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How does the cost of
Tredway compare to vinyU
asbestos tile?

' With vinyl-asbestos tile, you
need a two-layer subfloor. But
with Tredway. you don't use
any underlayment. Because of
its built-in elasticity, you can

install it directly over a T & G ply-

wood subfloor and eliminate
the plywood underlayment. So
Tredway becomes totally com-
petitive in cost to the combina-
tion of underlayment and tile.

“In fact, because we've elimi-
nated the underlayment, Tred-
way costs US considerably less
than any other cushioned vinyl
material.”

. ;lar flooring can ndge or split

Iredway adjusts to subfloor changes

Does Tredway live up to your
expectations?

'Definitely. We liked the flexibil-
ity, the convenience, and the
speedy installation. The fact
that Tredway didn’t show ridging
or buckling certainly was some-
thing we were all happy about.
Tredway'’s elasticity eliminates
these problems because it
expands and contracts to meet
subfioor shifts."

Tredway'’s installed cost is very close
to vinyl-asbestos tile. And we haven’t had

a single callback on any

Tredway floor.

What about callbacks?

“So far, we haven't had a single
complaint. What we're looking
for is satisfied customers. When
a product gives you that, the
way Tredway has, you know
it's doing the job for you.”

Has Tredway affected your
schedule?

“Very much so. We've been
able to schedule Tredway’s
installation toward the end of

the job. So we don't suffer the
wear and tear, the damage we
run into with vinyl-asbestos tile.
And scheduling the floor installa-
tion after all the kitchen guys
are done sure makes the new
homeowner happier,"”

How about repairs?

“So far, we haven't had to
make any. But we think it's

FROM THE

An interview with
Rochester builder.
Art Titus 01 Ryan Homes

great to have a product where
you don't have to rip up the
whole works and reprepare the
subfloor the way you have to
do with vinyl-asbestosttile.”

What have been your custom-
ers’ reactions to Tredway?

“Our customers were quick to
realize the advantages of a Tred-
way floor. They've lived through
tile floors. They know the prob-
lems you can have with them.
They also like the idea of a cush-
ioned vinyl material that’s tough,
highly scuff-resistant and offers
cleaning advantages over vinyl-
asbestos tile. They've seen the
TV commercials, the ads. They
know the better things, like a
Tredway floor, that are available
on the market. Tredway is a
very salable item, and we've

had excellent results with the
product,”

INDOOR WORLD* OF

("“mstrong

Thanks, Art. We couldn't
have said it any better.

You didn't mention that Tredway
is also the only floor Armstrong
recommends over particleboard,
so we will. What about you?

Why not give Tredway a try. You
can select from four knockout

HESi- RBHERR R FRIESrs.

Tredway from Armstrong. Com-
pared to tile installed over wood
subfloors, you get far more
floor for your flooring dollar.

Call your Armstrong flooring
contractor today, while your
next house is going up, and get
all the facts about Tredway, Or
drop a note to: Armstrong, 304
Sixth St., Lancaster, Pa, 17604.
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The Bathroom:

Ventit; Heat it. Light it
with NtiTone

and you've sold It.

Bathrooms arc a big selling point with to-
day's homebuyers. Thai's why NuTonc's
fans and heaters should he a part of your
total bathroom concept.

An auxiliary heater provides instant
bathroom warmth without healing the
whole house. That's economy. And
that's a big selling point with today's
homebuvers.

Include NuTone heaters in all your
building or remodeling plans. From the
silent warmth of an instant Radiant
Healer to the luxury of fan-forced heat,
exhaust fan and ceiling light in an all-in-
one. Heat-A-Venilite. there's a NuTone
healer to fit your need.

Turn a homeshopper into a home-
buyer ... with NuTone Heaters.



_ The Bathroom:
Make it more comfortable, practical...<md

saleable, with Niflbne's complete selection
of fans and heaters.

A bathroom fan does more than provide a
homeowner with comfort by exhausting odors,
steam and stale air. By quickly dehumidifying
the room, it takes a load off the air conditioner.

Silent Efficiency — NuTone's QuieTTesf fan

So quiet you have to listen to hear it. Trim
and handsome, this blower fan is sound-
conditioned to provide proper air delivery at
half the sound level of the average bathroom
fan. It does more than recirculate stale air and
mask odors... it completely eliminates them.
That’s as important to health as it is to comfort.
And that’s important to today’s homebuyers.

NuTone offers a complete selection of bath-
room fans for every type of building: Ceiling
Fans that ventilate directly through the roof.
Thin Flush-Look Fans you can mount on the
ceiling or wall. Combination Fan-Lights, that
provide quiet ventilation and bright ceiling light
in one compact, built-in unit.

H\/1

See all the NuTone Fans and Auxiliary Heaters
at your nearest NuTone distributor. For his
name, DIAL FREE — 800/543-8687 in the con-
tinental U.S. except in Ohio call 800/582-2030.

N UTOI’]G Housing Products
SGDVill

Madison and Red Bank Roads, Cincinnati, Ohio 45227
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Ceramic
maosalics:

value and
versatilityEn>m
American Olean.

r/.i/r -Vo. iD0-S

Rediscover one

the most versat

surfacing materials availab

Ceramic mosaics from Americ.

Olean—with the largest selection

colors, textures and shapes in the industry, i

there's no limit to custom design possibilities. (

choose from a wide selection of attractive stoi

patterns and color blends available at all American Ole.

Sales ServMce Centei

And now ceramic mosaics are available in 43 colors—solid, fleck’

and granitelike. Seven of them brand new— including new Seal and Bo

(shown in 2" x2"). And four shapes—2" x 2" 2" x IT 1" xI"" and new 2" hexagc

(shoum).Ceramic mosaics add permanent value to any room. In any home i

building. Because they’'re made to rigid standards, your customers get som

thing beautiful, durable and practical. Ceramic mosaics are easy to clea

And because they're stainproof, frostproof, dentproof and colorfast, th-

last a lifetirr

For floors, walls or special areas, American Olean ceramic mosaics are t

natural thing to use™. For more information, and our new, free cerarr
mosaics brochure, wTite to American Olean Tile

Company, 2312 Cannon Avenue, Lansdale, Pa. 19446. mericai

Olea

A[>v.«3"n<Ncilional Gypsum Comp

CIRCLE 4 ON REAPER SERVICE CARP
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Rent control is now common in the East and threatens to spread

he rent-control story jn New
}o'rek (%Pty over thepa tzlo years

las obviously not been lesson
Cough—-at least 125 cities,

fcwnsand counties, moston the
Lst Coast, have adopted some
Irm of rent control within the

1st seven years.
I Controls have also been put to
I vote, or have actually passed,

Fnd are now einl%f?u%ht in ths
curts, in such witdely Separate
Immunities as Miami Beach,

.. Berkeley and Palo Alto,
Eﬁlf." y

Irbor anyllgg&(f_nénsi\(\\/dsl'ﬁ Mi‘c%”
Cri; Boulder, Colo.; and Phila-

Ilzl,ghf)arief pause. The push to
bopt controls has eased up for
te moment; the peak year
lems to have been in 1974. But

I new rotmd of rent hikes is
lewing across the country (see

\‘VﬁpYbS{j have to increase rents,"
Iserts John Williamson, gen-
ral counsel for the National
Ipartment Assn, In Washing-
In. "There are going to be
fcartment shortages, tenants
le more militant ... | think
lore action for rent control
light assert itself by the end of
le year."

| The long-run threat to apart-
lent construction is obvious—
Ipecially since only a few
[aces have managed to throw

p controls once they were im-

bsed.
[Rent control has stayed dog-
dly on the books, for example,

1101 New York state commu-
Ities, New York City included,

Flﬁe\\l/vvor gr\i"%fi{{'/ hasn't been
[good example luntil recently],

tcause it's considered one-of-a-

Ind, too different to a.pp_lﬁl else-
lhere,” explains David Taylor,

lanaging director of the Rental

lousing Assn, in Boston, where
Int Ih n a realit
Jncecfé%p as been a reality

[About 100 New Jersey com-

munities jumped on the control
kndwagon in the 1970s, quite

hdeterred by their disintegrat-
Ig ne?ghbor %cross the Hudson,

tie leader in Jersey was one of
Ln City’s nearest neighbors,
hn Lee, at the other end of the
[eorge Washington Bridge. It 1s
bmetimes called the city's
[xth borough.

[up the coast. And a short
lece north of New York City,

tven towns in Connecticut

(Danbury, East Norwich, En-
field, Hartford, New Britain,
New Haven, and Stamford] have
set up their own rent-review
commissions. Four Massachu-
setts cities—"Boston and neigh-
boring Somerville, Brookline
and Cambridge—have adopted
controls by local option.

Maine has passed a state ena-
bling act, but so far none of its
local governments has seen fit
to act on it, except Bangor,
which has a referendum this
month.

Down the coast. Looking
south from New York, a deter-
mined effort to get controls
through the Philadelphia coun-

cil was beaten back last year.

Maryland had temporary
statewide controls (1973 to
1975] that were allowed to ex-
pire. The city of Baltimore and
seven Maryland counties now
have some form of local rent
control—which in each case
must be renewed from year to
year.

Washington has had controls
since 1974 that may well be the
most severe in the country, New
York's included.

And Miami Beach, heavily
freighted with transplanted
New Yorkers (who often rented
up north, too), used a Florida en-
abling act to pass a 1974 law
now being taken to the Florida
Supreme Court by local land-
lords.

Around the country. Rent
control has so far proved a lot
less appealing across the U.S.,
where it has been a serious issue
most often in university com-
munities.

The list includes Ann Arbor
(U. of Mich.), East Lansing
(Michigan State), Madison (U. of
Wisconsin), Boulder |U. of Colo-
rado], Palo Alto (Stanford) and,
of course, Berkeley.

Berkeley is the only such
community actually to accept
rent control by ballot—and that
was by a narrow margin. The or-
dinance isnot presently in effect
pending action in the California
courts.

"Way up north." Alaska is the
maverick: It has a rent-review
process, albeit mild, in Fair-
banks, Anchorage and Valdez.
Extreme housing shortages—
the vacancy rate lastsummer in
Anchorage was minus 1%,
counting double and triple
occupancy—trace from the rush
to build the Alaska pipeline.

The sting. How tough are the
controls?

In some cases, not too bad.

Some towns merely set up re-
view boards to hear tenant com-
plaints, as in Alaska; they may
or may not rescind increases.
Others seek only to slow the
pace of rent increases, not stop
them.

But there's a disaster brewing
in  Washington, D.C. John
O'Neill, the acerbic executive
vice president of the capital's
Apartment and Office Building
Association, describes the situa-
tion.

Capital

punishment. "We

were allowed a 12.3% rent in-
crease from the Feb. 1, 1973,
level through November, 1975,"
O'Neill points out. "After that,
we can have up to a 5% increase
for all of 1976 and 1977, if the
landlord's computed rate of re-
turn does not exceed 8%.

"The law has a profit control
feature limiting an owner to an
8% rate of return on assessed
valuation, over and above his
operating costs.

"His costs do not include debt
service; that comes out of the
8%. If you happen to have a re-
cent mortgage at 10% ..."

"Hardship increases beyond
the mandated amounts have to
be approved by the Rental Ac-
commodations  Commission.
The commission is very slow in
granting them . ..

"Our members say red tape is
costing them $3,000 to $5,000
per 100-unit building just to file
for adjustment."

"There is a moratorium on
condo conversions and many
other restrictions on moving out
tenants.

"We're staning to see foreclo-
sures, waivers of mortgage pay-
ments, nonpayment of taxes .. .

"We estimate 24.6% of all
rental properties in the city are
now in negative cash flow; they
are candidates for abandon-
ment.

"We are fighting this statute
as inequitable in the courts.
We're trying to get Congress to
deal with the issue. We're daily
pursuing legislative remedies in
the city council.

"This is not an economic
issue here; this is a very potent
political issue.

"But we see no use in con-
sumer education. About 74% of
the residents of Washington are
renters, and many of them are
low- and moderate-income fam-
ilies.”

O'Neill says some landlords
are now even starting to talk
about a tax "strike,"” putting all
their taxes in escrow in protest
until they get a new deal from
the city.

Declineahead? Astudy by the
Urban Land Institute predicts,
unsurprisingly, that "no signifi-
cantamount of new rental hous-
ing will be built in the District
of Columbia until the D.C. gov-
ernment lifts [or significantly
reforms] rent control.”

—Harold Seneker
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DESIGN GROUP |

97 reasons to go all the way
with Wilson Art In76

riftwood PVIS ... Autumn Sunstone 4350



Rethink high-pressure lami-
nated plastics. Start with innova-
tive Wilson Art. Investigate our
exciting brand-new collection of
on-target woodgrains, designs
and solids — Design Group |.
They’ll make you forget everyone
lelse.

These surefire best-sellers have
been exhaustively researched,
market-tested and selected by
international color consultants.
Go with the winning collection for
1976 —Design Group | —fromthe
[new design leader. Wilson Art.

Gold FantMia 4150

Lime Cambay 4487

Be a winner. Contact your
Wilson Art representative or
distributor to see the entire Design
Group | collection, from the new
design leader.

Tomorrow's design innovations today

N\ UIlIlion ART™

WILSON ART BRAND LAMINATED PLASTIC

n An manulacturers o( Wilson Ari hiah-pressurn laminated plastics.

Wilso
Cftfn Surf Tuf-Surl Qor-Sciff Wetailics WilsonwaH and Contact Adhesives

Terra Cotta D65

Vibrant Green OB1

ciSTiENA

CIRCLE 7 ON READER SERVICE CARD

Regimental Red D12

Chateau Blue 1527
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Sow the housing industry fights rent control—and sometimes wins

Oward W. Lewis Jr. is a certi-
*d liberal in a liberal town—
Jo Alto, Calif., home of Stan-
rd University. He is a long-
ne open-housing advocate and
oimder of the local chapter of
e NAACP.

But when rent control, tradi-
>nally a liberal cause, went on
e ballot in 1974, Lewis headed
e campaign to defeat it.

More than that, he chalked up
ift of the most impressive vic-
ries in the real estate in-
istry's long political guerilla
ar against controls. Lewis says
)oll taken before the campaign
und voters strongly in favor of
nt control; the final vote was
» 890 to 5,711 against—in a
wn where 45% of the housing
tits are renter-occupied.

The secret. Lewis is modest
»out his own role and says he
ants to avoid publicity (Sorry
»out this, Howard), but has a
t to say about how to wage bat-

"We focused on the content of
le initiative," Lewis explained,
lot on what are usually the
ain issues—that people are
iTting economically, and that
's the big bad landlord versus
e little guy.

"From the first, we acknowl-
Iged the impact of inflation
id higher rents. We said we
low there's aproblem, but this
itiative is not the way to deal
i/th it."

Straight talk. "We showed
nters that rent control would
ive rental units off the market
id make a light market
orse," Lewis went on.

"We showed owners the ab-
irdities of the proposed restric-
ons. A lot of rentals here are in
ngle-family homes, and the
itiative would have required
ATiers to post the controlled
:nts on their property and get
le rent review board's permis-
on if they wanted to stop in-
uding things like breakfast or
nen service in the rent.

"We showed minorities it
ould shrink the number of
lartments available to them,
lake it easier for people to dis-
iminate behind the veil of
airing lists for scarce apart-
lents."

What is the question? "We
ept potential difficulties down
y declining to defend gougers,"
ewis pointed out. "Whenever

le opposition dug up a honor

story, we'd say we knew there
was a problem, but that was not
the question.

"The question was, what do
you do about it? This initiative
was not the answer.

"Then we'd attack the specif-
ics proposed on the ballot again.

"We never attacked propo-
nents of the measure; we let
them get more shrill as they be-
came increasingly isolated.

"We conducted most of the
campaign through newspaper
articles giving both sides, and
through public debates—this is
a very political town.

"The newspapers and the
NAACP came out against rent
control; we convinced seven of
the nine council members.

"In the end, fewer people
voted for it than signed to put it
on the ballot."

Is it repeatable? Such success
stories are few. Rent control has
proved a politically potent issue
in many areas (see p. 5).

Still, upsets occur. When they
do, they're the result of deter-
mined and sophisticated efforts
by the real estate industry and
any allies it can find.

Simons-Michelson, a public
relations firm in Detroit, has
run three successful cam-
paigns—two in Ann Arbor,
Mich, and one in East Lansing,
Mich.

Like Lewis, Simons-Michel-
son concentrated not on fighting
rent control per se but fighting
the particular proposal.

"We tried to make it clear that
a lot of other people are affected
besides renters and landlords,”
explains Don Little, the
agency's creative director.

"We told taxpayers that con-
trol would raise taxes. It would
reduce the value of apartment
buildings, and therefore their
tax assessments, and that would
narrow the city's tax base. More-
over, we showed that it would
be very costly to administer.

"And we gave dollars-and-
cenis reasons why the apart-
ment owner would wind up in
the hole."

Renters' reasons. The cam-
paign also spoke to renters. It
warned of apartment shortages
and noted that, if renters sought
to sublet their apartments, they
would have to get permission
from regulators.

"We asked the renter, how
can you expect to live in a good

place if you won't pay for it,"
adds Little.

The results were gratifying; in
Ann Arbor, rent control went
down 17,937 to 12,796—on the
same ballot as an easy-
marijuana law that passed by
more than 1,000 votes.

"But they're very hard cam-
paigns,” sums up Little. "You
have to be willing to spend the
money to fight."”

Persuading politicians. Where
rent control goes before a city
council or state legislature, the
problem is a little different. Op-
ponents must sway politicians
who often fear the issue.

But it can be done. Dave Tay-
lor, managing director of Bos-
ton's Rental Housing Associa-
tion, took partin adrive against
astate rent control measure this
year.

"Circumstances helped us,”
he explained. "New York City's
recent problems seem to have
opened a few eyes, and Massa-
chusetts was beginning to have
some fiscal problems of its
own.

The argument of the narrow-
ing tax base seems to have car-
ried considerable weight.

Numbers and people. "And
we produced some statistical ev-
idence," Taylor added. "We had
George Stemlieb, the Rutgers
economist, survey the effect of
four years of controls on Boston
and other cities.

"A lot of financial people,
who usually don't want to get
involved, talked to the politi-
cians. That helped.

"And we got individual
owners to talk to legislators.
That helps too. It shows the
owners don't have horns and a
tail."

The measure, which would
have extended an enabling act
for local controls expiring
March 31, died in committee.
(As a result, Massachusetts
towns must now put a lot more
work than formerly into getting
rent control.)

An interesting point: No one
seems to have made much of an
argument outof HUD's decision
to defy local rent controls. Since
March, 1975, HUD's subsidized
housing has been specifically
exempted. Even HUD-insured
housing can seek relief, if its via-
bility is threatened.

Weakening the bills. If rent
control cannot be stopped, it can

be softened. One of the most de-
sirable features to getinto a con-
trols measure, from the owners'
point of view, is an expiration
date.

That's what happened in
Maryland, where control was
seen as emergency legislation
and so made a temporary meas-
ure, expiring after a year. It was
extended once, to 1975; then po-
litical passions had subsided
enough to allow the state mea-
sure to die.

Several local measures, in the
city of Baltimore and seven
counties, imitate the one-year
feature, and owners are hopeful
that these laws will meet the
same fate eventually.

Voluntary approach. Two of
those counties have adopted an
ingenious variation—voluntary
controls. Explains Bob Brown,
executive vice president of the
Homebuilders Association of
Maryland, "We proposed limit-
ing increases to 10% for a year,
and self-policing. Two counties
went for it. We got commit-
ments from landlords for 50,000
of the 69,000 units in those
counties. So far, we've had only
20 or 21 tenant complaints.”

Boston, by the way, also has
an expiration date on its con-
trols—but it's Dec. 31, 1979.

But Boston has another desira-
ble feature: vacancy decontrol.
When a tenant leaves, the apan-
ment returns to market rent.

Lawsuits. Opponents can also
attack control in the courts. U.S.
Supreme Court decisions going
backto the 1920s require the ex-
istence of a "housing emer-
gency"—not legally defined—to
justify controls and a "reason-
able rate of return"—again un-
defined—to the landlord.

Controls in Berkeley, Calif,
and Miami Beach, Fla. are being
challenged on these groimds.

If controls are strict enough,
or the law carelessly drawn, or
a rent board slow enough in
practice, controls can some-
times be attacked for having a
confiscatory nature or for deny-
ing due process. The Miami
Beach statute and the controls
in Washington, D.C. are being
fought in these ways.

And controls constitutional
under federal law can still be un-
constitutional under state law—
as was found to be the case in
Philadelphia and Madison, Wis.

-H.S.
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WINDOWSELL

New Norandex
thermal barder

SNSRI
closes sales.

.Nnor-guafc
INSULATED ""PRODUCT

Cam Action Lock \
assures an air-tight joint
at meeting rail and sill.

5/8" Doub

Insulated

helps prevem mission
of heat, cold and noise.

Canbe«I”™ m in the field.

fromtheL = | EBetween-the-
glass muntiwi 4re availabl

Name
Company
Address
City
State.

the Norandex thermal barrier window.

Tell me about the complete Norandex line]
of quality building products.
Please have representative call.|

Zip

T' Nailing Fin
on frame provides quick,
easy, secure installation.

Full Thermal Break

| on all frame and sash _
I members acts as a barrier

/ against heat flow. The heating

| and cooling your customer pays

; for stays in... cold drafts and

" scorching summer temperatures
stay out. Prevents interior
condensation, too.

~ Removable Sash
is balanced to tilt in and can be
removed from the inside. Finger
latches are accessible for easy
operation. Half-screens may be
installed from the inside, too.

X Pile Weatherstripping
in sash features a fin running down
the center to seal out air, water
and dirt.

Special Mulling Feature
allows mulling at branch or job site
without complicated addition to overall

opening size.

Electrostatic Paint Process
in white or bronze assures long-lasting

\ J good looks.

'Closed Comers
at top and bottom of frame act to further

prevent heat or cold transmission.

Norandex provides a single
reliable source for all your
building needs. For complete
information on the Norandex
| thermal barrier window and our
complete line of fine building
products, contact your nearest
Norandex warehouse or fill in
coupon and mail to:

Our reputation is building..

Nnorandex

BUILDING MATERIALS
7120 KRICK ROAD/CLEVELAND. OH 44146
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Ourreputatkm
IS...bullding

Our new corporate slogan is more than
just a play on words. It’'s a statement of
pride... in our products, our services
and our future. Our parent company,
Noranda Mines Limited, has been
providing the world with non-ferrous
metals since 1922... more than halfa
century. The fact that many builders
and remodelers have relied on Norandex
for years only makes us more anxious
to maintain and improve performance.

Norandex Building Materials Cleveland. Ohio

Norandex is a strong organization that’s
getting stronger every day, with 70
convenient branches to provide you with
the top products and services your
customers demand. The Noranda
Aluminum smelter at New Madrid,
Missouri is doubling its prime aluminum
output to assure you of a dependable
long-term supply of the highest-grade
aluminum alloys, quality controlled
from smelter to job site.

Noranda Aluminum/New Madrid. Missouri

Reputations are built on products,
reliability and service. We’re building
ours by helping you to build yours.

Norandex products include: aluminum siding,
prime windows, storm doors, soffit, fascia, rain
carrying equipment, plus other quality
building materials.

Our reputation is building...

norandex

7120 Krick Road / Cleveland, Ohio 44146

70 Norandex Branch Locations
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NEWS/POLICY

Recession casualties: Housing activist groups shunted to sidelinei

Many old-time housing organi-
zations—pressure groups that
besieged Congress and the Ad-
ministration for more housing
for minorities and the poor—
have lost their way and their na-
tional audience in the last four
years. . .

"Times are tight and foimda-
tion money has dropped terri-
bly," says an equal rights official
of the Department of Housing
and Urban Development. “The
action is shifting to the locali-
ties. And the local action is
shifting to the courts.

The freeze imposed by former
President Nixon inJanuary 1973
put on ice the categorical-grant
programs on which the housing
lobbies thrived—FHA compan-
ion sections 235 and 236, and
section 202. The freeze halted
these subsidy programs at about
the same time the stock market
and business headed into de-
cline.

Foundations' exit. When the
stock market dropped, further-
more, foundation money dried
up. That took the fire out of
many crusading organizations.
The National Urban Coalition,
for example, once provided coor-
dination for the activities of a
wide range of housing organi-
zations. The coalition has be-
come almost invisible.

Hard times have also weak-
ened such groups as the Na-
tional Tenants Organization,
which lobbied for more public
housing and for subsidized
housing for poor families; the
National Committee Against
Discrimination in Housing; and
the Suburban Action Institute,
which has been fighting against
zoning that keeps poor people's
housing out of the suburbs.

Idled leaders. Several captains
of the activist movement have
withdrawn from the fray. The
New York Times reported re-
cently that Harlem's Jesse Gray,
an originator of the rent-strike
technique, now spends his time
in a hideaway in the Catskill
Mountains, and that John
Hampton of the National Ten-
ants Organization sits in a one-
room Washington office with a
silent mimeograph machine.

The activist housing secre-
taries of the 1960s, Robert
Weaver and George Romney, are
gone, and HUD has directed the
thrust of its programs away from
heavily subsidized housing for
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the poor.

Survivors. Some old activist
groups have managed to hangon
despite the shutoff of funds from
the Ford and other foundations.
The survivors—including the
Suburban Action Institute and
the National Association for the
Advancement  of  Colored
People—"have tapped some of
the funds flowing from the S3-
billion-a-year community de-
velopment program of block

grants. ) ) )
Says a HUD fair housing offi-
cial, Zina Greene: "Many civil
rights organizations decided to
run with the program and get
something out of it." The block-
grant program, she says, is really
"a civil rights law." The pro-
gram requires a housing plan
from each of the localities—
and the plan must include an es-
timate of housing needs of low-
income families spelling out
how the community is to meet
those needs. At the same time,
the block-grant regulations
allow a city or town to grant
some of their allocation in rum
to a local housing organization
lobbying local officials for more
housing for the poor.
Block-grant money. HUD's
assistant secretary for fair hous-

Ex-SecretAJUES Weaver ...
Departed from power...

ing and equal opportunity,
James H. Blair, recently re-
minded HUD offices around the
coimtry that regulations were
recently rewritten to make it
clear that organizations provid-
ing "fair-housing services" and
"housing counseling" are eligi-
ble for block-grant funds.
Among organizations that have
already gotten block-grant funds
are the Tulsa, Okla. Commu-
nity Relations Commission,
$36,000, and the Tulsa Urban
League, $33,000; the Akron,
Ohio Fair Housing Contact Ser-
vice, $50,000; the Milwaukee
Community  Relations/Social

Development Commission,
$53,074; and the Richmond, Va.
organizationcalled Housing Op-
portunities Made Equal, $30,-
000.

Money data. HUD is distri-
buting a new 250-page manual
that tells local housing groups
how to find the money to carry
on their activities. (In govern-

... AND Romney
... and unheard in council

mentjargon, that's providing in-
formation concerning  the
availability of financial re-
sources to support activities and
explore strategies that could
best be employed in receiving
such financial support.™)

The manual, "Fair Housing
and Funding, a Local Strategy,"
attempts to tell local housing
activists, for example, how to
get hinds from the block-grant
program itself. That chapter of
the manual was developed by
"Operation Equality," a branch
of the Urban League of Cleve-
land, under contract with HUD.

Hartford's suit. Even before
the HUD manual was out, how-
ever, the city of Hartford used
some of its block-grant hmds to
sue HUD. Hartford hired the
Suburban  Action Institute's
general counsel, Richard F. Bell-
man, to take HUD to court for
giving block-grant funds to
seven suburbs whose HUD-ap-
proved housing plans, Hartford
said, did not conform to law
[News, Mar.].

The suburbs had, with HUD's
permission, failed to estimate
how much low-income housing
they would need to accommo-
date the families of working
people in the suburbs, or those
who might be expected to live in
the suburbs if the housing were
available. The court's injunc-
tion against HUD payments of
$4.4 million stung both the sub-
urbs and Housing Secretary
Carla Hills.

Black Jack case. Not all such

famous cases turn out so well o
so quickly for the organization
that are on the side of the angeh
One of the most famous coui
cases during the heyday of th
housing activists involved th
zoning action of the Kansas Cit
suburb of Black Jack, Mo. t
keep out a section 236 low-in
come housing project. In 197(
Black Jack's action was de
nounced as "a flagrant violatio]
of the constitution" by the thei
secretary of housing, Georg
Romney.

After years of litigation, th
city was found to have violates
the Civil Rights Act of 1968 b
denying housing to persons be
cause of their race.

But in January 1976 the con
troversy was settled when th
Parkview Heights Corp., th
sponsor of the proposed project
agreed to hand back the housin
site to the city in return fo
$450,000 in damages. Black Jacl
will pay, but it has kept low-in
come housing out of its pre
cincts.

Watchdog. The local activist
are not completely on their own
however. For instance, the Poto
mac Institute, founded by thi
Taconic Foundation back ir
1961, is still keeping its hand in
Its metropolitan housing pro
gramwas begun with the help o
aFord Foundationgrant in 1972
and in 1974 it began checking or
how the "expanded lower-in
come housing opportunity ob
jectives"ofthe 1974 block-gran
law were being carried out
Among the cities were Atlanta
Boston, Chicago, Cleveland, De
troit, San Francisco—and Hart
ford. —Don Loomil!
McGraw-Hill World News

Washingtoi

Nelson deal is ofE

Negotiations for the sale of Car
M. Freeman Associates to the L
B. Nelson Corp. [News, Apr.
have been called off.

Nelson, a residential builde
and apartment manager, i
based in Menlo Park, Calif. Free
man, a single-family builder
operates from Silver Spring, Md

"Carl and I finally just didn'
see eye to eye on price," said Les
Nelson. "We won't be talking
again—unless he calls me."

Nelson is dickering with twc
other companies, one in Arizom
and the other in California.






Here are the new economical levels
of insulation recommended by Owens-Corning for
six U.S. climatic zones

R-19/11

TM Reg O-CF

New economical R values:
Ceilings/Walls/Floors

Today's skyrocketing prices for
oil. natural gas. and electricity have
turned home building into a whole
new ball game,

Suddenly, an extra few hundred
dollars' worth of insulation can mean
a saving of up to thousands of dollars
on heating and air-conditioning bills
over the lifetime of a house. And

14 H&H rUNE 1976

Rh38/19™N2

33/19722

1-3OMO/

26/W13

R-26/«/11

nsulation |

Ibdayls home buyer knoJ

Enerav-Per-Month cost (EPM) is fast
becoming the second biggest home
selling feature, next to price itself.

Economical levels

Above you see Owens-Corning's
recommendations for totally new eco-
nomical levels of insulation—for the
era of high-cost energy,

How did we arrive at these
numbers? Very carefully.

Months of computer analyses
were performed, using data from
degree days and cooling hours in
71 cities to insulation costs, prese
energy costs, projected energy cc
and investment criteria. The result
Recommendations representing a



Here are some practical ways of achieving
these new recommended levels of insulation and of providing

Uale ceilings to new. recom-

kM R-values. You can use layers
arts, or combine batts witti blowing
|, Insulating the attic to the econom-
P level is probably the single

t Important factor in achieving an
mgy-saving home.

R with two-by-four —
too. If you prefer using
by-four studs. 16" on
er, you can install R-13 ™
wall batt insulation be- ?
» the studs then sheathe’
jxtenor with rigid foam
d This increases insula-
value to about R-19.

jiate floors over unheated areas.’
3l @ minimum of R-11 in Southern
BS. up to R-22 in Northern areas.

»re required, vapor barrier should be
:ed toward the warm-in-winter side.

more affordable housing

Two-by-SIX studs. 24" on
center—cuts framing lumber
by 30 percent! Thicker walls,
to hold thicker insulation
(R-19 batts), give needed
strength with less lumber,
often at less cost, than the
usual two-by-four studs. 16"
on center. Also, you can use
lumber of less expensive
grade, and two-by-THREE
studs for interior non-load-
bearing partiticms.

Save money on smaller-
capacity equipment. An
energy-tight house often
permits you to specify smaller,
less costly heating and cool-
ing equipment. When possi-
ble. position it centrally for
increased efficiency.

bheaper than oll

, and he expects you to know it, too!

ince between the cost of any

ed insulation and the value of
rgy it saves. Guidelines to the
nomical amounts of insulation for
ings. walls and floors in each area.

Yanslating R’s into inches

The new recommendations are
rages for each zone, expressed in

“R’'s"—the resistance an insulating The diagram above gives valu-
material offers to the passage of able tips on how to build energy-
heat The R values for ceiling insu- tight homes without driving costs
lation translate to about 12" (R-38) through the roof.

of Fiberglas* building insulation For details, and salesaidsXo help
in a Northern city like Minneapolis  you turn your energy-saving houses
to about 8" (R-26) in most of the into sales faster, write: F.M, Meeks,

Southern states. And a full 6" (R-19) Owens-Corning Fiberglas Corp..
batt. even for the balmy West Coast. Fiberglas Tower, Toledo. Ohio 43659.

OWENS/CORNING
Owens-Corning is Fiberglas Fiberglas

i&iiHAia «
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[NEWS/ZONING

Court's ruling on opening white suburbs: Less than meets the eye

The Supreme Court has ruled
that federal courts can direct
HUD to locate new public hous-
ing for minorities in white sub-
urbs to break up metro-
politan-area segregation. The
vote was 8-0.

The ruling was fairly nanow.
The decision, written by Justice
Potter Stewart, cautioned the
lower courts against forcing
public housing on unwilling
suburbs.

Moreover, it applied to a case
in which HUD had acquiesced
in a pattern of de facto segrega-
tion by the Chicago Housing
Authority. The CHA was able to
build in the suburbs under cer-
tain circumstances, but had not.

But some civil rights leaders
hailed the decision as a land-
mark decision anyway.

Thanks and no thanks. In Chi-
cago, Mayor Richard Daley said
he was "thankful and grateful”
that the highest court had fi-
nally ruled, and he added:

"We've been trying to tell you
for a long time that the way to
do something about housing is
on a metropolitan basis."”

Suburban groups expressed
fears that the decision "threat-
ens to destroy private property
rights and force social and eco-

nomic integration.”
Housing Secretary Carla A.

>

M.I"YOR Daley
‘We've been trying to tell'you'

Hills responded cryptically to
the decision—she is technically
the defendant—by saying:
"HUD will seek the best man-
ner to carry out the decision as
the suit progresses."

The case. Hills vs. Gautreaux,
No. 74-1047, has been working

through the courts for a decade,

The plaintiffs accused the Hous-
ing Assistance Administration,
then a HUD agency, of funding
effectively segregated public
housing built by the Chicago
Housing Authority in 1950-65.

His 1969 decision upheld

The housing went up within the
city and almost entirely within
segregated areas, although the
CHA clearly was not legally re-
quired to follow this pattern.
Dateline 1969. The Supreme
Court's ruling backed a ruling
originally handed down by Fed-
eral Judge Richard B. Austin of

the Seventh Circuit Court

Appeals in 1969, A desegre®
tive building plan submitted

the CHA two years later set (
awave of consternation in whi
neighborhotxis and a barrage
hate mail for the judge |[Nev
May 71 et seq.].

Now what? The practical |
feet of the decision remains
be seen. But it is part of a rece
pattern of court rulings at eve
level that look beyond the limi
of specific municipalities to i
gional solutions to segregat
housing [News, Mar.].

The amount of public housi
that will actually go up in t
suburbs will depend on de(
sions still unmade, most
them nonjudicial. One is the ¢
tent of HUD's future housi
plans. Others involve the exte
of such plans among state ai
municipal housing agencies.

Butat least one will be the S
preme Court's; a case involvi
Chicago  suburb  Arlingu
Heights, 111, which has refus
to rezone land for low>incor
housing. That question will
heard this fall.

Justice Department sues four housing trade associations on a race-bias charge

The Justice Dept, has filed suit
against vinually all of the na-
tion's appraisers and many of its
mortgage lenders for allegedly
using racially discriminatory
standards in assessing houses in
integrated neighborhoods.

The civil suit, filed in U.S.
District Court in Chicago, has
accused four trade associations
of fostering standards for real
estate appraisers and lenders
that automatically downgrade
properties in integrated neigh-
borhoods. (Case No. 76 C 1448,
assigned to Federal Judge George
N. Leighton.}

Three of the four, the Ameri-
can Institute of Real Estate Ap-
praisers, the Society of Real Es-
tate Appraisers and the U.S.
League of Savings Associations,
have headquarters in Chicago.
The fourth, the Mortgage Bank-
ers Association of America, is
located in Washington.

Charges. The department
charged that the associations in-
structed members that the "in-
filtration" of blacks and other
"inharmonious" groups lowers
the value of homes in a racially
homogeneous neighborhood.

The department complained
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that present standards have the
effect of denying mortgages to
blacks moving into white areas
or to buyers of any race moving
into a mixed neighborhood, be-
cause lower appraisals discour-
age lenders from making loans,

The Justice suit claimed that
such ™automatic assumption”
of falling property values is not
only discriminatory, but also in-
accurate, according to the gov-
ernment's studies.

The suitdid notactually men-
tion the word redlining.

Denials. The Society of Real
Estate Appraisers expressed sur-
prise at the complaint. "The ap-
praisal process involves only in-
vestigating and reflecting all
conditions which affect value as
perceived by buyers and sell-

Quote of the month

ers," the society said,

"Race is of no consequence

. Neighborhood conditions

such as building code enforce-
ment, vandalism, police protec-
tion and property maintenance
are important considerations
... there is no Society require-
ment or teaching that values in
an integrated neighborhood
must be downgraded... The So-
ciety does not see how its
present practices could possibly
result in discrimination..."

The U.S. League said, "We be-
lieve that, if they had investi-
gated, they would have found
that their charges are ground-
less.”

The Mortgage Bankers Assh.
noted that "this suit asks the ju-
dicial system to resolve an hon-

We in the private sector can develop workable solutions
to our nation's housing problems if we are left unhin-
dered by ill-conceived government intervention—and,
most important, ifinflation is kept under control

—J, Rex Duwe

President, American Bankers Assn.
ABA conference on realty finance, Dallas, Apr. 26

est difference of opinion as
how the Fair Housing Act
1968 should be applied ..."

The suit seeks a court injun
tion barring the alleged pra
tices and an order requiring t
four groups to take unspecifii
actions to correct the conditioi
that are alleged.

Suit against U.S. A coalitic
of ten civil rights and housii
groups has, meanwhile, sued tl
federal government over di
crimination. (Case No. 76-071
assigned to Federal Judge Jol
H. Pratt ofU.S. District Court
Washington, D.C.}

The coalition accuses fo
government agencies of failii
to move against discriminatic
in loan applications again
women and minorities. TI
agencies are the Treasury D
partment's Comptroller of tl
Currency, the Federal Resen
Board, the Federal Deposit I
surance Corp. and the Feder
Home Loan Bank Board.

The plaintiffs say govemmei
surveys show black loan appl
cants are refused about twice ,
often as whites, even when a
plicants of both colors are ear
ing $20,000 or more a year.
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Fine-tune registers allow
even distribution of
air throughout each room.

No. 2 or better lumber
lasts longer, has less warpage.

Individually set ceramic

tile in bathrooms,
your color.

Two-car garage: extra

space, no centerpost.
Door has key locl /

L

Safe non-skid bathtubs

Hand-aafted cabinets

No joints in seamless
copter water line under

foundation. color match.

Fox

Prospective buyers in north
Texas are being invited to a dif-
ferent kind of open house by the
state's largest homebuilder.

Fox & Jacobs Inc. has con-
structed a cutaway house at The
Colony, a new subdivision
northwest of Dallas near Lake
Lewisville  (formerly  Lake
Dallas).

Jack Franzen, FdiJ's market-
ing vice president, says the
model was built with these
goals:

e To show the hidden values
in the company's houses.

e To let buyers see how a
house should be constructed.

e To dispel the belief that
"they don't build 'em like they
used to." Says Franzen:

"We want to prove that we—
and the industry—build homes
better today than we used to.

Drop-duct heating system is de-
signed to fit individual floor plans,
Prospective customer views furnace
and piping in the "open house,"
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built in our own shc” for
quality, more consistent

Jacobs cuts

vent opening to oucide
for cleanliness, safety.

Air conditioning system
conserves energy, can
save 10% or more in
monthly operating costs.

a Vil
A I

100% nylon short shag
carpeting; choice Ve

ofans. /
Soil tested for

engineered post
tension fouridation.

Safer, longer-lasting
all copper electrical
wiring.

open a house to

We'll prove it by demonstrating
our high-quality construction
methods and materials as well
as fine craftsmanship.”

Promaotion. The house is open
daily. Visitors receive a booklet
explaining F&J's construction
methods. This pamphlet is
available at all Fox & Jacobs'
model-home locations.

The cutaway is a California
contemporary in the Flair series,
F&.Js top line, and it sells for
$35,500. The model on display
has three bedrooms and two
baths. The living room, dining
area, garden kitchen and family
room are finished and furnished,
In the other wing, the three bed-
rooms and two baths have been
left in various stages of comple-
tion. The master suite is in the
framing stages, with bathroom
fixtures in place. Another bed-

Fine-time registers allow resident to
dial temperature of his choice. Visi-
tor examines insulation, ductwork
and the louvers and dampers.

Utility room with dryer =

I moi”re-and-chip-

Bright garden kitchen in
many models. Sliding window

to patio serving bar.

Separate master-bedroom
suites, locks for privacy.

Shatterproof sliding
glass doors to rear or
side patio.

Choice of architectural
stytes ar>d colors m

bri(*, tnm and roofing.

Tough, beautiful,
electrical outlets (two

resistant bnck in front, two in back).

Strong, weather-resistant
tront doors, solid

I wood-can,«d m many models,
with cast steel k>d".

Four weatherproof outside

Bronze-finished aluminum
windows: beauty,
durability

Your selection of
cabinet stains and
colors in floor and
wall tiles, countertops,
built-in appli-

ances, wallpaper

and carpeting.

Healthy shrubs and
live oak trees,
no added cost.

show how well it's built

room is done with various stages
of sheetrock, framing and insu-
lation. The third bedroom
shows stages of wall texture,
paint and flooring.

Behind the scene. Franzen
pointed out several hidden val-
ues visible only in the “openn
house.

The heating-cooling system,
he said, is unique in that it is
engineered to meet the require-
ments of specific floor plans.
This determines the size of each
mechanical unit as well as the
size and run of the ducts.

All ducting is placed in condi-
tioned areas over a dropped ceil-
ing, Franzen added. He said this
technique reduces energy usage
by 10% or more by keeping the
ducts from running through a
hot or cold attic and increasing
the load on the system.

Plastic junction box, non-shock

Copper pipes. Another hidde
value cited by Franzen is th
copper piping for all fresh wate:

"Although copper is more e?
pensive than other materials, ;
is safer and should last the lib
time of the home/' he explain;

There are no joints or seams i
the copper line running beneat
the foundation of our houses.n

Fox Sk Jacobs promoted th
house with two weeks of telev
sion commercials, a two-pag
newspaper ad (above) and bil
boards. Traffic was disappoin*
ing the first two weekends b(
cause of cold and wind, sa>
Larry Martin, consumer con
munications director for F&
but it picked up when weathe
improved. The cutaway wi
Martin's idea.

—Lorraine Smiti

McGraw-Hill News, DallJ

Solid copper pipe is provided fc

type, is feature of F&.J houses, which 1 fresh-water lines. Visitor viev.

provide abundance of electric out-
lets that are placed conveniently.

roomy F&J shower stall, wit
plumbing exposed to show quality.



rcuKLt BEHIND THE BRAND:

Al Heeb
| p M"KNTffip

Helping you solve your building code
)roblems.Thats Als full-time job.

Our Building Codes Specialist Al Heeb “There’s a code for every structure in the

supplies our customers with a steady flow United States, and not getting the proper

of detailed information on building code approvals can mean delay or even cancel-

requirements for every product we make. lation and loss of valuable building contracts.
“As far as | know, Vm the only full-time Knowing the rules satisfies everyone

code specialist in the laminate business™ says concerned in the installation of our products.

Al. “So it's my job to see that, despite the That's why Formica offers my services to all

constant changes in building codes and of our customers, including architects,

in our product line, the two can always designers and fabricators. If | can be of any

work together. help to you, just give me a call?

“Applying for code approval means
getting thoroughly involved in everything
from keeping abreast of the latest building

requirements, to fire testing, to presenting
ori arguments before building code officials.

Al Heeb: One of The People Behind The Brand.

FORMICA

BRArsiD

products

G 1976 « Formica Corpc.aiion » Oncinnati, OH 45202 * SubSKliary of ——«/\***-*_%y__
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;'NEWS/MARKETING

Kaufman Si Broad agrees to FTC order forbidding misrepresentation

The Federal Trade Commission
has unanimously accepted an
agreement with Kaufman and
Broad Inc. that contains a con-
sent order forbidding the com-
pany to use deceptive practices
in the advertising, sale and con-
struction of its residential hous-

IngI"he agreement settles a 1972
complaint that charged that
KSiB, one of the nation's largest
homebuilders, misrepresented
homes to prospective buyers.
Homebuyers' complaints in the
Chicago area triggered the origi-
nal FTC investigation |News,
Sept. '72 et seq.\.

The accord was announced by
Stephanie W. Kanwit, director
of the FTC's Chicago regional
office. The agreement can still
be withdrawn by her office if its
adequacy is questioned.

First for abuilder. "This is the
first FTC case against a major
builder,” Mrs. Kanwit points
out, and she adds that the com-
mission will continue to police
the industry.

Under the consentorder, K&B
admits no guilt. The company
said in a statement from its Los
Angeles headquarters that the
agreement  was considered
preferable to a costly confronta-
tion with the FTC concerning

matters which have little or no
bearing on current policies."
The company also said that it
"strongly disagrees with the ac-
curacy of many of the alleged
complaints" and added that it
has been "free of any major prob-

lems in Chicago in recent
years."
Requirements. Under the

agreement, K&B will:

» Provide purchasers nation-
wide with a ten-year warranty
available through the National
Association of Home Builders'
Home Owners Warranty pro-

ram, Q‘uaranteemg against
tructural and other defects.

Where the HOW program is not
available, the company must
make a similar pact. (K&B
points out it has used the HOW
program in Chicago for more
than a year.)

e Abide by binding arbitra-
tion set up for disputes regarding
repairs made under the warranty
program. .

< Disclose to prospective
buyers pertinent information re-
garding the land, taxes and
schools involved in the pur-
chase of the home.

Warranty provisions.  Mrs.
Kanwit says the new agreement
strengthens the HOW plan.
Under the order, K&B agrees to

a timetable for repairs made
under the warranty; should
K&B balk at arbitration, the
FTC stands behind the con-
sumer; and the firm must file
compliance reports every six
months with the commission.
But K<SiB's director of cor-
porate communications, Jana
Waring, said in Los Angeles;
"Our position is that the
agreement essentially forma-
lized what we're already doing.

FTC's Stephanie Kanwit
'First againstamajor builder’

with the exception of extending
the building warranty to other
markets. So we don't see that it
will have much impact on us.”

The original complaint al-
leged that K&3 did not honor
warranties in many cases and
that itdid not honestly advertise
homes. This latter charge in-

eluded allegations of dishones
claims that closing costs wei
included in the initial price, ir
accurate  representations |
model homes and erroneoi
statements about school avai
ability.

Warrantor's view. Ralph |
Harwood, president of tf
Home Owners Warranty Co
potation of Greater Chicagi
says the agreement with K&
signifies unnecessary goven
ment meddling.

"l don't like to see goven
ment intervention into the wa
ranty program,” he complain
"This Iwarranty] is neede
enough that builders will b
come part of the HOW plan an
way, without the federal goven
ment forcing them to."

Harwood points out tha
some months ago, legislatic
pending in the Illinois and son
other legislatures was droppe
when the industry's HOW pn
gram was bom. Harwood sa"
most major builders in the Ch
cago area are now joining tl
warranty plan voluntarily.

"We would not like to see ti
FTC involve itself in the bus
ness of the builder," says Ha
wood.

—Dan Brovl

McGraw-Hill News, ChicaJ

Deltona, building in Florida swamp, gets bitten—by the US. Army

Builders face a lot of natural haz-
ard? when they try to fill in
Florida marshland and build
houses on it. And the worst is
not shaky soil or floods or even
the alligators. It's the U.S. Army
Corps of Engineers.
Miami-based Deltona Cor-
poration's 8,000-acre Marco Is-
land development, south of
Naples on the western fringe of
the Everglades, is a case in point.
After what President Frank E.
Mackle ]r. describes as more
than 50 public hearings before
state and local authorities over
12 years, the Corps has denied
permits to dredge and fill two
wetlands parcels totaling 2,175

acres.

Costly turndown. Deltona,
which had preliminary Corps
approvals and had met with suc-
cess at all those 50-plus hear-
ings, has already sold 3,800 lots
in the two parcels. Buyers have
put down $45.1 million.

(Deltona's stockholders' eq-
uity, by way of comparison, was
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$55 million in 1975; total reve-
nues last year were $91.7 mil-
lion.)

Deltona did get Corps per-
mission to develop a 1,059-acre
section near an area already
dredged and filled on which 40
homes have been built.

Only halfway. There remains
this problem, however. Deltona
had counted on building 12,300
homes for about 35,000 people
on Marco Island, some of them
on the filled wetland—and also
on putting up the churches,
business locations, hospital and
amenities needed for a self-suffi-
cientsmall city. Only about half
the island is now developed.

"l am appalled,"” said Mackle,
"that the carefully considered
decisions of elected (state and
local) officials, made imder the
full glare of public scrutiny,
have been overturned by the
Corps bureaucracy in Washing-
ton."

The victors. Conservation-
ists, on the other hand, are de-

lighted.

Marco Island is home to,
among other things, the south-
ern bald eagle, the brown peli-
can and the American alligator.
(Some specimens of the latter re-
side in the water hazards of the
Marco Island golf course.) All
are regarded by at least some en-
vironmentalists as endangered
species. Much of the endanger-
ment springs from the filling in
by developers of the swamps and
bogs in which they variously
mate, nest, lurk and slither.

Dwindling resource. Between
1950 and 1969, the Army engi-
neers estimate, 200,000 acres of
such wetlands were destroyed
as wildlife habitats in Florida,
California and New York state.

The Corps is now charged
with protecting the wetlands. So
Deltona, which started Marco
Island in 1964, before "environ-
mentalism" was put in the dic-
tionary, has the honor of owning
the largest development project
the Corps has ever turned down.

Call to battle. The matter w
not end there; Mackle elect
to fight the Corps in cou
Moreover, he has hope of fin
ing allies. He had alreai
reached a complex agreeme
with the state of Florida to tu
over to it certain enviro
mentally  significant  lar
Mackle says the Corps has nc
imdermined that deal.

"The [Corps decision] also’
tally affects the property righ
of many purchasers,"” Mack
points out. "We fully expect ¢
fected property owners and t
state of Florida to join with
in this action.”

Meanwhile World;
through the courts can take
long while. So whatever t
eventual outcome, the enda
gered creatures of Marco Islai
seem sure to continue matir
nesting, lurking and slitheri
freely for some time to come.

—Sylvan Silv
McGraw-Hili World Ne>
Hollywood, F
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It’s your assurance of quality.

American-Standard’s strategically located
plants in New Jersey, California and Georgia
have Designer Line baths and showersindoz-
ens of combinations of size, style and color.
And all are engineered to meet professional
standards.

Our complete fiberglass line, added to our
enameled steel, enameled cast iron, fine china
and fittings products, helps you fitan
American-Standard bath into any size budget,
any size home.

That’s why we’re a household name.
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Where quality
is a beautiful thing.
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Andersen helps make

an office building feel more
like home.
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Southill Square Office Building
Stillwater, Minnesota

Architect: Michael McGuire,
Stillwater, Minnesota
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From the beginning, Southill Square was
meant to be an office building that is as
warm, friendly and comfortable as home.

That's why the two-story design with
gabled roof, exposed wood trusses and en-
circling redwood balcony.

It's also the reason for Andersen® Perma-
Shield® Gliding Windows and Gliding
Doors.

Their wide, uncluttered design brings in
sunshine and view, giving each office a
warm, friendly, home-like atmosphere.

They also slide easily aside to let in
fresh air, creating a pleasant feeling of
spaciousness.

And the slender, dramatic profile and
walkout beauty of Perma-Shield Gliding
Doors add depth and charm, giving the
house-like structure a home-like character.

Comfort and convenience are built in, too.
Thanks to Andersen’s use of wood (one of
nature's best insulators), sheathed in long life
Perma-Shield rigid vinyl. A low-maintenance
sheath that doesn't rust, pit or corrode.
Doesn't chip, flake, peel or blister.

Put all of the good feelings of home into
your next project. With snug-fitting Ander-
sen Perma-Shield Windows and Gliding
Doors.

For more details, call your Andersen
Dealer or Distributor. He's in the Yellow
Pages under "“Windows.” Or write us direct.

The beautiful way to save fuel.

Andersenwindowvalls
-ANOENN CORPORATION * * BArPQRT. MINNESOTA 55003
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NEWS/MORTGAGING

Critics say tandem plan aids the rich and fails to spur housing

In 1975 housing starts plum-
meted to their lowest level in al-
most 30 years. Production is
staging a comeback, but last
year's experience is bringing fed-
eral housing programs under in-
creasing scrutiny—not only for
ineffectiveness but also for what
critics claim are the wrong ob-
jectives.

The argument rages around
the tandem plan, under which
Ginnie Mae buys mortgages
from homebuyers at a low inter-
est rate and sells them to yield
investors at a higher rate.

After federal housing assist-
ance to the poor ground to a vir-
tual halt with the FHA scandals
in the early 1970s, housing pol-
icy switched its principal aim.
The new goal became produc-
tion, particularly whenever the
industry hit an economic
slump. The tandem plan, with
$13 billion in commitments
taken out sofar, became the tool
for this countercyclical stimu-
lus.

Non-production. Despite the
fact that Congress repeatedly
authorized multibillion-dollar
packages of tandem loans, how-
ever, the program may have
added no more than 50,000
starts during the 18 months
ended in mid-1975. And that
was when it was really tested,
because builders were hardest
hit by the worsening recession
in their business. The tandem
plan did little to prevent starts
from nosediving to 1.2 million
in 1975.

In the beginning, the tandem
plan looked like a godsend to
such housing enthusiasts as
Senator William Proxmire (D.,
Wis.) because it promised so
much stimulus for so little cost.
The Government National
Mortgage Assn, would buy, at
par, mortgages that had an inter-
est rate that was subsidized so as
to be below the market rate.
Ginnie Mae would then sell the
loans in the real market at a suf-
ficient discount to give inves-
tors a normal yield. The dif-
ference—usually  2%—repre-
sented the subsidy to the mort-
gagor. It was, however, only a
small subsidy, and skeptics now
wonder if it wasn't too small to
be much of a stimulus to sales
and production.

Aid for affluent. There is also
evidence now that much of the
subsidy has gone to affluent
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people who would very likely
have bought a house in the ab-
sence of government money. In
such cases, the tandem plan has
added nothing to the demand for
housing.

The evidence is not clear, and
FfUD has a study under way to
try to find out what the tandem
plan actually has accomplished.
But frustration with the appar-
ent lack of results is now openly
displayed by the official housing
establishment, and in January
Secretary Carla Hills stopped

Budget's Kearney
7 called for close scrutiny’

tandem-plan commitments ex-
cept for the multifamily build-
ing sector, which remains se-
verely depressed. Ginnie Mae's
then president, Daniel Kearney,
had expressed his skepticism in
December.

Hunter's criticism. More re-
cently Oakley Hunter, president
of the quasi-govemmental Fed-
eral National Mongage Assn.
(Fannie Mae), questioned the
whole policy of emphasizing
construction instead of spend-
ing to house the poor.

Since the government can't
afford to subsidize housing for
everyone. Hunter said, it must
choose between subsidy objec-
tives.

"It is not in keeping with the
American tradition to provide
governmenthelp for the middle-
and upper-income families
while neglecting the poor,” he
contended, "and yet that is
largely what has been taking
place in housing during the last
four years."

Computer evidence. Roughly
half of the tandem-plan com-
mitments have gone to FHA-VA
mortgages, normally repre-
sentative of the lower half of the
housing market in terms of
price, so they presumably did
not subsidize the affluent. But
the rest has gone into conven-
tional mortgages, the kind taken

out by the luxury buyer.

As the tandem-plan buyer of
conventionals, the Federal
Home Loan Mortgage Corp.
(Freddie Mac) did a computer
run on a portion of its tandem-
plan commitment recipients.
Several analysts describe the re-
sults as a disturbing example of
providing subsidies to the rich at
the expense of the taxpayer.

A review of the data by the
Housing and Development Re-
porter, a trade publication, indi-
cates that 41 % of the mortgages

Fannie Mae's Hunter
'Not the ... American tradition’

covered went to families with
incomes of at least $21,600.

The average price of the house
was $42,720, with 10.4% of the
houses running over $55,000.

Some 34.9% of the houses had
four or more bedrooms.

Most damning of all, in the
eyes of tandem critics, the loan-
to-value ratio was so low that
there was often no mortgage in-
surance. The average downpay-
ment was a whopping $8,347,
and 30% of the buyers put down
more than $10,000 in front
money—17% over  $14,000.
Conventional-loan tandem us-
ers, therefore, did not seem
forced to scratch hard for credit.

Lack of stimulus. The ques-
tions about the tandem plan's
inability to pump up housing
starts were fost raised around
Washington by a staff econo-
mist for the President's Coimcil
of Economic Advisers, George
von Furstenberg. He concluded
in a study paper that "the
principal benefit derived from
tandem programs lies in the in-
terest savings to mortgagors."
By his estimate, the tandem
plans authorized from January
1974 through June of last year
will lead to only 40,000 or 50,-
000 new starts.

Von Furstenberg estimates
that 87% of bonowers involved
would have taken out mortgages

anyway, and at the higher mai
ket rate, if subsidized loans wer
not to be had.

Kearney's view. Kearney re
calls that it was "in response t
the Freddy Mac data and vo:
Furstenberg's study that | calle
for a very close scrutiny of th
tandem vehicle.”

Kearney—who has  no®
moved over to the staff of th
Office of Management an
Budget—says that if the HUI
probe into the tandem plan su®
gests it is no longer useful as
countercyclical stimulus fo
housing, the government shoul
"look for a feasible alternative.
But he adds, "if this tool doesn’
work, | don't have the answer.'

Kearney also fears that tar
dem subsidies may wind up a
permanent handouts for low
and moderate-income groups.

Others suggest that the onl
way to get an effective counter
cyclical subsidy is to spen
more money on a deeper suf
sidy.

Program extension. Carpin
at the tandem plan is intensify
ing at a time when Congress i
deliberating renewal of the at
thority for the program, whic
expires [une 30. It looks now a
if Congress will extend the plaj
until September 30, 1976, an
there is no talk at this point o
deepening the subsidy leve
That would not sit well wit
Kearney or with his superioi
James Lynn, the former HUI
secretary who is now the budge
director. One version of the ex
tension bill has, however, raises
to $52,000 the price of a hous
eligible for the tandem subsidy

While some members of Con
gress are developing misgiving
about tandem, it is much mor
important to the Ford adminis
tration in their election yea
that the politically potent Na
tional Association of Horn'
Builders supports the program
Meanwhile, the HUD secretary
who has discretion under th
tandem statute to use or with
hold tandem money, is prepare<
to sit on the tandem treasur
chest until the next housin,
slump. By that time her depart
ment's study of tandem ma'
give a definitive verdict on it
usefulness. Kearney sees th
time of decision on tandem'
fate as 1978. —Stan Wilso>

McGraw-Hill World News
Washingtoi
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Bank of America proposes bold program of mortgage reform

The Bank of America has pro-
posed a plan to keep money
flowing into housing; Scrap the
fixed-rate, long-term mortgage
and replace it with an instru-
ment more in tune with the
times.

Alan E. Rothenberg, vice pres-
ident responsible for the bank's
domestic funds management,
said that congressional propos-
als for financial reform do not go
far enough to assure an ample
supply of home mortgage

mgw. L
e don't think the key to
getting more money into hous-
ing is institutional reform,” he
said, "We think the problem is,
to a substantial extent, the in-
strument.”

Pleato scrap ceilings. In a pol-
icy statement, the bank recom-
mends an end to the controver-
sial rate ceilings on deposit and
mortgage interest. It urges adop-
tion of a negotiable-term roll-
over mortgage, similar to those
used in Canada. There, typical
mortgages are written with a
five-year maturity at fixed inter-
est rates reflecting the competi-
tive market. Mortgage interest
rates are related to rates paid on
five-year time-deposit accounts,
which provide most mortgage
funds. This permits the lender
to match maturities of assets
and liabilities and be assured of
a reasonable rate spread.

The homebuyer's loan is
amortized over 20 to 30 years
except for government-backed
mortgages, which may stretch
to 40 years. After five years, the
borrower may refinance for an-
other five-year mortgage at cur-

Banker Rothenberg
'Problem is the instrument’

rent interest rates; or he may
pay off the unamortized prin-
cipal.

Unless reforms are made,
Rothenberg warned, more U.S.
financial institutions will spurn
mortgage lending; the risk of
funding long-term loans with
short-term deposits is too great.
Allowing lenders to make five-
year loans tied to five-year de-
posits would encourage com-
mercial banks—and perhaps
even insurance companies and
pension funds—to resume resi-
dential lending, he suggested.

Ready to go. The Bank of
America would be willing to

begin such a program "tomor-
row," according to Rothenberg.

"We think it offers a lot more
flexibility to the lender," he ex-
plained, "and with five-year
time deposit accounts, a large
group of savers, mostly older
people who have been subsidiz-
ing mortgage borrowers all these
years, would finally have an op-
portunity to get what they de-
serve on their funds."

Although the bank has ini-
tiated an experimental variable-
rate mortgage program in Cali-
fornia, Rothenberg believes the
five-year rollover mortgage
offers more stability. And the
homebuyer would not face the
possibility of interest-rate
changes every six months.

Under a rollover plan, the
lender would have to guarantee
to the borrower to have funds
available to refinance the loan at
the end of each five-year period
at prevailing rates, Rothenberg
emphasized.

Secondary market. Rothen-
berg believes there would be a
strong secondary market for a
five-year fixed-rate instrument,
a case that does not obtain for
VRM's. The bank also proposes
that a secondary market, along
the lines of the Government Na-
tional Mortgage Association's
secondary market, be developed
for the conventional loan portfo-
lios of depository institutions.

This, he said, would greatly ai<
the flow of fluids into the hous
ing industry.

The bank also urged Congres
to consider a mortgage geared t(
the homebuyer's career eamini
potential. The amortizatioi
schedule would provide fo
lower payments in the earl®
years of the mortgage, risinj
gradually as income increases
The payment schedule could b(
coupled with new insuranc(
programs to protect the lender
The bank said escalating price*
now prevent 70% to 80% of th(
population from buying a firs
house.

Out with Q. The bank advo
cates elimination of Regulatioi
Q, which clamps aceilingon the
deposit interest that S&.Ls car
pay to the small saver. The banl
urges Congress to let the free
market set interest rates.

The bank proposes, in return
that the thrift institutions be al
lowed to broaden their portfo
lios and accept demand (check
ing) deposits. And both bank;
and S&.Ls should be permittee
to pay interest on demand de
posits. But with this free compe
tition, the bank urges Congres;
to eliminate the S&LSs' privilege
of paying an extra quarter of 1%

in interest on deposits.
—fFfENNESS KeENel

McGraw-Hill World News]J
San Franciscol

The son also rises: An MIT grad now builds where immigrant father launched a company !

Janis Risbergs started from
scratch in the homebuilding
business.

It was 1949. He was a refugee
from a German labor camp and
his homeland, Latvia, had been
swallowed up by the Russians.
Though Rishergs had studied
chemical engineering at the
University of Riga and econom-
ics at Heidelberg, he went to
work as a carpenter in Bill Lev-
itt's original Levittown on Long
Island.

Eveready. lanis frequently
worked 20-hour days, holding a
flashlight in his mouth by night
to free both hands for holding
and nailing up siding. He be-
came a legend on the job site,
took over contracting for much
of Levitt's carpentry and eventu-
ally rose to become president of
his own building company,
General Builders Corp. (Baby-
lon, L.I).
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("It's not such a big damn
deal,” he has since insisted.
"Only thing is you have to take
the flashlight out every fifteen
minutes to spit.")

Janis Risbergs ...
He started as a refugee

Now the next Risberg genera-
tion is coming along, and things
are a little bit different. Son
Peter has bachelor's degrees
from MIT (one in civil engi-
neering, one in business admin-
istration). He is getting into the

homebmlding business too, but
he's starting out with his own
business.

Father and son. Calling him-
self Peris (for Peter Rishergsj

... AND SON Peter
He startsasan MITgrad

Brothers Builders, Peter started
last year. He has built and sold
five custom homes in Copiague,
L.I., near one of his father's sites.

The son shows much of his fa-
ther's taste for hard work: He
supervises the jobs, plunges into

the physical work of con-
struction, and does the selling.
The paternal self-sufficiency is
also evident. Peter's homes were
financed completely by savings
from his summer jobs and from
his four brothers. (One brother is
studying architecture at Cornell
University, one is studying at
the University of Miami for a
non-building career and two are
still in high school.)

Back into the family. Peter's
custom business is already
being phased out. Peter has his
father's company to grow into,
with its developments in Long
Island, Atlanta and Florida. He
has been sitting in on meetings
with bankers, attorneys, mar-
keting people and in general
being groomed to take over
someday.

And here is at least one other
difference from Papa's path up-
ward: no flashlight, -H.S.



To ful ty appreciate the
beauty of Thermador's series
H98 Decorator Hood, it doesn't
hurt to Know some ot Its
measurements.

First off. Thermador has
gone to the following lengths
to accommodate different
sized COOKtopS: 30!' 36" 42"
and 48" All sizes have mitered
visor ends for access to
adjacent cabinetry. A large 236
square inch wrap-around filter
expedites the exit of fumes
from both sides and bottom.

The space age emission
control center is solid state.
That means a turn of a dial sets
into motion the precise
ventilation for anything from
steam to stew.

The double squirrel cage
blower runs quietly, yet has
410 CFM ot power to take
smoke and odors up. up
and away.

me Thermador Decorator
Hood comes in tasteful shades
that will add a nice touch to a
nice kitchen. Canyon Copper.

Thmnador
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Snow White. Toned Avocado,
Golden Tone. Or genuine
Stainless Steel.

In other words, all modesty
aside, the Series H98 does
everything a good hood should.

For more details on this
and other Thermador products,
see your Distributor or write:
Thermador: 5119 District Bivd.,
Departments. Los Angeles,
California 90040.

Eastern Zone Office. 6i 5
Sherwood Parkway. Suite 6A,
Mountainside N. J. (201) 233-5432.






Scheirich's WBStmont 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 I.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, j
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, seethe Yellow Pages.

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

Louisville, Kentucky, 40201.

SCHEIRIGH

FINE FURNITURE FOR THE KITCHEN AND BATH
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Harbor Point, a luxury condominium
now under construction, will rise

54 floors above Lake Michigan, offering
spectacular views to the 742 living
units. Located in the 83-acre Illinois
Center complex in downtown Chicago,
the building is part of the $1.25 billion
plan to convert obsolete railroad yards
into a city within a city, complete

with commercial, residential and rec-
reational facilities. Residents 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
communicationsisecurity system,
handball courts and a health club.
Solomon. Cordwell, Buenz & Associates.
Inc. Architects



NEWS/PEOPLE

Some vices become presidents; some presidents turn to vices

Kaufman ek Broad's chairman,
president and chief executive,
Eli Broad, decides to share some
of the load at his Los Angeles
headquarters. He hires Robert
Levenstein, 49, as executive
vice president and chief operat-
ing officer. The new man was
president of Philips Industries, a
housing products company in
Dayton, Ohio.

L.B. Nelson Corp. of Menlo
Park, Calif., the builder and
apartment manager, also takes
on a former company president
as executive vice president and
chief operating officer. He's
Robert B. Friedman of Carl M.
Freeman  Associates of Silver
Spring, Md., the builder concern
that Les Nelson vainly tried to
acquire earlier this year.

Crocker Homes of Dublin,
Calif., is doing the reverse; turn-
ingits vice president into a pres-
ident. H. Arthur Nottingham
also takes over the general man-
agership of this division of San
Francisco's foxemost-McKes'
son Inc.

Nottingham already has an-
other presidency to his credit—
that of Ditz-Crane of Arizona,
also a Foremost-McKesson divi-
sion. He doesn't have to give up
either that post or his vice-presi-
dency of the Foremost-McKes-
son Property Co.

On the other hand, National
Homes Corp. (Lafayette, fnd.)
makes George R. Hansen a pres-
identand a vice president at the
same time. Hansen becomes
president of subsidiary National
Homes Acceptance Corp., the
nation's second largest servicer
of single-family mortgages [SI.7
hillion). He is also now a vice
president of the parent.

Hansen leaves Commercial
Mortgage Insurance, Madison
Wis., where he was president.

Cenvill Communities in
West Palm Beach, Fla., has an-
other variation on the theme It
keeps three of its vice presidents
in their posts—and gives them
presidencies of three wholly
owned subsidiaries to go with
their v.p. titles.

Senior Vice President George
C. Christopher is now president
of Proward Pre-Cast Inc. in
Deerfield Beach, Fla.; Alvin Wi-
lensky, vice president-finance
takes over Century Village, the
adult community in West Palm
Beach; and first Vice Vresident
George hergmaim heads Cen-
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tury Village East, also in Deer-

field Beach.
Back in California, Lewis

Homes, based in Upland, moves

of the resident Lewises
some ) o
around: Richard A. Lewis is now
president of Lewis Construction
and Robert E. Lewis is now pres-
ident of Lewis Building.

W1U.1AM I. RADER

Nelson's Friedman
Offto the West

Inland Steel Urban Develop-

ment Corp. gets a new con-
troller position, and a new man
in it. Robert A. Scodro, a CPA,
comes over from Chicago-based
Inland Steel Corp. to the large
development and homebuilding
subsidiary.
ASSOCIATIONS: The National
Association of Building Manu-
facturers, based in Washington,
D.C., changes its name to Na-
tional Association of Home
Manufacturers. Its new pres-
ident is L. Paul Saylor, who is
also president of Suburban
Homes Corp. in Valparaiso, Ind.
He succeeds Marvin C.
Schuette, executive vice pres-
ident of Wausau (Wis.| Homes.

The Manufactured Housing
Institute in the Washington sub-
urb of Chantilly, Va, names
L.C. (Bud) Merta as chairman

and Robert J. Morris vice chair-

mfﬂie California  Mortgage
Bankers Association, Monterey,
elects San Francisco's Donald T.
Baird as president. Baird, who
succeeds Clem C. Glass of Los
Angeles, is vice president of
Norris, Beggs ~ Simpson.

LENDERS: A new mortgage
banking and insurance business
starts in the Los Angeles-Ven-
tura County area. Named Ven-
tura Mortgage Investors, it is
founded by Fred Moldenhauer,
41, who was chairman of Avco
S&I of Los Angeles, merged re-
cently with Imperial Savings.
Kenneth S. Lockrey and
Lawrence F. Mathews, former
executives of Avco, join the new

CH's Nottingham
Piling title on title

venture. . . .
Federal SikL in Elizabeth,

N.J., acquires Kenneth R. Bie-

derman, 33, as senior vice pres-
ident for economics and plan-

ning. He leaves the staff of the
U.S. Senate Committee on the
Budget,

John L. Lenahan becomes as-

KikB's Levenstein
A Broad assignment

sistant vice president of West-
ern Mortgage in Los Angeles,
largest mortgage banking com-
pany in the West with servicing
of $2.2 billion. He had been a
loan officer and investment ana-
lyst.

A former Western Mortgage
man takes on the uncertain task
of trying to save a troubled
short-term REIT. He is Robert
Felixson, who has been a senior
vice president of Western and
president of parent Union-
america'sreal estate investment
division. More recently, he has
been with a Beverly Hills law
firm. The REIT is LMI Investors,
also based in Beverly Hills. Its
shares have been suspended
from trading on the New York
Stock Exchange and it has been
in default on some of its bank
loans.

ACCUSED: William Zecken-
dorf Sr. is charged by a Manhat-
tangrand jury withfailing to file
state income tax returns for
1972 and 1973 when due. The
builder of what was once the
largest real estate empire in the
U.S. pleaded not guilty to the
charges.

CONVICTED: A federal court
jury in Brooklyn convicts Ste-
phen Rosenbaum on charges of
defrauding the VA and FHA in
the operation of their mortgage-
guaranty programs. He was the
secretary-treasurer of Spring-
field Equities Ltd., 150-05 Hill-
side Ave., Jamaica, Queens,
N.Y., once one of the largest
mortgage companies in the East.
Springfield was liquidated in

National's Hansen
One man, two posts

1973. Rosenbaum controllJ
the day-to-day operations of tl|

BqE'BI:’IWiIIard J. Worth, direct!

of research and development f
National Homes Corp. of L,
fayette, Ind., of a heart attack
Lafayette's St. Elizabeth's Ho
pital. He was 55. He was r

CMBA's Baird
Theyear'spresiden

placed by two men: Stephc
Wilson, now director of rcsearc
and technology, and Willia:
Burton, now director of speci
products and engineering.

Congressman Barrett
dies; housing leader

Representative William A. Ba
rett of Philadelphiadied April
of pneumonia. He was 79.
Barrett, a Democrat, was ti
chairman of the House Cor
mittee on Banking and Ct
rency and of its subcommitti
on housing and community d

House's Barrett

A sponsor of '68 Housing Act

velopment. He was an impo
tant force behind numeroi
housing bills, including tl
Johnson administration's Hou
ing and Urban Development A
of 1968.

A real estate broker, Barre
was first elected to Congress
1944. He served continuous
from 1948. His death movi
Philadelphia Mayor Frank
Rizzo to order all flags in the ci
flown at half-mast.
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Housing stock rally runs out of steam—all sections of list dip

Housing stock prices have
turned sharply downward after
four months of steady gain.
House &. Home's value index
of 25 representative issues fell to
177.15

from 197.60 in the

month ended May 3. Share

prices of January 1965 equate
with 100 on the index.

A\l five sections of the list lost
ground, with the declines dis-
tributed about evenly. Among
the building companies, Shapell
was down 2 points at 15 and
Ryan was off 1v2 at 2378. Kauf-
man and Broad lost a full point—
to 9*/s.

Issues on the 25-stock index
are overprinted in yellow in the
tables that follow.

Here's the graph of all 25

stocks.

177.19

) IAIIMjK
° 7 75 76

Here's how the companies in

the five divisions performed.

May’75Apr/76May'76
Builders 145 213 198
Land developers 88 107 97
Mortgage COS. 222 234 207
Mobile homes 501 651 565
S&Ls 116 143 130

May 3 Chng.

Bid/ Prev.

Company Month

BUILDING COMPANIES

AVCO Comm Devel—d PC 1% + %
American Com. Homes OT % %
American Uitan Corp. ..OT
Bramalea Con. (Can.) TR 6% 4 %
Campaneili Ind i%

(New American Ind.)
Capital Divers (Can.M OT %

«Centex Corp. ... NY 12% %
Cenvill Communides AM 6% * %
Cheezem Dev. Corp.........OT % %
Chnstiana Cos. 0, %
Cons. BWg. (Can) . .TR 2!& i
Dev Corp, Amer. AM 6% 1%
Edwards Indus. OoT 5% + %
FPACorp. AM 4% - %
Carl Freeman Assoc. .OT 1% %
Frouge (3orp.-d OoT 5

General Builders—d AM 1%

Homewood Corp. %

Hirt BuMing Oarp 2%

*Kaufman 4 Broad .. 9% 1
KEY CO.vrvvvvovevrrvevrvererneennnees 2 0
Leteure Technology AM 2% ?
Lennar Corp WNY 6% 12)
McCarthy Co.-d ... PC [\

McKeon Con$t--d AM 2 %
M Miller 4 Sons . AM  10%

Mitchell En*gy 4 Dev. . AM 22 A
Onoie Homes Corp.-d AM 6% 0
PresWenOal Realty—d .. AM 3 - Q
Presley Cos—d AM  20V4

Put® Home Corp AM 4%
RossmoorCorp,—d ... AM 3va

*Ryan Homes AM  23% -m
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Company

Ryland Group ... .OT
«Shipel Industries -NY
Standard Pacific AM
Universal House &

Dev—d ........ PC
*U3. Home Cop. NY
Washington Homes .OT
Del E. Webb NY

WestchesterCorp.-d ..OT

May 3
Bid/

15
M

Vi
9
3%
S
%

SAVINGS & LOAN ASSNS.

American Fin. Corp. .OT
Calif. Fin....

+Fe West Fi
Fin. Corp. Santa Barb . AM
*Rn. W ............. NY
«First Otarter Fm. NY
Rrst Lincoln Fin. oT
First S&L Shares .. AM
First Surety ... oT
First West Rn. oT
Gibraltar Fin. .. NY
GoWen West Fm. . .NY
«Great West Rn. NY
Hawthorne Rn. oT
«Imperial Corp. . NY
Transohio Fin. . NY
(Union Fffi.)
United Rn.CN
Wesco Pin. NY
MORTGAGING
«Charter Co. NY
CMI Investment Corp. ... NY
«Colwn AM
Com. linois Realty NY
*Fed. Nat. Mtg. Assn......NY
Fin. Resources Gp..........OT
(Globe Mortg”™)
sLomas & Net. NY
*MGIC kiv. Corp. NY
Palomar Fin....... AM

United Guaranty Corp. ..NY

(formerly FMIC Corp.)
Western Pac. Rn. C”. OT

(formerfy So. Cal.
Mort. & Loan Corp.)

9%
6%
8%
13%
13%

14%
3%
8
4%
2%
17%
1BVi
10
12v4
12%
11%

8%
14%

3%
14%
~S%

1%

14%
%

7%

13%

2%
12%

4

REAL ESTATE INV. TRUSTS

Alison Mtg,-d NY 2
American Century..........AM 1%
API Trust oT 3%
(formarty Arten Prop. Inv.)

Atico Mtg. NY 2%
Baird & Warner OoT 6%
Bank America Rlty............ OT 6%
Barnes Mtg. Inv. oT 2%
Beneficial Standards Mtg. AM 2%
BT Mort. Investors .. NY 2%
Cameron Brown NY 2%
Capitol Mortgage $61 NY 1%
Chase Manhattan . . NY 2%
Cl Mortgage Group NY 1%
Citizens Mtg.—d 1
Citizens & So. flit; 2%
Cleve. Trust fifty. Inv. oT Tk
Colwell Mtg. Trust ... AM

Corm. General NY  16%
Cousms Mtg. & Eq. Inv. NY 2

Diversified Mtg. ItN.
Equitable Lif
Ftdelco Growth In
Rrst Memphis Realty
First of Denver—d..
First of Pennsylvania
Franklin Realty
Fraser Mtg.

Gould Investors—d

Gre« Amer. Mgmi. Inv.  NY

(formerly Great Amer.

Mtg. Inv.)
Guardian Mtg.
Gulf Mtg. & Realty ~AM
Hamilton Inv. oT
Heitman MQ. Investors ..AM
Hubbard R. E. Inv, .. .NY
ICM Realty AM
Mass Mutual Mtg. & Rity NY
Mission Inv. Tmst AM
(formerly Palomar)
Mi™ Mtg. Inv......... NY

Mortgage Trust of Amer. NY
National Mortgage

Fund-d.. oT
NatWnwWe R.|

(Galbreath Mtg. Inv.)
North Amer. Mtg, Inv.
Northwest Mutual Life

Mig, 4 RItY...ooooecrecerccecNY
PNB Mtg. Rlty. Inv..
Perm. R.E. Inv, Tf.-d
Property Coital AM
Realty Income Tr.
Republic Mtg. Inv.
B. F, Saul REE.LT.
Security Mtg, Inv...........
Stadium Realty Tr—d
State Mutual SB

1%

1%
1%
13%
6%
11%
1%

8%
k%

%
3%

6%

10%
6%
11%
10%
6%

3%
V4

1%
4%
1%
5%

Chng.
Prev.
Month

Va
-2
- Vi

Vi
Ve
- 1%
+ H

+ i%

b
i- %

4%
- %

-1
-1
- %
- 1%
+ %

%

%
- 1%
%
%
- 1%
%
- %
-2
+ %
- %

%

%
+ %

= Ly
%
%
%
%
%
%
%
%

%

%
%

%
%

%
%

-1

%

B4
=

Company

(Lvwin Realty &

Mortgage Trust)
US5. Realty Inv. NY
Wachovia Realty lik. . NY
Wells Fargo Mortgage . NY

LAND DEVELOPERS

*AMREP Corp.......... «... NY
ArvKla Corp. oT
Crawford Corp. oT

»Dettona Corp.... NY
Faiiliefd (“vnmunities oT

*Gen. Development. NY
*Horizon Corp......... NY
Landmark Co—d. AM
(Giif State Land)
Land Resources oT
Major Realty .OoT
*McCiiloch on .. AM
Sea Pines Co. . oT

MOBILE HOMES A MODULES

*Qampion Home Bldrs. AM
Conchemoo . - AM
De Rose Industries—d ~ AM
Fleetwood  ....... NY
*Golden Weat-d............AM

Mobile Home Ind. NY
Monarch Inc. .oT
*Redman Inc. e NY

Rex Noreco NY
«Skyline.......... NY
Town and Country—d ..AM

Zmmer Homes .. AM
Brigadier Inc. oT
Hodgson Houses—d .. OT
Liberty Homes .. . o7
Lindal Cedar Homes  ..OT
NationwKte Homes AM
Shelter Resources—d AM
Swift Industries—d ..oT

May 3
Bid/

2w
31
Vi

5
10%

2
17%

DIVERSIFIED COMPANIES

American Cyanamid NY
Amer. Standard NY
Amterre Oeveiopmem . OT
Aden Realty & Develop. NY

AVCOCorp.

Bendix Corp.-b .. .. NY
Bose Cascade NY
Building & Land Tech—d OT
CNA Ftnanaal (Larwin) .NY
Campeau Corp. TR
Caslte & Cooke .. NY

(Oceanic Prop.)
Champion Int. Corp.........NY
(U.S. PlywQod-Chsnpion)

Citizens Fmanoal—d. ..AM
City investing . .. NY
(Sterling Forest)
(>XiSins Properties oT
ERC Corp. .oT
(Midwestern Fm.)
Evans Products . NY
Ferro Corp .. NY
FxstGen. Resoixces ...OT
First Rtty, Inv. Corp.—d AM
Forest Ent. . . . AM
Flagg Industries—d ... AM
Fra” Paxton Coip . OT

(Builders Assistance Corp.)

Fuqua (3orp. .. ...NY
Georgia Pacific .. NY
Glassrock Products AM

Great Southwest Corp.—dOT

Gulf Oil (GuH Reston) NY

Gutfsffeam Land & Dev. AM
(Bel-Aire Homes)

INA Corp. (M. J. Brock) NY

Inland Steel (Schotz) . NY
International Basic Econ. OT
International Paper NY
Inter. Tel. 4 Tel NY
Leroy Corp.... ..OT

Ludlow C~. NY
Monogram Industries . . NY
Monum#ital Corp. .. OT

(Jos. Ueyemoff Org.)
Mount*n ~tes Fin.

Corp. oT
National Homes ~ .... NY
National Kinney AM

(Uris BWg.)

NEICorp.-d. . ,0T
Penm Corp. AM
Philip Morris ... NY

(Mission Viejo Co.)

Pope 4 Talbot NY

Republic Housing Corp. AM

Rouse Co oT
Santa Anita Consol oT
(Robert H, Grant Corp.)
Tenneco Inc. . NY
(Termeco Realty)
Time Inc. -NY
(Temple Industries)
Tishman Realty . or
Titan Group Inc... oT
UGI Corp ... NY
Weil-McLain .. NY

25
25%
%
3%
10%
42'%
27%
%
7%
5%

16

23%

1%

2%
10

8%
29%

1%
7%
1%
lov4

1%

5%
55%

21
2%
3%
5%

27%
63%
12%
Tk

15%
9%

Chng.
Prev
Month

Vit
4 4%

- 1%

'
—
=

%
- 3%

'
—ta
ESES

%
4- 425

%

%
+ %

4 1%

%
- 3%
+ %
4 %

%
%

1%

%

=
oW
BN

b

- 1%

May 3 Chng.

Bid/ Pfev.
Corr>any Month
Westinghouse .............NY iSYz

(Coral Ridge Prop.)
Weyerhaeuser - NY 4™
(Weyer Real Est. Co.)
Whittaker (Vector Co™) NY 5

Wictes Co”. NY 12% + Vi
SUPPLIERS

Armstrong Cork NY 20% - 3%
Automated BWg. Com. .AM 3% H
Bird i Son-h OT 44% + %
Black & Decker NY 21% - 24
Carrie' Corp. NY 0
Certain-teed 21% [?
Crane 64v4 _ 1
Dexter 18% 4
Dover Corp. 62 * 3
Emerson Electric .... NY 38% 4 1%
Emhei Corp. NY  26% 0
Fodders -NY 7% - }éu
Flintkote . NY  19% -
GAF Corp........ NY 15% %
General Electric ... . NY 53

Goodnch NY  26%

Hercules NY 31% &P/
Hobart Manufacturing NY 26% Q
W. Harvester . NY 25% %
Johns-Manville . NY 28% - 3A
Kaiser Aluminum NY  32% 4+ %
Keene Corp. . %
Leigh Products %
Masco Corp. 0
Maswxte Corp. NY 37% i 1‘7//9
Maytag -NY 36% - 174
Natiorid Gypsum —........ NY  15% %
Noms Industries ..NY 38%

Overhead Door . NY 9% %
Owens Coming Fibrgl. ~ NY 561/ + 1'%
PoHatiSi Corp. .. ... NY 58%

PPG Industries - NY  51% 0,
Reynolds Metals NY 37/t * 243
Rohm & Hass .. NY 67v4 + 5%
flonson—d. .. - 4% %
Roper Cop. e NY 18% 4 %
St. Regis Paper . NY 42v4 _ 2
Scovl MIg.....covunene NY 17v4 %
Sherwin Williams ... NY  34% _ 2%
Ska Corp.......c.... NY 10%

Slater Electnc 6% %
Stanley Works.........c......NY 31% 1+ 1%
Tappan ... NY 9% %
Thomas Industries NY 11 _ 19]
Triangle Pacific . . . NY 10% £
US- Gypsum LNY O 23% W
U.S. Steel . . NY 81% 2
WA lace Murray NY 18% %
Jim WA, NY O 39% 3%
Whirlpool Corp. NY  29%

AM-<tosing price American Stock _Exchange.
NY—New Ycnk Stock Exchange. OT-over-ti®

counter bid price. PC—Pacific Exchange. PH—
PNladelphia Stock Exchange. TR—Toronto Stock
Exchange, a—steck newly added to table, d—not
traded on date quoted b—adjusted for 4 lor 3 stock
split, h—adjusted for 2 for 1 slock split. =-Ccm*
puted in HOUSE & HOME'S 25-stock value index.
Sourw: Standard & Poor's. New York City.

Banks get a bit back
from Stirling Homex

Nine creditor banks have agree
to settle for a quick $7 millio
from the

bankrupt Stirlin

Homex Corp. and take the
chances on the rest of the $3
miillion that the modular-houj
mg manufacturer owed thei
when it went into Chapter 10 i
1972.

INn exchange the banks, led b
Chemical of New York, give u
their claims to preferred creditc
status and getin line with othe
unsecured creditors.

The Stirling trustee, Frank C
Raichle, who negotiated th
deal, figures Stirling has aboi
$12.5 miillion in liquid asset:

and may generate another $4.

miillion.

Claims against the Rocheste
N.Y. outfit total $50 million.
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MBPpC

MOW/r WORKS;

embedded in the vinyl, which is then heat-cured.

The result is a permanent, water proof seal over the
jute, around the fiber. (The little diagram shows a cross
section.) No dirt or stains can penetrate to the jute backin

Norwilldirtorstainsshowin thefiber. Because Enkalu

The Kemos Fusion Bonding System produces carpeting hides surface dirt, with a unique multilobal construction,
with special abil ities. To stand up to wear and tear. And to which reflects light and keeps the carpet looking clean.
resist stains. These remarkable abil ities are due to the What keeps the carpet going strong, under all kinds ¢
remarkable fiber the carpeting is made with; Enkalure”!!, soil-  Wear and tear, is the fact that fusion bonding places oil of
hiding nylon by Enka. the fiber on the surface.

And they're also due to the Kemos process. In which jute Place Kemos Fusion Bonded Carpet of Enkalure 11 on *

backing is coated with liquid polyvinyl chloride. And fiber is client's floor. It will stay therea long, long time.

HERE
ITISAT WORK:

Clockwise from top left.
The Chalon Restaurant in Pasadena, California.
Co-ordinated Resources, Inc., in the new design center in Los Angeles, Califc
The locker room of the Fairwood Country Club in Renton, Washington.
The Crescent Market in Oklahoma City, Oklahoma.
The Journey's End in Atlanta, Georgia.

The Kemos Fusion Bonded Carpet
It wears like nobody's business betause 98% of the fiber is surface p
It hides dirt because 100% of the pile is Enkalure 11 soihhiding nyloi

fmkaujrei';areg tm for nylon fiber manufacturedbv American enka CO. enka nc a part of/*~ZonQ inc

enkalure ins licensed for use in carpetthat meets enka$S specifiCATIONS AND IS TESTED AND CERTIFIED BY NATIONWIDE CONSUMER TESTING INSTITUTE






BffORC YOU SPECIFY, MAKE SURE YOU
SB MEMOS"FUSION BONDED CARPET OF

ENKAUIREENYLOIUTNIDESDIRI

These distributors are ready to provide you with samples and iomplete sperifkatia

ARLEY WHOLESALE, INC. W.G. McCMAHONLTD. . _

P.O. Box 386, North-South Rd., Scronton, Pa. 18501 1551 Church Ave,, P. 0. Box 639, Winnipeg, Manitoba, R3C 2K6
Regina Branch, 310 6th Ave. E., Regina, Saskatchewan

CARSON PIRIE scon & CO. Sa”otoon Branch, 2612 Jasper Ave., Saskatoon, Saskatchewan

13127 Merchondise Mart, Chicogo, I1l. 60654 Calgary Branch, 3202 9th St., S. E., Calgary, Alberta

Chicago Dist. Warehouse, 6000 West 73rd St., Chicago, 1. 60638 Edmonton Bronch, 14625 122nd Ave., Edmonton, Alberta

Indianapolis-Ft. Wayne Dist., 1327 N. Harding St., Indianapolis, Ind. 46207 Vancouver Bronch. 2750 Gilmore Ave., Burnaby, British Columbia

319 E. Brockenridge St., P.O. Box 756, R. Woyne, Ind. 46801 Victoria Sales Office, 734 Aldebury St., Victoria, British Columbia

Cleveland Dist., 6415 Granger Rd., Cleveland, Ohio 44131 Thunder Bay Bronch, 1141 Roland St., Thunder Bay, Ontorio

Minneapolis Dist., 150 West 81st St., Bloomington, Minn. 55420 Toronto Bronch, 3350 Airway Dr., Malton, Ontorio

P.O. BO_X 11_150, Minneapolis, Minn. 554_40 Montreal Bronch, 375 Deslaurier St., St. Lourent, Quebec

St. Louis Dist., 4500 Swan Jbre., St. Louis, Mo. 63110 Dartmouth Branch, 9 Pettipas Dr., Dartmouth, Nova ScoHo

Milwaukee Dist., 2501 W. Hampton Ave., Milwaukee, Wis. 53209

Cincinnoti-Columbus Dist., 950 Loidlaw Ave., Cincinnoti, Ohio 45237 NORTH BROS. lock hoeni .

999 Goodole Ave.. Columbus, Ohio 43212 P. 0. Box 6515,2300 N. Block Canyon Hwy., Phoenix. Ariz. 85005

Pittsburgh, Dist.. 2150 Nobelstown Rd., Pittsburgh, Po. 15205 SOUND nOOR COVERINGS. INC.

Jersey Dist., 98A Main Ave., EImwood Park, NJ. 07047 P. 0. Box 736,720 Lind Ave., SW. Renton, Wosh. 98055

Miomi Dist., 5371 N. W. 161st St., Hialeah, Ra. 33014 P. 0. Box 10365,3601 NW Yeon, Portlond, Oreg. 97210

WATS Wash.: 800-562-8210
WATS Oreg., Id., Mont.: 8004264960

UNICO CARPET CO.
1402 Hi Line Dr.. Dollos. Tex. 75207

Enkah/nEsoil-hiding nylon by EHK\
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THE BLUE BOOK OF MAJOR HOMEBUILDERS®

ANNOUNCES

An all-new Housing Industry Research Report

THE RED BOOK OF HOUSING MANUFACTURERS®

A major research report
on industrialized housing
based upon hundreds

of detailed

individual reports

I NEW APPROACH

me RED BOOK identifies FIVE different types
I housing producers

—Pre-fab Home Manufacturers
—NModular Home Manufacturers
—NMobile Home Manufacturers
—NManufacturers of Building
Components and Systems
—Production Home Builders
who produce industrialized
building components for their

own use.

'RTS OUT THE CONFUSION . . .
ich has plagued marketers and researchers as they try to assess
(trends in industrialized housing.

‘T THE FACTS YOU NEED . . .
service this big. complex and HIDDEN segment of the housing
Justry.

,e RED BOOK details WHO they are WHERE they are . . .

/HAT they produce , ., HOW they sell .. . and WHERE they
hip . .. The information includes details on single family units,
Ywnhouses. multifamily units, mobile homes, and commercial/in-
ustrial buildings.

)ata is given for all of the important markets across the country.

IRCLE 39 ON READER SERVICE CARD

R Associates, Inc.
p ETON WAY « CROFTON,MD. 21114

ORDER FORM

Over 250 Pages
Size; 8V*"x 11"

Tax-Deductible

The Industrialized Housing Industry is big, complex, and hidden. It
is hidden among thousands of firms, big and small. These com-
panies. spread all over the country, produce a wide variety of hous-
ing products, Some—Ilike those who produce mobile homes or pre-
fab houses are easily identified. Others like homebuilders who
manufacture their own components, require a marketer of building
products to be constantly looking for new information. Industrial-
ized housing is too big and too complex to be surveyed with a
quick glance. THE RED BOOK OF HOUSING MANUFACTURERS
has been designed to provide you with the detailed marketing re-
search data you need. It will uncover the ““hidden’ aspects of In-
dustrialized housing for you.

HERE IN ONE BIG PACKAGE IS THE MARKETING INTELLIGENCE
YOU NEED TO MAKE THE MOST OF THE EXPECTED UP-TREND
IN HOUSING ... It will help you recover lost ground in the months
ahead.

In your hands the RED BOOK becomes a useful tool for prospect-
ing, selling sampling, mailing, marketing, merchandising, research-
ing and analyzing your position in this big segment of the housing
industry.

These are just a few of the many profitable ways you can use the
RED BOOK. In fact, just one good contact, can easily repay your
investment.

TO BE RELEASED
JULY,1976

Phone:(301)261-6363

A tax-deductible business expense

L/irCft SHIP 1976
rno. RED BOOK

losed is my check (or money order) NAME.-
$__ payable to CMR Associates,

Book(s) to be shipped prepaid with

antee of full satisfaction or 15-day TITLE-
refund privilege on return of RED
PK.

FIRM
Payment enclosed to save
postage & shipping charge
ADDRESS.
| Bill me$94.50 ciry
RED BOOK PRICE
STATE-

Please Check One;
1 Builder
O Manufacturer

7 Ad Agency/Consultant

O Finance

O Library

O Bid Matrls Sales/
Distributors

O Architects
O Subcontractor
I Realty
O Ind/Commercial
n Government
3 Other

HH-6/76



Free Cost cutter

Plywood Cost Cutters for
ACommerctat Con

Plywood Cost Cutters for
Commercial Construction.
Sixteen specific ways to cut the
fat out ofbuilding. Bonded
roofs, pre-framed walls,
acoustical floors. And other
plywood money-saving tactics
for 1976.

(Circle Service No. 485)

PLYWOOD FOR ODORS

Plywood for Floors. All the
floor systems in one place.
New span tables for glued
floors. New ideas like plywood
and foam. New information on
heavy-duty floors. New
specifications.

(Circle Service No. 489)

Softwood Plywood for Interiors.
Thirty-eight full-color ways to
use textured plywood inside.
Grooved plywood that looks
better than boards. A Medium
Density Overlay Plywood
wall. A rough-sawn Textured

1-11 bathroom.
(Circle Service No. 493)

ttw AMWutiw Vtood FbuneiBbon System.

Here’s the All-Weather Wood
Foundation System. Build
seven times faster than
concrete block and $300
cheaper. Inrain, snow or

sunshine. The responses are
pouring in. ““l installed it in 1Vi

hours.” “Noleaks.”
(Circle Service No. 486)

PLYWOOD SHEATHNG
FOR WALLS AND ROOFS

Plywood Sheathing for Walls
and Roofs. Use H-inch
plywood instead of 14-inch for
roofs. That’s the kind of cost
cutter youTl find in this 12-page
booklet on roof decking, pre-
framed roof panels, diaphragm

construction and more.
(Circle Service No. 490)

Plywood Construction and
Noise Control. The basic facts
and solutions on noise. Sound
transmission levels. Acoustical
lab testing. Ratings for floors
and walls. Field tests. The

works.
(Circle Service No. 494)

GLUED FLOOR
SYSTE

APA Glued Floor System. How
it works. How it saves on
call-backs. How it adds
stiffness. How the new span
tables make it more efficient.
One builder saves $10,000 a
year in no call-backs.

(Circle Service No 487)

Joint Details for Exterior
Plywood Wall Systems. A
poster that shows 39 details on
how to handle plywoodjoints.
Window treatment. Comer.
Vertical. Horizontal. All using

conventional materials.
(Circle Service No 491)

Mod 24 Building Guide. Tells
how to use plywood over
lumber framing, spaced on a
24-inch module, and save $200
ahouse. Less labor. Less
materials. Less money. And
plenty of proof.

(Circle Service No. 495)

Plywood Commercial/Industru
Construction Guide. The big
volume for plywood systems.
Fifty-five pages on plywood
roofs, walls, floors, fire-
resistant construction and
finishing. Also up-to-date
specifications guide.

(Circle Service No. 488)

PLYWDODSDNC

Plywood Siding. A full-color.
16-page book on mostly
multifamily and commercial !
siding examples. Also color
closeups of different plywood
features. And a good section
on finishing.

(Circle Service No. 492)

Construction for Fire
Protection. A 32-page guide to
wood/plywood systems that
meet code and insurance
requirements. Explains the
code picture in a nutshell. Ant
insurance ratings. Loaded wit

benefits.
(Circle Service No. 496)
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Why try to sell
awhole house
with halfakitchen?

A model home kitchen is usually the place where
salesmen have to do the most selling. Simply be-
cause. to most people, it's still the important room.
And if you're showing customers empty spaces where
they expect to see sparkling new appliances, you
could be making that sale a lot tougher. And that's
expensive.

Hotpoint. Your single, dependable source.

Hotpoint is a single source supplier in every sense
of the word. We make a full line of quality appliances
and back them with nationwide service. Our appli-
ances are built with the kind of convenience features
today's buyers want—and are willing to pay for. And
Hotpoint is a nationally advertised name. A name
that can act like an extra salesman for you.

Quality appliances up and down the line.

Take Hotpoint ranges for instance. We make a
whole range of them — free-standing, drop-ins and
hi-low models, plus surface sections and single and
double wall ovens in 24- and 27-inch styles. And you

TUNE 1976

have a choice of conventional, continuous-cleaning
or self-cleaning ovens. For the customer who wants
the most modern way to cook, we also have a line
of countertop microwave ovens that you can easily
build into your kitchens.

Our refrigerators come in sizes and styles to fit any
size family. Single door, top mount and side-by-side
models—in capacities from 9.5 cu. ft. all the way up
to a deluxe 24 cu. ft. food center with exterior Water'n
Ice Service. Most Hotpoint models are no-frost, and
have Power Saver switches.

Hotpoint dishwashers let you offer customers a lot
of convenience. Quietly. That's because they're all
sound insulated for Whisper-

Clean”™ operation. And
there are plenty of other
features buyers will ap-
preciate. too. Like Power
Saver and Short Wash
cycles on many models.



A fully-equipped
Hotpoint kitchen can make
thejob alot easier.

And Dish & Potwasher cycles on two models as well.

No kitchen s fully equipped without a Hotpoint Trash
Compactor and food waste disposer. Our trash com-
pactor handles the average weekly trash of a family of
four in one neat carry-out bag. Our sound insulated
Disposall food waste disposers grind up most scraps,
and have stainless steel blades that resist corrosion.
Service Contracts: an added selling tool.

A Hotpoint Service Contract covering all the ap-
pliances in your kitchens is
the ideal sales closer. It tells
. buyersyou put their long-term

*pLXil " satisfaction above immediate
profit. And any service contract
you buy begins after the
Hotpoint warranty expires.

Service. A selling point, not a sore point.

It's called Customer Care service—a network of
factoiv service centers in over 350 cities plus over
5.000 franchised service people across the country

Ofrrf
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This helps build buyer confidence and takes service
problems off your shoulders.

If you'd like to know more about all the benefits of
dealing with a single source supplier, including our
kitchen/laundry design service, get in touch with
your Hotpoint builder representative. He'll be glad to
make your job a lot easier.

We hustle for your business. And it shows

A Quality Product of General Electric Company

H&H 1uNe 1976 43



NEWS/MARKETING

Troubled condo lenders and owners try a new remedy: group therapy

Two dozen northern California
lenders and owners sat down to-
gether recently to massage their
mutual problems.

They were joined, in a motel
near Oakland, by the rest of the
condo scene's cast of characters:
builders, city and state officials,
title companies, attorneys, engi-
neers, accountants and condo-
management companies—70
persons in all.

The subject: Who's to blame
for all the problems condomin-
iums have gotten themselves
into and what can we do about
them?

Problem list. Instead of mak-
ing speeches all day, the assem-
blage sat at roundtables and
tried to solve real-life problems
plaguing condo projects.

They were classic problems;
construction failures, sales-
men's misrepresentations, de-
linquent owners, fuzzy legal
documentation, low-balled
management fees, misuse of rec-
reational facilities, lack of
lender and developer concern
and owner confusion.

44 H&H tune 1976

One problem was so current
that it erupted the very next day
in an owners' association law-
suit and a cease-and-desist order
from the California Department
of Real Estate.

Long-range approach. Finding
solutions to specific problems
was not the main reason for the
gathering.

The purpose was to lay the
groundwork for continuing
cross-fertilization and feedback
of ideas between all the factions
of the troubled condominium
industry.

"We're all in this together,"
said owner A. E. Wilson to the
lenders and builders. "Let's stop
our adversary relationship. We
owners need your help. You
seem to have forgotten that
we're your customers, and we
buy new homes every five or six
years. You can't abandon us."

Wilson spoke for the Execu-
tive Council of Homeowners,
representing more than 150
West Coast homeowner associa-
tions with 75,000 residents as
members.

Lenders' view. Thomas Cal-
linan, vice president for United
California Mortgage Co., agreed
with Wilson; "I've written $70
million worth of condo loans
and I've got $20 million of them
back on my desk. I'm looking for
ways to protect my investment
in those foreclosed projects."

An Oakland bank, also with
several condo foreclosures, sent
three representatives to the ses-
sion.

One solution the lenders ex-
plored: calling in professional
condo-management companies,
an obvious step that several had
not yet taken.

The gathering was organized
by a group of HBAs united as the
Associated Building Industry of
Northern California. The meet-
ing chairman, Joe Stevenson,
who is special projects manager
for Title Insurance &. Trust Co.,
said condo owners comprised
only 10% of the attendance.

"But this is the first time
we've invited them,"” he ex-
plained. "Next time we're
shooting for 50%. We need the

owner's point of view."

Widespread technique. Sta
inga dialogue among condomi
ium's five factions—develope
homeownersS; lenders, managt
and government officials-
not a new idea.

The national Condominiu
Associations Institute (CAl|,
most two years old, attempt
to do that at its first aimual co
vention in New Orleans h
year. However, instead of pi
ting together members of all fi
factions in single-purpose d
cussions, separate semim
were held for each. "They nev
got a chance to talk to ea
other,” says a participant, R
Resler, president of Commimi
Management Associates, Oa
land.

But CAl's executive vice pr(
ident, James Dowden, attend
the California gathering, and
all likelihood the idea of con<
group-therapy sessions will |
finding its way to lendei
owners and builders elsewhe
in the country.

—H. C.

Will changing interest rates affect
your business strategy this year?

Hedge that risk with GNMA futures.

New business problems call for new business tools.
And when the problem is volatile interest rates, the
tool is GNMA futures contracts. They provide an
opportunity to hedge against the kinds of long-term
interest rate change that can hurt your operation
severely.

Talk with your broker, or write for our free 57-page
booklet. “Hedging in GNMA Mortgage Interest Rate
Futures.” You'll find there’s a reason we're the largest
futures market in the world—and a constructive,
growing force in the world of finance.

Chicago Board of Trade

Dept, GNMA. LaSalle at Jackson. Chicago, IL 60604
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Gentlemen: Sounds good. Tell me all there is to know
about the fast-selMng Spacemaker Series of Homes.

ds the parade

ADDRESS.
CITY. .STATE.

PHONE. | have. developed lots available.

It's the nationally advertised, best-selling Home Series

that’ll help put you in front of competition!

Millions of home-buying prospects read about Spacemaker Series in January’s BH&G Building
Ideas. Millions more have seen the Spacemaker story again in the April issue, and in BH&G
Furnishing & Decorating Ideas. April issue.

Spacemaker Series is already a resounding success in markets across America. And the
figures get better every month. The Spacemaker Expandable Home isn't just one design-it's
a design series, available in the architectural styles that are proven best for your market. If you're
not a National Homes builder, you've never had a better time or reason to become one.

Mail the coupon for the impressive facts and figures on Spacemaker Series. Setting the pace
for sales, backed by dramatic, multi-page national advertising. Mail coupon, or call (317)447-3232.
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"Now isthe best time in 200years
for you tobuyanew home.”
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We're telling it nationally . ..

u "In a brand-new series of consumer ads. our
OW Chairman of the Board, William M. Morth, is
- emphasizing the many good reasons for buying
a new home. Right now! These are messages
e eS I I I l e that need to be heard if the up-turn in housing
- is to gain solid momentum.
"Potential new home buyers will read these
I n 2 O O e a rS straightforward, factual, yet inspiring ads, in
Better Homes and Gardens. Time, [Newsweek,
Money, Sports Illustrated. Apartment Living,

fo r O u to b u Sunset and Southern Living.
"Each advertisement shows reasons why
a new h ome 99 qous s ndeed fhe best ime 1 200 years g buy.
one of the best ways for the average family to

protect itself against the ravages of inflation.
Because builders today are using new products,
new concepts and new techniques to build better
homes than ever. Because banks and other lending
institutions have become more cooperative.
Because the Federal government wants to help
prospective homeowners. Because a home is a
solid investment for tax purposes, with valuable
deductions for taxes and interest.

"Mational Gypsum Company has a life-long
commitment to home building. We believe that
companies such as ours must share the respon-
sibility of encouraging growth and progress within
the total building industry. We want builders and
dealers to prosper so that we may prosper.

It's that simple.”
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You can tell it locally | .

“We are anxious to help builders and dealers
take maximum advantage of our new national
advertising program. To do this, we have developed
a package of materials for local advertising and
promotional uses. Any builder or dealer is welcome
to use elements of this national program in his
own sales communications program.

“An important part of our national program
is a new guide to home ownership entitled, ‘The
Realities of Buying a Home/ Filled with easy-to-
understand facts and figures, this valuable
guidebook is designed to turn lookers into
buyers. It will be offered in all of our ads for
$1.00 per copy. However, builders and dealers
may order this book, imprinted, at special volume
prices.

m

- UKW
realitiesi™™

A->4 -
2, gfHwmg,

ahome ~
A
I I lI

grto-*nu*» t

diSii

“Write to me on your letterhead requesting
a free copy of The Realities of Buying a Home.
I'll arrange to have a representative from one of
our divisions deliver it and show you the other
tie-in materials you can use locally. The economy
is right. The time is right. Let's go!”

John P. Hayes, President
national Gypsum Company

Department HH-66C Buffalo, Mew York 14225 A

IWIONAL GYI>SUM COMMNY

American Clean Tile: Nation's largest producer of glazed tile, ceramic mosaics and quarry tile. I Binning'’s
Building Products: Wide variety of fabricated aluminum and glass building products. (1 Binswanger Glass:

Largest independent distributor and installer of construction glass. O DMH Company: A leader in manu-
factured housing and specialty units. 1 Gold Bond Building Products: Highly diversified manufacturer of

more than 300 wall and ceiling products. [0 Huron Cement/Allentown Cement: A complete line of quality

Portland and masonry cements. 1 Multicolor Wallcoverings: A leader in printed and embossed vinyl wall-
coverings. [0 Thomas Strahan Company: Nationally known for wallpaper designs and coordinated fabrics.
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"My, whatquality components General Electric

puts in itsWeathertron heat pumps!"

"All the betterto PI',
heatyouwith”

Rowan and Martin tell

the GE Weathertron
storyon TV.

48 H&H TUNE 1976

Rowan and Martin have a great line in GE
V\feathertron" heat pumps.

GE Heat Pumps feature the Climatuff™ com-
pressor with its outstanding record of dependa-
bility in over a million and a half installations.

Spine Fin™ condenser coils that eliminate many
brazed joints where leaks can occur: and GE's
National Service Contract.

These Heat Pumps can lower your customers'

GENERAL »»

heating bill 30% to 60%, compared to ordinary
electric heating, depending on geographic loca-
tion. And customers will be free from worry over
shortage of home heating oil or natural gas.

For more information, contact your nearest
GECentral Air Conditioning Zoneor Independent
Distributor He's in the Yellow Pages.

The General ElectricWeathertron *.
Americas#1 Selling Heat Pump.

ELECTRIC

CIRCLE 48 ON READER SERVICE CARD



AHouse&HoOMe workshop

FACE-TO-FACE
SELLING

Los Angeles, July 12-13
Toronto, August 23-24
Dallas, September 13-14



A House&Home Workshop: 2 Dal

FACE-TO-FACI

* Basic selling techniques
* Creative Selling concepts
Two days of study . OP€clal selling situations
and practicein  Effective sales environments
* Sales and marketing strategy
* Successful sales management

> Salesmen and Sales managers
I  program : Marketing d!rectors
designed for - Realtors selling new homes
* And anyone else directly or
Indirectly responsible for housing Sc

The new-home salesman’s job
has never been tougher—or
more important—than it is today.

He has to sell a much
higher-priced product.

He has to sell against
higher mortgage rates.

He has to sell to a much
more dollar-conscious buyer.

So he needs all the help he can get
in sharpening his face-to-face
selling skills.

And he needs to be backed by a marketing
and sales team that itself understands
how to create a successful sales program.

That's just the kind of help
this House & Home workshop

50 HMI sone 1976 Is designed to give you.



Study and Practice in

ELLING

becifically, you'll learn. . .

w to sharpen basic selling techniques:

i-*-lifying prospects

olving prospects in specific properties
>'Ating a sense of urgency

r-~Ming questions and objections

king the close

tvicing after the sale

w to handle special selling situations;

ling condominiums
| vling conversion sales
. ng resort housing
Aing custom homes
i dling lot sales
ng on scattered lots
Ng pre-cut and packaged homes

N to create effective sales environments:

signing sales offices that

klesmen can sell in

->igning sales displays

“anting model displays

»r.ging inventory

~eloping off-site sales environments

V to establish sales and marketing strategy:
I

filing and targeting the market

iF.ing the project to meet

- citic sales objectives

Iding and maintaining the

*iht sales tempo

ablishing a sense of community

Mting referral sales

Iv to manage the sales team:

'Cting and training salesmen
mivating the sales team
irdinating in-house salesmen
id outside brokers

-litoring the sales operation

|v to work with creative selling concepts;

V ways to mine for prospects
-g unusual financing
chnigues to close the sale
ling more prospects from the
-mde-up market

ring more prospects from the
ansferee market

ing to the apartment dweller

And you'll learn from America’s foremost
real-estate sales consultant.

He is Dave Stone, and his face-to-face selling
expertise comes right from the firing line. He began
his career in housing as a builder and a salesman;
he became General Manager of Stone & Schulte, a
realty firm that represented many of the most
successful homebuilders in the San Francisco area;
and he is currently head of The Stone Institute, a
market consulting firm with builder and realty
clients in all parts of the country.

Over the past decade, Dave Stone has become
widely known as homebuilding'’s leading instructor
in sales and sales training. He has lectured to more
than 100,0CX) salesmen, sales managers, realty
people and builders in all 50 states. He has been a
key member of the faculty of HOUSE & HOME'S
Marketing, Merchandising and Selling Seminar
which ran here and abroad for nearly two years.
And he is the author of nine books on real-estate
selling, including most recently the best-selling
“How to Sell New Homes and Condominiums,”
published by HOUSE & HOME press.

Working with Dave Stone in the program
will be one or more of these sales
and marketing executives:

Thomas G. Shafran

Vice President, Better Homes Realty Inc.

Larry Laukka
Vice President, Homes Division
Sussel Company

Robert Bruce

Director, Import Marketing Services and
Vice President, Crawford, Etter and Bruce. Inc.

Thompson-Brown Company Realtors

Seminar Director:
Maxwell G. Huntoon, Jr.
Managing Editor
House and Home



A Housc&Home Workshop: 2 Days of Study and Practice in

FACE-TO-FACE SELLING

Workshop Registration
To register, please complete and return

the coupon below to House & Home,
McGraw-Hill, Inc., 1221 Avenue of the
Americas, N.Y., N.Y. 10020. Or you may
register by calling (212) 997-6692.
Registration must be made in advance
of the workshops. All registration will be

confirmed by mail.

Workshop Fee

The full registration fee is payable in
advance and includes the cost of

all luncheons, workbooks, and
meeting materials—$325.

Special group rates available on request.

Workshop Hours
Registration starts at 8 a.m.
Sessions are 9 a.m. to 5 p.m.

Hotel Reservations
The hotels will hold limited blocks of

rooms for attendees. You can reserve
your room at the Marriott Hotels by
phoning (800) 228-9290, and at the
Hyatt Regency by phoning (1-800)

House&Home

McGraw-Hill, Inc. Name
1221 Avenue of the Americas

N.Y., N.Y. 10020 Title

Gentlemen: Company

Please register me in the Address

FACE-TO-FACE SELLING

workshop checked below. City

° Los Angeles, July 12-13, Phone
Marriott Hotel Signature

0O Toronto. August 23-24.
Hyatt Regency

o Dallas, September 13-14.
Marriott Inn

[0 Check payable to
House & Home enclosed
O Bill my company [ Bill me

State

261-7112 from Canada, and (1-800)
228-9000 from the U.S.

Please be sure to say that you are
attending the House & Home workshop.
This will identify your reservation

with the block of reserved rooms, and

assure You of the special workshop rate.

Cancellations, Refunds and Transfers
Registrations may be cancelled without
charge up to five working days before the
workshop 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
transferred with full credit to a later
workshop any time prior to the original
workshop date.

Tax Deduction of Expenses
An income tax deduction is allowed for

expense of education (includes registra-
tion fees, travel, meals, lodgings) under-
taken to maintain and improve professional
skill. See Treasury regulation 1.162-5
Coughlin vs. Commissioner 203F.2d 307.

Additional registrations
from my company:

Name
Title
Name

Zip Title

HH-6/76






WHAT'S SELLING

IN VIRGINIA BEACH, VA.
Duplexes with

single-family
privacy

The onlypartywalls in these du-
plexes are in the garages. And
that's the main reason why 105
units have been sold since last
September.

So reports George Ayers of
Professional Realty  Corp.,
which is selling the 142-unit
project, called Quail Run, for R.
G. and Donald Moore, a father-
and-son building team.

"Our market survey showed
that people buyingin the Quail
Run price range ($31,990 to
$42,900) don't want living areas
attached," says Ayers.

"Most of them are young first-
time buyers. And as apartment
tenants, they've learned all they
want to know about noise pass-
ing through party walls."”

There are five models at Quail
Run. Almost any pairing is pos-
sible if ordered before footings
are dug. The one exception: Two
of the largest model, the 1,993-
sq.-ft. Glenwood, won't fit on
a 10,000-sqg.-ft. duplex lot.

Three of the five models ac-
count for more than 80% of
sales.

The three-bedroom Brent-
wood, a 1,716-sq.-ft. two-story
priced at $38,600, holds a slight
sales edge over the Cedarwood
and the Ashwood, which are
running neck and neck.

The three-bedroom Cedar-
wood, a 1,451-sq.-ft. ranch for
$36,950, was a slow mover at
first. But its sales rate spurted
after the Moores sank the living
room floor and added a cathedral
ceiling.

The two-bedroom Ashwood, a
1,142-sq.-ft. ranch at $31,990, is
the fallback model for buyers
whose incomes don't qualify
them for the Brentwood and Ce-
darwood.

Also rans are a three-bedroom
two-story at $37,600 and the
four-bedroom Glenwood at
$42,900. Says Ayers; "We ex-
pected slower sales of the four-
bedroom house because few
people plan to have large fami-
lies today."

When Quail Run is built out.
the Moores plan to open a simi-
lar duplex development on adja-
cent land. To give it a separate
identity, it will have different
elevations. —MJ.R.
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Nord s Granada wide stile carved entry door

Nord quality saves us
on-site labor
as well as call-backs”

Edward L. Bolding
Bolding Construction Company. Inc.
Tampa. Florida

Ed Bolding began his 30-year career in the construction business as a carpenter. So he
knows the importance of Nord's labor-saving features. "We use Nord doors because they're true

and plumb, and install fast.”
Nord doors are made from selected Western woods that are carefully dried in Nord's own
kilns. Nord makes sure every board foot has the correct
moisture content for precision manufacturing. “One of
the great problems in Florida is the swelling of doors.
Nord doors don'twarp ortwist. We have few call-backs."
Then, there's Nord craftsmanship. Deep carvings.
Rich designs, fine detail. Joints that are tight and exact.
“Nord quality is second to none," says Ed Bolding.

For more information, write "doors" on your letterhead
and mail itto E.A. Nord Company, Everett. WA 98206.

CIRCLE 72 ON READER SERVICE CARD
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Master of one.

Buying cabinets from anybody
who builds them as a sideline or
from a Mom-and-Pop operation,
is a great way to get yourself into
a fix. Too often, they simply can't
live up to their commitments.

Because they're simply not com-
mitted to building just cabinets the
the way we are. As a business. Our main business.
At Triangle Pacific we are committed to cabinets—
all types, all customers, all markets.

So we have to do a better job.

And we do. We offer more cabinets in more
styles and at more prices than anybody else in the
business.

All by itself, our popular-priced Triangle Pacific
line is the number one selling cabinet in the
country. Plus we offer the highest quality, most
complete custom cabinet line in the business,
Mutschler. Add to this our new Del Mar line, which
completes the gap, and we sell more than twice

the number of kitchen cabinets as
our nearest competitor.

But we don't stop there. We also
offer the broadest line of bathroom
vanities for the do-it-yourself
market with the 18 styles featured
in our new Triangle Pacific
collection.

Like we said, we offer more cabinets. But to our
dealers and distributors we offer a lot more than
cabinets. We offer more sales tools and sales aids
than anybody else, as well as sophisticated
business management assistance in such vital
areas as inventory control and identifying new and
potential customers.

Because we can't make it unless you make it.

If you're interested in building your success
story right along side ours, contact Bob Meltzer or
Joe Nussbaum today. But don't ask us to sharpen
your mower. We’re not a jack of all trades.

Just the master of one.

triangle PaciFic

Cabinet Corp

The only name you need to know in cabinetry.

Triangle Pacific Cabinet Corporation 4255 LBJ Freeway Dallas, Texas 75234 « {214) 661-2800
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Masonite'siding-selling with it

The rich look and low installed cost of Masonite brand siding where else. And some would cost

ca make your homes easier to sell—and harder to compete t°_° much i_f you used the real

with. 1t gives your salesmen something to talk about—and your thing. But with all of them at your

customers something to think about—every step of the way disposal, you can capture pre-

from curbside to dosing. cisely the architectural effect
youVe after.

How putting up Masonite brand siding can help nail

down the sale. o _ _
Start with the kind of first impression that wins you a second

look. From the rough-sawn look of Woodsman to the warm.
Cape Cod feeling of Bayside—Masonite gives you



lot easier than selling against it

Masonite brand siding helps keep
our cost competitive, too. Take
le skip-troweled look of Stuc- J,
m)fo. It goes up quickand easy MK
-in 4' by 8" panels. And it ™9
'‘on't take a crew of spe-

iil installers.

Prefinished panels are
nother way to save you
me. And keep the weather from
I>setting your schedule. i

the way we make

iding helps you
bake the sale.

he dent-resistance of
asonite brand hard-
pard siding is tough
h compete with. Lad-
fcTs won't leave an im-
rvssion on a Masonite-
ded home. Nor will
ailstones. Unlike metal
siding. Masonite
brand siding
doesn’t have

Sfurrnto®

CIRCLE 59 ON READER SERVICE CARD

to be grounded. And it won't interfere with TV reception.
Selling an energy-efficient home? Like wood, Masonite brand
hardboard is a good thermal insulator. It adds to the insulation
of your walls to help with climate control winter and
Masonite brand siding provides a sound barrier tha%’grvvrg%
talking about. It locks out the rattle of a driving rain. And it
won't creak or crackle with temperature changes.

Beauty that lasts can make a home a bettei investment.
And Masonite brand siding is tough enough to keep its good
looksthrough all kinds ofweather. There's

no grain that can “check.” No knots

that can bleed. No metal to cor-

rode. And no cold-weather brit-

tleness to beware of.

Cover your homes with

selling advantages. 4 i

Cover your homes with Masonite brand siding. Mo#e and re

builders do. Because selling a home with Masonite brand siding

is a lot easier than selling against one.

Get the whole story on our hard-selling sidings from your

Masonite distributor. Or write us direct. Write: Exterior Siding
Division, Department HH-6
Masonite Corporation, 29
North Wacker Drive, Chicago,
Illinois 60606.

When you ask for
Maﬁonlte siding, ,
make sure you ge
the Masonite brand. o

Masonite, Bayside. Colorlok and Stuccato are registered trademarks of Masonite Corporatton.
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The quiet salesman
that keepsonselling:

A Buiit-In Vacuum System. Of course!

So convenient so efficient...A vacuum system is
just the right added touch to help sell more and
more homes, condominiums, apartments and
commercial buildings. And, VACCJFLO®' can do it
best

The pioneer built-in, VACUFLO has the Good
Housekeeping Seal and over twenty years of built-in
cleaning innovation working for you and your cus-
tomers. It uses no bags or filters (quiet H-P Cyclonic
Separation was patented fifteen years ago and is still
the most efficient vacuum method available)... It
features durable, decorator-styled inlet valves made
of tough Lexan®* ... a more efficient 196" tube
system... and more, it's a selling feature that will
keep selling you and your homes for years.

Put your quiet salesman on the job now. Return
the coupon below. Or better yet, call us for proof.
H-P PRODUCTS, INC., Louisville, Ohio 44641.
Telephone (216) 875-5556.

I I I OIMAMTEE APPUCS ONLY
TO VACVFUT*GOMK)NINES

H-P PRODUCTS, INC., Louisville, Ohio 44641 " SNGF RTARE

NOT tNSTAIUTION

Tell me more about the Quiet Salesman... H-P VACUFLO* Built-In
Cleaning Systems!

NAME

TITLE
COMPANY.
TYPE OF CO
ADDRESS

CITY. STATE ZIP___

TELEPHONE

*Registered trademark of the G.E. Company
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PIGGYBACK TDVKHOUSe

A multifamily project that mixes
three unit types in each building

The types (plans above} are 1) a
conventional townhouse in
three different models, 2) a pig-
gybacked townhouse and 3) a
flat under the piggybacks, Since
mid-February, they've been
averaging nine sales a week at
The Yeonas Company's Ventura
Villas, a 14-acre project with 200
units in nine buildings. And
despite recent price boosts of
S1,000to $2,000 aunit, there are
now waiting lists for three of the
five models.

"Our buyers are looking for al-
ternatives to the row house and
condo apartment,” says Market-
ing Vice President Paul Yeonas.
"They want a product that's a
little different but still offers pri-
vacy, spaciousness and moder-
ate pnces. Ventura Villas
units range from 870 to 1,266 sq.
ft. and are now priced from $29,-
500 to $38,990.

The project was aimed at a
specific market: singles and
young marrieds from nearby
rental projects. So far, it is right
on target: 77% of buyers are
under 30, 83% are singles or
couples without children and
94% are first-home buyers.

The fastest seller is the largest

and most expensive model—
1,266-sq.-ft. conventional town
house (plan above} introducec
at $36,990 and now going foi
$38,990.

"This isanend unit, so we car
build only four per building, oi
a total of 36," says Paul Yeonas
"And we already have $1,000 de
posits from 30 buyers."

Strong sales are also reportec
for two other models: the 1,058
sq.'ft. piggyback townhouse
(plan above} originally priced at
$32,990 and now selling foi
$33,990 and a two-bedroom, 1,
022*sq.-ft. townhouse that has
been raised from $33,990 tc
$34,990.

Rounding out the line are the
1,137-sq.-ft. "railroad" flat (plai
above} Sind an 870-sq.-ft. town
house with a sleeping loft. The
flat has been raised $1,500 tc
$34,490, the townhouse $1,00(
to $29,500.

"Even though certain units dt
sell faster than others, that isn'i
aworry," says Yeonas, "because
we've sold out almost every unii
in the first three builchngs. No™
our big problem is that we're
selling faster than we can build

-M.J.R



There are products designed to wear out. And there are those
vhich endure. Kohler enameled cast iron sinks endure. Beautifully.

A Kohler enameled cast iron sink remains beautiful to look at.
There’s good reason. Cast iron sinks have a strength, depth
of color, vividness and lustre that other materials

ORI U M ON RtADFK SIKVtrtt ARO

cannot match. Cannot retain.

Kohler cast iron sinks resist chipping
and scratching. They will not dent.
Y'Since they’re solid and heavier than
steel, they dampen disposer vibration
and noise. And the enamel on a
Kohler sink is acid and stain

resistant. . . is five times thicker

than the enamel on a steel sink

V. (and colorless stainless steel sinks
don’t even have enamel).

Kohler cast iron sinks come in a choice
of 13 lovely kitchen colors, plus white,

Illu~rated: Trieste (43" x 22") in Antique
A Red,andLakefield(33"x22")

in Tiger Lily. Both have
optional cutting boards.
Urbanite (25" x 22") in
Sunflower. Trieste in
Fresh Green.
Brookfield (33" X

*22") in Avocado,

For more greot
kitchen ideas
write Box |Q,
KOHLER CO.,
KOHLER. WIS,
53044.

Kohler plumbing
products ore
available

m Canada.
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Tell your remodeling customers:

Gas appliances use less energy,
cost less to operate.

Huge remodeling/replacement market. 33 mil-
lion families heat with gas. 29 million families heat
water with gas. 32 million families cook with gas.
9 million families dry clothes with gas. A lot of
them will be remodeling this year and replacing
their gas equipment. Here are some facts you
should know about gas;

Gas is the efficient energy. People replacing
their old gas equipment with new gas equipment
don't add to the energy problem. Studies by the
U.S. Government’s Council on Environmental
Quality show that gas appliances use considerably
less of America’s energy resources than other com-
parable types of appliances. And they cost less
than half as much to operate.

Gas will keep coming. The Federal Power Com-
mission has specified that the natural gas indus-
try's first priority must be to keep on supplying
homes that now have gas. So your customers for
home additions and other remodeling can expect
to have continued gas service.

How to have satisfied clients. Recommend that
your customers stay with gas. They already know
about the convenience and dependability of natu-
ral gas. They'll thank you for pointing out its effi-
ciency and economy. Now more than ever, it pays
to stay with gas.

Use gas wisely. It’s clean energy A
for today and tomorrow. ACMAZEaon

CIRCLE 62 ON READER SERVICE CARD



Our wood wasn't born yesterday.

And that means we will be able to meet
your lumber needs tomorrow and tomorrow
and tomorrow.

Because we have owned and managed our
own forests and mills since the early 1900s,
we can assure our customers of a consistent
mix of quality-controlled products. And we
can provide these products fifty-two weeks
out of the year.

Specifically, Potlatch people at the Western
Division are specialists in the production
and delivery of Inland Red Cedar boards,
Idaho White Pine boards, dimension lumber,
split cedar fencing, Lock-Deck”™ (laminated
decking), particleboard and plywood-
including Plystran' plywood, the new
plywood with the oriented strand core.

Additionally, we offer time and quality-

proven lumber remanufacturing processes.
So if you've been looking for a full service
wood products supplier, contact your
Potlatch representative today.

Potlatch Corporation
Wood Products. Western Division
P.O. Box 5414, Spokane, WA 99205

(509)4554280
CIRCLE 63 ON READER SERVICE CARD
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IWo beautiful buih-in
self-cleaning ovens.

Full glass picture window
ovens with P-7- Self-Cleaning
Oven Systems. Upper one has an
automatic meat thermometer
and rotisserie with spit and rack.
Heavy insulation provides effl-
cierrcy and helps keep the
kitchen cool. A digital clock is in-

cluded inthe glass control panel.

You can then complete your
beautiful kitchen with one of our
Cook Top surface units and
custom hoods.

buni-in beauty
+  General Electric's ovens,
bmpactors and dbhwashers

help sell your homes.

C
. r

Buih-intrash
compactor saves

time and work.

With a GE Compactor and a
Disposair unit, there are no
messy trash cans to clean, and a
week’strash accumulation (for the
average family of 4) Is reduced
to one neat disposable bag.

la>*>

Buih-in dishwasher
washes pots and pans.

There are 3 GE sound insulated
Potscrubber' dishwashers with
Power Scrub' cycles in which jet
streams of hot water effectively
remove food soil such as ina
baked-in macaroni casserole.

And behind every GE product is
General Electric Customer Care’ ser-
vice which means we have Factory VR

Service Centers covering over 350

cities, plus more than 5.000 franchised  pR{ff¢®
servicers across the country. Most

are listed in the Yellow Pages.

GENERAIraELECTRIC

64 TUNE 1976 CIRCLE 64 ON READER SERVICE CARD



A House&Home seminar

ornwvwG
THE COST

OF THE
SINGU-FAMIiy

TORONTO, JULY 19-20
VANCOUVER, AUGUST 30-31
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How much you can save by building just the
right product for the right market

How much you can save with site planning
that minimizes development costs

How much can you save by designing your how
for maximum construction efficiency

How much you can save through tight control
of the total construction process

Single-family isn't just the
biggest housing market in
the country today; in many
areas it's virtually the only
market.

While condo and apartment
construction was all but stopped
by the slump, single-family has
kept right on moving. Best
estimates are that from 70%
to 80% of all units built in 1976
will be single-family houses.

So single-family is fast
becoming a brutally
competitive market.

There are only so many
buyers out there. And they're
being fought over not just by
long-established single-family
builders but also by condo and
apartment builders who are
switching to single-family
to stay alive.

Meanwhile, single-family
costs keep right on rising.

And every time they take
another jump, the market gets
smaller and the difficulties of
selling it get bigger.

So every penny you can cut
from your costs means a
bigger market, an easier-to-
sell market, and healthier
profits.

That's why you should
attend this seminar.
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You™Mll leorn ...

You'll get the answer to key
questions like these:

In market planning ¢ ».

For the low-priced market,
which features can be left out
without turning off the buyer

For the trade-up market,
what the buyer wants most. ..
space or amenities

For the luxury market, what
amenities really count as
luxuries and which ones merely
drive up the cost of the house

How you can sell a house
without a dining room... living
room... second bath ... garage

How to discover what extras
your particular market does—
and does not—want

In construction design

How much you can really
save by leaving out the basement

What can be done in
designing a house to offset the
spiraling costs of building
materials

Why trusses may not be as
economical as most people
think they are

How to "store" labor during
inclement weather

How your system can be
geared to getting houses built
in the shortest possible time
and thus save interest costs

In cost control _
How your building contl

can protect you from cost ova
How to tell whether the |
lowest bid is really a cost-cu
How to use purchase on
and accounting procedures
monitor and control your fie"

costs o
How to determine just w

your jobs stand at the end of
each day—and without a lot
paperwork

How to handle extras ar
change orders

What you can do to spei
the sales and closing proces;
and thus save yourself hund
of dollars per house
In site plonning and
development __,

How to evaluate a site 0]
basis of its real capacity, not
just its price

How to tell whether bypc
land is a bargain or a white
elephant

Why a cluster plan can |
as much as 25% to 30% in
development costs

How to eliminate curbs,
gutters, sidewalks and storm
drains

How to persuade the tov*
government to accept your
cost-saving techniques
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li'll work with these expertse..

ineth W. Agid is Direc-
f Residential Marketing
he Irvine Co. of Orange
ity, California. In this
icity he is responsible
marketing program
:h has produced annual
3 of more than 1,500
ranging in price from
)00 to $200,000 and
ed at better than $100
on. He is recognized
cularly as an innovator
1?7ating houses with
ig appeal to specific
nents of the market.
Agid was formerly an
lunt executive with
ord R. Goodkin Research
>, He is currently a vice
ident of the Orange
ity Chapter of the Build-
ndustry Association
s and Marketing Council.

John Rahenkamp is Presi-
dent of Rahenkamp, Sachs
Wells 6t Assoc., one of the
country's best-known plan-
ning firms in the areas of
lowering development costs
through the application of
sound ecological principles,
and dealing successfully with
municipalities in obtaining
the appropriate zoning. His
firm's clients include major
housing producers, and
several of their projects have
been featured in HOUSE &
HOME.

Mr. Rahenkamp, with his
partners, has also beena
columnist for HOUSE &
HOME for several years.

He is a member of both the
American Institute of Planners
and the American Society

of Landscape Architects.

James A. Downieisan
industrial engineer with
broad experience in resi-
dential house construction.
While with the Stanley
Works, he was a prime mover
inthe famed Project TAMAP
which pioneered in cutting
construction costs through
time and motion studies.
Mr. Downie also worked with
Bob Schmitt Homes and
Achenback Realty Corp. as
an industrial engineer, and
with General Electric Co.
as manager ofthat com-
pany's modular housing
manufacturing facility.

A native of Scotland,
Mr. Downie is a graduate
of the Royal College of
Science and Technology.

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

erontOrluly 19-20 Hyatt Regency Hotel

Liicoiiver, August 30-31 Bayshore Inn

Dan Keiserman is Presi-
dent of Horizon Notional
Corp. of Brea, Calif., a diversi-
fied development company
that in recent years has built
more than 2,000 single-family
houses in addition to apart-
mentand commercial
properties. Mr. Keiserman
was formerly the founder and
president of Heritage Con-
struction Corp., which was

at one time the seventh largest
single-family homebuilderin
the country. With operations
in as many asten different
locations at one time, he has
developed a construction
system based on standard
paperwork that provides both
initial and ongoing control,
and red-flags cost problems
within days rather than the
usual weeks or months.
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A House&HDme seminar

CUTTING TW COST

or THE

SmGU-HUIHIIY

Seminar Registration

To register, please complete
and return the coupon below to
House 6c Home, McGraw-Hill, Inc.
1221 Avenue of the Americas,
N.Y., N.Y. 10020. Or youmay
register by calling (212) 997-6692.
Registration must be made in
advance of the seminars. All
registrations will be confirmed
by mail.

Seminar Fee
The full registration fee is
payable in advance and includes
the cost of all luncheons, work-
books, and meeting materials.
$395.

Seminar Hours

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

House & Home

McGraw-Hill, Inc.

1221 Avenue of the Americas
N.Y.,N.Y. 10020

Gentlemen: Please register me in
the CUTTING THE COST OF THE
SINGLE-FAMILY HOUSE seminar
checked below.

O Toronto, July 19-20
Hyatt Regency

O Vancouver, August 30-31
Bayshore Inn

O Check payable to
House 6c Home enclosed

O Bill my company O Bill me

68 H&H june 1976

Hotel Reservations

While House & Home does not
make individual reservations for

seminar participants, we have
arranged with the hotels to hold
limited blocks of rooms for the
use of attendees. You can reserve
your room at the Hyatt Regency
by phoning (1-800) 261-7112 from
Canada and (1-800) 228-9000 from
the U.S,, or at the Bayshore Inn
by phoning (604) 682-3377 from
Canada, (800) 228-3000 from the
U.S., or through any Western
International hotel.

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

Name
Title
Company
Address
City State Zip
Phone

Signature

Cancellations, Refunds

and Transfers
Registrations may be can-

celled without charge up to fi*

working days before the semi
date. Registrations cancelled

later than this are subject to a
service charge. Substitutions !
attendees may be made at an
time. Registrations may be
transferred with full creditto ¢
later seminar any time prior t
the original seminar date.

Tax Deduction of Expens
An income tax deduction i
allowed for expense of educa
(includes registration fees, tra
meals, lodgings) undertaken
maintain and improve profes-
sional skill. See Treasury
regulation 1.162-5 Coughlin v
Commissioner 203F. 2d 307.

Additional registrations
from my company:

Name
Title
Name

Title
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WHDIYOU TURNTO BUUNNG BASKSY
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Temple plywood, for example, typifiesthe  |imjtations of this material. And weMI be
extra quality built into every Temple happy to put our expertise and facilities to
building product. Every panel of Temple work with you in producing panels to your
plywood ever made has been a Group | . specific requirements.

panel—made from Southern yellow pine, For more facts, see your Temple dealer,
with its extra strength and stiffness. or write for our colorful builcUng products
And ev”™ panel has been made with catalog.

exterior glue, to stand up better during

construction delays. TEM PLE
Because Temple pioneered in the

production of plywood from Southern yellow

pine, we know both the advantages and



"KitdienAid dishwashen are symbolic of
everything we’fe done to project acfuality imag”

Life at Cottonwood, just outside Nashville, Ten-
nessee, combines the charm and tradition 0f200-year-
3Id \I/_Vl_lllamsburg with every convenience of modem

ay living.

Developers Martin L. Zeitlin (pictured here) and
his partner, John Whalley, have spared no effort in
creating a Park-like settiilg, providing extraordinary
recreational facilities, and eliminating the unsightly
clutter of utility linesand TV antennas.

_Everything bespeaks quality including the
KitchenAid dishwashers installed in every Cotton-
wood home. “Prospective buyers are pleasantly ¢,

ﬁrised when they see KitchenAid dishwashers in oi
omes,” said Martin Zeitlin. “They seem to equat
m KitchenAid with being the best, and this in turnreiji
mm forces our image, and makes our homes easier to sell
_And no problems afterwards either. Mr. Zeitli

said, “I can't recall ever having a service call on any

the KitchenAid dishwashers in Cottonwood.”

—m- Doesn't the quality of KitchenAid make sens
H for the homes you're butlding? Call your KitchenAi
distributor today for his builder plan. Or writ
KitchenAid Division, Department 6DS-6, Hobali

Corporation, Tray, Ohio 45374. \/HOBARFf?

MHEEIIIEEMXiEaMV

People say it's the best.

Dishwashers + TVash Compactors + Disposers * Hot-water Dispenser CIRCLE 70 ON REAPER SERVICE CAR



11975, Jenn-Alir Electric Range sales
were 4°9% " ahead of the industry.

loesn’t that tell you something about
what women want in their kitchens?

oW you can give every new home you design the added flexi-
lity and selling features of this newest Jenn-Air Grill-Range.
Features like the revolutionary Jenn-Air Convection/Radiant
ven. Just by flicking a switch, our full-size conventional oven
id broiler becomes a Convection Oven that cooks food
e way Continental chefs do—in a whirling stream of
)wer driven air. It cooks food faster and at a lower
mperature than conventional ovens. And it’s got
1accelerated oven cleaning cycle.
Another big Jenn-Air feature is hoodless surface
mtilation. That means greater design flexibility for
)u and a cleaner, cooler kitchen for your customers.
And your prospective buyers get achoice of
nooth-top or conventional cooktop elements and
op-in, built-in and free standing units. Plus, any or
| offive cooktop convertible accessories. Grill,

griddle, rotisserie, deep-fryer, and shish-kebabber.

So why not throw a Jenn-Air open house? We’ll train
a host or hostess to demonstrate the Jenn-Air Grill-Range
to your weekend crowds. And if that sounds good, wait 'til
you hear the rest of our ““from the ground up” program.
It'll help you draw up houseplans that’ll make you sales.

For more information, send this coupon toJenn-Air Corporation,
3035 Shadeland. Indieinapolis. Indiana46226.

NAME

TITLE.
COMPANY NAME
ADDRESS

CITY — STATE. -ZIP, HONE

THE JENN-AIR GRILL-RANGE

BoB® A magnificentcookinginstrument

Full year, 1975.

CIRCLE 71 ON READER SERVICE CARD

Jenn-Air Corporation, 3035 Shadeland, Indianapolis, Indiana 46226

AVAIL\BLE IN DROP-IN, BUILT-IN, AND FREE STANDING UNITS.

H&H TUNE 1976 71
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: ;‘ ! I l If there's any one room in the

house that can turn your buyers on—or off—it's the
kitchen. A good kitchen can, in fact, clinch the sale.
Conversely, a bad one can lose it.

Here are 16 Kitchens that qualify as sales
clinchers. Each is in a fast-selling house, townhouse or
condominium apartment. Each is an important factor
in the sales success. And each shows you planning and
designideas that are eminently usable in a wide variety
of markets. For example:

You'll see quite a range in size—"from a big
country kitchen that works as a multipurpose room in
a small house to a compact kitchen that's tucked into
the comer of an apartment living room. You'll see a
choice of secondary eating places—everything from
snack bars to dining-area-size nooks. You'll see ample
storage—including closets that are reminiscent of old-
fashioned pantries. You'll see kitchens that suggest the
ease and pleasure of open-air dining. And, perhaps most
importantly, you'll see bright, cheerful spaces that in-

vite the prospect to stick around. —June R. Vollman

And on page 82: a survey of buyers' kitchen
preferences in a trend-setting market

PHOTOGRAPHY INC.
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Indoor*outduor kitchen, one of many of-
cred by Rutenberg Homes, is designed for
be Florida market. But it has many fea-
:ures an eating counter, a pass-through to
:hc patio (in this case, a lanai) and a pantry
:lo‘iet, for example—that are just as saleable
Il houses built elsewhere. Rutenberg
-lomes, the semi-custom division of U.S.
~ome Corp., sells through model centers lo-
:ated along the west coast of Florida. Base
“rices range from $30,000 to $100,000 but
vith options average out at $65,000 to $96,-
)00. Rutenberg has sold alx)ut 10,000
louses since 1953, says Marketing Manager
Dennis Eckel.
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Old-style
elbow room in
today's plan
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Easy access

to the outdoors
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There's an appeal to nostalgia
here—the generous space that
buyers remember in old homes,
But the space is organized along
modem lines with an open
counter/divider separating work
and eating areas.

The cooking/cleanup side is
big enough for several people to

This kitchen is linked to a rear
A pass-through bay win-

A feature that shows pros

pects how convenient outdoor
dining can be. Other easy-to-see
conveniences: informal dining
space, a large pantry and big

counters. o
The kitchen is in one model of

work in at onetime, and the eat-
ing area is ample enough to seat
a large family comfortably.

Two other important selling
points: large windows that let
light into every comer and a
pantry in the eating area.

The kitchen is in a $130,000,
three-bedroom house at Lyon

the Madrid de Espaha hne at
Mission Viejo, Calif. About 285
of this plan have been sold since
1971 (66 in the past year).
Present price: approximately
$75,000. Developer; Mission
Viejo Co. Designer: Red Moltz

Associates Inc., Irvine, Calif.

Interiors: Color Art Design.

Farm, a 191-unit developmeri
in Greenwich, Conn. All model
of this plan sold out in the firs
four sections to be built. Devei
oper: C.E.P. Associates. Arch:
tect: SMS architects, New Can
aan, Conn. Associate architect
Donald Sandy AlA/fames Bal
cock, San Francisco.
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A step
above the usual

Large families like this plan be-
cause of the uncommon way it
treats a common layout prob-
lem: how to define the spaces in
a wide-open kitchen/family
room. The solution; Instead of
using the traditional counter/di-
vider, raise the kitchen a step
above the family room.

There are two ancillary ad-

vantages with this kind of ar-
rangement. First, it creates an
informal eating spot in the
kitchen. Second, the kitchen be-
comes a strong buffer zone be-
tween the family and dining
rooms, allowing adults and chil’
dren to entertain simulta-
neously with a lot of privacy.
This kitchen is in a four-bed-

room house at North Hills
Tennis & Swim Club Homes,
Brea, Calif. The 70-unit develop-
ment opened last September,
and all houses with this plan
have been sold at a base price of
$73,000. Developer: The Bald-
win Co. Interior Designer:
Carole Eichen Interiors, Fuller-
ton, Calif.

A femily social center

Here the kitchen, family room
and rear patio are combined into
a large casual-living area. So
family members can be close to-
gether even when they're doing
different things at the same

time.
2.7Tro
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Two key elements of this plan
are the floor-to-ceilingglass that
forms two walls of the family
room and the center island with
a chopping-block top.

The window wails let anyone
working in the kitchen observe
patio activities. The island does
triple duty as an eating spot, a
service bar or a sit-down work
area.

The kitchen is in a three-bed-
room, $61,000 house at Wood-
walk, Lake Forest, Calif. The de-
velopment's second phase of 60
houses opened last November,
and 59 were sold by the begin-
ning of April. Developer: First
Management Corp. Architect:
Frank Leslie Spangler ALA,
Newport Beach, Calif. Interior
designer: Habitational Design
Inc., Los Angeles.
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Two-story space
with a view

This almost theatrical kitchen
gets high marks from a rather
special market: affluent couples
who entertain a lot and whose
tastes run to high-style design-
"They like all that height and
the wall-to-wall window/" says
developer Neil Bortz of Cincin-
nati. "They also like the butler's
pantry with a large closet that
can be turned into a wine
room."

The two-story kitchenis in an
$83,900 house, the best-selling
single-family model at Landen,
a Cincinnati-area development.
Landen, which also includes
townhouses and zero-lot-line
houses, is a joint venture by
Towne Properties Inc. (headed
by Bortz) and the Kanter Corp.,
also of Cincinnati. Architect:
Berkus Group, Chicago.

Big space in a small house

This country kitchen is in a
1,160-sg.-ft. house that lacks
either a dining or family room.
So it's planned as a multipur-
pose room with enough space
for family activities and inform-
al entertaining.

An important element in a
big, open kitchen like this is the
butcher-block work table. It
helps separate the kitchen
proper from the eating and so-
cial area and also could be used
as a snack bar.

The three-bedroom house,
priced at $39,000, sells pri-
marily to first-time buyers with
young children. It is one of five
models at Centennial Homes,
which opened in January in
Chino, Calif.  Seventy-five

76 H&H JUNE 1976

houses were sold in the first
three months. Developer: M. J.
Brock  Sons Inc. Architect: L.
C. Major & Associates Inc.,
Downey, Calif. Interior De-
signer; Color Design Art, Santa
Monica, Calif.
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Its
window arrangement, which

opens the entire food prepara
tion and clean-up areas to sun
and air.

The house is a three-bedroom,
$80,000 model at Rancho
Ramon, Danville, Calif., where
56 units were sold three-and-
one-half months after sales
started. Developer: Shapell In-
dustries of Northern California
Inc.
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Tight layout that
lives big

The kitchen itself is only about
72 sq. ft. But it seems larger be-
cause the cooktop coimter ex-
tends into the dining room to
create an extra eating spot. And
the combined space—"kitchen
and dining room—"feels open
and uncrowded.

This kitchen is in a 926-sq.-ft.
unit that sold out at Arroyo San-
tiago, Orange, Calif. Price; mid-
$30,000s. Developer: Estate
Builders International. Archi-
tect: Beck-Moffet and Asso-
ciates, Costa Mesa, Calif.

~ REF )

FAMILY

erwise an ordinary corridor
layout. It helps separate the
kitchen and family room, pro-
vides extra storage space; and,
perhaps most important in a
house for the family market,
serves as a snack bar for chil- 1.

dren. T
This kitchen is in a three-bed-
room unit at Water's Edge, an L33

84-unit project in Columbia,
Md. Since sales started six
months ago, 50 units have been |
sold at prices averaging $55,000. :

Developer: Poretsky & Starr Inc. 010 I
Designer: Bucher-Meyers ~ As- 1 | '
IAY ALEXANDER  SOCiates. 3
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Eating space
that's almost
al fresco

Open-and-shut
arrangement

LELAND LEE

Thisbig, eat-in kitchen, with its
sliding glass doors, offers not
only a view but also easy access
to a broad deck for open-air din-
ing. It's in a hillside townhouse
where the active-living area was
puton the upper level to capital-
ize on distant views.

The three-bedroom unit is
one of 343 condo apartments

W'* one end wide open Eﬂ a
large family room and the other

BRSSG AR LIPS FURNRY R
tain casually or formally with
equal ease. The layout is highly
functional, has ample cabinets
and a comer sink that makes for
more usable counter space.

The kitchen is in a three-bed-

and townhouses planned for
Rancho San Joaquin, Irvine,
Calif. More than 200 units have
been sold in 14 months for $55,-
000 to $75,000. Developer: Ir-
vine Pacific Development Co.
Architect: Leitch/Kiyotoki/Bell
&. Associates, Newport Beach,
Calif. Interior designer; Carole
Eichen Interiors, Fullerton.

room townhouse at Glenridge, a
350-unit project by ).H. Snyder
Co./Loews Corp. in the Beverly
Hills area of Los Angeles. A
month after the project opened,
59 units were sold at an average
price of $120,000. Architect:
Richardson, Nagy and Martin
AlA, Costa Mesa.
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Kitchen niche
p for o
f0Q - - casual living

(= 1owl

This open layout in a one-bed-
room resort apartment would be
equally acceptable to buyers or
renters of year-round efficiency
I,VT>ra-Di>nKQ units. Even though the kitchen
is part of the living room,
its wrap-around counter and
dropped ceiling minimize the
everything-in-one-room feeling.
TERRACE And the sense of separation is
strengthened by comer walls
that screen the work area from
the apartment entry.

In five months, 50 units like
this were sold for $35,000 at
Jupiter Ocean  Racquet Club,
Jupiter, Fla., by Coffee-Lee Inc.
and Marc Equity of Florida Inc.
Architect: Schwab fit Twitty

ALA, West Palm Beach.

Stor

Inside plan with most of the living room (not shown] by full
a Wide_o pen VieW walls and high cafe doors (left in photo}. The

apartment is at BayVu, a 40-unit San Diego

Because its counter/snack bar is angled, this condo that sold out in six months at prices

kitchen in a mid-rise apartment is open to averaging $55,000 [HSiH, May]. Builder; BAI,CO>tY
views seen from the living and dining Patrick Development Co. Architect: Bur-

rooms. Yet the work area is screened from kett Wong.
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Versatile set-up
with a
center island

This kitchen in a mid-rise con-
dominium offers many of the
conveniences found in large
single-family homes. There's a
spacious breakfast nook, a
pantry, a center island cooktop
with work space and a long
counter/divider, which also can

be used as a snack bar or a ser-
vice bar for the dining room,
The kitchen is a feature of a
two-bedroom, $117,950 model
that sold out at Marina Strand
Colonies on the Los Angeles-
area waterfront. Co-developers:
California Pacific Construction

Open plan
with _
an eye-catching

backdrop

From the kitchen at left, buyers
look across the family room to
the mini-greenhouse above—
the feature of an $82,500, two-

Co. and Weyerhaeuser Co. Ar-
chitect: Walter Richardson As-
sociates, Costa Mesa. Interior
designer; Carole Eichen Interi-
ors, Fullerton.

[
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story unit at The Islands, Foster
City, Calif. Developer: Vintage
Properties. Architect: Fisher-
Friedman Assoc., San Francisco.
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Obviously everything they can get, but some things more
than others. To find what's most in demand, 650 prospects

surveyed as they shopped for new houses in the trend-
setting southern Californiamarket. Survey locations: model
houses at 21 single-family subdivisions. The questioners: re-
searchers for Walker &. Lee, a Los Angeles-based realty firm,
which annually sells more than 5,000 new houses and also
recommends floor-plan and marketing ideas to its builder
clients.

The survey covered two consecutive February weekends.
And all shoppers were asked to pick their favorite kitchen
plan and their favorite appliances, and also to name features
they would be willing to do without.

House prices in the 21 subdivisions range from $35,000 to
$1(X),000. Most lower-end projects are in San Gabriel Valley,
the most active new-home market in southern California.
High-end projects are in Orange county.

Survey findings (shown in the accompanying graphs) are
categorized by age groups to show how preferences varied
from young buyers to old. These findings, which show the
kind of thinking that goes into current homebuying deci-
will determine WSiL's kitchen-planning recom-
—H.C.W.

sions, "'
mendations in the months ahead.

Overall, family rooms won out.
They were selected by 39.7% of
everyone surveyed. And the
lowest number of votes—
28.6%—went to country Kkitch-

Given the same
total space,

which floor plan is
most desirable—
one with

a large family room,
large living room

or country kitchen?

enl%ut within the different age
categories, preferences varied
quite a bit.

For example, the 56-and-over
group voted for country kitch-
ens over large family rooms by
36.6% to 30%; their second
choice was large living rooms,
by 33.3%.

Country kitchens were also
the first choice of the 46-to-
55ers (37.5%); but this group
named large family rooms as
their second choice—32.9%.

The strongest support for
large family rooms came from
26-t0-35-year-old shoppers:
45.3% compared to only 21.8%
who chose country kitchens.

And for the 35-to-45-year-old
prospects, it was a toss-up be-
tween large family rooms and
country kitchens. Each got
36.6% of the vote.

82 H&H june 1976

How vital

is a breakfast nook—
‘important’

or ‘not important'?

“Important,  agreed almosti

two-thirds (63%) of the sample.!
But breakfast nooks werel

more important to the olderl
buyers than their younger coun-|

tergarts. )
ver 70% of the shoppers in
the 46-to-55 and the 56-plus
brackets said nooks were impor-
tant. This compared with 63%
in the 25-or-under group and
only 60% of those in the 36-to-
45-year bracket.

(But breakfast nooks didn't
fare so well when put up against
two other areas of a house: 75%
ofthe sample said a formal entry
was more important and 70%
said they would rather have an
interior laundry room.)

UNIMPOCTJWT 3A.S% | IMPOCTAMT 634%

-~ 50

I"AEOE FAMI1,Y BOOM y?.7%

IJVTNG

UiZCiz WYING BOOM $i.9%
XjyrHQ

«1

FAMILY

CJOTINTBY Knomr 28.6%
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also asked prospects if brand wMPCimKT
names were important in other 4 to 4

Asa group, 73% of the prospects
said kitchen brand names are g

IMPOCTANT 75%
<0030 407

=2

low influential

:e brand names §L07DM

a kitchen appliances—

mportant’
r ‘'unimportant'?

Iliich of these kitchen
ppliances and

esign features

rould buyers sacrifice
N specific

ollar savings?

important part of the homebuy-
ing decision. But emphasis was
highest among the oldest group
(80.7% said yes} and lowest
among the youngest (there were
68.8% yeses).

(Walker & Lee's researchers

The graphs below indicate how
important kitchen storage space
is to buyers: High-quality cabi-
nets showed up in the /Iyyst-
have" column of 80.7% of all
shoppers; and among the 56-
and-over group, the proportion
reached 90% (Graph Al

new-home products like floor-
coverings, water heaters, ther-
mal insulation, aii condition-
mg,hardwareandplumbingfix-
tures. The answer was ., .

but not to the same degr e as
with kitchen appliances.)

Which is

the ﬁreferable plan for
kitchen eating space
breakfast bar,

small nook area or
just table space?

ACe Z5 CR ITHICR

Small nooks won hands down in

category its strongest

56-and-overs-
66.6%; second strongest sup-

port came from 25-or-unders—

54.4%.
The nook's weakest showing

(only 42.8%) came from 36-to-

Saving  Second most-wanted feature 45-year olds who gave bnreakfast

mash compactor— $310 was a separate pantry. Again, bars second place, as did the two
pshwasher— $300 the 56-and-over group supplied youngest age groups.

ACIOWaVve oven— $550 the most "must-have™ votes— Second choice for the two

0,

o . - in this case 80.6%. The fewest oldest groups was kitchen-table

if-cleaning oven $200 " A : : . . .
loubl lImust-haves"—"but still a siz- space, which got its biggest
ouble oven— $200  aple 61.5%—came from the 46- share of votes—33.7%—from
gfa-quality cabinets—  $200  to-55 bracket IGraph B}. 46-t0-55-year olds,

parate pantry cabinet— $100

Atthe otherend of the list, the
most expendable item was a
trash compactor: 81.4% said
they'd be willing to sacrifice it.
And the microwave oven was
the second most expendable
item: With a potential $550 sav-
ing at stake, 73.1% of the shop-

5CEAKFAST BAR 30.5X

And the breakfast-bai plan
came in first with 36.3% of the
26-t0'35-year bracket.

Q % Hollelleile))

pers said they could do without P 25 0R-UNTJEK
it. But 33.6% of the 46-to-55ers E 2635
did put microwave ovens in P 26.46
their "must-have" column.
Dishwashers 5,  third— 46-55
71.9%—inthe "must-have" cat- BboRwez

egory. And self-cleaning and
double ovens also made positive

- . D 20 30 40 50 60 7D
ShOWIngS 589% and 567% re- SKIALI, BREAKFAST NOOK 475% \ | 4 4 4 4 |
OfiAPHA spectively.
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25QRuwnm
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Is a four-lot site too small for a volume

builder to fool with?

Not for this company, which specializes in ...

[ [

L1l
Big Qnes r partners Richard Oliver,
Douglas Watson and Walter Muir (left to
right in photo) is an annual volume of $12
to $15 million in housing sales. And their
company, Dividend Industries of Santa
Clara, Calif., has reached that level in four
years by developing leftover land in built-up
communities—parcels that are too big for
the odd-lot builder but too small for the big-
tract developer.

Their smallest subdivision is only four
lots; the largest is 73; average size is 25. And
right now they're selling in nine locations.

For the most part, Dividend Industries
sticks to the more affluent suburbs in San
Francisco's Bay area—towns like Saratoga,
Los Altos, Palo Alto and San Carlos. But it
is also joint-venturing four small tracts in
Phoenix, Ariz. And although the company
has built towTihouses, duplexes and zero-
lot-line houses, the bulk of its current ac-
tivity is in single-family homes averag-
ing close to $100,000 and priced as high as
$225,000.

What, specifically, are the advantages of
building simultaneously in a number of
small tracts instead of one or two large ones?
What are the drawbacks? And how does Div-
idend Industries solve the problems peculiar
to this type of operation?

Here's how the company's partners an-
swer those questions.

The pluses

Market demand is consistent. "All three
of us have worked with big builders,” says
Walt Muir. "And we've seen the problems
they get themselves into. Too often, they
build for volume in far-out tracts, and the

O ="

Partners Oliver, Watson and Muir.
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minute the market tips their sales die. But
if you can pick up leftover land that's sand-
wiched between desirable neighborhoods,
you can be pretty dam sure of a market that
won't disappear.”

Demand for Dividend's locations is so
strong that most of its tracts sell out before
0 during constmction and without the aid
o¥ furnished models. Prospects for the best
sites often appear from the immediate
neighborhood as soon as the company erects
a construction sign and starts moving dirt.
One current example: A Saratoga tract of 16
homes priced from $165,000 to $225,000 is
expected to draw most of its buyers from
within a five-mile radius primarily on the
strength of a job sign and two houses built

on sgec. ) L

Repeat buyers are plentiful. Now in its
fifth year, the company has already had a
few fourth- and fifth-time customers. Rea-
son: Houses appreciate so rapidly in prime
locations that some buyers follow Dividend
from tract to tract, buying and selling fre-
quently to cash in on appreciation windfalls,
In the company's larger tracts, some buyers
purchase two homes—one at the start and
one at the finish of construction. The inter-
vening year or more permits a substantial
profit on the sale of the first house, and a
year or so later the second home is ready for
a profitable resale.

Risk is relatively low for two major rea-

SOE?'rst, it's spread over a number of ven-
tures. Right now, for example, Dividend is
selling from nine tracts in five Bay Area
communities. So, as Doug Watson puts it,
"We can weather an occasional mistake."

Second, no single venture ties up a big
chunk of capital for a long period. Dividend
is in and out of most of its tracts in 18
months. And because so many of its houses
are sold frorii plans, its unsold inventory is
negligible.

But there are exceptions. One such is a
16-lot subdivision of $80,000-to-$90,000
houses in an East Bay community. It is well

The tracts

There's a wide range in
the size and configuration
of Dividend Industries
subdivisions, and it's well
illustrated by the site
plans at right. Shown

are a four-lot layout for
houses priced at $140,000
and up, a 22-lot strip

for $80,000 to $90,000
houses and a 73-lot tract
where all houses have been
sold at $70,000 to
$135,000.

A streetscape

The scene at right is in

one of Dividend's larger
subdivisions—a 41-lot
proiect called Saratoga
Springs where house prices
are from $70,000 to $90,000.
Buyers get a choice of

seven plans, ranging from
1,650 to 2,200 sq.ft.,

and 24 elevations.

The locations

Most of Dividend's
subdivisions are clustered
within a half hour's

drive of the home office

in Santa Clara, which is
one reason why the compan’
manages as well as it does.
The only exceptions are

a 16-lot project near
Walnut Creek on the far
side of San Francisco Bay
and four joint ventures

in Phoenix, Ariz. The
area map at right locates
the company tracts and
shows the number of lots
in each.



The advertising

Dividend's newspaper ads
stress the desirable
locations of the company's
tracts. Their tone

is low key, and each ad
promotes several tracts—
for example, six in

one of the two displays
below and three

in the other.

Wlien a
cllsomts a need md
IXiilds a small nmniIx~r
ofwdl designetl h(xnes
tlua am sensible
additions to a s|)ecific
a)miniinit\; the lionies
will sell themselves.
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SMA.LI TRACTS continueda

over 18 months old, still has five or six un-
sold unit? Watson'sexplanation: “The mar-
ket wa<in't as deep as we thought."

Mortgage financing is rarely a problem.
With sales prices averaging close to $100,-
000, Dividend sells primarily to high-in-
come buyers who don't have trouble quali-
fying Says Watson: “Most are well-paid ex-
ecutives who have clout with their banks,
or Young people from well-off families who
put up the cash for 30% to 40% downpay-
ments Our average buyer spends $4,000 for
upgraded carpet and draperies, and many put
in expensive swimming pools and up to
$10,000 worth of landscaping.”

The minuses

Bm a company that specializes in small
tracts in prime locations also faces special
difficulties. Here are Dividend's major prob-
lems and how they're solved:

Feasible sites are costly. "We pay outra-
geous prices for our land,” says Watson. In
one subdivision of twenty-five $90,000-to-
$110,000 houses, the 8,500-sq.-ft. lots cost
$28,000 each.

Much of the extra land cost is absorbed by
Dividend's buyers since the company's
houses are priced considerably higher than
comparable housing in less desirable loca-
tions.

Feasible sites are hard to find. “If a piece
of land in a prime location has been
bypassed, there's usually a good reason,"
says partner Dick Oliver. “A zoning or con-
struction problem, for example, or an owner
who won't sell."

Oliver spends much of his time seeking
and checking out available parcels. Real es-
tate brokers are his best source of leads.

“We've developed a rapport with brokers
who deal with our kind of property,” he
says. “They present parcels to us regularly.
We process them, find out what the prob-
lems are, and keep track of the ones with
possibilities. A piece that doesn't look good
one month because of complications may
look good the next. The effort we put into
making a site work depends on our level of
volume and what's being offered at the
time."

Dividend's reputation also helps. Says
Oliver: “Some landowners are sensitive
about how their sites will be used. They've
brought us parcels that they wouldn't sell to
other developers." A case in point: After
Dividend completed a 73-house tract, the
owner of ten nearby lots offered them to the
company at far less than he had been offered
by other developers. His reason: “Hike what
you build"

Dividend doesn't back away from zoning
changes. It has spent up to 18 months get-
ting land rezoned for townhouses and zero-
lot-line projects. Oliver, an attorney, does
the legal work, but Muir and an architect
make the presentations to planning com-
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missions and city councils. Muir comes by
that role naturally. He was once an assistant
citg manager. .
er*unit development costs are high.
“There's no economy of scale in our busi-
says Watson. Each new tract,
whether 70 lots or only four, means a sepa-
rate set of startup costs for engineering, de-
sign, site improvements and planning-com-
mission meetings.

But higher-than-average development
costs are partly offset by lower-than-average
merchandising costs. Three reasons why:

1. Only the company's larger subdivisions
have sales offices. A tract of less than 25
homes can't support a sales office, according
to Watson. So in such locations, signs refer
prospects to offices in the larger tracts. Com-
pany salespeople sell up to seven subdivi-
sions out of one office. They pool their com-
missions and, says Watson, earn annual in-
comes in the $50,000 range.

2. Homes of customers and salespeople
are used as models. "Our salespeople live in
our subdivisions, and many of our custom-
ers are more than willing to open up their
homes," says Watson. "So if prospects want
to check out our quality, we can do better
than showing them a model. We can let
them see how a house stands up after use
and what the owners think of it."

3. Advertising is consolidated. A typical
Dividend ad promotes from three to six
tracts, emphasizing the community in
which each tract is located and providing
telephone numbers and locator maps for
each.

The ad agency, Gauger Sparks Silva of San
Francisco, sells location with headlines like
these:

“When a developer discovers a need and
builds a small number of well-designed
homes that are sensible additions to a spe-
cific community, the homes will sell them-
selves."

“Saratoga. Los Altos. San Carlos. We build
where people want to live."

Design needs are always changing. Unlike
the big-tract builder, Dividend can't settle
on a single line of successful production
houses.

“Our approach to design must be flexible
and adaptable," says Watson, “to cope with
abroad price range and a variety of site prob-
lems such as steep lots." One example is a
current tract of contemporary homes on
hillside lots. It's so difficult, says Watson,
that it requires a scale model of each basic
plan.

To meet its design requirements, Divi-
dend works with two architectural firms—
one for its versions of production houses,
which repeat the same plans behind dif-
ferent exteriors; the other for one-of-a-kind
homes priced at $150,000 and up.

Job control is complex. Jobs are so varied
that standardization is difficult if not impos-

sible. Dividend's answer to the problem ij
a combination of tight central managemen
and strict attention to details. For example

= Watson oversees both construction anc
marketing—a manageable arrangement bhe
cause no tract except the Phoenix joint ven
ture is more than 30 minutes from company
headquarters. Says he: “We put every jol
problem, change order, progress repor
through a tight sieve—my desk. | can't as
sign jobs to a project manager or rely on big
company reporting systems. While you'n
waiting to hear about something in thi'
business, you can lose a thousand dollars."

e Watson and General Superintenden
Robert Martin negotiate contracts for labo:
and materials. Watson is responsible fo:
contracts affecting the looks of a house (e.g.
painting and plumbing fixtures); Martii
handles those that don't (e.g., framing anc
wiring). Martin normally gets two or three
bids for each non-visible job, but finishing
work is not bid out.

“We stick with the same subs for ma
sonry, tile, cabinetry and other work tha
the customer sees,” says Watson. “Onct
we've found a good tradesman in one o
these areas, we don't like to make a change.'

= Before starting a house, Dividend ha;
the buyer read and sign ten pages of grounc
rules explaining a) color and finish choices
and deadlines for making them and b) hov
to order job changes, how changes will be
billed and the cutoff dates for making them
Says Watson: “Those rules prevent a lot o
confusion and delays. And they make otu
buyers aware of what we can do for therr
provided they operate within the time limi
tations of a production house."

e To avoid time-consuming callbacks,
Bob Martin makes a detailed inspection o:
every finished house before it is delivered tc
the buyer. Says one of his subcontractors
who also lives in a Dividend subdivision
“Bob Martin is a mean, nitpicking S.0.B. tc
work for. But I'm sure glad | bought one o
his houses."

Not surprisingly, Dividend is a low-
overhead company. Eight people work in the
office—the three partners, three accounting
people and two administrative assistants
who process purchasing contracts, change
orders and land agreements. The field force
consists of seven men—the general superin-
tendent, three job supers, two men foi
pickup work and customer service and one
to supervise site improvements.

For some time, Dividend Industries had
the small-tract business pretty much to it-
self. But its success has not gone unnoticed.
Now the company is beginning to feel com-
petition for leftover parcels from big-vol-
ume developers like Shapell Industries.

“But whether they can gear down enough
to make profits on small tracts is another

story," says Doug Watson.
—H. Clarke Wells



Single-family

This house* shows one of six
elevations available with
the largest model (2,200 sq.
ft.) at Dividend's Saratoga
Spring subdivisions (see ,
streetscape, p. 85). The
front fenestration has been
changed from the basic

plan (far right), and the
living room includes

an optional fireplace.
Different versions of this
model are priced from
$81,950 to $86,950.

Townhouses

Here is one of
Dividend's few ventures
into attached housing—
a group of 26 townhouses
that sold out a couple of
years ago in Palo Alto.
Prices: from $62,950 to
$73,950. Plan and living
r(x)m photo are from the
largest of four mixlels.
Architect: John Brooks
Boyd Asst)ciates, AlA.

Expandable plan

One Dividend Industries
problem is how to adapt
saleable plans to different
sites and different markets.
At right, you see how a
model with 2,183 sq. ft.

of living area was expanded
to 2,463 sg. ft. without
altering the basic layout.

In the larger and newer
plan, rtxim relationships
are unchanged, but both
bathrooms have been
redesigned, and the master
bedroom, dining room,
kitchen, breakfast nook and
family room have been

enlarged.



S

|l
al

Ol

C

It
a

S
P

talizeonsdect ™

Aerial view of The Point (foregTOund) shows its
main attractions; the boating facilities, the prox-
imity of the historical section of Annapolis, heavy]
landscaping, two tennis courts (there is also a
swimming pool) and, of course, the view, Much]
of the project's success is due to the way the umtsj

sited along the curving shoreline—some are
as close as 20 ft—so that each has a sweeping
view of the water yet a fair amount of privacy!
frommost of its neighbors (see plan left). This was
made possible by PUD zoning, which relaxed set-
back and side-yard requirements. It also providedl|
a density bonus. There is o through traffic;
access is via a nanow residential street. This

created problems during construction but now
provides privacy and security.



The Point ibekml is on Spa Creek in
Vnnapolis, Md., just off Chesapeake
iay; the Cove (overleafl is on Newport
iay in Newport Beach, Calif.

Both sold quickly for their market
ireas. The Point, with ICX) units, sold
Jut in eight months despite last year's

IN ANNAPOLIS, MD.

Waterfront

condos

with a view
from every unit

The 100-unit condominium was
built on a long, narrow seven-
acre site with 1,500 ft. of shore-
line in an old established neigh-
borhood. Annapolis Waterfront
Company, the developers, as-
sembled the parcel by acquiring
three older houses and tearing
them down.

The land planners and archi-
tects, The Berkus Group of
|Washington, D.C., made the
‘most of the site by designing the
units so that each would have
two or more rooms fronting on
the water (see site plan left and
floor plans rightj. They also
managed to retain 85% of the
existing mature shade trees.

Forty-two boat slips have
been built and permission is
pending for 42 more. Unit
owners may lease the slips for
about two thirds the going com-
mercial rate. And so that non-
boat ovmers also benefit, the
slips are part of the condomin-
ium's common elements. Thus
the revenue they generate
, lowers everyone's maintenance
costs.

Most of the buyers at The
Point are businessmen, profes-
sionals or government employ-
ees who commute anywhere
from 45 minutes to an hour and
a half to the Baltimore or Wash-
ington area. Some 23 buyers
bought units as second homes,
to the surprise of the developers.
Nine of the buyers are retirees,
including both an admiral and a
general. But the majority—65—
are in the 40-60 age group.

Aseries of ads in a local maga-
zine produced a sizable mailing
list and 75 reservations even be-
fore prices were set. More than
a third of these eventually
turned into sales.

BUD KARKIS

market doldrums; The Cove, with 58
units, sold out in just three weeks this
spnng.

You might think that any waterfront
projects in such prime boating areas
would sell out fast. Not so, as compet-
ing developers found out. Affluent

PATtO
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$TOR

U

Largest unit, a 1,549-sq.-ft. three-bedroom plan,
is always at ground level. Prices range from $85,-
450 to $87,450. All rooms except one have water
views, including the interior kitchen, which has
a pass-through to the dining room. Sunken fire
pits were built in all units to provide an intimate
seating area off the living room,

buyers are finicky, and it takes more
than just a prime kx:ation to make them
buy.

What made them buy at The Point
and The Cove is shown below and on
the following pages.

mNatalie Gerardi

p.fl
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One- and two-bedroom units are always paired.
A few were built at ground level but most are on
upper floors. Third-floor units with lofts were the
fastest sellers. The 930-sq.-ft., one-bedroom
model was priced at $54,650; the 1,260-sq.-ft.,
two-bedroom model was $67,950. Lofts added
about 200 sg. ft. of space and $5,000 to the price.

Building exteriors are of horizontal
cedar which covers masonry con-
struction The warm brown exte-
nors blend with the landscape.
Photo at left shows the irregular
rooflines and the heavy timber stair-
ways, both of which created con-
struction problems. Also shown is
part of the bulkhead that had g be
built to stabilize the eroding shore-
line. Units can be entered from both
frontand back, and most have balco-
nies on both sides. The main en-
trance is on the parking side (see
photo above}. Also shown are the
clerestory windows—"great selling
points for the top-floor units.
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IN NEWPORT BEACH

Big units
for move-down
buyers

he Cove was designed for pros-
ectsfrom nearby luxurious wa-
:rfronthomes lookingfor equal
uality but less maintenance. So

e units, which range from
,594 to 2,386 sg. ft., have many
t the amenities of larger
omes; dramatic entries, luxuri-
us master bedroom suites and
mply proportioned living and
ining areas. What they don't
aveisalot of rooms; the largest
nit has only two bedrooms and
den.

Before workbegan on the proj-
ct, the developers, Irvine
acific Development Co., sent
~searchers to virtually every
waterfront custom home that
ame up for sale in the area. The
urpose: to find out how the tar-
et market lived. Not only did
lis give them an idea of room
\xt and layout, furniture scale
nd preferred appliances, but it
Iso helped to determine price.

Pricesat The Cove range from
101,000 to $240,000 fee
imple. All units were also of-
ered on 50-year leaseholds at
75,000 to $162,500. The over-
i'helming maiority of buyers
hose leasehold.

Land rents range from $1,200
0 $3,240 a year. All buyers re-
eive an undivided right to the
ommon area; but one group
iwns it in fee and the other
easehold. The project's 30 boat
lips are not included in the
ommon area; they are owned
jy an Irvine subsidiary. Buyers
eceive first preference, how-
:ver, a selling point in an area
vhere commercial marinas
lave two-year waiting lists.

The Cove hit its target market
ighton the nose. Eighty percent
)f the buyers came from Orange
bounty, most from Newport
ieachitself. Their average age is
18, average income, $66,000.

The Irvine Company had orig-
nally planned to use the site,
vhich is across from a shopping
:enter, for commercial develop-
nent but changed itsplans after
esidents of Balboa Island,
Lcross the channel, objected.

The Cove was designed by
lichardson, Nagy, Martin.
=rank Radmacher and Asso-
:iates were the landscape archi-
:ects. Pat Yeiser of Pat Yeiser &
Associates and Lillian Chain
ind Tom Irwin of Carson-Chain
iid the interiors.
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Waterfront units include a 2,386-sq.-ft., two-bed-
room-and-den second-floor flat (see plan top left
and living room photo below} priced at about
$240,000 [or $162,500 leasehold) and a 2,019-sq.-
ft., two-bedroom townhouse for $210,000 [or
$153,500). Not shown is a 1,876-sq.-ft. two-bed-
room-and-den first-floor flat priced at about
$198,000 (or $132,500 leasehold).
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Second row units are interlocking townhotises
(plans above} covered by a flat (not shown). The
larger townhouse (top) is a 1,601-sq.-ft., two-bed-
room unit priced at about $109,200 (or $85,000
leasehold); the smaller /bottom/is a 1,594-sq.-ft.,
one-bedroom-and-den unit designed as a second
home and priced at $102,000 (or $75,000 lease-
hold).



ANNUAL REPORT

Ifyou want to know how homebuilding is doing in today's volatile economy,
there's no better barometer than the profit and loss records
of the industry's publicly held companies. In this article, Kenneth Campbell,

'V president of Audit Investment Research and a recognized authority
on housing stocks, tells what the numbers show.
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The public homebuilding and development
companies have now come full circle on
Wall Street.

From 1969 to 1972 they were the darlings,
participants in the nation's biggest housing
boom. When housing starts took a three-
year swan dive to a point below an annual
rate of one million, housing stocks fol-
lowed—no matter how strong earnings con-
tinued.

Now the stocks are back in fashion, rising
sharply as starts range upward. Percentage
gains have been particularly impressive for
some of the most deeply depressed issues.

All this startles many housing veterans
because they know that, back in the real
world of building and selling, things aren't
all that good.

Asour tally of results for the publicly held
builders reveals, more than half of these
companies were still mired in red ink for
1975.

Other companies say it is still a struggle
to attract and qualify buyers of new homes;
mortgage interest rates and inflation-
depleted consumer purchasing power re-
main powerful constraints on full-tilt pro-
duction and sales. The truth is that most
homebuilders have not yet come full circle
in their recovery from the housing reces-
sion.

Housing's two worlds. This stark contrast
illumines the two worlds in which public
homebuilding companies now live.

There's the Wall Street world, dealing in
expectations; and rising starts tell analysts
and investors that, sooner or later, profits
will begin flowing from the improved home-
building climate. So they bid up prices of
building stocks to hefty multiples and pre-
miums over book value.

(The reverse was true in 1972, when starts
turned downward and stock prices fell even
as profits remained lush. "Does Wall Street
know something we don't?" many housing
executives asked then—and it turned out
that Wall Street did.)

All this means that stock prices of the
public homebuilding companies will proba-
bly continue to follow the trend of starts, no
matter how good the fundamentals for an
individual company. That's how Wall
Street's investors have sized up housing
companies.

But there's also the real world, a complex
of zoning and environmental restrictions,
materials and labor costs, mortgage money
and customer qualifications from which the
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public company hopes to wrest a profit.
Most important to an evaluation of 1975 re-
sults is the fact that under accounting prac-
tices, house sales are not booked until con-
tracts are closed and the house is delivered.
Housing men recognize that this is the last
thing in the homebuilding process, that new
sales contracts and daily cash flow are far
more important than the final accounting
results. Thus profit results of the public
companies represent a tally of the very last
item in a lengthy and tortuous pipeline.

That tally for 1975 shows that final sales
eroded further during the year, and that pub-
liccompanies operated in the red for the sec-
ond year running. The results are below.

Prices and costs. These results reflect the
strong pressures on gross profit margins dur-
ing the year, pressures that saw average sell-
ing prices decline slightly for some builders
while the land, materials and labor costs of
their houses continued to rise.

This squeeze caught many builders, but it
was particularly hard on those in overbuilt
markets. Oriole Homes reported from Mar-
gate, Fla. that its average selling price fell
2% to $26,722 while delivery costs rose 6%
to $22,360 per house. The crunch cut gross
profits by 30% to $4,360 per house; this
meant that Oriole had $1.7 million less with
which to pay selling and administrative
costs on its 926 units delivered.

Nor was Oriole's experience unique; the
falloff in average gross margins among the
very largest builders was 15.4% to 12.7%.

The aggregate loss for the large builders—

$19.1 million—was virtually unchange(
from the year before ($14 million).

Margin pressure was just as intense fo
builders under $25 million, but since thesi
builders have lower overhead, their aggre
gate losses narrowed to less than St millioi
for the year.

The failures. In broad perspective, thes«
results are extremely encouraging. The pub
lie companies have by and large proved thei
mettle during a three-year housing declin<
that carried starts down nearly 60% from i
peak early in 1972. The number of failure;
among the public independents can bt
counted upon the fingers of one hand: Pre
Corp., Co-Build Companies, Alodex Corp
and Valley Forge, the last of which was con
trolled by materials producer Certain-teec
Products. The jury is still out on Hallcraf
Homes and the Robino-Ladd Co., both con
tinuing to report large losses. And during
1975 lenders assented to major debt restruc
turingsothat the L.B. Nelson Corp., the Me
Carthy Cos. and Cenvill Commimitie*
might retain their viability.

But considering the number of builders
that had public stock offerings in 1969-72
the trouble spots are minor compared tc
other housing sectors,

Corporate debacles. The housing reces
sion cut most deeply into results of the
homebuilding subsidiaries of major corpora-
tions.

Here again it was often the old story of
corporations rushing into homebuilding tc
impose industrial organization, such as the>

SALES—MILUON $

29 Builders over $25 miliron
13 Builders under $25 million........
5 Builders-tndusthai subs............
14 Builders-Consol. industrial subs

61 BUILDERS TOTAL

EARNINGS—MILLION $

19 Builders over $25 million
13 Builders under $25 million
5 Builders-Irxlustriai subs ..

37 BUILDERS TOTAL

1975 1974 %Chng.
$2,608.7 $2,745.5 - 5%
195.4 269.9 -27.6
487.8 4931 _11
711.8 765.3 - 7.0
$4,003.7 $4,273.8 - 6.3%
$ di19.11 $ d19.76 Z
d 034 d 3.43 z
d13.01 d18.52 7
$ d32.96 $ da1.71 z

PROFITABILITY MEASURES

29 Builders over $25 million
13 Builders under $25 million
5 Builders-Industrial subs ..

47 BUILDERS TOTAL

d—deficit Z—NW computed

Gross margin ~ Asset  Equity %

1975 1974 turns of assets
12.7% 15.4% 0.91 28.6%
113 14.4 0.48 243
133 10.7 0.67 213
12.4% 14.0% 0.77 26.6%



saw it, on an entrepreneurial activity. The
list of corporations that have come and
gone, and their losses, is frightening; Boise
Cascade Corp., which plans to be out of
homebuilding by 1977 after about $150 mil-
lion in losses; CNA Financial Corp., which
cut Larwin Group adrift late in 1974 after
losing $91.6 million; American Cyanamid,
which got rid of Ervin Industries after losing
$50 million in 1974; American Standard,
which folded its housing operations after
large losses, and Certain-teed, which sepa-
rated from its Valley Forge and Realtec sub-
sidiaries. ITT-Levitt is being slowly nursed
back to health under Victor Palmieri as a
court-appointed trustee. And departures
continue: Early in 1976 American Financial
Corp., a financial services conglomerate,
said itwould spin off its 91 % -owned Ameri-
can Continental Homes of Phoenix by dis-
tributing ACH stock to American Financial
holders. ACH lost $6.5 million in 1975 on
a 27% decline in deliveries to 996 units;
losses are expected in 1976, although at a
reduced rate.

The leaders. The lineup of sales and profit
leaders is little changed from previous years;
the lesson is that the big have been getting
bigger during a recession. The leaders:

HOUSING SALES”

—Rank—
75 74 Mil.$
1 1 U.S.Home £290,0
2 2 Kaufman & Broad 226.5
3 3 Centex C(Xp. E200.0
4 4 Ryan Homes 196.1
5 6 Singer Housing 153.5
6 5 Weyerhaeuser RE 1531
EARNINGS*
—Rank—
7574 Mil.$
1 1 Ryan Homes $10.43
2 NR Singer Housing 6.50
3 4  Centex Corp. 6.46t
4 3 Shapell Irxj. 5-43
5 NR aS.Home 422
6 5 Webb (Del E.) 4.19

' Housing saies only, where separation possible.
NR-not ranked,

+ "2 months ended Dec. 1975.

E-estimated.

These large builders continue to domi-
nate this list from year to year simply be-
cause of size. But there are other measures
of profitability which don't depend on size.
These essentially measure internal effi-
ciency and are:

« Return on assets, or net income as a
percentage of gross assets at the beginning
of the year.

* Return on equity, or net income as a
percentage of shareholder equity at the be-
ginning of the year. (These two measures
can also be computed on average assets and
equity.)

e Turnover of assets, or the number of
times assets on hand at the beginning of the
year are converted into sales. The three lead-
ers in these categories for pure homebuild-
ing companies are shown below.

Less leverage. This lineup gives some use-
ful insights into how homebuilding compa-
nies made money in the recession. Gone is
the accenton leverage, which many builders
sought in order to compensate for narrow
profit margins and slow turnover of assets.
The successful companies of 1975 shunned
leverage, and the five reaping the highest re-
turns on equity are also heavily capitalized.
Their equity averages 47% of total assets
compared to 29% for the largest public
builders as a group. They succeed because
ofgenerally high turnover of assets and good
return on total assets.

Both turnover winners, Ryan Homes and
the Ryland Group, get typical 4.9% and
4.4% net income margins on sales. But their
return on total assets is far ahead of the rest
because they turn assets into sales 2.4 and
3.4 times a year respectively. Both operate
by optioning lots developed by others rather
than banking large amounts of land; by for-
saking the land profit sought by most build-
ers, they have set new profit standards for
the industry.

Closer eye on managers. There is, more-
over, a new movement toward using return
on total assets as the best single measure of
internal performance.

Ben F. Harrison, who took over as pres-
ident of U.S. Home Corp. last spring after
serving as head of an industrial company,
U.S. Pipe & Foundry, is now basing U.S.
Home's management performance and
bonus system on the return on total assets.
He believes this is the best measure for com-

RETURN ON ASSETS

Ryland Group 14.9% RyanHomes
Ryan Homes 12.8 Std.-Pacific ..
Starrett Hsg. 4.8 Starrett Hsg.

Shapell Ind. . 4.5 Ryland Group
Std.-Padfic .. 3.3 Shapell Ind. .

RETURN ON EQUITY

paring performance between the nearly 20
different divisions inside U.S. Home, some
still operating under varying degrees of le-
verage carried over from their days as inde-
pendent builders.

Under Harrison's bonus system, a man-
ager gets points toward a bonus by earning
more than 6% on assets, and additional
points for more than 870. This system forces
managers to think about all aspects of their
business—turnover, profit margins and le-
verage—he says. Since U.S. Home earned
only about 1.2 on average assets last year,
its profits could soar if even Harrison's 6%
minimum return on assets is achieved.

The m”or independents

U.S. Home's achievement of hanging to-
gether throughout this long decline is per-
haps the signal achievement of the last two

years.

Wall Street has regarded U.S. Home with
suspicion because it was built via acquisi-
tion of numerous small homebuilders over
the years beginning in 1969. Many entre-
preneurial founders of these independent
companies continued to head their U.S.
Home divisions, most owning sizeable
blocks of stock. Thus Wall Street analysts
worried about what would happen when the
inevitable housing recession arrived; most
felt that these entrepreneurs would see the
value of their shares sink to near nothing
and would walk away, gutting company
management. Others saw these managers
selling their stock gradually, acting as a con-
tinual brake on U.S. Home stock prices, and
then leaving in the end without proven suc-
Cessors.

Problems solved. Happily, neither sce-
nario has been played. U.S. Home had its
problems: A nearly disastrous acquisition of
3-H Building Co. in Chicago brought mil-
lions in losses and amajor lawsuit; a subsid-
iary specializing in HUD turnkey projects
all but vanished when HUD folded its Sec-
tion 236 apartment-subsidy program; and
last year U.S. Home parted with three man-

TURNOVER RATIO*

21.0% Ryland Group . 3.41 times
19.0 RyanHomes.. 239
18B StarrettHsg. .. 112
18.1 Hoffman-Ros. . 1.08
9.5 Braewood Dev. 1.06

* Excludes companies with high general contracting revenues.
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agers by choice—with one so it could close
an unprofitable venture in Dallas and with
the other two so as to overcome losses in
Florida divisions.

But the broad diversity of product types
and market locations has kept the company
going through the recession.

Through good times and bad, U.S. Home
kept supplying Wall Street analysts with an
almost overwhelming flow of facts about
new contracts, deliveries, backlogs and in-
ventories, etc., by quarter in each of the
company's eight major markets—Arizona,
Texas, Colorado, Illinois, Minnesota, New
Jersey, Florida and Washington, D.C. The
constant disclosures, matched in depth by
only Ryan Homes and Ryland, helped defuse
fears on Wall Street and built an image of
thorough management that was on top of
every detail.

Power in the market. U.S. Home's deliv-
eries in fiscal 1976 (February) of 6,117 units
were down only 2% from the year before
and Rerhaps more important, were_only
24% ~low the peak 8,011 of fiscal 1974. By
the end of fiscal 1976 new orders were
climbing and the year-end backlog of 2,350
units was up 36V2 % from the year before—
one of the strongest gains among all build-
ers. Inventory was do-wn to 1,453 units, less
than half the 3,268 units U.S. Home carried
into its decline two years ago. During those
two years of setbacks, U.S. Home cut its
bank lines by $23 million to $117 million.
Through the sale of shopping centers and
apartments, it reduced assets by $40 million
to $330 million.

This slimming of total assets and debt
repayment was apparent in other compa-
nies, too, and the major independents cut
about 8% from their assets last year.

Ryan’s good year. Ryan Homes, the Pitts-
burgh based multiregional builder, in-
creased profits 9V2% even though sales fell
1% to $192 million. Ryan's continuing
strong suit is cost control through in-plant
building of components and optioning of
land. Thus, while the average sales prices
rose 7% to $35,023 last year on the 5,489
units delivered, costs were up only 6.2% and
gross profit margins widened to 17.1%.

Ryan's new contracts slipped by about 9%
in the year; as a result, the backlog fell 12%
by year-end to 1,793 units. But strong order
trends in the first quarter of 1976 pushed the
backlog ahead of 1975 levels. Ryan's 1975
deliverieswere 88% single-family units, not
much changed from the previous year.
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Ryan's good year was helped by strength
in the Washington, D.C. market where de-
liveries climbed 34%. Moreover, these de-
liveries were at above-average prices, which
pulled dollar revenues up.

But the Washington increase was bal-
anced by declines in northern Ohio and New
York (Syracuse and Rochester) of 23% and
19% respectively. Pittsburgh and the Louis-
ville/Indianapolis/Memphis markets are
now on the way back, with the Atlanta mar-
ket remaining the soggiest. Late in 1975
Ryan entered Charlotte, N.C., and it is now
building its sixth manufacturing facility in
Atlanta to serve Charlotte.

Ryan's two ancillary operations are start-
ing to generate good profits. Ryan Financial,
the mortgage-banking firm begun several
years ago, more than doubled profits to
$637,000 horn $298,000 the year before. The
servicing portfolio more than doubled to
$137 million. And sales of components to
other builders in Pennsylvaniarose 173% to
justunder $2 million. This operation turned
a profit for the first time in 1975.

In addition, Ryan's research program pro-
duced an energy-saving house Apr,]
and the company plans to give it a maior
marketing push. Finally, Ryan is continuing
to develop a closed-wall panel system that
will be compatible with its installation
methods.

Centex comeback. Centex Corp. made an
excellent recovery after a disappointing fis-
cal year that ended in March 1975, when
corporate profits fell 66% to $5.46 million.
Those figures had masked an even harder
fall in the company's homebuilding divi-
sions, where sales fell 31% to $ 141.1 million
and profits all but disappeared, falling 97%
from $11.2 million to $335,000. An excel-
lent performance by the company's Fox Sk
Jacobs operation in Dallas was offset by dis-
appointments in high-rise condos in Fort
Lee, N.J. and Miami Beach, Fla.

Buoyed by the continuing strength of Fox

Jacobs, which was expected to report over
$100 million in sales (3,200 units), Centex
appears to be making a good tumaroimd in
fiscal 1976. Although results weren't final
at this writing, corporate and housing prof-
its probably rose sharply. Housing was held
back, though, by the slow markets in New
Jersey and Miami Beach. Centex mwill take
ahard look at both markets before beginning
any new buildings.

Fox & Jacobs leadership. The flagship
operation of Fox  Jacobs now dominates

Company—L.ocation

Avco Comimintty Dmr,, LaJolla, Cal.
CampanalH Imhiat., ft-alntraa, Mow.

Cental Corp., Dallas, Tex.

CenvHI Communities, W. Palm Beach, Fla.
Bevel. CoTp. Amef~ Hollywood, Fla.
Ff—man ICart) >M«r, Siivf apflpg. Md.
Gutfstraam Land A Oav., Ft. Laudardala, Fla.

Halleraft Homes, Ptioonix, Ariz.

Hoffman Roanar Caep., Hoffman Eatatea, III.
Hunt Building Corp., El Paso, Tax.

Jataro Corp., Houston, Tax.

Kaufman A ~oad, Los Cal.
Laisura Tachnotogy, Lakaarood, N.J.

Lannar Corp., Miami. Ra.
McKaon Constr., Sacramanto, Cal.

Maridian Inv. A Dav. Now York, N.Y.

» Fla.

Praslay Cos., Naarport Baacfi. Cal.

Pulte Home Corp., Waal BloomfMd, Mich.

Rossmoof Corp.. Laguna Hills, Cal.

Orlola Homes,

Ryan Homes, Pittsburgh, Pa.

Rytand Group, Columbia, Md.

Shapall Industries, Bavariy Hills, Cal.
Standwd-PacMlc Corp., Costa Mesa, Cal.
Corp., New York, N.Y.

Than Group, Paramus, N.J.

Starratt

U.S. Home Corp., Clearwater, Fla.
Webb (Pal E.) Coip., Phoenix, Artz.
TOTALS/AVERAGES

nearly 50% of the Dallas single-family mar-
ket, an ascendancy achieved by few builders
anywhere. The company's strong suit is co-
ordinated marketing of three price lines in
multiple subdivisions that ring Dallas. This
marketing muscle is backed by factory pro-
duction of panel packages and cabinets that
controls costs and shortens construction
time. A yearago F6t] branched into Houston
in its first expansion, and activity is now
accelerating there after a slow start. For fis-
cal 1976, F&.J unit volume topped 3,200 vs.
2,190 the year before. Average prices rose
6% to $31,765.

Aside from the two slow condo areas,
Centex house sales in San Francisco, Chi-
cago and Washington are doing well; town-
houses in Chicago have been slow because
of an overbuilt market, and sales in Puerto
Rico have been limited by mortgage money.
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giilgj ——Earnings--—--—- % Groat Profit% Slock Earn/ P/IE'" Mti.$
mlarim) MH.$  %Chng. MM.S %Chng. Margin 1975 1974  Uated Shara Ratio  Aaaata
-75 $50.00 -30,0% $06.55 z NA d d PTC  $d0.86 $153.8
>v.75 62.58 2.4 d12.40 2 8.9% d d PTC  d211 147.9
in. 76 2115 -31,5 do.67 z NA d 1.8 PTC  dO.38 NA
ar. 75 285.19# -17.7 5.46#% -66.2 4.6 1.9% 4.8% 376.8
75 266.48  +25.4 719  1-16.2 NA 27 29 NYSE 045  26.1
>t 75 3593 -24.1 0.09¢c z 15.7 0.3 d ASE 0.05 135.0 40.8
75 5391 -18.8 1.96 z 26.9 3.6 d ASE 0.76 9.7 64.3
75 2572 -29.6 d1.38a 2 0.4 d d PTC  dO.95 25.8
Ipt. 75 139.04 _20.2 d3.29a z 18.7 d 3.6 ASE  dl.oe 173.7
lpr. 75 42.44# -54.7 d25.23# z 3.3 d d 64.0
in. 76 2276 -37.6 ds.83 z NA d d PTC dlO.66
ov. 75 3369 +13.4 do.48a z NA d 11 PTC  d0.43 p35.0
fig- 75 68.73 ~1,0 0.35 2 4.0 0.5 d PTC 025 100 14.6
mac. 75 25.24 -2.9 0.36b z 10,7 AJS d PTC 0.15 300 26.0
Bov. 75 226.48 —01 do,82 z 19.4 d d NYSE  dO.10 627.8
lar.75 $36.58# -43.5%  $d3.31# z 21.8% d 55% $107.6
mac.75 18.26  -33.4 do.32¢ z NA d d ASE  $d1,07
ov. 75 56.19 _22.0 010 -942% 82 02% 23 NYSE 003 2293 130.8
I-Oe\t;_- ;g 46.34# -36.9 d5.83 z 125 d 26 151.8
4339  +26.1 d6.63a z d d ASE  d3.40
«C.75 2543  -22.3 d9.03 z NA d d PTC d 86.0
Bee. 75 29.20 -32.3 d0.93 7 16.3 d 8.3 ASE  dO.66 44.2
an. 76 92.38 324 0.40 z NA 0.4 d ASE 0.15 1358 112.7
Bee. 75 53.79 -3.5 0.28 +211.1 18.1 05 0.2 ASE 0,14 304 50.6
»pt. 75 39.82 -37.2 d9.38a z 15.6 d 46 ASE  d1.71 76.2
NT75 196.07 -0.3 10.43 +9.4 17.1 49 48 ASE 160 153 90.1
lec, 75 56.79 -2.5 249  +29.7 17.3 44 33 PTC 0.97 157 20.8
~NC. 75 99.16 -10.4 5.43 -3.4 17,4 5.5 5.1 NYSE 1.75 9.4 125.7
mec. 75 46.20 +8.4 1.78 +3.5 125 39 40 ASE 0.98 8.0 60.5
"C. 75 69.43  -47.7 2.97 +49 NA 4.3 2.1 ASE 1.12 9.8 69.3
Bee. 75  $114.38 +225% $d1.92 z 2.4% d 1,0% PTC  $d0.37 $66.1
meb. 76 327.00 +5.8 E4.22 z NA 1.3 d NYSE 0,42 20.6 p330.0
Bk.75 305.51 -0.5 419  +243 8.4 14 11 NYSE 050 113 239.7
2,608.71 -5.0%  $19.11 z 12.7% d d 16.4 $3,477,3

MIILS EcHiily% %Raturn on Aaaat
Equity Aaaata Equity Turna
$21.7 14.1% d d 0.30
3.8 25 d d 0.36
NA NA d d 0.63
100.5 26.7 1.4% 5.7% 0.75
9.7 239 0.1 0.9 0.51
26.9 41.8 2.3 7.8 0.64
9.5 36.7 d d 0.61
40.0 23.0 d d 0,72
dis.O Neg d d 0.33
NA NA d d 1,08
4.4 29.8 14 8.8 2.84
5.3 20.3 0.7 7.8 0.47
139.9 22.3 d d 0.70
$22.6 21.0% d d 0.33
40.6 31.0 0.1 0.2 0.41
21.1 13.7 d d 0.29
20.3 23.6 d d 0.24
16.3 36.9 d d 0.51
22.0 19.5 0.3 1.9 0.72
14.8 29.3 0.5 1.9 0.89
26.1 34,2 d d 0.36
58.8 65.3 12.8 21.0 2.39
15.8 76.2 14.9 18.1 341
62.1 49.4 4.5 9.5 0,82
12.0 19.8 3.3 19.0 0.87
18.1 26.2 4.6 16.8 1.12
$16.5 28.0% d d 2,07
p93.3 28.3 11 4.7 0.88
71,4 29.8 1.6 6.2 1.19
$880.5 28.6% d d 0.91

After writedowns, tosses on daeonhrmed oparafioni, or special chsrges: CartM. Preeman Assoc..
$1.49 million invenlory writedown; Quttstream Land A Devalopment. $966,000; Hoffman Rosnor Corp.,
$701,000 ctiarpe tor axpenaing ol interest; McKeon Construction. $4.8 million: Orioie Homes. $1.88 mUlion:

Rossmoor Corp., $7 28 million. Titan Group. $3.09 million.

. credits from tax loss carryforwerda. Jataro Corp.. $
~—includes extreerdrma R

,000. .
ni credits: Cenxitt Communineer$6.S1 rr%Ll?ﬁon gam on restructuring and

extinguishment of debt; Leisure Technology. $1.65 million proceeds from otticersHfe m”rsnee.

Dehcit E—Estimated p—Preliminafy.
~~—Housing sslesonly, before $66.1 million life insurance revenues.
.—Negative net worth. NA—Netavalleble.

K—Nof ealculeted. loss m one or both years. #—Mol indudati m totals r
Baaed upon latest 12 months aarnmgs and price at April 15,1976 Averages are derive:

sratio
from ratios

Prtce/earnin

Bfeann and are not weighted averages, totals may not add due le launding

K&B'swoes. Kaufman  Broad, which did

note than any other company to make
lousing stocks acceptable on Wall Street,
‘uffered through its second losing year as it
nied to right itself. Eli Broad returned as
liief executive [News, Mar.] after the resig-
natmii of President Gene Rosenfeld. The
iLt.rporate loss shrank to $820,000 from a
massive $29.1 million the year before (the
latter reflecting inventory writedowns and
other special charges of $41.6 million in
1975).

During 1975, housing operations pro-
Jiiced an operating loss of $2.16 million
while Sun Life Insurance contributed $11.9
million in operating profit.

KEiiB's results emphasized the margin
squeeze; Dollarvolume fell 1% on a 7% de-
cline in unit volume, while the cost of sales
aept up by 1%. Marketing and customer-

financing costs increased 14% and 10% re-
spectively, reflecting introduction of the
new American Homes series of single-fam-
ily units in the $28,000-$35,000 range. Net
interest expenses rose 58% for the year, re-
flecting a new policy of expensing interest
on land rather than capitalizing it as in pre-
vious years.

K&B's balance sheet was strengthened
during the recovery year, with working capi-
tal rising $37 million. Inventories were
slimmed by $39 million. The cost of homes,
lots and improvements in production fell by
$45 million to $105 million, but the cost of
land under development rose by $6 million
to $75.7 million. That included $15 million
worth of land held for future development
or sale.

A sales record. While K&B's unit deliv-
eries of on-site housing were down for the

fourth year in a row, material filed with the
SEC reveals that the company did, in fact,
set a record for revenues from on-site unit
sales of $217.5 million. This was the fourth
year in a row that on-site home sales ex-
ceeded $200 million, even while unit deliv-
eries were dropping about 24% from near
7,000 to last year's 5,322. This means that
sales prices have gone from about $29,600
in 1972 to $40,800 in 1975.

Kaufman & Broad's sales in western mar-
kets were down 10%, even though the com-
pany reported that southern California was
having an excellent year. Midwestern sales
were off 3%: The Chicago market set
records with the introduction of new
models, but Detroit operations ran below
the break-even point because of low con-
sumer confidence. Eastern markets were
“bleak," said the company, even though
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sales declined only 2%.

Canadian sales rose 9% to $61.4 million,
and produced $3.9 million in net income. By
contrast, sales in western Europe, mainly
Paris, advanced 6% to $36.9 million and pro-
vided $66,000 netincome. That was a sharp
turnaround from the $8.7-million loss of
1974, when unprofitable German subdivi-
sions hurt results. Now the West German
division has been reorganized and is operat-
ing profitably. Meanwhile opened a
new tract in Brussels, Belgium, late in 1975.

Shapell's year. Shapell Industries contin-
ued its domination of the southern Califor-
nia higher-priced housing market, stressing
quality construction with, among other
things, plaster walls. Net income was off a
slight3% to $5.4million and unit deliveries
fell by 29% to 1,575. Gross margins widened
to 17.4% as the company benefited from a
mix that included 90% single-family de-
tached. Anill-fated venture into Denver was
phased out with losses of about $1-1V2 mil-
lion last year, leaving the company to its
familiar California territory. There, Chair-
man Nate Shapell reports, lot costs are soar-
ing again, partly because the S&Ls started
bidding for land through their service cor-
porations last summer in an effort to put
large savings inflows to work, Finished lots
are now moving toward the $28,000-$30,-
000 range and Shapell estimates that two-
thirds of recent house price increases are due
to land costs.

A strict accounting. Shapell's accounting
is among the industry's most conservative,
and it expenses all interest and taxes except
those relating to commercial and town-
house land (a small part of the total). Share-
holder equity of $62 million is 49% of total
assets and the company operates without
construction loans. This strong financial
condition has helped the company weather
the volatile California housing-market
swings.

Shapell is beginning two joint ventures
that could make major long-term contribu-
tions. At Porter Ranch in the San Fernando
Valley, the company has taken an option to
buy specified numbers of lots each year from
California Federal S&.L. Models opened in
mid-April and grading permits for 500
single-families have been received. It's ex-
pected that the project could add 4,000 units
in singles, townhouses and patio houses to
Shapell production over the next seven to
ten years. Initial units will be priced in the
$70,000-5100,000 range. One big attraction:
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The single-family land price stays the same
over the ten-year option period, and Califor-
nia Federal does both the construction and
permanent financing,

In the Orange County community of
Yorba Linda, Shapell has agreed to a ten-year
joint venture with the owner of 800 acres.
The deal gives Shapell an opportunity to
create an entire community. The attraction
is the ability to control SS-million worth of
land over eight years without paying inter-
est on the option. The price is $8,900 an
acre, well below market. Shapell will re-
ceive 70% of the profits from the venture,
the landowners 30%. Shapell's exposure is
the first 100 acres and improvements, plus
the need to have the land annexed to the city
of Yorba Linda.

Ryland's profits. Among smaller opera-
tors, Ryland Group stands out for its rapid
asset turnover and its controlled profit mar-
gins. Headed by Jim Ryan, younger brother
of the founder of Ryan Homes, Ryland had
adapted the Ryan techniques of rolling op-
tions for land and constructing panel pack-
ages in its own plants. These packages en-
able Ryland to erect houses in all weather,
anespecially important consideration in the
company's Washington/Baltimore markets.
As a result Ryland builds on a 70-calendar-
day cycle and its lumber>'ard inventory is
turned 12 times yearly.

Ryland was nearly alone in reducing the
average selling prices of deliveries last
year—7% to $41,328—amove that reflected
customer acceptance of smaller units. Late
in the year Ryland introduced a Patriot
series of mid-priced homes, some with ex-
pandable space for younger families. Ry-
land's gross margins widened to 17.3% dur-
ing 1975, and that improvement plus a cut
in interest expenses of $260,000 accounted
for all of Ryland's 30% profit gain to $2.5
million. The company is the most heavily
capitalized of all public homebuilders, with
equity amounting to 76% of assets.

Ryland develops no land, instead options
lots in new towns and larger planned com-
munities. Thus inventories of $13.1 million
at year-end were primarily lots and homes
in process under sales agreements, plus
model and unsold homes. Virtually all
houses started are under firm sales contract.
With the soggy housing market last year,
significant option opportunities opened to
Ryland and the company added three new
divisions for 1976.

Setback for Lennar. Lennar Corp., the

Comply—Locthm

Braewood D«v«l., Tucson, Ariz.

BroPor & Rolnor, Washington, D.C.

Chrfsliana Cos., Smta Monica, CM.

Bros., FuHarton, Cai.

FPA Corp.. Pompano Baach, Fia.

Gonaral Bulidors, Pompano Beach, Fla.

Homewood Con>»i 0.

Key Co., Greenebofo, N.C.

Landmark Lend, Oklehoma City, Ok.

Miller (H.) A Bone. Ft Lauderdele, Fie.

Neieon (L.B.) Corp., Menio Park, Cel.
Aeeoc., Southfield, Mich.

wi Homee, Oxon Hilt Md.

TOTALS/AVERAGES

Company—L.ocation

Amrep Corp., New York, N.Y.

Arvide Corp., Miemt Fla.

Deltona Corp., Miami Fla.

Diamondhead Corp., New Orleans, La.
Fairfield Communities Ld., Littia Rock, Ark.
General Development Miamt Fla.

Horizem Corp., Tucson, Ariz.

KHlearn Propertiet, Tallahassee, Fla.

Land Resources Corp., New York, N.Y.
McCulloch Oil Corp., tos Angeles, Cel.
Punta Gorda lIsles, Punts Gorda, Fla.
Roiar>d Internatkmat Miamt Fla.

Royal Palm Beach Colony, Miami, Fla.

Sea Pines Co., Hilton Head is., S.C.
Shastina Irw., Pasadena, Cal.
VWdng General Corp” Miami, Fla.
TOTALS AVERAGES

Miami builder that dominates southem
Dade County, saw deliveries fall 51% in its
basic Florida market. And deliveriesin Len-
nar's other markets were also off nearly as
much: down 46% in other southeastern
areas, down 31% in Arizona and down 30%
in the Midwest (mainly Cincinnati). Total
unit deliveries fell 40y2%, to 1,233, for the
November 1975 fiscal year, but housing rev-
enues fell only 35% as average selling prices
rose by 8V2% to $33,234. Sales of compo-
nents to other builders fell 43%, reflecting
depressed conditions in south Florida. Len-
nar also sold an office building complex and
completed a low-rise rental project for total
real estate sales of $10.6 million. Final net
income was down 94% to $101,000.

Lennar is going after management of dis-
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ar — Sales--------

a-before extraordmery items, writeotts and discontinued operations
d-De/icif. UA-Not available
Totals may not add due to rounding

tressed real estate projects to expand its
profit base, and has agreed to manage the
Kings Point Condominium in Delray Beach,
Fla. for First National Bank of Chicago, now
the owner. Lennar becomes the manager of
units under construction, and its agreement
lets it take down finished pads for con-
struction of new condos in the third phase
of the project. The deal carries no risk for
Lennar in initial stages but will entail nor-
mal builder risk if the company decides to
go forward with acquiring the 3,200 condo
sites in the third phase.

Standard-Pacific's gain. Standard-Pacific
Corp., based in Costa Mesa, Calif., contin-
ued a recovery begun last year and boosted
profits 3°2% to $1.78 million. Earnings per
share rose 17% for the year, however, by vir-

Z-tvorcatcu/ar»d. toss m one or bothyears.

tue of the retirement of 644,000 shares—
this after purchase via a tender offer of 455,-
000 shares in November 1974.

Starting from a southern California base,
S-P has expanded into northern California
and to Seattle, Wash, and Chicago, although
the latter two areas remain small unit con-
tributors. Now S-P sees demand for homes
so strong in its southern California bread-
basket that it has just declared its first-ever
cash dividend—ten cents a share.

Starrett's move abroad. The success story
of Starrett Housing Corp. differs markedly
from that of other housing producers. Origi-
nally a general contractor, Stanett became
one of the largest builders of subsidized
housing units in the East, mainly under
New York City and state housing programs.

— Earnings--—-—- % Gross Profit % Stock Earn/' P/E* MILS MILS Equity % % Returnon Asset
ben) Mil.$ % Chng. MILS 9%Chng. Margin 1975 1974 Listed Share Ratio  Assets Equity  of Asset Assets Equity  Turns
[c.75 $19.99 -29.4% $d0.95 2 9.6% d d oTC $d0.64 $16.2 $0,7 4.6% d d 1.06
k.75 8.96  +23,6 0,11 2 NA 1.2% d oTC 0.08 45,2 12.2 27,0 0.2%  0.9% 0.20
he 75 16.24 +1.7 0.15 +150 14.7 0.9 0.4 ASE 0.20 13.7 42.0 13.7 32.7 0.4 11 0.38
ic. 75 23.87 -1.9 0.02 z 11.6 0.1 d OTC 002 1625 233 5.2 224 0.1 0.4 0.68

75 23.98  -33.2 do.35 2 0.7 d 3.8 ASE do,75 84.2 9.9 11.8 d d 0.28
lc.75 361  -44.9 do.sl 2 NA d d ASE do.33 17,1 5.8 33.8 d d 0.20
Ic. 75 1730 -384 0.80 -33.3 17.0 4.6 4.2 oTC 0.65 115 412 14.5 35.2 2.3 6,0 0.49
fct. 75 14.92 -37.8 do.84 2 19.8 d d ASE d1.02 13.9 55 39.8 d d 0.80

cn75 9.08 -0.9 do.48 2 NA d d ASE do.16 NA NA NA d d 0.42
lc.75 471 -67.4 do.52 2 NA d 208 ASE do.87 NA NA NA d d 0.20
lc.75 19.26  -60.1 3.26b 2 42 169 d ASE 1.43 37.8 4.8 12.8 42 NC 0.25
Ity 75 15.74 +3.1 di.89 z 1.2 d d ASE do.95 35.7 6.6 18.5 d d 0.40
ily 75 17.69 +34.0 0.36 2 22.4 2.0 d OTC 0.78 51 23.2 6,3 27.4 6.0 0.94
$195.35  -27 6%  $d0,84 z 11,2 d d 81  $379.7 $85,4 24.4 d d 0.48
‘t—IncJudes extrsordintry crwJits. LB. Nefson Corp.. $2.55 milhon gam on dedr c«nce/rar>on
and taxloaa carryforward$.
('j—_ PDg I:Ig i/t.élam ing sr\ll'éti_o ’\t‘)%rsezlavdal.ijlgg Inel atast 122%’}‘1?&?‘1:1‘? r\{x S tsg r? 3 E rr’? c%ngt oArpt:'?(l r115y eﬁ)r;é.
Avaragas araderived from ratios shov/n and are not weighted.
Totals may not add due to rounding
LAND DEVELOPERS
Year e Sales----- lamings------ Gross  Prof. Merg. % Stock  Earn/ P/E Mk.S Mil.s Equity -9% Return on—
(Interim) Mil.S 9%Chng. Mil.S  %Chng. Margin 1975 1974  Listed  Share Ratio Assets Equity % of Ass. Assets  Equ.
lio Jan, 76 36.20 +335 do.72 2 NA d 2.2 NYSE  d1.06 NA NA NA

Dec. 75 44.32 -15.4 1.83 '65.0 20.7 4.1 9.7 OoTC 0,30 35.0 159.9 88.4 55.3 11 2-1

Dec "75 91.75 -15,0 d5.08 2 36.6 d d NYSE do.98 340,2 55.0 16.2 d d

Dec /5 41.39 -35.3 d2.15 2 28.6 d d oTC dO.36 230.5 39.3 17.0 d d
lio Nov. 75 17.64 -23.2 d0.04 2 NA d 0.6 OTC  do0,03 NA NA NA

Dec, 75 110.90 127.2 9.62 -12.5 NA 8.7 72 NYSE 1.04 4.7 345,8 108.3 31.3 2.6 97
lie Feb. 76 32.84 '28.1 d3.62 z NA d 3.0 NYSE d0.50 NA NA NA
InoJan 76 275 + 6.6 0.19 z NA 6.9 d oTC 0,15 5,0 NA NA NA

Sep. 75 29.76  '25.5 dl,84 2 70,3 d 43 OoTC  dO.52 146.0 30.4 20.8 d d

Dec. 75 12431 - 22 7.14 +40,8 NA 5.8 4.0 ASE 0.41 9.8 362.9 110.9 306 19 69

Dec. 75 21.65 -16.5 068  -42.9 70.1 31 45 ASE 0.37 10.1 111,0 12.5 11,3 0.6 5.7

Sep. 75 1502  +10.3 050  -65.3 NA 3.3 106 ASE 0.03  166.6 NA NA NA 0.9 37
|«e Jan. 76 11.67  -48.0 d,095 z NA d 2.0 oTC  do.22 NA NA NA
lao Nov. 75 36.79 -29.7 d12.09 2 NA d d OTC  d4.60 NA NA NA

Nov. 75 10.70 +54.2 do.92 2 NA d d OTC do.35 NA NA NA d d

Aufl. 75 17.7 - 29 0.07 -92.5 NA 0.4 54 ASE do.74 524 9.9 19.0 0,1 0.7
$644.86  *ogoy,  $d7.28 2 45.3% d d 129 $1749.0 $357.4 20.0% 2.3%

The collapse of New York's Urban Develop-
ment Corp. in 1975 ended all new projects
under this program and Starrett began look-
ing for other business while building out
5,881-unit, $325-million Starrett City in
Brooklyn.

Starrett eventually settled for the job of
puttingup high-rise condominiums in Iran,
buying land in the new and upper-income
suburb of Farahzad (Queen's City), over-
looking Teheran. The acreage is being
bought from the Bank Omran, which has
spent $125 million to develop a 1,500-acre
planned community. The bank is affiliated
with the Pahlevi Foimdation, which is
under the auspices of the Shah.

When the deal was announced, many
housing men regarded it as having no more
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substance than so many publicized Middle
Eastern deals that faded before closing. But
last November Starrett began taking reser-
vations for apartments and reported selling
70%-75% of this first phase of nearly 2,000
units in four months. Deposits range from
10% to 50% on prices from $60,000 to
$150,000. Starrett has sold over $60-million
worth of condos in four months; units will
be delivered in two years.

Meantime the Teheran redevelopment
agency has hired Starrett as construction
and technical manager for a $70-million,
4,200-unit renewal project in Teheran. And
in March the agency signed a letter of intent
to hire Starrett for the project's $120-
million, 6,000-unit second phase. All this
has helped Stanett's profit margins: Profits
rose 5% during 1975 even as revenues were
falling 48%.

Devco and Webb. Development Corp. of
America recovered from a 1975 loss that in-
cluded hefty inventory writedovms. The
company posted a profit as it built out many
condo orders in its Florida communities.
Unit deliveries fell 25% to 1,564, most of
those in Florida, and the year-end backlog
fell 60% to 576 units from 1,444. Troubled
New Jersey operations continued to struggle
with inventory and ran at a loss> a suit with
the former Jersey manager was settled.

Profits were up 24% for the Del E. Webb
Co., even though the fourth quarter pro-
duced a slight loss. The results reflected
continued earnings gains from Nevada
hotels and casinos, offset almost entirely by
losses in housing. Home sales fell 46% to
822 units in Sun City, Ariz., and sales ran
at depressed levels in Oak Brook, 111, Sales
at a second-home project in Massanutten,
Va. were slow, and a sales suspension was
continued at the company's Val Moritz sec-
ond-home project in Colorado. Both second-
home projects required substantial new val-
uationreserves in the year. Purchasers of the
Kroger Building in Cincinnati and the
TownHouse Hotel and Office Building in
Fresno, Calif., defaulted under their pur-
chase agreements, and the Webb company
was negotiating possible new sales.

Pulte and Jetero. Although the Pulte
Home Corporation's earnings rose 211%,
the 0.5% profit margin was described as
"not particularly good." Single-family
houses did well in most markets but town-
houses sold slowly. The Detroit market,
where Pulte has its headquarters, was said
to be giving only a fair performance; The
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company got its share of units in the $21,-
000-townhouse range, but singles priced at
$55,000-$60,000 moved slowly. Denver
single-family sales were steady, but Atlanta
continued to be overbuilt, "with $17,000-
$18,000 townhouses very slow and singles
in the mid-$30,000 range facing overbuild-
ing. The Harrisburg-Lancaster area in Penn-
sylvania was fairly well isolated from the
housing recession, but two subdivisions are
nearly sold out and new projects aren't yet
on stream. Puerto Rico units are limited by
availability of Farmers Home Administra-
tion mortgage funds.

Jetero Corp. of Houston, perhaps the na-
tion's largest apartment producer, also
turned from a loss to a profit in 1975. The
uneven year-to-year results reflected the pe-
culiarities of apartment accounting, how-
ever. More than half, or $13.4 million, of the
$25.2 million reflected the booking of proj-
ects completed during 1974 but whose reve-
nues and profits had been deferred under ac-
counting rules because of a lack of perma-
nent financing and/or the existence of con-
tingent liabilities.

Carry-over problems with two other proj-
ects were also settled: A dispute over an Or-
lando, Fla. project was ironed out and a
Memphis project, acquired upon default of
the original developer, was deeded to the
lender in return for $11.6 million in debt
cancellation. Late in 1975 the company
began an aggressive development program
totaling $29 million for 1,764 units concen-
trated in Houston, where only 4,700 apart-
ments were completed last year. Included
are $4V2-million, 296-unit Richmond Chase
and two other projects of 336 units each.

Hunt and Hoffman. Hunt Building Corp.,
the El Paso contractor, has been hurt by dis-
continuance of the HUD turnkey programs
and finds military housing the only large-
scale local market. It reports that bidding for
projects is extremely competitive, and it has
cut staff to about 40% of its peak. It is trying
to maintain liquidity to see it through the
slack time.

Hoffman Rosner Corp. of Hoffman Es-
tates, 111 reported deliveries down 12% to
582 houses, but a strong new-order trend
more than doubled its backlog to 278 homes
at end of the November 1975 fiscal year. Al-
though average selling prices rose, Hoffman
Rosner operated at a $479,000 deficit; the
loss was increased to S1.18 million by a deci-
sion to begin expensing all interest. Early in
1976 Hoffman Rosner announced it would

CofT~ny—Location

Inland Stool, CMcago, 111

M6IC InvoatmonL Mihaoukoo, Wla.

Olin Corp,, Groonwich, Conn.

Singor Co., Now "fwk, N.Y.

Wty»rh««uMr Cog>., Tacoma, Waah.

TOTALS/AVERAGES

Company—Locatkm

Alcoa Corp., PitMiurgh, Pa.

Afirfac, Inc, Honolulu, Haw.
Caatia A Cooke. Inc., Honolulu, Haw.

City Inveating Co., New York, N.Y.
OIKIngham Cog>., HomWii, Haw.

Evana Products, Portland, Ore.

Ftbraboard Corp., San Francisco, Cal.
1C Industrias, CMe”o, M.

ITT-LevItL Graanwich, Conn.

Loews Corp., New York, N.Y.

Philip Morris, New York, N.Y.
Santa Anita Conaol., Lot Angeles, Cel.

Transemerica Corp., San Francisco, Cal.
UGI Corp., Pa.

Waltar (Jkn) C™., Tampa, Ra.
Wylain Co.. Dallaa, Tax.

TOTALS/AVERAGES

seek to go private.

Reasons for losses by some major inde-
pendents are almost as instructive as the
successes, and the ways management copes
with earnings and liquidity crises are worth
noting.

Cenvill Communities presents the prime
example of a company whose market all but
disappeared. A builder of lower-priced re-
tirement condo communities in Florida,
Cenvill completed its 7,850-unit Century
Village at West Palm Beach during its Oc-
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A Year -—--- Salts —_Earnings————— % Gross —Profit % — Mii.S MilL$ Equity%o—% Returnon— Asset
mUar”s {Interim) Mil.$ % Chng. Mil.S % Chng. Margin 1975 1974 Assets Equity  of Asset Assets Equity Turns
Steel Urban Devel- bee. 75  $96.00 *2.1% $d,544 NA d d 115.7 17.5 15.1%
Homes-Schult Homes) 2 $115. $17. - d d 0.72
~Oeveiop.: Criterion (LaMonte- pec. 75 2313 -11.3 d13.83f 2 NA d d 266.5 13.4f 5.0f d d NC
i; MGIC-Janis; MGIC Financial)
Imencan; Yoenas Co.; Chesapeake Dec. 75 62.08 -43.5 d 2.93 Z NA d 1.2% 81.1 18.2 225 d d 0.64
i, Morrison Homes; Cavalier Homes;
lester Homes
Housing: Besco; Mitchell Cos.; Dec. 75 15350 *22.7 6.50 *1200 19.8% 4.2% 0.4 165.1 58.2 35.3 4.0% 12.5% 0.94
Homes
haeuser Real Estate; Quadrant; Dec. 75 153.12 -13.0 2.69 z 6.6 d 380.2 144.2 37.9 0.7 1.9 0.39
nmal Homes; Scarborough '
$487 83 -1.1% $d13.01 z 13.2% d d $1,008.5 $251.5 21.2% d d 0.67
I «f«s financing subsKiiary.
| aatata saias on/yraxciueing financing chargas.
at. NA—/Voravai/abfa
cafcvlataa. laaa in on* or both yamm.
mn are barivad from rauoa shorn* and ara nor waightad
ly noi adO dua to rounding
MAJOR INDUSTRIAL COMPANIES-PARTIAL REPORTS FOR HOUSING & REAL ESTATE SUBSIDIARIES
- Year %Qf PreM% ii i i
mtfieriM ! 6Qfosa reM% Mii.S Mil.$ Equity % Returnon—
(Interim) MILS %Chng. MM.$ % Chng. Margin 197$ 1974 Assets Equity oqusté/et Equity
iProperties Dec. 75 $27,80 -35.8% $d9.10a z
Communities. Inc.; Amfac Dec. 75 17.67 -39.1 5.55¢c -"88.1%
(unities-Hawaii
lie Properties; Barclay Dec. 75 50.18 *87 2.63c 2
ider Corp.
Bros. Homes Dec. 75 68,10 -66 d4.50c 2
ham Development; Dillingham Dec, 75 39.00 -18.2 8.20c -14.6
iorp.; Systech Financial Corp.
omes: Ridge Homes Dec- 75 78.61 *45.0 3.38c
Land Co. (being dts- Dec. 75 9,35 -132.0 d2.01a
lued)
piThomas;-Phiilpsborn Equities; Dec. 75 40.80 *5.1 4.88b 64 4
Center; LaSalle Properties
Mdt (operating under court Dec. 75 E105.00 -26.9 F.d28.50b 2
Inted trustee)
mSnyder (Larwin Group, owned by Dec. 75 E32.40 Z Eds.15c z
iNA Financial not included)
lon Viejo Dec. 75 70,64 +127 5.88c *23.3
INn H. Grant Corp.; SanTa Anita June 75 52.70 -26.0 d6.19a z
kpment Corp. (results not mcl.)
America Development Dec. 75 NA NA d4.95¢ 7
iment Co.; Capital Housing 'SSTTS 153§ -52,2 “<d6.4?c z
Walter Homes, Mid-State Aug. 75 116.20 +0.2 26.57c +21.8
nental Homes of New England. Dec. 75 30.34 -27.6 3 21c -16.0
Homes of Virginia; Davis Homes
$711.78 -7,0%
neon* aftar taxas or tax aifocation
ncona bafora taxas.
‘ating incoma batora corperata overhaed. mtarast i laxas.

E-Esiimated

ucu'atad. loss m one or both yaars

tober 1974 fiscal year and began deliveries
ata new Century Village in Deerfield Beach,
Fla.

Cenvill had 1,321 condo orders on hand
at the end of fiscal 1974, when the bottom
dropped out of the Florida condo market.
The company signed only 167 new contracts
during fiscal 1975—and 81 of these came in
the last two months, September and Oc-
tober, when the market began picking up. So
while Cenvill was delivering 1,312 condos
during 1975, down 38%, the dearth of new

contracts created severe liquidity pressures,
and the backlog plunged 87% to 174 units
by the end of fiscal 1975. Happily the sales
upturn that began in September 1975 carried
through the company's January 1976 quar-
ter, and 287 new contracts in that quarter
brought the backlog up to 275 apartments
after 186 deliveries.

Condo legislation. A significant factor in
the sales tailspin was widely publicized liti-
gation launched by New York State and
Florida authorities; the Florida action

sought to force Cenvill to cease enforcing
management contracts and recreation
leases for condominium purchasers, alleg-
ing restraint of trade and unfair trade prac-
tices. In May 1975 a Florida appeals court
ruled for the company, but the state has ap-
pealed. In June 1975 a new Florida law be-
came effective voiding escalation clauses in
condominium leases based on consumer
price increases. A lower court has ruled this
law unconstitutional, but other pending
cases mean this issue ultimately will be de-
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cided by the Florida Supreme Court.

To combat resulting liquidity pressures,
Cenviil in October 1975 sold tracts of 1,070
acres in Boca Raton and of 730 and 1,581
acres in Pembroke Pines, Fla., recognizing
losses of $14.3 million. These losses and
writedowns brought tax cash refunds total-
ing $10.2 million in fiscal 1974 and 1975. In
the transaction Cenviil acquired two cor-
porations whose principal assets were com-
pany debt, recognizing an $8-million ex-
traordinary gain. As a result Cenviil re-
ported avery unusual $93,000 profit. During
the year Chemical Bank of New York con-
verted its open line to a $7.3 million loan
at 7%, secured by the Deerfield Beach
assets.

Rossmoor's losses. Rossmoor Corp, of La-
guna Hills, Calif., reported losing $9.4 mil-
lion after realizing $6.6 million in tax bene-
fits from a disposition program. Known as
a developer of adult communities, Ross-
moor began disposing of its other types of
projects and, during its September 1975 fis-
cal year, abandoned or sold all but two. Gone
were those in Evesham Township, N.J.,
abandoned because municipal sewer service
could not be assured; Glendale, Ariz., and
Freemont, Fresno, Pittsburg and Visalia in
northern California.

Rossmoor also ended its participation in
the Golden Hills Leisure World near Mesa,
Ariz., where it had joint ventured with a
subsidiary of Western Financial. Rossmoor
retains its three major adult communi-
ties—at Laguna Hills, Calif., Silver Spring
Md. and Coconut Creek, Fla. Sales at the
Leisure World at Silver Spring resumed in
March 1975 after an 18-month delay caused
by a sewer moratorium. In December, 1975
the company raised $8 Vi million net cash by
selling its 50% interest in the new Laguna
Hills Mall, plus two neighborhood shopping
centers and several commercial properties
to a real estate investment trust. Conti-
nental Illinois Properties.

Leisure Tech and Avco. Leisure Technol-
ogy of Lakewood, N.J., another adult-com-
munity builder, ran into trouble with its
lenders when founder Robert Schmertz
died; the death constituted an act of default
under bank loan agreements. The default
was waived later and Michael Tenzer,
former Larwin Group marketing director,
was named president early in 1976.

Avco Community Developers, owned
partially by financial conglomerate Avco
Corp., reported the year's biggest loss—
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$12.4 million. The deficit stems from a deci-
sion to "drastically reduce prices” on its
heavy inventory of townhouses and condos.
As a result; ACD cut inventory from 1,126
units to 407 at end of its November 1975
fiscal year; deliveries of 957 units were
down only 14% at its Rancho Bernardo and
Laguna Niguel communities in southern
California. ACD is also phasing out recrea-
tional projects at Heritage Lake, Mackinaw,
111 and Cinnamon Lake, Ashland County,
Ohio. During the year it sold three indus-
trial buildings, a shopping center and The
Inn, all at Rancho Bernardo, for about $15
million. The number of employees was cut
50%.

Three builders' troubles. Debt restructur-
ings were accomplished or were near for
three other hard-pressed building compa-
nies.

The McCarthy Co. of Anaheim, Calif., got
$18.6 million in secured loans from Union
Bank, its principal lender, after agreeing to
cooperate in foreclosures on projects in Cali-
fornia, Georgia and Virginia. McCarthy is
owned 80% by Pacific Holding Corp., which
plans to divest its ownership.

Robino-Ladd Co., now based in Miami,
expected to report a loss of $30 million in
1975 after losing $44.2 million in 1974. The
bulk represents writedowns. Three major
lenders—Citibank of New York City, Con-
tinental IHllinois Trust of Chicago and Equi-
table Life Assurance Society—agreed to ex-
tend $30 million in loans and provide an ad-

Company—Location

Champion Home Buitdera, Dryden, Mich.

Conner Homea, Mewport, N.C.

DeRose Industries,

Fleetwood Ewlsrpriees, Riverside, Cal.
Goiden West Mobile Homes, Santa Ana, Cal.
Kit I, Lowj Beach, Cai.
Lanehart Industries, Wichita Falls, Tex.
UhartyHgwt—. Caihtn, Ind.

Mark IV Homes, Taylor, Penn.

Moduline IwtL, Chaiiallt, Wash.

Monarch Irwlustries. Goshen, ind.

Oakwood Homes Coip., Greensboro, N.C.

Redman Irtdustries. Dallas. Tex.

Shelter

SltyHwe Corp.. Elkhart. Ind.

Town I Cow”, Wichita Falls, Tex.
Vindale Corp., Dayton. Ohio

Vintage Enterprises. Atlanta. Ga.

Zimmer Homes Corp., Pompano Beech, Fla.
TOTALS/AVERAGES

Company—L.ocation

Linda! Cedar Haasii,

National

TOTALS/AVERAGES

Tracing the pipeline: Better visibility

Nine companies accounted for 19,834
housing units last year, about 1.7%of the
U.S. total. The tally shows that, while
deliveries fell 12%, new contracts actu-
ally rose 5% and the year-end backlog fell
12%. The tally:

More public companies are now report-
ing continuously on their sales contracts,
deliveries and backlog.

The net result is that it's possible to
measure more precisely than ever the

sales and delivery trends they set.

—~Contracts—

Company-Year Units % Chg.

Cenviil Comm.-Oct. 165 -85%
Develop. Cp. Amer.-Dec. 633 n23
Hoffman-Rosner-Nov. 733 +26
Pulte Home-Dec. 1,619 +16
Ryan Homes-Dec. 5349 -9
Ryland Group-Dec. 1,593 +44
Shapell Ind.-Dec. 1,591 -14
U.S. Home-Feb. 76 6.746 +18
Wash. Homes-Jufy 515 +6300

TOTALS 18344 + 5%

ifA;

Wash.
Ind.

Nationwide Homes, Martlnsvilie, Va.

—Deliveries— —Backlog—
Units % Chg. Units % Chg.
1,312 -38% 174 -87%
1,564 -26 513 -65
582 -12 278 -M19
1394 -5 492 +84
5,489 _ 8 1.793 -12
1374 + 5 564 +64
1,575 -29 692 + 2
6,117 _ 2 2350 +37
427 + 2 168 +m
19334 —129% 7,024 —12%
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----- Earnings------- Gross Prof.Marg.% Stock Earn./ P'E MILS Mil. $ Equity % Ret. on
MILS %Chng. MILS  %Ctmg. Margin 1975 1974 Listed Share Ratio  Assets Equity % of Ass. Assets Equ.
1.76 S208.96 158 d3.39 z NA d d ASE d 76.6 41.2 538 d d
~1.75 85.04 - 153 0.28 1845 20.8 03 18 ASE 0.66 34.8 225 64 7 c7 12
|ug 75 16.14 -17.9 0.20 160.8 NA 1.2 2.6 oTC 0.14 19.1 NA NA NA 1.4 3.4
175 14.53 -15.5 d1.50 2 25 d d ASE d1.04 5.3 3.6 d d
ian. 76 250,45 -13,8 -78.3 NA 2.2 14 NYSE 0,66 27,2 111.2 82,5 74.2
Itay 75 36.32 20,4 do.23 2 12.9 d d ASE 1.03 8.5 9,6 5.2 54.4 d d
bet. 75 3202  -0.9 do 46 2 11 d d ASE  d0.09 12.0 4.0 336 d d
24.34 -2.8 dO.55 z NA d 0.8 oTC d0.32 7.5 3.3 44.8 d d
1< 75 2254 296 d0-59 2 103 d 16 oTC  do.13 i4 4 115 80.3 d d
lpw- 75 984 226 d0.35 ) NA d d oTC  do.33 NA NA NA
jrch 76 45.30 -9,4 0.64a -26,4 NA 14 2.0 OoTC 0.45 10.8 NA NA NA
ijne 75 15 06 45.8 do.96 2 5.3 d 03 OoTC  d1.29 6.3 2.3 36.3 d d
IpCt. 75 787  -55.8 do.50 2 NA d 1.9 OoTC  do,19 5.8 49 857 d d
lune 75 18,84 19.3 0.74 ' 443 25.6 3.9 5.7 ASE 0.96 11,6 16,7 8.3 49.9 44 a.9
PIC 75 86.73  -29.2 dz2.19 2 NA d d NYSE  dO.77 57.2 7.4 13.0
Pi< 75 40.54 14.8 d5.10a 2 NA d d ASE d6.14 NA NA NA d d
MM 76 15584 919 298  -148.3 NA 19 09 NYSE 041  47.0 95,4 82.2 86.1
bK. 75 3023  -11,5 d1.58a 2 NA d d ASE  dO.95 NA NA NA d d
Pet. 75 749  -59.1 d1.27 2 2.2 d d ASE  dO.88 41 22 53,6 d d
lov. 75 8.11 50.4 d0.39 z 2.4 d d OTC  d0.26 NA NA NA
1< 75 2249  -30.8 d0.59 z 13.3 d d ASE  dO.76 20.0 4.3 216
75 35.14 -1.0 0.74a 2 11.7 21 d ASE 0.60 19.2 17.0 9.5 57.9 49 8.0
$1173.62 '7.2%  $d9.95 2 10,7% d d 20.9 S494.5 $295.5 59,8 % d d
p ' BOfort axtraordinarY ‘ttms. wrilsctfs i discontinued operations
_.Detiat
"fi-~Notavaiiatjte
k—Not calculated, loss m one or botti years.
pofa/s rnay not add due to rounding
MANUFACTURED HOUSING
Year = e Sales—  —-- Earnings------- % Gross —Profit% — Stock  Earn/' P/E*  MILS MILS  Equity % % Returnon  Asset
iterim) Mil.S  %Chng. Mil.$ % Chng. Margin 1975 1974 Listed Share Ratio  Assets Equity of Asset Assets Equity Turns
lec. 75 $9.83  -18.2 $d0.49 2 NA d d OTC  $d0.81 $7.7 $0.7 9.0% d d 1,06
kec, 75 99.08 -24.7 d15.52a 2 18,0% d d NYSE d2.08 143.0 34.3 24,0 d d 0.59
Mar. 75 11.71# -~0.0 1.16# -728.9 27.0 9.9% 9.2% 10.0 7.8 77.3 11.8% 17.1% 1.19
)
Mar 76 14,96 -27.8 1.53 -31.9 NA 10.2 9.9 ASE 158 10.0 11.9 9.3 78.2 15.2 19.7 1,49
$123.87 20.2 $d14.48 2 22.5% d d 10.0 $162.6 $44,2 37.1% d d 1.05
a—Attar writedowns orloaaea trom discontinued operations' Nalionai Homes, S1.04 million on
discontinued operations and S4 mrilion goodwill.
d-DetfCii. HA—Not available. Z—Notcalculated, lossm one or both years.
"—Prica/earnings ratio based upon latest 12 months'earningsand price at April 15.1976.
Averagas are derived from ratioa shown and are not weighted. Totals may nor add due to rounding,
a—Notincluded in totals.
.-, - - - H H 1 H
Jitional $2314 million. Robino-Ladd's ments for most units, and as a result single- Weyerhaeuser's climb. Weyerhaeuser

IXirado Del Mar Hotel in Puerto Rico filed
a Chapter 11 petition in January 1976 and
various foreclosure actions were pending.
Hallcraft Homes of Phoenix lost $25 mil-
lion in its April 1975 fiscal year and ended
with a $16.1 million negative net worth.
Losses were expected to diminish in fiscal
1976, provided financing could be obtained.

rilie fnor stib~diarfes

Homebuilding subsidiaries of major indus-
trial and financial corporations weighed in
with results not much different than those
of the independents.

Singer Housing sales rose 23% to $151
million and net income rose 13-fold to $6*/2
million from depressed 1974 results.
Singer's one-family operations were aided
by FHA below-market interest rate commit-

family sales rose in Colorado, the Southeast
and California; only Arizona sales levels fell
below those of 1974. Singer Housing amal-
gamates the Besco companies of Oakland,
Calif., Mitchell Cos., of Mabile, Ala., and
Melody Homes of Denver. Early in 1976
Singer Housing entered the southern Cali-
fornia and Houston, Tex. markets.

The Mission Viejo subsidiary of Philip
Morris Inc. reached new sales and operating
profit levels at $70 and $5.9 million respec-
tively. The order trend was strong, buoyed
by some widely publicized sales successes,
and year-end backlog was up 76% while in-
ventory was at the lowest in over four years
at its major community south of Los An-
geles. However ventures into Denver, Colo.,
and Fresno, Calif., felt effects of the housing
recession and the company withdrew from
the Arizona market.

Real Estate Co. swung back into the black
by $2.7 million last year after losses on mul-
tifamily projects and dwindling contribu-
tions from its mortgage-banking subsidiary.
Thus while sales fell 13% to $153 million
in the year, gross margins in housing sales
rose to 6.6%. That was not enough to cover
overhead, and housing operations wound up
with a modest $500,000 loss.

The mortgage subsidiary contributed a
$5.9-million operating profit, however, and
after adjustment for joint ventvires, the com-
pany earned $2.7 million after taxes. Inven-
tories fell a bit during the year to $14/ mil-
lion, including $25 million in acreage listed
for sale.

Jim Walter and Boise. Two large housing-
package producers felt the recession's sting.

Sales of the Jim Walter Corp.'s shell
houses fell 15% to 7,017 last year but dollar
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volume dipped only 4% to $82.2 million,
the result of a 13% jump in unit selling
prices to $11,700. The higher prices were
attributed to customer selection of larger
models and more finishing options. True
shells with completely unfinished interiors
accounted for 41% of unit sales; substan-
tially finished units were 21%. The remain-
ing 38% were sold in intermediate stages of
completion.

Boise Cascade Corp. sold 7,147 units from
its 13 Kingsberry and Boise manufac-
tured-housing plants, a 16% fall from the
previous year. Dollar volume and profits
weren't reported separately but manufac-

tured housing's total division reported only
about $1 million in operating profit, down
from 1974.

Levittand MGIC. The biggest loser in the
corporate sectors was ITT's Levitt, which
was expected to post a $28~2 million pretax
loss on $105 million sales, although final
accounting adjustments could swing this
figure. Levitt is operating under a court ap-
pointed trustee, Victor Palmier! & Co. of
Los Angeles.

Behind this came MGIC Investment's de-
velopment operations, built around the
Janis activity in Miami and Lamonte-Shim-
berg in Tampa. These developments are

Public vs. private: The debate revives

The long slide in housing stock prices
over recent years is moving the Hoffman
Rosner Corp. to try to go private again.
A shareholder meeting is scheduled ten-
tatively for this month.

The company, with headquarters in
Hoffman Estates, 111, recorded $33.7 mil-
lion in sales last year.

"The goodies from being public just
weren't there—only the negatives re-
mained,"” says Chairman Jack Hoffman.
"When the price went below book value,
you couldn't sell any more stock to raise
equity. And the stock options we gave to
our executives became virtually worth-
less. The stock gradually got into the
hands of only a few holders and only one
brokerage firm will makeamarketinit."

The continuing negatives, in Hoff-
man's eyes, were that "you have to tell
everybody everything you do. This is a
fast-moving business and you can't be
giving your plans out to everybody. If
word gets out about a new location,
everyone jacks the price up and it brings
new competition. We'll have more time
to maneuver as a private company.”

Subject to SEC and shareholder ap-

Company-Exchange Price value/share*

Centex Corp,-NYSE $11.75 -7685%
Devel. Cp. Amer.-ASE 7.38 -31.0
Kaufman & Broad-NYSE 10.25 -H21.7
Leisure Technology-ASE  2.75 -58.8
Lennar Corp.-NYSE 6.88 -44.4
National Homes-NYSE 6.75 -h 3.7
Oriole Homes-ASE 6.75 -41.9
Pulte Home Corp.-ASE 425 -41.7

*% above (below) book value/share
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proval, Hoffman Rosner will offer to buy
back 248,000 shares in public hands—
about 22% of the 1.1 million shares out.
The company went public by selling the
shares at $11 in April 1970. Book value
was $7.01/sh. at end of the November
1974 fiscal year but the company lost
$1.06/sh. in fiscal 1975 to cut this fur-
ther. The cunent market price is in the
$I1-$2 range.

No other homebuilders have followed
Hoffman Rosner's lead, but outspoken
Chairman Nate Shapell of Shapell Indus-
tries reminisces about the days as a pri-
vate company. "When we were private,
if someone wanted to buy into the com-
pany, we asked what skills they could
bring, and if we talked price it was well
above book value. Now anyone can buy
our shares on the market below book
value—and | have to meet with analysts
and investors to try and get them to buy
the stock.”

Since the relation of book value to
share price is crucial to the public vs. pri-
vate decision, here's a short listing of
how share prices of some public compa-
nies compare to book value:

Company-Exchange Piice value/share*
Ryan Homes-ASE 2450 164.6
Ryland Group-OTC 1555 -M47.6
Shapell

Industries-NYSE 1658 -18.0
Standard-Pacific

Corp.-ASE 7.88 +87.6
Starrett Housing-ASE 1725 +60.9
li.S. Home Corp.-NYSE 925 +12.1

grouped with MGIC Financial, a REIT-typ(
lender, in MGIC's reporting, and this grou]
sustained a S 13.8-million netloss after taxe
in 1975. The parent contributed S10.8 mil
lionto the real estate group, up from S5 mil
lion the year before. Real estate sales fel
11% to $23 million, and MGIC wrote dowi
the carrying value of real estate by SIO.J
million and increased loan loss reserves b*
$4.1 million, accounting for most of th(
$24.1 million pretax loss.

The hemsing mamifiicluiiersl

The three independent manufactured
housing producers reported a losing year a:
a group, but this was due largely to domi
nance of the field by National Homes
which lost S15V2 million. And there wen
two bright spots behind the red ink at Na
tional, struggling to recover from ill-fate(
expansions.

First, National's six panel-manufacturing
plants contributed a $2V2-million preta?
profit compared to a $1.7-million loss thi
year before. Unit shipments fell 13% tc
9,608 houses and apartments. Orders begai
turning decidedly strong in February of thij

ye%re'cond, there was a $3-million preta?
profit from the mortgage-banking arm
which remained profitable through the lon®
travail. National Homes Acceptance nov
services $1.7 billion in mortgages.

Nationwide Homes, a smaller modula
and panel producer in Martinsville, Va., con
tinned its remarkable record through itj
March 1976 fiscal year. Final results shov
that the company’s sales jumped 28% in fis
cal 1976andits earnings gained 32%. Profitj
were ahead by 29% in fiscal 1975, and Na*
tionwide has now increased sales and earn’
ings each year over the past six years; a nev
45,000-sg. ft. plant is being built beside its
Martinsville factory. Sales in fiscal 1975
were 66% to builder/dealers and 34% to re-
tail customers within 100 miles of Martins-
ville.

Lindal Cedar Homes, Seattle maker of re-
sort packages marketed throughout Nortt
America via distributors, narrowed its loss
to $492,000 in 1975, a contrast with the $2.5
million it lost the year before. New manage-
mentwas installed in midyear and quarterly
results have been improving since then.
Banks have agreed to restructure debt and
provide additional funds for the company's
seasonal needs.
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How do you plan to get your share
of the $200-billionenergy conservation market?

One way to make sure is to subscribe to a unique
newsletter that ENGINEERING NEWS-RECORD offers

to help executives of design or construction companies,
materials and equipment manufacturers to capitalize

on the tremendous opportunities that lie ahead. The
new service is called ENERGY CONSERVATION

It's especially edited to keep you fully abreast of
opportunities for increased sales of services and
products that bring buildings up to required

standards of energy efficiency.

ENERGY CONSERVATION will dig deep into trends

emerging in the Nation's Capital and other major
cities for significant energy conservation developments.

It will give you the inside story in advance on how you
can turn Federal legislation and regulation to your
advantage, when you're designing, building, financing,
or supplying new materials and equipment for buildings.

Only ENERGY CONSERVATION will bring you somuch

of the kind of information you need for daily operation.
Having each issue at your fingertips, you'll be prepared to
handle new conditions, situations and opportunities.

To be forewarned is to be forearmed . . . that’s the basic
reason architects, A-E’s, consulting engineers, building
contractors, owners, electrical, mechanical, insulation
and other contractors, as well as building materials and
equipment manufacturers will be reading each issue.

ENERGY CONSERVATION could well be the best Investment you’ll make all year to expand your business potential.
To receive the very first issue—scheduled for mid-June, |ust fill In and mall the coupon today.

ENERGY CONSERVATION
McGraw-Hill Publications Co. 41st Fir.
1221 Avenue of the Americas

New York, NY 10020

HH 6/76

0  Enter my subscription to ENERGY CONSERVATION for 48 issues (12 mos.) and bill me for $248.
O My check for $248, or purchase order, is enclosed. Enter my subscription for the 13-months bonus period.
O  Bill me after I've seen two issues. | understand that | can cancel at that time with no obligation.

Name
Firm

Mailing Address

Position

Zip.
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~ Owens-Coming insulation
IS proud to be the firstto qualify
forthis label

Samples of this product are tested periodically
by the NAHB Research Foundation. Inc., and
determined to meet the average of the manu-
facturers' stated dimensions and thermal
resistance at or below the stated thickness.
Manufacturer represents that this product has
been produced to the same standard as

NAHB
"RESEARCH *

FOUNDATION, INC.

samples tested.

How do you know that the

insulation you buy will actually
deliver the thermal resistance
claimed on the label?

Until recently, the best you
could do was to rely on the man-
ufacturer's statement.

But now there's a better way.
You can look for the above label
on packages of Owens-Corning
Fiberglas* building insulation.

'TM Reg O-CF

106 H&H Jjune 1976

Owens-Corning led the industry
in helping to develop the label-
ing program, and we were the
first manufacturer with a plant to
qualify for the label.

The labeling program is man-
aged by the NAHB Research
Foundation, Inc., a subsidiary of
the National Association of Home
Builders. The Foundation grants
permission to use the label

CIRCLE 106 ON READER SERVICE CARD

on the basis of periodic tests of
random samples of a manu-
facturer's building insulation.
Two of our plants have
already qualified. Testing and
qualification for the rest of our
plants will be completed by
October. Independent assurance
of insulation quality. Another
example of leadership by
Owens-Corning.

OWENS/CORNING

Owens-Corning is Fiberglas FIBERGIAS



mPRODUCTS

108 Kitchens
110 Kitchens
116 Kitchens
117 Kitchens
121 Kitchens
122 Kitchens
124 Interiors
126 Interiors
128 Lighting
130 Flooring
132 Tools equipment

Up-to-date kitchen
Ml has built-in convenience

Multipurpose electrical system (above) is
one of the work-saving features of this fully
fitted European-designed contemporary
kitchen. Lighting for work surfaces and out-
1 lets for surface-mounted small appliances
are built in. Telescopic cookware drawers
on roller runners (far left) glide easily even
when heavily loaded. The chromed-wire-
basket drawers help keep utensils from
chipping and let air circulate to dry damp
pots and pans. Under-the-sink waste bin
(near left) has a lid that pops up automat-
ically when cabinet door is opened, elimi-
nating extra motions. Built-in table (below,
left) lies flush against cabinets when not in
use. Extended it accommodates up to four
people. Serving trolley (below)has hot plate
in the top, plus electrical outlet, storage for
dishes and glass and bottle holders. Cabinets
are available with laminated and with solid
wood fronts. Poggenpohl, Teaneck, N.J.
CIRCLE 275 ON READER SERVICE CARD
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One of the best reasons for
you to add Frigidaire appliances
to your kitchens? It's the man who
sells them: your independent
Frigidaire Builder Supplier.

You'll be dealing with an
independent businessman like
yourself, who lives and works in
your own community. He owes his
loyalty and his success to pleasing
you and serving your interests
better. What's more, he’s extremely
knowledgeable about your
business, because it's his business
to serve you more than just
appliances.

Many Frigidaire Builder
Suppliers carry complementary
product lines associated with new
construction such as lumber,
millwork, plumbing and electrical
supplies, supplementary appli-
ances, kitchen cabinets and
countertops.

In addition, your Frigidaire
Builder Supplier can perform all

[

wmd

the services you might need in
connection with purchase, delivery,
installation and service according
to your individual needs. It's easier,
less expensive and less time con-
suming for him to make any last
minute changes you might require.

And he'll save you time, thanks
to a large showroom that gives
your customers easy accessibility
to choose optional products and
features that help them customize
their kitchens. What's more, his in-
ventory is backed up by Frigidaire's
sophisticated ordering and
regional distribution system,

Best of all, your Frigidaire
Builder Supplier offers you a full
line of Frigidaire appliances with
a nearly sixty-year-old reputation
for quality and dependability that
can't help but complement yours.

To get all this and a lot more,
think independent. And look up
the Frigidaire Builder Supplier

nearest you, soon.

t
i 1«
T
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1*/\
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\ ! a
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n
Frigidaire,h300 Taylor St.,
i0
Attn: Housing Industry Sales
| | Please send me more )
information about Frigidaire appliances.
Q Please have a Frigidaire Builder Supplier contact me.
Name
Firm Name
Address
City State Zip
I"Telephone
J

MHM] FHgidalrec A Heritage of QualHg Since 1918.

CIRCLE 109 ON READER SERVICE CARD
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Three-door refrigerator/freezer has
separate freezer compartment fo
frequently used items. Other specia
features include a chilled watc
dispenser and a wine chiller. Admi
ral, Schaumberg, 111. circie 210 of
READER SERVICE CARD

Pilotless gas range has an electric ig
nition system which provides i
spark when burner is turned on. Th»
oven is heated by turning thermo
stat to the desired temperature
Modem Maid, Chattanooga, circri

211 ON reader service card

Side-by-side refrigerator/freezer with 23.8 cu. ft. of storage space isa compact  Built-in under-the-counter dishwasher cuts up to 30% of the electricity in
model measuring less than 36" wide. Unit features automatic defrost, dual ~ the normal cycle and as much as 40% in the quick-wash cycle with a push-
temperature controls, exterior ice service and a "Power-Saver" switch. Hot-  button "no-heat dry" option. A pots and pans cycle is also featured. Frigi-
point, Louisville, Ky circle 209 on reader service card daire, Dayton, OhiO, circle 212 on reader service card
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When you need a nudge to close a sale,
consider Sears Kenmore microwave oven

as your premium premium.

When you've brought your prospect to the point
where an additional quality item could close the
sale, consider a microwave oven with the Ken-
more name on it.

There are three models—450-watt, 550-watt,
and 600-watt. All three operate on 120-volt house
current. They're compact and portable—ranging
in width from 18 to 24 inches. Built-in kitchen in-
stallations of the 600-watt model can be made
with an adaptor kit available from Sears.

Consider Kenmore microwave ovens. They're
priced right, popular with your prospects, and
backed by Sears. Send coupon now.

Here are 10 good reasons to consider Sears

1. Single source for appliances and many build-
ing products. 2. Product leadership. 3. Depend-
able service. 4. Contract sales specialists.

CIRCLE 111 ON READER SERVICE CARD

5. Value/price, 6. Kitchen planning available.
7. Delivery to your schedule. 8. Strong brand rec-
ognition. 9. Product quality. 10, Over 88 years of
consumer satisfaction,

OK 11l1consider Sears Contract Sales

O Send brochure [ Have Contract Specialist call
O Send address of nearest Contract Sales office

Name
Position

Firm

Address Phone

City Slate Zip

Dept. 733G, Sears, Roebuck and Co.,

Sears Tower, Chicago, lllinois 60684
33-HH-6/7&-M. OVEN

TUNE 1976
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no otheraluminumwindows
save eneil™like ours.

Capitol Thermal Break
windows have an energy-saving
design feature not available in
any other w'indow line. The
thermal break (above) is a
special vinyl foam insulating
material, jointly developed by
Capitol and its parent company,
the Ethyl Corporation. And this
forms a single thermal break in
the unitizing frame only.

Combine this design with the
big 2Vi -in. air space, and the
result is one of the lowest air
infiltration rates in the industry,
many times tighter than current
AAMA standards, as shown in
lest reports.

In turn, dollar for dollar, that
makes for an over-all thermal
factor rating that’s better than

112 HikHIUNEI976

any other aluminum windows
you can buy today. And it
makes for virtually zero frame
condensation too.

Facts that won't be lost on
your prospects these days!

Now, a complete line of these
energy-saving windows.
Capitol has justexpanded its
line of thermal-break windows,
so that now you can offer these
exclusive energy-saving benefits
on any son of job you have.
Whether it’s residential,

institutional, or light commercial.

AX'hat’s more, we have them
in the sizes and colors you want.
They’re easy to install (full tin).
And they meet all governmental
and association requirements.

There’s even a thermal-break

patio door to complete your
energy-saving package.

More for your money.
Whatever your needs for
window's and doors, Capitol
gives you quality, performance
and sales-winning features.
It’s our advanced research
and engineering that make the

Morewindows. Morewindow.

CIRCLE 112 ON READER SERVICE CARD

ditfcrencc, and we’d welcome
the chance to prove it to you.
First step—write for prices and
test reports. Capitol Products
Corp., Mcchanicsburg, Pa.
17055. Or phone W. Fremont,
V.P. Sales, (717) 766-7661.

OP

CAPITOL

PRODUCTS
A vubNidian of
KIhvKorporation,



ATTTT1 Hodgson Houses, Inc.
10 East 53rd St., New York, N.Y. 10022
Attn: R.B.Friedman, President
Telephone; (212) 355-0200

nstocrac}”in Housing Since 1892
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House & Home presents best sellers on

HOW TO SELL MORE HOUSING

Dave Stone
tells

HOW TO TURN WAVERING PROSPECTS
INTO CONFIDENT HOMEBUYERS

258 pages, 7'/»x 10"? $1995

As an outstanding professional in face-to-face selling. DaveStoneknows
exactly what it takes to turn wavering prospects into confident buyers.

Inhisnewbookon HOWTO SELLNEWHOMESANDCONDOMINIUMS,
Dave distills over thirty years of rich and varied selling experience as
salesman, sales manager, sales trainer and sales consultant.

Dave Stone digs deep below the surface togiveyouaclearpictureofhow
buyers and sellers react to each other. He shows both as factors in the
human equation that tip the scale—and the sale—in one direction orthe

other.

HOW TO SELL NEW HOMES AND CONDOMINIUMS is a basic book
about people—the people who buy homes from the people who sell
homes. It brings to sight all the hidden worries, fears and hopes that
motivate buyers and sellers alike. It shows how these powerful emotions
bounce back-and-forth between buyer and seller. And it reveals how the
salesman’s own attitudes, moods and expectations become part of his
own selling problem.

With style and wit, Dave Stone describes the thinking, planning and
understanding behind successful strategy, selling tactics and selling
lines that make the sale.

HOW TO SELL NEW HOMES AND CONDOMINIUMS was written not
only to guide ambitious beginners, but alsoto update highly professional
salesmen on the whole new set of problems involved in selling

condominiums.

Worth the price of the book itself is the chapter on Selling Against
Competition which compares buyer advantages of each type of housing
to the disadvantages of each other type of housing. It provides instant
leverage in knowing exactly how to approach almost anyone in the
market for a new home or condominium.

That extra saleisall it takesto re-pay your investment in Dave Stone’s new

book on HOW TO SELL NEW HOMES AND CONDOMINIUMS overand
over again. Make Dave's ideas work for you. Fill in the order form below

SEND ME THE FOLLOWING;

a How to Sell New Homes and Condominiums; $19.95
a How to Decorate Model Homes and Apartments: $24.95

O Both Books; $44.90

Your Name

Firm Name

Mailing Address

City

Carole Eichen
shows

INTERIOR DESIGN IDEAS TO MAKE MODEL
HOMES & APARTMENTS SELL AND RENT FASTER

156 pages. 50 color photos, 100 drawings, 10"« x 10"*. S24 95

Builders and developers turn to Carole Eichen—prominent interior
designer for the housing industry—for decorating ideas that match their
many markets for condominiums, rental apartments and single-family

homes.

You will turn to Carole Eichen's new book for design ides that put more
sell into your model homes and apartments. You willfind an array ofbest-
selling designs presented in clear-cut text illustrated with fifty large, full-
color photographs plus before-and-after schematic diagrams that move
your mind from design problem to design solution to the ready-to-sell
results.

Next best to having Carole Eichen on your own design staff are thespecial
insights she offers on the major elements of residential design: color,
lighting, built-ins and accessories. You will value details of the decision-
making process for making fundamental judgments on

* How to match interior decor to your markets.

 How to make interior design costs pay for themselves

* How to keep abreast of current decorating trends,

* How to bring your models in on schedule,

* How to plan for effective model maintenance,

* How to coordinate salesmen with the marketing team, and
* How to putit all together for total impact.

HOW TO DECORATE MODEL HOMES AND APARTMENTS spells out
the key factors to be considered in creating designs that sell kitchens,
bathrooms, living rooms, dining rooms, master bedrooms, children’s
bedrooms, family rooms, built-ins. dens, sewing rooms, patios &
balconies, and the sales office in model homes and condominiums.

How to draw up a good contract with the interior designer.. how to
control schedules, deadlines and the countdown for installations... how
to avoid costly mistakes , . how to match design to your market
parameters in any locale at every price level make this book an effective
working tool for making your model homes and apartments sell and rent
faster.

Add Carole Eichen's expertise to yourown experience in selling homes.
Order the book today

Mail coupon with remittance
payable to

House & Home Press

1221 Avenue of the Americas
New York, N.Y. 10020

State Zip Code

HH-6/76



11th Edition,
Over 500 Pages
Size 8~ X 11"
Tax-Deductible

fcO good ways to
|jse the Blué Book

uilding Product Suppliers

develop sales leads on key accounts
*rp-quai‘ty prospective customers

stimaie quantities of products used
;ross-check salesmen's accounts

I'crease the number of accounts by territory
arget productive calls for salesmen
Support regional sales managers

~ake public relations calls on builders
“iroduce new products and materials
ipiect sample areas tor market research
““coy'sge dealers, distributors & salesmen
'fHpaie direct mailings

iiirvey pioduci use

ir"p marketing managers informed

Architects & Engineers

~Jiket your professional services

oCiiie Blue Chip developers by city
:v3iuate the status of prospective clients
)JHtH'mme a builder's housing mi*

uiiders & Contractors

Vmunsirale your standing m the industry
dioge the performance of competitors
>"pare operations m your peer group
:n«ck the movement of key personnel
’(i“point activity in specific markets

;pot trends in major Metro areas

acquire timely statistical market data

planners & Consultants

luvide clients with timely marketing data
Uueslionnaire key people m key firms
Keep a finger on the Pulse of the market
p.ike sound marketing and management decisions
I>ei*»rt market patterns and trends
kave big money on your research budget
fcei comprehensive statistics unavailable elsewhere

Realtors & Developers

>ei<l*ct companies interested in development

o«:.jiie joint venture partners

>poi multi-family builders

orate potential land buyers in Metro areas

ind successful builders for current projects
:stimate land requirements by type of construction
~O'Mact potential clients for services

Investors & Lenders

discover companies previously unknown
develop new target accounts for services
k’ti real estate to major builders

earn names of key executives

tppraise company stength in the market

)0'.ib<e-check names for credit purposes
Measure market penetration

-md acquisitions

‘'udge strength of earnings & level of operations
"mpiement txjnding program for builders

soiate multi-fsmily operations

>fine commercial'industrial activities
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to help you recover lost ground in 1976:

all-new marketing intelligence on
the nation’s most active builders

in the workbook that gives you ready contact with 3,000
key executives at over 1,000 locations in all 50 states

To recover lost ground in 1976, you need all the help you can gref. The Blue Book of
Major Homebuilders gives you all the help you need with all-new marketing
intelligence on your best possible prospects, customers and clients.

The Blue Book tells you who they are, what they're building, where they're
building, how they’re building—and all you need to know to serve them best.

The new Major Builder Index pinpoints any major builders you're looking for.
The new State Selector guides you straight to any state for major builders you
should be looking for. And page-by-page Market Tabs locate major builders you
want to know in any City or Metro area.

But names alone are not enough. The Blue Book gives you telephone numbers
and addresses of key executives both at headquarters and branch offices.

Still not enough when you need to know what these important prospects are
thinking and doing. That's why The Blue Book also fills you in on their construction
methods . . . areas of operation ... type of organization ... single- and multi-family
production in the last four years, plus plans for 1976 . . sales prices and rental
ranges . . . participation in government housing programs . . . other business
activities and sources of income. Even more: their land requirements, money
requirements and sources of financing.

With The Blue Book in your hands, you're now ready to talk business with the
nation’s most active builders. Contact! Call up. call on or write to these heavy users
of building products, materials, services and equipment for a deal that helps both
you and them to make up for lost ground in the past two years.

The Blue Book of Major Homebuilders is not a book to read. It's a workbook to
use for profit. It's a nationwide research report organized and packaged to provide
ready contact with some 3,000 key executives at 1,000 building locations in all 50
states. It's the problem-solver you need to save wasted time and effort—no less
aggravation—of trying to contact builders turned over and out by the disastrous
upheaval of the past two years.

Your best bet is the National Edition offering a complete collection of all the
major homebuilders possible to locate during many months of extensive, expensive
research packaged for easy use. But if your interests focus on one or two regions.
The Blue Book offers four regional editions to accommodate your need to know
who's who and what's what:

1) NORTHEAST EDITION covering 12 states and D C. Me.. N.H., R.l., Vt,
Conn., Mass., N.J., N.Y., Pa., Del.. Md.. Va. and District of Columbia.

2) SOUTH EDITION covering 12 states. Texas, Okla., Ark., La.. Ky.. Tenn.,
Miss., N.C., S.C., Ga,. Ala. and Florida.

3) MIDWEST EDITION covering 13 states. Ohio. W.Va.Mich., Ind., Wise., Ill.,
Minn., lowa, Mo., N.D., S.D., Neb. and Kansas.

4) WEST EDITION covering 13 states. Alaska. Hawaii. Cal., Wash., Oreg..
Idaho, Nev.. Utah. Ariz., Mont., Wyo., Colo, and New Mexico.

There are well over 50 profitable wasy to use The Blue Book, But one good
contact is all you need to repay your tax-deductible investment in the 1976 Blue
Book of Major Homebuilders—now available through the order blank below.

' SHIP 1976 BLUE BOOK THE BLUE ?OOK OF MAJOR HOMEBUILDERS*
YES! AS INDICATED BELOW o153 DEFENSE HIGHWAY

CROFTON, MARYLAND21113
1 Bill me O Bill firm

JPayment enclosed to save postage & shipping charge

Enclosedis my check (OI’ money order) forS ONationalEditioniNo ofcopies 1$94 50
payable to CMR Associates. Inc. Book{s) to be DNortheast Edition (No ofcopies — (83450
shipped prepaid with guarantee of full satisfac- D Midwest Edition (No ofcopies . _)$34 50
tion or 15-day full refund privilege on return of O South Edition (No ofcopies - i34 50
Blue Book. OWestEdition(No ofcopies - - __)$3450
NAME TITLE

FIRM Please Check One

O Builder O Architects

ADDRESS O Manufacturer [ Subcontractor

Q Ad Agency Consultant [ Realty

CITY O Finance O Ind/Commercial
D Library 0 Government
STATE 1ZIP O Bid Matrls Sales Distrib [0 Other
A TAX-DEDUCTIBLE BUSINESS EXPENSE HH-6/76
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IPRODUCTS/KITCHENS

Frost-free top-mount refrigeraior/freezer is foam insulated. Top-of-the*line
model shown has a full-length woodgrain handle. An energy-saving switch
that activates anti-sweat heaters is standard equipment. White-Westing-

house, Pittsburgh, Pa. circle 216 on reader service CARD

Great Success with

the new
GOLDBLATT Plaster

& Mortar Mixers

Here is the mixer that's unequalled in its class. Goldblatt
combined design, carefully selected materials and com-
ponents, skilled workmanship and developed a finely
engineered machine. You can depend upon this mixer for
reliable, service-tree operation day after day, year after
year. It is capable of handling the big jobs. Drums, wheels,
paddles, bearings—everything—is built to withstand heavi-

est use.

Goldblatt Tool Co. guarantees you satisfaction with its prod-
ucts. If you are not satisfied, return the product prepaid to
your place of purchase, enclosing proof of purchase, and
the matter will be handled to your satisfaction.

GOLDBLATT TOOL CO.

540-T Osage, Kansas City, Ks. 66110

jwijjjd Please send me the FREE 1976
GOLDBLATT TOOL CATALOG

1”1 Name _
Address

icrocpt« atT1 City

State

116 HikH JUNE 1976

Lightweight compact chest heezer
stands only 36" high and has a 352-Ib
storage capacity in 10 cu. ft, Unit
with a woodgrain top has a built-in
storage basket. Chambers, Oxford,
Miss. CIRCLE 218 ON READER SERVICE
CARD

Versatile four-in-one kitchen unit is
completely contained in a lami-

nated wot)d cabinet. Unit contains a
refrigerator, sink, stove, oven and

undercounter storage. Cervitor,
South ElI Monte, Calif, circie 217
ON READER SERVICE CARD

Ooldblalt

A

TROWEL TRADE TOOLS ~ Bliss & Laughlin

-Zip

circle 116 on reader service card
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RAYNOR

RANGER GARAGE DOOR

Rough-Sawn Match-Mate
ForYour Rustic Style Homes

The new Raynor Ranger tremendous amount
garage door fills a of strength while
long-felt need in holding the weight
"\ garage door styling.  gown. All four door
With its authentic sections ore a full
rough-sawn cedar look, one inch thick, The

the Ranger fits perfectly with hardware is custom
~today’s popular designs in homes designed and

—homes with a natural, wide open manufactured in Raynor's tradition
spaces quality, homes that belong ffv of offering a totally trouble-free
in a rustic setting. It's really a >t garage door system. For your next
specially textured hardboard surface home project specify the door that
that can be stained any color desired, matches and enhances your design.
to blend or controst with the color of The Raynor Ranger, in one and two
the home. The Raynor Ranger has a car sizes. We'll be happy to send you
great inside story, too, for underneath literature.
the rough-sawn paneling is a rigid Ask about our automatic operator for
honeycomb that provides a extra convenience and energy

conservation to your home buyers.

RAYNOR MANUEACTURING COMPANY RAY.NON Dept, HH6, DIXON, ILLINOIS 61021

118 HCKH iune 1976 CIRCLE 118 ON READER SERVICE CARD



brop-in electric range, "Mark 27,"
ncsTs UL requirements for zero-

. . Surface controls,
iKh spag:mgi‘.|
uoted in the backsplash, feature

. General
‘lush-to-tum  operation.
Llecthc, Louisville, Ky. circie 221

)N READER SERVICE CARD

Dishwashet/sink combination re-
quires only a 4'-loi” space. An en-
ergy-saving dishwasher is housed jn
half of the steel cabinet while the
other half contains a sink and
storage area. KitchenAid, Hobart,
Troy, OhiO, circle 220 on reader
SERVICE CARD

Pilotless gas range
mtion syStem for cooktop and oven

burners. Super-sensmve flame con
trol "Unibumers" can be turned as
low as 500 Btu. Magic Chef, Cleve
land, Term, circle 122 ON READER
SERVICE CARD

Traditionally styled cabinetry, "Maiquesa," is of warm, rich cherry oak. Lim
features self-closing, ball-bearing side drawer sus”nsion. Cabinetry can
installed m a kuchen as shown or used freestanding as furniture m other

rooms. Excel, Lakewood, N.]. cIRcu 113 on mader sirvics card

r

L Expandable
Shelving

FAST AND
EASY TO INSTALL

try it and save-- -

jhis revolutionary new concept in shelving
installs in half the time required for most other types
of shelving.
trouble No screws, nails or toggiebolts gre
needed in most drywall installations, lust tap the
support brackets in with a hammer.
mMmoney Tty TECO Expandable Shelving now
through our special, "get acquainted offer good
throughout 1976. Don’t miss out on this money-

saving offer.

write today for details.

5530 Wisconsin Avenue
eg Washington. D. C. 20015

Phone: (202) 654-8288

CIRCLE 73 ON READER SERVICE CARD

8 MEH can Lift Walk
Into Place in 5 Minutes

with Proctor
Mall Jacks

. including glazed sash and
Weiirs up 1@ 75 long or moggysitioned ygtwo men in ap-

B%%hﬁ?ék})ﬁve minutes without risk to workmen,

Used by thousands of builders because they are SO
simple, so safe, so fast, so inexpensive.

0QX FH « KIRKLAND, WASHINGTON 98033
(206) 822-9296

H&H IUNE 1976 121
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Itls lil(e having
~aheahhspa
right in my bathroom

That's what your customers will say when they see
Pulsation”, " the massa%lng shower from Moen, in
your bathrooms. Could be just the extra touch that
sets your houses apart, makes people say, "Yes, [l
buy” instead of "Thanks, I'm just looking" )

‘The Pulsation shower is

just one of the many quality

products from Moen that

can go in new exciting

places to help make

new sales. All Moen

faucets are equipped

for automatic water/

energy conservation.

For more ideas, see

your Moen man.

Or contact Moen

a Division o

Stanadyne,

Ohio 44035

99

lyria,

THERE'S ONLY ONE.
MOEN

CIRCLE 74 ON READER SERVICE CARD

THE ALL NEW AMMONIA-FREE
WHITEPRINTER

eighteen”

Lets you cruise full speed ahead through
heavy seas of repro work and get fresh as a
sea breeze prints all the way.

For complete information ]
LU

CALL TOLL FREE
(except NC.)

U S. 1, Youngsville, N.C

27596

DIAIITTRAN

800-334-6641
Or send for complete catalog

CIRCLE 122 ON READER SERVICE CARD
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Built-in double oven permits simul-
taneous or separate microwave and
conventional cooking in the upper
cavity. The lower oven cooks con-
ventionally. Both are self-cleaning
with gasketless doors. Thermador,
Los Angeles, circle 224 on reader
SERVICE CARD

Smoothline” glass cooktop mcMiules
can be used on all models of Distinc-
tive's convertible barbecue ranges.
Large 12"xI 8" surfaces have 6" and 8"
cooking areas defined by a graphic
design. Distinctive, Sun Valley,
Calif. CIRCLE 225 on reader service
CARD

R.al *

PAT - I

Instapure** home water filter re
moves chlorine, organic chemicals
and contaminants from drinking
water. Unit with a changeable inter
nal filter comes in the faucet model
shown or a sink sprayer. Teledyne
Water Pik, Ft. Collins, Colo, circre
226 ON READER SERVICE CARD

Chef's pantr>' storage unit holds cans, boxes and jars of many shapes and
. Full-depth adjustable shelves are featured in the pivotal center swing-

Sizess i - - -

out section. Behind this are more shelves and a storage space for utensils.

WOOd'MCXle, Kreamer, Pa. circle 227 on reader service card
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PRODUCTS/INTERIORS

Durable vinyl wallcovering, "Mor-
esque" (above), is washable and
strippable. DuPont Reemay® spun-
bound polyester backing is fray-,
ravel-, rot- and mildew-resistant.
Wallcovering is part of the "Chang-
ing Seasons" collection of 33 de-
signs, most with 27" repeat. United-
DeSoto, Chicago, circte 237 on

reader service card

126 HikH June 1976

Oriental-style wallcovering, "Chi-
nese Paisley” (below), combines
floating cloud, Foo dog and floral
motifs. Pattern, suitable for large-
scale areas, is part of the "Orienta-
tions" collection. Wallcovering,
available in vinyl, can be ordered in
custom colors. Karl Mann Asso-
ciates, New York City, circre 238

on reader service card

N

Variations wallcovering collection consists of 24 designs offered in botH
fabric-backed vinyl and Mylar*. Acropolis (above leftjhas linen-like texturH

overlay. "Martinique™ (above right) features a latticework pattern, lam«
Seeman, Garden Clty Park, N.Y. circte 239 on reader service card -

Adhesive mortar, "Z-ment," can be
used to provide a rough-rextuied
Mediterranean kxik as shown in the
living room below. Easy-to-use sub-
stance can be applied directly to wall
and ceiling surfaces. No mixing or
water is needed. Stucco-like mortar
comes in white. 2-Brick, Woodin-
viIIe, Wash, circle 242 on reader
SERVICE card

Ceiling system, "Woodbay," co:”
sists of T-bar grid supporting sim
latcd wood coffers. Incandcscei
downlights may be placed in any

X 2" module. Ntmcombustible mat
rial has medium oak finish. Int
grated Ceilings, Los Angeles. ciRc:
240 ON READER SERVICE CARD

Hardboard  paneling, ~ "Briqul
Blanche," features brick design il

white with pewter-toned highlight®

Maintenance-free paneling is was™
able and stain- and mar-resistanM

Red-orange and red patterns are alsl

offered. Abitibi, Troy, Mich, circ
241 ON READER SERVICE CARD
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IPRODUCTS/LIGHTING

Outdoor lighting fixtures in three
styles (above} feature shatterproof

plastic globes. UL-listed, non-metal-
lie fixtures are stain and corrosion
resistant. GTE Sylvania, Stamford,
Conn. CIRCLE 243 ON READER SER-

VICE CARD

Compact indoor/outdoor luminaire,
Bantam Prismatite® (hgbtj, is now
available for high-pressure sodium
lamps. Enclosed and gasketed unit is
only 12" deep. Holophane, Denver,
Colo. CIRCLE 245 ON READER SERVICE
CARD

Below-eye-level lights can double as
seats or signage. DownJight model
shown below, "Chesspiece," fea-
tures optional redwood-slat seating.
Units come in a choice of finishes.
Moldcast, Newark, N.J. circire 246
ON READER SERVICE CARD

128 H&Ii ruNE 1976

Tiffany-Style lamps can provide illu-
mination for billiard or game tables
Oblong canopy light is 36" long,
Swag lamp is 18" in diameter. Units
are easy to install. Ajay/Ebonite, De-
lavan, Wis. CIRCLE 244 ON READER
SERVICE CARD

Fluorescent lighting fixtures, “Scan-
dia," feature hand-rubbed solid oak
frames hinged for easy maintenance.
Series comes in 2'x2', I'x4 and
2'x4'" models. Sim-Kai, Phila-
delphia. CIRCLE 247 ON READER SER-
VICE CARD

Decorative lighting line, "New Di-
rections 1," includes the contem-
porary nine-light model shown
below. Faceted glass and brass mir-
rored reflector are featured. Lighto-
Iier, Jersey City, Nf circle 249 on
READER SERVICE CARD

"Cordova" luminaire (helowj is
suitable for a wide range ot outdoor
applications. Metal halide or high-
pressure sodium lamps can be used
in the contemporary unit. Spauld-
ing, Cincinnati, Ohio, circie 248
ON READER SERVICE CARD

Post-top luminaire, "Contempo'
(left}, features heavy-duty cast alu-
minum base and choice of three
spun-aluminum hood styles. Ex
posed hardware is non-corrosive.
ITT Landmark, Southaven, Miss.
CIRCLE 250 ON READER SERVICE CARD

Recessed  fixtures, UNIVAIRE
(below;j, feature air-handling capa-
bilities. Lay-in grid fixtures with a
choice of enclosures come in I'x4’,
2'x4" and 2'x2' units. All use 40w'
lamps. Day-Brite, St. Louis, circie
251 ON READER SERVICE CARD



MODULUS i MAYFLOWER

CLARION MONARCH

FOUR SPSD CABINEIS

Quaker Maid's Four-Speed cabinet program puts your
operation in high gear. Fast four-week production on four
distinctive cabinet styles, Clarion, Monarch, Mayflower
and Modulus Il. keeps things rolling smoothly. Beautiful
pecan, cherry, or stately oak door styles are customized
with a wide selection of gleaming hardware and Quaker
Maid's entire selection of winning colors and woodtones.
The “CUSTOM LIMITED" group is styled with all the qual-
ity and durability Quaker Maid is noted for, competitively
priced. Put your money on Quaker Maid Four-Speed and
come across the finish line a winner!

@uakcrTTlaiO

a JJIfIRRUIMIViISIOn-Servingthe heart of the home
RT. 61, LEESPORT. PENNSYLVANIA 19533 215-926-3011

CIRCLE 129 ON READER SERVICE CARD HCiH TUNE 1976 129
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Saxony plush carpet, "Summer-
place" (below), is made of 100%
heat-set nylon. Dense construction
makes the floorcoveringdurable and
resilient. Available in 24 colors, car-
pet is 12' wide. Walter, City of In-
dustry, Callf, CIRCLE 254 on reader
SERVICE CARD

>r;
A

ri-.

>7A

Solid hardwood parquet flooring un-
finished Microsaic®, is available in
red or white oak, walnut and maple.
Modules are 19" squares composed
of 16 individual x 4%" squares.
Flooring can be laid on plywood or
concretc. Peace, Magnolia, Ark.
CIRCLE 256 ON READER SERVICE CARD

130 HiKH 1uNeE 1976

Resilient sheet flooring, "York-
townc Slate™ (left), is an irregular
stone pattern which simulates the
look of quarry slate. Easy-to-install
flooring in 6' and 12’ widths comes
in a variety of natural tones. Man-
nington Mills, Salem, N.). circie
252 ON READER SERVICE CARD

Pebble point texture carpet, Spring-
time" (below), is 100% nylon.
Available in 12 solid and tweed
colors, carpet meets federal flamma-
bility standards and is moth- and al-
lergy-proof. Burke Carpets, San Jose,
Calif. cIRCLE 253 on reader service
CARD

Heavy-duty carpet, "Rockbridge"
(above), combines a basketweave ef-
feet with ribbed texture. Floorcover-
ing, made of soil-hiding, staiic-pro-
tected Antron Il nylon, is available
in 16 colorways. Lees, King of Prus-
Sia, Pa. ciRCcLE 255 on reader ser-
VICE CARD

Hardwood parquet flooring, "Strait-
line Checkerboard" (above), comes
in 10" X 10" blocks. Design may be
varied by adding selected wood
pickets. A durable wear-surface re-
sists decay and termites. Bangkok,
Phlladelphla, Pa. circre 257 on
READER SERVICE CARD

Quarry-type pavers for commercial
or residcntial use are unglazed and
frostproof. Suitable for interior or
exterior  application, Romany
Pavers® come in blended natural
red and a kiln-fired flashed version.
U.S, Ceramic Tile, Canton, Ohio.
CIRCLE 258 ON READER SERVICE CARD



At $1(U3 an hour,
this could drive you out of business.

That's what it costs* to operate an ordinary hammer.
Add up the basic hourly wage, fringe benefits, taxes,
insurance, and all the rest. It s an expensive tool. And

not very efficient.

But Paslode" tools can make that ™ *

hammer obsolete. Almost any nail -C
you drive by hand, from a 16d H
common to a finish brad for paneling, \\
you can drive with a Paslode nailer. |
Faster. And with less labor. Air power
replaces arm power. Justone man with *
a Paslode nailer can do the nailing of
four, five or even more men with \
hammers. Safer, and with less waste.

Put Paslode tools in the hands of
your carpenters. You'll speed up subfioor-
ing, framing, roof sheathing, and dry-
walling operations. You'll be able to take

better advantage of good weather. You might even
cut your interest payments because of less time on con-
struction loans.

The time is here when you can't maintain your
profit margin by simply passing
higher costs along to your cus-

tomers. And while Paslode doesn'’t
have the answer to all your
problems, we can help you control the
total cost of labor.
Write today for our free construction
brochure that shows all the ways Paslode can
make your business more profitable. Or talk
to your nearby Paslode dealer
You won't be wasting your time.
Paslode Company (Division of Signode),
8080 McCormick Blvd., Dept.HH-1, Skokie. Ill. 60076.

In Canada. Paslode Canada Registered.

‘Bureau of Labor Statistics 1974 average
for cities over 100.000 population.

Opaslode

CIRCLE 131 ON READER SERVICE CARD
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PRODUCTS/TOOLS & EQUIPMENT

Pneumatic nailer, "Model Mill,
drives hardened nails through wood
or light steel into concrete. Nailer,
which operates on air pressures from
6010 90 psi, is equipped with narrow
nose for easy access into comers.
Nails in four lengths have .097"
shank diameter. Bostitch, E. Green-
wich, R.l. CIRCLE 260 on reader
SERVICE CARD

Track-mounted trencher, "Model T-
600C," has bearing pressure of only
3.8 Ibs per sg. in. when optional 20"
track pads are used. Final drive chain
is enclosed in oil-filled case to re-
duce maintenance needed. Choice
of diesel or standard 240-cu.-in. gas
engine is offered. Vermeer, Des

Moines, lowa, circie 261
READER SERVICE CARD

132 H&H JUNE 1976

Portable disc sander has stable
three-legdesign. Eight-inch cast alu-
minum unit features rubber suction
cups on each leg that prevent walk-
ing, protect work surface and reduce
noise level. Safe for small-scale proj-
ects, Sander's mitre gauge comes to
edge of table. Model Parts, Newark,
Del. CIRCLE 262 on reader service
CARD

All-purpose  sawhorse,  "Super
Horse" (above}, consists of a pair of
lugged steel legs that damp onto
any standard 2'x6' board. No nails or
screws are needed. Non-skid plastic
feet won't scratch the floor. Bestop,
Boulder, Colo, 263 on
READER SERVICE CARD

circle

Vibrating pan tamper, "T501," pro-
duces 3,200 lbs of impact 4,500
tiiiies aminute. Unit for compacting
loam and granular soils, is small
enough to fit tight places. Other fea-
turcs: vibration-isolated handle and
engine, reversible handle and cen-
trifugal dutch. Stow, Binghamton,
N Y. CIRCLE 264 ON READER SERVICE
CARD

Measuring instrument, Raiigema
tic® 400, reads distances between
100 and 400 ft. indoors or outdoors.
User sights through a viewfinder,
matches a double image and reads
distance off the scale. Ranging, E.
ROCheSter, N.Y. circie 265 on
READER SERVICE CARD



automatic garage door opener systems
...by Alliance

The garage door picker upper becomes the sales picker upper!

A Genie in the garage tells potential home buyers a lot about you.. and a lot
about the house. It shows your concern for their comfort, convenience, and it
says that you use nothing but the best when %ou build. Genie complies with all
U.L. standards, and Genie offers Cryptar—the radio control system with 1440
different frequencies. Genie has no belts or pulleys. Control units are solid
state and comply with all FCC regulations. Choose from three decorator-
designed models, all complete with automatic Ilghtln?, automatic reverse if the
door contacts an obstruction while closing, external limit switches and thermal
overload protection. Call your local Genie dealer for complete details.

Opens the door.. .turns on the light.. .closes the door.. .turns offthe light

The AL L |AN C E Manufacturing Co., inc., Alliance, Ohio 44601

A NOHTH AMERICAN PHILIPS COMPANY
Maker of the famous antenna rotator Alliance Tenna-Rotor* “TV” Better Color Getter!”
“197S The Alliance Wfg Co

L IRL Lt 11~ ON READtK StRVK E CARO



Reduce finish time

andpaint

h” same day.

DAP Latex Caulk speeds
caulking-painting schedules,
helps put an end to call-backs.
It’s the original true exterior/
interior latex caulk and

Another quality product
from DAP research

— —_—

use
+ FOR INSIDE OR QUTSIDE USE

* Non-Staining
t Can be used with
any paint

m CONTENTS: 11FL K

CIRCLE 134 ON reader SERVICE CARD

of paint. Makes a flexible, weather-
tight seal so paint jobs look better,
last longer. Use DAP Latex Caulk
in joints between siding and
masonry, around windows and
doorframes, trim and board ends.
Guns easily and smoothly. Ask for
it at your paint, hardware or
building materials supplier.

dries ready to paint in
two hours. Won't stain,

blush or bleed through
latex or any other kind

Increase productivitv.

“*DAP

The

builder’s word
for quality
every time.

DAP Inc., General Offices: Dayton, Ohio 45401
Subsidiary of Plough. Inc.

ILITERATURE

Wood cabinetry for the kitchen is
pictured in a four-color flyer. Two
styles with such features as tray
base, circular storage and recessed
sink front are shown. Springfield,
Springfield, Ohio, circie 301 ON
READER SERVICE CARD

Exterior masonry panel line is the
subject of a two-page flyer, Three
styles—simulated split stone, matte
surface and random-textured—are
pictured. Text describes the coloring
and curing processes for the light-
weight mineral-fiber cement panels.
Awvailable sizes and colors are listed.
lohns-Manville, Denver, circie 308
ON READER SERVICE CARD

Wall-mount faucet is the subject of
a single-page flyer. It details how
this easy-to-instal] unit can be used
in kitchen remodeling. Installation
diagrams show mounting dimen-
sions and vertical and horizontal ad-
justment ranges. Moen, Stanadyne,
Elyria, Ohio, circle 303 on reader
SERVICE CARD

Sinks and accessories are presented
in two six-page brochures. One pub-
lication describes 20-gauge nickel
stainless steel double- and single-
bowl units. Each model is shown in
a full-color photograph. The other
brochure shows 18-gauge stainless
steel sinks designed for custom
kitchens. A three-bowl gourmet
center and a hospitality sink are fea-
tured. Illustrations are black and

white artists' renderings. Each bro-
chure gives complete specs and in-
cludes a selector chart for determin-
ing sink and faucet combinations.
Both describe accessories such as an
adjustable cutting board that fits
over any size sink. Moen, Stana-
dyne, EIyria, Ohio, circte 305 on
READER SERVICE CARD

Appliance catalog features a full line
of microwave cooking products as
well as gas and electric ranges,
ovens, dishwashers, disposers and
grills. A full-color photograph of
each model is included, accompa-
nied by a brief description of its di-
mensions and capabilities. Draw-
ings show how to install typical
units. Roper, Kankakee, 111 circie

v~04 ON reader service card

Faucet maintenance and repair man-
ual provides illustrated step-by-step
directions for servicing. Each type of
unit discussed is also illustrated
with all parts labeled for easy identi-
fication. Chicago Faucet, Des
Plaines, 111, circre 300 on reader
SERVICE CARD

Load-bearing steel studs for multi-
family and light commercial con-

struction are the subject of a 16-page
brochure. Drawings show how the

lightweight studs are used in typical
framing and bracing situations.
Text, accompanied by charts, ex-
plains the physical characteristics
and capabilities of the product. Eight

pages of tabJes give allowable loads
for studs in load-bearing appUca-
tions such as jamb studs and lintels,
anc? limiting heights for studs in
non-load-hcaring applications.
US.G,, Chicago, circle 209 on
READER SERVICE CARD

Fiberglass insulation brochure gives
information for new construction
and reinsulation  applications.
Twenty pages illustrated in full
color include products for special
uses such as reverse flange insula-
tion, sill sealer, masonry wall hatts
and sound control hatts. In addition,
installation procedures and techni-
cal data (including recommended
minimum insulation requirement
for various geographical areas of the
U.S.) arc discussed. Certain-tced,
Valley Forge, Pa. circie 310 on
READER SERVICE CARD

High-pressure sodium luminaires
for commercial and outdoor applica-
tions use energy efficiently. So says
a 24-pagc illustrated brochure that
contains charts comparing the cost
of fluorescent, mercury and high-
pressure sodium fixtures. Specs and
ordering data are included. Holo-
phane, Denver, Colo, circie 311 on
READER SERVICE CARD

Updated appliance catalog provides
product specifications and dimen-
sional drawings of a full line of
ranges, refrigerator-freezers, dish-
washers, disposers and trash com-
pactors. Built-in and freestanding
models are included. Special con-
venience or energy-saving features
are explained in detail. Also de-
scribed is a professional kitchen and
laundry design service for builders,
architects and engineers. G,E,
Louisville, Ky. circie 302 on
READER SERVICE CARD

Updated insulation panel data is
given in four pages. Brochure in-
eludes a chart comparing k value of
the foam-core panels with glass fiber
and other insulation. Text also dis-
cusses characteristics such as di-
mensional stability and moisture-
vapor transmission. Illustrations
show  structures  where the
multipurpose panels have been in-
stalled. Special-purpose panels are
also described. PBS Inc., Riverside,
Calif, circle 306 on reader service

card

Plywood-roof-system brochure re-
views the various grades of plywood
for commercial and light industrial
construction and explains how they
can be incorporated into cost-saving
roof systems. These include: built-
in-place plywood roofs, long-span
systems, preframed panejized roofs
and plywood for bonded roofs. Engi-
neering tables are given, as well as
photographs and descriptions of ac-
tual installations. American Ply-
wood Assn., Tacoma, Wash, circle

307 on reader service card



Thie fuards of JUI-h-h-lis. .

line of cabinets will bring sighs of
approval from your customers and
sales to your registers. They'll love
Plaza One—the cabinets with the
character of deep-grained oak and
none of the problems.

Doors and drawer fronts and drawers
are high-impact Durium, which means
abuse-proof strength and cleaning
ease for your customers, and few call-
backs for you.

Order now and get ready for the
"wizards" of KK to please your
customers. You'll say ah-h-h-h at the
profit margin, too.

Look in the Yellow Pages for your
nearest distributor, or write Kitchen
Kompact. Inc., KK Plaza, Jeffersonville,
Indiana 47130.
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Classified Advertising

The market-place for the housing and lii*ht construction industry

REAL ESTATE

ARIZONA
FOR SALE

700 ACRES PRIME LAND-STRATEGICALLY LOCATED
CHANDLER—TEMPE—MESA

All city services available. Master Plan nearing completion. First phase of construction of 160
homes [FHA] now taking place. This is the best offering in this rapidly growing State. Purchase

now for $5,000 peracre. We are the owners. Contact-

John K. Troster
Pecos Valley Development Company
1256 West Williams Field Rood, Chandler, Arizona 85224
(602)963-1670

BOOKS

How to Install a Central Cleaning
System in Your Home

w.il Vac's npw Irw booklet is oM the

press |l provides all you need to know

- about installation and maintenance ol
a Central Vacuum Cleanin Sﬁstem

ihts free lully illusirated booklet is

— complete with dr.iwings and photo-
gra hs Wal Vac,Inc /Rbl Buchanan

Grand Rapids. Michigan 49508

*Seli your own home—It's easy.
Save thousands of $—Send $6 for
172 page “How To Sell Your
Home™. Norway Books, 5762

Ravenspur #505H, Rancho Palos
Verdes, CA 90274,

BROCHIRES

Brochures of Home Designs—all
. and styles. Write The Plan
gﬁ%sp, Inc., (A Mississippi Corpo-
ration), P.O. Box 16332, Jack.son,
Miss.  39206. Include $2.(X) for

postage and handling.

ORDER FORM

(NON-DISPLAY)

Rate Per Line IX
or Fraction: $5.95

NAME
ADDRESS

CITY & STATE

O Use Box No. (or)
[ Use My Name and Address

Signature

136 HS|H iune 1976

$5.75

POSITIONS WANTED

Financial Executive—Heavyweight
—LLsted co. V.P. Controller—CPA
(Big 8 exp.) Attorney—Acquisi-
tions, financial controls, taxes.
Exp'd. real estate, construction in-
dustries, Combines technical skill
with imagination. $28-32,000 re-
quired. For resume: PW-1322

House & Home.

Business-Development Oriented In-
terior Designer wishes to associate
with Fla. Development firm. P.O.
Box 190, Elgin, Illinois 60120.

BISINESS OPPORTIMTV

Heritage Exterminating Offers:
Guaranteed State Certification.
Complete Equipment. Complete
Training Program. Supplies to re-
turn complete investment. $ales
crew hired and trained. 30 years ex-
perience. Very high earning poten-
tial. Investment: $17,5(X).00. Call
now Toll Free 1-800-874-4780 Ext
301.

Classified Advertising Department

HOUSE & HOME
P.O. Box 900, New York, NY 10020

2X 4X
$0.35

Number of Insertions

O Bill Me (or)
O Check Enclosed

A-L  Alcoa Building Products, Inc. ~ 54A
Fuller rk Smith «S Ross

Alliance Mfg. Co......ccocovvrvvrinnnes 133
lack List and Associates, Inc.

.American Enka Corp. 35-38
DKC Inc.

American Gas Association 62

/. Walter Thompson Companv
A American Glean Tile
Lewis {k Gilman. Inc.

A-1-L  American Plywood Assn. 40,41
Cole Si Weher. Inc.
American Standard Inc. 21
Foote, Cone  Bclding
A-L Andersen Corp. .. 22.23
Campbell-.Mithun, Inc.
A-l-L-D Armstrong Cork Company Cov. O
Batten, Barton, Diirstine Si
Oshorn, Inc.
B.F. Goodrich Chemical Co. 33

CnswoJd-E.shleman Co.
AA-L Boise Cascade Building

.Materials Group 26, 2"
Young White Si Rivhr. Inc.

Blue Book us
Francis |. Litz

Burke Carpet Mills... 114B
Lawrence Si Lierle Inc.

A-L Ca_b(_)t Inc., Samuel 117

ihinald H. Gardner Adv., Inc.

Capitol Products................... 112
Richard Wallace Assoaate.s

The Chicago Board of Trade 44

| Waiter Thompson Companv
Clark Equipment Co. 54C
.Marsteller Inc.
Classified 136
A-L Connor Forest Industries 13
Creative Advertising

A Dap. Inc. . — 134
Kircber. Helton Ss Collett Inc.
Diamond Industries 114A

Morton Advertising Inc.
Diazit Companv, Inc. . . 122
Neste Associates
Direct Mail/.Markcting Assoc. 54D
L-D DuPont Co. Cov. 1l
N.W. Aver .ABH International

A-L-D E.A. Nord Co. 55
Ricks-Ehrig Inc.
Ed Fountain Lumber Co. 114A
Revnolds-Buker Si Associates
Energy Conservation 105
A Fonnica 19
Fahlgren Si Ferns Inc.
A-L  Frigidaire Division—G.MC 109
Needham, Harper Si Steers. Inc.
A-l-L-D  GAF iFloor Products Div.) 125

Daniel Si Charles Associates. Ltd.
A-L General Electric 48.64
Vr)ung iS Ruhtcam Imematwnal
Inc.
Glidden ..
.Meldrum Si Fewsmith Inc.
Guldblatt Tool Company 116
Fremerman-Papm. Inc

53

H-P Products, Inc. oo 60
Lord. Sullivan <s Yoder. Ini.

Haas Cabinet Co., Inc. 103
Creative Advertising

Hodgson Houses. Inc. ... 114A
The Young Advertising
Agenev. Inc.

A-L Hotpoint Div./Genetal

Electric Co.
Compton Adv. Inc.

House & Home

42,43
114B

1!

lenn-Air Corp..
Foote. Cone is. Belding
Advertising Sales Staff

ATLANTA 30.309
GlenN Dougherty
1175 Peachtree St
14041892-2868

BOSTON 02116
.Matthew T Rescska
.McCraw Hill Bldg
607 Bovlston St
|61°1262-1160

DENVER 80203 DETROIT 48202
fay lohnson Milton H. Hail, ir.
Dave Watson 1400 Fisher Bldg.
123 Speer Blvd., #400 (3131873-7410

13031837-1010

NEW YORK 10020

.Matthew 7 Resesk.»
1221 Avenue of
the Americas

i212'99'69>5

PHILADELPHIA 19102

Raymond L. Kammer
Three I'arkwjv

1215)568-6161

PITTSBURGH 15222
Raymond L Kamnitr

SAN FRANCISCO094in
Stephen D. Blacker

425 Battery Street
14151,162-4600

2 Gateway Center
14|12 i91-1U4

A Tappan Division............... 2
David K. Burnop Adverting
A*L  KitchenAid I>ivision,

Hobart COrp..........o.ccommeveriininnns n
Gnswold-Eshleman Co.
Kitchen Korapact, Inc. 13
Frank-Thomas, Inc.
A Kohler Co., The. . 61

Clinton E. Frank. Inc.
Kwikset (Div. of Emhan
Corp.)

Cnlirane & Co.

Cov. I\

A-L-D Masonite Corp. 58,5’
Inc.
.Merillat Industries, Inc. ... 541
Philhpps Associates, Inc.
A Moen Div. (Stanadyne) 12
Carr Liggett Adv. Inc.
Mortgage Corporation
of the South
Lackie

.o 1141
Forney Inc. Advertising

A-l-L-D  National Gypsum

Company ... 46,47, 541
Fuller & Smith <N Ro.vs, Inc.

National Homes Corp. C i
Cartield-Linn {k Co.

Norandex 10,1
Hesscihart tk .Mitten Inc.

Nutone, Div. of Scovill 1
The Media Group, Inc.

A-1-L'D Owens-Coming
Fiber~as 14, 15,106,12

QOgih'v Mather. Inc.

Paslode Co......... 131
Marsteller. Inc.

Plastic Clad ..........
£fI5CO Industries. Inc.

Potlatch Corp......ccoeuee.. 63
Aver. Jorgensen MacDonald

Price Pfistet.......ccocoeviiniininenne |
Envart Advertising Inc.

Proctor Products . .12
Call, Bachert m Pennger. Inc.

Quaker Maid........oocceeeneeenreens 129
Schtiltheiaz/Kenncdv

114A

A-L-D

A-

Raynor Mfg. Co.. . 1
Ad Forces

Red Book of Housing

Manufacturers
Francis I Litz

L RoNSON COrpP....cecreererneeineeens 1

Norman Craig A Kummel Inc.

39

Scheirich Co., H.|. .. 30,3
Doe-Anderson Adv.
X-L Sears, Roebuck & Co. n
Cerson Marketing Si Advertising,

Seminar
Cutting the Cost of the
Single-Familv House 65-6J
Face to Face Selling .. 49-5:
Senco Products, Inc. ... 54h
Schindler  Howard Adv.

A TECO (Timber Eng. Co.).........
George Lohr Studins/Agenev

Temple Industries 69,114]
Ritchie, Hopson Si Assoc.
A-L Thermador/Waste King 2
Sitcman/BTodhcad
Triangle Pacific Cabinets ., 56, 5:
Glenn Adverti.sing
\-1 L U.S. Steel Corp.. . 54F,54(
Compton Advertising Inc.
United Cabinet Corp. 123
Blackmer Si Blackmer
University Microfilms 54B
Wilson Art.............. 6,7

lack T. Holmes Si Assoc., Inc.

CLEVELANDA44113
Milton H Hall, Jr
55 Public Square
|1216]781-7000

CHICAGO Afksn
Charles M Crnwi. Ir
Lawrence R Knssack
645 N .Michigan Ave
512' *SI-V'00

HOUSTON 77002
lohn Strong
Itresser Tower

601 Iftferson Street
17131 659-8381

LOS ANGELES 90010
Donald Hanson
3200Wi!shireBlvd
South Tower
(2131487-n60

Prc-filed catalogs of the manufacturers listed abov
are available m the Sweet's Catalog File as follow:
A Architectural File (green)
I Industrial Construction File |blu
L Light Construction File (yellow)
D Interior Design File (black)



COR IAN*' kitchen countertops at Rossmoor Leisure World. Laguna Hills. Calif.

L_eisure living is what we sell

. Rossmoor. That's why we're using
Du Pont CORIAN from coast to coasti

Robert Rosenwald. President. Rossmoor Corporation

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

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

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

lake advaniatte ofthe Practical Elettance of CORIAN~ huiidinti products. CORIAN is available
in sheet stock for custom surfaces iit can he worked with regular tools), kitchen countertops, wall
wainscoting, bathtub and shower surrounds. One-piece molded vanity tops and bowls of CORIAN
also available. For more information and the name ofthe distributor nearest you. write to Du Pont.

Room 25109, Nemours Building, Wilmington, DE 19898.

MNG.U S.PTOM
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A Kwikset entrance handleset.

Because little things
still mean a lot.

A Kwikset entrance handleset is the classiest
way there is to open a door. So if you build
classy homes, there are some good reasons for
you to spend a few extra dollars on door
hardware. A Kwikset entrance handleset not
only makes a good first impression on a
prospective buyer—it serves a vital security
function, too. Because each sectional entrance
handleset includes a police-recommended
cylinder deadlock. Obviously, using Kwikset
entrance handlesets won’'t make or break your
year. But it might help just a littlejDit.
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