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The siding is vinyl.

In the end, a vinyl siding is
only as good as the company that
backs it. And you know Celotex.
You see our brand on a lot of build
ing materials every day. Celotex
stands for quality. In vinyl siding,
Celotex quality starts with genuine
Geon* by B.F. Goodrich Chemical
Company.

Celotex vinyl siding also
comesinvery handsome colors—
light gray, light green, light yellow

and white. The colors are actually
inthevinyl. Youcouldsaythe color
isthevinyl. Scratchthe outer layer
and you'll find more of the same

color vinyl. All the way through.

Asaresult, if scratches occur, they
are hardly noticeable.

Celotex vinyl siding is just
as important for the things it doesn't
do as the things it does. It doesn't
fade. It doesn't rust or corrode or
rot. It won't support combustion
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The backing is Celotex.

orelectricity. Yetitwillactas insula-
tion against heat, cold and sound.

Celotex vinyl siding. You
know the quality backing it.

BUILDING PRODUCTS
The Celotex Corporation, Tampa. Florida 33622

a im @alter company
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NEW FROM NUTONE: THE FURNISHED BATHROOM

Introducing Normandie Vanities with the look of fine, hand-carved furniture.

Want your bath and powder rooms
to be remembered by home shoppers?
Furnish them with new Normandie by
NuTone. Normandie has the contoured
look of hand-carved furniture with
features you'd expect only from much
higher-priced cabinetry.

The secret: Start with wood panels
hand carved by craftsmen. Then mold
in durable styrene and actually hand-finish
to duplicate the look and feel of fine

wood furniture. Finally, a clear acrylic
is applied to protect the hand-crafted
surface. It differs from wood only in a
superior ability to withstand bathroom
weather—never any warping. And,
cleaning requires only a damp cloth.
Two features that are sure to impress
your prospects.

Normandie is available in two

finishes: White and Gold or rich Walnut.

Both are reproduced in a complete line

of modular base cabinets, wall cabinets
and dressing tables.

There’s more. The Provincially
inspired design of the Normandie is even
carried into matching bath cabinets and
light fixtures. And NuTone has a full
line of products to make your bathrooms
fashionable, functional and memorable.
See the next page.
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Shown above: NuTone’s Normandie vanitories
in Walnut finish. Provincial styling is completed
with matching mirrored bath cabinet and

side lights. Now you can make the bathrooms
you build as stunning as the rest of your homes.
Complete your Furnished Bathrooms with
these special NuTone bathroom accessories.

Striking designs in Bath
Cabinets. Designed to
match or complement
the full line of NuTone
Bathroom Vanitories.
Many models are easily
converted for surface
mounting.

" FURNISH THE BATHROOM...CLOSE THE SALE.

NuTone QuieTTest Fans.
Combine silent function
with your own decorator
flair. This compact unit is
only 4" thin. Easy to install.

NuTone offers a new line of
Masterpiece Accessories.
Making NuTone first

for the finishing touches.

Accent Mirrors from
NuTone add beauty and

warmth to any wall. A Heat-A-Vent
perfect highlight for Quick heat and quiet ventilation.
powder rooms or entry Double duty for winter comfort
halls. and removal of damp air,

Show off your professional work.
NuTone, Sterling and Lightcraft
Decorator Fixtures are ideal
additions to the Furnished
Bathroom.

A

Enjoy music, room-to-
room communication, even
answer the door from

the bathroom! With
NuTone Radio-Intercom.

=

See these and more NuTone ideas at
your nearby NuTone Distributor. For
his name, DIAL FREE 800/543-8687
in the continental U.S., except in
Ohio, call 800/582-2030. In Canada,
write: NuTone Electrical,

2 St. Lawrence Avenue, Toronto.

Nulone Housing Products

Madison and Red Bank Roads, Cincinnati, Ohio 45227
Dept. HH-7, Form 2099, Printed in U.S.A.
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NEWS/FINANCE

Inflation: Now so bad, it sends deep tremors through the housing industry

Rampant inflation and record-
high interest rates are posing the
most serious threat to the stabil-
ity of the housing industry since
World War Il—and the conse-
quences could be profound.

Builders and mortgage lenders
wouldlike government tostep in
and cope with these stubborn
world-wide problems. But it is
becoming apparent to the in-
dustry thatforaprolonged period
its troubles will be recurrent.

This realization is bringing
construction executives face to
face with the fact that many
practices may have to change if
housing is not to fall victim. A
permanent problem is sug-
gested, not only by the vista of
high interest rates ahead, but the
frequency of the housing crises
in 1966, 1969, 1973 and now
1974.

Warning. As for inflation’s
present threat to the housing in-
dustry, the president of the Long
Island Builders Institute, Ivan
Wohlworth, sums it up this way:

“Tt’s terribly dangerous.”

This year was supposed to
bring a spell of financial relief as
the economy slackened. Instead,
April’s disintermediation in
thrift institutions in the quar-
terly reinvestment period topped
the worst month of 1973 (July).
And when figures are available
for 1974, they probably won’t do
much to brighten the outlook.

At the same time that money
is running out, global materials
shortages and runaway prices are
ballooning builders’ other costs.
Costlyas money s, says Michael
Sumichrast, chief economist for
the National Association of
Homebuilders, “right now ma-
terials are a bigger problem.”

Subsequently, even if the
boom in commodity prices sub-
sides, wages—decontrolled and
taking off in pursuit of the spi-
raling cost of living—threaten to
cause builders equal headaches.

Aborted recovery. Putting
mortgage cost and house price
together, Advance Mortgage
Corporation’s economic re-
search bureau comes up with the
calculation that the total is ris-
ing 3" times as fast as potential
home buyers’ incomes.

Advance says this kills any
chance of a housing recovery in
1974.

Indeed, the lack of profit aside,
survival is in question for some

firms as the whole real-estate

sector trembles with liquidity
fears. Many syndicates and
housing companies are overex-
tended, withbuildings they can’t
fill and mortgage payments they
must struggle to meet.

Making matters worse, home-
builders didn’t take out long-
term mortgage money commit-
mentslast winter, opting instead
for short-term bridging loans,
because they were betting on a
fall in money costs. The adven-
turous real estate investment
trusts led the way. Recalls a fed-
eral regulatory official: “The
REITs had the idea of interim
financing. Sophisticated lenders
were absolutely sure high rates
wouldn't last.”

‘Tip of iceberg” Now the
whole industry is sprawling in
vulnerability.

"“The REITs are only the tip of
the iceberg,” warns Vice Chair-
man James O’Leary of the U.S.
Trust Co. “Builderscan’t dispose
of projects so they are forced to
go to banks for more money.”
But fearful for their own liquid-
ity these days, banks are inclined
to turn down all but the best
credit risks, and the loans some
builders get are at rates that
make their heavy debt servicing
burdens practically crushing.

Already companies in the
business have withstood the
shock of seeing three leading
home builders file in bank-
ruptcy: Kassuba Enterprises of
Palm Beach, Fla., the nation’s
largest apartment builder; U.S.
Financial Corp. of San Diego and
Urbanetics Communities Inc. of
Beverly Hills, Calif. In addition,
creditors have dictated complete
internal reorganization of two
other major builders, Jack De
Boer Associatesof Wichita, Kan,,
and the L.B. Nelson Corp. of
Menlo Park, Calif.

Dun and Bradstreet reports
that 440 building companies
failed in the first quarter of 1974,
leaving $131 million in liabili-
ties. That is more than double
theliabilities left by the building
companies that failed in the first
quarter of 1973.

A bleak outlook. Just how
much more in the way of bad
times lies ahead is the key ques-
tion. The outlook is fundamen-
tally unpromising.

Most economists agree that
inflation will slow during this
second half. A Brookings Insti-
tution specialist, William Gib-

son argues, using this thought:

“Demographics assure hous-
ing demand will be there, and 1
think the housing market can
survive a new plateau of interest
rates.”

Fed's concern. The market can
surviveif the moneyis there. But
the Federal Reserve is increas-
ingly disturbed by the level of
inflation. Washington authori-
tiesestimatedin January that the
underlying inflation level, once
temporary pressire on energy
and food prices was removed,
was 4%. They now suspect it
may be 7%, or quite outside any
traditional concept of price sta-
bility. Further, given wage-cost
push, says Fed Governor Andrew
Brimmer, “the big question is
whether inflation will not pick
up steam” in 1975. In the same
vein Fed Chairman Arthur Burns
concluded that “the gravity of
our current problem can hardly
be overestimated.”’

Burns’s words were taken to be
an implicit threat that interest
rates will not be going down
much the rest of this year. And
the Fed foresees a very long-term
war on inflation.

Given that outlook, says F.W.
Dodge Economist George Chris-
tie, “there’s not going to be a
really strong recovery in hous-
ing over the next six quarters.”

Understandably appalled by
thechance of long years of scarce
funds, the National Association
of Home Builders has called for
balanced government budgets at
alllevels, restoration of wage and
price controls and a capital-
issues committee dedicated to
allocating sufficient credit to
housing. Still, the NAHB looks
as if it will be defeated in its
insistence on quick relief.
Director Roy Ash of the Office
of Management and Budget
promises a tighter federal bud-
get, but says it will not be possi-
ble to achieve it before the 1976
fiscal year, 12 months away.

The Fed, meanwhile, frowns
on the capital-issues approach,
except in the last resort. And
wage and price controls have
probably had their last chance
under a Republican administra-
tion.

Market changes. Caught be-
tween the brute facts of the
marketplace and the apparent
inability of Washington to come
up with any other cure but tight
money, builders and mortgage

lenders are beginning to look
harder at things they can do
themselves.

The most conspicuous infla-
tion response is the condomin-
ium boom—for industry execu-
tives insist that the rage for
building condominiums is basi-
cally a by-product of cost pres-
sure. They point out that it en-
ables tenants who had been
renting apartments to pay more
money for higher-cost versions
of the same kind of housing be-
cause they can pass on part of the
extra cost to the government in
the form of tax deductions.

“Incomes haven’t increased
fast enough to match the rentals
you must ask,” says Eugene
Beak, senior vice president with
Arthur Rubloff & Co., the big
Chicago real-estate brokerage.
“That’s why there are so many
condominiums.”

Some criticism. Developers
who used to build rentals now
need the condominium ap-
proach because they can no
longer borrow to meet rental
property’s inflated equity re-
quirements. An NAHB vice
president, John Hart, estimates
the change in these require-
mentsasatenfold increasein ten
years insofar as his Indianapolis
building company is concerned.

But condominiums are far
from an adequate answer to
builders’ inflation woes, it
seems. Their vacancy rates con-
tinue high. Moreover, points out
Max Karl, top man at Mortgage
Guaranty Insurance Corp. in
Milwaukee: ““The American
way of life is single-family. You
can’t put four kids in a condo.”

New departures. The innova-
tions in building and market
strategy are but two of the
changes devised as partial
counters to inflation. There are
others—in credit management
and in the thrift industry and in
mortgaging. A search is on for a
mortgage instrument that will
assure lenders a higher return
and yet ease the burden on the
homebuyer, for instance.

Changeis on the way—a wave
of change that is wide and deep
and perhaps dangerous. The
change is born of inflation and
inflation’s excesses, and there is
no end of the change in sight
until inflation ebbs.

—ST1AaN WiLson
McGraw-Hill World News,
Washington
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Because these days people don’t plunk
down their money just because they like the
100ks of & house. O even the golid way it's
built. These days people want gecurity, con”
yenience and enjoyment.. And that's where
we come in.

Because buying and pbuilding with
Rittenhouse gystems just might make the
difference between sale and no sale.

Take chimes, for exam-
ple. Our attractive designs
combined with Rittenhouse
quality have made quite @
name for us.

Then there are out
intercoms. We made them

there’'s &
ment anc
And our intrusion devices. Easy to

o operate. Low in cost. We

ral types. And you can depend on
ffectiven
The Ritten
ges’ the pr

loud, clear war
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perfe.ct one for every house, apart-

ess.
house gmoke Detector

standards for single station
installations to satisfy
building codes.

There's & lot more 1O
tell you about us. See your
Rittenhouse distributor or

RnTlENnoust DWISION
ARTOUER LIGHTING AND SOUND
gMERSON EL ECTRIC co
TONEOYE FALL 5. NEW YORK 1441
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“Scheirich’s Westmont cabinet
has just what condominium owners want-
a lot of looks and
hardly any maintenance’

Fred Peterman, Vice President
Seay & Thomas Realtors, Inc., Chicago. An 1.C. Industries Company

“During our design meetings, we decided that Westmont
cabinets fit our marketing criteria for the luxury standards
at Harbor Point. The easy maintenance and the reasonable
price were extra benefits.”

Gardencourt Westmont. Right at home in these elegant
lakefront condominiums.

The handsome exterior—made of a revolutionary new
material called Environ—has the texture and beauty of the
finest wood, yet it's not affected by moisture or humidity.

And maintenance is just a matter of wiping with a damp cloth.
No waxing, no polishing needed,

Inside, Westmont has vinyl surfaces for easy upkeep, too.
And the tough polystyrene drawers have rounded corners
for easy clean out.

Classic pewter-type hardware adds a rich, decorative
touch to the easy-glide drawers and self-closing
doors.

When you want the kitchen to help sell a condo-
minium or a home, look into Westmont by Scheirich,
the cabinets with the look of wood, but not the
upkeep of wood.

In Chicago, the Scheirich distributor is Amer-
ican Craig Corporation. For the distributor in
your area, see the Yellow Pages.

H. J. Scheirich Co., P. 0. Box 21037,

Louisville, Kentucky, 40201.
Harbor Point, a luxury condominium
now under construction, will rise
; i 54 floors above Lake Michigan, offering
CABINETRY spectacular views to the 742 living
units. Located in the 83-acre lllinois
Center complex in downtown Chicago,

; the building is part of the $1.25 billion

FINE FURNITURE FOR THE KITCHEN AND BATH plan to convert obsolete railroad yards
into a city within a city, complete
with commercial, residential and rec-
reational facilities. Residen!s of the
units, which range from $32,000 to
§127,000 will enjoy an indoor swimming
pool, golf driving range, solarium,
arts and crafts areas, a closed-circuit
communications/security system,
handball courts and a healith club.
Solomon, Cordwell, Buenz & Associales,
Inc. Architects
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NEWS/POLICY

Inflation and prices: Buyer confidence sags; materials ‘are just going wild’

Loan money aside, builders are
aghast at the way their materials
and labor costs estimates dis-
solve into thin air, along with
their customers’ confidence in
theircapacity tomeet payments.

On Long Island, where infla-
tion and unemployment are ad-
vancing hand in hand, the pres-
ident of the Long Island Builders
Institute, Ivan Wohlworth, talks
of fear psychology.

“People feel they can’t afford
to buy anything,” says Wohl-
worth, who builds single-family
housingunder the name of Beech
Haven Associates of Hicksville.

Materials costs, Wohlworth
adds, ““are just going wild at this
point.”

Hoarding. There is a strong
suspicion  that  speculative
hoarders squirreled some mate-
rials to make a profit when price
controls ended. This might ex-
plain why Wohlworth’s com-
pany suddenly ran into a short-
age of pans for emergency exits.
Made out of sheet steel, they
ought to have been in regular
supply. “We had to pay in ad-
vance for the pans—and a rather
fancy price at that,” he recalls.

Aaron Sabghir, a construction
expert for the Commerce Dept.,
and other analysts do not expect
material prices to keep rising in-
definitely. They expect prices to
level at current highs. Econo-
mists at F. W. Dodge are fore-
casting that the composite index
of construction prices in 1974
will be up 10% over last year,
when it rose 9%.

Even a leveling, however, will
not be much solace to those
homebuilders who fear to raise
house prices in this year’s weak
market.

A recovery in demand, of
course, would help. But eco-
nomic forecasters see no early
resurgence. “Tight money guar-
antees that housing will stay in
the doldrums through the sum-
mer,” says Otto Eckstein, a Har-
vard economics professor.

Pricing delays. In stronger
markets, a number of builders
have given up advance pricing.
The National Association of
Home Builders now estimates
that in the last year the price tag
on a new single-family house
shot up by 18%, probably the
biggestincrease since World War
II. Nobody knows what building
costs will be in the months ahead
and, lacking long-term mortgage

KENNETH SANDERSON

BuiLDER WOHLWORTH
Cites buyers’ fear psychology

commitments, many builders
can’t make a good guess at their
future money costs either.

Says Irving Rose, president of
Advance Mortgage Corp.:

“In Florida, some single-fam-
ily home buildersare completing
entire tracts in advance of any
attempt to sell so they will know
their complete costs before set-
ting a price. Others are pre-
selling but with escalation
clauses.”

Wage spiral. On the labor
front, the important point for
Beech Haven and many of its
sister companies, which are also
unionized, is that the Con-
struction Industry Stabilization
Committee is out of business.

Already burdened by soft de-
mand and high costs, builders
will have to contend with the
biggest round of labor negotia-
tions ever. Some 4,000 contracts
are up nationwide.

Thereisa difference of opinion
about how much wages will rise.
One Washington expert points
out that settlementsto date have
been around 10% but that some
have been higher. “The settle-
ments higher than 10% are dis-
torting relative wages among
construction workers and as a
result we expect a lot of strike
activity,’ he says.

Economists at FW. Dodge are
a bit more optimistic. They too
expecta lot of strike activity, but
do not expect outsized wage
gains with the market so weak
and unemployment among con-
struction workers up to 9%.

—EDWARD MERVOSH
McGraw-Hill World News,
Washington

Builder tells how costs rise: ‘We're almost reluctant to sell homes’

President Jack Hoffman of Hoff-
man Rosner Corp., one of Chi-
cago's major house builders, says
his general materials costs are
increasing from 1% to 2% a
month. He expects that year-end
figures will show that his mate-
rials cost him 15% to 18% more
in 1974 than in 1973. In past
years a 5% to 7% increase has
been normal.

"Materials costs are increas-
ing so rapidly that we're almost
reluctant to sell homes,” said
Hoffman. “We have to increase
the sales prices of our homes
1.5% a month to keep ahead. 1
haven’t seen this kind of infla-
tion since the Korean war."”

While sales prices leapfrog
materials costs, Hoffman feels
that homebuilding itself is in a
decline that will reduce demand
for materials and thus slow the
advanceinprices. He predicts his
own company will make 750
starts in 1974 compared to 840
last year. He believes that starts
nationwide will be 25% to 30%
below last year’s 2,045,300.

Hoffman gave this rundown
on specific materials,

Dimensional lumber. Rela-
tively stable now. "It jumps
around a lot,” Hoffman said,
“but it's possible that dimen-
sional prices will continue to de-
crease during the year.” He esti-
mated that dimensional lumber
rose 14% in Aprilover March but
then dropped back to only 5%
over March. This means that in
May lumber was costing Hoff-
man only 1% more than it did
in May of 1973.

Concrete. Prices up 15% over
May 1973. Predictions for the
year—thatinclude a30% to 50%
hike in gravel prices still to
come—are for concrete to be
20% to 25% more expensive for
Hoffman Rosner than in 1973.
Costestimators for the company
say they are paying $20 for a
five-bag mix thatincludes curing
compounds they paid $17 for last
year.

Steel. Reinforcing-bar prices
in the midwest are 200% higher
than a year ago, now $480 a ton
compared with $160 in 1973,
““We saw this coming, " Hoffman
says, “and we bought enough to
see us through 1974, Others did
the same thing and this has
helped to create the current
shortage. Even general contrac-
tors in the Midwest can’t get
rebars.” Hoffman has switched
toaluminum beams for the main
support spans in houses,

Shingles. This is probably
Hoffman Rosner’s severest
shortage. Costs rose 10% in Jan-
uary and another 10% on June 1.
"The shingle shortage and the
costincreasesare duepartially to
wage increases,” Hoffman said,
“but they are due mostly to the
fact that shingles have a petro-
leum base.”

Vinyl asbestos tile. Up 7%
over May 1973.

Asphalt paving. Up 50% from
November 1973. Price is $18 a
ton, was $12.

Plumbing fixtures. Were to
rise 20% t030% June 1. Hoffman
says this is due partly to a strike
in the industry some months

ago. "We're now substituting
steel tubs for cast iron where we
can and are trying to switch the
fixture handles from plastic to
more readily available metal.
We're also trying to use transite
for utility lines wherever it is
possible.”

Gypsum drywall. Installed,
it’s up 7% since April.

Electrical fixtures. Up 20%
over last year,

Window assemblies. Up 5%
over last year.

Carpeting. Up 6% over a year
ago. Hoffmansays prices are now
back to the level of five years ago,
before prices turned down.

Mortgage money. Hoffman
says he still has a three-month
supply of 95% mortgage money
but is restricting it to town-
houses. Single-family homes
have some 90%-of-value mort-
gages commitments available,
but Hoffman predicts thiswill be
down to 80% of value by year's
end.

The company alsosays that in
some cases it has nearly reached
the limit of maintaining the
quality of building components.
It buys while at the same time
keeping the home in a price cat-
egory that will draw buyers. For
1975, Hoffman says, his com-
pany will concentrate on pro-
ducing more of its own compo-
nents in an effort to maintain
quality and keep prices within
some kind of limit in the face of
inflation and shortages.

MIkE KOLBENSCHLAG
McGraw-Hill World News,
Chicago
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Pyrotect Ceilings

Ruf-Sawn Redwood Plywood Siding
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Heawood Lumber Products Carved Entrance Doors

Wood. Harvested from carefully the highest quality standards in the industry.
managed forests, And specially adapted As we continue to develop new ang
by Simpson to help you turn your improved products, you can always
ideas into reality. be sure of one thing. We'|| only make

A variety of special products those products we feel we can make
manufactured with the knowledge and better than anyone else.
skills handed down through more than We don't think you should have to settle

@

80 years of experience. Always meeti ng for anything less. -
Simpson

Look for us in Sweets. For more information write Simpson Timber Company, 2000 Washington Buildinag




WS/COSTS

ost of us remember price con-
rols. Feelings about them are—
s sociologists like to say—
mixed.

Some of the people least nos-
talgic for the Phase Era are those
who dealt in lumber and
plywood. A new study by the
economist Pierre Rinfret's con-
sultant firm, Rinfret-Boston As-
sociates, tells why:

The wood products industry,
it says, was a tclassic example
of how government restrictions
can disrupt rather than stabi-
lize'” an industry.

The study, undertaken for the
North American Wholesale
Lumber Assn., is an overview of
the structure, functioning and
recent history of the softwood
lumber and plywood business.

Criticism. Only a portion of
the effort deals with price con-
trols, but where it does, it is
damning:

«  After imposition of con-
trols, the market mechanism
stopped working. The results
were . . . disruptions and distor-
tions. Entrepreneurial drive was
frustrated. The allocation of
product . . . was stymied.

“When price controls were re-
moved, the industry immedi-
ately began to operate in a more
efficient manner . . .

“Controls were inefficient;
the free market is efficient.”

History of confusion. Phase
One, the August freeze of 1971,
didn’t hurt the lumber business.
It was short, and a drop in hous-

ing starts actually let lumber
prices soften a bit, thus avoiding
the worst effects of controls.

Phase Two was different.
Phase Two bit. Instead of fol-
lowing the dictates of the mar-
ket, lumber people had to follow
abewildering array of essentially
arbitrary rules and regulations.
For instance, if you were a tier-
one producer (sales over $100
million), you had to get permis-
sion to raise prices; if you were
intier two ($50-100 million), you
didn’t, but you had to notify the
government of what you were
doing; if you were under $50

million, you didn’t have to do
that, but the IRS was likely to
check up on you.

Wha...?Oncloser inspection,
it was not even that simple; the
rules were marvelously complex
as well as rigid.

You could raise prices, the
government advised, ona dollar-
for-dollar  cost pass-through
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basis. Or you could use a term
limit pricing basis under which
you could raise some prices
9% —provided the weighted
average of all your prices did not
rise more than 1.8% and pro-
vided your pretax profit margins
did not exceed the average mar-
gin of any two of the three fiscal
years ending prior to August 15,
1971, unless they were unprofi-
table years in which case. .. well,
you know.

And then came 1972, 2 record
housingyear, and record demand
for lumber and plywood. The
consulting firm exhaustively
surveyed the industry to find out
what happened.

Rinfret’s group found some
producers could raise prices 15%
with the Price Commission’s
blessing, some could raise them
8%, and some only enough to
pass through higher costs.

Industry response. Everyonc
could sell more wood than he
had, no matter which of the
mandated prices he charged. So
customers went begging.

This was not so enjoyable for
the lumber men asit sounds: No
one likes to make Jong-standing
customers unhappy. Allocating
lumberand plywood helped only
slightly, but at least it appor-
tioned the dissatisfaction.

Nor was that the end of the
problem for producers. Toward
theendof theyear, many of them

found they were making too
much money to satisfy the gov-
ernment’s rules: They had to re-
duce profits. In some cascs, Rin-
fret reports, they arranged merg-
ers with less efficient producers.
in others, they curtailed produc-
tion.

Supply shortage. The forced
profits squeeze quickly made it-
self felt in the marketplace. A
majority of the wholesalers and
retailers experienced sharper
shortages in November and De-
cember than during the earlier
part of the year.

Pricing was also a new experi-
ence. Since tier-one producers
were treated differently from
tier-two producers, and the nu-
merous tier-three producers dif-
ferently from the others, the
marketplace found itself dealing
with widely different prices for
the same product sold at the
same time and place.

Lumber and plywood price
spreads, which usually ran to a
minimal dollar or two per 1,000
feet before controls, widened
dramatically. Wholesalers told
Rinfret-Boston they had to deal
in spreads averaging $35 per
1,000 board feet for lumber, $37
per 1,000 square feet for
plywood. In rare cascs, the
spreads swelled to $100 per
1,000 feet.

Passing on inequity. Retailers,
of course, had the spreads deliv-

Familiar news from an unfamiliar locale

Buyers in South Africa have just
been told they can expect to pay
half as much again for new
houses this year.

The managing director of the
Trust Building Society, a hous-
ing finance group in Capetown,
predicted the price increase. The

official, A. B. De Wet, blamed
higher construction costs and a
trend toward greater luxury. An
average house in Pretoria, he
said, cost $30,600in February; it
cost $20,700 a year earlier.
—JOEL STRATTE
McGraw-Hill News, Capetown

B

e

ered to them with the lumber
and plywood; they reported dif-
ferentials averaging 333 for
lumber, $34 for plywood.

And the rules out of Washing-
ton did not allow pooling pur-
chases made at such different
prices and selling the goods at
some median price. Instead, the
spreads had to flow through to
the ultimate user. Homebuilders
making consecutive orders for
the same type of lumber might
be confronted with bills for $108
per 1,000 board feet on the first
order, and $145.800n the second,
even though the market had
changed not at all.

Next phase. The wilder price
disparities did not persist. In
January of 1973 came Phase
Three. The new rules generated
considerable confusion within
the industry, since no one was
quite sure what they meant, but
the general feeling was that they
allowed a freer pricing policy.
Some acted on that feeling.

The industry began to €asc,
for whatever reasons. The sharp
falloff in starts during the second
half [caused by the equally sharp
climb in interest rates) allowed
lumber prices to decline. The
dislocations caused by Washing-
ton then disappeared.

Now that controls are a thing
of the past, has Washington
learned anything? It would seem
so at first sight. The report
quotes John T. Dunlop, director
of the Cost of Living Council,
before the Senate housing sub-
committee on March 26, 1973:

iyage and price controls
which mandate artificially low
prices can, at most, have a tem-
porary effect in halting the price
rise, at the expense of market
distortions and apparent short-
ages.” —H.S.
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styling and workmanship blended
to create an entrance lock of
unequalled beauty and security.

WEISER LOCKS

DIVISION OF NORRIS INDUSTRIES

SOUTH GATE, CALIFORNIA
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Now every carpet of our new HERCULON® olefin
fiber must pass 19 rigorous tests before it’s approved

L ’ lk l .. for a HERCULON* IV label. Regardless of who man-

et S tﬂ a )()Ut ufactures it. New HERCULON gives you a multi-fac-
L] . .

t t \t eted cross section that enhances color brightness.

Carpe eb lllg. Built-in stain resistance and soil-hiding properties.

Plus inherent toughness. With such a great fiber,

14 H&H juy 1974 there’s no excuse for making an inferior carpet. Ever.
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So we're testing every carpet of o

HERCULON. Simulating long, heavy servic Trymg Specify carpet of stain-resistant
to soil, crush, tear and wear out the bea tyOl then

does the carpetwm url bel for HERAV ST For HEmm W
de tall dmf rmation on HERCULON, see Sweet's ©

Inter ﬁl O rite FberSM hand ising

Dept. 418, Hercule.s, Incorporat ed, Wilmington,

Delaware 19899, for a free 24-page booklet.
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NEWS/MANAGEMENT

Levitt and ITT deal: Don't look back! Someone’s breathing down your neck

Satchel Paige, the baseball great
ofyesteryear, used tosay, ‘‘Don’t
never look back; somethin’
might be gainin’ on you.” The
advice, it turns out, applies to
Bill Levitt and his effort to buy
his namesake company back
from ITT.

Levittseemed to have the field
to himself early this year, when
he announced the signing of a
letter of intent with the giant
corporation [News, March]. Both
parties agreed that only the Jus-
tice Department’s approval (the
sale being part of an antitrust
divestiture) was holding up
completion of the resale. The
deal was expected to close by
March 31.

Added starters, March melted
into April, however, and the deal
remained unconsummated. And
by May 31 it becameevident that
Levitt himself had some com-
pany as a bidder. It was learned
that ITT had been talking to at
least three other potential
buyers after signing the letter of
intent.

The list included one Samuel
]. Fountas, a builder-developer
who heads Equities Diversified
Inc. in Columbus, Ohio; Olin-
American, the housing subsidi-
ary of Olin Corp.; and another
corporate giant, Gulf Oil, whose
real-estate interests include the
new town of Reston, Va. [NEws,
Sept. '67 et seq.].

Down to the wire. Barring a
last-minute upset in the home
stretch, Levitt remained the fa-
vorite. His was the only deal firm
enough to go before the Depart-
ment of Justice for final approval
last month.

The two big corporate com-
petitors were admittedly far be-
hind: Said a spokesman for Gulf,
“We'll need a couple of months
to study the situation. “We're
looking but not talking.”

And Olin-American: "We
have had meetings and conver-
sations with ITT, but nothing
definitive yet.”

$70-million offer. Fountas was
another story, however. His at-
torney, James Simakis, also of
Columbus, said: “We offered
ITT $70 million for Levitt &
Sons, with$10 milliondown. It's
our understanding that we're
next in line if the deal with Wil-
liam Levitt falls through.

“It's our understanding that
our offer beats Levitt’s. His deal
apparently involves a down pay-

ment with terms, too.”

The Fountas bid was for vir-
tually all of Levitt & Sons, in-
cluding an inventory of vacant
land estimated at $100 million
in worth. Bill Levitt merely took
options on a “substantial part”
of the land bank.

“ITT talked about wanting
$30million downand relief from
allindebtedness related to Levitt
& Sons,” Simakis elaborated.
“That is an Alice-in-Wonder-
land price, especially in this
market.”

Un-balance sheet. “The ITT
men toldus,” Simakissaid, “that
Levitt & Sons’ total indebt-
edness was $195 million—and

First builder groups

With Missouri and Florida
builders associations leading the
way, the NAHB’s new home
owners warranty (HOW)| is off to
a running start.

The Jim Young Development
Co.of Kansas City, now building
a planned-unit project, became
the first concern to be registered
as a builder qualified to offer the
ten-year consumer protection
policy.

The Kansas City Home Build-
ers Assn., of which James R.
Young Jr. is president, organized
one of the first local home
owners warranty registration
councils to be approved by the
national organization. The
headquarters also approved
councils organized by the HBAs
of greater St. Louis, south Florida
(Miami) and Pasco County, Fla.

States’ approval. George C.
Martin, the former NAHB pres-

that’s mostly short-term debt.
Thatwould be aninteresting fact
to any buyer.

“Levitt’s book value is cur-
reutly in excess of $50 million.
Butourunderstanding is thatit’s
losing money. It wouldn't be dif-
ficult for that book value to be
cut materially in a year’s time.”

(Officials at ITT, questioned
separately, would not comment
on Levitt & Sons’ financial con-
dition or talks with Fountas.|

“Of course, if we bought in,
Simakis said, “ITT would have
to back us on the indebtedness
so that we could get financing.
There's no way we would touch
it otherwise.”

"

Bidder's motive. Why touch it
at all, given such figures?

“Fountas thinks he can turn it
around,” explained Simakis.
"He’sdone it before with smaller
companies. His analysts say it
can be done in a minimum of
three and a maximum of five
years. He thinks the problem is
that ITT overmanages it.

“Fountas is 39 years old and
wants to become one of the big-
gestbuildersin the country. This
deal gives him a crack at it. He
has a net worth of about $25 mil-
lion, and he’s willing to put it all
on the line to get there.”

At 67, Bill Levitt, don’t look
back. —H.S.

adopt NAHB's house warranty

'3

HOW's Biasuccr
Corporation’s first president

ident who is chairman of the
board of directors of HOW, told
a news conference in Washing-
ton that insurance commis-
sioners in Florida, Missouri and
New York were the first to ap-
prove the HOW warranty policy.
Theunderwriteristhe American
Bankers Co. of Miami.

New York’s approval, Martin

indicated, will be particularly
helptul in winning acceptance
for the program in the other 47
states. Martin predicted that
HOW would be operating in
every state by year’s end.

The first president of the new
warranty corporation is John W,
Biasucci (pronounced Bee-uh-
soochi), 35, who was executive
director of West Virginia’s state
housing finance agency.

Advisory panel. Mrs. Virginia
Knauer praised NAHB for creat-
ing a 15-member advisory board
to assist the HOW board.

Among those on the council
are Herman H. York, the New
York architect; Lloyd S. Bowles,
a Dallas savings and loan execu-
tive; Solomon Harge, consumer
protection advocate from Cleve-
land; Benny L. Kass, a consumer
lawyer in Washington, D.C. and
Mary Powers, a magazine editor.

First Mortgage Investors skips dividend after 96% profit drop

One of the oldest REITs in the
business has run into trouble. *

A 96% drop in profits had led
First Mortgage Investors to omit
its dividend for the fiscal first
quarter (April 30). Last year, the
big REIT paid 48¢ a share for the
first quarter. Earnings were 2¢ a
share this year versus 45¢ in the
like ’73 period.

Rise in costs. Jack Courshon,
the Miami mortgage financier
and chairman of FMI, blamed a
69% year-to-year jump in the
trust’s borrowing costs and a rise
in delinquencies (to $2.8 mil-
lion) on interest payments due
the company. Courshon attrib-

uted the delinquencies to the
record cost of money and “‘other
problems plaguing builder-
developers, including building
materials shortages.”

Lower rating. First Mortgage
also suffered a 36% drop in the
lines of bank credit available to
it during the quarter, from $417
million to $268 million.

FMI's credit rating has since
dropped: Standard & Poor’s
Corp. now rates the REIT’s com-
mercial paper A-3, down from
A-2, and its long-term debt BBB
instead of A. This shift would
tend toincrease the interest cost
of any new public financing.

Besides skipping the dividend,
Courshon reported, the com-
pany is negotiating a new $400
million line of revolving credit
with a group of banks, moving to
sell more than $50 million in
participating interests in exist-
ing mortgage loans and halting
new commitments for mortgage
loans. The trust’s main offices
are in Boston; its advisory firm
has headquarters in Miami
Beach.

*FMl is a first-generation REIT, organized
inMay 1961, shortly after Congress passed
the enabling Real Estate Investment Trust
Actof 1960. A second generation of nearly
150 REITs was organized in the late 1960s.
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Sanspray,

the beautiful altemanve

Sure, concrete and
masonry are OK. But &
you know what they
cost. Not to mention
howmuch troublethey are.

You have a beautiful
alternative. Sanspray®. A ply-
wood siding with decorative
stones bonded onto it.

Soyou can forget about
cement trucks or heavy pre-cast
panels. Sanspray is light and easy
for men to handle and install on
the job site. Sanspray panels cut
readily with a power saw andthey

go up easily with
aglue gunor
a hammer
& and nails.

Sanspray is durable. The
substrate is 38" exterior grade

plywood. (Sanspray Shadowline™

is bonded to %" plywood.) In
fact, it meets the requirements of
FHA/HUD and the major codes
for single-wall applications.
Sanspray doesn't need
finishing and is virtually mainte-
nance-free. (We're sure. We

@ U.S. Plywood
Division of Champion International

tested itin all kinds of climates
fortenyears.)

Sanspray comes in Regular,
Large and Jumbo size aggre-
gates. And Sanspray Shadowline,
which is aTegular aggregate
panel with vertical grooves
spaced eight inches on center.

It comes in eight rich colors.
Like Saltand Pepper, Gaelic
Green, Monterey Sand and
Tangerine.

So it gives you a lot of ways
to make a lot of things beautiful.

Homes for instance. (It sa natural
fora Tudor.) Townhouses and
condominiums. Stores and
shopping centers. Factories and

CIRCLE 17 ON READER SERVICE CARD

industrial complexes.
Medical centers and
hospitals. Schools and
universities.
Use it outside.As a siding,
skirting or facade. Or use it

inside. In lobbies, waiting rooms
and public rooms.

In fact, for just about any-
thing you want to make beautiful,
you should use Sanspray, the
beautiful alternative.

Find out more about it at
your U.S. Plywood Branch Office.

I.-/\'7ERI[JI\’

CLADOING BY

U.S. Plywood

777 Third Avenue, New York, N.Y. 10017
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Air conditioning at Winewooc

“I go back a long way with GE air
conditioning)' says Bill Cartee. “Began
with it ten years ago in my own home in
Huntsville, Alabama. And I have it in
my home here.

“You can see why I've learned to trust

GE. My experience has been
rewarding and I find in GE
the three things I look for in

a company: quality product,

dealer reputation, and service!'

Winewood Development, occupying
287 acres, is located two miles from the
steps of the Capitol at Tallahassee, Fla.
When completed it will contain between
1,500 and 2,000 luxury apartments, somg
300 of them condominiums.

Every apartment in the development
both garden and town house, will have
General Electric Air Conditioning. So wi
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elieve in taking chances.
is100% General Electric’

Bill Cartee, President & Ch: nrnnm nf th Board, T h(. Wmewcod Companies

the office building which will occupy 25 imately 1,500 standard and 400 De Luxe

acres of the development. splitsystem central air conditioning units.
“Here, too) says Bill Cartee, "I believe Winewood Development offers one

in going with the biggest and best"’ more example of how the General Electric

Winewood Development’s architect central air conditioning business keeps

is Joseph N. Clemons, A.L.A.; its consult- on growing. If you're not already a GE

ing engineer, Gulf States Engineering & dealer, there never was a better time to

Consultant, Inc., Tallahassee. And Wine- become one.

wood is served by Central Heating We mean business. For both of us.

Consultants, Inc., who will install approx-

GENERAL @3 ELECTRIC
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NEWS/POLICY

The President’s $10-billion rescue of housing: a shot in the arm, not a cure-all

President Nixon's response to
cries Do something for hous-
ing”’—a $10.3-billion program to
aid the middle-class mortgage
sector—was about what the
thrift institutions and the
homebuilders expected.

The program represented a
short-term step that the Admin-
istration could take to get
through the summer: The Pres-
ident’s men expect to see inter-
est rates decline a bit next fall,
and they believe the housing in-
dustry’s distress will ease.

Experts say that about all that
can be expected of the latest
move is that it could help keep
starts this year from dropping
below 1.6 million, a figure that
has been the standard forecast
since January 1.

Confidence. At the White
House briefing for the new pro-
gram, Housing Secretary James
T.Lynnwasasked if the plan was
“aimed more at middle America
than any other sector.”

Lynn replied: “I think that is
a fair statement.”

The overall impact, the secre-
tary added, “will be to restore
confidence to the people who are
providing housing and who are
seeking better housing.”

At the background conference
later the same day, Lynn ex-
plained:

T talked with some builders
earlier in the week, and the ad-
vice we received was that even
with construction loans a prob-
lem, and with interest rates
some problem, the greatest
problem was the supply of
money . . . They assumed the
demand was there. Most also
said our FHA interest ceiling
should be less than 9%.”

Congress. The next action in
Washington is likely to be legis-
lation—an omnibus bill or some
sort of emergency mini-bill to
keep operating programs going.
At the time the President acted,
the House Banking Committee
under Chairman Wright Patman
was hurrying to finish its version
of a housing hill.

The $10.3-billion package’s
main innovation is an interest
subsidy toprovide lowerrates for

100,000 buyers who will pur-
chase houses with conventional
mortgages.

That program, operated by the
Federal Home Loan Bank Board's
mortgage corporation, enables
savings and loan associations to

offer buyers mortgages at 83 %.
The S&Ls “knocked down the
doors’ as one Bank Board source
noted, to sign up for $1 billion
of mortgage commitments dur-
ing the first four days they were
available.

Ginny Mae. The President’s
rescue package also included an
addition of $3.3 billion in au-
thority for the Government Na-
tional Mortgage Assn. (Ginny
Mae) to buy 8% FHA-VA mort-
gages. But before this money
could be sought, lenders were to
use up Ginny Mae’s authority,
granted in January, to buy $3.3
billionin 7% % mortgages. Some
$1.6 billion of that money was
still available when President
Nixon’s program was an-
nounced.

Another $4 billion was offered
to the S&Ls at an interest rate
¥2% less than the Bank Board’s
cost of borrowing the money,
and the interest ceiling on FHA
and VA loans was raised to 83% %
from 8% %.

Respect for budget. This fi-
nancial package is easy on the
President’s budget, one of the
prime considerations specified
by the White House when Pres-
ident Nixon's aides got their in-
structions to pull something to-
gether in a hurry.

Concern over the budget im-
pact of the package delayed
Lynn's appearance before the
House appropriations subcom-
mittee byseveral weeks, since he
had to justify the department of
Housing’s own budget requests

for fiscal 1975. But the $10.3-
billion program is expected to
havesoslight an effect that Lynn
declined to estimate what it
might be.

Lynn did ask the Congress for
$200 million more than was
sought in his January budget re-
quest for fiscal 1975—bringing
HUD’s new appropriation re-
quest to $5.3 billion, Still an-
other $100 million was asked for
the President’s disaster relief
fund, bringing that up to $200
million.

The $200 million increase is
for continuation of urban re-
newal and model cities programs
that would be folded into the
new Better Communities Act,
the President’s special revenue-
sharing proposal now being
reworked by the Congress.

More bureaucrats. The Office
of Management and Budget also
gave way to Lynn’s request for
more help, a markedswitch from
the January request that would
have cut HUD's bureaucrats
back by 1,000. Now Congress is
being asked to approve a total of
15,656 employeesforfiscal 1975,
up 1,500 over the number asked
in January.

About half of the new men,
750, go to Assistant Secretary
SheldonLubar’s housing produc-
tion and mortgage credit shop,
including FHA, and another 574
gointo community planning and
development.

Lynn told the committee that
with “the current trend in mar-
ket rates, the prospective in-

Houses by thousands for Puerto Rico:
$2,500 buys three-bedroom modular

Two thousand houses made of
asbestos and cement are being
imported into Puerto Rico and
are scheduled for occupancy two
months after delivery.

Housing Secretary Jose Enri-
que Arraras told of the imports
at a ceremony aboard a vessel
which delivered the first 600 of
theunits. The houses, consisting
of prefabbed sections of a modu-
lar assembly, were manufac-
tured by the Eternit Pacific Co.
in Cali, Colombia.

Each house has three bed-
rooms and will sell at about $2,-
500. Arraras said the buyers will
be poor families that will pay off
their purchases at $15 to $20 a
month.

Seven hundred more units
were due July 1 and another 700
are to come in August.

Arraras said the dwellings are
almost indestructible. They re-
place wooden units built earlier
by the Puerto Rican housing
department. The wooden units
arenow tooexpensive torebuild,
he said.

The total cost of the 2,000 as-
bestos houses is $5,000,000, and
another $5,000,000 will be re-
quired to build concrete bases for
them. The government will pay
for the bases and the land.

The Colombian manufacturer
is represented in Puerto Rico by
Dura Homes.—EARL COPELAND

McGraw-Hill News, San Juan

crease in the FHA mortgage
limits, the anticipated heavier
tandemplan activityand Lubar’s
efforts to revitalize FHA, we
could have (mortgage) applica-
tion receipts of 861,000—over
200,000 more than budgeted (in
January).”

Scene in White House. The
trigger that finally moved the
President to help the mortgage
market was the drain of funds
from the savings and loans as the
prime bank lending rate soared
toward 12%. Lynn pointed out
that rising interest rates late last
fall and winter had triggered
President Nixon’s adoption of a
new tandem plan in January. “It
seemed to the President that it
was time again to take action,”
Lynn said.

It took White House aides 2%
weeks to pull the package to-
gether and get President Nixon’s
approval.

On Tuesday, April 23, the
President talked for two hours to
his economic aides. The threat
tohousing ““was the center of our
focus,” Treasury Secretary
Simon said later.

The next day the President
saw a smaller group that in-
cluded the cost-of-living chief,
John Dunlop. It was then that
President Nixon laid out the
kind of program he wanted.

On the following day, Pres-
ident Nixon told the Mississippi
Economic Council in Jackson
that he would announce new
programs in about two weeks to
stimulate housing.

NAHR's role. On Friday, April
26, the President called in Lynn
and other officials to discuss
specifics—including an analysis
and some details submitted for
this session on a couple days no-
tice by the National Association
of Home Builders.

On Tuesday, April 30, Lynn
and other officials met in the
Cabinet room at the White
House to get the program and
President Nixon’s statement in
shape for the President.

The next weekend, Lynn and
Economic Adviser Herbert Stein
were still wrestling with the de-
tails. The following Friday, May
10, the program was announced
and explained at a White House
news briefingby Lynn, Lubar and
Chairman Thomas Bomar of the
Bank Board. —DonN Loomis

McGraw-Hill World News,
Washington
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While building in Peachtree City, Ga,,

Ryland Homes' needed a supplier

they could counton. ErA
So they chose Georgla <=-' IﬁC becouse”f i
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Inside, outside. All arc
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pen!

the house.

Whatever you need, wherever you need it,
you can rely on Georgia-Pacific.

Just ask Ryland Homes. They re building homes in
Peachtree City, near Atlanta, Georgia, using G-P

products from the ground up. And with 130 distribution
centers nationwide, G-P can act as your one-stop
shopping center for just about any basic building material.
See us for Dimensional Lumber. we carry
a good inventory of dimensions, species and grades.

See us forunderloyment,either plywood or
particleboard and we’ll pass on a few hints about
installation that can save you time and labor. See us for
Sound Sysfems and take advantage of our %"
Gypsum Sound Deadening board and Firestop*®
gypsumboard. They can give you excellent STC ratings

at a lower cost per thousand sq. ft. of wall area. See us for
Renaissance piywood paneling* * for an antique look in
a brand new room, or Et@rnawall colorfut vinyi
surfaced gypsumboard for easy-to-clean walls. See us for
Moldings, especially G-P's new Vinyl Shield* molding
(PVC) that nails, staples, paints and miters easily. See us for
Sldlng We've got all kinds—from plywood to

hardwood to solid lumber to economical Cladwood™
siding. And we've got them in a variety of textures,

patterns and prices.

For more information, check your Sweets Catalog. Or

give your Georgia-Pacific sales representative a call.

He'll help make things happen for you!

*+gimulaled antique finish plywoad ¥ " ***Simulated woodgrain finish plywood %

GeorgiaPacific &
The Growth Company

Portland, Oregon 97204
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NEWS/POLICY

Had enough of No Growth?...The NAHB says: Try Sensible Growth instead

Sensible Growth has been a
catch phrase at NAHB for
awhile. Now it’s becoming a
program for action as well.

The project began to take
shape at the spring directors’
meeting as an organized push to
resist the no-growth campaign.

An active counterattack
proved to be a popular idea with
the directors at the Washington
meeting. They voted a $390,000
war chest for the counteroffen-
sive, and there was even an at-
tempt to raise the fund to at least
$500,000. That effort is likely to
re-emerge at the fall session.

What will the directors get for
the money?

Thedetails are far fromset, but
the broad outline is becoming
clear. Essentially, Sensible
Growth will be a two-pronged
offensive: It will support law-
suits against the most aggressive
no-growth tactics on the one
hand, and on the other mount a
nationwide educational pro-
gram. The information effort
will seek to convince the public
that new housing and environ-
mentalism can and must coex-
ist.

Fighting. The legal action is
already well under way. The
NAHB has been supporting pro-
builder actions in such widely
separated communities as Peta-
luma, Calif.; Boca Raton, Fla,;
Kansas City; and Fairfax
County, Va. The association
spent $200,000 on litigation last
year, and it seems likely to spend
as much this yearunder Sensible
Growth,

This financial support will
continue and even expand, but it
will necessarily remain selec-
tive. There are too many court
cases emerging across the
country to allow NAHB to back
any but the strongest or those
with the greatest significance.

And teaching. The educa-
tional aspect of the new effort is
still largely unformed. Partly,
that’s because there’s so much
the public and the environ-
mentalists—and the building
industry—still have to learn
about the interaction of envi-
ronment and construction.

“"There is a multitude of argu-
ments to be articulated,” ob-
served Duane Searles, NAHB's
first full-time staffer for Sensible
Growth, as the directors’ meet-
ing drew to a close.

That multiplicity makes it
hard to know where to begin.

Planning. The nine-member
committee directing the Sensi-
ble Growth effort has been grap-
pling with this and other prob-
lems since the May meeting,
where the nine got together as a
group for the first time [see box).
They gathered again late last
month to compare notes and
confer on strategy, and the pro-
gram'’s direction should become
clearer during the balance of the
year.

The NAHB leadership seems
to have high hopes for the new
venture. Certainly, the directors
envision making it a permanent
part of NAHB. President Lew

Cenker told them in Washing-
ton:

““We face a long-range struggle
on land use and litigation as well
as a short-range struggle . . .

“In it there will be no substi-
tute for reaching the general
public with our message . . .

““We know there is no irrecon-
cilable conflict between the
housing industry and the de-
fenders of the environment . . .
We must work together to reach
asolution, and Sensible Growth
is a banner under which coali-
tions are possible with the allies
we must have in the struggle to
educate the public . . .”

$5-million drive. Cenker even
envisions an independent exist-
ence for the Sensible Growth
movement.

“I want to endow our educa-
tional effort with a permanent
income of $200,000 to $300,000
a year," he said.

"Now, we don’t have the
money to do that ourselves, but
there are associated industries
thatdo, and we’ll be approaching
the wood products industry, the
mortgage bankers and others to
help us raise the $5 million or so
it will take to fund it ... They
have an interest in this too.”

—H. S.

Builders find scant help in Congress on inflation or rates

Every year NAHB’s board of
directors pauses duringits spring
meeting to make a lobbying
march on Capitol Hill. From all
accounts this year's effort, late
last May, was the biggest and
best organized ever, and it dwelt
on two major topics:

High interest rates and infla-
tion.

The response from Congress
was less than reassuring.

“Those two problems are just
killing us,” said Dennis Dean, a
director from Houston, Tex.,
after coming back down Capitol
Hill. “The congressmen we
talked to wanted to help, but
theysay, ‘What canwe do?’ They
feel as helpless as we do.

"Meanwhile, there just aren’t
any buyers, and it's driving
people out of the business. We're
losinga lot of gopod NAHB mem-
bers because of these hard
times.”"*

Similarly desperate senti-
ments were echoed by most of
the directors interviewed.

Builder Vondal Gravlee of
Alabama, a long-time confidant
of Chairman John Sparkman of
the Senate housing subcommit-
tee, disagreed with the popular
assessment of reaction to the
lobbying effort, however. ‘I
don’t think that’s typical of Con-
gress as a whole,” Gravlee in-
sisted.

Legislation. The directors
found prospects mixed for hous-
ing legislation.

For example, there are two
versions of an omnibus housing
bill in Congress, and NAHB has

*The NAHB membership was still hold-
ing strong at 75,500, an all-time record,
late last month.

24 H&H jury 1974

DIRECTOR GRAVLEE
Warns on land-use bill

ViICE PRESIDENT NORMAN
Assesses legislative outlook

been pushing hard for the Senate
version. But here’s NAHB Vice
President Mickey Norman'’s as-
sessment after talking for two
hours with Representative
Wright Patman, chairman of the
powerful House Banking and
Currency committee:

““The Senate version is not ac-
ceptable to the House. The
House bill is the one most likely
to pass.”

As for the Emergency Housing
Finance Act, heavily favored by
NAHB and other housing in-
dustry advocates, Norman had

this succinct comment:

“There will be no emergency
mortgage credit act.”

Other bills. Some directors
who had suggested selective
reinstatement of wage and price
controls said they got no dis-
cernible reaction to the idea.
They felt that such lack of
response indicated that controls
are indeed dead for the foreseea-
ble future.

There was more optimism at
the directors meeting about de-
feating proposed land-use legis-
lation. Typical comments:

From Gravlee: “I don’t think
the present land-use legislation
expresses the intent of Congress.
The people we talked to mostly
didn’t realize (its implications).”

From Vice President and Trea-
surer John Hart: ““The feedback
suggests this bill can be de-
feated.”

Warning. Other legislation
that is nearly ready to come to
a boil concerns tax reform. It
could have important effects on
construction writeoffs, deduc-
tions and rules governing accel-
erated depreciation.

Some directors felt the Water-
gate paralysis would prevent
passage of tax reform this year,
but no one seemed willing to
dismiss the prospect altogether.

After talking to Repre-
sentative William Archer of the
Ways and Means Committee,
which considers tax legislation,
Director Dean warned:

"We can expect tax reform
that will really rape us. I asked
what we can do about it, and [
was told the only solution was
to get in touch personally with
each Ways and Means commit-
teeman.” —H.S.




Inside and outside, Homasote is a different

Finished ceiling:
White vapor barrier
vinyl,

form of wood decking that makes sense!

Homasote Easy Ply® Roof Decking provides a
tough structural base for finish roofing, weather
resistant thermal insulation and vapor barrier
finished ceiling —all in a one-step application.

Made from multiple plies of Homasote Structural
Building Board, Easy Ply® Roof Decking is

available in thicknesses for rafter spans up to 60"
o.c. The “k’ value is up to 114% better than the
“k’ value of wood and our vapor barrier is

bonded to the ceiling faceside where it belongs-
to resist moisture penetration into the deck itself.

( odwTams nEcYELED MATERIALS )

_ORE WmgRE) PLACETI More than 65 years of technology for bullding and ecology.

A choice of factory-applied film laminates, gives
both exceptional vapor barrier protection and

a beautiful, decorative, finished ceiling. The 2'x8'
(nominal) panels are finished with T & G on the long
edge and are easy to handle, cut and shape.

When it comes to value in Building Products,
builders have recognized Homasote for over 65
years as a different form of wood that makes sense!

For product information and literature,
contact your local Building Supplies
Dealer or write: The Homasote Company,
Box 240, West Trenton, N.J. 08628
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THE MOST
BEAUTIFUL THING
NEXT TO OUR CABINETS
IS OUR PRICE LIST.

Aniangle Pacific No matter which of

e our many lines you choose
for your job—from our
custom quality line to our
most economical one,
you'll be getting the best
value in the cabinet
industry. As well as the
best designed, most solidly
= built cabinets.
PG LiST 5 To find out how we

| can give you more without
wme) charging you more—and
how we can guarantee prices now on cabinets to be
delivered in the next six months, call or write us today.
Better value is another reason being the

biggest makes us better to do business with.

B

A‘rlangle Pacific
Cabinet Corp.

4255 LBJ Freeway,Dallas, Texas 75234,(214) 661-2800
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NEWS/POLICY
West Coast builders ﬁnd a lot to talk about: copmg Wlth regulation

No-growth, environmentalism
dlld consumer Atlvot.ates aren’t
going to go away, so builders
had better learn to live with
regulated growth.

If there was a theme at the
16th annual Pacific Coast
Builders Conference, held June
4-7 in San Francisco, that was
it.

Lewis Cenker, president of
the National Association of
Home Builders, cautioned that
“ifareconciliationisnot reached
between environmentalists and
members of the general business
community as relates to growth,
the day may not be far away
when only families with annual
incomes of $35,000 or more will
realize the dream of home own-
ership.”

Land use. California State At-
torney General Evelle J. Younger
told builders that land-use bills
are inevitable on both the na-
tional level and the California
level.

He warned that if the in-
dustry takes an “ostrich’s head-
in-the-sand” attitude toward
proposed legislation, “then you
are \likely to end up with the
worst possible restrictions. If
you join in the effort to write
effective bills, you won’t be out-
squeaked by the other wheels,
and you will probably get
land-use controls you can live
with.”

Younger reminded California
builders that when they failed
to support moderate legislation
for coastal controls, in 1970 and
1971, “the outraged conserva-
tionists then put together Prop-
osition 20. And on election day,
four million Californians voted
to ‘save the coast.””

A major environmental bill
now under consideration in
California would create a nine-
member state land-use plan-
ning commission. A second ap-
proach would move toward a
more unified, over-all state en-
vironmental management, a di-
rection favored by the attorney
general’s office.

Regional regulation. On the
other hand, at least one speaker
argued with some authority
that such regional government
planning may not be the best
way to rational growth policies.

Robert Hawkins, consultant
and former chairman of the
Governor’s Task Force on Local
Government, located in Sacra-
mento, said builders are wrong

CBC’s CARNINE
Taking over as president

in believing it will be easier to
deal with larger government
bodies. Tired of delays caused
by dealing with many agencies,
some builders want regional
government.

“Larger regulatory bodies
making land-use decisions will
increase costs to builders in the
long run,” Hawkins declared.
He said the Task Force found
that local communities operate
more economically, more effi-
ciently, and are more respon-
sive than larger units of gov-
ernment.

Legal considerations. Haw-
kins also suggested that build-
ers should rely less on shaping
legislation and more on assert-
ing constitutional rights, as the
industry did in the lawsuit in-

PCBC’s GENTRY
The other president

volving the ‘“Petaluma Plan”
[News, Dec. '73].

Attorney Marvin Starr, Berke-
ley, said that whether the Peta-
luma case stands on appeal or
not, itwill “get the definition on
the table” in regard to private
property and its relationship to
the community.

In one seminar, speakers
urged full disclosure in mer-
chandising and marketing of
projects, and a quick response
to demands for customer ser-
vice.

“Caveat vendor.” Then U. T.
Thompson IIl, Newport Beach
attorney, advised builders to
follow the rules of full disclo-
sure and to inform and properly
supervise salesmen. He warned
that uninformed salesmen will

Certain-teed halts financial support
of Valley Forge, its land subsidiary

“Certain-teed has made the de-
termination that it shouldn’t be
in the real-estate business.”

Thatwas how a spokesman for
Certain-teed Products Corp., a
diversified manufacturer of
building products, summed up
recent developments at the
company and Valley Forge Corp.
[VEC), its 71%-owned land-de-
velopment subsidiary. Both
companies have headquarters in
Valley Forge, Pa. Valley Forge
reported a loss of $2.9 million for
1973, and an additional loss of
$1.7 million in the first quarter
of this year.

Credit problems. Valley Forge
stated more recently that it was
undertaking discussions with its
major creditors for the purpose
of meeting current cash needs.

The Wall Street Journal
meanwhile, reported that sev-
eral land transactions had in-
volved VEC officers in possible
conflict-of-interest situations.

Moody’sInvestors Service Inc.

has lowered its earlier and favor-
able rating of Certain-teed’s
commercial paper, primarily be-
cause of the surfacing problems
at Valley Forge. A spokesman for
Certain-teed called the action
“unwarranted” and said the
company had back-up lines of
bank credit supporting the paper
and equal to 140% of the total
$60 million outstanding.

Exit. After advancing $10.4
million to VFC in the first
quarter, Certain-teed said it had
decided to refuse further finan-
cial support. The company also
set up a reserve of $27 million to
cover possible write-offs of up to
all of its investment in Valley
Forge.

““The rest of Certain-teed is in
agrowthperiod,” the spokesman
said, “but the losses at Valley
Forge erode our overall earnings
picture. We feel we have better
investment opportunities for
our limited capital in our other
businesses, such as fiber glass.”

start to express “‘opinions’ to
prospects, and the salesmen’s
exuberance may lead to legal
action.

“From the legal viewpoint,
there is no more caveat emp-
tor,” he said. ““The burden is on
the developer. It is caveat ven-
dor.”

Thompson went on to say
that courts in many states are
relying on implied warranties
in taking action against build-
ers. In California, however,
courts skip warranties, which
involve contractual respon-
sibilities with the first owner of
the house, and godirect to court,
based on product liability. Sub-
sequent owners may sue under
this doctrine, though they never
dealt with the builder. Even la-
tent defects which show up after
several years may be a cause for
such action.

Larger view. Commenting on
the twin ills of recession and
inflation, Senator Lowell
Weicker (R., Conn.) said hous-
ing markets didn’t start disin-
tegrating with high interest
rates, but did so when some
politicians, citing a few public
housing failures, convinced the
public that “we should retreat
from our goal of a decent roof
over every American’s head,”
and shut down federally subsi-
dized housing programs,

The senator continued, “Yes,
Iknow the pinch that’s on today
in housing is caused by higher
interest rates, but today was de-
termined by a hundred yester-
days of narrowing America’s vi-
sion.”

PCBC elections, The Confer-
ence, sponsored by the Califor-
nia Builders Council (CBC), at-
tracted some 6,000 builders,
suppliers and wives. CBC is the
state affiliate of NAHB.

CBC elected as president Syd
Carnine, a principal of Alscot
Development Co., which is
based in the Mission Viejo area
of southern California. He suc-
ceeds Barry Scherman, who is
vice president of the Hofmann
Co., Concord.

The new president of the
Conference is George Gentry, a
principal of Gentry & Watts De-
velopment Co., San Diego. Out-
goingpresidentis Ray Lehmkuhl
of the Ray Lehmkuhl Co,, La-
fayette.

—JENNESS KEENE
MecGraw-Hill World News,
San Francisco
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Aggrepoara Aggrenoarars

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

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

AGGREBOARD.

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

or pre-cut to custom shapes.

333 Hamilton Boulevard.

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

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

TR IV e e RS L YA
-

And this.
Your choice of 3" DF graded exterior,
plywood; 2" Structasote 460 thermal in-
sulation board (R = 1.0), termite, rot and
fungi protected; V4" thick fireproof as-
bestos board, or insulated asbestos board

panels in a variety of thicknesses and in-
sulating cores.




Kohler hasa color to please,
a design to pamper every taste.

Original colors, original designs  With bath ideas like these: (A)

. Man’s Lav shampoo & groom-
let you transform any bath into a it center. Tn Tioee Ll (B) 6

personalized retreat.  Caribbean tub in Black Black.

R '

oA
o r' (_ﬁ‘ i v
. EwEN.




(C) Lady Vanity shampoo cen-
ter and baby bath. In Fresh
Green. (D) Rondelle lavatory,
shown in New Orleans Blue.

(E) The 20" deep Steeping Bath.
In Sunflower and 13 other
colors. (F) The Bath in Pink
Champagne. 514" x 7’ of bath-
ing luxury. (G) The Birthday
Bath in Antique Red with ball
& claw feet in gold electroplate.

For more
great bath ideas
with great sales

appeal write,

BCIX HX’

Kohler Co.,
Kohler, Wis.

‘ 53044
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LOOK AT THAT CONSTRUCTION,
SON .

Aoor JosTs 16"

ON CENTER..

MY SPAN COMPUTER
SAYS YOU CAN USE
2%I10"s 24" ON
CENTERS FOR FLOORS.

There just may be things you don't know about floors.

For instance: There are
three ways-at least-that
you can save money

on floors.

In the past, you may have been over-
building simply because you didn't
have the product information at hand
that showed more economical
alternatives. But, today, with rising
costs and stiff competition, every
dollar counts. So where can you cut
back to save money? Framing.
Foundations. And even floors.

Let's say you're building a 1440-
square foot home, 24’ x 60’, and you
plan to use No. 2 12-foot 2x10 joist
spans, 16" o.c. You can save money,
and get the same floor stability by
using less expensive grades of
Western Wood lumber—or by using
the newest building techniques. For
example, you can install the same
joists on 24" centers and get more
than adequate floor loading and
deflection factars. You'll save on
labor because there are about s less
joists to install. And you'll reduce the

lumber you'll need by about 600
board feet.*

Or, you can order No. 3 instead of
No. 2. You'll still get more than
adequate floor loading and deflection
factors. And you'll save on the cost

of lumber too.*

Or, you can install No. 2 of another
species 24" on center. Once again
you'll get the stability you need.
And you'll cut labor costs, and save
on lumber—because you'll use a
lower cost species, and less of it.*

These are just three alternatives
which meet or exceed most code
requirements. A Western Wood span
computer can give you even more
options. The pocket-size computer
provides an instant readout to
determine grade/species or size/
spacing combinations you can use
to meet clear span requirements.



|T'S THE ONLY WAY TO

COMPUTERS HAVE
CAUSED THE
GENERATION GAP.

SON , WHAT DOES OUR.
COMPUTER sAaY ABOUT
WALLS 2

\

Usually, it can help you reduce E N N R N R R R NN R R M R N R M S R R S
framing lumber costs per square foot
of floor area, and allow a savings on

joist unit costs.

Span Computer $1/Free Literature
Free data file includes A NEW LOOK
AT WOOD FRAMING which shows
why many of today’s most suc-
cessful builders use Western
Wood framing; CATALOG A,
PRODUCT USE MANUAL—

a guide to use selection of

Gentlemen:

Please send me the following:

[J Free Data File.

[0 Span Computer (| am enclosing $1.00)

Western Wood, and MOD s AR

24 BROCHURE—a com- FIRM

parative cost study

with technical data on / ADDRESS

24-inch framing. Span

computer quickly fig- CiTY STATE zip

ures span spacing, (4 =
and loading of Western

lumber joists, rafters, and beams.
Send the coupon for your span
computer and free literature today!

[ Please have representative call.

—

*\® Depl. HH-774, Yeon Building, Portland, Oregon 97204

*Examples based on No. 2 Douglas Fir/Larch, No. 3 Douglas Fir/Larch, and No. 2 Hem-Fir.

i o] 1 Ameri Wood Council.
There are many other alternatives. ne of a series by members of the can Wo



NEWS/POLICY

Corporation for Housing Partnerships turns to single-family building

For the 270 investors in the Na-
tional Corporation for Housing
Partnerships, 1973 was their best
year. But the word from the cor-
poration’s management is that
it’s not likely to happen again,
ever.

The tax losses generated for
those who became partners in
the enterprise back in 1970
reached a cumulative total of
$33,436 per investment unit at
the end of 1973—equal to 89%
of the 837,500 investment the
partners had paid in to that point.
Since then, the rate of return has
dropped a bit as a result of an-
other call for §15,000 per share
in January 1974.

The record tax loss of $14,-
110,000 for 1973 won't be
equalledin 1974, and will in fact
be below the $7,384,000 for
1972, according to Chairman
George W. DeFranceaux.

“We will have about the same
amount of units under con-
struction this year and about the
same number of commitments
for new units,” DeFranceaux
predicts. But as to the pass-
through of tax losses in 1973, he
adds, “we’ll never be able to do
that again.”

The big freeze. The corpora-
tion is now feeling the impact of
President Nixon’s housing
freeze, which turned off the sec-
tion 236 subsidies for apartment
building in January 1973. The

New safety standards

The Consumer Product Safety
Commission will set mandatory
safety standards for archi-
tectural glass products, includ-
ing shower enclosures, interior
and exterior doors, fixed-panel
patio doors, storm windows and
doors and windows.

The new safety glazing stan-
dards will apply to glass struc-
tures in all residential con-
struction, schools and recrea-
tional facilities. .

The commission published a
notice in the Federal Register
late in May soliciting “offerors’’
to write standards. If the com-
mission determines that none of
theofferorsis qualified under the
Product Safety Act, which man-
dates a direct consumer contri-
bution to the standards-writing
process, the commission itself
will develop the standards.

A spokesman for the National
Association of Home Builders in

program had been the main rea-
son for NCHP’s existence. The
corporation was created to at-
tract private capital as the seed
money for new housing for poor
families.

During 1972, the corporation
entered into commitments for
59 projects totalling 9,042 units.
Commitments were made on
only 32 projects with 4,380 units
in 1973, however, and DeFran-
ceaux says that’s about the level
of business he is projecting for
1974.

Section 236 projects in the
pipeline at the time of the freeze
carried the corporation through
last year, generating maximum
depreciation and tax losses. At
the same time, the corporation
deferred calling up additional
subscriptions, and turned to
commercialloans and sales of its
equities in local projects to pro-
vide the cash to carry on opera-
tions and carry the overhead.

NCHP’s DEFRANCEAUX
A change in direction

Into house market. The cor-
poration is now moving gingerly
into the financing of single-fam-
ily housing for sale. This, too, is
a method of making profits that
would generate the cash flow to
carry the overhead. Sales hous-
ing accounted for about 3% of

HOUSING PARTNERSHIPS’ ACTIVITY

1972 1973
Completed or under development at 116 projects 141 projects
end of year 19,400 units 22,000 units
Commitments entered into during 59 projects 32 projects
year 4,380 units
Programs used as % of total units End 1972 End 1973
Section 236 52% 63%

Section 236 with state agencies

Washington says it will study
the announcement before it de-
cides whether or not to become
an offeror.

Wide authority. Under the
safety act, passed by Congress in
1972 to reduce product-related
deaths and injuries, the com-
mission assumed jurisdiction
over 11,000 product categories
ranging from sun lamps and
matches to sporting equipment
and television sets. Its authority
also extends to such structural
features as stairs, ramps, land-
ings, doors and glass.

According to the National
Electronic Injury Surveillance
System, which collects data
from 119 hospital emergency
rooms around the country, ar-
chitectural glass rates tenth on
the frequency/severity index
covering 369 product categories.

Lastyear the Consumer Safety
Glazing Committee, an ad hoc

2 i1

group representing manufac-
turers, glaziers, unions and other
interested organizations, peti-
tioned the safety commission to
set mandatory safety standards.
The commission accepted.

Safeguards. The commission’s
technical experts say the new
standard will be a performance
standard. Commission engi-
neers cite these ways architec-
tural glass can be made safer.

® Thermal tempering; al-
though this could apply only to
new installations because the
glass must be cut before temper-
ing. Many states now require
this, the commission notes, and
it is the least expensive method
for rendering glass more resis-
tant to breakage and shattering.
According to one estimate, ther-
mal treatment on a mass-
production basis would add $8 to
the cost of a storm door and $20
to the cost of a patio door.
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the units completed or under
construction in 1973, but De-
Franceauxexpectsthistobe 10%
or more this year. Two develop-
ments are under construction in
the Washington-Baltimore area
and two other deals have been
made in RhodeIsland and Salem,
Ore.

The corporation has been
looking at some condominium
proposals but hasn’t done one.

“We'd take it only if we could
provide low-cost housing,” De-
Franceaux says.

Section 23, DeFranceaux says
the corporation is hopeful—but
not confident—that the Admin-
istration’s section 23 leased-
housing program will fill the gap
in the corporation’s operations
left by the termination of section
236 subsidies. “We may start
processing some section 23 ap-
plications,” he says, “but we're
not likely to see any other con-
struction this year.”

Instead, the corporation ex-
pects to be dealing more and
more with programs either fi-
nanced or sponsored by state
housing agencies. Section 236
units sponsored by state agen-
cies accounted for 11% of the
corporation units completed or
under construction at the end of
last year; another 63% of the
total was in section 236 units
with other sponsors and devel-
opers. —D.L:

on the way for glass in all residential structures

® Lamination. The commis-
sion's experts say this process is
substantially more expensive
than tempering, since it would
require bonding thin sheets of
glass on either side of plastic.

e Wired glass. This process is
already widely in use in some
public buildings. It not only pre-
vents “sliding in place,” but
vandalism as well.

® Substitution of certain
structural plastics, such as
acrylics and polycarbonates, for
glass. Acrylics scratch easily,
however, and the polycarbon-
ates have a tendency to discolor.
Both are nearly double the cost
of glass.

® An increase in the
thickness of glass. The draw-
backs, say the engineers, are in-
creased weight and cost.

—SUSAN MEYER
McGraw-Hill World News,
Washington
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Housing Bookcenter offers:

business books to ease your workload:

The key to increasing after-tax profits from real estate . . .

FEDERAL INCOME TAXATION
OF REAL ESTATE
Text and Forms

By Gerald J. Robinson

Now, you can have all the answers in one,
convenient, fully-indexed volume! Federal
Income Taxation of Real Estate focuses
strictly on the tax consequences of real es-
state ventures. It contains specific examples
plus proven tested forms covering residen-
tial real estate, the landlord and the tenant,
mortgage and other financing as well as sales,
exchanges, and conversions. An indispensa-
ble information source, this one volume
offers the complete, authoritative, up-to-date tax guidance you've been
waiting for. Check order form below.

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

For the very first time, virtually all the
banking and financial tables for commer-
cial loans, mortgages, bonds, stocks, con-
sumer credit, simple interest, compound $47.50

interest, effective rates, compound growth, discounts, present worth,
sinking funds, annuities, payments, price, yield, cost, rate, value, and
balance. Each table contains a step-by-step example illustrating how to
use that table. There is no other work like it on the market today!
Check order form below.

3 A must reference for anyone active in
oy any way in the condominium field . . .

MODERN CONDOMINIUM FORMS
By Melvin Reskin and Hiroshi Sakai

If you are now working in, or want to enter

Modern Condominium Forms will show you
how to handle all the complex legal and
practical aspects of the condominium today.
The forms in this essential work are drawn
from actual situations and cover every

facet of condominiums. There are over 500
pages of forms for fee, leasehold, and conversion projects — all presented
in convenient looseleaf format for easy reference. The important checklists
tell you what your own responsibilities are plus what others must do, thus
minimizing errors of omission. A dynamic, practical working tool and
guide, there is absolutely no other book like Modern Condominium Forms
available today! Check order form below.

$39.50

the growing, lucrative field of condominiums,

BANKERS HANDBOOK OF
FEDERAL AIDS TO FINANCING

Compiled and edited by the edi-
tors of The Real Estate Review
and The Real Estate Law Journal
under the direction of Alvin L.
Arnold

A comprehensive guide to govern-
ment programs offering financing
aids to individuals, business and nonprofit organizations. Invaluable ref-
erence for real estate professionals, banks, and other lending institutions.
Main sections include: real estate, small business programs, farm financing,
and natural resource programs. Check order form below.

$34.50

MODERN CORPORATION FORMS:
CHECKLISTS OF BUSINESS AND
LEGAL PROCEDURES

By Alvin L. Amold and
Victor H. Sparrow III

A complete collection of checklists for almost
every legal and business procedure encountered
in corporate operations. A quick look at the
appropriate checklist can assure you that nothing
has been forgotten. And since the checklists in
this amazing volume have been in actual use by
other companies, you can compare your opera-
tions with theirs. Comprehensively indexed for
immediate access to just the checklist you need.
Check order form below.

MODERN REAL ESTATE AND
MORTGAGE FORMS

By Alvin L. Armold

An authoritative encyclopedia of forms for every
real estate construction, development, financing
and mortgage transaction — presents forms and
technigues in use by leading attorneys, developers,
investors and lenders. Completely indexed in a large
looseleal compression binder.

Check order form below.

$35.00

MAIL COUPON WITH REMITTANCE TO:
HOUSING BOOKCENTER, HOUSE & HOME
1221 Avenue of the Americas

iy
_ 4& .
New York, New York 10020 | H

—

. O FEDERAL INCOME TAXATION OF REAL
ESTATE, $27.50

. 00 THE THORNDIKE ENCYCLOPEDIA, $47.50

. 0 MODERN CONDOMINIUM FORMS, $39.50

. 0 BANKERS HANDBOOK OF FEDERAL AIDS
TO FINANCING, $34.50

. 0 MODERN CORPORATION FORMS:
CHECKLISTS, $37.50

6. 0 MODERN REAL ESTATE AND MORTGAGE
FORMS, $35.00

= o

wn

(PLEASE PRINT CLEARLY)

YES! Please send me the volumes I
have indicated. Also enter my order
for the periodic Update Service ON
APPROVAL. Enclosed is my check
for$§ . payableto
Housing Bookcenter.

Your Name

Firm Name

Mailing Address

City

State Zip Code

H&H jury 1974 39




NEWS/POLICY

Florida decrees full dlsclosure and three-year warranty on condominiums

Florida’s legislature has passed
and Governor Reubin Askew
has signed a condominium bill-
of-rights law that requires wide
disclosure of lease terms and
gives buyers a three-year war-
ranty on construction.

The bill does not rule out 99-
year leases on recreational facil-
ities, however. Such a ban has
been a principal objective of the
condominium industry’s critics.
The Florida House had decided
by a vote of 69 to 31 to outlaw
all such leases but the Senate
had refused to accept that par-
ticular reform.

Disclosure. The law requires a
developer to disclose the com-
plete cost of a condominium
apartment. He must also reveal
the terms of any leases on land

REFORMER WHATLEY
‘Unconscionable hardships’

and facilities, and he must allow
resident associations to take
over management contracts if
75% of the owners wish todo so.

Senator George Firestone of
Miami guided the bill of rights
to final passage in Tallahassee,

arguing that reform was needed
to bolster confidence in the con-
dominium industry. Sales in
south Florida had slowed con-
siderably this year, and there has
been widespread publicity based
on various condominium horror
stories.

$827-million exposé. Repre-
sentative Alan Becker of Miami
helped propel the bill through
the House with his story of the
Imperial Colonnades complex in
Broward (Fort Lauderdale)
County. Becker said residents at
Imperialwould pay $827 million
over the life of a 99-year lease for
recreational facilities estimated
to cost $282,000.

The final bill did provide that
payment for recreational facili-
ties could be cut back if the facil-

ities promised in the lease were
not made available.

Brown Whatley, the blue-chip
mortgage banker who supported
Florida’s Condominium Ena-
bling Act a decade ago, was one
of the reform leaders. He circu-
larized the legislature with data
to show the “unconscionable fi-
nancial hardships placed on
many trusting and unwary pur-
chasers” by deceptive or fraudu-
lent leases.

Lack of a watchdog. The re-
formers were defeated in an ef-
fort to establish a state agency to
regulate the condominium in-
dustry. The House finance and
taxation committee voted 21 to
19 against setting up the watch-
dog unit. —FRED SHERMAN

McGraw-Hill News, Miami

Land-use bill gets new lease on life, then a throttling on House floor

Federal land-use legislation,
which appeared dead after the
House Rules Committee bottled
it up in February, briefly became
a live issue again. The commit-
tee reversed itself in May and
sent the bill to the floor.

A key factor in the commit-
tee’s original defeat of the meas-
ure was a decision by President
Nixon to oppose the bill. But
despite continued White House
opposition, the bill’s sponsor,
Representative Morris K. Udall
(D., Ariz.) finally pulled together
a narrow 8-to-7 majority to re-
lease the bill. It was then beaten
for this session (211-204) on the
House floor in June. Udall’s of-
fice called the White House a
“strong factor” in deciding the
final outcome.

The bill, similar to a measure
sponsored by Senator Henry
Jackson (D., Wash.) and already
passed in the upper chamber,
will likely be revived next year.

Support. Environmentalists
back the bill as a means of pro-
tecting natural areas. Organized
labor wants the bill but empha-
sizes a need for more housing.
Real estate and construction in-
terests think the bill could help
combat local no-growth restric-
tions but are split on whether to
support certain provisions.

The Udall bill would put state
governments in charge of only
about 10% of the decisions made
on land use, but these decisions
would settle such important
questions as whether a tract
should be used for an airport or
retained for recreational or

housing purposes.

The bill is based on the prin-
ciple that “decisions of greater
than local concern should be
planned and reviewed by the
state rather than left entirely to
local governments.” It calls on
the state to decide land-use
disputes of critical environ-
mental concern—such issues as
the location of highways, air-

ports and large developments
generating heavy traffic. The bill
would also provide for grants to
fund this state planning and de-
cision-making process.

The remaining land use deci-
sions—estimated at 90% of the
total—would be left to local gov-
ernments. This provision, plus
requirements for state consulta-
tion with localities, won sup-

High court gets subcontracts dispute

After listening to the arguments
of the National Association of
Homebuilders, the Associated
General Contractors and other
construction groups, the Su-
preme Court has promised to
spell out just how far unions can
g0 in pressuring contractors to
refuse subcontracts to nonunion
shops.

The justices will hear oral ar-
gument next winter and rule by
mid-1975.

The test case. The central
question is the discrepancy be-
tween the antitrust laws, which
ban conspiracies in restraint of
trade, and the Taft-Hartley Act’s
protections for collective bar-
gaining agreements between
unions and employers. Connell
Construction Co. claims that its
contract with the Plumbers &
Steamfitters Local 100 in north
Texas violates the Sherman An-
titrust Act because it excludes
all nonunion contractors from
Connell’s subcontract work.

Connell says it did not want
to sign the contract but that it
did so under protest, after 150

workers walked off a project to
back up the demand that only
unionized subs be used.

Builders’ argument. The issue,
says the NAHB-AGC brief to the
high court, is “whether owners,
contractors, suppliers, manufac-
turers and other employers who
perform some degree of con-
struction work on and off site
may continue to contract to do
business with each other on a
competitive basis.”

Connell lost its case in both
lower federal courts, where the
judges found the exemption
written into the antitrust laws
for union bargaining immunized
the contract against prosecu-
tion, although it clearly did im-
pede competition. A high court
reversal ‘“‘could be a real
breakthrough for construction
management,” says the AGC,
because the clear legal trend in
recent years has been to broaden,
not narrow, the labor unions’ ex-
emption from the antitrust laws.

—DaN MoskowITz
McGraw Hill World News,
Washington

port for the bill from the Na-
tional Association of Counties
and from state and local officials.

Opposition. Jack Coffey, a
lobbyist for the U.S. Chamber of
Commerce who helped stop the
billin February, insists the Udall
bill still offers insufficient pro-
tection to local governments.
“This comes close to federal
zoning,” he says. He also criti-
cizes the measure further for “an
unbalanced approach to land use
with too heavy an emphasis on
the environment.”

Two opponents of the Udall
bill, Minority Leader John J.
Rhodes and his Arizona Repub-
lican colleague, Representative
Sam Steiger offered a substi-
tute measure. While also calling
for states to become more active
in land-use planning, this bill
had very few guidelines for plan-
ning and provided less than
half as much federal funding.
This bill, too, was dropped.

Steiger was instrumental in
convincing the House Rules
Committee to bottle up the
Udall bill on a vote of 9 to 4 in
February, even though the legis-
lation had already been approved
bythe Interior Committee.

Udall held new hearings,
however. After promising to ac-
cept amendments on the House
floor, he changed enough Rules
Committee votes to win the re-
versal ballot of 8 to 7. That re-
leased his proposal to the full
House for the showdown vote.

_ —JERRY EDGERTON
McGraw-Hill World News,
Washington
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Ceramic tile can make your
homes look like they're
worth more than your SgELLt:
asking price. =
Naturally,
you'd expect us to
say that. But you
don't have to take |-
our word for it.
Recently, in a

leading trade magazine, Professional Builder, some

of the top builders in the country tell why and how
they're building more luxury into the kitchen and
the bath. And they agree the extra investment is

paying off in qutcker sales and customer I‘EfCl‘I‘Hlb.

CIRCLE 4] ON READER SERVICE CARD

Now we didn’t ask the magazine
for an endorsement. So we were
pleased to see ceramic tile used
in most of the baths shown.
Which proves what we've
said all along: builders who
B really move houses put
A% their money where the
action is. In kitchens
- . and bathrooms.

And when it comes to kitchens, nothing can
be more impressive than ceramic tile. Because it’s
virtually waterproof, fireproof and cutproof. And
most people know that.

And here’s something you should know. A
new, improved joint filler, Acri-fil, is now available.

[t’s premixed. [t resists chipping,
mildewing, staining. nd it’s also the first
tile joint filler you can § €8~ color-blend,
so it can harmonize or contrast
with any tile design. (As
you can see in this foyer,
the effect B can be
terrific.)
tile is
joy s -
to have in heavy traffic areas like the foyer 'md hall,
where the best carpet shows wear in a short time.

We'll be telling over 48,000,000 consumers
this year about the advantages of ceramic tile with
beautiful ads in 19 leading national magazines.

For our free color book that shows new and
unusual ways you can use ceramic tile throughout
your houses, and more information about Acri-fil,
the new joint filler, write us at the address below.

Tile Council of America,Inc.
PO.Box 2222, Room468, Princeton, New]ersey 08540.
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WINDOW PAINS.

Fuel savings.

Beneath Perma-Shield Gliding Windows’ vinyl sheath lies a
wood core, one of nature’s best insulators. And with double-pane
insulating glass, Andersen Windows can reduce conducted

heat loss by up to 359, (compared to single-glazed windows
without storms).

Security.

Spring-loaded rods provide positive locking of window
at top and bottom, Factory installed, with attractive
operating handle.

Weathertight design.

Andersen Windows are two times tighter than
industry standards. Weatherstripping is rigid vinyl . . .
factory applied.

No storm window bother.

Double-pane insulating glass provides all the
benefits of storm windows, but without the bother.
And sash can be removed so cleaning can be done
from the inside. A good selling feature for you.

Easy installation.

Perma-Shield Gliding Windows come completely
assembled. No hardware to apply or lose. Continuous
installation fin eliminates need for separate flashing

on frame wall construction. Easy to install in all types
of wall construction.

right @ Andersen Corp., Bayport, Minn. 1874.



NEWS/FINANCE
MGIC Investment leads a wide retreat of housing industry’s stocks

The Milwaukee insurer’s shares
plummeted to 17% from 313 to
lead a broad decline of housing
stock prices in the month ended

June 2.

House & Home’s index of 25
stocks dropped to 163.01 from
204.61, taking a loss for the third

month in a row.

All five sections of the list de-
clined, but the drop was the
sharpest in the mortgage group.

It includes MGIC.

Here’s the composite graph.
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Here’s how the five companies
in each group performed.

June'73 May'74 June'74

June 3
Bid/
Company Close

Oriole Homes Corp AN T
Prel Corp. AM 2%
Presidential Realty AM 9%
Presley Development .. AM 3%

Pulte Home Corp. AM 2%
F. D. Rich Hous. Corp—d

0T 1%
Robino-Ladd Co. AM 3%
Rossmoor Corp. AM 3%
*Ryan Homes ... .AM 11%
Ryland Group . 0T 5%
¥ Industries ... NY B%
Sheher Corp. of America 0T %
Standard Pacific AM 2%
Universal House & Dev—d

PC 1%
*US. Home Comp. ....... 4%
Valley Forge Corp. . 1
Washington Homes ... OT 1%
Del. E. Webb ...... NY 3%

Westchester Corp. ...... 0T 1%

SAVINGS & LOAN ASSNS.
American Fin. Corp. o1 1%

Builders 230 164 131
Land develop. 150 116 102
Mortgage cos. 1,046 497 297
Mobile homes 434 475 428
S&Ls 119 119 109
Juned  Chng.
Bid/ Prev.
Company Close  Month
BUILDING
x o % - h
AVCO Comm. Devel—d PC 1% - Y%
American Cont. Homes .OT 4% + %
American Housing Sys. .. 0T % - %
American Urban Corp. . OT 1 =08
Bramalea Con. (Can). .. TR 5% = '8
Campanelli Ind. .. . ar 1% - 1%
(New America Ind)
Cap!ral Divers (Can)—d OT ‘,1343 + 33:.3
Denvrll Communities .AM 8 + h
Cheezem Dev. Oom R | = %
Christiana Cos. . AM 1% - %
Cons. Bidg. {Can) TR 25 = 4
Dev. Corp. Amer. .AM 5% - %
Dev. int. Corp.—d. 0T %
Edwards Indus. O 22 - Y%
First Builders Bancorp—d
ot %
FPA Corp—d AM 6% =5
Carl Freeman Assoc. .. .OT 3% - %
Frouge Corp—d OT 4% - %
General Builders—d AM 1 - %
Hoffman Rosner Corp. ... OT 2% - 1%
Homewood TR o] e -1
Hunt Building Corp 0T 1% - %
aufman & Broad ... . NY 6% -2%
Key Co—d. AM 2% - K
Leisure Téchnobgy AM 2% = W
Lennar Corp. AM 6% - 1%
McCathy Co—d .......PC 2% - %
McKeon Const. AM 174 - Y
H. Miller & Sons .. AM 10 =1k
Mitchell Energy & Dev. .AM 18% - 1%
National Environment ....OT % = %
(Sproul Homes)
L. B Nelson Cop—d ...OT 062 - 003

Calif. Fin. NY 2%
Empke Fin. ... .AM 8
oFar West Fin. ... NY &%
Fin. Corp. of Santa Barb.
AM 8%
] i SO NY 10%
+First Charter Fin. .. NY 12%
First Lincoln Fin. ... OT 2%
First S&L Shares AM 1%
First Surety 2 0T 2%
FirstWestFin. ........0T 1%
Gibraltar Fin. «..NY 11%
Golden West Fin. .\ A0 )
*Great West Fin. ... .NY 18%
Hawthorne Fin .....0T 5%
simperial Corp. .........NY 9%
Trans World Fin NY 6%
Union Fin. L AM O 6%
United Fin. Cal. i N T
Wesco Fin—d .. NY 11
MORTGAGING
Charter Co. . NY 28%
CMI Investment Corp NY 14%
*Coiwell . AN 4%
Cont. llinois Heany NY BY%
Fed Nat. Mig. Assn NY 16%
Financial Resources Gp OT 112
(Globe Mortgage)
FMIC Corp. (formerly
First Mig. Ins. Co) .. OT 6%
*Lomas & Net Fin. ...._.NY 8
*MGIC Inv, Corp. ... NY 17%
Midwestern Fin—d AM 107
Palomar Fin : AM 1%
Western Pac. Fin Com o7 1
(Formerly So
Mort. & Loan Corp]
UPI Corp. 1%
(United !mp. & Inv)
MORTGAGE INV. TRUSTS
Alison Mig. ... ~NY 150
American Century AM 4%
Arlen Property Invest. ..OT 6%
Atico Mtg _NY 10%
Baird & Warner o1 9
Bank America Rity. .....0T 17
Barnes Mig. v 01 8
Barnett Mtg. Tr. .NY 15%
Beneficial Standard Mlg AM 16%
BT Mort. Investors .......NY 7%
Builders Invesiment Gp. NY 127
Cameron Brown NY 7%
Capitol Mortgage SBI .. NY 9%
Chase Manhattan NY 23%
Cl Morigage Group NY 5%
Citizens Mig. AM 8%
Citizens & So. Rty ... NY 16
Cleve. Trust Alty. Inv. ... OT 7%
Colwell Mtg. Trust ... AM 10%
Conn. General £ NY 15%
sCont. Mig. Investors ... NY 3%
Cousins Mig. & Eq. Inv. NY 9%
Diversified Mig. Inv. ... NY 7'
Equitable Life . NY 16%
Fideico Growth Inv. _.....AM 15%
Fidelity Mig. .... NY 3%
Fu'st ME‘Y‘phfs Realty . OT 1%
First Mig. Investors ... .NY 2%
Fu's! of Denver AM  14%
First Pennsylvania NY 10%
Franklin Realty AM 3%
Fraser Mig. . .....0T 8%
Galbreath Mig. .......... 0T 9
Gould Investors—d AM T
Great Amer. Mig. Inv. ... NY 8%
Guardian Mig. AM 8§
Gulf Mig. & Realty ... AM 913
Hamifton Inv. 0T B
Heitman Mtg. Investors  .AM 9
Hubbard A. E. Inv. NY 16%
ICMRealty ... AM 11%
Larwin Mtg. ...AM 5%
Lincoln Mtg 0T 1%
Mass Mutual Mlg & Rﬂy
NY 122
Mony Mtg. Inv. . NY Bl

Chng.
Prev
Month
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Company

Mortgage Trust of Amer. NY
National Mortgage Fund NY
North Amer. Mig. Inv. ... NY
Northwest Mut. Life Mtg.

& Rity. NY
PNB Mig. Riy. Inv. NY
Palomar Mig. Inv, AM
Penn. R. E. Inv. Tr. AM
Property Capital AM
Reatty Income Tr. AM
Republic Mig. Inv, ... NY

B.F. Saul REIT NY
Security Mig. Investors—d
AM

Stadium Realty Tr. ot
State Mutual SBI . .. NY
Sutro Mig. AM
Unionamerica Mtg. & Eq.

AM

US. Realty Inv. _........AM
Wachovia Realty Inc. ... NY
Wells Fargo Morigage ... NY

LAND DEVELOPERS
All-State Pfaperties o1

SAMREP Corp. ...........NY
Arvida Corp. .01
Atiantic Irrp.—d ) 5
Canaveral Int—d AM
Cavanagh Communities NY
Crawford Corp. ... ot
*Deftona Cop. ... .. NY
Disc inc. of Amer. ........OT

Evans & Mitch. Ind or
Fairfield Communities .. OT
*Gen. Development ... NY

Getly Financial Corp—d OT
{Dan the Beachcomher)
*Horizon =
Landmark i.znd Co ’ AM
(Gulf State Land)
Land Resources o7
Major Realty ... QT
*McCulloch Ol ........ . AM
Sea Pines Co. oT

South Rity., Utl—d ......AM

June 3
Bid/
Close

™
8%
13%

18%
10%
2%
10%
7%
1M
62

2%
4%
1%

%
2%

112
3%
5l
8

4%

MOBILE HOMES & MODULES
Home Bidrs. AM

» %
*Commodore Corp. ... AM 1%
Conchemeo ... AM 9%
De Rose Industries—¢ _.AM 17
sFigetwood ............. NY 77
Golden West .. aT 3%
Moamco Corp. e AML 1
(Fromerly Mobil
Americana)
Mobile Home Ind. ....... AM  §
Monarch Inc. ... a2
*Redman Ind. ............ NY &
Rex Noreco .NY 1%
*Skyfine ....... NY 17%
Town & Country AM 2%
Zimmer Homes . AM 3%
Albee Homes—d .......0T %
ASM Ind—d oT 05
(Formerly AABCO)
Brigadier Ind. ... ar 2
Environmental Commun. OT 1%
Hodgson House ... 0T 1
Liberty Homes or 1%
Lindal Cedar Homes ... OT 1%
Nationwide Homes .......AM 6%
Shelter Resources AM 3
Swift Industries .........0T Y
DIVERSIFIED COMPANIES
Amer. Cyanamid NY 20%
Standard NY 14%
Amterre Development ... OT 1%
Arlen Realty & Develop. NY 2%
AVCO Corp, NY &
Be1hlehem Steel NY 20%
Cascade . NY 15%
Building & Land Tech. .. OT 2%
CNA Financial (Larwin) | NY 9%
Castie & Cooke .........NY 12%
{Oceanic Prop)
CBS (Klingbeil) NY 39%
Champion Int. Corp NY 16
(U.S. Plywood-Champion)
Christiana Securities ... OT 156
Citizens Financial—d ... AM 2%
City Investing NY 8%
(Sterling Forest)
Corning Glass NY 86
Cousins Properties 0T 9%
Dreyfus Corp. . NY 6%
(Bert Smokler)
Environmental Systems—d
oF %
Evans Products ... NY 7%
Ferro Corp. NY 18%
First Gen. Resources .. OT %
First Alty. Inv. Cop.—d AM 3%
Fishback & Moore ... NY 35%
Forest City Ent. ... AM 5%
Flagg Industries AM 2%
Frank Paxion Corp. 0T 8%
(Builders Assistance Corp.)

Chng
Prev
Month

LI
=

June3  Chng
Bid/ Prev
Company Close Month
Fruehaul Corp. .NY 22% 142
Fugua Corp NY 7 11
Georgia Pacfic ... NY 3% 4%
Glassrock Products AM 2% - B
Great Southwest Corp.—d
o % - K
Gulf Oil (GuM Reston) ... NY 19% 2%
INA Corp. (M. J. Brock) . NY 287%% 1%
Infand Steel (Scholz) NY 31% %
International Basic Econ. OT 2% + W
International Paper NY 441 3%
Inter. Tel & Tel NY 22%; + %
Investors Funding AM 2% - %
Killearn Properties AM 2% t W
Leroy Corp. 0T 3 Ya
Ludlow Carp. ..........NY 1% - %
Monogram industries .. NY 4% %
Monumental WESNEEY ) Bk - %
(Jos. Meyerhoff Org)
Mountain States Fin. Corp
OoT 5% Ya
National Homes NY 3% . ]
NEI Corp. ... 0T th - %
OccldentaF Petroleum NY 9% =1
(Oce. Pet. Land & Dev.)
Pacific Coast Prop AM % - W
Perini Corp. AM 5 - 1%
Philip Morris—h NY 58% + 8%
Pope & Taibot NY 14% 1%
Republic Housing Corp. AM 212 + %
Rouse Co. 0T 4 i
Santa Anita Consol or 8 2]
(Robt. H. Grant Corp)
Shareholders Capital .. OT % - Y
(Shareholders R.E Grm.pj
Tenneca Inc. : 21% - 1
(Tenneco Realty)
Time Inc. ., - NY 36% - 2%
(Temple |ﬂ6u$1.rﬂ)
Tishman Realty . OT 15% - 2%
Titan Group Inc. oT % + W
UGi Corp. ... NY 11% =1
Uris Bldg. ......... NY 14+ %
Weil-MclLain . . NY 7% - B
Westinghouse . NY 15% =3
(Coral Ridge Prop.)
Weyerhasuser . NY 38% 612
(Weyer. Real Est. Co)
Whittaker (Vector Corp) NY 2%
Wickes Corp ..NY 12% %
SUPPLIERS
Armstrong Cork . NY 27% + %
Automated Bidg. Comp. AM 3% %
Bird & Son ireenaee I T 25Y %
Black & Decker ...NY 38% + 1%
Carrier Corp. . —NY 1% - %
Certain-teed § NY 11% - 4%
Crane NY 23% =%
Dexier . .NY 14% = h
Dover Corp. .............NY 3% = ik
Emerson Electric NY 38% - %
Emhart Corp, .............NY 17% S
Fedders NY 7% e
Flintkote : ANY 4% - 2%
GAF Comp. NY 8% - %
General Electric ....NY 49 %
Goodrich . oo NY 21% 2%
Hercules NY 3% -3
Hobant Manufacturing .. NY 20 - 2%
Int. Harvester ... NY 25% =
Johns Manville NY 16% = 2%
Kaiser Aluminum ... NY 18% - 5%
Keene Corp. NY 3% - W
Leigh Products ........AM 6% + %
Masco Corp. . ...NY 40 - %
Masonite Corp, . NY 3% - 3%
Maytag ..............NY 28% - %
National Gypsum . NY 1% - 1%
Norris Industries ... NY 18% =%
Overhead Door NY 12% +
Owens Coming Fibrgl. = NY 48%: - 1%
Potlatch Corp. ..., NY 29% - 3%
PPG Industries . NY 26% - %
Reynolds Metals LNY 19% - 5%
Rohm & Haas . NY 91% - Y%
Romson ... -NY 6% - 1h
Roper Cotp, ... NY 13 - 1%
St Regis Papsr NY 24% - 44
Scovill Mig. ... NY 120 - 1%
Sherwin Williams NY 37% + %
Skil Corp. NY 114 - 2%
Slater Electric . 0T 8% + Y
Stanley Works NY 21 - 3%
Tappan ... N ™MW - %
Thomas Industries—d .. NY 8% =i e
Triangle Pacific ...........NY 10% - 1%
US. Gypsum ... .NY 18% - 1%
US. Steel oo.NY 42% - 1%
Wallace Murray ..........NY 8% 1)
Jim Walter .NY 20% - 2%
Whirlpool Corp. .NY 25% - 3%

AM—dclosing price American Stock Exchange.
NY—New York Stock E: QT—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 2-for-1 split. *—Computed in HOUSE & HOME's
25-stock value index. Source: Standard & Poor's,
New York Ciy.
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In atop-to-bottom price range.

From Perma Gold, Criterion and Capri to our popular
economy Riviera, Crane offers you a complete selection
of brass compatible with all decors. Best of all, it's
available right now for prompt delivery.

CRANE

300 Park Avenue, New York, New York 10022
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new realism and
convenience

in gas logs..

GemGlo Ceramic Gas Logs now bring to the hearthside all the
aesthetics of natural flame...without the chore and expense of
bringing in wood or the unpleasantness of disposing of ashes.
And you can have instant flame...or immediate shut off. No wait-
ing for the fire to die down. No need to douse the flame before
leaving the fireside.

Ready-to-go. the Gem@Glo package consists of logs, stand, pilot,
burner, pressure regulator and control valve...completely pre-
assembled for ease of installation. A single gas connection and
you can fill living room, family room, den. or vacation hideaway
with flickering, fireside beauty and radiant, homey warmth you'd
expect from a wood-burning fireplace. GemGlo Logs look so real
you'll have to feel them to tell the difference. When lit, the care-
fully placed burner releases licking tongues of flame that caress
and curve realistically around the logs. And unlit, they beautify
the hearth with straight-from-the-forest realism.

For installation in fire-resistive, free-standing or built-in fire-
places...with modern or traditional decor. apartments or homes
__remodeling or new construction...the 50 years experience
behind each set of GemGlo Logs is your assurance of a durable,
trouble-free, and glamorous fireplace, a glowing center of warmth
and fellowship for both family and friends.

Eor a copy of Bulletin GGL-973 describing and illustrating

GemGlo Logs (AGA-design certified) circle

the number below on the reader-service
CERAMIC LOGS

card or contact us direct. CarnationGlo

Specialties, 155 West California

Ave., Sebring, Ohio 44672, q
216-938-6845.

Inquire about choice dealerships and sales aids.
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NEWS/PEOPLE
Eli Broad’s Girl Friday leaving

the house business for a home

Barbara Sayre Casey, who has
headed Kaufman & Broad's pub-
lic relations since joining the
company in 1967, retires from
her post as vice president, cor-
porate communications.

Advanced age is hardly the
reason [see photo). Rather, Bar-
bara wants to devote her time to
personal interests, including her
daughter, Meredith Erin Casey
(three in August], the Presby-
terian church and her husband'’s
art publishing business. She still
plans to keep a hand in, though,
by doing consulting work for the
housing industry.

She is succeeded at K&B by
Nelson W. Potter, who has han-
dled investor relations for Fleet-
wood Enterprises and been a
housinganalyst at the brokerage
firm of Kidder, Peabody & Co.

Asked for some parting words
on her secret for good housing
industry public relations, Bar-
bara characteristically tried to

K&B's CASEY
Young, talented—and retired

oblige her interviewers.

Taking thought, she advised,
amongmany other things, “‘keep
in close touch with both the
press and top management.”

Those who knew her well can
tell you she followed her own
advice, all right, but she left
something essential out: It helps
a lot if you arrange to be Barbara
Casey.

Savings Bankers get new president

The National Association of
Mutual Savings Banks (NAMSB)
has elected Kenneth L. Birchby

NAMSB’s BIRCHBY
Into president’s chair

as its new president to succeed
John S. Howe. Birchby is pres-
identof the Hudson City Savings
Bank in Jersey City, N.J., and
Howe heads the Provident Insti-
tution for Savings in the Town
of Boston.

The association’s new vice
president is Harry F. Brush, who
is president of the Eastchester
Savings Bank, Mount Vernon,
N.Y. He replaces Birchby in the
association post.

The Controllers Society for
Savings Institutions has chosen
William W. Simpson as its new
president. He is senior vice pres-
identand controller of Baltimore
Federal S&L.

Building financers name new execs

Alfred C. Ryan Jr. becomes
chairman of the board at The
Monitor Group, Miami-based
construction service organi-
zation. Ryan was formerly sen-
jor vice president, finance at
First Mortgage Investors. He is
widely known among leading
banks and institutional inves-
tors, after closing numerous
public and private financing
deals (both debt and equity] in
the past few years.

Barnett Winston announces
two new promotions. Gary D.
Silverfield moves up from as-

sistant vice president to vice
president at Bamnett Winston
Investment Trust, which he
joined in February 1973. And
Barnett Winston  Mortgage
Company elects F. Francis
Hughes Jr., financial analyst and
former Navy test pilot, to assist-
ant vice president.

Finally, FRI Construction
Services Corp., a subsidiary of
First Realty Investment, gets
William E. Hall as its new gen-
eral manager. Hall played an
instrumental role in several re-
cent First Realty acquisitions.

I

———
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Extremes in weather threaten long-term beauty?
Building products made of Geon® vinyl retain their
decorative appeal through hot and cold, sun and
rain, snow and ice. These Perma-Shield® shutters by
Andersen Corporation are vacuum-formed vinyl
over a primed wood sub-frame and wood center
braces. The vinyl outer surface is complete in one
piece. Offers high impact strength. Low mainte-
nance. Resists chipping and peeling.

Are installation headaches upping your costs?
Here’s how Geon vinyl helped cut costs in Charlotte,
North Carolina, in the Diplomat Apartments. More
than 130 units required over 20,000 lineal feet of
fully-enclosed electrical system made by Johnson
Rubber Company. The system doubles as a base-
board molding. Installation is a snap. A rigid vinyl
strip is affixed to the wall. Wiring harness is laid in
place. Retainer clips keep it there. Vinyl cover strips
are snapped into position and become the finished
baseboard. Snap-on molded corners finish the job.

Your customers are asking for maintenance
freedom? Siding made of Geon vinyl provides mini-
mum upkeep. Resists denting, retains a soft, even
color. There are 60 squares of siding on this 137-
year-old First Presbyterian Church in Princeville,
I1llinois. The church building committee chose Con-
tour T-lok® solid vinyl siding made by Mastic
Corporation, who use Geon vinyl.

4

You want a fence that won’t rot? Harvel
Plastics, Inc., Easton, Pa., uses Geon vinyl to make
a fence that’s rot-proof. In fact, they guarantee it.
It’s also impact resistant. Insects and adverse soil
conditions won’t harm this fence. Geon vinyl also
helps resist abrasion. For more information about
Geon vinyl as a material in building products, ask
B.F.Goodrich Chemical Company, Dept. H-31,
6100 Oak Tree Boulevard, Cleveland, Ohio 44131.
The people who started it all in vinyl.

B.E Goodrich Chemical Company Y
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Woody Kingman leaving Ginnie Maeg;
Among builders, executives move up

Woodward W. Kingman resigns
presidency of GNMA to return
to New York C and private
business. Woody went to W

ington five years ago, was acting
Assistant Secretary of HUD after
Gene Gulledge’s departure in
December ’ ingman wanted
to keep that job, but it went to
Sheldon Lubar [News, July '73.]

Kingman presided over the
pansion of GNMA’s mortgage
security program. Said Walter
Williams, the president of the
Mortgage Bankers Association:
“Kingman has taken the Ginnie

cy to a
significant vehicle for raising
funds for residential mortgages
and for reaching pension funds
and others who have not been
traditional mortgage lenders. He
hasshown a penchant for getting
the job done.”

Among homebuilders, mean-
while, U.S. Development cen-
tralizes executive responsibili-
ties and promotes Bob Albertson
to executive vice president.
Brice Mclver becomes senior
vice president in charge of con-
struction operations, a move up
from heading the Denver divi-
sion. John Stuart is named mar-
keting and sales manager for all
projects.

General Development names
two new senior vice presidents:
Robert M. Ross, shelter; and
William R. Avella, finance and
administration. Ross comes over
from presidency of Levitt Resi-
dential Communities, Avella

from a vice-presidential post
with the Larwin Group. C.C.
Crump, senior vice president for
homesite development, takes on

additional respor lities.

San Francis 00-million
Eastshore Park has a new pres-
ident. He is Robert Pitts, pres-
ident of Urban Consultants Inc.
and a former regional adminis-
trator for HUD.

aryland-based Washing-
ton Homes, Lawrence M. Brene-
man returns to the presidency,
which he had left last August.
John F. Motzer moves to e 1-
tive vice president from senior
vice president.

Harry L. Summers hires away
a former employee of Avco
Community Developers, of
which Summers was president
until he started his own com-
pany in March 1973. His new
man is George W. Lattimer, who
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GNMA’s KinG!
Back to Ne

SUMMER’S LATTIMER
Moving over from Avco

trades directorship of Avco's
multifamily division for a vice

3 y with Harry L. Sum-
mers Inc.

Summers, guiding hand be-
hind the award-winning new
town of Rancho Bernardo, has
over 700 single-family homes
under development in four sepa-
rate communities in the San
Diego area and a 232-unit luxury
retirement  community  in
QOceanside, Calif.

Donald J. Scholz & Co. also
has an Avco Community I-
opers alumnus joining its ranks:
David Schneider, the new direc-
torof construction, apost he also
held at Avco

[im - Corp.  hires
Thomas A. Grant as assistant

¢ president for Jim Walter
Advisers, asubsidiary. Grant had
been a vice president of Revlis
Mortgage Corp. of St. Paul
Minn.

The Urban Land Institute, the
research and educational organi-
zation, gets a new first vice pres-
ident: Harold S. Jensen, a vice
president of I. C. Industries in
Chicago.

The owners of traditional homes like the authentic
look of our delicate Colonial design. Use it to inspire
your customers. Whether they want a new kitchen,
bath, family room, or a whole wing, offer them

the authentic look that echoes our heritage.

We have everything you need, all coordinated,

all in one place.



Don't just offer them a remodeling jJoD...
offer design and style that sells

Monterey ... a Strong Mediterranean touch

Show your customers that you can offer more than

a room addition. Give them a Family room with a look,
flair, style. Give them a warm room that glows with the
mellow look of a Mediterranean sun. Accent it with
our handsome, deeply etched Monterey line.
Amerock has everything you need. All in one place.
Hardware is highly visible, very touchable, Memorable.

Bonaventure...a French accent

Don't just sell a new kitchen or bath. Sell them a
Country French look. Accent it with our Bonaventure
hardware. Everything from towel bars to locksets to
doorknobs to drawer pulls. All beautifully coordinated
to give a room the real imprint of Provincial design.

Amerock . .. We help you sell.

' ‘ Amerock Corporation, -, . O
. 4000 Auburn Street, Rackford, Ilinois 61101,
CIRCLES] ON READER SERVICE CARD



“A sharp run-up in the prime rate
doesn't signal a new level of inflation.
It may signify just the opposite.”

There is more builder concern today about
the course of interest rates, and particularly
the banks’ prime rates, than I can remember.

One reason is that both short- and long-
termrates have gotten so high by comparison
with available rental income that there is
very little left for the builder’s return on
equity. Under the conditions that prevailed
this spring, the builder of income property
is not living in the present. He's counting
on some future contingency to justify his
investment and effort—whether that be
continuing inflation, a drop in interest rates,
a housing shortage or whatever.

A second reason is the floating rates for
construction, land and intermediate-term
loans. When the trend in the prime rate
makes an abrupt U-turn, as happened this
spring, the builder may find himself paying
as much as 3 to 4 percentage points more for
his money than he had projected.

Furthermore, the relationship between
short- and long-term rates that most of us
are accustomed to has been turned upside
down. For most of the last year the prime
rate has been higher than the conventional
mortgage rate, a situation so rare in the pre-
vious 30 years it seems almost an inversion
of nature.

Moment of decision. The course of future
interest rates becomes a critical issue when
a builder is negotiating his takeout financ-
ing. He then has a choice of committing his
permanent financing immediately or taking
the intermediate-term or standby route. His
decision will be based in large part on how
he projects interest rates a few months and
a few years out.

The difference between the right and
wrong decision—in essence, between the
right and wrong projection of rates—may
have a price tag of hundreds of thousands,
if not millions, of dollars over the life of a
large development.

Along with customers, my colleagues and
I have given much thought to rate trends.

Advice: Hold off awhile. We believe
the odds favor the builder who defers com-
mitment of his permanent financing
(through use of an intermediate-term loan or
standby), not only this year butin almost any
year when end-loan rates are high by histori-
cal standards. You may natice in the chart
atright the sawtooth shape of the mortgage-
rate trend. Even when the trend has been
uphill, a sharp increase in rate has been fol-
lowed by a decline in a short time.

This was especially striking in the
money-crunch years of 1969-70. The build-

ers who took out standbys in those years and
postponed permanent financing to 1971 or
1972 saved an average of one percentage
point on their end-loan rate.

There are other advantages to the standby
orintermediate-termrouteinan inflationary
period. There were serious cost overruns on
much of this and last year’s construction.
The builder whose permanent financing is
already committed won’t be able to reflect
this higher cost in his loan base. But if the
builder postpones obtaining his final loan
until the building isrented up, hewill be able
to factor in the overrun.

Reassurance on inflation. A sharp run-up
in the prime rate doesn’t signal a new level
of inflation. It may signify just the opposite.
We aren’t going to have double-digit infla-
tion in this country merely because the
prime has gone into the range of 12%.

There is only one inevitable association
with a steep rise in short-term rates, and that
is disintermediation. A rising prime is the
signal, if one is needed, to cultivate the kind
of lender who can provide takeout funds in
tight as well as easy markets.

Both short- and long-term rates reflect, in
addition to the other workings of supply and
demand, an expectation of inflation: short-
term, the inflation of the next few months;
long-term, the expectation of inflation over
a decade or more.

There is agreement among economists
that there will be at least a moderate cooling
of inflation in the second half. A majority,
though not a consensus, also believe we are
now in a recession and that this must even-
tually ease the demand for funds. Whether
economists subscribe to one or both points,
they generally agree that short-term rates
will start declining this year. The only dis-
agreement is on timing,

12 T

The trend may already be under way by
the time this is printed. Or it may not show
up clearly until late in the year. But by some-
time in 1975, if not sooner, we believe short-
term rates will be at least 3 to 4 percentage
points below their spring peak. Well before
that time, the money-market pattern most
of us feel comfortable with—prime rates sig-
nificantly lower than mortgage rates—
should again prevail.

Long-termoutlook. The pattern we project
for long-term rates is more complicated.
They are capable of still further rises this
year. They may zigzag for a year or more
betfore they drop firmly.

And over a somewhat longer term, say the
next two or three years, our economic ad-
visers stand in opposition to the conven-
tional wisdom. They don’t believe inflation
in the U.S. is escalating. They believe the
1973-74 price trend is a temporary anomaly,
caused by a conjunction of special factors.
These are, worldwide: crop shortfalls, a
shortage of commodity capacity coupled
with a surge in commodity demand and a
large—but temporary—increase in the
money supply; and in the U.S: the 1971-73
price controls and the massive addition to
the money supply in 1972.

There have been parallels to the 1973-74
commodity and price trends twice before in
recent U.S. history: in 1920-21 and 1950-51.
Both times the inflation periods were
quickly succeeded by long periods of rela-
tively stable prices.

Perhaps the main lesson of these recent
months is the reminder of the volatility of
the money market. It is areminder, to repeat
a theme stressed in a previous column, that
a builder ought always to conduct himself
as though another credit crunch were immi-
nent.

) |MONTHLY INTEREST RATES |
] PERIODY OF TIGHT MONEY
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ROBERT J. MYLOD, EXECUTIVE VICE PRESIDENT, ADVANCE MORTGAGE CORP. , DETROIT, MICH.
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For a top job, start at the
top...with Norandex Gutters,
Downspouts and Soffit.

The next time you quote a
remodeling project, start with
Norandex rain-carrying equipment
and soffit. From your customer's
point of view, and yours, it'll be a
top job when you top it off with
Norandex.

He'll like the quality and
durability of Norandex aluminum.
You'll like how fast and easy it is to
to install.

You'll appreciate our 80
strategically located warehouses
that deliver promptly and reliably.
He'll appreciate your finishing the
job with no delays.

weather-tite

mece/norandex

He'll be delighted with those
soft-toned, nature-inspired
Norandex colors. You'll be
delighted with how beautifully you
can match siding colors or accent
them dramatically.

He'll be completely satisfied for
years with Norandex's baked-on
finish that won't fade, chip, crack,
peel, flake or blister. You'll be
relieved to know there'll be no
complaints or call-backs.

That's why Norandex has been
top choice of remodelers for so
long. PUT NORANDEX
ONTHE TOP...IT'LL PUT YOU
THERE, TOO!

Profit more in '74
with Norandex.

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

The Norandex line
can fly you to
Hawaii.

BUILDING MATERIALS
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Watch for House & Home's ", |
quarterly postcard service
free to all subscribers-
coming your way soon
with useful product ideas

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

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

H&H jury 1974

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

It's dealer’s choice! So watch the mails for the full
deck of product postcards — coming your way from
House & Home, soon!



Right now you
can have a Quality Inn franchise
in any of these cities.

Boston LLansing

Burlington Little Rock

Chicago Milwaukee
Columbus Miami

Dayton Minneapolis/St. Paul
Fort Wayne Montgomery
Hartford New York City

Newark Spokane

Omaha Springfield, [l1.
Ottawa Springfield, Mass.
Philadelphia Toronto
Portland, Oreg. Tucson
Providence Utica

San Diego Winnipeg

In Syears

there may be

If you presently own or plan toinvestina
motel in any of the cities above, talk to Quality Inns.

Quality still offers franchises in each of these
areas (and others). But at the rate we're growing,
we plan to more than double our number of rooms
by 1978, and there may not be many top-choice
locations left.

To help you find the best possible location, we
offer, as part of our franchise package, site selection
assistance. So your site will be the
closest thing to a sure thing.

In addition to site selection
assistance, we'll give you
specialized, expert advice on
construction, architecture, and on
furnishing your property from the
kitchen to the penthouse suite.

After you've converted your
present property to Quality Inns,
or opened your new Quality, we'll
help you fill it up with one of the
industry’s largest reservation
networks, and one of the strongest
marketing programs.

CIRCLE 55 ON READER SERVICE CARD

No vacancy.

To help make your motel even more profitable,
we'll provide you with operational assistance, and
employee training programs. Plus advice on
security matters. Insurance programs. And support
from an international sales staff. We even have a
complete motel management program for those
who are only interested in capital investment.

For more information, send in the coupon. Or
phone Leonard K. Dowiak, at (301) 593-5600.

[L_eonard K. Dowiak, H-207 —|
Vice President,

, Franchise Operations
Quality Inns International

| 10750 Columbia Pike,
Silver Spring, Maryland 20901

l
|
I Please send me your get I
| | acquainted fact sheet.
|
|

I Name
Address
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ORDER NOW AS YOU MAKE

THE
BLUE BOOK

OF

MAJOR ;
HOMEBUILDERS

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

Ninth Edition

A comprehensive data bank including more than
800 individual reports on the nation's top Home-
builders, Home Manufacturers and New Town
Community Developers. The ALL NEW '74 BLUE
BOOK has reports on more firms than ever
before—over 1,700. The most completely up-to-
date study of its kind; the BLUE BOOK shows the
name, title and address of more than 4,000 key
executives.

Who theyare . . .
Where they are . . .
What they plan to build . . .
Where they plan to build.

A HEAVY, STURDY COMPENDIUM designed to take lots
of use. Actual size is 8'%2""'x11"—540 pages of good
quality book paper. Gold stamped, royal blue embossed
vinyl cover. All New! Completely revised, updated and ex-
panded.

1975 IS JUST AROUND THE CORNER'!
NOW IS THE TIME TO MAKE YOUR CONTACTS
FOR A BIGGER AND BETTER YEAR AHEAD.

The Blue Book of Major Homebuilders details the builders’ 1974  Here are some of the report headings:

building plans . . . shows their six-year history of building activity by FIRM NAMES e BUSINESS ORGANIZATION e KEY PERSON-
type of housing produced, including condominiums . . . lists recent NEL « METRO MARKETING AREAS e 1973 PERFORMANCE
changes in their key operations personnel . . . describes their per- RECORD e CONSTRUCTION METHODS e PRICES & RENTS e
formance record, construction methods, money requirements, GOVERNMENT PROGRAMS e OTHER BUSINESS ACTIVITIES
land need . . . and spells out recent corporate changes, including e 1974 LAND REQUIREMENTS e 1874 MONEY REQUIRE-
mergers and consolidations. MENTS o GENERAL COMMENTS
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YOUR PLANS FOR 1975

I0 DAY FREE TRAIL
MAIL COUPON TODAY

Thousands of executives in hundreds of firms in the homebuild-
ing industry are now using the Blue Book of Major Homebuilders
to improve their positions in 1974 and to lay out their plans for
1975.

If your company is in our industry—you need the Blue Book of
Major Homebuilders.

What's more, if you're going to keep up with today’s market—
you need it in a hurry!

The Blue Book is the only compendium of information written all
about BIG Homebuilding. It is authoritative. It is current. More
than 800 Homebuilders, Home Manufacturers and New Town
Community Developers supplied us this year's basic facts which
went into this huge reference study on 1974 BIG Homebuilding.

These are the leaders! They will continue to lead! They will
continue to lead despite the “Energy” crisis . . . and all the other
complex problems facing the building industry today.

If you are to continue to grow . . . you must keep up with them
... you must know all about them. You must know WHO they
are—WHERE they are—WHAT they are building and WHERE
they are building.

THE BLUE BOOK OF MAJOR HOMEBUILDERS will tell you all
of this and much more.

Think of the time you will save when you can find all this infor-
mation in one research compendium. You'll be able to build a
solid base for the future when you study the industry trends and
the industry growth pattern set by these BIG Builders.

You can't lose. Not only do you get our 10 day, full refund satis-
faction guarantee but the price of the book will save you many
times over what it would cost you in time just to organize the
information in the BLUE BOOK.

Yes!!!l—THE BLUE BOOK OF MAJOR HOMEBUILDERS—is
truly designed to increase your business.

Hundreds of businesses are profiting from this current and
authoritative Homebuilding study. Some of the business
categories of BLUE BOOK buyers are: Builders, Mortgage
Bankers, Savings & Loan Institutions, Realtors and Developers,
Manufacturers, Ad Agencies, Business Consultants, Libraries,
Building Materials Firms, Architects, Subcontractors, Industrial /
Commercial Firms, Local, State, County and Federal Govern-
ment Agencies.

ORDER NOW! Send This Form TODAY!

ORDER FORM

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

Gentlemen:
Please enter_

CMR Associates, Inc
Address___

City___ xS

HH 774

CMR Associates, Inc. s Suite Five e Crofton Building
2152 Defense Highway

__orders for the 9th Edition, The Blue Book of
Major Homebuilders at the price listed below. | understand you are of-
fering a 10-day, full refund, return privilege with each book. M

]

e Crofton, Maryland 21113

Please Check One:
[ Builder

_| Manufacturer

O
2
o
<
E. Date of O] Fi
o | this order______ S . Inance
ol ] Payment Enclosed $74.50 Regular Price—Special Multiple Copy Prices Available. L] Library
! No. of Books CJ Bid Matrls Sales/
¥ Total Amount $. Distributors
W N Name = den o e el TR
| me - T '
; M B',I - (please print) L1 Architects
%:’ [] Bill Co L] Subcontractor
i Make checks Company Name ! — - L] Realty
g payable to

L) Ind/Commercial
| Government

_ State APt L] Other

WANT MORE INFORMATION BEFORE YOU ORDER? FILL IN NAME & ADDRESS AND CHECK HERE []

1 Ad Agency/Consultant



Builders who switch

\ —

.don’t switch back.
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to Super-Csteel joists

.

super-C steel joists
cost less installed
than wood. And give
a better floor.

The switch is on. More builders than
you probably realize have changed to
Super-C steel joists, for a wide variety of
applications.

And builders who have switched
don't go back to wood. In fact—theyre
designing new projects with these joists
in mind, right from the start.

That’s no surprise, because Super-C
steel joists have some major advantages
over wood.

They cost less to install. Not “maybe’’
Facts prove it. Steel joists are up to 20%
lighter than wood —so they can be handled
and installed quickly by just 2 men. And
Super-Cs extra strength permits greater
spans and greater spacings, reducing the
number of joists as much as 60%.

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.

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
typical applications, load span tables and
architectural details—as well as the name
of the manufacturer of Super-C joists
serving your area. United States Steel,
Pittsburgh, Pa. 15230.

CIRCLE 59 ON READER SERVICE CARD

Name

TItle-

United States Steel

United States Steel (USS C218)
600 Grant Street
Pittsburgh, Pa. 15230

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

Company Name

Address
City

Tvpe of units

= State

Zip - =

How many? =a -t

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




Fireplacin
simgliﬁed.g..
by Martin!

Martin“Build-In-Anywheré’
fireplaces with zero clearance
to combustible surfaces

are completely adaptable!

Install a Martin Woodburning Fireplace on any floor, against any
wall, combustible or not! Because each is a carefully engineered
system, complete in itself with easily assembled, factory-built, hearth-
to-chimney-top components, you can add one or more at any stage
of development...during planning, construction, or remodeling! After
unit and flue are assembled, there’s nothing more to do but trim out
to suit individual taste. 28", 36", 42", and end-opening models
are available to meet every need.

® Martin Free-Standing
fireplaces for economy,
performance, versatility!

Energy-conscious home-owners
are finding Martin Free-Standing
Fireplaces to be the ideal supple-
mental heat source for family rooms
basements, anywhere a fireplace is
desired. Available in electric, gas,
and wood-and-coal-burning models,
they assemble easily and may be
installed with minimum labor.

’

e MEVIARTIN
rite for our catalog

of affordable INDUSTRIES
rmiP‘LACE fireplaces now! BUILDING PRODUCTS DIV.
INSTITUTE P.O.BOX 1527 HUNTSVILLE, ALA. 35807
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Valley
L Well 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.

ValleyM single control faucets

EASTMAN CENTRAL D

a division of

UNITED STATES BRASS CORPORATION

SUBSIDIARY OF HYDROMETALS, INC. N/
@\E 801 TENTH STREET, PLANO, TEXAS 76074
"" - (N
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0, we didn’t build all of it but we did furnish the roof
systems for more than half of the buildings at the World’'s Fair. This
includes the 52,000 square foot USSR pavilion (the fair's largest) and all
other foreign exhibits.

The original design called for a steel space frame but the
cost proved prohibitive. Then TRUS JOIST came to the rescue, with a
space frame made up of wood and steel H-Series and the all wood I-
Series joists which spanned 50 feet, and cut costs by more than 50%. We
also devised a method of assembling the entire system on the ground
and lifting it into place which proved to be another big time and money
saver.

The hexagon pods are so constructed that when Expo is
over in November they can be disassembled and sold singly or in groups
for erection elsewhere, another big economic plus.

Expo ‘74 is just one more example of TJ's versatility and
economy. Whatever your need may be, TRUS JOIST can fill it with a
quality roof or floor structural system. There’s a TJ man near you who
will supply a design manual, design assistance or a free and accurate
cost estimate. Just drop us a card and we’ll put you in touch.




(modulaf hexagon pods) ;
Here the 50 fool gpan roof system is lifted
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DODGE UNDERSTANDS
YOUR ON-THE-JOB
CONSTRUCTION NEEDS

(and our D100 pickup proves it)!

e

" o

Here’s why Dodge should b first pickup choi
ere's wny vodge snou € your Tirst picKkup choice.
1- On the job, you want operating dependability and 5- On the job, you want gasoline economy! Qur
fewer maintenance worries. Our Electronic Ignition standard six-cylinder Dodge pickup engine is the
(ts‘alatndard) has n? 1r0ubilesoime points or cendenser {ﬁmogs %con%rr?ica! 2_2i-cidS$!anltEJ‘>i);._§trt1‘s 5"?2:1'?;
at can wear out or get wet. an Ford or Chevy pickup Sixes, but it has p
of power to get the job done.) Our efficientl [?odge
2. On the job, you want fo carry more tools and heavy VA goﬁ.SI'thY bketter rlgleagelthan Sompetiiion’s
gear. QOur Dodge D100 h_as a greater standard 6 six-cylinder pickups. (See below.)
payload capacity than either the Ford F100 m Onthe job, you might want more road time and

or Chevy C10. fewer gas stops! Dodge pickups have a larger

3 standard fuel capacity than Ford or Chevrolet
m On the job, you want just the right pickup, not a pickups do.
compromise! That's why Dodge offers a choice of 7 : ¢ 1
52 pickup models. (More than Ford ® On the job, you might want the convenience of
or Chevy offers.) automatic speed control. It's a great option that
makes long distance driving easier. Dodge pickups
4. On the job, you want extra inside storage in your 8 offer it! (Ford and Chevy pickups don't.)
pickup. Dodge was first with the Club Cab. Plenty m On the job, you want the cargo to slide in smoothly.

of dry inside space for valuable tools, equipment That's why Dodge has done away with exposed
and supplies. Even room for two extra riders. bolt heads in the cargo box. A little point? You'll
(Comes in four-wheel-drive, t00.) like it! (It's a real joy to have this smoother operation.)

ALL THAT PLUS SIX-CYLINDER ECONOMY WITH A V8.

The United States Auto Club (better known as USAC) recently tested Dodge, Ford,
and Chevy half-ton pickups for gas economy. When the testing was over, our Dodge
had gotten better gas mileage than the Chevy and slightly better gas mileage than the
Ford in highway driving. Not impressed? Consider this, the Dodge we're talking about
was powered by a 318 V8 while the Ford and Chevy pickups in question had their
smaller standard six-cylinder engines. Our 318 V8 delivered six-cylinder economy
with V8 performance. No wonder Dodge has the pick of the pickups. Of course, the -
mileage you get depends on many factors including how and where you drive and the SANCTIONED AND RESULTS CERTIFIED
condition of your vehicle. BY UNITED STATES AUTO CLUB.

UNITED STATES
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MAZE, that
busy little nail
maker, says ...

50 years experience shows
there’s a critical difference

in zinc-coated nails—
“HOT-GALVANIZED” AND
“HOT-DIPPED STORMGUARD®
NAILS” ARE NOT THE SAME!
HERE'S WHY ...

MAZE HOT-DIPPING
IS LIKE
“SKINNY-DIPPING"

...everything gets drenched!

That's right! “Hot-galvanized” nails are merely rolled
around in a hot barrel with zinc chips. Kind’a like
buttering popcorn—some nails get lots of zinc, some
very little. But Maze hot-dipped Stormguard nails are
fully dunked in a pool of molten zinc. And, like the
lads at the swimming hole, each nail gets completely
submerged.

Maze Stormguards are unique among exterior nails.
They're strong steel-core nails, hot-dipped TWICE
after threading, and processed between the dips to
insure a uniform coating and clean, sharp threads. In
over 50 years, we've never had a single verified
complaint about any of our hot-dipped nails rusting
and causing stains. So, you can use Maze
Stormguards with complete confidence!

Excellent driving Stormguards are economical—
cost only slightly more than regular hot-galvanized
and plated nails . . . far less per nail than aluminum
. .. 1/5 the cost per nail of stainless steel.

Altho nails are only a tiny fraction of the total cost of
a house, the wrong type of exterior nails can cause
plenty of grief. Rusty nails ruin siding, roofing and
trim . . . require expensive replacement, or constant
repainting. To avoid these problems, specify Maze
Stormguards—you'll be money ahead in the long run!

Get in the swim...

ask for Maze Stormguard
Nails for all kinds of ex-
terior applications—roof-
ing, siding and trim!

MAZE NAILS,Div. Of

WRITE FOR NEW

CATALOG W. H. Maze Company

PERU, ILLINOIS 61354

705 Department 12
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As the head of a building company, what should
xecutlve itcost you to hire a first-class marketing director?
m en tlon Construction V.P.2An executive vice president?

00 p sa ®  On the other side of the coin, if you're qualified

for one of those slots, what salary should you ask

What lt tE“(ES for? Should you get a performance bonus? A piece
tohire of the action? And if so, how much?

These are particularly tough questions to an-

and hOld swer because housing companies vary so widely

'ld in both size and operating style.
homebm mgS And they’re particularly important questions

key people because housing, more than almost any other in-
dustry, is directly dependent on its key operating
people for success.

That’s why in this issu¢ House &« HomE has
undertaken the housing industry’s first compre-
hensive study of executive pay practices. For the
study we went to three sources:

First, we made our own survey of building firms
whose annual volumes are in excess of $1 million.
We asked them what their executives receive in
salary and what performance-oriented extras such
as bonuses and profit sharing they offer.

Second, we gathered data from a number of
executive search companies that specialize in
housing.

Third, we reviewed documents on file with the
SEC to determine salaries and stock ownership of
the officers of over 50 publicly held building com-
panies.

The results are shown on the next ten pages.
They will be illuminating—and perhaps surpris-
ing—to both the executive and to the company
that employs him.

FHOTO L OMEUSHIION BY JOE RUSKIN
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Housing’s
peculiar character

makes for
unusual pay practices

The chief peculiarity is the industry’s
extreme sensitivity to outside influ-
ences. Buying and renting patterns can
shift very quickly. Zoning problems can
wipeout a project—and a company—al-
mostovernight. And fluctuations in the
money market can literally turn the in-
dustry on and off like a faucet.

This sensitivity gives the housing in-
dustry its strongest characteristic—
high risk; even the most conservative
homebuilder can look like a gambler to
more traditional businessmen.

The rewards for smart handling of
high-risk situations can be very juicy
indeed. So it’s not surprising that 1) key
executives of proven ability are eagerly
sought, 2] these executives want pay
packages that give them a share in the
rewards, and 3) companies tend to offer
these packages. Bonuses, profit sharing,
stock options and similar incentive sys-
tems are more often than not part of the
key executive’s deal with his company.

Furthermore, such deals tend to vary
all over the lot, so neither the employer
looking for a key executive nor the key
executive looking for an employer has
clear guidelines to help him arrive at
precise figures. Here are some of the
more important factors that complicate
the picture:

Ownershipdistorts the compensation
picture. Most building and developing
companies are essentially proprietor-
ships or partnerships, and the president
and/or owners pocket much of the com-
pany’s profit. Hence salaries bear little
relation to actual income.

Similarly, the top men in public com-
panies usually hold the controlling
blocks of stock. Thus, while they typi-
cally provide themselves with $50,000
to §70,000 salaries, stock dividends may
be the biggest source of their income.

Take the actual case of a midwestern
builder who does $18-million gross vol-
ume annually. The company last year
made 6% net—8§1,080,000. The owner
set aside 25% ($270,000) as profit shar-
ing for his six key executives and 45%
{$486,000) for retained earnings. The re-
maining 30% ($324,000) is his personal
income. Moreover it is tax free because
of the tax shelter provided by half a

dozen residential income properties.

Under these circumstances the
owner’s official salary of $60,000 is al-
most an afterthought.

The company volume in this instance
is somewhat larger than average. But
even builders turning out only 30 houses
ayear may typically take home $75,000
to $100,000 on this basis.

Executive mobility in the housing in-
dustry is extremely high. A 15% to 20%
annual turnover in a company is not
exceptional.

The reasons are extreme economic
swings which housingis peculiarly prey
to. An executive may feel that he is not
being adequately compensated for an
unusually successful program. So he
leaves for a job that offers more in
the way of performance benefits. Con-
versely, the company may blame him
for a bad program or sick corporate
situation and fire him or slice his com-
pensation to the point where he quits.

Reaction to these situations can
create various swings in pay practices.
The executive fired for poor perform-
ance may insist on straight salary for his
next job rather than risk a bonus situa-
tion; or the company that saw a good
man leave because the latter felt he
wasn’t getting enough of the action may
revise its policy and give the next man
less salary and a bigger chance to share
in the results of good performance.

Pensions, common in other indus-
tries, are rare in housing.

In the House & HOME survey of exec-
utive compensation, the typical propor-
tions of executives slated to receive
pensionsare as follows: chairman, 29%;
president, 20%; executive vice pres-
ident, 24%; finance director, 24%; mar-
keting director, 7% ; construction direc-
tor, 21%; project manager, 10%; and
property manager, 13%.

Why these low percentages? Partly
because of the aforementioned mobil-
ity; few executives expect to be with a
company longenough todraw a pension,
soit’s not a meaningful benefit to them.
Moreover homebuilding is still an en-
trepreneurial business, and the attitude
prevailing in it is that the big killing is
only months or at most a year or two
away, so why worry about twenty or
thirty years from now.

There are practically no pay-level
standards in housing, and this informa-
tion gap is reflected dramatically in the
vast disparity in salaries and incentives




noted in the accompanying tables.

Part of the disparity stems from a lack
of mutual exchange of information. And
part is due to the unusual pressures
homebuilding can generate.

In most industries a job seeker asks
for an income better than offered by his
current job, while an employer offers
compensation close to that paid to the
previous job incumbent. The two are
probably not far apart and can negotiate
a mutually agreeable figure.

But in housing, the normal process
of negotiation is constantly being
thwarted by the exigencies of the in-
dustry. A key executive opening needs
to be filled right now, and millions of
dollars are riding on finding the right
man. So when the builder thinks he’s
found the right man, he is liable to hire
him quickly on terms set largely by the
employee. Often, these terms are far
above what the builder originally
wanted to pay, and far in excess of what
the competition is paying for the same
job title with the same responsibilities.

““When you've got $10-million worth
of stalled projects, you aren’t likely to
quibble over whether you'll pay $25,000
or $35,000 for a construction v.p. with
a proven record of success,”’ says Jerry
Sans, president of Barton-Sans, a New
Yorksearch firmspecializing in housing
executives. “And the bonuses and profit
sharing in such a pressure-cooker situa-
tion tend to be a lot higher than in a
stabilized situation.”

And the higher the position the less
important it is, and the more important
incentive income is. In the middle eche-
lons of management, incentives can be
as much as or more than salary, and in
the upper echelons it can push people
into the really big money.

Here are the most widely used types
of supplemental incentives:

Bonuses. In recent years the bonus,
figured as a percentage of basesalary, has
been the most popular tool to prod exec-
utives to greater efforts.

““The bonus is particularly important
because it is the most obvious recogni-
tion that an employer can give to an

employee.” So says Lee Stephens,
partner in Stephens-Van Leeuwen, a
search firm in Corona del Mar, Calif.
that specializes in housing executives.
“Tt can be discretionary, computed on
the basis of profitability or tied to an
incentive formula. It can be paid
monthly, semi-annually, annually or
spread out over a number of years.”

Some 15% of the respondents to the
Houst & HoME survey indicated that
they deferred partial or full payment of
bonuses. This practice has generated
considerable controversy. Builders
claimitis beneficial because ofa smaller
tax bite and because the full rewards of
most projects are not realized for several
years. But many embittered executives
say they have lost deferred bonuses for
a variety of reasons—a later weakening
of the company’s financial position, a
falling out with their bosses, etc.

In recent months there has been a
subtle shift away from bonuses toward
larger salaries, notes Tom Townley, re-
search director of Survey Resource Ad-
visors, a Newport Beach, Calif. consult-
ing firm which is now gathering in-
depth data on how and what 55 residen-
tial builders pay their executives.

“Some companies realize that this
year’s deflated bonuses, combined with
the effects of soaring inflation, will
make their executives very restless,”
says Townley. “If companies want to
retain these men for the expected boom
next year, they're going to have to beef
up basic salaries.”

Profit sharing. Typically, private
companies will allocate 10% to 25% of
pre-tax profit to be divided among key
executives. The split can be equal, or
apportioned according to title or size of
salary. For public companies, profit
sharing is limited to 15% of an individ-
ual’s income.

Profit sharing is often double-barreled
in multi-divisional companies: A top
man can receive a slice of his own divi-
sion’s profits as well as those of the
company as a whole.

Thereare many possible variations on
the profit-sharing theme. Two ex-
amples:

1. An executive of a national public
company receives an amount equal to
25% of the profit sharing paid to the
division presidents reporting to him.

2. Division presidents of the above
company receive incentive pay equal to
1% of their division’s pre-tax profits,

plus 3% of the pre-tax profit in excess
of the previous year’s profit. And they
receive additional compensation based
on profits from the sale of land and in-
come properties.

Equity participation. For senior-level
executives, part ownership in the com-
pany—or a series of projects—is the
most highly prized incentive.

“Every top executive—whether he be
adivisional vice president of operations
for a large company or a marketing
director of a regional builder—eventu-
ally wants equity participation,” says
Lee Van Leeuwen of Stephens-Van
Leeuwen. “It’s a key factor in motivat-
ing a satisfied man to move.”

The publicly held company can also
provide equity in the form of stock op-
tions. But these have fallen into disfavor
(the term laughing stock is often used)
because the options now sell for consid-
erably more than the current market
value. Forexample, theaverage per share
option price of U.S. Home stock is
§15.21, but it sells for about $5 a share -
on the open market.

However, some companies in this po-
sition are offering their executives the
choice of either retaining their options
or cashing them in after a set period.

Those sweet perks. It is widely as-
sumed that top housing executives re-
ceive an abundance of perquisites
nicknamed perks by personnel manag-
ers and executive recruiters.

Perksare those niceties that make any
job nicer—a company car, company-
paid country and health clubs, com-
pany-owned house and hunting lodge,
company-paid vacations, etc.

But according to the House & HOME
survey, less than 20% of the respondents
receive a free car, and a smaller percent-
age receive free club memberships, the
use of company airplanes or generous
expense accounts. Most respondents in-
dicated that they were reimbursed only
for job-related out-of-pocket expenses.

ﬂn.[;‘l.]iﬁ{
mcome
They include:

Company size. The larger the com-
pany the greater the likelihood it will
pay higher salaries and supplemental

compensation. And this is particularly
true of the top seven jobs, from chairman
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down to area manager, as listed in the
Houst & HomE and Barton-Sans sur-
veys.

For staff positions, such as director of
design or property manager, the com-
pensation differences between small
and large companies are much less.

The Barton-Sans survey points out
one interesting aberration: In the $10-
t0-$25-million and $25-to-$50-million
categories, presidents tend to make
higher salaries than board chairmen.

““Frequently the chairman’s position
is filled by the owner who is taking a
semi-active role in management,” says
Jerry Sans of Barton-Sans. “In addition,
he is probably receiving a large piece of
company profits.”

Sans points out that in the area of
middle management, the industry’s
practice of paying the biggest salaries to
top field personnel—chiefly the con-
struction director—still holds. But in-
creasingly, larger companies are coming
to regard marketing directors as much
more important. Therefore their base
salaries and supplemental pay have
risen considerably in the past two years.

Size of the executive staff. Every
builder/owner looks for a perfect bal-
ance between the highest management
efficiency and the lowest cost for man-
agement overhead. But the House &
HoME survey showed that chief execu-
tives of similarly sized building firms
have very different ideas about how to
produce the best balance.

Consider Company #1, a $69-million
East Coast firm which built 1,500 units
last year. The executive payroll of
$290,000 covers six men—chair-
man/chief executive officer, president,
comptroller, area manager, project
manager and property manager.

By contrast, Company #2, a §70-
million West Coast firm which also
built 1,500 units, pays $450,000 to
ten executives—chairman, president,
comptroller, marketing director, area
manager, project manager, property
manager, administrator, land acquisi-
tion director and architect.

Company #1 is likely to offer consid-
erably larger bonuses and profit sharing
than Company #2 because fewer men
divide up the pie. At the same time,
these men probably work much harder.

In small companies, the income per
man can rise dramatically when there
are only a few executives. For example,
a $4-million firm building 300 units a

Compensation
COMPANY VOLUME: Over $25 million

Title

Chairman

President

Executive vice president/director operations
Director finance/comptroller
Director marketing/sales

Director construction
Area/division manager

Project manager

Director property management
Director administration/personnel
Director land acquisition

Director land development
Director design/architecture

COMPANY VOLUME: $10 to $25 million |

Title

Chairman

President!

Executive vice president/director operations
Director finance/comptroller '
Director marketing/sales®

Director construction

Area/division manager

Project manager

Director property management

Director administration/personnel

Director land acquisition |
Director land development

Director design/architecture j

COMPANY VOLUME: $1 to $10 million

Title

Chairman

President

Executive vice president/director operations
Director finance/comptroller
Director marketing/sales’
Director construction
Area/division manager

Project manager

Director property management
Director administration/personnel
Director land acquisition

Director land development
Director design/architecture




packages: Here’s the picture revealed by a HOUSE & HOME survey

Percent receiving rcent
| Salary Pension Stock  Profit fu':leo‘: part
High Average Low High Average Low Bonus option sharing owner
$125,000 $84,264 $50,000 $18,000 $15000 $12,000 45 18 27 55
150,000 73,633 35,000 12,000 8,000 3,000 60 27 A7 53
125,000 53,850 30,000 6,000 4,050 2,100 75 33 42 B8
75,000 42,371 26,000 10,000 6,700 1,800 69 31 31 19
75,000 35,145 21,000 . ! : 64 27 27 0
50,000 31,584 24 600 5,000 3,833 1,500 79 21 36 14
60,000 41,367 24,000 7,500 4,900 1,200 58 33 33 33
35,000 21,385 15,000 5,000 3,250 750 67 8 33 8
30,000 22,056 18,000 2 55 18 9 0
35,000 23,138 17,000 5,000 3,250 1,500 50 25 25 13
45,000 29,417 21,000 i ? % 50 33 33 0
32,080 26,084 20,000 = 71 14 29 14
42,500 29,443 18,600 i 43 14 29 0
*No retirement benefits figure given for this position.
**Insufficient data.
Percent receiving Percent
Salary : Pension Stock  Profit  full or part
High Average Low High  Average Low Bonus option sharing owner
$134,000 $63,448 $23,000 $25,000 $14,500 $5,000 29 29 25 88
150,000 61,077 20,000 22,000 13417 3,000 50 13 47 75
100,000 46,469 18,000 18,000 9,750 5,000 50 25 54 50
42,000 27,464 16,000 18,000 6,500 2,000 44 22 52 25
50,000 28,710 16,000 12,000 6,410 1,800 55 17 52 17
50,000 28,316 18,000 10,000 4,900 2,000 56 28 50 19
70,000 32,208 22,500 1 i , 67 17 83 17
40,000 21,796 12,000 13,200 4429 500 50 18 40 10
40,000 21,920 12,000 8,600 7,300 6,000 47 27 53 20
35,000 22,267 14,200 7,800 6,900 6,000 25 33 25 8
50,000 26,609 16,000 10,800 8,400 6,000 45 18 36 18
31,000 24,000 17,000 i : E 50 40 60 20
30,000 20417 11,000 8,000 4,800 1,600 67 il 50 0
*No retirement benefits given for this position. **No company reports stock options for director design/architecture
10ne company reports a $150,000 bonus for president and no salary
*One company reports a $200,000 salary and $10,000 in commissions for director marketing/sales
Selity PRI Percent receiving . Percent
Stock Profit full or part
High Average Low High Average Low Bonus option sharing owner
$ 85,000 $42,595 $20,000 $15,000 $ 9,933 $4,800 20 6 40 60
125,000 45,167 18,000 20,000 11,257 2,700 ar 9 32 76
76,000 33,521 10,800 20,000 11,200 2,700 61 16 47 34
40,000 22,297 12,000 13,500 4,460 1,000 42 16 39 5
41,600 21,846 12,000 i % ¥ 48 3 41 3
50,000 22,288 10,000 5,000 2,650 250 50 13 39 13
F 30,000 20,480 15,000 . ' : 50 10 40 0
. 21000 18,408 12,000 4,000 3,150 2,300 37 7 27 ]
|'R 36,000 17,438 10,000 ) . . 44 13 38 0
18,000 12,200 9,000 ‘ & i 33 0 100 0
| 35,000 28,333 25,000 : 33 33 100 0
32,000 21,700 15,800 % 5 g 25 25 50 25
go.q_ot? 20,181 10,000 14,400 9,133 3,000 64 18 36 0

" *No retirement benefits given for this position.
1Two companies pay director marketing/sales by commission; one by profit sharing
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year has a president/owner who draws
a $50,000 salary. He also functions as
construction director, property manager
and every other executive position the
firm requires except comptroller (he
makes $25,000). The result is that the
president/owner earns $100,000 to
$125,000 annually.

Longevity. Theoretically every exec-
utive employee has a value—hence an
income—based on the need for his abili-
ties. But if the executive has not been
recently exposed to the marketplace, he
is likely to be undervalued.

This is the typical situation for em-
ployees who have done a good jobin one
slot for many years. They are liked and
respected, but all too often they don’t
make top dollar in their job category
because they haven’t doneanyrecentjob
hopping.

“It’s sad but true that most housing
executives who've been in their jobs a
longtime aren’t paid asmuch as the men
who've had a steady progression of jobs
in different companies,” says Berlin
Vance, president of Vance Employment
Service, Amarillo, Tex. “Butthereis also
danger in too much job hopping. We see
too many men who've had three jobs in
two years. This shows lack of stability
and it is very tough to place these men
in good jobs.”

Another executive recruiter doesn’t
fully agree. Says Jerry Sans of Barton-
Sans: ““This isa very fast-paced industry.
Alotofmenworkona project-by-project
basis. When one job is built out, they go
on to the next one. And many times the
builder doesn’t do the same type of proj-
ect back to back. So he’ll have to hire
other men with appropriate experience
and skills.”

Location. The cost of living varies sig-
nificantly from region to region. If a
project manager is making $20,000 a
year in Boston, he would receive an in-
stant effective salary increase of 25% by
taking a job at the same pay in El Paso.
Conversely, he'd be takinga 25% salary
cut if he accepted the same pay for a
similar job in Anchorage, San Juan, or
Honolulu.

Of course, living costs don’t always
very so dramatically. But any geo-
graphical difference is important in
evaluating whether a particular base
salary is good, bad or indifferent.

Most large firms that have divisions
in different parts of the country and
abroad solve the cost of living problem

for transferred executives by keeping
salaries close together for the same job
but providing a cost of living allowance
for the time that a man works in a high-
cost area.

You can't
tell the players
by their titles

That’s because the housing industry is
characterized by many functions heaped
on the heads of a few people. Typically,
a key executive assumes the title repre-
senting his highest function, but carries
many other responsibilities without
portfolio, so to speak.

Some examples:

® The $75,000-a-year president of a
$20-million Florida-based company also
heads up land acquisition and develop-
ment. This is a common doubling of
functions because these areas require an
extremely talented and experienced ex-
ecutive.

® The $75,000-a-year executive vice
president of a $20-million mid-western
company also is comptroller and sales
director.

® The $26,000-a-year executive vice
president of a $21-million West-Coast
firm also heads up property manage-
ment.

Carried to extremes, the multi-hat
syndrome canresult insomerather large
companies being run by some very small
staffs. For example:

e A $7-million firm building 250
units a year has a $56,000-a-year pres-
ident, a $20,000-a-year construction
director and a very talented $24,000-a-
year vice president who functions as
comptroller and director of sales, prop-
erty management, administration and
land acquisition and development. No
doubt his bonus is generous.

® A $10-million company building
500 units a year has only one executive.

® A $15-million southwestern firm
building 500 units a year has only three
executives: a board chairman and pres-
ident, each drawing $40,000 a year and
splitting the profits 50-50, and a $31,-
000-a-year director of land acquisition.

Of course, there are limits to the
workload that even the hardest driving
executive can carry effectively. The
House & HoME survey showed that the
larger companies—those doing more
than a $25-million-a-year volume—




Public company officers: what they earn in salaries and own in stock

Shares Shares
Company common stock Company common stock
(gross revenue) Salary owned (gross revenue) Salary owned
Alodex Corp. 7 Deltona Corp.
(833 mllliorrs ($99.7 million)
Lloyd E. Clarke, pres. & ch. exec. off. $50,000 Robert F. Mackle, chmn. $129,375 9,000
Fred E. Jones, exec. v-p. 35,000 3,251 Frank E. Mackle Jr., pres 129,375 11,100
Cecil D. Abarr, corp. v-p. & treas. 35,000 Neil E. Bahr, exec. v-p. & ¢h. exec. off. 125,625 14,800
Jack G. Rose, corp. v-p. 32,500 Wm. H. O'Dowd Jr., sr. v-p. finance 79,167 19,000
Paul A. Hyde, group v-p. 32,500 James E. Vensel, sr. v-p. arch. 79,167 17.500
Jesse M, Zeliner, v-p. 36,846 F. Grant Peeples, v-p. secy. 33.000 200
C. David Albright, v-p. 33.230 =i
Amecon International Inc. ([;%\'rje::ﬁm:enr;t Corporation of America
($39.6 million)
Frank Z. Jemison Sr., chmn. & dir. $48,000 618510 L S, PO, . DoA 9,067
W.D. Jemison Jr., pres. & dir 48,000 650,970 & ¥ 2 ”‘% L =
| pres. of Mayer Corp.t 93,773 224,082
H. Lance Forsdick, exec. v-p. 37.200 38,571 IFiHE EleRmBR .o\ & 2ap 60,000
E. Donald Harris Jr., sr. v-p. 31,576 1,900 9 Pl Y. '
T M. Bachslor v:b. & dir 36090 10'000 Edward Lempka, v-p. & asst. secy. 40,554
I HABHSION Y S DL Ll B i - WA Pedro Diaz, v-p. & treas. 34,883 5,899
c S LN U e oty Berta Dee, v-p. sales 34,333 7,210
(AS"?Gre miﬁirgﬁ) Larry Kalik, v-p. construction 40,554 8,953
*$5,000 raise each year
Irwin W. Blum, chmn. 206,500 g
Howard W. Friedman, pres. $104,000 85,850 THXTIOnY B BuGRIEiary Ak (e
Chester Carity, exec. v-p. 90,000 285,468 i
Henry L. Hoffman, sr. v-p. 90,000 300,895 Development International Corp.
($22 million)
American Continental Homes Inc. Ered Epslein, chmn. $50.000 305,048
($68.4 million) Richard Friedman, exec. v-p 33,125
G.L. Pennington, pres. $104 980 15,000 Irvin Berman, v-p. & treas. 35,729 5,600
HaBrry M. Rubensieir&. v-p. 7 24.230 666
J.B. Brown, pres.—Continental Multi Homes* 9,231 10, i
C.J. Medema, pres.—Medema Homes® 41250 10,000 e ncusiries Inc
($19 million)
*Wholly owned subsidiaries Allan C. Edwards, chmn. $12,250 82,067
:\s\g%&%)lwir::)nity Oevelopers Fairfield Communities Land Co.
Harry L. S $122,307 46,500 !
arry L. Summers, pres. ! 2
Bonald D, Siffion, exee. v-p. 72,635 18,000 George H. Jacobus, pres. $60,000 1,124,621
Richard L. Weiser, exec. v-p 64 358 18,000 Neil L. Simonson, exec. v-p. 60,000 1,338,056
R. Barry McComic, v-p law & admin 48,145 10,000 Robert L. Callender, sr. v-p. 44,480 76,498
*Parent is Avco Corp. Y o alnihy i __ First Builders Bancorp.”
Centex Corp. ($17 million)
($281.9 millﬂ)n) tl_iose%h H. Kantor, (gwr(;m 80,006 ?ggg?g
Frank M. Crossen, chmn. $105,000 491272 aul Danzig, pres. & dir. ' '
Paul R. Seegers, pres. 100.000 396,608 Donald C. Zellner, exec. v-p. 47,625 16,000
James E. Lewis, exec. v-p. 72,731 *Parent of U.S. Development Corp.
Cheezem Development Corp. First Hartford Corp.”
($12.5 million) ($35.8 million)
Charles K. Cheezem, chmn. & pres. $38,250 Neil H. Ellis, pres. & dir. 7 $99,072
Seymour B. Kaplan, v-p. & dir 73,809 250,502
The Christiana Companies Inc. Robert E. Fisher, v-p. 39,639 181,883
($34.5 million) *Parent of First Hartford Realty Corp.
Martin Fenton Jr., chmn. $56,667 11,670 —
Boone Gross Jr., pres 51,667 10,000 Forest City Enterprises Inc.
Raymond F. Logan, v-p. 37,333 ($88 million)
Gommonueath Genera L b i K e e
($7.1 million) Nathan Shafran, exec. v-p. 60,000 447 848
Barry D. Nelson, chmn. $60.000 180,000 Sam H. Miller, exec. v-p. 60,000 441,740
Melvin Kaplan, pres. 60,000 182,000 Albert B. Ratner, exec. v-p. 60,000 396,990
Herbert Kravitz, pres. & dir. ——
of Comwel Development Corp.* 25,000 Halicraft Homes Inc.
*Wholly owned subsidiary ($99.6 million)
John C. Hall, chmn. $80,000 650,370
Cousins Properties Inc. James H. Cedarquist, pres. 55:115 54,400
($31.3 million)
Thomas G. Cousins, chmn. & pres. $160,000 959,703 ;-ls%fgr?ar:iﬁn'g?‘r}wr corp.
Cecil D. Conlee, v-p. finance 75,000 23,625 *
Robert P. Hunter Jr., v-p. secy. 35,000 Jack Hoffman, chmn. $75,925 530,800
Robert Rosner, pres. 65,258 488,100
William E. Griffin Sr., exec. v-p. 61,528 50,000
Robert H. Haag, v-p. secy. & treas. 33,669 3,980
e e e
Homewood Corp.
Where the figures come from ($36.5 million) P
Salary and stock-ownership data listed here and on the next two  John F. Havens, chmn. 28,157
pages come from recent proxy statements and 10K forms filed with  George A. Skestos, pres. & ch. exec. off. $90.000 371,718
the SEC. For assistance in gathering the figures, House & Howme is  John H. Bain, exec. v-p. 41826 1790
indebted to Standard & Poor's Corp.; Oppenhelmer_ & Co, a stock  Hunt Building Corp. ;
brokerage firm; and Barton-Sans Inc., an executive search firm ($38 million)
specializing in the housing industry. Jack L. Hunt, pres. $35.403 575,400
J. Kelso Hunt. exec. v-p 32.875 231,600

continued on next page



74 H&H jury 1974

COMPENSATION CONTINUED

tend to assign individuals to all major
job categories.

Here’s a brief rundown of what the
more important titles mean and what
salary ranges they're liable to span:

Board chairman and president, When
asmall company has a chairman as well
as a president, it’s usually so that its two
top men can have prestige titles. Since
these twomen are often co-owners, their
titles permit each to function as a
principal in crucial situations; for ex-
ample, in today’s anti-development cli-
mate, it can be very damaging for a per-
son with a title lower than president to
appear as a company representative at
zoning hearings. (This is also the reason
that many national housing companies
call their regional managers division
presidents.)

Onthe otherhand, manybuilders give
themselves the title of chairman so they
can concentrate on the thing they love
best—making deals—while leaving
day-to-day details of running the com-
pany to a president.

In any event it's likely that both the
chairman and the president are either
owners of the company or major stock
holders. So as noted earlier, their sal-
aries, which range from an average of
about 845,000 to about $80,000,
depending on company size, are likely
to be only a portion of their total annual
compensation, and oftena small portion
at that.

Executive vice president or director of
operations, Traditionally this job has
been the domain of the eager, ambitious
and aggressive executive who has a
finger in every part of the company. It
is also, traditionally, the most common
jumping-off place for the presidency of
another company. According to the
House &« HoME survey, nearly half of the
executive vice presidents are part
owners of the company. Presumably the
other half keep their eyes open for a
move that will give them ownership
deals.

Below the three top slots there is an
even wider variation in compensation.
That’s because different companies
have very different views of the respon-
sibilities entailed. Some examples:

Director of finance or comptroller.
The man in this job who receives $12,-
000 a year without significant supple-
mental compensation must be regarded
as nothing more than a glorified book-
keeper. But a $42,000 salary plus sup-

Public company

Shares
Company common stock
(gross revenue) Salary owned
Jetero Corp.
($53 million)
Richard A. Beeler, chmn. $60,000 548,565
Howard Wolf, pres. 45,000 107,500
R.F, Beeler, sr. v-p 45,000 223,785
W.W. Austin, exec. v-p. 45,000 241,795
Kaufman & Broad Inc.
($260 million)
Eli Broad, chmn. & dir. $181,840 1,642,573
Donald Kaufman, vice chmn. & dir. 875,952
Eugene S. Rosenfeld, pres. & dir. 184,506 120,678
Leroy H. Goldman, dir. 74,386 77,050
Walter Rothchild, dir. & chmn. Sun Life” 61,583 1,778
*Subsidiary
Ke% Co.
($25 million)
W. Griswold Smith, chmn, & pres. $42,740
Henry L. Marion, v-p. mobile homes 113,739
Land Resources Corp.
($47 million)
J.L. Wolgin, chmn. 836,353
Jerome J. Cohen, pres. & ch. exec. off 78,850 35,000
W. Charles Chastain, v-p 51,558
Myron Harris, v-p. secy. 45104
Gerald H. Gould, pres. Lehigh Acres® 58,750
*Subsidiary
Lane Wood Inc.”
($46.6 million)
R. Vincent Lynch, chmn. $57.500 207,900
Charles P. Alberg, pres. 47,500 27114
E.A. Byman, v-p. secy. & treas. 30,000

"Parent of Jim Kay Homes Inc., Ford Developments Inc. and Lane Wood

Homes Inc

Leadership Housing Inc.
($150.5 million)

C. Gordon Murphy, chmn.* $357,391 4,025

*Also pres., ch. exec. off. & dir. of parent compan}/f‘ Cf.euo C?rp, Retirement
of annual compensation

benefit: $71,862 annually. Disability benefit: one-ha
not to exceed five years.

Leisure Technology Corp.
($68.9 million)

Robert J. Schmeriz, chmn. & pres. $86,200 2,008,016
Herbert Hinden, exec. v-p 55,750 51,250
George Karpay, pres. Fla. subsidiary 52,000 32,673
Richard Brown, pres. lil. subsidiary 50,000 120,472
Fred Frankel, pres. Pa. subsidiary 55,400 167,190
Lennar Corporation

(599 million)

Leonard Miller,“pres. & v-p. F&R Builders” $55,000 1,143,687
Arnold P. Rosen, exec. v-p. & pres. F&R Build-

ers’ 55,000 708,662
Irving Bolotin, sr. v-p. & v-p. F&R Builders* 47,508 9,370
*Subsidiary

McCarthy Co. =
($32.5 million)

William N. Kennicott, pres. & ch. exec. off $57,940 50,000
Anthony A. Allen, v-p 33,040 7,500
McKeon Construction Co.

($87 million)

George R. McKeon, chmn. & ch. exec. off. $70,000 2,423,400
James G. Fuller, pres. & dir. 65,000 18,750
E. Lee Friedrich, sr. v-p 61,125 16,776
Wilbur Wilkinson, secy. & treas. 50,000 10,000
John C. Rodgers, v-p. finance 35,000 100
H. Miller & Sons

($12 million)

Howard H. Miller, chmn. & pres $36,405 107,500



officers: what they earn in salaries and own in stock

Shares Shares
Company common stock  Company common stock
(gross revenue) Salary owned (gross revenue) Salary owned
Mitchell Energy & Development Corp.* Ryan Homes Inc.
($35 million) ($190 million)
George P. Mitchell, pres. $97 400 2,991,469 Edward M. Ryan, chmn. $50,000 348,358
Bernard F. Clark, exec. v-p. 69,800 32,106 Malcolm M. Prine, pres.* 81,000 49,260
B.J. Houck, sr. v-p. 58,300 19,165 Edward J. Waddell, v-p. 57.000
J. Leonard lvins, sr. v-p. 52,200 2,306 James C. McDonough, v-p. 51100
Leland W. Carter, sr. v-p. 49400 24,230 William C. Kuenzig IV, v-p. secy.** 15,400 39,325
M.D. Thompson Jr., sr. v-p. 43,200 St *Also pres. & ch. exec. off. Pittsburgh National Corp.
*Parent of Mitchell Development Corp. of the Southwest, which contributed **Retired
about 15% to the company’s gross revenue. e et - e Mk
— R Ryerson & Haynes Inc.
Oriole Homes Corp. ($17 million)
($34.2 million) Stanley G. Tate, chmn. $60,000 250,000
Jacob L. Freidman, chmn. $41,000 73017 C.B. Vass, pres
E.E. Hubshman, pres 40,000 48,447 H.K. Pohlman, consultant 60,000 47,050
Prel Corlp. Ryland Group Inc.
($80 million) ($60.8 million)
Jacob Burstyn, pres. $50,000 475,201 James P. Ryan, pres. $80,200 480,000*
Fred H. Blum, sr. v-p. 40,000 Robert J. Gaw, sr. v-p. 51,125 57,000
T . gty 1 ol *Class B common stock equal to two votes per share; also owns 99,100
Presidential Realty Corp.
($36.6 million) shares of common stock equal to one vote per share.
Joseph M. Baruch, pres $47.975 33,861 Seligman & Associates Inc.
Steven H. Baruch, v-p. 44,808 5,532 ($16.1 million)
Justin Glickson, v-p. L 47,975 17.982 lrvinkgsﬂ E‘Leﬁgman‘ pres. & treas. $75,000 764,120
Jack Strickstein, exec. v-p. & secy. 56,400
Presley Development Co. i
(77 million) _Arthur Kopelmgq Sr. v_.p. 73,700
Randall E. Presley, chmn. & pres $45,500 986,198 Shapell Industries
Robert H. Phillips, exec. v-p. 33.509 86,400 ($85 million)
Kenneth D. Stark, v-p. construction 30,125 20,000 Eam?” Swhaﬁe”‘ pres. & ch. exec. off. $50.000 623,367
harles W. Knapp, vice chmn. 60,000 2,800
Fs%%e$ﬁ{3:)c°rp' David Shapell, exec. v-p. 50,000 578,429
Bernard E. McCune, v-p. 46,477 11,500
William J. Pulte, chmn. $65,604
Charles R. Eskew, pres 75,154 5,600 Shelter Corporation of America Inc.
- I g == ($60 million
E%%'C;“Fl‘ig?‘)t‘l & Gonsiryction Com. Garret G. Carlson, chmn. $62,500 439,857
” Bruce G. Nimmer, pres 60,000 190,964
Arthur Radice, pres. $54,166 403,294 J.E. Boran, v-p. 80,000 171,696
Robert C. Radice, exec. v-p. 52,120 162,447 Richard C. Nelson, v-p. 75,000 247,560
Charles F. Radice, v-p. 53,333 48,019 Lawrence Platt, v-p. 71,000 241 458
Lee C. Vona, v-p. 40,256 10,957
== Standard Pacific Corp.
Rexco Industries Inc. ($35 million)
(8322 million) Arthur E. Svendsen, ch. exec. off $42,000 20,000
Henry C. Rexach, chmn. $75,500 354,596 Ronald R. Foell, pres. 55,134
Hans Rexach, pres. 63,500 179,596 William H. Lan%enberg, pres.
Manuel Louis del Valle, v-p. 38,000 of Standard Pacific—N. California 45,000 20,000
Robino Ladd Co. Transcon Builders Inc.
($71 million) ($7.2 million)
Frank A. Robino Jr., chmn. $75,000 402,784 Fred Rzepka, pres. $40,000 254,660
David A. Ladd, pres. 45,000 53,198 Louis Frieberg, ch. exec. off.* 4,000 80,685
Charles L. Robino, v-p. secy. 45,000 35,800 Martin Liston, secy 35,000 78,108
U.S. Home Corp. *Consultant
(#5605 miflian) Washington Homes
gha(ljrles Eutegberg‘ chmn. & ch.&exec, off. $156,230‘ 1888(7}8 ($19 million)
rederick E. Fisher, vice chmn. & treas. 131,500* I s
Stuart S. Golding, pres. 121,500* 84,742 William J. Harnett, chmn. $70,?50 395,613
Herbert M Hutt, pres. N.J. subsidiary 85.000" 11,366 Lawrence M. Breneman, pres. 52,150
D. V. Horn, sr. v-p. & pres. Fla. subsidiary 105,000* 10,100 7
M. Volk, pres. Marved Const. subsidiary 50,000 “‘f g’hﬂﬁuw Real Estate Co.
J. Witkin, pres. Witkin Homes subsidiary 92.000" 101,129 (8185 million)
plan set aside $54,544 for George H. Weyerhaeuser, pres.t $305,000 31,666

*As of Feb. 28, 1974 company profit-sharing
Rutenberg; $26,450 for Fisher; $15,500 for Gol
for Van Horn; and $76,669 for Witkin.

ing; $24 480 for Hutl; $16,325

Rossmoor Corp.
($77 million)

Ross W. Cortese, chmn. & pres. $137,990 1,662,000
Robert E. Rosenwald, exec. v-p. & secy. 59,412 2,300
R. James Rigney, v-p. treas. 40,271 800
L.H. Davis, v-p 36,701

Rogal Palm Beach Colony Inc.

($32 million)

Herbert L. Kaplan, pres. $86,827 3,100
Martin Samuels, exec. v-p. 51,039 11,450
Elmur Hurwitz, exec. v-p. 102,154

Robert Hurwitz, v-p. 64,975

*The firm is a wholly owned subsidiary of Weyerhaeuser Co. The Weyer-

haeuser Real Estate Co. owns Pardee Construction Co.,
Inc., Babcock Co. and other building companies.
tAlso president of the parent company.

Centennial Homes

Western Orbis
(814 million)

William Malat, pres. $47,000
Alvin Tesser, v-p. 41,000
Louis Reedman, v-p. 41,000
Melvin H. Malat, secy. 41,000

156,001
89,019
94,302
62,364

H&H jury 1974

75




COMPENSATION CONTINUED

plemental compensation for this posi-
tion means its incumbent probably
plays avital role in his company’s finan-
cial strategy.

Construction director. A man with
this title who gets far below the average
income in his company category is
likely to be in actuality a project man-
ager, particularly if he doesn’t have
heavy profit-and-loss responsibility.

Similarly, a poorly paid project man-
ager without profit-and-loss respon-
sibility is probably functioning only as
a superintendent or senior foreman.

Marketing director. This is the most
difficult position to assess because the
methodsof compensation areso diverse,
particularly among smaller firms. In the
$1-to-$10-million grouping, 10% re-
ceived no salary, only commissions or
profit sharing. Forty-eight percent re-
ceived bonuses which ranged from $2,-
000 to $20,000 and averaged $8,000.
Forty-onepercent received some form of
profit sharing.

Fully half of the companies in the
$1-to-$10-million grouping didn’t fill
this position at all, and 27% in the $10-
to-$25-million category also left the po-
sition vacant. The function is either
filled by someone else in the company
or by an outside firm.

In this same size company the range
of supplemental compensation for mar-
keting directors is especially great. It
goes froma 5% bonusona$30,000 salary
base, or $1,500, to a 220% bonus on an
$18,000 salary base, or a $40,000 bonus.
However, it is more typical to offer a
25% bonus on a $40,000 salary base, or
$10,000, plus profit sharing.

Salaries: medians reported by an executive search firm*

But mb_ilgy i
isn't everything

[tisassumed by many thata high annual
income is the primary and solitary goal
of executives. In fact, money is rarely a
man’s only goal, and sometimes it is his
least important motivating factor.
Challenge, prestige, self-esteem and au-
tonomy may, at different levels of man-
agement and different times in a man’s
career, be much more important.

At lower management levels, the
neophyteexecutiveisconcerned mainly
with money and the self-esteem it
confers. Secondarily, he is interested in
how much he can use his current job as
a proving ground for better jobs. Thus,
aslightly higher salary offer usually will
be enough for him to change jobs.

At the middle management level, it
takes a proportionately larger increase
in the pay package to persuade the exec-
utive to change jobs. And the middle
manager is also looking for greater au-
tonomy, challenge, prestige and future
opportunity. When he sees little pros-
pect of acquiring these, he may begin
thinking of leaving regardless of how
well he is paid.

At top management levels, high sal-
aries are taken for granted, and even
greater emphasis is put on the self-ful-
fillment that comes with having control
over a tough and challenging project. A
man wants to run his own show.

“What the senior executive really
wants is the opportunity to test the
limits of his capabilities,” says Lee
Stephens. —MIcCHAEL |. ROBINSON

Company volume (in millions)

Position $1-810 $10-825  $25-850 $50-875 $75-5100
Board chairman $50,000 $50,000 ~ $60,000 $70,000 $100,000
President 45,000 55,000 62,000 65,000 80,000
Executive vice president/director operations 35,000 40,000 44,000 50,000 60,000
Director finance/comptroller 22,000 24,000 35,000 40,000 45,000
Director marketing/sales 25,000 30,000 30,000 35,000 40,000
Director construction 25,000 32,000 40,000 43,000 50,000
Area/division manager 24,000 30,000 45,000 42,000 50,000
Project manager 22,000 26,000 29,000 30,000 30,000
Superintendent 16,000 20,000 22,000 25,000 25,000
Director property management 24,000 18,000 24,000 27,000 29,000
Director administration/personnel 21,000 23000 30,000 30,000
Director land acquisition 20,000 27,000 32,000 32,000
Director land development 22,000 28,000 30,000 30,000
Director design/architecture 18,000 25,000 29,000 33,000

*Barton-Sans Inc., New York City



Company execs in firms with up to $20-million volume

Salaries and bonuses: highs and lows reported by an executive search firm*

Position Base Salary Bonus (% of base) Total cash compensation
e, Low High Low High Low High
Board chairman $40,000 $100,000 TR, 100 $44,000 $200,000
President 35,000 75,000 10 100 38,500 150,000
Executive vice president 30,000 75,000 10 75 33,000 131,250
Subsidiary president 40000 60,000 10 100 44,000 120,000
Division manager Y 30,000 60,000 10 ; 100 33,000 120,000
Vice president production 30,000 50,000 10 50 33,000 75,000
Vice president marketing 30,000 50,000 10 50 33,000 75,000
Vice president finance 20,000 T R SRS 21,000 50,000
General sales manager’ 20,000 30,000 5 50 21,000 45,000
Project sales manager? i 20,000 60,000
Director construction 18,000 35,000 5 20 18,900 42,000
Director property management 15,000 30,000 5 10 15750 36,000
Director mortgage finance 15,000 30,000 5 20 15,750 36,000
Purchasing agent 15,000 30,000 5 20 15,750 36,000
Comptroller 15,000 30,000 5 20 15,750 36,000
Project manager 15,000 25,000 5 20 15,750 30,000

Includes overrides and commissions  2All commission

Divisional or regional execs in companies with $20-to-$75-million volume

Position Base salary Bonus (% of base) Total cash compensation
Low High Low High Low High
President/general manager $25,000 $55,000 10 100 $27,500 $110,000
Assistant division manager 20,000 40,000 10 40 22,000 56,000
Director operations 20,000 35,000 10 30 22,000 45,500
Director marketing 25,000 45,000 10 30 27.500 58,500
Sales manager" e 20,000 35,000 10 40 22,000 49,000
Project sales manager? 15,000 25,000 10 50 16,500 37,500
Director land acquisition 20,000 30,000 10 20 22,000 36,000
Director land development 20,000 30,000 5 20 21,000 36,000
Director finance 18,000 30,000 5 10 18,900 33,000
Director property management 18,000 35,000 5 10 18,900 38,500
Mortgage department manager 15,000 30,000 5 10 15,750 33,000
Project manager : 18,000 30,000 o 10 18,900 33,000
Purchasing agent 18,000 26,000 5 10 18,900 27,500

Includes overrides  Z2Includes overrides and commissions

Corporate execs in companies with over $100-million volume

Position Base Salary Bonus (% of base) Total cash compensation
Low High Low  High Low High
Board chairman $40,000 $125,000 25 100 $50,000 $250,000
President 40,000 125,000 25 100 50,000 250,000
Executive vice president 35,000 75,000 10 100 38,500 150,000
Subsidiary president’ 35,000 70,000 10 100 38,500 140,000
Vice president marketing 40,000 70,000 20 75 48,000 122,500
Vice president finance 25,000 70,000 5 50 26,250 105,000
Vice president operations 35,000 60,000 10 75 38,500 105,000
Vice president property management 30,000 45,000 10 50 33,000 67,500
Director finance/comptroller 25,000 50,000 10 50 27,500 75,000
Director administration/personnel 20,000 35,000 10 20 22,000 42,000
Director architecture 18,000 35,000 & 10 18,900 38,500

"Refers to a separate operating company in a related field such as mortgage banking, commercial/industrial construction and recreational land development

*Korn/Ferry International, Los Angeles
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PROIECT ProjecT: Woodlands

POR I EOLIO LocAtion: Memphis, Tenn.

DeveLorer: Alodex Corp. {

ArcHITECT: Jack Rose Assoc., Memphis

Lanpscare ARCHITECT: Robert Green & Assoc. Inc., Mempbhis

SITE AREA: 16.5 acres

NUMBER OF UNITS: 83 condominium townhouses
PrIce raNGE: $87,000 to $141,000




Woodlands epitomizes what it takes to market high-priced, in-city
condominiums. It offers 1) location—a former estate in an area of §75,000 to
$150,000 homes; 2) security—walls and a gatehouse (above) manned 24
hours a day; 3) conservative luxury—elegant, low-key design with from
2,600 to over 4,000 sq. ft. of living area per unit. The merchandising program
is also low key: but, thanks to the California experience of the developer, it
has a snap and sharpness seldom seen in the East. Sales have been good: 21
units since the opening a year ago, and this despite tight money and a
market area unused to, hence very suspicious of, condominium.
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PROJECT PORTFOLIO CONTINUED

The Woodlands model com-
plex (right] is just inside the
gatehouse; there are three fur-
nished models. Picture was
taken from the lawn of the
project’s recreation center,
which includes one tennis
court, a clubhouse and a pool
{photo below).

Site plan shows how the proj-
ect’sunits are laidout in pairs.
Each unit has a completely
walled rear yard on the side
away from the driveway. The

large building at left of the
recreation center is the es-
tate’s original mansion. It too
will be sold as a condo.
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The Woodlands merchandising formula

A combination
of low-profile prestige and
California clout

The low profile is to match the buyer
profile: wealthy, socially prominent
couples already living in the area who are
fifty years old or more and are getting rid
of large single-family houses generally
valued in the $100,000 range.

The California influence—apparent
primarilyinthe tasteful, butlively, model
decor—is part of an effort to convince
prospects that even though they are mov-
ing from larger to smaller homes, their
new home is a step up, not a step down.

Promotion efforts began at the same
time as construction of the first phase. A
list of 3,000 prime prospects was assem-
bled from business listings, private club
memberships, etc., and broken into mod-
ules of 200 names each—the prime 200,
the next best 200 and so on. Personal
letters, brochures and gifts were mailed
to selected segments of the list, with the
result that within a brief time the name
“Woodlands'’ was well established with
prime potential buyers.

Asthemodels andfirst units were being
built, a trailer was brought to the site to
serve as a pre-sales sales office. Reserva-
tions were taken with a nominal deposit.

When the models were finished and

furnished, each of the 3,000 prime pros-
pects was invited to one of three private
showings and cocktail parties. An aston-
ishing total of 1,800 actually showed up,
and since then traffic has been very good
indeed—with no advertising whatsoever.
Anaverage of more than 60 people perday
goes through the models on weekdays
and on weekends there are from 200 to
300 visitors daily.

Two problems have cropped up which,
according to senior vice president Jack G.
Rose, have cost some sales:

First, none of the 19 early buyers in
Woodlands had any children. This gave
the project a childless image and turned
off some otherwise promising prospects.
Now, says Rose, two families with teen-
age children have bought, and earlier
turnoffs are beginning to reconsider.

The second problem was inventory:
There hasn’t been any because buyers
moved in too quickly. “This cost us
sales,” says Rose, “‘because some pros-
pects had sold their homes and needed
something new within 30 days. Now
we're pushing the second phase and we’ll
have homes for people to move right
into."”
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The swimming pool shown
above is part of the model
decor for Plan A. Itisavailable
as an extra for §6,500, not in-
cluding the landscaping that
surrounds it.

Frontentrances [left)are given
maximum privacy and made
strong design elements. The
reason: t's what most
prospects are used to in their
present homes, and they don’t
want to feel that they are
downgrading their living style
in any v by buying in
Woodlands.

ympletely walled patios are

t of all models; the one
shown above is part of Plan B.
Landscaping is done by the
buyers, and the common
maintenance program does
not include this area. Because
of the newness of the condo
concept in the ar
oper feels a fee-simple pro-
gram with a homeowners as-
sociation would be preferable
for future projects.
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Dining room (top of page) and
kitchen [above) are in the
project’s best seller, Plan A, in
the plan grouping at right.
Note the blending of tradi-
tional decor with California-
style indoor-outdoor living
and bright, lively colors. Dec-
orating is by Carole Eichen
Interiors.
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Plans of the basic models
(right] include Plan B with
2,659 sq. ft., priced from $87 -
000; Plan C with 2,651 sq. ft,,
priced from $89,000; and Plan
A with 2,967 sq. ft., priced
from $102,000. A one-story
model, Plan C, is preferred hy
elderly buyers and widows. It
isalsoavailable with a second

\ =X NG

floor containing three bed-
rooms and two baths; this
version has 4,085 sq. ft. and is
priced from $141,000. Plan A
became a best seller with an
optional $5,000 elevator, a
feature that is now standard.




Living room’ of the Plan B
model is shown above. It typi-
fies the spaciousness that ap-
peals to buyers used to large
single-family houses. One
marketing problem quickly
became apparent in this
model: Prospects liked the in-
door-outdoor kitchen, but
they didn't like the idea of
having to carry groceries
through the dining room to
the kitchen. In newer models
the positions of kitchen and
dining room have been re-
versed, and buyer acceptance
has increased sharply.
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That’s where the action is these days, and with good reason. The
latest Nielsen count showed 20.2 million tennis players—almost
double 1970’s 10.6 million. Adult players totaled 14.3 million,
outnumbering the nation’s 12.8 million golfers.

Tennisbegan to move out of the country club back in 1968, when
major tournaments were opened to pros. Television coverage fol-
lowed, and the public saw how well the game fit in with their
interest in physical fitness without requiring a big investment in
time or equipment. The boom was on.

Many developers have already cashed in on it—this month’s
Tennis magazine lists 69 tennis-oriented condominium commu-
nities—and you can too. But remember, tennis is no automatic
bonanza. You’ve got to know what you’re doing. Here are some
of the basics, plus pointers from people who have learned from
experience.
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It began with resorts like John Gar-
diner’s tennis ranch in Scottsdale, Ariz.,
the Lakeway World of Tennis near Aus-
tin, Tex. and the Tennis Club of Fort
Lauderdale, Fla., where tennis was so
important that the condominiums be-
came the real amenity.

But building tennis resorts isn’t the
only way to cash in on the boom. Some
developers are finding that tennis can
help them sell or rent primary housing.
Others are finding that a tennis club can
be a profitable sideline.

So the housing industry is going into
tennis in a big way. One developer—
Millstream Corp., a subsidiary of Miller
Associated Industries of Skokie, 11L.—is
even building a 9,000-unit tennis-
oriented PUD near Fort Lauderdale, Fla,

PHOTO: JULIUS SHULMAN; PHOTO COMPOSITION: ED LADA

When finished, it will have 80 courts.

Building tennis facilities means mak-
ing decisions about any number of spe-
cialized areas: how many courts to
build, surfaces, lighting, clubhouses, in-
door facilities, etc.

Here’s what you should consider be-
fore making these decisions, plus some
tips from professionals on some of the
things that can go wrong.

How many courts should you build?

There’s no hard and fast formula. Esti-
mates range from one court for every 20
players to one for every 50. (Indoor facil-
ities are another matter and will be dis-
cussed separately.)

Generally, communities where there
are younger, upper-income families or

many competitive tennis players who
like to test themselves in tournaments
require a lower player-to-court ratio. So
do resorts and warm-weather areas. But
if yourequirereservations, you will need
fewer courts than if you operate them
on a first-come-first-served basis.

Consider, too, what otherfacilities are
available in the area, whether yours will
be as good or better, whether you expect
to draw players from the outside and
turn your tennis facilities into a profit
center or whether you are just rounding
out an amenity package for so-called
recreational players—those who enjoy
the game but don’t goin for tournament
competition.

In California, Mission Viejo, with 15
courts in operation and eight more to be
built, found that putting in more and
more courts wasn'’t the way to satisfy
the players.

“No matter how many we built, the
recreational players complained be-
cause the competitive players were
more aggressive and more organized and
hogged all the courts at peak times,”
says Vice President Roger Clark.

The solution? Mission Viejo set aside
seven courts for atennis association. For
$125 a year above the usual recreation
fee, a family obtains the right to reserve
one of the seven courts and to usea small
lounge and changing area. Association
membership will be limited to 250 fam-
ilies to preserve a good player-to-court
ratio.

How much land will you need?

The in-bounds area of a doubles court
is 36 ft. by 78 ft. However, a regulation
court is 60 ft. by 120 ft. to provide suffi-
cient space behind and beside the lines.

You can shave a bit off the 60 ft. width
if you build your courts in larger batter-
ies. Set side by side, two courts need 108
ft., three need 156 ft., four need 204 ft.

However, the more space there is be-
tween the courts, the more comfortable
itis for the players. Twelve ft. between
in-bounds areas is common, and a few
developers have even gone up to 24 ft.

The ultimate, and also the most at-
tractive visually, is for courts to be indi-
vidually fenced or built in batteries of
two and separated from the other bat-
teries by landscaped walkways. They
caneven be staggered. That way, players
do not feel lost in a sea of courts, and
their games are not interrupted by stray
balls.
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TENNIS CONTINUED

Repairs
Court may be
costly

Glare

Nomatter what the shape of your site,
you must lay out the courts with the
long axis in a north-south direction. In
southern latitudes, the United States
Lawn Tennis Assn. (USLTA) recom-
mends turning them 22° off true north
so that they run slightly northwest-
southeast.

If you follow these rules, you will
minimize the amount of time players
must look directly into the sun.

You can save yourself a lot of trouble
if you hire a good tennis consultant be-
fore you reach the working drawing
stage of your project.

A consultant can help you decide on
the number and type of courts and their
relationship toa clubhouse, housing and
other facilities such as swimming pools
and playgrounds. He can also save you
money by determining how much of the
work can be done by your regular subs

(1974 prices)’
Initial
cost per court
incl. base

and how much must be done by a more
expensive court contractor.

A familiar warning: A lot of non-pro-
fessionals are trying to cash in on the
tennis boom. So before you hire a con-
sultant or court contractor, talk to
people he has worked forand inspect the
jobs he has done.

And after hiring a consultant, don’t
keep calling him in for conversations.
Each day costs money that could be bet-
ter spent elsewhere. Generally, he’ll
need a day to work with your drawings,
another to work with your staff and one
or two to check the work in progress.

How close should tennis courts
be to housing?

That depends on how tennis-oriented
your market is.

““A tennis player is a person who will
not walk two blocks to run for three

A . )

Resurf.
Av. time cost
before (1974 Other Surface
resurfacing

prices) uses hardness

no $ 6.500-8,000

daily and yearly care

10 yrs. $3,500 yes soft

Clay no generally 3.500-4,500 daily and yearly care 5 yrs. 2,000 yes soft

Dirt no yes 2,500-3,500 daily and yearly care 3 yrs. 1,000 yes soft

Grit no yes 2,500-3,500 daily and yearly care 3 yrs. 1,000 yes soft

Grass no no 8,000-10,000  daily and yearly care indefinite varies yes soft

Special yes no : 11.000-16,060 3 very minor 3 yrs. 2,500- yes hérd

(porous concrete) (ifcolored) 4,500

| NON-POROUS NON-CUSHIONED :

Concrete yes no (if 8,500-12,500 very minor 3 yrs. 1,500- yes hard
_ coiorgd)' (if Cofqred) 4,000

Asphalt plant mix no " no 6,000-8,000 very minor 5 yrs. 1,500- yes hard

(colored playing 3,500

surface)

Asphalt job mix no no 6.500-8,500 very minor 5 yrs. 1,500- yes hard

(colored) { 3,500

Asphalt pene- no no 5,000-7,000 very minor 5 yrs. 1,500- yes hard

trated macadam 3,500

Wooden no no varies very minor indefinite varies yes hard

NON-POROUS CUSHIONEL S e : i

Asphalt bound no no 7,000-10,000 very minor 5 yrs. 1,500- no soft

system (colored) 2,500

Syrmhellc no no 8,000—20.000- very minor varies varies ~yes soft

Symhetlc carpet no no 8,000-14,000 very minor varies varies yes soft

ﬁmg‘ible no no 6,000-15,000 very minor varies varies yés ‘soft
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hours,” says consultant Florence Gra-
ham of Chicago.

““A lot of people are trying to say that
a tennis court is as attractive as a golf
fairway, which it obviously is iot,” says
John Baker, director of tennis for Sea
Pines Co., Hilton Head, S.C. “But if
people are really gung ho about tennis,
it’s nice for them to be able to step out
of their homes straight onto the court.”

This is borne out by the experience of
Dennis Burchell, who founded (and has
since sold) the Tennis Club of Fort Lau-
derdale. Burchell found that apartments
with court views sold faster than the
others, even at a premium of $2,000 to
§3,000.

How do you choose a surface?

There are three main categories of court
surface: porous, non-porous non-
cushioned and non-porous cushioned.

Poroussurfacesinclude clay, dirt, grit,
grass, a special concrete and the popular
fast-dry, generally a crushed greenstone,
known under such trade names as Har-
tru, Rubico and En-tout-cas.

Non-porous non-cushioned courts are
usually asphalt or concrete coated with
an acrylic latex, vinyl, epoxy or neo-
prene. Chevron’s Laykold, California
Products’ Plexipave and Flintkote’s
Decoralt are examples.

Non-porous cushioned courts are also
generally asphalt, but they are coated
with a surface of rubber particles bound
in asphalt or plastic. Dynaturf, Ameri-
can Biltrite's Uniturf, 3M’s Highland
and Borden’s Elastaturf are examples of
non-porous cushioned surfaces.

Important things to consider before
choosing a surface are:

Cost. This varies with geography,
amount of site preparation needed, cli-

. ' A2 . DA B
Drying Lines
Ball Ball time Is ball § Humidity affect
skid spin after bounce Stains  Abrasive  problem Slide ball
length effective Colors rain uniform ball surface’ indoors®  surface bounce
shortif yes green fast yes (if majr_itained) some do no yes : yes yes
damp court yes red—varies slow  yes (if maintained) yes no yes yes yes if tapes
long if yes varies slow  yes (if maintained) yes no yes yes yes if tapeé
dry court yes varies slow  yes (if maintained) yes no yes yes  yes if lapes
;;r_node-rately long : yes green slow irregular yes no won't grow yes__ no
 medium yes wide variety fast yes no yes no no no
wide variety fast depends on no varies no no no
: no if installation
long if glossy giossy : = = -
court finish finich wide variety fast yes na if no if no no no
medium yes if colored colored
if gritty aritty : : , -
court finish finish wide variety  fast yes no if no if o no no
colored colored
|“—sl1nrt yes wide variety fastiad e iGes ~ no f no? "o not no
colored
~ long o no ‘wide variety  fast  yes no no no PR e
 longif glossy  noif glossy  wide variety fast yes no no no yes no
finish, short if yes if gritty
gritty finish finish i ey i3 Sar
. medium to short yes  green fast yes no no no - siight  no
 short yes green fast yes {0 e NG nof e T
 varies, shortest vos variety fast yes o no no | slight no
o longest
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TENNIS CONTINUED

mateand typeofcourt. When estimating
cost, don’t forget to take into account
the amount and type of maintenance
needed and the length of time before
resurfacing.

Player preference. Generally, east-
erners prefer the slower fast-dry sur-
faces; westerners prefer the faster non-
porous surfaces. Older players like the
resilient porous or cushioned surfaces
because they are easy on the legs.

In Jacksonville, Fla., Fletcher Proper-
ties’ Bay Meadows [n&H, Feb. '71] has
found that if players can’t get a reserva-
tion on one of the fast-dry courts they
simply won’t play. Butin two complexes
now under construction in Memphis,
Tenn. and Birmingham, Ala. the com-
pany will install hard surfaces because
that’s what people are used to in those
areas.

Court supervision. Some surfaces can
be damaged by players with improper
shoes, children’s bicycles, etc. So if your
courts are to be left unattended, choose
a surface that can withstand abuse.

Maintenance. Fast-dry courts need
daily brushing, watering and rolling. By
contrast, asphalt courts usually require
nothing more than cleaning.

Climate. In hot weather, concrete
tends to absorb heat. Other surfaces
soften, crack or produce glare. Extreme
cold or frost can also cause cracking or
heaving unless you take special care
with building and maintaining the
courts.

Such factors as ball bounce, skid, slide
and abrasiveness should also be consid-
ered before choosing a court surface. For
a quick comparison of the prices and
characteristics of different surfaces,
check the USLTA chart on page 88.

Should you light your courts?

Definitely yes, all the experts agree.

In fact, says Mission Viejo pro Norm
Williams, “If money is a problem, you'll
be better off building fewer courts and
lighting them. In the long run your
players will get more use out of them.”

Three types of outdoor lighting sys-
tems are available: incandescent or
quartz, mercury vapor and multi-vapor
or metal halide.

Quartz produces a warm, natural
color tone. The fixtures are small in
size, thus need only a lightweight pole.
The estimated lamp life is only 2,000
hours. Cost is about $40 a fixture.

Mercury-vapor fixtures produce a
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When a mid-city apartment
complex allots close to 20,000
sq. ft. of expensive space to in-
door tennis in an area that al-
ready has over 60 indoor tennis
clubs, that's either wild extrava-
gance or shrewd marketing,

For McClurg Court Center, a
twin-tower rental complex built
by Jupiter Corp. in the heart of
the Chicago business district, it
proved to be shrewd marketing.
Manynew apartment complexes
offered swimming and health
clubs, a few offered outdoor
tennis. But none offered indoor
tennis.

Thus McClurg was able to
mount a marketing campaign
that underscored the comfort
and convenience of having com-
plete recreational facilities right
in the building—it has not only
the sports center but a movie
theater and restaurants as well.
And it succeeded in renting all
1,072 apartments in just 16
months despite the soft market
of 1971-72. Rents range from
$200 for an efficiency to $490 for
a two-bedroom apartment.

“We were the only ones doing

any business,” Vice President
Jay Schatz recalls. “And our
complete sports center was the
single most important reason.”

Today, with the building fully
rented, the sports center itself is
makinga profit. Its director, Max
Davidson, estimates that be-
tween a third and a half of the
center’s 1,600 members are ten-
ants. The others are corporate
members who work nearby or
Near Northsiders drawn by its
luxurious facilities and top
management.

The center commands pre-
mium rates: For the use of all
facilities, tenants’ annual fees
are $250 for men and $175 for
women; non-tenants’ fees are
$365 for men and $260 for
women. Corporate member-
ships are $600 for 105 visits.

A quarter of the members be-
long only to the tennis club.
They pay annual fees of $70 for
menand $50 for women tenants;
$125 for men and $100 for
women non-tenants.

Tennis contributes more than
half of the sports center’s profits.
The courts are open from 8 a.m.
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to 11 p.m. seven days a week—a
total of 315 hours for the three
courts—and in winter they are in
use 90% of the time. Indoor fees
are $12 to $§16 an hour in winter
and $8 an hour in summer. Out-
door fees are §6 an hour.

The winter rates, to go into
effect October 1, are $2 to $4
higher than last season’s. Still,
even before the 1973-74 season
hadended, 70% of the court time
for 1974-75 had already been
booked.

An important reason for this
heavy demand is that McClurg’s
tennis facilities are first-rate.
Bolltex carpeting has been laid
on asphalt to produce a cushiony
surface that is easy on the feet,
plays well and also deadens
sound.

Green fabric backdrops line
the walls to a height of 25 ft. to
improve visibility.

An indirect mercury-vapor

system provides 73,000 watts of
lighting per court.

The demand is also the result
of the heavy emphasis that Da-
vidson, himself a former college
tournament champion, places

on creating a good atmosphere.
With the help of 20 full- and
part-time employees, he sees to
it that the facilities are kept
spotless—and special attention
isgiven to suchdetailsas making
sure that members receive credit
when they offer their court time
for sale. There are little luxuries,
too—for example, a completely
stockedshave bar formen and no
limit on the number of towels a
person may use.

McClurg was designed in
1967, before anyone foresaw the
tennis boom, and Davidson now
regrets that more indoor courts
were not included. He is consid-
ering ways of enclosing the out-
door courts, which are on the
roof of the sports center. That
won't be easy, however, because
any such structure could block
the view from some apartments.

Also in the planning stage:
more facilities for women. Says
Davidson: “Interest in physical
fitness has been growing year by
year, with the result that women
now want more exercise facili-
ties. We're going to expand our
sports center to provide them.”

Plaza level, three stories above
the street, holds McClurg Court
Center's (1) health club with in-
door and outdoor tennis courts,
handball courts, steam, sauna
and massage rooms, (2) swim-
ming pool and sun deck, (3) putt-
ing green, and (4] playground.
These facilities are part of a rec-
reation package that also in-
cludes street-level (5) movie
theater and (6) restaurants.

blue-whitelight, which can be improved
by using color-corrected lamps. The fix-
tures are large and heavy, requiring a
stronger, more expensive pole, and cost
about $280. However, lamps have a life
of 24,000 hours, and the same wattage
produces over twice the light of quartz
lamps.

Multi-vapor or metal halide fixtures
combine some of the best features of the
quartz and mercury-vapor systems.
They produce a natural color tone and
are 50% more efficient than mercury
vapor. The fixtures are about the same
size and price as mercury vapor, but
estimated lamp life is considerably less:
about 6,000 to 8,000 hours. But since
they are so much more efficient, fewer
fixtures are needed to obtain the same
amount of light.

In-place costs of an outdoor lighting
system hinge on the type of fixture used.
The range is anywhere from $3,500 to
$8,000. If you decide the cost is feasible,
here are three suggestions from the U.S.
Tennis Court and Track Builders Assn.:

1. Place light fixtures parallel to the
sidelines of courts rather than at the
ends or in the corners. That way, players
won'’t look directly into the light.

2. Getatennis consultant’sadvice in
designing the lighting system. Engi-
neers are often not familiar with special
tennis problems, thus design either
overly expensive orinadequate systems.

3. Insist on proper lighting mainte-
nance. A system can lose as much as
50% of its efficiency if the fixtures are
not kept clean.

How much fencing do you need?

Some experts, including Palm Beach’s
Dennis Burchell and Mission Viejo's
Norm Williams, sayafacilityisnot truly

first class if each court is not individ-
ually fenced. Others—Sea Pines’ John
Baker is among them—disagree. Baker
feels that two-court batteries work well
and that the extra expense of individual
fencing could be better put into addi-
tional landscaping or other facilities.

At any rate, you will need a 10 ft. or
12 ft. backstop—either vinyl-clad or
galvanized chain link fencing. Side
fencing can run the length of the court
or only 20 or 30 ft. from each backstop.
If possible, players should be able to
walk onto any court without crossing
others.

Wind curtains—lengths of green
polypropylene or canvas stretched over
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the fencing—improve visibility, deflect
sun, light and wind, create privacy and
dress up the courts. Butin a heavy wind,
they don’t help at all and may damage
the fencing. If you expect to put up wind
curtains, use heavier fencing, with the
polesset closer together.

Finally, a tip from Mission Viejo's
Williams: If you anticipate holding
tournaments, have the fencing de-
signed so that sections can be removed
temporarily for easy viewing from tem-
porary bleachers on the adjacent court.

What other facilities should you offer?

If possible, figure on a practice back-
board and a shaded rest area; neither
costs much, and both will be appreciated
by players. And if your tennis complex
is large enough, you may want to con-
sider a clubhouse and pro shop.

You can provide a shaded area by sim-
ply putting an awning over a bench. Or
you can build an elaborate cabana with
comfortable chairs, water cooler and
telephone, as Dennis Burchell has done
between each of the courts in his new
Tennis Club of Palm Beach: “It makes
people feel important,” he says.

There’s a wide range, too, in club-
houses—fromachangingareawith a few
lockers to an elaborate facility with pro
shop, lounge, restaurant, gymnasium
and a host of other amenities. Many
developers build one clubhouse to serve
both tennis and swimming.

Some tennis-clubhouse basics:

® Put the pro shop where the person
running it can control all the courts for
sign-up.

® Make the men’s locker and chang-
ing facilities appreciably larger than the
women'’s. Some experts say it should be
two or three times as large. Women, it
seems, take fewer showers outside the
home.

e Design your traffic pattern to route
players through the pro shop.

e [fyou’re building a resort, consider
putting in some squash and hand-
ball/racquet-ball courts.

® Plan on a terrace or deck that can
serve as a viewing area. People like to
watch tennis; players like an audience.

e If you may eventually put a bubble
over some of your courts, make sure
there will be an indoor route to the bub-
ble from the locker room.

In any resort-area club, food and bev-
erage service is a necessity. Unfortu-
nately, it's also an easy way to lose
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Memphis:

A bit of
snob
fora

rental
complex

The Sycamore, a 328-unit adult
garden apartment complex, had
several strikes against it when it
opened early in 1973.

The rental market was soft,
with vacancies averaging 35.6%
in apartments less than six
months old.

The location—some 20 miles
from downtown Memphis—was
a new frontier. There were no
jobs nearby; the nearest housing
was four miles away.

And then along came the en-
€Igy Crisis.

Still, in little more than a year,
all 328 apartments were rented
atrates averaging 10% above the
market: $169.50 for a 590-sq.-ft.
one-bedroom and $199.50 for a
650-sq.-ft. two-bedroom apart-
ment. Today 25 or 30 people are
waiting to get in,

Much of the credit must go to
the Sycamore Racquet Club, ac-
cording to Avron Fogelman,
president of Fogelman Invest-
ments, who markets and man-
ages the apartments developed
by his brother Robert. This
despite the fact that the complex
offers not only tennis but an
Olympic-size pool, health club,

volley ball and other amenities.
Says Fogelman:

“Most residents don’t even
use the racquet club facilities,
but they're here because they
like being in a tennis atmos-
phere. Ithas abitof snobbishness
to it and that’s helped a lot. We
could never have rented the
apartments as fast as we did
without it.”

A tennis atmosphere can exist
only where there are serious
players. Thus, Fogelman spent
$200,000 to build a first-rate fa-
cility that would attract them:
eight Laykold courts, all lighted
for night play; stands for tourna-
ments; a clubhouse with locker
facilities, lounge, bar and snack-
bar; and a fully stocked pro shop.
An Australian pro, who had been
top man on Memphis State Uni-
versity’s tennis team, and an as-
sistant pro, also an Australian,
are on hand to give lessons and
to arrange tournaments. Players
must sign up for courts in ad-
vance, and rules about attire are
strictly enforced. The club is
open from 8 a.m. to midnight
seven days a week.

Although membership is in-




cluded in the rental of an apart-
ment, Fogelman is careful to
maintain the separate identity of
the racquet club. Thus it has its
own manager and its own set of
books.

“We don’t want tenants to feel
that these are tennis courts that
come with their apartments, but
rather that there’s aracquet club
convenient to their apart-
ments,”” he says.

In less than a year the club has
attractedabout 100 non-resident
members. They pay initiation
fees of $200 for companies, $100
for families, $50 for individuals,
and $25 forjuniors, plus monthly
dues of $15 for companies or
families, $10 for individuals and
$7.50 for juniors.

The club opened last summer.
In February it began making
money—a surprise to Fogelman,
who had budgeted it as an ex-
penseof rentingapartments. The
pro shop in particular is turning
out to be a good profit center,
with people from the neighbor-
hood who don’t even play at the
club coming in to buy tennis
clothes and get racquets re-
strung.

Main entrance to The Sycamore's 25-
acre site leads directly to the racquet
club. The most popular apartments—for
which no premium is charged—are
about 75 ft. from the courts, close
enough for tenants to watch the games
from their balconies.

money. Bill Fruehling, senior vice pres-
ident of Sunrise Corp., says the food and
beverage operation at the spectacularly
successful Sunrise Country Club [H&H,
June] has been losing $70,000 or $80,000
a month. Part of the loss comes from
operating the restaurant before most of
thefamilies have moved in, soitis really
a marketing expense. But part of it is
inherent in any food and beverage
operation. Now the company is consid-
ering a more limited menu to help cut
labor costs.

Dennis Burchell had a similar prob-
lem with the Tennis Club of Fort Lau-
derdale. Because the site was small—
only 10.3 acres—he could build only 13
courts, thus had to limit the member-
ship to 500. That wasn’t enough to sup-
port the restaurant, and it ran a deficit
of $20,000 a month,

How many parking spaces do you need?

It seems like a matter of simple arith-
metic: [fyou're buildingsix courts, there
willnever be more than24 playersat one
time. So you figure on one space per
player plus six for employees.

“Wrong,” says Chuck Brainard, man-
ager and resident pro of the Bay Valley
Racquet Clubin Bay City, Mich. “You'll
really need about double that number.”

Brainard’s arithmetic makes sense if
you think about it for a moment: If there
can be 24 players at one time, 24 more
people can arrive to play the next hour.
Or one court alone can hold 15 people
for a clinic, and there could still be 20
people coming and going on the other
five.

There is some disagreement among
the experts as to how close parking
should be to outdoor courts.

At Mission Viejo, players complained
about having to walk 300 yards from
their cars to the courts. Thus pro Norm
Williams now believes parking should
be as close as possible to the courts but
screened from them by landscaping.

At the tennis club of Fort Lauderdale,
on the other hand, players were annoyed
by hearing car doors slam and people
talking. So at developer Burchell’s new
Palm Beach club, parking will be around
the site perimeter and buffered from the
courts by five-story apartments.

Where can you get more tennis advice?

There are two good sources of informa-
tion—both worth scanning before you
embark on any tennis program.

One is the U.S. Lawn Tennis Associa-
tion’s book Tennis Courts, which you
can obtain by sending $4 to the associa-
tion at 51 East 42nd Street, New York,
N.Y. 10017.

The other source is the series of offi-
cial construction guide specifications
available free from the U.S. Tennis
Court and Track Builders Assn., 1201
Waukegan Road, Glenview, I1l. 60025.
This association’s membership roster is
a good source of reliable court contrac-
tors and consultants.

And here are some tips from Mission
Viejo’s Norm Williams that you won't
find in any books:

® Electrical outlets and microphone
jacks are useful for teaching and neces-
sary for special events. They’re best in-
stalled when courts are built, especially
if you're putting in lights.

® It's a good idea to build a play-
ground near the courts if young mothers
will be using them. Make sure, however,
that you don’t choose any noisy play-
ground equipment. The opposite ex-
treme—a sandbox—is no good either
because sand on a court can be a hazard
to both the players and the surface.

e Water is another hazard. If the
water fixtures are on the walkways, as
they often are, it's wise to recess the
walkways. That way, water from a hose
leak or drip will not run onto the courts.
You will also be able to wash the left
hand bank of courts while players are
using the right.

The same thing goes for drinking
fountains. If they are in the walkways
or close to the courts, make sure they
are pointed away from the courts and
that they have large catch basins.

® Planting ground cover right up to
the edge of the courts can result in a
double problem: water from watering
the plants and increased maintenance
because of plants creeping onto the
courts.

Should you build an indoor club?

Indoor courts should not be built just as
part of an amenity package, for there are
few developments large enough to sup-
port them. It takes between 110 and 120
players merely to make one indoor court
break even. And a six-court facility re-
quires a minimum investment of $500,-
000, plusabout three to five acresof land.

This means that building indoor fa-
cilities must be a separate investment
decision, taken only after the proper
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marketand feasibility studies have been
made.

It's worth noting that some people
think the tennis boom will go the way
of the bowling boom of the fifties. Con-
sultant Alfred Alschuler of Chicago dis-
agrees. Tennis, he points out, does not
enjoy the same easy financing that the
bowlingequipment manufacturers used
to offer anyone who wanted to open a
bowling alley.

Still, Alschuler cautions that while
the need for indoor facilities will con-
tinue to grow in the nation as a whole,
there are already signs of overbuilding
in certain markets.

In an overbuilt area the clubs with the
best location, facilities and manage-
ment will garner the major share of the
market while the clubs with less than
first-class facilities will divide the left-
overs. When planning your club, it’s im-
portant to keep the future in mind: You
will always be competing with the last
best facility built. Thus you may want
to consider including—or at least leav-
ing room for future expansion to in-
clude—such luxuries as nurseries,
whirlpool baths, saunas, exercise rooms
and food service.

About 70% of the nation’s indoor
courts are housed in pre-engineered
steel buildings, 10% in bubbles, 12% in
cement-block buildings, and 8% in
other types of structures.

Costs of erecting a steel building, in-
cludinginsulation butnot site clearance
and foundation, are approximately as
follows:

16’ eave 20’ eave
4 courts $168,000 $180,000
6 courts $252,000 $270,000

Those prices are for the shell of the
court area alone. Add another $40,000
for a 4,000-sq.-ft. pre-engineered steel
building to house reception and lounge
areas, locker rooms, etc., or else add the
cost of constructing the same facilities
conventionally.

Also, keep in mind that prices have
gone up considerably in the past year
because of a30% increase in steel costs.
Industry spokesmen predict that prices
will go up an additional 15% to 20% by
the end of 1974.

The other basic costs for constructing
a six-court facility are roughly:

Paving—3" sub-base
Playing surface
Lighting

Heating

Air conditioning

$24,000
45,000- 68,000
34,500- 39,000
13,000- 16,500
30,000- 33,000
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Delaware:

An
off-season
attraction
for

Phasel

Bethany Beach, You'd expect tennis to be an im-

portant feature of a wvacation
community, and Carl M. Free-
man’s $150-million Sea Colony
is no exception. Sea Colony has
15 courts, three of them under a
bubble. Thirteen more are
planned, plus four paddle tennis
courts,

Construction is about to begin
on a large recreational club-
house, with a glass-enclosed
swimming pool which over-
looks the ocean, a restaurant,
outdoor ice skating rink, squash
and handball courts and com-
plete gymnasium facilities.

Last winter, however, with
only 208 of a projected 1,000
highrise units and 24 single-
family homes complete and
occupied, the company was
faced with providing an off-sea-
son attraction for what was
billed as a year-round family re-
sort. It was also necessary to
generate rental income for Sea
Colony's condominium owners.

Tennis offered a solution.

In January Sea Colony opened
three indoor courts under a
cheerful yellow-and-white bub-
ble. There was an immediate up-
surge of rental activity.

From March through June,
teaching pro Bobby Rush organ-
ized a series of weekend tennis
clinics. The faculty consisted of
a number of well-known pros,

including  tennis
Jimmy Connors.

About 25% of the clinic par-
ticipants were Sea Colony
owners; 60% to 70% were
renters or guests; and the re-
mainder were local residents.

“People who came here last
winter came mainly for tennis,”’
says Jim Rosenberg, general
manager of Sea Colony. “We get
great response when we run ads
on the tennis clinics.”

Still, Rosenberg was disap-
pointed to find that the clinics
were more likely to produce fu-
ture renters than buyers. Unlike
other developers, he does not see
tennis as becoming a profit
center, although he admits that
it is too early to be sure.

Sea Colony does not yet have
any experience with a pro
shop—often a good source of
revenue. There's a temporary
shop in a trailer to fill the gap
until the tennis club building
opens in about two years. An-
other disadvantage is that the
tennis courts are about a mile
and a quarter from the present
housing, in an area to be built up
in about two years.

“On balance,” says Rosen-
berg, ““we chose tennis as an ac-
tivity that was appropriate to the
development and as a means to
attract people. But our main
business is to create a family

superstar

FUTURE TENMIS
LUB ¢ TEEN CENTER




condominium community, and
everything else is really subordi-
nate to that.”

Sea Colony will eventually
consist of three main sections:
Sea Colony East, with five
highrises and a total of 1,000
apartments; West, with 1,000
townhouses; and North, where
aplan for 750 highrise units now
faces zoning problems. In addi-
tion, the company has subdi-
vided 43 single-family, ocean-
frontlots. All have beensold, and
24 custom homes, designed by B.
A. Berkus Associates, have been
built.

Phase I of Sea Colony East, a
208-unit, nine-story tower, was
completed and occupied last
summer. Phase II, another nine-
story tower, will be completed
this summer, and most of its 176
units have been sold. Phase III,
a 177-unit, 14-story tower will
begin delivery next January; 105
apartments have been sold.

Typical prices: $50,000 to
$56,900 for a one-bedroom,
$52,900 to $66,900 for a two-
bedroom, and $67,900 to $84,900
for a three-bedroom apartment.

In Sea Colony West, deliveries
will begin this summer on the
first 52 townhouses, which were
designed by California architect
Walter Richardson. Prices range
from $48,900 to $53,990. So far,
32 have been sold.

= I L
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Contemporary townhouses (above/ of
Sea Colony West will be built over the
next two years in the wooded area
around the tennis club (plan left). Club
is about a mile and a quarter from Sea
Colony East, where two nine-story
towers and garden apartments {abave
Ieft) have been built on the beach.

Most outdoor playing surfaces can
also be used indoors although there is
sometimes a humidity problem with
fast-dry, which must be watered daily
(see chart page 88). There are also a
number of surfaces, such as Bolltex,
which is a type of carpet, that can only
be used indoors.

Lighting, too, canbe provided with the
same systems indoors and out. In addi-
tion, fluorescent fixtures or an indirect
system—either halide or sodium—may
be used.

To avoid hot spots, indirect fixtures
should be at least four ft. below the
ceiling. Thus if you are contemplating
such a system, you should plan for 20-ft.
eaves.

Two problems sometimes crop up
with tennis buildings:

First, the type of spray-on insulation
commonlyused on steel buildings is not
strong enough to withstand the impact
of the balls. So in a few years, the owner
may be forced to go to the expense of
covering the interior to hide the cracked
and dented insulation.

Second, because tennis buildings are
so large, drainage can be a problem if the
downspouts do not carry the water far
enough away from the structure. This
means that water backs up on the courts
and hours—or even days—of playing
time are lost.

Another way to provide indoor facili-
ties is with an air-supported structure
or bubble. Bubbles have the advantage
of being relatively inexpensive and al-
lowing outdoor courts to be used year-
round. However, their life is only about
eight to ten years (although the manu-
facturers emphasize that they can last
a great deal longer with careful mainte-
nance), and in some areas they are pro-
hibited by building codes.

Other considerations are climate—
high winds or heavy snows can damage
the structure—and heating and cooling
costs, particularly for uninsulated bub-
bles.

Sample prices for a bubble, including
inflation system, heating, lighting,
doors and anchorage are:

Non-
insulated Insulated
4 courts $70,000 $85,000
6 courts $95,000 $110,000

Following is a breakdown of sources
of income and expense for a six-court
indoor facility over a 32-week season. It
isbased on the experience of Consultant

Doug Coyle, who also owns a string of
indoor clubs in Connecticut.

Income
Membership fees 20%
Season courts 70
Open time rentals 4
Pro shop (net) 4
Pro lessons 2
100%
Costs
Lights 9%
Heat 5
Salaries B
Rent 10
Repairs and maintenance 3
Cleaning 2
Supplies 2
Advertising and promotion 1
Bookkeeping 1
Legal and insurance 2
Management fee 4
44%
Debt service 20%
Taxes 10
Depreciation 11
a1%

Net income, says Coyle, may range
from 15% to 30% depending on taxes.

How can your marketing approach help
you create the right ambience?

Once you have built a first-rate tennis
facility, you still have the problem of
creating the proper ambience. Dennis
Burchell likens it to creating the proper
atmosphere in a bar: “It’s one of those
intangibles that either is there or isn't,
but without it you're sunk.”

The trick is to identify the project
with serious tennis. Sponsoring tourna-
ments, hiring a name player as resident
pro or having nationally known clinics
in your club can all accomplish this. It’s
also a good idea to get the local tennis
establishment involved with your proj-
ect.

For example, to market his new Palm
Beach club, Burchell first located a good
player who was also a respected local
citizenand asked him toact asa member
of a board of advisers. This man in turn
recruited four or five others to join him
on the board; all received free lifetime
memberships in the club.

The core of local players then led Bur-
chell toothers whom he solicited for 100
dues-paying, founder memberships.
And so it continued, much in the man-
ner of a chain letter. Burchell got not
only a large group of unpaid salesmen
but also a year-round base of good local
players whom his condominium buyers
or renters could count on as partners—a
terrific selling point, Burchell says.

Even before breaking ground for the
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Portland,Oregon: -
A super amenity
fora |,

super site

Club building (model, above)
was set into a site with a 10%
grade so that only the roof
lines are visible from street
level. Center section (plan, far
right) totals 15,000 sq. ft. and
includes lounge, pro shop,
locker rooms, offices, nursery,
saunas, whirlpool bath, storage
and spectator areas, plus hand-
ball and squash courts. Two
wings, with peaked roofs, con-
tain six indoor tennis courts.
Glulam-beam construction
[photo, right) permits large
open areas.
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Perhaps the strongest sales asset
at Mountain Park, a 700-acre
PUD in suburban Lake Oswego,
Ore., is the spectacular site: a
wooded hillside with vistas of
Mt. Hood, the Coastal Range and
Portland.

So when developer Lem Nel-
son decided to build a large
tennis complex, he made sure it
would harmonize with the en-
vironment. This meant solving
twoproblems: 1}how tokeep the
36-ft.-high tennis building in
scale with the rest of the project,
and 2) how to build courts on the
steep hillside.

The solution to the first prob-
lem was to set the tennis club
into the hillside and to build it
ofbrick and wood ratherthan the
usual steel. Its pitched roof, con-
structed of glulam beams and
wood decking with a Cor-ten ex-

terior, rises in six peaks to pro-
vide the necessary 36 ft. of clear-
ance over each of the six courts.
The core of the building, which
contains showers, locker room,
saunas, whirlpool, sunroom,
nursery, pro shop, etc., also
houses three handball courts
and one squash court.

The $1.2-million building was
designed by the Portland archi-
tectural firm of Harlan, Gessford
and Erichsen.

The solution to the hillside
problem was to cut six outdoor
courts into the slope below the
clubhouse—an expensive proc-
essasit meantbuilding retaining
walls. The effect is good, how-
ever, as the walls cut down the
amount of unsightly chainlink
fencingthat is needed. And since

the courts are considerably
downbhill from the building, the

clubhouse terrace becomes an
ideal spectator area.

Both indoor and outdoor
courts are asphalt surfaced with
Plexipave, an acrylic. All out-
door courts are lighted, and
lighting is controlled by the
playersso that courts can be used
even when the racquet club is
closed.

The club opened in June 1973.
It now has 225 members from
within Mountain Park and 75
from outside. There is an initia-
tion fee of $850 for family mem-
bership, $350 of which is refund-
able if a family resigns after two
years of continuous dues-paying
membership. Monthly dues are
$35. The initiation fee for single
memberships is $400, none of
which is refundable. Monthly
dues are $21. There is no charge
for the use of .courts, but it is




necessary to make a reservation.

A staff of six operates the club:
a manager, two pros, a recep-
tionist, a maintenance person
and a pro shop attendant. A third
pro is available when needed.
The pros have devised special
programs for men, women and
children, plus tournaments, and
the courts are busy over 90% of
the time.

Nelson, president of Moun-
tain Development Corp., em-
phasizes the need for profes-
sional management.

“We feel that the people who
runthe facility have tobe as good
as the facility,”” he says. “It pays
off in the end if you have people
who are tops in their field be-
cause they'll know how to man-
age, how to keep the facilities
clean, how to treat the member-
ship, how to give personal ad-

vice. They'll save you money in
the long run."”

After ten months of operation,
theclub was close to break-even.
The pro shop was already mak-
ing money, and the snack serv-
ice, which offers sandwiches
from a local gourmet shop plus
beer and wine, was just about to
make it into the black.

Surprisingly, even in good
weather members prefer to play
indoors. The building was de-
signed so that three more courts
can be added, and Nelson’s one
regret is that he did not build
them right from the start.

Housing prices in Mountain
Park range from 850,000 to
$125,000 for single-family, from
$34,000 to $100,000 for town-
houses. Apartments rent from
$150 a month for one bedroom

to $500 for three.
o L
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471 condominiums (the tennis courts
are already in place), he has sold 95
apartments at prices ranging from $34 -
900 to $77,900.

Another way to identify your devel-
opmentwith serious tennis is to sponsor
a tournament. Burchell’s Fort Lauder-
dale club gained national attention
when it sponsored the S&H Green
Stamp Classic and the Women'’s Inter-
national, where Chris Evert made her
professional debut. Sea Pines received
national television exposure with the
Family Circle Cup. Sodid Mission Viejo
with the Virginia Slims tournament.

“It turned out to be a great thing for
us,” says Mission Viejo Vice President
Roger Clark. “We attracted 20,000 spec-
tators from all over southern California,
and they were amazed to see our com-
munity and our facilities.”

In Louisville, Ky., Plainview Farms, a
$47-million, 670-acre PUD with eight
tennis courts and a clubhouse, recently
kicked off its publicity campaign by
sponsoring a Grand Masters tourna-
ment for senior (over-45) world-class
players who included such venerable
namesas Frank Sedgman, Vic Seixas and
Tony Trabert. Expenses and prize
money came to $33,000.

“It’s too early to tell what the tourna-
mentwill do for us,”” says Vice President
George Bush, “but we did get terrific
television and newspaper coverage.”

In Palm Springs, Calif., however, the
Sunrise Country Club turned down a
chance to sponsor a pro-celebrity tour-
nament. Says Vice President Bill
Fruehling: “We preferred to spend the
$30,000 on our members.”

What he didn’t say was that Sunrise
has another drawing card: Dennis Ral-
ston is its resident tennis director. Ral-
ston lives at Sunrise for nine months of
the year, sets up its teaching programs,
writes a column in its newspaper and is

. on hand for clinics and lessons.

In Fox Lake, I1l. Leisure Technology's
Vacation Village, a year-round condo-

minium resort, got the right kind of .

tennis publicity by sponsoring a dinner
for the pros when the pro tour came to
Chicago. This summer it will also be the
site of one of Billie Jean King's Tennis
America programs. Condominium
owners will get a discount if they wish
to participate in the program. Otherwise
they will have the advantage of renting
their units to the outsiders who sign up
for the program. —NATALIE GERARDI
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WINNERS

The business of recycling
old, substandard
buildings into the
housing mainstream
offers a variety of
opportunities, as witness
the three projects shown
on the following pages. In
one an old barn was
turned into a
contemporary home; in
another luxury
apartments were created
in an historic warehouse;
in the third a typical
attached city house was
gutted to provide two
apartments—a duplex for
the owner, the other to
be rented for income. All
three projects are winners
in the 1974 Homes for
Better Living Awards
program.*

*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 in May,
custom winners last month

and a merchant-built winner

will appear in October.
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In the shell of

For all of its contemporary ma-
terials, graphics and equipment,
this remodeled barn retains
much of its original character.

It still has a soaring central
area. It still has lofts, which
overlook the central area and are
used for all living spaces except
the bedrooms. And it still has
barn-like interior surfaces—tex-
tured plywood sidings that tie
the old hand-hewn beams to-
gether and thus stiffen the struc-
ture.

Outside, the original siding
was replaced by new sheathing,
black asphalt shingles and win-
dows of gray-tinted plate glass.

The 100-year-old barn is the
home of a country veterinarian,
his wife and their three children.
The family possessions include
a large reed organ; hence the
organ room on the ground floor
(see plan).

an old barn: a contemporary house

m AWARD OF MERIT

ArcHITECT: Stanley Tigerman
& Associates

BuiLpEer: Lester Krumrie
LocaTtion: Southwestern
Michigan

LivinG AREA: 5,000 sq. ft.
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In the shell of a partly empty warehouse: luxury apartments

100 H&H jury 1974

HFBLREMODELING WINNERS CONTINUED

i A

b |

WS

From the outside, however,
there’s little indication that the
140-year-old building contains
27 new living units renting at
8400 to $700 a month.

The apartments range in size
from 600 to 1,500 sq. ft. Sixteen
of them occupy formerly unused
space on the fifth floor and in the
attic (see plans). The other 11
are on the third and fourth floors
at the right end of the building.

To accommodate the sixteen
units, several structural changes
were made. A mezzanine was
built in the large, open space of
the A-shaped attic, creating du-
plex units. A new roof was built

over the original roof to provide
large balconies and dormer win-
dows for the new mezzanine
level. And to accommodate ser-
vice and ventilation equipment,
a plenum was built by con-
structinga new floor level above
the existing fifth floor,

As the interior photos show,
old brick and timber structural
materials were left intact. And
new items, such as oak flooring,
door frames, trim and stairs,
were custom-made to comple-
ment the existing materials.

The new units are the first
phase of a step-by-step restora-
tion program. The balance of the

building, which now contains
moderate-rent apartments, of-
fices and stores, also is slated for
renovation as space becomes
available.

: Q FIRST HONOR AWARD

ArcuiTect: Anderson Notter
Associates Inc.
OwWNER/DEVELOPER: Trustees of
the Custom House Block
LocaTioN: Boston, Mass.
NUMBER OF UNITS: 27




FIFTH FIOOR
"HOTOS: JAN CORASH
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E%] AWARD OF MERIT

ArcHiTECT: Daniel Solomon,
ATA

BurLper: H.D. Grae

LocATion: San Francisco, Calif.
NUMBER OF UNITS: 2

In this inner-city remodeling,
two small (620 sq. ft.) flats were
converted into an owner’s du-
plex and a one-bedroom rental
unit (not shown).

The conversion entailed add-
ing one story to the front half of
the building and extending one
side (at the duplex living room
level) by three feet (see isome-
tric drawing). Additionally, be-
cause of code requirements, two
steel moment frames were
threaded through the existing
structure and left exposed [see
interior photos). These frames
eliminated the need for shear
walls. Thus the floor plan is
open, exposing living areas to a
maximum amount of sunlight
and views.

The duplex unit contains 965
sq. ft. The other unit, containing
620 sq. ft., rents for §235.
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Florida developers discover
an attractive alternative—

Cellwood Bi-Folds.

The developers of Park Place Condominiums, 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 siliding 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 extra appeal. Cus-
tomer reaction has been most favor-
able. Theyaccent 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't anticipate
any maintenance problems. They're
easy fo 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 resulits.

For more information on CELLWOOD Bi-Fold doors. .. the attractive alterna-
tive ... write or call Mr. Richard F. Andrews, National Sales Manager, Allastics,
Dept.HH-7, 6564 Warren Drive, Norcross, Ga. 30071, (404) 449-1000.

Bi-Fold Doorse and Shutters

m A DIVISION OF KUSAN. INC
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1. Weyerhaeuser DFP-20 fire door (Timblend® core).
2. Weyerhaeuser DFS-20 fire door (Staved core).

A Weyerhseuser

coma, Washington

Some doors have it.

Now that codes are serious
about 20-minute fire doors, you
should know a few facts from
the people who pioneered low-
cost fire doors.

1. Most 20-minute fire doors
are mill-certified and may be
accepted by the codes. But they

T

NMNava ale ATy

2. It isn’t easy to get a UL
label. The doors must with-
stand 1,462° F. at the 20-minute
point, and hold firm under 30
lbs. of hose-stream pressure.

3. Weyerhaeuser Timblend®
core doors and staved core doors
have passed this rigorous test;

rating that save money an

{ EMPLOVEES ONLY

Some doors don't.

Weyerhaeuser doors.
Excuse us if we're sounding
moralistie, but our stand has
always been to push the fire
doors that are proven safe.
For more details on the
20-minute fire doors with a UL
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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 identify 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

checked below.

[] 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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massive study of 607,438 sales leads
from House & Home readers confirms that
sales action in housing & light construction
comes from every segment of the industry

To identify all the important people in hous-
ing and light construction active in the selec-
tion of building products, materials, services
and equipment, House & Home has followed
up 607,438 advertising inquiries from its reader
service cards and received a 33% return in-
volving 202,697 inquiries.

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

For this study, “‘sales actions’’—that is, those
actions bringing products and prospects closer
to a sale—have been defined as specifying,

recommending, approving, purchasing, and
still investigating for possible purchase.

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

As shown in the table below, results indicate
in the clearest possible manner that sales ac-
tion comes from every segment of the industry
and only House & Home—with its industry-
wide circulation—offers advertisers all the
sales action in the market.

SALES ACTIONS TRIGGERED BY ADVERTISING

Literature Literature  Literature Sales
i SR R T L R
Architects 122,265 45358 39,561 5,720 6,641 4,039 1,077 9,782 27,259 68.9%
Builders 259,082 81,092 69,392 5717 7,973 7,406 7,594 23,695 52385 75.5%
Commercial 15,937 4,969 4,212 295 507 232 219 1422 2675 63.5%
Engineers 15,643 6,197 5,450 419 617 361 250 1,913 3,560 65.3%
Financial 11717 4,630 3,853 210 405 284 189 1,383 2,471 62.5%
Government 12870 - 5857 5,102 313 554 372 235 1,670 3,144 61.6%
Realty 23603 7,796 6,876 41 704 625 411 2,660 4,811 70.0%
Retailers 11,950 3,641 3,008 270 358 268 257 1,081 2,234 74.3%
Subcontracters 21,705 6,267 5,459 359 677 625 543 1. 712 3916 11.0%
Wholesalers 7,010 2377 2042 150 259 132 134 727 1,402 68.7%
Others not identifying self 105,656 34,613 29,960 1,947 2,849 2,103 1,359 8,995 17,253 57.6%
TOTAL 607,438 202,697 175,015 15,811 21544 16,447 12,268 55,040 121,110 69.2%

McGraw-Hill's marketing and management publication

et T oy sesHome

1221 Avenue of the Americas, New York, N.Y. 10020
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Gut-feeling or seat-of-the-pants
methods of deciding what to build
and where to build are too often

a short-cut to disaster!

Your logical alternative-

this market research package:

GARAGE

KITCHEN  DINING
S MASTER

LIVING

BEDROOM BEDROOM
3 2

Sample plan from Attached Housing i1

e Includes 36 Development Profiles
» Displays 36 Development Floor Plans

« Details 36 Development Land Plans

« Identifies every Development by Name
and Location

Attached Housing Il offers the homebuilding
industry an outstanding, highly comprehensive
report outlining the basic criteria now being used
for attached ownership units in Southern
California.

The 36 developments included in this valuable
research package are located in Los Angeles and
Orange Counties. Since the mid-sixties, builders
from all over the country have been studying
California models, California design, California
decorating and California merchandising. With
this research report, you can now zero in on
attached ownership, based on actual California
research which you can apply to projects
anywhere.

Highly readable, the format of Attached Housing |1
provides a development critique which outlines
the basic profile of each of the plans, features,
and amenities. Also included are schematics of
the floor plans as well as the land plans utilized.

In addition to quantitative data, the report acquires
qualitative depth through the penetrating analysis
of W. E. Mitchell of Market Profiles—a marketing,
merchandising, sales and research consulting
firm headquartered on the West Coast.



Mr. Mitchell's analysis centers around the demo-
graphics and consumer preferences of buyers.
His comments also relate to product orientation
and to the strength and weakness of the various
land plans and floor plans presented.

This research report on attached housing was
undertaken by Market Profiles where

W. E. Mitchell is president and senior associate.
Previously, Mr. Mitchell was director of residential
marketing for Walker & Lee, Inc., one of the
West's largest residential real-estate firms, and
later became general sales manager for Deane
Brothers, Inc., a builder widely respected as one
of the most creative marketeers in the country.

The color photographs shown in this advertise-
ment do not appear in the research package

itself. However, they are actual
photos of one of the developments
covered in Attached Housing Il _gi
and reflect one of the several g8
types of attached
housing studied.

For your personal copy
MAIL COUPON WITH REMITTANCE TO

Housing Bookcenter, House & Home
1221 Avenue of the Americas
New York, NY 10020

—————————— e — 1

-
|
|
|
|
|

|
|
|
L

YES!

H® (@
Send me__copies of Attached Housing || Gl TER
for $300.00 each. Enclosed is my check for
$_____ payable to Housing Bookcenter.
Your Name
Firm Name

Mailing Address

City State Zip
(PLEASE PRINT CLEARLY)
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PRODUCTS

| Easily installed by one person, the
| fivepiece tubwall of DuPont Corian
adds an elegant touch to any
bathroom. After the end wall is
measured and drilled to accommo-
date plumbing fittings (1) the simple
installation process begins. An end-
wall Corian sheet is held in position
(2) and traced to provide an outline
area for adhesives. Adhesive is ap-
plied in running beads 6" to 8" apart
(3)and allowed to set for five to seven
minutes. Panel is then applied and

T

pulled away from the wall for two 1 < <O
minutes (4) to allow the solvent to
vent. Finishing nails are inserted to 4

“y

provide caulking space between the
tub and the panel. Three other wall
panels are installed in the same
manner. After both caulk and adhe-
sive are applied to back walls, a
i center strip is pressed into place
Shim nails are removed and the
openings between the tub and the
Corian panels are caulked. Corners
where panels meet are also caulked
(5). Then all seams are smoothed
with a damp sponge (6). DuPont,
Wilmington, Del.
CIRCLE 200 ON READER SERVICE CARD

The “Park Mobile’” module is like a vertical ferris wheel as it moves 22
mini-garages up one side of a tower and down the other. The system, which
returns cars in an average of 45 seconds, is operated by a simple pushbutton
and needs no attendant. Used individually or in groups (below/, each module
takes up the space of only two cars, saving valuable land. All cars are parked

Marble-like bathtub surround comes in a pre-packaged kit

Mobile parking garage helps solve a multitude of auto problems

in individual slots above ground, safe from dents, scratches and would-be
vandals. Pollution-free parkmobile can be moved and re-erected on another
site in less than 30 days. Units—which are leased, not bought—can be used
open or covered with an architectural facade such as the one shown below.
Park Mobile, New York City. CIRCLE 201 ON READER SERVICE CARD
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THE

Peachtree Door's new entry system
seals against the weather—better.

We started from scratch __reviewed the efforts of others

consulted with the nation’s leading experts. The result?

An insulating system better than anything on the market.

The Secret. . . Insteadof old fashioned magnets, ___

a radically new weatherstripping was designed \\

for our new door. It's a unique soft foam
inner core covered in rugged vinyl.

,l .

PerformanceTested....
After 100,000 spirited door
slammings. . .after laughing
off temperatures from 160°F
to 40°below zero, Peachtree
Door’s new weatherstrip

showed absolutely nowear or
fatigue. It permitted less water
and air seepage through the
system than any otheron the &
market. A great performance.
The weatherstripis locked into
our special frame design. It overlaps
and interlocks in every corner. When you shut
the door. the single plane weatherstripping is compressed

at the jambs, head, threshold and corners. . .compressed to

give you a near perfect, continuous, perimeter weather seal.
Air. water and outside temperatures stay out. [nside comfort
stays in. A great seal. . .part of a great new system.

RPREaCHTREE @ PODR



________ o e A LGN L alGINILeCS;
g o o developers, contractors, builders
Speaks For ltself and buyers of homes, apartments
and condominiums. It tells them
about its clean, fresh lines,
adaptability to any storage requirement, low

installation cost, ready availability and . .
well. .. listen!

I’'m highly versatile
and provide more
usable space in a
given area

I’'m easy to install

super strong, yet slim
and attractive

I'm ventilated,
vinyl-coated,
maintenance-free

I'm custom-cut
to fit each closet,

tagged and shipped
83284 & to the job site

" Clser M,

ventilated, vinyl-coated
steel-rod closet shelving

ail us your blueprints. We will Send quote,







oin the Gustom Home Plans Clu
plus 5 new designs each month fo
of professional working drawing

Get 1,000 home designs now

The Custom Home Plans Club has been created to provide
a fresh flow of design ideas you can use to make your business
more profitable.

As a new member, you will immediately receive an attrac-
tive binder containing 1,000 home designs illustrated with full
color renderings and detailed floor plans.

With this complete library of a thousand huildable homes
to select from, you and your clients will be pleased with the
wide variety of homes available in all styles, types and sizes
appropriate to local needs, tastes, and budgets.

These wide-ranging selections include:

Deluxe Small Homes—two and three bedroom

Ranch and Suburban Homes—conventional and con-

temporary

Brick and Masonry Homes

Multi-level and Hillside Homes—split level, split

foyer, others

Second Homes duplex and multi-family; holiday and

retirement; chalets, A-frames, cabins, cottages

As you guide clients to a commitment, you—as a member
of the Custom Home Plans Club—will lose no time in coming
up with a complete set of working drawings, which will be
shipped postage-free from Club headquarters the same day
_\,Ullr l'('ql]l‘ﬁl if" rf’(f?i\'i_‘(].

And with your working drawings you will also receive a
complete list of the building materials you will need—essen-
tial for accurate bids and reliable cost estimates.

With so much of the exacting, tedious, preparatory work
already done. you will realize substantial savings in time,
effort, and money and at the same time, a growing list of
clients will realize that you're the one to come to for the right

home at the right price.

pius 5 new home designs-
of-the-month each month for
the next 12 months

To supplement your library of 1,000 home designs, the

Custom Home Plans Club will provide you with a steady flow
of 5new home design ideas each month for the next 12 months.

Illustrated in full color renderings—and complete with
detailed floor plans—your five fresh designs-of-the-month can
eagily be added to your basic binder of 1,000 homes.

In this manner, the Custom Home Plans Club broadens
the range of selections available to you and your clients, and
keeps you current on home design trends beyond your imme-
diate market.

A full set of working drawings with collateral floor plans
and a list of building materials will be available on both the
original 1,000 home designs and the 60 new designs you will
receive during the coming vear.

pius 12 sets of professional
working drawings
for homes of your choice

Members of the Custom Home Plans Club are entitled to re-
ceive a total of 12 sets of professional working drawings
without charge.

These building plans may he ordered in any combination
desired: 12 sets of drawings for 12 different homes; 4 sets
for 3 different homes: or any other way you prefer them.

Beyond the initial 12 sets available as part of the Clul




ind get 1,000 home designs NOw
he next 12 months plus 12 sets
or homes of your choice.

membership fee, members may obtain additional warking
drawings at a 35% discount off published prices which range
from $25 to $50 for single sets and from $50 to $75 for four-
set packages—depending largely on the square-footage of
single-family homes and the number of units for multi-family
dwellings.

Drawn to FHA and VA general standards, these blue line
prints—size 36" x 20"—are easy to read on a white back-
ground. Depending on the size and complexity of the house
design, plan sets may include as many as nine sheets. Notes

ized lists of building materials needed to obtain reliable bids.
to make accurate cost estimates, and to order building ma-
terials from suppliers.

The lists include the size and quantity of all millwork such

as doors, lumber and built-ins . . . framing lumber . . . roofing
... flooring . . . wallboard . . . masonry . . . conerete . . . rein-
forcing . . . insulation . . . beams . . . finishing materials,

and more.
The lists of building materials used in conjunction with
the detailed working drawings—save Club members dollars.

and drawings indicate location and types of materials to be

drudgery and valuable time more profitably spent with clients.

used. With complete freedom of choice, Club members may
order their 12 sets of detailed working drawings at any time
during the 12-month membership period.

Club working drawings include: (1) Floor Elevations,
(2) Complete Framing Plans, (3) Wall Sections, (4) Floor
Plans, (5) Basement/Foundation Plans. (6) Roof Plan,
(7) Plot Plan, (8) Kitchen Cabinet Details, (9) Fireplace
& Built-in Details, (10) Specification and Contract Booklet.

plus itemized lists of building
materials for accurate bids
and reliable cost estimates

To eliminate the time-consuming task of taking off material
requirements from each set of plans ordered, the Custom

Home Plans Club automatically provides members with item-
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PRODUCTS/BATHROOMS

Luxurious “Steeping Bath” mea-
sures a full 20" deep—6" deeper than
conventional 5’ bathtubs. The 3'-
wide soaking tub, offered in a choice
of 13 colors, features a gently sloping
back with integral lower-back sup-
port and armrests. Unit has safety
grip handles and a slip-resistant tub
bottom. Kohler, Kohler, Wis.

CIRCLE 202 ON READER SERVICE CARD

Flo-Free® brass plumbing fittings for
residential use are easy to install.
The line includes a three-handle
transfer valve unit (right/, a switch-
Bak two-handle fitting with transfer
control on the spout, a two-handle
control for shower only and a two-
handle fitting for bath filler installa-
tion. Speakman, Wilmington, Del.

CIRCLE 204 ON READER SERVICE CARD

Contemporary “Juliet’” lavatory
(below] features offset brass fittings,
a swing-away spout and a shampoo
spray for convenience. Offered in
eight colors, the self-rimming vitre-
ous-chinaunit has recessed soap dish
andoverflow. Crane, New York City.
CIRCLE 205 ON READER SERVICE CARD

Recessed oval bathroom cabinet
from the “Dunhill” collection fea-

tures an elongated 20"x36" frame.
Availableinachoiceof four furniture
finishes, the traditional leaf frame
opens to reveal a storage area. Mon-
arch Metal, Elk Grove Village, I11.

CIRCLE 206 ON READER SERVICE CARD

Striking contemporary washbasin
combines onyx and marble with
highly polished mirrored stainless
steel. The basin, accented by sculp-
tured hardware and a marble sur-
round, is in a stainless-steel frame.
Sherle Wagner, New York City.

CIRCLE 203 ON READER SERVICE CARD

“Twin Wall” toilet tank [below] is
of rugged high-impact injection-
molded plastic. Tank, with impreg-
nated color, will not scratch or chip.
The unit features a crown cover that
fits flush withsidewalls. Bemis Mfg.,
Sheboygan Falls, Wis.

CIRCLE 207 ON READER SERVICE CARD
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Open some best sellers.
Simpson International Doors.

When you sell Simpson International Doors, stile and rail door.
you're offering your customers some of the most You can always be sure of Simpson quality,
popular, most widely accepted entry doors available backed by the experience and craftsmanship that
anywhere. have produced over seventy million doors in use all
The best-selling doors shown above are part of a over the country.
long line of designs created exclusively for Simpson, Simpson International Doors. You can profit from
and produced using the most modern mass their popularity.
production methods For complete details write Simpson Timber
Every International Door has the luxury look of Company, 2000 Washington Building, Seattle,

custom styling, yet costs little more than an ordinary Washington 98101. Or call 206-682-2828.



Recessed bathroom cabinet features
an oversized, oval mirrored door.
Frame of injection molded, wood-
like plastic comes in a wide range of
finishes. Also available in surface-
mounted models, cabinets are of-
fered with a line of complementary
lighting. Triangle, Chicago.

CIRCLE 208 ON READER SERVICE CARD

“Madiera Oak” vanity is available in
a wide range of sizes from compact
space-saver to the double door
standard shown. The unitis accented
byadetailed backplateand a pendant
door pull in an “Old Silver" finish.
Camden Crafts, Lebanon, Ohio.

CIRCLE 2100 ON READER SERVICE CARD

“Versailles” medicme cabinet fea-
tures triple doors. Mirror is con-
structed to appear as one-piece when
closed. Offered in recessed or sur-
face-mount models, units have full-
width, adjustable shelves. Wood
frames come in a choice of finishes.
Dura Steel, Los Angeles.

CIRCLE 209 ON READER SERVICE CARD

Double-door vanity cabinet features
a cultured marble top with an inte-
gral bowl. Available in seven stan-
dard sizes, unit is offered in a choice
of Spanish oak, shown, white oak and
gold or white and gold finishes. Con-
tinental, Salt Lake City, Utah.

CRICLE 211 ON READER SERVICE CARD

Linen storage cabinets are available
in seven models to match vanity
bases. Units can be stacked or in-
stalled side by side. Shown in “Pro-
vincial” gold and white, cabinet has
a hand-rubbed finish. General
Bathroom, Elk Grove Village, I11.

CIRCLE 213 ON READER SERVICE CARD

Ecology toilet, operating on standard
household current, destroys waste
without creating discharge. The wa-
terfree TK-4 reduces solid waste to
inertashless than.5% involume and
uses latent heat to flash off liquid
wastes. Tekmar, Stamford, Conn.

CIRCLE 214 ON READER SERVICE CARD

Early American-style vanity ensemble is finished in a dark, mellow patina.  Easy-to-maintain white *Carefree Lavanity" is designed to be childproof. ‘
Units are constructed of select maple frames, mortise-and-tenon joints and  Faced with Micarta laminated plastic, unit wipes clean with a damp cloth. |
ladder core doors with one-piece faces. Cabinets come in a range of sizes  Cabinets are accented by white and gold hardware, IXL, Westinghouse,
and styles. Brammer, Davenport, [owa. CIRCLE 212 ON READER SERVICE CARD Elizabeth City, N.C. cIRCLE 215 ON READER SERVICE CARD




WHILE OTHERS WAIT FOR MATERIALS,
THE KINGSBERRY MAN DELIVERS!

When you call the Kingsberry
Man, there’s no waiting—no
delay caused by shortage of
materlals' Lately, you may have been
slowed down by lack of building
materials such as studs, plywood, floor

framing, insulation, roofing or plumbing.

In turn, you may have been slowed
down in reaching the point of it all—
your profit. But there’s a better way to
build the right homes, right now!

Just talk to the Kingsberry Man. He’s
got a completely different story, and
that can make a world of difference
to you. You see, he’s backed up by
Boise Cascade’s national buying power,
which means purchasing in large
quantity to keep a complete inventory
on hand. And he offers a cost control

system that shows you pre-determined
prices on whatever fine Kingsberry
package you choose. Because each

of our 170 designs is engineered to

go up quickly and easily, you'll even
wind up spending less for your on-site
labor. Add it all up—a wide variety
of designs, a cost control system and
availability of materials! Then take
the next step. Mail the coupon fast
for all the help you can get.

il e
RINGSEB ERRY HOMES
s el

Boise Cascade
Manufactured Housing/ Eastern Division

Frank D. Carter, Director-Marketing
Boise Cascade Manufactured Housing/Eastern Division, Dept. HH-7,
61 Perimeter Park, Atlanta, Georgia 30341, (404) 458-9411

Yes, I would like all the help 1 can get.

Name il | Ll

Firm — = et
Lots ready to build on: []None, []1-10, [J11-25, [J26-50

Units built in past year: [JNone, [11-10, [J11-25. 12650
[ Single Family. CJ Multi- family. (] Vacation

Address o
City <] 7 e S S Ry
Zip Phone

Kingsberry Homes are distributed throughout a 38 state area of the Mid-West,
Mid-Atlantic, Southeast, Southwest and New EnFland states from plants located
in Alabama,. lowa. Oklahoma, Pennsylvania and Virginia.

IT’S ALLTHE HELP YOU CAN GET.

CIRCLE 121 ON READER SERVICE CARD

H&H jury 1974 121




PRODUCTS/SECURITY

Keyless solid-state alarm switch, “Compu-Larm”, can be used to activate
or deactivate any burglar alarm system. The tamperproof miniature com-
puter, mounted inside or outside the premises, sets off the alarm unless the
correct combination of digits is tapped out on the face plate. Innovative,
Chatsworth, Calif. CiIRCLE 216 ON READER SERVICE CARD

Double-duty security locksets fea-
ture Florian" style knobs and an-
tique brass finish. Units are available
in either passage sets or keylock sets
combined with deadbolt auxiliary
locks and escutcheons. Combina-
tion locksets are keyed alike. Auxil-
iary locks have a slip ring design.
Dexter, Grand Rapids, Mich.

CIRCLE 217 ON READER SERVICE CARD

Self-monitoring fire detector plugs into any 110v AC outlet. The ionization-
type unit is capable of early warning detection and can sense the products
of combustion before smoke or flame appear. The attractively styled solid-
state unit has an indicator light to signal that detector is functioning and
sensitivity is correct. BRK, Aurora, I1l. CIRCLE 218 ON READER SERVICE CARD

Heavy-duty tubular  deadlock,
“Model 921", features an extra long
1”deadbolt, ahardened-steel internal
security ring and a heavy-gauge
strike box. Other tamperproof fea-
tures are a spinning pin inside the
deadbolt, making hacksawing im-
possible and a freewheeling escut-
cheon. Arrow Lock, Brooklyn, N.Y.

CIRCLE 219 ON READER SERVICE CARD

Wall-mounted smoke and heat de-
tectoris equipped with an8' cord and
can be plugg.cd into existing 115v
wiring or used in conjunction with
the “Thomas Home Security Fire
Alarm System.” The device sounds
apiercing horn whenever high levels
of heat or smoke are reached.
Thomas Industries, Louisville, Ky.

CIRCLE 220) ON READER SERVICE CARD

1§

Concealed wall safe, made of heavy-duty steel welded construction,

Early warning smoke detector is de-
signed to sense fire in the earliest
stages of combustion. Unit uses dual
photo cells to retard aging of its com-
ponents. Engineered to meet federal
standards, special air filters insure
smoke entry while excluding foreign
matter like dust and insects that trip
the alarm. Artolier, Garfield, N.J.

CIRCLE22] ON READER SERVICE CARD

Jimmy-resistant auxiliary lock com-
bines attractive appearance with
maximum security. Vertical inter-
locking bolt and strike defy prying or
forced entry. The antique brass fin-
ished unit is available as a single
cylinder lock for solid doors and as
adouble cylinder lock for doors with
glass. Yale, Eaton, Charlotte, N.C.

CIRCLE 222 ON READER SERVICE CARD

is de-

signed with side flanges drilled for screws on 16" centers. Flanges are fastened

into building studs and can be grouted in place for added security. Fireproof
safe provides about % cu. ft. of storage. Safe Manufacturers National Assoc.,
New York City. CIRCLE223 ON READER SERVICE CARD
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Long-Bell helps you capture the remodeling

appliances, too. And just look at the stunning results.
Beauty that’s unmatched. Construction that’s
craftsmanship at its best. Styling that’s in tune

with today. Plus ingenious kitchen conveniences
designed to save a busy woman’s time and a world

of space as well.

Fred and June started with Long-Bell ideas.
Hundreds in your area in a remodeling or new
construction frame of mind will turn to you for
help. You can supply those Long-Bell ideas to them
on all your projects. Long-Bell’s modular sizing
from 9” up is a plus for you in doing the job. You
have easy installation right from the carton on to
wall with precision fit in any size or shape room.

Send the coupon, today, for your complete
Long-Bell Cabinet Kit that includes a 16-page
Idea Book, kitchen cabinet and vanity brochures
and your nearest Long-Bell cabinet source.

Great family kitchens start with Long-Bell ideas

business with cabinet ideas people are looking for

When even super boxoffice stars like the Fred MacMurrays
get the remodeling fever, you realize that remodeling is on
millions of minds. Fred and June can choose virtually any

kitchen in the world. They chose Long-Bell cabinets and gas

CIRCLE 123 ON READER SERVICE CARD

Fred and June have a new kitchen

- > T

|

|

|

|

INTERNATIONAL PAPER COMPANY I
LONG-BELL DIVISION I
P.O. Box 8411, Dept. 436, Portland, OR 97207 |
Tell me more about Long-Bell kitchens and vanities. |
[ Please send literature and specifications. [] Please have a repre- |
sentative call. | am a [ Builder [ Architect [J Other— i<} F
Company |
|

Address |
|

City State Zip |
|

Attn |
|
______________________________ - |
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PRODUCTS/SECURITY

Early warning smoke detector is
capable of sensing fire in the earliest
stages of combustion. The self-con-
tained photoelectric device operates
on the light scatter principle and
responds to a predetermined amount
of smoke. The plug-in UL-listed unit
is for independent door control. Rix-
son-Firemark, Franklin Park, I11.

CIRCLE 224 ON READER SERVICE CARD

“Communi-Center’” radio intercom
includes a built-in family message
center, a cassette tape player and re-
corder and a digital clock. Control
panel contains eight remote station
switches plus volume and tone con-
trols. Door, patio and indoor speak-
ers allow for customizing. Nutone,
Scovill, Cincinnati, Ohio.

CIRCLE 225 ON READER SERVICE CARD

Easy-to-install security system,
“Sentral-Control” [below), is de-
signed to monitor multifamily
dwellings. The wireless system uses
AC electrical pathways to transmit
signals. Sensors and master controls
located in individual units are moni-
tored by a plug-in display console.
Polar, Deerfield Beach, Fla.

CIRCLE 226 ON READER SERVICE CARD
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Attractivelystyledsmokedetectoris
designed to blend easily with con-
temporary Prominent
alarmvents have been eliminated. In
the new configuration vents are lo-
cated unobtrusively in a textured
band which encircles the face of the
device. The alarm is unchanged. Ed-
wards, Norwalk, Conn.

CIRCLE 227 ON READER SERVICE CARD

interiors.

““Series 3000" alarm annunciator is a self-contained unit for central supervi-
sion of remote detectors. Available in seven- and thirteen-channel versions,
units monitor for the presence of smoke, water, fire and unauthorized exit
orentry. Unican, Montreal, Canada. CIRCLE 228 ON READER SERVICE CARD

i
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All-American aluminum mailbox
with a baked-enamel finish has a
nylon American flagcontainedin the
post. Durable unit, which can be
locked for maximum security, is
constructed with all stainless steel
moving parts and a compartment for
newspapers and magazines. Parker
Mailboxes, Richmond, Va.

CIRCLE 229 ON READER SERVICE CARD

Telephone-operated security sys-
tem, “Entraguard”, (below] services
up to eight doors and 512 telephones.
Ideal for multi-door and adjacent
buildings, system features lights on
each entry panel to signal operation.
When one panel is in use all others
disconnect momentarily. Marlee,
Beverly Hills, Calif.

CIRCLE 230 ON READER SERVICE CARD




Potlatch has

a feel for

the barn board
look.

We call it
Weatherworn.

The first time you see Potlatch’s dramatic
Weatherworn plank paneling you'll prob-
ably touch it to see if it's “real’” That's
because we've totally captured the au-
thentic weathered effect of ancient siding
sculptured and toned by years of expo-
sure to the elements.

You'll never lose that feeling—or the
beautiful natural look Weatherworn
brings to your home—inside or outside.
Weatherworn's easy-to-handle individual
boards make it the perfect choice for
entry, walls, wainscote or ceiling—wher-
ever you want that rugged country look.

Potlatch Weatherworn plank paneling
can be specified for interior or exterior
use; it's factory finished in weathered
gray or black.

Weatherworn. The weathered look with-
out the wait.

We know our way in the woads.

Potlatch

Potlatch Corporation

Wood Products Group

P.0. Box 5414

Spokane, Washington 99205

CIRCLE 125 ON READER SERVICE CARD
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"PRODUCTS/FLOG'RTNE""_ ST R R e e e

Cut and loop shag with a sculptured
look, “After Dark”", is made of 100%
heat set nylon. The attractive dia-
mond pattern is highlighted by a
two-tone effect. The pattern is avail-
able in a choice of 16 bright color-
ations, ranging from a blending of
browns and blues to a Spanish cop-
per. Kentile, Brooklyn, N.Y

CIRCLE 234 ON READER SERVICE CARD

“Carpet Pedimat” entrance mat
[below], features a tread-rail design
that stops dirt, mud and water at the
door. Each tread is locked into an
extruded aluminum rail providing
safe footing even for narrow heels.
Replaceable treads are of acrylic and
nylon Milstar carpet. Construction
Specialties, Muncy, Pa.

CIRCLE 235 ON READER SERVICE CARD

Rich yellow indoor/outdoor carpet,
cut into a scalloped square, defines
the dining area of this outdoor patio
setting. “Topside”, tufted of fade-re-
sistant polypropylene, has a dense
foam back and retails for about $7 a
sq. yd. Lees, King of Prussia, Pa.

CIRCLE 23] ON READER SERVICE CARD

Boldly patterned cut-loop shag,
“Academy Award”, is tufted of
sharply contrasting colors. Con-
structed of 100% continuous fila-
ment space-dyed heat-set nylon, it
comes in 15 color combinations.
Two new splushes are also offered.
Certainteed, Valley Forge, Pa.

CIRCLE 232 ON READER SERVICE CARD

“St. Tropez”, the first pattern in a “Million Dollar Carpet” line, is made  Contemporary bedroom is highlighted by lush, plush “Crown Jewel”’ carpet
of stain- and soil-resistant Marvess olfefin fiber. Carpet, in a flat, textured  of Allied Chemical third generation Anso-x nylon. The polymer-base fiber
construction with a heavy rubber backing, can be installed in a variety of  isinherently staticresistant andsoil hiding. Carpet comesin a range of colors.
ways. General Felt, Saddle Brook, N.J. CIRCLE 233 ON READER SERVICE CARD Lock Weave, Santa Anna, Calif. CIRCLE 236 ON READER SERVICE CARD
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We think trees look best warp, crack, shrink or peel. And
as trees. That's why Benchmark that means time and money
Entrance Doors are made of saved on call backs.
steel. 23 gauge galvanized steel Benchmark Entrance
with a foam core. Doors are available in seven

Our special embossing distinctive styles and come com
rocess creates the deep-drawn  plete in quick-to-install, pre-hung
ook of wood on both sides. But ~ packages.
unlike wood, these doors won't 3enchmark Bi-Fold Doors

Benchmark Door Systems

Save a lree.
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are the same rugged steel con-
struction and are available in
five different styles.

Save time. Save money.
Save a tree.

(Get out of the woods
with Benchmark.

‘Benchmark_

A Division of General Products Company, Inc

For full details contact: Benchmark Sales Office, P.0. Box 887, Fredericksburg, Va. 22401.(703) 373-B877.

CIRCLE 127 ON READER SERVIC E C ARD



PRODUCTS/FLOORING
|
\

High-style plush carpet line, “Em-

peror’s Suite”, consists of 24 nature-

inspired colorations. The pebble-
point textured floorcoveringis tufted
of 100% nylon. Heavy-duty carpet

| meets federal flammability stand-
ards. Burke, San Jose, Calif.

CIRCLE 237 ON READER SERVICE CARD

Thomas Jefferson finger pattern
(below) is available unfinished or in
a choice of woodtones. The “Thai-
Teak’' design consists of 9"x9" blocks
surrounded by 1%" angle cut strips.
Bangkok, Philadelphia.

| Wood flooring in a traditional
|
|
‘ CIRCLE 238 ON READER SERVICE CARD

T - ¥ & ¥ b q. ] 1 ;3:'

Seamless vinyl resilient Hooring for indoor or outdoor use withstands €XpPO-

| sure to the elements without fading, shrinking or rapid aging. Formulated

| ofPVCresins, abrasion- and wear-resistant “Lonleum” is designed for heavy
traffic areas. Lonseal, Torrance, Calif. circLE 239 ON READER SERVICE CARD
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Navajo-inspired printed carpet,
“American West”, is a striking ac-
cent for a southwestern-ranch-style
den. Tufted of Enkalure® I soil-hid-
ing nylon, the easy-to-maintain car-
pet comes in a wide range of colors.
Brinkman, Dallas, Tex.

CIRCLE 240 ON READER SERVICE CARD

Frieze printed carpet, “Country
Chic”, is traditional Early American
with a contemporary flair. Tufted of
100% DuPont nylon in six distinc-
tive colors, the pattern is reminis-
centof a Pennsylvania Dutch design.
Patcraft, Dalton, Ga.

CIRCLE 241 ON READER SERVICE CARD

ST

Long wearing rugged flooring, “Futurus Carpetile”, is manufactured from
select aircraft and truck tire sidewalls. Available in squares and strips, the
heavy duty material appears much like a chenille-textured carpet. Interna-
tional Rubber, Avon, Mass. CIRCLE 242 ON READER SERVICE CARD




) story building £
oadbearing masonry

International Masonry Institute
Suite 1001 823 15th Street, N. W,
Washington, D. C, 20005 HH

Send me information on the modern
loadbearing masonry building system.

‘ When you build with a modern Iﬂaﬂbearing masonry syslem,
an save as much as 10% on construction costs. \
Because masonry leis you save on the two biggest expenses
of building. Time and materials. ‘
/; Instead of building separate structural systems and :
/  enclosure walls, you can have them both in one step. Masonry walls ‘
work together wilh roof and floor systems to create one solid -

|
structural shell. Complete with enclosure walls and inside partitions. | Hame
And you can begin finish work on each floor as soon as the | Title - ———
, masons begin erecting the floor above it. So your building is finished :
~ faster. And you can stop paying interim interest and start charging rent. | Company o - e
; You save on maintenance cosis too. Because masonry doesn’t |
warp, dent, bend, buckle or rot. It gives superior fireproofing | Aedress. >
and sound control. And with its inherent beauty, it never needs painting. |
When you add all these savings up, you can save enough ‘ BRYs s, State Zip i
money to add that eleventh story. If that sounds like an interesting
prospect to you, mail this coupon. We'll send you the complete story. I Ner T ol Buskress

CIRCLE 129 ON READER SERVICE CARD




Architectural artwork from the past
engineered for today.

CEILING CORNICE MOULDING
Projection 5 1 16

No 114

Iding ships
r s a singls
Also shown Ceiling Medallion No BO5S

FOR INFORMATION CONCERNING THE COMPLETE
LINE OF FOCAL PQOINT PRODUCTS WRITE

FOCAL POINT INC.
3760 Lower Roswell Road
Marietta, Georgia 30060
404 -971-7172

member

CIRCLE 130 ON READER SERVICE CARD

.

ATTACH LABEL HERE

House & Home, P.O. Box 430, Hightstown, N.]

address

1 about

3 Please give five weeks notice before change of
Chaﬂg]ﬂg becomes effective. Attach mailing label here and print
your new address below. If you have any gquestior
your subscription, include address label with your letter.
your
MAIL TO
address?

.08520

your name

your mailing address

city

zip code

your firm name

firm address

city

zip code

type of business

your title or position
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TO ENTER OR EXTEND YOUR SUBSCRIPTION, want
CHECK HERE:
[ NEW [JONE YEAR $12.00 your
] RENEWAL [0 THREE YEARS $24.00
MAIL REMITTANCE TO own
House & Home, P.O. Box 430, Hightstown, N.J. 17
08520-Rates Apply to US. & Canada Only— | Subscription?
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PRODUCTS/KITCHENS

Double-tier pantry storage cabinet is
a self-concealing, maximum utility
food preparation center. Unit, avail-
able in a choice of finishes, features
curved tambour doors, revolving
shelves and a round natural-maple
cutting block. Offered as an easy-to-
assemble kit or a three-piece assem-
bly, the cabinet also comes in a
corner version with flat doors. RPW,
Puyallup, Wash.

CIRCLE 263 ON READER SERVICE CARD

Economy-designed series of “Vesta”
ranges is a complete line of modular
sizes from 21" to 36". Available in
either gas or electric, models feature
lift-up cooktops and lift-off oven
doors for easy cleaning. Offered in
coppertone, avocado, harvest gold or
white, ranges can be ordered with
optional black-glass oven windows
and floating trim kits for a built-in
look. Athens Stove, Athens, Tenn.

CIRCLE 264 ON READER SERVICE CARD

Convenience appliances are the key
to a well planned kitchen. Trash
compactor (left in photo) is available
in under-the-counter or freestanding
models. The easy-to-clean ceramic
cook-top range (right in photo| with
acontinuous-cleaning oven, doubles
as counter space. Sears Contract
Sales, Chicago.

CIRCLE 265 ON READER SERVICE CARD

Large item slide-out storage cabinet
is designed to hold unwieldy trays
and cutting boards as well as baking
pans and pot lids. All pieces stand on
end for easy viewing and access.
Cabinet, offered in a full range of
styles, features pegboard divider.
Long-Bell, Portland, Ore.

CIRCLE 266 ON READER SERVICE CARD




Fverv good cabimetmaker has one line he
15 extra proud of.

QOur Athena hardwood cabinets are
the best we make T'hat savs a mouthful

I'hev have the style and quality peo-
ple expect only from the most luxurious
custom cabimets Any units with elegant
Athena kitchens are bound to be talked
about

I’ an extra broad line (vanities, too),
with choices to please the most de-
manding housewife.

For example, there are seven beau
tiful, hand-rubbed furniture quality
finishes. Black Walnut, Cherrv, Chestnur,
Poppy, Harvest Gold., Avocado und An
tique Imperial Whate.

Drawer and door fronts are faced
front and back with chowe 5 plv hard
wood veneer

Exposed drawers ride on two selt
closing nvlon roller metl shdes with
positive stop. Hardwood shides tor inner
drawers and travs are permancntly

lubricated

Athena cabinets are the best we
build Surely thev belong in the best
vou build

For detals, see vour Yorktowne dis-
tributor Or write tor our brochure
Yorktowne, Red Lion, Pennsvlvania
17356 Manutacturers of fine kitchen cab-
nets sinee 1936

Yorktowne

& hvisian of The Wa kes Corpornatiar

CIRCLE T3] ON READER SERVICE C AR

Athena cabinets are the best we build.
Maybe they should be in the best you build.




[PRODUCTS/RECREATIONAL
\

| “Cue-pack” gametableisan unusual
addition to a recreational package.
Players use billiard cues to shoot
|  bumper pucks around 18 holes of

miniature golf. The walnut-framed
‘ tablewith a laminate playing surface

adjusts from 24" to 30" in height so

and handicapped persons. North
American, Bridgeport, Conn.

\
I that it can be used by children, adults
‘ CIRCLE 243 ON READER SERVICE CARD

Prefabricated poolside cabana fea-
tures fully fitted, separate bar and
dressing areas. The insulated 8'x12’
structure comes with wiring and
plumbing installed. Exterior is fin-
ished in a vertical groove siding in
natural stain or a choice of colors.
The roof is of cedar shingles. Leisure
Homes, Dallas, Tex.

CIRCLE 244 ON READER SERVICE CARD

Refreshment cabinet combination
can be built into a family room or
added to the kitchen as a handy ac-
cessory. Unit, featuring slide-out
shelves for bottles and cans, is avail-
able in a choice of wood tones and
stylesincluding the “Regent’ model
shown. Riviera, St. Paul, Minn.

CIRCLE 245 ON READER SERVICE CARD

| Colorful, easy-to-maintain, galvanized steel recreational shelter can be

| erected by two men within a day. Available in a choice of solid colors or

in the multicolored design shown, the unit is for permanent installation.
| Baughman-Oster, Taylorville, I1l. circLE 246 ON READER SERVICE CARD

Contemporary concrete picnic table and separate henches are designed for
permanent installation on concrete slab. Each unit is a one-piece casting
reinforced with steel. An acrylic sealer waterproofs the surface and prevents
staining. Form, South Lyon, Mich. ciRcLE 249 ON READER SERVICE CARD

Easy-to-install saunas constructed of
California redwood are available in
seven sizes accommodating from
three to 18 people. Units, complete
with benches andurethane insulated
ceilings, feature V-groove, T&G or
Lok-Plank construction. A series of
UL-listed heaters is also offered.
Fasco, Fayetteville, N.C.

CIRCLE 247 ON READER SERVICE CARD

““Nostalgic 1050 jukebox” combines
1940s styling with 1970s technol-
ogy. The coin-operated machine fea-
tures the familiar bubble-top dome
design. Unit, holding 100 stereo se-
lections, is constructed of modern,
low-maintenance materials. Wur-
litzer, North Tonawanda, N.Y.

CIRCLE 248 ON READER SERVICE CARD
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When we put it together,
we leave'out the trouble.

Because we leave out the washer.

Sooner onlater any. compression washer wears out
The faucet drips. And it§ a headache.

That's why we took the washers out of Delta
faucets. We replaced them with.a patented rotating
that, tests show, lasts about 7times longer.

We made Selta faucets easy to install;

For instance, Delex Scald-Guard bath
be put in back-to-back, without worrying ab
“wrong side” Both valves conhect to the sau
Just flop the valve 180 degrees and hot st
cold on the right:! v .

That saves on -instglll‘ﬁm;’ time and
crosspiping éosts. R Y é

Specify-Delta sirigle-handle and Delex
two-handle faucets in your buildings. 1.eave out
faucet trouble. ~a

They'e styled to Wﬁnd to work
even better. Turned on or turned oft.

For illustrated literature. wiite Ed
Delta Faucet Company, A Division of Masco Corporation,
Greensburg. Indiana 47240, and Rexdale, Ontario.

Delta Faucets.

Wa s, To workeas good as they look.

Ed
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“When people are second or third time

home buyers, th
And our buyers wan

“Most of our buyers have had dishwashers in
their previous homes. If they’ve had a KitchenAid
dishwasher, they know how reliable KitchenAid
is. If they’ve had some other brand, they may
have had a bad experience with it. Either
way, they’re always happy to see we’re using
KitchenAid dishwashers.”

Those are the words of Ralph Smykal,
President of Smykal & Associates in Wheaton,
Illinois, builders of suburban. Cress Creek, 25
miles west of Chicago. The Cress Creek project
includes patio homes and townhouses, ranging in
size from 2000 to 3500 square feet and priced in
the $60,000-and-up bracket.

i

know what they want.
itchenAid dishwashers.”

“At Cress Creek,” says Smykal, “we use
appliances that are on a par with the quality of
our homes. And KitchenAid is the most prestigi-
ous name in dishwashers. Besides, there are no
problems.”” Unless the buyer absolutely insists on
some other brand, KitchenAid dishwashers are
used inevery home built by Smykal & Associates.

Let KitchenAid appliances help you say
quality to your buyers. Check our catalog in
Sweet’s Light Construction File. Or call your
KitchenAid distributor about his builder plan.
KitchenAid Division, Department 4DS-7,
Hobart Corporation, Troy, Ohio 45374.

KitchenAid. Built better. Not cheaper.

Dishwashers * Trash Compactors * Disposers * Hot-water Dispensers




ATTENTION ALL HOME BUILDERS:

§

w1 Q78S BLUE BOOK
OF HOMEBUILDERS®

(TENTH EDITION)

is Now in
Research Preparation

If your firm will complete
75 or more housing units in 1974,
possibly you qualify for inclusion
in the all new 1975 edition
to be released early next year.

FREE THERE IS NO CHARGE OF ANY KIND TO BE
LISTED IN THE BLUE BOOK OF HOMEBUILDERS

FILL OUT AND SEND IN THE COUPON BELOW—TODAY!

[ e e e
: 1975 Edition, THE BLUE BOOK OF HOMEBUILDERS®
: CMR Associates, Inc. e 2152 Defense Highway e Crofton, Md. 21113
: Gentlemen:
: Yes. We will build 75 or more houses in 1974. Please send us
| your “Who's Who" Questionnaire for inclusion in The 1975 BLUE
| BOOK OF HOMEBUILDERS. PLEASE FILL 1N HUMBER
] OF UNITS TO BE BUILT IN 1974
|
|
| NAME SINGLE FAMILY
I DETACHED
: TITLE PHONE: ( ). SINGLE FAMILY
| ATTACHED
: FIRM _ LOW RISE
i MULTI-FAMILY
| ADDRESS
: i ey Y ?ALF:_'ETiFAMILY
CITY.
I bt = NTYTRE
|
| STATE_ ZIP.
|
: NOTE! If your firm appeared in the 1974 Edition of the Blue Book, You need NOT return this form. HH-774
R e’ e e o T e e s e e B £ e e . S e e e e

e S P
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- world s PRODUCTS/DOORS, WINDOWS
Insulating window, with heavy duty

: g. double locks and concealed hinges,
sel|ln comes in heights up to 5’. Made of
rigid vinyl and aluminum, it won't

stick or warp. Exterior is bronze or

=
authentl c white. Alcoa, Pittsburgh, Pa.
CIRCLE 256 ON READER SERVICE CARD

Finnish
I n n I s Metal bi-fold closet doors come with

high- and low-profile mounting

' tracks for versatile installation.

Low-profile track at door bottom

allows for use on bare floors. High-

profile track is suitable for carpeted
applications. National, Ocala, Fla.

CIRCLE 255 ON READER SERVICE CARD

Made in Finland

MQ

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-fab |
with 110 Volt “Plug-in"" Heater. Floor, 2 Benches, Guard
Rail around Heater. Visibility Window, Pre-wired Light,
and UL Listed Heater. Now only: $449.00 fo builders.
Incredibly priced. Assembles in less than 30 minutes. |

I SAUNA DISTRIBUTORS, INC.
m 92.21 Corona Ave.. Eimhurst, N.Y. 11373 (212) 592-659%4, 892-6805
SOLE IMPORTERS Saunas from Finland since 1919.

oy SR : : :
Galvanized steel entry door provides  Safety-glazed storm screen door

SEE SN E NS EEEEE SN IS NN NS EENEIRI NN E RIS SESEENNRNREEEREY r BF = 4

*'"HELO’ SAUNA DISTRIBUTORS, INC. . the look of traditional wood carving  comes with hydraulic closer and a
592-21 Corona Avenue, Elmhurst, N. Y. 11372 (212) 592-6594, 892-6805 § on interior and exterior surfaces. black screen. The “Winchester”, de-
207 Deliver____ Helo Sauna ‘Specials’ at $449. ea. F.0.B. N.Y.C. E Tempered-glass sections are avail-  signed to blend with any decor, is
] Enclosed check for 30% deposit balance C.0.D. : able insulated or non-insulated. The  available in white with black
E[j Checkof $_in full (to save C.0.D. charge) : “Benchmark” doorhas polyurethane  handles. It is equipped with three
* ] Send Helo Sauna Brochure [ Send Health Club Equipment Brochure E foamed-in-place core for added oilite-bearing hinges. Unit carries a
E_w = H strength and insulation. General 15-year written guaranty. Alsco An-
:» : E Products, Fredericksburg, Va. aconda, Akron, Ohio.

= o B CIRCLE 251 ON READER SERVICE CARD  CIRCLE 250 ON READER SERVICE CARD
o = — :
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How do

you select \*

AT
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\'%‘

L.
TN

& N
an electrical contractor?

NECA study reveals opinions
of general contractors.

NECA, the National Electrical
Contractors Association, recently
completed a study among key de-
cision makers on the building
team to determine what charac-
teristics they look for in selecting
or recommending electrical con-
tractors for new construction and
modernization projects.

Most participants agreed: Com-
petence is the single most impor-
tant characteristic looked for in
professional electrical contrac-
tors. Closely related qualifications
include integrity, reliability, effi-
ciency, quality of work, financial

position, caliber of work force and
equipment, and ability to coordi-
nate with other construction craft
groups. All these qualities are
found in professional electrical
contractors. Advantages?

Work well done, when and
where it is needed. Economically,
accurately, efficiently. Handled by

If electricity makes it possible,

a flexible, well managed work
force of electrical craftsmen.
Competent in everything electri-
cal—from power line construction
and power distribution wiring to
interior and exterior lighting, com-
munications, security alarms,
motors and controls, space con-
ditioning, etc., etc., etc.

National Electrical
Contractors Association, Inc.
Washington, D.C. 20014

electrical contractors make it practical.

H&H jury 1974
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HAVE WE GOT
A HOT ONE
FOR YOU!

RIMETONA

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 handecrafted look.
BRIMSTONES are available
in a variety of earthtone
shades and ceramic _g
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.
Immediate availability. Write for information.

Al ot ==

ARKETEX CERAMIC CORPORATION
BRAZIL, INDIANA 47834

CIRCLE 69 ON READER SERVICE CARD

for

ming

Toath systems 4

u

Write:

TUB-MASTER for OWENS CORNING
TUB-MASTER CORP., 413 Virginia Drive
Orlando, Florida 32803

Branch Plant: Anaheim, California

H&H jury 1974 CIRCLE 140 ON READER SERVICE CARD

PRODUCTS/DOORS, WINDOWS
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Decorative steel entry door with Mediterranean styling enhances a south-
western home. Door with carved look features a three-dimensional design.
The model “800-M", shown, and all other “Therma-tru” doors come with
wooden frames, sills andoptional side lites and are delivered primed for paint.
Lake Shore, Toledo, Ohio. CIRCLE 253 ON READER SERVICE CARD

Aluminum replacement window
with removable inserts is easy to
clean. Weatherstripped, with ma-
rine-type vinyl glazing, it prevents
drafts. Unit, with spring-loaded
alignment clips and floating inter-
lock, is available in anodized and
mill finishes with Electrocote®
color. Season-all, Indiana, Pa.

CIRCLE 254 ON READER SERVICE CARD

Door sealing system, consisting of
semi-rigid plastic weatherstripping
and a rigid PVC threshold, elimi-
nates water leaks and air infiltra-
tion. System is primarily designed
for use with hollow metal doors and
frames. Schlegel, Canadaigua, N.Y.
CIRCLE 252 ON READER SERVICE CARD
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These townhouses are the prototype for
a series of multi-unit struct on very small
sites. The problem was to impress the buyer
with the Individuality of a unit and yet
allow it to blend in the overall structure
Red cedar shingle roofs and walls were
part of the solution. They provide the
warmth and texture that makes each unit
a home. Which makes for the prestige and

b aies
—— "N
A X 4 1] -
e "','p_'tL,
» N

sy -
a0 e v o=

White Dak Townhouses, Menlo Park, California. Frank L Hope and Associates, Ar

low upkeep that sells townhouses fast.

Next time you have a problem like this
consider the natural material with texture,
durability, and superior insulative properties.
Let red cedar dress up your next project,

- e Re

C

[ [-graded
quality. Insist on them

rShingle & Ha ndsplit Sha

"laseries presented by members of the Amer 1 Counc
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The hinge
that [ &GS

NOW YOU SEE IT NOW YOU DON’T

The Soss Invisibles—for a custom look for any room! These amazing
hinges hide when closed, eliminating unsightly gaps, hinges, and
door jambs. They're the perfect hidden touch for doors, doorwalls,
storage cabinets, built-in bars, stereos, and TV's. Specify the Soss
Invisibles wherever looks matter, See listing in Sweet’'s or write for

catalog: Soss Manufactur-
ing Co., Division of SOS ' the soss
8.0
lavisioles

Consolidated, Inc., P.O.
Box 8200, Detroit, Mich.
48213.
CIRCLE 7(] ON READER SERVICE CARD

Why pay an answering
service when you can
own your own?

Dictaphone has a machine
to make sure you never lose
another cent through a
missed phone call or a gar-
bled message. In fact, we
have a whole line of them.

They’re called Ansafone Telephone Answer-
ing Systems. You can buy one outright or possi-
bly lease it for about what you’re paying your
answering service now. And it works for you 24
hours a day, 7 days a week.

For a free brochure describing how much an
Ansafone can help you, mail this coupon now.

F----—_--_-___"

i ®Dictaphone I

I Box L-7-20, 120 Old Post Road, Rye, New York 10580 I
Please send me full details of the Ansafone line.

I Name._ .- & = - 1 i — __I
Company - Az ________Phone DI P A | l
Address

Zip Code i I
h_--__—__—____d
Ansafone and Dictaphone are registered trademarks of Dictaphone Corp.

l City __State

142 H&H jury 1974 CIRCLE 142 ON READER SERVICE CARD

PRODUCTS/TOOLS, EQUIPMENT

Circular “Sawcat” has a sawdust
ejection system designed to keep
cutting line clear by deflecting saw-
dust away from operator. A cali-
brated vertical adjustment allows for
smooth depth of cut changes. Black
& Decker, Towson, Md.

CIRCLE 257 ON READER SERVICE CARD

Heavy duty sprayer, “Super Pattern
Pistol" (below), has interchangeable
air nozzles. Factory-fitted for one- or
two-gun operation, the unit has the
capability to spray thin lacquers and
heavy mixes at pressures up to 100
psi. Goldblatt, Kansas City, Kan.

CIRCLE 258 ON READER SERVICE CARD

High torque diamond drill motor accepts bits up to 14" in diameter. The
heavy-duty 3% -hp motor is wired for 110 volt, 50 cycle current. Unit features
a built-in water swivel to keep bit cool while drilling and to flush away
cuttings. Swivel has a shear pin that protects motor against sudden shock
loads. Longyear, Minneapolis, Minn. CIRCLE 259 ON READER SERVICE CARD




Quick!

- B What do W.G. Best
builders have that

" you need more of?

One fixed price,
a complete package

to tightly control costs

and greatly improve profits.

Quality craftsmanship, fast construction at one fixed price.
That's what makes a highly profitable difference for you.
Once you order your W. G. Best home, you know exactly
where you stand. You get the complete package at one
time, on time. No waiting for late materials. No searching
for missing parts. No unexpected increased costs.

With W. G. Best, you build top quality homes, solidly
constructed with the finest crane erection methods. That's
what it takes to win in today’s highly competitive market.
And make money at the same time.

What's more, W. G. Best maintains huge inventories of
materials to assure you of a constant supply of all your
needs. We meet all delivery dates on time because only
our own trucks are used. We depend on no one but our-
selves. That's why you can always depend on us.

Mail the coupon today. Let the Best man show you
how to build better homes at better prices in less time.
And at a beiter profit.

That's the Best way.

BEs" W. G. Best Homes HH-7
ges® 2301 South Banker, Effingham, lllinois 62401

YES! I'd like to know more about how you can help me build my
sales and profits. Have your man contact me.

Name
Company
Address
BLUE RIBBON HOMES City State Zip
i FEATURING REAL

OLD-FASHIONED CRAFTSMANSHIP. Ehons Kron Oone

In the past 12 months | have built —__living units:
Single Family — ——— Townhouses ————_Apartments.
Appliances by ¥ ‘Hotpoint y ) i ]

| have——__ lots. My typical selling price is §

CIRCLE 143 ON READER SERVICE CARD




PRODUCTS/TOOLS, EQUIPMENT

Versatile trencher, “M 440", is Lapable nf periormmg a variety of dirt-han-
dling tasks. Equipped with a trencher, backhoe and dozer blade attachments, -
the unitis powered by a liquid-cooled Ford engine. Vehicle has 4-wheel drive,
power steering, center pivot articulation and three tire sizes for various
traction needs. Vermeer, Pella, lowa. C1RCLE 260 ON READER SERVICE CARD

Lightweight 1 hp flexible shaft vibratoris designed foruse withseven different
high amplitude heads. Unit, with an easy-access, top-mounted on/off switch,
can be used for vibrating concrete in narrow forms and in larger pours. Stow,
Binghamton, N.Y. CIRCLE 261 ON READER SERVICE CARD

Compact high-pressure washing unit, “Pamline Model e-0725", is capable
of delivering up to two gallons of water per minute with a trigger-activated
18" wand at 500 psi. Portable heavy-duty unit features a 3%"-diameter high-
pressure hose. An injector valve for liquid solutions is controlled at the gun.
Palo Alto, Emmetsburg, [owa. CIRCLE 262 ON READER SERVICE CARD

Every expert started with the basics

The new, sixth edition of

The Appraisal of Real Estate

is now available

Becoming an expert in any field takes time, study and practice. In
real estate appraising, learning often begins with The Appraisal of

Real Estate.

Since its first printing nearly 25 years ago, this text has been used in : i[.]f.é'

appraisal courses of the American Institute of Real Estate Appraisers,
colleges and universities across the country. Now, in its sixth edi-

tion, The Appraisal of Real Estate is the most contemporary, com- ' A!)p?’(il:jﬂi

prehensive text in its field. Each chapter contains concise descrip-

tions of the concepts and techniques used by every professional in | _ 0[ REAL

appraising.

To order your copy of The Appraisal of Real Estate, Sixth Edition, fill ; AT
your copy of The App ‘ ESTATE

out this coupon. It's your best investment in professionalism.

To: The American Institute of Real Estate Appraisers
155 East Superior Street
Chicago, lllinois 60611

Please send me

$1 for shipping and handling charges)
Name

copies of The Appraisal of Real Estate, Sixth Edition. |
enclose Ocheck Clmoney order in the amount of $14.50 for each copy. (Add

HH-774

Address

City State Zip

i) =

The marks of professional appraising

CIRCLE 144 ON READER SERVICE CARD
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If I'sWorth '
Warehousing, The Buildin

Deserves A Raynor Door

Because Raynor offers so
many options and choices,
you can virtually customize

to detail and quality that
is characteristic of every
Raynor garage door. Why

the door you need for the = . on earth does Raynor gp to
warehouse you're planning. ~—~~ © all the extra trouble in
You can order doors in wood Fhaot making doors? So you won't

or steel or aluminum or Q have trouble later. If it's
fiberglass, each with custom \ & worth ware- i
wound springs and custom hardware housing —or
that exactly fits the characteristics for =~ manufacturing or
a specific warehouse opening. Raynor  plain protecting
makes a full range of sizes, from the —the building

smallest toolshed to doors for aircraft deserves a Eﬂ e
and locomotives. Each Raynor Mivdvdy
has the same door. Send

for our

— free catalog.

careful attention

Raynor

The Brand
You Can

9 SEE OUR CATALOG IN SWEET'S
RAYNOIRR.
o trani You Con Dovend On RAYNOR MANUFACTURING COMPANY, DEPT. HH-7, DIXON, ILLINOIS 61021

CIRCLE 145 ON READER SERVICE CARD H&H jury 1974 145




LITERATURE

Watts-saving guide: A handy giveaway
for buyers and renters

This full-color, 16-page brochure on home energy conservation makes a good
promotional piece to give buyers and renters when you turn over their front
door keys. Tllustrated in a cartoon-type style (see photo above), it lists facts
and suggestions (“a typical large screen solid-state television set uses about
half the power of a similar ‘tube-type’ set”) for saving watts in heating and
cooling equipment, kitchen appliances and home entertainment devices.
Entitled “Watts going on where you live”, the booklet can be ordered in
multiples of 50 for 10¢ per copy. A sample copy costs 25¢. Write General
Electric Co., P.O. Box 500, New Concord, Ohio 43762.

Electrical distribution and protec-
tion equipment is cataloged in 153
pages. Electrical, mechanical and in-
stallation information is included
along with illustrations, an alphabe-
tical index and a model-number
index. Specifications are listed. Fed-
eral Pacific Electric, Newark, N.J.

CIRCLE 304 ON READER SERVICE CARD

Security systems arc the subject of
this illustrated, 12-page booklet. En-
titled “Building a building without
a security system could be a costly
mistake. . ."”, the brochure discusses
the cost-saving advantages of plan-
ning for security during a building’s
design stage. Suggested for inclusion
inbuilding plans isa series of electric
locks and hinges wired to a central
control. ECO Security, St. Louis, Mo.
CIRCLE 301 ON READER SERVICE CARD

Open coil duct heater catalog con-
tains text descriptions, specification
charts, illustrations and price lists.
Brochure also describes finned tubu-
lar duct heaters with controls in ei-
ther built-in or remote panels. IN-
DEECOQ, St. Louis, Mo,

CIRCLE 303 ON READER SERVICE CARD

Siding is featured in a full-color, 16-
page brochure. Products discussed
include mineral siding, textured
plywood, hardboard, overlaid ply-
wood and pebble-surfaced panels.

Close-up illustrations of textures
and colors show what is available.
Photographs of actual applications
are included along with text descrip-
tions. U.S. Plywood, New York City.
CIRCLE 302 ON READER SERVICE CARD

Foil-back gypsum panels for interior
use are featured as an insulation aid.
Effects on in-wall condensation and
heat and cold are discussed. Specifi-
cations are listed in charts. U.S,
Gypsum, Chicago.

CIRCLE 305 ON READER SERVICE CARD

Gypsumboard for wall and ceiling
systems is detailed in this 40-page
catalog. The binder-hole-punched
booklet contains product descrip-
tions in chart form. Enclosure sys-
tems are illustrated. One page
shows colors and textures available
in vinyl-surfaced gypsum-board.
Georgia-Pacific, Portland, Ore.

CIRCLE 310 ON READER SERVICE CARD

Maobile-home park guidebook dis-
cusses the essentials of developing
sucha community. Divided into two
sections, bookletdelves firstinto site
planning, water supply, insect con-
trol, etc. The second section outlines
a five-part health and safety ordi-
nance. For a copy send $2.25 to Mo-
bile Home Manufacturers Assoc.,
Dept. EHG, P.O. Box 201, Chantilly,
Va.22021.

Our Triton | desk-fop whiteprinter lets you eliminate ammenia (and its fumes) from white-
printing. Without a lot of high rental costs and operating costs.
In fact, you get more from your money with a Triton | pressure development whiteprinter

than any other non-ammeonia whiteprinter. You get quick, clear, shamp prints and copies,
at speeds up to 21 feet per minute. You get easy operation, easy cleaning and easy

installation (just plug it in).

For a free demonstration of Trifon |, and free literature, call our Action Line: (201) 647-1040.
Or write, Teledyne Rotolite, 328 Essex Street, Stirling, N.J. 07980.

TheTritonl
non-ammonia whiteprinter
from Teledyne Rotolite.

“P©™ TELEDYNE ROTOLITE
TRITON |
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A HousesHome seminar

MAKING
CONDOMINIUM
WORK

SAN FRANCISCO JULY 1516

CHICAGD ACLET 227



A HousesHome seminar: Two days of adva

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 to do in this
seminar.
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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 desic
can raise the value—and the lende
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 migk
consider a homeowners' associa-
tion instead

The Future of Condominin

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

Development and sales
practices you may be using that wil
foster over-strict condominium law:

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

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




dstudyin...

INIUM 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 countrys 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, Rockyville, Md. His
tirms 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-
zation'’s 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 specitic
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 states condomin-
ium 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

San Francisco, July15-16 Stanford Court
Chicago, August 26-27 \arriott Hotel
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A House&Home seminar

MAKING

Seminar Registration
To register, please complete
and return the coupon below to

House & Home, McGraw-Hill, Inc.,

1221 Avenue of the Americas,
N.Y, NY 10020. Or you may
register 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 tull 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
WORK

Hotel Reservations

While House & Home does not
make individual reservations for
seminar participants,we have
arranged with the Marriott Hotels
in Chicago, and
the Stanford Court in San
F'rancisco, 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
ot 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 transterred 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

F---------------------------------i—------H

House & Home
McGraw-Hill, Inc.

1221 Avenue of the Americas
NY, NY 10020

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

O San Francisco, July 15-16
Stanford Court

O Chicago, August 26-27
Marriott Hotel

O Check payable to
House & Home enclosed

O Bill my company

O Bill me

Name

Title

Company

Address

City State Zip

Ph'sme

Signature

I‘ia;ﬁne

Additional registrations
from my company

Title

Name

Title

7-74

L-'-----__---------_----------------------
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Classified Advertising

The market-place for the housing and light construction industry

Positions Vacant

EXCELLENT PRESENT
AND

FUTURE POSITIONS
WITH

MARYLAND HOUSING
CORPORATION, INC.

We need more people now and
next year. Maryland Housing Cor-
poration, Inc. is an expanding home
manufacturer with a 35-year suc-
cessful track record and will have
a new MID-ATLANTIC Plant on
stream soon. If you are experi-
enced in: production supervision,
design & drafting, plant mainten-
ance, accounting, purchasing,
quality control, transportation, es-
timating, field service, or selling to
builders; we want to hear from you.
All inquiries will be held in confi-
dence and answered immediately.
Excellent compensation, many
fringes, move ahead with us today!
Send resume to:

Thomas A. Brown, Senior Vice Pres.
MARYLAND HOUSING
CORPORATION, INC.

5820 Southwestern Boulevard
Baltimore, Maryland 21227

Equal Oppartunity Employer

Construction Executives. Estima-
tors. Commercial, Industrial, Oil,
Power urgently needed. Growth po-
tential. $15-30,000+. President.
Multi-plant, mobile home. $50-
75,000. Division Manager. Con-
struction and development. Excel-
lent work history. $25-65,000.
National Marketing Director. Resi-
dential, commercial, industrial.
$35,000. Construction Manager.
Heavy. $30-40,000+. Project Man-
ager. Commercial. $30,000+. Gen-
eral Manager, Mobile/modular.
$25,000+. Corporate Controller/
Treasurer. Multi-plant.  $25,000.
Plant/Cost Accountant. $15,000+.
Nationwide and foreign. All fees
paid. Vance Employment Service,
917 Barfield Building, Amarillo,
Texas 79101.

Selling Opportunity Available

Reps And Distributors—MacLevy,
Est. 1893, largest mfg. of commer-
cial SAUNA, EXERCISE & REC.
EQUIP. now appointing REPS &
DISTRIB. old and new construc-
tion, Motels, Condominiums, Apt.
Houses. Leads & inquiries re Nat.
Adv. furnished. Complete coopera-
tion, blueprint service and selling
aids. Write Monty MacLevy, Pres.
92-21 Corona Ave., Elmhurst, N.Y.
11373,

Bathroom Accessories Mfrer. needs
reps. calling on building material
outlets. Write Sales Mgr., 11438
Lambert, El Monte, Ca. 91723.

REPs WANTED: If vou're inter-
ested in representing the [astest
growing product in America today
then I would like to hear from vou.
We manufacture the largest line of

Hydro Spa Whirlpools and Whirl-

pool Bathtubs on the market. Please
send Resume in strict confidence to:
American Leisure Corp., Box 2422,
Ft. Lauderdale, Fla. 33311.

Discount Catalog

33% Discount Catalog—Featuring
Cabinet Hardware, door hardware
and track, fixture hardware and
drawer slides, bath cabinets and ac-
cessories, Wood finishes and stains,
spray equipment, portable electric
tools, bits and cutters, decorative
grill and wood moldings, Abra-
sives, adhesives. One Source. Save
on Time, Merchandise and Freight,
Consist of 3-Hole Binder. May be
continuously updated. Approxi-
maltely 200 pages. Send check for
$2.00 to: M & M Supply, P.O. Box
6455, Greensboro, N.C. 27405.
$2.00 cost is refundable with initial
order.

For Information, Write to:

Job-seekers... i
be the first to know

with McGraw-Hill's
Advance Job Listings

ADVANCE JOB LISTINGS / P.O. BOX 800 / NEW YORK NY 10020

this T
country’'s |}
white-

printers
need is

W ————

. MORE > A
urTINE!
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m What's the biggest bugaboo with copying machines?
Downtime! Right! m What's the difference how much they
cost, how good they print, how fast they go, if they're on
the blink half the time? ® Shown here are 3 of Blu-Ray's
latest whiteprinters. They vary in cost from low to modest.
They vary in speed and in features. One thing they don't
vary in: dependable performance. They're all sturdy and
steady. For more uptime, send for __
brochure: Blu-Ray, Incorporated, U[//—Hﬁf’
24 Westbrook Road, Essex, Conn. ==—m——=

06426. Tel. (203) 767-0141.

we give you more uptime
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nyion
bushings...

all-around protection
for wire and ,

cable openings. !/ ’z
I‘T"- st ]

I

ke

w4

Use them to protect non-  —=— _
metallic sheathed cables, com-
munication and utility lines during
and after installation in metal
studding and joists. Keeps cable [ | Ses
insulation from being skinned, | 5% -
chafed or cut. Adaptable to Fipnetigs ¥y
round, elongated, oval, angular 5% \\‘* 1
and slotted holes. S|

Free samples on request.
HEYMAN MANUFACTURING COMPANY

NORTH MICHIGAN AVENUE, KENILWORTH, N.J. 07033
TELEPHONE: (201) 245-2345 TWX: 710-996-5986
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