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The new Dacor convertible range
gives your kitchena great deal more!

There is a great deal more sales appeal to your
kitchens when you use the incomparable new
DACOR which gives your
buyers cooking flexibility
with a full size, self clean
oven.

The DACOR is more
than just a 4-burner range.
It's the fun and flavor of
indoor barbecuing. . .it's
the griddle for bacon =2 S
and eggs. . .it's the opportunity to duhght
family and guests with succulent roasts and
fowl roasted on a rotisserie. Just change one
of the burner modules in seconds into any of
these accessories.

Underneath all of this cooking versa-
tility is a full size 4-cubic foot oven with the

shelf space where it counts —
up front. Use either as a drop-in
or a set-in by addition of the
drawer base which features a
full-width storage drawer for
storage of extra modules and
accessories.
Now that's more like
what your customers will go
for. For full information, call Sweet's
Buyline or call (800) 423-4160 outside of
California or (213) 682-2803 in California
for the dealer in your area.
Available throughout Canada

" d=cor

Distinctive Appliance Corporation
L\ 950 South Raymond Ave., Pasadena, CA 91105
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acrylic-surfaced plumbingware
is “"COMING ON STRONG

“Our sales of acrylic-surfaced bathroom fixtures are
growing by leaps and bounds,” says Barry Keidel,

Department Manager, Keidel Supply Company, Inc., of
Cincinnati, Ohio. “These are very attractive units, high

styled, well constructed and with lots of desirable

features. They’re the new stars of our showroom. By our

sales records, we know they’ve caught the eyes of the

home builders and plumbing contractors in our market,

traditionally considered to be conservative.”

The surface of these plumbingware products is ther-

moformed Swedcast continuous cast acrylic sheet.
Swedcast acrylic is warm and smooth to the touch,
lustrous, hard, durable and nonporous. Their colors
are uniform, brilliant and permanent. The surface
resists impact, mildew, many solvents and is easily
cleaned with household soap and water.

Listed are manufacturers of a wide range of Swedcast-

surfaced plumbingware . . . tubs, spas, luxury tubs,
wall surrounds, modular units, showers, whirlpools,
lavatories and vanity tops. These manufacturers are

the pacesetters, builders of superior products that are

coming on strong everywhere. Buy acrylic-surfaced
plumbingware from these leaders for greater sales,
profits and customer satisfaction.

Aqua Glass, Inc. Durable Products, Inc. Thermasol, Ltd.

Adamsville, TN Port Orange, FL Leonia, NJ

Aquarius Industries Hytec, Inc. Tocomc Development
Nashville, TN Olympia, WA Atlanta, GA

Baja Industries Lawndale Industries  Tomlin Industries
Tucson, AZ Aurora, IL St. Jacobs, Ontario

Boeing of Canada, Ltd.
Winnipeg 12, Manitoba

Powers-Fiat Corp.

Plainview, NY New Castle, PA

Cloud Products Ramco, Inc. Waugh & Company
Folsom, CA Rapid City, SD Jacksonville, FL
Crane Canada, Ltd. Royal Marble, Ltd. Werk Industries
Stratford, Ontario Houston, TX McKinney, TX
Curtis Plastics Swim-Tech

Huntington Park, CA Addison, IL

All manufacturers’ products meet or exceed
current building code standards.

NOVAMONT
CORPORATION

FLORENCE PLANT

Universal-Rundle Corp.

® Swedcast

says Keidel Supply

TIHLIECE
A -

. .

Photos, page opposite: Top, Barry Keidel, son of
Arthur Keidel, President of the firm, in the show-
room where acrylic-surfaced showers and tub/
shower modular units are displayed alongside
conventional units. “‘These are our eye-catchers,"”
says Barry.

Bottom left shows Jerry Crum, Purchasing, in the
Keidel warehouse checking in a new shipment of
acrylic one-piece showers and tub/shower units.
“These will go out of here about as fast as they
came in,"” he reported. Bottom right shows a
portion of the Keidel main offices and attractive
showrooms.

” MONTEDISON
GROUP

7350 Empire Drive, Florence, Kentucky 41042 (606) 283-1501

SWEDCAST CANADA LTD.

202-A Oakdale Rd., Suite 10, Downsview, Ontario M3N 2S5 (416) 745-3747
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In Warroad, Minn., where we make

Marvin windows, winter termperatures

can plunge to 35 or 40° below. That’s

® why we offer some of the
ln arr()a On a tightest, best insulated
wood windows ever

built. Write for in-

formation on win-

map and see why _ i
comfort and decrease

) ) energy
we build great windows  :=*
Marvin

Windows,

Warroad, MN 56763. Phone: 218-386-1430.

You've never been so insulated in all your life.
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House prices:
Why compare today’s apple
with yesterday’s orange?

Median and average house prices get almost as much media play
these days as the Dow Jones industrial average and the ups and
downs of the dollar.

A recent Wall Street Journal story, for example, reports that the
median price of new single-family houses jumped from $9,455 in
1949 to $57,300 in 1978. That, The Journal notes, is a sixfold
increase in less than 30 years. It’s also more than twice the
percentage rise of the consumer price index for all goods and
services in the same period.

But is the rising cost of housing really so far out of line with the
rising cost of everything else? Not necessarily. What’s usually
forgotten in long-term comparisons of house prices is that the houses
themselves are hardly comparable.

Consider the differences: Today’s typical house, the one with the
$57,300 price tag, is almost twice the size of the 1949 model that
sold for $9,455—1,690 sq. ft. compared with 936 sq. ft., to be
precise about it. Today’s house is not just bigger; it’s also better. It’s
better equipped, for example—especially in the kitchen and baths.
It’s better insulated. And it includes better-quality floorcoverings,
paneling and roofing.

All this is not by way of shrugging off housing’s cost problem.
New houses are indeed priced beyond the means of most Ameri-
cans—in large part, because of land costs that are up almost 14-fold
since 1949. But to compare today’s typical house with the typical
house of 30 years ago is like comparing apples with oranges.

—J.FG.

Don’t overreact—plan!

It looks as if 1979 will be somewhat poorer than this year in housing
starts.

But 1980 now looks as if it could be a year of upswing again, and
1981 could bring a real boom.

One thing that could really take the edge off those happy times
would be overreaction to a slow 1979.

Housing has always had a proclivity for wild swings—overbuild-
ing and overinvesting (especially in land) during good times, then
collapsing like a flat tire as soon as things get a little bad.

If we operated like most major industries, we’d have foreseen the
current slowdown. Some builders did, and they started very quietly
pulling in their horns many months ago.

Most major industries, acting on their economists’ predictions, are
now gearing up for a stronger 1980. Some builders are doing just
that; when the expected upturn comes, they’ll be ready to make the
most of it.

That’s the way the whole industry —builders, developers, lenders,
realty brokers, product manufacturers—should operate: Not over-
reacting to immediate ups and downs, but seeing them in the light of
the long-term situation. By anticipating economic swings, we can go
a long way towards stabilizing what has until now been a much too
unstable industry. —M.C.H.
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More and more builders
are saving home buyers
more energy with
STYROFOAM brand insulation.

Today, energy savings value is
as big a selling feature for new
homes as is an extra bath or a
fireplace.

Cut heating costs up to 24% 1
STYROFOAM brand insulation is
easy to install and adds little to
the cost of your new homes. But
it can cut heating costs as much
as 24%.

On frame walls, it replaces
ordinary sheathing and can cut
heat loss by 14%. Outside the
foundation, STYROFOAM brand
insulation down to or below the
frostline can cut heat loss an
additional 10%. (Write for
complete details.)

Works three extra ways
STYROFOAM brand insulation
works three extra ways to
improve insulation performance:

2X4STUD

DRYWALL

of STYROFOAM brand insulation.
And we're helping make them
aware of it with national adver-
tising, publicity and promotion
programs.

VAPOR
BARRIER

FIBROUS
BATTS

STYROFOAM——
brand insulation|

Energy savings sells

Make STYROFOAM brand
insulation a standard feature on
your new homes. And you’ll make
your selling job easier. For
further information, write:

The Dow Chemical Company,
STYROFOAM Brand Insulation,
Midland, MI 48640.

STYROFOAM
brand
insulation

STYROFOAM

BRAND INSULATION

It cuts conduction heat loss.
It reduces air infiltration. And it
helps batts work better.

It’s working

A growing number of prospective
home buyers are becoming *
aware of the energy savings value

*Trademark of The Dow Chemical Company

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.

tBased on 1” STYROFOAM brand insulation from roofline to frostline versus %2” conventional wood fiberboard from roofline to floorline.
Determined in actual, full-sized, typically insulated, unoccupied test houses, 14% is frame wall savings and 10% is basement wall savings
calculated according to the 1977 ASHRAE Handbook. Some homes will perform better, others not as well. Energy savings will depend on
such factors as climate, fuel type, workmanship, house design and living habits of the occupants.
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“I.INFOR AIR,'I'E COHRACTORS FOR RETIREMENT INN,
RECOGNIZED THE ZONELINE III®I'IEA'|' PUMP FROM F
AS THE PRODUCT OF THE FUTURE? .o v spesis

“Linford Air & Refrigeration Co., the design contractors for Retire-
ment Inn, a multi-family residential facility, were practically sold on our
Zoneline III heat pump, even before I talked to them. They felt they’d be
doing their client a service because of what it would save him in cost of
operation.

“The heat pump offers the lowest operating cost for electric space
heating on today’s market. And as energy costs rise, it’ll be an even better
investment because it’s efficient in both the heating and cooling modes.

“The Zoneline III, with individual control, really makes sense for
residential applications like Retirement Inn. It’s great for the occupants
here, most of whom are elderly and have varying comfort needs.

“Add to that the reasonable first cost of the Zoneline III, and the
factory service backing it up. How can you go wrong?”

Take advantage of over 30 years of consistent service to builders.
Call your local GE Contract Sales Representative or write to: General
Electric, Room Air Conditioner Dept., Appliance Park, AP6-105, Louis-
ville, Kentucky 40225.

THE APPLIANCES AMERICA COMES HOME TO .
GENERAL ‘ ELECTRIC

10 housing 11/78 Cirele 10/




MORTGAGING

Dollar becomes a drag on housing

Mortgage rates turn up
in reaction to Fed’s
effort to aid currency

A sharp drop in the dollar over the last
three months is posing new troubles
for the domestic economy and for
housing.

The dollar’s 26% decline since Janu-
ary has caused the Federal Reserve
Board to drive up interest rates by
more than 1% since August in an
effort to attract dollars back to the
United States. The tougher interest-
rate policy is also being used as a
signal to foreigners that the U.S. is
serious about fighting inflation.

But the policy has had repercus-
sions.

California’s big savings and loan
associations have started raising mort-
gage rates again, reversing a down-
ward trend that began two months ago
[HOUSING, Sept.]. Leaders among the
California s&Ls, which do 20% of the
nation’s mortgage lending, lifted their
prime rate on home loans to 10%%
from 9%%. Mortgage yield also turned
back upward in the Federal National
Mortgage Association’s FHA-VA and
conventional auctions (see chart). And
the national average for conventional
mortgages on new houses rose to
9.73% in September, a record.

Peaking out. Economists who have
been predicting a peaking of interest
rates by year’s end still hold to that
forecast. They think the Fed will be
over the hump with its credit-tighten-

AVERAGE YIELDS, FANNIE MAE MORTGAGE AUCTIONS
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ing by mid-autumn and that long-term
rates, including mortgage rates, will
not go much higher. That means mort-
gages can fluctuate around 10% to
10.5%—a level that did not seem to
discourage borrowers all summer.

But even the most optimistic fore-
casters worry that further unforeseen
dollar problems could cause the Fed to
tighten harder. “If that happens all
bets are off, and the chances become
very good for a credit crunch next

year,” warns Allen Sinai, financial
economist for Data Resources Inc., an
economic forecasting concern who says
a 40% chance for a crunch already
exists.

Danger signals. The first clue to how
hard the Fed’s new interest-rate policy
is biting will probably come in Califor-
nia, where s&Ls and commercial banks
are paying record rates of 9% or more
on money-market certificates. If the
rate on that certificate goes much
higher, mortgage lenders there will
begin pulling back from high-cost
deposits and mortgage funds will dry
up. That’s the analysis of Kenneth R.
Biederman, chief economist for the
Federal Home Loan Bank Board.

Some housing analysts say such big
Coast banks as the Bank of America
and Security Pacific will withdraw
from the housing market anyway once
the bank prime rate exceeds 10%. At
that level, the banks’ best borrowing
rate would be nearly the same as their
mortgage rate. Most banks prefer
short-term, business loans at the prime
rate to 30-year mortgages, notes Allan

G. Bortel, a savings and loan analyst
for Loeb Rhoades, Hornblower & Co.

12
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Paperwork barrier to mortgage lending is illustrated by display of 136 forms required by
law or regulation for both FHA-VA and conventional loans in New York State. Display was
set up by Suffolk County Savings and Loan Association in Centereach on Long Island.



11 ;) mortgaging

Savings note here to stay, HLBB warns

The most important single develop-
ment in housing this year is now wide-
ly regarded as the six-month savings
certificate.

Government, mortgage and housing
officials now say this floating-interest-
rate instrument, more than any other
factor, was responsible for preventing
a housing recession in 1978.

The $10,000 money-market note
pays savers 4% more than a Treasury
bill. It now accounts for about $14
billion of savings on deposit in savings
and loan associations and $5.5 billion
with mutual savings banks.

“Without it, we would have been
very close to having a net outflow”
says Robert H. McKinney Jr., chair-
man of the Federal Home Loan Bank
Board. And if mortgage lenders have
learned anything in recent years, he
adds, it is that “interest-rate increases
are not caused by the cost of funds to
the banks and the s&Ls; they are
caused by the lack of supply [of
funds].”

A warning. McKinney helped inno-
vate the certificates with the help of
Chairman G. William Miller of the
Federal Reserve. McKinney vigorously
defended the new instruments at the
mutual savings bank convention in
Washington in September. There is
slim chance the government will limit
their use or change their terms to hold
down costs for thrift institutions, he
warned.

Unlike the s&Ls, the nation’s 446
savings banks are almost universally
opposed to the floating certificates of
deposit and would like to see them
withdrawn from the market. They
argue that the low-earning mortgages
in their portiolios—mostly concen-
trated in the East—do not earn enough
to carry the cost of the new and expen-

&

*Time and savings accounts (excluding large negotiable-CDs) held by individuals, partnerships

Savings flows at selected depository institutions
(Net increases in time & savings accounts outstanding, $ millions)

and corporations at large weekly reporting commercial banks.

How the new certificates are luring savings

New deposits reached an impressive level at
deposit institutions in August with the help
of the new savings certificates that were
authorized in June.

Salomon Brothers, the New York invest-
ment banking concern, points out in its
newsletter, “Comments on Credit,” that
new deposits in August ran only slightly
below levels of August 1976 and 1977 —and

sive savings certificates.

McKinney’s advice. Mortgage lend-
ers are now paying close to an 8%4%
effective rate on the cps. And savings
bankers say the time is shortening on
how long they can afford to stay in the
market.

But McKinney told the savings
bankers that there is still plenty of
room in most states to make money on
the notes by re-lending the 8%
deposits at mortgage rates of 10% or
better, then rolling them over at lower
rates six months to a year from now.
“If I were running a savings and loan,
that’s what I'd be doing,” he advised.

Withdrawal pains. A lot of savings
banks would like to quit. But ‘“once

ran far ahead of August 1973 and 1974,
both periods of net outflow.

New deposits for the first eight months
were off nearly 30% from the previous two
years, Salomon Brothers pointed out, but
they were not as low as in 1973-74. This
again emphasized the lift the new certifi-
cates had given to savings, the investment
house said.

you’re in, there’s a problem in just
pulling out of the market,” notes Saul
B. Klaman, president of the National
Association of Mutual Savings Banks.
“The bottom line on this is how
much longer it goes on,” says Klaman,
who predicts that the savings banks
will stay in the market until the end of
the year in the hope that McKinney’s
guess about rates peaking is correct.
If that happens, the cost-of-funds
squeeze will go away by itself and
savers are effected to buy longer-term
CDs, strengthening the savings base for
housing next year.
—BOB DOWLING
McGraw-Hill World News,
Washington

11 1) dollar...

of San Francisco, a brokerage house.

Still a big year. None of the difficul-
ties will change housing’s record for
this year by very much. Builders will
still count 1978 as one of the best, with
starts close to two million. Most of
those have already been recorded.

But tighter Fed policy could sharply

1 2 housing 11/78

cut into housing’s prospects in 1979.

For the record, such top policy
makers as Fed Chairman G. William
Miller are still suggesting that interest
rates can peak by year-end and that
housing will settle to a level of 1.75
million starts next year.

But the Fed’s present policy renders

the chances for that scenario far less
certain. In fact, if monetary policy can
be used to slow the economy without
crushing housing, it will be—even
Miller admits—a “new phenomenon.”
— BOB DOWLING

McGraw-Hill World News,
Washington




Is Ed Nixon the
fastest growing builder

in Montpelier, Ohio?

DODGE TRUGKS GOULD HELP YOU
BUILD A GREAT BUSINESS.

A guy who'’s doubled his construction
business in three years ought to know
something about pickup trucks...right? So we
asked Ed Nixon what he thinks of the new,
1979 Dodge Power Wagon.

“Tve tried Chevy and Ford before, but now
I stick to Dodges. My four-wheel-drive Dodge
Power Wagon has gone places where
conventional pickups couldn’t go.”

Ed Nixon is one of many successful builders
who’s built his business with the help of
Dodge trucks. “I can load 50 sheets of dry
wall in my %-ton Dodge four-wheeler and it'll
haul up the steepest grade around.”

Model for model, Dodge pickups have a
higher payload rating than most Ford or
Chevy models. And we've been making four-
wheel-drive trucks longer than Ford, Chevy,
GMC or even Jeep.

This year’s Dodges are better than ever...
with new front-end styling;

"

an attractive, functional instrument panel...
plus 60 years of Dodge dependability.

And if you need extra seating for a crew, we
have a crew cab model with room for six, or a
club cab model, with optional flip seats, that
can seat five.

AMERICA'S FASTEST GROWING
TRUCK COMPANY.

Whatever you need in pickups and four-
wheel drive, Dodge has got it. Maybe
that’s why our sales have grown
357% between 1967 and 1977.

See your Dodge Truck Dealer
for the kind of pickup you want. ..
right now. o il

DODGE IS INTO TRUCKIN'
LIKE AMERICAS INTO JEANS.

[70@[) ]}[/[ /,5
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“Why do we use Scheirich cabinets
in every unit we build?

“Because we can get a quality cabinet
for any room and any price range.
And we can get it when we need it v

Page Corporation

“When the time came to order cabinets for our
homes in Wolf Trap Woods, we looked to
Scheirich. You see, after using Scheirich cabi-
nets in all our developments over the last five
years, we're convinced they have the best cabi-
net line-up in the business. It's one of the few
lines where you can go from medium-priced to
luxury units and still get top quality.

“For example, in Wolf Trap Woods we wanted a
fine wood cabinet that would appeal to a very se-
lective clientele. And we wanted the convenience
of using that same supplier for other cabinetry
throughout the homes—in the children’s rooms,
desk/work areas and wet bars—in addition to the
kitchen and bath. And Scheirich had exactly what
we needed.

“In our other less expensive townhouses and
condominium developments, we look for dura-
bility—the type of cabinetry that can survive a
growing family and maintain its good looks with
minimal care. Again, Scheirich comes through
with top-quality, affordably-priced cabinets in a
variety of styles. And they have the kind of distrib-
utors—like Douglas Distributing here in Washing-
ton—who make sure your cabinets are on the job
when you need them.

“The convenience of a single supplier, the vari-
ety of styles, the assurance of dependable deliv-
ery and the confidence that comes from installing
the best your money can buy—that’s why we pick
Scheirich cabinets for all our projects.”

SCHEIRIEH

FINE FURNITURE FOR THE KITCHEN AND BATH

Wolf Trap Woods is a prestigious community of 101 luxury homes
situated in a tranquil, wooded setting near Washington, D.C. These
gracious homes offer many custom features including brick and
maintenance-free aluminum sided exteriors, two car garages and
masonry fireplaces. They also feature an exclusive ‘“‘Thermo-
Proof" insulation system which incorporates 6' (R-19) of fiberglas
exterior wall insulation and 9" (R-30) of fiberglas attic insulation
with the efficiency of a zoned heat pump system and the protection
of storm windows and insulated doors. The homes, with up to 2,800
sq. ft. of living space, range in price from $115,500 to $132,500.

Circle 15 on reader service card



MARKETS

California’s builders still going strong

Southland’s housing market eases but supply cannot yet meet demand

Despite fragmented reports to the
contrary, Southern California’s hous-
ing market remains strong even though
there may be some fraying at the edges
as builders contend with a growing list
of problems.

These include a lack of sewer capac-
ity in some areas, air and water-quali-
ty controls, overregulation and a
fundamental no-growth attitude
among the state’s planners.

But overall demand remains ex-
tremely high. Builders still cannot
supply enough homes. They find them-
selves restrained by regulatory pro-
cesses, skyrocketing land costs and
new fees (some of them retaliatory) as
municipalities seek to replace tax
funds lost as a result of Proposition 13.
(The tax-cut proposition [HOUSING,
July] was ruled constitutional by the
California Supreme Court on Septem-
ber 22.)

Pockets of oversupply. Precisely
because of overregulation, builders are
often unable to respond rapidly to
market changes. The result is often a
temporary oversupply of certain types
of housing. Most marketing experts
expect those pockets of surplus to be
worked out within months, however,
for the state’s economy remains
healthy and in-migration continues.

Sales of both new and used housing
are running in higher numbers than a
year ago. Realtors are quick to point
out that while there is some softening
in the resale market, this merely
reflects the absence of the frenzied
speculation of 18 months past. Sums
up Ken Agid of Market Profiles, a
consulting firm in Irvine:

“The California market is in transi-
tion, and it still has volumes of poten-
tial demand. It is just a question of
how long it takes the industry to adjust
and respond to the indicated de-
mand.”

The consensus among experts is that
demand will grow fastest in the higher-
density, attached-house market.

The $100,000 market. Agid, point-
ing to changing housing forms and
customers, contends that some inter-
esting new directions are indicated. He
explains that the consumer profile is
changing and that inflation, govern-
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mental controls and a land shortage
are exerting wide influence on the
market.

The only softness he sees in the
current market is for the traditional
single-family home that, to be econom-
ically viable, must now sell at
$100,000 to $150,000.

“The old volume-home project has
risen in price, leaving the volume
consumer market behind,” Agid ex-
plains. This has left a tremendous void
for housing below $100,000. But in
defense of the market, there were more
sales in California above $100,000 in
1977 and 1978 than there were in the
history of the state up to that time.

“So while you have a potential boom
below that range, on the surface it
would appear a bust in the upper price
range. But it’s a bust only if you look
at unsold inventory as opposed to the
volume of sales.”

“One problem is that there must be
10,000 houses either planned or on
market in Orange County,” Agid
points out. “We are having the highest
sales ever recorded in the upper price

ranges there—the Irvine Company
and Warmington Development both
had to resort to drawings among
would-be buyers at projects in those
ranges—but there is a built-in over-
supply. And that will raise inventory
problems for marginal projects and
builders.”

“But while we complain about
today’s high prices, everything down-
stream will be even higher,” Agid
insists. “Today’s overpriced inventory
is going to be tomorrow’s bargain.”

County by county. Phil Kunisch,
market researcher for First American
Title Insurance (Santa Ana), offers
another reassuring word about the
Orange market. He says prices have
not changed much from the last quar-
ter and that inventory is building only
slightly. “There is nothing to be
worried about,” he insists. “It’s just a
good time for a buyer to deal.”

According to the Real Estate Re-
search Council of Southern California,
Orange had 3,939 units unsold in
June, up 11% in six months.
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CALIFORNIA HOUSE PRICES

Due to varying sample bases, the chart represents only a very rough indicator of trends in the
first six months of 1978.
**Insufficient data

The preceding chart proves that regional median existing home price increases
have generally been in excess of the statewide gain. San Diego, the Monterey
region and Los Angeles have reported the most dramatic price increases,
although fully eight regions showed six-month appreciation levels of over 9%. The
observed drops in median sales prices in the Lower Desert and Orange County
areas can best be attributed to seasonal factors (Lower Desert) and in part to a
nonstandardized reporting sample (Orange County).

Chart by California Association of Realtors
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Booming San Bernardino and River-
side Counties offering lower-priced
housing have suddenly run short of
sewer capacity. The sewer problem,
land constraints and fee increases are
raising house prices. Dale Stuard,
president of American National Hous-
ing Corp., Newport Beach, says he
now is paying as much or more in
building fees as he once paid for
finished lots in the area.

The research council reports 1,638
unsold units in Riverside and 2,274 in
San Bernardino, down 20% and 31%
respectively in six months.

San Diego and the Valley. San Diego
continues to enjoy strong sales, with a
strong trend towards attached housing.
Housing Impact, a quarterly analysis
prepared by First American Title and
Building Research Consultants, re-
ports the average price of all new
homes there increased 4.6% in the
second quarter to $74,600, with
single-family houses at $81,400. Con-
do conversions accounted for 18.8% of
sales. There were 2,386 unsold units,
down 5% in six months.

Sales reportedly have softened for
all housing in the San Fernando
Valley, faced as it is with mandatory
school busing. As evidence of white
flight, a school trustee reports a drop
of some 24,000 enrollments since last
year.

Demand is expected to recover, but
housing starts are down and there is
increased pressure on the apartment
sector. Construction costs, the high
price of land, rent freezes and the
prospect of rent controls are all
discouraging the multifamily indus-
try.

The future. Conrad Jamison, vice
president and economist for Security
Pacific Nationa}l Bank in Los Angeles,
predicts a continuing housing shortage
for the California Southland.

Mission Viejo house went on sale in late summer and is selling at $125,000 to $175,000.
Orange County reportedly has 10,000 houses on or coming on market at $100,000-plus.

New single-family detached houses
sold and conventionally financed,
first half 1978; Federal Home Loan
- Bank Board figures from 28 metro-
politan areas.
1. San Francisco $88,200
2. Los Angeles 83,800
3. San Diego ; 80,600
4. New York City 78,800
5. Honolulu 75,400
6. Washington, D. C. 75,100
7. Boston 74,500
8. Chicago , 71,000
9. Minneapolis-St. Paul 70,300
10. Columbus (Ohio) 68,300
28. Miami-Ft. Lauderdale 43,200
National average: $60,100

“We are not building fast enough to
eat into the demand and backlog to
reduce that shortage,” he contends.
“With high costs and building restric-
tion controls, environmental impact
reports required, red tape and delays,
the uncertainties and the prospect of
rent control, I would be surprised if the
situation doesn’t continue. Another
sour note is that fees are three and

four times what they were.”

John Kyser, vice president and
regional economist for United Califor-
nia Bank, says, “We are looking for a
modest increase in housing starts next
year. The recent peak for the state
came in 1977. He agrees that, despite
extremely low vacancies, there won’t
be much apartment construction.
Building costs don’t make sense in
multifamily building, he says.

Both Kyser and Don Alexander, a
spokesman for the Federal Home Loan
Bank Board in San Francisco, see
some easing in mortgage rates next
year. But Kyser also predicts rising
house prices, and he sees no let-up in
regulation and no relaxation in the
requirements to meet environmental
rules.

Many experts even predict a boom
in the inner cities because of the
inability, either real or imagined, to
build the necessary infrastructure for
new communities. But such a boom
could well widen the process known as
gentrification—the buying of old in-
ner-city houses by affluent invaders—
and this could force the minorities into
even tighter areas. Solving one prob-
lem would merely create another.

—BARBARA TAYLOR
Los Angeles

A $1,500-per-lot utility fee looms for California’s developers

California builders are faced with an
additional charge of as much as $1,500
per building lot as the state’s utilities
seek new ways to cover hookup costs,
which had previously been absorbed in
overall rate charges.

With rising costs and a seeming
inability to win approval for rate hikes,
the utilities have petitioned the Cali-
fornia Public Utilities Commission to
allow them to charge builders.
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On motion by a San Francisco
builder, Emmett Clifford, a resolution
has been unanimously adopted by the
California Housing Task Force advis-
ing Governor Edmund G. Brown Jr.
and the puc that the proposal is of
‘“‘great concern.”

“Approval could result in increasing
the cost of a building lot by $1,500,
which would disenfranchise about
150,000 families from being able to

purchase affordable housing,” the
resolution says.

“This is a statewide problem,” Clif-
ford says. Not only are hookups from
the street to the meter of concern, he
contends, but the utilities’ requirement
that builders ‘oversize’ capacities for
future development also is a problem.

“If you put in oversized facilities for
future subdivision activity, front-end
buyers will be charged.” —B.T.




New Random Plan

Random Plank LaHonda 34" paneling
saves you time because it essentially goes up
board by board instead of piece by piece.

Clear and all Heart Grades of redwood are
finger jointed into random-appearance planks,
packaged in multiples to make 8! 10’ or 12’ lengths.

They're light and easy to handle. Tongue
and grooved for perfect fit. And packaged in
dustproof cartons.
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Pieced together to go up faster.
For more information, write “Random
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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 survey found 93 percent of new
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home buyers ready to spend $600 more on their
home, to save just $100 yearly on fuel bills.
And there's no doubt that energy-efficient
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 of
other factors. (To find out
how much insulation is
recommended for where you build, check R-
values—ceilings/walls/floors—on map above.)
We've developed new products—like



if
P ——

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 people preparing to buy new
homes are concerned about conserving
energy. So you can sell a house for more—if you
build it like the house on the right.

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

TRABEMARK B
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California’s four new housing markets

The sands are shifting treacherously
under California’s builders, but one
trend spotter, Thomas G. Payne,
thinks he’s found a better way to make
the most of a fluctuating market.

With skyrocketing home prices
slowing the Golden State’s housing
boom, Payne—who’s president of Ap-
plied Research Services of Laguna
Beach—has pointed out four “new
market opportunities” that he says can
keep buyers buying and builders build-
ing.

The low end. Payne, a consultant to
several California builders and archi-
tects, claims that relatively inexpensive
lots are available in several urban
areas. Because they are located “in
very modest neighborhoods with sig-
nificant concentrations of ethnic mi-
norities,” the improved lots fall into
the $18,000-$22,000 range.

By using cost-cutting methods,
Payne claims, builders can construct
homes of up to 1,450 square feet and
sell them for $50,000 to $75,000.

To keep the lid on prices, most of
these homes use truss systems of the
same size. “And the feature appoint-
ments,” Payne says, “are utilitarian.”

The low-enders are already being
built by Ponderosa Homes in the
Encanto area of San Diego. They have
composition roofs, stripped exterior
elevations with only stucco and mason-
ite siding, formica countertops in the
kitchens, low-cost light fixture pack-
ages and tubs of fiber glass.

The use of such cost-cutting prac-
tices, Payne notes, keeps the Pondero-
sas considerably below the $81,600
San Diego median just reported by
Development Dimensions, a San Diego
sales specialist, after an extensive
market survey.

In Baldwin Park near Newport
Beach, Payne says, a demand study
revealed an annual market for 1,200
single-family units in the $40,000-
$60,000 range. Once again, he adds,
“the neighborhood was very moderate
in terms of appeal.” One site was
backed up to deteriorating apartment
buildings and was surrounded by
resale homes priced between $35,000
and $50,000. Despite such surround-
ings, the 25-unit project sold out in two
weeks. The buyers were mainly first-
timers in the lower middle-income
bracket who worked nearby. For this
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market segment, Payne declares, “the
$40,000-$60,000 price was perfect.”

High-density condos. With home
and lot prices rising, Payne advocates
high-density condo apartments and
townhouses, moderately priced, as an
alternative to single-family homes. He
recommended a prototype for La Jolla
Village near San Diego that was
accepted by Broadmoor Homes. The
project will consist of $60,000-$86,000
condos ranging in size from 1,060 to
1,450 square feet.

“Even though there’s only a sign at
the site with some construction in
evidence, the market response has been
tremendous,” Payne says.

The condos are aimed at first-time
buyers, young renters, singles, couples
and empty nesters. One-third of the
units will be tuck-under townhouses,
one-third small square footage flats
and one-third large flats.

Apartment conversions, Payne adds,
are another way of attracting discour-
aged single-family homebuyers.

‘Almost custom’ home. Orange
County, Payne declares, “is glutted
with ordinary, but now overly expen-
sive, tract housing.” Only a few years
ago such homes sold for under
$100,000. Now they fetch $175,000 in
many areas.

The tract homes have been enlarged
but they have not been redesigned to

appeal to an older and more sophisti-
cated market segment, Payne points
out, and he explains:

“These homes no longer fit the
marketplace and were never designed
to attract the very affluent, mature
family move-up segments.

“Not only that, but they are not
distinguished by their marketing or
merchandising programs. Most such
houses are situated on small lots,
considering the price. They have a very
poor price-value relationship.”

In short, Payne insists, the tract
home is no longer appropriate for
buyers in the current $150,000-
$225,000 range.

The key, he claims, is redesign. The
product of the redesign is what Payne
calls the “almost custom” home.

“Because its average buyer is 42 to
45 years old and affluent,” Payne
contends, the family room can be
removed from the kitchen area. Mas-
ter suites can be separated and single-
story living can be emphasized.”

Most important, Payne adds, “these
homes must have a sophistication and
uniqueness of interior design to justify
the price tag. I’'m sure many buyers
are afraid of buying an expensive tract
home with a few hundred more square
feet and a microwave oven which will
later do very poorly on the resale
market.” —T.A.

Board-ups dot Long Island

In Long Island’s Suffolk County,
boarding up foreclosed houses may be
the fastest-growing construction busi-
ness.

When Steve Lehrer of Creative
Property Management in Oakdale,
N.Y., started board-up operation in
1976, he was closing less than 25
houses a year. Now it’s more than
100.

Two years ago Brooks Construction
Co. in Plainview, N.Y., boarded up
one foreclosed house. Today, accord-
ing to Brooks general manager Maddy
Heitner, the company closes 200 a
year in the metropolitan New York
City area. “Most of our business is in
the East New York and Bushwick
sections of Brooklyn, and in Suffolk
County,” she says. “But, we've

boarded up houses as far away as
Virginia, and we’re planning to expand
our business to Florida.”

Lenders’ agents. These companies
work for s&Ls and other lenders that
formerly had a handyman on tap for
such assignments. The companies col-
lect $600 to $1,000 per job, and in a
few cases $3,000. Fees are based on
house size and the board-up specs.

“The FHA has the toughest specs,”
says Heitner. “The VA is less stringent,
and the few conventional mortgage
foreclosures are sealed up to the lend-
er’s specs.”

Brooks is listed as a general contrac-
tor and does work other than boarding
up, but no new construction. Lehrer
buys, rehabs and resells old properties
in addition to boarding up.



GREAT LOOKS
GREAT DELIVE
EROM KITCHE

Whether you're looking for the r’ ﬁ»\ e
economy and durability of Plaza s
Durium fronts and drawers, the
features and appearance of Glen- |-
wood Two, or the fine-furniture S
excellence of Richwood, Kitchen |~
Kompact's vanities will make you
look good to your customers. And
your accountant.

When you want a profitable vanity
(and want it now!) look for us in |
the yellow pages or call the
Sweets BuyLine® 800/255-6880.

Kitchen Kompact, Inc.

KK Plaza

Jeffersonville, Indiana 47130
(812) 282-6681

*Also available: Plaza One in simulated
dark oak.

fa)
[}
o
=
I
Q
o

GLENWOOD TWO

We deliver!

Circle 23 on reader service card

-



Show me Masonlte 51d1

Win an 8-day, all expense paid deluxe vacation
for two in Mexico City and Acapulco
as guests of the Masonite Corporation.

If you are a builder, fill in the coupon.

We’ll do the rest.

The 1979 Masonite® brand siding story is important
to you for two reasons...one, Masonite brand prod-
ucts can be more profitable for you to use; and two,
you can win a super trip to Mexico just for listening
to our story.

It's a good one. That’s because 79 sidings are rich-
er looking...more natural in appearance. They are
more durable than wood. But even better, Masonite
brand siding is more economical than plywood. So
you see why we want builders to get the facts first
hand.

So see the Masonite Siding Story and maybe you'll
see Mexico. In every one of our fifteen regions, we
will hold a “Show Me Mexico Sweepstakes™ drawing
on March 30, 1979. To qualify, just have your
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Masonite salesman show you our new 1979 designs.
Afterward, he will certify your entry form and you'll

be in the drawing for Mexico. Entry deadlines:
February 15, 1979.

30 Winners leave May 3rd and return May 10th. Your
deluxe trip includes round trip airfare from your home‘
city airport. The “Show Me” group will stay four
nights at the famed Maria Isobel Hotel in Mexico City;
and three nights at the Hyatt International in Acapulco.
All lodging, meals and travel expenses will be paid
for by Masonite Corporation. Your Masonite sales-
man will have full details regarding the “Show Me
Mexico Sweepstakes: (Void where prohibited by law.)
It's a VIP trip fit for VIP’s.




show me Mexico.
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Mail this coupon and we’'ll make sure you
see the 1979 Masonite Siding Story and
enter your name in our Sweepstakes.

Beautiful Aztec Coasters. Free to builders
who return this coupon by
December 15,
1978.
You will re-
ceive a set of
four striking
“diamond cut”
Aztec calendar
coasters as a
gift for early
response.
When your
Masonite salesman certifies your entry,
he’ll leave your present...worth a
suggested retail
value of $15.00.

)
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CORPORATION

®

Show me Masogﬁtg Siding! HS 11

I'd like to enter your exciting “Show Me Mexico Sweepstakes.'
Please send a Masonite salesman to Show Me how I can save
with Masonite brand siding.

I am currently building—_______homes per year and make
the decision on the use of siding. lam—___________currently
not currently using Masonite brand siding.

Name. Title,

(Please Print)

Company. Ph

Address

City. Cty. State. Zip.

Mail to: Show Me Sweepstakes, Masonite Corporation,
1909 E. Cornell Avenue, Peoria, Illinois 61614
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San Antonio
getting a
colonial look

In San Antonio, a bastion of the tradi-
tional southwestern brick ranch, the
two-story wood colonial is coming into
its own.

Introduced last January by Morton
Southwest Inc. of San Antonio, the
colonial —called The Williamsburg—
has attracted 130 buyers so far. By
year’s end, say President Cliff Morton
and Marketing Director Jerry Hos-
kins, 200 will be sold.

The Williamsburg sells from
$54,000 to $68,000 and, says Hoskins,
“it attracts second-time buyers with
children who feel nostalgic for the old
Eastern-type colonial or something a
bit different from the usual brick.”

Morton explains that, ironically,
“only about 35% of the Williamsburg
buyers come from places where the
colonial is the norm. The bulk, I guess,
are nostalgic for something that they
might never have had.”

Phoenix:
Hot market
in desert

In Phoenix—one of the Sunbelt’s
gleaming gems—the $45,000 single-
family detached home with two or
three bedrooms is king.

So says Richard E. Mettler, execu-
tive vice president of the Central
Arizona HBA. “Our median home price
is $45,000, but everything is selling
here,” he declares. “People are buying
homes in the $35,000-$50,000 range so
fast that it’s hard for the builders here
to keep up with the demand.”

Knoell Homes is—next to the giant
Del Webb Development Corp.—the
Phoenix area’s biggest single-family
builder with 775 starts last year and an
estimated 850 this year. Its best seller,
says Vice President Tom Knoell, is the
$36,000-$52,000 ranch with two-to-
four bedrooms on an 8,000-sq.-ft. lot.

“It’s our low-ender,” Knoell says,
“and it sells best to first-time buyers,
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A big seller since its January debut, Morton Southwest’s Williamsburg—a two-story wood

colonial priced from $54,000 to $68,000—has attracted 130 San Antonio buyers.

‘Hot town.” Elsewhere in San Anto-
nio, despite a July flood that took 22
lives, builders are enjoying another
good year.

“This is one hot town,” says Presi-
dent Dominick Pisano of the San
Antonio HBA. “Everything is selling
everywhere.”

The big seller, he notes, is a three-
bedroom ranch with a two-car garage,
all on a 65" X70” lot. Prices: $40,000
to $50,000.

Prices are

’

low, Pisano insists,

; S l |

because labor and supply costs are
relatively moderate. “Our problem is
that there’s not enough labor or supply
to keep up with the growing demand,”
he explains.

Cutbacks. Some San Antonio build-
ers are actually cutting production
because of the lack of labor and mate-
rials.

Interest rates are holding steady at
9%% with the s&Ls, and Pisano
expects them to remain at that level.
The state has a 10% usury ceiling.

Most popular model offered by Knoell Homes in Tempe-Chandler-Mesa area southeast

of Phoenix is this three-bedroom, two-bath ranch. The house is selling for $51,000.

young families and even empty nest-
ers.”

Hot market. In fact, Knoell claims,
75% of his company’s sales are in the
lower price range and the same holds
true with other area builders. Four-
bedroom houses costing $80,000 to
$150,000, however, ‘“‘are becoming
more and more popular.”

As a whole, the Phoenix single-fami-
ly market is enjoying a resounding
boom. According to Mettler, single-
family starts this year had already

equalled last year’s total of 22,000 by
August “and I won’t even estimate
what the number will be by the end of
the year.”

Mortgages. Interest rates, quivering
at the 10% level in many parts of the
country, are holding steady at 9% in
Phoenix. “And we hear they may soft-
en soon,” says Mettler.

The Phoenix Achilles heel —if it has
one—is a quiet apartment and condo
market which, Knoell and Mettler
agree, may pick up next year.




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-lined

W griddle provides
perfect grilling.
surface. %

Equip your kitchen with the Thermador TMH45 Griddle ’ h d

'n Grill and be a culinary artist. E r ma n’-
The Griddle 'n Grill makes your kitchen a complete The elegant difference.
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COSTS
NAHB blames

labor for
house costs

Lashing out at AFL-C10 chieftain
George Meany, President Ernest A.
Becker Sr. of NAHB has assigned much
of the blame for skyrocketing housing
costs to Big Labor.

At a press conference ending the
NAHB fall directors’ meeting at the
Denver Hilton September 14-19,
Becker charged that the 83-year-old
union leader “is too old for the job.”

Meany, Becker declared, “has lost
touch with his membership or he
wouldn’t have said that he will never
give in on wages. If he got out of
Washington and went to the grass
roots— like the builders do—he'd see
that labor’s going to have to lower its
demands or be out of business.”

$50,000-a-year craftsmen. In some
union strongholds, Becker claimed,
construction workers “make $50,000 a
year and they won’t even work the
year 'round.” If union workers in-
creased their efficiency, the NAHB
leader contended, “we could handle
some of their demands.”

Meany did concede, however, that
inflation—and the decline—of the
American dollar overseas remain the
chief causes of housing’s cost spiral.

“We're just starting to feel the
effects of tighter Fed monetary poli-
cies aimed at curbing inflation at home
and strengthening the dollar abroad,”
Becker said. “As usual, they’re the
same kind of policies that have precipi-
tated every housing downturn since
World War I1.”

An uncertain outlook. With interest
rates bumping the 10% level in many
parts of the country, with a 20% rise in
gypsum product prices and with “scat-
tered shortages of skilled labor,” Beck-
er called housing’s outlook “uncer-
tain.”

Tentatively, however, Becker stuck
to his prediction at last January’s
NAHB convention of a drop of only
200,000 in starts for 1978 —to 1.8
million. And when it comes, he said,
the housing slowdown “will be short
but not deep—we hope.”

The housing cost crunch, Becker
noted, could be eased “if only home-
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Hup’s Janis
‘Upset’ about housing costs

NAHB's Becker
Outlook is ‘uncertain’

building was not used as a tool to start
up or slow down the economy.” Build-
ers are happy, he insisted, “with 1.7 or
1.8 million starts a year.” When starts
hit or exceed two million, he noted,
*“costs rise even higher and faster.”
Stability, he warned, “is a necessity.”

Janis visit. Speaking before a packed
house of 1,300 directors, Jay Janis, the
former Florida builder and current
HUD undersecretary, declared that the
steady rise in home prices ‘“is upsetting
to me.”

How long, he asked, will people be
willing to spend 30-35% of their
income on housing? Answering his
question, Janis said the buying spree
will continue “as long as they [home-
buyers] see clear evidence that prices
are still rising. They’ll ride the appre-
ciation curve as long as it lasts.”

If the eighth postwar downturn
occurs in housing, Janis cautioned, “it
will happen because costs are too
high.”

‘Resolved.’ At their Denver meeting,
the NAHB directors resolved:

®To urge the Carter administra-
tion—and particularly Housing Secre-
tary Patricia Harris—to “recognize
the right of Americans to live where
they choose and to refrain from pursu-
ing policies restricting suburban home
construction in the hope of rechannel-
ing that construction into central
cities.”

®To empower the NAHB executive
committee to come up with a strategy
aimed at preventing savings and loan
associations “from engaging in the
active business of land development
and homebuilding.”

®To lobby for a change in the
National Environmental Policy Act so
as to allow federal agencies to accept

state and local environmental reviews
and impact statements.

®To urge HUD to approve housing
projects that comply with local subdi-
vision standards when those standards
are ‘“‘equivalent to or greater than HUD
standards.”

®To reaffirm NAHB’s opposition to
variable-rate mortgages and to urge
Congress to direct the Home Loan
Bank Board to withdraw proposed
regulations permitting federally char-
tered S&Ls to offer VRMs.

Election campaign. The directors
officially designated First Vice Presi-
dent Vondal S. Gravlee as NAHB’s
president-elect. Gravlee, president of
Gravlee Homes Inc., Birmingham,
Ala., takes over at the Las Vegas
convention next January.

The Denver meeting marked the
opening of the campaign for the fourth
rung on the NAHB officers’ ladder. Five
builders entered the race for the secre-
tary-treasurer’s post, a stepping stone
to the presidency. They were Harry A.
Pryde, president of Pryde Corp. of
Seattle, Wash.; Frederick J. Napolita-
no, senior vice president of Terry Corp.
of Virginia Beach, Va.; V. Hal Tread-
away, vice president of FPI Communi-
ty Developers Inc. of Sacramento,
Calif.; Gerard F. Dohm, chairman of
Dohm Construction of Madison, Wis.,
and Lou J. Cavallero, president of
Belaire Development Corp. of Clarks-
burg, W. Va.

Citing the “press of business,” a
sixth candidate, Leonard R. Sendel-
sky, quit the race. An unsuccessful
candidate last year, Sendelsky is presi-
dent of Len-Guy Construction Corp.
of Colonia, N.J.

—TOM ALLEN
in Denver
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Kenmore.

Making America
feel at home.

Our name helps you sell.

Sears Kenmore appliances have been
helping Americans feel at home for
generations. Your customers know and
trust our name and our reputation for
quality, reliability and value.

Sears Contract Sales gives you the full
line of Kenmore brand and Sears appliances
in your choice of styles, colors, features
and prices.

One-Call Service.

One call puts you in touch with one

T
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of the largest service networks of its kind
in the industry.

Sears maintains a fleet of over 15,000
vehicles to rush help when and where it’s
needed. Plus over 20,000 service personnel,
from coast to coast, for regular mainte-
nance and emergency repairs.

The Sears Selection.

Sears Contract Sales has practically
everything you need for your commercial,
residential and industrial appliance needs.
One single source that gives you the
products, performance, brand awareness
and customer loyalty that can really make
a difference.

It’s no wonder America feels at home
with Sears. And Kenmore.
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COSTS

Cement shortage moves eastward

A cement shortage, which surfaced in
the West four years ago, now hinders
Midwestern builders and threatens to
move toward the East Coast.

The shortage has already slowed
construction of about 17,000 homes in
the Greater Chicago area, and the
ultimate result may be higher building
and new-home prices. Chicago build-
ers, in fact, estimate that the shortage
may add $600-$2,000 to the price of a
new home.

Explains Martin Bartling, executive
vice president of the Home Builders
Association of Greater Chicago
(HBAGC):

“Builders are having a terrible time
around Detroit, St. Louis, Kansas City
and Chicago. Indiana, Missouri and
Iowa are also having difficulty getting
cement.

“Some guys are paying $90 a ton for
Canadian cement if they can get it.
That’s up from $45 just a couple of
months ago. I know of one builder who
paid $135 a ton for cement delivered
from Dallas and I don’t see a solution
to the problem in the very near
future.”

The causes. The reasons for the
cement crunch are myriad. “The first
thing we thought of,” says Bartling,
“was collusion and price-fixing among
the cement producers. But we could
find no evidence.”

According to J. Michael Patton, the
National Ready-Mix Concrete Asso-
ciation’s Midwest director, “There’s no
one reason—and no single solution—
for the shortage.”

As Patton sees it, more stringent
anti-pollution regulations imposed by
the Environmental Protection Agency
four years ago tipped the first domi-
noes.

“To comply with the higher pollu-
tion standards, he says, “many plants
cut back production. Others, the older
ones, cost so much to modernize that
the companies shut them. I know of 29
plants that were closed for that
reason.”

In addition, Patton declares, “we
had an awful winter out here. I can’t
think of one plant that was not closed
down for some period of time.”

During the economic slowdown of
’75, explains Jon Mularkey, NRMCA’s
vice president of marketing, “many
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Cement crunch squeezing builders is making such sights as those shown above a rarity.

producers used the capital earmarked
for new mills to modernize existing
plants. Those mills are now producing
at 95% capacity —high for any indus-
try—but that’s not enough to meet the
current demand.”

Solutions. In Chicago, builders who
are now paying up to $52 per cubic
yard for concrete—up from $34 a year
ago—have joined with labor and the
state Municipal League to try to ease
the problem.

Calling itself the All-Industry Task
Force, the group has asked municipali-
ties to waive requirements for use of
concrete in home construction, except
for foundations, this winter. Curbs,
gutters, sidewalks, service walks, steps
and retaining walls would be installed
in the spring, when and if supply and
weather conditions permit. The Illinois
Municipal League has urged commu-
nities to comply with the task force’s
requests.

In addition, the state’s builders have
asked that asphalt be substituted for
concrete in driveways. Optional items

such as patios, however, may have to
wait “indefinitely.”

An irony. The NRMCA’s Mularkey,
based in Washington, hopes that the
volume of cement imported from
Canada, Japan and Mexico will
increase and alleviate the shortage.

“It pains me to say this,” Mularkey
says, “but there’s a better way than
more imports and that way is a reduc-
tion in demand.”

As he views it, homebuilding’s unan-
ticipated success this year may have
speeded the current shortage:

“When the economy recovers from a
recession, homebuilding leads the way
and commercial and industrial con-
struction follow. About the time com-
mercial and industrial reach a peak,
homebuilding has slacked off again.”

This year, he says, “homebuilding
defied the odds and did much better
than we expected. We weren’t ready
for the demand. I hate to say it, but
this shortage won’t be solved until the
bottom drops out of the construction
industry.” —T.A.

Olin-American’s parent is acquired

Olin-American Inc., a single-family
builder with headquarters in Pleasant
Hills, Calif., is getting a new parent.

For $720 million in cash and stock,
Celanese Corp. of New York has
agreed in principal to acquire Olin
Corp., Olin-American’s New York-
based parent.

According to an Olin spokesman,
the merger of the two chemical giants

will have no immediate effect on the
Olin-American executive roster or the
wholly-owned housing subsidiary’s
current operations. B.T. Lake II, the
Olin spokesman says, will continue as
Olin-American’s president and chief
executive.

For fiscal 1977 (September), Olin-
American sold 1,923 single-family
homes, up 27% from 1976 —T.A.
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There's nothing

that adds value to a
‘home like a Jacuzzi
whirlpool bath.

! And here's another
way to profit.

The unigue new
Omni ¥ A combination hydromas-
sage, soaking tub, and shower. All in
one easy-to-install module that fits
into the space of a standard 5' tub.

'./v‘ VT. D )E

And unlike the hydromassage units
of our competitors, the Jacuzzi
Omni Y is a completely engineered
non-corrosive system. With each part
designed and built specifically for

its function
within that
system.

Its patented
venturi inlets,
for instance,
are speci-
fically
designed to
maximize
whirlpool
action
throughout
the tub (see
illustration).
Its fingertip
controls let
you adjust
air/water
intake and

t

Ty

water flow so you get
the kind of massage you
want—from smooth and gentle to one

that's more invigorating. Its interior is con-
toured to fit your body for maximum comfort.

And its air induction system is noiseless.
Circle 33 on reader service card

Jacvzzi

But best of all, its unique decorator
access panel (see illustration) slips off
so water and electrical connections
can be made during any stage of con-
struction. And it can be serviced
without touching finished walls.

The Omni V arrives completely
plumbed, wired, ready-to-install, and
with the Jacuzzi name. Your assur-
ance of getting all the luxury and
profit only the world's finest whirlpool
bath can give.

For more information, call
Toll Free (800) 227-0710
In California, call (415) 938-7070

OOO

WHIRLPOOL =/ BATH

P.O. Drawer J, Walnut Creek, CA 94596



PEOPLE

U.S. League names two up top

The chosen: Joseph T. Benedict, select-
ed as the U.S. League of Savings Asso-
ciations’ president, and Edwin B.
Brooks Jr., nominated as vice presi-
dent.

Benedict, chairman of the Freedom
Federal Savings and Loan Association
of Worcester, Mass., will be the
national spokesman for the league’s
4,462 member associations. He and
Brooks, president of Security Federal
Savings and Loan Association, Rich-
mond, Va., began serving one-year
terms at the League’s 86th annual
convention, which opened October 29
in Dallas.

A retired Air Force brigadier, Bene-
dict has a cities-and-housing orienta-
tion which dates from 1946, when he
was appointed executive director of the
Worcester Housing and Redevelop-
ment Authority. He held the post until
1954, when he joined Freedom Feder-
al. He is a director of the National
Housing Conference, a professional
organization for housing executives.

President Carter’s chief anti-infla-
tion fighter Robert Strauss, and Chair-
man Robert H. McKinney of the
Federal Home Loan Bank Board spoke
at the league’s convention.

BUILDERS: Taylor Woodrow Homes
Ltd. of London, which builds in Cali-
fornia and Florida, appoints David
Nash as president of its U.S. housing
operations. Nash appoints Roger
Postlethwaite as divisional director
(U.S. operations) and general man-
ager of The Meadows, a Taylor devel-
opment in Sarasota, Fla.

Don Edwards is named president of
W&E Inc., a joint-venture partner of
Watt Industries of Santa Monica,
Calif. He had been president of a
Philadelphia subsidiary of The Rich-
ards Group, developer and builder of
residential communities.

More from Watt: The company
joins John D. Tapking to form W&T
Enterprises Inc. and develop residen-
tial projects in the Conejo Valley in
Southern California. The W&T presi-
dent, Tapking, had been director of
planning for the Donald L. Bren Co., a
builder based in Sherman Oaks.

Kaufman and Broad’s Southern
California division promotes Bruce
Tripp from director of forward plan-
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U.S. League’s Benedict...
Into president’s chair

...and Brooks
Second in command

ning to assistant division president. In
Northern California, E.J. Hedrick
returns as divisional vice president and
production manager. Hedrick had
spent nine years with K&B before join-
ing the David D. Bohannon Organiza-
tion, a developer in Sacramento. And
in the Chicago division, K&B’s Judith
Ann Decker is promoted from sales
and marketing coordinator to general
sales manager.

Centex Homes of Florida Inc., a
subsidiary of Dallas-based Centex
Homes Corp., promotes Paul W.
Asfahl to vice president.

Terry W. Blankinship becomes pres-
ident of the Benchmark Construction

Co., a new general contractor and
homebuilder in Raleigh, N.C. He had
been president of Cast-A Stone Prod-
ucts in Raleigh.

Wood Bros. Homes widens the
responsibilities of two. George V.
Tannous is named senior vice president
and manager of the Texas region. He
retains his title as president of volume
builder Raldon Corp., a Dallas-based
Wood Bros. subsidiary. Rick Ramsey
is appointed vice president and man-
ager of the Dallas division. He contin-
ues as executive vice president of
Raldon.

U.S. Home Corp., with headquar-
ters in Clearwater, Fla., makes two
changes. W. Leon Pyle, formerly presi-
dent of the Florida retirement division,
is elected vice president, operations.
Ray Woodruff assumes the presidency
of U.S. Home’s central Texas division.
He had been area manager for Ryan
Homes of Indianapolis.

Robert T. Kleinpaste, former vice
president of marketing for Chesapeake
Homes Inc. of Baltimore, leaves to
start his own firm, Builder Services
Associates Inc. in Eldersburg, Md.

LENDERS: Steven P. Doehler joints
the Mortgage Insurance Companies of
America (MICA), Washington, D.C., as
assistant executive vice president.
Doehler was formerly with the Senate
Banking Committee.

Wachovia Mortgage Co. in Winston
Salem, N.C., a subsidiary of Wachovia
Corp., names a new president. He is
William G. Sizemore, senior vice presi-
dent and secretary of Wachovia Corp.
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K&B'’s new general sales manager, Judith Ann Decker, points to an architectural detail on
plan of Concord House model at Georgetowne project in Carol Stream, 1.
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THIS IS
HOW TO BUILD
I TRACTIVE CABINETS
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THIS IS
HOW TO BUILD
BEAUTIFUL CABINETS

Dovetailed joints
at all four corners,
fine furniture construction.

Ball bearing rollers on
a front frame suspension
system glide easily in
plated steel channels.
Smoother, quieter operation
with stay-closed feature.

One-inch thick solid hardwood frames
with mortise-tenon joints, glued
and pinned under pressure.

More than just beautiful in appearance,
Haas cabinetry has the beauty of
nature’s fine woods and furniture
quality craftsmanship.

Haas design excellence, sound
construction, and exclusive Durasyn®
finish assure long lasting performance
and consumer satisfaction.

Beautiful!

All of these Haas extra value features
give you an important sales advantage.
When you can point out these features,
demonstrate the famous Haas drawer,
and offer a selection of outstanding
designs, it makes selling easier for you.
You have Haas Cabinetry for the
kitchen, bath, plus modular wall units
for use throughout the home. It’s a
great expanding market.

The beauty of
the woods protected
by Durasyn® finish.

One-half inch thick end panels are lock
jointed to frames. Wood corner blocks
glued at all four corners.

Computerized, perpetual inventory,
engineered protective packing, and
shipment within a 1200 mile radius by
our own trucks to assure delivery to
meet your requirements, prevent
damage, returns, and call-backs.

We do whatever we can to help you sell
and to eliminate problems for you.

If you don’t sell Haas cabinets now, you

should investigate this profit opportunity.

It’s beautiful!

YOU HAVE
CONFIDENCE
IN HAAS

Drawer sides are %,” oak.

Drawer fronts have
select 78”and 1” solid
core construction.

Sturdy, die-cast

hardware designed
to complement the
style of the cabinet.

Five-step finishing system protects and
enhances the beautiful woods. Exclusive
Durasyn@® finish resists scratches

and stains.

P
i

HAAS CABINET CO., INC.
625 West Utica Street
Sellersburg, Indiana 47172
Call TOLL-FREE 1-800-457-6458
Indiana residents call (812) 246-4431
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The
Professional
Edge

You Need It Now More Than Ever.

The home improvement industry is big business.
And it’s getting bigger by the day. The $35.5-billion it
will generate this year is expected to mushroom to
$50 billion in 1980, and $90 billion by 1985. The
number of contractors in the field seven years hence
is projected at 40,000 as opposed to the current
30,000-35,000. And the other elements of the
industry—those who service, supply, power, finance
and publicize this increasingly lucrative contractor
universe—will prosper along with it.

But this doesn’t mean that you can walk into the
home improvement field cold and automatically make
a fortune. Specific information in the many areas
involved in setting up and operating a successful
home improvement business is necessary for survival.
And back-up in the form of advertising assistance,
financial information, legislative advice, trade news
and Washington representation, is equally necessary
to get the new business off the ground and keep the
established business functioning profitably.

Fortunately, an organization exists whose sole
purpose is to provide exactly such relevant
information and back-up—the National Home
Improvement Council

The National Home
Improvement Council—
a profile

NHIC is by far the largest and most widely
respected professional organization in the home
improvement field. As such, it is the repository of the
accumulated experience of thousands of successful
contractors, manufacturers, distributors, lenders,
utility people and publishers. The open-sesame to this
huge and varied pool of expertise is membership in
NHIC.

The Council has a nationwide membership of
more than 2,600 companies, which range in size from
one- and two-man remodeling shops to giant
corporations. Each has a voice on NHIC councils and a
vote in setting NHIC policy. Officers and directors are
drawn from all segments of the home improvement
community. The current president is a building
materials manufacturing executive. One of the two
elected vice presidents is a contractor (as is the
treasurer) and the other is from the appliance field.

Local chapter is basic
NHIC unit

Each of NHIC’s forty local chapters serves its
community as a forum for the exchange of home
improvement ideas and information. It's the place
where the contractor who can’t get delivery takes his
problem directly to the distributor involved; where
the manufacturer discusses his new product with the
people who will be using it; where the lender keeps in
contact with his prime financing market; where the
utility man finds out where load will be needed, and
how much. The dollars-and-cents value of this
informal give-and-take, conducted in a friendly,
non-competitive atmosphere, can scarcely be
overestimated. If it were all NHIC provided, its
existence would be more than justified. But there’s
more. Much more. Consider the following:

Professionalism and recognition. When the home
improvement specialist walks into a prospect’s home
as an NHIC member, he can point to an ad in a
national magazine, show the prospect the NHIC seal,
and identify with what it stands for—a code of ethics
that promises an honest deal, proper insurance
coverage and follow-ups if necessary.

Like tens of millions of other shelter magazine
readers, the home improvement prospect has seen the
NHIC seal regularly and its message: ‘‘Look for the
NHIC member in your community. He’s a good man to
do business with.”

So Council membership provides advantages of
professional image and recognition not available to
non-NHIC competition. They're effective sales tools
because they’re backed by truth and a record of
quality workmanship. They instill confidence in the
homeowner. He knows it pays to ‘‘deal with the seal.”

Education. The areas in which the home
improvement specialist must be knowledgeable are
practically endless, ranging from energy conservation
to kitchen planning, from lighting to advertising,
from contract preparation to financing. How does he
stay on top of this immense body of disparate but
equally important data? He can take valuable time
away from his business for training, research and
study.

Or he can depend on NHIC.

The Council regularly distributes a wide range of
bulletins, newsletters and reports which detail the
latest industry information and analyze its effects on
the home improvement business. They highlight new
products and their uses, industry news, Washington
activities, and government and private-sector
programs that can help you cut costs and taxes. A
many-faceted body of information is passed along to
you, all specifically designed to help you run your
operation more smoothly and profitably.

NHIC also conducts annual conventions which
are educational experiences in themselves. Seminars
and workshops on important areas of home
improvement activity are annual standout features, as
are displays of the latest equipment and materials.
Prominent figures from government and industry
address the conventions each year, to give the
attendees an overall picture of the industry and the
economic, political and social factors which affect it.
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Washington representation. The Council
maintains a permanent Washington office to monitor
legislation, schedule testimony and keep the
membership current on those developments that
affect any and all segments of the industry. In
addition, Randolph ]. Seifert, NHIC’s staff vice
president and general counsel, divides his time
between New York headquarters and Washington,
where he testifies before Congressional committees
and meets with senior officials to present the
Council’s views.

Who joins NHIC—and why?

As previously noted, NHIC membership is
composed of all the elements that make up the home
improvement industry—contractors, manufacturers,
distributors, lenders, utility people and publishers.
Let’s detail what each of these elements derives from
its participation.

Contractors make up the largest
g part of the Council’s membership.
Through regular contact with their
peers, they pick up valuable tips on
techniques and materials, form
liaisons with specialists in those
areas they don’t have the equipment or manpower to
handle, and, in general, broaden their professional
base. By meeting with others in the home
improvement field, they become more proficient in
matters of financing, materials availabilities, publicity
and utility services. Also, it’s not exactly unknown for
a contractor to pick up a few good business leads
through his NHIC contacts.

Manufacturers of building
supplies, electrical appliances and
equipment, windows and doors,
cabinets and the thousand and one
other items used daily by the home
remodeler, find that NHIC
membership provides them with instant—and
inexpensive—marketing research. Sitting in meetings
and on committees with volume purchasers of their
products naturally leads to discussions of what’s
needed, in what form and in what quantity. Thus, for
the modest price of an NHIC membership, the
manufacturer can often anticipate trends, deploy his

field personnel more efficiently, and solve marketing
Distributors. As the conduit
from the manufacturer to the end
. . user, the NHIC-connected distributor
. . - regular, face-to-face contact with
home remodelers, he learns at first
hand what products are preferred and why, whom he
are expected of him and, often, what the next “hot”
item is going to be. From the manufacturer, he picks
up tips on new or improved

problems before they arise.

is in an enviable position. Through
can safely extend long-term credit to, what services
materials products,

Better Your Living

National Home Improvement Council
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availabilities, and price or shipping schedule
changes. The distributor is NHIC’s “man in the
middle,” and from his viewpoint, happily so.

Lenders. No segment of the
home improvement field benefits
more from its NHIC membership
than the financial community.
Through their local chapters, lenders
meet with contractors on a personal
basis, discover those intangibles that can’t be
recorded in a P&L statement, and get a rounded,
accurate “feel” for individual business acumen and
stability. Such intimate information permits the
lender, when called upon to do so, to recommend the
right contractor for the right job, as a means of
assuring a sound investment. Conversely, contractors
can evaluate the lender for possible recommendation
to the homeowner as a good source of financing.

Utilities. As the nation’s gas and

electric companies become more
deeply involved in energy
=

conservation, they become more

= deeply involved with their
communities’ home improvement
contractors. Most utilities feel that while they have
the responsibility of suggesting what the householder
should do to make his home more energy efficient, the
execution of those suggestions—insulating, door and
window replacement, caulking, weatherstripping,
etc.—is the province of the home improvement
specialist. NHIC membership gives them a direct line
to the most reliable home improvement people in the
operating areas.

Publishers. The trade and
consumer press has deep,
long-standing ties with NHIC.
Council membership keeps editors
and publishers in constant touch
with the industry’s newsmakers and
assures them of a constant flow of good feature
material. On a more practical level, special sections,
combining advertising and editorial content, are
sponsored regularly by NHIC to announce new
developments and promotions. And Council
membership creates associations with major building
industry advertisers, whose aggregate ad budgets run
well into the tens of millions of dollars per year.

How about you?

The next decade promises to be one of
unprecedented growth for the home improvement
industry in general and NHIC in particular. If you're
part of one, you owe it to yourself and your business
to be part of the other. The advantages of NHIC
membership, in terms of business contacts, education,
political clout, reputation and industry cooperation,
are being enjoyed, right now by many of your more
successful colleagues. They're equally available to
you. Your first step in acquiring them is to drop a line
to us at the National Home Improvement Council, 11
East 44th Street, New York, N.Y. 10017, or call us at
212/867-0121. We'll get back to you by return mail
with all the information you need.

Drop that line or make that call today. You’ll be
under no obligation except the advancement of your
own interests.




“GE REFRIGERATORS LIKE THESE HELP
WESTGATE APARTMENTS GET THEIR TENANTS
AND KEEPTHEM? -

“It takes more than one kind of refrigerator to give builders and
apartment house owners the right one for their different budget and
design requirements. Which is why the professionals come to
General Electric.

“Today, however, the trend in refrigerator buying is clearly toward
larger-capacity units, and GE gives you a choice.

“At Westgate Apartments in St. Louis, Lewis Levey of Lincoln
Property Co. is using both the TBF16S with a spacious 15.6 cu. ft. and the
TBFI6A with large capacity plus an automatic ice maker.

“The TBF14 model is frost-free in both the freezer section and the
fresh food section.

“And with a GE refrigerator the need for service calls is greatly
reduced. Should service be needed, GE’s famous Customer Care® service
is available to every one of your tenants. You have no worries where
servicing a GE appliance is concerned.”

Take advantage of over 30 years of consistent service to builders.
Call your local GE Contract Sales Representative.

THE APPLIANCES AMERICA COMES HOME TO.

GENERAL @3 ELECTRIC
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Andersen helps make
an office building feel more

like home.
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Southill Square Office Building
Stillwater, Minnesota

Architect: Michael McGuire,
Stillwater, Minnesota

6114 Copyright © Andersen Corp., Bayport, Minn. 1976
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From the beginning, Southill Square was
meant to be an office building that is as
warm, friendly and comfortable as home.

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

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

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

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

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

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

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

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

The beautiful way to save fuel.

Anderser Windowalls 854
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f your customers would like the
serenity of the New England
countryside, show them
this ad. They’ll love
the mellow, rustic feel of
Georgia-Pacific’s new
Barnplank™ paneling.
Knots, splits, and natural
color contrasts in the Pon-
e derosa pine face veneer give
Barnplank paneling
the character of au-
thentic old barn

siding. Irregular-width grooves, spaced
approximately 12" apart, also

contribute to the board-like appearance.

The feeling of great stone fences and
charming, old New England barns is
unmistakable. What's more, you can
offer customers a choice of three subtle
shades. Remodeling with barn board
is very expensive, assuming you can
find it. But Barnplank paneling is
moderately priced. And you can
find it—at a Georgia-Pacific
Registered Dealer near you.

Weathered Brown Pine Veneered Plywood 5/16”

For many more decorating and remod-
eling ideas write today for our free
“Remodeler Idea Kit.”

Georgia-Pacific
Portland, Oregon 97204
Circle 42 on reader service card
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L GAF°TIMBERLINE’ASPHALT SHINGLES
HELPED US SELL OUR ENTIRE 160-UNIT
COMPLEX IN JUST 60 DAYS.

EVEN BEFORE WE BUILT IT.”

Jerry Kramer, Builder/Developer
“The Admiralty,” West Bay Shore, New York

“When we're building a luxury townhouse
complex like ‘'The Admiralty, it's important that
we impress our prospects with alook of quality
and elegance even before they set foot inside
the model,” says Jerry Kramer, and he continues:

“"Because the unique design of the buildings
shows a lot of roof, our choice of roofing was crit-
ical. That's why we used GAF® Timberline®
asphalt shingles.

"They cost substantially more than standard
grade shingles, but believe me, they're worth it.
Their double thickness and random-butt design
give our townhouses the rugged beauty our
prospects were looking for. And Timberline's
subtle wood-like tones blend beautifully with
the wood-shake shingles on the sidewalls.

"But our buyers —who are spending $60,000 to
$85,000 for these homes —want performance as
well as looks. And Timberline shingles give
them just that. Their heavy-duty asphalt con-
struction assures many years of trouble-free ser-
vice. They won't rot, split, crack or warp. And
they'll stand up to almost any kind of weather.

“Idon’t think of GAF® Timberline® roofing in
terms of the extra cost. I think of it as a solid
investment that really paid off.”

[ e e e ettt

GAF Corporation
Building Products, Dept. RS77
140 West 51 Street
New York, New York 10020

| O Please send me more information on Timberline®

| asphalt shingles.
| O Please have a representative call.

M

\

S BT T et Zip

" TIMBERLINE'
| ASPHALT SHINGLES

L——————————————--——————--—
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Get the

Professional

Edge.

Contractors! Distributors! Manufacturers! Lenders!
Publishers! Utilities! The Home Improvement Industry
is a big industry consisting of 6 major segments—
each with its own special insight and expertise; all with
major influence as part of the successful team called
Home Improvement.

Once a year, you as part of the Home Improvement
Industry, have the opportunity to share knowledge,
keep abreast of current and future industry trends,
learn how the industry is coping with legislation and
government involvement in your business, and enjoy
some fun and relaxation at the Home Improvement
Industry Expo-Convention.

Three information-packed days of seminars, workshops
and lectures featuring more than 60 outstanding speakers, will
help you broaden your professional abilities, expand your
business and increase your profits with the knowledge and ideas

you will gain at Expo-Convention '79.

Because of the tremendous response over the years, the
Expo-Convention has expanded to include, an Exposition of over
100 booths where you will see the newest in products and

services.

Information— Ideas— Products— Services— it's all there at
Expo-Convention '79. If you're a professional in the Home
Improvement Industry, NHIC member or not, you owe it to yourself

to attend.

For more information and a registration form,fill out and mail the
coupon to: National Home Improvement Council, 11 East 44th St.,

O
ntion

FEBRUARY 8-9-10
MARRIOTT HOTEL
CHICAGO, ILLINOIS

New York, N.Y. 10017 - 212-867-0121

THE HOME
IMPROVEMENT
INDUSTRY

con
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NATIONAL HOME H11/78
IMPROVEMENT COUNCIL

11 East 44th Street
New York, N.Y. 10017

National Home Improvement Council

Please send
PROFESSIONAL EDGE
Registration forms and
information today.

Name

Company

Address

W

Phone

City

mwm%mwsmmmwmmmmmmmmm@mmm%&mzﬁmm%

§ State Zip
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If you're an Attorney, Realtor, Builder ~ makes us a reliable source of title ((
or Lender, you understand how insurance just about anywhere in "

valuable sound title insurance can America. \;\"hen your clients need title

be to your homebuying clients. insurance, rely on us and our local PIONEER NATIONAL TITLE INSURANCE
As title insurers, we understand agents from coast to coast.

the sacecuritycfi ?fﬁciencyland expertise 4 ThelTrlliclor ITitle Insurgrs: Pionéeer : TITLE INSURANCE AND TRUST

you demand for your clients. ational Title Insurance Co. provides title g
We're the Tigor Title Insurers. services in 49 states. Title Insurance .

Our offices and agents have dealt with  and Trust does business in California, TICOR TITLE INSURERS

virtually every type of real estate Nevada and Hawaii. Title Guarantee

law. We've seen just about every kind  issues policies in New York. Home Office:

of regulation affecting real estate. 6300 Wilshire Blvd., Los Angeles,

And our collective financial strength CA 90048.

W cover nomes
fifomiseArelshimninziseas

Amenca, we've 2ot you covered,
housing 11/78 45



34 ;) people

Two housing execs
killed in plane crash

The worst domestic aircraft tragedy
claimed the lives of two Californian
housing executives on September 25.

Charles D. Bren, 34, vice presi-
dent/marketing for the Donald L.
Bren Co. in Los Angeles, and Andrew
Martin, founder and president of MCS
Development Inc. in San Diego, met
death in the crash of a Pacific South-
west Airlines 727 (see photo above
right). With 136 persons aboard, the
PSA collided with a Cessna, carrying
two, over the North Park sector of San
Diego. The crash left 144 persons
dead, including six killed on the
ground.

Bren’s career. Charles Bren, an 11-
year veteran of the Donald L. Bren
Co., was the brother of the homebuild-
er’s president, Donald L. Bren.
Charles had been director of market-
ing from January 1976 to April 1978,
when he was named to the vice presi-
dency. Charles had left his brother’s

company in April 1972 to serve as
president of the Charles Bren Collabo-
rative, a design and marketing firm,
through 1974.

The Bren Co. itself, a residential
builder, says it will complete about
1,500 units throughout California this
year.

Martin’s record. Andrew Martin,
45, founded MCS Development in
1976. In 1967, he had become general

O1OHd 14N

MCS’s Martin

manager of International Mortage
Co., a Kaufman and Broad subsidiary.
For the next six years, prior to found-
ing MCS, he was director of opera-
tions for Cemland Development Co.,
also in California.

Frank W. Rice Jr., a recent addition
to the MCS executive roster, has been
named as successor. The company’s
goal is to build 1,200 homes this year.

—MARY SARLO CRUZ

34 U.S. League

DEVELOPERS: The American Land
Co. (New York City) elects William
D. Miller as executive vice president
and director. He had been a senior
officer of the Anaconda Co. for the
last 10 years.

Avco Community Developers, an
Avco Corp. subsidiary in San Diego,
names Lorne L. Fonteyne as vice presi-
dent for corporate development. He
was with the company from 1957
through 1976, when he launched the
Foxfield Investment Corp.

The Christiana Companies (Santa
Monica) welcome Gregory Seitz to the
new post of merchandising manager.
He comes from the Pardee Construc-
tion Co., a division of Weyerhaeuser.

Jim Beam, who recently resigned as
executive director of the Orange
County Chapter of the Building Indus-
try Association of Southern California,
becomes president of Concordia Devel-
opment Corp. (formerly R&L Devel-
opment) of San Bernardino, Calif. He
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joins his son, Craig, also a principal.
GOVERNMENT: Two HUD officials
resign after a dispute over enforcement
of anti-bias laws. C.C. McGuire Jr.
leaves his post as assistant secretary in
charge of the fair housing section. His
top lieutenant, Herman “Tex” Wilson,
also quits.

Garth Marston resigns as the Re-
publican member of the Federal Home
Loan Bank Board to become vice

Christiana’s Seitz
Named to new position

chairman of Boston’s Provident Insti-
tution for Savings. He is expected to
succeed John S. Howe as chief execu-
tive officer when Howe retires next
March.

ASSOCIATIONS: The Home &
Apartment Builders Assn. elects a new
president for 1978-79. He is Mike
Mabhaffey, who served as vice president
last year. He succeeds Vernon Roberts,
who resigned.

The Executive Officers Council of

the NAHB elects Robert H. Rivinius to
its presidency. The council represents
the officers of the 700 local and state
builders’ associations affiliated with
NAHB. Rivinius is the executive vice
president of the California Building
Industry Assn. with headquarters in
Sacramento.
DIED: George Bliss, 60, Chicago
Tribune reporter who won the Pulitzer
Prize in 1976 for uncovering the FHA
scandals in his city, of self-inflicted
gunshot wound on September 11.




‘Our buyers wont consider
anything but a red cedar roof-
even to save money.”

John Woods, President,
Yale Properties.

HeatherRidge townhouses, Colorado. Builders: Yale Properties, Construction Division of Environmental Developers, Inc

“We've found customer acceptance
of red cedar is so great, we don't
even guestion what product to
use any more.

“In one of our communities,
aresearch firm asked 140 buyers
if they'd consider a composition
roof instead of cedar shakes to
save $800 on the cost of their new
home. The answer was unani-
mously ‘no.

“That's one reason we used
red cedar shakes for this townhouse
community in Denver. Another is
quality. We want the homes we build
today to look good for years to
come,.and we know we can count

on the long-lasting good looks of
red cedar.

“It's one way to insure our
status as a first rate builder”’

For information on “Product
Choice & Application.' write us at
Suite 275, 515-116th Avenue N.E.,
Bellevue, WA 98004. (In Canada:
10565 West Hastings Street,
Vancouver, B.C. V6E 2H1).

CERTIGH

These labels under .;;«h'ﬂ
the bandstick of LR AL
red cedar shingle and

shake bundles are S,
your guarantee of Mg%
Bureau-graded quality. | “&3*
Insist on them. e

Insulative (“R") values of roofing products
shown below. Source: ASHRAE Handbook
and California Energy Design Manual

Cedar Shakes (Heavy) 1.69
Cedar Shakes (Medium) 1.15
Cedar Shingles 87
Built-Up Roofing, Slag 78
Asphalt Shingles 44
Built-Up Roofing, Smooth 33
Asbestos Cement Shingles 21
Slate 05

Red Cedar Shingle & Handsplit Shake Bureau

Circle 47 on reader service card
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MARKETING

Target your
advertising
media as
well as your
market

Knowing where to advertise is just as
important as determining who should
be reading your message.

Two recent campaigns prove this
out. In one, a Denver builder spread
the word about his company’s name
change by literally swiping a page
from the yellow pages. In the other, a
Florida condominium was bailed out
with the help of ads that carefully
avoided the weekend real estate sec-
tions of local newspapers. Reason: the
project’s prospects just weren’t reading
this traditional advertising.

Name change. Witkin Homes, build-
ing in Denver for 20 years, changed its
name last summer to U.S. Home,
Witkin Division.

“We'd been a U.S. Home subsidiary
five years,” says President Jack Wit-
kin, “and we wanted to be better iden-
tified with this largest on-site builder.
But once we changed our name, we
had to find the best way to tell
people.”

Witkin’s ad agency, Broyles, Alle-
baugh & Davis of Denver, used news-
paper ads and television commercials,
of course, but it also created a direct-
mail piece (right) using the yellow-page
directories.

“We pulled the page on which the
Witkin name appears and pasted a
label with the new name over it,” says
BA&D's Linda Rieger, Witkin’s ac-
count manager. “That became the
cover of our brochure. We also
included a sheet of extra labels so
people could update their own files,
directories and address books.”

More than 5,000 brochures were
mailed to Witkin’s homeowners (refer-
rals are a major buyer source),
suppliers, contractors, Realtors and
lenders. The results were dramatic.

“Everyone in the industry here has
been talking about the piece,” Rieger
says. “And some homeowners have
told the company that they never real-
ized they were living in a U.S. Home

house.”
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A place for people who
couldn’t live any place else.

A home for who
aren't normally at home.

table

na

Snob-appeal ads avoided real estate pages because market didn’t read them.

Condo bailout. Pointe South in Boca
Raton, Fla., had sold only 25 of its 65
condo apartments in three years. Then
the Martin Ruoss Creative Group,
Fort Lauderdale market consultants,
were brought in.

A survey showed that prospects
were young and affluent working
couples and singles who were renting
at $350 to $400 a month. They would
be receptive to snob appeal, the agency
felt, but not if the ads ran in the
weekend real estate sections of news-
papers.
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“They rarely read real estate
pages,” says President Martin Ruoss.
“Those ads talk about closeness to
schools or shopping, and don’t interest
them. But they all read the financial
and entertainment sections.”

The Ruoss Group prepared highly
visible ads (above) with photos of
attractive young people and provoca-
tive headlines that emphasize the
special characteristics of potential
Pointe South buyers. The ads ran only
on weekdays in the financial and
entertainment sections of newpapers
from Delray Beach to
Fort Lauderdale.

Result: The project
sold out in six
months—three months
ahead of schedule—at
$46,900 to $54,900, or
$8,000 a unit above
pre-bailout prices. Says
Ruoss:

“Before the ad cam-
paign, less than ten
people a week were

303} 7384111

130, 75 411
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7303) 7554111

9726 € wamoaan Ay

Danver CO 80231
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SFas t ambion
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“And many buyers
asked Pointe South
salespeople if they
could personally meet
the models pictured in
the ads.”

—JOEL G. CAHN
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13037 T8 4111




Natures tile with an Italian accent!

Florida Tile has applied the skills of Italian
craftsmanship to an original blend of nature's own
clays to create Natura. This classic ceramic tile
offers your potential homeowners a fascinating
variety of decorator colors, textures and fired glazes
designed to enhance any floor or wall of the home.
Natura is European in heritage, yet made in
America, so it's competitively priced, with complete
back-up inventory and prompt, on-schedule delivery
assured to meet critical demands and construction
dates. Return this coupon and we'll send you an
actual tile sample, the name of our distributor near
you, and details of our Builder Model Home
Program. This attractive Program can add a gracious
tile accent to the foyers of your model homes, and
complements their charm, value and marketability
to prospective homebuyers.

M.

©19

r/l-l-l-l-l-l-l1

'm interested in readily available, reasonably priced
Italian style tile. Please send me an actual tile sample
and literature on Natura. | would also be interested in
the name of your distributor in my area and
information on your Builder Model Home Program.
(Offer expires December 31, 1978.) :

Name
Company
Address

State

Telephone

Florida Tile
Sikes Corporation
Lakeland, FL 3380

florida tile

Circle 49 on reader service card
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This plan was designed ViGN
for empty nesters ”LMEQ‘? FLIE
But the market changed

to young couples
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How would you replan?

BR
Here’s how Beacon Homes Soprek
solved problem e o

BR

Sannany
(553598 enss

* Country kitchen (above) was
substituted for original cor-
~ ridor kitchen (left) because
& young prospects wanted
eat-in kitchen space for
their children. New kitchen
replaces formal living room
in revised plan.

PHOTOS: GM
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Beacon Homes had to replace the
1,222-sq.-ft. plan at left when the
market for the detached house
changed from empty nesters to young
families. But the builder did not design
a new model from scratch.

“We kept the basic layout, eleva-
tions and bedroom and bath arrange-
ments,” says Bob Fox, Beacon’s mar-
keting director. “But we tailored inter-
ior spaces to our new prospects.”

Result: Seventeen sales since the
redesigned house (plan below left)
opened last summer at five Beacon
projects in and around New Port
Richey on Florida’s west coast. And
the $35,740 price was $1,000 more
than for the model that was replaced.

Cost-saving. Beacon figures it saved
about $5,000 in design fees and rework
costs by revising.

“We made changes in our own
drafting department instead of going
to an architect,” says Fox. “And we
got permits within 10 days. So the new
home went on market in weeks instead
of months.”

Beacon interviewed prospects for six
months to find out why sales of the
original model had slipped badly. In
addition to the market change, the
company learned that two features of
the old layout—a formal living room
and a small, maintenance-free kitch-
en— had great appeal to empty nesters,
but were considered useless by younger
shoppers.

“New prospects told us that the
living room was a waste of good space
since the house already had a large
living center,” says Fox. “And they
felt that the corridor kitchen was unus-
able for young families.”

Design changes. In the revised plan,
the living room has been replaced by
an eat-in country kitchen and the
living center has been expanded to
accommodate more family-oriented
activities. The door to the garage has
been moved from the living center to
the foyer because prospects felt the old
location brought too much dirt into a
carpeted area. And a bigger covered
entry offers children more protection
against the weather.

Why keep the arrangement of
aligned bedrooms?

“Empty nesters liked it because they
viewed the secondary bedrooms as an
extension of the master suite,” says
Fox. “Young parents like it because
they want to sleep close to their chil-
dren.” —J.G.C.

Circle 51 on reader service card —>




N EW from Masonite Corporation

An embossed prefinished
door facing that has the
look of oak, the feel of oak, without the cost of oak.

A sensationally faithful reproduction of flawless rotary-cut oak, OakCountry has to be
seen to be believed. The deep-grained texture is embossed into durable hardboard,
making OakCountry 50% denser than natural wood...structurally stronger...dimen-
sionally more stable. Prefinished in light or dark tones on a mar-resistant surface, it
won't crack, split, check or splinter. OakCountry will awaken your senses. Even the
economic ones! Send for a free OakCountry sample and a list of door manu-

facturers using OakCountry door facings. Write, Masonite Corporation, »

Door Product Manager, 29 North Wacker Drive, Chicago, Illinois 60606. s

Masonite is a registered trademark of Masonite Corporation. g 3
—
=
That'’s the beauty ] . l #

of Masonite® MASONITE

REAND CORPORATION
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New from the'Raynor Forest...
steel that looks like wood!

. Timberline is Raynor's new sectional ga- also available for colder climates.
rage door that combines the beauty of wood with Next time you're selecting a garage door, be
the strength, security and durability of steel. And sure to ask for the Raynor Timberline. The one
because it's made of steel, Timberline door that offers the best of two worlds.
won't rot, warp or shrink, ever. Plus, its RAYNOIR. For complete information on the new,
deep-ribbed design takes on an attractive =~ SACACEDOOHS — hegutiful steel Timberline sectional ga-
wood-plank appearance. rage door, call your local factory-trained
Timberline features a rich wood-grain, Raynor distributor/installer. You'll find him
baked-on enamel finish offered in both in the Yellow Pages under “Doors.” Or
one and two-car sizes. Insulation and write Raynor Manufacturing Company,
other weather-protection materials are Dixon, IL 61021.

Circle 52 on reader service card




Progress non-destructibles:

an un-smashing success.

The new line of Progress non-destructible lights can take anything. Even the
most punishing abuse. Try them. Fight dirty. Throw rocks. Baseballs. Smack
them with a ladder. They're Lexan®, they can take it. And Progress puts them
together with Allenhead screws to prevent : UHEES ‘W Sw—
tampering, too. Whether you want fluores- Box 12701, PRGN PA 19704
cents or incandescents, Progress has the I I
non-destructible commercial fixtures that I I

| want a free Progress
commercial catalog!

can hack the tough jobs. Progress also has Name
emergency exit lights. Extruded cylinders l Coreihy

and squares. Track lighting systems. Speci-
fication grade recessed. And more. And
you'll see them all in the new 96-page I

Progress Commercial Lighting catalog. D q H [h]ﬁ

Send in the coupon and we'll get a copy rn mss D@] Um@l

Subsndlary of Walter Kidde & C |
tO you ompany, Inc.

Street Address

City State

“Lexan is a registered TM of General Electric Company. h RN e e S (SR J
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Georgetowne* had no ordinary open-
ing.

Prospects arrived at the 160-unit
townhouse project in suburban Carol
Stream, Ill., to find a circus complete
with animals, clowns, tents and free
refreshments.

“We knew our three and four-
bedroom units would attract families
with young children,” says Ray Smith
Jr., president of the Chicago division
of Kaufman and Broad Homes, the
builders. “So we catered the opening
to young interests.”

M.J. Brock & Sons had sold almost
200 houses in less than a year at
Larchmont Chardonnay, its 660-unit
detached-house project north of Sacra-
mento. But many owners had not
gotten around to landscaping their
$30,950-t0-$39,950 homes.

“Prospects pass by these houses to
get to our sales center,” says senior
vice president Carroll E. Brock. “So

*The “¢” was added to the project’s name after
the signs were created.
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... and Iwn contessells new look
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KEYS CALVES

The clowns directed traffic to the
sales trailer and entertained children.
A petting zoo stocked with ponies,
goats, ducks and lambs kept young-
sters occupied while their parents
shopped. And to emphasize how sales
were going, a ship’s bell was clanged
each time a sale was recorded.

The builders spent $12,000 to stage
the promotion and “it was money well
spent,” says Smith. The result: 35 sales
during the two-day June weekend and
100 more in the next month. (Prices
range from $51,990 to $57,990.)

we were anxious to make the street-
scapes look as appealing as possible.”

The builders staged a lawn beautifi-
cation contest and got more than 100
owners to compete for nearly $6,000 in
prize money. Entries were judged in
two categories.

“Everyone really won, however,”
says Brock. “The owners have better-
looking lawns. And we’'ve enhanced
the prospects’ image of our project.”

—J.G.C.

PREFABBERS

NAHM rallies
to polish image

Over three decades after the fact,
prefabbers are still trying to shake off
the image of slap-together housing put
up as temporary shelter during and
immediately following World War II.
At their 36th annual meeting, held
Sept. 24-27 in the Hyatt Regency,
Washington, D.C., members of the
National Association of Home Manu-
facturers talked from the podium and
informally about reversing public atti-
tudes toward prefabs.

Their concern was underscored by
Better Homes & Gardens research last
winter which revealed that 70% of
homeowner respondents believed “con-
ventional site-built houses are better
built than manufactured houses.”

“We're going to concentrate during
my administration,” said incoming
NAHM president T.W. Cahow, ‘“on
making ‘manufactured housing’ syno-
nymous with quality for consumers.”
Cahow, president of Continental
Homes of New England, Nashua,
N.H., said the association’s promotion-
al plans included:

®Holding its second annual Manu-
factured Housing Week, April 22-29,
1979.

®Distributing NAHM ad mats and
emblems to members, and through
members, to dealers. Special mats are
being prepared for the week-long
promotion next April.

®Preparing press releases and plac-
ing stories favorable to prefabs. One
such story is tentatively scheduled for
the April, 1979 issue of Better Homes
& Gardens.

® Arm-twisting members to place
more industry-related advertising.

Citing confusion with the mobile
home group name (Manufactured
Housing Institute), some NAHM mem-
bers pressed for a change in the
promotional label of Manufactured
Housing Week. Cahow said, “We're
not going to change. We're going to
grab the words ‘manufactured hous-
ing’ and make them work for us.”

Admitting that communication be-
tween NAHM and MHI was limited,
both Cahow and outgoing NAHM presi-
dent Walter E. Ekblaw agreed than an
alliance between the two groups was
worthwhile and conceivable within the
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Sources for solar energy answers

Will solar heating pay off
in your area?

How many square feet
of solar collectors
make economic sense
for your next

model home?

Answers to these and similar questions
about solar energy are available now
from many computer-based sources.
The data concerns flat-plate solar
collector systems, the most common in
use at present. Here are the major
sources:

®The Department of Energy (DOE).
SOLCOST, DOE’s program, offers a com-
puter print-out on sizing a solar
system —liquid or air—the payback
period and rate of return on invest-
ment. A SOLCOST report can also
provide heat-load calculations and a
performance comparison between two
or more brands of collectors, or
between two identical model homes
with the same solar system, located in
different geographical areas.

SoLcosT fee for a single solar analy-
sis is $35, and $10 for each additional
report based on the same information
with input substitutions in one catego-
ry. A heat-load calculation costs $35,
or $50 for heat load and solar analy-
Sis.

A completed soLcosT form de-
scribing the structure and local condi-
tions must accompany payment.
Forms are available free, as are three
handbooks detailing the program:
“The soLcoST Space Heating Hand-
book™ (latest in the series); “An Intro-
duction to SOLCOST”; “The SOLCOST

Hot Water Handbook.” Write for any
or all to: International Business Ser-
vices Inc., Solar Group, 1010 Vermont
Ave., NW, Suite 1010, Washington,
D.C. 20005.

Constantly updated soLCOST infor-
mation is plugged into three of the
largest computer networks in the U.S.
Anyone can tie into a network using
information from a SoLCOST form, and
gain answers directly at $10 to $12 a
run. However, computer terminal rent-
al runs from $125 to $175. The three
networks are Central Data Corp.
(Cybernet, Cybernet of Canada), GEIS
(General Electric Information Service)
and Boeing Computer Systems. Con-
tact International Business Services in
Washington for instructions.

®NAHB. As a service only to mem-
bers at $12 a run, NAHB offers a Solar
Hot Water Heating Analysis. What
builders receive for their money is:

1. Comparison of the model house
with a solar domestic hot water system
and a non-solar house of the same
design, plus potential tax savings for
the homebuyer.

2. A graph showing cumulative
savings expected for the system in its
area.

3. A report on payback as it relates
to down payment and total payment.

To get analysis forms, write the
Technical Services Dept., NAHB, 15th
& M Sts., Washington, D.C. 20005.

What about solar space heating? “If
there’s enough demand, we can set up
a space heating analysis program in a
very short time,” says technical ser-
vices director Don Carr.

®HUD. The HUD Residential Solar
Viability Program (RSVP) is not a solar
economic analysis service, but a source

of data to set up a separate program.
The cost is $175 for which one
receives:

1. A computer tape containing data
used to assess solar performance in
economic terms.

2. A user’s manual with instructions
for operating the RSVP program.

3. A programmer’s manual contain-
ing a program listing, plus a discussion
of the equations used in the computer
model.

To order a package, refer to the HUD
Residential Solar Economic Perform-
ance Model: Program Deck, #PB
273592. Send letter and check to
National Technical Information Ser-
vice, 5285 Port Royal Rd., Springfield,
Va. 22161.

If you have questions about the
program, write The National Solar
Heating & Cooling Information Cen-
ter, P.O. Box 1607, Rockville, Md.
20850 — Attention: RSVP.

®Private sources. A number of
major producers of solar equipment
offer a solar economic analysis based
on the equipment they make.

Finally, here are three independent
firms:

1. Daniel Enterprises, Inc., P.O. Box
2730, La Habra, Calif. 90631. This
firm offers a life-cycle economic analy-
sis of a solar energy system: $12 for
the first computer print-out; $3 for an
analysis of the same material.

And two firms offer a solar econom-
ic analysis of large commercial and
industrial buildings. They are:

2. Manyam & Associates Inc., 2027
Corunna Rd., Flint, Mich. 48503.

3. Travis Braun & Associates Inc.,
4140 Office Pkwy., Dallas, Tex.
75204. — JOHN H. INGERSOLL
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next decade. Ekblaw, president