the Year
Awards.

Best Performance in a New Medium: Zenith
X939 Ensemble. We call it our mini Tri-Mirra

. a smaller version of the exciting triple
view concept in a reasonably priced surface
mounted ensemble.

-

fm Performance for a Cabinet Acting Like

It Costs Twice The Price: Zenith G701. By
appearance and features you'd expect it to

cost much more . . . it's Zenith’s most popular
Ldecorative frame surface mount.

FOR COMPLETE INFORMATION ON ALL OF
ZENITH'S STAR PERFORMERS, CONTACT US OR
YOUR NEAREST ZENITH DISTRIBUTOR.

‘ ze n 'th METAL PRODUCTS CORPORATION

723 Secane Ave., Primos, Pa. 19018 * (215) 748-3000
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DOORS AND OTHER DISTINCTIVE BUILDING PRODUCTS



Classified Advertising

The market-place for the housing and light construction industry

142

POSITIONS VACANT
Construction Executives Nation-
wide. Manager Industrial Construc-
tion. $35K+. Marketing. Residen-
tial. $30K+. Project Manager/
Estimator. Industrial, commercial,
power, institutional. $28K. Project
Manager. Heavy office building/
concrete. $25K+.° VP Financial
Control. Residential Builder. To
$35K. Controller. CPA/5 years
construction. To $30K. All Fee
Paid. Vance Employment Service,
917 Barfield Building, Amarillo,
Texas 79101. 806/372-3456.

District Sales— Unusual opportunity
to represent major multi-plant
NYSE listed company. Qualifica-
tions include college training and
minimum 5 years successful sales
experience. Guaranteed income,
bonuses, commissions, and liberal
fringe benefits. Above average
earnings opportunity of $20M to
$30M plus. If you are a mature,
enthusiastic, ambitious, career-
oriented sales person send resume
to: Mr. Charles M. Thurlow, Na-
tional Homes Corp., Po. Box 680,
Lafayette, Ind. 47902.

POSITIONS WANTED
Financial Executive—Heavyweight
—listed co. V.P., Controller-CPA
(Big 8 exp.)—Attorney-Acquisi-
tions, financial controls, taxes.
Exp'd. real estate, construction in-
dustries. Combines technical skills
with imagination.$27-30,000 re-
quired. For resume: PW-4964.

POSITIONS WANTED
Management position with high
quality custom builder, residential/
commercial. Have college degree,
15 years experience in all phases of
custom building. Edward Nigbor,
Leavenworth, Wash. 98826. 509/
548-7817.

INVESTMENT
WHO ME?
ARAW ACREAGE INVESTOR?

Send for latest list of acreages for sale. Also re-
ceive complete details on what raw acreage in-
vestments are all about. Example: 220 acres for
5625380. 56 acres for $19,000. 16 acres for

$8,500.
TERRYS REAL ESTATE SERVICE
603-774-4250, RFD 2, Concord, N.H.03301

DISCOUNT CATALOG

33% Discount Catalog-Featuring
Cabinet Hardware, door hardware
and track, fixture hardwar: and
drawer slides, bath cabinets and
accessories, Wood finishes and
stains, spray equipment, portable
electric tools, bits and cutters, dec-
orative grill and wood mouldings,
abrasives, adhesives. One Source.
Save on Time, Merchandise and
Freight. Consist of 3-Hole Binder.
May be continuously updated. Ap-
proximately 200 pages. Send check
for $2.00 to: Dept. H & H Supply,
P.O. Box 6455, Greenshoro, N.C.
27405. $2.00 cost is refundable with
initial order.

and out of your field.

tions.

Job-seekers...

be the first to know

with McGraw-Hill's
Advance Job Listings

Have our new weekly ADVANCE JOB LISTINGS sent to your home, and
be the first to know about nation-wide openings you qualify for both in

This preprint of scheduled employment ads will enable you to contact
anxious domestic and overseas recruitment manaFers BEFORE their
advertisements appear in upcoming issues of 22

To receive a free sample copy, plus information about our low subscrip-
tion rates (from one month to 12), fill out and return the coupon below.

ADVANCE JOB LISTINGS / P.0. BOX 900 / NEW YORK NY 10020 =‘" {

cGraw-Hill publica-

FHll'

PLEASE SEND A SAMPLE COPY

OF ADVANCE JOB LISTINGS TO:

NAME ADDRESS

ciIty 7P
6/74
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BUSINESS OPPORTUNITY
Very active Florida West Coast
Real Estate-General Contractor
office too much for one man career.
Opportunity for 1 (or more) ambi-
tious, progressive builder. Partici-
pation or acquisition. Write (Box
5246) House & Home.

Employment Opportunities
Rate

Positions Vacant

Positions Wanted

Sales Opportunity Available
Sales Opportunity Wanted
Employment Agencies
Employment Services

Beriinch™ ot v $83.50

Professional Card Rate
Consulting Services
Sub-Contractors
(Non-Commissionable)

One inch minimum size —
6-T: $49.05 12-T: $46.75

Classified Rate

Used /Surplus Equipment

Matenials for Sale

Materials Wanted

Land for Sale

Plants/Properties for Sale

Business Opportunities

Financial Opportunities

PECEnghe . e i $55.00
The above categories will be

available in both Display and

Non-Displayed styles:

Display Advertising is sold in
units up to a page in size and
can contain photos and/or art-
work. Copy can be submitted
as finished art, in film form, or
can be set in type with borders.
(The latter service performed
by House & Home at no extra
charge.)

For Further Information
Write or Call:

Class. Adv. Dept.
House & Home

P.O. Box 900

New York, NY 10020

(212)997-6586 or 6585

6/74
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Narrower
' tank uses
30% less

water with
no loss of
efficiency.

CIRCLE 143 ON READER SERVICE CARD

A new

water closet
that actually
saves water.

The Briggs
CONSCRVER

5

The new Briggs Conserver
two-piece water closet has
gone the water saving

remedies one better. It works.

It works in saving water ...
actually reducing the volume
by 30% over most ordinary
two-piece closets. And it
works in not sacrificing
flushing efficiency

The Conserver is ideal
wherever water must be
saved...where high density
housing dictates a waste

reduction...where less water,

less cost is the object. Insti-
tutions. Motels and hotels
Apartments. Single family
homes

You'll probably be hearing
a lot about water saving
closets as others try to find a
workable answer. But, check
into the Briggs Conserver
first.

What a
beautiful
idea!

Briggs

5200 West Kennedy Boulevard,
P. O. Box 22622
Tampa, Florida 33622

a.Jam C}alter company
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