SOPY

3AC

N ($3

PUBLIC

(3 “”,..h,_twh e

; »‘_.,,@i% \?.

L

%

McGRAW-I-

A

B20 KNGS SAEAAOVTE T

£ RENNEOY

E RENNEDY INC

BoX h._3_ %
!

g THE
MAGAZINE




« PRICE PFISTER
“ Manufacturers of Plumbing Brass » Pacoima, California 91331 Subsidiary of Norris Industries

Avante 41 Series

Abve the crowd

Avante single control by Price Pfister.

Price Pfister—Number One. For a Number of reasons
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Put a Nulone Central Cleaning System
inyour next model
and start cleaning up on the competition!

The obvious advantages are

easy to demonstrate.

Sometimes it’s hard to show buyers
the quality you've taken pains to
build in. But the NuTone Central
Cleaning System is definitely
dramatic! With just the hose and
attachment, your on-site represen-

tative can quietly vacuum while he
or she is showing the house! A
perfect demonstration that the
NuTone Central Cleaning System
fits in harmoniously with any family
activity . . . in the living room when
the TV is on. .. in the baby’s room
when it’s nap time . . . even on stair-
ways, without pushing or dragging
the big heavy vacuum motor around.
It’s the ultimate built-in with quality
that buyers can touch, see, and hear.
They’ll want to try it out, and they’ll
sell themselves.

Last word in luxury ... a first-class
sales booster.

Remember when dishwashers and
garbage disposals were the last word
in luxury and convenience? Now
it’s the NuTone Central Cleaning
System. Central Cleaning is the
simple-to-install extra feature that
gives the house that luxury image
and makes the big difference in
speed of sale.




Sales performance, cleaning performance...

you get both

with Nulone’s Central Cleaning System.

NuTone’s Power Brush with exclusive
new Current-Carrying Hose, is the most
powerful cleaning tool for all types of
carpets . . . including shags. Buyers can
see the action of the motorized roller,
alternately ‘beating’ dirt from the carpet,
then picking it up with a nylon brush.
NuTone’s exclusive new vinyl hose itself
il carries the current, from a 7-ft. length
of cord which plugs into an electrical
wall outlet, down to the plug on the
Power Brush. Eliminates using a separate
cord . .. an added convenience that

sells customers.

A NuTone Central Cleaning System has
a 2 HP motor that is more powerful than
most portable vacuum cleaners. Dramati-
cally sucks up dirt and allergy-causing
dust particles and sends them all off to a
big soil bag that needs emptying only two
or three times a year — to the joy of

the homeowner.

On-Off Inlet turns the system on auto-
matically when the hose is inserted.
Vacuum power is instantaneous. Turns
off when the hose is removed.

NuTone backs you up with more than 350 million sales messages.
Powerful Advertising It’s the kind of support you can feel
Your prospects will be learning about . .. and profit from. For the name of

a new convenience from an old and  your nearest NuTone Central Clean-
trusted name — NuTone. Commer-  ing System Distributor, DIAL FREE
cials on national television will sell 800/543-8687 in the continental

the benefits of the NuTone Central U.S. Ohio residents call 800/582-2030.

Cleaning System. In fact, April In Canada, write NuTone Electrical,
through October NuTone will deliver Limited, 2 St. Lawrence Avenue,
Toronto M8Z 5T8,.

Prospective homebuyers will see NuTone’s
Central Cleaning System on ABC Monday Night
Baseball and NBC Game of the Week!

NBC

Nulone Housing Products

Dept. HH-9, Madison and Red Bank Roads
Form 3683, Printed in U.S.A. Cincinnati, Ohio 45227
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the smart, efficient
wood casement window
from the new Caradco.

Caracdco has a smart way to save energy
wherever there's an opening. A complete
line of double-hungs, casements, slider
windows for commercial and residential
buildings, including four widths, six
heights, picture windows, bows and bays.
Pius Caradco patio doors to give the same
high-fashion, energy-saving features of
Caradco windows, with the added comfort
of interlocking weatherstripping and a
thermal-barrier sill. Plus added safety,
with a heavy-duty bolt security lock
standard at no extra cost,

Caradco

Caradco windows are made of wood—nature's best insulator:

they have double weatherstripping for the ultimate weathertight seal
around the perimeter of the sash and are glazed with insulating glass (triple
glazing optional) to cut heat loss through the glass area dramatically.
Caradco windows help you keep warm where it's cold and cool where
it's hot. These days, nothing is more important than that kind of
efficient energy saving.

Wood insulates hundreds of times better than metal. Caradco’s double
weatherstripping systern —stainless steel on the sash, vinyl on the frame —
seals window to far exceed exacting weathertight standards when window
is closed and locked. And Caradco's unique triple glazing offers even more
energy savings.

Create the window look you want from the total Caradco package,
including every popular window style.

Call your Caradco distributor. See how Caradco can be the fashionable
and functional answer to your energy-saving window and patio

door needs

Caradco

Rantoul lllinois 61866

Saves energy naturally

Clircle 5 on reader service card

Window and Door Division
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60 there splmty
fbridging material to.
support the siding on
the sidewall.

Our hammer stop rails
keep nails from being
driven in too tightly,
allew for normal expan-
sion and contraction,

~ and prevent buckling.

Bird's lock-fitted con-
struction will hold

together indefinitely, pre-
venting wind damage. -

Bird pioneered
Branded® siding, with

its exclusively beautiful
wood-grained texture.

Our panels are uniformly
extruded to give the look
of real'clapboards.

Our uniformly spaced
“weep holes’ allow
proper drainage of

moisture.

Our patented center lock
keeps our siding’s shape
from popping out.
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Homing in on the homebuyer:
How to find out what he wants

Nothing in the homebuilding process is more important than
knowing 1) who the buyer is, 2) what he can afford and 3) what
kind of house he wants. Yet dependable data are not often
available and are seldom used.

There are a number of reasons. Consumer surveys are not
cheap; accurate surveying techniques require considerable
skill, and such expertise is not always available locally; and
finally, we suspect, not enough builders appreciate the value of
solid market information.

Well, flying blind is not an inevitable part of homebuilding,
and getting accurate market data need not cost an arm and a
leg. If builders in a market area pool their resources, they can
come up with a surprising amount of very useful—and ulti-
mately profitable—market information.

Two cases in point, both from the highly marketing-oriented
California market:

1. Walker & Lee, the giant southern California real estate
firm, annually surveys the market for its dozens of builder
clients. This survey turns up significant preferences on sub-
jects ranging from house plan and design to the uses of energy.
We published part of the 1977 survey in July and more appears
in this issue.

2. The Orange County Chapter of the Building Industries
Association has just completed a similar survey that segments
the market in greater detail (young families, move-down
families, empty nesters, etc.), and reports consumer attitudes
on such key issues as energy conservation and local no-growth
policies. Data will appear in October.

The point is, any local homebuilder association can do
exactly this same thing if it spreads the load. Questionnaires
can be spotted at projects of different type and price, assuring
wide buyer response. The cost of the survey can be spread
among all members. And of course, the survey results are
available to everyone.

Such a survey won’t answer all questions for all builders. It
won't pinpoint a specific site and say how many units of what
type can be sold there; it won't report which segments of the
market are oversupplied and which undersupplied, and by how
much; and it can’t replace the builder’s own judgment on such
niceties as siting and design.

But it will provide insurance against big, costly market
mistakes. It can give builders insights into hitherto unexplored
areas of buyers’ likes and dislikes; and it can go a long way
toward improving the appeal of all housing built in a given local
market.

We think it’s worth a try. —M.C.H. Jr.
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MORTGAGING

FHA -and the road to nowhere

The outlook: The agency will remain its old and ineffective self

Herschel V. Green, a Miami builder,
summed up as follows the recom-
mendations of a high-level industry/
government task force created to
recommend a new future for the FHA:

*Let’s get rid of the red tape, get
down to sensible approaches and
make FHA work.”

But making FHA work is still a
major problem. Since 1973, the
agency has been insuring only 7% or
8% of the new single-family homes
sold, and 8% to 17% of the multifam-
ily units. At its peak it insured 30% to
45% of the single-family and 80% of
the multifamily.

Green was a homebuilder rep-
resentative on the 23-member task
force led by Robert Weaver, the first
full-fledged secretary of housing and
urban development. The panel firmly
rejected suggestions that would make
of FHA either much more or much
less than it is now.

Thou shalt nots. The FHA, the task
force told Housing Secretary Patricia
Harris, should not be phased out of
existence, should not revert to its
original role of insuring only little-
risk mortgages in the suburbs, and
should not become solely the
mortgage insurer of last resort.

The panel suggested that Mrs. Har-
ris press for an FHA that would ‘“‘ag-
gressively participate in both sub-
sidized and nonsubsidized markets
while continuing to innovate.”’

These conclusions were put down
in the first draft of the report distrib-
uted to task force members and—
according to several of them—were
generally agreed to.

The final draft was not expected to
reach the secretary until the end of
July, but only changes in language
and emphasis were expected during
the reworking of the original draft.

Task force lineup. The outcome
was about what had been expected
when the task force was appointed
under orders to get recommenda-
tions quickly to the secretary so
she could then use them—or reject
them—in her own testimony to the
Senate Housing Committee. The
committee’s hearing is now
scheduled for September.

The task force was loaded down
with experts from special-interest

FHA's Simons
He would regain
command ‘

groups—bankers, professional con-
sultants, housing economists—and
with government housing partisans.
The present HuD staff was rep-
resented by Assistant Secretaries
Larry Simons and Msgr. Geno Ba-
roni; Joseph Burstein, counsellor to
Mrs. Harris; Warren Lasko, from the
Government National Mortgage
Assn. (Ginnie Mae); and George O.
Hipps Jr., acting director of the office
of loan origination of FHA.

Along with Weaver, the task force
enrolled former FHA Commissioners
Phil Brownstein and Neil Hardy and
a former chairman of the Federal
Home Loan Bank Board, Preston
Martin.

Causes of decline. The report spelled
out the ways in which the FHA
reached its present low estate. The
panel cited the “‘faulty organization,
combined with maladministration of
FHA [under HUD's direction]’’ leading
to ‘“‘operational chaos and lowered
morale.”” It said that “*scandals that
did occur’ were of such *‘alarming
volume™ that they “‘served to dam-
age seriously the image of FHA.”

Another blow, the report said, was
the subsidy-housing freeze of 1973.

The task force said the FHA should
probably continue:

e To insure mortgages traded in the
secondary mortgage market.

e To provide insurance for house-
holds that can’t get a mortgage from
private sources without FHA's insur-
ance.

Subsidy policy. The task force
urged that Ginnie Mae’s tandem plan
of mortgage subsidies be continued.

The panel also said the FHA
“*should not directly compete with
the private mortgage-insurance in-
dustry” but that it should continue to
stay in the market to ‘‘serve all sec-
tors of the homeownership market.”

Mortgages on subsidized rental
housing are ‘‘sound investments”’ for
FHA to insure, the task force said,
and FHA ‘‘should be fully and ac-
tively involved in subsidized pro-
grams.”’

Co-insurance. The co-insurance of
mortgages by the FHA—strongly op-
posed by the mortgage bankers—was
found to be *‘not a viable substitute’
for present FHA insurance. But the
panel recommended that it be *‘an
additional tool” to mortgagees who
“originate mortgages for their own
portfolio, e.g., the savings banks and
savings and loan associations.”

One major reform  was
recommended—that Assistant Sec-
retary Simons be given line authority
over the FHA's field offices, which
have functioned in a kind of opera-
tional anarchy since Housing Secre-
tary George Romney severed the
command line in the early 1970s.

Europe readies big builder shows

Coming up: the world’s two biggest
housing trade shows.

In Britain, the 37th Interbuild, held
every two years, plays at the National
Exhibition Centre in Birmingham
November 16-25.

The "77 show has 30% more space
than in 75 and offers 600 exhibits and
a program featuring half-day semi-
nars. More than 100,000 visitors,
many from western Europe, are ex-
pected.

France's 11th Batimat follows at

the Parc des Exhibitions in Paris
November 24-December 4. Also held
every other year, it drew 313,262
visitors in '75. The 1,700-booth show
is expected to attract 2,800 manu-
facturers from 28 countries.

Batimat, which has English-speak-
ing guides as well as signs and visuals
in English, will offer tours of build-
ing sites in the Paris suburbs.

International Trade Shows, 1350
Sixth Ave., New York, N.Y., 10019,
Tel. 212-582-4960, supplies details.

H&H/housing 9/77 1 1
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S&L chief
to respect
HUD’s
wishes

The kind of record Robert McKinney
will write as President Carter’s
chairman of the Federal Home Loan
Bank Board hinges to some degree on
the influence the Department of
Housing gains over McKinney’s
agency.

In December, the staff papers writ-
ten to pave the way for the Carter
administration urged the new Presi-
dent to bring HUD and FHLBB closer
together. Little more was said during
the six months of public controversy
over the chairmanship, climaxed by
Carter’s choice of McKinney.

However, after White House and
HUD aides briefed the new appointee,
he began talking like an advocate of
close cooperation with HUD.

*‘The President said we have got to
have cooperation between HUD and
the Bank Board so we can have dif-
ferent ways to solve the same prob-
lem [urban deterioration],”” McKin-
ney said.

Advice to industry. The new chair-
man is also urging that the $400-
billion savings and loan industry,
which the FHLBB regulates, cooper-
ate with HUD's leased-housing and
community block-grant programs—
which, he says, not enough S&Ls
have heard about. His thoughts are
clearly close to those of HUD.

McKinney has also opened the
way to an even closer Bank Board
link with HuD. He talks of risk shar-
ing between government and industry
on urban loans. The S&L industry
has already said that a prime condi-
tion for an increase in its urban lend-
ing is 80% federal insurance of the
loans, and such an insurance scheme
was also suggested in last year’'s
Democratic party platform. The dis-
pute in Washington has been over
whether to assign any new mortgage
insurance program to the Bank Board
or to HuD's beleaguered Federal
Housing Administration.

Pledge to aid cities. Any shift would
lash HUD and the Bank Board to-
gether, assuming the S&L industry
would ever agree to shift its emphasis
from suburban mortgaging to rein-

1 2 H&H/housing 9/77

vestment in the cities. In his
fiercely-contested confirmation be-
fore the Senate Banking Committee,
McKinney intimated he would try to
move S&L men in that direction. ‘I
think the S&Ls can be the focus for a
new awakening in the inner cities,”
he testified.

The HUD influence looms as even
more critical after the strenuous lob-
bying the White House endured from
both S&L leaders and consumer ac-
tivists before President Carter finally
asked for Senate confirmation of
McKinney. That action represented a
major defeat for consumer groups.

Next to the Federal Trade Com-
mission, consumer groups had set
their highest priority on placing their
own nominee at the head of the Bank
Board. The stakes were high because
the S&L industry’s deposits repre-
sent by far the largest pool of
mortgage money in the country and
there is little federal money to spare
for the cities.

Defeat for Nader. The choice of
McKinney—not only chairman of an
S&L, First Federal of Indianapolis,
but chairman of a construction firm
and senior partner of a law firm
which dealt with that S&I[.—came as
a slap in the face to Ralph Nader and
his allies. After unavailing attempts
to get Carter to change his mind, the
Consumer Federation of America
exploded with a press release in May
voicing CFA’s ‘‘bitter disgust with
President Jimmy Carter for even con-
sidering Robert McKinney . . . the
ultimate in a political payoff.”” In the
primary and national elections,
McKinney had been Carter’s Indiana
campaign manager.

Industry sources were jubilant.
President D.D. McClatchy of the Na-
tional Savings and Loan League said
that *‘the fact that Mr. McKinney has
long been associated with the savings
and loan industry makes him
uniquely qualified to regulate that in-
dustry.”

Republicans’ choice. In the Senate,
the Democratic President was embar-
rassed to find that his nominee to fill
the Bank Board post—which Demo-
cratic objections had kept empty for
two years while Republican nominees
were submitted for two years by
President Ford—was confirmed only
because conservative Republicans
enthusiastically supported him. An
elated Senator, Jake Garn (R., Utah)
called McKinney the best nominee
“Republican or Democrat, since we
have been trying to fill this post.”

HLBB’s McKinney
‘A new awakening
in cities’

STTOJVNVIANT “THINOOW

Liberal Democrats, by contrast,
voted to back Carter in approving
McKinney only because, as one
Senator put it, *‘there was no smok-
ing gun.”” While McKinney was
tagged with conflict-of-interest and
redlining objections before his hear-
ings, no one at the hearings brought
information out of Indiana that could
trip up his nomination.

Trade-offs. McKinney's urban
reinvestment initiatives mollified
Liberal opposition because it
suggested the White House would not
let him serve simply as the industry’s
man in Washington, as predecessors
had done. Even though McKinney's
arch opponent, Chairman William
Proxmire of the Senate Banking
Committee, voted against confirma-
tion, a Proxmire aide concluded later
that “*McKinney will get the industry
off the dime.”” (The committee vote
to confirm was 12-to-3.)

But the industry’s confidence in
McKinney may not be misplaced,
either. There will probably be a quid
pro quo to S&Ls for urban rein-
vestment:

*‘He will not risk the solvency of
the industry,”’ one source warns.
““There will have to be a balance—get
them into the inner city but give them
something else and not just shared-
risk insurance.”” This source thinks
the S&Ls can be rewarded by a more
permissive posture by the Bank
Board on S&L men’s other problems.

Favors. These focus on the income
statement bottom line. The S&Ls
find their bad-debt allowance is of
less and less use in sheltering income
from federal taxes. They want relief.
They also want the authorities to lift
the restrictions set up in the 1930s on
the loans the S&Ls can make.

They also think they need help to
achieve better capital adequacy.
They would like McKinney to fight to
retain the competitive advantage
over banks they have had thanks to
the deposit-yield ceiling rule known
as Regulation Q. —STAN WILSON

McGraw-Hill World News,
Washington
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V ot To Mention Durability
Some door facings seem as fragile as Humpty Dumpty. Not

0 Other Door L.ooks or Feels Like It

Most hardboard door faces are like Tweedledee and
Tweedledum: it's hard to tell one from another. But you'll know
Legacy when you see it. Because Legacy's wood grain isn't just
lines on the surface; its pattern is deeply embossed. You see
a grain rich in natural highlights and you can feel the texture
as well. So Legacy faced doors are more than doors. They're
a dramatic accent piece for every room.

Legacy. Fifty percent denser than
wood, hardboard Legacy is finished
with an equally tough stain and mar
resistant coating. The result is a door

free through installation manhandling
and years of rugged use. ‘

nd Low Cost
Legacy's high card trump is low cost. Priced

well below solid real wood doors and just a bit above lauan and unfinished

birch,

{ performance than money spent on any other door. So, go ahead. Smile like a
Cheshire Cat. Your Legacy purchase will be a very clever buy.

every penny spent on Legacy faced doors buys more beauty and

Circle 13 on reader service card

Othex Doors Only Follow Suit

All of Which Means
Legacy Stands Alone

Through past fluctuations in building starts, Legacy
sales have moved ever upward. It takes a product
without equal to generate such continually growing
demand and Legacy is that kind of product. But then,
it's what you'd expect from us. Hardboard's first
name is Masonite.

For the names of quality door manufacturers using
Legacy write: Masonite Corporation, 29 North
Wacker Drive, Chicago,
lllinois 60606.

Masonite and Legacy are

Registered Trademarks
af Masonite Corporation.

1l

MASONITE

CORPORATION

Dak-tone

Walnut-tone




The large
lywood sidings
Champion Building Products.

of p

Weldwood
L L ]
Sidings

Weldwood® sidings offer
more ways for you to put the
strength and durability of
plywood on your homes. We're
# 1 in plywood siding sales.
Because we've got the rustic
appeal of natural timber that
your customers want today.

When it comes to texture,
Weldwood wrote the book: you
can choose from Planktex® the
siding with the look of circular
sawn wood; Oldbridge® the sid-
ing that looks hand-hewn; or
Roughtex® with a rugged
rough-sawn texture. You can
pick a rough-sanded effect, or
the full-grained appeal of an
abraded wood.

What's more, you've got a
choice of wood types: Douglas
Fir, Southern Pine or Cedar.
Many of which are available
factory finished in your choice
of 25 rich, wood-enhancing
stains. Or, if you're planning to
paint, get Duraply® It's got a
smooth resin-fiber surface that
makes painting super easy
(especially when you order it
pre-primed).

Once you've picked the right
surface, it’s just the start.

14 H&H/housing 9/77

Weldwood offers styles to fit
any mood vou want to evoke:
with classic lap siding; Ivy
League with shallow grooves;
wide-grooved T-1-11, flat siding
perfect for applying battens
(don't stop, there’s more); V-
grooved siding; Great Divide
with the look of board and bat-
ten without applying battens;
kerf siding with narrow
grooves; or early American
with the look of spaced boards.

It all adds up to the freedom
of choice to make each of your
homes a unique statement. And
that sells.

We're proud to say that we
make this fantastic selection
now, under our new name,
Champion Building Products.
(You've known us for a long
time as U.S. Plywood.) It proves
you can have quantity and
quality at the same time.

Look for our plywood sid-
ings, along with our smooth
and textured hardboard and
PF-L® sidings, at your local
Headquarters/Champion
Building Products Dealer. He
has everything vou need from
sidings to paneling to roofing,
insulation or lumber.

For further information, call
your local Champion Building
Products Sales Office.

@ Champion Building Products”

Champion International Corporation

st selection

is made by




The following Weldwood sidings are shown clockwise from upper left corner: Roughtex board & batten; Planktex®; Roughtex lap; Planktex; Great Divide;
Oldbridge®,; PF-L® lap. Center: Roughtex Texture 1-11.

© Champion International Corporation, 1977
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COMPANIES

Les Nelson hits expansion trail

It’s off to the races again for the L. B.
Nelson Corp.

The California builder, making a
comeback after a nearly fatal bout
with overextension [H&H, Feb. 1976],
is now trying to turn around another
ailing company: Hallcraft Homes of
Phoenix.

If the cure takes, Hallcraft, once
the nation’s sixth biggest builder of
single-family housing, will become a
Nelson subsidiary by year-end.

And, harking back to its own go-go
period, Nelson itself is branching out
again with new operations in Arizo-
na, Oregon and Southern California.

Stock swap. Nelson has signed an
option agreement with Hallcraft's
two main stockholders—Chairman
John C. Hall and former director
A.R. Ashton—to acquire 52.5% of
the company’s 2,033,312 outstanding
common shares in exchange for new
shares of Nelson convertible prefer-
red.

The proposal is subject to approval
by Nelson’s board and stockholders
and the Securities and Exchange
Commission.

Troubles. Hallcraft has problems.
A local success, it has built 40,000
single-family homes, townhouses and
condo apartments, mainly in
Phoenix, in the last 30 years. But,
expanding into Colorado and Califor-
nia, Hall got caught with a heavy
inventory in the '73-°74 market
turndown. It was carrying 2,000 un-
sold homes with an average price of
$30,000 at one point. A money
squeeze intensified the difficulties.

President Lewis J. Wright ex-
plains:

“We had a $60-million inventory
and an interest factor of $9 million
[Hallcraft “was paying 3% over the
then 12% prime rate]. That brought
on serious cash-flow problems and a
debt service on land and buildings
that were eating us alive.””

The nosedive. At its peak in '72,
Hallcraft earned $2,705,000 on rev-
enues of $114,076,000. There was a
profit the next year, but there has
been only red ink since. Total losses:
$40,440,000, plus $5.1 million in fiscal
*77 (Apr. 30). Final figures are still
under audit.

In 1974, Hallcraft asked the
American and Pacific Stock Ex-
changes to halt trading in its shares.
The price had plunged to $5 from a
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Builder Nelson
Thinking big
again

high of $54. The stock has traded
lately at about $1 in the over-the-
counter market.

Cutback. Hallcraft also retreated to
Phoenix and began trimming sail. It
closed all out-of-state offices; sold
land and buildings in Denver, San
Jose, Los Angeles and San Diego; got
rid of its concrete company and
folded Data Core, a franchising oper-
ation that offered builders a full
package of management services for
townhouse and condo projects.

The payroll was lopped, too—from
400 to 25.

One asset it kept, though, was Au-
tomated Construction Industries in
Phoenix, which produces fiber glass
housing. The 400- to 700-sq.-ft. shel-
ter homes are mainly for export.

This prefab division, largely inac-
tive of late, is now being dusted off.
Hallcraft says it’s about ready to
close deals in Mexico (for $20 mil-
lion) and Venezuela ($3 million) and
has others working in Indonesia, Iran
and Saudi Arabia.

“*We think the division has unbe-
lievable potential,”” Wright says.
“Once we crack the market, it could
mean 5,000 units a year—and that’s
conservative.”

Turnaround plan. Hallcraft has a
negative net worth of $27 million, but
Nelson aims to add $30 million in
equity to the balance sheet. Some $15
million in Hallcraft bonds will be
converted from debt to equity in the
stock swap, and the other $15 million
income will come from land sales,
creditor discounts and interest for-
giveness. All of which, it's hoped,
will generate a positive net worth of
$3 million.

Hallcraft owns some $22 million in
land. Plans are to convert this to cash
and working projects. According to
Nelson’s scenario, debts against the
land—about $17 million—will be paid

off, leaving a balance of $5 million.

And finally, as a result of its recent
losses, Hallcraft should wind up with
a seven-year tax loss carry-forward
of $30 million.

Why Halleraft? The takeover
would give Nelson an entree to the
hot Phoenix market (20,000 starts
projected this year vs. 12,000 in *76),
long-range growth potential with the
prefab operation and the advantages

. of owning a tax loss carry-forward

corporation. Not to mention some
sizable assets:

“*‘We think Hallcraft is worth at
least $2 million a year net,” says
President Les Nelson from his head-
quarters in Menlo Park, Calif.

Hallcraft, he adds, will limit itself
to Phoenix, building 500 to 700 homes
a year to sell at $35,000 to $50,000.

Nelson, which has just set up an
Arizona division headed by veteran
prefabber Donald J. Scholz, [H&H,
Oct. 70 er seq.], will concentrate on
$100,000 to $200,000 single-family
homes. These will go up around
Phoenix’s Biltmore Hotel. The com-
pany has bought enough land to build

300.
More expansion. Nelson is return-

ing to Portland, Ore., which it aban-
doned in '74. This time it's going with
fourplexes selling at $29,000 to
$39,000 a unit. Land for 350 units has
been bought and building starts this
fall.

The company is also readying a
push into California’s San Bernardino
County. The product: single-family
desert homes in Victorville, site of a
major Boise Cascade project that
never took off.

Since returning to profitability in
'75, Nelson’s health has improved
steadily. In first-half 77 it netted
$1,665,000 on volume of
$20,795,000—well ahead of total '76
earnings of $731,000 on $18,031,000.
The second-half should be even bet-
ter, Les Nelson says.

—BiILL MULLIGAN

Housing news from all over

Samho Housing and Construction (13-
3, Dongjak-Dong, Kwanak-Ku, Seoul,
Korea), has signed a $170-million con-
tract with the national housing author-
ity of Kuwait to construct a new
village of 1,850 housing units in Jahra,
Kuwait. —SHIN Ho-CHuL
McGraw-Hill World News, Seoul
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i “Vive la differgnce’
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GE’s Ambassador Heat Pump leads in sales and is
among the leaders in both heating and cooling performance.
And the new Executive is even better than the Ambassador
Substantially better

So if you are a quality builder, why not step up your
customers to the Executive? It provides higher efficiency
than the Ambassador for your more discriminating buyers.

In any case, you can let your customers choose initial
cost economy with the Ambassador or the better operating
economy of the Executive.

The chances of your getting callbacks are minimal. Both
the Ambassador and the Executive are excellent machines.

And no wonder. GE has been making heat pumps since
1935, and we are continuously improving them. We developed
the Spine-Fin™ condenser coils, Climatuff™ compressor, the
Refrigeration Control Box, easily accessible components, and
many other important features.

For more information on GE’s Ambassador and Execu-
tive Weathertron® Heat Pumps, as well as our full line of
other heating and cooling equipment, contact your nearest
GE Central Air Conditioning Dealer. He's in the Yellow Pages
under “Air Conditioning Equipment and Systems.”

_ The General Electric Weathertron®...
America’s #1 Selling Heat Pump.

GENERAL @3 ELECTRIC
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MARKETING

Heritage Village: A Paradise Lost

Trouble, trouble everywhere—even
in paradise.

In paradise—otherwise known as
the award-winning adult community
of Heritage Village in Southbury,
Conn.—the trouble has come in two
forms. For some of the 4,000 resi-
dents it came in the form of alleged
construction defects in their $30,000-
$90,000 condos. For developer Henry
Paparazzo it came as a lawsuit that
one group of residents tried to file to
recover an estimated $8 million in
repair costs.

That group, the Concerned Com-
mittee of Heritage Village Unit
Owners,* began pressing its case
upon the village governing body—the
Master Association—over two years
ago.

List of defects. Then, as now, the
group cited defects that, they said,
included defective windows, decay-
ing wood, defective ceiling heating
panels, leaking roofs, faulty sewer
pipes, interior dampness, sinking
carport floors, non-fire rated sheet-
rock in garage ceilings, rotting decks
and supports, rug stains, poorly laid
roads and paths, broken hot water
pipes in concrete floor slabs, im-
proper site drainage, improper venti-
lation, holes in building foundations
and cracked steps and walks.

To back its claims, the committee
enlisted Home Inspection Services of
Greenwich, Conn. The firm's report
substantiated many committee com-
plaints. The investigators called the
defects “*a major concern to Heritage
Village'" and said the deficiencies
“were not in accordance with good
building practices and workman-
ship.”

The votes. With this ammunition,
the committee pushed the Master As-
sociation to vote on whether to sue.
Three times since August 1976 the
governing body voted. By 17-to-15,
15-to-9 and 15-to-9 tallies the gover-
nors rejected a suit against Paparazzo.

Since the final vote last April, the
committee has tried unsuccessfully to
win over various Master Association
members and residents.

On the surface, the committee had
seemed to be presenting an open-
and-shut case. In nearby Waterbury.

*1t began life as the Ad Hoc Committee on Con-
struction Defects.
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Conn., an attorney even told the
committee that its proposed suit had
a 70% chance of success.

But trustees were skeptical. Ex-
plains Sanford Cobb of the Master
Association:

“Legally, the situation seemed far
too murky. There are no legal prece-
dents for this type of case in state law
and we had no desire to be a guinea
pig."”

Another trustee disputed the claim
of a 70% chance:

“You're told a court case will be a
virtual open-and-shut victory. Then
you think about it. For an open-and-
shut case that’s a low percentage.
Right there I was worried.”

Developer
Paparazzo
‘Things wear
out’

Performer of the year. Residents
cited other reasons for their reluc-
tance to sue. The Master Associa-
tion’s president, Harry Ferries, said
Paparazzo’s reputation as a de-
veloper was one deterrent.

Explained Ferries: ‘‘Paparazzo has
won many awards for his work here.
[With San Francisco architect
Charles W. Callister of Callister &
Payne, he was selected as one of
House & HoME's top Performers in
Housing in 1967.] A suit by us would
have left us open to a countersuit by
Paparazzo.”

Paparazzo was quick to agree: “'If
those people sued, we’d protect our-
selves in whatever way we could.
Darned right I'd sue.”

The Southbury developer, who
heads Heritage Development Group
Inc., was also somewhat contemptu-
ous of the committee’s chances of
winning a suit:

“Percentages quoted by lawyers
don’t mean much. Give me five min-
utes and I'll find a lawyer who’ll tell
me I've got a 70% chance.”

A closer look. Most of the Master
Association trustees also disputed

the accuracy of the Home Inspection
Services report.

Said Ferries: ‘‘Those estimates
[from $5 million-$8 million] aren’t en-
tirely accurate. They inspected three
condos and extrapolated their find-
ings to cover the whole village. If
their report was accurate about the
need for extensive repairs, we would
have had many more complaints.

“Until this thing became public
[The Waterbury Republican front-
paged the story of the Heritage Villa-
gers’ discontent early in the summer]
most residents didn’t realize anything
was wrong.”’

‘Things wear out.” Ferries and
Cobb did not say there were no de-
ficiencies, nor did Paparazzo.

“But I wouldn't call them defects,”
the developer declared. ‘‘It’s
been 10 or 12 years since many of
those units were built. Things wear
out. Things go wrong. Many of the
so-called defects are the result of
simple wear and tear.”

The movement to sue, Paparazzo
says, “‘is a nuisance thing. Some of
those people want to be taken care of
for life. That’s not our job. We gave
each of them a one-year warranty
and, in many cases, took care of them
for three or four years.”

A former Paparazzo employee
agreed—with reservations. ‘I don’t
think anyone was trying to cut cor-
ners,”” he said, ‘*but perhaps we used
too much fir outside the units. It’s
fine for California but not so good in
New England winters.”” But he ad-
mits that pine used outdoors has, in
many instances, rotted. He adds,
however, that much of the rotted
material has been replaced.

*There was no evil intent on the
builder’s part,”’ the ex-employee
concluded. ‘‘There was too much rid-
ing on the quality of the place to
screw around.”

Residents’ hesitancy. Other factors
are involved in the trustees’ decisions
not to sue. (The most recent decision
was made, with a note of finality,
July 28.)

Says Cobb: **We have many very
wealthy people here. They're here
for a few months a year and spend the
rest of the time traveling. For others,
on fixed incomes of $10,000-$12,000 a
year, this is the last stop, the last
investment. They’re afraid public
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First mews of various owners’ displeasure at Heritage Village came in this Sunday
edition of the Warerbury (Conn.) Republican on June 1.

wrangling will lead to depreciation of
their units. While they’re afraid of
higher maintenance costs, they’re
more afraid of seeing their invest-
ment go down the drain. Besides,
they came here for a way of life, for
tranquility. They don’t want to see it
ruined.”

Footing the costs. All parties now
agree that, whatever the eventual re-
pair cost, the bill will be high. Cobb
and Ferries, however, think the situa-
tion “‘is workable with planning.”

Says Ferries: ‘‘It’s a matter of phi-
losophy. Many of the unit owners
owned their own suburban homes for
years. They're accustomed to main-
taining their own property, unlike
former apartment dwellers who look
to the building superintendent or
landlord to take care of them. There
has to come a time when you say that
the developer has discharged his re-
sponsibilities and its up to us to main-
tain our own community. We've
reached that point.”’

The Master Association’s remedy,
he says, is to conduct an ‘“‘exhaus-
tive’” study of maintenance needs
“and see what needs fixing today,

next week, next year or what can
wait 10 or 20 years. We'll arrange our
budget accordingly.”

Cobb is even more succinct. ““You
have complainers in every town,”” he
says. ‘‘We're no exception. When
you have mass housing—and that’s
what we really are, a glorified sub-
division—you're going to have prob-
lems. There comes a time, though, to
stop looking for a ‘they’ to blame.

““To quote the old Poge comic
strip: ‘We have seen ‘‘they’ and
‘‘they” is us.”

Uneasy truce. Cobb, Ferries and
other Master Association members
consider ‘‘this issue to be at an end.”
Committee members are not so cer-
tain, but they are not making waves.

A committee member, Thomas Di-
viney, says his organization ‘‘has no
firm plans right now except to say
that we're concerned about high
maintenance costs and will stay ac-
tive.”

Paparazzo is relieved. *‘They have
good, responsible people there,” he
says. “You'll always have chronic
complainers, but 20 [the Committee
of Concerned Unit Owners lists 14

members on its letterhead] out of
4,000 isn’t much.”

Meanwhile, the Master Associa-
tion has asked the Federal Trade
Commission to investigate com-
plaints of construction defects. The
federal agency, however, says it cur-
rently has no mechanism to inves-
tigate such complaints and no im-
mediate action is anticipated.

More Heritages. Paparazzo—who
battled with Southbury zoning offi-
cials over local ordinances before
beginning construction on Heritage
Village in the mid-1960s—remains
active. In addition to owning the
Heritage Village shopping center and
27-hole golf course, he recently com-
pleted construction on Heritage Cir-
cle, an 89-unit condo community
adjacent to but unaffiliated with
Heritage Village. So far, he says, 50
units, ranging from $50,000 to
$80,000, have been sold.

Heritage Village was completed
between 1965 and 1972 at a cost of
around $150,000,000. The 700 acres,
situated 80 miles northeast of Man-
hattan, were developed by the
Paparazzo brothers—Henry, Otto
and Frank.

Under terms of a special agreement,
Paparazzo cannot expand Heritage
Village beyond its current boundaries.

Initially, the project was financed
by local banks. By 1967, when

money tightened, the Paparazzos
entered into a joint venture with
Fidelity Mutual Life of Philadelphia.
Under the banner of the F.M. Heri-
tage Co., the insurer bankrolled the
completion of the development.
—Tom ALLEN

Long lineup of buyers signals end of Florida slump

These people camped out overnight—
some up to 48 hours—to get in line for
new single-family housing.

The scene unfolded at Arvida Cor-
poration’s July 16-17 opening of Tim-
bercreek Village, its 140-acre project in
Boca Raton, Fla.

More than 200 prospects attended
the first-come, first-served weekend
sale. Despite occasional showers, 65 of
179 first-phase units were reserved in
the first hour. Lot and home price:
$60,000-$85,000 (lots only: $13,000-
$20,000).

Timbercreek features wooded
homesites, lakes and recreational
parks. Seven builders worked on the
project.
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Is it the warmth and color? Design WHAT YOU WANT,

possibilities? Durability or the WHEN YOU WANT IT.

easy-working quality that makes One of the real beauties of G-P

G-P Redwood so beautiful? We Redwood boils down to this: Your
think so, of course. But if you said nearby Georgia-Pacific Registered
availability—you're not only right, o peajer can get the patterns, grades
you're a pretty smart builder. and sizes you want, when you

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



UTY OF G-P REDWOOD

THE RESULYS 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.

A -
! I
-

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

Advertising Dept
Geaorgia-Pacilic

900 S.W. 5th Avenue
Portland, Oregon 97204

Georgia-Pacific
The GrO\‘AA/’T“h Company

Portland, Oregon 97204
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Use Andersen wherever

Andersen® Perma-Shield® windows and
gliding doors were never meant to stay at home.

For they have a beautiful, easy to look at,
easy to install manner about them that suits
almost any building design. And a fuel savings,
low maintenance and lasting beauty that suits
building owners as well.

All weather-exposed surfaces of these
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Perma-Shield windows and gliding doors, except
the sash of the double-hung unit, have the last-
ing beauty of a low maintenance vinyl sheath
over a wood core. And a snug-fitting design two
times more weathertight than industry air-
infiltration standards.

It’s this outstanding weathertightness that
makes the use of double-pane insulating glass or




Sith an opening.

optional triple glazing so practical.

Whatever size and style of window or gliding
door you need, they're all easy to install. In
almost any type of construction.

And most are locally available from stock.

So not only do you get the right window for the
job. You get it right on schedule.
Talk to your Andersen distributor or dealer

Circle 25 on reader service card

about using Perma-Shield windows and gliding
doors wherever there’s an opening. Andersen
Corporation, Box 12, Bayport, MN 55003.

The beautiful way to save fuel ™
Anderser \Windowalls

Tarratons orthetone oolor (s available for Perma.Shisid enssment und swning windows only. mm!“nmlml i prohibit
exnet cotar duplication, Use actusl sampie for bulding specifications. 1116 (& Capyright 1077 Andarwen Corp, Bayport, MN 65008
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THE CITIES

Luring middle class back to city

Tucson and its builders join to build downtown housing as magnet

The U.S. Conference of Mayors re-
cently heard Housing Secretary Pa-
tricia Harris warn that, if the cities
don'’t start helping pump new life into
core neighborhoods, they will forfeit
federal aid.

Ironically, the mayors met in Tuc-
son, a fast-growing Arizona city of
400,000 that 1) has opted to halt its
urban sprawl in favor of city rede-
velopment and 2) had just broken
ground for a project of 36 to 166
houses on the downtown fringe—a
development that could become a
model of homebuilder-and-city coop-
eration in urban revitalization.

Bring ’em back alive. Tucson’s
entry in the renewal sweeps:

An Inner City Parade of Homes, a
promotion conceived by the South-
ern Arizona Home Builders Associa-
tion in cooperation with Tucson’s
department of human and community
development.

Its purpose: to show that middle-
income families can be lured back
from the suburbs to the convenience

and vitality of downtown.

The Tucson builders believe this to
be the first such public/private build-
ing venture of its type. Dallas is getting
a $90-million residential development
downtown, but the Fox & Jacobs
project is strictly private enterprise.
That's another story [H&H, March].

Both sides agree that the unusual
project is, in the words of Mayor
Lewis Murphy, ‘‘a very risky under-
taking for all of us.”

High stakes. The housing is being
built on 22 acres one mile east of
Tucson’s downtown core. When
completed, the land-and-homes value
will be nearly $6 million.

Twenty builders are putting up the
homes—and putting up $1.5 million.
About $400,000 in HuD allocations to
Tucson and $35,000 from the city
have been committed to the first
phase.

The city is doing all on-site en-
gineering and making all off-site im-
provements. Builders provide every-
thing else, including land.

—
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Construction on the first six acres
began in July. The first 36 zero-lot-
line houses are expected to go on sale
by November 30 at prices from the
low $20,000s to the mid $40,000s. The
remaining 16 acres will accommodate
130 more homes later.

Surprise teamwork. In a rare
switch, builders and bureaucrats are
now getting on famously. Only mini-
mal revisions in city building codes
and zoning rules were required to fit
the architect’s plans.

“We were determined to stay out
of the plans,” says Bill Mosher, the
city’s project coordinator.

Mosher says the Fire Department
balked at the 8 ft. walls around some
lots, so ‘‘we compromised by requir-
ing a 6 ft. open area on one side for
fire access.”” Other plans violated
setback requirements, but the city
waived its ordinances.

In-fighting. The gameplan did not
always run as smoothly as Mosher
indicates, however. At one point, it
was almost scrapped.

In 1975 Peter Herder, then the
builders’ president, suggested that
his association put on its next Parade
in the inner city. He asked that the
city help by acquiring some land. So
the city council filed for rights to
acquire property that would be sold
to the builders at preferential prices.

But there was an outcry from tax-
payers who felt that the builders were
getting a free ride on their property
taxes. Then City Fathers had second
thoughts, and the plan fizzled.

New approach. So the city took a
different tack. Instead of buying land,
it appropriated $10,000 for a market
study. Its ostensible aim was to iden-
tify possible Parade sites and to spot
potential markets for the new homes.
In October 1975 the study took a
positive view of Herder’s Parade of
Homes proposal. (The idea offered a

AUTO/
PEDESTRIAN

T Bl new twist on the old Parade, an in-

'3 dustry perennial that usually serves
il . o ‘ as a sales showcase for builders.)
apee i g *“Maybe too positive,” Zuckerman
says now. ‘‘Maybe that’s why Mayor
Murphy and our association feel it's
so risky.”
But City Manager Joel Valdez
doesn’t agree that it’s a high-risk
venture—at least not for the public

\
PEDESTRIANY
WALKWAYS
(CONCRETE)

Tucson’s layout for 36 zero-lot-line houses selling from the $20,000s to the $40,000s.
Photo inset at right is model of the section of the site that is shown directly above it.
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sector. “‘Property taxes from buyers
and from associated nearby develop-
ment,’”” he says, ‘‘will more than
offset the city’s use of federal funds.”

Valdez, of course, is assuming that
the Parade will sell out and that it will
encourage further rebuilding in the
area.

Prime movers. Herder, Zuckerman
and fellow builder Bill Pritchett got
the project rolling. When the city
backed off from buying the land, they
put up money (a combination of their
own and SAHBA's) for a 120-day op-
tion on part of the site—thus calling
the city’s bluff.

Although the saHBA wound up
buying the land—at 50¢ a sq. ft. or
about $21,000 an acre—the builders’
initiative paid off in last September’s
financial participation pact with the
city.

Financing. The association has a

Building site on fringe of city core.
line of credit from six Arizona banks,

led by Valley National. This allowed
the group to obtain clear title to the

six-acre Parade site while it continues
to pay for the remaining 16 acres.
Individual builders, in turn, were
then able to buy their lots using con-
ventional financing methods.

Buyer financing is set, too. Two
private mortgage firms have agreed
to arrange up-to-95% conventional
mortgages for buyers, and the builder
association is trying to get the project
qualified for FHA financing.

Still up in the air, though, are pro-
posed electric utility rate changes to
reward high-density dwellers. Their
adoption by the Arizona Corporation
Commission would ice the cake for
builders and the city, both of whom
have big bets riding on the 1977 *‘In-
ner City Parade of Homes.”

If they're right, the gamble will
help turn Tucson’s downtown into a
residential center.—KEN CLARFIELD

McGraw-Hill News, Tucson

WASHINGTON

With E. B.White, HUD will fight to write it right

Housing Secretary Patricia Harris
has written to two dozen of her top
officials:

‘‘Beginning immediately, it is my
intention to hold every individual clear-
ing correspondence responsible for
errors in substance and grammar and
you may expect a direct request from
me for an immediate conference when
I find such errors.”’

As the quotation indicates, Mrs.
Harris writes a clean English sentence.

The helpful little book. To help
HUD's people get the point, Mrs. Harris
sent along with her compliments two
valuable tools: a paperback dictionary
and one of the all-time classics on writ-
ing concise English, E. B. White's The
Elements of Style.

Mrs. Harris was incensed at the slop-
piness of the letters brought in for her
signature. She noted that it took two
months to prepare areply to *‘the chair-
man of one of our major committees of
the Congress.’’ Even then, the letter
had to be rewritten for grammar and
style. Other letters, she found, con-
tained such horrors as the misspelling
of a state’s capital city in a letter to a
governor.

The old brusheroo. Mrs. Harris was
also annoyed with the way HUD’s bu-
reaucrats have been handling letters

E
3
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like this one from Miami Beach which
began:

“Dear President Carter: We are
helpless. The redevelopment plan for
the South Beach development projects
will take our homes away . . . Monies
are not at hand for lawyers as we are
all on social security . . . Please, dear
President Carter, could you help us?"’

Three weeks later an ‘‘interim
reply’’ from HUD said, *“We are check-
ing into the matter,”’ and added that
“‘President Carter and Secretary Patri-
cia Roberts Harris are both committed

Editor Cochran
He'll give it a try

to working towards solving the housing
and urban problems facing America,
and we appreciate your taking the time
to share your thoughts and concerns
with us.”’

The confusing follow-up. Another
three weeks later, the Miami Beach
lady got a longer letter which didn’t
really make it plain that the decision to
redevelop the neighborhood where she
feared they would ‘‘take our homes
away’’ was entirely the responsibility
of local officials, although the money
to do it came from HUD.

The letter did, however, give the
name, address and telephone number of
the local HUD area director—the bu-
reaucrat with presumably the most
knowledge of what, if anything, could
be done.

Editors to fore. To keep the pres-
sure on, Mrs. Harris directed each of
the top HUD officials to name an edito-
rial officer responsible for the *‘gram-
mar and writing style’” of corre-
spondence from his or her shop. She
also hired an experienced journalist,
Robert Cochran (National Geo-
graphic, Houston Chronicle, White
House speech writer for Lyndon John-
son), to review their output and show
them how it can be cleaned up.

—D.L.
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buliding and construction
gxposition and conference =’

Sponsored by Producers’ Council the national association representing quality builders and
construction product manufacturers.

NOVEMBER 1-3, 1977, McCORMICK PLACE, CHICAGO
PLAN NOW TO ATTEND THE MOST
DYNAMIC AND TIMELY 3-DAY CONFERENCE
FOR THE BUILDING AND CONSTRUCTION INDUSTRY IN 1977

The Conference Theme:
NEW OPPORTUNITIES ’'78 AND THE ENERGY CHALLENGE

The Conference Program:

THE KEYNOTE, Tuesday, Nov. 1, 1:30-3:00 pm: A high level administrative spokesman will address the
opening session on the challenge of energy. President Carter's message to the Nation on this vital question
will be reported upon.

SESSION 1, Wednesday, Nov. 2, 9:00-10:30 am: SESSION 3, Thursday, Nov. 3, 9:00-10:30 am:
The Government Thrust—"Carter’s Energy Pro- The Challenge of Design for Energy Efficient
gram and The Building Team” Building
SESSION 2, Wednesday, Nov. 2, 10:30-Noon: SESSION 4, Thursday, Nov. 3, 10:30-Noon:
Solar Energy—"A Building Team Evaluation of Energy Retrofitting—A Golden Opportunity
e SESSION 4A, Thursday, Nov. 3, 10:30-Noon:
SESSION 2A, Wednesday, Nov. 2, 10:30-Noon: Successful New Residential Design and Mar-
Profit Opportunities in the Cities keting Concepts

The Exposition:

See hundreds of exhibits and thousands of products, materials, systems, and services for every seg-
ment of the industrial, institutional, commercial and residential building and construction industry. A
special machinery, tools and material handling section offers a show-within-a-show for operations oriented
fabricators and builders. An Energy Division will have the largest assemblage of alternate energy systems
and energy conservation products and services.

o — ——————————————————————— ———— ————— — ———— —— ——— ————————— — ——

PRE-REGISTER NOW FOR EXPOSITION AND CONFERENCE—SAVE TIME AND MONEY

Mail to: BUILDING & CONSTRUCTION EXPOSITION & CONFERENCE, (AT-SHOW FEE WILL BE
Register in advance and save time 331 Madison Avenue, New York, N.Y. 10017 (212) 682-4802 $5.00 FOR EXHIBITS)
and money. Clip this form and mall
today for free exposition badge and
advance conference tickets. Name

Title

EXPOSITION: upon receipt of your
completed pre-registration form,
you will be pre-registered and a Firm
badge will be prepared to admit
you to the exhibits for the full 3-

day period. At-show registration Street
fee is $5.00, which Is walved If
you pre-register with this form, City State Zip
?Oﬂﬁﬂﬁ'lﬁ; To gbi!in y%ul; tﬁm& PLEASE CHECK BUSINESS AND JOB FUNCTION TO COMPLETE THIS FORM
Srence Hokets anc your detaiied. , (| y Architect F. () Apt.Owner/Oper. 1. () President/Owner/Principal; Partner
conference program, please com- g ( ) gngineer G.( ) Manufacturer 2, () Vice President/General Manager/Superintendent
plete and mail the appropriate por- ¢ ( ) Builder/Developer ~ H.( ) Dealer/Distributor 3. ( ) Project Manager/Job Captain/Specifier
tion of this form, together with p ( ) Building Owner/Oper. I. | ) Please indicate 4. ( ) Sales/Marketing/Advertising
check made payable to Building & E ( ) Contractor (Govt., Int. Des., Mktg. Assn,) 5. ( ) Purchasing/Plant Engineer/Foreman
Construction Conference. Full pro- 6. ( ) Other
gram is $55. One day is $35. 7. ( ) Public Official

( ) Full Conference (Tues., Weds., Thurs. & Show)..............$55.00 ( ) SendHotel Information
EXHIBIT SPACE INFORMATION: ( Jg::ean!lereh:nco;)aytEit'hereds. orThura.&Shnw}‘,‘._..385,02 ( ) SendExhibit Space Data P
Send for floor-plans and complete ( ) ShowOnly (Noadvancefee) ............... ssnTe e ey e
data If you desire to exhiblt this DEADLINE FOR THIS PREREGISTRATION IS OCTOBER 21, 1977—AFTER THAT DATE BRING FORM TO SHOW.
year. NO ONE UNDER 18 YEARS OF AGE ADMITTED,
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9OTHE UNITED STATES
’AMERICAN-STANDARD

Serving you from coast-to-coast!

With 21 Sales Offices, 13 Plants,
2 Order Service Centers and an Educational Center,
American-Standard can do more for you!

Much more. you just install and forget. availability of products.
Remember, you're doing And with no complaining Because American-Standard
business with the Leader! customers. has more plants. More sales

And this means you benefit

centers. More than any other
in many special ways:

plumbing products manufac-
turer.

You're assured of the broad-
est mix of products.

You're assured of getting So your customers can All dth
more product lines. More ser-  choose from the widest selec- e
vices. And more profits. tion. Of materials, models, What happens when you do
styles, and sizes. business with the Leader?

You're assured of a top
quality product. A product And you're assured of ready You become a Leader, too!

EAMERICAN-STANDARD

World's leading name in plumbing fixtures and fittings.
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LAND DEVELOPMENT

Florida projects come under fire

There’s a silver lining in even the
darkest cloud.

And a book called Promised Lands
2, compiled over three years by a con-
sumer-interest group called INFORM,
casts a cloud over Florida’s big land
developers.

Promised Lands 1 dealt severely
with developers in New Mexico, Ari-
zona and California [H&H, Dec. '76].
Volume 2 examines five companies—
Deltona Corp., GAC Inc., General De-
velopment Corp., AMREP and ITT Com-
munity Development—and their nine
Florida projects.

The diagnosis? The developers have
devastated much of Florida’s fragile
wetlands and coastal ecology by
shoddy environmental planning, faulty
market research and highly ques-
tionable sales practices.

Silver lining. Two subdivisions—
GAC's Poinciana and General Develop-
ment’s Port Labelle—received a
“‘good’’ rating from the New York City
research group, however. They also got
a “‘fair’’ rating in INFORM’s consumer-
protection category.

To achieve such ratings the two had
to meet INFORM's environmental and
consumer-protection guidelines. The
other subdivisions, says INFORM,
“have been developed according to
poor planning principles and have not
been an environmentally sound use of
land."" Their deficiencies, declares IN-
FORM, ‘‘may penalize many citizens of
Florida and other parts of the nation."’

The group designated Gac’s Cape
Coral subdivision near Fort Myers and
Deltona’s Marco Beach, 16 miles south
of Naples as the worst developments
because they adhered to none of the
group's environmental guidelines.

Poinciana. Located on 48,200 acres
in Florida’s central lakes region, GAC’s
Poinciana project is a stepchild of an
uneasy merger of Gulf American into
General Acceptance Corp. in 1969.
Last year GAC entered Chapter X bank-
ruptcy proceedings. It is being run by
trustees.

But development of Poinciana con-
tinues apace. Some 21,630 lots had
been sold by last December 31, and IN-
FORM says GAC's trustees ‘‘eschew the
environmentally disastrous dredge-
and-fill practices it [GAC] and its prede-
cessor company, Gulf American, used
in ‘developing’ earlier swampland
projects.’” Plans currently call for the
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development of only 29,000 of the 48,-
200 acres, leaving much of the tract in
its natural state.

Long way to go. In its master plan
GAC designated around 5,400 acres for
industrial development and planned for
50,000 residential lots and 60,000 mul-
tifamily units on the remaining 23,600
acres. Prior to last year, GAC expected
the tract to be comprised of eight resi-
dential villages with a population of
250,000.

INFORM says, however, that *‘it may
well be decades if not centuries, before
Poinciana is substantially built out."’

Port Labelle. Lot sales began on the
31,530-acre Port Labelle tract near
Lake Okeechobee in 1970. Because the
land was higher and dryer than terrain
at the controversial coastal subdivi-
sions, General Development could plan
a subdivision that avoided many envi-
ronmental pitfalls.

Both Poinciana and Port Labelle’s
subdividers guaranteed buyers more
than just roads and drainage. General
Development, Promised Lands ex-
plains, ‘‘has promised to provide all
lots with central water and sewage dis-
posal as well.”” In addition, the study
notes, ‘‘land is being marketed and de-
veloped in relatively small, manage-
able sub-units rather than all at once.”

Sales tactics. Promised Lands does
not compliment either GD or GAC for
their sales practices. The report sums
up:
**Lots are sold ‘sight unseen’ on ten-
year installment contracts to purchasers
indozens of states. Neither lot payment
nor title is placed in escrow during the
term of the contract.””

Similar complaints have been lodged
by INFORM against virtually every de-
velopment it examined. The group also
observes that ‘‘it is questionable
whether this [Port Labelle] subdivision
should ever have been created at all.”’
Indeed, the need for any big Florida
subdivisions is regarded by the re-
searchers as questionable.

The not-so-goods. The other subdi-
visions studied—and generally panned

—by INFORM were: Deltona’s Marco
Beach, and its Citrus Springs and Pine
Ridge, both 70 miles north of Tampa;
General Development’s Port Charlotte,
30 miles south of Sarasota; Gac’s Cape
Coral; AMREP's Silver Springs Shores
in central Florida and 17T Community
Development’s Palm Coast, 45 miles
south of St. Augustine on the Atlantic.

The study was funded by the Rocke-
feller, Norman, Shalan and Robert
Sterling Clark foundations along with
the J. M. Kaplan Fund.

Developers rebut critics

Promised Lands 2 got predictably
mixed reviews from the companies it
criticized. Those praised for their en-
vironmental foresight and planning
approved; those that were panned did
not.

General Development, in Miami,
said it was pleased by the ‘‘many
positive comments'’ on Port Labelle,
but it added that the study contained
“‘many factual errors’’ in its examina-
tion of Gp’s Port Charlotte tract.

Deltona, in Miami, said Promised
Lands *‘contains some inaccuracies”’
and that INFORM's environmental and
consumer guidelines were ‘‘over-
simplified.”” The study’s value, a Del-
tona spokesman declared, “‘is debat-
able.”

AMREP, In New York, called the
study ‘‘shabby and phony.”

GAac and 1TT Community Develop-
ment would not comment.

Industry view. In a June 13 letter
signed by its executive vice presi-
dent, Gary A. Terry, the American
Land Developers Association said it
“found little to quarrel with’® Prom-
ised Lands. The letter added, how-
ever, that ‘‘additional regulation is
not the answer”’ to land developers’
problems.

INFORM’s leaders. With 24 full-time
staffers in its downtown Manhattan
office, INFORM is headed by Joanne
Underwood. She has been an editor
with New York City's Council on
Economic Priorities and was recently
named a director of New York
State’s Energy Research Develop-
ment Association.

In its research for Promised Lands
2, INFORM says it was aided by com-
pany officials, state, local and federal
agencies and Florida newspaper re-
porters.




Electric can help you-whether
He's only a phone call away.

special requirements. Our Kitchen
and Laundry Design Specialists
will plan a kitchen or laundry to
your specifications. You can have
technical assistance fo help with
your heating and cooling needs
And our Merchandising staff will

means we have Factory Service
Centers covering 380 cities, plus
more than 5,000 franchised serv-
icers across the country. This can
be a persuasive point indeed to
a prospective buyer.

So when you order GE prod-

NORTHEAST REGION
- Al

help you with material fo reach ucts you get know-how, senvice Veme E Evans Robert C. Kilmer
f ! f : (301) 953-9000 (215) 742-2880
your sales or rental objectives. and professionalism—aill from a WashinglonD.C. sriodainhia

You can expect timely deliv-
ery from GE. We have @ factories,
5 regional distribution centers
and over 60 warehouses through-
out the country.

And behind every GE prod-
uct you order is General Electric
Customer Care® senvice which

single source.

Phone the Contract Zone
Manager necrest to you and lef
him tell you how GE can help
you. Whether you build 4 homes
a year or 400,

Over 25 years of consistent
service to builders.

GENERAL @3 ELECTRIC

Fred. Donnelly
(205) 595-4697
Bimingham

John M. Gerber
(904) 783-1050
Jacksonville

Fred A Michel Eugene A Bolmarcich
(204) 894-5903 (201) 894-5901
New Jersey New York

l'#chcrd-l. Finney
(203) 289-0279
Hartford

James F Mumphy
(308) 685-5151
Miami

.Mamn J. Lewis

(404) 897-6000
Aflonta

Robert L. Graham
(617)329-2900
Boston

SOUTHEAST REGION

J RobertWiliars
(843) 8351011
Tompa

Thomas J. Camr
(704) 392-031
Charlotte

CENTRAL REGION

John F. Diederich
(412) 665-3600

James K. Garvey
(216) 362-4444

Josep F. kal\y- ;
(313) 892-7600
Detroit Cleveland Pittstourgh

Charles A. Stuerenberg
(613) 745-5400

Troy C. Bybee

(502) 452-35
Cincinnati Loulsville
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PEOPLE

Odom’s the one [and only] at U.S. Home

A housing giant fades into the back-
ground. Charles Rutenberg, co-
founder of U.S. Home Corp. in
Clearwater, Fla., is quietly relieved of
the chairmanship.

Rutenberg, 53, was voted out by
U.S. Home's board 11 years after he,
along with ex-Chairman Robert Win-
nerman, founded the company.
Rutenberg continues as a director, but
the chairmanship goes to the man he
lured to U.S. Home last spring—Guy
Odom [H&H, Apr. '77]. Odom, 45, was
named president and chief executive
at that time.

At Odom’'s former company,
Homecraft Land Development of
Houston, now a U.S. Home sub-
sidiary, Peter Lacques is named senior
vice president. He had been a man-
agement consultant for the Bixby
Ranch Co., a Los Angeles home-
builder.

On the West Coast, Verne D.
Freeman becomes president of the
L.B. Nelson Corporation’s new land
development division in Menlo Park.
He had been president of the
Freeman-Sondgroth Construction
Co. of San Francisco (grading and
paving) for 11 years.

Pulte Home Corp., West Bloom-
field, Mich., appoints Phillip Under-
wood as president of its Georgia divi-
sion to succeed Roy F. Krag, who has
been named president of the com-
pany's Maryland division. Under-
wood, 37, was a Ryland Homes sales
rep.

In Dallas, controller Jack L. Oster-

" berg becomes vice president for fi-
nance with Fox & Jacobs.

T. Sinclair (Tory) Jacobs is named
vice president of marketing services

i U.S. Home's
Rutenberg
Man without a Home

Nelson’s Freeman

Heads new
land division

National's Dibble
Retires after 22 years

Southeast’s Crow
A billion-dollar
legacy

Pulte’s Underwood
Division head at 37

OIaNLS § ANTO

for General Development Corp. in
Miami. It’s a new position. He was
director of advertising.

James Oehlberg is named director
of operations at Rossmoor Illinois De-
velopment Co. of Chicago, a division
of Rossmoor Corp. of Laguna Beach,
Calif.

Terry C. Paul signs on as executive
director of the Home Builders Assn.
of Illinois. Paul was executive di-
rector of the Builders Association of
Greater Indianapolis.

PREFABBERS: Allen Dibble, a 22-
year marketing and public relations
veteran with National Homes Corp.
of Lafayette, Ind., retires. His last
post was assistant to the chairman.

LENDERS: Lon Worth Crow Jr., a
legend among lenders, discloses he
will retire soon as chairman of South-
east Mortgage Co. of Miami. He
leaves the company with a portfolio
that has passed the billion-dollar
mark. Crow was president of the
Mortgage Bankers Association of
America in 1969. Southeast Mortgage
is affiliated with Florida's largest
banking group, Southeast Banking
Corp.

The Mortgage Bankers Assn.,
meanwhile, nominates John C. Op-
perman as its 1978 president. He is
chairman of United California
Mortgage Co. of San Francisco.
Claude E. Pope, president of the
Cameron-Brown Co., Raleigh, N.C.,
is nominated as first vice president of
the association and Robert G.
Boucher, president of the First Den-
ver (Colo.) Mortgage Co., is named
to be the MBA’s second vice president.

BRIEFS

A remodelers’ merger is arranged.
Come May 1, 1978, the National
Remodelers Assn. and the Na-
tional Home Improvement Coun-
cil will rally under the banner of
the National Home Improvement
Assn., with a combined member-
ship of 3,500 and headquarters in
New York City.

A 70% jump in first quarter
earnings is reported by Centex
Corp. of Dallas. Centex, which

has two homebuilder subsidiaries,
Fox & Jacobs Inc. and Centex
Homes of Dallas, earns $7,369,047
and 51 cents a share for the period
ending June 30, 1977. Earnings
were $4,344,000, or 30 cents a
share, in the same period of 1976.

NAHB’s big five is cracked by
the HBA of Metro Atlanta with
over 700 members, 373 of them
builders. The four top affiliates:
Dallas, 566 builder members;
Houston, 476; Los Angeles, 460,
and Rhode Island, 394.

$1.9 million in sales—and allin a
month. Dolly VanderVelde of
Witkin Homes, a U.S. Home sub-
sidiary in Denver, did it in May.
Her total topped all monthly sales
records in the company’s 20-year
history.

Dolly \":mdcr\"c]dc&ffh
Sales record _4& .

in Denver
P
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=P introauces
economy

you can

At Louisiana-Pacific. we've developed

a new exterior grade particleboard
floor system. It's a combination
subfloor/underlayment panel with
sealed tongue and groove or
square edges. Me asure it. From
edge to edge. Redex is a full net
48" across the face.

And that's just for starters.

Redex also lays down faster.
saving costly manhours and it
eliminates the need for additional
subflooring or underlayment. In
fact. if you lay your next floor with
Redex. you can save up to 30%
over a conventional 2.000 h({Ud[L’
foot area.

When normal joist spacing is
used. you'll end up with a floor
stiffer than plummd ready for

for lightweight concrete aggregate for

apartment and townhouse construction.
Then there's Redex for the roof. Up on
top. if it's Redex tongue and groove.
you can forget blocking and clips.
You don't need them. And for sof-
fits. Redex surface is smooth —

paintable smooth.
One more thing. Redex is
warranted and meets FHA. [CBO.
BOCA and Southern Building
Congress specifications as well
as Underwriter Class 3 Fire
Code requirements.

So if you've been looking for a little
economy you can stand on. see

your supplier. For additional infor-
mation. contact Louisiana-Pacific.

. " PO. Box 6124. Santa Rosa. Cali-
ﬁ. e fornia 95401 —(707) 528-6680.

Louisiana-Pacific

Cirele 41 on veader service card

carpet or vinyl roll goods. warp resis- ' l
tant. check free and with a solid core. | , [ )

Plus. Redex is an excellent substrate




Auction fever heats up

sales of

a cold condo project

“We didn't really hold an auction,”
says Lee Matthews of the Matthews
Group, the Atlanta consulting firm
that held the sale. ‘‘But we created a
comparable sense of urgency.”

The result: 15 foreclosed condos
that had been on the market for four
years were sold in one day. And prices
averaged only 10.6% below original
asking prices.

How was it done? The Matthews
Group mounted a sales campaign that
took advantage of Atlanta buyers’
familiarity with condo auctions.
(Matthews estimates there have been

941 Powers Ferry Rood
Cobb County, Georgia
BY ORDER OF
MBL TRUSTEES

The 14 Remaining Homes Will Be Offered At A

Szgm

T~

nearly a dozen there in the last year
and a half.)

Newspaper ads invited people to
inspect units at The Village, northeast
of Atlanta, during the two weeks be-
fore a **special sale.”” To arouse inter-
est, the sale prices were kept secret.
Instead prospects who visited the site
were quoted original asking prices on
the two- and three-bedroom units.
The purpose: to fix the supposed mar-
ket value of the condos in prospects’
minds.

The last two days before the sale
a carefully prepared pseudo-auction

THE BALANCE SHEET
Original sales prices $578,860
Sales revenue $517,500
Costs of special sale
Construction rehab of the fifteen units $ 7,000
Landscaping/refurbishing 3,378
Sales model interior plants 279
Subtotal $ 10,657
Construction management override 10% 1,065
Appliances/refrigerator and range 9,495
Advertising 8,936
Public relations 600
Matthews Group fee, $2,000 per month for three months 6,000
Real estate commission (Matthews Group) 31,050
Total $ 67,803
Net proceeds $449,697

FINAL SELLOUT
=) 11:00 am
SATURDAY, JUNE 25, 1977

OFFERS ACCEPTED FROM | » 5% DOWN
» BY% INTEREST

1IN 7362482616915

Pseudo-auction ad
helped generate a
sense of urgency. Note
that 14 homes are
advertised; this does
not include furnished
model which was also
sold.

ad was run in local newspapers (see
above). "*We worked hard to get a fire
sale look,”” explains Matthews. ‘“The
ad is vertical, in the style of auction
ads, and we went to the cheapest
typesetter in the area, figuring he'd
foul up.”

As a teaser, one price was
advertised—$29,900. Those who had
visited the project knew that was
$4,000 below the lowest previous ask-
ing price.

On sale day, bargain hunters
gathered at 11 a.m. All 15 units sold in
seven hours, and 11 people signed a
waiting list in case of non-qualifiers.

Final prices ranged from $29,900
to $35,000. Expenses of the sale total-
led $67,803, including the cost of fix-
ing up the shopworn units and The
Matthews Group’s commission and
fee (see chart left). Even so, the
owner, MBL Trust of San Diego, was
able to collect about 80% of the origi-
nal asking price of the condos. This
compares favorably with the 60¢ to
65¢ on the dollar usually collected
after an auction sale.

Another measure of the success
of this approach: three or four other
marketers have copied it. T don’t
know if they’ll succeed,”” comments

Matthews. ‘‘For one thing, their ads
look too good.™
—BARBARA BEHRENS GERS

New landscaping used flowers and four dozen trees to add sales appeal to The Village. Original builder had denuded lot.
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“What we save in maintenance cost alone,
will pav for rugged, no-wax Classicon.”

Says Arnold S. Lane, Sunnyside Farms Nursing Home

“When we installed over 1,000 square yards of Classicon™, “We also had a problem with indentations from the
we threw our floor wax away,” according to Mr. Lane, casters on beds and wheel chairs. The old tile would crack
administrator and part owner of Sunnyside Farms in Brielle, in corners from moving the chairs and heawy equipment. Now,
New Jersey. with sheet flooring there are very few seams.

“With our old tiles, we had to buff every 7 to 10 days “Another important factor was the moisture resistance
and strip and wax at least once every 3 months. Now, we just of Classicon. You see, we're located right next to the

damp mop and buff occasionally. Manasquan River and moisture seepage used to be a problem
—— p— , with the flooring.”

, ' : A special moisture barrier, Aquabar™, solved Mr. Lane’s

problem. Classicon is the only resilient sheet flooring guaran-

teed to resist discoloration due to moisture, alkali or mold

growth. It also has the exclusive JT88® wear layer, the most

stain resistant no-wax flooring on the market.

Classicon comes to Sunnyside Farms, in bedrooms,
corridors, lobby and work areas. Now, not only are residents
enjoying its quiet, ruaged beauty, but Classicon is paying for
itself in maintenance savings alone.

4 maminglon

LEISURE LIVING

%@ Mannington Mills, Inc., Dept. D38, Salem, N.J. 08079
Over 60 years of fine flooring.

Others by Wellco Carpet Corp., a wholly-owned subsidiary.
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MARKETING

Cincinnati’s
Homerama:

A brick town
makes
the swing

to
wood

A new look dominated Cincinnati’s
1977 Homerama, one of the nation’s
largest displays of new homes.

In an area that has traditionally
favored brick colonials, more than
half of the homes built for the show
featured wood siding and contempo-
rary design.

Winner. Best in the show was a
2,400-sq.-ft., three-bedroom house by
Scharfenberger Homes Inc. (above
right), which captured awards for
favorite contemporary home, con-
temporary exterior, landscaping, con-
temporary decorating, best bath,
kitchen and best overall design.

The house was designed by ar-
chitect Larry Norris of Norris and
Foote and decorated by interior de-
signer David Millett. Millett also won
the award for best traditional decorat-
ing for his work on a four-bedroom
colonial built by the Joe Graue Con-
struction Co.

Scharfenberger’s house, which sold
for $175,000 during the show, ap-
pealed to young and old visitors alike,
both for its dramatic two-story *‘great
room’’ dominated by a massive
fieldstone fireplace (photo right) and
its frankly sensuous master suite, with
a sunken tub and a built-in bar (see p.
62).

Larry Scharfenberger, incidentally,
is just 26 years old, but he has been a
builder for seven years, doing mostly
custom contemporary homes in the
$100,000 to $250,000 price range.

Energy. The Cincinnati area was
particularly hard hit by last winter’s
energy crunch, so it was not surpris-
ing that most of the homes offered
were heavily insulated. There was
also a solar home, a 2,886-sq.-ft.,
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Top winner in Cincinnati’s Homerama: a $175,000 contemporary home by Scharfen-
berger Homes. The house includes such details as a mammoth stone fireplace (photo
below) with skylights placed so that the whole chimney is in view from inside the house.

=

IOWER LEVEL

three-bedroom model by Ray Baker
Construction Co. Another unusual
feature in this house: an electric
pushbutton plumbing system said to
eliminate much of the waste of water
that occurs with conventional plumb-

OPENTO |
LR |

UPPHR, LV EL

ing. The solar house was priced at
$134,000, and it, too, sold quickly.

Another energy-saving model, Cox
Construction’s 2,900-sq.-ft., three-
bedroom model, included a system to
route the warm air from the fireplace
back to the heat pump, preventing its
escape through the chimney. The
model is priced at $115,000.

Prices. Not all of the 20 Homerama
models carried such high price tags,
however. The Drees Co. offered a
2,200-sq.-ft., three-bedroom/study
contemporary model for $75,000, and
Ryan Homes offered a 2,352-sq.-ft.,
five-bedroom colonial for the same
price.

The show, co-sponsored by the HBA
of Greater Cincinnati and the Cincin-
nati Enquirer, was held at Landen, a
PUD being developed by Towne
Properties and the Kanter Corp.
Some 100,000 people attended.

—N.G.




Year after year, demand for
vinyl siding grows higher and higher.

In @ years, demand for vinyl siding has increased snugly, help prevent heat loss and minimize
fourfold. Share of market has almost doubled. condensation.

More and more homeowners recognize that In short, vinyl siding, windows, shutters, gutters,
building products made with our Geon” vinyl are downspouts and other products help give home-
not only beautiful, but also live a long, virtually owners more reasons to buy. Preference for vinyl
carefree life. They are very, very tough. gets higher every year.

For information about building
products made of Geon vinyl,
contact The BFGoodrich
Company, Chemical
Division, Dept. H-38,
6100 Oak Tree Blvd.,
Cleveland,OH44131.

They won't warp, rot, peel or
absorb moisture. Vinyl prod- 4
ucts won't rust or corrode.
Won't need painting.

Also, vinyl clad
windows and weather
stripping fit

BFGoodrich

Chemical Division
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Cincinnati
shoppers
tell

what they
want
in a home

Contemporary styling outpolled colo-
nial by more than two to one in a
survey taken among visitors to a
lakeside show house built by the J. W.
Plum Construction Co. in another part
of Landen, site of Cincinnati’s
Homerama (see p. 44).

The house, which won the Ameri-
can Wood Council’s Design for Better
Living Award, was designed by Larry
Norris, the same architect who de-
signed the Homerama winner.

More than half of the respondents
were over forty and they had an
average of 1.7 children living at home.
Seventy percent had family incomes
over $29,000, and 66% said they
would be comfortable buying a house
that cost over $60,000.

Idea house. What they wanted was
probably influenced by what they
were looking at: an exciting 3,250-
sq.-ft., three-bedroom house with
sunken living room and family room,
and cathedral ceilings covered in nat-
ural wood throughout much of the
living area.

The entire back of the house is a
series of large windows overlooking a
lake. And the 20'x22' family room
doubles in size by flowing into a
generous sun deck. For contrast,
there is an intimate library placed ina
second-floor loft that overlooks the
family and dining rooms.

A large master suite, with sauna and
sitting area as well as windows angled
to catch the view, adds a touch of
glamour. And the kitchen is open to
the family room and equipped with
every built-in imaginable.

Necessary rooms. The survey first
focused on which rooms families con-
sider necessary. About 60% said they
required three bedrooms for sleeping,
and another 24% required four.
Seventy-two percent already used a
room for a quiet private den, and 77%
wanted a family room in addition to a
living room.

Asked which room they would elim-
inate to save space and dollars, 29%
agreed to yield a living room, but only
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Favorite features of Cincinnati prize win-
ner according to a poll of visitors: the
island kitchen (above) that has an eating
bar that extends into the family room and
the massive fireplace (below) that is open
both to the breakfast room and to the
family room.

i
v

5% the family room. Forty-five per-

cent would eliminate the rec room and

21% the den.

A similar question about eating
space showed that many would give
up a dining room for a breakfast room
or eat-in kitchen.

Favorite features. Asked what four
features of the show house they would
want, 98% zeroed in on the kitchen.
They mentioned the layout, the ap-
pearance, the customized built-ins
and cabinetry and the work island.

Half mentioned the architectural

design of the house, particularly its
openness; the angled rooms and the
indoor/outdoor relationships.

Two details elicited much com-
ment: the two-sided stone fireplace
that can be used from either the family
room or the breakfast room; and the
use of glass, particularly the skylights
in the first-floor powder room, the
master and secondary baths and the
window in the dressing area.

Long before the show was over, the
house was sold for its listed price of
$180,000 plus options. —N.G.




The inside looks even better
than the outside looks.

The outside looks mighty good. The fluid these faucets will prove a thing of beauty, too.
styling of each Rockwell single control faucet The Rockwell single control washerless
iIs in harmony with the others, kitchen, lavatory  faucet has all brass valving construction and
and bath. The design complements the the primary seals are contoured to the plunger
function. to provide greater sealing surfaces.
u, the mechanical excellence of And each Rockwell single control faucet
: carries a 5-year warranty for
“Drip Free” performance.
For a more comprehen-
sive look inside, write for
our Plumbing Products
Catalog: Building Com-
Valving is all brass constructior The primary seals in the kitchen Back-to-back installation of ponents' DIVES[On’ ROCkwe”
'I'echnf’zln;_z;' ::l Lt}a f?nd a = bailh‘fun(i{;a'-vz:ztfr.\" If;{ucels c.':n ‘ shower units is ;‘:n, Simﬁl_\; |n'[erna't|0na|, 4% N . LeX|ng-
faucet valve that per- be replaced most simply. Only turning the plunger 180° on one ton Avenue' P‘ﬁSbU rgh‘

forms as well as brass. a screwdriver is needed. unit keeps “hot” and “cold” in

their customary places. Pa 15208

‘l Rockwell International
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demanded an end to

“We've been using APA's Glued
Floor System for about six years.

It provides better structural integrity,
and our callbacks are practically
nonexistent.” John A. Montgomery,
Jr., Montgomery Company,
Louisville, Kentucky.
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needless callbacks.

Have you got a construction
problem? We can probably help you
solve it with plywood, and cut your
costs at the same time.

Look at floors, for instance.

If you have to go back and take
out a squeak or pound a few nails
back down, it can cut into your pro-
fit and affect your reputation. But
with APA’s Glued Floor System,
squeaks, nail popping, bounce and
callbacks are virtually eliminated.



Helping builders stay profitable
and competitive is a chief concern
of the American Plywood Association.
So, we make available a complete
assortment of plywood information,
from building codes to new construc-
tion techniques. And we're also
active in research and development
of new plywood systems that im-
prove quality and save time and
money;, too.

Our Glued Floor System is a

good example.

A single layer of tongue and groove
UNDERLAYMENT plywood panels
is glued and nailed to wood joists.
This creates a T-beam assembly
that's stiffer than conventional nailed
floors, making it possible for joists
to either be smaller, more widely
spaced, or span longer distances.
So, you can install it faster, use less
wood and fewer nails and give your
buyer a better floor as well.

Details on the APA Glued Floor
System and answers to all your ply-
wood questions are free. Just send
in the attached reply card, or write
American Plywood Association,
Dept. H-097, P.0.Box 2277, Tacoma,
WA 98401.

A, AMERICAN PLYWODD ASSOCIATION

Plywood. The Performer.




MILWAUKEE 16%

The General Electric Extended Range
PTAC Heat Pump offers significant savings
on heating bills when compared to
electric resistance heating.

These savings will vary depending upon your geo-
graphic location and climate. Examples of estimated annual
heating savings in various cities are: Atlanta 41%, Los

Angeles 58%, Seattle 45%, Boston 27%, Philadelphia 30%,

New Orleans 53%.

We call it Extended Range because the Zoneline III*
unit operates as a reverse cycle heat pump with defrost
down to 35° E Even lower temperature reverse cycle
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CHECK HOW MUCH THE

R ELECTRIC BILL

o
s

TAMPA 56%

operation can occur depending upon associated outdoor
humidity conditions.

In the heating cycle, Zoneline III* heat pump takes heat
from the outdoor air and through the refrigerant system
transfers this heat plus the heat of compression (electrical
input to compressor) to the indoors.

This reduces operating costs since the heat output can
range as high as two or more times the energy input to the
system, at standard rating conditions, as compared to resis-
tance heat. At temperatures below the reverse cycle
operating range, the unit automatically switches to electric
resistance heating.

In the cooling cycle, the various models provide from
7.0 to 8.0 EER. This adds further to energy savings when
compared to models of comparable capacity and lower EER.




GE ZONELINE IIT HEAT PUMP
OVER ORDINARY RESISTANCE HEAL.

e e w
B "7

SEATTLE 45% MEMPHIS 36%

Zoneline I11* Extended Range heat pump, because of
its electrical energy conservation, ease of installation, sim-
ple control features and appearance, provides overall
economy for room-by-room or zone control in motels,
apartments, office buildings, nursing homes, hospitals and
for modernization projects.

GE offers job site product service. We believe pack-
aged terminal air conditioners should be repaired conve-
niently and quickly; if possible right on the job site. We have
a network of Factory Service Centers covering over 800
cities, plus more than 5,000 franchised servicers throughout
the 48 contiguous states, Hawaii and D.C. This is General
Electric’s Customer Care® service.

Additionally, Extended Service Contracts are available
in most major metropolitan areas.

Circle 53 on reader service card

CHARLOTTE 38%

For further information about our commercial and
multi-family Zoneline heat pumps, and our full line of other
through-the-wall heating
and cooling systems, call
your local General Electric
sales representative or
write to J. E West, General
Manager, Room Air
Conditioner Department,
General Electric Company,
Appliance Park, Building 6,
Room 242, Louisville,
Kentucky 40225,

GENERAL @3 ELECTRIC
H&H/housing 9/77 53




Good as gold, inside and out.

Bradley makes great looking single-control and two-handle And at the heart of Bradley faucets
decorator faucets. Like bright and brushed gold faucets. 7 is a guarantee that's as good as gold,
Brushed chrome faucets, too. And the widest r too. Because it says that our cartridges
selection of china faucets in the warld. 5 il won't leak, drip or wear out for 83% years.
But looks aren't everything. Because it's - ' So not only do we make the best faucets
what's underneath our great finishes g (" " inthe business, but we back them with the
that really makes them shine. I i best guarantee in the business, too.
;ike cg)ur .QOld f;luftetg fror\exa\rpple, Lat " ‘ b . Bradley decorator faucets. There's more

ol MEBMIBE ROy GIass Casings. Leseh - : ' ' to them than meets the eye.

they go through a special copper-nickel s
plating process. Finally, they're bathed in i Bradley Faucets, Box 348, Menomonee

24 kt. gold and polished by hand. ‘ Falls, Wisconsin 53051.

With an 83} year guarantee,
we have to build them better.

CORPORATION
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A HOUSE & HOME SEMINAR

ElTecllv

Markeling
eICRANGISITg

Two days of intensive study in.

Market research

Product development
On-site merchandising
Model homes

Sales offices

Advertising and promotion
Post-sales programs

Here's why you should attend

Because what separates today's hot projects
from the slow sellers is, more than anything
else, marketing professionalism.

Because this professionalism is not restricted to
large-volume developers, but can be applied
by any builder, large or small, who understands
its principles.

And because when today’s bull housing market
tightens—as most experts think it will do in
1978 —effective marketing can provide you
with the crucial competitive edge.

i
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House & Home’s Effective Marketing &
Merchandising Seminar will show you. ..

How to find out who your prospects are

and what they want

How to create a product that will appeal

to those prospects

How to merchandise that product
effectively, both on-site and off

Specifically, you'll study these key

marketing subjects:

Market research

® How to get meaningful data on
your market

® How to turn market data into
useable information

® What you can do yourself in
researching your market

® How to get maximum benefit from
shopping your competition

Product development
® How to design the right house for
the right market

® How to broaden your product line
with fewer floor plans

® How to get the best—and the
most—from your architect

On-site merchandising
® How to design model areas that
work

® How to set up a sales trap that
doesn't turn prospects off

® What it takes to make a good
sales office at reasonable cost

® How to use graphics to create a
strong project image

Model Homes

® What is the difference between
interior design and interior
merchandising

® How to design for specific buyer
profiles

® How to enhance architectural
features—and play down
architectural defects

® How to present the unfurnished
model effectively

® Howmuch to pay for model-home
design services

Advertising and promotion

® How to stretch your advertising
dollars

® How to get the most from an
advertising agency

® How to target specific markets
with your ads

® What makes an effective
advertising mix

® How to build traffic with special
promotions

® How to build strong
public-relations programs

Post-sales programs

® How to make referrals your
number one source of sales

® How to turn happy customers into
profitable sales leads

® Why the sale never really ends

You’ll study with
these experts in marketing
and merchandising:

Lester Goodman is president of
Lester Goodman Assaociates, a
marketing-services company that
Specializes in marketing research,
planning and consultation for
residential builders. Mr. Goodman
has spent 20 years in the housing
field. He has been responsible for
the marketing and sales of more than
20,000 units for a number of major
builders, including the Larwin
Group, M.J. Brock & Sons, and
Town Properties, and was for two
years marketing vice president

for Rutenberg Corporation. Mr.
Goodman is currently vice president
of the new Institute of Residential
Marketing, a college-level
educational program developed by
NAHB, and has been for 12 years a
lecturer on marketing for the
University of California at Los
Angeles and Irvine.

Gene E. Dreyfus is president of The
Childs/Dreyfus group, an interior
design firm based in Chicago and
with offices in New York, Paim Beach
and Toronto. He is a former builder—
nearly 2,300 homes in the
Chicagoland area from 1950 to 1960.
And since 1960, first as head of Gene
E. Dreyfus Associates and for the
past 11 years with his present firm,
Mr. Dreyfus has served as a
merchandising consultant to more
than 150 builders in the U.S. and
Canada.

Chicago
Sept. 26-27
Los Angeles
Oct. 20-21
Miami
Nov.14-15
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A HOUSE & HOME SEMINAR

]
Seminar Hours
Registration starts at 8:30 a.m. Sessions are
9 a.m. to 4:30 p.m. with informal discussions to
6p.m.
&
Hotel Reservations
While House & Home does not make individual
reservations for seminar participants, we have
arranged with the Marriott Hotels in Chicago, Los
L]

Angeles, and Miami to hold a limited block of

rooms for the use of attendees. You can reserve
your room at any of the Marriott Hotels by
phoning (800) 228-9290.

Please be sure to say that you are attending

the House & Home seminar. This will identify

Seminar Registration your reservation with the block of reserved

To register, please complete and return the rooms, and assure you of the special seminar
coupon below to House & Home, McGraw-Hill, rate.

Inc., 1221 Avenue of the Americas, N.Y,, N.Y. Tax Deduction of E

10020. Or you may register by calling (212)

997-6692. Registration must be made in Anincome tax deduction is allowed for expenses

= e asmingss, Al renictrad ons Wil s of education (includes registration fees, travel,
vfance g | RS € meals, lodgings) undertaken to maintain and

confirmed by mail. improve professional skill. See Treasury

Seminar Fee regulation 1.62-5 Coughlin vs. Commissioner

The full registration fee is payable in advance 203F. 2d307.

and includes the cost of all luncheons, work-

books, and meeting materials. $395.
HOUSE & HOME Name Additional registrations
McGraw-Hill, Inc. from my company:
1221 Avenue of the Americas Title
N.Y., N.Y. 10020
N

Gentlemen: Please register me in the L are
EFFECTIVE MARKETING &
MERCHANDISING seminar checked ~ 2o0ress e
koot City State Zip Name
O Chicago, Sept. 26-27

Marriott Hotel Phone Title
O Los Angeles, Oct. 20-21 Signature

Marriott Hotel
O Miami, Nov. 14-15

Marriott Hotel

[J Check payable to
House & Home enclosed

O Bill my company
[ Bill me

HH-9/TT
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If you have any doubts
that the master suite can
be one of your strongest
merchandising tools, leaf through the pages of the popular
shelter and women’s magazines. You'll find those publications
devote a lot of space to design and decorating ideas for master
bedrooms and baths.

Why? Because today, most consumers—potential prospects
for your new homes and apartments—are using that area of the
house as a private adult retreat, a place to relax after a hectic
workday or to escape from noisy children’s activities.

At right and on the following six pages are eight master
suites, which in one way or another are designed to be more
than just places for sleeping and clean-up. In some, it’s the
floor plan and|/or architecture that turns the trick; in others, it's
a special feature like a fireplace. Often, it's a combination of
both.

We call attention to the decorating and furnishings employed
in the suites in built-for-sale housing. In each case the interior
design conveys feelings of warmth and security—both highly
important emotional appeals in any model-home merchandis-
ing program.—JUNE R. VOLLMAN
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Jeeling aof a privato living room

A home within a home is the way the
developer merchandises this master
suite. And it's easy to see why.

First, there are typical living-room
amenities like the cozy conversation
area, a fireplace and sliding glass
doors opening to a secluded deck.

Second, there is architectural de-

tailing that’'s more commonly as-
sociated with public areas of a
house—clerestory windows and a
vaulted ceiling, for example.

Third, there’s a large dressing
room/bath area—with twin closets,
separate tub and stall shower, twin-
sink lavatory and a planter that

JULIUS SHULMAN

wraps around two sides of the bath.

This master suite is in the best-
selling model at Crowne Point, a
community of duplexes in Long
Beach, Calif. [n&H, Aug.]. Devel-
oper: Long Beach Construction Co.
Architect: C.S. Jones Jr. Interior de-
signer: Bea Cutherbson.

TO NEXT PAGE
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What could be more opulent than
a bath with a sauna? But if it’s
not practical to include one, the
next best thing is to create a
sauna-like effect—as is done here
by building the tub into a plat-
form, surrounding it with red-
wood paneling and providing
skylighting.

The bath, with such other
glamourous touches as an angled
shower and his/her vanities, is
part of a huge master suite in a
two-story house constructed by
custom builder Larry Scharfen-
berger for the Cincinnati
Homerama '77 (see page 44). The
bedroom area (see plan) is
equipped with a built-in bar. The
idea, says Scharfenberger, is to
give the master suite the feeling
of a weekend retreat or a place
where the owners can enjoy an
evening’s entertainment without
leaving their home.

Note, too, the practical touch
in this luxurious suite—the con-
venient location of storage space
next to the walk-through closet.

Architect: Larry Norris. Inte-
rior designer: David Millett.

PHOTOS, DAVID R

Play up
SPPER T P RER TR AP R
ewivh e x>
drossing area

Looking at the bright, cheerful
master bath shown in the lower
photo, facing page, it's hard to
believe that it’s windowless (see
floor plan below). And that’s
precisely the effect the developer
wanted: *‘In the master suite,
prospects should never feel like
they're walking into an inside
bath,”” says Steve Swanson,
marketing director for Broad-
moor Homes Inc.

The only source of natural light
for the master suite in this plan is
a central atrium opening into the
bedroom (top photo, facing
page). To overcome that prob-
lem, the bath is opened up by
combining it with a spacious
dressing room; only the water
closet is compartmentalized for
privacy.

Lavish mirroring on the walls
and closet doors seems to double
the size of the combined space,
and recessed ceiling lighting is
employed to create a daylight ef-
fect.

Note that a secondary bed-
room adjoining the master bed-
room can be used as a connecting
sitting room if not needed for
sleeping quarters.

This master suite is in one
model at Turtle Rock Glen Patio
Homes in Irvine, Calif. Ar-
chitect: Morris, Lohrbach & As-
sociates. Interior designer: Lois
Harding & Associates.
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HOTOS: DAVID ROSS

Work our a
tie-in

o privale
ourdoor
living areas

You can do it conventionally—
by opening one side of the
master bedroom to a broad,
view-oriented deck (top photo,
Jfacing page).

And you can do it unconven-
tionally—by using part of an
atrium (see floor plan below) to
create a luxurious garden bath
(lower photo, facing page).

“*Splitting the atrium this
way turns what would have
been a dark, inside bath into an
outside room; yet it doesn’t
weaken the master-suite pri-
vacy,” says Steve Swanson,
marketing director for Broad-
moor Homes Inc.

This dead-ended master suite
(note that it’s completely sepa-
rate from the secondary bed-
room wing) is in a one-story
house at Sea View in Newport
Beach, Calif. Architect: Mor-
ris, Lohrbach & Associates.
Interior designer: Lois Harding
& Associates.

PHOTOS: GEORGE SZANIK

The idea is to appeal to the
move-up market with sophisti-
cated floor plans instead of more
space, says Ken Agid, vice pres-
ident of marketing and sales for
the Irvine Pacific Development
Co.

Consider, for instance, the way *
space is treated in this master
suite. Essentially, the suite is not
much more than a basic
bedroom/bath arrangement. But
by separating the two areas with
an arch and partial divider wall
instead of a full wall and door,
and turning the closet toward the
bath instead of the bedroom, the
architect has created a small
dressing area without increasing
square footage by any significant
amount.

Another touch of sophistica-
tion: the oval tub surrounded by
a planter (see floor plan).

This suite is in a four-bedroom
house at Woodbridge Place,
Irvine, Calif. Architect: Red
Moltz and Assoc. Interior de-
signer: Carole Eichen Interiors.
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PHOTOS: BARRY STAVER, STAVER & SCOTT
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Here the master suite is designed
and decorated to show that there's
plenty of space for a sitting area
(top photo, facing page); but the
floor plan is left wide open so
buyers can use the space any way
they choose.

‘“‘Everyone doesn’t want to be
told: ‘This is where you sleep, this
is where you sit,” "’ says Dave
Olson, vice president of marketing
for Witkin Homes Inc. ‘‘Some
people might prefer using the
extra space for a home office or
decide to place their bed in a dif-
ferent part of the room."

Although this master suite does
not open to any outdoor living
area, a touch of the outdoors has
been brought inside: An opening
in one wall of the bathroom pro-
vides a view of a two-story solar-
ium (left in lower photo, facing
page).

This master suite is in a two-
story, single-family detached
house at Shenandoah in Aurora,
Colo. Architect: Randolph H.
Curry & Associates. Interior de-
signer: Blake Designs.

ROBERT LAUTMAN

HOWARD LEVANT

Srrons

luaury
is inflowible . ..

In this master suite, whose configura-
tion is more or less defined by the unit’s
rectangular shape, a luxurious feeling is
conveyed by: 1) unusually larger his/
her walk-in closets; 2) full bathroom
compartmentalization; 3) opulent bath-
room fixtures and accessories—a
sauna, a molded marble tub, lavish
mirroring and travertine marble floors,
walls and countertops, and 4) the large

L-shape dressing area.

This suite is in an apartment at Water
Tower Place, a 74-story, mixed-use
(commercial, hotel and residential)
condominium in Chicago. Developers:
Urban Investment and Development
Co. and Mafco Inc. Architects: Loebl
Schlossman & Hackl and C. F. Murphy
Associates. Interior designer: David
Millett.

- . .and eomphasise architocrure
when space is f[loaible

Here, for example, volume space
formed by a steeply pitched roof is
incorporated into the design of a cozy
conversation nook. This is done by
creating ceiling lines and planes, whose
junctures define two closets.

The compartmentalized bathroom
(see floor plan) is equipped with such
luxury features as an oval tub, a bidet

and theatrical lighting above the lav.

This master suite is in a remodeled
home in Chevy Chase, Md. The re-
modeling, by architect Hugh Newell
Jacobsen, received an Award of Merit
in the 1977 Homes for Better Living
awards program [H&H, Aug.], which is
co-sponsored by the American Institute
of Architects and HOUSE & HOME.

AL
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It works in many ways.

It can transform a drab, barren site into
an oasis.

It can baffle the noise of neighbors.

It can provide the marketing edge that
insures speedy rent-up or sellout.

It can make high densities livable.

Waterscaping can do all of these things.
And—paradoxically—it can save water.
For most systems use little water—the
lakes and streams are only 18 inches to
three ft. deep—and even that is recircu-
lated. Water lost through evaporation is
often less than what would be used to
spray lawns and plantings.

For alook at how water works its magic
in four different settings, turn the page.
—NATALIE GERARDI

Rushing water turns an Orange County townhouse
into a vacation retreat. For more views of Orange
Lakes in Orange, Calif., see the next page.
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Adding sell fo small townhouses on a tight site

The developers of Orange Lakes were aiming
at first-time buyers: young marrieds, singles
and divorced people. But to keep prices af-
fordable, the developers had to build at
maximum density—13 d.u. per acre—and
minimum size—most units are 829-sq.-ft. ef-
ficiencies with sleeping lofts.

Both the density and unit size are more
typical of apartments than of fee-simple
townhouses, which Orange Lakes was offer-
ing; yet the project had to attract renters out
of apartments and turn them into buyers.

The developers succeeded by siting the
units in and around a system of lakes, water-
falls, streams. rapids and fountains and by
giving each unit a waterfront patio. The water
creates a sense of privacy and seclusion that
masks the high density. And the lakefront
patios make the units more spacious, both
visually and by adding living area that’s sure
to be used. The 118-home project sold out in
six weeks.

Orange Lakes, in Orange, Calif., is the
second lake project developed by C. Robert
Langslet and Son, of Long Beach. The first,
called The Lakes, had sold out 260 units in a
slack nine months. **We were amazed to find

70 H&H/housing 9/77

there were so many single and divorced
people that no one was building for,” says
Mike Engle, vice president and marketing
director.

Orange Lakes was designed for this mar-
ket. One hundred of the 118 units were the
829-sq.-ft. efficiencies; only 18 werel,135-sq.-
ft. two-bedroom units. “‘Everyone told us
this mix was crazy,” says Engle, ‘‘but we hit
the market right on the button.”

The most popular units were those in the
middle of the lake, even though parking had
to be at a distance. ‘‘People didn't mind
carrying groceries a bit farther if they could
be out in the middle,” says Engle. ““You
can't even hear the cars out there. It's like
being away on vacation.”’

While a lake project may solve marketing
problems, it presents construction problems.
“You have to plan your phasing and con-
struction cycle very carefully so that you
don’t cut off access either to the units or the
lakes while trucks or heavy equipment still
have to reach them,” Engle explains.

The company is planning a third lake proj-
ect in the same area. The main change: It will

include more streams and other moving water.




Boulder-strewn pond (above
left) separates the housing
from the recreation area. In
the background is a swimming
pool; other amenities include a
cabana, a sauna with one-way
glass for viewing the recrea-
tion area, a sunken lakeside
firepit and two lighted tennis
courts.

Site plan (above right) shows
how a large portion of the
nine-acre site was turned into
a big lake, with the town-
houses sited on islands and
promontories. Lifescapes Inc.
of Santa Ana did the land plan
and landscaping; J. Harlan
Glenn & Assoc. of Villa Park
was the lake engineer.

Two plans include an 829-sq.-
ft. efficiency with a loft and a
1,135-sq.-ft., two-bedroom
unit, of which there were only
18. Prices ranged from $37,900
to $58,900 when the project
opened last year; by sellout
they were up to $47,900 to
$65,900. Carl McLarand and
Assoc. of Santa Ana was the
architect.

LIVING
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Unit types range from a 510-
sq.-ft. studio with sleeping al-
cove to a 1,420-sq.-ft. town-
house. Rents range from $190
to $400.

Shown above are two of the
most popular units: a 1,282-
sq.-ft., two-bedroom, two-
bath villa (top) and a 694-sq.-
ft. one-bedroom plan (bot-

tom).

Linking the elements of a mixed-use community

The Venetian theme of this 300-unit apart-
ment complex in Stockton, Calif. is not
merely a picturesque gimmick. Architects
and planners Bull Field Volkmann Stockwell,
of San Francisco, used a series of canals and
lagoons bordered by pedestrian and bicycle
paths to link the various segments of a 150-
acre community that includes apartments,
single-family homes, a shopping center and
an office complex.

Of course the water adds market value as
well: Apartments in the Venetian Park com-
plex rent for up to 34¢ a sq. ft., compared to
24¢ for similar units in other complexes. And
within Venetian Park itself, waterfront units
command a $20 or $30 a month premium over
units without a water view.

Another benefit of the water system: high
density. The project contains 300 units on
16.2 acres, for a gross density of almost 19
units to the acre.

72 H&H/housing 9/77

“People accept higher densities where
there are canals,” says developer Eckhard
Schmitz, president of Schmitz Development
Inc. ““Without them we would have had to
space the units a lot farther apart.”

The segment of the canal that runs through
the apartment complex, linking the shopping
center with the recreation complex, is shown
in the site plan above. This segment alone
cost about $350,000 to build.

“It probably cost about three times as
much as putting in grass,” says Schmitz,
“‘but in the long run the maintenance will cost
less than if we had lawns to water and mow."’

Tenants at Venetian Park apartments are
mainly young single or divorced people who
work for large corporations or the nearby
colleges. “‘They like the fact that the project
is different and imaginative,” says Schmitz.
“But to be fair, I think the main reason
they're here is location.”

TO PAGE 75
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MARVIN RAND

Seventeen-acre site divides into three
separate communities. At bottom are
the units facing the golf course; these
are the most expensive and tenants
tend to be older. Some are even re-
tired or semi-retired. On the stream
side at right, tenants are mainly
young professionals or young mar-
rieds. The youngest tenants of all live
on the lake side at left. Many have to
share to afford the apartments, which
ranged from $210 to $410 a month
when the project opened last sum-
mer.

Popular units include the 905-sq.-
ft., one-bedroom/den shown at left
and the 1,180-sg.-ft. two-bedroom/
den golf-course unit shown at far left.
Note how the den is only partially
separated from the master bedroom.
This arrangement won market accep-

Turning flat, barren land info a premium location

The southern portion of the 17-acre site over-
looks a golf course. But it was necessary to
create some sort of amenity for the remainder
if the 368-unit project was to generate rents
that would justify the cost of building it.

Faced with this problem at the luxury
community of Rancho San Joaquin, the Ir-
vine Company’s multifamily division built a
system of streams and lakes. Irvine was
thinking of the rent premium that waterfront
units would command.

Saving water, however, was also a con-
sideration. *‘We asked our water consultant,
J. Harlan Glenn & Assoc., about the pros
and cons of water versus landscaping,” says
project manager Don Landis. ‘‘They said we
would definitely use less water with lakes and
streams than with a landscaped meadow that
would have to be irrigated.”

The initial cost of the water system was
about twice that of landscaping: about $4 a

sq. ft. as opposed to $1.80 for heavy planting.
This includes mechanical equipment. The ar-
chitects and land planners, Backen Arrigoni
& Ross, of San Francisco, had designed a
series of “‘hard™ and “‘soft’ edges for the
waterways, the hard edges being the concrete
block walls lining the piazza shown in the
photo at left; the soft edges being the natural-
looking, grassy banks visible in the back-
ground. Maintenance dictated that the soft
edges and stream bottoms be coated with
Gunite, hence much of the cost.

The two-story, stucco-clad, frame build-
ings each contain eight of one unit type.
There are six plans, ranging from a 560-sq.-ft.
one-bedroom to a 1,180-sq.-ft., two-
bedroom/den unit. All have patios or decks
recessed into the buildings to form sort of a
loggia. These are placed at the outside cor-
ners so that most living areas have a view of a
lake, stream or landscaped plaza.

TO NEXT PAGE
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At Quail Ridge in Fullerton, Calif., water
flows through boulder-strewn streams,
rushes over rapids and roars down 22 water-
falls. The foliage is so thick that the next
building, just a few feet away, is barely
visible. It's hard to believe that the 9.3-acre
site holds 144 units, at a density of 15.4 to the
acre. Or that tranquil patios such as those in
the cover photo and the photos above and at
left, where the only sound is that of running
water, can exist only 150 ft. from the travel
lane of the Orange Freeway.

““I was trying to build a product that would
sell for less than the typical $80,000-to-
$100,000 house here in Orange County, and
the only way is to get greater density,” says
developer John Konwiser of Newport Beach.

DENNIS FUGNETTI

Creating a little rain forest in exchange

Lush landscaping runs be-
tween the two circular build-
ings and around the perimeter
of the project. Photo at left

was still under construction.

moved and more plants have

was taken while phase two > |

The fence has since been re- LoPT

been added.

BASE PRICE

PATTO ar

“I told the planning commission that I in-
tended to improve the site so that it would
absolutely knock their heads off in return for
a density of 15.4.”

Konwiser commissioned Lifescapes of
Santa Ana, headed by Donald Brinkerhoff
[H&H Jan. °75], to design the landscaping and
waterscaping. The waterscaping was then
executed by Paul Muit of Fountain Valley.

Such impact is not created cheaply. The
cost (including swimming pool and tennis
courts) was $600,000—over $4,000 a unit.

But Konwiser had acquired the 9.3-acre
site, in a section of Fullerton that is just now
undergoing development, back in 1974 for
$554,000. That means the raw land cost was
just under $4,000 a unit. So he was able to
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Unusual site plan (partially shown above) consists of twin circles each \
made up of six twelveplexes. Parking space runs along the inner rim and at
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the hub. The plan is so efficient that 60% of the land remains as open space
despite the high density. Six floor plans (shown above left and right) are
offered. These are arranged in groups of three, with the two largest—both
one-story plans—on the bottom and the smaller ones—mainly one-story/

loft plans—stacked side by side.

for greater density

achieve his goal of producing housing that
young people could afford.

The first phase opened last fall at prices
ranging from $38,950 for a 700-sq.-ft., one-
bedroom plan to $56,950 for a 1,430-sq.-ft.,
two bedroom/den plan; the second phase
opened last spring at prices ranging from
$45,950 to $70,950. The project sold out
quickly, mainly to the target market of sin-
gles, young couples and empty nesters. A
market survey by First American Title found
it the lowest priced project in Orange County.

The extensive landscaping is not the only
reason Quail Ridge is so attractive. The circu-
lar plan, created by Ladd, Kelsey, Wood-
ward of Newport Beach, Calif., limits the
number of units that can be seen at any one

time. From inside a unit, few if any of the
others are visible. And the balconies and
decks have been sited to insure privacy.

Because of the curved buildings, many of
the units are fan-shaped (see plans above).
However, the rooms were planned so that
there would be no problem with furniture
arrangement, and the units were well re-
ceived by the buyers.

“People found the irregular shape exciting
because it’s unusual,”” says Konwiser.

Recreation facilities at Quail Ridge include
two lighted tennis courts, a swimming pool,
therapeutic pool and a recreation building
with party hall, card room and billiard area.
The project is across the street from a public
golf course and a regional park.
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And now here’s a survey showing

The surveyors, Walker & Lee Inc., polled 250 prospective buyers at
seven southern California attached projects.

““ And these were serious shoppers,’’ says Robert Lind, marketing
vice president for the Anaheim realty company. ‘‘Nearly 25% said
they planned to buy immediately and 42% within a year.”

Almost half of the prospects (49%) were looking at row town-
houses, 39% were shopping duplexes and 12% were considering
condo apartments. Prices varied from $32,000 to $120,000 but most
were in the $50,000-to-$70,000 range; size varied from 560-sq.-ft. flats

what attached-home shoppers

to 2,200-sq.-ft. two-story plans.

THE SHOPPERS: WHO ARE THEY?

They're young ...
and prosperous

Almost one-quarter are under 25 years of age; 40% are
between 26 and 35. And 44% earn more than $35,000 a year,
largely because 63% are two-income families.

In addition, more than half either have no children or are
empty-nesters. And 67% currently own a home.

(Compare this with the detached-house shoppers reported

Table 1:
Shoppers’ ages

The majority of both attached- and detached-home prospects
are under age 35, but there are twice as many attached-home
shoppers under 25.
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This survey is a companion piece to the one Walker & Lee
conducted this year among detached-home shoppers [H&H, July "77].
In comparing the two, the attached-home shoppers are found to be
younger, to earn more money and to have fewer children. So while
they want the same things as detached-house prospects in some
areas, in others, there are differences and a few surprises.

You'll find them on these four pages. —JOEL G. CAHN

on by H&H two months ago. Only 11% of them are under
age 25, only 19% earn more than $35,000 and 64% have
families of three or more [see tables 1-3]).

Attached-home prospects are willing to spend a lot of their
income on a new home—as much as 50% more than their
current monthly payments. Detached-home shoppers will

Table 2:
Shoppers' incomes

Median income of attached-home shoppers is $32,000; for
detached-home prospects, it is $25,000."
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“Half of the incomes are above the median figure; half are below.
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only stretch up to 34% more—mainly because they
have larger families and, hence bigger living expenses.
The largest group of potential attached-home buyers
said the maximum amount they would pay was from
$40,000 to $50,000. Another 24% would spend from
$50,000 to $60,000; 15% from $60,000 to $70,000.

Table 3:

Shoppers’ family size

Average family size of attached-home shoppers is 2.4;
for detached-home prospects, it is 3.1.

PERCENTAGE

3
FAMILY SIZE

A fa_r_ DETACHED

h ATTACHED

H :
TI?::::IE:VQI is the surprise choice

It was selected by 55% of the shoppers. The figure is especially
significant considering that the projects they were visiting offered
no split-level plans.

"*The split gives an impression of extra space,”” says Lind, ‘‘and
anything that increases real or perceived space will appeal to
prospective buyers.”

Almost 28% of the shoppers chose a single-story plan, while 17%
favored a two-story home. And half said they preferred indi-
vidualized exteriors with varying rooflines while 39% wanted their
units to look as if they were part of one large, mansion-like dwelling.
(Some 11% said exterior style would not influence their buying
decision at all.)

With the same Interlor space,
which of these would you prefer? (Check one.)

704
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Bedrooms:
46% want three; 20% pick four

Surprisingly, even though more than half of the shoppers had no
children, two-thirds indicated they wanted the extra bedrooms for
sleeping. Walker & Lee suggests that this is because some young
couples are planning to have children, while empty-nesters want
spare bedrooms for when their children visit. And there’s another
possibility as well: Buyers may consider a three- or four-bedroom
home a better investment than a two-bedroom unit.

How many bedrooms do you want? (Check one.)

60+ 18R 28R N 2BR
1.6% 29.2% 46.6%
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Family room:
66% say it’s not necessary if there’s aden

It’s an indication that the majority of young couples are not buyers and those shopping higher-priced projects who ex-
planning larger families. In fact, it is the older prospective press the greatest need for both den and family room.

If a unit includes a den, does it also need a family room?

DEN
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The eating area:
Shoppers are divided aimost evenly over where it should be

Some 40% wanted a unit’s single eating area off the living room, 37% picked a spot off the kitchen and 23% felt it should be ina
country kitchen.

Kitchen and master bath options:
Prospects are willing to pay more for upgraded amenities

Specifically, they chose: costs of up to $325. (The highest-priced choice, a single oven
eCeramic-tile countertops over plastic laminate by 63% to plus a microwave, was most preferred—selected by 44%.)

37%, despite an extra cost of $150. eTub/shower combinations and oversized tubs over a
eLuminous ceiling lighting over standard fixtures by 85% to single stall shower and standard tubs.

15%, despite an extra cost of $70. Neither income nor price of unit shopped had much effect

eDouble ovens over singles by 86% to 14%, despite extra on these selections.

Which kitchen features do you prefer?

T 100+ KITCHEN COUNTERTOPS KITCHEN LIGHTING = TYPE OF OVEN
FORMICA _‘ FIXTURES SINGLE OVEN ($175)
904 ($150) 37.1% ($30) 148% 13.4%
80 - o
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TILE CEILINGS OVEN ($350) 22.5%
($300) 62.8% ($100) 85.1%
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What extras
should the builder include at no extra cost?

Almost 56% of the shoppers want front landscaping included ~ added. And 67% want carpeting thrown in.
in the for-sale package; more than 70% believe a patio slab Only when it comes to drapes is this trend reversed; 74% of
should be provided; and 75% think patio fencing should be  the prospects prefer to buy drapes themselves.
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Extra features:
The fireplace is the most-wanted extra

It was preferred by an overwhelming 97% of the shoppers even after Considering the costs shown, which of these features

they were told that it would cost an additional $1,000. do you not want included in your home?

This preference is scarcely affected by income, type of attached
house or price of unit. For example, 92% of potential buyers earning FEATURE HOUSE PRICE (IN THOUSANDS)
less than $15,000, and 93% of those shopping under-$45,000 projects Under | 45- 55. t 75+

want a fireplace. 45 55

Other features did not fare as well; 35% of the shoppers did not want : ROE 0.0%
high-sloped ceilings (at an extra cost of $375); 41% rejected a wet bar
($400 extra); 45% said no to sunken floors ($330 extra): and 70% vetoed
a sunken conversation pit ($400 extra).

Interestingly, in each case, the don't-want figure is higher than
among detached-home prospects. And paradoxically, while two-thirds
of the attached-home prospects find the family room unnecessary, they
still favor it as the best location for the fireplace (58% want it there) and

75

the wet bar (39% prefer it there).

Parking:
Eight of ten pick oversized garages

Nearly 42% of the shoppers selected a double garage (at an
extra cost of $2,000); 38% more chose a garage/workshop
combination ($2,500 extra). The single garage ($900), single
and double carport ($300/$600) and uncovered parking (no
extra cost) choices had little appeal.

Even at the lowest-priced projects, less than 13% of the
prospects opted for outside parking or carports.

Given the costs shown, which parking arrangement
do you prefer? (Check one.)

olUncovered parking (no extra cost)
oSingle carport ($300)

cDouble carport ($600)

oSingle garage ($900)

cDouble garage ($2,000)

ocDouble garage with workshop ($2,500)

UNCOV. i SINGLE GAR. DOUBLE
1% 11.3% GAR.
41.9%
* DOUBLE DOUBLE
~ CARPORT L GAR./SHOP
6.1% 38.0%
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Recreational amenities:
The less the better

Almost half of the prospective buyers prefer a small common
area with limited recreational facilities to a large one with
extensive facilities. The reason, Walker & Lee believes, is the
monthly maintenance charge listed for each choice: under $25
for the small area, over $40 for the large.

““Nearly 24% of the shoppers said they would prefer to have
no common area or recreational facilities and thus pay no fee
at all,”” Lind notes.

If there were to be facilities, the swimming pool was the
most favored one, chosen by 70% of the prospects.

Given the monthly fees shown, what size recreational
amenities, If any, do you prefer?
Large common area and extensive facilities ($40+)
Small common area and limited facilities ($15-25)
No common area or facilities (no fee)
1007 I -ARGE o SMALL NONE
g T 20.0% 47.2% 23.6%
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Energy conservation:

Nearly 85% would pay more for extra insulation and double-glazed windows

But only 45% would change to a standard flat ceiling after
being told that a high-sloped ceiling increases their heating
bills.

The desire for these energy-saving options seems weakest
among shoppers at the highest-priced projects. Walker & Lee
suggests that this is because prospects feel these units already
possess insulating properties.

Would you increase the purchase price of your home
to have energy-saving features such as
extra insulation and double-glazed windows?

And here’s a tip on merchandising: Furnish your models

More than 40% of the shoppers said they want to see them
fully decorated and furnished. Significantly, only 32%
checked an alternative that offered a production unit.

“Yet this choice also included a mixture of variously
decorated and furnished models,” says Lind. **Apparently,
not too many shoppers want to see empty rooms.’’
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These one-of-a-kind award winners in the 1977 Homes for
Better Living program™ include:

eA 2.750-sq. ft., year-round house, in which a major part
of the living area is designed as one big entertainment space
(below).

®A 16’ wide vacation house, planned so all public space
overlooks two woodland views (page 84).

e A two-story, 5,000-sq.-ft. house where clerestory
windows play an important role in the design of the major

Architect: Richard Meier and Associates
Builder: Walmara Construction Co.
Location: Mt. Kisco, N.Y.

Glass walls on two elevations
of this house (isomerric right)
provide all but the private and
service areas with views of
surrounding woods. The
owners, an empty-nester
couple, receive frequent visits
from their family. So enter-
tainment areas in the house are
combined into a single, expan-
sive space. This openness and
the glass walls make the 2,750-
sq.-ft. house seem much larger
than it is.

PHOTOS: EZRA STOLLER
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living areas (page 85). from the sun (page 88).
®A 5,650-sq.-ft., multi-level house, in which a ®A 1,200-sq.-ft. vacation house, in which a
narrow gallery helps define public and private zones  U-shape plan is used to take advantage of
(page 86). oceanfront and hillside views (page 89).—J.R.V.
®A three-level hillside house, in which the uphill
side of the house is closed for privacy and the
downhill side is wide-open to views (page 87).

*The Homes for Better Living Awards program is sponsored by the
oA 1‘2’00-Sq'-ft' » year round house that emp]oys American Institute of Architects in co-operation with House & HoME. A

an unusual window arrangement to get heating help  full list of winners appeared in May.

Balcony master suite with
built-in desk (photo above)
opens to the curved deck seen
in the photos on the facing

page.

Home’s private zones, facing

the approach to the 10-acre

site (see floor plans), are

shielded for privacy by a deep

wall with few windows. Guest

sleeping quarters (not shown) ¥
are in an adjacent cottage. R

LOWHIR LEVEL T S UREER LEVEL,

TO NEXT PAGE




Architect: Bohlin and Powell

Builder: Olsen Brothers

Location: Northwestern
Connecticut

UFPER LEVET,

End view of house (left) shows
entrance bridge leading from
parking area and U-shape rear

-

PHOTOS: JOSEPH W. MOLITOR
a .‘:

deck.

-
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Narrow vacation house— tions through two-story i =
it's only 16’ wide—is built  glazed walls (photos above . +

at the junction of evergreen
and deciduous woodlands
on an I8-acre site. Hence
the floor plan is arranged
so the living room, step-up
dining area and upper-level
den (see floor plans) over-

look both woodland sec-

and right). These walls are
built with steel industrial
sash, which is painted dark
red to match the support
columns. Siding is rough-
sawn cedar painted green
to complement forest col-
ors.



8 AWARD OF MERIT

Architect: Stern & Hagmann

Builder: William L.
Hirsch Inc.

Location: Washington,
Conn,

LOWER LEVEL

UPPER LEVEL,

Two-story curved bay with
clerestory windows (left in
photo above and A in floor
plans) backwashes the living
and dining rooms of this house
with warm southern light. The
lower part of the bay forms a
windowed corridor (photo be-
low) around those rooms,
opening the view to an adja-

cent garden and nearby
woods; the upper section
serves as a windscreen for the
second-floor bedrooms and
the deck above the dining
room, Because the living room
is quite deep, a two-story light
well (B in floor plans) is used
to brighten the rear of that
room.

/

7

PHOTOS: EDMUND H. STOECKLEIN

TO NEXT PAGE



PHOTOS. RICHARD PAYNE

[E3 awaRD OF MERT

Architect: Robert E. Griffin,
William R. Jenkins
Builder: Willard & Associates
Location: Houston, Texas

Narrow gallery, from which the photo above was taken, is
a key design element in this multi-level house. The
gallery, used to display an art collection, starts at the
entry (see floor plan) and extends past the open library
and guest room (above) that are, respectively, a half-level
below and above the entry level. The gallery also helps D :

open the rear of the house to daylight through the library/ _I\/U__-
guest-room window wall (right in photo, top of page). In /_—u LT N
the highest part of the house—a half level above the guest

room—a loft overlooks the living room.




AWARDG:MEH'I'

Builder:
Location: Minneapolis

Architect: Leonard Parker Associates Inc.
Henning Nelson Construction Co.

Zoned planning in this house
capitalizes on the assets of a
small (3-acre), steep site and
helps overcome some of the
problems inherent in hillside
building. The 3,612-sq.-ft.
house is organized around a
28’-square social and recrea-
tional core whose glazed walls
and decks (photo below) open
to the view (downhill) side of
the site. An L-shape service

~a TN
=

and bedroom zone, wrapped
around two sides of the core,
has few windows (photo bot-
tom) to shield it against winter
winds and afford privacy from
the road and neighbors on the
uphill side of the site. Note
that the expense and difficulty
of providing on-grade, outdoor
living space on a steep site has
been avoided by cantilevering
the lower-level deck.

UPPER LEVEIL,

\

I




Energy-saving house is de-
signed to get heating help from
the sun. Here's how: 1) a
south-oriented gable end has a
ground-floor greenhouse (see
floor plan) that collects heat
and radiates it upward through
a three-story high chamber
(photo far right); 2) second
and third-floor bedrooms, set
back from the gable-end wall,
receive heat and light from two
sources—interior windows
that face into the heat chamber
(arrows in the section, right
and floor plans below) and ex-
terior windows in the gable-
end wall; 3) excess solar heat
collected in the greenhouse is
circulated along insulated
foundation walls for radiation
at night.

B awarD OF MERT

Architect: Jefferson B. Riley, AIA

Builder: Essex Builders
Location: Guilford, Conn.

B -

~ N

|l y } \
Large double-hung interior windows, shown above, bring
heat and light into the bedrooms, which are set back from
the exterior gable-end wall. The upper portion of that wall
is seen at left in the photo.

‘.-\."l.
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PHOTOS: JEFFERSON B. RILEY
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Beach house packs 1,200 sq. ft.
of living area into a compact
U-shape plan. This arrange-
ment provides the main living
area with an oceanfront view
(photo above) and orients the
bedroom toward a mile-deep,
2,000’ ridge that runs parallel
to the 60’ x 450’ site.

Central patio (photo right) in-
tegrates the house and two
studios (see floor plan) in a
cohesive unit. Since the
owners—a childless couple—
use this house as a year-round
weekend retreat, it was neces-
sary to buffer the 48'-square
patio from the winds. So large
wooden gates (shown in the
photos and indicated by ar-
rows in the floor plan) close off
those sections of the patio not
sheltered by the buildings. The
open terraces outside those
gates are paved with the same
red quarry tile used in the cen-
tral patio, and are defined by
storage units and fencing built
with the same grooved red-
wood plywood used as siding
on the house and studios.

ER AwARD OF MERIT

Architect: Chan/Radar and Associates
Builder:  Edward W. Burgar Inc.
Location: Marin County, Calif.

PHOTOS: BERNARD POINSSOT
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Keep your finger on the pulse of key

With a continuing flow of fresh
facts and insights on 17 local
markets plus regional and
national trends monitored by
Advance Mortgage Corporation.

Now—for the first time in 20 years—you can share in the
unique market research created by the nation’s second
largest mortgage banker to serve its own mortgage
investors.

With this continuing research and analysis from Advance
Mortgage Corporation, you can keep your finger on the
pulse of 17 major markets exerting widespread influence
on surrounding areas, and on the significant regional and
national trends.

U.S. HOUSING MARKETS provides you with a timely flow of
market data available from no other single source.

Periodic updates give you an Advance look at local trends
about to go national, projections of local starts, and current
permit authorizations. Plus timely local planning
information you can't get elsewhere—apartment
completions and under construction . . . vacancy rates . . .
employment trends . . . conventional loan rates . . . market
absorption . . . market hotness . . . mobile home
shipments—and much more.

Get An Advance Look at Things to Come

You'll receive analyses of the U.S. market that are
consistently first in reporting trends that others will be
talking about later.

This year alone, for example, U.S. HOUSING MARKETS
clients had an Advance look at speculative sprees in
California and elsewhere . . . the revival in the sunbelt . . .
the condo comeback . . . the winter production backups
.. . the unbalanced recovery and heavy U.S. role in new

Send me continuing

Yes quarterly research on
® ).S. HOUSING

continuing coverage of
17 major metro markets
Atlanta

Boston

Chicago

Dallas-Fort Worth
Denver

Detroit

Houston

Los Angeles-Orange Co.
Miami-Fort Lauderdale
Minneapolis-St. Paul
New York-Long Island

Ok Ok E Ok k% % % % B % O #

First Halt, 1977 Philadelphia
: Phoenix
st ey of .
S galtan s and San Diego

8 Regians Prepared Dy

s s * San Francisco-Oakland

* Seattle
* Washington, D.C.

PLUS

periodic looks at other
significant local markets

CORPORATION

rental activity . . . the developing shortage of lots in many
markets.

Receive Timely Data for Timely Decision

Take this opportunity to join thousands of other
professionals now receiving this timely housing research
as an aid to better planning, building and property
management in local, regional and national markets.

Your subscription service to U.S. HOUSING MARKETS will
bring you quarterly, semi-annual and periodic working
information on 17 key housing markets:

Every three months: a wealth of statistical data available
from no other single source, much of it exclusive.

Plus widely quoted analyses of the important national
trends.

Every six months: a size-up of local, regional and national
housing markets at strategic mid-year and year-end points.
Periodically: special news reports on significant national
trends—such as apartments or manufactured housing—as
well as pre-publication summaries of your quarterly,
mid-year and year-end surveys before they're off the press.

A Sound Investment in News You Can Use

Any way you figure the cost—either $1.25 per week or
$5.42 per month—the $65 you pay for a year of continuing
research on U.S. HOUSING MARKETS can easily be
considered a sound investment in the housing news you
can use for more profitable planning, building or property
management. And it's tax-deductible if a business
expense.

MARKETS starting with reports for name title
current quarter.
Enclosed is our check: company type of firm
[ $130 for two years of market
information
[0 $ 65 forone year of market address
information
Make Check Payable to city state zip code

Advance Mortgage Corporation
U.S. HOUSING MARKE

406-408 City National Bank Bldg.
Detroit, Michigan 48226

(tax-deductible if a business expense)

| understand that if at any time | am not completely satisfied with my
subscription | may cancel and receive a refund of my unexpired subscription.




Give your life
Q new dimension

Join The New McGraw-Hill BETTER LIVING BOOK CLUB
for all your non-professional needs.

WYMAN’'S GARDENING
ENCYCLOPEDIA

By Donald Wyman,

1,221 pp., 10,000 articles, 206 drawings,

170 photographs

771/995 Pub. Pr., $19.95 ClubPr., $15.95
A YEAR OF BEAUTY & HEALTH

By Beverly & Vidal Sassoon With Camille Duhe

288 pp., lllus.

772/010 Pub. Pr., $9.95
WINES OF THE WORLD
Edited by A.L. Simon.

720 pp. , illus., 8"x11" format

Club Pr., 8,45

574/081 Pub. Pr., $20.00 ClubPr., $14.95
WATERCOLOR
By John Plke.

224 pp., 8%2x11 format, 36 color plates

771/979 Pub. Pr., §16.95 ClubPr., $14.25
FROM JULIA CHILD’S KITCHEN

By Julia Child.

716 pp., photos and illus.
771/987 Pub. Pr., $15.00  ClubPr., $11.95
HOW TO CUT YOUR ENERGY BILLS

By Ronald Derven and Carol Nichols

132 pp., 200 illus.

769/370 Pub. Pr., $12.00  ClubPr., $9.95
AUTO REPAIR FOR DUMMIES

By Deanna Sclar, with Technical Advisor, Don Donesley
360 pp., 280 illus.

558/701 Pub. Pr., $12.95
HANDBOOK OF WEALTH
MANAGEMENT

By Leo Barnes and Stephen Feldman
1,035 pp., with tables and charts
037/655 Pub. Pr., $34.95
HAMMOND WORLD ATLAS
Collector's Edition. By Hammend, Inc
352 pp., 442 maps, 134 flags and 47 photos in full color,
9%2x12'/2 format.
769/923

Club Pr., $9.95

Club Pr., $22.50

Pub. Pr., $24.95 ClubPr., $18.25

What McGraw-Hill’s BETTER LIVING
BOOK CLUB offers you...

* GUIDANCE on your personal and family
financial planning and health matters.
* ENRICHMENT of your leisure time
with photography, sports, music,
plants, foods, travel, and MORE.
SKILLS AND RELAXATION in do-it-
yourself crafts, art, home building and
repairs, and useful tinkering.
* CONSUMER KNOW-HOW to help you
save money, energy, and time.
* TOP-DRAWER CHOICES from a variety
of publishers.
ATTRACTIVE DISCOUNTS combined
with a no-risk guarantee, no fees, and
no dues.
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HOUSE PLANTS: How to Keep 'Em Fat
and Happ

By Linda Finkle-Strauss

288 pp., withillus.
210/0M1 Pub. Pr.,$12.95 ClubPr., $10.50

THE COMPLETE BOND BOOK

A Guide to All Types of Fixed-Income Securities

By David Darst.

366 pp., with sample forms and charts

173/907 Pub. Pr.,$14.35 ClubPr.. $10.75

THE AMATEUR PHOTOGRAPHER’S
HANDBOOK

By A. Sussman

8th Ed., 562 pp., 188 photos, 140 drawings

766/452 Pub. Pr., $9.95 Club Pr,, $8.45

CHILD HEALTH ENCYCLOPEDIA
The Complete Guide for Parents
By The Boston Children’s Medical Center and
Richard |. Feinbloom.

561 pp., 7"2x10-3/8 format.

768/579 Pub. Pr., $15.00 ClubPr., $11.95
THE COMPLETE BOOK OF HOME
REMODELING

By Rabert Scharff.

496 pp., illus

551/677 Pub. Pr., $14.95 ClubPr., $10.95

THE OXFORD COMPANION TO SPORTS
AND GAMES

By John Arlott

1,143 pp., 400 photos, 200 drawings and diagrams.
767/076 Pub. Pr.,$29.95 ClubPr., $22.50

PANCHO SEGURA’S CHAMPIONSHIP
STRATEGY

How to Play Winning Tennis

By Pancho Segura with Gladys Heldman

179pp., illus., 8% x10% format

560/404 Pub. Pr., $9.95 Club Pr., $8.25

Select any one of these outstanding books
for only as your bonus for joining.Values to $34.95

VALUES UP TO $34.95 WITH MAJOR
DISCOUNTS ON ALL OTHER CLUB
SELECTIONS. Your bonus book
comes with the first selection, and
you may choose both of them from
the books described in this special
introductory offer.

EXTRA SAVINGS. Remit in full with
your order, plus any local and state
tax, and McGraw-Hill will pay all
postage and handling charges.

NO RISK GUARANTEE: If not com-
pletely satisfied return selections
for full refund and membership can-
cellation.

| /K
I
Hill'

The McGraw-Hill BETTER LIVING BOOK CLUB
l P.0. Box 582, Hightstown, New Jersey 08520

Please enroll me as a member, and send
me the two boaks indicated. | am to receive
the bonus book at the special introductory
price of $1.00, plus my first selection at the
discounted price for members, plus tax,
postage, and handling. If not completely

CODE #0OF
$1.00 BOOK

MEMBERSHIP ORDER FORM

Simply return this coupon today and we will bill you
INDICATE BY NUMBER THE TWO BOOKS YOU WANT

CODE #OF I
1st SELECTION

satistied, | may return the books within 10
days and request that my membership be

| L i

I cancelled. It | keep the books, | agree to
take @ minimum of three additional books of
my own choosing during the next two years
at low Club prices. As a member, | am to

I receive free the Club Bulletin describing
monthly selections and alternate choices
Whenever | want the next selection, | need -
take no action, for it will be shipped auto- City
matically. Whenever | want an alternate, or
no book at all, | am to notity you in advance
of selection shipment date on the convenient
return card always provided. Company,
business or Insfitutional tax exemption

I status is not applicable to purchases made
through individual club memberships.

Name

Address

State

Zip

This order subject to acceptance by McGraw-Hill. Orders from outside
the continentai U.S. must be prepaid. All prices subjec! to change
without notice. Offer good for new members only

L54010
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Your remodeling customers
want fo save energy.

The hest replacements for their
old gas appliances are new
Energy-saving gas appliam:es.

Gas is the efficient energy maximum heat from the gas Lt‘:t,l..r'n::-,:l with
P.:OIA:: 'vm hea ith improved msumnon o keep in more of that heat

20, L)( K T 0| ur{ \;l\,i nes wilrl

gas are using the m"wt eff ‘f‘lt'l‘.. of all the major Jes with aqutomatic pilotless igniti

energies to Jnn WIH Studies by the U.S. Council es away with standing pilc [s in top burners,
“'I vironmental Quq\;l;«' show gas appliances d oven. They use up to 30% less gas

use considerably les ur country's energy ¢ Gas dryers with automatic pilotless ignition

resource 1”m other comparable types of appli- that eliminate the pilot light and cut gas use.

ances mv cost much less to operate.

Homes will keep on getting g
Modern gas equipment saves energy- The Federal Power Commission has spe:‘”e-
Tpﬂ your customers ¢ about new gas s equipment that the gas industry’s first prlur ty m 15‘[ be to keep
spe ﬂql‘; designed to ! ® plying homes that now have gas. So your
§ gas customers can expect to have continued s

ce. Now more t

- 1+ atr
n ever, it pays to stay with gas

o Gas water he Ih'ars cjc-sigmea to proc ll.in-f the Conserve gas. AfALSER" 0
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Microwave ovens are the fastest-selling major
appliance. So, offer your customers the GE Hi-Lo
Microwave Cooking Center, the most exciting kind of
oven in cooking today.

It also has a P-7% self-cleaning conventional
oven as the lower oven. Self-cleaning ovens are the
type of conventional ovens most popular with con-
sumers, so this is a selling feature, too.

All GE Hi-Lo Microwave Cooking Centers are
backed by Customer Care® service, which means
we have Factory Service Centers covering over 800
cities, plus more than 5,000 franchised servicers

Give your kitchen the selling magic of GE microwave.

| e
PN

L N o S,

across the country. Many of them are listed in the
Yellow Pages.

For further information, contact a GE Contract
Sales Representative through your local GE Major
Appliance Distributor.

GE has the Automatic Chef Control,
on Microwave Cooking Center models,
the feature which cooks by tem-
perature and shuts off the oven <&z
when food has been cooked to
the desired serving temperature.
Over 25 years of consistent service to builders.

GENERAL &3 ELECTRIC

Circle 95 on reader service card
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Computerized
appliances:

Al a price
that’s right

RINS PLATE ANCEL

WARM DRAIN

SaN!
TEMP

coot
DRY

ATy

Flooring 104 Solid-state dishwasher (right) features six cycles: a normal
Lighting 112 wash, a light wash, a heavy wash, a pots-and-pans cycle,
Bathrooms 114 rinse-and-hold and plate warm. Indicator panel (detail
Bathrooms 116 above) shows which cycle has been chosen and phase of
Bathrooms 118 operation the machine is in. Circle 275 on reader service

card

Multi-powered microwave oven (below) has a memory
feature that allows it to start cooking at one power level
and automatically switch to another. This enables a user
to set for defrost and cook without any changes. Circle
276 on reader service card




Now for only $20 more than a conventional top- 1973. But, at that time, computer prices were still

of-the-line appliance you can have a Sears too high to make the line appealing to builders.
computer-operated model. Offered are a clothes Today that price is right.

washer retailing at $439, a dryer at $319, a dish- And so is the marketing story. Computerized
washer at $399 and a microwave oven with a appliances are reliable, easy to service and ver-
memory at $499. Volume order prices will be con- satile. Computer controls replace complex timing
siderably lower. and switch mechanisms, eliminating a lot of

These appliances are all controlled by tiny inte- wheels, gears and moving parts so appliances are
grated circuits called microprocessors (for details  less likely to break down. And the machines can be
see page 99). equipped with many more operating options mak-

The first and only other computerized appliance ing them appealing to consumers. Take a closer
line is a series of ranges introduced by Frigidaire in look at each Sears appliance below.

==l

Water Level

Maulti-cycle clothes washer (left), with
control panel above, offers a full
range of pre-soak and pre-wash op-
tions combined with fabric selection
choice and cycle modifiers. Infinite
water control is also featured. Circle
277 on reader service card

Automatic dryer (right) provides uni-
form dryness at predetermined
levels. An electronic sensor mea-
sures moisture in clothes and deter-
mines when they are dry. A touch-up
cycle to remove wrinkles is also fea-
tured. Control panel is shown below.
Circle 278 on reader service card

Bedironic All Fabric oy, TIET -
o e
| Less Dry s—Moelry | @ 4 60| m |

=

nnnnn

Signal

N

H&H/housing 9/77 97



i

Vi
!
i

A

ENERGY S

A builder can dramatically demon-
strate the energy efficiency of his
house using the Electrocomp
Energy-Savings Computer®. The
compact device rapidly calculates the
heat loss and the annual heating costs
for any given single-family house.
Energy-conscious design and con-
struction can be visually proven to
potential homebuyers. Here's how
the computer works:
e A saleqperson sets the appropriate
P - dials using specific information re-

Fuel-Saver cuts consumption in half

An electronic, computerized fuel-
saving device attached to the hot
water heating system can save up to
50% on fuel consumption. The
Fuel$aver® monitors outdoor weather
conditions and combines that in-
formation with data on the actual
indoor temperature, the thermostat
setting and the temperature of the
water in the boiler. The computer
then analyzes these figures and de-
termines exactly how much heat is
required to maintain a constant de-
sired indoor temperature.
Conventional heating systems
maintain 190° operating temperature FUEL CONSUMPTION (GALLONS) CONVENTIONAL svsTeM [
in the boiler regardless of outdoor FIVE YEAR TEST FUELSAVER [ |
conditions. Hot water stops circulat-
ing when the thermostat setting is

-® © © S Energy-Savings

L
1200
00
FLOOR
[
00

0
INBULATION
FACTOR FLOOR TYPE

soa?o0 100 80

uu :m: 0 10
CELING o o8 s
100 " 80

INSULATION
FACTOR EFFICHNCY

reached. The heat from the non- : ‘g%‘
circulating water begins to escape. 1304
The Fuel$aver™ insures that the oo 1200

heating system is always operating at
high efficiency, responding instantly
to changes in the outdoor tempera-
ture. The device keeps water circulat- R
ing, maintaining the predetermined 647 gz?
indoor temperature at a constant A
level. This wastes less fuel and cuts
costs.

The product has been in use in a
wood frame house in northern New

Jersey for six years. There it has oA 1974972 pre—gr=—s

produced a savings of more than 60%

under actual operating conditions. A Snas  51% 44% 4%% 59% 63%
c_hart of a five-year tgst can be seen at oo 4433 4080 4335 4807 4635
right. Energy Services Industries,

New York City. Circle 280 on reader COMPARISONS MADE ON A TYPICAL WOOD FRAME HOUSE IN PALISADES PARK, N.J

HEATING SEASON~SEPTEMBER THRU JUNE.

service card.
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Computer: an effective sales tool

garding square footage, insulation
values in walls, ceilings and floors;
window and door areas and types and
air infiltration factors; type of heating
system, fuel used and cost of that fuel
in the locale. Two geographically
constant figures—design temperature
difference and the number of degree
days—are preset.

The computer then gives the heat
loss in BTUS per hour and the dollar
cost per year to heat that house.

Any specific energy-saving feature

can be readily illustrated by a builder.
If, for example, double glazing has
been utilized, a flip of the dial back to
single glazing will immediatley show
the difference in dollars that would
have been spent for heating. A pros-
pect knows that the difference is his
savings.

An accompanying manual supplies
all information needed to feed the
computer. Beckman Industries,
Cedar Grove, NI. Circle 279 on
reader service card

<

NORMAL USESREN

The Energy Cost Monitor (Ecm), de-
signed to replace conventional util-
ity meters, encourages voluntary en-
ergy conservation. It also allows for
peak-load pricing, interruptible load
control and automatic billing.

Electric consumption is measured
in dollars and cents instead of
kilowatts, giving consumers tangible
evidence of how much they are ac-
tually spending. It is believed that
watching the electric bill mount will
be an incentive for people to volun-
tarily cut back.

The product is being developed in
conjunction with Southern California
Edison. Engineered to be linked di-
rectly to the utility, the computerized
monitor identifies peak and partial-
peak hours. Itis capable of displaying

price information relating to these
times should a variable peak-load
rate structure take effect. In that
case, the difference in rates at vari-
ous times of the day would be clearly
visible to discourage the use of heavy
load items during peak hours.

The ECM can also control energy
demand on an individual basis and
help prevent future energy disasters
such as a total blackout. The device
can be programmed to interrupt
non-essential loads pre-selected by
the consumer as power demand ex-
ceeds supply.

The monitor also provides auto-
matic billing that eliminates the meter
reading system. Energy Conserva-
tion Systems, Costa Mesa, CA. Cir-
cle 281 on reader service card

Microprocessors

The products on the preceding four pages
have one thing in common—they are all
operated by tiny computers known as
MICrOProcessors.

Smaller than a dime, these mini-brains
are the key to hand-held calculators, elec-
tronic watches and automatic television
games. And although still an infant in the
home products field, the potential uses of
microprocessors seem endless. They are
capable of controlling anything that can
operate electrically—from a major
appliance to a garden gate.

In recent years technological advances
and lower mass production costs have
drastically reduced prices making it eco-
nomical to utilize microprocessors. These
devices, made up of silicon chips, have no
moving parts to wear out. They have proven
to be much more reliable than conven-
tional mechanical controls, tube circuits or
transistor units. And they are inexpensive
and easy to replace.

Product versatility is another advantage
of microprocessors. They are capable of
controlling an almost unlimited number of
operating procedures, making the options
available to the consumer practically end-
less. And to update products, programs
can be easily changed by replacing the
memory chips.

However, there are some problems still
to be solved. First, consumers are always
reluctant to accept new technologies and
equipment, and many people have a built-
in prejudice against computers that must
be erased.

Also, there are some technological re-
strictions. Excessive vibration, static elec-
tricity, temperature extremes and interfer-
ence from gasoline engines can affect mi-
croprocessor operation, but manufacturers
have been very successful working within
these limitations. And if the last few
months are indicative of a trend, micro-
processors and computerized products are
destined to become a major factor in the
homebuilding industry.
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GET THE FACTS ON THE PEOPLE INVOLVED
IN MANUFACTURED HOUSING T
3

RED
BOOK

HOUS
MAny. ING

V4

77. '78
CMR Associates Inc. publishers of

THE BLUE BOOK OF MAJOR HOMEBUILDERS®

ANNOUNCES

Theall-new '77-'78
Housing Industry Research Report

THE RED BOOK OF HOUSING MANUFACTURERS ©

Over 250 Pages
Size: 8% " x 11"
Tax-Deduclible

HOMEBUILDERS SEEK AND FIND

A “BETTER WAY"” TO OVERCOME THE INCREDIBLE
RISES IN ON-SITE LABOR COSTS

ORDER YOUR COPY NOW

The Industrialized Housing Industry is big, complex, and hidden. It
is hidden among thousands of firms, big and small. These com-
panies, spread all over the country, produce a wide variety of hous-

The most persistent problem facing homebuilders in
recent years is the rising cost of on-site labor. More and
more builders are boosting profits as well as maintain-
ing schedules by finding a “Better Way"—factory-
made components.,

Many housing experts believe that the industry s
pricing itself out of the market. But many smart home-
builders are finding a “Better Way" to fight rising
costs—they use factory-made components. You'll find

hundreds of details on over 1,000 companies that are

ing products. Some—Tlike those who produce mobile homes or pre-
fab houses are easily identified. Others like homebuilders who
manufacture their own components, require a marketer of building
products to be-constantly looking for new information. Industrial-
ized housing is too big and too complex to be surveyed with a
quick glance. THE RED BOOK OF HOUSING MANUFACTURERS
has been designed to provide you with the detailed marketing re-
search data you need. It will uncover the ‘‘hidden’’ aspects of in-
dustrialized housing for you.

HERE IN ONE BIG PACKAGE IS THE MARKETING INTELLIGENCE
YOU NEED TO MAKE THE MOST OF THE EXPECTED UP-TREND

IN HOUSING . . . It will help you recover lost ground in the months

involved in this "Better Way” of homebuilding teday in i
anead.

the All-New RED BOOK of Housing Manufacturers.

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

In just the last few years, builders have seen dramatic
breakthroughs in productivity due to greater use of in-
dustrialized methods in construction, standardization
of construction and enormous improvement in the tool
industry. Thus, more and more housing components
are manufactured at off-site locations.

YOUR SATISFACTION GUARANTEED

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

Circle 100 on reader service card

CLIP AND MAIL TO: CMR Associates, Inc. 1559 Eton Way ¢ Croffon, Md. 21114

NOTE: the RED BOOK price is
totally tax-deductible. It is a small

YES’ SHIP'77-'78 ORDER FORM price to pay for such extensive mar-
keting research. Most firms could not
REDBOOK A TAX-DEDUCTIBLE BUSINESS EXPENSE afford fo undertake a gathering of
this marketing information.
: i In your hands the RED BOOK can
| understand every sale is cover become a money-making tool for
eq by your n?pney-bock. no- e prospecting, seling. samplings. mail-
strings-attached,” 45-day full re- ing, marketing, merchandising, re-
fund privilege searching, and analyzing your posi-
priviege. - tion in the Homebuliding/Housing In-
Also—if | send my check now, e dustry up-trend.
you'll pay shipping and postage Send your order today!
charges. Firm
! Please Check One:
Price: $94.50 ea. Address O Builder O Architects
] Manufacturer O Subcontractor
Payment enclosed to save ] Ad Agency/Consultant () Realty
postage & shipping charge City ] Finance O Ind/Commercial
: O Library O Government
[ sitme ) O Bid Matrls Sales/ 0 Other
State Zip Distributors HH-97




“Carrier’s price camein low,
and their CLIC computer gave me
assurance on unit sizing!”

Granor-Price Homes
is currently developing
Valley Meadows, a com-
munity of 161 homes, in
Bensalem township near
Philadelphia.

Why did Vice
President Stuart Price
choose the Two G’s
Company, a local Carrier
Dealer, for the job? “I did
have other quotations,’

said Price, “but they AR . 48 da
s Stuart Price and Bernard Granor on the Valley Meadows building site near Philadelphia,
were hlgher’ generally' Pennsylvania, where they are building 161 single-family homes. The community offers

And the CLICW program buyers five combinations of heating, air conditioning, or heat pumps—all by Carrier.

helped Two G’s to size the units more To find out how to put CLIC to work
accurately and more quickly. The for you, just complete and mail this
speed was terrific. coupon. Or write us: Carrier Air
“As a builder,” Price continued, “I Conditioning, Dept. RNC, Carrier
realize the importance of sizing air con- Parkway, Syracuse, New York 13221.
ditioning and heating equipment cor- P - -Q- - —
rectly. No undersizing that can risk ! What can Carrier do for you? :
« 1 That depends on what you're building and where you're build- i
customer dlSCOInfOI't and Call-baCkS. NO I ingit. Use this coupon, and we'll put you in touch with the |
. e ; | man with the right answer — your Carrier Dealer, 1
OVGI'SlZlng that addS COSt fOI' equ1p1‘nent Mail to: Carrier Air Conditioning Dept. RNC, Carrier
CapaCity you don,t need : Parkway, Syracuse, NY 13221 :
5 . . ['m building (check ap iate boxes):
“BeSIdeS, carrler 1S a name that ! O Single-Family H:ml:—soprma Msltie-s?arnily Housing -
] . i [J Other (describe) I
buyers recognize, and a name that is I I
synonymous with a good product. It : NAME :
gives buyers extra confidence in the | COMPANY I
house and the builder” I ApDRESS I
; : CITY STATE ZIP :
CLIC clicks. I PHONE |
The Carrier Load Information Center § o o o o o oo ;e e s e e Houmititoms. 8
(CLIC) did an effective job at \_falley e |
Meadows —accurately and quickly o COnceeg

w
sizing six home configurations with | 4 Build in Carrier quality
five options each of oil heat, air condi- |‘w | at competitive costs.
tioning, or heat pump.
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Hotpoints appeal starts with no-frost.
But it doesnt stop there.

Whether you're building
houses, apartments, or simply
giving tired old kitchens a face-
lift, there are a lot of good reasons
to look into Hotpoint's no-frost
top mount refrigerators.

Hotpoint no-frost capacities
range from 14.2 to 20.8 cubic
feet. And we offer both base and
deluxe models in each capacity.

For example, we have a 15.7 cu. ft.

base model. Then there’s the
deluxe version shown above that
rolls out on wheels for added
convenience. Hotpoint no-frost
refrigerators are packed with

other features to interest buyers
and renters too. For example, all
models (except CTF14CV) have
adjustable cantilever shelves,
Easy-Release™ ice trays and
come equipped with a Power-
Saver switch. And many have an
ice storage bucket, adjustable
meat storage compartment and
an optional automatic ice maker
(available at extra cost).

Hotpoint makes sense for a
lot of other reasons, too. It's a
brand name people know. The
kind of name that tells customers
you care about quality. And our

no-frosts, like all Hotpoint appli-
ances, are backed by Customer
Care® Service—a network of fac-
tory service centers in over 800
cities plus over 5,000 franchised
service organizations across the
country.

Why not upgrade your next
job with a Hotpoint no-frost. It's a
refrigerator that has a lot going
forit.

=

We hustle for your business. And it shows.

+ Hotpoint

A Quality Product of General Electric Company

102 H&H/housing 9/77
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Progress Lighting
has gone commercial

Specification-grade recessed.
RECESSED A-lamp Alzak reflectors,
g wall washers,

pichomins e Ssare & e

e deep step baffles,
e squares, multipliers.

i et Byeban

gl Non-destructibles.

Incandescent and

EXTEROR INTEROR fluorescent. Extruded
ey . cylinders & squares.

125 wall thickness.

ENERGY SRVING FLUDRESCENTS
I

X B il

: Y arect B A0 Wauoved

SPECIALTY

e i, 18 G

Track systems. 1 and
3 circuits. Faster
installation. No
on-the-job connector
wiring with UL listed
. plug-in connectors.
- Flex connector for
unique patterns.
Complete range of

luminaires.
You know Progress as the world’s largest 0000000 OOOIOOOIOOOIEOTOREO
manufacturer of residential lighting fix- Progress Lighting, Dept. us-s
tures. Now you can get Progress quality =~ Box 12701, Philadelphia, PA 19134
and value for your commercial lighting. Please send me the new 96 page Progress
Commercial lighting catalog 201, and the
For individual stores. And shopping cen- names of stocking distributors.

ters. In professional buildings. Apartments.
Hotels and motels.

Name (please print)
In this one catalog, for the intermediate ,
commercial market, Progress now offers CGompany Aama
you a wider range of products than any psm—
other commercial lighting manufacturer. S

And for prompt shipment, the entire line of City State Zip

commercial lighting is stocked by local

distributors. Mail this coupon for the new nmumssuﬁmm}ﬁﬁm@o

Progress Commercial catalog.

Subsidiary of Walter Kidde & Company, Inc.
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FLOORING

No-wax sheet vinyl flooring, ‘‘Natural Slate’ (above), can be installed on-, above- or

below-grade. Part of the “‘Sundance Collection,”” flooring comes in four colorways:
white, gray, brown and a multi-tone. Amtico, Trenton, NJ. Circle 218 on reader service
card

Pre-finished parquet flooring, ‘‘Herringblok' (above), consists of 3" x 9" oak strips
which can be arranged in a wide range of patterns, including the double brick design
shown. Pre-waxed flooring installs easily over almost any subfloor. Bruce, Memphis,
TN. Circle 219 on reader service card

Saxony carpets, ‘*Santa Monica'’ (above left) and ““Las Palmas™ (above right), are part
of ““The California Look” collection. ‘‘Santa Monica'" is available in 16 decorative
multi-colored hues. ‘‘Las Palmas,” of Antron nylon, has soil-hiding and anti-static
protection features. Walter, Ludlow, City of Industry, CA. Circle 220 on reader service
card
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Berber-textured carpet, ‘‘Conestoga’’ (be-
low), features a subtle geometric pattern.
Made of Antron nylon pile, the floorcov-
ering comes in ten colorations. It is
Zepel-treated to resist dirt and stains.
Retail price is $14.95 a sq. yd. Downs,
Willow Grove, PA. Circle 221 on reader
service card

Brickette® Floor Brick (below) is suitable
for exterior as well as interior applications.
Kiln-fired, 4"-thick bricks with antique-
type faces and edges are available in three
earthtone colors. The 4"x8" units are un-
glazed and frostproof. Modern Methods,
Owensboro, KY. Circle 222 on reader
service card

No-wax solid vinyl tile (above) features the
creamy shading of natural travertine mar-
ble, accented by brown mineral pits. The
12"x12" tiles, in .080" and 4" thicknesses,
are available with bevelled and stained
edges or square edges. National Floor
Products, Florence, AL. Circle 223 on
reader service card




1115 1S all YOU 1necd
to install the walls
and the vapor barrier.

DURABOND" 200 DRYWALL STUD
Now, take advantage of the ease and economy of usce g ne ;

DURABOND® adhesives on your vapor barrier jobs
Install foil-back SHEETROCK® gypsum panels with
DURABOND 200 drywall stud adhesive or DURABOND
multi-purpose adhesive. You get all the speed.,
strength and solidity of adhesive application—plus a
vapor barrier that can not be obtained with film. De-
pend on DURABOND adhesives to reduce labor costs,
nailpops, and call-backs for loose panels. » See your
U.S.G. Representative for details. Or write to us at 101
S. Wacker Dr., Chicago, Ill. 60606, Dept. HH 97.

un\m\.r;tJ ¥ .
| STULY . ;

aneSive | - DURABOND" MULTI-PURPOSE AD-
HESIVE nierioch s

UNITED STATES GYPSUM

BUILDING AMERICA
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50 good ways to
use the Blue Book
Buliding Product Suppliers

Develop sales leads on key accounts
Pre-qualify prospective customers
Estimate quantities of products used
Cross-check salesmen's accounts

Increase the number of accounts by territory
Target productive calls tor salesmen
Support regional sales managers

Make public relations calls on buiiders
Introduce new products and matenals
Select sample areas for market research
Encourage dealers, distributors & salesmen
Prepare direct mailings

Survey product use

Keep marketing managers informed

Architects & Engineers

Market your professional services
Locate Blue Chip develapers by city
Evaluate the status of prospective clients
Determine a builder's housing mix

Builders & Contractors

Demonstrate your standing in the industry
Judge the performance of competitors
Compare operations in your peer group
Check the movement of key personnel
Pinpoint activity in specific markets

Spol trends in major Melro areas

Acquire hmely statistical market data

Planners & Consultants

Provide clients wilh imely markeling datla
Questionnaire key people in key firtns

Keep a linger on the Pulse of the market

Make sound marketing and managemen! decisions
Detect market patterns and trends

Save big money on your research budget

Gel comprehensive statislics unavailable elsewhere

Realtors & Developers

Select companies interested in development
Locate joint venture partners

Spot multi-family builders

Locate potential land buyers in Metro areas

Find successtul builders for current projects
Estimate land requirements by type of construction
Contact potential clients for services

Investors & Lenders

Discover compames previously unknown
Develop new target accounts for services
Sell real estate to major builders

Learn names ol key execulives

Appraise company slength in Ihe market

Double-check names for credil purposes
Measure markel penetralion

Find acquisitions

Judge strength ol earnings & level of operations
Implement bonding program lor builders

Isoiate multi-tamily operations

Detine commercial.indusinal activities
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Over 500 Pages
Size 8%" x 11"
Tax-Deductible

l---------------------------
SHIP 1977 BLUE BOOK
IYES! AS INDICATED BELOW

l O Bill me

A =LY yUU FTCLAVET VDL T Tie Wil 457 7.

all-new marketing intelligence on

the nation’s most active builders

in the workbook that gives you ready contact with 3,000
key executives at over 1,000 locations in all 50 states

To recover lost ground in 1977, you need all the help you can get. The Blue Book of
Major Homebuilders gives you all the help you need with all-new marketing
intelligence on your best possible prospects, customers and clients.

The Blue Book tells you who they are, what they're building, where they're
building, how they're building—and all you need to know to serve them best

The new Major Builder Index pinpoints any major builders you're looking for.
The new State Selector guides you straight to any state for major builders you
should be looking for. And page-by-page Market Tabs |locate major builders you
want to know in any City or Metro area.

But names alone are not enough. The Blue Book gives you telephone numbers
and addresses of key executives both at headquarters and branch offices

Still not enough when you need to know what these important prospects are
thinking and doing. That's why The Blue Book also fills you in on their construction
methods . . . areas of operation . . . type of organization . . . single- and multi-family
production in the last four years, plus plans for 1977 . . . sales prices and rental
ranges . . . participation in government housing programs . . . other business
activities and sources of income. Even more: their land requirements, money
requirements and sources of financing.

With The Blue Book in your hands, you're now ready to talk business with the
nation's most active builders. Contact! Call up, call on or write to these heavy users
of building products, materials, services and equipment for a deal that helps both
you and them to make up for lost ground in the past two years.

The Blue Book of Major Homebuilders is not a book to read. It's a workbook to
use for profit. It's a nationwide research report organized and packaged to provide
ready contact with some 3,000 key executives at 1,000 building locations in all 50
states. It's the problem-solver you need to save wasted time and effort—no less
aggravation—of trying to contact builders turned over and out by the disastrous
upheaval of the past two years.

Your best bet is the National Edition offering a complete collection of all the
major homebuilders possible to locate during many months of extensive, expensive
research packaged for easy use. But if your interests focus on one or two regions,
The Blue Book offers four regional editions to accommodate your need to know
who's who and what's what:

NORTHEAST EDITION covering 12 states and D.C. Me,, N.-H., Rl Vt,
Conn., Mass., N.J., N.Y., Pa., Del., Md., Va. and District of Columbia.
SOUTH EDITION covering 12 states. Texas, Okla., Ark., La., Ky., Tenn,,
Miss., N.C., S.C., Ga., Ala. and Florida.

MIDWEST EDITION covering 13 states. Ohio, W.Va.Mich., Ind., Wisc., IIl.,
Minn., lowa, Mo., N.D., S.D., Neb. and Kansas.

WEST EDITION covering 13 states. Alaska, Hawaii, Cal., Wash., Oreg.,
Idaho, Nev., Utah, Ariz., Mont., Wyo., Colo. and New Mexico.

1

2

3

&

There are well aver 50 profitable wasy to use The Blue Book. But one good
contact is all you need to repay your tax-deductible investment in the 1977 Blue
Book of Major Homebuilders—now available through the order blank below

THE BLUE BOOK OF MAJOR HOMEBUILDERS -
CMR Associates, Inc.

1559 ETON WAY
CROFTON, MD. 21114

|
|
|
O Bill firm
PECIAL PRE-PUBLICATION PRICE*
OPayment enclosed to save postage & shippingcharge far.su o ORDEHS'-:ECEWED .
PUBLICATION DATE: JANUARY, 1977 BEFORE DECEMBER 31, 1976 ™ l
National Ediion (No ofcopies 1§94 50
Enclosed is my check (or money order) for § GNorheasi Edition (No ofcopes 1534 50 l
payable to CMR Associates, Inc. Book(s) to be o MidwestEdition (No ofcopres. 1534 50 l
shipped prepaid with guarantee of full satisfac- SouthEdiian (No ofcopies — 1834 50
tion or 15-day full refund privilege on return of west Edition (No ofcopies — 1834 50 l
Blue Book I
NAME TITLE
1
FIRM Please Check One '
U Builger O Architects
ADDRESS 0 Manutacturer U Subcontractor l
0 Ag Agency/Consultant O Realty l
CITY 2 Finance ind/Commercial
O Library o Governmen! l
STATE 21p U Bld Matrls Sales Distrio O Other .
A TAX-DEDUCTIBLE BUSINESS EXPENSE HH-9/77
--------------------------.
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‘Id stake my reputation
as a builder onWhirlpool
heatingand cooling’

(Last year I did it 28 times))

“Whirlpool is a name I know I can count on. “If I'm going to guarantee a unit, it’s
And if I've learned anything in 25 years in going to be a Whirlpool unit. I know how
the building business it's not to take short- proud Whirlpool is of its reputation, and
cuts when it comes to heating and air when they put that reputation on the line
conditioning. . . . that's good enough for me.”

“The magic word today is ‘trouble-free,’ If it’s good enough for you, too, call us in
and I don’t hesitate to use it when it comes Nashville at (615) 244-0450.
to Whirlpool. I don’t have any problems Mr. Charles K. O'Connor is one of the
and my phone doesn’t ring at night. 12 custom builders selected to participate

in developing Kingwood, “The Livable
@ Forest,” Houston, Texas.
Wh irl

HEATING & COOLING

pool

RODUCTS
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{Ytudio Ytair.

The stair
with a flair

Designed for distinction and
unequalled elegance.

A custom look to the truly
distinctive home.

Circular, spiral, wood,
aluminum, steel. Write for
16 page color brochure
describing all designs,

o

Circle 108 on reader service card

models, and sizes.

AMERICAN
GENERAL
PRODUCTS, INC.

1735 Holmes Rd
Ypsilanti,
Mi. 48197

Classified
Advertising

The market-place of housing.
POSITIONS VACANT

Window Manufacturing Company, all new
facility, one hundred years in business, has
openings for experienced personnel. Im-
mediate openings for Manager of Manufactur-
ing, General Supervisors, Foreman, Project
Engineer (M.E.), and Plant Engineer (M.E.). Ex-
cellent salary and benefit program. Contact
Personnel, Caradco Division, 201 Evans Drive,
Rantoul, lllinois, 61866.

POSITIONS WANTED

Financial Executive—Heavyweight—Listed co
V.P. Controller CPA (Big 8 exp)—Attorney—
Acquistions, financial controls, taxes. Exp'd real
estate, construction industries. Combines
technical skill with imagination $28-32,000 re-
quired. For resume. PW-5291, House & Home.

BUSINESS OPPORTUNITIES

Leading dome manufacturer is actively seeking
Builder/Dealers and Representatives to follow
up thousands of leads from National Magazine
editorials. Unique, energy efficient, non-com-
petitive, and dynamic. Contact Mr. Peter G.
Tobia at (609) 443-4440. Geodesic Structures,
Inc., P.0. Box 176, Roosevelt, New Jersey
08555.

Attention Investors and PRD Developers—214

""""""" acres of prime land at a major interchange only
ATTACH LABEL HERE 51 miles from N.Y.C. in an exclusive developing
a Please give five weeks notice before change of address New Jersey suburb. Sunable‘for and for sale
Chaﬂglng becomes effective. Attach mailing label here and print subject to rezoning and permlts to construct a
your new address below. 1f you have any question about minimum of 1.284 dwelhng units. Onl $1600
your your subscription, include address label with your letter. per unit. FG[ detalls CBH R BI'UFIEHF COH Ex-
dd " MAIL TO clusive broker 201-494-8600.
adaress. House & Home, P.O.Box 430, Hightstown, N.], 08520
PLAN BOOK
your name

your mailing address

Plan Book— 101 Affordable Custom Designed
Homes—One Design per page, 9" x 12", Spiral
Bound, Color Cover, features actual photo
reduced home builder plans of constructed split
entries, split levels, ranches, A-Frame, 1-1/2

1
I
]
]
i
I
I
1
]
i
gty g o and 2 stories, townhouses, 936 to 2500 Sq. Ft.,
! Solar Adaptable. Excellent Sales Portfolio. Indi-
your firm name i vidual plans available from $10.00. Send
: $25.00 to Arthur Everett Smith, Architect, Box
. 1 71120, Pittsburgh, PA 15213.
firm address :
I
city zip cnde:
;
type of business :
I
1
your title or position : Send New Ads To:
1)
1]
TO ENTER OR EXTEND YOUR SUBSCRIPTION, want .
CHECK HERE: -
[ NEW [JONE YEAR $14.00 }’Olll' : HOUSE & HOME
[] RENEWAL | THREE YEARS $30.00 1 P.O. BOX 900
MAIL REMITTANCE TO own . NEW YORK, N.Y./10020
House & Home, P.O. Box 430, Hightstown, N.]. o 1
08520Rates Apply to US. & Canada Only— | subscription? !
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OWENS-CORNING IS PRODUGING
MORE BUILDING INSULATION
~ THAN EVER BEFORE IN HISTORY.

1200 (IN MILLIONS OF POUNDS)

If you're one of our good
friends in the business of
selling or installing insulation,
we don't have to tell you.

The boom is on.

Over 8,000,000 home-
owners have added insulation
in the last three years alone.
And nearly four times as many
homeowners installed insula-
tion in the first quarter of this
year as last year.

Our own shipments of
pink Fiberglas® insulation for
the first half of 1977 were
nearly 50 percent higher
than in the first half of 1976.

As you can see from the
chart, we at Owens-Corning
are doing our best to keep our
customers supplied. We've
already doubled our produc-
tive capacity since 1971. And
we're planning to expand
present facilities and improve
productivity to increase our
total capacity about 35 percent
by the end of 1979.

There will be shortages
from time to time. But what
we're doing will help minimize
them.

Having survived times
that were too lean, we're not
about to be overwhelmed
by business that’s too brisk!

OWENS/CORNING £

 FIBERGLAS |

*TM.Reg. 0-C.F. ©O-C.F Corp. 1977

on 1974 T
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LIGHTING

Miniature accent lights (above) are suitable for wall, ceiling or under-cabinet installa-
tion. Available in two-, three- and four-light models, the units have cylindrical shades
with universal yoke-type swivels mounted on a bar. Units come in a choice of
chrome/black or white. Roxter, Long Island City, NY. Circle 230 on reader service card

Contemporary pendant lights, ' Caprice”’ (above), feature chrome collars that reflect light
from the spill light ring. Units, with plastic louvers that block glare, are 14" in diameter
and 8" high. The fixtures are offered in five colors. Lightolier, Jersey City, NI. Circle 235
on reader service card
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Low-wattage luminaire (above) features
sealed and gasketed tempered glass lens.
Lightweight, adjustable unit comes in
100-, 175- and 250-watt mercury vapor
and 70-, 100- and 150-watt high pressure
sodium. 11T Landmark, Southaven, MS.
Circle 231 on reader service card

High-efficiency halogen lamp, ‘‘Diamon-
ette’” (below), is for emergency lighting.
Self-contained, economical unit is only
12" wide and 9" high. UL-listed light is easy
to maintain. Lightguard, Exide, Randolph,

MA. Circle 232 on reader service card

Traditionally-styled chandelier (left) is part
of the ‘‘Gone With the Wind"’ collection.
Constructed of durable Sheffield bronze,
the series includes a two-light wall bracket
and a two-tier 21-light, 60"-diameter chan-
delier. Feldman, Los Angeles. Circle 233
on reader service card

Track lighting fixture, *‘GeoMetrik’" (be-
low), is an integrated unit that fits flush to
the ceiling or wall. The base swivels 360°
and the lamp tube swivels another 360°
diagonally. TrakLiting, City of Industry,
CA. Circle 234 on reader service card




Conserving

wgterand energy-

©  it’s basic with Moen.

“While everyone else in the plumbing industry
was talking about water and energy conser-
valion, Moen was busy qgetting down to the
basics andidoing something about it. We
developed And patented the Flow-Rafor that
is now standard on all new Moen faucets. It
automatically controls the water flow for a
water savings of up to 25% over conventional
aerators.on single-handle faucets. Flow-Rator
equipped shower heads limit flow to 3gpm
for water savings of 50% or more over conven-
tional shower heads. Fuel costs are reduced,
too —when vou save on hot water. vou auto-

~matically save'the enerqy it takes to heat it.

Moen single-handle faucets also rememben

youp favorite temperature so not a diop is
| |

wasted because you don't have to make
ddﬁr)‘shnonf% Combine the common sense of
cofiservation with the beauty of Moen faucels
and sinks. This way, you can
give your customers everything MOEN
they basically want. And more.

For details, see your Moen
man. Or contact Moen, a
Division of Stanadyne, Elyria,
Ohio 44035.



BATHROOMS

One-piece water-saving toilet, *Silhouette Conserver II'* (above),
uses only 3% gallons of water per flush. Unit, available in a
choice of colors, has a round-front bowl and a positive non-
overflow feature. Briggs, Tampa, FL. Circle 200 on reader
service card

Bath accessories in a traditional
sculptured style (above) fea-
ture protective antique silver
or brass finishes. The ‘‘Mas-
terpiece’” series is made of
Zamak metal. Hall Mack,
Nutone, Cincinnati, OH.
Circle 201 on reader service
card

‘*Caribbean’’ whirlpool bath
(left) constructed of enameled
cast iron is 6’ long and 36"
wide. Unit features dual air
controls, an LcD timer, built-in
safety grip handles and a slip-
resistant bottom. Kohler,
Kohler, WI. Circle 202 on
reader service card

Easy-to-install thin marble tile, ‘‘Markwa'’ (above), is the high- Ceramic mosaic tiles Sparamics® (above), in 1%4" squares, need
light of this remodeled bathroom. ‘‘Royal Danby™ marble, used no waxing or polishing. Frost-proof tiles with a satiny, natural
on counters and floors, features blue-gray veining running sheen finish have rounded corners and slightly cushioned edges.
through the white stone. Vermont Marble, Proctor, VT. Circle U.S. Ceramic Tile, Canton, OH. Circle 204 on reader service
203 on reader service card card



No more “call the dishwasher man”

r “call the air conditioning man.”

Just call Sears.

Make all your appliances Sears,
and have a single source for service.

When you install Sears refrigerators, ranges,
dishwashers, disposers, compactors, washers,
dryers, and air conditioning, you're giving peo-
ple more than quality appliances; you're also
giving them a dependable, single source for
service.

Approximately 20,000 service technicians.
All of them have been hired and trained to
work on Sears appliances. One call can bring
service technicians for both Mrs. Smith’'s dish-
washer and Mrs. Jones’ air conditioning. In
fact, sometimes it will be the same man. You
have simpler scheduling and fewer bills.

“Warehouses on wheels.” Our 15,000 serv-
ice trucks are stocked daily by parts specialists
who know the service schedule and the parts
most likely to be needed. Rarely does a Sears
serviceman have to “run back to the shop for
a part.”

The right people, the right training, the right
parts, the right tools—all from a single source:
another reason to consider Sears.

Circle 115 on reader service card

Here are 10 Good Reasons to Consider Sears:
1. Dependable service. 2. Contract sales special-
ists. 3. Product leadership. 4. Value/ price. 5. Single
source for appliances and many building products.
6. Delivery to your schedule. 7. Strong brand rec-
ognition. 8. Product quality. 9. Kitchen planning
available.10. Ninety years of consumer satisfaction.

| OK Ml consider| Scars | Contract Sales |

O Send brochure [0 Have Contract Specialist call |
1 Send address of nearest Comracl Sales office

Name

Address Phone

State Z p

Dept 733G, Sears, Roebuck and Co.,
S

ears Tower, Chicago, lllinois 60607
39-HH-9/77 SERVICE

|
| O
|
|
|
|
I
|| 7oz
|
I
|
I
I
|
|
|
|

© Sears, Roebuck and Co. 1977
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BATHROOMS

Washerless cartridge (above)
for two-handle faucets is a
self-lubricating, Celcon unit.
Cartridge has no washers,
seats, springs or metal-to-
metal parts to wear. Gerber,
Chicago. Circle 207 on reader
service card

Water-saving Aqua-Touch?®
(left) turns off the water flow
when it isn't needed. Device
has a spring-loaded control
level at the bottom. Water-
Plus®, Los Altos, CA. Circle
205 on reader service card

Combination whirlpool bath and deep soaking tub, “‘Callistro™
(above), fits in a standard size shower enclosure. Constructed of
molded fiber glass, the 4'x3'x6%2' module is easy to install. Each
water jetis fully adjustable for air and water mixture, direction and
volume of flow. Jacuzzi, Walnut Creek, CA. Circle 206 on reader
service card

1 16 H&H/housing 9/77

Faucet handles (above) come in
semi-precious stone, clear
acrylic and solid brass. Easy-
to-install, interchangeable
units are color-coded, red and
blue. Grohe, Elk Grove Vil-
lage, IL. Circle 208 on reader
service card

Ductless bathroom fan (left)
cleans and deodorizes the air
with CA/90%, a nontoxic chem-
ical. The unit is UL-listed.
Rush-Hampton, Longwood,
FL. Circle 209 on reader ser-
vice card

Tz, i
Traditionally-styled bathroom cabinetry, ‘‘Beaumont™ (above),
has a solid oak frame. System comes with two 36" linen closets,
each with a recessed medicine cabinet on the side. Maintenance-
free vanity has an oven-cured finish, adjustable shelves, self-
closing doors and drawers. Excel, Lakewood, NJ. Circle 210 on
reader service card




“Feature for Featuré you can't beat

PERMA-DOOR...

The “Balanced “Design
“Residential Steel Entrance System

Balanced design is one that provides for uniformly high
quality throughout the product — a design that is not over-
engineered in one area at the sacrifice of quality in another.
For example, all of the Perma-Door design features are inte-
grated to contribute to a common end: weather-tightness,
strength, rigidity and high insulating value — all the things
a good door should provide. And many of these features are
Perma-Door exclusives, Balanced design means better over-
all performance — and no call backs. And Perma-Door saves
on fuel bills, too! Contact your local building supply dealer
or write for details, today. 9017 Blue Ash Road, Cincinnati,

Ohio 45242,
PERMA-DOOR’
by Steelcraft®

An American-Standard Company

Circle 117 on reader service card

Compare these
features with any
other door on the
market and you'll
be convinced about
the superiority of
Perma-Door.

© Interlocking full steel
beveled edge.@Honey-comb

and polyurethane foam core.@Self-sealing door
bottom sweep.@Flexible synthetic rubber weather-
stripping.@Pile corner seal.@QConcealed water
drainage chamber.@Concealed hinge attachment with
steel reinforcement @)Rigid vinyl thermal break
threshold cap.@)Heavy duty aluminum sill/threshold.

“When you choose

Y Perma-Door, you choose
the finest steel entrance
system available

at any price.”

H&H/housing 9/77 1 1 7




Marble-topped hamper vanity
(left) features a 31" oak frame,
self-closing hinges, and mor-
tise-and-tenon  construc-
tion. Cabinet has a protective
vinyl sealer and stain-resistant
top. Cerilean, South Bend, IN.
Circle 214 on reader service

card

Bathroom vanity, ‘‘Q/E*"* (be-
low), features 16"x18" vitreous
china bowl. Unit is available
with right or left door options.
Industrial Dimensions, Brad-
ner, OH. Circle 216 on reader
service card

BATHROOMS

Swing-away wall mirror,
“Style 'N View” (above), is
fully rotatable for all around
viewing. Unit can be slanted
for rear viewing, or turned flat
to the wall as a conventional
mirror. Buchmin, Reedley,
CA. Circle 215 on reader ser-
vice card

i

Ceramic wall tiles, *Cristal’’ (above), can be easily applied
directly over old ceramic tiles or other smooth surfaces. Tiles
with adhesive backing need no special preparation or equipment
for installation. H. R. Johnson, Keyport, NI. Circle 211 on
reader service card

Lightweight shower floor,
Marblemold® (left), has the
look and feel of marble, yet
is up to 80% lighter. Slip-
resistant floor can be set on
subfloor or slab. Kinkead,
Chicago. Circle 212 on reader
__| service card

Contemporary bathroom cabinet, **Sorrento’ (above), features  Vanity base, “Traditional Elegance™ (above), is shown with an
unframed center mirror and recessed stainless-steel-rimmed octagonal medicine cabinet. Side lights are optional. General
cabinets. Unit has adjustable shelves. Miami-Carey, Monroe, Bathroom, Elk Grove Village, IL. Circle 217 on reader service

OH. Circle 213 on reader service card card
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The si
And the multiple choice answer
you've all been looking for.

Choosing the best siding material
these days is getting to be a real test for
cost-conscious builders. Especially in larger
projects and multi-family developments,

Is there a material that can provide
ease of construction, durability and good
looks; and still be obtained at a reasonable
cost?

We think there is: Simpson Ruf-Sawn
316.

It's ideal as a siding material for
apartments, multiple family dwellings, and

certainly the detached single family
residence.

Why? For one thing, Ruf-Sawn 316
has all the inherent structural advantages of
plywood. No additional sheathing is
required. Plus, Ruf-Sawn 316 has a unique
woodgrain textured resin overlaid surface
that not only resists wear, weather and
abrasion, but also provides a near perfect
surface for paint or solid color stain. And
it's even available prefinished.

It all adds up to a siding material that

Circle 119 on reader service card

question.

is answering questions for an ever growing
number of builders; all over the country.
We'd like to answer yours. Just write
Simpson Timber Company, 900 Fourth
Avenue, Seattle, WA 98118.

See us in Booth No. 646 at the
Apartment Builder/ Developer Conference
& Exposition.

Ruf-Sawn 316

Simpson
H&H/housing 9/77 1 1 9




Constructive Criticism.

In 1833, people thought the idea of a
“balloon frame” house was full of hot air.

Back then, houses were built with massive
beams by skilled craftsmen. But Augustus Deodat
Taylor had a new idea. Just build a cage-like
frame of two-by-fours and nail the siding and
roof right to it.

“A house like that would be
picked up and blown away by the
prairie winds like a toy balloon,” <&
the critics cried.

Not so. For it turned out the
“balloon frame” house was even

A public service of this publication
.',35!- and The Advertising Council.

1 20 H&H/housing 9/77

Taylor's new idea made quick and easy settle-
ment of the West a reality. And helped build a
Strong, New Country.

Today, the building goes on, thanks to over
9% million Americans buying U.S. Savings
Bonds through the Payroll Savings Plan.

They know while they're looking out for

_ their future, they're looking out for
: @ America's future, too.
_.';), 7 So buy U.S. Savings Bonds.

When it comes to saving, they're
mighty constructive.

Serjes E Bonds pay 6% interest when held to maturity of 5 years
(4% % the first year). Interest is not subject to state or local
income taxes, and federal tax may be deferred until redemption.







Join the Gustom Home Plans Glub
plus 5 new designs each month for
of professional working drawings

Gel 1.000 home designs now

The Custom Home Plans Club has been created to provide
a fresh flow of design ideas you can use to make your business
more profitable.

As a new member, you will immediately receive an attrac-
tive binder containing 1,000 home designs illustrated with full
color renderings and detailed floor plans.

With this complete library of a thousand buildable homes
to select from, you and your clients will be pleased with the
wide variety of homes available in all styles, types and sizes
appropriate to local needs, tastes, and budgets.

These wide-ranging selections include:

Deluxe Small Homes—two and three bedroom

Ranch and Suburban Homes—conventional and con-

temporary

Brick and Masonry Homes

Multi-level and Hillside Homes—split level, split

foyer, others

Second Homes—duplex and multi-family; holiday and

retirement: chalets, A-frames, cabins, cottages

As you guide clients to a commitment, you—as a member
of the Custom Home Plans Club—will lose no time in coming
up with a complete set of working drawings, which will be
shipped postage-free from Club headquarters the same day
your request is received.

And with your working drawings you will also receive a
complete list of the building materials you will need—essen-
tial for accurate bids and reliable cost estimates.

With so much of the exacting, tedious, preparatory work
already done, you will realize substantial savings in time,
effort, and money and at the same time, a growing list of
clients will realize that you're the one to come to for the right

home at the right price.

plus 5 new home designs-
of-the-month each month for
the next 12 months

To supplement your library of 1,000 home designs, the
Custom Home Plans Club will provide you with a steady flow
of 5 new home design ideas each month for the next 12 months.

[llustrated in full color renderings—and complete with
detailed floor plans—your five fresh designs-of-the-month can
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.

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 Club




and get 1,000 home designs now
the next 12 months plus 12 sels
for homes of your choice.

membership fee, members may obtain additional working
drawings at a 35% discount off published prices which range
from $25 to $50 for single sets and from $50 to $75 for four-
set packages—depending largely on the square-footage of
single-family homes and the number of units for multi-family

dwellings.
Drawn to FHA and VA general standards, these blue line

prints—size 36" x 20”"—are easy to read on a white back-
ground. Depending on the size and complexity of the house
design, plan sets may include as many as nine sheets. Notes
and drawings indicate location and types of materials to be
used. With complete freedom of choice, Club members may
order their 12 sets of detailed working drawings at any time
during the 12-month membership period.

Club working drawings include: (1) Floor Elevations,
(2) Complete Framing Plans, (3) Wall Sections, (4) Floor
Plans, (5) Basement/Foundation Plans, (6) Roof Plan,
(7) Plot Plan, (8) Kitchen Cabinet Details, (9) Fireplace
& Built-in Details, (10) Specification and Contract Booklet.

PIUS itemized lists of building
materials for accurate bids
and reliable cost estimates

To eliminate the time-consuming task of taking off material
requirements from each set of plans ordered, the Custom

ized lists of building materials needed to obtain reliable bids,
to make accurate cost estimates, and to order building mate-
rials from suppliers. The lists include the size and quantity of
all millwork such as doors, lumber and built-ins, framing lum-
ber, roofing, flooring, wallboard, masonry, concrete, reinforc-

ing, insulation, beams, finishing materials, and more.

construction

activity.

Contains detailed adjust-
ment indexes for 22 sub-
trades in 120 U.S. and
Canadian cities. Includes
a special section on reno-
vation and
costs. Eliminates costly

remodeling

Home Plans Club automatically provides members with item-

I
I
I
|
I
|
|
I
|
|
|
|
|
|
I
I
|
|
I

Application for membership

Enclosed is a check for $360
fora full year of membership in
the Custorn Home Plans Club.
For this | am fo receive immedi-
ately a binder containing 1,000
home designs, plus a porifolio
of 5 new designs each month
for the next 12 months.

My membership also entitles
me to a fotal of 12 sets of profes-
sional working drawings and a
list of building materials for Club
homes of my choice. These sefs
of working drawings may be
ordered in any combination |
desire: 12 sets for 12 different
homes, 4 sets for 3 different

homes, or any other way | prefer
them. Beyond these 12 sets in-
cluded in my membership fee., |
will be able fo buy additional
sets at a 35% discount off pub-
lished prices during my memiber-
ship period.

If after receiving my first set of
working drawings | am less than
completely satisfied, | am en-
fitled to a refund in full—and no
hassle — simply by retuming the
binder of 1,000 designs and
the working drawings in good
condition.

Make check payable to
Custom Home Plans Club.

guesswork in estimating,
pricing and scheduling.

pius 1977 Dodge Manual to save
dollars, drudgery and time in
estimating and scheduling work

Club members receive
this 274-page workbook
with current, accurate
costs on nearly 10,000
items for almost every

occupation
] builder
[ subcontractor
[ retailer
] wholesaler
[ architectural
] engineer
[ recity
[ finance
] govemment
[0 manufacturing

320 SW 33rd St./P.O. BOX 299/TOPEKA, KANSAS 66601

Your Name
Firm
Address

City

Signature

State ) Zip

Date

HH-9/77
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Reports of the death of Main Street U.S.A. are
eatly exag : s the country, bold an
1 agmatwe programs spearheaded by architects are
our hometowns downtowns from decay.

B hted structures are being reborn as sound & md

often innovative housing and business places. Entire
icts are being restored and protected. Our
architectural heritage is being saved.

Best of all, people are going downtown again,
bringing with them a revitalization of commerce and
mdustry, a resurgence of social contact.

Recently Architectural Record reported on the

witalization programs of eight representative small

ms and medium-sized cities. Spelling out how

“community leaders, architects and urban planners
- brought new life and hope back to their hometowns, thi
comprehensive report became a blueprint for other
Jocalities. All of these efforts are creating new options fo
" people, creating new ways of living that people feel
comfortable with. 4

Tangible social benefits such as this clarify the role:
that McGraw-Hill magazines have played for many years
That of reporter, fact-finder, educator, and some-

stimes, conscience. :
. 7 McGraw-Hill Publications Company,/1221 Ave
of the Americas, New York; N.Y. 10020.

McGraw-Hill Magazines.:

it

We help the doers get things don -



What you see
is only half the beauty

of Redwood Plywood.

Redwood plywood is a gorgeous building material.
It has natural beauty. A warm and simple elegance.
You see it and you know this is true.

But there’s more to redwood plywood than mere good looks.

It ages handsomely. It has remarkable dimensional stability.
It's naturally fire-resistant. In fact, 5/8" redwood plywood
qualifies for any Class 1l construction on your schedule.

And redwood plywood can be installed with surprising casc.
It resists face-checking. It's a magnificent insulator. You can

put it up without applying a stain and it’s ready for

the weather. But if you want a color effect, it will

Archilect Walter A Hunt, Jr
Planning and Design

take and hold a finish like no other wood.

Redwood plywood comes in all-heartwood grades
or grades ribboned with the lighter sapwood.
Available in 3/8” and 5/8" it enhances interiors
as well as exteriors.

So take a good look at redwood plywood. And
see how beautiful it really is.

REDWOOD
ASSOCIATION

617 Montgomery Street, San Francisco, CA 94111

ICALIFORNIA

Redwood —a renewable resource.

Crorele 125 on veader serviee ceard
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Pre-filed catalogs of manufacturers
listed above are available in the
Sweet’s Catalog File as follows:
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I Industrial Construction (blue)
L LightConstruction (yellow)
D Imteriors (white)

=

Jack List and Associates, Inc.
J. Walter Thompson Company

G-L American General Products, Inc.
Advertising Diversified Services, Inc.

G

G-L General Electric 18, 19, 32, 33,
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Young & Rubicam International Inc.
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McCann-Erickson, Inc.
Gerber Plumbing Fixtures Corp. ....... 126F

Sidney Clayton Associates, Inc.

P
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Marsteller, Inc.
G-1 Perma Door/Steclcraft Mfg. Co. ......... 117
Fahlgren & Ferriss, Inc.
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Enyart Advertising, Inc.
Progress Lighting

Cole & Weber, Inc.
American Standard Inc.
Keller Crescent Co.

Schaefer Advertising Inc.

Campbell-Mithun, Inc.
e HFBL Applcation . ......vveeesessesss 1268 R

G-L Hotpoint Div./General Electric Co. ....... 102
Compton Adv. Inc.

G-L Howmet Aluminum Corporation ........ 108B
Kerss Chapman, Bua & Norsworthy, Inc.

Red Book of Housing Manufacturers ,.... 100
Francis J. Litz

Rockwell International,
Building Components Division ...

B Marsteller, Inc.

G-L-D Rolscreen Co. ..... R —— W
G-I-E-L-D B.F. Goodrich Chemical Co. S—— - ] Kerker & Associates
Griswold-Eshleman Co J
G-L Bird & Son, Inc.
Humphrey Browning MacDougall, Inc.
Francis J. Litz S
G-1 Bradiey Corporation Scheirich Co., H.J 8,9
Hoffman York Baker & Johnso K Doe-Anderson Advertising Agency, Inc.
Building & Construction ...... Y - | G-L Sears, Roebuck & Co. +....ocoovvnnnnrs. 118
Exposition & Conference Gerson Marketing & Advertising, Inc.

GeL Jomm-Alr Corp. .oovevvrsarsssaversassrns 17
Foote, Cone & Belding

Liller, Neal, Battle & Lindsey, Inc.
G-E Kohler Co., Tt ...cnvcernssesnnsnsssnsss 59

Clinton E. Frank, Inc. Marketing & vevsases 5558

Merchandising .
G-I-L Simpson Timber Co. ..........,.. 1084, 119
c Kraft, Smith
Southern

California Gas Co. ........... 108E
L Doyie Dane Bernbach inc.
Y&RBuchen, Reincke Inc.
G-L-D C?hﬁm‘m“ G-1 Louisiana-Pacific Corp
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e e o) - cCann-Erickson, Inc
N.Y. Ayer ABH International

G-L-D Champion Building Preducts .......... 14, 15

BETTER LIVING BOOK CLUB ..... 9193
McGraw-Hill’s Personal

Custom Pl b oo ennn 120123
Ve US. Bamalng Markety .......ooonesssins %

Shiefman & Associates
G-I-L-E United States Gypsum Co. .
Marstrat, Inc.
Gray & Rogers, Inc. Universal Rundle .........
D Marketing Support, Inc.
Kubiak Carpenter & Associates Inc.
G-L-E Moen Div. (Stanadyne)
Delta Faucet Co. voovuvvnnnrnnnsnsenes 3540 Carr Liggett Advertising, Inc.
Griswold—Eshieman Co.
Jordan Associates

N

L Nutone, Div. of Scovill w

Intermedia, Inc.
W.G.Best Homes ...........co00000es. 10BA

F Garfield-Linn & Co.
Weslock Company ............. sevenes LBEH
Reeds and Farris
G-L Western Wood Products Association .... 108C
McCann-Erickson, Inc.
G-E-L. Whirlpool Corp. .......cvevverransanssss 107
(Heating and Cooling Prod. Div.)
Keller Crescent Co.

Spiro & Associates
G-1-D Flintkote COMPERY .. ....veuevenrannenss 31
Richard Lockwood Inc.
Forest Fiber Products ................. 108D
Westerman-Webber, Inc.

Kraft Smith
G-E-I-L-D Owens-Corning Fiberglas ..
Ogilvy & Mather, Inc.

ADVERTISING SALES STAFF

ATLANTA 30309
Jack Moran

1175 Peachtree St.
(404) 892-2868

DENVER 80203 DETROIT 48202
Dave Watson Milton H. Hall, Jr.
123 Speer Blvd., #400 1400 Fisher Bldg.
(303) 837-1010 (313)873-7410

CLEVELAND 44113
Milton H. Hall, Jr.

55 Public Square
(216) 781-7000

BOSTON 02116
Allen Gilbert
McGraw Hill Bldg.
607 Boylston St
(617)262-1160

CHICAGO 60611
Charles M. Crowe, Jr
Thomas McElhinny
645 N. Michigan Ave
(312) 751-3700

SANFRANCISCO 94111
Richard R. Butera

425 Banery Street
(415)362-4600

PHILADELPHIA 19102 PITTSBURGH 15222
David A. McElwee David A. McElwee
Three Parkway 2 Gateway Center
(215) 568-6161 (412) 91-1314

HOUSTON 77002
John Strong
Dresser Tower

601 Jefferson Street
(713)659-8381

LOS ANGELES 90010  NEW YORK 10020
Donald Hanson Allen Gilbert

3200 Wilshire Blvd. 1221 Avenue of
South Tower the Americas
(213)487-1160 (212)997-6925

Classified Advertising:
(212) 997-2557
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$19 per thousand vs. $8 per thousand.

Installation included.

A nail, by itself, doesn't cost much. And it's not worth

much until in place. But placing a nail can be very S paid soc

expensive, and that's what affects you. . 'hile you're building more Lll'llt\ dL]II

Each of your men can probably g~ e So, Paslode power na

drive about 650 nails an hour with {ES ur Pa\,mde d

a hammer, at about $11* an hour local bu

for labor. But each man can us - ? expert v
aslodc wer nailer to drive ; j

cost about $19 per thousand to put in v e des
place. While Paslode power nailing ' | and a copy of our
st to about $8 per thousand. y Fastening For Ce i
And that's how Paslode has hell ’ '
the construction industry trim costs fi
over a dozen years.
But the.Paslode advantage isn't just
the $11 per thousand you save on nai ing.
It's also the time you save building each

OPASLODE“

Circle 61 on reader service card H&H/housing 9/77 1 26A
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Enter

the

1978
HOMES
FOR
BETTER
LIVING
AWARDS
PROGRAM
now!

Sponsored by

The American Institute
of Architects

and the editors of

House & Home Magazine

REGISTRATION FORM

Mail to: Dept. HFBL, House &
Home, McGraw-Hlll, 41st floor,
1221 Avenue of the Americas,
New York, N.Y. 10020 by midnight,
October 30, 1977.

All winning entries will be
published in House & Home.

Eligibility: Any house or apartment building in the United States or its possessions
built since January 1, 1975 and designed by a registered architect is eligible.
Entries may be submitted by any architect, builder, developer or owner.

Entry cutegories: 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 the 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 for judging. All categories include modular housing.

Registration: Fee: $50 per entry. Deadline: registration forms postmarked by
midnight, October 30, 1977.

Submission of material: A spiral binder—color coded to project category—will be
sent to each registered entrant in December, 1977. This should be filled with sufficient
photographs and plans to illustrate the design. Detailed instructions will be included
in the binders. Deadline: submissions postmarked by January 30, 1978.

Judging: Will be held on March 2 & 3, 1978 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 110th annual
convention of the American Institute of Architects, May 21-24, 1978 in Dallas, TX.

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.

| wish to submit a project in the 1978 HOMES FOR BETTER LIVING AWARDS
PROGRAM. Enclosed is $50 per entry in check or money order made payable to
HOMES FOR BETTER LIVING. | have used a separate form (or photocopy) for each
entry. Please send me my entry material for the following category.

Merchant-built house O

Custom-designed house O Multifamily housing O

Architect name

Street, city, state, zip

Project name & location

Entry submitted by (Name of one parson to whom correspendence should be addressed) (Phona)

Company and address

Check appropriale company category|[ies] Buiider O Architect O Developer O Owner O HH-8/T7




Control owner-completed housing with:

The Kingsberry Man’s new
Home-Earner Program.

Turn one of today’s biggest problems
into one of your major profit sources.

The problem, of course, is sky-
rocketing housing costs that are
pricing many of your potential buyers
out of the market. The solution is
Boise Cascade’s Home-Earner
Program, an effective new merchan-
dising tool that lets prospective home
owners earn substantial savings by
participating in the interior comple-
tion of their new Kingsberry Home.
And the result is your ability to reach
a broad new market of buyers while
you cash in ona long list of
advantages:
* Increased sales to previously
unqualified customers.
* Increased sales to those who want
to upgrade to a larger home.
* Increased sales outside your
normal market area.
* Increased profits from increased
sales.

‘.‘

(

* Low cash investment.

* Fast turn on invested money.

* Elimination of low profit, high
callback problem areas.

* A total system of Home-Earner
Program merchandising aids.

Home-Earning: an exciting
program for quality product,
Kingsberry Homes.

Kingsberry Homes incorporate a
long tradition of manufactured excel-
lence and design integrity, including
today's new rustic contemporaries.
Building Kingsberry Homes makes
it easy for you to incorporate control
over other profit-influencing factors
in your business liketime, weather
delays, labor, costs and pricing. And
now the Kingsberry Man is making
it easy for you to get started with

an industry leader —just by sending
in the coupon.

g

'
KINGSBERRY HOMES
—

Kingsberry Homes say a lot
for your business.
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Manufactured Housing Division
Eastern Operations

Russell Williams, Director-Marketing
Kingsberry Homes

Dept. HH-09,Perimeter Park, Atlanta, Georgia 30341
(404) 455-6161

Name

Firm

Address

City

State Zip

Phone

I'm interested in information on:
0 Home-Earning™ [J Energy Savin
O ModelHomes [0 Wood Foundations
O Panel/Sectional Homes
0 Merchandising Aids
O Becoming a Kingsberry Homes builder

Kingsberry Homes are distributed throughout
a 38 state area from plants located in Alabama,
lowa, Oklahoma, Pennsylvania and Virginia.




Pella's"E

Today's customer knows the importance of saving energy. And you
know the importance of quality construction. In Pella windows they
both go hand-in-hand. We use only the finest materials, precision
wood construction, top quality hardware and snug-fitting weather-
stripping. Add to this such exclusive Pella features as the Double
Glass Insulation System that outperforms welded insulating glass,
and the Pella Slimshade®, and you have a few of the reasons why
Pella windows excel at saving energy. Check Pella’s construction
features, then mail the coupon below. It could be your first step in
taking that final step up in windows.

FREE Catalog. Send for your free copy of our full-color catalog on Pella
Wood and Clad Windows & Sliding Glass Doors. See us in Sweet's Light
Residential Fite. Or look in the Yellow Pages, under “windows", for the
phone number of your Pella Distributor. The Pella Planning Center in your
area will welcome the opportunity to assist you and your customers in
any way.

| am specifically interested in: [J Double-Hung Windows, [J Casement
Windows, [ Awning Windows, [J Sliding Glass Doors, [J Wood Folding
Doors,

Name

Firm

Address

i) for anything

State Z

Telephone "“‘E Mla 1

Mail to: Pella Windows & Doors, Dept. T40]7 mffe'ence” 1
100 Main St., Pella, lowa 50219 B
Also available throughout Canada. © 1976 Rolscreen Co.
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wood wi
Thefinal step up.

1. Only Pella makes a double glass win-
dow with a full 13/16” space between the
panes. It actually outperforms welded in-
sulating glass and costs less per window.

2. Flexible weatherstripping compresses
tightly to stop air infiltration.

3. All wood parts are vacuum-treated with
a special water-repellent preservative to
protect against decay and insect damage.

4. Cam-action clips hold interior glass
panel tightly and compress flexible vinyl
gasket between sash and panel for air-
tight seal.

5. Both wood and vinyl separate the two
panes of glass and function as a thermal
barrier to prevent conduction of heat and
cold.

6. Choose either all wood, or wood with
exterior protected by weather-proof color-
coated aluminum cladding that needs no
painting.

7. All joints are mortise-and-tenon type,
secured with nails and waterproof glue to
keep them tight and square. This is essen-
tial to effective weather sealing and con-
tinuing easy operation.

8. Exterior aluminum cladding protected
by high-temperature baked acrylic coating.

9. Sash cladding is lap-jointed and weath-
er sealed at the corners.

10. Cladding available in White, Dark
Brown or Dark Bronze.

11. Frame and sash members are wood
for warmth and beauty. Wood's natural in-
sulating qualities minimize condensation.

12. High-quality Western Pine throughout
for lasting strength and beauty.

13. All-steel worm-gear sash operator has
hardened gears for trouble-free life.

14. In addition to its superior insulating
qualities, Pella's Double Glass Insulation
System also reduces outside noise trans-
mission up to 22% better than ordinary
insulating glass.

15. Screen is set in bronze-tone aluminum
frame.

16. Optional Slimshade® can be an effec-
tive energy saver. It reduces heat loss in
winter — solar heat gain in summer. Fits
between panes of the Pella Double Glass
Insulation System. Provides privacy.

17. Slimshade® available in Oyster White
or Dark Bronze.







Meet
the new
Gerber ¢

Wosherless B
Cartridge.!

Now you
con hove
' o Gerber
cost-bross

‘ wosherless

operotion.
-

knows that in a two-handle faucet you metal _ yez
beat a cast-brass, one-piece body. And Gerber rode or support lime deposits. Lab
‘best in the business— heavyweight solid through mﬂlons of on-off cycles witho
with no joints to loosen and leak, ever.

~ Now you can offer Gerber cast-brass two-handle
" kitchen, bath, and laundry faucets

. with a great new washerless car- mor e thQn evef
tridge, as well as with conventional
compression stems and bonnets. Gerber bts w
Gerber's patented cartridge

has no washers, no seats. And no mOfe fOf W CUﬁomef'

springs to cause problems. A simple twist of combination—the best bodies

its bottom cap makes it interchangeable for business and the best cartridge in

either “hot” or “cold” lever-handle business. A profitable combinatio
_ GERBER

control—a unique Gerber feature. It's made Gerber Plumbing Fixtures Corp.,
of super-tough, self-lubricating Celcon. No Touhy Ave., Chicago, lllincis 60546.
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