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“With ordinary flooring, 20% of my units
had callbacks. That’s why 100% of my units

Harry Reed, President

o et G now have Armstrong Tredway’.”

“Our current project is Bayfront Towers—a condominium with

74 units. It's also our second project in the Houston area to use
Tredway exclusively.

“Tredway is the best floor we've found to install over uneven
concrete. Because Tredway rides over minor bumps and ridges,
the costly expense of extra subfloor sanding and preparation is
reduced.

“My flooring contractor likes
Tredway’s flexibility and ease of
installation. A single band of ad-
hesive around the perimeter of
the room is all that's needed.

“Tredway is one tough floor.
That allows us to install it at an
earlier stage of construction. This
extra exposure to workmen in-
creases the potential for damage
and wear. But, in most cases,

Conventional flooring
can ridge or split

Tredway bridges minor
subfloor irregularities

all we have to do is wet-mop after the appliances are installed, and
that's it. When it does become necessary to repair a damaged
floor, we don’t have to replace the whole thing. Patch repairs
are made so perfectly, my flooring contractor has to point them
out to me.

“When you add the numbers up right, I'm not spending ar
more for Tredway than | would for VA tile or regular flooring.
And, | have virtually no callbacks.

“Tredway is the best thing going. And it probably will be un-
til Armstrong invents something better.”

To learn more about

Tredway, contact your
Armstrong Market-
ing Representative.
Or write Armstrong,
Dept. 88FHH, Lan-
caster, Pa. 17604.

®
FROM THE q INDOOR WORLD" OF

(Armstrong
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ENERGY-CONSCIOUS
HOMEBUYERS

KEEP THERMOSTATS LOW.

65° is too chilly ° No need to boost your
for comfortable central heating . .
bathing and dressing ® warm the room not

the house

.4 ®

NuTone Heaters quickly o The rest of the house /S In just minutes ° Bathing and dressing
o raise room temperature ° stays at an energy- ° the NuTone Heater has ® can be done in
b to a comfortable level conscious 65°F warmed the room complete comfort

® Outélde temperature,
7.0029°F Thermostat
set at 65°F

® Complete comfort from ® NuTone Heaters do save ® NuTone Heaters
® start to finish. House ® energy That's a fact! ® isn't it time you
temperature, still 65°F. included this energy-

CUSTOMER-CONSCIOUS
BUILDERS
KEEP ENERGY-CONSCIOUS
HOMEBUYERS COMFORTABLE...

WITH NUTONE HEATERS.




NUTONE HEATERS
MAKE ENERGY SAVING SENSE

...auxiliary heaters to fit any room size...any application...fan forced or radiant.

Model: 9605N
Heat-A-Vent 2, f— —
Type: Fan Forced Heat
Finish: Aluminum T

Heat-A-Ventlite
Type: Fan Forced Heat

Heat-A-Ventlite

Type: Fan Forced
Finish: Aluminum Y. Finish: Aluminum
Total Watts: 1710 Total Watts: 1720

Model: 9093N ’__13, Model: 9665N

Total Watts: 1620
BTU: 5118 1
Air Delivery: 70 CFM

Sound Level: 5.0 Sones
This fixture combines \—15% —|

BTU: 5118 BTU: 5118

Air Delivery: 70 CFM Air Delivery: 70 CFM

Sound Level: 3.5 Sones Sound Level: 5.0 Sones
Lw!s DIA.——‘

This fixture combines This fixture combines

Heat, Ventilation and Heat, Ventilation and Heat and Ventilation
Light. Light

Model: 9430 Model: 9425 14 _.\ Model: 9415
Three-Bulb Heat- Two-Bulb Heat-A One-Bulb Heat-A
A-Lamp Vent 10% Vent

Type: Radiant Heat
Finish: Aluminum
Total Watts: 765

Type: Radiant Heat
Finish: Aluminum
Total Watts: 280

Type: Radiant Heat I
Finish: Aluminum
Total Watts: 545

BTU: 2559 BTU: 1706 oy BTU: 853
Air Delivery: 50 CFM  { Air Delivery: 50 CFM
Sound Level: 2.5 Sones | 1 | Sound Level: 3.0 Sones
This fixture combines e This fixture combines
Heat and Ventilation Heat and Ventilation
Model: H910 sy, Model: 9275 Model: 9276
Surface-Mounted One- DIA.# Heat-A-Vent Heat-A-Ventlite
Bulb Heat-A-Lamp Finish: Aluminum Type: Radiant Heat
Type: Radiant Heat T Type: Radiant Heat Finish: Aluminum
Finish: Aluminum vt Total Watts: 1285 Total Watts: 1385
Total Watts: 250 1! BTU: 4265 BTU: 4265
BTU: 853 J'E‘, éir D(:ilil\_/ery:I 4OOC§IVI éir D(;liilery:I 45()]0C§|\/I
ound Level: 5.0 Sones ound Level: ones
6 4\ This fixture combines This fixture combines
Dif Heat and Ventilation Heat, Ventilation and
Light
Model: 9202 Model: 9294 Model: 9284
Built-in Heater Surface-Mounted Heater Surface-Mounted Heater ‘

Finish: Aluminum Type: Radiant Heat 7

Type: Radiant Heat Finish: Silver Enamel | 1

Total Watts: 1265 Total Watts: 1,000 ekt
14%" DIA.

BTU: 4265

Type: Radiant Heat
Finish: Aluminum
Total Watts: 1015

BTU: 3412 BTU: 3412

... AND GOOD SALES SENSE!

Order NuTone Heaters from your nearby
NuTone Distributor. For his name, DIAL FREE
800/543-8687 in the continental U.S. Ohio
residents call 800/582-2030. In Canada.

write: NuTone Electrical Ltd., 2 St., Lawrence
Avenue, Toronto

Nulone

Dept. HH-10, Madison and Red Bank Roads
Cincinnati, Ohio 45227

Form 4608, Printed in U.S.A.
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“IN A CD COMMUNITY HOUSE WITH ITALIAN MARBLE,
A SUNKEN ROMAN BATH, 3 WOODBURNING
FIREPLACES, YOU'D EXPECT TO FIND A

GE POTSCRUBBER TII DISHWASHER?" i s

“When CD Community luxury homes were built overlooking the Pacific in
Palos Verdes, the best dishwasher GE has ever made was their selection.

“They picked the new GE Potscrubber III because it is the most advanced GE
dishwasher yet.

“The Multi-Orbit™ wash arm is engineered to constantly change the pattern of
water, which, combined with a 3-level washing action, gets dishes, pots, pans and
glasses cleaner than ever.

“Plus it’s specially designed to use less hot water than previous GE dish-
washers. In fact, hundreds of gallons a year. And it runs quietly, too, because the
PermaTuf” tub is surrounded with a blanket of sound insulation.

“Of course, it’s protected by Customer Care” service from GE. Builders like
yourself never have to worry about getting involved in appliance service.”

Take advantage of General Electric’s full line of outstanding Potscrubber
dishwashers and over 30 years of consistent service to builders. Call your local GE
Contract Sales Representative.

THE APPLIANCES AMERICA COMES HOME TO.

GENERAL &3 ELECTRIC




FORMERLY HOUSE & HOME
housing
EDITOR

John F. Goldsmith

MANAGING EDITOR
Edwin W. Rochon

SENIOR STAFF WRITER
John H. Ingersoll

ASSOCIATE EDITORS
Thomas H. Allen

Joel G. Cahn

Natalie Gerardi
Barbara Behrens Gers
Bill Mulligan

June R. Vollman

NEW PRODUCTS EDITOR
Jenny Kahn

PRODUCTION EDITOR
Mary Sarlo Cruz

ART STAFF
Joseph Davis, director
Sachiko Inagaki, assistant
Jan V. White, consultant

J. Dyck Fledderus, illustration

EDITORIAL ASSISTANT
Constance S. Russell

SPECIAL PROJECTS EDITOR
Elise Platt

BOARD OF CONTRIBUTORS
Kenneth D. Campbell
Carole Eichen

Alfred Gobar

Edward N. Kelley
Robert Mylod

John Rahenkamp

H. Clarke Wells
Lenard L. Wolffe

CONSULTING ECONOMIST
George A. Christie

MCGRAW-HILL WORLD NEWS
Ralph Schulz, director

17 domestic and
international news bureaus

ADVERTISING SALES MANAGER
Stephen D. Blacker

BUSINESS MANAGER
Vito De Stefano

MARKETING SERVICES MANAGER
Henry G. Hardwick

CIRCULATION DIRECTOR
Joseph D. Holbrook

ASSISTANT CIRCULATION MANAGER
Robert W. De Angelis

PUBLISHER
Maxwell C. Huntoon Jr.

Y. ABP

® =

Officers of McGraw-Hill Publications
Company: Gordon L. Jones, president;
Paul F. McPherson, executive vice presi-
dent; Gene W. Simpson, group vice presi-
dent. Senior vice presidents: Russell F.
Anderson; James E. Boddorf, planning &
development; Ralph R. Schulz, editorial.
Vice presidents: Denis C. Beran, European
operations; David P. Forsyth, research;
Eric B. Herr, economics; Thomas H. King,
manufacturing; James E. Hackett, con-
troller; Robert L. Leyburn, circulation;
Edward E. Schirmer, sales.

Officers of the Corporation: Harold W.
McGraw Jr., chairman of the board, presi-
dent and chief executive officer; Robert N.
Landes, senior vice president and secre-
tary; Ralph J. Webb, treasurer.

This issue of Housing (formerly House
and Home) is published in national and
separate editions.

T
= W

EDITORS’ PAGE

Saving savings that save mortgages

Some thrift-industry leaders want the minimum denomination on six-
month savings certificates raised from $10,000 to $25,000.

We don’t agree. If anything, the minimum should be lowered to make
the new, high-interest certificates available to more depositors.

The thrifts’ view is understandable. Savings banks and S&Ls are quite
comfortable with Regulation Q, which conveniently limits the interest
they can offer on regular savings to 5%%. By contrast, the new certificates
are pegged 4% above the rate on six-month Treasury bills, and the thrifts
could pay certificate buyers 8.043% in mid-September. That’s an effective
annualized cost of about 8.50% after compounding of interest. So the
thrifts are worried about a profit squeeze— particularly in states where
usury laws put a lid on mortgage rates.

But the certificates are good news for the small saver, for the mortgage
market and for homebuilding [HOUSING, Aug.] and quite probably good
news for the thrifts themselves—even if they won’t admit it.

Without the certificates, says Chairman Bob McKinney of the Home
Loan Bank Board, the thrift industry would have been “very close to
having a net outflow of funds.” In fact, McKinney adds, the certificates
were probably the most important single factor in keeping housing starts
at their high rate through the summer.

But what about the effect on mortgage rates? McKinney answers that
one this way: “Interest-rate increases on mortgages are not caused by the
cost of funds to the banks and S&Ls. They are caused by a diminishing
supply of funds.”

The certificates help assure the supply.

Home-shopper study: a tale of six cities

As every builder and developer knows, there is no monolithic national
housing market. Housing is a local business. And housing markets are
essentially local markets.

That’s why this magazine publishes its Housing Demand Index, a
quarterly rating of market demand in well over 100 cities. It’s also why we
now present a special report on what homebuyers want in six major
metropolitan markets.

The study is, of course, not definitive. Housing’s very localism rules out
that possibility —even though the six markets are about as representative
as any we know of. Results, however, are solidly based and presented in
terms that make market sense.

For one thing, the respondents were all home shoppers who were asked
to fill out questionnaires at builders’ sales sites. For another the respon-
dents were segmented —primarily by age and income but also by family
type. So you can compare not only city-to-city preferences but also the
preferences of market segments in each city. And, as more and more
builders are finding out, you must target on these segments if you want to
reach your sales potential.

The special report, starting on page 53, runs for 24 pages. That, we
figure, is enough market data for one issue. So the Housing Demand
Index, originally scheduled for this month, will appear instead in Novem-
ber. —JOHN F. GOLDSMITH

housing 10/78 5






The more
insulate,
the more you need
Andersen.

you

It’s this simple. If you're going

to build-in energy savings,

you need the maximum insulation
recommended for your area.
Especially in the windows.

Xndersen® Perma-Shield®
windows bring it to you.

In a one-story house they
may save nearly as much energy
as 6 inches of additional ceiling
nsulation.

That’s because of Andersen’s
low air-infiltration. The window’s
snug—ﬁttin%1 design is two times
more weathertight than industry
standards require. The better
to keep out drafts, and keep
in comfort.

If you also compare Andersen’s
use of double-pane insulating

glass to old-fashioned single-pane
glass, the energy-savings reall
Jump. To more than the equivaKant
of an additional 12 inches of
ceiling insulation.

Add triple glazing, and the
energy savings pile up still higher.

And when properly sized,
shaded and oriented toward the
sun, Andersen windows help save
even more energy.

So don't just insulate, insulate
with a view.

Ask your Andersen distributor
or dealer just how much more
insulating value Perma-Shield
windows and gliding doors
can add to a home. Andersen
Corporation, Box 12, Bayport,
MN 55003.

'Compared to windows which just meet industry air-infiltration standards in a one-story house in Denver, Colorado
with 15% window- to-floor space ratio, 250 lineal ft. of crack and 6 inches of fiberglass ceiling insulation (R-19).

The Beautiful Way to Save Fuel”

Anderser Windowalls §

BI08 &) Copyright 1976 Andersen Corp.. Bayport, MN 55008

Circle 7 on reader service card
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Your customers will pay you more
for the house on the right.

Owens-Corning can help you build the homes
buyers want: homes that are energy-efficient.

The house on the right has more Owens-Corning
Fiberglas* insulation, as well as a full complement
of energy-saving features (see the con-
struction checklist at far right).

It's a home that buyers will pay more
for—because it will save them a bundle
on fuel bills.

And, surprisingly, it may cost no
more to build than the conventional
home on the left. Savings on framing
lumber and on heating and cooling equip-
ment may actually add up to more than the extra
construction costs.

The house your customers will buy.

Buyers are out looking for homes with reduced

fuel costs. A recent survev found Nere f e

home buyer
home, tc
And t} ubt that energy-ef
homes can save them money.
That's why Owens-Corning has developed
guidelines for
insulation for new
homes in different
parts of the country.
We've considered
climate, energy costs
(based on electrical-
resistance heating and
cooling), and a variety ©
other factors. (To find out

values—ceilings/walls/floors—on map above.)
! swelopned new products —like




v e o
.

Fiberglas batts with higher R-values
(R-30, R-38)—that make it easier for
you to meet these recommendations.
And we've been urging consumers
to make sure that the insulation they
use has the NAHB Research Founda-
tion, Inc., label for assured thermal per-
formance.
The& p@opl@ preparing to buy new
wncemed about conserving

it like th@ hOuse on th@ rlqht
To find out more about building energy-
conserving homes, and how much insulation

is right for where you build, contact Y.H. Meeks,

Owens-Corning Fiberglas Corp., Fiberglas
Tower, Toledo, Ohio 43659.

OWENS/CORNING

FIBERGLAS

ARADEMARK (H)
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Now, For the First Time,
You Can Analyze

an Apartment Deal
Instantly

with Ed Kelley’s comprehensive new book, Cost,
Rent and Profit Computer: Rental Apartments

...a unique system of charts that
shows the relationship between these
key factors:

m Rents

m Average apartment sizes

m Hard and soft construction costs

m Operating expenses

m Efficiency factors

m Mortgage rates

m Investor yields

Anyone who has tried to analyze an apart-
ment deal with a pocket calculator knows that
it can take hours, even days, to consider all
the possible combinations of these factors.

But with Ed Kelley’'s charts you can do it in
a matter of minutes!

If, for example, your monthly rent require-
ment is too high for your market, in no time at
all you can find the best combination of
adjustments: smaller apartments, lower yield,
cheaper land, etc.

HOUSING PRESS
McGraw-Hill, Inc.
1221 Avenue of the Americas

New York, N.Y. 10020 Name 4% i

Pleasesendme ____ copy
(copies) of COST, RENT,-AND
PROFIT COMPUTER: RENTAL
APARTMENTS at $47.00 each. City
For overseas airmail delivery
please add $5.00

Address s il

WHO WILL BENEFIT FROM THIS
BOOK

Builder/Developers looking for the best
combination of variables in putting apartment
deals together.

Lenders evaluating apartment development
loan submissions.

Appraisers needing to stay abreast of
current market conditions.

Brokers and Real Estate Sales People
needing to thoroughly understand real estate
investment economics to properly serve their
clients.

Investors trying to determine if their money is
going into a viable deal.

Government Agencies, requiring help in
broadening their knowledge of the economics
of investment rental housing.

Managers trying to understand and justify the
need for higher rents.

Payment must accompany your order.
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PROPERTY MANAGEMENT

Backlash against rent control

The shelter industry is beginning to win some big ones

The spectre of rent control looms ever
larger. Yet, despite a surging tide of
voter sentiment for controls, a beacon
of hope shines for builders, apartment
owners and Realtors.

Controls are on the books in nearly
300 communities. In New Jersey alone
130 towns have some sort of control.
Major cities—mainly in the North-
east—such as New York, Boston and
Washington, have been struggling to
administer complicated controls for
years with little success.

Control initiatives have begun in
Providence, R.I., Philadelphia and
New Orleans.

In California, in the wake of Propo-
sition 13, as many as 10 communities
may face showdowns at the polls over
rent control. The Los Angeles city
council voted 11-1 in August to freeze
rents at the June level for six months.

Rollback attempt. Last month the
California state senate, by a 21-12
vote, killed a bill sponsored by Demo-
cratic Assemblyman Tom Bates of
Oakland that would have forced own-
ers of most rental properties to roll
back rents to May levels while giving
tenants 80% of their Proposition 13 tax
savings. Bates blamed the defeat of his
bill on “opposition from the real estate
lobby” and predicts, as has Governor
Edmund G. Brown Jr., that his bill’s
defeat will spur wide, new efforts to
impose local controls.

Six states have passed enabling
legislation allowing municipalities to
institute controls by referendum. Flori-
da is the only state to boast “dis-
abling” law allowing the state legisla-
ture to veto local ordinances.

Counterattack. While it appears
that the ground swell for rent control
is growing, appearances can deceive.
In the last three years voters have
rejected controls in Seattle and El
Paso. In Massachusetts, only Boston,
Cambridge, Somerville and Brookline
retain rent control. It’s been discontin-
ued in Lynn and voted down in
Brockton and Ambherst.

Rent control’s opponents are becom-
ing much more vocal and effective.
Norman Flynn of Madison, Wis., who
led anti-control forces to a reconndino

victory at the polls in his hometown,
now heads the National Association of
Realtors’ Ad Hoc Committee on Rent
Control. Erwin B. Drucker, president
of the Institute of Real Estate Man-
agement, has taken to the road in a
virtual crusade against curbs.

The inspiration for those opposing
rent control comes largely from
Flynn’s surprise win in Madison.

In this hometown of the University

Al

IREM's Drucker Leading a crusade

of Wisconsin, 51% of the 170,000 resi-
dents were renters. About 35% of the
115,000 voters were university stu-
dents. When a rent control ordinance
was proposed in March 1973, the
Coalition Against Rent Control orga-
nized in the hopes of convincing a
majority of the 22-member city coun-
cil to vote against the ordinance. At
the group’s head was Norm Flynn,
president of Flynn Baker Inc., a Madi-
son real estate investment firm.

To the polls. The Madison council
voted down control by 18-2, but
Flynn’s problems were only begin-
ning.

“In this state,” he explains, “an
individual can circumvent a council’s
decision. The alderman who proposed
a control ordinance resubmitted it for
referendum. The council wouldn’t put
it on the ballot and the alderman took
it to court.”

An appellate court ruled in favor of
Flynn’s group and the council. The
State Supreme Court, however, or-
dered the control measure onto the
ballot, and the battle for the hearts
and minds of Madison’s voters was
on

Complexity. The ordinance would
have created a five-member control
board composed of “individuals who
had no interest in real property—a
board precluding single-family home-
owners as well as apartment owners,”
according to Flynn.

No criteria were set for determining
fair rents. Separate hearings would
have been required for any rent
change. Even if it met five nights a
week, Flynn’s group claimed, the
board would have had to rule on 120
apartments per meeting to cover all of
the city’s rental units in a year.

The coalition estimated that it
would cost $2 million a year to admin-
ister the ordinance. That was enough,
the group said, to subsidize 3,333
families with $50 monthly rent vouch-
ers or provide year-long day care for
2,000 children.

Campaign tactics. Such an approach
seemed appropriate in a city noted for
its liberalism, Flynn pointed out,
adding: “We told residents of each
area in the city what they would lose.

“We told them that apartment
maintenance would deteriorate drasti-
cally and that multifamily housing
starts would slow to nothing. We
showed them statistics they could
understand on what’s happened to
other cities with rent control. The way
they responded should be a lesson to
those who wail about controls but do
little about them.”

On election day, Flynn’s forces won
every precinct in the city and 86% of
the vote.

National drive. In his role as chair-
man of the NAR anti-rent control
committee, Flynn advises Realtors and
builders in their fights against rent
control.

“I tell them to get involved,” he
says. “I advise them to avoid imitating
what we did to the letter. Every munic-
ipality has different laws, and builders
should pay strict attention to detail.

“They can, however, imitate our
organization.”

Others, Flynn also notes, can use a
ploy his coalition used with great
success: “We got endorsements from
neanle wha wonldn’t have ciinnarted ne




on other issues—what I call the knee-
jerk liberals.” Madison’s mayor, a
noted liberal, did several TV commer-
cials for the coalition.

On the road. Erwin B. Drucker,
president of the IREM, an arm of the
NAR, has hit the hustings in Florida
and California to spread the anti-
control gospel. In California, Drucker
warned tenant groups that if rent
controls are imposed, they can expect
cost-cutting “in areas most apparent to
you—maintenance and repairs. Very
soon after controls are effected, prop-
erty owners find they just don’t have
the cash flow to undertake more than
minimum maintenance to keep a

building operable.”

Drucker warned groups of home-
owners that they will not escape the
side effects of rent control: “When the
tax value of multifamily buildings
becomes depressed because of controls,
a city will shift the tax burden to
homeowners so it can maintain its
essential services.”

Horror stories. Drucker, along with
Flynn and others, tells his audiences
the sad stories of cities that have lived
with controls.

New York is the classic example.
Vast reaches of Brooklyn and the
Bronx have been abandoned by apart-
ment owners no longer able to earn a

RENT CONTROL: WHAT THE STATES ARE DOING

Rent control in effect statewide '74-'76.

Alaska

California Los Angeles city council votes to freeze rents at June

1 '78 level for six months. Rent control movements are
under way in 8-10 cities.

Connecticut Moderate form of control in Hartford, New Haven,
Stamford and Danbury allows tenants access to local
fair-rent boards that can roll back “‘exorbitant” rents.

District of Columbia  Control in effect since 1974.

Florida Control for apartments in Miami Beach renting for under
$250 a month. Citywide rent control 1973-76.

lllinois Law enabling municipalities to vote on controls expired
in December '76. Movement to institute rent control in
Chicago in '74 was unsuccessful.

Louisiana State Supreme Court ruled this year that rent control
measure could not be put to a vote in New Orleans if
voted down by city council. Council voted against
controls.

Massachusetts Rent control in effect in Boston, Cambridge, Somerville
and Brookline since 1970. Lynn abandoned it in '76.
Rejected in Brockton and Amherst.

New Jersey Rent control in effect in Fort Lee since '72 and Newark
since '73. An estimated 130 communities have some
form of rent control.

New York Rent control and stabilization in effect in New York City
since WWII. Over 500,000 units are rent controlled.
About 770,000 are rent stabilized.

Oregon Bill enabling municipalities to vote on rent control tabled
last year. Rent control movements scattered widely
throughout the state.

Pennsylvania Rent control measure before Philadelphia city council.

Rhode Island Rent control measure has been placed before Provi-
dence city council.

Texas Rent control voted down in El Paso this year.

Washington Rent control voted down in Seattle in '75.

Wisconsin Moderate rent control in Milwaukee. Rent control ordi-

nance voted down in Madison.

profit. The terrified residents who
remain in those areas now

live in
constant fear of arson and street
crime.

“As a housing tool, rent control is a
blunderbuss,” declares Frank S. Kris-
toff, director of economics and housing
finance for New York State’s Urban
Development Corp. “It disperses unne-
cessary and never-intended benefits to
at least a third of its beneficiaries.
[New York Mayor Edward Koch lives
in a $250-a-month, rent-controlled
Greenwich Village apartment.]”
Abandonments in New York City,
Kristoff says, have jumped from
20,000 annually in the 1960s to close
to 45,000 a decade later. Rent control
in New York, Kristoff says, “is an
unmitigated disaster.”

Failures. Boston’s plight is similar.
Adopted eight years ago, rent control
is now on the ropes. A committee
appointed by Mayor Kevin White
recommends that controls be lifted for
all “but a well-defined class of needy
elderly—those 62 years or older.” It
also recommends that “property own-
ers meeting a disproportionate share of
the elderly housing needs should be
compensated for loss in rental in-
come.”

Rent control, the commission added,
should be ended “as soon as feasible.”
The controls “have reduced both the
supply and quality of units and have
created the condition they were sup-
posed to remedy—high rents.”

In 1970-76, the commission found
that 6,000 of 6,700 units demolished in
Boston were rent controlled. Privately
financed rental construction has dwin-
dled “to next to nothing.” In 76, only
6% of the rental units completed were
privately financed, down from 68.6%
10 years earlier.

In Washington, apartment owners
are converting their units to condos. A
new ordinance, however, is reportedly
making such conversions difficult.

The future. To observers such as the
National Apartment Association’s
Jack Williamson, rent control’s future
will continue to be as unpredictable as
the fluttering public pulse.

The ground swell for rent control
rises at election time. But, once the
voters are told that controls will give
them yet another expensive bureaucra-
cy to maintain, the backlash often
develops. And lately, the backlash has -
been gaining. —TOM ALLEN
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the new low-maintenance
energy-saving windows
from the new

Caradco.

CARCIad casement windows:

low-maintenance aluminum outside,
energy-saving wood inside

CARclad is the totally engineered window, a combination of design
achievements that let you provide

Low-maintenance exterior of tough, weather-resistant, non-corrosive,
color-fast aluminum cladding

Energy conservation. Environmental tinted insulating glass cuts heat
loss through glass in half and reduces harmful sun rays that ruin drapery,
carpet and upholstery. In addition, a complete new weatherstripping
system is used to seal the window to exacting weathertight standards
when it's closed and locked. And the thermal-barrier nature of wood
insulates as no other window material does.

Decorating choice inside. The all-wood interior, warm in touch and
appearance, permits personal decorating choices.

CARclad offers a choice of smart new casement windows, awning
windows and patio doors. Ask your Caradco representative how
CARclad can be a most valuable, fashionable and functional part of

your plans for new homes

CARclad patio doors combine wood and aluminum to give
the same low-maintenance, high-fashion, energy-saving
features of CARclad windows, with the added comfort of
tempered, tinted insulating glass, interlocking weather-
stripping and a thermal-barrier sill. Plus added safety, with a

heavy-duty bolt security lock standard at no extra cost.

Saves
energy

naturally
Caradco

arach e oA

Rantoul. lllinois 61866
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TAXES

Builders
like $100,000
exemption

Taking its cue from California’s Prop-
osition 13, Congress has approved — by
a 409-1 vote—a provision in the tax
bill that is virtually certain to aid both
builders and home sellers.

The provision—part of a general tax
bill which seems likely to emerge from
the current session of Congress—
would exempt from capital-gains treat-
ment the first $100,000 of profit real-
ized from the sale of a principal resi-
dence occupied by the owner for at
least two years. The exemption would
be a once-in-a-lifetime opportunity.

The popular $100,000 proposal was
offered on the spur of the moment by
Rep. Sam Gibbons (D., Fla.) who says
he’s “hardly ever introduced anything
more catchy.”

A better way. Testifying before the
Senate Finance Committee on behalf
of NAHB, builder James Shimberg of
Tampa, Fla., described the exemption
as a vast improvement over the present
roll-over provision.

Declared Shimberg: “Many home-
owners are financially unable to meet
the monthly cost of operation of a
replacement residence that’s more
costly than the one being sold.

“In addition, homeowners who are
retired may well desire to rent rather
than purchase a replacement home.”

He advocated two other capital-
gains changes. He said an allowance
should be made for more than one
rollover of a home when an owner
moves from one job to another. And he
complained that the current capital-
gains rate of 49.1% “encourages land-
owners to hold their land off the
market until they can obtain a better
price to compensate for the high capi-
tal-gains tax they will have to pay.”

Plea for more. Wallace Woodbury,
chairman of the National Association
of Realtors’ federal taxation subcom-
mittee, told the same Senate commit-
tee that the $100,000 exemption could
be made more attractive.

He depicted a situation in which an
owner might be torn between using the
roll-over canital-eains provision or the

new $100,000 exemption. Woodbury
proposed that the $100,000 exemption
be usable cumulatively.

Like NAHB's Shimberg, Woodbury
recommended a more-than-once roll-
over for a home sold because of job
relocation.

The NAHB’s chief economist, Mi-
chael Sumichrast, was enthusiastic
about the $100,000 provision. “It will
stimulate sales,” Sumichrast said,
“and stimulate the movement of
people. Anything that stimulates home
sales has a positive effect on home-
building.”

Sumichrast also foresaw a move-
ment away from expensive homes
freed for sale via the capital-gains
relief proposal. Such a movement, he
says, “will encourage people to buy
less expensive homes and condos.”

Criticism. William H.D. Fones, an
NAR legislative analyst, is not a strong
adherent of the $100,000 exemption.
Explains Fones: “I don’t think much
use will be made of it. Typically,
people acquire a home and then go on
to a larger equity in a pyramiding
process. So most are not inconve-
nienced by the present rollover.”

Fones claims most taxpayers will
continue to rely on rollover while
saving the $100,000 exemption “be-
cause it’s a once-in-a-lifetime thing.”

The overwhelming approval of the
$100,000 exemption by the House was
seen as a harbinger of Senate approval.
Its future, however, rested in the hands
of powerful Senate Finance Commit-
tee’s chairman, Russell B. Long (D.,
La.). His panel was to produce its own
version of the tax bill. Long gave no

Senate’s Long In his hands

indication of his plans when Treasury
Secretary Michael Blumenthal testi-
fied that the Carter Administration
might favor a $50,000 capital-gains
exemption for home sellers over 55.

The bill. There were two provisions
in capital-gains tax law that would
affect home sellers. The roll-over
provision provides exemption from
capital gains on the sale of a principal
residence if a new home at least as
expensive as the former home is
purchased within 18 months after the
sale of the prior residence. The second
provision allows any individual over 65
an exemption from taxes on any gain
attributable to the first $35,000 of the
sales price on the sale of a home
occupied by the owner for at least five
of the previous eight years.

The House-passed bill allows a tax-
free rollover on a second home for 18
months on the grounds that a person
being transferred to a new job in a new
city frequently is at a disadvantage. In
the House bill, capital-gains relief for
senior citizens has been eliminated.
Instead the $100,000 exemption has no
age limit and the 5-8 year occupancy
requirement has been changed to 2-3
years. —ROBERT DORANG

McGraw-Hill World News,
Washington

California’s CBC becomes the CBIA

The organization representing the
homebuilding and light construction
industry in California has changed its
name to the California Building Indus-
try Association (CBIA).

The group had been known as the

CBIA

California Builders Council. The new
name has been adopted to emphasize
the association’s representation of light
commercial and industrial contractors
as well as homebuilders. The associa-
tion logotype shown at left has been
created in the outline of a home to
represent the homebuilders, but one
leg has been toned to symbolize the
appearance of the concrete typical of
commercial building.

The cBIA sponsors the Pacific Coast
Builders Conference. The association’s
executive director is Robert H. Rivin-
ius and its headquarters are in Sacra-
mento.




For fire safety,
it's unmatched.

When it comes to fire safety in insulation,
blown rock wool has no equals.

Blown rock wool insulation is made of
inorganic slag mineral fibers that will not
burn. (They won’t even melt attemperatures
under 1800°F.)

Circle 17 on reader service card

Combine these fire safety qualities with its
flexibility in achieving desired R values at
the time of construction, and you see why
other loose-fill insulation materials just can’t
hold a candle to blown rock wool.

For more details about blown rock wool write
or call toll-free today.

Rockwool Industries, Inc.

3600 South Yosemite Street, Suite 700
Denver, Colorado 80237

(800) 525-8656

IROCK
B TRIS ING:

subsidiary of the Susquehanna Corporation
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Speculation fouls up GNMA market

A frenzy of speculation is now raising
serious questions about trading in the
Government National Mortgage Asso-
ciation’s mortgage-backed securities, a
major source of money for homebuild-
ing.

Spurred to action by a Securities
and Exchange Commission investiga-
tion of a University of Houston finan-
cial analyst accused of using Ginnie
Mae securities as collateral for a pyra-
mid scheme, the SEC and the Federal
Home Loan Bank Board —along with
GNMA itself —are taking a close look at
the Ginnie Mae market.

The Texas Securities Board has
filed its own legal action. Further, a
federal grand jury has indicted the
analyst for alleged mail fraud and
conspiracy, and lawyers say they
expect the SEC to file against the
analyst and one or two brokerages.

President John Dalton of GNMA
admits only that “there are problems
in the market involving speculative
trading” in the agency’s securities. He
has disclosed that Ginnie Mae has
commissioned a management consult-
ing firm, R. Shriver Associates of
Parsippany, N.J., to study “alternative
approaches to regulating the trading of
our securities.”

Frank Bolling, the Federal Home
Loan Bank Board’s director of com-
munications, concedes that some fed-
erally chartered S&Ls have been
tempted to overtrade in Ginnie Mae
securities.

‘Intense concern.” “This is a matter
of intense concern to the bank and will
continue to be under study,” Bolling
adds. “We are concerned about some
of the portfolio developments to the
extent that some of the s&Ls are
having problems. They may have been
misled in their decision to buy Ginnie
Maes.”

The HLBB is authoritatively reported
to be working on strict new regulations
governing S&L trading in the securi-
ties.

Both GNMA and the HLBB still say
they have no measure of the extent of
speculation. But James McBride, di-
rector of the Bank Board’s office of
district banks, has revealed that “the
problem is not in futures.” Ginnie Mae
futures are traded heavily on the
Chicago Board of Trade, where cus-

tomers almost never take delivery and
use the same long-short canceling
mechanism utilized by commodities
traders.

Waiting for Shriver. McBride claims
he has found that “some S&Ls have
bought more Ginnie Maes than they
could really handle.” But both he and
Dalton have declined to comment on
the reports that the HLBB is developing
new rules for s&Ls that deal in Ginnie
Maes.

“We’re waiting for the Shriver
report,” McBride states simply.

Dangers. If a Ginnie Mae security is
issued at $100,000 with 8% interest
and interest rates rise, the security’s
face value must be devalued if the
security is to remain marketable. If
rates fall, the security’s value must be
increased. Gambling on the chance of
a quick gain, some institutions—
including s&Ls—deal in Ginnie Mae
forward markets. The consequences of
such trading are often embarrassing to
the institutional buyers.

Explains a private Ginnie Mae secu-
rities specialist: “You get an overzea-
lous securities salesman who'll try to
convince an institutional investment
officer to buy Ginnie Maes. The offi-
cer gets excited and starts to trade in
Ginnie Mae forwards. Inevitably, in-
terest rates turn against him.”

What does he do with the devalued
securities? Explains the specialist:

“He [the investment officer] may
take them into his inventory, financing
them temporarily, in effect carrying
the securities on his books at full value.
He thus sits on them, hopeful that a
change in rates will make the Ginnie
Maes profitable again.”

‘Temporary loans.” Writing in the
HLBB Journal on speculation in Ginnie
Maes, Larry Cox Jr.,, a financial
analyst for the Federal Savings and
Loan Insurance Corp., states that
some institutions have “assigned” their
devalued Ginnie Maes to their deal-
ers.

“These assignments,” Cox says,
“are, in fact, temporary loans.” Why?
“Because the institutions must pay
interest on them and because they are
committed to repurchase the Ginnie
Maes, often at even higher prices.
They do this in the hope that Ginnie
Mae prices will rise.”

”

e

Ginnie Mae’s Dalton
‘There are problems’

Officers of GNMA estimate that the
volume of the agency’s securities sold
will reach $60 billion this year, making
the agency the major source of second-
ary financing for FHA-insured single-
family mortgages.

The securities. Under the Ginnie
Mae program, lenders form pools of
federally underwritten (FHA-VA) mort-
gages which they have issued. They
then apply to GNMA for the right to
issue securities—Ginnie Maes—
backed by the mortgages. By selling
the securities, the lender immediately
replenishes his liquidity and is able to
reenter the mortgage market. As mort-
gage payments are collected, the
lender pays off purchasers of the
Ginnie Maes.

Ginnie Mae’s minimum certificate
is worth $25,000 with possible in-
creased increments of $5,000. The
security is backed by the full faith and
credit of the U.S. government. Certifi-
cate holders are guaranteed full pay-
ment of principals and interest even if
issuers default and fail to pass through
payment.

Ginnie Mae lost only $4.2 million
last year on defaults, a loss it says was
more than compensated for by the fees
it charges issuers of the securities. Last
year the fees amounted to a cool $28
million.

The agency declares that holders of
Ginnie Mae securities possess “a very
marketable, highly liquid instrument.”
It warns that the “the only risk to
investors is the market risk associated
with interest rate change.”

But it is that danger that has
plunged several s&Ls, credit unions
and the University of Houston into
difficulty. —R.D.




EERRN T,
Cooking Can Be a Chore. Or An Art.

Barbecue grill lets
you cook food to
perfection with
real outdoor
barbecue flavor.

4 element range
allows for
standard range-
top cooking
convenience.

R Teflon-linec
griddle provides

perfect grillin
‘ =nrhe,¢.g" “\.
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w

Equip your kitchen with the Thermador TMH45 Griddle ’ h d

'n Grill and be a culinary artist. Er ma n’
The Griddle 'n Grill makes your kitchen a complete The elegant difference.
indoor-outdoor cooking center. It comes in stainless

steel or a choice of 4 designer enamel finishes and in

either 36" or 45" lengths. An optional rotisserie is

available on model TMH45.

For information contact your distributor or write: Thermador, 5119 District Blvd., Los Angeles, CA 90040 Dept. S
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Clear spans
up to 32 feet.
That’s the

All Southern Pine is
strong. According to the
Southern Pine Inspection
Bureau “...it ranks
in many strength

exceptional propertes o
Strength Of of softwoods.”
Georgia-Pacific’s

dimensional

Southern Pine lumber.




But we enhance the strength of our
outhern Pine by kiln-drying it to a 15%
r less moisture content. Then, we spray it
ith exclusive chemicals that make it

ater resistant. Finally, we inspect it. Every -

oot of it.
G-P’s Southern Pine can clear span to 32
eet (dense select structural). So, there's

nothing better for joists or trusses or studs —
any application where strength is important.
Our Southern Pine is better than the
Southern Pine you used years ago. If you're
not building with it already, get some from
your Georgia-Pacific Registered Dealer.
Georgia-Pacific Southern Gold. It could
change your mind about Southern Pine.

Georgia-Pacific

Portland, Oregon 97204
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“GENERAL ELECTRIC’S EXECUT
AIR CONDITIONERS GIVE US OUTSTANDING
FICIENCY AND PERFORMAN
AT RANCHO VIEJO,WE REALLY NEED IT!”

BILL D. BASS,

JOE LEISING, ’
M PRESIDENT.

GEN. MANAGER.

RANCHO VIEJO DEVELOPMENT, RIO GRANDE VALLEY, TEXAS.



PP

“Rancho Viejo will be 450 to 500 villa and hotel units. We
started upgrading new units with the Executive Central Air
Conditioners from General Electric, and they’re operating in
about 200 units. We’re extremely happy with them. We’ve never
had delivery problems. They perform great, and operating costs
are down compared to the old units.

“But our pleasure with General Electric goes beyond fine,
reliable products. Whenever we need service, we almost always
get it immediately from our GE Dealer — even nights and
weekends!

“Besides, we sell as well as rent, and most prospects
recognize and appreciate the General Electric name. At Rancho
Viejo, we’re General Electric all the way.”

For more information on the GE Executive Central Air
Conditioning Line, as well as our full line of heating and cooling
equipment, contact your nearest GE Central Air Conditioning
Dealer. He’s in the Yellow Pages under “Air Conditioning
Equipment and Systems.”

GENERAL @B ELECTRIC
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Big Fannie Mae fuss fizzles into a truce

Housing Secretary Patricia Harris and
the Federal National Mortgage Asso-
ciation, popularly known as Fannie
Mae, have struck a truce over how the
mortgage-purchasing agency will help
Mrs. Harris’ pet project—housing for
the inner cities.

Mrs. Harris has been charging that
FNMA, a government-supported but
private refinancing body, has not used
its influence to make lenders issue
more mortgages in inner-city areas,
and for low-income housing. At a press
conference in mid-August she said that
“Fannie Mae has been slowly drifting
away from its intended purpose of
serving the public interest.” Congress
gave HUD a certain degree of supervi-
sory authority over FNMA in 1968, and

Mrs. Harris has now tightened the
reins by issuing new regulations.

Goals. Instead of setting precise
numerical levels of inner-city lending,
as she threatened to do in February,
Mrs. Harris has set achievement
goals.

By March 1, 1979, and each year
thereafter, FNMA will try to make 30%
of its mortgage purchases in the inner
cities and, likewise, 30% in low and
moderate-income housing. If these
goals are not met, Secretary Harris
said, she will issue her own goals and
require the FNMA to take “special
actions” to meet them.

Oakley Hunter, the chairman and
president of FNMA, called the HUD
approach “constructive and reason-

able” and said it avoided “mandatory
credit allocation.” Fannie Mae had
been threatening to go to court if Mrs.
Harris imposed credit-allocation quo-
tas. A court test is still not ruled out,
but it now seems more unlikely.

‘Already in compliance.” The new
regulations require FNMA to report
extensively to HUD on its refinancing
operations. A spokesman for FNMA
said that reports may well show that
“we are already in compliance with the
goals.” He said FNMA already has a
special fund for refinancing inner-city
mortgages and counsels lenders to
offer that kind of mortgages for repur-
chase.

The new regulations go into effect in
mid-September. —R.D.

U. S. Cities getting a middle-class transfusion

Reports of the death of the American
city may be premature.

That’s the opinion of J. Thomas
Black, author of The Changing Role of
the Central City, an issue paper just
released by the Urban Land Research
Foundation, an adjunct of the Urban
Land Institute in Washington, D.C.

Black, the ULI's assistant research
director, disagrees with the accepted
notion that the Sun Belt is booming at
the snow belt’s expense. He claims
that, to the contrary, northeastern and
north central regions are running
ahead of the South and abreast of the
West in income, jobs, per-capita
income and population.

Black says a shift away from manu-
facturing and toward a service econo-
my in urban areas “may have a favor-
able outcome.” In many cities, he
finds, a rising demand for middle-
income housing and office space along
with the expansion of central business
districts “indicates that central cities
are assuming a new role—that of a
regional business service—and are
maintaining smaller but more econom-
ically balanced populations.”

Gentrification. Author Black cites
three cities— Washington, Atlanta and
San Francisco—where demand for
mid-income housing is rising.

In Washington, homes within two
miles of downtown which sold for
$12,000-$20,000 a decade ago now sell

fast —unrenovated —for $50,000-
$90,000. The median age of the buyers
is 30-34 with three out of four house-
holds in the $25,000 bracket.

Black reports that a ULI study of the
Virginia Highlands section of Atlanta
revealed that new dwellers had a
median age of 26.8 and were employed
in “high-status occupations.”

In San Francisco, the once seedy
Victorian Crescent, which wraps
around the business district, is experi-

encing a rebirth. Young upper middle-
income families are buying and refur-
bishing the old homes.

Black recommends changing the
federal government’s emphasis “from
subsidizing poor families who continue
to live in cities where there is no
employment to helping them move to
areas where there are jobs.”

Copies of the report: $4, Urban
Land Institute, 1200 18th St. N.W.,
Washington, D.C. 20036.

A Cadillac drives into Texas

Thwarted in its $300-million offer to
buy the Irvine Co. last year [HOUSE &
HoME, July ’77], Cadillac Fairview
Corp. Ltd. has acquired another build-
er—General Homes Consolidated Co.
of Houston—for $24 million in cash
and notes.

The Toronto builder-realtor is no
stranger to the Sun Belt. In 1976 it
joint-ventured an 800-acre PUD in
Delray Beach, Fla. with EPIC Corp. of
Delray Beach. It has shelter projects in
California and Nevada.

Sales. General, which expects to
build 2,000 single-family units this
fiscal year and 2,400 next, will net
about $4.5 million on $94 million in
sales for the 12 months ending
September 30. The company owns or
holds options on 2,500 acres of raw

land and 3,000 lots in Houston.

Cadillac has offered long-term con-
tracts to General’s 12 top executives
and it says it will extend General’s
market into Mississippi and Alabama
and expand its Texas operations.

Cadillac’s performance. Cadillac
Fairview’s major sources of revenue
have been its Canadian income-
producing properties. For the year
ended February 1, the company
reported revenues of $290 million, a
net of $23 million, $50 million in gross
cash flow and $1.4 billion in U.S. and
Canadian assets—with American real-
ty commitments representing a $400
million share.

Formed seven years ago, General
Homes is headed by President James
W. Olafson.




When you buy a Nicolai door
you're benefiting from more than
100 years of experience. And a na-
tional reputation that's made us the
largest manufacturer of fir sfile and
rail enfrance doors in the world.

Anyone who's been around that
long has learned a few things. Like
not trying fo be all things fo all
people. We're a door manufac-
turer. That's all. And we make more
than 100 different styles.

We've also learned never fo take
anything for granfed. Like quality
control. Every one of our doors goes
through many approval steps be-
fore it is released for distribution.

And we specify only the finest raw
materials. Every one of our doors is
made from select vertical grain fir or
hemlock.

New, thicker door panels mean greater en-
ergy savings. Panels which used to be 1/2
inch thick are now 1-3/8 inches thick in the
new Energy Guard doors. Tapers have in-
creased from 1/4 inch to 1/2 inch.
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Plus, we keep ahead of what's
happening in the market. We've
just infroduced our new Energy
Guard ™ doors, made with thicker
panels and insulated glass for in-
creased energy savings.

Finally, we back it all up with ser-
vice. We have two manufacturing
Elonrs to serve you and we stand

ehind every door we make.

So when you specify doors,
specify Nicolai. We've spent more
than 100 years building the doors
you need today:.

NICOLAI®

Nicolai Company/Clear Fir Products
PO. Box 17215

Portland, Oregon 97217
Telephone (503) 289-8856
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Canada cuts back housing aid

After five years of doling out interest-
free loans and other subsidies to
buyers of moderate-cost housing, the
Canadian government has withdrawn
the golden hand.

Support money for homes costing
under $50,000 ran out in May when
Ottawa, in a belt-tightening move,
scrapped its aid program in favor of a
new graduated-payment mortgage
plan to be offered by private lenders.
Like similar plans in the U.S., the
federally-insured GPMs let buyers start
with low payments that increase in
later years.

It’s a privately financed, pay-as-you-
go program that eliminates the need to
subsidize low-end units.

Chief casualties of the shake-up are
two widely-used support schemes: the
Assisted Home Ownership Program
(AHOP) and the Assisted Rental Pro-
gram (ARP). Both are run by the
Central Mortgage and Housing Corp.,
Canada’s equivalent of the FHA.

Although aid commitments made
before May 1 will be honored, both
plans have been revised to incorporate
the graduated-payment approach. The
CMHC, however, plans to phase out
these programs as the new GPM
concept takes hold with the nation’s
lenders.

Recovery. Ottawa’s switch stems
from a dramatic turnaround in the
once critically undersupplied low-end
market. Stepped-up building activity
in 1976-77 has, in fact, created a glut
of AHOP/ARP housing. What's more,
demand for these units has slowed,
mainly because of overbuilding.

Planners, with one eye on the
marketplace and another on mounting
subsidy costs, thus decided that it was
time for the private sector to assume
the main financing role for moderate-
cost housing.

The government, meanwhile, plans
to concentrate its own spending on
other priorities—e.g., low-income, re-
hab and community-grant projects.

Pump priming. The AHOP program,
an innovation of the early 1970s, had
one overriding purpose: to increase the
stock of affordable housing and permit
more Canadians to own homes. The
plan was originally limited to low-
income families, all of whom dealt
directly with cMHC. Income require-

ments were later dropped, however,
and everyone became eligible.

Along with 25- to 35-year mort-
gages, CMHC offered buyers a second
mortgage under which it wrote down
the difference between current interest
rates and 8%. Called an interest-reduc-
tion loan, it covered the first five years
of the mortgage. This assistance was
then withdrawn at the rate of 20% a
year, with a maximum takeout of $240
annually. Borrowers were given five
years—or longer in hardship cases—to

repay.

Bramalea’s Perrin
No tears

And with mortgage rates hitting
12%% in early '76 (they’re now at
10%2%), the $800 or so differential
attracted many buyers who otherwise
would have remained on the sidelines.

Wide range of aid. The cMHC also
subsidized families with dependent
children that couldn’t afford to make a
buy even with the interest-reduction
loan. Set up to ensure that mortgage
and tax payments didn’t exceed 30% of
the homeowner’s income, subsidies
ranged up to $750 in the first year for
a couple with one child. Combined, the
two federal payouts amounted to about
$1,600.

Nor was rental housing overlooked.
In 1975, the government started its
ARP program to spark production of
multifamily units. However, because
of the higher cost of these projects,
developers were given a ten-year inter-
est-reduction loan. Average per-unit
rental subsidy: $900 a year.

Falloff. Both the CMHC and builders
working with the agency agree that
AHOP/ARP business is tapering off. In
1976-77, for example, some 69,000

single-family homes and 87,000 apart-
ment units were built under the two
programs. And until this year the
housing turned over at a fast clip. But
stocks have started to build and there
is now a backlog of 27,000 units, most-
ly rentals. A projected 15,000 AHOP
and 20,000 ARP units will go up this
year.

Despite reports that Ottawa is pulling
out of the market because of numerous
defaults, the cMHC claims this has
never been a problem. “Unless,” notes
one official, “you consider less than
100 defaults on a volume of 30,000
mortgages a big deal.”

Thanks, but... According to Peter
Perrin, marketing manager of Toron-
to-based developer Bramalea Ltd., the
government’s exit should have a salu-
tary effect on the industry. “Their aid
programs kept us going for the last few
years,” Perrin concedes. “Without
them, a lot of low-end housing simply
would not have been built.”

But Perrin notes that times and the
market have changed. ‘“Because of
overbuilding, for example, we now
have a surplus of stacked townhouses
and high-rise condo apartments,” he
points out. “It will take time to clear
out this inventory but, with the govern-
ment now out of the picture, we should
be able to speed this up.”

Pricing is another sore point. The
government-imposed limits on AHOP
housing, says Perrin, have put a strain
on builders’ profit margins. “Despite
steadily rising construction costs,” he
says, “we’ve been locked into the same
price ceilings for three years.”

Maximum allowable selling prices
for AHOP units—these are set by the
CMHC in 48 markets—range from
$30,000 to $47,000.

An off year. While "78 doesn’t shape
up as a great year for moderate-cost
housing, the rest of the industry also
faces a downturn. Demand, following
a strong first quarter, has turned slug-
gish. So much so, in fact, that there’s
still plenty of mortgage money avail-
able at unchanged rates—despite two
recent advances in the central bank’s
prime borrowing rate.

Canada is expected to log about
237,000 starts in '78, down from last
year’s 247,000.

—BILL MULLIGAN




The Old World charm of

stucco now is yours with easy-to-install
Temple hardboard siding

The authentic beauty of skip-
troweled stucco is captured in Temple
stucco panel siding. This means you
can capture the traditional charm of
English, German and Swiss timbered
buildings, and the warm beauty of
Mediterranean villages.

You can have this traditional
beauty without installing wire mesh,
and with no drying time delays. The
large 4’ x 8’ or 4’ x 9’ panels go up
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quickly. And there’s another time-
saver: Temple stucco panels are fac-
tory primed, to slash on-site painting
costs and time.

See your Temple dealer, or write
for our colorful building products
catalog.

DIVISION Ol 13 EASTEXI ICORPORATED

A N OF TEMPL IN
DIBOLL, TEXAS 75941
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MARKETING

Builders rescue a fallen boom town

In Colorado Springs—a 1960s boom
town gone bust—homebuilders have
seized the day and saved a city.

From 1960 to 1973 Colorado
Springs was one of the country’s fast-
est growing cities. Its population
ballooned from 40,000 to just under
150,000 as tourism and the Air Force
Academy bolstered the local economy.
Housing starts peaked at 9,000 in
1972.

It all turned sour—literally over-
night.

Gas moratorium. An organization
calling itself the Citizens Lobby for
Sensible Growth elected all of its
candidates to the city council in 1973,
and the no-growth forces commanded
an instant majority of 6 to 3.

The council voted 8 to 1 at its next
meeting for a moratorium on natural
gas taps.

“They said the supply of gas was
low,” explains Dave Sunderland, presi-
dent-elect of the HBA of Colorado and
president of the Gates Land Co.

The moratorium was virtually abso-
lute, and homebuilding stopped in its
tracks.

Reorientation. Sunderland and other
businessmen gathered to plan a new
future for Colorado Springs. The Viet-
nam war was winding down and
Congress was paring the defense
budget. From the Middle East came
rumblings about an oil embargo that
would sandbag the tourist business.
With homebuilding already at a stand-
still, the city’s twin economic pillars
were about to turn to salt. “Our group
decided to try to attract new industry,”
Sunderland explains.

Dubbing themselves the Quality
Economic Development Group (QED),
the businessmen raised $15,000 and
received another $50,000 from the
Chamber of Commerce. They financed
their own trips to sell Colorado
Springs to major corporations. Half of
these apostles were builders or devel-
opers.

Lean times. The recession hit
Colorado Springs early, however, and
housing starts fell to 6,700 in ’73.
(Builders were allowed gas taps to
complete prior commitments.) Multi-
family, which had accounted for 4,500
starts in 72, fell to 400 in ’73.

“A lot of people left town,” Sunder-

Gates’ Sunderland
‘Subcontractors were decimated’

land explains. “Small builders—guys
building under 100 units a year—went
out of business or moved south to
Pueblo or to Wyoming, where there
were fewer restrictions. Our subcon-
tractors were decimated.”

Seven months after it had begun,
the builders got the moratorium
lifted —with restrictions—but the
damage had been done. The rest of the
country had joined Colorado Springs
in a deep recession.

Starts continued to tumble, bottom-
ing out at 800 by 1975. Multifamily —
with 100 starts in 75 and eight in
76 —became a lost cause.

Resurgence. One effect of the slump
was, however, to mute the cries of the
environmentalists. “People were more
concerned about losing their jobs and
their homes,” explains Dave Sellon, a
land developer. He had used the
seven-month gas moratorium to gal-
vanize builders, businessmen and like-
minded residents into a political
force.

“The moratorium was a catalyst,”
he points out. “We knew that if the
unions could organize so effectively,
we could too.”

Sellon hired “a gal who had been an

effective political organizer for several

years” and put her to work translating
anger into votes.

“We canvassed door-to-door for
candidates,” he relates. “We con-
ducted voter registration drives and
offered advice on strategy.”

New life. Five years after the mora-
torium eight of nine councilmen are
supporters of the builders’ group. Six
are HBA members.

The builders’ influence does not stop
at the city limits. The local HBA, Sellon

"
Developer Sellon
‘The moratorium was a catalyst’

says, works with five other chapters to
support candidates for state govern-
ment. That alliance has paid divi-
dends.

“We have a one-vote philosophical
majority in the state senate,” Sellon
says. “The governor is a no-growther
and he’s tried to implement several
anti-growth measures involving land-
use planming. Our one-vote majority
has stopped him.”

In the Colorado House, Sellon
explains, “we were five votes to the
bad two years ago. After the last elec-
tion we found ourselves six votes to the
good.”

Back home. Now funded to the tune
of $200,000 annually by the Chamber
of Commerce, the QED merged into the
chamber. The amalgam is called the
Economic Development Department.
Half of its 50 members are builders.
The president is builder Bruce Shep-
pard.

Several large companies have relo-
cated to Colorado Springs. The econo-
my has recovered and is growing at a
moderate pace.

The polarization that rankled in
1973 has ended. Sums up Sellon:

“We’re at about 3,000 single-family
starts a year now—multifamily never
recovered. That pace is consistent with
our annual population growth rate of
3%-4%. The environmentalists have
backed off because we're no longer
trying to reach the big numbers. We're
all happy with the way things are
now.”

In fact, Sellon and Sunderland are
so happy, that they've taken to the
hustings to tell their story to other
builders’ groups around the country.

—TOM ALLEN




We've got you protected. i
coming and going!

NEW The new Schlage “H” Series Triple Action Lock combines the features most often
recommended by Crime Prevention and Life Safety Officials. It is a unique

combination of deadbolt security, “panic-proof” safety and
latchbolt convenience. A stainless steel deadbolt with hard-
ened steel insert provides the security to help keep intruders
from coming in. The “panic-proof” safety feature makes the
going fast in an emergency because one turn of the knob
simultaneously retracts both the latch and the deadbolt. The |
“H” lock is available with single or double locking operations |
allowing a choice in type of door control. A wide variety of
popular designs and finishes is also available. Come over to
the quality side of things...it makes the going easier!

SCHLAGE §....

The World’s Most Respected Name in Locks! Reference, Sweets File; Sec. 8.30/8¢
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All Electric
Energy Saving
Ho

Which House is the Real

At a time when smart
homebuyers are looking
for energysaving homes,
smart homebuilders are
building them with new
gas appliances.

For the big household
jobs of cooking, heating
water, drying clothes and
heating the home, gas

is still the most efficient
fuel known.

For the buyer, that
translates into lower
utility bills for many
years to come. For you, it
means more qualified
buyers and quicker sales.

Energysaver?

The consumer
information program
sponsored by GAMA on
national TV, radio, and in
magazines is telling
Americans about the
increased efficiency of
the new gas appliances
and how they help
consumers save money
and energy.

As a result, more and.
more homebuyers are
looking for gas
appliances in the homes
they buy. Now, you have
a good reason to build
them into the new homes
you sell.

The new gas appliances are good for your economy. ;

i
Gama |

Gas Appliance Manufacturers Association
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A beautiful way
for you to do husiness.

The beauty of Inland Red Cedar is in great demand today with builders, architects
and homeowners.

That alone is reason enough for you to seek out a reliable source for high-guality
Inland Red Cedar.

The reason you should make Potlatch that source? Potlatch quality. Potlatch
production. Potlatch delivery. We have what it takes to satisfy today’s tremendous
demand.

The grades. The lengths. The widths to handle any order. Plus Potlatch patterns
and specialty processing. And mixed car and truck capabilities.

Call us. Let's talk Inland Red Cedar.

We'll show you how Potlatch kiln-dried Inland Red Cedar can be a beautiful
way for you to do business.

Potlatch Corporation, Wood Products, Western Division
P.0. Box 5414, Spokane, WA 99205 (509) 455-4280

We grow the wood that works. For you.

Potlatch

Inland Red Cedar
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PEOPLE

Irvine’s Hughes resigns two posts

After several tranquil months, the
winds of change once again rustle the
Irvine Co. executive roster. Frank E.
Hughes, an 18-year Irvine veteran,
resigns as president of Irvine Pacific
Development Co. and chief of Irvine’s
residential division, both located in
Newport Beach. Irvine president Peter
C. Kremer accepted Hughes’ resigna-
tion “with deepest regret” and taps
Thomas H. Nielsen, 48, to run the
residential division. Nielsen had been
president of his own development
company—T.H. Nielsen Corp. of La
Jolla. Irvine Pacific vice president
Warren James moves into the divi-
sion’s presidential suite. Hughes
founds his own firm— Arosa Develop-
ment & Management Corp.—and will
gather residential, commercial and
industrial properties for German and
Canadian interests. He plans to be
based in Orange County, but as yet the
location is undetermined.

BUILDERS: In Houston, General
Homes hires Samuel H. Yager Jr. as
executive vice president of the Eden
Corp., its land development subsidiary.
Randy Braden is promoted to executive
vice president and general manager of
a new subsidiary, General Homes-Gulf
Coast Inc. He was president of the
Braden Division of General Homes.

Superior Homes, also in Houston,
names veteran Texas builder Vernon
K. Roberts to the presidency of its
western division. He comes from
Dallas, where he headed two building
companies: Fantastic Homes and
United Builders.

Kaufman and Broad in Northern
California names two new vice presi-
dents: Joseph Rafel for forward plan-
ning and E.J. Hedrick for construc-
tion.

George Liolios, vice president of
marketing for Covington Brothers in
Fullerton, Calif., is given added
responsibility. He will oversee the
introduction of Covington’s D/L
Building Systems Marketing Program,
a component building system for
building homes that eliminates wood
framing in the shell and reduces labor
costs.

DEVELOPERS: American National
Development Corp., a Miami-based
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...and Nielsen
Heads division

Irvine’s Hughes...
Starts new venture

residential developer, makes three ap-
pointments. Philip Spiegelman as vice
president for marketing and sales,
William E. Elmore as executive vice
president and John Swisher as vice
president for construction with Ameri-
can National Building Corp., a subsid-
iary of ANDC.

Ralph W. McCormick III joins the
staff of FPI Management Co. in north-
ern California as property manager.
He was an assistant to the plant
manager of a local agricultural firm.

LENDERS: John W. Brocks Jr. is
appointed president of Pacific Plan of
California, a mortgage lending and
investment firm in San Mateo. He also
becomes senior vice president of the
mortgage division of the Robert A.
McNeil Corp., Pacific Plan’s parent.
He was vice president and marketing
director for ITT Aetna.

Harry S. Schwartz retires from his
post as vice president for economic
analysis and chief economist for the
Federal National Mortgage Assn., a
position he has held for nearly ten
years. Chairman Oakley Hunter says
in farewell: “He has been a loyal,
constructive and stabilizing force with-
in FNMA. His presence will be greatly
missed.” Before joining FNMA in 1969,
Schwartz was an adviser to the Feder-
al Home Loan Bank Board and its
director of research.

LOAN INSURERS: Ticor (Los An-
geles) elects Robert B. Holmes as pres-
ident upon the retirement of Richard
H. Howlett in January 1979. Holmes
is executive vice president and chief
financial officer of the company,
which carries on nationwide operations
in title insurance, private mortgage
insurance and reinsurance.

MOBILE HOMES: In Louisville, Ed-
ward B. Madden is promoted to the
post of executive vice president and
chief operating officer of Guerdon
Industries, the mobile-home subsidiary
of GDV Inc.

HOME MANUFACTURERS: The
Pease Co., in Hamilton, Ohio, elects
David H. Pease Jr. as president and
chief operating officer. Formerly vice
president of the firm, Pease will also
continue as general manager of the
Ever-Strait Division. Former President
James L. Pease Jr. becomes chairman
and chief executive.

U.S. Home Corp. (Clearwater, Fla.)
elects C. Wayne Edwards as vice presi-
dent/finance. He had been treasurer of
Lykes Corp. in New Orleans.

PLANNERS: HTB Inc., architectural
planners in Oklahoma City, establishes
a department of housing and urban
development. James A. Hatcher, vice
president of the firm, is chosen to head
the new operation.

ARCHITECTS: Urban planner David
James Gilmour joins the Berkus Group
in Santa Ana. He leaves the Philadel-
phia Planning Commission.

ASSOCIATIONS: James Beam retires
as executive director of the Orange
County Chapter of the Building Indus-
try Association of Southern California.
Chapter President W. Scott Biddle
states: “The loss is made easier by the
fact that he will be joining our ranks as
a builder.”

Edgar V. Hall, executive vice presi-
dent and general manager, Asphalt
Roofing Manufacturers Association,
died suddenly August 26, 1978. He
was 60, and had served ARMA in that
capacity for three years. Prior to that
time, he had been executive director of
the National Home Improvement
Council for 16 years. Hall began his
career as a direct mail specialist with
McGraw-Hill. He is survived by his
wife, Ruth, and a daughter, Susan.

REALTORS: The National Associa-
tion of Realtors names a senior vice
president, Ray Roper, formerly execu-
tive vice president of the Missouri
association.
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The Quadrant angle on softness rounds a corner in
custom cabinetry. The sleek lines of contemporary
furnishings are being honed to a pleasing softness, and
Quaker Maid picks up the trend. We've brought soft
into the kitchen with elegant Quadrant custom
cabinets. The finely grooved doors, carefully rounded
corners and carved finger insets ease the hard stark
edge of European styling into the gentler, softer look of
American Contemporary. And the Quaker Maid
artistry and craftsmanship balance distinctive beauty
with unparalleled practicality. The search for some-
thing new and different in cabinetry ends with
Quadrant. Our unique soft-edged look is available in
all Quaker Maid’s appealing hand finishes and de-
signer colors. For more information on turning the soft
edge into hard profits, contact Bill Follett, V.P. Sales.

()uakermaid

A TAPPANJVISION-Serving the heart of the home
RT. 61, LEESPORT, PENNSYLVANIA 19533 215-926-3011
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Fits your needstoa“T”

Exclusive “All-A-Round” Protection
Coin Vault is safer because there are

no corners to pry. Has a safe-type lock

and triple-thickness steel door interlocks
with a double-thickness frame. Front

end is welded inside and out. Vault holds
approximately 40% more coins than

our previous square-cornered boxes, and
fills more evenly with less coin pile up.

“Hard Nose” Meter Case has
slanted front and heavy-gauge steel con-
struction. Coin chute and vault-lock
areas up front are welded, multi-layer
steel. Virtually jam-proof coin funnel
helps impede unauthorized coin re-
moval. Deeply recessed vault and chute
give added protection against prying
and wedging.

Concealed “Top Gard” locking
system helps prevent top of washer
or dryer from being forced to right or
left, or pried up.

RELIABILITY—you've got
it with WHIRLPOOL!

Heavy-duty washer motor and transmis-
sion with tough %2 h.p. motor and rugged
%" bar-stock connecting rod. Main
drive gear is constructed of pearlitic
cast iron for optimum strength.
Self-lubricating centrifugal pump is
made of mineral-filled polypropylene to
allow for expansion and contraction
caused by hot and cold water, and resists
corrosion from bleach and detergent.
Pump Guard traps loose items like pins,
buttons and keys; keeps them out of
pump.

Porcelain-enameled top on washer re-
sists scratches, stains, acids and alkali.

Rugged steel drying drum with sturdy
assembly. Rear is supported on rollers
which act as load carriers. A tough,
polymeric ring supports the front, where
it rides on a Teflon-impregnated felt
bearing.

O =
FE-TES AL TEH TR

34 housing 10/78

‘ @.
— 2 Whirl

“All-A-Round” Protection
Coin Vault

Heavy-duty
construction

Porcelain-
enameled
washer top

COMMERCIAL pLAUNDRY
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And check all these
customer benefits

3 automatic pushbutton cycle selection
on washers and dryers provides the
washing and drying performance—and
flexibility —customers need. Simple to
use, easy to understand. Operating in-
structions are printed on console panel.

4 signal lights tell your customers
exactly which cycle they are using,
keeps them informed.

Special cool-down care for washing
and drying Permanent Press fabrics
helps garments return to their original
shapes and creases.

Positive fill pressure control switch
assures proper water fill regardless of
water pressure fluctuations, so cus-
tomer’s clothes won’t be washed with
too little water.

Water consumption rates: The follow-
ing water usage figures include wash,
rinse and spray —

REGULAR =000 . 39.5 gals.
PERMANENT PRESS, 46.1 gals.
SPECIALS Lilet e i 37.4 gals.

Speedy WISP* Service for fast parts de-
livery. If you need an FSP out-of-stock
repair part right now, WISP Service or-
ders received by Whirlpool’s Parts
Distribution Center are on their way to
your distributor the next day, via the
fastest carrier.

*Whirlpool Instant Service Parts

&
Sy

For quality you can depend on, give
your route operator a ring and request
Whirlpool commercial laundry units
that keep the coins coming in and keep
coming back for more.

We
believe
Quality
can be
beautiful
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Summitville

Summitville offers the most complete line of extruded ceramic
- tile...dense, rugged tile with inherent beauty enhanced b

R Shmmg examples shapes, color a?w% design. . ’

of CO|OI‘, design and Summitstones are available in 18 colors ranging from earth tones
to brilliant accents...with a handcrafted appearance in a scal

toughness that's right at home everywhere, 4" x 4" Xp& 2T X4 % ‘/::". %”

hex and La Vinchy (Nominal 4").
Summitstyles offer a “*hand-decorated’ effect in 4” x 4" x 4"
size with 7 versatile designs available in 5 color combinations.
Lombardic tile is a rugged 3/8” thick ‘‘hand-crafted” quarry tile
dressed up to go places in 8 hard glazed colors. Available in 9
sizes and shapes.
This broad range of colors and sizes offers design compatability,
versatility, beauty and durability that often costs no more than
products that wear out, burn, dent, warp or rot.
Your Ceramic Tile Dealer or Distributor has the full Summitville
Story...Just Ask. Summitville Tiles, Inc. Summitville, Ohio 43962
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Beautiful Windows!
Great Fuel Economy!

‘L’:

T

i 3

= 1R RS
b >20 o N

- -
i
1
-

7M1
‘v_l.

A ar.a88® R+O-W wood windows
and patio doors can make
the difference between a
beautiful home and just another house.
With R-O+*W you have beauty plus economy.
Heating and cooling costs are substantially
reduced because of meticulous construction,
a positive all-season weather seal and other
exclusive, patented features not found in

any other window.

Write for literature.

R-O-W SALES COMPANY

1309-89 Academy Road, Ferndale, Michigan 48220

When R-O-W windows and patio doors are
used, it's a sure indication that appearance,
comfort and lower heating and cooling costs
have been given careful consideration.

Our color brochure shows the many value-
added features of R*O*W wood windows —
removable double-hung, removable gliders,
single operator awnings, self-locking
casements and R+O+W Insul-Dors which are
now accepted as America’s finest patio doors.
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Congoleum

UVILLAGER

VINYL FLOORING

T n
EXCLUSIVE [:HH“ ’.' J FORMULA

New Villager is the first and only vinyl flooring technological breakthrough with the new
designed from the ground up to meet the exacting exclusive Chromabond formula. Chromabond is a
requirements of today's residential builders. unique formulation that offers you these four
Villager features another major Congoleum® tremendous advantages.

Exceptional stain
resistance

The durable, super-tough vinyl
wearlayer, specially formulated
for Villager, seals out even the
yst troublesome spots and spills.
Laboratory tests show that
mpared to other resilient floors,
Villager offers greater
resistance to stains.

Superior mildew
resistance

Laboratory tests show that the
exclusive Chromabond formula
offers superior resistance to
mildew that can cause dis-
coloration in most vinyl floors.

New Villager is available in two
exciting designs, carefully
developed for consumer accep-
tance and builder needs, and in
and 12’ for seamless installation
in most rooms. Barclay Square®
mbines the simplicity of natural
> with the elegance of warm and
rich colorations. Its crisp grout
e and beautiful background are
right at home with most any
decorating scheme.

Superior color

integrity

The exclusive Congoleum
Chromabond formula offers
special ink pigments which
effectively combat discoloration
due to alkaline moisture. The rich
colors of Villager are protected by
the exclusive Chromabond formula.

Durability and ease
of maintenance

The exclusive Chromabond
formula offers a crystal-clear wear
surface which needs no wax to
protect its sealed-in beauty.
Besides having this easy mainte-
nance feature, the wear surface is
extremely durable for residential
applications and is 20% greater
than minimum FH.A. requirements.

LOORING
/<

Fairlawn™ represents a natural,
basic and simple design with
terrific depth, brilliant clarity and
elegant richness. Its beautiful
overall character will complement
the most demanding decorator
scheme.

Congoleum does more than make beautiful floors... WE SELL HOMES!

Congolev™

Congoleum provides qualifying builders with a complete and
flexible program to assist in selling homes. 1) A unique, attractive
flooring selection center for free-standing or wall-mounted use.
2) Model home identification to merchandise Congoleum national
acceptance. 3) Comprehensive flooring sample sets. 4) A flooring
allowance program, when using Congoleum flooring in model
units. 5) Distributor service with the inventory and sales support
o to serve your needs. Congoleum Corp., 195 Belgrove Dr.,
Congoleum Kearny, NJ 07032 (201) 991-1000.
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DESIGN

Skylights light way
to townhouse sales

They bring daylight into two-story
areas like those shown here.

And they’re a big reason for 200
sales in 13 months at two adjoining
condo projects in Woodbury, N.Y., |
according to Gerald and Elliot Mont-
oEN | BR er, father-and-son builders.

The Monters got the idea from
buyers in a previous project who had
seen the feature in shelter magazines.

“So we decided to put skylights in
three of our five new models,” explains
Elliot Monter, younger member of the
builder team.

The Monters’ judgment proved
sound. They sold all 140 townhouses in
one project, called The Woodlands, in
nine months at prices from $56,900 to
$69,900. And 60 homes have been sold
to date in the second, called Woodland
Ponds, since its June opening at prices
from $63,500 to $77,900. (The units
range from 1,405 to 1,904 sq. ft.).

The projects are located on a 32-
acre former estate on the north shore
of Long Island. —J.G.C.

Focal points of two townhouses
are two-story spaces (above and BR
right) topped by skylights. Other
interior features: step-down living
room and curved kitchen-counter
partition (photo and plan above);
curved kitchen wall (plan at right).
Unit shown above has 1,525 sq. ft.
and sells for $69,900; unit at right
has 1,904 sq. ft. and sells for
$75,900. Architect: Charles
DiGiovanna, Copiague, N.Y.; in-
terior designer: Norman Harvey, IIVING
Farmingdale, N.Y.

BR

AN 'WVHTEd "ddOHNEN DUV ‘SOLOHd

Varied exteriors and staggered P
setbacks define units within each S 5 iowmw
building.
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to put Hotpoint inyour kitchens.

The most important one is your
customers’ satisfaction. When you
install Hotpoint, you're installing
quality appliances that will please
them now. And for years to come.

1 Hotpoint has everything you
need. We make a full line with
the kind of features today’s buyer is
looking for. And our nationwide
distribution system makes it easy to
get the appliances you need, when
you need them.

2 You'll like Hotpoint’s ease of
installation. For instance, our
large capacity refrigerators can be
installed almost flush to walls and

cabinets. And that's just the begin-
ning. Hotpoint makes a variety of
ranges for every kitchen style:
hi-low, drop-in, free-standing,
surface sections, plus 24” and 27"
wall ovens. And Hotpoint dish-
washers' front panel allows easy
access to leveling legs and electrical
and plumbing connections. You can
install our dishwasher and disposer
on a single 20 Amp circuit where
local codes permit. And our
washers and dryers can even be
installed on an inside wall.

3 Service that’s a selling point,
not a sore point. We have

factory service centers in over 800
cities plus over 5,000 franchised
service organizations across the
country. Knowing service is always
available takes a load off your
shoulders.

4 If you'd like to know more
about all the benefits of
dealing with a single source
supplier, get in touch with
vour Hotpoint builder
representative. Or write
Hotpoint Contract Sales
Division, Appliance Park,
AP4-256, Louisville,
Kentucky 40225.

We hustle for your business. And it shows.
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A Quality Product of General Electric Company
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MARKETING

Testimonial ads:

Two ways to
match your
spokesmen
with

your market

1. Stress their looks

“Their reasons for buying will carry a
lot of weight if they look like the
people you expect to attract.”

So says Robert S. Lyons, whose
New York sales company sold out a
160-unit condo conversion in ten
months largely on the strength of ads
like those shown at right.

Research indicated that prospects
for the $18,800-$29,000 flats and
townhouses would be young profes-

qu&dnobmhatodﬂlemaimenam

'l'roll:l’swlwlllcyowna

IMMEDIATE OR FUTURE OCCUPANCY.

DIRECTIONS: %44 Broadhead R Moor
Township. Cot Pa. Tk

Marketing by Robert 5. Lyons Associates
Models turnished by Evanko Furniture

Fox Hollow

Audre Knows Paying Rent Is Dumb.

That’s Why She Owns A Townhouse
At Fox Hollow.

Norman H Seidler

National-Award-Winning Townhouses in Connecticut

This man spends most of his week in Court.

Between his

1 This Neinork surgeorIpenT‘lsEuch E week teaching Medicine.

e mbe s kil |

2. Stress their careers

“Especially if you're selling to affluent
professionals who have attained promi-
nence,” says developer George L.
Giguere.

Giguere offers townhouses as second
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homes at Lakeridge, a 672-unit project
in Torrington, Conn. His buyers aver-
age $75,000 a year in salary and have
primary homes in or near New York
City.

“They've made it big,” Giguere
explains. “We felt they would respond
to advertising that talks about similar

Nanonal Award- Wmnmg Townhouses in Connectlcut

bt

people who have bought our homes.”
Giguere’s ads explain what his
buyers do during the week and why
they chose Lakeridge for weekends.
(Two examples appear above.) Photos

show the project’s recreational ameni-
ties to underscore the text’s sales

points. a1




DAVE ROSS

Builders: Have you got a green thumb?

If you have, you can turn the back-
yards of your homes into unique areas
that stimulate traffic and sales. Here
are two examples:

Latest in amenities. Buyers at Cali-
fornia Knolls North, a single-family
project in Riverside, get one-acre
grapefruit groves with their semi-
custom houses.

“With the price of fruit these days,”
developer Skip Hubby says with
tongue firmly in cheek, “it may be
worth $100,000 for a house with its
own citrus grove.” The 2,100-sq.-ft.
homes sell from $98,700 to $103,000.

When R&L Development (of which
Hubby is a principal) bought the
former commercial grove, it decided to
preserve most of the grapefruit trees
because zoners would permit no more
than seven houses on the 7.3-acre

tract. The company has sold four and
expects to close on the rest this
month.

Did the back-yard groves help
sales?

“They generated lots of traffic,”
says Hubby. “And one buyer said he
figures to open a roadside stand and
pay his taxes by selling grapefruit.”

A model garden. The problem was
different for Levitt Homes: how to
dramatize the generous lots of the
single-family houses the company is
building in two Naperville, Ill. proj-
ects.

The answer: Turn the backyards of
the furnished models into vegetable
gardens.

“We told people for months that the
lots are big enough to hold a back-yard
garden,” says Richard M. Kobylski,

Levitt’s assistant vice president. “We
weren’t sure that they believed us, so
we decided to show them.”

Kobylski asked biology students at
Naperville’s North Central College to
volunteer for the project. They planted
a 35" X40’ area in the rear yard of
each of Levitt’s five models with a
dozen different vegetables. Buyers can
now see that each yard has enough
room for both garden and recreational
space.

Levitt sold 35 homes (from $68,490
to $79,990) within six weeks after the
gardens matured.

“And when the produce is har-
vested,” Kobylski adds, “we’ll set up a
farm stand to sell vegetables to our
homeowners and give the proceeds to
North Central’s biology department.”

—J.G.C.

Vegetable garden in backyard of model in Naperville, Ill.

..l00ks

sionals who were currently renting. So
Lyons asked six young buyers of his
units why they had bought.

“Their answers became the head-
lines for the ads,” says Kenneth Mill-
er, whose New York ad agency, Mill-
er-Addison-Steele, created the cam-
paign. “And the ads had large photos
of the buyers so readers could see how
young they were.”

Each ad features a different buyer

and reason for buying (low mainte-
nance, homeownership, recreational
facilities, etc.). Single owners predomi-
nated; only one couple was chosen.

“Our decision was justified,” ex-
plains Lyons. “Subsequent sales ran
five-to-one in favor of singles.”

The ads ran twice each weekend for
six months in the Pittsburgh Press. The
project, Fox Hollow, is in a Pittsburgh
suburb.

~.careers

The ads, prepared by P. Giannini
Advertising, Providence, R.I. are run-
ning in The New York Times and The
Wall St. Journal. And the payoff,
according to Marie-Therese Yergeau,
Lakeridge’s ad manager:

“We’ve sold 22 homes in less than
two months and we are about to close
on 14 more.”

Units sell from $68,000 to $96,000.

—JOEL G. CAHN

housing 1
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TECHNOLOGY

PHOTOS: US. FOREST PRODUCTS LAB

e

Two 2X 4 studs connect ordinary roof
and floor trusses to form a frame
(above) that reduces both lumber and
labor costs.

The new system saved $2,300 on the
test house shown here and $2,500 on a
customized house by builder George
Walk in Mayville, Wis.

Most of the cost reductions stem
from the use of less lumber than in
conventional framing. There is no need
for the 2X6s, 2X 10s and 2 X 12s that
are normally employed for floor joists,
rafters and headers. And structural
frames are 24’’ on center instead of
16%.

“Lumber savings on the test house
came to about 30%,” says engineer
Roger Tuomi, who developed the
system for the U.S. Agriculture
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Test-house framing took
six hours. Photos show
progress of job: place-
ment of first endwall
and initial frames (far
left); halfway stage in
framing (left); and
placement of second
endwall (below). Fiber-
board sheathing was ap-
plied as frames were
erected. Temporary
runner boards at floor
and roof lines space and
align frames.

New cost-cutter?

An all-2 X4 framing system

Department’s Forest Products Labora-
tory in Madison, Wis. “And we also
cut labor costs because the whole
framing job took three men and a
crane only six hours.”

Preassembled. The Forest Service
used preassembled frames to erect the
1,900-sq.-ft. ranch on the University of
Wisconsin’s Arlington campus. Fram-
ing costs were $4,300. To frame the
home conventionally, Tuomi says, the
general contractor wanted $6,600.

Homebuilder Walk made the floor
and roof trusses in his own shop and
assembled the frames at the site of his
1,200-sq.-ft. house. His four-man crew
took four hours to put the frames
together, and another six hours to
erect them over an all-weather wood
foundation.

“The system proved so trouble-
free,” says Walk, “that I'm going to
use it for a 15-home project next
spring.”

Flexibility. In addition to saving
materials and time, Tuomi points out
that the system is flexible enough to
accommodate a variety of designs
(except two-story plans).

For one thing, of course, the absence
of bearing partitions permits a number
of different room layouts. For another,
builders are not limited to a rectangu-
lar shape; they can build “Ls,” “Ts”
and “Us” by installing a solid-wood
bearing beam at the point where the
framed sections change direction. And
finally, roof lines can be varied by
stepping up the foundations.

—JOEL G. CAHN




automatic garage door
opener system by Alliance.

The garage door picker upper becomes the sales picker upper!

When you recommend Genie — “the garage door picker-upper” — your clients
will appreciate it at least twice a day for as long as they own their house! Because
Genie opens the door, turns on the light, and lets them drive rightin. Only Genie has
CRYPTAR?” Il Digital Controls and SEQUENSOR® , *‘the computer-controlled
brain!” CRYPTAR” Il Digital Controls, with 3000 code combinations distributed,
makes it nearly impossible for anyone but the owner to open the garage door.
SEQUENSOR®, ‘“the computer-controlled brain” (available on the 404 & 450)
assures precision control, maximum reliability and quiet, economical operation.
Call your local Genie dealer for complete details.

Opens the door . . . turns on the light . . . lets you drive right in!

The AL LI/ANC E Manutacturing Co., Inc., Alliance, Ohio 44601
A NORTH AMERICAN PHILIPS COMPANY

2 Maker of the famous Antenna Rotator / Alliance Tenna-Rotor®/ “TV's Better Color Getter!”
© 1977 The Alliance Mfg. Co., Inc.

Circle 43 on reader service card
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CAROLE EICHEN
Carole Eichen Interiors
Fullerton, Calif.

Don’t
underestimate
underfoot
sales appeal

ant your prospects to be
walking on clouds when they leave
your model complex? Then don’t
treat your model-home flooring as
an afterthought.

Too often, builders and decora-
tors do just that. They feel that
since floors are walked on, they're
not noticed. So flooring materials
are put at the bottom of the list of
decorating priorities.

That’s wrong thinking. Even
though it’s underfoot, flooring
makes a subconscious impression
on just about everyone. Choose the
wrong flooring material and you’ll
create an artificial environment
that will repel prospects; select the
right material and you’ll create a
feeling of livability.

How can you keep one step
ahead of your competition with un-
derfoot sales appeal? Try some of
the bold flooring treatments em-
ployed by designers of custom-
home interiors. Following, we’ll tell
you how to do it.

Area rugs. They are de rigueur in
custom-home decor, and they’re
showing up more and more in mod-
el-home decorating schemes.

For most people, area rugs add
warmth to a room. To me, they’re
dramatic decorator touches that
generate instant excitement. They
silently tell prospects that you, the
builder, think enough of them to
present the finest in comfortable
living without being overly regal.

Area rugs are particularly effec-
tive when they complement your
total decorating package. Many
carpet houses will coordinate area-
rug patterns with designs in your
drapery and/or upholstery fabrics.
Or they’ll weave bands of color

into a single-color carpet to pick up
predominate colors in a room.

Custom-designed area rugs are a
signal to prospects that a lot of
planning went into your model-
home decor. And they’ll feel that
similar attention to detail also must
have gone into the construction of
your houses.

But, you can be almost as crea-
tive with stock area rugs. Specifi-
cally:

®For entry impact, you can lay
an area rug atop quarry tile or oth-
er hard-surface flooring. (Be care-
ful that the two patterns—rug and
tile—don’t clash.)

®For a subtle touch with subtle
impact, you can dye the fringe on
an area rug to match a color used
elsewhere in a room.

®For coordinated room decor,
you can place a multi-tone area
rug atop single-color carpeting.

Carpeting. In most cases, carpet-
ing in model homes should be up-
grades over what you offer as stan-
dard. (Be sure to identify it as such
so prospects aren’t misled.) I sug-
gest an upgrade that’s resilient and
won’t show wear. Resiliency is im-
portant because you want your
models to look well-maintained on
high-traffic days.

Where will carpeting give you
the most sales impact? Just about
anywhere in your models, including
bathrooms. There’s something su-
premely elegant about carpeted
baths, and prospects seem to react
positively to the idea of stepping
out of the shower onto a soft sur-
face

On the other hand, kitchen work
areas are off-limits for carpeting.
Prospects realize that kitchen car-
peting will become messy. They’ll
suspect you of trying to sell them
fantasy, rather than reality. And
they’ll be psychologically turned
off from buying your houses.

It’s also a mistake to use differ-
ent color carpeting in each room of
a single model: for example, blue
(because it won’t show dirt) in a
child’s bedroom; gold (because it’s
luxurious) in the master suite; and
green (because it matches live
plants) in the living room.

Mixing color that way gives your
model a patchwork-quilt look, and
it costs more than if you stick to a
single color. What’s more, using

one color of carpeting helps unify
the entire decorating scheme.

Ceramic tile. Today, there are
hundreds of tile patterns— herring-
bone, basketweaves, Mexican, etc.
So you can use tile for everything
from entry impact to establishing
or reinforcing a theme.

Tile can be used alone or in
combination with other flooring. In
carpeted dining or family rooms,
for example, try inserting a section
of tile flooring under a serving buf-
fet or around a wet bar. The con-
trast of tiles butted up against car-
peting will be visually pleasing; and
prospects will recognize the practi-
cal aspect, also.

Just as carpet mills will custom-
weave designs into carpeting, so
will tile manufacturers special-or-
der a design picked up from your
drapery fabric or wallpaper.

But don’t go wild with tile.
You'll have a too-busy effect that
will draw prospects’ attention away
from the rest of the house.

Do, however, experiment with
colors. In kitchens, for example,
white tile is being discarded in fa-
vor of tones that match the popular
appliance colors. This year’s hot
new color is almond.

Vinyl, planking, parquet. Vinyl
flooring has been popular for years,
but now patterns are bolder, live-
lier, more fun.

Used in kitchens to create gour-
met lairs, vinyl appeals both to
contemporary homemakers and on-
the-go working women. You may
want to use it in family rooms
when your market is young mar-
rieds. And in children’s bedrooms,
vinyl makes a great play surface
when combined with carpeting in a
giant checkerboard pattern.

To create a rich effect in almost
any room, there’s still nothing that
compares with parquet. In dens,
studies and family rooms, dress up
parquet with a small area rug.

Plank flooring—whether real
wood or simulated —also is a long-
time favorite. Planking makes any
man feel like the captain of his
own ship; but women react favora-
bly to the dark, rugged-looking
flooring too, I've found.

Summing up, if your prospects
like what they see when they look
down at your model-home floors,
your sales should be 1ooking up.
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PPG believes windows
should be working

parts of the energy system
in any home you huild.

Whether you build or sell
homes in the south or the
north, or any point between,
PPG has an energy-saving
glass for the windows and
sliding glass doors you install.
Where the climate is blister-
ing, give your homes more
sales appeal for energy-
conscious buyers with PPG
Solarcool® Bronze reflective
glass, instead of clear glass.
It is the newest in the PPG line
of high-performance glasses.
And it can mean savings
of up to 20 percent on air-
conditioning costs for home-
owners. (Compared to clear
glass and based on a PPG
computer energy analysis.)
Other sales points: Its beautiful
mirrored face provides
comparative daytime privacy
for your customers, and by
reducing glare, makes it a lot
nicer for the folks inside to
look out on a summer’s day.
Up north, PPG Twindow®
insulating glass becomes an
iInvestment in energy savings.
It is made of two sealed panes
and reduces heat loss through
the glass by more than 40
percent. So it obviously can be
part of the energy system of
any home you build or sell.
Make PPG glass part of the
energy systems you profit
from. Write for a free copy of
our Solarcool idea book:
PPG Industries, Inc., Dept.
HH-3108, One Gateway Center,
Pittsburgh, Pa. 15222.

Above: Bent Tree Development by
The Babcock Company, Coral Gables,
Florida.

Below: Wood Creek Courts, Lincolnshire,
lllinois. Developer: Irvin A. Blietz
Organization.

PPG: a Concern for the Future
| p P
o D @

A

INDUSTRIES
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Nobody has more
microwave ovens
than Magic Chef.

If you're confused about microwave ovens, relax, Fourth, fuel and size aren’t the only choices. You

you're not alone. So here are some facts.

First, nobody else offers you over 30 ways to put or budget models.

microwave ovens in your kitchens.

So, instead of assuming that microwave ovens

Second, our built-in microwaves don’t demand are beyond your price range, see your local Magic
extra-wide cabinets. We fit your standard 24" cabinets. Chef distributor. Ask about the best way to put
Third, we combine microwave with either gas or microwave cooking in your kitchens. From Magic

electric eye-level or wall ovens.

Chef. Cleveland, Tenn. 37311.

%Ma ic Chef

Over 30 ovens to surprise you with.

can have 2- or 3-level memories, temperature probes,

|
|
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MARKET
STRATEGY FOR

1980

A three-day conference

for builders, developers

and marketing directors
involved in...

« For-sale housing

» Rental apartments

« Non-residential development

Palm Springs, California
November 15,16&l17




housina

MARKET
STRATEGY FOR

You should attend this 3-day conference because...

While most experts agree that
1980 will see a strong upturn in the
real estate market...

It won't be the same market as
today. That's because of...
Inflation: It's changing the motives for
buying and/or investing in real-estate.
High housing prices: Theyre putting
increasing limitations on the builder’s
product.

New buyer groups: Theyre creating new
market opportunities, but require new
market strategies.

Shifting demand: Some market areas are
improving, others deteriorating. And within
these areas the patterns of buying, renting
and investing are changing — often
drastically.

To be ready for the changed 1980
market, you need to start planning
right now. And that's what this
conference willhelp you do.

HOUSING is bringing together experts
from the key segments of the real estate
industry.

Forthree days, you'll have the chance
to listen to these experts in formal
sessions, and question them in informal
sessions.

You’ll find out. . .

* What economic climate you can expect
in1980

* What you can expect from the mortgage
market in 1980

* How strong both residential and non-
residential demand is likely to be in 1980

* What homebuyers will want in their homes
in1980

e What it will take to make rental
apartments feasible in 1980

* Where commercial and light industrial
capital is likely to come from in 1980

* What kind of operating structure should
e most efficient — and safest — in 1980

Gene Autry Hotel, Palm Springs, California — November 15, 16 & 17




Eric B. Herr is Vice President, Economics for
the McGraw-Hill Publishing Co. Prior to joining
McGraw-Hill he was Executive Vice President and

Chief Economist of Lionel D. Edie, and before that,

Senior Economist and Product Manager of Data
Resources Inc. He has been a member of the
President’s Council of Economic Advisors, and is
dffiliated with the National Association of Business

Economists, the American Economics Association,

and the Federal Statistics User's Conference.

Dr. Alfred A. Gobar is President of Alfred Gobar
Associates, the country’s best known and most
widely respected real-estate research firm. As
both an economist and market analyst, he has
particular expertise in the inter-related areas of
both market and economic feasibility, and his
company works with both residential and non-
residential development. Dr. Gobar is the creator
of THE HOUSING DEMAND INDEX which appears
quarterly in HOUSING.

Preston Martin is President and Chief Executive
Office of PMI Corporation, a mortgage insurance
company which he founded. In the course of an
illustrious and innovative career in the financing
field he has served as California Savings & Loan
Commissioner, a member of the Federal Savings
and Loan Insurance Corporation and the Federal
Home Loan Mortgage Corporation, and, before
establishing his own company, Chairman of the
Federal Home Loan Bank Board.

George Fulton is Senior Vice President,
Marketing of Walker & Lee, Inc. a realty firm with
the country’s largest new-home sales volume.
He directs an extensive research program which

Here’s what else your 3-day conference program will include

You’ll listen to these housing experts

surveys more than 1,000 residential developments
each year, and has completed some 1,200
feasibility and consumer-preference studies

from Boston to Honolulu over the past four years.
Under his direction, Walker & Lee conducts the
Homebuyer Preference Study with Housing
Magazine; covering six U.S. cities, it will be
published in the October issue of HOUSING.

Richard Weiss is a partner in the Richlar
Partnership, a Southern California development
company that combines homebuilding and non-
residential development, and is known for its lean,
efficient management. An attorney, Mr. Weiss has
been in the housing field for 25 years, and was
formerly Senior Vice-President of Levitt & Sons,
Inc., and President of the Larwin Group, Inc.

Edward N. Kelley heads his own property-
management consulting firm, which provides
nationwide services in rental-property
management and marketing for developers,
investors, lenders, major corporations and
universities. He is the author of “Cost, Rent and
Profit Computer: Rental Apartments”, published
by HOUSING Press, and “Practical Apartment
Management”, published by the Institute of
Real Estate Management.

Wayne Ratkovich is President of Wayne
Ratkovich Associates, a firm specializing in

both the development and rehabilitation of
commercial and light industrial property. His
company works with such major equity partners as
Wells Fargo Mortgage Equity Trust, New England
Mutual Life Insurance Co., North Americon%qui’ry
Holdings and Societa Generale Immobiliare.

You'll stay at the exclusive Gene Autry Hotel. And you'll be able to extend your
stay before and/or after the conference at the same special rate.

You'll attend a reception and cocktail party on Tuesday evening, Nov . 14, and
cocktails and abanquet Thursday evening, Nov. 16.

And you'll spend one whole afternoon on a special tour of the newest
and most exciting resort projects in Palm Springs.

Please note: Enroliment at the conference is limited, so registrations must be
accepted on a first-come, first-served basis. We urge you to register as

early as possible.
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How to register

Please complete and return the coupon
below to:

Seminar Dept., Housing

1221 Avenue of the Americas,

New York, N.Y.10020

Or you may register by calling (212) 997-6692.

All registrations and fees must be received
at least two weeks prior to the seminar date,
and will be confirmed by mail.

Fees
Individual registration fee — $795

Cancellations and refunds

Registrations may be cancelled without
charge up to two weeks before the seminar
date. Cancellations received Iater than that
are subject to a S100 service charge.

Hotel reservations
Please fill in the dates you wish to check in

Seminar Dept.

and out of the hotel in the space provided
on the registration form below. Housing
magazine will reserve your room, and the
Gene Autry Hotel will contact you regarding
confirmation and room deposit.

Rooms are $50 a day, single or double.

Hours

Reception and cocktails will be held Tuesday
evening starting at 6:00. Registrants may
check in then, or on Wednesday morning
between 8:30 and 9:00. Conference sessions
start at @ am. on Wednesday, and 8:30 a.m.
on Thursday and Friday. The program ends

at 4:00 p.m. on Friday.

Tax deduction of expenses

An income tax deduction is allowed for
expense of education (including registration
fees, fravel, meals and lodging) undertaken
to maintain and improve professional skill.
See Treasury Regulation 1162-5 Coughlin

vs. Commissioner 203F 2d 307.

Additional registrations from my

Housing '
1221 Avenue of the Americas Title

company:

New York, N.Y. 10020
Company

Name

Please register me in the

MARKET STRATEGY Address

Title

FOR 1980 Conference

| enclose a check for Phone

City -~ - _ Stale_ Zip

Name
Title

L] $795 formy own

registration

[E]RS for additional
representatives
from my company

Please reserve a

[ single room

(] double room

arriving __, departing .

Signature

H 10/78




STYROFOAIM

2X4STUD

DRYWALL

VAPOR
BAR

RIER

FIBROUS
BATTS

STYROFOAM

brand ins:

PLATE

ulatio

STYROFOAM

brand

insulation

Increases R-factor, cuts
conduction heat loss.

BRAND INSULATION

Tongue and groove design helps
reduce air infiltration.

an cut
your homes'
energy bills
three ways.

}

Keeps wall cavity warmer, so
convective looping is minimized.

It contributes more than R-factor
to give homes energy savings value.

You can make your selling
job easier—and cut your home
buyer’s heating bills up to
24% t—by using STYROFOAM
brand insulation from roofline
to frostline. (Test results avail-
able on request.)

STYROFOAM brand in-
sulation replaces ordinary
sheathing. But it works three
extra ways to improve insu-
lation performance.

Through our extensive ad-
vertising program, more and

more home buyers are becom-
ing aware of STYROFOAM
brand insulation and all it can
do. Make your selling job
easier by making STYROFOAM
brand insulation—and energy
savings value—features of
your homes.

For more information,
contact your Dow Representa-
tive. Or write:

The Dow Chemical Company,
STYROFOAM Brand Insulation,
Midland, M| 48640.

STYROFOAM brand insulation is combustible and should be properly installed. A gypsum
board interior finish should be used in residential construction. For specific instructions
see Dow literature available from your supplier or from Dow.

Circle 51 on reader service card

t Some homes will perform better, others not
as well. Energy savings will depend on
factors such as climate, fuel type, workman-
ship, house design and living habits of the
occupants. Based on 1” STYROFOAM brand
insulation from roofline to frostline versus
2" conventional wood fiberboard from roof-
line to floorline. Fourteen percent is frame
wall savings, determined in actual, full-sized,
typically insulated, unoccupied test houses;
and ten percent is basement wall savings,
calculated according to the 1977 ASHRAE
handbook.

STYROFOAM

BRAND INSULATION

*

*Trademark of The Dow Chemical Company
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The average homemaker
does 400 Ioads of Iaundry a year.

Which of these two laundry areas
do you think will help sell your home?

Instead of two pipes and a bare bulb, install a The GE Washer and Dryer, of course, are
complete laundry center that the average person will backed by Customer Care® Service which means
take a long hard |ooK at. we have Factory Service Centers covering over 800

Imagine the impact you can create by offering a cities, plus more than 5,000 franchised servicers
well-designed laundry area that provides storage for across the country. Most are listed in the Yellow
detergents and bleaches, a hamper to collect dirty Pages.
clothes, a hanging rack for Permanent Press, and a For more information, contact your local GE
counter top to fold linens. Contract Sales Representative. Ask him for our

Then install a GE Washer and Dryer. booklet of laundry center ideas. It's called, "Give Em

Result: A complete laundry center that gives you What They Want''

a real selling edge over your competitor's houses. Over 25 years of Consistent Service To Builders

GENERAL @3 ELECTRIC
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HOME SHOPPERS
SEEK IN

SIX MAJOR
MARKETS

The markets: Washington, Miami, Chicago, Phoenix,
San Francisco and San Diego.

The shoppers: a cross section of model-home
visitors.

Their answers showed: what kind of community
they prefer, what style house, the must-have features,
the options and upgrades they would buy. Answers
also showed how shoppers across the country think
alike in many cases but follow local preferences in
others.

Who asked: HOUSING magazine, in a survey
conducted by the research department of Walker &
Lee, the California real estate firm that sold more
than 7,200 new homes last year.




HousING magazine’s
consumer preference survey
gives readers the kind of
on-the-spot research that
only the largest builders can
afford to do themselves.

A team* headed by
George Fulton, senior vice
president of Walker & Lee,
the Santa Ana-based real
estate firm, ran the survey
among shoppers who visited
model-home complexes in
six key metro areas early
this year.

In each area Fulton and
his team chose from 10 to
20 projects in all price
ranges. They also asked
some questions of local
interest and got from local
builders the prices for the
options the shoppers might
choose.

Most questions had
already been raised by
Walker & Lee’s own
developer clients. But
Fulton invites HOUSING
readers to submit questions
that they would like to see
asked in future surveys,
which will expand to other
market areas.

Answers were tabulated
by age of household head,
income, type of household,
buying intentions and price
range of interest. The
highlights are shown at
right and on the next 22

pages.

*Walker & Lee did the field work in San
Francisco, San Diego and Phoenix. Gary
Meyers of Meyers, Stuart and Alan

did it in Chicago and researcher Bruce
Hanson of Bethesda, Md., in Washington.
Kitty Omura of Dudley Omura Inc.,
North Palm Beach, did it in Miami.
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Most belonged to the baby-boom
generation—26 to 35 years old—even
in areas seen as retirement markets.

A large percentage of households
were traditional —couples with a child
or two. But another large group
consisted of couples only. Singles
buying alone or together were a small-
er but important segment: Except in
Chicago they made up 10% to 15%.

Another thing the shoppers had in
common: substantial incomes. By na-
tional standards they are affluent, for
the medians ranged from $33,142 for
Washington’s detached-home shoppers
to $21,590 for San Diego’s attached-
home shoppers.

In addition, about two-thirds of all
the detached-home and half of the
attached-home shoppers already
owned homes. Still, a sizable number
indicated they would be first-time
buyers.

Why haven’t these first-time buyers
been bumped out of the market by
today’s high prices? The majority —
again, except in Chicago— have house-
holds with two wage-earners.

The shoppers did not feel pressure to
buy; most were looking with the idea
of buying later in the year. Their
reasons for moving were familiar:
bigger house, better area, tired of rent-
ing. They also viewed a home as a
dwell-in investment but wouldn’t
stretch very far to buy one.

Only in California and —surprising-
ly—Chicago would they pay three
times income for a new home. Most
would pay no more than a conservative
2.3 times income.

But they were willing to spend time
looking for the right house at the right
price. Moreover, they had a fairly good
idea what their money would buy.

And builder beware! In most places
more than half of the shoppers were
also shopping resales. Again Chicago
was the exception: More than half
wanted only new homes.

Despite all the shoppers had in
common, regional and local differ-
ences emerged. Some were predict-
able, but many were not. You'd need a
scorecard to keep track of who wants
what where, as you’ll see from the
quick summary below.

Exteriors

Tudor seems to be the in thing in the
Sunbelt, while the local ranch and
Spanish styles get short shrift. Predict-
ably, Washington went for colonial
and Chicago for ranch, but unpredict-
ably, both showed strong interest in
contemporary.

It’s no surprise that shoppers would
pay a premium for brick exteriors in
Washington and Chicago, but a sub-
stantial percentage wanted brick or
stone in California and Miami, too.
And the Miamians came up with
another surprise: Those who didn’t
want brick or stone wanted wood
exteriors at a substantial premium.
These preferences held true with the
attached-home shoppers.

Shoppers everywhere would also put
money into upgraded roofing. Heavy
shakes and tile got strong votes in the
Sunbelt. Washington and Chicago
tended to be more conservative and to
prefer standard shingles at a lower
additional cost. But shoppers were so
willing to pay a premium for an
upgraded roof that some in both areas
even chose slate—for $6,000 extra.

Eating areas

The cold-weather areas split off from
the Sunbelt for no apparent reason.
Breakfast bars and nooks won the




.but they didn’t]

majority vote in San Francisco, San
Diego, Phoenix and Miami; Chicago
and Washington went solidly for kitch-
en table space.

Bedrooms

Three were favored everywhere except
in Phoenix and San Francisco, where
shoppers wanted four. And a surpris-
ing number of Miamians would accept
two.

One area of agreement: Most shop-
pers (both attached- and detached-
home) wanted one extra bedroom as a
den/library or a guest room. The least
popular use for an extra bedroom: a
master bedroom retreat. This choice
ranked even below storage in all
areas.

The majority of the shoppers had
similar ideas as to how the bedrooms
should be grouped: Most wanted the
master bedroom separate from the
secondaries. The exception: Chicago,
which showed no real preference.

Family room

Among the detached-home shoppers,
this was a must-have item everywhere
except Miami. The attached-home
shoppers would settle for a den.

Kitchen and bath features

The two California markets showed
the most interest in the upgrades, with
Miami close behind. Washington shop-
pers, although they had the highest
incomes, were the most tight-fisted
about options. Microwave ovens scored
low, for example, although more than
half of the Washington households had
working wives. Even the double-basin
vanity—virtually standard in many
parts of the country—ranked lower in
Washington than anywhere else.

One luxury option that Washington-
ians wanted along with everyone else:
a greenhouse window, this year’s top

always think alike

favorite across the board.

In choosing Kitchen and bath fea-
tures, the attached-home shoppers
tended to follow the preferences of the
detached, although usually by a small-
er margin because they were more
sensitive to price.

Other features

Few surprises here. The fireplace is the
most-wanted option and the family
room the most-wanted location for it.
Californians—both north and south—
tended to outdo everyone else by want-
ing a second fireplace in the living
room. Some even wanted a third in the
master bedroom. But Florida didn’t
follow California’s lead here: The fire-
place won fewer votes in Miami than
elsewhere.

Other popular options: French
doors, bay windows and skylights
and—in California and Miami—
whirlpool baths. Here the attached-
home shoppers were not more price-
sensitive. Their preferences for these
other features were almost identical to
those of the detached shoppers.

Energy savers

The shoppers in all six cities have
gotten the message about upgraded
insulation. Double-glazed windows
ranked high only in the cold-weather
areas, and solar options were popular

only in Phoenix and Miami. California
shoppers would not give up their
cathedral ceilings no matter what the
energy costs, and Phoenix shoppers
would give them up only reluctantly.
Washington and Chicago, however,
had no problem in this regard: Wash-
ington was so energy-conscious that
many shoppers would even accept less
window area to save energy.

The community

North, south, east or west, detached-
home shoppers tended to want the
same thing: a community with no age
restrictions, a streetscape with a wide
variety of styles and exterior materials,
and homes clustered around a central
court. And most—even the attached-
home  shoppers—wanted large back-
to-back and private rear yards that
they would maintain themselves rather
than smaller yards separated by com-
mon greenbelts.

The attached-home shoppers were
offered a choice of amenities, and
predictably, the top choice everywhere
was a swimming pool. The second
choice was less predictable, however:
Washington and Miami went strongly
for tennis courts, San Diego went for
whirlpool baths and San Francisco
vacillated between the two. A club-
house or recreation room got more
than one-fourth of the votes in the four
areas surveyed for that option, and in
both San Diego and Miami handball
had a good showing.

Two-thirds or more of all the shop-
pers would like these amenities distrib-
uted in several smaller facilities, and
the majority would be willing to pay
from $30 to over $50 a month to
support them.

—NATALIE GERARDI AND
BARBARA BEHRENS GERS
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THE

SHOPPERS
Affluent
families
serious about
buying

I

Nearly a third of the detached-house shoppers
surveyed—31%—plan to buy now. Another
third expect to buy sometime this year. And
their affluence should render shopping relative-
ly uncomplicated—81% have household in-
comes greater than $25,000 a year. (Median
income: $33,142, the highest of any group
surveyed.)

On the other hand, a mere 3% of shoppers
report incomes of less than $20,000 a year—so
few that lower-income groups couldn’t be
examined separately in some of the tables
which follow.

The majority of shoppers—61%—are fami-
lies. Most have one or two children; only 15%
report households of more than four people.
About a quarter of the shoppers are couples
and 6% are singles (see table below).

Their reasons for buying? The need for a
larger home motivates 48%. Furthermore, they

view that larger home as an investment.
Younger buyers differ a little from the general
picture; they’re tired of renting.

Sixty-nine percent of those surveyed current-
ly own a home or condominium. The reported
value of that property varies widely. For exam-
ple, 16% say their present houses are worth
over $100,000 and 22% say theirs are valued at
less than $45,000.

There’s more agreement on the price of the
house they’re shopping for; 55% want to pay
between $50,000 and $80,000. Median maxi-
mum expected price: $73,926. Only 19% are
willing to pay over $100,000 for a new house.

Most are looking at both new and used
houses. It’s the older shoppers—those between
56 and 65—who are interested primarily in
newly built units.

Look at the bottom of this page for more
about what these shoppers seek.

Type of Household

Couple
with
children

’ Age of
household head

25 and undéf
26-35
36-45
46-55
56-65
Total

Note: Because percentages have been rounded off, totals on tables may not add up to 100%.

EXTERIORS

Colonial
wins out
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Age of
household head =

25 and under

Which architectural style do you most prefer?




CONTINUED

Item: A two-story house with basement is the
most popular—the choice of 35%. A split-level
is preferred by 25%; a split-foyer house by
17%. Single-story plus basement won 14% of
the votes; without the basement, a single-story
got only 7%. Least preferred: two-story without
basement (3%).

Related findings:

®60% of shoppers would pay $2,500 extra

for an all-brick front exterior; 19% picked
aluminum siding; 5% like wood shingles
($1,500); 6% want all-wood siding ($1,750);
10% want all stone ($6,500).

®50% want standard shingle roofing, a
$1,000 option. Heavy shake for $3,000 extra
was the choice of 26%, and 14% will pay
$6,000 more for slate. Only 10% would settle
for composition roofing (no extra cost).

EATING

AREAS
Shoppers’ ages
make a
difference

If there were only one eating area, which of
these would you prefer?
L 0 ® bl ‘:{
l O <
g | S0 R
Age of Plan Plan Plan
household head 1 2 3
25 and under 47% 24% 29%
26-35 40 31 30
36-45 34 25 41
46-55 39 57 4
56-65 33 22 44
Total 38% 31% 31%

Note: Plan 1—the most formal of the
three—is rather popular with younger buyers.
Plan 2 got the lion’s share of votes in the
46-to-55 age group, at the expense of the
country kitchen arrangement (Plan 3). Plan 3
won out in two groups, although not by much.

Other findings: Shoppers were asked which
of three informal eating arrangements they
preferred, and 62% chose table space in the
kitchen. A majority in all age groups want this
arrangement, but there are some interesting
deviations. Specifically: A third of the youngest
group want a breakfast bar (the choice of 18%
overall) and very few of the older buyers do
(only 7% of the 46-55 group, for example). On
the other hand, a nook was consistently chosen
by about 20% of every age group.

BEDROOMS

They’re not just
for
sleeping

How many bedrooms do you want?

Age of
household head

25 and under

Item: 71% of the shoppers would use the
extra bedroom(s) for guests; 52% for a den/li-
brary; 34% for hobby/sewing. (Respondents
could check more than one use.) Only a few
would use the extra room for storage or a
master retreat.

Item: While 46% of the shoppers prefer a

How many of these would not be
used for family sleeping?

Zero One Two Three Four
6% 39% 839% 17% 0%
28 46 22 5 0
29 44 19 6 3
30 44 22 4 0
0 40 50 0 10
26% 44% 23% 6% 1%

separated master bedroom, some age groups
make different choices. Specifically, 44% of the
25-and-under group want the guest room sepa-
rated from other bedrooms (the choice of 28%
overall), and 42% of the 56-65 age group would
like all the bedrooms grouped (the preference
of 26% overall).

FAMILY
ROOMS

A must
for most

If a home includes a full-time den, how
important is the inclusion of a family
room?

Must
Age of have Den
household head family room sufficient
25 and under 63% 38%
26-35 71 29
36-45 78 22
46-55 54 46
56-65 33 67
Total 69% 31%

Note: The only shoppers who are willing to
give up a family room are those in the 56-t0-65
age group.

On the other hand: Many shoppers (55%) are
willing to forego a family room if a full base-
ment rec room is offered. The only exception:
58% of shoppers in the 36-45 age group would
still want a family room. That’s no surprise
since 82% in that age group describe them-
selves as couples with children.
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WASHINGTON CONTINUED

KITCHEN
AND BATH
FEATURES

Perceived
value is more
important
than ability
to pay

Case in point: Even in the highest income
categories, a majority of shoppers won’t spend
$300 extra for ceramic-tile kitchen counter-
tops—but they’re willing to put that much or
more into an upgraded oven. The possible

reason: Ceramic tile isn’t considered much
more desirable than laminated plastic by many
Washingtonians.

Here’s the complete rundown on kitchen and
bath feature preferences:

Kitchen upgrades

Single oven

Annual Single | Double plus
household oven "'s‘ “oven " microwave
income ($0) ($300) ($650)
36% 33% 31%
31 48 21
41 85 24
20 50 30
16 53 31
) 87 i1 29
15 i 8
26% 47% 27%

Item: About 60% of the buyers between 46
and 65 turned down the greenhouse window.

Other findings: Shoppers were also asked
what they’d prefer in their master bath, assum-
ing the secondary bath had a tub/shower. The

majority, 55%, wanted a tub/shower in the
master bath at no additional cost. A large stall
shower (also standard) was the choice of 27%.
Only 19% were willing to pay $900 for a
separate shower and tub.

Bath upgrades

Annual
household
income

Single- | Double-
basin basin
vanity | vanity

($0) | (8200
54% 46%
55 45

51 49

37 63

26 74

37 63

42 58
45% 55%

Conven-
tionally Over-
sized e sized

tub l 4 tub
($0) ($600)
74% 26%
65 35
67 33
65 35
51 49
50 50
27 73
61% 39%

OTHER

FEATURES
The

tried and true
beats
the trendy
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Which of these features
do you want, given the costs shown?
In which location?

Family Living Master Don't
room room bedroom want

Fireplace
($2,500 each)
Wet bar
($450 each) 42 2 0 56

Sunken
conversation
pit ($750 each) 12 14 3 74

87%  30% 18% 8%

Item: 63% of the shoppers want one fire-
place, 29% want two and 9% want three.

Item: Bay windows are a favorite design
element —the choice of 49%. Another good bet
in this market: French doors (favored by 40%).

Related findings: Shoppers wanted the build-
er to include carpeting (for $1,000) and a patio
slab ($200). They divided on the subject of
rear-yard fencing; 44% wanted the builder to
provide it for $1,500 while 42% wanted to add
it later themselves. Forty-five percent wanted
the builder to provide a deck ($1,800); 21% did
not want it at all. Forty-one percent would like
a screened-in porch included ($2,200); 25% did
not want one.




SAVERS
Yes,
but not solar

would increase by the amount shown?

Which of these energy-saving items do you want, assuming the price of your home

Upgraded insulation ($1,500)

Double-glazed windows ($2,000)

Solar water heating ($2,000)

Solar water heating and house heating ($13,000)

Air circulation fireplace ($300)

Heat pump ($500)

Entrance vestibule ($800)

Related findings:

©79% of the shoppers prefer a standard flat
ceiling to a high/sloped ceiling and a conse-
quently higher heating bill.

©59% would rather pay the extra cost of
double-glazed windows than reduce energy
consumption by cutting window space from
15% to 10% of floor area.

THE

COMMUNITY
Keep it
conventional

Case in point: 73% never considered buying a
home close to the city center.

Case in point: 82% want large, back-to-back
private rear yards, even though they’d have to

maintain them. (The alternative: small yards
and common greenbelts.)

Case in point: Few are interested in age-
restricted communities (see table below).

Type of
household

Which project would you like to live in?

Families = Pre-ret No

Self only

Couple with children

Unrelated people

Couple only

Single with children

Total

A word about attached-house shoppers

They're a little younger than the
detached-house shoppers; more are
under 25 and fewer over 56. And
they’re somewhat less affluent; .the
median income is $29,705.

But their buying intentions are just
as serious. Close to half—43%—plan
to buy this year and an additional
27% plan to purchase now.

One big difference: Only half as
many are families—32% as opposed
to 61% of detached-house shoppers.
Couples account for 37%. Another
17% are singles, 7% are unrelated
people and 7% are singles with chil-
dren.

Their reasons for buying differ
somewhat, too. Since only 49%
already own, ‘“tired of renting”
figures much larger. Desire for an
investment also plays a big role.

They’re willing to spend about
$11,000 less than the detached-house
group for their new home. The
median expected price: $62,412.

And they have some different
ideas about what their money will

buy. Specifically:

®They want fewer bedrooms; 58%
desire three.

®They show a greater preference
for a master bedroom separated from
the others. That arrangement was
the choice of 56%.

®For 51%, a family room is not
needed if there is a den. And for 77%
it’s unnecessary if a full basement,
convertible into a rec room, is
offered.

®n general, they’re less interested
in paying extra for energy savers.
Even so, 95% would spend extra for
insulation, 84% for a heat pump and
77% for double-glazed windows.

And here’s a surprise: 74% say
they want large, private yards to
maintain themselves instead of
smaller yards and greenbelts.

The attached-house shoppers were
also asked about amenities and fees.
The consensus: They're willing to pay
for some, but elaborate facilities are
out.

For example, although 81% are

restrictions

willing to move to a development
requiring association dues, 38% pre-
fer to pay less than $15 a month and
forego recreation facilities. (They’d
get greenbelts only.) Thirty-four per-
cent will pay between $30 and $40 a
month for a pool, whirlpool bath and
greenbelts. Only 28% say they'd
spend $50 a month or more for club-
house, pool, tennis courts, etc. Sur-
prisingly, it’s the higher-income
shoppers who are most reluctant to
pay.

When asked which recreational
amenities are most important to
them, 75% of the attached-house
shoppers picked a swimming pool
and 55% chose tennis courts. Other
choices: sauna (13%), clubhouse/re-
creation room (26%), volleyball
courts (6%), handball/racquetball
courts (14%), whirlpool baths (6%).
“None” was the choice of 12%.

Two-thirds prefer several smaller,
more modest neighborhood facilities
rather than one large central com-
plex.
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THE

SHOPPERS

Couples and
families
seeking to
upgrade

The Miami retiree stereotype doesn’t hold for
the shoppers surveyed here: Only 21% are over
45. The bulk—65%—fall between 26 and 45.
And 14% are 25 and under.

They may be young, but these shoppers have
comfortable incomes: The median is $27,667.
Partly this is because so many—63%—have
two-income households, a larger percentage
than in any of the other cities surveyed.

Nearly half of the shoppers (47%) have one
or two-person households; 41% have three or
four; and only 11% have five or six.

Seventy percent of the Miami shoppers
already own homes with a median value of
$54,400. They're willing to pay a median of
$61,770 for a new one—a conservative 2.1
times income. Median monthly payments are
now $291; the shoppers say they’d up them to
$419.

They’re fairly serious shoppers: 28% plan to
buy now and 40% this year. Reasons for
moving: a larger home (32%), tired of renting
(30%), a better area (28%) and, of course, an
investment to dwell in (38%).

Type of household

Age of with
household head

25 and under
26-35

36-45

46-55

56-65

66-70

Over 70

Total

Couple

children

Note: Because percentages have been rounded off, totals on tables may not add up to 100%.

EXTERIORS
Tudor

and

Modern

run

neck and neck
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Age of household head
25 and under

26-35

36-45

46-55

56-65
| Total

Also significant:

®More than half of the shoppers (52%)
chose brick or stone exteriors. A substantial
proportion (39%) went for wood siding, which
has been gaining popularity in south Florida in
recent years. And only 9% preferred stucco,

long the traditional material in the area.
®For construction, the vast majority chose

Which architectural style do you most prefer?

concrete block (46%) or concrete block with
wood siding (40%). Reasons: appearance
(46%) and insulation qualities (39%).

®In roofing materials, the upgrades won out.
Thirty percent of the shoppers would pay an
extra $3,000 for tile, 25% would pay that

.amount for heavy wood shakes and 28% would

pay $1,500 for standard shingles.




EATING
AREAS

If there’s
only one, give
’em an L

If there were only one eating area, which
of these would you prefer?

Age of Plan Plan Plan
household head 1 2 3

25 and under 48% 36% 16%
26-35 33 43 23
36-45 32 30 38
46-55 23 54 23
56-65 33 42 25
Total 34% 40% 25%

Shoppers of all ages overwhelmingly prefer
Plans 1 and 2—both with dining Ls off the
living room—to Plan 3, the country kitchen
(see sketches, p. 57). This means shoppers want
a place that can be used for formal dining, not
that they don’t like eating in the kitchen.

Case in point: When offered a choice of
informal eating areas in a home that also had a
formal area, 53% preferred kitchen table space,
while 26% preferred a breakfast bar and 21% a
nook.

BEDROOMS

A substantial
interest
in one or two

Miami was the only city surveyed where the
percentage of shoppers wanting one or two
bedrooms was roughly the same as the percent-
age wanting four or more. These shoppers are
not necessarily retirees, as the table below
shows. And another breakdown (not shown)
reveals that they come from all income
groups.

The existence of a large retirement market in
Miami does have an effect on the bedroom
count desired, however. Shoppers feel free to

choose homes with fewer than three bedrooms;
they know this will not affect resale.

Other findings: Forty-seven percent of the
shoppers wanted one extra bedroom and 23%
wanted two. Households with children tended
to want fewer extra bedrooms than households
without—a pattern that was repeated in all of
the areas surveyed. How would extra bedrooms
be used? As den/library (63%) or guest room
(53%).

Item: If the home has a full-time den or

How many bedrooms do you want?

Age of household head

Florida room, 54% of

the shoppers still

want a family room.
Surprise item: A

25 and under

whopping 67%

wanted the master
separate, 18% wanted

the guest room sepa-

rate and only 14%

wanted the bedrooms
grouped together.

KITCHEN
AND BATH
FEATURES
It’s
pick-and-choose

among
the upgrades

Kitchen Upgrades

Laminated

cabinetry | cabinetry

plastic .. Wood

(80) (80)
75% 25%
C e 62
46 54
43 57
38 62
30 70
38 s
60 40
25 75
40 60
43% 57%

There was no pattern as to which income
groups were willing to pay for which kitchen
upgrades. The same is true of bath upgrades
(see table overleaf).

Additional finding: Shoppers had a choice of

three items for the master bath in a home that
had a secondary bath with a tub/shower. They
chose: tub/shower at no extra cost (37%); large
stall shower at no extra cost (33%); separate
shower and tub at $900 extra (31%).
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MIAMI CONTINUED

Bath upgrades

OTHER
FEATURES
Let the builder

supply
the extras

Do you want the builder to include these features, or would you rather add them at your
convenience?

me-!ard hndscaplng (SSOO)

yard sprinklers ($300)

Item: Even at $1,500 extra, 73% of the

shoppers want at least one fireplace; 57% want

a wet bar at $450; and 48% want a sunken
conversation pit at $750.

Which of these design elements would you most prefer if each added to the house price?
(Check no more than three.)

Skylight

—

8o

s @
A e
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THE

COMMUNITY

No age
restrictions
wanted
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Only the singles showed much interest (47%)
in age-restricted communities. Pre-retirement
communities for those over 45 fared poorly
with all but 4% of the shoppers.

Other findings:

®In no other city was driveway parking so
important (see table facing page).

® A strong majority (72%) of the shoppers
preferred clusters of four to 12 homes around a
central court to rows of houses on streets. Even
more (78%) preferred a street scene with a
wide variety of styles using many different
exterior materials to one with a consistent
theme using similar materials.




Type of household
Self only

Couple with children
Couple only

Single with children
Total

In a planned community, which arrangement
would you prefer for guest parking?

Which rear-yard alternative
would you choose?

Large private Smaller yards

rear yards _ with greenbelts
67% 33%
70 30
70 30
82 18
71% 29%

ENERGY
SAVERS

Which of these energy-saving items do you want,assuming the price of your home
would increase by the amount shown?

They’ll

take all they POt want

can get Upgraded insulation ($500) 12%
Double-glazed or solar-bronze windows ($600) 30
Solar water heating ($1,200) 42
Solar water heating and house heating ($7,000) 52
Two roof ventilators ($150) 23
Ceiling paddle fan ($75) 27
A/C and water heater heat exchanger ($400) 33
None of these 80

Note that nearly half of the shoppers say they
would pay $7,000 for solar water heating and

A word about attached-home shoppers

The attached-home shoppers were a
little younger than the detached —

62% were 35 and under—and some-

what less prosperous—their median
income was $23.,439, with 62% two-
income households. More than half
(54%) already owned homes valued
at a median $51,700. ‘

They weren’t willing to stretch

much for a new home: The median

price they were interested in was only
$49,643 —a mere 2.1 times income.
And unlike the Miami detached
shoppers, the present homeowners
weren’t willing to take much of an
increase in their monthly payments:
Their median is now $331, and they

would be willing to go to $383. This
- represents a big jump for the renters,

however, from only $258. ,

Thirty-one percent of the attached
shoppers planned to buy now and
38% planned to buy this year. They
gave approximately the same reasons
as the detached shoppers.

In their wants they were not much
different from the detached shoppers,

although they were samewhat

concerned about the exterior of the

home. For example, 27% chose stuc-

co at no extra cost and only 36%

wanted brick or stone for $2,500.
Similarly, 33% chose composition or
asphalt roofing at no extra cost. But
a big 41% would pay $3,000 for tile.

When it came to interior features,
more chose a breakfast nook and

fewer chose table space in the kitch-

en than among the detached shop-
pers. And for the single eating area,

Plan 1 (see p. 57), with a separate

family room and a dining L,

garnered 43% of the votes. Bedroom

count and grouping were about the
same as with the detachedshoppars.

‘A family room was far less impor-
tant, however, with 74% acceptmg a

den as sufficient.
The attitude toward kitchen and

bath upgrades reflected style of life
rather than cost consciousness. For
example, 37% preferred a single

oven—far more than among the
detached shoppers. But a single oven

house heating—far more than one would
expect in a warm climate.

- plus microwave at an additional $275
‘appealed to 47% —slightly more than
among the detached shoppers.

With the bathroom upgrades, a
slightly smaller percentage was will-
ing to pay for double-basin vanities,
luminous ceilings, oversized tubs and
cast-iron tubs.

~ The attached-home shoppers
reacted to the various design ele-
ments about the same as the

~detached. Three predictable excep-
 tions: Far fewer wanted fireplaces,

whirlpool baths and intercoms.
When it came to community facili-
ties, 36% were willing to pay $50 or

~ more for an elaborate amenity pack-
“age and 40% would pay $30-$40 for

a slightly less elaborate package.
Only 24% wanted greenbelts alone
for monthly fees of under $15. The
most-wanted amenities: a pool

(83%), tennis courts (56%) and a

clubhouse/rec center (31%). And
there was a definite preference for

‘amenities scattered through the proj-
- ect in several small centers.
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THE
SHOPPERS

Traditional

move-up
families

A whopping 60% of the Chicago shoppers are
looking for a larger home and 27% for a better
area. An investment to dwell in is important to
only 32%, but that’s because so many—83%—
already own their homes. These homes have a
median value of $67,300, and the payments are
$320 a month.

These shoppers are willing to stretch quite
far for a new home. They're interested in a
median price of $81,732—2.9 times their
median income of $27,521. And they’re willing

to jump their monthly payments to $484.

The majority of the Chicago shoppers have
traditional households consisting of a couple
with children (see table below). The 65% in this
category are far more than in the other areas
surveyed. In addition, only 49% have two earn-
ers—far less than elsewhere.

As in the other areas, the bulk of the shop-
pers are young, with 56% in the 26-35 age
group. And they're fairly serious about buying:
26% plan to buy now and 35% this year.

Type of Household
Couple Single

Self with Unrelated Couple with
Age of household head only children people only children
25 and under 4% 33% 4% 58% 0 %
26-35 5 69 1 24 0.6
36-45 . 2 81 0 10 6
46-55 4 67 0 26 4
56-65 7 20 0 40 33
Total 4% 65% 1% 26% 4 %

Note: Because percentages have been rounded off, totals on tables may not add up to 100%.

EXTERIORS
Any style—

as long as

it’s brick
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Which architectural style do you most prefer?

Age of

household head Cape Cod Contemporary Colonial Salt Box Ranch Spanish Tudor
25 and under 0% 24% 16% 0% 28% 20% 12%
26-35 8 26 22 2 20 7 15
36-45 4 24 24 2 33 11 4
46-55 14 14 14 0 43 14 5
56-65 0 11 6 6 56 17 6
Total 7% 23% 19% 2% 28% 10% 11%

Additional findings:

® Among six house types with the same inter-
ior living space, most Chicagoans chose a split-
level (29%), or a single-story or a two-story
with basement (21% each). Only 29% chose a
single-story or a two-story without basement or
a split-foyer.

®All brick at an additional $2,500 was the
overwhelming first choice for front exteriors

(66%). Second place went to aluminum siding
(no extra cost), which was picked by 16%.
Shoppers showed little interest in wood shingle
for $1,500 (4%), all-wood siding for $1,750
(6%) or all stone at $6,500 extra (8%).

®For roofs, standard shingles at $1,000 were
the choice of 51% of the shoppers, and heavy
shakes at $3,000 of 32%. Eight percent even
went for slate at $6,000.




EATING
AREAS

Make room
for the
kitchen table

Which informal eating arrangement do you prefer?

Annual Kitchen Annual Kitchen
household Breakfast table household Breakfast table
income bar Nook space income bar Nook space
Under $12,500 0% 0%  100% $30,001-835,000 24 17 59
$12,500-$15,000 18 9 73 $35,001-$40,000 25 14 61
$15,001-$20,000 13 8 79 $40,001-$50,000 0 20 80
$20,001-$25,000 16 16 68 $50,001-$65,000 0 38 62
$25,001-$30,000 13 12 75 Total 15% 15% 70%

Item: Chicago shoppers chose about evenly
among the three plans they were shown for a
home with only one eating area. Thirty-five
percent opted for Plan 1 (see plans p.57) with a

separate family room and the dining L off the
living room; 32% for Plan 2, the great room
with the dining L; and 34% for Plan 3, the
country kitchen.

BEDROOMS
AND
FAMILY
ROOMS

Chicago was the only area where a separate
master bedroom was not the overwhelming
favorite. Note how the acceptance of grouped
bedrooms cuts across all household types.
More on bedrooms:
®Fifty-one percent of the shoppers wanted
three and 32% wanted four. A surprise 13%

wanted two.

®Fifty-one percent would have one extra
bedroom and 27% would have none. Main uses
for the extra: guest bedroom (58%), den/libra-
ry (48%) and hobby/sewing (40%).

®A den is no substitute for a family room,
even for couples without children.

If you were buying a four-bedroom, single-story home, | If a home includes a den, must it have a family
which bedroom arrangement would you prefer? room? If it has a full basement for a rec room,
must it have a family room?
Home with den Home with rec room

Separate Separate Must have Den Must have  Rec room
Type of household Grouped master guest room | family room  sufficient  family room sufficient
Self only 30% 40% 30% 55% 45% 36% 64%
Couple with children 37 39 24 82 18 60 40
Couple only 35 35 30 66 34 65 35
Single with children 20 40 40 33 66 50 50
Total 35% 38% 26% 75% 25% 60% 40%

KITCHEN
AND BATH
FEATURES

Conservative
about upgrades

Chicago shoppers go for the kitchen features
that are useful, not merely luxurious. The one
exception: the greenhouse window.

Similarly with bath upgrades (see table over-
leaf), the emphasis is on durability and utility
rather than glamour.

One more finding: When asked which
fixtures they would want in the master bath if
the secondary bathroom had a tub/shower,
48% chose another tub/shower, 31% selected a
large stall shower, and only 21% opted for a
separate shower and tub costing $900.

Kitchen upgrades

Laminated Ceramic Single
Annual plastic A tile Single Double oven plus  Conventional l Greenhouse
household countertops | countertops oven Vvs. oven vs. microwave window vs. window
income ($0) l ($300) ($0) ($300) ($650) ($0) | ($250)
$12,500-$15,000 91% 9% 30% 60% 10% 88% 13%
$15,001-$20,000 86 14 9 59 31 37 63
$20,001-$25,000 80 20 27 33 41 38 62
$25,001-$30,000 79 21 16 45 38 40 60
$30,001-$35,000 76 24 16 39 45 33 67
$35,001-$40,000 64 36 8 46 46 11 89
$40,001-$50,000 54 46 18 47 35 8 92
$50,001-$65,000 58 42 17 25 58 27 73
Total 75% 25% 18% 43% 39% 35% 65%
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CHICAGO CONTINUED

Bath upgrades

Fiber Single- | Double- Conven- I Fiber | Ceramic

glass Cast- basin basin Light | Luminous tionally | Oversized glass tile
Annual house- tub | irontub vanity | vanity fixtures Y ceiling sized tub’>"  tub showerv “shower
hold income ($0) ($400) ($0) ($200) ($0) ($300) ($0) , ($600) ($0) ($150)
$12,500- $15,000 36% 64% 50% 50% 67% 33% 60% 40% 10% 90%
$15,001-$20,000 53 47 40 60 64 36 62 38 29 71
$20,001-$25,000 49 51 40 60 71 29 62 38 24 76
$25,001-$30,000 33 67 37 63 55 45 59 41 25 75
$30,001-$35,000 40 60 28 72 43 57 44 56 21 79
$35,001-$40,000 32 68 29 iz 48 52 48 52 9 91
$40,001-$50,000 32 68 6 94 67 33 38 62 13 87
$50,001-$65,000 42 58 23 T 40 60 45 55 45 55
Total 40% 60% 33% 67% 57% 43% 55% 45% 23% 77%

OTHER

FEATURES

Fireplaces and
bay windows
are among the
most wanted

Which of these features
do you want, given the costs shown?
In which location?

Family Living Master Don’t
room room bedroom want

Fireplace
($1,800
each)

Wet bar
($450 each)
Sunken
conversation
pit

($750 each)

88% 17% 13 % 7%

57 1 0.4 42

19 29 0.9 53

Note that many shoppers wanted more than
one fireplace.

Other popular features: bay windows (38%
wanted them), skylights (33%), French doors
(32%), central vacuum cleaner (29%), inter-
com system (26%). Whirlpool baths ranked
lowest, with only 8%.

When it came to which features the builder
should include, carpeting at $1,500 and a patio
slab at $350 were the only ones with a sizable
showing. The shoppers preferred to provide
their own rear-yard fencing instead of paying
the builder $500, and they weren’t sure wheth-
er to provide their own deck or screened porch
or do without them.

ENERGY
SAVERS

Lots of interest
in the
tried and true

Which of these energy-saving items do you want, assuming the price of your home
would increase by the amount shown?

Want Don’t want
Upgraded insulation ($1,500) 95% 5%
Double-glazed windows ($2,000) 86 14
Solar water heating ($2,000) 25 75
Solar water heating and house heating ($13,000) 21 79
Air circulation fireplace ($300) 62 38
Heat pump ($500) 44 56
Entrance vestibule ($800) 72 28

More findings: Sixty-eight percent would go

for a flat standard ceiling rather than a
high/sloped to save on heating.

®Seventy-one percent would install double-

glazed windows at $2,000 rather than cut
window area by 10%. At income levels over
$40,000 a year, more than 90% prefer to pay
for double-glazed rather than lose windows.

THE
COMMUNITY

Suburban
and
traditional

As an alternative to surburban living,
have you thought about buying a home
close to the city center?

Type of household Yes No
Self only 18% 82%
Couple with children 15 83
Couple only 12 88
Single with children 11 89
Total 14% 86%

66 housing 10/78

The few shoppers who would consider moving
closer to the city would prefer newly built units
only (43%), a rehabbed unit (14%) or either
(43%).

It should be noted, however, that the shop-
pers were surveyed at suburban developments,
and that’s what they were looking for.

Item: Fully 89% want large, back-to-back
rear yards rather than smaller yards separated
by common greenbelts.




Young marrieds
interested in
investment

The majority—S51%—are between 25 and 35.

They’re not rich; the median income is
$23,526.

And they view a new home as an investment
to dwell in.

“Investment’” was their most frequent
response to the question, “What are your
reasons for buying a house?” Other common
motivations: a need for more space and the
desire to live in a better area.

The Phoenix detached-house shoppers expect
to invest relatively soon: 21% plan to buy now
and another 42% want to buy this year.
Seventy-two percent think a new house is a
better value than a resale.

About two-thirds are already owners. The
median reported value of their property:
$40,562. Eighty-five percent of that group own

houses rather than condos or apartments.
Seventy percent currently have monthly pay-
ments below $300.

Of those that rent, an unusually large
percentage —32%—rent houses. Fifty-two per-
cent are apartment dwellers; 11% rent town-
houses and 4% rent mobile homes.

There’s little agreement on the price Phoenix
shoppers expect to pay for a new house,
although 76% plan to spend less than $65,000.
(Median expected price: $52,306.) More than
half want their monthly payments to be less
than $400.

The kind of house these shoppers are looking
for is determined in part by household make-
up—53% are families with one or two children.
Twenty-eight percent are couples and 5% are
singles. (For details, see table below.)

Type of household

Note: Because percentages have been rounded off. totals on tables may not add up to 100%

EXTERIORS

There’s no
favorite —
but don’t bet
on Cape Cod

Which architectural style do you most prefer?
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PHOENIX CONTINUED

More about
exteriors

ﬁ;w“ «;

Item: 70% of the Phoenix shoppers say exter-
ior styling is “somewhat” important—i.e., “If I
like the floor plan, I'd choose the best exterior
available, even if not my favorite.” A mere 6%
said it was not important; 14% thought it very
important and 10% most important.

Item: 51% of shoppers prefer a single-story
without basement. Alternatives: single-story
with basement (14%); split-level (28%); two-
story (3%); or two-story with basement (4%).

Item: A third of the Phoenix shoppers would
pay $1,500 for a cedar-shake shingle roof and

Which architectural style do you least prefer?

29% would pay $3,000 for Spanish tile.

Item: 45% of the Phoenix shoppers want a
pie-shaped lot, 31% want it square and 23%
prefer it rectangular. (Lot size: 8,000 sq. ft.)

Item: Most shoppers want a large lot. Only
12% would accept the standard 8,000 sq. ft. if
given a choice. Forty-eight percent would pay
$2,000 more to get 10,000 sq. ft.; 7% would pay
$6,000 for 14,000 sq. ft. and a surprising 30%
would spend $13,000 more to own 35,000 sq. ft.
Only 4% would accept a lot smaller than 8,000
sq. ft. even if that meant saving $1,500.

EATING
AREAS

If there were only one eating area, which
of these would you prefer?

When asked which informal eating arrange-
ment they’d prefer, 45% of the shoppers chose

There’s no table space in the kitchen rather than a break-
consensus ﬁge th Id fast bar (30%) or nook (26%). On the other
hg::e o Plani Plan2 Plan3 hand, in-kitchen eating wasn’t favored when .
. . ” shoppers decided which of the arrangements at
Lndex £9 0% 43 L left they’d prefer in a house with a single eating
25-35 37 30 32 area (see sketches, p.57). (Note that shoppers in
36-45 28 40 32 all age groups split their votes fairly evenly
46-55 21 53 26 among the three single-eating-area plans.)
56-65 42 35 23
Total 33% 36% 31%
AND BATH Kitchen Upgrades If your secondary bathroom had a
Double tub/shower, which of these would
FEATURES Double Double oven— you prefer in your master bath?
: oven— oven— self-clean
A §1ngle oy Annual Single continuous- self- plus Age of Large
satisfies few household oven  clean clean microwave household  Tub/  shower-  Tub
income ($0)  ($300)  ($475)  ($600) head shower  stall only
$8,501- Under 25 54% 46% 0%
$12,000 18% 28% 13% 41% 25.35 54 43
$12,501
$15000 24 12 18 47 36-45 51 44
$15,001- 46-55 45 55
$20,000 20 14 19 47 56-65 50 a0
$20,001- o o o
$25,000 12 17 17 53 Total 52% 45% 3%
s:g#g;o w - . & Item: When shoppers’ oven preferences are
$30 001 broken down by age group, there is some
34},,000 8 15 21 56 interest in a single oven among those under
$40,001- 25—32% of them want one.
$50,000 8 25 4 63
$50,001-
$75,000 12 16 8 64
Over
$75,000 6 13 13 69
Total 14% 16% 17% 54%
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BEDROOMS

Keep
the master
separate

If you were buying a four-bedroom,
single-story home, which bedroom
arrangement would you prefer?

Age of Separate
household Separate guest
head Grouped Master room
Under 25 19% 62% 19%
25-35 13 71 16
36-45 18 69 13
46-55 13 72 15
56-65 10 55 35
Total 14% 69% 17%

Item: 43% of the Phoenix shoppers want
three bedrooms and 47% want four. Five
percent say they want five or more and a
few —mostly older shoppers in the 50s and
60s—want only two.

Item: 29% of the Phoenix shoppers expect to
use all bedrooms for family sleeping. Fifty-five
percent want one extra bedroom. Thirteen
percent—generally the very young or the very
old—expect to have two bedrooms for uses
other than sleeping, and 3% want three
extras.

OTHER
FEATURES
Give ’em

a big garage

Garage preference

il
household
$8,501-$12,000
$12,501-§15,000
$15,001-§20,000
£ $20,001-$25,000
$25,001-$30,000
$30,001-$40,000
$40,001-$50,000
$50,001-$75,000
r $75,000

; |
Item: 24% of shoppers 46-55 want a three-
car garage; their kids probably drive.

Related findings: 47% of the shoppers
surveyed prefer a laundry room between

garage and living area. Some 37% want the
laundry room in the garage, if that would give
more living space inside. A laundry near
bedrooms was the choice of only 16%.

ENERGY
SAVERS

Buyers will
pay to save

' Annual household
income

$8,501-$12,500
$12,501-$15,000
$15,001-$20,000
$20,001-$25,000
$25,001-$30,000
$30,001-540,000
$40,001-$50,000
$50,001-$75,000
Over $75,000
Total

Other findings:

©66% of the Phoenix shoppers prefer mason-
ry block construction; 19% want frame and
stucco; 15% pick frame with masonry veneer.
When asked why, 53% checked “‘insulation
qualities,” 38% checked appearance.

®77% are willing to pay $1,700 more for a
house with a solar water-heating system—if

If the standard insulation in the home you choose is R-19 in the ceilings and R-11 in the
walls, would you pay for extra insulation?

R-30 ceilings/R-19 walls
($1,000) ;
429
34
S

73
ThaE
50

e
- 56%

they’ll shave $300 from their electric bill each
year. Shoppers were also asked if they wanted
the builder to include solar water heating at the
same cost, with no specific savings mentioned.
Only 48% said yes. Another 23% said they'd
add it themselves later.

®59% prefer a standard, flat ceiling to a
cathedral ceiling and higher heating bills.
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About three quarters of the San Francisco
shoppers are already homeowners. Why buy
anew? For more than half, it’s the need for a

THE
SHOPPERS

Homeowners lstaer home
who want to The desire for an investment to live in moti-
BIOVE M vates them too—32% picked that as a reason

for considering a new house. And a quarter
want to live in a better area.

They’re in no rush to buy, however. Forty-
nine percent say they are just looking; only
13% plan to buy now. Thirty-seven percent
plan to buy this year.

Nearly half —48%—are looking only at new
homes. The rest will consider a new house or a
resale. Either way, these shoppers expect to pay

a median of $80,546. That’s only about $5,000
more than their present homes are worth.
(Median reported value of current home:
$75,001.) And they’re willing to travel farther
to work—60% presently commute for 30
minutes or less but only 45% expect such a
short commute after moving.

Incomes are relatively high; 62% have house-
hold incomes of more than $25,000. (Median:
$27,677.) In 59% of the cases, that income is
from more than one source. That’s not surpris-
ing, since 59% of the shoppers have children to
support. About a third are couples and a mere
3% are singles. (For more details, see table
below.) Average household size: 3.2 persons.

Type of household

Age of ' Couple with ~ Unrelated  Couple Single with
household head children only n

25 and under 24% 64%

26-35 56 37

36-45 75 9

46-55 57 25 :

56-65 43 43 )

Total 57% 32%

Note: Because percentages have been rounded off, totals on tables may not add up to 100%.

EXTERIORS

Tudor takes

first place Aghiot

household head Ca
25and under
26-35
36-45
46-55
56-65
Total

Which architectural style do you most prefer?

25%
10
10

11
11%

Related findings:

©45% of the shoppers surveyed would pay
$2,500 extra to have brick or stone on the front
of their homes. Fourteen percent want wood
shingle for $1,250; 24% picked wood siding at
an additional cost of $750 and 17% are satis-
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fied with a standard stucco exterior.

©44% are willing to spend $3,000 extra for
heavy shake roofing and another 35% would
spend $3,000 for tile. Only 5% want a standard
composition roof and 16% like shingle
($1,500).




EATING
AREAS
Living/dining
combos

get the votes

If there were only one eating area, which
of these would you prefer?

s QKFK
Wl -

Age of 2 £
householdhead Plan1 Plan2 Plan3
25 and under 50% 30% 20%
26-35 a7 33 30
36-45 35 32 32
46-55 45 28 28
56-65 41 24 35
Total 39% 31% 29%

Item: Asked their preferences for informal
eating, 41% of the San Francisco-area shoppers
opted for table space in the kitchen. A nook
was the choice of 38% and 21% picked a
breakfast bar. There were some age-group
differences, however. For example, nearly two-
thirds of the shoppers over 55 insist on table
space in the kitchen—a much stronger prefer-
ence than the average. And 32% of the shop-
pers under 26 like the idea of a breakfast bar.

BEDROOMS

More want four

How many bedrooms do you want?

Age of
household
head .
25 and‘qnder ]
26-35 L

Item: 53% of the shoppers said only one of
those bedrooms wouldn’t be used for a family
member to sleep in. Twenty-three percent think
they need two extra bedrooms, 7% want three

If you were buying a four-
bedroom, single-story home,
which bedroom arrangement
would you prefer?

and 2% want four extras. For what? A den/li-
brary (59%), a guest bedroom (51%) and/or
hobby and sewing (49%). On the other hand,
15% want every bedroom for family sleeping.

KITCHEN
AND BATH

FEATURES

Money’s
no object

Kitchen upgrades

Single
i l oven plus
 Annual Single Double s micro-
household oven | " oven I " wave
income ($0) 5. ($200) | ($600)
0%  30% 40%
18 5B 24
15 G 38
6 & 5
4 53 43
3 a4 s
14 38 : 48
7 53 40
10% 47% 43%
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SAN FRANCISCO CONTINUED

Item: For the master bath, 37% of the shop-
pers prefer a tub/shower combination and 28%
a large stall shower. A separate shower and tub

(a $900 option) were picked by 35%, mostly
upper-income shoppers. (The choices assume a
tub/shower in the secondary bath.)

Bath upgrades

Annual
household
income

$50,001-
$65,000

~ Single- | Double-

basin basin
vanity | vanity
(80) ($150)
64% - 36%
67 43 -
25 75
26 74
17 83
16 84
2{8 L B0
14 86

| 27% 7%

Conven-
tionally | Over-
tub I tub
(s0) | ($500)
50% 50%
44 56
o s
% e
2 e
30 71
By AT
36 64
34% 66%

OTHER
FEATURES

No confidence in
conversation pits

Fireplace ($1,000)
Wet bar ($400)

Sunken conversation pit ($400)

Item: 70% of the shoppers want a family
room even if a full-time den is provided.

Related findings:

Eighty-three percent of the shoppers want
the builder to include rear-yard fencing (listed
as a $500 option) rather than having to install

Which of these features do you want, given the costs shown? In which location?

Living
- room

it themselves later. Seventy-one percent want
the builder to carpet the house ($500), 65%
want the patio slab provided ($300) and 58%
would like the builder to include front-yard
sprinklers ($300). On the other hand, 74%
want to buy their own draperies ($1,000).

Which of these design elements would you most prefer if each added to the house price?
(Check no more than three.)
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SAVERS

Shoppers are
only lukewarm

Which of these energy-saving items do
you want, assuming the price
of your home would increase by
the amount shown?
Don't
Want want
Upgraded
insulation ($500) 95% 5%
Double-glazed
windows ($750) 68 32
Solar water
heating ($1,800) 41 59
Solar water heating and
house heating ($7,000) 42 58

Item: 57% prefer high/sloped ceilings, even
though their heating bills may be higher.
Resistance to flat ceilings lessens with age,
however; the majority of buyers over 46 would
give up high ceilings to get lower energy bills.

Item: Shoppers were asked to choose
between paying $750 for double-glazed win-
dows or reducing window area from 20% to
16% of floor area. The response: 32% are
willing to sacrifice windows; 68% would pay
extra for double-glazed. The youngest shoppers
are most willing to give up windows; 42%
would do so.

THE
COMMUNITY

Privacy
is prime

Case in point: 74% would rather have their
houses clustered in groups of 4 to 12 around a
central court than built in rows along a stan-
dard street.

Case in point: 61% prefer a private, walled-in
entry court, plus yard, to a conventional front
yard and entry.

Case in point: 83% want large, back-to-back,
private rear yards. The alternative: smaller
yards with common greenbelts between. The
only group that feels the appeal of a minimal
yard: the over-55s. Forty-eight percent of them
would rather not have a large yard.

Individuality scores high, too; 80% like a

A word about attached-house shoppers

streetscape with a variety of exterior styles.

And here’s what shoppers said when asked
their preferences on guest parking:

©40% want driveway room for extra cars.

©27% like on-street parking.

©32% prefer parking bays incorporated into
the street design.

Other findings: 41% would like to live in a
family-oriented project and 40% want no
restrictions. Only 14% would prefer an adult-
only project (no one under 18) and even
fewer —5%—want to live in a retired/pre-
retired development restricted to persons over
45.

They’re older than the detached-
house group—42% are over 45. And
the households are smaller. Only
29% consist of families with children.
Couples make up the largest propor-
tion—44%. Ten percent of the shop-
pers are single, 10% are unrelated
people buying together and 6% are
singles with children.

Although their incomes are on a
par with the detached-house shop-
pers, this group expects to spend
more. One reason: Those that own
(about 75%) report a much higher
value for their current property—a
median worth of $87,333 vs. $75,001
for the detached-house shoppers. For
a new attached unit, they don’t
expect to pay much more. (Median:
$90,000.)

It’s no surprise, then, that they're
just as interested in upgrades as the
detached buyers are. In fact, their
preferences for kitchen, bath, exter-
ior materials, etc. are just about the
same. Several differences are appar-
ent, however:

1. Fewer bedrooms are desired —

54% want three and 49% plan on
using one of these bedrooms for
something other than family sleep-
ing.

2. Dens take precedence over fami-
ly rooms. Seventy-one percent of the
shoppers plan on using an extra
bedroom as a den/library. If a full-
time den is included in the unit, only
44% want a family room.

3. Driveway parking’s not as
important. In fact, 48% of these
buyers prefer parking bays.

4. Large yards are of less impor-
tance. Although the majority —
60% — prefer large, private rear
yards, that’s a much smaller propor-
tion than among the detached-house
shoppers. And when asked to pick
out design features they liked, more
than a third of the attached-house
shoppers asked for planter areas—
probably to compensate for reduced
yard space.

And here’s what the attached-
home shoppers have to say about
recreation facilities and fees—a sub-
ject the detached-house question-

naire didn’t cover.

Seventy-three percent would con-
sider moving to a development
requiring association dues, even
though only 25% of them currently
live in one. And most are willing to
pay more than the minimum. Forty
percent prefer a $30-to-$40-a-month
fee (for pool, whirlpool bath and
greenbelts) and 37% will pay $50 and
up for more abundant facilities. A
mere 23% balk at paying more than
$15 a month.

Swimming pools are the favorite
amenity by a wide margin. Seventy-
three percent want one. Tennis
courts are desired by 40% and whirl-
pool baths by 33%. It’s worth noting
that these three facilities are all more
important to shoppers than a club-
house/recreation room (29%). The
other choices: sauna (24%), hand-
ball/racquetball courts (17%),
“none” (8%) and volleyball courts
(5%).

Seventy percent prefer modest
neighborhood facilities to a large
central complex.
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THE

Prosperous
homeowners
with

small families

The San Diego detached-home shoppers have
comfortable incomes—the median is
$28,500—and 79% own homes. The median
value is $79,000, with monthly payments of
$349.

These shoppers were willing to pay a median
of $95,300 for a new home—a big 3.3 times
income—and push monthly payments to $525.
This is somewhat misleading, however, for
most were just looking. Only 13% planned to
buy right away. Their reasons: 44% wanted a

larger home, 41% an investment to dwell in and
34% a better neighborhood. And 6% admitted
to being speculators.

Most of the shoppers surveyed are fairly
young— 58% fall between 26 and 45—and have
small households. Sixty-three percent of these
households consist of three persons or less, and
41% of one or two. Only a third are the
traditional four or five-person families. And
another third consists of couples only (see
breakdown of household types below).

Type of Household
Age of - Couple with
household head children
25 and under "'7:-_; 4% ' 19%
26-35 e 54
36-45 s 12 b 77
46-55 l 62
56-65 ) 21
—
66-70 e GRS 33
Over 71 B~ o 0
Total e 54%

Couple
only

38%
35
1
2
71
67
100
33%

Note: Because percentages have been rounded off, totals on tables may not add up to 100%.

EXTERIORS

It’s Tudor
by a
long shot
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Age of
household head

Other findings:

®Nearly half of the shoppers would pay
$2,500 extra for brick or stone exteriors. The
rest divided their loyalties among stucco at no
extra cost (19%), wood siding at $750 (17%) or

wood shingle at $1,250 (15%).

©78% would pay an additional $3,000 for a
heavy shake or a tile roof, with the shakes
appealing to the younger and the tile to older
shoppers.



EATING
AREAS
Open plans

command top
preference

Which eating area do you prefer?

Age of
householdhead Plan 1 Plan2 Plan3

25 and under 42% 42% 16%

26-35 38 34 28
36-45 31 44 26
46-55 40 30 30
56-65 21 39 39
Total 35% 36% 29%

Note: Plan 1 features a separate family room
and a dining L off the living room; Plan 2 a
great room with a dining L; and Plan 3 a
country kitchen (for sketches, see page 57).

Item: For an informal eating area, 37% of
the shoppers preferred a nook, 37% wanted
table space in the kitchen and 26% a breakfast
bar.

BEDROOMS
Three

or four are
the rule

How many bedrooms do you want?

Age of

household

head One Two Three Four Five +
Under 25 5% 19% 33% 38% 5%
25-35 3 8 37 45 8
36-45 0 6 26 60 8
46-55 6 8 49 31 6
56-65 0 1 71 14 4
Total 3% 9% 40% 42% 7%

Item: 48% of the shoppers wanted one extra
bedroom, 25% wanted two, 6% wanted three,
1% wanted four and only 19% wanted none.
These extra bedrooms would be used as a
den/library (59%), a guest bedroom (56%) or a
hobby/sewing room (37%).

A surprise finding: 63% of the singles wanted
three or four bedrooms, and 6% even wanted
five or more.

Item: Extra bedrooms or not, the majority of
the shoppers still want a family room even if
the unit includes a full-time den.

KITCHEN
AND BATH

FEATURES

Shoppers
will pay
for the best

Kitchen upgrades

Laminated| Ceramic

plastic tile
counter- | ‘counter-

tops tops
($0) ($300)
25% 75%
40 60
33 67
35 65
22 78
18 82
41 59
32 68
62 38
31% 69%

Conven- | Green-
tional house
window | window

($0) ($275)
35% 65%
64 36
40 60
30 70
35 65
4 59
42 58
25 7S
58 42
38% 62%

Bath upgrades

Annual
household
income

Under $12,500
$12,500-$15,000
$15,001-$20,000
$20,001-$25,000
$25,001-$30,000
$30,001-$35,000
$35,001-$40,000
$40,001-$50,000
$50,001-$65,000

Single- | Double-

basin basin
vanity | vanity
($0) ($150)
43% 57%
27 73
28 72
45 55
13 87
34 66
9 91
25 75
31 69
27% 73%

Conven-
tionally | Over-
sized sized
tub " tub

(80) | ($500)
57% 43%

55 45
59 41
47 53
43 57
57 43
31 69
50 50
31 69
48% 52%
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SAN DIEGO CONTINUED

OTHER

FEATURES

The fireplace
is the
most popular
option

Which of these features
do you want, given the costs shown?
In which location?

Family Living Master Don't

room room bedroom want
Fireplace
(s1,000 each) 77% 47% 27% 3%
Wet bar
($400 each) 55 10 4 36
Sunken
conversation
pit ($400 each) 15 16 3 71

Which furnishings and installations should the
builder include and which would shoppers buy
themselves? The vast majority would fend for
themselves on draperies ($1,000). They divided
fairly evenly on carpeting ($500) and front-

yard landscaping ($300). But they wanted the

builder to provide items that required earth-
moving or construction: rear-yard fencing
($500), patio slab ($300) and front-yard

sprinklers ($300).

ENERGY
SAVERS

Thumbs down
on all
but insulation

would increase by the amount shown?

Which of these energy-saving items do you want, assuming the price of your home

Want Don't want
Upgraded insulation ($500) 83% 17%
Double-glazed windows ($750) 34 66
Solar water heating ($1,800) 36 64
Solar water heating and house heating ($7,000) 24 76

Other findings:
Despite a reluctance to pay for double-

glazed windows, all but the lowest-income
shoppers would do so rather than sacrifice
window area.

Nor were they willing to give up cathedral

ceilings. Again, only in the lowest-income
group and—surprisingly—among the most
affluent would many shoppers accept flat ceil-
ings to save on energy.

THE
COMMUNITY

Clustered homes
with large
rear yards

The findings: 66% of the shoppers preferred
clusters of four to 12 homes around a central
court rather than rows of homes on streets.

®81% wanted large, back-to-back, private
rear yards that they would tend themselves
rather than smaller yards with greenbelts
maintained by an owner’s association.

®65% opted for a private, walled-in entry
court plus yard rather than conventional front

yard and entry.

®And 83% wanted their community to have

a wide variety of styles next to each other,
using many different exterior materials, rather
than a street scene with a consistent style.

®For guest parking, 35% wanted deeper

setbacks allowing driveway parking; 26%
wanted wider streets permitting on-street park-
ing; 38% wanted parking bays.

A word about attached-home shoppers

They're more serious than the
detached-home shoppers: 22% plan
to buy now and 30% this year.
They’re looking for an investment to
dwell in (45%); they’re tired of rent-
ing (34%); and 14% are specula-
tors—far more than in the other
areas surveyed.

About 52% are homeowners, and
of these more than a third already
own attached homes. Median value:
$69,500, with monthly payments of
only $233. They want the new home
to cost less—around $63,800—but
they expect the monthly payments to
be much higher—$409.

The attached shoppers include
more people under 25, and their
median income is only $21,590.
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Fewer than half have children, but
11% are single parents. And 20%
have households headed by women,
as against only 8% among the
detached shoppers.

Because the attached-home shop-
per is more price sensitive, he will
accept a two-bedroom (25%) or
three-bedroom (51%) home. He'll
also make do with only one (58%) or
perhaps no (20%) extra rooms to use
as a den or guest room. Only 32%
feel they must have a family room.

He’ll also accept some exterior
economies: 36% of those polled
would go for stucco at no extra cost
and only 29% would pay for brick or
stone (as against 49% for detached
shoppers). No economizing on roof-

“ing, however: 24% would pay $1,500

for standard shingles, 21% would pay
$3,000 for shakes, and 26% would
pay a like amount for tile.

The attached shopper will pay for
many kitchen but few bath upgrades.
And even at $1,000 extra, 89% would
refuse to do without a fireplace.
Unlike the detached shoppers, how-
ever, the attached shopper will sacri-
fice cathedral ceilings (57%) and
glass walls (53%) to save energy.

Another place the detached shop-
pers won’t economize: the amenity
package. Nearly half would pay $30
to $40 a month for a pool, whirlpool
bath and greenbelts. Another 32%
would pay $50 or more for these plus
tennis, clubhouse and sauna.




Fanciful remodeling. This mod-
est house was turned into a
showcase (right) for antique
stained-glass windows, leaded-
glass doors and other Victorian
memorabilia collected for years
by the owner.

A third floor and a loft (not
shown in the plans) were added
so the owner could display more
of his collection—particularly
hand-carved bedroom paneling
that was too massive to fit into
any of the old rooms.

Including a new first-floor
apartment, the remodeled
house has 3,531 sq. ft. of living
area, Remodeling cost (exclud-
ing the price of the old house)
was $250,000.
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Architect: Leon Chandler
Associates AIA

Builder/Owner: Charles
Collum

Location: Dallas, Tex.
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REMODELING
WINNERS

THREE

These award winners—the last group to be
featured from the 1978 Homes for Better
Living* program—reflect the complexities
of remodeling work.

The house on this page, for example,
had to satisfy the owner’s long-cherished
desire for a fanciful Victorian home;
remodeling the house on page 78 called for
undoing the work of several previous
revampings; and the job on page 80
required siting skill as well as redesign
know-how. —J.R.V.

*The HFBL program is sponsored by the American Institute
of Architects in cooperation with HOUSING. A full list of this
year’s winners appeared in May
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Flowing space for the family
room, kitchen and dining room
(left) was created by enlarging
the old den/kitchen area. Broad
expanses of glass in the family
room and master-bedroom wing
(right) allow the owners to
observe migrating birds that
visit nearby marshlands.




FIRST HONOR AWARD

Architect: Stephen Tucker AlA
Builder: Lester Fulton & Son
Landscape architect: Alan Haskell
Owner: Mr. & Mrs. Rudolf Talbot
Location: Cohasset, Mass.

Remodeled remodeling. This job
is the latest in a series of redos,
in which a tiny summer guest
cottage (not shown) grew at

random (under the aegis of
several owners) into a year-
round residence.

The present owners—a cou-
ple whose grandchildren visit
often—bought the house in the
stage shown in photo and plan
above. The floor plan was
awkward; and there was no
sense of a real entrance because
the original cottage entry was
at the rear of the house.

In the new 3,200-sq.-ft. plan
(below), the existing space and
several new rooms are arranged
into two zones. One is a “sub-
house” with sleeping quarters
for guests; the other is the main
living area. These zones are

l split by a new, strongly defined

‘ front entry (photo, facing page).

| Total remodeling cost:
$150,000.

LOWER LEVEL
AFTER




Hp FIRST HONOR AWARD

Architect: Short and Ford
Builder: Howard Jelleme
Landscape architect: Zion and Breen

Owners: Joyce and Seward Johnson Jr.
Location: Coastal Massachussets

Structural engineer: Weidemann, Brown Inc.

LYOHS WVITIIMA

Relocated remodeling. A beach-
front view was wasted because
the original location of this
house (see site plan) was too
far from the water. So the
house was not only redesigned
but also moved.

At its new site, the shell of
the house was set on a steel and
concrete platform (photo bottom
right). Service areas and a large
family room were built into the
space beneath the platform.

The old interiors were dark
and confining. So the middle
section of the second floor was
removed to create the two-story
living/dining room shown on
the facing page. Remodeling
costs for the 7,680-sq.-ft. house
are not available.
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Restored exterior required re-
built detailing, such as porch
posts and rails, and some new
chimneys, windows and shin-
gles.

Spacious living/dining room has
narrow beaded fir boarding on
the walls and comb-grained fir
flooring.

-
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WILLIAM SHORT
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Too small for
big-ticket merchandising?
Heres...

A salesc built for two

And even though the two builders compete for 5
the same market, their co-op merchandising
pays off.

“We're fierce competitors,” says Jordie
Primack, vice president of PWP Homes Inc.

“But we’re doing better together than we
could have separately,” says Howard Witkin,
president of County Line Development Corp.

The companies are building at Smoky Hill, a
fast-growing residential area southeast of
Denver. Both offer single-family houses at
$85,000 to $125,000. Both are after move-up
executives buying their second or third home.
Both are selling out of the co-op pavilion (right)
called Smoky Hill Station because it was
designed to recall a railroad depot.

And both are selling well: Since models
opened in June, PWP has averaged 10 sales a
month (that’s a predetermined cutoff point so
sales don’t get too far ahead of production),
and County Line is averaging 14 sales each
month (crews were brought in from other jobs
to meet the demand).

More significantly from a marketing stand-
point, the companies presold 35 houses because
they were able to promote Smoky Hill Station
several months before models were ready.

“Those 35 sales were 100% due to the pavil-
ion,” says Witkin. “It’s been worth every dime
we spent on it.”

At $148,000, Smoky Hill Station didn’t
come in cheaply. The companies split the cost
50-50, and each amortized its share over its
first 35 sales. “Doing it right cost more than
either of us could afford alone,” Witkin says.

Witkin and Primack got the idea for a co-op
sales pavilion even before they owned their site
at Smoky Hill. The idea was triggered at the
1977 NAHB convention when they learned

about a joint information center at Wood-
TO PAGE 84

Co-op sales pavilion was built by both companies.
PWP took the building through the framing/siding
stages; County Line did the drywall and finishing.
The pavilion, designed for reuse, consists of three
sections. Each, built on a steel frame in the manner
of a mobile home, can be trucked to a new site.
Estimated moving time: two days for disassembly;
three days to put the building back together.
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L County Line principals include

(from left) Michael Welch,

v-p operations; William Graefe,
executive v-p; John Dowling,
secretary-treasurer; William
Ahlborg, v-p finance; Howard
Witkin, president.
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PWP Homes principals include
(from left) Jordie Primack,

vice president of finance md mar-
keting; ) - S

and Jo mack, vice pruldenl of
production.
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SALES CENTER CONTINUED

Rear view: Here’s how Smoky Hill Station
looked before model area was completed.

bridge, the multi-builder community on the
Irvine Ranch in California [HOUSE & HOME,
Oct. '76].

Several meetings and scouting trips to Cali-
fornia helped Primack and Witkin develop
their program for the pavilion. Here are some
of the reasons it works.

The pavilion’s layout gives both builders an R——[.2 L= ek . & |} %'w ’;’;‘
equal shot at every prospect. Sales facilities for . i -~ o 5 1L ek ?’( "

each company are buffered by a neutral zone,
and prospects must enter via the neutral terri-
tory (top photos, right).

The idea here is to sell community, not the
builders’ houses. So the major display, a topo-
graphical scale model, merely shows how each
company’s houses are being grouped into sub-
neighborhoods. All other displays in the neutral
area—photos and railroad memorabilia like
potbelly stoves and baggage trunks—relate to
the railroad-station theme.

Prospects do get a glimpse of both builders’
models from the neutral zone. But they don’t
get details about the houses until they enter the
individual sales facilities.

Color coding permits prospects to identify
each builder’s area instantly. The pavilion’s

)

The inside story: a neutral

overall color scheme is rust and green, but Historic photo mural dominates the decor in County
green is emphasized in the County Line sales Line's closing area. Note that green predominates in the
facility and rust in PWP’s (lower photos, right). decor, and that the furniture has a comfortable

Model-area signs are in similar colors, so “olden days™ look.
prospects can easily recognize whether they’re
in a PWP or County Line model. And they can
follow the colors back to the sales area of the
builder whose houses interest them most.

The model area layout also helps prospects
distinguish between the two companies’ houses:
Each builder’s four models are oriented to the
door of each company’s sales facility.

Another instant recognition factor: the
architecture of each company’s models (see p.
86). Even though both are marketing to move-
up executives, they design their houses for
slightly different buyer profiles.

“Our buyers are apt to own a late-model
Buick, whereas County Line buyers are more
the fast foreign-car types,” Primack says.

Nobody violates the no-knock rule. The rule
applies especially to presentations by the sales
staffs, which obviously want to play up their

TO PAGE 86
84 housing 10/78
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Skylighted neutral territory (photos above), decorated

one and diVided sales areas i rirad memorabilia, i

reminiscent of a turn-of-the-century depot.
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SALES CENTER CONTINUED

own company’s products. Both staffs have been
warned never to talk down the competition’s
models. “They know they’ll be terminated if
they do,” Witkin says.

Hostesses who oversee activities in the
neutral zone also have been trained to steer a
mid-course in their descriptions of each build-
er’s operations.

The hostesses, jointly paid by both compa-
nies, are off-duty airline stewardesses hired for
their skill in dealing with the public. They hand
out brochures, explain the scale model and
answer questions on such facilities as schools
and water systems.

The railroad-station theme preserves the
neutrality. Unlike most theme pavilions, Smoky
Hill Station’s theme doesn’t relate to the design
of either builder’s houses.

Instead, it’s based on nostalgia—especially
the rich history of Smoky Hill Trail, which was
used by pioneers and trappers and served the
main stage and rail lines into Denver.

“Railroad history provides a sense of securi-
ty,” Witkin says.

The railroad-station theme has caught on so
well that the entire area is beginning to be
known as Smoky Hill Station rather than
Smoky Hill.

Primack and Witkin will continue to capital-
ize on that appeal. When their present group of
houses is built out, they’ll build another group
on a contiguous site. They’ll move Smoky Hill
Station to that site and construct new models.

For other builders who might want to take a
shot at a similar co-op program, Primack and
Witkin have this advice: Don’t try to do it
alone. Start working with a team of marketing
pros right from the beginning (their team is
listed below) and get input from all of them.

“The biggest mistake you could make would
be to rely on the advice of just one expert,”
Witkin says. JUNE R. VOLLMAN

with JOSLYN GREEN in Denver

Who’s Who: Here’s the team of pros that helped
Primack and Witkin plan Smoky Hill Station and
the rest of their marketing program.

Initial marketing survey: Bill Viejo, Rocky
Mountain Research Institute, Denver.

Marketing concept: Kent Colburn, KRC
Communications Inc., Denver.

Sales pavilion interior design: Roger Holloway,
Motivational Design and Marketing, Irvine, Calif.

Sales pavilion architecture: Phil M. Hove, Berkus
Group Architects, Santa Ana, Calif.

Design coordinator: Raymond P. Wompey,
Wompey & Associates, Lakewood, Colo.

County Line model interiors: Beverly Trupp, Color
Design Art, Santa Monica, Calif.

PWP model interiors: Gene Onofrio ASID, Design
Group Four, Denver.
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Could these produ

are on ‘
the market
right now

A

1. Composite sheathing Core of the three-
part sheathing (above) is made of long wood
strands, all running at right angles to the grain in
the plywood sheets. Panels are 4’ X8” in 2’ and
%"’ thicknesses. Recommended for roofs, walls or
subflooring, this is the first commercial panel
using COM-PLY principles (see p.91). Called Ply-
stran, it’s by Potlatch. Georgia-Pacific expects to
produce a similar panel.

2. Waferboard Resembling particleboard, wa-
ferboard (not shown) is formed of thin hardwood .
chips bonded under heat and pressure with -
phenolic resins. But, unlike most particleboard, it 5

is an exterior-grade construction board. Standard 4 4
size: 4’ X8” in %’ and "2’ thicknesses. Biggest b8,
use: wall and roof sheathing. Cost is competitive y ; ;
with or, in some cases, slightly less than plywood ; .L
sheathing. Waferboard is made in Canada as . 2
Waferweld by Champion (also sold in the U.S.) ‘ f
and as Aspenite by MacMillan Bloedel. Louisia- w
na-Pacific will be the first to build a U.S. wafer-
board plant (in Hayward, Wis.).
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ber prices?

Potentially, yes—because they tap little of the virgin timber now supplying
the construction market. Instead, these structural wood products are manu-
factured from lower grades or small pieces of softwood, lumber-mill scraps
and trimmings, forest residues and species of unusable hardwood often called

“junk’ by the industry (a typical example: aspen).

TO NEXT PAGE

3. Wooden I-beams As you see above, one
man easily carries a 16-foot, factory-produced
I-beam because it weighs only 29 Ibs; an equiva-
lent, solid-wood 2X 10 weighs around 56 lbs. At
right, two men handle a 24-foot, 2X 12 I-beam,
tipping the scales at less than 50 Ibs.

The new beams have a high strength-to-weight
ratio. Over a given span, manufactured beams at
24’ o.c. will support the same loads as solid wood
beams, equivalently sized, at 16”” o.c. Their
strength lets you drill their plywood webs with
holes big enough to carry piping, wiring cable or
even ductwork.

Homebuilders who use the I-beams say their
in-place cost is from 5% to 15% less than that of
solid joists and rafters.

Two companies make beams. Trus Joist, Boise,
Idaho, produces the Residential TJI (above and
left), which has a plywood web and laminated
wood flanges (called Micro-Lam®). Wood I
Systems, Tualatin, Ore., makes the Wood I (right),
with plywood web and dimensional wood flanges.
Web ends are splayed (inset) to add strength.

2%’:4‘&,‘1
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LUMBER CONTINUED

are still
undergoing field
testing

As more manufactured lumber comes to
market, it should ease a supply-and-price
squeeze that has plagued builders for years.
There could be less demand for Douglas fir,
southern yellow pine and other softwood.
And this, of course, could mean less upward
pressure on softwood prices, which rose
22.1% from June 1977 to June 1978 while
all building products were up 12.8%.

The new wood products already on the
market offer some immediate advantages.
Homebuilders have found, for example, that
factory-made I-beams cost up to 15% less in
place than solid-wood joists and rafters.

Also, two forms of wood-fiber composi-
tion sheathing with the structural capabili-
ties of plywood are now available in some
areas at less than plywood prices.

In the factory, beams and panels are
made from waste material in a process
involving the use of heat, phenolic adhesives
and pressure. The reconstituted wood roll-
ing off production lines lasts as long as
conventional lumber and plywood. It’s
usually truer than dimensional lumber, it’s
often stronger and, when production goes
into high gear, it will probably be less
expensive. All products now on the market
meet requirements of the model building
codes.

Research on many of the products shown
here began in 1973. It was inspired, at least
in part, by 1,500 homebuilders who
marched on Washington in April of that
year to protest high prices and short
supplies of lumber [HOUSE & HOME, May
*73]. Soon after, the Forest Service, Ameri-
can Plywood Association and many big
mills revved up research activities.

Much of today’s research focuses on
using up leftovers. Lumber-mill residues
alone account for more than 50% of all cut
logs. Only 40% of a saw log goes into
lumber. Little more than 45% of a veneer
log gets converted to plywood. The rest is
sawdust, bark, trimmings and shavings.

In the forests, according to the Forestry
Sciences Laboratory, Athens, Ga., about
3.2 billion cubic feet of wood from sound,
rough, rotten or dead trees lay untouched in
1970. Even more lies unused today. Left-
behind wood equals about one-third of all
hardwood and softwood harvested in the
U.S. last year. —JOHN INGERSOLL
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1. Press-Lam beams Supported
only on foundation walls, house-wide
beam (above) goes into demonstration
house. Clear span enhances use of the
basement. Close-up of the beam (right)
shows thick plies (4" to %0” "), which
are laid up in parallel laminations.
Developed by the Forest Products

Laboratory, Madison, Wis., Press-
Lam has been adapted commercially.
Several northwest companies are pro-
ducing a form of Press-Lam as truss
chords and ridge beams for mobile
homes. Forest Products predicts more
general use and competitive pricing
within four years.

2. Wood | studs Closest to market
of any on this page, 2X 6 Wood I studs
(right) await code approval and refine-
ment of production machinery —
perhaps a matter of months, according
to Technical Director John Gustafson
of Wood I Systems.

Open-web construction of studs
speeds up wiring and plumbing work.
Six-inch depth of studs makes room
for R-19 batts, which press together
through web openings, raising insula-
tion value slightly.
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3. com-PLY This is the biggest poten-
tial user of wood scrap and forest
residue. Reconstituted wood fibers,
running in one direction, form core of
plywood sandwich (decking close-up,
top). In a Marietta, Ga. demonstration
house (above), cOM-PLY decking, joists,
studs and roof sheathing are used.
Developed by Forestry Sciences Lab,
Athens, Ga., American Plywood
Assn.

4. Studless flakeboard wall
Pleated configuration of formed flake-
board matches slots cut in top and
bottom plates (below and inset). A
brainchild of the Forest Products Lab,
Madison, Wis., pleated panels are now
in the first round of research. Com-
mercial use may be a decade away.

What happened
to yesterday’s
predictions?

In October 1958, this magazine
published a similar roundup of
advances for manufactured structural
wood products. Today the industry is
batting over .500. Three products
named in 1958 are still going strong.
A fourth, in new form, is now a hot
item. Three went down the chute. The
’58 list:

®Glue-lam beams. Laminated di-
mensional lumber and laminated
boards are still selling briskly, espe-
cially for light commercial construc-
tion.

® Finger-jointed wood. A winner for
millwork, and increasingly used to
form dimensional lumber. So named
because the glued end-to-end joint
looks like a pair of locked fingers.

® Paper-overlaid plywood. Now
called medium-density overlaid ply-
wood, it has a paintable surface that
makes it big in siding. A glossy paper
version goes into much concrete
formwork.

® Plywood box beams. Transformed
into wood I-beams (see pages 88-89),
they are expanding into the residen-
tial market at a fast pace.

® Also-rans. Stressed-skin panels,
2X4s from laminated 1X4s and
paper-overlaid #3 boards fizzled in
the market.

And, of course, there are the famil-
iars. Some wood products have been
around so long, we tend to pass by
them. For the record: plywood; hard-
board; particleboard; composition board
(Homasote, Upson).
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Sign of a house Sign of a home
that will sell fast. thatwill costless.

o MY BB o

Introducing the Carrier Energy Savings Opportunity Progra

Here’s a plan to identify the houses you build as

“energy savers”—the kind today’s buyers will look at first
and settle on fast.

An Energy Savings Opportunity Home is one
featuring top-line, energy-efficient Carrier heating and air
conditioning equipment, possibly with extra insulation, and
possibly with storm windows. With whatever combination
of pre- or post-construction options you decide to make
available.

To make the sale, Carrier’'s computer shows
how much any energy-saving option package adds to the
monthly mortgage payment. Then it projects how much
these features will save on the customer’s monthly energy
bill. It shows how the options put the buyer out ahead
every month. From there, it's a simple step to a quick
closing.

|

m.

This new Carrier program includes a complete
merchandising package designed to bring energy-
conscious home buyers to you. With co-op advertising.
With posters to identify your homes as energy savers. With
hard-selling tags to point out the energy-saving features.

To put Carrier's new Energy Savings Opportunity

Number One Program to work for you, call your Carrier
Arr Conditioning @ Contractor or Carrier Distributor today.

[ o | We can’t control the weather,

but we can help you control its cost.

92 housing 10/78 Circle 92 on reader service card
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Easiest

aintenance.

Easy-to-clean styling

Saves water - energy too.

Good looks aren’t the
only reason for your customers

Recommending
Moen products to
your customers is good business because they give your
customers unmatched benefits that translate to easy selling,
and satisfied home buyers.

Easiest maintenance. Your customers can just about for-
get faucet problems which means you can forget about
bothersome service callbacks. This unique, patented car-
tridge, standard on all Moen faucets, gives years of trouble-
free service. If replacement is ever needed, a simple
cartridge-change renews the life of the faucet.

No fiddling around. To get the desired water temperature,

all your customers have to do is pre-set the handle before
they turn the faucet on. No wasted water, no aggravation,
no “fiddle factor? What’s more, Moen gives the

widest range of temperature selection.

Easy-to-clean styling.Women MOEN

tell us they really appreciate
how easy it is to keep a Moen
bright and shining. No dirt-
catching grooves; the smooth

Circle 93 on reader service card

to“*Make it 2a Moen’

surface wipes clean
ina moment. And
both men and women like the sophisticated styling that
gives a quality look.
Saves water - energy too. Only Moen has the exclusive
Flow-Rator® standard on all faucets —a feature sure to appeal
to your energy-conscious customers. It automatically con-
trols water flow for savings of up to 43% over conventional
aerators. On Moen showerheads, the Flow-Rator cuts water
usage up to 56% and still gives a great shower.
And it also saves energy: since an estimated
60% of wasted water is heated.

And remember. Moen is spreading the
word that you’re the expert on faucets. With
attention-getting ads in Better Homes and ‘
Gardens, Sunset, Southern Living, Reader’s Dlges[
and Saturday Evening Post. For details on tying in
with Moen’s national advertising, see your Moen
man. Or write Moen, a Division of Standyne, Elyria,
Ohio 44035
There’s only one.
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Doors/windows 98
Kitchens 100
Kitchens 102
Lighting 104
Lighting 106
Lighting 108

1. Preparation: Adhesive is applied.

2. Alignment: Panel is readied for positioning.

Lightweight heating panels go

Fast, easy installation (a panel
can go up in as little as four
minutes) is just one advantage

of Energy-Kote™ radiant
heating panels.

The low-wattage (per sq.
ft.) ceiling panels eliminate
the need for furnaces, ducts,

tanks, pipes and registers.

They cost $46-$167 per panel,
weigh less than two lbs., aren’t
noticeable when installed and
require little, if any, mainte-
nance. As a plus to the home-
owner, they reach full operat-
ing temperature in two min-

utes.

Where can they be installed?
Anywhere in new or retrofit
jobs—single and multifamily

housing, and in non-res.

Over 1,500 of the panels are

presently being installed at
The Highlands, a community
of 128 $57,000-$65,000 town-
houses which opened last
month in Laurel, Md. Builder
Mike Feld says that using the
panels saves $300 to $400 per
unit in material and labor
costs for drywall, ductwork
and framing. Feld is so confi-
dent the panels will work that
the townhouses are being built
without backup heating sys-
tems.

Feld says installation is no
problem. “Our own subs did
the job,” he says.

What are Energy-Kote™
heating panels? They’re thin,
rectangular sheets constructed
of a polyester film laminate. A
patented electrically conduc-

tive coating sandwiched be-
tween two layers of the polyes-
ter film converts electric cur-
rent into thermal energy.

What else should you know
about them? They are avail-
able in three varieties. Flexible
(for residential use) and rigid
(for industrial use) panels are
.005" " thick, and come in
2'X4’,4" x4’ and 4’ X8’
sizes. Drop-in panels (for sus-
pended ceilings) are 14"’
thick and come in a 2" X4’
module. They plug into ceiling
junction boxes: Some operate
on 110/120v circuits; others
on 220/240v.

Panels operate at 130°F-
140°F. Wiring is limited to
two short lines (attached to
one panel edge) that connect




: o L
3. Installation: Aligned panel is bonded to ceiling.

4. Refinement: Leveled panel is smoothed with scraper.

e
5. Hookup: Panel

up like wallpaper

to the junction box. To test the energy efficiency
One 4’ X8’ panel will heat of the panels, Potomac Elec-
an area of approximately 150 tric Power Co. (PEPCO) com-
to 175 sq. ft., depending on pared them with a convention-
the heat-loss factor involved. al electric resistance forced-air
Panels must be installed sepa- heating system in two bays of
rately, but where multiples are  an existing warehouse. The
required, two or more panels objective: to heat each bay to
can be hooked to a common 70°F. In three test runs, nine
thermostat. Energy-Kote™ panels in one
Energy-Kote™ heating pan-  bay (photo right) used 31% to
els have been approved by 35% less electricity than the
MET Electric Testing Lab, a conventional system in the
nationally recognized indepen-  other bay.
dent testing laboratory based The panels are currently be-
in Baltimore. And Underwrit- ing edged into national distri-
ers’ Laboratory (UL) is ready bution. Builders interested in
to begin testing. Austin We- obtaining them now should
therell, engineering group contact the manufacturer.
leader at UL, says tests will in-  Thermal Ventures, Kensing-
volve fire casualty and shock ton, MD. Circle 200 on reader
hazard. service card

Finished application: Heating panel blends into rest
of ceiling when painted over, as shown above. Only
junction box is visible.

Warehouse bay (above), with 13'4” ceiling,
maintained a constant temperature when heated
with drop-in radiant ceiling panels.
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GET THE UPDATED FACTS

ON THE NEW GROWTH IN
MANUFACTURED HOUSING

You can learn all about

the nation’s largest producers
and users of factory-made
housing products from

THE RED BOOK OF HOUSING MANUFACTURERS ®

Size. 8% x 11"
Tax-Deductible

The 1979 RED BOOK will show expanding sales and
daily output in this giant industry. The RED BOOK gives

you individual reports on all of the nation’s pre-fab Home ORDER YOUR COPY NOW

Manufacturers, Modular Home Manufacturers, Mobile
Home Manufacturers, and Major Production Home
Builders who use industrialized building components.
Plus a complete listing of the producers of Building
Components and Systems.

THE RED BOOK SHOWS INTENSIVE DETAIL.

For each type of company—Home Manufacturer, Mobile
Home Manufacturer, Major Production Home Builder,
Component Manufacturer—you will find who they are,
where they are, and where they are operating. Firm
names with complete addresses and telephone
numbers, Key Personnel, Marketing Areas, Gross Rev-
enues, Construction Methods, Production Records,
Product Line Description, Marketing Methods and
Dealer Organization.

THE RED BOOK gives you literally thousands of details
about the nation’s producers of pre-cut houses, panel-
ized home packages, modular/sectional homes, single
wide mobile homes, double wide mobile homes, manu-
facturers of components such as panels, trusses, pre-
stressed concrete and metal building systems.

The Industrialized Housing Industry is big, complex, and
hidden. It is hidden among thousands of firms, big and
small. These companies, spread all over the country,
produce a wide variety of housing products. Some—like
those who produce mobile homes or prefab houses are
easily identified. Others like homebuilders who manu-
facture their own components, require a marketer of
building products to be constantly looking for new in-
formation. Industrialized housing is too big and too com-
plex to be surveyed with a quick glance. THE RED BOOK
OF HOUSING MANUFACTURERS has been designed to
provide you with the detailed marketing research data
you need. It will uncover the “hidden” aspects of in-
dustrialized housing for you.

In your hands the RED BOOK becomes a useful tool for
prospecting, selling, sampling, mailing, marketing, mer-
chandising, researching and analyzing your position in
this big segment of the housing industry.

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

YOUR SATISFACTION GUARANTEED Circle 96 on reader service card

— e e e —re

CLIP AND MAIL TO: CMR Associates, Inc.  Number Nine, Village Green e Crofton, Md. 21114

SHIP
YES! RED BOOK

| understand every sale is cover-
ed by your money-back, “no-

strings-attached,”  15-day full re- "™ ey e
‘e searching, a analyzing your posi-
fund privilege. .y tion in the Homebuilding/Housing In-
AI'SO—If | sendl my check now, dustry up-trend.
you'll pay shipping and postage Send your order today!
charges. Firm
Pre-Publicat : :
e-Publication Price: $94.50 Mlasss Chack One:
Regular Price: $105.00 Address O Builder O Architects
[0 Manufacturer (J Subcontractof
Payment enclosed to save O Ad Agency/Consultant (] Reatty
postage & shipping charge City O] Finance J Ind/Commerci
. [ Library (J Government
[ silime e, = [J Bid Matrls Sales/ O Other |
P ibut
96 housing 10/78 e H 10/78

ORDER FORM

A TAX-DEDUCTIBLE BUSINESS EXPENSE

NOTE: 1he RED BOOK price is
totally tax-deductible. It is a small
price to pay for such extensive mar-
keting research. Most firms could not
afford to undertake a gathering of
this marketing information.

In your hands the RED BOOK can
become a money-making tool for
prospecting, selling, samplings, mail-
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You shouldn’t have to buy
what you’re not going to use.

At Majestic, we don’t like the idea of paying for unnecessary
parts any more than you do. That's why we’re pioneering the
development of modular built-in fireplaces.

Take our ENERGY SAVING™ fireplace for example. This
heat recirculating fireplace will deliver approximately 100%
more heat than a conventional built-in fireplace. The unit’s
efficiency can be increased substantially by adding optional
kits.

Like our Outside Air Kit, which provides outside air (rather
than warmed room air) for combustion. Or our beautiful Glass
Enclosure Kit (that minimizes heat loss). And more. The point
is, you don’t have to buy what you’re not going to use.

Look into Majestic’s complete line of UL listed modular
fireplaces. See your Majestic dealer, or write The Majestic
Company, P.O. Box 800, Huntington, Indiana 46750.

YY)

MAJESTIC.

An American-Standard Company

Circle 97 on reader service card



DOORS/WINDOWS

Wood patio doors (above), with double weatherstripping, feature
1’ double-glazed tempered insulating glass with a %’ air space
between panes. Northern Sash & Door, Hawkins, W1. Circle 218 on
reader service card

Sliding glass door (above) features 1’ insulating glass and a
polyurethane thermal barrier. Doors are also available in a three-
panel configuration. Howmet Aluminum, Dallas, TX. Circle 2{9 on
reader service card
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Storm/screen window (above)
will fit over almost any avail-
able modular-size double-hung
window. Wooden-framed unit is
suitable for retrofit and new
construction. Biltbest, Ste. Gen-
evieve, MO. Circle 220 on reader
service card

i

Single-hung window (right) is for
retrofit applications. Insulating
glass is available for the lower
operable sash. Tilt-in sash al-
lows easy cleaning from the
inside. Louisiana-Pacific, Bar-
berton, OH. Circle 223 on read-
er service card

Basement window, ‘“‘“Therma-
Snap” (below), clicks into place.
Inner and outside extruded alu-
minum frame are separated by
a nonconductive vinyl thermal
barrier. Window is glazed with
insulating glass. Miromel,
Akron, OH. Circle 224 on read-
er service card

Double-hung window (above)
features weatherstripping and
3’ ’-thick glass. Storm/screen
window’s glass is sealed into a
metal frame with marine-type
wraparound vinyl glazing. Sea-
son-All, Indiana, PA. Circle 221
on reader service card

Window cutaway (left) illus-
trates makeup of triple-glazed
insulating window. One-inch-
thick window consists of three
panes of '4” " glass separated by
two ¥’ air spaces. Viking,
Portland, OR. Circle 222 on
reader service card




Board and batten
made easy.

New Weldwood
Long Ridge Siding

You know your customers like
the look of board and batten siding. ¥
But you also know what it costs
in time and money. With new
Long Ridge™ siding from
Champion Building Products, you
can give your customers what they
want, without the bother or
expense.

Long Ridge is easy because it
has the look of "boards” separated
by striated "battens,” all on large
uniformn panels. They go up fast,
directly to studs, without corner
bracing, or over sheathing. Using
only common carpentry tools.

And because Long Ridge is a
textured hardboard siding, it’s built
to take sawing with no chipping of
edges. And it takes nailing with
less splitting, without pre-drilling.

Long Ridge is equally strong in
all directions, too. Because there's
no grain direction to cause the
counter stress that often brings
checking or cracking.

And like every Weldwood hard-
board siding, it's available pre-
finished, unfinished or pre-primed  smooth or textured hardboard or
and ready to paint. PF-I® sidings at your local

In short, Long Ridge saves you =~ Champion Building Products Dealer.
time and trouble. And that means  Or, for further information, call your
money. Look for Long Ridge along local Champion Building Products
with our plywood sidings and Sales Office.

@ Champion Building Products*

Champion International Corporation

© Champion International Corporation, 1978
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Washerless cartridge (above)
has a swivel disc design. Water
flow is constant and uniform
under high or low pressure.
Central Brass, Cleveland, OH.
Circle 243 on reader service card

KITCHENS

Maple chopping block (above)
fits into the top drawer of a
base cabinet. Board rests on
extension drawer glides that
support up to 100 Ibs. Unit lifts
out and can be placed on a
countertop. Quaker Maid,
Leesport, PA. Circle 242 on
reader service card

Smooth-top range (right) fea-
tures a ceramic glass cooktop.
“Lustra Clean” self-cleaning
oven cycle operates up to three
hours. Oven also has a low-
wattage “Slo/Cook” switch for
crockery-style cooking. Modern
Maid, Chattanooga, TN. Circle
244 on reader service card

Space-saving dishwasher (above) fits into 36" of space under a
special 6’ double-bowl sink with a disposer. Unit features four
cycles, including a short wash with an energy-saver dry cycle.
Appliance can be installed on a single 20-amp circuit. General
Electric, New York City. Circle 246 on reader service card

Full-size oven (right) installs
drop-in, set-in or freestanding.
Unit features a convertible bar-
becue cooktop. Griddle and
rotisserie options are also avail-
able. Interior is 18”” deep X
16" high X 24"’ wide. Dacor,
Glendale, CA. Circle 247 on
reader service card

Water-saving outlets, “Econo-
Flo” (above), reduce volume to
/2 or ¥ gals. per minute. Units
screw into the faucet spout.
Outlets are available with male
or female threads and in van-
dal-proof construction. Chicago
Faucet, Des Plaines, IL. Circle
248 on reader service card

Electric cooking system (right)
features a smooth-top range
s A & and a 1.21-cu-ft. turntable mi-
= - Lo ; " crowave oven. Microwave has
‘ - m "4 temperature probe cooking,
Built-in dishwasher (above) features two spray arms and a porcelain  five-setting variable cooking
tub and door liner. An energy-saver switch allows the use of air and a 60-minute digital timer.
drying. Door panels are available in coffee and avocado. Tappan, Sharp, Paramus, NJ. Circle 249
Mansfield, OH. Circle 245 on reader service card on reader service card
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SHOW OFF
THE HIDDEN EXTRA

YOU PUT BEHIND EVERY "WET” WALL!

SHEETROCK®W/R Gypsum Panels in back of your wall tile
help enhance your hard-eamed reputation for quality—
give your staff a telling sales point to make about your
bathrooms—any high moisture areas in your homes.

These protective panels are water-resistant all the way
through. The mulfi-layered face and back paper is chemi-
cally-treated to shed moisture—even the solid center core
is water-resistant! You'll find this an especially meaningful
advantage to both first and second-time home buyers.

Strong, lightweight SHEETROCK W/R panels are easy-
handling to speed erection—resist cracking caused by
vibration or minor settling. Yet, with all the hidden quality
exiras, the cost difference of SHEETROCK W/R panels is
negligible. Mail the coupon today for details.

Circle 101 on reader service card

United States Gypsum, 101 S. Wacker Dr.,
Chicago, lll. 60606, Dept. H108

D Have U.S.G. Representative call
for appointment

Send literature and my W/R
Point-of-Profit Display kit.

Name
Company
Address

Clty o = & e Ny dsn TR ARSICHE Zip - .

UNITED STATES GYPSUM)//

BUILDING AMERICA




KITCHENS

Aluminum roof fan (above), for
range hood ventilation, moves
1,000 cu. ft. of air per minute.
Unit features a "% hp ball-bear-
ing motor with automatic reset
thermal protection. NuTone,
Cincinnati, OH. Circle 234 on
reader service card

Electric microwave/range (left)
has a microwave oven that
remembers two programs and
cooks over three hours without
resetting. Unit features two dig-
ital clocks that tell time of day
and microwave cooking time.
Magic Chef, Cleveland, TN.
Circle 235 on reader service card

“Tilt-Ice” dispenser (above) offers easy access to ice cubes without
opening the freezer-compartment door. Ice-cube bin, which has a
10-1b. capacity, can be pulled out when bulk quantities of cubes are
needed. Ice maker refills up to five Ibs. of cubes per day. Whirlpool,
Benton Harbor, MI. Circle 236 on reader service card

1 02 housing 10/78

Modular “Sungrain Oak” cabinets (above) are available in 15”7,

18’7, 24’ and 30"’ heights, and in widths from 9"’ to 48"".
Cabinets feature brushed loop hardware. Long-Bell, Portland, OR.

Circle 237 on reader service card

i

High-pressure plastic laminate,
“Glaze” (above), is suitable for
kitchen countertops. Material is
available in colortones of solar
and almond. Exxon, Odenton,
MD. Circle 238 on reader service
card

Countertop microwave oven
(above) has a browner element
and a cook-and-defrost cycle.
Unit can be set for approxi-
mately 1'% hrs. of cooking time.
Thermador, Los Angeles. Circle
239 on reader service card

Microwave oven, ‘‘Model
MQ5500” (above), can perform
two operations—such as cook-
ing and defrosting—at the same
time. Quasar, Chicago. Circle
240 on reader service card

Freestanding chef’s center (left)
includes a microwave oven, a
self-cleaning conventional oven
and a surface cooktop. Hot-
point, New York City. Circle
241 on reader service card
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Nord spindles.
Americas interior decorator:

When it comes to making master-crafted
architectural spindles, no one does it better than
Nord. Whether our spindles are used as a major
design component, or as a decorative accent, Nord
spindles add the flair that says quality.

And Nord spindles are made only from the finest
Western Hemlock—a unique wood that stains

evenly and beautifully. And each Nord spindle ND R D

comes brush sanded and separately shrink-packed.

If you're looking for a simple way to add a unique
flair to your next project ... turn to Nord spindles.
They're America’s great interior decorator.

For more details write “Spindles” on your letterhead
and mail to E. A. Nord Company, Everett, WA 98206.

MAKES IT BETTER NATURALLY
Take your pick from eight distinctive designs in

lengths from 772" to 8 feet.

Circle 103 on reader service card housing 10/78 103



LIGHTING

Handcrafted chandelier (above) is available in pewter and polished
or antique brass. Unit is 10”” wide X 15"’ high and comes with
a 36’ matching chain. Wasley, Plainville, CT. Circle 209 on reader

service card
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Durable lamp (right), made
from extra-strong paper, is
available in sizes ranging from
[R5 delIdVate . 4R L4917,
Kovacs, New York City. Circle
211 on reader service card

“Premier” track lighting system
(below) features tiny power
cubes which join tracks in a
number of configurations.
Thomas, Louisville, KY. Circle
212 on reader service card

104 housing 10/78

Wall-mounted double lights
(left) are bell-shaped. Pewter-
finished lights are also available
in a pair of single wall-mount
lights and in a double-swag
light. Miami-Carey, Monroe,
OH. Circle 210 on reader service
card

“Lite Spheres’ chandelier
(right) is available with a pol-
ished nickel or polished brass
finish. Feldman, Los Angeles,
CA. Circle 215 on reader service
card

Post lantern (below) features a
glass cage with beveled edges
and brass channels. Unit is
21'4"" high. Lightcraft of Cali-
fornia, Cincinnati, OH. Circle
216 on reader service card

Six-light chandelier (above) is
made of polished brass. Unit is
available in 18’7, 23’ and
30"’ diameters. Progress, Phil-
adelphia, PA. Circle 213 on
reader service card

Pendant lighting fixture (left) is
available with a white or black
opaque dome. Unit uses 20w or
22w fluorescent bulbs. Home-
Vue, Conyers, GA. Circle 214
on reader service card

Classpak™ luminaire, shown as
a floor lamp (above), is a HID
lamp. An incandescent lamp
turns on until the HID lamp is
operating at 50%-60% of its full
intensity. Unit can also be ceil-
ing-mounted. Johns-Manville,
Denver, CO. Circle 217 on read-
er service card



Warroad, Minn., Population 1,086, is
the famous “Hockeytown U.S.A.” Fine
hockey teams aren’t the only thing

we’re known

e b for. Marvin was
Hockeytown
e ¢ ®  builder to emphasize

° triple glazing, and in 20 years

f S Warroad has produced untold

ls also amou thousands of them. Write for lit-

erature. Marvin Windows,

Warroad, MN 56763.

for triple glaZing Phone: 218-386-1430.

You’'ve never been so
insulated in all your life.

Circle 105 on reader service card




You canrelax

ecausc .
gears service

LIGHTING

Sears S€t Vicivlesllxas répairs.
: as T
. nance & X of ove
maur]rigintain q full time St#f)lme\ plus
We pained service pe?s . Go let “Tower of Glass” chandelier
‘20000 1 4 00 Veh\de’”‘ (above) has a dimmer control
t v eY 40 i
a fleet O O ~ gervice neCdS. for the “up” lights and another
-h nd\e your s€ control for the downlight. Halo
Sears Na ; . o
lax Elk Grove Village, IL. Circle
And e i . 201 on reader service card

S service. o
%{e;re, thefeaeverywher Tubular table lamp (right) rests

on a 7"’ diameter chrome disc
base. Fixture houses a 60w “T”

CONTRACT bulb. Architectural Supple-
SALES ments, New York City. Circle

202 on reader service card

Roebuck and Co 1978

©Sears.
it
: ATTACH LABEL HERE
1 : Please give five weeks notice before change of address
] Changlng becomes effective. Attach mailing label here and print
1 your new address below. If you have any question about
: your your subscription, include address label with your letter.
: - MAIL TO
' SS: Housing,  P.O.Box 430, Hightstown, N.]. 08520
|
'
' i
- 1
Iyour name :
: !
1your mailing address :
1
! i
173 .
jcity zip code:
1
g i
1
yyour firm name 1
! i
: 1
{firm address 1
H 1
i !
:cny zip codey
1
1 1
Itype of business H
H 1
H 1
lyour title or position :
1
1
TO ENTER OR EXTEND YOUR SUBSCRIPTION, want :
CHECK HERE: US. CAN. 1
O NEW [JONE YEAR  §16 S$I8 your - . - - T o et
O RENEWAL [J THREE YEARS $34 $38 I Outdoor light fixture (above) is suitable for walkways, paths or
et MA"-P':)EM;”AJNOCEHT% &3 own : parking areas. Cast aluminum unit is factory wired for fast
ousing -O. Box 430, Hightstown, N.J. g e 1 = Fos e i 5
08520—Rates Apply to’ US. & Canada Only— SlleCl’lpthl‘l? i lnstz.xllduo;. Hubbell, Christiansburg, VA. Circle 203 on reader
_____________ - service car
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with our latex and alkyd systems.

The wrecker’s ball swings gently these days. More
of America'’s fine old buildings, preserved and
restored, will serve another century.

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

m Single source convenience. Old structures
present new challenges to painters—inside and
outside. One source, Glidden, has every coating
you need to do the whole job. You'll save your
time, and workers’ time, because you'll get the
right coating at the right time, and right cost,
from Glidden.

m Technical service backup. When you run into

Circle 107 on reader service card

problems you haven’t faced before, call on
Glidden technicians who have already faced
(and solved) them.

m Free color styling and decorator help. From

professionals of the Glidden Color Studio. Puts
the “icing” on your bid to help sell the job.

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

For your Glidden Representative,
call the SWEETS BUYLINE.

gﬂ . GLIDDEN COATINGS & RESINS
ARCHITECTURAL & MAINTENANCE

SCM CORPORATION, CLEVELAND, OHIO 44115

housing 10/78 107
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Kitchen Kompact can give you the right
cabinets at the right price. Equally
important, Kitchen Kompact can give them
to you at the right time! Because nobody
has the production capability or the storage
capacity of Kitchen Kompact.

Whether you want the economical durability
of Plaza One, the sales-making features of
Glenwood Two, or the fine furniture excel-
lence of Richwood, Kitchen Kompact can
ship it from stock — NOW!

When you need quality cabinets in a hurry,
look for us in the yellow pages or call the
Sweets BUYLINE® 800.

Kitchen Kompact, Inc.

KK Plaza

Jeffersonville, Indiana 47130
812/282-6681

WHEN YOU WANT
CABINETS..NOW
KITCHEN KOMPACT
DELIVERS.

D

We deliver!

Circle 108 on reader service card

LIGHTING

“Little Fannie” ceiling fixtures
(above) feature wooden blades
with cane inserts. Units come in
black, white and yellow. A&G,
Oceanside, NY. Circle 204 on
reader service card

Metal halide 300w bulb (right) is
designed to operate on the same
ballast as the 400w mercury
vapor bulb (far right). Westing-
house, Bloomfield, NJ. Circle
205 on reader service card

HID floodlamp (above) is made
of heavy-gauge extruded alumi-
num. Reflector is available with
a specular or diffuse surface.
Keene, Union, NJ. Circle 207 on
reader service card

-t e
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HID lamp (below) is for use in
large indoor areas, such as
auditoriums. If the outer glass
breaks, a spring-loaded switch
(magnified) will immediately
shut off the lamp. GTE Sylvan-
ia, Stamford, CT. Circle 206 on
reader service card

Electromagnetic ballast with an improved circuit design (above) is

used in the Maxi-Miser™ II lights. Each lamp provides illumina-
tion equivalent to a conventional 40w bulb, yet averages 19% less
watts. GE, New York City. Circle 208 on reader service card



A UNIQUE BUSINESS OPPORTUNITY
EXCLUSIVE AREA HOME DEALERSHIP

We are seeking experienced business people to serve as exclusive area represent-
atives for the beautiful Barn Home. The Barn Home is a truly unique structure
combining the building-style of yesterday with the efficiency of tomorrow. This
concept has resulted in successful marketing in an energy-conscious environment.
Current projections indicate a high income potential, limited only by the capability
and desire of the individual representatives. We encourage serious inquiries from
persons with initiative,
some building background,
and the ability to make a
small capital outlay.

For dealership information
please send correspondence to:
Mr. Thatcher

Barn Homes >

P.O. Box 579
Woodstock, NY. 12498

Barn Homes are constructed from solid
post and board frames of finished

exposed timbers that are mortised and
The Wide Gambrill: one of thirty models of the Barn Home tendoned together with oak pegs.

Circle 77 on reader service card housing 10/78 1 08A




Forest fires burn
more than trees
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How to develop

Rentu!
Apam?renis

that make
economic sense

Chicago, Oct.16
New York, Oct. 23
Scottsdale Nov. @

San Francisco, Dec.8
Miami, Dec.13




How to develop

Rental

economic sense

A one-day intensive briefing for Builder/ Developers
Mortgage Bankers, Lenders, Investors, Appraisers

and Real Estate Brokers

Chicago
Oct. 16
Hyatt Regency O'Hare

New York
Oct. 23
Waldorf Astoria

Scottsdale
Nov. 9
Scottsdale Hilton

San Francisco
Dec. 8
Fairmont Hotel

Miami
Dec. 13
Omni International Hotel

In roday’s market, rental
apartments don't seem fo
make economic sense.

High costs of land,
construction, mainfenance,
management and money,
coupled with landlord’s
reluctance to raise rents
sufficiently, have put the

lid on what was once a
booming market.

Yet there is a huge
demand for new rental
apartments—as many
as 700,000 a year!

What Ed Kelley will show
you is how you can take
advantage of this demand.




You'll learn how

to play the apartment
numbers game
successfully in spite of
today’s economic bind.

Specifically. . . .

® How to understand—and
deal with—the relationship
berween all the different cost
facrors, rent and profir.

® How much renf you need to
turn a profit.

® How much rent you can
acrually get in specific marker
areas.

® Why most rent distriburion is
wrong.

* Why most managers are
collecting much less rent than
they should.

® How to avoid the 10 most
common management
mistakes.

e How ro make functional
analyses of square-foor
usage.

ou’ll also get the
answers to these current
questions

Is Proposition 13 type
legislarion good or bad for
renfal housing?

Is rehab really worrth while?

What are the risks, problems,
and porential profits in
converting rental housing

to condos?

What effecr do foreign
investors have on the
apartrment development
process and rares of refurn?

And you'll have ample
opportunity to discuss all
these subjects—plus your
own individual problems
—with Ed Kelley and your
fellow students.

As a bonus you will
receive a copy of Ed
Kelley's comprehensive
new reference book,
"Cost, Rent and Profit
Computer: Rental
Apartments” which

lets you analyze
apartment deals af a
glance.
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How to develop

Renfal

®
that make economic sense

Driefing Registration
To register, please complete and return the

coupon below ro Housing, McGraw-Hill, Inc.,

1221 Avenue of the Americas, N.Y., N.Y.
10020. Or you may register by calling
(212) 997-6692. All registrations will be
confirmed by mail.

Driefing Fee
The registration fee includes the cost of
luncheon, and meeting materials and Ed

Kelley's Book. $350.

Driefing Hours
Reqistration starts ar 8:30 a.m. Sessions run
0 5:00 p.m.

Seminar Dept. Name

Hotel Reservations
Housing Magazine does not make
individual room reservations for briefing
parficipants but we have arranged wirh the
hotels to hold a limited block of room:s for
our affendees. You can reserve your room
ar the Hyart Regency O'Hare in Chicago by
phoning (312) 696-1234; at the Waldorf
Astoria in New Yorlk by phoning (212)
355-3000; at rthe Hilton in Scoffsdale by
honing (602) 948-7750; ar the Fairmont in
an Francisco by phoning (415) 772-5000;
ar the Omni in Miami by phoning
(305) 374-0000.

Be sure o say you are attending the Housing
Magazine briefing ro identify yourself with
our group. This will assure you of the special
room rafre. In most cities space is limited

so please make your reservations as early

as possible.

An income tax deduction is allowed for
expenses of education (includes registration
fees, trravel, meals, lodgings) undertaken
fo maintain and improve professional skill.
See Treasury regulorion 1.162-5 Coughlin vs.
Commissioner 203F. 2d307.

Housing
McGraw-Hill, Inc. Title

Addifional registrarions
from my company:

1221 Avenue of the
Americas Company

Name

N.Y, N.Y. 10020
Genflemen: Please Address

Title

register me in the

HOW TO DEVELOP Gippas & Srafe

RENTAL APARTMENTS THAT
MAKE ECONOMIC SENSE Phone

Name

Zig
Title

briefing checked below.

[J Chicago, IL Signature
Oct. 16
Hyarr Regency O'Hare
[J New York, NY
Oet-23
Waldorf Astoria
[] Scofttsdale, AZ
Nov. @
Scotrsdale Hilton
[J San Francisco, CA
Dec. 8
Fairmonrt Horel
[J Miami, FL
Dectdd



your homes mor:

¥
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Cavity Wall

There is no shortage of EPS insulation
products made of Styropor® expandable
polystyrene. They are immediately
available from over 100 manufacturers
in 41 states coast-to-coast.

They are available in the sizes and
thickness, and with the joint details and
special membranes you need for
minimal installation costs; including R+
exterior sheathing, cavity wall insulation,
insulated entry doors, slab and crawl

R+ Sheathing

Crawl Space
space insulation, insulated floor or
ceiling boards, interior wall insulation
for frame or masonry, backer board for
vinyl or aluminum siding, masonry fill,
insulated roofing systems and even
pre-fabricated structural panels.

If you want to keep your jobs moving,
write for the names of Styropor EPS
insulation manufacturers near you. Call
Sweet’'s BUYLINE number or see us
in Sweet's General Building File.

Styropor EPS board is combustible; consult the board manufacturer for application recommendations.

Circle 115 on reader service card

Drywall Base

Slab Insulation

Styropor’ EPS

BASF Wyandotte Corporation
Styropor Division

1609 Biddle Avenue
Wyandotte, Michigan 48192

5
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WE MAKE
*1,030,000
BEFORE
WE AGGEPTA
SINGLE

That’s how much our subscribers pay for the information they
need to handle 92.5% of the housing market.

It’'s more than a magazine,
it's the market.

1 16 housing 10/78
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14 USEFUL FACTS ABOUT
1400 MAJOR HOMEBUILDERS

Name and Address
Telephone Number
Key Executives
Operating Areas
Construction Methods
Housing Record
Nonresidential Building
Remodeling Activity
Property Management
Performance Record
Prices and Rents
Money Requirements
Land Requirements
Government Housing

AVAILABLE IN NATIONAL
AND 4 REGIONAL EDITIONS

Northeast South Midwest

West

Maine Texas  Onio Alaska
N.H. Okla. W.Va. Hawaii
R.I. Ark. Mich. Cal.
Vit. La. Ind. Wash.
Conn.  Ky. Wisc.  Oreg.
Mass. Tenn. I Idaho
N.J. Miss.  Minn.  Nev.
N.Y. N.C. lowa Utah
Pa. S.C. Mo. Ariz.
Dela. Ga. N.D. Mont.
Md. Ala. S.D. Wyo.
Va. Fla. Neb. Colo.
D.C. Kan. N.M.
BULK RATES AVAILABLE
TO HELP YOUR DEALERS

DISTRIBUTORS & SALESMEN

13th Edition

Over 450 Pages

---------1

Size 8% x 11"’
Tax-Deductible

Just

Buy. the hook that helps you sell
an 9 18-BILLION HOUSING MARKET

with all-new data on 3,000 key executives
in 1400 major homebuilding firms operating
at more than1,000 locations in all 50 states

The Blue Book of Major Homebuilders tells you who they are, where they are, what
they do—and how they’re planning for $18,000,000,000 in revenues from their
housing production, housing sales, housing rentals, nonresidential projects, re-
modeling work and property management.

The Blue Book gives you all-new intelligence on the nation’s most active builders in
the fast-changing residential market. More than 600 new executives and 400 new
firms are included in 450 pages of comprehensive research bringing you up-to-date
on the major homebuilders who build in volume and buy in bulk.

5 New Features in the 1978 Blue Book
The 1978 Blue Book offers five new features with new data on:

1) Property Management: Firms managing residential and commercial prop-
erties requiring upkeep, maintenance and repair on a continuing basis.

2) Remodeling: Firms engaged in remodeling, renovation and rehabilitation of
the nation’s building stock.

3) Housing Starts: A statistical perspective on single-family and multi-family
housing starts over a 20-year period.

4) Housing Data: Sources of government and private housing data available
for appraising market trends.

5) Housing Measures: Useful information on the Typical House, including
prices. . .number of bedrooms and baths. . .square feet of roofing, wall space
. . .equipment. . .and other market measures per million new units, and for
the nation’s stock of occupied dwellings over ten years old.

Best Way to Serve Your Best Prospects
Give your management, merchandising, marketing, advertising, research, public
relations, sales and distribution people the only workbook that tells them all they
need to know to best serve your best possible customers, clients and prospects.
The Blue Book makes it easy to call up, call on or write to the major builders and
buyers who need building products, materials, services, equipment, money, land
and ideas for planning, building, managing and remodeling their projects.

One New Customer Can Pay For Your BLUE BOOK Many Times Over!

-----------------------------------1

| SHIP 1978 BLUE BOOK THE BLUE BOOK OF MAJOR HOMEBUILDERS ]
es = AS INDICATED BELOW CONSTRUCTION MARKETING RESEARCH ASSOCIATES, INC. 1
1559 ETON WAY e CROFTON, MD. 21114 1
J Bill me O Bill firm ) » :
0 Payment enclosed to save postage & shipping charge E] :z:;%’;‘;‘;‘gm Lrl(iio().f;ocpt;:?es )) 293‘:"";% :
PUBLICATION DATE: JANUARY, 1978 O Midwest Edition (No. of copies ) $34.50
Enclosed is my check (or money order)for§____ O South Edition (No. of copies ) $34.50
payable to CMR Associates, Inc. (Book(s) to be shipped [ West Edition (No. of copies ) $34.50 1
prepaid with guarantee of full satisfaction or 15-day full |
refund privilege on return of Blue Book of Major Home- 1
builders. ]
Please Check One
Name Title [0 Builder O Architect i
O Manufacturer [0 Subcontractor 1
Firm O AdAgency/ O Realty 1
Consultant O Commercial/ 1
PP O Finance Industrial
O Library [J Government
i O Dealer/ O Other :
State Zip Distributor
A Tax-Deductible Business Expense H 10/78 1
-----------------------------------J
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Your remodeling customers
want to save energy.

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

Gas is the efficient energy.

People who heat, cook and dry clothes with
gas are using the most efficient of all the major
energies to start with. Studies by the U.S. Council
on Environmental Quality show gas appliances
use considerably less of our country’s energy
resources than other comparable types of appli-
ances. And they cost much less to operate.

Modern gas equipment saves energy.

Tell your customers about new gas equipment
specifically designed to be extra-efficient and use
less gas:

e Gas heating systems with better insulation to
prevent heat loss, and gas-saving pilots that are
only "on" when the furnace is operating.

e Gas water heaters designed to produce the

1 18 housing 10/78

maximum heat from the gas burned—with
improved insulation to keep in more of that heat.

e Gas ranges with automatic pilotless ignition
that does away with standing pilots in top burners,
broiler and oven. They use up to 30% less gas.

e Gas dryers with aqutomatic pilotless ignition
that eliminate the pilot light and cut gas use.

Homes will keep on getting gas.

The Federal Power Commission has specified
that the gas industry's first priority must be to keep
on supplying homes that now have gas. So your
gas customers can expect to have continued ser-
vice. Now more than ever, it pays to stay with gas

American Gas

Conserve gas. AdAA o 6

Circle 118 on reader service card




LITERATURE

Booklets air new heating/cooling ideas

The Handbook of Moving Air, a 60-page
softbound book, discusses the benefits of
proper home ventilation. According to the
handbook, correct ventilation can prevent
structural damage to a roof caused by
condensation and freezing of moisture-
laden attic air. Filled with diagrams and
illustrations, the publication features a
section on how proper ventilation cuts utili-
ty costs and methods of ventilating attics.
Send $2 to The Handbook of Moving Air,
AVA (American Ventilation Assn.), Infor-
mation Service, Suite 1100, 21 East State
Street, Columbus, Ohio 43215.

A 16-page full-color brochure focuses on
energy-efficient heating/cooling systems. Il-
lustrations, photographs and features are
included for a range of products in the line.
Friedrich, San Antonio, TX. Circle 301 on
reader service card

Two brochures are offered: one on installed
electric heat units (full-color) and the other
on ventilating and circulating fans. Each
gives information on the entire line. The
latter brochure describes data on the “Orig-
inal Olde Tyme Ceiling Fan.” Available for

25¢ each from Hunter Division of Robbins
& Myers Inc., P.O. Box 14775, Memphis,
Tenn. 38114.

Energy-saving electric radiant heating
panels can be used for total heating, supple-
mental heating or as backup for solar,
according to an eight-page brochure. Speci-
fications, diagrams and installation instruc-
tions are provided. Cutaway drawing of a
panel is included. Aztech International,
Albuquerque, NM. Circle 302 on reader
service card

A four-page brochure claims that Vent-
A-Matic® power attic ventilator reduces
cooling costs and conserves energy. The
complete line of ventilators is discussed,
with photographs. Butler Ventamatic, Min-
eral Wells, TX. Circle 303 on reader service
card

How the Plen-Wood home heating and cool-
ing system conserves energy and cuts
construction costs is the topic of “The Plen-
Wood System,” a 22-page booklet pub-
lished by the NAHB Research Foundation. It
also discusses the system’s adherence to

codes and construction features. Detailed
diagrams and explanatory notes are in-
cluded. American Plywood Assn., Tacoma,
WA. Circle 304 on reader service card

Heating with a touch of nostalgia —antique
stove reproductions —is the subject of a new
brochure. Six cast-iron “Coronet Stoves™
are depicted: among them “The Franklin,”
“The Potbelly” and the “Box Heater.” A
section on accessories is also featured.
Mundo, Burlingame, CA. Circle 305 on
reader service card

Films on loan

The topic is solar energy. And the films
can be borrowed —without cost—from
the National Solar Heating and Cooling
Information Center. Subjects include:
solar installation procedures; firsthand
experiences of builders who construct
solar houses; and financing details from
lenders. For more information, contact
Diane Cavallo, Datalog, Chilton Co.,
Radnor, Pa. 19089, or call (215) 687-
8200.

California home; Designer: Russell Forester, La Jolla, California; Cabot's Stain Wax on all interior woodwork

.+ Cabot's STAIN WA X

Samuel Cabot Inc.

One Union Street, Dept. 1030, Boston, Mass. 02108

[J Send color cards on Stain Wax and Interior Stains
[[] Please send Cabot's handbook on wood stains

This unique “‘three-in-one'’ finish, suitable for all wood
paneling, beams, and woodwork, brings out the best in
wood, enhancing the grain and producing a soft, satin
finish in a choice of thirteen colors plus ebony, white, and
natural. When a flat finish is desired, specify Cabot's

Interior Stains for all interior wood surfaces.

housing 10/78 1 19
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Classified
Advertising

The market-place of housing.

EMPLOYMENT OPPORTUNITY

An aggressive, experienced hard-working sales
mgr wanted for a very busy home manufacturer.
Covers lowa and surrounding states. Top pay for a
top pro. Contact R. G. Sandler, Pres.

U.S. HOMES
5390 2nd Ave., Des Moines, lowa

SALES MANAGER

PLAN-BOOK

Plan Book—Over 100 Affordable Homes. Fea-
tures actual photo reduced home builder plans
of constructed custom designed split entries,
split levels, ranches, A-frame, 1% and 2
stories, townhouses, 930 to 2500 Sq. Ft., solar
adaptable. Excellent sales portfolio. One design
per page, 9" x 12", spiral bound, color cover. In-
dividual plans available from $10.00. Send
$12.50 to Arthur Everett Smith, Architect. Box
71120, Pittsburgh, PA 15213,

FOR SALE

Rafter Length Computer: “Dial” desired roof
pitch. Read lengths of common, hip, valley, jack
rafters. Any span. Indicates plumb level, side
cuts. $6. 9‘g plus $1.00 shippin%. Guaranteed.
Free literature. Emmert, Box 221-H, Sycamore,
IL60178

Float Your Own Fiberglass barges unique in-
vestment opportunity awaits your imagina-
tion—reconvertible into many commercial
uses. 1,800 sp. ft. for sale or lease from Sam
Kelman & Co., San Francisco (415) 777-5454.

BUSINESS OPPORTUNITIES

Distributors and Door Companies Wanted.
Stock and sell high quality hand carved, solid
core entrance doors. Territories nationwide,
most competitive prices. Write or call Universal
Art Inc., P.0. Box 1258, Antioch, Calif. 945009.
(415) 754-8211.

Dome Homes—Energy Saver—Seeking

qualified residential home builders, developers

and representatives to handle regional sales of

middle income Dome Homes. Great market ap-
eal. Write or call Domes and Homes, Inc., P. O.
ox 365, Brielle, N.J. 08730.

Mobile Home Parks—We develop and
purchase mobile home communities
throughout the U.S. Write for brochure. Leisure
LifeStyle Corp., 4500 Campus Dr., Newport
Beach, CA 92660 (714) 545- 7117

DESIGN COLLECTION

New England Collection—30 Traditional
Designs by a noted Boston Architect combining
the warmth and charm of New England with the
lifestyles of today. Send $6.00 to: CMA, 20
West Emerson Street, Melrose, Mass. 02176.

120 housing 10/78

ABOUT
MAILING
EISTS

an important notice
to our subscribers.

In recent years we have made the list
of subscribers to McGraw-Hill publica-
tions (names and mailing addresses
only) available to carefully screened
companies whose products or services
might be of interest to you.

These companies enter into an agree-
ment that permits them to mail infor-
mation to you without placing you
under any obligation.

We have always considered such di-
rect marketing activities to be legiti-
mate and important in the American
system of free trade—and we’re confi-
dent that the majority of subscribers
share this position.

However, we respect the interests of
those who for some reason may wish
to have their names restricted from
such use by companies either affiliated
or not affiliated with McGraw-Hill, Inc.

If you wish to delete your name from
lists we make available to other firms,
please fill in the information requested

below exactly as it appears on your

mailing label on the cover ot this issue.
Or, if you prefer, attach the label itself
to the coupon and return.

McGraw-Hill, Inc. W !‘

P.O. Box 555
Hightstown. N.J. 08520
Attn: Mailing List Dept.

I

O Please remove my name from your mailing lists.

Title of this publication

Name

Address

(exactly as shown as mailing label, please)

City/State/Zip

- - -]






An intensive
two-day program
designed to

show you how to
sell your product
to your market

New Orleans, LA
October 19-20
Hyatt Regency

Scottsdale, AZ
December 4-5
Scottsdale Hilton

You'll study with Dave Stone,
America’s foremost
new-home sales consultant

Over the past four years he has
faught sales fechniques and man-
agement to more than 1,000
Housing seminar aftendees

Now, in this new seminar, he will
stress the vifal link between your sale
strategy and your over-all marketing
program

Here’s why you should attend

Because whether you're a small or
large builder, today's skyrocketing
costs mean you simply can't afford to
miss your market

Because if your selling program isn't
fully in fune with your marketing
concept, chances are you will miss
your market

And because if you haven't frained
your salespeople—or your Realtors
—to sell your particular product, you
can't expect them to sell effectively

So at this seminar,
Dave Stone will show you...

® How to develop successful
sales/marketing strategy

® How to create an effective
sales environment

e How fo select the right
sales people for your program
How fo train those people
to sell your homes




You'll learn to develop
special techniques

for selling specific

buyer groups, including . . .

e The first-time buyer

¢ The family move-up buyer

e The family move-down buyer
e The single buyer

e The empty nester

e The retirement buyer

e The resort-home buyer

ou’ll explore the
advantages
of builder/Realtor
cooperative sales programs
and how to set them up.
pecifically, you'll learn . ..

® How to establish
a successful builder/Realfor
relafionship

e How to execute
builder/Realfor agreements

e How tfo operafe equity
tfrade-up programs

® How to determine
compensation and incentives

e How fo develop a
comprehensive fraining
program

e How to simplify builder/Realtor
forms and systems

You'll review these

basic skills and techniques
as they apply to
market-oriented selling

® Qualifying prospects

e Building perceived values

e Handling objections and
serious questions

e Creating a sense of urgency

e Closing the sale

® Preventing cancellations

e Building referrals

And you'll have

ample opportunity to discuss
all these subjects,

plus your own

parficular concerns,

with Dave Stone

and your fellow students

in both formal

and informal sessions

Special seminar features

An early-bird
brainstorming session
where Dave Stone will
discuss individual problems

A comprehensive workbook
that will serve as a
permanent reference guide

Detailed sales-fraining
schedules

Checklisted
mManagement-systems
forms that you can apply to
your own operation

A personally developed
management-action plan
for ideas and programs that
you can begin fo implement
immediarely

Dave Stone's expertise

in real-estare sales and
sales management comes
from years of on-the-job
experience. He began his
career as a homebuilder
and salesman, then served
as General Manager of
Stone & Schulte, a realty
firm thar represented some
of the most successful
homebuilders in Northern
California. He is currently
President of The Stone
Institute, a markefting and
sales consulfing firm with
both building and realty
clientsin all parts of the
country.

In the past few years,
Dave Stone has been
widely hailed as home-
building's leading reacher
of sales management.

He has lectured to more
than 100,000 builders,
sales executives and
salespeople, many of them
at Housing's seminars.

He has produced

training films and tapes for
the housing and real-estate
industry, and has authored
nine books on real-estate
sales—among them the
best-selling "How fo Sell
New Homes and Condo-
miniums,” published by
House G Home Press.

To see how to register, please turn the page



How to register

Please complete and return the coupon
below to:

Seminar Dept., Housing

1221 Avenue of the Americas

New York, N.Y. 10020

Or you may register by calling

(212) 997-6692. All registrations will be
confirmed by mail.

Seminar fee $395
The full registration fee is payable in
advance, and includes all luncheons,
workbooks and other meeting materials.

Seminar Department

Housing Magazine Name

Seminar hours

Registration starts at 8:30 a.m. the first day.
Programs run from 9:00 a.m. to 5:00 p.m.,
with a special optional brainstorming session
beginning at 7:30 a.m. the second day.

Hotel reservations

Housing Magazine does not make individual
room reservations for seminar participants, but
we have arranged with the hotels to hold a
limited block of rooms for our attendees. You
can reserve your room at the Four Seasons in
Toronto by calling (416) 964-0411; at the
Hyatt Regency in New Orleans by phoning
(504) 561-1234; and at the Hilton in Scottsdale
by phoning (602) 948-7750.

Be sure to say you are attending the Housing
Magazine seminar to identify yourself with our
group. This will assure you of the special room
rate. In most cities space is limited so please
make your reservations as early as possible.

Tax Deduction of Expenses

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

Additional registrafions

McGraw - Hill

1221 Avenue of the Americas  Title

from my company:

New York, N.Y. 10020

Name

Company

Please register me in the

MARKET-

RIENTED SALES

Address

Title

MANAGEMENT seminar

checked below: City

[0 New Orleans, Oct. 19-20

Name

Phone

Title

Signature

Hyatt Regency

[ Scottsdale, Dec. 4-5
Hilton Hotel

O Check payable to
Housing enclosed

[ Bill my company

[ Bill me

H 10/78
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Enter

the

1979
HOMES
FOR
BETTER
LIVING
AWARDS
PROGRAM
now!

Sponsored by

The American Institute
of Architects

and the editors of
Housing Magazine

REGISTRATION FORM

Mail to: Dept. HFBL, Housing,
McGraw-Hill, 41st floor, 1221
Avenue of the Americas, New
York, N.Y. 10020 by midnight,
October31,1978.

Allwinningentries will be
published in Housing.

Eligibility: Any house orapartment building in the United States orits possessions
built sinceJanuary 1,1976 and designed by aregistered architectis eligible.
Entries may be submitted by any architect, builder, developeror owner.

Entry categories: Custom-designed houses — one-of-a-kind detached houses,
designed for private clients including year-round and vacation houses and
remodelings and additions.

Merchant-built houses — single-family detached houses for sale or rent
including vacation and year-round, promotional and zero-lot-line houses and
remodelings.

Multifamily housing — apartment buildings: Attached housing such as
townhouses, duplexes, triplexes and fourplexes. Multi-building projects including
PUDs and sections of PUDs.

Remodelings must take in the whole structure. Custom additions toadetached house must be tied
intothe original design of the house. No singleroom or single apartment remodelings are admissible.
Redecorations are not admissible. Changes must be structural. Photos of both before and after
construction will be required forjudging. All categories include modular housing.

Registration: Fee: $50 per entry. Deadline: registration forms postmarked by
midnight, October 31, 1978.

Submission of material: A spiral binder — color coded to project category — will be
sent to each registered entrantin December, 1978. This should be filled with sufficient
photographs and plans to illustrate the design. Detailed instructions will be included
inthe binders. Deadline: submissions postmarked by January 31, 1979.

Judging: Will be held on March 13 & 14, 1979 at the American Institute of Architects
headquarters in Washington, D.C. The panel will consist of outstanding architects,
housingindustry leaders and editors of Architectural Record and Housing.

There are two types of awards: First Honor Awards and Awards of Merit.

Winners: Will be notified immediately afterjudging. Award certificates will be
presented and slides of winning projects will be displayed during the 111th annual
convention of the American Institute of Architects, June 3-7 in Kansas City, Mo.
Winners will be expected to provide AIA and Housing with slides of winning entries,
and will be charged a$25 fee by AlA for production of the annual award-winner
presentation at the convention. Winning binders will not be returned.

Conditions: Entries must be approved by all parties concerned. The Entrant
represents that he is the sole proprietor of all rights inand to the material,
illustrations and photographs submitted; that such items are free from copyright
restrictions that would prohibit publication by Housing; that Entrant hereby grants
to Housing theright to publish such material, illustration and photographs at such
timesand insuch manneras Housing shall determine, and agrees to indemnify and
defend Housing from any claims arising out of orin connection withany such
publication by Housing. The Identification sheet (white) must be signed to validate
yourentry.

|wishtosubmita projectinthe 1979 HOMES FORBETTERLIVING AWARDS
PROGRAM. Enclosed is $50 per entry in check or money order made payable to

HOMES FORBETTERLIVING. | have used a separate form (or photocopy) foreach

entry. Please send me my entry material for the following category.

Custom-designed house O Merchant-built house O

Architect name

Street, city, state, zip

Project name & location

Entry submitted by

(Name of person to whom correspondence should be addressed) (Phone)

Company and address

Check appropriate company category[ies] Builder o Architect O Developer O Owner O
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ADVERTISERS INDEX

Pre-filed catalogs of manufacturers
listed are available in the
Sweet’s Catalog File as follows:

G General Building (green)

E Engineering (brown)

I Industrial Construction (blue)
L Light Construction (yellow)
D Interiors (white)

A

Alliance Mfg. Co. .........cccuvennnes 43
Jack List and Assoc.
E American Gas Association ....118
J. Walter Thompson Company G-L
G-L Andersen Corp. .........ccceeunee. 6,7
Campbell-Mithun, Inc.
G-I-L-D Armstrong Cork G-I-L-D
COMPAIY ', o5y simsinsisasossssssne Cov. Il
Marsteller Inc. G-I-E
B G-L
G BASF Wyandotte Corp. ........ 115
Norman, Lawrence, Patterson
& Farrell
Barn Homes ...........cccceuenne 108A
William Hofstetter, Inc.
BIne BOOK i....cvcivomisinvinsive 117
Francis J. Litz
C L
G-L Cabot, Inc., Samuel ................ 119
Donald W. Gardner Ady. Inc.
L Caradco, Div of Scovill ...... 14,15
Charles Palm & Co., Inc.
Carrier Air Conditioning Co. ..92
N. W. Ayer ABH Int’l
G-L-D Champion Building Products ..99
Grey Adv., Inc.
(BT gy, WO O | A 120
G-L-D Congoleum Corp. .........c.c..... 37
Welsh, Bencsics & Bolles, Inc.
Cost, Rent and Profit
COMPIEEEI S . (iorsees s arbsosatersisssiss 10
by Edward N. Kelley
D L
Ditch Witch Equipment ...... 110B
Jordan Associates
G-I Dow Chemical US.A. ... 51 G-L
Campbell-Mithun, Inc.
E
G-L-D E. A. Nord Co. .........ceuoeueu. 103
Ricks-Ehrig, Inc. G

F

Forest Fiber Products ........ 108D G-I-E-L-D
Westerman-Webber, Inc.

G

Gas Appliances Manufacturers

Associations (GAMA) .............. 30
Holland-Wallace Co.

General Electric ........ 4,22,23,52
Young & Rubicam
International, Inc.

Georgia Pacific Corp. ........ 20, 21
McCann-Erickson, Inc.

GHAARI ...cvossiersrisiotiagsnion songiss 107

Meldrum & Fewsmith, Inc.

H

Hotpoint Div./

General Electric Co. ................ 39
Compton Adv.

Housing Seminars
Market Strategy for 1980 47-50

Rental Apartments ...... 111-114

Market-Oriented Sales

Management ................ 121-124
Kitchen Kompact, Inc. .......... 108

Halbleib & Moll Assoc. Inc.
Kwikset (Div. of Emhart
EOEPR) oriererreinntiinmns ot Cov. 1V
Coltrane, Kracke, Martin,
Kushell

MM cicoiviesivcmasamon Cov. III
Seymour Charles Adv. Inc.

Magic Chef .........o.ccncssmnises 46
Keller-Crescent Co.

Majestic €. ...iaeriomarnsiosvssuatss 97

Fahlgren & Ferriss, Inc.
Manufacturers Bank
Grumpertz/Bentley/Fried
Marvin Windows
Discovery Designs Adv.
Moen Div. (Stanadyne)
Carr Liggett Advertising Inc.
Monier Company
Ridgeview Assoc.

Nicolai Company
The Pihas, Schmidt,
Westerdahl Co.

Nutone, Div. of Scovill
Intermedia, Inc.

o)

Owens-Corning Fiberglas
Ogilvy & Mather, Inc.

...... 8,9

G-I-E

G-L-D

G-L

G-L
G-L

G-I-L

G-L

G-I-E-L

G-E-L

P

PPG Industries
Ketchum, MacLeod & Grove,
Inc.

Potlatch Corp.
Ayer Jorgensen MacDonald

Q

Quaker Maid
Schultheisz/Kennedy

R

R.O.W. Sales Co. .......c.cooeuerrennes 36
Rolfe C. Spinning, Inc.

Red Book of Housing

Manufacturers
Francis J. Litz

Red Cedar Shingle & Handsplit

Shake Bureau ...........c..coenee 108A
Cedar Advertising
Rockwool Industries ................ 17

O’Connell Words & Pictures

S

San Valle Tile Kilns ..108B, 108C
Evans/Weinberg Adv. Co.

Schlage Lock Co. .......occevvvivrnnns 29
Martin Advertising, Inc.
Sears, Roebuck & Co. ............ 106

Stern Walters/Earle Ludgin,
Inc./Adyv.

Senco Products, Inc. ............ 110A
Schindler + Howard Adv.

Simpson Timber Co. ............ 108A
Kraft Smith

Summitville Tiles, Inc. ............ 35
Belden/Frenz/Lehman

T

Temple Industries .............c...... 27

Ritchie, Hopson & Assoc.
Thermador/Waste King
Div of Norris Industries

Joel Goldstein Marketing

Communications, Inc.

U

United States Gypsum
Marstrat, Inc.

W

Western Wood Products

Association
McCann-Erickson Inc.

Whitlpool CoxD:  .icececinsinsissareess 34
Siebert-Netedu Mktg. Srvs.

Advertising Sales Mgr.:
Stephen D. Blacker
Business Mgr.:
Vito DeStefano
Marketing Services Mgr.:
Henry G. Hardwick

1175 Peachtree St.
(404) 892-2868

Allen Gilbert
300 Broad St., 7th
(203) 359-2860

HOUSTON 77002
John Strong
Dresset Tower

601 Jefferson Street
(713)659-8381

Classified Advertising:
Frank Eberle (212) 997-2556
Send advertisements and box
number replies to: Housing P.O.
Box 900, New York, NY 10020
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Donald Hanson

South Tower
(213)487-1160

LOS ANGELES 90010

3200 Wilshire Blvd.

ADVERTISING SALES STAFF
ATLANTA 30309 STAMFORD 06901

CHICAGO 60611
Charles M. Crowe, Jr.
David R. Jern

645 N. Michigan Ave.
(312) 751-3700

Fl. 55 Public Square

(216) 781-7000

NEW YORK 10020
Allen Gilbert

1221 Avenue of

the Americas

(212) 997-6909

Jane Core
Three Parkway
(215) 568-6161

CLEVELAND 44113
Milton H. Hall, Jr.

DENVER 80203
Shirley Klotz

DETROIT 48202
Milton H. Hall, Jr.

123 Speer Blvd., #400 1400 Fisher Bldg.

(303) 837-1010

(313)873-7410

PHILADELPHIA 19102 PITTSBURGH 15222 SAN FRANCISCO 94111
Milton H. Hall, Jr.
2 Gateway Center
(412) 391-1314

Richard R. Butera
425 Battery Street
(415) 362-4600



Aggreboard creates an
enduring theme of beauty and
color for the exterior of the
home or multi-unit dwelling.

Aggreboard is writing new chapters in home
and apartment beautification every day in every
part of the country. A product of MMI, Aggreboard
is prefinished, structural sheathing/siding of stone
in an array of intriguing colors. You can choose
from a variety of panel sizes, or you may have it
custom-cut to your special needs. Aggreboard is
available in exterior plywood, No. 440 Homasote,
cement asbestos board, Aspenite and N.C.E.R. fire-
rated Homasote. It is as practical as it is handsome.
Aggreboard insulates, weatherproofs, is ultra-violet-
stable and ultra-enduring.

Whether you're building or renovating . . .
specify Aggreboard. It's so easy to live with.

Phone or write for literature.

i
INDUSTRIES, INC.

Leaders in constructive thinking

P.O. Box 3180 « 1000 S. Second St.
Plainfield, N.J. 07063
(201) 754-1330
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With Kwikset,
agood-HooKing entryway canalsobe

L]
ahigh-security entry,
Kwikset makes good-looking entry hardware. It is also good security hardware.

With Kwikset Security deadlocks, entry locksets, Protecto-Key and Protecto-Lok, you get the security features
homebuyers are looking for—and insisting upon.
We can't turn a home into a fortress. But we can make things a lot

tougher for the bad guys: the burglars—and a lot more secure for the
good guys; your buyers.

Kwikset's advanced
5-pin-tumbler
mechanism is the
heart of every entry
lockset, providing
greater security
than wafer or disc
locks.

Kwikset's Protecto-Key®

system automatically locks out Kwikset
keys used during construction combo sets
when the new owner'’s key is first combine entry
inserted. locksets with many of

the security features

recommended by most law-

enforcement agencies, including 1"

deadbolts of solid steel and brass construction
(Avanti combo set with matching trim shown

A ll'[ﬂG . with 880 deadlock).
sormething
Kwiksets
done
for you

lately,

Protecto-Lok® has
double security.
The deadlock
guards against
burglary and a
special
mechanism
permits opening
both deadbolt and
key lock with a
single turn of the
interior lever or
knob—vital in
case of fire.

L J
kwlw DIVISION OF EMHART INDUSTRIES, INC
ANAHEIM, CALIFORNIA US A

America's Largest Selling Residential Locksets

Circle 130 on reader service card




