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“Our flooring contractor installed 
28 Armstrong Tredway floors over concrete 

in a single day. Unbelievable!

Charles S. Dreyer.V.P.. 
Alison Mortgage 
Investment Trust, 

builders of Carousel 
Resort Condominium. 

Ocean City. Md.

“Our buyers were due to take occu- easily for fast, un- 
pancy in a month, and the kitchen floors complicated instal- 
were yet to be installed in our new 22-story lation.'* 
condo-complex in Ocean City. Maiyland.
That was only the beginning. The building 
was of all concrete construction, and even 
though the floors had been capped with a 
thin coat of concrete, there still was signifi
cant unevenness. To install any ordinary 
resilient would have required further sub- pitted on tirne, And 
floor preparation —thorough sanding of the is remarkable is
subfloor in all 189 units. Imagine that in that in one day a two-man crew installed 
terms of time and cost. Finally, we wanted 28 Tredway floors. Thats unusual, and I 
a flooring which was readily available locally ^ ^ record no other floor
and which had a strong, merchandisable could beat, 
brand name."
Tredway Installs Easily Over Concrete 

"Then we remembered Armstrong 
Tredway. We'd used it once before, in 
another project, and we thought its unique 
properties were right for this job. A band of 
Armstrong Interflex™ adhesive along the 
edges permanently bonds Tredway to 
a concrete subfloor. Its elasticity allows it 
to bridge over minor subfloor irtegularities 
associated with conaete and. because of 
its flexibility. Tredway cuts, fits, and handles

Tredway Beauty Helps Sell Units 
“Tredway helped us meet our schedule, 

and we think it helped our sales. Tredway's 
decorator patterns and colors contributed 
the overall look in our units (as seen in the 
above photograph of an actual kitchen). 
And that’s important when they're selling 
in the $40.000-$61.000 range. We sold 
out within three weeks after we opened.

“For beautiful quality flooring that in
stalls easily and quickly, we highly recom
mend Tredway to other builders."

Tredway Installs 
Quickly

•“All the Tredway Tredway installs 
installations were com over

concrete with just a 
band of adhesive.

For all the details on Tredway floors, 
call your Armstrong flooring contractor, 
and ask him how Tredway can give you 
more flooring for your flooring dollar.

(i)INDOOR WORLD*OFFROM THEM
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when a finishing touch 
could close the sale

make it a touch of class.• ••

Make it a NuTone whole-house 
radio and communication system 
...the sales feature you can hear 

that speaks for itself.



The NifTone Custom 
lM-406 Radio-Intercom

in a class by itself.• ••

'Hands-free' answering.
Calls orginating from an^ 
station can be answered 
'hands-free' from any 
other station. Another 
exclusive.

Semi-modular 
construction. Makes 
servicing easy.

'Music-muting'. Auto
matically silences music 
whenever the intercom 
is used.

Exclusive 'Intercom Only'
Enables music to be shut 
off to selected stations 
(baby's room, TV room, 
etc.) while retaining 
intercom capability.

20 remote stations. The 
NuTone 406 can accom
modate more remote 
stations than any other 
NuTone Radio-Intercom 
without loss of volume or 
fidelity.

FM/AM radio. Solid state 
construction with illumi
nated slide-rule station 
indicator.

Call the family to dinner
or someone to the phone 
easily because all stations 
can be called at once from 
any station.

Options. NuTone elec
tronic door chime, Fold- 
Away Record Changer, 
and Fold-Away 8-Track 
Tape Player.

Furniture styling. The loo
of rich, warm wood, 
accented by exquisite 
panel of burled graining, 
plus grille cloth, brushed 
aluminum knobs. Seldom 
used controls are hidden 
but easy to reach.

Privacy settings for
remote stations.

For his name, DIAL FREE 
800/543-8687 except in Ohio call 
800/582-2030.

feature permits "hands-free" an
swering of calls originating from any
where in the system, also the IM-406 
can accommodate both the optional 
NuTone Record Changer and the 
NuTone 8-Track Tape Player.

Add the NuTone touch of class to 
your homes. See the complete line 
of NuTone Radio-Intercoms at your 
nearest NuTone Distributor...one 
is just right for your needs and 
your budget.

Extra power and sensitivity make 
the IM-406 NuTone's finest Radio- 
Intercom. Its 6-wire system means 
better reception of up to 20 stations 
... more than any other system.
And its exclusive features provide 
an unmatched flexibility of commu
nication. Like the "Intercom Only 
controls on the Master Station so you 
can shut off music in selected rooms 
without cutting off communications 
with those rooms. Another exclusive

NuTone Housing Products
/ f

Madison and Red Bank Roads, 
Cincinnati, Ohio 45227
Oepl. HH 10, Form 2990. Prinled in U.S.A.
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HUD'S new-town program shakes down into multimillion-dollar mess
side, the only new-town 
town in the program, and 
athan, outside Minneapolis.

Flower Mound, says Dauj 
is the only new town for wl 
"potential developers are h; 
ing on our door." Dausch f 
sees working out a joint vent 
"with HUD putting up the h 
and [the developers] putting 
the management and overh< 
and dividing up the procee< 
The Flower Mound pattern, 
suggests, is likely for othen 
they go through the wringer

Negotiations on Jonat 
that would bring in as de 
opers Philadelphia's Landt 
Corp., which is now manaj 
the property for HUD, h 
stalled since HUD's decisior 
foreclose. President Peter C. 
quer of Landtect says his f

TO PA

Farrell, president of the Gan- 
anda Development Corp., says 
that the original investors lost 
their entire SI.4 million and 
bank creditors "probably will 
lose the vast majority" of their 
S9 million investment.

Dausch has gotten approval to 
go ahead with a complete with
drawal—paying off the bond
holders and bringing in a con
ventional developer "as part of 
our arrangement for extricating 
ourselves." A conventional sub
division would be built around 
existing roads, schools and the 
like, and the rest of the land 
would be sold off.

One or two other new towns 
may go this route, Dausch says,

Other foreclosures. Besides 
Flower Mound and Gananda, 
the other new towns to be ac
quired by HUD are Cedar-River-

The new town of Flower Mound also borrow from the Treasury 
the auction block to refill the revolving fund, if 

need be, just as it borrows from 
the Treasury to pay off holders 
of guaranteed bonds that are in 
default.

Officials of HUD suggest that 
as much as $50 million to $150

was to go on 
in Texas last month, signaling a 
massive shakeout of the govern
ment program that has financed 
13 such projects with $294 mil
lion in federally backed bonds
since 1970.

Three other new towns also million in additional Treasury 
scheduled to be foreclosed borrowing may be necessary to 

shortly and three more "may be complete the workout program 
transferred to new ownership for shutting down the new 
without a HUD takeover," says towns that have to be shut and 
James F. Dausch, administrator for keeping the others going, 
of the program in the Depart- Horror story. The horrible ex- 
ment of Housing and Urban De- ample usually cited is Gananda. 
velopment.

Four of the six remaining proj
ects are already operating under construction, $34 million for 
a financial plan that provides for financing charges, $5 million for 
HUD to make annual interest overhead and planning and $6.7 
payments of $6.9 million on million for land. It has 200 de- 
their $102 million of bonds.
These six "have the potential" 
of surviving under their present 
management, Dausch says, but *; 
only St. Charles, near Baltimore 
and Washington, and Soul City, 
near Raleigh/Durham, N.C., are 
now making their own interest

are

Now set for HUD acquisition, 
Gananda spent $13 million for

velopedlots and total sales reve
nues of a mere $5,000. Thomas

SUBSIDIZED NEW TOWNS: WHERE THEY STAND
So Far a Success Under Present Management

U.S.-Backed Bonds Housing Roads Population Remarks 
UnitsOutstanding
2.000 30 mi. 10.000 Has 42.5 miles of sewer. 4 schools, go

course, tennis courts, swim pools, 
commercial and industrial firms on site 
Highly experimental, little developmeni

$38 millionSt. Charles 
near Baltimore.

Where did money go? Dausch Washington 
is drafting a white paper that soul City 
will spell out how the deve- near Raleigh/ 
lopers spent the $280 million Durham. N.C. 
they received from bond sales 
through February 1975, plus
their private bonowing and eq-______________
uity capital. An earlier HUD in- Woodlands 
vestigation revealed that $80 near Houston. Tex. 
million was used for interest

payments.

$5 million 
($5 million 
more to be 

floated)
May Make K Under Present Developers

U.S.-Backed Bonds Units Roads Population Remarks
500 700 Has sold 300 acres to builders, 300 for 

industrial/commercial development. Hi 
schools, rec facilities, roads, shopping.

$50 million

Only non-profit developer. Has 4 miles 
of sewer.
Has 14 miles of sewer plus rec buildinr

12 2 mi.$413 millionHarbisonpayments and fees, most going 
to bond holders; $56 million for Columbia, S.C 
overhead and salaries; $ 120 mil
lion for land purchase and $94 
million for construction.

8 3 ml.$25 millionShenandoah 
near Atlanta, Ga. 
Maumelle
near Little Rock, Ark.

$14 million 40
HUD's new-town policy is to 

keep as many afloat as possible, 
since in most cases, Dausch 
claims, this minimizes the Riverton 
losses to the U.S. Treasury.
Foreclosure by HUD does not 
necessarily indicate that HUD Chicago, III. 
is shutting down, walking away, 
and selling off the assets for near Dayton, Ohio 
whatever they will bring.

Instead, foreclosure some
times enables HUD to spend ad
ditional sums on the project that 
might not otherwise be legal— 
and thus keep development 
under way.

Pipeline into Treasury.
HUD's New Community De
velopment Corp. has a revolving 
fimd derived from fees paid in by 
developers. The fund can be 
tapped to help new towns in 
distress. The corporation can

Foreclosure Possible—New Owners to be Brought In
U.S.-Backed Bonds Units Roads Population Remarks

HUD trying to get Arlen Realty & 
Development to put in new capital.

300$16 million
near Rochester. N.Y.

2,200 40 mi. 6,000 Has schools, rec facilities, industrial/
commercial buildings,

$30 millionPark-Forest South

59$18 millionNewfields

To Be Foreclosed
U.S.-Backed Bonds Units Roads Population Remarks

Gananda
near Rochester. N.Y.

Project shut down late 1974. Conventk 
subdivision may eventually be built aft€ 
HUD sale.

$24 million None

Foreclosure sale to HUD was schedule 
Sept. 7. No development since mid-75 
HUD reports several new developers 
interested in entering joint venture with 
HUD to keep project going.
“In-town new town” is tied up in 
environmental court case.
Has village center, commercial/office 
buildings. HUD negotiating with Landte 
Corp. to take over.

$18 million 200Flower Mound 
near Dallas. Tex.

Cedar-Riverside,
Minneapolis
Jonathan
outside Minneapolis

$24 million 1,200 2,800

$21 million 810 11.5 mi. 2,500
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rhe Woodlands: a new town where they're doing something right...
; another of those bandwagon 
Ties designed to conjure vis- 
is of whispering pineS; bab- 
ng brooks, picture-postcard 
f links and lazy afternoons 
lere the living is easy, 
rhe 20,000-acre development 
miles north of Houston has it 
, just as some other new 
^■ns have, but the name and 
ppings are where the similar- 
ends. For the Woodlands is 

nng its way.
rhe parent Mitchell Energy & 
velopment Co. has made the 
ginal new-town promise 
ne closer to true for the 
)odlands than for almost any 
the other such projects, 
^resident George P. Mitchell 
Is the Woodlands a success 
eady, three years after its 
ming, and he has iron-clad 
ares to disprove publicized 
ims to the contrary.
Not in trouble.' "We're defi- 
ely not in trouble," Mitchell 
lintains. "We had a few prob- 
as, but you have to expect 
It in a project like this. It just 
;sn't blossom full-grown 
^rnight."
■lere are just two late develop- 
nts in the success story:

• Jack Eckerd Drug Co. has 
now decided to build a multi- 
million-dollar warehouse distri
bution center on 26 acres at the 
Woodlands.

• A Los Angeles-based oil
field equipment manufacturer 
has leased a 52,00Q-sq.-ft. build
ing in the Woodlands' metro 
center; also locating in the of
fice/industrial park will be the 
International Institute of Ap
plied Science and Technology of 
Texas, a division of Training 
Systems International, which 
has leased more than 6,300 sq. 
ft. of space.

The oil companies. Conti
nental Oil's advance explora
tion group had already leased 
6,600 sq. ft., and Texaco's mar
ket training division had leased 
1,200 sq. ft. and committed to 
18,000 man-training days over 
three years at the Woodlands' 
conference center.

AndVonHagge &. Devlin, golf 
course architects and land plan
ners, had leased 1,400 sq. ft. at 
the Wharf office building at the 
project.

Building.
Properties is breaking ground on 
a $3.6-million, 400-unit apart

ment project. The first phase 
will contain 200 apartments,

Centennial Homes has pur
chased 151 lots, has a commit
ment to build $1.2 million in 
new homes and is now opening 
three models.

Construction is about to 
begin on the Woodlands' first 
church.

And the $9-million J. L. Mc
Cullough High School opened 
last month with 2,000 students 
and 140 faculty and staff mem
bers.

'Good place to live/ Several 
other companies are occupying 
or have committed for space in 
other facilities at the Wood
lands.

Mitchell attributes much of 
the success to the "dynamic" 
economy of Houston, good long- 
range planning and careful man
agement. Mitchell spent mil
lions for research and studies be
fore a shovelful of dirt was 
turned.

Among other things, that 
planning Mitchell speaks of has 
led to five environmental pro
tection awards.

Secret of success. Asked pre
cisely what makes Woodlands a 
success, Mitchell explained: 

"Location. We are on a major 
highway with direct access |to 
and from Houston or Dallas], 
and we are close to the airport 
but not under a flight pattern. 
We have rail on the site and 
we're in a growth corridor.

"Our land purchases were ex
ecuted with great care over ten 
years. So we have very few par
cels in the middle of the prop
erty to make planning difficult. 
We have good management. We 
recruited from all over the na
tion to find the excellence we 
demanded. And the financial 
backing of the energy company 
allows the community to with
stand the drastic cyclic swing of 
the economy.

"We have good marketing 
[Jim Rush, in charge of market
ing, was NAHB marketing man 
of the year 1975-1976] and an ex
cellent advertising program."

—Bob Lee 
McGraw-Hill News, Houston

"You have to offer people and 
companies the incentive to relo
cate here," he says. "A good tax 
base and employment pools, a 
good place to live. We have all 
those things,"

Phillips/Hurst

. and Flower Mound, where just about everything seemed to go wrong
erfive years and the expendi- 
e of $18 million in HUD- 
iranteed funds, the situation 
ort on the new town of 
wer Mound runs like this:
» A grand total of five home- 
Iders signed up, with only 
3 still building and one sell- 
; inventory.
► About \00 homes com- 
ted and 90 of them occupied.
► About 200 lots developed, 
>st of them sold, and another 
) partially developed.
► Between $8-$9 million 
rth of sewer and water facili- 
s in the gound.
► One 14,000-sq.-ft. visitors' 
Iter, now owned by the 
wisville independent school 
trict.
► A covered swimming pool, 
ht lighted tennis courts and 
ir parks (70 acres total), which 
ve been dedicated to the town 
Flower Mound.
rhe dream. Flower Mound 
w Town (FMNT), the "6156- 
•e" new-town-in-town, is sit- 
ted just north of the Dal- 
/Fort Worth airport. It was 
inched in September 1971 on

the sale of $14 million in deben
tures, and it was projected as the 
home of 60,000 people by 1990. 
By August 1976 HUD was fore
closing on the property.

On paper, Flower Mound had 
many things going for it:

It was near the world's largest 
airport in a rapidly growing area 
with a strong economy and soar
ing land values.

Raymond D. Nasher of 
Dallas, with an excellent track 
record as an imaginative devel
oper, was one of the partners and 
was in charge of design and de
velopment. (He sold his 25% in
terest and got out in 1974.)

A prestigious group of consul
tants was involved in planning 
and development. (In a fit of hy
perbole, a press release called 
this "one of the most irmovative 
planning processes in the his
tory of mankind.")

And reality. The developers 
later admitted, however, that 
too much time was spent on 
planning. The project fell 18 
months behind schedule, and 
there were serious delays in 
making decisions.

Inflation took its toll. Then 
red tape and lengthy review pro
cesses required by HUD, the 
state of Texas, Denton County, 
the North Central Texas Coun
cil of Governments, and the 
cities of Dallas and Flower 
Mound dragged the project fur
ther behind schedule.

The result was that, just as 
Flower Mound reached its take
off point, the housing recession 
worsened, interest rates soared 
and the developers ran out of 
money.

The blame. Developers lay 
much of the blame to HUD, cit
ing red tape.

In turn, HUD charges that the 
developers furnished unrealistic 
financial forecasts based on land 
they did not control. (They 
owned only 4,000 of the 6,156 
acres included in the plan.) The 
department says the developers 
also counted on a key freeway 
that might not be built and re
lied on outdated or inadequate 
market studies and on an incor
rect analysis of industrial and 
employment potential.

And HUD says the developers

inflated the value of the land. It 
was worth $18 million, the 
department insists, not the 
claimed $30-$33 million.

And the curtain. The final 
blow, according to Edward 
Marcus, the major partner in the 
project, was a refusal by HUD in 
1975 to approve an additional 
$ 10-million guaranty. (The final 
$4 million in debentures, of the 
original $18 million guaranty, 
were sold in 1975.) With that, 
Marcus announced there could 
be no further development.

The old village of Flower 
Mound surrounds Flower 
Mound New Town and has a 
population of 3,000. From the 
outset the old-town was di
vided. Half of its citizens feared 
the urbanization and the taxes 
that would come with the devel
opment of the new town, and 
there was a years-long political 
wrangle between the propo
nents and opponents of new 
taxes and annexation. The 
dispute added to the frustrations 
of the developers.

—Lorraine Smith 
McGraw-Hill News, Dallas
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Growing ahead
At Simpson, the foundation of our forest 

management program is sustained yield.
The idea is quite simple, really. It means 
harvesting mature timber at a rate that's 
consistent with new timber growth, so there 
will always be a continuous supply of wood 
—for future generations as well as the 
present.

It's a program of intensive management, 
too. It begins in the nurseries, where we 
produce super seedlings, and continues 
on to the forests, where we carefully watch 
and nurture our trees for decades. And it 
had its beginnings in 1890 with our founder. 
Sol Simpson, who started the practice of 
forest management to attain a balanced 
harvest.

But, renewing our forests is only part of 
the story. We also believe in making better 
use of our raw materials today. And that’s 
the job of Our Research Center, where 
skilled scientists and technicians spend 
full time developing and testing products 
and processes to improve wood utilization, 
performance, and to meet the future needs 
of our industry. From this research Simpson 
has pioneered the way in many new building 
products, applications and special uses 
that have become part of our daily lives.

Ruf-Sawn 316
Simpson Ruf-Sawn 316 is a proprietary 

product that's a direct result of Simpson 
research. It has all the desirable features 
of plywood panel plus one thing more— 
a textured, overlaid surface that makes it 
one of the best panel sidings for solid 
color finishes on the market.

The secret of its high performance is in 
the way it s made. Quality grade veneers 
are assembled with a phenolic resin 
impregnated fiber on top. The entire lay-i 
is then fused under heat and pressure int 
a single integral panel. During the bondir 
process, the overlay is deeply embossed 
with a natural woodgrain, rough-sawn

Ruf-Sawn Redwood Plywood
No Other commercially available plywood 

has such a high reputation for sheer beauty 
in any setting as does Simpson Ruf-Sawn 
Redwood Plywood.

And it offers a whole lot more 
Its textured surface accepts and really 

holds semi-transparent stains. Or it can be 
left to weather naturally through a gradual 
aging process. Yet it's still an outstanding 
product for durability and economy of 
maintenance in any climate 

What's more, redwood's unique cellular 
structure gives it high insulative properties 
as well as enough strength to eliminate the 
need for sheathing or corner bracing.

And Ruf-Sawn Redwood Plywood is texture.
It’s available in a wide variety of patterri



idwood Amenities
'/'/hatever your need for exterior 
lenities, Simpson Redwood lumber is the 
tural choice. It's available in a wide 
ige of patterns, grades and sizes. And in 
ugh sawn or smooth textures. It also 
ovides unusually wide widths and extra 

lengths of clear or tight-knot lumber— 
ereby offering greater latitude of design 
oices. And whenever wood is in contact

International Doors
Whatever the architectural style of the 

house. Simpson makes a door to harmonize 
with it. Choose from a wide variety of richly
carved doors. Raised panel doors in literally 
dozens of patterns, And doors that combine 
fine wood, finely detailed metal grilles and 
various glazing patterns.

So no matter what style or option, if it’s a 
Simpson International Door, you know it s 
built with pride of workmanship and top 
quality materials.

Columbia Doors
Simpson offers a full line of qualify flush 

doors for residential, commercial and light 
industrial construction. This line includes 
prefinished hardwood, prefinished 
hardboard and unfinished hardwood doors. 
Plus, a variety of flush and louvered bifolds. 
Except for bifolds, all flush doors are 
available in a wide range of sizes. And 
they're all of solid quality.

The latest addition to our line, and oneth the ground, or where moisture is 
nstant. there's virtually no wood with 
eater durability than all heart redwood.

we re particularly proud of, is the U. L. 
labeled Type II. 1-3/4" solid core Smoke

iBut best of all, redwood’s beauty is Control Fire Door {20 minute rated). It s
available in a variety of attractive faces.iptivating. Its charm enriches every

livironment—urban or rural, commercial hardwood or hardboard. prefinished or
unfinished.rustic.
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Housing market crazy quilt: Boomlets build up alongside bust-ups
nomic, the survey found. Muc 
of the Northeast has been dt 
dining economically and losir 
population since the 1970 rece 
Sion. The New York-Long Islar 
area, for example, has 13' 
fewer jobs than in 1970.

In Florida, the burden of heav 
unsold inventories is con 
pounded—and to some exter 
created—by recent econom: 
setbacks. Miami-Fort LaudeJ 
dale, for example, has 7V2 
fewer jobs than at its 197 
peak-the largest two-year d* 
dine of any major market. Th 
hurts worse because it follow 
years of prodigious growth.

It should be added that, eve 
in what is locally perceived £ 
decline andweigheddownby \i 
ventories, Miami and Atlant 
are still gaining populatioil
building significantly more tha
last year and outbuilding mo; 
other markets on a per capit 
basis.

There are some southeaster 
home markets that are strong b 
any criterion—Washington an 
Baltimore, for example.

Cost problem. Even the stron 
markets, Mylod observes, n 
main vulnerable to bottleneck 
and rising costs. In Houstot 
where there is a labor shortag( 
one builder's costs, exclusive c 
land, have been increasing 1.8‘? 
a month. In all but one of thi 
year's strong markets—not ju; 
in California—there is a shor 
age of builder lots. The new lot 
are coming in at prices 15% t 
25% higher than the old. Sever; 
markets are virtually out c 
buildable land; Orange Count 
may soon ioin that number. Th 
recession thinned out the poc 
of experienced subcontractor 
almost everywhere.

A decade-old concept makin 
a comeback may provide a par 
tial solution to housing cos 
problems, Mylod says.

"Modidar housing was trie' 
as an answer to the housing cos 
problem in the late 1960s. 1 
failed for a number of reason 
which were not intrinsic to th 
concept. Now the new HUI 
code for mobile homes has, by 
sort of sympathetic vibration 
revived the modular concept 
The new modulars are being rui 
on existing mobile-home as 
sembly lines. They have th 
benefit of a uniform nationwid 
code. They appear to have ever 
chance of succeeding this time.

southeastern markets, even ex- 
isting-home prices are declin
ing; new listings come in twice 
as fast as sales. Although rent 
raises have been authorized 
under amendments to rent-con
trol laws in Boston and New 
York, the rents can no longer be 
raised because of the market's 
resistance.

And the apartment market re
mains bogged almost every
where. Except for perhaps half a 
dozen local markets, Houston 
the most notable, multiple 
starts show slight improvement 
over last year's long-time low.

One factor impeding the 
apartment recovery is the exist- 
ing-home boom. By draining off 
so much of the thrift institu
tions' record supply of savings, 
that market has kept mortgage 
rates from falling to a level that 
would turn on apartment con
struction.

Behind the decline. The prob
lem in the Northeast is mostly, 
and in the Southeast partly, eco-

In the most checkered housing record. But the trend is region- 
market in memory, American ally biased. Home values in the 
builders are experiencing both West are appreciating nearly 
boom and depression.

In some three-quarters of the Northeast or the South. (There 
country, leaving out the North- is no separate index for the 
east and Southeast, there is a Southeast.) There are parts of 
boom; in fact, two booms.

three times as fast as in the

Los Angeles and Orange Coun- 
Single-family homes in this ties where homes are appreci- 

part of the country are going up ating30% a year; the average is 
at the second-fastest rate since close to 20%.
the 1950s. The existing-home 
market, breaking all records na
tionally, is stronger the farther 
west one travels.

But markets in the Northeast,

So far, Mylod observes, home 
demand, especially in Califor
nia, seems impervious to the re-

o|

cent increases in mortgage rate 
and price. These only confirm 

Florida and Georgia are de- people's belief that homeown- 
pressed across the board.

And the apartment market re
mains bogged almost every- swamped with applications and

San Diego builders are acquiring 
These are findings of Advance land for a 40% increase next

ership is a good hedge against in
flation. Lenders are still

where.

Mortgage Corporation's current year, 
semi-annual survey, U.S. Hous
ing Markets, which compares Northeast and in Florida and 
housing trends in 17 major mar- Georgia are almost all de- 
kets. Advance, with head- pressed. Single-family starts are 
quarters in Detroit, is a subsidi- more than a third below the 
ary of Citicorp, New York City, peak for the 1970s. In some 

'Disappointing.'
Robert ]. Mylod of Advance |

Lag in the East. Markets in the

President

sums up:
"The figures suggest a rather ; 

flat market, a disappointing re- | 
covery rate. But concealed £ 
within them are both boom and g 
depression." ^

The western three-quarters of = 
the U.S.—leaving out Northeast 
and Southeast—will start 750,- 
000 single-family homes this 
year out of a U.S. total in the 
range of 1.1 million, the survey 
finds. This will rank a close run
ner-up to 1972 as this region's 
second-best single-family year has financing lined up and is 
in almost two decades. The dol- still interested, and Landtect of- 
lar value of this production will ficials indicate confidence that 
surpass 1972 by more than 40%. any HUD foreclosure move

California. The single-family would not be an adversary move 
boom hinges on California and but a positive step to keep Jon- 
centers in southern California. athan going.

This will be a record year for Riverton rescue. At Riverton, 
one-family starts in the state. A a takeover by Arlen Realty and 
total of 130,000 is indicated, Development Corp. of New 
more even than in any year of York has been in the works,
the frantic building spree of the Arlen would put in $2 million
early 1960s, when in-migration over ten years and guarantee to 
was heavy. There have been meet operating shortfalls over
months this year when Califor- three years up to $2 million,
nia institutions made nearly HUD, for its part, would pay the
30% of all U.S. mortgages. New- bond interest for ten years,
home demand is so strong that For the Woodlands, Shenan- 
one Orange County tract had an doah, Harbison and Maumelle, 
8,000-name waiting list and had HUD has taken over all bond in
to go to a lottery to choose its terest payments since july 1 as 
first buyers. part of a management scheme to

Existing-home sales nation- help owners keep projects going, 
ally are 20% above last year's The developers pay equivalent

i<Mn of Flowor Mound
Park 10p«r) Space System
UM »r trn too FM*(ll Qr4M

Forlorn Flower Mound epitomizes plight of most of HUD's new towns, 
Launched on $18 million in hoi Dallas home market, it spent itself into 
foreclosure in five years. Site is weedgrown today. Story page 5.

HUD's new towns in a mess .. . from page 4

amounts into an escrow account 
they can draw on themselves, 
with HUD's approval. Dausch 
says the companies "have the 
money to do this .. . until early 
1978 at least."

And still more bonds. Soul
City will be allowed to issue an
other $5 million in bonds. It is 
considered more
mental" as a rural country, 
huild-it-from-scratch project.

St. Charles recently was al
lowed to float S14 million in

expen-

bonds in addition to its original 
$24 million. Some $4 million of 
the new bonowing is to pay 
back HUD for HUD's own pay
ment of bond interest on the 
original $24 million.

St. Charles, says Dausch, is 
"doing very well" selling one or 
two houses a day; so, he says, is 
the Woodlands. —Don Loomis
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The long lost multifamily boom: A hint of it in 77, then a slump
large increases in both c( 
struction and maintenar 
costs of rental units in rect 
years, the rise in rents natic 
ally is hardly adequate to p 
vide a profit incentive for 
really significant rise in mu 
family construction/' Kap] 
has written in a Bank Board pi 
lication.

The staff of the Labor Depa 
ment's Bureau of Labor Stat 
tics, which measures rent 
creases, is also perplexed, 
next April the staffers will int 
duce an improved rent ind 
and they already concede t 
present index may no longer ; 
curately tell what is happeni 
to rents.

The quiet generation. 
living styles are impinging 
the market too. The M.I.T.-H 
vard Joint Center for Urb 
Studies has just suggested th 
since the formation of n< 
households has slowed cons 
erably, some 300,000 fev 
housing units may be necessi 
each year into the foreseeal 
future. The center has a 
noted that more young peoj 
are now living at home, and : 
longer periods, than in the ca 
free days of the youth rebelli 
in the 1960s.

Long-term slump. If Sun 
chrast is correct, the private re 
tal market is in for a long-ter 
secular decline over the ne 
"twenty or fifty years—forev 
really."

He rests this projection up 
two forces, a general tenden 
for the government to redu 
the incentives for constructi 
of multifamily projects and t 
political advantage numbe 
give renters over landlorc 
Warns Sumichrast:

"With rent controls—leas

willing to estimate the unsold 
inventory now put it at some
thing more than 400,000 units 
of all kinds.

The vacancy rate is, however, 
down around 5^2% in compari
son with 8% in the mid-sixties, 
when a multifamily boom was 
in the making. So Kaplan finds 
it puzzling that rents have not 
risen more readily.

Elusive profits.

Like a mirage, the recovery in 
multifamily construction keeps 
receding.

Multifamiiy building remains 
bogged almost everywhere. (See 
Housing Market Crazy Quilt, p. 
8). And yet both optimists and 
pessimists are finally nearing 
agreement that 1977 will see a 
moderate increase.

Now the bad news. There is 
also a new consensus that next 
year's uptick will represent the 
cyclical peak, with a slump in 
1978.

Even at Citibank in New 
York, where the word "boom" 
was used last summer in the 
most bullish prediction of mul
tifamily building prospects on 
record so far. Senior Economist 
William Garretson now con
cedes.

Lowered sights. "We're not as 
bullish as we used to be," Gar
retson admits. "We don't see it 
going back to the 900,000-unit 
level of 1972 for the next dec
ade."

and loan institutions.
Sumichrast's bill-rate predic

tion is not controversial. Even 
Democrat Alice Rivlin, director 
of the Congressional budget of
fice, while certainly not blam
ing Carter, predicts bill rates 
will rise from under 5‘/2% now 
to 7.1% by the end of 1977. Gar
retson of Citibank agrees.

Threat to credit. The Federal 
Home Loan Bank Board's econo
mist, Michael Kaplan, fears that 
interest costs may choke off 
credit for apartments in 1977. 
"A credit-cost rise would shut 
off a recovery before the internal 
dynamics of the multifamily 
market allow any improve
ment," he warns.

And Economist Kenneth Thy- 
gersonof the U.S. League of Sav
ings Associations (Chicago) 
sounds a warning of a different 
sort.

Given the

Economist Thygerson 

Warns of unsold inventory
The decline in the apartment 

vacancy rate, he points out, 
of the amplitude anticipated.

"Most of us assumed it would 
take only a year to work off the 
overbuiling of 1972-4," Thy
gerson explains, "but now we 
don't know how large the inven
tory of unsold units of all types 
is or how long it will take to ab
sorb it."

Those economists who are

//:IS

The as-yet-unformulated Cit
ibank forecast for 1977 is likely 
to have multifamily starts well 
over 500,000 and perhaps up to 
600,000.

The analyst with perhaps the 
most pessimistic long-term 
view is Chief Economist Mi
chael Sumichrast of the Na
tional Association of Home 
Builders. He predicts raultifam- 
ily starts will number 338,000 
for 1976 and only 448,000 in 
1977.

'If Carter wins.' After that, 
says Sumichrast, "if Carter wins 
[this year's presidential elec
tion], there will be a drop in 
[apartment] starts in 1978. The 
Treasury bill rate will go much 
higher, and we will be left with
out mortgage money."

Sumichrast calls 6V2% yields 
on Treasury bills the trigger 
point at which this form of com
petition lures deposits away 
from mortgage-lending savings

Economist Sumichrast 

A decline 'forever, really'

Apartment mortgages ease in California
A gap in income-mortgage avail
ability is opening between Cali
fornia and the rest of the nation,
Advance Mortgage Corp. of De
troit has just reported after a na
tional survey of rates.

In California, rates for typical 
new apartments and medium
sized shopping centers have 
dropped to 9Vi % since August 1.
The typical mortgage term is 
now 30 years.

Elsewhere, typical mortgage 
rates for new construction in 
these categories remain at 
9-*/4%. Terms range between 28

and 30 years. These conditions 
have remained essentially un
changed for the last three 
months.

The California combination 
of rate and terms, explains Vice 
President Philip H. Kozloff of 
Advance, is equal to a 10.1% 
constant (annual payment of in
terest plus principal). A 10% 
constant is the magic number 
which many developers have 
said would revive apartment ac
tivity. Elsewhere, the constant 
ranges between 10.31% and 
10.44%.

in perpetuity—we are getti 
like Erigland, where you car 
eject people. Even after dea 
they can bequeath the apa 
ment.

10 H&H OCTOBER 1976
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California gets full veto power over building along its coast
The Hart bill met other obje 

tions by restating existing leg 
guarantees that a landowner 
property cannot be taken wit

California will have a coastline- 
protection law setting up a per
manent state commission with 
veto power over development 
along 1,070 miles of Pacific 
Ocean frontage as a result of ac
tion by the legislature and Gov
ernor Edmund G. Brown Jr.

With the Democratic gover
nor taking the leadership, the 
Sacramento legislature wound 
up a bitter fight by passing three 
bills establishing regulations for 
the commission. The legislation 
gives the new 15-member body 
life-and-death power over all de
velopment along the coast and, 
in most cases, for 1,000 yards in
land.

The legislation takes effect 
January 1.

Governor Brown hailed pas
sage of the bills as a "victory for 
the people who want to protect 
the coast." The author of the 
key policy measure, State Sena
tor Jerome Smith (D., Saratoga), 
termed the legislation "the best 
coastal law in the country."

Defeat for builders. The meas
ure, amended dozens of times 
during legislative consideration, 
won support of the Associated 
General Contractors, organized 
labor and some utilities. Builder 
and developer groups opposed 
the restriction to the last, al
though one spokesman for the 
California Real Estate Assn, said 
an agreement between Gover
nor Brown and organized labor 
on amendments as "very help-

out compensation.
The third bill in the packag 

with Assembly Speaker Leo M 
Carthy (D., San Francisco) as tl 
author, provides $ 1.5 million f( 
the state commission's opera 
ing expenses. Other provisior 
allocate S23.5 million for acqu 
sition of coastal park land an 
S6.3 million to expand tf 
state's system of "hostels," ( 

commission, after two years, which have operated since 1972 shelters, for coastal visitors, 
terminating them June30, 1979. under an initiative approved by 
Organized labor and developers the voters pending legislative lobbyists in Sacramento well
have been critical of decisions of action on permanent coastal pleased with the legislation. | 
the regional commissioners, controls.

State Senator Smith 

'Best coastal law in country'
Governor Brown 

Led fight to protect coast

The victors. Environment;

"We are happy and satisfied, 
summed up Larry Moss, repn 
senting the Planning and Cor 
servation League.

In some instances the stat

New presidents for S8lL leagues
The United States League of 
Savings Associations has nom
inated John A. Hardin as its 
1977 president. He moves from 
the vice presidency to succeed 
Robert H. Hazen.

With headquarters in Chicago, 
the organization has 4,475 commission can control deve 
member associations and they opment for only 300 feet inlanc 
hold 98% of the nation's S&.L In others, where ecological cor

sideration is a factor, it can regi 
National League. The Na- late for five miles inland. Bi

tional Savings and Loan League most of the coastline has a 1
has selected D. D. McCIatchey 000-yard inland boundary as dt 
as its nominee for president in fined by a map in the Secretar 
1977. He will replace Arthur of State's office. The San Frar

cisco Bay Conservation and De

assets of $375 billion.

Tonsmeire Jr.
McClatchy is president of velopment Commission's area 

Olney Savings Association, of jurisdiction are excluded fror 
Olney, Tex. He has been direc- state control, 
tor and vice chairman of the Fed- Criticism. Robert Burt, direc 
eral Home Loan Bank of Little tor of energy and environmen 
Rock, Ark., and is a past pres- for the California Manufac 
ident of the Southwestern S&.L turers Assn,, said the law wi| 
conference and of the Texas make industrial development b

expansion virtually impossible 
James J. Heagerty, president of and he added; "The policy Ian 

First City Federal S&L in Bra- guage in the [Smith] bill is S' 
denton, Fla., will succeed Me- general the commission can jus 
Clatchy as league vice pres- about do what it wants. In som 
ident. Both nominations are un- ways it will be more powerfu

than the legislature."
Local governments will issu

fill. U.S. League's Hardin

They'll take over in New York...
Hardin has been president of 

First Federal S&.L of Rock Hill, 
S.C., since 1966. The $&<L has 
$88 million in assets.

Hardin has been president of 
the South Carolina S&.L League 
and was a director of the Federal 
Home Loan Bank of Greensboro, 
N.C., since shifted to Atlanta. 
He has been elected mayor of 
Rock Hill three times and is a 
commissioner of the South 
Carolina Housing Authority.

Second in command. Stuart 
Davis of Beverly Hills, Calif., 
has been nominated as the 
league's vice president. He's 
chairman and chief executive of 
Great Western S&L Association 
(assets: $5.3 billion) and its 
parent, Great Western Financial 
Corp., both in Beverly Hills.

The U.S. League will elect its 
new officers at its convention in 
New York City Nov. 14-18.

S&.L League.
(For a full report on builders' 

reaction, see story on page 16.)
The amendments were in

serted in a separate follow-up 
bill by Assemblyman Gary Hart 
(D., Santa Barbara). This meas
ure will require state-legislature 
ratification of commission ac
tion designating any area along 
the coast as a "sensitive" eco
logical area.* This at least gives 
opponents of commission deci
sions recourse to the legislature.

Regional regulators. The Hart 
bill also abolishes regional com
missions, which would be 
formed to help the statewide

opposed.
The National League con

venes in San Francisco, Oct. 17- building permits but their ac 
21. Based in Washington, it has tions can be appealed by oppo 
about 500 members. nents to a regional or the stati

commission. Major publr 
works projects or major energ 
facilities will require a commis 
sion permit as well as local gov
emment permit.

Permits will be required fo 
nearly all construction. Excep 
tions will include improve 
ments to existing single-famili 
homes, some maintenanct 
dredging, repair or maintenance 
activities, developed urbar 
areas and some utility connec 
tions.

* Area in which plant or animal life or habi
tats are cither rare or especially valuable 
because of special nature or role in an eco
system and which could be easily dis
turbed or degraded by human activities 
and developments. The follow-up bill 
provides that the legislature must deter
mine whether an area is to be protected 
as sensitive.

—Tom ArdeiI 
McGraw-Hill World News!

Sacramentd
Nationai League's McClatchy 

... and in San Francisco
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ANOTHER REAL STANDOUT
The Leesport now joins the "CUSTOM LI
MITED" group, Quaker Maid's cabinet program 
that offers fast, four-week production. This new 
door style has a raised panel that really stands 
out. It's a custom paneled door without the high 
premium price tag.
Beautiful cherry, pecan 
or stately oak are availa
ble. Leesport, Clarion,
Monarch, Mayflower 
and Modulus II are all 
customized with Quak
er Maid's exclusive

hardware and their entire range of colors and 
woodtones. The "CUSTOM LIMITED" group's 
fast production makes it ideal for builders desir
ing to upgrade their housing units with custom 
kitchens. Competitively priced and created with

all the quality and dura
bility Quaker Maid is 
noted for, the "CUS
TOM LIMITED

the
CUSTOM UMflED group 

can become your real 
standout for greater 
sales.

group by
^uakcrTnaiO

aiHPMJlCliVISiOn-Servingthe heart of the home 
RT. 61. LEESPORT, PENNSYLVANIA 19533 215-926-3011

H&Ji OCTOBER 1976 13CIRCLE 13 ON READER SERVICE CARD



L The camera 
doesn’t lie.

seals. Like the seal where door 
meets frame.

By stopping exfiltration 
better, we dramatically 
lower heat loss and fuel 
bills. And the same 
principle works with air 
conditioning: by stopping _
exfiltration better, we dramat- 
ically lower the loss of cooled air as well.

3'0". and 3'6" sizes. Single or double doors. 
Patio or porch doors. Commercial or 
residential doors. With a variety of molding 
and light systems. With or without 
companion sidelights. And Class B (11/2 
hour) Fire Hated, standard with Ever-Strait 
(2'6", 2'8'', 3'0").

Color bars represent 
hottest to coldest 
temperatures, top to 
bottom: white to 
yellow to red. hottest; 
violet to green to 
blue, coldest. The 

— hotter the
temperature shown, 

"•5 the greater the
amount of heat being 

~ lost. Doors are shown 
from outside, looking 
in. Temperatures 
during photography 
were 0 F. on 

-,1 outside, 70 F. on 
inside.

I -.9

- -.7

The secret is the 
SjTstem, not jnst a door.

It takes the whole Ever-Strait system to do 
the job. A warp-free steel door. A solid core 
of insulated polystyrene foam. A patented 
“thermal break.” A completely engineered 
door frame with magnetic weatherstripping 
and acyustahle sill and threshold. And it all 
arrives pre-hung and pre-primed, ready to 
install and paint.

-.3

232 inches. Sealed 
jnst like a refrigerator.

Although most people don’t realize it, the 
standard door has 232 inches of potential 
leakage around it. And if a house has three 
outside doors, it has three times as much 
potential leakage. Even worse, most of 
those inches start leaking as soon as the 
door is hung. Exfiltration.

But not a Pease Ever-Strait Door System.
Why? Because our magnetic weatherstrip 

“reaches out” to form a positive seal with 
the door. Just like a refrigerator.

And the sill and threshold are uniquely 
designed to be another thermal barrier. They 
can be adjusted up or down to keep a tight, 
snug seal against the weatherstrip on the 
bottom of the door.

The result? A better mousetrap. Disguised 
as a beautiful door.

We’ve used a remarkable new camera to 
lustrate something you should know about: 
le energy-saving advantages a Pease 
ver Strait Door System can add to your 
cuses, apartments, or condominiums.

The camera is called Thermovision. By 
sing infra-red principles it actually 
hotographs escaping heat. The escaping 
eat shows up as colors ei^ilained by the 
3br bars and caption above.

All that white, yellow and red in the 
holograph of the wood door with the storm 
ocr means a lot of escaping heat. (How 
luch? Look at the facts in the chart below.) 
hat means higher fuel bills. Wasted money 
)r the owner.

But the photograph of the Pease 
ver-Strait Door Sy^m shows mostly blues, 
'h::h means less heat escaping. More 
loney saved for the owner. And an extra 
slling point for the builder.

Shown is Style E55 in our Quintessence Series. 
Beveled and tempered insulated glass that looks like 
rich hand-leaded glass. Stunning,

So talk to ]Tonr 
Pease distributor.

Believe it or not, there’s still more you 
should know about Pease Ever-Strait doors. 
How much they can save you in installation 
costs. How they’ll cut down on call-backs. 
How much easier they’ll make your homes 
to sell.

So see the man with all the facts. Your 
Pease Ever-Strait Door Systems distributor. 
Or write directly to us: Pease Company, 
Ever-Strait Division. Fairfield, Ohio 45023. 

The facts point to Pease.

Speaking of 
beautiful doors . . . •Exfiltration is as 

important as insulation. INSULATED
STEEL DOCDRHow would you like to have 40 to choose 

from? 40 different beautiful selling tools?
You just got them. And the name is Pease 

Ever-Strait. They’re available in 2'6", 2'8".

SYSTEMSHow do we do it? Exfiltration is the key. 
Exfiltration is a word our engineers use to 

lesc.rihe heat leaking out through improper

INSTITUTE

I
ESTIMATED COST* OF HEAT LOSS THROUGH ONE DOOR SYSTEM PER HEATING SEASON;

MEMBER

A
as^

Heating System Used:
poor System Used: Electric

(Baseboard)
Electric 

(Heat Pump)
Natural

GasOil LPG

f’ease Ever-Strait 3'0" 
nsulated Door System $ 5.63S 3.18 $11.36$ 2.32 $1.50
Conventional 1%" 3'0" 
Solid Wood Core Door 
with Storm Door

$64.28 $31.85$17.99$13.12 $8.48

Ever-Strait 
Door Systems

'Estimated cost of annual heat loss based on actual fuel prices in Cincinnati. Ohio as of July 5, 1975. Figured 
on basis of following heat system efficiencies: electric (baseboard) 100%: electric (heat pump) 200%; natural 
gas 75%; LPG, 75%; oil, 75%. Average energy values; electric, 3.413 BTU/KWH; natural gas, 1,000 BTU/cu. 
ft.: LPG. 91,500 BTU/gal.; oil, 140.000 BTU/gal. Degree day data selected from ASHRAE Handbook of Funda
mentals and other reference sources. Values rounded to nearest 200 degree days. Above computations based 
on 5500 degree days for Cincinnati, Ohio. Savings will be greater or lower in other areas depending on average 
degree days of location. Infiltration losses for the Ever-Strait Door System are based upon lest results conducted 
by the H, C. Nutting Company Testing Laboratory. Infiltration losses for the wood swinging door installation with 
storm door are based upon maximum allowed infiltration loss as specified by ASHRAE standard 90-75. Complete 
calculations and references available upon request.

Pease Ever-Strait Door Systems are covered by U S. 
Patent Nos. 3,153.817; 3.273.287; 3.238.573: 3.426.479, 
Others pending. PATENTED in Canada In 1965.1966 
and in the United Kingdom. 1962.
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Builders cry havoc over California's new laws to protect its coast
Orange coastal area.

Sheltered areas. The new le 
islation is not expected to ha’ 
any significant near-term effe 
on building in San Francisc 
Sonoma or Marin Counties, 
the opinion of Robert G, Brow 
acting director of the Nor 
Central Coast Regional Const 
vation Commission.

In San Francisco, the coast 
strip under commission juri 
diction is very narrow, and it 
so heavily developed that on

The new laws protecting Cali
fornia's coastline are "a series of 
policy statements that are 
broad, vague and indefinite," ac
cording to Don Collin, execu
tive director of the California 
Builders Council. He said the 
legislation contains provisions 
that give the new coastal com
mission carte blanche 
people the coast or keep people 
off the coast," but his guess is 
that development will be ex
tremely limited.

(For stoiy on passage of new 
laws, see page 12j.

Collin said those who own de
velopable land near urban areas 
"are in the driver's seat,” and 
that the effect of the legislation 
may be to create "an elitist soci
ety" for the seashore. While the 
stated intent of the bills is to in
crease public access and recrea
tion along the coast, Collin ar
gued, developable sites will be 
so scarce that land prices will 
make it impractical to build 
single-family housing, visitor

to

Regulator Bodovitz 

'Effort to balance things'
Builders'O'Brien 

'We're very unhappy'

there can be some abuses, and 
doubtless there have been, but I 
don't know that this big-brother 
deal is the answer."

Regulator's assurance. Joseph 
Bodovitz, executive director of 
the State Coastal Zone Conser
vation Commission, disputed 
the builders' view.

"This is not a no-growth or an 
anti-development bill," he 
pointed out. "No one need have 
any fears that this is an effort to 
lock up the world.

"The bill will simply require 
efforts at more compact and 
concentrated development, 
leaving open space and mini
mizing interference with public 
views of the coast, It will in
crease access to the coast where 
this can be reasonably done."

In short, he said, the bill is "an 
effort to balance a lot of things 
that are hard to balance—the 
need for additional housing, the 
need for jobs, the rights of land- 
owners along the coast, with the 
very obvious public values that 
exist."

Wide support. Although Cali
fornia's organized homebuilders

opposed the measures, Bodovitz 
pointed out that "one of the 
truly remarkable things about 
the bills is that when they fi
nally did go through the legisla
ture, they had the support not 
only of the Sierra Club and all 
the principal conservation 
groups, but also the Associated 
General Contractors, the AFL- 
CIO, the League of Cities, the 
major California ports and utili
ties."

Sierra Club's Zierold 

'Answers needs of contractors'
Under the new law, in Bodo- 

vitz's view, it would be very sporadic infilling occurs, 
hard to get approval for a new
major subdivision in a pre- County is federal or state park] 
viously open area, but he
stresses that "there are no abso- lots are available, the coast

legislation will have a major in 
One solution for a develop- pact only when a new subdiv 

ment might be to cluster hous- sion is proposed. Existing subd 
ing Bodovitz said, leaving sub- vided lots in coastal develoj 
stantial space unbuilt and pro- ments such as Oceanic Califo 
viding open space or intensive nia's Sea Ranch, will continv 
visitor facilities on the immedi- to be built out.

Much of the western Mar

In Sonoma, where buildab]

lutes.

Attempt at balance. Tl'Jate coast. He explained that 
such a plan has been discussed Sierra Club, whose headquartei 
by the Irvine Company's officers are in California, calls th 
with Orange County officials, coastal legislation a model fc 
The Irvine Ranch is the only sensitive-area protection, stril 
major undeveloped property in ing a workable balance amon

diverse interests. According t 
the club's Sacramento legish 
tive advocate, John Zierold, "th 

Palm Coast is located 24 legislation preserves outrigb 
miles north of Daytona Beach, many important life-suppoi 
By the end of July, 1976, it had 
725 occupied homes with others tuaries, while providing protec 
under construction. The com- tion for scenic, marine and wile 
munity has a population of 1,- life values.
800, including more than 300 
school-age children. As origi- swers the needs of general cor 
nally planned, it was to have a tractors and the building trade 
population of 600,000—equal to unions, both of whom supporte 
that of New Orleans—by the the final version, by establishin 
year 2,000.

The company disclosed that it proper development may be cai 
would move its headquarters ried out in less sensitive areas 
from Miami to a new office And it assures substantial put 
building at Palm Coast. The lie access to beaches and shore 
community's first church, St.
Mark by the Sea Lutheran, was 
dedicated July 4.

Builders' Collin 

'Awesome power'
facilities or recreational/com
mercial complexes.

'Lip service.' Although there 
has been "lip service" to bal
anced uses of the coast, Collin 
said, "as a practical matter, the 
bills tilt against development." 
He added that the coastal com
mission will have "awesome 
power" and that the broad poli
cies in the legislation will give 
the new regulators leeway to 
justify whatever decisions they 
may make.

James K. O'Brien, executive 
officer of the Associated Build
ing Industry, southern division, 
agrees with Collin.

"We're very unhappy with the 
legislation," he said. "It's going 
to have a depressing effect. I re
ally don't know if in the long run 
it wouldn't be better if it were 
just left open to the forces of the 
market ... I readily admit that

Palm Coast agrees to 42,000-acre site
ITT Community Development 
Corp. has announced that it has 
signed a consent agreement 
with the Federal Trade Com
mission to develop no more 
than 42,000 of its 92,000 acres at 
Palm Coast in Florida.

Alan Smolen, ITT Commu
nity's president, said that the 
signing of the agreement did not 
constitute an admission that the 
company had engaged in unfair 
and deceptive land-sales prac
tices.

systems, including 19 major e

On the other hand, it ad

the certainty of where and hod

"This permits us to concen
trate our efforts," he said, "and 
it will help us accelerate the bal
anced growth of the Palm Coast 
community."

" —Jenness Keen

McGraw-Hill World New* 
San Francisc

line.
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Our latex and alkyd systems save hours for you,
years for your customers.

Today’s elegant suburban worlds revolve around 
cluster structures of warm, '‘natural” combinations 
of varied wood and masonry textures.

This trend brings you profitable new business 
— if you keep your costs down. You can. With 
Glidden. Three ways:

■ Single source convenience. Natural textures 
present painter challenges — inside and outside. 
One source, Glidden, has every coating you need 
to do the whole job. Semi-transparent and 
opaque latex stains, latex and alkyd interior and 
exterior paints, masonry and metal coatings.
You sa^e your time, and workers’ time, with the 
right coating (and right price) from nearby Glidden.

■ Technical service backup. When you run into 
problems you haven't faced before, call on 
Glidden technicians who have faced and solved 
them.

■ Free color styling and decorator help. From 
professionals of the Glidden Color Studio. Puts 
the "icing” on your bid to help sell the job.

Tell us about the job you’re 
after. We’ll tell you how we can 
help you get it.

Glidden

sbb CUD DEN COATINGS & RESINS 
ARCHITECTURAL & MAINTENANCE
SCM CORPORATION, CLEVELAND. OHIO 44115
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Rising costs and falling pound choke off British housing recovery
Britain's housing industry, 
barely recovered from a shortage 
of mortgage money, is now 
plagued by new economic trou
bles. Private developers say 
costs have risen too high to 
make investment worthwhile, 
and the labor government plans 
to cut back funds for public 
housing.

Until this summer, only pri
vate housing had been hit by the 
British recession. But now the 
government wants to trim $261 
million from what it spends on 
housing. Most of the cuts are ex
pected to come from a reduction 
in the number of mortgages that 
local councils make with gov
ernment funds.

The government had origi
nally planned to make public 
the results of a comprehensive 
review of housing finance this 
summer. But in view of current 
troubles, ministers have decided 
to do some rewriting. The re
lease date is now November, 
and the document is expected to 
reveal government strategy m 
helping homebuyers with first 
mortgages and perhaps offering 
some tax incentives. Mean
while, building activity slows.

Gloomy forecast. "I do nof 
think we will see an economic 
upturn for quite some time,” 
says Chairman Sydney Mason of 
Hammerson Property and In
vestment Trust Ltd., a developer 
wth property assets of nearly 
$900 million. Mason recently 
told the corporation's annual 
meeting that the British build
ing industry could be "totally 
devoid of work" in 18 months.

In the past, public spending 
l^s been able to keep the in
dustry's head above water when 
the private sector was de
pressed. There is no chance 
now, however, that public 
spending will be increased.

Loss of mortgage funds. Many 
industry woes can be traced to 
the country's fragile fiscal struc
ture.

The fall in the value of the 
pound forced Britain to raise its 
minimum lending rate. When 
that happened, investors started 
buying bonds and government 
securities instead of putting 
money into building societies 
Tougbly the equivalent of saving 
and loan associations in the 
United States. The societies 
were lending $800 million a 
month in mortgage money ear-

London rehab plan turns block of rundown Georgian houses built in 1812/left,) into 76 modernized homes. Hous 
were substandard and comer site had been bombed in World War II and then left vacant. New flats fill that gap.

tions in the previous year.
"This year we estimate some

thing on the order of 160,000 
starts,” says Director Ian Des- 
landes of Britain's House Build
ers Federation, "and in 1977 we 
anticipate about 165,000.”

Costs. According to Des- 
landes, higher housing costs are 
largely responsible for the level
ing off in starts. "Back in 1971,” 
he explains, "the average cost of 
the home in Britain was 2.42 
times the income of the first
time buyer. That ratio soared to 
2.91 in 1974, and now it has 
leveled off again to 2.45. But, in 
the future, I can see it only going

eral big companies got out of t 
business.

Wates Ltd., a maior build( 
had planned to develop a $25 
million new town, includi 
8,000 homes and a 60-acre i 
dustrial park. The project w 
announced in 1973, but co‘ 
have soared and the govemme 
has enacted a law that giv 
local councils control over c 
velopment land.

An $800,000 loss. Paul Watt 
the head of the company, h 
abandoned the project despi 
having spent $800,000 in pla 
ning and promotion. In the er 
the company could not come 
agreement with the Surr 
county council.

"How can a local authon 
spend four years discussing ai 
working on such a project, ai 
then at the end of the day reje 
it?" Wates asked.

The House Builders Feder 
tion's Deslandes believes th 
the threat of the new land la 
as well as recent tax measurt 
encouraged builders last yci 
The result was an abnormal 
high number of starts.

Plea for help. Britons alrea( 
pay unusually high mortga 
rates, although they have i 
cently come down from 11 % 
10.5%. By contrast, building s 
cieties currently pay 6.5% intc 
est on deposits.

"It's fairly obvious that tl 
situation cannot improve wit 
out some help from the gover 
ment, either in policy or in a 
tual financial assistance," sa 
Deslandes.

"We know there has bee 
some change in thinking at hi^ 
levels because the housing 
nance review was delayed. B 
unless this assistance com 
soon, more of the industry wi 
be out of work, and there will I 
fewer new homes for buyers 
choose from.

McGraw-Hill News, Londd

her this year. The figure has 
dropped to about $500 million.

Local spending cuts. The ef
fect on the public sector has not 
yet been felt because the govern
ment has yet to decide whether 
housing money will be affected 
by cuts in public spending.

Public housing starts are run
ning 10% behind last year's and 
the fear of spending cuts has dis
couraged hope for any upturn. 
Prime Minister James Cal
laghan says there may be no im
mediate cuts, but the govern
ment has floated a trial balloon 
for a budget reduction of $1.78 
billion next year.

Britain's politicians have 
reacted as if a reduction is inevi
table, and public housing seems 
a likely target. It is costing $7.2 
billion a year now, and that is 
300% more than in the 1972-73 
period.

Time of decision. Later this 
year, after publishing its hous
ing finance review, the govern
ment will decide whether to 
maintain its present level of 
public housing.

Local authorities approved 
construction of 174,000 housing 
units last year and these are be
coming available for occupancy 
in 1976. The figure compares 
with 162,000 units actually 
completed in 1975.

In the private sector, builders 
put up 147,000 houses in 1975, 
compared with 105,000 comple-

up.
In the last two years, Britain's 

retail price index has been rising 
at a rate between 15% and 26%.
Meanwhile, the government has 
imposed wage restrictions that 
limit pay raises to about $10.50 
a week, and an even tougher 
wage ceiling will soon limit 
raises to 5% a year. The result 

beenhas more-expensive 
houses for buyers with almost 
frozen incomes.

Declining market. Demand 
began to slacken soon after the 
government's pay policy took 
effect. By March of this year the 
price of new houses had risen 
8.3% over the level of March 
1975, and the price of used 
houses had gone up by 6.5% dur
ing the same period. Demand 
was reduced so much that sev

—Don EdighQueensmere housing project built at Wadsworth by Greater London Council 
is visited by former U.S. Ambassador Elliott Richardson and GLC officials.
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uKi a little 
lair to your 
air with the 
quareyoucan 
>uild around.
toman Square.

ing available at a very competitive 
price.

well as 6, for seamless installations 
in most rooms. And, the special 
cushioning means softer, quieter, 
warmer floors.

Your customers are hearing 
about Aristocon. Now show them 
the square with the flair.

Roman Square has great stain 
resistance to most household prob
lems like mustard, iodine, alcohol 
and shoe polish. And it looks just 
great. It could become the show
case of your kitchens. Something 
beautiful to build around.

Home owners appreciate a 
kitchen that works for them in both 
beauty and convenience from the 
floor up. Youll appreciate the extra 
value and ease of installation of 
Aristocon.

The square you can build 
around comes in 12 foot widths, as

For a mini sample & brochure write 
Mannington Mills, Inc.
Salem. N.J. 08079 

Over 60 years of fine flooring.

Others by Welico Carpet Corp.,
Calhoun, Ga., a wholly owned subsidiary.

-ike all of Mannington s Aristocon® 
latterns and designs, Roman Square 
las the exclusive no-wax JT88®
^ear layer.

So, it’s the finest no-wax floor- successb’ BE/UJTIFUL
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Quiet little Florida shorefiont fights to bar 26,000 apartments
One of Florida's longest and 
most expensive disputes be
tween a developer and environ
mentalists is coming to a head 
at Fort Myers on the Gulf Coast.

The Lee County commission 
has just reaffirmed, by a vote of 
3 to 0, its earlier rejection of an 
application by the Atlanta devel
oper Robert Troutman for con
dominium zoning on 6,500 
acres of mangrove wetlands at 
Estero Bay. Troutman is one of 

investors who include

THE e$tuak:e^

f. aOM’WUNI'IY UKTT FLAK’

seven
Stephen Smith, a Ted Kennedy 
brother-in-law, and George 
O'Neill, husband of a niece of 
Nelson Rockefeller.

The commission would per
mit two residences an acre at Es
tero. Troutman has offered to 
preserve 2,800 acres of man
grove if he gets permission to 
build 26,000 condominium 
apartments on the remaining 
land, which would be improved 
by dredge and fill. Gross density 
would be about 4.1 units per

about 1,500 acres, those the 
thest from the bay. The 
tuaries is close to Sanibel Isla 
the bird sanctuary famous for 
shell beaches. Lee County f 
are afraid that, if Troutman w 
a high-density ruling on 
land, other developers 
crowd the shorefront.

Emotions. Troutman's 
swer is that the federal gove 
ment already owns 90% of 
nation's mangrove land in E\ 
glades National Park. He £ 
contends there is no way to k 
people from coming to Floi 
and seeking a place near 
water. He says his biggest pr 
lem is the emotionalism t 
has grown around the Estuaj 
since he bought his first pie 
of land five years ago.

"If there ever is a liberal wl

tying charges over 25 years). He 
also says the Estuaries will gen
erate S225 million in taxes over 
the 25-year development p>eriod 
and about $20 million a year 
thereafter.

Density issue. Rowland East- 
wood, director of the planning 
council, explains: "We are not 
against development but under 
the law we cannot negotiate 
with a developer about what he 
should or might do to win accep
tance of his plan."

There is a feeling in the Fort 
Myers community that Trout
man is asking for too much den
sity and that he could probably 
win his zoning battle if he pre
served more of the wetlands and 
restricted his development to

ing people whose children 
would use the schools.

Troutman talks of only two 
students per 100 residents in the 
Estuaries, but planners point to 
a national average of 33 and the 
Lee County average of 20.

Traffic. Planners told the re
gional council that the Estuaries 
would generate up to 62,000 cars 
in the area and cost the taxpay
ers S40 million for new roads. If 
right-of-way purchases and re
lated costs of traffic control are 
included, say the planners, that 
figure would jump to $70 mil
lion.

acre.
Five-year effort. The turn

down by the commission came 
after five years of planning for 
which Troutman says he has 
spent $700,000. Earlier, the 
community he calls Estuaries 
had been rejected by the South
west Florida Regional Planning 
Council, an agency created to 
study all major developments of 
regional impact under the 1974 
Florida Land and Water Manage
ment Act. That vote was 13 to L

Under the state law the 
county commissioners had to 
specify to Troutman reasons for 
the rejection and offer alterna
tives. He has a month to accept 
the commission's conditions or 
appeal to the Florida cabinet in 
Tallahassee, and he says that he 
will appeal. The council can also 
appeal to the cabinet if it doesn't 
approve of the county commis
sion's action.

Impact on schools. Trout
man's basic argument with the 
regional planners and the Lee 
County commissioners is over 
the probable impact on the quiet 
West Coast community. The de
veloper contends that tax reve
nues generated by his project 
will more than pay for the im
pact on county facilities. He 
talks of customers for his 
average $47,000 condominium 
apartments as being 55% sec
ond-home owners and 35% re
tirees, with only 10% as work

Troutman counters that he is 
willing to spend $20 million to 
save the most fragile of the wet
lands. (That figure includes car-

Prefab housing in Britain ... from page is
ended in mid-December. Only 
one-third of the manpower em
ployed in traditional con
struction was used, the council 
insists. With the recent decline 
of the pound sterling, the units, 
if sold today, would go for about 
$17,500.

Ground-floor units are for old 
people. Second and upper-floor 
flats are for two-person house
holds. (For more on British hous
ing, see page 18).

it comes to the environmt 
I'm that person," he insists.

He also contends he has st 
ied 50 other major projects 
the state and that only one 
less density than the Estuari 

"We own low land," he 
knowledges, "so we have to < 
vate from about 3 feet to 
feet. This increases our h 
costs and makes it necessar) 
increase density."

Dredge and fill. It has been 
timated that Troutman wo 
have to move about 25 mill 
cubic yards of earth, mai 
from deep lakes that would 
created to obtain necessary f 

Troutman says he had to cc 
pile 1,700 pages of data and d 
umentation for his applicat 
to the planning council. Th 
included, he says, estimation 
traffic for 25 years.

The Greater London Council 
has just built 29 of these flats in 
Farm Lane, Hammersmith.

The lobby, staircase and tiled 
bathroom and kitchen for each 
dwelling were cast in light con
crete by a prefabber, Basis Ele
ment Bouw, in Midenmeer in 
northern Holland. The units 
were ferried to England, and liv
ing and bedrooms were added on 
the site.

Work began in September and

—Fred Sherivs
McGraw-Hill News, Mid
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Caradco 
wood casement 

windows save 
mough in energy to 

buy a lot of extra
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Oian metal. Caradco's double weatherstripping system far exceeds
(normal infiltration standards. Insulating glass set in vinyl gaskets

cuts heat loss in half. And Caradco's unique triple glazing
offers even more energy savings. Create the window style

4f you want from the total Caradco package, including four widths,
six heights, picture windows, bows and bays.

And don't overlook the beautiful Caradco sculptured doors.

Cara
They add even more luxury to a home.

Caradco Window and Door Division





head new fimis; other companies name newVeteran builders
Two new companies have been 
formed by veteran Coast build

ers.
Ray A. Watt, 57, whose 

various construction companies 
have built 40,000 homes since 
1947, announces a partnership 
with DeVere Anderson, former 
vice president of Larwin- 
Southem California.

The corporation, WiSiA Build
ers Inc., with headquarters in 
Los Angeles, will concentrate 
on single-family communities. 
First project: Hearthstone, a 
$22-million, 440-home develop
ment in West Covina, Calif.

This should be familiar terri
tory for Watt, who got his start 
in single-family in California 
after World War II. He founded 
the R, A. Watt Co. and made it 
one of the nation's largest build-

.,. AND President DChairman Hall ...
es San Diego devel\Degen/HallSet up

ers.
Watt merged his $52-million 

operation into Boise-Cascade in 
1967 but left a year later. He was 
president of the National Cor
poration for Housing Partner
ships in Washington for six 
months and then returned to 
building in California.

Two other housing pros, 
Alvin J. Hall and Gerald N. 
Degen, are pooling experience in 
the new Degen/Hall Develop
ment Co. (San Diego). Their first 
single-family project, 214-lot 
Deer Park Village in San Diego's 
South Bay area, opens this 
month.

Hall, chairman and chief ex
ecutive, has been president of 
the A. ]. Hall Corp., builder of 
single-family and townhouse 
developments in southern Cali
fornia.

Degen, the new company's 
president, has lately been pres
ident and regional division man
ager of the L. B. Nelson Corp. of 
Southern California. Charles E. 
Sands, a fourth-generation 
builder, is taking on the Nelson 
job in San Diego.

Other new presidents of Cali
fornia companies:

A. R. Ceresa, Rossmoor Corp., 
Laguna HUls. He joined Ross
moor in 1963.

Gerald R. Hay, Dillingham 
Corp., Los Angeles. He joined in 
1973.

Raymond F. Logan, Chris
tiana Southwest, a subsidiary of 
Christiana Cos. of Santa Mon
ica. The subsidiary is building 
Hudson, a $ 75-million luxury 
development in Houston, Tex.

New builder team of Ray A. Watt (left) and DeVere Anderson Christiana's Logan Realtor's Schwari 
organizes W6cA Builders Inc. as a community developer, President of subsidiary To press manager's d

Also in Houston, Centex 
Homes has a new president.
He's I- L. Gordon, formerly 
director and senior vice pres
ident of Flintkote. A subsidiary 
of giant Centex Corp., Centex 
Homes builds in Chicago,
Washington, D. C., Florida,
North Carolina and New Jersey.

And there are other moves 
around the country.

The Hoffman Group Inc., con
struction and development 
company based in Hoffman Es
tates, 111., promotes three: Sam 
Osland to be the Hoffman Home 
division's vice president of pro
duction; Bruce A. McLennan to 
be manager of real estate and 
John H. Mays to replace McLen
nan as corporate counsel.

David J. Quigley joins Monu

,.. AND Mays. AND McLennan ... 
and a realty manager ... and a legal counM

Harvey Steam to its vice pre 
dency for buisness plannii 
communications and researi 
He's been on board since 196'

Hoffman's Osland 

A production chief

mental Properties, Baltimore, 
Md. as senior vice president and 
director of its apartment divi
sion. He was a group vice pres
ident for Seligman Asso
ciates, residential developers.

In Mission Viejo, Calif., the 
Mission Viejo Co. promotes

W. David Joye is named sa 
and marketing director for R« 
cho San Diego, a 4,600-a< 
planned community now bei 
developed in San Diego Co.

Former building giants form own company
Jim Klingbeil is president of 
what used to be one of the big
gest garden-apartment devel
opers, The Klingbeil Co.

Eugene Rosenfeld was, until 
last year, president of Kaufman 
and Broad.

They have just organized a 
new building company, the 
Anden Corp. (named for their 
two oldest children, Ann Kling
beil and Dennis Rosenfeld).

We'll be a small, closely man
aged company," says Rosen
feld. "We're going to stay in a 
few markets we know well and 
supervise each job personally.'^

ASSOCIATIONS: Harold 
Schwartz is named natioi 
press manager for the Natioi 
Association of Realtors. Hal 1 
been the senior news wri 
since 1974.

Stanley Waranch, NAHl 
president in 1972, is elect 
chairman of the Homeowne 
Warranty Corp. board of dirt 
tors.

Anden has bought or op
tioned almost 1,000 sites for 
single-family homes and town- 
houses in suburban Chicago and 
California.

Klingbeil will retain the presi
dency of The Klingbeil Co., 
which has been sold to CBS and 
is now mainly an apartment 
management operation. He'll 
oversee Anden's Chicago opera

CONSULTANTS: Carl Dran 
of Philadelphia forms Vect 
Properties as a general consu 
ing firm for developers. He I 
built multifamily in Phi 
delphia and New Jersey.

tions part-time.
Rosenfeld, a single-family 

house developer for 13 years, 
will supervise the new com
pany's headquarters in Encino,
Calif.
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Even the toughest customers 
are sold on vinyl building products.

That’s because building products of BFG Geon*' 
vinyl are not only beautiful, they also live a long, 
virtually care-free life.

They won’t warp, rot, peel or absorb moisture. 
Which means vinyl gutters and downspouts 

don’t rust or corrode. Vinyl shutters, siding and 
soffits won’t need painting. Vinyl 
trim, baseboards and flooring

windows and vinyl weather stripping fit snugly to 
do a better job of preventing heat loss and 
minimizing condensation.

Vinyl products are easy to install.
But most of all, vinyl in building products gives 

homebuyers more good reasons to buy. And you 
won’t find a better reason than that.

kNot in a dog’s age.
For information about buildingare attractive, yet durable.

products made with Geon vinyl.Products made with Geon
write: B.F.Goodrich Chemicalvinyl can provide year

Company, Dept. H-37, 6100'round comfort, too.
Oak Tree Boulevard,Vinyl siding helps to

Cleveland, Ohio 44131.
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stocks catch fire but builder issues sputterSavings and loan
Sep. 1 Chng.

Bk3/ Prev.
Sep 1 Chng.Sep 1 Chng.

Bid/ Prev.
dose Month

Wall Street has rediscovered the 
big California SStLs and one re
sult is that House &. Home's 
value index of five leading S&L 
stocks has just leaped 12%.

TheS&.L index went to 147.28 
from 131.64 in the month ended 
September 1. Share prices of [an- 
uary 1965 equate with a base of 
100.

Prev.Bid/
MonthCompanyMonthCompanyCorr^y

Great Southwest 
Corp.-d ..

Gulf Oil (Gulf Reston) . NY ZP/% 
Gulfstream Land & Dev. . AM 

(Bel-Aire Homes)
INACorp.(MJ.Brock) ...NY 44”j 
Inland Steel (Scholz) NY 50^t 
International Basic Econ. OT I’/i 
International Paper 
Inter. Tel. & Tel. . ..
Ludlow Corp . ..
Monogram Industries . . NY 13^* 
Monumental Corp. .. . OT 

(Jos. Meyerhoff Org.)
Mountain States Fin.

Franklin Realty—d 
Fraser Mlg 
Gould Investors 
Great Arrter Mgmt. Inv. NY Vt 

(lormerty Great Amer 
Mtg Irv.l—d 

Guardis 
Gulf Mtg. & Realty 
Hamilton Inv.
Heitman Mtg. Investors AM 1 'k
Hubbard R. E. Inv. . NY 15 

AM 4A« 
Mass. Mutual Mtg. 4 RIty. NY 11’/S 
Misaoninv. Tnst . . . AM 1^ 

(formerty Paiomar)
Mony Mlg Inv.
Mortgage Trust of Amer. NY 3’/:
National Mortgage 

Fund—d .... OT H
NationwideR.E.Inv. . ..OT 3V*

(Qalbrealh Mtg. Inv.)
North Amer Mtg. Inv. . . NY 3H 
Northwest Mutual Life 

Mtg.4Rtty

AM 3 
OT Ti 

. AM Vi

BUILDING COMPANIES * 'k
*

OT ^- IV4
AVCO Comm. Oevel.—d PC .562 563
American Coni. Homes . OT % + Vj

Atrierican Urban Corp. .. OT Vz
Bramalea Con. (Can.) .... TR 5V*
Carrpanelll Ind................ OT 1H

(New American Ind.)
Capital Divers (Can.)—d OT Vt
•Cerrte* Corp............
(>ivil Communities
Cheezem Dev. Corp. . . . OT '/r .........
Christiana Cos.............. AM 2H +

TR 255 ........
AM 4'/i
OT 3% - V,
AM 4 
OT m

* 3^ 
- 2VaVi AM 1H 

AM
OT V\

Vi
..NY 70H 

NY 3Vk 
NY 7^

+ 2VtNY tOH + Vi
mm + <4 + 1V4

♦ IV*

-- ’/iCons. Bldg. (Can.)The Wall Street Journal re
ported on August 30 that The 
Street's bullishness on 
shares had brought institutional 
investors into the market. The 
paper attributed the new inter
est to strong second-quarter 
earnings, which prompted ana
lysts to raise their estimates of 
1976 earnings for the S&X lead-

V*Dev. Corp. Amer.
Edwards Irxlus. .
FPACofp.-O .......
Cart Freeman Assoc.
General Builders—d .. .AM 1V*
Homewood Corp.. ..
Him Building Corp..
•Kaufman and Broad

Co.......................
Leisure Technology—d AM 2V*
Lennar Corp. ...
McCartfty Co.—d ..
McKeon Const. .
H. Miller 4 Sons 
Mitchell Energy 4 Dev. AM 26H 
Onole Homes Corp.
Presidential Re^ .
Presley C<»..............
Putie Home Corp, ..
RossmoorCorp. ...

OT 3 
NY 4

Corp.-NY 9V2

- 1Nabonai Homes 
National Kinney AM 1H

(Uns Bldg.)
Paahc Lumber
Perini Corp..............
Philip Moms ............ NY 57’/2

(Mission Vie|0 Co.)
Pope4Talboi 
Republic Housing Corp. AM 1 ^
Rouse Co..........................
Santa Anita Consol 

(Robert H. Grant Ccxp.)
Tenneco Inc....................

(Tenneco Realty)
Thor Corp.—d ............

(First Realty Inv. Corp.)
Time Inc.

(Temple Industries)
Tishman Realty ...
Titan Group Inc. .
UGI Corp.
Westinghouse 

(Coral Ridge Prop.)
Weyerhaeuser ....

(Weyer Real EsL Co.)
Whittaker (Vector Corp,) NY 5*4 
WittesCorp ,, , , NY 11 

NY 9=4

,.OT 5V4 
,.0T m 
..NY 7%
..AM V/t + h

- 1 NY 29’*2 -• 1- 1V*

-f 4H

V* NY 16VjNY 12 V* 
NY TV. 

Penn. RiE Inv. Tr.—d ..m 11V*
Property Capital AM 9h
Realty Income Tr —d AM 8V«
Republic Mtg Inv................. NY 1’4
B.F SaulR.E.IT .NY 3H
Security Mtg, Inv, AM 1’^
Stadium Realty Tr —d OT Vk
State Mutual SBI-d NY 2W
SutfoMtg.
UMET Trust 
United Realty Tr .

(Larwm Realty 4 
Mortgage Trust)

U.S Realty Inv. . . NY m
Wachovia Realty Inc. .. NY 3'4
Wells Fargo Mortgage NY

- V*
. NY 4r/|

......PC IV*
AM 2 
AM 114k

V*PNB Mtg. nty. mv.
OT 44» 
OT 7

+ V*4i
-I- 'k♦ H

V* * 'i
NY 33V*V*

AM 5V* * y*
AM 2Vi + Vi.
AM lOV* - IV1

. AM y/t - 'U
AM 3H V.

. AM 17% * yt
Ryiand Group ............... OT 13Vi2 - 1%
•StHveU hdusvies..........NY 13%
Standard Pacific ..
Universal House

40ev.-d......................PC ,344 - .156
•U5. Home Corp...............NY 6%
Washington Homes
Del E, Webb .........
Westchester Corp.—d . OT W

%
NY * Vbers.

Other issues. The mortgage- 
company shares on the H6lH 
index managed to extend their 
summer-time rally, in good 
order, but the builder and land- 
developer stocks still lagged. 
The builder issues eased side
ways and the land-company 
shares actually fell about 10%. 
The percentage looked some
what more impressive than it 
was in actual figures, however, 
for all five land issues are now 
trading at very low prices.

The mobile-home stocks 
were down sharply for the sec
ond month in a row.

Composite index. The House 
& Home composite index of 25 
building industry stocks rose to 
177.98 from 169.31 for the 
month. The 25 issues used in 
the computation are overlined 
in yellow in the tables that fol
low.

- m’4 NY 64''(f

%. NY 6 
NY 1Vi 

.. AM 6%

•Ryan Homes OT 14% + %
OT 3- V*

% + V*NY 16 
. NY 16’/2

AM 8% * 1',^

V*
%NY 43V*

4- %
OT 3 
NY 6% Vi %

'4LAND DEVELOPERS 
•AMREP Corp,
Crawford Corp.
•Deltona Corp.
Fairfield Communities—d OT 2 
•Gen. Development
•Horizwi Corp.........
Landmark Land Co. . AM 1% 

(Gulf Stale Land)
L^ Resource 

Maior Realty .
•McCuHoch Oil .
Sea Pines Co.—d

Wyiain Inc. ... 
(Weil McLain)......... NY IVi

. OT 3'/i
........ NY 4

%

SAVINGS & LOAN ASSNS.
American Fm. Corp. ... OT 9% 
CalH.Fin. ...
•Far West Fin,
Fin. Corp. Santa Barb.... AM 15V* 

NY 15 
NY 16% 
OT 3%

% SUPPLIERS
Armstrong Cork 
Automated Bldg.

Com.-d
Bird 4 Son 
Black 4 Decker .
Carrier Corp. .
Certain-teed 
Crane
Dexter..............
Dover Corp 
Emerson Electric 
Emhart Corp... .
Fodders . . .
Fbntkote 
GAF Corp.
General Electric
Goodrich .........
Hercules
Hobart Manufactunng .. NY 23V* 
Ini. Harvester 
Johns-Maiville ..
Kaiser Aluminum
Keene Corp........................NY 7%
Lei^ Products 
Masco Corp.
Masonite .........
Maytag
National Gypsum 
Norris Industries ..
Overhead Door ...
Owens Coming RbrgI
Potlatch Corp..........
PPG Industries . . .
Reynolds Metals 
Rohm 4 Haas 
Ronson 
Roper Corp.
St. Regis Paper 
Scovill Mfg.
Sherwin Williams 
&«l Corp.. ,
Slater Elecbic .
Stanley Works 
Tappan
Thomas Industries 
Triangle Pacific 
U.S.Gypsum ...
U.S, Steel . ..
Wallace Murray .
Jim Waller 
Whirlpool Corp. .

+ %NY 6% 
NY 7% NY 26% '/2%NY 4% 

NY 1%* % %* 1% + m AM 3'i 
..OT 32 

... NY 21V* 
NY 15% 

. NY 18% 
NY 27% 

. ..NY 21% 
NY 62% 
NY 36% 

. ..NY 33% 
NY 5% 
NY 19% 

...NY 14% 
NY 53% 
NY 26% 
NY 30%

%%•Fin. Fed................
•First Charter Fin. 
First Lincoln Fm. .. 
First S4L Shares 
FifstSurety .. ..
First West Fm........
Gibraltar Rn.........
Golden West Fm. 
•Great West Rn... 
Hawthorne Fin. . 
•Imperial Corp. ... 
TransohioRn, ...

(Union Fm.) 
United Fm. Cal. . 
Wesco Fm. ...

^ 1% .. OT 1% %♦ % + % 
+ IV* 
- 4% 
+ %

,0T %* %AM 7V*
AM 3% 
OT % %. OT 6% 

. ,OT 1% 
, NY 9% 

. NY 18% 
...NY 20V* 

OT 11 
...NY 15% 
. NY 9%

^ %
%+ % 

* 1% - 3% - 5

- 1%
- IV*

- 1% * 1H

MOBILE HOMES 4< MODULES 

•Champion Home Bkfts. AM 4 
Conchemco
Oe Rose industries—d . AM 1%
•Fleetwood................
•Golden West .
Mcmile Home Ind 
Monarch Inc.
•Redman Inc. . .. 
flex Noreco—d .. NY
•Skyline ............
Town and Country 
Zimmer Homes

+ 2% %- %
%+ 2% AM 11%

••• % %
%NY 17 

AM 9 
NY 3%

- 1%- 1% 
+ IV*

. ...NY 10% 
. NY 15V4 - 1% %%

+ %OT % %
- 2%%NY 3%

NY 31% + 2MORTGAGING 1% %NY 17 
AM 2 
AM 7%

- 1NY 3% + %•Charter Co.
CMl Investment Corp, ...NY 15 

AM 5%

,NY 38% + 1%%* 1% + %%%•Colwell
Com. IHrncRS Realty . NY 
•Fed. Nat. Mtg. Assn 
Fin. Resources Gp..

(Globe Mor^iage)
•Lomas 4 Net m .
•MGIC Inv. Corp. . .
PaiomarFin.—d ....
United Guarsrty Corp. NY 10% 

(formerty FMIC Corp.)
Western Pac. Fm. Coip... OT 3% 

(formerly So. Cal.
Mon. 4 Loan Corp.)

%AM 10% 
.. ..NY 23% 
.. NY 35% 

NY 33% 
NY 15% 
NY 37%

1% % V*OT 1%Brigadier Inc.
Hodgson Houses—d .OT
Liberty Homes .
Lindal Cedar Homes 
Nabonwide Homes-KJ 
Shelter Resources .
SwiftIndustnes—d . .OT %

NY 16% 
OT % + 1% %Here's the graph of 25 stocks. %

+1%OT 2% 
OT m 
AM 11 
AM 2%

%
V*.NY 7% 

NY 14% 
AM m

+ % %%* % NY 8% - %V*% %NY 52 
,.NY 56 

....NY 

. NY 41 
NY 54%

. NY 4%
...........NY 17%

NY 37% 

NY \m 
. . NY 39% 

NY 9% 
OT 6% 
NY 29% 
NY 7% 

..NY 9% 
NY 11

. . .NY 22’i
......NY 49%

NY 17% 
. NY 31% 

. ...NY 25%

♦ V*% - 4%
- 4%

V* * 4%DIVERSIFIED COMPANIES 3%
American Cyanamid
Amer Standard........
Amterre Development 
Aden Realty 4 Develop. NY 2% 
AVCO Corp 
Bendrn Co^.

NY 26% 
NY 26V* 
OT %

-- 1 %
- % %

% - 2%REAL ESTATE INV. TRUSTS
Alison Mtg.—d 
American Century . ..AM 1%
API Trust ..........................OT 3%

(formerfy Arlen Prop Inv.)
Abco Mtg.
Baird 4 Warner
Bank America RIty................ OT 6
Barnes Mtg. Inv......................OT 2V*
Beneficial Standards

Mtg.-d...........
BTMort.investors ... .NY 2 
Cameron Brown 
CapitolMorfgageSBI .. NY 1%
Chase Manhattan . ...NY m
Cl Morgage Group ......... NY %
Citizens 4 So. RIty............. NY 1%
Cleve. Trust RIty. inv.............OT 2%
Colwell Mtg. Trust AM 1%
Corm.Gerwal.................... NY 16%
Cousins Mtg. 4 Eq. Inv. ..NY 1%
Diversified Mtg. Inv. .
Equitable Life .
Fidelco Growth Inv. .
Rfst Memphis Realty. . OT 2%
FirstolPennsyfv»iia.. NY 1%

♦ %
-► V*. NY 13% 

NY 39% 
NY 26

Building 4 Land Tech.—d OT % 
CNA Financial (Larwin) NY 6% 
Campeau Corp.
Castle 4 Cooke 

(Oceanic Prop.)
Champion Int. Corp. . . NY 23 

(U.S Plywood-Champion)
City Investing 

(Sterling Forest)

NY 2 %
%% - 1V* - V*
%
%NY 1% %

OT 6% - 1% TR 430 
. NY 15%

- .05
% ' 1% - 1SHAfia PBICES DP JANUAIZY W65 '100 

PAJAODrAJAODPAJA

V* %
J s - 1 - 1%

1%7674 75 - %
% . NY 10% ♦ % + %

NY 1% %
Coi^ms Properties OT 1% 

OT 26Here's how the five compa
nies in each division performed.

% %
% ERCCorp 

(Midwestern Rn.)
Evans Products 
Ferro Corp,.
FirsiGen Resources 
Forest City Ent.-^
Ragg Industries 
Frank Paxton Corp.

(Builders Assistance Corp.) 
Fuqua Corp.
Georgia Pacific-b 
Glassrock Products

^ 2
%V* NY 10% 

NY 31% %
% * %SepL75Aug.76Sept.76

146 159 159
88 83 75

196 210 228
415 528 505

95 132 147

AM—closing pnce American Stock Exchange. NY- 
New York aock Exchange. OT—over-the-counter 
bid price. PC—Pacific Exchange. PH—Philadelphia 
Stock Exchange. TR—Toronto Stock Exchange, a— 
stock newly added to table, d—not traded on date 
quoted, b—adfusted for 3 for 2 stock split. •—Com
puted in HOUSE & HOME'S 25-stock value index. 
Source: Standard & Poor's, New York City.

% OT % %Builders 
Land developers 
Mortgage cos. 
Mobile homes 
$&Ls

+ % AM 5% 
AM 1% 
OT 12%

V*

% * V*
NY 1% 
NY 21% 
AM 2%

% %
* %

NY 8% 

NY 33 
AM 3%

V*
V* - 1

%
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Introducing the first Marvin patio door to combine the 
advantages of V-groove closing and double 

weatherstripping. In high velocity wind and rain tests, 
air infiltration was the lowest ever recorded for a 

Marvin door. Now check the other assets 
of this door. Warm, wood frame 

'9 and ®/a-inch insulating glass.
^ Handsome, heavy duty hardware.

Attractive screen door 
with a strong alumi

num frame, Marvin's 
famous workmanship. 

Available in three sizes 
—5. 6, and 8-foot 

wide. Units shipped with 
KD frames may be set up with 

the operating door on either 
the right or the left. Write or 

call for literature. Marvin 
Windows, Warroad, MN 56763. 

Phone:218-386-1430.
CIRCLE 27 ON READER SERVICE CARD

A classic door 
raftsmanship and 
V-groove closing

h



Wood 
foundations 
make modest 
inroads 
as masonry 
suppliers cry foul

about half as much heat as ins 
lated masonry walls. Richmon 
Va. architect Howard Nickers( 
says his own wocxi-wall has 
ment, 5 ft. below grade, is 
warm and dry as above-groui 
living space. Kentucky build 
Gordon Hettinger says tl 
wood*walled basements 1 
builds reduce heating costs 1 
20%.

Wood foundations aren't p 
in the ground without a few pi 
cautions, however. First, tl 
wood is pressure-treated wi 
arsenic preservative to resi 
decay and insects, Second, ove 
lapped sheets of 6-mil polyet 
ylene film are placed against i 
outside surfaces that come ' 
direct contact with the groun 
And third, steps are taken 
make sure water can't accum 
late around the wood—e.) 
wood foundation walls are s 
on gravel footings and all fi

Time savings. Users say wood 
basements can be installed in a 
day or less, compared with five 
to ten days for conventional ma
sonry basements. What's more, 
inclement or freezing weather 
ceases to be a deterrent, w’hich 
is the reason the plywood in
dustry uses the term, All- 
Weather Wood Foundation. 
Wood basements can be com
pletely shop-built—in fact,
should be for accuracy's sake. A 
prefabber in Mesa, Ariz., Enviro 
Structure Inc., ships panelized 
wood foundations with three- 
fourths of its houses.

Finishing-cost savings. Inte
rior and exterior finishes can be 
fastened to wood foundation 
walls more easily than to ma
sonry walls. Plumbing and wir
ing are easier to install, too.

Fuel-cost savings. Plywood 
proponents say insulated wood- 
foundation walls lose only

wood foundations have been 
built within the last five years.

Second, plywood interests are 
trying to wrest a chunk of the 
building-foundation business 
from the well-entrenched ma
sonry industry.

Why wood instead of ma
sonry, anyway? Plywood propo
nents claim these advantages:

Labor-cost savings. Wood 
foundations do away with one of 
the construction trades by sub
stituting plywood for masonry 
in basement walls and crawl 
spaces. They permit carpenters 
to build houses from the ground 
up, eliminating masons from all 
work except poured slabs. South 
Dakota builder Larry Gravatt 
says he has built more than 
2,000 wood foundations in 
seven states to solve a masonry- 
labor shortage; "We can't get 
concrete contractors to work in 
rural areas."

Who ever heard of burying 
plywood in the ground and 
building a house on it? Couldn't 
it rot, attract insects and other
wise fail in a short period of time 
compared with a traditional 
house foundation built of ma
sonry?

Of course it could, say ma
sonry manufacturers and con
tractors.

No it won't, say plywood 
manufacturers and a few build
ers who regularly construct 
foundations out of plywood and 
wood studs instead of poured 
concrete and cinder blocks.

There are in fact thousands of 
such wood foundations in use 
today according to the Ameri
can Plywood Assn. And at least 
10,(XX) of them are full base
ments buried 5 ft. or more.

The reason for the debate over 
how long they'll last is twofold:

First, most of the existing

Here's the step-by-step construction of an all-wood basement

Installation directly on gravel ha 
is predetermined by stakes ai 
layout string. Panels are leveled ai 
temporarily braced.

Shop-built basement walls are pan
elized with footing plates pre-in
stalled and offset so they don't align 
with wall joints.

Crushed stone for concrete slab is 
spread into perimeter trenches to 
double as the base under foundation- 
wall footing plates.

Excavation for a wood basement is 
dug in conventional way, i.e., top
soil removed, utility and drainage 
lines installed.
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Completed wood basement, 
shown prior to backfilling, is r>

made of plywood on 2x6 studs
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and is pretreated with preser
vative. Walls rest directly on 
gravel base. Polyethylene 
film (see drawingj will be ap
plied as barrier between wo^
and earth.
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Ideal For All Buildings: On new or existing buildings, 
Sun Stone solar energy equipment can be used for 
space heating and domestic water heating with cost 
savings up to 95% over previously-used energy, The 
light-weight collector can fit onto, into or next to

I 0BC.OW' 
J/40FI^T

the structure, provided it has a clear southern ex
posure. Sun Stone also otters three types of heat 
storage to meet all requirements.

Ideal For All Climates: From -30^F to +300-F Sun 
Stone solar energy equipment will operate with 
problems. WHY? The Sun Stone collector operates 
with air as the heat-transfer medium.

Practical: There is no fussing with expensive anti-

|icd ground surfaces are sloped built on a wood foundation
the 1930s by the U.S. Forest 
Products Laboratory, and when 
it was moved 38 years later the 

manufacturers and foundation was still intact. Sev
eral test homes built on wood

m'

|ay from the building. 
■Thirteen masonry associa- 
Ins—among them bricklayers,

no

freeze solutions, no leaks to worry about.
A Complete System: Sun Stone provides the collectors, 

blowers, controls, storage media, heat exchangers, 
pumps, storage tanks, dampers, labor and engineer-

inent

syFiished-stone suppliers—ques- 
n whether those precautions foundations in Ottawa, Canada, 
r good enough. They issued a 
>ort in May of this year that 
si.s three issues:

ing for a complete installation,
S^BFIe solar energy equipment

in the early '60s and in Maryland 
in 1969 are being tested periodi
cally, the latter group by the 
NAHB.

A DIVISION OF SUN UNLIMITED RESEARCH CORP, 
P.O. BOX 941 SHEBOYGAN, WISCONSIN 53081
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For additional information, contact:

t. What's to prevent the pres- 
ative from leaching out of the Despite the doubts raised by 

the masonry industry, some re- 
1. What assurance is there gional standards such as the 
It the polyethylene moisture Uniform Building Code already 
Tier won't be punctured or 
n during construction?

»>j?

approve the fledgling wood 
foundation. The Farmers Home 

L If the wood bums, what Administration is recommend- 
••ps the arsenic preservative 
m releasing toxic gases that 
,ild be fatal?

ing it for rural homes and mort
gage lenders in general seem to 
have no qualms about it. Says 

plywood people are gradually Madison, Wis. prefabber Ed 
mg official performance Starostovic: "The wood founda- 

ords to counter those issues. tion is to masonry what gyp- 
sumboaid is to piaster.

—H. Clarke Wells

[amples:
k house in Madison, Wis. was

tf

m 'fi
k

y' .

r 7 Colif&mio Horn*; D«ti9n»r: Rutsell For*s»er, loJoMa. Col.; Cobof’s Stoin Wax on woodwork

Cabot's STAIN WAX
Time was when wood finishing was a long, orduous task. Today, Cobot's 
Stain Wax does the job in a single oppikofion. This unique "three-in-one 
finish, suitable for all wood ponelling, brings out the best in wood, enhoncing 
the groin and producing a soft, satin finish in your choice of thirteen colors 

plus black, white, and natural. When a flot finish is 
desired, use Cabot's Interior Stains.

iA.*’

Samuel Cabot Inc.
One Union St., Deot. 1030, Boston, Mott. 02)08

Send color card on Sfoin Wax 8 Inferror Sforns 
r~) Send full-color Cabot handbook on ttaint,

tup sections go up just like above- 
dc wall panels. Alignment is easi- 

to establish when panels are 
rted at comers.

Backfill is placed after basement 
floor is poured. Polyethylene mois
ture barrier protects plywood below 
grade.

I
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rant and a shopping promenad
All these facilities are ava 

able to the condo owners. Ai 
they're guaranteed to appeal 
the buyers Alison was lookii 
for—and got. Ninety percent a 
couples with children—activ 
family*oriented people in tht 
30's and 40's who have probab 
been summering in Ocean Ci 
for years.

Most intend to use the pro 
erty themselves when vacatio 
ing from homes in suburbs 
Washington, D.C. (51%) or B; 
timore (29% j. Some 40% w 
rent out their units during pa 
of the year.

All were attracted by flo 
plans particularly suited to th 
second-home market. Eve 
unit at Carousel has at least tv 
bedrooms and two full bari

OdEKK

nr/ntq
B2

,t.TBAYi
1,710 ^.PT

IN OCEAN CITY, MD.

Hotel/condo high-rise is a 30-day sellout
And the Carousel Resort Condo- properties," says Chuck Dreyer, promotional program was de- Further, every unit has an oce;
miniums sold out in spite of vice president of sales and mar- signed to create a high-quality balcony plus a wood-screen(
close to a two-year supply of un- keting for owner-by-foreclosure image—a job made easy by the bay porch /see typical floor ph
sold condos in the area and a Alison Mortgage Investment fact that the units are stacked in abovej. This is one reason i
market soured by failed condo Trust. a 22-story tower over a hotel one floor plan was favored ov
projects. So Carousel's 189 two-bed- complex with plenty of ameni- any other—it was the prop(

"What we did was give the room units are actually priced ties (photo abovej. Among tionately higher-priced upp(
above market ($39,990 to $61,- them: tennis courts, an ice-skat- floor units with more dramai

ing rink, an oceanside restau- views that sold first.
project a 'Cadillac' image com
pared with Ocean City's other 000 at opening). And a strong

Ibr.
BE.
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IN MISSION VIEJO, CALIF.

Spacious townhouses for the move-down market
depending on location. It's 
always an end unit and buyers 
liked its large kitchen and din
ing room and the cathedral-ceil- 
inged master suite. In addition, 
the plan features both patio and 
balcony—in this case on the 
same level, since the townhouse 
is built into a hillside.

When La Mancha is built out, 
its 56 acres will hold 316 units, 
clustered around motor courts 
in three- and four-unit buildings 
like the one shown in the pho
tograph above.

—Barbara Behrens Gers

drawing this market, according 
to Donald Schulz, vice president 
for product development. All 
the living rooms feature high, 
vaulted ceilings; five of six 
available models have both din
ing rooms and breakfast nooks, 
There's privacy; living and 
sleeping areas are well sepa
rated, usually on different 
levels. And master suites are as 
bigas buyers from single-family 
homes are used to.

The best-seller is a three-bed- 
room, l,745-sq.'ft. plan (rightj 
priced from $71,750 to $76,750,

They're at Mission Viejo Co.'s 
La Mancha townhouse village, 
and 130 have sold to date—even 
though the first 62 won't be 
ready for occupancy until Jan
uary.

The buyers—generally well- 
to-do and in their 40's—are 
mostly empty-nesters moving 
down from large single-family 
houses or from similar attached 
housing. And they can pay $67,- 
200 to $82,950 for their new 
townhouse.

It's the roominess of the units 
and their open feeling that's

IiIYIMQ

MI^CCIKY

Maik i,E^rs:i,
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How to get cabinets with custom features. 
Without the customary wait.

Custom cabinetry is certainly worth waiting for—if you’ve got 
the time and budget.

But why wait at all? Del-Mar Cabinets offer a variety of 
custom-like standard features, like metal side roller guides, 
finished woodgrain shelves and drawers, plywood tops and 
bottoms, and hand-rubbed finish. Plus an impressive list 
of custom accessories including swingout spice rack, built-in 
lazy susan, hidden pantry and more. And best 
of all. Del-Mar Cabinets are stock cabinets. So 
you can have them shipped and installed in 
only a few weeks.

Del-Mar has built a fine reputation for quality, service, price 
and style, And now that we're part of Triangle Pacific, the largest 
cabinet manufacturer in the world, we have even greater 
resources for building and delivering our cabinets, Del-Mar fills 
the gap between Triangle Pacific Cabinets, the number one 
selling popular-priced cabinet in the country... and 
Mutschler, the highest quality, most complete custom 

cabinet line in the business.
For your next new construction or remodeling 

job, specify Del-Mar and give your customers 
A Triangle Pacific Company custom features without the customary wait.

Custom features worth waiting for... but you don’t have to wait.

Drawer Suspension 
System, featuring metal 
side roller guides, makes 
drawers easy to open, easy 
to clean, easyto close.

Slide-Out Tray at bottom of 
cabinet provides easy 
access to large pots and 
pans and infrequently used 
small appliances.Swing-Out Spice Rack

puts everything at the 
homemaker's fingertips-

Hand-Rubbed Finish,
consisting of Usleps, 
offers outstanding 
decorative and protective 
qualities to wood surfaces.

exciting styles, including our 4 newest ones—Country Oak, Village Oak, Colony 76 and Canterbury- 
write or call: Mary Englett, Del-Mar Cabinets, 2065 Gordon Road, S.W.. Atlanta, Georgia 30311, 404/691-7660.

For complete details of our 9
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THE MONEY SCENE

The inner city:
too risky for private builders?

government level would have been politic 
dynamite.

Luckily, a third event intervened. Ne 
York State's Urban Development Corp. h; 
defaulted briefly on some housing notes ar 
the crisis in New York City's finances begi 
reaching the headlines. The New fers< 
Housing Agency was caught in the backlai 
and found it couldn't raise any money f 

projects—including the $4 million v 
had counted on for so long.

With deep disappointment we put tl 
project into mothballs for the duration 
the financing crisis. That deep freeze last< 
until May of this year when the state start< 
regaining access to the financial markets.

Now new problems arose. The genet 
contractor advised that he could not hold h 
year-old bid and would need 8% to 10 
more. We elected to hold to the plans as a 
proved and seek bids from other genera 
After much scrambling, a new contract 
was located, but the question of hiring bia< 
subs came up again. The new genei 
quickly selected white-owned subs for * 
major jobs—foundations, carpentry, HVA 
etc.—where the only chance for black er 
ployees must come through union hirij 
halls. The general contractor maintained 
had to work with subs of proven experien 
in order to get the job done on schedule. B 
he pledged to make every effort to use bla( 
subs for 17 smaller trades—landscapir 
cabinets, hardware, etc.

And the state finally settled the elderly s 
family housing issue without a damagi] 
political fight. When the financing da 
broke, it had only two elderly housing pr( 
ects in Newark plus the Paterson projec 
ready to go. Carroll Street Houses, as tl 
only family housing in the lineup, got tl 
nod.

single-family units. The architect had no ex
perience in urban housing.) We insisted on 
full control of the project because we would 
be legally responsible for completion and 
mortgage payment. After long discussion, 
we agreed to hire both of them—provided 
they performed.

They didn't. Within two months, the 
New Jersey Housing Finance Agency, which 
was to provide subsidized mortgage financ
ing, was signaling that the preliminary site 
plans were inadequate and drawings some
times didn't match fully. And when Pater
son building officials reviewed the plans 
they found that the architect was planning 
to use a building type not permitted by the 
city code.

Fresh start. We voted to discharge the ar
chitect and builder and, after lengthy inter
view sessions, we chose new ones, both 
with experience in urban housing.

At this time we began confronting the 
question of minority participation in the 
project. The general contractor vowed to use 
as many minority subcontractors as feasi
ble, but also insisted upon choosing union 
subs he felt could do the job on time. Since 
the contractor was being chosen without 
bidding—there were no final plans at this 
point—we accepted him and his hiring 
plans, counting on the input he could pro
vide to make the plans practical.

After that, design proceeded rapidly, By 
June, 1975, final plans and specifications 
were completed and approved by the state 
and city officials. Then three parts of the 
effort started coming unglued almost simul
taneously.

First, an association of minority contrac
tors reported they had been meeting with 
our designated general contractor and could 
get no job assignments. The general said 
none of the minority contractors was bonda- 
blefor the size of the job involved; the black 
contractors said this was "whitey's" way of 
rigging the bidding and wanted the general 
to provide bonding.

Political roadblock. Before that issue 
could be resolved, another arose. It appeared 
the state could only raise money for one 
project in Paterson, and a second nonprofit 
group had brought its project along so rap
idly that it too was ready to begin con
struction. That posed a ticklish political 
problem; The other project was for elderly 
persons and sponsored by a Catholic group; 
ours was for family housing and sponsors 
were predominately Protestant.

In Paterson's neighborhoods, housing for 
the elderly had become a code word for 
white housing, and family housing the code 
word for black housing. In an evenly divided 
city, that type of confrontation at the city-

One Friday a few weeks ago, I took part in 
groundbreaking ceremonies for 88 units of 
new housing in an inner-city neighborhood 
in Paterson, N.J. It had taken five years to 
get to that day, and yet I and other board 
members of the nonprofit corporation spon
soring the project had a feeling that our prob
lems were just beginning.

The story of that project, Carroll Street 
Houses, gives a fascinating insight into why 
profit-making builders have virtually aban
doned the inner city, and why no subsidy 
program has yet made inner-city building 
attractive to profit-makers.

Paterson is a classic example of the urban 
problem. Once it was the center of the silk 
industry and other manufacturing in north
ern New Jersey; today empty warehouses 
and factory buildings are in evidence every
where. Its 145,000 population, third largest 
in the state, is about evenly split between 
blacks and whites. Housing conditions have 
worsened noticeably in recent years, partly 
because the well-intentioned Section 221 
program left a legacy of houses abandoned 
by ripped-ofi black homeowners, partly be
cause the city's housing stock is turn-of-the- 
century, partly becasue a good proportion of 
its citizens are poor. The net result; neigh
borhoods poisoned by vacant, boarded-up, 
bumed-out hulks of homes.

Igotinvolved with Paterson's problems in 
1971 when a group of suburban church orga- 
mzations teamed up with Paterson church 
groups to sponsor inner-city housing. Such 
efforts are often scorned as naive by profit- 
oriented homebuilders and contractors— 
and with good reason; Many projects spon
sored by nonprofit groups have gone into 
foreclosure in recent years, especially those 
built under the Section 236 program.

False start. Our first project, conceived to 
replace an unused playground next to an 
aging school, wound up going nowhere be
cause we never could get a site plan ap
proved by city fathers. In the end, the play
ground was designated as permanent open 
space under a city master plan.

Early in 1974 the shoe was on the other 
foot, we thought. The city's redevelopment 
agency had cleared 4.7 acres in a black 
neighborhood about one mile from down
town, but had been unable to get housing 
started; vacant land built neighborhood 
pressure for new construction. Our original 
group, now reconstituted as the Inner City 
Christian Action of Housing (INCCA), was 
asked to sponsor housing on the site.

There was a catch, it developed. City offi
cials "suggested" that we work with a 
builder and architect who'd been trying to 
get something going on the land. (The 
builder had done rehab work and some

new

Troubles ahead?Carroll Street Houses an
INCCA now face the really tough probler 
of inner-city housing. Despite a subsidize 
7^4% mortgage loan stretching over ^ 

abatement and subsidized laiyears, tax
costs of only S500 per unit, Canoll Stre 
Houses will wind up costing $45,454 p 
imit. Rents will run from $ 195 for a one-be
room unit to $295 for four bedroorr 
slightly above rents for existing units in tl 
neighborhood. INCCA is hoping enou^ 
families will choose the new units and 
able to afford them. In other words, thert 
a considerable market risk when these uni 
are done in the fall of 1977—and that's wi 
all the subsidies available.

Would a private builder go through th 
hassle for such a risky project? Not likely

Campbell is president of Audit Investme. 
Research Inc., New York City.
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You get a good deal to think about 
when you consider Sears laundry equipment.

large, 30 and 50 lb. coin-op tumble dryers with both 
permanent press and normal cycles.
Consider Sears for ten good reasons: 1. Single source 
for appliances and many building products. 2. Product 
leadership. 3. Dependable service. 4, Contract Sales 
Specialists. 5. Value/Price. 6. Kitchen planning avail
able. 7, Delivery to your schedule. 8. Strong brand 
recognition. 9. Product quality. 10. Over 90 years of 
consumer satisfaction.

Consider Sears full line. Your choice from the 
Kenmore . .. solid as Sears . . . selection of washers 
and dryers for virtually every builder, every home, 
apartment or commercial application.
Consider Sears advanced features. Sears offers you: 
coin-op washers and dryers with specially designed 
meter boxes for extra security plus a unique “Power 
Miser” that saves hot water, energy ... Plus a washer/ 
dryer pair you can stack vertically or place horizontally 
to fit available space... Plus a “standard” heavy-duty 

pair equipped for permanent 
press care ... Plus extra-

Consider the good deal you get with Sears Kenmore 
washers and dryers. For more information, or to have 
a seasoned Sears Contract Sales Specialist call on
you, mail the coupon today!

Kenmore. Solid as Sears.
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New book on managing apartments offers tips even old pros can use
think and business could benefit from hi 

50 pages on this subject. I 
Elsewhere, the detail gJ 

down to the shirtsleeves level I

tection than you 
they're a deterrent to prospec-

economic life of the property, 
and describes the entire man
agement function in terms of 
"the five P's"; policies, product 
preparation, pricing, presenta
tion and promises. Chapters are 
organized accordingly.

New companies still without 
policy manuals would find the 
makings of one in the 75 pages 
on policy. It's all there: general 
operating policies, rental poli
cies for attracting the right ten
ants, tenant relations policies 
and personnel policies for per
formance and service.

Kelley's policies are often 
contrary to industry doctrine. 
Examples:

• Don't furnish draperies in 
apartments. So what if the exte
rior isn't uniform. You'll hardly 
notice, and you'll save a bundle 
on purchasing and cleaning.

• Don't exclude children and 
pets from apartments. They're 
too big a percentage of the rental 
market. Learn how to manage 
them.

• Don't collect big security 
deposits. They give you less pro-

Despite the dry-s<mnding title, 
Practical Apartment Manage
ment* is a book of up-to-date 
ideas for making money from 
apartments. It's intended as a 
how-to manual for beginners. 
But its thoroughness and depth 
could improve many a self- 
taught manager and owner 
whose experience is still lim
ited.

tive renters.
• Don't furnish apartments. 

Rental furniture is such a head
ache that it's not worth invest-

how to write and run a newsJ 
per ad, checklists for vacal 
apartment inspection, landscal

mg in.
• Don't write job descriptions ing and painting tips. I

The closing chapter on recoil 
keeping is brief because the al 

resi- thor thinks record-keeping il

for employees. If you must, keep 
them as broad as possible.

• Don't call tenants
terferes with management. I 

cover the basics—e.,
dents." That's just a PR gim
mick and it doesn't do a thing for does 
them. Tenants are tenants, and monthly statements, employ

records, budget analyses.
A 600-word beginner's glc 

the ultra-basic

Author Edward N. Kelley has 
done little else but manage 
apartments for the past 20 years, 
as vice president for one of the 
oldest and largest real estate 
firms, Baird and Warner; senior 
vice president for the country's 
once-largest apartment devel
oper and manager, Kassuba De
velopment Corp.; and now pres
ident of his own management

that's that.
The book is peppered with 

practical tips that even pros tend sary mixes 
to overlook. A good one: Never words like carport, elevator a 
use tenants' apartment numbers home—with the real estate t( 
to designate their parking spaces minology such as release dee 

burglars will always know riparian rights and tort, 
when they’re away. In the information-poor apa

A few of the general principles ment-management field, tl 
could use more expansion. For compendium of hard-won ex{ 
example, training programs are 
strongly recommended, but no ing point currently available 
training subjects or formats sug- the serious beginner, a good J 
gested. fresher for the rusty pro al

The author's forte is rents— worthwhile even for the n| 
structuring, raising and collect
ing them. Even old hands in the

or

company.
He approaches management 

like a marketing man, says its 
only purpose is to produce maxi
mum net operating income (col
lections less expenses] over the

rience is probably the best sta

•Institute of Real Estate Management, 
155 E. Superior St., Chicago, 111. 60611. 
328 pages, illustrations, $15.00.

so-rusty veteran manager.
—H.C.

Ojd^^^t^l^SKYLIGHT
i \• NATURAL LIGHT

• LOW IN COST
• ENERGY SAVING

\dd the pleasant glow ol natural 
light to your home. Install Skvmaster 
•Skylights in any room-bathrooms, kitchens. N,, 
hallways, dens or even in the garage. Break-
resistant, clear UVE\ domes and diffusers have

between them to insulate andentrapped air space 
prevent weeping, 
to fit all applications.

Two styles and a wide range of sizes

domf

o
ItI \ I
ir

dfad dnid tur
air

diffuter . 

naWiAf flonff r
Iruxs I

tlirrnaling lavm nf mailii- and frll
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Remodeling
NHIC and your future

refits are rising $26.7 billion. The experts looked 
ahead to 1976, and said the total 
would rise to $28, perhaps $29 
billion. The actual first quarter esti
mates show the c'urrent seasonally 
adjusted rate at $29.9 billion! There’s 
more. In 1972,1973 and 1975, the 
confirmed rate at year end was 
higher than the first quarter season
ally adjusted rate. For example, in 
1975, the first quarter rate was 
pegged at $22.9 billion. By the end 
of the year, this had climbed to $26.7 
billion. Conclusion: There is every 
good reason to believe that by 
December 31,1976, U.S. home- 
owners will have laid out consider
ably more than $30 billion for 
remodeling and repairs.

What is even more remark
able is the fact that for the first time 
in memory, money spent on remod
eling and upkeep is increasing year

by year at a faster rate than total 
dollars laid out for new housing. 
Another way to look at it: Home- 
owners in 1975 added to existing 
homes the equivalent of 700,000 new 
six-room houses. This compares with 
870,000 new single-family houses 
built during the same period.

The inescapable facts; Home- 
owners in droves are opting for a 
better house right where they live, 
rather than go to the expense of 
selling, buying anew and moving. 
The writing is on the wall (that side- 
wall with peeling paint). Remodel
ing is, as a Wall Street broker puts it, 
a “go-go market,” capable of enor
mous expansion during the years 
ahead. Listen to estimates by Frost 
& Sullivan, a market research group: 
By 1979, remodeling will have 
quickened its pace to the tune of $51

continued

'*se rosy predictions by econ- 
ists last year about the booming 
lodeling market this year were 
lerstated. The first figures are in 
in the U.S. Department of Com- 
rce, and it’s clear this burgeoning 
nt is bursting at the seams. It’s a 
itable Viking H on its way to 
i-s. Hear this;

In 1975, total spending on 
iiitenance, repairs and improve- 
nt to U.S. residences amounted to

etter Your Living

onal Home Improvement Council, Inc., 
:.44lh Street • New York, N.Y. 10017
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Consider the totals first. E 
mates put the number of contract 

gaged in residential remodelin 
between 40,000 and 50,000. Takii 
the generous side, say 50,000 con 
tractors share equally in the $15 
billion remodeling pie. That wor

To some extent, legislation 
will spur remodeling. Federal tax 
incentives, long discussed, are likely 
to become law soon. At least two 
states have passed temporary tax 
abatements for the newly remodeled 
house.

billion, and when 1984 (not by 
George Orwell) rolls around, the 
sum will rise quite possibly to $91 
billion. Staggering amounts of 
money. And a staggering opportu
nity for new business.

en

Remodeling is 
non-cyclical

While this news may be of 
only modest value to builders totally 
committed to new housing, it is of 
more than ordinary comfort to the 
industry. As anyone who is even 
remotely associated with new con
struction knows, there are **up” years 
and “down” years. It is a cyclical 
business. Whereas remodeling, like 
a plow horse, trods steadily along 
year after year. Today, remodeling 
may be turning into a racing thor- 

ghbred. Still steady. Still non- 
cyclical. But pounding ahead, plow 
flying behind.

oil

^Vhy is all this happening? 
The high cost of new housing stands 
clearly as the number-one reason, 
coupled with continuing high mort
gage interest rates. Nor are mort
gages easy to obtain at high rates. 
The median price of a new house is 

over $40,000. Add to this the

John ]. Butler, NHIC President, crntcT, rccofinizrs association founders, AI Fay, 
Vice-President, Marketing, National Gypsum, left, and Paul Shoemaker, formerly 
Executive Vice-President, Masonite, at the Council’s 20th Anniversary luncheon held in 
Washington, D.C. June of 1976.

out to a neat $300,0(X) gross for 
everyone, a respectable sum. Mo 
over, when the job is priced righ 
remodeling often draws a higher 
than does new constniction.

Now consider the extras.' 
the $15 billion in DIY, a portion 
revert to contractor business afte 
the owner botches the job. Anotl 
portion will involve the remodeh 
in joint DIY/contractor projects. 
Finally, there is a small but grow 
number of remodelers who have 
expanded their business to inclu^ 
home centers; thus tapping both 
ends of this enormous opportuni

Profits for everyone
Suppliers, most distributors, 

utilities and lenders will reap bene
fits from nearly all $30,000,000,000 
of this remodeling market. Builders 
and contractors will share in approx
imately half the sum. According to 
U.S. Department of Commerce anal
yses, about 50% of the total figure 
for upkeep and improvement is 
accounted for by the growing do-it- 
yourself market. Even at that, con
tractors wall prosper.

now
fact that approximately 45 million 
single-family houses in the U.S. are 
20 or more years old. P'or a house, 20 
is a critical age. Equipment has 
begun to sputter and fail. The 1956 
house was underinsulated by today's 
energy-conscious standards, and 
owners know it all too well by the 
size of their power bills. And styles 
have changed. The 1976 bride isn't 
content with the 1956 kitchen or bath.

How NHIC memberj 
can help you

For all members of the ini 
try, there is ample room for gain. 
There is also a chance for loss. L( 
Yes, because remodeling, thoiigli 
fomi of constniction, is unlike bi|
ing a new house. For most new 
houses, the problems are out in t 

. The onlv unknown is the s
Presenting testimony recently at the Federal Trade Commission were, left to right, 
Randolph J. Seifert, Vice-President and General Counsel, NiJlC, and Council memhers 
Richard W. Witte, Assi. Vice-President, American Security Bank, Washington, D.C., 
Herman C. Dregalla, Vice-President, First Federal Savings and Loan Association of Erie 
(Pa,), and Guy D. Speed, Asst. Vice-President, Cleveland Trust Co.

open
and that undergoes standard tes

continn
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When this huihlei' huilt his own 
‘earn home* he wouidn’t use anything hut 

GAF'Vanguard* vinyl siding.

^ man who knows both sides of 
Jing story is builder Ron Gregory, 
enville, South Carolina. GAF 
jord vinyl siding has built such a 
reputation with him, he insisted 
ng it on his own home. We 
I't surprised, but we asked him

It goes up very easily, it's good- 
and it's practically indestruc- 

e answered. We asked him to 
cific.

ishing—not even a touch-up. That 
time. Plus now, we have a choice of 6 
colors in 8 and double 4" clapboard, 
and 8" vertical with smooth or textured 
finish. So Vanguard vinyl siding seems 
to be a natural for builders."

"Speaking as a homeowner, it 
stays looking good for years in the 
worst weather. That means no re-paint
ing. Scratches don't show either, since 
the color goes clear through. And, it 
can't rot or rust."

"This siding does make a home 
easier to sell. I should know. Tm my 
own satisfied customer."

Thank you, Mr. Gregory.

rsaves I GAF Corporation
Dept. HH106,Building Moterials (RSI) 
140 West 51 St., New York, N Y. 10020
□ Please send me furttier information.

I Please have a representative coll.

TG
I NAME .
! COMPANY

I ADDRESS
I CITY
I
I STATE ZIPThose lightweight 12-foot panels 

heir pre-formed nailing flanges 
ots go up so fast, it's hard to 
e. And tnere's no painting or fin-

I
W!UNITS BUILT IN PAST YEAR.

NONE, □ 1-10, f] 11-25, ’ • 26-50 
SINGLE FAM. 'MULTI-FAM.

I
I
I
IL J
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Make small look big j

An Andersen Gliding Door brin 
the whole outside world into 
room. Creates a feeling of s] 
ciousness. Crisp, trim lines a 
elegance inside and out Snug- 
ting design and double-pane sa 
ty insulating glass, too.

REMODELING 
CAN BE 

BEAUTIFUL

ANDSELL LIKE 
BLAZES.

Even the most basic of remodeling ideas can be beautiful 
with snug-fitting Andersen® Windows and Gliding Doors. 
Ideas that can help you build your business. Beauty thats 
bound to sell your customers.

Add interest outside^ 
spaciousness inside!
Be a little unconventional in y( 
window planning with Anders 
Perma-Shield® Angle Bay or B



idows in a variety of styles 
sizes. Create a difference that 
s off in sales appeal.

lild in fuel savings!
srgy costs are top-of-mind 
h remodeling prospects these 
^s. So they'll appreciate the

a quality remodeling job. Built to 
Andersen quality standards. No 
painting. Sturdy. Lightweight. 
Low maintenance, preformed rig
id vinyl sheath with the look of 
painted wood. Available in black 
or white, louver or panel style.

Put an end 
to window pains!
When you install vinyl-clad 
Andersen Perma-Shield Win
dows with double-pane insulat
ing glass, you give yourself the 
selling power of a virtually no
maintenance product. Long life 
rigid vinyl* that won't crack, chip 
or peel. Won't rust, pit or corrode. 
No storm window bother.

The symbol of quality!
The Andersen Windowalls® label 
not only tells homeowners you've 
installed quality mndows and glid
ing doors, it's a positive sign of 
the quality construction through
out your remodeling job. Let it 
work for you. Let it prove to your 
customers that basic can be beau
tiful. And help your business 
grow like blazes.

The beautiful way to remodel.

AnderseriW^ndowalls
-^ANDERSEN CORPORATION " * BAYPORT, MINNESOTA 55003t-saving properties Andersen 

dows and Gliding Doors are
kous for. The result of wood,
latural insulator, and double-
lie insulating glass. Plus a
g-fitting design two times
e weathertight than recog- 
d air-infiltration standards.

hish it off
th a flair!
ersen Perma-Shield Shutters

p beautiful finishing touch to

*PermA-Shield white available in four window styles and gliding doors. Terratone color available only 
with Perma-Shield Casement and Awning Windows. Sash exterior of double-hung window has a 
weather-resistant, long-lasting polyurea finish. Frame is Perma-Shield rigid vinyl. Printing limita
tions prohibit exact color duplication of Terratone color. Use actual sample for building specificationa.

DM CwrrrtrMC Andmm Cm» . Biirpvrt. Minn Ilf*
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Witch your houses move 
when you give people more

than th^ expect.
Present a place to prune, repot and mist.

Cash in on the gardening boom. The 
Lancelot Model L 2421 sink makes an
instant gardening center in utility
room, garage or mud room. Large bowl
and swivel spray makes working with

plants a breeze.

Create an entertainment center.
Sure to please host or hostess. The Lancelot
Model L 2511 sink is great in family room,
rec room, Florida room, sunporch. Use
removable wells for ice. bottles,
trimmings.
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somewhat different results from 
membership, all six serve as partm 
Officers and directors currently ar 
drawn from several segments and 
one sub-group dominates NHIC. 
This is due prii7cipally to a realiza 
tion that stimulation of the remod 
ing market is a common goal and 
one brought about better in concc 
than individually. So again, how 
will you benefit by joining NHIC?

efforts and came up with a slogan:
“ '56, the Year to Fix,” a home 
improvement drive imequaled until 
that year. Casting about for an 
organizational name, the founders 
came up with “Operation Home 
Improvement.”

W hereas each alteration, every wall 
that’s moved or removed, every 
saggi7ig beam shored up can present 
a new set of problems. Profits go to 
the company that meets and over
comes the problems with an experi
enced hand. Developing experience 
is an indi\'idual enterprise. No one 
buys it. But help is available. It is at 
this point that NHIC, the National 
Home Improvement Council, can 
become a profitable part of your 
future. NHIC is made up of industry 
members at all levels who have 
already been successful in remodel
ing. For the modest cost of member
ship, their expertise is available to 
you. They can steer you away from 
the risk of loss toward the pleasures 
of a tidy profit.

No matter where you stand in 
the distribution system, there are 
numbers of people in NHIC wdio can 
talk intelligently about your busi
ness, and authoritatively on remodel
ing. NHIC is a true homogeneous 
group that spans the distance 
between raw material and final con
sumer. It is an organization that 
binds together building material 
manufacturers, other national trade 
associations vitally interested in 
remodeling, shelter-oriented con
sumer and trade magazines, contrac
tors, distributors, local suppliers and 
utility personnel belonging to 
regional chapters stretching from 
Los Angeles to Boston and Milwau
kee to Birmingham, Ala.

Just as remodeling is growing, 
so is NHIC. By 1980, this group 
expects to have doubled the number 
of chapters throughout the U.S. (it 
already has a working relationship 
with a similar group in England), 
the total membership and the 
number of national participants.

Now celebrating its 20th An
niversary under the NHIC banner, 
fledgling OHI proved resoundingly 
successful that first year. Home-

Top Nine brass gathers at the dais during the NHIC Annual Convention held in Miami 
Beach this year. At the podium: NHIC Presidenty John J. Butler, and second from his 
right, John E. St. Lawrence, immediate past President, NHIC and an executive 
at General Electric Co.

owners throughout the country got 
the message to the tune of $8 billion, 
the largest expenditure for mainte
nance, repair and home improvement 
made to that date. Some confusion 
over the name grew from its simi
larity to the Oil Heat Institute, and 
the change was soon made to 
National Home Improvement Coun
cil. At start up, OHI was a tempo
rary promotion to solve a temporary 
problem. Today, NHIC is quite 
permanent, armed now to do much 
more than solve problems. It is a 
storehouse of priceless practical in
formation; a training center; a 
promotional arm; a meeting of minds 
and a supplier of fresh ideas.

How will membership in 
NHIC benefit your business? That’s 
a multi-le\ el question, deserving 
answers directed specifically to the 
six active segments making up 
NHIC; contractors, manufacturers, 
distributors, lenders, utilities and 
publishers. W hile each group seeks

Help for builders 
and contractors
If you are a contractor or builder, 
consumer confidence is overvvhein 
ingly the number one advantage 
cited repeatedly by present remod 
eler members. Local NHIC chapU 
have been formed for this reason. 
It often comes about like this: A h 
dozen or so veteran remodelers, 
respected in their community, met 
to talk over mutual problems. The 
discussion gradually ri\ ets on the 
questionable practices of two or 
three new firms in town. By com
paring notes, they establi.sh that at 
least one company is bilking the 
public and the reputation of all 
Iiome improvement com[)anies is 
endangered. W'hat facts they knov 
about tlie firm can be turned over 
the local district attorney. But a 
much more lasting, positive step is

continue

Where it all began
Ever since its inception, 

NHIC has been growing. It all 
began in 1955 when President 
Eisenhower foresaw a shortage of 
mortgage money looming on the 
1956 horizon. He urged members of 
the iiidiLstry to take up the slack by 
expanding the market for home 
improvements. Material suppliers, 
dealers, contractors, distributors and 
others pooled their promotional
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WHAT YOU WANT,Is it the warmth and color? Design
WHEN YOU WANT IT*possibilities? Durability or the

easy-working quality that makes One of the real beauties of G-P
G-P Redwood so beautiful? We Redwood boils down to this: Youi
think so, of course. But if you said nearby Georgia-Pacific Register
availability—you're not only right, Dealer can get the patterns, grad
you’re a pretty smart builder. and sizes you want, when you

want it. Everything from kiln driec
clear all-heart to garden grades. 
And that includes G-P’s exclusive
Bee-grade—fine Redwood at a 
very reasonable price.



But best of all, using G-P Redwood 
for interiors, exteriors, decks, 
fences, and detailing makes a home 
more valuable. Now that’s beautiful!

SEND FOR Om FREE BOOK 
ON REDWOOD:
Advertising Dept.
Georgia-Pacific 
900 S.W. 5th Avenue 
Portland, Oregon 97204

THE RESULTS SPEAK- 
AND PAY-FOR THEMSELVES.
Home buyers love the rich, dis
tinctive look of Redwood. But they 
sometimes overlook its other quali
ties—it’s an excellent insulator; 
remarkably resistant to weather, 
insects and decay: holds stain 
longer than most woods and left 
untreated, it weathers to a rugged 
barn gray. Georgia-F%icific

The Growth Company
Portland. Oregon 97204
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Here are the new economical levels 
of insulation recommended by Owens-Corning for

six U.S. climatic zones

New economical R values; 
Ceilings/Walls/Floors

Insulation \i
Today's home buyer knov^

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 analyse; 
were performed, using data from 
degree days and cooling hours ir 
71 cities to insulation costs, pres; 
energy costs, projected energy o 
and investment criteria, The resul 
Recommendations representing;

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

TM Reg.O.-C.F.
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Here are some practical ways of achieving 
these new recommended levels of insulation and of providing

more affordable housing

late ceilings to new, recom- 
ded Revalues. You can use layers 
itts or combine batts with blowing 

Insulating the attic to the econom- 
R level is probably the single 
t important factor in achieving an 
gy-sav»ng home.

Two-bV'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-toad
bearing partitions.>er R with two-by-four - 

Is, too. If you prefer using 
by-four studs, 16" on 
er you can install R-13 ^ 
(vall batt insulation be- \ 
in the studs, then sheathe 
jxteriorwith rigid foam i 
d.This increases insula- 
value to about R-19.

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.

jlate floors over unheated areas.
all a minimum of R-11 in Southern 
5S. up to R-22 in Northern areas.
»re required, vapor barrier should be 
:ed toward the warm-in-winter side.

bheaper than oil
and he expects you to know it, too!

The diagram above gives valu
able tips on how to build energy-

"R’s"—the resistance an insulating 
material offers to the passage of 
heat. The R values for ceiling insu- tight homes without driving costs 
lation translate to about 12" (R-38) through the roof.

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, of Fiberglas* building insulation For detai Is. and sa-les aids to help 

in a Northern city like Minneapolis you turn your energy-saving houses 
to about 8" (R-26) in most of the
Southern states. And a full 6" (R-19) Owens-Corning Fiberglas Corp..

'ranslating R’s into inches
The new recommendations are 

rages for each zone, expressed in batt. even for the balmy West Coast. Fiberglas Tower, Toledo, Ohio 43659.

into sales faster, write: F.M. Meeks.

OWENS CORNING

FIBERGIASOwens-Corning is Fiberglas
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get outside and fix up their yards 
and house. News of the show is 
spread in the Sentinel and in local 
radio and television announcemen 
Families show up by the thousand 
to see approximately 70 exhibitors 
watch a live demonstration of add 
ing a room to an existing house, 
and hear animated talks on home 
remodeling, decorating and gardei 
ing. NHIC members who exhibit 
are eager to show again next year, 
since they walk away with a bun< 
of live leads worth many times the 
investment. Moreover, the show 
itself makes a profit. This activity 
is not exclusive to Milwaukee. 0th 
chapters hold variations on the 
theme, jointly promoting the idea ( 
home improvement and the image 
of the chapter.

tising program,” says a New York 
chapter officer. “This produces over 
$1 million in sales each year and at 
least 3,000 leads for chapter mem
bers. Our ads are aimed exclusively 
at building a favorable image for 
members of the council.” A typical 
headline states, “We pledge your 
dream house won’t become a night
mare ... the members of the National 
Home Improvement Council are 
businessmen you can trust for pro
fessional results.” Members are then 
permitted (and encouraged) to use 
the NHIC seal in their own company 
advertising. On a continuing basis, 
this kind of advertising influences 
the public attitude.

Recognition is brought about 
in as many other ways as there are 
to promote an idea. Radio, televi
sion, newspaper publicity, home 
shows, garden shows, house tours 
... the list is as long as the roster of 
members, each one bringing to the 
group his own experience and 
imagination.

taken: They join forces under one 
organizational head with a strict set 
of ethical standards. The group, of 
course, is the National Home 
Improvement Council. Then through 
steady promotional efforts, the 
public is made aware that NHIC 
members arc reliable.

Membership standards
After a number of years of 

membership in his local council, one 
New England member said, “WeVe 
not only won the respect of the 
community, but we get the same 
reaction from city hall, the Better 
Business Bureau, building inspectors 
—you name them.” A member from 
a southern chapter said they had 
helped the local BBB draw up home 
improvement guidelines.

You can assume that local 
chapters were formed by a cadre of 
top-drawer companies. But in the 
inevitable drive for membership, will 
the chapter stay “pure,” or will a

A source of 
valuable information

NHIC as a source of valuab 
information rates high in importan 
to members. Principally, this come: 
from two pipelines—the national 
office and other members. “It’s 
impossible for me to keep track of 
all the laws passed by Congress on 
OSHA, flood control, consumer 
protection and so on,” admits a 
Pittsburgh member. “By being a 
member of NHIC, I get all the fact 
and can operate my business in 
a legal manner.”

Such information flows fron 
NHIC s general counsel, who keep 
up a regular liaison with the alpha
bet groups; FHA, FTC, OSHA, 
along with the W’hite House Office 
of Consumer Affairs, Bureau of the 
Census, Department of Labor and 
Congressional Committees working 
in areas that influence the remod
eling industry.

As a result of spending thesf 
energies, the government bodies 
have come to call on NHIC for

A strong point is made by Rep. Milliccni Fenwick fR. N.].) to Rep. John Murphy (D. N.I.) 
and NHIC Board Member, Bob Williams, Account Manager, Popular Science, at 
Nine Congressional Breakfast.

bad apple slip in? A good question 
for you to ask. No one is perfect.
Some contractors less interested in 
image than in quick profits have 
squirmed by the stringent member
ship analysis by members. But they 
don’t stay. One of two things hap
pen. They decide on their own to 
get out. Or the membership catches 
on and asks for a resignation.

The second most often named 
advantage of NHIC membership 
is recognition. Promotion of NHIC 
as a group helps each member.
“Probably the most important aspect 
of chapter activities is our adver

Home improvement 
shows

For example, Milwaukee area 
homeowners have been conditioned 
to anticipate the Annual Home 
Improvement Show, an event held 
by the Milwaukee Chapter of NHIC 
and the Milwaukee Sentinel. The 
event generally falls around the 
end of February when homeowners 
are fed up with snow and ache for 
Spring. The show has almost be
come a harbinger of Spring, a prel
ude to the days when owners can

advice. For example, NHIC was 
asked by the President to contribut 
ideas on stabilizing the economy. 
When the Federal Energy Adminis 
tration wanted data on, as it called 
it, retrofitting the homes of Americi 
it turned to NHIC for help. The 
list goes on.

One seemingly small but vit; 
NHIC effort was the resurrection

continue^
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Front loading means they’re stackable.
Just 70 high. So you don't need a whole laundry room to do the laundry.

Put them in the kitchen, or laundry, 
side-by-side under a counter. In the bathroom, under a vanity.

Just give US a little space 
and well help you sell your homes.
The Economical Space Mates from White-Westinghouse.

The solidly built Space Mates front-loading 
washer and dryer fit into places no other full sized 
washer and dryer can. Each unit is just 27" wide 
by 27" deep and 35" high.

And, you'll save more than space. Because of 
the exclusive tumble action washing system, the 
White-Westinghouse front-load washer uses 36% 
less water than conventional top-load machines. 
For example, in a typical 72 unit complex the 
White-Westinghouse Space Mates can save over 
500,000 gallons of water every year (based on 8 
loads per unit per week). With the prices of water 
going up like everything else that's a big saving, 
not to mention the energy it takes to heat the water.

And because the Space Mates are backed by 
Sure Service anywhere they're installed in the

Stack up the reasons and you'll choose the 
Space Mates from White-Westinghouse. And so 
will your customers.

Mail the coupon below for the full story.
^ White-Westinghouse 

RO. Box 44168 
I Columbus, Ohio 43204

\ame______________________________ -

.Address___________________________________ _

h1

I
I
I City.Î  State .Zip___ J

I'
OfieollettileCofisollWlriJustrles.|l

H&.H OCTOBER 1976 49CIRCLE 49 ON READER SERVICE CARD



Weathered brick without the weather. Or the bri(
That^s the beauty of Masoni



won’t find a more realistic brick panel on the market.[you’re looking for the warmth of weathered brick,
Discover Masonite’s many inviting styles andbk at Masonite’s new Brick Design hardboard

neling. You won’t need a bricklayer or a big finishes. They help you make the most of any room, 
dget. It comes in tan, red and white, and you MA50NITE

CORPORATIONMan-made finish on real Masonite brand hardboard.
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Monthly
chapter meetings

National com^entions are ont 
a year. A much more steady flow 
of information is passed along to 
members at monthly chapter meet
ings. Here’s how one Pittsburgh 
contractor puts it, “I joined NHIC 
to get information from successful 
reniodelers, and the rewards were 
much greater than I expected. IVe 
learned about overhead, pricing, 
discounts and how to pay salesmen 
just the kind of education a small 
contractor like me needs. More thai 
that, at the chapter meetings, I met 
lenders from the Pittsburgh area 
who invited me in to talk about a 
loan program. I can’t imagine when 
else I could go to meet the people 
^^’ho make remodeling go.”

Finally, there’s the camer- 
aderie. NHIC members talk the 
same language. They get together 
and play golf, or have a buffet 
dinner, or a Christmas party. FrieiK 
ships grow. Business is passed alonii 
For example, a kitchen specialist, 
once he knows the members well, 
would pass along a lead for an attic 
expansion, something he doesn’t 
do, but a job he knows a friend of 
his does well. One seasoned membe 
recalls, “Before I joined NHIC, I wi 
sure all my competitors were 
stinkers. Now 1 know we’re all in th^ 
same boat with just about the same 
kind of problems. I’ve learned a lot 
since I became a member, and I fee 
certain I’m a better businessman foi

And so io tvork. This is a typical well-attended session mixing metnbers from all levels of 
the industry. NHIC Research Committee is meciing here at the L’Eufant Plaza 
in Washington, D.C.

of the Census report on remodeling 
(which government officials had 
planned to drop). NHIC knew that 
without the right business statistics 
in hand, planning is hobbled if not 
halted. It was NHIC that helped 
rewrite the survey.

Still one more clear indication 
of NHIC’s close ties to information 
from the government is its annual 
Congressional Breakfast, held in 
^^’ashington each year. This is a well 
attended affair, giving NHIC mem
bers a chance to meet and talk 
privately w ith congressmen (and 
women) on the issues important 
to you.

know^ledge, and it’s w hy I keep com
ing back to the NHIC conventions.” 

W hile talking dollars and 
cents makes sense, it’s not the only 
kind of knowledge passed along at 
national NHIC conventions, held 
generally at the beginning of each 
calendar year in an interesting locale 
(New Orleans, Miami Beach, San 
Francisco, etc.). Here are some of 
the subjects typically presented dur
ing convention seminars: kitchen 
and bath remodeling ideas; how to 
train salesmen and estimators; how' 
to hire the right people; steps to 
take in market research: how to 
meet consumerism head-on: con
trolling your time efficiently and 
getting the most out of your adver
tising dollars.

Exchange of ideas
The second source of informa

tion to members is more informal, 
but quite possibly more important. 
This comes from other members. “I 
come away from the annual con
vention wdth a head full of terrific 
ideas,” says a W'est Coast member. 
“Most of those ideas came from 
guys in other chapters around the 
country. ^Ve just trade notes on 
business over a beer. Before long,
I’ve got some fresh slants on adver
tising along with good tips on 
compensating my salesmen. The best 
thing is this. W'e let our hair down. 
W’e talk salaries and mark-up and 
profits—no holds barred. After all, 
they aren’t competing with me in my 
area. So why not tell it the way it 
is? There aren’t textbooks anywhere 
that can match that kind of hard

Table-top displays by manufacturers arc studied by delegates to the 1976 Annual 
Convention of the Council in Miami Beach, Fla.
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Eljer s prescription 
for bathroom 

remodeling success
• ^ Pbrtur* treeing

drawingA complete 
How-to" Program 

to help you 
capture a share 
of the rapidly 
growing bathroom 
remodeling 
market.

ti

f

Bathroom remodeling is growing by leaps and 
bounds but it’s no easy market to crack—Eljer’s 
program can help you.
The Bathroom Remodeler’s Manual is an 
authoritative booklet that gets right down to the 
real nitty gritty of operating a successfui 
bathroom remodeling business—inciuding tips 
on working with subcontractors, establishing 
cost estimating and job control methods, 
developing good bathroom designs, organizing 
and training salesmen/designers, and obtaining 
qualified sales leads.
To convert leads into sales, Eljer’s “Prescription 
fora Better, More Beautiful Bathroom,” a 
handsome presentation book, has been 
professionally designed so you can customize it 
to fit your company. It is right for iarge and small 
contractors. It is a logical, practical presentation 
that will help take the homeowner from the 
prospect list to a contract. It includes pads of 
floor plan grids, a fixture tracing guide, survey 
sheets, and unique perspective grids for use in 
developing 3-dimensional sketches that 
sell bathrooms.

Included is a self-teaching, step-by-step guide to 
the use of the presentation book. This valuable 
guidebook is ioaded with tips on selling 
bathrooms.
Take a step in the right direction to grab off your 
share of the bathroom remodeling market. Send 
$34.95 today to:

ELJER PLUMBINGWARE
Wallace Murray Corporation 
Dept. HH, 3 Gateway Center 
Pittsburgh, Pa 15222

r 1
Enclosed is $34.95 □ Check □ Money 
Order, for your "Prescription for 
Bathroom Remodeling Success ' Package. 
No C.O.D. orders, please. If not 
satisfied, money will be refunded.

Name

Firm

Address

City/State Zip

b

ELJER WaHaceMurray
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That Whirlpool man 
understands my plans as 
well as his spec sheetsF

tion on things like marketing trends ... builder 
financing, merchandising, kitchen planning 
and other builder problems. And then they 
get complete briefing on the full line of quality 
Whirlpool builder appliances and after-the- 
sale services like COOL-LINE" Service and 
TECH-CARE" Service, which can be important 
to a builder.

The result: You get a lot more than an 
appliance salesman. You get a man who can 
understand what your needs are ... and works 
with you in meeting them.

A call to your Whirlpool Distributor is all it 
takes to get one of these trained professionals 
at your shoulder. And rest assured, he will
---------------------------1 fit his schedule to yours.

I After all, he knows what 
it’s like to be a builder.

A Whirlpool builder territory manager knows 
the intricacies and the problems of the building 
business. He understands tight schedules and 
the all-important bottom line.

He doesn’t treat appliances as “just another 
item. ” He considers how they fit the whole, 
and how his product features, dimensions and 
installation requirements fit your particular 
needs.

That’s because he's gone through one of 
the most extensive and intensive training 
programs in the business. The Whirlpool 
Builder Seminars, conducted through the 
facilities of the Whirlpool Educational Center, 
get down to the basics of the builder business.

These managers partic
ipate in training programs 
to get practical informa Ask about

Help where it counts
Whirlpool Distributor pre-sale 

and post-sale services

WhirlpoolX CORPORATION
We believe quality can be beautiful
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VI

helping you sell the Great American Dream.
A home of their own. spoil TV reception like metal.

You can promise a family that
have worked hard for. and one of their Bird siing should be as lovely
the biggest investments they'll 
make in a lifetime. Help them 
protect it, and inaease your sales, 
with Bird solid vinyl siding.

Our solid vinyl siding moves 
homes easier because it gives
buyers the security of knowing that the years. Bird offers more color 
their investment is protected against choices in solid vin^^T a broad line 
premature aging and the elements, of low-maintenance ornamental

Bird & Son, inc.
E Walpole, MA 02032 
Please send me full information 
and samples on your low-mainte
nance Bird solid vinyl siding line.

It’s a dream your customers

twenty years from now with mini
mum care as it is on the day they 
move into their home. And the

Name.money they save on maintenance 
will go a long way in making 
other home improvements through

State

Address.

•County.
.Tip

Phone

Please also include facte on: □ Solid vin\^ gutters
□Ornamental plastic shutters □ Bird asphalt roofingIt never needs paint. It can't rot shutters, as well as a complete line

split or bum like wood. And it can’t of premium asphalt roofing "House Home-Oct. 1976"
corrode, rust attract lightning or shingles. Look into them for your



Manufacturers gain

If you are a manufacturer, having a 
direct line to the top remodeling 
contractors in the country is named 
most beneficial by representatives 
who are now members. W’hen you 
get down to the raison d’etre for 
your business, material sales is what 
it s all about. Reniodelers move 
a sizeable amount of goods each 
year. Getting to know the contractor 
and distributor members of NHIC 
isn’t going to guarantee a 100% 
rise in sales overnight. But working 
with members, learning their prob
lems, making friends is good 
business over the long haul. They 
remember. A W'ashington area con
tractor spoke candidly, “I think 
having suppliers as members is more 
than just a good idea. It’s great. Let’s 
be honest. \\’ithout their financial 
help, we wouldn’t have a strong 
national office. Without a strong na
tional office, we don’t get the 
information we need to run our 
business better.”

A New York remodeler 
added, “I think one of the greatest 
advantages of NHIC is the fact that 
it has united a lot of people going 
in different directions into a solid 
front. It’s meant we could go to 
W’ashington with one voice and 
speak directly to the FTC. There’s 
power in numbers. There’s more 
power when the numbers include 
all levels of an industry.”

So, for their efforts at NHIC 
meetings and on NHIC committees, 
manufacturers gain this advantage. 
When their field man calls on an 
NHIC member, he gets an attentive 
ear. \\’hen a non-meml)er supplier 
rep calls, he may get the brush.

More than that. Most indus
try problems that fall in the lap 
of contractors and distributors affect 
manufacturers. If concerted effort 
can solve the problem for the com
pany in the local area, it can solve 
it just as well for material suppliers 
on a national level.

Informal talk is the order of the morriing when Cori^rcssmcn and women aiul SIIIC 
Board members sit down to CouncH's Annual Congressional Breakfast.
Event was well-attended by both groups.

A word to 
lenders

New market insights
There is also at work an

inverse learning quotient Just as 
contractors absorb usable knowledge 
from suppliers, so in equal measure 
do the building product makers 
learn from contractors. One vice- 
president of a well-know n company 
said it this way: “NHIC meetings 
give me valuable insights into the 
current market trends for remodel
ing. I get these impressions from 
only one source at the meetings-- 
the contractor members. I am de
lighted to have the chance each 
year at the national convention to 
talk to so many contractors first 
hand in so short a time.”

At the outset, NHiC’s goal 
was to enlarge the market for 
remodeling. It was to material 
suppliers that President Eisenhower 
turned for help (for one reason, 
because there was no NHIC at the 
time). There is still a strong feeling 

manufacturer members that

If you are a lender, getting to know 
the contractors is usually the first 
ads antage mentioned by lenders 
who are now mernl)ers. “It’s always 
been a good idea to keep in touch 
with our market,” says a Pennsyl
vania lender who has been an NHl' 
member for several years. “Joining 
the local chapter of NHIC has 
proven an excellent way to know 
each contractor personally, learn 
about his background and appre
ciate his Inisiness acumen. You can! 
imagine how important that is toda 
with the holder-in-due-course 
legislation. It’s simply a practical 
and veiy wise move on our part.” H 
went on to explain, “Not every 
lender in this area ofiers loans 
through contractors. We do, and 
this explains why we feel our institi 
tion must keep in touch with an 
organization like NHIC. I can’t 
imagine why any lender handling 
dealer loans would not feel the sani 

But let me take that one step 
further. Institutiojis d(‘aling only in 
home improvement loans to con
sumers ought to think seriously 
about joining NHIC. It is definitely 
a plus when the loan officer can 
recommend stwcral rcmodelers to 
a borrower. It’s tlie kind of extra 
service that makes business grow. 
And there’s no better way to find oi 
who the dependable contractors 
are than to join NHIC.”

among
the best way to broaden the mar
ket is to work cooperatively with the 
dealers, distributors, contractors 
and builders who will be carrying 
on their shoulders the job of broad
ening the local markets. Present 
members find the best way to help 
is simultaneously at the national and 
chapter levels. At national meet
ings, producers share their business 
expertise. At chapter meetings, field 
men have the opportunity to work 
first hand with their own customers. 
That’s the kind of concei ted effort 
that pays off.

wav.
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Sierra Roof gives a home that “curb 
Dpea'" that makes a prospect look— 
id think—twice! For sheer, distinctive 
?auty, nothing can touch a Sierra 
Dof. with its bold, rough-hewn texture 
id mellow, natural coloration.

erra Shingles offer more—the fire- 
sistance, weather protection and 
ng, trouble-free life built into “new 
eed" asphalt heavyweight shingles; 
ass C fire rating, UL wind resistant 
bel, a 25 year limited warranty*.

I'Kificate available upon request.

Sierra Asphalt Shingles give you the
edge, deliver the extra value that as
sures customer satisfaction. There is 
no better way to update any home, 
whatever its age! Get in touch with 
your Flintkote dealer or distributor or 
mail coupon today. Sell up to Sierra— 
the ultimate roof!
Sierra Shingles not available West of the Rockies.

THE FLINTKOTE COMPANY 
Building Materials & Gypsum Division^^^
480 Central Avenue 
E. Rutherford, N. J. 07073 FUNTKOTE
CIRCLE 57 ON READER SERVICE CARD

Reproduced by permission from the March,
1976, issue of Good Housekeeping Magazine! 
© 1976 by the Hearst Corporation. I



Tell your remodeling customers:

Gas appliances use less energy, 
cost less 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 
for today and tomorrow.

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. AACAAmencanGn

Association
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A publisher’s 
opportunity

companies hammer out programs for 
saving energy in which all 
participants gain.

Jn some cases, utilities have 
gone into the insulation sales husi- 

iinportant is the crisis, they

Upgrade standards

Another point cited hy many 
lenders. Membership in a group like 
NHIC tends by its nature to upgrade 
the standards of each contractor 
who joins.-When that hapjx'iis, their 
reputation jointly and imlividually 

. When standards rise, the

If \ {>n arc a publisher, a multitude 
of opportunities awaits you in Nil 
ineml)crship. The most obvdous is 
the chance to work elbow to elbow 
with top men from material sup
pliers—men who can make clecisioi 
about advertising. Moreover, 
membership has given tlie present 
publisher members an understand
ing of the remodeling market un
obtainable outside tlie confines of 
NTIIC meetings. As anyone in 
selling knows, the first rule of the 
game is to understand the market.

These alliances have broiigl 
about magazine promotions in whi 
both pnl)lisher and supplier l)cne- 
fitted, not to leave out remodeler 
and reader. These promotions are 
devoted exclusiveK to remodeling- 
special sections in the national 
magazines combining editorial con 
tent and building material adver
tising aimed at the owner on the 
way to or thinking about home 
improvements. Such sections have 
appeared in House Beautiful, IIou 

Garden, Popular Science and 
Better Homes 6 Gardens. An out
standing example is the section yoi 
are reading right now in House 
& Home.

ness, so
believe. Once made, the sales are 
turned over to contractors for follow
up and installation. Even for this 
simple business transaction, mem
bership in NHIC affords utility 
representatives an avenue to the 
most reliable insulation contractors.

Yet, with energy resources 
admittedly in short supply, a good 
number of personnel from utilities 
are ambivalent on the subject. Some 
are charter meml)ers of NHIC chap
ters. They’ve built lasting friend
ships over the years. Because of this, 
they find it easy to get across the 
energy-efficient me.ssage. But in the 
back of their mind is the thought 
that fuel won’t always be in short 
supply. As a result, they still join 
in on local promotions, such as home 
shows and public relations cam
paigns. In fact, nationally, utilities 
.spend millions of dollars helping 
promote local busiric.s.s. In short, 
they help contractors expand their 
market now, in spite of the fact that 
it may not necessarily mean more 
sales of gas and electric equipment. 
Some day, with a new pow er source 
to back up their own promotion, 
these NHIC members from utilities 
will want that contractor business. 
M'hen tliat time arri\ es, it will be the 
utilities that have cooperated con- 
tiniiou.sly winning the lion’s share 
of business.

improves
benefits accrue to the lender as well.
There is less risk involved; more 
dependability.

Membership in NHIC opens 
up a line of communication. “We 
are inclined to talk to ourselves,” 
admits one Chicago banker. “It does 
us good to find out what money 
problems exist in an industry like 
remodeling. Not only are wc able 
sometimes to sol\ e the problem, but, 
you know, there are cases where 
we learn a thing or two about our 
own bu.sine.ss.”

Moreover, lenders point out 
the opportunity to join forces with 
other segments of the industry, and 
with a more powerful voice, speak 
up for legislation beneficial to the 
financial community and the remod
eling industry. Or join the fray 
again.st legislation detrimental to 
their common goals.

Tlie Pennsylvanian adds one 
more point: “As officers of our bank, 
we would do well to expand our 
relationship to as many levels of 
business in the community as pos
sible. Becaue of the unique vertical 
integration of NTllC’s membership, 
we have the opportunit)' at chapter 
meetings to know not only the 
contractors, but local distributors, 
utility personnel, local supplier rep
resentatives, and quite often, local 
advertising agency and newspaper 
representatives. That’s quite a 
cross-section in one group.”

A member’s role
There is nothing exclusive 

about running remodeling sections. 
Other pnlilishers ha\ e done so fron

continuec

A role for utilities
If you are a utility executive, energy 
efficiency is one of the foremost 
problems of the day, and promises to 
be important for decades to come. 
NHIC contractors are the men who 
are going to help relieve the prob
lem. On a two-way street of commu
nication, NHIC members from 
utilities and from the remodeling

More convcr.satiou at NHiGs 1976 Cormu'^mmal Breakfast between ]oe Russell. 
Milwaukee Chapter representative on the SHIC Board, left; Board Mend)er 
Al EUrodt, Director, Marketing and Planning, Kohler Co., center, and 
Rep- William A. Steiger (R. \Vi.vc.j.
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CTF14CT 
14.2 cu. 11.

CTF16CT 
15.7 cu. ft.

Hotpoinf^ no-frost refrigerators 
can help sell a kitchen.

And save space doii^it!
The kitchen can be the single 

most important room in closing a 
sale or rental.

And that's where our refrig
erators come in!

Today, most people want the 
convenience of a no-frost refrig
erator in their home. And they're 
willing to pay more for it.

Feature-packed refrigerators.
The two Hotpoint models shown 

above offer the convenience of 
no-frosl and a lot more features, 
as well.

space. Our 14.2 cu. ft. model, tor 
example, is just 28" wide; the 
CTF16CT only 30^2" wide.

And, of course, Hotpoint 
refrigerators come in a wide variety 
of sizes and capacities—from a 9.5 
cu. ft. single door all the way up to 
our deluxe 23,5 cu. ft, side-by-side.

A name people know.
Hotpoint is a nationally rec

ognized brand name that stands 
for quality. 'The kind of quality

association that can carry over to 
the rest of your unit and furnish
ings as well. And remember, every 
product we sell is backed by a 
nationwide service system called 
Customer Care... Everywhere.®

If you'd like more information 
on our refrigerators, or any other 
appliance we make, talk to your 
Hotpoint Representative. He's our 
salesman, but port of his job is 
helping you make more sales!

We hustle for your business. And it shows.Features like doorstops, a tri- 
Ion crisper, easy-release ice trays 
and the covered dairy compart
ment in our 14.2 cu. ft. refrigerator.

Or the added convenience of 
cantilever shelves, twin crispers, 
a removable freezer shelf, optional 
automatic ice maker (available 
at extra cost) and the Power Saver 
Switch in our 15.7 cu. ft. model.

More refrigercxtor in less space.
We've designed our new 

refrigerators to give your buyers 
and tenants more fresh food and 
freezer capacity on less floor A Quality Product of General Electric Company
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■Plywood Cost Cutters for 
<-Commercial Conatoc —---- ^APAtion OJJEDFIXKDR
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Plywood Commercial/Indust 
Construction Guide. The big 
volume for plywood system; 
Fifty-five pages on plywood 
roofs, walls, floors, fire- 
resistant construction and 
finishing. Also up-to-date 
specifications guide.
(Circle Service No 488)

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)

Here’s the All-Weather Wood 
Foundation System. Build 
seven times faster than 
concrete block and $300 
cheaper. In rain, snow or 
sunshine. The responses are 
pouring in. “I installed it in IV^ 
hours.” “Noleaks.
(Circle Service No. 486)

Plywood Cost Cutters for 
Commercial Construction. 
Sixteen specific ways to cut the 
fat out of building. Bonded 
roofs, pre-framed walls, 
acoustical floors. And other 
plywood money-saving tactics 
for 1976.
(Circle Service No. 485)

r PLVWXX) 9DPNCRYWOOD KJRRDORS aYWOOD SHEATHNC 
FOR WAILS AMD ROOFS

r

/,
IF,.

Plywood Siding. A full-color 
16-page book on mostly 
multifamily and commercial 
siding examples. Also color 
closeups of different plywoc 
features. And a good sectioi 
on finishing.
(Circle Service No 492)

Joint Details for Exterior 
Ply wood Wall Systems. A 
poster that shows 39 details on 
how to handle plywood joints. 
Window treatment. Comer. 
Vertical. Horizontal. All using 
conventional materials.
(Circle Service No 491)

Plywood Sheathing for Walls 
and Roofs. Use H-inch 
plywood instead of */i-inch for 
roofs. That's the kind of cost 
cutter you’ll find in this 12-page 
booklet on roof decking, pre
framed roof panels, diaphragm 
construction and more.
(Circle Service No 490)

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)

(
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Mod 24 Building Guide. Tells 
how to use plywood over 
lumber framing, spaced on a 
24-inch module, and save $200 
a house. Less labor. Less 
materials. Less money. And 
plenty of proof.
(Circle Service No. 495)

Construction for Fire 
Protection. A 32-page guide 1 
wood/plywood systems that 
meet code and insurance 
requirements. Explains the 
code picture in a nutshell. A; 
insurance ratings. Loaded w 
benefits.
(Circle Service No. 496)

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)

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)



tor Milders
For a quick reply from APA:

Start cutting here
r —I

I
I>Tm already cutting costs, but please 

send me the following free books to 
see if I've missed any tricks.

I

□ Plywood Cost Cutters for 
Commercial Construction.

□ Here's the All-Weather 
Wood Foundation System.

□ APA Glued Floor System.

□ Plywood Commercial/ 
Industrial Construction 
Guide. 1/

□ Plywood for Floors.

Plywood Sheathing for Walls 
and Roofs.□ American Plywood Association 

Department H*106 
Tacoma, Washington 98401□ Joint Details for Exterior 

Plywood Wall Systems.

□ Plywood Siding. Name

□ Softwood Plywood for 
Interiors.

Company

Address

□ Plywood Construction and 
Noise Control. City.

□ Mod 24 Building Guide. State Zip_

J^MERICA^lYWOD^SSOCIATIDN□ Construction for Fire 
Protection.

L. -J
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Educational advantalGood contacts 
for a distributor

time to time. Bot it’s rather like 
playing golf at a private country 
club, ^^’hen you're a member, you 
can play whenever you like. As a 
non-mem})er, you play only as some
one’s guest, and not very often.

More than that, membership 
in NHIC affords your editors an 
inside track to a King-Henry-VIII 
feast of remodeling stories: remark
able “before” and “after” versions 
of residences, human interest stories, 
predictions for the future of the 
remodeling business, accurate statis
tics, business success stories, how- 
it-vvas-done stories and many more. 
Contractors familiar with editor- 
members are more likely to open up 
than with reporters from non
member publications.

Finally, nothing in a maga
zine begins without an idea. 
Membership in NIIIC brings pub
lishers and editors in contact with 
a wide variety of careers, because of

At the national level, two 
advantages stand above others foi 

distributor. The first is, again, 
educational. Meeting in seminars 
with other distributors, debating 
problems they share mutually, 
turns up solutions that often do n< 
come about any other way. The 
second is the chance to make con 
tacts with suppliers. M’ith everyoi 
in the line of distribution on band 
the inevitable snags that occur ah 
the way get aired. Once out in the 
open, these hitches no longer seer 
so difficult to solve.

A midwest distributor add 
“Membership in NHIC has given 
us a chance to help our contractoi 
customers solv e their difficulties v 
local and national legislation. We 
now have a tax abatement on a 
remodeled house, thanks to joint 
effort on the chapter’s part. That' 
had a hand in the drive has raised 
our level of appreciation’ with on 
customers.”

If you are a distributor or wliolesaler 
the advantages at the local chapter 
level are almost self-evident. As 
one New York distributor put it, 
“These are your customers. Where 
else can you greet a collection of 
good contractors under one roof and 
get to know tliem well?”

Yet, there’s more than custo
mer contacts awaiting the distribu
tor. The New York member 
continues, “This has been an educa
tional experience. Ov er the years, 
we have absorbed a remarkable 
amount of infonnation about remod
eling. I can’t tell you how much this 
has helped our business. We have 
become experts in home improve
ment, and now it is often to us that 
contractors turn for help. A simple 
example; an aluminum siding 
contractor we service was trying 
to find a roofer. We found him one 
quickly. Now they operate as a 
team on houses that need new siding 
and roofing. But we also help our 
customers now w ith such things as 
office management, production, 
sales and advertising. Membership 
in NHIC is the single reason weVe 
been able to offer this service. It’s 
been invaluable.”

a

the association’s vertical integration 
from contractor to supplier. Any

woman worth theirmagazine man or 
salt will be stimulated by the ideas 
generated at NHIC meetings. And 
these ideas can lead to stories other

Finally, by taking part in 
establishing ethical standards anc 
seeing that they are adhered to, 
a distributor automatically impro 
the reliability of his market.

than remodeling—money, for ex
ample, or the law, or energy. They 
can also lead to new magazine 
marketing slants. It’s happened, and 
will again.

Find out more today
Learn how you can benefit from 
membership in NHIC. Get all the 
facts about this growing national 
organization. Fill out the coupon 
below and send it in today. You 
will receive a complete packet 
of infonnation on publications, 
promotions and prices.

r

National Home Improvement Coiind 
11 Ea.st 44th Street, New York, N.Y. ; 
Yes, I w’oiild like to know more aboii 
NHIC. Please .send me your free p; 
of information.
I am a □ Contractor Builder; □ 
facturer; □ Distributor;
□ Utility Reprc.sentative;
□ Other-------------------------
Name__________________
Title____________________
Firm------------------------------
Street----------------------------
(aty and State-----------------
Zip Code------------------------
Telephone

□ Lei 

□ PuhlJ

Time for the women to take over. PhyllLs Squires, left. President, Women’.v Auxilianj of 
\HIC, begins the Miami Beach meeting last February. Seated arc yancy Ballin<’rr, 
President-Elect and Chris More, Secretary. Meetings were held at the Americana Hotel. L
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The only thing more beautiful 
than an Owens-ComingTub/Shower is 

how it helps sell houses
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Although your savings may vary, one builder, 
Doug Dowd of the Dowd Development Corpo
ration in Wisconsin, has made over $11,500 
in labor savings in the last 16 months alone.

Unique extra feature: Owens-Corning 
Tub/Showers are the only ones with molded- 
in ribbed bottoms to give them the strength 
of a boat hull.

Beautiful bathrooms help make homes more 
saleable. So we've built super good looks 
into all of our Owens-Corning Fiberglas* 
Tub/Showers. V

r/And our tub/showers are even more 
profitable because they cut installation costs. 
They can go in any time after the framing 
is up. You don’t have to hold up your con
struction for them.

Their four components even fit through 
a two-foot doonA/ay. And our manufacturing 
process allows precision-molding to within 
one ten-thousandth of an inch. So they will 
fit together in a snap.

And with Owens-Corning Tub/Showers 
the cost oftileand grouting is eliminated.

And our Owens-Corning Tub/Showers 
come in 4y2-foot and 5-foot sizes. Our stall 
showers in 3-foot and 4-foot sizes.

For more information and free litera
ture. ask your Owens-Corning represent
ative or write: W.F. Meeks. Owens-Corning 
Fiberglas Corp., Fiberglas Tower, Toledo, 
Ohio 43659,

,/■

Our exclusive molded ribbed tub 
bottom gives home buyers firm, 
solid support

•T M Reg 0-C.F

OWENS/CORNING
FIBERGLASOwens-Corning is Fiberglas
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Where there's title insurance, there% a
Ticor Title Insurer.Nobody covers America with title 

insurance better than the Ticor 
Title Insurers.

We’re in every state where 
there is title insurance.

Together, we deal with just 
about every kind of real estate 
law and regulation you could 
possibly name.

We work closely on a daily basis 
with realtors, lenders, attorneys, 
builders, developers, corporations, 
franchisers, buyers and sellers.

Together, we write more title 
insurance evety week than most 
companies write in a month.

Give us a call. We’re probably 
right down the block.

Pioneer National Title Insurance issues title policies in 49 states. Title Insurance and Trust 
does business in California, Nevada and Hawaii. Title Guarantee operates in New York.
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Ihe broadest line in the laminate industry!
^ow, Formica brings you an infinity of the laminate industry—has worked closely.
choices—to give you the breadth and with customers, architects, designers and
scope you need! the Color Marketing Group to insure that

New clear, vital solid colors. Patterns each design w///fill a need. Not just today,
jnd woodgrains that mirror nature itself. but tomorrow as well!
So much that’s new—so many options— This infinity of choices is readily
hat you n find just what you want for every available through your Formica Dis
horn mercial and residential need. And we tributor. Why not contact him now. Hell

gladly show you the broadest line in thevean every.
Formica’s Design Center—unique in laminate



Property management:
Who's in charge here?
HikH; Edward N. Kelley's "Apart
ment scene” column jAug., p. 60) 
generalizes in stating that democ
racy won't work in residential com
munities. He refers to condomin
iums and does not make clear that 
a different philosophy might be ap
plicable in resident-owned develop
ments.

In our current project, we see al
most daily e\*idence that unit 
owners believe the protection of 
their assets requires their partici
pation in the protection of out 

assets, They are fully aware that the 
developer and the association have 
mutual goals and common interests. 
Further, leadership has emerged that 
restricts negative dissent.

The developer, likewise, makes 
every effort to overcome situations 
generating complaints.

I think House ik Home should ex
amine the other side of the coin, lest 
well-intentioned, but inexperienced 
common-element community de
velopers assume the wrong tack.

James F. Roberts, president 
West Alexandria Properties Inc, 

Alexandria, Va.

groups iirganizing against manaj 
ment, resulting in turn in high coj 
and low profits,

I advocate an approach whi 
calls for accountability on the pi 
of both residents and managemei 
Both parties agreeing on expec 
tions of the business relationsl 
cause it to be as profitable as pos
ble.

Garfield R, Stock, administrat 
Housing Management Prograr 

University of Wisconsin, Extensu 
Madison, W

H&H: Never has an article so i; 
furiated me.

Tim Bensci 
Eric,Pl

S&Ls reply: no rip-off 
HikH; A news story in your Ap 
issue dealt with the possible rip-( 
of the small saver. Many of us in t 
thrift business have heard tf 
charge that we are gouging the pu 
lie by charging too high a rate ( 
mortgage loans and by not payi: 
the small saver a fair return.

These charges are not only u 
founded, they are also dangeroi 
Their widespread acceptance has ; 
ready had an adverse impact, and t 
time has come to state the case f 
the thrift industry.

I was asked recently why it is nt 
essary for our association to have 
four-point spread between our ci 
rent charges for mortgages, abo 
9%, and our passbook savings i 
count rate, 5V4%,

The answer: while all of o 
savers receive the cunent savin 
rate, we still have to carry loans 
our books that may bear an inten 
rate as low as 4% or %.

So, in effect, none of us is worki 
on a four-point spread; in fact, we, 
well to work on a one-point spread 

What about the notion that t 
saver doesn't get a fair rate of retur 
Figures for the past eight yea 
using the 90-day notice accoui 
show that the saver received an i 
nual net yield of 5.19%.

Taking the same eight years 1 
91-day Treasury bills, the net yie 
was just3.77%.

And, using Standard and Poo 
500-stock average, a stock invest 
ended up with a decline in mark 
value of 27% over the same period.

Another criticism of savings a 
loan associations is that we a 
"country club" lenders to t 
wealthy. The figures, howev 
show rhar the average new-hou 
loan made by S&.Ls as of June 19 
was for $33,900, and for cxistir 
home loans, $28,600—obvious 
not country club loans.

Our industry is not deserving 
the criticism we have received in i 
cent years. Well-meaning but uni 
formed reformers would do well 
get their facts straight.

ArthurTonsmeire Jr., preside 
National Savings and Loan Leag

Feeding Sbower •
H&H; In my opinion Mr. Kelley's 
column is dangerous to members of 
the industry involved with home- 
owTiers and condominium associa
tions.

There are countless lawsuits 
today against developers of com
mon-interest communities. These 
problems have arisen not so much 
because a democratic approach to 
the association management was 
taken; rather, in most cases, they 
arose because it was not.

Community Management Corp. 
has been involved with nearly 200 
communities. We have not once en
countered the spectre of resident 
militancy suggested by the article. 
To the contrary, we have seen resi
dents establish task forces to help 
the developer sell, advocate zoning 
approvals for their builder and do in
numerable other things Mr. Kelley 
would have you believe couldn't 
happen.

Tenant organizations, properly 
structured, can fill empty apart
ments by referrals. In the condomin
ium field, using the concept of a 
partnership, our clients have en
joyed 75%-85% referral sales.

Mr. Kelley's comments are a dis
service to the industry.

David B. Wolfe, president 
Community Management Corp.

Reston, Va.

They fit aH tubs and showm
ti413 Vitsijue QNI

TUB-MAS'raS CORP.

CIRCLE 70 ON reader SERVICE CARD

ATTACH LABEL HERE
Please give five weeks notice before change of address 
becomes effective. Attach mailing label here and print 
your new address below. If you have any question about 
your siihscriptii'n, include address label with your letter.

changing

your
address? MAIL TO

House & Home, P.O. Box 430, Hightstown, N. J. 08520

your name

your mailing address

zip codecity

your firm name

firm address

zip codecity

type of business

your title or position

HikH: The "benevolent dictator
ship” which Kelley refers to as
sumes that management knows 
when to take the cover off the boil
ing pot so the pot does not explode. 
That assumption can be dangerous 
when combined with traditional 
management and usually leads to

TO ENTER OR EXTEND YOUR SUBSCRIPTION 
CHECK HERE:
□ NEW
□ RENEWAL

want

your
own
subscription?

C ONE YEAR $14.(X)
□ THREE YEARS $30.00 

MAIL REMITTANCE TO 
House & Home, P.O. Box 430, Hightslown, N.|. 
08520—Rates Apply to U.S. & Canada Only—
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MAJESTIC MERIDON'S SOIL-HIDING CARPETS 
ARE SO DEEP DOWN LUXURIOUS 

THEY MAKE ONE BEAUTIFUL INSTALLATION • ••
(ENKALOFTE THE SOIL-HIDING NYLON WITH DEEP DOWN LUXURY. 

AT BROWN’S HOTEL, LOCH SHELDRAKE, N.Y.)



AFTER ANOTHER
{ENKALOFTE. THE SOIL HIDING NYLON WITH DEEP DOWN LUXURY. 

AT TOP VALUE ENTERPRISES. DAYTON. OHIO.)



AFTER ANOTHER
(ENKALOFTD, THE SOIL-HIDING NYLON WITH DEEP DOWN LUXURY 

AT THE FENWAY COUNTRY CLUB, SCARSDALE. N.Y)



AFTER ANOTHER.
(ENKALOFT H THE SOIL-HIDING NYLON WITH DEEP DOWN LUXURY 

AT THE KING'S BAY YACHT CLUB. MIAMI, FLORIDA.)

You can see Majestic/Meridon®’s Graphics 2000 carpet made with £nkaloft®H nylon makes beautiful installations. But

we can see you've got more on your mind than beauty.
When you specify carpet for commercial installations, you have to worry about heavy traffic. Hard wear. And stains. 
So here’s the thing to ease your mind. Enka's full five year wear warranty.

It goes on every carpet made with EnkaloftH.
Enka can do it because Enkaloft II soil-hiding nylon has exceptional 

durability and wearing qualities. (There’s nothing tougher than nylon pile.)
Enkaloft H's resilience helps resist crushing. And Enkaloft IT is 

soil-hiding. (It reduces the appearance of soil.)
EnkaloftH keeps itself clean, fresh, and new looking — with remarkably 

little help from a maintenance staff. It requires fewer wet cleanings than 
ordinary carpet, thereby saving more hard dollars.

Majestic / Meridon's Graphics 2000 carpet made with Enkaloft n has every 
practical advantage. These 8 geometric patterns may even be custom colored 
to suit your requirements.

There’s just one more reason for you to specify this carpeting.

Happy clients ENKALOFT JL BY EHKA

WEAR WARRANTY

SOIL-HIDING NYLON
. ENKA....

C««pvi CMf tW

. mmTmiuw ku.d b»l«w r. ha.mo«i« w.th th. wM'i t,.. •(

MAJESTIC

FOR COMPLETE INFORMATION: IN CHICAGO. ILL. (312)439-8690; IN BOSTON. MASS. (617)344-7440; IN N. Y.. N. Y. (212)486-0327: IN HIALEAH. FLA , 
(305)822-3411; IN ORLANDO. FLA.. (305)295-6110; IN TAMPA. FLA,, (813)621-4743. OR CALL TOLL FREE. (800)241 4089 OR (800)241-4093, OR GET 
IN TOUCH WITH MAJESTIC CARPET MILLS. CHATSWORTH, GA. 30705. (404)695-4663. FOR MORE INFORMATION ABOUT ENKALOFT II THE SOIL-HIDING 
NYLON WITH DEEP DOWN LUXURY, CONTACT US. AMERICAN ENKA. 530 FIFTH AVENUE. NEW YORK. N. Y. 10036. (730-5350 ) ENKALOFT IS A REG 
T.M. FOR NYLON FIBER MANUFACTURED BY AMERICAN ENKA CO.. ENKA. N. C. A PART OF - INC. ENKALOFT (I IS LICENSED FOR USE IN 
CARPET THAT MEETS ENKA'S SPECIFICATIONS AND IS TESTED AND CERTIFIED BY NATIONWIDE CONSUMER TESTING INSTITUTE
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Now, that's a remodeler’s 
dream! A raised panel oak door 
with a hand-wiped and distres
sed finish that any home owner 
will love. Strong, sanitary, easy- 
to-clean round corner drawers: 
adjustable shelves in the wall 
cabinets: elegant hardware with 
matching, optional drawer pulls.
Easy to sell. Easy to install.

Profitable for you!

KITCHEN KOMPACT, INC. KK Plaza Jeffersonville, Indiana 47130
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The ViUage of Woodbridge, the Ir
vine Company's newest major de- 
vdopment, could justly be called 
tte runaway success of the nation's 
hottest housing market.

Even before it was officiaijy open, 
shoppers were streaming through 
the information center at the rate of 
3,000a week. After the opening, 50 - 000 couples visited Woodbridge dur

ing the first two weeks. And so 
many clMnored to buy that the com
pany decided the fairest way to sell 
was by lottery [News, Aug.].

Why does this 1,700-acre tract of 
fiat, brown land generate so much 
excitement? Chiefly because the 
hewing was designed with many 
dmerent lifestyles in mind, so that 
^ost any family can find a plan 
tnatsuitsitexactly.

Further, the housing doesn't exist 
m a vacuum. "When a person buys 
at Woodbridge, he's buying a com
munity as well as a home," says Ken 
Agid, Irvine's director of residential 
marketing and the person most 
res^nsiblc for shaping the housing 
products.

Part of what creates the commu- 
mty is an amenities package that in
cludes a specucuiar 30-acre lake, 
swimming lagoon, numerous parks 

axe adult- or child-oriented 
depending on the nearby housing, a 
tennis club and bicycle trails.

"&tanmg with our land plan, we 
tried to prevent conBicts in life
styles, designs and image," says 
pi^er Gerald Brock. And Doug 
Gfcller, vice president of residential 
development and head of the task 
force that created Woodbridge 
^mts to some of the ways this was 
done:

• The overall park area was bro
ken mto 15 two-acre parks, and 
these became the center of each 
neighborhood.

• Two or three types of housing 
products were sited around each 
p^k so that people wouldn't iden- 
^ with a product and a price range 
but rather with a neighborhood

• Builders were not allowed to 
bmld more than 40 units of a type 
m one location. The site plan of the 
&st 400-acre quadrant at right 
shows how products will be mixed 
as future phases are built.

• Housing on the desirable lake- 
front was limited so that people 
would have access to the lake with
out feeling they were going through 
someone else's property.

The r^uit, says Gfeiler, is that 
Wo^bndge will be given the feeling 
folder, established custom neigh- 
^rh^s without sacrificing the 
benefits of tract development.
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HOWTOOESRHI 
THE Brarr HOUSE
FOR THE 
RKHT MARKET

For move-ups and older families; 
plexes from S67,25O~$75,200

11

The place to leam is Woodbridge, the Irvine Company's 
fast-selling new commimity in Orange County, Calif., where 
buyers have a choice of 41 different floor plans.

Why so many?
Irvine was after the greatest possible market penetration 

because its goal was to sell Woodbridge's 1,800-unit 
first phase in just two years. So it had to do more than 
plan for just the three basic markets—young families, move-ups 
and empty nesters. It had to aim for the various subgroups 
that make up these broad markets so that almost every prospective 
buyer could find a home that really fit his needs.

Nineteen of Woodbridge's floor plans are reproduced here.
Some are simple and straightforward; others are
complex and dramatic. But each was designed to suit a specific way
of life. These plans are the result of the kind of research that
only a company like Irvine can afford. But there's a lot
to be learned from them, whether you build ten homes a year
or a thousand.—Natalie Gerardi

For older couples:
rownhomea from $51,000-$60,000

For young childless couples: 
townhomes from $59,400-$67,400

0

For young growing families: 
patio homes from $55,990-$65,990

Irca families that have arrived: 
patio homes frean $78,500-$93,750

For families growing smaller; 
attached homes from about $75,000

For esublished families:
patio homes from $69,000-$84,000

\

i
For details on all of these houses see the following ten pages.

For budget-minded families; 
townhomes from $31,500-533,000
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For families on the way up: 
plexes that look like mansions

tached garages and yards largeWoodbridge Estates includes
enough for pools.five plans ranging from 1,521 to

The two most popular models2,161 sq. ft. They are intended
are also the two largest: the 2,-mainly for move-up families
161-sq.-ft. move-up home andfamilies with two younger chil-
the 2,044-sq.-ft. established-dren headed by someone in his
family home shown below right.early 30's—and established fam-
Notice the difference in the families—the move-up family ten
ily rooms: The older familyyears later. There are also plans
wants to live a little more for-intended for young marrieds.
mally, so the family room of thesophisticatedThese are
bottom plan is tucked around abuyers, and the Estates offers

separate from thethem something different, espe- comer,
kitchen and nook area. Thedally for California. Tudor,
younger family, on the otherAmerican and Dutch Colonial
hand, prefers the wide openand a few California contem-
combined nook and familyporary models are set on rolling
room so that the mother canlawns overlooking a wide boule-
keep an eye on the children.vard, actually Woodbridge's

Builder: Irvine Pacific. Archi-main collector loop. These
tect: Red Moltz & Associates, Ir-homes are condominium du-
vine, Calif. Interiors: Saddle-plexes and triplexes, but they

73^back Interiors, Irvine. Density:look like large single-family de-
5.5 d.u./acre.tached homes. Most have de-
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For ddor adnlts
and singles: 
townhonses
designed 
for privacy

The four Woodbridge Town- 
home models range from 1,200 
to 1,646 sq. ft. They are intended 
for adults—pre-empty-nesters 
with one child at home, empty 
nesters whose children have just 
left, active retired couples 
whose children have been gone 
for some time and single adults 
of any age.

The

l,rviKC3

PtK

III '0;
nUomodel

(shown at right and in the photo 
at right chove/was popular with 
nearly half the shoppers, for it 
appeals both to empty nesters 
and to adult singles. The bed
room for the child who may still 
be at home or who visits from 
college is at the opposite end of 
the house from the master suite,

l,490-sq.-ft.
Q. ool

K

VYIKa

2R

i
□DTK

XTOIUMf 3
SO everyone enjoys maximum 
privacy. And the master suite is 
large and luxurious, with sliding 
doors opening onto a patio and 
onto an atrium. A third bedroom 
is really a den.

The smaller plan is quite sim
ilar except that it is strictly for 
one or two adults.

The largest plan is for active 
retired couples, who generally 
have more discretionary income 
than empty nesters. They enter
tain formally and frequently, so 
they like this plan's dramatic 
vaulted ceilings and large living 
and dining area. The den in this 
model is in no way an extra bed
room; it even lacks a closet.

Notice the two master suites 
on the second floor, allowing for 
separate suites for a couple or for 
two single adults.

Builder: Warmington Devel
opment. Architect: Archi
tecture West. Both are of Irvine. 
Interiors: Carole Eichen, Fxiller- 
ton. Density: 9.4 d.u./acre.

1□D
t>EK/BR

K $o.rr
FROM $*>3,000D

BR.

BE.

PEN

QAWCjE
n

* ijt—

1 DIN
0

Tourn
Cooli,4^0

FROM ,ooo KEDIT 9R
C=1 il

i
□ I^ETVEL,

dC 9—4—!?rr
0XRA3E

4

From $60,000
80 H&H OCTOBER 1976 I,EVEI,



B

nroi
wtmBonqnet
lownhomes with a 
prestigioas look

Woodbridge Park Homes in
dudes four plans ranging from 
1,205 to 1,829 sq. ft. for young 
:ouples with no children or, at 
nost, one child. Essentially 
hey are all adult-oriented 
lomes for young professionals 
^^ith comfortable incomes; 
iixty percent of the buyers 
lave working wives.

What these couples have done 
s trade size for image. The 
lomes have some dramatic 
touches, such as nine-foot ceil- 
ngs in the main living areas and 
ivalls of glass, both of which also 
nake them appear larger.

The l,820-sq.*ft. plan at right 
s the only one with a family 
■«X)m. Notice the roimded 
counter between it and the 
citchen. Three people can eat 
there comfortably, and so the 
amily room does not have to 
iouble as a nook. The master 
mite is large and luxurious, but 
there is also a nearby bedroom 
that would be suitable for an in
ant if the couple should decide 
to start a family.

The smallest plan is definitely 
a no-child house. It appeals to 
the growing market of young 
singles or childless couples. 
There is a second bedroom, but 
it overlooks the atrium and is far 
more appropriate as a den/guest 
room than as a child's room.

"The important thing here is 
that there's nobody to retreat 
[rom and so the whole house is 
a retreat," says Agid.

Much the same is true of the 
l,307'Sq.-ft. model. The third 
bedroom off the entry is ob
viously a den/guest room rather 
than a child's room, for ex
ample. However, there is a sec
ond bedroom that would be a 
good place for an older child, 
which has made this plan ap
pealing to empty nesters.

Builder: S&.S Construction, a 
subsidiary of Shapell Industries, 
Beverly Hills. Architect: Leitch, 
Kiyotoki Sl Bell, Newport 

■Beach. Interiors; Carole Eichen, 
IFullerton. Density; 11 d.u./acre.
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Fortnditional single-family Imyers: 
patio homes that stress family living

are arranged so that one is close 
to the master suite, perfect for 
an infant.

Notice the family room in 
these move-up plans. It is part of 
the kitchen, making it ideal for 
a younger family where the 
mother must watch the chil
dren. An older, established fam
ily would prefer a separate fam
ily room that is really more of a 
den, such as the one shown in 
the second plan on page 79.

The third Creekside plan was 
designed for young marrieds 
with just one child, and it's 
more adult than the other two 
because this family hasn't yet 
completed the transition to 
being child-oriented. Instead of 
a traditional family room, for ex
ample, there's an oversized 
nook. Also, this couple still 
plans to entertain, so it values 
the sunken living room and for
mal dining room overlooking 
the atrium. The conversation 
nook in the living room provides 
an intimate place to have a drink 
with a few friends or for the 
couple to spend a quiet evening 
together.

Developer: Standard-Pacific, 
Inc., Costa Mesa. Architect: 
Berkus Group, Santa Ana. Inte
riors: Saddleback Interiors, Ir
vine. Density: 6.3 d.u./acre.

Creekside's four plans range 
from 1,535 to 1,951 sq. ft. These 
are child-oriented houses, in
tended for young marrieds with 
one child or planning to have 
one, and for family move-ups. 
The first two plans shown below 
are for move-ups; the third is for 
a yoimg couple with one child. 
Fifty percent of the buyers pre- 
fened the first plan and 22% pre
ferred each of the other two.

The first plan appeals to 
move-ups because it creates a 
lot of impact with its two-story 
entry, dramatic stairway (photo 
rightj, and sunken living room 
and dining room both facing the 
atrium. The master suite is large 
and luxurious and isolated from 
the two secondary bedrooms, in
dicating that slightly older chil
dren will live in them. The bed
room/den on the first floor has 
a full bath and can be a private 
area for a grown child or a guest 
room.

The second plan (extenoi 
shown below right} is intended 
both for move-ups and for young 
families that have one child and 
are planning on more. It is not 
as large as the first plan, which 
probably accounts for its being 
less popular, especially among 
the move-up group which val
ues sheer space. The bedrooms

s
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For
Ugger-is-better
bayers:
large, Inxiirioiis

The smallest plan at Wood- 
bridge Place is 1,850 sq. ft.; the 
largest is 2,618 sq. ft., and it is 
also Woodbridge's largest home. 
All Woodbridge Place models 
were intended mainly for estab
lished or move-up families, and 
the two shown at right offer an 
interesting comparison in what 
appeals to these two groups.

The five-bedroom plan is a 
straightforward move-up layout 
intended for a family with three 
or four children. The appeal is a 
combination of spaciousness 
and dramatic touches, such as 
the huge, raised entry with a 
planter and an atrium and the 
living room with a sloping ceil-

PHOTOS: lULIUS SHULMAN

mg.
As was discussed on the pre

ceding page, the family room is 
combined with the kitchen so
that the mother can watch 
younger children. And finally, 
there is a bedroom adjacent to 
the master suite that would 
serve as an infant's room or 
could be joined to the master 
suite to make an adult retreat.

Contrast this with the estab
lished-family plan. Again there 
are dramatic touches. The en
tryway is raised and overlooks 
the formal living/dining combi
nation, but it is not nearly so big 
as in the other house. And the 
family room is completely sepa
rate, more like a library. It is 
reached by walking under the 
stairway.

The master suite is large and 
luxurious, but here there is no 
possibilityof an infant's room as 
the secondary bedrooms are sep
arated from the master suite by 
a hall.

Developer: Irvine Pacific. Ar
chitect: Red Moltz and Asso
ciates, Irvine. Interiors: Carole 
Eichen, Fullerton. Density: 5.6 
d.u./acre.
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to families
Irowineftaebea smaller:

homes
mat lean to 
Irmallty JU

PEK/BR

Ioodbridge Crossing offers at- 
:hed homes for move-down 
nilies, and for empty nesters 
lO don't want townhouses but 
lO also don't want large de- 

Jched homes. The four plans 
ige from 1,477 to 2,148 sq. ft. 

The smallest and largest plans 
e shown at right. Both have 
:ge, open, dramatic spaces for 
tertaining, in keeping with 
e rather formal lifestyle of 
icr, prosperous couples. The 
laller plan has an elegant spa
wns entry that looks down into 
arge, formal, two-story living- 
ling area.

The larger model has a formal 
dng room/dining room that is 
erlooked by a library raised 
ree steps above it. The library 
ls only a half wall, but it also 
is shutters that can be closed 
create an intimate area or 

►ened to expand the living 
om space.
Both plans have nooks—the 
der family's version of the 
mily room. In the larger plan, 
fact, the nook is almost as 

rge as a traditional family 
om.
The den in the smaller plan 
n double as a guest room. The 
mily sleeping area is on the 
cond floor, with a luxurious 
aster suite that has its own 
ivate deck (these homes will 
'erlook the water) and a some- 
hat larger-than-usual second- 
y bedroom.
In the larger plan, any chil- 
en remaining at home have 
le second floor to themselves, 
ood-sized secondary bedrooms 
e joined by a bath. The master 
lite occupies nearly half of the 
rst floor and, of course, the li- 
ary is not intended to double 
a guest room.
Builder: Akins Development 
0., Irvine. Architect: Paul 
horyk, Newport Beach. Interi- 
:s: Saddleback Interiors, Irvine, 
ensity: 6.9 d.u./acre.
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For families that
already own homes: 
patio houses 
that offer them
incentives to move

Woodbridge Patio Homes offers
five plans ranging from 1,493 to
2,121 sq. ft. They are primarily
for the more mature established

move-up family, but someor
also appeal to young profes
sional couples.

The t\vo larger plans shown at
right are the two most popular;
they appeal to both the move-up
and the established family, In KPIK 1 . rAMH,Ythe first, the family room is huge
and opens to the kitchen, appro-
priate for a family with small
children. In the second, it is also

Clarge, but offset from the VvrKQ II ATGIUKkitchen—a place where teen
agers may entertain their friends
or a living area for a family that
reserves the living room for for- DEK/BR

DE9mal entertaining.
oThe third plan is for young yviKCi pnrmarrieds, It has no family room loci

but instead has a den—a real den o
that cannot be converted to a
bedroom, unlike those of the

QARAQEother two plans. The den can QARACffL
open onto the living/dining area
via a double doorway to make a
large, open area for entertaining,
or it can be closed to make an
intimate area where a working rpwEa r,EVEi^
husband or wife can spend an
evening alone when the other is 
away. There is also an eating 
area in the kitchen where a per
son alone can feel comfortable

V,ir I
ca\iATRigw

QAJJjtQE
or where a couple on the run can 
grab a quick bite.

Builder; Broadmoor Homes, 
Inc. Architect: Morris Lohr- 
bach. Both are of Tustin. Interi
ors: Pat Yeiser &. Associates, Ir
vine. Density: 6 d.u./acre.
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And for families 

sht budgets: 
townhonses 
priced in 
the low 30’s

onti
/

?/arco

The Village Homes are the 
Woodbridge version of the basic 
house, but they are basic in price 
only. The two- and three-bed
room townhouses with en
closed

m
WT K.

prear patios, country 
kitchens and a host of features 
such as carpeting and draperies, 
garbage disposals, dishwashers 
and cultured marble vanities 
sell for $31,500 for the 1,100-sq.- 
ft. model and $33,000 for the 
l,200-sq.-ft. model.

Even at these prices the com
pany will make a fair profit, says 
Bill Watt, vice president of Ir
vine's Multi-family Division 
which built the townhouses.

This is partly due to the use of

3
i,rvrN(j

BRL-fU

UPPER r,BrV5It, i,100
S 3i,500

u
o S___ ^PT

FffTtO

some apartment cost-cutting 
techniques, such as simple, re
petitive floor plans that frame 
easily and have stacked plumb
ing. But the real key to the sav
ings is the density—17.5 
d.u./acre—achieved when the 
city relaxed parking require
ments. The townhomes have 
only one covered parking space 
per unit, and these are carports 
built in clusters rather than sep
arate garages.

The company has arranged 
Section 235 financing for this 
product but does not require 
that buyers use it. Through a 
program administered by Irvine 
Housing Opportunities Inc., a 
nonprofit community group, 
however, the company does in
sist that buyers meet HUD's 
household income require
ments for Orange County. This 
means that maximum incomes 
will range from $13,385 to $19,- 
057 depending on household 
size.
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As anybody in this risky business knov 
almost every job is a potential booby trap. Here's how three partners (see p. 95) who < 
everything from modernizing kitchens to multimillion-dollar rehab tackle a variety of desij 
problems. —Michael J. Robinsc
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Htm to open up 
afloor pian
pgreenhottse
'he problem: The floor plan consisted of

■nail, dark and boxy rooms typical of tum-
-the-century homes. Architect Simeon
nmer, who had just purchased the three-
ory rambling house in Cambridge, Mass.,
anted an open, spacious and sunny feeling

the ground floor. And he wanted a placem
grow orchids and other exotic plants.

he solution: A greenhouse, 20 ft. high, 
ft. deep and 20 ft. wide, became the focal
int of an opened-up floor plan. Cutting

Lit the wall in the room above made a spa-
tous den, gave access to hanging plants, and
lathed the living areas of two floors in sun-
[ght from the southwest.
Two elements partially separate the

reenhouse from the living room: an exist- 
pg fireplace and a wail containing piping for
he upper floors.
\he cost: $7,500 including $2,500 for in-
kalling double-glazed windows. The total,
b which would be added 10% to 15% for
rofit and overhead, also includes a drain

Ine and $2 a sq. ft. to provide a new air-con-
litioning and heating zone.
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Boston row house (left), built
on a typical 17'x35' lot, has
four stories above grade and
one below. At the rear of the
owner's upper duplex, a two-
story-high glass wall admits a
flood of sunlight to the living
room (right( and the dining
room (below}. A spiral stair
case connects the two floors.

Ifowto
• A-

pafninate 
he interior 
k narrow 
low house
\e problem: A 17'x35' tenement 
ing converted to an upper and lower du- 
jx with a floor-through apartment in be- 
een. The upper rear brick wall had a dan- 
^ous bulge requiring extensive removal of 
i brick work. The lower duplex lacked 
ht and air on the bottom floor which was 
low grade.
le solution: The upper rear brick wall was 
iped out and replaced with a two-story 
iss wall. A dining room below and a living 
)m above are now sunny and open to dra- 
itic views of a nearby park. Ventilation is 
)vtded by operating glass hoppers built 
:o five of the eight glass sections, 
n the lower duplex, a portion of the exist- 
5 first floor was cut away. This exposed 
; basement area below to sunlight and air 
m first floor windows. The first’floor 
ace became the master bedroom and the 
ja below, the living room. 
ie cost: The two-story window wall cost 
,500, about the same as replacing the 
Iging wall with new brick and windows. 
'The cut-away floor was done at nominal 
St,"says Simeon Bruner. "Cuttingout the 
lor, building a drywall half-wall and in- 
illing framing around the bay cost S250."

was
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HowHiiding 
inYisible space 
solves
impossible jobs
The problem, upper left: A professional 
couple wanted to build a sauna, Jacuzzi bath 
and vanity into a space occupied by an exist
ing 7'x7' bathroom.
The solution: Outside the bathroom was an 
existing closet; on the other side of the wall 
was a tenant's hall and stairwell. Architects 
Bruner and Cott decided to incorporate all 
this space into the new bathroom, including 
the high headroom clearance in the stair
well.

Into half of the hall, they put the vanity. 
Ripping out the closet allowed a step-up de
sign sauna to be hung out over part of the 
clearance space in the stairway. Finally, 
walls between the bath and the tenant's hall 
were sheetrocked shut.
The cost: $10,000, including Jacuzzi, new 
fixtures and imported tile.

The problem, lower left: A young couple 
couldn't afford their newly purchased 
single-family house without income from a 
tenant's apartment. Though the third floor 
had ample space for the apartment, zoning 
regulations wouldn't permit an exterior 
stairway, the existing rear service stairs 
didn't reach the third floor, and there was 
no private entrance for a third-floor apart
ment. I
The solution: Architects Cott and Bruner *

mcreated private access to the third floor by “ 
1) cutting in an entry door, 2) adding a new 
section of stair to an existing winder leading 
to the second floor, and 3) walling off a part 
of the second-floor corridor which leads to 
a new section of stair in a space formerly 
blocked by a wall and a laundry sink. This 
new stair section connects with an existing 
landing and stairs leading to the third floor. 
The cost: $4,250, including new wiring and 
kitchen hook-ups in third-floor apartment.

^ wm: Bun,T wttk
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Hidden attic access: To avoid
swing-down attic stairs, Lee
Cott suggests a ship's ladder
[at a 60® angle) in a top-floor
closet.

1
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Ifow

to divide
al9thcentui7
house
into two units
->erticali>
The pToblem: Architect Lee Cott wanted a 
tenant's apartment built into his rambling 
Queen Anne home. But he didn't want to 
hear footsteps overhead nor did he want to 
add on an extension.
The solution: An existing rear staircase (for
merly used by servants) provided the key for 
the house to be divided vertically into two 
triplexes. The rear staircase is used by the 
tenants while the main staircase is used by 
the Cott family.

Cott cites numerous advantages to verti
cal division, including; eliminating the need 
for a fire escape for an upstairs apartment; 
greater rentable space which allows for a 
higher rent; a clear separation of living areas 
which provides greater privacy; and in
creased security because, from outside, it 
appears that the house is occupied if one 
family is home.
The cost: Closing off doors and corridors on 
all three floors cost from $100 to $500 each 
for drywalling both sides of each opening. 
But most of the budget was spent on paint
ing, two kitchens, and outside decks. Total 
cost: $20,000.
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^Profile
of an __
unusual 
remodeling 
company

■tenor of architect Cott's
r.c was repainted and a
r deck added. Living room
i)vej was closed off from The company—Gelaidin/Bruner/Cott Inc. 

of Cambridge, Mass.—is unusually diverse. 
It designs, plans and builds for others, and 
it originates, finances and executes major 
renovations for its own account.

Not surprisingly, these activities reflect 
the different backgrounds of its principals. 
Robert Gelardin (above, ie/t/was trained 
a city planner and market analyst, Simeon 
Bruner (center} as an architect and 
struction manager, and Leland Cott (rightj 
as an architect and urban designer.

These talents allow the 
handle such projects as the $3.5-million 
conversion of a Boston piano factory into 
apartments, artists' studios and offices 
[H&H, Feb. 75). Here, the company per
formed the roles of architect, developer and 
construction manager.

It concentrates on basic principles that 
apply to small remodeling jobs and large- 
scale renovations. Some examples:

Draw detailed floor plans and sections of 
existing space. This is the best way to 1) 
discover hidden usable space and 2| decide 
on the most cost-effective method of tack
ling a job.

Analyze existing structures vertically and 
in three dimensions, "With this approach 
you come up with such ideas as cutting 
away part of an upper floor to admit light 
and create a cathedral ceiling,
Cott.

Think of opening tight, cramped spaces by 
1) installing expanses of insulated glass in 
walls and roofs; 2) installing indirect light
ing on top of three-quarter high walls; and 
31 cutting out sections of existing walls to 
create a feeling of greater visual depth.

"Removing load-bearing walls isn't diffi
cult," says Bruner. "Properly installed 
headers allow for wide openings which dra
matically expand boxy layouts at small 
cost."

Examine a client's lifestyle to establish 
family traffic patterns and the functions of 
space. "A thorough discussion about enter
taining, hobbies, and other factors that af
fect home use is essential," notes Gelardin. 
"Basically, we've altered the saying 'form 
follows function' to 're-oiganize space to fit 
fimction'."

Kent's living room behind
ite wall. Dining room

has garden view
uugh glass doors. Kitchen
'hw) was created in a
iner hallway (see plans on
ngpagej.

as

con-

• CHEG HEINS
company to

comments
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Howa
small builder 
emi profit 
fi*om
big-buflder
experieuce

tlic riglit 
subs.tlicn 

sure you 
control them

In 1965, Carl Trauger ran a homebuilding company that did about $1.5 million 
in business during its first year. But it was a slipshod operation—so sloppy, for 
example, that Trauger didn't even draw up contracts with his subs. He never knew 
how much a house would cost him until it was finished.

Trauger is still a small builder—doing 50 to 70 single-family houses a year in 
Lauderhill and Plantation in south Florida. But there's nothing sloppy about the 
way he operates today. He can tell you almost to a penny what the bottom line 
will be when he closes the last of his current batch of houses.______

The difference between the way Trauger operated a decade ago and the way he 
his Trendsetter Homes company today is the result of the professional sophis

tication he picked up working for a big, management-oriented company—ITT- 
Levitt. Trauger spent two years |197Q to 1972) with Levitt's Puerto Rico division 
which, he says, was allowed to run its own show because it was one Levitt division 
that made money. Trauger learned a lot about how a big company handles the 
problems that often are the roughest for small builders—how to control subs, how 
to introduce new products into the market, and where to spend money on mer
chandising. Starting at right, he discusses in detail how he's putting these lessons

Trauger's dealings with his subs today a 
far different than when he was building ba' 
in the mid-1960s.

"Then I didn't have any contracts wi 
them," he says. "So I simply paid their bi 
as they came in. I was lucky to make a 
money at all."

Yet the kind of deals a builder makes wi 
his subs are critical.

"Obviously, you're looking for the low« 
possible price, but you don't want to dri 
your subs out of business." And just as c 
viously, you want subs who will be ready 
work when your schedule calls for them.

You won't find that kind of sub, Trau^ 
says, by signing on the big contractor w 
nms his business from a phone in his car

"When I see that kind of guy," he says, 
know two things: I can't afford him, and 
probably won't be interested in a job 
small as mine."

Your best bet, Trauger says, is the sm 
craftsman—a working guy who understan 
the mechanics of his trade, does quali 
work, but hasn't enough business savvy 
run a large company successfully.

"Find that kind of guy, give him a fj 
profit on each house, guarantee his mater 
payments if he hasn't enough credibili 
with suppliers, and he'll be out on the j 
hustling for you because you've given hi 
a chance."

You'll not only get a better price from tf 
kind of sub, he'll also be available when y 
need him. "If you're doing enough volume 
50 or so houses a year—and the sub c

runs

to work in his small operation.



ake about $500 on a house, he won't have can't expect a sub who's doing a $300 job
depend on other work to keep his small a roof to supply $2,000 worth of materials, 
siness going." Even when your subs supply their own
Trauger has been working with subs on i materials, Trauger says, you should keep 
at basis since he opened his Trendsetter | close tabs on changing materials prices, 
)mes models in March. And so far, he says, 
hasn't run into any serious problems.

One reason he doesn't have problems 
e tight contracts he writes—firm-price 
reements that give him what could be 
nsidered a modified captive-sub setup.
"Levitt worked with captive subs in 
lerto Rico," Trauger says, "and I patterned 
uch of what I do now on what I learned

ing, he's doing very nicely indeed selling 
quality single-family houses to what he 
terms a forgotten market.

"Most Florida builders thought the retire
ment-market boom would never end. So 
they all built the same kind of housing— 
condos and townhouses that weren't 
ketable to anyone but senior citizens. When 
the boom fizzled they were stuck with un
sold inventory and expensive multifamily- 
zoned land they couldn't use."

Trauger's marketing program is broken 
down into three phases;
Phase one: Find the hole in the market 
"Usually it's not difficult to spot the hole," 
Trauger says. "Just look around to see who 
has the money to buy, but isn't buying."

South Florida's forgotten market, he dis
covered, was made up of fairly affluent 
young families who have been migrating 
down from the north in recent years.

"They're professional people—primarily 
doctors, lawyers and businessmen—^whose 
incomes coidd support $50,000-to-$70,000 
houses," Trauger says. "But many of them 
were renting because the available retiree 
housing didn't suit a family lifestyle."
Phase two: Learn what your market really 
wants
Trauger got his basic training introducing 
new products when he joined Levitt.

"They were running out of good single
family land," he says, "and they wanted to 
learn whether the typical single-family 
ket would accept low- and medium-priced 
condos instead."

One of Trauger's primary responsibilities 
was shepherding Levitt's pilot condos 
through the design procedure. "We worked 
■with four architects on four different pilot 
programs to find out which would be most 
acceptable."

In essence, Trauger says, small builders 
can go through the same kind of procedure 
on a much more limited basis. Here's how:

First talk directly to the kind of people i 
you think will be candidates for your 
houses. Ask them what turns them off most 
about the housing that's currently available 
and what they'd most like to have in any 
new home they'd buy.

By asking such questions, Trauger learned 
that most of the young families mo'ving 
down from the north were ready to accept 
housing geared to Florida's outdoor life
style, But they didn't like the coldness of the 
stucco finish that is common to Florida.

"They wanted something that recalled 
what they were used to, something with a 
bit of warmth to it," Trauger says. "And 
housing like that is rarely available here ex
cept in the $100,000-plus price range."

Next, find out how successful builders in 
other parts of the coimtry are handling the

TO NEXT PAGE

on

"That way, when it's time to renegotiate 
your subs' contracts, you'll have a good feel 
for what you should be paying."

Trauger keeps track of material costs the 
same way Levitt did.

' 'W e had a fully itemized list of everything 
that went into every model," he says. "So 
we could tell you to a dollar exactly what 
each house cost."

mar
ls

Such a list has another advantage. It helps 
you keep track of the materials you supply 
yourself.

"I know exactly how many pieces of 
plywood are needed for a roof. So nobody 
order too much and sell off the balance.
He specifies that 10% of each payment 
will be retained at least 30 days after a c.o. 
is issued.

"That way," Trauger says, "if I have to 
send someone else in to redo bad work, I 
deduct what I owe the first guy."

The retainer also usually guarantees the 
first guy will be available for anything that 
has to be redone. "His profit usually is in 
that final payment, so chances are he'll be 
back."

For all of his feeling about the need for a 
good relationship between a builder and his 
subs, Trauger warns not to let the relation
ship get too personal.

"Keep it on a business basis," he says, 
"otherwise your subs are liable to take ad
vantage of you. After all, no matter how in
terested they are in your job, their main con
cern is to make a buck for themselves."

ere.
Trauger's contracts with his subs contain 
ree major pro-visions that Trauger consid- 
s vital:
s spells out exactly what percentage of the 
tal payment is due at each stage of the 
b's job.
The idea, Trauger says, is not to let your 
bs get ahead of you on payments. So you 
eak down each job into stages, then assign 
)ercentage of the total cost to each stage. 
"That way, if the sub should walk out on 
u, you haven't overpaid him to the point 
at you'll be paying double if someone else 
s to complete the work."
Trauger's subs get paid twice a month, 
ch one turns in a bill based on the percent- 
e specified in the contract. The bill must 
accompanied by two authorizations—an 
t. from Trauger's construction super certi- 
ing that the work actually is completed 
d a release from the sub's supplier saying 
at all materials have been paid for.
"If he's a marginal sub who needs our 
oney before he can pay the supplier, we 
ake out a joint check to both the sub and 
s supplier for what's due on the material, 
lat amount is subtracted from the total 
te, and another check for the balance goes 
the sub."

Finally, before any check is written, the 
b's bill is checked by Trauger's comp- 
)ller against the contract to make sure it 
nfonns to the specified percentage, 
e spells out every item of material the sub 
ill supply.
Trauger says material wastage is a chief 
ason why many builders' cost-control sys- 
ms fall apart. So all but a couple of his subs 
e required to supply all of their own mate- 
ils—even items like nails.
"If you supply the materials, the sub tends 
be wasteful," Trauger says. "When he has 
ils left over, for example, he'll toss them 
ide because he's not paying for them." 
There's also a chance, Trauger sa-ys, that 
meone may decide to rip you ofi. "Then 
lu run short and wind up paying double 
lat you've allowed for."
Trauger does supply a few things— 
ment and roof lumber, for example. "You

can

can

mar-

discover who
yoiir buyers are 
and what 
thev want

When builders run into trouble selling their 
I houses it's usually because they haven't 
j done their marketing homework, says 

Trauger. Chances are they've looked across 
the street to see what the other guy is selling 
successfully, then copied him.

The right approach, he says, is to go after 
I a market that nobody else is touching—a 

market you can have to yourself for at least 
a little while,

Trauger's experience in the depressed 
Florida market is a case in point. While 
many builders in the area are still flounder
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I don't know 
which room 
to look at first

u

ft

That's what you want to hear 
prospects saying when they 
walk in the front door of your 
models, Trauger says. So 
every room should tell part of 
your story.

Shown here are three of 
Traugcr's top sales features 
decorated to convey his 
theme of warmth and sophis
tication: At left, the conver
sation pit—"a warm secluded 
spot for intimate conversa
tions"; top right, the beamed- 
ceiling living room—"a spa
cious, formal area for large 
gatherings"; and bottom 
right, the brick hearth—"a 
place for reminiscences of 
family get-togethers in 
grandma's kitchen."

I

photos: tom KN BBS

keep asking me if I want money."
He also has been approached to g 

into larger operations, and admi 
the offers are tempting. But it wou 
mean adding more people to h 
four-man operation. (The oih 
members are his brother, who ac 
as comptroller, his father-in-Ia 
who is the construction super, ai 
a salesman).

"I never want to reach an ov€ 
head of $7,000 per house like sot 
builders have," he says. His ovt 
head is about $3,000 per unit for t; 
50 houses he'll close by next Apri

Also, Trauger admits, he isr 
happy unless he can follow throu^ 
personally on every phase of h 
operation. He does delegate hea^ 
responsibilities to his brother and f 
ther-in*law, But remembering tl 
old days, he says: "I'm not satisfif 
unless I know I have control over e 
erything."

So he even puts all buyers in 
contract personally after they'^ 
been briefed by his salesman, Or 
reason; Trauger allows his buyers 
lot of custom changes, but they ha' 
to be spelled out in the contract : 
he can project his costs exactly f' 
each house.

Another reason Trauger insists c 
signing up buyers himself:

"I want to be sure they're the kir 
of people I can get along with whi 
I'm building their houses."

What happens when he thinks 1 
can't? "1 talk them out of buying, 
tell them that what we're gettii 
into is like a marriage, and I dor 
want a divorce along the way."

was responsible for just one thing; 
we all worked together."

Within two years, Trauger's wife 
decided she wanted to leave Puerto 
Rico. Trauger was offered a stateside 
job with Levitt, but decided against 
it. Instead he advertised in the Wall 
Street Journal and landed a job with 
a fairly large land development com
pany that had recently started build
ing houses in Lauderhill.

"All of their records were on little 
scraps of paper," Trauger says. "And 
they had no idea of what an overhead 
budget was."

Using some of the know-how he 
had picked up with Levdtt, Trauger 
analyzed the operation and discov
ered his new employers had been 
selling their houses for about $7,(XXI 
less than they should have.

Nevertheless, he stayed with the 
company until mid-1974, when he 
was asked by an R.E.I.T. if he'd be 
interested in a joint venture.

"Thirty days after I gave up my old 
job, the R.E.I.T. went into receiver
ship," Trauger says. "That's when I 
decided to go out on my own again."

It was well over a year before 
Trauger could get his Trendsetter 
Homes operation off the ground.

"Lenders were so frightened by 
the glut of unsold condos that they 
wouldn't even consider seed money 
for my spec models,'' he says.

Finally last fall, he raised what he 
needed from private investors, 
opened his models in March, sold 
out his original 50 lots, and by Au
gust had contracted for 50 more.

"Now," Trauger says, "lenders

lion. "But we never knew where we 
were at because we didn't keep any 
kind of records."

Then one day, the contractor 
cleaned out the company's bank ac
count (everyone was allowed to sign 
checks) and disappeared.

"This was in 1966 when the in
dustry was in a credit crunch," 
Trauger says, "By then I was build
ing my first apartments and the con
tractor left me with unbelievable 
cost overruns."

At that point, Mrs, Trauger's 
cousin wanted out; he couldn't take 
the pressure any longer. So Trauger 
returned the original $10,000 invest
ment and worked out of his bind by 
himself,

During the next few years he dab
bled in land development and 
started building houses on spec.

"I overbuilt," Trauger says, "and 
by late 1969, I had more than Sl- 
million worth of houses sitting 
around. It got to a point where I 
couldn't get mortgages for people be
cause of Pennsylvania's usury 
laws."

So Trauger found a backer—a 
man, he says, who had a reputation 
for "squeezing you good."

And he squeezed so hard, Trauger 
says, "that I decided I couldn't live 
with his conditions."

That's when Trauger joined ITT- 
Levitt's Puerto Rico division. His 
title: assistant regional manager; his 
duties: just about everything but 
keeping the books.

"It was a real shirt-sleeves opera
tion," Trauger says. "No one felt he

How Carl Trauger 
became a small builder, 
a big builder,

' and then
I a small builder again

It staned about 12 years ago when 
Carl Trauger and his bride were 
looking for a house. Trauger had a 
good job as an industrial rep in Penn
sylvania, but no money saved and a 
big monthly car payment to make. 
Then he saw an ad that read: "No 
money down; pick the lot you want 
and we'11 build the house.''

The Traugers not only got their 
house, Trauger also talked his way 
into a part-time job selling houses 
for $3(X) per sale.

"Infour months Isold32 houses," 
Trauger says, "and the builder in
sisted I work for him full time."

Instead, Trauger decided to go into 
business for himself—with the help 
of a $10,tKX) loan from his wife's 
cousin. His main problem was that 
he didn't know anything about con
struction. "To this day," he says "I 
can't drive a nail straight.''

But he did understand financing 
and selling. So he and his wife's 
cousin (who acted merely as a silent 
partner) brought in what Trauger 
now looks back on as a "broken- 
down contractor who had tried to 
make it on his own many times, and 
failed each time."

In a little over a year, Trauger's 
company grossed about $1.5 mil
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oduct you want to introduce in your area. 
To get ideas for his Trendsetter Homes, 
•auger studied California housing. 
"California's outdoor lifestyle is similar 
ours/' he says, "and California builders 

ally understand marketing. So I found 
hat was selling well out there, and adapted 
to Florida conditions."
For example, to get the warm look his 
arket was asking for, Trauger used a lot 
ore wood—both inside and out—than is 
;ual in Forida. And he also substituted 
ange and brown color scheme for the 
eens and yellows that are typical in the 
ea.
Finally, shop around until you find an ar- 
itect who will give you the house you 
ant at the price your market can afford.
Trauger wrote off $3,000 in architectural 
es before he settled on Thomas Kruempel- 
aedter of Miami to design his houses. 
"The first architect I talked to couldn't 
>me up with the look and quality I wanted 
the right per-square-foot costs," Trauger 

ys. "So I switched architects."
What Trauger wanted was mterioi fea- 
res like vaulted ceilings—some with 
)sed beams—conversation pits and brick 
!anhs in the kitchens.
He also wanted to use top-of-the-line fin- 
hing materials and equipment—for 
nple, custom kitchen cabinets, drop-in. 
If-cleaning ovens, decorator hardware and 
edicine cabinets and no-wax vinyl floor

going up a lot faster than your market's in
come level is rising.

"When that happens, it's time for you to 
start rethinking your product," Trauger 
says.

Already, Trauger's costs—especially for 
land—are rising rapidly. So he thinks that by 
the time he builds out the lots he now has 
under contract, his market will be stretched 
pretty thin.

"I ask myself, where are we going to get 
an 1 buyersfor$80,000-to-$100,000houses? And 

my answer is that a couple of years from 
now the marketable single-family house 
here is going to be in the $50,000-to-$60,000 
range," he says.

To bring in a quality house at that price, 
Trauger needs improved lot costs of about 
$8,000 (right now they're about double that). 
And that means, he says, that lots will have 
to be much smaller than the 100-footers that 
Florida buyers are used to.

If he can get lots at the price he needs, 
Trauger's marketing plan calls for introduc
ing the zero-lot-line concept to south 
Florida. In fact, he already has the zoning 

ex- 1 approval.
Rising costs, however, aren't the only rea

son why Trauger is getting ready to switch 
products. He's been picking up too many 

ex- I imitators.
"Builders never learn," he says. "They 

how well I'm doing in this market, so a lot 
of them are rushmg in to do the same thing.'' 

By switching over to zeroTot-line,
"Everyone said I was crazy to tackle this | Trauger figures, he'll have another shot 
arket," he says, "because the only single- 
mily product that was really selling well ' a little while, 
ire was no-frills." I

make people say; 'I want to live here.
Trauger was working with flat, desolate 

land at Plantation, the location of his model 
houses; but he was selling the warm, 
woodsy look. So even though he only builds 
on contract and despite his policy of leverag
ing his land, he spent $30,000 to landscape 
the 32 lots he had under contract before he 
started his models. Most of the money went 
for the largest trees he could transplant 
without shock-out. He mounded them be
tween each lot, then sunounded the 
mounds with upright railroad ties and coral 
rocks.

> n

out

"The up-front cost was worth it," Trauger 
says, "because prospects could see exactly 
what they were getting.

"On the other hand, one of the biggest 
mistakes you can make is to overlandscape 
your models; people will be disappointed 
when they see the production lots."

The next place a builder should spend 
money, Trauger says, is making sure his 
prospects see instantly what's different 
about his houses.

"Too often builders force people to look 
for things to like," he says. "You should 
keep prospects excited from the minute 
they enter your model to the minute they 
leave."

Many small builders go wrong in this re
gard because they won't pay the cost of a 
professional decorator—one who under
stands the techniques of model-home mer
chandising. They rely instead on the serv
ices of furniture or department store decora
tors "who," says Trauger, "are trained to 
deal primarily with consumers. So they usu
ally don't have the expertise a builder 
needs."

To get the warm, sophisticated look he 
was aiming for, Trauger hired Paula Green
berg of Total Design, an experienced New 
York and Florida firm, to decorate his 
models.

"She knew exactly what was needed to 
focus attention on our major selling points," 
he says. (For some samples see photos
jacing page.]

Trauger has another theory about where 
builders often go wrong in their model- 
home merchandising—a theory he picked 
up listening to hundreds of buyers touring 
models.

"You shouldn't show a lot of high-cost op
tions that aren't included in the base price," 
he says. "When a prospect discovers that 
some of the features he likes most wUl in
crease the price by a few thousand dollars, 
his chin droops. But when you can say, 'ev
erything's included,' his eyes light up."

Advertising is another area where Trauger 
thinks small builders need to spend more 
money than they usually do.

see

ig-
at

a market he can have to himself—at least for

But Trauger cotildn't afford the no-frills 
.arket. "With my land costs, there was no 1 
ay it would make sense on a square-foot- | 
)st basis," he says. "And since I knew there ' 
as a market for quality houses, I decided 
• go the other way and put everything in.” 
One difficulty with pioneering a new 
■oduct, Trauger admits, is figuring out how 
lany units you can sell in a given time. 
"You'll have a general idea just by discov- 
ing your untapped market," he says. "But 
's difficult to project hard numbers until 
)u start selling."
So to protect himself, Trauger gets as 

luch leverage on his land deals as possible. 
"Once I decide on my location," he says,

; get rolling options on as many lots as I 
in. On the others I work out a subordi- 
ation arrangement where I can pay for 
lem in stages out of my construction loan 
: just prior to my buyer taking occupancy." 
And since Trauger only builds on con- 
act, he's pretty well protected. 
base three: Make sure you don't price 
ourself out of your market 
he danger signal is when your costs start

nt
iilvc voiir
merchandising
.budget
big enougli to do 
the job r§lit

Trauger was exposed to sophisticated prod
uct presentation when he worked for Levitt. 
And he feels that although today's market 
calls for strong merchandising efforts, most 
small builders pinch pennies in that area,

"They may start out wanting to do the 
right things," he says. "But when they find 
out what it's going to cost, they pull back 
and don't do it. Then they're surprised when 
buyers walk away from their houses."

Landscaping is especially important, 
Trauger says, because first impressions 
often determine whether a prospect will buy 
or not.

"California builders understand that prin
ciple very well," he says. "They spend thou
sands of dollars creating environments that TO NEXT PACE
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SMALL BUiJui-»i-

They don't realize how much traffic they 
lose because their ads look just like all the 
others—usually a photo or rendering of the 
house with prices spelled out in big type."

Trauger thinks people will pay more at
tention to your ads if you play up the life
style you're selling rather than the price. In 
his ads, for example, prices are listed in 
small type under large photos of his houses. 
And to make certain the ads come out the 
way he wants them, he personally selects 
the photographer and model, specifies what 
shots he wants taken and provides ideas for 
the copy. Then his agency works out a 
layout for his approval.

"Never let an adman tell you what to do, 
Trauger says. "You know your product bet
ter than he ever will."

Trauger picked up his advertising know
how from his stint with Levitt. "We used 
outside agencies," he says. "And we told 
them exactly what we wanted. If they didn't 
deliver, they had to do them over again.

Trauger says it's important to stress life
style rather chan price in your ads for two 
reasons:
Price-oriented ads elirninate a lot of pros

pects
Many families can find a way to upgrade 

themselves by as much as $5,000 to $10,000 
if they find a house they really like, 
Trauger says. "And if you stress the high 
spots of your houses in your ads instead of 
blasting them with price, they'll want to 
come out and see it. Then the house has a 
chance to sell itself.
Prospects may think you're substituting 
price for quality
Trauger picked this principle up from Lev-
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What Trauger is building now
These plans are right in tune with 
what most upwardly mobile fami
lies want today no matter where 
they live. The accent is on luxury— 
conversation pits, wet bars, dressing 
areas in master suites, for example. 
The buyers: executives and profes
sionals, under 40, with an average of 
1.3 children.

/f ■ :

I1
CYPRESS 
1,465 sq. ft. 
S55, 400

itt.
"Even though we were known for high 

volume and price," he says, "Levitt also of
fered a good amenity package. So we played 
down prices and emphasized those ameni
ties."

11

Another Trauger suggestion about adver
tising; Never be afraid to change a success
ful campaign.

Most admen are imitators, not innova- 
Trauger says. "So if your ads catch on

PATIO
ZTi-CvS'-O"

FAWILY

IItors,
in the marketplace, chances are your com
petition will copy them. Then it's time to 
try something else to keep your solo image. 

Trauger's successful Califomia-look cam- 
I paign bred many imitators.

"lust about every builder who has a hint 
of wood on his houses began using Califor
nia in his advertising," Trauger says. So he 
is now using Suburban Sophistication as his 
theme. He also has changed the visual em
phasis from exterior features to interior high

II

] i atTto

-nO
DlIDspots,

Keep words to a minimum, he advises. 
"Photos will do a better job of telling your 
story.

ecDnooM
iz’cMiiq"

BEaROOW
!

—|UNE R. VOLLMANII

CiA&AqSI
SOPHISTICATE
2,076 sq. ft. 
$66,400
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“/ went to California to get the look 1 wanted"
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.., and what he's planning to introduce I
I

Trauger's newest model—the 2,610- 
sq.-ft. two-story plan shown here— 
was about to go on the market for 
$90,000 as this was written. It has all 
the earmarks of an instant success; 
in }uly when word leaked out that a 
two-story house was in the works, 
Trauger had several takers sight un
seen. As with his first houses, the 
two-story will lean heavily to wood 
inside and out. And there will be

i
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PATIO

ZB'fl'xPM''even more luxury interior features— 
for example, compactors, island 

,• work centers and pantries in the 
kitchens, and king-size master baths

¥ m'\«£" 4 BKT?TM

with heart-shaped sunken tubs.
L □ p mKTthKiULtO*>i2UO«Buyers also will get 25 ft. cobble

stone driveways—one of the few
KnCKEhTFAKaVextra-cost items in the early models.
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CUSTOM
HOUSE
WINNERS
Sure, these houses 
are uncommon 
by today's housing 
design standards. 
Otherwise, they 
wouldn't have won 
awards in the 
1976 Homes for Better 
Living program.*

But they are not 
just exercises 
in doing something 
different. What 
you'll see in each 
case is a specific 
design idea executed 
with uncommon skill 
and originality.

—J.R.V.

FIRST HONOR AWARD-l,ALrK, 9TUTY

r "Basically, this house is one big multilev^
open: room.c- ' q?ein:I

So says the architect. His reason: Moa
rooms are open to each other—either hor
zontally or vertically. But despite th
openness, the almost 4,000-sq.-ft. livin 
area is precisely organized so that each fan 
ily activity has its special place. Childre 
sleep and play on the top level; the parent 
suite is directly below; cooking and dinin 
are on the second level; and the living an 
sitting rooms are tucked in below—in 
step-up, step-down arrangement.

The south side of the two-acre site is th

\ f II
• lU

1
I

r.fTVEC

i —>
THIRD l^EVEi;

D
LreiMCv

1 tORTE jK D—^ most private. So here the lower levels of th 
house are almost entirely glass-wallec 
Since these are non-load-bearing walls, th 
structure is supported by steel beams set o 
steel columns. The rest of the house is cor 
ventionally constructed—wood frame side 
with stained cedar and finished inside wit 
drywall or plywood paneling.

Said the jury: ^'A beautiful plan don 
without a flaw.

I'PPER ■ 'UPPEC 
ROT oI $rm>ct

I PART
ILIVIKQ;E DTHINq

JK
L

It* All Hf BL winners [H&H, May) 
were chosen in a rwo-day session at the 
headquarters of the American Institute 
Architects, which sponsors the 
program in cooperation with House &
Home. Other categories of winners 
were featured in July, August and September.

Architect: Hartman Cox Architect
Builder: Leo T. Thibodeau. Location: Mon\ 
gomery County, Md.

0EOOKO r.EVEI,
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Martin “Buikd-ln-Anywhere” 
fireplaces with zero clearance 
to combustibfe surfaces 
are completely adaptable!

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

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

Energy-conscious home-owners 
are finding Martin Free-Standing 
Fireplaces to be the ideal supple
mental heat source for family rooms, 
basements, anywhere a fireplace is 
desired. Available in electric, gas,

% and wood-and-coal-burning models, 
they assemble easily and may be 
installed with minimum labor.

IHiMAFTTIN
iUilNDUSTRIESWrite for our catalog

of affordable
BUILDING PRODUCTS DIV.

P.D BOX 1527' HUNTSVILLE, ALA, 35SD7
fireplaces now!FIREPLACE

INSTITUTE
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House & Home's International Conference

Resort Development 
Opportunities

MBXlCtfS 
«MiDC«AST

on

Puerto Vallarta, Mexico October 25, 26 & 27



A House & Home Conference

Resort Development Opportunities or|
I.I

<

I?\.

I .'■ s 'v;s
t- rs\

Puerto Vallarta, MexioOctober 25-26-27

Tbe recent and growing success of Mexicc 
resorts in obtaining registrations with the Califoir 
Department of Real Estate, the Securities ar 
Exchange Commission, and the Department 
Housing and Urban Development.

The new availability of title insurance th 
minimizes the risk of faeign ownership in Mexicc

You'll be able to meet and talk with both Amencc 
□nd Mexicans experienced In the basic 
dfscipiinej. inducing

Determining the size and locations of t 
markets for Mexican resorts, and the most effick 
ways to reach that market.

Understanding the legal and financial grou'. 
rules for developing resort projects in Mexico.

Handling tt^ complex procedures of registerii 
Mexican projects with the SEC, HUD and various L 
state real-estate commissions.

You'll be at, or within visiting distance < 
the key resort centers of Mexico’s burgeo 
Ing Gold Coast—Nuevo Vallarta, Puer 
Vallarta, Chemelo, Manzanillo, Ixtapa ar 
Acapulco.

Your chance to visit one of the iove- 
iiest resort areas in the worid and 
learn about one of the most promis
ing resort markets in the world
Here’S why you should attend

Because as a resort locale with growth potential, 
Mexico—with its magnificent coast lines, superb 
climate and proximity to the United States—is 
unequaled anywhere in th© world.

Because Mexico's West Coast—usually called 
its Gold Coast—offers th© biggest, best and most 
immediate prospects for this growth.

And because thanks to new policies of the 
Mexican government and to new developments in 
the resort areas themselves, foreign investment in 
Mexico promises to be nxxe rewarding and (ess risky 
than ever before,

In a word, Mexico js seeking investment 
and resort know-how from abroad — 
especially from the United States—more 
act" ely than ever.

And at House & Home’s conference, you'll 
learn about the opportunities this new 
policy opens up.

• ’ 9S
■,r

Completely developed sites for hotels, cc 
dominiums and single-family resort homes.

Complete infrastructure—roads, water, sew 
and power.

Pre-arranged approvals for Mexican tr 
agreements, title insurance and governm^ 
registrations in th© U.S,

Unequaled stretches of beautiful, unspoil 
beaches.

Complete arrrenity packages, including g 
courses, tennis clubs, restaurants, etc.

Proximity to international airports.

be nole r ^
u-^i* ^5 urce' c:
'''■-V

rc

:>D©clf»coi‘^- _^;n abojf.
Th© new guarantees that insure legitimate title 

to land acquired by U.S. and other foreign investors 
and developers, and that eliminate the possibility of 
government expropriation.

The modifications of the 30-year trust which in 
the past has been a major concern and deterrent to 
prospective investors and buyers in Mexico.
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You'll listen and talk with these experts In Mexican 
resort developm^

• John J. Mooney is Branch Chief, Division of 
Corporation Finance of the Securities & Exchange 
Commission. His department is responsible for 
overseeing the registration or real estate both in and 
out of the U.S. that qualifies as investment,
• Lie. Carlos Quintero is Director and Vice 

President for the Tourist Promotion Division of Banco 
Nacional de Mexico (BANAMEX). As an attorney he 
is uniquely qualified to explain The legal and 
financial ramifications of Mexico's 30-year trust, arxJ 
he is his country's leading international spokesman 
on the subject.

0 Thomas M. Yedor is Construction Manager for 
Lincoln Property Co.'s Southern California region 
and former President and Chairman of the Board of 
West Bay Fir>ancial Corp. His company has recently 
built condominiums in Puerto Vallarta, making him 
one of the few U.S. developers with expertise in 
Mexican resort projects.
• Gary N. Chafee is President of Ecoplan, S.A., a 

Mexico City marketing firm that specializes in resort 
marketing. As an American marketing man with 
many years of experience in Mexico, he is unusually 
welt qualified to speak on the problems of rryarketing 
Mexican projects in the U.S. and other countries.

• T. Robert Burke is a partr^ in the law firm of 
Morrison & Foerster, San Francisco. Together with 
another partner he obtair^ the first permit for a 
Mexican resort development from the California 
Department of Real Estate, and later, with the U.S. 
Office of Interstate Land Sales. He has subsequently 
obtained other approvals.
• Salvador Garcia Ramos y Trujillo is General 

Administrator of Gran Bahia de Chemela, a resort 
trust under the Banco Nacbnal de Obras y Services 
Publicos (BANOBRAS), His trust is responsible for a 
major development In Chemela. one of the newest 
of the Mexican Gold Coast resort areas.
• Arturo Rangel Villarreal is Legal Advisor of Gran 

Bahia de Chemela. An attorney, he was formerly 
Manager of the BANOBRAS Trust Control Depart
ment. He is a member of the commission estab
lished by the bank to prepare literature on the 
30-year trust, and also is responsible for approving all 
the bank's literature on foreign investment in real- 
estate projects near coast lir^s arb borders.
• Guillermo A Grimm is Marketing Director of 

Fondo Nacional de Fomento AI Turismo (FONATUR). 
His organization was established by the Mexican 
government and is now the largest resort-develop
ment entity in Mexico. FONATUR developed Cancun 
on the Yucatan Peninsula and Ixtapa on the Gold 
Coast, and is currently working with Nueva Vallarta, 
a major new resort just north of Puerto Vallarta.
• Kenneth I. Prysor-Jones is Administrative Director 

of Obras y Servicios Turisticos, S.A.. a management 
firm specializing in resort developnnents in Mexico. A 
Harvard MBA he has in the past been responsible for 
the identification and market analysis of new real- 
estate projects in Mexico, Central America and the 
Carribean.
• Enrique Riquelme is Directa General of Nuevo 

Vallarta. He is a former special advisor to FONATUR, 
and was heavily involved in the planning and 
development of Cancun on the Yucatan Peninsula.

A i
1

3>O9CI(?0CITY

/c j'll attend the conference in one of the 
rnost colorful and exciting resort towns In

Even though Puerto Vallarta is Mexico's fastest 
growing resort, it has marKiged to retain its basic 
character as a srrxall, friendly town. The beaches are 
lovely, fine restaurants abound, and the shopping is 
in a class by itself—less expensive, more interesting, 
and much rrx^re Mexican than you'll find in any of 
the bigger and better krtown resorts.

And you'll have a chance after the 
conference is over to stay at anothef of the 
Go^d Coast's promising r>ew resort areas

The area is Chemela, about 100 miles south of 
Puerto Vallarta. For those who wish, we hove 
arranged transportation and hotel accommoda
tions. There is no charge for the trip itself and the 
hotel charges will be roughly the same as at Puerto 
Vallarta (see the next page for details). We will also 
have available at the conference a travel desk to 
help you arrange other post-conference trips 
arourtd Mexico and to arrange return reservations if 
necessary.

Maxwell C. Huntoon, Jr. 
Managing Edita, House & Home
Clarke Wells
Senior Edita, House & Home 
Conference Directas
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Conference Headquarters: Holiday Inn. Puerto Vallarta. Me|

c s ^•G LHouse & Home’s Conference on Resort Development Cpportuniries on
Cor'e^ence Pe-.Mstration

To register, please complete and 
return the coupon below to Mexico 
Conference, House & Home.
McGraw-Hill. Inc,, 1221 Avenue of the 
Amer/cas, N Y . N.Y. 10020. Or you 
may register by calling (212) 997- 
6692 Registration must be made in 
advance of the conference All 
registrations will be confirmed by 
mail. Residents of Mexico may 
register by contacting RKL y Asociados.
Rio de la Plata 48. Mexico 5, D.F,

i.j A rs.

reservations eorly to assure yourseltlIf desired. House & Home will 
arrange for hotel reservations for 
attendees whose registration is 
received by September 30. Please 
check the appropriate box in the 
coupon below and indicate check-in 
and check-out dates. A deposit 
check for S50, made out to Holiday 
Inn Puerto Vallarta. must accompany 
each reservation made through 
House & Home,

Attendees may also make their 
own reservations by calling or visiting 
the r^arest Holiday Inn and working 
through the Holiday Inn computer 
system, If you make your reservation 
this way, please be sure to (1) 
identify yourself as an attendee at 
the House & Home Conference, to 
assure yourself of the special rate, 
and (2) receive and bring with you 
to the conference a copy of the 
confirmed reservation

All attendees should plan on 
arriving in Puerto Vallarta no later 
than Sunday afternoon, October 24,
If you plan to arrive earlier or stay 
later than the conference period, it is 
suggested that you make your

space
If the reserved block of rooms

the Holiday Inn becomes filled, Ho 
& Home will recommend nearby 
hotels of comparable quality 
However, the same low rates will 
probably not be available. So agai 
we urge that you make reservation: 
early as possible

Puerto Vallarta is not only orye 
the rrost beautiful resort areas in 
Mexico, it is also one of the most 
informal. Jackets and ties are not 
actually illegal but their wearers w 
be viewed as somewhat eccentric 
For men and women alike, cool, 
casual and comfortable are the 
sartorial guidelines,

The full registration fee is payable in 
advance and includes the cost of all 
luncheons and meeting 
materials......................... $250

; lions
House & Home has arranged for 

a block of rooms at special low rates 
for conference attendees in the new 
Holiday Inn in Puerto Vallarta. Single 
rooms are $24 a day (European 
plan), doubles are $27.50, triples are 
$31 A 4% Federal tax and a small 
service charge are extra.

An income tax deduction is allowe 
for expenses of education (includti 
registration fees, travel, meals, 
lodgings) undertaken to maintain 
and improve professional skills. See 
Treasury regulation 1.162-5 CoughI 
VS- Commissioner 203F. 2d 307,

r Mexico Conference
House & Home 
McGraw-Hill. Inc.
1221 Avenue of the Americas 
N-Y. N Y, 10020
Gentlemen: Please register me for your 
Conference on Resort Development Op
portunities on Mexico's Gold Coast to be 
held October 25-27 at the Holiday Inn, 
Puerto Vallarta, Mexico
□ Check payable to House & Home 

enclosed
□ Bill me
See hotel reservations section above and 
check one box
□ I'll moke my own hotel reservations.

Name Additional registrations from my compol

Title

NameCompany

TitleAddress

NameCity

Phorie (Area Code) Title

□ Enclosed is my check payable to the 
Holiday Inn Puerto Vallarta. covering the

room(s).deposit fee for 
I will arrive on
and check out on



New A21 Maytag Washer uses less hot water, 
less total water than other leading brands 
of top-loading commercial washers.

It can save you 25 to 53% on gas used to heat water.
Look what the dependability people 
have just come up with, to help you

It can also save you 2 to 15% on 
total water usage which, of course, 
could mean a saving on sewer tax (if 
applicable in your area) due to smaller 
discharge.

Naturally, your actual savings will 
depend upon present equipment and 
cycle usage. The figures above are 
based on cycle usage of approxi
mately 3V2 hot, 5 warm, and IVi cold 
water washes out of every ten wash
loads.

TME HAYT*«

cut costs in the laundry room.
The energy-saving new A21 Maytag 

Dial-A-Fabric’’’'^ Washer can save you 
from 25 to 53% on gas for heating 
water over other leading brands of 
comparably sized top-loading com
mercial washers, because it uses less
hot water.

Many Other New Features
You and your tenants will also like the 
additional features we’ve built into the 
A21 Maytag, including: Liquid bleach 
dispenser for extra convenience and 
better fabric care, plus handsomely 
styled new control panel with easier- 
to-read markings.

Easy Care for All Washables 
Your tenants will love the conve
nience of the new A21 Maytag Dial-A- 
Fabric'^^^ Washer. It lets them dial a 
scientifically programmed cycle for 
any washable fabric—even knits and 
wool. One dial setting does it! 
Money-Saving Maytag Dependability 

Of course you’ll appreciate the de
pendability built into every rugged 
inch, plus easy maintenance made 
possible by complete up-front service 
access. Get the free facts on how the 
new A21 Maytag Washer can help you 
cut costs and increase profits. Mail 
the coupon now.

0 MAYTAG
THE DEPENDABILITY PEOPLE

Breakthrough!

rMaytag-equipped The Maytag Company
Advertising Dept. HH-10-76, Newton, Iowa 50208

□ Send the free facts about the new A21 Maytag Dial-A-Fabric^“ 
Washer that can help me save from 25 to 53% on gas used to 
heat water, and from 2 to 15% on total water usage.

□ Also send full details on the revolutionary Maytag-equipped 
Home Style Laundry.

□ Have a Maytag Distributor phone for an appointment to show 
me how much I can save on basic utilities with the A21 Washer.

HOME STYLE LAUNDRY
can give you more profit
per square foot.

This revolutionary concept can cut your costs, while 
giving you a unique kind of laundry that lets tenants 
enjoy homelike atmosphere and convenience. 
Everything's grouped in a functional cluster, like in 
a home laundry room. It's all made possible by the 
new A21 Maytag Washer and the exclusive D21 
Maytag Dryer, two separate dryers in half the space 
of one large dryer. Look at the many potential ad
vantages compared to the usual self-service laun
dry: Smaller space needed, smaller initial cost, lower 
operating cost, better return on your investment. 
Get the full story of the Maytag-equipped Home 
Style Laundry now!

Name.

Business Address.

City. County.

State. Zip.

Business Phone.

L J
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Certigroove Sidewall Shakes. 

Americans still have designs on them.

For over two centuries. Yankees have been 
doing things in distinctive, practical ways.

Like trimming sidewall shakes parallel for an 
orderly, precise ^t.

When those Yankee sidewall shakes are made better idea now. 
out of red cedar, they’re striated for a unique 
linear texture and called Certigroove shakes. They solution to the contemporary problems of economy, 
make good sense today for the same reasons 
shakes did hundreds of years ago.

A warm, natural texture. Practical economy.
And insulative properties that make them 
just the thing in hot weather or cold.

Early Americans didn’t have the 
ASHRAE* Handbook to consult about

*1972 Edition, Chap 20

insulation. But if they had, they wouldn't 
have been at all surprised at how good an 
insulator sidewall shakes are. They were a good idea 
then. And with rising heating costs, they’re an even

So next time you're looking for a traditional

appearance and insulation, recommend 
Certigroove shakes to the customer. It's a product 
Americans have had designs on for a long time. 

Red Cedar. A natural solution.%
/ (For “Shingling Made Easy” or other information, 
; write Red Cedar Shingle &Handsplit Shake Bureau. 

5510B White Building. Seattle. Wa. 98101.]
In Canada: 1055 West Hastings St., Vancouver, B.C., V6E 2H1

latoo' This label on cartons ot Certigroove sidewall shakes is your 
guarantee of Bureau-graded quality Insist on it

■ wain

Red Cedar Shingle & Handsplit Shake Bureau
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fora ,fresh flow of
custom home

ideas



Join the Custom Home Plans cii 
Plus 5 new designs each momh Id 
of prolessionai working drawlnt
eel 1,000 home designs now
The Custom Home Plans Club has been created to prowde 
a fresh flow of design ideas vou can use to make your business 
more profitable.

As a new member, you will immediately receive an attrac
tive binder containing 1.000 home designs illustrated with full 
color renderings and detailed floor plans.

With this complete library of a thousand buiklable homes 
to select from, you and your clients will be pleased with the 
wide variety of homes available in all styles, types and sizes 
appropriate to local needs, tastes, and budgets.

These wide-ranging selections include:
two and three bedroom

Ranch and Suburban Homes—conventional and con
temporary
Brick and Masonrv Homes

Deluxe Small Homes

Plus 5 new home designs- 
ol-the-month each month tor 
the next 12 monthsMutli-Ievet and Hillside Homes—split level, split 

foyer, others
Second Homes—duplex and multi-family; holiday and 
retirement; chalets. A-frames, cabins, cottages

To supplement your library of 1,000 home designs, the 
Custom Home Plans Club will provide you with a steady flow 
of 5 new home design ideas each month for the next 12 months.

Illustrated in full color renderings—and complete with 
detailed floor plans—your five fresh designs-of-the-month cam 
easily be added to your basic binder of 1,000 homes.

In this manner, the Custom Home Plans Club broadens 
the range of selections available to you and your clients, and 
keeps you current on home design trends beyond your imme
diate market.

A full set of working drawings with collateral floor plans 
and a list of building materials will be available on both the 
original 1,000 home designs and the 60 new designs you will 
receive during the coming year.

As you guide clients to a conunitment, you—as a member 
of the Custom Home Plans Club—will lose no time in coming 
up with a complete set of working drawings, which will be 
shipped postage-free from Club headquarters the same day 
your request is received.

And with your working drawings you will also receive a 
complete list of the building materials you will need 
tial for accurate bids and reliable cost estimates.

With

?ssen-

so much of the exacting, tedious, preparatory work 
already done, you will realize substantial savings in time, 
effort, and money and at the same time, a growing list of 
clients will realize that you're the one to come to for the right 
home at the right price.

Plus 12 sets of professional 
working drawings 
for homes of your choice
Members of the Custom Home Plans Club are entitled to re
ceive a total of 12 sets of professional working drawings 
without charge.

These building plans may be ordered in any combination 
desired: 12 sets of drawings for 12 different homes: 4 sets 
for 3 different homes: or any other way you prefer them.

Beyond the initial 12 sets available as part of the Clul



d gel 1,000 home designs now 
nexl 12 moidhs plus 12 seis 
homes el your choice.

irmbeiship fee, members may obtain additional working 
rawings at a 35% discount off published prices which range 
rr»m S25 to $50 for single sets and from $50 to $75 for four* 
t't packages—depending largely on the square-footage of 
ingle-family homes and the number of units for multi-family 
wellings.

Drawn to FHA and VA general standards, these blue line 
lints size 36” x 20”—are easy to read on a white back- 
round. Depending on the size and complexity of the house 
esign, plan sets may include as many as nine sheets. Notes 
nd drawings indicate location and types of materials to be 
^ied. With complete freedom of choice, Club members may 
rder their 12 sets of detailed working drawings at any time 
□ ring the 12-month membership period.

Club working drawings include: (1) Floor Elevations, 
2) Complete Framing Plans, (3) Wall Sections, (4) Floor 
‘Ians, (5) Basement/Foundation Plans, (6) Roof Plan, 
7) Plot Plan, (8) Kitchen Cabinet Details, (9) Fireplace 
Built-in Details, (10) Specification and Contract Booklet.

ized lists of building materials needed to obtain reliable bids, 
to make accurate cost estimates, and to order building ma
terials from suppliers.

The lists include the size and quantity of all millwork such 
as doors, lumber and built-ins . . . framing lumber . . . roofing 
. . . flooring . . . wallboard . . , masonry . . . concrete . . . rein
forcing . . . insulation . . . beams . . . finishing materials, 
and more.

The lists of building materials used in conjunction with 
the detailed working drawings—save Club members dollars, 
drudgery and valuable time more profitably spent with clients.

ilus Itemized lists el building 
naterieis lor accurate bids 
end reliabiB cost estimates
o eliminate the time-consuming task of taking off material 
equirements from each set of plans ordered, the Custom 
lome Plans Club automatically provides members with item

occupation

□ builder
□ subcontroctor
□ retailer
□ wholesaler
□ architectural
□ engineer
□ realty
□ finance
□ government
□ manufacturing

Application for membership

Enctosed is a check for $360 
for a full year of membership in 
the Custom Home Plans Club. 
For this I am to receive immedi
ately a binder containing lOCX) 
home designs, plus a portfolio 
of 5 new designs each month 
for the next 12 months.

My membership also entitles 
me to a total of 12 sets of profes
sional working drawings and a 
list of building materials for Club 
homes of my choice. These sets 
of working drawings may be 
ordered in any combination t 
desire; 12 sets forl2 different 
homes, 4 sets for 3 different

homes, or any other way I prefer 
them. Beyond these 12 sets in
cluded in my membership fee, I 
will be able to buy additional 
sets at a 35% discount off pub
lished prices during my member
ship period.

If after receiving my first set of 
working drawings I am less than 
completely satisfied, I am en
titled to a refund in full - and no 
hassle - simply by returning the 
binder of 1,000 designs and 
the working drawings in good 
condition.

Make check payable to 
Custom Home Plans Club.

2320 KANSAS AVENUE/ P.O, BOX 299/TOPEKA, KANSAS 66601

Your Name

Firm

Address

ZipStateCity

DateSignature

HH-10/76



Dave Stone's new book on 
how to turn wavering prospects 

into confident homebuyets
Dave Stone. President of The Stone Institute. 
Inc., enjoys a national reputation as realtor, 
author, lecturer, salesman, sales trainer, sales 
manager and sales consultant to builders, devel
opers. realty and financial firms in the housing 
field.
His mastery of selling strategy, selling tactics and 
selling lines derives from perceptive insight on 
what really happens when salesman and prospect 
meet. In plain, simple language, Dave Stone 
describes the nature of these reflex reactions and 
how to cope with them successfully.

-V

S'.

'/

258 pages
71 2" X IW

As an outstanding professional in face-to-face selling. Dave Stone knows 
exactly what it takes to turn wavering prospects into confident buyers.
In his new book on HOW TO SELL NEW HOMES AND CONDOMINIUMS. 
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 to give you a clear picture of how 
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 or the other.

HOW TO SELL NEW HOMES AND CONDOMINIUMS is a basic book 
about people —i\\c 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 salesmans own attitudes, 
moods and expectations become part of his own selling problem.

With style and wit. Dave Stone describes the thinking, planning and undJ 
standing behind successful strategy, selling tactics and selling lines that mal 
the sale. I
HOW TO SELL NEW HOMES AND CONDOMINIUMS was written 
only to guide ambitious beginners, but aLso to update highly profession 
salesmen on the whole new set of problems involved in selling condominiun

Worth the price of the book itself is the chapter on Selling Against Competiti< 
which compares buyer advantages of each type of housing to the disadvantag 
of each other type of housing. It provides instant leverage in knowing exact 
how to approach almost anyone in the market for a new home or condominiui

That extra sale is all it takes to re-pav vour investment in Dave Stones new bcK 
on HOW TO SELL NEW HOMES AND CONDOMINIUMS over and ov 
again. Make Daves ideas work for you. Fill in the order form below.

n

SALES STRATEGY THAT WORKS SELLING AGAINST COMPETITION 
Buyer Advantages Buyer Disadvaniages 

New home vs Re-sale home 
Production home vs Custom home 

Custom home vs Production home 
Conventional home vs Mobile home 

Owning vs Renting 
Condominium vs Single-family 
Condominium vs Townhouse 

Single-family vs Condominium 
Townhouse vs Condominium 
Townhouse vs Single-family 

Low-rise vs High-rise 
High-rise vs Low-rise 

Small community vs Large community 
Large community vs Small community

SALES TACTICS THAT WORK

49 ways to help buyers with equity financing 
^4 ways to judge competitive location, design, 

construction quality & financial factors 
Sales strategy for scattered sites 
6 ways model homes can increase sales volume 
Logical sequence for visual aid.s 
Use of calendars, log books and lot-holds 
The worst place for flcxjr plans 
How to isolate .selection and material exhibits 
Typical Builder Control Manual for op>enings 
Traffic Report Form to detect marketing problems 
Subdivision Control System for materials

How to dissolve buyer tension
How to finesse the complainer
How to set deadlines for decision
How to handle impossible requests for change
How to handle options without losing control
How to reduce major problems to minor factors
How to ask the questions they want to answer
How to create a sense of urgency
How to relate floor plans to living requirements
How to set up return visits
6 knockout questions for openers
8 typical closing questions
95 sales slants for 46 common expression.s

PROFILE OF TODAY S HOMEBUYER

Send me
Dave Stones new book on

HOW TO SELL NEW HOMES AND CONDOMINIUMS 
Enclosed is check for $ 19.95 payable 
to House & Home Press.

How decisions are made: the balancing act 
Obstacles to decision-making 
6 things that worry homebuyers 
25 common objection.s and what they mean 
19 buying signals and how to read them 
Buyer options as competitive factors 
Buyer Profile Guide to closing action 
Buyers Household Inventory List 
Checklist for the buyers big move

20% DISCOUNT ON 10 OR MORE COPIES 
Mail this coupon with remittance to:

House & Home Press 
1221 Avenue of the Americas 
New York. N.Y. 10020 PROFILE OF THE SUCCESSFUL 

SALESMAN
The art of quick qualifying
How to control your effect on others
How to feature the buyers perceived values
9 elements of siting you should know
14 types of construction knowledge you need 
How to schedule the 6()()-minute salesday 
Daily Work Plan for effective selling
Sales Procedure Checkli.st
Flowline of .selling points for presentations
13 ways to enrich your prospect list
15 gcx)d thank-you gifts for buyers

Your Name.

Firm Name

Mailing Addres.s 

City__________ .Zip•State

HH-10/76
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A House&Horne seminar/workshop

mahlngapartmentsII I d;

arofltable
Chicago, October 18-19

Los Angeles, November 18-19
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maKin aDartment
profitable

A HausesiHane
SEMINAR/WORKSHOP

more
Apartment owners everywhere know that even 
though occupancies are higher than ever, profits are 
fast disappearing.
The answer seems simple: Cut maintenance costs, 
increase rents, or do both.
But owners who have tried this often find the cure 
worse than the disease. Increased rents and 
curtailed services can drive tenants away, making 
the profit picture even worse.

Apartments can be made more profitable—but onl^ 
through a carefully constructed program in which 
maintenance and marketing are linked tightly 
together.
This maintenance/marketing approach is a proven 
answer to the problem of low apartment profits.
It works. And you'll learn how it can work for you 
in this new House & Home seminar/workshop.

As a seminar, it tells you how to deal with the combined 
problems of cutting costs and improving marketing.

And as a workshop, it lets you apply what you've learned 
to a series of practical problems based on actual 
apartment projects.

120 H&H OCTOBER 1976



You’ll learn from a top 
nointenonce/morketing team.
!d Kelley and Bob Cagann are 
ipecialists in making apartments 
nore profitable. While each owns 
iis own management firm, the two 
requently team up to tackle 
Dfobtem projects—Cagann on 
naintenance and Kelley on 
narketing. The result; they can 
^ffer a double-barreled program 
xised on practical, dcwn-to-earfh 
principles drown from real 
ppartment case histories.

In staffing:
• How to screen, hire, train, organize 

and motivate the people who 
manage and market your project

In scheduling:
• How to phase improvements
• How to set maintenance 

standards—and sustain them
e How to set timetables for deferred 

maintenance
In supervising:
• How to set job-time requirements 

and work standards
• Getting more production out of 

maintenance men
• How to make an inspection 

system work

In morket research:
• How to analyze and understand 

your local rental market
• How to make your apartments 

competitive

In marketing:
• How to set up and follow a 

long-term marketing program
• How to restructure a rent roll 

in an existing project
• How to sell Q rent raise to 

your manager, tenants and the 
public

• How much rents can be raised— 
and how often

• What rental people should know 
about sales psychology

You’ll take home with you ..,
• A manual fo the ideas, formulas 

and tricks of the trade covered 
in the course

• Case studies that you'll work out 
under the instructors' guidance

• A new. definitive textbook covering 
every aspect of apartment 
management (see box below)

In addition to the workbook 
provided with this course, 
each attendee will receive a 
free copy of Ed Kelley's new 
120,000-word book. Practical 
Apartment Management, 
published in August 1976 by 
the Institute of Real Estate 
Management. The book’s 400 
pages cover every corv 
celvable aspect of apartment 
manogement. Complete with 
illustrations, tables and 
glossary, it is the most 
thorough and up-to-date 
book on management now 
available to the apartment 
industry.

This seminar/workshop 
will show you how to ...

control expenses 
^ reduce unnecessary costs 
^ improve cosh flow

■Specifically, you’ll learn ...
n budgeting:
‘ Key rules for setting maintenance 

budgets
How to analyze your project's 
budget performarce

In purchasing:
How to buy intelligently 
What to stock—and how much 
Ways to negotiate better prices 
How to establish payment 
schedules and taking discounts

EDWARD N. KELlf Y. CPM, CRE. is one of a small 
hand^l of management spedalists with 
proven track records in improving profits in 
established apartment complexes. Before 
starting his own company some years ago, he 
was chief administrator for upwards of &.000 
apartments over a IS-year period. He was 
vice-president of property management for 
Baird and Warner, one of the country's oldest 
and largest real estate firms, and later, he was 
senior vice-president of property operations 
for the Kassuba Developnwit corp. His 
textbooks on management are widely used 
in real estate training courses, and his newfy 
published book. Practical Ap^ment 
fytanagement, covers the subject more 
thoroughly than any to date.

ROBERT A. CAGANN. CPM, has been president 
of his own property-managerTrent, appraisal 
arxj investment-brokerage firm in the 
Chicago area since 1962. In recent years 
much of his work has been concentrated on 
turning around unprofitable apartment 
projects throughout the U.S. and Canada.
As an occrediTed exp^ on the ecorx>mics 
and feasibility of multifamily marvagement, 
he has testified before the U.S. Senate 
Housing and Urban Affairs subcommittee, 
state legislative committees, courts of low 
and planning boards. Mr. Cagann is an 
accomplish^ management instructor 
and author.

Semirxar Director: 
H. CLARKE WELLS 
Senior Editor 
House & Home

Chicago, October 18-19 
Los Angeles, November 18-19
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2 Days of Intensive Study in

lYIAKING APARimENIS IVIORE PROFITABU
Seminar/^orkshop 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.

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

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

rW
The full registration fee is payable in 
advance and includes the cost of all 
luncheons, workbooks, and meeting 
materials—$395.

Hours
Registration starts at 8:15 a.m.
Sessions are 9 a.m. to 5 p.m.
Hotel Reservations
While House & Home does not make 
individual reservations for seminar 
participants, we have arranged with the 
Marriott Hotels involved to hold a limited 
block of rooms for the use of attendees. 
You can reserve your room by phoning 
(800) 228-9290.

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 profes
sional skill. See Treasury regulation 1.162-5 
Coughlin vs. Commissioner 203F .2d 307.

House&Home
McGraw-Hill, tnc.
1221 Avenue of the Americas 
N.Y., N.Y. 10020

Gentleimen:
Please register me in the 
MAKING APARTMENTS 
MORE PROFITABLE seminar/ 
workshop checked below,

Additional registrations 
from my company:

NameName

TitleTitle

Company Name

TitleAddress
ZipStateCity

Phone

Signature□ Chicago, Oct. 18-19 
Marriott Hotel

□ Los Angeles, Nov, 18-19 
Marriott Hotel

□ Check payable to 
House & Home enclosed

□ Bill my company □ Bill me 10/:
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lODUCTS/KITCHENS

Custom/stock cabinetty 
gives the builder^ 
a luxury option
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Del Mar

Laker Maid

Until recently only two types of kitchen 
cabinetry were major factors in the market— 
basic stock and fully accessorized custom lines. 
Builders and remodelers who wanted to 
install luxury cabinets in their kitchens 
had to go through the long process of 
specifying expensive custom.

Now three manufacturers have changed all that. 
Quaker Maid, a division of Tappan, Del Mar, 
a division of Triangle Pacific, and Long 
Bell, a division of International Paper, offer 
the best of both worlds—custom/stock 
cabinetry. Custom accessories are available 
in stock delivery times and in a price range 
builders can afford. Three examples are 
shown here; for others see the next three pages.
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Long Bell
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PRODUCTS/KITCHEN b

Fully accessorized Long Bell
kitchen (abovel includes a
roll-out hostess cart, Also fea
tured; built-in metal bread
and flour drawers (Jeftl slide-
out chopping board (below
lefti and pull-out towel rack
(below I

Long Bell, Longview
Wash., was the pioneer in this
specialized field. Since the
firm's inception in 1963, all its
major lines have been available
with a wide range of conven
ience options. For many years,
Long Bell was the only supplier
of this type of cabinetry, circle

202 ON READER SERVICE CARD

MORE PRODUCTS
130 Interiors
132 Interiors
134 Coatings di adhesives
138 Coatings dJ. adhesives
146 Structural
148 Interior environment
150 Flooring
154 Flooring
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PRODUCTS/liM
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High-pressure plastic laminate in a three-dimen 
sional design, "Registered Cane" {above}, simu
lates the look and feel of octagonal woven cane
Two cane colorings are ofiered. The laminate
meet or exceed all N.E.M.A. standards, Nevamar
Exxon Chemical, Odenton, Md. circle 207 orf
RE ADER SERVICE CARD

Two hardboard paneling styles are combined
(above) to provide a Tudor effect in a family room. 
Brick design, "Woodhaven," is accented with 
moldings of simulated hand-hewn wood m the
"Lodgewood" pattern. Brick design can also be
used as a wainscot. Abitibi, Troy, Mich, circle

203 ON READER SERVICE CARD

Vinyl-surfaced g>'psimi paneling in a contem
porary striped pattern /right/is part of the Durasan 
series. The strength and durability of gypsum
wallboard is combined with the toughness and

maintenance of vinyl. Panels come in 8', 9'easy
and 10’ lengths. Gold Bond, National Gypsum,
Buffalo. CIRCLE 204 on reader service card

'Quo-Contemporar>' pattern wallcovering.Prepasted fabric-backed vinyl wallcovering 
{below) is a whimsical butterfly and flower pat-

Vadis" (above), is a design of chevrons and stripeijM 
Part of the "Vinyl Weave Volume 111" collectionl

from the "Children of All Ages" collection. the pattern is available in beige/white on mylatern
The line includes 100 selections of prints, stripes yellow, green, blue and brown colorways oior inand coordinates. Easy-to-maintain wallcoverings vinyl. 1. josephson, Hackensack, N.J. circle 203
are scrubbable. Stauffer, Westport, Conn, circle

ON reader service card
205 ON reader service card

Bold floral design wallcovering, "Iris" (below),
part of the "Rainbow Garden" collection, cornea 
in; purple and blue on ebony; blue and green or]
white; beige and olive on chamois; or yellow ana 

white. Katzenbach Warren, New YorUgreen on
City, circle 209 on reader service card

Vinyl wallcovering with a heavily embossed sur
face, "Candice" (below), is available in 10 colors 
including white. The middleweight, textured ma
terial is durable enough for commercial applica
tions. B.F. Goodrich, Akron, Ohio, circle 206 on 

reader service card
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Nord's Regency A carved entry door.

Why use a premium door 
on a factory-built home? 
The more quality, 
the easier the sale’.’
Bill Lewis, manager
Union Manulacturing & Supply Company 
Ft. Collins. Colorado

Bill Lewis manufactures 
of the quality he builds in.

‘The more quality you put in a home, the easier it is to sell," says Bill. And since the 
front door makes the first impression, Bill makes it count. ‘The entry is a big feature in our 
factory-built homes. That’s why we've used Nord doors for over 14 years."

Nord sets a quality tone with natural wood, fine 
craftsmanship and rich design. And to assure top 
performance, Nord uses only selected Western 
woods, specially dried in Nord’s own kilns.

"We’ve had very few call-backs. Availability is 
excellent. We like Nord doors so well that we use 
them on our least expensive homes as well as our 
most expensive."

For more information, write "doors" on your letter
head and mail it to E. A. Nord Company. Everett,
WA 98206.

$20,000 to $30,000 modular homes. And Nord doors are part
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Vinyl wallcovering, "Bali Batik" {above}, is an
ethnic design on a nonwoven fabric backing. The
pattern, offered in two earthtone colorways and

pastel, is pretrimmed, prepasted and scrubba-one
ble. Imperial, Cleveland, Ohio, circle 213 on

READER SERVICE CARD

Prefinished hardboard paneling, "Pecky Cypress
Design" (right}, features three-dimensional grain
ing and authentic distressing. Durable, easy-to-
install paneling simulates the look of natural
wood. Surface material can be cleaned with a
damp cloth. Masonite, Chicago, circle 214 on

READER service CARD

Fabric’backed vinyl wallcovering, ' I'm YourLaminated plastic, "Vertical Grade" (above}, 
gives any vertical surface a durable, easy-to-main- 
tain finish. The material, available in a wide range 
of woodgrains, patterns, solids, marbles, leathers 
and slates, is suitable for high-traffic areas. Wilson 
Art, Temple, Texas, circle 210 on reader ser
vice card

Daisy, Baby" (below}, is a pattern of florals over
a crosscd-lattice background. Part of the "50th
Anniversary Collection," wallcovering is also
used to cover panels in the cabinets. Columbus
Coated Fabrics, Columbus, Ohio, circle 215 on

reader service card

Wall paneling (above}, part of the "Pecan Real" 
series, features embossed surface splits and knot 
holes. The material, available in a range of wood- 
grain tones in standard sizes and thicknesses, is 
manufactured on lauan and fiberboard substrates. 
DG Shelter, Portland, Ore. circle 211 on reader 
SERVICE card

"Barnboard" (kft}, part of the "Magic olPrefinished plywood paneling,
(below}, simulates the look of old wood. The rus
tic-style paneling features 8"-wide planks and 
printed grooves. Surfacing material is available in 
six natural colors. U.S. Plywood, Stamford, Conn.

"Cloud Cover'
Mylar" collection, has an eye-catching effec
Paper-backed wallcovering, available in four eo

is pretrimmed, gravure-printed aiilorw’ays.
scrubbable. lames Seeman, Garden City ParlJ

circle 212 on reader service card N.Y. circle 216 on reader service card

Built-up base (belnwl facilitates ceramic mosa
floor and wall installations. Time-saving unit fc
tures a basic cove-base trim piece mounted witj
strips of ceramic mosaic field tiles from 4" to 1
high. U.S. Ceramic Tile, Canton, Ohio. circJ
21 ^ on reader service card

I
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Ds there 
n sheathing 
tthat combines 
nnsulation value
strength?
lYou bet there is. 
Ifrom Temple.
Temple insulation sheathing, for example,
^ives both insulation value and strength. It has 
30 much racking strength that the four national 
'model" building codes permit the elimination 
3f corner bracing when Intermediate, Nail 
Base, or 25/32" Temple sheathing is applied 
croperly. And the 25/32" thickness has an R 
/alue of 2.06.

Temple wood fiber insulation sheathing is 
he basic panel that combines strength with 
nsulating value greater than other structural 
sheathing materials. For more facts, see your 
Temple dealer, or write for our colorful 
Duilding products catalog.

an

TCMPU
INDUSTRIES

» DIBOLL, TEXAS 75941
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damage to wood. The clear, colorless 
treatment reduces water absorption 
rates and subsequent physical dis 
tortion and deterioration. Coverage 
is up to 600 sq. ft. per gallon. Cyclo, 
Palisades Park, N.|. circle 221 on

READER SERVICE CARD

i

9

High-strength adhesives, "SS-200" 
and "SS-400"fnghf/, are laboratory 
tested and field proven. "SS-200" 
bonds paneling, drywall or foam. 
"SS-400" decking adhesive bonds 
subfloors. Specialty Chemicals, Elk 
Grove Village, 111. circle 222 on 
READER service CARD

IS
5

I. .fit §
,-f:

"Hybond* 40"//e/t/is a non-flamma
ble, non-toxic water-based neoprene 
adhesive. Performance standards are 
similar to solvent-based substances. 
Material needs only contact pres
sure to form a lasting bond. Pierce 
Stevens, Buffalo, N.Y. circle 223
ON READER SERVICE CARD

Silicone construction sealant, "790" 
(left), is now available in 2-gal. bulk 
pails and I l-fl.-oz. plastic cartridges. 
New containers afford easy, safe 
handling for applicators working on 
scaffolds or platforms. Dow Com
ing, Midland, Mich, circle 224 on 
READER SERVICE CARD

Quar-a-poxy® II mortar (not pic
tured) is used to install high lug floor 
tiles without risk of the tile crack
ing. The modified epoxy and Port
land cement compound allows 
grouting the same day. H.B. Fuller, 
St. Paul, Minn, circle 225 on 
READER service CARD

Adhesives {above}, part of the WAL-LITE® line, include ceiling tile adhesive 
panel adhesive and contact cement. Wall panel adhesive is a waterproof, 
synthetic-rubber-based material formulated for applying hardboard and tile- 
board. U.S. Gypsum, Chicago, 111. circle 226 on reader service card

Wateiproofing kit, "Duro E-Pox-E" (above), seals leaks in basements, swim
ming pools, brick, block and masonry. The epoxy formulation dries to an 
iron-like bond that will withstand extreme water pressure without seepage. 
Woodhill Chemical, Cleveland, Ohio, circle 220 on reader service card
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variety Show
Electric

Staple Tackers

No one in the indust^ can offer nails... flush or countersunk... colored 
you a larger selection of nailing and sta- heads to match almost any surface, 
pling tools, finer quality, or better service Stapling tools drive a large selec-
than Duo-Fast tion of staple lengths up to 2'/2"...from

Nailing tools drive smooth, ring and shingle staples to narrow-CTOwn colored 
screw-shanknailsupto3}4"...galvanized, paneling staples...with a wide choice of 
aluminum, and hard nails... diamond, points and coatings, 
blunt, and needle points, 
most with the exclusive 
Duo-Fast coating.

Brad and finish nailing 
tools drive Vi” through 2"

..mmnm Call your Duo-Fast man.
mmJmHe’ll show you the variety

that can save you time 
and money... and give you 

the service you want.
Duo-Fast Corporation 

3702 River Road 
Franklin Park, Illinois 60131

We stand behind our products.
\
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Andersen Perma-Shield*proves

EVEN THE RICH 
CANT AFFORD 
POOR WINDOWS

The Oak Brook Club provides lavish, 
spacious condominium living in one of 
Chicago's finest suburbs.

Each unit is designed exclusively 
for upper income buyers no longer wanting 
the bother of maintaining a large home.

That's why snug-fitting Andersen® 
Perma-Shield® Windows and Gliding Doors 
were specified.

They're designed for long lasting 
beauty, low maintenance and to save on 
owner heating bills.

Because they're made of wood, one 
of nature's best insulators. And sheathed 
in rigid vinyl that doesn't rust, pit or 
corrode. Doesn’t chip, peel or blister.

Double-pane insulating glass offers 
a major part of the fuel-saving benefits of 
single-glazing with storm windows. And 
only half the glass cleaning chores.

Perma-Shield Windows and Gliding 
Doors are also two times more weathertight 
than industry air-infiltration standards. 
To help seal out drafts and dust, help save 
on heating and cooling costs.

And their solid, easy operation and 
secure locking connote the feeling of Oak 
Brook Club luxury and security.

Perma-Shield Windows and Gliding 
Doors can do the same for your next 
building.

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

The beautiful way to save fuel.

Antlersen Wndowalls H
* ANDERSEN CORPORATION * " BAYPORT. MINNESOTA 55003

The Oak Brook Club, Oak Brook, 111. 
Developer: American Growth Development 
Corporation, Oak Brook, III.
Architect: Leitch/Kiyotoki/Bell & Assoc., 
Newport Beach, Calif.

IO Ca** Bevwirt Mm 'trh
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Silicone Gasket" in a tube (leiCaulking compounds (left), part of 
the "Fastener" line, are for interior f _ . i 

applications. The three

repairs cut gaskets. The 100% sil 
substance will form gaskets il 

thick. Material will nM
cone
to Vs'
shrink, contract or relax with aM 
and resists oil, grease and wattJ 
Devcon, Danvers, Mass, circle iM

or extenor 
caulks featured are an acrylic latex 
caulk, a butyl rubber caulk and an iF . 
oil-base easy-caulk. Comech, Min- ^^ 
neapolis, Minn, circle 227 on ' '

ON READER SERVICE CARDREADER SERVICE CARD

Waterborne varnish, "Aquathane" 
(below), maintains the natural fin
ish of wood and dries to a clear satin 
finish. Non-flammable, odorless 
coating may be re-applied in less 
than four hours. Foy-Iohnston, Cin
cinnati, Ohio. CIRCLE 
READER SERVICE CARD

Vinyl resin-based adhesive, "Mar 
flex 431A" (not pictured), can 1 
used with a wide range of buildii 
materials. Applied by spray 
rollers, substance resists heat ar 
moisture. Manufacturers Chemici 
Camden, N.J. circle 232 on readi

SERVICE CARD
228 ON

Easy to use
I

"Liquid Roof Repair" (above) mi 
be applied under extreme weath 
conditions. The material, rccor 
mended for leaks in chimneys, flas^ 
mgs and roofing shingles, sets to 
resilient waterproof seal. Macc 
Ghdden, Wickliffe, Ohio. ciRt'i 
234 ON READER SERVICE CARD

Cements and primers for plastic 
pipe (above) meet the standards of 
the National Sanitation Foundation. 
Line includes PVC clear cement, 
PVC gray cement, CPVC cement, 
ABS cement and styrene cement. 
Hercules, New York City, circle 
233 ON READER SERVICE CARD

±. natural
finishasL dust-free • Noo-fiammabI®dryino

"Sta-Lok Pipe Joint Sealant" with 
Teflon (right) provides an instant 
seal and hardens to insoluble within 
24 hours, The material won't tear or 
shred. Joints cannot be loosened by 
vibration. Broadview, Broadview, 
111. CIRCLE 235 ON READER SERVICE 
CARD

Protective coating, "Rust Buster" 
(below), covers rust and stops corro
sion. The material leaves a self
priming, lead-free fimsh that resists 
moisture and fumes. Coating comes 
in white, black, red and gray, Valley 
Research, Hewlett, N.Y. circle 275
ON READER SERVICE CARD

RUST BUSTER

PnMiNG on MIXING

NACOR 222
REPMR IMTtSUl-

•w npluR

High-strength adhesive, "Super 
Drop" (above), achieves a strong 
bond between non-porous surfaces 
such as rubber, metals, plastics and 
glass. Colorless material has a ten
sile strength of up to 5,000 lbs and 
cures rapidly. Omsteen Chemicals, 
Seabrook, N.H. circle 230 on

READER SERVICE CARD

Patching compound for asphalt and 
concrete pavements (above) does 
not require priming, mixing or heat
ing. The substance, available in 5- 
gal. pails and 55-gal. drums, secs by 
compression and can be applied 
under any weather conditions. Na
tional Asphalt, Cleveland, Ohio. 
CIRCLE 229 ON READER SERVICE CARD
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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 
Wbod Products, Western Division 
P.O. Box 5414, Spokane, WA 99205 
(509)4554280
CIRCLE 139 ON READER SERVICE CARD
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U^e deliver! Yliat u/aw ive keep oar 
premises and doors from being broken.

And, because a load is carefully packed by 
our own people, the chances of damage 
are kept to a minimum.
It's this extra concern for quality that’s made 
Raynor a brand you can depend on for residen
tial. commercial and industrial doors made of 
wood, aluminum, fiberglass or steel.

Call us for more specifics. 
815/288-1431. Or write Raynor 
Manufacturing Company, Dept. HH, 
Dixon, IL 61021. for the name of 
the Raynor factory-trained 
distributor/installer near you.

Raynor knows how important 
timing and coordination are 
on any construction project. 
That's why we’re as concerned 
with delivering our product as 
we are with building it. We have 
our own fleet on the road alt the 

time on regular pre-scheduled runs. Our 
distributors and customers know that 
when we’re headed them way they 
can depend on us being there on time.
It’s the shortest distance between our 
shipping dock and customer satisfaction 
, . . one haul delivery.

RAYNOR
Raynor Manufacturing Company, Dixon, Illinois 61021

TM
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Enter Eligibility: Any house or apartment building in the United States or its possessions 
built since January 1,1974 and designed by a registered architect is eligible.
Entries may be submitted by any architect, builder, developer or owner

Entry categories: Custom-designed houses—one-of-a-kind detached houses, 
designed for private clients including year-round and vacation houses and 
remodelings and additions.

Merchant-built houses—single-family detached houses for sale or rent 
including vacation and year-round, promotional and zero-lot-line houses and 
remodelings.

Multifamily housing—apartment buildings; Attached housing such as 
townhouses, duplexes, triplexes and fourplexes. Multi-building projects including 
PUDs and sections of PUDs.

Remodelings must take in the whole structure. Custom additions to a detached house must be tied 
into original design of house. No single room or single apartment remodelings are admissible. 
Redecorations are not admissible. Changes must be structural. Photos of both before and after 
construction will be required forjudging. All categories include modular housing.

Registration; Fee, $40 per entry. Deadiine: registration forms postmarked by 
midnight, October 30, 1976.
Submission of material: A spiral binder—color coded to project category—will be 
sent to each registered entrant in December, 1976. This should be filled with sufficient 
black and white photographs and plans to illustrate the design. Detailed instructions 
will be included in the binders. Deadline: submissions postmarked by February 5, 1977.
Judging: Will be held on March 15 & 16,1977 at the American Institute of Architects 
headquarters in Washington, D.C, The panel will consist of outstanding architects, 
housing industry leaders and editors of Architectural Record and House & Home. 
There are two types of awards: First Honor Awards and Awards of Merit'.
Winners: Will be notified immediately after judging. Award certificates will be 
presented and photos of winning projects will be displayed during the 109th annual 
convention of the American Institute of Architects, June 5-6, 1977 in San Diego,
Ca. Winners will be expected to prepare and ship to the AlA convention—at 
their own expense—a project display board representing the winning entry. 
Instructions for these will be forwarded to winners, Winning binders and display 
boards will not be returned.

Conditions: Entries must be approved by all parties concerned. The Entrant 
represents that he is the sole proprietor of all rights in and to the material, 
illustrations and photographs submitted: that such items are free from copyright 
restrictions that would prohibit publication by House & Home; that Entrant hereby 
grants to House & Home the right to publish such material, illustrations and 
photographs at such times and in such manner as House & Home shall determine, 
and agrees to indemnify and defend House & Home from any claims arising out of 
or in connection with any such publication by House & Home. The Identification 
sheet [white] must be signed to validate your entry.

the
1977

HOMES
FOR

BETTER
LIVING

AWARDS
^OGRAM

now!
Sponsored by 

The American Institute 
of Architects 

and the editors of 
ouse & Home Magazine

I wish to submit a project in the 1977 HOMES FOR BETTER LIVING AWARDS 
PROGRAM, Enclosed is $40 per entry in check or money order made payable to 
HOMES FOR BETTER LIVING. I have used a separate form [or photocopy] for each 
entry. Please send me my entry material for the following category.
Custom-designed house □REGISTRATION FORM Merchant-built house □ Multifamily housing □

Mail to: Dapt. HFBL. House & 
Home, McGraw-Hill, 41st floor, 
1221 Avenue of the Americas, 
New York, N.Y. 10020 by mid
night. October 30,1976.

Architect name

Street, city, state, zip

All winning entries will be 
published in House & Home.

Proieci name & location

iNane of one person to whom correspondence should be addressed) (Phone;Entry submitted by

Company and address

10/76Developer □ Owner □Architect □Check appropriate company category|ies] Builder □



(left! eliminattTMInsta ChimneyFireplace chimney device, Wind- 
(leftf, prevents down- the need for costly masonry worl

TMlammer Made of specially formulated fibe 
glass resin, the unit has the look an 
feel of brick and stone. Lighrwcigli

drafting due to wind action. Easy-to- 
install unit, which fits standard

is of cono13"xl3" chimney liners, product requires no special wall ' 
roof construction. Castle Rocaluminum. Device ission-resistant

wind-operated and also functions as Winsted, Conn, circle 249 oa rain cap. Dover, Louisville, Ky.
READER SERVICE CARD

CIRCLE 245 ON READER SERVICE CARD

Building block molds (belowj ar
made of durable reinforced fib
glass. The line includes screen, ed
ing, block, coping and paving sioi
molds. Blocks can be colored by ad

cement tints to mix. Decoimg
West Caldwell, N.J. circle 250 o
READER SERVICE CARD

sides of thebothTruss-fabricating system, Floor Klincher* (above), secures 
truss at once. Time-saving system eliminates turning trusses over and pre
nailing, Unit produces up to 30-ft. spans that can be from 12 to 24 in. in 
depth. Panel Clip, Farmington, Mich, circle 246 on reader service card ^

Hinged connector plate (left), use
truss construction, is made of 2(1m

gauge steel. The device is suitah
where a fold-down top chord is nc
essary. The product, designed fcl
manufactured housing, allows tfi
transport of trusses over highwaJ
with height limitations. Alpin
Pompano Beach, Fla. circle 251 o
reader service card

Double carport (above) eliminates center support posts and permits eas 
access to the garage. The unit consists of roof, fascia, I-Beam, support co 
umns and hardware. The roof features aluminum panels with a baked-o 
enamel finish. Alcan, Wanen, Ohio, circle 252 on reader service card

Foundation insulation, ‘ 'Styrofoam TG" (above), fully insulates a basement. 
The substance has the strength and moisture resistance to perform over the 
life of the house even though partially buried in the ground. Dow Chemical, 
Midland, Mich, circle 248 on reader service card
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One of the best reasons for the services you might need in
lou to add Frigidaire appliances connection with purchase, delivery
1) your kitchens? It's the man who installation and service according
lells them: your independent to your individual needs. It’s easier,
rigtdaire Builder Supplier. less expensive and less time con-

You’ll be dealing with an suming for him to make any last
Idependent businessman like minute changes you might require.
burself, who lives and works in And he’ll save you time, thanks
lour own community. He owes his to a large showroom that gives
fcyalty and his success to pleasing your customers easy accessibility
bu and serving your interests to choose optional products and
letter. What's more, he's extremely 
■lowledgeable about your

features that help them customize Frigidaire. 300 Taylor St,.
Dayton, Ohio 45442their kitchens. What’s more, his in-
Attn: Housing Industry Salesusiness, because it’s his business 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.

) serve you more than just 
ppliances.

Many Frigidaire Builder 
uppliers carry complementary 
roduct lines associated with new 
onstruction such as lumber, 
lillwork, plumbing and electrical 
upplies, supplementary appli- 
nces, kitchen cabinets and 
ountertops.

In addition, your Frigidaire 
uilder Supplier can perform all

Q I 'm interested in becoming a Frigidaire Buitd^upplier 
advise me of available territories and necessary qualifications.

Q Please have a Frigidaire Builder Supplier contact

ease

me.

Name

Firm Name

Address

City State Zip

^ Telephone

WiM FHgIdaire. A Heritage of Qualft^ Since 1918.
UOL I2}
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NELCO® compact wall heat 
(above} extends only Vs" from tli 
wall surface. Unit, available in foi 
interchangeable wattages, features 
5"xl5" grille. The heater fits t« 
tween studs on 16" centers. Squai 
D, Lexington, Ky. circle 258 o
READER SERVICE CARD

Thermostat setback device, The 
motimer™ (left), is a fuel-savin 
unit. It resets the thermostat foi 
times in a 24-hour period. Easy-t( 
install unit fits any round-type the 
mostat. Thermotrol, Madiso 
Heights, Mich, circle 259 o
READER SERVICE CARD

Gas furnace, "Flexaire II" (below 
features direct-spark ignition ar 
quiet operation. Unit is fully insi 
lated for thermal efficiency and ii 
eludes insulation in the blower con 
panment to suppress operatir 
sounds. Fedders, Edison, N.J. circi 
260 ON READER SERVICE CARD

Roof exhaust fan (above) combines 
efficient operation with contem
porary design. Unit, available in 
round, square or vane styles, fea
tures aluminum housing, overlap
ping wheel orifices and bird screen
ing. Power Line, New Britain, Coim. 
CIRCLE 257 ON READER SERVICE CARD

Residential condensing unit (below) 
is part of a line of high-efficiency 
models. The series ranges from IVi- 
to 5-ton units with Energy Effi
ciency Ratios of 8.0 to 8.4. Ratings 
are certified by ARI, Singer, Car
teret, N.J. CIRCLE 254 ON READER 
SERVICE CARD

Blower coil, "CBH" (above), fea
tures a wide range of installation 
possibilities where space is a prob
lem. Unit can be furred in the ceil
ing, suspended on a wall or tucked 
away in an attic or closet. Lennox, 
Marshalltown, Iowa, circle 253 on

READER SERVICE CARD

.V
•I

[■A

Residential air conditioner (above), 
part of the "Sunline II" series, pro
vides year-round comfort. Electric 
air conditioning is coupled with nat
ural gas-fired heat. Spark-ignition 
pilot light eliminates gas waste. 
York, York, Pa. circle 255 on 
reader service card

S'

I?

"No. 571 Zone Valve" (left) controls 
temperature in zone heating where 
hydronic systems are used. Unit 
comes with Vi", 1" and 1*4" 
bronze bodies with sweat connec
tions. Taco, Cranston, R.I. circle

256 ON READER SERVICE CARD
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Multi-level plush nylon carpet, "Ca
lypso Isle" (right), features a six-
color abstract design. Offered in 13
colorations, the carpet retails for
about S9.95 a sq. yd. Alexander
Smith, Amsterdam, N.Y. circle 240
ON READER SERVICE CARD

Deep broHH "Espresso” ceramic tile
(right) comes in crystalline and
matte glazed finishes. Tiles are
available in a wide range of shapes
and in pre-grouted sheets. American
Olean, Lansdale, Pa. circle 241 on

READER SERVICE CARD

Prefinished oak flooring, "Colony
Plank" (belowl, comes packaged for
easy installation. An assortment of
3"-, 4"- and 6"-wide planks are boxed
to provide 26 sq. ft. of floor. Mem
phis Hardwood, Memphis, Term.
CIRCLE 242 ON READER SERVICE CARD

Sculptured cut-and-loop carpet, "Country Brook," is 100% autoclave heat- 
nylon. The random leafy pattern is achieved through the "Versatone" 

resist dying process. Offered in 14 colors, the carpet retails for about $ 10.95 
a sq. yd. Salem, Winston-Salem, N.C. circle 244 on reader service card

Geometric-pattern carpet, "High 
Authority" (left), can be bold or sub
tle depending on the coloration. The 
dense cut-pile fabric of Anso* nylon 
staple yam is designed for heavy- 
traffic areas. Karastan, New York 
City. CIRCLE 243 on reader service 
CARD

set

Kirsch Accentware
A finishing touch that can make the ditterence.

TM

Show them you care about quality—right down to the last detail. 
And do it with style, too. Use Kirsch Accentware in every room. Switch 

plates, drawer pulls, towel bars, dual-channel shower rods ... in 
brass, chrome or antique white finishes. You can complete the 

custom look with matching counter-top bath accessories.
For beautiful rooms and added sales, specify Kirsch Accentware. For 

details, write Kirsch Company, Dept. BW-376, Sturgis, Michigan 49091.
TM Kirsch Company

X-
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M^ntto
geta

in your net profits?
Over300National Homes 

builders are doing it 
now with Challenger.

■ ■ 1 I ■__ 1 1__1
NATIONAL HOMES MANUFACTURING COMPANY ) I P.O. Box 680 Lafayette, Indiana 47902 

HOME'S j Attn: Marketing Division
THC OKOWTH SHEITII COMPANY

Gentlemen: Sounds good. Tell me all there is to know about the 
fast-selling Challenger Series of Homes.

fdAME.

COMPANY.

ADDRESS.

CITY. STATE ■ZIP,

PHONE I have developed lots available.

IChallenger. It's the wet-core series (ranches, bi-levels, tri-levels) that gives you more 
on-site cost control than you ever thought possible. Core engineering and low cost 
build-out can boost your profits as much as 30%.

It’s not a pipe dream-National Homes builders across America are reporting net profit 
increases of 20%, 25% and more on every Challenger Home they build. The package 
includes a totally finished bath and mechanical core, pre-finished kitchen cabinets, 4 
exterior walls with factory-applied coverages, pre-finished fascias, gutters, soffits. Much 
more. You can build Challenger in 30 days or less, with a 5 or 6 man crew.

Make Challenger a big part of your plans for bigger profits. Mail the coupon, or faster 
yet, call (317) 447-3232. We've got all the facts and figures.

CIRCLE 151 ON REARER SERVICE CARD
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THE NEW
KITCHENAID DISHWASHER 

HAS BEEN DESIGNED ID MAKE
IT EASIERTO SELLYDUR 

QUALITY HOMES.

New Sound 
Absorbing 
Insulation

all around for 
quiet operation

New Multi- 
Level Wash
provides better 
cleaning at no 
sacrifice in rack 
space-

I

Most Energy 
Efficient 

Dishwasher
we’ve ever 

built. Uses less 
hot water. Less 

electricity. 
Energy Saver 

button provides 
heatless drying 

to cut power 
consumption 

even more.

Exclusive
Tridura*
Porcelain-On-
Steel
won’t scratch, 
stain or fade.

New Soft Waste 
Disposer
grinds soft food into 
tiny particles that 
wash away easily.

New 
Self-Cleaning 

Stainless Steel 
Filter

prevents recir
culation of food 

soil. Special 
Jet Spray 

cleans filter 
I automatically.

New/AHP
Motor
with 5-year
limited
warranty.



m
t

New Load-As-You-Like Washing. KitchenAid 
introduces a new, completely revamped washing 
system which makes loading easier and cleaning 
better. Top rack adjusts to 16 different positions to 
make room for big things in both racks.

Multi-Level Wash. Wash arms above 
and below both racks scrub dishes from 
every angle—up, down and all around. 
Permits loading pots and pans on both 
racks at the same time. Soft Waste 
Disposer and Self-Cleaning Filter 
eliminate the need for pre-rinsing.

Soak’n ScrubT'the pot cleaning cycle. First, it 
soaks pots and then scrubs the loosened food 
away with powerful streams of water, and filters it 
out of the wash system. Gets dirty pots, pans, and 
casseroles really clean.

soil

Built-In Soft Waste 
Disposer grinds soft 
foods into tiny particles 
that wash away easily. 
New self-cleaning 
stainless steel filter 
system prevents recir
culation of food soil.
A special Jet Spray 
cleans the filter 
automatically.

KitchenAid makes America’s best- 
liked dishwasher even better.
Loading a KitchenAid has never been 
easier, and cleaning with a KitchenAid 
dishwasher has never been better.
And when you can say that about the 
dishwasher that people who own 
dishwashers already say is the best, 
you’re saying a lot. See your KitchenAid 
distributor, or write KitchenAid 
Division, Department 6DS-10, Hobart 
Corporation, Troy, Ohio 45374.

lulling a prospective home buyer could want in 
shwasher nas been designed into the new

Eve 
adis
KitchenAid Load-As-You-Like built-in. Include it in 
your plans to make your homes easier to sell.

KitchenAid
People soy it’s the best.
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Bold multi-hued ceramic nies ua
ported from Italy (left) come in thrceB
designs. The 10"xl0" tiles can hm
grouped in fours to create dramati

Classified Advertising patterns. Quality Marble, North!
Hollywood, Calif, circle 236 on

The market-place for the housing and light construction industry READER SERVICE CARD

Striking plaid level-loop carpet,
BOOKS "Ferguson" (below), is part of theSELLING OPPORTUNITIES 

AVAILABLE "Print Parade" collection. Tufted t)f
Allied Chemical Anso® nylon, thJ
carpet comes in four colorways.How to Install a Central Cleaning 

System in Your Home
Experienced Manufactured Home
Salesmen needed for Maryland, 
Delaware and Pennsylvania. SW- 
2878, House and Home,

EikB Carpet Mills, Dalton, Ga.
Vac's rtcw free booklel is off ff>e 

press It provides all you need to know 
. about installation and maintenance o1 
JT*" a Central Vacuum Cleaning System 
C This tree lully illustrated Booklet is 

complete with drawings and photo
graphs Wal Vac,Inc ?85l Buchanan 
5 W Grand Rapids. Michigan 49508

CIRCLE 237 ON READER SERVICE CARD

BOOKS

6 Plans Books for you, over 1400 
Plans on Homes, Duplexes, Apart
ments. 4 Books on homes: 290 
Home Plans for Sloping and View 
Sites; 160 Plans for Hillside 
Homes: 250 New Non-Basement 1 
& 2 story Homes and Vacation, 
Homes: 350 Custom Trend Homes. 
Order all 4 Home Plan Books, 
group #250. $6. Also a book of 164 
plans for Duplexes, and a book of 
210 Apartment plans for 3 to 33 
unit buildings. Order both as group 
#251, $6. Or. order all six books, 

group #252, $11. L. M. Bniinier & 
Associates. 1304 SW Bertha Blvd., 
Portland. OR 97219.

TO A!^SWER BOX M MBER ADS. 
Addre.-is separate envelopes [smaller 
than WX 5"^ for each replc to:

Box Sumher {.4.v indicated) 
Classified Advertising Department
House & Home
Post Office Box m. ,V Y !()0:0

Classified Advertising oepanment

ORDER FORM
(NON-DISPLAY)

HOUSE & HOME
P.O.Box 900, New York, N.Y 10020

4X2XRate Per Line 
or Fraction: $5.35$5.75

NAME

ADDRESS

CITY & STATE Number of Insertions

□ Use Box No. (or)
□ Use My Name and Address

□ Bill Me (or)
□ Check Enclosed

Signature

154 H&di OCTOBER 1976



^e^nson 

Built-in Foodmatic
the one appliance that does the work of dozens, 

does it better and in less space. It mixes, blends, slices, 
shreds, grinds meat, grates, sharpens knives, grinds coffee, 
juices oranges, crushes ice, makes ice cream... it even cooks!

•••

Foodmatic... built-in power module has 1/3 hp motor, 
solid state controls, automatic timer. Closes flush with 
counter when not in use. Contoured trays provide "a place 
for everything and everything in its place"

For more information on RONSON FOODMATIC send coupon to

nRONSON 
One Ronson Road 
Ogletown Delaware 19702

Name—

Address

.Zip..State.City.

RONSON^W/1Q-76

Cl 976 Ronson Corporation, USA
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THE BLUE BOOK OF MAJUH nw IVI^wwi

RED f

ANNOUNCES book ili

OF aAn all-new Housing Industry Research Report

hoos/ng

Manu.^CTURCHS

THE RED BOOK OF HOUSING MANUFACTURERS
A major research report 
on industrialized housing 
based upon hundreds 
of detailed 
individual reports

Over 250 P. 
Size: 8V2" X 
Tax-Deduc

A NEW APPROACH . . .
The RED BOOK identifies FIVE different types 
of housing producers The Industrialized Housing Industry is big, complex, and hidden, 

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—like those who produce mobile homes or pre 
fab houses are easily identified. Others like homebuilders wh< 
manufacture their own components, require a marketer of buildinc 
products to be constantly looking for new information. Industrial 
ized housing is too big and too complex to be surveyed with < 
quick glance. THE RED BOOK OF HOUSING MANUFACTURER; 
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.

—Pre-fab Home Manufacturers 
—Modular Home Manufacturers 
—Mobile Home Manufacturers 
—Manufacturers of Building 

Components and Systems 
—Production Home Builders 

who produce industrialized 
building components for their 
own use. HERE IN ONE BIG PACKAGE IS THE MARKETING INTELLIGENCI 

YOU NEED TO MAKE THE MOST OF THE EXPECTED UP-TRENi 
IN HOUSING ... It will help you recover lost ground in the month 
ahead.

SORTS OUT THE CONFUSION . . .
which has plagued marketers and researchers as they try to assess 
the trends in industrialized housing.

GET THE FACTS YOU NEED . . .
to service this big. complex and HIDDEN segment of the housing 
industry.

The RED BOOK details WHO they are WHERE they are . . , 
WHAT they produce . . . HOW they sell . . . and WHERE they 
ship . . . The information includes details on single family units, 
townhouses, multifamily units, mobile homes, and commercial/in
dustrial buildings.
Data is given for all of the important markets across the country.

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 housinc 
industry.

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

CIRCLE 156 ON READER SERVICE CARD

ORDER FORM Phone:(301)261-6363CMR Associates, Inc.
1559 ETON WAY • CROFTON, MD. 21114

A TAX-DEOUCTiBLE BUSINESS EXPENSE

VITCf SHIP 1976 
rr-O: RED BOOK Please Check One:

□ Builder
□ Manufacturer
□ Ad Agency/Cor
□ Finance
□ Library
□ Bid Matrls Sale 

Distributors
□ Architects
□ Subcontractor
□ Realty
□ Ind/Commercia 
n Government
□ Other - - - - - - -

Enclosed is my check (or money order)
for $____ payable to CMR Associates,
inc. Book(s) to be shipped prepaid with 
guarantee of full satisfaction or 15-day 
full refund privilege on return of RED 
BOOK.

NAME-

TITLE-

FIRM
[~~| Payment enclosed to save 

postage & shipping charge

[~~1 Bill me
ADDRESS.

$94.50

RED BOOK PRICE
STATE-

HH-10/76





The All-New 
1977Calendar 
of Historic 
Architectural Events
The 1977 Architectural Calendar is better than ever! It is all new- 
365 more historic events in architectural history and 13‘more 
stunning architectural photographs by award-winning architect 
photographer G. E. Kidder Smith, FAIA. And, for the first timd 
this year’s calendar is designed to be used as a write-in desj 
calendar as well as a wall calendar! They said it couldn't be done! 
but the 1977 Architectural Calendar continues its daily comi 
memoration of memorable architectural events . , . famous firstJ 
in architecture and engineering . . . births and deaths of thJ 
world’s greatest architects and engineers . . . significant, amusl 
ing and little-known facts that inform and surprise even the mosl 
knowledgeable... 1
• The day Thomas Jefferson insured Monticello—for $6300 I
• The day the deed was drawn for Palladio’s Villa Rotonda I
• The day the competition to design the White House I

was announced I• The day the G.l. Housing Bill was passed I
• The day Andrew Jackson’s Hermitage burned I
• The day the Glessners moved into H. H. Richardson's I

Glessner House I• The day that the cornerstone was laid at Blenheim Palace I
• The day that George Washington’s Mount Vernon home I

was bought I
. . . these and hundreds of other bits of history make the 1971 
Architectural Calendar a valuable source of architectural knowll 
edge and atrue collector's item. I
Illustrated with 13 beautiful, full-color photographs illustratinj 
the architectural heritage of the United States, this calendar wil 
make a handsome and decorative addition to your home or officej 
and would make a much-appreciated (and inexpensive) gift. Thl 
strikingly designed calendar is printed on luxurious enamel stocj 
in an oversized, 9x12"'format. Only a limited number of calendar] 
are being printed this year, so in order to avoid disappointmeni 
order today! Send your payment for $5.00 to Architectural RecorJ 
Books, 1221 Avenue of the Americas. 41st Floor, New York, N.vj 
10020, or use the handy order blank below.

Architectural Record Books 
1221 Avenue of the Americas. 41st FI.
New York, New York 10020

Please send me______
Calendar (a $5.00 each.

Name_________________ _

Address_______________

copies of The 1977 Architectun

City,

State

Payment must accompany your order
Zip,
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Here's up-to-date information on building materials and how
HConaete masonry walls have 
energy-saving properties than wails 
H)f wood, metal or glass. So says a 
■study published by a manufacturer's 
association. Based on analyses made 
■with a National Bureau of Standards

to use them
ingResearch Council, decay-and in* bracing are covered; lateral bracing chure. The 12-page publication 
sect-resistant treated wood should specified as part of wood truss de- summarizes a survey that compared
be used: sign; temporary bracing during truss life-cycle costs of wood and steel

election; and permanent bracing, joists in 24 multifamily projects, 
with concrete, gravel or soil, as in designed to work together with Analyzed were total floor-con-
the case of sill plates attached to a other structural parts of the build- struction costs, floor-related repair

ing. Tentative recommendations for costs prior to applying ceiling 
on-site handling and erection of drywall and floor-telated mainte- 
wood trusses are included in an ap
pendix. The guide is available for 
S1.50 from the Truss Plate Institute,
7100 Baltimore Ave., College Park,
Md. 20740.

more

• when wood is placed in contact

:omputer program, the study found foundation, 
chat the heavier (40 lbs per sq. ft.) 
concrete masonry wall is a more ef- 
ective barrier to outside tempera- 
cure and maintains internal temper- 
iture more evenly than the lifter 
7-12 lbs per sq. ft.) wood or metal 
vail. This means a unit constructed 
)f concrete masonry saves energy— 
md money—two ways: It lequiies a 
jmaller heating/cooling unit (lower 
irst-time costs) and needs less

• for framing that may be subject 
to high humidity or wetting by rain 
or dripping water.

• when joists and subfloor

after
occupancy. The results, say the bro
chure, showed average savings of 
$140 a unit in

nance costs building

mem
bers are less than 18" above the soil 
in crawl-space construction.

• when wood is placed at or below 
grade, such as an exterior basement 
door.

construction costs 
when steel rather than wood joists 
were used and savings of $17 a year 
per unit subsequently. Detailed in
formation about the survey's find
ings is included in the publication, 
as well as an explanation of how to 
evaluate possible savings achieved 
by using steel joists in a typical gar
den apartment 'project. U.S. Steel, 
Pittsburgh, Pa. circle 301 ON 
READER SERVICE CARD

Wood-framing manual describes 
connnecting and strengthening de
vices designed to augment or replace 
conventional framing methtxis and 
materials. The devices can be used 
in foundation and floor-level fram
ing (e.g. sill plate anchors used in
stead of foundation btjlts); wall 
neciions; roof anchorage and 
struction; and miscellaneous appli
cations (dips used instead of back
up studs in drywall construction, for 
instance). The eight-page booklet 
illustrated with sketches of 
struction details. TECO, Washing
ton, D.C. CIRCLE 300 ON 
SERVICE CARD

Seven common preservatives and 
their properties—odor, color, paint- 

■rgy to maintain comfort (lower ability—are compared in chart form
ttility bills). Other issues discussed:
^hethcr adding insulation

en-

and recommended preserv'ative
treatments are listed.

Fire-retardant treatments for 
wood are also discussed.

To read more about treated wood 
and its uses, order the booklet from 
the Small Homes Council-Building 
Research Council, University of Illi
nois at Urbana-Champaign, 1 East 
St. Mary's Rd., Champaign, 111. 
61820. Cost: 25^.

to ma-

tonry walls is cost effective and 
fhat effect windows have con-

on energy 
;on.sumption. A copy of the publica- 
:ion is available for 50< from the Na- 
ional Concrete Masonry Assn., 
^O. Box 135, McLean, Va. 22101.

con-

Re-siding guide for home-improve
ment and remodeling contractors 
features step-by-step instructions. 
Twenty-two photographs show how 
to apply hardboard siding over exist
ing siding or masonry exteriors. Also 
included are an illustrated section 
on estimating material require
ments and a work sheet. Masonite, 
Peoria, 111. CIRCLE 302 on 
SERVICE CARD

is
con-

I
'ressure-treated wood, traditionally 
ised for such things as railroad ties 
nd fence posts, can help lengthen 
he life of a residential building 
^ell.

READER

Bracing wood trusses is the subject 
of an illustrated guide. The theory of
and need for adequately braced .
trusses is explained. Three stages of cording to a manufacturer's bro-

as
Steel joists can reduce total con-According to a booklet published 

•y the Small Homes Council-Build- struction and maintenance costs ac- READER

Fbmiac’red cedar panels 
help builders sell homes and 

save in siding costs.
When Centex Homes announced 
the sneak preview for their beau
tiful Pitcairn projea in Foster 
City, California, they expeaed 
plenty of admiration for their red 
cedar shingle-finished homes.

They didn’t expect to sell 
every one of the 110 units in the 
$62,000 (and up) price range in a 
single weekend. But, that’s what 
happened. A one-day sellout!

Solid value helped sell the 
homes. Value added by the use of 
Formac red cedar panels by 
Foremost-McKesson.

These 8-foot preassembled 
panels combine genuine red 
cedar shingles, sheathing and felt 
in a single, easy-to-apply unit.

In addition to added value, 
Formac panels save valuable 
construction time and money. 
Centex felt they saved at least 
40% over the cost of con
ventional, one-shingle-at-a-time 
construaion.

The natural beauty of red 
cedar shakes and shingles 
can help you on your next project. 
Beauty that sells while holding 
costs down.

And, Formac panels are 
available for roofing as well as 
siding.

Contact us today for com
plete architectural details. 
Then, get ready for your own 
one-day sellout.

f/o/r/m/r/c^
% Fbremost-McKesson Building Products,lncfj 985 S. Sixth Street, San Jose, CA 95112, (408) 998-8550
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124JPlastic Clad .............................
EBSCO Industries, Inc.

Potlatch Corp...............................
Aver, forgensen MacDonald

Preway, Inc..................................
Graphic Communications

65A-L General Electric
Young A Rubicam International Inc.

...... 44,45
A

70GAlcoa Building Products, Inc........
Creamer/FSR Inc.

Alliance Mfg. Co.............................
Jack List and Associates, Inc.

American Enka Corp......................
DKG Inc.

American Gas Association .........
/. Walter Thompson Company

American Olean Tile......
Lewis & Gilman, Inc.

American Plywood Assn.
Cole A Weber, Inc.

Andersen Corp...................
Campbell-Mithun, Inc.

Architectural Record Books
Armstrong Cork Company

Batten, Barton, Durstine A Osborn, Inc.

13A-L .A-L-DA-I-L-D Georgia-Pacific Corp.
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Meldrum A Eewsmith Inc.,71-74

Q
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Haas Cabinet Co., Inc.

Creative Advertising 
Hotpoint Div./General Electric Co. . 61 

Compton Advertising Inc.
House & Home

141107A R
14Raynor Mfg. Co.

Ad Forces
Red Book of Housing Manufacturers . 15 
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Red Cedar Shingle & Handsplit Shake

Bureau.......................................
N. W. Ayer ABH International
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Kerker Associates
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BASF Wyandotte Corp..........
Norman, Lawrence, Patterson A Farrell,
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Sears, Roebuck & Co.
Person Marketing A Advertising Inc. 
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Making Apartments More
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Senco Products, Inc 
Schindler -r Howard Advertising Inc. 
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SoJkover, Davtdge, fenkins A Waugh 

Simpson Timber Co.
Kraft A Smith 
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TM Advertising Co. I

Sun Stone Solar Energy Equipment .... 21
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3|A-L A-L

L
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Mexico Conference 
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31
...27
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United States Gypsum
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Needham, Harper A Steers Adv., Inc. I
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Compton Advertising Inc. I

A-L-D
F
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Richard Lockwood Inc. 

Foremost-McKesson Building Products,
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National Home Improvement
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National Homes Corp............
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Nutone, Div. of Scovill .........

The Media Group, Inc.

124B, 15l
35-66
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Lawrence A Lierie Inc.
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Fahlgren A Ferriss Inc.
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Needham Harper A Steers Inc.

,268,69A
W

70jWeslock Company 
Reeds and Farris 

Western Wood Products Association 124^ 
McCann-Erickson, Inc.

White Westinghouse ............
Wells, Rich, Green, Inc.

Whirlpool Corp........................
Siebert-Netedu Mktg. Srvs.

147A-L
O

A-LOwens-Coming Fiberglas . 46, 47, 66
Ogilvy A Mather, Inc.

A-I-L-D
G

4A-I-L-D GAF (Bldg. Products Div.) .................
Daniel A Charles Associate.^, Ltd. 

A-I-L-D GAF (Floor Products Div.) .................
Daniel A Charles Associates, Ltd.

37
P

514,15 A-LPease Co.-Everstrait ......................
Howard Swink Advertising Inc.

43

Advertising Sales Sufi

DETROIT 48202 
Milton H. Hall, Jr. 
1400 Fisher Bldg. 
(3131 873-7410

DENVER 80203 
Jay Johnson 
Dave Watson 
123 Speer Blvd., #400 
(303)837-1010

CLEVELAND 44113 
Milton H Hall, Jr.
55 Public Square 
(216)781-7000

CHICAGO 60611 
Charles M Crov/e, Jr. 
Lawrence R. Kossack 
645 N. Michigan Ave. 
(3121 751-3700

BOSTON 02116 
Matthew T- Reseska 
McCraw Hill Bldg- 
607 Boyiston St, 
1617)262-1160

ATLANTA 30309 
lack Moran 
1175 Peachtree St. 
(404) 892-2868Pre-filed catalogs of the manufacturers liated above 

are available in the Sweet's Catalog File as follows' 
A Architectural File (green)
I bdustnal Construction File (blue) 
L Light Construction File (yellow) 
D Intenor Design File (black)

SAN FRANCISCO 941 
Stephen D. Blacker 
425 Battery Street 
(415)362-4600

PHILADELPHIA 19102 
Stephen D. Blacker 
Three Parkway 
(212)997-6908

PITTSBURGH 15222 
Stephen D. Blacker 
2 Gateway Center 
(212) 997-6908

NEW YORK 10020 
Matthew T Reseska 
1221 Avenue of 
the Americas 
(212) 997-6925

LOS ANGELES 90010 
Donald Hanson 
3200Wilshire Blvd. 
South Tower 
1213)487-1160

HOUSTON 77002 
John Strong 
Dresser Tower 
601 lefierson Street 
(713) 659-8381
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We put mcMoe inlothein.
Durable, functional design.
Engineered for perfect operation every time. 
25-year warranty on complete unit.

Triple-wall air-cooled 
chimney pipe. ■
Pre-assembled in lightweight one-piece 
sections for easy handling and self-support. 
Simple slip-together design assembles 
in less time than others.

Zero-clearance 
to combustibles.
Cool outside housing can 
sit directly on wood floors, 
touch wood framing. 
Airspace and 3" layer of 
fiberglass insulates entire 
outer housing. And Preway 
fireplaces need 
no special footings.

rprisingly easy 
n stall.
rofile design 
itates easy 
fling, off-set and 
m under 8 feet. 
Lfay’s 8-inch I.D. 
e-wall chimney 
fits between 
ich on center 
s and rafters.

Complete unit is 
ready for use.
Induces built-in fine-mesh 
pre-pleated firescreen, ash 
guard, and positive seal 
damper that saves heat 
when fireplace is not 
in use.

t design.
I Preway's poured 
y base, genuine 
back wall.
MBd sidewalls.

Built-in warm air return.
Preway fireplaces give back more of the heat you’ve 
paid for. Cool room air is drawn in, warmed in a 
heating chamber completely sealed off from the firebox, 
and returned to the room to actually provide more heat 
per log than other fireplaces.

^ approved.
M'ed. listed, certifi^ and/or 
Ipted by leatting national 
local building codes 
authorities.

youget more outof tfireplace installations give you
of a selling edge. Not only do they ^

sales appeal, the quality tells your "" * * “
that you cztre about details, 

that closes sales. For the name of
^ nearest Preway distributor or for 

~ te information on our full 
of built-in and freestanding 

;es call or write.

WISCONSIN RAPIDS. WI54494 ■ Ph: 715/423-1100
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Looks like a good deal:

The attractive Kwikset lockset, 
the decorative trim— 
and the hrawny 
Kwikset deadlock.
Good, rugged, durable security locks on a home is 
the kind of standard feature that really impresses 
a prospective buyer. It says you’ve taken a little 
extra care in putting together your package. So has 
Kudkset. The 880-series deadlocks are the 
toughest locks we’ve ever built. And they meet or 
exceed—mostly exceed—every deadlock code 
requirement in the country. Add to the deadlock a 
reliable and good-looking Kwikset lockset. then tie 
the two together with a piece of decorative trim. 
That’s a good package. And a very good deal.

ANOTHER QUALITY 
SECURITY PRODUCT FROM KWIKSET 
America s Largest Selling Residential Lochsets

KWIKSET SALES AND SERVICE COMPANY 
A SUBSIDIARY OF EMHART INDUSTRIES INC 
ANAHEIM. CALIFORNIA USA
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